N. MANCHESTER, INDIANA

BUSINESS

Tv reps go after
growing sales
promotion budgets/69

SPOT TV ROADTO PEOPLE

UPDATE NATPE-I METERS

Is the weakness Daytime shifts Little understanding
permanent or reflect frenzied of differences among
temporary?/72 competition/74 three services/78

THE HECKMAN BINDERY, INC

A Warner Communications Company

WARNER BROS. TELEVISION DISTRIBUTION S
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Profit from the most
comprehensive guide
to RETAIL RADIO &
TV ADVERTISING
ever published!

' Useitto
increase sales.
Over 6,000
stations, retailers
& agencies
already have.

Building
Store Traffic

with
Broadcast Advertising

e 44 fact-filled pages Paperback.8va x 11
» Written by William L. McGee. retail broadcast
authority. and 34 contributing experts from every
aspect of the business. They help sell your
prospects on the value of your medium and station
» Easy-to-read. non-technical terms. (Created to
make retailers more comfortable with broadcast
advertising su they Il use it more')
« Indexed so your sales people can find solutions
to retail advertising problems in seconds

Sy IO® W TLLAVEL NS TN WY

Helps your salespeople become retail
marketing consultants,not just sellers of time.
Specifically, they'll learn ‘Howto: "’

» Communicate with retailers in their tanquage

e Getin "sync’ witn the 3 to 6 month planning
timetables of their retail prospects

* Use in-depth research data 1o support a media
mix of less newspaper and more broadcast

* Make an effective newspaper switchpitch with
examples o! how newspaper and broadcast deliver
over 4X the gross impressions as the same dollars
In newspaper alone

* Help create and produce effective low-cost
commercials {Text includes 34 scripts of award
wInning spots)

g November 10, 1986

Television/RadioAge

Volume XXXIV, No. 8

More contact with clients, creation of ‘special
opportunities’ among sales development techniques

Digging for new-to-spot TV dollars 69

Recent firming of network scatter prices raises
hopes, but several diverse factors are at work

What’s behind spot TV’s doldrums? 72

D TO NATPE-l ,
First-run animation remains dominant form at
independents, while new talk shows aim for affiliates

Frenzied competition in daytime 74

HE | REVOLUTION’
The measurement of people is really an electronic
diary,” bringing its own set of problems

Little grasp of people meter differences

78

More independents, cable outlets along with
emphasis on ‘accountability’ stimulate growth

Direct response ad use expanding 82

USE IT! for sales training -~ to switch-
pitch newspapers - 10 suppor your next
presentation 10 your hottest retail prospect!

Let your sales team help their retail accounts:
* Research and dentily profitable customer groups .
e Research and analys/e merchandising and
promotional opportunities

* [evelop store poSiioning strategies

* Target thewr advertising. using one of broad-
cast’s greatest strengths. to reach their most
profitable customer groups

* Increase store traffic. sales. and profits!

ORDER YOUR COPY TODAY!

Mali to:

TV /Radw Age Books

1270 Avenue of the Americas
New York City, NY 10020

| O Yes. prease send me cop(es) ol Bulding

Store Iathe with Broadeast Advemsing al $50 each |

| ()IU:J' each for shipping l

O My check 15 enclosed for $

NAME |

Flign l

ADDRESS :
|

CIyY/Siati /2w
Tyl

|

Fastest growing local television revenue category
now includes range of higher learning institutions

Schools use more broadcast to recruit

DEPARTMENTS
14 Publisher’s Letter 58 Cable Report 95 Viewpoints
18 Letters 62 Radio Report 96 Programming
22 Sidelights 66 Radio Business Production
39 International Barometer 101 Commercials
Report 87 Spot Report 104 Wall Street
42 Tele-Scope 91 Seller’s Opinion Report
52 TV Business 93 Media 117 Inthe Picture
Barometer Professionals 121 Inside the FCC
Felwvintonflndfo Ago (188N #£US0010277X) (USPS 4 517160} s publinhed every other Monday for $60 pr e year by the
Tatwvinion Bditorlnl Corp, Mublieation Office, 1270 Avenue of the Amerlems, New York, NY 10020, Second class postage
pindel st New York, NY and additions) mniling officen. POSTMASTER: Sond address chinges to Televisinn/Rudio Age,

1270 Avouud of the Amorienn, Now York, NY 10020,

- T
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L.
DERICK HUL
UBATKA, FRE

MILTON rfo }:ucH 'ARD W. SANDERS

This invaluable source book not only provides complete in-
structions for the producer who wants to improve his video
soundtracks, it also helps introduce the experienced audio engi-
neer to video editing techniques! This comprehensive coverage
lets you see how all steps of the video and audio production
processes work together to create a first-rate production.

Learn all the basic techniques of the sweetening process . . .
spotting, laydown, track building, mixing, and layback. Then
explore advanced professional techniques for treatment of on-
camera dialog, music, sound effects, Foley, narration, background
presence, stereo mixing . . . and MORE.

In addition, a fascinating discussion is included on state-of-the-art
technology—digital recording, compact discs, higher-density record-
ing formats—and how it will affect small-scale audio sweetening.

T-1994 Hardbound (only) $30.00
224 pages

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

Enclosed find $ for
Sweetening for Film and TV.

copies of Audio

Name ___

Company

Address o —

City State Zip
Price includes postage and handling.

Company Purchase Order or Payment Must Accompany This Order.

Television/RadioAge

Editorial, Circulation

and Publication Offices

1270 Avenue of the Americas

New York, NY 10020

Phone: 212-757-8400

Telex: TELAGE 421833

Facsimile Number: (212) 247-3402

Publisher

S. ). Paul

Executive Vice President
Lee Sheridan

Editorial

Vice President & Editor
Sanford Josephson

Vice President & Executive Editor
Alfred J. Jaffe

Managing Editor

Edmond M. Rosenthal

Editor, Cable & Special Projects
Victor Livingston

Associate Editors

Robhert Sobel, George Swisshelm
Contributing Editors

Dan Rustin

Europe: Pat Hawker

Washington

Howard Fields

716 S. Wayne St.

Arlington, VA 22204, (703) 521-4187

London

Irwin Margolis, Managing Director
Sally Mann, Associate Editor
International Division

Commerce House, 6 London Street
London, W2 1HR, England
01-402-0919

]

Advertising

Vice President & Sales Director:
Mort Miller

Sales Representatives
Marguerite Blaise,

William J. Mathews

Production Director

Marvin Rabach
Circulation/Marketing Director
Brad Pfaff

Marketing Coordinator

Anne Hoey

Business Office

Marjorie Bloem

West Coast Office

[ Paul Blakemore, Vice President
1607 El Centro, Suite 25
Hollywood, CA 90028

(213) 464-3552

Member Business
Publications Audit of
Circulations, Inc.

TELIEVISION/RADIO AGE is published every other
Monday by the Television Editorial Corp. Sol. J. Paul,
President: Lee C. Sheridan, Executive Vice President;
PPaul Blukemore, Vice President; Alfred Jaffe, Vice
Presiclent. Iditorinl, ndvertising and circulation office:
1270 Avenue of the Americas, New York, N.Y. 10020.
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Welcome to Marblehead Manor. A place where'éveryone needs
help. Even the help.

A Gary Nardino Production in association with dames/fraser
productions, Marblehead Manor stars Paxton Whitehead and Michacl
Richards, with Charo, heading up an ensemble cast of wacky lackeys.

Already bought by the NBC owned stations for access checker-
boarding, Marblehead Manor is an outrageously original first-run comedy.
At Paramount, we're proud to put this property on the market.

MARBLEHEAD MANOR
A new comedy.

DOMESTIC TELEVISION _
AND VIDEO PROGRAMMING
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Publisher’s Letter

Changing role of TV reps signals
need for compensation adjustment

he spot business is witnessing a predictable, but many faceted, market-
ing revolution.

As Sandy Josephson points out in the lead article (see page 69), there is a
push to generate new spot dollars by (1) direct contact with clients to
attract money earmarked for promotional budgets, (2) translating vendor
support programs on the local level to regional and national efforts, (3)
working closely with station sales managers to stimulate regional and local
cooperation on using spot at the national level.

What is happening is that the rep has become a marketing expert, in
addition to the basic thrust as a sales organization. To effectively do this
job requires a recognition on the part of the station or a group of stations
that the rep structure is in a transitory stage. For a half-century, the rep has
toiled in the vineyard on virtually the same basis of an agreed commission
base. As the groups expanded, and the business grew, the commission rate
fluctuated somewhat. At the same time, costly services were added, such as
computerization, research and program analysis. But most important of
all, is the need for additional sales efforts in those gray areas between local/
regional/national. The additional effort is bound to result in additional
revenue.

To make the structure workable, the rep should be compensated for local
and regional billing because (1) the rep is the sales expert, and for the most
part, is a better trained salesperson than the local sales individual,; (2) the
rep is looking at the entire picture from a national marketing and merchan-
dising viewpoint; and (3) the individual rep salesperson is usually better
compensated than his local counterpart. In the past, there have been some
experiments whereby the rep was paid a commission on total business.
There are one or two stations currently with this kind of arrangement. But
these have been experimental in nature, and of short duration. An arrange-
ment whereby the local sales staff would participate could be practical.

Commission rates. Joel Chaseman, president of Post-Newsweek Stations,
is an articulate and outspoken observer on the relationship between the rep
and station. He is not in favor of giving the commission on local sales to the
national rep. However, he states, in no uncertain terms, that stations have
been guilty of squeezing the rep on commission rates, thereby inhibiting
the rep in the performance of special services.

“The rep and the stations should have a flexible relationship so that they
can talk about changing circumstances and the need, in some instances, of
charging for extra curricular services,” he says. “We have probably come to
the point,” he continues, “where there should be a different contractual
arrangement beyond the straight commission rate. There’s no question,
but that we all need more marketing studies that anticipate marketing
problems in advance, and [need to] be prepared to do something about it.

“The rep is in a pivot position, adjusting to the changes of the market-
place, both from the standpoint of the advertiser and agency, and from the
changes in station operations.”

The objective is clear—to achieve more sales in an atmosphere of in-
creased competition, agency consolidations, and the ever-changing meth-
ods of doing business. There should be enough leadership in this business
to keep pace and, in fact, to keep ahead of these changes in this period of
transition.

.

Television/Radio Age, November 10, 1986
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A proven winner for your early morning viewers
Joanie Greggains

MOR WG /TIRETT-

America’s favorite exercise program

Join Joanie for 130 first-run shows featuring the latest in exercise,
including low-impact aerobics.

MORNING STRETCH, now in its seventh successful year in syndication.

Station Clearances: PROGRAM SYNDICATION SERVICES, INC.
A subsidiary of DFS/Dorland Worldwide, Inc. (212) 532-1560
Advertiser Sales: Group W Television Sales
Michael Auerbach (212) 883-6133

Produced by Joanie Greggains Productions, Inc., San Francisco

WWW AINETICArl
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The Los Angeles Times called it “one of the most
promising entries of the fall season.”

The New York Times singled out “the first rate
cast.”

The Christian Science Monitor praised it as “the
most refreshing of the new syndicated sitcoms.”

RS, et

And The San Diego Tribune declared: “If there is a
hit among The New Gidget, What A Country!, One
Big Family, Its a Living and Mamas Family, it's the

one with the exclamation point.”

A production of Tribune Entertainment and Viacom Enter-
prises in cooperation with Prime Time Entertainment.
Based on LWT's production of Vince Powell’s Mind Your
Language

SOUKCE: NSI metered markets 9/24/86-10/19/86.

1948 Viacorn International Inc, Al rights roserved,
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New York WPIX Saturday 6:00 pm
Increases over fame lead-in. Improved its time period rating 28%
Over a year ago.

e F o Wi, "o el i e

Los Angeles KTLA Wednesday 7:30 pm

Increases 23% over its Silver Spoons lead-in and 45% over time
period ratings a year ago.

R R GRS R RS
Chicago WGN Saturday 6:00 pm

The #1 first-run_program on WGN in early fringe and access.
Increases its One Big Family lead-in by 28%.

% G S L O R o
Phlladelphla WTAF Sunday 7:30 pm
The #1 program among independents in its time period. Holds its
lead-in against 60 Minutes and other network competrtron

R R SO s S R e s S S T e
San Francisco KTVU Saturday 6:00 pm
Increases over New Gidget lead-in and beats all independent
competition

Boston WLVI Saturday 7 00 pm
Increased 56% in rating since its premiere.

AR e L D S R L S S G R
Detrmt WKBD Saturday 7:30 pm
Increased the time period rating 45% over last year.
Delivers a 44% higher rating than /t$ a Living.

Dallas KTXA Sunday 5:30 pm
Increased 76% since its premiere
Mlaml WCIX Saturday 7:30 pm

Increases 43% over its Throb lead-in. Delivers a 48% higher rating
than /ts a Living.

BT S SR oo L e ]
Denver KWGN Sunday 6:00 pm

The #1 first-run sitcom with 31% increase in rating since its

premiere. Increased its lead-in against 60 Minutes and other

network competition.

3 eurenrimimone V PRIMETIME

A bsday o s Brosdcastiog Compary Viacom. ENTERTAINMENT, INC,

wwWw americanradiohistorv com
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Letters

Audience task force

I want to thank you for the attention
vou gave the NAB’s Radio Audience
Measurement Task Force in your re-
cent article (Radio Task Force: It
hasn’t turned out the way they
hoped, TV/RADIO AGE, October 13,
1986). I know the industry is very in-
terested in our progress. However, 1
take great exception to your headline,
It hasn’t turned out the way they

hoped.

The finals are not in, so it has not
“turned out” any way yet. We are in
the final and crucial stages of develop-
ment. Three outstanding firms have
been selected, and they are conducting
further work, including field tests, to
be completed for a report to the Task
Force on November 20.

1 cannot understand “. . . the way
they had hoped” in your headline. We
did not go into this with hope, but
with determination to see if there were
alternate ways of measuring radio au-
dience listening.

From the moment the first telecast

made its way into a handful of living rooms,
audiences were entranced, entertained
and enlightened. Now, television is in
nearly every household. Viewers receive
more channels and have more choices than
ever before. Television. It's the media
choice that reaches 98% of all households.
That'’s why advertisers invest a whopping
21 billion dollars each year. How do we
know? We've been watching audiences
watch TV since 1949 — longer than anyone.
And, as the medium and the audience
grow and change, so do we. Developing
new ways to define and describe who they
are and what they watch. Arbitron. We

know the territory.

ARBITRON RATINGS

<1986 ARBITRON RATINGS

We found 22 companies whose an-
swers to our request for proposals pro-
vided these alternatives. We selected
eight for an in-depth look. Then we
selected three for trial runs.

In addition to the three “finalists,”
we discovered three firms deeply in-
volved in high tech monitoring devices
for radio audience measurement.
These companies, by their own time-
tables, need three to five years to
reach the marketplace. We are encour-

- aging them to pursue their objectives

and will schedule a meeting with them
to receive an update on their progress
in early 1987. Thanks for listening.
This Task Force has earned the re-
spect of the entire broadcast industry
tackling a job that, simply put, needed
to be done.

KENNETH MACDONALD

Chairman,

NAB Radio Audience Measurement
Task Force, chairman and CEO,
MacDonald Broadcasting Co.,
WSAM/WKCQ Saginaw, Mich.

Thorough reporting

Many thanks for the thorough and fair
piece you did on CNN (CNN’s ‘live’
style pays off in ratings and in public
tmage, August 18).

ED TURNER

Executive vice president/CNN
Atlanta

Oldies strategy

Thanks for giving exposure to our sta-
tion in your September 1 story on “ol-
dies” formatting (Oldie TV shows in
transition mode). Every new season is
an attempt to put old wine in new bot-
tles.

ROBERT B. AFFE

Acting station manager,

woIro(Tv)

Cleveland

Using Target AID

I would like to thank you for including
my comments on Arbitron’s AID pro-
gram in your September 15th issue
(Media Professionals).

I am grateful to have had the oppor-
tunity to share my perspectives with
the broadcasting community.
KATHLEEN M. ZINGRAF
Assistant to director of
media operations,

Kelly, Scott and Madison, Inc.,
Chicago

Thank you so much for the excellent
coverage of our work with Target AID
(Aid in using AlD, September 29).
ROBYN R. ROSS

Corporate research director,
Century Broadcasting Corp.,
Chicago

Television/Radio Age, November 10, 1986
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HOW DO YOU SERVE

THE PUBLIC WHEN YOU
CAN'T PLEASE EVERYBODY?

There are a lot of people out there,
with diverse interests.

You can't always offer what each
person wants. But people need to know
you're doing the best job possible, to be the
best at what you do.

Pride in your work shows respect for
the people you serve.

That’s what the Gilmore stations are

all about.
€]

THE GILMORE

BroapcasTiING CORPORATION
It’s a Gilmore station—that makes the difference.

Corporate Offices:
162 East Michigan Ave., Kalamazoo, MI 49007

Kal

WREX TV
Rockford,
lllinois
Blair

KODE TV
Joplin,
Missouri
Seltel

WLVE FM
Miami Beach,
Florida

Torbet

WIVY FM
Jacksonville,
Florida
Torbet

_ Virginia

WQPO FM
Harrisonburg,

Virginia .
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_____ N~ Over 85%
s of the country
got the picture
In Just

7 weeks.

The excitement of MGM/UA PREMIERE
NETWORK continues to build. These 24
new theatrical motion pictures have
already cleared in over 111markets,
including the top 30 and 49 of the top 50.

Filled with all the excitement and star
quality that has become the trademark
of the MGM/UA PREMIERE NETWORK,
these outstanding features will be avail-
able one each month on a barter basis.
For more information contact your
MGM/UA sales representative today.

Good Comhany.'

MGM, U\

MGM/UA Television Syndication

© 1986 MGM/UA COMMUNICATIONS CO. ALL RIGHTS RESERVED.
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Sidelights

15s are no joke

When creative executives from two
agencies set out to ridicule 15-second
commercials, they found that the joke
was on them. At a recent national ad-
vertising symposium in New York,
Sean Fitzpatrick, executive vice presi-
dent, creative services director at
Campbell-Ewald, and Stan Becker, ex-
ecutive vice president, creative director
at DFS/Dorland, made a joint presen-
tation that effectively ran 15s into the
ground—but Fitzpatrick, in the pro-
cess of putting the presentation togeth-
er, changed his view of 15s to a positive
one.

Becker took an entire day’s worth of
15s from NBC-TV to be first run for
the audience in their entirety, one after
another, for what amounted to about
eight minutes, then subsequently
shown pared down even further. Fitz-

| patrick, meanwhile, used a hatchet on
50 Chevrolet commercials, where, in
one part of the presentation, nothing
was seen but the identification, “Chev-
rolet,” over and over again.

“We wanted to demonstrate how ter-
rible this would be,” Fitzpatrick says.
The presentation took the stance that,
by the year 2017, the industry would
forget all about copy strategy. “We
wanted to show the audience it was ter-
rible, and it was great. And we didn’t
have the flexibility of designing the
commercials—just editing them. It
helped change our minds.”

Sean Fitzpatrick, executive vice
president, creative services direc-
tor at Campbell-Ewald, sold him-
self on 15s while attempting to be-
rate them before his colleagues.

were better. He concludes they were

- within the largest target group, the 18-

The presentation itself elicited a I
wide range of response from the audi-
ence—laughs where the audience was
supposed to laugh—and walkouts and
boos where the full reel of NBC 15s was
run in sequence. But what impressed
Fitzpatrick was that, when the 15s
from NBC were cut down further, they

improved because they just made a sin-
gle point, where previously most of
them were merely speeded-up 30s: “We
cut all the crap out and just made a
single point.”

The number of people walking out
during the presentation of the original |
15s in sequence, though, made a coun-
terpoint: “Whether we can overcome
the clutter problem is another matter.”

Fitzpatrick adds, “The trend is defi-
nitely toward shorter and shorter
spots. However, the 15-second com-
mercial is a real challenge for creative
people because studies indicate—in-
cluding one by Campbell-Ewald—that
overall, it has been less effective than
the 30 and is responsible for increased
negative viewer reaction, especially

34-year-olds.” He says the research
shows this group doesn’t like the 15
because more of them can fit into a
commercial break: “Two-thirds of this

Presents

Offered: to'you by the syndicators of the highly successful‘‘Reels of Fortune, ‘‘Warriors’ and ‘‘Heroes and Heroines’’ feature film packages.

hsidiary of Peregrine Entertainment, LTD.

v |
-
PEREGRINE FILM DISTRIBUTION. INC.

9229 SUNSET BOULEVARD 106 WEST 2950 SOUTH

LOS ANGELES, CALIF, 90069

(213)859-8250 TWX: 371-6132  (801)
N =1a1er=1818210 STOrY com

SALT LAKE CITY, UTAH 84115
486-3155 TWX: 910-925-4087
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The Leader
In Comedy
Delivers
Again...
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source: October NSI

Ster

KTLA e M-F 7:00 — 7:30 PM.

® A Proven Access Winner

® Up 15% Since Premiere

® Up 75% Over Year Ago Sitcom

® Beats “New Dating Game,”
Ties “Entertainment Tonight”

PHILADELPHIA

WPHL ¢ SAT. 5:30 - 6:00 PM.

® Up 32% Over Year Ago Sitcom

® Up 6% Over “Diffrent Strokes” Lead-In
o Beats ABC and NBC Affiliates

® Best Time Period Rating In 2 Years

DALLAS

KTXA ¢ SUN. 7:00 - 7:30 PM.

® Up 82% Over "Solid Gold" Lead-In
® Up 5% Over "New Gidget” Lead-Out

HOUSTON

KTXH ¢ SAT. 5:30 - 6:00 PM.

® Up 20% Over Time Period 1 Year Ago
® Up 40% Over "New Gidget” Lead-In
® Up 30% Over “Throb" Lead-Out

WASHINGTON, D.C.

WTTG * M-F 5:30 - 6:00 PM.

® #1 Independent
® #2 For Entire Market
® Up 23% Over “Gimme A Break” Lead-In

WASHINGTON, D.C.

WTTG ¢ SAT. 6:00 - 6:30 PM.

® #1 Independent
® Up 3% Over “Fame” Lead-In
® Beats"Small Wonder,"7.0 Rating vs. 1.5 Rating

MIAMI = oubte fun)

WDZL ¢ M-F 5:30 - 6:00 PM.

® Highest Time Period Rating Ever On Station
® Up 55% Over Time Period 1 Year Ago

® {p 94% Over Lead-In

® Beats “What's Happening!”

MIAMI

WDZL e M-F 7:00 - 7:30 PM.

o Highest Time Period Rating Ever On Station
® A Proven Access Winner

® Up 95% Over Time Period 1 Year Ago

® Up 50% Over Lead-Out

wwWw americanradiohistorvy com
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The October Story

LOS ANGELES
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The newest idea
in children’s
programming is
100 million years old.
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Created by Michael E. Uslan

Executive Producers: Benjamin Melniker and Michael E. Uslan
Animated by DIC Enterprises

An RCA Video Production in association with

Columbia Pictures Television

——wananeamerieanradiohistory com

They're coming t
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‘apture the ratings.

65 half- hours avallable Fall 1987,

© 1986 Coiumbla Pictures Televi sion ICPTHIdIg s, Inc. All nghts reserved.
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Over a period of two decades

Television Age International has achieved

a dominant position in the international broadcast
scene. Here are some of the reasons why:.

The largest documented circulation of
any publication in the field.

More advertising lineage than any other
publication in the field over the past
20 years.

The only publication with full staffed

offices in London, New York and Hollywood,
as well as active correspondents in

major capitals throughout the worlid.

The only publication with a digest of
feature articles in three languages —
French, German, Spanish, and at times
in Italian.

Produced and edited by a staff of
professionals. Published by Television/Radio
Age, with 30 successful years in the

industry.

TELEVISION/RADIO AG i

London New York Hollywood
Commerce House 1270 Avenue of the Americas 1607 Ei Centro, Suite 25
6 London Street New York, NY 10020 Hollywood, CA 90028
London, W2 THR 212-757-8400 213-464-3552
07-402-0919 Sanford Josephson, VP & Editor  Paul Blakemore, VP
Irwin Margolis Alfred ). Jaffe, VP & Exec. Editor
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[ Sidelights (continuec

MCA undervalued?

Investors reading a recent issue of
Business Week may be looking at the
stock of MCA Inc. in a new light. An
item in the magazine's "‘Inside Wall
Street” column indicates the stock may
be undervalued. It reports the “smart
money crowd” is “snapping up” MCA
shares, noting that the leveraged
huyout offer for Viacom International
by a management group of that compa
ny has created fresh interest in MCA
by association.

The article points out that the stock
of the producer of movies and TV hits
like Miami Vice and Magnum P./. had
gotten as high as 56/, last April largely
on takeover rumors. But when the ru-
mors subsided and the $35 million fea
ture, Howard the Duck, was declared a
turkey, shares hit a low of 39.

RBusiness Week says that now some
pros are evaluating the stock at about
60. It quotes Stuart A. Shikiar, manag
ing director of Prudential-Bache In
vestment Management, who has start-
ed accumulating MCA shares, as say-
ing, “The decline has made MCA’s
greatly undervalued assets even more
appetizing.”

Advertisement

LBS Communications recenfly hosted a cocktail reception marking iis
10th anniversary and uts donation of more than 40 hours of programming
to the Museum of Broadcasting, in New York. From I, Phil Howart
president, LBS Broadcast Group; Paul Siegel, president, LBS Enter-
prises; Dr. Robert Batscha, Museum president; Henry Siegel, chairman
and president, LBS Communications Inc.; Jon Bauman, “Bowzer" from
“Sha Na Na'; and Roger Lefkon, president, LBS Entertainment.

Textbook approach

Mal Beville's Audience Ratings, the
first comprehensive reference book on
broadcast audience measurement, is
being tailored by its publishers, Law
rence Erlbaum Associates, Inc., Hills-
dale, N.J,, as a textbook. The book by
Beville, who winds up in this issue his
two-part series on people meters, came
out last year and is already available in
paperback.

The book itself will remain un-

“NO!I”

34

changed, but material such as ques-
tions for study will be added to each
chapter and most of the appendices
will be dropped.

The book embraces a number of fac-
ets. It is a history of the rating services,
for one, written by one who saw 1t all
happen. Hugh Malcolm Bewille, Jr
joined the NBC in March, 1930, as a
statistician about the time Archibald
M. Crossley launched a serviceé to meéa
sure radio audiences—the Cooperative
Analysis of Broadcasting. It was the
first of its kind.

Audience Ratings also explains how
the various rating services operate (and
operated). It discusses the pros and
cons of the various methodologies and
the basic statistical concepts necessary
to understand how much reliance peo-
ple can place on ratings data.

Author’s viewpoints. And, inevitably,
it brings out the viewpoints of the au.
thor, which because of his broad knowl-
edge and understanding of the subject
are worth attending to. His educated
perceptions on people meters, which
update the material in his book, can be
found beginning on page 78 and in the
previous issue.

There are no startling conclusions or
scandals unearthed in Audience Rat-
ings. In a brief summary at the end of
the last chapter, Beville says, “For au-
dience measurement purposes, fewer
problems lie ahead than might be an-
ticipated. The major concerns have al-
ready arrived: how to cope with mea-
suring cable [except by meters] and
VCR time-shift usage. Concomitant
with those questions are the measure-
ment implications of frequent remote-
control switching and consequent
avoidance of commercials [known as
zapping], especially among cable sub-
scribers, and the fast forwarding or
editing out of commercials in VCR
households.”

R _THPS e —————

Television/Radio Age, November 10, 1986
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Paris

Cast adrift, FMI
fishing for backers
in order to stay afloat

The future of France Media
International, the organiza-
tion established several
years ago to sell programs
produced by the three
French state networks, now
hangs in the balance. The
new French law effectively
does away with FMI as a
state-financed operation
and has left the recently ap-
pointed president, director
general, Gerard Pruvost,
looking for backers to con-
tinue the operaton.

The new law restores the
old system: Each of the net-
works can sell its own pro-
grams. Whether they will is
debatable, however. A deci-

privatized anyway, is being
left to the new owners. An-
tenne 2 really hasn’t decided
either, although there is a
predilection toward keeping
the status quo, which means
letting FMI continue to han-
dle sales, while it is anybo-
dy’s guess what FR3 might
do. But in the overall
scheme of things, it does not
matter much one way or the
other.

Pruvost says he accepts
the challenge of trying to re-
formulate FMI and does not
rule out the possibility of the
operation retaining the pub-
lic money already invested
or even receiving more. It is
more likely, however, that
Pruvost will try to keep the
public financing while at-
tempting to supplement it
with private capital. “There
is room for a company like
FMI in the international TV
system,” he says. “There is
no specialized distribution
company in France like
FMI,” Pruvost adds.

Opposition. While the new
director general doesn’t say
so, he may face considerable
opposition from the inde-
pendent producers he hopes
to attract to his new outfit
because of their dissatisfac-

tion with the manner in

.were sold overseas.

sion by TF1, which is being |

International Report

which FMI handled their
sales in the past. Their un-
happiness is understood to
stem from a bureacracy
which made it extremely dif-
ficult for them to collect fees
even when their programs
When
the new FMI will appear or
the old one disappear also is
open to conjecture. No actu-

' al date has been set, and

Pruvost continues to assure
all clients that it is business
as usual and that they can be
certain of a smooth transi-
tion. The government, in
fact, will study recommen-
dations by Pruvost on the
future of FMI before finally
announcing its intentions.

Assuming FMI remains in
business in one form or an-
other, Pruvost says one
thing is definite: FMI will
get out of the coproduction
business and concentrate on
distribution. One also might
suspect that a future FMI
would function with a much-
reduced staff, relying in-
stead on outside distributors
to handle some products
overseas.

Pruvost is less forthcom-
ing on the question of
whether he knew FMI might
be destined for the govern-
ment scrap heap before he
accepted the job just two-
and-a-half months ago.
“This is a very attractive
challenge,” he responded,
adding however, “I was not
unconscious of what might
happen; I am not sure
whether we will succeed.”

London

Measurement of
Pan-European
audiences sponsored

Nine satellite/cable TV pro-
gram suppliers have asked
AGB Cable and Viewdata to
conduct a survey on pan-Eu-
ropean audiences. In the
first joint pan-European
survey, Super Channel/Mu-
sic Box, Sky Channel, The
Children’s Channel, Europa,
RAI, RTL Plus, Sat-1 and
TV5 have agreed to a basic
survey of 2,500 individuals
in 11 countries during

March, 1987. Results should
be available on July 1.

Under the leadership of '

Robert Towler, head of re-
search at the Independent
Broadcasting Authority, a
technical committee, which
devised the survey, will at
the same time conduct selec-
tive research to meet the in-
dividual requirements of the
group. Group members will
meet again slowly to discuss
ways in which they can joint-
ly promote satellite and ca-
ble TV in Europe. More than
10 million European homes
currently receive satellite
channels.

Jerusalem

Anglia joins
consortium for
Israeli indie franchise

U.K. independent station
Anglia Television has joined
a consortium which will bid
for one of the franchises tor
the proposed new indepen-
dent commercial channel in
Israel (see TV/RADIO AGE
INTERNATIONAL. October/
November 1986). Anglia wili
invest $1 million (U.S.), the
biggest single foreign invest-
ment, in a 20 per cent stake
in the consortium. Under Is-
raeli legislation. foreign in-
vestments will be limited to
49 per cent.

The franchises, which are
for different days of the
week, are expected to be ad-
vertised next year with a tar-
get launch date of 1988. The
consortium is headed by
Doron Abrahami, a 37 year
old Israeli-born British tele-
vision documentary produc-
er. “Israel is very keen to
have a second channel,” he
says, adding that “a recent
poll showed that an over-
whelming majority of Israe-
lis are dissatisfied with the
existing service.” At present,
[srael has a single, state fi-
nanced, non-commercial
service broadcasting to a
population of more than
four million in a country
where 90 per cent of the pop-
ulation owns TV sets.

Abrahami continues,
“The country’s total adver-
tising expenditure is in ex-
cess of $200 million a year.
We expect to be well posi-
tioned to exploit this mar-

ket, which will clearly grow
with the introduction of
commercial television.”
Anglia’s chief executive Da-
vid McCall adds, “The indi-
cations are that this could be
a sound investment and an
interesting diversification
for Anglia.” The company
has been a long standing
shareholder in Hong Kong
Television, an investment
which has proved “very lu-
crative for us over the
years,” says McCall.

Milan
New MIFED head

wants to combine
with Indian Summer

New delegate-general Al-
fredo Bini has indicated he
would like to see the MIFED
TV market gradually com-
bined with the highly suc-
cesstul Indian Summer film
market. In spite of some
speedy reorganization and
improvements, however,
this fall’'s MIFED, sand-
wiched between MIPCOM
and the London Market, did
not approach its tormer high
caliber. Visitors found the
market deserted and the
MIFED building already
prepared for the Indian
Summer.

Frank Naef, head of the
specialized programs divi-
sion, advocates an increase
in coproductions between
the Tv and film markets,
while Bini himself believes
there is a mere handful of
important producers in tele-
vision and that, in any event,
most of the bulk buying and
presales have been done
throughout the year. He sees
markets as little more than
publicity vehicles for the
blockbuster.

Meanwhile, MIFED orga-
nizers seem to have some de-
sire to compete with MIP-
TV. They will host a new
show, the International
Market ot Image and Sound
(IMIAS) during 1987's
spring fair. Devised by Bini,
the market will cover chil-
dren’s shows. animation,
film and TV commercials,
video music, electronics in
show business, education,
science, arts, documentaries,
industrial tfilms and strategy
for a global network.

Television/Radio Age, November 10, 1986

www americanradiohistorv com

39



www.americanradiohistory.com

Richard Simmons hasr

L The All New
| 'Richard Simmons Show
‘ Sllm COOklng "’3 Slim Chick

APPETIZER: The promotability of G I'4
“ _ Superstar Richard Simmons

. o — JI Popular across the U.S.—From
his Emmy Award-winning TV
show to his best selling books
and videos.

