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the totally new, totally fresh ﬁm
gramming concept ready to help
you score.

50 half-hours available Fall 1989

‘Lap-Buster’

Vignettes

SMC is No. 1 in vignettes—
those entertaining and ingenious
short form “Zap-Busters” that
make sure commercials are
seen and remembered! The
wrap-around format captures
viewer attention and creates
greater impact. They're the per-
fect setting for your commercial.

A calendar of unforgettable
:30 music memories, one for
every day of the year.

SELECT MEDIA

|NTERHIS

qasirsine o I

The ’50 movie trivia chal- Legendary comedians and
lenge that asks viewers how  new talents provide big
much they really know about  laughs. Fast-just :15. Perfd
the silver screen. for late night!
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AUNICATIONS IS

Health
Break

Jim Palmer hosts this fas-
cinating series of health tips.
If's :30, but the information
can last you a lifetime.
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COMMUONICATI ON

212/ 555-00")3

The informative, animated
:30 wraparound series that

See us at |NW Suites 638, 540 & 647
provides food for thought. See us at NATPE ooth 149

£ 1989 Select Media Communications, fue
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HOW TO BREAK
INTO THE LUCRATIVE
HOME VIDEO MARKET. . .

HONE VID=0:

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 projects, 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—oven for the profession-
al—to spark ideas and stimulate
organization in projects.

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

Enclosed find $ for
copies of HOME VIDEQ: PRODUCING
FOR THE HOME MARKET

Name

Company

Address____

City

State__ _Zip

Price Includes postage and handling.
Company Purchase Order or Payment
Must Accompany This Order.

Television/RadioAge

Volume XXX VI, No. 10

December 12, 1988

—

Is there life beyond ‘Oprah,” ‘Donahue,’ ‘Geraldo’?
Stations seek answers in off-network, other series |

Road to NATPE: early fringe

Independent TV stations carve out niches
with identities for movies, sitcoms, sports

The independent challenge—I

Leading Independent Agency Network achieves
clout, proves megamergers aren’t the only route

Agencies pool buying resources

Dean Hargrove, 15-year writing, producing veteran
finds winning formula for series development

Network TV’s high scorer 52 !
,
Low-cost packages for small retailers 65 |
WRC-TV, sponsors in prenatal push 66 |

8 Publisher's Letter 38 Radio Report 69 Spotlight On. . .
12 Final Edition 40 Radio Barometer 71 Wall Street
20 News About News 55 Viewpoints 72 Feedback
24 Sidelights 56 Programming 75 Inthe Picture
30 International 63 Station Report 78 Washingion
34 TV Barometer 67 Seller's Opinion
Telovislun/Radin Age (ISSN # US0040277X) (USPS #537160) i publishod every other Monday for $60 per year by the
Television Editorinl Corp. Publiention Office, 1270 Avenune of the Americas, Now York, NY 10020. Second class postage
paid wt New York, NY nod additional imiling offices. POSTMASTER: Send address changoes to Television/Radio Age,
1270 Avenue of the Amoricin, Now York, NY 10020,
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Sheridan Broadcasting Network

The Board of Directors of SBN
is proud to announce
the election of its new President

E. J. “Jay” Williams, Jr.

Mr. Williams will be responsible for all aspects
of the Network. Formerly Director of Sales and
Marketing at SBN, he will be headquartered in
the New York executive office.

Sheridan Broadcasting Network (SBN),
with 133 Affiliates, continues to distinguish
itself as the largest urban oriented News, Sports
and Entertainment radio network in the country.

Television/Radio Age

THE BEST IN NATIONAL URBAN RADIO PROGRAMMING

" c] N S)" Sheridan Broadcasting Network
1 Times Square Plaza
New York, NY 10036

New York, Pittsburgh, Chicago, Detroit,
Washington, DC, Houston, Los Angeles

Editorial, Circulation

and Publication Offices

1270 Avenue of the Americas

New York, NY 10020
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Fax: (07072) 76488
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Mort Miller

Sales Representatives
Marguerite Blaise,

Graphics & Art Director

Frank Skorski

Production Director
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SLEDGE HAMMER!, the toughest cop on the airwaves,
‘explodes into television and he's aiming to be Number One
with a bullet in your programming line-up. A proven winner
in competitive time-periods with top efficiencies among men
and kids, he carries a prior awareness necessary for success
as well as a built-in audience of faithful and loyal fans.
SLEDGE HAMMER! is ready to gun down the competition
i}n your market.

steEncEHAMMER!

iTOP GUN IN SYNDICATION! ~.
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Publisher’s Letter
-

High definition television pioneers
see 13 million sets sold by 2003

About 10 years ago a group of broadcasters returned from a State Depart-
ment junket to Tokyo by way of Osaka. En route a small group saw a
demonstration at the NHK Studios of a new process called high definition
television.

I reported the demonstration at the time. It was a knockout. The colors
were brilliantly true, and the picture had three-dimensional tone. Broad-
casters were aghast at the high fidelity of the picture. This was an over-the-
air transmission. It was one of the early live transmissions of HDTV.

Harry Pappas, Donald Pels, Bob Curran, Walter Bartlett, Stanley Moger
and Ave Butensky were among those broadcasters who saw this transmis-
sion. Since that time there has been continuing research on HDTV. The
most recent was a study that was done by Robert R. Nathan Associates for
the Electronic Industries Association. The objective of this latest study was
to calm the fears of U.S. manufacturers that U.S. industry would be shut
out of the HDTV market.

Made in U.S. The report says that the large screen size of HDTV makes
U.S. production highly likely as virtually all large screen sets intended for
U.S. consumption are produced in the U.S. It states that virtually all 20-
inch and larger sets are made in the U.S. The Nathan Report predicts that
13 million HDTV sets will be sold in the U.S. by 2003 and that 92% of these
will be manufactured in this country. (See page 14.)

The RRNA Report was released by the Electronic Industries Association
last month at a press conference, and a forecast was made that HDTV will
sell faster in the U.S. in the first four years than either color TV or VCRs
did. The Nathan Report predicts that market penetration of HDTV will
reach 25% of U.S. households by the end of the century.

In a paradozxical way the development of HDTYV is paralleling what
happened over the years to compatible color, which moved off the drawing
board in the early 1950s. It appears that HDTV penetration will be slowed
down somewhat because the HDTV system requires a completely new
service of both transmission and reception. It would appear that this
business is in for a fascinating 10-year development which will affect all
aspects of television operations.

V.

Television/Radio Age, December 12, 1988
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Fast talkers win...in the most original, most intriguing
new game show in years.

% All-new half-hour entertainment strip for today’s huge audience of
game-show fans.

* Great family fun...everybody plays along.

% Hosted by Wayne Cox...TV's newest game-show star.

* Cash/barter basis.

PROGRAMMING TO BUILD YOUR PROFITS

D.L.TAFFNER/LID.

(212) 245-4680 {213)937-1144 © 1988 D L Tafiner/Lad. All ights reserved.
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SAN FRANCISCO

W18-49 INDEX TD HH

NEW YORK

W18-49 INDEX TD HH

FEUD WLD C.AFF WHEEL

RTG W18-49

CLEVELAND

W18-49 INDEX TO HH

_FEUD  WLD WHEEL USA

LD WHEEL USA  JEOP

RTG W13-49

SOURCE: NSI DCT "8

WwWWW .

FEUD

ATLANTA

FEUD

STRENGTH

Facts don’t lie.

FAMILY FEUD delivers W18-49 with
superior efficiency. More efficiently,

in fact, than programs reaching a larger
household audience. See for yourself.

WASHINGTON

W18-49 INDEX TO HH

ET E MAG WHEEL .IEOP FEUD JEOP

RTG W18-49 R16 ma 49

BALTIMORE

W18-49 {NDEX TO HH

FEUD WID E.MAG JEOP WHEE!

W18-49 INDEX TO HH

ET  WHEEL USA

HTG W'8~49
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FAMILY FEUD is getting stronger
and stronger—
. growing faster than talk, court

“M\O“W\“E' and infotainment.

FAMILY  PEOPLES ET WIN USA WHEEL  JEOPARDY CURRENT

FEUD  COURT LOSE TODAY OF AFFAIR
DRAW FORTUNE

7.1

A Mark Goodson Production
Hosted by funnyman Ray Combs

LBS COMMUNICATIONS INC.
New York (212) 418-3000

Los Angeles (213) 859-1055
Chicago (312) 943-0707

ENTICAR wa 03 and 11788
& LAS Communications Inc
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Final Edition

ABC, despite ‘War’ losses,
widens gap over CBS,
learns lessons for spring offensive

ABC, while hoping the May chunk
of War and Remembrance will
prove more memorable than No-
vember’s, maintains that that
miniseries is not the big disap-
pointment many in the industry
think it became.

True, the miniseries’ ratings
shortfall translated into an esti-
mated $3 million in makegoods.
And even if War were a ratings hit
this fall and next spring, Tom Mur-
phy, chairman/CEQ, Capital Cit-
ies/ABC, has conceded ABC would
still lose $20 million on the entire
32-hour project, since ad revenues
will not offset the $110 million in
costs.

Murphy points out that ABC lost

more on last season’s Dolly series
flop. And ABC lost “$7 million or
$8 million” on just one of its more
routine victims, Once a Hero, Mur-
phy discloses,

On the plus side, unlike those
weak series, War and Remem-
brance had ratings strong enough
to put ABC 1.4 rating points ahead
of CBS in the season-to-date aver-
ages and served as a solid promo-
tional vehicle for its new and re-
turning series.

Scheduling lessons? ABC may
have learned a few lessons that can
help the miniseries’ May climax
outperform the introductory 60%
of the story. Says Larry Hyams, di-

" rector of primetime analysis, “One

of the things we're investigating” is

whether to start the May episodes §}

at 9 p.m. (ET), since the November
ratings data indicated that young
people were not interested in the
TV novel about the World War II
era. At NBC, which won the
sweeps, Gerald Jaffe, vice presi-
dent of research projects, notes,

“Going in, we really weren't the fa- §
vorites ... We conceded the older§

adults to War and Remembrance
and we sent for the young adults.”

Another possibility, industry}
sources feel, is that Dan Curtis, }|
exec producer-director, may be§

persuaded not to end the May epi-
sodes 10 or 15 minutes before 11
p.m. The Nielsens for several No-
vember episodes that ended thusly
showed that the tuneout during the
final half-hour ranged from two to
three rating points, compared to
the preceding half-hours; in share,
those same half-hours slipped one
to two points on those nights.

KPIX tests robotic news cameras; others to follow?

KPIX(TV) San Francisco is testing
robotic camera equipment for
newscasts with an eye to putting it
into regular studic use in the first
quarter.

The Westinghouse Broadcasting
Co.-owned station anticipates
“great benefits” from the robotic
camera approach in terms of cost
savings and better utilization of
technical personnel, says Steven

I . L4 ” i T l
Robotic news cameras were the focal point of the discussion

Moreen, KPIX’s chief engineer.
The outlet has invested between
$250,000 and $300,000 in the
equipment, Moreen estimates.
Other stations in the Group W
family likely will follow KPIX’s
lead and benefit from its learning
experiences. “We tend to do busi-
ness that way” says Peter Maroney,
KPIX news director. News direc-
tors and engineers from the other

between Roy Moore, [., engineering manager, and Tom
Goodgame, Group W president, as KPIX San Francisco

prepared for Dec. 2-3 tests.

Group W stations were invited to
the Dec. 2 and 3 equipment demon-
strations.

The gear used in the tests, says
Moreen, were Vinten microsoft
camera robotics, Sony BVP-7 CCD
cameras, Fujinon lenses and the
Listec camera teleprompter sys-
tem.

Maroney and Moreen would get
no more specific than citing “some
time during the first quarter” as
the target for going live with the
robotics on their newscasts at noon,
6 p.m. and 11 p.m. (PT). Even then,
Maroney notes, “We'll still have
one manned camera in the studio”
that can be moved around to cover
angles the robotic hardware can-
not.

The station’s executives have
been taking pains to assure their
staffers that the new automated
technology will not lead to layoffs.
Moreen, who says he began study-
ing the potential of robotic cameras

two years ago but began seriousft

discussions with vendors about
nine months ago, maintains, “No
fulltime staffer will lose his job, as I
see it now.”—Jim Forkan
(Final Edition
continued on page 14)
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(314) 454-6475 : Product Licensing by
National Advertising Sales by TELETRIB Warner Bros.—LCA
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FINAL EDITION

Providence Journal expansion
leans to turnaround TV stations

Continued purchase of TV sta-
tions, particularly those offering
turnaround situations, is a promi-
nent part of the expansion plans of
Providence Journal Co., Jack C.
Clifford, vice president of broad-
casting and cable television tells
TV/RADIO AGE. Its recent pur-
chase, for an undisclosed amount of
cash, of WPCQ-TV Charlotte, an
NBC.-affiliated UHFer, follows
through on a particular interest the
company has had in the Carolinas.

Clifford estimates his company
is the 30th largest cable operator,
the ninth largest paging company
operator and the 20th largest cellu-
lar telephone company in the na-
tion. He indicates desire to expand
in all areas but notes that the states
of the current broadcast and cable
markets indicate better opportuni-
ty for expansion in the former.

In cable, he says, “There are
plenty of offerings but not at what
we consider the right prices.” He
says the company is actively look-
ing at “‘the host of TV properties
that are available.” Principal inter-
est would be in VHF affiliates in
mid-sized markets, “but if it’s be-
low the top 50 and technically ca-
pable of competing in the market,

we’d look at it. We have the eco-
nomic ability to purchase any facil-
ity that’s made available to us.”

Turnarounds sought. Clifford
adds, “What we prefer is a turn-
around station that's either under-
managed or underowned.” He says
WPCQ, purchased from Channel
36 Partners and Odyssey Partners
of New York, was an example of the
latter, not having “the dollars to
make it successful.”” Providence
Journal was also “enamored with
that part of the country” partly be-
cause of its success in paging com-
pany operations there and the fact
that nearly all of its cellular opera-
tions are there as well.

Journal’s other stations are CBS
affiliate WHAS-T'V Louisville and
Fox affiliates KMSB-TV Tucson
and KGSW-TV Albuquerque. Its
cable operation, Colony Communi-
cations, reaches 300,000 subscrib-
ers, with a joint venture in Califor-
nia representing about one-fourth
of the total.

Clifford says his company is not
interested, where broadcast is con-
cerned, in paying a premium for
the highest-performing station in a
flat market.—Ed Rosenthal

Top web TV spenders down in August

General Motors almost tripled its network TV ad spending in August,
compared with the year before, while seven out of the top 10 August
web TV spenders reduced their investments in the medium. These
latest data from BAR show GM leading the top 10 in spending with an
increase of 287.2% for the month, reaching a total of $29.5 million (see
list below). For the year to date, the auto maker spent $227.7 million,
second only to Procter & Gamble, and 55.7% above its spending during

the same period last year.

Top 10 network TV clients—August

TV violence
issue battered
but not buried

Legislation designed to do some-
thing about violence on television
appears on a list of measures that
died with the end of the 100th Con-
gress, but its death was due to
causes other than old age, and it
will be resurrected next year.

Sen. Paul Simon (D-11l.) a mem-
ber of the Senate Judiciary Com-
mittee, says he plans to reintroduce
in the next Congress a bill identical
to the S-844 that passed the Senate
last June but died in the House of
Representatives.

The measure, considered benign
by those who worked on it, would
merely exempt the broadcast in-
dustry from antitrust restrictions
so they can sit down and work out
voluntary guidelines to reduce TV
violence.

Surprisingly, the primary oppo-
sition to Simon’s bill came not from
broadcasters, but from the Ameri-
can Civil Liberties Union, which
suggested the bill as originally writ-
ten would be unconstitutional.
When later versions incorporated
objections by some of the networks,
the ACLU said the measure was
content-based and therefore the
government had no business inter-
fering.

ACLU gets results. The ACLU’s
arguments apparently were per-
suasive in the House, where Rep.
Dan Glickman (D-Kan.) intro-
duced HR-3838, a companion to
the Senate measure. The House Ju-
diciary Committee sat on the bill
and it never progressed beyond the
hearing stage.

An aide to Simon said, “We will
be introducing the same bill” early

August Year-To-date in the new term that begins Jan. 3.
Earol comoy expenditures expenditures Noting that all three networks
General Motors $29,527,600 L Dovc, costed their periormance
Procter & Gamble 28,998,600 234,876,000 Svan@Ancly SB ol
Kell she expects the bill to have even
099 28,323,200 192,409,800
; greater support next year.
MgDonald = 16,408,300 140,224,700 For its part, the National Associ-
Philip Morris Cos. 16,009,500 190,097,200 ation of Broadcasters has taken an
Johnson & Johnson 13,299,300 102,875,900 arms-length approach. In written
RJR Nabisco 12,562,900 125,242,000 testimony, however, the organiza-
American Home Pdts. 11,863,300 109,935,300 tion noted that in the past an anti-
Unilever 11,582,200 133,175,500 trust exemption has not always
Pepsico 11,391,100 114,206,500 protected the broadcast industry.
Copyright 1388, BAR. —Howard Fields
16 Television/Radio Age, December 12, 1988
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FINAL EDITION

HDTV report soothes U.S. fears
of being shut out of the marketplace

Key findings of the report on high
definition TV by Robert R. Nathan
Associates for the Electronic In-
dustries Assn. aim to calm fears
that U.S. industry could be shut
out of the HDTV market.

The report by RRNA maintains
that the large screen size of HDTV
“makes U.S. production highly
likely since virtually all large
screen sets intended for U.S. con-
sumption are produced here.” It is
noted that virtually all sets 20 inch-
es and larger are now made in the
U.s.

The Nathan report predicts that
13 million HDTV sets will be sold
in the U.S. in 2003 and that 92% of
these will be manufactured in this
country.

The RRNA report was released
by the EIA in a New York press
conference Nov. 30, at which time
the EIA and its ATV Committee
also announced the establishment
of an HDTV Information Center.
The latter is designed to “quickly
respond to the growing number of
queries EIA receives from the me-
dia, Congress and the general pub-
lic.”

Forecasting that HDTV will sell
faster in the U.S. than either color
TV or VCRs, the Nathan report
predicts that market penetration of
HDTV will reach 25% of U.S.
households by the end of the centu-
ry. Debut of HDTYV in the U.S. is
expected about 1993, with 10%
penetration within four years.

U.S. shot. In stressing that U.S. in-
dustry will have a shot at HDTV,
Sidney Topol, chairman of EIA’s
ATV Committee and chairman of
Scientific Atlanta, argued that the
FCC’s decision tentatively man-
dating a compatible HDTV system
gives U.S. industry an advantage.

The RRNA report, part of a larg-
er report, made the point that
HDTV will be a substitute product
for NTSC sets, rather than a
unique, entirely new product.
Hence, annual industry sales vol-
ume of color TVs will not be affect-
ed by the introduction of HDTV—
only the product mix.

This presumably is an answer to
Congressional and other U.S. in-
dustry sources warning that HDTV
will be the source of a large, new

Olympics bumped up web TV billings

The summer Olympics, carried on NBC, bumped up network billings
considerably in September, BAR figures show. However, the data must
be used with caution since NBC supplied BAR with only one rate for all
spots telecast during the Olympies, no matter what the daypart. That
rate was $155,000 per 30-second Olympic spot.

In any case, September BAR billings for network TV were up 60.4%,
with two dayparts zooming up by triple digits (see figures below). The
September blast pushed third quarter totals up to $2,198.7 million, an
increase of 23.7%. For the nine months, network TV billings, as esti-
mated by BAR, reached $6,934.2 million, up 13.4%.

Network TV revenue estimates—September

Estimated %

Dayparts (000) change
Prime $484,219.7 +34.2%
Mon-Fri Daytime 129,009.1 +25.3
Mon-Sun Late Night 135,362.0 +270.9
Sat/Sun Daytime 164,355.8 +85.9
Mon-Fri Early Morning 95,536.2 +387.6
Mon~Fri Early Fringe 33,387.9 —2.2
Sat/Sun Early Fringe 3,397.7 —69.7
Subtotal Early Fringe 36,785.6 —17.7
Totals 1,045,268.4 +60.4

Copyrignt 18688 BAR

industry with product fallout af-
fecting automated manufacturing,
computers and semiconductors.

In response to a question from
TV/RADIO AGE after the press
conference, Topol conceded that
except for support from Thomson/
GE/NBC and Philips, funding for
HDTYV research in the U.S. is not
adequate.—Al Jaffe

At conference on study of
TV’s future funded by Blair
Television are, l. tor., Ed
Atorino, Smith Barney, co-
publisher; Jim Rosenfield,
Blair; Nancy Lewis, Lewis
Broadcasting; David Wil-
kofsky, Wilkofsky Gruen
Associates.

Ad, promo slot
for CBS affils
goes to Crum

CBS, as part of its promise to focus
on advertising and promotion
“from the station up,” has named
John Bradford “Brad” Crum vice
president of affiliate advertising
and promotion.

The Los Angeles-based Crum,
who has been director of affiliate
promotion and special projects,
will continue reporting to Michael
Mischler, vice president of adver-
tising and promotion at CBS
Broadcast Group. Crum will over-
see CBS’ expanded affiliate promo-
tion department, supplying pro-
duction for the stations’ on-air and
print promos, promotion kits and
ancillary materials for tie-ins co-op
advertising and the like.

Mischler cited Crum’s strong ex-
pertise at both the network and
station levels.

