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WATCH OUT SANTA...
HERE COME THE KIDS.

And they've put together the
perfect Christmas special—
one that's filled with music,
laughter and the spirit of the
Holiday season.

Just imagine a delightful
group of kids dressing like
| famous recording artists and
lip-synching and dancing to
popular rock versions of their
favorite Christmas songs.
Add to that one of Holly-
wood's brightest young
performers—Christopher
Atkins—as host, and you've
got a first run, half-hour
Christmas special the ent're
| family will love.

| PUTTIN'ON

THE KIDS
CHRISTMAS
) SPECIAL

A Chris Bearde Production
in association with
the dick clark company, inc.

Advertiser-Supported
Programming from

MCATV

Host Christopher Atkins ' . . Advertiser Sales:
and “Friend”’ ' (212) 605-2720
(312) 337-1100
Station Clearances:
(212) 605-2786

€ 1985 Unwversal City Studios Inc -~ All nighrs reserved
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Publisher’s Letter
e

Impact of co-production pacts
to be felt in next year’s schedules

LONDON

The syndication business in the U.S., according to the latest TV/RADIO

AGE estimate, will gross approximately $1.2 billion in 1985. This does
not include barter, which is very difficult to estimate.

In the international marketplace, the total amount of programming sales
worldwide amounts to $600 million. Of this, 10 per cent, or $60 million, is
grossed primarily by the British program distributors. About 5 per cent, or
$30 million, is racked up by the other English speaking programming from
Canada and Australia. Animation, primarily co-production deals with
American companies, is increasing rapidly.

The results of co-production arrangements with the British companies
will be very much in evidence in the program schedules for next year. One
of the most successful of these is Dempsey & Makepeace, an action-
adventure series currently on the air and co-produced by Tribune Enter-
tainment and London Weekend. The formula on this type of series is to
have one British and one American lead. The show is getting acceptable
ratings in both America and Britain. It is getting interesting reviews across
the country. As Mark Dawidziak of the Knight-Ridder News Service ob-
served, “The new wrinkle is that Dempsey is an American [Michael Bran-
don] and Makepeace is British [Glynis Barber]. What we have are two
sleuths, each embodying the prevailing image of a country. Dempsey is
brash, courageous, impulsive, tough, cocky, fun-loving and brutally frank.
In other words, a red-white-and-blue hero. Makepeace is refined, patient,
more cautious, tenacious, well-educated and reserved—bloody good, stiff
upper lip, carry on and all that rot. It’s a real clash of cultures. Veddy
cultivated Londoner meets street-wise Noo Yawkuh. They differ in back-
grounds, approaches, temperaments and methods. They’ve got to make a
great team.”

Recent co-productions or those ready for release include: Mussolini:
Decline and Fall of Il Duce, RAI-Italy and HBO-U.S.; Murrow, which is
produced by Titus Production-London and HBO-U.S.; Fortress, Crawford
Productions-Australia and HBO-U.S.; Reach For the Sky, John Gau Pro-
ductions-U.K.; Night Heat,Grasso-Jacobson Productions with RSL,Cana-
da for CBS. Also, London Films-NBC, John and Yoko: A Love Story; BBC-
U.K. and Fremantle, Reckless Disregard; Fremantle has also co-produced
with CTV and Scottish TV The Campbells for CBN and is also co-
producing the sci-fi series, the Tripods, with the BBC for international
sale. Others: Telepictures-U.S. and TVS-U.K., Strong Medicine;
MGM/UA, Cinecitta, NBC—The Golden Crew. This is by no means a
complete list, but it gives some idea of the tremendous amount of activity.

During the next season, there will be a large increase in Canadian co-
production. There will also be additional shows co-produced in England by
BBC, TVS, Central. There are also some co-production deals pending with
Beta Films in Germany.

Barbara Taylor Bradford’s Hold The Dream, which is a sequel to the
miniseries, Woman of Substance, is being produced for Operation Prime
Time and will be ready for release next month. OPT has said that in the
future most of its miniseries will be produced in Britain.

The presence of cable—HBO and Showtime—has given the British
production companies an additional window. For example, Showtime is
currently producing Tender is the Night with the BBC. Economics are
playing a major factor in the increase of co-production. As one U.S. pro-
gram buyer said, “The co-production deals give excellent production val-
ues as well as lower cost.”

Aoy lhact
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GIVE IT A DECENT TIME SLOT.
IT DELIVERS
A WHALE OF AN AUDIENCE.

Based on 50% of rated markets, source
February 1985 Arbitron, Wild Kingdom
delivers a 97 rating, 257 share.

To put this kind of pull on vour station call
Hal Davis 402-397-8660 or Bob Aaron
804-481-4727.

OF OMAHA’S
WILD KINGDOM
Co-stoaring Wi Parkims

end Jim Fowder

'World Radio Histo
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Letters

Cable’s audience

Based on the first sentence alone,
Charles Abrams’ comments in the
September 30 issue (*‘Don’t misinter-
pret cable’s gains”) deserved to be
headed Media Sophist rather than
Media Professional. (Abrams is vice
president, director of media, at Daw-
son, Johns & Black, Chicago.)

[t sets the tone for some simplistic,
misleading generalizations that follow.
Mr. Abrams says that cable’s growth
to nearly 50 per cent penetration
“does not mean that 50 per cent of the
viewers who watch television are
watching cable programs.” Of course
not, any more than it would be proper
to say that broadcast network affili-
ates, available in more than 90 per
cent of all households, have a 90-plus
share of total viewing.

What Mr. Abrams is implying here,
and throughout the article, is that
viewership to cable programming is
insignificant, so much so that he says
there is “little reason for national ad-
vertisers to make special efforts to
reach cable viewers .. .”

It is hard to imagine anyone making

that statement given the vast amount
of data now available documenting the
dramatic growth in audiences being
enjoyed by cable programming. Forty-
seven per cent of America’s television
households will pay $9 billion this year
for cable television service. The over-
whelming majority of these subscrib-
ers have brought cable into their
homes for more programming choice.

Cable cume. Mr. Abrams claims this
choice is not being exercised to any
significant degree, with cable sub-
scribers instead choosing to stay with
traditional broadcast network televi-
sion. Not true. Nielsen data show that
the weekly cume of cable program-
ming is nearly 100 per cent in cable
households. Advertising-supported
cable’s weekly cume alone is almost 90
per cent. In all cable households on a
total-day basis, cable programming
now has a 35 share, while in those ca-
ble households with a pay service, cab-
le’s share rises to 41. In August, cable’s
share reached 46, one point higher
than that of the broadcast network af-
filiates.

One wonders whether Mr. Abrams
has seen these figures, since his firm is
not listed among the subscribers to
Nielsen’s NTI Reports. This lack of
information may also explain Mr.

e e
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Abrams’ misstatement that “most”
cable subscribers who are watching ca-
ble are viewing advertising-free pay
services. In fact, advertising-support-
ed cable has a 24 share of viewership
in all cable households against an 11
share by the pay services. Even within
the universe of only those cable house-
holds with a pay service, advertising-
supported networks outdistance the
pay offerings by a 24 to 17 share.

Finally, Mr. Abrams acknowledges
cable’s superior demographics but
then totally ignores the fact that off-
air television underdelivers cable
households. They now represent over
half the buying power in the country
and are disproportionately better con-
sumers of most products and services.
We would be happy to share with Mr.
Abrams our newly-published series of
case studies which demonstrate that
the inclusion of cable in a media plan
can dramatically improve the buying
power of a television budget by in-
creasing advertising weight in the
more affluent cable households.

Case studies. Here’s one example. An
analysis of a sports car advertiser’s
broadcast -only schedule showed un-
derdelivery in cable households, which
are 24 per cent more likely than the
national average to purchase this ad-
vertiser’s product. By shifting 23 per
cent of the original broadcast budget
to cable, the advertiser was able to
show a 73 per cent gain in GRPs in ca-
ble households, plus increases of 16
per cent in four-week reach, 48 per
cent in average frequency and 83 per
cent in effective reach. Overall cost-ef-
ficiency improved 20 per cent.
Another case study showed that
consumption of a specific package
goods product was 11 per cent higher
in cable households than the national
average. A 17 per cent budget alloca-
tion to cable corrected underdelivery
by increasing GRP’s by 37 per cent in
cable households, four-week reach 22
per cent, average frequency 11 per
cent and effective reach 38 per cent.
With the rapid growth in the avail-
ability of information needed by agen-
cies to evaluate cable’s place in the
media mix, it is difficult and requires
a dedicated effort to keep current with
the aforementioned facts. However, it
is important for media professionals
who want to get the most effectiveness
out of their television budgets—and
speak knowledgeably on the sub-
ject—to study this information betore
forming opinions and making deci-
sions based on yesterday’s data.
ROBERT H. ALTER
President,
Cabletelevision Advertising Bureau
New York
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The anatomy of a relationship.
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Price Communications Corporation

Series B Convertible Preferred Stock
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Corpe
wath thux transaction.

Price Communications Corporation
has acquired
The New York Law
Publishing Company |

Juls. 1945 J

of v ineor fe

ne oo

Price Communications Corporation
ha:: aoquired
WIBA-AM/FM

(Madison, Wi)
Srom
Des Maines Register
& Tribune Company

Awgrest. 1985

Price Communications Corporation
has acquired

WNIC-AM/FM

{Detroit, MI)
Jrom

Josephson International Inc

Augunt, 1985

I

Morgan Stanley actes
Pare Communteations Co;

nanria! adrisor te
t10m tn thin transarfion

Price Communications Corporation
has acquired

The Daily and Sunday Register
(Red Bank/Monmouth County, New Jersey}
and

The Ocean County Reporter

Jrum

Cupital Cities Communications. Inc.

September 1, 1985

Thi' amnouncoment appears ux a mattee of record only.

Morgan Stanley arranced for the private
plucement uf thy xe xerurifun,

$5,000.000
Price Communications Corporation
Series E Convertible Preferred Stock

September 9, 1915

All of thene Securitien have been sold. Thus ansounconent
appears as a mattre [ revord only

$125,000,000
Price Communications Corporation
14%% Subordinated Debentures Due 2000

September 12, 1985

A of these Securrtien have been old This annuuncrment
appears as a malier of record only.

520,000,000

Price Communications Corporation

Zero Coupon Subordinated Notes Due 1990

September 12, 1945 J

We developed our Communications Group to help our clients develop.

MORGAN STANLEY
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Sidelights

Goodbye, Pittsburgh

Having acquired its way into becoming
one of the top broadcast groups, Hearst
Broadcasting has become too big for
Pittsburgh—or at least too significant
to its parent company to be that far
from the fold.

So, according to John Conomikes,
vice president of Hearst Corp. and gen-
eral manager of broadcasting, the
broadcast operation is preparing for a
move to Hearst headquarters at 959
Eighth Ave. in New York.

Conomikes reports the move will
take place between May and August of
next year. “With our expansion of sta-

John Conomikes, Hearst general
manager of broadcasting, is preparing
to pack up for a New York move.

tion ownership,” he explains, “we find
it difficult to conduct business without
being there. We're the only major
group in the company not headquar-
tered in New York.”

Among those planning to move with
Conomikes are Mickey Hooten, general
manager of TV; Fred Young, director of
broadcast operations; Jack Shenkan,
director of sales and marketing; and
James Snyder, business manager.

Media buyer mobility

Agency media department people who
complain about lack of opportunity
might take a look at the list of 10 nomi-
nees for the board of directors of the
newly merging ID’Arcy Masius Benton
& Bowles. With five each nominated
from D’Arcy-MacManus & Masius and
from Benton & Bowles, three from the
latter agency came up through the me-
dia department.

George Simko, now president of the
DMB&B Diversified Companies D:vi-

sion, joined B&B as a media buyer in

1960. His last pure media job was vice
president, director of media manage-
ment from 1970 to 1976, at which time
he became a group executive oversee-
ing media.

Another nominee is Michael Moore,
who was Simko’s immediate successor
as director of media management. He
started at the agency as an assistant
media buyer in 1962. In 1982, Moore
became a group executive, overseeing
media, programming, research, promo-
tion, office management and Telecom
Entertainment. His current title is cor-
porate media director/USA.

Bern Kanner started at B&B in 1952
as a media department trainee and
went through virtually every phase of
the media department before hecom-
ing director of media management in
1966.

In July 1970 he moved into account
management. He’s currently executive
vice president of the International Di-
vision.

None of the nominees from DM&M
have media backgrounds.

Connecticut’s own

Just one year short of his 50th anniver-
sary in the broadcast industry and with
WTIC Hartford, announcer Bob Steele
has received the Distinguished Service
Award of the Connecticut Broadcast-
ers Association, the first such award
given out since 1980. Steele has long
lost the Missouri accent he was told to
lose when he became a junior announc-
er for the station on October 1, 1936,
and The Bob Steele Show is now the
longest running morning personality
program in the nation, with an audi-
ence of over 1 million.

Before beginning his announcing ca-
reer with the station, Steele had
bounced around in such diverse pur-

award from Michael Hanson, ., pres.,
Connecticut Broadcasters Associa-
tion, with Connecticut Gov. William
O'Neill joining in.

suits as being an unsuccessful amateur
boxer, a restaurant owner and a Holly-
wood stunt motorcycle rider. Announc-
ing motorcycle races was Steele’s only
related experience when he joined the
station.

His current program, running for 42
years, offers a mixture of music, news,
weather and down-home humor.

Over 150 CBA members and special
guests, including Connecticut Gover-
nor William O’Neill attended the spe-
cial luncheon award ceremony for
Steele at CBA’s 30th annual confer-
ence.

The meaning of ‘Dallas’

If J. R. doesn’t look Jewish, it’s just as
well for the large number of Israelis
who religiously watch the show but per-
ceive it in terms of their own values.
Concerned with what foreigners can
get out of a show that is thoroughly
American, complex in its relationships
between characters, and contains a
great deal of dialogue with little self-
explanatory action, a University of
Southern California communications
analyst decided to get some answers.

Elihu Katz, professor at USC’s An-
nenberg School of Communications
and also a professor at the Hebrew Uni-
versity of Jerusalem, assembled 50 fo-
cus groups of three couples each to
watch an episode where J. R. loses cus-
tody of his son to Sue Ellen, who has
left him to live with her lover, Dusty.
They were chosen from four diverse
ethnic groups in Israel and a non-eth-
nic sample of Americans in Los Angeles
—all lower middle class.

One of these groups, Moroccan Jews,
tended to see the problems on the show
stemming from the characters’ lack of
religious tradition.

For example, a Moroccan named
Machluf asserted, I'm a Jew who wears
a skullcap, and I learned from this se-
ries to say, ‘Happy is our lot, goodly is
our fate’ that we are Jewish.

“All that stuff about J. R. and his
baby, who has maybe four or five fa-
thers, who knows? And the mother is
Sue Ellen, of course, and the brother of
Pam left . .. maybe he's the father .. .”

“American viewers took the whole
thing {ar less seriously than the Israe-
lis,” Katz says. “When they did put
themselves in the place of the charac-
ters, they were more playful about try-
ing on the roles.

“The Israeli viewers from all four
ethnic groups tended to use the show as
a jumping-off point for discussing uni-
versal questions and issues that affect-
ed their own lives. For several of the
couples, watching the show triggered
arguments about the role of women and
sparked serious bouts of soul-searching
about moral issues.”

A major conclusion of the study,
though, is that foreign viewers are not
passively accepting the values and
messages of American television pro-
grams.

16
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THE CELTICS HAVE
A NEW NUMBER

NICE MOVE QeLTICS!

WLVI-TV 56 is The Boston Celtics"home away from home, broadcasting more
road games than ever before. Join Bob €ousy and Gil Santos for ail the action
on the new home of The Boston Celtics, WLVI-TV 56. Nice Move Ceitics!

WLVITVSE




Tele-scope

Users see Megabase, Micro
giving sample size benefits

Considering the information explosion promised by
A. C. Nielsen through expansion of its Megabase and
Micro services, the applause of both buyers and sell-
ers stems primarily from the fact that the accessible
information in these systems will be based on much
larger viewer samples than are today’s ratings.

If Nielsen’s validation tests of its people meter pan
out, the plan is to have a 2,700 sample in place by
September, 1987, and, by September, 1988, “a gross
people meter sample in excess of 6,000 households,
and an effective sample size of about 4,600 house-
holds.”

Regarding actual utility of the data flood promised,
Fred Brandt, vice president, director, media informa-
tion and analysis at Ted Bates, says the industry
won’t know whether it really needs services like Me-
gabase “until Nielsen actually produces the informa-
tion and we get a chance to try it out. But we do need
larger sample sizes because more advertisers today
want to target smaller demographic cells than we can
do with accuracy. And we also need 52 weeks of audi-
ence composition data instead of the 38 weeks we
now have to settle for.”

At ABC, Marvin Mord, vice president, marketing
and research services, says the additional data “will
be useful to anyone with the computer capacity to
massage it. The networks, big advertisers and big
agencies have it. And the networks will do it as a ser-
vice to the smaller advertisers and agencies that
don’t have it. And in many cases where a data user
needs to get more specific, the information will be
available on a special analysis basis, so there’s no
need to keep all of it on line all the time.”

At SSC&B, Larry Roslow, vice president, director
of media research observes, “After years of foot-drag-
ging, we finally appear to be on the threshold of hav-
ing all the information we’ve been asking for for so
long, all automated and on line, and from sample
sizes several times the size of what we’ve been living
with.”

On the other hand, cautions Roslow, “All we have
to do is look at how parts of the computer business
are floundering around to see how quickly great ex-
pectations for great technical leaps forward can evap-
orate into disappointment, and how a lot of things
can go wrong and upset everybody’s timetables.”

Combined information. David Poltrack, vice presi-
dent, CBS Broadcast Group, says that with increased
sample sizes, combined with information from ser-
vices like BehaviorScan, ERIM or ScanAmerica that
correlate product purchase with viewing behavior,
“We could expect to see more informed media buys,
We could expect to see 100 advertisers, who among
them currently use five different criteria for buying
television time, be in a position to use 100 different
criteria.”

Poltrack adds that the capability that such a level
of sophistication in buying could give to advertisers
“could represent a significant challenge to the net-
works in analyzing how best to position their pro-
gramming to meet the new advertiser needs that may
surface from all this.”

But Poltrack also points out, “There will probably
be checkpoints along the road to this new capability.
At certain stages, advertisers are likely to keep asking
themselves, ‘What is the value of additional informa-
tion?’ That is, assuming there will be this vast data-
base of more accurate information on finer audience
segments, at what point will the additional sophisti-
cation of his buying more than pay, in terms of addi-
tional profit on increased product sales, for the in-
creased cost of the computer time, software and man-
power required to analyze the results?”

Interpublic worldwide shift

One of the Interpublic Group of Companies’ three
worldwide agency networks would turn over its inter-
national operations to a new entity in a deal Inter-
public is discussing with the Lowe Howard-Spink
holding company. Marschalk Campbell-Ewald
Worldwide would be merged into a new combine
called Lowe Marschalk Worldwide, based in London.
It would be the third worldwide agency network,
along with McCann-Erickson Worldwide and
SSC&B: Lintas Worldwide.

Interpublic would transfer its interests in the
Campbell-Ewald agencies in Europe, Canada and
Australia and a minority interest in The Marschalk
Co. to Lowe Howard-Spink in exchange for stock in
the holding company that would make Interpublic
the largest shareholder. Campbell-Ewald would re-
main a wholly owned Interpublic agency, using the
new network as its international arm.

According to Eugene P. Beard, Interpublic vice
president of finance and operations, no displacement
of management personnel is involved. Richard D.
O’Connor, chairman and CEO of Marschalk Camp-
bell-Ewald Worldwide, would remain chairman and
CEO of Campbell-Ewald and would be a member of
the new entity’s executive committee. Lester A. Dela-
no, president and COO of Marshalk Campbell-Ewald,
is to be chairman of that executive committee.

Home VCR use increasing

Combined recording and playing time in VCR homes
increased 19 per cent over last year in June and 43
per cent for July, according to a just-released report
by A. C. Nielsen. These households averaged two
hours and 14 minutes of recording time and four
hours and 18 minutes of playing time per week in
July. Sixty per cent of recordings were made when
the set was off, 30 per cent during viewing of the
same program and 10 per cent during viewing of a
different channel.
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Spot TV to top

$5 bhillion mark

| Even with a slowdown, spot 1\ is l
expected to top $5 billion in time

] sales this vear, as measured by the
Business Barometer sample of |

stations.

per cent over 1984.

The increase so far reported
through August (see September 30
Business Barometer) is 8.3 per
cent, with spot time sales for the
first eight months of the year
standing at $3,301.9 million.
der to top $5 billion, spot time
sales would have to be up at least

If spot remains at the same dol- |

l lar level as in '84 during the re-
maining unmeasured 85 months |

(September through December),

the time sales total for the year

would reach $4,967.5 million,

which represents an increase of 5.4

In or

S —
TV Business Barometer

6.1 per cent for the year, which
certainly looks likely.

As brought out by the story on
page 37, the spot billings outlook
is for a soft fourth quarter. One
factor cited is the “slow economy,”
with advertisers cutting back on
advertising to add dollars to the
bottom line. But most of these
comments were made before the
Commerce Department an-
nounced on October 17 that the
economy expanded in the third
quarter somewhat faster than the
earlier estimate.

The latest quarterly growth esti-
mate for gross national product
was 3.3 per cent, as compared with
a “flash” estimate of 2.8 per cent
issued by the department in mid-
September.

Since advertising expenditures
are more volatile than in the past,
there are hopes in the spot broad-
cast community that things may

Television station advertising billings, 1983-1985

Spot, local time sales and network compensation (in millions)

1983
January $271.7
February 254.9
March 340.2
1st quarter 866.8
April 417.5
May 427.6
June 354 .4
2nd quarter 1,199.5
1st haf 2,066.3
July 370.3
August 298.4
September 358.8
3rd quarter 1,027.5
October 360.9
November 408.8
December 347.1
4th quarter 1,116.8
2nd half 2,144.3
Total $4,210.6
20

e

$296.7
283.7
361.6

942.0

485.6
478.5
391.3

1,355.4
2,297.4

422.1
329.4
417.3

1,168.8

406.0
445.6
396.7

1,248.3
2,417.1
$4,714.5

Local

1985 1983 7984
$296.4 $201.5 $236.0
295.3 208.3 251.4
406.8 305.8 358.4
998.5 715.6 845.8
507.0 313.4 386.7
512.0 346.0 407.6
451.2 253.6 299.0
1,470.2 913.0 1,093.3
2,468.7 1,628.6 1,939.1
459.7 277.4 317.9
373.5 278.9 343.0
327.2 370.7
883.5 1,031.6
395.9 455.7
372.3 414.4
330.2 374.8
1,098.4 1,244.9
1,981.9 2,276.5
$3,610.5 $4,215.6

— |

turn around. They have already
done so since late summer. A sur-
vey of 32 agency supervisors by re-
gional marketing directors of the
Association of Independent Tele-
vision Stations in late August and
early September found a consen-
sus that spot TV would be “some-
what tight” in the fourth quarter.
A month later, however, the out-
look changed.

Recent data

The table below includes the
latest estimates from data report-
ed by the Business Barometer
sample of 'I'v stations. The total
for spot through August is, as not-
ed, $3,301.9 million; for local,
$2,912.4 million, and for network
compensation, $298.3 million. Lo-
cal was up 12.0 per cent, and net-
work comp, 5.3 per cent.

While spot increased more dur-
ing the second quarter than in the
first, local advertising’s increase
was slightly less in the second
quarter.

Compensation
1983 7984 1985

1985

$265.7 $31.5 $32.5 $34.1
264.0 34.9 35.8 37.6
424.3 34.1 35.2 37.0
954.0 100.5 103.5 108.7
430.0 38.6 41.3 43.5
450.0 34.9 34.3 35.6
337.9 32.6 33.3 34.7
1,217.9 106.1 108.9 113.8
2,171.9 206.6 212.4 2225
356.7 36.2 35.5 36.5
383.8 36.0 35.4 39.3

34.9 34.6

107.1 105.5

34.5 35.8

31.4 31.5

36.7 38.5

102.6 105.8

209.7 211.3

$416.3 $423.7
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Talking about winning doesn’t make it happen. You've got to go out and do it. At Blair, we have
to run that extra mile just to maintain our pace. We were the first to set up a rep operation
exclusively for TV. And we're the rep firm rated #1 among ad agencies. Only Blair talks to
media buvers on their own terms. Because we have network, independent and regional experts
where it counts. Our people know their stations and their markets. Blair-repped stations have
been with us an average of 12 years! And 30 more stations chose Blair to sell for them in

the last three years. Our record is their gpg @8 & BLAIR. |
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Radio Report

‘Big band’-slippa;ge, CHR rise
surface in McGavren study

Once viewed as a panacea for AM radio stations seek-
ing an older, more affluent audience, the “AM big
band” format (usually referred to by TV/RADIO AGE
as “standard/MOR”’) appears to have lost its momen-
tum, according to a recent study conducted by
McGavren Guild Radio for the Interep Cos.

“Radio Format Trends,” compiled by Jane Schoen,
assistant director/research for McGavren Guild, also
points out that contemporary hit radio (CHR) has
had the greatest rise in popularity from spring '83 to
fall ’84, and album oriented rock (AOR) experienced
the greatest decline among FM formats. (Later infor-
mation shows AOR turned around in spring ’85, due
to development of a more ‘adult’ sound and return to
the format by many outlets. See TV/RADIO AGE,
September 2 and September 30.)

The McGavren Guild study measures formats
based on their performance in 30 markets. In order to
rate the formats, all station shares (all persons 12-
plus, AQH, Monday-Sunday, 6 a.m.—midnight) in all
30 markets are totaled. As an example, if there were
one AM big band format getting a 5.0 share in each of
the 30 markets, that format’s total score would be
150.

Overall format trends. The actual big band format on
AM for the 30 markets dropped from an 83 in spring
’83 to a 65 in fall ’84.

For the same period, CHR on FM rose from a 256
share in spring ’83 to 352 in fall ’84; and AOR on FM
dropped from 332 in spring ’83 to 266 in fall ’84.

Comparable figures for other formats:

@ Beautiful music on FM, down from 269 in spring
’83 to 256 in fall ’84.

® Black on AM, down from 81 in spring ’83 to 67 in
fall ’84.

m Country on AM, down from 119 in spring ’83 to 110
in fall ’84.

m Country on ¥M, down from 235 in spring '83 to 223
in fall ’84.

m News/talk on AM, staying virtually the same, from
165 in spring 83 to 167 in fall ’84.

® “Soft rock” on FM, up from 34 in spring '83 to 50 in
fall ’84 (see TV/RADIO AGE, September 2 and Sep-
tember 30 for analysis of the rise of “soft” adult con-
temporary).

@ Urban contemporary on FM, staying virtually the
same, from 83 in spring ’83 to 84 in fall ’84.

Continuous measurement

Agency radio buying executives are high on Arbi-
tron’s decision to extend “continuous,” four times a
year measurement to a total of 75 markets. The add-
ed markets, they say, won’t necessarily be bought any
heavier, but more current information may make a

major difference in the stations they select within
each market.

“We’re very excited about it,” says Susan Gottlieb,
vice president and director of local broadcast opera-
tions at Dancer Fitzgerald Sample. “If you’re buying
off a book that’s six months old, you could be dealing
with outdated information because of a changed for-
mat.”

Charles Trubia, senior vice president and director
of radio negotiations at Ted Bates, adds, “Any time
you get more research, it’s good. I'd love to see every
market measured four times a year if they could.” He
notes that he hopes Arbitron doesn’t price the re-
ports beyond station tolerance.

Arbitron is offering stations an incentive to sign
before December 31. Stations in three-report markets
that elect four reports will get a 13 per cent increase
if they sign before that date, 20 per cent afterward.
For those going from two to four reports, the respec-
tive increases are 25 per cent and 50 per cent. For
those in two report markets electing to go to three re-
ports, it’s 15 per cent and 30 per cent.

Selection of markets. An Arbitron spokesman said
the criteria for selection of markets to be included in
continous measurement involved both metro size and
the number of stations in the home market qualified
for reporting. The first actual addition of new mar-
kets will be in the summer of 1986.

In 1985 there are only 14 year-around markets. To
bring the number to 75, 61 markets are being added
to the summer report and 47 to the winter report.
There were already 260 markets measured in the
spring and 130 in the fall.

More customers for Birch

Birch Research has signed three more customers:
group owner Stauffer Communications, an agency
and a media service; media service, Media Manage-
ment, Inc., Westport, Conn.; and VanSant Dugdale
Advertising, Baltimore. Sheldon Taule, senior vice
president/media director at VanSant says the reasons
his agency is using Birch as a “primary source’ for
radio planning and negotiations include a finding
that Birch telephone methodology “is superior to the
diary” and that other factors in the decision were
“depth of Birch service” including Birch’s Qualita-
tive and monthly Trend Report, county-by-county
information, cume duplication and audience compo-
sition.”  _

Media Management president Susanne Atkins also
calls telephone interviewing “superior to diaries” and
expects “more accurate analyses and far more sophis-
ticated planning” with the use of Birch as its “prima-
ry source for buying radio nationwide.”

At Stauffer, vice president/broadcasting Jerry Hol-
ley also prefers the telephone to the diary and adds,
“We like Birch’s frequency of measurement, its data
displays, and cost is also a factor. Birch provides vir-
tually all the data we need to sell and program our
stations without it becoming a partner in our busin-
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Saturday daytime boom

On the basis of average-quarter-hour, cume and even
receptive listening, Saturday daytime (10 a.m.-3
p.m.) can’t be beat in the New York metro by any
other daypart, points out Maury Webster, executive
director of New York Market Radio Broadcasters As-
sociation (NYMRAD).

The organization’s new Buyer/Planner Guide, an
analysis of market listening trends based on spring
'85 Arbitron data, gives the daypart a 27.5 AQH for
persons 12-plus, almost equal to the 28.2 for Mon-
day-Friday 6-10 a.m., the sought-after morning drive
period.

The report also shows the average listener spends
two hours and 25 minutes with radio in the Saturday
daypart, almost twice the one hour and 17 minutes
per day spent during weekday morning drive. Web-
ster points out also that the one-day Saturday period
cume of 56.7 compares favorably with the five-day
87.1 for morning drive: “I’ll bet that it’s bigger than
for any one day of morning drivetime.”

High quality. “The quality of listening is very high on
Saturday,” Webster holds. “People live differently
then and tend to be relaxed. Whether they’re at
home or out driving, they’re good targets to be
reached three to five times in that period.

“They may be out shopping or getting ready to go
shopping. It’s the companionability of radio that
makes it so important.” He believes this situation is
not unique to New York.

Radio’s rising audience

One of the little-noticed facts in Arbitron Radio’s an-
nual Nationwide Network Audience Estimates is the
rising level of radio listening shown in recent years.
The spring ’85, book, recently published, did not
show a rise over ’84, but the level during the two
years is 12.5 per cent higher than it was in '78.

The average quarter hour rating in ’84 and ’85 (for
persons 12-plus, 6 a.m. to midnight, Monday-
through-Sunday) was 18.0, representing 35,265,200
persons in 85 and 34,905,400 in '84. In *78 the rating
was 16.0, representing 28,539,100 persons.

Local spending up

Local radio revenues were up 10.5 per cent and na-
tional spot billings increased 13.8 per cent in 1985
from the January-July figures of 1984, and local ra-
dio expenditures grew 26.5 per cent in June over the
previous June, while the past July posted a gain of
16.4 per cent in local against the previous July, ac-
cording to the Radio Advertising Bureau’s composite
billing pool. These figures have been adjusted to
compare weeks and months of unequal length. Data
for the analysis are based on a composite of 56 partic-
ipating markets which represent 35 per cent of the
U.S. population.

In unrelated news at RAB, the bureau has pub-
lished two new user guides to identify products and
vendors of computer systems for radio planning and
buying and commercial pre-testing services, accord-
ing to Robert Galen, senior vice president of research.
The Guide to Computer Systems offers a uniform
description of 17 companies’ computerized radio
planning and buying services applicable to advertis-
ers and ad agencies. “Each system frees planners or
buyers from computational tasks, which yields great-
er time for concentrating on media values and em-
phasis that goes beyond the calculation of audience
values.” The catalog provides information on ser-
vices.

The other publication, The Guide to Radio Com-
mercial Pre-Testing, profiles 13 available services.
Each company listed offers some type of standard-
ized radio pre-testing package that can offer advertis-
ers and agencies a relatively quick reaction to cre-
ative approaches, according to the RAB.

Call letter changes

Not only are the times ‘a-changin’ but lots of radio
station call letters are as well. According to the Radio
Information Center, based on what’s happened over
the past year, nearly 600 outlets will switch their des-
ignations during 1986. Maurie Webster, president of
RIC, notes that the rate of changes has been fairly
constant over the past two years. “In the 12 months
ending last September, 571 call letter changes were
granted by the Federal Communications Commis-
sions, nearly 7 per cent of all licensed commercial sta-
tions.

Many stations find it desirable to change when
they switch formats, when new owners come in with
more aggressive promotion plans and when they dis-
cover that easier-to-remember call letters can im-
prove their recognition value and ratings.”

The RIC recently published its latest computerized
Encyclopedia of Call Letter Changes, which reports
every change for the past 25 months, with data avail-
able alphabetically by new call letters, old calls, met-
ro area, ADI, state and city of license and month of
the grant.

Radio journalism winner

A segment of the CBS News series, Newsmark, has
been named winner of the First-Amendment journal-
ism award in the radio broadcast competition spon-
sored by People for the American Way. Winner was
One Nation Under God: Religion in the Public
Square, presented on the October 26, 1984, edition of
the CBS News series shortly before last year’s elec-
tion. CBS News correspondent Marlene Sanders was
the reporter. Pam Rauscher was producer; Norman
Morris, senior producer; Charles R. Reeves, executive
producer.

The competition recognizes outstanding media
coverage of first-amendment issues.
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Radio Business Barometer

September up 18%
for network radio

After a slow August, only 6 per
cent ahead of last year, September
came through with a gain of 18 per
cent, making it one of the healthi-
est months this year for network
radio. According to the latest
“rnst & Whinney figures released
by the Radio Network Association
for 10 reporting network radio
companies, September brought
them revenues of $30,723,921,
compared to $25,945,642 last Sep-
tember.

That gives network radio an 18
per cent increase for September
and a 14 per cent boost for both
third quarter and for year-to-date.
The year-to-date dollar total
through September adds up to
$239,252,349, against a compara-
ble dollar total of $210,620,458
through September, 1984.

Network +18.0%
(millions) 1984: $25.9 1985: $30.7
Changes by sales offices
Billings % chg.

City (000) 85-84
New York  $19,711,109 +10.0%
Chicago 5,500,342 +18.0
Detroit 3,219,636 +96.0
West Coast 2,292,834 +32.0

Source: Radio Network Association

By region, Los Angeles contin-
ued strong during September, 40
per cent ahead of last September.
Stongest of all was Detroit, with
the auto makers’ low-interest fi-
nancing offers helping to put busi-
ness coming out of Detroit a rous-
ing 96 per cent ahead of Septem-
ber ’84.

Meanwhile, at the radio net-
works themselves, sales chiefs
have even greater expectations for
fourth quarter. Lou Severine, vice
president, director of sales for the
ABC Radio Networks, describes
September as “only a so-so month,
only 5 per cent ahead of last Sep-
tember.” But he says fourth quar-
ter “looks very good and will prob-
ably finish with a 12 per cent in-
crease. There’s been a lot of
business for fourth quarter that
wasn’t with us last year.

Steve Youlios, vice president,
sales for the CBS Radio Networks,
reports ‘“‘a strong September” and

September

Network (millions $)

says fourth quarter “looks like it
will continue to show the strength
we’ve seen during the year’s first
three quarters. At this point it
looks like the marketplace for net-
work radio is likely to finish the
year in the 12 to 14 per cent
range.”

Adult business

David Landau, vice president,
sales for the United Stations Ra-
dio Networks, also says September
was very strong, “particularly for
the contemporary formats.” But
he adds that toward the end of
September, “Adult-oriented busi-
ness picked up steam and fourth
quarter now looks very strong for
adult business, including clients
targeting the upscale business de-
cision makers.”

All of those queried say they’re
expecting 1986 to start well. Unit-
ed Stations’ Landau says he’s an-
ticipating “less account churning
and more steady, repeat business
next year.”
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The main reason
stations use
alternative sources
is the ability

it gives them to
receive video

of breaking news
stories faster

Newsfeed coverage of Hurricane Gloria

Affiliates to continue relying on outside
' material, despite webs’ expansion plans

Use of ‘alternative’
TV news services
keeps on growing

BY SANFORD JOSEPHSON

he impact of satellites on the

I news operations of television sta-

tions seems to know no limits.

The sudden accessibility of the bird a
few years ago spawned the creation of
alternative news sources, ready to feed
stations material not available from
their respective networks.

Now, as the webs gear up to expand
their own off-the-air news services to
stations, a check of affiliate news direc-
tors around the country indicates their
use of satellite-fed alternative sources,
if anything, is growing. In fact, a Mc-
Hugh and Hoffman, Inc., survey of
news directors conducted for Telepic-
tures’ News Information Weekly Ser-
vice (N.I.W.S.) reveals that 70 per cent
of all local TV stations subscribe to at
least one syndicated news or related
service.

Stations are utilizing alternative
sources for a variety of reasons. The
main one is the ability it gives them to
receive live or taped footage of break-
ing stories faster than their respective
networks are able to provide it. Other
advantages include:

m Use of a service’s satellite facilities
to relay back a station’s own remote
coverage.

®m Receipt of timely feature material,
which often can be dovetailed with sta-
tions’ own local reporting. Among all
the feature material available to sta-
tions, stories with a medical/health an-
gle appear to be in unusually high de-
mand.

The proliferation of satellite facili-
ties also has enabled stations to set up

their own networking with other TV
outlets. In some cases, this is effected
via formal regional setups; in other
cases, it may be an ad hoc arrangement
among “friends.”

And the Big Three TV networks are
also actively expanding their involve-
ment in satellite news feeds. Both ABC
and CBS are establishing regional webs
and adding to their current feed sched-
ules, while NBC and CBS are also con-
centrating on stations’ ‘“‘logistical”
needs in moving material from place to
place.

The scope of satellite activity is per-
haps best personified by WTVT(TV), a
Gaylord CBS affiliate in Tampa-St.
Petersburg, where John Mackinen fills
a relatively new position called news
operations coordinator.

Says Mackinen: *My sole responsi-
bility is to coordinate all these feeds, to
keep track of what’s coming in, how it’s
coming in and who's sending it. Also,
Conus, Group W, CBS all know there’s
one person here they can talk to.

“In addition, we go places and do
things we wouldn’t normally have done
(without satellites). We did C-band
stuff every night when Pete Rose was
going for the record (Rose played mi-
nor league baseball in Tampa).”

Multiple affiliations

It is not unusual for stations to be
subscribers to more than one service.
For instance, WTVT receives material
from Conus and Group W’s Newsfeed
Network, both suppliers of breaking
news.

