 —

Television/ RadloAg 9

A

KATZ
COMMUNICATIONS

People Make The Differe



www.americanradiohistory.com

Changing the bz

he Cosby Show. The most dominant factor

in television for the last three years. A show
that helped turn around a network, catapulting
it from number three to number one. A show
that tripled the number of NBC network
affiliates in the number one position in prime
time. A show with the power to affect your
station’s entire lineup.

Cosby power.

1984-85 1985-86 1986-87
Rating Share Rating Share Rating Share
215 35 31.8 47 34.0 53

Now in its third year, The Cosby
. Show is more powerful than
_ ever. The only show that
_ can beat Cosby
. Is Cosby itself.

Ratings power.

In the first quarter of its third
year, Cosby was number one for
the week 12 out of 13 weeks.
What did it take to beat Cosby?
The seventh game of the World
Series.

Source: NTI, 1984-1986
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ance of power.

Support power.

il
The week of December 29, 1986 o
NBC preempted Cosby the night Ty
of the Rose Bowl and Orange
Bowl. Significantly, that
week NBC lost its number
one position for the first time
in 17 weeks.

b

c e Ei
hange the =
competitive balance of power in your

market. If you're number one now, Cosbhy
will help you stay there. If you're not, Cosby
will help get you there.

The Power of Cosbhy.

-4 -

V7 Profitfromit.

Viacom.

© 1987 Viacom International Inc, All rights reserved.
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STARRING

MICHAEL LANDON
AND

VICTOR FRENCH

NUMBER ONE &8
IN FAMILY 8
ONE HOUR PROGRAMS

NOW AVAILABLE FROM

NEW WORLD TELEVISION

16 West 6lst Street, New York, N.Y. 10023
(212) 603-7713, Telex: 428443 LCA, Fax: (212) 5825167
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Profit from the most |
comprehensive ice | ‘J@levision/RadioAge
t(wiBAV“E-RRTAIg:gﬁ& tebruary 16, 1987 Volume XX X1V, No. 15
ever published! |

Use it to
Increase sales.

Over 6,000 | ,
stations, retailers l As NBC earnings reach a peak, company’s new

& agencies president talks about syndication and morale
already have. Tinker-to-Wright: hard act to follow 35

Building | Unexpected advertiser money surfaces;

: Store Tr am_g syndicated programming benefits from the overflow
wi -

Broadcast Advertising == Web TV scatter market extremely tight 38
e 447 fact-filled pages. Paperback 8 x 11 | * 5 LT
» Written by William L McGee. retail broadcast ? "~
authonity. and 34 contributing experts from every
aspect of the business. They help sell your
prospects on the value of your medium and station
o Easy-to-read. non-technical terms ({Created to
make retauers more comfortable with broadcast
advertising suthey Il use it more')
« Indexed so your sales people can find solutions
to retail advertising problems in seconds

0 gy STl R L AAVHL INOSS N B

Eight broadcast executives sound off on the
concept and “experimentation’ in general

Any life left in checkerboarding? 40

: -~ Latest Arbitron sweep data reveal that average
Helps your salespeople become retail drop in the top 50 ADIs is almost one share point

marketing consuftants,not just sellers of time. Big market TV station shares dip 42

Specifically, they'll learn *‘How to: "’
* Communicate with retailers in their tanguage

{

e Getin "'sync’ witn the 3-10-6 month planning ! . :

limetables of their retal prospects Growing number of broadcast outlets air cable
‘ programming in cooperation with local systems
\
\

mix of less newspaper and more broadcast

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

e Help create and produce effective low-cost | Year of the rep at NATPE 78

commercials. (Text includes 34 scripts of award-

* Use in-depth research data to support a media
Cable webs find friendly TV window 46

winning spots). . - . e
= C— s— s— e e
UShE |T!-Torsalestraining 1o switch- A 3
pitch newspapers — to support your next |! H H H o
presentatiogmyomhottestre_tailprospect' ! g W|denlng economic gap

Let your sales team help their retail accounts: | Station competition intense A-9

* 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 DEPARTMENTS

protitable customer groups

paid at New York, NY and additional mailing offices. POSTMASTER: Send address changes to Television/Radio Age.

CITY/SIATE /le_ 1270 Avenue of the Americas, New York, NY 10020.

* Increase store traffic. sajes. and profils! 10 News About News 29 Radio Report 76 Programming/
ORDER YOUR COPY TODAY! 14 Publisher’s Letter 32 Radio Business Production

| Mail to: l 16 Sidelights Barometer 81 Commercials

| g{:ﬂ‘:ﬂﬁg"o:’:}‘:gimemas | 18 Tele-Scope 67 Spot Report 84 Wall Street

| New York City, NY 10020 | 22 TV Business 71 Retail Report Report

| O Yes. please send me cop(es) of Buiding | Barometer 72 Buyer’s Opinion 105 In the Picture
Store Traftic with Broadcast Advertising at $50 each . 3 .

| pius ST each for shippinge o 1 S0 € | 26 International 73 Media 107 Inside the FCC

i O My check 1s enclosed for $ Report Professionals

| NAMG I 28 Cable Report 75 Viewpoints
FIRM

| ) ‘ Television/Radio Age (ISSN #US0040277X) (USPS #537:60) is published every other Monday for $50 per year by the

] ADDRESS . l | Television Editorial Corp. Publication Office, 1270 Avenue of the Americas, New York. NY 10020. Second class postage

l i

6 Television/Radio Age, February 16, 1987
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REDERICK HULL.

A
MILTON € HoFHARD W. SANDERS

BATKA,

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

City State Zip
Price includes postage and handling.

Company Purchase Order or Payment Must Accompany This Order.
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Source: Nov 1986 NTI FWSON, Oct 27-Nov 2.
© 1987 WORLDVISION ENTERPRISES, INC.
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THE BEAT
OF SUCCESS

Just renewed on the NBC O&O stations,
WNBC-TV New York, KNBC-TV Los Angeles,
WMAGQ-TV Chicago and just added, WKYC-TV
Cleveland.

The beat goes on and on for the #1new
first-run comedy hit about the record business.

Diana Canova and a hilarious cast are
keeping viewers across the country throbbing
with laughter.

48 FIRST-RUN HALF-HOURS

, WORLDVISION
ENTERPRISES INC.

The World'’s Leading Distributor

for independent Television Producers
New York, Los Angeles, Chicago. Atlanta, London, Paris, Tokyo,
Sydney. Toronto, Rio de Janeiro, Munich, Rome
A Tak

ah Comoeny .
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s about news...

News about news. . .News about news. . . News

The news is back at wpca-Tv ‘in a big way’

o news wasn’t exactly good news

for the new owners of WPCQ-TV

Charlotte. When Channel 36 Partners

purchased the NBC affiliate in Febru-

ary, 1985, it wasn’t broadcasting any
news at all-—no national, no local.

One of the first things 36 Partners
did to kick off the new regime was to
bring back the NBC Nightly News in
March, 1985. Then the station “set a
five-year goal to bring back news in a
big way,” according to Stanley Rudick,
vice president/general manager.

Through research, the station dis-
covered that it should try to be an alter-
native to WBTV(TV) and WSOC-TV, two
competitors with long-established
news broadcasts, says Rudick. The
path WPCQ-TV chose was to do *‘very
people-oriented stories, with a USA
Today philosophy,” focusing on how
the news is affecting you at home.

On location. The station kicked off its
local news broadcasting in September,
1986. One of its “people-oriented” pro-
motional catch phrases—' “We’re in
your neighborhood”—was soon rein-
forced by a series of live newscasts the
station did at locations around Char-
lotte. Broadcasts originated from such
locations as Discovery Place, Char-
lotte’s science museum; Charlotte
Douglas International Airport; and the
Mint Museum. The public was invited
to attend each segment and met the
Channel 36 news team after each
broadcast. The station will continue
such live broadcasts from differing lo-
cations, notes Rudick, “and we’re not
limiting them to rating periods.”
Another “innovative” feature the

station began was a catch-up of the
sports fumbles and mis-plays during
the previous week.

Channel 36 News runs for a half hour
at 5:30 p.m. and 11 p.m. Since it’s the
first local news each night—the others
begin at 6—Rudick hopes to “draw a
bead” on competitors. And since it’s 30
minutes instead of an hour, the station
promotes the telecasts as the “30 min-
ute news—because you haven’t got all
night.”

Wepca-TV sports director Jim
McCulloch and news anchor
Karen Adams on location at
Charlotte’s Mint Museum.

Another convert from network to local

The trend toward ABC News personal-
ities joining local stations continues.
Latest to make the switch is Mike Bar-
ry, sports reporter on ABC World News
This Morning and Good Morning
America. Barry, however, will stay in
the Capital Cities/ABC fold. He joined
CC/ABC San Francisco station, KGO-
TV, as primary sports anchor on Febru-
ary 9.

Prior to joining the network 2%, years
ago, Barry was a sportscaster for
WABC-TV New York.

Other ABC News staffers who have
departed to join station news depart-
ments have included Steve Bell, former
news anchor for World News This
Morning and Good Morning America,

who recently joined KYw-TV Philadel-
phia, an NBC affiliate; Dave Murray,
meteorologist on World News This
Morning and Good Morning America,
now with wBz-Tv Boston (NBC); and
Sylvia Chase, formerly of 20/20, who’s
an anchor with KRON-TV San Francis-
co, also an NBC affiliate. Both KYW-TV
and WBZ-TV are owned by Group W,
while KRON-TV is a Chronicle station.
In addition to his TV duties in New
York, Barry was an anchor on daily
sports shows carried on the ABC Radio
Networks. He was also a play-by-play
announcer for ABC coverage of NCAA
football and was a sidelines announcer
for United States Football League

|.games.

| News briefs

Two more sessions remain in the six-
week symposium on network news be-
ing sponsored by the University of
Pennsylvania’s Annenberg School of
Communications,

On Thursday, February 19, Richard
Salant, former president of CBS News,
will deliver a speech entitled, “60 Min-
utes on 60 Minutes.”

The final session on Thursday, Feb-
ruary 26 will be a roundtable discussion
on network news with the following
participants: Salant, Bill Leonard, for-
mer president CBS News; Leslie Midg-
ley, former executive producer, CBS
News; Ernest Leiser, former vice presi-
dent and deputy director of news cov-
erage for CBS News; Burton Benjamin,
former senior executive producer of
CBS News; and former New York
Times reporter Sally Bedell Smith, who
is currently working on a book about

CBS chairman William Paley.

The sessions, which are free and
open to the public are held from 4:30—
6:30 p.m. in room 110 at the Annenberg
School, which is on the campus of the
University of Pennsylvania in Phila-
delphia.

Newslink has added five persons to
its Washington-based news gathering
team. They are: John Nester, Capitol
Hill correspondent, from a similar po-
sition at Evening News Broadcasting;
Diane Vernon, manager of news ser-
vices, from operations manager at Pub-
Sat; Murray Pinczuk, photographer/
editor, from Outlet Communications;
Mark Marchione, photographer/editor
from freelancing; and Steve Rosen, en-
gineer, from Bonneville Satellite Corp.

The New York-based company,
which provides video press releases to
TV stations on behalf of corporate and
institutional clients, has acquired Ava-
tar Satellite Corp. to broaden the range
of its services.

David A. Goldberg has been named
news director at KXTV(TV) Sacramento-
Stockton. He was formerly news direc-
tor of WVEC-TV Norfolk-Porstmouth-
Newport News-Hampton. Both are
Belo stations. Before that, he was news
director of WTVF-TV Nashville.

Jane E. Akre has joined the News At
Ten anchor team at Kicu(TV) San Fran-
cisco (San Jose). Akre was formerly an
anchor at CNN Headline News.

Kim Wanous, co-anchor of WAKA-TV
Selma-Montgomery’s Action 8 News,
has added responsibility of news direc-
tor.

10
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THEIR CAREERS ARE STRONG.
BUT THEIR BELIEFS ARE

EVEN STRONGER.

/ k.

McGranHill Broadcasting honors KGTV newsmen

When the going got tough, newsmen Steve
Fiorina and J.W. August showed the world that
they were even tougher. A freak set of circum-
stances led Fiorina straight to the door of a mur-
derer. And almost caused both men to be jailed
in defense of their rights as journalists. Their
success in defending First Amendment principles
is shared by everyone at KGTV (San Diego). And
is another example of how all our stations’ news
is making news.

KMGH-TV, in Denver, received the Colorado
Broadcasting Award for best newscast, the last
two years. We've also won awards for best spot
news coverage. And an “EMMY” for best live
news coverage.

In Indianapolis, WRTV has been named best
newscast in the state, twice. And best newscast
in the entire midwest. They've also received
honors for best medical news feature.

Our station in Bakersfield, KERO-TV, has re-
ceived 9 Golden Mike Awards. And their entire
news staff was honored, last year, for its excel-
lence. An industry first.

At McGraw-Hill Broadcasting, we're committed
to the free, unencumbered gathering and report-
ing of news. Committed to backing our people
when principles are at stake. About August and
Fiorina, “we’re glad they didn’t go to jail. But
we're even happier they were willing to”

McGraw-Hill Broadcasting.
Broadcasting Our Commitment. :,r"

KMGH-TV Denver

WRYV Indionapolis K@YV San Diego

°
KERO-YV Bakersfield .‘!n .

www americanradiohistorv com
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25 difforent stars ery weekl

b Entertamment not ehallenges,for the celebrities are teling the truth - cr
- your audience. just spreading rumors. {And, wow—*
| Secrets and Rumors gives your viewers do our contestants have their owin &
| what they want most: | secretstoreveall) &
| SR Celebrities who can't wait %
pure and simple. to tell thelir secrets.
- No bells, whistles Your audience will .
or gimmicks. Just be teased by the ,‘ 8
- nonstop fun and likes of Joan Rivers,
comedy Tim Conway, Dr.
' Ruth Westheimer
secret. Vincent Price, Tom
Each fast—paced half hour Poston, Stacey
| takes your audience on loca- Keach, Richard Moll, Britt
' tion wherever the stars are. Eklund, James Sikking, Joan
pEach celebrity bares a deep, Van Ark, Sally Struthers, -

Bubba Smith, Jackie
Collins, Emma Samms and
Ed Asner For starters.

fiark personal secret (oris it a
umor?) that has everybody

Korman, one of television's most ~ Nowsthe tlme tO lock in this

Fpopular personalifies, keeps the | entenaLglng, fastmoving,
| laughs coming as he gets our celebrityfiled, half-hour strip,
contestants to decide whether available September 7
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Publisher’s Letter

Expected changes in the ecohomy
set stage for aggressive TV selling

e are now six weeks into 1987, and station management is analyzing

the initial returns of the first part of the year. From an economic
standpoint, the economists, such as Dr. Irwin Kellner of Manufacturers
Hanover Trust of New York, see continued slow growth for the year. As a
result of the drop in the value of the dollar, he sees inflation returning. He
also projects corporate profit margins to increase by mid-year, and that will
benefit the broadcast business.

The first quarter of 1986 was a strong three months for the broadcast
business. Spot, according to the TV/RADIO AGE Business Barometer, was
up 11.5 per cent over the same quarter of 1985. As a matter of fact, in the
first quarter of 1986, spot topped the billion dollar mark for the first time in
broadcast history for that quarter. Therefore, the industry is up against a
strong first quarter of last year. Spot in January of this month was sluggish.
February moved up slightly and March is being watched carefully as an
indicator as to what the rest of the year will bring.

Several markets have been somewhat static over the past 18 months. In
this disinflationary period, it has been impossible to raise rates. Therefore,
station management has gone in the other direction—cutting costs. But by
midyear, it is anticipated that many corporations will start restoring bud-
gets as the competitive marketing picture heats up.

Local TV advertising has shown some fairly significant sales increases. In
fact, according to our Business Barometer, December was the ninth dou-
ble-digit month last year in local time sales percentage increases. The local
increase for December amounted to 11 per cent, which compares favorably
to the spot increase for that month of 8 per cent. In terms of actual
revenues, local time sales were only slightly behind spot’s—$444.8 million,
compared with spot’s $451.1 million.

For the full year of 1986, local time sales were $5,274.5 million, compared
with $4,665 million for 1985. This amounts to an increase of 13.1 per cent—
a markedly better performance than that of spot, which gained 9.8 per cent
to $5,573.6 million. Significantly, the gap between local and spot had been
narrowed to just about $300 million for the year.

TV’'s role. In the early ’50s, Paul Mazur, the financial genius behind Gold-
man Sachs, wrote a primer on the U.S. economic system. In the first half
century, Mazur pointed out, America was a nation of producers. After
World War I the U.S. catapulted into the position of No. 1 producer of
goods in the world. »

Mazur said the major efforts in the last half-century would be devoted to
services and distribution. Television, he predicted, would be the most
important element in the distribution pattern.

Television, in reality, has not exploited its own virtues. It is a mass
medium with 98 per cent of penetration of U.S. homes. It can deliver
instantaneous coverage. It can provide sight, sound, motion and color. Its
impact is unchallenged. And now, with satellite transmission, all these
qualities are available on a global basis. But commercial television, like any
other commodity, must be sold. And there is no substitute, as stations are
finding out, for knocking on doors.

, free

Television/Radio Age, February 16, 1987
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This announcement is neither an offer to sell nor a solicitation of an offer to buy any of these Securities.
The offer 1s made only by the Prospectus.

1,350,000 Shares
Outlet Communications, Inc.

Common Stock

Price $11% a Share

Copies of the Prospectus may be obtained in any Sl_u_le from only such of the
undersigned as may leyally offer these Securities in compliance
with the securities laws of such State.

MORGAN STANLEY & C0O. SHEARSON LEHMAN BROTHERS INC.

Incorporated

BEAR, STEARNS & CO. INC. THE FIRST BOSTON CORPORATION ALEX. BROWN & SONS

Incorporated
DONALDSON, LUFKIN & JENRETTE DREXEL BURNHAM LAMBERT
Securities Corporation Incorporated
A.G. EDWARDS & SONS, INC. GOLDMAN, SACHS & CO. HAMBlIEECHT 63 QUIST
ncorporate:
KIDDER,I I’EAb‘l()dDY & CO. LAZARD FRERES & CO. MONTGOMERY SECURITIES
ncorporate
I’RUI)ENTIAL-SBACHE ROBERTSON, COLMAN & STEPHENS
Securities
L. F. ROTHSCHILD, UNTERBERG, TOWBIN, INC. SALOMON BROTHERS INC
SMITH BARNEY, HARRIS UPHAM & CO. WERTHEIM SCHRODER & CO.
Incorporated Incorporated

January 22, 1987
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Sidelights )

‘Multi-ethnic’ Formats

Broadcasters offering black and urban
radio formats, not unexpectedly, have
their own consultants. Past black
broadcast issues of TV/RADIO AGE
have quoted such research and pro-
gram consultants as Dean Landsman,
president of Landsman Media, and
sales consultant Richard Kaufman,
president of Radio Sales Dynamics.

A couple of old timers newer to the
consulting scene are Bernard Howard,
the Howard of Hillier, Newmark,
Wechsler & Howard before leaving last
year to form his own sales consulting
operation, and Don Kelly, inventor of
the new “urban/CHR format that’s
racking up such impressive numbers in
Los Angeles on KPWR(FM).

Making it. Kelly is also the man who
put WRKS(FM) on the air in New York
in 1980, putting it up against
WRBLS(FM).

Kelly specializes in markets with
large, multi-ethnic populations and
says his goal in each market ““is to build

Bernard Howard, in his new con-
sulting role, is persuading adver-
tisers and agencies to spend on
black radio, while attempting to
convince stations to spend on
qualitative research.

the biggest hybrid audience I can. But
the music mix varies, depending on the
ethnic makeup of the market and the
holes left by the competition.”

Kelly explains that in both Los An-
geles and in Miami, where he also pro-

grammed WHQT(FM), "“You have large
Hispanic populations, so what you pro-
duce is an audience that comes out
roughly 40 per cent Hispanic, 40 per
cent white and 20 per cent black, But in
New York, the way we did it with
WRKS, the percentages are higher for
their black listeners and lower for the
Hispanics. The same goes for Philadel-
phia where WUSL(FM) is an urban hy
brid that comes up with an audience
about 60 per cent black and 40 per cent
general market.”

Since then, Kelly has reprogrammed
and renamed WAAP(FM), now
WQHT(FM). This new urban/CHR
(owned by Emmis Broadcasting, as is
KPWR) did okay in Arbitron's fall
sweep, too, climbing from a 1.4 in the
previous book to a 3.1.

Selling it. On the sales side, Howard
says he's going to go to advertisers and
agencies, ‘“ask them why they’re not
buying black and urban radio, and find
out what kind of information or re-
search it would take to persuade them
to buy. Then my job is going to be to
persuade black and urban stations to
spend the dollars on the qualitative re-
search that answers the questions I get
from the prospective advertisers.”
Until all this comes to pass, says

Howard, “I’ll be showing advertisers

SAY

“HAPPY EASTER”

IN SPANISH.

You don't have to speak the language.
Just bring your Hispanic listeners our
radio special for Holy Week, “Hombre
Terrenal, Serior del Cielo.”

Part of the “"Ayer, Hoy y Siempre” series,
this Spanish-language drama relates the
events of the passion, death and resur-
rection of Jesus through a powerful script
with talented professional actors. It's pro-
duced on a 12-inch disc in two 15-minute
segments to air separately or together.

The reverse side contains a public ser-
vice bonus: Spanish-language announce-
ments alerting the community to the
dangers of drug use, with suggestions
for overcoming peer pressure as well
as addiction.

To order our Spanish Easter drama and
PSAs free of charge, use the coupon or
call Violet Knickrehm, 314/647-4900.

Please send me the Spanish-
language Easter special, “Hombre
Terrenal. Senor del Cielo!

Name

Title

Station

Address

City. State. Zip

Mail to: The International
Lutheran Laymen’s League
2185 Hampton Avenue

St. Louis, Missouri 63139-2983
In Canada: P.O. Box 481
Kitchener ONT. N2G4A2

how many blacks fly the airlines, and
how many have moved to the suburbs
and buy cars. All I'll be working to per-
suade black and urban formatted sta-
tions to stage more local promotions
instead of complaining that ‘Some new
station started up an urban format in
my market. And they gave away a new
Corvette, and now their ratings are big-
ger than ours.””

Finally, adds Howard, “I'll also be
trying to convince those black and ur-
ban stations that do promote to extend
those promotions to the whole market,
beyond the metro. Those promotions
can be a lot more effective if they reach
all those black households that are out
there, spread through the suburbs.”

Hooked on ‘Quincy’

In Ira Berkow’s excellent biography of
the late sports columnist, Red Smith
(Red, Times Books, New York), anoth-
er sportswriter, Tom Callahan, reveals
that Smith often disparaged television.
But he had his weaknesses with regard
to the video medium.

Said Callahan: “He liked to watch
CHIPS and Quincy. He was terribly
embarrassed.by that. It was taking me
into his confidence one day when he
said, ‘Wait, Quincy is on.”

It should be noted that, prior to
Quincy, Jack Klugman played a sports-
writer on The Odd Couple.

16
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This announcement is neither an offer to sell nor a solicitation of an offer to buy any of these Securities.
The offer is made only by the Prospectus.

$60,000,000

Outlet Broadcasting, Inc.
13%% Senior Subordinated Notes Due February 1, 1997

Interest payable August 1 and Felbvruary 1

Price 100% and Accrued Interest

Copies of the Prospectus may be obtarned in any State from only such of the
undersigned as may legally offer these Securities in compliance
with the securities laws of such State.

MORGAN STANLEY & CO. SHEARSON LEHMAN BROTHERS INC.

Incorporated

January 22, 1987
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Tele-scope

Wall Street speculates
over worth of Taft units

Taft Broadcasting can probably get $350 million or
so for its entertainment division when and if it de-
cides to sell it, according to a consensus of Wall
Street sources. Some speculate, though, that it prob-
ably will go in with an asking price of $450-550 mil-
lion. Taft has set off such speculation by issuing a
statement that it is “evaluating” the group, which in-
cludes distributor Worldvision Enterprises and tele-
vision production unit Taft Entertainment Co., with
the latter’s Hanna-Barbera and Ruby-Spears anima-
tion subsidiaries.

Mark A. Riely, broadcast analyst at Eberstadt-
Fleming, implies that Taft might have moved earlier:
“With the syndication market being as soft as it is,
they could have sold it for a lot more six months ago
than they can now.”

Considering “modestly upward of $350 million” a
reasonable sale price estimate, John Reidy, vice pres-
ident and media analyst at Drexel Burnham Lam-
bert, estimates operating earnings for the fiscal year
ended March 31, 1987 in the entertainment division
will move slightly upward and come out at $32-33
million, with another 10 per cent gain in the following
year. Along with Harold Vogel, vice president, Mer-
rill Lynch Capital Markets, he believes the ultimate
buyer is likely to be someone in the entertainment in-
dustries. Reidy speculates it could be a production
operation that “likes the distribution capabilities of
- Worldivision,” while Vogel considers as prospects
“anyone in the entertainment business of any conse-
quence, including the old raiders like Marvin Davis.”

Vogel believes the Robert M. Bass Group, which
owns 24.9 per cent of Taft, has been influential in the
reassessment of the entertainment operations and
that sale of these operations would “make it a purer
company and give it less headaches.”

Reidy sees this as a move toward stressing the com-
pany’s franchised assets—broadcast and cable. He
notes the sale would substantially reduce the com-
pany’s debt, but the question is, “Will they retire
their debt or redeploy it upward to buy broadcast
and cable?”

CBS affiliates concerned

Although CBS has denied a report that it plans to cut
$50 million out of the CBS News budget, the front-
page story in The New York Times 10 days ago re-
porting that such a reduction was being contemplat-
ed has sent new waves of unrest through the affiliate
ranks.

Says Phil Jones, general manager of KCTV(TV)
Kansas City, who is chairman of the CBS Affiliates
Board: “A lot of affiliates did call. They’re concerned,
dismayed, because we really thought that the news

division at this point was finished [with cuts).”
Jones was told that the $50 million figure was inac- |
curate but that the network is, “always looking at
ways to curb costs.” That, he says, “leaves open a lot
of gray areas.” |
CBS, he adds, “was starting to stabilize. At some
point, we need for things to stabilize. When people in
the news division feel other changes are going to be
made, it causes unrest, and it affects their ability to
get the job done.”

Brandon Tartikoff, president of NBC Entertain-
ment, sees the plethora of first-run sitcoms damaging
their network counterparts, but not in terms of *“be-
ing better or worse.” His concern is that they are di-
luting the talent pool in producing, directing and
writing.

He told an International Radio and Television So-
ciety luncheon gathering in New York, “A lot of the
comedies that went out this fall went out under the
auspices of B-minus and C-plus producers” and are
playing mostly on independents. But these sitcoms
have so diluted the talent pool, he asserted, that new
sitcoms “‘are no longer four-deep in talent but two-
deep.” During a question-and-answer period, he
blamed this situation for the lack of new hit sitcoms
on network this season and added that it means net-
work shows are no longer a training ground for new
talent.

Speaking on the same program as Tartikoff, Paul
Schulman, who operates a company under his own
name as a subsidiary of Advanswers, said one of the
things to look for in buying time on a new network
show is whether the producers, directors and writers
of the pilot are staying with the show. Otherwise, he
explained, a new crew may be learning on the ad-
vertiser’s money. He also noted that it has become
easier to predict success of new shows on the basis of
what he actually likes.

Politics and sex

Politicians and their appointees usually tell constitu-
tents what they want to hear, but the vice president
and surgeon general had some frank words for the
National Religious Broadcasters (NRB) that the
largely evangelical audience normally would dispute.
Still, they afforded each of the speakers a standing
ovation.

Vice President George Bush assumed that most of
his audience was Republican and urged the broad-
casters to become more heavily involved in politics
and to try to use their influence to get their values
adopted as public policy. “Your presence is helpful to
the political process,” he said. “Your movement is
one of the reasons that the Republican party is stron-
ger today than it was a decade ago, so we don’t want
to lose a single one of you.” But he added that the
Democratic party could use their values, too.
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... for our stations, consistently outperforming
the industry. That’s why our original client base is
still with us. And why we continue to attract
the most prestigious stations.

Nobody sells Spot Television like Petry.
It’s our only business.

=" PETRY

Petry, Inc., The Original Station Representative.
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Tele-scope (continued)

Bush also had some criticism of the broadcasters.
“Imitially you sought freedom, and in the process you
gained power. And with the power, a small minority
now want control. There are those who would seek to
impose their will and dictate their interpretation of
morality on the rest of society. And there are those
who forget the need for tolerance.”

Defends condom stance. Dr. C. Everett Koop, sur-
geon general, told the same audience that he appreci-
ated their support of his stands against abortion and
on other issues, but on the issue of the disease, AIDS,
he said, “I must speak to my fellow Americans pri-
marily as a health officer.” He then launched into a
defense of his urging the use of condoms and the use
of sex education in the schools to get the message
across.

TV revenues up 8.1% in 86

| Television advertising increased by 8.1 per cent to

$21.6 billion in 1986, from $20.0 billion the previous
year, according to a Television Bureau of Advertising
analysis of data from Broadcast Advertisers

Reports.

The largest percentage gain was turned in by local
TV, with revenues rising 14 per cent to $6.515 billion
in ’86, from $5.714. National and regional spot was up
9 per cent for the year to $6.545 billion, from $6.004
billion; and network rose only 3.4 per cent to $8.600
billion, from $8.313 billion.

Fourth quarter looked like this: local, up 14 per
cent; spot, up 12 per cent; network, up 3.4 per cent.

Individual network revenue performance for 1986,
based on the TvB/BAR data, was as follows: ABC,
down 4.1 percent to $2.577 billion; CBS, down 0.6 per
cent to $2.869 billion; and NBC, up 15.2 per cent to
$3.154 billion.

People meter debate

The contrasting attitudes of ad agencies and the TV
networks toward the coming people meter era were
highlighted last week at a seminar on the subject in
New York sponsored by the International Radio and
Television Society. J. Walter Thompson’s Richard
Kostyra, executive vice president and director of me-
dia services, unequivocally supported the people me-
ter methodology and made clear the agency expected
to get demographic guarantees from the networks in
the upfront market this spring and summer. CBS-TV
sales vice president Jerry Dominus expressed the
network’s uncertainty about Nielsen’s current people
meter data and the web’s ability to make guarantees
that were reasonably risk-free.

A third panelist, Kay Koplovitz, president/CEO of
the USA Network, spoke of the need for a common
method of presenting cable network audience data

and said that the initial 2,000 households scheduled

to kick off both Nielsen's and AGB's national people
meter services were not large enough to measure the
cable networks properly.

New Wold majority holder

Welsh, Carson, Anderson & Stowe IV, New York-
based venture capital limited partnership, expects to
become the majority stockholder in privately held
Robert Wold Co. The partnership, which acquired an
equity interest a short time ago, plans to make an ad-
ditional investment in a major recapitalization of
Wold, which will position it for expansion.

Wold, which services the telecommunications
needs of the television industry, had revenues of
some $25 million in 1986. The transaction is subject
to Federal Communications Commission approval.
Cox Enterprises, which invested in Wold in 1981, will
remain as a minority stockholder, and no manage-
ment changes are contemplated.

The Patrick transition

The elevation of Dennis Patrick to the chairmanship
of the Federal Communications Commission will be
the final move in a series of wholesale changes in the
leadership of the federal entities that oversee the
telecommunications business. One observer compares
the change with that of a vice president taking over
as president.

The Senate and House subcommittees that deal
with the issue have new chairmen, and now Mark
Fowler is ready to pass the baton to his short-term
protege. The shakeup isn’t over, however. The choice
of Patrick means there probably will be two seats to
fill on the commission this year, not just the one
Fowler is vacating.

The usual practice in Washington is that when two
persons are vying for a job, and especially when the
loser has more seniority, the loser is given a chance to
save face by being offered another post within the ad-
ministration. Such is the case of Commissioner Mimi

Dawson, who was widely reported to be interested in

the chairmanship for the past several years, even be-
fore Patrick came to the commission three
years ago.

Otherwise, few expect many changes in the FCC
philosophy under Chairman Patrick, who will turn 36
on June 1. Richard Wiley, a communications lawyer
(Wiley, Rein and Fielding) generally credited with
beginning the deregulation move on the commission
when he served as chairman in the mid-1970s, says of
the change:

“Dennis Patrick and Mark Fowler have been very
close colleagues over the past several years. Patrick
probably mirrors him in terms of Fowler’s basic dere-
gulatory viewpoint and I would see a continuation of
the same kinds of policies that you’ve seen in the
past.”
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® Season's newest, happiest
family entertainment!

® In the great tradition of

Hollywood's animated classics.

® From LBS Communications—
TV's largest and most successful
children’s series syndicator!

'/ \

® Ten first-run half hours
for Aprill

® Based on brand new
characters from the
enchanting world of
Tonka Toys.

Produced by The Maltese Companies in associauon with Saban Productions.

The appie Town Around
Is Where You Want To Be!

® [rresistible characters...
hilarious adventures...
enriching tales!

® Backed with a multi-
million dollar national
advertising and promotion
campaign!

75 Third Ave.. Ny, NY
(2\2) 418-3000 )
9220 Sunset Blvd.. Sutte
Los Angeles- CA
25 N, Michugat Av
Chicago. 1L 600611
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TV Business Barometer

December local TV
climbed 11.0%

December was the ninth double-
digit month last year in local time
sales percentage increases. It was
not a slam-bang number, but con-
sidering that December was a
four-week Standard Broadcast
Month (SBM) last year compared
with five weeks for December, "85,
that’s not bad. It must, of course,
be reminded that only a minority
of the TV Business Barometer
sample employ the SBM in their
reporting.

The local increase for December
came to 11.0 per cent, which was
better than spot, the latter having
racked up only an 8 per cent rise.
Local time sales were $444.8 mil-
lion, only a smidgin behind the
spot total of $451.1 million. The
’85 local number in December was
$400.7 million.

Fourth quarter local billings
were up 14.4 per cent to $1,530.3
million. The corresponding ’85
quarter came to $1,337.4 million.

For the full year, local time sales
amounted to $5,274.5 million vs.
$4,665.0 million through '85. The
full-year rise came to 13.1 per
cent. This was a markedly better
performance than that of spot,
which climbed 9.8 per cent to
$5,573.6 million. The gap between
the two ad sectors has been nar-
rowed to just about $300 million
for the year.

It was the larger stations which
performed best in the December
local lists. The other two revenue
groups just about topped the
break-even-with-last-year point.

Network compensation per-
formed at par in December, which
means it inched ahead of the fig-
ure for December, '85. The station
total came to $41.8 million, com-
pared with $41.0 million during
the previous December. The in-
crease came to only 1.9 per cent,
just about average for the year.

The fourth quarter tally for net-
work comp was $113.7 million, up
1.7 per cent over the previous year.
The grand total for network comp
in ’86 was $454.0 million, com

pared with $446.0 million in '85.
That represents an increase of 1.8
per cent.

The total for TV station adver
tising in December—which in-
cludes spot and local time sales
and network comp—was $937.7
million vs. $858.2 million during
December, '85. The difference
amounts to $79.5 million, or 9.3
per cent.

Ad sector shares

The grand total for last year in
TV station time sales and network
comp was $11,302.1 million. For
1985, the grand total was $10,188.0
million and the increase amounted
to 10.9 per cent.

The rising volume of local tele-
vision business put its share at
46.7 during 1986. It had been 45.8
the year before. Spot had a 49.8
share in '85 and this was cut to
49.3 ]ast year. As for network
comp, its share went down from
44t04.0

During last year, it was the me-
dium-size outlets (those with reve-
nues between $7 and $15 million)
which performed best in most
months.

Local

business +11.0%

(millions) 1985: $400.7 1986: $444.8

Changes by annual station revenue

Under $7 million . .......... +1.8%
$7-15miltion .. ........... +2.5%
$15 millionup ............ +13.1%

Network
compensation +1.9%

{millions)

1985: $41.0 1986: $41.8%

Changes by annual station revenue

Under $7 million . .......... +3.0%
$7-15million ............. +0.2%
$15millionup . ............ +2.0%

December

Local (millions)

$540

520

500

480

460
440

420

Network compensation (millions)
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SUCCESS

ISTHEONLY
GAME TO

TOP TESTS

The most compelling proof is in: AS! tests show exactly how WIN,
LOSE OR DRAW will perform among heavy game show and prime
access viewers. So, call your Buena Vista representative now. Get
the definitive audience research data. Draw your own conclusions.
Then, join these top stations that already have.
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TOP STATIONS
WEBS KB HILS KEIX WEAH Wk
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HIR HEIE WKEF ARGE NTIR HEV
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HBLS KAl Aie HpeT KTV KYA
WEEK Ll KT KYll ROLO Kez/

WETG KTVL KETK KOTA WNEB

ERIE ~ MEDFORD RAPID CITY PANAMA CITY

BuenaVista
Television
(©1987 Buena Vista Television.

WIN, LOSE OR DRAW IS PRODUCED BY BUJ__% BERY PRODUCTIONS AND KLINE & FRIENDS IN ASSOCIAYION WITH BUENA VISTA TELEVISION
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International Report

Monte Carlo

NBC news service
competes with CNN;
Dan Rather in wings

Americans visiting the Mon-
te Carlo Television Festival
did not have much of an ex-
cuse for remaining out of
touch with what was hap-
pening back home.

Until now, CNN had a vir-
tual monopoly on U.S. tele-
vision news on the Cote
d’Azur. This year, however,
CNN was joined by NBC,
which had a deal with Tele
Monte Carlo to play back
NBC Nightly News twice
the following day during the
festival. While this might
have given NBC a one-week
pyrrhic victory, if all had
gone according to plan CBS
already would have been
broadcasting Dan Rather on
the French pay-TV channel,
Canal Plus. Unfortunately
for CBS, the Canal Plus in-
augural was postponed sev-
eral times and probably
won’t begin for another cou-
ple of weeks.

Anglo Vision launch. The
NBC broadcasts coincide
with the network’s first real
attempt to sell Anglo Vision,
in which it has a holding.
That service effectively will
be competing with CNN’s
hotel room audience. Anglo
Vision, which envisions
more European input than is
currently supplied by CNN,
hopes to get off the ground
later this year. But while the
Dan Rather broadcasts also
could not in any way be cate-
gorized as a European-ori-
ented newscast, the broad-
casts over Canal Plus will
immediately dwarf any of
NBC's initial plans. Just go-
ing on the air will put Rather
into 25,000 hotel rooms—far
more than NBC presently
projects—and, more impor-
tantly, the show becomes
available to 9.5 million po-
| tential Canal Plus viewers.
CBS officials say they are
talking to other European
broadcasters about taking
the CBS Evening Neuws.

Munich

Four states threaten
ARD financial stability

in political dispute
Political wrangles in West
Germany between conserva-
tive and socialist groups
could lead to serious finan-
cial problems for public
broadcaster, ARD. Four
conservative (Christian
Democrat) states are threat-
ening to withdraw from the
national agreement on a uni-
form license fee which has
been operating since 1974.
The threat is a protest
against continued refusal of
Social Democrat-controlled
states.to accept a new coun-
trywide agreement which
would facilitate satellite
broadcasting. It is also seen
as an attempt to disrupt the
fee collecting system of
ARD, which some Christian
Democrats suspect is under
the control of the political
left.

The current license fee
agreement expires at the end
of the year. If it is not re-
newed, individual states
could set their own rates.
Many believe, however, that
it is important for ARD to
have some control over the
system, arguing that an in-
crease in 1989 will be vitally
required to maintain its ex-
isting service.

The dispute is the latest in
a series of clashes between
the two political factions
over commercial television.
Most Social Democrats fear
the possibility of large media
groups gaining too much
control over broadcasting,
and subsequent effects on
the public services.

Amsterdam

Pan-European satellite
venture gets another go
with three participants

Three members of the Euro-
pa Television consortium
hope to launch a new version
of the pan-European satel-
lite/cable channel which

closed down in December
Public broadcasters RAI (It-
aly), RTP (Portugal) and
RTE (Ireland) announced
their plan at a meeting of the
five Europa board members
earlier this month. The two
other members, ARD (West
Germany) and NOS (Hol
land) decided finally to
leave the consortium, how-
ever, although they will
“continue actions to pay off
the debts,” said a NOS
spokesperson.

It is likely that the new
channel will inherit Euro-
pa’s feed on Eutelsat’s ECS-1
satellite, as Europa's con-
tract with Eutelsat expired
February 12. West Nally,
the U.K. sports marketing
group, which offered the
original consortium $7 mil-
lion in a bid to rescue Euro-
pa before it closed, is also be-
lieved to be involved in the
new venture. The group had
favored a more commercial
approach to Europa and had
wanted direct management
involvement as part of its of-
fer last year.

NOS decision. NOS decided
not to become involved in
the new channel because
“the proposals were not ac-
ceptable in the context of
public broadcasting,” ac-
cording to a spokesperson.
ARD, meanwhile, had expe-
rienced political problems in
West Germany: The coun-
try’s conservative-governed
federal states refused to
broadcast Europa because it
was run by public broadcast-
ers. “They want Sky Chan-
nel or Berlusconi,” com-
ments an ARD spokesper-
son.

Paris
FMI wants to sell

the store as well
as the merchandise

France Media International
was looking for more than
one kind of buyer at the
Monte Carlo market last
week. As well as offering
more than 200 hours of pro-
gramming, the state-owned
distributor for France’s pub-
lic TV networks and some in-
dependent producers is it-
self up for sale: The govern-
ment decided at the end of

last year not to retain any
shares in the company at all

Almost half of the approx
imately 50-strong staff left
FMI at the end of January,
some to rejoin the public
sector or to retire, others re-
signing voluntarily with sev
erance pay. The remaining
employees are due to leave
at the end of this month un.
less a buyer can be found.

Negotiations were under-
way with potential buyers,
said an FMI spokesperson at
presstime, but whether the
comparny has a role in a pri-
vatized broadcasting envi-
ronment is doubtful. New
laws in France will enable
the public networks to sell
their own programs if they
choose to.

French government
expected to decide
on TF1 by March 31

The 50 per cent controlling
stake in soon-to-be-priva-
tized French television sta-
tion TF1 will cost investors
$492 million, the Finance
Ministry has announced.

- The government is expected

to choose among the groups
bidding for the 10 year TF1
license by the end of March.
After designation of the new
owners, the other 50 per cent
of shares will be sold to the
station’s personnel (10 per
cent) and the general public
(40 per cent), for a lower per-
share price to be announced
later.

The state-controlled Ha-
vas advertising group has
declared that it is dropping
out of its agreement with
Hachette—the duo had
been tipped as a favorite for
obtaining TF1. The other
major candidate is the
Bouygues construction com-
pany. A late addition to the
field is the partnership of an
insurance company Garan-
tie Mutuelle des Fonction-
naires (GMF) and retailer
FNAC. Both companies
were headed by Michel Ba-
roin, whose death in an air-
plane crash was announced
one day after the GMF/
FNAC project.

The government’s Priva-
tization Commission ap-
praised the station’s net
worth at a minimum of $738

million.

26

Television/Radio Age, February 16, 1987

vvvvvvvv.cliirierTiccaiinnacnornstorv . oorrnt



www.americanradiohistory.com

Audience Composition
Women 18-49 Men 18-49

MiamiVice 33%

WE GIVE YOU A BETTER
SITCOM AUDIENCE THAN SITCOMS.

Miami Vice and the hottest sitcoms could almost be
demographic look-alikes. Except Miami Vice looks
even better—drawing more women, and a better balance
of men and teens.

MIAMI VICE

FOR ALL TIME, PERIOD.

‘ce: NTI, 1985-86 Regular Season. NTI, Final Network Season.
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Cable Report

‘Amos 'n’ Andy’ revival
urged by BET viewers

Will Amos 'n’ Andy, pulled out of syndication 20 year
ago for demeaning blacks, resurface on—of all
places—Black Entertainment Television?

That’s a possibility, acknowledges BET president
Robert Johnson following a viewer poll in which an
overwhelming 82 per cent of nearly 10,000 respon-
dents said they’d like to see the classic sitcom return
to television. The poll—conducted via a 24-hour 900
number-—was held in conjunction with a four-day
BET special on the Amos 'n’ Andy controversy. The
special featured the opinions of guests ranging from
Nick Stewart, who played Lightnin’ on the old show,
to Dr. Alvin Poussaint, the distinguished psycholo-
gist. Johnson says he was surprised at the extent of
the vote in favor of Amos 'n’ Andy because “the
guests we had on the program were all eloquently op-

posed.”
' Johnson himself sees Amos 'n’ Andy as just
“television” that is stereotypical in the same manner
as The Honeymooners or All in the Family. “It’s not
quintissentially an anti-black program,” he states. “It
does not indict an entire race of people.”

Johnson stresses that BET did not schedule the
special series—aired as part of its regular On the
Line With call-in show—with the intent of possibly
bringing back Amos 'n’ Andy on the cable network.
But, he says, based on the poll results and the fact
that “we’re in the TV business, we have no objection
to exploring the [show’s] availability.”

