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HOW TO BREAK
INTO THE LUCRATIVE
HOME VIDEO MARKET. . .

HOMZVID=0:
PRODUCING
FORTH=
HOM= MARK=T

Michael Wire

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 10 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—even 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 VIDEO: 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,
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Publisher’s Letter
]

Personal glimpses at William Paley
make new book different from others

t’s the personal glimpses at William S. Paley that by and large make
Empire: William S. Paley and the Making of CBS different from the
rapidly accumulating library of volumes on CBS. Also, aside from Paley’s
own autobiography, it’s the first book that focuses on Paley, rather than
CBS in general or its news division in particular.

Author Lewis J. Paper, in his new book for St. Martin’s Press, New York,
relied heavily on published and unpublished material from others, includ-
ing that supplied by Paley’s personai staff. Accordingly, the book covers all
the familiar topics, including Paley’s formative years, his service during
World War II, the talent raids on NBC, CBS in the McCarthy era, the
stormy relationship with Edward R. Murrow and other developments in
the news division,

The gourmet. Many of the personal glimpses at Paley, though, have been
acquired through first-hand interviews with associates and are new to
readers. Throughout the book, for example, are references to Paley’s zest
for food. One associate recalled, “He devoured food like a longshoreman.”
His habit of sampling everything on the table in one incident, had him
inadvertently downing a dog yummie.

A recollection from former CBS News chief Bill Leonard told about
Paley’s unsuccessful attempt at becoming a restaurateur when he person-
ally supervised the opening of The Ground Floor, the elegant restaurant at
CBS’ New York headquarters which ultimately went out of business. Leon-
ard had dined there with then CBS news division head Fred Friendly and
CBS president Frank Stanton and made the mistake of telling Paley, “It
was awful. The food was terrible. Fred had a fish dish and got sick. The
service was bad, and the prices were way out of line.”

But it was over food that Paley had the most reason to be grateful to
Thomas Wyman, the CEO that he later ousted. Wyman is credited in the
book with saving Paley from choking by performing the Heimlich maneu-
ver and dislodging a large piece of pork chop. But, in his one interview with
Paper, when the author was nearly done researching the book, Paley said of
Wyman, “He was dragging the company down. [ never saw it so bad in my
life.”

Perhaps the one startling new fact of the book involves Wyman. Paper
tells us he learned the truth about Wyman’s ouster from board members
who had encouraged Wyman to go ahead with merger plans with Coca-
Cola. He says Paley and Larry Tisch leaked the story to the press that
Wyman was ousted over the Coke deal. But the real story, he divulges, is
that Paley simply wanted back in and Tisch wanted a piece of the action.

Paper is a communications lawyer and partner at Keck, Mahin & Cate,
Washington. He’s a former associate general counsel at the FCC and author
of John F. Kennedy: The Promise and the Performance and Brandets: An
Intimate Biography.

.
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AN EXCITING & POPULAR
NEW TECHNOLOGY

— the newest, most comprehensive
reference to digital audio

The Art of
Digital Audio
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Digital is an exciting new technology heralding profound changes in re-
cording processes and the audio industry at large. A digital audio system incor-
porates concepts and technologies from many different areas: Laser Optics,
Channel Coding, Error Correction and Digital Filtering. THE ART OF DIGITAL
AUDIO is the first bock to pull all these technologies together as they relate to
audio. it's the first major work for audio and broadcast professionals to go
beyond the introductory stage, building on basic concepts to deal with ad-
vanced topics, theory, and a whole new world of practical implementation.

Beginning with clear definitions and explanations within the particular
technologies employed in digital audio, author John Watkinson then moves
into the engineering theory of these areas and how each contributes to the
total discipline. All the major digital recording formats are explained. Consum-
er machines, compact disc, RDAT and mastering recorders are fully treated,
and multi-track DASH and Pro Digi are examined in detail. Applications of

magnetic disks to audio editing is described in depth.
Hardbound {only)
$49.95

486 pages

Television/Radio Age Books
1270 Ave. of the Americas

New York, N.Y. 10020
Enclosed is $_ for _____ copies of THE ART OF DIGITAL AUDIO
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Company
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Final Edition Los Angeles
: - —— beats New York
CBS’ first high-definition shoot in spot, local TV
comes in nearly on budget Los Angeles took in more spot-
CBS’ first TV program shot in that the HDTV camera was not as ;{flusl;l?caz TV dollarsa_thatn N?V
high-definition came in practically fast as a film camera, so that more ork last year, accoraing Lo esti-
. NI . mates by BAR. The definition of
on budget and cost only a little lighting had to be used, adding to spot and local busi s based
more than a film version would the expense. He added, however, p 1 how t(}:1a busmess 1sl age
have cost. This was revealed late that the newest HDTV cameras are upo  Lhe buy was placed—
; whether direct or through a rep.
last month by Norman Powell, vice faster than the one used and ex- This determination is based pri
president and executive in charge pects that, in time, HDTV produc- marilv on th a Or dlj ¢ aset pri-
of production for CBS Entertain- tion equipment will become small- anly on the product category
. . . code but is amended based upon
ment Productions, which produced er and lighter. i . lied by TV
the program. information supplied by sta-
Powell’s statements were made Labor costs. He also made the tions. ,

. Lo . Here’s how 17 top markets—the
following the press preview in New point that as crews become more ones monitored every d £ th
York of The Littlest Victims. The | familiar with the equipment, S monilored every day ol the

a0 . . ; month—performed in attracting
TV movie is based on the true story shooting will take less time and la- L
- . local and spot advertising last year,
of Dr. James Oleske, one of the first bor costs will come down. Prepro- .
o< ; ; . . . with markets ranked by ADI TV
physicians in the country to detect duction time for The Littlest Vic- households. Percentace change is
AIDS in children. It was shot on tims took two weeks, a week longer ver 1987 : g g
location in Atlanta, using 1,125/60 than usual for a TV movie, though 0 )
equipment supplied by 1125 Pro- the extra week was written off un- Local advertising
ductions (see HDTV feature, page der the company’s research and de- Milli
_ illion %
25), which also handled postpro- velopment budget. 3 change
duction. The two-hour movie-of- CBS will likely do another
the-week will be aired on Sunday HDTV show next season, Powell | New York $445.3 +7.5
April 23. said. He felt, however, that the next 0 +1.0
While the CBS executive called | HDTV shoot should be done in a | Chicago 264.3  +16.0
the “experiment’ a success, he said studio. He said he was impressed | Philadelphia 183.4 +3.6
there are some drawbacks in that by the special effects accomplished ! San Francisco 194.5 +0.2
the equipment used was “cumber- in the Canadian HDTV miniseries | Boston 154.8 +6.3
some and unwieldy.” He also noted Chasing Rainbows. Detroit 123.0 +3.0
- o = Dallas 1107 —14.7
Stations play ball in Hoosierland Woskington 1308 430
ouston 128. +0.
WSBT-TV South Bend, Ind., a CBS affiliate, agreed to help WNDU- Cleveland 85.7 +13.4
TV when a transmission line break prevented that NBC affiliate from Atlanta 140.0 +13.7
televising three important high school basketball tournament games Minneapolis 100.8 -1.1
on March 18, Miami 116.3 +5.2
WNDU bought the time from WSBT to present the Indiana High Seattle 108.1 +5.4
School Athletic Assn. state semifinals, says Melissa Heilman, WNDU's Pittsburgh 86.0 +12.8
promotion manager. Thus, WSB'T carried the games and commercials Denver 85.0 -9
of WNDU's IHSAA coverage on its air—bul excluded WNDU's station
ID's and news promos, she notes. In the WNDU-produced coverage, Spot advertising
the pgame announcers and “crawls” thanked WSBT and Heritage Cab- New York $516.9 +6.4
levision for helping WNDU through its technical problems, T'o make Los Angeles 516.9 +5.2
way for the THSAA games, WSB'T bumped CBS' daytime NCAA Chicago 305.2 +18.4
hasketball coverage to the cable system’s Channel 31. Philadelphia 177.9 +3.0
For WSH'E, the decision to take the WNDU coverage was “really not San Francisco 248.5 +3.3
a difficult decision to make,” says Jim Freeman, WSBT’s vice presi- Boston 192.3 -0.1
dent and station manager, “These games were of most interest to this Detroit 102.0 +0.6
communily. You have to realize the Hoosier hysteria around here.” Dallas 120.1 —-18.6
T'o make room for the night game, WSBT preempted CBS’ two-hour Washington 124.8 +3.8
World Figure Skating Championship special. Thus, WSB'I"s coopera- Houston 119.9 —5.8
tion pot WNDU out of a makegood situation while placing WSB'T into Cleveland 74.4 +10.0
one. “We're working on that now” with CBS and local advertisers, Atlanta 122.3 —9.1
Frecman sava. Minneapolis 96.0 —2:.1
A windstorm had apparently caused the fracture in the transmission Miami 107.8 —0.5
line atop its tower, says WNDU's Heilman, Snow and icy conditions Seattle 87.0 —0.4
kept the station from repairing the line until the next morning, and Pittshurgh 70.7 +3.9
WNDU resumed broadeasting that afternoon, she adds. Denver 6.5 —10.6 |
8 Television/Radio Age, April 3, 1989
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Three New Stars
Are Shining In Our Galaxy.

£ 1989 Hughes Communications

Hughes Communications’ acquisition of the Westar satellite sys- e
tem added three new satellites to our expanding Galaxy system. We're e
pleased to welcome a whole new group of custormers to the Hughes
Communications famity. Customers in broadcast and cable. Cus-
tomers interested in occasional video and audio. Customers looking
for Hughes’ unique combination of innovative technology and superior
service.
The addition of the three Westar satellites makes a first-class fleet
better than ever. Qur expanding Galaxy offers outstanding orbital slots
and the reliability we’ve always been noted for. And Hughes isn't just
adding hardware. We've integrated the new satellites into our high
performance Galaxy fleet and our extensive support network manned
by a dedicated team of controllers. At Hughes, we know that quality in
space and quality on the ground go hand in hand.
The Westar fleet acquisition is one more reason why Hughes
Communications continues to set new standards for the broadcast and
cable industries. If you'd like to know more about our new satellites, or
about our Galaxy system in general, contact the Galaxy/Westar Pro-
gram Office at 1-800-824-8133 (in California, 213-607-4300).

Call us today and let the stars in our Galaxy shine for you.

WE MAKE IDEAS HAPPEN.®

HUGHES HUGHES
COMMUNICATIONS

[ = — SO ]

Subsidiary of GM Hughes Electronics
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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 into the
latest issue of TV/Radio Age.

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

Television/RadioAge
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FINAL EDITION

NY’s Sunday newspaper war puts
millions in TV stations’ coffers

Though there is disagreement over
whether The New York Post’s TV
campaign for its new Sunday edi-
tion is the reason, industry sources
do agree that the city’s four dailies
will, with their newly aggressive
Sunday promotion efforts, bring
TV and radio stations well over $2
million for the first half of the year.

Execs at the four dailies—The
Post, Daily News, New York News-
day and The Times—were un-
reachable or did not respond to
phone calls about their campaigns’
planned durations, budgets and
other details. Their ad agencies
seemed equally reluctant. Ammir-
ati & Puris handles The Post; Hol-
land & Calloway Advertising,
Newsday,; and Bozell, Jacobs, Ken-
yon & Eckhardt, The Times; The
News is handled in-house.

TV industry sources estimate
that these publishers’ combined
Sunday edition spending from

Spending through
spring: over $2M

February through spring is well
over $2 million. Some of the dailies
also have made local radio station
buys. One TV exec calls the cam-
paigns “extensive efforts” that in-
volve ‘“rather substantial” sums,
Another says the campaigns are
likely to continue for “at least the
next couple of months.” The Times
is considered “the least active”
spender of the four, somewhere in
the $200,000 range thus far. The
other three have spent more than
$450,000 apiece on New York TV
to date, one station exec says.

It is difficult to determine how
much of the ad battle is offensive—
planned well before The Post’s an-
nouncement early this year that its
Sunday edition would appear
March 5—and how much is defen-
sive—reacting to The Post’s entry
and campaign. The Post is said to
have allocated $25 million to pub-
lishing the Sunday edition, com-
plete with news, travel, book and
TV magazine sections plus Gan-

nett’s [/SA Weekend Sunday sup-
plement. Though Peter Kalikow,
The Post’s president and new own-
er, started it up, there had been
talk for many years that a Sunday
paper was on the backburner—dat-
ing to just after Rupert Murdoch
had just bought the daily from pub-
lisher Dorothy Schiff.

Strange maladies. The Post is tak-
ing a humorous approach in its first
two spots. The most notable fea-
tures a doctor standing before two
doleful, bedridden patients, whom
he describes as lovers of the Mon-
day-through-Saturday Post who
suffer “sports anemia,” “Page Six
deprivation” (areference toits gos-
sip column) and other maladies.
Help is here, he concludes, thanks
to the new Sunday Post. The other
spot shows someone making an ice
cream sundae as a narrator talks
about the daily’s benefits. Just be-
fore a hand puts a cherry atop the
sundae, a Sunday Post plops on the
dish, indicating that that tops off
the daily’s week.

The Post also is using radio, in-
cluding one spot for its “‘Big
Board” stock market game, played
for cash prizes. Each Sunday paper
for 12 weeks will carry three “stock
certificates” for up to 160 compa-
nies with names like E. F. Mutton,
Amalgamated Chump, Canada Fry
Corp. and Useless Corp. Their val-
ue changes daily on the Big Board
of this fake stock exchange, and
readers can win if their stock hits
specific value plateaus.

New York Newsday—an edition
focusing on the city’s five boroughs,
while Newsday itself continues to
aim at Long Islanders—has been
running TV spots saying, “Now
even better on Sunday.” The
Times, meanwhile, has revived its
TV spot for the TV listings maga-
zine introduced about a year ago.
In it, a family is seen touching spe-
cific listings in its pages as if using a
remote control. As they press, they
change channels, from a wildlife
show to a cartoon special, for exam-
ple. A Times executive has said
that this campaign had been in the
works well before The Post’s Sun-
day plans were known.

Events, movies
wrap TV year

Stunting in the final two weeks of
the season may be minimal, but
there will be some, in the form of
big events and star names.

NBC will offer the Bill Cosby-
hosted Sesame Séreet 20th anni-
versary salute on April 7 and the
TV movies Parent Trap III and
Perry Mason: Case of the Musical
Murder, both on April 9. Perry Ma-
son movies usually run during
sweeps periods. NBC also will

“Around the World in 80 Days”

present the Academy of Country
Music Awards on April 10. Kraft
Inc., the two-hour special’s spon-
sor, last year dropped its longtime
sponsorship of CBS’ Country Mu-
sic Assn. Awards after more than
20 years for unknown reasons.

On the final night of the 1988-89
season, NBC airs part one of
Around the World in 80 Days, a
three-part miniseries with Pierce
Brosnan. The $16 million-plus
mini bumps the initially planned
Desperado: The Legacy, a western
TV movie. CBS has vet to schedule
its April 19 movie, but ABC’s will
be A Deadly Silence, a fact-based
TV drama about an incest-and-
murder case.

CBS, besides the NCAA basket-
ball championship on April 3, will
repeat Rocky I'V on April 4 and air
Bridge to Silence, a TV movie
about the hearing impaired that
stars Lee Remick, on April 9. Call-
ing attention to Paradise’s new
Saturday 8 p.m. (ET) berth, CBS
will air a two-part episode of the
western series on April 8 and 186.

Television/Radio Age, April 3, 1989
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out news. . .News about news. . .News about ne

WBZ'TV Boston in par‘tnershlp There was no unusual promotion

= to call attention to the initial poll,
to give poll results on newscasts olthor in on-alr soots or tunein
WBZ-TV Boston and The Boston | on a national topic every week and print advertising, the WBZ spokes-
Globe are the media partners in a | state-oriented surveys “every once | woman says. A press release on the
newly begun research coventure | in a while.” poll results was sent out, she adds.
that will offer New Englanders
topical national and local poll re-

sults. - - = »
KRC Communications Re. | OF claims first live Chinese news
search, Cambridge, and American KTSF-TV San Francisco, an independent station with a multinational
Political Network, Washington, are viewing audience, has just begun what it says is the first live, half-hour
the other partners 1n the research local Chinese newscast in the U.S., Chinese News at Nine.
partnership that will conduct more Coanchors of the broadcast, airing weeknights at 9 p.m., are Mei-
than 50 polls a year on national and Ling Sze and Philip Choi, both 27 and previously reporters with Hong
local issues, events and trends. Kong Television Broadcasting Co.
ACC(}rdlng to Stan HOPkU}S_» The Cantonese-language newscast, which began after four years of
news director at WBZ-TV, “Politi- study on Feb. 6, the start of the Chinese New Year, reportedly has a
production budget of $400,000 per half-hour. It offers local, national
. and international news—the latter chiefly about China, Hong Kong
Polls unll a’?alyze and Taiwan—deemed of interest to the Chinese community in north-
gubernatorial and ern California.
mayoral races, KTSF, V_Vhlgh claims to be “_northerr‘l(Cgllforma’s largest m,f:ernatlon—
blic polic a! TV statllon and promotes 1tself_as w_vmdpw to the world}, h'as been
pu p Y airing foreign-language programming since it began operation in 1976.
issues ltke the The station, owned by Lincoln Broadcasting Co., Brisbane, Calif.,
state’s ﬁnancial claims to reach 2,250,000 area households, including 300,000 Chinese
stability and homes. KTSF programs in English and 11 other languages, from Greek
- and Italian to Hindu and Iranian and each week airs more than 20
controversial

hours of news from around the world.

news. The Chinese News at Nine sponsor list runs the gamut from local
accounts like the Lucky Stores supermarket chain and the California
Lottery to national accounts like AT&T and United Airlines, accord-

cal events like the gubernatorial ing to Janet Lim, KTSF’s promotions manager. The station produces
and mayoral races, public policy is- Chinese-language spots for some clients and voiceovers and subtitles

sues like the state’s financial stabil- for others. she adds.
ity and controversial news of high ’ _
interest to New Englanders will be
analyzed through these polls. The
first Globe/WBZ-TV Poll results,
reported on the station’s Eyewit-
ness News newscasts and pub-
lished in the Globe on March 10
and 11, focused on the popularity
of potential gubernatorial candi-
dates, now that Gov. Michael Du-
kakis, the Democrats’ failed 1988
presidential candidate, has ruled
out a reelection bid.

“We began working with KRC
Research and providing overnight
polls during the [1988] presidential
campaign,” Hopkins notes. “Dur-
ing that time, the polls proved to be
quite successful in providing im-
portant infermation for New Eng-
landers.” According to a spokes- ] " -
woman for the Group W-owned oanchoring KTSF’s new “Chinese News at Nine"' are Mei-Ling Sze and
NBC affiliate, there will be a poll | Philip Choi, both 27.

12 Television/Radio Age, April 3, 1989
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School days in New Jersey
made golden rules day by WWOR-TV

Cynthia Harrison, director of pub-
lic relations and community affairs
at WWOR-TV New York, con-
tends that public service isn’t
something that should be relegated
to a 6 a.m. time slot. With that in
mind, the station is making a major
longterm effort with its “A+ for
Kids” project.

As just part of the project,
WWOR is airing its fourth prime-
time special on education in New
Jersey tonight, but this is just part
of a project which, for moere than a
year, has involved special inserts,
coverage in regular newscasts,
teacher grants for special programs
in the schools and “networking” of
ideas among teachers in New Jer-
sey.

As the only commercial station
situated in New Jersey, WWOR is
focusing its efforts in that state
rather than in the broad New York
market that it broadcasts to. The
“teacher network” concept had
been working successfully in New
York for about 10 years and has
since been employed in 23 other
communities. WWOR has initiated
the approach in New Jersey with
the support of Gov. Thomas Kean,
who last year declared June 30 as
“A+ Teacher Recognition Day.”
Harrison says Kean was impressed
that the station’s effort not only re-
wards good teachers but also net-
works their ideas.

Teacher grants. Along with giving
teachers $300 grants for ideas
working in their classrooms, the
station is now starting to put these
ideas into a catalog that will go to
its teachers’ “network” along with
other mail the teachers have been
receiving, such as newsletters, an-
nouncements of upcoming specials
and teachers’ guides for program-
ming of interest to their students.
Involved in the “network’ are
more than 32,000 teachers in over
700 public schools—nearly two-
thirds of the puhlic schools in the
state. These participants are being
invited to a May workshop on

teaching of science and math,
which WWOR is putting together
along with the New Jersey Busi-
ness/Industry Science Education
Consortium.

Harrison says the overall pro-
gram is aimed at all public schools
in the state but concedes that cer-
tain efforts are targeted more to ur-
ban schools, where the need is
greatest. The network is tied to-
gether with both the grants and
programming that the station does.
WWOR’s studio in Secaucus is of-
ten used for teacher workshops.

Computer savvy gets the
kids moving in Newark,
NJ. It’s part of “A Tale of
Two Schools: Against the
0dds,” a WWOR-TV New
York primetime special that
shows education in the ghet-
to isn’t as hopeless as it may
seem.

“The teachers receiving grants are
also a resource for us when we de-
velop programming,” Harrison
notes.

Part of the programming is a sa-
lute to enterprising teachers, aired
as a weekly vignette on a particular
teacher that is repeated at various
times throughout the week. There
is also a “Kids View” vignette se-
ries, where the teachers in the net-
work supply essays from their stu-
dents on how they would change
the world.

The station recently won a Co-
lumbia-DuPont silver baton award
for a three-part series in its news-
casts which looked into failing
school systems in New Jersey that
were being taken over by the state.
In many instances, 75% of the stu-
dents were failing math and En-
glish.

A more positive view was given in
the two-hour primetime special,
Against the Odds: A Tale of Two
Schools, which featured a New
York school directed toward pre-
paring and motivating underprivi-
leged high schoolers for college and
a Newark elementary school em-
ploying modern technology in up-
grading students’ skills.

The special premiering tonight is
The Road Not Taken, exploring
“whether our schools are the best
choice for teaching ethics or merely
our last hope.” As with other spe-
cials, it is hosted by news anchor
Rolland Smith.

Sponsor packages. The entire pro-
ject has four ongoing sponsors, who
support the program at a package
rate rather than simply buying
commercial time. These are A&P,
Jersey Central Power & Light,
Public Service Electric & Gas and
Video Technology. The latter, a
manufacturer of electronic learn-
ing aids, recently was a participant
in the Mets A+ Challenge, which
offered rewards to one high
school’s students meeting certain
criteria involving school atten-
dance, passing all subjects and re-
specting the rights and property of
teachers and fellow students.

Those meeting all criteria were
treated to a Mets game at Shea Sta-
dium along with one parent. The
school chosen was featured in the
two-hour special that showed 75%
of students failing math and En-
glish. Video Technology’s part of
the action was supplying a VT Pre-
computer 2000, worth close to $100,
to each qualifying student.

“At that school, only 14 of 400
students would have met all the cri-
teria without the challenge,” Harri-
son notes. “‘This year, we’'ve got
nearly 150 so far.”

Meanwhile, A&P this month will

involve itself with the A&P Kid of

the Week essay contest, which it’s
backing up with a flyer being dis-
tributed in-store.
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ERE
HONORED

“Thurgood Marshall: The
Man,” winner of the 1989
Alfred 1. duPont/Columbia
Silver Baton Award

Appotnted Supreme Court Justice 1967

When the producers, researchers and
other creative people of Wx USA set
out to produce a documentary like
“Thurgood Marshall: The Man,” it

1s approached as a labor of love.
Producing quality television is what
we're all about. When those programs
also win awards such as the duPont/
Columbia Silver Baton, we're honored.

“We are proud, as people and as a television

Ronald Townsend, Preszdentand General Manager, WeUSA- TV, Jeanne : : g
Bowers, Producer, Carl Rowan, Host and Managing Editor, and Sandra St.atIOIl, o rece1,\7/ e one of broadcastmg S
Butler-Jomes, Executive Producer, " Thurgood Marshall: The Man.” hlghest honors.”— Ronald Townsend, W+USA-TV

< WUSAE]

GANNEIT WASHINGTON DC

@ Represented Nationally by Blair Television
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TV Business Barometer

January local
biz rose 13.3%

Local TV billings performed a lot
better than national/regional spot
in January, hitting double-digit
levels. It was a promising opening
for the year, particularly since, in
recent years at least, January local
performance has come close to
forecasting the full year.

It might also be pointed out that
the local time sales performance in
January was not affected by differ-
ences in the Standard Broadcast
Month (SBM) between this year
and last.

January local billings were up
13.3% over January 1988. That rep-
resents the fifth time in the last six
Januarys that the year opened with
a double-digit monthly increase in
local time sales. Billings for the
month were just a little under those
for spot, but the trend line indi-
cates that local billings will over-
take those for spot this year.

Last year, local billings passed
those of national/regional spot for
the first time, according to the TV
Business Barometer sample of sta-
tions. Local billings amounted to
$6,123.9 million, while spot’s total
was $6,040.0 million.

This January, local time sales
reached $409.9 million, up from
$361.8 million the year before. But
spot came to $426.5 million, as
against $419.0 million in January
'88. Last February 88, spot was
also ahead of local in dollars—
$367.6 vs. $347.5 million—but in
March local had the bigger num-
bers.

January local performance by
the three annual revenue brackets
broken out by the Barometer re-
port shows little difference be-
tween them. All three had double-
digit increases: the under-$7 mil-
lion group was up 13.7%, the $7-15
million group rose 11.9%, while the
$15 million-plus group also
climbed 13.7%.

After five down months in a row,

network compensation in January
showed a slight increase. There is
nothing particularly significant
about the increase, which was only
0.8%, since network comp’s share of
TV station billings went down an-
other notch in January and no
doubt will continue doing that in
the future. There are continuing
pressures on network comp, not the
least of them efforts by the webs to
reduce payments. There are the
factors of high sports rights costs to
the networks and slow ad growth.

Network comp in January was an
estimated $34.3 million, up from
$34.0 million in ’88.

January augury?

The question of whether January is
an augury of the full year, which
usually doesn’t pan out in broad-
cast matters, has a certain persua-
siveness in the case of local TV sta-
tion billings. The correlation be-
tween the percentage increases in
January and the full year in local
time sales wasn’t too close last year,
but the four years before that show
pretty close agreement.