(Final Edition
continred on page 16)
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5-PART MONDAY-FRIDAY
'NOW FOR JANUARY '89

~ Preview Stations
Guaranteed First Option
On Fall ‘89 Series

® A Classic Fontosy Adventure That
Captures The Imaginations Of Boys
And Girls

@ An Irresistible Story. .. A Fearless
Young Hero...And A Beautiful Princess
To Share His Thrilling Quest

® Superb Animation Enhances The
Fantasy. . . Builds The Adventure

-
i “ i;‘i‘h“

VERS WA

Advertiser-Supported Programming
From

WORLD EVENTS/Calico
(314) 454-6475
National Advertising Sales By TELETRIB
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PUTYOU INTHE LEAD

[PFATHER 00D JOBS END OF THE LINE NIGHTSTICK MAREIAND SECRET WEAPDNS

(1N PauL Reista Witron BRimtey BRUCE FAIRBAIRN ToNy Lo Bianco SALLY KELLERMAN

HaK LED BURMESTER LEVON HeLu Rogeat VAuGHN VINCEAT GARDENIA JAMES FRANCISCUS
.D_I]EH]HS IN LOVE iAEﬂIJSELIME BOUVIER KENNEDY ~ BILLIONAIRE BOYS CLUB PART- - MORGAN STEWART'S COMING HOME
- s s BILLIONAYRE BOYS CLUB PARTH o

You know them by their first names, and so does your
narket. Leading men. Stars with Oscars Emmys and
nilions of dedicated fans. Names with the power. Putting
oun the lead with compelling World Prennere ﬁlms and
'ward-winning mini-Series.

These are just some of the [adies they lead with; ; '
2 Minnelli Jane Seymour Lynn Redgrave Mary Steenburgen HuIlvHunler Linda Hamilton Janmteuasnn lemh Essu:a lanue

World Premiere films and award-winning mini-series with man power.

Your direc) line 10 the Leaders
MA. JIM STERN

12711 Ventura Boulevard
Third Hoor
Siﬁdm [ity, Catitormia 91604
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.News about news. ..News about news...News
out news. . .News about news. . .News about nev

News magazines seen abounding,
but some criticize rash of ‘trash’

At a Center for Communication
geminar on ‘“The Future of the TV
News Magazine,” several panelists
expressed concern about the nega-
tive impact that may come from
the rash of “trash TV’ entrants.

Other than that, the speakers
from the network news magazine
field seemed upbeat about the out-
look for their format. As moderator
Marty Koughan, senior executive
producer, TBS Productions, Atlan-
ta, predicts, there will be more real-
ity and news magazine program-
ming ahead partly because “reality
is abundant and self-renewing and
compelling” and partly because of
the econormics of today’s TV busi-
ness.

He points out that-a network
news magazine costs $400,000 to
$500,000 an hour to produce,
“about half the cost of an enter-
tainment hour.”

One of his roles at Turner Broad-
casting System, Koughan notes, is
to develop a primetime news maga-
zine,

Victor Neufeld, executive pro-
ducer of ABC News’ 20/20, is con-
cerned because “I'm not sure the
audience knows [the difference be-
tween the networks’ quality jour-
nalism and the sleazier shows], and
that’s a big problem for me, and I
worry about that.”

Phillip Scheffler, senior produc-
er of CBS News' 60 Minutes, frets
that the effect of the tabloid TV
trend “will probably in the long run
be deleterious” to network news
generally, since there will be ““a lot
of pressure from our masters to
come up with those cheap, profit-
able broadcasts. The networks are
no longer in the hands of entertain-
ers, but businessmen [who] want to
get their money’s worth.”

Unlike the tabloid newcomers,
the networks’ magazines are bound
tostandards and practices set forth
in their manuals, as well as to a
higher plane of journalistic quality,
according to Scheffler and Neu-
feld, The networks do not stage the
news, pay for interviews and “gen-

The news magazine team to beat is on CBS’ 20-year-old 60 Minutes.”

erally” do not reenact events, says
Neufeld.

Koughan worries that “the ante.

is being upped” by these tabloid
practitioners in terms of viewer ex-
pectations. Although “changes al-
ready are taking place” through the
easing of standards restrictions in
entertainment programs, Scheffler
says “those changes do not seem to
be in the offing” on the news side. If
anything, Neufeld adds, the net-
works want to keep their standards
of professionalism.,

The tabloid craze “does force us
to look at different ways to tell
stories,” says Tom Yellin, senior
producer at CBS’ West 57th, and

some may be adopted if they do not |

impinge on journalistic standards.

Ratings. Turning to ratings, Yellin
notes that West 57th has averaged
only an 8.2 Nielsen household rat-
ing so far this fall. “We struggle
partly because of time period”—
Saturdays at 10 p.m. (ET). ABC’s
20/20 has averaged a 14 Fridays at
10 p.m. and CBS’ 60 Minutes is in
the 24 rating range this fall. Still, as
Yellin notes, “It took 60 Minutes
about six years to become a huge
hit, and we’re only four.”

—Jim Forkan

Conus adds two
TV news services

Conus Communications, Minne-
apolis, has added two new TV news
services: “Mirror of America” and a
custom Washington coverage pack-
age. The latter is a weekly topical
research package of surveys on U.S.
economic trends, lifestyle issues
and opinions, in conjunction with
video and graphic materials. The
customized Washington coverage
is an expansion of present services
that will include crews, editing and
transmission,

As for Mirror of America, sub-
scribing stations will get a weekly
package of surveys on such subjects
as “Romance American Style,”
“Urban Revival” and “Gambling in
America,” starting early next year.

Pricing is described as “very
competitive.”

.

—

—= E—
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MAJOR BROADCAST MEETINGS,
SEMINARS AND CONVENTIONS

1988 |

November 30-December 3 Radio & Television News Directors Association,
Convention Center, Las Vegas
November 28 Issue
December 7-9 Western Cable Show, Anaheim Convention Center
November 28 Issue

1989

January 4-8 Association of Independent Television Stations
Century Plaza, Los Angeles,
December 26, 1988 Issue
January 24-27 NATPE International Convention,
George Brown Convention Center, Houston
January 23 Issue

February 2-5 Radio Advertising Bureau Managing Sales
Conference, Loew’s Anatole, Dallas
February 13-18 29th International Television Film & Video Programme

Market, Monte Carlo
February International Issue

April 9-12 Broadcast Financial Management Association,
Loew’s Anatole, Dallas
April 3 Issue
April 21-26 MIP-TV, Cannes
April International Issue
April 29-May 2 National Association of Broadcasters,
Las Vegas Convention Center
April 17 Issue
May 7-13 Golden Rose of Montreux Festival,
Montreux
May 21-23 NBC Affiliates Meeting, San Francisco
May 21-24 National Cable Association, Dallas Convention Center
May 15 Issue
June 3-6 CBS Affiliates Meeting, Los Angeles
June 5-8 ABC Affiliates Meeting, Los Angeles
June 17-23 international Television Symposium, Montreux
June 21-25 BPME/BDA Association, Renaissance Center, Detroit

June 12 Issue

Television/Radio Age, December 12, 1988 21
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(Or, Why Some Of The Wor

No IFs, ANDs, or BUTs about it... WIN, LOSE OR DRAW is
the hottest thing going in syndication today. Last year, it
took off like a M%nishing in the #1 spot among new
shows in syndication. And this phenomenal first-year success
continues in 1988: after a hefty 53% NTI rating increase, we'’re
now the #4 first-run syndicated strip and the #3 syndicated
game show. In a @ WIN, LOSE OR DRAW is strong |
and getting stronger! Its celebrity fun and fast-paced excite-

ment appeal to everyone, especially M demos, like

young adults. That’'s why WIN, LOSE OR DRAW gives pro-

———

grammers a unique opportunity to dominate big-money

dayparts. Don’t believe us? Ask WCBS-TV in New York.

Skeptics in the Big é thought the station had bit off more

Source: NTTO-87-10-88: New York Niclsen 10087, 10 88 ©1988 Buena Vista Television, Inc.

www americanradiohistorv com
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CIATION

Jorst Drawings Are Priceless)

than it could chew when it debuted WIN, LOSE OR DRAW
in the traditional CBS EVENING NEWS time slot. But now
the folks at Channel 2 are rather pleased with the move —
having scored an impressive young women demo increase

| at 7PM. Across the Q;fin markets big and small, the

story’s the same... WIN, LOSE OR DRAW has access clout!

. Renew now for the third blockbuster season to keep its

W,

powerful ratings working for you. Keep WIN,

| a . -,—’ .
LOSE OR DRAW in access and just @ your ratings
1 ‘|I
&

and demo picture brighten. It's the perfect

way to draw upon our success.
Because everyone’s a winner

with WIN, LOSE OR DRAW.

s

Buena Vista
lelevision

» BURT & BERT pront crion is assexciation wirit KLINE & FRIENDS anvixrisine sates CAMELOT

www americanradiohistorv com
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SIdEIIghtS 1'900mn}endation_is to better posi-

tion Slice as a fitness and health |
product. In other words, a diet-only

c0|umbu5 ShOUId have discovered Slice would have narrowed the ‘fo-

) - y cus’ of the product, always a good
bo“om-le marketlng! authors Say strategy in a marketing war.

The following may be victims of | to accept failure and (2) the reluc- “A diet-only strategy also would |

top-down thinking: General Elec- | tance to exploit success. They note, | have ignored the sugar element,
tric, Slice, Miller High Life beer | “Columbus refused to accept the | which represents 80% of the mar-
and Christopher Columbus. fact that he hadn’t found a route to | ket. Slice was introduced as a two- |
What they did wrong and could | India, and he didn’t exploit the | way player. It’s done well but, in |
have done right, along with many | magnificent discovery he did | our opinion, not as well as it could
other case histories, is exploredina | make.... There was no guarantee | have done as a pure diet product.”
new book, Bottom-Up Marketing, | that Columbus would find any- | They suggest the advertising could |
by Al Ries and Jack Trout, market- | thing at the end of his voyage. But | have been better focused on fitness |
ing strategists whose New York | if anyone was going to find any- | and health, stating, for example, |
firm has developed programs for | thing, it was going to be Columbus, | “Slice adds the fruit juices and sub- |
such companies as Paramount, | because he was doing it first.” tracts the calories.”
Burger King, IBM and Merck. The They liken this to General Elec-
226-page McGraw-Hill book sells | tric’s decision in the '50stogetinto | Seeing the Lite. Ries and Trout |
for $19.95. A less-detailed, 60-min- | the mainframe computer business, | also describe why Miller Brewing
ute audiocassette goes for $9.95. resulting in $400 million in losses | hasreason tocryinto its beer. With |
“We are opposed to long-term | and 14 years of effort before it | Miller High Life once the leading
strategic planning, mission state- | threw in the towel. They suggest | brand of regular beer, the company
ments, goals, business plans, annu- | that, instead of going up directly | introduced Lite to expand share of
al budgets,” state the authors. | against the major players, GE | themarket.Butitdidsowellthatit |
Their concept is that top manage- | should have stuck its neck out in | robbed Peter to pay Paul. Miller |
ment can no longer set the strategy | the two areas where a market had | Lite is now the nation’s second
for a marketing campaign and then | not yet been developed—the su- | ranking beer. But what about the
expect middle management to de- | percomputer or the personal com- | original?

velop tactics that will make it suc- | puter. "~ ‘“That brand sprang a leak,” they
cessful. Instead they must find a GE had the chance to become | assert. “In six years Miller High
tactic that works and then build { firstin mind in these two areas, the | Life fell from 23.5 million barrels a
that tactic into a strategy. authors note, but Cray took the | year to just 9.4 million. This de-
high end and Apple the low end. cline happened in spite of the $310
Two sins. The authors contend Meanwhile, the marketing ex- | million Miller Brewing spent in the
that placing the emphasis on long- | perts would have recommended | same period advertising the brand. = |
term strategy makes for two cardi- | that Pepsi-Cola’s Slice be a diet “Let’s go down to the front and |

nal sins of business: (1) the refusal | product only: “The reason for this | see why. The best place to startis at \
. . . your neighborhood bar. Ask the
Kids’ special gains clearances bartender for a ‘Miller’ and see
what you get. Chances are, you'll
get a ‘Miller Lite.’ In other words, |
Miller has made ‘Miller’ mean Lite. L
Consequently it cannot mean High |
Life anymore.

“In the boardroom Miller can |
mean anything the chairman wants |
it to mean. Down at the front, in ’.
the mind of the prospect, it's an-
other matter. In an overcommuni-
cated, overbranded, overbeered so-
ciety, you're lucky if your brand
can mean one thing. Almost never
can it mean two or three things.

“Heinz used to be No. 1 in pick-
les. But then Heinz took advantage
of the equity in the brand name
and introduced Heinz ketchup.
Very successfully, too. Along the
way, of course, Heinz lost its pickle
leadership to Vlasic. It figures. Vla-
A touching drama, ‘larmy s Song’ so far has been given primetime slots | sic means pickles. Heinz means
by 60% of the 110 stations partu_;patmg in Group W’s “For Kids’ Sake.” | ketchup.”—Ed Rosenthal

-
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ADVERTISER-SUPPORTED PROGRAMMING

WORLDVISION
ENTERPRISES INC

The World's Leading Distributor
for Independent Television Producers
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OUR SPHERE!

From London to Los Angeles, from
Cannes to New York our fax machines
are busy carrying the latest
international information inte the
latest issue of TV/Radio Age.

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

Television/RadioAge
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International Report

Andreé Harris bounces back
to ‘vanguard of Euro syndication’

André Harris tends to be a vision-
ary with several balls bouncing in
the air every time one encounters
him. It is undoubtedly to his con-
siderable credit that he is able to
transform some of his ideas into vi-
able projects. Now, though, Harris
says he only is concentrating on in-
vestment, management and syndi-
cation. He probably would even
manage to convince a number of
people that the three are closely
linked were it not for the fact that
he adds, “That’s the first work of
the company. It’s too early to dis-
cuss our other plans.”

During the middle ’80s Harris
tried to pilot the fledgling France
Media International through ex-
tremely turbulant waters. It was
not easy. FMI was not only at-
tacked by the French channels
which it was supposed to serve, but
also by the government which cre-
ated it. In fairness, Harris and
some of his colleagues perhaps
must share at least part of the
blame, although as in all matters in
France, the entire affair was virtu-
ally entirely political.

Losing proposition. FMI was es-
tablished primarily to sell pro-
grams produced by the then exist-
ing French channels, TF 1, An-
tenne 2 and FR 3. Harris and
others, however, sought to broaden
the mandate. The company got in-
volved in coproductions. It lost
money; the government lost inter-
est, albeit not necessarily for that
reason. In the end Harris was out
and FMI eventually privatized, re-
turning at least initially once again
to the distribution business.

Why is he back in television?
“I'm a masochist.” Harris answers,
“It’s the same reason why a Catho-
lic goes to church.” Now heading a
new company called European
d’Image (UEI), Harris hopes to be
in the vanguard of European syndi-
cation. He envisions a time, he says,
when there will be a need for syndi-
cated programs in Europe, adding
that the key will be in Germany.
The emerging local stations are

very poor. The same thing will hap-
pen in France, he predicts. “They
won't have enough money to even
put down a deposit toward the pro-
duction of their own programs.”
While philosophically it’s clear
that Harris is a member of that
large fraternity of Frenchmen who
would prefer to make French pro-
grams for the French and leave it at
that, intellectually he clearly recog-

Al;dré Hérris

nizes the business requirement to
look beyond the French border.
Nevertheless, in spite of growing
evidence to the contrary, he still
maintains that it is very difficult to
create partnerships with national
channels. He cites as reasons, the
varying national cultures and na-
tional habits. He takes the view
that “Tt is probably easier to culti-
vate partnerships among smaller
entities, cable and regional chan-
nels.”

Harris says UEI is prepared to
invest in European syndication
projects and, in fact, he adds he is
seeking to acquire product. He also
is looking for a U.K. partner to par-
ticipate in a series of 10 90-minute
programs currently in the develop-
ment stage. “Each episode,” says
Harris, “will deal with a single indi-
vidual who historically could be
characterized as a European: Their
personal commitment and contri-

bution to the development of the
continent went well beyond pure
parochial nationalism.” Among
those being considered for ineclu-
sion in the series are DeCarte, Sir
Walter Scott and Lord Byron.

In control. While Harris intends to
use UEI capital to help seed pro-
duction, UEI will not, he says, be-
come another production compa-
ny: “We will use existing produc-
tion companies, but we will manage
every aspect of each project, having
overall control over the artistic, fi-
nancial and production elements.”

Clearly Harris has a great many
potential allies. His determination
to create a distinguishable Europe-
an television identity is wholly con-
sistent with the thinking of many
European governmental and busi-
ness executives. In practical terms,
of course, the approach is aimed at
leaving most American programs
on the U.S, side of the Atlantic. In
spite of the immense pressure they
exert, many question whether they
will succeed. Most commercial tele-
vision observers believe that, if for
no other reasons, the increase in
the number of television stations
throughout Europe, coupled with
deregulation, will ensure that
more, not fewer U.S. programs will
be broadcast in the future.

Reteitalia playing
American football

Reteitalia has begun some of the 21
U.S. college football games recently
acquired from Eagle Lion. The
package includes the 1989 Rose
Bowl along with seven other bowl
games.

The Reteitalia deal is among a
number of sales made by new com-
pany, many of them as a direct re-
sult of MIPCOM talks. Premier,
for instance, purchased three fil-
mation features, including Pinoc-
chio and the Emperor, six dramas
and one series, and the Legend of
Bravestarr; ITV bought 65 Bravo
half hours and 65 Bugsburg half
hours; and Beta acquired 112 Big
Valley hours and 94 Wanted Dead
or Alive half hours, starring Steve
McQueen. In addition to the sales,
Eagle Lion has acquired home vid-
eo rights worldwide, including
North America for The New
Avengers.
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INTERNATIONAL REPORT

New sat channel:
music, pictures
and sales pitch

Yet another satellite channel was
launched earlier this month, but
this one, The Landscape Channel,
is taking a different approach. Al-
though it offers viewers various
types of music accompanying pic-
tures ranging from scenes of natu-
ral beauty to computer graphics,
the channel is primarily intended
to sell products from its owner’s
mailorder catalog.

For the moment, in general,
home shoppers will only be able to
buy the music they hear or some
other music-related products.
“But, said Nick Austin, originator
of the concept, “we are planning to
expand our catalog next year into
books and educational items, in-
cluding teaching-oriented comput-
er software.

While Austin seems to recognize
the long term nature of project, he
told TV/RADIO AGE that it is ex-
tremely difficult to say when the
channel could begin making money
in Europe—certainly not before
two to three years. He said the fi-
nancial picture could completely
change once the channel is
launched in the U.S. Austin said he

expects to make money in the
states from day one, adding he is
talking with prospective American
partners and cable operators with a
view toward inaugurating the
channel in the U.S. next spring.

Although the owners are negoti-
ating for a transponder on Astra,
for the time being, the program-
ming is transmitted during three
hours of early morning Sky Chan-
nel downtime, recorded by approx-
imately 10 U.K. cable operators
and then repeated over the cable
systems throughout the day.

Austin, anticipates a Dutch cable
system carrying his programming
in the near future, conceding, how-
ever, that in Europe, “It will take
time; it’s difficult to build.”

Now BBC wants
to get aboard
satellite wagon

Everyone seems to want to get into
the act. BBC Enterprises probably
will begin beaming programs from
the main BBC channel, BBC 1,
throughout Europe sometime next
vear. Although an Enterprises
spokesman told TV/RADIO AGE
that a final decision had not yet
been made, he acknowledged that
it was likely that cable operators

would be given a preview of the
contemplated service before the
end of 1988.

The spokesman explained that
Beeb executives still were investi-
gating various satellite possibili-
ties. For the past 15 months the
BBC has been satelliting up to 10
hours of encrypted programming
daily to Scandinavian cable sys-
tems via Intelsat Vs. Intelsat V’s
footprint, however, barely covers
Spain and does not reach the
southern European countries,
where there are a number of British
expatriates likely to form the nu-
cleus of prospective viewers.

The spokesman said that the
Scandinavian service was paying
for itself and that the Beeb be-
lieved a full 24-hour daily Europe-
an service was viable. Unlike Sky or
Super Channel, which provides its
services free to cable operators, the
BBC charges the operators a flat
rate for its service plus a fee related
to households connected to the sys-
tems.

To avoid copyright problems
over imported programs, the BBC
would substitute BBC 2 program-
ming for the acquired ones. The
BBC is negotiating with two hard-
ware companies which might be in
a position to provide up to 20,000
decoders monthly to European re-
tailers.

Australian commercial TV viewing patterns (1980-1987)

1980

1981

1982 1983 1984

1985 1986 1987

Television Homes
Families viewing
Average time spent

4,034,000 4,144,000 4,382,000 4,643,000 4,757,000 4,798,000
3,918,000 4,027,000 4,279,000 4,537,000 4,650,000 4,664,000

4,896,000 5,105,200
4,792,000 4,977,570

viewing per week 18.22 18.52 19.44 19.20 19.04 18.47 18.26 18.11

Sourca: McNair Anderson Associates Surveys
Australian top 10 program (1984-1987)
1984 1985 1986 1987
*1 Sale of the Century *1 60 Minutes *1 60 Minutes *1 60 Minutes
*2 60 Minutes *2 A Country Practice 2 The Cosby Show 2 ALF
*3 News, Sport and Weather *3 Sale of the Century *3 News, Sport and Weather 3 The Cosby Show
*4 Perfoct Match *4 News, Sport and Weather "4 Sale of the Century *4 Neighbours
*5 A Country Practice *5 It’s a Knockout *5 Willesee *5 News, Sport and Weather
*6 Sons and Daughters *6 Willesee *6 Neighbours *6 Willesee
*7 New Faces 7 The Cosby Show =7 A Country Practice *7 The Flying Doctors

8 The A-Team 8 Sunday Movies 8 Sunday Movie 8 Family Ties

9 Sunday Movies *9 Current Affairs Programs *9 Current Affairs Programs "9 Sale of the Century
10 Knight Rider 10 George and Mildred 10 Family Ties 10 Who's The Boss

* Denotes Australian Production. Source: Australian Film Deta

Television/Radio Age, December 12, 1988
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KDNLs Bill

he joined

“As an independent in a
T-station market, 1 look for shows
. that can compete head-to-head
with affiliates and independents
for the elusive young adult viewer,
especially for the hard-to-reach
Men 18-49 audience. With ALE

we have such a vehicle.

In a highly competitive Monday night environment, regardless
of its lead-in, ALF has consistently made NBC a winner by ap-
pealing to a wide range of viewers. While ALF’s cute looks and
pranks appeal to the Kids and Teens, the well-written, quality
scripts attract a very loyal adult following week after week.