EATING HEALTHY...
STAYING SLIM
Trends of the 80’s.
Combine: hottest trends in
America today and the most
Popular Personality of Fitness. Swordfish ala Scale
Richard Simmons knows how to T
turn a trend into a moneymaker
for you!

MAIN COURSE:
The Richard Simmons of exercise,
leotards and sweat is now the
Richard Simmons of cooking, aprons
and low-cal great taste.. with the same
enthusiasm, charm, personality and

] audience appeal!
FORMAT —A menu designed to get
your audience involved. Daily Theme e
y Live Audience ® Great original gourmet
low-cal recipes ® Slimming Secrets ® Low-cal foods
that taste like rich delights ® Slim cooking classes
with interesting guests & audience participation
INGREDIENTS:

‘ Fun, Imagination, Motivation, Information.
| 4 Producer Bill Hillier (of PM Magazine
fame) will add sizzling special effects
and exciting graphics to a
unique format.

Leaning Pizza

Twigalini Veggie Lasagna
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the recipe for a new hit!

DESSERT:
Delicious ratings to
spice up your Mon.-Fri.
Programming and
attract women 18-34!!
Sample the Flavor

of Success!!

Berry Slim

Available as a
daily half-hour strip
for September '87.

Lettuce Spray

1986 HILLIER & COMPANY. INC

s

1 1986 SYNDICAST SERVICES INC. ALL RIGHTS RESERVED

Syndicast Services, Inc.
360 Madison Avenue,
New York, NY. 10017
(212) 557-0055

oy
S SYNDICAST

SERVICES, INC.

e A VA

A Member Of The
NETWORK FILM 'A'
‘& CORPORATION GROUP. :
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ele-scope

Tracking of 15s indicates
growth is leveling off: TvB

The use of 15-second commercials on network televi-
sion appears to be leveling off and will not become
the dominant unit that many in the industry are pre-
dicting. At least that’s the analysis of the Television
Bureau of Advertising, based on its tracking of the
shorter spot’s appearance on the webs through the
first three weeks of October, 1986.

The 23.3 per cent of all network commercials ac-
counted for by 15s for the first three weeks of Octo-
ber does represent the highest ratio for any month of
the year (21.5 in August was next highest; 16.5 in
January the lowest). However, a week-by-week analy-
sis shows a drop-off in August and September after a
peak during the last week of July.

The week ending October 12, equaled the last week
of July, according to the TvB figures, with 15s ac-
counting for 24.6 per cent of all network commercial
units, identical to the week ending July 27. The week
| ending October 19 dropped slightly to 24.2 per cent.

" Meanwhile, after the July 27 week high, the subse-

- quent percentages looked like this: August 3, 23.2 per
cent; August 10, 19.4; August 17, 20.3; August 24,
22.7; August 31, 21.5.

The four weeks in September were: 19.0 per cent;
20.1; 19.8; and 22.1, with the first week in October
showing 20.9 per cent.

Daypart use. Analyzing the shorter spots’ use by day-
part, it is clear that the greatest strength is in day-
time, but even here, TvB points out, the peak ap-
pears to have been reached.

The highest share of all commercial units for 15s
was achieved in July with a 67.7 per cent of all com-
mercial units, declining to 64.0 per cent in August,
63.7 per cent in September and 61.1 per cent for the
first three weeks of October.

The most frequent use of 15s in primetime, accord-
ing to the TvB analysis, came in January with 23.1
per cent. That percentage dropped as low as 15.9 in
both May and August, rising to 19.1 per cent in Sep-
tember and 19.6 for the first three weeks of October.

Other daypart use shows a peak of 16.3 per cent in
early/late fringe in August and 15.1 per cent for the
first three weeks of October. And in Saturday/Sun-
day daytime: a peak of 4.6 per cent in April; 4.2 per
cent for the first three weeks of October.

A composite look at the 15-second commercial by
TvB as a percentage of all network spots for the first
three weeks of the new TV season (September 21-Oc-
tober 5) shows it at 20.9 per cent of all spots with the
following breakdown by daypart: Monday-Friday
daytime, 61.8 per cent; Saturday-Sunday daytime,
3.5; early and late fringe, 14.8; and primetime, 19.9.

Comparison with 30. Meanwhile, how does this com-
pare with the emergence and growth of 30-second
commercials on network 'tv? According to TvB’s

T

tracking, based on Broadcast Advertisers Reports
data, the first year 30s appeared on network TV was
1967, accounting for 6.4 per cent of all units. That
rose to 7.9 per cent in 1968, nearly doubled to 14.4
per cent in 1969, jumped to 25.1 per cent in 1970 and
more than doubled to 53.3 per cent in 1971. The peak
was reached in 1980 with 94.6 per cent, dropping to
83.5 per cent in 1985.

During the period from 1980-85, 15s went from
zero to 10.1 per cent and 60s, which had bottomed
out at 1.5 per cent in 1981 and ’82, rose slightly to 2.2
per cent in ’85.

New TPS game show

The Television Program Source will syndicate a new
The Match Game, for delivery to stations in the fall,
1987. The new strip game show, which is aimed at ac-
cess, is based on the successful series which ran on
NBC from December 31, 1962 to September 20, 1969,
and on CBS during 1973 and 1974, both with Gene
Rayburn as host, in different formats. Game also
played in syndication, notes Robert Peyton, a partner
of TPS, which is a co-venture with Columbia Pic-
tures Television.

Mark Goodson Productions is producer. A host for
the new show is to be named. Match Game will be
marketed by TPS on a'cash-plus-barter basis, with
five-and-a-half minutes for local sales, and one min-
ute retained for national advertising, plus a 90-sec-
ond in-break, says Peyton.

Meanwhile, the company’s other new product, Pa-

1 role Board, is looking for a January launch, and Pey-

ton says he expects to close both New York and Los
Angeles in a week or so. Peyton is bullish on Parole
Board because he believes that the courtroom genre
is currently a hot ticket, both on the networks and in
syndication. He notes that L.A. Law and Matlock,
both court-based shows, are doing well on the webs,
while syndicated court shows have also been getting
solid ratings.

Peyton is looking to debut the half-hour strip in
mid-season mainly because “a court show gets a
quick reading on whether it will catch on or not, and
stations can gauge estimates and go to agencies with
a whole new set of numbers, and then retrench in the
fall.”

Peyton sees Parole Board as either an early or late-
fringe strip.

Stringer’s priorities

Even though the CBS programming from 6-9 a.m.
weekdays will no longer be the overall responsibility
of CBS News, the news portion of whatever goes on
the air after the first of the year should be a top pri-
ority of new CBS News president Howard Stringer.
That’s the assessment of one CBS affiliate news di-
rector, following Stringer’s recent appointment to the
post he had been filling on an interim basis since the
forced resignation of Van Gordon Sauter.
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Tele-scope (continued)

The other pressing need at CBS News, says Frank
Graham, news director at WBAL-TV Baltimore, is “re-
storing the high morale that used to be at CBS. It’s
still the best news organization, but the employees
need to feel that they are and that somebody is there
to help them do their job.”

Howard Stringer

How does Graham feel about the transfer of re-
sponsibility for the weekday morning program from
CBS News to CBS Entertainment? “As a newsman,”
he would prefer it to remain where it was, but, “I'm
certainly realistic enough about the business to know
it’s still a business, and you have to have an audience
in the morning to be successful.

“The direction they’re heading,” he continues,
“looks pretty interesting, and, as I understand it,
they’re still going to have a pretty strong news pre-
sence.”

Stringer was named president of CBS News two
weeks ago. He has been with the network news orga-
nization for 18 years, beginning as a researcher and
holding such posts as associate producer, producer,
executive producer of documentary broadcasts and
executive producer of the CBS Evening News With
Dan Rather. He had been executive vice president of
CBS News since January, 1984.

Lorimar-Telepictures buy

Now that the dust has settled and Lorimar-Telepic-
tures’ acquisition of the Storer television stations has
been approved by the Federal Communications Com-
mission, the company, in the opinion of one media
analyst, has emerged in better shape.

“All the changes in the deal have improved it,”
says Barry Kaplan at Goldman Sachs. And dropping
Wometco’s WTVJ(TV) Miami from the deal was “a
positive development, if you consider what they
would have paid for it.” The overall transaction, Ka-
plan says, now “looks better than it did when origi-
nally announced.”

The six stations that will become part of Lorimar-
Telepictures include four CBS affiliates, one NBC af-
filiate and one independent. They are: WIBK-TV De-
troit (CBS), waw-1Vv Cleveland (CBS), WAGA-TV At-
lanta (CBS), wiTi-1v Milwaukee (CBS), KCST-TV
San Diego (NBC) and wsBK-TV Boston (indepen-
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dent).

Lorimar-Telepictures currently owns two other
television stations, KSPR-TV Springfield, Mo. (inde-
pendent), and KMID-TV Odessa-Midland, Texas
(ABC). The company has interests in KCPM-TV Chi-
co-Redding, Calif., wLII-TV San Juan, P.R., and
WSUR-TV Ponce, P.R. Acquisitions are awaiting FCC
approval of two independent stations, WPGH-TV
Pittsburgh and wTTV(TV) Indianapolis.

ASTA welcomes ad people

The Advertiser Syndicated Television Association,
looking to spread its membership roster into the ad
community, has opened its rolls to include advertis-
ers and their agencies. At this point, 21 syndicators
are members. In addition, ASTA will join the Elec-
tronic Media Ratings Council, group that keeps tabs
on TV research and on ratings services, (Tv/RADIO
AGE, October 27). In announcing that ASTA will ac-
cept membership from the ad community, Dan Cos-
grove, president of the organization and vice presi-
dent, media, at Westinghouse Broadcasting Co., said,
“our membership feels that ASTA can better address
the burgeoning growth of barter syndication by hav-
ing its customers directly involved in the solving of
problems and issues related to the sale of national
advertising time in syndicated programs. We wel-
come the input from advertisers and agencies and
hope to work together to insure the continued growth
of the barter syndication industry.”

Deregulation crossroad seen

Broadcast regulation has reached a crossroad where
it will have to be decided whether to retain or aban-
don the theory that broadcast licensees are public
trustees, according to Richard E. Wiley, former
chairman of the Federal Communications Commis-
sion. Wiley, currently senior partner in the Washing-
ton law firm of Wiley, Rein & Fielding, in a recent
luncheon speech before the International Radio &
Television Society in New York, suggested that
broadcasters may no longer be all that willing to give
up that theory.

Wiley said the TV networks were among the first to
endorse the “marketplace” concept of regulation, but
he questioned what they have received for their sup-
port of a regulation-free environment. He noted that
they have not been successful in repealing the Prime
Time Access Rule or the financial interest and syndi-
cation rules and that, meanwhile, they had become
more vulnerable to outside takeovers and hurt com-
petitively by elimination of the seven-seven-seven
rule. Meanwhile, stations could lose out in further de-
regulation, he said, through lack of concern with past
record in comparative renewal proceedings, elimina-
tion of must-carry protection and increased vulnera-
bility to adverse congressional actions—such as man-
dated children’s programming requirements and pos-
sible imposition of spectrum fees.

Television/Radio Age, November 10, 1986
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Tele-scope (continued)

Individual broadcasters are best advised to ‘“keep

- alive the spirit of public trusteeship,” Wiley contend-
ed, noting that many of the related practices are still
kept alive on a voluntary basis by many broadcast-
ers—such as ascertainment. He added that, if the
Fairness Doctrine is ever interred, he believes broad-
casters would still be inclined to provide balanced
coverage of the news.

Fairness Doctrine. Wiley observed that some say re-
peal of the Fairness Doctrine will be the next major
deregulatory step. Having been a champion of its re-
peal during his own chairmanship of the FCC, he
praised the commissions headed subsequently by
Charles D. Ferris and Mark S. Fowler for increasing
the pace of deregulation. He also observed, though,
that they have been the beneficiaries of greater sup-
port in Congress and the courts of appeals.

The long-time liberal focus of the Court of Appeals
in Washington, Wiley said, has given way to a conser-
vative majority—and it now appears this court is go-
ing beyond deference to the FCC’s deregulatory pro-
gram and even pushing it to go further. But on Capi-
tol Hill, he added, there are signs that Congress
would not go along with total deregulation. The Fair-
ness Doctrine and the equal time rule are still popu-
lar on the Hill, he said.

Wiley’s own stated view was that it is the best poli-
cy for the government to place its trust in business
and journalists—the business marketplace and the
marketplace for ideas. Asked about such recent de-
velopments-as the “station swapping” resulting from
elimination of the three-year rule and the control of
networks by the “money men,” he expressed little
concern, stating that the new people in the business
are making it a “more vibrant overall field.”

Burnett’s backfield shift

Like other major agencies, Leo Burnett, too, is beef-
ing up its direct marketing capability in direct re-
sponse to popular client demand (see story, page 82).
But Burnett is doing it with a difference. Hall ‘Cap’
Adams, Jr., new chairman & CEO of Leo Burnett Co.,
Inc. and former chairman of Leon Burnett U.S.A,,
says that addition of Jerry Reitman and Bruce Lee to
head the agency’s direct marketing department does
not mean that Burnett is going to set up a “Leo Bur-
nett Direct” as others have done.

Adams says Reitman, Lee and others to be named
later “are not going to be separated in a special divi-
sion or department. They will be located within Bur-
nett’s various departments to provide the most effi-
cient integration possible.”

Adams adds that, “Everyone in the agency in-
volved in serving our clients will be expected to de-
velop an expertise in direct. Jerry, Bruce and the oth-
ers will be responsible for helping make all of us more
proficient in this important direct marketing area.

The plan is to make us all good enough so that we can
eventually do it ourselves with a minimum of help
from our experts.”

Reitman, who had headed The Reitman Group, his
own direct response agency, becomes executive vice
president, Leo Burnett, U.S.A. Lee, who had been a
partner in Reitman’s firm, joins Burnett as vice pres-
ident and creative director. Tom Marnell, manager of
direct marketing, continues in that post, reporting to
Reitman.

Executive realignment. In other top level shifts at
Burnett, Richard ‘Rick’ Fizdale becomes president
and chief creative officer of Leo Burnett Co., Inc., re-
porting to Adams in the latter’s new capacity as
chairman and CEO of Leo Burnett Co., Inc. Fizdale
joined the agency 18 years ago and has most recently
been president and chief creative officer of Leo Bur-
nett USA.

Adams and Fizdale move into Burnett’s top posts
to succeed John J. Kinsella who has been president
and CEO of Leo Burnett Co., Inc., and Norman Muse,
who retires as chairman and chief creative officer.

At the same time, William Lynch, Jr. succeeds Ad-
ams as chairman and CEO of Leo Burnett USA and
Theodore Bell steps up to president and director of
creative services for Leo Burnett USA, reporting to
Jack Smith. Robert Nolan becomes vice chairman of
creative services, reporting to Bell; Smith has been
named vice chairman and director of creative services
worldwide; and John C. Kraft becomes vice chairman
of administration and finance.

HbpTv on back burner?

The recent Technical Conference and Equipment
Exhibit of the Society of Motion Picture and Televi-
sion Engineers in New York was notable for its lack
of high-definition TV equipment. This was a reflec-
tion, according to all hands, of the failure of the In-
ternational Radio Consultative Committee (CCIR)

meeting last spring in Geneva to come up with a rec-

ommended standard, specifically the 1,125-line, 60-
field system developed by the Japanese.

Perhaps even more significant is the growing con-
viction that improvements in the NTSC signal and en-
hanced 525-line systems may sidetrack HDTV for a
decade or more. The closest thing to HDTV at the
SMPTE convention, which was the biggest ever with
16,812 in attendance, 271 exhibitors and 80,500
square feet of exhibit space, was Ikegami’s DSC-1050,
a line-doubling processor that provides either a pic-
ture of 1,050 lines with two interleaved fields or 525
lines with progressive scan. Both in effect double the
line frequency (per second) of the NTSC standard,
and provide pictures with greater definition than are
now available. The device, which was shown at the
NAB last April, cost $40,000, is used mainly for pro-
jection TV, but also has potential nonbroadcast uses.

While the DSC-1050 is obviously not for the con-
sumer, similar devices are now being developed for
the public. Toshiba showed a prototype at the sum-
mer Consumer Electronics Show (CES) in Chicago
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Tele-scope (continued)

and a number of other consumer models are expected
to be on view at the winter CES in Las Vegas.

One estimate is that these “pseudo-HDTV” sets
may be available next year at a price possibly no
more than 20 to 30 per cent above other top-of-the-
line television sets.

London Market’s demise

The 1986 London Market was the last, the result of
the acquisition of 75 per cent interest in Button De-
sign Contracts Ltd., by the U.K. commercial broad-
caster TVS for an initial payment of $420,000 in a
four-year performance-related contract. (Conceiv-
ably, the money involved could reach about $2 mil-
lion). , o

Under the plan announced during the market,
Karol Kulik, market organizer, becomes joint manag-
ing director of London Office International, along
with Raymond Atkinson, formerly European head of
the Australian Film Commission. LOI, which is a
fully-owned subsidiary of Button, will offer a com-

- pletely-equipped European operational base in Lon-
| don for firms headquartered elsewhere. Kulik envi-

" sions opening similar centers in other cities including
New York.

Although the London Market has never been prof-
itable during its five years of operation—it currently
has a $35,000 deficit—it has been enormously popu-
lar with a number of buyers and distributors from
medium and smaller-sized companies. In general, the
major U.S. distributors have bypassed the market;
and even some of those who attended this year said
before the demise became official that they would not
return.

More purchases coming. TVS owns MIDEM, which
runs the Cannes-based MIP-TV and MIPCOM
shows, along with other events. Acknowledging that
MIPCOM costs preclude attendance by some less af-
fluent visitors, TVS executives said they are formu-
lating plans to make it easier for people who have
cost restrictions—presumably through an umbrella
cost-sharing plan similar to concepts existing at
NATPE International and, until now, the London
Market.

The Button acquisition is the latest in a series of
TVS deals, with others expected in the foreseeable
future. Said chief executive James Gatward, speaking
of TVS’ long-term strategy: “We recognize that there
is a vacuum in the service area. That is what we are
trying to fill. When you join the dotted lines, you will
see what we are doing.”

Black viewing outlook

The new 1986-87 season should see Amen and L.A.
Law make it into the top 10 TV shows among black
households, according to An Analysis of Black Audi-

ence Primetime Network Viewing Preferences out of
BBDO’s Special Markets unit.

The report, based on Nielsen ratings for October,
1985-April, 1986, predicts that fully a third of the top
20 favorites among blacks will be replaced by such

newcomers as Easy Street, Kay O’Brien Surgeon and |

Starman. BBDO expects these to be among the new
entries that rise among black viewers at the expense
of programs like Cheers, NBC’s Sunday Night Movie
and the CBS Tuesday Movie.

The analysis reports that last season this country’s
black population added up to 10.5 per cent of all tele-
vision households, up 3 per cent from 1984-'85, 12
per cent of the total population, and almost 14 per
cent of all hours spent watching television. Blacks
spent approximately three quarters of an hour more
time watching television in 198586 than during the
previous season, says BBDO, or 71.1 hours compared
to the 70.4 hours they spent viewing TV during the
1984-'85 season.

Breaking stereotypes. BBDO sees blacks “continuing
to display a very distinct preference for selected
shows, many of which do not necessarily feature
blacks or enjoy wide support from the general popu-
lation.” Cases in point are the popularity of Golden
Girls and Knots Landing in black households and
the viewing levels of black males to Sting Ray and
Misfits of Science, ““‘shows which have subsequently
been cancelled.”

Examples from BBDO’s night-by-night predictions

are that Tuesdays should see “a coin toss between
Matlock and The Wizard. Although Matlock has a
black co-star, it may not be enough to edge out the
inane escapism of The Wizard.”

Perhaps least surprising is the observation that
The Bill Cosby Show remained most popular among
black households in 1985-'86, with a 45.6 rating; up
19 per cent over its 85-'85 performance.

NBC keeps rolling

Aided by the final game of the World Series, NBC-
TV took the primetime week ending November 2
with ease, collecting an average 19.5/31, while CBS-
TV generated a 15.8/25 and ABC-TV came in a poor
third with a 12.6/20. Even without Monday night,
however, ABC was still a weak third, more than three
rating points behind the leader.

ABC did particularly poorly with its new shows.
The five smallest rated shows in the lineup of 74 pro-
grams aired during the sixth week of the season were
all new shows out of the ABC stable: Sidekicks, Life
with Lucy, Ellen Burstyn, Our World and Heart of
the City, all with single-digit ratings.

With the final Series game, NBC copped a 37.3/53
on Monday night, including the pre-game show (11
minutes of it).

CBS managed a creditable 17.4/25, but ABC ended
up with 8.7/12, with Monday Night Football unable
to do better than 8.8/14.

For the season to date, the standings are: NBC,
19.3/31; CBS, 16.0/26 and ABC, 14.5/23.

Television/Radio Age, November 10, 1986
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[}
Tv BuSII‘ess Barometer biggest month being May of this
year with $548.4 million.
R = —— c Y B i ! ' - A distgnguishing feature of the
act that most Barometer sample eptember spot picture was the
_September sp0t stations report on a calendar gap in perforl::na:ce between the
|ncreased 8.9‘%) month basis, particularly the larg- smaller and larger stations, possi-
| eroutlets. bly reflecting the growing number
There are more ups and down in However, both the '85 and '86 of independent stations in the Ba-
the spot TV business than there summer quarters contained 13 rometer sample.
used to be, but it can be safely said | weeks in the Standard Broadcast Reports from the Barometer
that 1986 will not end up as a Calendar and both years total 39 | sample show a drop of 12.2 per
great year for the medium. Cer- weeks through the September cent for the smaller stations (un-
tainly, through spring and early SBM. For the third quarter, spot der $7 million in annual revenue)
summer, the rate of spot billing was up 8.8 per cent, an average and a rise of 11.0 per cent for the
growth over last year was nothing that covers both very good and larger stations (over $15 million in
to write home about. And while very poor numbers, according to revenue). Medium size stations
August woke up with a 15.0 per the reps (see story on spot TV were about flat.
cent increase over '85, it was part- trends in this issue). U
ly explained by the differences in Spot topped the $4 billion mark ‘
the Standard Broadcast Month this year through September, nusual pattern
(sBM) for both years—four weeks reaching $4,089.6 million, com- This is an unusual pattern, though
last year and five weeks this time. pared with $3,765.8 million for the it must be pointed out that the
Now, in September there’s an- comparable nine months in ’85. three revenue brackets, as sub-
other sBm difference—with this For September alone, the time samples, will show more “bounce”
year being a four-week SBM and sales total went over the $500 mil- in the month-to-month figures
last year five weeks. The TV Busi- lion level with a reported $505.2 . than the full sample because the
ness Barometer sample reported million, as against $463.9 million revenue bracket samples are rela-
an increase of 8.9 per cent in Sep- in September, '85. September of tively small. Further, the ratio of
tember not adjusted for the SBM this year was the fifth month to stations using SBM as a basis of
difference. It looks, therefore, like top $500 million in spot TV, the their spot figures vs. those using
a pretty good month, but this con- first month to do so being April, the calendar month differs by
clusion must be tempered by the ’85, with $507.0 million and the | bracket.

September

National spot +8.9% £ . ‘ B
(millions) = 560 = - —
1985: $463.9 1986: $505.2 540
Changes by annual station revenue 020
Under $7 million .. ........ —12.2%- 500
- $7-15million ............ -0.7% 480
$15 millionup ............ +11.0% 260
440
420
400
380
360
340
320
300
280
260
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NOT MUCH GETS
PAST BLAIR.

Blair is top dog in spot TV sales because we never take anything for granted. Not one sale.
Or one fact. Or even one sales strategy. We can't take anything for granted because everyone
at Blair is accountable for his or her performance. And we don't like to lose. Neither do our
station clients. That’s why they chose Blair. The leader in spot TV sales for 38 years.

BLAIR  ONLY BLAIR. @

Television
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Success breeds success.
The Cosby Show has been #1 in its time period every single week
since its premiere three seasons ago. That’s 109 weeks in a row!

In fact, the Cosby Show keeps getting stronger and stronger. In
1983-84 Cosby averaged a 38 share, in 1984-85 it averaged a 49
share, and on Thursday, October 16, the night of its launch into syn-
dication, Cosby delivered a 57 share of audience.

If you want to put more muscle into your schedule every night of
the week, you'll want to put the power of The Cosby Show to work
for you.

The Cosby Factor: Profit from it. vy!

Source: NTI
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One 0f The Highest Rated Motion Pictures
0f The 1985-86 Network Season
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ENTERTAINMEN]

Already Sold In 39 Markets
~ Including 8 Of The Top Ten

Market

Station / Affiliation

Station Group Affiliation

Lb»s Angéles
- Chicago
Philadelphia

Boston/Needham

Detroit

Dallas/Fort Worth

Washington, DC
Houston

Minneapolis/St. Paul
Tampa/St. Petersburg

St. Louis
Indianapolis
San Diego

Orlando/Melbourne

Fayetteville/

aleigh-Durham

San Antonio

Dayton

Albuquerque/
Santa Fe

Green Bay

Roanoke/Lynchburg

Tucson

Las Vegas/Henderson

Fort Wayne
Rockford

LaCrosse/Eau Claire

Odessa/Midland

KHJ-TV/IND
WLS-TV/ABC
WPVI-TV/ABC
WBZ-TV/NBC
WXYZ-TV/ABC
KTVT/IND
WTTG/IND
KHTV/IND
KTMA-TV/IND
WFTS-TV/IND
KMOV-TV/CBS
WTTV/IND
KFMB-TV/CBS
WMOD-TV/IND

WKFT-TV/IND
KENS-TV/CBS
WHIO-TV/CBS

KNMZ-TV/iND
WGBA-TV/IND
WVFT-TV/IND
KGUN-TV/ABC
KVVU-TV/IND
WKJG-TV/NBC
WOQRF-TV/IND
WLAX-TV/IND
KPEJ-TV/IND

..and many more!

RKO General, Inc.

Capital Cities/ABC, Inc.
Capital Cities/ABC, Inc.
Westinghouse Bdcstng
Scripps-Howard Bdcstng
Gaylord Bdcstng Co.
Fox Television

Gaylord Bdcstng Co.
KTMA Acquisition Corp.
Scripps-Howard Bdcstng
Viacom Bdcstng

Tel-Am Corp.

Midwest Television Inc.
Southern Bdcstng

Central Carolina Television
Harte-Hanks Television
Cox Communications, Inc.

Channel 2 Associates
Family Group Bdcstng
Family Group Bdcstng
May Broadcasting Co.
Meredith Bdcstng Corp.
Blade Communications
Family Group Bdcstng
Family Group Bdcstng
SWMM/
Odessa-Midland Corp.
.

For Further Information Contact: >
Jim Stern  (212) 371-6660 r 115 East 57th Street
< New York. NY 10022
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Cable Report

Teletext lives on WTBS,
but few know it’s there

The cable industry record is littered with names of
abandoned attempts at establishing teletext and two-
way videotex services. Over the past five years, such
major players as Time Inc., CBS-TV, NBC-TV, Field
Enterprises and Knight-Ridder got into and out of
Tv-delivered text services. To their chagrin, they dis-
covered that clever technology isn’t enough to make a
business; first, sufficient demand must exist, or be
created with equally clever marketing—and a dose of
deep-pockets patience.

Yet a surviving cousin of one of those failed ven-
tures continues to deliver its signal into virtually ev-
ery cable home in the United States—despite the fact
that only a select few thousand viewers now have the
capability of translating that signal into textual in-
formation.

The venture is called “Electra,” and its carried on
two lines of the vertical blanking interval (VBI) of
Turner Broadcasting System superstation WTBS,
which is delivered by satellite to cable systems repre-
senting some 36 million U.S. viewing households. The
WTBS signal, including vBI information, is distribut-
ed by Tempo Enterprises of Tulsa, Okla. Tempo pro-
vides the carriage for Electra, which is owned and
produced by Taft Broadcasting Co. in Cincinnati, out
of facilities of its local WKRC-TV.

Larger local version. In Cincinnati, Electra is an 85-
page, local and national teletext “magazine,” deliv-
ered on four lines of the WKRC-TV signal. The
WTBS-delivered national version is a stripped-down
model of 50 pages, mostly culled from the Cincinnati
venture, carried on two lines of the VBI. Each page
may be accessed on demand within seconds by the
use of a remote keypad controller (the access time
can range from a couple of seconds to about 10 sec-
onds.)

But in Cincinnati as well as nationally, few viewers
have the decoding equipment necessary to receive the
signal; officials of Tempo estimate the number of ca-
ble operators making available the necessary decod-
ing gear at only a dozen at most.

So how can Electra continue to broadcast at an es-
timated cost of $250,000 a year? And if its signal is so
widely available, why are so few decoders in place?

Set maker’s commitment. Electra continues to be
supported by Taft as a result of an unusual agree-
ment between the broadcaster and Zenith Electronics
Corp. In 1983, not long after Electra’s debut in July,
1982, the two companies entered into a five-year
agreement to produce teletext receiving equipment
for the Electra, depending on demand. However, Ze-
nith says it is not funding Electra.

In 1981, Satellite Syndicated Systems (SSS), the
predecessor company to Tempo, had launched its

own “Keyfax” teletext service, along with partners
Field Enterprises, Centel Corp. and Honeywell, over
the BVI of satellite-delivered WTBS. Both Electra
and Keyfax used the world teletext standard system,
which already is established and in widespread use in
Great Britain, (France and some other nations use
the Prestel system, which affords higher resolution
and fancier graphics, at greater expense.)

Despite the marketing efforts of SSS, cable compa
nies were slow to embrace the idea of marketing Key
fax as a pay service. It required a complex decoder
box then selling for $400 or more, and, in the view of
some operators, viewers never warmed up to the con
cept of reading text off a screen. To complicate mat

P19? 19:43:30 Thu Jan 3 P19? ELECT
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ters, Keyfax’s backers experienced reliability difficul-
ties with its decoders, which were imported from En-
gland.

When after the Keyfax partners folded the venture
in 1983, the Electra backers joined with SSS to put a
modified version of the local Cincinnati product on
the WTBS vBI. Zenith encouraged the move as a way
to gauge the market potential national teletext.

Marketing effort cools. While Tempo has agreed to
supply the carriage, it no longer is aggressively mar-
keting the service to the cable industry. Selman
Kremer, the Tempo senior executive behind the ear-
lier Keyfax marketing effort, says the high cost of the
decoders has chilled the company on teletext’s poten-
tial in the short-term-—although Tempo believes the
market will evolve as technology develops and costs
fall.

“We’re waiting for enough TV sets with built-in de-
coders to be sold” to create a sufficient market,
Kremer says.

The wait is getting shorter, according to Zenith.
This year, Zenith introduced six 27-inch, top-of-the-
line models with built-in teletext capability. The sets
also can connect to an optional thermal printer, al-
lowing for printouts of selected pages—what could be
the precursor to the electronically-delivered newspa-
per.

However, the cheapest teletext-equipped set runs
about $1,000 retail, and the printer goes for another

-y

-
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Part Il (Access) December 8th Issue

(Advertising Forms Close November 24th)

ISSUE DATE

CLOSING DATE

Part | — Daytime

November 10

October 27

Part Il — Early Fringe

November 24

November 10

Part Il — Access

December 8

November 24

Part IV — Prime Time

December 297

December 8

Part V — Late Night

January 5, 1987

December 22

Special Convention Issues are:

ISSUE DATE CLOSING DATE
INTV Issue December 29 December 8
PRE-NATPE Issue January 5, 1987 December 22
NATPE Issue January 19 January 5, 1987
POST-NATPE Issue February 2 January 19
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Cable Report (continued)

$100. Zenith won’t say how many of the high-end sets
have been sold, but it’s certain that the number, as a
percentage of all new-set sales, remains miniscule.

Still, Zenith and Taft hold out high hopes for tele-
text. For the first time, Zenith high-end ads are high-
lighting the teletext option. Zenith also notes that
there’s no extra charge for the service once the set is
bought. “We're still in the building phase,” notes Ze-
nith spokesman John Taylor, who adds that “aware-
ness is now growing. With WTBS, you’re looking at a
potential audience of 40 per cent of all U.S. TV
homes.”

Zenith also is behind the push for MTS broadcast
stereo television; the high-end teletext sets also are
stereo-ready. But at present, stereo is igniting a much
hotter marketing fire than Electra, which remains
largely an unknown.

The future of Electra seems tied closely to the pace
of sales of Zenith teletext-equipped sets. Zenith has
ceased the manufacture of an “outboard” teletext de-
coder, which works only on Zenith sets, although
units are available to interested cable operators. And
only one small private manufacturer, American Tele-
text of California, is making outboard decoder boxes
that will work with any TV.

While Taft, Tempo and Zenith hold teletext’s time
finally is coming, they concede the medium won’t ex-
plode any time soon. “There will be a progressive in-
crease in the number of teletext-equipped sets over
the next five years,” says Tempo’s Kremer. “Hope-
fully, this year is the real starting point.”

Format polish helps
The Weather Channel

The Weather Channel, whose ad revenues for the
first half of this year lagged behind last year’s levels,
is boasting of what it terms a “50 per cent surge” in
viewing levels during the summer months, when its

T\

Michael Eckert

Nielsen rating nudged up slightly from 0.2 to 0.3.
That small shift is significant, channel officials say,
because in the past viewing to the all-weather service
traditionally has been lowest during the fair-weather
months.
Another possible factor: a radical format revamp-

ing that equipped the channel with new sets and
graphics designed by Graphics Express of San Diego.
The new “environment” is peopled by chatty, desk-
bound “anchors” who introduce the stand-up meteo-
rologists.

The channel also began to use actual weather foot-
age, supplied through an agreement with Group W's
Newsfeed, supplementing the profusion of talking
and standing heads.