In Milwaukee, WTMJ-TV subscribes

Conus coverage of Hurricane Gloria




Neil Frank at CNN Hurricane Center

to Local Program Network (LPN),
N.ILW.S. and Cable News Network.
And in Boston, WCVB-TV is affiliated
with both CNN and Conus. (See sepa-
rate listing of services below).

Last month's Hurricane Gloria was a
typical breaking news story causing
stations to turn to their non-network
sources for coverage.

Says WTVT's Mackinen: “Conus had
four or five trucks in that area, and
they not only were able to supply us
with video packages but also with live
shots.”

Adds Philip Balboni, vice president-
news at WCVB-T'V Boston: **Because of
Conus, we were able to be live with
Hurricane Gloria all along the East
Coast. Conus had three trucks in the
Carolinas, and when the storm arrived
in New England, we fed the other sta-
tions.”

In Houston, Alan Parcell, news di-
rector of KHOU-TV, points out that,
“There’s a great deal of interest here
anytime there’s a storm nearby because
of Hurricane Alicia a couple of years
ago. Through Newsfeed, we were able
to use some of a Group W affiliate’s
footage of Hurricane Gloria.”

Bevond major breaking stories such
as Gloria, there are numerous other
ways stations make use of the various
satellite-fed services.

For instance, WEWS(TV), Scripps
Howard ABC affiliate in Cleveland, re-
cently aired a story about auto imports.
Says Richard Tuininga, news director:
“We wanted to go to a port of entry.”
Through Newsfeed, the station was
able to get footage out of Baltimore
from W.Jz-Tv. By the same token, says
Tuininga, “We might get a call asking if
we can shoot something at the Honda

A number of stations are using Cable
News Network’s Headline News as
both a source of breaking news and
as a continuous programming
 service during the overnight hours.

plant in Ohio.”

Tuininga describes Newsfeed as ““our
real bread-and-butter. It's our primary
source on a day-to-day basis. We work
them real hard, and almost evervthing
they put up will get a real healthy
look.”

In the Raleigh-Durham market, Ron
Price, news director of WRAL-TV, ex-
plains how Conus saved his station
from sending a crew to Texas.

*Over the summer,” he says, “there
was a Southern Baptist convention in
Dallas. There are a lot of Baptists in
the Carolinas, so the question was: Do
you send a crew? Through a phone call,
we learned that Conus member KPRC
in Houston was covering it. Their re-
porter fed us daily reports for our 6
p.m. news.”

Another example is cited by wTvr’'s
Mackinen—an explosion at a Midas

Menu of ‘alternative’ news and feature services

Cable News Network: 176 affiliates on
five different levels—(1) pay to air
blocks of CNN Headline News pro-
gramming; (2) excerpt stories from
Headline News to use on regular news-
casts; (3) excerpt CNN stories for use
on regular newscasts; (4) excerpt live,
breaking news from either service to
put on live; (5) combinations of any of
the preceding.

Conus: Newsgathering partnership of
29 stations, of which Hubbard Broad-
casting owns 55 per cent as general
partner. Two scheduled KtJ-band feeds
daily-—at 11:30 a.m. ET and during the
late afternoon. However, live shot can
be put up on bird at anytime; service
operates 24 hours a day, seven days a
week. Stations use uplink-equipped
vans to transmit live reports to their
own stations, to Conus Control in Min-

neapolis-St. Paul and to other Conus
members.

LPN: 55 subscribers. Weekly feed of in-
depth feature material.‘One-on-One’
weekly interview feed. ‘Cover Story’
—two to four features monthly tied to
breaking news developments.

The Newsfeed Network (Group
W)—176 U.S. affiliates, who also supply
material. Service operates seven days a
week. Regular feeds—weekdays, 4-5
p-m., 7:45-8 p.m., 10-10:30 p.m. ET;
weekends, 9:30-10 p.m., ET both days.
Also, provides ‘Flash Feeds’, instant
transmission of breaking news when it
happens.

Content of regular feeds includes
multi-part series, sports highlights,
customized coverage.

New feature, separate from regular

service—‘The Entertainment Report’,
15-minute daily feed of entertainment
news, features, reviews.

N.LW.S.: 122 subscribers. Two half-
hour feeds a week (Tuesday and Fri-
day). Content includes investigative
reports, multi-part series, medical/
health breakthroughs and special re-
ports on subjects such as personal fi-
nance and entertainment. Some fea-
tures are co-productions with subscrib-
ing stations.

Potomac News Service: 70 affiliates.
Washington, D.C.-based bureau, han-
dling customized requests.

Target Television: 14 subscribers. Bi-
weekly three-part investigative report
by Steve Wilson, formerly of Break-
away. Delivered by tape only.

30
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Muffler shop in Miami. “The Conus
affiliate,” he says, “had a truck up
there. One-and-a-half hours after the
event occurred, we had video available.

“Seventy-five per cent of what we
use,” he continues, “comes from Conus.
The big advantage is that you don’t
have to wait for a pre-arranged feed.
You make your own feeds.”

A number of stations are using Cable
News Network’s Headline News as a
programming service in addition to a
source of breaking news.

For instance, WPXI(TV) Pittshurgh
and WTMJ-TV Milwaukee run Head-
line News through the overnight hours
when ABC and NBC, respectively,
aren’t programming.

WTHR(TV) Indianapolis finds CNN
footage from overnight especially valu-
able for use in its 6:30 a.in. local news-
cast and also excerpts CNN material
fed “between The Today Show and
noon for our noon news,” says Bob
Campbell, news director. At KCTV(TV)
Kansas City, CNN is used “to fill in the
blanks where CBS doesn’t program,”
says Jim Overbay, news director of the
Meredith station. “We also excerpt
from the service to give us a little more
variety from what CBS might offer.”

Executives of both Conus and News-
feed stress the immediacy of their ser-
vices.

“We are operating 24 hours a day,
seven days a week,” says Anita Klever,
vice president of news services for Co-
nus. “One telephone call can buy (use
of) a truck and transponder time. We
will put up a live shot at anytime,” she
continues. *You don’t have to wait for
our two feeds.”

At Newsfeed, Richard Sabreen, vice
president and general manager, points
out that, “when something is cooking,
we put it on the bird. We were up for
five hours in Dallas during the recent
plane crash there. We put the entire
WFAA newscast up.”

Feature services
are more
frequently tying
their stories to
breaking news
events.

N.L.W.S. medical reporter
Christi Myers

For Hurricane Gloria, “we started off
with seven hours of coverage from 32
different cities. We have made a com-
mitment that when a story breaks, we
will get it out in timely fashion. We tell
stations the bird and transponder; we
book that time, and we’re up.”

Newsfeed’s “special live event cover-
age” in recent months, Sabreen says,
has included feeds from the All-Star
baseball game, the Live Aid concert
and the Miss America pageant, which
included “customized interviews with
over 20 of the contestants.”

Feature services

Two services which do not claim to
be providers of breaking news but
whose features are often tied to break-
ing news are N.I.W.S.and LPN.

One key advantage of N.IL.W.S,, ac-
cording to Michael Sullivan, news di-
rector of WKRN{TV} Nashville, is know-
ing “ahead of time about interesting
stories for which we can produce topi-
cal promotion.” One example, Sullivan
says, was a two-part series called “Holi-
day From Hatred” that WKRN ran on

LPN “‘Cover Story’ on wind shear
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Medical/health-oriented
news appears to be an
area of growing
importance for most
stations around

the country.

its late news. “It was about two teen-
agers from Northern Ireland—one
Protestant and the other Catholic-

who spent a summer in the U.S. We
were able to give our promotion depart-
ment a week’s lead time.”

Some stations point to N.ILW.S.’ val-
ue as a supplier of supplementary ma-
terial. “When a hard news event
breaks, and everyone is scurrying
around, looking for background mate-
rial, sometimes N.I.W.S. will have
something on the shelf,” points out
Nick Lawler, news director of Gan-
nett’s WUSA-TV (formerly WTCN-TV)
Minneapolis-St. Paul.

Adds John Butte, news director at
WMAR-TV Baltimore: “N.L.W.5. gives
us a group of stories that can supple-
ment our own news coverage as well as
provide backup material for cur own
reporters.”

WPLG(TV) Miami, Post-Newsweek
station which subscribes to Newsfeed
for “breaking news around the country
and for specific material from affiliated
stations,” views LPN as a supplier of
“more in-depth, longform material,”

(continued on page 82)




Compensation to agencies adjusted
with advertisers exercising more control

Agency of record
buying to mushroom
in wake of mergers

By EDMOND M. ROSENTHAL

he “agency-of-record” approach
I to broadcast timebuying, al-
ready used in one form or anoth-
er by an estimated 60 per cent of the
top 50 network clients, appears headed
for greater impact as many of these fop
advertisers consolidate their opera-
tions in the wake of one of the biggest
series of corporate mergers in U.S. his-
tory. For example, Beatrice Cos. has
already integrated most of the brands
of Esmark, acquired in mid-1984, into
its timebuying structure, and there is
speculation that General Foods will
eventually incorporate at least Phillip
Morris’ Seven-Up into its AOR setup
once its operation as a PM subsidiary
becomes more crystalized.

Beyond the major multi-agency ac-
counts, agency and advertiser execu-
tives feel, few newcomers are expected
to join in the practice of assigning one
agency to perform specified buying
chores for a client's brands it does not
otherwise handle. But notable recent
developments have been Procter &

All General Foods.
brands are

placed on TV by

a single agency,
buying either

for a network
daypart or group
of spot markets.

Gamble’s experiment with AOR spot
buying and General Motors’ assign-
ment of all TV network upfront negoti-
ation to Leo Burnett, TV news to
D’Arcy Masius Benton & Bowles,
sports to Campbell-Ewald and radio to
McCann-Erickson. Approaches vary
widely among advertisers. In fact, Gen-
eral Motors terms its direction as a
“lead agency” approach. Industry
practices include having one agency in
a client’s stable do all spot or network
buying, splitting those respective func-
tions by markets or daypart among the
client’s various ad shops, use of in-
house agencies or buying services for
certain functions, and even using an
agency without brand assignments to
do portions of the buying.

Among advertisers using AOR or re-
lated approaches are Ford Motor Co.,
Colgate-Palmolive, Johnson & John-
son, Clorox Corp. and Warner Lam-
bert. Meanwhile, the house agency ap-
proach, according to observers, is slow-
ly dying. A major holdout is Nabisco
Brands, now a subsidiary of R. J. Reyn-

Biggest agency grocery list

GElﬂTIN
POPS

JELLO ¢

L prnit & Cres .un
Dessert -
Bars
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olds and planning to turn over its print
buying to the parent company while it
peruses the possibility of consolidating
broadcast buying into its own house
agency as well as going into an AOR
setup for spot.

Agency compensation

There appears, meanwhile, to be a
growing trend toward advertisers in-
volving themselves in the compensa-
tion between agencies when one shop
buys for another’s brand. While the
general practice in the past has been to
let the agencies work this out for them-
selves, this may no longer be the case in
many instances.

On a not-for-attribution basis, an ex-
ecutive with a major advertiser asserts,
“There’s a stewardship on both sides.
Everybody is accountable to someone,
and it's imprudent not to look at the
dollars changing hands. Agencies and
advertisers have become partners in
managing the flow of dollars through
their shops, and we can have a lot of
other services we want the agencies to
provide—new product development
work, design, concept development and
research—so we have to concern our-
selves with how they’re compensated.
The question is what we want to draw
upon and whether it’s covered by the 15
per cent commission.”

As for the rate paid, the practice of
15 per cent of the 15 per cent agency
commission—amounting to 2.25 per
cent—is no longer considered realistic,
with network buying having been
priced downward and spot upward.
Agencies report commissions for net-
work buying running anywhere from




Typical division of responsibilities with AORs

Agency Responsibilities

Brand Agency AOR

Marketing plan
Advertising strategy
Creative work plan
Creative execution
Media work plan

Media plan/requirements
Planning cost

Negotiate rates
Authorize purchases
Execute purchases

XX X X X X

> X

Issue schedules

Master contacts

Volume & discount level maintenance
Space contracts

Execute changes

X X X | X

x

Selecting ads to run

Ordering materials

Arrange for shipping of materials
Estimate preparation & distribution
Invoicing adverliser

>x X X

Invoice verification & payment to media

Commission settlement

Prepare/issue brand & corporate post-buys

Maintain records for client audit

X X X X [X X

Source: Forthcoming Association of National Advertisers information report on agency of record.

less than 1 per cent of billings to 2, per
cent, with 1Y or 11, per cent being the
norm. Spot buying commissions re-
portedly range from 2 to 3', per cent,
hovering more on the high side.

Given the premise that no agency en-
joys losing a chunk of its business and
being anything less than a full-service
agency, the feedback from agency me-
dia departments is that they’ve adjust-
ed to the approach in network buying
and can't argue with its economies and
efficiencies. This is not the case with
the less-common spot buying on an
AOR basis. They argue that the com-

plexity and timing of spot buying can

bring with it some severe communica- |

Brand agencies for Nabisco
turn over network buying
activity to the company’s
in-house agency, Ohlmeyer

Advertising.

tions and coordination problems. But
one situation that they see as potential-
ly leading to more AOR spot buying is
the use of split 30s. They complain of
stations charging premiums to buyers
of standalone 15s and note that pairing
of a single company’s brands may be
the answer.

Another recent development is the
trend toward assigning an AOR for syn-
dication and cable network buying.
This is often seen as a reward to the
agency coming up with the best cre-
ative approach to these media.

The Association of National Adver-
tisers has seen enough recent interest
in AOR practices to put together an in-

formation report on the subject, which
it expects to release shortly. The report
points out that AOR grew out of adver-
tiser ownership of television properties
in the medium’s early days. The pro-
ducing agency's staff time was compen-
sated then by the client’s other agen-
cies on a 15-on-15 basis.

When the networks took control of
programming, the approach was car-
ried over to assigning one of the agen-
cies to negotiate with the networks for
program time as well as coordinating
the related traffic, estimating, billing
and paying functions. Although there
is no standard practice in dividing
functions between the brand agency
and the AOR, the ANA report will in-
clude a typical breakdown of functions
(see table with this article).

If some 60 per cent of the top adver-
tisers use an AOR approach, this repre-
sents an even greater ratio of billings,
as the larger of them tend to be the
major practitioners. Alec Gerster, exec-
utive vice president of media and pro-
gramming at Grey Advertising, esti-
mates that at least two-thirds of the
billings of the top 50 is done on an AOR
or related basis.

P&G experiment

Still the largest advertiser of all,
Procter & (GGamble, does not have an
AOR setup for network buying, appar-
ently feeling it can cast a large enough
shadow from Cincinnati to enhance the
presence of any of its brand agencies.
P&G, though, has been experimenting
for about six months with an AOR ap-
proach in eight spot markets, a compa-
ny spokesman notes. P&G declines to
elaborate further.

Phillip Morris/GGeneral Foods, which
was about to supplant P&G as the lead-
ing television advertiser until P&G fat-
tened itself by acquiring Richardson-
Vicks, is yet to put together a master
plan for the entire company. Most
agency observers feel it will be six
months to two years before any agency
shifts will be seen, but some believe the
combined company might move faster

(continued on page 90)
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But competition is fierce while
rating success is not guaranteed

TV show licensing
iIs booming business;
owners set up units

arriages between television

M programs and licensing, al-
ready a common merchan-

dising technique to add revenue icing
on the cake, are currently causing a
frenzy in the marketplace. Licensing is
spiraling to such a degree that many
owners of major TV properties either
now have or are setting up their own in-
house shops to handle the lucrative
business and/or are expanding their
merchandising subsidiaries by pitching
for the licensing of outside properties.
At least three or four major distribu-
tors have recently formed a merchan-
dising/licensing arm and one or two
others are eyeing a similar move, ac-
cording to a check of major indie pro-
ducers and syndicators. Most of these
companies had been using an indepen-
dent licensing rep. Other types of own-
ers of properties, such as Hasbro and
Kenner toy companies, do their own

licensing.

However, while licensing is fast be-
coming the darling of the TV produc-
tion business, the practice is not with-
out its troubles: Competition from pro-
ducers of animation, by far the heaviest
contributor to the licensing scene, has
become increasingly heavy; ties with
merchandisers do not assure success in
either case; and these ties have come
under fire by such consumer-advocate
groups as Action for Children’s Televi-
sion, headed by Peggy Charren, which
consider animation programs spawned
from toys as representing a giant-sized
commercial.

Retail value

There’s no information available on
how much money the TV broadcast in-
dustry is taking in collectively from
merchandising and licensing of prod-

‘Miami Vice’

The majority of
successful
primetime shows
will eventually
have
merchandising
ties, say some
observers.

‘The T

wilight Zone’

uct and very little data is available on
the licensing business sales overall.
However, Murray Altschuler, presi-
dent of the Licensing Industry Mer-
chandisers Association, industry orga-
nization formed several years ago and
recently merged with another group,
says that an informal annual study, un-
dertaken by The Licensing Letter,
Scottsdale, Ariz., estimates that the
overall retail value of licensed goods
and services totaled $40 billion in 1984.
Growth rate of the business is about 30
per cent per year, according to Alts-
chuler.

Most companies are reluctant to re-
veal their income from merchandising.
Nonetheless, Drew Savitch Levin,
president of The Entertainment Net-
work which has licenses for Tranzor Z,
Kid A Little and Hollywood Television
Theater, says merchandising, “is about
10 per cent of my business. Next year, it
could be as much as 20 per cent because
of the new show we’re introducing.”

And at Telepictures, the company is
projecting that ThunderCats will take
in about $100 million at wholesale over
the first few years beginning this past
fall.

DIC Enterprises, as producer, has
the licensing rights to many TV shows.
Company president Andy Heyward
says that DIC’s merchandising income
is substantial and was in seven figures
last year, and is expected to grow with
the addition of new product lines. “We
are going to be licensing certain well-
known individuals from the Tv and




SFM’s ‘Jayce and the Wheeled Warriors’

Children’s programs have
traditionally been the staple
of the licensing arena.

movie world,” Heyward reveals. “We
have developed an in-house unit that
will license celebrities and their own
lines of everything from clothing to de-
signer sunglasses to food products.”

King World’s merchandising and li-
censing division is projected as gener-
ating $1 million in pre-tax profits by
the end of the year. and its profits are
seen increasing 10 to 20 times within
the next three to five years.

King World is dealing basically with
properties which have existed in its
portfolio for some time, such as Little
Rascals and, more recently, Wheel of
Fortune and its follow-up, Jeopardy!,
according to Joe Curran, president of
KW Merchandising and Licensing,
who joined the company on August 1.
Jeopardy! is seen as doubling its li-
cense fees from $10 million in the
1984/1985 season to $23 million this
season. Whee! will double its fees from
$20 million the past season to $40 mil-
lion in the 1985/1986 season, according
to projections from one brokerage
house, Arnhold and S. Bleichroeder.

Newer shows

In addition, the division, notes Cur-
ran, is looking at its newer first-run
syndicated shows as opportunities in
merchandising. These include the
Oprah Winfrey Show, set for fall, 1986,
airing, and Rock and Roll Evening
News, among other new entries. KW’s
newest game show, Headline Chasers,
will earn $10 million in license fees in
its initial season, which started this

ITC’s ‘Muppet Show’

A} A
‘New Zoo Revue’

fall, the hrokerage house predicts.

Harmony Gold expects to see be-
tween $25 million and $30 million in
over-the-counter sales of its Robotech
product this year. In 1986. the compa-
ny expects an astronomical growth in
that area. John Rocknowski, president
of merchandising at Harmony Gold,
says that figure should “go up to some-
where around $400 million to $§500 mil-
lion” next year.

Rocknowski explains, that Robotech
has “about 30 licensees and, we expect,
between now and the end of the toy
show in February, to have about 60 li-
censees. This year we’ll probably have
75 to 80 products on the market. In
1986 there will be over 1,000 Robotech
items on the market. We have one li-
censee who’ll do 90 different pro-
ducts.”

Industry sources predict that Vol-
tron-related merchandise wili rack up
between $200 million and $400 million
at wholesale, over three years.

As a general rule, producers/owners
get an average of 5-8 per cent of the

WB's ‘Looney Tunes’

| wholesale price, less residuals and a fee
toarep if there is one. Agreements gen-
erally entail a guarantee by the manu-
facturer and an advance.

Primetime bandwagon

The licensing of TV shows has be-
come so prevalent that observers are
saying that the majority of primetime
fare on the air which is successful or
those new shows having potential will
have merchandising ties. At this time,
programs which have licensing agree-
ments range from Fame to Punky
Brewster to Dallas and Dynasty. In ad-
dition, others joining the bandwagon
are The Twilight Zone, CBS show
which began airing the past fall, ac-
quired by Viacom’s merchandising and
licensing division; three properties of
Aaron Spelling Productions, Hotel,
Love Boat and Holiywood Beat, the
latter also a new network entry for the
fall, now being repped by the Licensing
Corp., of America, a division of Warner
Communications; and Miami Vice,
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property of Universal Television, also
going the LCA rep route.

Of course, children’s shows have
been the staple of the licensing arena,
going back to the days of Howdy
Doody, Captain Marvel, Sesame
Street, The Muppet Show and count-
less Disney and Warner Bros. Looney
Tunes characters. Almost every new
animated series introduced into syndi-
cation over the past year or two, and
some web kid shows, such as The
Smurfs, has a licensing arrangement
with each carrying rights entailing any
number of merchandising items rang-
ing from not only the toy-related field
but also to pillow cases, furniture and
talking tooth brushes.

Major kid programs with merchan-
dising tie-ins introduced the past sea-
son or two include World Events Vol-
tron, Group W-Filmation’s He-Man
and the Masters of the Universe and
She Ra: Princess of Power, SFM En-
tertainment’s Jayce and the Wheeled
Warriers, (produced by DIC Enter-
prises, licensed by Mattel) Claster Te-
levision’s G.1. Joe and The Transform-
ers (with Hasbro, CT’s parent compa-
ny), LBS Communications, M.A.S.K.
(produced by DIC, licensed by Ken-
ner), Telepictures, Thundercats and
Worldvision’s Funtastic World of
Hanna-Barbera (via Taft Merchandis-
ing).

Upcoming kid shows which either
have wrapped up merchandising deals

Almost every new animated

series introduced into

syndication over the past yearor

two, as well as

some web kid shows,
has a licensing
arrangement.

Harmony Gold’s ‘Robotech’

or are in the process of doing so, are
TerraHauwk, from Telepictures; Ghost-
busters, from Filmation-Group W; new
Voltron episodes; animation charac-
ters from an LBS block of kid shows;
and Defenders of the Universe from
King Features.

Character introductions

Peter Keefe, World Events vice pres-
ident of production/operations, says he
is exploring new marketing ties on the
21 new episodes of Voltron. This is be-
cause of the introduction of two new
characters this season in the new epi-
sodes. Also, a follow-up series to Vol-
tron may lead to “second generation”
licensed product. To Keefe and some
other producers, merchandising has
become so vital that they say it would
be extremely difficult for any show to
weather the costs of production with-
out it. “We make back the cost of the
show by licensing and probably would
only break even without it.”

Also, he continues, the income de-
rived from Voltron’s licensing helps to
pay for future kid Tv product. Harmo-
ny Gold’s Rocknowksi says, “If it
wasn’t for what I call the ability to de-
velop a total marketing program
—good show, toys, publishing, cloth-
ing, housewares and food products
—you really wouldn't be able to afford
65 episodes of these series. Your stock-
holders or owners of the corporation

wouldn’t let you do it.”

Steve Weston, vice president of Lei-
sure Concepts Inc., licensing firm, says
that without financial backing from toy
companies, “You wouldn’t see as many
shows after school.”

But Heyward of DIC Enterprises,
doesn’t believe a toy pullout would kill
childrens’ programming. “It wouldn’t
change it at all,” he claims. “There’s
still a need for programming to carry
that advertising.”

In-house merchandising

The licensing of programs for mer-
chandising has become such a rage that
copyright owners which once used arep
to handle the licensing have recently
opened their own subsidiaries, and
those that had an in-house operation
are beefing up their staff and, in some
cases expanding their role to encom-
pass representing other producers’ pro-
grams. Ed Justin, president of Ancil-
larv Enterprises and a veteran of 32
vears in the licensing/merchandising
business, sees most major owners doing
their own licensing as they become
more sophisticated as to its impor-
tance. Also, he points out, the TV man-
agement is assured that the property
will get full marketing attention be-
cause it’s all part of the same company.

King World formed a licensing and
merchandising division in February

(continued on page 88)
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Independents, NBC affiliates said doing
better than others as economy softens

Agencies, TV reps
see slow 4th quarter
in spot advertising

are doing tolerably well in spot TV

business. but fourth quarter bill-
ings look soft overall. Neither fourth
quarter, nor total year 1985 are likely to
look much better than the 8.3 per cent
increase recorded for spot’s first eight
months (T'V Business Barometer, Sep-
tember 30).

In fact, fourth quarter may not even
turn out that well, in the view of local
broadcast executives at some of the
major agencies. Ann Pomeranz, vice
president, director of spot broadcast at
Needham Harper Worldwide/New
York believes that, “The main reason
we're finding fourth quarter soft is the
slow economy. Advertisers are holding
hack funds to meet year-end profit
goals.”

Pomeranz adds that the only day-
part that remains healthy from the
broadcaster’s standpoint appears to be
late news: “With more women in the

lndependents and NBC affiliates

Ann Pomeranz,
Needham Harper
Worldwide/NY: “The
main reason we're finding
fourth quarter soft is
the slow economy.
Advertisers are holding
back funds to meet
year-end profit goals.”

work force, news is a good way to reach
both women and men with significant
purchasing power. And inventory in
late news is limited by its half hour
format, compared to the full hour and
two hour formats of the early news
shows.”

Laura Silton, senior vice president
and head of McCann-Erickson Local
Broadcast, observes that, “The whole
vear has been fairly weak. Now, with
the network scatter market as soft as it
is, I wouldn’t be surprised if national
spot didn’t show a fourth quarter in-
crease of more than 6 per cent.”

Silton recalls that last year’s final
quarter, “came in gangbusters, then
stopped dead in its tracks. This year,
instead of starting big, packaged goods
business is down, and spot seems to be
petering out before it’s had a chance to
get started.”

Rep estimates

Fourth quarter estimates by the reps
run somewhat higher—closer to 8 to 10
per cent—but thev agree that’s softer
than what the industry had become ac-
customed to during the recent years of
sky high inflation.

Peter Ryan, executive vice president,
Harrington, Righter & Parsons, notes
that, “In a period of slower inflation
and slower economic growth, televi-
sion’s overall increases will be slower,
particularly since we now have more
industry segments competing for it. We
now have more network inventory, in-
cluaing 15-second spots, barter syndi-
cation, and more independent sta-
tions.”

But in spite of such obstacles, says
Ryan, HRP’s fourth quarter forecast is
for increases of 7 to 9 per cent. He says
that September *‘looks like it's finish-
ing that strong or better, and though in
early October, fourth quarter seemed
to be starting slowly, if it follows the
pattern of every other quarter this
year, it will build as it goes along.”

That pattern, he explains, “has been
one of less lead time, writing more and
more of each month’s business during

the month it runs. Some months, as
much as 30 per cent of total business
has been ordered during the month it
runs. The upshot is that two weeks pri-
or to the calendar start of each new
quarter, it’s looked like it’s going to be a
soft one. But then it grows, and builds
as the quarter progresses, and more last
minute orders come in to air 'next
week’. Of course from the agencies’
standpoint, that means spot is now of-
fering their clients the opportunity for
more last minute flexibility than ever.”

At Petry Television Teddy Rey-
nolds, vice president, research, says Pe-
try's expectation is for “more of the
same—38 to 10 per cent increases during
fourth quarter and continuing into first
quarter 1986, because the same factors
exist in the market place now that have
existed for most of the rest of this year.
Little has changed in the general econ-
omy.”

Patrick Devlin, executive vice presi-
dent, director, sales operations at Blair
Television, is projecting 9 to 10 per cent
fourth quarter increases. Like HRP’s
Ryan, Devlin notes that the quarter
started slowly, **but now appears to be
improving, the way mest previous
quarters have gone this year, starting
slowly, then packing in the business in
the second and third month, as the
quarter moves along.”

Peter Goulazian, president of Katz
Television, says he had originally ex-
pected that fourth quarter would prob-
ably finish 8 to 9 per cent ahead of last
year's fourth, but that, “Now we'’re
considering whether or not that projec-

Laura Silton,
McCann-Erickson: “The
whole year has been
fairly weak . .. Packaged
goods business is down,
and spot seems to be
petering out before it’s
had a chance to get
started.”
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tion might not have been too bullish.
October has been nothing to write
home about, but, hopefully, we’ll see
improvement in November and De-
cember.”

Goulazian points to the excep-
tions—“NBC affiliates, now enjoying
better increases than the modest in-
dustry averages, and independents,
who, are benefitting from strong pre-
Christmas demand from the toy manu-
facturers.”

At Seltel, president Jack Mulderrig
reports “looking for 15 per cent in-
creases for fourth quarter, with West
Coast and southwestern markets
strong, and New York showing good
activity.” On the other hand, he says,
Detroit is off and business out of Chica-
go is “questionable, with the pace no
longer what it was. But Dallas and
Houston continue strong. Atlanta isn’t
quite up to what it was, but is still doing
well.”

Independent gains

At MMT Sales, Roger Goldhamer,
senior vice president, sales, says some
independent stations are 20 per cent
ahead of last year’s fourth quarter per-
formance, with toys being one reason.
Another, he says, is that “There are
now also more second independents in
more markets that have the numbers
this year that they didn’t have last
year.”

Goldhamer observes that while the
average increase for all affiliates is 8 to
10 per cent, “NBC stations tend to be
closer to 10 per cent, CBS affiliates are
generally up 5 to 6 per cent, and ABC
affiliates may be 1 or 2 per cent ahead.”

At Independent Television Sa.es
Bob Somerville, executive vice presi-
dent, points out that independent sta-
tion gains are not limited to toys.
Among stations that ITS has repre-
sented for two years or more, he says,
the average increase “is around 20 per
cent, but some show 30 per cent or bet-
ter. Besides toys, independents have a
solid base of packaged goods advertis-
ing, there have been increases in auto-
motive, particuarly in sports, the new
telephone services are contributing,
and so is the insurance business.”

Needham’s Pomeranz also points to
independents as a contributing factor
to the softness in the networks’ scatter
market. She points out that advertisers
“now have more purchasing opportuni-
ties on the growing numbers of inde-
pendent stations that are now showing
us good audiences to their improved
programming. Independents are now
carrying more first-run, more success-
ful syndicated series, some good movie
packages, and the local sports fran-
chises. Advertisers are no longer so de-

Distribution of barter/cash barter programming
on independent and affiliate stations

Ten-market sample

Straight
Barter
# of
Hrs. %
Independents 316.5 78
Affiliates 88 22
Total 404.5 100%

Potential market value of commercial time
containing syndicator sold spots

Market/rank

Los Angeles (2)

Detroit (9)

Miami (13)

Hartford/New Haven (23)
New Orleans (34)

San Antonio (45)
Rochester (69)
Des Moines (7 1)
Wichita (130)
Boise (135)

Source: Petry Television

pendent as they once were on the three
affiliates in each market.”

Like Seltel’s Mulderrig, MMT’s
Goldhamer also reports both coasts do-
ing fairly well, while midwestern mar-
kets are running relatively flat. On the
other hand, Goldhamer sees ‘“‘the
bloom off the boom in the depressed
oil-based economy of markets like
Houston.”

By product categories, adds Gold-
hamer, toys and automotives are
spending more, with Detroit promoting
its low interest financing. “But pack-
aged goods are relatively flat and the
bottom has dropped out of the comput-
ers and all those adult computer toys
that were all over television in 1983 and
'84.”

Katz' Goulazian also calls toys “a
real plus for the independents, in spite
of all the barter animation.” In fact, he
adds, ‘“These cartoon series have
spawned their own advertisers, pro-
moting the character toys that star in
the series themselves. Many of the af-
filiates have reduced their Monday-
through-Friday late afternoon kid ap-
peal programming and the indepen-
dents have taken up the slack and
become the beneficiaries.”

Jon Gluck, vice president, program-
ming at MMT Sales, points to a change

Cash Plus
Barter All
# of # of
Hrs. % Hrs. %
89.5 23 406 52
294 77 382 48
383.5 100 % 788 100 %
Estimated total
No. of spots value (in millions)
706 $30-35
649 $18-22
791 $18-22
584 $7-10
662 $4-6
155 $1.5-2.5
453 $3-4
450 $2-3
217 $1.5-2.5
346 $.75-1.25

in the toy business: “The toy makers
formerly concentrated their advertis-
ing once a year, during the 10 weeks
leading up to Christmas. Today, toys
are advertising year-round.”

Gluck says there’s still more pre-
Christmas advertising than during the
rest of the year, and that this is to push
“the big basic toy—G. 1. Joe’s seven-
foot-long aircraft carrier. But it’s na-
ked. So the kid spends the rest of the
year buying the impulse collectib-
les—the rest of the navy to go with it.
The year-round advertising for all the
‘collectible’ items that go with the basic
big toy in each line has been a major
plus for independents.”

Gluck adds that there are a number
of new toy lines this year based on sev-
eral of the new animated kids’ series.
On top of G. 1. Joe, Voltron, Trans-
formers, He-Man and Gobots, this year
brings such new toy lines as the charac-
ters based on Thundercats, She-Ra
and Mask. Also, explains Gluck, the
rules are that none of these character
toys can be advertised on their own ani-
mated shows. The commercials for the
character toys must run in each others’
shows or on the networks on Saturday
morning. “But they prefer the Monday
to Friday afternoon cartoons on the in-

(continued on page 94)
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Project for in-home personal interview
service gets proposals from two firms

Major Hispanic
radio ratings plan

gets up to speed

aballero Spanish Media,

' spurred by a longstanding con-

viction among Hispanic broad-

casters that their radio audience is un-

dercounted, and spurred also by the

eftorts of McDonald’s media manager,

has gathered the first fruits of its ambi-

tious plan to generate a syndicated au-

dience measurement service involving
personal interviews in the home.

It has in hand two proposals re-
sponding to its request for details on
the methodology for an Hispanic radio
rating service. One appears to meet the
specifications for in-home interviews,
but the other urges caution and experi-
mentation.

The former propasal comes from
Strategy Research Corp., Miami, which
is already measuring Latin TV audi-
ences via in-home interviews and
which tried unsuccessfully to sell a sim-
ilar methodology to Hispanic radio sta-
tions three years ago.

The latter proposal comes from In-
formation and Analysis, Hicksville,
N.Y,, a subsidiary of AGB Research,
the British-based international re-
search firm that is challenging the A.C.
Nielsen Co.’s monopoly of network TV
measurement with a people meter sys-
tem. Working in a support function

Rep firm head,
near r.,and media
manager of
McDonald’s are
key indwiduals

in drive to get
accurate data on
Hispanic listening

with I&A in the Hispanic project is
Birch Research Corp., which, coinci-
dentally, is challenging Arbitron Radio
in tne local audience measurement
field.

'I'he point man in the I&A/Birch par-
lay is Peter Roslow. who once worked
for SRC and is now an I&A vice presi-
dent. Roslow is the son of Dr. Sidney
Roslow, who founded and ran The
Pulse, a prominent audience measure-
ment firm in the 50s and 60s, which,
almost alone among the rating services,
conducted in-home interviews and em-
ployed the *“‘roster recall” method to
develop both radio and TV audience
data.

Finally, Arbitron itself, the premier
radio rating service, has bowed out of
the proposed methodology contest on
the grounds that it is not currently
tooled up to perform in-home inter-
views and , in addition, argued that the
proposed specifications from Caballero
would involve an impractically high ex-
pense. However, Arbitron is preparing
an alternative proposal.

Council set up

Spearheading the Hispanic project is
Eduardo Caballero, president of the
rep firm, which handles some 90-odd

Eduardo Caballero

Karen Dixon-Ware

Hispanic stations. Last March Caballe-
ro and his clients formed the Caballero
Spanish Radio Advisory Council to
provide various informational func-
tions to Caballero stations. Named
chairman of the council was Nathan
Safir, vice president and general man-
ager of KCOR San Antonio.

Some weeks ago, the Council invited
anumber of research services to submit
presentations on providing an Hispan-
ic audience measurement service that
met certain specifications. Those invit-
ed included, besides Arbitron, SRC,
[&A and Birch. Hispanic Marketing
Research & Communications of San
Antonio.

The key specification for the pro-
posed service was the in-home inter-
view method. Explains Herb Levin,
president of WSUA Miami, one of two
members of the council’s research sub-
committee (the other is Carlos Aguirre,
general manager of KSsA Ft. Worth):
“The diary methodology tilts the audi-
ence data toward those who are literate
and recent government statistics show
that functional illiteracy is quite high
among Hispanics. Also, Arbitron’s first
contacts with a family is in English,
which turns oft many Hispanics. And
there’s the question of non-telephone
homes, which neither Arbitron nor
Birch contact.”

While Levin agrees that a biased
sample could just as well boost Hispan-
ic listening levels as depress them, he
argues that most of the evidence points
to the depressed side. “For example,
Los Angeles has 30 per cent Hispanics,
vetl Spanish shares on radio are only 6
to 7 per cent. New York figures are also
low.”

The station executive, however, felt
that the Spanish listening shares
shown for Miami were essentially accu-
rate. “There’s a reason for that. In
Dade County (where Miami is located),
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43 per cent of the population is Hispan-
ic, while Hispanic listening shares
range from about 30 to 35 per cent.
Some of that difference could be ac-
counted for by teen-agers who like to
listen to rock on Anglo stations.”

Top 15 markets

The Caballero RFP calls for a meth-

odology study in the 15 top Latin mar-
kets. They include, in order of Hispanic
ADI population, Los Angeles, New
York, Miami, San Antonio, Chicago,
San Francisco, Houston, McCallen-
Brownsville, Albuguerque, El Paso,
Fresno, San Diego, Dallas, Phoenix and
Corpus Christi.

The specs also called for in-tab sam-
ple sizes ranging from 1,800 in L.A. and
New York to 800 in the seven smallest
of the 15 Hispanic markets. The data
are to “‘develop a 24-hour listening ex-
perience,” with interviewers speaking
Spanish and in the accents of the par-
ticular market-—e.g., Puerto Rican in
New York, Chicano in L.A. The sample
is to be drawn at random from census
blocks that have a 25 per cent Hispanic
population or greater.

Two survey periods a year are speci-
fied—October-November, with publi-
cation of reports by December 15 and
April-May, with publication by June
15.

Demographics are to include adults
18-plus, 18-34, 18-49 and 25-54, also
broken down by men and women in
those demos.

The four standard dayparts, Mon-
day-through-Friday, are specified,
along with a Monday-through-Sunday
total. Saturday and Sunday data would
be combined. Both ratings and shares
are to be shown as well as quarter-hour
and cume data.

