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DANGEROU 
WHEN 
FUNNY. 

Starring Teri Copley and Tom Villard. 

Have the last laugh on your competition when 
your ratings take off. 

Follow the NBC 0 & O's lead. They chose the 
all new episodes of We Got it Made 
for access checkerboard. 

VISIT US AT INTV 
ROOMS 540 AND 542 AVAILABLE FALL 1987 FROM StAPpat 1A\ 

IM 
A Farris _cvorrriari production 
in association with MGM/UA Television Syndication 
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Profit from the most 
comprehensive guide 
to RETAIL RADIO & 
TV ADVERTISING 

ever published! 
Use it to 
increase sales. 
Over 6,000 
stations, retailers 
& agencies 
already have. 

Building 
Store Traffic 

with 

Broadcast Advertising 
441 fact-filled pages. Paperback .81 /2 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'll use it more!) 

Indexed so your sales people can find solutions 
to retail advertising problems in seconds 

Helps your salespeople become retail 
marketing consultants.not just sellers of time. 

Specifically, they'll learn How to:" 
Communicate with retailers in their language 
Get in " sync' witn the 3 -to-6 month planning 

timetables of their retail prospects. 
Use in-depth research data to support a media 

mix of less newspaper and more broadcast 
Make an effective newspaper switchpitch with 

examples of how newspaper arid broadcast deliver 
over 4X the gross impressions as the same dollars 

I in newspaper alone. 
Help create. and produce effective low-cost 

commercials. (Text includes 34 scripts of award- 
! winning spots). 

USE IT! -for sales training - to switch- 
pitch newspapers - to support your next 
presentation to your hottest retail prospect' 

Let your sales team help their retail accounts: 
Research and identify profitable customer groups. 
Research and analyze merchandising and 

promotional opportunities. 
Develop store positioning strategies. 
Target their 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! 

Mail to 

TV /Radio Age Books 
1270 Avenue of the Americas 
New York City, NY 10020 

0 Yes. please send me cooties) of Building 
Store Traffic with Broadcast Advertising at $50 each 
jiFITST each for shipping. 

My check is enclosed for $ 

NAME 

FIRM 

ADDRESS 

CITY/STATE/ZIP 

TV-1 

Television/RadioAge 
January 5, 1987 Volume XXXIV, No. 12 

The flood of new independent stations on the air and 
the difficulties many face may be a key factor 
Indie GM earnings decline after big '85 79 

Consultant Dick Gideon's analysis covers reason for 
sudden drop in network advertising sales 

Spot, local TV growth seen declining 84 

Compulsory licensing repeal may top broadcaster 
agenda as cable industry shifts to the defensive 
Broadcasters ready for regulatory push 91 

Former 'throwaway' time period now seen as means 
to attract much-needed revenues, elusive youth 
Late-night programming comes of age 93 

'yid -,,.,AA-,0.t, i ,A, '1 , 

`Cosby' bidding situation demonstrates growing 
influence of reps in station programming arena 
Rep syndication expertise plumbed 96 
While certain rep syndication research becomes the 
expected, many offer unique services to stations 
Customized research offered to clients 98 

DEPARTMENTS 

15 Publisher's Letter 
18 Letters 
22 Sidelights 
40 Tele-Scope 
56 TV Business 

Barometer 
60 International 

Report 

62 
68 
70 

99 
103 
105 

Cable Report 
Radio Report 
Radio Business 
Barometer 
Spot Report 
Buyer's Opinion 
Media 
Professionals 

107 Viewpoints 
108 Programming/ 

Production 
113 Commercials 
116 Wall Street 

Report 
125 In the Picture 
129 Inside the FCC 

Television/Radio Age (ISSN #US0040277X1 (USPS #5371601 is published every other Monday for $50 per year by the 
Television Editorial Corp. Publication Office, 1270 Avenue of the Americas, New York, NY 10020. Second class postage 
paid at New York, NY and additional mailing offices. POSTMASTER: Send address changes to Television/Radio Age. 
1270 Avenue of the Americas, New York, NY 10020. 

Television/Radio Age, January 5, 1987 5 
www.americanradiohistory.com

www.americanradiohistory.com


DANGEROUS 
WHEN 
WET. 

Starring 
Ron Ely, Melissa Anderson 
and Brandon Douglas 

22 All-new episodes of this proven syndication classic 
will blow your competition out of the water. 

AVAILABLE FALL 1987 
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DANGEROUS 
WHEN 
DRY. 

111" , ,14 .."04010/0/Asso...ito 

1.1 4.4., 3 ht 
h4/04, 

Robert Forster starring as the legendary Sergeant Sam Troy. 

Put the heat on with 22 blazing new 
adventures of THE RAT PATROL. 

AVAILABLE FALL 1987 FROM 
While 

SEA HUNT 
and THE RAT PATROL 

stand 
tough 

on their own, 
you can 

program 
these 

two unique 
action 

half 

hours 
together 

as a one-hour 
block. 

01987 MGM UA Television Reductions Inc All rights Resenveel 

TM 

MGM/UA Television Syndication 

VISIT US AT INTV 
ROOMS 540 AND 542 
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A REFRESHING 
NEW TASTE IN 
ENTERTAINMENT 
Introducing Coca-Cola Telecommunications. 

First-run entertainment with a refreshing 

new taste. 

For syndication. Home Video. Pay-TV. Cable. 

Catch the wave of things to come at INTV '87. 

And be refreshed. 

NOW AVAILABLE: 

DINOSAUCERS 

THE REAL GHOSTBUSTERS 

WHAT'S HAPPENING NOW!! 

THAT'S MY MAMA NOW 

GOOD ADVICE 

MERV GRIFFIN AT THE COCONUT BALLROOM 

THE TIM CONWAY SHOW 

CARD SHARKS 

THE MATCH GAME 

PAROLE BOARD 

THE WILLARD SCOTT SHOW 

KARATE KID 

PUNKY BREWSTER 

PREMIERE MOVIES 

SPECIALS 

(c..- 1987 Coo-Cola Telecommunications, Inc. MI Rights Reserved. 
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"What's Happening Now!!" 
A top of the line, 

fully loaded sitcom vehicle 
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MILTON C HUBATKA, 
WFREDEDERS 

RICK HULL. 

AND RICHARD 
. SAN 

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 T-1994 
1270 Avenue of the Americas 
New York, N.Y. 10020 

Enclosed find for copies of Audio 
Sweetening for Film and TV. 

Name 

Company 

Address 

City State Zip 

Price includes postage and handling. 

Company Purchase Order or Payment Must Accompany This Order. 
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atet0 Oitbreti 
A story that unleashes passions and intrigues... 

strange forces...and dark secrets. 
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BREAKTHROUGH PROGRAMMING! 
Innovative. Intriguing. Irresistible. 