Any chance of Amos 'n’ Andy resurfacing is likely
to end right there. CBS, which took reruns of the
show out of worldwide distribution in 1966 after can-
celling its network run 13 years earlier, is also in the
TV business—but not where Amos 'n’ Andy is con-
cerned. Says a CBS spokesperson: “Our position re-
mains that the program contains a lot of stereotypes
that are offensive. We will not relinquish the copy-
right.”

Johnson notes that CBS provided footage for use
in the BET special and that BET will share its poll
results with the network. Then, he notes, it’s CBS’
decision on “whether to put it in the marketplace.” If
CBS changes its tune, Johnson continues, BET
would then make its own business decision on wheth-
er to resurrect the old series—and, no doubt, the old
controversies.

Travel Channel sets sail

The Arthur Frommer Hour, The Bill Boggs Travel
 Portfolio and Journey to Adventure are among the
featured programs in The Travel Channel’s initial
nightly program line-up. TWA launched the 24-hour
service, which combines entertainment and informa-
tional programs with home shopping elements, on

Arthwr Frommer

Bill Boggs

February 1. The network originates from the New
York studios of J. C. Penney Communications.

The Frommer show is being produced by The
Travel Channel itself, the Boggs effort by CAV Corp.
and Journey by Gunther Less, who has hosted the se-
ries in syndication for the past 32 years.

Steve O’Brien, formerly a disc jockey with WYNY-
(FM) and a newscaster with WNBC-TV, both NBC-
owned New York stations, has been named anchor,
producer and writer of the service’s nightly World
Travel News.

On February 22, The Travel Channel plans to
launch a year-long sweepstakes promotion, to be
publicized via cable TV guides, travel magazines, ra-
dio, newspapers and inserts in cable subscriber mail-
ings. Each week, someone will win two free tickets on
a TWA domestic flight.and, every other week, two
free tickets on a TWA international flight.

Besides TWA itself, The Travel Channel’s first ad-
vertisers include Gateway Globus Tours, Hilton Ho-
tels, Marriott Hotels, Japan Air Lines, Berlitz, Pacif-
ic Southwest Airlines, Dolphin Cruise Lines, St. Lou-
is Visitors and Convention Bureau, Gourmet
Magazine, and the National Tourist Offices of the
Netherlands and Yugoslavia.

Peter McHugh, president of TWA Marketing Ser-
vices, The Travel Channel’s immediate parent, says
most of the current commercials are two to three
minutes in length. He adds that the service is already
carried by cable systems reaching nearly 5 million
subscribers.

Carl Icahn, TWA chairman, says his firm’s $15 mil-
lion investment in The Travel Channel “seems awful-
ly small when we can eventually get into 25 to 30 mil-
lion homes . . . . Down the road, we’ll be able to put
more and more dollars into it and formulate travel
habits.”

CAB offers local help

The Cabletelevision Advertising Bureau has intro-
duced a monthly “Advertiser Presentation Kit,”
spotlighting a specific retail category that local sys-
tems can target.

Each kit, issued two months before a category’s
prime selling season, will include: sales data on that
category, research data showing cable’s delivery of
prime advertiser prospects, testimonials from catego-
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ry advertisers already using cable, a list of available
co-op sources, and commercial-production ideas.

CAB's “Advertiser Presentation Kit” debuted in
January with home improvement and continued this
month with outdoor recreation.

Fact book. CAB has also released “1987 Cable TV
Facts,” its annual booklet-sized rundown of the cable
advertising scene. CAB expects to distribute 40,000
copies of the new edition, which reports that com-
bined sales revenues for cable networks and local sys-
tems will break the billion dollar mark for the first
time this year. CAB also projects that cable penétra-
tion will break 50 per cent by year’s end and that
Americans will spend nearly $12 billion to receive ca-
ble services during the year.

Other items highlighted include: broadcast net-
work affiliate audience shares are 27 per cent less in
cable households than in non-cable households; ad-
supported cable’s share in cable households is double
the share of independent stations in those house-
holds; cable subscribers spend 34 per cent of their
viewing time with cable programs, compared to 36
per cent with network programs, 20 per cent with af-
filiates’ non-network programming, and 12 per cent
with independents.

The booklet also includes listings of ad-supported
networks, the top 100 MSOs and systems, penetration
in the top 50 DMAs, interconnects, and program
guides. Also included is a section on CAB’s “Cable
Planning System” for ad agencies, which is available
in kit form or on computer disk.

Garden spots on broadcast

After 18 years, Madison Square Garden Network has
launched its first broadcast TV ad campaign, in New
York, as part of a major multimedia awareness push
by the regional basic service. The marketing effort,
coordinated by Grey Entertainment & Media, also
includes revamped on-air promotions, commercials
on radio stations (including wCBS and WNBC) and lo-
cal cable systems, and four-color print ads in Sports
Illustrated and Sport magazine.

The local TV campaign, using a 30-second commer-
cial with the new theme, “We Bring the Garden Ho-
me!,” includes the following placements: prime-
time—ABC’s Moonlighting and MacGyver, NBC’s
Miami Vice and entire Thursday night lineup, WOR-
TV’s Big East Basketball and Saturday night Benny
Hill; prime access—WNYW-TV’s M*A*S*H; late
night—NBC’s Saturday Night Live, WPIX-TV’s Star
Trek and Twilight Zone, and WCBS-TV’s News 4 New
York; weekend daytime—WOR-TV’s wrestling, college
basketball on CBS and ABC, and WNYW-TV’s Kung
Fu Theatre. The TV spots are scheduled to continue
through the.end of March.

The MSG blitz, sparked by the network’s spruced-
up programming lineup, also includes a new logo
from Glazer & Kalayijian, the network’s first musical
theme, from Edd Kalehoff Productions, and an on-
air package from Filligrie Films.

- Autry saddles up for TNN

After 30 years, Gene Autry and Patt Buttram will be
“back in the saddle again” as hosts of Melody Ranch
Theater, a weekday movie series coming to The
Nashville Network on April 6. Autry, the first singing
cowboy, and Buttram, his comedic sidekick, last ap-
peared together regularly as stars of CBS-TV’s The
Gene Autry Show from 1950-56.

The new 90-minute series from Cinetel Produc-

Gene Autry, ., and Pat Buttram, r., co-host “Melody
Ranch Theater” on Nashville Network.

tions will present 65 Autry westerns, 29 of which
“have never been seen before on television,” accord-
ing to TNN vice president and general manager Da-
vid Hall. The unseen films, purchased by Autry from
Columbia, have been in the star’s personal collection
for “some time,” according to a TNN spokesperson.

Autry, whose accomplishments include roles in 93
films, sales of 40 million records, 16 years of Melody
Ranch on CBS Radio and ownership of the California
Angels baseball team, is also sole owner of Golden
West Broadcasters. The group operates KMPC/KUTE-
(FM) Los Angeles and KVI/KPLZ(FM) Seattle.

Grant takes Wilmington

WGBS-TV Philadelphia, part of the bankrupt Grant
Broadcasting System group, has received some good
news from Heritage Cablevision which serves the
Wilmington, Del. portion of the ADI. Heritage has
added wGBS-TV to its lineup fulltime, following a
viewer poll last spring in which 80 per cent of respon-
dents picked the independent as the station they
would most like to see added.

Shoved aside to make room for WGBS-TV is the
ADI's New Jersey Network UHF station WNJS(TV)
Camden, which Heritage claims duplicates program-
ming from the market’s VHF PBS station WHYY-TV
Wilmington. Heritage has also replaced the ADI’s
WSJT(TV) Vineland, N.J., recently sold to Home
Shopping Network, with Cable Value Network, a
shopping service owned in part by the operator’s par-
ent Heritage Communications.
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Radio Report

| Arbitron’s new editing
rules concern researchers

New editing rules for Arbitron radio radio diaries
have been raised as an issue by broadcast researchers,
though Arbitron maintains they will have a small im-
pact on ratings. The rules, which will apply starting
with the current winter study, out in mid-April, deal
with incomplete diary entries, such as failing to fill in
start or end times, for listening, or both, or failing to

| fill in station call letters.

Among those most concerned with the new rules is
William McClenaghan, vice president, research ser-
vices, ABC Radio. Under the old rules, he notes, if
only the start time is listed, the respondent is credit-
ed with 15 minutes of listening; under the new rules,
he is credited with 15 hours. McClenaghan suspects
the new rules are imposed to offset the listening de-
cline shown by the summer Arbitron figures.

The issue has become a concern of Procedures Re-
view subcommittee of the RAB GOALS committee un-
der Jeff Wakefield, senior vice president, market-
ing and research, at Major Market Radio. However,
Wakefield, whose committee will discuss the issue
Wednesday (February 18), hazards a guess that the
90-minute rule is more accurate than the quarter-
hour rule. But he wonders whether the rule should be
applied across all formats, since average listening
time per tune-in varies by format, e.g., it is less for
news than for easy listening outlets.

Adyvisory Council. A March meeting of the Arbitron
Advisory Council will also take up the matter. Gerry
Boehme, vice president, director of radio research for
Katz Radio, and a member of the Council, feels the
rules reflect some basic problem with the new day-
part diary and that the problem of incomplete entries
should be corrected by a basic change in the diary
rather than a “band-aid.”

Arbitron says the new daypart diary makes it pos-

- sible to use the new editing rules, which would not
work with the old diary. The 90-minute rule, explains
Tom Mocarsky, director of communications, came
out of a re-interview study in the fall of more than
700 diary-keepers from the summer study. All these
respondents had incomplete entries and were asked
within three or four weeks of their diary-keeping

' what “they were trying to tell us.”

The net impact of the changes is small, Mocarsky
contends. Overall, the study indicated that the
change in editing rules would increase PUR (persons-
using-radio) levels only 0.14 points, representing an
0.32 per cent increase in PUR and a 0.5 per cent in-
crease in total shares per market to reported stations.

December spot: small rise

" One of the worst years for commissionable spot busi-
ness ended with a small increase in December, ac-
cording to the latest figures from Radio Expenditure

Reports, Mamaroneck, N.Y.-based research company
which collects its data from the major rep firms.

The December increase came to an adjusied 4.2 per
cent, with time sales of $68,662,400. December '85,
billings were $82,373,800, but since that month was a
five-week Standard Broadcast Month (SBM) and last
December was a four-week SBM, the "85 billings fig-
ure was adjusted downward to $65,889,000. Hence,
the increase.

For the year, spot radio reached $919,796,100, as
against $910,323,800 in ‘85, which represents an '86
increase of 1.0 per cent.

December adjusted results among the four market
groups reported by RER are: top 10, $26,812,000, no
change from '85; 11-25 markets, $14,888,000, up 0.3
per cent; 26-50 markets, $10,191,000, up 5.9 per cent,
and 51-plus markets, $16,770,500, up 14.7 per cent.

These increases follow the pattern for the full year,
which came out as follows: top 10, down 2.0 per cent
to $350,731,600; 11-25, down 0.8 per cent to
$197,872,900; 26-50, up 0.4 per cent to $139,831,300,
and 51-plus, up 8.2 per cent to $231,360,300.

O&M'’s new radio unit

Mark Kaline, imported from Campbell Ewald to
head Ogilvy & Mather’s new Network Radio Depart-
ment in Chicago, now that O&M has been designated
agency of record for network radio for Sears, Roe-
buck, says the new unit, “Puts us into position to
gear up for network radio, take a fresh look at the
medium, and work to make the most of its audience
targeting capabilities. We’ll also be working to try to
maximize the medium’s potential for creativity.”
Another O&M executive adds that with the new
Sears assignment (formerly the responsibility of
DDB Needham), “The volume of network radio we’ll
be handling will be so large here, we found we needed
a separate group of people to do the job. Concentrat-
ing a separate department on network radio will give
us more opportunity to analyze and review the grow-
ing number of options available to clients via a grow-
ing number of radio networks. It will help us make
sure we don’t miss the special merchandising oppor-
tunities available to network radio advertisers.”

Keillor’s move to cable

Public radio stations are about to lose exclusivity on
their most popular show and largest fundraiser, A
Prairie Home Companion, as it begins weekly, same-
night, delayed telecasts on cable’s Disney Channel
starting March 7. But stations are hopeful that the
additional exposure given to public radio by Disney
will more than offset any negative aspects of the deal.
D. Bradford Spear, radio manager, WGBH(FM) Bos-
ton, explains, “We've noticed over the past year that
the program’s audience has gone flat and this may, in
fact, help build listenership for WGBH.” He adds,
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however, that “we’d be concerned if it had a reverse
effect.”

Jonathan Zemmol, spokesperson for WNYC-FM
New York, has no worries about the Disney develop-
ment. “We think it’s wonderful,” he says, noting that
the publication of Prairie host Garrison Keillor’s
best-selling book Lake Wobegon Days “helped us
tremendously.”

Chris Langer, spokesperson for Minnesota Public
Radio (MPR), producer of both the radio and TV ver-
sions of Prairie Home Companion, points out that
radio listeners will have at least a couple of advan-
tages over TV viewers: they’ll be hearing the show
live, three hours before it comes to Disney, and
they’ll be able to hear the first quarter of the two-
hour program, which Disney will not broadcast.

Group fly-in

There’s no formal agenda, but the kinds of issues
that could come up for discussion at the National As-
sociation of Broadcasters’ Group Fly-In for radio sta-
tion group heads March 10 in Chicago might include
the most productive ways to tackle personnel train-
ing, the group heads’ opinions of recent mergers
among so many radio rep companies, the pluses and
minuses of taking surveys of listener program prefer-
ences in house and “doing it yourself,” the value of
station managers meetings: how often do we hold
them, what do we discuss and what do we expect to
get out of them; and is it more efficient to set up cen-
tralized accounting for the group, or keep an individ-
ual business manager at each station ?

Chairing this year’s Fly-In will be Richard Fergu-
son, president, NewCity Communications of Bridge-
port, Conn., formerly Katz Broadcasting. Ferguson
was appointed to run the Fly-In by Bev E. Brown,
owner/manager of KGAS Carthage, Texas, and NAB
Radio Board chairman.

This is the third year for the event. It was conduct-
ed by the National Radio Broadcasters Association in
1985 and ’86. Then last year NRBA joined NAB to
form a united organization.

State webs meet

Ann Ranson, director of sales for the Texas State
Networks, and newly elected president-elect of
NASRN, the National Association of State Radio
Networks, says the association’s goal is to improve
the visibility of what state radio networks can offer
advertisers. She adds that the association has just
one full-time employee—its sales and marketing di-
rector, Tom Longfellow, whose job is to travel the
country, explaining the advantages of using state ra-
dio networks.

Ranson reports that NASRN’s convention last
month on South Padre Island, Texas, included ses-
sions on “How state networks can make money.
Maddy Schreiber, [one time Torbet research direc-

tor] came in from Arbitron to show us how to make
money with Arbitron.

There was another session on how radio networks
can make money leasing the downtime on our satel-
lite facilities.”

Other sessions included a sales lead exchange,
“where we traded names of which companies are buy-
ing regional and state radio networks, and which
companies are likely to be ripe to buy.”

And a representative from Wilson Learning, Inc.,
conducted a half-day session “showing us how to
identify problem areas in selling, so we can anticipate
where the cliff is, take evasive and corrective action
to prevent falling over the edge, and get back on
track instead.”

Ranson believes that the spread of more agency re-
gional buying offices ‘“may be helping state networks
somewhat. But only one buying office in Dallas, and
that’s Y&R’s, does any planning. And that’s only for
one client—the Lincoln-Mercury regional dealers. So
we still have to make our visits to Chicago and New
York to show the planners what makes Texas special
for their clients.”

Network-by-network

Two of the five network companies that BAR mea-
sured in both 1985 and 1986 showed blockbuster in-
creases last year, but the figures may represent most-
ly boosted unit rates the networks submit to BAR for
calculating time sales. Mutual was up 94.0 per cent to
$80.2 million and the two United Stations webs
climbed 44.1 per cent to $89.6 million.

The other three networks showed more credible
year-to-year changes. Top biller, ABC, rose 13.5 per
cent to $179.7 million for its seven chains. The CBS
networks totaled $107.6 million, up 6.7 per cent,
while NBC’s webs were down 8.3 per cent to $74.0
million.

The ’86 BAR network total, which includes Satel-
lite Music Networks and Transtar Radio Networks
for the first time, came to $570.0 million, up 28.6 per
cent. This compares to $380.0 million, up 16 per cent,
reported by the Radio Network Association. RNA
collects gross time sales data (including agency com-
missions) from eight network companies through the
accounting firm of Ernst & Whinney. The 86 RNA
total includes two networks not monitored by BAR—
Westwood One, which now owns Mutual, and Sheri-
dan Broadcasting Network.

The gap between RNA and BAR reflects different
methods of calculating time sales, with the former
collecting actual time sales through an accounting
firm and the latter using daypart rates for 30s and
60s submitted to BAR by the networks themselves.
While the BAR data are inflated, they are considered
useful for making year-to-year and other compari-
sons. However, unit rates were considerably boosted
by Mutual last year and the same is believed true of
United Stations. A Mutual spokesman said the net-
work did much better business in 86 than the year
before, but also was “catching up” on its rate in-
creases that were not reflected by the previous owner
of the network.

Television/Radio Age, February 16, 1987
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I'-'ifét quarter web
rise seen at 10%

Following a double-digit year for
network radio, and despite a mi-
nus sign in December, the opening
quarter of 1987 looks pretty good,
too, according to Robert Lobdell,
president of the Radio Network
Association. He's looking for a 10
per cent rise in the first quarter,
which he considers an excellent
performance in light of the 15 per
cent increase during the first quar-
ter of '86—in particular, the 21 per
cent increase in January.

Lobdell points out that network
radio expansion is continuing, cit-
ing Transtar Radio Networks and
Satellite Music Networks. The
former is adding an oldies format
titled “AM Only,” its fifth format,
and is now selling spots on CNN
radio news, which it was not doing
a year ago. SMN added “Z-Rock”
last September, making it the sev-
enth format for that network.

Lobdell notes that the radio
networks had a strong upfront

Radio Business Barometer

| selling season (which takes place

| upfront advertisers.

in the fall) and says that even
warm-weather clients were includ-
ed in the roster of more than 40

As for December, it was down 2
per cent from the year before, the
first monthly decline in 1986, two
of whose months registered per-
centage increases over the year be-
fore in the 30s. The time sales to-
tal for December came to
$26,556,766 as compared with
$27,057,851 the year before. (See
also the February 2 Radio Re-
port.)

The last quarter of 86 still came
up with an 8 per cent increase,
though it was the lowest percent- \
age increase of any quarter. The
quarterly total was $96,386,888 vs.
$89,456,359 during the corre-
sponding '85 quarter.

The dropoff from the third
quarter was sharp, the July-Sep-
tember period being up 25 per
cent. The first and second quar-
ters were up 15 and 16 per cent,
respectively.

When all was said and done, the

year still ended up 16 per cent.
Total billings for "86 came to
$380,024,808 as against
$328,708,708 in "85.

As for the four sales territories
broken out by RNA, only Detroit
was down. But it was a special

| case. A reassignment of broadcast

buying chores by General Motors
has shifted network radio buying
responsibilities from Detroit to
New York, where D’Arcy Masius
Benton & Bowles is now the agen-
cy of record. Partly as a result, De-
troit territory billings in December
were down 57 per cent to

| $1,315,599 (even without the shift,
| Detroit would have been down

somewhat, anyway).

Detroit dip data

It was the third consecutive
monthly drop for Detroit, and the I
quarter ended with the Motor City |
down 30 per cent to $6,840,183.

For the year, however, Detroit was
up 15 per cent, due to some gang- l
buster months when automotive
incentive advertising was heavy.
The third quarter, for instance
was up 61 per cent.

Network —2%
(millions) 1985: $27.1 1986: $26.6
Changes by territories
Billings % chg.

Territory (000) 86-85
New York  $17,076,606 + 3%
Chicago 6,800,944 +12
Detroit 1,315,599 —57
Los Angeles 1,363,617 + 1

Source: Radio Network Association

December
Network (millions $)
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Don with Marketing/Promotions Mgr.

e Don Hall knows more
= about KSMG
because he’s been there.

McGavren Guild Radio salespeople will spend
two weeks this year working at our client stations.
.. We feel that this type of first hand informa-
'~ tion is why McGavren Guild Radio salespeople
know their markets, stations and the radio industry
better than any other rep.
That’s why Don Hall, Sales Manager from our Dallas
office, recently traveled to San Antonio to work at KSMG.
“Media buyers across the country hear from radio
representatives, “The market is unique — the station is
| unique.’ By visiting, working and learning at MAGIC 105,
| [ can now turn a tired cliche into reality and position the station accordingly.
| At McGavren Guild Radio we believe the best way for a national rep to
sell beyond the numbers is to have reliable, first hand station and market
knowledge through regular visits to our client stations.

AE Zana Paiz,
Don, AE Fred Stockwel!
and SA Pat Delgado.

"

i ek @
M‘GAVREN GUILD RADIO
Innovative Leadership

4 AN INTEREP COMPANY

nﬂl"lm”””l

Chief Engineer
Richard Schub.

Don, Traffic Director Diane Garibay
and Assistant Bookkeeper Linda Gutie ‘ez

Don with Morning -
Afr Personality Bruce Hathauway.
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'5'RIBUNE ENTERTAINMENT
x a8 Coom pany

“At The Movies.
A Four-Star Show That Gets
- Four-Star Audiences.

% % % % Audience Composition % % % %

“At The Movies’ Vs. Siskel & Ebert’

The “At the Movies”
At the Movies Siskel & Ebert Advantage
23%
+12%

38%
33%

Rex Reed and Bill Harris have only been hosting “At the Movies™ since
September. but already theyre outperforming Siskel and Ebert in the
demographics that count the most. Then again. we've always said it could
only happen “At the Movies” Contact Tribune Entertainment Company
at(212)557-7800.

“Source: NTI/SON. November 1986-% of total persons. And the December numbers are even betterd
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The number of
personnel cuts,
says the NBC
president, has
been exaggerated,
with “very few

let go.”

Schlosser

Silverman

NBC chief talks about syndication,
future of radio properties, morale

Tinker-to-Wright:
a hard act to follow
as NBC $9$ peak

By ALFRED J. JAFFE _

ith the networks well into the
W second half of the 1986-'87
season, a primetime victory
looks like a shoo-in for NBC, making it
the second time in a row. By the fates of
corporate finance, the person responsi-
ble for the victory will not be on the
scene, though he will undoubtedly re-
ceive the plaudits of both broadcast
professionals and the public.

The person is Grant Tinker, of
course, and he not only won a most
important symbolic honor in broad-
casting for the '85-'86 season, but, de-
spite his laid-back style, generated
profits of unprecedented heights last
year.

It is an act that will be hard to fol-
low, though the man who replaced Tin-
ker is putting on a different kind
of act. Moved in by RCA’s new parent,
General Electric, Robert Wright, the
president and chief executive offi-
cer of NBC, is clearly not a TV pro-
gramming type, much less a master of
the art. Most recently president of
GE affiliate, General Electric Fi-

THE FALL AND RISE OF NBC

(Pretax income under successive CEOs in millions)

/

.
T

Tinker "' -

WPy

»
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nancial Services, Wright is by com-
mon consent a first-class corporate
executive, though he eschews the
“bottom-line”” label. In any case,
he is leaving the programming chores
in the hands of Brandon Tartikoff,
president of NBC Entertainment, who

N
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’
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* Range of
estimates
from varfous
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has already acknowledged his grati-
tude to Wright and NBC’s corporate
parent for letting his program budget
be.

Wright has plenty of other things be-
sides programming to occupy his time
(as did Tinker, of course, though you'd
never know it from the press coverage).
A number of these other things were
addressed during a recent interview
with TV/RADIO AGE. Here are some
highlights:

B He is impatient about negotiations
with the Hollywood studios over com-
promises that would supplant the ex-
isting network financial interest and
syndication rules. It’s all or nothing to
Wright. No “fine-tuning.”

m The divesting of NBC radio stations
in New York, Chicago and Washington,
required by the Federal Communica-
tions Commission’s cross-ownership
rules as aresult of the GE acquisition of
RCA will almost certainly be followed
by the unloading of the remaining FM
stations in Boston and San Francisco,
as well as the radio networks. The pro-
posed relaxation of the FCC’s one-to-a-
market rule does not appear to change
this prospect, except if the FCC would
approve VHF-FM combos, which does
not appear to be in the cards.

B The number of personnel cuts has
been exaggerated, Wright maintains,
with “very few let go.” He indicated the
number was less than 100, with some
employees taking early retirement.

® NBC’s pre-tax operating profits for
’86 have been estimated anywhere from
$400 to $460 million, but Wright said

it’s closer to the lower figure. The final

number will reflect some program
write-offs, mostly related to the NFL
and Major League Baseball contracts.

m Though the NBC network has been
generating sizable profits in recent
years, Wright calls the overall ’87 net-
work picture “not exciting.” But he is
“bullish” about station business this
year and is definitely upbeat about TV

business in '88.

B The proposal for an NBC PAC (po-
litical action committee) is “on hold,”
Wright said, adding that the fuss made
about his PAC memo was not warrant-
ed.

m Wright does not claim any detailed
knowledge of the people meter issue
and voiced the concern of NBC re-
search director William Rubens that
the industry is rushing hastily into a
methodology about which there are
still questions.

Syndication proposal

The NBC president has clearly been
giving much thought to the various fac-
ets of syndication. Some weeks ago, he
urged that the network syndication
and financial interest rules be dropped
for two years in a test to see whether
any abuses would crop up. The FCC
would then decide whether to continue
them or drop them. The proposal,
which had little likelihood of accep-
tance, was not taken up and, while
Wright feels that his proposal was

Tartikoff recalls

programming strategy,
page 102

practical, he admits that there was no
enthusiasm for it.

Wright also concedes that the pro-
ducers have their gripes in the form of
deficit financing. But there must be, he
feels, a quid pro quo, a removing of
restraints from the networks in return
for helping the producers with their fi-
nancial problems. (As one NBC execu-
tive put it: “In exchange for venture
capital, we want back-end possibili-
ties.”)

As for the negotiations that have
been going on during the past couple |
years between the networks and the
studios, Wright says, “The discussions
have been the victims of ‘incrementa-
lism.’ Fine tuning isn’t the answer.”

Feels breather needed

The NBC chief feels that at this
point both sides should take a breather
from discussions. In the final analysis,
however, Wright believes that there is
nothing to be resolved except to drop
the network syndication and financial
interest rules, which he regards as “ex-
tremely stringent.”

If the rules were dropped, Wright
predicts, very little would happen at
first, anyway. “We won’t be bullying
and manhandling.”

Referring to the time before the im-
position of the rules, he notes that
“there is no evidence that NBC forced
a percentage on producers. I'm not
talking about what one person or an-
other might have remarked. But NBC
didn’t own pieces of shows.” Anyway,
Wright goes on, syndication was not a
big money business in those days.

Noting that the rules are also embod-
ied in the consent decreee that the U.S.
Justice Department was able to impose
on the networks, Wright argues that
the basic reason NBC signed was that it
feared the loss of its station licenses.
And he also notes that the Justice De-
partment had recommended dropping
the rules after the FCC concluded that
they were no longer “economically
necessary.”

Wright points out that the consent
decree expires only in part in 1990.
“Most elements expire between 1990
and 1995. The production restrictions
expire in 1991 and some restrictions go
on forever.”

What will happen after 19917 “I
don’t know if anything will happen af-
ter 1991,” Wright comments. “NBC is
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Programs that helped propel NBC to the top

“The A-Team”

not aggressive in production anyway.
This is not a function of the consent
decree. For example, we don’t do day-
time programming—but we could.”

NBC and radio

There has been talk more than once
over the years that NBC would be sell-
ing its radio operations and the acquisi-
tion of NBC by General Electric has
revived that option. The FCC’s one-to-
a-market rule, grandfathered for NBC
before the acquisition, now requires
NBC to get rid of WNBC and WYNY(FM)
New York, WMAQ and wKQX(FM) Chi-
cago and WKYS(FM) Washington. That
leaves KNBR and KYUU(FM) San Fran-
cisco and WJIB(FM) Boston. It is not
likely that NBC would continue in ra-
dio with three stations and if they were
sold, the networks would also be sold,
Wright indicates.

“Miami Vice”

The proposed relaxing of the cross-
ownership rulet to help AM has
changed the outlook somewhat. The
FCC proposed to allow AM-UHF, AM-
VHF as well as AM-FM-UHF combos—
but not AM-FM-VHF, which would keep
NBC in the radio business in New York
and Chicago, if not Washington.
Wright doubts that NBC would keep or
build its radio group even if AM-VHF
pairs were permitted. He considers the
cross-ownership rules an anachronism,
but noted that NBC has not petitioned
the commission for relief from the
rules.

He also remarks that, historically,
NBC has not been successful with radio
like ABC, implying, perhaps, that it
would take some special purpose or ef-
fort on the part of NBC to continue in
radio after divesting its stations in New
York, Chicago and Washington.

At this point, it appears that the

“R-oom 227;’

FCC, because of its proposal for relax-
ation of the cross-ownership rules, will
grant an extension to both ABC and
NBC, if they request it, to allow them
more time to unload their radio sta-
tions. But this is not likely to change
the picture for NBC unless there are
further moves to relax the cross-owner-
ship rules.

One other option regarding radio is
the proposed plan to merge NBC'’s sta-
tions with those of Westinghouse,
which owns 13 outlets. Talks have bro-
ken off twice, however, and the outlook
remains uncertain.

Offsetting the potential loss of radio
is the recent acquisition of WTVJ(TV)
Miami by NBC and GE Property Man-
agement Co. The agreement to acquire
the station from Kohlberg, Kravis, Ro-
berts’ Wometco Broadcasting Co., an-
nounced January 16, set a price of $27"

(continued on page 101)
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Unexpected advertiser money surfaces;
syndication benefits from overflow

Prices, avails
on web TV scatter
are high and dry

posed to be all that hot for the net-

works, negotiators at agencies are
straining their ears for word of open-
ings in the scatter market. Syndicated
programming, meanwhile, is benefit-
ting from the overflow from a season
that was sold approximately 80 per
cent upfront.

The second and third quarters, ac-
cording to agency executives are more
than 90 per cent sold as a result of up-
front pricing that was essentially flat
with that of the 85-86 season. In that
season, it’s said, the networks priced
too aggressively and, as a result, there
was the rather unnatural situation of
scatter being priced lower than up-
front. Because the networks rectified
the upfront situation this season,
what's left of scatter is selling at ap-
proximately 15 per cent more than up-

In a marketplace that wasn’t sup-

Mel Conner of DFS/
Dorland believes
implementation of the
people meter next year,
right or wrong, may
cause some clients

to shift money out of
network when they see
a 15 per cent reduction
in ratings with prices

front, according to the general consen-
sus of varying agency estimates.

Meanwhile, some agencies report
that more money than they expected 18
surfacing for scatter buys, some of it
due to earlier-than-expected new prod-
uct introductions. Even syndication is
giving up some money to network scat-
ter, with some cash-backs for ratings
deficiencies being diverted into net-
work.

On the other side of the coin, the
networks were modest enough in their
projections that much of the inventory
held back for makegoods is expected to
be plunged into the scatter market.

As for buys in barter syndication,
that’s reported to be a mixed bag.
While syndication pricing reportedly 1s
maintaining an average differential of
some 25 per cent under network, the
gap can be as little as 5 per cent for the
top shows and as much as 50 per cent
for those with spotty clearances. Ad-
vertising agency executives point out
that the handful of highly desirable
syndicated shows are pretty much
locked into year-to-year deals, while
the remainder are mostly pawns in a
buyer’s market. It’s reported that some
of the lesser shows are even being given
as bonuses to make the cost-per-1,000
of top-rated sister shows more manage-
able.

Looking to next season

Agency negotiators are not ready to
make any bets on the ’87-88 season,
but many feel the people meter will
enter into the proposition. Richard
Kostyra, executive vice president, di-
rector of media services at J. Walter
Thompson, says, “We’re still testing
the waters for ’87-88 upfront. So far, it
looks like a balanced. market, but the
Fox Network will put a little pressure
on the networks. And if the networks
get out of line with pricing to make up
for this year, or because of the people
meter, this will move a lot of money
into the barter market.”

the people meter could upset the ap
plecart: “The people meters next year
will probably reduce ratings by 10 or 15
per cent. In a year’s period, if ratings
are down 15 per cent, there will be few
er rating points to sell. Cost-per-1,000
will automatically go up if the money
remains the same. Even though this is
just a matter of changing methodology,
the client will look upon this as paying
more and resist it—and shift his money
elsewhere.”

Conner concedes this may not be a
logical reaction, but he points out it is
colored by the fact that clients are still
simmering over double-digit increases
for two seasons straight a few years ago.

Looking at the long term for syndica-
tion, Lary Blasius, vice president, net-
work supervisor at BBDO, says that
several months ago the forecast for
1990 was $1 billion for national adver-
tising on syndicated programming. He
now estimates it to look more like $600

million: “I think $1 billion will be hard-

er to reach than anyone thought. It's a
matter of how well the networks do and
how good the syndicated product is.
Some of the product is getting better,
but it’s a matter of maintaining it
across the board. Fame is not as good as
it was on network.” As for others, “If
budgets are cut, it’s going to show up on
the air.”

The scatter market

Paul Isacsson, executive vice presi-
dent, television programming at Young

Larry Blasius of BBDO is
downgrading the industry
forecast of $1 billion

for national advertising

in syndicated programming

for 1990. He thinks it

“will be harder to reach
than anyone thought” and
considers $600 million
more realistic.

|
|

|
1

) Mel Conner, senior vice president,
not going down. director of network operations at DFS/
Dorland gives his perspective on how
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Paul Isacsson of Young &
Rubicam figures the CPM
gap between network and
barter will remain at
about the 25-35 per cent
level because of barter’s
clearance limitations and
its clutter. He sees no
change in either of

these conditions.

& Rubicam, sees the current tight scat-
ter market as a boomerang effect from
the previous season: “Last season, be-
cause the networks were not achieving
the audience levels they had expected,
they had to take inventory out for ma-
kegoods, which shortened the supply of
network time and brought scatter
prices up. This time, the networks sold
at very low increases over the year be-
fore and, as a result, sold out more up-
front than they usually do.”

According to Gary Carr, senior vice
president, director of network pro-
gramming at SSC&B: Lintas World-
wide, the scatter market for the second
and third quarters is even tighter than
that for the preceding fourth and first
quarters. While he estimates prime-
time scatter as about 20 per cent higher
than upfront for this season, with late
night also strong, he adds that daytime
premiums are more like 5-10 per cent.

It’s a good thing the networks recti-
fied the relationship between upfront
and scatter, points out Irwin Gotlieb,
senior vice president and manager of
national broadcast buying at D’Arcy
Masius Benton & Bowles: “It’s not in
the networks’ interest to have a situa-
tion where long-term is more expensive

- than short-term—or there’d be no.

long-term market. They’ve got to give

the long-term advertiser something for |

the size and extent of his commit-
ment.”

Page Thompson, senior vice presi-

dent, director of media resources at
DDB/Needham, says the scatter buys
that are available now for the remain-

der of the season are nearly all at NBC,
which had less reason to be gun-shy in
its upfront pricing: “ABC and CBS are
like sold out. What is left is almost 40

- per cent higher than upfront. NBC has

some inventory, and the differential
isn’t quite as high, but it’s still the most
expensive product.”

Speaking of scatter pricing, Bill
Hadlock, executive vice president, me-
dia services at Leo Burnett, reports,
“Qur earlier buys for first and second
quarter were a little closer to upfront
than our later buys. They’re more up in
primetime—we haven’t bought a lot of
news—and kids’ programming is up
quite a bit—daytime not quite as
much. Most of what we bought was up-
front. We buy very little scatter.”

Tight primetime

Primetime, says Tom Winner, senior
vice president, media director at Wil-
liam Esty, “seems to be the bellwether
for the networks, and it’s very tight
through the middle of September.
Scatter prices have increased anywhere
from 5 to 25 per cent over upfront, av-
eraging about 15 per cent. In the next
couple of months, it’s going to be hard
to buy any time in primetime. But
there will be some selloffs and make-
goods for underdelivery.” To this,
JWT’s Kostyra adds that there could
be some cancellations of options that
haven’t been released yet.

But counteracting any additional

Bill Hadlock of Leo
Burnett believes the Fox
Network will benefit
from tight availabilities
and higher network
prices next season. He
also feels the overall
first-run sitcom genre
will continue to grow,
although sufficient time
periods are a problem.

Tom Winner of William
Esty says primetime—the
bellwether for the webs—
is very tight through

the middle of September
and it will be hard to

buy any time—but there
will be some selloffs

and makegoods for
underdelivery.

network inventory that becomes avail-
able, according to BBDO’s Blasius, is
the fact that “a lot more client money
has surfaced that wasn’t supposed to
be there.” While he isn’t quite sure
where this money is coming from, DFS/
Dorland’s Conner offers an explana-
tion: “A lot of our clients came out with
new brands earlier than we expected.
And conceivably some others held back
some upfront money, expecting to buy
more cheaply. There’s also some money
that may have been returned in syndi-
cation cash-backs that’s being put into
network.”

Available inventory

Conner indicates there’s still some
inventory to be found: “As of late Janu-
ary, there was still a little daytime left
in February. And CBS did better than
it anticipated and didn’t need as much
for makegoods as it held back.” A ma-
jor opportunity still existing late last
month, he notes, was ABC’s miniseries,
Amerika: “I find it to be a good vehicle
for advertisers. I don’t feel it’s as sensi-
tive a program as it has been made out
to be. It’s only been made sensitive by
the publicity.”

Fred Dubin, vice president, broad-
cast supervisor at N W Ayer, points out
that, while there was already time left
in the miniseries at the end of last
month, Amerika opened up wide when
Chrysler dropped its one-quarter spon-
sorship. Otherwise, he notes, “There’s
nothing out there that you'd want to
pay for. ABC has gone out of sale for

(continued on page 99)
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FEEDBACK!

‘““Checkerboarding is just an

 indication of what’s going to

- happen in the future. You'll see

~ less programming by the book
and more experimentation.”

Frank DeTillio
Vice president, general manager|
Broadcast Media Services

(TV/RADIO AGE, December 29, 1986)

“If I'd been asked this
before November, I’d
have said it will work
for affiliates but not
independents, but the
numbers that came
out dispelled it—
four markets tried it,
and the one for whom
it worked was an
independent, KTLA in
Los Angeles ... The
only way to find
programs that work well
is to experiment. The
first people who put
on ‘Wheel of Fortune’
were conducting an

experiment—
’ ' fortunately for them,

“The jury’s still out. It “Checkerboarding, the way one that worked out
[checkerboarding] it’s working now, is just well.
hasn’t worked for another way for stations ' = I
everyone, but some to say they don’t know Gemeral manager
of the stations that how to compete against KGMC-TV Oklahoma City
tried it weren’tin a that ‘Wheel of Fortune’/
competitive position ‘Jeopardy’ package. So
to make it work they play around with
anyway. It's worked demographics and
for KTLA, and it has different mixes that may
the possibility of or may not be able to
working for others as attract an audience.”
well. Time will tell.”

Phil Jones
David Simon General manager
Vice president, programming KCTV Kansas City
Fox Television Stations
= o =
40 Television/Radio Age, February 16, 1987
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“While checkerboards will
come and go, first-run
sitcoms are here to stay.

Many of the people who have |

been critical of
checkerboarding have game
shows or other types of
programming, so it’s just

in their interest to
downgrade the strategy.”

Steve Bell
General manager
KTLA Los Angeles

A xl_

‘“We don’t believe in
checkerboarding for all the
obvious reasons—it’s
harder to keep track of,
harder to promote and
harder to remember. | do
like first-run sitcoms,
which | think are great,
particularly in the S to
8 p.m. slot on the
weekends.”

Rick Feldman
Station manager
KCOP Los Angeles

“A salient point was
made at the NATPE
panel by Steve Bell
[KTLA] when he said
that checkerboarding
may not be for
everybody. But in our
case, it does make
sense—it’s
compatible with the
network programming
that follows it in terms
of audience profile.
We're very bullish ...
checkerboarding is
obviously not a new
concept—this is what
networks do, year in
and year out. We're not
reinventing the wheel.
All we're doing is
adding a spoke to it.”

Wes Harris
Vice president, programming
NBC Television Stations

“] don’t think the issue has
been decided. Any new
programming technique does
take time. | am continuing
to run it [checkerboard]
during the February sweeps,
with maximum prometional
dollars, and we’re hopeful
we will see a market
improvement as the
audience learns about
these different first-run
programs.”

Martin Colby
General manager
XETYV San Diego

“Pm all for experimentation,
but | think checkerboarding
has been checkmated.
Stations will begin stacking
shows on the weekend. ..
Early evening viewing is
habit viewing, and it’s hard
to build up consistency when
you have different shows
on different nights.”

John Davison
General manager
KICU San Francisco (San Jose)

Television/Radio Age, February 16, 1987
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Latest ARB sweep data reveal share
drop in top 50 ADIs 1s almost 1 point

Major market TV
station shares
are declining again

he dropoff in TV station shares in

I the major markets, which ap-

peared to be slowing down back

in November, 1985, has resumed, ac-
cording to a TV/RADIO AGE analysis.

Based on Arbitron share data in the
latest sweep, the analysis revealed that
in the top 50 ADIs the average mar-
ket—on an unweighted basis—lost al-
most one share point, sign-on to sign-
off, between this past November and
the previous November. While a one
share point dip would not be signifi-
cant in a few markets, it can be signifi-
cant when averaged across-the-board.
At the height of TV’s audience erosion
during the early '80s, for instance, the
biggest average share drop per market
during a November-to-November peri-
od in the top 50 ADIs was 1.9 points.
That took place during the November,
’81, to November, '82, span.

Despite the declines in audience
shares during the '80s, the commercial
TV stations in the big markets still ac-
count for by far the bulk of all TV view-
ing. And, interestingly, the explosion in
independent TV stations has not in-
creased the average share (unweighted)
of indie audiences in the top 50 mar-
kets during the '80s.

Among other highlights of the TV/
RADIO AGE analysis:
® The most pronounced drop in sign-
on to sign-off household shares among
the three market groups categorized in
the analysis—top 10 markets, 11th-to-
25th markets, and 26th-to-50th mar-
kets—is in the top 10 markets. The
smallest drop—all three groups
showed some decline—was averaged in
the 26th-to-50th markets.
® Independents were off slightly in
shares, with the drop most pronounced
among the 11th-to-25th markets.
® The number of independents with
viewing recorded by Arbitron was up
5.4 per cent in the top 50 markets, but
up 15.5 per cent in all markets from
November, '85, to November, ’86.

# The total number of indies, with
and without viewing recorded by Arbi-
tron, and including specialty stations,
was up 9.4 per cent in the top 50 mar-

kets but up 15.7 per cent in all markets
during the same 12-month span.

® Despite NBC-TV’s growing
strength in primetime, it made only
modest progress since November, 1985,
in the number of first-place ranked sta-
tions (sign-on to sign-off) in “competi-
tive” markets, i.e., markets with prima-
ry affiliates for each network.

® However, an analysis by NBC
showed its affiliates up 12.1 per cent in
the number of first-place ranked sta-
tions in primetime from November to
November.

Decline in shares

The basic analysis of the top 50 ADIs
by TV/RADIO AGE showed that the un-
weighted average of household shares
for commercial TV in the Arbitron No-
vember sweep came to 81.7. This com-
pares with 82.6 in November, ’85, a de-
cline of 0.9 of a point. Previously, there
had been no change from November,
'84, to November, ’85, but a 1.6 point
decline from November '83 to Novem-
ber, '84. Earlier, there had been de-
clines equal to or greater than that of
November, ’86, during the first three
vears of the '80s, viz., November, 1980
to ’81, down 1.4 points; ’81 to ’82, down
1.9 points, and ’82 to ’83, down 0.9
points. Thus, from 1980 to 1986, the
share of commercial TV stations in the
major markets dropped from 88.4 to
81.7. That’s a 7.6 per cent drop in six
years—not good, but not devastating,
either.

Roughly 70 per cent of the drop from
November, '85, to November, 86 in the
top 50 ADIs was accounted for by affili-
ates. They were down 0.64 of a point
per average market, compared with a
dip of 0.34 of a point in November, ’85.
The remaining 0.28 of a point, which
represents the indie average decline
per market from November, ’85, to No-
vember, ’86, compares with no change
in shares during the previous 12
months.

The overall decline in the major mar-
kets was, as noted, most heavily appar-
ent in the top 10. The 10 top ADIs were

| down two share poinis on the average,
| all of it accounted for by affiliates. The

latter were actually down 2.3 points,
but this was offset by a slight rise for
indies, up 0.3 of a point.

The affiliate loss in audience share in
the top 10 ADIs during "86 was all the
more dramatfic in light of the fact that
during the previous November-to-No-
vember period, there was no change in
affiliate shares at all. However, the fact
remains that, during the '80s affiliates
in the top 10 markets have borne al-
most continuous year-to-year declines.

From November, 1980 to 1986, the

{ average market in the top 10 dropped

18.1 per cent in household shares. That
was from an average in 1980 of 71.8 to
the 1986 average of 58.8.

This was offset by the rise in inde-
pendent station shares. The average
unweighted share per market among
indies climbed from 21.9 in November
1980, to 26.5 in 1986. That’s a rise of
21.0 per cent. However, the share point
increase was only 4.6 per market, com-
pared with a drop of 13 points among
affiliates in the average top 10 market.