President Michael Eckert concedes that prior to
the revamping, the channel’s on-air look was lacklus-
ter, suffering from a dearth of warmth and profes-
sional polish. So the service decided to spend some
money to move out of the low-rent production cate-
gory.

“We learned we needed to be more personable to
our viewers. A meteorologist can sound like a rocket
scientist when he talks to the people. We haven’t
thrown a meteorological emphasis aside, but we have
finally recognized that personality is critical . . ..
We’ve loosened up.”

On the ad side, Eckert admits that the first half of
the year was “weak,” even lower than year-ago levels.
He declines to release figures, and the service’s ad in-
ventory is not monitored by an outside agency. But
Eckert maintains that the programmer is having a
very good second half. “It appears we will achieve our
projections, but we had hoped to over-achieve them,”
he states.

“Our sell is a developmental one,” says Eckert.
“People don’t buy us traditionally. We’ve got to go
out and develop an idea and tie it into the program-
ming.” The service is showing an operating profit be-
fore depreciation and amortization, but like most of
the smaller cable networks, has not yet turned the
corner on net profit.

The ratings boost brings the channel’s average day-
part delivery to 82,000 cable households, a spokes-
man says. The service now reaches almost 22.5 mil-
lion households. Critical to the channel’s success is its
ability to impose a requested 30 per cent increase in
its per-subscriber monthly carriage fee to affiliates;
many of the service’s affiliate contracts expire at
year’s end. Fees generally would go from 3-5 cents to
5-7 cents. Eckert says response thus far to the rate
hike has been encouraging. He maintains that the
service will increase its reach by some 1.2 million
households as a result of affiliate contracts signed
over the past two months.

Pay cable up to 26.1%

Pay cable penetration in the U.S. was 26.1 per cent as
of last July, according to the most recent figures from
Nielsen Station Index. Markets with the highest pen-
etration were San Angelo, 46 per cent; Yuma-El Cen-
tro, 45; New Orleans, 41; Norfolk-Portsmouth-New-
port News, 40; Biloxi-Gulfport, 40 and Corpus Chris-
ti, 39.

Penetration in the top five markets was: New York,
27 per cent; Los Angeles, 22; Chicago, 22; Philadel-
phia, 29 and San Francisco, 27.
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JOHNNY
DN-THE-SPOT

BAR promised you that by the end of first
quarter 1986, we’d be monitoring local TV
spots 52 weeks a year in six top markets.

We delivered—a month early.

BAR promised you we’d provide a
new National Syndicated TV service
starting with January '86 data.

We delivered.

BAR promised you we’d expand
coverage from 319 TV stations to at
least 340 in the top 75 markets by '87.

We're up to 336 stations already.

BAR promised you we’d provide 52-week
monitoring in sixteen markets—
representing 50 percent of TV
spot expenditures—by the
start of '87.

You can be certain we’'ll
deliver on that, too.

Plus a lot more in the
months and years to come.

Over the last 33 years, BAR has
earned its leadership with a very simple set of
rules for ourselves:

Come up with the right solutions at the right
times.

And then deliver what you promise, when you
promise.

THE INDUSTRY STANDARD IN BROADCAST MONITORING.

Ak

BROADCAST ADVERTISERS REPORTS
800 Second Avenue, New York, NY 10017 (212) 682-8500
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Radio Report

Purchase from Lin marks
Heritage foray into radio

Having agreed to purchase six of the 10 radio stations

- operated by Lin Broadcasting Corp., Heritage Com-
munications has made its first significant stride to-
ward becoming a major factor in radio station opera-

 tions. According to David Lundquist, senior vice
president, finance at Heritage, other radio acquisi-
tions will follow but “these stations have an upside
potential” and there will be “a period of digestion”
before Heritage acquires more.

Heritage has agreed to pay $23 million for WiL AM-

FM St. Louis, WEMP/WMYX(FM) Milwaukee and
WBBF/WMJQ(FM) Rochester, N.Y. Industry estimates
reported earlier (Radio Report, September 29) indi-
cated that the 10 Lin radio stations could bring in the
neighborhood of $100 million. The four stations Lin
is still looking to sell are WFIL/WUSL(FM) Philadel-
phia and KILT AM-FM Houston. According to trade
reports (Wall Street Report, October 27), Lin has
sifted through more than 100 inquiries since an-
nouncing its intention to sell the 10 stations. Lin is
now concentrating on its more profitable TV station
operations and its growing activities in cellular tele-
phone. Where radio represented 24.9 per cent of its
revenues in 1981, it was down to 15.2 per cent in
1985.

Rollins purchase. Meanwhile, last week Heritage
completed acquisition of virtually all of Rollins Com-
munications. This includes four standalone AM sta-
tions, an AM-FM combination in Charleston, W.Va,,
four TV stations (three affiliates and one indepen-
dent) and cable systems serving some 210,000 sub-
scribers. Lundquist discloses the Rollins radio sta-
tions will be divested. He notes that the company
sees little future in standalone AM stations.

Prior to these acquisitions Heritage had no wholly
owned radio stations. Its business involved wholly
owned and affiliated cable systems serving some
740,000 subscribers, two TV stations and a translator
and outdoor advertising and other communications
businesses. It also owns 30 per cent of Diversified
| Communications, Portland, Maine, which operates

five TV stations and an AM-FM combo.

With 11 TV stations attributed to Heritage, Lund-
quist says it expects to eventually acquire a 12th.

1 Lin operates seven network-affiliated TV stations,
publishes advertiser-supported magazines placed in
hotel rooms and has major cellular radiotelephone in-
terests in New York, Los Angeles, Philadelphia, Dal-

| las-Fort Worth and Houston.

JWT’s pact with Birch

The “multi-year service agreement” that .J. Walter
Thompson/U.S.A. has signed with Birch Radio will
involve an in-depth evaluation by the agency’s vari-
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ous buying offices, but Birch will not be used during
this time as a primary service, according to Bob War-
rens, vice president and media research director at
JWT, Chicago. “We want our buyers to have access
to regular Birch data so that after a year we hope
they’ll be familiar enough with the service to give us
some feedback.”

Regarding the possibility of Birch being used in the
future as the JWT primary radio buying service,
Warrens states carefully that the purpose of the eval-
uation is not to determine whether or not Birch will
be the primary service. But he adds that the agency
was interested in finding out if Birch could “qualify”
as a primary service. He also stresses the importance
of Birch’s being audited by the Electronic Media
Ratings Council, to whom Birch has applied for ac-
creditation.

Jackie Hagar, JWT senior vice president and man-
ager of U.S. spot broadcast, who operates out of the
agency’s Detroit office, points out that the agency
could end up subscribing to two services, while using
only one for most buying. JWT already does this with
TV, but uses Nielsen as its primary service.

Hagar says the agency had been using Birch as a
“parallel service” to Arbitron in Dallas this year. In
the upcoming evaluation, a key role will be played by
supervisors in the agency’s eight buying offices, who
will be asked to make recommendations after work-
ing with the data and reviewing the format of the
Birch rating book.

Warrens explains that the agency will be looking
for Birch’s “primary strengths,” and while it will con-
tinue to use Arbitron, it will “phase in” Birch where
the research firm may be “stronger,” possibly in the
validity of its younger demographics.

Ratings search continues

The climax of the NAB’s search for an innovative ra-
dio rating service or, alternatively, a contender with
Arbitron, will take place November 20 with three re-
search companies putting on full-dress presentations
in Washington.

But how the search committee—the Radio Audi-
ence Measurement Task Force—will evaluate the
trio’s claims and data is uncertain. It is even uncer-
tain whether the T'ask Force will evaluate the materi-
al at all (see also the Letters column in this issue and
the story on RAMTTF in the October 27 issue).

This coyness derives from a sensitivity to the possi-
bility of antitrust and restraint-of-competition
charges, according to Richard Ducey, NAB research
vice president and liaison with the RAMTF. “We are
assuming the most conservative profile,” he says and
points out that even a frivolous suit could be costly to
the NAB and a serious one might “bankrupt” it.

Scheduled to present detailed data on their ser-
vices at the RAMTF meeting are Birch Radio, Audits
& Surveys and the Australian firm of McNair Ander-
son. Birch and the down-under contestant were to
have completed field work for the RAMTF recently,
while A&S, which refused to join the other two in the
field on the grounds that their methodology had been
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well-proven, will, it is understood, put on an in-depth
presentation.

Whatever will be done vis-a-vis research evalua-
tions by the RAMTF, which has been led by Kenneth
MacDonald, chairman/CEO of MacDonald Broad-
casting Co., Saginaw, Mich., the task force will report

to the NAB board in February.
| It is expected that the three finalists will be given
some opportunity for exposure at the NAB conven-
tion Dallas in late March.

Heavier retail effort at RAB

James Arcara, president of Capital Cities/ABC Radio
and newly elected chairman of the Radio Advertising
Bureau’s Board of Directors, succeeding Group W
Radio’s Richard Harris in January, says RAB will be
adding a new marketing manager and a new retail
sales manager. At the same time, the existing board
has approved a plan to set up an advisory committee
of working sales managers from stations serving mar-
kets of all sizes to help the bureau react to regional
sales development opportunities and to advise on de-
velopment of RAB sales tools, presentations and re-
search projects. This panel, too, is scheduled to hold
its first meeting in early "87.

James Arcara

Arcara was elected at RAB’s annual meeting in late
October in Laguna Niguel, Calif. Other new officers
are Carl J. Wagner, president, radio and cable of Taft
Broadcasting as vice chairman of the board, and
Richard Verne, vice president/radio of Lin Broad-
casting, who succeeds Wagner as the board’s finance
chairman.

New members elected to RAB’s 48-member Board
of Directors are Nancy Widmann, vice president,
CBS Radio; Norman Wain, president, Metroplex
Communications, Peter Moore, executive vice presi-
dent, Masla Radio; Glenn Mahone, president, Paco-
Jon Broadcasting; Jeff Smulyan, president, Emmis
Broadcasting; Tom Young, president, KVON/
KVYN(FM) Napa, Calif.; and Lee Davis, president,
WCCB Manitowoc, Wisc.

CBS Radio shifts

Robert P. Kipperman has been named vice president,
CBS Radio Networks, replacing Richard Brescia; and
Michael Ewing becomes vice president, marketing,
reporting to Kipperman.

Kipperman will be responsible for programming,
Lpromo’cion and production for the CBS Radio Net-

work, CBS RadioRadio and the syndicated program-
ming unit, CBS Radio Programs. Ewing is responsi-
ble for sales and affiliate relations for the three units,
according to Robert L. Hosking, president, CBS Ra-
dio.

Robert P Kipperman

Kipperman joined CBS in 1968 as an account exec-
utive for the CBS Radio Network and now moves up
from vice president, general manager of RadioRadio.
Ewing joined the company in 1980 as New York sales
manager of CBS Radio Spot Sales and has been vice
president, general manager, of the CBS Radio Net-
work since 1982.

Too few categories

Though at this point they represent only miniscule
shares of total national spot radio dollars, a look ,at
where the ad dollars came from for this year’s first
half by Masla Radio points to such emerging radio
categories as retailers, government, communications,
publishing and media and computers and other office
equipment.

Among retailers, says Masla executive vice presi-
dent Peter Moore, the key growth area is department
store dollars, up nearly 97 per cent from first half
1985. Leading investors are Sears, Federated Depart-
ment Stores, K-Mart and Lucky-Gemco. In the gov-
ernment category, while armed forces spending is
down, growth has come from various state lottery
promotions.

The danger, though, to the bulk of national radio
dollars, notes Moore, is that “we depend on too few
categories for so much of our revenue.” These, says
the analysis, include just five categories that account
for almost 62 per cent of national spot dollars: food
products, travel and shipping, beer and wine, auto-
motive, and consumer services. Food and travel
alone, says Moore, add up to 34.6 per cent—just over-
one third of national spot’s total.

Overall, while first half was down slightly, national
revenues for second quarter were slightly ahead of
last year. But the analysis points to categories like
jewelry stores, cosmetics and household furnishings
whose spot radio investments have slipped, and
Moore warns that, “We need to not only write new
business, but work on those accounts that seem to be
fading from our logs. We need to re-sell radio before
it becomes a new business presentation to a former
radio user.”

|
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How the first name
in radio became
the last word in
excellence.

We began with some basic beliefs.
Not rules carved in stone. But a few commitments
held dear. Like the
obligation to serve
someone’s needs.
To stnive for the
absolute best. And
never rest content.
As the onginators of radio broad-
casting in Amenca, what we believe
today 1s pretty much what we beheved D
In 66 years ago.

o

Proceed humbly.
It’s the public that owns the airwaves,
not us. So we put profits and self-
interest in their place—nght behind | |
the public interest. Which is why, for} |
instance, we stopped broadcasting
cigarette advertising before the law
required it.

Event
otagr
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Act passionately.

We've always seen a rich and
never-ending spectrum of possibil-
ities for radio. Like being first to
carry NFL Football exclusively in
FM stereo. Or teaching young
radio journalists for free.

From all-news to sports. ..and relaxing music to full-service information Fail liberally-

formats, the Group W Radio Stations always stand out from the crowd. We’Ve ta_ken S()me pretty bOHd
risks. And we’ve stuck with those ideas we've really believed in. Like
all-news radio. We kept it alive even though it failed to show a profit
for ten consecutive years. Because
we understand that willingness to
persevere is often the greatest
contribution to success.

Serve relentlessly.
We always give something back to
our listeners. Not just information
or entertainment. But a helping > _
hand where needed. And some- WINS Anchorwoman Eileen Douglas personifies the informed, ntemporary
times a crusading voice. Like our """
Call for Action programs or Regional Affairs Councils, both of which
help and enrich our listeners’ lives.
Since getting radio started in 1920, we’ve built the strongest

. radio group in the nation. Top-

8 rated, top-billing major market

| ';,, Mol stations.
- Knxe‘; * % When you think radio broad-
Pittsburgh  Phitadelphia . .

JKews  Ox0% B casting, think Group W. We
PRCRCT TS  ER  Vc1c the first name in a0y 10
TOM T et ® S . radio. And today our

» Ty lmlio i Howaton - . .
¥ station group is second “'
g — - to none. .
lade pLbication cateds prdnably arpeecmdommed 1 beomossung ooy RADIO

WESTINGHOUSE BROADCASTING

o
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IN MEMORIUM

- JANE DORNACKER

1946 - 1986
WN BC -AM
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Information Isn’t One Of Them.

Woukd you buy day obd beead? the Fall 1956 Edinton 1 bess chan Fall annd Sywang, ( w2 thw

Read yestenday's newspapens! theee months odd And to oy gpves TV, RA SOURCEROOS

Or depend on bast year’s calendar?  dare, the TV RA SURCOEROOK  Aad esy on o of the cusrgang
Then why tum o broadcase will be publshed Fawce 2 vear tehrvign o we ok

publicarions that contain
information that’s often nwoee
than a year okl by the time they

reach you?

Television Radio Age

That's what you're downg if
you're relyimg on anything other
than the TV/RA SOURCEROOK

The TV/RA SOURCEROOK
1 the maost up-to-date direcrory
ot American Tekevision Seations
ever published. It peographically
kists all 861 commercial relevison
stations, their executives, and an
alphabetical hsting of all ADI's
and their rankings

The information contained in
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| Sales development more critical in current ad climate

Television/RadioAge

November 10, 1986

Keys to new spot TV dollars:
client contact, marketing ‘ideas’

By SANFORD JOSEPHSON

he national spot television busi-
I ness is being hit from all sides—a
soft advertising environment, a
slowdown in network inflation, increas-
ing competition from alternative media
and shifting of media dollars into pro-
motional budgets.
All of these factors are forcing the TV
reps and their stations to reexamine
methods of attracting national adver-

| tisers to their medium. It comes under

the umbrella of sales development, an
activity some of the reps say they have
been pursuing vigorously for years. But
current market conditions, it is agreed,
make such efforts take on a more criti-
cal importance. (See update on current
spot activity, page 72).

Among the strategies being em-
ployed to unearth new-to-spot televi-
sion dollars:
® More direct contact with clients in
order to create “special opportunities”

and attract money earmarked for pro-
motional budgets.

@ Efforts to translate successful ven-
dor support programs mounted on the
local level into regional or national
spending by multi-market retailers and
their suppliers.

Reps are using a
variety of
techniques to tap

' sales promotion

budgets, which

haverisen,as media

budgets have
declined.

® Resurgence of a marketing tech-
nique used in the early days of televi-
sion—cultivation of regional sales
managers and local distributors by sta-
tions in the hope they will work back
upstream to get the market noticed at
corporate headquarters.

B Greater emphasis on early identifi-
cation of emerging product categories.

As TV broadcasters prepare for the
Television Bureau of Advertising an-
nual meeting, which opens next week in
Los Angeles, there appears to be an
overall recognition that the role of the
rep is changing and that some of the
selling techniques successful in the
past may not be the techniques that
will be successful in the future.

“The advertiser must see younot as a
sales rep but as someone who can give
him ideas,” says Harry Stecker, senior
vice president & marketing director at
Petry Television,

The point is even more forcefully

wwWWwW americanradiohietorv com
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made by Howard Nass, senior vice
president at Cunningham & Walsh.
For years,” he says, “rep firms and
stations were run by salesman types;
they never had good marketing peo
ple.

“Now,” he continues, “they’re com
ing to us, asking, ‘What can we do to
work with you, to make the medium
more appealing? Let's take a chunk of
money and put it in some program
ideas, some insert ideas.’ [t's bringing
new money to the marketplace rather
than just running a spot.”

The key, says Nass, is that the reps
are willing to sit down and “think of
ways Lo make the medium more ap
pealing. Before, it was avails, avails,

Calling on clients

While ! represents o major agen
cy that g‘"-nrpuuly willing and eager

get involved pecial marketing
e : | proje n behalf
ts clients, TV reps say that in order
fo make this approach work often
imgx o have dire ontact with
I Ratz Televinion Group, o year

K H, Bruskin Asso
an 1 p nprehonaive
" | Peter
{ o could better

ne in nelod

d dgoting.” After the study

Is Goulszlinr
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Cents-off coupons in the
Sunday newspaper

‘we came to understand that, although
the agency is very important, the brand
manager, the marketing director |of cli
ent companies| are all playing a larger
role in influencing the decision-making
process.

‘I hat said, reps are quick to point out
that theyv are sensitive to the role of the
agency

We're not trying to negate the agen

" snys Boh Epsiein, vice president,
director of marketing at Blair Televi
s, “We're just trying to stimulate a
relationship with the client.”

AL MM Sales, Jack Qken, pres:
dent, agrees that “certainly the client
needs to be involved ™ in major promo-
tional projects, but he cautions that,
“iUs inappropriste not te include the
advertising ageicy, becuuse the agency
could be a spoiler

I'he ultimite turget in greater ¢lient
contact is the sales proimotion budget,
chich, rops point out, has increased,
while medin budgets have decrensed

A lot of vdvertisors,” says Katz'

HRP’s Peter Ryan
points to the

‘glut’ of newspaper
pre-prints as a
strong weapon in
convincing
advertisers to shift
some money into
television

Goulazian, “are using promotion—cou-
pons, dealer incentives, consumer con-
tests—to fix a sales problem. We're try-
ing to tie promotion to a spot sched-
ule,” which he believes advertisers will
find ““more attractive than the tradi-
tional approach. We're working to
make the advertiser affect the consu-
mer's decision like we've never had to
betore.”

The ascent of promotion budgets is
also apparent to stations. At WFAA-TV
Dallas-Ft. Worth, Butt Parham, gener-
al sales manager, believes the ratio of
promotion to media dollars has “al-
most reversed. Where it might have
been two-to-one media-promotion,
now it's two-to-one promotion-adverti-
sing.” Parham says the Belo station has
used vendor funds “to try ta enhance
budgets for our marketplace” and.
working with its rep, Petry, has tried to
create special opportunities for adver-
tisers, which he calls “added value,” via
merchandiging backup and promotion-
al tie-ing to community events, all
aimed at the national advertiser “who
hus tended to shy away {rom orthodox
advertiging.”

Vendor funding

T'he use of vendor support to impact
national and, especially, regional spot
advertising is o technique embraced by
both Harrington Righter & Parsons
and MNULU Sales, Both reps have con
tracts with vendor support specialists

Television/Radio Age, November 10, 1986
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aimed at generating multi-market ven-
dor funds.

Like other reps and broadcasters,
Peter Ryan, executive vice president of
HRP, is concerned about the “tremen-
dous increase in the share of total ad-
vertising dollars that have gone into
the promotion and trade allowance
sides of the ledger.”

In an effort to channel some of this
money into spot, HRP has set up an
affiliation with Dick Noll & Co., a ven-
dor support consultant, who, Ryan
says, has established 800 programs on
the local level involving 2,000 vendors
over a 13-year period.

“We're trying to take this concept
back into the national field,” Ryan ex-
plains, *‘and we have had success with
regional-based [retail| clients placing
multi-market schedules. We think this
is a real future prospect.” And the bo-
nus, he says, is that “these aren’t cur-
rent television dollars. They’re promo-
tional dollars that have been going into
newspaper pre-prints and coupons.”

Ryan points out that $85 billion was
doled out in promotional spending in
1985, representing 47 per cent of all
advertising expenditures and a 12 per
cent growth rate since the middle of the
1970s.

Newspaper ‘glut’

The “glut” of newspaper pre-prints,
he believes, is a strong weapon in con-
vincing advertisers to shift some of
the money into television. “We think
there’s a better way to do it,” he says,
“and television should play a greater
part.

“The retailer,” he continues, “is in-
terested in increasing store traffic; the

manufacturer is interested in case
movement. We're not talking CPMs
here; we’re talking product movement,
case sales, store traffic. But we know,
through the power of television, they
can reach x amount of people if the
frequency is strong enough. We’re not
talking a 100-point spot schedule; we're
talking very heavy blitzes in these mar-
kets.”

Dick Noll acknowledges that the ma-
jority of vendor support work he does
in the 30 markets in which he has sta-
tion affiliations “falls in the local bill-
ings ledger.” But the creation of ven-
dor-funded national spot dollars is be-
ginning to develop. One example, he
says, is H. J. Wilson, a catalog show-
room center, which did a program in 26
markets. And, says Noll, “there’s more
to come. We're working with two West
Coast divisions of nationally-distribut-
ed retail companies. One is a major de-
partment store chain that did a Christ-
mas '85 program involving six televi-
sion markets. In March '86 they made a
presentation to the same 140 vendors
for back-to-school '86 and Christmas
’86, and every single vendor responded
favorably.”

The other company, Noll says, is a
food retailer that had never advertised
on television. “We came in the side
door with a vendor program for more
than one market. It was so successful
they were running 900 GRPs for three
consecutive weeks.”

Noll explains that the vendor sup-
port programs he sets up require the
retailer to pay 20 per cent, with the
vendors picking up the rémaining 80
per cent. The food retailer, he says, has
appropriated $200,000 of his own mon-
ey for each of two vendor promotions in

‘Breaking the Blues on Depression,’

public affairs show out of KPIX(TV)
| San Francisco, attracted advertising from
Pfizer Chemical on all five Group W outlets.

Program host Robert Foxworth, l., and producer Richard Saiz

TvB rep session

he opening workshop session at
I next week’s Television Bureau of
Advertising’s annual meeting
will deal with “The Changing Role of
Representatives.” Scheduled from
3:30-5 p.m. on Monday, November 17,
it is described as a “no-holds-barred”
meeting, which will look at “potential
changes in the makeup and functions
of national representative firms and
how these changes will impact local
stations.”

Moderator will be William Moll,
president of Harte-Hanks Broadcast-
ing, who is a past president of TvB. Rep
participants will be: David Allen, presi-
dent of Petry Television; Peter Goula-
zian, president of the Katz Television
Group; Steve Herson, vice president,
director of operations, TeleRep,;
Browning Holcome, Jr., executive vice
president, Independent Television
Sales; and Walter Schwartz, president,
‘Blair Television.

1987 as its 20 per cent. That adds up to
two 31 million events with the vendor
funding. And, says Noll, the retailer
has budgeted an additional $2 million
for institutional advertising. “That’s

‘from zero to $4 million.”

These types of vendor promotions,
Noll points out, “have real ramifica-
tions for national spot as we roll these
programs ocut to other markets.”

The beauty of all this, he continues,
is that the money is not coming out of a
media budget. Noll divides money
spent by a typical package goods com-
pany on advertising into three catego-
ries: “one-third media, one-third pro-
motion, one-third trade deals. That
middie third—promotion—has some
flexibility. We’re tapping those promo-
tional budgets.”

MMT Sales utilizes the services of
Roland Eckstein & Co. to create vendor
programs aimed at luring large regional
retailers into spot. These merchants
are considered particularly good pros-
pects for spot, in Oken’s opinion, be-
cause they are in several markets but
are not completely national. For that
reason, he says, “they don’t use net-
work or barter syndication. Spot has
many advantages for them and no dis-
advantages.”

Eckstein’s TVIP (Television Invest-
ment in Vendor Programs) is a market-
ing plan designed to provide retailers
with specific information about how
they can increase their sales and mar-
keting share via use of the media. Eck-
stein works with 30 television stations
on a local market basis to help them
develop husiness this way.

Through his arrangement with

(Continued on page 107)
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Recent firming of scatter prices raises
hopes, but many factors are at work

Spot TV’s doldrums:
basic weakness or
just sluggishness?

By ALFRED J. JAFFE

he recent firming of the network
I TV scatter market has been rais-
ing hopes that spot may show
some life as the vear winds down. Some
reps report signs of a spillover from
network into spot, though the signs are
not clear-cut; others say the spot busi-
ness moves so fast that a marked turn-
around for the better couid take place
in aweek’s time even if the signs are not
now clear-cut; still others argue that a
firm scatter market in network TV isn’t
likely to make much difference now
anyway, since what spot needs is a real-
ly good boost.

These varying opinions have a single
underlying theme: Spot TV is not doing
20 hot these days. A subsidiary theme is
that independent TV stations are feel-
ing the doldrums more than affiliates.

Reasons for I.a§

A number of reasons are cited by
reps as Lo why spot isn't doing better:
1) nflation, a factor affecting all
media; (2) leveling off of advertising in
asl h economy; (3) alternative me-
dia, such as barter; (4) the splitting of
Lhe spot pie into smaller pieces because
f the growing number of stations; (5)
higher levels of spending on sales pro

Blair’s Walter Schwartz
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motion, particularly on couponing,
thus siphoning off money from com-
missionable media; (6) the slump in oil
and troubles on the farm, cutting
spending on both consumer and busi-
ness products; (7) the lack of new in-
dustry categories coming into spot,
which needs constant freshening; (8) a
drop in toy advertising, which particu-
larly atfects indies.

This roster of causes suggests a
gloomier picture than actually exists.
Spot expenditures are higher than last
vear and higher than inflation, indicat-
ing real growth. The outlook for the
year is for a percentage increase in the
high single digits, so spot is not exactly
limping into Disasterville.

One question reps are wrestling with
is whether something fundamental is
happening to the spot husiness. Jack
Oken, president of MMT sales, is one
of the rep executives who thinks there
i8. “If you look at the spot figures for
1980 through 1984, you find a com-
pound growth rate of 14.2 per cent. For
1985, '86, '87, you have to figure on
about 8 per cent. Say the numbers are 9
per cent in '85, 8 per cent in '86 and
maybe 6 to 7 per cent in '87."

‘atking about the present scene,
Bud Hirsch, vice president. of NBC TV
Spot Sales, comments that, in terms of
hig dollar entrants, “no new industries

HRP's Johii Walters

are entering TV currently.” Pointing to
some of the new categories in the recent
past, Hirsch adds, “Computers have
not been a big item for a couple of
years, though financial services are
holding up. HMOs are blossoming but
they’re not into heavy advertising yet.”

A TV/RADIO AGE analysis of the 212
active categories in Broadcast Adver-
tisers Reports spot TV data for the first
half of ’86 shows, for the most part, that
the big spot spenders (those laying out
more than $50 million for the period)
are traditional categories. Perhaps the
newest among the top 10 spenders are
the long-distance telephone services,
which spent $71.9 million during the
January-June, 86, period, up 30.5 per
cent.

The good news is that six of the top
10 boosted spot spending more than 10
per cent during the first half. The big-
gest single spending category among
the 212 in the BAR ad roster was auto
dealer associations, whose spending
rose 34.6 per cent to $223.6 million.
The percentage increase was second
only to the imported passenger car cat-
egory, but the dealer associations
ranked first in actual dollar increases:
$57.5 million.

Automotive spending

Auto imports lifted spot TV spending
43.7 per cent during '86’s first half to
$84.1 million. Two other major auto-
motive categories, though not in the
top 10, testify to the importance ot auto
business to spot TV when the two are
combined with dealer and import
spending. Together the four accounted
for the expenditure of $398.7 million in
spot TV in just six months.

This hefty half-vear total includes a
drop in one of the two amaller automo-
tive spending categories in spot: do-
mestic passenger cars. In this category,
spending dipped 9.4 per cent to $44.9
miltion. The remaining auto category

Katz's Pete Goulazian
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{TS’s Robert Somerville

in the quartet is commercial trucks and
vehicles, accounting for spot TV spend-
ing of $46.0 million in this year’s first
half, up only 3.5 per cent.

The other top 10 spot TV categories
are carbonated soft drinks, which spent
$119.9 million in the first half, up 16.3
per cent; beer and ale, $92.9 million, up
22. 9 per cent; airline passenger travel,
$70.9 million, up 2.8 per cent; maga-
zines, newspapers and other services,
$66.9 million, up 9.0 per cent; cereals,
$63.3 million, up 8.3 per cent; games,
toys and hobby crafts, $61.8 million, up
19.9 per cent (a performance that ap-
parently will not be repeated in the sec-
ond half), and meats, poultry and sea-
food, $51.4 million, up 1.5 per cent.

A picture of some of the major spot
TV ad categories in the second half is
painted by Peter Goulazian, president
of the Katz Television Group. He cites
autos and fast food chains as hot in the
third quarter and says they appear to
be remaining that way in the current
three-month period. But he finds soft-
ness in package goods.

There are a number-of reasons for

this, he explains. “Many are involved

in mergers and takeovers. Some are de-
clining in earnings, and others are us-
ing different [media] strategies, such as
moving into barter.” Goulazian found
political advertising helpful to stations
during September and October, but
only in particular states.

Geographic factors affecting spot TV
business are emphasized by Walter
Schwartz, president/C0OO of Blair Tele-
vision. He reports softness in the “en-
ergy intensive” areas—such as Texas
and Oklahoma. Also, he notes, the farm
areas are not exactly booming. But he
finds the Southeast in pretty good
shape in terms of spot business and sin-
gles out Boston as an example of a ma-
jor TV market that enjoying good busi-
ness.

One of the product category trends
that comes up repeatedly in conversa-

MMT Sales’ Jack Oken

tions with reps is the apparent spot
slowdown in toy advertising, a develop-
ment felt particularly by the indies.
Richard Severance, senior vice presi-
dent, national sales, at the Television
Bureau of Advertising, describes the
situation carefully: “The independents
have shown concern about toy busi-
ness. We're investigating this. The toy
business is not strong, but we don’t
know, for example, how much has gone
into barter syndication this year vs. last
year.” In short, is toy advertising in
spot TV off because toy business is off
or because the ad money is going else-
where?

One of the reps who singles out the
drop in toy advertising is Bill Fagan,
president of Petry Television, who
notes that indies are being particularly
hurt by this and who feels that some of
the kid business lost in going to barter.
Parenthetically, he adds that barter
syndication is being hurt by low net-
work rates this year, though he believes
the barter scene presents a mixed pic-
ture. A well-rated barter show with an
adult audience shouldn’t have any
trouble attracting ad money, Fagan
says.

The impact on indies from the loss of
toy business is only part of the story.
Affiliates appear to be draining busi-
ness from independents both because
of long established habits and specific
tactical approaches.

Richard Kostyra, senior vice presi-
dent, media director at J. Walter
Thompson, the nation’s biggest buyer
of spot TV time, puts it this way: “What
happens in a slowdown is that people
gravitate to the larger, to the more pop-
ular, the more secure. . . Buyers gravi-
tate to the big rating, to the more popu-
lar station, to the affiliate.”

It’s not basically a matter of psychol-
ogy, Kostyra argues. “When you have a
lot of money, you go on more stations;
you can’t always get the time you want
when business is good, so you spread

Petry’s Bill Fagan

the money around. When things are
soft, better buys are available, so you go
after the big rating.”

Are agency standards changing in
terms of affiliates vs. indies because of
a soft marketplace? No, maintains
Kostyra. Most of the time, a buyer will
prefer a 6 rating rather than three 2s,
even if the CPM is less for the three 2s,
Kostyra explains. “But it depends. The
buyer may go for the smaller-rated
spots for 5 per cent of the schedule, but
not 35 per cent of the schedule.” On the
other hand, big ratings are not always a
good buy, Kostyra goes on. “Buyers of-
ten avoid spots on Cosby or Wheel of
Fortune because the cost is so great.”

Furthermore, Kostyra says, there is a
point of diminishing returns. “There
will be a retaliatory action by indepen-
dents,” and the buying pattern will be
reversed.

The lot of indies

How is an independent station rep
faring in the current environment?
Hoping things will improve. Robert
Somerville, president of Independent
TV Sales, while loath to provide specif-
ics, indicates that “mature indepen-
dents” are having to fight hard for
business. ‘“‘Independents should be do-
ing better overall,” he says, but he adds
that some of the newer stations are still
showing sizeable percentage increases
(in ad revenues) if only because the
base is small.

The Association of Independent
Television Stations (INTV) is citing 7
per cent for an overall indie increase in
the fourth quarter and a figure of 8-8.5
per cent for the full year’s increase.