"Salem's Children" is the programming innovation for September 1987. 

) 

Contemporary drama in Gothic style replete with strange phenomena, 
captivating characters and rich production values. Thirty minutes daily. 

Its setting is the mysterious Salem Island. There, amid a succession 
of strange, unexplained happenings, the centuries-old struggle between 
two colorful and complex families, the Deeds and the Cromleys, has been 
renewed. 

Unusual objects and occurrences are woven into a continuous 
storyline. The Book of Shadows with its secrets of power. The heritage 
of the pulsating mark." Travel through time. Shape shifting. The 
human tapestry. 

For the first time, a dramatic series utilizes the very latest technological 
developments to create extraordinary special effects that advance the plot 
and astound viewers. 

"Salem's Children" is peopled by a diversity of characters. Sybil 
Cromley, beautiful and manipulative. Jonathan Deed, handsome and 
honorable. Mr. Goodman, who has served the Cromleys for centuries. 
Becca, inheritor of the awesome Cromley powers. And many more. 

They are involved in compelling rivalries and romances. Personal 
conflicts and business machinations. Fights for fame and fortune. The 
enduring conflict of good vs. evil raised to imaginative new heights. 

"Salem's Children" is one-of-a-kind programming designed for an 
explosive takeoff 

Highly promotable, it's cerium to be sampled early fuld heavily. Sure to r,,,, ,)'i; 
grab audiences and to hold them, to be talked about and to be watched 

With broad audience appeal-and especially attractive to young 
adults, both female amt nude-"Salem's Children" is flexible enough to 
capture its time period in a variety of daiqiris. 

A brand new breakthrough series-from Group W ftoductions in 
association with 'hull Entertainment. 
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Publisher's Letter 

There is no substitute for new ideas, 
tough selling to meet TV challenges 

Nineteen- eighty-seven will be a pivotal year for the television business. 
It will be the year the industry must show how to market, promote 

and sell its product. It will be the year of challenge and sales creativity. It 
will certainly be the year when the old cliche will apply-a separation of the 
men from the boys. 

Some 16 years ago, the TV business suffered its first full year of decline in 
comparison with the previous year. There were a lot of reasons for this 
dip-the combination of an economic slowdown, along with the deletion of 
tobacco advertising. But what was remarkable, the following year, in 1972, 
TV revenues bounced back, and kept growing each year after that. It proved 
the amazing vitality of the medium, and its ability to rebound. The busi- 
ness responds to catalytic action, but it needs internal stimuli. It needs new 
ideas, and sales incentives, long and short range planning; it cannot rely on 
its own momentum alone. 

Spot prediction. Last year, this column made a flat-out projection for 
national spot TV of about 8 per cent for 1986, a figure that was widely 
accepted by broadcast economists, as well as the financial community. The 
highly respected Dick Gideon, who makes yearly projections for TV/RADto 
AGE and other clients, estimates spot revenues for the year 1986 to wind 
up, based on our TV Business Barometer figures, about 8.9 per cent over 
last year. Local reflected the added efforts behind this category-up 12.3 
per cent (we predicted 12) over 1985. 

What about 1987? Here goes with our unadorned, fearless projection: 
national spot up 7.5 per cent, local about 10. 

Following a pattern of increased billings during Olympic-election years, 
Gideon predicts spot will be up 14.3 per cent in 1988. Over the ensuing two 
years, 1988-1989, he projects spot up 10.9 and 10.4 per cent each year, 
assuming the low rate of inflation continues over the next few years. If 
Gideon's crystal ball is flashing the right signals, it justifies the astronomi- 
cal prices paid for stations over the past several years. 

What is being watched closely is the rate of growth of local billings- 
particularly in comparison with national spot. It would appear from the 
Business Barometer estimates, that local is growing at a faster rate than 
national. By 1989, Gideon predicts that local will surpass national in total 
billings. There are several variables, however, that make the comparisons 
difficult. A great deal of national business in the past few years has been 
placed on a local or regional basis. At the same time, the increased efforts 
on the part of stations to bump up local billings is bearing fruit. 

Network drop. The networks' billings leveled off in 1985. It was the first 
year since 1971 that network revenues were down, a decline estimated at 
about 2.8 per cent. 

This year, Gideon forecasts an increase of about 3.0 per cent in network 
billings. These figures are saying something to the networks. They are 
saying that the networks have to be more aggressive in selling their prod- 
uct. 
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Warner Bros., for more than 

two decades, has consistently 

supplied the greatest number 

and the most important 

features for syndication. 
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Volume 27 continues 

the tradition and the new 

era of commitment to 

supply you with the best. 

Warner Bros. Television Distribution A Warner Communications Company 
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THE 

RADIO & TELEVISION 

COMMERCIAL 
(Second Edition) 

Primarily designed for the aspiring 
radio/TV commercial producer, the sec- 
ond edition of The Radio & Television 
ComMercial has expanded its scope and 
depth to be a useful tool even for the sea- 
soned agency executive. As a practical 
guide, it features and delineates with ex- 
amples the importance of copywriters' in- 
teraction with agency and client person- 
nel, commercial structures and styles and 
the creative process. 
Examples of radio and TV scripts, story- 
boards, glossary of terms and commer- 
cial production/testing included. 

232 pp. Paperback $1 4.95 

TV/Radio Age Books 
1270 Ave. of the Americas 
New York, NY 10020 

Enclosed please find $______ for copies 
of The Radio & Television Commercial. 

Name 

Address 

City State Zip 

Price includes postage. 
Payment or company purchase order must ac- 
company order. 

How to Produce 

Effective 

TV Commercials 
Television, in a remarkably short time, 

has grown to become the most important 
advertising medium, but until now little has 
been written on how a commercial is actual- 
ly made. How to Produce Effective TV Com- 
mercials is the definitive reference book 
covering each step in professional detail. 
You will learn how to produce commercials 
on film or on videotape, on set or on loca- 
tion, in live action or animation, and with 
original or public domain music. 

This book takes you right to the set on 
shooting day, pointing our each member of 
the production crew and their specific job. 
Then you get a detailed look at what hap- 
pens after filming-that mysterious process 
called editing and finishing. 

Hardbound $29.95 

TV/Radio Age Books 
1270 Ave. of the Americas 
New York, NY 10020 

Enclosed is for copies of 
How to Produce Effective TV Commercials. 

Name 

Address 

City State Zip 

Price includes postage and handling. 
Order must be accompanied by Check or company 
purchase order. 
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Letters 

People meters 
My primary respunsibility at NBC Re- 
search is ratings methodology, and I 

have been heavily involved in the 
analysis of people meter systems and 
data. I have tried to read everything 
written in the trade press about peo- 
ple meters-and have found most cov- 
erage to be superficial. 