The averages hide a range of changes
among individual markets. For exam-
ple, last November, the net Boston af-

The overall decline
in the major
markets was most
heavily apparent in
the top 10. The 10
top ADIs were down
two share points on
the average, all of
it accounted for by
affiliates. The
affiliate drop was
actually 2.3 points,
but was offset by an
0.3 point indie rise.

filiate drop came to hefty 6 points. Half
of this was accounted by WMUR-TV,
ABC affiliate in Manchester, N.H.,
which had a 3 share in Boston during
November, ’85, and no recorded share
in November, '86. However, the fact re-
mains that half of the top 10 markets
showed a decline in affiliate shares of 3
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points or more. These included Phila
delphia, San Francisco, Dallas-Ft.
Worth and Washington.

The picture in the 11th-to-25th mar-
ket group is, overall, similar to the top
50. That is, the decline in average mar-
ket household share was 0.9 of a point.
But, significantly, most of the decline

Top 10 affiliates in top 100 markets—total day

Leading station shares, Mon.—Sun., sign-on to sign-off

By ADI HH shares

WwWWwWwW americanradiohistorv com

I — * Bristol-Kingsport- * Knoxville WBIR-TV(C) 34
l . J.C. WCYB-TV(N) 40 Paduci-C. G.-
I Affiliate Ieaders,s by Sioux Falls-Mitch. KELO-Tv(C) 40 Harrisb.-Mar. KEVS-TV(C) 34
7
| network, page * Columbia, S.C. WIS-TV(N) 39  * Birmingham WBRC-TV(A) 33
. - * Charlotte WBTV(C) 33
was accounted for by independents, Burlington- New Orleans wwL-TV(C) 33
down about 0.8 of a point per average 5 P-lat?bgg; WCAX-TV(C) :g Richmond WTVR-TV(C) 33
market. * Springfield, Mo. KYTV(N) Roanoke-
There were no fewer indies in this . Lynchbur WDBUC 33
market group during the 12-month pe- Augusta . WJBF(A) 35 v 9 ©
riod covered by the analysis. In fact, * Jacksonville WJUXT(C) 35
there were two more independents
with recorded viewing in the 15 mar- | Top 10 affiliates in top 100 markets—early fringe
kets measured during November, '86, ) . g ) ) )
compared with the previous Novem- Leading station shares, Mon.—Fri., 4:00—7:30 p.m./3:00-6:30 p.m.
ber. By ADI HH shares By AD1 shares, women 25-54
But six of the 15 markets were down
in indie shares, only two were up and * Bristol-Kingsport- * Bristol-Kingsport-
the remainder showed no change. The J.C. WCYB-TV(N) 43 J.C. WCYB-TV(N) 48
big indie losses were in the 11th, 12th
and 14th ADIs, being, respectively, * Jacksonville WJXT(C) 42 * Columbia, S.C. WIS-TV(N) 46
Cleveland, down 4 points; Atlanta, also . i
down 4 points, and Miami, down 3 * Augusta WJBF(A) 41 Jacksonville WIXT(C) 45
points. * Columbia, S.C. WIS-TV(N) 41 o e
The Cleveland loss is mainly due to * Knoxville WBIR-TV(C) 41 ioux Falls-Mitch.  kBL.0-TvC) &
the fact that wCLQ(TV), which had a 3 Sioux Falls-Mitch.  KELO-TV(C) 41 Dvnprt-R.I.-Moline  woc-Tvin) 41
share in November, '85, registered no * knoxville RS 41
share in November, 86. This is ex- | ° Burlington- N i T
plained by its being taken over by Plattsburgh WCAX-TV(C) 40 Sorfiatiald. i 41
Home Shopping Network. New Orleans WWL-TV(C) 40 BTN GRS V. o lh iy
l T:‘e Sgco“cd 250’;?“ k‘ztls suffered :}l‘)‘i Mocimille — 38 Wikes Brre-Scrant. whep-Tvia) 39
east audience erosion, the average :
in this group being down about half a Pittsburgh KDKA-TV(C) 38 * Burlington- WCAX-TVC) 38
point. Two-thirds of this drop was ac- Plattsburgh
counted for by affiliates. As for the in-
dies, their average was hardly affected — 5 -
by the addition of two indies with re- | Top 10 affiliates in top 100 markets—Ilate night
: E‘"d.ed viewing, the total last Novem- Leading station shares, Mon.—Fri., 11:00-11:30 p.m./
er in the second 25 markets rising to 0-00—10-30
40. There were, in total, 69 indies of all 10:00-10:30 p.m.
types, with and without viewing, up By ADI HH shares By ADI shares, women 25-54
from 62 in November, '85.
Sioux Falls-Mitch. KELO-TV(C) 57 Sioux Falls-Mitch. KELO-TV(C) 59
Affiliate rankings * Springfield, Mo. KYTV(N) 50 * Springfield, Mo. KYTV(N) 50
The TV/RADIO AGE analysis count- Wikes Brre-Scrant. WNEP-TV(A) 48  * Bristol-Kingsport-
ed, based on Arbitron listings, 152 ADIs JC Berbryiie diz
\fa\'/ll:le:e ea}::ht netwobrk had atﬁrimary af- Albuquerque ATl 43 .C. -TV(N)
tliate; that number was the same in Albuquerque KOAT-TV(A) 46
November, 85, but it was up from 137 * Columbia. S.C. WIS-TV(N) 46 o Daytgn g WHIO.TVIC) 46
in 1981. . 3
Using the 152 as a base, the analysis * Baton Rouge WBRZ(A) 45 S PPl | iKiB
found that 51.3 per cent of all markets * Birmin
Ay . A . gham WVTM(N) 44
had a CBS affiliate in first place, or tied Dayton WHIO-TV(C) 44 -
for first, sign-on to sign-off. The CBS Lncin-Hast.-Krny  KOLN(C) 44 - Baton Rouge WBRZ(A) 43
list of leaders was down from 56.6 per San Antonio KENS-TVC) 44+ o4)umbia, S.C. WIS-TV(N) 43
cent in November, 85, and 58.1 per * Waco-Temple KWTX-TV(C) 44 Wikes Brre-Scrant.  WNEP-TV(A) 43
cent in November, ’84. Source: Arbitron, November, 1986. * Intermixed market.
NBC, which has become the leading
primetime network, remains in second
place in competitive markets on a sign-
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on to sign-off hasis. But it is up some-
what in leaders from November, "85,
The ratio of NBC leaders this past No-
vember was 36.2 per cent, up from 30.3
per cent in ‘85 and 17.1 in '83. As for
ABC, its share of leaders came to 22.4
per cent, up from 21.1 per cent in '85
but down from 45.3 per cent in '81.

NBC turns up strong in the top 50
markets, where it boasts 42 per cent of
the leaders, vs. 40 per cent for CBS and
30 per cent for ABC. This compares
with the second 50 markets, where CBS
is on top with 58 per cent of the leaders,
vs. 32 per cent for NBC and 20 per cent
for ABC. This contrast is a reminder,
and probably a reflection, of NB(C’s
primetime audience strength in the
large urban markets.

However, ABC, which had been
strong in the top 20 markets, still re-

NBC, which has
become the leading
primetime
network, remains
in second place in
competitive
markets on a
sign-on to sign-off
basis. But it is up
somewhat in

leaders from
November ’85.

mains strong in the top 10. It leads in
six of the top 10 ADIs in sign-on to sign-
off household shares and is Number 1
in eight of the top 20. That’s a little
better than last year’s performance and
is even-steven with '84, but back in 81,
ABC led in 16 of the top 20 and in '82
was tops in 13.

NBC analysis

The NBC analysis of primetime au-
diences during the November, '86
sweep, referred to earlier in the article,
shows that network leading in homes
delivered in 111 out of 184 Nielsen
markets where it has affiliates, CBS
leading in 73 out of 180 markets and
ABC on top in 32 out of 182 markets.
The NBC review covered all 226 Niel-
sen markets, but none of the networks
have an affiliate in all of them.

In November, "85, the primetime re-
sults were as follows: NBC led in 99 out
of 179 markets, CBS, in 78 out of 181
and ABC in 41, also out of 181.

The extent of NBC primetime lead-
ership is further elucidated by data on
the number of stations which increased
or decreased their primetime house-
hold delivery from November-to-No-
vember. There were 95 NBC stations
up and 68 down, vs. 62 and 103, respec-
tively, for CBS and 39 and 128, respec-
tively, for ABC.

NBC also analyzed delivery of wom-
en and men 18-49 in primetime during
the November sweep. This showed
NBC with 8,128,000 women 18-49 (av-
erage audience), CBS with 6,234,000
and ABC with 6,135,000. NBC led in

146 markets, CBS in 52 and ARC in 26.
The previous November, the respective
figures were 1200, 60 and 41.

Asfor men 18- 44, ABC was second in
this demo. The NBC figure on men de-
livered was 5995000, ABC showed
5,480,000, while CBS brought up the
rear with 4.387,000. All three showed
decreases, however. NBC led in 129
markets, ABC in 64 and CBS in 39
This compared with 128, 55 and 43,
respectively, in November, "85.

The NBC ratings analvsis reported
that it was the only network to show an
improvement in primetime homes de-
livered from November to November.
[ts increase was only 1 per cent, howev-
er. Still, NBC noted, CBS was down 3
per cent and ABC, down 5 per cent. D

Top 5 independents in top 100 markets—total day

Leading station shares, Mon.—Sun., sign-on to sign-off

By ADI HH shares

Washington WTTG 17
Las Vegas KVVU-TV 15
Fresno-Visalia KMPH-TV 14

Detroit WKBD 13
New York WNYW 13
Phoenix KPHO-TV 13

Top 5 independents in top 100 markets—

Leading station shares, Mon.—Fri., 4:00-7:30 p.m. /3:00-6:30 p.m.

early fringe

By ADI HH shares

Fresno-Visalia KMPH-TV 22
Detroit WKBD 21
Ft. Wayne WFFT-TV 20
Washington WTTG 20
Omaha KPTM 19

By ADI shares, women 25-54

Austin, TX KBVO 24
Fresno-Visalia KMPH-TV 23
Phoenix KPHO-TV 20
Washington WTTG 19
Ft. Wayne WFFT-TV 17
Las Vegas KVVU-TV 17

Top 5 independents in top 100 markets—late night
Leading station shares, Mon.—Fri., 11:00-11:30 p.m., 10:00-10:30

p.m.

By ADI HH shares

Phoenix KPHO-TV 17
Portland, OR KPTV 14
Washington WTTG 14
New York WNYW 13
San Francisco KTVU 13

Source: Arbitron, November, 1986.

By ADI shares, women 25-54
Phoenix KPHO-TV 18
Portland, OR KPTV 16
Orlando-Daytona

Beach-Melbourne woFL 13
Washington WTTG 13
Denver KWGN-TV 12
Los Angeles KTTV 12
New York WNYW 12
Omaha KPTM 12
Seattle-Tacoma KCPQ-TV 12
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Tv station shares, November, 1986, all Arbitron ADIs

Shares of commercial stations ranked within markets by sign-on tosign-off household shares. Markets ranked by Arbitron TV
household totals, January 1, 1986.

Mon—-Sun M—F M—F AMon—Sun M—F M—F
Sign-on/sign-off 4 7: 30p 11- 11 30p Sign-on/sign-off 4-7:30 p 11-11:30p
Househoids Households M } M
N‘86 M 86 F'86 N'85 25 54 ’5—54 25- 54 25 54 N 86 M'86 F'86 N'85 2’ 54 25-54 25-54 25-54
New York (1) Dallas-Ft. Worth (8)

WABC-TV/A 20 20 19 19 15 14 21 27
WNBC-TV/N 19 20 19 20 15 10 21 18

KDFW-TV/C 21 19 20 22 11 15 23 19
WFAA-TV/A 20 21 21 23 21 15 26 32

WCBS-TV/C 18 17 19 19 15 14 21 15 KXAS-TV/N 18 18 18 18 18 20 21 19
WNYW/I 13 13 15 15 15 19 12 9 KTVT/I 8 9 10 9 7 10 4 4
WPIX/I 11 12 12 10 11 10 9 9 KTXA-TV/I 6 7 7 6 4 5 6 4
WOR-TV/I 8 9 8 8 11 10 3 6 KXTX-TV /I 6 6 6 6 7 5 2 2
WXTV/I 2 2 1 2 4 5 — — KDAF/I 4 3 3 3 4 5 4 4
WNJU-TV/I 1 - — — 4 — - — KDFI-TV/I 3 3 3 3 4 - 2 2
Los Angeles (2) Washington, D.C. (9)
KABC-TV/A 19 12 ]g oo 22 gg 2 WUSA/C 21 18 22 24 19 17 27 17
KNBC-TV/N WJLA-TV/A 21 20 19 20 26 22 23 30
KCBS-TV/C 15 14 15 15 7 8 16 13
| WRC-TV/N 17 17 18 18 15 13 20 20
KCOP/I 11 10 11 12 13 8 4 4
WTTG/I 17 17 19 17 19 17 13 10
KTLA/I 10 10 10 10 13 8 4 8
\ WDCA-TV/I 6 5 7 6 4 4 3 7
KTTV/ 10 9 10 10 13 2 12 13 WETY/I 5 2 - o =
KHJ-TV/ 6 6 5 6 13 2 — 4 ‘ = =
KMEX-TV/I 4 5 6 5 7 4 4 |
KVEA/TV/ 2 2 2 — 3 4 4 4 Houston (10)
KTRK-TV/A 25 25 25 26 24 35 33 33
Chicago (3) KPRC-TV/N 18 18 17 18 21 20 23 24
WLS-TV/A 26 25 25 24 29 24 28 33 KHOU-TV/C 18 16 17 18 14 10 19 15
WMAQ-TV/N 17 18 18 18 17 18 21 21 KTXH/I 9 9 9 9 3 5 4 4
WBBM-TV/C 16 15 16 19 13 12 17 16 KRIV/) 9 9 9 9 10 5 6 4
WGN-TV/I 1215 12 13 13 12 11 12 (HTV/I 7 8 7 7 7 5 4 9
WFLD/I 11 11 12 11 13 12 11 9
WPWR-TV/I 3 3 3 3 — 6 2 2 Cleveland (11)
GBO- 4 1 - -
NGBO-TV/! 3 3 S WEWS/A 28 28 28 28 35 32 27 34
- - WKYC-TV/N 24 22 20 22 12 14 23 22
Philadelphia (4) WIW-TV/C 22 22 22 22 23 23 33 25
WPVI-TV/A 25 25 26 26 27 24 28 30 WUAB/I 7 8 8 8 8 9 3 3
KYW-TV/N 20 20 20 20 17 12 22 24 WOIO/I 4 4 4 4 4 5 7 3
WCAU-TV/C 18 17 18 20 17 16 22 18
WTAF-TV/I 8 9 9 10 10 8 3 3
WPHL-TV/I 5 5 5 5 7 8 — 3 Atlanta (12)
WGBS-TV/I 4 5 5 - 3 4 3 3 WAGA-TV/C 28 23 25 25 27 23 31 24
. WXIA-TV/N 24 26 25 25 19 23 23 24
WSB-TV/A 24 22 22 24 31 32 27 36
San Francisco (5) WTBS/! 5 10 7 7 4 5 - 4
KPIX/C 21 21 21 17 15 30 25 WGNX/I 5 6 7 7 4 5 4 4
KGO-TV/A 19 20 20 20 24 27 22 21 WATL/I 4 4 4 4 4 — 4 4
KRON-TV/N 17 18 18 19 14 12 15 17
KTVU/ 1 11 11 11 10 12 11 17
KBHK-TV/I 7 7 7 7 7 4 — PI“Sburgh (13)
KOEY-TV/I 5 4 4 4 3 4 KDKA-TV/C 30 29 29 34 32 38 33
g 4 4
A 3 3 2 5 - - - o WTAE-TV/A 22 23 22 23 28 32 26 33
DTV 5 P P - . B WPXI/N 19 18 17 20 10 12 15 15
_ WPGH-TV/| 6 5 7 6 7 4 6 3
WPTT-TV/I 3 3 2 2 3 4 — —
Boston (6)
WBZ-TV/N 24 22 21 24 18 22 30 26 Miami (14)
WCVB-TV/A 18 20 20 20 21 17 22 26 WPLG/A 19 18 17 19 19 26 32
WNEV-TV/C 15 16 16 16 14 13 11 11 WSVN/N 19 18 17 20 13 12 17 16
WLVI-TV/I 6 7 8 7 4 4 — — WTVJ/C 19 16 18 18 16 15 17 13
WSBK-TV/I 5 6 S 5 7 9 7 7 WCIX-TV /1 7 8 9 8 6 8 6 3
WXNE/I| 4 4 5 4 4 4 — - WBFS-TV/I 7 8 8 8 6 8 3 5
WLTV/I 6 7 7 8 6 8 3 3
Detroit (7) WDZL/I 6 5 5 5 6 8 3 3
WDIV/N 24 26 24 22 19 20 25 26 ——— Gl 3 3 G I3
WXYZTV/A 22 22 22 21 23 20 25 26 Copyright 1987 by TELEVISION RADIO AGE
WJIBK-TV/C 19 19 20 22 16 16 20 17 Retprodu?thn in fany form prohibited with-
T 13 12 14 13 16 20 10 a9 out permission of TELEVISION RADIO AGE
WXON/I 8 8 7 8 6 4 5 6 {continued on page 86)
Television/Radio Age, February 16, 1987 45
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Stations air samples of premium shows

Cable webs find
friendly Tv window

By LES LUCHTER

n February 8, a sweeps Sunday,
o fledgling indie WNAC-TV Prov-
idence-New Bedtord ran three
blockbuster primetime specials: Tina
Turner: Private Dancer, Rich Little &
A Night of 42 Stars, and a special edi-
tion of Not Necessarily the News. Yes
the last program is still an HBO exclu-
sive, as are the other two titles. But
over the past two years, WNAC-TV and
a growing number of other broadcast
stations have aired such programming
in voluntary cooperation with their lo-
cal cable systems.

Under such deals, which can be ei-
ther straight time buys or tradeouts,
stations run quality broadcast pre-
mieres at no cost, cable systems pro-
mote their tare to non-subscribers and
two potential adversaries co-exist
peacefully.

There have been about 10 of these
cable “previews’” so far, in markets
ranging in size from Midland-Odessa to
Dallas-Ft. Worth. The presentations
have run as long as four hours each-
the case in Providence—although

Cinemax’s ‘A Gospel Ses

| KDFI-TV Dallas-Ft. Worth last month
i rantwo three-hour primetime shows on
consecutive nights. Besides the full-
length cable programs, which are pre
dominantly from HBO, the previews
also typically include clips and talk
about hasic services—along with on
| screen phone numbers for viewers to
call for special installation offers and
prize/premium promotions.

Multi-purpose programming )

Les Read, HBO’s director of affiliate
special projects, is popping up around
the country as a host of these special
events. He explains that, along with
reaching non-subscribers, the broad-
cast promotions also enable cable sys-
tems to show off their new program-
ming to former subscribers and are a
tool for getting current subscribers to
upgrade to pay services (including
HBO, of course).
| Read says the promotions are
| planned as “basic sells,” but the free
| HBO fare is the “whipped cream that
gets eyeballs there.”

In Jacksonville on January 31, a ca-

sion: Everybody Say Yeah'

The Disney Channel’s ‘Danger Bay’

R ——
/

| g
ﬂ‘_‘-"’ -y

14

‘il

HBO/Cinemax and
The Disney Channel
have cleared shows
. for inclusion in
broadcast previews.

hla

eview special © ate

DSCTit

Jional director
vental Cablevisi

To determine if the

marketing for Co
of Jacksonwville
promotion actually helps retention,
Garofalo plans to carefully monitor
churn rates during the next couple of
months

Furthermore, Garofalo says the over
the-air exposure is expected to serve as
a “market softener” for his telemarket
ing efforts. “When people knock on the
door,” he says, prospective customers
will already know what his reps are
talking about

Paul McCarthy, managing partner of
Boston-based Broadcast-Cable Asso
ciates, which advises WNAC-TV in its
dealings with cable, notes that the re
cent preview allowed viewers to sample
the broadcast channel as well as the
cable programming. WNAC-TV re
ceived one minute per hour during the
event to promote its own shows. The
idea, according to WNAC-TV general
manager Ric Gorman, was to “recycle
this large audience back into our regu
lar programs.’

Solidifying rapport v

Gorman says WNAC-TV participated
in the promotion for two main reasons.
First, he notes, “The cable systems
were spending substantial dollars to
ask people to watch our TV station this
one day.” And second, he explains, the
station wanted to solidify its “rapport
with cable...They’re a fact of life we
must deal with. We need cable systems,
and they need us.”

As part of its trade deal with the
Southeastern New England Cable
Marketing Association, WNAC-TV ran
10 on-air promo spots a day for eight
straight days.

During the show itself, the 12 partici-
pating cable systems offered callers
free installations or upgrades to HBO,
notes Association president Don Jack-
man, who is also sales director of the
local UA-Columbia cable system. Jack-
man says the promotion was expected
to generate a 3-5 per cent increase in
basic subs and 5-7 per cent increase in
HBO upgrades.

Read stresses that the broadcast pre-
views are not HBO promotions, but lo-
cal efforts from the cable systems. As
such, other pay services have also par-
ticipated in them, most notably the
Disney Channel. Disney’s Winnie the
Pooh and Danger Bay were shown as
part of the Dallas effort, for instance.

Showtime/The Movie Channel, on
the other hand, has been largely a pas-
sive player in these broadcast promo-

(continued on page 106)
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BLACK BROADCAST

The market; the station scene

Television/RadioAge

February 1987

1729 Superior Avenue
Suite 401
Cleveland, Ohio 44114
(216)621-9300
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1447 Peachtree Street
Suite 600
Atlanta, Georgia 30309
(404) 428-9900

! I Represented nationally by Dupretti & Associates.
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\r
BET
on a real

winner!'
Advertise on
BET and target
black consumers:!

who are brand loya
and whose spending
power will have a

direct impact on your
hottom line.

BET is consistently the
highest rated basic cable
network in black households.*
WHY? Because BET presents

outstanding entertainment that
directly appeals to the viewing
interests of the black consumer.

This yvear, BET continues to be
America’s leader in showcasing quality
black programming by adding new
excitement to its 1987 line-up. BET breaks
new ground with “BET News,’ the nation's first
black news digest, and “Video LP a 30-minute
video show featuring BET’s first female VJ. Plus
BET will again offer its unique blend of today’s
hottest music videos, cool jazz, provocative talk
shows, action-packed sports, news, top-notch off -
network sitcoms, star studded specials and much more.

Include BET in your 1987 marketing plan and get
dramatic results. There’s a $209 billion black consumer
market. Advertise on BET and win your share.

We’re A Sure BET

For more information contact:

Black Entertainment Television
Advertising Sales Office
Washington, D.C.: (202) 337-5260
New York: (214) 512-5258
Chicago: (312) 444-2059

*A.C. Ncilsen, Telephone Coincidentals, July 1986, 8-11 pm/EST.

We're Coming on for You

revE-eCesen kacliaobicton oo =
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Black-owned business forges ahead;
instability characterizes bottom rung

' Widening economic

gap reported among
black consumers

By GEORGE SWISSHELM

he economic gap between black

I “haves’” and “have nots” contin-

ues to widen. That gap is spot-
lighted by two recent reports.

One is a detailed analysis of the lat-
est available statistics by the Washing-
ton-based research firm, Alexander &
Associates for one of its clients, In-
terep. The other is The State of Black
America, 1987, released in mid-Janu-
ary by the National Urban League, Inc.

Accenting the positive, the Alexan-
der report for Interep points out that
today’s black consumer is usually much
more affluent than assumed: “Of the 86

' per cent of employed blacks, 30 per

cent are white collar workers. The aver-
age income of black families has nearly

" doubled in the past 10 years, from

$8,007 to $15,432, according to Bureau

Selected products with high black incidence

Baby lotion

179

of the Census data. Over half of all
black families made at least $15,000
per annum in 1984, while 30 per cent
earned at least $25,000.”

Median income gain

As for median income, advance De-
partment of Commerce data from the
March 1986 Current Population Sur-
vey shows “gains in real median income
in 1985 for both white and black fami-
lies.” This report put median 1985 in-
come for black families at $16,790, or 5
per cent higher than 1984. The compa-
rable figure for white families was
$29,150, or 1.7 per cent higher than
1984.

The growing disparity between have
and have-not blacks is further under-
lined by major reports appearing in
Black Enterprise magazine. On the

Tooth poiish |, o
Asthma reliet rern. | 5
Home permanents | -1+
Sangria, party wines (NN 52
Instant tea _ 136
Mouthwash [ 127

Ind. chocolate bars

Frozen yogurt

Sleeping tablets

174

100 120

Source: 1986 Mediamark Fall heporr

+

Index
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Black Broadcast Market Study
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bright side, Black Enterprise reports
that the B.E. 100—~America’s 100 most
successful black-owned companies—
increased revenues 14.8 per cent in
1985, to beat out both the GNP and the
growth rate of the Fortune 500.

Earl G. Graves, editor and publisher
of Black Enterprise, adds that these
100 companies located in 23 states, also
increased their total number of em
ployees 18.1 per cent over 1984 to
20,970, “during a period of rampant
unemployment.”

Revenues for these companies
climbed from $2.562 billion in 1984 to
$2.943 billion in '85. And topping the
list was Number 1 Johnson Publishing
Co. (Ebony magazine and TV’s Ebony/
Jet Showcase) with 1985 sales of
$154.86 million. Other broadcast com-
panies qualifying for the B.E. 100 were
Inner City Broadcasting Corp., Num-
ber 26; Willie Davis Distributing Co.,
Inc., Number 37; Essence Communica-
tions, Inc., Number 42; Queen City
Broadcasting, Inc., Number 54; Earl G.
Graves, Ltd., owner of radio stations as
well as Black Enterprise, Number 87,
and Unity Broadcasting Network, Inc.,
Number 88.

At the same time, Black Enterprise’s
Board of Economists estimates that to-
tal income of blacks this year will reach
$218.3 billion against last year’s antici-
pated level of $204.4 billion.

On the other hand, looking at some
of the same minuses reported by The
State of Black America, B.E.’s Board
of Economists suggests corrective ap-
proaches. But none is a quick cure and
none is cheap. Board member Dr. An-
drew Brimmer, a former governor of
the Federal Reserve System and now
president of Washington-based consul-
tant Brimmer & Company, Inc., ob-
serves that, in this lethargic economy,
with little prospect of an early and vig-
orous revival, “Blacks can expect to
make only moderate progress in im-
proving their share of total employ-
ment and income.”

Brimmer also predicts that “subpar”
growth of about 2.5 per cent in the GNP
will lead to a further dip in government
spending and business fixed invest-
ment.

Such factors says B.E.’s Board of
Economists, plus a federal budget defi-
cit that’s close to out of control, ““will
have a dramatic effect on black em-
ployment. As of September, 1986,
blacks comprised 10.7 per cent of the
total civilian labor force, but unem-
ployment among this group is still
more than twice that of whites. As of
September, the black unemployment
rate was 14.8 per cent, compared to 6
per cent for whites. And the job deficit,
or number of jobs lost in the black com-
munity for the same period, exceeded 1

Income group status of black families—1940-1980

1980 1970
Poor 30% 32%
Middle Class 59 59
Affiuent 11 9

1960 1950 1940
48% 54 % 71%
49 42 26

6 a 3

Employment to population ratio for 25 large SMSAs

for 1985 by race

Denver-Boulder
Washington
Atlanta

Kansas City
Boston

Dallas-Fort Worth
Houston

San Francisco-Oakland
Minneapolis-St. Paul
Miami

Nassau-Suffolk, N.Y.
Indianapolis

Newark

Baltimore
Los-Angeles-Long Beach

New York
Cincinnati
Philadelphia
Milwaukee
Chicago

St. Louis
Cleveland
Detroit
Pittsburgh
Buffalo

Black White
72.8 73.2
67.9 73.7
67.4 67.9
65.7 68.6
65.3 66.4
64.1 72.2
62.7 67.8
60.5 66.2
59.9 73.9
56.8 62.1
56.0 62.7
565.7 67.3
53.9 64.3
52.8 62.0
52.6 61.8
51.0 563.7
50.1 63.2
48.5 61.4
47.8 62.4
46.0 64.1
45.6 62.3
42.9 59.2
39.6 62.2
39.1 51.8
32.7 55.7

Source: Bureau of Labor Statistics. *'Geographic Profile of Employment and Unempiloyrnent, 1985."

million.”

For the future, the board predicts
that blacks will continue to lose jobs in
the manufacturing sector because of
the high trade deficit, projected to be
between $130 billion and $170 billion
this vear.

Among the bad news in The State of
Black America is its summary of the
“major trends which help to describe

black American family life in the 1980s:.

rising levels of poverty, declining levels
of income, rising levels of unemploy-
ment, declining levels of family stabil-
ity, a rising underclass, a struggling
middle class and a strong element of
achieving families.”

Despite such grim realities, Statisti-
cal Abstract of the United States, 1986

" reports that the nation’s 28,486,000

blacks had total 1985 income of $172

billion. Black Enterprise estimates
that that income will reach $218.3 bil-
lion this year. And besides black con-
sumption of packaged goods above the
national average for many categories,
as spotlighted year after year by Me-
diamark Research, Inc. (see graph) and
Simmons, a growing body of research
from individual markets, much of it
commissioned by radio. stations and
reps (see next story), points to growing
black purchasing power going for such
big ticket items as automobiles and
home remodeling.

Blair Radio’s Profile of the Automo-
bile Market, released in November and
based on 1986 Simmons data, found
that listeners to urban contemporary
radio stations are 63 per cent more like-
ly to own a Cadillac than the national

average and that listeners to religious
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IF YOURE LOOKING FOR |
| GREAT SYNDICATED PROGRAMMING,
WED LIKE TO OFFER
AFEW POINTERS.

At Essence, we’ve built a reputation for showcasing
America’s biggest celebrities and newsmakers.

You can see it in our television program—now entering Raymond Horn
its fourth year as America’s number one crossover magazine show. Syndications, New York,

And this season, you can also see it in our MUSICAL TRIBUTES. New York, 10036 212/564-4144

SPECIAL PROGRAMS. And in 2 new concept in informational programming we call
ESSENCE MOMENTS.

After all, when it comes to great syndicated programming, it never hurts to pick ESSENCE
up a few pointers.

TELEVISION PRODUCTIONS, INC.

1500 Broadway, New York, New York 10036 212/730-4260

Syndication:
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Proportion of families receiving incomes within specified range by race for
selected years (in constant 1985 dollars)

1985
Black
Under $5,000 13.5
Under $10,000 30.6
Over $35,000 18.8
Over $50,000 7.0

wWhite

3.7
11.2
39.3
19.6

1983
Black White Black
14.3 3.9 9.6
34.4 11.6 28.3
17.9 36.1 19.0
5.7 16.8 (o))

Source: Bureau of the Census, “Current Popuiation Report, Consumer Income."*

stations are 51 per cent more likely to
have a Cadillac.

Mel Williams, general sales manager,
WWRL New York explains, “Everyone
needs and buys food, shelter and cloth-
ing. But there’s a fourth need which
appears to be greater among African-
Americans than in the general market:
the need for self esteem. The African-
American Consumer protects self-es-
teem through quality brand associa-
tions and purchases of items that rep-
resent style, flair, value and good taste.
He has a high degree of brand loyalty
and is a disproportionately high pur-
chaser of indulgence items.”

Black sophistication

Frank Mingo, president, Mingo-
Jones Advertising, observes, ‘Al
though most of us still lag the general
market in income, middle class blacks
no longer lag in sophistication. To the
contrary, many are in the forefront in
areas like computers in the home, be-
cause we want to make sure our kids
don’t fall behind, but stay out front at
school.”

Samuel Chishoim, Mingo-Jones se-
nior vice president, client services,
adds that more middle class blacks
“are trying new things. OQur choices of
liquor are no longer limited to scotch
and vodka, because these were the ‘in’
drinks. Today our'menu offers a much
wider variety that may include a dry
wine, an imported beer, or cognac along
with the scotch—on other occasions, of
course—not one right after the other.”

At Burrell Advertising in Chicago,
Ron Franklin, vice president, director
of research, reports tracking three ap-
parently growing trends in black life-
style and product use. On the big ticket
end, Franklin says, “Ask enough peo-
ple about the next car they plan to buy,
and the majority adds up to a growing
demand for smaller cars.”

In the area of beverage consumption,
Franklin observes that the “in trends”
are to non-alcoholic and less alcoholic
drinks like wine coolers or mixed
drinks with no alcohol, and to low calo-
rie, lighter soft drinks. He adds that
“This still hasn’t quite caught up to the
levels it’s reached in the general mar-
ket, but it’s definitely on the rise

Median family income during and before the Reagan
Administration by race (in constant 1985 dollars)

Blacks Whites ‘Ratio
1985 $16,786 $29,152 57.6
5 Reagan years 15,867 27,992 56.7
5 Pre-Reagan years 17,216 29,651 58.1

Source: Bureau of the Census *‘Current Population Report. Consumer income. "’

Characteristics of urban households, by race, 1984

Characteristics

Income before taxes
Size of consumer unit
Number of earners in household
Percent owning at least
one vehicle
Percent homeowners
Children under 18
Persons 65 and over

White and other Black
$24,511 $15,152
2.5 2.8

1.2 1.4

86 % 65%

61% 38%

7 1.0

.3 2

Source: U.S. Department of Labor. Bureau of Labor Statistics. Unpublished Consumer Expenditure Survey results from

1984,

1978 1970
white Biack White
2.7 0.9 3.2
9.6 27.3 10.3
40.2 15.2 34.1
18.2 4.5 13.9

among blacks.”

Franklin’s third trend affects home
entertainment. He sees this “following
what we saw last year in the food ser-
vice business, which was ‘Pick it up,
carry it out and eat it at home.’ [n home
entertainment, that translates into a
dropping box office for theatrical mov-
ies and a big pickup in movie cassette
rental for VCR viewing at home.”

This, he notes, “may slow down
somewhat as more neighborhoods are
wired up for cable in more major mar-
kets. Even with rising monthly cable
fees, the cost is still less than cassette
rental. On the other hand, many movie
fans may opt to pay the higher price of
rental, rather than surrender control of
their choice of when they want to watch
to the local cable system. A lot of peo-
ple value that control of their own
time.”

Byron Lewis, chief executive officer
of Uniworld Group, sees areas of fash-
ion and style, as well as music, in which
innovations that later cross over into
the general market—particularly to
the younger end of the general mar-
ket—are started by black trendsetters.
Lewis points out, “Elements of black
lifestyle, from men wearing gold chain
necklaces and certain hat styles, to
break dancing and the shoes worn by
star athletes are finding their way in-
creasingly into television commercials
for everything from fast food eating es-
tablishments to beer spots and soft
drink advertising. Black entertainers
like Michael Jackson and Lionel Richie
become product spokesmen, and the
Chicago Bulls’ Michael Jordan en-
dorses a line of shoes bearing his own
name.”

From such advertising, notes Lewis,
“The styles set by these blacks cross
over, are soon adopted by the general
market and become part of the main
stream. After all, it’s mostly the white
middle class youngsters who can afford
to buy the tickets, who make events
like the Michael Jackson tours possib-
le.”

Lewis adds, “Perhaps the ultimate
crossover on television has been the
success enjoyed by the white-black-
Hispanic integration of a Miami Vice.
And that’s not to take anything away
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from the integration we see either in
televised sports or live from the actual
sidelines at a football stadium or ball-
park.”

Flnmymm, education

Warner Rush, president, Major Mar-
ket Radio, points to Interep’s Alexan-
der & Associates report that shows
“black Americans making up 10.7 per
cent of the total U.S. workforce, ac-
cording to Bureau of Labor Statistics
for 1985. That’s more than 12.3 million
employees,” says Rush, “and almost
one million of them work in profession-
al and technical positions.”

This same report notes that educa-
tional attainment of blacks has moved
up to an average of 12.2 years, “just 0.4
per cent below that for whites; over 10
per cent of black males and females are
college graduates.”

Zeroing in on the black middle class,
the Interep report observes that the
percentage of black families with in-
come of $20,000 or more “increased
considerably during the last two de-
cades. In 1960 only 15 per cent of all
black families could be described as
middle income or above, while by 1984,
some 38.8 per cent had incomes that
high or higher.” By comparison, the re-
port notes that in 1960 just over 38 per
cent of white families had reached mid-
dle income status, a proportion that
had climbed to 67.1 per cent by 1984.

The report also quotes Department
of Commerce figures indicating that by
1984, 3,469,000 families, or over half of
all black families, were ‘‘traditional
married couple families,” earning a me-
dian income of $23,418, “well above the
$20,000 mark sociologists use to define
‘middle class.” When both husband and
wife work, as is the case with 2,221,000
black families, that family’s median in-
come was $28,775 per year in 1984.”

The State of Black America agrees
that the black middle class has expand-
ed over the years and continues to
grow. But Dr. Andrew Billingsley, pro-
fessor of sociology and Afro-American
studies at the University of Maryland,
reports that this black middle class
“is not a homogeneous group of fam-
ilies, but rather a varied and complex
category . ... In a number of major re-
spects this black middle class is more
vulnerable to the threat of downward
mobility than the more established
white middle class. In addition to the
challenge of moving into more secure
and independent occupations and ac-
cumulating family wealth, black fam-
ilies face a third challenge—transmit-
ting their status and economic well-be-
ing to their children. Large numbers of
middle class black families are finding
that they have not prepared their chil-

Number of blacks and blacks as percent of total
employed in selected professional occupations, 1984

and 1985

1984 1985
Accountants 67,870 5.5% 74,517 5.9%
Architects 2,568 2.4 4,030 3.1
Computer specialists 16,430 53 19,745 5.5
Engineers 42,302 2.6 43,758 2.6
Lawyers 14,858 2.3 19,260 3.0
Dentists 1,242 0.9 3,406 2.6
Physicians 26,000 5.0 18,204 3.7
Librarians 15,960 7.6 13,266 6.6
Natural scientists 11,520 3.2 10,904 2.9
Personnel and 5,014 4.6 6,160 5.6
labor relations
Pharmacists 4,698 2.9 5,504 3.2
Registered nurses 106,552 7.6 98,396 6.8
Health technologists 145,672 13.1 151,640 13.6
and technicians
Social scientists 19,460 7.0 14,872 5.2
Social and 102,366 12.1 109,998 12.6
recreation workers
Teachers/colleges 29,093 4.7 25,077 3.9
and universities
Teachers, except college 302,808 8.8 324,116 9.2

Source: U.S. Department of Labor.

dren to succeed them or to stand on
their shoulders. As a consequence,
many families may lose the upward
mobility drive which has characterized
them since before the end of American
slavery.”

On the other hand, Billingsley also
reports a study of black middle class
families in the Washington, D.C. area
that found that 62 per cent of the fam-
ilies studied were ‘‘new middle class.”
Both their grandparents and parents
had been working class, and this largest
group of sample families had become
the first middle class generation.

And while The State of Black Amer-
ica points to increasing dropout rates
among black high school students since
1980, following two decades of im-
provement, the Interep report observes
that blacks trailed whites in median
levels of schooling by more than three
years in 1960, but that by 1984, “Black
workers had attained a median level of
schooling of high school graduation,
and trailed their white counterparts by
only 0.4 years.”

Among the grimmest news in The
State of Black America is that con-
cerning jobs: “Unemployment rates are
at depression level for blacks . ... The
nation’s overall unemployment rate

' has stabilized at about 7 per cent, while

black unemployment is a staggering 15
per cent. Blacks are disproportionately
concentrated in both declining indus-

tries and declining occupations, in
some import-sensitive industries and
in government sector occupations.
Only 42 per cent of black workers dis-
placed betweeen 1979 and 1984 have
found new jobs, compared to 60 per
cent for all workers. And those who
have found new jobs, black or white,
typically earn less than 80 per cent of
what they used to earn. Over the past
dozen years, the typical black family
has lost $1,500 in income while eco-
nomic needs have increased. Blacks are
12 per cent of the population, but black
income amounts to only 7.4 per cent of
all money income in the U.S.”

Gains in white collar

On the other hand, Alexander & As-
sociates observes that since 1960 blacks
increased their share of employment in
the white collar professions while de-
creasing their numbers among service
and farm workers. This report for In-
terep says, ‘“Black workers accounted
for over 6 per cent of all professional
workers in 1985 and for over 5 per cent
of all managers. Blacks also accounted
for over 7 per cent of well-paying
skilled crafts workers. Nearly one-fifth
of all black workers, or 2.5 million,
worked in the three well-paying occu-
pational categories of professional,
manager or skilled craftsperson in
1985.”

Black Broadcast Market Study
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Proportion of families receiving incomes within specified range by race for
selected years (in constant 1985 dollars)

1985
Black
Under $5,000 13.5
Under $10,000 30.6
Over $35,000 18.8
Over $50,000 7.0

White

3.7
11.2
39.3
19.6

1983
Black White Black
14.3 3.9 9.6
34.4 11.6 28.3
17.9 36.1 19.0
5.7 16.8 7.1

Source: Bureau of the Census, "‘Current Population Report, Consurher Income.

stations are 51 per cent more likely to
have a Cadillac.

Mel Williams, general sales manager,
WWRL New York explains, “Everyone
needs and buys food, shelter and cloth-
ing. But there’s a fourth need which
appears to be greater among African-
Americans than in the general market:
the need for self esteem. The African-
American Consumer protects self-es-
teem through quality brand associa-
tions and purchases of items that rep-
resent style, flair, value and good taste.
He has a high degree of brand loyalty
and is a disproportionately high pur-
chaser of indulgence items.”

Black sophistication

Frank Mingo, president, Mingo-
Jones Advertising, observes, ‘“Al-
though most of us still lag the general
market in income, middle class blacks
no longer lag in sophistication. To the
contrary, many are in the forefront in
areas like computers in the home, be-
cause we want to make sure our kids
don’t fall behind, but stay out front at
| school.”

Samuel Chisholm, Mingo-Jones se-
nior vice president, client services,
adds that more middle class blacks
“are trying new things. Our choices of
liquor are no longer limited to scotch
and vodka, because these were the ‘in’
drinks. Today our menu offers a much
wider variety that may include a dry
wine, an imported beer, or cognac along
with the scotch—on other occasions, of
course—not one right after the other.”

At Burreil Advertising in Chicago,
Ron Franklin, vice president, director
of research, reports tracking three ap-
parently growing trends in black life-
style and product use. On the big ticket
end, Franklin says, “Ask enough peo-
ple about the next car they plan to buy,
and the majority adds up to a growing
demand for smaller cars.”

In the area of beverage consumption,
Franklin observes that the “in trends”
are to non-alcoholic and less alcoholic
drinks like wine coolers or mixed
drinks with no alcohol, and to low calo-
rie, lighter soft drinks. He adds that
“This still hasn’t quite caught up to the
levels it’s reached in the general mar-
ket, but it’s definitely on the rise

Median family income during and before the Reagan
Administration by race (in constant 1985 dollars)

Blacks Whites Ratio
1985 $16,786 $29,152 57.6
5 Reagan years 15,867 27,992 56.7
5 Pre-Reagan years 17,216 29,651 58.1

Source: Bureau of the Census ‘‘Current Population Report. Consumer income. "

Characteristics of urban households, by race, 1984

Characteristics

Income before taxes
Size of consumer unit
Number of earners in household
Percent owning at least
one vehicle
Percent homeowners
Children under 18
Persons 65 and over

White and othér Black
$24,511 $15,152
2.5 2.8

1.2 1.4

86 % 65%

61% 38%

7 1.0

3 2

Source: U.S. Department of Labor. Bureau of Labor Statistiés. Unpublished Consumer Expenditure Survey results from

1984,

1978 1970
White Black White
2.7 9.9 3.2
9.6 27.3 10.3
40.2 16.2 34.1
18.2 4.5 13.9

among blacks.”

Franklin’s third trend affects home
entertainment. He sees this “following
what we saw last year in the food ser-
vice business, which was ‘Pick it up,
carry itout and eat it at home.” In home
entertainment, that translates into a
dropping box office for theatrical mov-
ies and a big pickup in movie cassette
rental for VCR viewing at home.”

This, he notes, “may slow down
somewhat as more neighborhoods are
wired up for cable in more major mar-
kets. Even with rising monthly cable
fees, the cost is still less than cassette
rental. On the other hand, many movie
fans may opt to pay the higher price of
rental, rather than surrender control of
their choice of when they want to watch
to the local cable system. A lot of peo-
ple value that control of their own
time.”

Byron Lewis, chief executive officer
of Uniworld Group, sees areas of fash-
ion and style, as well as music, in which
innovations that later cross over into
the general market—particularly to
the younger end of the general mar-
ket—are started by black trendsetters.
Lewis points out, “Elements of black
lifestyle, from men wearing gold chain
necklaces and certain hat styles, to
break dancing and the shoes worn by
star athletes are finding their way in-
creasingly into television commercials
for everything from fast food eating es-
tablishments to beer spots and soft
drink advertising. Black entertainers
like Michael Jackson and Lionel Richie
become product spokesmen, and the
Chicago Bulls’ Michael Jordan en-
dorses a line of shoes bearing his own
name.”