There is increasing evidence that a
number of the newer indepéndents are
having trouble meeting their bills, es-
pecially those for syndicated program-
ming. It’s pointed out by rep execu-
tives, however, that this does not neces-

(continued on page 106)
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| ROAD TO NATPE-| '
1st-run animation remains dominant
at indies; talk shows aim for affiliates

Kid schedule shifts
reflect daytime
competitive frenzy

BY ROBERT SOBEL

With this tssue, TV/RADIO AGE starts its annual “Road to NATPE” series, the
eighth consecutive year of articles examining programming strategy and trends
by daypart at TV stations. This installment focuses on daytime. Subsequent
articles will concentrate on early fringe (November 24); access (December 8);
primetime (December 29); and late night (January 5, special pre-NATPE issue).
Wrapping up the series of articles will be updated and comprehensive stories in
the NATPE issue (January 19), reviewing the latest syndicated series and fea-
ures to be shown at the convention.

NATPE 1987 attendees can look for first-run sitcoms to displace game shows as

e dominant genre, with at least 30 seeking a berth for next fall, and, in a few

1ses, for mid-season. Also wn the first-run arena, behind sitcoms and game show
strips, be a number of new animation series.

in the off-network area, half-hour sitcoms will continue to be at a premium, but
“The Cosby Show' bidding will be watched by convention buyers and after
NATPE as well. In movie packages, early evidence indicates a large number

ming down the pike, as usual.

time, oldie sitcoms are getting a lot of
play as well, particularly at start-up
stations and in markets which are high-
ly competitive in terms of station num-
bers. The resurgence in sitcom usage in
the daytime is due in part to the soft
advertising economy, according to vari-
ous sources, and to new interest gener-
ated by made-for-TV remakes.

Other highlights surfacing from in-

terviews with station programmers and
reps:
B Several stations are overcommiting
on animated kid strips, both because of
competitive pressures and because the
shows may be used as replacements for
series performing poorly.

Columbia’s ‘Real Ghostbusters’

aviime programming on inde- | counterpartsinterms ot household rat-
pendent TV stations, i.e., new ings. The most successtul of the new
first-run syndicated animated | entriesare, for the most part, programs
kid strips, is on a precariously fast tied Lo strong character appeal, with
track going into the '87 NATPE Inter action/adventure toned down, accord
nation nvention. Wholesale ing to initial ratings reports. Indeed,
changes in the daypart have not only while only three or four of the soft-
been made this past fall by indies pro action shows were introduced this sea-
amm kids product but large-scale on, the number of strips in this vein
revisions of these revisions are heing will represent about half of the new kid
made even only a few weeks into the | programs to be shown at the coming
season. Obviously, most of this frency | NATPLE,
due to competilive factors celer But while first-run animation is the
ated by the Vinstart-up indepes name of the game for indies in the day
Wh VYD e of view
s
I anot major Lriput)
iid shiftir itling and
Wi aq 5
ingy progrec About half of the
new kid animated
t-run
pre product for next
° on falls i
season falls into
s ‘ ]
the ‘hard
o action-adventure
" category.
me ' t
k dol
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Claster’s ‘._IE'M’ .‘

@ Double-running of the néwer crop of
strips is becoming more frequent
among indies. In one case, Defenders of
the Earth, a new entry, is being run
twice per day on four stations.

@ Syndicators are tagging on long-
term license commitments of up to five
years and requesting that programs be
aired in specific time periods, mostly in
the afternoons.

® The Oprah Winfrey Show, which
has mostly an affiliate lineup, appears
to be a success, based on initial ratings.
On the other hand, True Confessions,
also a King World entry geared for the
daytime, is performing below expecta-
tions. One station has already moved it
to a late-night berth.

W At least a half-dozen talk strips are
heading for the 1987 NATPE. The high
number is due possibly to the success of
Oprah Winfrey.

New product

Among the 12-15 new kid animated
product for next season or before are:
MCA TV’s Bionic 6, which will be
available for airing in April as 22 epi-

beyond with new episodes; Saber Rider
and the Star Sherrif, from World
Events; Access Syndication’s U.S.
Space Force; Group W’s Bravestarr;
The Entertainment Network’s Dan
Cougar; and the Real Ghostbusters,
from Columbia Pictures Television.
Chuck Norris, Karate Kommandos, is

sion.

However, the remainder of the shows
represent a veering away from the sci-fi
or action/adventure strips which have

for the past few years. The “soft” series
being introduced for a fall, 1987, start

sodes, then roll out in September and

available for fall, 1988, via Worldvi- |

dominated first-run kid programming

are Buena Vista’s DuckTales; Lori- '

‘Soft’ kid series
represent an

| alternative to the

sci-fi and other
action strips that
have dominated in
recent seasons.

mar-Telepictures’ Comic Strip; JEM
from Claster Television; Beverly Hills
Teens and Tiffany Blake, both from
Access Syndication; Teddy Ruxpin
from LBS Communications (a miniser-
ies is available for this quarter and for
April, 1987); and Alvin & the Chip-
munks, off-network series from Lori-
mar-Telepictures for fall "88.

“Soft” appears to be the buzzword as
far as ratings are concerned as well, al-
though there is no outright hit in this
kid genre. Nevertheless, Seltel, in a me-
tered market report, says that if there
is a trend emerging, “it is the success of
the soft animation. It seems we might
have reached a saturation point in hi-
tech animation and the new shows in
this genre haven’t been able to cut their
own niche.” According to Seltel, soft
animation shows lead the rating parade
among the emerging series for this
year. ‘

Matt Shapiro, MMT Sales vice pres-
ident of programming, notes that last
year at this time new animated strips
such as ThunderCats, She-Ra: Prin-
cess of Power, G.1. Joe and Transform-
ers “came out strong. This year, noth-
ing has come out with that kind of
strength and, furthermore, there are
some shows which don’t appear to be
working at this time.”

LBS’ ‘Te.ddf Ruxpin’

Just why the crop of new shows is not
performing as well as last season’s
openers is open to broad conjecture.
Shapiro speculates that it’s not because
the kids are tired of action/adventure
series. “These type of shows are still
doing well, or have not fallen apart.”
Apparently, he continues, “to knock off
an established show, what’s necessary
is to be better than those shows, and
the kids are saying this new crop isn’t.”

Too much duplication

At Seltel, Janeen Bjork, vice presi-
dent, director of programming, says
one of the reasons for the poor showing
of the new shows is because “they are
less distinctive. He-Man was a break-
through, and ThunderCats is He-Man
with whiskers.” Also, robot shows are
duplicated, she says, so there is no
room for all the same type of shows to
be successful. Also, a factor in the dis-
appointing ratings on most new season
entries is the increase in stations airing
kid product, Bjork continues. “There
used to be two stations in a market such
as Houston, but last year three or four
stations went into kids, so kid audi-
ences are being diluted because they
have many places to go.” In Philadel-
phia, Miami and Chicago, the new
Grant stations, are all doing kid pro-
gramming, she points out.

One Grant Broadcasting System sta-
tion, WBFS-Tv Miami, which went
through an extensive daytime lineup

Television/Radio Age, November 10, 1986
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of programming, but has temporarily
shelved a few of its “‘mechanical” type
of character strips while adding a num-
ber of cartoons in the softer vein. The
station. is now full animation from 7-9
a.m., starting off with Defenders of the
Earth, then Dennis the Menace, My
Little Pony and Friends and Scooby-
Doo. However, at 9, WBFS-TV switches
to Dvnasty. The previous occupants
included Voltron at 7 a.m., Super
Friends and Heathcliff. Dvnasty takes
over for Mr. Ed. and Green Acres.

The station, in addition, had Eight Is
Enough in the noon spot this past Sep-
tember, but dropped it temporarily for
the Best of Beverly Hillbillies, as part
of an oldie sitcom block until 2 p.m.
From that time to 4:30 p.m., the station
swings back to animation.

Jerry Carr, general manager, of the
station and director of TV operations
for GBS, notes that the outlet is not vet
two vears old and has been going
through a fine-tuning process which, he
savs. has led to success, *‘so we will con-

Worldvision's ‘Chuck Norris’

V.

£

P N

(7

tinue to use whatever successful formu-
la we can.

Carr believes in using both sci-fi
shows and the more-character oriented
animated shows. “Last year, we had
Voltron and Robotech, as did many
other independents in the country. We
still have both in our library, and they
will go back on our schedule at some
point; and you have to disperse some as
they come along. Rambo is a good ex-
ample, as are Silverhawks and Defend-
ers of the Earth, but a steady diet of
any one of those is too much.” Defend-
ers airs at 4 p.m., after Ghostbusters,
while the 4:30 program is Centurions.

Double-runs

Defenders, SilverHawks and Centu-
rions are getting double runs in some
markets. KDAF-TV Dallas-Ft. Worth
runs SilverHawks at 7:30 and at 4:30;
KRIV-TV Houston does likewise, in a
recent mid-week move, adding the
morning airing. Centurions airs twice

Offerings for
fall '88 include
one from the
‘hard’ genre
and one from
the ‘soft.

www americanradiohistorv.com

ing and afternoon slot, and at WGBS-TV
Philadelphia, it plays at 3 p.m. and as
the 7:30 p.m. access show. In both !
cases, Centurions made some improve-
ment, according to the Seltel 12-me- |
tered market report. However, Centu- |
rions was the first major animated pro- |
gram in its report to be dropped by a
major market, San Francisco, where it
aired on KICU-TV.

But the big double-run story appears |
to be with Defenders, which is getting
16 airings in the 12 metered markets,
including five double runs. It’s getting
both a.m. and p.m. exposure on KICU-
TV San Francisco, KDAF-TV Dallas-Ft.
Worth and WATL-TV Atlanta.

In the case of SilverHawks on KRIV-
TV, Roz Brown, program director, says
that she decided to double-run the
show recently, based on the successful
double-run achievements of Thunder-
Cats last year. “We gave ThunderCats
a morning and an afternoon run the
first year it came out,” she says, “and
we found that the morning run
punched up interest in the afternoon
airings, picking up ratings.” Thunder-
Cats serves as the lead-in to Silver-
Hawks in the morning airing and as the
4:30 p.m. show after G./. Joe, which,
according to Brown, is doing very well
against the competitions’ Rambo and
Centurions.

daily on WXNE-TV Boston, in a morn-!

Head-to-head competition

Adding the 4:30 time slot for anima-
tion is a new development at KRIV-TV,
notes Brown. She savs the station add-
ed a half hour to the animation lineup
to go head-to-head with the other sta-
tions in the market carrving kid car-
toons. Last vear, KRIV-TV carried a
live-action show at 4:30, says Brown.
The morning kid block starts oft with
Inspector Gadget at 6:30. Besides the
two shows, the morning kid block in-
cludes some oldie cartoons, which are
also double-run in the afternoon, toi-
lowed by i stew of sitcoms. and local
news and back to kiddie shows at 1:30
p.m, o halt hour earlier than is the usu-
al case at indies. Danger Mouse, the
new 1:30 p.m. engrv this past fall, “is up
very much in ratings over last vear's
program,’ says Brown.

At wLVITV Boston, where the com-
petition for kids is especially heavy
amony indies, Victoria Gregorian, pro-
gram director, says that kid program-
mingarunin the 7-- 11 a.m. time period
and at 2 through £:30 p.m. AL B, the
itation rung The Brady Bunch as a
iranaition show to older demos. The
hard animation series air generally un-
111 9:30, followed by litile softer materi-
ol such na HBugs Bunny and Woodyv
Woodpecker

New shows bought for thia season for

Television/Radio Age, November 10, 1986

1

T S G [ i

JE—



www.americanradiohistory.com

THE RATINGS ‘REVOLUTION’

Industry

is only dimly aware
of people meter differences

o a

BY MAL BEVILLE
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tion for accuracy in the measurement of
household broadcast audiences. Now, howev-
er, the emergence of competitive people meter tech-
niques, as well as the growing complexity of estimating
audiences to new video services, such as VCRs, cable
and satellite reception, raise many new questions.
Few in the industry are fully aware of the numerous
technical and operating differences between the three
people meter competltors—Nlelsen AGB and Scan-
America. This is an unwholesome situation, when so, ;
much is at stake in making decisions -about people
meters. By focusmg on people meter specifics and the
differences in techmque and -practices -of “the three
contestants, this article aims to fill in this information
gap.
Meters were introduced to radio in the 1930s. Niel-

M eters have for decades enjoyed a lofty reputa-

' sen’s Audimeter became the basis for successful na-

tional radio and then television services. The Nielsen,
Television Index (NTT), launched in 1950, eventually
became the one and only syndicated measurement of
network TV audiences. Nielsen’s ratings and share fig-
ures rank with U.S. dollars and cents as the coin of the
national television realm.

The Nielsen, as well as the Arbitron, so-called
household meters are in reality set meters. They are

AGB people meters When family member in AGB

-sample household pushes button in hand-held key-

pad, person’s number lights up in unit at top of set.
Thus, at any time, viewers should correspond to
nghted numbers in set- top “people momtor

ThiS matertal may e

P
Pl ~
o o Coge

¥

‘vice president of research at NBC, puts it,

instruments for measuring the tuning activity of each
TV set to which they are attached. They record three
simple facts: (1) time, (2) set on/off and (3) channel
tuned. When all household sets are monitored, com-
posite usage can be computed. These results go by
telephone line daily to the service’s computer. Pro-
gram and station identification must come in the edit-
ing process.

The present-day set (household)-meter is a relative-
ly “passive” device. Once it’s installed, no attentios
need be given it by the family. Unless they move, or
repair or replace the set, the meter is out of sight, out
of mind, “untouched by human hands.” It is a true
meter, which Webster defines as “an instrument fos
measuring' and recording the amount of a commodity
or service consumed.”

NTI is presently paralleled by the NAC diary ses-
vice operating in a separate panel of homes. House- |
hold members in this sample are required to maintais
a written record of viewing ina diary for 13 weeks a
year. This, of course, is an “active” form of measure-

| .ment, subject to errors of omission and commission.

Many diary entries are made on an after-the-fact, re-
call basis. The NAC demographic data are married

- with NTT household figures to produce Nielsen people

numbers for 39 weeks a year.

When is a meter not a meter?

The arrival of people meters to replace diaries and
set meters with a single instrument has served to spell-
bind many ratings users. Terming the new devices
‘“meters” implies that they operate in the same passive |
manner for people as they do for set usage. Such is, of
course, untrue. Their measurement of people is no
more than an “electronic diary” with, as Bill Rubens, |
“people

pushing buttons instead of pencils.”

The people meter brings its own set of problems: for
example, unpushed buttons_that should have been
pushed, pushed buttons that are not canceled when s
person leaves the room, and mistakes in button push-
ing. Unlike the diary, where recording-errors can be
corrected after the fact, the people meter requires per-
fect instantaneous button-pushing performance. No
second chance is available to correct a mistake.

The limited variation in program-by-program audi-
ence composition and lower viewers-per-tuned-house-
hold, which are often found in people meter data, have
been cited by analysts as evidence that people meter
may be less sensitive to program-by-program demo-
graphic change than diaries. People meters show lower

Television/Radio Age, November 10, 1986
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| Mielsen people meters Of the three people meter sys-

tems, only Nielsen has two keyboards—set-top, l.,
and hand-held. When guest is viewing, his/her pres-
ence must be entered on set-top box. After that,
guest can use keypad during viewing session.

fizures for programs for which the diary gives high
viewers-per-household, while the reverse is true for
programs with the least number of viewers. This could
be a reflection of the automatic nature of recording via
push button (or, of course, biased diary results).

People meter assets

A major advantage of people meters is that they
provide a single source of set usage and audience com-
position from the same household sample. This elimi-
nates the complicated formulas now required to marry

meter and diary data from different household sam-

ples and promises a firmer base for demographics. A
second salient benefit is the availability of continuous
weekly demographic data from the same panel. With
today’s constantly interrupted schedules (for miniser-
tes, sports and one-time-only events), such weekly
data can be of great significance. Moreover, it provides
for the first time true four-week (and longer-period)

demographic cumes—with startling audience accu-

mulation data.

Demographic data will now be up-to-date with
household ratings on a daily and weekly basis. The
larger samples promise (1). greater statistical reliabil-
ity and (2) the opportunity for more refined age/sex
breakouts. One analyst points out that people meters
show 50 per cent more channel switching than diaries
and believes they will shed new light on viewer dynam-
ics.

As previously pointed out, the anticipated signifi-
cant improvement in response accuracy over diary de-
mographic data has yet to be convincingly demon-
strated.

Let’s now move to a more searching examination of
the three proposed people meter systems: Nielsen,
AGB and ScanAmerica.

[t is essential to appreciate the limitations of the
following comparisons. Nielsen is operating an ongo-
ing people meter service in 1,000 U.S. households on
an experimental basis. AGB has a wide foreign back-
ground, but its U.S. experience is limited to a Boston

test. ScanAmerica is testing a new technology in a 20
household Denver sample.

One novel ScanAmerica feature, which is not bei
examined, is the kitchen-kept wand by which sing]
source product data are accumulated for cross-tab
lating with viewing figures. We obviously know mo
about Nielsen and are more reliant on plans of its tv
competltors

Each service measures both set usage (automatica
ly) and impulses sent by button pushing on the part
household members and guests. A separate numbere
button is provided on a remote-control handset, abot
the size of a pocket calculator, with numbered buttoz

_assigned to specific persons to. use in recording vies

ing.

In the case of AGB and ScanAmerica, addition
buttons are provided for registering guests. (Nielse
provides this facility on a set-top unit.) These keypas
operate without wires so they can be easily move
about for convenient use.

The three systems

A Nielsen microprocessor-based device, calle
Homeunit, controls the measurement system instally
in a metered household. The Homeunit is really
famlly of data collection devices. The specific devi
used is determined by cost, ease of installation, ar

‘the video equipment of each household. Nielsen mai

tains that a variety of data collection devices is needs«

‘to measure all tuniers with the desired accuracy.

The device used in the majority of sample home
the local oscillator attachment (LOA), is installed t
msertmg an insulated probe into the tuner. A secor
device is used in most other ‘households, especial
those with cable converters and VCRs.

- Other more sophisticated and expensive conne
tlons are employed by Nielsen where cable converte
are designed “to prevent subscribers from stealing ps
services,” or in homes that utilize a variety of techn
cally complex interconnected video equipment (suc

.as a VCR that can be switched to play on either of tv

TVs in separate rooms).

In addition to the eight-button keypad, Nielsen su;
plies a keyboard that is placed on or near the set..
contains the lights used to display the currently regi
tered audience status and to prompt for input whe
needed. '

Initial visitor data, including age and sex, must ]
entered on this set-top box. Thereafter, a visitor mi
use the remote control during a particular viewil
session. Nielsen is alone in providing two keyboar:
for each set metered in all households.

To produce HUT data, AGB uses three separate i1
struments to monitor television, cable converters ar
VCRs. Each can determine the channel to which tl
device is tuned by sensing the tuners located insic
each unit. With the exception of cable converters, tl
monitors require no hard wiring to the monitored d
vice.

People viewing is recorded on a remote-controllt
handset with a numerical keyboard. Viewers watchii
TV, cable, or a VCR recording push their appropriate
numbered button; when they discontinue, they pre
their own numbered button again to register off.

1
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A small unit, the people monitor, sits on top of the
TV set. When a family member pushes a button to
register viewing, his/her number lights up. Thus at any
time the viewers should correspond to lighted num-
bers. All monitored data feed into a collector box,
which can be located anywhere in the household and
which feeds information to AGB.

ScanAmerica’s television system centers on its on-
screen prompting method. In addition to that feature
(described below) and a 17-button keypad to permit
guest identification and instructions, it includes a
Data Collector Unit measuring 12 X 10 X 5 inches.
This unit contains a pre-tuner that substitutes for the
normal set or VCR tuner, a minicomputer data storage
and a clock. ,

ScanAmerica maintains that the pre-tuner elimi-
nates the possibility of unidentified tuning experi-
enced by its competitors.

Recording limitations

Sets: All systems say they cannot measure portable
TVs when used with battery power. They all claim to
be able to measure all other types of sets. As an opera-
tional matter, AGB does not meter sets smaller than
10 inches, but it claims to be able to measure up to 16
Tvs and 16 VCRs. Nielsen says its Homeunit has the
capac1ty of 12 video units (including people meters)
but that additional Homeunits make unlimited cover-
age possible. ScanAmenca states that there is no limit,
to the number of sets or channels because added Data
Collector Units can be installed if required.

Cable copverters: Nlelsen asserts ‘that -its meter is -

capable of tuning all ‘cable converters including
“closed”.converters de31gned to prevent theft of ser-
vice. AGB prefers to hard-wire cable converters where
permission can be obtained<from the cable system.
Otherwise it. expects the national service to have a

{ remote tuner that can sense cable use but admits that

it may be subject to some inaccuracy. ScanAmerica’s

pre-tuner circumvents the cable converter problem
Vcrs: AGB claims a breakthrough feature in its

“fingerprinting” meter (smaller than a cigarette pack-

age), which can be attached to the back of a VCR and

requires no hard wiring. It automatically records date,
time and channel of any VCR recording. When the
taped program is replayed, it is possible to: (1) mea-
sure the .audience, and-(2) determine which program
commercials may have been deleted in recording or
“z1ppedf’ (fast-forwarded).in playback. ;
Nielsen’s set meters have, since 1978, measured re-

- cord/play of VCRs as well as channel tuned during

recording. They have credited VCR recording as televi-
sion usage. Separate reports now show the VCR-creat-
ed increment, but no record so far can be made of
playback.

A new fingerprinting VCR system is planned by
Nielsen for the near future. This will provide playback
credit for all home-recorded sources. Acquired tapes
will not be identified unless tapes are identified by the
supplier with the Nielsen code.

ScanAmerica presently handles VCR recording with
its pre-tuner device but plans to measure playback in
the 1988 national service.

Satellite dishes: Nielsen has an instrument to mea-

sure the angle at which a dish is oriented so that accu-
rate records of satellite reception are obtained. AGB

‘believes its equipment for handling movable rooftop

antennas can handle this problem. ScanAmerica has
no solution at present.

Interhousehold communications: Whereas all peo-
ple meter keypads use infrared, ultrasonic or wireless
for their connection to the set tuning unit, connections
from the tuner to the main control unit (from which
data are read out daily) vary. Nielsen uses hard wiring
to assure no spurious impulses or noise (which it
claims can emanate from FM transmissions and other
noise sources).

AGB uses household electrical wiring and asserts it
found no problem with this system in other countries
or in Boston. ScanAmerica can employ -either house:
hold circuits or telephone wiring and leaves the deci-
sion to the field installer.

Connections to central computer: All three services
use established household telephone lines for the daily

. readouts of stored irformation. For nontelephone

households and party lines, a' dedicated line must be
installed. Time is kept accurate to one second by
checks made during daily data collection calls, gener-
ally made between 3:00 and 8:00 a.m. Eastérn Time
Certain reprogramming of household control units is
possible by phone calls from collection controls.
Time units; data storage: The Nielsen system col-

{: lects data on a 30-second basis; AGB in 15-seconc
. units; ScanAmerica collects data on a two-second ba

sis. These data are transformed into average-minut«
viewing records by central computers. For practica

© purposes each system, in various ways, can provids

storage capacity to handle whatever amount of data &
available.

“‘Nielsen equipment presently generates a promp
command either (a) when the set is turned on, or (b

. when the channel is changed. The prompt consists o

ScanAmerica people meter: On-screen prompting is
unique feature of ScanAmerica’s system (note ques
tion mark). Keypad has 17 buttons for guest identi-
fication, instructions. Data Collector Unit has pre-

tuner that substitutes for set, VCR tuners.
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«“We are primarily purchasers o
remnant inventory. And the
computer-lead basis of our

to turn the tables on traditional broad-
cast negotiations and become more op-
portunistic buyers. We can offer to buy
astation manager’s inventory when it’s
most availablé and most under-uti-
lized—in first and third quarter, tradi-
tionally the slow periods for general
spot Tv. We are primarily purchasers
of remnant inventory. And the cost-
per-lead basis of our operation, with a
strong assist from high tech, allows us
to calculate the value of each lead and
of each customer.”

In television, explains Grey’s Sho-
koff, “we work by cost-per-order. If we
can’t negotiate a station down to the
rate that makes the order profitable,
we forget that station. However, where
a station figures it’s going to have in-
| ventory left over if we don’t use it,
they’ll often come down to the rate we
need. This is the one area of advertising
where the cost effectiveness of it can be
measured down to the last dollar. And
we know right away. Once that 800
number goes up on the screen, most of
the phone calls we're going to get from
that particular showirig of that com-
mercial come in within the first 15 min-
utes after it runs.”

Shokoff adds that today, “with 30 or
40 per cent of our TV budget on cable,
we also look at the conversion factor.
That’s the number of response leads
that convert into actual orders. And we
look at customer performance. Our da-
tabase on each customer includes a his-
tory of his buying patterns; how much
he spends, spends on which items, the
time of year he spends.”

At Eicoff a big change has been the
addition of more broadly distributed
products to the client roster that
brought the agency its early success: a
mop called Roll-O-Matic, Nu Finish
auto wax, and Eternalash. Latter was
originally a professional item, available
only in beauty shops who would charge
patrons $15 to apply it. Eicoff, plus
spot TV, turned Eternalash into a do-

operation ... allows us
to calculate the value
of each lead and of
each customer.”

Brian Anderson
Senior vice president
BBDO Direct

it-yourself beauty kit for $5.

An Eicoff spokeswoman sees direct
response on TV growing today ‘“‘because
larger companies are in it today. It’s no
longer limited to record companies,
kitchen knives and new inventions. To-
day our client list reads like an excerpt
from the Fortune 500.” And, indeed,
Eicoff’s clients today include Armour-
Dial, Avon, CPC International, Chese-
brough-Pond’s, Duracell, Owens Cor-
ning Fiberglas, Pepperidge Farms,
Time-Life Books and Sears Roebuck.

Specialized programming

Beyond the cost-per-lead philoso-
phy, cable offers direct marketers some
unique targeting opportunities.

“Much of cable’s specialized pro-
gramming,” says Howard Lelchuk, se-
nior vice president, executive media di-
rector at Ogilvy & Mather Direct, “per-
mits audience targeting through
narrowcasting of special interest seg-
ments that, in some cases, can become,
in effect, a 30-minute commercial for
real estate, or a financial report pro-
duced to attract a ready-made audien-

Brian Anderson, senior vice presi-
dent, broadcast media, BBDO D:-
rect, offers a media buying strate-
gy for direct response advertising
{(page 114).

ce.” And, “the 800 number makes it
easy for viewers to come and get it
without even leaving the house.”

McCann’s Lynaugh agrees that cable
has “given us audiences that can be so
much more finely segmented in terms
of audience definition. Cable networks
like Financial News Network can col-
lect a concentrated group of prospects
for clients offering financial services, to
mention just one example. And com-
puterized list maintenance and elec-
tronic response reporting means we can
see the next morning after our commer-
cial runs exactly how many inquiries
each individual spot pulled, on which
stations in which markets.

Commercial length

“Experience,” says Lynaugh, has
shown us that while some complicated
propositions may still need a two-min-
ute commercial-—which isn’t always
that easy to clear on some stations—we
can get results with 60s and even 30s.
Even for a complex product or offer, we
can set up a two-step process in which
the 30 is an offer to provide the addi-
tional information that actually closes
the sale.”

Grey’s Shokoff reports using “some
90s, but mostly 60s and 120-second
messages,” adding that, “It’s a myth
that most of these longer spots are on
the air only in the wee hours. Only 5 per
cent of our commercials run after mid-

night. Most of them air during daytime |

or early fringe. The only daypart we
have trouble clearing is primetime, and
that’s only on affiliates. If it’s a product

(continued on page 116)

Direct advertising’s impressive
growth stems from “‘the infiation in
advertising costs that has driven

i more major advertisers
- to look for
S s 'accountability. . . .”
o Ron Bliwas
President
\ "W A. Eicoff & Co.
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Fastest growing local TV category
now includes range of higher learning

Schools learning to

offset baby bust

with TV, radio ads

tle, but U.S. educational institu-
tions are fighting one heck of a lot
harder to survive in a shrinking mar-
ketplace. The growing number of edu-
cational institutions that sprung up to
service the baby boom have collided
head-on with the baby bust, not to
mention higher tuitions and diminish-
ing educational assistance—and the
only beneficiary is the advertising in-
austry
This has served to make educational
advertising the fastest growing catego-
ry on local television. According to the
Television Bureau of Advertising,
based on data from Broadcast Adver-
tisers Reports, the top 20 local educa-
tional advertisers spent $39.8 million

I t may be a dignified, gloves-on bat-

New York University

84

on local TV in the first half of 1986, a 52
per cent jump from $26.2 million in
1985's first six months.

Radio is also reaping its share of the
benefits. The Radio Advertising Bu-
reau says Radio Expenditure Reports
shows stations bringing in $1.7 million
in educational advertising in the first
half of this year, a 44 per cent increase
over 51.2 million in last year’s like peri-
od.

While lower-budgeted state institu-
tions and private colleges and universi-
ties have generally restricted their ad-
vertising expenditures to radio, print,
direct mail and other lower-cost media
in the past, TV is making extensive in-
roads among them. The top 20 TV ad-
vertisers (see table, page 86) are mostly

Universities
represent the
largest number
of educational
advertisers.

wwWwW americanradiohist

proprietary educational institutions
offering anything from beautician
training to master’s degrees—some -
owned by top industrial companies
such as ITT, Control Data Corp. and
Bell & Howell. But, while these repre-
sent the historical big spenders, the
greatest number of educational adver-
tisers on TV now falls into the colleges
and universities bracket.

TvB, making a count of advertisers
in BAR listed under ““university,”
comes up with 38. A sampling: Univer-
sity of Southern California, University
of Oregon, University of Rhode Island,
University of South Florida, University
of Houston and University of Michi-
gan. Most of these spent between
$25,000 and $120,000 on TV in the first -
half of the year, compared with those in
the top 20, whose expenditures ranged
from over $310,000 to $2.25 million.

Changed environment

The major growth in TV spending,
though, may soon be coming from col-
leges and universities. Interviews with
representatives from these institutions
indicate that TV in the past was consid-
ered out of the question from the
standpoint of both budgets and institu-
tional dignity, but the growing compe-
tition for the educational dollar is
changing this. Additionally, some

University of Oregon
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Control Data Institute

states do not allow state funds to be
spent on advertising. While there is
some hope for liberalization, state col-
leges and universities in many cases are
using contributed funds for this pur-
pose. Another trend among academic
institutions is to engage heavyweight
ad agencies.

The proprietary schools are not un-
aware of what’s happening. Says Ed-
ward J. Steffes, marketing director of
DeVry Institute—third largest spender
in the category and operating in 10
markets, offering degrees as high as a
master’s in project management—"‘A
few years ago, people like us were the
only ones out there marketing. Now, a
lot of the traditional schools are out
there marketing, and they’re very good.
There’s more pressure for everyone in
education to do a better job of recruit
ing.
‘Anybody in the education business
is suffering from the same thing: The
baby bust has finally happened. The
percentage of kids going to college is
increasing, but there are just fewer kids
to go around.”

DeVry, 85 per cent owned by Bell &
Howell with the other 15 per cent trad-
ed over-the-counter, is not just com
peting with proprietary institutions
and colleges and universities, says
Steffes. The biggest competitor of all,
he holds, is the U.S. military: “They
advertise as the world’s largest elec-
tronics school, and they spend major
dollars. The attraction to go into the
military is increasing. It’s offering free
education, and we’re asking students to
pay us—all while opportunities for fi-
nancial aid are decreasing.”

With the U.S. government tighten-
ing up on financial aid to students, the
cost of education continues to rise dra-
matically. According to Business
Week, four years at a private college
starting in 1994 will cost $190,000,
amounting to a 10 per cent increase
each year over the next decade. A de-

g
: i ‘h I~

DeVry Institute of Technology

Technical and
vocational
schools have
been growing
rapidly and
are the

top spenders.

gree from a high quality state school in
the same period is projected to run
about $55,000.

Meanwhile. as ability to pay will
have its eftect on enrollments, the baby
bust is also a major factor. According to
the National Center for Education Sta-
tistics, 4.3 million people celebrated
their 18th birthday in 1979, but in 1995
the number of 18-year-olds is expected
to drop to 3.3 million.

The only factor offsetting this is the
increased proportion of those seeking
higher education. Since 1950, enroll
ment in higher education has increased
almost 400 per cent, while the number
of institutions has increased 60 per
cent. Currently about two-thirds of all
high school seniors go on to some form
of higher education within three years
of their graduation, with the college
and university population approxi
mately 51 per cent male, 49 female.
This proportion is a major change from
1960, when about halt of men went to
college and less than a third of women
did. This discrepancy is being some-
what corrected now by the fact that
two-thirds of college students over 35
now are women.

These older students are partly help-
ing to offset deficiencies from the baby
bust. Factoring them in, by 1992, over-
all enroliment in coileges and universi.
ties is expected to drop around 5 per

Television/Radio Age, November 10, 1986
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cent, with full-time students dropping
10 per cent. This is fairly moderate
compared with a decline of 74 per cent
between 1970 and 1982 of students in
four-year institutions and 62 per cent
in two-year schools.

It is believed that vocational and
technical schools have been making
considerable inroads at the same time,
with a greater emphasis being seen on
practical education. For example, com-
puter and information science degrees
increased from 2,400 in 1970-71 to
20,300 in 1981-82.

Technical training

i'he emphasis on technology has ob-
viously contributed to the growth of
operations like DeVry. Stettes says all
of its schools are strategically located
in high-tech centers. DeVry has both a
center city and suburban school in Chi-
cago as well as schools in Los Angeles;
Phoenix; Dallas; Kansas City; Colum.
bus, Ohio; Atlanta; Woodbridge, N.J.;
Toronto and Calgary.

With its courses heavily electronics
oriented. the shortest course otfered by
DeVry runs five trimesters. Among the
degrees oftered is a bachelor of science
in electronic engineering technology.
Meanwhile, it is rolling out to its vari
ous locations a B.S. in business opera-
tions and in telecommunications man-
agzement. “This s what differentiates
us from other proprietary schools,”
Stetfes points out--“our longer, degree
oriented programs.”