While Caballero is supplying the
thrust for improved Hispanic ratings,

the major catalyst in this situation is,
by almost all accounts, Karen Dixon-
Ware, media manager of McDonald’s
U.S.A., which is probably the Number
1 advertiser on Hispanic radio. A
knowledgeable estimate of McDonald’s
spending on Spanish radio puts the fig-
ure at about $1.5 million annually, not
counting the business placed by agen-
cies for local McDonald’s franchisees.
Most of McDonald’s Hispanic radio
money goes into the ‘“‘unwired
networks” of Caballero Spanish Media
and Lotus Albertini Hispanic Repre-
sentatives.

The company is also willing to put its
money into a methodology study and
Dixon-Ware has talked with the rating
services and Caballero about the sub-
ject over the past year or two, urging
some kind of effort.

The McDonald’s media manager is
not committed to any particular re-
search technique, but she knows she
doesn’t like the diary. She certainly
prefers in-home interviews to the diary
but says she’s not sure it’s the only way
to go. There are elements in the Birch
day-after-recall telephone method that
appeal to her. She says McDonald’s is
offering enough money so that, togeth-
er with a half dozen stations in five
markets, she could pay for some kind of
methodology study.

Cost is secondary

One facet of the Caballero Council
approach is to find the best research
method for measuring Hispanic listen-
ing and to make the cost element sec-
ondary, at least initially. In pursuit of
this the committee is inviting a panel of
advertiser and agency executives to
evaluate the proposals.

The rep chieftain spoke of “people
like” Allen Banks, media director of
Dancer Fitzgerald Sample, New York;

SRC already conducts
in-home interviews in
Spanish; [&A urges a

Raul Lopez, Richard Tobin/SRC

ptlot test before full study

Abby Wool, director of research at
Saatchi & Saatchi Compton; Dick But-
ler, Lever Bros. media director; How-
ard Nass, media director at Cunning-
ham & Walsh, John Taylor, media su-
pervisor at Procter & Gamble, and
Dixon-Ware, of course. Invitations
were mailed out to about a dozen indi-
viduals over a week ago.

“Stations shouldn’t make the deci-
sions in situations like this,” Caballero
maintains. After all, he says, it’s the
agencies and advertisers who always
decide what rating service to use in
buying time.

While the committee’s cited prefer-
ence for in-home interviews in Spanish
would seem to be directly tailored for
SRC, which is already doing this in its
Spanish Television Audience Research
(STAR) syndicated service, Caballero
himself has reservations about SRC’s
method.

“They interview only those who
choose to be interviewed in Spanish,”
notes the rep company president.
While this supposedly confines the
measured audience to those most likely
to view Hispanic TV (or listen to His-
panic radio), it narrows the universe
arbitrarily, complains Caballero. How-
ever, he assumes SRC would agree to a
broader definition of the Hispanic ra-
dio audience, if it were made a condi-
tion of doing the research.

As to the presumed high cost of per-
sonal interviews in the home, the Ca-
ballero response is testy: “Some Span-
ish stations now pay Arbitron a lot of
money and get no useful information at
all. The cost of personal interviews may
be higher, but it may be worth it.”

In any case, he adds, there will be
money contributed for the methodolo-
gy study by other than Hispanic radio
stations. Besides McDonald’s, Caballe-
ro says, it is his “personal assumption”

(continued on page 86)
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Viewpoints

Richard H. Harris

President, Group W Radio,
in recent speech before the
Eastern Public Radio Net-
work in Newark, N.J.

Radio in this country is
strengthened by competitive
checks and balances

American radio reminds me a lot of American democ-
racy. Both are big . . . brawling . . . and frequently di-
vided. But both are also inventive. Tenacious. And
Resourceful.

In civics class—or social studies—we all learned
about the secret strength of our American system of
government. It has endured for two centuries by a
system of checks and balances. Our three branches of
government have kept the abuse of power in check—
and the result is that we remain strong and free.

Compared to our government, American radio is in
it infancy. And as we look to its future, we should
look to nurture and protect radio’s own checks and
balances. I mean the separate forces that make up ra-
dio. The different interests that made radio so di-
verse. And, so irrepressible.

Think of what we’ve got in American Radio. Not a
closed system—but an open one of competing inter-
ests. A system made great by constant, creative ten-
sion.

Think about local competition first of all. If you’re
a radio station serving New York City—you’re one of
a 105 listening services people can choose.

Think of local programming as compared to net-
work and syndicated services. Both have a place. And
in our system, both have to fight for their place.

Think of radio’s different constituencies. Small
market operators have a different list of priorities
than major market stations.

AM stations, meanwhile, see themselves in a very
different camp today than FMs.

And how about what’s going on in Washington?
The “Deregulators” are on a roll right now. But if
they go too far, you can bet that other opposing
forces will make a big comeback.

Competition abounds in radio. Competition makes
all of us better. But I do have one complaint.

It’s flat-out wrong when anyone working in radio
works to undermine the medium for some special
cause. Recently, over on our side of the industry,
we've had some amazing examples of this.

One trade group recently told The New York
Times that radio was reducing its commitment to
news. A blanket statement. So The Times, which we
all know hardly ever reports anything about radio,
ran a negative story.

Last year this same trade group managed a similar
coup. Then they told The Times that—for the first
time in history—television had overtaken radio as
the primary source for “immediate” news. The claim,
and what they said was proof, were both questionable
at best. But again The Times and others did stories
on what looked like another setback dealt radio by
television. Poor radio. That tired old medium.

Now, of course, this trade group has its own agen-
da. That is: to promote employment for its members
—professional broadcast newspeople. And that’s fine
—except when they smear radio for dramatic effect.
And publicize purported problems without ever add-
ing anything constructive.

I can tell you for sure: that isn’t the way to the fu-
ture. The way ahead is for all of us to build radio to-
gether. We need diversity—but we must also have
unity of purpose. Not unity in the form that was re-
cently proposed —not one, monolithic, all-industry
association of some sort. That sounds to me like the
kind of monopo.y we’'ve been lucky to avoid.

Underwriting experiment

I'd like to take you back to something that really
happened—10 years ago. In 1975, Group W Radio’s
all-news station in Philadelphia—Kyw—went to
large corporations in the Delaware Valley and asked
for underwriting support. Needless to say, they were
surprised to get such a request from Philadelphia’s
most successful commercial radio station.

What Kyw asked for was corporate sponsorship of
a new organization, called The Regional Affairs
Council. The group was organized to meet quarterly.
Each corporation sent a representative. Out of their
meetings came a regular agenda for reporting on civic
and social issues in the region.

The station then produced and broadcast special
multi-part news series on these issues. The under-
writing companies were identified on-air—and a
whole new form of sponsorship was begun at the sta-
tion.

Today—Kyw’s Regional Affairs Council is so suc-
cessful, that there’s actually a waiting list of compa-
nies wanting to join.

That’s one station in one market. A commercial
station building on public broadcasting funding prac-
tices. And who's to say a public radio station couldn’t
turn right around and develop this same idea locally?

Why couldn’t there be a Regional Affairs Council
in Concord? Or Hartford? or Washington? This
might well be a premium underwriting package for
your stations—something over and above regular cor-
porate sponsorship of the station.
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Programming/Production

World Events ‘Voltron’ follow-up

World Events Productions, a subsid-
iary of Koplar Communications,
spurred by the success of its animation
series Voltron, is planning a one-hour
special of the show and a *‘second gen-
eration’ followup, along with several
unrelated projects. The company,
whose vice president ot production and
operations is Peter Keefe, has already
produced new episodes of Voltron, to
be introduced this month, a different
pattern from other producers, who
make their product available beginning
in September or October.

The second year of Voltron episodes
consists of 21 new segments and will
introduce two new characters, with
scripts created from kids’ requests and
incorporated into the shows. The
shows were written and storyboarded
in Los Angeles and taken to Japan
where the cels are drawn, as is the usual
practice in TV animation. By debuting
the new episodes in November for the
sweeps, Keefe says he’s showing confi-
dence in the show, “playing my aces
when the stakes are the highest.” The
new versions are also done in stereo and
produced in digital. Stations are being
asked to hold the second run for the
February sweeps. At present, Voltron
has a lineup of 76 markets representing
80 per cent of the country, Keefe says,
in an interview.

Special. WE will be introducing a one-
hour Voltron special in the first-quar-
ter of 1986 to generate new interest in
the second run, notes Keefe. Next on
the horizon for WE are two holiday ani-
mation specials, to be introduced in
1986, which will be aimed at all-family
viewing. The characters basically will
be “soft and appealing,” because of
what Keefe feels is a pendulum swing
back to “calm, family shows,” such as
The Cosby Show and the continuing
popularity of Family Ties.

The specials will have a wraparound,
and a special can be customized by the
station to fit more than one holiday.
Keefe explains that the wraparound
person can inject a theme which may be
applicable to more than one holiday of
the year, making the program seem
fresh while helping the station to amor-
tize the cost of the show.

In 1987, KE expects to make 65 new
half-hours available as an extension of
Voltron. Keefe says the company is
planning to produce a “second genera-
tion” of three or four of the most popu-
lar Voltron characters, which will be
more sophisticated than the originals.

The plan is to put the characters in “‘a
newer and better environment” and is
designed to to keep the same viewers of
Voltron as they grow older. He esti-
mates that the cost of the series will be
between $15 million-20 million.

-
Peter Keefe

Future. All the future animation shows
will go a different route regarding pro-
duction, says Keefe. He says he expects
to make a major announcement in the
next month or two on deals made with a
major West Coast animation house and
a Korean company on combining on
the animation. Also on the drawing
board at KE is a change of pace {from
animation. According to Keefe, he’s
planning to produce a weekly MTV-
tvpe of show, using clips from movies.
Called MPTV (Motion Picture TV), it
will contain a countdown of the top 10
movies of the week. Film companies
have expressed sharp interest in the
idea, he says.

Petry analysis of barter

With barter syndication a prevalent
and integral part of the pricing strategy
in the broadcast industry, Petry Inc.
has published a pilot study to its
repped stations detailing barter’s im-
pact on spot TV’s revenue potential.
The study, which focuses on individual
market data, came up with key find-
ings.

For instance, in each of 10 markets
studied, an average of almost 79 hours
of barter/cash barter programming is
aired weekly, about 17 hours per sta-
tion; overall, while total hours of
straight barter programming are only
slightly greater than total cash plus
barter hours, a major difference is not-
ed in market size, with straight barter
accounting for the majority of all bar-
ter/cash barter shows in markets with
five plus stations, while the reverse is
true in three-to four station markets.

Independent stations air an average
of 25.4 barter/cash barter program-
ming hours, or about 18 per cent of
total weekly programming, while affili-
ates air an average of 12.7 hours, or 9
per cent of its total programmed hours.
However, this represents 24 per cent of
the hours not regularly programmed by
the networks.

Independent stations carry 51 per
cent and atfiliates 49 per cent of all
programming containing syndicator-
sold commercials; based on the 10 mar-
kets audited, an average of 501 syndi-
cated-sold commercials air in each of
these 'V markets per week, with com-
mercials in straight barter program-
ming accounting for 78 per cent of syn-
dicator-sold spots compared to 22 per-
cent contained in cash plus barter
programs.

Indie stations program barter/cash
barter hours most heavily in daytime
(45 per cent) followed by weekend (20
per cent) and early fringed/access (18
per cent). Affiliate station scheduling is
almost entirely in earlyfringe/access
(40 per cent) and daytime (37 per cent).

Programming containing syndica-
tor-sold commercials are important at
both the indie and affiliate levels. How-
ever, while straight cash remains large-
ly the tool of indies, cash-plus-barter
programming has developed into a dis-
tribution form primarily used with af-
filiates. All-in-all, Petry estimates that
the growth of syndication-sold units
this fall will increase the average num-
ber of hours programmed, with barter/
cash barter programming close to one-
quarter of total locally programmed
hours and create a jump of about 10 per
cent in the number of syndication-sold
units in a typical broadcast week.
(More on Petry study, on page 37.)

Evergreen sales grow

Worldvision Enterprises’ Evergreen
Programs is bringing in the “greens” on
its oldie-but-goodie syndicated shows,
and the division is introducing three
additional re-releases representing
more than 300 half-hours of program-
ming. According to Burt Rosenburgh,
vice president, Evergreen Programs,
the division has quadrupled its sales on
the oldie shows since the department
was formed about four years ago.

Also, success in the vaults has
spawned re-releases of N.Y.P.D., Wen-
dv and Me and The Flying A Series,
backed by a large money-support bud-
get. Unlike other companies which pre-
test their product via station interest
before making a large-scale money
commitment, Evergreen has paid for
residuals, “spent an enormous amount
of money in promotion and in transfer-
ring from 35-mm fine grain stock to
one-inch masters,” as an example of its

42

Television/Radio Age, October 28, 1985




confidence in oldie sales.

Sales for the latest product have
been doing very well, notes Rosen-
burgh. In the past few weeks N.Y.P.D.,
consisting of 49 color half hours of the
detective series, has racked up sales in
Milwaukee, San Jose, Denver, Boston,
Atlanta and Birmingham. among other
markets, he says. Wendy and Me, 34
half-hours starring George Burns, has
been sold in Chicago, Hartford, New
Haven, Philadelphia and Milwaukee,
to name a few; The Flying A Series,
which consists of four separate series
totaling 222 half hours, has cleared
markets including Boston, Tampa-St.
Petersburg, Dallas-Ft. Worth and Bir-
mingham.
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“Adventures of Champion,” 26 half-
hours, which are one of four separate
series being offered in Worldvision’s
The Flying A Series.

The Flying A Series is pegged on he-
roes of the Old West and involves An-
nie Oakley, 80 half-kours; Buffalo Bill
Jr., 40 half hours: Adventures of
Champion, 26 half hours; and The
Range Rider, 76 half hours.

Rosenburgh claims his company was
the forerunner in bringing oldies into
the syndication mainstream, and “not
by sneaking around market by market
and trying to pick up a few crumbs, but
spending a lot of maney on promotion
and creating a company within a com-
pany. We went out telling people you
don’t have to be ashamed of carrying a
1950-1960’s vintage program on the
air.”

One of the division’s early successes
was Dark Shadows and was cleared
eventually in 70 markets. The series
has just been released for a third year,
making available a total of 780 off-net-
work episodes. The latest episodes
have already been sold in Detroit, Dal-
las-Ft. Worth and to the New Jersey
Public Television System.

Reintroduced after Shadows were
The Fugitive and Ben Casey, among
others.

Harmony Gold expands

Harmony Gold, the producer of Ro-
botech, is expanding its program devel-
opment effort, sales staff, research and
promotion departments.

First off, HG will produce The Show
Biz Game Show, hosted by Roger Rose,
featuring two teams, with three mem-
bers each. They’ll compete for prizes by
answering questions which deal with
the entertainment field. No date has
been set for The Show Biz Game
Show’s debut. It will be sold to stations
for cash. Harmony Gold’s plans for
production is the latest in a series of
developments at the company.

President Lionel Schaen, who joined
the company in July, says. “We’re in
the process of developing additional
shows. One’s another game show and
another is a muscle and fitness show,
the first of its kind in syndication. The
hosts of the show will be body buil-
ders.”

In addition to game shows and the
fitness project, Harmony Gold and Cy-
press Point Productions are making a
miniseries version of James Michener’s
book, The Covenant for CBS. The
miniseries, a history of South Africa
and its people, will be filmed in Africa
next year.

Another major project for Harmony
Gold is the recently completed 10-hour
miniseries Shaka Zulu. It’ll be released
worldwide in May, 1986, and in the
U.S. during the fall of that year. Schaen
says, “Shaka Zulu is the true story of
the Zulu King Shaka who united all the
tribes of Africa into one of the stron-
gest fighting forces in the world.” The
cast includes Trevor Howard, Edward
Fox, Robert Powell, Christopher Lee,
Fiona Fullerton, and Henry Cele as
“Shaka.”

Harmony Gold’s present extensive
product list for TV includes Captain
Harlock and the Queen of a Thousand
Years and scores of animated features.
Schaen says the “Harlock” series has
already been cleared in more than 10
markets. On the business side of HG,
the company has increased its sales
staff, established a research depart-
ment and hired a new promotion de-
partment head. David Brangan joined
the company as sales manager for the
midwest with headquarters in Detroit,
and Bill Smithers, headquartered in
New York, is the new head of East
Coast distribution.

Harmony Gold’s new research direc-
tor is Christine Palinkas, who moved to
the company from Telepictures. An-
other former Telepictures employee,
Richard Firth, has become HG’s direc-
tor of promotion and station relations.

Schaen says, “It was a little company
about a year ago, with fewer than ten
employees. Now we have close to 50

employees and are still growing. We’ve
gone from kid animation, with Robo-
tech, to a company involved with net-
work miniseries. And we have a facility
where we do dubbing for ourselves and
others.”

ANA barter report

The Association of National Advertis-
ers has come up with a confidential sur-
vey designed to clarify the source of
advertising funds for syndication, with
the findings indicating that the ad
monies are being used almost exclu-
sively as an alternative to network
rather than coming from their spot
budgets. The survey of A.N.A. televi-
sion advertising committee members,
taken in 1984, but recently revealed,
shows that the national advertisers
they represent spent more than $3 bil-
lion on TV advertising; spent more than
$300 million in syndication; and that
they funded more than 99 per cent of
their barter syndication as an alterna-
tive to network television.

According to a statement issued by
the board of directors on behalf of the
committee, which is comprised of reps
from 32 member companies, ‘‘members
of the A.N.A. television advertising
committee unanimously agreed to par-
ticipate in a survey on barter syndica-
tion as a response to various comments
and articles during the past year sug-
gesting that syndication is funded
largely from spot TV budgets.”

Hot ‘Night Court’ pace

Night Court has been sold in 62 mar-
kets, including 28 of the top 30, in less
than three months by Warner Bros.
Television Distribution. Gross sales are
now in excess of $125 million, with ev-
ery major group represented, including
22 network affiliates. Recent sales in-
clude KUSI-TV San Diego, WOFL(TV)
Orlando-Daytona Beach-Melbourne,
WIVB-TV Buffalo, WPRI-TV Provi-
dence-New Bedford, KBMT-TV Beau-
mont, KI11(TV) Corpus Christi, KBVO-
TV Austin, KMTR-TV Eugene;
KTRV(TV) Boise and KMSS-TV Shreve-
port.

Night Court is in its third season on
NBC, and will be available for syndica-
tion in the fall, 1988.

Goldwyn buys shows

Representing a multi-million deal,
Samuel Goldwyn Co. has acquired
worldwide distribution rights to more
than 140 episodes of Flipper and Gen-
tle Ben from Heritage Entertainment.
The agreement is the first deal in an
anticipated ongoing relationship be-
tween both companies. Already set is
the development of a movie-of-the
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week based on Flipper, which is ex-
pected to serve as a pilot for additional
episodes of the series to be produced by
Goldwyn and Heritage.

The Flipper production plans are
part of an overall Goldwyn strategy to
expand the company’s television oper-
ation, according to Meyer Gottlieb, se-
nior vice president. The company plans
to continue syndicating feature film
packages, but is moving toward origi-
nal production for syndication and the
networks, Gottlieb says.

The Flipper package contains 88 a
half-hour episodes, and Gentle Ben has
56 color half-hours.

Syndication shorts

Fox/Lorber Associates has acquired
the domestic rights to 12 off-network
movies from producer/director Dan
Curtis. Included in the Curtis Signa-
ture Collection are TV movies Dracula
and The Strange Case of Dr. Jekyll
and Mr. Hyde, plus The Picture of Do-
rian Gray and The Turn of the Screw.
Package is available for cash for seven
runs over five years.

Lionheart Television’s initial sales on
the miniseries 1915, from Australiam
Broadcasting Corp., and the BBC se-
ries Great Detectives have generated
sales in a total of 19 TV markets, in-
cluding wGTv(TV) Atlanta on 1915,
and WPBT-TV Miami, KSTW-TV Seat-
tle-Tacoma, WYES-TV New Orleans
and KPBS-TV San Diego, on Detec-
tives.

American National Enterprises has
acquired the U.S. and Canadian broad-
cast and pay-TV rights to The Twelve
Chairs comedy/adventure, and Ruck-
us, drama, from Wrightwood Enter-
tainment.

Claster Television Productions has
cleared The Glo Friends Save Christ-
mas special, featuring the voices of
Carroll O’Connor and Sally Struthers,
in more than 60 markets. Among sta-
tions cleared are WNEW-TV New York,
WFLD-TV Chicago, WT'TG(TV) Wash-
ington, WTAF-TV Philadelphia and
WTVU(TV) San Francisco.

LBS Communications has cleared
Superfriends in 95 markets, represent-
ing more than 81 per cent of the U.S.
households.

Embassy Telecommunications has
racked up several international sales on
its miniseries Kane & Abel, and on the
comedy series Who's the Boss? The
miniseries has been licensed to 32
countries, including Radio Televisao
Portugesa, Portugal; South West Afri-
ca Broadcasting Corp., South West Af-

rica; Televisa, S.A., Mexico; and Hel-
sinki Television, Finland. Boss inter-
national buyers include Television
Broadcasts Ltd., Hong Kong; Samuel
Television, Holland, Norway, Den-
mark, Finland and Sweden; and Norde
Fasanvej, Denmark.

Market coverage for Lorimar Sports
Networks Holiday, Freedom and Blue-
bonnet post-season football games has
passed 81 per cent of the U.S. television
households. Clearances include WSBK-
TV Boston, WXON-TV Detroit and
wuTVv(TV) Buffalo. Total current mar-
ket clearance is 115. In the collegiate
arena, KCBS-TV Los Angeles, CBS-
owned station, heads the list of recent
buyers of 20 Pacific-10 conference
games. Other market clearances in-
clude KTZZ-TV Seattle-Tacoma. Big 10
package clearances include WXON-TV
Detroit, wiil-Tv Cincinnati and wCGVv-
TV Milwaukee.

Steve Landesberg/Sports Fan, two
one-hour sports oriented comedy/var-
iety pilots, are expected to air in at
least 75 to 80 per cent of the country.
Committed are four NBC-owned sta-
tions. Airing is between October and
the end of December, with a weekly
series in the works beginning in April,
1986. Show is owned and created by
Berl Rotfeld Productions, Bala Cyn-
wyd, Pa. All American Television han-
dles clearances.

Blair Entertainment has signed eight
markets for Break the Bank, making a
current total of 51, including eight of
the top 10 markets. Stations include
WSBK-TV Boston, KXTX-TV Dallas-Ft.
Worth, wpXxi-Tv Pittsburgh and
WBAL-TV Baltimore.

Prijatel Productions is offering All
American Valentine, 21-part insert se-
ries designed for airing from mid-Janu-
ary to February 14. Langdon Hill stars.
Titles include Flower Buying Guide,
The Money Machine and The Baby-
Boomer Bubble Bath. Valentine is be-
ing produced by NEP Programs
inc./TVL.

Zooming in on people

Diane T. von Gal has been appointed
director of domestic sales administra-
tion at Worldvision Enterprises. She

Diane T. von Gal

comes to WE from NBC, where she was
an intern, sales administration, screen-
ing TV commercials and programs for
network acceptability.

Don Toye has been named director of
sales at Screen Gems, newly created
division of Columbia Pictures Televi-
sion. Most recently, Tove was sales
manager at MCA TV’s Encore division.
His sales career began in 1960, as re-
search director at wcau-Tv, CBS-
»wned station in Philadelphia. He was
aceount executive for CBS Enterprises.

Don Toye

Ruth Lee has joined Katz Television
Group’s programming department as
associate director of programming for
Katz Continental Television. Most re-
cently, she worked in ABC’s affiliate
research and marketing area.

Stuart Stringfellow has been pro-
moted to vice president, midwest divi-
sion manager at King World. He came
to KW a year ago as head of its new
Chicago sales office. Before that,
Stringfellow was midwest sales execu-
tive at Columbia Pictures Television,
for four years.

Jeffrey H. Kazmark, national sales
manager at KNBC-TV Los Angeles, has
been named executive vice president,
advertiser sales at Access Syndication.
Kazmark was with the NBC owned sta-
tion since 1980.

Jeffrey H. Kazmark

SFM Media Corp. has made several
appointments. Steve Barnett joins as
director of network negotiations; Allan
Infield joins the SFM Entertainment
division as account executive/station
relations for the midwest region; and
Jim Quinn has been promoted from di-
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rector network administration to direc-
tor of network negotiations.

At Seltel, Lonnie Burstein has been
promoted to program coordinator, and
Nadine Tekula is promoted to associate
program director. Burstein had been
programming assistant. Tekula was
manager of program services since Jan-
uary, 1984.

Richard Firth has been named to the
newly created position of director of
promotion and station relations at Har-
mony Gold. Firth had been director of
publicity and promotion for Telepic-
tures Rituals and Love Connection.

Richard Firth

Bob Teach has been appointed vice
president, finance, at Multimedia En-
tertzinment. He previously was direc-
tor of finance at Reeves Communica-
tions. From 1971-79, Teach was con-
troller at Palomar Pictures
International.

Bob Teach

BBDO black study

A new study released by BBDO breaks
down the traditional thinking that
black-oriented network television
shows draw a high number of black
viewers. The BBDO special markets
analysis, which is based on Nielsen rat-
ings for 1984-85 season, indicates that
such shows as Dynasty. Family Ties,
Hotel, Knots Landing, Knight Rider
and Riptide all place in the top 10
shows in terms of viewing by the black
community.

BBDO points out that none of these
programs features a major black actor,

three of the series are basically night-
time soaps in affluent settings, and
that two are action/adventure shows.
The time slot of Family Ties is consid-
ered an important factor in the show’s
popularity with black viewers because
Ties follows The Cosby Show.

The Cosby Show, obviously, was the
most popular show the past season
with black households, registering a
38.2 rating among black households.
Surprisingly, Dynasty was second with
a 35.5 among black viewers, the survey
indicates. Also Cosby was the most-
watched program among black women
and men, 18-plus, chalking up a 29.3
and a 9 rating, respectively.

Behind Cosby with women, 18 plus,
were Dynasty, Hotel, Family Ties and
Knots Landing, while The A Team,
18.5 and Benson, 17.8, followed Cosby
with 18-plus male blacks.

Telepictures news study

A study released recently by McHugh
and Hoffman and N.I.W.S., a subsid-
iary of Telepictures Corp., reveals that
98 per cent of the stations surveyed
have downlink capability, with 74 per
cent having more than one dish. Seven-
teen per cent of the stations currently
have uplink satellite capability, ac-
cording to the study. One hundred-for-
ty-one news directors responded to the
12-page question guide concerning
their satellite capability; use and evalu-
ation of syndicated news services, re-
gional and network feeds; and which
news programs should be covered in
more detail. The national mail-survey
represented a cross-section of local sta-
tions in terms of network affiliation
and market size.

The report notes that while C-Band
has been around for some time, the use
of Ku Band is growing faster. Among
the 74 per cent of the stations having
more than one downlink, 51 per cent
have only C-Band, but 45 per cent have
bot/C and Ku Bands. Among the sta-
tions having uplink capability, 48 per
cent use C-Band only, 30 per cent use
Ku Band only and 22 per cent use both.

Another finding is on how the news
directors rate the different news feeds.
NBC'’s A-News was most often rated as
excellent (37 per cent) by all news di-
rectors; 21 per cent rate NPS excellent;
13 per cent for CNN; 10 per cent for
ABC-DEF; and 7 per cent for CBS.
Also indicated is that syndicated news
services are becoming pervasive, with
70 per cent of the news directors re-
porting they are currently using at least
one syndicated service.

Regional and statewide feeds are also
being added, with 46 per cent already
signed, and 20 per cent expecting to
purchase some news-related service

over the next 12 months. Contrary to
public opinion, notes the report, the
material isn’t being used for morning or
noon shows. Eighty-three per cent of
the stations use it in their early evening
local newscasts, 62 per cent use it in
their late evening newscasts.

Monte Carlo Fest

The 26th International Festival of
Monte Carlo will be held February
8-15. Screenings of the fiction pro-
grams will be held February 8-14, and
the news program screenings are set for
February 10-14. The International
Television Market will be held concur-
rently with the festival competitions,
February 10-15. The gala takes place
February 15, when the Nymph prizes
and awards will be presented.

Format, staff changes

John Lanigan has been named the
5:30-9:30 a.m. personality, Monday
through Friday, at wMJI(FM) Cleve-
land. A 20-year veteran of the broad-
cast industry, Lanigan most recently
was at WNTL(FM) Clearwater, Fla.,
where he had a similar spot.

Breakfast With Bob and Betty has
premiered at WMCA New York. The
team hosts the 5-9 a.m. slot six days
per week. The couple comes from Chi-
cago. One feature of the show will be
the hourly quiz.

KTKS(FM) Dallas-Ft. Worth has
added Gail Lightfoot to morning drive.
She joins Jim Zippo and Rose Wright
as the third member of the Zippo in the
Morning show, from 5:30-10 a.m.,
Monday through Saturday. Lightfoot
comes to KTKS from KEGL(FM) Dallas,
where she was the helicopter traffic re-
porter and air personality for one-and-
half years.

KsDO newsroom

KsDO San Diego will become the first
Gannett-owned radio station to com-
puterize its newsroom. The irforma-
tion station is installing NewStar, an
electronic news-processing system de-
veloped by Colorgraphics Systems,
Madison, Wisc., which was scheduled
to go on line the past weekend. KSDO
will be served by AP Broadcast, UPI
Custom news and sports wires, at 1,200
words per minute each, double the in-
put before the system.

KSDO initially will have seven news-
room terminals, with 14 planned, and
will continue to use printed newscripts.
Eventually, the station will incorporate
an electronic prompter for newscasters,
and it plans to equip its field reporters
with portable computers to interface
equipment to facilitate written on-
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scene reports. Reporters and editors
can also link their home computers to
the system.

Radio syndication

Tom Rounds has left ABC Watermark,
where he was president and CEO, to
create Radio Express, new company
which will be the exclusive internation-
al distributor of all ABC Watermark
product. He’ll continue to be executive
producer of American Top 40 with Ca-
sey Kasem and American Country
Countdown with Bob Kingsley. Radio
Express has already begun distributing
programs from the catalog, including
Silver Eagle and The King Biscuit
Flower Hour, to more than 40 coun-
tries. Rounds co-founded Watermark
in 1970.

Lin Broadcasting’s wil. St. Louis, is
the newest major market station to af-
filiate with Transtar’s country format.
WIiL will carry the satellite-delivered
programming nine hours daily. The to-
tal number of stations currently airing
Transtar’s country format is more than
70.

United Stations Radio Networks has
named Ron Werth as senior vice presi-
dent of research (TV/RADIO AGE, Sep-
tember 16). Werth most recently was
vice president of research for the Mu-
tual Broadcasting System, where he
was in charge of the research depart-
ment since 1980. Also at US, Dick
Clark has become the host of Count-
down America, four-hour show which
will premiere on November 2. It will be
produced out of Dick Clark Produc-
tions, Los Angeles. He will continue to
produce Dick Clark’s Rock, Roll & Re-
member for US.

The Satellite Music Network has
passed the 500-mark regarding sub-
scribers. The 500th affiliate was WISE
Ashville, N.C., followed by waAy
Huntsville, Ala., and KFriv Modesto,
Calif.

David Moore has been appointed di-
rector of programming at Peter Pro-
ductions, San Diego. He will be respon-
sible for the firm’s eight music formats
and will be consultant to client stations
in music programming. Before joining
Peter, Moore was marketing consul-
tant for KCAI. Redlands, Calif.

Reiss’ range wide

Randy Reiss, president and chief exec-
utive officer of Normal Lear’s recently
formed Act III Communications, says,
“There’s nothing we won’t potentially
get into” in the wide-ranging commu-

nications field.

Reiss, who's leaving as president of
Paramount’s domestic television and
video programming division to join
Lear, adds, “We think the opportunity
is now and in the next year or two for
someone with the ideas and the re-
sources that Norman has.”

Randy Reiss

Act 111, Reiss says, will be consider-
ing ventures in television, radio, basic
cable, satellites, newspapers and maga-
zines.

However, there are no immediately
pending deals. “There is nothing we
have targeted right now,” Reiss says.
“But we feel it is a good time to become
a player” in the communications arena.
Reiss officially becomes a “player” in
Act III January 1, 1986.

Reiss began his tenure with Para-
mount in 1977, where his responsibil-
ities included production on first-run
projects such as Entertainment Ton-
ight’ America, A Woman Called Golda
and The Jesse Owens Story, marketing
and distribution of all Paramount TV
product, pay-TV and other areas.

Production notes

One of the candidates for a mid-season
replacement on ABC is Rowdies, a one-
hour comedy series pilot being pro-
duced by Universal. Pat Harrington
stars in the show playing C. D. “Row-
dy” Harlan, head of a cut-rate home
security service whose officers wear
hand-me-down uniforms and patrol
neighborhoods in used cars. Two pro-
duction executives from Simon and Si-
mon, Bill Dial and Richard Chapman,
are making the pilot.

Another possible mid-season re-
placement is Blacke's Magic, an NBC
movie co-starring Hal Linden and Har-
ry Morgan. NBC has ordered the film
and four scripts for an hour series in
which Linden plays a magician who
also operates as a private detective.
Morgan is his father, a former con-man
who helps him uncover the swindlers
and crooks.

Filming begins later this month for
Crossings, a five-hour ABC miniseries
being made by Aaron Spelling Produc-

tions. Christopher Plummer, Cheryl
Ladd, Jane Seymour and Lee Horsley
are featured. The miniseries is based
on Danielle Steele’s novel.

CBS is producing Time to Triumph,
a two-hour movie about a woman who
became an Army helicopter pilot. Patty
Duke and Joe Bologna co-star in the
picture, based on a true story.

CBS has engaged producer Irwin Al-
len to produce Outrage, a film about a
father out to avenge the rape and mur-
der of his daughter. Robert Preston,
Beau Bridges, Anthony Newley, Mel
Ferrer and Burgess Meredith co-star.

Barney Rosenzweig, executive pro-
ducer of Cagney and Lacey, is working
on several network projects for CBS.
He’s developing the Bounty Hunter se-
ries, about a man who tracks down fugi-
tives for a bailbondsman. It’s based on
acharacter introduced in a Cagney and
Lacy episode.

Rosenzweig is also filming an ABC
mid-season replacement, Moving
Parts. It stars Carl Weathers, who
played the “Apollo Creed” character in
Rocky features.

CBS will explore the problem of alco-
holism as its effects young family mem-
bers in a film, Children of Alcoholics
being readied for production.

Finnegan and Associates, in associa-
tion with Gerald Rafshoon, former
communications assistant for Presi-
dent Jimmy Carter, is filming the CBS
movie, A Family of Strangers, a story
of the abuse of the elderly.

VTC adds service

SECAM capabilities have been add-
ed to the list of domestic and interna-
tional services at the Video Tape Co.,
North Hollywood. With the recent ac-
quisition of the McMichael A.C.E.
standards converter, VT'C can convert
all standards and formats of videotape
worldwide. Standards conversions and
Rank Cintel Telecine film-to-tape
transfers can be achieved in all stan-
dards and all formats at VI'C 24 hours
per day.

Kahn generators

Kahn Communications will manu-
facture AM stereo signal generators for
testing of multi-system receivers oper-
ating in the Kahn/Hazeltine AM stereo
mode. The signal produced by these
generators will closely approximate
that of the latest model Kahn AM ste-
reo exciter used by major AM broad-
casters in the U.S., Canada and Mexi-
co, according to Kahn. It meets the per-
tinent FCC specifications for K/H AM
stereo signals. The generator has been
developed in cooperation with Boonton
Electronics.
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Commercials

Offering the economy of creative work
and production under one roof and spe-
cializing in broadcast promotion,
Spotwise, Boston, has expanded be-
yond radio and TV station promos and
into national activity. Current national
clients are NBC Sports and Blair En-
tertainment.

For the past three years, the compa-
ny, which grew out of an industrial vid-
eo enterprise called Bostonia that is
now a subsidiary, has been producing
spots for stations like WOR-TV New
York and wTTG(TV) Washington.
Larry Crowley, president, reports some
90 per cent of the company’s work is in
broadcast, with the remainder in retail
and industrial work.

“Syndicatable spots’ for stations
represent about 30 per cent of activity,
according to Crowley. While eight of
them are available now for national dis-
tribution, he expects soon to have
about 20 to cover all formats of radio as
well as for TV.

“1v is more difficult than radio to
produce a syndicatable spot for,” he
points out, “because TV stations pro-
mote their talent more heavily.” One

recent shoot for NBC Sports.

done for TV promotes the station’s
weathercaster, with only five secands
of the 30-second spot actually showing
the weatherman along with a newscast-
er asking, *Are the kids going to be able
to play today?” The rest deals with
children playing baseball in rain that
stops as predicted. The spot was origi-
nally done for wCvB-TV Boston, and
Crowley says that either Spotwise or
the station can insert a localized weath-
ercaster scene. With radio, he says,
“You're mostly involved with image
and format, so you only have to change

L

Boston’s one-stop broadcast promoter

the station identification, a little of the
audio track and sometimes a visual.”

Along with a previous track record,
cost savings are a major selling point
for syndicatable spots, he notes, with
these spots costing between $5,000 and
$15,000, compared with $30,000 to
$50,000 to have a new commercial
made.

As for the custom spots produced by
Spotwise, these are highly cost-com-
petitive with those assigned through an
agency: “If you buy a $60,000-70.000
commercial, half of that goes to the
agency. We do the creative for
$5,000-10,000 plus about $30,000 for
production. We don’t have the over-
head of an agencv—and a station can
come to us with the creative and we
don’t charge for it. Also we have tight
control on production cost. The agency
has to rely on the production house to
turn in the work on time and on budget,
but we agree with the client to do this,
so we absorb any overage.”

Spotwise centers much of its creative
effort on slice-of-life commercials, par-
ticularly for Tv stations: “We're not
heavily into special effects like soaring

: — D .
Spotwise president Lawrence Crowley, r., checks final camera angles during a

rockets and blazing colors. We try to
make the station more personable and
more involved with the community.
This is not the type of commercial that
wins awards, but it wins rating points.”

He concedes that promos for radio,
particularly those for rock stations,
tend to be channeled into the latest
music and imagery trends, typically
following the lead of musie videos. He
asserts, “This is what the audiences of
these stations want to see.”

In one of Spotwise’s most eye-catch-
ing TV promos, for WSBK-TV Boston,

|

the viewer is initially deluded into
thinking a newscast is coming on as he
sees the shot of an anchor desk, but
suddenly scenery is being moved in
front of the newscasters. The message
for the UHF independent is “The best
news is not the news at all. M*A*S*H
has moved to Channel 38 at 11 p.m.
tonight.”

Crowley is now looking for more na-
tional business. Blair Entertainment is
a recent addition, and Spotwise will be
doing promos for its Divorce Court and
the new syndicated version of Break
the Bank. NBC Sports has been a cli-
ent for a year-and-a-half, a relationship
that began when John Schipp, director
of on-air promotion for NBC Sports,
walked by the Spotwise booth at a con-
vention, saw part of the Spotwise reel
and stayed to see the rest.