From such advertising, notes Lewis,
“The styles set by these blacks cross
over, are soon adopted by the general
market and become part of the main
stream. After all, it’s mostly the white
middle class youngsters who can afford
to buy the tickets, who make events
like the Michael Jackson tours possib-
le.”

Lewis adds, “Perhaps the ultimate
crossover on television has been the
success enjoyed by the white-black-
Hispanic integration of a Miami Vice.
And that’s not to take anything away
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from the integration we see either in
televised sports or live from the actual
sidelines at a football stadium or ball-
park.”

Employment, education

Warner Rush, president, Major Mar-
ket Radio, points to Interep’s Alexan-
der & Associates report that shows
“black Americans making up 10.7 per
cent of the total U.S. workforce, ac-
cording to Bureau of Labor Statistics
for 1985. That’s more than 12.3 million
employees,” says Rush, “and almost
one million of them work in profession-
al and technical positions.”

This same report notes that educa-
tional attainment of blacks has moved
up to an average of 12.2 years, “just 0.4
per cent below that for whites; over 10
per cent of black males and females are
college graduates.”

Zeroing in on the black middle class,
the Interep report observes that the
percentage of black families with in-
come of $20,000 or more “increased
considerably during the last two de-
cades. In 1960 only 15 per cent of all
black families could be described as
middle in¢ome or above, while by 1984,
some 38.8 per cent had incomes that
high or higher.” By comparison, the re-
port notes that in 1960 just over 38 per
cent of white families had reached mid-
dle income status, a proportion that
had climbed to 67.1 per cent by 1984.

The report also quotes Department
of Commerce figures indicating that by
1984, 3,469,000 families, or over half of
all black families, were “traditional
married couple families,” earning a me-
dian income of $23,418, “well above the
$20,000 mark sociologists use to define
‘middle class.” When both husband and
wife work, as is the case with 2,221,000
black families, that family’s median in-
come was $28,775 per year in 1984.”

The State of Black America agrees
that the black middle class has expand-
ed over the years and continues to
grow. But Dr. Andrew Billingsley, pro-
fessor of sociology and Afro-American
studies at the University of Maryland,
reports that this black middle class
“is not a homogeneous group of fam-
ilies, but rather a varied and complex
category . ... In a number of major re-
spects this black middle class is more
vulnerable to the threat of downward
mobility than the more established
white middle class. In addition to the
challenge of moving into more secure
and independent occupations and ac-
cumulating family wealth, black fam-
ilies face a third challenge—transmit-
ting their status and economic well-be-

ing to their children. Large numbers of

middle class black families are finding
that they have not prepared their chil-

Number of blacks and blacks as percent of total
employed in selected professional occupations, 1984

and 1985

1984 1985
Accountants 67,870 5.5% 74,517 5.9%
Architects 2,568 2.4 4,030 3.1
Computer specialists 16,430 5.3 19,745 5.5
Engineers 42,302 2.6 43,758 2.6
Lawyers 14,858 2.3 19,260 3.0
Dentists 1,242 0.9 3,406 2.6
Physicians 26,000 5.0 18,204 3.7
Librarians 15,960 7.6 13,266 6.6
Natural scientists 11,520 3.2 10,904 2.9
Personnel and 5,014 4.6 6,160 5.6
labor relations
Pharmacists 4,698 2.9 5,504 3.2
Registered nurses 106,552 7.6 98,396 6.8
Heaith technologists 145,672 131 151,640 13.6
and technicians
Social scientists 19,460 7.0 14,872 5.2
Social and 102,366 12.1 109,998 12.6
recreation workers
Teachers/colleges 29,093 4.7 25,077 3.9
and universities
Teachers, except college 302,808 8.8 324,116 9.2

Source: U.S. Department of Labor.

dren to succeed them or to stand on
their shoulders. As a consequence,
many families may lose the upward
mobility drive which has characterized
them since before the end of American
slavery.”

On the other hand, Billingsley also
reports a study of black middle class
families in the Washington, D.C. area
that found that 62 per cent of the fam-
ilies studied were “new middle class.”
Both their grandparents and parents
had been working class, and this largest
group of sample families had become
the first middle class generation.

And while The State of Black Amer-
ica points to increasing dropout rates
among black high school students since
1980, following two decades of im-
provement, the Interep report observes
that blacks trailed whites in median
levels of schooling by more than three
years in 1960, but that by 1984, “Black
workers had attained a median level of
schooling of high school graduation,
and trailed their white counterparts by
only 0.4 years.”

Among the grimmest news in The
State of Black America is that con-
cerning jobs: “Unemployment rates are
at depression level for blacks . ... The
nation’s overall unemployment rate
has stabilized at about 7 per cent, while
black unemployment is a staggering 15
per cent. Blacks are disproportionately
concentrated in both declining indus-

tries and declining occupations, in
some import-sensitive industries and
in government sector occupations.
Only 42 per cent of black workers dis-
placed betweeen 1979 and 1984 have
found new jobs, compared to 60 per
cent for all workers. And those who
have found new jobs, black or white,
typically earn less than 80 per cent of
what they used to earn. Over the past
dozen years, the typical black family
has lost $1,600 in income while eco-
nomic needs have increased. Blacks are
12 per cent of the population, but black
income amounts to only 7.4 per cent of
all money income in the U.S.”

Gains in white collar

On the other hand, Alexander & As-
sociates observes that since 1960 blacks
increased their share of employment in
the white collar professions while de-
creasing their numbers among service
and farm workers. This report for In-
terep says, “Black workers accounted
for over 6 per cent of all professional
workers in 1985 and for over 5 per cent
of all managers. Blacks also accounted
for over 7 per cent of well-paying
skilled crafts workers. Nearly one-fifth
of all black workers, or 2.5 million,
worked in the three well-paying occu-
pational categories of professional,
manager or skilled craftsperson in
1985.”

Black Broadcast Market Study
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The report goes on to note that occu-
pational gains like these “have trans-
lated into economic gains for many
blacks. Black male college graduates
aged 25 to 34 earned only 59 per cent as
much as white college graduates in
1960. By 1980, this figure had jumped
to 84 per cent.”

Escape from ghetto

Looking at the recent history of the
black middle class, Mingo recalls that
“one enduring legacy’ of the civil
rights movement of the '60s “was the
escape of greater numbers of blacks
from the ghetto. Before this there was
some truth behind the old canard that
blacks tended to be a homogenous
group that lagged behind changes in
the general market.”

But Mingo adds to this statement,
“As more of us spread through the mid-
dle class, widening the distance be-
tween those of us on the low and high
ends of the income scale, the more seg-
mented we became, the closer we came
to mirroring the segmentation of the
general market.”

But he adds that one aspect of the
civil rights movement that did not en-
dure was the old solidarity among
blacks: “During the '60s,” he recalls,
“we rallied around our cause and our
blackness. Advertising often revolved
around our group feelings of black
pride, our common black heritage and a
desire to do things for the good of the
group.”

Then came the '70s, “when the strug-
gle started to pay off for those who were
able to assimilate best into ‘The Ameri-
can Way’ of upward mobility as other
immigrant groups had done. Much of
the advertising of the '70s featured
‘blacks who had made it.””

But today, he continues, “A lot of
that solidarity of the ’60s has evaporat-
ed. It’s been replaced by ‘The Age of
Me’—What’s in it for me? So today,
instead of black pride as a group, or
playing up somebody else’s success, our
advertising approach is more often
than not directly to the listener, viewer
or reader—about him or her.”

At Vince Cullers Advertising in Chi-
cago, Joe Woods, vice president, ac-
count supervisor, describes the diffi-
culty of identifying trends among black
consumers “that are truly exclusive of
the general market. After all, black
people like red Corvettes, yellow sun-
glasses, fashion clothes, wine coolers
and Reeboks, just like everyone else.
What’s important is to note that such
trendy preferences have far less to do
with copy development than with exe-
cution.”

Woods says that by recognizing this,
his agency “has successfully avoided
some common pitfalls in communica-

 Educational attainment, by race, 1984

Black White
Years of schooling Male Female Male Fema' e

Elementary school

0-4 years 8.8% 57% 2.3% 2.1%

5-7 years 8.9 8.6 4.7 4.4

8 years 6.6 6.8 6.6 6.6
High school

1-3 years 18.6 19.3 1.1 12.2

4 years 32.9 35.4 35.1 42.8
College

1-3 years 13.8 13.9 16.3 15.8

4 years or more 10.5 10.4 23.9 16.0
Median school years completed  12.2 12.3 12.7 12.6

Sowrce: Statistical Abstract of the United States 1986.

tion with black consumers: that of try-
ing to substitute these trends or "hot
buttons’ for sound, thorough market-
ing investigation and copy develop-
ment.

Shortcut approaches

Woods adds, “There is no market to
which this hot button approach has
been more systematically applied than
to the black consumer market—too of-
ten as an alternative to carefully re-
searching the market. Too many
skilled marketers, who would not nor-
mally dream of compromising the pro-
cess of market development, approach
black consumers with a truncated atti-
tude, looking for shortcuts—shortcuts
frequently sanctioned by their client
and his general market agency.”

One commonly used shortcut, notes
Woods, “is to simply substitute black
characters succinctly into situations
designed for non-black models. Alaca-
zam!, and suddenly it’s a black woman
replacing the white model in her
charmingly decorated laundry room,
complete with potted fern, espousing
the cleaning power of Cheer—even
though she probably really washes her
clothes at the corner laundromat. Holy
transformations, Batman'! But what
about the psychology of black consu-
mers?”’

Meanwhile, one of the most hopeful
notes found in The State of Black
America, 1987 came toward the close of
the report’s introductory overview by
John E. Jacob, president of the Nation-
al Urban League. What he describes as
“the unsung story of our times, unre-
ported and ignored by the media,” is
the move of black individuals and
black organizations to tackle such
problems as teenage pregnancy, crime,

drugs and inadequate education, “in
the face of Federal budget cuts and few
resources.”

Just last September, for instance,
the National Urban League itself
launched its nationwide Education Ini-
titative, which was instituted “to get
the schools back on track, to motivate
our young people, and to involve our
communities in making the schools
work better.”

Jacobs adds that other national and
local community-based groups are
“deeply involved in programs directly
tackling internal community prob-
lems.” Such a wave of activism, he says,
can “counter the powerlessness that
has impeded resolution of our prob-
lems, and will harness the tremendous
resources and energies of black citizens
to create brighter prospects for all
black people. These efforts can make a
real difference in people’s lives.”

Can radio help?

In 1986 alone, here are three success-
ful efforts reported by John Ruffin, Jr.,
president of just one radio station,
WRBD Pompano Beach (Fort Lauder-
dale) Fla.

B A six-hour radiothon raising money
for the Sickle Cell Anemia Foundation.
B A membership appeal radiothon for
the local NAACP and Urban League
that Ruffin describes as their first joint
membership drive, “with the result
that Fort Lauderdale now has the larg-
est NAACP branch in Florida.”

® Ruffin also chaired the Broward
County - United Negro College Fund
Drive. The appeal was simulcast via
both WRBD and WPLG-TV Miami and
raised “over $60,000, making our effort
the largest single money raiser for the
Fund in South Florida.” a]
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As of December,
1986, there were

151 black

formatted and 122
urban/contemporary
stations on the

air.
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Purchasing research contradicts
stereo typed views of buying habits

Black stations fight
for audience-related
share of media $$

ore black and urban-format-
M ted radio stations are going
the marketing route, using
consumer research to back up their
sales calls. Tt’s paid off for many of
them, though even the biggest audi-
ence pullers say they still aren’t getting
the share of ad dollars that general
market stations with equal numbers of
listeners earn.

The consumer reseach used often
goes beyond package goods to include
dollars spent by black listeners for such
big-ticket items as cars, home improve-
ment, clothing, airline travel and home
electronic entertainment gear.

Along with the research, many black
and urban stations also promote heavi-
ly, often in joint promotions with their
advertisers. And the result of this com-

bination of professional, research-
backed selling and promotional razzle
dazzle is that many stations do reason-
ably well, considering the overall slow-
down in national spot for all radio.

Growth in format

As of December 1986 Maurie Web-
ster, president of the Radio Informa-
tion Center, reported 151 black format-
ted and 122 urban/contemporary sta-
tions on the air. The 122 compares to
only 35 urban stations doing business
in December 1983, most of them con-
centrated in the larger markets.

Consultant Bernard Howard, the
Howard of Hillier, Newmark, Wechsler
& Howard before leaving to form his
own consulting firm, estimates that

Westwood One’s Richard Kimball with Pointer Sisters
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‘“‘Professionally programmed urban
radio formats can attract a broader
spectrum of listeners from lower

——

=

these 273 black and urban stations had
1986 billings of between $175 million
and $200 million. Of that, believes
Howard, “Local is probably around
$125 million and national should add
up to close to $75 million.”

Some 150 of the 273 stations are
black owned and members of the Na-
tional Association of Black Owned
Broadcasters. NABOB executive direc-
tor James Winston estimates that
these 150 earned advertising revenue of
approximately $75 million in 1985.

Meanwhile, in the programming
area, new trends or potential trends in-
clude what could be a comeback of gos-
pel on more stations, mixed in with in-
spirational music whose lyrics may or
may not be religious.

There’s also been the emergence of a
new “urban/CHR” mix that pulls some
impressive numbers. However, manag-
ers of urban formats see this newcomer
as far more of a threat to CHR stations
than to their own. At the same time, as
more radio outlets adopt the urban
sound, that sound is far from uniform
in every market. Some are putting the
accent on the haves—the black middle
class.

Maynard Grossman, vice president/
sales for wGCI AM-FM Chicago, says,
“It’s those urban stations that can at-
tract significant numbers of adults 25-
plus that will share in the pie of ad
dollars available from companies tar-
geting upscale consumers. We attract
25-plus listeners using a mix of stan-
dard soul, jazz, crossover pop and disco
dance music—groups like Rick James,
DeBarge, Sheila E., Kool & the Gang
and the SOS Band. And we include
some white artists. Some urban sta-
tions won’t.”

David Lampel, senior vice president,
news and public affairs for Inner City
Broadcasting Co. and program director
at WLIB New York, observes, “Profes-
sionally programmed urban radio for-
mats can attract a broader spectrum of

middle class through
professionals . .. that
your typical popular
general market station

" won’t reach.”

David Lampel
Senior Vice president
Inner City Broadcasting Co.

listeners from lower middle class
through professionals—doctors, teach-
ers, lawyers—that your typical popular
general market station won’t reach. So-
phisticated advertisers recognize that
urban formats attract audiences that
include these upscale, higher-income
listeners. About 85 to 95 per cent of all
blacks listen to black-programmed and
urban radio. I don’t know any other
group for whom radio plays such a key
role in their lives.”

WGCI’s Grossman adds that a station
that can attract black middle class lis-
teners “is a station that can show an
audience that meets or exceeds the
market average in use or purchase of a
wide range of upscale products and ser-
vices. They run from business travel,
imported wines and PCs in the home to
foreign vacations, foreign cars, use of
prestige credit cards in upscale depart-
ment stores and attendance at fine arts
performances. To back up what we say,
we’ve used everything from Scarbor-
ough and Birch Qualiscan to Simmons
and Nielsen’s N-PAR.”

In Atlanta George Reed, general
sales manager for WAOK/WVEE(FM)

describes 1986 as "another record
year,” and reports thai his siations
have used Media Audit. published by
International Demographics, for thé
past five years, and that, “Year after
year i1t shows how well we skew. It
works for us locally, and it works na

tionally for our rep, McGavren Guild.

Besides the standard demographics,
Media Audit, based on random tele-
phone surveys, asks respondents what
they plan to buy within the next 12
months. This covers categories from
new cars, a new home, furniture and hi
fi equipment to personal computers,
video equipment and plans for home
remodeling projects.

What it does for WVEE(FM), says
Reed, is to “show that our listener's
lifestyle compares very favorably with
that of listeners to our top general mar-
ket stations here. It shows our FM audi-
ence skewing high for Saks Fifth Ave-
nue credit cards. It’s third in the mar-
ket in planning to buy a home PC in the
next 12 months. Almost two-thirds of
our FM audience is a member of a
$25,000 or up household. Almost half
have attended college.”

Inner-city listeners

But an urban station doesn’t have to
have listeners that rich to make money
for its advertisers. Shel Leshner, gener-
al sales manager at WJLB(FM) Detroit,
describes how the station commis-
sioned Moore & Associates to survey its
inner city listeners. The result was
Buying and Shopping Profile of Black
Adults Within the City Limits Proper
of Detroit.

Leshner explains, “We purposely left
out our suburban listeners. We wanted
to prove beyond a doubt that our inner-
city listeners spend money.” Among
the findings, says Leshner, were that
Detroit’s inner city blacks alone paid
$1,142,434,000 for cars or light trucks

‘“‘In radio, urban contemporary has
become one of the two most
dominant music styles affecting

what we hear across
the dial—the other

being country music.”

Byron Lewis
Chief Executive officer
Uniworld Group
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CThree

Sound

ommitments.

Reach over 800,000* fans of the First, Best,and
Most Involved Urban Contemporary Radio stations.

WDJY .02
WASHINGTON, DC

First,

WDJY was the country’s first
black formatted station. Today
WODJY is hot on the trail of its
market competitors with a
strong song format and a
strong commitment to the com-

munity that renders a strong re-

sponse from the listeners. That
explains why DJ100’s popularity
is steadily growing as proven by
an upwarag ratings trend since
the Fall of 1985.

When you’re looking for a
strong buy in Washington, D.C.,
think WDJY-DJ100 first!

Represented Nationally by McGavren

107.7 FM
SAN FRANCISCO

KSOL

Best.

The #1 music station™*
Bay Area’s best-KSOL.
This popular Urban Contem-

porary format has kept

107.7FM tuned on the radio di-
als of more music lovers in 1986
than any other station in the
area. KSOL holds a strong #1
rating in adults 18-34 and wom-

is the

. en 18-34X**

If you're looking for the best

buy in San Francisco you'll find
it with KSOL.

Represented Nationally by Major Mar-
ket Radio.

1490 AM
CLEVELAND

WJMO

Most Involved.

WIMOQO's reputation has been
built on their strong involvement
with the black community. This
“involved’’ image along with
dependable news and informa-
tion, and a popular music mix
has created a loyal WIMO au-
dience for 27 years.

If you're looking for a mes-
sage to be heard on the most
involved station in Cleveland,

look to WIMO.

Represented Nationally by Major Mar-
ket Radio.

United Broadcasting Company

Corporate Offices/Bethesda, Md

A UNITED COMMITMENT TO EXCELLENCE, A UNITED COMMITMENT TO SUCCESS

KALI
Los Angeles

WKDM WYST

WYST-FM WDJY-FM
New York Baltimore Baltimore Washington San Francisco Cleveland Cleveland Rockville, Md.

KSOL-FM

UNITED CABLE OF NEW HAMPSHIRE

WJMO WRQC-FM

WINX

WJMO/WRQC-FM Cleveland Heights, KALI San Gabriel, KSOL-FM San Mateo

*Total Cume 12+ WDIJY and KSOL, Fall Ar-
bitron 1986, Mon-Sun 6a-12mid.

**Average persons, Fall Arbitron 1986,
Mon-Sun 6a-12mid.

WWW americanradiohistorv com

***Fall Arbitnon 1986, Mon-Sun
6a-12mid
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‘“I’'ve recommended that black and
urban formatted stations chip in
for a major study of what’s going

in 1985. The average inner city black
family also “spent four times as much
on clothing as the average family, na-
tionally.” And one-third of Detroit’s
inner city blacks made home improve-
ments in 1985 to the tune of $173 mil-
lion. And one consequence of these re-
sults, adds Leshner, was that, “Our
automotive business set a record for us
last year. And our automotive is al-
ready sold out for the next month.”

In Philadelphia, Peter Drialo, gener-
al sales manager of WDAS, reports last
year “a little off nationally, but local
business was way up. He adds that
those local increases included a fair
share of big ticket items and that, “We
didn’t do it with outside research. We
did it with our marketing program-
actually our customers' marketing pro-
gram.”

Typically, explains Drialo, it works
like this: “In one case the agency rec-
ommended no black radio for this car
dealer. The agency claimed that
‘Blacks don’t buy this kind of car.
Blacks don’t have the money to buy it.
And if they did buy it, you'd only have
to repossess it inside of three months.’

“But we persuaded the dealer to |

come with us anyway, because we told
him we could show him how to find out
himself who's buying his cars. We sat
down with him and helped him draw up
his own questionnaire, with questions
that asked the car buyer’s address,
which shows what neighborhood he
lives in, and 25 per cent of this market
is black. It asks where they heard the
advertising, and the answer is usually
‘radio’. Then it asks what station.

“What this dealer found out from
these answers was that we sold more
cars for him than any other station in
the market, even though he spent more
money on two other stations than he
spent with us. And this is just one car
dealer. We can do this with any kind of
retail business.”

Similarly, Mel Williams, general

on among their
sometime-listeners.
Advertisers and
agencies would like

to know.”

Frank Mingo
President
Mingo-Jones Advertising

sales manager of WWRL New York,
points to computer runs showing the
location of WWRL listeners throughout
the SMSA “to show how well we pene-
trate particular areas where a prospec-
tive advertiser can benefit from heavier
radio support.”

Williams adds, “In neighborhoods
where we know we’re strong, we advise
merchants who need information on
which media most benefit their partic-
ular store to list all the media being
considered on a chart. Then have the
cashier ask each customer to indicate
which stations he or she listens to and
which newspapers they read, with the
actual names of the media listed. Such
a survey proves to the retailer that our
inclusion in his budget is bound to add
to his sales.”

Market-specific research

In Fort Lauderdale Steven Mootry,
sales manager of WRBD, reports that
his station’s marketing approach start-
ed with surveys that some local colleges
conducted, asking listeners about what
products they use. Mootry describes

the results as “more ‘market-specific
than the large generic surveys using na
tionwide samples

He says that many of the prospective
advertisers who saw these resulis for
the first time “were quite surprised.
Many of them had not been at all aware
of the level of dollars our listeners
spend locally, buying their products.
And these included cars, home appli-
ances and clothing as well as the usual
supermarket categories.’

At Sheridan Broadcasting’s WAMO
AM-FM Pittsburgh, general sales man
ager Glenn Bryant describes business
as “excellent.”

He reports adding such recent new
clients as airlines, banks and some loca!
car dealers who advertised on WAMO
for the first time after being exposed to
a special R. L. Polk analysis for WAMO
that pinpoints automobile sales by spe-
cific areas. )

Bryant says that both the waAMO duo
and the Sheridan Radio Network “po-
sition ourselves as a market that can-
not be reached easily with other for
mats. And both Simmons and MRI
show urban formats attracting the
highest incidence of black listening.”
On top of this syndicated product and
media use research, Bryant says,
WAMO also does its own in-house re-
search, ‘“‘asking our listeners what |
products they buy.”

Bruce Holberg, president and gener-
al manager of WUSL(FM) Philadelphia,
recalls, “For years we had always posi-
tioned ourselves far better with our lis-
teners than with the advertising com-
munity. But last year, for the first time,
we made a major effort to dispel some
of the myths about urban stations. We
were rewarded with a tremendous im-
provement in advertising activity. First
quarter is probably 50 per cent ahead
of last year.”

Holberg notes that urban is “often
perceived as a format for teenagers.

“For advertisers, the hlack
consumer is one more road to growth
in a tight economy. It’s similar

to many companies’
efforts to expand
into overseas

markets.

Jay Williams !
Director of sales and marketing
Sheridan Broadcasting Network
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“Ebony/Jet
Showcase” 1s
reported to be
in 78 markets
covering 68 per
cent of US. TV
households and
84 per cent of
the black
population.

And we do have a tremendous number
of teenage listeners. But we also have a
stable adult audience, and we use Scar-
borough to make our point.”

But despite the growing number of
successes, broadcasters programming
black and urban formats still describe
an uphill struggle against tough odds.

Barry Mayo, vice president and gen-
eral manager of WRKS(FM) New York,
notes that business ‘“hasn’t been too
good for radio in general, though many
urban stations do fairly well in getting
a piece of whatever there is. However,
urban formats in New York are still
underperforming in relation to our
growing share of audience. ‘Fairly well’
is not hitting our target of a one-to-one
ratio—share of sales to share of listen-
ers.”

Mayo reports that a number of banks
were new to WRKS last year, and that,
“As much as anything bringing them to
us has been the increased competition
set in motion by bank deregulation.”
Automotive business also increased,
but Mayo says this is “still nowhere
near as large a category for us as it is for
urban stations in some other markets.”

wusL’s Holberg says that while his
station “does okay with car dealers,”
there are other areas “where we’re still
fighting uphill. We don’t do anything
with computers. And we do very little

| with banks, even though many of our

listeners have checking and savings ac-
counts.”

Inner City’s Lampel says his sales.

people often “get a better response by
calling directly on advertisers. They

“Ebony/Jet” host Greg Gumbel and Alaina Reed of “227"

tend to have a better sense of the real
impact of black consumers on their
businesses than some of the agencies—
particularly agencies that work
through a buying service, where the
only criterion is the ratings. Those rat-
ings are not always too illustrative of
the full value of black radio audiences.”

Mixed results

Mike Hilber, vice president/director
of sales for Trans-World Broadcas-
ting’s wzAK(FM) Cleveland, reports
mixed results: “More companies to-
day,” he believes, “realize that the eco-
nomic health of the black community is
crucial to the economic health of the
whole market. 'These companies are
working to include black consumers in
their marketing effort.”

Among these, says Hilber, “The air-
lines are coming through. In 1985, Del-
ta was the only airline we had. This
year we have Delta and United, and
American, and Eastern. The only hold-
outs are Midway and Northwest
Orient.”

Hilber adds that the local TV sta-
tions are also on W2AK: “MRI shows
blacks spending more time watching
television than the general market av-
erages, and even more time listening to
radio than watching television. We
showed the TV people that, and they
could see we made a lot of sense for
them.”

But Hilber adds, “These are the suc-
cesses. There are other advertisers still
holding out—and holding out in the

face of both research and logic and
facts that they can see with their own
eyes if they just take a look.”

An example, he notes, are the local
shopping malls. Hilber points to one
“located right on the edge of our black
community. Every store in that mall is
on our station. They know who comes
in and buys. MRI shows this particular
mall at {an index of] 373 for wzAK. Our
closest runner up is an AC format that
wins an MRI index of 186. And that
mall will still not advertise with us.”

Then there’s the growing health care
category. Hilber observes that the hos-
pitals, the HMO’s, the doctors’ groups |
and the walk-in emergency care centers
“have all been advertising like crazy in
Cleveland—on every station but ours.
Out of that whole bunch, we get busi-
ness only from two—Kaiser Perman-
ente and Blue Cross.”

Consultant Bernard Howard lists a
number of other categories *“also resist-
ing use of black and urban radio in
many markets.” These, he says, include
office equipment and supplies, banks
and financial services, home improve-
ment firms, “some of the upscale res-
taurant chains, and other products
marketed to upscale listeners.”

But in the face of such resistance,
adds Howard, “Black and urban for-
matted stations are doing better than
they used to—especially urban, be-
cause their ratings have climbed to the
point where they’re often the Number
1 or 2 station in many of the largest
markets.” He says that rates are up too,
“though in most cases still not as high

Black Broadcast Market Study
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as rates for general market stations
with equal numbers of listeners.”

At wyLD AM-FM New Orleans James
J. Hutchinson, executive vice president
and general manager, says, “We've
been more aggressive than some other
stations in calling on presidents and
chairmen of companies to try to resolve
some long-standing problems we've
faced, ever since blacks were first able
to enter station ownership about 10
years ago.”

He describes these as problems “that
extend beyond being told that ‘Black
folks don’t drive Volvos,’ or that ‘Black
folks don’t drink coffee.’ For starters in
solving such problems, Hutchinson
suggests that company marketing peo-
ple and agency media people “might do
well to start doing their homework in-
stead of operating on certain assump-
tions grounded in stereotypes.”

Hutchinson believes, for instance,
that, “If an agency undertakes to rep-
resent a client, it seems fairly irrespon-
sible to us for them to map out a mar-
keting strategy that ignores one third
to one half of the market without tak-
ing the trouble to learn about that oth-
er haif.”

Getting a fair share

In his own market, Hutchinson notes
that the City of New Orleans is over 55
per cent black, the metro area is 35 per
cent black, “and we have consistently
had the largest audience of any station,
book after rating book. Is it responsible
for an agency to spend 100 per cent of
its clients’ money to reach only half of

Al4

their potential market? And New Or-
leans is only one example. The majority
of major markets in this country, from
the Atlantic to the Pacific, are also
heavily ethnic, and black formatted
stations run into this same problem
from one coast to the other. We're talk-
ing here not about of a lot of ‘also-ran’
stations, but about black and urban
formatted stations whose audience
shares are consistently equal to or
higher than their general market com-
petitors in the largest of this country’s
major markets. Yet much of the mar
keting and agency community chooses
to ignore the situation. Now that we
finally have the FCC involved, the hope
is that we’ll no longer be ignored to the
extent that we have in the past.”
Hutchinson here refers to the com-
mittee formed at the urging of FCC
chairman Mark Fowler by representa-
tives of the NABOB, the Association of
National Advertisers and the 4 As to
discuss concerns by NABOB members

In its fourth year
and in 67 markets,
up from 59 last
year, Essence
TeleProductions
will add a number
of new programs.

about the small share of national ad-
vertising dollars placed on black
owned and black-formatted radio sta
tions.

Says NABOB executive director
James Winston, *“We’re concerned
when two stations with similar formats
like WHUR(PM) and WKYS(FM) here in
Washington compete, and one is
bought and the other is not bought by
too many of the same advertisers. Too
often it appears that it boils down to
who owns the station.” In Washington
predominantly black Howard Univer-
sity owns WHUR and NBC owns WKYS.

Winston suggests a number of rea-
sons for the problem: “The lack of
blacks in significant decision-making
positions within the advertising indus-
try, institutional bias against black me-
dia, often outright discrimjnation, and
a shortfall in understanding and
knowledge of the black consumer mar-
ket on the part of many inexperienced
media buyers.”

Meanwhile black and urban stations
can look for advice from a number of
consultants and a new magazine in ad-
dition to the sales ammunition sup-
plied by the research companies.
WWRL’s Williams observes that one
factor in the spread of gospel to more
stations is Tri-S Spot/Light, a new
magazine launched last fall. He notes
that pulling research material together,
or information on car sales from Polk,
or clipping articles from the Wall
Street Journal or doing a stations’s
own local surveys, “requires a research
staff, and a lot of stations don’t have
that luxury. But Tri-S pulls this kind

“Essence” host/exec. producer Susan L. Taylor and guest co-host Robert Hooks
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Vince Cullers, president of Vince Cullers Adt;ertising, third from r., the first full service black

agency in the U.S., was saluted at the annual CEBA Awards. Congratulating Cullers for pioneer-
ing advertising to blacks are, from l., CEBA (Communications Excellence to Black Audiences)
president Sydney Small, and agency presidents Ted Pettus, Keith Lockhart, Joel P. Martin,

Frank Mingo and Tom Burrell.

of useful material together for Chris-
tian radio stations, including gospel
and inspirational stations like ours.
And this magazine also goes to the
churches that advertise on Christian
formatted stations.”

Williams himself prefers to describe
WWRL’s format as “inspirational” be-
cause “Too many buyers equate ‘Chris-
tian’ or ‘gospel’ with ‘religious.” A great
many listeners enjoy our music who
aren’t necessarily regular active church
members. They like it because this is
the music they were raised on. It’s the
bedrock of black music in this country,
going all the way back to slavery days.”

Williams says that now that so much
data is available in Tri-S, wwRL and
other gospel and inspirational stations
across the country have been able to

| switch to “a more consultative sales ap-

proach. Since we hadn’t been getting

| our share of automotive business, for

instance, we've developed a 25-item

| questionnaire that we can go through

with auto dealers to determine their
selling needs. We offer to map out a
marketing plan for them on the under-
standing that, (a) we’re charging them
for it, and that, (b), if we can show them
that our listeners buy cars, we’re in-
cluded on his schedule.”

While the content of Tri-S is geared
to providing sales ammunition for all
Christian formatted radio stations,
Williams says that Simmons figures re-
ported by Tri-S indicate that “Chris-
tian radio reaches the fifth largest con-
centration of black listeners, following
only urban contemporary, black, news,
and oldies formats.” He adds, however
that wwRL “plays music that makes
our listeners feel good. We play posi-

tive lyrical music that also includes
gospel music.”

Gospel/inspirational

At McGavren Guild Radio, Frank
O’Neill, vice president, research, tracks
format trends and reports that gospel/
inspirational, “though still on a rela-
tively small number of stations, never-

| theless shows one of the larger percent-
| age increases in terms of numbers of

new stations carrying it.” Gospel/inspi-
rational, finds O’Neill, moved up from
0.8 per cent of 2,440 stations in 173
standard Arbitron markets in 1984 to
1.3 per cent of 3,356 stations in 259
standard and condensed Arbitron mar-
kets last year.

One of the few black-programmed
stations offering a news-talk format is
Inner City’s wLIB New York. Lampel
recalls that between 1981 and ’84 sever-
al of the larger markets had a black talk
format, and that, “From the stand-
point of community commitment and
real community need, it’s an ideal way
to go for black AM radio. But the eco-
nomics of it make it tough, so it’s virtu-
ally disappeared outside of New York.
We've only recently turned the corner
financially here at WLIB, and that’s in
this diverse community that allows us
to do a lot of different things like going
to music on weekends, and it’s not
quite so rough in New York to attract
advertiser support as it is in some other
markets.”

The upshot is that Lampel sees little
likelihood of any significant spread of
black talk to other markets. He also
observes that others who've tried it
“have found themselves doing a lot of

on-the-job training, trying to convert
program and sales staffers whose mind-
sets are music-oriented.”

But despite the minuses, Lampel
feels that news-talk “can be AM radio
at its best, particularly in the black
community, where it can help ventilate
public concerns and anxieties and sub-
stitute accurate facts for false rumors.”
He notes, for instance, that WLIB “was
flooded with calls about the Howard
Beach situation, where white gangs

. were beating up blacks and black gangs

were beating up whites. Talk radio
gives its listeners a chance to release
their feelings and gives its hosts a
chance to correct a lot of misinforma-

tion in the process.”

Explaining the success of urban con-
temporary formats, Lampel points to
“Two dramatic changes in America:
One is the change in the sound and
character of stations programmed for
black listeners, and the other has been
the growing acceptance of black artists
by a broad spectrum of the general
public.”

He observes that today, “It’s not un-
usual to see artists like Prince and Mi-
chael Jackson at the upper rungs on
two or three charts at the same time—
the pop chart, along with the R & B
chart, and sometimes the rock chart,
too. The public’s preference in music
today is a matter of enjoying music for
music’s sake. People today categorize
artists by their style and sound and tal-
ent—not their race. At the same time,
today’s successful urban stations have
substituted sophisticated, knowledga-
ble air personalities for the hollering
deejays of years past, when many of the
advertisers were almost as ridiculous as

Black Broadcast Market Study
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the deejays’ screaming.”

In those days, recalls Lampel, “All
too often the advertisers would be
cheap wine, sold cheaply, hair grease
and some ministers who would buy
time so they could ask listeners to send
them money and the minister would
send them prayer cloths or special can-
dles to bring them luck in the numbers
game. The contrast between that and
today’s professionally managed FM ur-
ban formats, carrying a complex and
diverse variety of popular music, is a
mile wide. It’s wide enough so that
more and more legitimate advertisers
perceive our mature urban formats as a
class act.”

Dayparted programming

WGCr's Grossman points out that to
appeal to 25-plus, “and retain your
teens, too, means investing in music re-
search and dayparting your program-
ming, depending on who’s available to
listen when. For instance, we go heavier
on our jazz and mellow urban sound on
weeknights, from 10 p.m. to 2 a.m. But
on weekend nights when people are
ready to party, we’re more up-tempo.”

On the agency side, Byron Lewis,
chief executive officer of Uniworld
Group. says, “There’s no doubt that
the chief vehicles carrying the influ-

ence of the black trendsetters in enter-
tainment and sports to the college and
high school age youngsters in both the
black and general markets have been
the electronic media, radio and televi
sion.”

Lewis notes, “Even some of the slang
and gestures'used by these trendsetters
find their way into the execution of the
advertising messages. In radio, urban
contemporary has become one of the
two most dominant music styles affect-
ing what we hear across most of the
dial—the other being country music.”

And beyond music and today’s style-
setters, Frank Mingo, president of
Mingo-Jones Advertising, points out
that just as middle class blacks are
reaching out for more different experi-
ences and a wider variety of foods, this
also applies to radio. And just as a
greater percentage of black kids than
white kids in the upper-middle income
groups have PCs at home because ‘We
don’t want to fall behind,” many black
adults, too, feel an urgent need for
more and more news and information
so that we don’t ‘fall behind our col-
leagues at work who ‘know what’s going
on.’ On radio, this has built a growing
audience for news and informed talk
among middle class black adults.”

Mingo notes that middle class blacks
also listen to a wider variety of music

Louis Gossett, Jr., ., and Ronald Hunter in “The Lazarus Syndrome”

today, but warns, “For music we're no
longer totally dependent on radio. To-
day there's radio, and there is also an
endless variety of {apes available, per
mitting us to hsten to exactly what we
want to hear, exactly when we want to
hear it. 1t’s all part of today's *Age of
Me' (see preceding story). And with
VCRs, this applies increasingly to what
and when we want to watch, too.”

This, says Mingo, means that both
radio and television had better look to
their laurels. He describes today's lis
tening habits among middle class
blacks as “in such flux that I've recom-
mended that black and urban format-
ted stations chip in for a major study of
what's going on among their sometime-
listeners. Advertisers and agencies
would like to know. The stations had
better find out for themselves, too, if
they want to hang on to their audience
franchise.”

Mingo adds, “I’m not sure, but one
thing such a study might turn up is less
listener tolerance for stations that
aren’t too discriminating about what
kind of products and claims they ac-
cept as advertisers. I think they also
may find that more middle class blacks
are being more selective about what
they’re listening to.”

Describing the radio networks, How-
ard. Kamin, vice president, electronic .

Black Entertainment
Television has

added “BET News,”
“Black Classics”
films and “The
Professionals,”
programs starring
black talent.



www.americanradiohistory.com

media sales for MRI—Mediamark Re-
search, Inc.—reports the Sheridan
Broadcasting Network and National
Black Network “index highest among
the radio networks in reaching black
listeners. The cable channels indexing
highest among black viewers are Black
Entertainment Television and the
CBN Cable Network. The graphs here
are just a few examples we selected
from the tip of the iceberg of what’s
available from our database. It’s a da-
tabase that can be probed exhaustively
for 450 product categories, by market,
by station, by radio netowrk, cable net-
work or by TV program. Some products
vary more widely in different markets
than others. Frozen yogurt is a big cate-
gory among blacks in New York. Tooth
polish is a major category in Detroit.”

At Sheridan Broadcasting Network,
Jay Williams, director of sales and
marketing, reports ‘“healthy ad reve-
nue gains, ‘86 over '85, with expansion
of our client base to include new brands
of chewing gum, more brands of breath
freshener, and some General Motors
business, including advertising of ser-
vice warranties as well as of the cars
themselves and increased TBA (auto-
motive aftermarket) dollars.”

Like many sales managers at the in-
dividual radio stations, Williams, too,
reports that Sheridan has found that
product use research can be an effec-
tive sales tool, “using a three-pronged
approach and calling on the media
planning group, the account group and
the client to show all three the many
categories for which our listeners show
above average purchase indices.”

Williams calls such research “a defi-
nite contributor to our success in ex-
panding our client base. A second fac-
tor has been the increase in the num-
bers of companies who’ve taken a
second look at the $200 billion-plus of
sales opportunity represented by our
market. For advertisers, the black con-
sumer is one more road to growth in a
tight economy. It’s similar to many
companies’ efforts to expand into over-
seas markets. If our $200 billion was
moved across the ocean, we’d be the
ninth or tenth ranked U.S. overseas
trading partner. Except they don’t
have to ship anything overseas and
fight a lot of foreign trade restrictions
and red tape. We're right here where
they are: 28 million people who shop
carefully and who are loyal to those
brands that deliver what their advertis-
ing promises. These consumers appre-
ciate news about quality products that
reach out to them on their stations—a
medium they feel is important to
them.”

Williams reports that Sheridan has
added more affiliates and upgraded ex-
isting affiliations, adding FMs or trad-

Dionne Warwick

ing in daytime-only AMs for fulltime
AMs in some markets. He adds that
SBN is also in negotiations for an ac-
quisition in the top 10 markets which,
if things go according to plan, will be-
come a Sheridan affiliate.

As of January 1, SBN had 125 affili-
ates, up from 109 last year. And the
majority already have their satellite re-
ceiving dish installed and operational.

Williams says that Sheridan has
added, or will soon add, two new enter-
tainment offerings. One is On the Beat
with the Stars, 90-second segments
scheduled for a January 26 debut and
featuring interviews with major urban
artists telling host Eric Faison about
their life and music, including upcom-
ing new releases. Also coming up will be
SBN Money $marts, also in 90 second
segments, offering personal and family
financial advice.

Scheduled programs

Westwood One offers four regularly
scheduled programs for black listeners.
Special Edition is an hour weekly visit
with major urban music stars hosted by
Sid McCoy. Sound Express is a one-
hour live concert heard bi-monthly and
hosted by B. K. Kirkland and Jim
Maddox.

They’re recorded by Westwood One’s
mobile studios, which follow the black
artists and groups on their tours.
Among them have been Smokey Rob-
inson, Sheila E., the 8.0.S. Band, Yar-
borough & Peoples, Jeffrey Osborne
and Atlantic Starr.

The Countdown is a two-hour review
of the top 25 “hottest hits on black/
urban radio,” plus interviews conduct-
ed by host Walt Love. This weekly of-
fering has featured such artists as
Whitney Houston, Billy Ocean, The
Pointer Sisters, Patti LaBelle and

The first annual

“Soul Train
Music Awards”
next April will
be co-hosted by
Dionne Warwick
and Luther
Vandross.

Teena Marie.

Westwood’s shorty is Shootin’ the
Breeze, two-and-a-half minutes of con-
versation with the superstars by host
Jack Patterson. All four shows are
heard on over 100 radio stations.

Television

Mingo Jones’ Chisholm points to
“several fine information shows on
television,” but adds, “On too many
stations they're in time periods when
very few people are available to watch.
This is the kind of scheduling that
keeps pushing more of us into buying
VCRs.” Nevertheless, such syndicated
programs have been working hard to
upgrade their time periods and have
succeeded in a growing number of mar-
kets.

Ozzie Bruno, director of sales and
marketing for Ebony/Jet Showcase,
says this program is currently in 78
markets covering 68 per cent of U.S. TV
households and reaches 84 per cent of
America’s black population. The John-
son Publishing Co. half hour, hosted by
Greg Gumbel and Deborah Crable, was
in only 42 markets at this time last
year. Bruno says that in at least 20 of
the 42, Showcase has moved into a bet-
ter time slot, “So we're drawing better
ratings in our original markets, as well
as nearly doubling the number of mar-
kets we're in.”

Bruno also says his sales staff has
found product use research useful in
media sales: “We can take a report that
shows that black consumers spend
more money than the national average
on this category and that and combine
it with our reach of 84 per cent of all
black consumers. That makes a power-
ful argument for participation in Ebo-
ny/Jet Showcase if your product is
part of one of the many categories that

Black Broadcast Market Study
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skew this way.”

Essence today is in 67 markets cover-
ing 520,000 households, up from 59
markets and 383,000 TV homes last
year. New stations carrying Essence
this year include KNBC-TV Los Ange-
les, KGO-TV San Francisco and WFAA-
TV Dallas-Fort Worth. And the Es-
sence station in Washington, D.C. im-
proved its time period from 7 a.m.
Saturday, “or floating on Sundays,” to
astable 12:30 p.m. Saturday afternoon.

This is the fourth year of Essence on
television and Essence TeleProduc-

tions, Inc., will be adding a number of |

new programs. Available to stations
starting the third week in January,
through February, Black History
Month, Essence offered Essence Mo-
ments, 30 seconds of feature material
and 30 seconds of advertising. The pro-
gram portion uses black celebrities to
showcase persons who became leaders
in their field. Those saluted include
Marion Anderson, Eubie Blake, Jackie
Robinson, Adam Clayton Powell and
Bessie Smith.

Also coming up from Essence will be
a one hour special on the winningest
coach in college football, Grambling’s
legendary Eddie Robinson. Co-produc-
er of this special is Wallach & Seizer
Productions.

In addition, ETP is planning a series
of Musical Tributes saluting the super-
stars of the entertainment world. First
specials in the series will feature Sam-
my Davis, Jr. and Billy Eckstine. After
that, plans call for tributes to Lena
Horne, Sarah Vaughan, Pearl Bailey
and Cab Calloway.