This makes ALF an extremely efficient buy for KDNL. We can
strip it in access or early fringe, and his all-family appeal will pull in
the largest possible audience. And, as a head-to-head competitor
with other offnetwork sitcoms, ALF has an advantage most other
sitcoms don’t offer—a high male comp!

The numbers here and around the country convinced me! ALF
is watched and loved once-a-week in St. Louis now, and in 1990 I

know it'll be watched and loved on KDNL five-days-a-week!”
Bill Viands

Vice President & General Manager
KDNLTV St. Louis

www americanradiohistorv com
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TV Business Barometer

Spot billings rose
6.3% in October

National and regional TV spot ap-
pears to have reached at least a
temporary level of stability, judg-
ing by the October figures, though
one must be wary about making
generalizations concerning spot. A
rush of last-minute business—or
the lack of it—is always a good pos-
sibility.

October represents the fifth time
this year that the monthly increase
was in the middle single-digit range
but, again, care must be taken in
making comparisons. It so happens
that October of this year was a five-
week Standard Broadcast Month
(SBM), while October of last year
was four weeks long. This indicates
that the latest October figure,
whatever it is, is not quite as good
as it looks. But, as indicated on
many previous occasions, the SBM
has only a minimal effect on TV
Business Barometer estimates be-
cause most reporting stations using
the SBM are small.

The October increase for spot

was 6.3%, a continuation of Sep-
tember’s situation, which showed a
6.9% increase. The volume of time
sales for spot came to $528.7 mil-
lion, compared with $497.4 million
last October.

The 6.3% increase represents a
level of increase that approximate-
ly popped up in March, April, July
and, as noted, September. There
was also one minus month this year
(June) and one double-digit month
(January), when expectations for
the year were unduly raised by an
increase that the Barometer sam-
ple of stations estimated at 14.9%.

October time sales brought the
spot total for the 10 months to just
about $5 billion, the actual esti-
mate coming to $5,001.5 million.
That compares to $4,745.9 million
last year and that represents an in-
crease of 5.4%.

Local tops spot

Preliminary calculations show
that the spot total for the 10
months will be topped by local time
sales for the first time in modern
TV history. That gap will be some-

where in the $50 million range.
Last October’s local business total
was already $630 million, as can be
seen in the TV Business Barometer
recap which appeared in the No-
vember 28 issue.

Business share

As of the end of the third quarter,
spot represented 48.8% of the total
of spot and local time sales plus
network compensation, while local
business represented 47.4%. The
network comp share came to only
3.7%.

The year before the comparable
share figures were 49.6, 46.4 and
4.0. There appears to be little
doubt that next year will see local
time sales with a bigger share than
that of spot, but whether this year
will end with a local share bigger
than spot’s remains to be seen.

There certainly is good reason to
believe that local will maintain its
lead, given the trends of the cur-
rent year.

National spot has been a disap-
pointment, due to a number of fac-
tors, among them less political ad-
vertising than expected and none
of the expected spillover from net-
work television business.

National spot +6.3%
(millions)
1987: $497.4 1988: $528.7

Changes by annual station revenue

Under $7 million . . .. ... .. +13.9%

§7~-15miltion . ... ... .. .. +17.2%

$15 milllonup ... ....... +2.0%
34

October

Millions

www americanradiohistorv com
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Quick as vou can say

Arbitron, you can easily
“crunch” estimates, dayparts,
demos. Define audiences by
more than just age and sex.
AND get professional
presentations in a flash.

CQuiack as you can say

Arbitron, our PC
applications handle more
information than ever before.
In the time it takes you to slip
a diskette into your personal

as you can say Arbitron

computer, you can have at your
fingertips all the information
you need for decisions that

pay off.

Join the 318 television
stations already using
Arbitron PC applications. Call
your Arbitron representative

. today. Lét us show you how our
PC applications save you money

S0 you<an make more money

every day. Quick as you can say

Arbitron. *

ARF  <ON
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F
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DATESTO

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

This exclusive five-part series explores, in
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 |
international program acceptance in the
launching of new product and the development
of production consortiums.

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 feature of Television/Radio Age.
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Nov. 14—ROAD TO NATPE
Part —(Daytime) Closes Oct. 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
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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
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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
being 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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Radio Report

Business Radio Network
targets upscale demos for
variety of ad prospects

WHK Cleveland has been on the air with its new
Business Radio 1420 for only four weeks and has no
ratings yet, but local sales manager Art Greenberg
says, “We're hitting people at a time when they’re
putting their budgets together and we've already had
some nice response.” Greenberg is talking about his
station’s new emphasis on business news, much of it
supplied by the new Business Radio Network that
currently reports 21 affiliates and growing, covering
25% of the U.8, Its target is to cover 75% of the U.S. by
mid-March 1989.

Greenberg expects WHK’s new daytime business
news format to open up a wide range of new prospect
categories for the station such as securities brokers,
real estate and investment firms, computer manufac-
turers and retailers, mobile telephone services, office
equipment, and more banks and insurance companies.

WPGC Washington was one of the first big-market
stations to pick up Business Radio Network. It started
Oct. 1, and general manager Ben Hill reports the first
Birch thereafter “showed up a substantial increase in
men 45-plus. What it does is change our demos. A lot
of people listen to local and national news, so news, per
se, doesn’t necessarily deliver upscale listeners. Busi-
ness news does. It’s a small audience, but its quality
opens up an almost endless number of prospect cate-
gories looking for upscale groups—from investors to
the people who make the purchasing decisions for
their companies.” And WPGC’s new advertisers since
its format switch include United Airlines, Eastern Air-
lines, the U.S. Postal Service, Merrill Lynch and the
Bank of Baltimore.

In Chicago WNVR started with Business Radio
Network Nov. 1 and has been “concentrating on
getting our new format on the air before we go out
and approach new prospects,” says president Frank
Kavenik. “But interest in business news is very high
here. The public’s interest in business news has been
growing steadily in recent years and last year’s Octo-
ber stock market crash heiglitened the interest.”

Other markets with new Business Radio Network
affiliates include Houston, Denver, Phoenix, Kansas
City, Baton Rouge and Dover, Delaware.

Affiliates line up
for Sheridan’s new STRZ web

Newly elected Sheridan Broadcasting Network presi-
dent E. J. “Jay” Williams, Jr. has ambitious plans for
Sheridan’s new STRZ Entertainment Network. They
include a greater variety of entertainment programs
than anyone has ever offered urban contemporary ra-
dio stations before, he says. The 30 programs will

Reports affiliate
lineups ranging
from 119 to

130.

E. J. Williams, Jr.

range in length from five-minute segments to two-
hour longform specials, and the talent lineup for the
music programs will include such entertainment lumi-
naries as Prince and Marvin Gaye.

Williams reports that affiliate lineups already run
from 119 signed at presstime to carry such seasonal
daily offerings as Major League Baseball Notebook
hosted by Gary “Sarge” Matthews and Great Black
Americans, featuring air bios of black leaders during
February (Black History Month), to over 130 affiliates
for some of the longform music specials geared to such
holidays as Fourth of July, Labor Day and Thanksgiv-
ing. And Williams says more stations are coming
aboard every day.

Mutual’s ‘Mature Focus’
for nation’s seniors

The Mutual Broadcasting System’s announcement of
its new Mature Focus, set to kick off Jan. 2, follows
closely the release of its study of the 50-plus market by
Grey Advertising. Mutual will be producing the daily
Mature Focus segments in conjunction with the
American Association of Retired Persons to inform
older listeners on such issues as the latest develop-
ments on Social Security, retirement planning for
working couples and consumer tips on travel and other
leisure activities.

The program is an idea whose time has come, to
judge from Grey’s findings. Barbara Feigin, executive
vice president of Grey’s Marketing and Research Ser-
vices, sees 50-plus as a group that controls half of U.S.
discretionary buying power and 77% of U.S. assets . ..
yet, “Where there should be an advertising explosion
[aimed at this group], there is instead an advertising
void.”

Far from being removed from the marketing main-
stream, Feigin reports 80% of those 50 and up are both
interested in new products and willing to switch
brands. Grey’'s analysis splits this country’s 50-plus-
sers into almost equal thirds, “masterconsumers,
maintainers and simplifiers” and describes the 16.4
million masterconsumers as “in the forefront of the
50-plus buying action, with an upbeat, optimistic
mindset.”

Grey finds them “attuned to the latest in premium
food and drink, they pay attention to nutritional and
health issues and they exercise to stay in shape. They
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follow fashion trends, indulge in beauty care and trav-
el extensively. Some are going through a ‘restaging’
phase of life, buying second homes, redecorating, din-
ing out, taking up hobbies and buying new cars.”

Just as Grey points to the void in advertising to this
group, James R. Holland, director of communications
for the American Association of Retired Persons, says
Mutual’s Mature Focus “will fill what has been a real
void in radio programming. Now Mutual will be help-
ing countless midlife and older listeners keep up with
the kind of news and information important to them
and their families.”

Mature Focus will air in 90-second segments on
weekdays and as a five minute feature on Saturdays,
hosted by veteran broadcast newsman Peter Hackes.

Gains reported
for Premiere’s barter shows

Since August 1986 when Steve Lehman Productions
merged with two other former KIIS(FM) Los Angeles
disk jockeys, Tim Kelly and Ed Mann, to form Pre-
miere Radio Networks, Kraig Kitchen, vice president,
sales, says Premiere’s billing is now big enough to tie
with Sheridan Broadcasting Network for sixth place
behind ABC (plus Satellite Music Network);
Westwood One (including the NBC and Mutual Radio

— Y i ey

DJ Tim Kelly, l., with Steve Lehman

Networks}; CBS (plus RadioRadio); United Stations
(with Transtar) and DIR.

Premiere’s eight programs, whose staples are come-
dy and music, are available to affiliates on a barter
basis with Premiere selling six minutes and affiliates
selling four minutes in the hour programs, and an even
split, three and three, for half-hour shows.

Kitchen says the average program has roughly 180
affiliates and that altogether some 1,200 stations carry
at least one Premiere show. The two shortest come in
90-second segments: National Lampoon’s True Facts
and The Cla’ence Update of ABC’s All My Children,
| with Brad Sanders’ satirical version of latest happen-
ings on the daytime soap. Sanders is also the Ti-Rone
of On the Phone with Ti-Rone who dispenses comic
advice and guidance “and unique answers to life’s

problems.”

Other Premiere shows are Fraze at the Flicks (mov-
ie reviews from Hollywood with a smirk), The Nation-
al Lampoon Radio Hour, The Premiere Plain-Rap
Countdown, and Live From the '60s with the Real Don
Steele.

Kitchen says national advertisers this year have in-
cluded Agree Shampoo, Certs, Black & Decker tools,
Nissan, Oxy complexion cream, Schick, Greyhound
Bus, Maybelline, Michelob and Gatorade.

Katz study finds more

country stations than others

Country is the most popular format in the U.S., based
on the number of stations which carry such music,
according to the latest analysis of national format av-
erages by the Katz Radio Research Department. The
analysis, based on Arbitron’s spring survey, covered
3,302 stations in 261 Arbitron-measured markets.

In the Katz study, country formats were found on
9% of all stations included in the analysis. In second
place was adult contemporary with 8.8% of stations
analyzed, followed by CHR, with 7.9%.

The Katz analysis paid special attention to the aging
of the U.S. population, which is reflected in the shift in
audience composition towards older age cells in most
of the formats. In his report Gerry Boehme, vice presi-
dent and director of radio research at Katz, notes,
“The preponderance of new or modified station for-
mats targeting 25-44-year-olds has accelerated the
move towards older skews for certain stations.”

GM top web radio spender

General Motors, which also spent heavily in network
TV during August (see Final Edition), was the Num-
ber 1 spender in network radio during that month,
according to the latest BAR data. The auto maker
jumped from $1.4 million in 87 to $6.3 million this
vear. For the year to date, the company has more than
doubled its network radio expenditures, whick were
$11.2 million last year (see list below).

Top 10 web radio clients—August

Television/Radio Age, December 12, 1988

August Year-to-date-
Parent company expenditures expenditures
General motors $6,280,245 $25,505,150
Sears Roebuck 6,047,280 40,612,640
Warner-Lambert 2,436,450 11,418,870
Procter & Gamble 1,935,115 12,369,497
Cotter 1,380,230 10,149,315
Ford Motor 1,192,660 6,830,365
Biack & Decker 1,183,705 6,364,705
Avon Pdts 1,147,625 8,145,375
K Mart 1,023,800 8,361,455
Penney 987,100 1,856,490
Capyright 1988, BAR.
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Radio Business Barometer

Spot up 15.3%
in October RER

The strong pickup in spot radio,
which made its appearance in mid-
summer, continued during Octo-
ber, according to the latest figures
from Radio Expenditure Reports.
October was the third consecutive
month to show a double-digit in-
crease and, in dollar terms, was the
biggest month of the year.

A major factor in the big dimen-
sions of the spot radio total was the
five-week length of the Standard
Broadcast Month (SBM) of Qcto-
ber. In addition, October of last
year was four weeks, necessitating
adjustments in the ’87 figures to
make them comparable with this
year’s data.

The unadjusted figures for Octo-
ber showed the following compari-
son: Commissionable time sales by
reps this year came to
$109,730,400, with last year’s figure
being $76,117,600. That’s equiva-
lent to an increase of 44.2%. But
adjusting last year’s figure upward
by 25% brings the comparable, but

artificial, ’87 total to $95,147,000.
The “true” increase is thus 15.3%—
which is still not bad.

The October percentage increase
follows a 13.4% increase in Septem-
ber and an 18.1% rise in August.
The August hike, which was adjust-
ed, is the biggest monthly percent-
age increase so far this vear.

In any case, the fourth quarter
clearly had a strong beginning.
This doesn’t assure continued
strength through the end of the
year—short-term flights being
what they are—but the reps have
been seeing positive signs anent the
October-December quartile.

Limited impact

The year to date has had its ups
and downs, so the double-digit
numbers for the last three reported
months don’t mean a double-digit
number for spot radio for the year
to date.

At the end of October, the Stan-
dard Broadcast Calendar (SBC) to-
taled 44 weeks, but last year the 10-
month total came to 43 weeks. So
an adjustment is required for the

vear to date. The total to date this l
year came to $826,014,400 for com-
missionable spot radio vs.
$753,739,300 through October last
year. Adjusting the latter figure up-
ward to the equivalent of 44 weeks
makes it $771,268,100. The unad-
justed increase came to 9.6%, while
the adjusted increase was 7.1%.

Market groups

Each of the four market groups
broken out by RER showed dou-
ble-digit increases for October af-
ter adjustment. The top 10 markets
accounted for $44,894,600 in busi-
ness, for an adjusted increase of
13.6%.

The 11-25 group was up 22.6% to
$24,399,000. The 26-50 group
racked up a 15.7% rise to
$15,773,000. And the 51-plus group
brought in $24,663,800, up 11.6%.

Year to date figures for the four
market groups show a pretty even
distribution of adjusted results.
The top 10 were up 7.0% to
$314,559,000. A 5.7% increase was
earned by the 11-25 group, with
time sales of $181,673,100. The 26—
50 group rose 7.7% to $126,857,800.
And the 51-plus group was up 8.1%
to $202,924,500.

October

-

Millions

110

100 ] L

\\\

National spot +15.3% % L
{millions) 1987: $76.1 1988: $109.7 — '
1987 adjusted $95.1 80
70
Changes by market group
Market Biflings % chg. * |
group (mifs.) 88-87 @ |
i
1-10 $44.9 +13.6% / |
11-25 24.4 +22.6 50 |
26-50 15.8 +15.7 |
51+ 24.7 +11.6 o |
Source: Radio Expenditure Reports
* Adjusted
30
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- 1987 wmmm 1988 ==~ 1987 adjusted level to compensate
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RADIO EXPENDITURE REPORTS 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

—— — — —

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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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 conflicts by allowing you to receive all
scheduled commerdials during a single feed.

CYCLE:SAT

SATELLITE COURIERS

DELIVERS CLEAR SOLUTIONS

A Subsidiary of Winnebago Industries, Inc.
119 Willowglen Drive

.JA 50436

1-800-622-1865

Offices i Los Angeles, Chlcago and New York.

Forest Ci

www americanradiohistorv com

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

And with the Cydecypher System you can.
receive last minute spots and traffic instruc-
tions up 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.
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‘Who’s the Boss?’
and ‘Growing Pains’
are the two
potentially strong
off-network half-
hours to kick off

next season.

Television/Radio Age, December 12, 1988

ROAD TO NATPE

While ‘Donahue,” ‘Geraldo’ outlets vie
for second, other forms seek position

‘Oprah’ have-nots
look for answers
in early fringe

By ROBERT SOBEL

tation buyers coming to the
s upcoming NATPE conven-

tion who don’t have the
blockbuster hour talk shows, espe-
cially The Oprah Winfrey Show,
will have to make some especially
sharp programming choices for ear-
ly fringe for next season.

How to unlock the stranglehold
of Winfrey will probably be the
non- Winfrey stations’ biggest chal-
lenge, according to station sources,
for next fall, while the Donahue
and Geraldo stations battle it out
for second place. And as this season
begins to take shape, there appears
to be little on the horizon among
the present crop that resembles a
fierce competitor in the first-run

“Growing Pains”

H

508

arena to the three talk shows.

The new crop of reality-based se-
ries, other talk shows and most of
the game shows attempting to
make a dent in the daypart are ei-
ther disappointing or failing, note
the sources. But while all this
seems to spell gloom and doom for
the non-big-three talk show sta-
tions, it also is seen as representing
a new opportunity for the stations
to fill the cracks in the daypart with
new counterprogramming strategy,
say the sources.

Other highlights of reports from
various industry sources regarding
early fringe are:
ma The off-network The Cosby
Show is doing very well in early
fringe among stations in the me-
tered markets. However, its value

= S e 2
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“Who's the Boss?”

on increasing ratings on surround-
ing shows, including news, is still a
question mark.

m New hour first-run talk entries
are tending to follow the old Merv
Griffin style of program and others
of years past.

m Who’s the Boss? and Growing
Pains are the two potentially
strong off-network half-hours to
kick off next season. While sched-
ules have not been fixed, stations
will probably run them mostly in
early fringe. Reps are basically
bullish on both shows.

a Of the new game shows, Third
Degree is seen as being a good-buy
prospect for next fall.

Cracks in the wall

Jack Fentress, vice president and
director of programming at Petry
Television, says the failure of some
of this season’s programs to make
the breakthrough that was expect-
ed, plus the early peak reached by
some of the past shows, has created
cracks of major proportion in the
early fringe walls. “Such shows as
On Trial, Group One Medical, in
the reality based genre, and some
game shows including The Newly-
weds, which are struggling to stay
afloat for one more year, may not
return. While the high failure rate
in early fringe and in access, for
that matter, is not new, I think the
mortality rate is more so this year
than in the past few years. Conse-
quently, there will be more half-

hours available in early fringe for
next season than in some time.”

While Jim Curtin, Harrington,
Righter Parsons associate program
director, also sees early fringe as
having unusually wide potential for
new product, he sees the daypart as
representing a new challenge for
stations in programming for the
time period. “The talk shows in
early fringe have become the domi-
nant force and are uptrending—as
The Oprah Winfrey Show, Dona-
hue and Geraldo,” according to the
October Nielsen, he says.

The old answers, he continues, of
how to counterprogram against
these talk shows with other types
such as court shows and off-net-
work hours, “don’t seem to have
worked. The state of the market-
place is to try to find something
different and something new to try
to make it work. The tried-and-
true formulas used by stations
which don’t carry the top talk
shows have not worked against this
trend.” )

Also, continues Curtin, a lot of
stations in the top 50 markets have
committed toward sitcoms, which
has been their only course in both
early and late fringe. “So while
there are cracks to be made, there’s
only one station in each market
which is not the talk or sitcom sta-
tion that can actually try some-
thing different or new.”

Further, he believes, the reality-
based shows in early fringe have
not made a great impact, even com-

pared to A Current Affair in access.
But others, such as USA Today:
The Television Show and medical
shows have not captured the
viewers' imagination. ‘I have a
feeling that Oprah and Donahue
are doing the same subject material
in a format that viewers seem to be
finding more to their taste.”
Among the first-run talk shows
seen as getting possible early-

- e ————

fringe clearances for next fall are, |

in the hour vein, Dionne & Friends,
from Tribune Entertainment;
GTG Entertainment’s The Beverly
Sills Show; The Kenny Rogers
Show, from Barris Industries; and

possibly The Joan Rivers Show, via |

Paramount, although the major
pitch is for daytime.

As to reps’ thinking on some of |

these shows, HRP’'s Curtin sees
Rogers getting a “couple of clear-
ances in early fringe in the south-
ern-tier markets, where he is well-
known and his popularity is well-
regarded. But in the northern tier,
such as in the big industrial states,
it may get some daytime clear-
ances, if it gets any at all. It does
have problems, but at least it repre-
sents one type of counterprogram-
ming, although from a regional per-
spective.”

Regarding Siils, Fentress at |
Petry notes the series is being tout- |

ed by GTG as the Mike Douglas
Show of the 1980s, “whatever that
means.” All in all, Fentress sees the
hour entries as harking back to the
old Dinah Shore and Merv Griffin
type of talk program, which are not
pure talk shows in today’s terms of
Geraldo, Oprah and Donahue.
These programs have become “ex-
ploitation talk.”

Celebrity hosts

On the present hour talk crop,
Fentress says that although the
shows are hosted by celebrities “it
doesn’t mean they will succeed, or
that the shows will be any good.
Most of these hosts have made
their name in another field. Most
of the successful television hosts
have been and are professional
television people. Geraldo, Dona-
hue, Oprah, Griffin, and Douglas
all came from television.”

At this point HRP’s Curtin
doesn’t see any of the new pros-
pects looking for a launch next sea-

—————— e e o —
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son as presenting a serious chal-
lenge to Oprah Winfrey or the oth-
er talk shows. “I don’t see anything
at this point that is designed specif-
ically for early fringe impacting
against Winfrey or being devel-
oped or being bought by stations
for that specific use. However, in a
more broad-based perspective, sta-
tions which have Wheel of Fortune
and Jeopardy in access are not get-
ting the same numbers as in the
past and therefore, have to start
hedging their bets as a way to keep
their game-show franchise.”