“He suggested we get together,”
Crowley recalls, “and this was the first
time a network ever came to a city like
Boston to have commercial work done.”
Spotwise’s first shot was the 1984
World Series, with Schipp working to-
gether with Spotwise talent to get away
from the typical approach of running
the previous year’s highlights. Instead
“The Boys of Summer” communicated
the tradition of baseball, with a subse-
quent spot dealing with a father and
son passing on this tradition. To date,
some 25 spots have been done for NBC
Sports.

Such experience and lower costs,
which are also aided by the Massachu-
setts right-to-work law, are expected to
attract additional national advertisers
in the future.

With a staff of about 25, Spotwise is
owned by four principals, all with
broadcast experience including promo-
tion, production and news. The others
are Barry Rosenthal, creative director;
Richard Getz, sales and marketing di-
rector and William Miller, director.

PsA compromise

After an impasse running for several
years, ABC and CBS have finally got-
ten together with the Planned Parent-
hood Federation of America on a public
service campaign. For CBS, this repre-
sents a slight change in its ground rules
on PSAs, and for PPFA, it means a sof't-
ened message.

NBC has been running PPFA’s mes-
sages about family planning and par-
ent-teen communications for about
three vears, according to PPFA presi-
dent Faye Wattleton, but no accord
could be reached with the other two
networks until recently. But the PSAs
accepted by these two networks skirt
the subject of birth control.

An ABC spokesperson reports they
were accepted because they “‘discuss
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Advertising Directory of

Selling Commercials

Armstrong Flooring @ Kalish & Rice

P S sy Gy o N

GIFFORD ANIMATION, New York

Avis ® McCaffrey & McCall, Inc.

BANDELIER INC., Albuquerque, NM

Honeynut Cheerios ® Dancer Fitzgerald Sample

KCMP PRODUCTIONS LTD., New York

Knopf Video Books

Rogue’s ® WTKR-TV, Norfolk, VA

For the single love of FUN!

DOLPHIN PRODS., N.Y., COMPUTER ANIMATION

Smith’s ® Harris & Love, Inc.

g

BANDELIER INC., Albuquerque, NM

Voltron, LUN Toys e Geers, Gross Inc.

Ay s

KCMP PRODUCTIONS LTD., New York

WALA-TV e Mobile, Alabama

DOLPHIN PRODS., N.Y., COMPUTER ANIMATION
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Commercials (continued)

the importance of getting the facts of
sexuality to children in the context of
one’s own family values.” Meanwhle,
ABC is still turning down PSAs of the
American College of Obstetricians and
Gynecologists because they advocate
birth control.

The CBS logic is similar, but a
spokesperson also notes this is a shift
from a past policy of not accepting
PSAs from lobbying organizations:
“The question now is not so much the
group but what appears on the screen.
This is a health issue.” But this doesn’t
mean that CBS is ready to accept any
sort of message from the John Birch
Society, for example.

The PSAs are running in conjunction
with National Family Sexuality Educa-
tion Month and include two 30s and a
10-second spot, the latter not accepted
by ABC. They feature actress Joanne
Woodward and former M*A*S*H co-
star Mike Farrell. The campaign also is
being carried on independent stations
and cable outlets throughout the coun-
try.

P&G ‘spokeslemon’

Sud-Z Lemon has become the “spokes-
lemon” for Procter & Gamble’s New
Joy, which contains “16 per cent more
cleaning power,” while doing double
duty in a public service campaign in
conjunction with Volunteer—The Na-
tional Center to support volunteerism
across the U.S. Sud-Z was created by
Bonnie Erickson of Harrison-Erickson,
the puppetmaker that puts Jim Hen-
son’s Muppets into their final form.
Fifteen different Sud-Z’s were creat-

Setting up for a commercial for
Procter & Gamble’s New Joy, a pup-
peteer at Harrison-Erickson uses one
of 15 specially designed Sud-Z Lemon
puppets.
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ed for the commercial campaign, each
performing a different function, such
as flexing muscles, blowing a party
horn or throwing a fork into a sink. In
the Grey Advertising campaign, Sud-Z
is portrayed as “the toughest little
squirt on dirt.”

Grey account executive Betsy King
says the campaign will run steadily
over the next six months on daytime,
primetime and late night network TV
and in about 15 spot markets. She dis-
closes that radio may be tested after
the spokeslemon’s voice becomes rec-
ognizable from TV exposure.

Meanwhile, actors dressed as Sud-Z
Lemons will tour the country in a
“Spread the Joy” fundraising cam-
paign for Volunteer, in which the brand
will match, dollar for dollar, funds
raised for the public service program at
special regional events. Volunteer’s na-
tional network consists of more than
350 local volunteer centers.

Kelly, Astaire star

Star names continue to proliferate in
TV commercials. Gene Kelly and Fred
Astaire appear together in a 30-second
spot by Dailey & Associates Advertis-
ing, Los Angeles, for Western Airlines.
A second commercial for the airline re-
unites Star Trek’s William Shatner
and Leonard Nimoy.

The Kelly-Astaire commercial shows
the two meeting unexpectedly in the
first class cabin of a Western plane,
exchanging conversation and toasting
over glasses of complimentary cham-
pagne. Kelly says, “You know, Fred,
you never stopped traveling in style,”
and Astaire replies with the airline’s
slogan, “It’s the only way to fly.”

Says Dailey president and corporate
creative director Cliff Einstein, “I can
think of few other people who so well
personify elegance, style, ease of move-
ment and application of quality—ex-
actly what we want to communicate for
our client.”

The Shatner-Nimoy commercial has
the two Hawaii-bound, with Nimoy
telling Shatner he had been asked why
he wasn’t flying the plane and adding,
“I told her I wasn’t the captain.”

Quarterback’s hands

The hands of superstar professional
quarterback Dan Marino are the topic
of conversation in a commercial where
he appears for Aris Isotoner gloves.
The 30-second spot, scheduled to run
22 times through Dec. 22, promotes the
men’s gloves as a holiday gift.

Marino, who did the commercial in
Ft. Lauderdale, Fla., says in the spot, ““I
take care of the hands that take care of
me.” Media spending for Aris Isotoner

products reportedly will exceed $7 mil-
lion this year, including primetime net-
work and spot TV and magazines. All
advertising is produced and placed on
an in-house basis.

GE fights the zap

General Electric’s “Power of Music”
campaign, being extended to late night
network programming in the fourth
quarter, is specially formatted for zap
avoidance among young adults, accord-
ing to Richard Costello, manager of
corporate brand conmunications. The
prime target audience, he reports, is
teens and young adults 12-24.

“With the proliferation of cable
channels, remote controls and VCRs,”
he explains, “the viewer can easily con-
trol what he watches—and zap any-
thing that he doesn’t want to watch.”
The campaign, for such audio products
as headset radios and portable stereos,
recently won a Clio in the home enter-
tainment category. The futuristic com-
mercial features four adventurers free-
ing acity imprisoned in silence with the
help of GE audio products.

To counter the youth attention gap,
the commercial uses a combination of
music and rock video “because this
combination talks most directly to the
audience we want to reach and is most
relevant to our products.” The 30s and
60s have appeared on MTV: Music
Television and rock music shows. Ad-
ditions to the fourth quarter schedule
are Late Night with David Letterman
and Friday Night Videos.

NBACA awards given

The National Broadcast Association
for Community Affairs (NBACA) pre-
sented awards to four TV stations and
two radio stations for excellence in
community responsive broadcasting at
its 11th national conference in Albu-
querque, N.M.

For best total station project in TV
metro areas one through 30, WXIA-TV
Atlanta was the winner with “Opera-
tion Homeless.” KGUN-TV Tucson,
Ariz. won the same award in metros
ranked 31 and over for “Safe, Strong
and Free,” a crime prevention project
focusing on youngsters.

In the larger metros, the award for
best public service spots went to
WTCN-TV Minneapolis for ‘“Achie-
vers,” which featured multi-ethnic pro-
fessionals as role models. In the smaller
metros, the winner again was KGUN-
TV, this time for “Chronic Mental Ill-
ness.”

Best total station project award to a
radio station in metros one through 30
went to WABC New York for ‘“Rocka-
bye Baby—Teenage Pregnancy.” KING
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Seattle was the large market winner in
best public service spots with “The
KING Carecab Project,” combating
drunk driving fatalities. A special Go-
vernor’s Award was presented to the
“USA for Africa” campaign.

Kodak contribution

Eastman Kodak Co. has made a major
contribution to the Art Directors Club
to be used toward development of the
club’s new headquarters at 250 Park
Ave. South in New York. The head-
quarters are expected to be completed
by Nov. 15.

The contribution will underwrite
construction of the club’s Eastman Ko-
dak Television Film and Videotape Li-
brary, which will house an extensive
collection of award-winning films,
tapes, reels and cassettes, including
foreign works and new techniques. In-
cluded will be books on production,
planning, design and innovative tech-
niques for television and film.

Live and animation

A combination of live action and ani-
mation was used by Geer, DuBois in its
first commercial introducing Questron,
a new electronic learning system from
Price, Stern, Sloan/Random House.
Questron involves an ‘‘electronic
wand” used with a series of workbooks.
The animation is used to illustrate
the beeps, buzzes and flashes emanat-
ing from the wand in response to the
user’s input. Live action centers
around two children playing with
Questron, with a parent joining in.
Director for the 30-second spot was
Jonathon Yarbrough. Animation, de-

signed by Susan Rose, was done by
Dick Rauh of The Optical House. It
was rotoscoped frame by frame over
the live action by editor John Pales-
trini.

Liza Dunkel was copywriter, and
Ethel Rubinstein produced for the
agency. Music, scored especially for the
spot, was created by David Horowitz.

The commercial will air nationally
on network and cable TV.

Advertising to China

Procter & Gamble and General Foods
are spending $450,000 each to place a
schedule of 30-second commercials on
One World, to air in the People’s Re-
public of China twice weekly starting in
late February.

The show is produced by Chinese-
born American journalist Yue-Sai Kan,
whose Looking East now runs two to
five times a week on 518 cable systems
and UHF stations in 47 states in the
U.S.

Kan's contract with Central China
Television, China’s only national net-
work, is for an 18-minute, 18-second
program with three minutes of adver-
tising time. Kan says this will be the
first series on the network with regular
advertising. She reports she is also
close to signing Eastman Kodak and
also expects to sell a major Japanese
home electronics manufacturer. She
says she can accept a maximum of six
advertisers, each with a 15- or 30-sec-
ond commercial to run 104 times a
year.

BPME member drive

The Broadcast Promotion and Market-
ing Executives (BPME) is launching a
new membership drive focused on ex-
panding its cable and radio member-

Director Jonathon Yarbrough prepares child actors for their introduction of

Questron.

Television/Radio Age, October 28, 1985




RN e

VIDEO DUB INC.

VIDEO DUB INC.
New York (212) 582-9550
Chicago (312) 337-4900

Now airing
in broadcast
markets
around the
world

A DECADE OF VIDEOTAPE STANDARDS
CONVERSION EXPERIENCE

NTSC/PAL/PAL-M/SECAM

INTEROONTINENIAL TELEVIDEO #eC

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

WDOLB.

Crossroads Shopping Plaza « 391 Tamytown Rd « White Plains, N.Y 106C7
Broadcast Quality Transfer and Duplication
We Transter From & To 1” SMPTE-C,

%” RECAM, %," U-Matic
%" VHS or Beta 1, 2
Film to Tape and Slide to Tape
Duplication from all above formats to
%", VHS or Beta 1, 2

Call: (212) 460-5148 » (914) 949-1741

VIDEO LAB INC.
391 Tarrytown Rd., White Plains, N.Y. 10€07

Phone: (212) 460-5148 * (914) 949-1741

DIGITAL =
STANDARD te
CONVERSION =

PAL-SECAM-NTSC :
DUPLICATION

17, %, ¥2~ Dupiication
1 to 1000 Y2~ Coples a day At our 5th Ave. Facliity
PRODUCTION & POST PRODUCTION
*Studio “On Location on %~ or 17
14 Oft-Line Editing with Chyron

ANS INTERNATIONAL VIDEO LYD.

ANS INTERNATIONAL VIDEO, LTD.
396 Fifth Avenue, NY, NY 10018
Phone: (212) 736-1007

|

l

L

ship. According to a spokesman, overall
membership has reached a high of
1,543, but this includes only some 40
cable and 350 radio members. As part
of the drive, a videocassette based on
BPME’'s monthly video magazine will
be sent to prospective members.

BPME, formerly a New York compa-
ny, is now officially incorporated as a
nonprofit corporation in California. A
charitable corporation called the
BPME Foundation has also been es-
tablished there, initially to serve the
Scholarship Fund and the Library Re-
source Center.

Joming the board of directors are
John Miller, vice president, advertising
and promotion, NBC Entertainment;
and James Ellis, director of creative
services, Tribune Broadcasting.

Trhe BPME 1986 seminar will be
held June 11-15 at l.oew’s Antatole,
Dallas. Further June conventions will
be in Atlanta in 1987, l.os Angeles in
1988, Detroit in 1989 and lLas Vegas in
1990.

Music Notes

Presented with the musical chore for a
Marineland spot, “A Touch Closer,”
John Bahler Associates (JBA), Los An-
geles, had the challenge of taking the
viewer on a musical trip from outer
space, through the atmosophere and
into the aquatic environment. JBA’s
Mark Matthews wrote the music to
picture, and the music was then per-
formed on JBA’s Synclavier 11 digital
music system. Representing agency
Evans/Weinberg were Jo Krutulewski,
producer, and Roger Lockwood, cre-
ative director.

Simulating the effervescence of Like
Cola by Seven Up was the task of Chico
O’Farrill of O’Farrill Music in designing
four radio tracks for the Hispanic mar-
ket. The three 45/15s and one 30 were
done against an arrangement featuring
piano, electric guitar, Fender bass and
a horn section including a trumpet, one
French horn and two saxaphones. O’-
Farrill added a drum machine, several
synthesizer-originated effects includ-
ing vocoder as well as acoustic drums
and congas to heighten the rhythmic
excitement of the tracks. Associate cre-
ative director Cory Zacharia wrote the
spots for Uniworld Group.

A soft, classical piano theme is em-
ployed by composer/synthesist Su-
zanne Ciani in a 10 called “Seriously
Thinking” for V-F jeans through W. B.
Doner. To accompany a young man
pondering the type of jeans he should
buy, the classical score was composed
for the Synclavier Sampling System,
employing voice box, vocoder and Lex
224X in additon to piano.

- 1

J
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Commercials (continued)

Commercials Circuit

Jeft Cooney of LCL Productions, an
EUE/Screen Gems associate, directed
a series of spots for a new board game
version of ABC-TV’s All My Children.
The 30 and three 10s were created by
Kolker & Gill, New York agency, and
include cameo appearances by seven of
the show’s stars. The body of the com-
mercials was shot on location in Man-
hattan while key performers were
filmed at EUE’s New York production
center. Key representative for the
agency was Stephen Kolker, creative
director.

Director/cameraman Herb Loebel
shifted his focus from film to tape when
he did two Sinutab commercials at Uni-
tel Video for J. Walter Thompson. The
15- and 30-second spots extend the
theme established in previously filmed
commercials, using three moving slices
of a model’s head to illustrate sinus
cold symptoms. Loebel decided to vid-
eo tape the new spots to avoid the static
that developed around the slices in the
filmed commercials. He placed the
models against a blue background and,
using the Ultimatte, he then matted
super black around the models instead
of using an inline chromakey during
post production.

Century lll Teleproductions, HBM
Creamer, and Shaughnessy & Ahern
of Boston were among those donating
efforts to create a PSA for United Way
on teen suicide, titled *“Save A Life.”
Century 11l director John Sloan said,
“The key to making the concept work is
that we could build the ‘grave’ above
ground at Shaughnessy, which donated
six scissor lifts for the camera and

’\}JQ’; iltg 4

At “Spenser for Hire” shoot, /. to r.:
director Norman Hall, producer Gail
Desmond, star Robert Urich and ABC
producer Barbara Bowman.

cast.” The commercial is one take
opening on a shot looking up at the sky
and then lowering so the viewer can see
the faces of family mourners looking
into the grave, continuing down so the
faces are farther and farther away, and
ending as a shovel-full of dirt is tossed
into the grave, blocking out the camera.

Century III provided crew and
equipment and coordinated produc-
tion for 150 10-second Spenser for Hire
promos shot on Boston Common. Nor-
man Hall was director. The ABC series
is set in Boston.

David Impastato of Hagmann, Im-
pastato, Stephens & Kerns (HISK), .os
Angeles, was selected by Leo Burnett
Co., Chicago, to direct an Oldsmobile
commercial announcing its Delta 88
model for 1986. Titled “Some Things
Never Change,” the commercial re-
unites Impastato with Olds and the
Dick Van Patten celebrity family in a
spot about the new front-wheel drive
Delta 88. The commercial was filmed
over a two-day period at a variety of
southern California locations, includ-
ing the hair-pin turns on the back roads
of Griffith Park-—selected to show the
front-wheel drive at best advantage.
The HISK production team included
photographer Fred Moore, producer
Kathy Bushman and executive produc-
er Dick Kerns. Creative director Don
Gwaltney headed the Burnett team.

The Post Group, Hollywood postpro-
duction house, is one of the first com-
panies to receive a digital disk recorder
(DDR) from Abekas Video Systems,
Foster City, Calif. The recorder, ac-
cording to Post’s Rich Thorne, senior
vice president, eliminates the problems
caused by creating effects through con-
stant rerecording of generations of vid-
eo tape, which can produce distorted or
discolored images.

Brent Thomas, director with Spots
Films Services International, recently
completed his second assignment for
Doyle Dane Bernbach/Los Angeles.
Previously working with the agency on
a Western Airlines campaign, Thomas
this time did a 30 for Merle Norman
Cosmetics. The spot follows a young
lady as she hesitantly enters a Merle
Norman salon to find a warm, friendly
environment in which she tries various
“looks” until arriving at the one she
likes. The voiceover says, ‘*“Merle Nor-
man helps you understand the beauty
within you and shows you ways to bring
it out. Thomas collaborated closely at
the conceptual stage with writer Steve
Diamont and art director Gerry Gen-
tile. Beth Hagen produced for DDB.

Famous faces have been seen in
abundance lately at Silvercup Studios,
Long Island City, N.Y. Frank Perdue,
the chicken magnate, was shown in his
“harem” of chickens for Scali, McCabe,
Sloves. Actor Judd Hirsch spoke for

Swiss Miss in a spot through Bozell &
Jacobs. Joan lLondon took time out
from Good Morning America to play a
teacher to a class of child actors for
Playskool in which Griffin, Bacal was
the agency.

Verbeck at Esty

Pieter I.. Verbeck has joined William
Esty Co. as senior vice president, cre-
ative director. He will report to Chuck
Cilo, executive creative director of the
agency.

Verbeck was most recently senior

Pieter L. Verbeck

vice president, director of creative ser-
vices at Ogilvy & Mather Partners,
where he served for 11 years. He was
vice president, associate creative direc-
tor at Ogilvy & Mather, New York from
1967 to 1974, creating campaigns for
such clients at Contac, British Tourist
Authority, S. C. Johnson, Lever Bros.
and General Foods.

Christie joins D’Arcy

Carole Christie is moving to D’Arcy
MacManus Masius, St. Louis as a vice
president/creative director for Kal Kan
pet foods, Ozark Air Lines and South-
western Bell Telecom accounts.

Caristie previously was a vice presi-
dent/group creative director with
Gardner Advertising, St. Louis. Prior
to that she was a senior writer at
DMM/St. Louis.

DFS get Guyader

Jean-Manuel Guyader has joined
Dancer Fitzgerald Sample as senior
vice president, creative director. He
was deputy general manager at .J. Wal-
ter Thompson/Paris, where he created
advertising for Ford, DeBeers, Guer-
lain and Kellogg’s.

Guyader also spent eight years at
Young & Rubicam, where he was a cre-
ative director of its Paris and Sao Paulo
offices.

52

Television/Radio Age, October 28, 1985




AUDIT RETAIL SELLER’S
TEST REPORT OPINION

TeleScan first out Woolworth mounts Key factors to
with monitoring co-op-supported consider in sales
of Tv ads/55 TV push/59 forecasting/63

TELEVISION/RADIO AGE !Spot
Report

is ta group...lets advertisers select
those imize their sales potential.
As specialists in Spot Television, Petry knows it’s the sure
route to the rainbow’s end. We prove it every day,

for our stations and our advertisers.

DTS
ul V) .'w.

Petry, Inc., The Original Station Representative




Television & Radio Features
the only game in town that offers
BRAND NAME PRIZES!!

_—

television

< di
(Ficatures,

GAME

PROMOTE YOUR STATION

+ Increase your audience
¢ Increase your ratings

¢ Increase your sales

¢ Increase your profit

RUN YOUR OWN PROMOTION

¢ Bumper Sticker ¢ Remotes ¢ Write-Ins ¢ Clubs
¢ Trivia ¢ Community Affairs

CLIENT TIE-IN

Tie in with an advertiser

and sell a complete package!!!

SPECIAL PROMOTIONS:

¢ Grocery * Valentine e Easter Candy ® Spring
Car Care * Mom & Dad’s Day ®* Summer
Outdoor e Back-To-School ¢ Halloween Candy
¢ Christmas Toys

SAMPLE CLIENT ROSTER

e DuPont ¢ Textron e Coty ® Sheaffer/Eaton

¢ Encyclopaedia Brittanica ¢ Ames Garden Tools
* Teledyne-Water Pic ¢ Longine-Wittnauer

e Carter Wallace, Inc. ®* General Electric

* Rand McNally ¢ Corning Glass ¢ Houbigant

* Syroco * General Mills

television
oo radio

o) Ieatures,inc.

Willow Hill Executive Center
550 Frontage Rc. - Suite 3032
Northfield, IL 60093

Television and Radio Features is the unique
promotion service that offers marketing expertise
in sales, client relations, community affairs and
most important — station promotions. Our
computerized system of handling and shipping
products will simplify storage hassles and
delivery.

And the best part is the merchandise itself. We
supply top name-brand merchandise for on-air
promotions of all kinds. . .radio or television, big
market or small inarket. We're not a trade
operation. We're not a barter house. We have a
better way!

If this is your year to aggressively promote on the
air, you need us. Call 312-446-2550, or fill in the
coupon. Let our prize and professional experience
and your promotion build some really big
numbers for you.

We are interested in your promotion and marketing service . . .
especially the on-the-air station promotions.

Name . o . Phone _ _
Title . Station
Address - ) _

City, State, Zip _ R




TELEVISION RADIO AGE

Spot
Report......

TeleScan kicks off its
TV commercial monitoring

TeleScan started its New York test October 21, mak-
ing it the first of the new and long-promised televi-
sion commercial monitoring systems to get off the
ground. Also promising to enter the monitoring arena
are Ad Audit of Alexandria, Va., with what it de-
scribes as a system similar to TeleScan’s, and Niel-
sen’s MonitorPlus. But MonitorPlus isn’t scheduled
to start full scale monitoring until spring, 1987.

Under president Burton L. Greenberg and new
chairman and former Federal Communications Com-
mission chairman E. William Henry, TeleScan says
its test includes 24-hour-a-day monitoring of all six
commercial channels serving the New York market
and that 24 advertisers will be coding their commer-
cials for identification by TeleScan equipment.
TeleScan encodes each commercial frame with an
identification number unique to that commercial.
This digital number is aired as part of the TV signal
and is received at TeleScan’s remote sites and stored
in redundant computers. The remote sites are polled
at night by telephone, and the information is fed into
a central master computer which compiles the data
and produces the reports.

Advertisers participating in the test include Pepsi-
Cola, Seven-Up, Ralston-Purina, Lipton tea, Rich-
ardson-Vicks, and Kinney shoes. Agencies and media
services involved include Sawdon & Bess, Venet Ad-
vertising, and CPM, Inc., Chicago.

SRC/SIN Hispanic report

An estimated 2.4 million Hispanics now live in the
New York ADI, accounting for 13.1 per cent of the
market’s population. That’s up from 11.5 per cent in
1980, according to New York Hispanic Market Prod-
uct Usage Study, hot off the press. The study, con-
ducted by Strategy Research Corp. and commis-
sioned by SIN New York affiliate WXTV(TV), in-
cludes an overview of the market, demographics,
lifestyles, shopping patterns and product use by New
York area Hispanics.

The 88-page report places median annual house-
hold income of New York Hispanics at $14,400, with
34 per cent of Hispanic female heads of households

working outside the home, compared to 39 per cent of
their non-Hispanic equivalents. Some 39 per cent of
Latin heads of households are employed in white col-
lar occupations vs. 43 per cent of New York’s non-
Hispanics. Nearly 23 per cent of Hispanic household
heads hold blue collar jobs.

Disney debuts 2 packages

Walt Disney Domestic Television has set a movie
package and a package of 178 episodes from the
Wonderful World of Disney as its initial thrust into
the syndication marketplace. The films, which will go
under the banner of Disney Magic-I, will consist of 25
titles, and the World of Disney will be offered to sta-
tions beginning next month, available for airing next
fall, according to Robert Jacquemin, senior vice pres-
ident of the division. The movie package is being
marketed on a fee/barter basis and release dates will
be staggered. The terms call for a 41-year license
deal for cash, with Disney getting 10 minutes for na-
tional sale and stations keeping 12 minutes for local
sale in the first two airings of each film. Titles will
consist of 20 theatricals, ranging from Dumbo to
Splash, four made-for-TV movies, and one from the
Disney Channel, The Undergrads. The first titles,
which will be available for airing next fall, include
TRON, The Absent-Minded Professor, Treasure Is-
land.

Wonderful World of Disney, in its original form
ran 29 years on all three networks. The hour shows
will be offered in strip form and will range from ani-
mation to live action to frontier/adventure and ad-
venture/life/nature.

New Malrite exec lineup

Malrite Communications Group has formed an Office
of the President, following the resignation of Carl E.
Hirsch as president and chief operating officer.

The three-person Office of the President will con-
sist of: Milton Maltz, chairman and chief executive
officer; John G. (Gil) Rosenwald, executive vice pres-
ident and president of the radio division; and John C.
Chaffee, Jr., senior vice president and president of
the television division.

Telepictures game show

Telepictures has thrown its hat into the access arena
with a new game strip, The $1 Million Chance of a
Lifetime, to be hosted by Jim Lang, who did similar
duty on shows such as Name That Tune and The
Dating Game. The game show, which is being pro-
duced solely by Telepictures, took a year to create
and will be available to stations on a cash basis for 36
weeks, including 23 original weeks of the strip and 13
repeats. Telepictures is making the half-hour strip
available for airing on January 6, 1986, nine days be-
fore NATPE.

Television/Radio Age, October 28, 1985

55




TELEVISION RADIO AGE

Spot Report

Campaigns

Armour-Dial, Inc., RADIO

Ogilvy & Mather/Chicago
PREPARED MEATS will be advertised
for four weeks during November in
numerous southeastern and midwest-
ern radio markets. Media team lined
up schedules to reach women 25-plus.

Armstrong World Industries, RADIO
BBDO/New York

HOME INTERIOR IMPROVEMENT sug-
gestions are being broadcast for seven
weeks that started in mid-October in a
coast-to-coast selection of major radio
markets. Target audience is women
25-plus.

Bruce Foods Corp., TV

Mithoff Advertising, El Paso

YAMS and HOT CHILE are being fea-
tured for five weeks that started in
late October in a long and widespread
list of television markets. Buyers set
fringe, daytime and news appearanees
to reach both men and women 18 and

up.

five weeks that started in late October
in a fair selection of Texas, Oklahoma
and Louisiana radio markets. Target
audience includes both men and wom-
en 25-plus.

General Mills, Tv

Laurence, Charles & Free/New York
GORTON’S OF GLOUCESTER
CRUNCHY FISH STICKS are being ad-
vertised for four weeks that started in
early October in a nationwide selec-
tion of larger television markets.
Fringe, news and weekend placement
is aimed at women 18 and up.

Ford Dealers of New England, RADIO
Hill, Holliday, Connors, Cosmopulos/
Boston

CARS are rolling for five to eight weeks
that started on various late September
and early October air dates in a good
many New England radio markets.
Negotiators arranged placement to
impress men 25 and up.

Frito-Lay, Inc., RADIO
Tracy-Locke/Dallas
POTATO CHIPS are being offered for

First wave for Wilkinson

The first wave of a two-year, $23.5 mil-
lion advertising push for Allegheny In-
ternational’s new Wilkinson Sword dis-
posable Retractor razors started in
September and is scheduled through
the rest of 1985. Spot television is air-
ing in Pittsburgh, Syracuse, N.Y., and
in Richmond, Va., and is scheduled to
roll out into other markets in January.

William R. Gauch, vice president,
marketing for Wilkinson Sword, says
that during each 12-month period of
the campaign, 2,500 GRPs will be deliv-
ered to the target audience, and that,
“By comparison with competitors, this
is the largest expenditure today in the
wet shaving industry.” That target au-
dience includes both men and women.
The agency is Burton-Campbell, At-
lanta.

International Minerals & Chemical
Corp., RADIO

Colle & McVoy Advertising/Minnea-
polis

AGRICULTURAL CHEMICALS are be-
ing spread for 12 weeks starting on
various September and October air
dates in a widespread lineup of mid-
western and Texas radio markets. Me-
dia’s sights are set on reaching farm
managers.

Jack in the Box, RADIO
Wells, Rich, Greene/West/L.A.
FAST FOOD RESTAURANTS plan to
use 20 weeks of radio that started in
early October in a great many western
markets.

Media worked to target both men
and women 18 and up.

James River/Dixie-Northern, Tv
Scali, McCabe, Sloves/New York
BRAWNY and OTHER CONSUMER PA-
PER PRODUCTS are making 13 weeks
of spot appearances that started on
various August and late October air
dates in a long and nationwide list of
television markets.

Negotiators placed daytime, fringe
and primetime avails to appeal to
women in various age brackets, de-
pending on product.

The Kellogg Co., TV

Leo Burnett Co./Chicago

FROSTED FLAKES and OTHER CERE-
ALS are scheduled for six to 11 weeks
of spot exposure that started on vari-
ous September and October air dates
in a long and coast-to-coast spread of
television markets. Media group ar-
ranged for daytime, kid, news and
fringe showings to attract both adults
and children.

Lennox Dealers, TV

Ross Advertising/St. Louis

HEATING and AIR CONDITIONING
SYSTEMS are scheduled for 12 weeks
of spot advertising that started in ear-
ly September in a long and widespread
lineup of television markets. Buyers

placed fringe, news and sports adja-
cencies to impress men.

Mita, Tv

HCM/New York

OFFICE COPIERS are using eight weeks
of spot that started October 7 to kick
off a $5 million campaign scheduled to
include network radio, cable and print
as well as spot television. Right now
the advertising is on the air in six ma-
jor markets: New York, Chicago, Los
Angeles, Dallas, Atlanta, and Wash-
ington, aimed at business decision
makers. Plans call for more TV to fol-
low up this first flight, which includes
one 30-second spot and six 10-second
messages emphasizing that Mita spe-
cializes in producing copiers only.

Totes, TV

Sive Associates/Cincinnati
CONVENIENCE RAIN GEAR is being
advertised for 11 weeks that started in
late September in a long and coast-to-
coast list of television markets. Media
worked with the full range of dayparts
to reach both men and women 25 and
up.

Toys R Us, RADIO

Botway/Libov Associates/New York
GIFTS FOR KIDS will be featured dur-
ing the first two weeks of November in
a long and widespread lineup of radio
markets. Buying target is women 25
and up.

U.S. Army, RADIO

N W Ayer/New York

ENLISTMENTS are being encouraged
for six weeks that started in early Oc-
tober in a long and nationwide list of
radio markets. Media placed sched-
ules to reach young males 18 to 24.

McGavren Guild shifts

Dick Sharpe, executive vice president,
Eastern Division for McGavren Guild
Radio in New York, has assumed addi-
tional responsibility for the rep’s Cen-
tral Division, and Peter Doyle, vice pre-
sident/regional manager of McGavren
Guild in New York has been appointed
to the rep’s Executive Committee, the
chief policy making body for corporate
decisions. Replacing Doyle as chair-
man of the rep’s Advisory Board is Jeff
Dashev, vice president/regional man-
ager in Los Angeles.

In other executive moves at the rep,
Tom Dolliff becomes regional manager
in Houston, and Don Hall has been
named sales manager in Dallas. Hall
has been an account executive with
McGavren Guild for four years; Dolliff
has been a sales manager with the firm.
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WHAT DO YOU CALL A SERIES WITH OVER
65% COVERAGE A YEAR AHEAD OF TIME?

70\ (4 i //;f/'/) ../5/, G p
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/GHOSTBUSTERS

65 animated comedy adventure half-
hours for premiere Fall 1986. Frem
the company that brinags you He-Man™
and the Masters of the Universe™ and She-Ra™
Prircess of Power.™ Now in praduction.

ALREADY SET IN EVERY ONE OF
THE TOP 30 MARKETS AND MANY MORE!

...And you can call (213) 850-3800 to clear your station for the next big hit —
Filmation’s Ghostbusters.

Produced in the US.A. by = 3 TRIBUNE
GROUP W PRODUCTIONS in association with = ENTERTAINMENT
FILMATION s o s oA
S T TSI AREL A Advertising Sales: (212) 557-7800

International: (818) 345-7414 (312) 222-4412

© 1985 Filmation
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Spot Report
Appointments

Agencies

Glenn Meyers, director of media and
marketing services at Mintz & Hoke in
Avon, Conn., has been promoted to
vice president. He joined the agency
three years ago as an account supervi-
sor, following posts with General
Foods and J. Walter Thompson.

Larry A. Mandel and Patricia Gleason
have been promoted at Admarketing,
Inc., Los Angeles. Mandel moves up
from media director/California to vice
president of media/California and
Gleason steps up to vice president of
media/national from media director/
national.

Colleen O’Kane has been appointed
vice president/media director of Bur-
ton-Campbell, Atlanta. She comes
from Benton & Bowles in Chicago
where she had been vice president and
media director, and before that she
had been director of media planning
at Tatham-Laird & Kudner.

Laurie Livingston has joined Bieder-
man & Co. in New York as vice presi-
dent and research director. She was
formerly a vice president and asso-
ciate research director at Backer &
Spielvogel, and before that she had
been with Grey Advertising.

Marcus elected

Jerry Marcus, vice president, general
manager of KRIV-TV Houston has been
elected to represent independent tele-
vision stations in market sizes 1 to 14
on the Arbitron Television Advisory
Council. Marcus has worked for Metro-
media for 15 years. Before becoming
general manager of KRIV-TV in 1978, he
had been vice president and general
sales manager of WT'TG(TV) Washing-
ton and vice president and local sales
manager for KTTV(TV) Los Angeles.

Petra Arbutina has been named a me-
dia supervisor at Ketchum Advertis-
ing in Pittsburgh. She joined the agen-
¢y in 1981 and now steps up from
planner.

Andrea Vaughan has been promoted
to media buyer at McCann-Erickson
in Detroit. She steps up from estima-
tor and is assigned to the agency’s
General Motors business.

Cynthia Beerbohm, senior media su-
pervisor on the Coca-Cola Bottler
business at McCann-Erickson/Detroit,
has assumed additional responsibil-
ities on International Export Sales ad-
vertising for the General Motors Over-
seas Distribution Corp.

Dr. Debra Starkman has been elected
a vice president at BBDO/New York.
She came to the agency in 1981 as a
marketing analyst and is now asso-
ciate director, marketing sciences.

Barbara Collins has been promoted to
vice president at The Marschalk Co.,
New York. She joined the agency in
1980 as a media research supervisor
and is now its media research director.

Cathy Askow, Susan Connolly and
Marcia Gold have been elected vice
presidents at SSC&B:Lintas USA in
New York. All three are research
group managers. Gold joined the agen-
cy in 1981 from D’Arcy MacManus &
Masius and Askow came aboard last
year from Ted Bates. Connolly had
previously worked for Saatchi & Saat-
chi Compton, Grey Advertising and
for Foote, Cone & Belding.

Susan Silberman has been promoted
to senior research supervisor, and
Mary Pat Anders steps up to research
supervisor at D’Arcy Masius Benton &
Bowles in Chicago. Silberman came to
the agency in 1981 as a research asso-
ciate and Anders joined DMB&B last
year from Cunningham & Walsh.

Sara Dormon has joined Elkman Ad-
vertising, Bala Cynwyd, Pa. as mar-
keting project director. She moves in
from a post as associate research di-
rector at Lewis & Gilman.

Peggy Schwende has been promoted
to research account supervisor at
Needham Harper Worldwide, New
York. She came to the agency in 1980
as an account group secretary and now
advances from research account exec-
utive.

Teddy Hayes has moved up to media
buyer/planner at Basso & Associates
in Newport Beach, Calif.

Diane B. Johnston has moved up to
media buyer at Ross Roy, Inc., De-
troit. She advances from assistant
buyer, and before coming to Ross Roy
had been a buyer at Robert Solomon
& Associates.

Representatives

Jim Jordan has been named to the new
post of vice president-Chicago area
manager for TeleRep and Steve Jones
is promoted to vice president-West
Coast manager. Jones is succeeded as
San Francisco sales manager by Bob
Spingola who steps up from account
executive. Jordan is succeeded as vice
president-Midwest manager by Ed
Kroninger who had been vice presi-
dent, regional sales manager. Kron-
inger will continue to work out of De-
troit, heading TeleRep sales opera-
tions there.

Larry Ramsey has been promoted to
manager of the Dallas sales office and
John Radovich moves up to manager
of the Atlanta sales office of Harring-
ton, Righter & Parsons. Radovich has
been with HRP for nine years and now
transfers from New York. Ramsey has
been with the Dallas sales staff for the
past seven years.

Marketing combine

Brown Design & Promotion, Brown Di-
rect and MarketSearch are now com-
bined with Kalish & Rice Advertising
to form the Earle Palmer Brown Cos./
Philadelphia. Allan S. Kalish becomes
chairman of the new organization and
George R. Gunn, Jr. has been named
president.

Kalish & Rice merged with the Earle
Palmer Brown Companies in July 1984.
Today Kalish & Rice bills about $30
million and total billing for the Earle
Palmer Brown Companies comes to an
annual rate of some $115 million.
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Shellie R. Sigal has been promoted to
sales manager of the Knights sales
team at Seltel in Los Angeles. She has
been selling for the Knights for three
years.

Chuck Hanrahan has been promoted
to group sales manager at Petry Na-
tional Television and Nan Krauss
joins the firm as group research man-
ager. Krauss moves in from ABC’s
owned station division and is assigned
to Petry National’s Red sales team.
Hanrahan came to Petry in 1979 and
will now head the White team at Petry
National in New York.

Retail Report

Peter Walker has been elected a vice
president at Blair Television in Chica-
go. A veteran of TeleRep and Katz,
Walker has been sales manager of
Blair TV’s Independent sales team in
Chicago since 1984.

Anne Kushen has been appointed of-
fice manager at Independent Televi-
sion Sales in Chicago, and Vickie Se-
bastian and Vern Meeren join the ITS
sales staff there from Avery-Knodel
Television.

