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

HOM=VID=0:
PRODUCING
FORTH=
HOM= MARKZT

1986 372 pp Paperback

by Michael Wiese $16.95

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

Author Wiese has a good track
record in the field, having authored
two related works in this field and is
former Director of Promotion and
Production for Showtime. A good
resource—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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AN EXCITING & POPULAR
NEW TECHNOLOGY

— the newest, most comprehensive
reference to digital audio

Juhn Watkinsom

®
S

Digital is an exciting new technology heralding protound 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 book 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 digitat 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)
486 pages $49.95

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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Despite cable/video era, movies
retain network, syndication appeal

n the summertime, when the livin’ is easier, it’s pretty hard to escape
movies. Theatricals are heavily advertised in TV’s primetime, and the
daily newspapers report weekly updates on how Indiana Jones and the
Last Crusade and other big-budget features are performing at the box
office.

Also in the summer, the advertising and TV network communities are
consumed with the upfront sales marketplace, during which advertisers
make their longterm time buys on the 1989-90 program schedule, including
movies.

Although theatricals have lost some of their broadcast appeal since the
upsurges in pay cable and home video penetration, they remain an attrac-
tive category for network and syndication. In this issue, we look at the
syndication strength of movies in the top two markets, New York and Los
Angeles. Station execs there say pricing for off-network film packages
seems to have peaked, with Columbia’s Showcase I and Paramount’s Port-
folio XIII sold for about $195,000 per title in New York and $400,000-plus
in Los Angeles.

A key factor has been the multiple plays of features on cable and home
video. Another has been the Fox Network, whose independent affiliates
now need fewer movies.

As Joe Weber, program manager at Fox’s flagship WNYW-TV New
York observes, “With cable penetration being on the increase, the number
of people who had access to those movies on pay TV is much greater now
than in the past. HBO has 25% coverage of the country alone. That’s all the
more reason why I shouldn’t pay those kinds of prices being asked on the
major packages.”

Networks selective. Voicing similar views, network programmers have also
become highly selective in movie buying. In our next issue, we’ll focus on
the value of movies—both theatrical and made-for-TV—at the Big 3 net-
works. TV movies are far more numerous and stronger ratings magnets and
revenue generators for the networks than features. When the networks
each offer a Sunday movie next fall, TV movies will dominate. ABC, for
instance, has announced only a dozen new theatricals for the new season,
and NBC even fewer. CBS has eliminated its Tuesday movie package,
leaving only NBC with a second movie night, on Monday.

Still, movies of all kinds serve as the first line of defense in emergencies.
Already some ad agency buyers are predicting that CBS will revert to
Tuesday movies by January, to replace two new dramatic series deemed
ratings weaklings. And all the networks called upon movies to shore up
their weakest nights last season and continue to do so during the summer
doldrums.

CBS and NBC, moreover, chose some youth-appeal, escapist features to
counterprogram ABC’s older-skewing $110 million ABC miniseries War
and Remembrance, with some surprising results. Paramount’s Top Gun,
Ferris Bueller’s Day Off and Witness, for example, beat TV’s costliest
program in the ratings wars.

St

Television/Radio Age, June 26, 1989
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Promos, Graphics,
Redesigns, Post Production:

ABC Network

Network & Cable Series:

Turner Broadcasting — Kate and Allie (CBS)
E_BS Network - One-hour Specials: Good Sex with Dr. Ruth LIVE!
Inemax i - Lifetime Cable Network
NBC Network Ger\zglgoTR]g/era Specials (Lifetime Cable Network)
Showtime (NBC, Tribune) The Dick Cavett Show
ng Broadcasting A Tribute to Les Paul (USA Network)
\L/Ii;eggpne Network (HBO Music Special) Grandstand
WPIX Carly Simon; Coming Around Again (Syndicated Gameshow)
HBO | (HBO Special) What's Cooking
Lifetime Medical TV Late to Dinner (Cable News Network)
MTV .
VH-1 (HBO Comedy Special) Mother's Minutes |
HSA Network Ann Magnusson's Vandemonium (Lifetime Cable Network) i
ickelodeon HBO Comedy Special
Turner Network Television ( y Special) Mouth To Mouth LIVE!
WBZ-TV Daddy Can't Read (MTV Networks)
Tribune Broadcasting (ABC After School Special) The Equalizer (CBS)
WCAU . ‘
X , Stevie Wonder: Characters
Multimedia Ent. MTV Musi .
The Nashville Network ( usic Special)
WCVB
King TV-5

KWHY-The Business Channel

National Recording
Studios, Inc

4680 West 42nd St
New York City
212-279-2000

National

www americanradiohistorv com | ol



www.americanradiohistory.com

Final Edition

Out-of-home measurement
issue heats up, testing planned

Reflecting the emergence of mea-
suring out-of-home (O-0O-H) view-
ing as a hot issue, Nielsen is work-
ing on a proposal to test the feasi-
bility of wiring student dormitories
to capture that segment of the now-
unmeasured TV audience.
Meanwhile, a Nielsen proposal
to wire vacation homes is stalled at
the networks, with the webs balk-

AdJ. Walter
Thompson position
paper lists eight
reasons why
proposals for
measuring O-O-H
viewing have failed
to attract enough
industry support.

ing at the idea that they should pay
the entire cost of the added mea-
surement. One report put the cost
at about $1 million a year.

Earlier this month, J. Walter
Thompson added its voice to the
medley with a position paper that
threw cold water on most of the
proposals to measure O-O-H view-
ing. The reasons cited included
cost, complexity, the contention
that O-O-H levels are relatively
small, anyway, and the reluctance
to extend O-0O-H measurement be-
yond the household base.

Wiring dorms. Lee Morgenlander,
manager of technical services for
Nielsen Media Research, empha-
sizes Lhe feasibility aspect of the
proposal being developed on wiring
dorms. Wiring of dorms was one of
three areas Nielsen was asked to
address last March by an Out-of-
Home Viewing Subcommitlee of
the Advertising Research Founda-
tion's Video Klectronic Media
Counncil. The subcommittiee 14
headed by Dick Montesano, vice
president, market rescarch, Capi-
Lal Cities/ABC. The other two ar-
Cas WEre Measuring viewing in sec-

12

ond {(vacation) homes and measur-
ing viewing to small battery sets.

In a letter to David Marans, vice
president, senior associate director,
media research and resources at J.
Walter Thompson, and the author
of the position paper, John Dim-
ling, executive vice president of
Nielsen Media Research, explained
that the issues of measuring
“viewership of household (sample)
members who are college students
residing in group quarters” are
much more complex than those in
connection with second homes and
“detached structures.” (Regarding
the latter, the networks had asked
Nielsen to extend the second home
measurement proposal to include
detached buildings on the primary
residential property—garages,
pool houses, workshops, etc.) The
complexities, Dimling said, includ-
ed sampling issues, cooperation is-
sues on both the student and col-
lege level and technical issues.

Therefore, said the Nielsen exec-
utive, the research company’s first
proposal will be “for a client-spon-
sored feasibility test using dorm
resident members of exiting NTI
panel households.”

Nielsen proposal. On the subject of
measuring viewing in second
homes, the Nielsen proposal, notes
David Poltrack senior vice presi-
dent of planning and research for
the CBS Marketing Division, does
not call for agencies or cable sys-
tems to pay for the gathering and
production of the data. If that’s the

way it’s going to be, he states, CBS
would want the additional data in-
corporated into NTTI totals so that
users who want to break out the
second home data will have to pay
extra for it. Presumably, that
would bring down the cost to the
networks.

Montesano, who also takes um-
brage at the notion of the networks
paying the entire bill for measuring
second home viewing, points out
that it’s not likely that the extra
audience would bring in enough ad-
ditional revenue to offset the cost.
However, he is flatly in favor of in-
cluding the second heme data any-
way, because “it establishes a prin-
cipal.”

The J. Walter Thompson posi-
tion paper lists eight reasons why
proposals for measuring 0-O-H
viewing have failed to attract
enough industry support: (1)
They're seen as “‘far too costly.” (2)
The techniques used to capture
viewing may lower co-operation
rates while increasing respondent
error. (3) The efforts would be “un-
duly disruptive” to existing ser-
vices, such as forcing the mixing of
people meters with diaries. (4) The
addition of measurement of per-
sons living in group quarters brings
in more complexity and cost. (5)
Out-of-home levels are believed to
be relatively small. () In public
place viewing, the public has virtu-
ally no say in program selection
and often pays scant attention. (7).
Buyers and sellers already know
that O-O-H viewing exists and is
already reflected in pricing, such as
for sports programs. (8) There are
higher priorities for researchers,
such as development of a passive
people meter and converting more
local markets from diary to meter

measurement.

Radio networks continue roll

The radio networks continued on a roll in May with a revenue increase
of 12.6% over the year hefore. The Radio Network Assn. reported that
May billings came to $37,236,116 vs. $32,539,837 in April. For the five
months to date, web radio revenues were up 12.0% to $160,408,188.
All four sales territories were up in revenues during May, with Los
Angeles racking up a hefty 112.9% increase to $2,573,458. But New
York was only up 2.5% to $20,211,893. Detroit was up a sizeable 57.8%
to $3,237,091 following a decline of 51.7% in April. Chicago rose 11.2%

to $11,213,674.

Increases for the five months by the territories were: New York,
4.0%; Chicago, 21.5%; Detroit, 22.6%, and Los Angeles 37.7%.

www americanradiohistorv com
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FINAL EDITION (continued)

Understated children’s viewing
on TV: agreed, but what to do?

Though J. Walter Thompson was
closely involved with the recent
Nielsen study for MTV Networks
showing that the people meter
clearly understated viewing by
children to children’s shows, the
agency has no intention of adjust-
ing its audience estimates accord-
ingly. An MTV executive said,
however, that some agencies have
been making adjustments of some
kind affecting MTV shows.

The study marks the second one
done by Nielsen and sponsored by
MTV which shows the research
company’s people meter numbers
lower than data from its own tele-
phone coincidental study.

Debbie Selomon, vice president
of media research, JWT, Chicago,
said, “Our philosophy on adjust-
ments is not to do it. We tend to
take [syndicated] data as provid-
ed.” Richard Kostyra, executive
vice president and U.S. director of
media services for the agency, add-
ed that the problem with adjust-
ments is that it’s hard to draw the
line. “Everybody can come up with
ideas for adjusting audience data.”

The MTV study, which JWT
helped design, compared people

meter figures with telephone coin-
cidental data based on calls to more
than 75,000 viewers. Conducted by
Nielsen, the phone survey took
place March 13 to April 16 this
year. [t measured viewing by chil-
dren, teens and young adults (18-
24) and found smaller kid audi-
ences to Saturday morning net-
work shows, Nickelodeon and
weekday syndicated children’s
shows via the people meter than via
the coincidental survey.

Saturday morning. The data cov-
ered viewers per viewing house-
hold. The numbers on Saturday
morning (10 a.m.-1 p.m., eastern
time) showed people meter net-
work viewers 2-11 at 0.71 per view-
ing home, which was 11% lower
than the phone figure. With view-
ers 6-11, the people meter number
was 0.39, or 17% lower than the co-
incidental figure.

Weekday syndicated kids’ pro-
gramming (3—-5 p.m.) also attracted
0.71 children 2-11 per viewing
household, according to the people
meter, 256% below the phone data.
The 6-11 people meter figure was
0.43, or 28% less than under the

phone method.

The people meter showed Nick-
elodeon audiences 2-11 (10 a.m.-8
p.m.) 24% below the phone figure
and 6-11 audiences 31% below the
phone numbers.

As for MTV programming (10
a.m.-8 p.m.), people meter teen
numbers were 24% below the coin-
cidental, while 18-24 numbers
were 32% lower.

Solid evidence. Marshall Cohen,
executive vice president, corporate
affairs and communications, for
the MTV Networks, noted, “This
study, along with previous people
meter validation work, provides
solid evidence that the people me-
ter understates television viewing
for younger demographic groups.”

Because of this, he said, a few
agencies have been willing to pay a
premium above what the people
meter would indicate about rates.
This is usually done by agencies ac-
cepting a higher cost-per-1,000
rather than actually adjusting peo-
ple meter audience figures upward.

Both he and Solomon are looking
forward hopefully to the time when
Nielsen may offer a “totally pass-
ive” persons-viewing system. The
research company has signed with
the David Sarnoff Research center
to develop a computerized system
that recognizes faces scanned by a
camera-like device.

’69 moon landing revisited: TV biz recalls big event

The TV networks’ news divisions
are raising their sight this sum-
mer—to the moon. They and oth-
ers are preparing salutes to the
20th anniversary of the first U.S.
moon landing in July.

CBS News' two-hour special The
Moon Above, the Earth Below will
air July 13 at 9 p.m. (ET), anchored
by Dan Rather and Charles Kuralt.
Perry Wolff and Muriel Pearson,
the special’s executive producer
and producer, respectively, will use
footage from Apollo [1's liftoff
through the lunar landing on July
20, 1969, including Neil Arm-
strong’s first step on the moon. Ma-
Llerial also will be taken from a
world forum on the future of space
exploration. IBM Corp. will be the
CBS special’s full spongor.

ALNDC, some executives recent-
ly talked about a network prime-

14

time special celebrating the moon
landing anniversary. Now, howev-
er, that special—a four-hour, two-
parter—appears to be headed for
the seven NBC-owned stations for
fall rather than July telecast. Host-
ed by Leonard Nimoy of Star Trek
fame, the special is entitled Adven-
tures in Space and will focus not
only on the lunar landing but on
the entire U.S. space program,
“from Gemini to Challenger,” says
an NBC News spokesman. It is not
yet clear whether the program will
be produced under the NBC Pro-
ductions or NBC News banner, or
both, he adds.

‘Moonwalk.” ABC News officials
declined comment on their moon
anniversary special plans. During
the week of the anniversary, the
Big 3 networks and others are ex-

pected to include feature segments
and interviews with Armstrong and
others in their evening newscasts
and early morning programs and
perhaps in ABC’s Nightline as
well, :

NBC News also is supplying its
footage from the original Apollo II
coverage for another Arts & Enter-
tainment Network event recrea-
tion. As it did with the 25th anni-
versary of President Kennedy's as-
sassination last November, A&E
will cablecast NBC News telecasts
from liftoff through splashdown
under the title Moonwalk: As It
Happened—1969. It will run in
three parts, the July 16 liftoff, the
July 20 moon landing and the July
24 recovery. A&E’s six-hour JFK
cablecast averaged a 2 Nielsen ra-
ting, which was a new high for that
cable service.

www americanradiohistorv com
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FINAL EDITION

Fox, LCA, others tout new "toons
as TV dominates licensing show

A batch of new children’s cartoons
and adult TV series were made
available for product tie-ins at Li-
censing '89, the $55 billion licens-
ing industry’s annual show.

All told, more than 100 exhibitor
booths showcased well over 800
properties at the show, with TV
characters and programs again
forming the most dominant catego-
ry. The event was presented June
13-15 by the Licensing Industry

LCA Entertainment is look-
ing for licensees for the syn-

dicated “Police Academy—
The Series.”

Merchandisers’ Assn., New York,
and Expocon Management Asso-
ciates, Trumbull, Conn., at the Ja-
cob K. Javits Convention Center in
Manhattan. Several of the offer-
ings aimed to bolster the visibility
of upcoming theatrical movies with
licensed merchandise linkups. Still
others sought spinoffs into new
product categories with similar de-
mographic profiles for established,
heavily advertised brand names
and symbols. Among those in the
kiddievid realm were Applause Li-
censing, Woodland Hills, Calif,;
Warner Communications” LCA
Entertainment, New York; and
Leisure Concepts, New York. Ap-
plause, besides continuing its ef-
forts for the durable Smurfs on

NBC, called attention to the up-
coming CBS Saturday morning
cartoons, The California Raisins
and Rude Dog and the Dweebs.

Some zany properties. LCA touted
the potential for Beetlejuice, due
as a Saturday morning series on
ABC. On the syndication side, LCA
is pursuing tie-ins for Police Acad-
emy—The Series and Tiny Toon
Adventures.

Leisure Concepts, besides con-
tinuing its pursuit of licensing
spinoffs for Nintendo videogames,
began offering Camp Candy, the
John Candy cartoon series due this

autumn on NBC’s Saturday morn-
ing slate.

Leisure Concepts also handles
the adult-oriented Morton Dow-
ney, Jr., the confrontational talk
show host, while Entertainment
Trademark Consultants, New
York, is pursuing licensees for the
new-for-fall RollerGames syndi-
cated series. Paramount Pictures’
licensing arm in Los Angeles now is
looking for companies interested in
linking up with its syndicated late
night hit, The Arsenioc Hall Show,
plus the 25th anniversary of the
Star Trek TV series.

Meanwhile, Twentieth Century
Fox Licensing & Merchandising,
Los Angeles, promoted the avail-
ability of Fox Network’s new Alien
Nation and The Simpsons.

Fox ‘Kid’s Network’ plan

faces some thorny problems

The Fox Broadcasting Network affiliates’ plan to set up a “Kid’s
Network” beginning with fall 1990 may face some thorny problems
before it becomes a fact.

Foremost is how the FCC will view the proposed new venture, which
is probably one of the major reasons that it was decided to make the
network a separate venture from the FBN, believe observers. Any hint
of a link would place FBN in the position of being called a network,
thereby making it suspect of violating the financial interest and syndi-
cation rules, it’s conjectured. A broadcast entity producing more than
15 hours of programming per week is considered a network. The Kid’s
Network would push FBN over the top.

With the FCC rules prohibiting a network from engaging in distribu-
tion, FBN would be required to split from its parent and syndicator,
Twentieth Century Fox Television, a highly unlikely scenario. But
what is likely, note observers, is that the other networks will be watch-
ing the new network unfold. Says one sydnciator, “You can be sure that
the three networks won’t let this lie if they feel Fox has become a
network with a syndiction company as well. They would file lawsuits
against Fox if they thought it was violating the rules.

‘At this point, we really don’t know any details on how the Kid’s
Network will be structured, except that it’s supposed to be separate
from the FBN.”

Calls to Jamie Kellner, president of FBN, were not returned. But in
previously announcing the proposed network, Kellner noted that the
network will initially consist of a half-hour or an hour of programming,
then increase to two hours, from 3-5 p.m. by 1992 to 1993. The new
network will commission and supply programs to Fox’s 119 affiliates
and seven owned stations, according to Kellner, with stations sharing
in the costs and profits, although Fox Broadcating would be the “main
banker.”

Producers of the shows would include Hanna-Barbera, Filmation,
Dic and Ruby-Speer.

Another hurdle ahead for the Kid’s Network is that several Fox
stations are already committed to The Disney Afternoon, which rolls
out this season as a one-hour block but becomes two hours, with two
half-hour added, in fall 1990.

(Final Edition continued on page 14)
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Indie’s successful weekend news
sets stage for further expansion

One of the few independent TV
stations to have a weekend news-
cast, KTVU-TV San Francisco is
now considering expansion of the
half-hour Saturday and Sunday
newscasts to a full hour. And fur-
ther down the line, discloses Kevin
(O'Brien, vice president, general
manager, addition of a Monday-
Friday early newscast could be the
next step.

All of this recent and prospective
expansion stems from a 10 p.m.
Monday-Friday newscast, which,
in the recent May Arbitrons, gota 9
household rating—the highest
news rating in the market, al-
though this is not a head-to-head
comparison. With a news staff that
O’Brien claims is as big as that of
any affiliate in the market, the sta-
tion added a 7:30 p.m. Saturday
newscast on July 2 of last year but
moved it to 6 p.m. last Sept. 17, a
day before it launched the Sunday
6 p.m. half-hour.

“Saturday at 7:30 was too diffi-
cult a time period,” O'Brien ex-
plains. All the other early news-
casts were already on and over
with. We were old news. And it was
too close to our 10 p.m. news, so it
was difficult to get the staff geared
up again.” In the recent May Arbi-
tron, the Sunday newscast got a 6
rating and 13 share, compared with
a4/9 for The Best of National Geo-
graphic a year earlier. Saturday,
though, has proven a much tougher
night for making significant head-
way. The comparable figures are
4.9/13 vs. 4.3/11 for Stlver Spoons.

Testing an hour. On June 4, KTVU
tested an hour-long Sunday news-
cast and got a 7/14 on the Arbitron
overnights, tying ABC’s 5 p.m.
newscast and only three rating
points behind the CBS network
newscast at 6 p.m. locally. Of
course. it was a big day for news—
with the turmoil in China, the
death of Ayatollah Ruhollah Kho-
meini and a major train derailment
in the Soviet Union. But it still
bodes well for expansion on both

Saturday and Sunday. O’Brien
says that, if it happens, it would be
in early August.

Thinking in terms of “full utili-
zation of all our news sources,” ulti-
mately a 5 or 6 p.m. newscast Mon-
day-Friday “makes sense.” In ad-
dition to the Jlate news on
weekdays, the station already has a
noon newscast.

If the west coast affiliates actual-
ly move their primetime from 7-10
p.m., as is being discussed, O’Brien
figures a 6 p.m. newscast on his sta-

£, s

Kevin O’Brien

tion would work well: “They’d have
to run their syndicated program-
ming from 6 to 7. It would be OK to
follow their 5 p.m. newscasts, be-
cause that’s a very bad commuting
time and HUTs go up significantly
after 6 p.m.”” O’Brien doubts,
though, that the primetime shift
will occur, and his plans for week-
days are not contingent upon it.

Factors in the success of the
weekend half-hours so far, O’Brien
states, are assigning a remote truck
to every newscast and doing a
heavy sports presentation—some-
times 4'% minutes; the 10 p.m.
weekday news has 5% minutes.

(O’Brien claims his is the first in-
dependent station to sell a news
documentary to a network. The
Angel of Death, one hour about the
nurse's aide in Cincinnati who
killed about 70 people, was sold to
the Fox Network.

KATU viewers
call in news tips

via cellular phones

KATU{TV) Portland, Ore., has
been having modest success with

its recently begun “Star 2 Newsline,”

a cellular phone line that can be
used by viewers to call in breaking-
story tips.

Thousands of GTE Mobilnet cel-
lular phone users in Oregon and

southwest Washington now have a

direct line to Channel 2’s news desk
by dialing, without charge, the (%) 2
on their phone handsets.

When it was first announced in
late April, Ron Miller,
news director, hoped it would

prove “especially helpful in getting
the jump on breaking news stories
and the reporting of hazardous

weather and road conditions.”
Since mid-May, when KATU be-
gan on-air promotion of the Star 2

idea, primarily in and around its
morning newscasts, Miller says,

KATU has been averaging “a cou-

ple of calls a day.” Similar promo
reminders have been running on lo-
cal radio stations in drivetime slots.

Boomer statistics
point to rosy news
genre future

Applying some of the data from
Ken Dychtwald’s recent “Shifting
research
presentation for CBS and Time

American Marketplace”

Inc., David Poltrack, CBS Broad-

cast Group’s senior vice president

for planning and research, predicts
continued growth for the news/in-

formation genre in primetime. He

also expects ongoing ratings growth
for the evening newscasts.