New special from the producers of
Soul Train will be the First Annual
Soul Train Music Awards, 1986,
scheduled to air in April, 1987. Dionne
Warwick and Luther Vandross will co-

host what is billed as “the first special
ever to focus on all popular forms of
black music, in tribute to one of the
world’s most important art forms.”
The two-hour program is being offered
on a 12/12 barter split and will feature
18 awards, 28 celebrity presenters and
eight special guest performances.

Soul Train itself is a 60-minute
weekly dance series distributed by Tri-
bune Entertainment Co. Producer/
host Don Cornelius, who started the
show on wCIU-TV Chicago in 1970, calls
it “the second longest running show in

syndication history,” and reports that |

it’s currently seen 1n over 90 markets.

On cable, Black Entertainment Tele-
vision will be guaranteeing audience
delivery for the first time this year,
starting first quarter, 1987, now that it
will be metered by Nielsen. And this
January, reports Jim Ebron, vice presi-
dent-of network sales, BET was on ca-
ble systems reaching 12.5 million
households, up from 10.5 million
households last January. By Decem-
ber, Ebron expects the figure to climb
to 13.5 million households.

BET added the BET News in fourth
quarter, 1986, bought The Profession-
als, and also introduced Black Classics
last year. Black Classics features films
produced by black-owned production
companies during the '30s, ’40s and
’50s. Titles include Emperor Jones,
featuring Paul Robeson, Cab Calloway
in Hi De Ho and Paradise in Harlem,
starring Mamie Smith. The Profes-
sionals include films that star such
black talent as Lou Gossett, Jr. in The
Lazarus Syndrome, James Earl Jones
as Captain Woodrow Paris of the Los
Angeles plainclothes division and Carl
Weathers portraying detective For-
tune Dane.

Ebron reports advertising volume for

Radio formats appealing to black adults

|

BET ““moving up at a good clip,” and
that the cable network's new advertis-
ers since last January include Bristol-
Myers, Seagrams Wine Coolers, Am-
trak, General Foods' Sanka and Foot-
locker

A Backer & Spielvogel analysis of
1985 Nielsen data indicates that blacks
watch substantially more television
than the rest of the population. Across
the total day, Nielsen data show a dif-
ferential of 41 per cent among house-
holds, 36 per cent among total adults,
and 46 per cent among viewers under
18.

B&S also notes that blacks view sub-
stantially more network television than
general market viewers. The only day-
part in which black viewing was consis-
tently below “all others” was early
fringe, primarily news programming.
During prime time, total men and adult
16-49 ratings to suspense-mystery
shows were also below general market
levels.

A more recent BBDO analysis of Oc-
tober, *85-April, 86 Nielsens showed
black viewing climbing nearly three
quarters of an hour to bring average
black time spent with TV to 71.1 hours
a week, or 39 per cent greater than non-
black households.

Doug Alligood, BBDO vice presi-
dent, director of special markets, pre-

dicts that in the next five years, blacks |

will account for about 20 per cent of all
hours spent watching television,

though they will represent only about |

12 or 13 per cent of total U.S. popula-
tion.

Alligood points out that the impor-
tance of black viewers to the television
networks in the next few years “is relat-
ed to the slow development of cable
franchises in the inner cities and other
areas with heavy black population.” O

Urban Contemporary 549
Jazz 360
Religious/Gospel 255
News 126
+— t t + + + —
100 300 400 500 600 700 800
Index
Note: Base of 100 = total black aduits in U.S. Source: 1986 Mediamark Fall Report
A18 Television/Radio Age
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While The World Listens To Washinglon,
Washingion Listens To Us.

 Celebrating 15 Years of Excellence in Broadcasling.
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A DECADE

%
T his year, the tenth since The advertising materials geared tc
World Institute of Black the African-American community,
Communications inaugurated the and experience with resources
CEBA Awards, we are afforded devoted to building, preserving,
the unique opportunity to showcase and interpreting these materials tc
and honor, once again, the media awider audience.
that plays such an incredible role in After deliberation by a
how we perceive our personal distinguished panel of judges,
selves, others around us, our world awards of Excellence, Distinction,
and ultimately the universe and Merit are conferred on the '
As we face the conclusion of a sponsoring corporation and the ]
decade of honoring those who creative entity in each category The
have shown creativity artistic award of Excellence is the stunning
execution, an awareness of the CEBA statuette.
responsibility of image making The 1987 CEBA co-chairmen
and a relevance to the multi-billion and the CEBA staff invite you
dollar Biack consumer market, we to submit your creative efforts to
can point with pride to the integrity be judged among the most
and respect CEBA has earned in the outstanding in the field. For the
communications industry. past decade we have appreciated
The World Institute of Black the growth and development
Communications today enjoys of this unique honor within the
international renown for its breadth, industry and applaud your
depth and vision in combining one support. \We welcome you to
of the finest collections of CEBA1987.

If you don't have one ...
maybe you're doing something wrong.

CO-CHAIRMEN OF CEBA

John S. Bowen, Chairman & CEO Vincent T. Cullers, President & CEO
D'ARCY MASIUS BENTON & BOWLES, INC. VINCE CULLERS ADVERTISING, INC.

FOR INFORMATILON PLEASE CONTACT IOAN LOGUE OR ADRIANE T GAINES AT 212 586-41.77|

WWW.americanradiOhiSmm—_—__-—.
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SRA RETAIL BUYER’S
PLAN REPORT OPINION
Major campaign to Non-traditional Data vacuum

. hike spot radio selling methods hinders cable
awareness/69 get results/71 sales/72

|
|

' TELEVISION/RADIO AGE Spot
Report

At 450 mph, it would take an
aircraft some 2 hours and 38
minutes to circle the KELO-land
TV coverage area.

Your ad on KELO-TV will

blanket it all in just

30 seconds* 2
. S

*Including every TV home in some 100 counties of South Dakota
Minnesota, lowa and Nebraska

Multi-billion dollar market

keloJand tv e

Kelo-TV Sioux Falls, S.D. and satellites KDLO TV, KPLO TV plus Channel 15, Rapid City

Represented nationally by SELFBL In Minneapolis by WAYNE EVANS
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Television & Radio Features
the only game in town that offers

BRAND NAME PRIZES!!

television

features,

{té radio

GAME

PROMOTE YOUR STATION
¢ Increase your audience

¢ Increase your ratings

¢ Increase your sales

¢ Increase your profit

RUN YOUR OWN PROMOTION

¢ Bumper Sticker ® Remotes ¢ Write-Ins e Clubs
¢ Trivia * Community Affairs

CLIENT TIE-IN

Tie in with an advertiser

and seil a compiete package!!!

SPECIAL PROMOTIONS:

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

® Christmas Toys

SAMPLE CLIENT ROSTER

o DuPont ® Textron ¢ Coty ® Sheaffer/Eaton

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

¢ Carter Wallace, Inc. ® General Electric

¢ Rand McNally  Corning Glass ® Houbigant

¢ Syroco ¢ General Mills

television
radio
s features,ing.

Willow Hill Executive Center

550 Frontage Rd. - Suite 3032
Northfield, 1L 60093

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

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

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

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

Name Phone

Title Station

Address -
City, State, Zip _

WAAMAL amearicanra

dighictaon, ~cam
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Spot

Report February 16, 1987

SRA planning major moves in

order to hype spot radio

Major moves are being planned by the Station Rep-
resentatives Association in response to the needs un-
covered by Butterfield Communications Group in its
survey of advertisers and agencies for SRA’s National
Radio Marketing Group. The findings were present-
ed to some 1,475 radio executives at the Seventh An-
nual Radio Advertising Bureau Managing Sales Con-
ference in Atlanta, February 7-10.

SRA managing director Jerry Feniger reports that
a major public relations campaign, “that may include
some paid advertising” is planned to answer the need
for greater awareness of national spot radio among
advertisers.

Top rep managers themselves will address the need
to take radio’s story directly to senior company man-
agement. And the rep chiefs will be backed by radio
general managers running stations in the headquar-
ters markets of the targeted advertiser companies.

They’ll also be backed by one of three major radio
presentations being put together by a committee
headed by Barbara Crooks, executive vice president
of Blair Radio’s Representation Division. One of the
other two presentations is designed for agencies and
the third is targeted specifically to agency and adver-
tiser creative teams, ‘“to show them how great radio
creative can be.”

Also being prepared for agency and company ad
professionals is a handbook on how to plan radio as
part of an advertising/marketing campaign. Feniger
says such nonspecialists as retail managers or compa-
ny sales managers will be able to learn the basics of
radio from a resource book also being prepared. This,
he explains, “will tell them where to go when they
want to know where to buy play-by-play sports, or

what to do when they want to buy farm radio, and so
on.”

Pricing concerns. Some respondents expressed con-
cerns to Butterfields’s research team about the price
of national spot radio 30s, currently 80 per cent the
price of minutes. Feniger notes that, “We won’t be
doing anything about this as a group, because some
people might see that as smacking of collusion. But
we are alerting stations about these concerns so that
they can take whatever action they wish to respond
to them.”

Feniger points out that the radio reps alone under-
wrote the $25,000 cost of the Butterfield survey, and
that the next step is to raise a quarter million dollars

from stations and reps to pay for the projects out-
lined here.

BFM readies conference

FCC Commissioner Patricia Dennis and KPIX(TV)
vice president and general manager Carolyn Wean
will be key speakers at the Broadcast Financial Man-
agement Association’s 27th annual conference April
26-29 in Boston. Dennis will address the April 28
luncheon, and Wean will make the keynote address
on April 27.

Meanwhile, BFM and the National Association of
Broadcasters have agreed to merge their separate fi-
nancial surveys of radio and TV stations. The joint
surveys will be overseen by a joint committee consist-
ing of an equal number of BFM and NAB members.
One survey will cover broadcast station revenues and
expenses, while another will cover employee compen-
sation and fringe benefits.

People meter ‘debut’

What could be considered the first people meter data
released for syndication was published early this
month by Arbitron. It covers the ScanAmerica ser-
vice in Denver, which will be in full operation with
600 households in April. The “debut” data, based on
300 households, covers the Super Bowl game January
26 between the Denver Broncos and New York Gi-
ants and shows a 48 household rating and 86 share in
the ADI and a 50/93 in the metro. ADI demo ratings
included a 62 rating for men and a 61 rating for wom-
en. The teen rating was 48.

December

Local business

+11.0%

(millions)

1986: $444.8

1985: $400.7

Complete TV Business Barometer details p. 22 J
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Spot Report

)\ppointmer?ts

Campaig_n;

Bissell Inc., TV

Kelly, Scott and Madison/Chicago
CARPET MACHINE PLUS is being rec-
ommended for four to six weeks that
started on various February air dates
in a coast-to-coast lineup of larger
television markets. Buyers worked
with a full range of dayparts to reach
women.

ChembLawn, Tv

Ogilvy & Mather Direct/New York
LAWN CARE is being featured for six
to seven weeks that began on various
February start dates in a long and
widespread list of television markets.
Media picked up news, fringe and
primetime inventory to attract adults
25-plus.

Volume Shoe Corp., TV

Foote, Cone & Belding/Chicago
SELECTED SHOE STYLES are being
seen for 13 to 20 weeks that kicked off
in late January in a long and coast-to-
coast list of television markets. Nego-
tiators worked with daytime and
fringe inventory to attract young
adults.

Wm. Wrigley, Jr. Co., TV
BBDQ/Chicago

VARIOUS CHEWING GUM FLAVORS
are being recommended for seven to
13 weeks that started on various Janu-
ary air dates in a long and nationwide
list of television markets. Buyers
placed daytime, fringe, news and
weekend spot to reach an all-family
audience.

New specs

Spot radio in 10 major markets will in-
troduce the new Billy Dee’s Eyewear
line of sun glasses and prescription
glasses from Ken Mark Optical Co.,
starting in late February or early
March. Agency is Caroline Jones Ad-
vertising, Inc., now affiliated with Bo-
zell, Jacobs, Kenyon & Eckhardt
through parent company Lorimar Te-
lepictures Corp.

Theme line for the new eyewear line
is, “Billy Dee’s Eyewear will get you in
a whole lot of trouble” (with the oppo-
site sex, because it adds so much to
your good looks). Styles will be avail-
able for both men and women. And
agency executives say they won'’t be too
surprised if the new styles sooner or
later crossover into the general market,
like a good urban radio format.

Agencies

Betsy Frank has been elected a senior
vice president of DFS Dorland in New
York. She came to the agency in 1978
as media research supervisor and is
currently associate media research di-
rector.

Carole S. Cohan has joined McCann-
Erickson in New York as director of
broadcast production. She had been
executive vice president and head of
commercial production at Saatchi &
Saatchi Compton. She replaces Robert
Gross, who left McCann six months
ago.

Bobbi Blair has been promoted to se-
nior vice president, media for Y&R
Entertainment in Burbank, Calif. She
came to the agency in March 1986 as
vice president, media and marketing,
moving in from Needham Harper
Worldwide, now DDB Needham,
where she had been a broadcast super-
visor. :

Stephen K. Zartarian has joined Lew-
is, Gilman & Kynett Advertising in
Philadelphia as a media manager. He
returns to LG&K, where he had once
been a buyer, from McKinney, Inc.
where he had been vice president/me-
dia director.

Joan Zimmerman has been appointed
a senior media planner at Cochrane
Chase, Livingston & Co. in Newport
Beach, Calif. She moves in from St.
Louis where she had been a broadcast
buyer and planner for D’Arcy Masius
Benton & Bowles.

Media Services

Michael J. Brochstein has been ap-
pointed senior vice president, media
director of Media General Broadcast
Services. He replaces Bill Koenigsherg
who has been promoted to executive
vice president, media and marketing.
Brochstein moves in from Griffin Ba-
cal where he had been vice president
and media director.

Kenneth Sacharin has been named
vice president, media planning direc-
tor of DeWitt Media. He was formerly
vice president, associate media direc-
tor at Saatchi & Saatchi Compton,
where he worked on the Johnson &
Johnson and Procter & Gamble ac-
counts.

Diane Restaino has returned to Cash
Plus, Inc., as a broadcast negotiator
based in New York. Cash Plus head-
quarters is in Minneapolis. Restaino
had been an account executive with
Harrington, Righter & Parsons.

Selkirk promotes

Ross A. McCreath, Roy E. O'Brien and
Brian L. Foley figure in recent execu-
tive shifts at Selkirk Communications,
Ltd. Foley moves from All-Canada Ra-
dio & Television to corporate head-
quarters in Toronto in the new post of
vice president-television, responsible
to Rafe S. Engle, president of Selkirk,
for operations of the company’s TV sta-
tions in Hamilton, Calgary and Leth-
bridge.

McCreath also transfers to Toronto
and a new post of vice president-
representation. That gives him overall
responsibility for Selkirk’s broadcast
sales representation companies in both
Canada and the U.S.

O’Brien becomes vice president-ca-
ble and telecommunications, succeed-
ing Gene Fitzgibbons who retired at
the end of 1986. A Selkirk spokesman
says the combination of cable and tele-
communications “indicates Selkirk’s
increasing involvement in satellite-re-
lated services, such as Seltech Ltd.,
Selkirk’s Toronto-based satellite dis-
tribution company.”
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Representatives

Andy Feinstein has joined TeleRep as
vice president, general sales manager
of the Tigers sales group. He moves in
from Lifetime Cable Television where
he had been vice president, sales. Be-
fore that he had been vice president,
marketing for the International Sports
Division of Robert Landau Associates.

-
Paul Morrissey and Kevin Nugent
have been named vice presidents and
group sales managers at Petry Televi-
sion in New York. Nugent came to
Petry in 1979 and heads the Falcons
sales team. Morrissey came aboard as
a sales trainee and after graduation in
1977 became an account executive in
the Atlanta office. Today he runs the
Ravens.

Kim McFadden has been appointed
sales manager of Christal Radio’s Bos-
ton office. He comes to the firm from
Kettell Carter, also Boston, where he
was vice president, sales manager.

Steve Hill has returned to Torbet Ra-
dio as vice president/regional manager
of the Detroit sales office. He had
been sales manager with the Satellite
Music Network, and before that, from
1984 to June 1986, had been a sales
manager for Torbet.

Mark D. Meech and Ann Pantalone
have joined the Chicago office of Blair
Radio as account executives. Panta-
lone transfers from the firm’s Detroit
sales office and Meech moves in from
the sales staff of Harris-Lanier in Chi-
cago. He was formerly a salesman for
KSHE(FM) St. Louis and for WEIC AM-
FM Charleston, I11. :

'Retail Report

Non-traditional selling methods

Broadcasters, says John Behnke, president and chief executive officer of
Fisher Broadcasting, “have a tendency to go out and carve up the compe-
tition rather than concentrate on broadening their [client] base.” The lat-
ter sales method however, is, in his opinion, the long-term route to
growth. Behnke, whose company’s broadcast properties consist of KOMO-
TV Seattle-Tacoma, KATU(TV) Portland, Ore., and Seattle AM radio sta-
tion, KOMO, is a firm believer in the utilization of marketing and/or mar-
ket research to woo new advertisers to the broadcast medium. And he is
not a subscriber to the “cold call” philosophy still espoused by so many
broadcasters as the best method to generate more retail business (see Re-
tail Report, January 19).

“I can’t deny that a good, effective salesperson can’t turn up new busi-
ness,” he says. “But unless it [the new business] is handled very carefully,
in the long run, it could turn into a negative.” In addition to making the
sale, he emphasizes that a careful analysis of the advertiser’s needs must
be made as well as attention paid by the station to the client’s commer-
cials production needs. If the experience turns sour for the advertiser, he
warns, “it will take a long time to get that person into television again.”

Another believer in applying non-traditional marketing techniques to
broadcast selling is Jack Myers, president, Jack Myers Communications
Group. Myers, who once headed the retail marketing effort at the CBS
Owned Television Stations, gave a speech on “Creative Selling” at the
Association of Independent Television Stations (INTV) convention last
month in Los Angeles. One of the points he emphasized was the need to
sell “with your competition instead of against it.”” Acknowledging that
this might be perceived as a “radical” idea, he, nevertheless, advocated
thinking of television as “a single medium.”

“Television—broadcast and cable together—is a single medium that
should go to war together against newspapers in the local marketplace,”
he said. With that in mind, Myers also advocated that TV stations try
thinking like newspaper salespeople. “Newspapers have always been cre-
ative sellers. Retailers pay premiums for newspaper positioning. You can
get premiums for positioning in your programming. The first break in the
newscast is worth more; the break just before ‘Final Jeopardy’ is worth
more. The break adjacent to sports is worth more. . ..” (For more on
Myers’ speech, see Viewpoints, page 75).

Although it is important not to be too negative about newspapers when
pitching retail clients, the print medium probably is as vulnerable today
as it’s ever been. At the International Newspaper Advertising and Mar-
keting Executives (INAME) meeting last month in Miami Beach, James
R. Williams, president of the National Retail Merchants Association
(NRMA), told newspaper ad execs that department and specialty stores
are using their medium “with less space and frequency. Certainly part of
the reason for the lessening of space and frequency usage, by these seg-
ments,” he said, “is the annual rate increase-for-less-space ritual prac-
ticed by most newspapers.” He also'said that, “in the quest for efficiency
and productivity, store management is studying the expense ratios and
shifting dollars around. When it comes to advertising, some have deter-
mined that, given escalating newspaper advertising costs against the de-
cline of households reached, it is prudent to spread this expense to other
forms of advertising. . .”

And, if there are still broadcasters who doubt the necessity of develop-
ing a marketing-oriented strategy when going after retailer dollars, some
other comments made by Williams are worth considering. “Today’s smart
|- retailers,” he said, “utilize marketing concepts to delinate their customer
base and to target this audience in their advertising programs.”—Sanford
Josephson

Television/Radio Age, February 16, 1987
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T
One Buyer’s Opinion

Stations

More clients will use
cable Tv when cable
fills its data vacuum

| Frank Oxarart has been appointed
| general manager of WMCA New York.

He moves in from the presidency of |
Select Radio Representatives. Before
that he had been vice president of |
Group W Radio Sales. |

Benvenuto I |

There’s no argument that cable television audiences are up significantly
over the past five years—nor that this growth in viewing has piqued ad-
vertisers’ interest. What started as a secondary support medium is now be-
ing transformed into one of the more pervasive communications vehicles of |
today. The result is that more advertisers are seeking to tap into the vari- ;

ous cable-segmented markets at cost-effective rates. i

Inevitably, as cable penetration continues to grow, and as more program- l

ming is developed to serve specific audiences, an even greater number of
advertisers will seek to exploit the medium’s targeted reach and splintered
flexibility.

Despite this rosy picture, however, cable television—as has been widely
bemoaned by the advertising/marketing community—remains a medium
in search of credible and consistent audience numbers. For cable to achieve
its potential as an advertising medium, it must move swiftly to establish
more credible and accurate reporting of audience measurement. From my
“buyer” point of view, I see a number of options that would assist in the
development of the necessary data.

Such a “wish list” includes:

@ A compilation of audience information for all cable networks, reported
in one multi-network book, similar to NTI reports;

® The regular reporting and updating of this information—perhaps with
the same frequency as NTI—and as opposed to the sporadic and inconsis-
tent manner in which each network now releases such information;

& The creation of uniform and consistent demographic VPVHs (viewers
per viewing household) reported for all cable networks;

® Individual network coverage and cable (household and demographic)
universe estimates, regularly updated and reported in the front of each
multi-network report; and

@ Three columns of household rating information to appear in such re-
ports, expressed as follows: (1) national broadcast TV ratings (percentage
of NTI television universe estimates); (2) cable television ratings (percent-
age of cable TV universe estimates); and (3) cable network coverage ratings
(percentage of the cable network universe estimate).

To be sure, any set of media prescriptions can always be taken with a
grain of professional salt. But, given the increasingly fragmented nature of
the television viewing audience today, it is timely for cable television to
bolster its future by addressing the numbers needs of those advertisers
who—while they might desire to use the medium—are still unconvinced
that cable viewer reports are consistent, credible and comparatively up to
date.

For a medium that has made so much progress in such a relatively short
time—and one with so much potential for use by advertisers and market-
ers—to fail to fill this vacuum of research data is to overlook achieving the
fullest potential flow of advertising dollars.—Anne Benvenuto, vice presi-

| Steve Mauldin is now vice president,

general manager of Gaylord Broadcas-
ting’s WVUE-TV New Orleans, suc-
ceeding Ed Quinn, now general manag-
er of KGTV(TV) San Diego. Mauldin
joined WVUE-TV in 1985 and steps up
from general sales manager.

Michaetl Kakoyiannis has been named
senior vice president of Metropolitan
Broadcasting Corp. As such, he’ll con-
tinue as general manager of WNEW
AM-FM New York.

Rosmarie Lieberman has been ap-
pointed vice president of sales for His-
panic American Broadcasting Corp.,
the new Spanish-language news net-
work formed by Gustavo Godoy, for-
mer news director for SIN, now Univi-
sion, in Miami. Lieberman had been
vice president, sales in charge of na-
tional accounts and special programs
for SIN.

Wheeler Rudd has transferred to To-
ledo as vice president, general manag-
er of Cosmos Broadcasting’s WTOL-
TVv. He had been general sales manag-
er of Cosmos’ WAVE-TV Louisville.

John T. Quigley has been promoted to
general manager of WTTE-TV Colum-
bus, Ohio. He moves up from station
manager for the Sinclair Broadcast
Group property.

dent planning and media resources, Time Buying Services, Inc.
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|
Media Professionals
| TV as a narrowcast medium

' to reach farmers
Steven G. Abramowitz |

Vice president, |
Management representative
Vitt Media International
New York

| teve Abramowitz of Vitt Media describes how
television can be used to narrowcast specific
messages to the agricultural industry. “But before we
discuss narrowcasting,” he says, “it’s important to re-
alize how extensively farmers watch television.”
Abramowitz points to studies in recent years “con-
ducted by Katz Television, A.C. Nielsen and Arbi-
tron, all demonstrating that farmers are heavier
viewers of TV than their non-farming counterparts.
And this is particularly true of news programming. A
study conducted by Successful Farming Magazine in
September 1985 indicated that of the 984 respon- |

e ————

dents replying, 77.2 per cent ‘always watch the late
evening news.””

He says that in looking at television’s ability to tar-
get the farm audience, “We first start with one of the
basic advantages of Tv—the ability to select key ADIs
for television advertising on a spot basis. The agri-
marketer, based on marketing priorities and commu-
nications criteria, can select the key geographic areas
and target, for example, soy bean farmers with spot
TV, only in areas where soy beans are raised.”

Abramowitz explains, “In using the term ‘narrow-
casting,” we refer to a medium’s ability to selectively
reach a particular target audience. With television we
have this ability to reach an agricultural audience.
This can be done through the use of half hour agri-
cultural programs. Examples of these include Ag
Day, Morning Ag Report and U.S. Farm Report.
Here at Vitt Media we buy these nationally syndicat-
ed programs nationally, regionally, or locally.”

Abramowitz also notes that a number of stations in
the Midwest produce their own early morning farm
programs. What these shows have in common, he
says, “is a tremendous ability to place an ag message
in a perfect creative environment, aimed at a farm
audience in an extremely cost-efficient way. As re-
ported in the Successful Farming Study, 88.3 per
cent of the farmers polled reported that they ‘would
be interested in a 30-minute weekly ag television pro-
gram.’ These programs are effective vehicles for agri-
marketing right now.”

Inaword...
Quality

GROUP

RADIO

The First Name In Radio

WBZ, Boston

KQXT, San Antonio

WINS, New York KY W, Philadelphia
KDKA, Pittsburgh KODA, Houston

KQZY, Dallas/Fort Worth

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

KJQY, San Diego

Westinghouse Broadcasting
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Buyer’s Checklist

N ev_viﬁiepre_sent_a_t@ves

Blair Radio has been named national
sales representative for KBEQ(FM)
Kansas City. The contemporary hit
station is owned by Capitol Broad-
casting Co. of Raleigh, N.C.

Christal Radio is now national sales
representative tfor WHCN(FM) Hart-
ford, Conn., and for WSNX AM-FM
Muskegon, Mich. The Muskegon sta-
tions simulcast a top 40 format, and
WHCN programs album oriented rock.

Hillier, Newmark, Wechsler & Howard
has assumed natiorial sales represen-
tation of WKSZ(FM) Philadelphia and
WMIX AM-FM Mount Vernon, Ill.
WKSZ ofters a soft adult contempo-
rary format, WMIX airs an MOR sound
plus farm information, and its FM sis-
ter features modern country music.

Katz Radio is the new national sales
representative for WVIC AM-FM Lan-
sing, Mich., and for WPTR and
WFLY(FM) Albany, N.Y. WFLY pro-

|
|

grams adult contemporary hits, and
WPTR carries a contemporary/country
(current hits) format. Both Lansing
stations have a contemporary hit for
mat.

Masla Radio has been appointed na
tional sales representative for KQXL
Baton Rouge and for KDAE/KIOU(FM)
Corpus Christi, Texas. KDAE offers
modern country music and K10U fea-
turs easy listening. KQXL is an urban
contemporary station.

Petry National Television has been
named national sales representative
for WJTV-TV Jackson, Miss. and
WSAV-TV Savannah, Ga. WSAV-TV is
an NBC affiliate and WJTV-TV is affil-
iated with CBS. Both stations are
owned by the News Press & Gazette
Co.

Republic Radio is now national sales
representative for WGTC/WTTS(FM)
Bloomington, Ind. and WSKR/
WIZD(FM) Mobile-Pensacola. WizD
carries adult contemporary music and
WSKR programs country. WGTC offers
modern country and WTTS plays con-
temporary hits.

BE ABIG FISH.

7 =N BEAM
() coMMUNICATIONS

@ WCFT-TV, CBS, Tuscaloosa, AL

#% KYEL-TV, NBC, Yuma, AZ-E| Centro, CA
WDAM-TV, NBC, Laurel-Hattiesburg, MS
WPBN-TV/WTOM-TV, Traverse City-
Cadillac-Cheyboygan, M

WHATEVER YOU’RE SELLING,TUSCALOOSA IS BUYING.

Retail Sales Per Household in Tuscaloosa, Alabama are projected to
increase 52.9% by 1990, outperforming Birmingham by 13% and the
entire state of Alabama by 9%. Average Household Effective Buying
Income is projected to increase 55.4%, making Tuscaloosa one of the
biggest spending markets in the region. If you're fishing for bigger
sales, Tuscaloosa has more to spend on what you'e selling.

WCFT DOMINATES THE MARKET.
We've got the facts, figures, programming and #1 news
that can make you #1 in Tuscaloosa, teo.

Torbet Radio has been selected as na
tional sales representative for WCSI
WSSL(FM) Greenville-Spartanburg,
S.C. and WiDXWMSIH(FM) Jack

Miss. WMSi and wsSL. feature country
X specializes in a soft adult
contemporary sound, and WGSL airs
southern gospel musie.

musi¢, WJinD

New Affiliates

NBC Television Network will add
KULR-TV Billings, Mont., as a primary
affiliate, effective August 1. The sta
tion started as an NBC affiliate when
It premiered in 1958 as KGHL-TV

United Statioris Radio Networks has
signed WPIX(FM) New York to its line-
up for Dick Clark’s Countdown Amer-
ica, airing Sundays from 8 p.m. to
Midnight.

Transactions

Sky Broadcasting has agreed to ac-
quire WCZY AM-FM Detroit from Gan-
nett Co., Inc. for approximately $15.5
million. The FCC’s multiple owner-
ship rules require the sale because
Gannett also owns The Detroit News.

Source: 1986 Survey
of Buying Power
© 1987 Beam

@ Represented by
Communications Corp.

Katz Continental
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- __________
| Viewpoints
Jack Myers

President, Jack
Myers Communications
Group, in speech

. before recent Association

i of Independent Television
Stations convention
in Los Angeles

e

!
‘ ‘;L

Creative selling is key
to local television growth
' | in today’s tough market

| The changes which took place in our industry in 1986
have put a new perspective on ad sales and the im-
I portance of maximizing revenues.

The whole perspective of “never-ending” growth is
gone, replaced by the reality of exploding program-
ming costs, national barter syndication capturing
choice avails, cable channel repositioning, improved
cable ratings, a slow national marketplace, etc.

Internally, parent corporations and financial man-
agement are crying for increased profits, profits and
more profits. In this environment, when every work-
ing minute must be concentrated on today’s reve-

. | nues, it’s difficult to invest in tomorrow’s opportuni-
ties. Every salesperson has to squeeze every possible
penny out of every avail, developmental selling is a
luxury.

i I would propose we eliminate the word “develop-
mental” from our selling vocabularies and replace it
with “creative.” Developmental selling is long-term,
opening new revenue streams. Creative selling is
maximizing the uses of your inventory and maximiz-
ing shares of existing and potential business.

The greatest threat to television selling is that the
vision of being in a creative, exciting medium has dis-
appeared. Salespeople seem to have lost that sense of
the medium and how it can be shaped and manipu-
lated to serve clients’ needs.

It’s tough to change this at the rep level—that’s a
numbers business. But in the local market, I believe
the greatest opportunity for growth is to make cre-
ative selling a mandate for 1987, and compensate
salespeople for creative thinking.

Some examples

I'd like to suggest five examples of creative selling:
(1) Frequency. A local retailer should care little
H about CPMs and GRPs. Sell them customers at the

cash register and convince them that the key to their
sales results is frequency—spot repetition. When
you’ve got a program they want, make sure they buy
two maybe three spots in a single program on a single
night or one spot each night during their flight. It’s
better to reach 100 people 10 times than 1,000 people
one time.

Log the advertiser in at the same time everyday so
he builds a franchise in that position. Radio has been
doing this for years, and it works—especially in
shows with loyal followings. If you have a thematic
movie week, sell sponsorships, convince advertisers
to buy three spots per night to build frequency and
recognition. In fact, any time you can package in a
billboard and sponsorship, why not try it?

(2) Premium positions. If you can’t get premium
CPMs, then deliver premium positions in return for
share. And if another advertiser complains, it’s avail-
able to them as well. Remember, the local client un-
derstands this concept. It cannot be presented to the
agency only.

Creative thinking about your inventory, and how
to package and present it better, will pay off. T'ake all
your sitcoms, all your movies, all your game shows,
and create mini-rotations of each with an average
rating, making your lower rated programs more at-
tractive.

(3) Selling with your competition instead of against
it. A radical creative idea is to think of television as a
single medium.

Use your competition to your advantage. If you’re
at a real disadvantage in the news area, or very strong
and need to justify a much higher CPM, sell a road-
block concept. Several retailers such as The May Co.
in Denver and Bergners in Milwaukee buy a late
news roadblock three days per week every week and
sell it as a package to their vendors to get co-op dol-
lars out of newspaper and into TV. To them, it’s like
buying a full page newspaper ad that’s in place every
week.

A 1 rating may not be toosellable, but three sta-
tions with a combined 5 rating may be more attrac- |
tive than the parts; you might even suggest to clients |
that they lock in particular times on each station so !
the spots run roughly at the same time. b

§

Client relationship t

(4) Relationship and knowledge. Instead of continu-
ing to create ways for the client to use more TV, sta-
tions fall into the trap of dealing only with the agency
or the client’s media people. There must be a rela-
tionship between station management and local cli-
ent management, and salespeople should know their
own medium to present it effectively.

(5) Sales promotion and merchandising. We're all
following the shift of ad dollars into sales promotion
at the national level. Local advertisers, too, are sensi-
tive to promotions and merchandising. If you have a
creative, open mind about your inventory, and get to
know the client’s business and needs, you’ll come up
with creative promotional and merchandising ideas
that bring in higher shares and new revenues.
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Programming/Production
Para, MCA strike China barter deal

Paramount Pictures Corp. and Univer-
sal Studios have jointly locked in a ma-
jor barter programming licensing ar-
rangement with CCTV, China’s na-
tional TV network. The agreement calls
for the two U.S. companies to retain
five minutes per hour in each program
for sale to U.S. and foreign advertisers,
according to MCA Enterprises director
of Far East operations, Janet Yang.
The latest barter deal struck repre-
sents a fast acceleration in which U.S.
companies are hecoming program sup-
pliers in China. Both Lorimar Telepic-
tures and 20th Century Fox Television
announced similar barter deals with
China only several months ago.

The latest accord represents the
largest license of foreign programming
to China to date, making both U.S.
companies the largest in terms of
bringing foreign product to Chinese
Television. The deal includes drama
series, and while the overall package is
still to be nailed down, series will prob-
ably include Marcus Welby, M.D.,
Family Affair, Star Trek and Co-
{umbo. Miniseries are expected to in-
clude The Winds of War, The Jessie
Owens Storv and Space, Yang reports.
Specials, TV movies and children’s pro-
gramming are also being considered.

All told, Paramount and Universal
will supply about two hours of prime-
time programming on one dayv each
week, to be fixed by CCTV, making for
about 100 hours of programming in the
first year. Just when the programs will
begin airing on the CCTV has not yet
been determined, according to Yang,
but it will be sometime this vear.

Dates. The two companies want to lock
in advertisers to specific programs and
dates before announcing the start of
the broadcasts, says the spokesman. All
programs to be broadcast will be
dubbed in Mandarin Chinese by
CCTV. The China Tv-viewing audi-
ence is estimated at 370 million.

In commenting on the deal with
CCTV, Arthur R. Barron, president of
the entertainment group of Gulf &
Western, which includes Paramount,
says, “This historic joint venture not
only brings American television to Chi-
na, but also allows our two companies
to work with advertisers to open a vast
new market for American products.”

The agreement is for a minimum of
one year, but, Yang notes, the deal
would not have been consummated if
both the U.S. companies and CCTV
did not envision that it would lead to
longer ties. Under a previous theatrical

film deal with the China Film Corp.,
Paramount and Universal will distrib-
ute their first film in the spring, which
will be Love Story.

Genesis home shop plan

Genesis Entertainment is preparing to
enter the home shopping arena with a
“magazine” game show. The program,
according to Phil Oldham, senior vice
president, domestic sales, will be avail-
able on a cash-plus-barter basis begin-
ning in the fall. The weekly half-hour
program will contain elements for
home shopping, but the focus will be on
programming, Oldham empbhasizes in
an interview.

In keeping with the fledgling com-
pany’s philosophy of introducing one
program at a time, Genesis waited until
the NATPE convention had ended be-
fore revealing its plans to introduce the
new venture. Oldham notes that the
company also held back on pitching the
new show because it didn’t want to dis-
tract from its efforts on improving on
mid-season sales of The Judge and The
Best of the National Geographic Spe-
cials.

Phil Oldham

Apparently, the “go-slow” on debut-
ing new product is paying off for Gene-
sis. Both products have contributed
heavily toward large expansion in per-
sonnel and towards expanding its pro-
gramming vistas. While the direction
of Genesis will remain on first-run pro-
gramming, including specials, the com-
pany also expects to enter the movie
package and the off-network series are-
na, notes Oldham.

From basically beginning as a one-
man band headed by Gary Gannaway,
chairman and chief executive officer,
Genesis now boasts a full complement
of sales and other executives, all hired
over the past six to 10 months. These
include Oldham, Wendy Phillips, vice
president, general sales manager, bar-
ter sales; Brian Davidson, vice presi-

dent, midweést sales; and Stanley Sher

man, vice president, northeast sales.
Other executives are Don Springer

vice president; Jerry Weaver, vice pres.

ident, sales; and Wayne Lepoff, presi

dent. The company’s makeup is a far
cry from Genesis® startup about a year
ago, when Genesis was doing business
by utilizing several other distributors
as partners to help get its acquired
product off the ground. For example,
LBS Communications did the barter
sales for National Geographic from
September, 1986 to the past December.
Geographic is now handled by Televi

sion Program Enterprises, because the
show goes cash-plus-barter in Septem

ber. The barter series The Judge

which was launched with Colbert Tele-
vision Sales, is now handled by LBS, in
a contract that ends in September.
Genesis is now the sole owner of The
Judge, having bought out its partner
and producer, Sandy Frank.

The Judge, according to the Novem-
ber NT1, Oldham says, outpulled Supe-
rior Court in early fringe and in day-
time; had the highest share of any syn-
dicated program in the daytime and
early fringe in Greenville-Spartan-
burg-Asheville on WLOS-TV; on WSLS-
TV Roanoke, beat Donahue in ratings,
share and women at 9a.m.; and delivers
more of the ethnic market than any
other court show.

Regarding Geographic, Oldham
notes that one of the things developed
by Genesis, is its ability to work with
stations to get the most from the spe-
cials: “Most stations hate specials be-
cause they’re harder to sell than weekly
shows. We work with stations in devel-
oping presentations on sales and with
stations on promotion, plus providing
co-op budgets to encourage stations to
use effective on-air promotion.”

Geographic is being offered for five
runs in a six-year firm license commit-
ment with an additional six years as
option. By going cash next year on Geo-
graphic, which consists of 96 hours.

Genesis is looking to capitalize on “a
hot show, which can generate far more
money from the marketplace than a
barter show. The better shows are cash;
stations aren’t willing to give up half of
their inventory if the show is strong,”
says Oldham.

Geographic will continue to go the
barter route for one more year. The ini-
tial year’s programming consists of 24
hours, says Oldham. All told, there are
96 hours, 80 of which aired on CBS.
Sixteen new shows are being shown on
PBS, after which they will be part of
the overall package.

The package will include a two-hour
Geographic special in 1988, which will
mark the 100th year of the magazine
and the Society. Other episodes will be
produced as well, notes Oldham.
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APD’s new plans

The Association of Program Distribu-
tors is moving ahead on several fronts.
According to Marvin Grieve, president
of the organization which consists of 85
members, and president of MG/Perin
i Inc., APD has hired a California lawyer
to represent the group in the Grant
Broadcasting bankruptcy; will file a pe-
tition of inquiry with the Federal Com-
munications Commission on restoring
the public interest, convenience and
necessity clauses in its rules; and will
get a credit operation set up for the
association’s members.

The lawyer, Richard Pachulski, is on
the creditor’s committee on the West
Coast, along with major syndicators.
The lawyer represents the smaller dis-
tributors of the APD regarding their
interests in the Grant Chapter 11 pro-
ceedings. On the petition end, APD is
looking to step up its posture against
home shopping ventures, feeling they
are against the public interest.

As for the credit operation, Grieve
says he expects to retain a bureau to
flush out the credit line of stations, “so
the membership can find out the sta-
tions’ ability to pay and what kind of
credit terms they should be given.
There’s a lot out there that is scaring
everybody.”

Meanwhile, Grieve, who has been
functioning on a voluntary basis for
four years as head of APD, is looking to
get some remuneration for the job. He’s
expected to notify the membership of
his request.

- Taft may sell division

Taft Broadcasting Co. is considering
selling all or part of its entertainment
division, which has accounted for about
a third of its fiscal 1986 revenue. Ac-
cording to Charles Mechem Jr., chair-
man and chief executive officer, the
company is considering the plan, which
is in keeping with Taft’s moves to em-
phasize its radio, TV and cable TV oper-
ations. Analysts on Wall Street esti-
mate the value of Taft’s entertainment
group as between $400 million and
$550 million.

The entertainment unit, consisting
of Worldvision Enterprises and the
Taft Entertainment Co., took in $144.3
million of Taft’s total revenue of $472.8
million in fiscal 1986. The division’s
operating profit totaled $13.4 million
of Taft’s $81 million. For the quarter
ended December 31, Taft has a net loss
of $54.4 million on sales of $143.4 mil-
lion, with the entertainment division
bringing in about 56 per cent of the
company’s revenue. But the units oper-
ating profit went down about 32 per
cent from the 1985 quarter, $8.6 million
to $5.8 million.

‘Draw’ inks 52 stations

Buena Vista Television’s Win, Lose or
Drauw is beating the odds on making it
to the tube in the fall. According to
Rich Goldman, vice president and gen-
eral manager, the entertainment/ce-
lebrity/humor game show has wrapped
up in excess of 52 stations, representing
45 per cent of the country, since the
half-hour strip was introduced a few
weeks before the past NATPE conven-
tion. While not yet a fall “go,” the se-
ries is close to being launched, he notes
in an interview.

Stations cleared, which are all affili-
ates, include ABC-owned stations in
Los Angeles and Chicago, KABC-TV
and WLS-TV, respectively, plus WCBS-
TV New York, CBS-owned outlet, and
WRC-TV Washington and WKYC-TV
Cleveland, both NBC-owned stations.
In addition, the series has gotten clear-
ances from KOMO-TV Seattle, WFMR-
TV Dallas, WTJP-TV Tampa and KATV-
TV Portland, among others.

Goldman says that there’s an even
split between time periods that Win,
Lose Or Draw will be aired-—early
fringe or access—which he figures will
help garner good ratings. Also, he
notes, he is optimistic about the show
in that it scored impressively in a test
given by ASI, marketing research firm,
against programs of a wide range of cat-
egories.

Syndication shorts

All American Television has launched
the syndication of Smart Money, six
half-hour specials, for airing this year.
The first half-hour, Surviving Tax Re-
form, is being offered for airing in
March and April. Other topics include
Real Profits, Dream Wheels and the
New American Dream. Host is Steve
Crowley.

Constitution Minutes, a series of 26
one-minute vignettes, produced by
Lou Reda Productions, has been ac-
quired by RKO Television. The sta-
tions airing the shorties beginning in
March are wOR-TV New York, KHJ-TV
Los Angeles and wHBQ-TV Memphis.
Constitution Minutes are designed to
help Americans understand the Con-
stitution.

Hal Roach’s T ’n’ T, half-hour ac-
tion/adventure series, has been sold to
30 stations, according to Hal Roach
Studios and Nelvana Ltd. The first pi-
lot episode is due for taping in March.
Starring Mr. T\, the first-run series is
set in the fictional King City, North
America.

Although The Lou Kelly Show was a
late entry for the past NATPE conven-

‘tion, the half-hour late-night strip

wrapped up solid sales at the show.
Signed initially for the cash-plus-bar-

ter series are KCOP-TV Los angeles,
KBHK-TV San Francisco, KMSP-TV
Minneapolis, KVTP-TV Phoenix and
KPTV(TV) Portland, Ore. The series
starts in June.

Fox/Lorber Associates has acquired
the Action Sports Collection, 50 half-
hour and hour programs. Suggested
packages include The Best of Action
sports, 13 half-hours, and The Best of
Skiing, 13 half-hours.

New Century Telecommunications
has sold The Suzanne Somers Comedy
Special to Gaylord Broadcasting’s five
outlets and to RKO General’s three.
The one-hour show is set for a May
airdate. It’s produced and directed by
Lee Miller.

Sharing a moment together at the
Essence Television Productions booth
at the recent NATPE convention, are,
from ., Phyllis Tucker Vinson, NBC
vice president of children’s program-
ming; Sheila Frazier, Essence West
Coast production coordinator; May-
nell Thomas, executive vice president
of Carson Productions; Wynton Mar-
salis, trumpeter and guest host of
“Essence” special; and Susan Taylor,
host/executive producer of “Essence,”
weekly show.

Coke, Tribune western

Westerns are coming back. At least one
is, via a deal between Coca-Cola Tele-
communications and Tribune Enter-
tainment, in association with Gross-Ja-
cobson Productions. The western, The
Gunfighters, will be offered for syndi-
cation as a 1988 entry, in the first of two
projects in the Coca-Cola and Tribune
Entertainment deal. Casting is in pro-
gress, and production is set to start in
early May on the two-hour movie pilot
developed over a two-year period.

