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MARKET
INDICATORS

National TV: Strong
Prem'ums are going
for upwards of 20 per-
cent as reduced irven-
tory is driving prices.
All ¢ayparts moving in
double-digits.

Net Cable: Mixed
CNN and MTV havz
snippets of fourth-
quarter business left.
Movies, home video,
cameras are spenc-
ing. Calendar-year
deals are almost
wrapped at just-above
upfront prices, with
few surprises.

Spot TV: Lukewarm
Automotive, telecomr
munications and fast-
food buys are still
moving along in the
fourthk: quarter.
Northeast is hit hard
by softer-than-expeci-
ed palitical buys.
Radio: Perky

Sales are picking up.
Even the formerly
sleepy Northeast is
showing signs of
revival as retail, finan-
cial and movie adver-
tisers give everyonz a
wake-up call.

Magazines: O©n Edge
Publishers are in a key
period, as automot ve,
fashicn and liquor
clients begin t> make
advertising commit-
ments for 1997.




WE SHOWED A FOOD MANUFACTURER

HOW TO REACH HIS AUDIENCE IN
THEIR STOMACH REGION.
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When it comes to food, the United States is far from unite®t. West Coast. Reaching 62% of snackers in one day and 85%
What we eat waries from region to region, city to city—even oVer a five-day period.

neighborhood to neighborhood. So, how can an advertiser
isolate markets in this big melting pot of preferences? One
brand manager for a major snack food company did. He made
the most of newspapers’ talent for targeting by working with

That's just taste of the many success stories the NNN's been
part of. Whether it's selling grits in Georgia, oatmeal in Ohio, or
granola in Cakfarnia.

the Newspaper National Network (NNN). If you're an advertiser in automotive, cosmetics & toiletries,
Within 48 hours, the NNN had matched the right newspapers food, household products, liquor & beverages, or drugs &
to the right product line and placed him in guaranteed remedies, call us now. Whatever your marketing problems,
positions. He was immediately selling traditional snacks in the NNN can help. One orderfone bill. We'll handle it all,
the South, low fat in the Northeast, and all natural on the from soup to nuts.
NEWSPAPER NATIONAL NETWORK [

RUN IT IN THE NEWSPAPER — THEY’LL READ IT. 5

[} g;z) 856-6380 * Chicago (312) 644-1142 e Detroit (810) 645-2886 ® Los Angeles (310) 276-3905 ® San Francisco (415) 454-9168
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AT DEADLINE

Turner Deposed; Levin Up Next
The battle between Time Warner, the City of New York and News
Corp. involving the city’s attempt to get News Corp.’s Fox News
Channel onto a public-access channel on Time Warner Cable head-
ed back to court last week Last Friday, city attorneys deposed Ted
Turner, Time Warner vice chairman, who said he exerted no influ-
ence on Time Warner to block carriage of Fox News Channel. Time
Warner chairman Gerald Levin is expected to be deposed this
week. The court date for the next hearing on the matter has been
pushed back from Oct. 23 to Oct. 28. Meanwhile, Time Warner
Cable moved its wholly owned network TNT from channel 31 in
Manhattan to channel 3, snugly between the CBS and
NBC O&Os. And finally, Entertainment Weekly, a
Time Warner publication, last week listed its ranking
of the most powerful entertainment executives and
placed Murdoch (No. 1) ahead of Levin (No. 3).

Cable Ratings Continue Growth
After four weeks of the new broadcast TV season,
basic cable continues to grow its share of audience,
gaining some 1.2 million homes and a full rating
point to an 18.3 rating in total Nielsen U.S. house-
bolds. Conversely, the four broadcast networks have
lost 1.5 million homes and 2 rating points, according
to numbers released last week by the Cabletelevision
Adbvertising Bureau.

Prodigy Shifts to Internet Service
Online service Prodigy today launches Prodigy Inter-
net 1.0, a new version of the service based on the
open technology and content standards of the Inter-
net. The move comes within weeks of Microsoft Net-
work also moving to an Internet standard. Com-
puServe, one of the other major players in the
tumultuous online service business, is expected to
follow their lead soon.

Gaylord to Buy Stock, Sell Station

Gaylord Entertainment Co.’s board of directors has
authorized the repurchase of $100 million of out-
standing Class A common stock over the next three
years. The authorization includes both open-market
and private transactions. In addition, the company
said last week that it will seek a buyer for its KSTW-T'V in Seattle,
a CBS affiliate. The move could mark the start of upheaval in the
Seattle television market, where A.H. Belo will probably shed its
KIRO-TV following its acquisition of the Providence Journal Co.
Belo also owns KING-TV in Seattle, and federal law prohibits
ownership of more than one station per market.
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THE MEDIA ELITE

Wolf to Pass on '97 Development Season

Dick Wolf, the prolific producer of Law & Order and this mid-
season’s Feds, said last week that he is sitting out the 1997 devel-
opment season because of his concerns over an impending rat-
ings system for television programs. TV industry executives
have agreed to create an MPA A-like system by January to rate
television shows. If they do not, the FCC has said that it will
impose a system.

All's Well That Eats Well

Hachette has become a part owner of Eating Well magazine. Tele-
media Inc. sold the magazine to a joint venture
called Eating Well Publishing Co., formed by Tele-
media and Hachette Filipacchi Magazines. Hachette
president and ceo David Pecker said that Hachette
had been in the market for a food title to comple-
ment its Metropolitan Home, Elle and Woman’s
Day, which also cover food. Eating Well publishes
bimonthly, with a rate base of 600,000.

Addenda: CBS is expected to announce today
a five-year deal with the National Academy for the
Recording Arts and Sciences to extend its rights to
the annual Grammy Awards broadcast... Viacom
and Seagram Co.’s MCA unit began court
proceedings last week to settle their differences
over the joint ownership of cable networks. In the
case, Seagram alleges that Viacom’s launch of
Nick at Nite’s TV Land service this year violated a
1981 agreement that says either company must
jointly launch new cable networks. Viacom
countersued, asserting that TV Land is merely an
extension of Nick at Nite and doesn’t apply under
the agreement. MCA is seeking complete
ownership of USA Networks, which the two
companies jointly own... Triathlon Broadcasting
Co. last week agreed to acquire radio stations
KGOR-FM and KFAB-AM, both serving the
Omabha, Neb., market, from American Radio
Systemns Corp. for $39 million. In addition to the
two stations, Triathlon will acquire the exclusive
Muzak franchise for the Omaha and Lincoln,
Neb., markets. Triathlon also owns and operates
radio stations KTNP-FM and KXKT-FM serving Omabha.

00"3(:"0“: In last week’s Mediaweek, in a story concerning
the design of Travel & Leisure, the current pages shown in the
story were designed by art director Pamela Berry, who joined the
magazine in November 1995, not Giovanni Russo. a
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two years. Canadian subscriptions $260 per year. All other foreign subscriptions are $260 (using air mail). Registered as a newspaper at the British Post Office. Periodicals postage paid
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For Sweeps Promo

Fast-changing billboards set
NETWORK TV / By Michael Freeman

he Fox network, looking to generate
some buzz following a dismal start to
its new season, will mount an unusual
outdoor advertising campaign during
the November sweeps. Billboards in nine of
the 10 largest U.S. cities will change daily
during the sweeps to promote individual
episodes of Fox series and specials.
Fox’s outdoor promotion of specific epi-
sodes is thought to be a first for the networks,
which typically em-

ploy TV, radio and
print to hype indi-
vidual tune-ins.
Outdoor has been
used by syndicators
to call attention to
single installments
of talk shows and
newsmagazines.
For the “Non-
stop Fox” sweeps
effort, the network

Changing scenery:
One of Fox’'s many
sweeps boards

has bought the larg-
est available bill-
board spaces—
known as “spectac-
ulars”—in all top 10 markets except Wash-
ington, D.C. The largest board is a 53-ft.-
high-by-75-foot-wide placement in Times
Square. Fox executives would not disclose
the budget for the campaign, although the
New York City board alone is estimated to
cost $300,000 for the month. Other locations
include the Sunset Strip in Hollywood.

Fox, which already has canceled four
series this season, is in desperate need of a
strong promotional push for the November
sweeps. “There is no target we’re specifically
going after...we’re trying to do a campaign
with a broader demographic scope,” said
Stacey Marks-Bronner, Fox executive vp of
marketing. Content will be changed daily in
the lower third of the boards, to hype the sea-
son premieres of The Simpsons (Nov. 3),
America’s Most Wanted (Nov. 9) and Ned &
Stacey (Nov. 17), as well as new episodes of
series including Millennium and Melrose
Place. The broadcast premiere of the Fox
theatrical hit Speed on Nov. 19 will also get a
major push on the boards. ]
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Ratings Down,

Market forces have buyers paying more for less

NATIONAL TV / By Eric Schmuckler

etwork TV may be suffering
through a difficult early season in
the ratings, but at least its advertis-
ing market is bubbling, with prime-
time premiums in the range of 20
percent or more above upfront.
Network inventory has been tightened by a
number of factors, including sports makegoods
and overruns, prime-time makegoods owed
from last season, political debates and, of
course, underdelivery so far this season. But
make no mistake: the market is strong. Double-
digit premiums above upfront prevail in every
daypart, and there’s a healthy slug of money
working in categories such as movies, home
video, telecom and computers.
“We've been writ-

[of ratings],” said one buying chief. “But
they’ve had to use them and that’s eaten up a
lot of inventory they’d hoped to have for sale.”
In fact, with cash-back offers in some non-
prime dayparts and big underdelivery in
prime, the nets look more and more like syndi-
cators these days.

Prices are steep, but buyers aren’t panick-
ing. “In prime time, ABC and Fox obviously
owe some makegoods,” said Rino Scanzoni,
exec vp at TeleVest. “ABC probably built in an
assumption of some underdelivery, while Fox is
much lower than they anticipated. There’s no
doubt CPMs will be affected—on a four-net-
work basis; they’re two to three share points
lower. But I don’t think the level of makegood
activity will be that out-of-the-ordinary.”

ing business at 20 to

ABC

CBS

. NBC

25 percent above
upfront,” said Marvin .
Goldsmith, ~ ABC Ratings drop was

president of sales and
marketing. “It just
keeps growing and
growing. 1 didn’t
expect it to be such a
tight market—I was a
bit surprised.” Gold-
smith figured the
four major nets have
little more than $50
million in inventory
remaining for the
quarter—ABC  and

expected. The
network reserved
enough time for
makegoods and

thus can play in

Ratings are

year's woes and
has little inventory

the scatter market.

With steady
improved, but this : ratings and the
net is still trying to : biggest hits,
make up for last NBC has more
to sell and will

benefit most frc

for scatter. © higher pricing.

NBC at $20 million
each, tops, and CBS and Fox each needing $5
million or so at most.

Buyers confirm that the market is robust, if
not quite as pricey as Goldsmith suggested,
with premiums in the high teens. But buyers
said this rise was more supply- than demand-
driven; that is, it is primarily the result of
underdelivery in prime time and elsewhere.
What’s more, every network owed for third
quarter (it was the nets’ all-time ratings nadir,
at least until next summer), and CBS is still
paying back advertisers from last season.

“Most of the nets had left sufficient inven-
tory for makegoods in their in-house estimates

Indeed, ABC was fairly conservative. “Our
inside numbers were pretty good,” said Gold-
smith. “We don’t owe.” The net began its
roller-coaster ride down last spring, so this
fall’s 10 percent decline in adults 18-49 is no
surprise (but that gap is shrinking, ABC said).

Fox has bigger problems. On top of its well-
publicized prime-time swan dive so far this
season, the network has suffered through a
horrendous maiden effort with Major League
Baseball and is moving upfront advertisers
into the World Series for makegood weight. “If
they have anything left in prime, I'd be sur-
prised,” said a buyer. “They’re out of sale
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ices Up

through November.” Fox also had some short
playoff series, so it couldn’t use the if-neces-
sary games for makegoods and faced the
prospect of a World Series rainout over this
past weekend, which would push one game
against Monday Night Football.

In addition, Fox owes advertisers for its |-
rated morning show, Fox After Breakfast, and
now has to deal with the money it booked into
13 Bourbon Street, which makes the network a
perfect four-for-four in failed late-night
efforts. With no place to hold the money, buy-
ers said, Fox was offering cash back on both
shows. “One of their sales guys told me he’s
now an un-salesman,” cracked a buyer. Fox
sales president Jon Nesvig didn’t return calls.

Likewise, crashing kids ratings have forced
CBS and The WB to
offer cash back to
advertisers. Word is
that Mattel got caught
out, since it walked
from ABC in the kids
upfront and placed a
heavy bet on CBS;
now the toy giant is
scrambling to  buy
prime time for its kids
needs, at CPMs nearly
50 percent above what
it could have had last
winter. Replied Alison
Danzberger, senior vp
at Mattel agency TN
Media, “We often
walk from ABC. They
represent less than five percent of the kids
GRPs, as does CBS, and [ABC] has lost 30
percent of its kids audience since premiere.”
She added that Mattel was “very excited”
going into prime time.