“The fact is baby boomers are
aging,” Poltrack observes, “and
with aging comes a growing appe-
tite for information.” That is one
factor in the dinnertime evening
news ratings race, he notes. The
Big 3 networks’ evening newscasts
rate 43% higher among viewers in
their 40s than among those aged

30-something, he adds.

KATU’s
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Three New Stars
Are Shining In Our Galaxy.

© 1989 Hughes Communications

Hughes Communications’ acquisition of the Westar satellite sys-
tem added three new satellites to our expanding Galaxy system. We're
pleased to welcome a whole new group of customers to the Hughes
Communications family. Customers in broadcast and cable. Cus-
tomers interested in occasional video and audio. Customers looking
for Hughes’ unigue combination of innovative technology and superior
service.
The addition of the three Westar satellites makes a first-class fleet
better than ever. Our 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 m
COMMUNICATIONS
IR

Subsidiary of GM Hughes Electronics

—
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TV Business Barometer

Local rose 9.0%
during April

Local TV billings, whose growth
rate had been declining during the
first quarter, seemed to perk up
again during the first month of
spring, though there is an offset-
ting factor. The April percentage
increase topped that of February
and March, though not that for
January.

The April increase in local time
sales amounted to 9.0%, well above
that for spot for the same month.
This compares to an increase of
13.3% for January, a rise of 5.5% for
February and a gain of 2.7% for
March. For the first quarter over-
all, the increase in local TV billings
was 6.6%.

The offsetting factor is the Stan-
dard Broadcast Month (SBM).
This past April was a five-week
SBM, while April a year ago was
four weeks. As noted many times,

only a minority of stations in the

TV Business Barometer sample re-
port on an SBM basis and almost
all of them are small stations.

Local billings in April came to
$583.3 million, compared with
$535.1 million during April last
year. April was a monthly high for
the year to date, a seasonal factor,
and was noticeably higher than
March, which came in at $546.4
million. April and March are usual-
ly pretty close in billings.

Smaller stations—those with
revenues under $7 million annual-
ly—did best businesswise during
April. They were up 18.8% in local
time sales. Larger stations—over
$15 million—rose 8.4%, and the
middlesize outlets were up 7.3%.

The four month total for local
time sales amounted to $1,906.2
million vs. $1,776.4 million during
the same period last year. That
amounts to an increase of 7.3%.

While local business grew faster
than that of spot, the latter moved
slightly into the lead in April with a
four-month total of $1,912.8 mil-

lion. This was because of the heavy
seasonal spot business. At the end
of the first quarter, local billings
were ahead of spot’s, $1,322.9 to
$1,241.3 million.

As for network compensation,
that was up 3.4% in April. While it
doesn’t sound like much, that per-
centage was bigger than that of 11
of the 12 months last year and
equal to the record for the year,
which occurred last July. Network
comp was down 0.8% in 1988—sev-
en of the 12 months with minuses.

Network comp

Network comp last April came to
$45.2 million vs. $43.7 million in
’88. April had the highest dollars so
far this year.

The four-month total for net-
work comp was $161.6 million, as
against $154.2 million for last
year’s four months. That’s equiva-
lent to an increase of 4.8%.

The total April picture—that is,
combining spot and local time sales
plus network comp—tallies to
$1,256.1 million, up 5.4% over last
year.

April

Local

business +9.0%
(millions)

1988: $535.1 1989: $583.3

Changes by annual station revenue

Under $7 million .. ... .. +18.8%
$7-15 miition . ... ... ... +7.3%
$15 miltionup ... ... ... +8.4%

Network
compensation +3.4%

(millions)

1988: $43.7 1989: $45.2

Changes by annual station revenue

Under $7 milllon ... ... . .. +2.1%
$7- 15 million ... ... ... +54%
fi5miiionup ... ... . +3.0%
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Sidelights

Coproduction: A tale of two views
from Granada, Grundy execs

The Grundy Organization takes a
more localized approach when it
comes to TV coproductions while
Granada Television International
pursues producers and networks as
partners in a more conventional
manner.

“We've decided to establish pro-
duction centers in the various lan-
guage areas,” says lan Holmes,
president of the Grundy Organiza-
tion, based in Sydney, Australia.

e i

;E,_‘-Iri.b‘

Granada’s David Plowright

The company recently formed
Grundy/Ellipse as a Paris-based
joint venture with Ellipse, a divi-
sion of Canal Plus. This operation
was formed ‘‘specifically for
French-speaking serials and come-
dies,” he notes. “We're confident of
having a serial in production by the
end of the year. This business ven-
ture is consistent with our philoso-
phy of producing programming in
the countries in which they will air.

Future sites. Italy and Spain, he
adds, are other areas currently be-
ing eved as future sites for similar
ventures.

-“We don’t license our formats to
third parties,” Holmes continues.
“We produce them; we protect
them by establishing our own pro-
ductions in each territory. There
aren’t any others doing that. They
Just license them,” much as Grun-
dy licenses King World’s Wheel of
Fortune in Australia, where it is
one of the most popular series.

In dealing with more than 70
countries, Grundy has learned
some lessons. “Game shows don’t
cross borders,” Holmes says. ‘“They
do better with local talent. Serials
do cross borders. People all like the
same things, like human relation-
ships. European countries in par-
ticular are used to dubbing. Still,”
he observes, “it’'s preferable if it’s
remade in the local language rather
than dubbed.”

Grundy plans to take Scrabble,
already on NBC-TV’s daytime
schedule, into first-run syndication
in the U.S. for a fall 1990 start,
Holmes says. “We held out due to
the difficulty of the syndication
market” this year.

More typical is the coproduction
route taken by Granada Television
International, London. With all the
coventures now underway at his
company and in general, David
Plowright, Granada’s chairman
since early 1987, says, “We're now
moving toward a more genuine
partnership” between the U.S. and
Europe. Until lately, he notes,
“The idea that an Inglishman has
an idea that could work in America
was a pretty foreign idea.”

A Tale of Two Cities, a copro-
duction with Dune and Antenne 2
(and the first Anglo-French mini-
series project), was written by a
Briton, Charles Dickens, directed
by a Frenchman with an English
cameraman and focused on the
birth of democracy in France, he
says. “If Dickens were alive today,
we’d order another 22 of them.”

In one new wrinkle, Plowright
points out, “We did closeups in
dual languages,” English and
French, in order to increase the
miniseries’ appeal in those coun-
tries speaking those languages.
That added “a modest 3%” to the
$7.5 million production cost of the
four-hour project, he notes.

Another Granada coproduction
is Confessional, based on the Jack
Higgins thriller. Partners in this
four-hour mini are Harmony Gold,
Los Angeles, and Italy’s Rete Euro-
pa. To be shot in Ireland, England

and France, the project is due for
spring 1990 telecast.

Outside of the U.S., the biggest
opportunity in TV is in Europe,
Granada feels. With all the expan-
sion in Europe, says Plowright,
“There will be a huge amount of air
time available and frankly not much
fresh programming available.”
Granada, a founder of British Sat-
ellite Broadcasting, also is “now
trying to develop relationships
with the networks in the States,
something new for us.” Hitherto,
Granada has concentrated its at-
tentions on Public Broadcasting
Service in the U.S.

Granada also is working on The
Krypton Factor, based on the long-
est running game show in the U.K.,
for a January 1990 start in the U.S.
The series is being coproduced with
Mac III Productions.

Grundy, Granada
cooking up deals
with ad agencies

Multinational advertising agencies
may be among coproduction part-
ners in the future for Granada
Television International, Grundy
Organization and others.

More agencies than usual toured
the recent MIP-TV in Cannes to
explore coproductions and/or Eu-
ropean barter arrangements (TV/
RADIO AGE, May 15).

Granada has been “talking with
one or two ad agencies” about co-
productions, Granada chairman
David Plowright discloses. Nothing
has been finalized but he predicts
announcements are “going to hap-
pen in the next year.”

“We’ve had discussions and been
approached by ad agencies, partic-
ularly American, involved 1n bar-
ter,” says Grundy Organization
president Ian Holmes. As for bar-
ter’s potential abroad, Holmes
says, “We don’t see an immediate
need. America seems to be the
home of barter, but it’s rare every-
where else. It’'s a way to go when
stations and networks have some
difficulty in getting cash deals or
want to get advertisers involved
with taking risks along with the
stations. Maybe when more sta-
tions are operating, barter will be
more prevalent.”

Television/Radio Age, June 26, 1989
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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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“With the help of these
3 TV Log lines...

% Bob Hope’s Birthday
Spectacular From
Paris’ Bicentennial!

My Paris birthday’s
a big hit!”’

Hope Enterprises
Burbank, CA

Every year for over 10 years, we've used
TV Log to help celebrate my birthday.
And every year, my birthday party gets
bigger and better.

This year, my guests Bea Arthur, Sid
Caesar, Linda Evans, John Forsythe,
Ann Jiflian, Louss Jourdan, Gipsy Kings,
Melissa Manchester, Brooke Shieids,
Randy Travis and | will celebrate in
Paris at the Theatre des Champs
Elysees, May 24, on NBC from

8to 10 p.m. (EST).

TV Log has always been an affordable
way to reach potential viewers at the
right time and in the right place —

the TV listings.

No matter what type of program youre
promoting, TV Log can help find the
audience you need.

All around the world, where there's Hope,
theres TV Log.

TVlog

—

A division of

Tnbune Media Services

The right time
The right place
The right audience

The newspaper “bold face”
ad network in the top TV markets.

1-800-223-1936/FAX No. 212-687-0669
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International Report

Going once, going twice: Licensees
shocked by British station-award plan

Officials of many of Britain’s finan-
cial institutions and would-be tele-
vision station owners will be spend-
ing a great deal of time in future
months trying to calculate just how
much a British television franchise
is worth.

After months of convincing
themselves that there was no logic
to the thought the government
would really award future licenses
to the highest bidder, the present
franchise holders, seemed aston-
ished to learn the unconscionable

Experts predict
a sweeping change
in ownership.

could happen. Acting against the
advice of almost everyone in the
industry, the government has de-
clared that the 14 regional and two
shared London commercial Inde-
pendent Television franchises
(Channel 3) and the new Channel 5
license, will go to the highest bid-
der. The tendering process will fol-
low the approval of programming
proposals submitted by all pro-
spective applicants.

Name a price. Those who are
deemed worthy of owning a license
will then be asked to name a price.
Unless there is some extraordinary
reason why the highest bidder
should not get the 10-year license,
the company, consortium, or what-
ever, which is willing to pay the
government the most, gets the
franchise. Smaller companies will
henefit from the provision which
allows payments to be made during
the tenure of the contract.

Winning companies, however,
alsowill have to pulup a little extra
money to be held in escrow to en-
surc Lhey live up to their program-
Ming promises.

I’he arrangement, which should

not really have come as the shock
which il seems to have, has drawn
widespread condemnation. Qul-
side of government ministers and
22

some members of the ruling Con-
servative party, proponents of the
scheme are rather scarce. But in
the end, that’s all that counts. The
new system will be incorporated
into the government’s broadcast-
ing bill to be submitted to Parlia-
ment later this year. The over-
whelming Conservative majority
virtually guarantees passage.

For their part, commentators,
even conservative ones such as the
influential Financial Times, are
again roundly criticizing the gov-
ernment for destroying British
television as the country has known
it with the same vehemence as they
attacked the idea several months
ago when the government officials
first said that’s what they thought
they might do.

In fairness to the apoplectic, in
the intervening months, there have
been a number of hints that per-
haps the highest bidders might not
win in every case and that there
would be some discretion in the
awarding of the franchises. In fair-
ness to the government, there have
been a number of safeguards built
into the system which were not
there in the original documents.

Dangerous knowledge. While the
current franchise holders may be
best placed to determine the true
value of their license, it is conceiv-
able they might inadvertently un-
derbid because of this. Experts are
predicting the most sweeping
change of ownership since the
launching of commercial television
more than 30 years ago. In the past,
there were token changes, without
explanation, at every license re-
newal time, but nothing even close-
ly resembling the scale of what
many observers say Britons are
about to witness.

One senior British television ex-
ecutive, finally resigned to the
prospect that his license would be
under seige, points out the obvious:
"T"here is just so much a company
will be willing to pay. He adds that
he anticipated even greater pres-

sure exerled on international sales

www americanradiohistorv com

teams to increase revenue and
make production arrangements
that would have been unthinkable
as recently as two years ago.

Most observers believe that deci-
sions on how much to bid will be
based on how much money a com-
pany can make. They dismiss the
notion that there will massive over-
bidding by companies more inter-
ested in owning a station than in
making profits. In today’s world,
they argue, the prospect of that
happening is not great.

For those left out inittally,
though, there is some solace. Once
the licenses go into effect on Janu-
ary 1, 1993, takeover bids by other
companies, not presently permit-
ted, would be possible. Perhaps
just as exciting as the original bid-
ding?

Disney, Murdoch
channel launch
deal unlikely

Although Rupert Murdoch’s News
International and the Walt Disney
Co. have reached an out of court
agreement to dismiss the former’s
$1.5 billion lawsuit, it now appears
highly unlikely that a Disney
Channel will be transmitting from
one of Murdoch’s direct broadcast
satellite transponders. On the oth-
er hand, News International has
come out of the dispute with the
films it wanted.

Under the terms of the settle-
ment, Murdoch’s Sky channel will
purchase Disney’s interest in their
joint venture. The original suit had
alleged that Disney had not lived

up to its obligations under the joint .

venture deal, a contention which
Disney denied.

In spite of what outsiders regard
as the rather doubtful prospect
that any agreement can be reached,
however, both sides said they
would continue to discuss the pos-
sibility of launching a Disney
Channel on Sky in the UK. and
Ireland. Nevertheless, for the mo-
ment, at least, perhaps of greater
importance to Murdoch, Sky has
obtained a five year license to
broadcast the movie output from
Touchstone and Disney’s recently
announced production company,
Hollvwood Pictures.

L T
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Radio Report

AM'’s declining share
may have plateaued

The declining share of AM listening appears to have
reached a plateau. According to the latest RADAR
(39), the AM share—24 was identical to the previous
RADAR (fall ’88). RADAR 37, published in June '88,
showed the AM share to be 25.

The spring '89 RADAR, in fact, showed basic levels
and patterns of national radio usage to be “essentially
unchanged,” according to Statistical Research Inc.,
which conducts the RADAR studies for the national
networks. The latest estimates, as projected, are that
191 million persons listen to radio in the course of a
week, about 96% of the 12-plus population. About 158
million persons, or 79% of the population, are reached
by stations associated with networks measured by the
RADAR service.

The latest RADAR also reveals that out-of-home
listening accounts for 58% of the average audience.
During the 10 a.m. to 3 p.m. daypart, listening other
than at home and in the car accounts for half of the
radio audience.

RADAR measures the ABC, CBS, NBN, SBN,
SMN, TRN, USN and WWO networks and reflects
the patterns of 12,000 respondents over a 12-month
period.

Katz/Arbitron study
shows how age shifts
affect format results

The aging U.S. population and a new diary format
appear to be the key factors affecting audience
changes in a study of Arbitron national format aver-
ages by the Katz Radio Group. The rep’s researchers
analyzed 2,256 radio stations and 35 broad format
classifications in Arbitron’s fall '88 survey, with each
separate analyses for AM and FM outlets. Compari-
sons were made with fall surveys going back to '84.
Some of the key findings:
m Adult contemporary (FM): An older skew continues
and is readily apparent in the 35-54 demo, when fall
'87 1s compared with "88.
B Adult contemporary (AM): The older skew is par-
ticularly apparent in the 55-plus demo, accompanied
hy a marked drop in the 18-34 cells from 87 to ’88.
m Country (AM): All cells in the 35-64 demo showed
declines in weekly time spent listening, but audience
composition was up in the 65-plus category from "87 to
B,
| Country (FM): A comparison of '87 to 88 shows all
cells from 12-44 down and all cells from 45-plus up.
m Big band (AM): Nearly half of all hig band hsteners
are now 65-plusg.
B CHR (FM): This format has a lower teens compuosi-

tion than at any Lime since 1984,

24

m Gold (FM): The Katz format analysis found 53 out-
lets in this category during fall 88, compared with 24
in fall '87.

B MOR (AM): Audience comp for the 65-plus cell rose
from 36.7% in the fall of ’87 to 41.6% in '88, though the
55-64 demo was down. Time spent listening was down
for most age cells.

B All news (AM): This represents another case in
which 65-plus hit a new high in recent years.

B News/talk (AM): In this case, the 65-plus demo was
down noticeably in audience comp from ’87 to '88, but
there were small increases in the 25-54 cells,

m All talk (AM): Audience comp figures show clear
drops in the 55-plus cells and clear increases in the 35—
54 demos.

Comments Gerry Boehme, vice president and direc-
tor of radio research at Katz: “The preponderance of
new or modified station formats targeting 25-44-year-
olds has accelerated the move towards older skews for
certain stations. In addition to those demographic
changes, the new Arbitron diary [with its longer time-
spent-listening, 25-54 increases and higher at-work
estimates] has played an important role in changing
the performance profile of many radio formats.”

Money Radio raises money:
BRN adds affiliates

Spectrum Enterprises Inc., described as “a publicly
traded venture capital shell looking for merger part-
ners,” has found one. It’s agreed to acquire all assets of
Money Radio, a California limited partnership and
parent company of Money Radio Network. The latter
is a nationwide financial talk radio service syndicated
in some 15 markets. And Edward “Buzz” Schwartz,
managing general partner of Money Radio, who be-

E Vera Gold

comes chairman and CEQ of Spectrum, calls Money
Radio a $15 million company.

Vera Gold, executive vice president of Money Ra-
dio, says the link to Spectrum “fulfills the original
commitment Money Radio made to its partners more
than two vears ago to raise equity capital to encourage
our future growth.”

Gold doesn’t see the growing number of cable finan-
cial programs like Moneyline, Business Morning and
Business Day out of CNN Business News, or NBC’s

Television/Radio Age, June 26, 1989
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INTERNATIONAL REPORT

Breakfast TV’s day in Europe
may be dawning as schedules change

While it may be hard for most
Americans to believe not everyone
in the world wakes up to the equiv-
alent of Good Morning America,
Today and CBS This Morning.
That day may be coming soon,
however.

“Breakfast TV has a future in
Europe,” claims Nick Jakob, exec-
utive producer of Germany’s first
morning television show, Hello Eu-
rope. The program is transmitted
on the German private station
RTL-Plus from 6 a.m. until 9 a.m.
Hello FEurope has been on the air
for over a year-and-a-half, but ac-
cording to Jakob, a revamped pro-
gram format has doubled the audi-
ence in just the last five months. He
adds, “Even though we only have
about 250,000 viewers, I still be-
lieve that morning shows will work
in Germany; after all we are not all
that different from Americans,
Brits or the French.”

U.S. only? Traditionally in Eu-
rope, morning television has been
considered an American phenome-
non that just wouldn’t work on
most of the continent. In many
countries, stations don’t even start
to transmit programs until late af-
ternoon. In Sweden, for example,
programs don’t go on the air until
after 5 p.m. The only news/features
morning show that SVT, the na-
tional broadcaster, produces is
transmitted on Saturdays, and
even that show, Good Morning
Sweden, is just on during the win-
ter.

As Annie Wegelius, vice presi-
dent of programming for Scansat,
Scandinavia’s satellite service, ex-
plains, that Swedes’ viewing habits
also account for the lack of morning
TV:“While most Americans have a
set in every room, Swedes are a
one-TV family. Americans can get
ready in the morning watching
shows on sets around the house
while a Swede sits down in front of
the TV. That is impossible to do
during the morning rush.”

The only morning programs that
Scansat provides to its viewers are
a half-hour of cartoons from 7:30-
8:30 a.m., which is scheduled for
children to watch before they leave

for school.

Wegelius adds that Scansat is
looking into the possibility of day-
time programming in the future,
“but nothing is on the table for
morning shows.”

One consequence of the deregu-
lation of European television may
prove to be an increase in the num-
ber of early morning shows pro-
duced. Deregulation has forced
state broadcasters to compete with
private stations as well as cable and
satellite operations. As Emmanuel
Duprat, media consultant for Niel-
sen’s market research office in Par-
is, states, “When stations are pri-
vate, they must sell air time to ad-
vertisers to make money, so they
increase their programming and
broadcast all day.

The bottom line and the goal of
the game is to grab advertising
money.” As a result, programmers
in many countries have begun to
experiment with morning shows
even they do not draw a large audi-
ence. As Duprat notes, morning TV
began in France with privatization
just over two years ago. The major
broadcasters, TF1 and Antenne 2
both have breakfast TV, as well as
Le Cing. However, Duprat points
out that the ratings for these early
shows are poor: “Only 6% of the
people who have TVs watch the
morning shows. TF1 and Antenne 2
each have about 2% of that viewing
audience.

Low ratings. Although breakfast
television has been on the air in
Britain for about six years, the rat-
ings for the shows are still relative-
ly low, according to Adam Hodg-
son, an analyst at AGB/Barb, the
U.K. rating service. As Hodgson
points out, TV-AM, the morning
franchise holder, boasts the highest
percentage of viewers, and achieves
a 12.5% rating.

The show’s upbeat and light fea-
tures format appeals to a broad au-
dience and attracts nearly twice as
many viewers as the BBC’s more
newsy Breakfast Time. Channel
Four recently debuted its own early
morning show, but it is struggling
to find its niche and only pulls in
3.5% of the viewers.

Even though breakfast television
in Europe has not proved to be an
enormous success, many broad-
casters remain optimistic about the
format and are willing to experi-
ment. For example, last month,
Dutch television broadecast an edit-
ed version of ABC’s Good Morning
America for a week. The special
version was broadcast between 7:20
and 9 a.m.

The producer of the special, Leo
van der Goot, said the viewers re-
sponded enthusiastically, however,
the actual ratings were low proba-
bly ‘“since there is no tradition of
early morning TV in The Nether-
lands.” Van der Goot also points
out, however, that there is “a major
shift in The Netherlands in terms
of programming in light of the ar-
rival of two satellite broadcasters,
RT Veronique and TV 10, in the
autumn.” Van der Goot adds that
RT Veronique is planning to pro-
duce an early morning news and
features program.

Denmark’s private television
station, TV2, is completing an
eight-week experiment during
which it broadcast for the first time
in the morning. The news features
program goes out on Sunday morn-
ingat 11 a.m.and explores a variety
of issues as well as providing light
entertainment. Programmers at
TV2 are evaluating the viewers’ re-
sponse to determine if a morning
format is viable for their audience.

The decision of Germany’s pri-
vate broadcasters, RTL-Plus and
SAT 1, to program morning shows
has forced the state networks, ARD
and ZDF, to reevaluate their sched-
uling. As Martin Berthaud, pro-
gram planner for ZDF explains,
“There was a tradition in Germany
that ZDF and ARD shouldn’t pro-
vide TV programming all day be-
cause people would watch too
much TV. Also the cost would be
prohibitive. But now with the new
stations, we have had to rethink
this position.”