The pilot has been licensed to Global
Network in Canada and to the six Tri-
bune stations. The ensuing series epi-
sodes are expected to be half-hours.
The Gunfighters is the saga of two fast-
shooting brothers and their cousin who
turn outlaws after unfairly losing their
family ranch. Coca-Cola will handle
clearances on the barter show, and Tri-
bune will sell the national ad time.
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| (continued)

LBS, Roach network

In a follow-up to its barter syndication
deal of three colorized movies, LBS
Communications has set a new ar-
rangement with Hal Roach Studios.
Under the new accord, LBS will sell
national advertising time on a monthly
showcase of 14 colorized movies under
the umbrella name of The Corloriza-
tion Network. Premiere will be in Octo-
ber.

in the initial arrangement, LBS
cleared 92 per cent of the U.S. for
Night of the Living Dead, It’s a Won-
derful Life and Topper. Under the new
accord, films will include Topper Re-
turns, Angel and the Badman, Saint
. Joan, Advise and Consent and Sud-
denly.

RKO names agent

RKO Pictures has named Devillier/
Donegan Enterprises, Washington, as
its agent for U.S. syndication sales.
D/D will handle all RKO Pictures tele-
vision properties for all configurations.
Some properties include Run, Chrissie,
Run!, The Secret Servant and John
Forsythe’s World of Survival, plus var-
ious RKO pictures/BBC TV co-pro-
ductions such as Birds for All Seasons
and Soldiers: A History of Men in Bat-
tle.

Du-Pont-Columbia

A CBS news documentary won the
Gold Baton Award, the highest honor
of the Alfred I. duPont-Columbia Uni-
versity Awards in Broadecast Journal-
ism, during ceremonies at Columbia
honoring excellence in broadcast jour-
nalism in 1985-86. The presentation
was aired nationally by WNET-TV New
York for Public Broadcasting Service
stations. The Gold Baton winner was
the program, CBS Reports: The Van-
ishing Family—Crisis in Black Ameri-
ca, about the disintegration of black
family life in America, and reported by
Bill Moyers. The award honors the pro-
gram judged to have made the greatest
contribution to the public’s under-
standing of an important issue or news
event.

Silver Baton awards were won by 12
programs from across the U.S. in six
judging categories. The winners, with
judging categories, are, Network Tele-
vision—ABC News, for 45/85; CBS
News, for CBS Reports: The Vanish-
ing Family—Crisis in Black America;
NBC News, for investigative reporting
on NBC Nightly News.

Local television- -major market—
WBZ-TV Boston, for Afghanistan: The
Untold Story; WCBS-TV New York, for
No Place to Call Home; wMAQ-TV Chi-
cago, for Cicero: Community of Con-
troversy. Medium market-—KING-TV
Seattle, for Washington 2000; WCt
TV Minneapolis, for State of Texas vs.
Steven Lynn Fossum. Small market
KTUL-TV Tulsa, for Tulsa’s Golden
Missionary;, KYTV(TV) Springfield,
Mo., and Erin Hayes, for outstanding
reporting. Independent productions
Chedd-Angier Production Co. and The
Documentary Consortium for Front-
line: Sue the Doctor?; Drew Associates
Inc., and PBS, for For Auction:An
American Hero.

Radio-—NBC radio news for cover-
age of the American raid on Tripoli.
Peter Jennings, anchor and senior edi-
tor of ABC’s World News Tonight, was
master of ceremonies.

Zooming in on people

William Vrbanic, Jr. has been promot-
ed to vice president, syndication distri-
bution at MCA TV. He joined the com-
pany in 1982 as manager of tape distri-
bution. For the previous four years.
Vrbanic was manager of syndication
services at Channel One, Ltd., Pitts-
burgh. He held a similar post at Group
W Productions from 1974-78.

Rick Jacobson has been named exec-
utive vice president at Access Syndica-
tion. He comes to Access after eight
years at Orion Television. For the past
three years he was vice president of
western division sales at Orion.

Lee Jackoway has joined Coral Pic-
tures as U.S. director of sales. He’ll re-
structure the sales operation and ap-
point regional sales managers. Previ-
ously, Jackoway was vice president of
syndication sales at Multimedia Enter-
tainment.

Lelan A. Jackoway

Rand Stoll has been promoted to se-
nior vice president, national ad sales
and marketing, and Ira Bernstein has
been promoted to New York ad sales
manager, at LBS Communications.
Stoll, who had been senior vice presi-
dent, national ad sales manager, joined

LBS in 1982 as a station sales rep
Bernstein had been vice president,
New York ad sales. He joined LBS in
1985 as an ad sales account executive

Rand Stoll

Ira Bernstein

Richard Elkind has heen appointed
research director at King World. Before
joining King World, Elkind was with
wCBS-TV New York, where his posi-
tions included daypart coordinator,
sales promotion manager, research
manager, and most recently, marketing
manager.

Maggie Begley has been promoted to
director of advertising and promotion
at Warner Bros. Television. She joined
WB TV in 1984 as a senior publicist.
Before that, Begley was with NBC
from 1975-1984.

Terrie M. Williams, director of
corporate communications, has been
elected vice president of Essence Com-
munications.

Martin D. Weisman has been named
vice president, Evergreen Programs
Inc., a division of Worldvision Enter-
prises. He joined Evergreen in Novem-
ber, 1982. Previously, he was with Avco
Embassy Pictures. Also, Jim Kauss has
been named central division account
executive at Evergreen. Kauss was
midwest affiliated sales manager at Fi-
nancial News Network before going to
Evergreen. And at Worldvision, Ben De
Augusta has been appointed senior
vice president, operations. He was vice
president of operations, joining
Worldvision in 1977 as director of oper-
ations.

‘Bingo’ doing well

While the past NATPE International
convention left something to be desired
in business activity in general, the con-
vention apparently has paid dividends
for Satellite Bingo Ltd., which, says its
president, at the show garnered verbal
commitments from 35 markets for its
program, Satellite Bingo. Stations
committed to clearing the satellite-de-
livered weekly hour game show include
San Francisco, Nashville, Little Rock
and Birmingham, according to Ron
Walker, president of SBL.

Satellite Bingo follows the tradition-
al game of bingo, but is interactive, al-
lowing viewers at home to share in cash

—
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and other prizes, totaling a maximum
of $25,000 in each program. Plans call
for a September 26 blast-off of Satel-
lite Bingo, a delay from the April start
because there weren’t enough clear-
ances to launch the show. SB is being
offered on a cash-plus-barter basis,
says Walker in an interview, with fees
ranging from as little as $100 to as high
as $4,000 per hour, depending on the
ADI-size of the station. Of the 35 com-
mitted outlets, 10 are affiliates, says
Walker.

On the barter end, the company
takes two minutes for national sales,
while stations get 10 for local advertis-
ing per hour show. As for national
sponsors, Walker says he has either
lined up or is close to firming deals with
Kentucky Fried Chicken, 7-11 Stores,
Taco Bell, Pizza Hut and Pepsi Cola.

Home TV players pick up their bingo
cards from sponsors at local retail or
franchise outlets, Walker says, thus
adding to floor traffic at the stores.
“This takes the program out of the rat-
ings game, producing measureable re-
sults in the number of bingo cards
picked up from the sponsors.” Spon-
sors get extra promotion because their
names are advertised on the back of the
cards. Cards are individually num-
bered and color-coded for identifica-
tion for copyright protection and to
prevent counterfeiting.

Television Marketing Consultants is
in charge of giving out the cash and
other prizes. And, according to Walker,
satellite delivery will encompass a feed
on the East Coast and one on the West
Coast, via GTE’s Spacenet, which
blankets 50 states. The show will be
produced in Hollywood at the SBP
Studios. According to Walker, the po-
tential audience “is enormous.” About
50 million Americans play bingo, in-
cluding about 35 million who play the
game weekly. Bingo games in the U.S.
gross $5 billion annually, and the aver-
age player spends $27.50 per week on
the game, Walker notes. At this point,
Walker is scouting for a distributor.

WKYC-TV shifts

WKYC-TV Cleveland has reorganized
its operation, with the emphasis on
programming. According to John
Llewellyn, vice president, general man-
ager, Rich O'Dell, production manager,
will be responsible for the art depart-
ment, including all producers/direc-
tors, associate directors and announc-
ers. He reports to Thomas Powers, di-
rector of technical operations. The
technical department is charged with
servicing the production needs of the
news and program departments. Greg
Stehlin continues as WKYC's program
director. ;

NEC, Sony in deals

NEC America and Sony Communica-
tions Products have entered into sepa-
rate deals involving broadcast equip-
ment. In the NEC arrangement, the
company has signed a multi-year deal
with NBC, which involves the purchase
by NBC of large quantities of the SP-3A
CCD camera system, to be used by the
network for its news and by its owned

| stations primarily with Panasonic’s MiI

VTR format. Using three CCD devices as
the imaging sensors, the camera fea-
tures a built-in variable speed electron-
ic shutter to provide sharp images of
fast-moving objects during slow-mo-
tion playback. Shutter speeds are
quickly selectable from 1/60th to 1/
200th of a second. The camera is de-
signed to be used in many configura-
tions, and it may also be used in remote
control, triax or standard configura-
uons.

In the Sony deal, Turner Broadcast-
ing Systems will equip its new CNN
and Headline News headquarters at
CNN Center with Betacam format
newsgathering and production equip-
ment. The center, when completed in
April, 1987, will feature more than 200
Betacam editing and playback sys-
tems, which will record video sent via
satellite from TBS news bureaus. Cur-
rent plans call for the conversion of all
the 18 TBS news bureaus in the U.S.
and abroad to Betacam field recording
systems. _

Sony introduced the Betacam com-
ponent recording format five years ago
as a new system for electronic news-
gathering.

Radio syndication

Promark has acquired the rights to A
Tribute to Ricky Nelson, a one-hour
special exploring the late musician’s in-
fluence on rock and featuring his per-
formances as well as interviews with
such music notables as Johnny Cash
and Jerry Lee Lewis. The show is being
packaged with a second one-hour spe-

cial. Blueberry Hill, scenes of Fats
Domino in concert. Both shows are of-
fered on a 50/50 barter basis for clear-
ance in the early first quarter.

There were two recent personnel
changes at MJI Broadcasting. Dave
Schulps, vice president, production,
will be relocating to San Francisco and
opening a West Coast office. In New
York, affiliate relations manager Patti
Galluzzi was promoted to director, pro-
gramming. More news from MJI in-

cludes the fact that it will produce and
syndicate the 29th annual Grammy
Awards radio specials. The series will
consist of five, two-hour shows in five
different formats to air the weekend
prior to the awards, scheduled for Feb-
ruary 24. The five formats for the spe-
cials are: CHR, AC, AOR, country and
black. The programs will be offered on
a market exclusive basis: one station
per format in each market.

Satellite Music Network reported an
increase over 100 percent in advertis-
ing sales orders to date for the first
quarter of 1987, compared to the first
quarter of 1986. Also at Satellite, Bill
Polish was named news anchor. Polish
was formerly South Bay (San Francis-
co) California bureau chief for CBS ra-
dio. And Larry Watts was promoted to
assistant vice president, progrmaming.
Watts, who has been with the company
since 1981, previously held the title of
country coast-to-coast operations
manager.

Consultant firm Burkhart, Abrams,
Douglas, Elliott and Associates has
named Greg Gillispie associate in the
company. He had been program direc-
tor of WDVE Pittsburgh.

CABLE

It looks like last year’s Wrestlemania
Il is about to be eclipsed as the biggest
pay-per-view event ever. The new lead-
er? Wrestlemania [II, of course. The
March 29 live, three-hour spectacular
has already signed up cable systems

wo

Academy Award Winners

Jose Ferrer CYRANO DE BERGERAC and Charles Laughton, HENRY VIII

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

CABLE
[ LMO e
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Programming/Production

(continued)

representing 3.6 million addressable
subscribers, according to the World
Wrestling Federation. This includes
1.3 million subscribers from Show-
time’s Viewer’s Choice, the only PPV
network distributing the event. Show-
time says this will represent 100 per
cent affiliate participation and that al-
most all of the affiliates will also air a
replay of the event later in the evening.

ESPN and Midou will team up to
present 10 matches of Major League
Volleyball’s inaugural season, starting
with a February 22 contest between the
L.os Angeles Starlites and the New
York Liberties. There are six teams in
the women'’s league, each of which will
play a 22-match schedule. Most of
ESPN’s telecasts will air Mondays at
midnight, and the package will include
live 9 p.m. coverage of the league cham-
pionship on May 21. Mizlou will also
syndicate the final eight games in the
package.

Two teams in another new league,
the Eagle Box Lacrosse League, have
local cable deals. Four Philadelphia
Wings games are being shown on
Prism, and four Washington Wave
games on Home Team Sports. Prism
also plans to carry Wings playoff
games.

Stroh Brewery has agreed to under-
write the next three years of World of
Audubon Specials. Each of the 12
shows—co-produced by the National
Audubon Society, Turner Broadcast-
ing System and WETA-TV Washing-
ton—will air four times during a one-
month window on Superstation WTBS,
encore on PBS during the next two
summers and then enter syndication
the following year.

The Learning Channel, through a
$1.7 million grant from the John D. and
Catherine T. MacArthur Foundation
to its parent company, the Appala-
chian Community Service Network,
will present another 52 weeks of inde-
pendent film and video productions.
TLC said it will also make the pro-
gramming available free to all cable
systems and local access channels and
later to PBS stations.

Another short-lived network series,
Lime Street, has arrived at Lifetime.
The Columbia Pictures Television pro-
duction, starring Robert Wagner, ran
on ABC-TV in fall, 1985. Lifetime is
showing the seven one-hour episodes
Saturdays at 2 p.m. It also has rights to
a 90-minute pilot.

The Soviet-produced Moscow Me-
ridian, which airs once a month on
Tempo Television, will send two Amer-
icans on a trip tor two to Moscow and

Leningrad later this year. The contest
winners are being selected at random
from viewers who mailed in correct an
swers to two questions posed about the
Soviet Union during last month’s edi-
tion of the one-hour program.

Several locak market late-night mov-
ie hosts are showing up this month as
Friday night guest hosts on The Movie
Channel’s Drive-In Theater Double
Feature. The group includes “Stella,”
host of Saturday Night Dead on KYW
TV Philadelphia; “Fritz the Nite Owl,”
who's been hosting Nite Ow! Theater
for 13 years on WBNS-TV Columbus;
“Big Wilson,” former host of Nite-Ow!
Movies on WCIX(TV) Miami and now a
DJ on WKAT Miami; and “Zacherle,”
who started his New York shenanigans
on WABC-TV in the late ’50s and then
became a popular radio DJ.

Genesis StoryTime, the text/graph-
ics service for kids, hopes to expand its
appeal to teenagers and adults come
September with the premiere of a new
series of “literature classics.” Tom
Sawyer, Huckleberry Finn and Black
Beauty are among the upcoming titles
on the 24-hour channel, which now
reaches 1.3 million subscribers via 34
cable systems. The service, which
dropped affiliate fees a year ago, plans
to seek corporate sponsorship.

Cable Programming Resource Direc-
tory, a new publication from the Na-
tional Federation of Local Cable Pro-
grammers in Washington, lists over
1,100 locations which produce access or
local origination programming. Other
sections of the book detail free and low-
cost programming, satellite services,
and international program sources by
country. Price is $29.95 before the Feb-
ruary 28 publication date, and $34.95
thereafter.

American Airlines passengers are
now seeing five- to seven-minute seg-
ments of The Movie Channel’s Heart of
Hollywood continuity programming.
The in-flight entertainment, involving
one feature per month, is provided to
American by Trans Global Films Inc.

Home Video

Republic Pictures will release Bonanza
episodes into the videocassette market
via two volumes of The Best of Bonan-
za. The volumes will be released via
Republic Pictures Home Video this
month. Volume One will include the
premiere episode in the TV series, A
Rose for Lotta. Also included will be
The Underdog, featuring Charles
Bronson. Volume Two will include The
Dark Gate starring James Coburn and
The Honor of Cochise.

In a $10 million deal, New Century
Entertainment has concluded a deal

with Kart-Lorimar Home Video for K -L.
to distribute in the U.S. and Canada a
package of theatrical pictures from
New Century's 1987-88 film schedule.
The first three features in the transac

tion are Nowhere to Hide, suspense
drama starring Amy Madigan; Russkie,
comedy-drama; and Kid Gloves, drama
about an Olympic-bound boxer who re-
deems his brother when his brother is
killed by mobsters after refusing to
throw a fight.

Touchstone Home Video and Walt
Disney Home Video have set several
releases for March. These include
Tough Guys, with Kirk Douglas and
Burt Lancaster as the dynamic duo in
the popular comedy-adventure film;
and eight family films from Disney, in-
cluding the final two volumes of the
Disney's Return to Treasure Island.

Paramount Home Video will release
an original videocassette to help teens
deal with dating issues. Written specif-
ically for its teenage audience, How
Can I Tell If I'm Really In Love? is
hosted by actress Justine Bateman,
and features appearances by actors Ja-
son Bateman and Ted Danson, and Dr.

Sol Gordon, an expert on family and
sex education. It will sell tor $24.9d,

Also slated for February release from
Paramount are Heartburn, the 1986
theatrical starring Meryl Streep and
Jack Nicholson; and Friday the 13th
Part VI: Jason Lives. Both will sell for
$79.95. Also, Paramount will offer the
first Harlequin Romance Movie on vi-
deocassette, Love With a Perfect
Stranger, in conjunction with Atlantic
Video Ventures; it will be priced at
$39.95. In conjunction with Starlog
Video, Paramount will release Scream
Greats, Volume Two: Santanism and
Witchceraft, priced at $39.95. And it
will introduce three more productions
from PBS’ “Live from the Met” series
onits Bel Canto Fine arts label: Hansel
and Gretel ($39.95), Francesca da Ri-
mini and Manon Lescaut (both priced
at $59.95).

At Karl-Lorimar Home Video, Jeff
Jenest was named senior vice presi-
dent, marketing. Prior to his new posi-
tion, Jenest served as vice president,
marketing. He came to Karl-Lorimar
from ad agency Bozell Jacobs, where he
was vice president and management
supervisor on the Lorimar accounts.

Also at Karl-Lorimar, the newest re-
leases include Jane Powell’s Fight
Back With Fitness, an exercise pro-
gram that addresses the speical needs
of arthritic adults. The 50-minute cas-
sette will carry a suggested retail price
of $24.95. The Boy Who Could Fly, an-
other release, is a family film carrying a
suggested retail price of $79.95. And
The Cartier Affair is a made-for-TV
movie starring Joan Collins and retail-
ing for $39.95.
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Commercials

Once considered an untouchable by
many stations, HBO is currently run-
ning a TV ad campaign that constitutes
its biggest push yet on the medium.
Matt Blank, senior vice president, con-
sumer marketing, says HBO no longer
has the problem of stations considering
its advertising too competitive to run
“s0 long as it’s not day and date promo-
tion.” He adds, “In a media environ-
ment that not so hot, you're not likely
to find many stations turning us
down.”

Spending “well over $10 million” for
155 spot TV markets, radio, newspa-
pers and direct mail, according to
Blank, the campaign is directed to 87
per cent of U.S. TV households, com-
pared with a campaign last fall aimed
at 73 per cent and previous ones going
for the 50s and 60s. Start dates of
flights of four weeks or more varied by
market, and Blank notes, “We didn’t
buy network in order to assure flexibili-
ty in start -date.” Otherwise, he adds,
cable has a strong enough national pen-
etration to justify network TV.

Using mostly primetime access and
late fringe—and some primetime, the
' placement went for a reach of 95 per
cent and an 8.9 frequency against
adults 18-49 in the buy’s universe, go-
ing three or four stations deep in most
markets.

. Media buying was done mostly by

BBDO—HBO’s agency—with an assist
from Ted Bates—the Cinemax sister
service’s agency, but the creative this
time was entirely in-house, which is not
always the case.

Three celebrities comprised an inte-
gral portion of the three-spot cam-
paign, which started with a 30 (with a
60-second version of that spot tested in
a minority of markets), followed by two
60s. Participating were three stars who
could be associated with HBO—Burt
Lancaster, star of the HBO Showcase
presentation, Control; Robert Klein,
who received an ACE award for his 1986
On Location special for HBO; and Sug-
ar Ray Leonard, the expert ringside
commentator for all of HBO’s boxing
telecasts.

The initial spot strictly features
quick shots of programming and HBO
animation effects. The second uses the
three celebrities and reinforces the di-
rect mail campaign. The third also uses
the celebrities and has an 800-number
offer of an 87 cent installation and 87
cents for the first month’s service.

Tim Braine, vice president and exec-
utive producer, on-air promotion, says

HBO runs its biggest TV ad campaign

Lancaster, Klein and Leonard were
used in the campaign because of their
identification with HBO original pro-
gramming, which the pay service in em-
phasizing in promotion aimed not only
at bringing in new subscribers but also
maintaining old ones in an environ-
ment where many systems, due to de-
regulation, are raising prices. “We took
a much more image conscious ap-
proach,” he says, “and not as hard-sell
as we had been in the past. It’s more in
line with the image of HBO that we
want to portray.”

With the performers all paid for
their time, additional HBO luminaries
are being used on HBO’s air. The mes-
sage, according to Braine, is “This is
going to be a big year for HBO.” Lan-
caster, who Braine considers especially
credible, says, ‘“There’s nothing like
watching good actors in a good movie,
especially when you can do it at home
with your feet up.” Klein, tapping his
feet, adds,“But if it’s music, you’ve got
to keep your feet on the ground.” And
Leonard closes, “But you need your
hands to watch a fight.” Voiceover copy
proclaims “This is the year to watch.. . .
the movies, the stars, the big
events . . .. The choice is yours, and the
time to get it is now.”

On the 800-number spot, regional
versions were done for 70 regions, with
25-30 cable systems using a single 800
number for direct response. Basic cable
services, varying by region, are named
in supers so that, according to Braine,
affiliates can sell basic cable at the
same time.

Braine and Blank both indicate ini-
tial feedback is showing strong results
but that it’s too early to make any
sweeping statements. They indicate
broadcast TV will probably figure into
future plans.

A taxing problem

Any tax law changes to limit the de-
ductibility of advertising expenses
would have “a direct negative impact
on the economy,” including the eventu-
al loss of more than half a million jobs
and a cut in disposable income of $522
per U.S. household, reports a new
study from Wharton Econometric
Forecasting Associates.

The report, conducted for the Amer-
ican Advertising Federation (AAF),
the 4As and the Association of Nation-
al Advertisers (ANA), says that such
legislation “would have the same effect
as raising the price of advertising,”

Advertising Directory of
Selling
Commercials
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thus reducing revenues not only for
agencies but also for media

ANA president DeWitt Helm adds,
‘The study reveals that taxing adver
tising would have a much deeper and
more damaging impact on the economy
than its proponents may realize.” He
noted that the study specifically found
that implementation of one 6f the pe-
rennial state-level schemes to tax ad
vertising would tend to drive national
advertisers to use media outside the
state, having a potentially devastating
impact on the state’s economy

In estimating the impact of limiting
the tax deductibility of advertising ex-
penses to only 80 per cent of current-
year expenses, the study estimates
that, on a national level, it would have
the following impact within five years:
® Aninitial job loss of 185,000, mount-
ing to more than 500,000 lost jobs
® A cumulative loss in output of $76.5
billion in 1985 dollars
® A cumulative loss in real disposable
income of $522 in 1985 dollars per
household.

A raisin d’etre

A new wrinkle has been added to the
load of kudos California Raisins has
been getting for its be-bopping clayma-
tion raisins campaign. The October-
December Video Storyboard Tests
analysis of outstanding TV campaigns
puts it on the top of the list. On the air
since September, it is the first time in
nine years that an entirely new cam-
paign has become No. 1 in four months.
Typical of viewer response was the
comment, “It is the only commercial
that T have ever come back into the
room to watch.”

Chicago Bears quarterback Jim Mec-
Mahon has helped get his second ad-
vertiser on the top 10 list, becoming the
only celebrity besides Bill Cosby to
have represented two'campaigns in the
top-10. Following up on his “outra-
geous” Honda Scooters spot, he this
time brings Taco Bell into eighth rank-
ing from 14th in the previous quarter.

Moonlighting’s Bruce Willis did sim-
ilarly for Seagram’s Wine cooler, in
ninth vs. 16th a quarter earlier. Others
in the top 10 were Coca-Cola, second
vs. first a quarter ago and fifth a year
ago; McDonald’s, third vs. second in
both previous periods; Miller Lite,
fourth, from fifth last quarter and third
a year earlier; Bartles & Jaymes, fifth,
from fourth and ninth; Isuzuy, sixth, af-
ter just making 10th a quarter back;
Pepsi, seventh, from third and first;
and Bud Light, 10th, after being sev-
enth in both previous periods.

New splash for Slice

The splashy special effects already
seen in advertising for Pepsi-Cola’s
Slice will be updated in four new spots
to break in the spring. Two of the four
from J. Walter Thompson/New
York—‘“Baseball’” and ‘“Fashion
Show'—were given a special preview
airing on CBS-TV during the Super
Bowl telecast.

In “Baseball,” four well-known play
ers will be seen in action sequences
where a high-speed pitch rides on a jet-
like stream of water, a batter connects
with a splashy hit and a runner slides
into base with another deluge of special
effects. In “Fashion Show,” three star
models playfully twirl in chic garments
which turn on another aquatic display.
The two new commercials advertise
regular and diet Slice in lemon-lime
cherry cola, mandarin orange and ap-
ple flavors. The four-spot campaign
will roll through 1987 in major spot TV
markets.

For JWT, Linda Kaplan and Nick
Gisonde served as co-creative direc-
tors, with Michele Lowe as copywriter
and Kathy McMahon as art director.
Berkofsky Barrett, New York and Lon-
don, was the production house.

My son, the buyer

A radio campaign directed at media
buyers is apt to command some atten-
tion when the buyers hear what is alleg-
edly the voices of their own mothers
directing them to forget “the seven sis-
ter publications” and recommend The
Ladies Home Journal “to everybody
who wants to reach young women.”
The real mother of this campaign is
Joy Golden, president of Joy Radio,
who took off in her typical style from
an idea supplied by TBWA Advertis-
ing, New York’s co-creative director
Arnie Arlow. Twelve 60-second spots
directed at sons and daughters of these
not-quite-authentic mothers—and
their peers in other agencies—were cre-
ated to run in New York, Chicago, Los
Angeles and San Francisco. The spots
were cast with regional voices covering
various ethnicities and were recorded
at 12 East Recording by Rich Peterson.

Festival dates set

The International Advertising Film
Festival- at Cannes, to enter its 34th
year June 15-20, has set February 28 as
its deadline for entry forms. Films
must be received no later than March
24 on 35mm or one-inch tape (PAL).
Submitted commercials must have
been produced since March, 1986.

The U.S. has taken the Grand Prix
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world’s largest bank of image solutions
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DARINO FILMS
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three years in a row. Last year, the U.S.
won more gold, silver and bronze Lions
for TV and cinema commercials than
any other country. The festival is spon-
sored by Screen Advertising World As-
sociation.

Screenvision Cinema Network, U.S.
member of SAWA, is coordinating ac-
tivities in the U.S. from its headquar-
ters: 275 Madison Avenue, New York,
NY 10016, (212) 818-0180.

Ad-ing it all up

Can commercials help teach math
skills? The ones on Square One TV
propose to do just that. The commer-
cials on the new show premiering on
most public broadcasting stations are
actually parodies of familiar spots,
worked into a program using fast pac-
ing and humor to enhance math skills
of eight-to-12-year-olds.

Thirteen commercials were written
for the series by Martha Holmes, veter-
an of 20 years of commercials writing
and directing, now of Martha Holmes
Enterprises. Her own Diet Pepsi cam-
paign, which she created while a senior
vice president and associate creative
director at BBDO, was not exempted
from the spoof list. The tightly framed
shots, heavy on body language and ges-
tures that were characteristic of that
campaign, are used to eavesdrop on a
teenage boy and girl, adding up how
much change the boy has left after

dropping a quarter down a storm drain.

HALF PRICE! §

3/4” tape as low a3 $4.99
17 & 2” tape only $25.00

WE ALSO BUY USED 1” TAPE
Call Today — 800-238-4300

CARPEL VIDEO INC

BLANK VIDEO TAPE |
APE

Satellite Distribution
Standards Conversions

% superior quality and service

* most competitive prices nationwide

Carpel Video Inc.
429 E. Patrick St., Frederick, MD
Phone: 1-800-238-4300

% economical shipping costs

GJM ASSOCIATES, INC.
279 E. Liberty Plaza, Ann Arbor, Ml 48104
Phone: (313) 663-1615

ms Intl Video, Ltd.

®Duplication
All Farmats, All Standards
UP TO 3000 COPIES A DAY

o Digital Standards Conversion
PAL-SECAM - NTSC

‘®Production—Post Production
New Betacam ta 1" Suite with DVE

A.N.S. INTERNATIONAL VIDEO
396 Fifth Avenue NY 10018
Phone: (212) 736-1007

VHS DUB DISCOUNTS

WITH COMMERCIAL 3M TAPE & BOX!

1-25 26-100 101-500 501 UP
T10 $ 950 $ 7.50 $5.75 $5.25
T20 10.50 8.50 6.75 5.75
T30 11.50 9.50 7.75 6.50
T60 14.50 11.50 9.25 7.50

Aad $1.00 for HY-GRADE Tape. FREE with ORDER .
VHS TV SET-UP & ALIGNMENT TAPE!

ANIMATED » 1600 BROADWAY » NY 10019 (212) 265-2942

Animated Video Inc.
1600 Broadway, NY 10019
Phone: {(212) 265-2942
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TELEVISION VIDEOTAPE
SATELUTE COMMUNICATIONS

(412) 928-4700 / (800) 245-4463
25 YYears of Videotape (all tormats)
Duplication, Standards Conversion, Satellite
Uplink and Space Segment Service to
Broadcasting and Industry.

TVSC/GROUP W PRODUCTIONS
310 Parkway View Dr., Pittsburgh, PA 15205
Phone: 1-800-245-4463

DIGITAL CONVERSION

NTSC/PAL/SECAM

95~ ot

2-HOUR MINIMUM

BROADCAST QUALITY

ALL WORK GUARANTEED

FULLY INSURED*SHIP ANYWHERE

VIDEO CENTRAL INC.
225 West 36th Street, NY 10018
(212) 947-6960

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

Our unique
digital process
of converting
to & from the
three world . /

video standards NTSC o
SECAM PAL M
® "
DEVLIN PRODUCTIONS INC.
150 West 55th Street NY 10019
Phone: (212) 582-5572
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e
'Wall Street Report

-

Merger, restructurlng
- activity eyed in terms
of debt implications

Broadcast companies that have been active in merg:
ers and restructuring face a major strategic deci-
sion—“whether to restore balance sheets or to take
advantage of attractive takeover opportunities or im-
plement share repurchase programs to stimulate net-
per-share growth.” This is a conclusion of James C.

[ Goss, analyst at Duff & Phelps, Chicago-based finan.

cial analysis and consulting firm.

“Recently, multiples of cash flow that purchasers
have been willing to pay for properties seemed to
have leveled off,” Goss reports in a recent edition of
his company’s Credit Decisions. “The leveling would
reflect the previous rapid escalation of prices and the
reduced rate of advertising revenue increase that
could slow cash flow comparisons.

“Our expectation is that property transactions will
continue to be an important element in valuing me-
dia securities. In addition to asset values, fundamen- ’
tal prospects continue to be important. Advertising
dependent media companies are undergoing an ad-
justment from the excesses of the early 1980s. His-
torically, advertising revenues have grown at a rate
about twice that of the increases in the Consumer
Price Index. |

“In 1983-84, the relationship widened as double |
digit ad revenue gains continued despite a dramatic
slowing in general inflation. However, evidence sug-
gests ad rates tend to reflect the changes in the CP1
with a lag. Thus, the recent slowing in ad revenue
gains should come as no surprise.” Goss alludes to
the move of some companies toward cost contain- |
ment in face of the inability to increase advertising
rates but notes that progress has been slower than ex-
pected.

Effects of new tax bill |

Media companies should be among the prime benefi-
ciaries of tax reform, according to the Duff & Phelps
analysis. It notes, “The reduced corporate rate should
have a positive impact since most companies have

been full-rate taxpayers. We estimate 1987 earnings

will be increased, on average, by about 10 per cent by |

Fixed Obligation Ratlo
Company 1984 1986E
CBS 20% 52%
Capital Cities/ABC 23 51
Time Inc. 28 52
Times Mirror 40 43

the first phase of the new tax bill, although we recog-
nize that some of this gain could be ‘spent,’ so to
speak, in terms of smaller price increases of various
sorts in an effort to increase market share.”

Goss notes, “As companies have bought and sold
properties, repurchased common stock and taken
other restructuring moves (such as attacking cost
structures), one objective has been to position them-
selves for above-average future earnings growth. As is
frequently the case, however, what may be advanta-
geous to an equity investor can come at the expense
of a fixed income investor (and vice-versa of course).

“Fixed income revaluations have been necessary.
Increased leverage, reduced coverage and a deteriora-
tion in liquidity have occurred. More than a year ago,
we lowered our ratings on CBS and Capital Cities/
ABC, and we twice reduced our rating of Time during

Duff & Phelps analysis of major media conipanies

Fixed Charge Coverage
1987E 1984 1986E 196/E
47 % 6.9X 2.8X 3.4X
46 10.4 2.8 3.4
53 6.1 6.1 o8
36 6.1 6.1 4.9

1986. The question now is whether more deteriora-
tion and downgrades are in store or whether the
trend to lower credit quality has run its course. Obvi-
ously, it is impossible to foretell if one or another
company will make a debt-financed acquisition so
sizable that it forces reconsideration of our ratings.”
Goss observes that cash flow trends in these compa-
nies are strong despite disappointing results and that
capital requirements are relatively limited. He adds,
“This combination enables media companies to re-
store balance sheets in fairly short order. The ques-
tion is, thus, largely one of strategy.

“Should attractive takeover opportunities continue
to present themselves, will balance sheet consider-
ations continue to take a back seat? Or will share re-
purchase programs be the offset to prevent balance
sheet improvement—but stimulate net per share
growth?”

Discussing Duff & Phelps’ debt ratings of media
companies, Goss explains it considers a company to
have considerable financial flexibility if five-year
forecasts show that all debt could be repaid over that
period of time. He adds, though, “In most cases,
much of the debt will not be reduced, even if this is
possible. Where the dust settles is a function of man-
agement’s strategy with regard to acquisitions and
internal growth.”

The most recent changes in Duff & Phelps’ ratings
of large media companies have been downward, but
Goss elaborates, “Even so, ratings are generally quite
high relative to many other industries. What stands
out is the sizable increase in leverage. The key to our
ratings, of course, is the strong cash flow characteris-
tic. This provides management with the flexibility to
change course as necessary. Our assumption is that
protection measures will improve in 1987.”

84
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AT CEATHE BIG.

Left to right:

Diane Healey Linen, Sr Vice President, Broadcast Services
Richard N. Savage, S Vice President. Broadcast Services
Kent M. Phillips, Sr Vice President & Managing Director
Glenn Serafin, Director, Radio Broadcast Services

Dennis R. Eckhout, Senior Broadcast Analyst

PICTURE BEGINS HERE.

With people. People who
have worked all or most of
their professional careers in
broadcasting. Who under-
stand the complexity of
your business and share the
concerns of broadcasters.

Communications Equity
Associates has brought
together the right people to
provide a comprehensive
range of services. Together
they form the single source
for broadcasting, invest-
ment banking, brokerage
and financial transactions.

From acquisitions,
divestitures and mergers to
locating equity investors.

From arranging senior and
subordinated debt and lev-
eraged buyouts, to accurate
appraisals. CEAs team
brings firsthand experience
to their analysis of every
situation, applying a
creative approach to each
transaction.

Our professionals work
with you, not only for the
successful completion of
an individual transaction,
but for the successful
continuation of a strong
broadcasting system. Their
personal experience makes
CEA the only single source
that provides complete

WWW americanradiohistorv com

financial services for broad-
casters, from broadcasters.
And that makes a big dif-
ference in the big picture.

1133 20th St., N.W,, Suite 260
Washington, DC 20036
202/778-1400

CEA is amember of the National Association of
Securities Dealers, Inc., and all its professional
associates are licensed by the NASD.

&

COMMUNICATIONS
EQUITY
ASSOCIATES

Investment Banking, Financial and
Brokerage Services
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. Station shares (from page 45)
Mon—Sun, M—F M—F Mon—Sun M-F
Slgn—on/slgn—oﬂ 4—7 30 p ,V:'_ 11: 30Mp SM/SW-O" ‘—7 30 A5
N'B6 MIBEEDE N85 25054 25754 2554 25754 . N'86 M 86 F'06 N85 25.54 26-54 26.54 2554

aneapolls-St Paul (15) Hartford-New Ilaven (23)

wccorvic 28 27 27 28 27 28 23 WINHTV/A - 28 22 28 20 2 29
KSTP-TV/A 21 21 22 20 28 18 23 28 WFSB-TV/C 22, 22 23 24 24 24 32 24
KARE/N 18 18 18 19 17 27 31 26 by 1812 T 9 B SR
KMSP-TV/1 12 13 14 83 11 9 3 3 WTXX-TV/) 4 4 5 8 e
KITN/I 4 5 4 5 6 9 3 3 WTIC-TV/] 4 4 4 3 4 5 5 5
KTMA-TV/I 2 - = = = =~ — 3

Indlanapolis (24)

i ; WISH-TV 23 23 24 20 26 19
Seattle-Tacoma (16) WTHR/IN . 71, o1 2 N AN 28 24
KING-TV/N 25 23 23 25 24 18 29 31 WRTV/A 19 21 19 22 16 20 17 29
KOMO-TV/A 21 21 22 22 20 18 18 19 WTTV/I 9 7 10 9 12 10 4 5
KIRO-TV/C 21 19 20 21 20 18 24 13 WXIN/I 6 5 7 6 4 5 9 5

| KSTW-TV/i 8 10 10 10 8 9 6 6
i KCPQ-TV/I 7 7 6 7 8 9 12 6
| krzz-Tva 3 3 3 2 4 5 — 6 San Dlego (25)
* KVOS-TV/C 2 — 2 2 4 5 — = KFMB-TV/C 25 23 24 29 29 26 19
et 12 Bt e KGTV/A 21 20 20 20 25 29 32 AN
) —— KCST-TV/N 18 20 17 19 11 8 16 19
; XETV/I 6 7 6 6 7 4 1 8
| Tampa-St. Petershurg (17) 0 o4 A R T
WTVT/C 27 27 28 29 30 24 32 23
| WXFL/N 22 21 21 22 22 20 16 15 | Portland, OR (26)
| wrsetwa 21 23 23 23 19 28 24 3 | KOIN-TV/C 24 25 24 25 27 27 26 20
) gl SR Sl Z6S, N i i KGW-TV/N 21 20 21 21 20 15 21 20
L _WETS/ ENORNES=Cha L 15Ty =8 IS KATU/A 19 20 20 21 17 19 26 27
b KPTV/I 12 12 12 12 13 12 16 13
KPDX-TV/I 6 5 5 4 7. 4 5 7
St. Louis (18)
KSDK/N Sl A A S R AER kR ;
o 25 22 23 23 25 25 24 22 Orlando-Daytona Beach-Melboure (27)
KTVI/A 18 19 19 21 17 19 24 27 WFTV/A 26 25 25 25 24 27 25 32
KPLR-TV/I 10 10 10 N 8 13 7 8 WESH-TV/N 26 23 25 25 24 19 25 24
_KDNL-TV/I Gt 4 Sah 4 6 5 5 WCPX-TV/C 22 21 22 24 24 23 21 20
= - WOFL/I 8 8 9 9 7 8 13 12
. WMOD/I 2 3 3 3 3 4 = =
Denver (19) : = E
I KCNC-TV/N 29 26 25 28 26 25 29 29
| KkusaTviA 24 23 23 233 21 19 32 35 Cincinnati (28)
; WLWT/N 25 23 23 16 18 29 28
KMGH-TV/C LLZ | 78T 17 17 6 13 12 9 5
: WIKRC-TV/A 22 o3¢ 29 $o2 o4 R o7 = o0k BT
KWGN-TV/I 10 10 11 10 11 6 12 12 =
I‘ KDVR-TV/l 5 5 6 5 5 6 3 3 WCPQ—W/C 21 22 22 25 20 18 21 19
= . - - WXIX-TV/I 100 9 12 Lilteg 12 A on N
Wi/ e e L) 2 — 5 — —
Sacramento-Stockton (20)
KCRATVN 26 25 27 27 25 28 28 33 Kansas Clty (29)
KXTV/C SOMTa 7O MO0 L BTARNI 2|« (1700 e 3 S LT o 25 25 27 25 30 21
| Kovr/a 18 19 19 19 14 24 17 13 Qo Tl s e e 5
| KTXLA 8 9 9 9 11 8 11 7 KMBC-TV/A 22 25 22 24 23 25 23 29
| kRBK-TV/I (] s Vbl e bl ) ) 8 6 7 KSHB-TV/ 8l  8i ik SRS 9l N3 8 5
7 KZKC-TV/I ey e R A e L B
Baltimore (21 /=
: @1) oy i Milwaukee (30)
WJZ-TV/A 25 27 28 27 35 33 41 44 e ~ q ;] 5 3
WTM-TV/N 26 27 26 26 24 27 28 28
WMAR-TV/N 25 23 22 22 23 24 21 16 : A a
WITITV/C 23 19 19 k23 w248 TS0 O BN
WBAL-TV/C 24 25 24 27 19 19 21 20 I
; WISN-TV/A 19 21 22 20 19 20 21 26
WBFF/I 5 4 5 6 4 5 3 - - % e
e ol 2l N o A 5 B4l wWVTV/I 8 10 “10oley 8 7 2 3
— — o — - —— weevik 8 7T 7 7 5 7 OS]
I
Phoenix (22) 1 5 Nashville (31) :
KTSP-TV/C 27 23 26 27 30 29 26 24 WSMV/N 32 31 31 37 30 33 32
KPNX-TV/N: 220R20 S0 BN DR 2 0 SRR BRSOl o WTVF/C 25 23 24,25 4 2220 20030804
KTVK/A 18 19 16 17 15 12 18 18 WIKRN-TV/A 19 19 18 20 19 20 15 21
( KPHO-TV/I 13 13 14 15 20 18 18 18 WZTV/| 5 7 6 7 4 5 9 12
| KNXV=TV/E 5 15 SN Y6, 5 6 6 6 ! wcaw 34 2NN 4 5 3 3
KUTP/I 3 3 2 — - 6 — 3 }I |
IKTVW-V/I D — e =i = gy 1 (continued on page 88)
86
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Top 5 affiliates in top 100 markets, by network—total day

By ADI homes share

ABC

* Augusta WJBF

* Birmingham 'WBRC-TV
°* Baton Rouge WBRZ

Wilkes Barre-Scran. WNEP-TV

Buffalo WKBW-TV
Cleveland WEWS

35
33
30
29

28
28

CBS
Sioux Falls-Mitch.  KELO-Tv
* Burlington-
Plattsburgh WCAX-TV
* Jacksonville WJIXT
* Knoxville WBIR-TV
Paducah-C. Gir.-
Harrisb.-Mar. KFVS-TV

40

36
35
34

34

NBC

* Bristol-Kingsprt-
Johnson City

* Columbia, S.C.
* Springfield, Mo.

Charleston-Hunt.
Nashvitle

Top 5 affiliates in top 100 markets, by network—early fringe

By ADI homes share

ABC

* Augusta WJIBF

* Birmingham WBRC-TV
Buffalo WKBW-TV
Cleveland WEWS

Wilkes Brre.-Scran. WNEP-TV

41
35

34
34
34

CBS
* Jacksonville WJIXT
* Knoxville WBIR-TV

Sioux Falls-Mitch.  KELO-TV

¢ Burlington-
Plattsburg WCAX-TV
New Orleans WWL-TV

42

41
41

40
40

NBC

* Bristol-Kingsport-
Johnson City

* Columbia, S.C.
Nashville
* Springfield, Mo.

Dvnprt-R.I.-Moline
* Flint-Saginaw-
Bay City

Top 5 affiliates in top 100 markets, by network—Ilate news

By ADI homes share

ABC

Wilkes Barre-Scran. wNEP-TV

Albuquerque KOAT-TV
* Baton Rouge WBRZ
* Augusta WJBF
Baltimore WJZ-TV
Buffalo WKBW-TV

Source: Arbitron, November, 1986. * Intermixed market.