The cable nets haven’t been able to capital-
ize fully on their ratings gains. CPMs are rang-
ing anywhere from 2 percent to 8 percent
above upfront levels, with CNN, Discovery,
Lifetime and Family well sold into late Novem-
ber. Several other nets—Court TV, CMT and
other smaller services—are holding a good
amourt of spots. Sports is very tight, and MTV
is out of sale. —with Michael Biirgi ]

~OX

Nurdoch’s net-
vork has no
wentory left due
0 poor perfor-
nance in prime
ime, baseball and

:arly morning.
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Cashing In on the Senes

What it means to sales when the home team makes the big show

LOCAL MEDIA / By Michael Freeman

he winners of this year’s World
Series won’t all be wearing caps and
numbers on their backs. Newspa-
pers and local television stations in
New York and Atlanta are gearing
up for a big payday thanks to local
interest in the Fall Classic.

What does it mean to local media—in
dollars and cents—when the home team
makes it to the Series?

Here's the outlook for
this week:
e According to one

major agency buyer, the
Fox owned-and-operated

station in New York,
WNYW-TYV, is seeking
double its normal unit

rates of $3,500 to $4,500
for the late newscast this
week. Station executives
at WNYW are said to
hope they can bring in up
to $250,000 in revenue
per late newscast, with 14

minutes of commercial
running time.
In Atlanta, where S

Fox also owns local affili-
ate WAGA-TV, Games 6
and 7 of the National
League  Championship
Series with the St. Louis
Cardinals last week generated blowout rat-
ings for WAGA's late newscasts. The sta-
tion’s late news turned in time period-win-
ning 20.6/42 and 22.9/38  averages
following the NLCS games. Overall HUT
levels for late news on all stations in
Atlanta hit a 63 rating average on the two
evenings, according to WAGA national
sales manager D. J. Wilson. That’s about 10
ratings points higher than a year ago.

¢ Newspapers in New York and Atlanta
are increasing their press runs to meet the
extra demand that the baseball postseason
is generating among local readers. The New
York Post, with an average daily circulation
of 460,000, is increasing its print run by
50,000 papers for each day of the World
Series, according to Ken Chandler, editor
of the Post. In all, the Post expects to take
in an additional $25,000 in revenue each
day of the Series, and possibly as much as

==

Even The New York Times
published a World Series
special on the eve of Game 1

$300,000 in additional circulation revenue
if the Series goes to the full complement of
seven games. The New York Daily News is
expecting a similar circulation windfall.
The New York Times published a special
World Series preview section with adjacent
advertising last Friday, the day before

PAGE §

Game 1 was scheduled to be played at Yan- |

kee Stadium.

¢ Down South, interest
in the Braves’ revival has
led the Cox Enterprises—
owned Artlanta Journal-
Constitution to boost cir-
culation by 25,000 to

World Series, according
to Dick Huguley, J-C vp
of circulation. Several
major corporate Sponsors
were jumping in for spe-
cial World Series inser-
tions, said Mark Klein, J-
C director of marketing.
“All T can say is that the
sustained impact of a sev-
en-game World Series is a
heck of a lot bigger than
a single-day event like the
Super Bowl,” Klein said.

In terms of additional
advertising revenue, a
representative  for the
New York Post noted that many advertisers
had booked space in advance, so additional
sales this week are expected to be minimal.
“Generally, long-term advertisers who buy
in volume get the same discounted rates,
and short-term buyers have been paying the
posted rates,” the Post rep said.

If there is one conspicuous early winner
from the Yankees-Braves matchup, it is
Rupert Murdoch. Murdoch owns the New
York Post as well as the Fox TV group, own-
ers of local stations in New York and

o
ety
Ehiei

30,000 per day during the |

Atlanta. (Murdoch also owns a Fox station |

in St. Louis, so he stood to win no matter
who captured the National League pennant
last week.)

If the World Series is extended to its full
seven games, WNYW’s complement of late
newscasts could earn $1.7 million during
the span. Most important, the increased
viewership could serve to promote Fox’s reg-



PAGE 6

ular 10 p.m. newscasts in New York and
Atlanta as well as help the stations lay claim
to stronger unit rates in the spot market.

“We were clearly the beneficiaries of the
Braves’ resurgence,” said WAGA’s Wilson,
whose station also aired half-hour local
pregame shows that turned in robust ratings
for the last two games of the NLCS
(16.9/27 and 16.4/25 respectively, from
7:30-8 p.m.).

“We know that with the newscasts doing
40-plus shares, we’re pretty confident of
doing those kind of ratios with the World

| Series lead-ins,” Wilson said. “That’s one of

the benefits of being a metered market, get-
ting the story out and having the advertisers
respond in kind. There’s no question, with
the network [ad] revenue they’re
taking in, that this is a strong dou- |
ble-dip for Fox.”

Nationally, baseball could not
have drawn a stronger matchup
than the New York Yankees and the
Atlanta Braves for the World
Series. “In terms of matchups, this
pits an age-old dynasty in the Yan-
kees versus the new-age, 1990s
dynasty in the Braves,” said Neal
Pilson, a former president of CBS
Sports who now serves a broadcast sports
consultant. “In the Yankees and Braves, what
you see is the equivalent of having the Dallas
Cowboys playing the Green Bay Packers in
the Super Bowl. The interest is going to be
strong nationally, but it’s going to be a real
frenzy in both New York and Atlanta.”

Although the Braves won the World
Series last season, local viewer interest in
the team was surprisingly low at the begin-
ning of the National League Championship
Series with the Cardinals. Viewership did
not heat up until the final few games—even
though the Braves won the series with
blowouts, including a final 15-0 game.

Media watchers in both team markets
see the World Series gaining heightened
interest for two reasons: The George Stein-
brenner-owned Yankees have not made a
trip to the fall classic for 15 years; and the
Atlanta Braves, coming back from 3-1
deficit in the National League playoff series
to beat the Cardinals in the last three
games, look to be peaking at the right time.

Last July, Murdoch’s News Corp. com-
pleted a $2.48 billion buyout of New World
Communications’ 10 owned stations, which
includes WAGA in the nation’s 10th-largest

market. Although the FCC has yet to give |

final approval on the transfer of the New
World stations, WAGA is conceivably al-
ready contributing to Fox’s bottom line. W

http://www.mediaweek.com
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Nets Are Juggling Again

| WB's ‘Kirk’ on hiatus; return of NBC's ‘Larroquette’ in doubt

NETWORK TV / By Scotty Dupree

sweeps 10 days away, the TV net-
works are moving quickly to re-
shuffle their schedules. The WB last
week said it will put Kirk on hiatus,

|
|
l etting ready for the November |
|
|

probably in mid-November after the |

show’s main characters get married.

The WBwill likely double-run Brotherly Love
in Kirk’s 7 p.m. slot on Sunday. Love’s option for
the rest of the season was just picked up. In ear-
ly or mid-December, the
net is expected to schedule
1aj in the Sunday 7 p.m.
slot. Taj stars Taj Mowry,
the younger brother of Sis-
ter, Sister stars Tia and Tam-
era Mowry.

Meanwhile, Fox last
week shelved plans for a
Monday-to-Friday  late-
night drama, /3 Bourbon
Street, and is instead de-

CHRIS HASTON/NBC

When will

veloping the show as a
| Larroquette prime-time hour. The pre-
miere date has not been

| be back?
announced. A Fox insider
said that the network brass decided the show
was needed more in prime time than late
night—and that they are reluctant right now to
open a new daypart to network programming.
At NBC, The John Larroquette Show has
been removed from the schedule for November
sweeps, but officials say that it will return later

MAGAZINES / By Jeff Gremillion

etersen Publishing soon will move

many of its operations from the

company’s longtime base in Los

Angeles to New York. The publish-

er of Sport, Teen, Sassy and other

titles also plans to reduce its staff by

about 17 percent, or about 100 employees, as

part of the restructuring, according to ceo
Claeys Bahrenburg.

Bahrenburg, leader of a group of investors

| that acquired the company in August from

| founder Robert Petersen, said last Friday that

|

I

|

in the season. NBC placed a full-season
episode order for Larroquette, so its return is
likely. But souces said that The Naked Tiuth,
starring Tea Leoni, will be scheduled in Larro-
quette’s 8:30 Wednesday slot as soon as it is
ready for air and that Larroquette may not
return until next summer. Until the network
decides, an episode of 3rd Rock From the Sun
will air in Laroquette’s slot on Nov. 6 and
Boston Common will go in on Nov. 13 and 20.
No announcement has been made for the time
period on Nov. 27, the last night of the sweeps.
CBS and UPN are the only networks to have
resisted change since the start of the season six
weeks ago, although CBS will debut its long-
awaited Ink tonight. .
Also last week, ABC shelved most of its
Saturday-night lineup for the sweeps. Only
Relativity, at 10 p.m., survived the shakeup.
ABC will reconfigure the Saturday 8-10 p.m.
time period later in the year. In the mean-
time, the network will air movies, specials
and sports—including figure skating on Nov.
2, Four Weddings and a Funeral on Nov. 10,
Notre Dame-USC football on Nov. 30, and
the Southeast Conference Championship on
Dec. 7. ABC officials maintained last week
that Second Noah, Coach and Common Law
will remain in production. Coach will move
elsewhere in the schedule after a double run
on Oct. 26 at 9 p.m. America’s Funniest
Home Videos will air twice that night too,
starting at 8 p.m. |

Petersen Sets Shift to Y.

New ceo Bahrenburg to relocate teen titles, ‘Sport’ from L.A.

Sport, the three titles that make up the Peter-
sen Youth Network (Teen, Sassy and All About
You), and the circulation operation will move
east within the next 30 days. Bahrenburg said
that when the changes are complete, about 45
percent of Petersen’s 500 employees will be in
New York. The company presently has about
95 people in New York, mostly advertising |
sales people and some editorial staffers for
Teen and Sassy.

Neal Vitale, Petersen president, attempted |
to temper some of Bahrenburg’s statements |




‘““We ran in People
expecting a wave of new
cruise prospects.
What we didn’t expect
was a flood.”

- Jim Godsman, President
Cruise Lines International Association

“One insertion in PEOPLE and we
were inundated. Never before had
our ‘Choose to Cruise’ promotion
enjoyed so many respondents.
Better still, 60% of them had never
cruised before, the exact target we
were looking for.” If you've got
something to promote, promote it
in PEOPLE. Its 34 million readers can
create quite a watershed. For more
information, call PEOPLE Publisher,
Nora McAniff, at (212) 522-4989.
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‘Buzt Names
New Editor

Bethany succeeds Mayer
MAGAZINES / By Jeff Gremillion

J uzz magazine last Friday quickly pro-

moted deputy editor Marilyn Bethany

to editor-in-chief to succeed Allan

Mayer, who resigned last week. Beth-

any, who joined Buzz last January, has also

held editing posts at New York and The New
York Times Magazine.

“Marilyn has a great talent for editorial
and managerial leadership,” Eden Collins-
worth, Buzz ceo, said of Bethany. “She’s the
ideal person to be editor of Buzz.”

Mayer quit abruptly on Oct. 15, issuing a
brief statement. “Qur principal stockholder,
Sondhi Limthongkul, has delegated his inter-
est in the magazine to a group of people
whose approach to business is radically dif-
ferent from my own,” Mayer said in part.
Mayer could not be reached for comment.

A source close to the former editor said that
the magazine’s editorial budget has been slight-
ed recently as consultants representing Lim-
thongkul, a Thai businessman, pushed brand
extensions, such as online projects, books and
Buzz Weekly, a gossipy newsletter that the title
launched recently. “They haven’t been paying
writers,” the source said. “Their bills are not
paid. When you’re losing money, the last thing
you want to do is gamble with expansion. You
can’t neglect the core business.”

Collinsworth denied that the expansion
was an either-or proposition that compro-
mised the magazine. She added that Lim-
thongkul, who acquired Buzz five years ago,
has not invested in franchise-development
| projects at the expense of editorial. “Whatev-

er investments have been made have been
| from inside the magazine,” the ceo said. “They
| didn’t necessitate any additional investment.”

Mayer’s departure has been “very emo-
tional,” said Collinsworth, who founded Buzz
six years ago with Mayer and Susan Gates.

Gates resigned as publisher earlier this year.

In the last year, Buzz has shown strong
growth in both ad sales and circulation, gain-
ing on rival Los Angeles Magazine. Col-
linsworth said that ad revenue is up 31 per-
cent this year. Buzz's paid circ for the first
half of the year was 113,034, up 35.3 percent,
according to ABC. Los Angeles’ circ for the

L first half was 140,061, down 6.7 percent. W

http://www.mediaweek.com

(continued from page 6) about the personnel
moves. Vitale said that the company’s New
York office could grow to 200 employees, but
that it would not happen “within a month.”