January

Local

business +13.3%

(miltions)

1988: $361.8 1989: $409.9

Changes by annual station revenue

Under $7 million . .. ... ... +13.7%
$7-15milion .. .. ... ... +11.9%
F1Smillionup ... .. ... . +13.7%

' Network

compensation +0.8%

{millions)

1988: $34.0 1989: $34.3

Changes by annual station revenue
Uinddese %7 milllion —15%
%7 1H mullion . b5 0%
0.2%

S ndhon up

16

Local (millions)
$740 | — —

720 | =
700 - == -

Notwork componsation (millilons}

J F

www americanradiohistorv com

M A M J J A S O ND

Television/Radio Age, April 3, 1989


www.americanradiohistory.com

MAJOR BROADCAST MEETINGS,
SEMINARS AND CONVENTIONS

April 9-11

April 9-12

April 21-26
April 27-29

April 29-May 2

May 6-13

May 21-23
May 21-24

June 3-6

June 4-10

June 17-23

June 21-25
September 13-16
September 13-16
October 12-16

November 5-8

November 13-15

January 3-6, 1990

January 16-19

1989

Cabletelevision Advertising Bureau Convention, Waldorf-Astoria,
New York
Broadcast Financial Management Association,
Loew's Anatole, Dallas
April 3 Issue
MIP-TV, Cannes
April International Issue
Broadcast Education Association,
Las Vegas Convention Center
National Association of Broadcasters,
Las Vegas Convention Center
April 17 Issue
Golden Rose of Montreux Festival, Palais des Congres,
Montreux
NBC Affiliates Meeting, San Francisco
National Cable Association, Dallas Convention Center
May 15 Issue
CBS Affiliates Meeting, Los Angeles
Banff Television Festival, Banff, Alberta, Canada
International Television Symposium, Montreux
BPME BDA Associations, Cobo Center, Detroit
June 12 Issue
Radio-Television News Directors Association Convention,
Kansas City Convention Center
NAB Radio '89 Gonvention, New Orleans
September 4 Issue
MIPCOM International Market, Cannes
October International Issue
Community Broadcasters Association Convention,
Riviera Hotel, Las Vegas
Television Bureau of Advertising Annual Meeting, Century Plaza,
Los Angeles
November 13, Issue

1990

Association of Independent Television Stations, Century Plaza,
Los Angeles
December 25 Issue
NATPE international, New Orleans Convention Center
January 8 Issue

P~
r_ﬁ
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International Report

There’s a taxing new reason
for U.K. TV franchise holders
to think in terms of international sales

As if there already are not enough
reasons why U.K. television fran-
chise holders have redoubled their
efforts to sell internationally, the
British government has added an-
other one. While most of the provi-
sions of the new finance bill aimed
at raising another 44%, or $70 mil-
lion (U.S.) a year, in taxes from
television operations, are generous-
ly onerous, there is one part which

b

Peter Clark

is welcomed by most of the licens-
ees. The bill won't be passed for
several months. Starting next year
and continuing until the end of
1992, concurrent with the expira-
tion of the current TV licensees,
profits from overseas sales will es-
cape taxation.

Clearly the revenue the franchise
holders save from the overseas ex-
emption will not offset the addi-
tional taxes the companies will
have to pay. These include a 10%
levy on gross advertising revenue
and a 25% tax on domestic profits.
Nonetheless, although a number of
the stations say they still are evalu-
ating the impact of the new finance
hill, thase who have looked at it
reasonably closely, acknowledge
the savings may be ralther signifi-
canl.

What it means. 'I'elso Inlernational
joint managing director, Peter
(lark, says thal under the existing
22.05% levy, Lhe company paid be-

18

tween $10-12 million in taxes on its
foreign sales last year. London
Weekend Television (LWT) paid
even more, about $14 million and
with the company now handling its
own overseas sales, the amount of
revenue it would have had to pay
would have been expected to dra-
matically increase.

The largest of the ITV compa-
nies, Thames Television, paid even
more. While managing director,
Richard Dunn, points out that
Thames International already was
doing well internationally, he says
the company will continue to ex-
pand its overseas operation. He
says that the company still hopes to
acquire a U.S. production/distrib-
uting operation although, if and
when it takes place, presumably
that would be a purchase on which
U.K. tax benefits would not have
any application.

Tyne Tees International is in the
middle ranks of the overseas sales
league. While international sales
manager Ann Gillham, could not
put a precise figure on prospective
tax savings, she does say that an
initial analysis reflects a substan-
tial future benefit.

Gillham adds another element.
She declares she hoped the new
deal would prompt T'yne Tees tele-
vision in the future to look again
before giving away the distribution
rights for the coproductions in
which they are involved. In the
past, she explains, Tyne Tees tele-
vision occassionally allowed other
members of a coproduction consor-
tium to handle distribution rights
for the final product.

Second look. Everyone surveyed
concurs that the new arrangements
would mean that all the TV compa-
nies will scrutinize foreign sales po-
tential before agreeing to invest in
a production. “It has been the
trend in any case,” points out LWT
sales director, Martha Burke-Hen-
nessy, adding, “but now we’ll look
even more carefully.” Telso’s Clark

Ann Gillham

reiterates Burke-Hennessy’s as-
sessment, noting as well the desir-
ability of producing product that
also had long shelf life.

Burke-Hennessy also comments
that the tax exclusion has prompt-
ed discussions among her British
international colleages about the
wisdom of holding back major
sales, if that were to be possible,
until 1990.

While obviously all the ITV com-
panies are happy about the new
benefits, many feeling, however, it
has been done to counter the detri-
mental part of the act, Central
Television Enterprises sales direc-
tor, Bill Allan, is among those who
put a different interpretation on
the reason the government has left
overseas sales off the hook. Says
Allan, who also is chairman of the
British Television Distributors’
Association, “The government rec-
ognizes the benefit to our country
which our overseas television sales
bring.”

While U.S. distributors are reti-
cent about publicly announcing ex-
port revenue because it will call at-
tention to the number of American

Martha Burke-Hennessy
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Competition

Television Suisse Ramande
1211 Geneve 8

Tel: (220293333 Telex: 427701

An inievno'ionol TV program compehlion
Open ta eniries from broadcosters, indepen-
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Radio Report

Station swaps highlight
active acquisition scene

It was Westwood One’s acquisition of KIQQ Los Ange-
les, now KQLZ, that got the big headlines in the con-
sumer press because it’s in Los Angeles and because of
the salaries involved. USA Today reports KQLZ’s new
morning man and programmer Scott Shannon, who
took WHTZ New York “from worst to first in just 74
days,” will pull down $2.3 million a year. And that his
major Los Angeles competition, Rick Dees on KIIS
and Jay Thomas at KPWR draw “just under” $2 mil-
lion and $1 million respectively.

But the latest spate of radio station acquisitions is
also notable because a couple of them involve station
swaps. NBC’s proposed sale of KNBR San Francisco,
its last remaining radio property, to Susquehanna
Broadcasting won’t. Neither does acquisition of four
radio stations by Merv Griffin’s Griffin Group from
Federal Communications Inc. for $34 million. Those
stations are WHJJ/WHJY(FM) Providence, R.I. and
WVEZ AM-FM Louisville, and Griffin has already
contracted to resell the Louisville duo for $6.5 million,
“since the group's focus is on larger markets.”

But Adams Communications Corp. and Channel
One Communications Inc. have filed an agreement
with the FCC with the intent to transfer ownership of
KSTZ(FM) St. Louis from Channel One to Adams for
$6.5 million and for Channel One to then take over
ownership of Adams’ KOOL/KEZK(FM), also St.
Louis, for $14.7 million.

Planned expansion. Les Elias, president and CEO of
Channel One, says he’s planning ‘“‘a substantial expan-
sion program: Our goal is to become a diversified com-
munications company with properties in a dozen of the
top 25 markets by 1993. We're already negotiating for
a Milwaukee station.”

Elias says he’s bullish on radio because “Radio has a
50 year track record of almost uninterrupted annual
revenue increases for those with the capacity to adapt
to a constantly changing marketplace and technology.
We want to increase our opportunities to be part of
this and to contribute to the innovations that keep
radio growing.”

Elias also says he plans no changes in the current
successful easy listening format of KEZK or in
KOOL’s oldies sound. In Milwaukee, where he says the
contemporary jazz/new age format featured by WBZN
AM-FM “has been developing nicely on its own, with-
out benefit of any promotion,” the only change he
plans is to “start backing up its natural audience ap-
peal and favorable word of mouth with some advertis-
ing and promotion, to give WBZN the higher profile it
deserves and make it a more significant competitor in
Milwaukee.”

In a second station swap situation, WFTQ/
WAAF(FM) Worcester, Mass. is being traded for
WEKS(FM) LaGrange-Atlanta. Brokers in the trans-
action are Media Venture Partners and Americom Ra-

dio Brokers. Americom calls the deal “‘an exchange of
assets with each station being worth $15 million, for a
total transaction value of $30 million.”

Owner Xenophon Zapis is trading WEKS Atlanta to
NewCity Communications for the latter's WFTQ/
WAAF(FM) in Worcester. NewCity’s principals in-
clude Richard Ferguson, Robert Longwell, Jim Mor-
ley, Rich Reis and Michael Weinstein.

Business in west is best
for both local, spot in ’88

Local radio business made its best showing in the west
last year, according to an analysis of regional revenue
figures by the RAB. The bureau’s study is based on
respenses from 97 markets representing 56.6% of the
U.S. population. RAB estimates total local radio reve-
nues in ‘88 at $6,628 million, up 8.5% from the previous
year.

Data from the RAB billing pool showed the west up
13.6% in local business. Lowest increase of the five
regions was scored by the east, up 4.4%. The midwest
rose 10.1%, the southeast 9.6% and the southwest 5.7%.

The west also did best in national spot, which was up
13.4%. One region was down-—the southwest, which
declined 1.8%, according to the billing pool. The east
was up 9.6%, the southeast rose 8.7% and the midwest
climbed 4.9%.

The RAB estimates spot radio will total $1,479 mil-
lion this yvear, up 5.5% from ’88. The latter year was up
6.6% over 87 t0 $1,402 million. While the 6.6% increase
is based on Radio Expenditure Reports, the dollar
figures are updates from the FCC’s 1980 base, the last
year the Commission required financial reports from
radio and TV stations.

RAB’s billing pool shows spot up 8.6% in '88. RER’s
actual dollar figure for ’88 was $985 million. This dif-
fers from the RAB estimate because RER figures are
based on rep-commissionable data only.

Network sales up 10.7%
in February; no sign of letup

Network radio, which has been bouncing back nicely
since the first half of last year, bounced up by double
digits in February. The Radio Network Assn. reported
that web business was up 10.7%.

This followed a 7.1% rise in January. February is the
ninth consecutive month of gains for the audio net-
works,

RNA president Peter Moore attributes the in-
creases to both new products and clients and increased
spending on existing products and clients. And there is
no sign of letup for March and April, he says. The first
quarter wil probably exceed the projected increase of
5.5-6% made earlier, the association feels.

Network revenues in February were $27,976,856, up
from $25,284,089 in February ’88. First quarter reve-
nues last year were $80,604,213, down 0.7% from the
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INTERNATIONAL REPORT

programs being imported by over-
seas broadcasters, who frequently
are harrassed by fiercely national-
istic groups, the British approach is
exactly the opposite. The BTDA is
anxious to publish the total British
television export figures to show,
proclaims Allan, “Just as Los An-
geles is the center for production,
London is the center for distribu-
tion.”

Adding fuel. Observers point out
that the combination of the in-
creased taxes on the stations and
the elimination of taxes on overseas
sales will provoke a reaction that
will add fuel to those who are ex-
tremely critical of the govern-
ment’s approach to television.
They explain that many of the sta-
tion managing directors already
have said that the additional levy
will mean there will be less money
for programming.

Additionally, they note, every-
one seems to admit that most fu-
ture programming proposals will
have to pass an exhaustive “inter-
national” test. As a result, the pro-
duction of the relatively high bud-
get programs which the British like
to identify as quality programs, but
which generally do not appeal to
American audiences, are likely to
be eliminated. Their place, the ex-
perts contend, will doubtless be
taken by far more programs de-
signed to satisfy mass audiences.
While this might not bother the av-
erage Briton, it is bound, say the
observers, to arm the guardians of
British television “quality” with
enough ammunition to fight anoth-
er day.—lrv Margolis

Network TEN
expands in U.S.

Network TEN, Australia, is ex-
panding its American operation.
Bill Carrick has been appointed
president of Network TEN U.S.A.,
responsible for the development of
the organization’s relations with
the American entertainment in-
dustry. In addition, Rebecca Segal
has been named vice president in-
ternational, responsible for dealing
with U.S. distribution companies.

A square deal
made to market
DBS antenna

British Satellite Television, the
U.K.’s direct broadcast satellite
franchise holder, finally has ob-
tained the exclusive rights in most
of Europe, Australia and New Zea-
land to manufacture and market
the small one-foot-square flat an-
tenna it hopes will give it the edge
over rival, Sky Television.

The argument essentially is over
asthetics, not quality of reception.
The “squariel,” as it is known, is
slightly smaller than the dishes be-
ing built to receive Sky and because
of its shape, fits more unobtrusive-
ly on the sides of buildings.

There had been suggestions that
the delay in reaching an agreement
with Fortel, the small Scottish
company which developed the sys-
tem, would place BSB’s whole con-
sumer dish advertising approach,
based on the theme, “It’s smart to
be square,” in jeopardy.

BBC arm to get greater reach

BBC TV Europe, a simultaneous transmission of the BBC’s main
broadcast network, was scheduled to shift to a new satellite transpon-
der from April 1 enabling it to reach far more prospective viewers

throughout Europe.

Until now, says Noel Harvey, BBC Enterprises head of cable and
satellite relays, the programming has been particularly popular in the
Scandinavian countries, where viewers have been receiving it on cable
systems retransmitting it from the west spot beam of Intelsat V. He
adds that by moving the east spot beam, clear reception will also be
available throughout a large part of western Europe extending into
Spain and Portugal. Harvey estimates a large potential viewership in

those countries.

Although BBC TV Europe is encrypted and principally broadcasts
BBC 1 at the same time it is being aired terrestrially throughout the
U.K., officials replace imported programs and feature films with BBC

Fs

In recent weeks, Sky executives
had been talking with Fortel, lead-
ing to speculation that Sky might
actually outflank BSB on this cen-
tral part of BSB’s strategy. BSB
says it will appoint manufacturers
in the near future.

‘Little Missy’
Brazilian
bombshell

Globo TV is crowing over the Euro-
pean success of one of its telenove-
las, Little Missy, which it claims is
getting better ratings in a few terri-
tories than some of the powerful
American soaps.

In West Germany, for instance,
ARD moved the start of its broad-
cast day back to 3 p.m., an hour
earlier than it had been transmit-
ting in the past, to accomodate the
Brazilian series.

Since its inception it’s been get-
ting an increasing number of view-
ers, now close to two million,
roughly 6% of the audience; in Den-
mark, where it is broadcast on TV2,
Little Missy is capturing two-
thirds of the audience; and in
French-speaking Switzerland it is
attracting a 43% share.

BrightStar adds
LANA newsfeed
from England

BrightStar Communications, in-
ternational satellite carrier of TV
programming, has added the daily
Latin America/North America
(LANA) newsfeed from Great Brit-
ain to broadcasters throughout
North and South America. Bright-
star is carrying the LANA feed,
which is produced by Visnews Ltd.,
via two separate transmission
routes for access by North Ameri-
can and South American subscrib-
ers. For North American subscrib-
ers, BrightStar transmits from the
London Teleport to the Washing-
ton International Teleport (WIT)
via BrightStar’s dedicated tran-
sponder on Intelsat 332.5°E. The
feed is uplinked from WIT to Wes-
tar 5 for downlinking by stations
and networks in the U.S. and Cana-
da.
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Radio Business Barometer

Spot business up
3.7% in February

The hot pace of spot radio business
in January (see Radio Business Ba-
rometer, March 6) didn’t hold up in
February, but the two months to-
gether still add up to a respectable
figure.

The February increase came to
only 3.7%, following a 15.6% rise in
January, according to Radio Ex-
penditure Reports. For the nine
weeks of the two-month period, the
increase amounted to 9.3%.

January-plus-February add to
nine weeks because the first month
of the year was a five-week Stan-
dard Broadcast Month (SBM),
while the second month was four
weeks., No adjustment to either
month was required since the com-
parable months in '88 contained
the same length SBMs.

The RER figures, based on re-
ports from reps, show February
billings to be $63,432,900. The year
before the corresponding number
was $61,148,200.

Ina pattern reminiscent of a cou-
ple of years ago, the smaller mar-

February
National spot +3.7%
(miltions) 1988: $61.1 1989: $63.4

1988 adjusted: $61.1

Changes by market group

Mirrket Biiling s % chy.

qreidp) (rruils.) 89 88
=10 $22.7 -1.5%
125 13.9 +2.7
2650 10.3 +3.2
51 6.5 +13.4
cite e e b sttt oo
22

kets did much better business in
February than the larger markets.
Specifically, the 51-plus markets
did better than the three larger
market groups broken out by RER.

In fact, the top 10 markets were
down in February. The drop was
small-—only 1.5%—but it was the
only decline shown by the four
market groups. The top 10 markets
took in $22,738,900 in February in
spot business, compared with
$23,088,500 the year before.

The leading performance by the
51-plus markets translated to an
increase of 13.4%. Billings came to
$16,525,800 vs. $14,574,200 during
February '88, an increase of slightly
less than $2 million.

The other two market groups
showed small increases. The 11th-
to-25th group rose 2.7% in billings
during February, while the 26th-
to-50th markets were up 3.2%.

Billings for the 11th-to-25th
group amounted to $13,889,000,
compared with $13,529,700 during
February '88. As for the 26th-to-
50th market group, time sales to-
taled $10,279,200 in February, as
against $9,955,800 during the cor-
responding '88 month.

The 9.3% increase for the first
two months of 1989 brought the to-
tal spot radio time sales to
$125,800,400. The year before the
figure was $115,086,400.

In the RER breakdown of mar-
ket groups, the top 10 markets were
up 6.7% during the two months.
Total billings came to $46,948,300
vs. $43,994,200 for the year before.
That represented the smallest per-
centage increase of the four market
groups.

Biggest increase

The biggest increase, as might be
expected, was scored by the 51-plus
markets, up 12.2% during the Janu-
ary-February period. Billings were
$31,170,600 as against $27,779,800
in '88.

Next biggest increase was earned
by the 11th-to-25th markets, up
11.4%. Time sales amounted to
$27,650,700, compared with
$24,827,500 in '88.

Finally, the 26th-to-50th mar-
kets showed an 8.4% rise. Sales to-
taled $20,030,800 vs. $18,484,900
the year before.

A year ago, the first two months
were up 17.5%. But that compared
with nine weeks of 88 vs. eight
weeks of '87.
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'87 first quarter.

All four sales territories were up, three of them by
double-digit percentages. New York barely scratched
out an increase, rising 1.7% to $16,275,442, still reflect-
ing the buying reassignments to Chicago to Ogilvy &
Mather, starting the latter part of last year. Biggest
increase came out of Detroit, where auto spending
jolted billings up 68.5%, to $2,372,154. Chicago was up
19.1% to $7,596,431 and Los Angeles rose 16.3% to
$1,732,829.

Bonneville pushes format
said to ‘sell itself’

Bonneville Broadcasting has started aggressively mar-
keting Radio One. This is a format that stations that
have already adopted it say sells well, both locally and
nationally.

KDAL-FM Duluth, Minn. started with Radio One
in 1985 when it was a brand new station in the market.
Programmer Tom Moran had developed it for Church-
ill Productions, and John Snee, vice president, general
manager, KDAL AM-FM, says Moran “deserves a lot
of credit.

“He came here to Duluth and took a personal inter-
est in making sure it was working right for us. That was
before Bonneville bought it last year and Moran joined
Bonneville.”

Bonneville says the format’s blended ‘“‘matched
flow” programming ‘“encourages listeners to do less
dial hopping and inspires longer listening than found
with nonblended music. Song sequences of compli-
mentary tempo, pitch and style smoothly transition
listeners from one selection to the next, making the
music easily accessible and nonintrusive.”

Moran himself describes Radio One as “applying to
adult contemporary sound the bridging or segue tech-
niques that work so successfully for the better easy
listening and beautiful music formats.”

Limited commercials. Moran recommends a limited
commercial policy with Radio One: “We suggest sta-
tions limit themselves to no more than four breaks an
hour and no more than three commercials to a break.
That’s 12 units per hour, max.”

In Duluth, Snee reports Radio One “works well with
our AM, which carries a lot of news and play-by-play
sports and does very well among the 35-54, older end
of 25-54. At the same time, Radio One on our FM
skews a bit younger, particularly among the 25-44s. So
together, the combination does well among the whole
25-54 bracket.”

Snee recalls, “The first year with Radio One, we
spent knocking off the market’s other AC. It took us a
year before they switched formats. Today we're still
the only AC on FM here. The competition—our other
FM stations—offer country, classic rock, classic hits
and CHR.”

Anyway, once KDAL had the AC audience to itself,
Snee says, after year one, “Sales really took off in year
two, and we’ve been going great guns ever since,
Though 80% of our business is still local, our AM-Fm

combo works so well together, our rep, Katz Radio, has
been able to produce a significant increase in national
business.”

Snee says that when KDAL bowed in 1985, it was
the 20th radio station in a market split between Du-
luth and Superior at the southern end of the market
and the north end. “The north end is three towns 70
miles away in what’s called the Minnesota Iron Range.
And each of those three towns has its own radio sta-
tion, so you see what kind of geography we've been
able to overcome.”

A more recent Radio One customer is Nancy Wa-
ters, owner and president of WCXT(FM) Muskegon,
Mich. The station had been heavy metal until 1987
when, Waters explains, “We started looking for a for-
mat that would be easier to sell. In the process, we
listened to sample tapes of a good many different AC
formats. But when we heard Radio One’s matched
flow, the transition between selections was so smooth
that even on some of the more up-tempo numbers,
you'd have to be listening really hard, really paying
attention, to notice where one song ends and the next
begins.

“But my liking it,” adds Waters, “‘is not what’s im-
portant from a business standpoint. That’s just a mat-
ter of personal taste. What is important is that this
format turned out to be one that practically sells it-
self.”

Waters concedes WCXT is not yet No. 1 but says it
does have 100,000 watts and is heard over a wide area.
“Where we’re heard, we’ve found businesspeople and
professionals like the sound and have us on—not only
when they roll out of bed in the morning but often
throughout much of the day, in their stores and offices.
The right people turn us on and keep us on.”

Radio still top medium
for influencing teen buying

Radio again came out as the top medium in influenc-
ing teenage buying, according to the 36th annual Rand
Youth Poll survey on the subject, but television also
made significant gains. In the study, Teen-Age Eco-
nomic Power—1988, 88% of the 2,555 boys and girls
13-19 sampled said radio was an “excellent” medium
for effectively conveying advertising messages to
them.

Radio was followed by magazines, with 64% consid-
ering them “excellent,” while TV moved up to 60%
from last year’s 54%. Percentages rating other media
“excellent” were: direct mail, 40; cable T'V, 36; hand-
outs, 24; newspapers, 14; and billboards, 7.

The study says teenagers spent a record $55 billion
on everyday personal items in 1988, compared with
$53.7 billion the previous year. They also put aside
$11.2 billion in savings for such costly acquisitions as
computers, typewriters, cars, TV sets and VCRs, and
$33.5 billion was given to them by parents for the
purchase of household food. Meanwhile, another
$149.2 billion reportedly was disbursed as the result of
teen urging of parents to buy products and services for
the home and family.

Television/Radio Age, April 3, 1989
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A Filim Phenomencs

In February 1935, The March of Time
was born. Every month, it exploded
across the screens of 20,000 theatres
worldwide, attracting some 30 million
viewers, The series originated in the
turbulent mid-30's and continued
through World War Il and the post-War
years until 1951. It was and is an ex-
traordinary series—the first ever in film
history to tackle a wide variety of con-
troversial social and political issues.

Called “the roots of today’s genera-
tion,” The March of Time utilized a
unigue combination of actual film foot-
age and staged reenactments. The se-
ries did more than just report the facts
of each news story, it gave viewers in-
sight and perspective as well. Enor-

SFM Entertainment/Division of SFM Media Corporation-1180

mously influential, The March of Time
left an indelible mark on the film indus-
try and impacts on the television docu-
mentaries of today.

In celebration of the series’ 50th
anniversary, SFM Entertainment, asso-
ciated with Time, Inc., proudly an-
nounced the rebirth of The March of
Time. In conjunction with London’s
Flashback Productions, Channel 4 Tele-
vision premiered The March of Time
series in 1985 to an enthusiastic British
television audience, an association
which continues teday. Now available
throughout the world, The March of
Time once again marches across the
screen, leaving another indelible mark
on today’s generation.

sfm
eaberaainment

4.

II-
Channel Four Television
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(D-Mass.), chairman of that pan-
el's Telecommunications Subcom-
mittee, sent a letter to Secretary of
State James Baker, taking issue
with the department’s endorse-
ment of 1,125/60.

Further, the Sixth World Con-
ference of Broadcasting Unions,
meeting in Washington a few weeks
ago, failed to agree on a world
HDTV production standard, re-
jecting both 1,125/60 and the Euro-
pean-proposed 1,250/50.

All of these developments are
taking place against a background
of a broad national effort to devel-
op an NTSC-compatible HDTV
system, as well as revive the flag-
ging fortunes of the U.S. electron-
ics industry and make sure U.S.
business receives a sizeable portion
of the HDTV pie.

Wide-screen 525

What NBC will show at the NAB
exhibition will be equipment to
shoot and record a wide-screen,
525-line version of its Advanced
Compatible Television (ACTV)
system. It is designated ACTV-E to
distinguish it from ACTV-I and
ACTV-II. ACTV-E and ACTV-I
are both transmittable via a stan-

dard 6 MHz channel, while ACTV-
Il requires an additional 6 MHz
channel.

Steve Bonica, vice president, en-
gineering, for NBC, describes
ACTV-E as a “three-quarter ver-
sion” of ACTV-I, featuring, in ad-
dition to a 16:9 aspect ratio picture,
‘““‘some image improvement.’’
ACTV-1is designed to transmit ei-
ther a 525-line picture with pro-
gressive scan or a 1,050-line picture
with interlaced scan. ACTV-II is
1,050-lines interlaced with en-
hanced picture resolution and
could presumably be called “true”
HDTV. All employ the 59.94 field/
frame rate.

The virtue of ACTV-E, says
Bonica, is that when the Federal
Communications Commission de-
cides on a HDTV standard—and
assuming it chooses 1,050/59.94—
ACTV-E will be ready to go with
broadcast equipment costs pretty
much at the present level. The
home sets to receive ACTV-E will
be the same to receive ACTV-I
when ready.

“High-definition equipment
costs today,” says Bonica, “‘mean
about $400,000 for a camera and
about $250,000 for a recorder.”” But
a studio camera for ACTV-E will

Test of 1,125/60 system via [iher nptic Lransmission was conducted for
Southern Bell and NASA by Bellcore, researeh and engineering consor-
Lium [or regional Bell operating companies while covering taunch of
space shattle Discovery. Above, Steven Jaffe, member of Belicore tech-
recal staff, udjusts Sony monilor, purl of consortium’s sophisticated
ATV production faciltitics, before launeh.

26

www americanradiohistorv com

set broadcasters back no more than
$50,000, and, for the most part,
only minor modifications to trans-
mitters will be required, maintains
the NBC executive. He also notes
that an ENG portable camera for
ACTV-E will be shown at the NAB,
as well as a studio camera and re-
corder.