He reports DeVry has been using TV
since the early "70s to create awareness
yuickly. He says his organization,
whose agency is E. H. Brown, Chicago,
primarily buys time on independent TV
stations, using network affiliates where
there are no strong independents. *The
rates are more altordable, and we get a
lot of frequency. In Chicago. for exam-
ple. we can run a couple hundred spots

over a week on four stations.” J

8S
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Top 20 local education services advertisers,

Jan.-June 1986

Jan.—June Jan.—June %
Adv./market 1985 1986 chg.
1. ITT Institutes & Schools $30,600 $2,251,400 +7257
2. National Education Center 884,800 2,122,600 +140
3. DeVry Institute -— 1,764,800 —
4. Wilfred Academy 1,496,900 1.599,900 +7
5. Control Data Institute — 1,125,300 —
6. Lincoln Tech School 523,600 1,112,900 +113
7. Computer Learning Center - 934,800 -
8. Apex Technical School 582,000 888,200 +53
9. Art Institute 542,000 802,800 +48
10. American Business Inst. 332,400 794,400 +139
11. Stratford School 450,500 634,900 +41
12. PTC Career 296,400 572,500 +93
13. Superior Training Service 156,700 503,800 +222
14. Airco Tech. Inst. 577,500 480,300 —17
15. Bryman School —- 441,300 —
16. VTl Video Tech. Institute 365,900 415200 +13
17. MTA School 128,700 346,500 +169
18. Fashion Institute 90,000 336,500 +274
19. Northeastern University 152,400 336,500 +1208
20. Robert Fiance Beauty School 257,700 310,400 +20
Total $6,868,100 $17,775,000 +159
Category Total $26,195,100 $39.761,500 +52
Son fre sI Agver Reports
Vry uses mostly daytime pre hecause we compete with universities
n } me evening and and community colleges more than we
“ hut. hecause its enrollment compete with trade schools
1 swed ron T “Although we put most of our em
and usually game shows, concentrating PhEsis on Steltes savs, “we feel a
i t multimedia campaign works better

1 i ies and
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ingle medium.” \long swith
newspaper advertising and direct mail
to high schools, radio is also part of Lthe
mix. Steffes cxplaing one or two radio
tations are generally used tor creating
when the schools are intro
or having open

as or better than newspaper.” He re-
ports that, in the western suburbs, The
Chicago Tribune pulls slightly better
than Tv, but the TV closure rate is
higher than any hewspaper in the cen-
ter city, where there are more unem-

ployed and home watching TV.

His is one of 21 branches in a com-
plex owned by Control Data Corp. and
offering computer-related courses in-
cluding programming, repair and office
technology. While advertising is creat-
ed nationally by Colle & McVoy, Min-
neapolis, it is placed locally. The Chica-
go office uses Fox Television’s WFLD-
TV exclusively, running mostly a
davtime schedule because the rates are
lower and this is the time when the
school has personnel ready to handle
phone inquiries. Spending about
$15,000 a month, Levin reports, Con-
trol Data is buying 30s for about $150
apiece.

“We're also heavy on the Yellow Pa-
ges,” he adds, “but in many cases,
they're going to the Yellow Pages be-
cause they heard of us through newspa-
pers or TV. We haven’t used much di-
rect mail, but we're finding it gets
about the same immediate response as
TV, while newspapers are much
slower.”

He reports the average age in his
company’'s day program is 24 or 25,
while the night program students aver-
age four or five vears older. The mes-
sage in advertising, he savs, keeps in
mind that “anvone who goes to school
goes for one reason—to get a job —and
the computer field has the leading
growth potential.”

Pointing out that Federal Trade
Commission and state regulations pro-
hibit guaranteeing employ ment, Levin
says the bestapproach toadvertising so
far has been giving the previous vear's
placement figures. He indicates future
copy approach may lean more heavily
toward success stories,

Public institutions

"he University of Oregon, Bugene, is
i its third vear of using paid v adver
tising tor recruitment, according to
Harbara Kdwards, associate viece presi-
dent for university relations. Prior to
that, the university was dependent on
PNAS
When it first started budgeting for
'V oeommercinls, the institution had
heen forced to roise its tuition 60 per
ceni in the lace of recession-like condi
tions in the siate. 14 already had been
losing students to other states along
with uther schools in the stute. Kd-
wards reparts enrollment has risen
teadily singe the Umversity began 'vv
wdvertising, inerensing 8 per cent this
vear uover lnst and making for the high
(Continued on page 120)
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Kelo-land TV

SCOOPS the Nation

in Newest Arbitron

Sweeps!
ADI Winner In Every Category

#1 ADI S/O-S/O
ADI S/O-S/O0
ADI Late News
ADI Late News

Women 25-54

ADI 3-6:30 p.m. Total Households, Mon.-Fri.

134

Total Households, Mon.-Sun. 41 share

44 share (tie)
Total Households, Mon.-Fri. 55 share
Women 25-54 61 share

41 share

55 share

40 share (tie)

kelodand tv

Kelo-tv Sioux Falls, S.D. and satellites
KDLO-TV, KPLO-TV

Source: Arbitron Sweeps, May 1986

Above estimates inciude time slots and demographic
information in equal facilities markets as analyzed by
TV Radio Age. Survey data estimates subject to usual

qualifications.

Represented nationally by SI]I In Minneapolis by WAYNE EVANS.

|
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Nielsen is the name you think of first
when it comes to TV ratings. We’re
proud of this reputation, but even
more important to us is the strong
client relationships we’ve built over
35 years of serving the television and

NIELSEN TELEVISION INDEX
NIELSEN HOMEVIDEO INDEX

advertising communities. As expressed
by our founder, A.C. Nielsen, Sr.,
“We have a commitment to provide
you with a high quality service and an
eagerness to explore new areas of
research as they unfold?’

NIELSEN STATION INDEX
NIELSEN SYNDICATION SERVICE

Information with Integrity

Nielsen Media Research

acompany ol
The DU Bradstrces Cor potation
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Spot
Report ...

Newspaper spending in first
seven months up 6.7%

Expenditures for newspaper advertising in July rose
9.8 per cent, to $2.073 billion, from the previous July.
According to estimates from the Newspaper Adver-
tising Bureau, retail advertising for the month was up
10 per cent, to $1.053 billion, while national rose 1.4
per cent to $227 million, and classified continued on
the upswing, with expenditures of $794 million, a 12.1
per cent hike. For the first seven months of 1986, to-
tal expenditures totaled $14.943 billion, 6.7 per cent

| ahead of the comparable period in 1985. Retail seven-

month totals were up 5.5 per cent to $7.643 billion.
National was ahead by 3.8 per cent, to $1.946 billion,
while classified rose to $5.535 billion, for an increase
of 9.6 per cent.

Arbitron’s Seattle hopes

Arbitron’s announcement that it would launch a me-

.| ter service in Seattle next November was made with-

out assurance that any Seattle station would sign.
But Pete Megroz, vice president, TV sales and mar-
keting, maintains there are a couple of stations that
have shown interest. There have been indications
that none of the six major affiliates and independents
that signed with Nielsen for a meter service starting
in May intend to add Arbitron to their research bill, a
stand Arbitron is not taking at face value. (It was er-
roneously reported in the Spot Report of October 13
that Arbitron had signed the same six outlets as Niel-
sen.)

Megroz explains another strategic facet to Arbi-
tron’s determination to make it in Seattle. It could
lose agency subscribers to its existing diary service if
Nielsen remains the only meter service in that mar-
ket.

Meanwhile, seven-year contracts have been sent to
Seattle’s TV stations. These provide for a sample of
400 households.

If Seattle is anything like other recent markets
scheduled for metering, the stations would pay some-
thing around $250,000 for the first year with gradual
rises to almost twice that at the end of either five or
seven years.

Handling the sales chores for Arbitron is its San
Francisco sales rep, Marjorie “Max” Johnson. In con:

nection with Arbitron’s Seattle drive, Anna Fountas
recently pitched Seattle agencies at a presentation
attended by a couple of Seattle stations.

TvB workshop schedule

Workshops at the Television Bureau of Advertising
annual meeting, opening November 17 at the Cen-
tury Plaza in Los Angeles will deal with “The Chang-
ing Role of Representatives,” “Living With the Pres-
sure of the Bottom Line,” and “Creative Selling of
TV on the Local Level.”

The “Bottom Line” session will have the following
panelists: Allan Cohen, vice president, general man-
ager, KMOV-TV St. Louis; John Garwood, president,
general manager, KTUL-TV Tulsa; Kevin O’Brien,
vice president, general manager, KTVU(TV) San Fran-
cisco; Frank O’Neil, president, general manager,
KXAS-TV Dallas-Ft. Worth; and Cullie Tarleton, se-
nior vice president, general manager, WBTV(TV)
Charlotte.

The discussion will be moderated by Robert Lefko,
executive vice president, sales, at TvB.

Panelists at the “Creative Selling” workshop will
be: George Bassett, local sales manager, WDBJ-TV
Roanoke-Lynchburg; Tom Kane, general sales man-
ager, WABC-TV New York; Dick Morby, local sales
manager, KYW-TV Philadelphia; Stephen Newman,
general sales manager, KGW-TV Portland, Ore.; and
Gary Plumlee, general sales manager, KTNV-TV Las
Vegas.

Moderator will be Wallace Westphal, TvB vice
president, local sales manager.

The roster of the “Changing Role of Representa-
tives” panel appears on page 71.

September

National spot business

+8.9%

1986: $505.2 1985: $463.9

Complete TV Business Barometer detatls p. 52
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Spot Report

Campaigns

Archway Cookies, Inc., RADIO
Archway United Advertising/Battle
Creek, Mich.
COOKIES are being featured for two to
three weeks starting on various No-
vember air dates in numerous south-
eastern and New England radio mar-
kets. Media set schedules to appeal to
women 25 and up.

Armour-Dial Inc., RADIO

Ogilvy & Mather/Chicago

PREPARED MEATS are being adver-
tised for four weeks beginning in early
November in a good many midwestern
and southeastern radio markets. Buy-
ers worked with inventory aimed at
women 25-plus.

Associated Mills, Tv

Kelly, Scott & Madison/Chicago
BATHROOM FIXTURES and OTHER
ITEMS will be featured for three to 10
weeks starting in late November in a
long and coast-to-coast lineup of tele-
vision markets. Negotiators lined up

Advertisement

“Arnold, | kn

news, fringe and daytime adjacencies

to impress both adults and teenagers. Appointments
Warner-Lambert Co., TV A encies |
J. Walter Thompson/various buying g

offices ) James Crimmins has been named se-

LISTERINE and OTHER PRODUCTS
are scheduled for eight to 10 weeks of
spot exposure that began in mid-Octo-
ber in a long and widespread lineup of
television markets. Negotiators placed
daytime, primetime and fringe inven-
tory to reach adults in various age
brackets, depending on product.

West Bend Co., TV

A. Eicoff & Co./Chicago

CORDLESS IRON is being recommend-
ed for three weeks scheduled to start
in late November in a nationwide list
of larger television markets. The di-
rect response spots are spread through
a wide range of dayparts to impress
adults 25 and up.

Wine World, Inc., RADIO

Allen & Dorward/San Francisco
BERINGER and OTHER WINES are be-
ing featured for four weeks starting in
late November in a nationwide spread
of larger radio markets. Target demo-
graphic includes both men and women
25-plus.

QoorH
120f

Homieans @ lot 1 Yois,

but a coffec table book 115 nor”
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nior vice president, research director
at DDB Needham Worldwide/Chicago
and a member of the Chicago office
Board of Management. He joined the
agency in 1978 as a research associate,
was elected a vice president in 1980
and became its first director of mar-
keting decision systems in 1982.

Donna Blythe and Kerry Hamilton
have been promoted to vice president/
group media directors at Ingalls,
Quinn & Johnson in Boston. Blythe
came to the agency in 1975 from
Creamer Inc., now HBM/Creamer,
and now steps up from associate me-
dia director. Hamilton came aboard in
1977 from the Marschalk Co. in New
York and also advances from associate
media director.

Judy Quolke has joined Ketchum Ad-
vertising/San Francisco as a media re-
search supervisor. She transfers from
Ketchum headquarters in Pittsburgh
to serve as liason between the West
Coast offices and Central Media Re-
search in Pittsburgh. Quolke came to
Ketchum three years ago as a network
coordinator.

Jane Waitley has been promoted to
media buyer at Semel/Kaye & Co.,
Northbrook, 11l. She had been an ac-
count services secretary at the agency.

New fabric

New Thintech waterproof, breathable
fabric, scheduled for availability to
consumers in fall, 1987, will be among
the products 3M will feature in its com-
mercials in the 1988 Olympic Winter
Games in Calgary and the Summer
Olympics in Seoul, South Korea. Thin-
tech’s initial use is expected to be in
skiwear, other outerwear and running
apparel where the properties of water
resistance and breathability are impor-
tant.

3M says Thintech “acts as a solid
barrier againsty wind, rain, sleet and
anow, while allowing moisture from
perspiration to escape to the outside of
the garment where it can evaporate. [t
keeps the wearer cooler, drier and more
comfortable.” But it will also be only
one product from the more than 20 3M
divisions and over 60 international 3M
subsidiary companies participating in
3M’s corporate sponsorship of the 1988
Olympi

l'eleviaton/Radio Age, November 10, 1956
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Representatives

Michael Weiss has been named New
York sales manager for Durpetti & As-
sociates. He has been an account exec-
utive with the rep since the company’s
startup in October, 1985, and before
that he was selling for Weiss & Powell.

Amy Capian has been appointed sales
manager of the new Boston office
opened by CBS Radio Representa-
tives. Caplan has been with CBS since
1979 and in her new post will report to
Don Gorski, director of sales.

Terry Dunning has joined Harrington,
Righter & Parsons as an account exec-
utive on the Red Team in New York.
Dunning had been an account execu-
tive with KMOX-TV (now KMOV-TV)
St: Louis.

Cafferata To Y&R

Pat Cafferata has been appointed pres-
ident and chief executive officer of
Young & Rubicam/Chicago. She moves
in from DDB Needham Worldwide/
Chicago where she had been senior vice
president and director of research. She
joined what was then Needham,
Harper & Steers in 1973 and has held
various posts including associate in de-
velopmental research, research super-
visor, manager, focus group research
and associate research director before
being promoted to research director.
She was elected a vice president at
NH&S in 1976 and became a senior
vice president in 1982 and a member of
the Chicago office Board of Manage-
ment in 1984. And this year she was
honored as 1986 Advertising Woman of
the Year by the Women’s Advertising
Club of Chicago.

One Seller’s Opinion

Local focus called
key to radio’s growth
since advent of TV

Farber

Forty years ago there was general agreement that radio would continue to
be the medium of entertainment. Television, the consensus then said,
would focus on live broadcasting, usually event-oriented, and generally at
the local level.

But today, it’s turned out to be the exact opposite. Apart from news and
sports, radio is mainly live and television is . . . well, the opposite. What is
of greater importance is the shift from national to community origination
in radio, with television, again excepting news and sports, having become
overwhelmingly national. But this is more than just a key distinction be-
tween the two media. Local focus has become the basis on which radio has
managed not just to survive, but to thrive. It is the key to a successful radio
strategy.

New Jersey reflects this point perfectly. New Jersey television viewing is
overwhelmingly oriented to New York City and Philadelphia. It’s a fact of
life, dictated by geography and the economics of the television industry.
Yet today New Jersey has 74 active commercial radio stations as well as 30
non-commercial FMs, And almost nine out of 10 of those stations—94 out
of 104 in total—first went on the air within the past 40 years. And the
same is true nationally. Radio’s growth nationally has been breathtaking
since the introduction of television.

Radio’s 40 year record of growth became possible precisely because, in
radio, geographical units are so much smaller. When you think of local
broadcasting, you literally have no choice but to think of radio.

That’s where the opportunity lies, and both WNBC-TV and WCBS-TV in
New York know it. The NBC flagship started by flashing the names of in-
dividual towns on the screen during breaks in the evening news. Earlier
this year, WCBS-TV responded by leading into its station breaks with the
names of local neighborhoods.

But in radio, local means more than geography. To us, local also means
the distinct and specific audience segment or subgroup in a community
that a station aims to serve.

This concept may be more familiar in the form of our industry buzz-
word, “demographics.” Radio’s strength is its ability to deliver exceedingly
well-defined and highly-targeted demographics, or a consumer group
whose members share a common age range, and usually a common lifestyle |
and set of product preferences, as well as sharing a preference for the par-
ticular program format that attracted them to a given radio station in the
first place. The more local a station can be, the easier it is to build a loyal
audience and the more intimately its audience will identify with it.

From the smorgasbord of demographic groups, all of whom identify with
particular radio stations, the advertiser can assemble a package of stations
that will carry his message clearly and economically to an attentive and
carefully defined audience. Advertisers get to the people they care about
and don’t pay for people who are uninterested in their products. That’s
waste-free communication.

The message is a simple one. Local focus is the cornerstone of a success-
ful local radio strategy—in programming, marketing and sales.—Erica
Farber, executive vice president, radio development director, Interep, be-
fore the New Jersey Broadcasters Association.

Television/Radio Age, November 10, 1986
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Stations

Jack Robinette has been appointed
president of the new Television Group
of Heritage Communications, Inc. He
is currently vice president of the Tele-
vision Group of Rollins Communica-
tions, which Heritage is in the process
of acquiring.

Bob Walsh has joined the Texas State
Network as farm director of its agri-
business network. He had been farm
and ranch manager for the Trust De-
partment of InterFirst Bank of Fort
Worth, and before that had been farm
and ranch director for WBAP Dallas-
Fort Worth.

Dan A. Adams, business manager for
WOC Broadcasting Co.. has been
named controller for Palmer television
stations WOC-T\ Davenport-Rock Is-

¢
3
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land-Moline and WHO-TV Des Moines.

He came to WOC in 1983 from Execu-
tive Financial Planning Corp. of Des
Moines, where he had been controller,
secretary and treasurer.

"

/A

Fred A. Adams has been named exec-
utive vice president of Alpha Commu-
nications Corp. of Mystic, Conn. He
moves in from a sales management
post with Group W’'s wBz-TV Boston,
and at Alpha his responsibilities will
include acquisition of television sta-
tions in medium to small markets.

Charles (Budd) Meehan has been ap-
pointed vice president, director of
sales and marketing tor Fox Televi-
sion’s WNYW(TV) New York, and
Rudy Taylor joins the station as vice
president, general sales manager. Tayv-
lor had been vice president, New York
sales manager for Group W Television
Sales and Meehan, who joined the sta-

tion in 1962, moves up from general
sales manager.

Jerry Nachman has been appointed
vice president, general manager of
NBC-owned WRC-TV Washington. He
joined NBC in 1981 as general manag-
er of WRC (radio) and has most recent-
ly been news director of WNBC-TV
New York.

Gary Fisher, general sales manager of
Malrite Communications’ WHTZ(FM)
New York has been elected a vice
president. He joined the station in
1983 and becomes Malrite’s first gen-
eral sales manager to be recognized
with a vice presidency.

Bill Newman has been named a vice
president of Hoker Broadcasting, Inc.
He has been general manager of Ho-
ker's KCFX(FM) Kansas City since Au-
gust, 1985, and before that had been
vice president, general manager of
KBBJ/KMOD(FM) Tulsa.

Gene Collins has joined WTZA-TV
Kingston, N.Y ., as station manager.
He moves in from Albany-Schenecta-
dyv-Troyv where he had been program
and operations manager of WTEN-TV.

Wants more stations

The boards of SunGroup, Inc. and Me-
Dowell kinterprises, Inc. have agreed to
merge the two Nashville-based compa-
nies and expand their holdings in the
broadcast, business. SunGroup already
owns eight radio stations in the South-
enst and Southwest, has an agreement
pending to acquire two more, and holds
options to ncquire still five others. The
combined companies will have approx-
imately $45 mitlion in tota) assets and
plan to use the equity capital of Mc-
Dowel!, which is selling its assets in the
construction business, to purchase ad-
ditional radio properiies. The agree-
menl, colls for the existing boards of the
two companies to combine (0 form an
expanded bonrd for SuuGroup. Frank
A. Woods will continue ns president
and CEO, and P. S. Prasad will be chair-
man of the board.
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Media Professionals

Change pushes media
| gervice into barter
Allen Bohbot |

{ President
| Bohbot & Cohn
| New York

llen Bohbot, president of Bohbot & Cohn, warns
that this Christmas may be tougher than usual
for many television stations. He points out that,
“Most toy budgets are down. And there’s no one ma-
| jor new toy sensation like the Cabbage Patch Doll
this year to bolster the market.”

| Because of such changes taking place in the mar-
ket, Bohbot says his media service is entering the
program syndication business, “as a natural exten-
sion of our media buying in the children’s market.”
This decision, he reports, has lead to a long term
agreement with international animation producer

DIC Enterprises to provide to the stations his compa-
ny works with both current children’s programming
and past programs from DIC’s film library, as well as
upcoming animation for syndication that is currently
on the television networks.

Bohbot adds that because of “the extent of audi-
ence fragmentation today,” and ‘“because there’s so
much more children’s programming available today
than used to be the case, it’s no longer enough just to
make a show available to the stations. Today we have
to put heavy promotion behind it. So our client, Toys
“R” Us, is working with us to run the kind of ‘Run for
the Toys’ promotion on local TV stations that was so
successful on cable for Nickelodeon.”

He describes this as a contest whose prize is letting
the winning kid “run through the local Toys “R” Us
store and walk off with all the toys, free, that he can
grab off the shelves in three minutes. And while the
kid’s going crazy grabbing toys, the local station
tapes it for later playback as part of its own chil-
dren’s programming.”

Bohbot says there’s also a public service aspect to
the film packages he’s putting together. This is a
joint project with the Washington, D.C.-based Alli-
ance for Missing Children to produce PSA spots
warning children not to talk to strangers, against try-
ing to run away from home, and the like.

He adds that besides Toys “R” Us, he has two oth-
er clients marketing to children. These are the LJN
Toy Division of MCA and Coleco, parent company of
the Cabbage Patch Dolls.

Inaword...
Quality

GROUP

RADIO

The First Name In Radio

WBZ, Boston

WINS, New York KY W, Philadelphia

KDKA, Pittsburgh KODA, Houston KQZY, Daltas/Fort Worth

KQXT, San Antonio

KEZW(AM) and KOSI, Denver
KMEO-AM-FM, Phoenix KFWB, Los Angeles

KJQY, San Diego

Westinghouse Broadcasting
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New Stations

Under Construction

WLKT-TV Lexington, Ky.; Channel 62;
ADI Lexington; Licensee, Family
Group Broadcasting, 5401 West Ken-
nedy Blvd.. Suite 1031, Tampa, Fla.
33609. Telephone (813) 875-0006. Ian
N. Wheeler, managing general part-
ner. Target air date, Spring 1987.

Buyer’s Checklist

New Representatives

Blair Radio has been appointed na-
tional sales representative for Capital
Cities/ABC-owned WLS/WYTZ(FM)
Chicago. WLS is a personality-contem-
porary station and WYTZ offers con-
temporary hits.

Katz Radio is now national sales repre-
sentative for WFEA/WZID(FM) Man-
chester, N.H. and for WATZ AM-FM Al-
pena, Mich. Both WFEA and WATZ(FM)
are adult contemporary stations. WATZ
carries country music and WZID airs an
easy listening format.

it rl
YyOou ré

8] nate (s f e(
BE A BIG FISH.

l1 BEAM
® 1COMMUNICATIONS

WCFT TV, CBS, Tuscaiooss, AL

M
Y]

Seltel has been appointed national
sales representative for KOAM-TV
Pittsburg-Joplin. The station is a CBS
affiliate.

Target Radio Marketing Group has
been named national sales representa-
tive for KKBH(FM) Victoria-Port La-
vaca, Texas.

New Facilities

AUTOMOTIVE EXPENDITURES HAVE MORE
HORSEPOWER IN TUSCALOOSA.
Aut ive expendiiures are revved up and racing away in Tuscaloosa
6.1 five years and outpacing Alabama by a country mile,
all Increase In Households sped up 25.3
19 the state, region and entire United States. So
automotive sales, your sales wiil go further

WCFT-TV DOMINATES THE MARKET.

facts, figures and programiming to help

o
ip mark el 1o

KOVR-TV Sacramento-Stockton ex-
pects to complete its new tower in
Walnut Grove this month. Chief engi-
neer Bob Hess says it should “greatly
improve” reception, aided only by in-
door rabbit ears antennas in the hill
and fringe areas of the valley.

Transactions

Heritage Communications, Inc. plans
to sell the six radio stations being ac-
quired in its pending purchase of Rol-
lins Communications—a $600 million
transaction also involving four TV sta-
tions, cable systems and an outdoor
advertising company. The radio sta-
tions are KDAY Santa Monica (Los
Angeles), WBEE Harvey (Chicago),
WRAP Norfolk-Newport News, WAMS

Wilmington, Del., and wCHS/
WBES(FM) Charleston, W.Va. Broker
is the Ted Hepburn Co., Cincinnati.

SFN Companies, Inc. of Glonview, I11.
has completed sale of its TV and radio
stations to Pegasus Broadcasting, Inc.,
for $154 million. Pegasus is a corpora-
tion formed by members of the man-
agement of SFN subsidiary SFN Com-
munications and other outside inves-
tors. Stations involved are WAPA-TV
and Televicentro Films, Inc., San Juan,
Puerto Rico; WJBF-TV Augusta and
WTVM-TV Columbus, both Georgia;
KSCH-TV Sacramento-Stockton;
KCAP/KZMT(FM) Helena and KGVO
Missoula, both Montana.

Reliance Capital Group, L.P. has
agreed to acquire Spanish-language
WNJU-TV New York in a transaction
valued at approximately $70 million,
according to Henry R. Silverman, pres-
ident of Reliance Capital. Reliance also
holds interests in Spanish language TV
stations in Los Angeles, Miami-Fort
Lauderdale and San Juan, Puerto Rico.
Principal owners of WNJU-TV are Nor-
man Lear, A. Jerrold Perenchio, Bud
Yorkin and Carlos Barba, president
and general manager of the station.

WHY BEA LITTLE FISH
INABIG POND?

7

in five years,

led by
unanial

H (P

Source: 1985 Survey
of Buying Power

1986 Beam
Communications Corp,
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ven’t tried is a first-run sitcom. They
know they win in primetime with sit-
coms so why can’t they win at 7:30?”

Also adding impetus to Sheriff as an
access show is the liklihood that other
affiliates, besides the NBC-owned sta-
tions, KCRA-TV and KOCO-TV Oklaho-
ma City, which began checkerboarding
this fall, will follow the checkerboard-
ing route, opening up room for a num-
ber of new sitcoms. And another plus,
Kenney adds, is that L.-T has been do-
ing very well with its three other first-
run weekly comedy entries for this fall.
Not only have they racked up 85-89 per
cent U.S. coverage, but the three are
doing well as far as numbers are con-
cerned. Kenney says that Mama’s
Family, One Big Family and It’s a Liv-
ing rank as number 1, 2 and 4 in ratings
in first-run series.

Sheriff, which stars Priscilla Barnes
of Three’s Company and George
Wyner of Hill Street Blues, is being
marketed on a cash-plus-barter basis.
Stations get five minutes for local sale,
while one-and-a-half minutes are for
national sale. Production on Sheriff is
expected to start in the spring.

Malrite first-run entry

Malrite Communications Group and
The Dick Clark Co. have developed a
TV talk show for syndication, for airing
beginning next fall, with Dr. David Vis-
cott as host. The show, whose working
title is In Touch, marks Malrite’s ini-
tial production entry into first-run syn-
dication, says Bill Jenkins, executive
vice president, television division at
Malrite. Marketing plans for the strip
series haven’t been firmed, Jenkins
says in an interview, but Malrite is
leaning towards a “limited amount of
barter plus cash.” At this point, who
will distribute I'n Touch is also not set,
but Jenkins says that the series will
either be handled by an outside distrib-
utor or will be syndicated in-house.
Jenkins notes that Malrite has the
framework for in-house distribution.
The sales campaign will be launched no
later than mid-November, he says.

In Touch will be pitched for a time
slot starting between 9 a.m. and 4 or 5
p.m., useable for both affiliates and in
dies. Malrite stations will be given the
option of carrying the show. “The se-
ries was not designed exclusively for
our stations, but if they feel the pro-
gram will fit their needs and schedule,
they may take the show,” says Jenkins.
A pilot was to have been produced late
last week. The concept and Viscott
tested “extremely positive” in market
research, says Jenkins.

In launching In Touch, which fea-
tures psychiatrist Viscott helping
members of the studio audience and

S

special guests to better understand
their emotions and resolve problems in
their lives, Clark, executive producer,
says that it is a forerunner of the next
generation of talk shows.

Bill Jenkins

Jenkins says that In Touch may be
the beginning of other new first-run
projects to be produced by Malrite, in-
cluding a sitcom and a late-night strip
based in comedy but not a talk show.
However, Jenkins has reservations
about producing either at this time:
“We have to crawl before we walk. But

| also, we want to feel that there is a need

for these programs rather than just to
send them out willy-nilly.” In sitcoms,
Jenkins believes the market is already
saturated. “We understand there are
between 45 and 60 sitcoms that will be
introduced in one form or another at
the next NATPE, so is that what the
market needs? I don’t think so.”

As to the late-night project, Jenkins
says he’s waiting to see how The Joan
Rivers Show makes out before Malrite
goes forward with its own show. All the
Malrite stations are carrying Rivers in
the 11 p.m. time slot except the Cleve-
land outlet, WXIX-TV, which airs Riv-
ers at 11:30 p.m. The Malrite project
could air at midnight as well, but HUT
levels begin decreasing at about that
time, points out Jenkins.

Group W new product

Group W Productions is coming to
NATPE with five first-run entries, rep-
resenting a broad diversity of product.
These are Salem’s Children, a pro-
posed daily half-hour Gothic mystery/
romance series; Fun for the Money, a
game show which will be marketed fora
mid-season start; a situation comedy
whose title is Together Again; The Wil
Shriner Show, a talk/variety series;
and Bravestarr, animated series. All
except Fun for the Money will be avail-
able beginning September, 1987.
Regarding the game series, Edwin T.
Vane, president and chief executive of-
ficer at Group W Productions, says
that the show was piloted last fall but
was withdrawn because of the prolifer-
ation of game strips at the 1986
NATPE. “We have decided to market
it as a second-season substitution for

new series which will be dropped be-
cause of poor ratings. So we waited a
few weeks for stations to get the rat-
ings, recognizing that some of the
shows they bought will not work.”

The game show, which will be pro-
duced by Group W in association with
Woody Fraser Productions and B&E
Television Productions, will be offered
on a cash-plus-barter arrangement,
says Vane. Bob Hilton is host of the
half-hour strip. Regarding the sitcom,
Vane says three different scripts were
commissioned by Group W and Bris-
tol-Myers, which is a partner in the
venture, and one will be selected for a
pilot go-ahead.

Salem’s Children, a joint venture of
Group W and Taft Entertainment, re-
cently signed Martin Tahse, TV and
Broadway producer, to produce the pi-
lot. The Wil Shriner Show is being de-
signed for daytime, particularly for
early fringe. Shriner has been touring
major markets, polishing his hosting
skills on local shows. Details on Brave-
starr had been announced previously.

Radio City expansion

Radio City Music Hall Productions is
looking to expand its vistas, with plans
down the road to include heavier in-
volvement in the development and pro-
duction of network television, in pay-
TV, first-run syndication and to enter
the home video area. As its intitial step,
RCMPH has named Wayne Baruch as
vice president, West Coast operations,
as well as director of development at
Radio City Music Hall Television (T'V/
RADIO AGE, October 27). Baruch will
work with New York television division
vice president/executive producer, Ste-
ven Alper, and will specialize in TV de-
velopment, marketing and production.

In an interview both Alper and Ba-
ruch emphasize the TV division’s com-
mitment to all four areas. One added
bonus in their plans for the future is
Radio City Music Hall’s reputation as a
producer and developer of quality
stage shows, note both executives. On
the network end, at hand are ‘“‘pages
full of development reports,” says
Alper, and the company has already
approached ad agencies on two possi-
ble ad-sponsored specials designed to
meet the needs of the networks and the
advertisers.

The plan to market programs via ad-
vertiser support also pertains to pay
TV, which represents the next major
step in the building process at the divi-
sion. One special produced by the divi-
sion will go the Home Box Office route:
Christmas at Radio City Music Hall
will air on December 13 with repeats
during December. The one-hour spe-
cial features Joel Grey as host. The
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Programming/Production

(continued)

ventures represent the company’s first
wholly produced shows made exclu-
sively for HBO.

In first-run syndication. specials will
take priority initially, but plans call for
development of series as well, says Ba-
ruch. Here, too, contacts are being es-
tablished at ad agencies. In addition,
Baruch savs he will work with station
groups when it’s appropriate to do so.
Baruch says he expects to have some
product of both available for the 1988
NATPE convention, via a syndicator.

In home video, the division expects
to produce its own product for this af-
termarket under its own logo. Both ex-
ecutives feel that here, too, the Music
Hall name is important as being synon-
omous with credibility. While the home
video step is still in its early stages,
Baruch notes that discussions are un-
derway with three manufacturers of vi-
deocassettes.

Syndication shorts

D. L. Taftner/Ltd. has added 10 sta-
tions to its The Ted Knight Show line-
up for a total clearance of 108. Most
recent signings include WHTV(TV) Me-
ridian, KEYT-TV Santa Barbhara,
WMKW.TV Memphis, WNOL-TV New
Orleans and KRRT TV San Antonio.

Program Syndication Services has
sold Morning Stretch, half-hour strip
entering its seventh syndication vear,
to five markets. Giving the series a total
lineup of 106 markets are KECH-TV
Portland, wpasi-TVv Mobile, WTCS-TV
Savannah, KPRJ-TV Midland-Odessa
and WHSV.TV Harrisburg.