Uncertainty about details of the restructur-
ing had Petersen staffers concerned about their
fates late last week. “We've been instructed not
to discuss anything with the media,” said one
Sassy staffer. Another Petersen employee in
Los Angeles also refused to comment last Fri-
day, except to say: “There are a lot of changes
happening. It’s not a good day.”

Asked whether any layoffs would be made
last Friday, Vitale declined to comment. Bah-
renburg said that most of the downsizing

Taking Credit for TV Peace

Producers say Clinton, Dole had little to do with drop in violence
TV PROGRAMMING / By T.L. Stanley

as it pressure from Washington
or restraint in Hollywood that
caused a decrease in violence
on television last season? Both
President Clinton and GOP
hopeful Bob Dole immediately
claimed credit for the falloff of televised vio-
lence. Producers and programmers, however,
insisted they responded to their own stan-
dards—not the politicians. The decrease was
reported in an annual UCLA study com-
missioned by NBC, ABC, CBS and Fox that
was released last week.

“We’ll still develop police shows and
action shows, and we’ll still have the ele-
ments of suspense and violence necessary
for storytelling,” said Tony Jonas, president
of Warner Bros. TV. “But it’s been our
decision—and a lot of people’s decisions—
not to use gratuitous violence or anything
overly graphic.”

“I leave it to the marketplace,” said
producer Dick Wolf, whose show Law &
Order was lauded by the study for its han
dling of the consequences of violence.
Another Wolf series, New York Undercover,

| was criticized for its music video-style

scenes. “People decide what they will and will
not tolerate,” Wolf said.

Stuart Fischoff, professor of media psychol-
ogy at California State University-Los Ange-
les, agrees. Fischoff thinks that some subtle
changes will be made in programming to ap-
pease legislators. “But what ultimately drives
programmers is ratings,” he said.

Some of the decrease found in the study

. can be attributed to a "95-’96 season heavy on
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should be accomplished from attrition of L.A. '
staffers who do not elect to move to New York.

Petersen is moving the teen titles, Bahren-
burg said, because “these books have true
national advertising-based revenue. [New
York] is where the photographers are. It’s
where the fashion people are; it’s where the
beauty people are. It’s where the young mod- |
els are.”

Petersen’s automotive titles, led by Motor
Trend, will stay put. “California is a car cul-
ture,” Bahrenburg said. “We wouldn’t tamper
with that.”

Bahrenburg said that he will divide his time
equally between the two cities. n

Friends clones, industry executives said. Be-
cause of this season’s crop of new dramas—a

| number of them ultra-realistic—next year's

UCLA study likely will show an increase in
prime-time violence. In the meantime, produc-
ers said the study and the current climate will
have little effect on how they develop shows.

“Everyone is cognizant of not overwhelm-
ing an audience with violence,” WB’s Jonas
said. “The intention is to be dramatic and to do
itin good taste.”

The UCLA study
found that the num-
ber of series that
raised “frequent con-
cerns” dropped from
nine in "94-'95 to five
this  past  season.
Shows on the list
include Nash Bridges
(CBS); New York
Undercover  (Fox),
and MWalker, Texas
Ranger (CBS). The X-
Files (Fox) and Lois
& Clark (ABC) were dropped from the previ-
ous year's list. America’s Funniest Home Videos
(ABC) and Due South (CBS, now off the air)
were also downgraded but listed as raising “oc-
casional concerns.” Overall, violence decreased
not only in regular series, but also in made-for- ‘

f

Jonas: Self-;-[)olicing
seems to work

TV movies, feature films shown on TV and
children’s programming, the study said.
Researchers singled out UPN for a special l
rap on the hand for its “high percentage of vio-
lent shows,” and for touting violence by using a
“Lethal Wednesday” on-air promo. n
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Foxx Has WB Popping Cork

No dirty jokes, no women-bashing for surprise hit Jamie Foxx’

TV PRODUCTION / By T.L. Stanley

he WB doubtless had high hopes for

its new sitcom, The Jamie Foxx

Show, when it launched two months

ago. After all, the Warner Bros.—pro-

duced series tested as well with

research audiences as blockbuster
hits Friends and ER.

But the ratings performance of
Wednesday-night series has surprised even
WB execs, who tossed a champagne party on
the set for the actors and production staff
when the show set a ratings record for the
network two weeks ago.

While the bulk of the fans are teens,
which the net has heavily courted and won,
support for the show has
come from an unlikely

=

source—women.  That
has  happened, even
though the series is

paired with The Wayans
Bros., which draws a
mostly male audience.

Foxx said he thinks
the show appeals to
women because the writ-
ers often consciously
play to that segment of
the audience.

“When we have some-
thing that's very male-ori-
ented or that’s chauvinis-
tic, we try to have the
female characters top
that,” he said. “They're
very strong.”

Being on a family-oriented network has
been a boon creatively, rather than being
restrictive, Foxx said. “It makes you say.
‘How can I be funny without saying damn or
ass?"” he said. “Like I Love Lucy or The Dick
Van Dvke Show. They were clean and still
funny. If you try to be on the edge. you cut
lots of people out.”

Tony Jonas, president of Warner Bros. TV,
said the show is a rarity in that the cast mesh-
es perfectly, as do the star and the writers.

“It sounds simple, but it almost never
happens,” Jonas said. “Maybe in one out of
10 or one out of 15 shows.”

Consider the recent groundbreaking num-
bers: The show pulled in a 7.0 rating/11 share
in metered-market overnights on Oct. 9, the
highest rating of any show on the WB since

the |

Jamie Foxx has a lot to smile
about: the best WB ratings ever

its premiere in January 1995. It finished first
} in its time period in New York, Chicago, Dal-
las and Miami and several other key markets.
With women 18-34, it scored an impressive

4.0/12 nationally. The strongest demo by far |

was male teens with a 5.4/19, followed by kids
2-11 with a 3.1/16.

For the season, it is the network’s highest-
rated show, with an average 3.7/6.

The series centers on Foxx, who works in
his aunt and uncle’s Los Angeles hotel while
waiting for his big break as an entertainer.
The cast is filled with TV and theater veter-
ans, including Garrett Morris, Ellia English
| and Garcelle Beauvais.

When the show was
shopped to all the major
networks, only ABC
gave it a nibble, Jonas
said. “We felt like it
could perform as an 8
o'clock show, or any-
where on the schedule,
for any of the net-
works,” he said. “The
WB stepped up because
they loved Jamie and
believed in him.”

Foxx, who created the
series with Bentley Kyle
Evans and serves as pro-
ducer, thinks viewers are
tuning in because of the
show’s creative philoso-
phy. The mantra is,
“Make it universal.”

“You don’t have to be gimmicky, you don’t
have to fall back on stereotypes,” said Foxx,
who built a following during his stint on In
Living Color and through his comedy club
appearances across the country. “It's not a
conveyor belt. We try to handcraft the show.”

Though specific numbers were not avail-
able, the show is believed to have a strong
crossover audience helping to boost its num-
bers on the most competitive night of the
week, when all six networks are on the air. WB
execs credit the creative team. a mix of men
and women, African Americans and whites.

To reinforce the show’s reach for a
broad audience, Foxx is trying to lure fel-
low In Living Color alum and mega-movie
star Jim Carrey for a guest appearance. No
word yet from Carrey.
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TV SYNDICATION

As News Corp. completes its $2.48 bil-
lion acquisition of New World Communi-
cations, syndication division Twentieth
Television is taking over sales and distrib-
ution of freshman newsmagazine Access
Hollywood. Just as it assumes control, the
NBC-produced entertainment magazine
is being displaced from top time periods
in the major markets. In Minneapolis, the
nation’s 14th-ranked ADI market, Clear
Channel Television—owned WFTC is giv-
ing Paramount’s Real TV a second run at
noon-12:30) p.m. in place of Access Holly-
wood, which is moving to 1 a.m. Access
had been averaging a 0.3 rating/1 share in
the noon slot, while Real TV has been
averaging a 1.6/7 average in its original
11:30 p.m. slot. Rick Jacobson, Twenti-
eth’s president of syndication, said that he
considers WFTC’s slotting of the show at
1 a.m. an “upgrade.” Jacobson explained
that the previous noon slotting of Access
had led to a one-day delay in airing the
show’s episodes because day-and-date
satellite feeds of the show don’t go out
until early afternoon East Coast time.
“Noon is not ideally a slot where Access
Hollywood should be airing,” Jacobson
added. In Boston, the No. 6-ranked mar-
ket, Tribune Broadcasting—owned WLVI
downgraded Access to 11:30 p.m. after
the show averaged a .7/1 at 7:30 p.m.
(down 83 percent in share from the 3.7/6
average for time period one year ago).
Station-rep sources suggested that Twen-
tieth may try to recapture rights to Access
from Tribune and place the show instead
on Fox O&O WFXT in Boston.

Aside from its upgrade in Minneapo-
lis, early ratings growth for Real TV has
won time-period upgrades in several
other major markets. In Denver, the
nation’s 18th-ranked market, Real TV
has been upgraded by UPN affiliate
KTVD to a 6:30 p.m. prime-access slot
from a 9:30 p.m. slot, where it had post-
ed a 1.8/3 average season. Also, in Tam-
pa, Fla., the No. 15-ranked market, Rea/
TV was upgraded by Fox affiliate
WTVT from 1:30 to 12:30 p.m. as a
lead-out companion from its noon news-
cast. On a national basis, Real TV has
averaged a 2.5 rating nationally (NSS,
Sept. 23-29), a 19 percent increase from
its 2.1 rating for its premiere two weeks
earlier. —By Michael Freeman

http://www.mediaweek.com
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Action Taking It on Chin

Ratings for original hours half what they were four years ago
TV SYNDICATION / By Michael Freeman

ction-adventure series, long the

ratings backbone of independent

TV stations and the worldwide

syndication marketplace, are fall-

ing on hard times. Despite an

anticipated shakeout, syndicators
are still trotting out new development pro-
jects for the 1997-98 season.

But it’s not all doom and gloom in the
station marketplace, most distributors of
action hours say. Especially given the suc-
cess of MCA TV’s offbeat dramas, Hercules:
The Legendary Journeys and Xena: Warrior
Princess. Yet, there is increasing worry over
the ratings performance for some of the new
and older incumbent dramas.

Roughly 20 or so dramas in syndication
| (see chart) earn a combined 2.5 rating in
households nationally for this young season
(NSS, Sept. 2-29, 1996). That figure is half
the combined 4.9 rating average of a dozen
action hours on TV stations four years ago.
Virtually every drama in syndication has
experienced some level of ratings erosion
since 1993.

The ratings performance of the handful

!
|
|
\
|
|
|
|
[
|
|
\
i

| of new action shows that premiered last |

I month has only continued the trend. Shows

like MTM Television’s big-budget and highly
promoted The Cape, with a 2.3 rating aver-
age for its premiere week, have lower-than-
expected viewer sampling early on.

Chuck Larsen, MTM president of world-
wide distribution, says the weak early sampling
for The Cape was expected due to the baseball
playoffs. But even in the long run, Larsen
acknowledged, viewers are being siphoned
away from syndicated fare by the expansion of
The WB and UPN—as well as increasing
competition from the cable networks.

“Whether it is a particular genre or any
broadcast venue, the same headline could be
written. There is a 10-year pattern of erosion
in ratings for broadcast television,” Larsen
says. “The focus is almost always on how the
Big Three [broadcast] networks have been

|

dropping audience share to the cable net- |

works, but the same is true for syndication
and the TV stations as well.”

As a self-proclaimed optimist, Larsen
nevertheless sees a silver lining for broadcast

syndication in the expansionist strategies of |

The WB and UPN. “While some syndicators
only see the expansion of The WB and UPN

to three nights as a negative, there’s also the |

positive in that they have established two

Household Season-to-Date Rating Averages

~ Top-Rated Action-Hour Weeklis for the Last Four Seasons

% chg from

Program (Distributor) ‘96-'97 ‘95-'96 ‘94-'95  ‘93-'94 1st season
Star Trek: DS9 (Paramount) 5.1 6.2 7.2 8.4 -39%
Hercules (MCA TV) 5.0 5.9 5.7 NA -12%
Xena: Warrior Princess (MCA) 4.6 5.3 NA NA -13%
Baywatch (All American) 4.4 4.5 6.3 6.9 -36%
QOuter Limits (MGM) 3.2 4.2 NA NA -24%
Highlander (Rysher) 3.2 3.2 3.6 4.2 -24%
Baywatch Nights (All American) 2.8 3.2 NA NA -13%
Babylon 5 (Warner Bros.) 2.6 2.9 3.9 4.8 -46%
Renegade (Genesis/Twentieth) 2.4 3.4 4.7 5.2 -54%
Tales From the Crypt (Rysher) 2.3 2.7 NA NA -15%
Flipper (Tribune) 2.0 2.2 NA NA -10%
High Tide (ACI) 1.2 1.3 NA NA even
Kung Fu (Warner Bros.) * NA 2.2 3.6 4.9 -55%
| Forever Knight (Columbia TriStar) * NA 1.7 2.3 NA -26%
| Lonesome Dove (Rysher) * NA 1.6 33 NA -53%

| Source: Nielsen Syndication Service ranking reports from gross aggregate averages for household rat-
ings; Sept. 2-Sept. 29, 1996, for this season, all others are full-season averages.