Thus, predicts Curtin, a number
of stations will pick up other types
of game shows that have potential
in access. Basically, he adds, he
sees early fringe becoming the Tri-
ple-A league for access, where sta-
tions can warm up and lock in a
couple of good shows they may
need as far as going into February
1991 to upgrade or replace a vul-
nerable-looking show.

Replacement shopping

For example, Curtin says, Win,
Lose or Draw ratings “were way
down,” in early fringe, so these sta-
tions carrying the show are in the
market for a possible replacement.

Of the game-show possibilities in
first-run strips, Third Degree, from
Lorimar Telepictures, and Couch
Potatoes from Group W Produc-
tions, appear to have some poten-
tial in early fringe. Petry’s Fentress
likes “the feel and look” of Third
Degree. “It has all the good things
that an informal game show such as
Win, Lose or Draw didn’t have.
Also, Peter Marshall (Degree’s
host) is very good.” Both new
shows are going the cash-plus-one-
minute-for-barter route.

At HRP, Curtin sees Third De-
gree as possibly an easy replace-
ment for one of the slipping game
shows being used in early fringe,
Or, he continues, stations may see
the show as a good companion
piece to Win, Lose or Draw if Draw
bounces back from its recent rat-
ings decline. Janeen Bjork, director
of programming at Seltel, sees
Third Degree as “marketable,” but
only if a station has had success
with Win, Lose or Draw. “Third
Degree has many of the same ele-
ments as Win, Lose or Draw, going
in its favor—the celebrities and the
humor.

e

“The question might be asked,
however, will Third Degree be
handicapped by Win, Lose or Draw
because it is so similiar? I don’t
have the answer to that.”

Fentress of Petry gives a plus
mark to Couch Potatoes mostly be-
cause he thinks highly of Mark
Summers, host of Double Dare,
who will do likewise with Potatoes,
which is due to run starting in Jan-
uary.

Off-network sitcoms

Meanwhile, in off-network half-
hour sitcoms for next fall, there are
two potential standouts, its agreed,
which will bear watching. These are
Columbia Television’s Who's the
Boss? and Growing Pains, from the
Warner Bros. stable. Stations will
get 120 episodes of Boss, the more
expensive of the two items, repre-
senting 910 plays over a 4!,-year
term, with stations allotted six-
and-a-half minutes for local sale in
each episode.

Pains’ stations are guaranteed
110 episodes, to be played off over
eight runs.

HRP’s Curtin is bullish on both
Boss and Pains for early fringe. He
sees the sitcoms as benefitting es-
pecially on those stations which
have a sitcom track record. “One of
the things we are seeing now is that
those stations which have not been
in the sitcom business in years have
bought Cosby and will probably use
it as a block along with one of the

“‘Couch Potatoes”
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two new off-network sitcoms for
next season. Those stations are
probably doing the right thing be-
cause that will establish viewer
patterns.

“When the kids get out of Duck
Tales, and such, on the indepen-
dents at 5, there’s a good opportu-
nity for these sitcoms. If you have
Cosby as a lead-in to the news, and
a Who’s the Boss? at 5 to bring in
the kids, you will be in good shape.

Bjork at Seltel says she believes
both shows have greater potential
on indies than on affiliates. Part of
this prognosis centers on the disap-
pointing track record of Family
Ties on affiliates. “Both Boss and
Pains are ideal independent vehi-
cles,” she says, “‘and are appropri-
ate for affiliates in some dayparts
including early fringe, and on some
schedules.”

Nonetheless, she points out,
many more affiliates than indies
have acquired Boss because they
outpriced indies in many markets.

Stations which have bought Boss
include KHJ-TV Los Angeles,
KTVU-TV San Francisco,
WWOR-TV New York, KMSP-TV
Minneapolis and KVVU-TV Las
Vegas.

At WWOR-TV New York, Far-
rell Meisel, program manager, says
it’s too early to call as to where in
next fall’s schedule the sitcom will
play. But, obviously, the program
“will not be buried. We made a very
important investment in the series.
It’s rather obvious where it will
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play—as part of our sitcom block—
but I can’t tell you specifically what
half-hour yet because we haven’t
seen the November books as yet.”

The station has, until recently,
been relying heavily on hour blocks
in the early fringe time period,
notes Meisel. But now the strategy
calls for building a group of half-
hours in tandem with hour shows.
“We didn’t have a great deal of
depth in the half-hour sitcom
genre, and our only alternative
was to buy half-hour sitcoms such
as The Cosby Show and Kate and
Allie.

On the shelf are It’s a Living and
Stlver Spoons, according to Meisel.
Cosby runs at 7 and Kate and Allie
follows. At 6 p.m. the station runs
Matt Houston, hour series.

At least one station, WCHS-TV,
ABC affiliate in Charleston-Hun-
tington, has bought both Boss and
Pains, although the time periods
that both shows will run has not yet
been determined. According to
Dennis Adkins, general manager,
there are too many “ifs” at this
point to fix the schedule for both
shows for next season.

What will probably affect the
placement of the two off-network
sitcoms ig the schedule of its com-
petitors, points out Adkins. “We
know that Oprah is moving from
WOWK-TV to our other network
competitor, WSAZ-TV, and we
don’t know how well Geraldo,
which we have bought, is doing
against Donahue in early fringe.
Maybe we won’t implement any of
the shows next fall. If Geraldo
doesn’t do the numbers we expect

it to do, or if we can’t afford to
renew it for next season, we have
Boss and Pains as backup.

At this point, the 4-5 p.m. slot is
occupied by Divorce Court and
The Judge, which goes against
Oprah on WOWK and two game

“Third Degree”

shows on WSAZ. Geraldo, in the 5
p.m. slot, takes on Donahue on
WOWK and The Cosby Show and
Family Ties on WSAZ.

Other off-network half-hours
that buyers will find at NATPE for
next season kick-off according to a
Petry report, is the colorized ver-
sion of McHale’s Navy, an all cash
arrangement, from Qintex, involyv-
ing 130 episodes over eight runs; 73
episodes of Mr. Belvedere, offered
by Twentieth Century Fox Televi-
sion, with first-run shows available
in future years; and MGM/UA
Telecommunications has 94 epi-
sodes of Twilight Zone, which com-
bine 30 first-run episodes with the
off-network product for a strip.

For January 1988, The Life of
Riley is looking for a new life via
New World and All American Tele-
vision. New World is offering 146
episodes of black-and-white Ril-
eys, including both William Bendix
and Jackie Gleason in title roles
(120 and 26 episodes, respectively).
All American is handling only the
Gleason episodes separately as a
weekly series.

Upcoming as a July off-network
launch is Sledgehammer, 41 epi-
sodes from New World, in six runs
over three years.

Meanwhile, a fair number of sta-
tions are airing The Cosby Show in
early fringe. These include, among
the 31 metered markets, WCAU-
TV Philadelphia, where it does a 7
rating 16 share, vs. last year’s occu-
pant’s 4/8 in the 5 p.m. time period,
in the October Nielsen. Ratings re-
sults have been quite strong in
many other markets as well. On
WDIV-TV Detroit, Cosby has been
registering a 10/25 vs. a 7/14 for last
year’s show. And on KHTV(TV)
Houston, Cosby, airing at 6 p.m., is
doing an 8/15, vs. the year before’s
Webster, which got a 5/9. At Seltel,
Bjork says that the overall num-

bers on Cosby have been “disap-
pointing. We have found that
Cosby only builds its own half-
hour. It has not built its time peri-
ods around it, and if you want to
add another half-hour beyond
Cosby, you are still not building
your news, which comes out of
Cosby in most cases.”

She says the viewers of Cosby,
which represent mostly kids, teens
and young women, are not watch-
ing the news, although Cosby has
been added. “They weren’t watch-
ing the news pre-Cosby and are not
doing that now either.”

Helping the news

But at WCAU, the Philadelphia
CBS affiliate, a spokesperson notes
that Cosby has increased the rat-
ings of its news, which runs at 5:30
and has helped strengthen the en-
tire two-hour block from 4:30-6:30
p-m. “What Cosby has done is to
increase its own time period by 10
points, tripling the ratings. It's No.
2 in the time slot. It has made our
5:30 news a solid No. 2 in its time
slot, and a solid No. 2 among news
programs at 6 p.m.

“There is great improvement,
and we are up across the board in
the 4:30-6:30 time slot. Recent rat-
ings show that the 5:30 news did an
incredible 9/16. The news rarely
went above a high 5 last year.”

WCSC-TV Charleston, is using
Geraldo vs. Cosby, points out Har-
old Crump, president of the Crump
Communications station. Geraldo
had been airing in a morning time
spot, “where it was doing very
well,” and was moved into the 5
p.m. period the past August.
Trump says the move was made to
counterprogram Cosby, which airs
on WCBD-TV, ABC affiliate, at
5:30. “We deliberately went to 5
p.m. to get the jump by a half-hour
on Cosby,” he notes. Also, he adds,
another reason to put Geraldo into
an early-fringe spot was because
it's doing fairly well in many mar-
kets against a heavyweight show
such as Oprah Winfrey, or when it
follows Oprah Winfrey on another
station.

The launch of Geraldo in the & ‘

p.m. time slot in August also gave
the station an edge, believes
Crump, over Cosby, because Cosby
didn’t air on WCBD until Septem-
ber. a
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TV stations carve out niches

Indies create identities for movies, sitcoms, sports

By JAMES P. FORKAN

with an increasingly competi-

tive array of viewing rivals, are
working harder than ever to stand
out from the crowd.

Just as their own advertisers
must devise ways to emerge from
all the commercial clutter, so the
indies must carve out their viewing
niches. Many independents have
developed their images based on
the programming they have to offer
and have used these identities to
lure viewers and attract advertis-
ers, national and local,

According to various execs at na-
tional sales reps, the preferred in-
die identity seems to be as movie
stations in their respective mar-
kets—which is not surprising since
films are such a staple on indie TV.
Dan Kelly, director of public rela-
tions and promotion at TeleRep,
says KTLA(TV) Los Angeles,
WPHL-TV Philadelphia, KABB-

“Happy Days”

I ndependent TV stations, faced

TV San Antonio and KPTM(TV)
Omaha promote themselves as
“movie stations.” The former local-
izes it, labeling itself “L.A.’s movie
station.”

More often, however, indepen-
dents prefer not to limit their ap-
peal to one genre, Kelly points out.
Instead they prefer to plug their
various dayparts as appealing to
different target audiences, such as
movies for primetime adult audi-
ences, sports for the male demo-
graphics, afterschool and weekend
morning kiddievid for youngsters
and so on, he adds.

Subdivided approach

WKBD-TV Detroit, for in-
stance, heralds itself under the um-
brella theme “Your place,” then
subdivides its promotion by means
of various taglines, from “your
place for movies” to “your place for
sports.” Similarly, KCPQ-TV Se-
attle describes itself as “the north-

7 “MASH”
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west’s own channel” and adds tag
lines to that overall theme.

At MMT Sales, Murray
Berkowitz, senior vice president in
charge of independent sales, says
that WPGH-TV Pittsburgh posi-
tions itself as “the super movie sta-
tion” and KITN-TV Minneapolis
has christened itself “Minnesota’s
super station.”

The Gaylord Broadcasting out-
lets in Houston, Dallas and Cleve-
land, meanwhile, have been scoring
local ratings and sales by promot-
ing their 6 to 8 p.m. comedy blocks.
Adapting the theme night strategy
that has been working for NBC on
Thursdays, these indies have
stripped the off-network sitcom
hits The Cosby Show, Night Court,
Cheers and Family Ties as an early
fringe block. “They’ve built their
whole station around that,” says
the MMT exec.

WPGH-TV Pittsburgh has been
calling itself “your super movies
station” since May 1987, using not

WTXX-TV Waterbury,
Conn. touts itself

as “your comedy
station” when
promoting sitcoms.
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“Dirty Harry”

Dubbed “your
super mouvtes
station,”

WPGH-TV
Pittsburgh does
especially well
in ratings with
hard-action

Eastwood, Bronson T Ko
. ] ]
and Norris y

flicks.

only on-air promos but paid media
advertising in TV Guide and news-
papers as well as sales pieces sent to
advertisers and prospects. The sta-
tion even answers its phone as
“your super movies station.”

“I think it’s paid off both ways,
in ratings and sales terms,” says
Kathy Saunders, general sales
manager at WPGH. “It’s very very
important that a station has one
identity and sticks with it.” The
outlet programs a nightly prime-
time movie from 8 to 10, she notes,
plus a weekend afternoon movie
block.

Titles during the November
sweeps ranged from The Money
Pit and FX to Jaws and Escape to
Witch Mountain. Moreover, says
Saunders, “Chuck Norris, [Clint]
Eastwood and [Charles] Bronson

“Death Wish 3"

films work very well” in the Pitts-
burgh ratings. Eastwood’s The
Gauntlet, Bronson’s Death Wish
II and a Norris double feature, An
Eye for an Eye and Silent Rage,
ran during the sweeps, she adds.

Other indies only indirectly pro-
mote themaselves as movie outlets
without ever actually labeling
themselves. WPIX(TV) New York,
for one, runs quick-cut promos just
before each sweeps period, showing
its big-name primetime titles. That
is followed by promos and tune-in
print ads proclaiming theme
weeks, such as November's “No
wimps week” (with Eastwood’s
The Enforcer, Bronson’s Ten to
Midnight and the like) and, earlier
this fall, an Agatha Christie mys-
tery week and an “Out of this world
week” (including The Fog and the
pilot for the War of the Worlds se-
ries).

Since September KITN-TV has
been promoting itself as “Minneso-
ta’s super station” not only on-air,
in radio and print but even when
answering its phones. The theme
has been incorporated into promos
for its sports offerings.

‘A new identity’

The theme line and a new logo
developed by Mark Gray, promo-
tion manager, ‘‘have given us a new
identity in the market, different
from all the other stations here,”
according to Kym Redmond, sales
manager.

MMT’s Berkowitz points out
that the “super station” designa-
tion was chosen in anticipation of
KITN getting increased cable pick-
up now that it has the TV rights to
two important sports franchises,
the NBA’s Timberwolves and Ma-
jor League Baseball’s Minnesota
Twins.

Although “it’s too soon to tell” if
the new identity has generated
sales or ratings, Redmond says
KITN'’s new image already has bol-
stered awareness in the market-
place.

Referring to the promo thrusts
for both WPGH and KITN,
MMT’s Berkowitz observes, “I
think [such identity promotion] is
effective. It will make a harder sell
easier to get and give ‘brand recog-
nition’ so to speak—top of mind
awareness” among both viewers

|
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and media buyers.

WTXX-TV Waterbury, Conn.,
uses a variety of theme lines in its
promotion, dubbing itself “your
comedy station” during reruns of
MASH and Happy Days, for exam-
ple, and “Your kids’ station” dur-
ing kidvid fare like Real Ghostbus-
ters and Double Dare. “But the
major identity is as ‘your movie sta-
tion,” ” says Harvey Adelberg, gen-
eral sales manager. That, he notes,
is “the definitive adjective for us
that helps with advertisers.” All
the other designations “are a plus,
but we think we work hardest at
the movie identification. The rest
is window dressing.”

Within movie promotion,
WTXX often runs theme weeks,
such as “scary weeks,” “Clint
Eastwood weeks” and ‘“‘comedy
weeks,” though he notes that most
of the latter are built around one
comedy performer, such as Chevy
Chase or Bill Murray. Movies dur-
ing its November sweeps ranged
from The Money Pit and 16 Can-
dles to Nightmare on Elm Street
and Halloween I and I1.

Besides on-air, the station uses
cable mailers to promote its movie
schedules, with radio and out-of-
home media to call attention to
specific titles, particularly during
sweeps months, Adelberg adds.

WTXX has been using its vari-
ous tailored IDs ‘“four or five
years,” according to Adelberg. “It
plays well for sales and ratings,” he
says, “and it definitely makes it

easier to promote and increase
awareness among buyers.”

Movies occupy the primetime 8
to 10 span nightly. There also is a
noon to 2 p.m. movie daily—fol-
lowed on Saturdays and Sundays
by yet another movie at 2 p.m.
Among its comedies, Happy Days
has been moved from last season’s
morning berth to early fringe, while
MASH, paired last season with
Barney Miller, now fills 7 to 8 p.m.
with back-to-back episodes.

Still other independents are
more subtle in their image declara-
tions. WPTY-TV Memphis, for in-
stance, positions itself to the adver-
tising community as “result televi-
sion,” says Steve Litwer, director of
sales and marketing. That, he ob-
serves, is in keeping with the out-
let’s self-image as “the advertisers’
TV station, a marketing-oriented
station. We provide services to ad-
vertisers, more than just throwing a
computer sheet of awails on their
desk.” Despite making the rounds
now with a new agricultural market
presentation that shows farmers
watch its programs (TV/RADIO
AGE, Nov. 14), WPTY is “not an
ag station,” Litwer emphasizes.
“That’s just one marketing effort.”
Farm pitches are rarely done by in-
dies, he says, since their signals
generally are not strong enough to
reach into rural areas.

A 10-year-old independent,
WPTY this year “has outpaced our
market by 45 times” in sales de-
spite flat ratings, and Litwer attri-

Harvey Adelberg, WTXX-TV Waterbury, Conn.

butes that performance to ““its try-
ing to develop client-oriented ser-
vices” that differentiate it from the
other stations in the market. “Ob-
viously we have to distinguish our-
selves, and today you cannot do
that just by programming. That’s
simply product. This is a very dis-
tinct philosophy.”

Among the services singled out
by Litwer as fueling its sales growth
are: its direct marketing division, a
black marketing division and a
market research department.
WPTY offers clients direct mail
services on a regular basis, often
tied into its own promotions. Cur-
rently the station is staging a “Mil-
lion Dollar Dash for Cash” promo-
tion that was launched by dropping
contest brochures—each separate-
ly numbered—in 400,000 Memphis
mailboxes. Viewers holding the
numbers flashed on screen during
its movies win cash prizes. Various
advertisers bought into the mailer,
Litwer says, noting that WPTY
sells direct mail to clients whether
or not they also buy time on its air.

Noting the high percentage of
blacks in Memphis, Litwer says the
station has a black marketing divi-
sion whose objective is to attract ad
dollars that generally go into black-
oriented radio.

The fact that WPTY has a full-
time market research department
may not be unusual in major mar-
kets but Litwer maintains that
WPTY’s is “unusual for here [in
Memphis] and in the mid-south.”’0

The station uses
various identities,
but the major one,
“your mouie station,”
is “the definitive
adjective for us

that helps with
advertisers.”

DIrv.com
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Leading Independent Agency Network
shows megamergers aren’t only way

Agencies pool
buying resources
for broadcast clout

By GEORGE SWISSHELM

hat started as an organiza-
w tion of advertising agen-

cies to share market and
media information is now well on
its way to becoming a nationwide
consolidated media buying opera-
tion for its 15 member agencies. It’s
the Leading Independent Agency
Network, or LIAN.

Its current president is Michael
Leonard, media director of The
Richards Group of Dallas. Consul-
tant for LIAN is Bill Claggett, for-
mer vice president, director of ad-
vertising and marketing for Ral-
ston Purina and now president of
his own company, Media Manage-
ment Associates of Palm Beach,
Fla.

And while associations of ad
agencies are nothing new, Claggett
says LIAN is the first such group
formed for the primary purpose of
consolidated buying “so our mem-
bership of medium-sized agencies

could add up to a group with com-
bined equal-dollar clout to hold our
own in the media buying arena with
the mega-merged giants and the
largest media services. The empha-
sis is on consolidated broadcast
buying through strong agencies in
the larger markets. We can do this
by splitting up the various func-
tions among the media heads of our
member agencies.”

Discounted research

Leonard’s group responsibility,
besides serving as current presi-
dent, is syndicated audience data.
He negotiates for the group with
the data suppliers, from Arbitron
to Simmons, and says the objective
is usually a group volume discount,
though it can also be for such other
“enhancements” as additional re-
ports and rate protection.

Leonard emphasizes that his
work for LIAN does not take signifi-
cant man hours away from Rich-
ards Group clients. And he adds
that those Richards clients who
have already directly benefitted
from what other member agencies
have accomplished for them “en-
dorse what we’re doing.”

He says his own time “involves
only one day each quarter when I
attend LIAN’s quarterly meetings.
And one person here coordinates
the group’s audience data opera-
tion as a relatively small part of
that person’s total responsibili-
ties.”

LIAN'’s first president is Sumer
Bileydi, senior vice president and
media director at Carmichael
Lynch, Minneapolis. He recalls
that LIAN’s formation “goes back
two years ago, at a time when the
biggest agencies in the country
were merging to become even big-
ger. How were each of our medium

sized agencies going to compete for
new business when we walked in
and the first thing the prospective
client said was, ‘You have no media
clout compared to a Saatchi or an
Omnicom.”?

“Our answer was to form LIAN,
the only one of the many agency
associations that is media manage-
ment oriented and media manage-
ment driven, with a view to offering
our clients local market insights
and local market rates like the big
agency regional buying offices get.”

He says LIAN is working toward
a regional buying office setup like
J. Walter Thompson and McCann-
Erickson operate, with each LIAN
member agency acting as regional
buying office for the whole group in
its own region. Thus, Carmichael
Lynch buys Minnesota and Tam-
pa-St. Petersburg for all member

agency clients, Wyse Advertising
has formed Pinnacle Media, a spot
buying service that buys Cleveland
and other nearby markets, and
Earle Palmer Brown buys Phila-
delphia. Tucker Wayne/Luckie &
Co. buys for all member agency cli-
ents in Atlanta and Birmingham.
Eventually, Bileydi expects LIAN
to have 20 or more regional spot
buying offices.