ITC Entertainment has acquired ex
clusive distribution rights outside the
US. to the four-hour miniseries, At

luthers Request, to debut on CRBS
Stefanie Powers stars in the drama

n a true story of a socialite who
ordered her son Lo kill her millionaire
father

Ihe n Upera Awards, two-hour
’ Program Part-
ners Corp. on a h-plus-barier basis
for iwo runs, has named Susan Lucei

Kevin Dobson as hosts of 5
9

King » Jeopardyl has ndded

13 markets and has been ronewed in
New licens de Kk vl

ka, KIRIS rpus Christi, KeTY
ints i and K1y Duluith

ITC Entertainment's Volume Six

n 16 motion pictures, hos

id 9 markets, including
ixht o 10, Sales Include K H
] Angeles, w v Chicago
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WPVI-TV Philadelphia, WBZ-TvV Bos-
ton and WXYZ-TV Detroit. Among the
films are Amos, Malice in Wonder-
land, Not My Kid and Deadly Encoun-
ter.

Harmony Gold has acquired the in-
ternational rights to The Rose of Bagh-
dad, award-winning animation film,
which features the voice of Julie An-
drews. Baghdad was one of the first
animated features produced in Italy af-
ter World War II.

The Television Program Source will
distribute Parole Board, a Columbia
Pictures Television production, to be
available to stations beginning in Janu-
ary. The half-hour strip is designed
mainly for early or late fringe. Two sto-
ries will air each day, and are based on
actual stories and transcripts of crimi-
nals seeking parole, with the audience
voting before the parole board’s deci-
sion.

All American Television will distrib-
ute The Boy King for the second year.
Window for the special is January 12—
February 8, 1987.

New Embassy prez

Barry Thurston, newly appointed pres-
ident of Embassy Communications, is
looking forward to his post at the helm
of the company. In an interview, Thur-
ston says Embassy is a first-rate com-
pany with “great product flow.” He
says he expects to learn and to contrib-
ute more to the momentum of Embas-
sy. He cites the success of Facts of Life
and Stiver Spoons in ratings and antic-
ipates that more successes will follow in
the off-network area with Who's the
Boss? |n features, Thurston says Em-
bassy is preparing a new volume in its
Embassy Night at the Movies, which
will be ready for the coming NATPE.

-
Barry Thurston

Fhursion joined Embasay in May
198 vice president, domeatic syndi
cation, nfter 12 years al. Field Comimny-
nientions. AL Field, as vice president,
programming, for the atation group,
Phurston acquired and developed sev
oral nward winning kid programs and
the miniseries Blood & loror, He was
a co-develaper of Inapecior Gadget

He began his broadcast career in
New York at Sports Network Inc. and
over succeeding years worked in vari-
ous areas, joining Field (then Kaiser
Broadcasting) in 1965 in Philadelphia
as WKBS-TV'’s first prograrr, manager.
Later, he was named director of pro-
gramming for all Field stations and be-
came VP, programming, for the group
in 1971.

Haimovitz, Hughes posts

Jules Haimovitz has been named presi-
dent of the Viacom Networks Group.
Haimovitz, who has been president of
the Viacom Entertainment Group
since July, 1985, will be succeeded by
Paul M. Hughes. Haimovitz will have
overall responsibility for the Group’s
operations. These include operating
Showtime/The Movie Channel, as well
as supplying TV programming to com-
mercial establishments and owners of
home satellite dishes, and MTV Net-
works.

Jules Haimovitz Paul M. Hughes

Haimovitz joined Viacom in 1976 as
director, planning and administration
for pay television. He later held a num-
ber of management positions at Show-
time and from 1981-83, Haimovitz was
vice president of Viacom International.
He was appointed executive vice presi-
dent of the Viacom Entertainment
yroup in 1983 and became Group pres-
ident in 1985.

Hughes, in addition to his new post,
will retain his position as president of
the Viacom Broadcast Group. Before
his appointment as head of the VBG in
1982. 1 fughes was appointed president,
general manager of Wy 1TV New Brit-
ain-Hartford-New Haven, in 1978, the
year the company bought the station,
Before thai, Hughes was an executive
vice president of ‘'eleRep and vice
president, general manager of several
TV stations.

Mattel forms syndication

Mattel Tove hae formed MUS fnter
tainment, a television syndication disi.
sion. To be hended by John M. Weems
as vice president of entertainment at
Matisl, the division wil] debut ita lirst
reriea with two weekly ptograms for the
fall, 1987. One will be /he Aarbie 'V

Television/Radio Age, November 10, 1986
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Magazine, a weekend magazine format
with a blend of entertainment and in-
formation, for young viewers and par-
ents. The other property, Captain
Power and the Soldiers of Fortune, will
move to a strip in the fall, 1988. Power
is described as a combination of com-
puter character animation and live ac-
tion.

Gayle Dickie

MTS has made several appoint-
ments in conjunction with its forma-
tion. Gayle Dickie becomes director of
Western regional sales, Bette Alofsin
director of East Coast sales and Mi-
chael Caponi director of midwestern
regional sales. Dickie was with Fries
Entertainment, Alofsin was Eastern
sales manager at Fries and Caponi

most recently was with the midwestern
division of MGM/UA Entertainment.

Fries quarter results

Fries Entertainment has reported
gains in revenues but a net loss for the
first quarter ended August 31. Reve-
nues rose to $5,835,000 from $4,570,000
in the similar period last year. A net
loss of $113,000 was recorded, com-
pared to net earnings of $205,000 for
the similar period in 1985. Interest
costs incurred on the company’s recent
debenture offering were cited as the
primary reasons for the loss. Had it not
been for these costs, says Fries, the cur-
rent quarter’s net results would have
exceeded the profits of the 1985 three-
month period.

Zooming in on people

Jeffrey R. Ruhe has been named to the
newly created position of senior vice
president at King World. Before joining
KW, Ruhe was with ABC sports for 11
years, most recently as vice president
of programming. He joined ABC as a
production assistant and later was as-
sistant to the then president of ABC
News and Sports, Roone Arledge.
Robert J. Williamson, former presi-
dent of RKO General’s radio and tele-
vision divisions, has joined New Centu-
ry Telecommunications as vice presi-
dent/sales. After his RKO stint in 1982,
Williamson was in the station acquisi-

tion business for three years. Earlier in
his career, Williamson was vice presi-
dent/general manager at WOR-TV New
York and moved to WNAC-TV, CBS af-
filiate in Boston in 1979.

Robert J. Williamson

Group W Productions has estab-
lished a regional sales structure and
has named executives to head depart-
ments in New York, Chicago and Los
Angeles. Peter Gimber has been pro-
moted to Eastern region manager,
based in New York; Thomas R. Will,
Central region manager, Chicago; and
David Jacquemin, Western region
manager, Los Angeles. Gimber first
joined Group W in 1978. Will came to
Group W in February from Seltel; and
Jacquemin had been with Columbia
Pictures Television as executive for the
Northeast region before joining Group
W in April.

Christopher Egolf has been named
vice president, MGM/UA International
Television Syndication. He joins the
company from Embassy Communica-
tions where he was director, interna-
tional sales, for eight years.

Paul A. Sumi has been named direc-
tor of research at Fries Distribution Co.
He has been at Paramount Pictures,
where for the past five years he was
senior research analyst.

Douglas P. Parker has been appoint-
ed to the new post of director of opera-
tions at D. L. Taffner Ltd. He joined
Taffner in 1982 from Viacom Interna-
tional, where he was manager, interna-
tional and domestic technical facilities.

Steve Hackett has joined Columbia
Pictures Television Domestic Distribu-
tion as head of the Dallas sales office.
He was account executive at Blair En-
tertainment for three years.

Roger B. Adams has been appointed
to the newly created position of senior
vice president, national sales manager
at The Entertainment Network. Adams
was senior vice president/national sales
manager at King World Enterprises
from March, 1983 to October, 1986. Be-
fore that, Adams was eastern division

' sales vice president and director of re-

search at Orion Pictures Television.

Dan Greenblatt has been retained by
Tribune Entertainment to develop
marketing and sales plans and coordi-
nate certain sales activities for Tribune
Entertainment programs. Initially, he
will concentrate on Geraldo Live!,
cash/barter offering to be introduced
at NATPE 1987. Currently, Greenblatt
is president of Upscale TV Produc-
tions, broadcasting and programming
consultant firm. He joined LBS Com-
munications in 1983 as executive vice
president. When he left LBS in 1986 to
form Upscale, Greenblatt was LBS TV
marketing group president.

L

an Greenblatt

Kunkel to TeleVentures

TeleVentures has named William A.
Kunkel IV as president of domestic
distribution. TeleVentures is an inter-
national distribution company formed
by Stephen J. Cannell Productions,
Witt/Thomas/Harris Productions and

-

Wartime Classics for Veteran’s Day
FAREWELL TO ARMS, GUNG HO! and SEVEN SAMURAI -

260 CLASSIC MOTION PICTURES from CABLE FILMS
Cable Classics for PPV, L/O and PBS
Known by the companies we keep

CABLE
FILMS

Country Club Station

Herbert Miller, Executive V.P.
1986 Our 10th Anniversary Year

913-362-2804

Kansas City, MO 64113

Television/Radio Age, November 10, 1986
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Progfamming/Production

(continued)

Tri-Star Pictures. Prior to joining
TeleVentures, Kunkel was vice presi-
dent of marketing and sales at Tribune
Entertainment/Tribune Co., where he
headed sales and marketing of Tribune
Entertainment properties and co-ven-
tures.

He began his career in TV with
MGM, where he eventually became
general sales manager, domestic sales

for MGM/UA.

Viacom joins shop net

Cable Value Network, the shopping
channel that began as a partnership be-
tween MSO Tele-Communications Inc.
and the C.0.M.B. Co., a merchandiser
specializing in closeouts, has taken on
Viacom Cable as another MSO equity
partner.

The service now has some 16 MSO
equity partners who have committed
channel space to the channel, which be-
gan cablecasting a 24-hour day on Sep
tember.

WTBS strips sitcoms

Superstation WTBS has begun to strip
two of its four original situation come-
ies, The move is in conjunction with
reation of a new late afternocon Mon
day -Friday lineup
From 5:35 wo 6:05 (£T), WTBS airs
encore episodes of Rocky Road. Safe at
Home episodes air Tuesday-Friday
from 6:35-7:05 p.m., with first-run epi
les of Down to Earth remaining in
the current position of Mondays from
6 p.m. BT
Gilligan's Island, which came to
WTHBS September 1, now airs Mon
lay-¥riday from 5:05-5:35 p.m. The

New Leave It to Beaver continues to
air M ys from 6:05-8:35 p.rn., with
' on Sundays, 6:30-7 p.m

Nick kid review show

Nickglodeon st 4 p.m. debuts Hated K
For Kids by Kida, what it terms “the
first movie review showmade just for

I'he half-hour show, produced in

h New York at Windsor Tota)
Video ted by four vers whe
e their picks and pans on movie re
home video and pay cable title
w show also fenturen film clips and
behind-th features
100

Showtime caption push
Showtime, which was the first satellite
network to make closed-captioned pro-
gramming available to its subscribers,
is producing two public service an-
nouncements to inform viewers that
closed captioning is widely available
and easy to access.

The spots feature Showtime movie
reviewer Bill Harris and actress Shelley
Duvall, who encourage viewers to
phone the National Captioning Insti-
tute for information on how to obtain a
special decoder. They remind viewers
that some 160 hours of TV program-
ming, broadcast and cable, are closed-
captioned.

Those who heed the advice will get a
$40 discount on the units, which retail
for about $200. The promotional spots
also are available to broadcast stations.

Lifetime holiday fare

Lifetime Cable Network plans over a
month of programming on holiday
themes, titled Once Upon a Lifetime:
A Christmas Fantasy, starting Novem-
ber 27.

Programming vice president Chuck
Gingold says the package contains over
68 hours of programming devoted to
Thanksgiving, Christmas and the Jew-
ish festival ot Chanukah. It includes
exclusive rational coverage of the Phil-
adelphia Thanksgiving Day and New
Year's Mummers parades. The
Thanksgiving Day parade coverage will
come from ABC-TV atfiliate WPVI.TV
while the Mummers parade is being
picked up from KyYW.Tv,

lLifetime hopes to use the themed ap-
proach to repeat the ratings success it
had with its coverage of the recent roy-
al wedding in Great, Britain.

USA plugged in hit film

Careful viewers of the new hit theatri-
cal film, The Color of Money, wili see a
flecting piece of cable's USA Network
and its zaniest personality, Command-
er USA,

'he commander, who introduces
films on his Saturday at noon Groouvie
Muouvies slot, pops up on the tube in a
motel scene in the Paul Newman-Tom
Cruise film

pome viozo
Republic in film buy

Republic Pictures has acquired Lhe
home video rights to five TV 1novier

from ABC Circle Filma. 7V he films, in
the action/adventure/suspense genre,

are Reflections of Murder, which stars
Tuesday Weld and Sam Waterston;
Pursuit, starring E. G. Marshall;
Snatched, featuring Howard Duff;
Pray for the Wildcats, with Andy Grif-
fith; and The President’s Plane Is
Missing, starring Buddy Ebsen. The
videocassettes will be released in early
1987.

The acquisition, according to Nick
Draklich, vice president, home enter-
tainment, marks the heginning of an
aggressive new campaign to add quali-
ty contemporary product to the com-
pany’s extensive classic library.

G.G. Video formed

G.G. Communications has formed a
home video distribution subsidiary,
G.G. Video. G.G. Communications is a
distributor of products to theaters and
to stores. Initial release will be Fishing
USA, movie starring R. V. “Gadabout”
Gaddis. G.G. Video will release two ad-
ditional cassettes starring Gaddis in
January.

Paramount releases

Paramount Home Video will release in
December the first comedy series cre-
ated specially for home video. The first
program in the series, Paramount
Comedy Theater, will star Howie Man-
del in Well Developed. Other comedy
coming up the same month at Para-
mount are the tirst three videocassette
volumes from the BBC TV series,
Monty Python's Flving Circus.

Coca-Cola purchase

As expected, the Coca-Cola Co. has
completed the sale of Embassy Home
Entertainment to Nelson Entertain-
ment In¢., the U.S. subsidiary of Nel-
son Holding International L.td. The de-
finitive sale agreement was announced
on August 5.

Pacific Arts campaign

Pacific Arts Video has set a co-promo-
tional campaign with The Cousteau
Society on PAV's release of the first
four cassettes in the 10-program series,
e Underseas World of Jacques
Cousteau. According to Robert, Fead,
president of PAV, all cassettes in the
series will be packaged with Cousteau
Society membership applications to
encourage individunl sponsorship of
the group. [naddition, PAV wili supply
Underseas World cassettes at a pre:
ferred distributor cost to ghe society for
sule Lo iix members. All proceeds will go
toward the society's worldwide drive to
‘Suve Our Warer Planet.”

T'alevision/Radio Age, November 10, 1986
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Commercials

‘Nearer’ to home

A Louisiana electronic banking service
went from a 17 per cent awareness level
to a 75 per cent advertising recall
among adults as a result of a campaign
dubbing the service the “Near” net-
work and endowing it with some fanci

ful frills. Approximately $1 million was
spent on TV, radio, newspapers, out-
door and collateral materials in the
campaign for Linc (Louisiana Inter-
change Network Committee) Switch
out of Cargill, Wilson & Acree, Atlanta,
a subsidiary of The Ominicom Group.

Linc Switch, which became opera-
tional last March, is owned by 10 bank
holding companies in Louisiana, and
over 55 independent financial institu-
tions participate in the Near network.
According to CW&A senior vice presi-
dent/creative director Harris Milligan,
“Our goal was to introduce a new ATM
network from the ground up by letting
consumers know it was all over town.
So we named it ‘Near,” designed the
logo and built creative around the na-
me.”

In the TV commercial, a 30, an an-
nouncer asks, “When you need cash,
wouldn’t it be nice to use the first cash
machine you see?” Then the man in the
commercial is exposed to a machine
that plays a few bars of “You're in the
Money,” says “Thank you,” hands him
the money with a white-gloved hand
and pops the cork on a bottle of cham-
pagne. The voiceover advises that, if
the viewer’s bank is part of the Near
network, he can use his current ATM
card at any Near cash machine around
town, even if it’s not his bank.

One of the three radio 60s has a
young man taking a date out in a car
that not only is outfitted with a wet bar
but also an automatic cash machine.
His date informs him the latter is un-
necessary because the Near symbol can
be found on machines all over town.
When she informs him her other dates
all get their cash from Near ma-
chines—*‘big wads of it”—he suddenly
remembers he has to rearrange his un-
derwear drawer that night and that his
cat needs him.

The campaign was directed to resi-
dents of Baton Rouge, Shreveport,
Monroe and Lake Charles, and agency
vice president/account supervisor Tom
Scott says tentative plans to run it in
new Orleans, Lafayette and Alexandria
early in 1987 are being examined. He
adds that the agency will enter the
campaign in local, regional and nation-
al awards competitions.

To test the campaign’s effectiveness,

I i ivcriising Directory of
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2” Problem Tapes?

Restore & Remaster On 1”
Over 200 Restorations Completed
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Commercials (continued)

Linc Switch employed the research
firm of Robert S. Miller Associates.
Not only did the research disclose an
advertising recall of 75 per cent among
adults (with media bought to reach 82
per cent of the market), but 46 per cent
of all adults said the advertising made
them more interested in Near.

This far exceeds the goals originally
projected, according to Linc Switch
sales and marketing manager Gerald
Cunningham. He adds, “The message
we're using at the end of all our adver-
tising is, ‘Now we've put all your money
right where you want it—near.” We re-
searched the name, and the connota-
tion is just what the customer wants
from an ATM. We say in the advertis-
ing, ‘Whenever, wherever you need
cash around town, look for the Near
sign.” Again, we're promoting the local
access. The idea is we are where you
can’t miss us—and that message has
come across.”

Monster unfurled

Reynolds Plastic Wrap portrays its
competition as a monster with a “*mind
of its own" in; a TV 30 to promote its
own product’s smooth roliout and abili-
ty to “cling where it is supposed to
cling.” Upbeat "“monster” music backs
the commercial out of J. Walter
Thompson/New York

In the spot, an astounded homemak
er watches a competing brand roll from
1its container and twirl out of control to
seize kitchen appliances, utensils, fur-
niture and tfood. The high point of the
new spot is a view ol the huge, matted
mound of plastic wrap and its impris-
oned contents.

[Lee Kovel was creative director for
the campaign. Others on the JWT team
included Len Fink, associate creative
director and art director; Drake Spark
man, associate creative director; and
Lori Korchek, copywriter. Sid Horn
was agency producer, and Power &
Light, New York, was the production
houge. Music production house was
Crushing/Joey Levine, New York, with

avid Wolfert composing the theme

Shaking it up

A Carmen Mirands clone appears in o
ngw 30 out of Venei Advertising and
directed by Dominick Rossetti iniro
ducing Goody T'wo Shakes, n yogurt
shake nold in a reusable plasiic con
tainer. P’lnying on the iden of adding
milk ond glving it some shakes, the

razilinn bombmhell, weating a turban

pped with fruit and subsequently
Goody T'wo Shaken containers, domon

strates, in a Busby Berkeley-style pro-
duction, that she knows how to shake
it. She closes with the message, . . . if
you can shake it, you can make it.”

The commercial has been launched
in New York and Philadelphia in an-
ticipation of a national rollout. The
product is from Miami-based To-Fit-
ness, Inc., which specializes in taking
America’s most popular foods and
making them more appealing by mak-
ing them nutritious. The shake line
currently has five fruit flavors, with
each container holding individual serv-
ing packets to create two shakes.

‘Before and Afrin’

Not satisfied with having fielded the
leading nasal spray without major con-
sumer advertising, Schering Corp. has
launched a new TV campaign through
Ketchum Advertising to make its Afrin
the “top of the mind” consumer brand
as well. The 10-year-old remedy re-
portedly became the leader through
trade promotion and doctor and phar-
macist recommendations.

Says Dean Schwartz, senior vice
president at Ketchum’s New York of-
fice, “We anticipate this campaign will
make Afrin the most remembered and
by far the most purchased nasal spray
on the market.” The TV spot, in both 30
and 15 formats, plays off the before and
after concept, showing people having
trouble breathing, a spraying Afrin
container and finally a smiling custom-
er, with voiceovers and titles stating
“betore and Afrin.”’ The campaign also
is designed to help introduce the
brand's new premeasured pump bottle.

Leaving a sour taste

Land O’l.akes, Inc., in TV commercials
for its new Lean Cream sour cream and
natural dairy blend, is withdrawing a
claim that 1t certainly tastes every bit
as good™ as regular sour cream. A com-
mercial created by Campbell-Mitchum
Advertising/Minneapolis was investi-
gated by the National Advertising Di-
vision of the Council of Better Business
Bureaus as a result of a competitor's
complamt, leading to Land O’'lLakes’
voluntary action,

The advertiser provided test results
showing three quarters of panelists
agreed that Lean Cream matched sour
cream in {lavor, 7'ests comparing it to
leading sour creams also showed it has
the kev characteristics of sour cream.
The commpetitor provided tests, though,
which showed the majority of those
sampling ite gour cream and Lean
Cream preferred the sour crean,

NAD agreed that the phruses, "a
whole new kind of sour c¢rewm® and

'elevision/Radio Age, November 10, 1986
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VIDEO DUB INC.
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COMPANIES—your tele-
vision prospects read
Television/ Radio Age.
Reach them effectively in
these columns. For infor-
mation call in New York,
(212) 757-8400.

“just half the fat and all the flavor”
accurately described the new product

Burrell tops at CEBA

Burrell Advertising, Chicago, was the
top winner in broadcast advertising
categories as well as overall in the re-
cent CEBA (Communications Excel-
lence to Black Audiences) Awards,
with more than 1,500 attending cere-
monies at the New York Hilton. Bur-
rell was the only agency to cop two
awards of excellence in TV advertising,
and it also won one of the top awards in
radio. Overall, it took 86 honors.
Mingo-Jones Advertising took two in
radio.

Burrell spots winning top honors
were, on TV, “First Glasses’ for
McDonald’s and “Reporter” for John-
son Products, and, on radio, a doo-wop
commercial for McDonald’s promoting
the McDLT.

Other agencies winning top-of-cate-
gory awards for TV commercials were
D’Arcy Masius Benton & Bowles, N W
Ayer, BBDO, and Young & Rubicam.
Others taking top radio awards were
Lockhart & Pettus, Needham Harper
Worldwide, Vince Cutler’s Advertising
Agency, BBDO and Dawson, Johns &
Black.

The 1986 competition attracted
more than 1,700 entries.

Adding emotion

Graphically conveyed emotional ele-
ments comprise the new look in TV
commercials just breaking for the
March of Dimes Birth Defects Founda-
tion. The new campaign, including four
15s and 30s for TV, was undertaken by
the Al Kahn Group, New York, which
describes itself as a creative think tank
involved in image building in advertis-
ing, corporate identity, packaging and
conceptual design.

The campaign features two pregnant
women smoking cigarettes with alco-

" holic drinks in hand. One asks, “Are

you hoping for a boy or a girl?” The
other replies, “I don’t care. I just hope
it’s healthy.” After an announcer
voiceover stating, ‘“Hoping is not
enough. Don’t smoke or drink while
you're pregnant,” a child’s voice is
heard saying, “Mommy, don’t.” In one
TV spot, a baby’s pacifier turns into a
burning cigarette.

“This campaign has been 18 months
in the making,” says Al Kahn, presi-
dent of the organization. “We began
with in-depth research and interviews
with pregnant teens and women, pri-
marily from minority groups and edu-
cationally disadvantaged, but also
from the suburban middle class.”

|
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Wall Street Report

' Network movie deals
heart of Robert Halmi’s
' revenue growth potential

The slight dip in revenues and net income for Robert
Halmi, Inc. in its first fiscal quarter ended August 31,
1986. hardly gives a picture of its true potential. For
one thing, the independent producer of TV and fea-
ture films claims a backlog of committed productions
for delivery in the next 12 months at more than $30
million. And in its last fiscal year, the company, trad-
ed over the American Stock Exchange, had a gain in
net income of 267 per cent on a revenue gain of 121.8
per cent.

Net income for the quarter was $978,000, or 5 cents
per share, primary, and 4 cents, fully diluted, on rev-
enues of $6,018,000. This compares with a year earli-
er first quarter with net income of $1,381,000, or 8
cents per share primary and fully diluted, on reve-
nues of $6,274,000. Per share results are based on
21,719,000 average common shares outstanding, pri-
mary, and 24,741,000 shares. fully diluted, in the
1986 quarter, up from 17,323,000, primary and fully
diluted, in the year-ago period.

Revenues for the 1986 first quarter came from de-
livery of Barnum, a CBS-TV movie starring Burt
Lancaster, and the first 10 episodes of the 24-episode
action-adventure series, William Tell, for first-run
syndication. Accounting for $9 million of the $30 mil-
lion backlog are two recently announced projects:
Ford, a four-hour miniseries on Henry Ford, is slated
to air next April 27 on Operation Prime Time and
will generate $6 million in revenues; Pals, a CBS-TV
Movie of the Week starring George C. Scott and Don
Ameche, is scheduled to air next February and gener-
ate at least $3 million in revenues in fiscal 1987.

Full year’s results

For the fiscal year ended May 31, 1986, the company
reported net income of $2,830,000, or 16 cents per
share, primary, and 15 cents, fully diluted, compared
with the previous vear's $771,000, or 5 cents, primary
and fully diluted. Revenues amounted to $17,254,000
compared with $7,751,000.
Halmi recently completed placement of $15 million
n convertible subordinated debt due September,
convertible into common shares at 47, per
hare. Drexel Burnham Lambert acted s placement
ﬂg ]
'he company has entered into an ggreement with
rolier, {n¢., and Hal Roach Studios to form n joint
enture called Grolier Home Video, with each part
ner owming 8 third and sharing expenses and income
equally. The new company was expected Lo produce
programming initially for distribution through direct
marketing. Halmi will produce programining from
ral controlled by Grolier and others, covering
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various subjects for children and adults. Roach will
be responsible for manufacturing and will have rights
for non-direct marketing distribution.

Some other arrangements with Roach were ap-
proved at a special shareholder meeting last June.
HRS acquired 2,248,767 unregistered common shares
and the company’s $4.5 million 10 per cent convert-
ible subordinated debenture, due June 9, 1998, giving
Roach the right to increase its ownership to approxi-
mately 21 per.cent of the company’s common shares.
Also Halmi and HRS entered into a production/dis-
tribution agreement where HRS will have certain ex-

Robert Halfhi, Inc.

For the three months ended

8/31/86 8731/85

Revenues $ 6,018,000 $ 6,274,000
Income before pro- '

vision for income

taxes 1,665,000 1,699,000
Net income 978,000 1,381,000
Earnings per share:

Primary .05 .08

Fully diluted .04 .08

Weighted average number of shares outstanding:

8/31/86 8/31/85
Primary 21,719,000 17,323,000
Fully diluted 24,741,000 17,323,000

clusive distribution rights to the company’s film
properties. HRS, in return, granted Halmi a right of
first negotiation/matching last refusal to produce cer-
tain of HRS' film properties. The two companies also
entered into mutual standstill and voting agreements
which will give Roach the right to nominate two
members to the company’s board ot directors, and
HRS was also granted certain registration rights in
Halmi’s common shares.

TV movies dominate

A significant majority of the company's revenues
since 1979 have come from network made-for-1v
movies. Between '79 and the end of the last fiscal
year, the company produced or arranged for produe-
tion of L4 network movies, 25 episodes of the network
series Nurse, seven 'V specials, three animated chil-
dren’s motion pictures, three v pilots, one miniser-
tes for first-ruh syndication and four motion pictures
for initial theatrical release.

Halmi is also well involved in international co-pro-
duction. The initial 24 episodes of Willitam Tell are
heing Nnanced by a French/English co-production
aind distribution ndvances from HRS. [t the syndicat-
ed series gets sufficient ratings, Halmi reports, it will
produce up to 18 additional episodes. The company
has produced one made-for 'V movie in Canada with
a Canadian crew and has completed three animated
c¢hildren’s v specials under an agreement, with a
Hungarian animatlion company.

Telenision/Radio Age, November 10, 1986
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“Determining fair market
value 1snt just an vory tower
exercise at CEA.

“Every financial situation is different. Each station offers a unique set of opportunities.
And challenges. CEA looks at much more than one or two parameters in assessing the financial
feasibility of an investment. We look at the whole picture.

Historical data. Published information. Industry resources. We make use of every source
available, taking into account the constant
changes in the marketplace. And using our
own professional knowledge and experience as
a guideline.

We also talk to the people closest to
the situation. A station manager, for example,
can be a very important resource because he
knows his own territory better than anyone else.

We ask questions. Investigate. And,
most important, listen.

Then CEA brokers and financial ana-
lysts compile all this information into a
presentation that’s clear, concise and func-
tional. These presentations play a major role
in every transaction. They're not just ivory
tower exercises.

And CEA handles every aspect of every transaction for our clients’ best interest. Even the
most complex financing involving equity and debt placements.

Whether it’s for a stand-alone transaction, or as part of a larger financing or broker
arrangement, CEA delivers much more than the data. We turn the facts intc accurate, effective
information that can help clients make sound investment decisions. Our valuations and financial
analyses are the springboard for action. And for success’

DENNIS R. ECKHOUT '
Senior Broudcast

Analyst

Prior to joining CEA,
Dennis Eckhout
served as Senior
Financial Analyst for
Frazier, Gross and
Kadlec, Inc., and has
worked as an inde-
pendent consultant
in market and

station analysis.

1133 20th St., N.W., Suite 260

Washington, DC 20036 202/778-1400 GB

Diane Healey Linen, Sr. Vice President — Broadcast Services

Kent M. Phillips, St. Vice President & Managing Director COM MUN IC ATIOHS

Glenn Serafin, Director — Radio Broadcast Services

n EQUITY

A is a member of the National Association of

Securities Dealers, Inc. and all its professional ASSOCIATES

associates are licensed by the NASD. Investment Banking, Financial and Brokerage Services
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CC/ABC’s John Watkins

Spot TV (from page 73)

sarily reflect the flow of ad revenues,
but rather such factors as overspending
on programming or indies going into
markets where ad revenues are insuffi-
cient to support them. What’sseen as a
coming shakeout of the newer indies is
thus another layer of problems on top
of the slowing ad stream.

Meanwhile, reps are generally figur-
ing that fourth quarter billings, unless
things improve suddenly, will continue
at the modest level of the third quarter,
or even below it. John “Jay” Walters,
president of Harrington, Righter &
Parsons, looking at spot business over-
all, estimates a “reliahle figure" at 7 per
cent over the 1985 summer quarter,
‘maybe eight.”

(TV Business Barometer's estimate
for spot time sales in third quarter was
$1,410.9 million, up 8.8 per cent over
‘85, including an unusual gap between

Rep firms are
generally fisuring
that fourth quarter
billings wnll
continue at the
maodest level of

the third quarter.

the performance of larger and smaller
tatic with larger stations up by a
shle smount and smaller station
n by u slzenble amount. (he TV
meter roegy On page o
Examining the fourth quarter fig
1o date, Walters xaid, late in Oeto
rot he first month of the quarter
would end up with an incrense of about
r cont. This excludes polities) nd
er g, i per HIUP' usual inethod
4 nnial but Walter
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NBC-TV Spot Sales’ Bud Hirsch

a “low double digit” rise in spot busi-
ness with political included. As for No-
vember, he expects it to be flat com-
pared with last year.

(This estimate also excludes political
ads, which could be a factor, since the
November Standard Broadcast Month
(sBM) includes the last five days of Oc-
tober. Another factor to be taken into
account is that the November SBM is
five weeks this year vs. four weeks for
the November, '85, SBM.)

Blair’s Schwartz, speaking about his
own compnay, puts the third quarter
increase at 7 per cent, with August
strong. Blair had a good month in Octo-
ber, reaching a rise of around 15 per
cent. November should be a tair month,
though not as good as October,
Schwartz believes, and, after SBA ad-
justment, Blair might settle in at about
8 per cent up. As tor December, it's too
early to tell.

Goulazian says Katz Television did

Jightly better” than its projected 7
per cent increase in the third quarter,
with Katz's medium and small stations

enerally doing better than ils larger
clients. The Katz TV top executive re-
ports that spot rates were “unsltable” in
some of the larger markets affected by
rising indie competition, with packag-
ing of apots being especially “aggres
sive
tion of the cream of the inventoryin the
packaging. However, in some of the
smaller markets, rates were ‘nctually
pushed up," according 10 Goulazian.

0&0’s gaining

Among the 0&0 reps, NBC's Hirach
reports a strong third quarter, with na-
tional business winony the five owned
outlets averaging an increage of 11 per
cent. The healithy showing, Hirsch
notes, hud more Lthan something to do
with NBC's primetime lendership.
Mowever, he anys the N13C-owned stn,
tions performed unevenly, with, for

imcluding the routine incorpora-

some reason, stations on both coasts
(New York, Washington and Los Ange-
les) doing better than the Midwest out-
lets (Chicago and Cleveland).

October sales opened strong and
Hirsch saw a final increase (this esti-
mate was made during the third week
of October) of more than 15 per cent.
Early indications about November,
however, have not been promising,
Hirsch relates.

John Watkins, president of Capital
Cities/ABC National Television Sales,
reports that the four core ABC-owned
outlets were up 11 per cent during the
summer quarter and sees the same
group of four up 9 per cent in the fourth
quarter. Adding in the four Capcities
outlets, which will soon be under his
wing, Watkins estimates a rise of 8 per
cent for all eight stations in the final '86
quarter. If local is included, the eight
stations could well reach an increase of
10 per cent, the ABC station boss esti-
mates.