*canceled series NA not applicable
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| more viable stations in each market,” he

said. “They have created the opportunities
where these stations are looking to quality
dramas like The Cape, Hercules or Xena to
till out their seven-night schedules.”

An in-house research study by a com-
peting studio specifically cited the emer-
gence of The WB and UPN as the leading
factors behind syndicated dramas being
downgraded from prime time and prime-
access time periods. (The studio that sup-
plied the information asked not be be iden-
tified.) Combined with Fox going to a
seven-night schedule two seasons ago,
action hours were herded into early- and
late-fringe time periods, where viewing lev-
els are lower. the study showed.

The studio study found that the late-fringe
daypart has experienced the largest percent-
age increase (76 percent) in action hours over
the past four years. Early fringe followed with

UPN, WB Post Losses

NETWORK TV / By Scotty Dupree
he growing pains continue at
UPN and The WB, both of which
reported losses last week. The
declines were attributed to new

b ocks of programming that were

added as the networks expanded their

schedules.

Chris-Craft Industries, parent com-
pany of UPN, reported that the net-
work lost $38.9 million in third quarter
196, compared to a loss of $28.7 mil-
lion loss for third quarter 1995. For its
to-al business, Chris-Craft posted a
loss for the quarter of five cents per
share, compared to a gain of 35 cents
per share for the same period last year.
Tke company, which is one of the
largest TV station operators, expected
the loss, but said that a lackluster TV
marketplace in some important mar-
kets, as well as a one-time tax gain that
the company took last year, con-
tributed to the earnings decline.

Time Warner, parent company of
The WB, reported a loss at that net-
work of $27 million in the third quar-
ter of 1996, compared to a loss of $7
mil ion in last year’s third quarter. The
company also cited the added costs of
expanded programming, especially
children’s animation. The network this
year also added Monday nights to its
schedule, which are filled with original
Jrogramming. |

http://www.mediaweek.com PAGE 13

Files and NYPD Blue and Columbia TriStar |
Television Distribution’s Walker, Texas Ranger.
Warner Bros. Domestic Television Distribu-
tion is expected to have 230 stations onboard
for its top-rated ER drama in weekend plays.
“We're getting the kind of double-run com- |
mitments in prime time, prime access and late
fringe which would normally be going to the
bigger budget first-run dramas.” said Twenti-
eth Television president Rick Jacobson. “If
you're a station executive, it’'s almost a no-
brainer. Why go with an unproven first-run
hour when you have two proven off-network
horses in the stable?” B

a smaller 9 percent increase during the same.
In prime time, TV stations boosted prime-
time clearances by just 3 percent.

“Basically, the net effect of all these
downgrades into late night has been to force
down the overall ratings for every action-
adventure series,” said the source. “If there
wasn’t 2 WB or UPN, you'd probably be see-
ing Hercules or Baywatch doing 7-8 ratings
rather than 5-6 ratings.”

Another development that may doom new
| action hours next season and beyond is the
launch of several highly recognizable off-net- |
work dramas—Twentieth Television's The X- |

/. i o Congratulates
Pop Psych Winner...
Hallr Glick

Halli Glick,

FCB Advertising,
NYC, has won
the grand prize:
a custom-made
couch from
Classic Sofa

(5 W. 22nd St.,
NYC), the maker
of G+J's Green
! Couch.

Halli was among the 1,000 members of the
advertising community who gave their
reactions to one of our ads in G+J’s Pop
Psych Quiz. Based on his or her answers,
each individual was classified as having
one of five personality types. A glimpse of
the industry profile reveals: Peacemakers
{44%), Fun Lovers (34%), Intellects (15%),
Nurturers (5%) and Dynamos (2%).

Halli, who ranked as a “Fun Lover,” says:
“Yes, I'm definilely a free spirit
who loves adventure.”

The 5 Runners-Up
Thane Call, Saatchi & Saatchi, LA

mﬁtl:::sw Nancy Finkelstein, Grey Advertising, NYC
do most on Dave Harrelson, BBDO, Detroit
t.'.'" “"ch.? Steven Piluso, Young & Rubicam, NYC

Eat sushi .
and watch Andy Prakken, J. Walter Thompson, Detroit
NBC's Prize Choices: a handwriting analysis,
’T’””‘." ol a personal horoscope reading or a free
mgmlmwp visit with a psychotherapist!

with great
friends.”

Stay tuned for more |
Green Couch adventures! |
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RADIO

In the middle of a radio group and sta-
tion-acquisition frenzy, concerns over
superduopolies and monopolies have the
Justice Department looking at several
radio groups’ station clusters. A recent
BIA study shows that multiple stations
hold great sway over markets and ad dol-
lars. The study shows that, of 5,600 rated
radio stations, 967 are involved in super-
duops that represent 17 percent of all
rated stations. But those stations account
for a hefty 35 percent of all estimated
revenue and 22 percent of all listening.
On the other hand, 1,829 stand-alone sta-
tions represent only 14 percent of total
estimated ad revenue and a 19 percent
share of listening. Multi-stations (combi-
nations, duopolies, duopolies-plus-one
and superduopolies) account for 86 per-
cent of all estimated revenue and 81 per-
cent of listening.

The Marconi Radio Awards capped the
NAB?’s annual Radio Show in Los Ange-
les recently and, to no one’s surprise,
ABC Radio Networks’ warhorse, Paul
Harvey, walked off with the network/syn-
dicated Personality of the Year award for
Paul Harvey News & Comments. Station
winners included WJR-AM in Detroit
(Legendary Station of the Year) and
WEFAN-AM in New York (Station of the
Year, Large Market). Television and
radio personality Leeza Gibbons hosted
the awards.

ABC Radio Networks and Radio Today
have reached an agreement to expand
their joint business efforts. Per the agree-
ment, ABC Radio Networks will add four
Radio Today broadcast services to its list
of syndicated products represented in the
national ad sales community. ABC cur-
rently handles national ad sales for Radio
Today’s Flashback, Pop Quiz and Screen
Test. The new production services ABC
will inherit, starting the week of Decem-
ber 30, include Rock Slides, Ambush and
HitSlides. Goldmine, a fourth service, will
make its on-air debut in November. In
addition to the sales relationship between
Radio Today and ABC, Radio Today will
continue to serve as ABC Radio net-
works’ affiliate rep for several ABC syn-
dicated programs, including Rick Dees’
Weekly Top 40 and Yesterday Live With
Dick Bartley. —By Mark Hudis
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Did Rosie Save Superman?

Warner gets another year for ‘Lois & Clark,” ABC gets O’Donnell

TV PROGRAMMING / By Eric Schmuckler

| & Clark for the 1997/98

BC’s deal for Warner Bros.” hit talk-

show Rosie O’Donnell for some of

its owned-and-operated stations

shows just how complicated relations

between the ruling media conglom-

erates have become. At nearly the

same time ABC picked up Rosie, it gave Warn-

cr’s a full-season order on the struggling Lois &
Clark for next scason. Were the deals linked?

Warner denied any quid

pro quo and ABC declined

comment. But a source

close to the deal acknowl-

edged there was indeed a

connection, as first report-

ed in The Holbhwood

Reporter. A Warner source

confirmed that the studio

received a renewal for Lois

season a few weeks ago,
assuring the studio of a
fifth season and thus mak-
ing the show a better candi-
date for syndication or a
back-end cable deal.

Such an early pickup—
eight months before next
fall’s schedule is set—is
unusual. In standard con-
tracts, terms for the fifth
season are guaranteed,
and there was no extension
or renegotiation for Lois &
Clark. It’s even more curi-
ous because this Super-
man show has crashed this
season, down 24 percent in
adults 18-49, though still
second in the demo in its
time period. Sunday at 8.

The Warner source suggested that any stu-
dio would pursue an early pickup headed into
a show’s fifth season, and that ABC “has so
very few franchise shows that can pick up the
demos they want. Now they have a piece in
place they can play with.” ABC may well have

| intended to pick up Lois & Clark anyway.

Meanwhile, Warner’s syndication division
was pursuing renewals (and big license-fee
hikes) for its six-month-old hit talker, Rosie.
ABC had the show on its stations in New
York and Philadelphia, among others, while
NBC had it in Los Angeles and Chicago.

‘Lois & Clark’ is coming
unbuttoned in prime time
but will live on, thanks
perhaps to Rosie O’'Donnell

Warner gave incumbents first crack but was
also eager to grab as many early-fringe slots
as possible. On the ABC O&Os, that territo-
ry is held by Thie Oprah Winfrey Show.

Though NBC made a big pitch to steal
Rosie for the bulk of its owned stations, Warn-
er was probably hesitant to dislodge an incum-
bent. As one top-market station manager said,
“We all hope that incumbency means some-
thing.” Besides, Warner
sells plenty of prime-time
shows 10 both ABC and
NBC and wouldn’t want to
antagonize  either one.
While it’s unclear how
realistic  NBC’s
were o swipe Rosie from
ABC, Warner at least had
a threat to hold over ABC.

To the extent that
Warner used its leverage to
win an ABC commitment
to Lois & Clark, “It does
point to the advantage of
size,” said one large sta-
tion-group chief. “If your
distribution  platform s
strong, there are more
things you can bring 1o a
negotiation. For ABC, it’s
just an added price for
Rosie. But in first-run these
days, it’s difficult to have a
show in that strong a
demand position.’

This alignment of fac-
tors—a strong, available
syndie property from a stu-
dio with an older network
show on the bubble—is
rare. In prime-time now,
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chances |

| only Columbia’s Parnv of Five and Universal’s |
New York Undercover, both on Fox, are any- |

where near that combination of vintage and
vulnerability.

The strategy is no slam-dunk. Consider an
earlier example: When Disney was selling syn-
dication rights to Home Improvement four
years ago, Fox was so eager to nail it down that
it reportedly agreed to renew the raucous com-

| edy Herman's Head. (Disney denied it.) Dis-

ney got its 66 episodes, the bare minimum tor
a back-end deal, but the studio never sold the
poorly rated show into syndication or cable. W
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Not What They Used to Be

[ New series ratings settle down after high-flying premieres

| NETWORK TV / By Eric Schmuckler

' etwork programmers say that

after about a month, most shows
have settled into their regular rat-
ings performance. So now that
highly touted new shows such as
CBS'’ Cosby and NBC''s Suddenly

| Susan have faded from their premiere num- |

bers, are the networks satisfied with where
these shows have settled?

After a big 27-share premiere in house-
holds, Cosby has cooled to a 20 share—and
just a 16 share in adults 18-49. “I’'m sure
we're happy,” said CBS scheduling vp Kelly
Kahl. “We’re matching or improv-
ing what The Nanny did there and
The Nanny’s improving its time
period on Wednesday.” \

“It’s not the second coming, but

Share of audience for adults 18-49 since premiere week

NBC’s 9:30 Wednesday entry, Men

| Behaving Badly, is trending down as part of a
| weak comedy-block performance. “I thought
Men would do better,” said Zenith Media

| exec vp Betsy Frank. “The Olympic hype |

| may not have lasted very long.” With News-
Radio tanking at 9, Schulman thinks the only

| thing holding NBC back from trying Men |

there is the prospect of facing Grace. Both
shows come from powerful producer Carsey-
Werner. NBC will try to pump up sampling
for Men with a special airing Thursday at
9:30 on Oct. 24, opposite the World Series.

* Slip Sliding Away |

) ‘ First Second  Third Fourth |
| they sold it at a 20 or 2I share,” Show Week Week Week Week
i said independent media buyer Paul | Cosby (CBS) 2 18 16 16
Schulman. o | Pearl (cBS) 21 ® 15 15
| Pear! has been sinking along with Townies (ABC) 19 14 17 17
Cosby, but “has filled in admirably Men Behaving Badly (NBC) 19 15 14 «

and got a lot of sampling,” said
Kahl. “We hope it can bring some of

Suddenly Susan (NBC/ 39 37 35 35
iabrina {ABC) * 19

18 16

that audience with it to Wednesday.”

The battle on Tuesday at 8:30 is
still unclear, since NBC’s Something So Right
has been preempted twice for baseball. Life’s
Work on ABC has thrived in its absence, but
head-to-head info is too spotty.