As a result, Berthaud adds, ZDF
plans to alter its format in the fall.
Shows will go on the air an hour
earlier at 9 a.m., and there will be a
greater emphasis on news stories
and magazine shows. However,
Berthaud does not see ZDF pro-
ducing breakfast TV in the near fu-
ture: “The cost is simply too
much.”—lIrv Margolis
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= = With May results expected to be
Radio Business Barometer reporied by Radio Expenditure

Reports momentarily, the RER fig-
ures for 1989 through April showed

his particular lineup of stations. | spotradio to be 14.2% ahead of the
summer sp0t I00ks Discussing the activity of specific | first four months of '88. RER bill-

good if not great industries, he reported that both | ings figures, based on reports from

automotive and gasoline business | all the wmajor reps, total
Spot radio, which has been riding a was holding up, that communica- | $311,352,100 for the January-April
healthy first half, may go up a little tions clients, such as IBM, AT&T | period.

or down a little, according to indi- and telephone operating compa- April was the best spot radio
cations from the major reps. Hence nies, continued to be active and | month of the vear to date, with a
the July-September span is ex- that fast foods and movie business | 23.9% increase after adjustments
pected to be a lively billing period was also lively. for the Standard Broadcast Month.

for the medium. Fortenbaugh said that he didn’t | This included a stunning 34.9% in-
Ken Swetz, president of Katz | expectthethird quarter to be quite | crease for the top 10 markets.
Radio Group, stated at mid-June | as good as the first half and noted
that his stations’ overall pacing for | that the second quarter was “ter- Market groups
the third quarter is running a little rific.”” He saw no indication that
ahead of the group’s budgeted tar- | summer quarter business would | Data for the other market groups
get. But he added that he wasn’t | speed up beyond its present pace. | show that the smaller the market
going to raise the target, indicating While every Christal office was | group, the smaller the April rise.
at least some possibility of a slow- | ahead during the second quarter, | The 11th-to-25th market group

ing down. two (Chicago and Minneapolis) | was up by exactly the average
Swetz revealed that he had setan | were behind so far in third quarter | (23.9%), the 26th-to-50th markets
8% targeted increase for the third | business. rose by 18.4% and the 51-plus mar-
quarter while pacing at mid-June Interep CEQ Ralph Guild reports | kets climbed by 10.1% in April.
was running at 11% ahead. It is, of | that his various rep companies are For the first four months, the
course, too early to get a real fix on | “still running strong” as summer | market groups showed a more even

third quarter spot business. But | sales efforts heat up. The third | growth pattern. The top 10 mar-
Swetz was quite happy with the | quarter, says Guild, will be as good | kets increased 16.8% to $120.4 mil-
Katz Radio Group’s 20% increase | as or better than the second. Some | lion, the 11-25 group rose 14.4% to
for the first six months of 1989. of this increase, he explains, will | $67.1 million, the 26-50 group was

Bill Fortenbaugh, president of | come from accounts developed by | up 11.9% to $48.6 million and the
Christal Radio Sales, one of the | his company, which will get a “dis- | 51-plus markets were up 11.7% to
Katz reps, had a similar story for proportionate” slice of the budget. $75.2 million.
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RADIO REPORT

new CNBC consumer news and business channel, as
troublesome competition for Money Radio Network
and its other competitors on the radio side (TV/RA-
DIO AGE, May 1). Says she: “So many of our listeners
are available to us in their cars while driving. Many of
them have very little time to spend watching TV,
whether it’s over-the-air television or the cable variety.”

Meanwhile, Colorado Springs-based Business Ra-
dio Network reports adding five new affiliates. They
are KMBA Albuquerque, N.M.; WUTK Knoxville,
Tenn.; KEWI Topeka, Kans.; WPCI Greenville-Spar-
tanburg, S.C.; and KGU Honolulu.

Sha Na Na’s ‘Bowzer’
hosts nostalgia format

Part of the SSA Communications’ pitch for its new
weekly, two-hour radio series, Bowzer’s Golden Oldies
Countdown is that Jon Bauman, who does the Bowzer
character, is available to do local spots for local adver-
tisers and tape promos for each new affiliate, custom-
ized with the affiliate’s call letters and/or audio signa-
ture.

That may be part of the reason Steve Syatt, presi-
dent, SSA and its Radio Direct division, can report
that although SSA only started selling on June 5, “In-
terest is high, we’re making good headway, and we
expect to have 20 markets signed by the end of June.”
He says he's targeting stations in 40 medium-sized and
small markets for the show, which is offered on a
barter basis in 26-week cycles. With Bauman as
Bowzer, the star of the rock group Sha Na Na, Syatt
says the series combines music of the 1950s, '60s and
"10s, comedy, in-studio recording artists as guests, mu-
sic trivia questions for merchandise prizes “and such
ongoing features as Where Are They Now?, Bowzer’s
Mail Bag and Bowzer’s DJ Hit List.

Syatt says the show is positioned as a weekend pro-
gram entry for either AM or FM oldies-formatted sta-
tions, adding, “What we’re asking in return for Bau-
man’s locally customized promos and personalized
commercial delivery is that Bowzer be scheduled ei-
ther between 10 a.m. and 1 p.m. or late night, between
11 p.m. and 1 a.m. We're a 50-50 barter show, and our
national advertisers don’t want to be buried some-
where in very early morning before the chickens are
up’)!

He adds that stations have a choice of receiving
Bowzer via satellite, or, if they don’t have a receiving
dish, SSA will ship it on vinyl.

.More spotless formats
from Drake-Chenault/Jones

Following the April launch of its Great American
Country format, Drake-Chenault/Jones is putting two
more spotless formats up on the satellite. On June 1
the program syndicator and consultant sent up Adult
Contemporary and has scheduled a Sept. 1 debut for

Prime Demo.

Phil Barry, vice president of programming, de-
scribes Adult Contemporary as “based on our Con-
tempo 300 format—a bright sound catering to the 18-
49 demographic.” He says Prime Demo has a softer
sound with a broad target of 25-54 “that superserves
the 33-48 demographic.”

The company says its commercial-free formats, for
which stations pay an affiliation fee, offer format solu-
tions both for stations that want to sell all of their
commercial avails to local sponsors in their own mar-
kets, and for stations that maintain a minimum com-
mercial load. These stations generally sell fewer spots
but charge more per spot, with the premium being
paid for the advantage of less clutter and presumably
more loyal listeners, less prone to frequent dial twist-
ing. This way, says DC/J, “Our compensation system
is advantageous to most programming philosophies.”

Glenn R. Jones, chairman of Jones International,
recalls that prior to undertaking its partnership with
Drake-Chenault, the two companies ‘“underwrote a
comprehensive research project to determine which
needs of the broadcast community were not at the
time being served by existing satellite services. We
learned that the need to do away with commercial
requirements ranked chief among broadcasters desires.”

28 million black Americans
offer fast growing market

With annual aggregate income estimated at $218 bil-
lion, Black America “‘has become the ninth largest free
market in the world,” says Frank O’Neill, vice presi-
dent of McGavren Guild Radio’s Marketing Research
Division. O’Neill’s latest review of black consumer po-
tential reports, “The buying power of Black Ameri-
cans is greater than that of most countries. Only eight
nations have a gross national product larger than $218
billion. Yet many advertisers continue to ignore this
vast pool of opportunity.”

O’Neill also points to figures from Standard Rate &
Data Service and from Woods & Poole Economics
indicating which U.S. population centers are expected
to show the greatest degree of black population growth
during the next 20 years. These markets include New
York, Washington, D.C., Atlanta and Miami.

B Frank O'Neill
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for $225,000 but settled for
$195,000 per title, with a deal that
included the packaging of other
Columbia product as well.

Paramount’s Portfolio XIII also
didn’t get takers initially on its
$225,000 per-title offer and is un-
derstood to have received some-
where below $200,000 in New York,
although it has such potential TV
heavyweights as Ferris Bueller’s
Day Off, Star Trek I11: The Search
for Spock, Top Gun, The Untouch-
ables and two Friday the 13th
movies, plus Crocodile Dundee.

Some previous packages consid-
ered heavyweights had fetched
above the $200,000 per title range
in New York.

Both of the major packages were
bought by WPIX(TV), Tribune
Broadcasting owned independent.
Leavitt Pope, president of the New
York station, would not discuss
prices paid for the packages, as a
matter of policy. “We don’t like to
talk about prices, but I can assure
you we have not done anything that
we think is not a reasonable deal for
both sides.

“The prices were moderate by
our standards. There’s a limit to
which we will go, and we believe the
movies will hold up in conjunction
with those prices.”

Pope adds the station increased
its movie showings over the past
year by adding weekend movies in
primetime as well, which is making
the purchase of more movies neces-
sary.

Actually, WPIX has recently be-
come the only major movie station
in primetime because both
WNYW-TV, owned by Fox Broad-

“The Delta Force”

casting, and WWOQR-TV are going
in a different direction.

As reported previously, Fox-
Broadcasting expects to phase into
its own first-run programming in
primetime, with a network of shows
provided on a daily basis. Because
of this, points out Joe Weber, who
became program manager at
WNYW-TV New York a few
months ago, the station obviously
will need fewer primetime quality
movies. “We’re trimming back but
not cutting ourselves out complete-
ly, and we’ll be extremely selective
in our film purchases over the next
couple of years. We'll always need
some packages, either for selective
primetime runs or certainly for
weekend runs, which sometimes do
as good a number as the primetime
ones.”

Weber says the station has not
bought any new packages of major
significance since the past
NATPE. “We may have picked up
some occasionally just to fill in
some holes—some barter pack-
ages.”

Cutting back

At WWOR, Farrell Meisel, pro-
gram manager, says the station
backed away from running a heavy
dose of movies in primetime a few
years back, running films now as
specials and on Sunday afternoons
out of the baseball season. “Our
strategy changed about two years
ago, so we are very selective in the
acquisition of features.” Recent
WWOR buys were the Paramount
Portfolio Special Edition and, pre-
vious to that, Carolco I from Orbis

Communications, the Orion I'V and
the Magic IT from Buena Vista.

He continues that prices are still
very high in the New York market,
and he doesn’t foresee any radical
change for the better, although the
competition for movies there has
decreased. ‘““They are coming in
with network prices, not New York
prices. Prices depend on the pack-
ages out there, but stations have
been very cautious about buying,
and not every package is sold to the
incumbent station when it comes
out, or is sold at all, for that matter.
I recall a time when several pack-
ages just stayed out there.”

Nevertheless, WWOR did bid on
the Columbia Showcase | package,
says Meisel, but the station’s offer
was not the highést in the market.
“We felt the offer we made was fair
and equitable enough, given the ex-
posure the titles had in the market-
place.

Diminished value

“When 17 of the 22 titles are go-
ing to have network, home video,
HBO, Cinemax, Showtime and
Movie Channel exposure before-
hand, the value of the features is
greatly diminished, and, depend-
ing on a station’s strategy and it’s
profit and loss statements and cash
flow, it has to determine what to
buy or not buy and how selective to
be.”

Cable, too, is of major concern to
WNYW’s Weber. “With cable pen-
etration being on the increase, the
number of people who had access
to those movies on pay-TV is much
greater now than in the past. HBO
has 25% coverage of the country
alone. That’s all the more reason
why I shouldn’t pay those kinds of
prices being asked on the major
packages.”

On the other hand, according to
Weber, the lesser packages are
“very, very inexpensive in this mar-
ket right now. Some of this is be-
cause, we, one of the major buyers,
have pulled back, and WWOR is
doing the same, in primetime. So
there is less call for movies in this
market. That being the case, you
can buy one or two good movie
packages per year and have
enough.”

As to whether the movie pack-
ages contain more “A” titles than
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The syndex rules
are not playing
a major role in
determining
whether to buy
mouie packages.
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Prices for major packages
plateau in New York; quality improves

Supply and demand
set buyer’s market
in movie packages

By ROBERT SOBEL

he days of wine and roses may
I be over so far as major movie
packages are concerned in
the two key markets, New York
and Los Angeles. In both cases, and
in Chicago as well, reports from
station executives are that, while
prices remain high, they have
reached a plateau or have even
slipped from the license fees gar-
nered by syndicators a year ago.
(See separate story on Los Angeles
market.)

One of the major reasons for the
stabilization of movie prices is that
the field of acquiring stations in
these major markets has narrowed,
placing the remaining competitors
for movie product in a “buyer’s
market” position.

Highlights of other reports from
station sources show:

B The quality of major packages is
higher, with many titles in the “A”
category.

“The Untouchables”

B Thesyndex rules are not playing
a major role for the most part in
determining whether to buy the
movie packages. Relevant, instead,
are the station’s needs and the
prices.

® Window delay into syndication
is still a major concern of stations,
as is too much preexposure via ca-
ble and home video.

Pricing plateau

Prices for some of the stronger
major theatrical film packages,
such as the Columbia Showcase I
features and Paramount’s Portfo-
lio XIII, appear to have plateaued
in New York, garnering less dollars
than asked for initially by the syn-
dicators.

The Columbia package, which
consists of solid titles such as La
Bamba, The Karate Kid: Part 11,
Crimes of the Heart, Stlverado and
No Mercy, among the 22, was said
to have been offered in New York
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in each package. However, Carol
Martz, program manager at
KCOP(TV), which bought both
packages, says the estimates are
“way off. I'm not going to get more
specific than that.

“Feature prices have come down
in the Los Angeles market over the
past few years, and while both
packages went for very good prices,
they were not record-breaking.”

Steve Bell, senior vice president,
general manager at KTLA-TV,
says that Paramount came into the
Los Angeles market looking for
$500,000 per title on its XIII pack-
age and that settling for much less
reflects the current downward pric-
ing trend in the market. “When
Paramount pitched the package to
us, they told us that KCOP had
spent $400,000 per title on its pre-
vious package. If that’s so, then
KCOP apparently paid less for the
XIIT package than for the earlier
one, altbough that’s still an enor-
mous amount of money.

“The dynamics of the market-
place for movies is that, when you
are the only game in town, you can
set your own price,” continues Bell,
who notes that KTLA and KCOP
are the only remaining big players
for primetime movies. The Fox
Broadcasting station in Los Ange-
les, KTTV(TV), is no longer con-
centrating its primetime efforts on
movies, and KHJ-TV has not been
running movies in primetime for
many years, it’s noted.

Pricing pressure

But despite the fact that the
competition has narrowed for mov-
ies In the market to two stations,
which should make it a buyer’s
market, Bell says that’s not so
much the case because “KCOP has
been willing to pay outrageous
prices for their movies. We, on the
other hand have gone on record
that we will not pay those kinds of
prices. We lose money at those high
prices, and we just won’t do that.

“But as long as KCOP continues
to do that, the dynamics of the
market will work in favor of the
syndicators. All that KCOP has to
do is look at its bottom line, and
then the prices will drop because it
won’t buy at that rate.

“However, signs for the future
may be favorable because Para-

32

mount and Columbia didn’t get
their asking price here on the most
recent packages. It may be an indi-
cation that the market for movies
has reached its peak here and that
it’s going down.”

Bell notes that the Orion IV
package is still without a buyer on
the cash end in Los Angeles. The
previous Orion package, Orion I1],
went for $400,000 per title, accord-
ing to Bell, so the resistance to the
new features indicates to Bell that
it will go for less money. Orion IV
has 22 titles, including Robocop,
Throw Momma From the Train
and No Way Out.

Orion IV is devised so that sta-
tions get two barter runs in the first
15 days of the window, and in the
ensuing 17 months stations receive
two cash plays. But while the cash
side is still open, KCOP negotiated
and got Orion IV for the barter
runs only, says Martz.

While KTLA is adamant about
not buying for what it considers to
be “hold-up” prices on movies, it

‘‘La Bamba”

nonetheless remains a heavy buyer
of movies that it considers to be
“reasonably priced.” Bell says re-
cent movie buys include the MCA
Debut Network 111 features; 1TC
Entertainment’s World Premiere
Network/Entertainment Volume
VIIL, 18 titles including Volun-
teers, Sweet Dreams, and Target;
and Viacom’s Features XIII, with
Delta Force, Street Smart and Su-
perman [V among the 20 titles.

To keep the station from going
overboard in buying titles and from
acquiring top-heavy license prod-
uct, Bell has adopted the policy
that less is better, a rationale he
believes is being followed by the
majority of movie station indepen-
dents around the country.

Exclusivity battle

When it comes to syndex rules,
the two main buyers of movies,
KCOP and KTLA, view exclusivity
from different perspectives. At
KCOP, Martz says corporate policy
is to reject movies that do not in-
clude an exclusivity clause. “We
automatically would refuse what-
ever product it isif it had nonexclu-
sivity with it. That's how impor-
tant exclusivity is with us.”

On the other hand, KTLA’s posi-
tion on exclusivity is that, as a Tri-
bune-owned station, it is against
syndex, notes Bell, “and our posi-
tion has been to fight syndex tooth
and nail. It tends to be more re-
strictive than we would like to see,
and we don’t feel we will gain any-
thing from syndex. We believe, too,
that the issue potentially impacts
little UHF stations that are strug-
gling for survival.”

But he adds there are exceptions
to the rule, especially when a “va-
luable” franchise is involved. “A lot
depends on a case-by-case basis—
how important the package is to us
and how important the business
consideration is. In the MCA pack-
age [Debut Network], there were
overriding business considerations
on behalf of the seller. In the case of
MCA, they are also involved with
us in a number of projects. It was
our feeling that the marketplace
decides what should be done. That
demanded syndex, so we conceded.
We don’t want to lose anything be-
cause of syndex.

“We conceded in the case of
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they did a few years ago, the New
York station executives lean to-
wards “yes.” Meisel at WWOR says
the lists are tighter, but syndicators
are doing double windows in many
cases—barter, which reaps “‘in-
credible profit for the syndicators,
and cable and back to syndica-
tion—so they have to give some-
thing back to the station. In the
case of the Warner Bros., Para-
mounts and Columbias, there are
some highly promotable titles out
there.”

At WNYW, Weber says several
of the major packages on average
probably are better now than they
were a few years ago. “Overall, the
packages are a step above what
they used to be, in terms of the
number of “A” titles in that pack-
age.”

At WPIX, Pope says that the last
few packages that have been of-
fered “have a good number of good
pictures. We basically buy for our
primetime movie slot. The package
has to have enough good pictures in
it so they can play in primetime
and get good numbers. If there are
other pictures in there, they are
normally played in other dayparts,
such as in the afternoon or on week-
ends.”

Far down the road

However, the trouble as Pope
sees it is that several of the better
titles are available to the station
many years down the road. “That’s
a gamble because we don’t really
know how they are going to do
three or four or six years from now,
after they have had cable and VCR
exposure. But most of the titles in
the packages have been very
strong, in comparison to other
things offered in the past, which
helps all around.”

Weber at WNYW says he is con-
cerned that the movies, especially
the box-office blockbusters, will
have been exposed too much before

“Radio Days”

they go into syndication.” This is
especially true in the home video
area. There are more prebroadcast
home videos in release than ever.”

Meanwhile, the New York sta-
tion executives see syndex as play-
ing no significant role in their mar-
ket when it comes to buying mov-
ies. WPIX’s Pope says tha both the
Columbia and Paramount feature
packages were offered in New York
on an exclusive basis, which he
points out had relatively little to do
with WPIX’s buys.

This is much different from the
posture taken by WGN-TV, Tri-
bune-owned superstation in Chica-
go (see sidebar story}. The WPIX
movie deals are not the first in
which Tribune stations have ac-
cepted syndex. Back in February,
during NATPE time, the Tribune
group as a whole bought the MCA
Debut Network III movie package
on an exclusive basis. Syndex advo-
cates at that time hailed the buy,
coming from a staunch antisyndex
force, as a major victory.

As things are turning out, the
MCA package is getting strong
numbers in the Tribune markets.
Pope believes the jury is still out on
syndex. “Syndex may not be signif-
icant in the future. It may fall out
of bed.” Pope adds, “Our basic
business is winning in the New
York market, and you do the best
you can with what you've got. And
if it was worth enough, we probably

could have bought the packages
with blackout protection from syn-
dex, but we decided the prices were
OK, and we bought the packages
the way they were. “Also, there
may not be any syndex, so if that
turns out to be true, we will be in
good shape in two ways.”

WWOR'’s policy is to look for ex-
clusivity on movie buys, but the
station’s primary consideration is
based mostly on WWOR’s needs,
notes Meisel. Meisel emphasizes
that what he means by exclusivity
is ADI protection. “All we ask is a
35-mile radius protection. We're
not looking for what some stations
are asking, such as WGN, which
wants national protection.”

“We are a New Jersey based sta-
tion, serving our tristate area.
That’s what our concern is. In buy-
ing packages, decisions come down
to the specific package, the needs of
the station and, more importantly,
the prices,” he says.

Weber at WNYW says he would
rather have an exclusive package
vs. nonexclusive, although the dif-
ference is less of a factor in New
York than in several other areas of
the country, where the penetration
from superstations such as WGN
and WWOR is especially deep.
“When I was in Orlando, for exam-
ple, with both WWOR and WGN
coming into the market, [ hated to
buy features they had already pur-
chased.” a

'Big movie bucks in

L.A. pared as fewer buy

he Los Angeles marketplace is a
mirror New York market in

terms of its stable or downward.

pricing trend for major film pack-
ages and its view on syndex, quality

and windows. But when it comes
down to thé nitty gritty, the sta-
tions in Movietown are a whole lot
more free-spending.

In the case of two major movie

packages, the Paramount Portfolio
XI1l and the Columbia Showcase I,
industry sources have put the
prices paid for each title in Los An-
geles at about $425,000, on average,
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Growing sources of data point out
buying power of aging U.S. population

Ballooning older

demos are changing
marketing landscape

By ALFRED J. JAFFE

a pig moving through a python.
It’s been called the greying of
America.

What is it? It's the baby boom-
ers—a big chunk of the U.S. popu-
lation—moving relentlessly into
the older age brackets, a crawling
“hump’ in the demographic pro-
file.

It’s led to new media, to new re-
search, to seminars and discus-
sions. It seems to have affected
print media, especially magazines,
most, though it’s starting to affect
radio as well. But it hasn’t had
much impact on TV.

Some people think that advertis-
ers and agencies have been slow to
react to this demographic phenom-
enon, though the ad community is
well aware of the broad outlines,
One theory is that the most suc-
cessful creative types today, wise in
the ways of youth, haven’t got a

I t's been compared to the sight of

handle on the older generation, or
are too young themselves to under-
stand people older than them-
selves.

There 1s also the question of
whether the boomers, as they age,
resemble previous generations as
they aged. The answer seems to be
“no,” that the boomers are retain-
ing many of their earlier percep-
tions and viewpoints, while settling
into the calmer pace of their 30s
and 40s. Thus, they are changing
while remaining the same, a neat
problem for ad personnel to wrestle
with while crafting copy platforms.

On top of this, there is the aging
of the boomers’ parents, who are
better off than previous genera-
tions of their age, what with social
security keeping up with inflation
and residential property values
running ahead of inflation.