Boosting all these figures, Watkins
points out, is the “‘phenomenal” pace of
business in Los Angeles, which is af-
fecting all TV stations, he adds. On the
other hand, his Houston station is “off
a little.™

As for underlying long-term trends,
reps differ in their assessments when
asked about indications from agency
executives that sales promotion, par-
ticularly couponing, is undergoing vig-
orous growth and thereby draining
money from commissionable media, in-
cluding spot Tv.

Goulazian believes couponing has
“diverted” some money from spot TV.
Schwartz, noting that promotion dol-
lars have always exceeded advertising
dollars by a wide margin, hasn't noted
any obvious change in the ratio of sales
promotion expenditures. Walters,
while he feels it's hard to pinpoint a
direct connection between sales pro-
motion and spot TV dollars, sees a “‘so-
lid" trend toward using promotion dol-
lars “to buy share.” Hirsch argues that,
in the end, sales promotion etforts
could end up as retail advertising, such
as more vendor support money and
higher case allowances in co-op plans.
Oken agrees Lhat sales promotion is in-
creasing and cites as evidence the fact
that major agencies are buying or es-
tablishing sales promotion capabilities
as n hedge against lost media commis
sions and fees. But, he emphasizes that
all media are attected by sales promo-
Lion pressures.

Whatever the current and eventual
impact of sales promotion, there are
alno other factors that are putting pres-
sure on spot TV, not the least of which
ure the newer competitive media and
media forme. Spot ihus (aces o future
in whieh it will have to fight harder for
ita share of ndvertiaing dollars. [u]

Television/Radio Age, November 10, 1986
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Keys (from page 71)

MMT, he is using the same technique
to stimulate spot business by “building
a network of a particular retailer’s mar-
kets.” In putting together these broad-
er vendor programs, he adds, “you can
even build a network within a network.
For instance, a retailer might want Chi-
cago, Detroit and Minneapolis only.”

There are two kinds of vendors, Eck-
stejin points out: “Those that know
television and those that haven’t used
television.” With the latter group, he
says, it is particularly important to
work with the retailer (and his agency)
and establish the creative thrust before
the vendor contact is made.

A technique used in the formative
days of television to attract national

. dollars is resurfacing-—cultivation of

“We have done
a lot of work
lately, says
CC/ABC’s Keith
Ritter, “helping
people who were
heavy print users
understand how
broadcast can be
used as
efficiently as
print.”

such contacts as regional sales manag-
ers and local distributors to get mar-
kets recommended back at national
headquarters.

Says Ron Collins, president and gen-
eral manager of KAKE-TV Wichita-
Hutchinson: “When 1 first started in
this business 30 years ago, we had to
know these people—food brokers, re-
gional sales managers. Then, because
of all the wonderful things that hap-
pened to television, we got away from
it. Now, with the fractionalization,
we’re getting back into it.”

Collins, who until recently was vice
president and general sales manager of
KRON-TV San Francisco (both KRON-
TV and KAKE-TV are owned by Chroni-

' cle Broadcasting), is a member of

TvB’s Sales Advisory Committee and
recalls that at the last SAC meeting in
September a breakout session was de-

voted to this topic. He says the subject

will probably be discussed in the not-
too-distant future at a joint meeting of
SAC and NSAC, the TvB National
Sales Advisory Committee made up of
the major reps.

Lynn Fairbanks, vice president &
general manager of WAWS(TV) Jack-
sonville, who is chairman of the SAC
Committee, agrees with Collins that
“We have to get back in touch with
people such as district managers and
brokers. At the September meeting,
some sales managers had success sto-
ries in developing national dollars
through that avenue.”

e

One station that has found this tech-
nique effective is WDBJ-TV Roanoke-
Lynchburg. As previously reported,
(Spot Report, May 12), WDBJ-TV invit-
ed the Roanoke Food Brokers Associa-
tion to hold regular monthly meeting at
the station. Said Mel Mayfield, direc-
tor of research: “We provided lunch,
and following that, we did a full-blown
30-45-minute presentation. They rep-
resented 13 member firms, which, in
turn, represented approximately 400
companies.

“About two weeks later, we decided
to invite a similar group of national

STATION

low cost,
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PRODUCTIONS
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DON’T SETTLE FOR
JUST YOUR SHARE.

Move up on the graph with GVC'’s Spot Information Series,
adistinctive new product geared to generate new adver-
tising dollars, and more of them.

STATION

C

GVC's Spot Information Series give a national look to lo-
cal commercials. You get market exclusivity at amazingly

Don't settle for just your share of the budget. Lock up more
with GVC’s Spot Information.Series.
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NEWS SOURCE, INC. JACK HANSEN e (612) 474-1064
JOHN LEHMAN e (203) 637-4226

Television/Radio Age, November 10, 1986
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““The competition from cable, the

flat advertising economy, the
reality of 15s are all creating

manufacturers representatives for a
similar presentation. These were field
reps who report to district managers
for companies such as Colgate, Hormel,
Hygrade. You make your station the
resource in the market for these com-
panies for qualitative data about their
clients. They then automatically rec-
ommend your station for the largest
share of company budgets.”

Emerging categories

Identifying growth categories, of
course, has been an activity that both
reps and stations have been involved in
for sometime. However, in the current
advertising climate that effort has been
intensified.

At Blair Television, which estab-
lished a Market Development division
in 1977, a major focus, according to Fp-
stein, 18 “to target new-to-television
categories and new products that are
for development.” Blair tracks
new, emerging companies and moni
tors spending levels of existing catego
ries and companies. To do this, the rep

a variety of sources including
leading National Advertisers (JLNA),
Broadcast Advertisers Reports (BAR),
Market Research Bureau
SMKB) and material provided hy

ripe

N T O T

n addition, says Jack Poor, Blair se
nor vice pr wdent and direcior of up-

rt services: "When we get a new ad
ertiscr, we have Lo create o new (com
f We track all the new code
dal to Market Development
A lot of stuff.” he continu ‘Reta
tinted by station v national

brand, for instunce, that's not In their
rket b 1 adjncent markets. [t
weans going o the client and under
re of thair distriby

evel
ponal

ipar

wen ~

eight pgrron Market
i L only h
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more inventory. Reps
have to be marketing
people—they have to
be a marketing

partner with agencies.”

Howard Nass
Senior vice president
Cummingham & Walsh

bility for developing new business, but
it is also charged with providing client
stations with marketing services and
with managing Blair's Sports Division,
which secures sponsors and generates
spot dollars for its stations’ sports
properties.

Capital Cities/ABC National TV
Sales is also placing heavy emphasis on
identifying and capitalizing on emerg-
ing categories. “When categories such
as health care begin to use television,”
says Keith Ritter, director of market-
ing, “‘we like to help them use it more
effectively. If 25-27 per cent of their
markets generate 85 per cent of their
sales, we tell them they really ought to
he putting a lot of weight in those 25-27
per cent.

“We have done a lot of work lately,”
he continues, ““helping people who were
heavy print users understand how
hroadcast can he used as efficiently as
print.” This effort, he adds, retlects a
shift in the traditional television mar-
keting philosophy. “For years,” he
says, “we have told these people we
reach everybody; now we're helping
them understand that we can be as el
fective on a limited basis as maga-
2ines

Consumer beha_nvi(_)r data

A similar direction is heing pursued
ot Petry Television where Stecker, ac
knowledging that, “National agencies
and advertisers, hecause of the nature
of the business, need some way to keep
a scorecard (i.e., ratings),” ndds thut,
other factors such ps case movement
and brand development indices ore
gnining in iinportance. “We under
and how to use SAMT, SecanAmerica
ete.,” he nays. “We marry rtings data
with consumer behavior and consumy
tion dota. And wedon lot of BAR anal

#, tracking cotegories and nnnlyzing

tions nnd markets

Petry broke out a separate Sales De-
velopment department a little over
three years ago, according to Stecker,
because “we saw the spot television
business changing. As buyers got more
sophisticated, we felt we had to be
more sophisticated. We also felt there
were a lot of dollars being spent in oth-
er media that should have been direct-
ed toward spot television. We thought
we could be a TvB for our clients.”

A key thrust of Petry’s effort is hav-
ing its three sales development direc-
tors learn as much as possible about the
product and business categories they
pitch; so that, in Stecker’s words, “each
one of our calls can be quality calls.”
One or two months are spent on re-
search “so that by the time they walk in
they can make the impression that
‘here’s somebody that understands our
business.” ”

The objective, he continues, is not
necessarily to write an order but “to
plant the seed that might lead to an
order.”

Special opportunities

The combination of research and
“ideas” are what most reps are using to
develop new business. The research
can pretty much be documented; the
“ideas” are more elusive but run the
gamut from special program sponsor-
ships to community event participa-
tion to unorthodox sales presentations.

One particularly successful program-
ming project was launched by Group W
TV Sales for a public affairs show
called Breaking the Blues on Depres-
sion, produced by Group W's KPIX(TV)
San Francisco.

The objective in
sales development,
says Petry’s Harry
Stecker, is “to
plant the seed that
might lead to an
order.”

Recalls Jeft Osborne, Group W sales
administration & marketing vice presi-
dent: *Pflizer Chemical had a couple of
brands that deslt with depression, and
we were nble to develop them as a spon:
sor on all five Group W stations, plus a
clearance on WOR T\ in New York.
Group W in now it negotiations to syn-
dieate the show to 20 more markets.

Televiston/Kadio Age, November 10, 1956
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Osborne emphasizes that “the pro-
gram was developed first; then we went
out and developed a sponsor. Hopeful-
ly, [other] things we produce will be
found logical and compatible [by po-
tential advertisers].

Group W has an ambitious combina-
tion programming/public service pro-
ject called “For Kids Sake,” originated
at WBZ-TV Boston. It now appears on
all five of its stations and is syndicated
to more than 60 stations across the
country. However, sponsors have been
almost entirely local, Oshorne says, al-
though they are often local franchises i
or affiliated dealers of such national
companies as True Value Hardware, |
McDonald’s and Pepsi-Cola. i

Harrington Righter & Parson has de-
veloped a national sales plan that en-
ables it to capitalize on advertising op-

“The results,” says
Lynn Fairbanks of
WAWS(TV)
Jacksonuille, “are
not going to happen
overnight. The
worst thing we can
do is sit around

and complain. We’re
trying to show the
value you get with
spot television.”

portunities within locally-originated
special event programming at its client
stations. “We set up target lists of ad-
vertisers who don’t normally advertise |
in the market as well as those who do,”
says Ryan.

“We have a special projects person
available to work on these things, and
we expand beyond the planning level
lat the agency| to the account group
and the advertiser.”

CC/ABC's Ritter also is a strong be-
liever in creating special merchandis-
ing opportunities, pointing to the
Olympics as one recent example. “The
' Olympics,” he says, “should not just be
| a media buy; it should be turned into a
marketing opportunity. The media
portion is really very low.”

Blair came up with a specific project
to compete with barter syndication.
“The concept,” explains Poor, “was to

A ———

-

take all of our markets that carried cer-
tain syndicated shows and sell spots to
be carried in those shows.”

Adds Epstein: “It was called ‘syndi-
cation simulation’ and was for a very
big package goods advertiser.”

Targeting value

The key to sales development,
though, regardless of the catalyst, is pa:
tience. Says waws’ Fairbanks: “The
results are not going to happen over-
night. The worst thing we can do is sit
around and complain. We're trying to

show the value you get with spot televi-
sion. The usual comment is that net-
work and barter are more efficient, but
I’'m not sure the value is there. Spot
offers a way of targeting a market that
can sell more product.”

And the sales mentality must be con-
verted into a marketing mentality.
Says C&W’s Nass: “The competition
from cable, the flat advertising econo-
my, the reality of 158 are all creating
more inventory.

“Reps have to be marketing peo-
ple—they have to be a marketing part-
ner with agencies.” ]

October 1986

$16,500,000

Hubbard Broadcasting, Inc.

has sold

KOB-AM and FM

(Albuquerque)

to a subsidiary of

Price Communications Corp.

The undersigned initiated this transaction
and assisted in the negotiations.

WERTHEIM & CO., INC.

Television/Radio Age, November 10, 1986
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People meter (from page 81)

meters. Nielsen’s experience is that
dropouts are heavily weighted toward
blue-collar and larger families, so that
an upper-income bias tends to develop.

Nielsen reports in-tab totals running
about 76 per cent of total installed
households. Major reasons for the loss:
unreliable identification of channel, 6.1
per cent; withheld from sample, 4.9 per
cent, and nonresponse conditions, 4.0
per cent. In an August week, after edit-
ing, the net in-tab rate was 72.9 per
cent.

AGB says that in Boston the in-tab
levels have remained arcund 93 per
cent consistentlv. ScanAmerica reports
that in Denver the in-tab sample aver-
aged 85 per cent over five months
(May--September, 1986).

Technical summary

On many of the factors examined
above, the reader must take cognizance
of the difference between an operating
national service such as Nielsen and
single-market tests with small samples,
which limits the comparability of com-
petitive data. All three are feverishly
developing improvements in equip-
ment and refinements in procedures, a
benefit of the new competitive climate.

A major difference to be noted is in
the prompting and editing areas. For
example, Nielsen and AGB treat VCR
tapes recorded with viewers absent as
“tuning without viewing,” whereas
ScanAmerica asciibes viewers on the
basis of live viewing records. Of the
three systems, Nielsen projects the
least intrusive prompting, while Scan
America is, in its own words, “bhoth no
ticeable and compelling.”

here is no perfect national sam
pling plan even when each may aspire
to projectability. Differences in eligi
bility for recruitment extend to such
factors as the definition of “industry
related” or “intends to move soon.”
Significant, differences occur in the
hstituiion and replacement proce-
du Everyvone has problems recruit
le person households, which to

da mprise nearly one guarter of the
serve. Potentinl users of people me-

ter ser must. be knowledgenble
about such significant details in evalu
sef

Conclusions
People metern are here, alive and
W w vahguished the old na
ensurement tem of ast me
augmented by wchold diaries
1 ition, Hy Septem
{ Jona) people ineter
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services (Nielsen and AGB) will be op-
erating. No longer will network televi-
sion have the benefit of an uncontested
number source—nice, neat Nielsens.

(2) The only unresolved issue is
whether Nielsen will retain its NTI
sample for household measurement for
one more year and conform people me-
ter demographics to that base. Niel-
sen’s decision, due by yearend, is likely
to favor the integrated people meter
sample, if for no other reason than cost.
AGB will, of course, have a single inte-
grated sample.

(3) People meters carry many advan-
tages—greater speed, frequency, and
detail in demographic data available;
household and people data from a com-
mon base, allowing for new analytic in-
sights; greater statistical reliability be-
cause of much larger samples of the
new services and the ability to develop
actual people cumes for programs and

‘All three
services are
feverishly
developing
improvements in
equipment.’

schedules {or four, eight, and 13 weeks.
(1) People meters are really “electron-
ic diaries” and, unlike set meters, re-
guire substantial activity by respon-
dents on a continuous basis. These de-
mands create lower acceptance by
households than present meter sys-
tems, as well as more frequent volun-
tary dropouts from the panels. The full
effect on the direction and accuracy of
results is vet to be determined

(5) Telephone coincidental hench
mark surveys conducted to date indi
cate that people neters do not neces
sarily produce more pecurnte audience
data than present measurements. The
reaults may differ for duyparts or pro
grams, but statistically significant, dit
ferences seem 10 occur with people me
ters thout as often as with present men
urements

(8) Euch of the three compelitive peo
ple meter nystems presently under Lest
his distinet fentures in technology, op
erations, cditing rules, ete. The indus
try will need time nnd further method
ological research Lo fully aesess the rel
ative efficacy of ench

(7) Thero is no evidence to date that
network shires wiil be adversely nifect
ed hy people meters. The high hopes

voiced by cable proponents that replac-
ing the hated diary with people meters
would elevate cable ratings have been
dashed by results from both AGB and
Nielsen.

(8) Television networks are primarily
concerned that any lower household
rating level emanating from people me-
ter measurement would redound to the
benefit of spot Tv, where household
meter data are widely available in ma-
jor markets: This would reverse the old
situation where NTI meter data gave
networks a rating edge over local
household diary figures.

(9) The flood of new data from people
meters will challenge the ingenuity of
the cleverest computer software ex-
perts and the acumen of the shrewdest
statistical analysts if maximum value
of this new tool is to be realized.

(10) Audience research expenses will go
up, at least for several years, despite
the original goal of lowering costs
through competition. The burden of
keeping up with the results of two ser-
vices, plus the analytic potentialities
related to ongoing program evaluation
and sales opportunities, will carry a
high price. So, too, will the need to turn
over sample panels more frequently
than every five years.

(11) Only time and periodic indepen-
dent research can determine (a) the de-
gree to which panel household mem-
bers will continue button pushing, and
(b) the possible biasing effect of such
heavy active involvement as the sys-
tems require hour by hour, day after
day for up to live years.

(12) More attention needs to be given
by the Electronic Media Research

Council to the grave security aspects of |

respondents’ highly visible daily par-
ticipation in producing television raf-
ings. The many opportunities for bias-
ing, hyvping, and rigging ratings will be-
come widely evident, and serious
frandulent practices could emerge.
(13) Loeal people meter services will
spread into most present, metered mar-
kets—Denver, with San Antonio in
April, 1987, being the tirst. Stations,
reps and svndicators will find them-
selves plaving on a new ballfield as this
happens.

(14) Additional peopie meter reseurch
along two avenues may be appropriate:
(a) an engineering evaluation of the
three systems (o pinpoint technical
problem areas, and (b) some form of
nesive examination (using photo-cam-
eras or other techniques) to produce
diagnostic data on how viewers nctually
vae people meters to aid in building
improved cooperation,

(15) Mhere is universal hope that with-
in another two to three vears someone
witl perfect, n pussive svstem that will
replace “button pushing,” just as the
Intier now replaces ‘pencil pushing,” O

Television/Radio Age, November 10, 1986
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FOR THE BEST DEFENSE

AGAINST CANCER, SEE HIM
ONCE AYEAR.

He may not look like every-

body’s idea of a cancer specialist.

But there's strong evidence
that your greengrocer has
access to cancer protection you
won't find in any doctor’s office.

Like broccoli. Peaches. Cante-
loupes. Spinach. And other
sources of Vitamin A related to
lowering the risk of cancer of the
larynx and esophagus. Not to

mention sweet potatoes, carrots,

pumpkin, winter squash, toma-
toes, citrus fruits and brussels
sprouts.

Vegetables such as cabbage,
broccoli, brussels sprouts, kohl-
rabi and cauliflower may help
reduce the risk of gastrointesti
nal and respiratory tract cancer.

Fruits and vegetables (and
whole grain cereals such as

www americanradiohistorv com

AND HIM ONCE AWEEK.

oatmeal, bran and wheat) may
help lower the risk of colorectal
cancer.

In short, make sure you do
what your mother always told
you to j do. Eat your vegetables.

AMERICAN
<2 CANCER
7 SOCIETY


www.americanradiohistory.com

Kid schedule (from page 77)

But even this schedule was changed
in part last week. Gobots is now at 7:30
am. and Rangers plays at 8. Smurfs
goes to 3 p.m. and Transformers to
4:30.

Other shifts at WPIX include two re-
placed afternoon shows, Transformers
and Gobots, going into a morning slot,
and Heathcliff and Gobots changing
positions. Faicon Crest,a new entry for
September, was running at 11:30 a.m.
but now runs at 10, the old Love Boat
spot; Love Boat now takes the former
Crest time period.

WNYW changed its entire davtime
lineup in September, adding Centuri-
ons and Rambo, which air at 6:30 and 7
a.m., respectively, as replacements for
Fat Albert & the Kids and Inspector
Gadget. A few weeks ago, Defenders
went from 3 p.m. to 7:30 a.m. and Si/-
verHawks was moved up a half hour
from 2:30 p.m. to 3. Pony has remained
in the 8:30 a.m. time slot.

In Dallas-Ft. Worth, Clem Cande-
laria, program director for KTVT(TV)
says the market has become heavily
competitive for kids and for adult audi-
ences as well. “This market is highly
cut-throat because of the number of
stations here, plus a new one is signing
on.” The Gaylord station has made sev-
eral changes in its daytime lineup in-
cluding getting out of movies, a long
time programming staple.

In its morning 7:30-9 lineup, KTVT
picked up Smurfs, Pony and Centuri-
ons, replacing Robotech, Superfriends
and The Bullunnkie Show, respective-
ly. Dick Van Dyke, was replaced by
Strike it Rich, followed by The New
Crosswits. In place of movies at 12:30,
the station now airs a two-hour block of
itcoms, starting with One Day at a
Time, followed by Laverne & Shirley,
Dick Van Dyhe and Flipper. The noon
show was changed as well, says Cande
laria, from Death Valley Days to Be

I'he rest of the afternoon consists of
kids. Beginning at 2:30, Plastic Man
replaced Casper and Friends; Denmis
he Menace took over for Captain lar
k, Smurfs replaced Kobotech, Go
bots was removed for Galaxy Kanger:
and lLoverne and Shirley and Gill;
n's Island have been taken off for

1 rom 4:3( ) p.n

Long-term licensing

Meanwhile, stations are reporting
1 ¢ syndi % are employing
markeiing devices which may negative
affect their buying of kid product

§ put pressure on their daytime kid
¥ ‘44 W &Chi e, ‘I'hew ude
requirements that they license kid

oduct for 'rm per nd that

The desire by syndicators for tight
windows on kid shows, says Victoria
Gregorian of WLVI-TV Boston
reflects the “prejudices of the
advertisers” who, she says, figure
the after-school period is the best
time for their product to air.

they air kid series only within specific
time periods.

At WLVI-TV, Gregorian says sever-
al syndicators want their show aired
either in the 7-9 a.m. time period, or
more often, for the 3-5 p.m. slot. But
because the station is strong in kids,
Gregorian says the Gannett outlet has
been able to negotiate a much wider
window. “Generally, we ask for 6-10
a.m. and 1-6 p.m., and most often set-
tle for 7-10 a.m. and 2-5 p.m.,” she
says.

Obviously, Gregorian points out, the
syndicators, by looking for tight win-
dows, are trying to carry out the “preju-
dices of the advertisers,” who tigure af-
ter-school is the best time for their
product to air. Most syndicators also
are asking for commitments of two or
three vears. “This is also a pain because
you never know what programs will be
on or even where the kids will be next
week, for that matter.”

Too costly

K1vT's Candelaria notes that barter
syndicators, especially, are seeking
two-three year commitments on their
strips, which he terms as too much of a
commitment. for the station. “We don't
know how long the program will last,
and the barter commitment. is too cost
ly for us. So we generally pass up those
type of programs which carry a long-
term license arrangement,’” although
Condelarin admits that doing so means
rejecting shows with poteatial. “If the
series doesn't work, we are committed
for barter apots for three vears. If we
run or don’t run the programs, our in
ventory is cut down, particulacly if you
have a number of these shows under
contract

[Huniey al KCOP snys conditions
placed on stations by dyndicators are
individual to each market, depending
on the type of deal that ix negotinted.
In her own case she soys she has made
more atiractive deals than have other
Litions, 'Ton Angeles is o very impor
tont market, and we are n very atrong
kid station, so we have o little more
leverage perhaps than other atations

Also, the syndicators know that when
we take off these shows, we honor our
barter spot commitments.”

Talk show explosion

Also looking for fall daytime berths,
although primarily on affiliates, will be
a number of talk shows, possibly trig-
gered by the success of the Oprah Win-
frey Show, points out Harrington
Righter & Parsons vice president, di-
rector of programming services, Dean
McCarthy. Winfrev, according to Niel-
sen’s metered market reports, is setting
the pace in the first-run arena, drawing
especially good numbers on ABC affili-
ate WNYZ-TV Detroit, and on KABC-
Tv, ABC-owned station in Los Angeles.
In some instances, Winfrev has been
moved from an a.m. slot to the after-
noons, where it may get even better
numbers, a la Donahue, which has been
getting afternoon exposure on many
stations for a year or two,

With both Winfrey and Donahue
out of the daytime picture in some mar-
kets, McCarthv says it's not inconceiv-
able that a station can have two or more
talk shows—one for the morning and
one for the afternoon. “'so there’s room
for new shows to come in." New talk
strips being planned for NATPE are
Group \V Productions’ The Wil Shrin-
er Show, Tribune Entertainment’s
Geraldo Live!, Malrite Communica-
tions Group's /In Touch, a Gloria
Stemem series, and a King World strip,
The Tony Orlando Show.

Orlando is undergoing a two-month
test at wDIVEry) Detroit, pointa out
Jack Pentress, Pecry Television’s vice
president, director of programming.
Fentress says that Orlando’s initial test
performanee is “competitive” with oth-
er programs in the daytime in the mar-
ket. Qther atrips, such as King Features’
Dr. Ruth'’s Good Sex, which is planned
for n January 1987 start, and The
Group i Session, an LES otfermy, are
looking for a davtime or another time
slot.

True Confessions, another 1986--87
daytime strip (rom King World, in ad-
dition Lo Wiafrey, is not doing well in

Television/Radio Age, November ]0, | 986
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numbers as a morning strip. However,
notes Petry’s Fentress, it's perfor-
mance on two of the metered markets
as an early-fringe show is respectable.
The two stations, WLS-TV Chicago and
KHOU-TV Houston, air Confessions as
a lead-out of soap operas, he notes. But
airing on indie WLVI-TV in the noon-1
p.m. slot, Confessions is doing poorly,
notes Gregorian. Confessions, along
with a public affairs program, replaced
the ill-fated /nday, two-hour informa-
tion/magazine block which aired last
September and dropped by the pro-
ducers down the line. At KCOP, Hanley
says Confessions poor showing at 11:30
a.m. spurred the station to place the
show in a late-time period. Barney
Miller is the present 11:30 a.m. occu-
pant, Hanley says.

Wusa-Tv Washington is also doing
well with Winfrey, which replaced a lo-
cal program, Carol Randolph Show,
and Sally Jesse Raphael in the 10-11
a.m. time period. Randolph was
dropped from the schedule, and Ra-
phael was moved this past September
to the 2:30 a.m. spot, according to Hank
Price, WUSA-TV program and market-
ing director. Price says he’s “happy
with Donahue’s performance, and
Winfrey is picking up some of Dona-
hue's shares, although the ratings are
fair because the HUT levels go down
that hour.” Regarding the move of Ra-
| phael, Price says that “unfortunately,
we had no other place to put it except in
that very early morning time period.”

The only other addition besides
Winfrey made by the CBS affiliate was
picking up Today’s Business, the early
morning business/information strip

Meredith Corp. president Bob
Burnett, ¢., and Meredith Broad-
cast Group president Bill
McReynolds flank a Herter Bros.
cabinet, circa 1880, at recent re-
ception held by lowa-based com-
munications company at New
York’s Metropolitan Museum of
Art. Meredith is sponsoring exhi-
bition, “In Pursuit of Beauty:
Americans & The Aesthetic
Movement,” through January 11,
1987, in museum’s American

LWing.

distributed by Buena Vista. At the
Washington outlet, Price says Busi-
ness, which initially aired at 5:30 a.m.
in the first two weeks, got an excellent 2

| rating and was moved on a trial basis to
[ 6 a.m., where 1t has been registering a

solid 3.3 rating.

MMT's Shapiro notes that Today’s
Business is not showing any ratings
numbers in some cases, possibly be-
cause of the early airing time of the
show. But, he continues, the strip was
not sold on a ratings basis. He says the
future of the program will depend on
how it does nationally and what the

ot L3
——,
o Tos T
el

demographics are, including the au-
diences’ make-up in terms of lifestyle
and profession and affluence.

While not strictly in the talk show

| arena, another new program to be shown

at NATPE will be Lorimar-Telepictures’
Value Television, home shopping pro-
gram to be launched in syndication in
January. The hour, six-days per week
program will be co-produced with the Fox
Television stations and will air on all
six Fox outlets. Horn & Hardart’s Han-
over Industries will handle the direct

| mail and fulfillment end (TV/RADIO

AGE, September 29). o
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Name. Title

Company

Address.

City State Zip

Check ONE box which best describes your business.

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

Radio Station/Radio Network

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

10 Equipment Manufacturer

11 MSO Hdarts/Operation

12 Independent CATV Operation

13 Financial Institution/Investor/Consultant

Other (please specify)
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Profit from the most
comprehensive guide
to RETAIL RADIO &
TV ADVERTISING
ever published!
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increase sales.
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stations, retailers
& agencies
already have.
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« Easy-l0-read. non-technical terms. (Created to
make retaiers more comfortable with broadcast
advertising su they il use it more!')
« Indexed so your sales people can find Solutions
10 retait advertising problems in seconds

Help$ your salespeople become retail
marketing consultants, not just sellers of time.

Specifically, they'll learn ' 'How to:’
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* Getn ““sync’ witn the 3-10-6 month planning
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mix of le ewspaper and more broadcast

* Make an elfective newspaper swilChpilch with
exampies of how newspaper and broadcast deliver
over 4X the gross impressions as the same dolars
N Newspap

* Help creale and ¢
v ercial [ext ude
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sentals
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34 P,
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Maximizing direct ad pe_riormance

BY BRIAN ANDERSON
Senior vice president, broadcast
media, BBDO Direct

he “old school” of direct marketing

believes that they key to the suc-
cessful purchase of direct response air-
time is clout. The “clout” strategy as-
sumes that all buyers of direct response
broadcast time are willing to pay a sin-
gle preset price—the lowest price avail-
able—and that the winning bid is
awarded by regional distribution or to
the bidder with the longest relation-
ship with the seller.

At BBDO Direct, we believe that
there are many prices that may be paid
for a wide variety of airtime. It is the
relationship between the price of aspot
and the cost per sale that is the ulti-
mate measurement of success; and in
some cases it is more cost efficient to
pay a premium price for time that
draws a greater response from the tar-
get audience.

Direct response broadcast media can
be purchased in a manner that directs
the message to a selected audience. The
benefits are lower cost per sale and im-
provement in a marketer's ability to
forecast results under changing condi-
tions and needs. We call this form of
target broadcast buying Interdynamic
Broadcast.

Interdynamic Broadcast media tech-
nigues provide a competitive edge in
the marketplace. The quantified rela-
tionship between response and audi-
ence allows the direct response market-
er to move more aggressively than the
competition

The first step, identifying the target
consumer, requires that a profile be
constructed of who s likely to respond
and be a valued customer. For example,
it a husiness person is the target, busi-
neas hours are not a likely source from
which to draw qualified prospects. If a
product is for the housewife, a good
daypuart to prospec! is davtime. Knowl-
edye of age, sex, ond other demograph
ic and psychographic characteristics
enable televigion to be placecd in & man
ner consistent with new customer ac-
quikition goal

[n television medin, Lhe early morn
g hours deliver prospects different
from those waiching the early news at. 6
pm. Inieresting programs shown dur
ng periods of time when viewers are
likely 10 he plery offer a higher quality
of respondent than time periods nnd
programs contuining bored viewers.
Identifying the prime prospect will
laud advertiners 10 g selection of media
thut will provide the right combination

of response and conversion.

The information available from a
broadcast flight is also important. The
flight data allows the advertisers to un-
derstand how the message is being re-
ceived by the public. This second step
to Interdynamic Broadcast purchases
is being categorized by two new acro-
nyms: TAP and SEL.

TAP is the Traditional Analytical
Procedure. TAP evaluates broadcast
performance in terms of cost per sale
by region, city size, daypart, program
type, and other market indexes that are
appropriate for an advertiser. The pur-
pose of TAP is to understand the selec-
tion of media in order to lower future
cost per response. Program types that
outperform all others should be select-
ed when available. Regions of the coun-
try that outperform other regions are
an indication of product or commercial
bias. It is this type of traditional analy-
sis that allows response cost to be low-
ered over time.

The optimum universe is defined by
TAP in terms of response cost. But,
this kind of analysis raises a question as
big as the one it answers. TAP answers,
“what works best.” However, it does
not answer “why” in enough detail to
provide confident media expansion.
The “why” is answered by a SEL run,
the Statistical Evaluation of Leads/re-
sponse and sales.

SEL is a data base that ties the re-
sponse received from individual spots
to the audience delivered by those
spots. It is similar to the data bases
developed tor direct mail. When a di-
rect mail test is conducted, the quanti-
tv of each list is identified in order to
determine a response per thousand.
Response to lists vary by demographic
protile. in broadcast, the quantity and
demographic characteristics of viewers
are available from Arbitron and Neil-
sen.

i"he SEL data base ties audience re-
search information te response so that
individual audience delivery can be
tracked with changes in cast per sale.
Understanding why program type “A"
works better than program type “B”
allows expansion to be highly predict-
able. If a program has a similar viewer
profile to those on the data base, re-
sults ean be forecnat. Arbitron and
Nieleen measure audience on over a
thousand stations. 1'he combination of
programming and siatian forms the
broadenst universe. Audicnce research
ullows the direct response marketer
who has Luilt a SRL to forecast and
precdict reaponse over the millions of
vatinhlen that minke up the broadenst
universe,

['cleviaton/Radio Age, November 10, 1956
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Direct (from page 83)

looking for a quality audience, we’ll
place it in news and prime access.”

She also observes that while some di-
rect response people ‘“may say that
high-interest shows distract viewers
from the commercial and the product,
I've never believed in that. We try to
get our products onto the better rated
programs, just like general agencies do
for their image commercials.” And “as
a rough guess,” Shokoff estimates that
about 60 per cent of Grey Direct’s busi-
ness is on independent stations and 40
per cent on affiliates.

BBDO’s Anderson says his own view
is that the length of a direct response
commercial “should depend on the
complexity of the product offered and
the proposition offering it. Thirties are
successful for some DR offers, 60s work
for others, on up to 90s, two-minutes
and our 30-minute infomercials for Sy-
bervision {cassette taped lessons with
workbooks on How to Ski Better, How
to Play Better Tennis, etc.)

The key, stresses Anderson, is flexi-
bility: *As much or as little time as it
takes to do the job most effectively and
pull the greatest number of inquiries at
the least possihle cost.”