As for the leap from ACTV-E to
ACTV-1, that would require new
production equipment, Bonica
points out. And the jump from
ACTV-I to ACTV-II means a
“transmitter upgrade.”

Bonica also points out that the
research and development work on
production equipment for ACTV is
purely an NBC initiative. He dis-
tinguishes this from the work on
ACTV being done by the David
Sarnoff Research Center, which is
focusing on transmission.

NBC applied to SMPTE last fall
for approval of the 1,050/59.94 sys-
tem as a production standard, join-
ing the 1,125/60 system. While the
company had no hardware at the
time to verify its workability, the
application was not premature,
Bonica insists. “The parameter
values are possible to achieve,” he
says. “The systems are attainable.”
He also makes the point that
NBC’s production standard pro-
posals don’t relate only to ACTV.
“They’re for anyone who is inter-
ested in compatibility.”” The
SMPTE application, he says, de-
scribes a “fundamental system
with potential for alteraticns and
modifications to optimize various
applications.”

Rejects Japanese format

While seeking to join 1,125/60 as
an SMPTE HDTYV standard, NBC
rejects the Japanese-developed
format. Bonica argues that 1,125
“provides no benefits to the U.S. If
it’s not a world standard, it has no
value because of its lack of compat-
ibility.” And 1,125 won't become a
world standard because the 50 Hz
nations won't accept a 60 Hz sys-
tem, Bonica declares.

The lack of agreement on this
score was sharply outlined at the
Sixth World Conference of Broad-
casting Unions. Its recommenda-
tions on an HDTV production
standard noted that **a consensus
does not presently exist among

Television/Radio Age, April 3, 1989
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Despite loss of
support, 1,125/60
isonly HDTV
system with
equipment available
for production.
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Support for 1 125/60 system unravels;
NBC to show ‘entry level’ equipment

Battle over HDTV
production standard
back to square 17

By ALFRED J. JAFFE

BC will exhibit “entry level”
N high definition television
equipment at the upcoming
National Assn. of Broadcasters
convention in Las Vegas. It will be
the first HDTV equipment shown
in the U.S. representing a potential
American standard other than the
1,125/60 system, which already
wears the mantle of a production
standard.

This unexpected development is
the latest in a series of events which
have seen the unraveling of support
for the 1,125/60 system, backed by
the State Department and ap-
proved as a production standard by
the Society of Motion Picture and
Television Engireers, the Ad-
vanced Television Systems Com-
mittee and the American National

Mo wnadiiac " ol TR

Standards Institute. (SMPTE
dubbed it the 240M standard.)

Knocking the pins from under
the 1,125/60 standard, though it’s
the only HDTV system with equip-
ment available, have been a num-
ber of negative filings with the Na-
tional Telecommunication and In-
formation Administration,
triggered by a Notice of Inquiry by
the NTIA on the question of
whether 1,125/60 should continue
to be supported. There is still con-
siderable support for 1,125/60 and
some of the NTIA filings ques-
tioned N'TIA’s authority to become
involved in the standards issue.

In addition to the NTIA filings
attacking 1,125/60, two key mem-
bers of the House of Representa-
tives, John Dingell (D-Mich.),
chairman of the Energy and Com-
merce Committee, and Ed Markey

1,125/60 equipment shoots CBS’ ‘Littlest Victim’

| S
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that question first early in the '80s.
Later, a U.S. study group came out
in favor of NHK’s 1,125-line sys-
tem. But it looks now, says De-
Priest, that some U.S. interests are
backing out of their support of the
Japanese-developed system. This
is happening though SMPTE mod-
ified it before making it a U.S. pro-
duction standard.

Meanwhile, 1,125/60 remains the
only HDTV system available for
production. It has been used for
movies, among them features made
in the U.S. and Italy, for a miniser-
ies in Canada, for a number of com-
mercials, for cable shows and epi-
sodes of TV series and for a TV
movie on CBS titled The Littlest
Victims, a story about children
with AIDS, to be shown later this
month.

The “imaging” chores and post-
production on The Littlest Victims
were handled by 1125 Production,
headed by David Niles, one of the
HDTYV pioneers, who started with
a hi-def facility in Paris five years
ago and opened one in New York in
1987. Niles says he has the largest
HDTYV facility in the world. His
people and equipment and are now
in Russia, shooting Moscow Melo-
dies, a half-hour “comedy-musi-
cal” coproduced with the Soviets.

“Anything you can do...”

Niles says that, “to some de-
gree,” he can do everything in 1,125
that he can do in NTSC (525 lines),
so far as image manipulation goes.
Equipment makers, such as Sony,
are now into the third generation of
1,125/60, he points out, with the
Japanese manufacturer expected
to introduce HDTV digital effects
and a “totally digital” HDTV VTR
at the NAB convention beginning
the end of this month.

Described as some sort of Re-
naissance Man (he’s an engineer,
designer, architect and director),
Niles is a member of the Technical
Committee of an international
HD'T'V Production Standards
Committee which met in Moscow
last January. The Moscow group
delined a set of tests “that will pro-
vide ohjective technical data to as-
sist CCIHR in the choice of the best
HD'T'V production standard.”
Work on Lhe tests was scheduled to
hegin last month.

Niles says the tests will be essen-
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tially a comparison of 1,125/60 vs.
1,250/50. The Moscow group is
meanwhile waiting for equipment
for the European system. As for
1,050, there's no workable system
available, Niles points out. And
while there has been talk about a
Russian 1,375-line system, so far
that’s only a proposal, explains
Niles.

However, U.S. Congressional
sources have raised questions
about whether the tests would re-
sult in the transfer of technology to
the Soviet Union. Late last month,
Representatives Markey and Don
Ritter (R-Pa.), as members of the
Telecommunications Subcommit-
tee, asked the Commerce Depart-
ment to determine if there was any
danger of this.

Transmission testing

The most important testing ac-
tivity currently, a project that will
eventually lead to an FCC decision
on a U.S. transmission standard, is
now underway at the Advanced
Television Test Center in Wash-
ington.

Transmission tests
of HDTV systems
may not be finished
until 1991.

While the ATTC’s task is con-
fined to testing HDTV transmis-
sion, and not production, systems,
the choice of a transmission stan-
dard—assuming there is only
one—will have a major impact on
the choice of a production stan-
dard.

At present, the ATTC is only
testing signal propagation charac-
teristics, not any particular HDTV
system, reports the center’s execu-
tive director, Peter Fannon. This
includes wideband (wider than 6
MHz) transmissions on the UHF
and GHz bands. The ATTC has
undertaken to test signals on the
2.5 and 12 GHz bands despite the
FCC’s warning that going beyond
the presently allocated terrestrial
hroadcast bands could unleash
complicated regulatory issues.
Most important is the testing of
two simultaneous, non-contiguous
(widely separated in frequency)

signals to determine whether any
unpredictable time delay problems
would result when they're com-
bined in the receiver. This is be-
cause a number of proposed HDTV
systems employ a regular 6 MHz
channel plus an “augmentation”
channel, and the latter would prob-
ably have to be in a different part of
the spectrum.

Fannon expects the facility for
testing HDTV systems will be com-
pleted by October. “We are fully-
budgeted, we’re hiring staff and
we’ve ordered much of the equip-
ment.” But there are still problems
to solve. Primary among them is to
be fair to all systems tested. The
same source picture material will
be used, for example, for testing all
candidates, but that’s still being
discussed.

Then there’s the question, notes
Fannon, as to whether the ATTC
should use the best currently avail-
able format—meaning 1,125/60—
and transcode it for each system for
testing, or use pictures shot in ev-
ery format, dubbed “the sequential
shoot, multi-format approach.”
There are four formats being con-
sidered: 1,125-line, 60 fields with
interlaced scan; 1,050/59.94 inter-
laced; 525/59.94 with progressive
scan, and 787.5/59.94 progressive
{the Zenith system).

Recording digitally

Also, the ATTC would like to re-
cord all the tests digitally, but the
only digital recorders for HDTV in
existence are those built for 1,125/
60. That means the ATTC would
have to build special digital record-
ers for all the other formats, unless
they are supplied by the candi-
dates. Then there’s the question of
a reference standard against which
all the HDTV systems would be
compared. That debate is still un-
settled, says Fannon.

Fannon believes that some of the
candidate systems will not be ready
until the end of next year. When all
the tests are finished, the ATTC
will make the results public
(though with no recommendation)
and pass them along to the FCC’s
ATV Advisory Committee. The
latter would then make a recom-
mendation to the FCC and the
Commission would have to decide
whether to accept it. But a lot of
water will go over the dam first. O
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broadcasting unions in favor of any
single HDTV production standard
presently hefore the CCIR, specifi-
cally including 1,125/60 and 1,250/
50. Further, that the achievement
of a single worldwide HDTV pro-
duction standard is presently made
difficult due to seemingly unresolv-
able differences of opinion as to
whether those standards presently
proposed satisfy the interests and
requirements of broadcasters
throughout the world.”

Don Wear, senior vice president
and general manager of CBS
Broadcast International, who was
chairman of the conference as pres-
ident of the host union, the North
American National Broadcasters
Assn., points out that the technical
committee of the worldwide group
deliberated for 13 hours before
agreeing to disagree. “There seems
to be no present way that the con-
flict can be resolved. Rather than
ignoring that fact, the conference
acknowledged it.”

Arougd the corner?

Nevertheless, Wear expressed
the view, echoing the conference it-
self, that this doesn’t kill the long-
term outlook for a world standard.
“There may be a threshold around
the corner. Individual markets may
make some standards, which may
lead to a de facto standard.”

The conference recommenda-
tions predicted that in the leng-
term digital technology “will allow
easy transition from production to
delivery formats.” While the rec-
ommendations did not mention it,
there is already a single world digi-
tal standard for the three existing
color formats. This is CCIR Rec-
ommendation 601, which covers
“4:2:2” equipment, including D-1
tape recorders, {The CCIR is an or-
gan of the International Telecom-
munication Union, which sets
world standards for broadcast
equipment.)

Another option being considered
is a compromise production stan-
dard in which a great deal of com-
monality would be achieved with-
out complete commonality. Stud-
ies on two basic approaches were
recommended by the world broad-
casters’ conference: gystems based
on a common image structure and
systems based on a common data

David Sarnoff Research Center, where work is being done on NBC's
Advanced Compatible TV system (1,050/59.94), which is being
proposed as a production standard.

rate.

The concept of a common image
format has been brought up before,
most recently in January, at a
CCIR panel meeting in Geneva.
The idea was not adopted at the
Geneva meeting, but NBC’s engi-
neers latched on to the concept and
broached the possibility of a com-
promise standard centered on the
European-proposed 1,250-line
rate. Michael Sherlock, president
of operations and technical services
at NBC, spoke of a common image
format that “implies the coexis-
tence of parameters” at 1,250/59.94
and 1,250/50. The NBC stand was
influenced by the rapid progress
made on the 1,250/50 system under
the aegis of the European Eureka
consortium—a system referred to
now as EU 95.

U.S.’ ‘useful’ option

How does this square with
NBC’s support of 1,050? Sherlock
says that his company continues to
support 1,050 but is now rolling on
two tracks just in case there is a
chance for a world production stan-
dard. Bonica says NBC is asking
the industry to choose. The U.S.
TV industry, he explains, may find
an international standard “‘useful”
for program exchange, a reference
to the fact that the U.S. is the big-
gest exporter of film and TV soft-
ware.

There is some opposition to
NBC’s pushing 1,050/59.94 as a
production standard. Richard Ire-

dale, head of The Del Rey Group,
which has developed a wide-screen,
900-line system using 6 MHz,
called HD-NTSC, feels, as do many
others, that a transmission stan-
dard should be decided on first.
“Then a production standard will
fall into place.”

Iredale has problems with both
1,050/59.94 and 1,125/60 because,
he says, there are difficulties trans-
coding them into other HDTV sys-
tems, including his own. He also
argues that ACTYV could not be an
international standard “because its
vertical resolution is too low.” And
he believes the three phases of
ACTYV are an unnecessary compli-
cation.

Iredale notes that he has pro-
posed a production standard en-
compassing 1,500 lines, progres-
sively scanned, but with 24 frames
per second, in synch with film, “An
international production standard
should mimic film with a high line
count and progressive scan.” In the
meantime, HD-NTSC is making
some progress in simulation tests in
Canada—but at a snail’s pace.

Also supporting the idea of
choosing an HDTV transmission
system before a production system
is the Assn. of Maximum Service
Telecasters (MST), which said so
in its response to the NTIA Notice
of Inquiry on whether the U.S.
should maintain support for 1,125/
60. Gregory DePriest, MST vice
president, explains that the reason
a production standard has emerged
is that the CCIR decided to settle
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CBS affils supplemented Ed Bradley’s Demo convention coverage.

by being fed footage on major sto-
ries. “With ABSAT the affiliates
benefit most since it’s mainly a
point-to-point SNG operation for
their own local news or other affi-
liates.” The stations provide mate-
rial on both scheduled events, such
as presidential nominating conven-
tions and NCAA basketball tour-
neys, and breaking stories, such as
last year’s Dallas plane crash, the
prison riots in Atlanta and Louisi-
ana in late 1987 and “the biggest
story of them all, the little girl [Jes-
sica McClure] in the well in Mid-
land, Tex.”

There have been no drawbacks,
he feels. “It’s increased ABC’s
newsgathering capabilities enor-
mously and helped change the way
we do business.” Initially, he says,
ABC fretted about possible con-
flicts among the 15 or so Affiliates
who belong to both ABSAT and
Conus. “We had thought problems
might arise there, but problems
haven’t materialized. The mem-
bers have satisfied both ABSAT
and Conus needs.”

No problems

At WCVB-TV Boston, Philip
Balboni, vice president of news,
who had expressed concern in 1986
ahout likely conflicts arising from
working with ABC and Conus, 1s
among those who found those fears
unjustified in the main. When
asked il problems have cropped up,
Balbonireplies, “*Not at all. [Us like

having two pood friends. As one of

the lirst involved in satellite news-
gathering, we're Lrying to allocate a
fair portion of our satellite business
Lo support ABSAT without harm-
ing Conus, since we're a strong and
loyal Conus member, too. There
seems Lo he enough to go around, so
far.”

Balbony adds, ““We're very
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pleased with the job ABC has done
in improving its news services, its
daily feeds and satellite news ser-
vices. It's made enormous strides
over the last four or five years, with
more material, better quality mate-
rial and being more responsive to
our requests for assistance.”
Things were not always so pleas-
ant. As Mickey Hooten, vice presi-
dent and general manager, televi-
sion, at Hearst Corp., had said in
1987 while chairman of the ABC
affiliates board, “Affiliates had
been disgruntled” with NewsOne’s
predecessor, Daily Electronic Feed,
which he said was “not a competi-
tive, viable source of news, not well
coordinated, [with] a lot of useless
material to the majority of the affi-
liates.”

Marty Haag, executive news di-
rector at WFAA-TV, also has no-
ticed considerable progress. “ABC
has gotten better over the years.
It's responded to various needs—
and criticisms—of the affiliates
and it's become much more respon-
sive to our needs.” Unlike several
years ago when the affiliate news
service was “lowest” on the totem
pole,” he says today “it’s getting
stories from areas pretty much as
we want, in response to tailored re-
quests and the like. Now I'd give
them improving, pretty high
marks.”

Out-of-town affiliates can come
to Dallas and request WFAA's
SNG truck and engineer “for a
nominal fee. Very little money
changes hands among affiliates,”
says Tapley. And WFAA cando the
same when it visits another partici-
pating ABC market. On the net-
work level he adds, “Hardly a week
goes by that ABC News doesn’t re-
quest footage for World News To-
night, etc.” WFAA and others
somelimes coniribute material to
20/20 as well, he says, citing a fea-

ture on a tornado that wiped out a
Texas town about two years ago
and another on a First Methodist
minister charged with strangling
his wife.

CBS

CBS NewsNet’s executive produc-
er John Frazee says that no fewer
than 50 affiliates have taken ad-
vantage of that network’s SNG
truck subsidy plan, under which
CBS pays up to $150,000 per vehi-
cle. By the end of this year, he fig-
ures another 10 will come on board.
The SNG project and the regional
news service have proven ‘‘very
successful,” he says. “At the outset,
there was the normal apprehension’
when you try to start anything new.
But we've worked through most
those things.”

Hurricane Gilbert came immedi-
ately to mind as an example of net-
work/affiliate cooperation. “That
was one of the most challenging
stories we’ve done,” says Frazee.
Space shuttle launchings and polit-
ical conventions stand out as illus-
trations of scheduled events, he
notes. “Every time there is a break-
ing story,” he adds, “we find new
ways to use our SNG capability.”

On the affiliate end, Philip
Jones, vice president and general
manager, KCTV Kansas City, says
NewsNet “has been very success-
ful, from an economic and a practi-
cal standpoint.” The truck subsidy
concept also has “worked real well.
Some had feared armies of these
trucks all over the country,” Jones
says with a chuckle, “but there are
not that many who want to spend
that much.”

Jones maintains that CBS pio-,
neered the regional news approach
about five years ago, but since that
occurred about the time when more
attention was given to who would
own CBS, it became “a quiet pio-
neer.” Nonetheless, CBS has done
*a masterful job on this,” he says.
That venture also represented a
change in attitude for the network,
whose execs previously had been
“more arrogant’” about stations be-
ing able to handle stories for net-
work use. As Jones said in 1987
while CBS’ affiliate board chair-
man, “Regionalization of the news
was a logical step in tightening our
relationship with the network.”

Because he saw NewsNet as im-
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Both sides laud exchange of stories,
millions spent on SNG truck subsidies

News services help
network/affiliate
partnership grow

By JAMES P. FORKAN

he affiliate newsgathering
I services of the ABC, CBS and
NBC television networks are
being deemed successful by most
participants, who regard these co-
operative ventures as increasingly
important in these economically
leaner times.

As Jim Tapley, news operations
manager at WFAA-TV Dallas, an
ABC affiliate, puts it, “In tight
budget times—and I don’t think
you’ll find a station anywhere
that’s not having tight budget
times—these services are more
critical to us, and all we pay for is
the satellite time.”

According to the networks, virtu-
ally all the affiliates contribute sto-
ries to and draw material from
these services. The cooperation
levels are bolstered by the growth
in affiliates’ ownership of satellite
news-gathering (SNG) trucks. Best
of all, the networks and most sta-
tions agree that potential conflicts
with other news consortiums,
chiefly Conus Communications,
have for the most part failed to ma-
terialize. Even those who three
years ago felt conflicts were inev-
itable are pleased to have found
otherwise.

Keep on truckin’

TV/RADIO AGE estimates that
affiliates of the Big 3 networks to-
day have no fewer than 137 SNG
vehicles roaming their own mar-
kets and elsewhere in search of
breaking news as well as covering
various scheduled events. At a cost
of $300,000-plus per truck, at least
$41 million has been allocated to-
ward such purchases, the bulk
since spring 1986. At least $20 mil-
lion of that sum is being absorbed

by the networks. Perhaps 14 addi-
tional SNG vehicles are likely to be
bought by affiliates before year’s
end, network execs project, at a
combined cost of about $4.2 mil-
lion, again with the Big 3 paying
roughly half.

Despite all the talk about the
major networks looking to cut costs
and eventually trim compensation
to affiliates, the networks are stick-
ing with their SNG truck subsidy
plans. Actually, the cost is not over-
whelming when looked at over the
long term. As Don Dunphy, Jr., vice
president of affiliate news services
at Capital Cities/ABC, notes, his
company is subsidizing half the
cost of such vehicles, up to
$180,000. That amount is paid out
to the affiliates in monthly incre-
ments over a five-year span.

Here is an update of the affiliate
news services at each of the net-
works—ABC’s NewsOne and
American Broadcasting Satellite,
CBS’ NewsNet and NBC’s Sky-
com:

ABC

NewsOne 1s divided into six re-
gions, the sixth added in July 1986:
Pacific, anchored in Los Angeles;
Mountain, in Denver; Southwest,
Dallas; Southeast, Atlanta; Mid-
west, St. Louis; and Northeast, in
New York. “It's very successful,”
says Dunphy, noting that 188 affili-
ates participate. “The whole sys-
tem generates 180 stories daily—
news and sports.” Regional feeds
run about 30 minutes a day, with
the largest ones (Southeast and
Midwest) running closer to 45 min-
utes each, he notes. There also are
national feeds at 11 a.m. (ET), 4
p.m. and 10:15 p.m. each day, he
adds.

In addition, ABC subsidizes
SNG trucks via its American
Broadcasting Satellite (ABSAT)
service, Dunphy continues. Cur-
rently ABC’s affiliates are using 37
such trucks, and Dunphy projects
that figure will grow to 45 by the
end of 1989. These, he notes, are
“spread all over the country,” from
Baton Rouge; Fort Smith, Ark,;
Wichita; New Haven, Conn.; and
Raleigh, N.C.; to Washington,
Pittsburgh, Detroit, Phoenix, Bos-
ton, Cincinnati and Houston. ABC
also has invested in three GTE
transponders to handle related af-
filiate news needs, he adds, so
ABSAT has come a long way from
its origins as simply a truck subsidy
program.

These efforts have paid off for all
concerned, Dunphy maintains.
“ABC benefits in breaking news”

Space shuttle liftoffs engender web/affil cooperation.

b
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Cable bites the hand that fed it

Direct response ads are down but may never be out

By EDMOND M. ROSENTHAL

argeting their audiences
I through cable networks and
the less established TV sta-
tions, direct response advertisers
have gone through a significant
growth period in recent years—
but, where the cable networks are
concerned, the medium is begin-
ning to outgrow the message.

The amount of DR placed on ca-
ble TV has yet gone unmeasured,
but the cable networks are report-
ing that the portion of their time
devoted to this preemptible, less
costly advertising is shrinking rap-
idly as solid ratings bring in full-
price advertisers. Nevertheless,
comments from the cable networks
suggest a transformation rather
than a disappearance.

Different terms forseen

“I don’t think it will disappear,”
says Laura Kunreuther, manager
of direct marketing for MTV Net-
works, “but direct response adver-
tisers may have to pay a higher
rate. If they go in as general adver-
tisers, they would be nonpreemp-
tible.” She expects that those ad-
vertisers that have back-end reve-
nue, such as magazines, would
continue to advertise but that
those who rely only on DR sales
would have a harder time with it.

Other networks indicate that
late night and other time periods
that are hard sells will continue to
give DR a home. And there's yet
another residence that will contin-
ue to keep its doors open for some
time. Charlotte Leonard, direct re-
sponse marketing manager at
Turner Broadcasting Sales, Inc.,
notes that CNN, Headline News
and TNT all give time back to affil-
iates, much of which goes unsold by
them. In these instances, DR from
the networks comes through. She
comments, “Direct response won’t
disappear until we get into a situa-
tion where the systems cover every
single break, and that’s not likely
to happen in the near future.”

Asspecialists in DR, Kunreuther

and Leonard have equivalents at
most of the other cable networks.
But the trend toward separating
the DR function only recently be-
came nearly unanimous as CBN
Family Channel and The Weather
Channel decided to go that route.

Dick Hammer, vice president,
director of sales at CBN, reports
that all DR is moving to a separate
sales staff at Virginia Beach head-
quarters. “We delayed it a year
longer than we really wanted to,”
he notes. “It will be handled as a
supplementary source of revenues.

“This will be serviced much bet-
ter out of Virginia Beach. When it
was negotiated by the general ac-
count people, they didn’t get to see
the copy or the tape, and when it
got to Virginia Beach, it was often
found unacceptable—from a busi-
ness standpoint, because of legal
problems or because of damaged
tape. Now we’ll have much better
communications.” What he de-
scribes as ‘‘business problems”
could be *“‘jewelry that is photo-
graphed through a monster magni-
fying glass.”

The new department at CBN is
headed by Bob Hammer, director
of direct response—no relation to
Dick Hammer—two account exec-
utives and three sales service repre-
sentatives.

Meanwhile, The Weather Chan-
nel would seem to be swimming
against the tide, but its unique for-
mat had led it to refuse DR when it
launched in May 1982 and to now
pursue it aggressively. Mike Eck-
ert, president, says the initial feel-

Bob Jeremiah

ing was that TWC wanted to deal
with higher quality products and
wanted greater contro!l in setting
guidelines and length of commer-
cials. Even now, it does not accept
120s or program-length commer-
cials for fear of upsetting its pro-
gramming flow.

But over the years, DR advertis-
ers kept after TWC, and now DR
represents 10-20% of inventory
over the course of a week, Eckert
says. “What we want to do,” he ex-
plains, “is deal with products that
help people prepare for, cope with
and enjoy the weather.” This in-
cludes products for lawns, gardens
and outdoor activity as well as the
likes of snow removal.

TWC has just named Barry Rob-
erts, formerly northeast regional ad
sales manager, to the new post of
director of direct marketing. And
Eckert says TWC will now pursue
this advertising actively, dealing
directly with the appropriate ad-
vertisers and even producing com-
mercials for them that blend with
the programming.

But that’s not all. Eckert dis-
closes that later this year, TWC
will get into catalogue marketing,
utilizing mailing lists from a range
of sources to send out catalogues of
weather-related products. These
products may or may not be those
that are advertised on TWC.

Declining inventory

As one of the most established
networks, ESPN isn’t taking a par-
ticularly aggressive stance with
DR. Bob Jeremiah, vice president,
advertising sales, says, “It gets all
the unsold inventory as a court of
last resort. It’s essentially run-of-
schedule and 100% preemptible.
The bulk of it runs morning, late
night and daytime.”

Jeremiah estimates that, over
the course of a year, ESPN sells
5,000-10,000 30-based units, al-
though the bulk are actually 60s.
He notes that running DR has pro-
duced one unexpected benefit:
“When we first came on the air,
direct response and per-inquiry
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The stories that got the mileage

WFAA-TV Dallas news execs offer a look at some of the stories and
events that have in the past year sparked the most interest from other
affiliates and the ABC network itself.

On March 18-19 WFAA provided coverage of the NCAA regional
basketball tournament in Dallas to about 11 stations, says Marty Haag,
the ABC affiliate’s executive news director. For a March 16 story on
apples tainted by pesticides, meanwhile, WFAA covered Dallas and
obtained footage from other markets for a broader focus on the scare,
adds Jim Tapley, the outlet’s news operations manager. The station
also has been covering the Texas Rangers baseball team’s spring train-
ing for other Texas outlets.

Last fall, WFAA covered several stories for itself, ABC and other
affiliates; a Delta Airlines plane crash in September, President Rea-
gan’s last speech in Dallas in November and a campaign appearance by
Democratic nominee Michael Dukakis in the Rio Grande Valley.
WFAA’s truck was used to provide pool uplink for the Big 3 networks
for the Reagan speech in Dallas, Tapley notes.

On the scene. For the Delta crash, WFAA’s SNG truck was used to
supply material to other stations owned by WFAA’s parent, A. H. Belo
Corp., as well as various ABC affiliates around the U.S. “We did
nothing all day from our truck but provide live shots from the crash
scene for other stations,” says Tapley. “We did 69 live shots in the first
12 hours, 96 in three days.”