From the media point of view,
what keeps the promotion pot boil-
Ing 1s the increasing evidence that
the older demos have a lot of

Vicki Thomas

“Media decisions
today are in a
tremendous rut
and are not
taking into
consideration”
the 3564 demo.

34

spending power that's overlooked.
This butts up against the old con-
ventional wisdom that younger
families with children were the big
users of the package brands that
dominated the broadcast media.

Behind all the talk about needed
shifts in marketing attitudes is the
fundamental demographic changes
that have been and will be going on
in the U.S.

Most dramatic change in the
standard demo breaks is the rise in
numbers of those 45-54. Between
1988 and 1995, their numbers will
increase an estimated 30.8%, and
by the year 2000 the rise will
amount to 54.6%. During the latter
period, the share of 45-54s will in-
crease 40.2%.

Another demo with significant
increases is the 35-44 group. This
category will grow in size by 18.8%
by 1995 and by 23.7% by 2000. On
the other hand, the young adults
show a reverse pattern. The 18-24s
will decline by 11.5% by 95 and by
8.2% by the end of the century. And
the 25-34 demo will drop by 6.7%
by the middle of the next decade
and by 16.2% five years later. The
decline in share of population for
18-24s by the year 2000 is estimat-
ed at 16.3% and for 25-34s is put at
23.2%.

Built into population

All this is more or less built into
the population, subject to immigra-
tion and plagues, since the people’
referred to above have all been
born. But the Census Bureau, in its
middle series projections, sees a
drop in children five or less
amounting to a little more than two
million in the next decade. This is
based on current fertility rates. As
for older children and teenagers—
5-17—there will be a jump of about
7% by the turn of the century.

But numbers alone do not ex-
plain the attention being paid to
the older skew appearing among
the U.S. populace. They're the ones
with the money to spend, point out
the proponents of the older genera-
tions. The Shifting American Mar-
ketplace, a study cosponsored by
CBS Marketing and Time Inc.
Magazines in conjunction with Age
Wave Inc., states: “An analysis of
the Consumer Expenditure Survey
shows that the amount spent by 45-
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MCA because we would have lost
the package. MCA had other sta-
tions lined up in each of our mar-
kets if we turned it down.”

Bell continues that, in the case of
the Columbia and Paramount
packages, the station’s not getting
into the bidding wars was due to
the prices, not because both were
offered with syndex.

When it comes to quality, the lat-
est crop of packages varies accord-
ing to buyer subjectivity. At
KCOP, Martz notes that there are
even differences of opinion at the
station as to which title constitutes
an “A” movie and which doesn’t.
“We do things on a 1-5 numbered
basis, with No. 1 being the best.
And we look for better than two-
thirds beinga 1, 2 or 3.”

But, points out Martz, it’s hard
to quantify what represents a good

or a bad movie. “My idea of quality
or schlock may be different from
yours. There are some schlocky
kind of pictures—those that are
not big studio, big box-office—that
may still perform very well on tele-
vision. It sounds pompous to talk
about quality. What you do is to
buy movies that you think will get
the best ratings for your station.”

Slimmer pickings

Bell at KTLA says that a few
years back syndicators were releas-
ing packages with titles that were
75% good, 25% bad, but this has
changed lately. “Now the top of the
package is excellent, but the bot-
tom is terrible; there’s nothing in
the middle, and the quality is de-
clining. This may be true because
there are fewer good movies being

Exclusivity at issue in Chicago

In Chicago, ABC-owned WLS-TV bought the Paramount Portfolio
XIII package for about $120,000 per title, say various sources. The
. station had an easier go of acquiring such movies than usual. Competi-
* tion was almost nil because Fox Broadcasting’s WFLD-TV, the incum-
bent station, bowed out due to Fox’s commitment to focus on building
up primetime via first-run, for network purposes, and because WGN-
TV, Tribune Broadcasting indie, wanted nonexclusivity—and didn’t
get it. Paramount is offering the package on an exclusive basis only,

' according to Tim Bennett, program director at WLS.

“One of the hurdles here for one of our competitive independents is
the whole business of syndex, which poses some problems for some

I'  syndicators,” according to Bennett. *That is something that had an

. impact ultimately on the price. We are Jooking for exclusivity in Chica-
go, and WGN, as a superstation, is looking for national distribution.”
Bennett adds that more and more syndicators are experiencing diffi-
culties in offering movies on a nonexclusive basis, when it ¢comes to
prices. “They go into markets such as Minneapolis and Milwaukee, and
arg faced with the prospect of having to lower their prices if they sold
the movies to a superstation.”

Little cable impact. While Bennett looks for exclusivity, he notes that
Chicago is not experiencing much impact from outside signals, as are
many other areas. “We are a lower cablized market and stations coming

" in have not been as major a factor as WGN has been in other markets.
Also exclusive is the Orion IV package, Bennett says, which includes

No Way Out and Robocop, which will air on a Saturday or a Sunday

 night in late-fringe. Other film inventory includes the RKO library,
- more than 600 titles, which the station owns in perpetuity.

Besides the Paramount package and Orion IV, WLS also bought

- Viacom's Perry Mason package and the Columbia Showcase I package.-
.~ WLS airs movies at 11 p.m., roughly, Monday through Sunday,
' where the movies do “pretty well,” says Bennett, plus showings on
 Saturday and Sunday afternoon time slots. While the movie airings are

~ in late fringe, Bennett says the ratings for such movies as Silverado,

Columbia, have been high. “It did an 11.4 rating in February, and
the average for WGN’s primetime films have been close to a 9, so we
- can air titles late in the day that are comparable to or exceeding that of
- a primetime airing by an independent.”

released theatrically.” Anyone who
says there are a large number of
quality titles in the new packages is
just rationalizing, says Bell, be-
cause they have to justify the price
they are paying. Bell agrees with
Martz that box-office successes
aren’t automatic spillover hits
when the film reaches television.

“Conversely, certain pictures
come out of the blue and do well.
Weird Science, last October, on the
Universal Debut Network, did a 15
rating on our station.”

Late availability

Meanwhile, several of the poten-
tially high-rated movies such as
The Untouchables, Crocodile
Dundee and Top Gun are not avail-
able for over-the-air syndication
use until six or even eight years
hence. KCOP’s Martz and KTLA’s
Bell take opposite views on its sig-
nificance.

Says Martz, “We intend to be a
features station, and movies are
still the backbone of a lot of inde-
pendents and the direction we
choose to go. I'm not all that con-
cerned that some titles are avail-
able to us so late. Also, alot of times
movies get moved up a lot earlier
than the agreement called for. 48
Hours is a good example, so that’s
not etched in stone.

‘““However, there’s no doubt
there will be fractionalization by
1997 and that our audience num-
bers will be shifting all over the
place. I can’t deny that, but overall
you make decisions based on the
value of that particular movie
package to your inventory.”

But KTLA’s Bell believes that
because several of the top-notch
films in Paramount’s XIII package
have a long window, “it’s a bad buy
for our stations. By the time you
get the picture, you truly don’t get
what you have bought because of
the vast exposure, including video-
cassettes, which go down increas-
ingly in price as they stay in the
marketplace. Down the line the
same $69 cassette can be bought for
$19.95.”

In the next issue: The current
and future status of movies on
network TV, including made-
for-TV movies and their after-
markets.

Television/Radio Age, June 26, 1989

www americanradiohistorv com

33



www.americanradiohistory.com

Anything But Love, Who’s the
Boss?, Dear John, Alf, Wonder
Years, thirtysomething.

® 35-54: Bill Cosby Show, Rose-
anne, 60 Minutes, Cheers, A Dif-
ferent World, Murder, She Wrote,
NBC Sunday Night Movie, L.A.
Law, Unsolved Mysteries, Dear
John.

B 55-plus: Murder, She Wrote, 60
Minutes, Matlock, Golden Girls,
In the Heat of the Night, Jake and
the Fatman, Empty Nest, Dallas,
One of the Boys, Hunter.

One of the striking differences
among the three demos is the
markedly higher viewing levels of
the 55-plus. The top 10 ratings for
the older demo range from a high of
29.7 to 18.4. For the 35-54, the
range is 15.3 to 12.6 and for the 18-
341t’s 18.3to 12.0.

Another way of looking at TV
program preferences is by program
type. Simmons Market Research
Bureau supplied computer runs
showing the ratio of viewing to var-
ied primetime program categories
by 50-plus viewers indexed to all
adults. This comes out of the 1988
Simmons Study of Media and
Markets. The 88 Simmons figures
show, not surprisingly, that the
documentary/news category
ranked highest with an index figure
of 124—meaning that older viewers
spent 24% more time watching such
programs than the average adult.
Next was suspense and mystery
dramawith anindex of 113; general
drama, 112; specials, as well as ad-
venture, 109, and feature films,
108.

The other side of the demo-
graphic coin is actual product us-
age or purchase. Simmons data
show some marked preferences
among the H0-plus crowd, most of

36

David Poltrack

Finds that
significance of
changing demos
hasn’t filtered to
buyers, planners.

them not unexpected, and with a
leaning toward mail order. Vita-
mins ordered by mail, for instance,
indexed at 170, compared with the
average adult, while, interestingly,
dolls ordered by mail indexed at
147. Other items ordered by mail
were insurance with an index of 127
and shoes or boots and small appli-
ances, with both indexed at 123.
Some other examples: salt substi-
tutes, 133; egg substitutes, 129; de-
caffeinated freeze-dried coffee,
126; ownership of electric brooms,
125; and ownership of electric juic-
ers and electric mixers, 122.
Indicative of the growing interest
in how changing demographics will
affect product usage in the future is
the March issue of Supermarket
Business, which published a spe-
cial product preference study. The
study, which delved into product
types in great detail, applied prod-
uct usage data by age and sex from
the 1989 Mediamark Research
study to population levels by de-
mographics in 1995 and 2000 to
show the growth or decline in us-
age. Among the product categories
with the greatest estimated in-
crease in homemaker users by 2000
are: ground coffee, up 19.4% from
1988; English muffins, up 18.5%;
drain cleaners, 18.3%; outdoor in-
secticides, 17.1%, and dried fruit,
17.2%. The first two products, for
example, are used heavily by 45-54
homemakers, so changing demos
will impact them particularly.
Those carrying the banner of the
older generations are firmly con-
vinced that marketers by and large
don’t realize what’s going on. Ken
Dychtwald, chairman/CEQ of Age
Wave Inc., and instructor for the
seminars in Detroit, Chicago and
New York City built around The

Shifting American Marketplace
study, says, “I have been struck by
the way the advertising community
has been seriously geared to the 18-
34 age group. Yet if you look at
reality, the young adult influence is
on the decline, and the older and
middle age markets are getting big-
ger and wealthier.”

Dychtwald lays out four reasons
why industry “has been slow to re-
cognize” the significance of the de-
mographic changes going on. First,
“It’s a new development. In the
past, population expansion has
come from youth.” Because life was
shorter in the earlier years of this
century, there was not a big mature
population. Second, “Yesterday’s
older population, influenced by the
depression, was cautious and ri-
gid.” The mature population of to-
day is more inclined to spend.
Third, because people expect to
live longer, they are now more vital
and active when they get older. It’s
another reason why they are more
inclined to spend. Fourth, the ad-
vertiser “is not good at” appealing
to the mature population, “though
advertising people are brilliant at
appealing to youth.”

Understanding their needs

The question of knowing how to
appeal to older adults and under-
standing their needs has not gone
unrecognized by marketers, of
course, though it has not been at
the top of the agenda of most major
agencies and advertisers. One im-
portant effort to understand the
over-50 crowd was undertaken last
year by Ogilvy & Mather. This in-
volved focused group discussions in
Philadelphia and St. Louis as well
as nationwide telephone interviews
with 600 persons through Sim-
mons.

The report on the study, written
by David Ward, who was planning
director of 0&M, New York, at the
time (and who is now with Saatchi
& Saatchi) said that “much adver-
tising loses touch with consumers
as they get older.” It makes 50-64s
feel “ignored,” it makes people
over 65 feel ‘““insulted,” and it
makes both groups feel “isolated.”
Said Ward: “if customers feel left
out of advertising, then they’ll
leave our brands out of their
lives.” O
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to-54-year-olds on food, clothing,
retirement programs, automobiles,
personal care and personal insur-
ance is more than the average
amount spent on these items by
other age groups.”

The study also cited Bureau of
Labor Statistics figures from 1985
which show that the 45-54’s annual
expenditure on all items topped
the other standard demo breaks.
The average annual expenditures
for the 45-54s came to $29,146, just
a little more than that for the 35—
44s, which was $28,063. This com-
pared with the overall average of
$22,217 and $21,977 for the 25-34
demo.

The figures, when examined for
individual items, show, for exam-
ple, that the average spent on food
by the 45-54s was $4,435, com-
pared to $3,119 for 25-34s and
$3,394 for all consumer units. Per-
sonal care expenditures by the 45—
54s came to $263, again the top
amount, as opposed to $161 for 25—
34s. And again, the 35-44s were not
far behind the next higher age
group. In spending on housing and
“vehicles,”” in fact, the 35-44s
topped the other demos.

Expansive, expensive years

“In terms of consumption,” says
The Shifting American Market-
place, “the years from 35 to 44 are
the most expansive. Family size
tends to increase, needs expand, in-
come increases and expenditures

" go up. For people in their mid-40s,

household earnings and spending
both run 30% higher, on average,
than they do for people of other
ages. Expenses are high for almost
all consumer goods and services.”
A “mature market specialist,”
Vicki Thomas, president of Thom-
as & Partners Co., who formerly
worked for ABC-TV, notes, howev-
er, “[Agencies] are now busy set-
ting shares in preparation for the
upfront selling season. They will
buy pound for pound and will use
two demos—18-49 and 25-54. The
networks will guarantee delivery
for those demos. Consequently,
media decisions today are in a tre-
mendous rut and are not taking
into consideration the tremendous
buying and purchasing power of
the next demo which is in the Niel-
sen pocketpiece—35-64. It would

be in a client’s best interest to en-
sure that a media buy is balanced
with that demo, as well as the 50-
plus market segment.”

There are other reasons for
reaching the older demos, says
Thomas. The 35-64s are a loyal
viewing audience, she maintains.
“They are less likely to zap and are
more attentive viewers.” She also
holds that, despite a common view-
point to the contrary, the older
consumer is ‘‘likely to switch
brands.”

David Poltrack, senior vice presi-
dent, planning and research, CBS
Marketing Division, says the 35-
54s “are where the action is” [or
should be]. CBS has long been in
the forefront of proselytizing ad-
vertisers on the virtues of the older
demos because of its older prime-
time network audience skew. [t was
pushing 25-54s at a time when 18-
49s, the demo of choice, was etched
in granite. In addition to sponsor-
ing the Age Wave study, CBS also
sponsored in recent years two stud-
ies by the Consumer Research Cen-
ter of The Conference Board—
Midlife and Beyond and Baby
Boomers in Midpassage.

Poltrack feels that while client
marketers are aware of the chang-
ing demographic profile of the U.S.
population, the significance hasn’t
filtered down to media planners
and buyers. He is not aware of any
guarantees sought for the 35-54 or
35-64 demo. But he believes that
focusing on the 35-54 will even-
tually lead to “changes in the buy-
ing parameters.”

So far as advertisers and agen-
cies are concerned, the changing
demo profile is the U.S. isn’t going
to affect TV buying unless it can be
clearly demonstrated that older
adult viewers watch TV differently
than younger adult viewers, Pol-
track points out. “We have to show
that 35-54 viewing is different than
that of 18-34 viewing.”

There is, of course, plenty of in-
formation available from NTI
alone on differences in viewing by
age categories. Poltrack zeroes in
on network news and magazine
shows, which skew toward older
viewers. There are even significant
differences between people in their
30s and 40s, he notes.

One statistic: A recent compari-
son reveals that the combined rat-
ings of viewers in their 40s to net-
work news shows is 43% higher
than that of viewers in their 30s.

Another statistic: 60 Minutes is
No. 3 among viewers in their 40s
but No. 27 among viewers in their
30s. Poltrack also cites the strength
of the four magazine/documentary
news shows—20/20, 60 Minutes,
West 57th and 48 Hours: “They are
all first or second in their time per-
iods.”

Poltrack also supplied computer
runs ranking primetime shows by
the three major demographics
breaks among adults—18-34, 35-
54 and 54-plus. Covering season-
to-date ratings (Oct. 24, 1988 to
April 16, 1989), the roster of top 10
programs is as follows:

B 18-34: Roseanne, Bill Cosby
Show, Cheers, A Different World,

Ken Dychtwald

Says marketers
have been slow

to recognize

the significance
of demographic
changes going on.
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Bozell's Drexler is concerned with
impact of multigenerational
families on product usage.

Getting back to the present,
Meschery says current media plan-
ning involves looking at the volume
potential of certain demographics
and defining the amount of weight
and creative approach to put be-
hind those age groups. She adds
that much of the older targeting to-
day stems from new products that
are being targeted older.

Also observing this is Rich Ham-
ilton, senior vice president, media
director at D’Arcy Masius Benton
& Bowles, who adds, “‘In new prod-
uct development, there's more con-
sciousness by marketers that older
demographics are more important.
One thing that I've observed, for
example, is that financial services
are being developed more for older
people.”

Otherwise, Hamilton says, most
clients are aware of the gradual
shifts in lifestyles of older consum-
ers, although this hasn’'t been re-
flected yet in media plans or even
use of talent in commercials to any
extent: “I still don’t see anything
like Package Brand X suddenly
targeting women 35-plus, for exam-
ple.”

Hamilton observes that CBS has
been one of the few major broad-
casters pitching the benefits of the
older market: “This doesn’t mean
they’re going to stop seeking the
younger demographic, but as long
as they have the oldest profile of
the three networks, they're doing a
smart thing in calling attention to
its benefits.”

At Young & Rubicam, Ira Tum-
powsky, senior vice president, me-
dia director, sees “a smattering of
interest” in the older market but
not “a giant leap.” He elaborates,
“I think the marketplace has to be

there. Agencies and clients tend to
follow the marketplace. As denser
populations show up in 35-64, 50
64 orh5-plus groupings, advertisers
will take more notice of them.”

He's seen some signs, though. of
strategies addressing an older mar-
ket. One is a campaign his agency
developed with TWA for the Take-
off Pass, which allows the consum-
er to pay in advance for several
round trips in the course of the vear
and hold current prices against in-
creases. He explains, “We were
specifically addreasing the 50-plus
age group because these people are
more flexible in their ability to tra-
vel.”

Actually this was a print cam-
paign using such publications as
Modern Maturity, Lear’s and busi-
ness publications. No broadcast
was used, Tumpowsky notes, be-
cause there was a coupon involved,
“but if it involved broadcast, it
would have tended to have an ori-
entation toward early news and
programs like 60 Minutes and
West 57th Street and like The
Golden Girls and Murder, She
Wrote. There probably wouldn’t be
any late night-—and maybe some
daytime.”

Tumpowsky sees some products
repositioning toward an older
skew—but for a variety of reasons.
For example, Johnson & Johnson
baby powder is being repositioned
for adult use, Whitehall Pharma-
ceuticals’ Advil is one analgesic be-
ing stressed for arthritis, and Met-
ropolitan Life is focusing on retire-
ment and investment. He adds that
more products are coming out that
have an older skew, such as those
offering lower cholesterol or com-
batting cholesterol, plus many oth-
ers related to health and fitness.

Splintered market

Mike Drexler, executive vice
president, national media director
at Bozell, asserts, “It’s a mistake to
categorize the so-called Grey mar-
ket as a group. It’s many different
markets with many different life-
styles, including both working and
nonworking people. Overall, this
group will certainly have a lot more
discretionary income and be more
active than their predecessors. But
what will also be different from the
past is the number of subsegments.

“There are a lot of differences in
lifestvies and activity. It's not a ho-
mogeneous group by any means.
And we have to look at the impact
that multigenerational families
have on product usage —what
products and services would have
benefit to more than one genera-
tion—and how the generations in-
teract with one another in product
purchases."”

Drexler adds, **Most of the atten.
tion is for when the baby boom cre-
ates that bulge. Right now, there’s
more inferest coming from the sell-
ing side than from the buying side
because the bulge isn’t there yet.
And the real question will be how
the media choose to attract specific
population segments and still cre-
ate enough volume to make it
worthwhile.”

If the over-50 market is segment-
ed, so are product lines, points out
Linc Bumba, media director at Leo
Burnett: “Today, if you have a
large enough product line, you have
a product within it that goes for
almost every age segment.” Beyond
this, he observes that there are de-
velopmental plans geared toward
bringing in new demographic
groups for existing products.

Bumba sees radio avail requests
changing gradually with demo-
graphic targets but notes that it
will be hard to detect dramatic
shifts in any given year. He believes
the changes will only be detected
over a five-10-year period.

He concludes that broadcasters,
in their recent drives to pitch the
over-50 market, partly are re-
sponding to the growth in number
and reach of magazines geared to-
ward an older readership. ]

Linc Bumba of Burnett sees radio
avail requests changing only
gradually.
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THE GREY BOOM

Agencies cued

for tomorrow

Waiting for baby boomers to cross the 50 mark

By EDMOND M. ROSENTHAL

nyone who’s anyone on

Madison Avenue who

hasn’t heard about, and
talked about, the greying of Ameri-
ca has probably been on a very long
vacation. Agency executives have
heard plenty from the media about
it, they’ve heard it from their cli-
ents and they’ve disucssed it
among themselves. But it’s affect-
ed creative activity only a wee bhit—
and, where media planning is con-
cerned—it’s still tomorrow’s chal-
lenge.

While there’s plenty of data
showing, for example, that the 50~
64 market has a heavy share of dis-
posable income and a “younger”
lifestyle than previously (see pre-
ceding story), agencies say the real
shifts in targeting will come a few
years from now, when the ‘“baby
boomer” hump puffs up that age
bracket. In addition, they caution
that the over-50 market cannot be
viewed as homogeneous and that it
must be broken down into numer-
ous subgroups.

So, for the time being, little

- change has been noted in the de-

mographic targets of radio avail re-
quests, with 25-54 still the most
sought-after. In TV, it is pointed
out, the medium is already overde-
livering older audiences, so agen-
cies merely look forward to the
need catching up with the reality.

Client communication

The principle need now, says
Vince Tortorelli, senior vice presi-
dent, group media director at
McCann-Erickson, is to communi-
cate more closely with clients on
the subject: ““They’re thinking
about it and addressing it, but we
haven’t seen a lot of concrete ac-
tion. More has been done from a
creative standpoint—in showing
older people in TV commercials—
than from the standpoint of focus-

ing on media targets.”

Tortorelli says he’s seen older-
skew pitches mostly from the print
media and some from radio: “First
you have to understand that
they’re doing it for their own self-
interest, but most of the points
they make are valid. They’re not
trying to sell a dream.”

He sees the shift in the age hump
ultimately having an effect on the
radio formats bought: “Once it
does happen, talk and news sta-
tions will receive more of the dol-
lars, and the stations that are
floundering for a format may tend
to move into talk, news and nostal-
gia formats.”