People meters, and the rethinking 
of television measurement methodolo- 
gy that they represent, are the major 
events of the decade in media re- 
search. The two-part series on The 
Ratings 'Revolution' by Mal Belville 
(October 27, November 10) is the only 
article I have seen which does justice 
to the issues. 

It provides a sorely needed overview 
of the history, the methodological 
work being done by CONTAM, and a 
point-by-point comparison of the 
complexities of the measurement sys- 
tems proposed by Nielsen, AGB and 
ScanAmerica. 

Advertisers, agencies and broad- 
casters will be studying these issues in 
the coming year [or years], in order to 
make decisions which will have a last- 
ing effect on the television advertising 
medium. Mal Beville's articles are 
something I'm going to be using regu- 
larly as a reference. 

The people meter situation is very 
fluid. Deadlines are missed, an- 
nounced plans are changed, and a lot 
of data are coming in. I look forward 
to more in-depth coverage of this topic 
in Television/Radio Age. 

Thank you for taking a leadership 
position in your coverage of people 
meters. 
BARRY COOK 
Managing director, 
special media research, 
NBC, 
New York 

Hispanic omission 
I would like to express my sincerest 
disappointment in your November 24, 
'86 issue. The Hispanic supplement 
was a well-written and organized 
piece, however, the writer of your His- 
panic Broadcast Focus section seemed 
to have included every network in the 
article with the exception of the Span- 
ish Information Service, which is the 
largest and first-ever satellite inter- 
connected Spanish regional news and 
sports network in the country. 

I am greatly surprised that we were 
overlooked in this issue when every 
other programmer was mentioned. 
The Spanish Information Service is 

not only the first and largest regional 
Spanish News Network, but we are 
also the only regional Spanish sports 
network and the largest Spanish net- 
work in the NFL. 

We are 10 year veterans in the His- 
panic broadcasting field and would 
appreciate the exposure deserved. The 
parent company is Metropolitan 
Broadcasting Corp., formerly Metro- 
media, Inc., the largest independent 
radio broadcasting company in the 
country. 
DORIS PONCE 
Hispanic marketing specialist, 
Texas State Network, 
Dallas 

Must carry 
FCC Commissioner Quello's Inside 
the FCC ("Lone voice of dissent on 
`must carry' relaxation, 'fast buck' 
broadcast entry," November 24) was 
an excellent overview of what our 
business has become. His rationale 
and feelings on "must carry" and own- 
ership instability define present prob- 
lems that I'm afraid will just magnify. 
Commissioner Quello's opinions will 
prove to be the correct ones, especially 
regarding the confusion and loss of 
public service and continuity in the 
broadcast business. 
JOHN E. SHINE 
Vice president/general manager, 
WJKA-TV, 
Wilmington, N.C. 

Colorized booster 
Let's hear it for colorization. WRSP- 
TV recently ran It's A Wonderful Life. 
Response was tremendous. Coloniza- 
tion affords a new generation exposure 
to a truly classic film. These same peo- 
ple, perhaps, would not have had the 
interest or be attracted to watch black 
and white. Today's 18-year-olds grew 
up in an environment of full color net- 
works; even local stations were total 
color the year they were born. Coloni- 
zation breathes new life to great pro- 
grams that might not have lasted an- 
other lifetime. 

To its critics, go the extra effort to 
turn down the color on your set. 
Aren't we interested in programming 
to the masses? If so, we now can at- 
tract two groups, those insisting on en- 
joying oldies but goodies in color, and 
those that love the originals as pro- 
duced. One watches with no adjust- 
ments, the other turns down the color. 

The choice is theirs. And the broad- 
caster? Well, he just increased his au- 
dience share. 
STEVEN SOLDINGER 
General manager, 
WRSP-TV, 
Springfield, Ill. 
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EE EMBASSY 
EMBASSY COMMUNICATIONS A UNIT OF Z. 6T-gc 6/71,811/19 

WHO'S THE BOSS? SILVER SPOONS 227 THE FACTS OF LIFE 
DIFF'RENT STROKES THE JEFFERSONS GOOD TIMES MAUDE SQUARE PEGS 

SANFORD & SON ONE DAY AT A TIME ARCHIE BUNKER'S PLACE 

We make America laugh. 
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Sidelights 

Meaningful marketing 
About two years ago, WBZ-TV Boston 
embarked on an enterprising project- 
a total station campaign dedicated to 
children. 

Tom Goodgame, now president of 
the Group W Television Stations, was 

then general manager of the Boston 
NBC affiliate, and he recalls how it all 
began. "As we started putting together 
the campaign," he says, "we said to 
ourselves, 'Let's go all out. Let's utilize 
our newscasts; let's do features about 
issues that concern children; let's do 
programming issues on talk shows that 
we have, on Evening Magazine; let's 
talk about children's issues in our edi- 
torials; let's design our public service 
announcements to involve children 
and the issues affecting them.' " 

AS SEEN IN 

NOVEMBER 1966. 
&COUNTRY 

The Well-Tailored Man 

Fitting 
Occasions 
By G. Bruce Boyer 

Men's Tailoring: The 
Move to Made-to-Measure 

SANITATE TAILORS AND SHIRT MAKERS 
27 W. 55th Street 
New York, New York 10019 
(212) 755-0937 

Vincenzo Sanitate is the only custom tai- 
lor in New York who also offers a made- 
to-measure service. Both approaches 
partake of the same styling-a classic in- 
ternational cut-and fabrics. Jackets 
have high armholes, tapered sleeves, sub- 
tle waist shaping, and either side vents or 
ventless backs. The difference, apart 
from the pattern, is the amount of hand- 
work that goes into each model, which is 
why the made-to-measure suits and sports 
jackets cost $950 and $700 respectively, 
while the custom versions are $1,800 and 
$1,250. Detailing, such as handmade 
sleeve buttonholes, is a work of art and 
available on each. The range of fabric 
stocked is extensive, particularly in Ital- 
ian gabardines and fine English worsteds 
most appropriate for the business ward- 
robe. Additionally, the firm offers both 
made-to-measure and custom-made busi- 
ness shirts (starting at $55 and $155, re- 
spectively) in dozens of colors, patterns, 
and fabrics that range from royal oxford 
cloth and crisp poplins to creamy English 
broadcloths and airy Swiss voiles. 

22 

When the project became a success 
in Boston, it was taken on by the other 
four Group W TV stations-KYW-TV 
Philadelphia, KPIX(TV) San Francisco, 
KDKA-TV Pittsburgh and WJZ-TV Bal- 
timore. Group W Television Sales, 
however, saw marketing possibilities 
beyond those five stations and took the 
package to the NATPE convention in 
January of last year. 