And beyond what each office will
be buying for member agency cli-
ents, Bileydi says that when all the
pieces fall into place, “LIAN will
add up to a nationwide multioffice
media service that can go after ad-
ditional new media accounts,
whether or not one of our member

50
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agencies handles their creative.”
At Ally Gargano, New York, vet-
eran Compton media director
Dawn Sibley heads LIAN’s maga-
zine buying operation and Steve
Auerbach runs the organization’s
network broadcast negotiations.
Bileydisays Auerbach “has already
saved LIAN members 10 to 20% of
the going rate they would have had
to pay on their own on network
buys and regional network buys.”

Increasing leverage

Auerbach himself says, “Qur
goal is to grow the business of as
many clients of our member agen-
cies as we can. The more national
dollars that come into this, the
greater will be our combined clout
and the more we can increase the
leverage of all our member agencies
and all their clients, including our
own Ally Gargano clients, It's a way
to make our voice heard in the land
of the megagiants. It’s worked well,
and there’s been a tremendous co-
operative attitude on everyone's
part. So far we haven't run into any
conflicts.” '

Auerbach also notes, “All this is
in its early stages. In actual prac-
tice, so far we've made national
buys for a relatively few member
agency clients. But we’ve also made
several regional network buys
where we could combine regions,
then allocate two or more clients to
their own smaller distribution ar-
eas within the total geography of
the buy.”

At Tucker Wayne/Luckie & Co.
in Atlanta, Bill Zuspan is senior
vice president and media director.
His job for LIAN is to coordinate
communications. He explains, for
instance, that each member agency
sends the other members quarterly
updates of the reports on its own
markets. Tucker Wayne is located
in Atlanta and ‘“spends a lot of
money in Miami. These are the two
markets we report.”

Zuspan describes these updates
as “extensive. They include every
television and radio station and ev-
ery cable system, every newspaper,
local magazine and outdoor. We
compare spot rates to those in the
SQUAD reports (market-by-mar-
ket Spot Quotations and Data) to
determine how well we're buying.
We comment on the current level

of tightness or softness in each
market and comment on the eco-
nomic state of the local economy,
insofar as it affects media costs.
Generally, local media rates will
tend to follow the health of the lo-
cal economy as it rises or dips.”

Zuspan says updating these re-
ports “doesn’t require a great deal
of time because no new research is
required. We're dealing in our mar-
kets daily. All the information is
either in our heads or at our finger-
tips. The same goes for those mar-
kets the other LIAN members re-
port on.”

Bileydi says LIAN is “working to
stay on the leading edge technical-
ly. We're working with Cyclesat,
the satellite commercial transmis-
sion system that saves time and
money in getting commercials out
to the stations. And we're working
with Hot Net, the computerized
communications system that ac-
cesses station inventory. And our
operation is flexible. If at any point
any client feels there’s a conflict, he
can use only those parts of our
LIAN services he wants.”

Leonard says Richards Group
clients “have already benefitted
from LIAN’s network negotiating
operation in New York. They've
benefitted in terms of inventory
quality as well as price. “We were
able to improve the radio schedules
for TGI Friday's restaurants in
their two biggest markets, Los An-
geles and New York. We did this
based on the recommendations of
LIAN member agencies on the spot
in those markets as to which local
formats hold the most appeal for
the kinds of listeners who patronize
TGI Friday’s.”

Leonard adds that internal agen-
cy operations have also benefitted
from the advice of other member
agencies on a new hardware and
software system Richards in-
stalled: “They’d already had expe-
rience with these systems. They
knew where the bugs were and how
to avoid them. We were able to
learn from their mistakes without
having to go through much of the
initial startup grief you can run
into if you go blindly into a new
system with no guidance.” ]

Each member agency sends the other
members quarterly updates of the
reports on its own markets.

Bill Zuspan, Tucker Wayne/Luckie
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Network TV’s high scorer

Dean Hargrove finds the winning formula

ean Hargrove has been writ-
D ing and producing TV pro-

grams for 15 years, and this
is the first time he’s had four pro-
jects on NBC and CBS. Last year
he had three shows on NBC and
CBS. His Dean Hargrove Produc-
tions, in association with Fred Sil-
verman and Viacom, is responsible
for three shows on NBC: Matlock,
Father Dowling Mysteries and the
Perry Mason movies, plus Jake
and the Fatman on CBS.

Hargrove and Silverman are the
shows’ executive producers, and
with Jake and the Fatman filming
in Honolulu, and Perry Mason
shooting in Denver, Hargrove flies
to these two locations occasionally
from his Universal Studios offices.
He’s concerned with the shows on a
day-to-day basis, he explains.

This is the fourth year Hargrove,
50, has been working with Silver-
man, who he explains is the entre-
preneur of the two and deals with
the networks in the area of schedul-
ing as well as idea formulation.

“Fred made the arrangements
with the Earle Stanley Gardner es-
tate and Raymond Burr to do the
two-hour Perry Mason movies
three years ago. He then came to
me with the idea of becoming his

Dean Hargrove

partner and writing the first Perry
Mason Returns movie.” The first
of the new three Mason movies will
air either at the end of January or
in early February.

On Matlock, which Hargrove
created and which stars Andy Grif-
fith, Hargrove works with Joel
Steiger, the supervising producer.
This is its third season, and the two
supervise the development of all
material and write some of the epi-
sodes. Hargrove is also involved in
script rewriting and editing. Cast-
ing and physical production of the
show are the responsibilities of pro-
ducers Jeff Peters and Richard
Collins.

On Jake and the Fatman star-
ring William Conrad and Joe Pen-
ny, also in its third season, Ed Wa-
ters is the supervising producer,
running the show, with Hargrove
and Silverman providing an over-
view and Hargrove supervision of
the writing.

On Father Dowling, starring
Tom Bosley as a crime-solving
priest, Robert Hamilton is the su-
pervising producer, working with
Hargrove in story material devel-
opment and contributing some of
the writing.

On Perry Mason, Joel Steiger

“I'm not
interested in
developing mouvies
or miniseries
unless they have
the potential

for a series.”

the executive supervising producer
and Robert Hamilton the supervis-
ing producer. Hargrove and the
others develop and supervise all
the material. The first story, for ex-
ample, The Case of the Lethal Les-
son, was written by Hargrove and
Steiger, with the screenplay
penned by Michael Norell.

The story for the first Matlock, a
two-parter called “The Ambassa-
dor,” was penned by Hargrove and
Steiger with Anne Collins writing
the teleplay.

Shadoe Stevens pilot

Hargrove, a comedy writer who
started out in 1961 on the original
Bob Newhart Show, has been
working on a two-hour pilot for
Viacom Productions and LBS for
Shadoe Stevens, regular guest on
The Hollywood Squares, new host
of the American Top 40 pop music
countdown radio show and a for-
mer comedic pitchman in Los An-
geles for a chain of electronics
stores. Viacom is involved in all
four series with Hargrove and Sil-
verman in terms of deficit financ-
ing and distribution.

Hargrove says there will be com-
edy running through the Stevens
program. Notes Hargrove, “I began
as a comedy writer and still see my-
self as that.” He worked on The
Man from UN.C.L.E, starring
Robert Vaughn and David McCal-
lum, and subsequently wrote the
pilot for The Girl From U.N.C.L.E.
He was also story consultant on It
Takes a Thief, with Robert Wag-
ner. All these shows, he stresses,
had comedic undertones.

But it was with two series, Name
of the Game, with Gene Barry, and
Columbo, with Peter Falk, that he
says his identification with comedy
writing and dramas was solidified.
Game was also his debut as a writ-
er/producer. “I still try to think
funny today,” he says. “Almost all
my shows have a strong vein of hu-
mor, except Perry Mason.”

The recent writers strike affect-
ed all Hargrove’s programs. Mat-
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““Father Dowling”

lock, which normally finishes its 22
| episodes by March, will continue
through mid-May, with two epi-
sodes being shot simultaneously.

Jake, which CBS decided would
replace Magnum P.1. as its Hawalii-
based series, was one week away
from starting to shoot when the
strike hit. Hargrove expects to start
shooting this month.

Father Dowling was supposed to
commence shooting its six-episode
order last July. Production instead
begain in mid-November. There
were several Matlock scripts in the
works when the strike began; the
show is now in production.

Hargrove credits Silverman with
coming up with the lead character
ideas and the actors for Perry Ma-
son, Matlock and Father Dowling.
{ He added a writer’s imagination
i and depth to the characters.

What's the limit?

How many projects can Har-
| grove handle in one season? “It de-
¢ Pends on our ability to staff proper-
r ly,” he replies. “I think we could do

five or six programs each season,
[' assuming we had the staffing.”

. In his dual role as producer and
| writer, Hargrove is aware of the
iimore involved role the networks
‘are playing in the creative process.
‘He says he knows the reason. “As
‘Network shares have diminished,
\they have felt more impelled to get
involved creatively,” Hargrove
‘8ays, unruffled by this develop-

ment. “When I was a writer/pro-
ducer at Universal for nine years in
the 1970s, we barely had any con-
tact with the networks. We'd get
comments from them on the mate-
rial, but today you find that, be-
cause of their concerns, the net-
works tend to play a more active
role in material development and
the control they can place on indi-
vidual shows.”

Hargrove says he’s had some dis-
cussions with ABC about doing a
two-hour movie which could be a
series. “I'm not interested in devel-
oping movies or miniseries unless
they have the potential for a series.

“By the end of this second season

Lelevision/Radio Age, December 12, 1988

we will have done 12 Perry Mason
movies, which average around a 35
share. Last year we ran four; this
year it will be three. We want to
keep them perceived as a small
event to avoid dissipating audience
interest,”

Hargrove says there’s been some
discussion about a third season of
Perry Mason movies. The show is
shot in Denver for economic rea-
sons, Hargrove notes. “There’s an
excellent nonunion crew there.
Denver is overbuilt, so there’s a lot
of empty office space. Upwards of
10 people from Hargrove’s organi-
zation supplement the crew of 100
working there. “Perry Mason,”
Hargrove admits, “is a very expen-
sive TV movie to make. Above the
line costs are substantial [for the
principals like Burr, Silverman and
Hargrove], and the Earle Stanley
Gardner estate receives a substan-
tial sum, and that’s before you get
to guest casting. It’s my under-
standing it’s the most expensive
TV movie to produce, costing an
average $3.5 million. It takes four
weeks to film one Perry Mason.”

For his hour series like Matlock,
Jake and Father Dowling, the bud-
gets are somewhere near $1.25 mil-
lion per episode.

Since Dowling is the newest pro-
ject, it's taking up a lot of Hargro-
ve’s time, something which is a pre-
cious commodity in series televi-
sion.

“The complaint everyone has
about television is there’s not a lot
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of time. Every seven days you need
a script you can shoot. It’s hard to
do 22 of anything and make it con-
sistently as good as you'd like it to
be.”

As one of the leading partici-
pants in what he calls “closed mys-
teries—in which you have to guess
who did it, as opposed to open mys-
teries where you know who did it
right away,” Hargrove bemoans the
lack of experienced writers for this
genre. “Mystery writing is not a
form that’s been popular on televi-
sion. There aren’t that many writ-
ers experienced in the form. We've
had fine TV writers who had diffi-
culty adapting to the form.”

Moving to Honolulu

All 13 episodes of Jake and the
Fatman are being shot around Ho-
nolulu with one permanent set—
Conrad’s office. Part of the plan is
to show not only the beach, but the
city, including “some of its grittier
sides.” Hargrove says, in discussing
the show’s renewal with CBS, the
network thought a change of loca-
tion would help boost its ratings
which were averaging 20-21, A
crew of more than 100 is working on
the series there. Conrad is living in
a penthouse at the Colony Towers
during production.

“It’s not that much more expen-
sive to shoot in Honolulu than it is
in L.A.,” claims Hargrove. “Our
budget covers travel to Honolulu,
and we’ve made a deal with an air-
line where for every flight we get
one free.”

Hargrove enjoys his hyphenated
status as writer-producer. “Televi-
sion is purely a producer’s medium,
not a director’s medium. Most pro-
ducers are writers because you

“Perry Mason”

need to view a new script every sev-
en days. On a series we bring in
outside freelance writers to submit
ideas. We use certain people
who’ve worked well for us. It's a
collaboration between producer
and writer. Ultimately the draft is
taken by the producer and gone
through by the producer-writer or
another writer on the show.

“I like puzzle solving things. On
Matlock we spend most of our en-
ergy in writing the story which can
run 25 to 35 pages. A teleplay is
only 52 pages. There have only
been two occasions in the life of
Matlock where we didn’t go on to
produce a show. Linda Purl, Mat-
lock’s daughter, left the show after
the first year, accounting for one
lost episode, and then we couldn’t
find a location in a military school
in Los Angeles that worked for us.”

When he’s writing with a part-
ner, Hargrove and his associate sit
in the same room and start tossing
out ideas to each other. “We can
write a Matlock in three or four
days. A two-parter might take us a
week to 10 days. A story for Perry
Mason takes one week to write.”

“Matlock”

Hargrove had no formal training |
in writing for TV. “Isort of fell into |
it,” is the way he explains his entry |
into the industry. While a graduate
film student at UCLA, he picked |
up scripts and learned the format. |
“Most of my training came from |
doing it.”

Is Hargrove concerned about the
declining role of network censors
and the pressure it puts on the cre-
ative community to edit itself? He
doesn’t see any problems in his|
shop, primarily because his charac- |
ters don’t get involved in sensitive |
topics. “It would be out of charac-
ter for us to do something about
AIDS or child abuse. They don’t fit
into the kinds of light entertain- |
ment shows we’re doing.”

Still, he doesn’t believe there are
any topics which are taboo for net-1
work TV. “Network television al-
ready touches on almost everyth-
ing.” One reason, he says, is that|
TV is filling the gap left by films
with their “high concept” pictures,
where one line outlines defines
what the film is all about. Socially-
conscious films are often edged out
by these other forms of pictures, so
a lot of issues stories that might
have been made as movies are ap-|
pearing on television instead.

Throughout his career either
writing or producing shows and TV
movies like McCloud, Madigan,
McCoy, Return to Mayberry, Mr.
Sunshine, Scandal Sheet and the|
previously mentioned other hits,
Hargrove has learned about “the
parameters you're working in.” It
helps avoid serious problems.
“There isn’t anything we currently
do that would be remotely censor-
able.” Unless, he says cautiously,
“you have a cause...” a

-
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Viewpoints

| John O'Toole

Executive vice president,
American Association of Ad-
vertising Agencies and its
president-elect in a speech
before the National Tax As-
sociation in Nashuville.

Why advertising tax
would be mostly taxing
to the national economy

In 1976, the Supreme court clearly extended Constitu-
tional protection to what it called ‘‘commercial
speech” or advertising. In 1980, the Court explicitly
defined the conditions under which such speech could
be banned or limited. Those conditions did not include
any particular state’s imperative need for additional
revenue,

It is a violation of the First Amendment to tax truth-
ful advertising of a legal product. Advertising is differ-
ent.

A second argument, which appears to be related to
the first but really isn’t, is that reducing the quantity
of advertising—and that’s what taxing it will do—will
reduce the quantity of editorial and political speech
available to the public. Newspapers and magazines
rely on advertising for more than half of their reve-
nues. A reduction in those revenues, in this precarious
media economy, would put hundred of magazines and
scores of marginal weekly and daily newspapers out of
business. Broadcast media are even more vulnerable,
relying as they do on advertising for 100% of their
operating income.

National domino effect

My third argument, while on a somewhat more practi-
cal level, may seem off the mark because it concerns a
benefit advertising provides the nation rather than
any individual state. But it must be considered, be-
cause one state’s tax on advertising would surely be
followed by others and would, inevitably, lead to a
reduction in advertising on a national level.

And such a development would be crippling to our
national economy at a time when America’s standing
in world trade has never been more in doubt. It all
comes down to that overworked word “productivity.”
Advertising is a force for productivity. Discouraging
the use of advertising discourages productivity gains.

So I move onto my fourth argument with absolute
surety that an ad tax will diminish advertising, and
that means an ad tax will result in less revenue.

Say your state has a sales tax. A 5% sales tax. And
you extend it to advertising. And say you accept the
premise put forth in Virginia when that state consid-
ered and rejected an ad tax. The premise stated, with
substantiation, that a dollar invested in advertising
produces an average $30 in sales.

That means that every dollar invested in advertising
is producing $1.50 for you in sales tax.

Butif you reduce that dollar, through your ad tax, to
95 cents, it only produces $28.50 in sales and tax reve-
nue of $1.42. Add that $1.42 to the nickel you picked
up through the ad tax and you've got $1.47—three
cents less than if you’d left advertising alone.

Okay, so you don’t believe a dollar’s worth of adver-
tising yields $30 in sales on average. Let’s make it $20.
In which case you break even, whether you tax adver-
tising or not. Except that in the former case, you've
spent millions of dollars in administrative costs to
enforce a tax that’s revenue neutral.

Not only will a reduction of advertising decrease
your sales tax revenue, it will decrease any revenues
you realize through taxing corporate profits. A recent
study done by Ogilvy & Mather along with the Strate-
gic Planning Institute establishes a direct relation-
ship, in 700 product and service categories, between a
brand’s advertising volume and its profitability. There’s
no way to justify a policy of taxing the means of mak-
ing a profit at the same time you’re taxing the product.

Effect on employment

If your state taxes individual income, a reduction in
advertising will decrease those revenues as well. Whar-
ton Econometrics Forecasting Assn. [in a study for
4A’s] estimated that the 5% ad tax in Florida would
wipe out 11,000 jobs in the first year and, by the end of
five years, 34,000 jobs. And that factors in the jobs that
might be added by injecting all ad tax revenues back
into the economy. A net loss of 34,000 jobs over five
years and $1.5 billion less in personal income.

You see, advertising is different. It is the most effi-
cient means ever discovered for stimulating maximum
sales in minimum time—for leveraging economic ac-
tivity to an extent limited only by the quantity and
quality of the advertising itself. Diminishing the quan-
tity by inefficiently increasing its cost starts the lever
working in reverse.

But supposing I'm wrong about a tax diminishing
the amount spent on advertising. What other options
are available to the advertiser? There are only two. He
can absorb the cost of the tax or pass it on.

Do you think he’s likely to take that extra expense
right out of his bottom line, right out of his pocket and
those of his shareholders and profit-sharing employ-
ees”?

No, the advertiser is undoubtedly going to add the
additional cost to the price of his product or service.
And that leads to my fifth argument: Even if advertis-
ers do not diminish their advertising volume as a result
of taxation, they will surely increase their prices to

consumers.
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Programming

ASTA plans ‘mini-convention’ in April
to reach key advertising agencies

The Advertiser Syndicated Televi-
sion Association is planning to hold
a “mini-convention” in April in
New York, designed for advertising
agencies. While the specifics have
not yet been determined, Tim
Duncan, executive director, says
the event will be scheduled for ei-
ther the beginning of April or to-
wurd the end, depending on how
quickly and efficiently things can
be put in place.

But, says Duncan, what is certain
is that an event of this type is need-
ed, to provide an opportunity for
the New York advertising agency
community to see the full range of
what’s available in barter syndica-
tion. The request for such an event
comes from the association’s cli-
ents, who have not been able to
send a full contingent of people to
the NATPE convention, says Dun-
can.

Duncan says confab
idea has gotten
good response from
ad community

>

“Very often,” notes Duncan,
“the ad people who make the pro-
gramming decisions—not neces-
sarily those who make the bud-
gets—never get a chance to see the
full range of what’s available be-
cause of the time and distance in-
volved in going to NATPE. What
we really want to do is bring some
form of the barter programming to
New York.

April best time. “The agency peo-
ple who show up at NATPE are
typically the senior media director
and one or two others. Probably
80% of the admen who buy syndica-
tion don’t go to NATPE or to the
INTYV event, for that matter. April
is the best time because lineups are,
more or less, set by that time, so
you know which shows are in pretty
good shape. You can't really make a

pitch to an advertiser without hav-
ing some idea as to what time peri-
od it will be playing and what kind
of stations are in the lineup.

“By April those are beginning to
take shape. At the same time, bud-
gets are coming up and the upfront
is still a short time away, but plan-
ning has begun for it.”

Tim Duncan

Duncan says he will be sending
invitations to agencies to attend
the convention on a broad scale-ad
shops in New York, Detroit and
Chicago. Reps are also being invit-
ed, according to Duncan. “Many
are in the same boat as the agencies
in terms of seeing product, so they
would welcome the opportunity of
seeing the shows closer to home.”

Duncan says the ASTA confab
will not compete with NATPE “in
any sense.” In fact, continues Dun-
can, ASTA has asked NATPE offi-
cers to help on the event. “They are
kicking it around. They have invit-
ed us to make a presentation. Some
of the NATPE people are positive
about our event and some are not.
That’s my understanding.”

Duncan acknowledges that the
programming to be presented at
the function will have been shown
before at both the NATPE and
INTV conventions and, before
that, “the stations will have seen
the programs as well.” But, Duncan
says, “ASTA is not holding a sta-
tion convention—it’s strictly for
advertisers.”

Two agencies have said they view

the convention as one in which to
wrap up deals, “although we are
not operating under the assump-
tion that it will be a buying conven-

tion. If deals get struck that would

be wonderful,” says Duncan.

Good response. Duncan notes that
the convention idea has gotten very
good response from the agency
community. Grey Advertising and
BBDO are two of the convention’s
strongest supporters, he says. “In
fact, they have clients telling them
they would like to see some sort of
event close to home.” Other ad

shops expressing support include |

Backer & Spielvogel, Benton &
Bowles and McCann-Erickson. J.
Walter Thompson and Young &
Rubicam also think the convention
is “a good idea.”

At this point, not yet determined
is whether the parley will be over

one or two days, with a compromise |

likely, making it a-day-and-half,
according to Duncan. The opening
morning session will contain a few
panel discussions that will provide
a context—“basically, how to reach
an audience that is continuing to
fragment. What is the appropriate
balance between network, cable
and syndication? We would like to
get industry people to speak on
that.”

Duncan believes these issues can
be addressed by agency media di-
rectors and advertisers. “Let them
tell us how they are responding to

-—

all the changes going on in the tele- |

vision environment,” says Duncan.