As for TV, Tortorelli says the
large marketers who use it will find
their buying power affected: “Be-
cause television skews older, a
CPRP for an older demographic
will be lower than one for a younger
demographic.” Despite the fact
that advertisers would be getting
more efficiency by addressing an
older audience, he doubts that
many would lower their TV spend-
ing accordingly. The year an adver-
tiser changed its target, he notes,
there would be a perception that
rate increases were relatively low—
but this would be a one-time situa-
tion.

Ann Meschery, senior vice presi-
dent, group media director at

Y&R's Tumpowsky sees some
products repositioning toward an
older skew.
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Backer Spielvogel Bates, says that
one of the reasons there is so little
evidence of TV target to over-50s is
that advertisers are aware that TV
is already overdelivering that audi-
ence. To a lesser extent, she adds,
this happens in radio—with for-
mats designed for 25-34 spilling
into a still younger demographic
and a 35-54 break actually deliver-
ing some respectable over-55 num-
bers.

BSB is now in the process of do-
ing a predictive study that is ex-
pected to help several of its clients
understand the attitudes and be-
havior of the under-55 age group
that is expected to move into the
over-55 bracket in the next few
years. Noting that the clients this
study is being done for are interest-
ed in learning how this group’s be-
havior will change, Meschery ex-
plains, “We’re preparing ourselves
for when that segment will repre-
sent the big bulge in population.”

She says there’s a great deal of
confusion as to whether advertisers
should address the over-55s now or
wait until there is a population
hump in that group, but her agen-
cy’s emphasis is toward the latter.
She adds, “Also, you can’t treat
over-55 as one homogeneous group.
When you talk about 55-64, you
tend to have people who are closer
in lifestyle to the 45-54 group—
with families that have grown up
and higher spending power.”

Today’s media planning

In the over-65 bracket, Meschery
notes, people are generally retired
and, among women, there is a
heavy segment of very poor wid-
ows, while among men, there are a
large number that are still in a fam-
ily unit—either still married or re-
married. “We have to further seg-
ment that group,” she comments,
“to understand who they are and to
look at their behavior toward cer-
tain products.”
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RTNDA vet Schultz looks back

Ernie Schultz, who submitted his resignation as RTNDA president last
December, says he is proudest of three pursuits during his tenure.

“I guess obviously the first thing would be seeking the end of the
fairness doctrine—it’s always been one of our goals—and the end of
government regulation over electronic journalism content,” he states,

Moreover, he says, “We've worked hard on getting cameras into the
U.S. Senate.” Thirdly, he cites “an end to the decline in the percentage
of minorities in newsrooms” as another key aim. “We haven’t seen the
results of that yet, but we will.” He hastens to add, “I haven’t done
these things. We have, as an association.”

Looking ahead, Schultz seems less certain, Since he will remain as
president until David Bartlett arrives July 5 and will then help in the
transition period a while after that, Schultz says, “I haven’t really given
much thought to the next step yet.”

Schultz—who lauds Bartlett as “an absolutely perfect choice”—also
has been vague about his reasons for departing the group. His only
public explanation accompanied his resignation: “It is time for
RTNDA to find a new president. The association needs fresh ideas and
fresh leadership to meet a new set of challenges.”

RTNDA'’s first fulltime president, since December 1986, Schultz
previously had been the association’s executive vice president and
head of the Washington office since 1981. In 1978, he had served as
elected RTNDA president, with that elected title later redesignated

jor 1989 news events already have
had a financial impact on the TV
and radio networks. “Everybody
feels the strain, yes. But last year
wasn’t too shabby either, with the
first shuttle launch [since the Janu-
ary 1986 Challenger tragedy], the
presidential campaign and election
and the Moscow summit. And if I
had to bet, 1990 probably will be
about the same’ in terms of impor-
tant news stories. On top of that,
Bartlett points out, “Every year
the audience expects you to do as
well with the next major news story
as you did, say, with the China story
...But that’s good. That’s what
made U.S. electronic journalism
what it is today.”

Speaking of budgets, Bartlett, as
NBC Radio Networks’ vice presi-
dent of news and programming,
spent much of his time last year
“reorganizing the budget” for new
owner Westwood One (TV/RADIO

chairman.

of what the local station does, and
it’s what gives it a unique personal-
ity in the market.” In addition, he
says, the industry has recognized
that the news director is “much
more than just a journalist.” He
also is a shrewd management exec-
utive, “responsible for a large, com-
plex operation and often oversee-
ing millions of dollars in budgets.”

Looking into the immediate fu-
ture, Bartlett anticipates “agreater
profusion of outlets and a greater
profusion of forms” in journalism.
That includes the ongoing growth
in primetime news magazines at
the Big 3 TV networks later this
year, he says. He also expects the
networks to try “‘a greater variety”
of approaches within the news
magazine genre, as CBS has done
with its thematic, one-topic 48
Hours.

“Cable journalism will continue
to grow,” he adds. “There’s the
hrand-new CNBC, and CNN con-
tinues to prosper and has become
an important force, economically
as well as journalistically.”

Although news budgets in gener-
al have suffered at hoth the net-
work and station levels during
broadcasting’s leaner economic
times, Bartiett maintains that
those cuthacks “lor the most part
have been done 1n such a way that
they don’t damage |coverage|—bul
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it’s potentially dangerous.” Com-
paring the news department to the
firemen who sit idle in firehouses a
great deal of the time, he says wry-
ly, “But it’s awfully nice to have
them there when something hap-
pens.”

Much has certainly been hap-
pening at the national and interna-
tional levels in recent months. Cit-
ing stories ranging from this
spring’s NATO summit, the Gor-
bachev-Deng Xioping summit and
the Beijing rebellion and massacre
to this being potentially the busiest
space shuttle year and also predict-
ing a period of increased travel by
both President Bush and Gorba-
chev, Bartlett says the rush of ma-

AGE, Nov. 28). Before joining NBC
Radio in 1986 as program director,
he was director of news and En-
glish-language broadcasts at the
Voice of America; managing editor,
Metromedia Television News;
news director, WRC(AM) Wash-
ington; and an independent pro-
ducer for PBS, Turner Broadcast-
ing System and WRC-TV. That di-
verse background is “the kind of
person we need,” says RTNDA
chairman Priddy, who praises
Bartlett’s “broad experience in ra-
dio as well as television, commer-
cial as well as noncommercial.
broadcasting.” Priddy is news di-
rector for Missouri Network, which
supplies news briefs and featur-
ettes to 60-plus radio stations in-
terconnected via satellite. O

Big events, like CBS’ Dan Rather's reports on the Beijing student rebel-
lion, strain news budgets, but Bartlett believes viewer expectations re-
garding quality of coverage will continue to grow.
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RTNDA head sets agenda

Bartlett eyes future, tabloid news, fairness

By JAMES P. FORKAN

avid Bartlett is looking for-
D ward to his new role as pres-

ident of the Radio-Televi-
sion News Directors Assn. and
fighting the good fight against the
fairness doctrine and “tabloid”
news, and for high journalistic
standards.

Bartlett, 43, taking time out as
he winds down his duties as vice
president of news and program-
ming at Westwood One’s NBC Ra-
dio Networks, New York, offers a
wide-ranging look at his RTNDA
aims as well as at his own views on
the state of electronic journalism
today.

Initially at least, he says his ob-
jective will be “primarily one of
continuation. RTNDA has a fairly
clear, fundamental agenda: main-
taining the standards of electronic
journalism and redressing what it
considers legitimate grievances—
less than full constitutional protec-
tion being enjoyed by electronic

. journalism and the viewers and lis-

teners we serve, as opposed to the
print media and the readers they
serve. We shouldn’t be discriminat-
ed against just because we tell sto-
ries with electricity while print tells

- its stories with printers’ ink,” he

observes. “That’s clearly some-
thing 1 take seriously, as does
RTNDA.”

Eyeing fairness, growth

“The fairness doctrine—very
much on everybody’s mind—is
only part of that. Qur stand is
against the codification of the fair-
ness doctrine. Government has no
business controlling the content of
electronic journalism” any more
than it does print journalism. “So
that is a clear priority.”

Another, more internal goal, he
notes, is “to continue the 10-year
trend in the record of growth in the
size and influence of RTNDA.”
Currently, the Washington-based
RTNDA has 3,300 members. Al-
though he does not have precise
breakouts on the numbers of TV

and radio members, Bartlett notes,
“T’d imagine it’s slightly skewed to-
ward TV.” However, he stresses
that the organization has been ag-
gressively pursuing radio member-
ship, and he adds, “It is noteworthy
that the new president is a radio
person and the new chairman is as
well. Radio is well represented in
the highest councils of the
RTNDA.” The new chairman is
Bob Priddy of the Jefferson City,
Mo.-based Missouri Network.

Bartlett himself is no stranger to
RTNDA, having been active in the
association for about a decade. He
was chairman of the awards com-
mittee from 1980 to 1986, for in-
stance, as well as chairman of its
freedom of information committee
(1981-83).

Tackling ‘tabloid TV’

Touching on the tabloid televi-
sion trend—perhaps the hot topic
at RTNDA’s 43rd annual interna-
tional conference in Las Vegas last
November—Bartlett expresses
concern about its impact on bona
fide news coverage. Asked if tab-
loid TV and radio’s confrontation-
talk fad together might have an im-
pact on broadcast news in terms of
more sensationalized story selec-
tion and treatment, Bartlett re-
plies, “I think it already
has...RTNDA’s interest is clear in
this area. Technology has made it
easier for us to do our jobs, radio or
TV. We're concerned the technol-

David Bartlett
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ogy is used in a way that adheres to
good old-fashioned journalism
standards. The same is true with
new forms and formats. The na-
ture, the structure of news is
changing virtually day to day. It’s
very important that we be watchful
that these new forms adhere to old
standards. It’s important that we
not give up journalistic standards
just because we have a new canvas
to paint on and new paints to paint
with.”

‘A bad rap’

Turning to the multimillion-dol-
lar salaries coughed up in recent
months for Diane Sawyer by ABC
to lure her away from CBS and to
Connie Chung by CBS to entice her
from NBC, Bartlett dismisses
those who are critical of “super-
star’ contracts for news people and
who feel such contracts put news
anchors into the “entertainer” cat-
egory. “That’s a bad rap,” he main-
tains. It’s like anything else: We
live in a supply-and-demand world.
I don’t think it’s fair for critics to
say they're paid too much money.
If the people paying felt that they
were paying too much, believe me,
they would not be getting it.” As
someone who has paid to get the
desired on-air news talent, Bartlett
adds, “You pay what you have to
pay to get a unique individual. I
don’t think it detracts from their
journalism.”

Other trends

Bartlett sees other trends be-
sides tabloid television. In recent
years, he points out, news directors
have become increasingly sought
after as general managers at TV
stations and to a lesser degree at
radio outlets. Traditionally, sales
managers have had ‘“‘the inside
track,” as Ernie Schultz, the outgo-
ing RTNDA president, has said.

“That indicates two things,”
Bartlett feels. “It clearly suggests,
even proves, that news/public af-
fairs/information has become the
most important element in sta-
tions’ local programming. It’s most
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New characters, multipart episodes,
crossovers to spark nets’ returnees
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Fox has foxy plans for fall programming

The Fox Network has some stunt
ing plans of its own for the fall sea
son, when it will add Monday
third night of programming.

Booker, an action/adventure se
ries spinoff built around Richard
Grieco's Booker undercover
character on 2/ Jis."??‘.'.- Street, will
take over the latter’s Sundav 7 pom.
(ET) time slot, while 21 Jump
Street jumps to the 5 pom. Monday
spot. Banker will kick off as a two-
hour 27 Jump Strect episode. savs
Peter Chernin, Fox Entertainment
Group president.

Another action series due on
Monday nights come September is
Alien Nation, inspired by the
Twentieth Century Fox sci-ti film.
That too will bow as a two-hour
movie, Chernin notes. The series
will air Mondays at 9 p.m.

At least one other 1989-90 Fox
series will offer a two-hour opener,
Chernin savs. Due as a backup, The
Qutsiders will start with an intro-
ductory long-form episode about
voung people in 1960s Oklahoma.
Its storyline will pick up where the
original Francis Ford Coppola the-
atrical left off.

Fox’s Saturday lineup will be
composed of Cops at 8 p.m., The
Reporters at 8:30 and Bevond To-

as 11s

||||J

Sulgd il at [ R ]

will find B

[t sundav roster

dher leading into Amg

1's Most Wanted at B with Hid-
den Video at B30 and Married-
vith Chaldren moved 1o 9
‘I,n n Hol srevamped version of
the current Hu-’w.:,',-'-fi'. will fol
low at 9:30, with The Tracey Ul
man Shou and ft's Garey Shand-
fing’s Shou filling the 10 1o 11
}FI;HJ

Other ha kqp- hesides The (jut-
s, include: The Simpsons, an
animated spinoff of the Simpson

l]'\ SEEIMEents {rom the { |lman
series; Hill a Life, a live hall-
hour comedy series, and Muaollu
another half-hour comedy.

The Fox Network's new
carme In for considerable praise
from manv ad agency execs. Many
agreed with Mike Drexler. execu
tive vice president at Bozell, that
Fox will be among the competitive
media contributing to the Big 4
networks’ ongoing share erosion in
the season ahead. Paul Isacsson,
executive vice president, Young &
Rubicam, was among those who
felt that 27 Jump Street would
probably hurt the Big 3 in the lead-
off Monday time and that its spin-
off Booker should do as well on
Sundays as its parent.
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| Viewpoints

. John O'Toole

President, American Assn. of
Advertising Agencies, in a
recent speech before the Ad-
vertising Club of Boston and
the New England Council of
the 4A’s

)| Advertising tax:
i Legislators still push
i for no-win situation

|| T am aware that elected officials frequently fail to
|| regard the death of a media outlet as a cause for
il mourning. Particularly when that medium has op-
|| posed their candidacies or published unpleasant de-
{| tails of their personal lives. Thus can an advertising
| tax receive legislative support for other than worthy
|| motives.
| But that should not diminish our zeal to fight taxes
|| that would decrease the present paucity of informa-
Il tion, opinion and revelation available to the electorate.
| One state’s tax on advertising would surely be fol-
| lowed by others and would, inevitably, lead to a reduc-
tion in advertising on a national level. And such a
development would be crippling to our national econo-
" my at a time when America’s standing in world trade
has never been more in doubt. It all comes down to
| that overworked word “productivity.” Advertising is a
force for productivity. Discouraging the use of adver-
! tising discourages productivity gains.
‘ A number of contemporary economists are now
pointing out that productivity is actually measured, in
! addition to the cost of a product or service, by the price
| that can be commanded by that product or service.
I This is the concept of “value added”—value beyond
the cost of production.

' ‘Value added’ impact

“Value added” becomes important in a competitive
! rather than a commodity marketplace. And that is
! increasingly the way the world is. “Value added” has
to do with competitive features and benefits, tangible
and intangible. “Value added” relies almost totally on
advertising to communicate, explain, glamorize and,
yes, entice on the basis of those features and benefits.
Most of the world can produce goods more cheaply
than can American labor. But most cannot produce

I_ them better. Advertising is crucial to persuading con-

sumers, here and abroad, that the quality and addi-
tional benefits are worth the price differential. Any-
thing that reduces the quantity of advertising by inef-
ficiently increasing its cost has a negative effect on
American productivity.

I've made an assumption that increasing the cost of
advertising will limit the volume of advertising. I be-
lieve that for three reasons. First, an informal poll of
major advertisers shortly after Florida passed its tax
indicated that they would all reduce their budgets in
Florida by the amount of that tax rather than pay
more for the same number of impressions they had
received in the past and were receiving in other states.

The second reason is that the Wharton Economet-
rics Forecasting Association, whom we hired, conclud-
ed that a 1% increase in the price of advertising will
reduce the volume of advertising by .7%. Thus a 5% tax
would cut 314% out of the advertising expenditures of
the average state.

The third reason is empirical. I spent my life in the
advertising agency business. Never, in 33 years, did I
go to a client with a budget increase based on anything
but greater reach or greater frequency or better cre-
ativity and get it approved. Advertisers are nothing if
not practical and pecuniary.

So [ move onto my fourth argument with absolute
surety that an ad tax will diminish advertising, and
that means an ad tax will result in less revenue. The
Massachusetts legislature may be asked to consider
extending its 5% sales tax to advertising. The state of
Virginia once considered and rejected a similar ad tax.
During the debates a premise was put forth from the
University of Virginia, that a dollar invested in adver-
tising produces an average $30 in sales.

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

Revenue-neutral tax

OK, so you don’t believe a dollar’s worth of advertising
yields $30 in sales on average. Let’s make it $20. In
which case you break even. Except that you've spend
millions of dollars in administrative costs to enforce a
tax that’s revenue neutral.

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

Massachusetts taxes individual income. A reduction
in advertising will decrease those revenues as well.
Wharton estimated that the 5% ad tax in Florida
would wipe out 11,000 jobs in the first year and, by the
end of five years, 34,000 jobs. And that factors in the
jobs that might be added by injecting all ad tax reve-
nues back into the economy. A net loss of 34,000 jobs
over five years and $1.5 billion less in personal income.

Television/Radio Age, June 26, 1989
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er, after some 10 weeks, interactive
was dropped because it didn’t help
ratings, says Lou Zaccheo, vice
president, creative services at ME.
“Although we got some 25,000~
30,000 responses per week, it was
our feeling it didn’t really help the
show.”

The program has not been re-
newed. As of February 1989, ac-
cording to the Nielsen Cassandra
report, Sweethearts averaged a 1.5
rating, 8 share in 60 markets and
was ranked 221.

Featurettes. Come early October,
NBC will introduce a package of
fully sponsored “interactive” fea-
turettes to its daytime schedule.
The package, to be produced hy
Blair Entertainment, will air under
the umbrella title On Line.

A different theme will air each
day Monday through Friday, with
each half-minute informational vi-
gnette to be run twice daily and
each to be accompanied by a 30-
second commercial—and a 900
telephone number whereby viewers
can get additional information via
pamphlets or newsletters as well as
coupons and other materials. Each
call costs 75 cents a minute.

With FDR Interactive Technol-
ogies providing the interactive
phone capabilities for On Line,
Alan Berkowitz, executive vice
president and general manager of
Blair Entertainment, describes the
value-added venture as a combina-
tion of mass media advertising and
direct response advertising.

NBC seeking sponsors. NBC’s
Diane Seaman, vice president of
daytime, special program sales and
marketing, is handling the sponsor
sales. The network will offer spon-
sors 52-week product exclusivity in
each of the five vignette packages.
The first commitment is Warner-
Lambert.

All told, there will be 130 fea-
turettes on various lifestyle sub-
jects, from pet care to car care, plus
health topics, such as prenatal care
or cholesterol, Berkowitz adds.
Each brief will be repeated later on
the same day, and then rerun 26
weeks later.

In a test tape Blair demonstrated
what the 900 callers will hear. After
introducing the audio tape as being
about “children and cholesterol,”

and “brought to you by Kellogg’s,”
the prerecorded announcer asks
the respondent to press 1 or 2 on a
touch-tone phone in response to
queries about the age range of their
children, for instance. He also tells
callers they will receive a free bro-
chure on the subject at hand plus
$10 in cents-off coupons for an-
swering a few additional questions.

Product sampling eventually? Al-
though Seaman says product sam-
pling is another possibility with On
Line, Berkowitz doubts that aspect
Is imminent. “We're not set up to
do that at this point,” he says.

Although the companies won't
say how much annual ad revenue is
likely to be generated by On Line,
other industry sources estimate it
could be in the $10-million range,
depending on how much NBC
charges the advertisers. NBC, for
years the No. 3 network in the day-
time Nielsen ratings race, un-
doubtedly will promote the new
features, although Berkowitz says,
“l don't know how much they're
going to put behind it.”

Each phone call can run up to
three minutes, Berkowitz explains.
The system can handle up to 10,000
calls per vignette, or “up to 20,000
calls a day—somewhere in that
neighborhood,” he adds. “We’re
also working on a way so that no
multiple calls can be made from the
same household” on a given day, he
says.

Blair, which has been producing
sports vignette programming for
years, began talking with NBC last
January about the interactive
phone tie-in, says Berkowitz. Look-
ing beyond On Line, Berkowitz dis-
closes that Blair has also been talk-
ing with “two or three sponsors”
about backing still other, unrelated
featurettes for network or syndica-
tion telecast in the near future.
Blair’s other vignette fare includes
You Make the Call for IBM spon-
sorship, The Right Choice for
AT&T and The Final Choice for
Honda.

WPIX concept. In the case of
WPIX, its new concept inveolving
interactive is called Two-Way TV,
a new method of programming,
promoting and marketing the sta-
tion to viewers and advertisers.
The multilevel vehicle entails a

——

system whereby viewers can vote
on program preferences and give
opinions on controversial issues via
interactive phone technology; en-
gage in Q&A with station personal-
ities, live and on tape; participate
in station-sponsored live events;
and become partners in the WPIX
Two-Way TV Club, which is at the
heart of the concept.

According to Paul Bissonette,
vice president, creative services at
WPIX, Two-Way TV will be
launched sometime in July. A con-

test sponsored by Coca Cola/Great |

Gorge Park will be the initial Club
effort.

1

Robert Dudelson has been named
account executive, ad sales, at

Worldvision Enterprises. He joins |

Worldvision after serving as an ac-
count executive at the Indepen-

Robert Dudelson

dent Television Network since
1987. Before that, Dudelson was an
account executive at SFM Enter-
tainment.

It’s confirmed that Richard Col-
bert has joined ITC Domestic Tele-
vision (TV/RADIO AGE, June 12)
as senior vice president.

Marc Hirsch has been appointed
executive vice president of Interna-
tional Advertiser Sales. Hirsch is
CEO of IAS, which sells barter ad
time for Orbis Communications
and Paramount Pictures. Previ-
ously, he was vice president, ad
sales, and northeast divisional
manager at Paramount’s domestic
TV division since September 1987.

Jeffrey Hughes has joined Clas-
ter Television as director of adver-
tising and promotion.

e e L L

44

www americanradiohistorv com

Television/Radio Age, June 26, 1989


www.americanradiohistory.com

PROGRAMMING

offer a wedding this season as well,
Tartikoff hints, referring to Thel-
ma and the reverend, portrayed by
Anna Maria Horsford and Clifton
Davis, respectively.

| The Golden Girls will return in
1 September with a two-part epi-
|

|

sode. To write that opener, Tarti-
koff has cajoled the program’s cre-
ator, Susan Harris, into returning.
. ABC’s new fall slate will include
. twospinoffs, and the producers will
! make periodic use of the crossover
| potential in both cases. Robert
i Iger, ABC Entertainment’s new
|| president, promises there will be
.| appearances by Perfect Strangers’
1| Bronson Pinchot and Mark-Linn
.| Baker on Family Matters, for in-
|stance. Similarly, Tony Danza and
' || Alyssa Milano will introduce Liv-
Ling Dolls’ teenaged lovelies on
!\ Who's the Boss? and make subse-
Il quent appearances as the girls try
11| to make it in the modeling world.
‘! On Growing Pains, Kirk Camer-
.1 on’s character Mike will cope with
i1 his first serious romance—with the
|Seavers’ teenage housekeeper.
|| Meanwhile, Head of the Class will
| | seek to freshen itself with the addi-
tion of an unspecified number of
new characters, says Iger. Accord-
ing to other industry sources, at
4 least three current students will be
| dropped to make room.
On the drama side, China
Beach’s Megan Gallagher plans to
I leave the series.
Even Monday Night Football
- will rely on some stunting when
| ABC presents a 20th anniversary
" MNF special leading into the sea-
- | son’s first game on Sept. 11.