48

47
45

41
41
41

CBS
Sioux Falls-Mitch.  KELO-TV
* Dayton WHIO-TV
LncIn-Hstngs-Krny  KOLN
San Antonio KENS-TV
* Waco-Temple KWTX-TV

57

44
44
44
44

NBC

* Springfield, Mo.
* Columbia, S.C.
* Birmingham

* Bristol-Kingsport-
Johnson City

Cedar Rapids-
Waterloo

wCYB-TV

WIS-TV

KYTV

WSAZ-TV
WSMV

WCYB-TV

WIS-TV

WSMV

KYTV

wOC-TvV

WNEM-TV

KYTV

WIS-TV

WVTM

WCYB-TV

KWWL

40
39
36

32
32

43
41
38
36
35

35

50
46
43

42

39
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Mon-Sun, MF M—F
Sign-on/sign-off 4-7.30 p 19-11:30 ¢ S
Households | A [ w
N'B86 M85 F'86 N'85 25-54 25-54 25-54 2554 M 5 N'85 28-54 25-54 2
Charlotte (32) Providence (42)
wBTV/C 33 34 33 33 33 33 41 36 WJAR/N 26 25 27 26 22 38 30
wSOC-TV/A 26 26 26 26 30 30 32 36 WPRITV/A 21 22 20 20 19 22 14 15
WPCQ-TV/N 9 9 10 8 3 4 5 5 WLULNE 15 14 16 16 15 13 14 10
wWCCB/I 8 g 7 8 13 11 5 5 WNAC-TV/1 2 2 2 2 S S
New Orleans (33) Birmingham (43)
WWL-TV/C 33 34 34 41 42 36 33 WBRC-TV/A 33 33 33 33 36 33 33 37
WDSU-TV/N 22 22 22 22 15 16 16 14 [ wvrmin 29 25 28 29 36 33 44 40
WVUE/A 177 17 16 17 15 16 24 28 WBMG/C 8 10 9 10 4 5 3
WGNO-TV/1 g8 9 9 7 N 1 71 1 | wron 7 8 10 9 4 5 5 3
WNOL-TV/I 5 5 5 5 4 5 7 5 | " wJsuTviC 3 3 3
| WNAL-TV/I 2 4 4 3 3 |
" Located in Anniston
Columbus, OH (34)
WBNS-TV/C 30 30 30 28 31 30 32 26
WOMHTV/N 25 23 24 25 19 25 32 29 San Antonio (44)
WTVN-TV/A 21 20 20 21 19 15 16 23 KENS-TV/C 29 29 30 26 3 46 44
WTTE/I 7 6 7 7 12 10 6 6 KSAT-TV/A 23 20 20 23 22 19 23 27
KMOL-TV/N 20 18 19 19 17 19 13 12
KRRT/! 7 6 6 4 9 8 6 5
Raleigh- Durham (35) KWEX-TV/1 5 7 6 5 9 6 2 2
WRAL-TV/C 30 32 31 32 36 32
A 2; 23 20 3y 28298 Harrisburg-York-Lancaster-Lebanon (45)
WLEL-TV/I 5 5 5 5 7 4 5 4 WGAL-TV/N 31 33 30 31 26 28
WKET/I 2 3 4 . - WHTM/A 16 16 16 16 22 17 25 33
WHP-TV/C 14 12 13 13 13 11 5 8
WPMT/I 5 3 6 6 4 6 5 6 |
Buffalo (36) WLYH-TV/C 4 5 5 5 4 — —
WKBW-TV/A 28 28 28 26 37 32 41 41
WIVB-TV/C 24 24 24 26 22 18 28 24
WGRZTV/N 24 21 20 23 19 23 19 17 Norfolk-Portsmouth-Newport News-
WUTV/I 5 5 5 6 7 5 3 3 Hampton (46)
’ WVEC-TV/A 25 22 23 30 29 21 30
WTKR-TV/C 24 25 26 26 23 21 18 17
Oklahoma City (37) WAVY-TW/N 23 21 22 23 23 25 32 30
KWTV/C 25 25 25 29 28 25 WYAH/I 5 6 7 7 3 4 4 =4
KTVY/N 24 23 23 24 21 18 26 23 WTVZ/I 5 4 5 7 7 4 4 4
KOCO-TV/A 20 20 19 20 21 18 24 27
KOKH-TV/I 6 6 6 5 8 12 4 5
KGMC/1 5 5 6 5 4 6 4 5 Charleston-Huntington (47)
KAUT/I 4 4 4 3 4 6 7 5 WSAZ-TV/N 32 32 31 32 32 29 31
WCHS-TV/A 17 16 17 19 18 18 17 19
- - . WOWK-TV/C 16 16 17 16 21 14 17 12
Greenville-Spartanburg-Asheville (38) WVAH-TV/1 8 8 8 8 7 9 8 8
WYFF-TV/N 31 28 30 30 33 31 32 28
WSPA-TV/C 25 24 25 26 24 23 28 24
WLOS/A 19 21 19 21 18 19 16 28 Dayton (48)
WHNS-TV/I 7 8 8 8 6 8 8 8 WHIO-TV/C 32 31 31 32 31 40 46 43
WDTN/A 17 18 18 17 19 20 15 22
. WKEF/N 17 15 15 16 19 10 12 13
Memphls (39) WRGT-TV/I 5 5 6 6 8 5 4 4
WMC-TV/N 28 27 26 27 24 29 24 21
WREG-TV/C 25 26 27 25 28 24 29 28 e
WHBQ-TV/A 18 19 16 18 17 14 26 26 Louisville (49)
W i 6 6 6 6 3 10 2 5 WAVE-TV/N 31 29 29 30 30 27 27 30
WMKW/I 4 3 5 4 7 5 5. 2 WHAS-TV/C 27 30 31 29 33 32 42 33
= WLKY-TV/A 16 16 15 15 15 14 12 19 1
WDRB-TV/ 7 i 8 9 7. 9 8 4 |
Grand Raplds-KaIamazoo-BattIe Creek (40)
worv/N Greensboro-Winston Salem-ngh Pomt (50)
WWMT/C 22 20 20 22 19 17 13 10 WEMY-TV/C 31 29
WZZM-TV/A 18 20 18 18 27 28 26 30 e 21 29 21 21 21 17 17 14
il A A A - - waHp-Tv/A 21 20 20 20 25 25 22 32
WUHQ-TV/A 5 6 6 5 4 6 9 15 TN 5 5 5 6 7 4 4 5
° Located in Battle Croek WGGT/I 4 4 4 4 4 4 — o
Salt Lake City (4 1) Albany- Schenectady-Troy (51)
KUTV/N 27 25 26 30 23 33 33 WRGB/C 27 26 31 30 27 16
KSL-TV/C 26 23 26 27 30 38 38 33 WNYT/N 24 24 23 24 19 17 23 24
KTVX/A 23 24 23 22 20 23 14 16 WTEN/A 20 22 23 283 23 26 23 28
KSTU/I 9 8 9 9 5 8 5 5 WXXA-TV/I 7 7 7 6 4 4 9 8
88 Television/Radio Age, February 16, 1987
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Mon-Sun,
Sign-on/sign-off
Households

M—F
4- 7:30 P,

w
N ‘86 M'86 F'86 N85 25—54 25 54 25-54 25—54

M—F

= 1130}3

Mon—Sun,
Sign-on/sign-off
Households

4 730p

11-11:30 p
w M
N'86 M'86 F'86 N'85 25 54 25 54 25-54 25-54

Tulsa (52) Shreveport=Texarkana (62)
KTUL-TV/A 25 26 26 27 25 28 27 30 KSLA-TV/C 28 26 17 33 28
KOTV/C 25 24 23 25 25 22 30 28 KTBS-TV/A 27 24 24 26 35. 33 28 33
KJRH/N 22 21 21 20 20 22 27 28 KTAL-TV/N 21 19 19 17 23 22 18 13
KOKI/TV/I 6 7 8 9 5 6 5 2 KMSS-TV/I 4 3 5 3 8 6 3 3
Little Rock (53) Fresno-Visalia (63)
KATV/A 25 24 27 25 24 32 32 KFSN-TV/A 22 19 26 28 27 27
KARK-TV/N 25 25 27 26 21 29 24 26 KJEO/C 20 18 20 20 13 14 27 18
KTHV/C 22 22 22 20 21 18 19 23 KSEE/N 18 19 18 19 13 10 13 18
KLATA 6 9 7 9 8 6 8 6 KMPH-TV/I 14 17 18 18 23 21 7 9
KITM-TV/I D = - 3 3 KFTV/I 5 5 4 3 3 7 — —
KAILA 2 2 3 8 — — — —
West Palm Beach- F t Pierce-Vero Beach (54) Toledo (64)
e . B S B 0 2 wroTv/c 30 28 29 31 35 38 33 33
L 2  te 1o o1 7 WTVGIN 26 27 25 25 23 24 30 29
i g a4 <+ s m 12 B 8 WNWO-TV/A 14 16 14 16 12 10 7 17
WEEX 6 6 6 > 7 8 8 8 WUPW/I 6 5 6 5 4 5 10 4
Mobile-Pensacola (55) Albuquerque (65)
WKRG-TV/C 28 25 AN 3t 25 22 24 21 KOAT-TV/A 27 26 28 37 38 46 49
WALA-TV/N 24 22 2v 22 29 3 30 26 KOB-TV/N 24 22 23 23 21 25 26 23
WEAR-TV/A 19 21 21 22 21 17 22 21 KGGM-TV/C 18 17 17 19 11 6 6 6
WPMI/ > 6 6 7 7 9 8 6 KGSW-TV/I 5 5 6 6 5 6 3 3
WJTC/) 2 2 2 2 4 = B  — KNMZ-TV/) 3 4 4 3 5 6 — —
Flint- Saglnaw-Bay City (56) Des Moines (66)
WNEM-TV/N 31 3t 31 32 38 36 35 KCCITV/C 31 30 31 29 20 36 29
WJIRT-TV/A 26 25 23 22 29 24 28 30 WHO-TV/N 25 26 24 24 19 27 31 32
WEYI-TV/C 1Al 11 11 13 4 5 16 15 WOI-TV/A 18 20 21 20 24 27 14 18
WSMH/I 5 4 5 4 7 5 5 KDSM-TV/I 7 6 6 7 10 7 7 5
Jacksonvnlle (57) Syracuse (67) ‘
WJXT/C 35 34 45 39 42 39 WTVH/C 27 25 26 25 31 30 33 29
WTLV/A 17 18 17 18 16 17 17 22 WSTM/N 23 24 25 25 15 17 29 33
WJIKS/N 15 17 15 16 13 13 13 9 WIXT/A 21 21 19 22 27 26 19 24
WAWS-TV/I 8 7 9 7 6 4 8 4
oL~ c e S e e B ) Green Bay- Appleton (68)
WBAY-TV/C 19 20 31 28
Wichita-Hutchinson (58) o 34 gg 3:2’ g; q 2 5 &
KWCHTV/C 27 25 25 27 20 21 32 27 R % a8 T [ E
KSNW/N 24 22 24 24 20 21 23 24 s oy 4 4 =
KAKE-TV/A g 21 79 22 30 21 25 29 WXGZTV A .
KSAS-TV/I 5 5 4 4 5 - 5 5
- Omaha (69)
- KMTV/C 21 22 23 1 29 26 22
Wilkes Barre-Scranton (59) KETV/A 22 24 25 26 21 21 24 24
WNEP-TV/A 29 32 33 32 39 42 43 48 WOWT/N 21 24 27 30 16 14 29 29
WBRE-TV/N P20 W22 2\ 22 14 15 18 15 KPTM/I 12 g =& = 16 14 12 10
WYOUrc 19 1% 16 17 18 15 7 7 : =
WOLF-TV/I 3 3 3 8 4 4 7 4
: Rochester (70)
3 WOKR/A 27 26 25 24 36 26 32 36
Richmond (60) WHEC-TV/C 26 25 24 26 28 32 32 32
WTVR-TV/C 33 32 33 34 32 29 30 24 WROC-TV/N 20 18 18 21 12 16 14 14
WWBT/N 21 2240 20% | 22 21 24 30 24 WUHF /1 7 9 10 8 8 5 9 5
WXEX-TV/A 21 21 20 20 25 24 22 29
WRLH-TV/I 4 6 7 5 4 5 4 10
e o SRS S S Roanoke-Lynchburg (7 l)
WDBJ/C 37 33 42 29
WSLS-TV/N 23 23 23 24 17 17 21 18
Knoxyville (61) WSET-TV/A 19 9 19 21 23 25 21 29
WBIR-TV/C 33 33 33 41 g 40 43 WJPR/I PN 2 = 3 4 - e
WATE-TV/A 2 1 28l -o3M 25l 2tk . 25 24 29
e LT R A Austin, TX (72)
KTBC-TV/C 29 26 28 24 29 31 23
Copyright 1987 by TELEVISION/RADIO AGE i;/\\}ls;LV/A i; f; i ; ?g ?; 2? g: :1;{83
Reproduction in any form prohibited with-
out permission of TELEVISION/RADIO AGE SEse 12 9 1 1 24 7 8 8
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Mon—Sun, M F AR AN-F

Sign-on/sign-off 4-7:30 p 11-1 ) p 30 p
Household: M M A
N'86 M'86 F'86 N'85 25-54 25-54 25-54 25-54 V86 M'86 F'86 N'85 25-54 25-54 25-54 28-84

Lexington (73) Spokane (78)
WKYT-TV/C 26 26 27 25 29 32 33 33 KHQ-TV/N 28 26 28 31 27 27 31
WLEX-TV/N 2388 25 20 25 18 18 19 19 KREM-TV/C 24 21 24 24 22 20 27 25
WTVQ-TV/A 17 18 17 18 14 14 14 14 KXLY-TV/A 20 25 21 22 19 20 20 13
WOKY-TV/I 4 3 4 5 5 KAYU-TV/I 5 4 4 4 8 7 7 6
C WYMT-TV/C 2 4 5 5 ] KSKN/ 2 2 2 2 3

* Located In Hazard, Ky.

Portland-Poland Spring (79)

WCSH-TV/N 29 28 271 27 30 28 31 29

Davenport-Rock Island-Moline: waETv/c | F28] 23 fog nadl et o MR e
E WMTW-TV/A 16 17 17 18 15 16 13 21

Quad C|ty (74) WPXT/| 3 4 4

WOC-TV/N 31 30 29 30 41 29 38 35

WHBF-TV/C 22 19 21 23 23 24 13 9 |

WQAD-TV/A 20 20 19 19 9 18 25 32 Chattanooga (80)

KLJB-TV/I 4 S5 5 5 5 6 5 3 WRCB-TV/N 28 25 26 32 31 23 15
WTVC/A 25 25 25 27 32 31 41 45
WDEF-TV/C 21 19 23 24 13 15 18 10
WDSKTV/I 4 4 5 4 3 4 5 3

Cedar Rapids-Waterloo-Dubuque (75)
KWWL/N gg gg 31 27 33 31 43 Tucson (81)

KGAN/C 24 25 22 15 25 19
- 25 22 25 24 26 19 39 32
KCReTviA B TR 8w o x# . u W Ko 23 21 22 24 6 19 13 12
KGUN-TV/I 23 22 20 21 26 25 26 29
_Located in Dubuque KMSB-TV/I 6 6 6 S5 5 6 6 3
KDTU-TVA 4 4 3 4 5 6 3 3
KPOL/ — 2 2 3 - -
The nl’.tml.)er Of Lndep endents Bristol-Kingsport-Johnson
with viewing recorded by City: Tri-Cities (82)
Arbitron was up 5.4 per cent o 23 34 3% 24 18 2 21 %
in the top 50 markets, but up weron 3 3 5 2 3 4 5 -
15.5 per cent in all markets SpringfieldMO'E3)
1 ’
from November 85 to Kewm 3 37 36 37 41 35 50 53
N 27 28 26 26 23 24 24 21
November ’86. The total st s 7 8 8 9 6 & 3
. . | KSPR/A 8 7 7 8 5 6 5 9
number of indies was up
94 per cent in the top 50 South Bend-Elkhart (84)
wSBT-TV/C 24 24 26 28 26 26 19 21
markets but up 15.7 per WNDU-TV/N 24 25 26 25 26 32 38 26
. . WSJV/A 20 19 18 20 19 11 14 26
cent in all markets during waveTvi 3 2 2 2 4 5 — —
the 12-month span. Jackson, MS (85
- WLBT/N 32 31 32 36 39 35 37
WJTV/C 26 26 27 28 29 22 25 18
WAPT/A 14 12 12 14 1 11 13 21
Springfield-Decatur-Champaign (76) WDBD/! 8 7 8 7 7 6 8 5
WCIA/C 28 24 26 28 27 31 30
TUM R EL E RN E | ohostownAtoona 86)
WRSP-TV/I 4 3 3 4. 9 6 5 3 WJAC-TV/N 28 30 29 31 24 25 33 32
WTALTV/C 25 26 25 26 34 29 33 25
WWCP-TV/I 2 - - — 3 4 3 —
Padt_lcah-Cape Girardeau-Harrisburg- " Youngstown (87)
Marion (77) WKBN-TV/C 25 29 31 25 25 32 26
KEVS-Tv/C 34 29 31 33 35 37 42 39 WEMITV/N 23 24 22 23 18 13 18 19
WPSD-TV/N 27 28 28 28 30 32 29 28 WYTV/A 19 21 20 20 18 21 18 29
WSIL-TV/A 10 11 11 12 9 5 11 11 ’
KBS/ 5 5 5. 5 _4 5 3 6 Columbia, SC (88)
Copyright 1987 by TELEVISION/RADIO AGE wis-Tvn 39 40 44 39 46 43 43 39
Reproduction in any form prohibited with- WLTX/C 20 19 20 20 21 22 32 19

out permission of TELEVISION/RADIO AGE WOLO-TV/A 15 16 15 17 11 13 14 19
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—— w—— - onm— el ES— T il ———

Mor M—F M. Mor Y. M—F
Sign-on/« off 4—-7:30 p 11—1 0o 4-7:30 p 11-11:30 p
ouset M S M
| N'86 M'86 F'86 N'85 25-54 25-54 25-54 25-54 N'86 M'86 F'86 N 4 25-54 25-54 25-5
Huntsville-Decatur-Florence (89) Las Vegas (94
WHNT-TV/C 24 26 26 28 22 17 20 15 | KVBC/N 29 28 25 28 26 22 36 35
WAFF /N 22 20 19 18 26 28 20 18 KLAS-TV/C 24 22 24 24 29 22 36 35
WAAY-TV/A 19 24 23 23 17 22 29 35 KTNV/A 20 20 20 19 17 25 16 15
wzZDX/I i 6 7 7 4 6 9 9 KVVU-TV/i 15 14 16 17 17 19 4 5
WOWL-TV/N ¢ 3 3 4 4 KRLR/I 4 4 5 3 3 3
' Evansville (90) Waco-Temple (95)
WTVW/A 23 27 24 25 22 19 19 17 KWTX-TV/C 31 28 29 30 28 26 37 38
WEHT/C 23 22 24 24 26 31 26 23 KCEN-TV/N 20 19 18 21 16 16 21 16
WFIE-TV/N 22 21 23 24 22 25 26 30 KXXV/A 13 10 10 9 20 16 13 14
WEVV/i 7 6 6 7 9 6 6 7
el ' Greenville-New Bern-Washington (96)
WNCT-TV/C 29 29 31 30 23 21 22 23
Baton-Rouge (91) WITN-TV/N 23 22 22 20 23 17 17 9
WAFB-TV/C 30 3t 30 3t 34 24 38 25 WCTI/A 21 22 19 22 29 33 26 27
WBRZ/A 30 30 27 33 28 33 43 53
WRBT/N 15 18 19 17 7 5 5 6 Ft. Wayne (97)

. . WANE-TV/C 26 22 24 24 25 22 27 16
Lincoln-Hastings-Kearney (92) WPTA/A 25 24 23 23 29 28 41 42
KOLN/C 32 29 29 32 35 27 37 36 WKJG-TV/N 19 18 18 18 13 1 14 16
KHGI/TV-A 13 13 13 13 12 9 11 15 WFFT-TV/I 12 11 13 13 17 22 9 5
KHAS-TV/N 9 9 8 9 6 9 6 8
Kear VA .t 3 ¢ - Sioux Falls-Mitchell (98)

" KELO-TV/C 40 41 38 42 44 42 59 46
Burlington-Plattsburgh (93) | ksevotvia 24 24 17 17 28 25 21 29
WCAX-TV/C 36 34 35 39 38 38 31 38 KDLT/N 14 13 13 13 6 8 5 10
WPTZ/N 20 24 22 21 19 19 25 19 i
WVNY/A 7 8 8 8 4 5 6 13 Copyright 1987 by TELEVISION RADIO AGE
" WNNE-TV/N 3 2 3 3 4 5 Reproduction in any form prohibited with-
Iocated in Hartford, VT-Hanover, NH out permission of TELEVISION/RADIO AGE

#6 Nationwide / Sign On to Sign Off
#3 Nationwide / 4-7:30pm .2, e

#1 ABC Affiliate / Sign On to Sign Off
and 4-7:30pm

Source: Arbitron, Nov. *86. Top 100 markets as analyzed by Television/Radio Age. Audience estimates subject 10 usual
qualifications.

PEGASUS BROADCASTING, Inc.

WIBF-TV/Augusta, GA - WTVM-TV/Columbus, GA
KSCH-TV/Sacramento, CA - WAPA-TV/San Juan, PR
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+ M M
N M > > N 54
Augusta (99) Salmas-Monterey (11 l,
WJBF/A 33 33 36 35 22 33 33 KSBW-TV/N 19 12 13 20 29
WRDW-TV/C 28 28 29 29 32 28 38 33 KNTV/A 18 17 16 19 16 21
WAGT/N 15 16 16 17 13 12 8 KM 6 13 16 16 12
KCBA 4 8 8 7

Colorado Springs- Pueblo (100) il 2 et =

KRDO-TV/A 25 27 25 26 25 26 28 32
KOAA-TV/N 25 22 25 25 17 21 21 22

KKTV/C 24 25 25 25 29 26 26 22 Lafayette, LA (1012)3 o s .
4 8 41 S 1 4
o ° : ° > : ° : 2 KATC/A 25 22 23 23 22 24 23 26
Ft. Myers-Naples(lOl) KADN/ 9 [ 6 6 13 12 8 8
WBBHTV/N 29 26 28 3 29 29 23
WINK-TV/C 28 30 30 32 23 32 23 27 i . )
WewwA 1212133 a8 a1 1e 1 Despite NBC-T'V's growing
WFTX/I . R . .,
g (102) strength in primetime, it has
ansin
wervie 28 21 w0 32 26 20 2 28 made Ol’lly modest Progress
ILx- 26 24 24 21 26 24 22 24 - .
astMTm 9 8 7 9 11 14 11 12 stnece NOUG,’mber, ]985, n thf’
Peoria (103) number of first-place ranked
R 25 23 22 22 26 27 36 36 yorg oN -
VV:EZT/:WN 22 25 24 25 22 20 21 25 sta‘t‘lons (Slgr,L O(,l to SiEn Off)
wweO-Tv/C 2119 20 23 22 2m 18 1T in “competitive” markets,
WYZZ-TV/I . . .
Fargo (104 1.e., markets with primary
argo ‘7-
KxJa§V/c 26 24 23 26 20 17 33 24 afflllates for each netw_ork.
cowrun. 28 98 22 25 20 25 18 15 However, an NBC analysts
i 2 2 - 2 2 showed its affiliates up 12.1
E!s':_?\ig(loz%) 23 25 24 22 22 17 15 per cent in the number Of
kecTvie 23 20 22 23 22 22 26 24 first-place ranked stations in
KVIA-TV/A 21 24 24 25 17 22 23 27 . .
ek 77 6 5 8 6 6 6 primetime, November to
KINT-TV/| 7 6 6 4 9 6 1 6 NOUember
Springfield, MA (106) '
WWLP/N 31 29 26 29 32 36 42 36
WGGB/A 200 22 19 21 20 18 19 18 S Ba S M
anta Barbara-Santa Maria-
Madison (107) San Luis Obispo (1 13)
WISC-TV/C 31 30 28 31 29 31 29 20 KCOY-TV/C 18 14 17 14 15 8 8
WMTV/N 22 25 25 24 18 23 29 23 KSBY-TV/N 16 17 16 17 9 10 23 23
WKOW-TV/A 19 24 23 22 24 23 18 27 KEYT/A 15 15 15 15 14 20 8 8
WMSN/I 10 _ - — 12 15 14 10
Montgomery-Selma (108) Rockford (114)
WSFA/N 42 a5 39 45 39 59 50 WIFR-TV/C 24 19 21 23 30 25 35 23
WAKA/C 19 15 15 s 1717 17 12 WTVO/N 23 23 22 21 20 17 16 17
WKAB-TV/A 11 13 13 16 3 6 10 18 WREX-TV/A 18 17 18 16 10 17 19 30
WCOV-TV/) 7 7 8 14 10 11 2 3 | WeRF-TV/I 6 6 7 7 10 8 3 —
Charleston, SC (109)
WCSCTV/C 34 32 37 36 36 53 43 Monroe-El Dorado (115)
WCIV/N 25 21 20 22 26 18 17 13 KNOE-TV/C 47 49 45 47 M 38 48 48
WCBD-TV/A 22 22 21 22 23 23 20 30 KTVE/N 14 14 14 14 17 19 12 16
WTAT-TV/I 10 10 10 8 10 14 7 9 | KARD/A ] 8 8 9 10 10 10 16
Savannah (110
WTOC-TV/C (38 :)as 36 39 48 48 60 52 McAIIen-BrownszIe (1 16)
WSAV-TV/N 23 19 22 19 24 16 13 11 KGBT-Tv/C 30 29 26 29 32 31
WJCL/A 11 12 13 13 9 8 10 15 KRGV-TV/A 29 30 27 31 26 29 41 44

WTGS/I 3 4 4 5 3 4 7 7 KVEO/N 14 16 15 13 17 18 8 10

92 Television/Radio Age, February 16, 1987
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Mon-Sun, M—F M—F
Sign-on/sign-off 4-7:30 p 11—-11:30p
Households w

w M
N'86 M'86 F'86 N'85 25-54 2554 25-54 25-54

Mon—-Sun, M—F M—F
Sign-on/sign-off 4-7:30 p 11-11.30 p
Households W w

M M
N'86 M'86 F'86 N'85 25-54 25-54 25-54 25-54

Amarillo (117) Reno (124)
KVI-TV/A 30 30 31 30 36 44 41 44 KOLO-TV/A 23 30 27 27 23 35 21 27
KAMR-TV/N 22 23 21 22 20 25 22 21 KTVN/C 23 18 20 20 20 16 21 13
KFDA-TV/C 21 19 20 21 16 13 12 14 KCRL/N 21 19 21 20 17 16 14 13
KCIT/I 5 3 3 3 8 6 5 2 KAME-TV/i 7 7 8 6 7 6 7 7
Joplin-Pittsburg (118) 'lK'LyT!SL-NLong;IgeWSéIZSE';) 40 36 38 49 51
KOAM-TV/C 24 25 25 27 17 21 28 26 KLMG-TV/C 6 3 5 6 5 6 8
KSNF/N 22 23 21 22 26 21 19 18
KODE-TV/A 19 23 21 19 22 21 16 21 . e .
Wichita Falls-Lawton (126)
KFDX-TV/N 23 22 21 22 27 24 23 21
Corpus Christi (119) KAUZ-TV/C 22 21 22 25 18 12 23 18
KN/ A 30 30 30 32 36 39 56 56 KSWO-TV/A 20 20 20 19 23 24 23 28
KRIS-TV/N 24 22 22 22 27 28 28 24 KJTL/I 5 6 4 5 5 6 5 5
KZTV/C 23 21 23 22 9 6 5 7
ORI 44 6 S5 _9 .5 o — Terre Haute (127)
WTWO/N 31 29 29 30 36 39 28 29
. WTHITV/C 30 33 32 32 24 22 36 25
Duluth-Superior (120) WBAK-TV/A 7 6 7 7 8 4 8 11
KDLH-TV/C 29 26 28 29 20 16 32 28
KBJR-TV/N 24 26 24 23 24 21 21 19 .
WDIO-TV/A 23 21 23 21 28 37 32 36 Yakima (122§) s 26 26 37 29 a1 38
KIMA-TV/C
KNDO/N 21 23 23 23 15 13 23 29
WTVM/A 33 33 34 30 38 38 32 39
WRBL-TV/C 26 26 24 27 25 23 26 18 Tallahassee-Thomaswlle (129)
WLTZ/N 12 11 10 12 13 8 16 15 WCTV/C 50 43 52 48 60 48
WXTX/! 6 6 6 5 6 8 3 6 WTXL-TV/A 9 9 10 10 7 9 10 13
WTWC/N 5 5 5 5 — — — 4
Beaumont-Port Arthur (122) Wausau- Rhmelander (130)
KFDM-TV/C 39 38 36 37 44 40 49 36 WSAW-TV/C 38 39 38 45 33
KJAC-TV/N 29 24 28 26 26 20 20 21 WAOW-TV/A 28 28 26 24 35 31 33 40
KBMT/A 18 20 21 21 15 15 20 24 WIFW-TV/N 8 10 8 9 9 6 6 3
Macon (131)
The basic analysts of the mormT e 14 120 12 w4 2 s
tOp 50 ADIS showed that WGXA/A 12 14 11 13 15 14 19 19
the unweighted average of Binghamton (132)
WBNG-TV/C 35 37 37 44 42 52 42
household shares for worron 16 12 14 14 8 s 10 s
* . WMGC-TV/A 10 9 8 7 4 5 5 16
commercial TV in the
Arbitron November sweep Eugene (133)
. KVAL-TV/C 33 29 32 30 39 31 37 31
came to 81.7. This @ntvine 1818 20 21 1928 16 15
. . KMTR/N
| compares with 82.6 in
) . R .
November ’85, a decline Wheeling-Steubenville (134)
. WTRF-TV/C/A 30 33 31 29 37 34 39 31
Of 0.9 Ofa point. There wTOv-Tv/N/A 22 22 22 23 17 21 21 23
had been no change from
’ Columbus-Tupelo (135)
November ’84 to WTVA/N 44 41 42 40 50 43 42 37
WCBI-TV/C 25 23 22 25 23 29 24 23
November 85' WYSB-TV/A 6 6 7 7 4 — 6 9
.. . La Crosse-Eau Clalre (136)
Sioux City (123) WKBT/C 26 29 13 12
KTIV/N 33 33 32 31 33 31 39 37 WEAU-TV/N 23 28 25 27 25 24 35 30
KCAU-TV/A 23 27 24 26 24 23 24 29 WXOW-TV/A 16 16 16 13 20 18 19 27
KMEG/C 11 11 11 10 10 8 8 1 WLAX/I 2 - - — 5 6 3
Television/Radio Age, February 16, 1987 23
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N'86 M > N

Erie (137) Topeka (144)

WICU-TV/N 34 37 35 38 32 25 28 23 WIBW-TV/C 32 32 31 30 a9 36 4 Al
WUET-TV/A 19 22 20 21 32 30 31 39 KSNT/ 20 19 19 19 22 14 16 14
WSEE/C 16 17 15 16 9 15 24 23 KTKA-TV/A 100 10 10 10 11
Boise (138) Minot-Bismarck- Duckmson (146)

KTVEB/N 32 30 29 30 32 33 39 40 KFYR-TV/N 46 44 a2 46 52 49
KBCI-TV/C 22 21 22 21 21 17 16 12 KXMC-TV 24 25 28 21 22 23 23 26
KIVIZA 18 18 19 20 21 17 24 21 KBMY/A 4 6
KTRV/I 13 13 13 14 16 17 11 10

. . Ft. Smlth(l47)

Traverse City-Cadillac (139) KFSM-TV/C 1 28 30 32 33 26 271 27
WWTV/C 33 31 34 33 41 38 59 45 KHBS 21 18 17 19 24 32 33 33
WPBN-TV/N 29 32 30 30 24 19 18 20 KPOM-".‘,N 12 14 14 12 10 1 13 12
WGTU/A 15 13 13 13 17 14 9 15

Bakersfield ( 148)

Odessa-Mldland (140) KGET/N 24 24 22 21 19 33 29
KOSA-TV/C 25 28 17 17 28 21 KERO-TV/C 21 21 22 22 17 19 33 29
KMID-TV/A 24 25 26 26 28 25 35 43 KBAK-TV/A 17 18 16 18 10 15 13 14
KTPX-TV/N 20 21 19 21 22 17 12 10
KEEM = 6 8 5 2 Rochester-Mason City-Austin ( 149)

. . KAAL/A 22 26 22 25 29 22 24
Chico-Redding (141) KIMT/C 20 21 22 22 19 21 14 18
KRCR-TV/A 23 21 25 22 19 24 36 30 KTTC/N 18 20 18 20 14 14 22 21
KHSL-TV/C 21 19 18 21 19 20 18 20
KCPM/N 8 8 8 8 8 8 9 Lubbock (150)

KLBK-TV/C 28 25 27 30 22 23 25 25
KRCG/C 31 28 26 28 33 31 26 29 KAMC/A 18 17 16 118 17 15 23 23
KOMUTV/N 27 25 26 23 24 25 29 35 e Sl 9 8 1 15 138 10
KMIZ/A 12 13 14 16 10 6 10 10 . .
Quincy-Hannibal (151)
WGEMTV/N 29 34 31 32 35 33 39 32
KHQA-TV/C 26 26 28 29 20 27 24 24
Roughly 70 per cent of the
d N ber’8
rop from ovember ‘85 Wilmington (152)
’ N WECT/N 34 31 36 34 32 38 32
to November 86 1n the tOp WWAY/A 25 26 26 25 29 25 27 32
WJIKA/C 7 6 6 7 6 7 8 5

50 ADIs was accounted for

by affiliates. They were Albany, GA (153)

) WALB-TV/N 52 56 53 56 58 71 65

down 0.64 of a point per wrser s 4 s s s s 6 1

‘WVGA/A 2 2 — 2 - — —_ 4

average market, compared - Locared m vadontn, G

with a dip of 0.34 of a 8 154

. . ’ Bangor
point in November '85. The waBTV/C 31 33 32 30 40 36 45 40
N ¢ WLBZ-TV/N 30 27 29 29 37 32 27 10 |
overall decline in the wuirva 14 15 18 17 10 14 9 10
major markets was most
; ; Medford (155)

heavlly apparent l’n the KOBI/N 27 27 26 27 23 26 18 36 |
KTVL/C 23 26 29 29 19 17 18 14 |

tOp 10‘ KDRV-TV/A 15 15 12 14 23 17 18 7
* Located in Vaidosta, GA L

Bluefield-Beckley- Oak Hill (143) Sarasota (156) |
WVVA/N 30 28 25 31 26 32 29 WWSB/A 15 14 14 14 14 11 19 15
WOAY-Tv/A 20 20 19 20 22 22 32 33 g

Abilene-Sweetwater (157)

Florence, SC (144) KTAB-TV/C 20 26 27 29 21 27 45 45
WBTW/C 41 38 41 48 44 38 43 35 KRBC-TV/N 25 26 24 25 21 20 14 9
WPDE-TV/A 17 15 16 14 24 25 25 22 KTXS-TV/A 18 18 21 18 21 27 19 23
94 Television/Radio Age, February 16, 1987
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Mon—Sun,

M—F M—F Mon—-Sun, M—F M—-F
Sign-on/sign-off 4-7:30p 11-11:30p Sign-on/sign-off 4-7:30 p 11-11:30p
Households w M w M Households w M w M
N'86 M'86 F'86 N'85 25-54 25—54 25-54 25_—54 N'86 M'86 F'86 N'85 25-54 25-54 25-54 25-54
Utica (158) Ardmore-Ada (174)
WKTV/N 34 33 30 31 33 36 35 43 KXII/C/N 32 38 32 31 30 30 39 39
WUTR/A 18 15 14 14 17 20 13 18 KTENJA/N/C 22 24 20 20 33 35 24 24
Idaho Falls-Pocatello (159) Grand Junction-Montrose (175)
KIFI-TV/N 26 26 27 28 28 27 32 29 KREX-TV/C/N 32 29 37 38 32 31 24 20
KIDK/C 25 25 27 28 22 27 26 24 KJCT/A 17 20 16 18 21 19 26 30
KPVI/A 17 18 16 18 17 20 13 18 KREZ-TV/C/N 3 5 — - 5 — 3 3
Dothan (160 _ _ v
wTVY/C 39 41 44 43 52 44 47 39
7 T S S~ S A Markets 26-50 suffered the
A andria, LA (161) least audience erosion, the
. 5 .
KALB-TV/N 50 43 44 44 56 47 65 53 average ADI 1n thls group
KLAX-TV/A 7 7 7 7 4 = 3 9 .
being down about half a
Laurel-Hattiesburg (162) ; : f .
WDAM-TV/N 60 60 59 58 69 67 81 66 pOLnt' mo-thlrds 0 thlS
o . drop was accounted for by
Billings-Hardin (163) . ., -
«vac 28 26 28 27 29 a5 27 25 affiliates. The addition of
KULR-TV/A 27 30 27 29 33 29 41 41 . . .
koustvn 14 13 14 14 8 6 16 9 two indies with recorded
. . . s
Salisbury (164) viewing since November ‘85
WBOC-TV/C/N 43 42 38 42 45 44 67 44 y ff
WMDT/A/N 14 15 15 15 14 12 10 20 had Ulrtually nO e eCt On
. the indie average
Elmira (165)
WETM/N 24 22 20 23 23 24 26 24
WENY-TV/A 12 14 14 14 12 10 16 24 =
' - Jonesboro (176)
CIarksburg-Weston (166) KAIT-TV/A 40 46 43 43 46 42 65 65
WBOY-TV/N/A 30 26 25 29 29 33 33 25 2 i
WOTV/C/A 27 29 26 26 29 25 38 38 ..
Meridian (177)
Rapid City (167) WTOK-TV/A 39 39 39 41 46 50 59 54
KOTA-Tv/A 32 30 29 29 43 35 42 43 WTZRC 19 19 18 21 18 a7 9 15
KEW-TV/N 26 22 23 26 24 35 36 32 BV g ol B— 8 7.6 12 8
Greenwood-Greenville (168) Great Falls (178)
WABG-TV/A 36 37 42 41 28 33 43 46 KRTV/C/N 27 31 29 29 26 31 25 18
WXVT-TV/C 17 17 18 17 17 19 33 26 KFBB-TV/A/C/N 27 30 30 28 32 31 41 42
KTGF/N 7 — - - 5 8 3 6
Gainesville (169) .
WCJB/A 33 33 33 36 38 45 56 63 Biloxi-Gulfport-Pascagoula (179)
WBSP/| 8 9 6 10 17 14 — 5 WLOX-TV/A 38 38 39 38 44 50 64 62
Watertown-Carthage (170) Roswell (180)
WWNY-TV/C/A/N 46 46 49 44 43 48 68 59 KBIM-TV/C 29 26 30 32 27 30 39 39
. KRPV/I - = = = — — = _—
Panama City (171) 4
WJHG-TV/N 35 34 35 34 39 41 44 47 Palm Springs (181)
WMBB/A 19 21 20 23 21 18 19 27 KESQ-TV/A 19 22 18 18 10 15 11 6
KMIR-TV/N 18 16 15 16 13 8 6 6
Lake Charles (172) '
KPLC-TV/IN 45 46 49 46 59 63 71 71 | ElCentro-Yuma (182)
KVHP/I 6 7 6 8 7 5 7 5 L KYEL-TV/N 20 19 21 22 17 17 15 20
= KECY-TV/C 9 13 10 10 8 9 10 8
Missoula (173) - i
KECL-Tv/N/A 35 36 36 37 33 38 28 26 Alexandria, MN (183)
KPAX-TV/C 27 27 26 28 24 31 28 33 KCMT/C 51 47 44 47 68 67 64 60
Television/Radio Age, February 16, 1987 95
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Hc i M Ad
N'86 M'8 ‘86 N '85 25-54 55 25-84 25-5 M
Casper-Riverton (184) Farmmgion (201)
KTWO-TV/N/C 28 34 36 33 31 38 34 KOBF /N 17 11 24 14
KCWY-TV/C 17 14 15 6 19 19 14 17
KFNB/A/C 12 5 6 5 7 74 Zanesville (202)
b 38 34 34 36 30 38 38
Marquette (185) e —
WLUC-TV/C/N 48 42 47 43 63 71 75 57 Twin Falls (203)
KMVT/C/N/A 40 39 41 S50 58 67
Tuscaloosa (186) KAS/N 10 5 6 6
WCFT-TV/C 26 25 20 22 19 33 31
Ottumwa-Kirksville (204)
Eureka (187) KTVO/A 48 50 49 50 67 56 68 61
KVIQ/C 25 25 28 30 27 31 18 {
KIEM-TV/N 24 19 19 28 15 14 23 41
l ; , e
Cheyenne-Scottsbluff (188) The analy sis counted 152
18 29 29 28 17 19 26 24 .
Groan 12 3 s s 'S s 1 12 ADIs where each network
had a primary affiliate.
Butte (189)
KXLF-Tv/C/a 35 31 32 35 44 35 48 41 Some 513 per cent Of thOse
KTVM/N/A 23 24 22 25 17 12 17 17
. markets had a CBS
t. Joseph (190 ‘1: : .
e PP o o w2 w2 affiliate in first place, or
San Angelo (191) tged fo;} first, sign-on to

ST/C 42 38 39 38 38 56 49 -
zlLDYT/TV/l 5 7 5 4 5 8 [S] 6 Slgn O
Jackson, TN (192)

WBBJ-TV/A 34 34 28 35 44 37 31 Presque Is'e (205)

WIWT/I 5 2 3 3 8 6 9 7 WAGMTV/C/AN 55 57 51 57 62 69 67 62
Lafayette, IN 193
WLFI- r\)/!/c " 23 ( )22 20 36 37 45 36 Flagstaff (206)

KNAZ-TV/N 18 17 18 20 12 13 28 27
Hagerstown (194)

WHAG-TV/N 18 17 17 13 31 33 38 26 Victoria (207)

- KAVU-TV/N 28 21 20 21 32 29 43 44
Lima (195) KVCT-TV/A 23 26 23 25 14 14 26 25
WLIO/N/A 39 40 38 39 48 41 67 65
WTLW/I 2 — 3 3 — - — —

Bend (208)

KTVZ/N/C 26 29 28 27 24 17 42 36
Charlottesville (196)
WVIR-TV/N 22 19 25 19 27 33 33 26 :

Mankato (209)

KEYC-TV/C 22 19 26 24 18 26 17
Bowling Green (197)

40 55 53

ot T Tt T S Helena (210)

KTVH/N/A 23 28 27 27 33 29 43 47
Parkersburg (198) , North Platte (21 l)
WTAP-TV/N 27 26 24 32 32 48 29 KNOP-TV/N 51 55 53 53 55 62 64

Alpena (212)
Laredo (199) weksTv/C 30 33 34 34 27 31 50 42

KLDO-TV/A 20 17 19 16 19 23 42 41
KGNS-TV/N/A 18 18 16 18 14 23 23 20 Glendive (213)

VTV /G 13 18 15 4 B 8 8 7 KxGN-Tv/C/N 37 35 35 36 38 39 57 63

. i 86
Harrisonburg (200) SZ'.:!L‘fJ‘Jﬁi?. in ::nyEo'}f: m.::e:(v’vﬁf
WHSV-TV/A 40 41 43 45 48 55 43 55 out permission of TELEVISION RADIO AGE
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MORE Television Stations
Ran MORE Ads In
Television/ Radio Age

Than In

Any Other Publication*

*1/6th page or better
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Year of the rep
comes to NATPE

T.L.e,— growing influence or rep firms
n station programming decisions
was never more evident than at the re
cent NATPE convention in New Or
leans. With six rep firms operating
booths at the convention center, their
client stations were buzzing back and
forth between their booths and those of
yndicators, looking for guidance on
pecific deals they were about to make
I'he Blatr ()\Jll(l(;s' beckoned to cl
ents on the convention floor for the
first year, while Seltel and TeleRep
were also newcomers to the floor (see
Tele-Scope, February 2). Harrington
Righter & Parsons was back for its se
ond year. Katz Television and Petry
Television, as pioneers of the effort
were lamiliar with their surroundin;
MMT Sales is surveying its stations
to determine whether to join the pack
next year in Houston. And there’s some
speculation that the TV networks will
ultimately go on the floor in order to
develop the rapport with their affil
ates that reps have with their clients

. . . i
www americanradiohistorv c
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Web TV (from page 39)

second quarter, but there are a couple
options that haven’t been exercised
yet. The other two have unexercised
options, too, but the prices are still
high.”

The syndication market

While the tightness and high prices
of scatter are helping the syndication
market, there are still other consider-
ations. Says Marc Goldstein, senior
vice president, director of network pro-
gramming at Ogilvy & Mather, “A lot
of the barter inventory was sold up-
front, so they’re pretty much in the
same kind of situation as the networks
and the inventory that remains is going
at pretty high prices. But network pro-
gramming is high-enough to make bar-
ter worthwhile.” He adds, though, that
it’s harder to get the clearances and
demographics that advertisers want
with the remaining barter inventory.”

“There is a great amount of first-run
sitcoms out there,” Goldstein adds,
“but I haven’t answered myself the
question of how risky they are.”

Howard Nass, senior vice president
at Cunningham & Walsh, asserts,
“Barter is appealing because advertis-
ing is flat and the cost of programming

is skyrocketing.” But, on the risk side,
he points out, “It takes weeks and
months before a new [first run] syndi-
cated sitcom gets an audience. People
are used to sampling primetime, but
not primetime access. It’s going to take
six to 10 weeks before anyone knows
they’re on.”