ABC’s Townies on Wednesday at 8:30
has done better against baseball than series
programming. It appears to have settled at
a 14 share, “a poor beginning,” according
to Schulman. But ABC scheduling vp Jeff
Bader noted that Townies whipped CBS’
Almost Perfect in adults 18-49 in an atypical
matchup on Oct. 9, the night of the vice
presidential debates.

ABC might need to shuffle its Wednesday
lineup if Eilen decides to come out of the
closet and the network decides it should be
moved from 8 because of its subject matter.
An obvious solution would be to put Grace
Under Fire at 8, though its had a merely fair
performance there in a special airing on that

called The Drew Carey Show at 9:30 “our big
success story of the season” and definitely
sees it as a 9 o'clock show someday. Bader
also disclosed that ABC will soon pull Coach
off Saturday—*“It’s wasted there,” he said—
and move it to midweek.

Source; A.C. Nielsen

same debate night. Other wild cards: Bader |

*did not air

‘ Suddenly Susan has also drifted down to a
| 29 household share on Thursday at 9:30. “It’s
working pretty well in the time period,” said
Frank. “They’ll be happy.” CBS' Moloney on
Thursday at 9 has bucked the down trend. It
has gained audience in its second and third air-
ings—from an 11 to a 13-14 share in homes.
“Considering that we were doing 9’s and 10’s
there last year, a 14’s not bad,” said Kahl.

by the slippage of Sabrina, the Teenage Witch
on Friday at 8:30. In fact, it promoted the show
to 9 beginning Oct. 18. “We took a leap of
faith,” admitted Bader, noting that the show
pulled the best adult rating in the TGIF block.
That move also shifted Clueless to 9:30, when
more of its core teen audience is available.

On Saturday, CBS' Early Edition has
shown some household gains and is running
four share points ahead of where Touched
by an Angel was a year ago. On Sunday,
Third Rock From the Sun has trended down
but, Schulman noted, “it’s doing better than
Mad Abour You did in the time period. It’s
just punching holes in ABC's Lois & Clark;
it only gets a 10 share lead-in and it’s hot.
What more do you want?” |

Hungry for good news, ABC is undeterred |

Gene Siskel and Roger Ebert are send-
ing out a call to armchair critics across the
country. After more than two decades of
spouting their own opinions on Siske! &
Ebert, the movie mavens are adding a bit
of viewer feedback to the show. The hosts
recently asked viewers to express their
own “thumbs up” or “thumbs down” on a
particular movie review or other segment
of the syndicated show, produced by Bue-
na Vista Television, and send them in on
videotape. The 20-second segments will be
shown periodically, and Siskel and Ebert
will respond to them on the air. Footnote:
The notoriously at-odds critics recently
agreed on all 10 movies during two con-
secutive shows. Among the group getting
kudos: 2 Days in the Valley, That Thing
You Do!, Michael Collins and If These
Walls Could Talk.

National Geographic Television will
produce five one-hour specials for NBC
for 1998, an extension of its existing
agreement with the network. Specials
included in the deal are a project tenta-
tively called Mysterious Gorillas, which
will feature animal behavior never before
caught on film, and Heroes of the High
Frontier, a study of the wildlife that dwells
in the rainforest. NBC has shown National
Geographic specials for four years. Seven
installments remain in the current deal.
The next special, Okavango: Africa’s Sav-
age Qasis, is set to air on Nov. 27.

Columbia TriStar Television and UPN,
in separate deals, have added to their sta-
ble of creative talent. Columbia TriStar
has made a first-look development deal
with director/producer Robert Berlinger,
who directed several episodes of Carsey-
Werner’s hit 3rd Rock From the Sun on
NBC. Berlinger has directed more than a
dozen different shows, including the pilot
and numerous episodes of Cybill. UPN,
meanwhile, has made a two-year exlusive
deal with Miguel Nuifiez, star of the net’s
sitcom, Sparks, and a producer of
Homeboys in Outer Space. Under the
agreement, Nufiez will develop projects
for primetime, including music and holi-
day specials, and late night. Nunez has
appeared in a number of network series,
including Fox’s Martin and Living Single.
and ABC’s Lois and Clark: The New
Adventures of Superman. —By TL. Stanley
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' The 1996 Media All-Stars

Mts That Time Again

0 what does it take to make it in the media agency business,

circa 19967 Attention to detail? A good head for figures?

An outgoing personality? A particularly stoic poker face?

How about a relative who serves on the agency’s board of direc-

tors? While all these traits may have at one time contributed to

careers in agency media, no one of them or combination thereof

is enough anymore, except maybe the relative on the board.

The business is far more complicated
| than it was just six years ago, when we
f began publishing Mediaweek. In a time
when hubristic flapping yappers seem to
I have conquered much of the news and
entertainment businesses, and as the
| public increasingly turns them off, it is
| increasingly difficult to A. find the tar-
get audience, B. find efficient ways to
| reach that audience, and C. do it in an
editorial or programming environment

We ask you, our readers, to join with us in rec-
ognizing excellence in media by completing
- the Media All-Stars ballot on the facing page.

l that enhances the image of a client’s
product. It doesn’t help that the
research used to define these audiences

‘ is becoming more suspect. And thanks

to downsizing, in the average media

department there are fewer people

doing more work than there were just 10

years ago.

, So what does it take? Two qualities

that come immediately to mind are

knowledge and tenacity. The media pro-
fessional must be thoroughly familiar
with the medium in which a buy is to be

‘ made, down to the individual shows
and/or print titles to be included on a

| client’s schedule. That may sound easy,

| but considering all the viewing and read-
ing options available to the average con-

\ sumer, it’s a pretty tall order. The media

professional also must be able to plan or

buy a schedule within the client’s budget,

\ another seemingly simple task. But in a
media environment in which companies

are demanding ever-better performance
from their sales staffs and in which a
stable economy has produced brisk
demand for advertising time and space,
getting a decent deal in the right places
for the client is no simple proposition.

With this in mind, we ask you to join
us in recognizing excellence in media
planning and buying. Please take the
time to complete the 1996 Mediaweek
Media All-Stars ballot on the facing
page. The rules are
much the same as they
have been in previous
years: You must be
engaged in the selling
of media space or time
or in the provision of
research services to the
advertising business or be an employee of
an advertising agency or media buying
service. You may make two nominations,
one each in any of the 10 categories list-
ed on the ballot. Please be as specific as
possible in explaining why you are mak-
ing each nomination, paying particular
attention to what the person nominated
has accomplished in the past year, And
please include your name and affiliation;
we will not tabulate anonymous replies.
All responses will be kept completely
confidential.

We will take the results of the ballot-
ing, add our own nominees, run the"num-
bers and determine the '96 All-Stars,
Winners will be announced in the Dec. 9
issue of Mediaweek. ]

Mediaweek welcomes letters to the editor. Address
all correspondence to Editor, Mediaweek, 1515 !
Broadway, New York, NY 10036 or fax to 212-536-
6594 or c-mail to mediaweek@ aol.com. All letters |
are subject to editing.
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Senior Partner,
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BJKGE Media Group
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Grey Advertising, Inc.
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Vice President,

Associate Media Director
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STU GRAY
Senior Vice President,

Director of Media Research
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President/CEO
Western International Media, Inc.
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Nominate the 1996 Media All-Stars

CATEGORIES
| MEDIA DIRECTOR

2 PLANNING

3 RESEARCH

4 NATIONAL TELEVISION
5 MAGAZINES

6 SPOT TELEVISION

7 Rabio

8 NEWSPAPER

9 Out-OF-HOME

10 New MEeD1A
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Title:

Agency:

Address:
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Comments:

Category:

Nominate:
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Agency:
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Phone:.

Comments:

Your Name:

Company:

Title:

Address:

City: State: Zip:

Please send your compieted ballots to:

Alexandra Scott-Hansen, Special Events Manager, Mediaweek,
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Joe Straczynski has
holdly gone where
few TV producers
have gone hefore in
running ‘Babylon 5°

on a tight budget

http:/Awvww.mediaweek.com

HOLLYWOOD

Betsy Sharkey
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A Man With a 5-Year Plan

The syndicated serics Baby-
lon 5 is equal parts a tale of
creative innovation and
business innovation. As the
Emmy-winning show heads
into its fourth scason begin-
ning the week of Nov. 4,
TNT is negotiating with
creator/writer J. Michael Straczynski and his produc-
ing partners, Douglas Netter and John Copeland, to
create and produce a prequel for the cable network.
At the same time, Warner Bros. Domestic Television,
which distributes B5, is pursuing a spin-off series,
Babylon 5: The Crusaders. The spin-off could launch
al some point next year or after B5 concludes its con-
tracted five-year run.

55 began, as all TV series do, with the story.

King of ‘Babylon’: Producer
Straczynski, who wrote every
episode last season, does it all

Straczynski imagined a world that
doesn’t exist, in a time that is yet to
come, and spun a story of epic pro-
portions, filled with alien species and seemingly
impossible cultures. On this stage each week,
Straczynski conducts elaborate, intricate and engaging
morality plays——although the atheist in him would
probably bristle at the “morality” label, preferring to

characterize what he does as based in ethics.

Set in 2261, the society Straczynski has created
allows him to explore the most volatile issues of
today—race, culture, life, death, God, religion,
truth—outside the boundaries that traditionally
define and divide us. When those at odds are Centau-
ris and Narns, it allows the debate to be conducted
without decisiveness.

“Our job is to ask questions,” Straczynski says.
“There is no clearly defined right or wrong.” Above
his desk hangs the quote To define is to kill, to suggest
is to creare. Straczynski says that his high is to be able
to “stay on the air and get the story told.”

That story earned B5 a coveted Hugo award this
year for Best Dramatic Presentation, an award from
the World Science Fiction Society that usually goes to
films. There is a shelf-full of other awards, including
two Emmys. But what also inter-
ests producers and distributors
alike is that BS is a success in
syndication.

B> finished its third season
No. 1 among action dramas in
the key male demographics of
viewers 18-49 and 25-34. The
show has a loyal following among
sci-fi fans that’s similar to that of
The X-Files and Star Trek: The
Next Generation. BS is carried in
more than 20 countries; in the
U.K., where it airs on Channel 4,
B5 is typically among the top 10
shows every week. In both the
US. and internationally, the
audience for the series has grown
each season.

One recent day on the set of
B5, Marc Zicree was waiting for
a word with Straczynski. Zicree,
who wrote an episode during the
first season. is borrowing ele-
ments of Straczynski’s story and
production model for his own
show, Magic Time, a kids half
hour in development for Fox.
“Joe has created a template for
this kind of show,” Zicree says.

These visists are happening
more and more these days. B5 is
becoming one of the first stops for a growing number
of television production executives who are making
their way 10 a dusty cul de sac in Sun Valley, a largely
industrial warehouse district north of Los Angeles
where the scries is shot. Warner (continued on puge 24)

BYRON J. COHEN
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While obsessing
about my (bald spot) ...

search and found Say No Natu rally with the latest on treatments,

research and herbal care for thinning hair. Next, since the Bald-o-Meter

site put me in “stage five” of male pattern baldness, | thought I'd search

“toupee.” But then | saw Je Suis “Bald” — an on-line journal from a

Québécois. The writer’s existential triumph over hairline angst made me

click into Bald Pride, where chatters encouraged me to shine. Pumped,

| dove into Lycos Pictures & Sounds and found photos of proud bald
celebrities, authors and athletes — not to mention the president of RayTone

Records, who was seeking new talent. After uploading one song from

weme | Janded a major
recording contract.

Picture and sound searches. City Guide. Bonus rewards. This is no Web index.
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(continued from page 20) Bros. often sends production
executives from its other series over 10 AquaTech—the
former hot tub factory that is now home to B5—to study
the Straczynski template. The reason: B5 has become a
syndiation hit with roughly halt the budget of higher-pro-
file series like Star Trek, which reportedly averages about
$1.6 million per episode.

At the vortex of all this activity is Straczynski, who
last year became the first writer ever to pen a full sca-
son (all 22 episodes) of a one-hour drama series.

A single creative vision back in 1986 began B5’s
journey. Straczynski imagined a huge futuristic saga
with the entire universe as its canvas. There were oth-
er worlds, other species, whose fortunes would rise
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and fall. Straczynski saw it as a story that would need
tive years to tell, but not more. So B5 was never a one-
line premise, or a pilot, but a complete mythology—
with a beginning, middle and end, like a novel. Bul
why limit it to five years?

“I built a time bomb into the show against my own
greed,” says Straczynski, who was making nearly twice
as much as a writer/producer on Universal’s Murder,
She Wrote when he left to do B5. “At that point, [five
years into] a series, you usually have to renegotiate
contracts, and it becomes too expensive to make.”