Duncan sees panels
as informational talks
for both parties

He continues that such panels are
in the concept stage only at this
time, and invitations have not yet
been sent to prospective speakers.

Morning panel, One of the morning
panels may focus on programming.
“We would like to do something on
the new fall season, or how we are
able to see $500,000 or $1 million
productions in syndication, which
wasn’t possible a few years ago. “To
a large extent, the panels will be a
function of who’s available to

—
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speak, notes Duncan.

A luncheon featuring a major
keynoter will follow, an in the af-
ternoon, there will be screenings by
the ASTA member syndicators,
some 19 in number, and possibly
continuing the following morning.

As plans stand now, each ASTA
syndicator will show its wares in a
hotel to be determined. All rooms
will be the same size, and “not very
big,” says Duncan. The outside of
the room will be uniform as to only
allowing the company’s name. “We
don’t want anyone getting an ad-
vantage based on size.”

To attend the conclave, agencies
and reps are expected to pay the
cost of the luncheon plus a “nomin-
al” fee for registration to cover out-
of-pocket costs.

Learning experience. Because it
represents ASTA’s initial, conven-
tion effort, it will be a learning ex-
perience, notes Duncan. “If we
need to have a different format
next year, we will have time to pre-
pare for it,” he says. “Syndication
has reached the stature whereby we
must have an event like this, and

we expect hold one annually.”
Duncan believes that syndica-
tion is not easily grasped. “We are
not a delivery system, such as affili-
ate or independent stations, or
even cable. Some of the biggest
syndicated shows are on affiliates,
so syndication is not just an inde-
pendent station phenomenon.
We're talking about 120 series and
close to 400 specials in time periods
ranging from substantial to small.”
—Robert Sohel

Is the Kennedy
mystique losing
its TV luster?

ABC-TV plans to air its three-part
miniseries The Kennedys of Mas-
sachusetts next year, despite the
possibility that the saturation mul-
timedia commemoration of the
25th anniversary of President John
F. Kennedy’s assassination may di-
minish interest.

Nina Rosenthal, executive pro-
ducer of ABC Entertainment’s
novels for TV and limited series,
says the three-part miniseries, pro-
duced by Edgar Sherick and Orion
Television, “will culminate in the

[JFK] inauguration” in 1961. Al-
though no airdate has been set, sev-
eral agency sources feel the Febru-
ary sweeps are likeliest since the
War and Remembrance continua-
tion is due in May.

The occasion of the 25th anni-
versary of the JFK assassination
sparked numerous specials on the
Big 3 networks as well as in cable,
syndication and local stations’
newscasts.

The heavily promoted prime-
time JFK specials on CBS and
NBC, however, scored only so-so
Nielsen ratings. The two-hour CBS
Reports documentary, Four Days
in November: The Assassination of
President Kennedy, averaged a 13
rating and 20 share to rank No. 35
for the week ending Nov. 20. The
Dan Rather-hosted event was
caught in the squeeze from NBC’s
popular Thursday series 9 to 11
p.m. (ET) and the fourth install-
ment of ABC’s War and Remem-
brance.

President Kennedy is getting
exposure marking the 25th
anniversary of his death.

But it may be too much.

NBC’s JFK—The Day in No-
vember, hosted by Tom Brokaw at
10 p.m. on Nov. 22, posted a 10.8
rating and 18 share to rank No. 47
for the week ending Nov. 25. That
hour was trounced by part six of
War and Remembrance and CBS’
movie Spies, Lies and Naked
Thighs.

The Big 3 networks’ evening
newscasts included weeklong fea-
tures on the assassination and the
Kennedys. NBC’s newscast aver-
aged a 10.5/20 for the week ending
Nov. 25. The longtime news also
ranked first that week, edging
CBS’ 10.2/20 and ABC’s 10.0/20.
NBC'’s news ratings were virtually
unchanged from the previous week,
while its rivals each lost a full rat-
ing point.

Grant/Tribune rolls
o nine projects

Grant/Tribune Productions, the
joint venture of B. Donald “Bud”
Grant and Tribune Broadcasting,
now has production commitments
from not only Grant’s alma-mater,
CBS, but from ABC and NBC as
well, totaling five sitcom pilots, a
one-hour drama pilot, two TV
movies and a game show pilot.

Grant, president of the Los An-
geles-based production company
and past president of CBS Enter-
tainment, is developing two half-
hour comedy pilots for CBS: Alto-
gether Now and Love the One
You're With. Larry Grusin, writer
of Altogether Now, has written sev-
eral episodes of ABC’s Soap plus
several TV movies. Dave Davis,
consultant on the sitcom projects,
was co-creator and producer of
Taxi and The Bob Newhart Show
and producer on the Mary Tyler
Moore Show and helped develop its
Rhoda spinoff.

Love the One You're With is be-
ing written by playwright Tracey
Jackson, now rewriting Off the
Floor, a Walt Disney Productions
movie.

In addition Grant/Tribune is
working on an as yet untitled Bob
Nelson project for ABC, planned as
a half-hour comedy with a detec-
tive theme; Nelson, a young actor/
comedian, will star.

More comedy. Two other comedy
projects are in development, one
from Treva Silverman, who wrote
for the Mary Tyler Moore Show,
Room 222 and others, and from
Douglas Wyman, former exec pro-
ducer of CBS’ first Newhart series,
who has since written for Family
Ties and Barney Miller. Networks
were not disclosed for these sit-
coms, or for Ambush, a game show
being developed in association with
Barry/Enright Productions.

The one-hour drama series is
San Juan, to be set in Puerto Rico.
Its creator is Reinaldo Povod, who
has written several Miami Vice
scripts and the theatrical film No
Place to Be Somebody plus the
play Cuba and His Teddy Bear,
produced by Joseph Papp and star-
ring Robert DeNiro.

Grant says his shop is producing
two made-for-TV movies.
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‘New’ LBS makes initial arrangement;
sets up media buying service as arm

While the buyout of LBS Commu-
nications from Grey Advertising
has not yet been consummated,
LBS has already set its first deal
under the new arrangement. Henry
Siegel, president and chairman of
LBS, who, with funding provided
by a venture capital firm, Warburg,
Pincus Capital Co., formed a new
company, says the new LBS has set
up a media buying service as a
wholly-owned subsidiary. The LBS
arm, Montaigne Media Services, is
being established in association
with MMS executive George Mon-
taigne. Playtex has been signed as
MMS’s charter client, according to
Siegel.

The subsidiary is designed to es-
tablish media planning and buying
services to advertisers and ad agen-
cies. “Essentially,” notes Siegel,
“we are setting up a media-buying
service that will not only be in me-
dia buying but also will be involved
in the planning, research and exe-
cution areas.”

With Playtex, which is a $30 mil-
lion to $50 million account involved
in buying everything from print, to
network and cable, to syndication
and spot, LBS will be involved in
both the planning and buying.
Global Telecom Media will be the
name of a wing of MMS which will
buy spot television.

Advantages. In setting up a media
buying service, Siegel says the new
subsidiary has an advantage over
similar buying services in that me-
dia time is being created through
LBS’ distribution company. Also,
adds Siegel, he and others at LBS
have “pretty good and extensive
background in the media area, so
we have good credentials. Also, we
have good accrediation based on
what we have created in the harter
business, from an advertising
standpoint.

“More importantly, we think,
the new service will enhance our
distribution operation, particularly
if some of these assignments are in
the spot area. We'll be talking to
gtations nof. only about placing pro-
grams bul also buying spots in
them. So that's an implied leverage
that [ think is important. We're not,

58

just sellers, but also buyers; that’s
an important message to stations.”

As to programming plans under
the new setup, Siegel says its policy
of not distributing product on a
buckshot basis will continue. “We
made a decision before the new set-
up that we would not produce a lot
of new product for the next season.
What we wanted to do is concen-
trate on renewals—particularly
Family Feud, and the distribution
of The Real Ghostbusters, plus all
the Columbia Pictures Television
product we inherited.

“Of course, Police Academy will
begin in 1989-90. In addition, we
are taking over the selling of
What's Happening Now, so al-
though it may seem as if we are
doing one new show, Ghostbusters,
we will be taking other product
from the Columbia library in addi-
tion to doing live events and spe-
cials. Our main objective, however,
is to concentrate on Family Feud
renewals.

Henry Siegel

Siegel adds that not only does
LBS plan to continue to be in-
volved in the syndication market-
place but also in marketplaces such
as radio, “We have expanded our
radio operation, which will be prof-
itable in 1989, and we made a deal
with Alex Courtney Productions,
which is involved heavily in creat-
ing TV movies for the networks.”

Overseas marketplace. Also, notes
Siegel, there are “‘real” opportuni-
ties in the overseas marketplace,
both from a coproduction point of
view and in selling LLBS product,

plus expansion internationally on
the barter front. Cable and home
video is another marketplace with
vast potential. “Our company hasj|
done well selling. The Monkees
product to MTV and Hardcastle||
and McCormick to CBN.

“Fven if LBS keeps its basic bar-
ter syndication and expand only
into the ancillary markets, the
company’s size would be double in-
side of two years.” So, explains Sie-
gel, the company is expanding in
three areas: syndication, ancillary
and new businesses such as buying}|
service.

Phone business. In addition, Siegelj
says, to be announced will be LBS
entry into the phone business. A
company will be set up calledia
PhoneTV, which will develop pro-
gramming via a 900 number. “Kids,
teenagers and others can call in on
a hotline for an extra phone fee,
and get a recorded message” from
the personalities featured in a pro-||
gram or a commercial.

“We see the phone business as aj
moneymaker, and it will create]
phone lines that will help promote
our shows. We may do a Family
Feud phone line, for example,
which would help promote our
show; and it can be used if we have
some time that may be available in
our programming. We could then
fill our time, rather than giving it
away at low prices to advertisers,
with product from ourselves by us-
ing the 900 numbers.

Siegel says he elected to move
LBS on its own, a notion he had
considered for some time, because
“the price is right,” which is one
aspect. Also, he adds it was made as
a sense giving his longtime employ-
ees an opportunity to profit from
the company, which wasn’t the case
because LBS was part of a publicly-
held company.

Under the proposed arrange-
ment with Grey, both parties
agreed that LBS will buy the shares
of LBS owned by Grey and Edward
H. Meyer, Grey’s chairman, presi-
dent and CEO. The total price con-
sists of $16 million in cash, $16 mil-
lion in LBS’ seven year, 12% subor-
dinated promissory notes and up to
an additional $6 million *‘of such
promissory notes contingent on the
operating results of LBS through
mid-1992.”
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CBS hopes for
ratings gift from
Yule specials

“Tis the season for yuletide specials
and the Big 3 networks have deco-
rated their December schedules
with no fewer than 19 such specials
and 13 movies.

Although Christmas programs
follow the stunting of the Novem-
ber sweeps every year, these De-
cember preemptions are particu-
larly disruptive this fall, already
truncated when the writers’ strike
delayed most series well beyond
September.

For CBS, however, these prime-
time ornaments may be something
of a godsend. That network, which
continues to be plagued with series
performing poorly in the key lead-
off time periods, is looking to these
family specials to shore up many of
those weak spots. Moreover, CBS
feels these specials and movies can
enable it to rebuild for its predicted
geries and movies rebound, come
January. “Holiday specials seem to
hold up year to year,” says David
Poltrack, CBS’ senior vice presi-
dent of planning and research, so
they should give CBS the necessary
momentum heading into the so-
called “second season.”

Perennials. Several 1980s TV mov-
ies with Yule storylines seem on
their way to becoming perennials—
a status a batch of 1960s animated
specials attained long ago. Other
than oldies like The Wizard of Oz
on CBS and the James Bond movie
package on ABC, it is rare for the
networks to hang onto programs
for such a long period of time.

Of the nine Yule cartoon specials
slated for this month, four date
back more than two decades. CBS’
Frosty the Snowman first aired in
1969, while How the Grinch Stole
Christmas bowed in '66. A Charlie
Brown Christmas in ’85 and Ru-
dolph the Red-Nosed Reindeer in
1964.

The latter, a durable one-hour
special done by Rankin/Bass Pro-
ductions in a technique called “di-
mensional animation,” ran on NBC
until 1972, when CBS acquired the
rights. Rudolph was produced for
$1 million, a considerable sum for
an hour 25 years ago, but it has

[l
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since earned untold millions for
Rankin/Bass (now part of Lorimar-
Telepictures) and for the CBS and
NBC networks.

Rankin/Bass boasts that its 25-
year network run makes Rudolph
“the longest running special in the
history of television.”

The costliest children’s
Christmas special at $1 mil-
lion, “Rudolph,” has been a
primetime perennial since
1964. CBS has the most ani-
mated specials—eight.

CBS opened the Christmas TV
season with Grinch and Frosty on
Nov. 28, having advanced them
from mid- and late-December air-
dates from which its programmers
yanked Coming of Age from the
Monday 8:30 p.m. (ET) slot in fa-
vor of Kate & Allie’s return, as of
Dec. 12.

CBS’ other cartoons include: Ru-
dolph on Dec. 5: Charlie Brown on
Dec. 14; A Garfield Christmas and
A Claymation Christmas on Dec.
23; and Bugs Bunny’'s Looney
Christmas Tales and ‘Twas the
Night Before Christmas on Deec.
24.

A year ago, Rudolph averaged a
26 Nielsen share for CBS, not bad
versus ABC’s powerhouse Who's
the Boss? and Growing Pains com-
bination. Frosty posted a 26 share
then, while Grinch scored a 31,
Charlie Brown Christmas a 31.
Other yule hits for CBS last year
were A Garfield Christmas with a
30 share, Claymation Christmas
with 29 and ‘Twas the Night Be-
fore Christmas, whose 26 was
enough to top ABC’s Head of the
Class.

NBC'’s only holiday cartoon this
season is Mickey’s Christmas Car-
ol, which began as a theatrical fea-
turette in 1984 and scored a 24
share last year, enough to win its
time slot against CBS’ Beauty and
the Beast,

Among other specials on the net-
works are: A Muppet Family
Christmas on ABC Dec. 2 and Free
to Be a Family on ABC Dec. 12,
plus NBC’s Bob Hope hour on Dec.
17, Christmas in Washington on
Dec. 21 and a Boston Pops hour on
Dec. 23. CBS plans a John Denver
yule hour on Dec. 19 and one with
Pee Wee Herman on Dec. 21, fol-
lowed by a Dec. 22 repeat of Can-
did Camera Christmas Special.

Last season, Bob Hope’s outing
notched a 34 share, Candid Cam-
era and Christmas in Washington
each had a 27 and the Muppets a
25.

CBS, moreover, accounts for six
of the 13 holiday season movies,
among them A Very Brady Christ-
mas, reuniting the Brady Bunch
cast on Dec. 18.: A Hobo’s Christ-
mas, Dec. 20; the IBM-sponsored 4
Christmas Carol on Dec. 22;
Christmas Comes to Willow Creek,

Television/Radio Age, December 12, 1988
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Dec. 23; and The Gift of Love: A
Christmas Story, Dec. 25,

Christmas Carol, the George C.
Scott vehicle which first aired in
1984, cost $3 million-plus to shoot
on location in England and has now
become a seasonal staple. 8o has
The Gift of Love, which began in
1983 as a General Foods “Golden
Showcase” special.

A year ago, Gift averaged a 25
share, while Willow Creek and Ho-
bo’s Christmas each got a 30.
NBC'’s Little Match Girl, to be re-
run on Dec. 19, bowed a year ago
with a 30 share versus CBS’ 30-
share Garfield Christmas and 29-
share Claymation Christmas.

Television movies. New-for-1988
TV movies include NBC’s I'll Be
Home for Christmas, due Dec. 12,
and ABC’s Roots: The Gift, on Dec.
11. The former replaced the finale
of the postponed Pursuit two-part
miniseries. The Koots project, ini-
tially dubbed Roots Christmas,
was bought by AT&T.

Besides the movies and specials,
the Big 3 plan a bunch of new and
repeat yule-themed episodes of
most of their weekly primetime se-
ries, ranging from a Growing Pains
episode from 1986 and a one-hour
ALF from 1987.—Jim Forkan

GGP has reached an agreement
with TIME magazine to coproduce
and syndicate two one-hour spe-
cials in 1989. The first special,
which has the rather long title of
Man in Space: The 20th Anniver-
sary of the Landing on the Moon,
A Time Television Special, will be
available for airing in June. The
second special, not yet titled, will
take a look into the 1990s and be
ready for stations in the fourth
quarter. Space is offered on a bar-
ter basis with a six-and-six minute
split.

D. L. Taffner/Ltd.’s internation-
al division has sold The Secret of
the Phantom of the Opera, one-
hour special, to 10 countries, in-
cluding its scheduted U.S. airing on
ABC. The nine countries are New
Zealand, Hong Kong, Australia, the
United Kingdom, Ireland, Spain,
Switzerland, Denmark and Cana-
da.

Republic Pictures Domestic
Television has cleared its film
package of John Wayne movies in
four additional markets. The four
are WPWR-TV Chicago, KTVD-
TV Denver, WPGH-TV Pitts-
burgh and WCCB-TV Charlotte.
The package has been sold in 46 of
the top 50 markets and includes ti-
tles such as The Quiet Man, Rio
Grande and Sands of Iwo Jima.
Also at Republi¢, the company’s
Get Smart has been sold to KSTW-
TV Seattle, bringing the current
number of stations airing the sit-
com series to 48, covering 52% of
the country.

The latest count on station buy-
ers of King World's Inside Edition
brings the total coverage of the
country to 55%. Additional stations
are WRC-TV Washington,
KMGH-TV Denver, KXTV(TV)
Sacramento, WVEC-TV Norfolk,
WIXT-TV Syracuse, WKYT-TV
Lexington, KCOY-TV Santa Bar-
bara, KELO-TV Sioux Falls and
KCLO-TV Rapid City.

Multimedia Entertainment’'s An
Appointment With Sherlock
Holmes has cleared 75 markets
representing more than 52% of the
country, with eight of the top 10
markets, including KHJ-TV Los
Angeles, WCVB-TV Boston and
WXYZ-TV Detroit. Holmes in-
cludes two three-hour specials. The
first, Sherlock Holmes and the Se-
cret Weapon and The Woman in
Green, airs in a four-week window
from April 3-30, 1989. Barter split
is 18 local/18 national. The second,
Dressed to Kill and Terror by
Night, is set for a Nov. 24-Dec. 23,
1989 window, with a 20 local/18 na-
tional barter split.

Qintex Entertainment has com-
pleted the pilot for Crime Diaries,
half-hour reality-based mystery se-
ries looking for a fall 1989 launch.
Diaries features a team of seven de-
tectives who solve a different crime
each day.

Orbis Communications’ Bio-TV is
syndicating the second program in
a four-part series of special focus-
ing on well-known figures. The lat-
est is Unauthorized Biography:
Richard M. Nizon. The two-hour
show ig available for airing between

Television/Radioc Age, December 12, 1988
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Teleproduction

NATIONAL VIDEQ CENTER
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| (212) 757-8400.

B

Feb. 27 and March 11. The firsi

show in the unauthorized biogra-
phy specials profiled Jane Fonda
and was carried in markets repre-

senting more than 90% of the coun-
try.

Brian Robbins, featured in Head
of The Class, has completed host-
ing the pilot of MCA TV's first-run
game show Pictionary. He'll ap-
pear regularly as guest host on the
strip, which is scheduled for a sum-
mer premiere.

The Great Entertainment Co. has
sold The Fashion Reports in seven
markets, and Legends of Malibu in
six markets. The Reports stations
are WGBS Philadelphia, KPIX
San Francisco, WTVT Miami,
WTNH-TV Hartford, WJKS-TV
Jacksonville, WQAS-TV Daven-
port and WWCB-TV Johnstown-
Altoona. Malibu’s stations are
KABC-TV Los Angeles, WGBS
Philadelphia, WBFS-TV Miami,
WJKS-TV Jacksonville, WWCP-
TV Johnstown-Altoona and
KPHO-TV Phoenix.

TNN’s special
gets advertisers

The Nashville Network’s second
annual TNN Viewers’ Choice
Awards special, slated for April 25,
already is one-third sold to adver-
tisers.

Nabisco and DuPont have
bought into the live 90-minute
country music cablecast for the
first time, while Hormel, Johnson
& Johnson and Nestle have re-
newed, according to Peter Weis-
bard, vice president of sales at
Group W Satellite Communica-
tions.

Viewers—318,000 of whom cast-
votes in eight country music cate-
gories via 900 telephone numbers
last April—again will be able to
choose their favorite performers
and songs.

The talent lineup will not be an-
nounced until early next vear. Wil-
lie Nelson was among several co-
hosts on the first award special.

TNN, which will mark its sixth
anniversary in April, said the
Viewers’ Choice Awards special
will be “the major event” celebrat-
ing that occasion.

Television/Radio Age, December 12, 1988
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KWEX-TV creates Iow-éo#f |
packages for small retailers,
tapes success testimonials

When J. William Grimes, president
of Univision Holdings, Inc., an-
nounced the promotion of Heberto
Gutierrez to general manager of
KWEX-TV San Antonio, Grimes
said that in his previous post as
general sales manager Gutierrez
“was instrumental in directing an
aggressive sales strategy which re-
sulted in record sales for the sta-
tion.”

“Our ability to
help our small
accounts grow ties
us back into our
community closer
than ever.”

Gutierrez himself recalls that
when he started at the Spanish-
language station a little over a year-
and-a-half ago, “We had the majors
like Procter & Gamble, McDon-
ald’s, Pepsi Cola and Coca-Cola.
We had the major beers as adver-
tisers. But we had very few of the
smaller mom-and-pop businesses
of our community. Most had never
advertised before, except for some
direct mail. After all, their budgets,
if they did advertise, weren’t going
to have much of a chance up
against all the Fortune 500 compa-
nies we carry.”

So to offer these smaller busi-
nesses an opportunity to try televi-
sion, Gutierrez says, he put togeth-
er some inexpensive packages that
they could afford. “We could do
this by using our early morning and
late night hours. These are periods
our major corporate sponsors
avoid, but which nevertheless at-
tract a good many loyal viewers.”