"l Several CBS changes. CBS execs
flhave said relatively little about
8l changes they plan for returnees, in-
Ul cluding Beauty and the Beast,
¥l which is being held for a midseason
' | comeback after “‘retooling.” Beau-
!ty was “hit by the [writers’] strike
! |hardest,” says Kim LeMasters,
1 'CBS Entertainment president.
i “They’re very difficult scripts to
_i write.” Then a teamsters union
{ strike forced the producers to stay
on the sound stage—with the un-
i derground tunnels the only set able
' to be used—rather than shoot any-
i thing outdoors, he explains.
For Wiseguy's second season,
4 LeMasters wants Stephen J. Can-
' nell Productions to shorten its seri-
1
|

alized storylines or “arcs.” He says,
“We'll try to restrict the arcs to no
more than five episodes,” unlike
last spring’s music industry plot,
which ran several episodes longer
than that. There also will be “stand-
alone” stories between the end of
one story and the start of the next,
he adds.

As usual, there are likely to be
character additions and subtrac-
tions on the primetime soaps Dal-
las, Knots Landing and Falcon
Crest, says LeMasters, without go-
ing into specifics. However, it is

known that Donna Mills has left
Knots and that Linda Gray is de-
parting Dallas, although she will
make some guest appearances in
1989-90. This “opportunity to re-
fresh” the serials’ characters and
numerous intertwined plots is one
thing that keeps their daytime
counterparts running for decades,
LeMasters observes.

On the comedy end, the produc-
ers of CBS' Murphy Brown hope to
attract real-life newsmakers as in-
terview subjects for the sitcom’s
fictional news magazine.

Interactive swings back in action via
syndication, web and station projects

Interactive is back in action, with
new projects to be introduced this
fall. One represents a syndication
vehicle from LBS Communica-
tions, and the other will debut via
the NBC Television Network. Also,
WPIX(TV) New York is set to un-
veil a large-scale innovative plan
that involves interactivity.

In the LBS case, TV Horizons,
ad sales arm, will represent ad sales
for Sportstest '89/°90, one-hour
quarterly sports quiz special.
Called the first of its kind in sports
programming, Sportstest enables
viewers to answer special questions
via a “900” telephone number,
Winners receive prizes.

In addition to the quiz portion,
Sportstest will include footage, in-
terviews, “fun facts and insight
about people and events in the
sporting world.” The program,
which will begin airing this fall, will
get winter, spring and summer
shows as well, geared around each
season’s major sporting events.
Producer is Marathon Entertain-
ment.

One previous try to get a syndi-
cated launch of a program with in-
teractive technology was MGM/
UA Telecommunications’ Hotline.
Introduced at the past NATPE,
the game show was touted as “uti-
lizing the most sophisticated view-
er interactive technology ever in-
troduced to TV.” Developed by
FDR Interactive Technology, an
American Express affiliated com-
pany, Hotlire, which also involved
home viewers participating by
phoning a special “900” number,
was looking for an early fringe or

prime access daypart, for fall avail-
ability.

However, Hotline never got off
the syndication ground, basically
because advertisers weren’t willing
to buy at the rates commanded for
a late afternoon program, accord-
ing to a source representing MGM/
UA. “They could have gotten day-
time advertising because the day-
part goes for less money, but it
wouldn’t have been cost-effective.
Hotline is very expensive to pro-
duce,” the source says. The show
was offered on a cash/barter basis.
It’s understood that Hotline is not
dead and that it is being pitched to
the major networks.

Alan Berkowitz

Also, regarding syndication,
Multimedia Entertainment used
interactive, beginning in fall 1988,
in conjunction with the launch of
Sweethearts, game show strip. The
900 phone number option was
made available to all Sweethearts-
cleared stations beginning with
their specific launch dates. Howev-

Television/Radio Age, June 26, 1989

www americanradiohistorv com

43



www.americanradiohistory.com

PROGRAMMING

British score coup
at Banff TV Fest,

take five awards

The British staged their own form
of revolution at this year’s Banff
Television Festival, whose theme
was the television revolution. The
British captured five major awards,
with two going to A Very British
Coup, drama produced by Skreba
Films/Channel 4, London. The
American increased their awards
showing by coming up with three,
as compared to only one award last
year.

The Festival received 517 en-
tries, with 13 judged as winners by
an international jury.

The British winners were A Very
British Coup, which won both the
$5,000 Grand Prize and for Limited
Series; Thames TV’s Rumpole of
The Baily, Continuing Series;
BBC’s Bed Among the Lentils,
from the Talking Heads series,
Best Performance Special; and
Vietnam: After the Fire, from Ar-
cadia Films, $2,500 special jury
prize.

Best Comedy went to an episode
of ABC’s The Wonder Years, “Pot-
tery Will Get You Nowhere,” pro-
duced by Marlene Black in associa-
tion with New World Television;
the Children’s Program winner was
Runaway Raiph, from Churchill
Films.

Also, a coproduction of Lincoln
Center and Noble Enterprises,
Sarafina! Words of Freedom-
...Songs of Hope, took the award
for the best Arts Documentary.

Canada, which had three Rock-
ies last year, took only one this
year—also a $2,500 Special Jury
award, Cing Defiz for the Presi-
dent (Five Questions for the Presi-
dent), a coproduction of Les Pro-
ductions Du Sagittaire and Les
Productions Via le Monde of Mon-
treal. A festival surprise was The
Twelve Months of Summer, thrill-
er which won TV Feature for Sveri-
ges Television.

Another upset was scored with
Dragon Food, Drama Special, from
Novoskop Film, for ZDF, West
Germany. Nippon Television’s
Live From Mt. Everest: A Man and
His Dream won the Popular Sci-
ence award, and the Australian
Broadcasting Corp. grabbed the so-

cial/political documentary award
with Hoddle Street.

While not tied to the Rockie
Awards, one of two Quebec/Alberta
$5,000 prizes was announced at the
Fest, with two winners: Tristesse
Modele Redult and Music in the
Midnight Sun. The latter is a film
produced by Rhombus Media, To-
ronto.

Showtime has completed produc-
tion on eight episodes of The Boys,
comedy series from Brillstein Pro-
ductions in association with Silly
Robin Productions. The new series
starts July 8, following the pre-
miere of Bull Durham. A The Boys
special premiered last September.

“Dr. Seuss” is back. TNT will do
an original production of The But-
ter Battle Book, which will pre-
miere in October. The production
marks the first time that Theodore
Geisel (Dr. Seuss) has permitted
his work to be transferred to TV in
almost a decade. Animation will be
done by Ralph Bakshi, who will
produce and direct the half-hour
special. All TNT telecasts will be
followed by Horton Hears a Who.

Lifetime has acquired the cable
rights to the series Heartbeat as
well as its two-hour pilot movie.
The pilot airs on July 3 at 7 p.m.
and the hour series begins at mid-
night, with repeats at 7 p.m.

Dinah Shore will return to TV
this fall via a series called A Con-
versation With Dinah. The half-
hour daytime series will be seen on
The Nashville Network. Twenty-
six shows are planned, with taping
at KCET-TV Los Angeles this
summer. Celebs scheduled on the
show include Jack Lemmon, Rose-
mary Clooney and Bob Hope, plus
Nancy Reagan.

CNN in foreign

business expansion
The Tokyo business market re-
cently was the subject of CNN’s
nightly business news program,

Moneyline, via filed reports from
the country. The program, an-

chored by business news managing
editor Lou Dobbs, featured guests
such as the new U.S. ambassador to
Japan, Michael Armacost.

Also, Moneyline will begin a sim-
ilar program in London this sum-
mer. Trips are part of a continued
expansion of CNN business news
services, including the launch of
Astan Business Report on July 1
from CNN’s Tokyo bureau and
The European Business Report on
July 14. The new reports will be
seen daily not only on Moneyline
but also on Business Morning and
Business Day.

Asian Business Report, besides
bringing viewers up-to-the-minute
updates and trade developments
from Tokyo, Hong Kong, Singa-
pore and Sydney from the Tokyo
bureau, will feature reports on cor-
porate developments and business
trends in Asia. The FEuropean
Business Report will provide simi-
lar information, focusing on Paris,
London and Frankfurt, from
CNN'’s London bureau. Moneyline
airs on CNN weekdays at 7 p.m.,
while Business Morning and Busi-
ness Day air at 6:30 and 7:30 a.m,,
respectively.

Fifty self-contained vi-
gnettes and clips from
Warner Bros. film “Wood-
stock” will be centerpiece of
MTV’s and VH-1's Wood-
stock Minutes, running on
both networks and honoring
the 20th anniversary of the
landmark event. Also, the
ftlm will air on both chan-
nels in August. Above is Joe
Cocker, rock star, at Wood-
stock.
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Videotape
and Film

' Post Production
Services

CcC ALL
hannel one.

FIRS T!

# COMPLETE VIDEO SERVICES *
# Syndicated program distribution
#* Videotlape duplication (all formats)
* C- and KU-band space segment
, W Uplinking *# Downlinking + Editing
* Production stages # Film transfer
+* Audio editing and production

{HANNEL ONE, LTD.
\roduction Plaza, Sewickley, PA 16143-2399
one: (412) 741-4000 / 1-800-331-3735

ms int'l Video, Ltd.

®Juplication

All Formats, All Standards
UP TO 3000 COPIES A DAY
®Digital Standards Conversion
PAL-SECAM-NTSC

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

N.S. INTERNATIONAL VIDEO
6 Fifth Avenue NY 10018
one: (212) 736-1007

PROGRAMMING

GROUP
GROUP W
VIDEOSERVICES

5-4463 / Fax (412) 747-4726

ax |213) 850-3883

SROUP W VIDEOSERVICES
A (412) 747-4700 / 1-800-245-4463
A {213) 850-3877 / 1-800-232-8872

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

What was Michelob Presents Sun-
day Night will be called Michelob
Presents Night Music, when its
second season begins in the fall.
Both the NBC stations and An-
heuser-Busch have renewed the
pickup of the show. The reason for
the name change is that the pro-
gram will air in a variety of late-
night weekend time slots. The show
is currently in 56 markets. Lorne
Michaels is executive producer.

Vestron Television has cleared
Dirty Dancing—Live in Concert in
140 markets representing more
than 85% of the U.S. TV house-
holds. The special has cleared 39 of
the top 40 markets, including
WPIX(TV) New York, KCOP-TV
Los Angeles, WPWR-TV Chicago,
WATL-TV Atlanta and KTXA-
TV Dallas. The show will begin air-
ing nationally on July 1.

Warner Bros. Domestic Televi-
sion’s Freddy’s Nightmares, one-
hour syndicated series, returns this
fall with 22 new episodes. It’s cur-
rently airing on 157 stations repre-
senting close to 93% of the U.S.

Republic Pictures Domestic
Television has sold its Color Mov-
ies II in five additional markets.
These are WPIX(TV) New York;
KXTX-TV Dallas; KATU-TV
Portland, Ore; KXIV-TV Salt
Lake City, and WMTW-TV Port-
land, Maine. Premiering in 1990,
the package consists of eight color-
ized titles including Champion,
Copacabana, Dark Command and
One Touch of Venus.

Qintex Entertainment’s The New
Leave it to Beaver has been bought
by WWOR—-TV New York,
KTLA-TV Los Angeles and
WGBO-TV Chicago. Beaver has
previcusly been sold to WGBS-TV
Philadelphia, KOFY-TV San
Francisco, WKBD-TV Detroit and
KTVT-TV Dallas-Ft. Worth,
among others, for a total of 52.

Also at Qintex, WWOR-TV New
York and KTLA-TV Los Angeles
have signed to air colorized epi-
sodes of McHale’s Navy, half-hour
comedy series from the 1960s. To-
tal station sales are 38 markets.

Now airing
in broadcast
markets
around the
world

A DECADE Of VIDEOTAPE STANDARDS
CONVERSION EXPERIENCE

NTSC/PAL/PAL-M/SECAM

INTERCONTINENTAL TELEVIDEO, INC.

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

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

PHENOMENAL
FOOTAGE.

ARCHIVE FILM PRODUCTIONS
530 West 25th Street, NY, NY 10001
212-620-3955
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VIDEO DUB INC.
Vifeolapo duplications in all formats,

syndi

< tion and trafficking, satellite uplinking
an

unsupervised film-to-tape transfers.
hours-a-day, seven days-a-week!

VIDEO DUB INC.
423 West 55th Street, NY 10018
Phone: (212) 757-3300
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““I use it
nearly every
day.”’

Joe Bruno

Vice President/Engineering
WMAR-TV

Baltimore, MD

Joe 1s one of thousands of engineers. programmers,
general managers and financial people who get and
regularly use the Television & Cable Factbook.

““The numerous sections of the two volumes
provide complete listings of virtually every
organization involved in the television and cable
industries.

““Itis very handy to have when I need information
quickly about a station or manufacturer, and it is
indispensablie for identifying which stations are carried
by a particular cable system.”’

Joe 1s one of the most important people in our
business because he can say, “‘Yes, we'll buy!"”’

WMAR-TV 1s one of hundreds of stations that
use this important resource. In fact, more than 4.31
different decision-makers and influencers refer to each
Television & Cable Factbook 10.18 times each

month. In other words, 23,705 top-level executives
will see your advertising message more than
241,000 times monthly! Over 63% are in upper-:
level management, and 30% have mid-level
management positions.

Your ad in the Television & Cable Factbook
costs about the same as those placed 1n weeklies
and monthlies. Yet a single ad will represent your|
company all year long.

If you want to reach the men and women who
can say ‘‘Yes' to you, plan now to have a
space like this in next year’s book while good
positions are still available. Contact Gene Edwards,
Advertising Director, and get our media Kit
which will have all the details on our rates,
availabilities and research. Plan now to be in our
next volume!

2
WARREN

PUBLISHING INC

Television & Cable Factbook

2115 Ward Court, NW ¢ Washington, DC 20037 « 202-872-9200

www americanradiohistorv com
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ALL IN THE FAMILY

A sweeping Family Matters project at KARE-TV

Minneapolis-St. Paul includes documentaries,
a sponsored package of vignettes and stories
within regular newscasts. It’s aimed at
easing adjustment to new lifestyles./49

JOINING THE CLUB
A Frequent Listener Club at WZOU(FM) Boston
has given the station a data base of more
than 30,000 names. Retailers who offer

discounts to the club are often converted
into advertisers./50

BUYER’S OPINION

The only thing that's been consistent in radio
since its inception has been the delivery
mechanism, but it’s still a top targeting

device, says McCann-Erickson’s Ira Carlin./51

SPOTLIGHTON...

Radio proved to be a natural medium for a
target audience with vision problems. Walt
McHKenzie of PanCom International tells
how it was used./53
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WZOU Frequent Listener Club
cements ties to area retailers

Radio station data base manage-
ment can be applied to advertising
prospects as well as listeners.

Alan Chartrand, vice president,
general manager of WZOU(FM)
Boston, reports listener member-
ship in the station’s Frequent Lis-
tener Club has given WZQOU a data
base of 30,000 to 35,000 listener
names, ages, towns and addresses.
He explains that WZOU runs its
club contest promotions four times
a day, offering $100 to members
who hear their name called out.
Then they have 94 minutes (for
WZOU’s 94.5 position on the dial)
to call in and win their $100.

Sales leads. Meanwhile, adds
Chartrand, “We have 2,000 retail-
ers lined up to participate. Partici-
pation means they offer discounts
or free items to every member that
walks in and can produce his Fre-
quent Listener Club membership
card. So on top of using our Fre-
quent Listener marketing program
to generate a core audience of loyal
listeners to WZOU, we also have
our list of participating retailers we
use as a source of sales leads. Not
every participating store buys a
schedule, but we've sold many of
them to add to our revenue base.”
Chartrand says WZOU has also
printed a 75-page directory it sends
to its club members. This lists all
the participating retailers so the
listeners know just which mer-
chants to patronize for their dis-
counts and free samples. Traffic
also rotates mention of participat-

KARE-TV helps viewers cope

(from page 49)

the most of the entertainment,
sports and cultural facilities avail-
able to Twin Cities residents and
visitors.

Bardins says Blue Cross-Blue
Shield’s participation includes sug-
gesting the names of doctors avail-
able to serve as medical consultants
or technical advisors for Family
Matters programs focusing on
health or nutrition and exercise.
And Norwest Banks handles mail-
ings in connection with Family
Malters programming thal encour-
ages saving or offers advice on fam-
ily financial planning. Norwest’s
goal, she explains, is Lo “Bring back
the idea that ‘Your neighhorhood
banker is a friend.” "

KARE’s lirst Family Malters
documentary was Million Dollar
Baby, focusing on premalure in-
fants. Another was Crash Course.
This one was o graphic warning

apainst drunk driving, timed Lo co-
incide with prom scason.

I'his was nn hour focusing on vie-
bins of drunk drving accidents,
complete with wheelchnirs, telling
50

how they just barely manage to
cope with the resulting lifetime dis-
abilities that come with brain and/
or spinal cord injury. It was pro-
duced by KARE in cooperation
with the Driver Awareness Pro-
gram of the University of Wiscon-
sin Hospital and Clinics.

A two-part study guide prepared
in conjunction with Crash Course
includes questions for teachers to
bring up for discussion before and
after seeing tapes of the program.

Another program, Beyond Crack
Street, 1s part of a six-months’ sta-
tion effort against drugs. KARE
sent a news team to Latin America
to film a government drug bust of a
cocaine lab as part of an effort that
addresses both the demand and
supply sides of drugs as well as of-
fering suggested solutions.

Bass points out that KARE's
partner sponsors appear promi-
nently on such printed materials as
suggestions of what a family might
do Lo deal with a suspected case of
drup abuse on its block, a project in
which KARFE enlisted the coopera-
tion of the police department and
chamber of commerce.

Alsoin print, in conjunction with

www americanradiohistorv com

Alan Chartrand

ing retailers on the air so club mem-
bers who missed it in the directory
can find out who and where the dis-

counts are by continuing to listen |

carefully.

WZOU is among clients of Direct
Radio Strategies, based in Wayne,
Pa. Gavin Stief, vice president,
marketing for the company, calls
DRS “a broad-based marketing
company specializing in data base

management and ratings develop- |
ment.” His other clients include §
the station he used to sell for, |

WKSZ(FM) Philadelphia.

Stief says the system “works well
for all formats. Every station we've
worked with has experienced rat-
ings growth. When the sweeps
come around, our clients’ call let-

ters are top-of-mind with our Fre--

quent Listener Club members. So
it’s our call letters that get into the
diaries.”

My station cares. Stief says his cli-
ent stations like WZOU “reach out
and touch their core listeners with
telemarketing, direct mail, signed
by the GM, asking ‘for your opinion
about our station.’ That lets our lis-
teners know, ‘My station cares
what I think.””

Stief says his Direct Radio Strat-
egies package is “designed to be ei-
ther a supplement to, or a replace-
ment for, expensive television pro-
motion. Members qualify for all
station contests, our station clients
run free live concerts for club mem-
bers only, and the club member-
ship card, though it is not a credit
card, is good for discounts and give-
aways.”

—
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KARE-TV, sponsors, help viewers
cope with a fast changing society

The back cover of January’s Twin
Cities Directory—the local enter-
tainment and dining guide for Min-
neapolis-St. Paul, was an ad for
Gannett's KARE-TV. The copy
reads: “Today, more than ever,
marketing your product or service
efficiently and effectively is the key
to success. At KARE 11 our goal 1s
to offer practical solutions for to-

| day’s marketing challenges.

B Creativity

m Market knowledge

1
!' ® Quality service
{
|

B Media strategies
Long term success is built on mutu-

.1 al benefit. Explore the marketing
il opportunities at KARE 11.”

i KARE general sales manager El-
!l liot Bass says KARE “partners”
|| mutually benefitting from the sta-
I| tion’s year-long Family Matters
!; project include the Tom Thumb

chain of over 200 convenience

stores, Blue Cross-Blue Shield of
Minnesota, and Norwest Banks.

| Community affairs. Bass describes
L Family Matters as a “comprehen-
sive community affairs project that
includes documentaries covering
topics of community concern, our

i
' sponsored package of vignettes,
|

monthly newsletters, news stories
within our regular newscasts, plus
printed information about the sub-
jects we take on. And on air, it has a
unifying graphics package and mu-
sical signature to tie the various
pieces together and instantly iden-
tify each segment as part of Family
Matters.”

.Bass says KARE’s Community
Affairs Department headed by vice
president Kathryn Bardins works
with the news department to pro-
duce the Family Matters documen-
taries. And community affairs also
handles the outreach to the schools
and community groups and enlists
the help of advisors from the perti-
nent organizations.

In the news department, Pat
Miles, who’s taking a year’s “sab-
batical” from her normal News 11
anchor duties to research and re-
port for Family Matters, says, “For
most families with two working
parents, the Ozzie and Harriet life
many of us grew up believing in no
longer fits our reality. Traditional
families are no longer traditional.
My children know children who
have a single parent at home, a
mother who works and a dad who
stays home, a dad who works full-
time and a mother who works part
time. There are more and more
families with stepchildren, foster
parents, or families with grandpar-
ents who are the primary care giv-
ers. The list goes on and on. These
combinations are creating families
that need and want more guidance
in raising their children to be
healthier and happier people.
We're looking for new solutions to
new problems. And we are learning
that there’s no family situation
that’s ‘right’ for everybody. And
there is no one single ‘ideal’ family.

“So the most valuable service
Family Matters can offer viewers is
that it will give us all a chance to
examine and learn from each other.
It will allow us to peek inside many
widely varied family situations and

e "ﬂaﬂ

Elliot Bass

discover how others are coping with
their jobs, children and stress.”

Sponsors do more. KARE’s part-
ner advertisers do more than sim-
ply run PSAs in KARE’s Family
Matters programs. For instance,
Bass says Tom Thumb’s 200 conve-
nience stores serve as distribution
points for the informational bro-
chures and newsletters, as well as
for the monthly Twin Cities Direc-
tory. The Directory makes several
pages available to KARE 1n each
issue so staffers from the station’s
various departments working on
Family Matters—and most are—
can tell readers in print, too, about
the related projects, lifestyle re-
ports by members of KARE’s news
team, and suggestions for making

KARE’s Tom Empey fllms ]ungle strike force as it mounts
up to hit a cocoa paste “factory” in Bolivia’s Chapare region.