"One-on-one." What happened was 
not exactly a resounding success. 
"What we discovered," Goodgame 
says, "was that the project we'd devel- 
oped was so comprehensive that you 
couldn't sit at a booth at NATPE and 
sell it cold. So we went out on the road, 

Jean Stapleton and Frederick 
Koehler starred in "Tender Places," 
a "For Kids' Sake" program about 
children and divorce. 

and we started talking to people one- 
on-one." 

As Group W prepares to bring For 
Kids' Sake to NATPE later this 
month, the campaign is being carried 
by 82 TV stations representing cover- 
age of more than 66 per cent of the 
country. The project consists of prime- 
time programs dealing with a variety of 
subjects from the effect of divorce on 
kids to parent-children communica- 
tions. They're backed up by PSAs, 
vignettes, print ads, sales literature 
and a variety of publicity materials. 
And stations are encouraged to develop 
their own local projects and promo- 
tions. Advertisers range from fast-food 
clients such as McDonald's and Wen- 
dy's to banks, hospitals, supermarkets 
and hardware stores. 

True Value's feedback. One multi- 
market client iii the latter category is 
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Sidelights (continued) 

True Value hardware stores. Says Dan 
Cotter, president of Cotter & Co., par- 
ent organization for the 6,000 indepen- 
dent True Value dealers: "We felt this 
gave us a chance to involve them in 
their communities." The reaction? 

One of the things the hospital staff 
particularly liked, says Pat Kelley, di- 
rector of marketing and public rela- 
tions, was that the children "looked 
like children. They didn't look like pro- 
fessionals. They looked like real kids 
doing things that kids like to do." 

And what about the hospital's mar- 
keting goals? 

1 On 
Malcom Jamal-Warner and Phylicia Rashad of "The Cosby Show" 
hosted an hour-long "For Kids' Sake" special designed to help families 
communicate more effectively. 

"People don't normally write in to 
compliment us on something, but we 
got correspondence from consumers as 
well as store owners." True Value is a 
For Kids Sake sponsor in 12 markets 
including WBZ-TV, KYW-TV, KRIV-TV 
Houston and WGAL-TV Harrisburg- 
York-Lancaster-Lebanon. 

At J. C. Penney in Detroit, Joe Pa- 
vitt, multi-district sales promotion 
manager, says that after people in his 
organization viewed a 10-12 minute 
trailer of Tender Places, a program 
about divorce, "there wasn't a dry eve 
in the house." After Penney became a 
sponsor on Storer's WJBK-TV, the sta- 
tion and the retailer worked together to 
come up with local kids' projects such 
as a muscular dystrophy drive and a 
campaign to clean up the River Rouge. 

When the East Tennessee Children's 
Hospital in Knoxville, Tenn., first 
heard about For Kids' Sake, in Sep- 
tember of last year, sponsorship 
seemed out of the question because it 
had already completed its budget pro- 
cess and was into a new fiscal year. But, 
in order to be a part of the campaign on 
Multimedia's WBIR-TV, the hospital 
reshuffled dollars and realigned some 
of its planned spending. 

"Sharing information about health 
care," says Kelley, "is different than 
sharing information about soft drinks 
or about cold cuts. We're after a partic- 
ular market in children's health care. 
We want to reach women between the 
ages of 22 and 45. We want them to be 
educated. We want them to have chil- 
dren. We want them to be homeowners. 
That group of people is going to be sit- 
ting down with their children watching 
these shows." 

Spanish CFA 
Call for Action has been around for 23 
years. But it wasn't until this October 
that its list of 25 member stations in- 
cluded its first Spanish language radio 
station, KTNQ Los Angeles. Addition of 
KTNQ also marks the start of a planned 
multi-market Spanish language net- 
work for Call for Action. 

During its 23 years in business, CFA 
president Carol H. Kip linger says the 
group's volunteers have answered more 
than two million telephone calls, "most 
of them from people looking for a voice 
bigger than their own to get action on 
their complaints, cut through red tape, 

and find solutions to their problems.** 
In one area of complaint alone- 

seeking restitution from mail order op- 
erators-Bernice .lay, director of 
CFA's Intercity Network, reports that 
the operation annually recovers over 
$200,000 in money and merchandise 
for disappointed consumers. 

At KTNQ itself, Irene G. Caro, direc- 
tor of CFA's Spanish Language Pro- 
ject, reports that its first day as CFA 
station brought it 40 phone calls, and 
that "It continues to be very, very bu- 
sy." Its first Ask the Expert day was 
devoted to the new immigration law, a 
session planned in cooperation with 
Catholic Charities' Immigration Ser- 
vices Division. 

Caro says the CFA operation at 
KTNQ kicked off with 18 volunteers, all 
bilingual, and that the volunteer train- 
ing was conducted in both Spanish and 
English, with those parts of the CFA 
training manual that have been trans- 
lated into Spanish used for the first 
time. Co-directors for CFA at KTNQ are 
Yolanda Santillan and Jaime Serrato. 

Caro's goals include Call for Action 
programs operating on Spanish lan- 
guage radio stations in San Antonio, 
Miami, New York, Chicago, San Diego 
and San Francisco. Says she: "There is 
a basic need for bringing consumer ser- 
vices to the Spanish-speaking commu- 
nity. Call for Action is needed in any 
city with a large Spanish-speaking po- 
pulation." 

Oops! 
That party to raise money for the en- 
dowment of a Wallace Kuralt Chair at 
the School of Social Work at the Uni- 
versity of North Carolina was a re- 
sounding success (TV, "'RADIO AGE, De- 
cember 29, page 54). And it was attend- 
ed by the cream of the CBS crop 
including Kuralt's son, Charles, Gene 
Jankowski and Walter Cronkite. But it 
wasn't in Charlotte, N.C. as stated. 
Those CBS execs simply had to walk 
across the street, not jump on a plane, 
because the reception was held at the 
New York Hilton. 

Broadcast vs. cable 
Cable operators are not trying to cut 
local broadcasters out of the picture, so 
broadcasters should be more flexible in 
their approach to the cable industry, 
according to Salvatore M. DeBunda, 
chairman of the cable and communica- 
tions law group at the Philadelphia law 
firm of Fox, Rothschild, O'Brien & 
Frankel. 

Moderating a panel on the must-car- 
ry rules at the Pennsylvania Associa- 
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KMGH DENVEV1 
G/ 39 SNAP 

T BEST 
OF THE 

NATIONAL 
GEOGRAPHIC 

SPECIALS 

"I was very skeptical when we decided to pre-empt prime 
time with The Best of the National Geographic Specials. I knew 

the National Geographies were the epitome of quality on television 
and had won more Emmys than any other series, but I never believed 

they would so significantly impact our ratings and our ability to reach 
our year-end projections. 