Getting a taste. Most of these
packages had half their spots in
early time, between 5:30 a.m. sign
on and 9 a.m., and the other half
between 10:30 p.m. and 1 a.m. Gut-
tierrez says some came in as low as
$2,000 a month: “That’s only $500
a week, and that’s not much. But it
was enough to help some of our

new, smaller advertisers double
their customer traffic, and some
even tripled traffic. Many have
stayed with us and keep coming
back for more once they saw how
we helped their business grow.”

One result, says Gutierrez, was
that, “Twelve months ago we had a
lot of Smokey Bear PSAs running
in these early morning and late
night periods. Now we have every-
one from Joe’s Taco House to a
small transmission-repair shop.
They’ve added up to between 130
and 140 small business accounts
over the past year, and collectively,
to a good contribution to total re-
venue,”

But “at least as important,” he
adds, “Small businesses like these
have permitted us to really live up
to our slogan, “Lo Nuestro—Qur
Own.” Qur ability to help them
prosper and grow is a bond that ties
us back into our own community
closer than ever.”

And he says KWEX is docu-
menting the success stories of
many of these small businesses
with taped testimonials to show to
other advertising prospects. One
such success is that of Sunshine
Amusement Park. Gutierrez de-

.
— -
g d

Heberto Gutierrez

scribes Sunshine as “a very small
operation with a few kiddie rides
and no ad budget before we talked
to them. But once they started,
they kept coming back. Now
they’ve been with us for 10 months
because they can attribute their in-
creased activity directly to being on
television.”

KWEX also has a real estate firm
that Gutierrez says was “very small
when we first approached him.
Now he’s had more people listing
homes with him for sale and more
people buying homes. We have 30
or 40 different businesses like this
who have volunteered to let us
make testimonial tapes about their
successful advertising on KWEX.”

Live entertainment was sponsored by KWEX- T’V and local
cable system to attract Hispanics to Sea World’s new San
Antonio showplace, which opened last spring.

Television/Radio Age, December 12, 1988
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He adds that in spite of Univi-
sion’s annual R. L. Polk automo-
tive research showing the extent of
Hispanic car and truck purchasing,
“There are still some auto dealers
who believe we don’t buy new cars.
But now we’re making one of our
testimonial tapes with a Lincoln-
Mercury dealer who made a
healthy commitment on KWEX.

He ran a special offer to our
viewers so he’d be able to track
which ones came in to his show-
room asking about that particular
offer. During the period following
his offer he found 75% of the people
walking in asking about that offer,
80 he knew they’d seen it on our
station.”

Meanwhile, Gutierrez says the
station’s merchandising “‘grew
from advertisers who had a good
schedule with us but also needed a
way to get their product into our
viewers’ hands, knowing that once
they’d tried it they’d like it.” The
result has been creation of mer-
chandising and promotional spe-

cials to supplement these adverti-
sers’ schedules on the station. Gu-
tierrez stresses the word
“supplement’ because he says one
thing he won’t do is build a promo-
tion for a company that does not
have a schedule on KWEX.

He says one of the most success-
ful promotions grew out of Sea
World’s goal of getting more His-
panics to visit the new San Antonio
showplace, which opened this
spring. KWEX brought entertain-
er Johnny Canales to Sea World,
where he staged a show with five
different musical groups and the
station set up booths where such
advertisers as GTE Sylvania,
Chrysler-Dodge, Pepsi Cola and
Budweiser beer “had the opportu-
nity to make friends with our view-
ers and encourage them to try out
their products, pass out coupons
and hold prize drawings, pulling
names out of a barrel. When people
put their names and addresses in
the barrel, this gives the sponsor
the raw material for a mailing
list.”—George Swisshelm

WRC-TV and sponsors unite local
businesses to push for healthier
babies via better prenatal care

Washington D.C. had a higher in-
fant mortality rate than any state
in the union—even worse than that
of Cuba and Costa Rica—before
WRC-TV in 1986 joined forces
with the local Blue Cross and Blue
Shield and the March of Dimes to
do something about it. What they
did was mobilize area businesses
and local government and private
agencies to educate women to seek
proper prenatal care.

Today, almost two and a half
years after the beginning of their
“Beautiful Babies, Right From the
Start” campaign, Henry H. Os-
borne, WRC’s manager, communi-
ty services and broadcast stan-
dards, points to surveys of partici-
pating merchants in which they
called the project good for busi-
ness. They reported not only that
their images benefitted from asso-
ciation with the project but that
participation in a special ‘“Beauti-
ful Babies” coupon book atiracted
clientele. They reported redeeming
thousands of coupons and getting

many more requests for services
stemming from having their cou-
pons in the book.

Getting results. Osborne says one
clothing manufacturer got such an
overwhelming number of requests
to buy its products at retail that it
started selling retail at its factory
“and is seriously considering open-
ing a retail store.”

Osborne also gives results of con-
sumer surveys showing that aware-
ness of infant mortality as a special
problem climbed significantly and
people recalled the “Beautiful Ba-
bies” PSAs on television. And the
high risk demos who were the pro-
ject’s main target recalled the spots
best. These are blacks, women,
young people and low income peo-
ple, among whom infant mortality
rates are highest.

The campaign also boosted pre-
natal care visits to the District’s
public health clinics 22%, or more
than 3,000 additional prenatal vis-
its. And nearly $1 million was

raised to cover the nonbroadcast
expenses of the project. Blue Cross
and Blue Shield experienced a drop
in sick baby costs, showing that, for
a relatively low investment in good
prenatal care and nutrition, mas-
sive costs for later hospitalization
of sick babies can be prevented
along with prevention of many
needless infant deaths. And finally,
“Beautiful Babies” now serves as a
model for similar campaigns in
Chicago, Philadelphia and Con-
necticut,

Henry Oshorne

But Osborne recalls that before
WRC could do its part Al Jerome,
president, NBC-T'V Stations Divi-
sion, had to approve a policy
change to permit the station to give
on-air PSA recognition to Blue
Cross-Blue Shield of the National
Capital Area, the corporate spon-
sor of the project, which came up
with $271,500 to help pay project
costs.

Once that was out of the way,
WRC committed over $2.7 million
in air time over the first 18 months
of the campaign. On top of produc-
ing the PSAs, this involved three
documentaries and several news
stories, all reinforcing the need to
seek early and continuing prenatal
care. Dionne Warwick, Bob Hope
and the Cosby kids were among ce-
lebrities taping PSAs on how to en-
sure a healthy baby.

Documentaries. The three docu-
mentaries, aired in primetime,
then repeated in other dayparts,
were A Fighting Chance, A Day In
the Life, and My Beautiful Baby.
Then Barbara Harrison’s Journal
followed Harrison, one of WRC’s
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popular news anchors, through her
own pregnancy and to the delivery
room for the birth of her daughter.
Meanwhile, other news stories,
programs and editorials added sub-
stantially to covering the many is-
sues connected with infant health.

Life’s beginning should be
end result of nine months of
good nutrition and medical-
ly superuvised prenatal care,
campatgn cautions.

The coupon book was an added
incentive for young mothers-to-be
to visit their clinics. The book with
all the free and reduced cost prod-
ucts and services was free with one
catch: A woman could redeem the
coupons only after her health care
professional validated them.

| KMEZ’s Info-Line

{ When KMEZ AM-FM Dallas-Fort
| Worth switches from easy listening
| to urban contemporary, it expects
| even heavier use of its Info-Line,
“because younger listeners are
even more into phone calling,” says
{ general manager Jim Stanton.

As set up, callers can push 1 for
weather, 2 for market updates, 3 for
| upcoming concerts at the Starplex
| Amphitheatre and 4 for a choice:
| health tips that can be sponsored
by a hospital, cooking tips that can
be sponsored by a supermarket, or
an auto safety tip that could be
sponsored by an auto dealer. Lists
are compiled of each call made so
KMEZ can show each sponsor at
the end of the month how many
called for his particular message.

KMEZ keeps Info-Line flexible.
' For some KMEZ advertisers, it's
bonus merchandising. Other com-
panies buy Info-Line separately
- without a radio schedule.

One Seller’s Opinion

Technique needed
to track out of
home audience

Montesano

In spite of dramatic changes in the way we measure national television
audiences, the latest research techniques still leave a significant audience
out of the measurement base. Those out-of-home viewers who can’t wait to
go to sports bars to watch Monday Night Football, or wait for lunch hour at
work to watch a favorite soap, or get back to their dorms to watch prime-
time and late night shows—all remain uncounted.

Also unmeasured and out of our media thinking remain business travel-
lers who catch the news in the evening and early morning in a hotel or motel
room and the 9 to 10 million battery operated sets used when people go
outdoors. Interestingly, as we in the measurement business continue to
ignore this audience, manufacturers of new technology do not. Witness the
recent development of the Sony TV/VCR unit and Sony’s bet that “per-
sonal video” is the wave of the future.

Although out-of-home viewing is not measured in the mainstream peo-
ple meter measurement system unless one views in someone else’s home,
many in the industry have measured this audience using such techniques
as coincidental surveys, telephone recall, diaries, etc. The problem 15 that
each of these studies has created a high level of interest for that show at
that time, then we walk away from it.

This March the Advertising Research Foundation set up a committee [
chair to investigate out-of-home viewing. Our first step was to assemble all
the research on the topic done since 1980. To date, we've reviewed at least a
dozen studies done for all dayparts and a variety of target audiences.

The additional out-of-home audience documented by these studies 1s as
high as 10% among adults and as much as 20 to 30% more among specified
target audiences. At ABC we’ve been doing our own special studies of out-
of-home audiences for various sports events, news and entertainment pro-
grams. One analysis using MRI’s data base revealed that in an average
week some 4 million adults watch at least one network TV program out-of-
home and not in someone else’s home. In addition, we estimate trom the
MRI data that these 4 million viewers account for 18 million out-of-home
impressions in an average week.

The task ahead seems to be not so much to justify the need to measure
out-of-home viewing as to find a way to do it on a more or less repeatable
basis from year to year. This is one of the tasks of our ARF committee on
out-of-home viewing. Our goal is to set up the parameters for such a
measuring system and ask the research community to respond.

But as I talk to researchers about this, [ sense a reluctance to enter this
area. Some say the industry won’t pay for it. Others seem to feel it's too
difficult to tackle. ] wonder whether we’re already starting to sink back into
that era of complacency that characterized so much of media research in
the "70s. Although this seems to be the case on a national basis, the TV
diary project underway by COLTRAM is encouraging for local markets. |
hope we get something going nationally because viewing out-of-home will
certainly grow significantly during the '90s. —Dick Montesano, ..c¢ presi-
dent, network research, ABC Television Network
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STATION REPORT

Stations

Ronald J. Bergamo has been
named vice president, general
manager of Great American Broad-
casting’s KTSP-TV Phoenix. He
moves in from Wichita, Kans,,
where he had been vice president,
general manager of KWCH-TV, to
succeed William Stough.

Ken Walter has stepped up to gen-
eral sales manager for WBFF-TV

Baltimore. He came to the station
in 1982 as an account executive and
was promoted to local sales manag-
er in 1985,

moves in from the San Francisco
sales office of Blair Television
where he had been an account exec-
utive since 1984. I

Clarke Brown, vice president and
general manager of Jefferson-Pi-
lot’s KSON AM-FM San Diego,
has been promoted to senior vice
president/west, adding KYGO
AM-FM Denver to his San Diego
responsibilities.

Mike Mougey has been named na-
tional sales manager at
KXTV(TV) Sacramento. He

WMTW gets 'em mto the tent

Drawing a crowd at Sears at one of the distribution points
in Portland, Maine—and other Maine, New Hampshire and
Vermont locations—where WMTW-TV has been offering
EPA approved radon alert Rits at cost ($17). This is so
citizens can run do-it-yourself tests on their own homes for
the radioactive gas linked to lung cancer. Since WMTW
kicked off its radon alert project, homes containing high
concentrations of the gas have been revealed, some as high
as 60 times the EPA recommended safe level. At the same
time WMTW News has been offering on-air information on
how to deal with radon when it is detected in the home.

|
|
|
|
|
|

Rosy Almeida has been promoted
to director of programming and
special events for Spanish-lan-
guage WLTV(TV) Miami. She |
joined the station in 1982 as a sec- |
retary and was promoted to assis- t
tant to the station manager this
May.,

Dale G. Weber has been named |
general manager of Nationwide |
Communications’ KZZP(FM) |
Phoenix and group manager of |
three other NCI stations in Tucson, |
Las Vegas and Orlando. He is suc- |
ceeded as general manager of
WNCI(FM) Columbus, Ohio by
Dan $. Morris who transfers from a
post as general manager of NCI’s
WKZL(FM) Winston-Salem, N.C.

James Conschafter has been ap-
pointed vice president, general
manager of AnchorMedia’s WLOS-
TV Asheville-Greenville-Spartan-
burg. He is scheduled to take over
when current manager Michael J.
Fiorile transfers to AnchorMedia’s
newest acquisition, KOVR-TV
Sacramento. Conschafter is cur-
rently general sales manager of

WSYX-TV Columbus, Ohio. u

Dick Morley has been named east-
ern sales manager for the CBS Ra-
dio Networks. The former Katz
Radio account executive has been |
selling for the CBS Radio
Networks’ Chicago office since last
year.

Bob Bolyard has been promoted to
general sales manager at WHSV-
TV Harrisonburg, Va. Bolyard
moves up from sales manager of the
Benedek Broadcasting station.

68

www americanradiohistorv com

Television/Radio Age, December 12, 1988 }


www.americanradiohistory.com

STATION REPORT

_

Spotlight On...

Mark Goldstein

Senior vice president
Director, national broadcast
media and programming

Lintas: New York

Y

L
y

‘

ark Goldstein sees the changing nature of the
national television environment, the resulting
audience fragmentation, and the problems this poses
for advertisers as “both a challenge and an opportuni-
ty for those agency people who are on the line, respon-
sible for executing national broadcast budgets. At the
same time, it’s increased the importance of what we do
for our clients. It’s forced us to work smarter, to be
more flexible in our thinking, and operate on a more
varied playing field if we’re going to be able to not only
maximize the client’s audience delivery and hold down

his CPM, but select the most appropriate of the grow-
ing numbers of program opportunities that permit our
clients’ advertising to stand out and differentiate their
products from what their competitors can offer.”

Goldstein says today’s growing program choice and
vehicle choice “not only increases the importance to
clients of what we do ourselves, but also increases the
importance of our relationships with our suppliers. It’s
their information that helps us stay on top of this fast
changing media world.”

As examples of today’s expanding opportunities,
Goldstein cites a one-time program insert on network
television, a continuing sponsor’s Most Valuable Play-
er Award following each televised sports event, or an
advertising vignette like those done for IBM on Mon-
day Night Football. ‘It may be participation in special
interest cable programs, as viewer-specific as Joan
Lunden’s show for new mothers, or CNN’s financial
programs that attract unique audiences for companies
offering financial services.”

He notes that the opportunity can be on the net-
works, in syndicated programming on independent
stations or on network affiliates, or on cable. All these,
says Goldstein, “are television opportunities at our
disposal today that never existed only a few years ago,
when the networks owned 90% of the audience and got
98% of the available television dollars. But today, I see
using our judgment to be able to make the best deci-
sion from among so many more options as a personal
opportunity and challenge as well as a professional
one.”

Inaword...
Quality

GROUP

RADIO

The First Name In Radio

WBZ, Boston
WMAQ, Chicago

KQXT, 5an Antonio
KAER and KFBK (AM), Sacramento

WINS, New York  KYW, Philadelphia
KODA, Houston
KEZW (AM) and KOSI, Denver
KFWB, Los Angeles

KDKA, Pittsburgh
KQZY, Dallas/Fort Worth
KMEQ-AM-FM, Phocnix
KJQY, San Diego

Westinghouse Broadcasting Company
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John T. Sweeney has been appoint-
ed director of corporate marketing
for KKHI AM-FM San Francisco.
The one time general sales manag-
er for KCBS San Francisco has
most recently been general manag-
er of Desert Bay Investment Corp.

Steven Leblang has been named
vice president-programming for
Fox Television Stations. He had
been vice president-research for

Twentieth Century Fox Television
Syndication and before that had
been director-domestic syndica-
tion research for Twentieth Fox.

Bob McNeill has been appointed
vice president of programming for
Viacom’s Radio Division. McNeill,
who now oversees programming
and formatting for all nine Viacom
radio stations, had been program
director at WMZQ AM-FM Wash-
ington, D.C.

Representatives

Dick Giltner has been named direc-
tor of agri-marketing in the Chica-

go office of Petry Television. The
former vice president, director of
agri-marketing for Blair Television
joined Petry last year as an account
executive. He is a member of the
National Association of Farm
Broadcasters and of the National
Agricultural Marketing Associa- |
tion. '

STAY TUNED IN!

Television/Radio Age

s Hesme o THE MAGAZINE OF
\gs | 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.)

Kevin Cassidy has been promoted
to regional manager of the Dallas
sales office of Hillier, Newmark,
Wechsler & Howard. He joined the
company two years ago from Re-

i
I
|
|
|
|
[
|
|
I
|
|
I
|
|
[
|
: public Radio and has been an ac-
|
|
I
|
|
I
|
I
I
|
I
|
I
I
|
|
|
|
1

Name Title

Company count executive in Hillier’s Los An-
geles office.

Address

City State Zip Sandra DeLaunay has been ap-

pointed manager, CBS Television
Stations National Spot Sales in
Dallas. She joined CBS two years
ago in New York, Moving in from a
post as sales manager at KTZZ-TV
Seattle.

Check ONE box which best describes your business.

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

03 TV Station/TV Network

04 Time Rep

05 Radio Station/Radio Network

06 Production/Post Production Company
Government/Schools/Libraries/ Trade Associations
08 Film Syndicator/Distributor/Program Supplier

10 Equipment Manufacturer

11 MSO Hdarts/Operation

12 Independent CATV Operation

13 Financial Institution/Investor/Consultant

09 Other (please specify)

Jim Curtin has joined Harrington,
Righter & Parsons in New York as
associate director of programming.
He moves in from similar responsi- |
bilities at Katz Television.

-

ooDOooO00o0ooOoooag
=]
-

Anthony Madonna has been pro-
moted to research manager of Sel-
tel’s Rockets sales team. He joined
Seltel a year ago from Showtime/
The Movie Channel and now
moves up from research analyst.

Television/Radio Age

1270 Avenue of the Americas New York, N.Y. 10020
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Wall Street Report

Ad sales slump clouds
horizon as broadcasters
steer for the new year

The release of third quarter results sparked a strong
Merrill Lynch investment recommendation for Dun &
Bradstreet Corp. but a more cautious one for Meredith
Corp.

Meanwhile, in the world of advertising agencies,
Shearson Lehman Hutton was bullish on the outlooks
of Interpublic Group, Saatchi & Saatchi and WPP
Group.

Although “the downside risk in Meredith stock is
limited due to underlying asset values of $60 a share or
more” Merrill Lynch’s first vice president Peter Falco
said, “We would like to see some definitive signs of
margin improvement in magazine operations and a
strong TV station marked before we would recom-
mend initiating or adding to positions.”

Presently Meredith is valued at 141 times estimat-
ed fiscal 1989 earnings per share for the year ending in
June and about 13 times calendar year ’89 earnings.
“The apparently rich valuation probably reflects the
company’s underlying asset values, the aggressive
prices recently paid by foreigners for U.S. publishing
operations as well as the potential for margin improve-
ment in magazine publishing,” says the analyst.

Focusing on Meredith’s broadcast operations, Mer-
rill Lynch notes that those continue to suffer “from an
industrywide environment of sluggish revenues and
steep programming cost increases.” Although Mer-
edith has shown interest in acquiring VHF TV affili-
ates ““in or near sunbelt markets of moderate to rapid
growth,” the analyst points out that a major station
buy could depress Meredith stock, due to both the
uncertainty of stations’ revenue outlook and “the pos-
sibility of changes in the network/affiliate relation-
ship.”

Merrill Lynch is estimating that Meredith’s reve-
nues will ¢climb 12.8% to $678.5 million this year, then
by 15.3% to $782.3 million in 1989 and by 4.2% to $815
million in 1990. Net income should grow by 8.1% to
$36.6 million this year, by 11.2% to $40.7 million next
year and by 19% to $48.4 million in 1990. Its broadcast-
ing revenues, on the other hand, should drop 8.5% to
$109.6 million in 1988 before recovering to a 5.2% gain
in 1989 to $115.3 million, and a 5.6% increase to $121.7
million in "90, the analyst projected.

Dun & Bradstreet

As for Dun & Bradstreet, Merrill Lynch labels that
“an ideal investment in an uncertain economic envi-
ronment. D&B is a predictable 15% growth stock with
a 3% yield.”

Looking at the third quarter, the analyst notes that
most of D&B’s profit centers remained “on track with
annual budgets” and that A.C. Nielsen Co.’s market
research business has been growing “at a rate in excess

of 20% and currently is probably growing faster; it is
competitively stronger than at any time in the last 10
years.”

The analyst projected that D&B should notch a
21.9% upsurge in revenues to nearly $4.3 billion in
1988 and a 7.4% gain to $4.6 billion next year. Net
income should jump 28.4% to $504.7 million this year
and by 17.6% to $593.6 million next year.

CapCities/ABC

Capital Cities/ABC, one of several companies expect-
ed by Wall Street to be on the prowl for possible
acquisitions in the media and entertainment sectors
(TV/RADIO AGE Nov. 28), came in for some luke-
warm appraisal by Oppenheimer & Co.

The company’s net income gain by $24.2 million to
$62.6 million for the third quarter, when revenues rose
7% to just over $1 billion. ABC’s broadcast and pub-
lishing operations posted revenue gains of 7% and 5%
respectively.

Oppenheimer advised investors that the CapCities/
ABC outlook is “a mixed bag ... The operating out-
look is not too strong,” though “some upside is likely in
the stock.” The ABC Television Network expects to
finish second in the 1988-89 primetime ratings race,
ahead of CBS, and ESPN’s prospects are “good,” the
analyst reports. On the downside, Oppenheimer’s
Dennis McAlpine noted ad sales growth for the TV
stations group “is expected to be less than the increase
in costs” and that the publishing operation’s flat third
quarter “does not indicate turnaround.”