WPFAA also assisted sister Belo stations, ABC and CNN in the
Hurricane Gilbert story last fall. All told, he says there were probably
six SNG trucks from various stations and networks in Brownsville,
Tex., early in the hurricane coverage, plus five others in Corpus Christi
and still more in Houston and other Texas cities nearby.

For last September’s space shuttle launch in Cape Canaveral, Fla.,
Tapley says, “We counted at least 30 SNG trucks at the launch site,”
including WFAA'’s, That of course was to cover the first shuttle mission

since the Challenger tragedy.

1

portant in strengthening the net-
work affiliate “partnership” and
supporting network news, Jones
says KCTV has avoided Conus and
other consortiums. “They were not
going to give me a dimension” that
CBS News could offer, he observes.

At WHIO-TV Dayton, Neil
Pugh, vice president and general
manager, says, ‘The experience
has been positive, a move in the
right direction.,” WHIO’s biggest
story contribution to the network
was coverage of a chemical spill
three years ago, Pugh recalls. More
recently, the station covered a Day-
ton doctor dubbed “the love doc-
tor,” who also was the subject of a
West 57th feature—though the
news magazine used its own foot-
age, Pugh notes.

WSBT(TV) South Bend, Ind., in
March contributed a story on the
murder of a woman by her hus-
band, while he was on parole, and
also has filled numerous affiliate
requests for coverage about the No-
tre Dame football season, says E.

Berry Smith, president and general
manager. NewsNet has been “very
successful,” in his estimation, al-
though he adds, “Operating costs
have been more than originally
thought and the SNG trucks have
been more costly than initially ex-
pected.”

NBC

NBC’s Skycom program consists of
two parts, says George Mills, gener-
al manager of Skycom. One is the
syndicated news service, in which
“all affiliates participate to one de-

gree or another.” The second is the
satellite operation, “the original
Skycom,” in which “about 50" af-
filiates have bought SNG trucks,
with NBC footing up to $150,000 of
each vehicle’s pricetag. By year-
end, Mills expects another “three
or four” to buy SNG trucks. On a
monthly basis, there are about
2,700 Skycom feeds, Mills esti-
mates. The heaviest times are be-
tween 4 p.m. and 8 p.m., and again
around 10:15 p.m., he notes. Exam-
ples of recent stories that have ben-
efited NBC and/or its affiliates,
Mills says, include: a plane crash in
Dallas last year, a jet fighter crash-
ing into an Indianapolis hotel and
Hurricane Gilbert (“We had a lot of
action on that one”), as well as
scheduled events like shuttle
launches and last summer’s con-
ventions. Citing shuttle launch-
ings, such as Discovery’s in mid-
March, Mills says, “The coverage
goes both ways. There's a good ex-
change of material,” some generat-
ed by the affiliates, some by NBC
News.

“The technology part from NBC
has been terrific,” says James Lyn-
agh, Cincinnati-based president of
Multimedia Broadcasting Co., who
was “very much involved in Sky-
com’s formation” as past chairman
of NBC’s affiliates board. Howev-
er, Lynagh observes, “NBC has not
taken as aggressive a role with affil-
iates as CBS in instigating regional
networks. They've left that up to
the stations. In some cases, it’s
worked, in others it hasn’t.” He
also is concerned that Skycom may
have less corporate support than
last vear. “This seems more of a
stepchild under [NBC News presi-
dent] Michael Gartner. He doesn’t
seem as involved in it as Larry
Grossman [his predecessor| was. I
assume it doesn’t have as high a
priority as under the previous ad-
ministration.” a

KAKE-TV Wichita SNG truck, one of 137 owned by affils
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Doug McCormick

to its audience and image. McCor-
mick says it wouldn’t accept adver-
tising for National Rifle Assn.

membership and that it is highly |
conservative when it comes to |

health-related products such as
weight-loss pills. Because its lineup
includes programming on Sundays
addressed to the medical profes-
sion, “we have to be holier than
Caesar’s wife.”

As with the other networks,
ESPN finds its two strongest cate-
gories to be magazines and video-
cassettes. But Jeremiah notes that
even a couple of these have been
taken off the air when consumer
complaints have indicated bad ful-
fillment records. There are other
products, he says, that would be ac-
cepted if the creative execution
were better. ESPN carries DR ads
for Playboy magazine, and, al-
though some viewers may object to
the product itself, ““I tell people the
commercial is extremely well done
and in good taste and it’s restricted
to evening and late night hours.”

Hammer at CBN notes that in-
surance companies once were a ma-
jor category, but this advertising
has declined as many states have
made reviews of their offers. Sur-
prisingly to some, religious prod-
ucts have not done particularly
well on the channel launched by
Pat Robertson.

Hammer, himself, thought one
product “would go like gangbus-
ters—but it just died.” This was a
book called His Face, a lavish cof-
fee-table volume of famous artists’
renderings of Christ’s face. Ham-
mer notes the price, somewhere
around $59.95, may have been the
deterrent.

Some DR for religious products
is rejected. One that Hammer re-
calls involved a scroll of the 10
Commandments inside a cross on a

gold chain: “We rejected it because
we felt that the offering on our air
would imply a tacit endorsement of
the product.”

At A&E, according to Rosenthal,
products that don’t fit with the
network’s image are screened out.
These include hair restoration and
get-rich-quick spots. The likes of
kitchen and car products are re-
stricted to daytime. She says DRs
for classical records can run in pri-
metime, but not hits of the '50s.
Advertisers like The New Yorker
and AT&T can run around the
clock, she notes, and so can a DR
for the dental product Plax—*be-
cause it looks like a regular com-
mercial until the 800 number
comes on.”’

Per-inquiry advertising

While the proportion of DR ad-
vertising is diminishing on cable
networks, per-inquiry ads, requir-
ing ho outlay by the advertiser, are
fast becoming extinct. At A&E, Ro-
senthal says that three years ago,
most of the DR advertising was on
a Pl basis, but now it's only 10-15%
and it all falls into the 4-8 a.m. time
period recently opened up by the
network.

The Turner networks still carry a
small amount of PI, according to
Leonard, and she has found one ex-
ception to the rule that networks
can make more money selling the
time than with PI. That’s with re-
cords—whether it's nostalgia like
The Unforgettable '50s and Stage-
door Canteen, current love songs or
country music,

At MTV Networks, the door is
shut. Kunreuther says that, effec-
tive last Jan. 1, the networks
stopped accepting PI because of in-
ventory availability. At Lifetime,
MeceCormick says, “When we can
determine that a time period is
more valuable for PI than for audi-
ence promotion, we’ll use it for
that, but we currently don’t have
any PI on the air.”

Program-length commercials

Hammer at CBN reports PI has
been treated separately for years:
“It’s a very small part of anything
we do on the air. It’s remnant in-
ventory that we would use at the
last minute—for example, when we
get defective tapes.”

While program-length commer-
cials, typically informative half-
hours with a pitch, have been on
the rise on TV stations (TV/RA-
DIO AGE, Dec. 26), cahle networks
are finding less time for them. The
Turner networks and TWC, for ex-
ample, don’t run them at all.

They’re now apt to nearly disap-
pear on CBN, according to Ham-
mer. He says that self-help pro-
grams have been run and that, as of
April 1, the handling of these shows
was to be transferred to the pro-
gramming department. He adds,
“That's going to be a very shrink-
ing inventory area because, effec-
tive Sept. 1, we’re going to be get-
ting into CBN Family Fun Factory.
This means children’s and family
programming 7-9 am. and 4-6
p.m. Monday through Friday and
8-11 a.m. Saturday and Sunday.
“This will wipe out most of the
time that has been available to that
category.”

Lifetime has been among the
most receptive to this type of pro-
gramming. McCormick explains
that, because Lifetime is a dual-
feed network, the programming
run late-night on the east coast
won’t show up in or near primetime
in the west. Many of the program-
length ads aren’t so far removed
from Lifetime’s own fare. Included
are Stop Smoking, where E. G.
Marshall hosts a half-hour aimed
at selling a pocket computer that
serves as an aid in cutting down
gradually; a marriage consultation
tape; and Where There's a Will,
There’s an “A,” with John Ritter
telling high school and college stu-
dents how to improve their
grades. @]

Mike Eckert
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‘Dinosaurs’: 120-second DR spots
The 120-second direct-response commercial is fast becoming “the di-
nosaur of the industry,” in the words of Dick Hammer, vice president,
director of sales for CBN Family Channel. He says that four years ago,
nearly all of the network’s DR advertising was 120s; now it’s no more
than 50%.

“Most cable networks can no longer deal with the 120s inventory
absorption,” he says, “as they get more general-rate advertisers pre-
empting direct response spots.

Bob Jeremiah, vice president, advertising sales at ESPN, says his
network now has very few positions for 120s, and he reasons, “We feel
they promote zapping. Our longest commercial breaks are two minutes,
and when the viewer sees these long ones coming on, they feel it’s time
to see what else is on. You lose 15-20% of your audience to commercial
breaks as it is.”

CNN, Headline News and TNT still run 120s to fill in for unused
system operator commercial time, according to Charlotte Leonard,
direct response marketing manager for Turner Broadcasting Sales, but
overall the networks are cutting back on availabilities for these longer
spots.

She says clients are adapting to this trend by producing more 60s -

that do the job—newly produced spots, not just cut-back 120s.

Doug McCormick, senior vice president, sales at Lifetime, com-
ments, “Strategically, 120s don’t work for us. If you run them, there are
four 30s going unsold. A lot of advertisers like Lifetime because they
can do tailor-made vignettes on our shows, and a good amount of them

are done as 60s. Wherever one of these runs, a 120 can't.”

was a large percentage of our adver-
tising. Because so many of the pur-
chases were by credit card, what it
did was show the credit card indus-
try, through the volume of re-
sponse, that cable is a definite fac-
tor, and we now have a number of
major credit card companies as ad-
vertisers.”

If ESPN were convinced it would
have the inventory for them, Jere-
miah notes, it would pursue certain
DR accounts, but the general feel-
ing is that, if there is no room for
DR, the ad sales people are doing
their job. He concedes, “In the 3-6
a.m. time period, people are not
breaking down our doors.” Most of
the non-DR advertising in that
time period is on programming re-
peated from earlier in the day
where the advertiser buys both
runs as a package.

At Lifetime, Doug McCormick,
senior vice president, sales, says
that less than 5% of advertising is
DR, where it might have been
about 10% a few years ago. He
notes, “We’re very selective as to
which ones we take. It’s not a
growth area for us.” Lifetime has a
two-person DR unit, which is more
involved with negotiating than
with drumming up business. In un-
used affiliate time, McCormick

says, the network usually runs pro-
motions, but sometimes it fills with
DR.

Arts & Entertainment, according
to Risa Rosenthal, manager of di-
rect response advertising, has had a
DR resurgence since it went to 24
hours of programming at the begin-
ning of last year. She says that
about 40% of total week inventory
is in DR, although back in 1984,
before the network had Nielsen
numbers, DR ran 60-75%.

With the expanded hours open-
ing up so much more inventory,
about 95% of the advertising be-
tween 4 and 8 a.m. is DR, Rosen-
thal says. With the network having
had a DR manager almost from
launch, it works with major DR
agencies and pitches appropriate
products that it sees on other cable
networks, “but for the most part,
they come to me.”

At CBN, on a total revenue basis
for 1988, according to Hammer, DR
accounted for about 23%, but that
represents at least 30% of total in-
ventory because of the lower rates.

On the MTV Networks, accord-
ing to Kunreuther, DR can run
anywhere from zero to 23% of in-
ventory at any given time. “When
we have special events on the
networks,” she adds, “we may not

have room for any at all.” She says
there are some clients that are
pitched aggressively, primarily
continuity advertisers, such as
magazines and record clubs.

Turner’s Leonard says the time
available for DR is decreasing ev-
ery year. She estimates that it has
dipped by 20% over the last two
years and by about 50% over the
past four years.

Setting the rates

While some networks accept
varying rates among DR advertis-
ers and preempt within the catego-
ry accordingly, Leonard says all of
those on the Turner networks are
charged the same rate and air on a
first-come, first-served basis: “We
don’t want to get into preempting
direct response advertisers for oth-
er direct response advertisers.”

She’s seen evidence that DR ad-
vertising is appealing to a high pro-
portion of upscale viewers: In re-
cord offers, a large proportion of
the orders are for compact discs vs.
records or cassettes.

While the Children’s Advertising
Review Unit of the National Ad-
vertising Division, U.S. Council of
Better Business Bureau is attempt-
ing to institute guidelines to dis-
courage 900-number advertising to
children, Turner is a step ahead of
the game. Leonard says the net-
works will not accept any advertis-
ing for telephone stories, contests
and the like if it is directed to chil-
dren. For 900-number advertising
ingeneral, it isn’t accepted at all on
TNT and only after midnight on
the two news networks. Supersta-
tion WTBS doesn’t rule out any
time periods, she notes, but ex-
cludes it on programs likely to be
viewed by children.

Meanwhile, Lifetime has its own
special set of taboos, often related

Dick Hammer
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skilled craft jobs. Notably, says the
report, “An aggregate of $14.6 bil-
lion of the money earned by black
Americans represents spendable
discretionary income. Over 1.7 mil-
lion, or 16% of black households,
have $8,555 available every year for
discretionary spending.”

Home ownership

Further, adds the report, Afri-
can-Americans “are building assets
and equity in home ownership. Al-
most 44% of black households own
their homes, and they average over
$24,000 in equity on those homes.
And 65% of these households own
at least one motor vehicle.”

Other Census-generated data re-
ported by Alexander shows that,
while the black unemployment rate
of 13.2% in June 1987 remained
tragically high, the figure is the
lowest since 1980. “When com-
pared to the June 1986 unemploy-
ment rate of 15.8%, the 2.6% drop
indicated that increasing numbers
of African-Americans are salaried,
with money to spend on necessities
and luxuries. Black Americans’ ag-
gregate earnings total over $200
billion a year. The average income
for a black family has nearly dou-
bled in the past 10 years, from
$8,779 to $16,786.”

At Interep, research director
Frank O'Neill also points to other

Black entrepreneur shifts needed

Johnson Publishing Co., producer of syndication’s Ebony/Jet Show-
case, with $201 million in sales in 1987, was the No. 2 company on
Black Enterprise magazine's 1988 BE 100 list of largest black-owned
businesses. Johnson Publishing was topped only by Reginald Lewis’
TLC Beatrice International Holdings Inc., at $1.8 billion in gross 1987
sales, the first company ever in the BE 100 to exceed $1 billion.

Meanwhile, because the number of top grossing black-owned auto-
mobile dealerships continue to proliferate, Black Enterprise publisher
Earl Graves for the first time last year introduced a separate BE Auto
100. Between them, the BE Industrial/Service 100 companies and the
BE Auto 100 achieved gross sales that topped the $6 billion mark.
Biack-owned media accounted for $336,210,000 of that.

Black Enterprise’s board of economists last year found that many
black-owned firms have diversified operations and made inroads into
general markets. Andrew Brimmer, a former governor of the Federal
Reserve Board and now head of Washington based economic consult-
ing firm Brimmer & Associates, told fellow board members that in
recent years, “Black businesses have grown faster than the business
sector as a whole, and have become slightly less dependent on black

consumers for sales.”

Retail concentration. He also noted that the vast majority of black
companies are still concentrated in retail trade and sell mainly to black
consumers. “These markets are changing drastically, and these black
firms are under great competition from white concerns [that are fight-
ing| for black consumer dollars. Black firms must expand into the
general market in order to boost their revenues.”

Brimmer warned, “Many white-owned firms feel they can reach
black consumers without making a special pitch to blacks. This, of
course, has some very serious implications for black-owned media

companies and retailers.”

BE’s economists also advise hlack businesses to “continue to estab-
lish positive relationships with the help of elected officials. The politi-
cal ascendancy of black mayors across the country has offered a host of
business opportunities to struggling black entrepreneurs by bolstering
affirmative action and minority set-aside programs. There is every
reason to believe that as the political clout of black politicians and
voters increase, existing black businesses will continue to reap the

heneflits.”

According to publisher Graves, “Fstablishing political links is an
absolute must for the black business person, particularly if that person
intends to do business in and with a city or state government.
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data from Alexander & Associates’
report showing that the number of
African-Americans in managerial
and professional positions in-
creased from 1,512,144 in 1985 to
1,589,658 in 1986. Blacks in mana-
gerial and professional occupations
composed 5.7% of total workers in
this category in 1984 but made up
6% of the total category in 1986.
And these young professionals,
says the report, “represent a group
with significant buying power.”

The same report notes that larg-
er proportions of college-educated
blacks “are pursuing occupations
that depart from the traditional
black professions. For example,
black males in teaching have de-
clined substantially, while black
males in engineering increased—
from a small base—by 195%, in the
natural sciences by 200%, and in
business management by 262%.”

Jones observes that among such
professionals and their families,
“We find a lot of buying done for
instant gratification. Status buying
continues to be a way of life. Car
phones, paging devices and VCRs
are favorites. And more haves are
taking up status leisure activities
like skiing and boating.”

But Jones adds, “In the employ-
ment area, it’s not all roses, even
for those with educations. Too
many black males finally make it to
middle management only to run up
against that glass ceiling. They find
top management asking, ‘Should
we fill this next higher-level open-
ing with a minority person or a
woman? Sometimes the compro-
mise is to promote a minority wom-
an.

Relative economic status

“Then when disappointment
sets in because the black male finds
he’s gone as high up the corporate
ladder as it looks like he’s ever go-
ing to get, he leaves to start his own
business. That’s great when the
business succeeds. But the down-
side is the great number of startup
businesses that fail.”

But that’s a downside for the
haves. The downside for black
have-nots is steeper. In the new
1989 edition of the National Urban
League’s The State of Black Amer-
(ca, Dr. David Swinton, Dean of the
School of Business at Jackson
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Black spendable income $220-290 B;
economic gap with whites widens

‘Haves’ cut off from
the ‘have-nots’;
role models vanish

By GEORGE SWISSHELM

rank Mingo, chairman of The

Mingo Group, recalls that in

the neighborhood where he
grew up in Chicago. “We had a mix
of some people who had jobs and
others who didn't. Some of those
who worked were professionals.
There were teachers, and the kids
knew who [these teachers| were.”

But now he observes that, only a
few decades later, one result of the
civil rights movement was to open
up the suburbs to blacks: “But only
to those who could afford a house—
the haves with the educations and
the good jobs. When our haves
moved out, the have-nots were left
behind in the center cities. Today,
in many neighborhoods all over
this country, this is all that’s left.
There’s not enough of a working
middle class left to lend the stabil-
ity these neighborhoods need. The
kids’ role models are gone.”

Mingo is first to agree that such
personal recollection and observa-
tion is only “grandma research.”
But it does serve to illustrate the
professional research from the aca-
demic and government statisti-
cians that says the same things
with the big national numbers.

Clustered poverty

Such statistics for the have-nots
indicate that in 1980, some 85% of
poor blacks lived in poverty areas
of the nation’s five largest cities.
That’s from the National Urban
League’s The State of Black Amer-
ica 1989.

And statistics on African Ameri-
can haves indicate that by 1985
over 55% of all black families

earned at least $20,000 a year, and
over one third made at least
$25,000.

With almost 15% of working
blacks holding down managerial or
professional positions, “Today’s
black consumer is much more af-
fluent than generally assumed.”
That’s from The Economic Power
of the Black Consumer, areport by
the Washington-based research
firm of Alexander & Associates
Inc., commissioned by Interep Re-
search for its five radio rep compa-
nies.

What these two countertrends
among America’s 28.9 million Afri-
can-Americans can mean to adver-
tisers is explained by Caroline
Jones, president of Caroline Jones
Advertising.

“With the gap widening between
our haves and have-nots, some of

Frank Mingo

I Black Broadcast Market Study

those with the educations are deing
better. But at the same time, the
lack of job opportunities and af-
fordable housing for others, during
a period when much of the school
system continues to deteriorate,
has led to a pervading sense of
hopelessness that affects what it
takes for advertisers to get through
and communicate successfully
about such mundane things as
products and services. It can be
done, but it takes a lot of special
effort and special analysis.” With
estimates of U.S. black consumer
spendable income ranging between
$220 billion and $290 billion, it
should be worth the effort.

Interep’s report from Alexander
& Associates pulls data from Sta-
tistical Abstract of the United
States: 1987 indicating that de-
spite recent drops in black college
enrollments, low black participa-
tion in math and science and con-
tinued high unemployment among
undereducated teenagers, almost
26% of African-Americans have at-
tended college and over 11% have
graduated. Only five or six years
ago, fewer than 22% had attended
college and just over 8% had gradu-
ated. Blacks have attended a medi-
an of 12.3 years of school and about
60% hold at least a high school di-
ploma.

Alexander also reports 27%
working as technicians, in sales or
in administrative support jobs, and
another 9% holding well-paying

“When our haves
moved out, the
have-nots were
left behind in
the center
cities.”
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Carolyn Jones

State University, reports, “By 1987
black income per person was
$7,499, and aggregate income re-
ceived by black Americans about
$220 billion. Both these indicators
are at all time highs. However, the
data also show that white per capi-
ta income has risen and is likewise
at historical high levels. ... Thus,
the trend does not reflect an im-
provement in relative economic
status of blacks. In fact, the data
indicate no significant decline in
racial income inequality, as mea-
sured by the ratio of black to white
per capita income since 1970.
“Indeed, income inequality has
increased. Blacks received $594 per

“We find a lot of
buying done for
instant
gratification.
Status buying
continues to be

a way of life.”

person for every $1,000 per person
whites received in 1978, This was
an increase of $37 per 1,000 from
the 1970 amount. This represents
slow progress in closing the relative
gap between 1970 and 1978. In fact,
if the rate of progress between 1970
and 1978 had been maintained, it
would still have taken 73 years, or
until the year 2043, to obtain parity
in per capita income.

“However, the slow progress of
the 1970s was not maintained. De-
spite recovery from the recession
low in 1982, the current rate of per
capita income in the black commu-
nity in comparison with receipt in
the white community—$575 per

$1.000, is lower than it was in 1978.
Thus, at the rate of progress exist-
ing between 1978 and 1987, parity
would never be obtained.”

Swinton adds that similar retro-
gression applies to black family in-
come: “Between 1970 and 1980, the
ratio of black to white median fam-
ily income fell from 61.3 to 56.1%.
Thus, while the typical black fam-
ily had about $613 for every $1,000
the typical white family had in
1970, this had fallen to $561 per
$1,000 by 1978. The absolute gap
had risen as well. In 1970, the fam-
ily income of the median black
family was $11,582 less than the
family income of the median fam-
ily. By 1978, this gap had increased
by $2,594 to $14,176. Such trends
suggest that family income parity
will never be obtained unless some-
thing happens to change current
trends.”

Swinton also reports: “Although
the proportion of blacks in the high
income category increased signifi-
cantly between 1970 and 1978 (by
4.6 percentage points, or 25.9 per
cent), the gain in numbers of fam-
ilies in this category, 345,000, was
almost completely offset by the in-
crease in low-income families,
322,000.

Downhill slide

“The trend since 1970 has left
substantial inequality in place. By
1987, blacks were over four times as
likely to have very low income (un-
der $2,500) and whites are more

Occupational distribution of employed workers, 1987
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Male Fernale

Black White B/W Biack White B/W
Exec., admin., & managerial 6.7 14.0 48 6.4 10.5 .61
Professional 6.4 11.9 .54 10.8 14.8 .73
Technicians & related support 1.8 2.8 .64 3.2 3.2 1.00
Sales occupations 5.1 11.9 43 9.1 13.4 .68
Administrative support 9.2 55 1.67 26.4 29.5 .90
Private households | | 1.00 3.6 1.6 2.25
Protective service 4.5 2.5 1.80 1.1 i) 2.20
Other service 13.7 6.0 2.28 23.3 14.8 1.50
Precision pro., craft & repair 16.5 20.6 TS5 2.0 2.3 .87
Mach. operators, assem., & insp, 10.8 7.2 1.50 10.3 5.9 1.75
Trans. and material movers 11.3 6.6 1.71 1.1 .8 1.38
Handlers, cleaners, helpers, labor 11.2 5.9 1.90 2.3 ] 1.53
Farming, forestry, and fishing 3.6 4.9 .73 4 1.2 .33
Source: U.S. Depariment of Labor, Bursau of Labor Statistics, “Employment and Earnings, ™ January 1988.
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WHUR gives you the world. . .the world of news and information.

WHUR brings a unique perspective to radio news with correspondents reporting from Capitol Hill
and capitaks around the world. WHUR is committed to news: featuring eleven newscasts daily with
sports, weather and traffic reports plus the "Daily Drum’.

The “Daily Drum’ is a comprehensive news program and is the only hour long non-network radio
news broadcast in the Washington DIC. area. The “Insight Segment” invites listeners to callin while
providing in-depth news analysis on local and world affairs. The “Daily Drum” can be
heard weekdays from 6 o 7 pm.

' News, music and information for the well-informed listener. . .only on Washington's Superstation, 96.3 FM.
| B Y |

Howard University Radio, 529 Bryant Street, NW, Washington, DC. 20059  202/232-6000
Represented Nationally by Durpetti & Associates
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What’s happening on cable TV

On cable, Black Entertainment Television will be premiering nine new
originally produced shows this fall for its estimated 22.5 million sub-
scribers. BET president Robert L. Johnson says the new schedule will
include “live interactive television to give black viewers the power to be
heard and make things happen by actively participating in our pro-
grams.”

Shows with viewer call in opportunities will include Night Talk and
Soap Watch, BET’s behind-the-scenes look at the real lives of today’s
soap opera stars. And Black Agenda 2000 will go on the road, visiting
communities most affected by issues of black concern, and “in town
meeting settings offer black Americans a chance to speak out on the
1ssues that affect their lives.”

James Ebron, vice president, network sales, reports “healthy reve-
nue gains over 1987 due to a strong upfront season and an impressive
level of scatter buying.” He attributes this to improvements in both
programming and research, “Nielsen numbers for cable that agencies
now accept, plus our MRI reports on viewer product use.”

Ebron says the improved Nielsen numbers reflect “both our contin-
ued programming improvements and the fact that we’re putting stron-
ger promotion behind it. We're using cross-promotion with other cable
networks and radio spots letting people know what we offer. The
Nielsen ratings also reflect the fact that each year the cable systems
that carry us add more subscribers.”

New development. As an example of BET’s latest program develop-
ment efforts, Ebron reports negotiations with Michael Jackson to do
an entertainment special: “Advertisers and agencies see that magni-
tude of superstar talent and they recognize how serious we are in
competing with the big guys.” He sees BET’s most direct competition
as such other major cable networks as ESPN, MTV and the USA
Network, “because very rarely do companies earmark cable dollars
specifically to target minority viewers.”

Ebron says budgets out of most black specialist agencies have leveled
off, with the exception of Burrell, which he calls “one of the most
creative agencies in terms of generating high-visibility promotions
using cable.”