The National Geographic Specials have become the sales staffs single 
greatest source of pride and have provided us with an incredible sales tool 

in a frustrating year when help is 

desperately needed. 
The Specials are actually fun 

to sell. They're a dependable 
money magnet which: 
1. Maintain a 100% sell out 

level every month. 
2. Bring us a higher rate 

per :30 second spot than 
60 Minutes, and more 
than doubles the average 

rate we normally get for a 
:30 in prime. In fact, we're 

getting the same rate per 
:30 in the National 

Geographics that 
our competition 
is getting in 
Cosby. 

114111100/Slar..1. 

3. Pull a greater share of our die 
dollars away from our competitio 
In order to secure sponsorship and 
product exclusivity in the Specials, 
advertisers will place more money 
our station both inside and outside 
the show. 

4. Attract new advertisers to the s 

through the high quality and un 
association we offer them with 
National Geographic Specials. 

I personally know of no of 

series in syndication today that 
itself offers a station such a legi 

opportunity to make its year-end p 
jections. It's a station rnanagerne 

Bob Barron 
General Sales Manager 

KMGH - Denver INTERNATIONAL MEDIA ASSOCIATES 
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THE $ VALUE 
OF QUALITY 

PII6>N 6>043:"IRSN 

A VERY SPECIAL LESSON 
FROM A VERY SPECIAL SERIES 
WHEN THE BEST OF THE NATIONAL GEOGRAPHIC SPECIALS REPLACE NETWORK SHOWS, 

THEY DRAMATICALLY DOMINATE AN AFFILIATE'S PRIME TIME PERFORMANCE. 

NGS VS. TIME PERIOD 3 WK. AVG. RATING SHARE 

WSB-Atlanta 
Fri. 8 p.m. (ABC) 

WBRC- Birmingham 
Mon. 7 p.m. (ABC) 

WFRV-Green Bay 
Sat. 7 p.m. (ABC) 

WJXT- Jacksonville 
Wed. 8 p.m. (CBS) 

KATV- Little Rock 
Mon. 7 p.m. (ABC) 

WKRN - Nashville 
Sat. 7 p.m. (ABC) 

WWL- New Orleans 
Sat. 7 p.m. (CBS) 

WMTW- Portland 
Sat. 8 p.m. (ABC) 

WXEX- Richmond 
Mon. 8 p.m. (ABC) 

WIXT-Syracuse 
Sat. 8 p.m. (ABC) 

KJRH -Tulsa 
Wed. 8 p.m. (NBC) 

KAKE- Wichita 
Fri. 7 p.m. (ABC) 

NGS 
WEBSTER/BELVEDERE 

NGS 
MacGYVER 

NGS 
LUCY /BU RSTYN 

NGS 
MIKE HAMMER 

NGS 
MacGYVER 

NGS 
LUCY/BURSTYN 

NGS 
WIZARD 

NGS 
LUCY/BURSTYN 

NGS 
MacGYVER 

NGS 
LUCY /BURSTYN 

NGS 
HIGHWAY TO HEAVEN 

NGS 
WEBSTER/BELVEDERE 

Source. ARS Seio 

20 34 
14 25 

29 40 
21 31 

21 39 
10 19 

29 43 
14 

28 37 
20 30 

11 21 
6 9 

15 29 
9 18 

23 38 
8 17 

27 43 
18 27 

18 32 
6 9 

14 21 
10 16 

17 30 
10 17 

THE BEST OF THE NATIONAL GEOGRAPHIC SPECIALS ARE OWNED BY THE 
INDUSTRIES GREATEST STATIONS. BE PART OF THIS ELITE GROUP. LET THE 
$ VALUE OF QUALITY WORK FOR YOU & YOUR STATION TODAY. 

Arp-Evo'r,;77,77rri ,1,1171,77./rr,T,,TTrI 

A DIVISION OF GANNAWAY ENTERPRISES. INCORPORATED. 

(212) 687-4840 (818) 706-6341 

OUR V ISION IS YOUR SUCCESS 
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Sidelights (continued) 

tion from callers. Some of them will tell 
us about problems we don't already 
know about. They can tell us what's 
going on before the CHP knows about it. 
The other kind of information is how 
bad incidents we do know about are." 

PBS video training 
GW Television, The George Washing- 
ton University's TV station, has been 
chosen as a site to broadcast the Public 
Broadcasting Service's new video 
training venture, to be launched in 
January. Joining 30 PBS stations na- 
tionwide, GW TV was the only univer- 
sity TV facility selected. 

The PBS National Narrowcast Ser- 
vice will offer video training programs 
distributed by satellite, microwave, ca- 
ble or other means directly to the work- 
place of subscriber businesses, agencies 
or universities. Test marketed last 
spring in 21 cities, the service will en- 
hance conventional means of corporate 
training. The programs, produced by 
more than 50 video-training producers, 
were chosen by PBS using guidelines 
established by the American Society 
for Training and Development. Among 
the producers are Time-Life Video, 
McGraw-Hill Training Systems, 
Training House, and Coronet/MTI 
Film and Video. GW TV will broadcast 
the training programs over closed-cir- 
cuit microwave channels to subscribing 
organizations. 

Newsfeed's complaint 

A flap has broken out between Group 
W's The Newsfeed Network and The 
New York Times. It seems The Times, 
in the "Arts & Leisure" section of its 
December 21 Sunday edition, ran a fea- 
ture story called, "By Van and Satel- 

Holiday spirits: Showmakers Inc.'s George Heinemann was Santa Claus 
at IRTS' annual Christmas Benefit at New York's Waldorf-Astoria, 
above, where a full house was entertained by Chaka Khan, courtesy of 
Westwood One. Flanking St. Nick are Katz Communications' Jim 
Greenwald, 1., who is IRTS president, and Westwood One's Thom Ferro. 

Below, another holiday party in New York-this one sponsored by 
Caballero Spanish Media at the Bistro in Trump Tower. From I.: 
Caballero's Manny Ballestero, Young & Rubicam Bravo's Jim 
Alexander, Caballero's Eduardo Caballero and Castor Spanish 
International's Castor Fernandez. 

lite, Local Newscasts Are Going Na- 
tional." Not only did the article not 
mention TNN, but it indicated that the 

212-751-1434 

Lunch 12-3:30 PM 
Dinner - 5 PM-1:30 AM 

358 East 57th St., New York, NY 10022 
(Between First & Second Avenues) 
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concept of TV stations sharing news via 
satellite "all started two years ago" 
when Stanley Hubbard formed Conus 
Communications. 

Richard Sabreen, vice president and 
general manager of The Newsfeed Net- 
work, fired off a letter to David G. 
Shaffer, author of the article, with 
copies sent to publisher Arthur 0. 
Sulzberger, among others at the paper. 
Sabreen took issue with a number of 
facts and alleged omissions. 