Kathy Savage has been promoted to
account executive with the San Fran-
cisco sales office of Katz Continental
Television. She joined Katz as a sales
assistant in 1983 and entered the rep’s
sales training program last year.

Charles Ponger and Jeff Norman have
been appointed account executives for
Storer Television Sales in New York.
Norman had been director of commer-
cial sales for Storer’s Cable Division
and Ponger moves in from the sales
staff of WSTC and WYRS(FM) Stam-
ford, Conn.

Drew Pape has been nained an ac-
count executive with the Los Angeles
sales staff of Blair/RAR. He had pre-
viously been selling for Katz in Los
Angeles.

Linda Mirandi has joined Selcom radio
as an account executive. She had been
with the saies staff of Weiss & Powell,
and before that she had been a radio
buyer for Benton & Bowles and for
Wells, Rich, Greene.

Margaret Belden and Joseph Skla-
dany have joined the New York office
of Christal Radio as account execu-
tives. Skladany is a former account ex-

Woolworth’s TV push

One of the most venerable names in American retailing is banking on
television to spread the word about its refurbished image. Woolworth,
which has undertaken a major store renovation program, has also mount-
ed an energetic TV advertising program, supported by vendor co-op.

Working with its advertising agency, Sawdon & Bess, Woolworth creat-
ed a vendor tape to update manufacturers on the remodeling taking place
within its stores and to explain the chain’s television philosophy, which is
tied to its “Power Merchandising” concept, i.e., to concentrate on those
areas of the store with which the consumer has the strongest identifica-
tion.

Says a spokesman: “Customers generally associate particular categories
of merchandise with Woolworth. These departments have been identified
and are now referred to as core.

“ “Power Merchandising’ is a strategy designed to capitalize on the ad-
vantage we have with our core departments and expand our market share
on these designated categories with an aggressive sales promotion and ad-
vertising program.”

Woolworth, says Tom McGoldrick, vice president/account services at
Sawdon & Bess, ‘“‘determined that its target audience was females 25-44,
mostly married, mostly housewives, with income that is not on the high
side.”

Major markets have been selected, he says, based on concentration of
stores and on where the refurbishing has already taken place. During
1983, ’84 and ’85, the variety store chain renovated over 300 stores. In ad-
dition, two new 12,000 square-foot prototype stores have been opened in
major malls.

Three basic types of 30-second television commercials have been devel-
oped for the Woolworth push:

B Spotlighting a single manufacturer and focusing on a specific product.

m Showcasing a single manufacturer but combining three of his prod-

ucts.

m Sharing time equally among three vendors from non-competitive cate-
ories.

¢ The latter format was used for Woolworth’s initial effort which aired

last spring as an Easter promotion. It included candy, plants and greeting

cards. Another early flight, says McGoldrick, was “a phenomenal light

bulb sale.”

In June, a major presentation was made to more than 100 representa-
tives from toy manufacturers for a Christmas promotion, and in August
the TV pitch was made to an additional 500 vendor representatives.

The creative approach centers around a Woolworth’s shopping list which
opens every commercial. The appropriate item or items are circled and
then the spot zeroes in on specific products.

The key, says McGoldrick, is “flexibility. The production costs are
low,” and the major expense is the air time.

While declining to be too specific, McGoldrick says the advertising that
has run so far has “more than met established goals.”

Woolworth, he points out, coordinates the TV advertising with newspa-
per inserts, audio tapes for store public address systems, in-store signs
and window displays.

Some other tidbits about Woolworth’s potential impact: The 22 areas
in which it has its strongest market share account for 44 per cent of all TV
households, or 38 million homes; 46 per cent of all adults (77 million); and
47 per cent of all women (42 million). Also, the top three Woolworth mar-
kets are New York, Philadelphia and Chicago, accounting for more than
14 per cent of TV households (12 million homes).—Sanford Josephson
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CPT Holdings., Inc

res Televison,

“THAT’S MY MAMA!”
HAS THE CURE
FORWHATAILS YA!

Need some good old fashioned laughs in
your lineup? “THAT’S MY MAMA!”
is the answer! Starring Clifton Davis,
Ted Lange and Theresa Merritt as Mama.
39 hilarious half-hours now available.

“THAT’S MY MAMA!”







Media Professionals

National financial services
can learn from local firms

_— Dave Capano
7 ;

!i} - '
‘d' )

s

Senior vice president,

Media director
Doremus & Company
New York

———

Dave Capano, who heads media at Doremus & Co.,
New York, sees a growing need for more professional
marketing people to become involved in the financial
services marketplace. In the last 10 years, he says,
“No field has undergone the changes that have en-
gulfed the financial community. Mergers, acquisi-
tions, and new investment services and products have
filled the business sections of newspapers.”

In spite of this, says Capano, for many of the com-
panies involved, “It’s been ‘business as usual.’ They
seem to suffer from that dreaded disease, ‘Why do I
need to advertise? The people I want to reach already

1960, but this is 25 years later. We’re now an infor-
mation driven society and non-communication is a
marketing ‘mortal sin’.”

To rectify this situation, Capano urges, “Better
qualified marketing, media, research and creative
personnel at the agencies that handle these accounts,
and more active and aggressive client management,
especially from a perspective of (a) establishing a di-
rection for the company to take, and (b) understand-
ing the role that marketing and advertising can play
in achieving that objective.”

He also recommends “ ‘Stance’ taking by the agen-
cies—that is, establishing an advertising ‘position’ for
each client in the media they use, choosing from the
wider array of both print and broadcast vehicles
available today, and being willing to take risks; it’s
the nature of any successful business in such a highly
competitive market. The rewards of such risk taking
are self evident.”

Capano notes that such practices have already
been put into operation by many local financial insti-
tutions, ‘who are well aware of the importance of
awareness and market share, and who have been
broadening their reach via both print and broadcast
exposure. It seems as though it’s the national compa-
nies who need the marketing lessons.”

He concludes that the next few years “will be of
paramount importance to the companies involved in
this financial services marketplace. A strong, aggres-
sive marketing and advertising effort will be needed
to maintain awareness and market share. Those who
stumble along will be relegated to the back of the

know who we are.” That might have been okay in

pack.”

ecutive for the Pittsburgh Business
Times and Belden had been an ac-
count executive for WABC and for
WINS, both New York.

Narc Nagel and Alan Strumwasser
have been named account executives
at Petry National Television in New
York. Both had previously worked for
Lexington Broadcast Services and
both are assigned to the White sales
team.

Cecilia Rieg and Terry Frawley have
been promoted to account executives
at Harrington, Righter & Parsons.
Frawley had been with the sales staff
of Corning Glass before joining HRP
as a trainee, and is now assigned to the
Blue team in New York. Rieg, former-
ly an assistant account executive with
HRP’s New York office, now joins the
Green team in Chicago.

Joe Chase and Tom Watson have
joined the sales staff of Independent
Television Sales. Watson moves in
from WXON-TV Detroit; Chase had
been with Corinthian Broadcasting.

Stations

John R. Cook has been promoted to
president and general manager of
KKBQ AM-FM Houston and will con-
tinue as senior vice president, pro-
gramming for the Gannett Radio Divi-
sion. Cook replaces Peter M. Schulte,
now executive vice president of the ra-
dio division of Summit Communica-
tions. Cook is succeeded as president
and general manager of WDAE and
WIQI(FM) Tampa-St. Petersburg by
James D. Mulla, former president and
general manager of WCZY AM-FM De-
troit.

Ronald Gilbert has been named vice
president, general manager of
WXCR(FM) Safety Harbor, Fla. He
moves in from Bridgeport, Conn.
where he had been with wicc.

Craig Wilbraham has been appointed
to the new post of station manager for
WLOO(FM) Chicago. He had been gen-
eral sales manager of both Century
Chicago stations, WAIT and
WLOO(FM).

Jack Adamson has been appointed
president of Bonneville Internation-
al’s KSL Radio and Television, Salt
Lake City. He’ll also continue in his
current post of senior vice president of
Bonneville International Corp. Adam-
son recently moved to Utah from Los
Angeles, where he had been president
of Bonneville's California Division.

Paulette Williams has been named to
the new post of station manager of
KMEL(FM) San Francisco. She had
been general sales manager for
KMGG(FM) Los Angeles before rejoin-
ing Century Broadcasting Corp.

Carey Davis has been named vice
president and station manager of
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WMCA New York, Eric P. Straus be-
comes general sales manager. and
Jeanne H. Straus steps up to vice
president, operations at the Straus
Communications station, Davis had
been sales manager for the station,
Eric Straus had been general manager
of WELV AM-FM Ellenville. N.Y., and
Jeanne Straus had been program di-
rector for WMCA.

Jim Moroney Il has been named gen-

eral sales manager of KOTV(TV) Tulsa.
He moves in from Dallas where he had
heen local sales manager ait WFAA-TV,

also owned by Belo Broadcasting.

Sem Dieterick has been appointed
general sales manager at WQTV(TV)
Boston. He comes to the Arlington
Broadcast Group station from New
Orleans. where he had been local sales
manager for WGNO-TV.

Bruce R. Liljegren is now general
manager of KEZI-TV Eugene, Ore. He
had been vice president, operations
and programming for the Wisconsin
TV Network. with ABC atfiliates in
Madison. Wausau. L.a Crosse and Eau
Claire.

Dr. John Scott Davenport has been
promoted to vice president for re-
search and analysis for Bonneville In
ternational Corp. He joined Bonne-
ville in January from MA-RT Ser- ‘
vices. Inc. in New Mexico, and now |
moves up from research director.

Susanne Lauchner has heen promoted
from senior account executive to sales
manager of WGIR(FM) Manchester.
N.H. Before coming to the Knight
Qualitv station she had been with the
sales staff of WCAP Lowell. Mass.

One Seller’s Opinion

Key factors to
consider in
sales forecasting

=
k'\
‘ - ‘
Bouloukos
Casey Stengel reportedly said: “Making predictions is difficult, especial-
ly when it invalves the future.” Radio station managers are faced with
“Casey’s dilemma” when formulating their business plans for the coming
year. Prediction is difficult. How do you go about determining what your
sales projections will be in a competitive and volatile business like radio?
Too often, we tend to “blue sky” our sales budgets to cover increased ex-
penses or to reach a profit number desired by the general manager, parent
company or private owner. But a blue sky number is not a sound approach
to forecasting. In fact, it’s not forecasting at all. It’s wishful thinking.
Sound forecasting involves examining and analyzing those factors that
directly influence the sales of your radio station or station group. There are

six key factors that I have found essential to creating an effective sales
forecast and budget.

1) Amdience Ratings: Compare your ratings on a year-to-year, book-to-
book basis. Ask your program director to project your rating (conservative-
ly) by book and daypart for the upcoming year. Have your sales manager
review these projections with your program director before the sales plan is
developed.

2) General Ecnomic Forecast for Your Market: What is your market’s past
history? Is it growing? Is it depressed? ls it flat?

3) Market Forecast for Radio Dollars: What has been the growth of radio
dollars in your market over the last five years? Use an average of the five-
year growth as a basis for projected market growth for your planning year.

4) Format Competition: How many similar formats are there in your mar-
ket? What percentage of total available dollars are these direct competi-
tors taking? How do your station’s primary demographic and key daypart
strengths compare to the competition?

5) Sales Management and Sales Team Structure: Do you have the best?
Are you ready to compete? Does your sales staff have a successful track re-
cord in the market? Does your management team have the ability to hire
the right people and motivate them? Are the systems in place to manage
and price inventory? Do you have agency, new business and co-op staffs in
place? Does your compensation plan reward high achievers?

6) Analysis of Current and Previous Years’ Sales Performance: During
the planning cycle, the sales manager should review agency sales by agen-
¢y, account, and account executive. National sales should be reviewed on a
market-by-market basis. Sales growth over the past three years should be
reviewed, with the average growth used as a guide for your projected sales
growth. Your share of market dollars should be growing.

I don’t pretend to have all of the answers to sales forecasting and bud-
geting, but I have found these guidelines to be particularly effective in de-
veloping a realistic and workable financial plan. It helps to make sales
forecasting and budgeting a lot less difficult, “especially when they involve
the future.”—Don P. Bouloukos, vice president, operations, ABC Owned
Radio Stations
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AM STEREO-
TV STEREO...

Here itis...

The most recent sourcebook

available on the new sound in

AM radio and TV broadcasting!
[ ]

Audio enthusiasts discover the lat-
est information on all types of AM re-
ceivers with a focus on integrated
circuitry, electronic tuners, stereo
pilot signal, multi-reception receiv-
ers and more . . .

L ]
A complete intro to multi-channel TV
sound is followed by a closer look at
Zenith’s initial tests and proposal;
the XC-TV system; the dBs, Inc. Sys-
tem; EIAL Telsonics and Zenith En-
coder/Decoder and more . . .

Chapter Titles include:
¢ The FCC’s Marketplace Decision
¢ Kahn/Hazeline and Harris Systems
¢ AM Stereo Transmitters/Receivers
¢ Introduction to Multichannel TV

Sound
e Cable Problems and Buzz
... and More!

TV/Radio Age Books

1270 Avenue of Americas
New York, NY 10020

T-1932 Hardbound O $17.95
Paperback 0O $12.95

Enclosed find $ for copies
of “‘AM Stereo and TV Stereo — New
Sound Dimensions’’

Name.

Address

City_ State___

Zip_
Payment or Company P. O. must

accompany each order.

Mark Thomas has been named sales
manager for WHAS Louisville. He
moves in from a post as senior account
executive at The Media Store adver-
tising agency and before that he had
been sales manager for WRKA(FM)
Louisville and a sportscaster for
WTTV(TV) Indianapolis.

Morrie Beitch has been named direc-
tor of sales at KRRT-TV, the new tele-
vision station in San Antonio. He was
formerly general sales manager of
KSPR-TV Springfield, Mo.

Larry M. Kent has been appointed
sales manager for WJQY(FM) Fort Lau-
derdale, Fla. He had been with the
sales staff of WINZ Miami and is a for-
mer talk show host for WNwS Miami.

New Stations

Under Construction

KRRT-TV San Antonio; Channel 35; ADI
San Antonio. Licensee, Republic Com-
munications Corp., 6218 Northwest
Loop 410, San Antonio, Texas. Tele-
phone (512) 226-9775. Richard B.
Lowe, general manager; Morrie
Beitch, general sales manager. Target
air date, week of November 3, 1985.

KTHT-TV Houston; Channel 67 ADI
Houston, Licensee, Four Star Broad-
casting, Inc., 2211 Norfolk St., Suite
516, Houston, Texas 77098. Telephone
(713) 520-0001. John Moffitt, execu-
tive vice president, general manager.
Target air date, early or mid-Novem-
ber 1985.

Buyer’s Checklist

New Representatives

Katz Continental Television has been
named to represent KCPM(TV) Chico-
Redding, Calif. The NBC affiliate is
owned jointly by Telepictures and the
station’s general manager, Mel Querio.

The Queen Co. has been appointed
New England sales representative for
WCME(FM) Westport, Me. The sta-
tion, owned by Bay Communications,
Inc., carries an easy-listening format.

Savalli, Schutz & Peterson is the new
national sales representative for WMLI
and WGUY(FM) Bangor, Me. WGUY
plays a rock format and WMLI offers
MOR music.

Selcom Radio has added two Transtar
Format 41 stations to its client station
list. They are WTMG(FM) Nashville
and WGLO(FM) Peoria. The format
features a light contemporary beat.

Weiss & Powell has assumed national
sales representation of KLEO and
KSKU(FM) Wichita, Kans. KSKU pro-
grams contemporary hits and KLEO
follows a MOYL format.

New Affiliates

NBC Television Network is welcoming
back KOMU-TV Columbia, Mo. and
KCEN-TV Waco-Temple, Texas.

Transactions

Roth Communications has agreed to
acquire KQAM and KEYN(FM) Wichi-
ta, Kans. from Long-Pride Broadcast-
ing for $8 million. Broker in the trans-
action is Americom Media Brokers.

R&R Broadcasting, Inc. has complet-
ed acquisition of WHYN AM-FM
Springfield, Mass. from Affiliated
Broadcasting, Inc. for $7.8 million.
R&R, headed by John C. Goodwill, is
a subsidiary of Robbins & Ries, Inc.

TvB elects

New members have been elected to
three-year terms on the Sales Advisory
Committee of the Television Bureau of
Advertising. They include Bruce Bak-
er, general sales manager, WFTV(TV)
Orlando-Daytona Beach-Melbourne;
David Boylan, director of sales, WKYC-
TV Cleveland; Paul Cassidy, station
manager, KOLD-TV Tucson, Ariz.; Wil-
liam Katsafanas, general sales manag-
er, KSDK(TV) St. Louis; and Rick
Keilty, general sales manager, WVSC-
TV Norfolk-Portsmouth-Newport
News-Hampton.

Also: Jay Maxey, general sales man-
ager, KMTV(TV) Omaha; Randy Os-
wald, director of sales, WNYT(TV) Al-
bany-Schnectady-Troy; Gary Plumlee,
general sales manager, KTNV-TV Las
Vegas; Jay Rabin, manager/marketing
and sales, KCNC-TV Denver; David
Sankovich, general sales manager,
KENS-TV San Antonio; Rick F. Spin-
ner, director of sales, WPVI-TV Phila-
delphia;. and John Watkins, general
sales manager, WABC-TV New York.

Chairman of the Advisory Commit-
tee is Clark Wiedeman, general manag-
er, WEAU-TV LaCrosse-Eau Claire. Co-
chairman for 1985-’86 is Lynn Fair-
banks, general manager, WAWS-TV
Jacksonville.
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ACE Awards go ‘academy’ style

Cable’s new programming academy aims
for Emmy-type prestige—but will the
Emmys co-opt the effort? C6

Nets set for solo scrambling?

MSOs like Turner’s about-face on the
issue—but programmers still insist they
control distribution. C9

Nielsen audience profile plan

Top ratings firm soon will offer local rat-
ings from 400 systems, a boon for local ad

sales. C3

Rainbow’s $50 miillion windfall

To get out of rights deal on MGM classic
films, MGM/UA and Turner Broadcast-
ing make big “buyback.” C4




WTBS

l Entertaining more than 32
million cable homes,
Superstation WTBS is in a
class by itself. |

‘ “Superstation WTBS is a
solid performer in every
: Tribune system. The
. specials, movies and sports
| make the station a real

winner.”

Abby Aronsohn
Director ol Programming
Tribune Cable. Inc.

| SuperStation ||

SATELLITE PROCRAM NETWORK
Diverse programming
brings strength to cable.
SPN offers subscribers a
unique change of pace.

“Satellite Program Network
fills an important gap in my l
channel lineup. By offering
SPN, | am able to reach that
exceptional group of
subscribers demanding
originality from cable 7V"”

Robert Stenget
Director of Corporate Services
Continental Cablevision, Inc.

F -

——l—————

Take any combination of our
formats on an a la carte
basis or, better yet, offer
your subscribers the total
premium audio package.

“Star Ship has been very
successful in our system.
Subscribers have been quite

‘ receptive to this new form
of cable entertainment.

| We've reached nearly 15%
penetration in just a few
short months.”

Jerrold Fischer
Manager
King Videocable, Inc.

b

Don’t gamble. .. play with proven winners. Give SSS a call. Today.

Pick L/p_'()n. . SSS Discount.

Satellite Syndicated Systems, Inc. / P.O. Box 702160 / Tulsa, OK 74170 / (918) 481-0881




Cablelnsider

Nielsen readies new
cable measurement plan

The A.C. Nielsen Co. believes it has solved the prob-
lem of local cable system audience measurement—
and it’s done so by refining the reporting and mas-
saging of existing data, rather than by creating an en-
tirely new reporting system.

As a result, ratings of national satellite networks as
delivered by some 400 local cable systems should be
available to the industry, and to advertisers and
agencies, by this fall or early next year. These 400
systems comprise all major markets and intercon-
nects, Nielsen says. And if the system works as antic-
ipated, it may be possible to expand the system-spe-
cific ratings to an additional 100 systems, officials
add.

The new interpretation of the local cable data is
being tentatively called the Nielsen “Cable Audience
Profile,” or CAP or short. According to David Hark-
ness, the Nielsen vice president in charge of the Niel-
sen HomeVideo Index, CAP is actually a system-spe-
cific breakout of diary data already being collected in
a 100,000 TV household sample that is used to com-
pile Nielsen’s HomeVideo Index. Heretofore, those
numbers have not been collated and distributed ac-
cording to individual systems. What Nielsen is doing,
in effect, is devising a system to break out and collate
these diary reports by individual system.

Harkness acknowledges that the diary methodolo-
gy tends to understate cable ratings—a major finding
of Nielsen’s “Cable Audience Measurement Study,”
or CAMS, which was performed two years ago for the
Cabletelevision Advertising Bureau. Yet, as CAMS
underscored, the diary system, while flawed, ap-
peared to be among the best methodologies that were
readily available. (Diaries confirmed by telephone
coincidentals remain a favored approach, but for a
comprehensive cable audience measurement system,
the cost probably would be prohibitive, officials say.)

The index system. To solve the underdelivery prob-
lem that accompanies reliance on diaries, the new
CAP system will express its ratings in the form of an
index that, in effect, compares local ratings perfor-
mance to a national benchmark provided by the ex-
isting Nielsen HomeVideo Index. (Some 46 per cent
of Nielsen’s national TV index consists of cable
homes, a percentage that is slightly larger than
cable’s overall penetration figure.)

As explained by Harkness, the national ratings av-
erage of a given service might be a 0.1—in CAP par-
lance, expressed as 100. If a local system scores a 1.2
rating for the same service, the CAP index for the
system would be 120—in other words, 20 percent
greater than the national average. Under this system,
either the local rating or the national rating could be
discerned from the index.

In any event, because the index is a relative figure
based on both local and national samplings, it helps

solve the problem of under-reported diary figures
based on a single set of data, according to Harkness.
“For the cable channels, you'll be able to make a di-
rect local to national comparison,” Harkness says.
“But using an index system, you avoid the undermea-
surement problem. As long as we are reporting a rela-
tive number, looking at a relative world, it doesn’t
really matter if there is some under-reporting on an
absolute basis,” he adds, because the national compo-
nent of the index tends to level things out.

The beauty of the system, Harkness says, is that
the infrastructure already is in place to collect the
necessary data. The problem in establishing CAP is
more logistical—seeing to it that 400 or more individ-
ual analyses are performed, collated, printed and dis-
tributed, whereas previously, the raw data went into
the national pot.

“The cable operators are looking for an affordable
measurement system. The agencies are looking for
something to be easily integrated into present buying
systems. And the agencies we’ve talked to have said
this concept sounds right for cable,” Harkness says.

Big monitoring boost. At present, only nine major ca-
ble markets are measured, by Nielsen as well as Arbi-
tron. With the availability of Nielsen’s CAP system,
the amount of audience data for local cable increases
by a huge factor. The hope, of course, is that there is
a concomitant boost in the interest of clients and
agencies wanting to use the medium. Indeed, Hark-
ness predicts that the CAP data will largely solve res-
ervations about cable based on the “lack of numbers”
argument. He also says the system will provide fairly
comprehensive national coverage, in all major and
midsized markets as well in as many smaller markets.
He notes that of the 6,000-plus individual cable sys-
tems in the country, only about 750 sell local avail-
abilities on satellite networks, and not all of them will
require audience measurement by a national moni-
toring service.

The CAP concept has been field-tested and vali-
dated over the past several months by the use of data
gathered by Warner Amex in its QUBE interactive
systems in Houston, Dallas (now owned by Heritage),
Cincinnati and Columbus. Some systems not includ-
ed in the initial monitoring may be included as the
CAP plan evolves, but they will have to contribute to
the cost of doing the audience measurements, Hark-
ness says. Although pricing hasn’t yet been deter-
mined, he says the minimum price probably will be
well under $5,000, depending on the sample size.

Like the HomeVideo Index, the CAP sampling will
occur during the “sweeps” period each November,
February, May and July, with a different sample cho-
sen at random for each sweep period, as derived from
listed and unlisted telephone numbers.

As a sweetener to entice subscriptions to the CAP
report, clients of the new service also will receive ac-
cess to Nielsen’s “Cable On-line Data Exchange,” or
CODE. This data base provides detailed information
on specific cable systems, including such factors as
channel capacity, services carried, pay and basis sub-
scriber numbers, and the like. Nielsen has not dis-
closed the pricing to CAP subscribers. a
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NewsFront

Study rips agency policies

A new study funded by major advertiser-supported
satellite networks castigates advertising agencies for
displaying “inconsistent policies’ and a “lack of coor-
dinated direction” regarding cable media planning
and buying. The result, states Infomarketing Inc.’s
“Cable Now” study, is that the growth of the adver-
tiser-supported cable TV industry has been seriously
restricted.

The firm, which recently conducted its third annu-
al survey of agency attitudes toward cable, bemoaned
the fact that only 25 per cent of 307 respondents rat-
ed cable’s ability to supplement erosion as the most
important contributing factor in the decision to buy
cable. In comparison, 54 per cent rated the appeal of
reaching specialized demographics and creative op-
portunities as the key factors.

Yet the study showed that 64 per cent of respon-
dents require Nielsen-metered ratings guarantees for
their cable buys—something that Infomarketing says
appears to contradict statements that cable is valued
for the chance to be creative.

The study also pointed up another satellite net-
work concern. According to Infomarketing president
Jack Myers, when respondents were asked who actu-
ally initiates the idea to use more cable, “no one
group of executives emerged as having that responsi-
bility.” In a related finding, the study claims that at-
titudes of media planners, supervisors and buyers of-
ten differ from agency senior management on such
key issues as whether qualitative research is impor-
tant in buying cable. Also, 78 per cent of the front-
line media people demand Nielsen ratings guarantees
for cable buys, while only 54 per cent of senior media
management believe that such guarantees are even
requested. Cable, the study claims, is “still generally
perceived as non-mainstream,” mainly because se-
nior agency or client executives “define a limited role
for cable.” This ‘“dramatic lack of consistent internal
direction,” as Myers terms it, places cable at a “se-
vere competitive disadvantage,” which hurts the en-
tire industry and limits the effective use of cable on
behalf of agency clients.

The study estimates that overall cable network ex-
penditures among current advertisers will increase
about 17 per cent in 1986 over this year’s spending le-
vels—a growth rate the study says is ‘“well below
growth which could be projected based on basic cable
network ratings growth.”

Rainbow’s pot of gold

The October 18 out-of-court settlement that ended
legal wrangling between Rainbow Programming Ser-
vices Co., owners of the American Movie Classics pay
service, and MGM/UA, set to be acquired by Ted
Turner, resulted in a big windfall to Rainbow—a con-
tract “buyback’ whose amount has been put at $50

million by knowledgeable sources.

Rainbow, which inked a film acquisition deal with
MGM/UA in July, just before the Turner move,
makes a quick multimillion-dollar profit that gives it
unexpected financial muscle to acquire product else-
where. Meanwhile, Turner Broadcasting System
needn’t worry about MGM titles showing up on a ser-
vice marketed either as a pay or a basic—something
that apparently could have happened under the
terms of the original Rainbow deal with MGM.

This means that Rainbow’s Plans to convert AMC
into a “hybrid” service available on either pay or ba-
sic are “in abeyance.” The settlement with UGM and
turner terminates Rainbow’s film acquisition con-
tract with MGM; it was with that contract that the
service was going to program its foray into basic ca-
ble. But, a Rainbow spokesperson says, Rainbow still
could do new deals, with MGM or anyone else, that
could lead to the establishment of a basic service at a
later date.

From all accounts, Rainbow had the upper hand.
All along, Rainbow president Marc Lustgarten main-
tained that Rainbow had rights to exhibit the MGM
films either on pay or basic. The MGM/Turner side
apparently lacked faith in the argument that its su-
perstation WTBS was, for the purposes of the con-
tract, a broadcast station and not a basic cable net-
work; the very size of the payment to Rainbow attests
to that.

While Rainbow gets the reported $50 million, not
all of it is being paid by MGM and TBS. That is be-
cause under the terms of Turner’s pending acquisi-
tion of MGM, TBS was indemnified against the pos-
sibility that its rights to the library films would be
challenged. Under the indemnification clause, reli-
able sources said, the first $15 million is to be paid by
United Artists, still controlled by Kerk Kerkorian,
who is relinquishing MGM (and who is privately be-
ing blamed for doing the Rainbow deal). The remain-
ing $35 million is being paid equally by the new
MGM and by TBS.

Sources on both sides of the deal remarked that
rarely have so many millions of dollars come to easily
to a single company in so short a time. “Not a bad in-
vestment,” marveled one inside source.

New biz news at ESPN

ESPN, cable’s largest advertiser-supported network
outside of WTBS, is back in the business of business
news.

As of November 4, it begins telecasting Nation’s
Business Today, a production of the U.S. Chamber of
Commerce, live from 7-8 a.m. ET, with a repeat the
following hour.

The Chamber produces Biznet News for other ca-
ble outlets including USA Network and Financial
News Network. An ESPN spokesperson said the
Chamber is now fulfilling contractual obligations
with the intention of moving exclusively to ESPN. (A
USA spokeswoman said Biznet will continue through
March, 1986.)
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CBN, TNN ratings gains

Prime-time ratings for two of five major satellite net-
works monitored on a monthly basis by Nielsen show
modest gains for August as compared to the previous
month.

The biggest gainer was CBN Cable, which scored a
1.1 rating, a 10 per cent gain over July. Next came
The Nashville Network with a 1.4, an 8 per cent gain
representing the net’s highest prime-time average
ever. Cable News Network and Headline News, re-
ported as one entity, showed no change with a 1.3 rat-
ing.

USA Network’s 1.7 rating represented a 6 per cent
audience drop, while WTBS’ 3.0 rating, the highest
among the service, represented a 9 per cent drop over
July. Ratings were not immediately available for
Lifetime.

Drama anthology at HBO

Remember Omnibus, or Playhouse 90? Programmers
at HBO do—and they’re again borrowing the anthol-
ogy drama format as a major programming compo-
nent for 1986—another way to differentiate the ser-
vice from the competition and from theatricals avail-
able elsewhere.

It’s called “Showcase ’86,” being billed as an “um-
brella showcase” for original made—for-pay enter-
tainment specials featuring “contemporary themes.”
The 60- and 90-minute productions, to be shot most-
ly on film, are being written and produced for first
American showing on HBO. Already filmed is a co-
production with the BBC being called Nosenko. Star-
ring Tommy Lee Jones, it is a true story about a Rus-
sian KGB agent who defected to the U.S. when John
F. Kennedy was President, and featuring top talents
on and behind the camera.

Also completed is Half a Lifetime, directed by
Daniel Petrie (Fort Apache, the Bronx) and starring
Keith Carradine and Gary Busey. It’s about middle-
class men going through a mid-life crisis.

Future “Showcase” topics include the AIDS epi-
demic, delayed stress “Vietnam syndrome,” and a
dramatic examination of the infamous New Bedford,
Mass., pool table gang rape.

Cable’s pole rate defeat

The cable industry up until now has been the benefi-
ciary of the deregulatory climate in Washington, as
evidenced by its newfound freedoms under the Cable
Communications Act of 1984. But recently the indus-
try became a victim of a court decision that strips the
Federal Communications Commission of its author-
ity to regulate pole attachment fees paid by cable op-
erators to local utilities. As a result, the cable indus-
try faces the frightening likelihood of significant pole
attachment rate increases.

In a unanimous decision, a three-judge panel of the

U.S. Court of Appeals in Atlanta ruled in a case
brought by Florida Power Corp. that the law which
authorizes the FCC to regulation pole attachment
rates violates the due process clause of the Fifth
Amendment of the Constitution. The court ruled
that the courts, not an administrative agency, must
determine the key issue of “just compensation” for
usage of utility poles.

Cablers are rightfully concerned that if the deci-
sion stands upon appeal, utilities would extract what
the National Cable Television Association terms “un-
reasonable and sometime prohibitive rates.” The
NCTA, already smarting from an earlier U.S. Ap-
peals Court decision in Washington that challenges
the manner under which the FCC calculates maxi-
mum allowable pole attachment rates, is busy plan-
ning appeals. In the meantime, however, new worries
are being voiced that the pole attachment issue could
retard cable’s growth. The setback comes at a time
when more utilities are getting into the cable busi-
ness themselves; Pacific Bell, for an example, has
been chosen to build and maintain an $11.2 million
cable plant centered in Palo Alto, Calif.

VCR growth dwarfs pay

The videocassette recorder penetration rate in TV
households now stands at 24.4 per cent, according to
interpretation of Electronics Industries Association
statistics by Knowledge Industry Publications. That
figure is just under the 25.3 per cent statistic for pay
penetration. But while pay grew only at about a 3.3
per cent clip from January to October, the VCR
growth rate was an astounding 44.1 per cent.

Obviously, these figures carry implications for pay
cable. While certain MSOs are actively promoting the
use of VCRs for at home, off-pay taping (Viacom,
owner of Showtime/The Movie Channel, is one of
them), the Hollywood studios have remained largely
silent on how they feel about cable operators encour-
aging home taping. The federal “Betamax decision,”
which allowed home taping for non-commercial use,
did not directly address the sticky issue of pay TV.
And so-called “librarying” of titles by pay subscrib-
ers can’t help product shelf life.

Nielsen monitoring of VCR usage shows that com-
bined record and play time was up 19 per cent over
last year in June, and 43 per cent in July. VCR house-
holds averaged 2 hours 14 minutes of recording time
and 4 hours of 18 minutes of play time per week in
July.

But pay cable taping accounted for only 14 per
cent of recording time in the households sampled,
while independent stations accounted for 18 per cent,
and major networks, 50 per cent.

Correction

A photograph which accompanied a story on public
relations in the October 14 edition was erroneously
identified due to a production error. The photo iden-
tified as that of Rosa Gatti of ESPN was that of Ha-
dassa Gerber of McCann-Erickson.
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Cable’s academy
aims for prestige
and an identity
apart from Emmys.

Cé6

The goal is added prestige; but
what will Emmy people do?

Kudos to cable:

‘academy’ luster
for ACE Awards

By VICTOR LIVINGSTON

s an acclaimed actress and tele-
A vision producer, Shelley Du-
vall, like most artists, would
like her work to be seen by the largest
audience possible. But she also wants it
to be her work, uncompromised and
undiluted by traditional commercial
standards.

She recalls vividly how broadcast ex-
ecutives advised her that her idea of
using live actors in light-hearted adap-
tations of fairy tales wouldn’t “sell” as
network kidvid.

“People were saying there’s no mon-
ey in children’s programming—and
they insisted on putting it in the chil-
dren’s category,” she recalls.

So she took the idea for Fairie Tale
Theatre to cable’s Showtime. The re-
sultant series, produced by Duvall’s
Platypus Productions in conjunction
with equity partner Gaylord Produc-
tion Co., is now in its fourth season
—not only one of pay cable's biggest
hits, but a top-selling home videocas-
sette as well. And it’s been honored
with five “ACEs”—the Award for Ca-
ble Excellence first set up by the Na-
tional Cable Television Association in
1979 to honor programming produced
for cable.

Fairie Tale Theatre has proven itself
on cable as worthy programming and as
a money-maker. And Duvall won’t for-
get that an early acknowledgement of
the show’s worth came in the form of an
ACE Award—when the other estab-
lished television awards, the Emmys,

ACE host Shelley Duvall

excludes cable from consideration.

Her appreciation of cable is one rea-
son Duvall has accepted a position as
an executive board member of the na-
scent ‘‘National Academy of Cable
Programming,” a successor to the
NCTA ACE award committee. The
academy was created last March with
the express purpose of elevating the
status and prestige of the awards pro-
gram. Duvall is hosting this year’s ACE
Award telecast.

Seeking ‘“‘academy” status

But, she and others connected with
the efforts maintain, this year is differ-
ent. While the first four ACE telecasts,
all over superstation WTBS, gave the
industry a showcase within which to
display its programming uniqueness,
the telecasts themselves were criticized
in some quarters as not being up to the
high standards set by the Emmys, the
Oscars, the Tonys and other longstand-
ing award shows. Acknowledging that,
as well as the need to increase the pres-
tige attached by the creative communi-
ty to its awards, the NCTA organized
the cable academy. The use of the word
‘“academy” surely was no accident; by
employing the terminology used by the
motion picture and broadcast indus-
tries, the cable people impart the per-
ception of equal status for the ACEs.
And perception, as students of mass
media well know, often can become re-
ality.

With this year’s awards show, to be




Ralph Baruch: Seeks
industry support for
independent awards.

taped December 3 at the Beverly The-
atre in Beverly Hills for airing on su-
perstation WTBS on December 6 at 9
p.m. ET, the newly formed cable acade-
my is taking major strides to achieve
the perception of added prestige. Acad-
emy board chairman Ralph Baruch,
chairman of Viacom International,
among the most formidable program-
ming forces in basic cable with its own-
ership of Showtime and the MTV Net-
works, is conducting a vigorous indus-
try contribution drive. Thus far, he’s
raised more than $200,000 from some
30 multiple system operators and pro-
gramming concerns, in addition to the
$300,000 pledged by Turner Broad-
casting System, for production of the
telecast. Baruch also is spearheading
an ACE membership drive—$50 for
charter memberships for those in-
volved in cable programming with reg-
ular memberships at $60 a head ($30
for persons under the age of 30). The
invitation to *‘join cable’s inner circle,”
as the brochure states, should net the
effort 2,000 members, Baruch says, and
even more financial muscle.

The additional financing, says Bob
Woussler, executive vice president of
TBS and a member of the ACE board,
will allow the telecast to “reflect, in
both talent and production values, the
giant steps cable has made in providing
the public with much of the finest pro-
gramming available today.”

Telecast is the key

Toalarge extent, the hope of earning
greater prestige for the ACEs is riding
on viewer and critical appraisal of the
production, which in past years has re-
ceived less than stellar notices. (Of par-
ticular renown was the 1983 edition,
hosted by David Steinberg, which was
marred by an off-color monologue and
a backstage fire that killed most of the
stage lights—one reason why the show

is now being done on tape.)

“We're looking toward an improved
show,” Baruch avows. “It didn’t get
very good reviews (in the past) as a TV
show, and deservedly so. But we've
only been broadcasting a couple of
years.”

Mindful of the paramount impor-
tance of the telecast, the cable academy
board, which includes both program-
mer and MSO representatives, has
hired as the director of this year’s
awards show Walter C. Miller, whose
credits include Emmy, Grammy, Tony
and People’s Choice award fetes, as
well as the recent Country Music
Awards telecast.

As a producer of prestigious award
shows and winner of Emmy and Pea-
body kudos himself, Miller exhibits a
keen sense of what’s needed to give an
awards show the requisite high-gloss
veneer of importance.

Miller says he will use host Duvall,
possibly one or more co-host comedi-
ans, and many star “presenters” to cre-
ate a lively program that can stand on
its own as entertainment. And, he says,
this year’s edition won’t stress program
clips as much as last year’s. “They ran a
clip and announced an award, and you
got the feeling that nobody showed up
for the party,” Miller quips.