On the other hand, he adds, “We’re seeing larger buys than we used
to from some of the major general agencies. Many of their clients are
looking for new and more creative ways to sell, by combining cable
exposure with creative promotion ideas, and this has also contributed
to our success. For instance in reaching the youth market, we can
showcase clients’ products in our video music programs, and on Teen
Summdit, which gives teenagers a chance to talk out their problems and
be entertained as we spotlight the achievements of their peers.”

He also reports that General Foods, Hershey and Nabisco are among
advertisers already committed to the animated Jackson Five show,
coming up on BET Fridays and Saturdays. And he says that in BET’s
play-by-play sports coverage, “Sponsors can gain high visibility by
having their banners up during the games, by product sampling at the
games, and half-time contests with products among the prizes.”

Finally, Ebron reports, “Our ratings success has enabled BET to
raise prices to a nickel per subscriber from the cable systems. Then we
reinvest these profits back into our programming and into our big, new
$10 million production center in Washingtron. This is where we'll be
producing Teen Summit, Night Talk and Personal Diary.

He says the new studios will permit better cost control. BET’s pro-
gramming budget runs between $6 million and $8 million a year, and its
own new production center will eliminate the threat of rental rate hikes
and the hassles that come with arranging for leasing time at outside
facilities.

ity demonstrated by both sides.
These companies understand our
arguments, and we think we’ll he
able to show them the real value of
our audiences.”

In spite of this progress, howev-
er, Shearer points out, “In the eves
of many major advertisers and
their agencies, the Hispanic market
is currently on the front burner, as
it should be. Yet we're still on the
back burner because so many ad-
vertisers are convinced they can
reach us through the general media
that evervone hears and sees, be-
cause, unlike a good many Hispan-
ics, we understand the message
when we hear it in English.”

He adds, “There are still more
blacks than Hispanics in this coun-
try, and we’re spread fairly evenly
throughout almost every state-—
not concentrated in a dozen or so
markets. And blacks have $270 bil-
lion of consumer spendable in-
come. Yet because we're on the
back burner, black radio is a dis-
counted medium. A top-ranked ur-
ban station in a major market can
be second or third in the ratings,
yet wind up only eighth or ninth in
total market radio revenues. Our
numbers, no matter how impres-
sive, normally cannot command
rates comparable to those earned
by general market stations with
equally high ratings.”

Reliance on retail

One result, says Shearer, is that
most black formatted stations have
to rely on local retail dollars. But
even here, he points out, “Local is
not what it used to be. So many of
what used to be national dollars
used to go automatically to the top
two or three market leaders. Now
that they’re placed regionally or lo-
cally, even the market leaders have
felt it. So in self defense, even the
KABCs and KLOSs here have
formed special retail sales units to
make up for these “national” dol-
lars they no longer get. Today even
these market leaders are sponging
up a lot of the retail dollars that
used to be available to the smaller
stations. Today there are just more
radio people from more stations
knocking on the same retail doors.”

But this is only part of the story.
At the same time, Shearer says
there are fewer local dollars avail-
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letters to WVAZ and its format
from urban to black AC to bring
Chicago what a spokeswoman de-
scribes as “a new sound that in-
cludes a mix of dusties [oldies] and
jazz for greater appeal to the 25-54
African-American.” She adds, “To
judge by the very positive reaction
from both listeners and advertis-
ers, our new sound has proved to be
a need in the Chicago market that
we have moved to fill.”

Similary in Washington. D.C.,
where more stations have adopted
urban formats, Bill Parris, execu-
tive vice president of United
Broadcasting Co., three of whose
radio stations are urban formatted,
reports hiring Don Kelly Asso-
ciates last fall to program
WDJY(FM) to make its format
“more upbeat and more promo-
tionally intensive. It got us away
from much of the sameness I hear
on urban stations in market after
market, all with the same short, re-
petitive play lists, at the same time
that the sounds of more urban and
CHR stations seem to be coming
closer together. They all feature
the same artists, all do their new-
casts at the same time, and more
have mixed staffs of black and
white air personalities and keep
taking more nonethnic listeners
away from general market formats.
The goal seems to be a more racial-
ly mixed audience composition,
and many are realizing that goal.”

Playing ‘safe rap’

Another sign of the format’s
strength, says Jamison, is “the way
s0 many urban stations have held
their own in the face of all those
predictions that music videos on
TV and cable were going to wipe
them out. So far as we can see, the
real effect has been that both me-
dia have enhanced and reinforced
the other. The music videos show
physical pictures and radio’s pic-
tures are in the listeners’ heads.
But radio has the mobility to follow
its listeners wherever they go, and
that’s something TV doesn’t have.”

Jamison adds, “Another predic-
tion that’s never come to pass has
been all the talk that rap is on its
way out. Today rap is bigger than
ever. The number of stations that
play Public Enemy may be limited,
because that scares some people.

“. . .it’s the
radio station
programmed
specifically for
[blacks] and to
them that wields
the most
influence.”

Charles N. Jamison, Jr.

But ‘safe rap’ is spreading to main-
stream stations, just as in New
York, so many urban artists that
start out on a WBLS also find their
way to a WRKS. You end up with
both blacks and whites in great
numbers listening to both stations.

“Then you move up to the 20-30-
year-old listeners and you find an-
other general market station like
WQCD targeting New York’s jazz
devotees. Again we find good num-
bers of both white and black listen-
ers.”

Bailey’s Schreiber agrees: “Rap
is not only not dying, it’s popularity
is no longer limited just to street
kids. Rap’s fans include a youth
market that has money to spend on
everything from expensive clothes
to gold jewelry.”

Schreiber also points to “at least
three distinct black adult markets:
those who prefer the calm of Quiet
Storm, and a growing professional
class interested in news, business
news and other information. And

the gospel audience is still with us.
This tends to be older and female,
but it continues to grow. In fact it’s
growing so fast it took only a year-
and-a-half for our gospel format to
sign up the same number of sta-
tions it took our urban format five
years to line up.”

Meanwhile, on the business side,
station executives report both con-
tinued roadblocks to sales and
ways to get around or over those
road blocks.

William E. Shearer, vice presi-
dent, general manager of KGFJ
Los Angeles is also current chair-
man of the National Assn. of Black
Owned Broadcasters. Following
NABOB’s successful negotiations
with Procter & Gamble for a great-
er share of radio dollars for black-
owned stations, Shearer reports the
group’s talks have been going well
in its meetings with both General
Foods and with McDonald’s:
“These meetings have been quite
fruitful, with a good deal of sincer-

Black Broadeast Market Study
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| George Edwards, NBN

work and syndicated shows, plus
spot where we need to fill in the
gaps.”

She explains that this is accom-
plished using a “computerized lay-
ering process that starts with look-
ing at the local TV and cable shows
with high incidence of black view-
ing on a market-by market basis.
This is overlayed on top of the net-
work and syndicated programs
with the highest black viewing
numbers. The result takes care of
the specious argument some people
make that we can't target black au-
diences with television. But it has
to be done because black consum-
ers spend so much time watching
televiston. And it has to be done
properly so the client’s TV dollars
aren’t scattered all over the place.
Television is too expensive for that.
But being able to really target our
prospects has enabled us to get
more dollars for television.”

At Lockhart & Pettus, Cooke
also sees ‘‘greater recognition of the
impact of black audiences on total

“The good news 1s
that advertiser
demand is high.
We’re now inlcuded
in a good many buys
we had previously
been left out of.

The bad news is

the pricing.”

television viewing. BET—Black
Entertainment Television—has
extended its coverage of black ca-
ble households and has contributed
to development of more segmented
programming to help advertisers
subsegment the black market.”

Cooke says, “We've also been
able to find more programs on the
over-the-air networks that include
black cast members reflecting a
more positive image than in the
past. NBC’s A Different World in
primetime is an example.”

He adds that BET’s new Teen
Summit “‘provides exposure to
black youngsters who excel on the
academic side and who are leaders
both in their schools and in com-
munity service.”

Cooke also observes that “Tele-
vision as well as radio, and particu-
larly BET, now offers a variety of
program packages that include
sponsorship with supplemental
promotion opportunities to meet
advertiser and agency requests for
more promotional tie-ins in all

broadcast media. There's also a wid-
er offering of syndicated programs to

i choose from. Examples include

American Black Forum, a current
affairs program with a format simi-
lar to Meet the Press, and The Oth-
er Side of Vietory, a sports show
hosted by former tennis star Arthur
Ashe, who interviews a different ath-
lete each week. And there's
What Is House, a 48-minute urban
dance show anticipating 80% cover-
age of black households national-
ly.” On the radio side, Elaine Pap-
pas, vice president, research direc-
tor at Hillier, Newmark, Wechsler
& Howard, says that for major mar-
ket urban stations, “There’s no
longer any separation in the way we
sell them. Today we go at it in the
same way we sell any other top-
rated radio station.

“We do their average quarter
hour and cume reports exactly the
same way we do for our top rated
general market stations. In fact if
you look at the most popular artists
on the general market stations’
playlists, you'll find most of them
are the same stars who dominate
the urban playlists.”

Birch’s ‘great service’

Pappas says stations like WGCI
AM-FM Chicago, WJLB Detroit,
WQUE and WYLD in New Orleans
or WUSL(FM) in Philadelphia
“consistently rank first, second or
third in their markets and win huge
shares. Since 60% of Cook County’s
(Chicago) population is African-
American and one of every four
people walking down the street in
most major markets are African-
American, and since Birch now has
the qualitative data showing what
they buy, the major market urban
contemporary station is no longer
the tough sell it used to be, except
for a couple of problem categories
like airlines—even though Birch
shows their listeners fly the air-
lines. Of course the little gospel sta-
tion in a small market is another
story. That’s still a tough sell.”

Pappas says Birch has “done a
great service, not only to ethnic sta-
tions, but to all our formats, in pro-
viding the kind of qualitative infor-
mation they offer today. It’s been a
real need for years, because Inter-
national Demographics’ Media Au-
dit covers only about 20 to 25 mar-
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ping, the results showed our central
city blacks indexing high in all the
upscale and high-fashion depart-
ment stores.”

But national sales are another
story. Leshner notes that some
companies who started targeting
black consumers in the early '80s
“have made substantial budget
cuts, though some of this has been
replaced by newer national entries.
But it adds up to a fairly flat na-
tional picture, so we've gone out
ourselves, with a big assist from our
own market research and some of
the big promotions we stage, to
build local business.”

Such promotions, he says, have
included a $20,000 shopping spree
and a Family Fun Day. The latter
involved reopening a park the city
was about to shut down, bringing in
concert groups and holding events
like potato sack races and similar
games, with all proceeds going to
charity. WJLB also organized a ski
night that Leshner says was sold
out: “We filled four buses with ski-
ers, and now, for the first time ski
resort owners see our market as a
new growth area for them.”

Lesson from airlines

Bill Parris, executive vice presi-
dent, United Broadcasting Co., re-
ports urban stations across the
country, including United’s
KSOL(FM) San Francisco, WJMO
Cleveland and WDJY(FM) Wash-
ington, have ‘‘enjoyed growing
sales success by learning a lesson
from the airlines and moving to
computerized inventory control.”

Parris explains, “For years, when
the major carriers’ pricing was reg-
ulated and they couldn’t drop
prices, they always wound up with
alot of empty seats. That led to the
overbooking everybody cries about.
Then, when deregulation spawned
the cut-rate carriers, the majors
‘found new money’ with computer
programs that showed them in-
stantly how many empty seats they
had left at any point in time to sell
cut rate at the last minute before
takeoff.”

Similarly, he says, United
Broadcasting’s urban stations have
“opened up our non-critical day-
parts to smaller retailers the same
way, without having to drop prices

for our drive and other heavy-dej

mand times. The computer shows
us the inventory we still have open
outside of our heavy-demand day-
parts; then we can offer this at a
better price to small and new-to-
radio retailers who can’t afford or
who might balk at our drivetime
rates.”

Frank Mingo, chairman of The
Mingo Group, observes that where
there’s been a shift of dollars from
one medium to another recently,
“It’s generally been to cable. The
kids love those music videos at a
time when I can no longer be as
confident as I used to be that a par-
ticular station is reaching them. On
many stations that used to offer a
distinct and consistent sound, and
you knew that’s what you’d always
hear, they’re now experimenting
with a mix of different musical
styles. They’ll go all the way from
ballads to heavy rock on the same
LP.>

On the other hand, says Mingo,
“We like the increase in the num-
ber of longform syndicated pro-
grams now available. We also ap-
preciate the improved creativity
we've heard in commercials—more

use of humor, more varied use of
sound and more honest, more natu-
ral sounding presenters.”

Mingo recalls, “As great as War
of the Worlds was, every actor
sounded the same. Each one had
the same perfect diction. You could
sense they were all straining to
make it come out that way. But
how many storekeepers or their
customers does anyone know who
talks like an English professor?

“Today, people in commercials
sound natural, not forced. They
aren’t afraid to use their natural
accents, so things come out sound-
ing real enough so that listeners
have no trouble imagining them-
selves in that store, talking to those
people. That’s an improvement.”

Caroline Jones, President, Caro-
lyn Jones Advertising, notes, “A lot
of our young people don't read the
newspapers, but they listen to ra-
dio and they watch a lot of televi-
sion.” For television Jones says her
agency builds “what in effect is a
black network with minimum
waste general market coverage by
plugging in the black viewer num-
bers for the top black-rated net-
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Shel Leshner, WILB Detroit

Hawl:.

One-shots include Marvin Gaye:
Pride und Joy, a two-hour tribute
to the late star on the anniversary
of his dcath in April.

Tux Break, hosted by Anne Lin-
aberger (also hostess of Money
Smieris, which offers daily personal
[inancial advice) 1s taxpayer advice
scheduled for the six weeks leading
up Lo the ides ol April.

New for {all 89 on Sheridin will
be NIFL Play Book, hosted by ex
Pittsburgh Stecler great Franko
Harris, This one's scheduled for
foothall season and up through Su-
per Bowl Weck.

Also new this year will he Fep-

Al8
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ends of the NBA, hosted by SBN
executive sports producer Tony
Girdano. Meanwhile, Sheridan isin
tas Lhird year of its Cheorolet Black
Collepe Weekly Football Review,
T'his is heard Friday through Mon-
day during football season and in-
cludes pregame shows, the games
themselves and postgame analyses.
And iUs tied in with Sheridan’s 11
vear old Black College Football
Poll of coaches and sportswriters Lo
produce weekly rankings of the na-
(1on's black college teams.

In another new move, Sheridan
has also joined Starstream Com-
munications (o form the SPM Ra-
dio Network (for Strategie Promo-

www americanradiohistorv com

Mike Hilber, WZAK Cleveland

The National Assn.
of Black Owned
Broadcasters has

had successful
negotiations with
P&G for a greater
share of radio dollars.

tion and Marketing). SPM was
born in December when it took
over Super Mix Dance Party, a
weekly two hours hosted by Marco
Spoon of WGCI Chicago, from
Starstream. Super Mix is on some
70 affiliates, with an eventual tar-
get of 100. And like SPM’'s Lous Exi-
tos Caliente for Hispanic listeners,
Super Mix also offers advertisers
“one-stop shopping-—a unitied ap-
proach combining national radio
programming tied in with promo-
tion at the local atfiliate level.”
Back at National Black Net-
work, Edwards reports good adver-
tising demand lor NBN's syndicat-
ed offerings, which he sees as “a

Television/Radio Age
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kets.”

At the same time, she notes that
Arbitron’s Advisory Council “has
succeeded in nagging Arbitron into
shaking up their field force and giv-
ing them special training. The re-
sult is, they're now doing a much
better job of making special efforts
to persuade more black listeners to
complete and return their diaries.
And the result of that is that now
Arbitron provides a much more ac-
curate picture of the true dimen-
sions of the huge, exclusive audi-
ences many urban stations attract,
and how well they cume, as they
attract so many nonethnic listeners
along with their ethnic listeners.”

At the radio networks George
Edwards, president of National
Black Network, reports his net-
work operation strong in both the
affiliate and audience department
and that his syndication operations
are doing “extremely well,”” with
several programs sold out and new
network and syndication offerings
in development.

NBN has concluded an agree-
ment with the Rev. Jesse Jackson
for weekly commentary scheduled
for both NBN’s regular affiliate
lineup and for syndication.

Good and bad news

For NBN's network, Edwards
says “The good news is that adver-
tiser demand is high. We're now in-
cluded in a good many buys we had
previously been left out of. The bad
news 1s the pricing. Too many
agencies are wedded to buying us
on the same cost-per-point basis
they apply to the general market
networks. Instead of evaluating us
on what we do—reaching black
men and black women 18-54, they
want to compare us on the basis of
how many total men 18-54 we
reach.”

By way of comparison, Edwards
notes, “Among total men 18-34 we
do only a.2. Against our real target,
black men 18-34, we do a 1.2. Here,
the cost-per-point buyer puts us at
a sixfold disadvantage. The result
is, our rates are only 50% of what
they were in 1981—even though we
had only 90 affiliates then, and we
have 150 today.”

Edwards says that in an effort to
“get out from under such devalua-
tion, we’ve been calling on senior

levels of agency management to ex-
plain our case and attempt to
change this all-too-common buying
practice.”

Jay Williams, president of Sheri-
dan Broadcasting Networks,
makes much the same point, not-
ing, “The agencies set the parame-
ters, so until such time as agencies
and more advertisers understand
the differences between a black
rating point and a general market
rating point, we’ll have to continue
to do it their way.”

However, Williams adds, “We do
provide buyers with our audience
and cost information both ways.
They need it on a general market
basis so they can make their ap-
ples-to-apples comparisons. But
we also give them the information
on the basis of black rating points
so they’ll also have the more valid
analysis available. Meanwhile, we
keep working to sell the value of the
black consumer marketplace and
show them how well we reach our
specific target audience.”

Williams reports revenues on
Sheridan’s traditional news and
sports network up: “Demand rose
dramatically last year, and the
number of new clients was encour-
aging, as well as the increased use
of Sheridan by existing advertisers
who were with us in 1987."

He says Sheridan’'s Major
League Baseball Notebook, hosted
by former Cubs and Phillies All-
Star Gary “Sarge” Matthews, is en-
tering its second year as a Monday-
Friday sports feature during base-
ball season and is heard on 110 sta-
tions. Advertisers include Sears,
Discover Card, Budweiser, Miche-
lob and Frito Lay.

Williams reports 30 programs on
Sheridan’s new STRZ Entertain-
ment Network, ‘“some weekly,
some daily, some long form con-
certs.”

One is Cameos of Black Wom-
en-—vignettes on notable woman
both of today and of the past. Host-
ess 15 Angela Stribling, who on TV
plays the lady in the life of The

Sheridan has joined Starstream
Communications to form the
SPM (Strategic Promotion and
Marketing) Radio Network.

Starstream’s Gary Firth, .
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good sign we’re giving the market-
place what it wants, particularly in
terms of syndicated long form mu-
sic programming.”

But Edwards adds that NBN has
found “only modest response to our
Black History vignettes. So next
year we'll be doing it differently,
but it will still spotlight black his-
tory. We're committed to this dur-
ing February and March so long as
we’re in business. Meanwhile, we’ll
be looking at other areas of syndi-
cation that advertisers have ex-
pressed interest in.”

And from still another radio syn-
dication source, Westwood One has
dropped Shoot the Breeze and
Special Edition and replaced them
with the new Fresh Traxx, a one-
hour weekly series spotlighting up-
and-coming urban contemporary
artists and new releases. The show
bowed Jan. 30 and is produced with
a “window” for local stations to
feature the current top hits in their
area and also offers artist inter-
views and news.

TV syndication gains

In television syndication Ozzie
Bruno, vice president, TV sales and
syndication, reports gains on sever-
al fronts for Johnson Publishing’s
Ebony/Jet Showcase. He says the
program is currently in 104 mar-
kets, up from 97 last year, and in
some of those markets is in better
time periods. In most, it appears
either in late fringe or on weekend
afterncons. And in some markets
it’s switched from cable systems to
over-the-air TV stations.

Bruno says ad sales are ahead of
last year and remain strong and
also reports the show will be doing
more traveling: “We’'ve already
done shows from Los Angeles, Chi-
cago and New York, and this year
we'll be doing a show from Jamaica
in the Caribbean.”

Bruno adds that Ebony/Jet
Showcase is also expanding its dis-
tribution overseas: “We're already
seen in Jamaica, the Virgin Islands
and Barbados, we're close to a deal
with Nigerian Television, and
we've found a good deal of interest
in other African countries, other
Caribbean countries, and in Lon-
don.”

Johnson Publishing is also ex-
panding Great Moments in Black

History. Fourteen of these one-
minute vignettes were produced for
this year, and Bruno says 28 more
of them are scheduled for next, “a
different minute for every day of
Black History Month during Feb-
ruary.”

On the drawing board are also
some new specials, adds Bruno,
“probably patterned after Show-
case, with a tentative title of some-
thing like The Best of Ebony/Jet
Showcase.”

Raymond Horn Syndication re-
ports America’s Black Forum in
most of the top 20 markets, cover-
ing some 60% of Black America and
about 50% of general market
households. That’s up from only
about 30% of Black America early
last year when the current affairs
discussion program was just get-
ting off the ground.

It’s Show Time at the Apollo is
in markets reaching 85% of black
America and 72% of the general
market. And like urban radio for-
mats, Show Time, too, is featuring
more crossover white entertainers
among the black recording artists,
groups and dancers who predomi-
nate on the musical variety show.

Soul Train, 18 years young, cele-
brates its 600th broadcast this
spring, making it, along with Hee
Haw, one of the longest running
programs in syndication.

Rick Meril, vice president sales

at TeleTrib, says it’s on 77 stations
including both independents and
affiliates, and that Sou!l Train “en-
joys one of the best renewal rates of
any of our shows. It’s one of the
first to be renewed each season, a
good indication Don Cornelius and
Tribune Entertainment are giving
our stations what they want.”

Soul Train is a barter show with
five minutes for national sale and
seven minutes for local stations to
“take to the Coca-Colas, Pepsi Co-
las and McDonald’s who have eth-
nic budgets.” Most clearances are
late weekend morning hours be-
tween 10 a.m. and 1 p.m. on Satur-
days and Sundays. And Meril notes
that, while Sou! Train averages 3s
and 4s in the regular Nielsen, “it
pulls down 17s up to 25s in Niel-
sen’s ethnic book. That’s prime-
time numbers at 10 a.m. Satur-
days.”

On top of that, local promotion
of Soul Train has been beefed up to
add excitement both to the show
and for the stations that carry it by
staging local dance contests. The
winners in each market are then
featured on the program itself.

A typical advertising tie-in is the
posters for the Soul Train Music
Awards. Coca-Cola sponsors the
Awards for Sprite, and Music
Award-Sprite posters are sent out
for display in record stores nation-
wide. O

“Ebony/Jet Showcase”
Is expanding its
distribution overseas.

Singer Deniece Williams, L., with host Deborah Crable

Black Broadcast Market Study
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Nets downplay tight race for No. 2,
and focus on fall-related tryouts

With the Big 3’s primetime Nielsen
ratings race winding down, the eyes
of agency execs and media observ-
ers are riveted again on No. 2. But
the networks themselves are look-
ing beyond that.

That race is ‘“gonna be close,”
says David Poltrack, senior vice
president of research and planning
at CBS Marketing. Alan Wurtzel,
senior vice president of marketing
and research services at ABC,
agrees: “It’s going to be tight, no
question about it.” Both execs,
however, maintain that their net-
works are looking at the higger pic-
ture—the fall season.

The household ratings hattle
may make for good story copy for
newspapers and magazines, says
Wurtzel, “but it’s not how the busi-
ness works, not how it’s sold.” Be-
cause CBS’ mind will be on devel-
opment for the future, Poltrack
says, “You're not going to see stun-
ting” from CBS in the final weeks
leading up to the season’s official
end on April 16. Most of CBS’ pro-
gramming plans are aimed at fixing
8 to 9 p.m. (ET), the youth-orient-

CBS’ David Poltrack see the
network race as loose.

ed time span that he describes as
“lthe other primetime. This 1s our
prohlem area.”

ABC had enjoyed a comfortable
lead early in the season, hut CBS
has closed the gap since January,
espectally with February’s Lone-
some Dove. T'har miniseries’ finale

56

enabled CBS to lift its 16-week
Nielsen average to 12.7/21, three-
tenths of a rating point behind
ABC’s 13.0/21. NBC led with a
15.8/25.

For the 20 weeks through March
12, ABC and CBS were tied at 12.8/
21, versus NBC’s 15.9/26. Factor-
ing in Week 21, the data through
March 19 found ABC and CBS still
deadlocked at 12.8/21.

“We think we’re in good shape 9
to 11 [p.m.]” with adult-oriented
series,” Poltrack observes. “We're
comfortable with our [ratings] po-
sitton” in that span, and “we’re in
really good shape for the May
sweep” as well. Thanks to the wri-
ters’ strike that delayed the fall
season’s start, he adds, CBS and its
rivals will have more first-run epi-
sodes this spring than usual.

ABC bright spots. Wurtzel cites
Friday night and “the mystery
wheel” currently on Mondays as
ABC’s two bright spots this season.
The three-element ABC Mystery
Movie, to be bumped by Monday
Night Football, should shore up
one of ABC’s weaker nights, he
adds, making this anthology “an
important chip for us.” The jury is
still out on Moonlighting, moved to
8 p.m. Sundays as of April 2, as
some agency execs had forecast
{TV/RADIO AGE, March 6). That
series could yet help in solving
ABC’s disappointing hours perfor-
mance. “Hours are our problem,”
Wurtzel observes.

At NBC, Gerald Jaffe, a research
vice president, points out that
NBC’s new-series performance
thus far is “the building block of
what your future is. [This] bodes
well for next season.” Father Dowl-
ing Mysteries, a recent Friday 8
p.m. tryout, has an older skew
against ABC’s young comedies, as
Matlock does on Tuesdays, he
notes, and so it “may be a building
block’ for fall. However, NBC is
not yet through testing on Fridays,
having lately slated Trial runs for
The Jim Henson Hours, effective
April 14, and Quantum Leap, as of
March 31.

Phoenix buy seen
new program
source by KFE

The acquisition of the Phoenix En-
tertainment Group by The Hearst
Corp. is seen as providing King
Features Entertainment, Hearst
division that distributes syndicat-
ed programs, with some much
needed programs for backend use.
William Miller, executive vice
president at King Features Enter-
tainment, believes the buy was nec-
essary, ‘“‘given the trend away from
the three networks as being the sin-
gle primary source for programs on
a global basis.

The feeling on Hearst’s part was
to own one of the independent
sources and to use it to give KFE
10-15 films and miniseries each
year, notes Miller. “Phoenix was
,right on the edge of breaking into
the series business, and we wanted
to get into that type of business as

William Miller

well. The networks are no longer a
profit center.”

Phoenix, therefore, is expected
not only to expand King Features’
horizon from the quantity pro-
gramming King Features will get
but also its scope “because we need
a constant source of supply and
they need more of a cash flow to
step into series and miniseries busi-
ness because it takes a greater
amount of cash flow to do series
and miniseries than to do television
movies,” says Miller.