CapCities/ABC itself had to concede that for the
rest of 1989, “the continued softness in national adver-
tising revenues at many operations will moderate fu-
ture improvement in the company’s earnings.” ESPN
and the radio division, however, did enjoy “signifi-
cant” revenue gains in the third quarter.

Ad agency stocks

As for the ad agency stocks, Interpublic scored a solid
23.4% increase in third quarter revenues to $250 mil-
lion, as net income grew, also by 23.4% to $6 million.
“It’s been quite a while since a major agency group
(absent the help of 1986’s megamergers) has reported
a 30.1% domestic revenue gain,” says Shearson Leh-
man Hutton's Laurie Goldberger. Interpublic did so,
in hitting the $111.4 million mark for the third quar-
ter.

WPP, including the JWT Group, should enjoy a
“very strong”’ earnings outlook through 1989, the ana-
lyst predicts. This despite a unique situation whereby
Lord Geller Federico Einstein, “an above average con-
tributor” to '87 earnings, this year lost the IBM ac-
count, has “significantly downsized” since then and
probably is not “doing anything other than breaking
even.”

The acquisitive Saatchi & Saatchi’s future too is
bright. As Goldberger put it, “Its valuation is in line
with those accorded the shares of strategically well
configured, well managed companies in this group . ..
We cannot make an investment decision based on the
numbers alone. We must assume Saatchi will continue
to grow through change.”
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I FEEDBACK

What will be your chief priority at
the NATPE convention this year?

Y a E

“We’'re set for early fringe
and access, but we're
looking for a backup to
follow ‘Night Line’, which
does pretty well in
Washington. We'll also be
looking for movie packages
and specials. We have
‘Jeopardy’ followed by
‘Entertainment Tonight’ in
a double access slot and
we’ll be getting ‘Wheel of
Fortune’ to follow
‘Jeopardy’ in 1990. Also,
we'll be getting ‘Oprah
Winfrey’, which will shift
over in September 1989.”

John C. Long

Executive vice president/
general manager
WJLA-TV Washington

“We’'re not looking for
anything new because
we're sticking with the
winners we already have
going for us. We're an NBC
affiliate and heavy on local
news and therefore don’t
have a great deal of
program time to fill. We
renewed ‘Donahue’ and
‘Jeopardy’, which lead into
our News at 5 p.m. We've
also renewed ‘Wheel of
Fortune’ and renewed ‘Hee
Haw’ which runs Saturday
night. And we're continuing
with ‘War of the Worlds'
and with ‘Star Trek’ on
weekends.”

Cliff Brown
Vice president, general manager
WDAM-TV Hattiesburg, Miss,

‘“In our case the most critical
thing is securing quality
movie packages. Our other
syndication needs are
tulfilled for the time being.
There are quite a few
quality packages around.
Our needs are for
primetime. We have the
most successful primetime
movie program for an
independent in the
country.”

Duane Kell
Station manager
WKBD-TV Detroit

——

“Of course, they throw
everything in the book at
you at NATPE. | guess the
die will be cast by that time
on ‘USA Today,’ and
depending on what .
happens, | may be looking |
for a replacement. The |
November book should tell |
the story. And of course it’s
going to be a judgment call
on Gannett’s part.”

John Conte

President
KMIR-TV Palm Springs
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“Actually, we're not in the
market for buying anything
we don’t already have.
We’'re looking mostly to
renew series. We bought
‘Who's the Boss?’ last year
for access, and in the early
afternoon [3 to 5 p.m.] we
presently have programs
we’ll keep there or move
others in to upgrade. So
we’re not really looking for
programming. We seldom
go to NATPE to buy
something for weekday
stripping. We don’t wait
that long. We may look for
specials that don't get
shopped around that much.
Also, we want to see what
NBC has to say [at its
session] about network
compensation [revisions]
and about sharing rights
fees [for sports and other
events]. | assume that’ll be
on their agenda.”

James Smith

President, general manager
WOWT Omaha

““The prime objective for me
personally is to look at
what’s available in first-run
programming. Everybody
is already aware of what
off-network is. Daytime
and late night is always a
concern of ours, but if we
run across another ‘Star
Trek: The Next
Generation,” we’re going to
look at that, too.”

Rusty Durante
Vice president, general manager
KVVU-TV Las Vegas

A -

“Mostly we're looking for
two things: new first-run
series that make sense for
an independent and movies
that’ll work in primetime.
We've already signed for
‘Crimewatch Tonight,” and
we're looking at ‘Tabloid.’
We already have ‘On Trial.’
Some actuality makes
sense for independents. We
just need the wisdom to
decide which ones!”’

Harold E. “Hal” Protter
Vice president, general manager
WVTV Milwaukee

| TNy

“We carry only one
syndicated show:
‘Donahue.’ We've already
renewed him for two years,
so there’s not much we
need from NATPE. We're
not victims of the
syndicators because we
produce so much of our
own local news and our
owner, Capital Cities/ABC,
takes care of primetime.
Everything else is movies.
Since the movie people
know how deep we are in
movies, they always call on
us long before NATPE.”

Jim Masucct

Vice president, programming
KTRK-TV Houston

Vice president, Capital Cities/
ABC West
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In the Picture

New worldwide media man-
ager for McCann-Erickson
says more program opporti-
nities overseas wtil mean au-
dience fragmentation ‘re-
quiring us to build more im-
pact into our clients’
advertising.”

Nick Bishop

gy —

i

Sees more channels abroad
opening greater potential
for global advertisers

Nick Bishop, newly installed vice president, world-
wide media manager for McCann-Erickson World-
wide, sees global marketing on the verge of “opening
up to a greater potential for our clients than anything
we’ve experienced to date. My job is to make sure our
clients are in the best position to make the most of it.”

Bishop points out that the Common Market coun-
tries are talking about knocking down all remaining
trade barriers between them by the end of 1992, the
British Government’s White Paper on the future of
broadcasting is heralding more channels for the UK.,
and that most of the Western European countries will
be opening up new television channels too.

All this, says Bishop, means more opportunities for
advertisers as well as for viewers, but he warns that
along with the more “keenly contested” television
markets come a number of caveats. “So much more
viewer choice means we'll have to be even more careful
how we spend our clients’ media dollars. With total
viewing audiences split among more channels and ex-
posed to many more advertising messages along with
the greater number or program choices, we’ll have to
build more impact into our clients’ advertising if
they’re going to be able to cut through the increased
clutter and maintain high visibility.”

Exclusive sponsorship

One way we might do this, he suggests, is through
program sponsorship: “Coca-Cola, for instance, might
create a weekly program and be its exclusive sponsor.”

Another problem, Bishop notes, will be ““the growing
complexity of monitoring and measuring a U K. audi-
ence, for instance, that has a choice of five channels
instead of only two or three. How are we going to
| accurately track who is watching what? With more
choice, will viewers spend more hours watching televi-
| sion, or will they merely spread the same number of
hours they now devote to television watching across
more different channels?

Bishop sees the relaxation of broadcast regulation
by European governments that had previously held
such a tight grip on the availability of commercial
opportunities as a response to pressure from two
sources: “T'heir own citizens who want more viewing

choice, and pressure from the business communities of

their respective countries—companies who want more
opportunity for commercial exposure to their custom-
ers and prospective customers.”

In his new job Bishop will report to Gordon Link,
executive vice president, director, worldwide media
services, and work for such global McCann clients as
Coca-Cola, United Parcel Service, Goodyear and
American Express. He says his department will “de-
velop worldwide media strategies and use our 144 of-
fices around the world to implement these plans.”

Global communication

He explaing that New York headquarters receives in-
formation and passes information back to the overseas
offices in two ways: through a global electronic mail
system called Ad Link, which connects all 144 offices,
and by telephone. Says Bishop: “For all the high tech
this is still a people business. We can find out a lot
more over the phone, in the give and take of followup
questions, than by merely passing a written request
down the line that can lose something in the transla-
tion. On top of the normal language barriers hetween
countries, there’s our own third language, our own
industry media jargon, that can get in the way. For
example, if someone asks for a TARP, meaning a Tar-
get Audience Rating Point estimate, the guy on the
other end is likely to wonder how big a truck we're
trying to cover.”

Bishop has had experience with media negotiating
consortiums and says McCann’s future involvement in
consortiums, if any, “will depend strictly on what’s in
it for our clients.” He notes that in his earlier involve-
ments in such consortiums there were benefits for cli-
ents. In Australia, for instance, McCann and Lintas
formed a consortium through their Interpublic tie,
and Bishop says, ‘‘Clients benefited through our com-
bined, larger multiagency clout in terms of lower rates
and bonuses. But next year this could change. Two of
Australia’s three TV networks are considering con-
ducting negotiations client-by-client, rather than
agency-by-agency. The bigger consortium clout and
resulting client benefits may no longer be there. What
was right for clients in 1988 may no longer be best for
clients in 1989.”

Bishop recalls that in Australia, “There was no such
thing when I went to school as the wide choice of
marketing and advertising courses available at many
U.S. universities, so advertising was not a career [
prepared for in school.” In fact, he says he wasn’t sure
what he wanted to do following graduation. “But we
did have a book on careers. They were described in
alphabetical order, and we already had two accoun-
tants in the family. I skipped to what followed ac-
counting, and it was advertising. We had a family
friend who ran one of the Australian offices of Doyle
Dane Bernbach, and he offered me a chance to werk
there without pay for a month and see how I liked it,
and that’s how I got my start.”
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Lost majority leader bid will give
Inouye more time for committee

It may not mean much, but one of
the congressional questions hang-
ing over the broadcast and cable
industries has been answered. In-
ouye may become more active in
communications issues.

Sen. Daniel Inouye (D-Hawaii)
chairman of the Senate Communi-
cations Subcommittee, lost his bid
to become the most powerful per-

son in the U.S. Senate—Senate
majority leader.

Although he could have retained
his communications subcommittee
chairmanship even if he had be-
come leader, the leadership posi-
tion is a fulltime job and would
have limited the time Inouye could
devote to the subcommittee.

Sofar, Inouye has been chairman

pretty much in name only. During
the last congressional term, he was
preoccupied as chairman of the
panel looking into the Iran-Contra
affair. In the term beginning in
January, he is not now likely to
have preoccupying interests and
may want to put his own stamp on
communications issues.

But whether Inouye becomes
more active depends to a great deal
on Sen. Ernest “Fritz” Hollings (D-
S.C.), the de facto head of the sub-
committee and titular head of its
parent Commerce Committee, ex-
pected to return as chairman, and
with just as many axes to grind.

the marketplace
| Programming |

B&ocléer Scott

CABLE PLACEMENT

3 PEOPLE

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

All Levels of Management
FEE PAID
Call or write in CONFIDENCE
DAVID ALLEN & JUDY BOUER
Principals
L ]

THE PROFESSIONAL

WE KNOW CABLE

[ ]
1259 Roule 46 — Parsippany. NJ 07054
201/263-3355

10,000 RADIO-TV JOBS
American Radio TV

Up 1o 300 openings weekly over 10,000
yearly-The most complete and current job
listings published ever by anyone. Disk

Jockeys, Newspeople, Programming
Engineers, Sales. Money Back
Guaraniee- One week $7.00 Speclal;

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

AS VEGAS, 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
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

Life is too short not to love
your job. Find career satisfac-
tion with career counseling.
Please write: Box #CELA, TV/
Radio Age, 1270 Ave. of
Americas, NYC 10020.

Situations Wanted ||

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/Radic Age,
1270 Avenue of the Americas,

New York, NY 10020.

Get action quick in TELEVISION/RADIO AGE Marketplace/Classified. For details

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.

76

Television/Radio Age, December 12, 1988

www americanradiohistorv com



www.americanradiohistory.com

A new NTIA head?

President-elect George Bush has
decided to discard Ronald Rea-
gan’s Commerce secretary, and
that could lead to a change in the
leadership of the National Tele-
communications and Information
Administration.

The replacement of Secretary C.
William Verity would leave in jeop-
ardy Al Sikes’ job as head of NTIA.

In one of his last acts before his
successor was named, Verity
formed a special advisory commit-
tee that is to report back to him on
Jan. 4 on the impact that advanced

television, which includes high def-
inition TV, will have on the future
competitiveness of the television
industry.

NAB still on wagon

The broadcast industry got a last-
minute ally in its fight to get a
change in the composition of a
workshop on drunk driving spon-
sored by the U.S. surgeon general.

The National Commission
Against Drunk Driving became a
new factor in asking Surgeon Gen-
eral C. Everett Koop that the work-
shop form the capstone for its own

work on a study of the drunk-driv-
ing issue funded by the Transpor-
tation Department.

Eddie Fritts, President and CEQ
of the National Association of
Broadcasters, says that although
he applauds the commission’s re-
quest, NAB still will not partici-
pate because the Dec. 14-16 dates
of the workshop, unless postponed,
would not alloew time for meeting
the commission’s request.

The NAB’s problem with the
workshop now scheduled is that
eight of the 10 participants advo-
cate restrictions on advertising al-
cohol.

the marketplace

GUEST FOR
AIR SAFETY TALKSHOWS

Air disaster and govt misconduct,
scandal exposé. Over 1200 ap-
pearances radio/TV. Author Un-
friendly Skies. Air safety expert,
50 years as Navy/airline/GA pilot,
FAA air safety investigator.
Knowledge of covert air safety
problems, coverups, by govern-
ment. Target of severe govt. ac-
tions to silence him. Rodney Stich,
(415) 820-7250, Box 5, Alamo, CA
94507.

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 tor 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

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.

HOW GOOD IS YOUR
SALES STAFF?

Your sales people are only as
good as your commitment
to their training.

1989 will be the maost compelitive
year in proadcasting hislory, Now
there is comprehensive. on-going
and effective sales training avail-

able to your station.
Contact:

Broadcast Sales Training
1057 Red Oaks N.E.
Albuquerque. NM 87122
(505) 293-4323

Help Wanted

MOVIE PROMOTION
PRODUCER

The Creative Services Department of THE FAMILY CHANNEL hasa
Promotion Producer’s position available for a specialist in movie promotion.
This Producer will join a dynamic award-winning creative teum and become
a part of the success story of THE FAMILY CHANNEL.

Responsibilities will include coordinating with the Creative Services
Department to position and topically promote the primetime FAMILY

CHANNEL MOVIE.

3-5 years experience at a top-rated independeni or a network
with strong background in movie packaging and promotion.
Send resume and reel t0: The CBN Family Channel
Employment Dept.
Box PS
Virginia Beach, VA 23463

NEED HELP?

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.
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Washington Report

Broadcast, cable TV
form a fraternity;
telcos blackballed—so far

It is hard to get the cable and broadcast industries, at
loggerheads for more than a decade now, to agree on
anything. But Robert M. Pepper of the FCC has man-
aged to. If there is anything the two industries can
agree on, it is their antipathy towards the telephone
industry,

Pepper, of the FCC’s Office of Plans and Policy, has
written a report for the perusal of the commissioners
that suggests now may be the time to allow the tele-
phone companies to become a member of the televi-
sion industry.

Not so much for the good of television, mind you,
does Pepper make the suggestion in his 106-page pa-
per, but for the good of encouraging telephone compa-
nies to replace their current lines with fiber-optic ca-
ble.

He notes that many people in the telephone indus-
try believe that fiber optic cable will not become a
commonplace carrier of telephone communications
unless telephone companies have the added incentive
to also carry video programming.

Timing may be affected

“In the long run,” he adds, “whether or not telephone
companies provide video programming may not make
a significant difference in whether LECs [local ex-
change carriers| eventually deploy fiber but may sig-
nificantly affect the timing of such deployment.

“If current projections are correct that the cost for
fiber optics will drop to that of copper in the next two
to five years, then based upon new construction, 8-
18% of U.S. households will be provided telephone
service over a fiber optic network extending to the
subscribers’ premises by the year 2000.”

If cable subscribers are part of the mix, he says, the
guess is that “within 20 years the majority of homes in
the United States likely will be connected to at least
one fiber optic network—and possibly two.”

The cable and broadcast industries are powerful
ones—maybe not quite as powerful as the telephone
industry, but powerful enough to keep telcos out of
their business. Their chances are even better if they
join forces.

Thus, Pepper takes pains to point out that there will
be advantages to both industries in letting telcos into
the programming carriage business.

First, he addresses the cable issue.

“The cable television industry potentially stands to
lose the most from LEC broadband network develop-
ment, and it is acting accordingly. The broadband
environment of the future likely will mean more than
one broadband wire into the home.”

Competition from such an arrangement is inevita-
ble, Pepper adds, and says, “A major potential prob-
lem for the cable television industry is maintaining or

increasing the market value of cable systems in the
face of potential competition.” Of course, the opposi-
tion is automatic to the idea of the LEC offering ser-
vice within the cable company’s own area, but, as Pep-
per notes, the cable industry is divided on whether
telephone companies should be allowed to offer cable
services outside their local area.

That would require a relaxation of cable/telco cross-
ownership rules, now forbidden by federal fiat. But
Pepper adds, “It is important to note that the cable
television industry may be confronted with competi-
tion even if the crossownership restrictions remain in
force. Local telephone companies may lease transmis-
sion capacity to franchised video programmers to-
day—and a franchise may not be required in all cases
in the future.”

He suggests that a “tightly restricted telephone
company video programming service—if the cross-
ownership ban were lifted without common carrier
access for additional video programmers—might be
less threatening.” Joint arrangements with telephone
companies might be in the best interest of a local cable
operator, he says, and could result in less competition
to both industries.

Broadcaster concern

Until recently, the entry of telcos into programming
has been the exclusive worry of the cable industry.
Now it has become a worry for traditional terrestrial
broadcasters as well. Pepper notes, however, that
broadcaster involvement ‘“depends upon how they
view their business. If they see their business as emit-
ting nonionizing radiation from the tops of red and
white towers, then they may be in trouble.

“But if they see their business as producing, select-
ing, and packaging television programming that at-
tracts audiences to be delivered to advertisers, then
they may benefit from a universal broadband network
that reaches nearly all homes.”

Broadcasters have said, however, that telephone
companies could become competitors with their
broadband networks, particularly if those networks
can deliver high definition TV and terrestrial broad-
casters cannot.

Thus, the fear that HDTV may be developed with-
out them has driven terrestrial broadcasters to consid-
er becoming an ally of the cable industry in a joint
fight against the telephone industry. Undoubtedly,
one industry that is allied with both broadcasting and
cable sees gravy in the possible entry of telcos into the
business of carrying programming.

Program producers and distributors can but gain
from an added outlet for their work. Thus, one can
expect the movie industry and other programmers to
join telcos on their side of the fight so long as there is
some guarantee of new programming opportunities
rather than merely providing increased competition
for those already in the business.

Regardless of who wins and who losses, Pepper con-
cludes that “the major constraints on LEC’s ability to
explore the full potential of hroadband network devel-
opment—and whether there is significant demand for
broadband services—appear to be regulatory.”
—Howard Fields
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HISPANIC - ¢

HOTT L

A hot market thats exploding.
Exploding with over $134 billion of buying power.
Reaching this market has been difficult—until now...

Announcing
Hispanic Media and Markets from SRDS |

With Hispanic Media and Markets you can An Unbeatable Offer
target your advertising buy to the exact Subscribe to Hispanic Media and Markets
Hispanic media serving your market. Every- on a 20-day trial basis at no cost or obligation.
thing you need to know about Spanish See for yourself how it will help make your
language media is at your fingertips—media  job easier and your media decisions more
rates, closing dates, market data, programming  effective. An annual subscription includes four
facts, circulation figures, contact names, issues plus monthly update Bulletins.
contact numbers. To reserve vour 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, =1 (@ = Yes, cnter my trial subscription to Hispanic Media and
television, daily and community Markets. Il | am not completely satisiied | will return the

S e SR S e D e S S

newspapers, business publications, HISI‘.F;%S:E first issue within 20 days. 7ELTR
consumer magazines, direct mail Ty Poclosed is my payment of 5145
lists and outdoor advertising. [T:T (3@ O Bill my company O Send me more mformation

Tl

. SEPAAIC ADI MARKETS I
More Than Media ol o

Hispanic Media and Markets e
includes comprehensive market 3
data estimates for population,
households, and other media/
market indicators for the top 30
Hispanic ADI.

Company

Address

Crty State Zip.

Type of Business

Telephane Number —

rds SRDS Circulation Department
S___.. 3004 Glenview Road. Wilmette, IL 60091
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NATPE '89 PROGRAM CONFERENCE

January 23-27, 1989
George R. Brown Convention Center
Houston, 'Texas

The impact of the most powerful information and
cntertainment medium; the elements that go into
quality programming. What moves viewers now?” What
will motivate them in the future?

In keeping with NATPE's continuing commitment
to the pursuit of the best in TV programming, the '89
Program Conference delves into the basics of the TV
medium: the creation of quality programming and its
eftfect upon the TV audience.

R THE AGENDA
&

'ﬂ' .t
S GENERAL SESSIONS

~ Keynote address by Michael Eisner, Chairman
and CEO, The Walt Disney Company.

“Waves Of The Future) a general session on
HDTY, produced by Joel Chaseman, Chairman,
Post Newsweek stations.

“Writers! a general session to be moderated by
Dick Cavett, including Bruce Paltrow,

Steven Bocheo, John Marcus, Stephen J. Cannell,
and Fay Kanin.

W, j::’,, INTERNATIONAL SESSIONS
" : ; : .
International seminars, including a workshop
on Spanish programming,

International viewing hours on the exhibition
floor.

An international reception.

£
@ OTHER ACTIVITIES
“Where To Find Your Next Hit! moderated by
I'red Silverman.
USC Management seminars.

= LOS ANGELES: IDIOOSANTAMONICA BIN DL SUTTE 00
LOSANGELES, CAYOOGT CTEL: (213) 2682-H801

INTERNATIOMNAL TELEN: 27667 NATP UR
= " ; CONTACT: PHHLIPCORVO, PRESIDENT
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