But getting a studio interested in a five-year propo-
sition—particularly in a show with a sci-fi theme,
where Star Trek had been (continued on page 28)

BC apparently doesn’t believe that

the Captain’s Log belongs to Siar

Trek and Captain Kirk. The net-
work is pulling out all the stops to pro-
mote its miniseries Pandora’s Clock
which premieres on Nov. 10, including
sending out a copy of the book encased
in a Captain’s Log cover. The story is a
sort of Outbreak in a plane. Not over-

The Backlot. ..

looking any detail, there is a Pandora’s
Clock bookmark—my guess is that it’s a
reminder to put that book down and turn
to NBC when Nov. 10 rolls around.

Speaking of the Captain’s Loy, Hall-
mark Entertainment has signed Patrick
Stewart, who played Captain Picard in
Star Trek: The Next Generation, 10 play
Captain Ahab in its four-hour Moby Dick
miniseries for USA Network. The budget
is $12 million to $15 million, so it should
be lush. Stewart’s range as a Shakes-
pearean actor led Hallmark chief Robert
Halmi Sr., who will also produce the
miniseries, to recruit him. Hallmark’s
Gudliver’s Travels for NBC last season was
the highest-rated program of the year and
received critical attention in near equal
measure. Also upcoming for Hallmark is
20,000 Leagues Under the Sea for CBS
and Homer’s Odyssey for NBC. Odyssey,
starring Armand Assante and Greta
Scacchi, began production last week.

Dennis menaces pols: Miller takes
i on Clinton and Dole in HBO series

. Dennis Miller has never been afraid to
¢ take creative risks. But you have to won- :
¢ der if he’s tempting fate by taking on

i politics, at least right now. In a year

. when The WB and UPN earned ratings
. spikes by programming against the pres- :
¢ idential debates, Miller is taking his
i chances with a four-part series for HBO
¢ that will air during October and
¢ November. Not Necessarily the Elections,
i which launched on Oct. 11, includes

. field reports, sketch comedy and news
i footage, seamlessly pieced together with
¢ Miller’s acerbic wit. The show airs live
i on the East Coast at 11:30 p.m. In an

¢ indictment of the current political

. malaise, Miller isn’t limiting himself to
¢ this year’s elections. When the going

¢ gets tough, the tough go back to the *80s :
¢ for material. The specials end their

© Friday run on Oct. 1; there will be an

JANET VAN HAM/HBO

Election Eve recap on Nov. 4. Politics,

i unfortunately, continues on.

.‘ Last Thursday was a different sort of
¢ “must see” for NBC at the Beverly

Hilton Hotel. The occasion was the pre-

¢ sentation of Loyola Marymount

¢ University’s Hal Roach Entertainment

i Award. The award, which is given to

i “those whose professional life and work

i exemplify the finest in entertainment,”

: this year went to an organization, a first,
i with NBC the honoree and president/ceo
¢ Bob Wright accepting. Among those at

the black-tie event were stars from the
NBC series ER. Boston Comnion, Fras-

ier, Caroline in the City, The Jeff Fox-
i worthy Show, Dark Skies and Men Be-
i having Badly. You have to wonder what

that packed house at the Hilton did to

: NBC’s Thursday-night ratings. ..

. Allin the family: Judd Pitlot and John

Peaslee, creators and executive producers

of one of the season’s few clear success-

es, NBC’s Something So Right, have

i signed a multiyear development deal with

Universal Television, which they have

© called home since 1988. Pillot and
¢ Peaslee began their comic partnership in

1987 on one of Fox’s first sitcoms, Duet,

fa funny and sophisticated show that

unfortunately turned out to be too main-
stream for Fox at the time. The partners

went on to write for Coach, the show that
¢ bought them to Universal. Universal has

been focused on developing and attract-

i ing comedy talent. It would appear that

the farm system is working,
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IT’'S LIKE WOODSTOCK
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Once in a rare while, something so big comes along that people go all out, just to experience it.

LigHT Ten-Year Reunion. One incredibie weekend like

Next April, it's happening. The COOKING

there's never been before. We're inviting our headquarters city, Birmingham, Alabama,

for a celebration of food, fithess and fun. Pull up to the table with five of the
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this big comes along only once
Toll Free 1-888-TEN-YEARS
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or 1-800-844-0794.
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(continued from page 24) the
only real success—was excruci-
ating. Straczynski’s first step
was connecting with Copeland
and Netter, who already had
carned a reputation for doing
cutting-edge computer special

effects. The duo created Cap- Beyond belief: Early video of the B5

October 21, 1996 MEDIAWEEK

working on prime-time scries,
he saw scripts rewritten literally
on the stage, minutes before
| - something was 10 be shot. Over-
time was standard operating
procedure. And in television
production, tinic is moncey.

On B35, by knowing where the

tain Power and the Soldiers of space station wowed studio chiefs story is going to go, special

the Future, a computer-generat-
ed, 3D children’s action serics that aired during the
1988-89 season.

In part, the task became convincing a financing
partner what B5 was not, Copeland says. “It’s a dra-
ma, a St. Elsewhere or a Hill Street Blues, that takes
place in space,” he says. “It’s not a tech show.”

B5 is a character- and story-driven show. Though
the scries’ special effects arc often extraordinary, it is
the interplay between the characters, their internal
struggles with right and wrong and their scarch for the
truth that sends thousands of fans to the Internet on a
daily basis to discuss plot twists.

“Our culture lacks for a mythology—there is noth-
ing that brings us together,” says Straczynski, who
spent a rootless childhood moving from town to town
just one step ahcad of his father’s creditors. “There is
so much which pulls us apart and fractionalizes us.
{BS] pulls people together.”

There are enclaves of BS fans everywhere, from a
group of brothers at the Vatican to the Pentagon
(which had someone call to find out how to access BS
on the Internet), to ad hoc groups that have sprung up
around the country. One D.C. fan posted an Internet
note inviting anyone who lived near him to stop by his
house and watch the show. Fifty pcople showed up.

The dialogue is not just between fans. Straczynski
spends several hours a day on the Net responding to

“| built a time bomb into the show against my own greed,” says

questions or controversies and reading messages—
roughly 500 per day are posted about BS.

“I listen to it to get the feel of the room,” Straczyn-
ski says. “The problem with television is that it’s very
insular. It’s good to know what is working and what is
not. And there’s a lot of bad myths about how televi-
sion works. I try to demystify it.”

Even though Straczynski ultimately answers to his
creative side, he also believed, after years of watching
the process, that there were better, more cost-effec-
tive ways to produce the show. Ironically, in a TV uni-
verse wherc commitments are getting shorter, it is
B5’s five-year commitment that has helped make its
costs the envy of the industry. When Straczynski was

effects are worked out months in
advance. Then too, B5 runs on a seven-day work week,
with Straczynski usually four scripts ahcad so that a
director has plenty of prep time.

Directors are rotated 100, because as one cpisode
goes into postproduction, another is shooting and
another is in pre-production. In four years (the series
premiered in 1993), B5 has only had 12 days of over-
time. Of course, that means that Straczynski, whose
day rarely ends before 3 a.m. and who says he hasn’t
been to a party in nearly three years, isn’t on the clock.

“If you sell a show, you damned well better know
where it’s going,” says Straczynski, who is troubled by
the number of writers who sell a concept, then a pilot,
then walk away and go on to something else.

Straczynski hammers out each week’s specifics.
This initial road map, he believes, allows him to take
story side trips more easily, because he always knows
his final destination (in fact, he is the only one who
knows how 55 will end).

The special effects team spends its days hunched
over computers. Unlike a show like Srar Trek, which
relies heavily on building and shooting models, B5 has
from the beginning relied on computers and often off-
the-shelf software.

Copeland says that special effects, which usually
are extremely costly, were a major hurdle in initialty
trying to sell the shiow to studio executives. “They were
scared of the five-year thing, and they kept
asking, ‘Can you really do the effects?””
Copeland says. “We did a 50-second tape of
the ship coming into the station and coming
into a docking bay. They wanted to see it

StraCZynSki []f the Sﬂ"‘im[mSEd ﬁVﬂ'year ||m|t he [lut on 'Bahyhln 5'. again and again because they couldn’t be-

lieve it could be done.”

Though the schedule for Straczynski can be gruel-
ing, the fact that his hand is still so litcrally on the
show has given 55 a degree of freedom that is unusu-
al in the business. Notes from the studio are rare; in
the last year, there were almost none.

Ultimately, B5 is a very personal project for Stra-
czynski. “There are parts of myself in all of the char-
acters,” he says. “This gives me a chance to look at my
own beliefs and question them.’

He wrote the show for himself and hoped there
would be others out there “weird” enough to like it as
well. Now, four years in, the boy who grew up without
a community, or a home town, has found one in a
galaxy far far away. |



How far should you go to acquire vital information? Well, né
further than the local newsstand actually. That’s where you’ll find
FORTUNE. With unrivaled access and depth, FORTUNE provides
impoxtant insights into today’s ever-changing business world.
From influential companies, charismatic leaders and powerful
ideas, to the realities of business life, FORTUNE examines it all

like no other publication. Unless, of course, we’ve been bugged.

FORTUNE

WHERE BUSINESS IS GOING
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A TVB Advertising Supplement to Adweek, Brandweek and Mediaweek

“Think Globally. Act Locally.” This isn’t just a liberal bumper

sticker sentiment. It is a 90’s formulation of the Iron Law of
Geography; that goods and services have identifiable trading
zones and change hands primarily at the local level.

continued on page 3




Want to get your point across

in America’s most important
media markets? Then crank up
the volume with a spot delivery
heavy-weight. Tribune’s solid
audience and unique geographic
mix have appealed to savvy
advertisers for years.

TRIBUNE

BROADCASTING

And now six exciting new
stations will join the group in

early 1997 (with FCC approval).

That means you can weigh in
with a strong presence in the
top three markets and reach
two out of every three TV
households in America’s top 30
using Tribune spot.

Add the WGN Superstation
coverage and you can reach
over 70% of the nation with
Tribune Television.

If you can’t afford a hit-or-miss
advertising strategy, then add
one of America’s fastest growing
television companies to your
media mix. Tribune.
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GEOGRAPHY IS THE KEY

By Ave Butensky, President, TVB

0o many advertisers, in desper-

ate pursuit of elusive “media

efficiencies” ignore this
immutable fact only to create national
campaigns and promotions thart are coun-
terproductive in terms of moving products and

building sustaining brand equity.

Black & Decker, for example, ran a national
TV campaign to promote power drills and
assigned equal weight to New York and Texas,
even though per capita sales in Texas are
approximately four times greater. Office
Depot, seduced by a huge of number of spots,
ran a national cable network schedule, even
though the chain had no presence in almost a
third of the United States, at the time.

What were these guys thinking?

Perhaps, working with limited budgets they
tried to cover all the bases. More likely, they
opted for a so-called “efficient” buy, which was
efficient only from the standpoint of the buyer ...
who only had to make one call to get things done.

No one ever has enough dollars to cover all
the bases in a textbook way. However, most
marketers understand that it is easier to get
existing customers to buy more or to buy
again than it is to develop new customers.
The conventional wisdom has thus been
that if you are on a tight budget, you target
current customers and prime prospects rather
than try to attract new customers to your
brand. The geographic corollary is ... put
your money where your business is ... NOT
where you'd like it to be.

For most of the history of mankind

geography has equaled destiny.

Fortunately, industrialization and
enlightenment have given us greater

control of our fate than ever before. Yet

even in our post-industrial service economy,
geography is still an important factor for deter-
mining how and when goods and services
change hands. Stimulating and supporting this

process is central to any advertising program.

We have the ability to use sophisticated research
to zero in on the demographics and psycho-
graphics of our customers. Let’s not forger the
critical role geography plays and the importance

of market-by-market communication.

Geographic Differences in Demand

Cordless Screw Drivers

Markets Index |
Boston 132
Washington, DC 1‘1 1_ )
Dallas 105
Houston 95
Cleveland 158
Miami 98
Pittsburgh 112
Denver 117
Milwaukee 160

Source: Simmons

(An index of 132 for Boston means that people in that area are 32%
more likely to buy the product than the average U.S. adult. An index
of 95 for Houston means that people in that area are 5% less likely to
buy the product than the average U.S. adult.)

“Let’s not forget
the critical
role geography
plays and the
importance of
market-by-market
communication.”
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A RATING IS NOT JUST A RATING

By Barry Baker, CEQ, Sinclair Communications, Inc.; Chairman, TVB Board of Directors

THE LEVEL

. .

I'VB’s new Cable Slide Rule.
For further information
or a copy, call 212-486-1111.

“When people try
and sell you
something that
uses a base that
is different from
what you have
been using, there
is the potential
for being misled.”

e all live in a world in which

we have a set of references

for whatever we do in life.
We know that a football field is 100
yards. We can picture what 100 yards rep-
resents. However, when you change the base to,

let’s say 100 meters, we get uncomfortable.