Thinking *‘‘futures.”” Because
Miller believes Phoenix is thinking
“futures,” he says. We think that
they can bring together interna-
tional coproductions. “Everyone is

talking international coproduc-
_ 1
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Viewpoints

Harold E. Protter

Vice president, Gaylord
Broadcasting Co. and gener-
al manager, WVTV Milwau-
kee. He is a member of the
board of directors of the Na-
tional Assn. of Broadcasters,
a member of its engineering
advisory committee and
chairman of its advanced
television task force. In the
latter capacity, he has repre-
sented the NAB in Japan.

Foreign equipment:
Is it speaking
U.S. stations’ language?

There is a need for better communication between
local American television stations and Japanese and
European manufacturers of television studio equip-
ment. Years ago, when most studio equipment was
designed and manufactured in Camden, N.J.; Syra-
cuse, N.Y.; and Redwood City, Calif., manufacturers
had easy access to the needs of local television stations
by virtue of both their locations and the easy commu-
nications between their respective marketing organi-
zations and the engineers who had actual responsibil-
ity for the design and production of equipment. The
customers and the design engineers are now separated
by miles, time zones, languages, and layers of manage-
ment.

We now have no comparable full line organizations
based in the United States today to RCA, GE and the
old Ampex. Due to failure on the part of American
manufacturers to deliver advanced, high quality prod-
ucts, American labor to remain effective in both pro-
ductivity and quality, and failure of American tax pol-
icy to encourage manufacturing and longterm research
and development, most of our tape machines come
from Japan and most of our studio cameras (including
those used in the United States Congress) come from
either Japan or Europe. While the products sent to our
shore are well designed and of consistent high quality,
their design often reflects the perceived needs of the
networks, rather than of television stations.

Network-union bias

CBS, NBC, and ABC are well known to the offshore
manufacturers. Manufacturers maintain regular liai-
sons with the three networks, and the three networks
regularly send engineers overseas to express their
viewpoints. Yet, the broadcast networks are very dif-
ferent from television stations. The networks pay their

engineering employees a far higher wage than do sta-

tions. They have restrictions on employee productivi-
ty because of their union contracts that are far more
restrictive than most unionized stations—and the ma-
jority of television stations have no restrictions be-
cause they are non-union. The foreign equipment de-
signed to increase productivity at the networks does
not necessarily increase productivity at a local station.
Equipment rejected by the networks could increase
productivity at stations.

The networks have entire departments to deal with
engineering theory and systems design. Equipment
manufacturers often modify the design of equipment
at the suggestion of the networks. Such changes may
benefit stations purchasing the equipment or may
only add to the complexity of the equipment.

The chief engineers at most television stations must
spend most of their time dealing with personnel, pur-
chasing, paperwork and often actual maintenance. If
given the opportunity to evaluate proposed new de-
signs of equipment for human engineering and ease of
repair, their advice could be at least as useful to equip-
ment manufacturers as advice from their network
counterparts. The networks can afford to operate sys-
tems redundantly. Stations cannot afford the same
level of redundancy as the networks can. The networks
find compromises such as dropping one frame of video
every 16 seconds unacceptable, while stations drop up
to three frames of video every second in order to time
compress programming without editing. We often live
in different worlds.

Giving stations a voice

There are simple ways that communications between
stations and offshore manufacturers can be increased.
Many center around the NAB convention, SMPTE
and other technical organizations. It is in the interest
of the managements of stations to encourage their
engineers to not only attend the technical sessions at
the NAB convention but also to encourage them, and
allow them time, to prepare and present papers on
operational matters at stations. It is useful for stations
to identify areas where operational efficiencies can be
increased and identify the scope of the problems. In
doing so, they are communicating potential markets to
equipment manufacturers.

Broadcast equipment manufacturers would do well
to make their systems designers attend such sessions
and participate. Sales and marketing executives
should also attend. Followup should include factfind-
ing visits to stations of all sizes, both affiliates and
independents.

The NAB represents the broadest possible base of
all the television stations in the U.S., as well as the
major television networks. As such, I hope it will find
creative ways of increasing communications between
television stations and offshore manufacturers. Better
exchanges of ideas on television station operations
centered around the NAB convention is just one op-
tion open to the NAB. I predict the NAB science and
technology staff will become more familiar with the
operations of television stations in the future and will
be more visible overseas. Possibly the NAB could set
up low-cost trips for local station engineers to meet
with overseas equipment designers.

Television/Radio Age, April 3, 1989
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‘Legends,’ past and future, is selling
well but ‘War’ is hell for Rotfeld

Despite having to scrap one of his
more popular shows due to lack of
sponsor interest, Berl Rotfeld says
his production/syndication compa-
ny is enjoying one of its best sales
years with the series Greatest
Sports Legends and Super Blooper
Sports Show plus some specials.

Rotfeld, who has been consider-
ing selling his Bala Cynwyd, Pa.-
based Sports Legends Inc. and Berl
Rotfeld Productions (TV/RADIO
AGE, Jan. 23), says the casualty
was War of the Stars, which ended
a five-year run in early January
with good ratings. This year he had
planned a Best of War of the Stars
as a one-hour special but shelved it.
Advertisers dismissed it as “junk
sports,” he says, despite that the
series averaged a 5.5 Nielsen rating
for its final five-week period, well
over its guaranteed 3.5 rating level,
although it lost money because all
the time couldn’t be sold. In con-
trast, GSL averaged a 4 rating last
season, on target with its guaran-
tee.

Now in its 16th season, Greatest
Sports Legends runs 52 weeks, en-
compassing nine nhew interviews
and a “Class of '88” potpourri spe-
cial, reruns of those 10 shows and a
selection of ‘“‘classics,” Legends
from past seasons.

Among the nine athletes due this
year are baseball’'s Mike Schmidt,
football’s Jim Brown—a longtime
holdout—and tennis’ John New-
combe.

(GSL is cleared on 125 stations,
for 75% coverage of T'V households.
About 80% of the stations are net-
work affiliates, Rotfeld notes, in-
cluding WABC-TV New York,
KABC-TV Los Angeles, WMAQ-
TV Chicago, WPVI/TV Philadel-
phia, KRON-TV San Francisco
and WRC-TV Washington.

Ford is the company’s major
sponsor, having bought one 30 on
GSL and three 30s each on Future
Legends, Super Blooper and The
History of Auto Racing via Rot-
feld’s sales agent Total Video, New
York. The Ford 52-week upfront
huy on GSL, obhserves Rotteld,
“means we can’t lose money for this
year.”

Rotfeld, who has bheen talking

S8

with ESPN about recycling the old
G LS interviews, says, he would like
to snare Jack Nicklaus, Sandy
Koufax, Chris Evert and John
McEnroe.

GSL,which occasionally does de-
creased stars like Babe Ruth, Lou
Gehrig and Roberto Clemente, will
feature Knute Rockne later this
vear. Ty Cobb has not been done,
Rotfeld laments, because there is
not enough good footage available.

The producer says he has cooled
toward pursuing Olympians. Last
year, Rotfeld’s home video opera-
tion marketed 13 GSL interviews
with Olympic medalists of the past,
but that VCR line performed poor-
ly.
On GSL, the host—Reggie Jack-
son this year and next—handles
the interviews on-camera. With
Future Legends, the various hosts
handle only the wraparounds, with
the actual interviewing done off-
camera by staffers.

The light side. Future Legends
commands higher ad rates than
GSL because of its higher coverage
(80%) and because the featured
sports figures are still active, says
Rotfeld. Following the John Havli-
cek-hosted Future Legends of Bas-
ketbali hour in the first quarter will
be the baseball special, in which
Jackson will interview Wade
Boggs, Frank Viola and, possibly,
Jose Canseco, Rotfeld continues.
Due in October is Future Legends
of the Sports World, to include an
interview with auto racer Danny
Sullivan—who in May will host the
company’s History of Auto Racing
hour. Later in the fall will be Fu-
ture Legends of Football.

Among stars being sought for
Future Legends are Mike Tyson
and Michael Jordan.

Super Blooper, a 26-week half-
hour series due aptly enough for an
April 1 kickoff, is coproduced with
Rotfeld’s son via Steve Rotfeld
Productions. His son, who pro-
duces The Light Side of Sports for
ESPN, also did The Wacky World
of Sports series for syndication, the
latter hosted by Bob Uecker.

Rotfeld’s companies are located
ahove his wife’s restaurant.

Black filmmakers

awards show set

The 16th annual Black Filmmak-
ers Hall of Fame Awards, taped re-
cently in California, will be syndi-
cated for the first time for June and
July clearances. WNBC-TV New
York has cleared the two-hour
awards and music special for an air-
ing in May, earlier than the broad-
cast times planned by other sta-
tions nationally.

The show, which was produced
by UniWorld Entertainment and
distributed by Raymond Horn
Syndication in association with
Joan Moran, is cohosted by Debbie
Allen and Gregory Hines.

In keeping with this year’s main
theme, Movable Images, Black
Music and Dance in Film, the Paul
Robson award, the organization’s
most prestigious honor, was given
to Alvin Ailey.

Debbie Allen and Gregory
Hines are the cohosts of the
“16th Annual Black Film-
makers Hall of Fame.”

The Nicholas Brothers are hon-
ored in the show, and clips of two
film dance sequences are shown.
Also honored is Katherine Dun-
ham. The program incorporates an
extensive amount of film research
as well as archival footage, and sev-
eral of the black films have not
been seen since their initial release.

The year 1989 marks the 16th
annual event for the Black Film-
makers Hall of Fame, and the tap-
ing coincided with Black History
Month. Other stars in the program
were Danny Glover, Sinbad, Bever-
ly Todd, Richard Roundtree and
Sheila Frazier. Gene A. Davis is ex-
ecutive vice president of UniWorld
and executive director of the two-

hour special.
|
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tions, but we all know these words
have been simply substitute words
for higher prices. My theory is that
if you produce for one medium, the
profit will come from others. Most
Hollywood producers think you
produce for network and your prof-
it comes from that. That’s the men-
tality of today.

“But we think that networks are
not necessarily the driving force to-
day, and so does Phoenix. They are
not abandoning the network; they
just think there are other ways to
put productions together. In any
case, we expect that Phoenix will
try to develop first-run syndicated

shows and network series with our
sufficient cash flow. And we expect
a quota of television movies and
miniseries.”

Phoenix has already put its
product into the King Features
arena with miniseries such as The
Women of Brewster Place and
Family of Spies. Miller says,
“These are program that Phoenix
went ahead with, knowing the pur-
chase would come through. And we
are doing Prince Vealiant on our
own, an animated series, and we are
still acquiring product from inde-
pendent producers.”

Phoenix has six or seven things

in development with the networks,
says Miller. “They have an umbrel-
la deal with Victoria Principal—
that is, two TV movies that are
backdoor pilots, with the aim that
one will be a series.” One has al-
ready aired, notes Miller—The
Naked Lie, which will be included
in a film package.

The production company will be
renamed King-Phoenix Entertain-
ment Inc. Gerald Isenberg and Ger-
ald Abrams, CEO/co-chairman and
co-chairman of Phoenix, respec-
tively, will continue to operate the
business for Hearst, reporting to
Bruce Paisner, president of KFE.

‘Wonder Years’ are among prime time
programs with demographic rating
surprises for this season

Despite all the targeting of prime-
time network TV series to certain
audience segments, there have
been several demographic sur-
prises this season.

ABC’s The Wonder Years, for
instance, began as an adult-orient-
ed series last season, with the nar-
rator, an adult, recalling his child-
hood in the 1960s. Having found
that it was attracting a ‘“‘surpri-
sing” kids’ audience, says Alan
Wurtzel, senior vice president of
marketing and research services at
ABC, the network decided in Feb-
ruary to move the “dramedy” to an
earlier time slot, 8:30 p.m. (ET)
Tuesdays, hammocked between
Who's the Boss? and Roseanne.
The move worked, with the Niel-
sens for the week ended March 12,
for example, showing Wonder
Years notching a 22.4 rating/33
share, its best rating to that point.

In the 1988 fourth quarter, that
series was 18th among men 18 to
34, No. 12 among teens and No. 15
with kids aged 2-11—the latter de-
spite its 9 p.m. scheduling. Wonder
Years was only one of five kids top
20 programs airing in a 9 p.m. or
later time slot last fall, and just one
of four series with over 10% of its
audience among teens, according to
Bozell, Jacobs, Kenyon & Eck-
hardt (the others being Growing
Pains, Head of the Class and
NBC’s The Hogan Family).

Meanwhile, NBC’s In the Heat
of the Night began with an older-

adult skew akin to its Tuesday
lead-in, Matlock. This season it has
been adding a young adult follow-
ing as well, and that erosion was
one of the reasons behind ABC’s
pulling of Moonlighting from
Tuesday. Wurtzel cites Mission:
Impossible-——whose initial popu-
larity has been among viewers 25 to
54—as an ABC series that has the
potential to expand into younger
adult demos as Heat has done.

Other demo tales. CBS is caught in
a demographic crossfire on Tues-
day and Wednesday nights in par-
ticular and seems unable to lure

Originally seen as an adult-
ortented “dramedy,” ABC’s
“The Wonder Years” has
become increasingly popu-
lar among children and
teens.

sizeable numbers of kids and teens
to any of its leadoff primetime
hours. On those evenings, ABC
draws the kids, teens and young
adults while NBC grabs the older
adults. Consequently, Wurtzel
says, “CBS is essentially locked
out” during the bulk of those
nights.

Because ABC skews younger and
that audience is more impatient
than, say, those who watch Mat-
lock, NBC’s Tuesday has had a
more reliable “platform to build
on” in 50-plus viewers, Wurtzel
continues.

Despite its problems, CBS has
made significant gains in the first
quarter, says David Poltrack, se-
nior vice president for research and
planning, CBS Marketing. One se-
ries on which CBS remains high is
Wiseguy. Though one of three
“narrow appeal programs” in the
10 p.m. (ET) Wednesday spot, Wi-
seguy is far more popular among
urban audiences, Poltrack ob-
serves. ABC’s China Beach, mean-
while, may be about women in the
Vietnam War, but it has been doing
well among men, especially those
aged 25-54.

Turning to CBS’ newest tryout
series, the Monday openers Live-In
and Heartland, Poltrack says the
goal is to bolster CBS’ young and
young adult audience appeal.
Heartland hopefully will be what
he dubs a “bimodal appeal” show,
appealing to older adults and the
youth market. Poltrack agrees with
Wurtzel that 8 to 9 [p.m.] traction
is the key to success, and the bulk
of CBS’ fall development efforts
are geared to that end.
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Blair Entertainment has become
the national sales rep for Michelob
Presents Sunday Night, late-night
music show currently running in
more than 60% of the country, in-
cluding on all the NBC-owned sta-
tions. Agreement on Michelob Pre-
sents Sunday Night, abarter show,
was reached with Broadway Video
Entertainment, producer of Sun-
day Night.

From the Heart, half-hour strip,
will begin, testing on the King
World R&D Network, alliance
formed by King World and six sta-
tion groups for testing and devel-
oping first-run programming prior
to syndication. Heart, which is
hosted by Gloria Loring, is a day-
time show that incorporates tradi-
tional talk segments with real peo-
ple reenacting their own true sto-
ries.

World Events Productions’ Den-
ver, the Last Dinosaur, halfhour
strip set to debut in September, has
been sold in 78 markets, including
18 of the top 20, covering 60% of the
U.S. Denver had been a successful
weekly series. Barter split is two-
and-a-half minutes for national
sales and three-and-a-half for local
each half-hour.

TVRC Syndication’s Hoop Du
Jour—The Week in Pro Basket-
ball has been cleared on 71 stations
representing 70% of the country.
Markets include all top 10. These
are four CBS-owned stations plus
WNEV-TV Boston, WJBK-TV
Washington, WOIO-TV Cleveland,
KDAF-TV Dailas-Ft. Worth and
KICU-TV San Francisco-Oakland.
The four CBS-owned stations are
WCBS- TV New York, KCBS-TV
Los Angeles, WBBM-TV Chicago
and WCAU-'T'V Philadelphia. The
half-hour weekly specials are host-
ed by is set for a start in April.

Casablanca IV has added 2 sta-
tions Lo ts Crimes of the Century
lineup. Among the cleared stations
are KMSP-T'V Minneapolis,
KMOV-T'V SIL Louis and WIHT-T'V
Cincmnall, hringing the total to
8% coverage ol the U.S. The show
debuted on Jan. 28,

www americanradiohistorv com

Worldvision Enterprises’ Your
Home ad-intensive, weekly home-
improvement series, has been
cleared in more than 40 markets,
for a coverage of 40%. New stations
are WKYC-TV Cleveland, KOMO-
TV Seattle, WTMJ-TV Milwaukee
and WSMV-TV Nashville.

Republic Pictures Domestic
Television has sold Color Movies I,
feature film package, in five mar-
kets, brining the total clearances to
92% of the U.S. The five markets
are WJBK-TV Detroit, KOCR-TV
Cedar Rapids, WENY-TV Elmira,
N.Y., KETK-TV Tyler, Tex. and
WNEG-TV Tocca, Ga. Films in-
clude Rto Grande and Magic Town.
All films are colorized. Also at Re-
public, its Holiday Features pack-
age has five new licensees: KVOS-
TV Bellingham, WRGB-TV Alba-
ny, WTHR-TV Indianapolis,
WJSU-TV Anniston, Ala., and
KNXV-TV Phoenix. The package
includes The Bells of St. Mary’s
and The Miracle of the Bells.

Genesis Entertainment has
cleared The Judge on KHJ-TV Los
Angeles and WMAQ-TV Chicago.
Current total clearances are 51
markets covering 60% of the coun-
try. Other clearances are WTXT-
TV Philadelphia, KTVU-TV San
Francisco, WBZ-TV Boston and
WJLA-TV Washington. Judge is
entering its fourth season. Barter
sales are handled by Group W.
Richard Zimmer, executive direc-
tor, research, has been promoted to
vice president, research, Orion
Television Syndication. Zimmer,
before joining Orion in 1984, was
manager, research, Telepictures
Corp. for one year. And before that,
he was program research analyst at
Blair Television.

Polaris distributes
recipe vignettes

Polaris Entertainment is distribut-
ing a number of drop-in programs
featuring Chef Tell. The new epi-
sodes of the program, Quick N’
Easy Recipes, total 250, and 200
more are slated for production,
with additional episodes planned
for five years or more.

The shorts cover the basics of
food preparation and selection, and
all the major courses are included,

Television/Radio Age, April 3, 1989


www.americanradiohistory.com

PROGRAMMING

Patchett-Kaufman

a natural team

The newly formed Patchett-Kauf-
man Entertainment combines the
strengths of each partner—Tom
Patchett’s expertise in half-hour
sitcoms and Ken Kaufman’s in
longform programming.

Talks that led to this new TV
program production shop began
about three months ago, although
Patchett and Kaufman had talked
about such a partnership as long
ago as five years.

Patchett is best known as a cre-
ative force behind such hits as
NBC’s ALF and CBS’ The Bob New-
hart Show as well as the unsuccess-
ful Buffalo Bill comedy on NBC.
Kaufman previously was executive
vice president at Telecom Enter-
tainment, where he was executive
preducer on TV movies such as
NBC’s In the Line of Duty: The
FBI Murders, the highest rated fall
88 TV movie, as well as CBS mov-
ies A Case of Deadly Force, The
Attic: The Hiding of Anne Frank
and The Gift of Love: A Christmas
Story—the latter two sponsored by
General Foods. He also oversaw
NBC’s two-part miniseries Ana-
stasia.

Patchett-Kaufman probably will
continue to seek sponsors to sup-
port such made-for-TV movies,
Kaufman says. “We may well do
that, if that’s the best way to mar-
ket a particular project.”

The first primetime commit-
ments for the Culver City-based
shop are an NBC order for 13 epi-
sodes of an as-yet-untitled, uncast
half-hour comedy series and an
NBC order of a two-hour movie pi-
lot, Archie, inspired by Archie Com-
ics’ comic book teenager. The latter
pilot will be done in association
with DIC Enterprises, which has
been working on the concept for a
couple of seasons.

Although their main focus will be
network, the execs do not rule out
first-run syndication and cable.
Noting he and Patchett previously
teamed up on Washington, Show-
time’s comedy series, Kaufman ob-
serves, “The medium will be dic-
tated by the material.”

The duo also will be “on the look-
out for foreign coventures,” Kauf-
man adds, noting that that could
involve series as well as movies. Be-

cause Alf is an overseas success,
Kaufman sees the need for similar
product around the world.

WGBH unit studies

interactive kidvid

WGBH(TV) Bosten has been given
an initial grant of nearly $41,000 by
the Corporation for Public Broad-
casting to develop interactive chil-
dren’s TV programming.

The station’s Special Telecom-

munications Services division will
use various devices that will re-
spond to signals hidden within the
TV picture. The Massachusetts In-
stitute of Technology will provide

the research component of the pro-
ject.

Under the guidance of Kate Tay-
lor, executive producer of PBS’ De-
Grassi Junior High series, a group
of children’s producers will brain-
storm and deliver creative ideas
which then may lead to a pilot. No
timetable was announced.
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director of programming. Prior to
joining Buena Vista, Cohen was for
five years news director at KPIX-
TV San Francisco. His career in lo-
cal TV news began in 1977.

Douglas Roth has been named
vice president, research at Colum-
bia Pictures Television. He joined
Columbia in 1987 and before that
was project director at ASI Market
Research Inc.

Joseph Mirabella Il has been
named director of sales, northeast-
ern division, television syndication
at Twentieth Century Fox Film
Corp. Previously, Mirabella was
vice president of sales and program
development at ABR Entertain-
ment.

Rob Corona has joined Tribune
Entertainment as vice president/
general sales manager. and Ron
Johnson, previously with Camelot
and King World, has joined the
company as West Coast sales man-
ager. Corona has been at MGM/UA
Television. Cathy Forbes is pro-
moted to midwest sales manager.
And in ad sales, Clark Morehouse
becomes senior vice president of ad
sales for all TEC programs and Bob
Cesa is promoted to vice president.

Gerard T. Farrell has been
named vice president, director of
research and development at MCA
TV. He comes to MCA TV from
Group W Productions, where he
was vice president of research and
marketing since 1985,

Ken lJingles has been appointed
western division sales manager at
Fries Entertainment’s domestic
theatrical distribution depart-
ment. Before joining Fries, Jingles
spent eight years with Warner
Bros. Film Distribution where he
was a member of the sales staff for
several territories throughout the
eastern U S.

Bobhee Carson Gabelmann has
been named account executive,
northeastern division, and Stuart
Marcus has been appointed ac-
count executive, southwestern di-
vision, at Paramount Pictures do-
mestic television division. Gabel-
mann was director of programming
at MMT Inc. for two years and di-
rector of broadcasting for WCBS-
TV New York for two years. Mar-
cus, before joining Paramount, was
an account executive at MGM/UA
Television.

ESPN’s baseball
‘loss leader’ but
has other value

The outlook for broadcast sports
rights fees is nothing but continu-
ing escalation, says Roger L. Wer-
ner, Jr., president of ESPN. Never-
theless, in an address before the
New York Chapter of the Academy
of Television Arts and Sciences, he
warned successful bidders who
seek to recover their investment at
viewers' expense by limiting viewer
access to pay-per-view that they
could well kill the goose that’s been
laying those golden eggs for both
team owners and broadcasters.
Consequently, although Werner
expects ESPN’s recent $400 mil-
lion baseball contract to be a “loss
leader’ that costs ESPN more than
it gets back over the next few years,
he says he’ll continue ESPN’s in-
centives to cable system operators
to keep the 175 games involved a
part of subscribers’ basic cable
package at no extra charge.

Roger Werner, Jr.

Why take a loss? Werner says
there’s more to it than just dollars.
“Qur coverage will enhance the
ability of other programming in our
total baseball portfolic to generate
returns. And it has extraordinary
value as a tool to provide lift and
promotion across our entire sched-
ule. Qur projections show that our
full baseball lineup has the poten-
tial to greatly increase our average
rating across the six months of tele-
casts.”

He adds that while ESPN’s bid
did not depend on this assumption,

“I'd point to our experience with
the NFL games and predict that
Major League Baseball on ESPN
will promote advertiser interest in
ESPN and in cable sports in gener-
al and increase basic cable penetra-
tion and our subscriber base
through the life of the contract.”

Werner says, “For the first time
advertisers will be presented with a
large national baseball package in
which they can buy six months’
continuity in primetime. Major
League Baseball on ESPN will pro-
vide advertisers a low-clutter op-
portunity to showcase their in-
volvement in the sport with high
efficiency.

Summing up, Werner is con-
vinced that “Using cable’s abun-
dant channel capacity to help view-
ers gain access to more of the sports
they love, to broaden their appreci-
ation of sports, will strengthen cab-
le’s value.

“But using cable’s technology to
erect toll booths may cast cable
programmers and operators in the
same light as that old cartoon fig-
ure—the cop chasing children from
the back fence at the ballpark. He’s
a figure of scorn and fair game to
outwit. It's not an image anyone
wants in the future of sports on ca-
ble television.”

Lifetime will premiere Esquire:
About Men, For Women, half-hour
series based on Esquire magazine,
on May 6 at 12:30 p.m. on Satur-
days. Thirteen episodes will be pro-
duced by King Features Entertain-
ment. The series will be shot on
location across the country.

Bob Jones has been named vice
president of programming at The
Nostalgia Channel. Jones, a past
president of NATPE, had been
vice president of development and
sales at Telequest. Before that
Jones was program director at
KING-TV Seattle.

Turner Entertainment has abort-
ed its colorization plans on Citizen
Kane, movie classic because of pos-
sible legal entanglements with the
Orson Welles estate. However,
Turner has restored a printing neg-
ative for more quality.
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in addition to new cooking ideas.
Viewers will learn how to prepare a
wide range of appetizing recipes,
and the drop-ins, which are about
one-minute in length each, are tar-
garted to viewers with proven buy-
ing power, according to Polaris.

To enhance the ratings potential
of Quick 'n’ Easy, a promotional
program has been introduced. All
the recipes in the series have been
put into a computer-generated
data base, which contains all the
vignettes and enables retailers to
tie in specifically with the chef’s
recipes on TV and to promote fea-
ture-priced food items or other
foods in the store.

The store can give free copies of
the recipe at the point-of-sale or
the recipe may be mailed to cus-
tomers who call a phone number
advertised in the retailer’s TV
commercial. Also, the recipe can be
printed alone or it can include a
coupon directed at specials fea-
tured in the store.

The data base is divided into 22
main categories including beef,
pork, vegetables and canned fruits.
Each of the headings then include
specifics such as sirloin steak and
other food items in the recipes. A
data base identifies the specific
program which shows the recipe.