As to the article's assertion that "it 
all started two years ago" he said: "The 
Newsfeed Network performed its first 
satellite TV news exchange among local 
stations January 12, 1981, nearly six 
years ago." 

He also was disturbed that all news 
directors quoted in the article were 
those associated with Conus. "A bal- 
anced report," he wrote, "would have 
had a diversity of reaction." 
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1EATRE 

The Children 
of Times Square 
Deadly Weekend 
Double Play 
An Early Frost 
Fallen Angel 
Fatal Vision, 
Parts I & II 
Goldie and 
the Boxer 
Honeyboy 
Love on the Run 
Money on the Side 
The Mysterious 
Stranger 

Partners in Crime 
Passions 
Poison Ivy 
The Right of the People 
Samaritan: 
The Mitch Snyder Story 
Scorned and Swindled 
Thrashin' 
A Touch of Scandal 
Trackdown: Finding 
the Goodbar Killer 
Wait Till Your Mother 
Gets Home 
The Wilma Rudolph Story 
The Word, Parts I & II 

6922 Hollywood Blvd., Los Angeles, CA 91:1 

1986 Fries Distribution Company All Rights Reserved 
www.americanradiohistory.com

www.americanradiohistory.com


Trrr r1 J.! !i 

rr rc 
mrr 11 

60. 

Vmovie package 
ti syndication! 
25 FILM AVERAGING A RECORD-BREAKING 19.8/32 * 

fo 
ratin s performance. 

ACTION-PACKED STORIE 
.7.40u1.11' f 

MAJOR STARS 

re male audi 

el J. Fox, Jamie Lee Curtis, 
oni Anderson, Billy Dee Williams, Lindsay Wagner 
nd Angie Dickinson insuring maximum 

ings success. 

nominations 

OeS it 
better d 5 Emmy Awards. 

O 

FRIES DISTRIBUTION COMPANY 
a subsidiary of Fries Entertainment Inc 

i) 466-2266 Telex: 3781675 FDC NEW YORK CHICAGO ATLANTA 
"Source NTI 

www.americanradiohistory.com

www.americanradiohistory.com


Tele-scope 

Will revived scatter market 
spur network turnaround? 
1)oes the recent strength in the network scatter mar- 
ket signal a turnaround in this segment of the televi- 
sion business? At least one financial analyst, while 
not going quite that far, believes things may not be as 
bleak for network TV as many prognosticators are 
painting it. Alan Gottesman, vice president at L. F. 
Rothschild, Unterberg & Towbin, acknowledging 
that there's "tremendous agreement that business is 
going to be soft" in 1987, says the first quarter of this 
year may be "better than expected. Network TV is 
the trend setter, and it isn't going to take as much of 
a change as it might have one or two years ago [for 
things to get better]." 

First quarter scatter, Gottesman points out, is 
showing "a significant increase over upfront, and one 
significant new [product] category could be the icing 
on the cake [that would push revenues higher than 
the low single-digit increases generally predicted]." 

Gottesman doesn't make any specific percentage 
projections for network in '87, but Joseph Fuchs, vice 
president at Kidder Peabody, sees the web business 
up only about 3.5 per cent while Ellen Berland Gibbs, 
president of Communications Resources, puts it at 4 

per cent. Both are lower than the widely circulated 
projections of Robert Coen, senior vice president, di- 
rector of forecasting at McCann-Erickson, who sees 
network spending up 5.5 per cent this year over 1986. 
Coen, in his annual forecast made at the Paine Web- 
ber Media Outlook Conference in December, said de- 
mand for network TV time will "gradually improve," 
pointing out that, "eventually, major marketers must 
shift their attention from controlling costs to build- 
ing larger corporate revenues if they are to keep their 
profits moving upward." 

As for national spot, Fuchs puts the increase in '87 
at 7 per cent, slightly better than Coen's prediction of 
6.5 per cent. The Kidder Peabody analyst foresees an 
"overall relative sluggishness [in national TV adver- 
tising] over the next several years. It's a general con- 
tinuation of advertisers adjusting to disinflation; and 
the broadcast business will be adjusting to the new 
economic realities. It's a process that's likely to take 
several years, as opposed to one year." 

Local outlook. Local television sales, which Coen says 
were up 13 per cent in 1986, will continue to be a rel- 
ative bright spot in '87, according to analysts. Both 
Gibbs and Fuchs believe local will increase by 10 per 
cent this year. Fuchs, who puts the '86 local rise at 
12.5 per cent, says that "10 per cent in '87 relative to 
the GNP environment is very, very strong." Gibbs, 
saying she is "a little more optimistic on local" than 
other areas of the business, points to TV stations' cur- 
rent emphasis on new marketing techniques at the lo- 
cal level. However, she issues a warning. "Every time 
spot drops off, they do this. Let's hope that when 
spot gets strong, they continue it." 

Gottesman believes local's growth "has already 
come. It's something that guys who own their stations 
can go out and sell, but there's always a point beyond 
which it won't work." 

Coen did not break local advertising down by me- 
dium for '87 but said that overall local ad growth 
"will be a little stronger than national ad growth." 
However, he tempered this by adding that "there will 
be no significant political activity to stimulate local 
broadcast demand." Overall, local advertising will in- 
crease by 7.6 per cent, he said. 

The general advertising outlook, according to 
Coen, is "considerably mixed. Many marketers un- 
doubtedly will continue to exert intense control over 
their ad budgets, but others with improving profit ex- 
pectations are likely to begin to re-expand their ac- 
tivity. 

"On the other hand," he continued, "product cate- 
gories that have been expanding rapidly in the last 
few years are likely to slow to a more moderate pace. 
However, larger increases for new product introduc- 
tions or new advertising programs are likely to re-ap- 
pear at a greater rate than they have in the last few 
years." 

CBS changes. Toward the end of 1986, two specific 
company-related developments were being watched 
closely by all industry observers. One was the con- 
tinuing changes at CBS under acting CEO Laurence 
Tisch; the other was the filing for Chapter 11 by 
Grant Broadcasting. 

The latest movement at CBS involved a new orga- 
nizational structure at the CBS/Broadcast Group. 
Under the realignment, Thomas F. Leahy, who had 
been executive vice president of the CBS/Broadcast 
Group with responsibility for the Entertainment Di- 
vision and Television Network Division, became 
president of the CBS Television Network. Tony Ma- 
lara, who had been president of the network, as- 
sumed the new title of senior vice president, distribu- 
tion. He reports to Leahy along with Jerome Domi- 
nus, vice president, network sales, and Donald Wear, 
senior vice president, CBS Broadcast International. 
A new position, senior executive of marketing, is ex- 
pected to be named shortly and will also report to 
Leahy. 