Category changes

Change is evident in the ACE catego-
ries. For the first time, craft awards
have been added to the mix, increasing
the award categories from 32 to 52.
(Entries this year totaled 792, nearly a
third more than last year.) The craft
awards will be presented at a separate
luncheon on November 19, with taped
segments woven into the main show.

But the main change, according to
ACE competition committee chairman
Charles Engel, president of Universal
Pay TV, is that the board of governors
of the cable academy decided to re-
quire that entries have their initial U.S.
exhibition on cable—ruling out prod-
uct that debuts on other media such as
home video, in-flight, or theatrical.

The change, Engel says, came about
after some debate; some producers ex-
pressed the view that programming
costs often require an additional, earli-
er window, especially to home video. In
particular, Engel says, Walt Disney
Productions requested a waiver for its
film The Undergrad, which first
played as an in-flight movie. The board
refused the waiver, Engel reports. En-
gel himself concedes that “the dollar
factor,” not eligibility for an ACE
award, would probably dictate the re-
lease pattern for product, disallowing
some product from contention. “We
felt we must differentiate cable, unlike
the Emmys, where they award some

shows that have appeared on cable,” he
says. Indeed, several notable cable
shows, such as Sweeney Todd, were
honored at the Emmys this year, well
after their first cable exhibition.

Among other changes, the directing
and writing categories have been ex-
panded, as well as categories rewarding
those who produce shows intended for
ethnic minorities. And some categories,
notably in the talk show genre, have
been “de-sexed.”

Last year, there were separate cate-
gories for “best talk show host” and
“best talk show hostess.” This year, as
a result of protests by former Cable
News Network personality Sandy
Freeman (who was purposely nominat-
ed in the male category last year), there
is one single category irrespective of
sex. There are still best actor and best
actress categories, however.

Also, Engel recounts, the committee
broke into separate categories what
last year was ‘‘best performance by an
actor (actress) in a comedy or music
special.” Under the old category, musi-
cal acts competed with comedy acts,
and Engel says that was “apples and
oranges.”

All of the changes and refinements
intended to elevate the status of the
ACEs come at a time when the Acade-
my of Television Arts and Sciences
(ATAS), the Emmy body that grants
prime-time broadcast awards, is about
to take up as a major order of business
the possible inclusion of cable in the
Emmy awards.

Richard Frank is president of the
motion picture and television division
of Walt Disney Productions (a supplier
to its sister .firm, pay-cable’s Disney
Channel) and newly-installed presi-
dent of ATAS. And he says the cable
issue is one of his highest priorities. (It
was Frank, recalls NCTA vice presi-
dent Char Beales, who led an earlier
producers’ effort to include cable when
he was head of television at Paramount
Pictures.)

Big Three resistance?

But possible Emmy inclusion of ca-
ble is compounded by several factors.
First, the Big Three networks provide
three-quarters of the funding for the
primetime Emmy telecast, and the cur-
rent network contract “wheel” under
which each net takes turns at the tele-
cast isn’t up until 1987. Under the
terms of the agreement, cable couldn’t
possibly be included until 1988. Major
network involvement is seen by ACE
advocates as a major risk in combining
cable and network programming in the
Emmys. The often-expressed fear is
that the networks, already fearful of
cable-caused audience erosion, would
see to it that cable gets short shrift in
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the all-important (as far as the public is
concerned) primetime awards telecast,
leaving cable without an adequate
awards showcase.

Also, notes Beales, the daytime Em-
mys are awarded by the New York-
based National Academy of Television
Arts and Sciences. Until the well-
known split between the Emmy fac-
tions is healed, there is a jurisdictional
problem as concerns cable and the Em-
mys. What’s more, under existing
Emmy rules, a program must reach 50
per cent of all TV households to qualify.
By 1988, basic cable probably will ex-
ceed that threshold, but not pay
—meaning further rule changes would
be necessary.

Interestingly, cable officials say, the
ATAS board met last March on the
same day that the NCTA announced
the establishment of the ACE cable
academy. According to Beales, there
was no formal communication between
NATAS and NCTA at that time; but it
was the understanding of NCTA offi-
cials that the ATAS executives voted to
agree to consider opening up the Em-
mys to cable—something some produc-
ers would like to see. But it was
NCTA’s understanding, Beales says,
that ATAS voted to do so only if the
ACEs were abolished. According to ca-
ble officials, ATAS promised to get
back to the cable faction with a further
proposal. According to Baruch, only a
“brief discussion” ensued after the es-
tablishment of the cable academy.

“We were later told that we could
belong (to ATAS) in ’88 provided we
disband the cable academy,” Baruch
recounts, adding, “I don’t see any kind
of desire to co-mingle our ACE with
anyone.”

Now, however, Richard Frank
speaks openly of his desire to tackle the
cable issue—and of his belief that te-
levision’s award structure should be
unified for both cable and broadcast
under the Emmy umbrella.

Richard Frank: Emmys
should honor cable
and broadcast TV.

“There are cable people who believe
that they should be part of the Emmys
because, after all, television is televi-
sion and the only difference is how it’s
delivered to the home,” Frank says.
“There is the other side, that cable
works within different creative deci-
sions and budgets and is as different
from broadcast and theatrical is from
TV.

ATAS perceptions

“To me, the concept that production
for TV, whether cable or broadcast, is
similar, has a real good ring to it.”

And what is his opinion of the efforts
of the new cable academy? Says Frank,
“If Ralph Baruch has success in what
he’s trying to do, and I have no reason
to believe otherwise, perhaps the re-
quest (of ATAS members to open the
Emmys to cable) will go away.”

Continues Frank, “Quite a number
of our members don’t think the ACE
Award is indicative of a major award, or
award show. . . . All 'm saying is we are
pressured on the cable side at every
conceivable level, from the highest to
the lowest, to address this.”

Frank concedes that such opinions
were based on past ACE editions, and
that efforts of the cable academy could
satisfy the critics among ATAS mem-
bers.

He also states the belief that to date,
there is insufficient production of origi-
nal shows for cable to “sustain” inde-
pendent cable awards.

“If they don’t have enough shows to
choose from (in various categories), it
won’t be a valid award show,” Frank
says.

Despite his own predisposition to-
wards inclusion of cable, Frank con-
cedes that the Big Three remain op-
posed to allowing cable into the prime-
time Emmys. The question is whether
ATAS members feel strongly enough
on the issue to challenge the Big Three
position, he states.

Always room for ACEs

George Dessart, senior vice president
at CBS Broadcast Group and president
of the New York chapter of the Nation-
al Academy of Television Arts and Sci-
ences (NATAS), is hopeful that the
longstanding ATAS-NATAS split can
be mended, leading to the creation of a
unified academy better suited to tackle
the cable issue. “I would think that
since the Emmy is the internationally
recognized standard for the industry, it
would be in cable’s best interest, or any
new technology’s interest, to compete
in the same peer review that Emmy
represents,” Dessart says.

But even if that should happen, he
says there still would be room for inde-

pendent ACE awards to insure that the
full range of creative talent in cable is
honored.

Dessart also maintains that fears of
cable advocates that they would get
short shrift in an Emmy system domi-
nated by the major networks are
groundless, and that a way could be
found to guarantee fair representation.

Remarks Shelley Duvall:

“Logically, TV is TV, and it doesn’t
matter how it gets to you. I like that
idea, if it could be done on a fair basis
(with) equal or fair time on the awards
show. Otherwise, cable should have its
own awards show—because we like to
think we’re different from regular TV.
It’s still a pioneering medium ... I
don’t think cable should be included
(in the Emmys) and then be shunted to
the corner. Until there is a guarantee
that it wouldn’t be, I would be reluc-
tant to give up the ACE awards in favor
of the Emmys.”

Competing head-to-head

All that said, some cable program-
mers openly yearn to compete head-to-
head with broadcast—although they
are not advocating abandonment of
ACE. Ellen Cooper of Showtime, in
charge of coordinating awards entries
there, says the ACEs “won’t go away”
even if the Emmys open up to cable.
She reasons that the industry needs its
own awards system to honor the full
range of cable programming, especially
local fare not comparable to Emmy cat-
egories.

“At the same time, we would wel-
come the chance to compete,” Cooper
affirms. “We’d put shows like Brothers
or Fairie Tale Theatre up against any
network show.”

In time, the ACEs will gain addition-
al credibility and stature in the public’s
view, Cooper believes, adding, “The
Emmy already has that, which is why
we’d like to be a part of it. But even if
the Emmys open up, it couldn’t possi-
bly be as broad, or offer as many
awards, as the ACEs.”

Echoes Curtis Davis, programming
vice president at Arts & Entertainment
Network, a cable academy board mem-
ber and a nominee this year as co-writ-
er of The Mozart Miracle:

“It’s entirely possible that the day
may come that there is one set of
awards. That is more likely to come
about when the caliber of the ACE
Award is acknowledged by the broad-
cast industry to represent a standard
fully equal to the standard represented
by the Emmy Award. It’s perfectly un-
derstandable that the cable industry
would want to maintain the image that
the ACE stands for, and not, at this
point, have it subsumed under one um-
brella.” a]
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The issue is power: who controls cable
programming, operators or networks?

Cable’s big

schism:

scrambling debate
vexes industry

By ROBERT SCHERMAN

urner Broadcasting System’s an-
I nouncement that it will market
its two news channels to the
owners of backyard satellite earth sta-
tions by itself when its satellite signals
are scrambled next July—rather as
part of a TVRO package with Showti-
me/The Movie Channel, ESPN, and
the MTV Networks—is just the latest
twist in what already was one of the
most unusual, devisive, and volatile
episodes in the brief history of the ca-
ble television industry. After some four
years of debate over the scrambling of
satellite signals and the potential sale
of services to home dish owners, the
cable industry is still struggling to ar-
rive at a sure-fire policy to deal with the
well over one million home TVROs al-
ready in place and some 60,000 more
being sold each month.

While many industry executives cau-
tion that the entire scrambling situa-
tion has often been unpredictable,
some now believe that the decision-
making process to date has evidenced
some trends:

« Above all else, the entire battle
over the scrambling issue has been
dominated and exacerbated by some
long-standing strategic differences be-
tween cable cperators and program-
mers. Competition between individual
companies on each side also has added
to the acrimony.

e The chances of either faction es-
tablishing a TVRO consortium or
package are apparently slim at this
point because of various power plays
involving players in each camp, as well
as the legal and political problems such
arrangements might raise. However,
the National Cable Television Associa-
tion is continuing to shepard the orga-
nization of an MSO scrambling appara-
tus.

« Major programming services are
now leaning towards initially selling
their channels to the backyard market
on an 4 la carte or company-by-compa-
ny basis, with dish owners being able to
subscribe directly or through local ca-
ble operators. This situation is general-

ly viewed as a short-term compromise
on scrambling, one that would have to
evolve into a more workable marketing
scenario if direct-to-home Ku-band
DBS becomes a reality, as some indus-
try watchers predict will happen in the
not-so-distant future.

« The M/A-Com, Inc. VideoCipher
II scrambling system has emerged as
the de facto standard for the industry,
with many seeing M/A-Com as the first
real winner in the scrambling sweep-
stakes. Nevertheless, there is still con-
cern about the willingness of all parties
to work within the technical limita-
tions of the system and the production
time-frame for descramblers.

Placating MSO concerns?

Even as cable executives continue to
work from this set of assumptions,
however, most egecutives note that
TBS’ turnaround on the proposed pro-
grammers package illustrates how sen-
sitive an issue scrambling has become.
TBS’ announcement caught many by
surprise, especially since several execu-
tives from the propose package had be-
gun discussing specific corporate and
marketing strategies—and their will-
ingness to fight for a programmers’
consortium in the wake of heavy opera-
tor opposition. In making its decision
to pull the plug, several executives said,
TBS signalled that it could not afford
to risk a vitriolic rhetorical tussle with
cable operators in light of its own cor-
porate situation. TBS is currently try-
ing to complete its purchase of
MGM/UA, is involved in a lawsuit over
the broadcast rights to MGM’s film li-
brary, and faces the possible launch of
NBC Cable News. Combined, one pro-
gramming official said, the circum-
stances left TBS chairman Ted Turner
without many options: “The man has
got serious problems. If your biggest
customers (the MSOs) came to you and
said ‘we’re going to drop you if you go
ahead with this,” you’d probably say
screw the (programming) consortium
t,oo.”

The cable industry’s opposition to

the package was reflected in its reac-
tion to the news of TBS’ withdrawal
and the demise of the programmers’
group. John Malone, president of Tele-
Communications Inc. and leader of the
MSO’s public attacks on the package,
said he was ‘“‘pleased to see that
(Turner) is coming to his senses” and
that he will “basically deal with his nat-
ural distributors.”

Malone denied that T'CI had overtly
or implicitly threatened to drop CNN
and Headline News in favor of NBC
Cable News if the package reached fru-
ition. “We never threatened him,” Ma-
lone said. “We just indicated that he
ought to deal one-on-one with every-
body and that other (MSOs) felt that
way. We just explained that we really
didn’t have a lot of enthusiasm for pro-
moting his product so he could sell it
around us—and I think he understood
that.”

NCTA chairman Ed Allen, president
of Western Communications, said the
decision means that the programmers’
package “is not viable anymore.”

“Naturally, I'm happy,” Allen said. I
think it serves to unmuddle the waters
on the situation we previously had.”
NCTA will continue to work on its own
consortium, Allen added, and will dis-
cuss whether to go forward with its
plan at next month’s board meeting in
Phoenix.

Many programmers, however, re-
main wary of the NCTA-backed con-
sortium plan. Because of the sensitivity
of the issue, most would not speak for
attribution.

“I think that’s a little short of the
mark,” said one basic service executive
whose company was part of the pack-
age. “The cable operator plan is really
not to facilitate scrambling, but to fa-
cilitate a marketing approach so that
the cable operators will be the marke-
ters.” Another basic service executive,
whose company was not part of the

Ted Turner: Did
MSO pressure get
him to pull out?
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package, said the NCTA plan is “not
programmer-friendly” and that the
consortium is “owned, operated, and
run by the cable industry and we just
dangle out there. That’s not fair and
won'’t work—and none of the other ser-
vices will sign off on it.” (Interestingly
enough, Malone also does not want the
NCTA consortium to come into being,
saying that the association should not
“go beyond encouraging everybody to
cooperate” on scrambling and technol-
ogy issues.)

Judging by the comments of these
and other executives, the power play
between the two groups has not been
alleviated by recent developments
—witness the rather blunt language
used to assess the situation by many
executives. “Control is the issue,” Allen
said. “Control on the programmers’
part and a suspicion of the program-
mers on the part of the cable operators.
There’s an underlying concern that we
may not get a fair shake.” On the other
side, one basic service executive said
the NCTA consortium amounted to
nothing less than the cable industry
asking programmers “to give up their
birthrights.”

Intra-industry warfare

The entire scrambling matter also
has been complicated by intra-faction-
al sniping between competitors. Many
executives said the war of words be-
tween Home Box Office and Showtime
in particular has delayed the process
and hurt the image of the entire cable
industry. The conflict between the
two—who have clearly took the lead on
scrambling—was brought to the fore-
front once again in a speech given by
Showtime chairman Neil Austrian last
month. Warning that the “very foun-
dations” of the cable industry were at
stake, Austrian, in an obvious reference
to HBO, called for the end to the “in-
tra-industry name calling and mud-
slinging” by “propagandists who have
been spreading their ill will” in many
forums.,

HBO senior vice president Larry
Carlson responded by saying that HBO
has indeed tried to take the lead on
scrambling, only to be rebuked by oth-
er networks that “want to go to great
expense to defeat” his company. “None
of this can happen unless there’s a
sense of cooperation,” he said, adding
that if another company had taken the
lead and come up with the necessary
solution, HBO would have made “a real
quick decision to plug into what they
did.”

The intensity of many of these com-
ments has not been lost on those wait-
ing to make scrambling-related deci-
sions. A number of executives said the

recalcitrance on both sides has resulted
in a “Mexican standoff” in which nei-
ther programmers or operators will
gain enough cooperation to put togeth-
er a consortium—or, perhaps, even a
straightforward joint business venture.
Thus, many expect that most program-
ming services will now take a route sim-
ilar to TBS’, making their services
available to TVRO owners on a compa-
ny-by-company basis for the near fu-
ture. Several announcements of that
kind were expected shortly, with Show-
time/The Movie Channel and the
MTV Networks most prominently
mentioned as next out of the gate. Like
TBS’ plan, such schemes would allow
cable operators to sell services in and
near their franchises on a “non-exclu-
sive” basis, with the programmers
themselves setting up “800 number”
direct service as well. Significantly,
such an occurrence could establish a
precedent that programmers’ them-
selves—not the MSOs—*“control” sat-
ellite signal marketing.

“Everybody is going to go it alone
through the cable operators and them-
selves,” said Roy Bliss, president of
United Video, common carrier for
WGN, WPIX, and KTVT. “I think the
Turner announcement is the last gasp
at somebody trying to put a package
together alone for a while. I think it will
probably break the logjam.”

Bliss added that United Video was
“leaning” in that direction as well,
though it still believes that some pack-
aging and marketing, perhaps through
a third party, eventually may occur in
the future.

HBO will be the first to actually put
such a plan in operation when it scram-
bles all of its feeds full-time on January
15. TVRO owners wishing to subscribe
will be “encouraged” to go through lo-
cal cable operators, who will set their
own prices. Those wanting to buy di-
rectly from the company will be able to
call a toll free number and subscribe for
$12.95 a month for HBO or Cinemax or
$19.95 for both—a price considered ex-
orbitant by the TVRO industry.

What remains to be seen in the forth-
coming plans is whether services desig-
nate only cable operators and them-
selves as distributors, as HBO has
done, or leave the door open to one day
selling through other retailers, as TBS
apparently has. For example, TCI, said
Malone, already has signed individual
agreements with “a fairly broad sub-set
of cable programmers” to market their
services in and near TCI’s franchises.
Included in that sub-set, he added, was
a recent deal with one of the former
members of the programmers’ package
and an “understanding” with Ted
Turner. Malone said “some” of the
agreements were “quasi-exclusive” and
“most of them nonexclusive”—a situa-

John Malone: Warns
programmers about
possible DBS plans.

tion TCI was willing to live with. “I'd
love to have as much exclusivity as my
program suppliers are prepared to give
me,” he said. “But I'm prepared to
compete if competition is the name of
the game.”

How far to go TVRO?

It is also unclear how vigorously pro-
grammers will market their direct ser-
vices inside franchises. Some compa-
nies, including HBO, do seem willing to
give operators the first shot at signing
up subscribers. Others—including,
perhaps, the former members of the
programmers group—may aggressively
pursue the TVRO owner. Some compa-
nies may decide to maintain the “trap-
pings” of a direct service to the extent
required to deflect charges that cable
operators are being granted special sta-
tus. And a few may even decide to insti-
tute a reimbursement plan that com-
pensates cable operators for subscrib-
ers in their franchises who elect to
receive service from another source.
HBO, for one, will apply its “brand-
usage dividend” policy for satellite
master antenna TV to the TVRO mar-
ket. (Showtime may announce a similar
plan for SMATV in the near future.)

Determining the length to go to in
search of TVRO subscribers is a deli-
cate task for programmers. They have
relied on cable systems for almost all of
their subscribers to date—and proba-
bly will for the near future. Yet their
subscriber rolls are not growing at the
rate they once were. So while most
want to maintain good relationships
with cable operators, they view the
TVRO market as a new source of reve-
nue. “Cable operators have made us as
successful as we are,” said Mark Han-
dler, vice president of sales and affili-
ate marketing for the Disney Channel.
“We don’t want to damage that rela-
tionship. The other side is there is an-
other market out there, the TVRO
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market, and we believe we can work
with cable operators—but we also want
to reach as many TVRO owners as pos-
sible.”

Another critical factor faced by
many basic services under the develop-
ing scenario is the viability of market-
ing their services a la carte. “It may be
that everybody now puts their service
up individually markets it,” said Kay
Koplovitz, president of the USA Net-
work. “That’s certainly an alternative.
But I still do not see individual net-
works like ours going out into the mar-
ketplace and trying to market it our-
selves to dish owners.” The more ser-
vices that are marketed together,
Koplovitz added, “the more successful
it will be.” The fear of many basic net-
works is that the cost of administering
an a la carte/household-by-household
plan will seriously offset revenues gen-
erated by the TVRO market. One of
the main reasons for trying to start a
package, said one of the executives in-
volved, was that it was the *“‘only viable
way of doing this.”

As operators and programmers seek
a compromise for the moment, they
may also be putting off dealing with
another highly sensitive matter: the fu-
ture of the Ku-band. Many program-
mers are particularly concerned about
setting direct satellite-to-home policy
precedents, because many believe the
Ku-band presents the opportunity for
national, no-middlemen services that
could broadcast to smaller dishes in
both urban and rural areas. But with
Ku-band service still in the future,
some deny it is their ultimate goa-
]l—and others frame their comments
very carefully. “We're trying to devise a
plan that allows us to scramble and
preserve the integrity of the cable bu-
siness—and not hurt any future busi-
ness opportunities of our own,” one
programming executive said.

Larry Carlson, HBO:
Pay service sets
programmer pattern.

The potential for Ku-band services
is also seen as one of the main reasons
for the cable operators’ stand on the
TVRO market. “I think they’re (pro-
grammers) looking ahead to the Ku-
band,” Allen said. “That whoever has
control of the C-band direct operation
will have control of the Ku-band opera-
tion, which has the potential to be sig-
nificantly larger than C-band.”
Though TCI’s Ku-band plans “are def-
initely on the back burner” because
“the business window for Ku-band is
diminishing every day,” boss Malone
was well aware of what some program-
mers were thinking about. “If their
plan is to go around the cable industry,
they can’t expect the cable industry to
carry them and subsidize them while
they’re doing it,” he said. “If that’s
their plan, they better have pretty deep
pockets—because they’re not going to
have many customers between here
and there.”

One winner so far

With so much to disagree about,
many executives note that program-
mers and operators have apparently
settled on the M/A-Com scrambling
system. Most strongly believe that
NCTA will chose M/A-Com when it an-
nounces its technology decision, which
may see as further endorsement of the
system. In addition, Showtime/TMC,
which had seriously considered using a
different system despite a signed con-
tract with M/A-Com, has begun ship-
ping headend VideoCipher II de-
scramblers. Most of the other services
have decided to go with M/A-Com as
well, though some are still trying to
work out the technical details. United
Video, for example, has experienced
great difficulty in accommodating its
many sub-carriers to the system. A
number of companies choose the M/A-
Com system even though they believe
Scientific Atlanta’s B-MAC systemisa
better technology. “Our technical peo-
ple feel that the S.A. system is super-
ior,” said one programming executive.
“But we need to have an industry stan-
dard and to avoid a VHS-Beta (con-
flict).”

The only issue threatening the im-
pact of the technology agreement at
this point is the planned design of the
system itself. The operation of the
M/A-Com system depends on the cen-
tral computer facility that controls the
data stream to each consumer de-
scrambler, allowing for constant autho-
rization, pay-per-view, etc. According
to M/A-Com’s Mark Medress, the con-
sumer boxes can be addressed only by
one computer center at a time. Hence, a
multiple descrambler situation could
still exist evenif all the parties involved

use the M/A-Com system with differ-
ent authorization centers. “They (con-
sumers) would need one descrambler
for each authorization center,” said
Medress. “In order to subscribe at the
same time, they would have to buy two
(or more) descramblers.”

At this moment, most executives say
they do favor using the computer cen-
ter M/A-Com is completing in San Die-
go—so long as it remains a “free trade
zone” (or “bonded warehouse,” as Ma-
lone calls it). TBS will become the cen-
ter’s second client and both HBO, its
first, and M/A-Com are trying to per-
suade other programmers to follow the
lead. HBO, said Carlson, believes the
concept of going through a single, inde-
pendent center on an a la carte basis is
“the only way to go” and “obviously the
best plan”—though it would not object
if consumers could call a “neutral third
party’’ to “pick and choose” among one
or more of the services using the center.
“It’s so damn simple, I don’t know why
people don’t do it,” Carlson added.

For its part, M/A-Com continues to
vehemently deny that any problems
exist with its technology. “The system
is ready, willing, and able to work,” said
vice chairman Frank Drendel. Said se-
nior vice president James Bunker: “It
works like a charm.” M/A-Com’s ef-
forts were recently bolstered by the an-
nouncement that CBS has chosen an
earlier, but more complex, version of
the system to scramble its network
feeds. Bunker added that the computer
center should be operational shortly
and able to handle four services or
packages by Christmas—and the full
slate of twenty-four services or pack-
ages by late next spring or early sum-
mer. The company plans to have 25,000
consumer descramblers available by
HBO’s scrambling date, and has the ca-
pacity to produce a total of around
50,000 by that date. It had also assured
the programmer group that 200,000
units would be ready by next July,
Bunker said, and has the ability to
manufacture up to 500,000 in total for
1986. The wholesale price for the de-
scrambler is $325, with a suggested re-
tail price of $395.

Those executives trying to agree on
technology and marketing questions
recognize that the current political cli-
mate not only dictates that TVRO
owners have access to scrambled pro-
gramming, but that the access is per-
ceived as being “fair and reasonable.”
For example, if consumers did have to
buy more than one descrambler, one
executive said, “then common sense
loses and you are going to have serious
legislative problems.”

The political sensitivity of many in
the cable industry has been heightened
by the growing attention paid to the
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young TVRO industry and its trade as-
sociation SPACE (The Satellite Tele-
vision Industry Association). SPACE,
based in Washington, displays increas-
ing political sophistication. Last
month’s SPACE show featured what
was billed as the first appearance at a
communications convention by House
majority leader James Wright (D-Tex-
as), the man widely expected to become
the next speaker of the House. Nearly
$23,000 in contributions to Wright’s
political action committee was raised
by SPACE.

Playing politics

SPACE also was planning to stage
“Satellite Earth Station Day” in Wash-
ington on October 29, complete with
several dishes on the Capitol lawn, to
rally support for two bills introduced in
Congress by several of the industry’s
key supporters. H.R. 1769 would pre-
vent programmers from scrambling
their satellite signals for two years, to
allow the marketplace to arrive at an
“effective” system for selling services
to TVRO owners. H.R. 1840 would al-
low individuals to ask the Federal
Communications Commission to set
“reasonable (subscriber) prices, terms,
and conditions” when “marketplace
forces to do so are inadequate.” A few
weeks ago, Sen. Albert Gore Jr. (D-
Tenn.) introduced companion legisla-
tion to H.R. 1840. The bill, S. 1618, was
co-sponsored by Sen. Thad Cochran
(R-Miss.).

Not surprisingly, cable operators
and programmers strongly oppose the
bills and several have met with con-
cerned members of Congress. The ca-
ble industry executives maintain the
bills are not necessary because every
effort is being made to allow TVRO
owners to subscribe to programming
services on a fair and reasonable basis.
For the moment, it seems that the cable
industry has made its point, with most
observers saying that the immediate
chances for the bills’ passage are slim.
“If the programmers or any consortium
that develops acted on a fair and re-
sponsible way, then it would be tough
to pass legislation. But then we accom-
plish our whole goal if that happens,”
said the legislative aide to one of the
TVRO industry’s most important
Washington allies. “If the distribution
systems are not fair in the eyes of earth
station owners, there will be a grass—
roots surge to provide some relief. We
see a real potential for anticompetitive
behavior.”

Another major obstacle for the bills
is the industry’s recent legislative
gains. It is widely acknowledged in
Washington that the passage of last
year’s landmark cable bill provided a
unique opportunity for the TVRO in-

dustry, by means of the amendment
which clearly legalized the sale and use
of private earth stations. Congress may
decide that is enough.

With most parties agreeing that
Congress will continue to serve as a fo-
rum for discussing scrambling in the
near future, the focus of many compa-
nies has shifted to the Department of
Justice. The department has been
monitoring the scrambling situation
for some months and has now “opened
an investigation,” said Kevin Sullivan,
assistant chief of the communications
and finance section of the depart-
ment’s antitrust division. He added
that the department was investigating
“both aspects” of scrambling, meaning
the behavior of cable operators and
programmers.

SPACE, which obviously welcomes
Justice’s investigation, has often ar-
gued that any plan to serve the TVRO
market must include what legal coun-
cel Richard Brown calls an “indepen-
dent, non-cable distribution system”
and a “competitive atmosphere in the
marketplace.” He reiterated SPACE’s
opposition to HBO’s plan, describing it
as “cable friendly” and “anti-competi-
tive,”” which could indicate that
SPACE will criticize any “two-retailer”
plan similar to TBS’ that is announced.
(It should be noted, however, that TBS
executives have in the past said they
believe their services should be offered
to other retailers to satisfy legal con-
cerns).

The proposed consortia have raised
the most serious antitrust questions,
most parties agree; it was not known
whether such concerns played a signifi-
cant part in the TBS decision. And giv-
en the divergent opinions on the anti-
trust implications, the Justice Depart-
ment may still end up playing a
significant role in determining the
shape of the C-band direct market.

One company that could benefit
from the difficulties involved in put-
ting together a consortium of any kind
is Canaan Communications Inc., head-
ed by former Warner Amex Cable exec-
utive Holmes Harden. Canaan’s Satel-
lite Broadcasting Company (SBC),
Harden said, would like to market na-
tionwide a large group of basic services
with an a la carte pay option to TVRO
owners. It has eighteen signed letters of
intent from programmers willing to use
SBC as their marketing agent, Harden
said, though none with companies al-
ready part of another announced plan.
SBC has also announced it will provide
TVRO owners the use of a free de-
scrambler as part of an introductory
offer and will work with satellite deal-
ers as part of the marketing operation.
“We remain hopeful that our plan will
move forward. There is a substantial
amount of services to be provided by a

middleman,” Harden said. “Our plan
has been out there for almost a year
and no one has made a more attractive
offer. We see no reason why the net-
works won’t say (our plan) appears to
be the best way to go.”

Another company vying for a piece of
the programming action is start-up
Viewers First National Inc., founded
by four key members of the satellite
industry—including Brown and
SPACE president Charles “Bud” Ross
of Birdview Satellite Communications,
Inc. Last July, Viewers First signed an
exclusive fifteen year agreement to act
as the national TVRO retailing agent
for SelecTV, the California-based pre-
mium movie service that has mostly
served SMATV, MDS, and STV sub-
scribers until now. Viewers First will
involve earth station dealers in the re-
tailing plan, and has tentatively set an
ala carte price of $7.95-$9.95.

The involvement of top satellite in-
dustry trade association executives
such as Brown in an outside venture
has drawn criticism from both the ca-
ble and satellite industries.

Some cable executives have charged
that the establishment of Viewers First
proves that SPACE will continue to
criticize any proposed business plan
that does not cut it in on a piece of the
equity pie.

Not for cable only

If cable operators and programmers
are on the verge of accepting an uneasy
truce for the moment, it might be time
for companies to ask themselves if ei-
ther side has emerged the “winner.”
While it looks like cable operators have
made it tough for any programmer con-
sortium to exist, they have not been
able to stamp the label “cable-only pro-
gramming” on the networks, either.
While MSO executives would like sat-
ellite distribution to be considered part
of the industry’s “internal distribution
system,” as T'CI’s John Sie has said, it
appears that legal concerns and eco-
nomic self-interest dictate that pro-
grammers’ marketing be “non-exclu-
sive,” at least on paper. As long as
MSOs are programmers’ primary dis-
tribution systems, it’s likely they’ll
continue to exert influence over the
marketing of satellite signals. The
question is, if scrambling signals
doesn’t prevent someone else from
marketing to the TVRO segment, will
it erode cable’s influence over program-
mers, as well as cable’s market share?

And what happens when the more
economical Ku-band comes along?
Should MSOs scramble to get into the
DBS business before someone else does
—as some already are doing?

Those are some of the issues that
have yet to be resolved. D
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SATCOM 3-R audio subcarriers for
lease, Los Angeles area uplink. Can

Converter

H provide up to eight 15 KHz sub-
Serv ice carriers on Transponder 4, 24-hour
service. Call:
e Jerrold and Oak John Roberts

e Fast Turnaround

e Excellent Quaiity From Our
Specially Trained Staff

1-800-382-BRAD

United Video,
918/665-6690

BRAD .
CONVERTIR

n
CABLE ELECTRONICS INC MARKETIACE

y /4 t-ls
ontime
orfree.”

it's a simple promise. And PTS,
the world's largest independent
electronics repair facility, is the
first to make it. On time or free.
At any of the 15 PTS Servicenters
nationwide.

For your free copy of the PTS
Express Service Pak, including
terms and conditions of the "on
time or free” guarantee and PTS
warranty, contact PTS today.

£

ESS
CONVERTER
REPAIR

PTS CORPORATION PO

Bloomington

AERIAL BUCKET TRUCKS
Large Selection geared for CATV.
STANDARD TRUCK &
EQUIPMENT CO.

1155 Hill Street, S.E.
Atlanta, GA 30315
Phone: 1-800-241-9357

Help Wanted

Box 272

Baker Scott
& Co.

%, THE PROFESSIONAL
3 CABLE PLACEMENT
PEOPLE

per hundred lot
tlectronically Tumed
Cosmetlicaily refinished
OAK M35-B
OAK G-26
JERROLD RSC

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

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

6 month Warranty

10% OFF

Toll Free Number

800-431-5433

New York State: 516/931-8484
10 Bethpage Ct.
Hicksville, NY 11801

for 1,000
lot

WE KNOW CABLE

*
1259 Route 46 — Parsippany, NJ 07054
201/263-3355

DIRECTOR

A midwest Cable group is ac-
cepting resumes from quali-
fied candidates for the position
of Executive Director.
Responsibilities will include di-
recting the business affairs of
the group in the areas of plan-
ning, budgeting, public rela-
tions and other duties deter-
mined by the President and
Board of Directors.

Salary commensurate with
qualifications. Send resume to
Box 1014F, CableAge, 1270
Ave. of Americas, New York,
NY 10020.
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Corporate Profile

M/A-Com progress

M/A Com Inc. is a designer and manufacturer of elec-
tronic telecommunications equipment and systems
for satellite data communications, TV broadcasting
and cable TV. It is also a major designer and manu-
facturer of microwave products for commercial and
defense applications. Both the U.S. Government and
the cable TV industry are major customers of the
company. Operations are divided into three business
segments. The component parts segment can meet
nearly any microwave and millimeter requirement
and the principal customers of this segment are man-
ufacturers and users of military radar and other elec-
tronic equipment. The second business segment is
cable/home communications; the main market for its
products is the cable TV industry. The segment is
the nation’s largest maker of coaxial cable for the ca-
ble TV industry. The segment’s earth station anten-
na capacity is highly integrated. Besides this there
are solid-state microwave relay equipment, light-
weight portable electronic news gathering equipment
and a new generation of satellite receivers to be made
in Japan for residential satellite TV use. Also in the
product line are turnkey microwave transmission sys-
tems for the domestic and international markets.

The third business segment is devoted to integrat-
ed digital communications; its products are mainly
directed to defense and commercial satellite commu-
nications, data communications and integrated busi-
ness systems are featured.

‘Zap’ network. A recent development is the contract
with Federal Express for an integrated satellite net-
work with a partner. When finished it will be the
largest communications satellite system in the world
and the most complete and complex ever developed.
It will involve 25,000 small earth station customers of
Federal Express and it involves “ZAP” facsimile ma-
chines. The segment supplies the equipment and
Federal Express provides the common carrier service.

The cable/home communications segment also
made news recently as the company moves toward a
hoped for objective of being the cable TV industry
supplier of scrambling equipment with its Video-
cipher technology. It plans to supply decoders to af-
filiates of Showtime and The Movie Channel and
HBO and Cinemax, as well as other programmers
who choose the system. It is supplying headend units
to TCI and Sammons, and expects further MSO or-
ders.

There were 42.9 million shares outstanding as of
June 29, 1985. As of September 24, the firm had a
calculated market value of $740.8 million. The indi-
cated dividend is $0.24 per share, resulting in a yield
of 1.4 per cent. The earnings for the twelve months
ended June 29, 1985 were $1.00 per share, providing a
price/earnings ratio of 17.3 times or an earnings/price

rate of 5.8 per cent. The price range of the stock for
the prior 52 week period is 23 to 15%.

The balance sheet of the company as of June 29,
1985 showed total assets to be $789.5 million with the
majority asset category being total current assets at
$478.4 million, or 59.9 per cent, followed by plant as-
sets, net, at $248.8 million, or 31.2 per cent. Within
the total current asset figure the lead item was inven-
tories at $202.1 million, or 25.3 per cent of all assets
followed by accounts receivable, net, at $165.0 mil-
lion, or 20.7 per cent of all assets. On the right hand
side of the balance sheet the majority item is equity
at $456.4 million, or 57.2 per cent of all assets. Long-
term debt is next with $149.9 million, or 18.7 per cent
of all liabilities and equity. Total current liabilities
are $133.9 million, or 16.8 per cent of the total.

Sales of the company were $768.4 million for the
fiscal year ended at the close of September, 1984, to-
wards which components contributed 36.6 per cent,
cable/home communications 29.7 per cent and inte-
grated digital communications 35.6 per cent.

Operating profit for fiscal 1984 was $80.3 million.
The major contributor was component products with
48.1 per cent, while cable/home communications was
second with 30.5 per cent, and then integrated digital
communications with 22.2 per cent. For fiscal years
1983 and 1982 these proportions were not significant-
ly different.

Operating profit as a proportion of net sales was
10.5 per cent in fiscal 1984 for the entire company as
compared to 10.9 per cent for fiscal 1983 and 13.5 per
cent for fiscal 1982. For the component products seg-
ment the proportions were 13.7 per cent for 1984,
16.7 per cent for 1983, and 16.8 per cent for 1982.

For the cable/home communications segment the
figures are 10.7 per cent for 1984, 10.2 per cent for
1983, and 13.0 per cent for 1982. For the integrated
digital communications segment the comparable data
is 6.5 per cent for 1984, 4.4 per cent for 1983, and 9.7
per cent for 1982.

At the close of fiscal year 1984, the component
products segment employed 32.6 per cent of all as-
sets, cable/home communications 17.9 per cent, and
integrated digital communications 37.9 per cent. For
fiscal 1983 the distribution was nearly the same and
for 1982 the cable/home communications segment
had 21.8 per cent and integrated digital communica-
tions 31.7 per cent.

Estimated returns. The estimated return on assets
for fiscal 1984, when calculated in the manner cus-
tomary for this column, was 7.0 per cent for fiscal
1984, 6.6 per cent for fiscal 1983, and 9.7 per cent for
fiscal 1982. For the components products segment
the return was 9.4 per cent in 1984, 9.6 per cent in
1983 and 12.5 per cent for 1982. The cable/home seg-
ment had a return of 10.7 per cent in 1984, 10.3 per
cent in 1983 and 14.4 per cent in 1982. For the inte-
grated digital communications segment the 1984 re-
turn was 4.9 per cent; 3.4 per cent in 1983; and 7.0
percent in 1982. The return on corporate assets was
1.9 per cent in 1984, 1.8 per cent in 1983, and 2.3 per
cent in 1982. —ABasil Shanahan
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We re True To Our Country.