Polaris, based in Riverside,
Conn,, is also distributing 26 epi-
sodes of I'd Rather Be Fishing,
with Curt Gowdy as host. Produced
in Canada, Alaska and the U.S,,
among other countries, half-hour
titles include World Record Mar-
lin, Hello Dolly, Long Live the
King and Trout on Dry Fly.

Bruno Cohen has been named vice
president, programming, Buena
Vista Productions. Cohen joined
Buena Vista in 1987 as executive

Bruno Coﬁen
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Putting It All'Together

Understanding today’s TV audience is like trying to solve
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THE UNLIKELIEST SPONSOR
Far from the Saturday-morning ghetto, Lionel
Kiddie City stores join the fight against

drugs in Washington, sponsoring a WTTG-TV
series, “City Under Siege,” along with

an in-store tie-in./65

INTO THE SUBURBS

Newscasts, and their sponsors, on KMOV-TV
$t. Louis follow the audience out into

the suburbs. News updates scheduled

every half-hour are also part of the

expanded news service./66

SELLER’S OPINION
Are sales representatives of black radio stations
setting their sights too low? Adrian A. Council,

general sales manager, WLIB New York, describes

how attitudes can make a difference./67

SPOTLIGHT ON...

Errol Dengler, president of Pinnacle Media, the
media service division of Wyse Advertising, Cleveland,
reports that after seven months in the business,
Pinnacle has added seven clients of its own./69
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KMOV-TV news and retailers follow
expansion of St. Louis suburbs

At 7 p.m. Sunday, Feb. 26, KMOV-
TV St. Louis, formerly KMOX-
TV, kicked off what it calls “the
most ongoing local television news
coverage in the U.S.” Now, every
hour, 24 hours a day, seven days a
week, KMOV keeps viewers in-
formed with continuous live news
and weather updates.

“The new homes
will just keep
spreading on
over the line,
into the next
county.”

Vice president, general manager
Allan Cohen says the news updates
occur at the top of every hour, and
at about 30 minutes past each hour,
viewers get a look at “St. Louis’
constantly changing weather con-
ditions, live radar and tempera-
ture.”

New news bureaus. On top of the
24-hour news reports, Cohen says
KMOV is also the first St. Louis
news operation to set up bureaus in
the fast growing St. Charles area
and in Fairview Heights, Ill.

Says Cohen, “We're the first
television station to make the com-
mitment to deliver news 24 hours a
day. We feel we’re ploneering a

Blair TV realigns in Los Angeles

T

Under the new restructuring of Blair Television’s Los Ange-
les sales office, the new team managers there are now, from
[., John Thackaberry, vice president, sales manager of the
Dodgers sales team; Allan Keir, vice president of the Kings;
Gretchen Jordan-Farrell, sales manager of the Lakers, and
Scott Pokard, sales manager of the Raiders. Floyd J. Gelini,
sencor vice president, director of regional sales, says the new
setup “maintains a four-team structure with no staff reduc-
tions. But it realigns station and team assignments and in-
troduces a regional sales manager position for coverage of
accounts outside the Los Angeles metro area. These changes
recognize the growth that’s taken place in the Los Angeles
area and the fact that Los Angeles now vies with Chicago for
number two position in national spot television sales.”

Cohen

move we think more stations will
follow."”

He says the way the new sched-
ule was set up, “coupled with our
geographic expansion, enables us
to deliver a one-two punch every
hour, around the clock: the 30-sec-
ond live news cut-in at the top of
every hour, and on the half-hour
our updated weather report.”

The ‘“‘geographic expansion,” he
explains, means the two new news
bureaus: “Forty per cent of our
viewers are in Southern Illinois.
And St. Charles is the direction St.
Louis is growing, much the same
way Suffolk County mushroomed
on Long Island at the peak of its
expansion:—except that Suffolk
could spread only as far as the At-
lantic Ocean beaches on one side
and Long Island Sound on the oth-
er. But here, St. Charles has no nat-
ural boundaries to limit growth—
only the politically-drawn county
lines. The population will just keep
spreading on into the next county.
And we’re now the local television
news source for all of it.”

Cohen adds, “As in any fast-
growth, essentially residential new
suburban area, as the new homes go
up, so do the shopping malls, auto
dealerships and other new retail es-
tablishments. So our move also
represents additional new revenue
opportunities for the station.”

Sales force inundated. Cohen re-
calls, “We made our first public an-
nouncement of our news plans on
our own airwaves at 7 p.m. Sunday
evening. By 9:15 a.m. the following
Monday morning, our sales force
was inundated with calls from ad-
vertisers who wanted to arrange
sponsorships in our new round-the-
clock news service. Qur new busi-

66
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Toy sponsor backs WTTG-TV’s fight
against drugs with City Under Siege

With the crime actuality genre
spreading almost as fast as crime
itself, there’s nothing like turning a
negative into a positive for the
right advertiser. But the top-of-
mind “right” advertiser categories
would probably be a lot closer to
security systems, karate schools
and pit bull dogs than toys.

Yet it's Lionel Kiddie City toy
stores which scored big in the capi-
tal of the new, kinder, gentler
America with City Under Siege on
Fox Television’s WTTG-TV
Washington—even though the half
hour plays at 11 p.m. following
WTTG’s evening news.

Winning back Washington. WT'TG
spokesmen describe the show as
“the cornerstone of our commit-
ment to win back Washington from
the drug invaders. The program
cracks down on drug dealers, offers
rewards for information leading to
arrest and assists law enforcement
agencies, while also highlighting
the positive by pointing out anti-
drug programs available here.
Viewers are urged to call in to our
hotline number with any informa-
tion on drug dealers.”

What’s the toy dealer connec-

EVin

tion? Says national sales manager
Ginger Kraus, “Lionel was opening
five new Kiddie Cities in the Mary-
land and Virginia suburbs. We fig-
ured a poster contest tied to City
Under Siege should be a good way
to get the kids excited about saying
no to drugs—and most important,
getting them started saying no at
an early age, the sooner the better.”

Poster contest
spurs kids to
say ‘no’ to
drugs at an
early age.

The contest kicked off in early
December and ran through Jan. 9.
The rules had to be picked up at a
Lionel Kiddie City, then the young
contestants drew posters showing
how or why they and their friends
should stay away from drugs. One
child in each age bracket had their
poster judged a winner, the prize
being a $200 gift certificate good at
any Lionel Kiddie City. Two grand
prize winners had $1,000 donated

The lady on the left is WT'TG-TV national sales manager,
Ginger Kraus. Her crowd of small friends are some of the
winners of the ‘Say No to Drugs’ poster contest sponsored
by Lionel Kiddie City, which has just opened more new toy
stores in the Maryland and Virginia suburbs, and WT'TG'’s
drug-fighting City Under Siege.

to their school and a chance to have
their posters seen on TV,

Reaching mothers. Lee Radvin,
who shares the office of the presi-
dent with Shel Boden at Admerex/
Lee Media, Lionel’s media service,
says “The station came up with the
idea, and we agreed it should be a
good way to reach not the kids at 11
p.m. at night, but to reach their
mothers. It’s the mothers who take
the kids to Kiddie City and who we
figured would encourage their own
kids to make up a poster for the
contest. And they did. Close to
1,000 children drew posters.”

a
Fox news chief /an Rae
mulls extending “City Un-
der Siege” to other Fox sta-
tions.

Meanwhile, as of mid-February,
City Under Siege was credited
with the capture of 11 drug dealers.
And the show’s Washington suc-
cess has encouraged Ian Rae, news
director of Fox’s WNYW-TV New
York and executive vice president
of news for all seven Fox-owned
stations, to go ahead and produce
an hour pilot of a New York version
for WNYW.

With WNYW news anchor John
Roland in the slot, the New York
pilot aired Jan. 30 at 8 p.m.

But nothing comes easy. While
interviewing a self-professed, con-
victed drug felon in The Bronx,
near Yankee Stadium, cameraman
Greg Franchuk, audio engineer Al
Daughtry, and reporter Dave
Browde were under siege them-
selves for several minutes when
they were attacked by a gang of
drug dealers throwing eggs, bottles
and bricks. They were rescued in
the nick of time by arrival of a po-
lice car,
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Appointments
7Stz!tions
Y
m -
Jordan Rhoades

Ted Jordan has been named vice
president, general manager of
Group W’s KDKA Pittsburgh. He
succeeds Rick Starr, now vice pres-
ident, general manager of WMAQ
Chicago, and is succeeded as vice
president, general manager of
Group W’s KQZY(FM) Dallas-
Fort Worth by Jenny Sue Rhoades.
Rhoeades joined Group W Radio in
1984 and now steps up from general
sales manager at KQZY.

Gary R. Nielsen has joined King
World Productions” WIVB-TV
Buffalo, N.Y. as vice president/
general manager. He was formerly
vice president, station manager of
Pappas Telecasting’s KPTM-TV
Omabha.

John Sloan, general sales manager
for Palmer Communications’
KWQC-TV Davenport, Iowa, has
been named station manager. He
had been general sales manager of
KESQ-TV Palm Springs, Calif. be-
fore coming to KWQC in 1987.

Robert G. Salat, general sales man-
ager of Diversified Communica-
tions” WCJB-TV Gainsville-Lake
City-Ocala, Fla., has been promot-
ed to vice president, general man-
ager of the company’s WCTI-TV
New Bern, N.C. in the Greenville-
New Bern-Washington DMA.

C. David Whitaker has been named
vice president and general manager
of WTVT(1'V) Tampa-St. Peters-
burg. The former president and
general manager of WJW.-TV
Cleveland comes to Tampa to suc-
ceed Harry Apel who is retiring.

Bruce Blevins, general manager of
Malrite Communications’ KNEW/
KSAN(FM) San Francisco has
been elected a vice president. He
joined Malrite last year and before
that had been with KKCY(FM),
also San Francisco, and with Chris-
tal Radio.

Chuck Brooks, general manager of
Tichenor Media System’s WIND
Chicago now also serves as general
manager of sister Spanish-lan-
guage station WOJO(FM) follow-
ing the departure of WOJO’s for-
mer general manager, Athena So-
fias.

Robert B. Call has heen promoted
to vice president, general manager
of Jefferson Pilot’s KYGO AM-FM
Denver. He joined KYGO as pro-
gram director in 1980 and now
moves up from operations manager
for both stations.

Ted J. Atkins has been appointed
general manager of Shamrock
Broadcasting’s WWSW AM-FM
Pittsburgh. The former vice presi-
dent, general manager of WTAE/
WHTX(FM) Pittshurgh was most
recently president of Atkins
Broadcasting and joins Shamrock
to succeed Diane Sutter, who has

transferred to the company’s
WTVQUTV) Lexington, Ky. as vice
president, general manager there.

L Y
Ric Gorman is the new vice presi-
dent, general manager of Clear

Channel Television’s WPMI-TV
Mobile-Pensacola. He moves in
from Providence, R.I. where he had

been vice president, general man-
ager at WNAC-TV.

James C. Warner has been named
executive vice president in charge
of broadcast operations at M. T.
Communications and general man-
ager of M. T.'s WCAY-TV Nash-
ville. He was formerly senior vice
president and Midwest manager
for Independent Television Sales,
responsible for sales out of Chica-
go, Detroit and St. Louis.

Representatives

Peter Doyle has been named presi-
dent of McGavren Guild Radio. He
succeeds Ellen Hulleberg, now pres-
ident of The Radio Store for In-
terep. He joined the company in
1974 as an account executive and
now moves up from executive vice
president.

David Bisceglia and $Sal Tofano
have been promoted to assistant
managers at Blair Television in
New York. Tofano will now help
run the Independent Red Team
and Bisceglia is second in com-
mand of the CBS Red Team. Both
came to Blair as research analysts,
Tofano in 1982 and Bisceglia the
following year.

—
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ness development unit under gen-
eral sales manager Bob Grissom
has been following up all calls as
fast as it can, ever since.”

Cohen says news director Allen
Holzer and his staff were able to
“reconfigure our news operation at
only nominal additional expense
by modernizing our news room
equipment and rescheduling the
people we already have on board.
We only had to add three parttime
reporters on our midnight to 8 a.m.
shift. The efficiency we added to
our news room with our new beta
cart system and our new computer-
ized news room enabled us to free
up people already on our staff to
man the two new news bureaus in
St. Charles and Fairview Heights.
It allowed us to redeploy two cam-
eramen and a writer-editor to each
of the two bureaus. All of them
were people who were already part
of our main news staff here in St.
Louis. And we’re the first television
station in this market to set up
news bureaus in these two growth
areas and take a regional approach
for our news coverage.”

Boston station in
education project

WCVB-TV Boston has joined the
Boston Public Library to produce
the first outreach effort of its two-
year Great Expectations: The
Education Project, with the Bank
of Boston as a corporate sponsor.
The outreach program is a special
screening of A Likely Story, free
and open to the public.

A Likely Story showcases ac-
claimed children’s stories in ani-
mation, original stories written by
Boston area children, and the
imaginative adventures of a book-
mobile librarian. Animation seg-
ments are produced by Weston
Woods Studios, whose home video
affiliate has been cited by Action
for Children’s Television’s ACT
Hall of Fame for “using TV and
home video to lead children to the
magic world of books.”

The full scope of Great Expecta-
tions: The Education Project in-
cludes a comprehensive televised
look at preschool, primary and sec-
ondary school education in Massa-
chusetts, with the hope, “of raising
the public consciousness with re-
gard to education.”

One Seller’s Opinion
Manager outlines

/ \ three ways to go

b in radio sales

v
d

/"\ L Council

Black radio has a unique community function compared to what is often
classified as “general market” or all other non-ethnic radio. In African-
American communities throughout this country, black-owned or pro-
grammed radio stations are usually the most dominant and influential
media that specifically target this consumer segment.

Therefore, it is necessary to approach sales of black radio and the perfor-
mance evaluation of persons representing this medium differently.

While it is true that no two salespersons are alike, there are nevertheless
certain general characteristics that may apply in our sector of the broad-
casting business. These characteristics or personality patterns can be clas-
sified into three separate and distincet categories.

One is the lackluster sales rep. This type of sales person has a longer
survival rate at larger stations and often goes undetected until the ratings
fall or the station suffers a loss of income for some other reason. Acting
mostly on leads supplied by the sales department, the lackluster sales
representative’s interests in black radio as a career are limited. The quality
of service he or she delivers to clients is usually poor. The lackluster rep
tends to lack initiative, self confidence and focus. The kinds of excuses he
or she makes to the sales manager are often on the order of: “They said
they’re not interested.” Or, ““He never called me back.”

Then there’s the mediocre sales rep. Here’s someone who can be counted
on to take the path of least resistance. The mediocre salesperson is com-
fortable calling on small-budget mom-and-pop retailers in communities
like Harlem, Bedford-Stuyvesant or East Flatbush. He’ll pursue easy tar-
gets that advertise only in the black press and shirk real challenges. He
needs to be assertive and more imaginative. This type can survive, but will
never thrive. He just gets by. Typical comments to the sales manager are,
“Whatever you say.” Or, “But what if he says no?”

Our third type, the passionate sales rep, is an entirely different story. He
or she has faith in the medium and its market. He focuses on goals and
follows through. He is creative and continues to sell effectively in the face
of poor ratings. He’s able to conceptualize and is an expert on black
consumer marketing. The passionate salesperson is stimulated by chal-
lenge. His real selling begins with the first objection. He’s goal-oriented,
success-motivated and is not in radio “just for the money.” He understands
the importance of the sensitive ambassadorial role he plays in the business
community. He is a committed representative for a particular consumer
market. Advertisers are impressed with his sincere and genuine interest in
the success and growth of their businesses. And he strives for the true goal
of client relations: friendship and trust. What he often says to his sales
manager is, “What do you think of this idea?” Or, “He needs us—he just
doesn’t realize it!”

So if you're in sales, the only obstacle that stands between you and
success in radio is you! The above is here for your guidance. Adjust your
attitude. Set your goals. There are three directions you can choose to
follow. Only one will lead to true personal and professional satisfaction!
Adrian A. Council, general sales manager, WLIB New York
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Allen Gantman has been promoted
to vice president/Western Region
manager for Eastman Radio. He
had been Los Angeles sales manag-
er and now adds supervision of San
Francisco and Seattle sales opera-
tions as well.

Joseph Pedri has been appointed
general manager of Seltel’s San
Francisco sales office. He transfers
from the general manager’s desk at
Seltel in Philadelphia.

Stu Zuckerman has been named
national sales manager of the
Swords Team at Katz Independent
Television in New York. He joined
Katz in 1983 as the Swords’ New
York sales manager and was elect-
ed a divisional vice president the
following year.

David Palmer has been promoted
to sales manager of the newly
formed Red Team at Harrington,
Righter & Parsons, Los Angeles.
He transfers from Chicago where
he had been an account executive
for the Gold Team.

David Smith and Ruth Lee have
been promoted to directors of pro-
gramming for Katz Continental
Television. Lee came to Katz in
1985 from the ABC Television Net-
work and Smith joined the follow-
ing year from a vice presidency
with LBS Communications. Both
now step up from associate pro-
gram director.

Elizabeth Sanches is now an ac-
count executive with petry Televi-
sion’s Dallas sales office. She
moves in from the sales staff of
KTXA-TV, also Dallas.

Debra Kleiman has joined TeleRep
as an account executive. She moves
in from the sales team at KMOV-
TV St. Louis and at TeleRep is as-
signed to New York's Tigers sales
team,

Rick Hebron has joined CHS Tele

vision Stalions Spot Sales as an ac

count exceulive in New York, He
wis formerly local sales manager at
WOCAU TV Philadelphin,

70

Agencies

Linda Roberts, director of media
services at John Malmo Advertis-
ing in Memphis, has been promot-
ed to vice president, media ser-
vices. She came to the agency six
year ago and is also coprincipal of
M&R Media Services, Malmo’s
media service division for clients
who do not require creative ser-
vices,

Peter Harrington has been elected
a vice president of BBDO New
York. He came to the agency in
1981 and is currently a media plan-
ning supervisor.

Michael Daly has joined Lewis, Gil-
man & Kynett, Philadelphia as se-
nior vice president-director of me-
dia services. Daly moves in from a
similar post with Levine, Huntley,
Schmidt & Beaver in New York,
and before that he had been a me-
dia manager with Avrett, Free &
Fisher.

Ellen Robinson, an associate media
director with DDB Needham Chi-
cago, has been promoted to vice
president. She joined the agency in
1982 and stepped up to media su-
pervisor in 1984.

Christopher Hallowell has been
elected a senior vice president of
Sunatchi & Saatchi Advertising in
New York. He joined the agency as
n medin assistant in 1974 and is
currently managing director of The

Program Exchange, the agency di-
vision that syndicates General
Mills’ TV series.

Lora Nelson, an executive produc-
er with DDB Needham New York,
has been elected a vice president of
the agency. Before joining DDB
Needham in 1983 she had headed
broadcast production for Avrett,
Free & Fisher.

Kelly Clemenger has been named a
media planning supervisor at
BBDO New York. Clemenger
joined the agency in 1987 from
George Patterson Advertising in
Sydney, Australia and now moves
up from media planner.

Cynthia Beerbohm has transferred
from associate media director on
the GMC Truck account at
McCann-Erickson, Detroit, to as-
sociate media director on the agen-
¢y’s Champion Spark Plug busi-
ness.

Adam Herman has been appointed
a media supervisor at Waring &
LaRosa, Inc. Before joining the
agency he had been an assistant
media group head at Grey Adver-
tising.

John E. Rothbaum has joined Earle
Palmer Brown & Spiro as a senior
media planner. He was formerly a
planner with Ogilvy & Mather,
working on such accounts as Shon-
ey’s Restaurants and Inns and
American Medical International.

Media Services

Joanne Evans has joined Kelly,
Scott and Madison, Chicago as vice
president of planning/client ser-
vices. She moves in from CPM, Inc.
where she had been a vice president
and media director.

Sandra Mendelson is now vice
president, sales with Vitt Media In-
ternational. She was formerly a
marketing manager at Univision,
the Spanish-language television
network. At Vitt she’s responsible
for new business development.
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Errol Dengler

President
Pinnacle Media
Cleveland

Errol Dengler, who heads Pinnacle, the media ser-
vice division of Wyse Advertising, says Pinnacle
handles all broadcast placement for Wyse clients and
also seeks outside clients for the division’s media and
marketing services. After Pinnacle’s first seven
months in business, it had already added seven clients
of its own, outside the Wyse stable.

Says Dengler: “We started Pinnacle to fill the need
for media and marketing services for the many region-
al fast food and automotive repair franchises and auto
dealer groups whose parent companies have their own

agencies that supply the creative but who aren’t neces-
sarily up to speed on the marketing nuances in every
region of the country.”

This, adds Dengler, “is where our membership in
LIAN (Leading Independent Agency Network) is of
particular value. LIAN member agencies across the
U.S. share regional information which is a big help
when we buy outside the Midwest area we specialize
in.”

He adds that Pinnacle’s prospective clients are not
limited to regional auto dealer associations and the
growing numbers of franchise chains. He says, “More
package goods companies, including Procter & Gam-
ble, are following Campbell Soup’s lead in getting clos-
er to their end retail outlets by associating themselves
with regional marketing efforts, more closely tailored
to the varying consumer lifestyles and competitive
situations that prevail in different areas. These are
also companies who already have a national creative
strategy, themes and execution, but are looking for
goals-oriented sales results at the local level. So they
need local expertise in where to get the most for their
media budgets, and they need it in the actual negotia-
tion and placement of those budgets.

“Because Wyse already has a good track record in
doing just that [Dengler had been a vice president,
group media director with Wyse before starting Pin-
nacle] and we have the national information resources
of LIAN on top of our own regional expertise, the
response has been very positive—the concrete proof
being our seven new outside clients.”

In aword...
Quality

GROUP

RADIO

The First Name In Radio
WINS, New York KYW, Philadelphia KDKA, Pittsburgh

WBZ, Boston
WMAQ, Chicago

|, San Antonio
KAER and KFBK (AM), Sacramento

KFWB, Los Angeles

. KOD..’.A. Houston  KQZY, Dallas/Fort Worth
KEZW (AM) and KOSI, Denver

KMEQO-AM-FM, Phoenix
KJQY, San Diego

Westinghouse Broadcasting Company
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What do you see as the assets and
liabilities of unwired TV networks?

“That’s been around a long
time. | recall it when | was
with Petry in the ’60s. | feel
it would be in violation of
my rep contract to do it
nationally. | suppose my
initial fear would be that
you’'d sell time cheaper [via
an unwired network]. That
wotild be a concern. A
benefit would be attracting
new advertisers into spot
television. | think that could
be a positive aspect.”

Neill Pugh

Vice president and general
manaqger

WHIO-T'Y

Dayton, Ohio

72
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“Unwired networks are too
new in television to know
yet what all the pluses and
minuses are. But if they
follow the pattern of radio’s
unwireds, | would hope
they’ll have the positive
effect of enabling buyers to
buy multiple markets with
the specificity of spot while
maintaining the ease of buy
of wired networks. | hope it
will do this without the
negative effect of serving
as an excuse to cut rates.
When Ralph Guild invented
unwired for radio, his
theory was that it would
allow spot to compete for
network radio dollars. But
it didn’t work that way.
What it did do was to
enable buyers to select the
best radio stations in their
clients’ most productive
markets, with a one-order,
one-invoice buy, which
simplified the job for the
buyers.”

Diane Sutler
Viee president,
General manager

WIEVQ-1'V Lexinglon, Kv.

www americanradiohistorv com

“Given a choice of unwired
network spots or barter
spots, | prefer cash from an
unwired network. The
unwireds are bringing new
dollars to independent
stations. That’s more than
you can say for barter. In
many cases these new
dollars are coming from
clients who are normally
network advertisers, so
we're glad to see national
advertisers like these
recognizing the value of
independent television
stations. Next, I'd like to
see this same kind of
recognition become
contagious so more spot
advertisers would catch it.”’

Thomas J. Watson
Director of sales
KABB-TV San Antonio

]
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Zeal to deal sparked
by pursuit of programming,
‘scarce asset of "90s’

In the wake of the Time Inc.-Warner Communications
merger announcement, the investment community’s
focus Is on entertainment company stocks. Shearson
Lehman Hutton is among those anticipating a *‘con-
solidation period” that will enable entertainment
companies to better compete in the international mar-
ketplace.

Because of such advances as direct satellite-to-home
broadcasting services, according to Shearson Lehman
analyst Alan Kassan, “We believe that companies with
strong video and print distribution capabilities. . . will
have to vertically integrate by acquiring software pro-
gramming businesses.” Actually, analysts like Shear-
son Lehman, Oppenheimer & Co. and Merrill Lynch
have since last fall been keeping a careful watch on
media and entertainment companies’ desire to ac-
quire, in part because of Warner’s merger with Lori-
mar Telepictures Corp. (TV/RADIO AGE, Nov. 28).

Pick a partner

’

“We continue to believe,” says Shearson’s Kassan,
“that companies such as Tele-Communications Inc.
will have to sericusly consider acquiring either MCA
or Columbia Pictures. Also, Capital Cities will proba-
bly have to find a studio partner, most likely Gulf +
Western. General Electric (via NBC) and the Japa-
nese consumer electric hardware companies (Sony,
Matsushita, etc.) will probably look to buy whatever is
left.” Indeed, shortly before the Time-Warner an-
nouncement, Sony was in hot pursuit of Columbia
Pictures, with negotiations fizzling reportedly over
price. Sony also has shown interest in MGM/UA and
MCA, industry sources say.

Speculation about Columbia Pictures is fueled in
part by Coca-Cola Co.s “perceived desire to cash out of
the entertainment business at the ‘right price,” " says
Mabon, Nugent & Co.’s Raymond Katz. He projects
Columbia’s fiscal 1991 cash flow at $205 million, but
cautions that the company’s total theatrical market
share will have to increase significantly, from an esti-
mated 9% {a combination of Columbia’s 3% and Tri-
Star’s 6%) to 20% in fiscal '91 “for management to
reach its goal.” Meanwhile, Shearson Lehman feels
Columbia’s private market value could jump from $19
a share 10 $22 or more by year-end, given “the poten-
tial syndication value for [the Fox Network’s] Mar-
ried...with Children.”

The purpose of all these mergers would be “to create
companies with very strong balance sheets that are
able to produce high-cost film and television assets
and distribute them globally,” says Kassan. These new
global giants, he feels, “will probably eventually own
direct satellite broadcasting systems in the Far East
and Europe.” To lure subscribers while controling

costs, these ‘“new communication companies of the

1990s will have to own, and be able to develop, propri-
etary programming,” he continues. “Therefore, pro-
gramming will be the scarce asset of the 1990s.”

Under the Time-Warner marriage, industry sources
feel, the Warner Bros. studio could supply its films
exclusively to Home Box Office and also provide TV
and movie product for a similar pay service in the
overseas market. At the same time, Time and War-
ner’s links to Ted Turner’s Cable News Network could
stymie new competitiors such as CNBC, according to
NBC.

With all the likely merger mania ahead, Kassan ob-
serves, “We continue to recommend purchase of MCA,
Disney, Gulf + Western and Columbia Pictures.”