For the future, Anderson sees more
15 and 30-minute infomercials, *“now
that the FCC has repealed prohibition.
I think we’ll also see more DR 60s and
30s as more advertisers learn how to
use them more effectively. On the other
hand, the less sophisticated marketers
and agencies who try direct response
but who haven't quite learned how to
make it work for themselves as well as
it can and should, will probably drop

ut and hack to more traditional

““There’s no demand for an outside
source to track direct response. ...
There’s no reason for a direct

marketing techniques.”

But Stan Rapp, co-founder with
Tom Collins of DDB Needham’s direct
marketing subsidiary Rapp & Collins,
and a team that also co-authored the
new MaxiMarketing—The New Direc-
tion in Promotion, Advertising and
Marketing Strategy, believes that, “On
television you need two minutes.” He
notes that people *“are programmed to
either sit through a series of 30s, wait-
ing to see what the next one will be, or

to get up and do something else. But if

those sitting through the first 30 see
the same commercial keep going on and
on, that gives then the chance you need
for them to go to the phone and make
the call.”

Rapp says that one of the successes
R&C has enjoyed using two minute TV

spots has heen the generation of
I

response advertiser

to support a BAR-type
of tracking service to
tell them what they

already know now.”’

Howard Lelchuk
Senior vice president
Ogilvy & Mather Direct

350,000 subscriptions a year for Con-
sumer Reports, “‘consistently for the
past five years, totaling over 1.5 million
subs at $16 each. That has to be at a low
enough cost-per-response so that the
subs alone pay all the overhead and
earn all the profit. Because Consumer
Reports tests products, and rates them,
it can’t accept advertising. Its total in-
come has to come from its readers.”
Grey’s Shokoff notes that, “There
used to be a rough rule of thumb, in the
days befere inflation got people used to
sky-high prices, that for direct re-
spounse to work the item otfered had to
sell for less than $10. But today, items
priced anywhere from $50 on up can
sell. About three years ago before one
company changed its method ot distri-
bution, we generated leads for their let-
tering machines that sold for $350 to

Genesis Entertalnment celebrated the launching of
its syndicated show, “The Judge," by hosting a re-

\ rep programming executi.ves alt
mith & Wollenshy steahhouse. From, !
enenn’' Wendy Phil

ips; Telerep's Juy Inabella; Telerep's Laine Rich

cent luncheon for
New Yorl
IMT Sales' Matt Shapiro,

ryger; Genesin' Paul Power: (enesis
man, GGenesis’ Don Springer, MM T s Bobbee (sabel
116

taniey Sher
von

man; Petry's Dick Kurlander; Genesis’ Phil Oldham
(in rear); Petry’s John Dorkin; Blair's Mike Levitan;
MMT's Jon Gluck (in rear); Harrington Righter &
Parsons’ Dean McCarthy; Genesis' Gary Gannaway,
Seltel’s Lonnie Burstein: Telerep’s John McMorrow:
MM7s Joe Weber: and Genesis' Brian Davidson.
(I'resent but not pictured: Katz Television’s John

oosten and Serge Vulle).
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www americanradiohistorv com



www.americanradiohistory.com

] Television/Radio Age, November 10, 1986

e————

In the Picture

Laurence 7R. Stoddard, .

Veteran media researcher
leaves Young & Rubicam to
assume new post of senior
vice president, director of
media research at the Adver-
tising Research Foundation
He describes some of the
work underway there that
affects broadcast advertising
and how it’s being handled.

Asks not what he can do for
one set of clients, but for
industry as a whole

Larry Stoddard has his work cut out for him as he
takes over the new post of senior vice president, di-
rector of media research for the Advertising Research
Foundation. But he has a lot of high powered volun-
teer help—the membership of the councils and com-
mittees that oversee the dozens of ARF projects in
various stages of progress, including the embryonic.
And oddly, although radio has been around longer
than television, one of those projects in the embryo
stage is formation of a radio council. To remedy this,
Stoddard has started to work with the Radio Adver-
tising Bureau to organize a steering committee of ad-
visors from the radio industry. He says the ARF
plans to eventually convert this steering committee
into “a Radio Council that can explore ways to mea-
sure the effectiveness of radio. And at the beginning
we want to try to establish a set of guidelines for ra-
dio research, just as we have criteria for what’s in.
volved in valid measurements for other media. But
our radio activity is still in its formative stage, and
we’ll have to walk awhile before we can start run-
ning.”
| Stoddard was brought into the ARF by Mike Na-
ples, the Foundation’s president, after almost 20
years at Young & Rubicam, which he leaves as senior
vice president and head of Communication Informa-
tion Services, where he was responsible for both me-
dia research and media computer systems as well as
economic modeling.

Exclusively long view

At the ARF, says Stoddard, the major difference in

| what he’ll be doing is that, “I'll have to take an exclu-
sively long view of what’s good for the industry as a
whole—media research companies and the media—
as well as what’s good for one specific set of clients.
The ARF is not a referee intervening in business
squabbles between companies. There are other orga-
uxizations that do that.”

Stoddard observes that the genesis of his new job
“probably goes back to when Mike [Naples| came
here and found that he had to make some fairly se-
vere budget cuts. And now that we’re back in the
black, we can rebuild from a leaner base.” Stoddard
is part of the rebuilding concentrating on media re-
search, and the ARF is still looking for someone else
to come in as a market research specialist.

Stoddard says that the ARF’s two currently oper-
ating councils that most concern broadcasting are the
MCC and VEMC—the Media Communications
Council chaired by Jim Spaeth of ScanAmerica and
the Video Elect-onic Media Council headed by Barry
Kaplan of Ted Bates. Among other things, the
VEMC is monitoring the progress of the people me-
ter. And while the current competition “may produce
certain business strains,” says Stoddard, “it’s also
producing the kind of innovation and experimenta-
tion that the ARF welcomes and encourages.”

He adds that the ARF is currently putting together
its Fifth Annual Electronic Media Conference, sched-
uled for December 10 and 11 in New York and that
“Now that we’re out of the gee-whiz phase of people
meters, and have some of the testing and validation
under our belts, we're planning to have representa-
tives from the four companties involved talk about
their versions of what they expect to happen,” the
four companies being AGB, A. C. Nielsen, Arbitron-
Burke’s ScanAmerica, and R. D. Percy.

VCR measurement

VEMC is also looking at VCR measurement, which
Stoddard notes has become a more important issue
“now that VCR penetration is up to 39 per cent and
we still don’t know how to count playback. We have
the networks talking about the ‘additional repeat fre-
quency’ VCRs provide, and critics on the buying side
who talk about the recording that takes place while
the VCR owner is watching something else, doing
something else, or not even at home—and then zips
and zaps, when and if he does get around to playing
back what was recorded.”

The MCC, says Stoddard, is looking at “the quality
of research across all media. Of course everyone has
long wanted to find a way to measure the relative ef-
fectiveness of each medium compared to that of ev-
ery other medium. But that’s always run up against
the apples and oranges problem.”

He adds, however, that, “One way to do this may
be to use bottom line sales results, and that gets us
into single source electronic measurement of both
media use and product purchase by the same respon-
dents. I think a single source model is likely to be the
way we’ll be concentrating on over the next few
years.”

Another issue MCC is tackling is effective frequen-
cy.
One approach to frequency that MCC is consider-
ing, says Stoddard, is supplying old test market data
generated by IRI—Information Resources, Inc.—“to
some people at the universities for analysis to see
what levels of frequency it took to do the job for vari-
ous product categories.”

|
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$700. And some car manufacturers
have used direct response to build deal-
er show room traffic. I've even seen di-
rect response commercials for very big
ticket items like whole office systems,
on CNN.”

She also points to direct response be-
havior other than using the telephone,
and describes commercials used *‘to
support our direct mail. We remind
people not to forget to clip the coupon
from the promotion that’s coming to
their mailbox, take it to the nearest
store or dealer carrving our client’s
product, and he’ll give them a free gift.
That’s how we can use television to
build store traffic for Wallpapers-to-
Go outlets.”

Tracking the business

Name a product category on TV and

Baucléer Scott

CABLE PLACEMENT

B PEOPLE

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

All Levels ot Management
FEE PAID
Call or write in CONFIDENCE

DAVID ALLEN & JUDY BOUER
l Principals

THE PROFESSIONAL

WE KNOW CABLE

1259 Route 46 Parsippany, NJ 07054
201/2683-3355

- to & multichannel cable environment.
General Sales Manager Team up with Viacom for extraordi-
" iR posilion svallable nary benefits and career opportunities.
LA fos Send your resume to: Viacom Cable,
10,000 Radio, TV Jobs Employment Dept., 921. P.O. Box 18,
a Pubishod ovary yonr . Up 10 300 wookly in the Amarican Radio Pleasanton, CA 94566. For consider-
2 Job bk Prpas. Radio 4 tolevision oponings for program ation, your salary history and require-
$ by 9 ments must be includad. No phone calls
“m:mmm Up 1o 98% _,’:wmm please. We are an equal opportunity
> n (a0 uwaninol One waak $6.00 spocia; six employer

e - gty e g+ ToPN ko ok M VIACOM CABLE

( (et action quick In TELEVISION/RADIO AGE Marketplace/Classitied. For detalls

| CLASSIFIED ACTION

It’s estimated that
10 per cent of the
cable networks’ ad
revenue comes from
direct response.
This represents
close to $80

million a year,

not counting

home shopping.

the Television Bureau of Advertising
has BAR numbers estimating how
much each brand in that category in-
vests in television every year. Every
category except direct response. Direct
marketing professionals offer a number
of explanations.

Ogilvy’s Lelchuk says, “There’s no
demand for an outside source to track
direct response. Every direct response
agency and its clients already know in-
house, the next day, exactly how much
they spent to generate exactly how
many orders, broken out not only by
market, but by station in each target
market. There’s no reason for a direct
response advertiser to support a BAR-
type of tracking service to tell them
later what they already know now.”

Butner points to confusion: “There
are categories like publishers. Many
who use direct response commercials

WE PLACE ENGINEERS

CHIEFS, ASST. CHIEFS, MAINTENANCE
TECHNICIANS, EDITORS, GRAPHICS

America’s Leading Source for a Decade
TV STATIONS, PROOUCTION FACILITIES, CORP. TV, MFG., CATV}
For intormation phone or write Alan Kornish

kez SYSTEMS
m 479 Northampton Strest

Kingston, PA 18704

Employer
Paid Fees

(7171 283-1041

WEATHERPERSON/REPORTER

Major Market News Radio Station Is tooking
for a person with great communication
skills 1o report weather, science and medi-
cal news. Meteorologist preterred. Strong
personality and communication skills re
quired, EOE. Send tape t0: Box 1027, TV/
Radio Age, 1270 Ave. of Americas, NYC
10020

DIRECTOR

Viacom Cable is supporting its aggres-
sive commitment to programming pro-
motion by hiring a:
DIRECTOR,
ADVERTISING AND
PROMOTION

This position requires an energetic
and creative individual with demonstrat-
ed success in building program audi-
ences through on-air promotions and
outside media advertising. Successtul
candidates must possess the ability to
supervise print, radio, and video com-
mer clal production, manage agency re-
lationships, and direct and evaluate ad
agency performance. This individual
must also have the ability to formulate
promotional strategy and budgets, and
develop market promotions in support
ol advertising goals.

This positiontequires at least 3 years
ol hands-on audience promotion experi-
ence in medium to major size markets
(preterably in T.V.), as well as an ability
to adapt broadcast skills and techniques

call Marguertte Blalse at 212-757-8400, or send your ad copy to TV/RADIO AGE,
1270 Avenue of the Americas, New York, NY 10020.
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for circulation building also run image
commerclals, to stimulate newsstand
sales. It's difficult for a service like
BAR todifferentiate and put the image
commercials. for, say, the Wall Street
Journal, \n one category, and our circu-
lation building response commercials
in another. So they tend to lump all of
them together under a single category
like “Publishing’ and let it go at that.”

Grey's Shokoff talks security: “One
reason direct response in both broad
cast and direct majl is difficult to mea-
sure is that the business is so highly
competitive. The result is that many
direct marketers keep every move they
make so close to the vest—especially
their advertising budgets and their
data base on their customers.’

But numbers or no, broadcast bill
ings at many of the direct response
agencies aie up geometricatly as indi

cated at the beginning of this article.
Other examples: Roughly 30 per cent
of the $173 million reported by Y&R’s
Wunderman, Ricotta & Kline is in
broadcast. At Rapp & Collins, of total
billing close to $100 million, some $20
million is in TV. In 1980 R&C’s broad-
cast billing “was about half of that.”

“It’s estimated that 10 per cent of

the cable networks’ ad revenue comes
from direct response,’” says BBDO’s
Anderson, putting it “close to $80 mil-
lion a year for the cable networks alone.
And that was before all this home shop-
ping activity suddenly erupted.”

On the image front, Butner sees still
another reason for growth of direct re-
sponse on television: ‘“‘Long-range,
many of us in direct marketing have
worked over the years to clean up the
industry’s image. Years ago, fly-by-
night operators would run coupons

that should be ‘returned with a check
for $X to P.O. Box XYZ’. And too many
times, that was the last the sender ever
heard of that company or saw of her
money.”

But today, says Butner, “many agen-
cies in direct marketing, including
ours, won’t touch a client who doesn’t
have a known, reputable name built up
over many years of honest dealing. In
our case, many of our clients are pub
lishers everyone has heard of. And we
don’t have clients using direct response
to sell things like watches with moving
parts that can stop moving and start
customers worrying about getting their
money back. [t’s all helped to make the
public feel a bit more comfortable
about going ahead and calling that
phone number, and having confidence
than an honest company will be on the
other end of the line.” @] J

the marketplace

K-LEIl, HAWANl FOR SALE
POWERHOUSE IN PARADISE!1!
$750,000 or best offer. 10,000 watts Full-
time at 1130 on AM dial. Just 9 miles from
Honolulu In a booming market of its own
200,000 pop. Ali that's needed is a Sales
orlented resident owner/Mgr. Financially
qualitied only. 4120 Marina Drive, Santa

Barbara, CA 93110.

ey

Help Wanted

Financial
Communications Writers

| Some experience and knowledge of Eu-
' ropean and US financial markets; writing
releases, brochure copy and teatures for
business media. Need both juniors (start
range: $ 16— 18,000) and one protession-
at ($25-35,000). Send resumes to:
Simone Bloch, McDermott Kilsby & Co.,

. 65 Bleecker St., New York, NY 10012,

PRESIDENT
PRODUCTION COMPANY

A mature, profitable television produc-
tion company seeks individual qualified
to provide business and creatlve man-
agement. New York based MBA pre-
ferred, salary open, stock options avail-
able. MF/EEO. Please respond to: P.O.
Box 96, New York, New York 10185.

GENERAL SALES MANAGER

General Sales Manager position available at
America’s #1 INDIE, KMPH-TV. Candidates must
have extensive broadcast background covering
preferably local, natlonal and/or regional sales
management. Applicants should have a college
degree and possess 5 years or more selling expe-
rience. Growth potential is very lucrative. Salary,
bonus and employee benefits package negotia-
ble. Send resume to: Personnel Department
KMPH-TV, 5111 E. McKinley Ave., Fresno. CA
93727. No phone calls please. An E.O.E.-M/F/H.

NORTHEAST REGIONAL
SALES MANAGER

Experienced, self-motivated salesperson
wanted for aggressive television produc-
tion/syndication company. Established sta-
tion contacts in Northeast territory a must.
Please send resume. salary history, require-
ments, and references to Box 1110, Televi-
sion/Radio Age, 1270 Ave. of the Americas,
NYC 10020. Ali replies held in confidence.

NATIONAL ACCOUNTS
REPRESENTATIVE—TvB

The Television Bureau of Advertising
(TvB) needs an experienced sales-
person in Chicago to expand televi-
sion budgets of national advertisers.
The requirements are a demonstrated
sales ability with a knowledge of na-
tional advertisers and the media they
use. Send resume to:
Dick Severance
Television Bureau of Advertising
477 Madlson Avenue
New York, New York 10022

ADD VERVE, ZEST,
& REVENUES to your
WEATHERCASTS

To personalize your weather
programming with a unique
service, please write to: Dr.
Stephen Rosen, Box WS1,
TV/Radio Age, Suite 502,
1270 Ave. of Americas, New
York, NY 10020.

The Marketplace Rates

Situations Wanted: $30.00 per
column inch. All other classifica-
tions: $42.00 per column inch.
Frequency rates apply. Minimum
space one inch. Maximum space
four inches. Add $1.50 handling
charge 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

NEED HELP?

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

Television/Radio Age, November 10, 1986
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Schools (from page 86)

est enrollment the school has had to
date, while other institutions in the
state are still off in enrollment.

While state regulations are under re-
view, state funds still cannot be used
for recruitment, so the advertising
comes from funds donated for unspeci-
fied use. On this basis, the advertising
budget is running about $75,000 annu-
ally, which has to cover production as
well as media. The university uses all
three TV stations in Eugene and three
or four at a time in Portland, Edwards
reporis. Bonus spots from the stations
have helped the university to make its
budget go farther, she notes. Last year
in Eugene. she says, the university had
74 paid spots plus approximately an-
other 30 bonus spots, plus PSas. In
Portland, there were 43 paid spots and
39 bonus ones.

Tvadvertising starting next January
will probably follow an MTV-type ap-
proach, Edwards discloses, using quick
cuts that promote both the attractive-
ness of the physical environment and
the academic program. She anticipates
the visuals will focus heavily on out-
door activities while the copy will cen-
ter more on the academic offerings.

‘An awful lot of the TV advertising
for colleges and universities is such
that you could change the identity of
the university and still have the same
message,” Edwards states. “\We're try-
ing to set ourselves apart.”

She relates that the first time the
university approached paid advertising
it conducted a survev that showed that
the Fugene campus was seen as being
an urdan university——the kiss of desth
for much of Oregon’s rural population.

at that time a spot was designed
with a father and daughter discussing
the young woman's education in a farm

etting. Subsequently, when it was
found that the university was per
ceived as higher priced than inany oth
ers, a commercial focused on two fa
thers from different cconomic environ
menty discussing education
mechanic and his customer.

o far, kdwards notes, the unmiversity
has been unable to differentinte re

¥ o IV advertising rom those

lemming from direct mail. Both use
the toll free number 1.800-ARA.-DUCK
{the school’s mascot is 6 duck)

Continuing education

Meanwhile, continuing cducation

ore of a growth ares. But Dorothy
Durk nt.dean of public affairs
and student sorvices ot New York Uni
sity Hchool of Continuing Fduca
. { the uchonl |
varage prowth
L. “we have to advertise
120

for continuing education hecause peo-
‘ple have to know it's available. They
have to know what courses we're offer-
ing.” She adds that, while colleges in
other areas of the country get more free
exposure on TV, this is not the case in
New York where “we’re in a very com-
petitive environment.”

While the school does considerable
radio advertising, it has been treading
lightly so far in TVv. In 1972, it did TV
commercials in the local availabilities
around network morning talk shows,
involving direct response. The results
then were elusive, she reports, “be-
cause we were not as sophisticated then
in our tracking.”

What stopped the use of TV then was
concern with academic dignity. Durkin
says, ‘The university was going
through changes regarding its image
and wanted to be sure what the mes-
sage was. The administration felt we
were not able to portray who we were in
these spots.™

So this fall, the school did what it felt
was the next best thing, hoping it will
position it for a return to commercial
TV. It bought 27 spots on public station
WNET(TV) New York at $1,000 a 30 un-
der the stations general service an-
nouncement program. Such messages
can’t be overly commercial and must be
“corporate’ in style. Although a phone
number can be used, Durkin notes, the
school did not use one in this first ef-
fort, which involved essentially a ge-
neric message about continuing educa-
tion. This campaign, running from
mid-August to mid-September, was
out of O&M Promotions, an Ogilvy
Group company. Effective last October
I, though, Biederman lnc. took over
the school's account.

Running adjacent to The MacNeil-
Lehrer Report, the spots used simple
visuals derived from the newspaper ad-
vertising, such as a compass and a
lamp, used in such a way as to create an
impression of transition. The copy
itarted out, “Learning  there'anotell-
ing where it can lead in your world,
your community and your life,” and
concludes with the slogan, “"Where
adults make changes that change their
lives.™

Durkin says the school will be hack
on WNET next January, bul using a
phone number and that favorable re
iponse within the university to Lhe
cimpaign ao tar, she hopes, may ulti
mately lend back Lo commercial ‘1'v.

I"here had nlso been a hexitance on
the university's part, she recalls, when
randio wax {irst used in 1970, byl ahq

wa it has worked well as ¢ direct, re-
¢ device nince that time. The
chool, using apecial phone numbers to
track responses Lo sapecific media, finds
cadio running Lhird nfter innert enrdr in
magazines wueh s New York, Dial,

POt

Manhattan Inc. and TV Guide and af-
ter newspapers. But Durkin also notes
the numbers go up when radio is part of
the mix.

Durkin has seen a falloff when a par-
ticular station is used over a period of
time, which she surmises may be due
either to changing audience loyalties or
to saturation. She adds, “I have a feel-
ing radio has a strong influence,
though. We may just need an easier-to-
remember 800 number.”

Private universities

Since the time it had a disc jockey
“run us into the ground” while deliver-
ing a commercial in 1980, Pace Univer-
sity, with privately supported campus-
es in the New York area, has become
more sophisticated in its approach to
advertising. With McCann-Erickson as
its agency, it now only deals in recorded
radio spots.

Frances A. Keegan, vice president
for university communications, reports
Pace is now investigating the use of TV
as well as radio. She says the initial
thought is to use it in the Albany-Sche-
nectady-Troy area to recruit college
graduates for part-time study that will
enhance their careers.

She notes TV can also be important
in recruiting undergraduate students:
“The 18-22-year-old is a visual person.
We don’t use any newspaper ads for
them. We just use special publications
that go into high schools. We reach the
adult learner through newspapers.”

Radio also has been used over the
past 10 vears around recruitment time
for both undergraduate and graduate
students. Keegan says the message had
heen primarily a “now registering” an-
nouncement but that has changed over
the vears to a more image-oriented ap-
proach. She explains, “People make
their decisions on education over a long
term, so we use radio to heighten inter-
est.”

With a $1.3 million advertising bud-
gzet last year, Pace spent about
$300.000 in eadio, bug, Durkin notes,
has no idea of the results because it has
not used an 800 number. To her amuse-
ment, when applicants are asked about
how they learned of Pace. they otten
answer “television,” even though Pace
has used no 'V advertising. The mosi
common response, she says, is “word of
mouth,” but she adds, “We know
they've heard us on radio.’

Radio campaign placement generally
involves Lhe two or three weeks preced-
ing (all and spring registration, running
about five Limes v day weekdays on 10
vintione in New York and Westchester
County. Stations used have a wide
runge of foronts including classical.

urrent tag line s, “On ghe lorward
edges of today's changing world. u}

lelevision/Radio Age, November 10, 1986
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CPB report sees littie to
" fear from new technologies,
cautious on opportunities

Far from being hurt in the long run by the new video
and audio technologies cropping up, public broad-
casting can take advantage of them to increase badly
needed revenue, although not on a large scale, ac-
cording to a Corporation for Public Broadcasting
(CPB) report.

The report also cautions that “Although public
broadcasting has not yet encountered a major threat
from one of the new technologies, there is no guaran-
tee that such a threat will not emerge in the future.”

In general, it concludes, ‘“Although new technologi-
cal developments are vitally important, they neither
apear to offer any overwhelming opportunities for
public broadcasting in the near term, nor do they ap-
pear to pose any major threats.”

But the report also calls for “a comprehensive na-
tional policy and regulatory structure to deal with the
new telecommunication technologies.” Then it be-
comes glum, adding that such a change “does not ap-
pear to be on the immediate horizon.”

That is the assessment of “Telecommunications
Technologies and Public Broadcasting 1986,” a study
of the effect of new technologies on the prospects for
public broadcasting. It was prepared for CPB by
John Carey of Greystone Communications.

Assessment of impact

The 113-page report examines each of the competing
and new technologies and developments within them
and then assesses how each might have an impact on
pubiic broadcasting. Some of the conclusions also of -
fer enlightenment for the status of the communica-
tions industry as a whole.

Such was one conclusion, that “much of the new
development is driven by advances in engineering
not identified needs or desires of audiences.”

Part of the reason the CPB report is optimistic
about public broadcasting’s survival against the in-
roads of new technologies is its conclusion that many
of the new technology efforts in commercial broad-
casting “are directed to narrow audiences, e.g., teen-
agers who like music video, or the fans of local sports
teams. Narrow-audience programming is relatively
new in commercial television, which historically has
addressed the largest common denominator in a mass
audience.”

The report notes that narrow-audience segments
are nothing riew to public television. Thus, “the pro-
gramming mode of public television i1s now being
adopted by others, due in large part to the new distri-
bution environment.”
| The report’s four main conclusions were:

@ “There may be a number of opportunities to
‘ienerate small amounts of revenue, but few opportu-

Television/Radio Age, November 10, 1986
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nities for large-scale revenue production.”

® “The elements of potential high cost and uncer-
tainty in the new technology environment suggest it
may be beneficial to approach a new application in-
crementally.”

& “There may be several administrative applica-
tions for the new technologies.”

® “There is a critical need to monitor technology
developments and build expertise in dealing with
them.”

The CPB report adds that public television has
lived up to the part of its mandate that includes in-
novation. “Public broadcasting’s record is second to
none in developing innovative uses for communica-
tion technologies.”

The revenue enhancements may come from leasing
excess capacity in a vertical blanking interval (vBD,
subsidiary communications authorization (SCA), or
instructional television fixed service (ITFS) channel,
CPB suggests.

But the report cautions that such leasing should be
approached with careful planning, because, while
that channel is being leased, the station will have no
opportunity to exploit it. And, it says, some compa-
nies that may want to lease just aren’t reliable.

Program licensing

Other revenue sources may be licensing a product,
such as a program, in videocassette or cable channel
markets. “This may be viewed as extending the dis-
tribution chain for a program,” it says.

Although the costs of entering a new technology
may be high and therefore should be approached in-
crementally, public broadcasting in general already
has many elements in place that could allow it to en-
ter the new fields “at reiatively low cost and risk,”
the report adds.

[t offers the example of the National Narrowcast
Service, which builds on existing satellite capacity at
a national level, joined with existing and new ITFS ca-
pacity at the local level.

The report also offers an example of the adminis-
trative applications for the new technologies. Earlier
this year, KUON-TV Lincoln, Neb., used CPB funding
to organize the Electronic Communications Network
{ECNET), a conference service for electronic mail
and computers. [t allows communication among
members of the public broadcasting community who
need to share information on administration, plan-
ning and technology.

The report adds, “There are also potential applica-
tions of pay-per-view technology in raising funds
from public television viewers or polling them on is-
sues of interest to a station.” This technology pro-
vides automated record-keeping on inquirtes by
touch-tone telephone.

Because “the technology picture changes constant-
ly,” the report suggests that public broadcasting
closely monitor the technology developments and at-
tempt to achieve expertise in them. It suggests the in-
dustry will thus be in a better position to ward off
any threats that may emerge in the future.

Public broadcasting also may be protected from
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I Inside the FCC (continued)

threats in that, despite an explosion of equipment in
homes competing for the time of the occupants,
“viewers appear to be adding the new on top of the
old, without giving up traditional viewing habits.”

The report does note, however, that some changes
have occurred. It cites the audience loss by commer-
cial network affiliates. At the same time, public
broadcasting “appears to be holding its own, and
even gaining a little,” because of the widespread use
of videocassette recorders.

A. C. Nielsen surveyed the material taped in the
vCR-equipped household and found that 64 per cent
of the programming was taped from network affili-
ates, 14 per cent from independent stations, 13 per-
cent from pay cable, 7 per cent from public broad-
casting, and only 2 per cent were cable-originated
programs.

Inherent protection

Other protections public broadcasting has from the
threats of new technology have to do with sociology,
suggests the report.

Cable television and other subscription services are
going to continue to face their “major problem,” the
churn of subscribers. That is because, the report says,
U.S. households are still highly mobile even though
mobility rates have declined slightly in the past 10
years.

Basic cable has continued growing, however. By
contrast, satellite TV and multipoint distribution ser-
vices (MDS) have been losing subscribers during the
past three years.

The report cites statistics that show that 16 per
cent of the population moves in a given year, half of
it within the same city or county. “Not surprisingly,”
it adds, “young people move more frequently; after
age 45, far fewer people move."”

There appears to be a widening disparity among
American families in being able to take advantage of
new technologies. More than 50 million women are
working now, raising the number of households with
dual incomes able to buy the technologies and pro-
vide them for their children. And more work is being

aken home, partly hecause of new tzlecommunica-
tions services

Other statistics appear to show, the report contin
ues, that viewing habits do not change substantially
with the addition of new technologies and sources of
video programming. “Tt appears that most of the new
activity 16 ‘additive,” that 18, people are increasing
their viewing without giving up programiming they
have watched in the past.”

Greystone's own statistics anre used in the repoit to
project the audience share in 1990 under two differ
ing scenarios. ['ublic broadcasting's share stays the

me in each, but the shares differ markedly in some
of the other services. As & baseline for compurison th
report ¢i tatistics showing the relative audience

hares of network affiliates, independent atations,
ahle channels, cable-originating channels and
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public television from October, 1984 through March
1985.

That table shows that network affiliates had a 78
per cent share of all viewing households (and some-
have more than one TV set going), independents 15,
pay cable 6, basic cable 6 and public broadcasting 5.

Constant audience seen

Isolating the impact of a continuing increase in cable
penetration, Greystone projects the share in 1990 to
be 76 for affiliates, 16 for indies, 7 for pay cable, and
basic cable and public broadcasting staying the same.

If the erosion of the share of network affiliates is
added to the scenario, the 1990 shares become 72 for
affiliates, 17 for indies, 8 for each type of cable, and
public broadcasting still retaining a constant 5 per
cent. '

Other projections can be made with other technol-
ogies added to the scenario, the report notes. “The
most important question for public broadcasting,
however, is how all these changes will affect public
television’s share of viewing households.

“The future is always uncertain, but it appears
that public television has a remarkably steady follow-
ing in all categories of viewing households: noncable,
basic cable and pay cable. . . . It appears that public-
television may ride through many changes in the
household viewing environment and emerge with an
audience share that is similar to its current viewer-
ship.”

The report then notes that many other factors
probably will affect viewership. The report was re-
leased before the final order by the Federal Commu-
nications Commission on its must-carry rules, but the
report does note that “public television has been aid-
ed by carriage on cable systems.” Also cited are polls
that show that cable operators consider public televi-
sion an asset, not a burden.

Other distribution technologies, such as subcar-
riers and satellites, similarly pose little threat to pub-
lic television, the report says, primarily because those
technologies appear to be struggling and lack wide-
spread appeal.

Home electronics products also are not seen as a
threat in the report. In some cases, such as stereo TV,
they are expected to enhance the attraction to public
broadcasting. PBS compares its use of stereo to that
of NBC, and Greystone projects that 34 per cent of
American households will have stereo 1'v by 1990,
compared with only 7 per cent today.

“Thus, audjences in the future may be able to hear
the high fidelity sound in public broadcasting pro-
grams, sound which has been present in the transmis-
sion for many years,” the report says.

Similarly, compact disc players, already past the
one million mark in sales, are expected to be an asset
to public radio stations. About 500 radio stations
were using the players last year, with the greatest use
among classical music stations.

As for VCR competition, the report appears high on
the prospecis for public broadcasting groups to enter
the videocnssetie sales arena as "'u potential source of
revenue.” Hut it encournges the venture with caution,

l'elevision/Radio Age, November 10, 1986
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DCC

SWEEPS THE INDUSTRY

BIASY

“The system’s versatility and
ease of use make it a natural.
I think it will more than pay
for itself.”

Robert Mallery, V.P. Operations
Lincoln Group, Syracuse

BIAS PC RADIO is hot!!! 15 orders
were received for the IBM PC-AT based
system at the recent NAB convention!
Features include a full list of reports

for traffic, sales management, and
accounting. Easily installed. Expand-
able. Very responsive and easy to use!

WITH

“We chose BIAS PC Cable
because DCC has more
experience in Sales and
Traffic systems than anyone.
We like their track record.”

John Jerman,

Systems Development Manager
Storer Communications Inc., Miami

—de

BIAS PC Cable was chosen by Storer
Communications, Inc. as the definitive
sales, traffic, and billing system for 30
cable operations nationwide. BIAS PC
Cable gets the job done. And it's backed
by the undisputed leader in media
automation systems.

To iearn how you can get
the BIAS PC advantage
call your BIAS Sales Executive today
901-348-3544.

the:
(1] ]

DATA COMMUNICATIONS CORPGORATION
3000 Directors Row/Memphis, Tennessee 38131

www americanradiohistorv com

“We liked the BIAS News Room
system because of the flexibility
offered by DCC’s PC-based
system.”

Darrell Schmidt, Business Manager
KMSP-TV, Minneapolis

BIAS News Room is perfect for almost
any size news department. Customers
love how it saves time and effort in all
news operations. Modular software lets
you build your system according to your
needs and budget. Boosts productivity.
And it's very affordable!
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ELLITE
N NETWORKER

YOU TALKED
AND WE LISTENED

The Centro NETWORKER is the result of extensive research
into your network news requirements.

Vehicle chassis and suspension engineered to 2.3 meter dish with 49.5 Dbi gain and
carry heavy components. selectable-adjustable vertical and horizontal
polarization from inside the vehicle.

Three year unlimited mileage, limited chassis

Unparralleled Centro quality in an attractive :
atfoprdable package S warranty and serviceable in over 4,500
locations throughout the United States.

Available in a rugged standard package with Engineered, designed and constructed to
many options for your specific requirements meet your most demanding Satellite News
Gathering requirements.

CENTRO CORPORATION
9516 CHESAPEAKE DRIVE
SAN DIEGO, CALIFORNIA 92123

Centro
(619) 560-1578
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