And true to our original prom:sc to deliver the finest
country entertainment available on television.
October is Country Music Month. Willie, Ray, and a host
of country’s bnghtest stars are coming home

to The Nashville Network. Join us for “Homecoming,’ a
celebration of stars, music, sports, and
Grand Ole Opry specials. We're the country standard.

THE NASHVIULE NETWORK.
AMERICAS COUNTRY HOME

CONTACT YOUR TNN ACCOUNT EXECUTIVE OR CALL 212-557-6550
¢ GROUP W SATELLITE‘COMMUNICATIONS 1985
RAMRC MAERL £CM 1}



Now In Stock At ANIXIER

Jerrold COMMANDER’ Headend Equipment

MODEL C4P PROCESSOR

MODEL C4MS MODULATOR

MODEL C4R SATELLITE RECEIVER

We can now provide immediate shipment of Jerrold
COMMANDER headend equipment, including:

Model C4P Processor — The Saw Model C4R Satellite Receiver —
filter processor with the best input overload, Featuring 24 channel frequency agility, this
noise control and spurious output. This is the unit is designed for use with a low noise block
first processor to have its waveform quality downconverter at the dish. Eliminates need
guaranteed. for high cost cable from dish to headend, as

well as costly duplication of downconverters
Model C4MS Modulator — This SAW 1 ecah roaenor

filter modulator is compatible with both Jerrold
RF and baseband encoders and provides ex-
cellent performance standards in depth of
modaulation, output level, spurious output and
K factor.

To order, call our —/ACTION-LINES~ CUTANDMAILTO: ARNINIE o Fond

|
|
toll free or collect: ' COMMUNICATIONS Skokie, IL 60076
: Yes, | am interested in more information about the
A“IXE‘ | Jerrold Commander Headend Equipment.
® | (J Send Commander Headend Equipment Buyers Guide
COMMUNICATIONS |
|
|
|

(] Have a sales representative call

WEST-ANAHEIM: (714) 778-4414, (800) 854-0443; ANCHORAGE: (907) 274-8525;
DENVER: (303) 373-9200, (800) 841-1531; FAIRBANKS: (907) 456-1815; SEATTLE:
(206) 251-6760, (800) 426-7665; MIDWEST-CHICAGO: (312) 364-7000, (800) |
544-5368; DALLAS: (214) 484-2933, (800) 231-5006; SKOKIE, IL HDQTRS: (312) | COMPANY.
677-2600; ST. LOUIS: (314) 423-9555, (800) 325-8058, EAST-ATLANTA: (404) | ,
449-6533, (800) 241-5790; CINCINNATI: (513) 733-9100, (800) 543-0113; NEW '

NAME:

TITLE:

JERSEY: (201) 328-0980, (800) 631-9603; TAMPA: (813) 626-7115, (800) 237-6466; | CITY & STATE: _zp:
CANADA-CALGARY: (403) 250-9456; MONTREAL: (514) 637-3511; TORONTO: | r¢, cpnone:
(416) 625-5110. | CAT0Z8 |

In an emergency, weekends and holidays or after 5 PM. call toll free 1-(800) 323-8167.
CORPORATE OFFICES, ANIXTER BROS., INC., 4711 Golt Road, Skokie, IL 60076, (312) 677-2600 ©1985 Anixter Bros., Inc.



ﬂall §treet_ Report

Television advertising
to rise only 5.4% in 1985:
Salomon Brothers report

Overall advertising spending in 1985 will rise only 7.1
per cent in 1985, and television advertising will in-
crease only 5.4 per cent, according to the most recent
Media Monthly report issued by Salomon Brothers
Inc.’s stock research department.

Other highlights from the report:
B Television networks represent one of the areas of
greatest advertising weakness.

first quarter; +5.6 per cent in the second quarter) be-
cause of the previously-mentioned high 84 figures
due to the Olympics and elections.

The Salomon Brothers report points out that net-
work ad expenditures in '85 have declined for 13 of
the top 25 product categories; and only three categor-
ies—confectionary and soft drinks, soaps and gas-
oline—have hiked their web expenditures by 20 per
cent or more.

Third quarter network spending is “expected to
fall by 16 per cent from the year-ago period,” repre-
senting the first fime that year-to-year quarterly re-
sults will have declined since 1971.”

Fourth quarter 85 network spending is “expected
to increase by 7.5 per cent.”

Lowered EPS estimates

m Earnings per share estimates have been lowered
by the brokerage firm on certain media companies it
follows, including Capital Cities Communications
and Times Mirror Co.

The Salomon Brothers analysts are lowering earn-
ings-per-share estimates on one of the perennial fa-
vorites of the investment community—Capital Cities

Selected media companies followed by Salomon Brothers Inc. |

Earnings per share P/E ratio

1984 1985E 1986E 1987E 1985E 1986E 1987E
Gannett Co., Inc. $2.80  $3.35 $4.00 $4.60 16.4 13.8 120 ‘
Knight-Ridder Newspapers 2.15 2.35 2.90 385 15.0 12.2 105
New York Times Co. 2.53 295 3.30 3.80 13.6 12.1 10.5
Times Mirror Co.2 3.38 3.65 3.75 4.10 12.4 12.1 11.0
Tribune Company 2.55° 3.05 3.55 4.10 14.7 12.6 10.9
Washington Post Co. 6.11 7.90°¢ 9.10 10.50 14.4 12.5 10.8
Dun & Bradstreet 3.37¢ 3.90 4.55 5.15 18.2 15.6 13.8
McGraw-Hill, Inc. 2.86 3.00 3.40 3.90 14.3 12.6 11.0
Capital Cities Comm.. Inc. 10.40 10.90 12.70¢ 15.70¢ 17.9 15.4 1]/255
Tele-Communications, Inc. 0.38 0.00 0.00 0.00 NM NM NM
Time, Inc. 3.37 3.30 3.85 4.45 16.3 13.9 12.1
Viacom Int'l. Inc. 2.22 2.50 2.90 3.40 18.8 16.2 13.8
2 ncludes gains from sale of assets: 1984, $0.30; 1985, $0.45. b Includes nonrecurring items that added $0. 13 per share. ¢ Excludes gain from sale of assets of $0.88
per share. ¢ Restated to include A.C. Nielsen Company and excluding one-time items. © Assumes merger with ABC. A Actual. E Estimate. NM Not meaningful. All
earnings per share are fully diluted where applicable.

® The overall media group followed by Salomon sig-
nificantly underperformed the stock market during
September, 1985.

Soft third quarter

The 1985 low point for all advertising, the SB report
points out, is third quarter. “We believe,” say ana-
lysts Edward E. Dunleavy, Lisa Donneson and Shar-
on M. Sedar, “that it rose by only 2-8 per cent during
the period.”

However, they stress that “comparisons are some-
what misleading because both Olympic- and election-
related advertising greatly affected third quarter
1984 figures.”

The analysts have also reduced their estimate of ad
spending in 1986—*“We now project that advertising
spending will rise by 8.2 per cent. Our previous pro-
jection had been for an increase of 9.7 per cent.

Network TV growth, the analysts say, was “mo-
dest” for the first half of 1985 (+0.6 per cent in the

Communications. Second quarter results for the com- |
pany, says the SB report, “were lower than expected
due to lower-than-estimated broadcasting income.
We expect ABC’s second half 1985 network advertis-
ing revenue to be lower than we previously anticipa-
ted,” and, “longer term, the network advertising en-
vironment is expected to be poorer than we had pre-
viously anticipated.

“Consequently, we lowered our 1986 and 1987
earnings estimates by 50¢ and 65¢ per share, respec-
tively, for the merged company.”

Despite this, however, Salomon Brothers feels the
CapCities-ABC merger is “positive,” because, “earn-
ings and private market value per share are expected
to increase at a faster rate if the merger takes place.”

As for Times Mirror, Salomon Brothers has re-
duced the 1985 EPS estimate to $3.20 from the previ-
ous $3.35. Citing TV station income as “weak,” the
analysts point out that TM’s second quarter earn-
ings-per-share were “disappointing,” and “an im-
provement in the third quarter has not occurred.”

Television/Radio Age, October 28, 1985
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‘ARternative’ (from page 31)

says Steve Wasserman, vice president,
news.

In the Sacramento-Stockton market,
Al Jatfe, news director of KOVR(TV),
considers LPN “a valuable adjunct to
our news programming,”’ especially the
station’s hour-long noon news broad-
cast, which. Jaffe says, most frequently
uses LI’N feature material.

“Another thing LPN is doing,” he
says, “is a ‘Cover Story’ idea—an in-
depth piece on a topic in the news. It’s
something that will give our newscast
added dimension.”

LPN launched Cover Story this
month, with two features, and the plan
is to gear up to three or four by Janu-
ary, '86, according to Jim Hayden, di-
rector.

As for content, “We construct our
own angle,” he says, “and get ready to
feed within a couple days of a major
event. There will be a split audio track,
so a station can either use our audio or
replace it with their own.”

One of October’s Cover Story feeds
was a three-part series on wind shear,
said to be the cause of the recent Dallas
air crash. Says Hayden: “The accident
occurred on Friday, and we were ready
to feed on Monday morning.”

Hayden characterizes LPN’s regular
weekly “story source” feed as “Time or
Newsweek-type material. We don’t do
spot news, per se.”

However, its ‘One-on-One’ weekly
interview service will become more
news-oriented.

“We’re getting it out of just Wash-
ington in order to make it more of a
breaking news coverage tool. We're
putting together a consortium of Ku-
band trucks that will allow us to get out
of the studio.”

Hayden emphasizes, however, that
even though the mobile trucks will be
KU-band, all material will be shifted

Target Television
produces a biweekly
three-part series
anchored by
investigative

reporter Steve
Wilson.

onto C-band for transmission.

N.ILW.S., which started in 1979, also
does not consider itself a provider of
breaking news. “We are not in the day
and date business,” says Don Ross, ex-
ecutive vice president. “We're a sup-
portive service.” However, N.IL.W.S’
expansion from a weekly one-hour feed
to semi-weekly half-hour feeds will, he
believes, “allow us to be more respon-
sive to issues.”

N.ILW.S.” bread-and-butter, Ross
says, is material that is ‘“‘explana-
tory—analyses, backgrounders.” The
service has established an ongoing rela-
tionship with Gannett’s Washington
bureau for its feeds out of the nation’s
capital, which also are in an interpre-
tive vein. For instance, “we’ll explain
how tax reform may impact on people’s
lives.”

A typical N.LW.S. feed is a mixture
of multi-part series, backgrounders,
and reports from specialty reporters
such as Kim Marriner (entertainment)
and Carol Krause (personal finance).

Both feeds contain material on medi-
cal and/or health related subjects. The
Tuesday feed contains a medical/
health breakthrough report, anchored
by KPRC-TV Houston reporter, Christi

In Orlando, WESH-TV treats
health “as a regular feature, just
like weather and sports.”

Dr. ‘Red’ Duke with WESH-TV’s Sam Dick

Wilson

Myers. while the Friday feed has a
medical report from N.LW.S. regular
contributor, Dr. Art Ulene.

Medical/health news

The whole area of medical/health-
oriented news, in fact, appears to be
growing in importance among TV sta-
tions. The McHugh and Hoffman/
N.LLW.S. survey indicated that, “based
on perceived viewer news content in-
terest levels, news directors see a need
for increased health and medical news
coverage.” And conversations with
news directors seem to confirm this
sentiment.

At WKRN Nashville, Michael Sulli-
van says, ‘‘Health-related material
probably has a broader range of inter-
estthan sports.” Whenever possible, he
says, the station tries to augment
N.LW.3.’ coverage with material from
“our own local medical reporter.”

Adds KOVR’s Al Jaffe: “Research
shows that medical tests well.” LPN’s
medical material, he feels, is “a nice
adjunct to what our medical reporter
does. Sometimes, it dovetails.”

One of the strongest proponents of
cemprehensive health-oriented cover-
age among stations is WESH-TV Orlan-
do-Daytona Beach-Melbourne. The
station. says Bill Bauman, news direc-
tor. treats health “‘as a regular feature,
just like weather and sports.

“All good television stations,” he
continues, ‘“do market research, and in
our ongoing research, health just kept
coming up and coming up.”

In July, the station installed a daily
‘Healthcast’ segment in its 6 p.m. news,
and a reporter, Sam Dick, was assigned
to cover local and regional health mat-
ters full-time.

Bauman recalls one instance in
which a voung girl died from an ear
in‘ection caused by amoeba in a local
lake where she had been swimming

“It infected her ear, went to her brain
and killed her. We did a whole series on
it,” pointing out the dangers, he says, of
people swimming in unfamiliar bodies

Television/Radio Age, October 28, 1985
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of water.

“We did a three-part series on sun
tanning and the dangers of skin can-
cer,” he continues, “and after the Pre-
sident’s operation, we did a report on
colon cancer.”

Medical reporter Dick recently went
to Mexico to cover the activities of Or-
lando area doctors who flew medical
and surgical supplies to earthquake
victims; and the station covered this
month’s convention of the American
Academy of Pediatric Doctors, held in
San Antonio.

In addition to Dick, the station airs a
syndicated medical series hosted by
Dr. James H. “Red” Duke, which is
produced at the University of Texas in
Houston.

Houston’s KHOU-TV, says news di-
rector Allen Parcell, found that, “In all
our research, medical news and weath-
er are the top two items people are in-
terested in.

“We hired a reporter full-time to
cover medical news, and we run medi-
cal series reports we receive from
Newsfeed affiliates.” The station also
airs a half-hour syndicated program on
Saturdays from Medstar Productions
called Health Matters, which is an-
chored by the station’s reporter. “It’s
like P.M. Magazine,” Parcell explains,
“in that you can use local anchors.”

WMAR-TV’s John Butte says there is
“a tremendous appetite for medical
and health news.” So much so, that the
Baltimore station has broken out a four
or five-minute segment of its 5 p.m.
news as a separate feature, also called
“Healthcast.” Says Butte: “It’s a mini-
newscast within a newscast.” The sta-
tion’s 6 p.m. anchor is also its health
reporter, and, in addition, the segment
includes syndicated contributions from
Dr. “Red” Duke.

In Milwaukee, WTMJ-TV news direc-
tor Tom Luljack says there is “no ques-
tion” about the fact that medical news
is “one of the top areas of interest
among our viewers.” The station uti-
lizes material from both N.I.LW.S. and
LPN to “enhance the coverage of our
full-time medical reporter. It’s an op-
portunity to provide a scope of cover-
age the competition doesn’t have.”

More Sources

Other services that surfaced in con-
versations with news directors include
one that has been in existence for nine
years and another that is relatively
new.

The veteran organization is Potomac
News Service, which is utilized by
KCTv(TV) Kansas City for customized
Washington coverage. ‘They have a
regular reporter on their staff,” says
news director Overbay, “who does alt of
our requests.”

Michael Toscano, bureau chief, says
Potomac operates seven days a week,
and all of its coverage is customized.
For instance, when the farm bill was
being debated in Congress, PNS was
interviewing specific congressmen on
request.

Stations may also use the bureau’s
facilities when they send their own re-
porters to Washington.

For example, says Toscano, “when
Margaret Heckler resigned, WNEV-TV
(Boston) sent its own political corre-
spondent up here.”

Potomac, Toscano adds, feeds to a
little more than half its affiliates on a
regular basis, with *‘about 30 contact-
ing us when they need something.” Po-
tomac also serves as a Washington bu-
reau for ESPN and for Paramount,
providing material for America and
Entertainment Tonight.

The new service is Target Television,
which produces a biweekly three-part
investigative series by Steve Wilson,
former investigative reporter on the
defunct Breakaway. Among subscrib-
ers are all the Cox stations and some of
the Gannett outlets.

Recent subjects have dealt with a
dangerous polio vaccine and drug-test-
ing among employees of Fortune 500
companies.

In addition to three 2'4-three-min-
ute segments, each biweekly package,
according to Kathleen Kelly, producer,
affiliate relations, contains aids for sta-
tions including promo clips, suggested
anchor intros and local lead informa-
tion so a local angle can be pursued.

Another potential service is “V.LP.
Newsmaker Interviews,” a weekly sat-
ellite-fed interview service being pro-
posed by The Visnews Group, a consor-
tium composed of Visnews Limited,
Viscom International and BrightStar
Communications.

The service would provide stations
with access to a weekly interview with a
major news figure, plus an additional
52 interviews a year tied to breaking
news events.

Sample feeds were shown to stations
at the recent Radio-Television News
Directors Association (RTNDA) con-
vention and, according to a spokesman,
a direct mail campaign is now under-
way aimed at signing up subscribers.
The service is hopeful of a late fall
start.

In addition to the national services,
some stations have established regional
and/or ad hoc networks to obtain cov-
erage outside their immediate areas.

There are two such regional setups in
the state of Florida.

The larger of the two, the Florida
News Network, consists of seven sta-
tions: WIXT(rV) Jacksonville (the con-
trol center), WPLG Miami, WTSP-TV
Tampa-St. Petersburg, WrFTV(TV) Or-

lando-Daytona Beach-Melbourne,
WCTV(TV) Tallahasee-Thomasville,
WINK-TV Ft. Myers-Naples and
WPTV(TV) West Palm Beach.

According to Mel Martin, vice presi-
dent and news director at WJXT, the
network was formed in the spring of ’84
and began satellite feeds in spring '85.
A daily half-hour feed consists of 12 to
15 stories ranging from breaking news
to sports to soft features. Examples of
coverage cited by Martin include hurri-
canes, an abortion trial in Pensacola
and a feature on the turning of the
leaves along the Blue Ridge skyline.

The other Florida-based web is an
offshoot of Conus, a regional feed con-
sisting of three stations—WSVN-TV
Miami, wTvT Tampa-St. Petersburg
and WESH-TV Orlando-Daytona
Beach-Melbourne. A fourth station—
WEVU(TV) Ft. Myers-Naples—is due
to join shortly, according to Conus’
Anita Klever.

In North Carolina, the Carolina
News Network connects four stations
via microwave. They are: WRAL-TV Ra-
leigh-Durham, wsoc-Tv Charlotte,
WFMY-TV Greensboro-Winston-Sa-
lem-High Point and wwAY(TV) Wil-
mington.

“The assignment editors and pro-
ducers have conference calls every-
day,” says WRAL-TV news director Ron
Price. “They discuss how the stations
can work together. There’s a late after-
noon dayfeed, each station sends a tape
package and there is the capability of
going live.” The network, Price says, is
almost three years old.

Ad hoc arrangements

There appear to be no restraints on
what stations can do. For instance,
WEWS’ Richard Tuininga says the
Cleveland station is involved in “two or
three ad hoc networks. We have one
guy full-time networking with our
friends around the country.

“There are our fellow Scripps How-
ard stations. Then we have a regional
network throughout the Midwest. We
talk with seven stations twice a day
from southeast Michigan into Indiana,
western Pennsylvania, through West
Virginia, throughout Ohio and into
western New York.”

The third arrangement, he says, is “a
looser group of friends throughout the
country in strategic locations. Qur
friends in Atlanta alerted us on a C-
band truck going out on Gloria.”

In the midst of this seeming cornuco-
pia of news and news feature footage,
the three television network news oper-
ations have announced their own plans
for expanded service to affiliates.

ABC and CBS will establish regional
networks among their affiliates.

NBC, which undertook a major ex-
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pansion of its A-News affiliate news
feed three years ago, is now, in the
words of Art Kent, vice president of
news operations, concentrating on
“non-editorial” functions, i.e., “the lo-
gistical aspects of what stations need.”

A-News, he says, will continue to
provide affiliate feeds four times a day,
consisting of news, sports, weather in-
formation and graphics. But the opera-
tional aspects of service to affiliates
will be spun off under the umbrella
name, “Skycom.” Says Kent: “We will
attempt to provide a method whereby
stations can get the technical facilities
they need to do their job. We will assist
them in point-to-point feeding of tape
stories, in getting stories back from re-
mote locations, in all of the things they
need to reach beyond the capacity of
microwave.”

The “experiment” began October 15
in the Pacific and Mountain time
zones. As an example, says Kent, “If a
station wants to move a story from
Denver to Seattle, it can call a coordi-
nator in Burbank who will facilitate the
clearing of the transponder time. This
is already being done, but we’re sys-
tematizing it.”

By next month, NBC will begin in-
stalling the first five of 50 portable KU-
band uplinks (PUPs), which it has pur-
chased. “It takes four hours,” says
Kent, “to attach it to an existing down-
link to convert it to an uplink.” The
first five locations scheduled to get the
PUPs are Ft. Worth, San Francisco,
Phoenix, Seattle and either New Or-
leans or Las Vegas.

In addition, says Kent, when RCA’s
newest satellite is launched late next
month, there will be “a great deal more
transponder time to help affiliates cov-
er the news.”

ABC'’s first regional network in the
Southwest, consisting of 25 stations in
Texas, Oklahoma, Louisiana and Ar-
kansas, started in April. The network
hopes to have similar regional webs in
operation in the Southeast, on the
West Coast and in the mountain states
by the end of the year. The “hubs” for
each of these networks will be the ABC
news bureau in each region.

Expansion of the national feed from
45 minutes to two hours is planned for
May, 1986. The content, says Donald
Dunphy, director of affiliate news ser-
vice, ABC News, will be “a tiering to-
gether of the regional feeds, with inter-
national and Washington news and
sports from the network.”

The ABC move, Dunphy acknowl-
edges, is in response to “all these other
services that have sprouted up, taking
advantage of the technology. We feel
we can do it better; we want to
strengthen our relations with affilia-
tes.”

CBS started a southwestern regional

network in May, 1984, with KENS-TV
San Antonio as the hub. According to
Bob Horner, vice president, news ser-
vices, CBS News, there are two feeds
daily, one in the early evening and one
for the late night news, both making
‘“‘extensive use of satellite and
microwave.”

In July of this year, CBS established
a Florida cooperative, expanding it in
September to encompass the entire
Southeast.

As of October 7, that network also
had two daily feeds emanating from
two hubs—WBTV(TV) Charlotte and
wcTV Tallahassee-Thomasviile. In ad-
dition, says Horner, there are daily
uplinks from Atlanta, utilizing the re-
sources of both the CBS News bureau
there and WAGA-TV.

A western regional is scheduled to
start today (October 28) with an after-
noon feed, going to twice daily in De-
cember. Hub station is KSL-TV Salt
Lake City, with “sub-hubs” at KOIN-
TV Portland, Ore., and KXTV(TV) Sac-
ramento-Stockton.

CBS, Horner says, has three other
regional cooperatives on the drawing
boards, all of which could possibly be
up and working by early 1986. They
are: central time zone, eastern Midwest
(midwestern markets in the Eastern
time zones such as Michigan and Ohio)
and the Northeast.

All of these regional plans, says
Horner, “are tied to other develop-
ments.” For instance, “We now do a
national feed in the afternoon. We're
going to add one in the morning.”

“We now feed two or three stories at
night to the stations at 11 p.m. We’re
going to move up the station feed to
approximately 10:30, before the local
stations go on the air.”

The other main component, he says,
will be ‘“unilateral services—where a
station wants to travel. It’s a legitimate
role for the network to help that sta-
tion.”

The overall motivation for the CBS
moves, Horner says, stems from the
availability of satellite technology. The
network, he says, “is more aware than
ever before of its responsibility to the
stations.”

“I have heard,” he continues, “that
we were ‘forced’ into this” by the alter-
native services. “I personally don’t
think we were ‘forced,” " he says, “but it
certainly was one factor in helping us
realize other ways we can serve affil-
iates.”

Affiliate reaction

What do affiliates think of the
networks’ plans?

Byron Williams, news director of
wWPXI(TV), Cox NBC affiliate in Pitts-
burgh, is “very excited.”

“We're sending reporters around all
the time,” he says, “and we could have
used (the network’s service) twice just
since the RTNDA.”

“We were feeding from a truck out-
side the courthouse during the baseball
drug hearings, and we had a whole
team of people down at the hurricane.”

KovR’s Jaffe, who is vice chairman
of the ABC News Advisory Board, is
looking forward to receiving ‘“‘hard
news from all over the West Coast. It’s
going to help us a lot. It’s similar to
what a lot of these ad hoc networks are
doing.”

Regional feeds, says Bill Vance, di-
rector of news at WIBK-TV, Storer CBS
affiliate in Detroit, “are something that
will happen. Every station has used the
good 'ol boy network for years—the
only problem was speed.

“As regional feeds get better, it will
infringe on the good ’ol boy network,
but not entirely.”

Not everyone, though, is convinced
the networks mean what they say. At
Cleveland’s WEWS, Tuininga says, “In
reality, the networks still are unable to
appreciate and understand what goes
on in affiliate-land. They’re going to
continue to skew in a different direc-
tion than affiliates. The networks’ role
will be less and less important in break-
ing stories. Probably their longterm
role will be providing insight.” In Jack-
sonville, WJXT’s Martin maintains
that, “the networks have designed the
system to feed the network. A long time
ago we gave the suggestion to CBS to
start thinking about regional net-
works.”

“The networks see a threat to their
control. Anybody can be a network
now. The network control is less.”

Own product only

Despite the explosion of non-net-
work sources of news and feature foot-
age, there are stations that have resist-
ed the impulse to jump aboard the
bandwagon.

“We don’t want to pay for it, and we
don’t need it,” says Jim HoHlzman,
news director of KGTV(TV) a McGraw-
Hill outlet in San Diego. “We fill our
time with our own product.

“We plan on being part of CBS’ re-
gional network, and we hope that will
get us more breaking regional stories.
We hope it will be as good as they say
it’s going to be.”

And in Hartford-New Haven, Mil-
dred McNeil, news director of
WVIT(TV), a Viacom station, says she
doesn’t use any non-local news other
than that provided by NBC because
“we only have a half hour at 6 and 11,
and sometimes we’re hard-pressed to
cram all the local news into 30 min-
utes.” (]
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Hispanic (from page 40)

that companies like Coca-Cola, An-
heuser Busch, Sears Roebuck, Colgate-
Palmolive, P&G, Ford and Bristol-My-
ers will put money into the project. And
agencies also, particularly Spanish
shops, he adds.

As for Hispanic station support, Ca-
ballero Spanish Media alone repre-
sents, according to its president, 65-70
per cent of all fulltime Hispanic radio
stations. He says he welcomes support
from the only other major Spanish ra-
dio rep, Lotus Albertini, and estimates
that the two rep firms together repre-
sent about 90 per cent of all fulltime
Hispanic radio stations.

Outside support

Richard Tobin, president of Strategy
Research Corp., points to the contribu-
tion element in the Spanish research
picture as an important factor in fund-
ing the Caballero project. In fact,
SRC’s comprehensive studies of the
Spanish market in 1980 and 1984 de-
pended heavily on “outside” support
from many quarters.

The 1980 market study came out of a
joint effort between SRC and the Na-
tional Association of Spanish Broad-
casters. The first of its kind, it received
financial support from the U.S. De-
partment of Commerce’s Office of Mi-
nority Business Development Agency
and J. Walter Thompson. The 1984
study, “U.S. Hispanic Market 1984,” a
324-page compendium covering histo-
ry, demographics, lifestyle and media
habits, was supported by 40 corpora-
tions.

“The viability of a project like this
depends on funding. It’s not a rate card
thing,” explains Tobin. ‘“Advertisers
and agencies have often supported pro-
jects like this in the past.”

While Tobin would not describe the
specifics of his proposal, he confirmed
the methodology would involve person-
al, in-home interviews, employing day-
after-recall questions covering 24
hours. “It’s the same methodology we
use in our radio and TV (STAR) ser-
vice.”

Tobin said he had tried to syndicate
an Hispanic radio rating service three
years ago, but couldn’t get enough sup-
port. SRC still does ad hoc reports for
radio and has done “syndicated”TV re-
ports between 1978 and the fall of ’85 in
New York, Los Angeles, San Antonio,
Chicago, San Francisco, Phoenix, El
Paso, San Diego and Corpus Christi.

SRC does not use telephone sample
frames or random digit dialing but em-
ploys geographic sampling via census
blocks in order to cover its entire Span-
ish universe. Since it queries respon-
dents about a 24-hour period, SRC has

had to develop an algorithm in order to
generate cume data.

The model, according to Tobin, is
based upon a study involving seven
days of interviews.

Is in-home interviewing costly? “Not
in our view,” answers Tobin. “We're
doing it every day and our costs must
be competitive. In-home interviewing
is higher—but not a lot higher—than a
(quality) telephone survey. Also, since
we're already doing this kind of re-
search, it’s cheaper for us than for
someone doing it for the first time.”

The I&A proposal

The emphasis of the I&A submission
is on a pilot study, since the research
firm has as yet not fully committed it-
self to a full 15-market proposal. Ros-
low feels that the relatively high cost of
a 15-market study—estimated at be-
tween $500,000 and $750,000—re-
quires careful preliminary research.

Specifically, I&A recommends a test
of three methodologies: “(1) in-home
interviewing with ‘yesterday’ recall for
average quarter hour estimates and
‘day before yesterday’ recall for cumes;
(2) combination in-home interview and
leave-behind questionnaire; with simi-
lar questionnaire recall as # 1; (3) tele-
phone interview using random-digit
dialing; with similar questionnaire re-
call setup as #1.”

While I&A is not considering the
telephone methodology as a “bench-
mark per se,” one aspect of the evalua-
tion will be to compare results from
telephone homes in methods (1) and
(2) with the data from method (3).

The I1&A proposal also involves tabu-
lating the surveys in combination with
one another, “weighting the no-phone
homes so that their proportional repre-
sentation does not change.”

It is I&A’s hypothesis that the opti-
mum approach will be a combination of
two of the three methods to be tested
—either methods (1) and (3), i.e., in-
home plus telephone interviewing or
methods (2) and (3), i.e., in home inter-
viewing with leave-behind question-
naire plus telephone interviewing,
“with special weighting to insure ade-
quate representation of no-phone
homes.”

Says Roslow in his proposal: “We be-
lieve telephone interviewing provides a
far superior level of quality (better
quality control, centrally-monitored
facilities, no geographic clustering of
interviews, better county-to-county
sample dispersion, etc.)—and tele-
phone interviewing is less expensive.
The only drawback is the inability to
include non-phone homes in the sam-
ple; thus, the suggestion of a combina-
tion approach.”

The study costs will depend, of

course, on the method, or methods,
used. In any case, I&A is recommend-
ing a roll-out once there’s a 15-market
“go” decision, rather than all-at-once
field work. The recommendation calls
for three sweeps to reach the 15-market
maximum, viz., three to five markets
for Sweep I, seven to 10 markets for
Sweep II and all 15 markets in Sweep
III. But the proposal adds: “We may
want to manipulate the sweep period
scheduling at the service’s startup so
that some broadcasters are not actually
waiting as much as 18 months before
their market is measured.”

I&A is all in favor of a panel includ-
ing non-broadcasters to evaluate its
work. Roslow suggests an advisory
council of six to nine—researchers
from two or three advertisers, two or
three agencies (Spanish and Anglo)
and two or three stations or their reps.

Says Roslow: “Rather than have only
1&A evaluate the pilot test and/or de-
sign the service, I would rather have it
be more of a cooperative industry ef-
fort, with input from those who would
be relying on the surveys as buying/
planning or selling tools, not unlike the
AGB Boston PeopleMeter test.”

In an unusual cooperative effort,
Birch Radio will be working with 1&A,
handling data processing and report
generation. They will also cooperate in
the development of cume models.
Birch already has a way of estimating
weekly cumes without actually collect-
ing seven days of listening data.

Tom Birch, chairman and president
of Birch Research Corp., one of the five
research firms approached by the Ca-
ballero Council, explained: “We had to
step back. We're just involved in a lot
of research activity right now.”

Birch, whose radio services uses the
telephone to gather its audience data,
not surprisingly agrees with Roslow on
the proposal to test other methods be-
sides in-home interviews.

The biggest concern with in-home
interviews, says Birch is ‘“‘maintaining
control over interviewers,” which he
describes as “cumbersome.” He makes
the point that the research firm super-
vising in-home interviewing with a
probability sample must make sure the
interviewer gets information from the
households designated. “It’s an expen-
sive methodology and its not easy to get
an adequate response rate. Some resi-
dential areas may be dangerous and the
interviewer may avoid them. You can’t
always reach families living in condo-
miniums. But if you get to the person,
then the personal interview is the best
way.”

The Birch technique for estimating
cume audiences, which may be used by
1&A, is based on the premise, says
Birch, that a station’s cume develops
quickly, that single-day phone inter-
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viewing picks up 80 to 85 per cent of a
station’s total cume on the average.
“What we do is model out the last 15 to
20 per cent. You ask the respondents
about each station they say they lis-
tened to ‘yesterday’: ‘Did you listen to
the station the day befare?” Birch says
that a beautiful music station will typi-
cally gather 90 per cent of its weekly
cume in one day. However, news sta-
tions, he adds, cume much less quickly.

Roslow promises that [&A will apply
for accreditation by the Electronic Me-
dia Rating Council “as quickly as pos-
sible—we estimate within a year to 18
months after startup of the fully syndi-
cated service.”

Arbitron’s proposal

An Arbitron proposal to the Caballe-
ro Council is expected to be submitted
early in November, but its basic meth-
odology will not meet the specifications
set out by the Council.

Rip Ridgeway, Arbitron vice presi-
dent of radio sales development, would
not go into detail but described the out-
lines of the proposal.

Arbitron will propose a diary-based,
telephone-placed measurement sys-
tem, something like Arbitron employs
now, except that the phone contacts
would be in Spanish (and the diary,
too, of course) and the sample frame
would be listed telephone households
with Spanish surnames.

West Coast advisors
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The Radio Advertising Bureau has
formed a West Coast wing of its Advi-
sory Council, whose purpose is to im-
prove communications between ad
agencies and radio. At initial meet-
ing, standing, from l: Harry Spitzer,
Southern California Broadcasters;
Bud Heck, RAB-NY; Charlie Trubia,
Ted Bates-N.Y.; Ralph Lewis, Grey
Advertising; and J. Ray Padden,
RAB-L.A. Seated, from l: Jack Va-
lente, Marsteller; Nora Lapham,
Dancer Fitzgerald Sample; Kim Mac-
Alister, Thompson Recruitment;
Mary Slatlie, J. Walter Thompson;
Rod Damrow, Eisaman, Johns &
Laws; and Ron Lawrence, Benton &
Bowles.

Non-listed Hispanic telephone
homes, while a major chunk of the
Spanish market, would be too expen-
sive to reach, says Ridgeway. “It would
require too much dialing.” The Arbi-
tron executive said his company had
estimated that in order to reach 1,800
in-tab Hispanic households in New
York, interviewers would have to make
more than 65,000 calls.

“Random-digit dialing is not enough
in this case. You need street addres-
ses.” Ridgeway figures that about 60
per cent of Hispanic households in New
York could be contacted via telephone

listings.

Ridgeway, who worked briefly for
SRC a few years ago, conceded that the
Miami firm has a cost advantage in al-
ready conducting in-home interviews.
He also concedes that some Arbitron
estimates probably under-estimate
Hispanic listening.

Ridgeway is somewhat skeptical
about the Hispanic broadcast com-
munity’s ability to raise enough money
to meet the specifications outlined by
the Caballero Council. However, the
general feeling among Hispanic broad-
casters appears to be that they should
go for broke first and worry about com-
promising later. o
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Licensing (from page 36)

and is looking to expand in other areas
in merchandising of product, handling
properties not only which the company
may develop but also product from
other companies. At this point, notes
Stu Hersch, chief operating officer and
general counsel, KW is negotiating
with companies for licensing their

The growth of
in-house licensing
divisions at
production houses
and syndication
companies has
caused some
concern in the
merchandising
business.

rights in both the kid and adult genres.

Viacom Enterprises’ licensing and
merchandising department, which was
formed at the inception of the compa-
ny, represents not only its owned prop-
erties such as Terry Tunes but also
merchandising rights to Gunsmoke,
Perry Mason and The Beverly Hillbil-
lies, which were produced by others.
About three years ago, Viacom ac-
quired the licensing rights to Cagney &
Lacy, owned by Orion Television, and,
as noted earlier, to The Twilight Zone,
a CBS production.

In the case of Zone, Viacom holds the
rights as well to the Serling series,
which debuted on CBS in 1959, accord-
ing to Howard Berk, director of licens-
ing and merchandising.

Toy industry recruit

LBS Communications’ Paul Siegel,
executive vice president, finance, indi-
cates that LBS may do its own licens-
ing down the road on its own kid shows.
Siegel says that the company may go
in-house in conjunction with producing
new kids’ shows in the near future. He
continues that the company recently
hired John Bohach as executive vice
president of LBS Enterprises. Bo-
hach’s experience includes a stint at
Kenner. He worked on toy-related
products there, and his familiarity with
“third party people—those who make
items other than toys—makes it worth-

while for us to do our own licensing.”

Harmony Gold and Filmation,
among other companies, are so high on
merchandising that they have recently
taken steps to stimulate that end of the
business. Harmony Gold recently held
its first marketing seminar, designed to
bring together all the licensees in-
volved in the merchandising activities
of the company. The focus of the semi-
nar was on Robotech.

Also, the company, which has a li-
censing and marketing division, re-
cently named John Rocknowski as
president of marketing handling the
Robotech merchandising. Susan
Christison came to HG in April as direc-
tor of licensing. Irv Handelsman is vice
president—licensing working out of
New York. A recently signed licensee is
Matchbox International, which is de-
veloping a toy line of robots and acces-
sories, to be suported by a multi-mil-
lion dollar ad campaign. Robotech has
85 half hours, with 45 new episodes be-
ing planned for next year’s airing.

Threat to independents

The growth of in-house licensing di-
visions at production houses and syndi-
cation companies has caused some con-
cern in the merchandising business.
Weston of Leisure Concept says that
development is “going to make it
tougher and tougher for an indepen-
dent to acquire product. Production
companies and toy companies are set-
ting up their own companies. We used
to represent several studios. That is no
longer a viable thing in this world. For
an independent licensor to survive it
must create its own properties.”

This is what Leisure Concepts did
when it went to Telepictures with the
idea for the Thundercats characters.
The two companies co-developed the
animated series, and Leisure Concepts
now handles licensing for its charac-
ters. Leisure Concepts will also do the
licensing for Silverhawk and Comic
Strip, two upcoming Telepictures se-
ries.

Commenting further on the growth
of in-house licensing, Weston says,
“Fifteen years ago, when my father
started the company, there were only a
handful of licensing companies. With
the advent of Strawberry Shortcake
and The Smurfs, everybody thought
that licensing was the key to riches. As
a result, the field got greatly over-pro-
liferated. A lot of retailers got hurt. A
lot of licensees got hurt. Now it’s diffi-
cult tolaunch a new property. Retailers
and licensees are wary.”

Lorimar’s vice president of licensing,
Danny Simon, doesn’t think in-house
operations will hurt independents.
“There are more and more indepen-
dents than ever, and there is more li-

censed product than there ever was,”
he says.