Neal H. Pilson, who had also been executive vice 
president, was named president of CBS Sports and 
Broadcast Operations. Reporting to Pi lson are Rob- 
ert Hosking, president of CBS Radio, James McKen- 
na, senior vice president of Operations & Engineer- 
ing, and a senior vice president of CBS Sports, who 
will be named later. Pilson previously had these re- 
sponsibilities, plus the Television Stations division. 

Peter A. Lund, who was president of CBS Sports, 
is now president of CBS Television Stations. Leahy, 
Pilson and Lund, along with B. Donald Grant, presi- 
dent of CBS Entertainment, and Howard Stringer, 
president of CBS News, all report directly to Gene F. 
Jankowski, president of the CBS/Broadcast Group. 

Fuchs calls the CBS moves a "healthy adjustment 
process. What CBS and the other networks are doing 
is all part of the same mosaic-adjusting their opera- 
tions to the new economic realities of the business." 
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Four One Hour Prime-Time Specials for 1987. 

" THE HIDDEN ADDICT" (March) 
Addiction. The image was once of the . 

strung-out street junkie. Now, it's every- 
where. And it can hit anyone: your 
neighbor, your spouse, yourself. "The 
Hidden Addict" focuses on four forms 
of addiction-who may fall prey and 
why. 

"MINUTES TO LIVE" (J 
Trauma centers are h as a 
concept in emergency ical carte,' 
and hospitalsall across the country are 
pushing hard to establish centers in 
their communities. Includes true-life 
stories of how trauma centers can make 
the difference between life and death. 

ALREADY CLEARED IL 
Philadelphia /KYW -TV San Francisco/KPIX Boston/WBZ-TV Detroit/WXYZ Cleyeland/WEWS Pittsburgh/KM 

Indianapolis/WISH-TV Hartford-New Haven/WFSB-TV Cincinnati/WCPO-TV Milwaukee/WVTV Columbus/Mr 
WTKR-TV Louisville/WHAS-'FV liilsa/KTUL-TV Little Rock/KATV West Palm Beach/WPIT Hint-Saginaw/WI 

Dayton/WDTN-TV lbledo /WNWO -TV Des Moines/KCCI-TV Green Bay/WLUK Omaha/WOVVT Rochester/Will 
Portland/WGME-TV Springfield, MO/KOLR Ft. Wayne/WANE -TV Colorado Springs/KOAA-TV Lansing/WENS-TV Mac 

La Crosse/WXOW -TV Cadillac/WWTV Quincy IL /WGEM -TV Medford /KOBI -TV Abilene/KIAB-TV Idaho Falk 
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RCH FORA BETTER, 
NEVER ENDING 

1-Myers Company Present 
F,ST 

ng the New Frontiers of Health and Medicine . 

AGELESS AMERICA" (August) 
People are living longer because of 
medical science, but what effect has 
this had on the quality of life? This 
special will provide the latest medical 
breakthroughs in cancel; heart and 
nutritional research and how it affects 
the aging process. 

THE BEST DEFENSE" (December) 
Our own immune system is not only the 
body's best defense, but may be the key 
to medical breakthroughs in the 1980's. 
The search for answers in the treatment 
of cancer, AIDS and organ transplants 
is explored in this fascinating hour. 

. AA ,A"04111041000HAAHANA, 

STANDING STATIONS 
.ilvTia Minneapolis 'KARL Seattle /KCPQ Baltimore/WJZ-TV Phoenix:KTVK-TV 
hleans/WWL-TV Oklahoma City 'KOCO-TV Greenville/Spart1WSPA-TV Norfolk/ 
s-Ban-e 'WNEP-TV Richmond WXEX Knoxville/WBIR-TV Shreveport 'K'rBS-TV 
oke VITDBJ-TV Ilonohilu KGMB-TV I .exington 'AVKYT-TV Spokane/KREM-TV 

Salinas KS131V- I V Rockford WRIAAY Duluth, KDIJI-TV Tallahassee WCIT 
,burg 'Weston \VOIV Marquette WI.UC-TV Bellingham KVOS-TV Sitka KTNL-TV 

'GROUP W 
PRODUCTIONS 
A WESTINGHOUSE BROADCASTING COMPANY 
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Tele-scope (continued) 

Gottesman views the CBS moves as more of a "phi- 
losophy that pervades through the company, rather 
than some carefully abstracted master plan." This 
philosophy toward consolidation, he says tells net- 
work management: "You don't have to be this com- 
plicated." 

Grant bankruptcy filings. As for Grant Broadcasting, 
the three independent TV stations owned by the corn- 
pany-WGBO-TV Chicago, WGBS-TV Philadelphia 
and WBFS-TV Miami-filed for bankruptcy last 
month. The company is in debt to program distribu- 
tors for more than $24 million. 

Is this a foreshadowing of more station financial 
problems to come? And will it have a sobering impact 
on prices of syndicated programs? 

Fuchs believes it might affect the buying power of 
weaker stations in the marketplace, but "the best 
programs, like The Cosby Show, are still going to 
command premium prices. And the really weak pro- 
grams are not going to have much of a marketplace; 
they're not going to get bailed out." 

But, "the overall attractiveness of producing tele- 
vision programs has not been diminished." 

Gibbs says the proliferation of indies, "with so 
many stations coming on the air, presented problems 
when revenues slowed down. But this is not an insur- 
mountable problem; it will just take a while to sort it- 
self out." 

Preempting the networks 
With both ABC and CBS threatening to cut compen- 
sation fees to affiliates, at least one syndicator is go- 
ing for the jugular. David Fox, executive vice presi- 
dent, Fox/Lorber Associates, says "We're sending a 
letter to all CBS and ABC affiliates, saying one way 
to fight back on compensation is to take [cash] pro- 
gramming and preempt the networks [in prime- 
time]." A good vehicle for this, Fox reasons in his let- 
ter, would be The Great Performers and Extra, See 
All About It, two 26-episode, off-HBO series pre- 
miering this month from Fox/Lorber. "Very few syn- 
dicators have quality cash programs," Fox explains, 
so he doesn't know if other companies are taking a 
similar approach on the compensation issue. 

The Great Performers consists of HBO comedy 
and music specials (such as Robert Klein, Pee Wee 
Herman and Bette Midler) while the Extra series is 
comprised of HBO documentaries. Fox says 15 sta- 
tions have already picked up one or more of the pack- 
ages. 

HDTV test to begin 
A unique television station with an extremely selec- 
tive audience is going to begin transmitting some vi- 
sually unusual programming in Washington January 
7. Its call letters are ww til) TV and its frequency is a 
combination of channels 58 and 59. 

Tests for the past month have proved the feasibil- 
ity of broadcast transmission of high-definition tele- 
vision (HDTV), but now the broadcasting industry is 
fighting to get the Federal Communications Commis- 
sion to set aside spectrum space for the transmission 
of HDTV. Transmission requires an extra-wide band- 
width of nine or 10, or even more, MHz, as opposed to 
the normal width of six. 