Take a practical example. If you were offered a
chance to buy a brand new car at an absolutely
great price and you were told it gets 95,040 feet
to the gallon, you might think it is really super.
I¢’s not! That figure represents only 18 miles to
the gallon. They werent using the same base that
everyone else uses. The same thing is true with
how a great deal of the cable audience is being
sold to advertisers.

The issue of a single universe for ratings is
extremely important for advertisers, agencies and
broadcasters alike. The entire community has a
history of using Total TV Households as the
universe for ratings. Now the issue is confused

by multiple universes. They are:

* Total TV Households;

* Cable Households;

* Individual Coverage or Penetration of a
particular Cable Network.

While most agencies, and a significant number of
advertisers, are sophisticated enough to look ar the
darta source for ratings information, there are still
a number of agencies, and especially advertisers,
who either do not know or understand what is
being told or sold to them.

Adding to the confusion is the press. When
quoting ratings, they do not qualify what
universe is being used. Either the provider of
the information has not sent it or, because of

space limitations or the lack of knowl-

edge of what it represents, the uni-

verse is not specified. As a result, the
impression abour television thar local
retailers and other advertisers get about
the apparent success of cable is blown entirely

out of proportion.

A local advertiser should realize that, in most
instances, no one cable system in a given mar-
ket covers the whole geography of that market.
In order to duplicate reach against any given
target audience available through a local
broadcast station, the advertiser will have to
deal with multiple cable systems within the
market thereby losing the ease, effectiveness
and efficiency of dealing with a local
broadcast station. They will still not reach

the same audience levels as delivered by an

over-the-air station.

And even then, even in basic cable, cable misses
one in three households in the United States.
While cable touts the fact that they are now at
67% coverage of the U.S., the fact is that in cable
homes, of the lion’s share of viewing, nearly 70%
is not cable programming, but programs carried
on over-the-air television stations.

Over-the-air television continues to be the driving
force for all entertainment and information
programming and viewing. Certainly there are
alternatives — many of them are good and valid.
However, they should be judged by and with the
same standards as every other television program.
In that way, advertisers can accurately measure
what they are receiving.

When people try to sell you something that uses

a base that is different from what you have been
using, there is the potential for being misled.

(6]
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SPOT TV ADVERTISERS
FIGHT FOR MARKET SHARE

By Kathy Haley

ntense competition for market share in key inventory situations in network or cable,” says
advertising categories and a greater reliance on Ron Stitt, director of marketing and promotion

“Spot or ‘market-
by-market’ TV is the
most effective way
for an advertiser to
target consumers,
because of the
tremendous variation
that exists in sales
patterns across
the country.”

geographic targeting have combined to fuel sales at Capital Cities/ABC National TV Sales.
healthy growth in national spot TV, despite
today’s slow-growth economy. “Spot or ‘market-by-market’ TV is the most

effective way for an advertiser to target consumers,”

Spending has been on the upswing this year in notes Jim Beloyianis, president of Kartz Television.
retail, movies, financial services and telephone “This is because of the tremendous variation
services, according to John Heise, president of that exists in sales patterns across the country.
Petry Television. And a growing number of mar- By trying to rely on national media such as
keters now use spot as a strategic marketing tool. network, syndication or cable, an advertiser
“Marketers are planning their spot buys, and not ~ misses a tremendous targeting opportunity.”

simply using spot as a release valve for tight —
ply g sp g

- 9 Birmingham
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Chicago
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“Rep firms are
helping to cut
back on agency
back room
paperwork by
installing a
system of
electronic data
interchange.”

Special Advertising Section

Advertisers have also realized that spot TV
offers unusually high reach in an increasingly
fragmented media marketplace. “When you
look at the top-20-rated announcements in a
given market, you will invariably find that 50
percent or more of them are locally originated,”
says Peter Ryan, president of rep firm HRP.

Along with its reach, spot offers a high degree

of efficiency, says Jack Oken, president of MMT
Sales Inc. “Spot TV allows a unique combination
of geographically, demographically and psycho-
graphically targeted media expenditure without
waste. In terms of reaching a specific audience,
spot offers the best balance of effectiveness

and efficiency.”

Spot TV’s reach and rargeting ability are so
superior, says Steve Herson, president and
general manager of TeleRep, that pure logic
would dictate that advertisers ought to consider

it their primary TV buy, planning their spot
campaigns first and following up with national
media outlays.

As advertisers invest more in national spot TV,
rep firms are helping to cut back on agency back
room paperwork by installing a system of electronic
dara interchange. In August, the reps announced
that Direct Agency Rep Exchange (DARE)

will be able to translate transmissions from

ad agencies using different communication
standards and that the reps will bear the cost

of the translation, according to Tom Olson,
president and CEO of Katz Media Group Inc.

One sign of the prospects for spot TV lies in
the very healthy market for TV stations, says
Tim McAuliff, chairman of Blair Television.
“Companies are paying some big multiples for
TV stations. They’re betting the business has a
long-term bright future.”

Source: NSI, DMA 24+

THE PARAMOUNT STATIONS GROUP
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TELEVISION ADVERTISING:
DOs AND DON’Ts

by Tom Conway, Sr. VP, Marketing, TVB

dvertisers wishing to adopt a

winning television advertising

strategy in today’s increasingly
complex media environment must

remember three basic rules:

¢ All customers are not alike.
* Psychographics, not demographics,
win the race.

* The truth will set you free.

For the most effective use of television advertising
dollars, advertisers must understand precisely
what audience they are trying to reach, how

to reach that audience, and why partnerships
between local broadcast stations and advertisers

are essential.

Use psychographics to target.
The product marketplace is becoming increasing-
ly fractionalized, and traditional demographics —
which basically look at age and sex characteristics
— are no longer the strongest research tools.
Psychographics, or defining the consumer accord-
ing to motivational attitudes and social orienta-
tion, can help you understand more clearly the
motivating factors behind the actions of your

customers, or potential customers.

Coinciding with this is the need to find out more
g

about what we call the “samurai consumer.”
About 85-90% of retail advertising falls into the

g

({3 - N ”»

price and item” category, the one-day sale, etc.
For some psychographic groups, price is not the

psy! g

motivating factor. The “samurai consumer” is

leary of advertising, having been turned off by

poor setvice, uninformed salespeople

and other bad business practices.

The solution? When advertising on
television, tell the truth and deliver on

the message rhat you ar¢ imparting.

Measure results in context.
TV advertising has a separate measure of success
than print. There is much more to the equation
than simply how much is being sold. Other
factors, such as image awareness, positioning
and the creation of a solid brand are all integral
elements to any campaign. The key thing to
remember about Spot TV advertising is its effec-
tiveness in conveying that image and its ability

to connect the advertiser to the local community.

Forge local links.
Advertisers should forge a strong relationship
with their local stations. When planning a cam-
paign, discuss in advance with your local station
what you're trying to accomplish. Advertisers
that have good relationships with stations may
end up getting preferential treatment. Also, the
term “value-added” to a station doesnt mean
providing free elements to the retailer; it means
that the retailer is willing to invest in that station
to achieve what should be considered mutual
objectives, from the research phase onward.

* Look at the Big Picture.

* Be as prepared as you possibly can be.

* Say what you want to say.

* Mean every word. Television advertising can
be as rewarding as you make it.

“Psychographics
can help you
understand
more clearly
the motivating
factors behind
the actions of
your customers,
or potential
customers.”
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Dealer Advertising

Expenditures by Media
Percent of Total

MEDIA 1985 1995
Newspaper 56.7% 53.9%
Radio 21.8% 16.9%
Television 14.0% 16.0%
All others 7.5% 13.2%
Total Dealer Advertising For all Media |
1985 $2.8 Billion
19952 $4.7 Billion |

Source: National Ausomobile Dealers Association

“The strong
relationship
between dealers
and television
is expected
to continue.”

Special Advertising Section

NEW-CAR DEALERSHIPS FACE
SWEEPING CHANGES

by John Peterson, President, National Automobile Dealers Association,
& President, Peterson Pontiac-GMC Inc.

ike television, the retail automobile
L industry has been changing faster

in the past year than at any other
time in its history. Fierce competition,
tough new demands on dealerships and
the emergence of mass merchandisers are
but a few of the sweeping changes that are rapid-
ly transforming franchised new-car dealerships and
their relationship with media.

The good news is that, for the fourth year in a row,
the nation’s franchised new-car dealers increased
advertising outlays. Dealers spent $4.7 billion in
advertising last year, with television advertising
accounting for 16 percent of the total, up from

14 percent in 1985. The strong relationship
between dealers and television is expected to
continue. However, dealers will be keeping a
sharp eye on all expenses in the future, and com-
petition for dealer ad dollars will remain brutal,
particularly from fast-growing direct-mail firms
and Internet pioneers. To meet these challenges,
television stations should be aware of the trends

shaping the retail automotive business.

Sales and affordability. New-vehicle sales are off to
a surprisingly good start this year, led by hot light-
truck sales that now make up more than 40 percent
of total sales. But with the average new-vehicle
transaction price now over $21,400, compared to
less than $13,000 just 10 years ago, the National
Automobile Dealers Association predicts that afford-
ability problems will keep new-vehicle sales relatively

flat through the rest of the decade.

Leasing and used cars. High new-vehicle prices
have created a booming market for leasing and used
cars. With lower monthly payments and attractive
manufacturer incentives, more than 4 million units

12)

were leased by individuals last year. Thar
represents nearly 30 percent of rerail
new-vehicle sales — up from less than
5 percent in 1983. More growth is
expected, and it’s not hard to see why a
large percentage of television advertising
now includes lease rates for new cars and trucks.

Used-car advertising by new-car dealers. Once
dominated by newspapers, it is also becoming
increasingly common on television. That is because
new-car dealers sold a record 18.5 million used cars
in 1995, compared to only 14.8 million new vehicles.
And with all the off-lease and next-to-new fleet cars
coming back now, this market is also expected to
keep growing.

Mass merchandisers. The boom in used-car sales
has attracted mass merchandisers, such as CarMax, a
division of Circuit City, and a host of national used-
car “superstore” chains. Despite media stories to the
contrary, new-car dealers have responded aggressive-
ly to this new competition, adopting many of the
same marketing techniques — more customer-
friendly, no-pressure selling, stocking a large selec-
tion of vehicles and more computer technology.
Dealers are also using more aggressive pricing and
advertising, and putting more emphasis on product

knowledge and long-term customer relationships.

As we celebrate this industry’s centennial anniversary
this year, the franchised dealer system is alive and
well and evolving with the times. Yes, the business is
changing. But, as history has repeatedly proven,
nothing is more effective in satisfying customers
than the system of individual dealer entrepreneurs.
Our challenge — dealers’ and advertisers’ — is to
convert this change into opportunity.
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“Local stations
should provide
the advertiser with
the best possible
combination of
programming
and exceptionally
talented sales
executives who
understand the
advertiser’s goals
and how to
accomplish them.”

Special Advertising Section

MERGERS OR MAYHEM

By Joseph C. Tirinato, Senior Vice President, Strategic Planning, TVB

lliances and Mergers. These
A industry buzz words for the

past two years have now
become suspect according to several
Wall Street articles. The much bally-
hooed Time Warner-Turner Broadcasting
merger, scrutinized by the FTC and the FCC, has
finally been approved. However, these approvals
carry certain restrictions on some of the partici-
pants, presumably to protect other broadcast com-
panies from unfair competition.

With the new telecommunications bill, and the
ownership cap raised to 35%, this “Bigger is
Better” attitude has spilled over into the station
acquisition arena with the recent consolidations
of CBS & Westinghouse, Gannett &
Multimedia, River City & Sinclair and Tribune
& Renaissance.

According to financial analyst John Dutie, “as of
June, 1996, the stock prices of the big four media
companies have stayed flat all year, while
investors wait for evidence that their acquisitions
will prove successful.” This was followed by a July
headline in The Wall Street Journal that pro-
claimed, “Entertainment Industry Outlook is a
Tearjerker.” The author commented that, “Most
of the big entertainment mergers were based on
the theory that growth would come if companies
could control both programming and distribu-
tion.” To paraphrase the article further, owning
distribution doesn't seem as crucial now that
phone companies, DBS and the Internet are
siphoning off viewer time for all television and
may very soon start grabbing advertisers as well.

Since TVB is the voice of Spot Television, our
mission is to aggressively pursue the growth of the
$17 billion in National and Local Spot revenue.

These consolidations, along with the

growth of cable and direct-to-home

satellite broadcast (DTH), can only
increase the competition for these dollars.
Whether it is Disney/ABC on an interna-
tional scale, Westinghouse/CBS on a national
scale or Fox/New World and Tribune/Renaissance
on a local level, these giants will most certainly go
after the advertiser dollars that are currently being

spent in Spot Television.