Television/Radio Age, June 26, 1989
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Ronald €. Inman has been named
vice president/marketing for Act
111 Broadcasting, Inc. He had been
vice president, director of market-
ing for INTV, the Association of
Independent Television Stations.
At Act 11 he’ll relocate to Atlanta
and report to William Castleman,
executive vice president and chief
operating officer.

Kelly Seaton has been named to
take over as vice president and gen-
eral manager of WFYR(FM) Chi-
cago upon completion of its trans-
fer to Summit Communications,
expected in July. She had been
general sales manager of WGN
Chicago and, since March 1988, di-
rector of sales for all Tribune Com-
pany radio stations.

James M. Keelor has been promot-
ed to vice president, operations for
Cosmos Broadcasting Corp. He
transfers from New Orleans where
he has been general manager of
WDSU-TV, and before that he had
been general manager of WAVE-
TV Louisville, Ky.

Daniel K. Griffin will become presi-
dent and general manager of
WHDH-AM Radio, Inc., the new
corporation formed by New En-
gland Television Corp. The new

company’s agreement to purchase
L = = O
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WHDH Boston from Sconnix
Broadcasting Corp. is awaiting
FCC approval. Griffin is currently

vice president, general manager of
WRKO/WROR(FM) Boston.

Robert W. Lerew has moved up to
director of market development for
the Television Bureau of Advertis-
ing in New York. He joined TvB in
1981 as a marketing executive in
the Atlanta office.

Chris Roman has been promoted to
regional sales manager of Univi-
sion’s Dallas sales office. He had
been director of marketing, west-
ern region, in Los Angeles.

Robert L. Shive has joined WXLW
Indianapolis as vice president/
sales. He was general sales manager
of WTHR-TV Indianapolis.

(continued on page 54)

SRS S, Tt
. BT

THE MAGAZINE OF
BROADCAST MANAGEMENT

26 ISSUES A YEAR

Check the term you prefer:

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

Two years for $90
(Save $92 off the cover price.)

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

Name Title

Company

Address

City State Zip

Check ONE box which

01
02
03
Time Rep

00oo0oo0o0oO000o0ao
=)
-

www americanradiohistorv com

best describes your business.

Nat'l, Reg'l, Local Radio, TV Sponsor/Advertiser
Advertising Agency
TV Station/TV Network

Radic Station/Radio Network

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

10 Equipment Manufacturer

11 MSO Hdarts/Operation

12 Independent CATV Operation

13 Financial Institution/investor/Consultant

Other (please specify)

Television/Radio Age

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

Television/Radio Age, June 26, 1989

STAY TUNED IN! |

Television/Radio Age

|
|
|
|
|
|

|

|
1

la


www.americanradiohistory.com

STATION REPORT

a KARE documentary on child
care, is a tip sheet Bardins says was
designed “to get information out to

One Buyer’s Opinion

new first-time parents. And all
these printed materials in connec-
tion with our documentaries are
matched on video by PSAs that re-
peat the same helpful hints and fol-
low-up information.”

In the case of Parent to Parent,

 designed to encourage parents to
develop a love of reading in their

children by reading to them,
KARE is getting an assist from the

Twin Cities’ PBS station, KTCA-
TV. KTCA has its own “Survive”

project, now in its fourth season,
with major funding provided by
The Pillsbury Co. Foundation and

the Northwest Area Foundation.
As part of Survive’s “celebration of
education in Minnesota,” KTCA
and KARE published the brochure
Celebrate the Year of the Young
Reader. This urges parents to
“Take the pledge,” to “make read-
ing a lifelong habit for your child,”
and then describes the steps to take
to accomplish just that.

Still another Family Matters
project is the organization of
“KARE Forces” by Bardins’ Comn-
munity Affairs Department. This,
she says, is an outgrowth of “KARE’s
encouragement of youth volunteer-
ism: “We have KARE Forces in 80
Twin Cities schools that work on
such projects as collecting food,
clothing and toys, giving out trees
to plant for Arbor Day and the like.
In return, they get a card entitling
them to free tickets to baseball and
hockey games and the Ice Capades.
And they get discounts on educa-
tional places to go, like museums,
the zoo and the planetarium.”

Using the ‘power
medium’ to move
brands off shelves

i Carlin

Two interesting press releases crossed my desk this month. Each provides
a telling statement about the awesome power of that medium that shapes
and even defines our lives at each stage of our life’s journey. That’s radio—
pervasive, omnipresent, persuasive and memorable.

One release reported that The Museum of Broadcasting had restaged a
long-lost Marx Brothers radio show that McCann-Erickson had created as
part of the then (1932) Five Star Theatre anthology on NBC Radio. Five
Star Theatre was considered a watershed in breakthrough advertising
strategy at the time. McCann created, developed and wrote a different
night of programming each night of the week for client Esso, now Exxon.

- Each night featured a different audience appeal device and theme—from

light opera to Charlie Chan. Thus it was perhaps the original evocation of
“segmented marketing.”

Think about that. What medium then or now can do a better job of
targeting? Lifestyle targeting? Shopping day targeting? Seasonal product
targeting? Personality targeting? And as for environmental segmentation,
think about the many available flavors of music, sports, news, talk, in every
possible language to target every ethnic group.

Thinking further, a kaleidoscope of my changing listening habits crossed
my mind. From rock to heavy metal to album rock to oldies to news to talk
to big band to classical, the only consistent thing has been the delivery
mechanism—my companion throughout my life: radio.

The other release described introduction of the new NAB/RAB campaign,
“Radio, What would life be without it?” This landmark marketing effort
kicked off with 30 seconds of dead air. Zero. Zip. Nada. Nothing. It’s gutsy,
it’s clever, it’s memorable. The copy delivered just before the silence states,
“Radio is the soundtrack of our lives.”

Like many soundtracks, radio is underappreciated. It is true that local
retailers—and even some national outfits—understand its inherent power.
These marketers keep coming back for more because radio does work; it
brings people into the stores. It sells.

Yet far too many agencies and clients run radio at weight levels that are
just too low. McCann’s experience indicates that at 150 to 250 GRPs
weekly, products can literally jump off the shelf. Use radio this way in
conjunction with television and the synergies are explosive!

Pick up any trade publication and we read about clutter: TV 15s reduc-
ing overall recall and attentiveness norms, multiple 15s making even the
storied issue of “pod protection” a thing of the past. How many realize that
many FM stations limit their commercial interruptions to only eight units
per hour? And even the public press carries articles on the “new” focus on
value-added promotions to support TV campaigns. But radio has been
doing this for years and in my book still does it best.

For those advertisers and agencies who know the power of radio, it’s a
great soundtrack and more. It’s also reach and frequency and efficiency
and recall and memorability and products moving off the shelves because
of impact and merchandising and promotion.—Ira Carlin, executive vice
president, national media director, McCann-Erickson, New York

Television/Radio Age, June 26, 1989
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Zaltman

J. Michael Kelly has been named
general sales manager at WFLX-
TV West Palm Beach, Fla. He’s
succeeded as national sales manag-
er by Janice Zaltman, formerly na-
tional sales manager for WNOL-
TV New Orleans.

Christopher Bushnell has joined
WNBC-TV New York as sales
manager. He had been an account
executive with NBC Television
Stations Spot Sales and before that
had been selling for Fox Televi-
sion’s WNYW-TV New York.

Craig Zurek has been promoted to
Southwest sales manager, CBS Ra-
dio Networks, heading the new
sales office CBS Radio Networks
have opened in Dallas. Zurek
joined CBS from Lotus Communi-
cations in 1986 and has most re-
cently been an account executive in
CBS Radio Networks’ Midwest
sales office.

Lyle E. “Gene” Smith has been
promoted Lo vice president at The
New York Times” WQAD Daven-
port Rock Island-Maoline. He came
to the station 14 years ago and is
currently general sales manager.,

54

Agencies

James Vail has been promoted to
senior vice president, group media
director at Ally Gargano/MCA Ad-
vertising. He joined the agency in
1984 from Benton & Bowles and
now moves up from vice president,
associate media director.

Ugo Pergolotti has been named ex-
ecutive producer of Premier Pro-
ductions, the new in-house com-
mercial production company
formed by DDB Needham New
York. He had been a vice president
and executive producer with the
agency.

Diann Barra has been elected a vice
president at Laurence, Charles,
Free & Lawson’s Michigan office.
She joined the agency in 1986 and
is currently a media supervisor.

Gary Chalus has been named a vice
president at Campbell-Mithun-
Esty, New York. He came to the
agency in 1988 and before that had
been with Young & Rubicam. At
CME he is an associate research di-
rector.

Media Services

Jon L. Zimmerman has been
tapped to head the new Baltimore
sales and service office of Corinthi-
an Communications. He is a veter-
an of both media and account man-
agement at Ogilvy & Mather and at
Smith, Burke & Azzam Advertis-
ing, Baltimore, and was most re-
cently managing director of Brass
Tacks Advertising, also Baltimore.

Leslie Lillien Levy has been named
marketing services director for,
Group W Television Sales’ Target
Marketing Group. The former di-
rector of creative services for Blair
Entertainment, New York has
most recently been an independent
consultant to such clients as Muller
Jordan Weiss, D. L. Taffner, San-
dra Carter Productions and CCI
Communications.

Tony Santino and Harry Stinson
have been elected divisional vice
presidents of Katz Independent
Television. Stinson joined Katz in
1982 and is manager of Indepen-
dent’s Atlanta sales office. Santino
came aboard in 1983 and is manag-
er of the San Francisco sales office.

Graham Keenan has joined
HNWH New York as an account
executive. He moves in from D.I.LR.
Broadcasting to replace Tom
Byrne, who’s transferred to the At-

lanta sales office of the Interep

company.

Kerry Silha has been appointed an
account executive with Seltel’s Red
sales team in Chicago. She moves in
from Petry Television in New York
where she was also an account exec-
utive. )

WILB gets TV partner for drive

Scripps Howard’s WXYZ-TV Detroit is joining Booth American’s
WJLB(FM) there in the latter’s eighth annual Coats for Kids cam-
paign. Thomas Griesdorn, vice president/general manager of WXYZ,
says Lhat as the new cosponsor of the drive, WXYZ will create public
service spots and coordinate fundraising events to boost public in-
volvement in the project. Verna Green, vice president/general manager
of WJLB, explains that Coats for Kids was developed by Booth Ameri-
can Broadcasting in 1981 “in response to the needs of the ‘new poor,’
who emerged after large-scale plant closings and layoffs in the major
industrial centers.” She adds that, since the first coats were donated by
metro Detroiters in 1982, more than 60,000 new and “like-new’’coats
have been given to school-age children.

www americanradiohistorv com
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Spotlight On. ..

Walt McKenzie

Senior vice president

Media director

PanCom International Corp.
New York

xpanding retail chains may not normally be con-
E sidered a new product, but Walt McKenzie, me-
dia chief at PanCom International, says there’s no
reason they couldn’t be, especially if, like ReVision
Centers, they plan to roll out a new service to a very
narrow audience segment.

McKenzie says Sight magazine estimates there are
2.1 million people handicapped by low vision in the
U.S. That means normal eyeglasses can't help them
read. They can’t even enjoy watching television with-

STATION REPORT

out the aid of special magnification devices—‘unless
they want to settle for listening to the audio only and
imagine the pictures—which is what people do with
radio. And well-written radio copy is designed to let
listeners do just that.”

Thus, continues McKenzie, “‘Radio is a great boon
to people with low vision. That’s a key reason we’re
using radio for ReVision Centers.” This is the retail
chain, with branches now in New York, Florida and a
few other markets. Its specialty is evaluating and ana-
lyzing the visual function of patients with low vision,
then designing special optical systems, plus suitable
training, to upgrade their visual powers.

McKenzie says the advertising encourages people
with low vision to come into the nearest ReVision
Center for a consultation and attend ReVision’s free
seminars. He adds that besides radio, “We're also us-
ing newspaper ads, counting on family members and
friends to see them and pass the word about the free
seminars along to the low vision people who need the
information. In one sense our print ads and radio spots
are PSAs as well as commercials because they’re tell-
ing a specific target group that needs a specific kind of
help exactly where to go to find that help and find
more information about this help at no cost. After we
see how it plays in New York and Miami, if the results
in these two markets prove satisfactory, the client
plans to roll the advertising out into other markets.
But no decision has been made yet as to just which
markets.”

Inaword...
Quality

GROUP

RADIO

The First Name In Radio

WBZ, Boston WINS, New York KYW, Philadelphia KDKA, Pittsburgh
WMAQ, Chicago KODA, Houston KQZY, Dallas/Fort Worth

KQXT, San Antonio

KAER and KFBK (AM), Sacramento

KMEQ-AM-FM, Phoenix
KFWB, Los Angeles  KJQY, San Diego

Westinghouse Broadcasting Company
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FEEDBACK

“Sales development is very
important, and the steps
we have taken include
identifying special projects
that we can do, such as our
Time to Care program, our
Weather School and the
Harbor Lights summer
concerts. These are
vehicles that we use to
motivate new advertisers.
Also, we have a successful
early morning news, and
we’re going after radio
drivetime dollars.”

Jonathan H. Klein
Vice president, general manager
WJZ-TV Baltimore

56

How important is sales
development to your overall local
sales effort, and what steps have
you taken to ensure a steady
effort in this direction?

“It’s extremely important to
us. With the pie split so
many different ways in
national TV, the national
advertising dollar is split
more than it used to be, so
the local effort is more
important. We’ve added
another salesperson to the
staff, sales training has
become more important,
and we use Television
Bureau of Advertising
presentations extensively in
sales development.”

John T. Benson

General manager

KHAS-TV Lincoln-Hastings-
Kearney

www americanradiohistorv com

“] think there is indeed a
difference between a client
that is new to our station
and one who is new to
television. As a [Fox-
affiliated] station that has
moved from relative |
obscurity to being a force in
the marketplace, we have
concentrated more on
advertisers that are current
television users. At this
stage, we can get a lot
more by turning existing
television users into users
of our station. We do not
neglect new television
advertisers, but we
wouldn’t devote as much
time to them as would a
station that has been
around for 30 years.”

Stuart B. Powell
Vice president, general manager
KNXV-TV Phoenix

—
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Wall Street Report

The Chemical reaction
to broadcast industry
banks on opportunity

The media and entertainment industries were touted
as attractive investment opportunities in an all-day
seminar in New York recently, hosted by Chemical
Bank for 180 investors representing banks, insurance
companies and private and public investment firms
worldwide.

Chemical’s managing director James B. Lee said
that, along with greater demand, the film, cable, tele-
vision, radio and cellular industries are experiencing
the same restructuring as most of corporate America.
He noted that, while some companies are pursuing a
strategy of vertical integration through mergers and
acquisitions, others are becoming more focused, spin-
ning off niche businesses that may not fit their main
strategy: “The bottom line is that additional capital is
a necessity, and that means opportunity for inves-
tors.”

The broadcast industry, according to Chemical ex-
ecutives, continues to be highly liquid. They noted
that 43% of the 10,000 radio stations in the U.S., collec-
tively worth over $10 billion, changed hands over the
last four years. With the nation’s 968 commercial TV
stations worth more than $20 billion, they note, 54%
changed hands in the same time period.

Cable system revenues, according to the bankers,
have grown at a compound annual rate of 25% since
1975, and their advertising revenues have risen from
virtually zero in 1980 to $350 million in 1988,

Caution on Westwood One

Oppenheimer & Co., which makes a market in
Westwood One stock, is viewing the stock as a buy for
the more speculative accounts. With the company
earning 12 cents a share for the fiscal year ended Nov.
30, 1988, analyst Dennis B. McAlpine predicts a no
earnings, no loss situation for "89 and earnings of 50
cents a share in 1990.

Westwood One last March 16 purchased KIQQ(FM)
Los Angeles from Outlet Communications, changing
its call letters to KQLZ and its format from soft rock to
contemporary hit radio. Birch ratings recently showed
a 5 rating for the station vs. a 1.2 in the old format,
while Arbitron recently gave the station a 4-5 rating in
target demographics, making it eighth in the market,
up from 15th.

McAlpine also notes NBC Radio Network is picking
up, with management indicating revenues up 15%, re-
flecting higher ratings in late February. He adds, “We
still expect a second-quarter loss of 10-20 cents, but
the trend is good. Although the ratings are good for
KQLZ, the station has run very few commercials, so we
expect a loss for the second quarter.”

The stock has had a 52-week range of $7%,-20, and
McAlpine observes the asset transfer value is about

$18 per share, indicating a stock price of $15-16. He
concludes, “So far the recovery appears to be on track,
but we won’t know for sure until early-to-mid-July. If
the trend continues, the stock should recover to the
mid-teens by the end of the summer.”

King World tabbed

Meanwhile, Oppenheimer continues to recommend
purchase of King World stock. The syndicator earned
$2.28 per share for the fiscal year ended Aug. 31, 1988,
and McAlpine projects $2.90-3 for '89 and $3.25-3.35
for ’90.

He observes KW will continue its low risk/high re-
turn strategy, with a goal of having “a maximum at-
risk of about $1 million per show. It intends to stay
with low-cost formats, such as talk shows at a cost of
$20,000 per hour and game shows at $50,000 per hour,
and will also continue to use shared costs, such as the
R&D Network, Adnet and the MCA joint venture.

“Net after-tax cash flow is now $6 million per
month. If no suitable acquisition targets are found, we
expect another stock buy-back. Management con-
curred that this strategy is ‘possible’ if the stock
doesn’t move up on its own.” He adds that KW expects
to bring about 14 new shows to market over the next
five years, “so there are a large number of chances at
bat.”

The stock has a 52-week range of $16-27, and McAl-
pine concludes, “Despite its recent move, the stock is
still selling at only 7.9 times our fiscal 1990 estimate.
With a stock repurchase likely if the shares don’t move
up on their own, the risk/reward ratio looks good for a
move up to the high $20s, low $30s.”

Meredith covered

Mabon, Nugent & Co. has initiated coverage of Mer-
edith Corp. and is describing its stock as “attractive.”
Analyst Raymond L. Katz projects a decline in earn-
ings per share from $1.91 in 1988 to $1.75 in '89 and a
recovery to $2.10 in 1990. Katz explains, “Our recom-
mendation is based on Meredith’s deep discount to
asset values (as much as $75 per share) and our belief
that this gap will be closed through either improving
fundamentals or possible restructuring. We believe
that the patient investor could realize 20% annualized
appreciation.”

The stock has ranged from $26 to $35 over 52 weeks
and was recently trading in the mid-30s, but Katz
speculates that it could break out of this range “as its
fundamentals improve.” Along with a 20% earnings
per share gain between 89 and '90, another factor that
could close the gap between asset value and trading
price, Katz says, is takeover or restructuring specula-
tion, “often the case with a media stock selling at a
deep discount to its asset value. Given Meredith’s in-
sider voting control of approximately 47%, however, a
hostile takeover is problematic.”

Meredith has been repurchasing shares in the open

‘market, with one million shares authorized for repur-
chase and an estimated 575,000 shares still remaining
a short time ago. In Katz's judgment, the share repur-
chase is the financial equivalent of doing a leveraged
buyout, but with no premium to shareholders.

Television/Radio Age, June 26, 1989
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'In the Picture

Nicholas Gordon

Head of Radin's Kevstone
Broadceasting Svstem and
tong-time NBC sales chief
now parts “glasnost” curtain
tochart new TV territory in
the Soviet Ukraine.

Gordons unveil new program
source; open Ukrainian TV
facilities to U.S. producers

Nick Gordon is back in television. While continuing as
chairman of radio’s coast-to-coast Keystone Broad-
casting System, Gordon and his son Christopher, a
former sales executive for Blair Television and TV/
RADIO AGE, and most recently executive vice presi-
dent of Palladium Television Distribution, are now
TV program syndicators and co-program producers.

They’re offering to save other U.S. producers money
through their new entry to the facilities of the State
Committee for Radio and Television of the Ukrainian
Socialist Soviet Republic. That’s one of several Soviet
Republics newly opened up to direct foreign business
arrangements by the USSR’s new policies of glasnost
and perestroika.

Before Gorbachev, explains Gordon, any dealings
with any organization in any Soviet state had to start
by first going through the central government bureau-
cracy in Moscow, before a foreigner could even think
about approaching the people they actually want to do
business with. But now all that’s changed.

Gordon says that as of April ’89, a new law “not only
permits, but encourages foreign business enterprises
to make contracts with enterprises of all sorts through-
out the Soviet Union. Now we can negotiate directly
with the people we want to talk to without applying
through the central bureaucracy first, then waiting
interminably for the approvals and permissions to
come down from above.”

‘Negotiations’ of a different kind

But Gordoen quickly adds: “Let me amend that word,
‘negotiation.’ It’s not negotiation in the Western sense
of two adversarial parties, each trying to get the best of
the deal for themnselves. These are not sharp bargain-
ers scheming for advantage.

“QOur talks with the Ukrainians have been much
more in the nature of education. They educate us by
proudly showing us the fine, first-class facilities and
talent at their disposal, plus the fantastic program-

ming they already have in the can. We explain how our

proposals can create profit—that is, financial earnings
for them as well as us. These are people whao have spent
a lifetime producing radio and television programs
only to inform or entertain, with no thought of earning
profit, or of the advertising sponsorships or program
sales or licensing agreements that earn money {or pro
ducers here and in Western Europe.

“For 70 years, three generations of Soviets have
never had to think in terms of profit. The goods pro
ducers thought only about meeting quotas. The artis-
tic community, like our new Ukrainian friends and

most Russian ballet companies and orchesiras have
thought only of achieving the finest artistic quality in
their performances. They still do.”

Doing it our way

Gordon adds, “To give an idea of how cooperative the
actual Ukraiman producers are, as opposed to the goy
ernment bureaucrats outsiders used to have to cope
with, our new Ukrainian partners asked us to ‘Please
inform us which ballets and operas vou have clients
for, and also whether you want them filmed on loca-
tion or studio production, tape or film.””

Gordon explains that initial contacts were through
the Ukrainian mission to the United Nations, who
acted as consular officials and made the introductions
to the USSR'’s Gostel Radio people and to the Ukraini-
an state broadcasting people. The end result is that
Gordon & Son are now Ukrainian Television’s sales
agents in the United States.

Gordon says the Ukrainian broadcasters “‘remind
me a lot of NBC back in the *50s. [Gordon had headed
both radio sales and television sales for NBC during
Pat Weaver’s reign of quality.] Everybody knew what
they were doing and worked hard to do it, from the
floor managers to the directors, engineers and our
sales team. We were a family with very high morale
because we all loved what we were doing. That’s what
our Ukrainian partners are today.”

Gordon says he and Chris will be offering to U.S.”
commercial and public TV stations and cable systems
a selection of Ukrainian-produced programs that in-
cludes ballet, opera, folk dancing complete with
sword-dancing, high-jumping Cossack troupes, “an
outstanding symphony orchestra, and some fabulous,
no-holds-barred documentary footage of World War II
combat. During offensives, their commando units had
a cameraman with each platoon. They have footage of
Red Navy destroyers racing toward an invasion beach
at flank speed to lay down a covering barrage for an
amphibious landing at Sevastopol.