Until now, the experimental broadcasts run by the 
National Association of Broadcasters from the tower 
of Gannett's WUSA-TV in northwest Washington have 
been seen only by the select few positioned along a 
very narrow beam that stretches from WUSA-TV to 
downtown Washington. The FCC and NAB are on 
that line, and there are reports the beam can be 
picked up on Capitol Hill. A local department store 
plans to hold the first public demonstrations in Feb- 
ruary, well after Korean Olympic Games shot in high 
definition by ABC, other programs prepared for the 
demonstration, and even commercials have been 
made available for the tests. 

But as the broadcasters fight with the FCC and the 
land mobile industry over spectrum allocation, there 
are indications that their industry will begin reaping 
some of the benefits before they begin transmitting 
regularly in the medium as soon as, some say, five 
years from now. 

First in. At a recent symposium on the status and fu- 
ture of HDTV, it became clear that the movie industry 
was the first likely large user of HDTV because the 
equipment involved is said to cut production costs 
dramatically. There was less optimism at the sympo- 
sium about TV broadcast of television, however. 

But Richard Stupf of Universal City Studios, told 
the attendees, "While we don't see high definition 
being applied directly to our filming of high-action, 
the adventure kinds of materials we produce for the 
networks, ... there are scripts that we have on the 
shelf today for televison primetime shows that are on 
the shelf because we can't meet the kind of produc- 
tion schedules that are demanded in producing for 
television. When we get some workable high defini- 
tion and quick turnaround services in Hollywood, we 
certainly will be dusting off those scripts and taking 
another look at them, because we can save a lot of 
money and a lot of time." 

Masao Sugimoto, engineering comptroller with 
Nippon Hoso Kyokai (NHK), says he expects it to 
take two years to manufacture a high-definition TV 
set for consumers and another year to market it. As- 
suming broadcasters can work out their own prob- 
lems, the feeling at the conference was that HDTV 
could be broadcast to wide audiences as early as five 
years from now. 

But Eddie Fritts, president of the NAB, frets that 
the FCC may have given away valuable space in the 
badly needed spectrum to land mobile operators be- 
fore broadcasters are ready for How (See Inside the 
FCC; page 129). 

Unless the FCC slows its pace of granting land mo- 
bile the spectrum space, Fritts says, HDTV may end 
up being "available only to Americans who pay a month- 
ly cable fee or a daily video tape rental charge." 
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Tele-scope (continued) 

As far as the over-the-air signal is concerned, Ben 
Crutchfield, NAB engineer in charge of the experi- 
ment, says "the pictures look very good" and there 
have been no reports of interference with other sta- 
tions in the capital area. 

Butensky's plans 
"We want to move forward in the proper fashion and 
we don't expect to just acquire or produce program- 
ming for programming's sake," says Ave Butensky, 
who just joined Fries Distribution Co. as its executive 
vice president, domestic television distribution. 
"Each property we do will be judged on the market 
needs and what we think the advertisers will want," 
continues Butensky. 

Butensky, by joining Fries, will have several ven- 
tures to keep him busy. Besides Fries' new feature 
film package Fries Frame III, 25 made-for-Tv movies 
which Butensky says had a cumulative 19.8 rating 
and 32 share on the networks, other new product go- 
ing into syndication includes a Howdy Doody special, 
a how-to for automobile buyers and a series on chil- 
dren of celebrities. 

Ave Butensky 

The Howdy Doody special, called Howdy Doody's 
40th Birthday Party, already has a 50 per cent clear- 
ance coverage. The two-hour show will be a modern- 
ized version of the popular kids' series, with celebri- 
ties who appeared in the series' "peanut gallery." 
Stations cleared include all the Fox stations, 
WUAB(TV) Cleveland, and KPLR-TV St. Louis. Airing 
is based on two runs in a two-week window of the last 
week in November through the first week of Decem- 
ber, 1987. Stations are requested to play the show in 
primetime in the first run and in early fringe in the 
second, according to Peter Schmid, senior vice presi- 
dent of marketing and sales at Fries. Howdy Doody is 
being offered via barter. 

Others. The auto show, The Auto Connection, is a 
projected weekly half hour which reviews new cars; 
and a one-hour series, tentatively titled Born Fam- 
ous, focuses on young people such as Debbie Boone 
and Linda Hope, whose parents are famous persons. 
Still another series is Six Guns and Saddles, western 
films trimmed from their original 75 minutes to half- 
hour programs. All the Fries programs will be pre- 
sented at both the INTV and NATPE conventions, 
says Butensky. 

Butensky, before joining Fries, was president of 
Botway Media Associates, a New York based media 
buying service. His industry affiliation began in 1955, 
when he joined the traffic department of Dancer 
Fitzgerald Sample. After managing the syndication 
and barter division as senior vice president of the 
agency and president of Program Syndication Ser- 
vices until 1978, he joined Viacom Television Pro- 
gram Group as president. In 1979, Butensky formed 
Avcom Inc. and joined Botway a year later as senior 
vice president, rising to CEO in 1981 and president in 
1982. Butensky will headquarter at FDC's corporate 
offices in Los Angeles. Reporting to Butensky will be 
Schmid and Richard Askin, senior vice president, 
distribution, and others of the senior management 
team. 

CBS' Morning Program' 
Three months ago, TV /RADIO AGE asked program 

executives at several CBS affiliates what they would 
like their network to program against Today and 
Good Morning, America (Feedback! September 15, 
1986). Now that CBS has announced details of The 
Morning Program, its 90-minute radio-influenced 
show that will follow a revamped harder-edged 90- 
minute CBS Morning News, TV/RADIO AGE re-que- 
ried some of those same program executives for their 
latest reactions. 

Marion Meginnis, program manager, WBTV(TV) 
Charlotte, hit the nail nearly on the head last fall 
when she suggested "less news but more program- 
ming that's a companion for people watching at that 
time ... maybe heavier news in the first hour." Now, 
says Meginnis, The Morning Program "looks very 
good to me. It certainly makes sense." She notes that 
WBTV already has a radio-style formatted local show 
at 6:30, and that The Morning Program should also 
be compatible with programs the station runs later in 
the morning-such as Hour Magazine. 

WBTV'S Marion Meginnis uFmu-TV's Jules Moreland 

CBS also seems to have paid heed to the Septem- 
ber advice of Jules Moreland, program director, 
KFMB-TV San Diego, who suggested that the CBS 
Morning News was "getting beaten to death because 
we're trying to do the same thing [as the other net- 
works] . . ..Maybe it's time they did something to get 
young people in." 

"They [CBS] weren't too happy about what I said," 
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