Movie/mania

Despite a lackluster first quarter, G+W remains a
good longterm buy prospect in Oppenheimer & Co.’s
estimation. “The longterm outlook [is] still positive.
Cash is expected to increase by over $200 million to
over $800 million by the end of fiscal 1989.” Shearson,
noting that entertainment group earnings were flat in
part due to being unable to match the large year-ago
profit from foreign theatrical release of Fatal Attrac-
tion, predicts a “‘strong summer movie lineup,” includ-
ing Indiana Jones and the Last Crusade.

Among other possible takeover targets, Shearson’s
Kassan cites MCA as likely to have improved film
profits this year, “aided by the Thanksgiving release of
Back to the Future I1.” Still, he expects MCA’s 1989
earnings per share to be flat at $2.25, due to likely
lower domestic syndication income and inability to
approach “the ene-shot nature of the E.T. home video
earnings in 1988.” Disney, coming off a better than
expected 1989 fiscal first quarter, remains an “attrac-
tive” buy, given TV syndication of Gelden Girls, the
rollout of the Disney Stores retail chain and various
new theme park attractions. Kassan thus is raising his
1989 earnings per share estimate to $4.70 from $4.60
and has set his preliminary 1990 EPS at $5.65, versus
$3.80 in 1988.

Cable MSO growth

Turning to cable, Merrill Lynch cites American Tele-
vision & Communications as “one of the fastest grow-
ing major cable companies, along with Comecast,” giv-
en ATC’s subscriber growth of more than 5% during
1988. ATC, part of the Time-Warner merger, boosted
revenues for both the 1988 final quarter and full year
by 13.5% to $212 million and $812 million respectively.
Cash flow grew 19% to $91.5 million for the quarter
and by 18.5% to $340 million for the year. For 1989,
Merrill Lynch’s Edward Hatch says, “We estimate
revenues and cash flow at $907 million and $397 mil-
lion respectively.”

Adelphia Communications, coming off record reve-
nues of $49.4 million and operating cash flow of $26.8
million for the '89 fiscal third quarter, should hike
final quarter revenues by 4% to 5%, says Shearson
Lehman’s Christy Phillips, who adds, “We estimate
that 1989 fiscal year-end operating cash flow will be
approximately $102 million on revenues of $187 mil-
lion, translating into cash flow of $7.40 per share.”
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In the Picture

Jim Kobs

Chatrman of a new direct
marketing unit of Chicago’s
Bayer Bess Vanderwarker
talks trends in the use of
television by direct market-
ers. He says one of teleui-
sions big advantages is its
ability to "demonstrate how
the product can solve the
viewer's problem.”

New direct marketing shop
formed in partnership with
Bayer Bess Vanderwarker

Jim Kobs, formerly chief executive officer of Kobs &
Brady Advertising, Chicago, i1s now chairman and
CEO of Kobs, Gregory & Passavant. That’s the new
direct marketing partnership formed by Kobs, Pierre
Passavant and William Gregory in association with
Chicago’s Bayer Bess Vanderwarker agency.

Kobs says the reason use of television has become
one of the fastest growing areas of direct marketing is
that “We’ve learned how to create commercials with
the same production values viewers have come to ex-
pect from the best of general advertising’s commer-
cials.”

Kobs recalls that the earliest direct response spots
were “often little more than the pitch man’s talking
head while he held the product in front of the camera.
Today our commercials rival those of the major gener-
al marketing agencies. That’s because they have to. |
know that if 1 want viewers to pay attention to our
advertising and want our commercials to produce re-
sults, they have to be in the same league, from the
standpoint of interest and quality, as the best of the
general market spots, competing for attention.”

Kobs says he’s seen more financial services using
television for direct response advertising, and using it
more heavily “because they’ve found they can make it
work for them in spite of all the legal restrictions and
the caveats they're required to include.”

Image approach

Kobs points to Charles Schwab, the discount broker,
as “an example of how the creative approach of direct
response spots in the financial services area has im-
proved. When Schwab first used television he came on
the air with some pretty hard-hitting product com-
mercials. Today Lawrence Butner Advertising has
come up with more of an image approach that’s still
effective in producing inquiries.”

In another category Kobs observes, “* Although we’ve
all heard people say it doesn’t pay catalog operations
to use television, we've seen Spiegel use TV successful-

lv. Marcoa produced an excellent spot for them. It was
good enough to do three things: it pulled inquiries, it
reinforced Spiegel's image as a source of upscale mer-
chandise, and as a company that helps busy working
women shop. And the spot was also an award winner.”

Kobs also notes that in recent vears the industry has
used television increasingly as a support reminder for
print offers. “Publishers Clearing House runs spots
reminding viewers to ‘Watch your mail box this week
for a chance to win our big prize." Other direct market-
ers use TV and radio to remind people to ‘Look for our
ad in your Sunday supplement,” or ‘for our FSI with
the big offer you can’t refuse in next Sunday’s newspa-

(R3]

per.

Fewer preemptions

Kobs says cable “has been good for direct marketers
because it’s made more time available to us and we're
less likely to be preempted. A lot of the inventory
direct marketers use is bought at a negotiated low, but
preemptible rate. Preemption is much more common
on over-the-air television than cable.”

He adds, “Essentially it takes two things to make
direct marketing work in broadcast: the right creative
and being able to buy the right time. The spread of
cable has given us the opportunity to buy more of the
right time, and in one sense, better time. Whoever
coined the term narrow casting for cable was right on
the button. Cable’s more comparable to special inter-
est magazines that attract just the right audience for
the client than over-the-air television. If we use The
New Yorker to reach an upscale reading audience, now
there’s cabie’s Arts & Entertainment Network to con-
centrate on the same kinds of consumers with televi-
sion.”

Asked about radio, Kobs said his team at Kobs &
Brady was able to make radio work for Bankers Life &
Casualty Insurance, using Paul Harvey’s newscasts.
But he adds, “Generally, television works for a lot
more direct marketing clients because TV can demon-
strate the product in action. The commercial can set
up a problem so the viewer can watch and see for
himself how the product solves it, Television’s other
advantage is that you only have to say your 800 num-
ber once because you can keep flashing it visually
across the bottom of the screen so viewers can write it
down.”

Kobs started as a copywriter for “a mailing house
with a variety of clients,” and moved from there to the
client side with a publication. His next stop was Stone
& Adler, now a subsidiary of Young & Rubicam, but
then an independent, where Kobs worked his way first
up to creative director, then switched to the account
side where he became general manager before starting
his own shop, Kobs and Brady.

The new affiliation will be a first for Bayer Bess
Vanderwarker, an agency that bills approximately
$100 million. Agency president Ron Bess calls the af-
filiation “a logical next step in our growth plan. For
several of our clients, direct marketing capabilities are
already a ‘here and now’ need. For others, direct mar-
keting is an exciting opportunity they are ready to
explore. Now we’re ready to explore it with them.”

74

Television/Radio Age, April 3, 1989

www americanradiohistorv com



www.americanradiohistory.com

“That’s an interesting
question. We'’ve not
participated up to now. If
approached, we probably
would participate. The
benefits are that you get
money you otherwise
would not get. The
disadvantage has to do
with relations with your
rep. We wouldn’t want to
alienate Seltel.

Josh McGraw
General manager
WPXT(TV) Portland, Maine

““] think unwired networks
for television are a potential
disaster. They place the
station reps in a position of
underselling their own
stations and act as one
more form of pressure to
push pricing down. ’'m
unalterably opposed to the
idea.”

Bill Fyffe
Vice president
General manager

Fa S

‘“We haven’t been
approached [by Group W
for Premiere
Announcement Network]
but generally speaking, our
position is if unwired
networks sell at the
prevailing rate, fine. But
what would be the
attraction unless the
advertiser buys for less
than he would on a spot
basis? | don’t see how an
unwired network cannot
result in less revenue to the
stations. | understand the
theory—finding money
going on the traditional
networks. But | don’t know
if that’s fact or not. The
attraction to the advertiser
is obvious: one invoice, one
source handling all traffic
problems.”

E. Berry Smith

President and general manager
WSBT(TV)

South Bend, Ind.

WLUK-TV Green Bay, Wisc.

““Those involved in unwired
networks think they’re
good. Those not involved,
don’t. We're involved. We
think they’re good. Of
course, there are a lot of
types of unwired networks.
Our own rep [Blair] has
one. Then there’s Group
W’s Premiere network.
We’re looking at other
unwired networks, but
haven’t decided on
anything yet. We have
strong feelings about the
subject, but we don’t want
to jeopardize relations with
our rep. Blair has already
developed additional
dollars for us. I'm all for
wired networks if it's a
good deal.”

Dauvid Dodds

Vice president & general
manager

WGAL-TV Lancaster
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Watchdog law seen affecting CPB programs

If a new federal law that goes into
place April 18 had been in place a
few years ago, those in the govern-
ment and elsewhere who opposed
the controversial show The Afri-
cans might have been able to stop
it.

That is the conclusion of Dan
Brenner, a member of the board of
the Corporation for Public Broad-
casting. The CPB is expected to file

a challenge in federal court soon, if
Congress doesn’t respond quickly
to the agency’s complaint, to the
Inspector General Act Amend-
ments of 1988.

In order to correct abuses in
some government agencies, Con-
gress directed inspectors general,
sort of government ombudsman
auditors, to be installed in a wider
number of agencies. CPB was in-

cluded in the sweep. The problem
is, CPB contends, the agency
makes First Amendment decisions
on the type of programming that
will be funded with taxpayer dol-
lars.

Donald Ledwig, CPB president,
who would have the job of hiring
the inspector general, says the CPB
doesn’t need an inspector general
because during its more than 20

the marketplace

Baker Scott
& Co.

CABLE PLACEMENT

@ PEOPLE

Positicns avallable with MSO's,
Networks, Regional & Independent
Operators. Coast 10 Coast

THE PROFESSIONAL

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

Principals
L]

WE KNOW CABLE

.
Parappany NJ 170454
M R aRE

100959 Foule 4t

e

10,000 RADIO-TV JOBS
Slmerican ‘Radio TV

Up to 306 openings weekly over 10,000

yearly-Tho inaot completo and current job

hstings published cver by anyone Dick

Jockeys, Hewspeople, Programming
Engineers, Salus Money Back
Guarantee- Ono wick $7 00 Speclal;
Six weeks 515 95 You save over $20. ¢
AMERIC AN RADIO TV JOB MARKET _ &8

1550 N EASTERN Dept F
_AS VEGAS HEVADA 89101

° é)‘.

BUSINESS NEWS SPOTS

From Black Monday To A New Bull
Market! Join the stations giving their
listeners comprehensive insites into
financial and economic issues that af-
fect their daily lives. “DOWN-
STREAMS''; One-minute look into the
financial future. “ECONOMIC COM-
MENTARY": Two-minute analysis of
developing business issues. BOB
DOMBROWSKI: Corporate executive,
entrepreneur, economist, financial
analyst and professor up-dates your
listeners with more than numbers. Na-
tional financial writer and business
columnist. Demo tape available. Write

Box 146, East Sullivan, NH 03445,
Pheone: (603) 847-9571.

AUDIO PROGRAMMING
FOR AUTOMATED CABLE
TV CHANNELS

solid gold format
free 10 cable systems

CFM CABLE RADIO
1-800-937-5665

ACCOUNT EXECUTIVE
KSTP-TV

Needed with two years or
more TV sales experience.
Must have knowledge and un-
derstanding of Broadcast Rat-
ings (ARB and NSI). Creative
seliing ability and new TV busi-
ness development extremely
important. Send Resumes to:
Karl Gensheimer, KSTP-TV,
3415 University Ave., St

Paul, MN 55114, Equal Op-
portunity Employer.

Career Counseling

NEW YORK BROADCAST
EXECUTIVES

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

CLASSIFIED ACTION

L i

Get action quick in TELEVISION/RADIO AGE Marketplace/Classified. For details
call Marguerite Blaise at 212/757-8400, or send your ad copy to TV/RADIO AGE,
1270 Avenue of the Americas, New York, NY 10020.
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Tougher times for challengers
in comparative renewal reform

The FCC apparently has decided
to give broadcasters some, but not
all of what they wanted in the area
of comparative renewal reform. It
expects to crack down on the
abuses of the system and make
things a bit harder for challengers
to license renewals.

The work of the Mass Media Bu-
reau, fashioned after numerous
consultations with the commis-
sioners and which was expected to
be adopted as early as their March
30 meeting, recommended shifting

The recommendation
would require a
challenger to

specify his own
transmitter site
rather than the
licensee’s.

the burden of proof of ‘‘meritorious
programming”’ from the license
holder to the challenger.

The recommendation also would
require a challenger to specify his
own transmitter site, disallowing
the current practice of specifying
the licensee’s transmitter. In effect,
the recommendation is to repeal
the “Cameron policy” that allowed
the practice. Form 301, used to dis-
close financial ability to run a sta-
tion, would be altered to require
disclosure of any limited partners
and how much interest they would
have in the new station.

Limiting ‘greenmail.’ On the abuse
side, the bureaurecommended lim-
iting payoffs to challengers to those
that are “reasonable and prudent.”
In any case, a payoff, commonly
known as ‘“‘greenmail,”would not
be allowed until after an initial de-
cision by an administrative law
judge.

That means that someone who
files a petition challenging a licen-
see’s renewal simply because he
wants to be bribed by the station to

drop the challenge would have to go
at least as far as the renewal hear-
ing before getting any money. Law-
yer fees for carrying the fight that
far also would have to be docu-
mented under the “reasonable and
prudent” rule.

New activity
on TV violence

A new effort is revving up to do
something about the amount and
type of violence shown on commer-
cial television.

Sen. Paul Simoen (D-I11.) reintro-
duced a bill that he had put in the
hopper in the last Congress, this
time saying he's more confident
this year because the House of
Representatives has shown greater
interest. The Senate passed vio-
lence-restricting bills in each of the
past two sessions.

As if to underscore his confi-
dence, Rep. Dan Glickman (D-
Kan.) introduced companion legis-
lation (HR-1391).

Both measures would grant a
three-year exemption from the
antitrust act for the purpose of al-
lowing the “networks, local sta-
tions, the cable industry, producers
and network affiliate organiza-
tions. . .to meet to discuss, develop
and implement industry-written
guidelines on television violence.”

HDTYV policy
may be as close
as midsummer

A long-awaited U.S. government
policy on high-definition television
may be as close as midsummer, ac-
cording to Alfred Sikes, head of the
National Telecommunications and
Information Agency at the Com-
merce Department. Sikes told a
congressional panel, one of the two
interested in HD'TV, that the Bush
administration expects to come up
with a policy within the next 2% to
three months.

Bush’s Commerce secretary,

Robert Mossbacher, has the issue
at “the very apex of his list” of pri-
orities, Sikes said, and it will get
the attention it deserves. Rep.
George Brown (D-Calif.) author of
one of several HDTV bills before
Congress, complained to Sikes that
the lack of federal policy was hold-
ing up anything that Congress
could do to help the broadcast in-
dustry, but especially American
commerce, stave off usurpation of
the technology by Japanese and
European countries that are mov-
ing much faster.

Sikes said he understood, but the
problem was one of making the
transition from the Reagan admin-
istration to the Bush administra-
tion.

European quota
status not so bad
for Americans

It was a good week for American
distributors who feared prospec-
tive loss of revenue because of the
institution of strict European pro-
gramming quotas after 1992. With-
in two days of each other, the 23
member Council of Europe and the
European Community members,
for all practical purposes, agreed
that only a majority of program-
ming need be European originated.

The agreements, which still have
to be ratified, but are not expected
to be materially changed, repre-
sented a remarkable about face
from the original positions adapted
by both groups. For the better part
of two years almost everyone be-
lieved that it would become far
more difficult to sell foreign pro-
grams in Europe after 1992.

In the end, however, after a series
of compromises on a number of
other controversial items, includ-
ing advertising content, officials
acceded to the wishes of several
representatives who vigorously op-
posed the notion of stringent quo-
tas.

In addition to the fact that the
concept of fixed quotas has been
dropped, certain coproductions in-
volving non-European producers
can count in the European catego-
ry.

(Washington Roundup
continued on next page) J
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\_Nashington Report

Colorization among issues
in Copyright Office
study on artists’ rights

Colorization received all the attention at a news con-
ference releasing a Copyright Otfice study on artists’
rights in general, but other issues basic to the broad-
casting industry also got a good airing in the study.

The Copyright Office, an arm of the library of Con-
gress, came down on the side of artists in general. And
that could have some long-range hnplications for
broadcasters who need to edit material to fit into time
frames or serve the needs of reporting and entertain-
ing.

Last year, when Congress was deciding what, if any,
changes had to be made in U.S. copyright law in order
for the United States to qualify tor entry into the
Berne Copyright Convention, a lot of heat was gener-
ated on the i1ssues of “moral rights.”

The Copyright Office report, noting there was no
precise definition for moral rights, defined it in gener-
al as ““noneconomnic rights permitting a creator to en-
sure that his or her personal vision, as embodied in a
work of authorship, is respected.”

Producer’s control

An example was given in previous consideration of the
issue that if moral rights were embodied in copyright
law, the producer of a television tape or a filin shown
on television would have control vver any changes to
be made in the product. Even participants in the cre-
ation of the product would have to be given a veto.

Although Congress put off making the moral rights
decision, since it was not considered necessary for
Berne adherence, it did not get rid of the controversy.
The Copyright Office made several recommendations
for changes in the Copyright Act but suggested there
were too many difficulties, sonme constitutional, in
making any new law apply to items already produced.
Theretore, its reconimendations were to cover all fu-
ture productions.

In the area of showing movies on television, the
office addressed not only colorization but panning and
scanning, the alteration of large-screen niovies to fit
the narrower television screen; lexiconning, electronic
time compression or expansion to fit the time slot; and
letterboxing, full-frame showing on television, leaving
dark bands at the top and bottom,

On colorization, the Copyright Office says it has had
“an adverse effect on the aesthetics of black-and-
white motion pictures.” 'he problems of panning and
scanning “have been somewhat ameliorated™ by the
decisions of directors and ciiematographers to film
with I'V requirements in mind, the report says. That
also appears to be taking care ot the letterboxing ques-
tion, it added. And lexiconning apparently is not very
widespread, the report says, but concluded that it
could have an adverse aesthetic effect on the movie.

78

On the issue of moral rights, some of which are
associated with the movie changes made for TV show-
ing, the office recommended that Congress consider a
new “federal system of moral rights,” preempting any
state laws that exist. If Congress wants to confine its
moral rights issues to the movie industry and grant a
higher level of rights, it should do so only for future
works, the report says.

Although the Copyright Office’s concern in this case
primarily is with the right of directors to prevent alter-
ations or muttlations of their movies, the discussion
has wider implications, covering all who c¢an claimn
some authorship of a production. The Office’s report
says, “A new federal moral right affecting preexisting
works, the copyright of which is owned by individuals
other than the beneficiary of the new right, raises
serious constitutional issues under the takings clause
of the Constitution.

“For this reason, if new federal moral rights are
granted in the motion picture industry, Congress may
find 1t advisable to draw a clear distinction between
works in which copyright subsists prior to enactment,
and those works created on or after enactment, with
the rights granted only to the latter category of works.

“The elimination of new federal moral rights for
preenactment works may have the result of calling
into yuestion the need for any legislation, since very
few motion pictures are now created in black-and-
white, and those that will probably be created by di-
rectors with sufficient individual bargaining leverage
to prohibit colorization.

“Additionally, since most theatrical motion pictures
in the last 25 years have been shot in the television
‘safe area’ to avoid extensive panning and scanning,
legislation may be unnecessary for this technology.”

Interests of all concerned

The report concluded, “Any congressional decision to
accord a new federal moral right in the motion picture
industry should take into account the strong interests
of producers, studios, distributors, authors of preexist-
ing works and consumers. The directors’ claim for
such a moral right is not without merit, but, as cur-
rently proposed, it is subject to criticism on a number
of grounds.”

The Copyright Office stated, “Isolating the motion
picture and television industries from the larger con-
text of moral rights for all forms of authorship is diffi-
cult, if only because of those industries’ pervasive use
of other forins of authorship, including novels, short
stories, and musical compositions.

“Beyound this, we conclude that the fundamental
policy reasons supporting moral rights in the motion
picture and television industries apply with equal, if
not greater, force to other forms of authorship and
exist independently of industry-specific problems.”

I'he report adds, “Any future legislation should ex-
tend moral rights. . .to authors of preexisting works
used in motion pictures created on or after the date of
enactient (e.g., to authors of novels and short stories
and to composers), as well as to all participants who
make copyrightable contributions to the actual cre-
ation of the motion picture.” —Howard Fields
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years of existence it has carefully
crafted auditing procedures that
keep the government out of pro-
gramming decisions.

Brenner explains that since an
inspector general by law must re-
port directly to Congress, the in-
spector would have to do the bid-
ding of Congress. Brenner says,
“Let’s say a particular congress-
man contacted the I1G and said, ‘Do
an analysis as to whether that show
was so one-sided as to be a wasteful
expenditure.’”

IAB opposes TV Marti push

The International Association of
Broadcasting has come out in op-
position to continuing efforts to
create a TV Marti that would beam
American programming to Cuba.
The IAB adopted a resolution that
expresses ‘‘deepest concern” that
creation of TV Marti would “estab-
lish a dangerous precedent in the
broadcasting environment” of the
Western Hemisphere.

Congress already has voted
start-up funds for Marti, to be op-
erated by the U.S. Information
Agency, but more federal dollars
are needed if it is to get off the
ground. American broadcasters op-
posed the idea because they feared
the Cuban government would re-
spond by creating interference
with American broadcasting opera-
tions.

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 satety expert,
I 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-
.L tions: $42.00 per column inch.
| Frequency rates apply. Minimum
space one inch. Maximum space
four inches. Add $1.50 handling
1 charge for box numbers. Copy must
be submitted in writing and is due
two weeks preceding date of issue.
Payable in advance, check or
money order only.

All ads accepted at discretion of
! publisher. Address:

The Marketplace
TELEVISION/RADIO AGE
1270 Ave. of the Americas

New York, N.Y. 10020

TELEVISION
HELP WANTED SALES

New business and product de-
velopment team being assem-
bled in major market. Broadcast
sales/marketing experience nec-
essary. We are an equal opportu-
nity employer. Write to Lovell
Communications, 2021 Richard
Jones Rd., Suite 310, Nashville,
TN 37215.

Help Wanted

LOCAL
SALES MANAGER

KSTP-FM, one of America's top adult/
contemporary stations has a special op-
portunity for a person with already estab-
lished and proven credentials as local
sales manager. Must be a strong people
oriented manager, able to lead and moti-
vate a major market sales staff and gen-
erate a strong bottom line. You must be a
sales driven manager who will continue
to build on our dorminant market position.
Co-op and vending experience is helpful.
Great company benefits and outstanding
compensation for the right individual.
Hubbard is an equal opportunity employ-
er. Resumes to: Mr. John Mayasich, Gen-
eral Manager, KSTP-FM, 3415 University
Ave., St. Paul, MN 55414,

NATIONAL
SALES MANAGER

KSTP-FM, one of America’'s top
adult/contemparary stations has a
special opportunity for a person
with already established and proven
credentials as national sales man-
ager. This is an immediate opening
with great company benefits and
outstanding compensation for a per-
son with extensive knowledge of
ratings and research, someone who
is aggressive with rates and highly
motivated. A background in national
rep agency dealings will be most
helptul. Hubbard is an equal oppor-
tunity employer. Resumes to: Mr.
John Mayasich, General Manager,
KSTP-FM, 3415 University Ave., St.
Paul, MN 55414,

Help Wanted

GENERAL MANAGER
NEW ENGLAND AREA

Immediate opening — Established
and respected station. Sales and
Marketing orientated individual for
Group Broadcasting Company. Im-
mediate resume to: Caravelie
Broadcast Group, 212 S. Tryon St.,

Charlotte, N.C. 28281.

i © It you are looking for executive personnel, TELEVISION/RADIO AGE is the cost-
NEED HELP? 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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THE PROGRAMMING OF THE FUTURE

M 11111

FOR THE EYES OF THE WORLD
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PALAIS DES FESTIVALS- CANNES

21-26 APRIL 1989

REGISTER NOW:

T T T

WITH NOT LONG TO G0 IT'S STILL NOT TOO LATE TO ARRANGE PARTICIPATION (F
YOU HAVEN'T ALREADY. AND IT'5 STILL NOT TOO LATE TO BOOK VALUABLE
ADVERTISING TOO

BOOK YOUR ADVERTISING:

— T T — T T T T

BOOK YOUR AOVERTISING CAMPAIGN IN THE MIP-TV DAILY NEWS AND REACH THE
6000+ INDUSTRY EXECUTIVES WHO LL BE THERE EVERY DAY

PRE-MIPTY NEWS - [N THE HANDS OF ALL PARTICIPANTS 2 WEEKS PRIOR TO THE
MARKET

THERE'S ALSC THE MIP-TV PROGRAMME CATALOGUE; THE BUYERS™ REFERENCE
GUIDE, SENT TO THEM TWO WEEKS BEFORE THE MARKET

AND FINALLY, PROFILE YOUR COMPANY N THE MIP-TV GUIDE: THE INDISPENSABLE
YEAR LONG REFERENCE SOURCE

MIPTY. THE PREMIER SPRING MARKET:

™ T T T T T e T

DON'T DELAY. CONTACT BARNEY BERNHARD NOW: INTERNATIONAL EXHIBITION
ORGANIZATION INC., 845 THIRD AVENUE, 19TH FLODR, NEW YORK, NY 10022.
TEL: (212) 750-8898. FAX; (212) 688-8085. TLX: 4979122 IED USA
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FOOD FOR THOUGHT

Puhllc Affairs Directors:
You Gan Help
End World Hungenr
In 30 Seconds Flat.

About 26,000 small children die every day
hecause they don’t have enough to eat. This
senseless tragedy in America and around the
world could end if only we could bring
about the public will to do so.

You can help create this public commitment.

That's what the Campaign To End Hunger is
all about. Our 30 second spots focus on the
facts of world hunger. They explain how
hunger is related to the well-being of all of us
and that the problem can be solved if people
make this issue a top priority.

In 30 seconds you can make available to
your viewers our Guide To Action. Sent free
of charge, this 30 page guide urges support
for the many fine organizations working to
end hunger around the world. A special
section on hunger in America will let your
listeners or viewers know how to help the
hungry here at home.

Every 30 seconds, 9to 10 children die of hun-
ger. You can put those seconds to work. For
copies of our latest spots, please write or call:

2701 First Avenue e Suite 400 e Seattle, WA 98121
Telephone: 206/448-2445 or call toll free: 1-800-888-8750
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For us at WWOR-TYV, awards signify more than an acknowl-
edgement of excellence by our colleagues. Awards are tangible
evidence that the course we have chosen 1s the right one.

These five Emmy Awards, the prestigious Columbia-duPont
Award for Broadcast Journalism, and the Iris Award
for “Joe Clark: The Myth and the Man” herald the spirit of
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