It is not just a fear, but a reality that the future
control of all broadcasting will probably be
consolidated among a few major companies.
Norman Lear, in a recent USA Today article, said,
“We may soon only have three or four humon-
gous, homogeneous funnels through which all
news and information and entertainment will
pass — with little support for localism, diversity
of programming or robust free speech.”

Local stations must be more aggressive and inno-
vative than ever in order to protect their local
franchise. They should provide the advertiser with
the best possible combination of programming and
exceptionally talented sales executives who under-
stand the advertiser’s goals and how to accomplish
them. TVB, on behalf of its member stations, has
been at the forefront of these issues in emphasizing
the need to Control Our Own Destinies. We must
seize the initiative now to become as thorough

and competent as possible in order for the adver-
tiser to continue to use Spot Television as the single
most effective method of building customer
brand loyalty.

Is Bigger Better?...
Who knows? There may come a day when
TVB/NAB/CAB/ASTAJAAAA/ANA/MPA, etc.,

merge to become one voice for the entire industry.
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ADD MANEUVERABILITY
TO YOUR MARKETING PLAN

by Tim Cornillie, VP, National Marketing, TVB

10 defond against the Spanish You should choose to take advantage of

Armada, the British relied on &«

Teet o, less than half as many ships —
each o which was much smaller than
the imposing Spanish galleons.

But they destroyed the invincible Armada

because the British ships were ri0re maneuverable
and they knew the local waters

this powerful opportunity. Here are
some good reasons why...

1. You Buy Network TV Upfront

Among national advertisers, the tempration to
buy the vast majority of each year’s advertising
weight in the upfront market is hard to resist.

ocal Television Stations have many more It seems to be cheaper, and since more than
commercial opportunities than networks one-half of all network inventory is sold in the
and know how to comm inicate with upfron, it’s hard not to participate.

their viewers. Using their specialized market

knowledge is a strategy called “Localism”. —_

INFOMERCIALS are important

“Local Television
Stations have
many more com-
mercial opportuni-
ties than networks
and know how to
communicate with
their viewers.”

in any advertising campaign. Just ask...

American Express ¢ Apple LS 3 Procter & Gamble ® Sears
Lexus © HBO » Volkswagen P ~ g ol Fidelity Investments
Black & Decker o Mattel i 3 £ - Toyota ® GTE * Nissan
Ford e Philips Flectronics Sl x Mereedes @ Chrysler ¢ Volvo
YISA @ Microsoft  GM | yo— 0 Buick * Magnavox

Now in 40 Mllll()ll U S Homes

1-800-572-9766

For Information on The Network of Infomercials

A Service of

Paxson Communications Corporation

P22 601 Clearwater Park Road * West Palm Beach, Florida 33401
@Y American Stock Exchange Symbol PXN ¢ hitp //www paxson.com

#@:;*




“The truth is that
cable audiences
are often too
small even to
be measured
accurately. If you
want reach
and frequency,
you need the
‘big guns’ of
Spot Television.”

Special Advertising Section

But, you're making a commitment up to a year in
advance for media bought solely against broad
demographic targets. It’s like setting a course for
battle, with no allowances to respond to your
competitions maneuvers. Consumers are moving

targets. You need good aim and good timing,

2. You Rely on Cable TV

In 18th and 19th century sea battles, crews used to
fire “grape shot” at each other — shells packed with
hundreds of tiny pellets. While they harassed the
crews on opposing warships, they didnt sink any
ships. To sink ships, you must fire broadsides. The
truth is thar cable audiences are often too small even
to be measured accurately. If you want reach and

frequency, you need the ‘big guns’ of Spot Television.
3. Your Business is Highly Competitive
Competitive environments dramatically change

from market to market. Price sensitivity, competi-
tive market presence, seasonality and regional sen-

2.7

— s

sibilities often dictate when products should be
sold, and how the customer must be persuaded.
Using national advertising alone invites local
competitors to pick your marketing plan aparr.
Market-by-market advertising gives you tactical
flexibilicy.

4. You Have Key Territories
What markets must you defend to protect the
majority of your distribution? Oftentimes,
increased advertising presence is a “barrier to entry”
to new or increased competition. Spot Television
allows you to demonstrate your marketing muscle

where you need it most.

5. A 1/3 Solution
There are many more ways Spot Television can
increase your competitiveness. And that’s why
TVB recommends, for many advertiser categories,
that one-third of your total marketing budger
should be in Spor Television.

Nielsen MediaResearch

EAPERIENCE © COMBMITMENT o INNOVATION

PARTIERSHIP

Nielsen Media Research Salutes
the Power of Spot Television
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LOCAL TV STATIONS
FIND “NET” WORKS

by Laureen Miles

emember a few years ago when seemingly
every business was rushing into cyber-
space? Most of the newcomers were
unsure of what to do with this new medium,
or even if there was a benefit to being there.
The motivation that propelled this was fear;
no one wanted to be stranded in the 20th century
as their competitors motored along the infor-

mation superhighway into the 21st.

Local television stations were no exception. Many
created sites designed primarily for promotional
purposes. Most of these stations also had the
long-term goal of attracting advertisers. It was the
perfect fit. As media outlets themselves, stations
had boatloads of “content” — the big buzzword at
the dme. And with that content theyd soon be
attracting the computer-savvy, educated segments

of their audience to their sites.

For many of the first stations to arrive on the
Internet, those aspirations are now coming to
fruition. Stations have learned how to remake
that content — most of which comes from their
news departments — for this new medium.
Now TV station sites offer surfers on the
World Wide Web more than just a rehash of
last night’s newscast. Stations with a presence
on the Internet now strive to be community
resources. As a media outlet thar lives and
breathes the local scene, after all, who better

to serve as a hub for community interaction?

KCBS in Los Angeles (www. KCBS2.com) is a
perfect example. Its site offers Los Angelenos a
vast array of information about their hometown,

such as guides to beaches, festivals, theaters,

museums and bars. Additionally, people can
check out the more traditional TV fare: local
news, sports and weather. Though the station
has had a Web site since 1995, it’s just now
moving to the next level: increased advertiser
involvement. The station now offers a variety
of added-value programs for advertisers that

are interested in the potential of new media.

Just as KCBS has done, stations across the
country are improving their content in cyber-
space — and making their Web sites more adver-
tiser friendly. Sponsorship of a section of a site
or a banner advertisement as added-value in a
regular media buy are popular approaches.
Contests on station Web sites that can meld
the interests of stations and advertisers is another
promotional tool. Another concept is local
yellow pages, in which hotels, restaurants and
other businesses are listed.

Finally, advertisers can place so-called hyperlinks
in a station’s Web content that allows consumers
to electronically hop from the station’s site to
the advertiser’s. This tool can be a great benefit
to advertisers because a TV station’s Web site —
which can function as a community resource —
is likely to attract more people than an advertiser’s
stand-alone site. The station and the advertiser
may have collaborated on building the advertiser’s
site, and may share in the profits, or the advertiser

may have built it on its own.

When it comes to TV stations presence in the
new-media frontier, the future is now. And
judging from the progress stations have made
so far, that future looks very bright.

“Now TV station
sites offer surfers
on the World Wide

Web more than just

a rehash of last

night’s newscast.”



TV ADVERTISING
IMPROVED STORE
PERCEPTIONS &
REINFORCED THE
IMAGE OF CARSONS
AS A STORE FOR
PROFESSIONAL ATTIRE.

Q. Which of the
following words

or phrases would
you use to describe
Carson Pirie Scott
Department Stores?

pre  post
n=403 n=401

Sophisticated

INTENT TO SHOP AT
CARSONS FOR BUSINESS
ATTIRE INCREASED, WHILE
SCORES FOR THEIR KEY
COMPETITORS DECREASED.

Q. How likely are
you to shop for busi-
ness attire in each of
the following stores in
the next 3 months?

Special Advertising Section

CASE STUDY:

The Carson Pirie Scott & Co.
TV Impact Study — New Marketing Paradigm

choice for fashion-oriented retailers. The

conventional wisdom from the downtown
shopping corridors to the megamalls has been
that newspapers, free standing circulars or
glossy magazines are the venue for displaying
merchandise and generating store traffic. One of
the many methods TVB uses to dispute this

T elevision advertising has rarely been the

myth is through Television Impact Studies,
which have helped to strengthen television’s
position in the retail industry.

As a member of TVB’s Television Retail
Advisory Commirttee (TRAC) — a committee
comprised of retail, agency and television station
executives formed to strengthen the relationships
between the industries — Ed Carroll Jr., executive
vp, sales promotion and marketing for Carson
Pirie Scott & Co., was aware of past successes
with TVB’s Television Impact Studies. In an
Impact Study, goals are determined by the
retailer, and TVB designs a study to measure
whether these goals are achieved.

After emerging from Chapter 11, three years
ago, Carson Pirie Scott & Co. felt that the time
was appropriate to re-establish their image with
customers and build customer loyalty. Their
objective was to make their store a destination
for something other than price. Carsons felt
that it was an excellent opportunity to measure
the effectiveness of television and partnered
with TVB to conduct a test of their own.

“TV has become an integral part of our
marketing plan because it has the ability to
powerfully convey our message,” said Mr. Carroll.
“But we, like other major retailers, needed to
understand how best to use the medium in order
to build share of market and share of mind.”

Mr. Carroll was aware of the need to create a
partnership with TV broadcasters that not only
could solve the problems at hand, but that
could blossom into an on-going relationship

in the key markets where Carsons does business
and, over time, provide print-oriented retail
merchants with the information and tactics
they need to use TV advertising to their

best advantage.

By selecting September for the test campaign,
the store capitalized on the “back-to-work”
attitudes in their key markets, Chicago and
Milwaukee. TVB organized member stations in
both markets to assist in executing the TV ad
campaign and the pre- and post- awareness
studies. WBBM, WGN, WISN, WITI, WLS,
WMAQ and WTM] funded the test. A deci-
sion was made to concentrate on a category of
merchandise for one week at a time to test TV's
image-making and traffic-building capabilities.
Each week Carsons aired 300 TRPs in Chicago

and in Milwaukee.

TVB also formed a partnership with
Laughlin/Constable, the advertising agency
for Carsons, to understand and achieve the
store’s objectives. In this case, the agency,
the client and the broadcasters shifted the

—

OFFER BOX

The Television Bureau of Advertising offers
free marketing consultation to companies
interested in using broadcast TV advertising.
For information, or to see if your company
qualifies, call Tom Conway, Senior Vice
President, Marketing, at 770-978-8260.
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conventional adversarial paradigm. They worked
as partners focused on designing a fair and
reasonable test which could obmin the desired
results. These objectives were stated as follows:

* To increase the percentage of customers that
believe Carsons offers a superior
shopping experience.

* To increase sales revenue for Men’s Better
Sportswear, Misses’ Better Sportswear and
Petites with profitable margins.

Beta Research Corporation, a leading marketing
rescarch company, was hired to establish base-
line awareness and to measure the effects of
advertising. They conducted 200 pre- and 200
post- random dial phone surveys in each market.

The perceptual research results of this partnership
were positive. Awareness of ads for business
attire on TV increased. More importantly,
consumers’ intention to shop at Carsons for

business attire increased, while scores for key
competitors dropped. TV advertising improved
consumers’ perception of Carsons as classy
(+8%), sophisticated (+9%) and suitable for
well dressed professionals (+4%).

Best of all, by applying TV advertising to the
media mix, Carsons saw a huge spike in business.
For Men’s Better Sportswear, sales in Chicago
were up 35% and up 92% in Milwaukee.
Misses’ Better Sportswear sales jumped 40% in
Chicago and 45% in Milwaukee. Petites sales
skyrocketed by 122% in both Chicago and
Milwaukee. These increases were much stronger
than other markets that had print-only programs.

AN INCREASE IN SALES
REINFORCED THE RESULTS
OF THE TEST:

CHICAGO

Men’s Better Sportswear

week ending 9/16

Misses’ Better Sportswear
week ending 9/23

+122% 1] +122%

CHICAGO

Petites
week ending 9/23

C OO TELEVISION STATIONS

BROADCASTING

Market Leaders in:

e News Performance

Advertiser Support

Local Programming

Creative Sales Campaigns

Innovative Media Solutions

Customer Service

Represented nationally by 'lﬁll‘_'!]
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Dayton
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Orlando
New Orleans
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Television stations owned or managed by Cox:
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El Paso
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CHANNEL 8
EL PASOLAS CRUCES
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San Francisco
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KTVU/FOX



WHAT DO YOU SAY TO THE BIGGEST NAMES AND THE BRIGHTEST STARS OF THE SEASON?

WELGOME HOME.

Bill Cosby Phylicia Rashad COSBY Ted Danson Mary Steenburgen INK Gerald McRaney PROMISED LAND
Rhea P