“And these people don’t edit out the gore and Nazi
atrocities. As just one example, they have footage of a
just-recaptured Nazi camp for Soviet teenagers who
were used as forced blood denors for the Wehrmacht
wounded.”

The Gordons are also offering to work with U.S.
producers “to enable them to produce programs
through the facilities of Ukrainian Television at great
savings. If they wish, they can bring top U.S. musical
talent to the Ukraine with them to do shows with
backup by the terrific homegrown orchestras and cho-
ral and dancing groups right there in the Ukraine.”
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“It’s critical to the sales of
any station, particularly an
independent, to have a new
sales development effort.
We have four people in
sales development. It’s not
as if they were working
their way up and want to
be agency salespeople. We
have a special
compensation program in
place for them.”

Kent E. Lillie
Vice president, general manager
WPTY-TV Memphis

‘““Each member of our sales
staff has a billing goal that
they shoot for every year. It
is nearly impossible for
them to reach it without
new business development
because of the high
attrition rate in this
industry. They actively
pursue accounts that have
not previously advertised
on television or on KCBS.”

Robert Hyland
Vice president, general manager

KCBS-TV Los Angeles

4] think it’s the single most
important marketing effort
a station has to make for as
far out into the future as ||
can see. We've invested
special funds in the
Marshall Marketing
program, which makes use
of the VALS system and
appeals to retailers. We’ve
also expanded our local
sales staff with three
people—not from
conventional TV
backgrounds but experts in
retail, print and radio. This
allows us to relate to the
retail psychology and also
to convert print and radio
advertisers to TV.”

Tony Kiernan
Vice president, general manager
WLWT{TV) Cincinnat:

“At WPTT we've embarked
on a total stationwide
turnaround effort so that
sales development is one of
our cornerstones. Our
numbers are improving,
but we've still got a long
way to go. As such,
virtually every sale we
make is developed. There
are no order takers here.
We've gotten very active
lately in creating events
out of our existing
programming that we can
co-promote with local radio
stations and structure
packages and sponsorships
for clients. Recent
examples include a ‘Star
Trek’ marathon—19 hours
of ‘Star Trek’ straight over
one ratings book and a ‘We
Love Lucy’ marathon over
another. Both significantly
increased revenues in the
time periods and popped
big numbers.”

Tom Shannon
Station manager
WPTT-TV Pitisburgh
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Kidvid legislation hits a snag
over drug, violence addition

Children’s television legislation,
which passed so easily through the
U.S. Senate, has hit a snag in the
House of Representatives. At the
very least, the legislation sets up a
confrontation between the two
bodies.

The Senate passed its version by
a unahimous vote of the 93 senators
present. Its proposal would allow
an antitrust exemption for the

three major TV networks, indepen-
dent stations, programmers and
some others to get together to work
out guidelines on controlling the
amount of violence, drugs, and sex
on television,

Drugs, violence. In acting on its
own version of the legislation,
which started life as a simple one to
deal with violence, a House Judi-

ciary subcommittee rejected the
idea of adding drugs and violence
to its scope. Some Republicans
wanted drugs added and may fight
when the bill reaches the full com-
mittee.

But even legisiation limited to
violence could run into trouble be-
cause of the four votes cast in oppo-
sition to HR-1391. The panel vot-
ed, 10-4, to send the legislation
sponsored by Rep. Dan Glickman
(D-Kan.) to the full committee.

But one of the members of Con-
gress most respected on constitu-
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- Help Wanted Position Wanted | Program Distribution {

Baker Scott |
& Co.

CABLE PLACEMENT

@\ PEOPLE

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

THE PROFESSIONAL

All Levels of Management
FEE PAID
Call or write in CONFIDENCE

DAVID ALLEN & JUDY BOUER
Principals
.

WE KNOW CABLE

1255 Route 46

Farsippany. NJ 17054

10,000 RADIO-TV JOBS
Sinerican Radio TV

Up to 300 opernings weekly over 10,000
yeary-The most complete and current job
listings published ever by anyone. Disk
Jockeys. Newspeople, Programming
Enginsers, Salos Money Back
Guaranlee- Oneweck $7 00 Special:

Six weeks $15.95. You save over $20. ¢
ATAERICAN RADIO TV JOB MAHKET.
1553 N. EASTERN Dept F e

AS VEGAS, NEVADA 89101

ON-CAMERA
HOST-NEWS POSITION

Seeking on-camera position,
competitive market. 15 years
broadcast experience including
Toronto, Montreal and Los Ange-
les. Formerly on-camera nationai
Ford spokesman. VERY strong
promotion background and solid
radioc management/program ex-
perience. Personable and warm.
Work featured on E.T./in People
Magazine. Ideal TV talk-show
host or news. Age 34. Call San
Diego (619) 530-2431. Photo,
references and tape available.
Immediate availability.

AUDIO PROGRAM
DISTRIBUTION

Videocom Teleport Bos-
ton has available facilities
to accommodate satellite
distribution of three addi-
tional 15K analog audio
subcarrier services for full
time use. For more in-
formation, contact Frank
Cavallo, Videocom Tele-
port Boston, at 1-800-
872-4748.

rrogranmins — JlRenmes |

AUDIO PROGRAMMING
FOR AUTOMATED CABLE
TV CHANNELS
solid gold format
free to cable systems
CFM CABLE RADIO
1-800-937-5665

BROADCAST
EXECUTIVES
Resumes
Protessionally Prepared.
Celia Paul Associates
Box #Cela, TV/Radio Age

1720 Avenue of Americas
N.Y.C. 10020

CLASSIFIED ACTION

Get action quick in TELEVISION/RADIO AGE Marketplace/Classified. For details
call Marguerite Blaise al 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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| State institutions must comply
| with Copyright Act: Supreme Court

| The U.S. Supreme Court made no
| bones about it: States and their en-
| tities, such as state universities,
| have to comply with the U.S. Copy-
! right Act when it comes to using
| copyrighted video or audio prod-
ucts. Earlier the court had refused
to decide two cases that dealt di-
' rectly with the question.
I But when the court issued its
| opinion in Pennsylvania versus
. Union Gas Co., the reason why it
didn’t deal with the other cases was
| clear. Although Union Gas had
I nothing to do with copyright, the
! lecision held the answers to the
| copyright problems as related to
1 -he states.

Earlier action. Earlier, the court
.hrew some doubt on the efficacy of
egislation that was expected to be
sroposed to loosen the work-made-
‘or-hire provisions of the Copy-
-ight Act. The court in that one at
east sanctioned contracts that
00k rights from the author or oth-
\ar creator and gave them to the hir-
| ng entity such as a station or net-
| vork.

At 1ssue in the other copyright

! :ase has been the Eleventh Amend-
nent, which shields states from be-
ng sued in federal court. The copy-

ight act provides only for suits in

! ‘ederal court. That, however, was

seen as a conflict with another part

»f the Constitution that gives Con-

rress the right to regulate inter-

! state commerce, including the right

1 o impose copyright restrictions.

1 All the justices agreed that a

| state could be sued in federal court

! for damages, and five of the justices

' also agreed that Congress has the

4 authority to “create such a cause of

Haction” when it does so as part of its
powers in the commerce clause.

In writing for the majority, Jus-
tice William Brennan made the Su-
preme Court’s position unusually

¥ clear: “Even if we never before had

* discussed the specific connection

* between Congress” authority under

' the commerce clause and states’

§ immunity from suit, careful regard

. for precedent still would mandate

TF™ b Tew T B

S

the conclusion that Congress has
the power to abrogate immunity
when exercising its plenary au-
thority to regulate interstate com-
merce.”

Beyond those questions, howev-
er, the court was badly split in the
case when it came to deciding de-
tails.

Foreign control
in cable systems
Markey’s target

Rep. Ed Markey {(D-Mass.), chair-
man of the House Telecommunica-
tions Subcommittee, has intro-
duced legislation to put the cable
industry in the same boat as broad-
casters when it comes to restricting
foreign ownership of media outlets.

Markey unveiled his proposal at
a hearing, brushing back the few
objections registered with the view
that, although foreign ownership of
cable systems is not now significant
or a problem, “why wait until we
have a recession” and U.S. proper-
ties become more attractive to for-
eign investors.

The contention of Markey and
other supporters is that, if only for
national security reasons, foreign
entities should not be allowed to
dominate important information
outlets in the United States. His
bill would cover other new technol-
ogies in addition to cable, such as
multipoint distribution services
and direct broadcast satellite ser-
vices.

Industry backing. The measure
would include cable and the others
in the definition of current law that
bars individual foreigners from
holding licenses, restricts their in-
vestment to 20% of capital stock
and bars them from serving as an
officer or director. The cable indus-
try backed the bill, except for its
impact on Maclean Hunter, a Ca-
nadian corporation that owns or
has an interest in systems that
serve one million subscribers in
Michigan, New Jersey, Florida.

The company’s president and chief
executive officer, J. Barry Gage,
asked Markey to at least grandfa-
ther in Maclean Hunter’s owner-
ship with enough room for it to at
least double its size.

Markey appeared amenable to
any changes to make the legislation
palatable and said he would hold
another set of hearings to see what
impact it would have on foreign
trade, particularly in those coun-
tries where U.S. cable systems such
as Tele-Communications, Inc., are
investing money.

Old faces surface
in communications
picks by Bush

President Bush finally got around
to filling some of the communica-
tions spots in his administration.
Most of the appointments amount
to a reshuffling of old faces.
Curiously missing from his ini-
tial list of FCC nominees was the
name Al Sikes, ex-Missouri broad-
caster and current head of the Na-
tional Telecommunications and In-
formation Administration, to be
new chairman. The list sent to the
Senate Commerce Committee,

Barrett’s tapped
for one year.

which must approve the nomina-
tions, does include Sherrie Mar-
shall, former Mark Fowler protege
as congressional liaison at the FCC,
and, the new face, Andrew C. Bar-
rett, now a member of the Illinois
Commerce Commission. He only
gets a one-year appointment, to fill
the rest of the unexpired term of
former chairman Mark Fowler,
which ends at the end of next June.

Marshall, nominated to fill exit-
ing chairman Dennis Patrick’s
term, which ends in mid-1992,
would leave the law firm of former
FCC Chairman Richard Wiley to
take the FCC post but not before
the firm is joined by former com-
missioner Mimi Dawson, who lost
her Transportation Department
job when President Reagan left.

Finally, already nominated to re-
place Sikes at NTIA is Janice Obu-
chowski, who was a senior advisor
to Fowler.

§ Television/Radio Age, June 26, 1989
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Washington Report

Cable’s vertical integration
subject of white papers
that make Congress blanch

More quickly than even he must have expected, a
recent dramatic experiment carried out by Steve Ef-
fros, president of the Community Antenna Television
Association, has come home to roost. Some had won-
dered aloud whether it would come back to haunt him.

Effros called together a group of Washington re-
porters and industry representatives for a luncheon
meeting ostensibly to announce a new study on the
cable industry. His speaker turned out to be a double-
talk artist, and his point turned out to be that anyone
can talk about statistics, but beware of the messenger.

The reporters who attended Effros” stunt eagerly
awaited the next “white paper” to be released by the
National Cable Television Association. The wait was
not long in coming.

NCTA at the bat

Knowing its recent growth and wealth and domination
of the television industry was going to bring an inevita-
ble response from the powers that be in Washington,
the NCTA commissioned Benjamin Klein, professor
of economics at the University of California, Los Ange-
les, to do a study for it on the impact of vertical inte-
gration in the cable industry. Not surprisingly, Klein’s
study, just as one would expect a study done at the
behest of the tobacco industry would favor the argu-
ments of that industry, was procable. In fact, he sug-
gested that this study showed that vertical integration
encouraged the development of new programming.
Viewers reap the results, he said.

The NCTA report by Klein was released just a few
days ahead of the first of at least three hearings set by
the Senate Communications Committee on the diver-
sity and concentration of ownership of the American
media. Testimony by two other media professors tend-
ed to dispute what Klein had concluded.

Klein said, “The evidence clearly indicates that the
net economic benefit of vertical integration in the ca-
ble industry is positive.” In fact, vertical integration so
far has resulted in “the availability of networks that
would otherwise not exist.” His charts backed a con-
tention that the MSOs that own a piece of program-
ming are more likely to air competitors than MSQOs
with no programming interests.

Then, at the Senate hearing came these words:
“Vertically integrated systems give preference to the
services they own and tend to exclude competing ser-
vices.” The words were spoken by Michael A, Salinger,
professor in the Graduate School of Business at Co-
lumhia University in New York City.

Accompanying him to the witness table was Prof.
Barry R. Litman of the Telecommunications Depart-
ment of Michigan State University in East Lansing,
another opponent of the current level of vertical inte-

gration. Unless the federal government draws the line,
he said, ‘“‘the spiral of increasing concentration and
control, homogenization of content, and rising prices
will continue unabated.”

A member of Congress looking at the work of the
three professors faces mass confusion.

To prove his point, Klein, the NCTA’s professor,
looked at the programming run by 400 cable systems,
cross-checked the ownership the MSOs had in the 28
most popular basic and pay channels, and determined
that “Vertically integrated cable operators are not dis-
criminating against carrying programs in which they
do not have an ownership interest and generally carry
more of the popular programming alternatives for con-
sumers than nonintegrated cable operators.”

Charting the difference

He then produced a chart that showed there was, in
fact, little difference. Black Entertainment Televi-
sion, Cable News Network, and The Discovery Chan-
nel, for example, are owned by various conglomerates
of MSOs but receive about as much carriage by MSOs
without an interest in the programs as by MSQOs that
do.

On the same chart was a purely commercial shop-
ping network, Cable Value Network. A total of 78.4%
of the systems whose MSOs had an interest in CVN
carried it, while only 25% of the systems with no MSQ
interest carried it. It was the only shopping network
among the 28.

Klein’s chart also showed that HBO was carried on
all systems of American Television & Communica-
tions Corp., which owns it and Cinemax, and that
Cinemax was carried on 96.2% of ATC systems. Sys-
tems of other MSOs registered a 99.7% carriage for
HBO and 79.7% for Cinemax, he said. Showtime and
The Movie Channel, owned by Viacom, each were car-
ried by 90% of Viacom systems. Showtime was carried
by 83.8% of the other systems surveyed and TMC
58.7%. ]

All that looked reasonable until Salinger presented
different figures to the Senate. He agreed that HBO
was carried on all ATC systems but said only 80% of
them carried Cinemax. Viacom systems were 88% in
their carriage of Showtime and 62% TMC. His chart
also showed that 88% of the Viacom systems carried
HBO, but only 31% of them carried Cinemax. Show-
time was carried on only 57% of ATC systems and
TMC on 20%. He said his survey included 200 noninte-
grated systems and that 93% of them carried HBO,
58% Cinemax, 67% Showtime and 43% TMC.

Clearly, the Klein and Salinger surveys were at vari-
ance. Litman added more confusion with some ques-
tions for the senators: “Should each separately named
firm be counted individually in compiling industry
statistics? Should we include all the subsidiaries in
which they have controlling interest? Or should we
apportion the number of subscribers in these jointly
owned MSOs according to the financial interest of the
parents? Using this last technique, it is clear that the
level of national concentration in cable is rapidly ap-
proaching the threshold of what would be considered a
moderately concentrated industry.” —Howard Fields
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tional issues called the bill “indi-
rect censorship, pure and simple.”
Although the words of the bill
merely allow an antitrust exemp-
tion so that the parties may meet if
they choose to, Rep. Don Edwards
(D-Calif.) said inherent in it is a
message from “big brother” saying,
“if you don’t comply, watch out.”

In the home. The proper place to
deal with the problem is in Ameri-
can homes where they have the
power to determine program con-
tent, “and that’s how it should be,”

Edwards said. He was joined on the
negative side by Rep. Mike Synar

Rep. Mike Synar
(D-Okla.) says
that some
violence on
television

fulfills a real
purpose.

(D-QOkla.), also a member of the
House Telecommunications Sub-
committee, who agreed, “This is no
way to do it.”

He even said some violence on
television is to be desired, citing the
recent violence in China and the
violence during the Vietnam war
that led a nation to reject the war.
If the legislation overcomes that
kind of objective, it is unlikely to
deal with drug and sex issues. That
will throw it automatically into a
fight with the Senate and would
likely delay its final passage.

!
1
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the marketplace

GUEST FOR
AIR SAFETY TALKSHOWS

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

Help Wanted

GENERAL MANAGER

General Manager wanted by
WDBJ-TV, Roanoke, Va. Send
resume, references, salary histo-
ry and salary requirements by
June 28, 1989 to President,
Schurz  Communications [nc.,
225 West Colfax Ave., South
Bend, Indiana 46626. No phone
calls please. Equal opportunity
employer.

FOR SALE

Bogner Antenna B16UA,
10KW, very good condition,
$19,500. Diplexer, GE Type
PY-45-A, Rated at 110KW,
tunable from CH 14-57, very
good condition, $10,500.
Call 419-684-5311.

The Marketplace Rates

Situations Wanted: $30.00 per column
inch. All other classifications: $42.00
per column inch. Frequency rates ap-
ply. Minimum space one inch. Maxi-
mum space four inches. Add $1.50
handling charge for box numbers. Copy
must be submitted in writing and is due
two weeks preceding date of issue.
Payable in advance, check or money
order only. All ads accepted at discre-
tion of publisher. Address:

The Marketplace, TV/RADIO AGE,
1270 Ave. of the Americas, New York,
NY. 10020.

Positions Wanted

INTERNATIONAL POSITION SOUGHT

Executive with substantial background in international
sales/service seeks new position with multi-national
company. Good administrator with strong personal
and professional contacts. Please call 212-663-
8944, or write Box 612A, TV/Radio Age, 1270 Ave.
of the Americas, NYC 10020.

NEED HELP?

If you are looking for executive personnel, TELEVISION/RADIO AGE is the cost-
effective way to reach the most and best qualified prospects. Like you, they are
readers of these classified columns. Call M. Blaise at 212-757-8400.

Television/Radio Age, June 26, 1989
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INTERNATIONAL FILM AND PROGRAM MARKET FOR TV, VIDEO, CABLE AND SATELLIT]
12-16 OCTOBER 1989
PALAIS DES FESTIVALS - CANNES - FRANCE

Your focus on the changing television scen:

MIPCOM 1989: FIVE YEARS OF GROWTH

In just five years, MIPCOM has established itself as the television
marketplace - a growth so rapid that it almost matches its Spring
sister, MIP TV, for size.

For five years, MIPCOM’s powerful and spectacular rise has sealed
its essential position in every television executive’s calendar
At MIPCOM, more than 5,000 participants from five continents
meet to buy and sell for television - and to trade precious ancillary

rights for film, video, satellite and cable - all over the world.
MIPCOM 1989: MEETING THE CHALLENGE

MIPCOM is moving fast tracking the latest developments and
trends while the television revolution is created by new
technologies. Constantly discovering new ways to do business.
Barter and sponsorship, co-production and pre-sales, acquisition

and investment - all are part of what's on offer at MIPCOM.
MIPCOM: LET US HELLP YOU BUILD YOUR BUSINESS

Make MIPCOM the key element in your business strategy. Take a
stand. Advertise in the Market Guide and Programme Catalogue,

the industry’s prime reference books. Make sure you hit your target

BARNEY BERNHARD INTERNATIONALEXHIMTION GRGANIZATION INC B45 THIRD AVE I9TH FLOOR, NEW YORK NY 10022 UEL: (212) 750 8899 FA X (212) GHR-HORS, TLX: #979122 IEO UE

www americanradiohistorv com

audience before and right through the market with your a
campaign in the MIPCOM Preview and Daily News. (If you hav
astory to tell, you can be sure it will be covered, too - and not ju:
by MIPCOM News: over 600 of the world press will be there).-
Forinformation on exhibiting, advertising or participation, contat
Bamey Bemhard on (212) 750 8899 to find out more.

Orsimply fill in the coupon and send it to us today.

Please rush me details on MIPCOM 89.

Name = _
Company. _— .
Title = |
|\
~ ) Yy
Address_ —m = S
B -
< o
= - —
%
K
[} LS
LRI

Telephone

Bamey Bernbard, intemativnal Exhibition Organization Inc.,
B45 Third Avenue, 1'h Flowsr, New York, NY 100722,
Tel: (21°2) 750-8R94. Fax: (21°2) 6BR-BOR5. TIx: 4979122 IEQ USA.

|
|
|
|
|
| ____m
|
|
|
|



www.americanradiohistory.com

MAJOR BROADCAST MEETINGS,
SEMINARS AND CONVENTIONS

1989
September 13-16 Radio-Television News Directors Association Convention,
Kansas City Convention Center
September 13-16 NAB Radio '89 Convention, New Orleans
September 4 Issue
October 12-16 MIPCOM International Market, Cannes
October International Issue
November 5-8 Community Broadcasters Association Convention,
Riviera Hotel, Las Vegas
November 13-15 Television Bureau of Advertising Annual Meeting, Century Plaza,

Los Angeles
November 13, Issue

1990
January 3-6, 1990 Association of Independent Television Stations, Century Plaza,
Los Angeles
January 1 Issue
January 16--19 NATPE International, New Orleans Convention Center
January 15 Issue
January 18-21 Radio Advertising Bureau, Annual Managing Sales Conference,

Loews Anatole, Dallas
January 15, 1990 Issue

March 31-April 3 National Association of Broadcasters, Atlanta
March 26, 1990 Issue

April 20-25 MIP-TV, Cannes France
_ April Television/Radio Age International

www americanradiohistorv com
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THE WHOLE
COUNTRY’S
FEUDIN’

THIS SEASON’S FIRST-RUN HIT IS A
WINNER COAST TO COAST

FEUD RATES #1 OVER
HEAVYWEIGHT COMPETITORS

RTG/RANK RTG/RANK
W18-49 W25-54 W18-49 W25-54
WASHINGTON DC 7:30P SAN FRANCISCO 7:30P
FEUD WRC 7#1 8#1  FEUD KTVU 5 #2 5 #2
WHEEL WUSA 4 5 JEOP KRON 5 6
CUR AF WTTG 7 7 EVE MAG KPIX 4 4
ET WJLA 7 8 ET KGO N
CLEVELAND 7:30P GREENVILLE 7:30P
FEUD WKYC 8#1 10#1  FEUD WSPA 10 #1 10 #1
USA WIW 4 4 JEOP WLOS 5 7
JEOP WEWS 8§ 10 USA WYFF 6 6
ATLANTA 7:00P NEW ORLEANS 4:00P
= WAGA 8#1 8#1  FEUD WDSU 7#1 5#1
ABC NEWS WSB 7 8 WIN LOSE WWL 5 5
USA WXIA 4 5 DONAHUE WVUE 4 4
LITTLE ROCK 4:00P FRESNO: 7:30P
FEUD KARK 7#1 7#1  FEUD KSEE 8#1 8
IN EDITION KATV 5 6 WIN LOSE KJEO 4 5

DONAHUE KTHV 4 4 HOLLY SQ KFSN 3 4

Sourco: NSIMAY B8
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