Lorimar has become more aggressive
in its licensing. It’s merchandising
books, foods, wine, chili peppers, cloth-
ing, leather goods and other products
associated with such Lorimar shows as
Dallas, Falcon Crest and Knots Land-
ing.

Lorimar is currently offering the
Southfork Collection, a lineup of prod-
ucts linked to Dallas’ mythical South-
fork ranch. The product is a far cry
from the early days of merchandising
when t-shirts seemed to be the big at-
traction. In their place Lorimar is of-
fering such items as a $1,300 barbecue
grill and jewelry.

“Now we want to come out in a class-
ier way,” Simon says. “I liked the idea
of a Southfork Collection as the means
to create a new line of product that did
not capitalize on the stars alone. We’ve
begun a program of product that is do-
ing extremely well. In London, where
we launched the Southfork Collection
clothing line, we have evening wear and
casual clothes. In September, at retail,
we did nearly $1 million in U.S. curren-
cy inamonth. We've got a perfume line
coming out next spring called South-

“With the advent
of ‘Strawberry
Shortcake’ and
“The Smurfs’,”
says Leisure
Concepts’ Steve
Weston,
“everybody
thought that
licensing was the
key to riches . ..
The field got
greatly
over-proliferated.”

fork Man and Southfork Woman. The
idea is to be in the designer arena. Not
that posters aren’t a viable commodity,
it’s just that we’ve grown up in the
world of marketing. Marketing is not
just kids’ toys.”

Barbara Atlas, president of the New
Zoo Revue Company, which produces
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The New Zoo Revue, is another who
handles her own product. She started
doing it when Zoo went on the air 14
years ago because she says, “I felt I
knew my own show and what I wanted.
We’ve never licensed anything that
wasn’t appropriate for the show.”

Harmony Gold’s Rocknowski also
believes it’s unlikely that in-house li-
censing divisions will doom the inde-
pendents. “There’s always room for
good licensing agents,” he says. ‘“There
are more of them around now than I’ve
ever seen before.”

Some limitations

Viacom’s Berk warns that not every
program has merchandising appeal.
“Every show that goes on the air is not
licensable automatically. Variety
shows and anthology series are virtual-
ly impossible to license. Also, a 10 p.m.
show is harder to merchandise than an
8 p.m. series on a general basis. Of
course, it all depends on the elements
of the program, but an 8 p.m. show will,
obviously have a higher percentage of
kids than a later program will. The
children, of course, are whom you want
to reach on the toy licensing end.”

One important misconception on the
part of most TV copyright owners and
distributors of programs for licensing is
that the roads of both the licensed
shows and the toys are paved with gold,
points out John Claster, president of
Claster Television. ‘‘Everyone is
caught up in the frenzy of the market-
place, and they all believe they all will
make a lot of money.” However, he
adds, that a successful toy doesn’t
automatically produce a successful TV
show, or vice-versa. In some instances,
Claster continues, neither the toy nor
the program are doing well.

Petry Television overnights on kids’
shows premiering for fall on the week of
Oct. 1 show that most are doing well in
their metered markets. Jayce and the
Wheeled Warriors improved or tied its
lead-in programming in all but two
markets; The Jetsons got “great” num-
bers in Philadelphia on WTAF-TV, av-
eraging a 4.5/18; M.A.S.K. had a “‘good
beginning” on WTAF-TV with a 4.6/12;
Gobot got an 8 share on WPIX(TV) New
York, behind Jayce on WNEW-TV;
ThunderCats delivered all-around sol-
id results; and G.I. Joe got a 16 share on
WTAF-TV, its highest share in all the
nine metered markets.

But when it comes to toy sales, Go-
bots, Jayce and The Jetsons are not
among the top 10 in recent toy pur-
chases, according to Toys, Hobbies and
Crafts magazine.

On the other hand, Voltron has
slipped as a program but is doing ex-
ceptionally well as a toy. ThunderCats,
isdoing well in both areas, as is She-Ra,

while Transformers is second as a toy
but is getting mixed initial returns as a
program.

Claster points out that it’s still too
early to call on which will be the losers
or the winners in both cases.

“They all can’t really work. The kids’
marketplace has become like network
television.

“Every show that
goes on the air,”
says Viacom’s
Howard Berk, “is
not licensable
automatically.
Variety shows and
anthology series
are virtually
impossible to
license.”

“Kids’ programming in syndication
has become equal to adult program-
ming on the network marketplace in
terms of competition. The indies with
competing stations are going head-to-
head in these markets. We won’t have a
tie in every time period in every mar-
ket, so some have to win and some have
to lose.”

Also, there’s a certain danger for pro-
ducers and syndicators who depend
solely on toy manufacturers for their
existence, says Levin of the Entertain-
ment Network, which produces and
distributes such shows as Tranzor Z,
Kid A Little, and Hollywood Televi-
sion Theater. “I don’t believe in mak-
ing deals exclusively with toy compan-
ies,” he says. “They’re fickle, they have
to be. Their needs are dictated by a
different situation. They usually have
one product—at most two—that’s hot.
If they don’t get it right, thev can go out
of business.”

As an example of the risk involved,
he points to the high cost of developing,
manufacturing and distributing a toy,
especially the new high-fech robot-
type toys. “It can run into the mil-
lions,” he says.

Non-toy companies can be more sta-
ble partners, he says. Such major ad-
vertisers as Campbell Soup or General
Mills, he adds, ‘‘are selling a consistent
product, an institution. One is an insti-
tutional buy, and the toy is an entre-
preneurial buy.” O
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Agency (from page 33)

to obtain additional buying clout for
PM’s Seven-Up, which already quali-
fies for heavy broadcast discounts.

Compounding the complexity of the
Seven-Up situation is the fact that it
has just shifted from N W Ayer to Leo
Burnett, which had been handling its
international business all along. Miller
Brewing Co., PM’s other major non-
tobacco subsidiary, a Backer & Spiel-
vogel account, is seen as having little
time placement affinity with GF's
product lines and plenty of buying
clout of its own.

GF buying is all centralized, with
network TV handled by Grey Advertis-
ing for children’s programming, Young
& Rubicam for daytime and D’Arcy
Masius Benton & Bowles for the rest.
Spot TV buying is divided up with each
GF agency buying a list of 20 or more
markets for all brands.

David K. Braun, GF’s director of me-
dia services, says his company tries to
assign markets to agencies on the basis
of performance capabilities so that
“those who are doing an outstanding
job get a greater share.” But this is also
tempered in the direction of agencies
buying roughly in proportion to the
amount of business they plan, he adds.
With all of GF’s agencies buying spot
TV, commission rates for buying are
sometimes worked out between the
agencies and sometimes through the
advertiser, he notes.

GF began its AOR setup in the early
’70s, and Braun reports little resent-
ment among agencies that give up more
buying than they gain. “Everybody
wants to be a buyer for a major client,”
he adds, but he notes that lost buying
activity is not much of an economic loss
in that the commission for that activity
is pretty much offset by the cost of buy-
ing.

Looser approach

A somewhat less structured ap-
proach of AOR is used by Beatrice, ac-
cording to trade sources, in which Leo
Burnett buys all primetime network
and J. Walter Thompson all daytime.
For the company’s grocery division,
SFM Media Corp. does all spot buying.
Prior to the acquisition of Esmark, it
was already serving that company for
Hunt-Wesson brands. Meanwhile, all
buying for Esmark’s Swift products
still remains with Grey Advertising.
Spot buying for Beatrice’s remaining
divisions—refrigerated food and be-
verages—remains with the brand agen-
cies.

As for GM’s network buying arrange-
ment with Burnett and the others, Phil
Guarascio, executive director of adver-
tising services and until recently direc-

tor of media management at Benton &
Bowles, says the arrangement that’s
been in place for less than a year is “not
an AOR setup.” He says each agency is
still responsible for its own divisions:
“What we have is a lead agency that
serves as a point man in long-term ne-
gotiations.” Its activities, he adds, are
subject to prior approval by a media
council composed of the advertising
managers and media directors of the
various divisions.

Guarascio says there is no compensa-
tion involved beyond what Burnett re-
ceives for handling the Oldsmobile di-
vision. The executive holds this “lead
agency” approach “develops the ad-
vantages that come with buying conso-
lidation” without disrupting the nor-
mal flow of activity at the agencies.

Reasons for AOR

According to the ANA report, the
case for the AOR approach has become
stronger because of rising costs for
time, fragmentation of audiences and
competition for inventory. Another
reason is government deregulation.
Elaborating on this, ANA vice presi-
dent Herb Ahlgren notes that, with sta-
tions no longer expected to keep logs as
a licensing requirement, a typical AOR
function can be keeping track of proof
of performance. With increased em-
phasis on post-buy analysis, he adds,
this can be another AOR role.

The report also says that efficiencies
can result from one voice speaking for
an advertiser in the marketplace be-
cause that one voice has the expertise
in a particular geographic region, day-
part or media vehicle. It adds that cen-
tral management of media placement
also facilitates intra-brand tradeoffs,
regional partnering and commercial
partnering—especially with split 30s.

The ANA report indicates it is diffi-

cult to have an AOR setup without a fee
to the buying agency, except when the
advertiser is on a direct cost compensa-
tion system with its agencies. It points
out that, if advertisers could balance
the media billing among AORs, an in-
ter-agency fee could be avoided but
that there are too many variables work-
ing against this equalization.

Only in print has there been a gener-
al tendency to bypass fee payment, ac-
cording to Gary Pranzo, senior vice
president and director of local broad-
cast at Young & Rubicam: “It used to
be that all you did was look up a rate
card and put out a contract.” But he
says there is more negotiation in print
now and that agencies are looking for
ways of recapturing the cost.

Pranzo says there is a trend away
from in-house buying because “clients
have found it a very expensive proposi-
tion and have learned that they get a
better feel for the market if they allow
an agency for several agencies to nego-
tiate for them.”

In-house benefits

But Louis Rubinacei, director of me-
dia for Nabisco Brands, contends the
benefit of network buying by in-house
agency, Ohlmeyer Advertising, tran-
scends cost savings: “We have some of
the most capable people at Ohlmeyer.
If we were to break it up, I'd like to
have some of those people at our agen-
cies.”

Rubinacci says all of Nabisco’s print
buying will probably go to R. J. Reyn-
olds’ in-house operation, RJR Market-
ing Services, but that it is yet to be
determined whether Ohlmeyer will do
network buying for any Reynolds
brands. Ohlmeyer had done magazine
buying for Nabisco and also handles
syndication and cable networks along
with broadcast networks, retaining a

‘““All your problems are multiplied
when you do spot buying for other
brands. Any kind of change has to

go out to all the
agencies buying spot
—schedule changes,

copy changes ...”

Bill Hadlock
Director of media services
Leo Burnett
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The Marketplace Rates

Situations Wanted: $30.00 per
column inch. All other classifica-
tions: $42.00 per column inch.
Frequency rates apply. Minimym
space one inch. Maximum space
four inches. Add $1.50 handling
charge for box numbers. Copy must
be submitted in writing and is due
two weeks preceeding date of
issue. Payable in advance, check or
money order only.

All ads accepted at discretion of
publisher. Address:

The Marketplace
TELEVISION/RADIO AGE
1270 Ave. of the Americas
New York, N.Y. 10020

, Help Wanted

JOIN CHANNEL 57 IN PHILADELPHIA
AND CHANNEL 66 IN CHICAGO!

We need experienced television broadcast
professionals with a minimum of 5 years ex-
perience who want the challenge of building
the new Channel 57 serving the Philadelphia
area and Channel 66 serving Chicago. We
promise you a unique opportunity for profes-
sional growth and a rich and rewarding expe-
rience as Grant Broadcasting expands its
operation to Philadelphia and Chicago.

If you want to be a part of the original team in
one of these major markets, send a resume to
Milton Grant, P.0. Box 4633, Miami, Florida
33014. Opportunities are available for:

1) Chief Engineer
2) Studio & Transmitter Supervisor
3) Program Director

4) Salespersons

5) Executive Secretaries
6) Traffic Manager

7) Promotion Manager
8) Production Manger
9) Accounting Personnel
10) Art Director

11) Producers

All contacts will be strictly confidential
E.QE.-M/F

2 °  Help Wanted

4
. »
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Help Wanted

PROGRAM MANAGER

Top California independent televi-
sion station (50-75 market) has
opening for a Program Manager. Ex-
perience in independent TV pro-
gramming and operations required.
Strong promotion and research
background preferred. Proven suc-
cess track record in movie and pro-
gram scheduling, as well as person-
nel supervision, a must. Send
resume and letter telling us you are
the person for the job to Box 930B,
c/o The Marketplace, TELEVISION/
RADIO AGE, 1270 Avenue of the
Americas, New York, NY 10020.
EQUAL OPPORTUNITY EMPLOY-
ER.

ON-AIR PRODUCER

Leading independent in top ten mar-
ket looking for that unusual promo-
tion producer who can merchandise
our station's programming in a way
that is fresh and imaginative. The
candidate must possess the kind of
creativity, motivation and sense of
humor that generates ‘‘rating
points.’’ Particular strengths in news
and local programming promotion a
must. College background should be
relevant and candidate should have

7 to 10 years experience in all as-

pects of on-air production. In addi-
tion to being an innovative concep-
tualizer and adroit writer, candidate
must have a thorough knowledge of
all State of the Art graphic equip-
ment capabilities. Send cassette,
resume to: Box 85B, Television/Ra-
dio Age, 1270 Ave. of Americas,
NYC, 10020.

An Equal Opportunity Employer.

GRANT BROADCASTING SYSTEM, INC.

ARTIST/TY

Graphic artist to create storyboards
and prepare art for electronic comput-
er animation. Must be proficient in TV
adv. and network quality graphics.
Ability to create and prepare mech for
print ads helpful. Non-smoker. Excel
future for creative person with exp. in
TV/computer animation. Send, re-
sume to Dolphin Productions, Inc.,
140 E. 80 St., NYC 10021

l
! RADIO & T.V.
| SALES PRO WANTED

| Seasoned pro familiar with
local spot sales & presently
employed by station who de-
sires unique oppty with well-
financed aggressive co. Top
salary, benefits package. In-
centives.

212-673-1515

SW METRO MARKET
UHF — Network Affiliate
Asking $6,750,000.
Contact Brian Cobb—Wash., DC
(202) 822-8913
or
Corky Cartwright—Palm Desert, CA
(619) 346-0742

ANNOUNCER WANTED
BY MAJOR MARKET
TV STATION

We produce two live talk/variety shows
a day . . . national documentaries . . .
some of "the best” television and radio
spots in the country, and we want a staff
announcer who can contribute to our
award-winning team. If you've got the
talent, we've got the contract. Send us
audio-cassette samples of your best
work today. Include brief resume and
salary requirements. Box 930A, Televi-
sion/Radio Age, 1270 Ave. of Americas,
NYC 10020.

PRODUCTION SALES REP
FOR DOLPHIN

World's Finest Production/Computer
Animation Firm, seeks Experienced
Person with Excellent Track Record
dealing with agencies, broadcasters
and corporations. Career opportuni-
ty. Call A. Stanley (1-6 P.M.) 212-
628-5930.

Television/Radio Age, October 28, 1985

91




‘“If you become too big it can work
against you. Leverage is good only
if the networks are worried about

portion of the brand agencies’ 15 per
cent. Brand agencies are Dancer-Fitz-
gerald-Sample, Doyle Dane Bernbach,
William Esty, Bozell & Jacobs, Ohl-
meyer and Arnold & Co., Cambridge,
Mass.

Spot is bought on an agency-by-
agency basis for Nabisco brands, but
Rubinacci discloses there has been talk
about changing to an AOR approach.

Ohlmeyer, in its network buying, is
commissioned with following the dic-
tum of the marketing services depart-
ment that no advertising be done on
“advisory” programs—those that re-
quire advisories warning of sex or vio-
lence content.

in-house advantage

One more advantage of the in-house
setup, according to Rubinacci, is that
the networks can offer advantageous
terms without fear that the informa-
tion will leak out. In the case of outside
agency buying, he contends, there is
the danger of other agency accounts at-
tempting to capitalize on knowledge of
such arrangements.

But Richard Kostyra, senior vice
president and media director at J. Wal-
ter Thompson, holds that an in-house
agency has no negotiating advantage:
“I think we negotiate quite efticiently.
Our strength is in our variety of experi-
ence and our continuous dealings with
the networks.”

Kostyra is more positive, though, on
the AOR approach for network buying.
JWT has its share of the action in per-
forming all network buying for Warner
Lambert, with Ted Bates handling net-
work radio, these two agencies splitting
up spot buying and Young & Rubicam
buying cable networks.

Speaking of the general practice,
Kostyra says, “In most cases the client
has a media department where all in-
formation is fed through it; it solicits
planning requests from one agency and

getting your business.
If you’re too big,
the networks become

a must buy.”

Alec Gerster ]
Executive vice president
Grey Advertising

distributes them to the AOR. But the
media department of the advertiser
also does a lot of prodding and challen-
ging—encouraging the agency to take a
route that is more economical or more
visual.

“The general intent, though, is that
consolidation lends efficiencies. The
most efficient route is one agency buy-
ing all of a given medium. As you move
away from this, certain disadvantages
creep in. The client has to deal with
more agencies, and this increases the
cost of coordination to the client.”

He concedes, though, that there is an
advantage in splitting up the buying
among more agencies in that “they
keep more agencies involved, so the
agencies are happier and there are
more viewpoints on the same topic.”
Another thought is, “If an agency
doesn’t have an AOR assignment, it’s
going to be more critical of the other
agency’s performance and provide a
watchdog service.”

Can go too far

At Grey, Gerster adds, “There’s no
question in my mind that, in 90 per
cent of the cases, it’s to the advertiser’s
advantage to buy on an AOR basis.” But
he contends the advantage of size can
go too far: “If you become too big it can
work against you. Leverage is good only
when the networks are worried about
not getting your business. If you're too
big, the networks become a must buy.”

For other advertisers, says Gerster,
the combined buying power can make a
difference in whether the advertiser
can be in the upfront market: “Even if
you’re a four-quarter-a-year product,
you may still find you have more lever-
age by putting in another brand so that
you’re able to bring down prices in
tighter buying periods.”

Spot buying on an AOR basis is a
much more complex situation. Y&R’s
Pranzo notes his agency is the spot AOR

for Clorox in addition to handling its
cable buying and certain portions of its
network activity. For General Foods,
Y&R buys New York, Philadelphia and
some 20 smaller markets.

“Spot is so labor intensive that it’s a
more difficult proposition,” Pranzo as-
serts. “Clients have to set up an in-
house coordinator When you’re buying
for brands that you don’t plan for, it’s a
matter of having the proper staffing on
both ends.”

He says that advertisers generally
try to apportion markets based on the
amount of brand billings so that there’s
a correct apportionment of dollars.
But, at the end of the year, the inter-
agency fee could run as low as 2 per
cent and as high as 3! per cent.

Problems with spot

Bill Hadlock, director of media ser-
vices for Leo Burnett, holds, “the com-
munications problems and the paper-
work involved in spot have made the
AOR approach generally undesirable.
The more people involved, the more
difficult it gets. All of your problems
are multiplied when you do spot buying
for other brands. Any kind of change
has to go out to all the agencies buying
spot—schedule changes, copy changes
or a decision to reduce spending in a
given week.”

But he warns that, if stations contin-
ue to charge premiums for standalone
15s, advertisers will move in the direc-
tion of spot pools where they can com-
bine spots into split 30s for better rates.
He says his agency did a survey that

“Spot,” says Y&R’s
Gary Pranzo, “is

so labor intensive
that it’s a more
difficult proposition.
Clients have to set
up an in-house
coordinator.”

showed nearly 50 per cent of stations
now offer standalone 15s, and he be-
lieves all stations will be offering them
within a year. Kostyra, though, doesn’t
believe the standalone 15 will become
an issue, stating that marketplace pres-
sure, even without combined buying,
will eventually bring all 15s to half the
price of a 30. (w}

22
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In the Picture

Kenneth E. Caffrey

\

Executive director of media
operations for Ogilvy &
Mather/U.S. and now an ex-
ecutive vice president of the
agency, emphasizes media
plans “designed to be part of
an integrated advertising
and marketing strategy”
that includes such other op-
erations as direct response,
sales promotion and public
relations.

Pushes coordination of media
with other marketing tools
for maximum impact

“Media can no longer operate in isolation,” says Ken
Caffrey, executive director of media operations for
Ogilvy & Mather/U.S., who was recently elected an
executive vice president of the agency. The day is
past, he says, “when media could sit in its corner and
figure out how many GRPs the client needed to sup-
port the brand in markets A, B, and C with no
thought to everything else put behind the brand.”

Instead, asserts Caffrey, one of the areas O&M is
emphasizing is building media plans “as part of an
integrated advertising and marketing strategy that
takes into account everything that our other operat-
ing companies are doing in direct response, in sales
prometion, in public relations. This means that peo-
ple in media have to understand the contribution of
each discipline, where each fits into the overall mar-
keting thrust, each supporting the other for maxi-
mum total impact.”

Caffrey believes that such coordination of all avail-
able marketing tools is becoming more important,
and it’s one of the areas he emphasizes in coordinat-
ing with Ogilvy’s other offices across the country. He
explains that though each office is set up to run inde-
pendently, he coordinates media policies and proce-
dures “so that whether it’s Los Angeles, Houston, or
wharever, this agency speaks with one voice in deal-
ing with the industry on media matters.”

He also coordinates the agency’s resources in
broadcast network, media computer applications,
training and videotex applications.

Helping clients cope

Caffrey describes other parts of his job as “a com-
bination of reviewing plans and presenting plans, in-
cluding ideas on how clients can deal with a changing
media picture that includes such ongoing changes as
price increases, shrinking audiences, a magazine envi-
ronment of increasingly specialized publications, and
a television environment that now includes 15-second
commercials.”

l

Caffrey says that some months ago, “all involved
disciplines” at the agency—media, creative and re-
search—were called together, “and the question be-
fore the house was how we maintain viewer attention
levels in the face of current wisdom that tells us, on
the one hand, (a) that the public is less disturbed by
the number of commercials in each commercial break
than by the number of program interruptions, and,
on the other hand, (b) that to promote higher levels
of viewer involvement in each commercial, the adver-
tisers who are paying the freight need shorter com-
mercial breaks? And while I understand the question,
I don’t purport to have the answer yet—other than
trying to find ways to put more impact into each
commercial, to give the advertiser a fighting chance
to get his message across.”

Longer commercials?

It’s “quite conceivable,” adds Caffrey, that as wider
acceptance of more 15s adds more clutter, “One ad-
vertiser reaction may be to revert to longer commer-
cials—to 45 seconds or to full minutes in order to try
to rise above the growing noise level. Something simi-
lar is happening in magazines as more advertisers
keep inventing more new kinds of pop-up and pop-
out pages to gain additional attention value.”

Caffrey also reminds us that television’s 15s “are a
response to the economics of the medium. They’re an
answer to the problem of rate escalation at the same
time that advertiser budgets remain relatively stable.
But the jury is still out on the long term effect of
15s—both on those advertisers who use them as well
as their aggregate effect on viewing.” As for the lat-
ter, Caffrey observes, “This is one of the evolving sit-
uations for which we need continuous, tracking re-
search, to give us an ongoing, longitudinal picture of
what’s taking place, while it’s happening, instead of
having to rely on snapshot research that can tell us
the status of what’s going on only at one specific
point in time.”

On the subject of people meters, Caffrey says,
“Given a choice, the electronic technique fo audience
measurement is far superior to diaries. The current
move toward improved electronic measurement has
been very slow in coming in the face of a need that’s
been apparent to so many for so long.”

He recalls that in the *70s “it was apparent that the
diary method was flawed. Today, with personal view-
ing in multi-set households having replaced Mom,
Dad, and two-and-a-half kids sitting in front of the
same one set, those flaws are deeper than ever. Ask-
ing the one person who keeps the diary to be able to
remember when and what each of the other family
members watched is quite specious.”

But at the same time, he adds that whether or not
people meters “as currently operated” are a complete
cure for all of this “remains a question. Viewers who
press their buttons conscientiously the first week or
so that the equipment is installed in their homes
could eventually lapse into indifferrence. Unless we
can maintain a relatively high cooperation level
among a relatively stable base, people meters may
not turn out to be the panacea we’re looking for.”
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Spot (from page 38)

dependents because of the tougher
standards and practices rules for toys
on the networks.”

But while the toy makers have been
adding more to fourth quarter spot,
Katz’ Goulazian says that the most dis-
appointing category overall has been a
slowdown from the major packaged
goods advertisers. Goulazian observes
that the economy “is no longer driven
by inflation, and has been generally
sluggish. A number of the larger corpo-
rations have not enjoyed their best
earnings. Poor earnings translate into
greater cost consciousness, and part of
that is holding down increases in adver-
tising budgets.”

Barter’s impact

He also points out that advertising
dollars now “have more places to go.
Network nighttime and sports have
been soft, and that means more oppor-
tunistic buys and regional opportuni-
ties available on the networks that
aren’t there when network inventory is
tight. And then there’s the barter syn-
dication and cable opportunities.”

HRP’s Ryan says that the effect of
barter on spot “is not so much a prob-
lem of fewer spots to sell. In most mar-
kets there are more than enough avail-
abilities open. The problem is the com-
bination of expansion of barter and
expansion of network inventory that
adds up to siphoning off a larger share
of available ad dollars.”

Gluck says that barter syndication,
plus cable, “depending on whose esti-
mate you’re looking at, take $800 to
$900 million out of the television pie.

“\»‘.
"‘Q

Peter Ryan, Harrington,
Righter & Parsons: “In a
period of slower

inflation and slower

Whether it’s spot or network doesn’t
really matter, because even if it’s com-
ing out of network to begin with, when
network is soft, as it is now, the net-
works simply take it away from spot by
forming regional network packages.
The argument about whether barter
dollars come out of network or spot is
meaningless. Either way, dollars are
being drawn out of spot, by barter, by
the networks, or by both.”

Harry Stecker, senior vice president,
marketing, at Petry Television points
out that packaged goods advertisers
“aren’t trying to mislead anyone when
they say their syndication dollars come
out of their network budgets. Their
barter funds do come out of what is
originally planned as network money.
But it’s also true that in the past, when
network inventory has been tighter
than it is now, there used to be an over-
flow of dollars, planned for network,
that would find their way into spot.
Some still does. But a big and growing
piece of it no longer comes to spot be-
cause it now goes into barter syndica-
tion.”

Stecker says he has no objection to
stations “taking shows with a lot of au-
dience attraction, like Wheel of For-
tune or America,” if barter comes with
them. “But we do object to stations
taking packages of old grade B movies,
and old reruns of Route 66 that they
don’t need, accommodating all kinds of
deals that undermine the true value of
their own inventory. Stations hated
time banking when the agencies were
doing it. We still hate it when the syn-
dicators do it.”

Stecker points to the example of a
watch manufacturer who makes watch-
es worth $100: “But if one of his em-
ployees is walking out with 25 per cent
of the inventory, it’s going to be tough
to sell the watches for $100 if people
can buy them on the street for $50. Bar-
ter does the same thing to the real value
of television time.’

Inventory analysis

Stecker is one of the few players in
the game of “Who pays for barter?”
who has numbers to back up what he
says. Petry looked at Nielsen VIP re-
ports from the top 10 markets and
pulled every barter program and every
barter spot to determine what percent-
ages of stations’ inventory “is in the
hands of the syndicators.” For some
stations, reports Stecker, it’s as much
as 30 per cent of total inventory.

Petry’s pilot study found that in the

hours a week in three-station markets
to over 100 hours in markets with six or
seven stations.

Based on the 10 audited markets, an
average of 501 syndicator-sold com-
mercials air in each market a week. And
this fall, says Stecker, “A plethora of
programs made their debut in which
significant numbers of spots are with-
held for syndicator sale.” These in-
clude America, INDAY, She-Ra and
The New Price Is Right. Petry esti-
mates that this growth of syndicator-
sold units in fall ’85 programming will
boost the average number of hours pro-
grammed with barter or cash/barter
product to close to one quarter of total
locally programmed hours and “create
a jump of approximately 10 per cent in
the number of syndicator-sold units
airing in a typical broadcast week.”

All this, protests Stecker, *“‘gives syn-
dicators a huge time bank. It’s big
enough so that syndicators can package
and sell spots like a network. This not
only syphons dollars out of spot, but at
the same time sells this inventory, that
would normally go to spot, at reduced,
wholesale rates.”

Stecker says stations should recog-
nize “that there is a cost attached to
relinquishing their inventory. Our rec-
ommendation is that broadcasters
start to resist those marginal or medio-
cre programs that attempt to incorpo-
rate barter into their fee arrangements.
By doing so, stations can begin the pro-
cess of reducing the huge time banks
that syndicators control. The bad news
is that the problem that barter is po-
tentially posing for local broadcasters
is one we created ourselves. The good
news is that the solution to this prob-
lem is also in our own hands.” m]
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Peter Goulazian, Katz
Teleuvision: “October has
been nothing to write
home about, but,

5 ’
economic growth, 10 markets, an average of almost 79 hopefully, we ll see
television’s overall hours of barter or cash/barter program- | {mprovement in
Q 0 ming is aired weekly, adding up to al-
increases wlll be most 17 hours per station. Individual November’(’znd
slower.” market totals range from around 35 December.
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Inside the FCC

James C. McKinney

The chief of the Mass Media
Bureau of the Federal Com-
munications Commission
contends AM radio will dis-
appear in the next decade
unless action is taken to
save it.

yre!
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Mass Media chief presses
need for concern about AM
radio’s declining fortunes

According to Jim McKinney, chief of the Mass Media
Bureau of the Federal Communications Commission,
if the listenership of AM radio continues to decline at
the 3 per cent-a-year loss it has suffered since the
1970s, “It will wipe out in 1991.” One survey says AM
radio has lost 77 per cent of its listening audience in
the past 10 years.

McKinney made the point recently to a group of
reporters gathered in the FCC’s hearing room.
“Something is happening to AM radio, and it is not
pleasant.” He adds, “I am worried about AM.”

Whatever the pace of the decline, McKinney says,
AM radio is “too valuable a service to let that down-
ward slope continue.” He has been campaigning
among the commissioners, so far with little positive
reaction, to get the commission to take an overall
view of the state of AM and to see what it can do
about it.

McKinney is well aware that he is working for a
commission that has as its hallmark, “Let the mar-
ketplace decide,” and that the commissioners are
likely to take that approach in any consideration of
changes in AM. But McKinney has gotten the Policy
and Rules Division to promise a full report on the
present status of AM, its current health and what
changes should be considered in the future to help it
out. McKinney hopes the commissioners will get that
report by the end of the year.

And McKinney tends to put aside the marketplace
argument in the case of the survival of AM, to which
he has an attachment since an AM station in his na-
tive West Virginia offered him his first broadcasting
job. He even suggests his bosses made a mistake in
not selecting an AM stereo system instead of leaving
it to the marketplace to decide.

They feared drawn-out litigation if they had
picked one system over another, McKinney says, but
adds that the longest time likely to have been spent
in litigation would have taken less time than the mar-

ketplace has taken.

“If it was important to get stereo out quickly,” Mc-
Kinney adds, “then the marketplace is a failure.” He
said it was time for the commission “to step back and
look at AM, see if it should change the rules, if it
made mistakes, and see if it can get AM radio back on
a competitive level.”

Past position reversal

Other possible ways to help AM radio would require a
reversal of FCC past positions. McKinney expanded

on those in the ta'k with reporters and in a speech to
the Institute of Electrical and Electronics Engineers

(IEEE).

What the FCC has done so far in the past two
years, he told the IEEE, has been “nibbling away at
some troublesome technical rules in AM. These in-
clude such matters as allowing AM signaling, easing
the remote control rules, deregulating antenna
proofs, eliminating audio proofs, new nighttime oper-
ation for daytimers, authorization of intermediate
power levels and Class IV power increases.”

Any short-run improvement of AM, he told them, is
out of the hands of the engineers. ‘There is little you
can do in the short run to help the future viability
and profitability of AM radio,” except in some cases
replacing worn and outdated antenna systems.

AM radio could help itself by a change in format,
he says. “One of the problems with AM is that broad-
cast operators seem to want to compete head-to-head
no matter what. Well, let me warn program directors
all across the country that AM radio simply cannot
win a head-to-head fight with FM when the station
acts as nothing more than an extension of the record
industry.”

All-news formats have proven successful on AM in
some places, McKinney says, and he suggested, to
chuckles from his audience, that perhaps some AM
stations should consider retransmitting the audio
portion of television soaps. He suggests there is much
that can be done on the regulatory side but hastens
to add that when he speaks of FCC involvement, he is
speaking philosophically and not announcing an im-
pending new FCC policy.

One thing the commission could consider, he says,
is modifying the duopoly rules that prohibit a broad-
caster from owning two stations with overlapping sig-
nals. Two AM stations can operate more cheaply if
they are operated out of the same shop with the same
staff, he says. The duopoly limits could be lifted in
those cases where two AMs in close proximity are fail-
ing, he says.

Ownership limitation

But McKinney rejects as one possible solution a
move to relax the 12-station limit for AMs. “That’s a
safety valve,” he says, and after last year when Con-
gress slapped the wrists of the FCC for suggesting a
higher limit, McKinney says, “I don’t want to suggest
any changes in 12-12-12.”

Probably hurting AM the most, McKinney says, is
the fact that “it simply cannot seem to bring itself to
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Inside the FCC (continued)

decide what stereo system it wants. I think it is hurt-
ing AM grievously.” AM radio suffers from quality
problems, he says, and if a single stereo system could
be agreed upon rapidly, “a lot of quality problems
would fade.” Even monaural sound is aided by stereo,
he says. Instead, he adds, ‘“AM operators are still
waiting for the egg to hatch.”

He doubts AM radio would be in the fix it is in to-
day if the FCC had selected an AM stereo system. But
he adds that, “it is hard to start over at this stage of
the game.” The industry also could have helped itself
by selecting one system that would later be protected
by the FCC, as was done in the case of TV stereo.

Asked what the commission would do with all the
losing systems if it chose to pick one to bless today,
McKinney responds wryly, “I don’t think I am ready
to do that, but I'll think about it.”

He also feels that the AM band should have been
expanded by an extra 100 KHz, a move that instead
of allowing more stations on the air, should be used
to increase the spacing between stations beyond the
current 10 KHz limit. He notes, however, that such a
move would require moving the dial designations of
just about every AM station in the country, an action
he called impossible.

Other possible solutions McKinney throws out are
allowing co-owned AM and FM stations to carry the
same programming and reducing the allowable inter-
ference on the frequency from outside noises. He ex-
panded on some of those possible solutions in his talk
before the engineers. If the FCC were to throw out
the existing AM rules and start over, he says, “The
first thing I suspect we would do is allow AM to dupli-
cate FM programming in all markets where AM and
FM stations are co-owned.

“Just as it was logical and made good public policy
sense 40 years ago to permit the profitable AM service
to support the developing (and unprofitable) FM ser-
vice, it seems to me the same, albeit reversed, public
policy justification exists today.

“Not that I believe every co-owned AM-FM combi-
nation would begin to simulcast, for in many markets
the owners choose to go after two distinct groups of
listeners and to sell to two different classes of adver-
tisers. But, a lot of AM radio could remain viable if
studio production costs could be sharply curtailed.”

AM’s primary advantage

On the duopoly rule, he asks rhetorically, “Why
would we prohibit the overlap of groundwave signals
by the same owner if we wanted to fully utilize the
primary advantage of AM-extended range of signal
coverage? FM radio is fast becoming the truly local,
community-based radio service, and it may well now
serve to meet our concerns of providing that truly lo-
cal service requirement, with or without AM.

“AM, which began as a regional and even national
service, has been repeatedly pulled in through de-
cades of well-intentioned rulemakings until it now
exists, from a public policy perspective, as primarily

a local broadcasting service. But those rulemakings,
to a large degree, deliberately ignored the strongest
technical advantage that AM possesses—the ability to
provide service over great distances.”

On the technical side, McKinney brings up synch-
ronous transmitters, common in other parts of the
world but rare in the United States. It’s an old tech-
nology whose time may have come, he says. The FCC
has authorized an experimental synchronous trans-
mitter in the Southwest, which McKinney says he
hopes will produce data the commission can use in its
future deliberations on that option.

“Today’s sophisticated control circuits and highly
stable frequency elements clearly permit the use of
two or more transmitters locked on precisely the
same frequency programming the same material over
a wide area. It is entirely feasible today to build mul-
tiple AM transmitters along a narrow corridor (say I-
95 from Washington to the North Carolina border)
and provide the traveling public with continuous
news, entertainment and travelers’ information on a
single frequency with only a minimum of disruption
in the overlap areas.”

Clear channel activity

He mentions three possible courses of action with re-
gard to clear channels, but cautions that they would
be feasible only if the FCC were starting from scratch
with building AM:

“We might provide a small number of super-power
AM stations capable of serving very large portions of
the country both day and night; we might severely
limit the number of clears or not provide them at all,
which would enable us to license more regional ser-
vice that would cover portions of states instead of
several states; or we might allow clears the same as
we do today, but permit them to own and operate lo-
cal daytime facilities in areas they already serve after
sunset so that the clears have a presence day and
night in the same wide listening area.”

Again on the technical side, McKinney says his
agency is to blame for not keeping a lot of today’s in-
terference off the AM band. “The FCC has tolerated
the incremental addition of computer noise, tele-
phone noise, light bulb noise, and electrical static to
the unique resource we call the AM broadcast band.”

It is fine to say the homeowner can decide for him-
self what level of interference he will tolerate on AM
when he buys equipment, McKinney adds, “but we
are becoming a nation of townhouse and condomini-
um owners and apartment renters.

“We’re no longer discussing a problem which a
homeowner can solve with his own purchasing op-
tions; and U.S. and foreign manufacturers do not
seem to be inclined to limit the racket their products
may cause to the AM radio listener. No review of AM
radio can be complete without a look at the present
and projected future state of interference in the AM
band.”

Citing the philosophy of a majority of the commis-
sioners, McKinney says, “I am a strong believer in
the old adage, ‘If it ain’t broke, don’t fix it.” But I be-
lieve AM radio is broke.”—Howard Fields
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TRAFFIC &
CONTINUITY MANAGERS

THE SOURCE OF SUCCESS
ISTHE COMMITMENT OF YOUR

Top Row (Left to Right)

KATIE KRAUSE, WRKO AM, Beston

SUSAN OBERG, WROR M, Boston

PHYLLIS WALLS, WHBQ AM, Memphis

Second Row

MADY MILLER, BRIDGET HOWE, WFYR FM, Chicago

ELOISE JONES, DIANNE DelANS, WAXY FM, Ft. Lauderdale/Miami
Third Row

AVIS TURNER, KHJ AM, Los Angeles

JAMES HAHN, KRTH FM, Los Angeles

CHARLES COHEN, WOR AM, New York

£STHER BAILEY-WESTERMAN, WRKS FM, New York

DEBBIE DCRSEY. JANE HAESSLY, KFRC AM, San Francisco
Fifth Row

NICOLE LaCROIX, DORTHEA CRENSHAW, WGMS AM/FM, Washington
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