Isacsson of Y&R sees the CPM gap
between network and barter remaining
at about the 25-35 per cent level. He
points out the reasons for the gap are
clearance limitations and clutter. Most
svndicated program clearances are 70—
75 per cent of the country, he notes,
while networks clear in the 90s. He
adds that affiliates “tend to be better
stations’’ and have better signal
strength. As for clutter, he sees no
change in the situation where network
half hours contain three to 3, minutes
of commercials, while barter shows run
five to seven minutes.

Carr of SSC&B notes he is becoming
more cautious about barter shows be-
cause of the larger number of them
competing in the marketplace, “but we
take a close look at coverage and buy
those with the best lineups and those
which have syndicators and producers
with the best track records. We only
buy those that we know will get on the
air—and those that get on can often get
a 5 or 6 rating, depending on how many

markets and which time periods
they’re cleared in.

“There’s a lot of stuff out there, and
there’s going to be a shakedown, as in
anything else. With the stagnation of
the advertising marketplace and about
50 stations that could go bankrupt, this
means that the ones that survive will do
better numbers.”

He adds that, if advertising dollars
continue to grow at a slow rate, it’s pos-
sible that the networks will reduce
their schedules—maybe an hour or two
a week—making more room for syndi-
cated programs.

Perspective of barter

‘Unlike the network marketplace,”
contends Gotlieb of DMB&B, “I’'m not
sure 1 see barter as a marketplace.
There is a handful of higher rated
shows that have their own market, but
they’re very heavily encumbered by
continuing advertisers. Then there are
the secondary and tertiary vehicles.
You buy them when you get around to
buying. Syndicators may force some
agencies to buy them with the good
shows, but it doesn’t happen in this
shop. It's hard to make an advertiser
buy something he doesn’t want.”

Typical of the post-NATPE period,
Gotlieb observes, there are a lot of pro-

~—RATE-CARD STRATEGY
—PROGRAMMING STRATEGY

THE STRATEGY OF WINNING

DICK GIDEON ENTERPRISES
PROVIDES CONSULTATION TO TELEVISION STATIONS

To relieve the pressure exerted on your station’s bottom-line, call
DICK GIDEON ENTERPRISES to strategically plan and implement growth solutions.

DICK GIDEON ENTERPRISES

29 HUNTINGTON CIRCLE DRIVE ¢ MEDFORD, NJ 08055 | (609) 654-0277

—SALES STRATEGY
—PROMOTION STRATEGY
—ECONOMIC FORECASTING
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grams being pulled. He reports that he
knows of one show being pulled that
already had an advertiser committed to
it—a situation that's not that unusual.
Early advertiser commitments, he
notes, often help sell the property to
stations.

Fox Network

Meanwhile, Thompson of DDB/
Needham sees the Fox Network as “sit-
ting in a prettv good position. Some of
their programming is controversial, but
it’s of network quality and about 80 per
cent cleared. The only thing people are
going to question is the content of the
shows. Thev're producing sitcoms with
a little more of what they call ‘creative
freedom.” ™

Hadlock of Burnett believes the Fox
Network will benefit from tight avail-
abilities and higher network prices
next season. The overall first-run sit-
com genre is something he believes will
continue to grow, ‘“‘but time periods
will continue to be a problem; there are
only so many of them.” He's also
watching tor good product in the off-
network sitcom area over the next vear
or two.

Esty’'s Winner says, “There are some
very attractive prices in shows bevond
the top several.” He adds, “The reason

cause of the cost increases the networks
were getting. Now that this big plus is
less important, barter is going to have
to adjust.”

| Audience delivery

Blasius of BBDO believes that one
area that has to be adjusted is audience
delivery: “Ratings for new shows are
somewhat disappointing in relation to
a year ago. The top shows used to get 7s
and 8s; now it’s 5s and 6s.”

Says Conner of DFS/Dorland, “I
think syndicators have a tough act for
the coming year because they haven’t
done so well this year. On the first indi-
cation that network pricing is too high,
1 think the syndicators will do very
well.” But, with the weak financial po-
sitions of some stations, “Syndicators
have their own problems.”

Targeting audiences

A lot more syndicated shows sold out
this year than last, observes Ayer’s Du-
bin. He adds that “not everything is
appropriate for every client” and that
package goods advertisers, which are
less targeted, are tinding syndication
easier to buy. Not that network is any
more targeted. “but there's always the
thought that network is more presti-

it’s thought of as having more value.”

Finding a base

The movement of syndicators into
station ownership is seen by some
agency people as having a stifling effect
on the barter syndication market.
C&W'’s Nass points out that, with com-
panies like Fox, MCA and Tribune
owning independents in the two top
markets of New York and Los Angeles,
“they have their own product, and it’s
going to be more difficult for others to
get a show cleared. And it's very diffi-
cult to make a show go if you don’t have
those two markets.”

Y&R’s Isacsson adds, referring to the
two markets, “lf you can’t clear the
first 15 per cent of the country, how are
you going to get 70 per cent.” He says
that, in order to sew up these two mar-
kets, many syndicators have to make
special deals—paying compensation or
cutting in the station one way or anoth-
er.

But Goldstein of O&M contends,
“These stations still are going to buy
programming if it’s right, and they still
have a lot of their own time to sell.”
And BBDO’s Blasius adds, that, in
New York. “I don’t think WOR-TV
could just concentrate on MCA prod-
uct,.or WPIX on Tribune’s or WYNW on

barter grew so dramatically was be-

gious. so even if it isn’t highly defined,

Fox'’s.” @

DeWitt: Skip prime scatter; guarantees threatened

In the face of stiffer second and third quarter network
pricing, Gene DeWitt, president, DeWitt Media, Inc.,
is advising clients who already have a significant base
of upfront network primetime not to buy scatter pri-
metime. He explains that advertisers trying to pick up
primetime for second and third quarter are up against
“asking prices 20 to 40 per cent above upfront. So
we're advising clients to consider avoiding primetime
and switching to other dayparts—or syndication, or
spot TV, radio, cahle or magazines, depending on the
nature of the client’s product and marketing strategy.
And if he's using a mix of 30s and 15s, we suggest that
only the 158 be placed in primetime and that the 30s go
to other dayparts.”

DeWitt also believes that Nielsen's decision to re-
place diaries as the audience composition source for its
network ratings survey “will lead, perhaps quite rapid-
ly, to the end of network ratings guarantees to adverti.
sers,”

He notes that new network takeover managements
‘have just come out of the worst year the networks
have experienced in decades. My informed guess is
that they will do whatever is necessary to avoid repeat-
ing last year's dismal profit porformance. We have
niready seen the beginnings of a new network tough-
nees in second quarter, 1987 pricing strategy.’

100

DeWitt adds that the ratings issue “threatens the
networks where it hurts most, with a likely reduction
in reported ratings for the highest rated shows in the
double digits” because, when filling out diaries,
“Viewers tend to over-report viewing to the most pop-
ular programs and stations and under-report viewing
of lower rated shows and outlets. That’s why, when
meters have been installed in local markets, indepen-
dent stations cheer and the network affiliates groan.”

He predicts that, faced with the prospect of a reve-
nue and earnings decline, the networks “will do more
than groan in response to lower reported demographic
ratings for their most popular and premium priced
vehicles. We think they’ll hold the line on unit pricing,
increasing rates to the maximum extent permitted by
the media buying marketplace. The result will be ex-
tremely high cost-per-1,000 increases.”

He adds, “If we get away with 20 per cent CPM
increases in the next upfront, and still retain guaran-
tees, that will be a victory. The real issue, I believe, will
be a concerted effort by the networks to eliminate CPN
and ratings guarantees to advertisers. That would be a
development that will almost certainly signal the clos-
ing of the cozy ‘club’ in which some agency buyers have
come to believe, mistakenly, that they and the net
works are in the same business.”

Telcvision/Radio Age, February 16, 1987
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Tinker-to-Wright (from page 37)

million, quite a drop from the $405 mil-
lion Lorimar Telepictures had original-
ly agreed to pay before backing out be-
cause of the soft ad market.

The acquisition of the Miami CBS
outlet is the first TV purchase for a net-
work company in decades, but wTvJd
will not join the 0&0 group—at least,
not in the near future. Like KCNC-TV
Denver, the Miami station will come
under the GE umbrella since the NBC
contract with NABET provides that its

terms be extended to any NBC station.

NBC'’s union contract, like that of the
other networks, provides for more gen-
erous terms than other broadcast pacts
with technicians.

As things stand now, WTVJ is non-
union, while KCNC-TV has a local NA-
BET contract. Wright would like to put
all seven stations under one adminis-
tration, but some hard labor negotiat-
ing will have to precede that eventual-
ity.

As for the anomaly of NBC owning a
CBS affiliate, Wright feels that prob-
lems will be solved in the near future,
though the NBC outlet in Miami,
WSVN(TV), has an NBC affiliation con-
tract that runs through 1988. Both sta-
tions had a 19 household share (sign-on
to sign-off) in the November Arbitron
book.

'm human element

New ownership inevitably has its ele-
ments of tension, and the assumption
of the president’s chair by Wright add-
ed to it.

For one thing, he stands in contrast
to Grant Tinker, who in addition to the
differences in their backgrounds, had a
soft touch, and was a calming influence
after the programming disasters and
turmoil of the Fred Silverman regime.
Secondly, he came in during a de-
pressed network market, and, despite
NBC’s revenue largesse, asked the vari-
ous NBC departments to tighten up on
personnel. A leaked Wright memo,
which urged a network PAC and sug-
gested that the lack of a contribution
could affect an employee’s career at
NBC, added to the trauma of the GE
acquisition,

Wright is bothered by the talk about
his “bottom-line” orientation, a de-
scription he denies. It’s ironic, he says,
that he didn’t get tarred with it in his
other posts, which also involved corpo-
rate adjustments. “Every area I've
been in has been an area of growth. It’s

hard to believe there’s a morale prob-
lem at NBC. We're a strong company,
doing well, looking for opportunities.”

Wright recognizes that the uncer-
tainty among employees that accompa-
nies a merger is bound to have some

impact. And he recognizes that thereis | tion.” In fact, some personnel areas

“something different” about the
broadcast environment, though he be-
lieves the idea is overdone. He sees
NBC as having a “unique national
aspect,” a reflection of its ‘“public ser-
vice orientation.” While not too famil-
iar with all aspects of NBC, he finds not
one but “different corporate cultures”
within the NBC umbrella, “like a Unit-
ed Nations.” ' '
As for personnel cuts, he points out,
“We have 8,000 employees. We’re talk-
ing about cuts on the order of 1 per
cent.” There is “no program of reduc-

E

have been increasing. “There’s been an
enormous increase in MIS (manage-
ment information services) personnel,”
said Wright, talking about recernt
years. He notes that NBC has been
changing from Sperry to IBM comput-
ers. He also sees increases in personnel
in’88 due to the Olympics and election.

Wright got a taste of the spotlight
focused on top network company exec-
utives when he addressed a memo late

last year to NBC’s general counsel,

Corydon Dunham, with copies to a few
other NBC executives, asking Dunham

Television/Radio Age, February 16
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Brandon Tartikoff

f Grant Tinker’s policy of letting his
underlings carry on without undue
interference can be taken at face value
then Brandon Tartikoff, president of
NBC Entertainment, must be given the
bulk of the credit for the success of the
network in primetime.

The means by which Tartikoff did it
do not lend themselves to describing a
few broad strokes of strategy or even an
underlying philosophy, unless sticking
by your instincts can be considered an
underlying philosophy.

It was a relatively slow process that
did not show obvious results until Tin-
ker’s fourth season (1984-'85) when
NBC moved up from third to second
place. However, Tartikoff argues that
during the ’83-'84 season, while all nine
shows introduced at the beginning of
the season failed, the network’s under-
lying strength was being built up by
shows which made their debut during
the '82-'83 season.

Tartikoff did, “whenever possible,”
go after 18-49, urban audiences, which,
he notes, also benefit the big-market
0&0s. And he bows in the direction of
Lady Luck, including the competi-
tion’s mistakes and inadequacies.

Though Tinker has been credited
with attracting the best creative talent
in Hollywood by his hands-off ap-
proach, NBC is risking tampering with
that advantage by increasing its in-
house efforts. Tartikoff notes that
there are four in-house pilots in the
works for next season and a spring se-
ries, Roomies. But he denies that it's a
dramatic change in policy, arguing that
“you have to be aggressive” with pilots
in order to get u couple of finished
shows.

Last July in a speech, Tartikoff said
he thought T'V programming was get
ting better. Today, he’s not so sure.
One factor he cites is first-run syndica-
tion, of which he has nothing good Lo

isy. His negative feelings about first.
run are derived from his belief that the
TV program talent, pool -hoth writers
and producers s being diluted by the
proliferation of new syndicated prod-
uct (See T'elo-Scope, page 18). B

102

to report on the legal aspects of setting
up a political action committee. The
memo found its way to The New York
Times, and the story was picked up by
others, including the trade press.

Wright said in his memo that he
would expect employees to contribute
to a PAC since they “support their fam-
ilies from the profits of our business”
and that those who do not “should
question their own dedication to the
company and their expectations.”

Some employees interpreted the lat-
ter phrase as subtle coercion. In any
case, it became clear from statements
by NBC News president Lawrence
Grossman that news employees would
not be expected to contribute. And a
month later, Brandon Tartikoff, presi-
dent of NBC Entertainment, expressed
the view that he and his peopl2 should
be considered in the same category—
free of suspicion of political bias be-
cause of their influence on program-
ming.

Wright acknowledges that the leak of
his memo “stopped us,” but he charac-
terizes the criticism as “another have-
you-stopped-beating-your-wife” situa-
tion. “There is no policy on PAC. There
is no PAC. I asked for senior manage-
ment view on how to deal with political
contributions.” NBC, Wright main-
tains, is the “least political” of the net-
works and “has paid a substantial price
for it.”

The rise of NBC

One area which Wright has touched
lightly is programming. The current
season’s TV network entertainment
budget was left untouched, for which
Tartikot! expressed gratitude publicly
during last month’s NBC press tour.
While no one expects Wright to take a
hand in programming like CBS’ Wil-
liai Paley, there is the inevitable ques-
tion: How can Wright improve on Tin-
ker’s primetime performance? How
much higher can NBC go?

NBC is not far frem ending its sec-
ond consecutive primetime season in
first place. Through the 19th week of
the season (ending February 1), NBC
had a 17.9 average household rating
with a 28 share va. 16.1/26 for CBS and
14.2/23 for ABC, a spread that in an-
other kind of business wouldn’t
amount to a hill of beans. NBC has five
solid winners among the top 10 pro-
grams: the Bill Cosby Show, Family
T'ies, Cheers, Night Court and Golden
Girls.

[hey are all shows introduced during
the Tinker regime. Daring his first full
sonson (‘82 '8i), the erstwhile NB(
chairman- -together with "l"artikofT:
kicked ol Cheers and Si. Klsewlere
ond, in mid-senson, Lhrew in the A
Team, almoat an ipstant hib, though

not regarded as ‘“Tinker’s kind of
show.”

The ’84-'85 season saw another hit
trio, led off by Cosby, one of the won-
ders of TV. The other two were Miami
Vice, which made its mark via its musi-
cal sound track as much as any other
factor, and Highway to Heaven, which
is on the other end of the spectrum, as
if to illustrate Tinker-Tartikoff’s broad
tastes.

Last season saw two successful sit-
coms added to the schedule: Golden
Girls and 227. Two promising shows
this season are L.A. Law and Matlock.

At the end of the “official” 1980-'81
season, less than three months before
Tinker came aboard NBC, the network
rankings were: CBS, 19.8/31; ABC,
18.2/29, and NBC, 16.6/26. NBC’s top
show, tied for 14th place, was Little
House on the Prairie. During the first

season in which Tinker had a hand— .

'82-'83—it was still CBS, 18.2; ABC,
17.7, NBC, 15.1. By the '84-'85 season,
NBC was close to victory, with a 30-
week average showing CBS, 16.9; NBC,
16.2; ABC, 15.4. Tinker-Tartikoff fi-
nally entered the winner’s circle last
season with NBC, 17.5; CBS, 16.7;
ABC, 14.9.

Profits rise

Revenues and profits, of course,
rose with the ratings. In the 1981 calen-
dar year, when Tinker replaced Silver-
man, the network, according to esti-
mates by broadcast analyst Tony Hoff-
man, Union Bank, was down to a
minisule $10 million in pre-tax operat-
ing income on revenues of $1,345 mil-
lion. It had dropped from $114 million
in 1977, the last year in which Herbert
S. Schlosser served as president/
CEO.

The profit level hasn’t stopped
climbing since Tinker took over. The
estimated operating income jumped to
$32 million in '82, $55 million in ’83,
$111 million in ‘84, $202 million in’85
and $308 in '86. The last figure is a
rough estimate, since the overall NBC
operating income figures, which have
been released in the RCA annual re-
ports in previous years (and which are
the base for Hoffman's network esti-
mates), are not yvet available trom
GE-—assuming, that is, that GE will
break out its line-of-business figures as
far down as NBC. The broadcasting
company is small potatoes compared:to
its parent —-$2.6 billion in revenues in
"85 as against $28.3 billion tor GE. RCA
would have added almost $9 billion to
the GE total in 85, so that GE’s total
revenues for '86 will be approaching
$10 billion.

Hoflman’s estimates for NBC reve-
nues last vear were $2,961 million, up
from an announced figure ol $2,647.5

Television/Radio Age, February 16, 1987
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million in '85. He puts the estimated |

'86 operating profit figure for NBC at
$459 million, a little higher than most
and quite a bit higher than Wright’s.
When the NBC president was asked to
estimate pretax profits for '86, he
wouldn’t do it for policy reasons, but
when given a range of $400 to $440, he
allowed as it would be closer to the for-
mer figure. |

However, Wright may or may not
have taken into account writeoffs |
which are being taken for ’86. Most of |
the writeoffs deal with sports—in par- |
ticular, the National Football League
contract, which expired during the past
season, and the Major League Baseball
contract, which expires in 1989.

Some Wall Street analysts feel
Wright would have been looking hard
for writeoffs on last year’s figures be-
cause of the presumed high profits and

also, according to one view, so that |

Wright's '87 figures would look rela-
tively good vis-a-vis '86.

Wright rejects the imputation. “We
don’t have that flexibility. If you can
write-off, you are obligated to. There
may be a little flexibility in smaller |
events, such as specials, but we’d have a

difficult time concocting write-offs on |

series because our new primetime
shows are strong. The issue centers on !

sports. If we conclude that sports
events are not as good as expected, we
are obligated to write-down their va-
lue.”

The NBC chief sees a chance that a
non-network entity will get a piece of
NFL action in the next contract go-
round. He does not see the Fox network
as-one of them and feels that Rupert
Murdoch is “posturing” to get affili-
ates. But he sees HBO and/or a cable
consortium as possible winners.

Looking toward this year and next,
Wright is generally upbeat except for
network TV. He is most bullish on TV
station prospects, with spot and local
percentage billing increases seen get-
ting close to double digits in "87. Still,
he says, “It’s not a political year; it’s
not a Super Bowl year (for NBC); it’s
not an Olympic year.”

are out of our control and so far there
are no clear front runners.” Anyway,
elections are a loss leader for the net-
works, Wright notes, and a big expense
for the stations, too, so that for the
company as a whole, election costs are
not covered. NBC spent $40 million for
election coverage in 1984.

Looking toward 1990, longterm TV
planning forecasts by NBC assume

| of the election impact. “The elections

— e ——

works, barter syndication, affiliates, in-
dependent stations and cable (includ-
ing superstations)—the slowest com-
pound annual growth rate for
advertising during 1985-"90 will be
among the webs and fastest among ca-
ble networks and systems. But Wright
doesn’t find this at all disconcerting.
“Don’t forget, the networks start with
big numbers.”

While barter is estimated to have
about twice the growth rate of the net-
works, Wright feels it may already be
“floundering.” Still, while he’s skepti-
cal of barter, he does not believe it has
reached its peak. It just won’t grow “as-
tronomically” in the future.

Wright is not very sanguine about

Seoul Olympics

But '88 will be a “big year,” with
NBC presenting the Olympics from
Seoul. Having the Olympics offshore
makes them exciting, Wright believes,
and he adds that because they are tak-
ing place in the Far East, many of the
events will be shown in the US. in barter abroad as a source of NBC reve-
primetime. nue. “It'll develop over time, but it

Wright doesn’t have a clear picture needs work.” There 1s no proposal in

that among five TV sectors—the net- _:
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this area at this time before NBC’s top
executive echelon, Wright says. “We’ll
work up to speed, but gradually.”
Wright apparently puts the new deal
with AngloVision in another category,
though NBC regards it as an experi-
ment. AngloVision, a partnership of
NBC, American Express and Indepen-
dent Newspapers, an Irish media com-
pany, will offer NBC news programs,
including documentaries, to hotels
around Europe, which will receive the
material by satellite. The service is
scheduled to start by mid-year and one
(optimistic) estimate puts the total

number of hotel rooms signed up by the
end of this year at 20,000. NBC has
licensed its news product to AngloVi-
sion for three years, and it is seeking
other English-language broadcasters.

In another news area, Wright has
some words to say about the cancelling
of 1986, which was greeted by co-an-
chor Roger Mudd with dismay and
which will put a cap to his current con-
tract, which runs until 1990 and which
reportedly pays him more than $1 mil-
lion a year.

The decision to kill the show was
Grossman’s, says Wright. It was not ba-

ri

$13.95 hardcover, 220 pages, 16
pages of black and white photo-

graphs

‘For years the term 'Top 40" and
the name Rick Sklar were synon
ymous, They both meant the
best in rock music. If you are
fascinated by the world of music,
its stars, iis jungle wartare, its
hghts for survival, then read Rick
Sklar's autobiograptiy of the rise
of rock radio in America.'

Clive Davis. President

Arista Records

THREE DECADES OF RADIO & ROCK 'N ROLL

ROCKING AMERICA How The All-Hit
Radio Stations Took Over by Rick Sklar

“Without question, Rick Sklar
is the Dean of Contemporary
Radio Programmers, and the
man most responsible for
making the term ‘Top 40" a
househotd word.”

—Michael L. Eskridge
V.P. RCA Home Info. Systems

ROCKING AMERICA traces
the rise of rock 'n roll radio,
from its origins to its explosion
across the country and be-
yond, as it was expericnced
by Rick Sklar as a radio pro-
grammer.

L=

Rick Sklar is a radio and
music video program consui-
tant and was formally a con-
sultant for ABC-TV's music
video programs. He has been
program director at New York
radio stations WINS, WMGM,
and at WABC, which he built
into ''the most listened-to
station in the nation.”

copies ol ROCK-
$15.50 each (includes

r

» Piease send me
YING AMERICA
: posiage)

]

8 Name

Address
it

S Z2ip
Paymunt must geccompany order. Return

) coupon to TV Radio Age, 12/0 Avenue ol
\he Arngricas, NY, NY 10020

lale

]
A

104

sically a cost-cutting decision, adds the ‘
NBC president, because for one thing,
it won’t save that much money. “Larry
was the show’s biggest supporter, and
he made the decision to kill it,” Wright

. states.

Grossman confirms the statement,
explaining that he felt that, while the
program was doing well as a broad-
cast—and getting better—it would “al-
ways be just another magazine show.”
And there are enough of those aiready,
Grossman adds. Compared to a special,
1986 was not making enough impact. “‘1
should have foreseen that,” says the
NBC News president. Interestingly,
while the show did poorly in the rat-
ings-—as primetime shows go—just
barely getting into the double digits,
Grossman says NBC had projected
lower ratings than it received. In any
case, the money saved will go into news
specials, with at least 15 news hours
planned for 1987.

In the more abstruse area of audi-
ence measurement, Wright finds him-
self fascinated by complex issues re-
volving around the use of the people
meter. There are many questions about
the Nielsen people meter sample and
the industry doesn’t have the answers,
Wright says.

But decisions about how to use the
data will have to be made before the
networks start selling upfront for the
'87-'88 season. And though he is not a
researcher and has not been in his
present job very long, he must inevita-
bly be involved with the decisions—
because the buck stops with Bob
Wright. O

hl;' S . .

The first “Shoeleather Award,”
for outstanding contribution to
the company, was presented by
Beam Communications Corp. at
its recent budget and managers
meeting held in New Orleans. Re-
cipient of the award was Ken
Hawkins, r., general sales manag-
er of Wpan.-7v Laurel-Hatties-
burg. The presenter is Frank L.
Beam, president, Beam Commu-
nications.
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In the Picture

;om Winner, L., Stacey Lippman

I New co-media directors at William Esty discuss
network audience guarantees, the advantages of
a broad educational background for media per-
sonnel and radio’s growing advertiser acceptance.

Duo replace Pete Triolo,
two for one, as ‘our media
opportunities improve’

Senior vice presidents Stacey Lippman and Tom
Winner, recently named co-media directors of Wil-
liam Esty Co., say that besides splitting responsibil-
ities by account, they’ll also be sharing ideas and
stimulating each other’s thinking.

Lippman sees this as particularly useful at this
stage of the game, ‘‘now that our media opportunities
are improving as the slowdown in inflation across the
economy as a whole has started to have its impact
across the media as well.”

Winner explains that, “We're now in a position to
react and take advantage of smaller cost increases in
all media—syndication, cable magazines and newspa-
pers, as well as at the networks. The networks have
reacted themselves, by trimming overhead and staff.
This should help hold down the need to escalate the
rate and size of price increases back up—at least for
awhile, we hope.”

With media prices thus more stable, adds Winner,

! “Corporate sponsorships of programs become more
affordable to our clients. And in print, along with
more attractive pricing, goes a greater willingness on
the part of more magazines to talk to us about special
position.”

Lippman observes that, “Now that the networks’
audience erosion has leveled off, it puts pressure on
the syndicators to do everything they can to maintain
the audiences for their programs.”

Lippman also notes that one of his accounts, Nis-
san, is using network radio for the first time this year,
and is doing so “with a substantial schedule.” He
adds that Esty recommended the radio network buy
“because we feel it works effectively for the automo-

| tive category, offering efficient national coverage

Lthat's quite negotiable.”

Radio’s ‘hot pursuit’ !

He notes that Nissan has been using radio in particu- |
lar to “heavy up against the younger demographics |
who are harder to reach with television. Seventy per |
cent of our radio weight is applied against 18 to 34. !
Radio starts with a smaller share of business, so ]
they’re in hot pursuit of any piece of a client’s budget

they can get.” ’

On the other hand, Lippman also points out that,
“Today even Procter & Gamble uses radio. It wasn’t
too long ago that P&G wouldn’t even look at a pro-
posal to use radio. Today they and other major ad-
vertisers welcome it, so radio has won a lot more ac-
ceptance in just the past few years.”

Asked about syndication, Winner notes that every "
Esty client who uses television “is in some form of f
syndicated programming. We haven’t created any
syndicated programs for any of them yet, but we’re
always looking over the possibilities. In syndication
we generally look for special program opportunities
that can offer both the targeted audience appeal and
program environment that complements the product.

Asked about industry talk that the networks may
use Nielsen’s changeover from diary-backed set me-
ters to people meters as an excuse to drop guarantees,
Winner says, “We hope they don’t . A guarantee is a.
kind of insurance that the client will get at least the
minimum audience he’s paying for. We don’t think
that’s too much to expect. Our hope is that people
meters will provide a more accurate audience count.
That should give the networks more confidence in es-
timating the viewing levels they’re guaranteeing, and
clients more confidence that what’s guaranteed is
what’s delivered.

Realism might help

And he adds that, “After all, if the networks start-
ed with more realistic estimates of what they can de-
liver, they wouldn’t be caught up so often in situa- }
tions where they find themselves forced to give away
inventory to make up for the shortfall.”

~ Lippman recalls that a few years ago, “CBS made a
decision to drop guarantees for delivery of specific
demos and to substitute household guarantees only.
As a result, CBS suffered in the upfront round that
season. In any event, he adds, “If all three networks |
did drop guarantees, I suspect it wouldn’t be too long |
before the Number 3 network would reinstate them
as a competitive measure, to catch up in trying to !
make itself more attractive to advertisers. Then the
game would be over.”

Lippman also observes that “Some of the young
people we interview today don’t seem to be as well
rounded as most of us were when we entered this
business. Yet their expectations are much higher.”
He concedes that, “In a way, you can’t blame them
for majoring in business and marketing courses, be-
cause it does give them an edge at most agencies and
at the companies that make the products and pay for
the advertising. But it does tend to make younger
agency people almost interchangable with their oppo-
site numbers in client advertising departments.”
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Cable webs (from page 46)

. tions. apparently participating in a
couple of them only at the request of
the participating cable systems—such
as Cencom Cable Television's Decem-
ber broadcast of a Showtime Gallagher
special on Cox Enterprises’ KDNL-TV
St. Louis. The three-hour preview also
included the Tina Turner show and a
taste of The Max Headroom Show.
“We wanted to show non-subscribers
the quality entertainment they are
missing,” states Barry Babcock, execu-
tive vice president of Cencom Cable
Associates. But William Viands, gener-
al manager of KDNL-TV, notes that the
station had to edit the Gallagher show
to conform to its broadcast standards.
HBO. on the other hand, goes out of its

way to select programs that won’t need
any editing due to over-the-air stan-
dards, according to Read.

Rights problem

Insiders report that Showtime has
found it particularly difficult obtaining
the limited broadcast rights required to
show its properties during over-the-air
previews—for one thing, it doesn’t own
as much original programming as
HBO—and that the pay service has de-
cided the results simply aren’t worth
the effort. (The Disney Channel has
few problems in this regard, since it
controls all rights to most of its pro-
gramming).

HBO has also found negotiations for
such rights a hard road to travel. “It’s
probably why we’ve tried to keep this

under the wrapper a bit,” admits Read.
He notes, for instance, that ‘“fees are
too high” for programs with name
stars. Other industry observers, noting
that HBO does not show any dramas
during the over-the-air promotions,
feel the cable service does not want to
risk decreased syndication value of
properties stemming from the shows
having already aired on broadcast TVv.
After nearly two years of over-the-air
previews, HBO has obtained the neces-
sary rights for only a half-dozen or so
HBO and Cinemax programs. But
Steve Janus, director of co-op market-
ing for HBO, says “We have quite an
array of original programming we're
able to show. More and more, we're
able to customize the lineup for a par-
ticular marketplace.” A Harry Bela-
fonte special, for instance. was used in

the marketplace
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.

San Antonio to appeal to an older audi-
ence, and The Max Headroom Show
has been used to reach a younger
crowd.

And then there’s the Tina Turner
show, which seems to appeal to every-
one. “She attracts people like a search-
light attracts moths,” says Read, “and
the phones start to light.”

The Turner special, a staple on these
broadcasts, was also part of the first
such promotion nearly two years ago—
a two-hour Cox Cable trade-out with
WNOL-TV New Orleans.

Following that, the Les Read travel-
ing show rolled on to such markets as
El Paso, Midland-Odessa, Moline, San
Antonio, McAllen-Brownsville, before
getting into the larger markets of St.
Louis, Dallas-Ft. Worth, Jacksonville
and Providence in recent weeks. Next

on the agenda, says Read, are Minne-
apolis-St. Paul and Syracuse in April.
Seattle-Tacoma is also pending, he re-
lates, along with Philadelphia and Mi-
ami—where the regional cable co-op
there wants to run a joint preview for
the whole area from Miami to Palm
Beach.

In all, says Janus, around 20 to 25
more broadcast previews are planned
by the end of this year. The number of
HBO shows available for such events is
also expected to increase, as the net-
work has started to include over-the-
air promotion rights in its initial pro-
gram contracts. A pioneer show in this
regard is Cinemax’s A Gospel Session:
Everybody Say Yeah!starring Paul Si-
mon.

A Showtime spokesperson says the
service’s current “Get Connected”

campaign serves the same purpose as
HBO’s broadcast previews. But the
Showtime promotion, by offering two
free months of Showtime or The Movie
Channel to cable subscribers, leaves
non-subscribers in the lurch.

McCarthy, who has had experience
with free cable system previews accom-
panying pay channel launches, says
other methods must be used to reach
non-subscribers. Direct mail and news-
papers are obvious answers, he says,
but the first has “diminishing return”
and the second reaches an “older mar-
ket.” To reach TV homes, he explains,
cable systems must use televised direct
marketing. In this case, that means the
cable preview “telethon” or, in current
lingo, having customers purchase cable
service via home shopping.

“Indies are more apt to do something

the marketplace
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like this,” says McCarthy, because af-
filiates face a loss of revenue by pre-
empting network programming. “A
real aggressive indie [maybe the third
or fourth one in a market] can pull this
off,”” he claims, “because it doesn’t hurt
them.’

Affiliate involvement

Yet, affiliates have also been in-
volved with cable previews. Lorimar
Telepictures’ KMID-TvV Midland-Odes-
sa, an ABC affiliate, preempted Friday
night network programming for its ca-
ble promotion. And Continental Cab-
levision of Jacksonville’s three-hour
Cablevision 87 ran on NBC affiliate
wJKS-TV following a Saturday after-
noon college basketball contest. The
taped “preview,” designed to promote
a special 87-cent installation fee (com-

pared to the regular $20 rate), featured.

the Tina Turner and Gospel Session
shows.

Formatted like a talk show, the pre-
sentation featured taped segments
from a number of cable personalities.
Les Read was one of the hosts, along
"~ with CNN's Lynne Russell (formerly of
a Jacksonville FM radio station and
WTLV) and SuperStation WTBS’ Bill
Tush.

Guests, who talked about their par-
ticular services and introduced clips
during three to six-minute segments,
included: Rashaan Patterson, a star of
The Disney Channel’s Kids, Inc.; Bud
Greenspan, writer, producer and direc-
tor of Disney’s 16 Days of Glory Olym-
pics movie; and Tim Byrd, VH-1's
newest video jockey and the former
‘Bird Man’' on Jacksonville’s
WAI'E. The MTV Networks segment,
hesides clips of VH-1, included a Nick-
elodeon promo spot and an MTV
“Rock Against Drugs” PSA.

Garofalo says the preview performe:
abhout as expected by generating more
than 2,000 phone calls. The St. Louis
promotion a month earlier, also three
hours long, offered a 95-cent installa
tion or upgrade along with premium
giveaways and similarly drew 2,000
call

But Garofalo bemoans the fact that
“approximately 40-50 per cent of our
calls were people colling [only| to sec if
they had won a prize. All they did was
clog up the phones.” The cable system
gave away over $6,000 in prizes and
cash, but viewers had to call in to win
Next time, says Garofalo, Continental
will probably solicit entries for any
giveaways through the mail

he Dallas-Fort Wortli Metro Cuble
Operators, which awarded 12 vacations
and two Chevy Camaros to lucky call
ers during its K11 I'V telecasts, han
dlod the situation differently by getting

108

WNaAC-TV's Ric Gorman

“We need cable
systems and
they need us.”

up a separate “prize line.” That proved
to be a wise decision, as nearly 7,000
calls for installations or upgrades ar-
rived on the other line, according to
Sherry Walden, executive director of
the co-op of six cable systems.

Between 700-800 actual orders did
arrive amongst the Jacksonville prize-
seekers. (In St. Louis, Cencom received
700 basic orders and 800 new pay
units.) Although the Jacksonville show
ended at 6 p.m., Garofalo says there
was a “tremendous amount of phone
activity through 6:45 p.m.” And, two
days later, the cable system reported
more orders than during any other
Monday in its history.

Continental offered to supply next-
day installation to the first 400 new
subscribers who requested it. Just over
half of them—but less than 400—took
advantage of the opportunity and had
cable by the end of the weekend.

More ‘sophisticated’ effort

Garofalo is already starting to plan a
similar promotion for this summer, but
says the next effort will be planned
with more ‘“‘sophistication.” “When
NBC [waks-TV] offered us the 3—4
p.m. window, we jumped at i(,” he re-
calls. Now, he says, the cable system
will “take a look at the reach of various
stations in the marketplace,” as well as
analyzing the pluses and minuses of
different days and dayparts.

Garofalo and the other cable partici-
pants in the broadcast promotions are
not much congerned with ratings; it's
sales resulis that count

RBut broadcasters want, numbers dur-
ing aweeps periods, and WNAC 1'V's
Gorman expects to get good ones *be
cause of the nature of the program
ming.”’

WNAC V'8 specia) ran four hours,
preempting Lhe entire Sunday night
primetime echedule which ineluded
such shows os Star Search, T'ed Knight

and It’s a Living.

WJIKS-TV, after sealing its deal with
Continental Cablevision for a time pe-
riod when it would have normally
shown a movie, found out that NBC
had added a second basketball game.
“We had to preempt the game,” says
John Radek, wJKS-TV general manag-
er. “We'd made the deal and were
sticking with the commitment.”

The quality of the preview program-
ming was great news to KDFI-TV, a me-

' tered market station, which saw nice

ratings increases during its two nights
of cable programming. According to
John McKay, KDFI-TV general manag-
er, the preview received ratings in the 5
and 6 range, and shares of 9 or 10. Mov-
ies during the time period usually get
ratings of 4 or 5 and shares from 6 to 8,
he says.

Besides the two Disney shows men-
tioned previously, the Dallas preview
featured Tina Turner, A Gospel Ses-
sion, a Not Necessarily the News spe-
cial and a Robert Klein standup come-
dy hour. The broadcast, which offered
a special $9.95 installation rate, was co-
hosted by Read and former Dallas
Cowboys football star Drew Pearson,
now a reporter for HBO’s Inside the
NFL.

On-air promos

McKay explains that the cable co-op
bought the air time and also paid for
the pre-show on-air promotion. This
contrasts with the St. Louis situation,
where Cencom Cable also made a
straight time buy, but KDNL-TV paid
tor the on-air promotion itself—“be-
cause it was Tina Turner and Gallagh-
er,” says Viands.

Cencom handled a heavy schedule of
print, radio and newspaper advertis-
ing, however. The system also plugged
the show on its own channels, and then
simulcast it on several local access
channels to increase viewership. The
other cable operators involved with
over-the-air previews have also done
heavy advertising and promotion in
various media.

Terry Rich, vice president of sales
and promotion tor Heritage Communi-
cations, points to the win-win value of
cable systems reaching non-subscrib-
ers and 'V stations getting high rat-
ings. A Sunday alternoon Heritage pre-
view on NBC affiliate KVEO-TV McAl-
len Brownsville, last July pulled an i1
rating, he says, compared to the sta-
tion’s normal 5 rating. Rich, who leels
coble systems should go with these
broadcast promotions two or three
times a year, plans to run another one
in Brownsville soon, and to also bring

 the concept to Des Moines and South

Bend. 8
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Inside the FCC

hep. Cardiss Collins

Democrat from [llinois feels
advertisers have failed to re-
spond properly to com-
plaints by black broadcasters
that they are discriminated
against

' Illinois congresswoman
wages an all-out war on
- agencies’ discrimination

What began last year as a simple complaint by black
broadcasters that national advertising agencies were
discriminating against their stations in placing com-
mercials has escalated into an all-out war by one
| member of Congress on advertising agencies in gener-
al. Since the advertisers have failed to respond prop-
erly to the expressed problem, she reasons, she’ll do
what she can to hit them where it hurts.

For example, Rep. Cardiss Collins (D-I11.) takes
credit for the Defense Department’s recent decision
to drop N W Ayer, creator of “Be all that you can be’”
armed services recruitment commercials. She had
pressured the department to investigate its own
method of assuring that the contractors it deals with
do not discriminate.

Now she is asking the General Accounting Office,
the congressional watchdog agency, to look into simi-
lar contracting practices by all federal agencies. She
also is lending her weight and the support of blacks
for pending legislation that would reduce the deduc-
tion allowed for advertising expenses. And the fight
goes on, as the advertising organizations and individ-
ual companies continue to deny that they discrimi-
nate against black-owned or -formatted stations in
the placement of commercials.

Late last year, much too late to realistically expect
any action on it, Collins introduced legislation de-
signed to bring down the wrath of the federal govern-
ment on any advertising agency or its client that dis-
criminated in its ad-placement practices. A hearing
on the issue, timed to coincide with a Washington,
D.C., meeting of black broadcasters became side-
tracked when days before the hearing the Federal
Communications Commission filed a brief in federal
court attacking its own rules granting preferences to
minorities and women in considering station licenses.
(The court later sent the case to the FCC to decide
for itself).

‘Dear colleague’ letter

Collins has reintroduced her bill this year. In a re-
cent “dear colleague” letter asking for co-sponsors
from among her fellow House members, she wrote:

“I recently reintroduced legislation, HR-332, the
‘Non-discrimination in Advertising Act of 1987, to
correct a serious injustice being perpetrated against
black and other minority-formatted broadcast sta-
tion owners. Black broadcasters have charged that
advertising agencies discriminate against minority-
owned radio stations in placing advertising spots. Mi-
nority broadcast owners also have said that their fi-
nancial viability is being undermined because adver-
tisers are reluctant to use minority stations and, thus,
they are unable to generate adequate revenues to sus-
tain their businesses.

“According to the National Association of Black-
Owned Broadcasters (NABOB), black-owned radio
4dnd television stations, print media, and black-owned
advertising agencies are being subjected to systemat-
ic discrimination. Ad agencies and their clients are
refusing to advertise in media owned by blacks and
other minorities. This means that in many cases

black media are being bypassed for advertising place-

ment, even though they possess higher numbers in
groups being targeted by the ad agency. Black-owned
advertising agencies also are singled out because théy
are presumed to have expertise only in appealing to
black audiences.

“The express purpose of HR-332 is to provide black
and other minority station owners with a mechanism
for redress. Specifically, the legislation would:

B “deny income tax deductions for persons who dis-
criminate against minority-owned or -formatted com-
munications entities (radio, Tv, print) in the pur-
chase or placement of advertising;

@ “require the IRS to determine whether a person
has engaged in discriminatory conduct;

@ “allow the aggrieved party to bring a civil suit; and
B “permit a court to assess treble damages in cases
of ‘wilful and wanton’ discrimination.”

Hitting them where it hurts

“I believe denying tax deductions for advertising
expenses will reach the largest advertising agencies
and their clients. The write-off of ad expenses 1s a
significant portion of all advertising expenditures. By
disallowing this deduction, my bill will place the larg-
est penalties on the largest offenders. Advertising
agencies and their clients will find it very expensive
not to comply with this act.

“Black-owned communications media face many
obstacles in operating their business—obtaining
needed financing, constructing facilities, servicing
debt and employing personnel—not the least of
which is their ability to secure advertising dollars.
HR-332 is an effective tool for providing black station
owners with a way to protect their significant finan-
cial investment.”

The IRS would be required to disallow a deduction
in the taxable year in which it determines there has
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Inside the FCC (continued)

been discrimination.

The civil suit she mentions could be a class-action
suit, and would allow the party discriminated against
to “recover lost profits, consequential damages and
attorneys’ fees.”

Although the advertising issue got shunted aside
while the Telecommunications Subcommittee tore
into the FCC commissioners over the preferences is-
sue, the panel made clear that it feels strongly about
injustices done to minorities. One of those taking
part in the “FCC bashing” was Rep. Edward Markey
(D-Mass.) who will be chairman of the subcommittee
this congressional term.

AAF’s warning

In a recent newsletter, which preceded Collins’ in-
troduction of her bill and Markey’s elevation, the
American Advertising Federation thought the Collins
effort serious enough fo warrant this warning:

“As members of Congress increasingly look to the
federal tax code as a way of shaping the kind of infor-
mation circulating in the marketplace, watch for bills
eliminating certain product-specific advertising de-
ductions, e.g., tobacco, alcohol and military equip-
ment. Also, watch for a bill eliminating ad deductions
to persons found discriminating against minority-
owned or -formatted media in regards to ad purchas-
ing or placement. . . .

“Legislation to eliminate ad deductions for specific
product categories will be introduced in the 100th
Congress. Proponents of this type of legislation see it
as an alternative to an ad ban. However, there are se-
rious constitutional problems in singling out a partic-
ular product category and removing its ad tax de-
ductibility in order to limit the circulation of infor-
mation, Grosjean v. American Press Co. (1936).

“Primary advocates of eliminating tobacco ad de-
ductions include: Rep. Fortney Stark (D-Calif.) and
Sen. Bill Bradley (D-N.J.). Both are members of the
respective committees dealing with ad tax issues, i.e.,
House Ways & Means Committee and Senate Fi-
nance Committee. Both Rep. Stark and Sen.

Bradley introduced bills on this subject in the last
Congress.

“Furthermore, it i8 almost certain that Rep. Car-
diss Collins (D-111.) will reintroduce a bill to deny ad
deductions to persons found discriminating against
minority-owned or -formatted media in regards to ad
purchasing and placement. Rep. Collins is a member
of the House Subcommittee on Telecommunications,
Consumer Protection, and Finance, where oversight
hearings were held on this issue last October.”

'he primary activity, however, would have to take
place in Ways & Means, the tax-writing commmitiee.
But the Telecommunications Subcommittee would
he expected to share some jurisdiction and, as the
AAF notes, hold oversight hearings. No plans for
hearings have been sat, however.

In fact, Telecommunications Subcommittee hear-
ings may not he held hefore late spring. It will take at
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least that long for the GAO to come back with its re-
port on how federal agencies treat their advertising
contracting.

Targeting the agencies

Denise Wilson, a Collins aide who is handling the
issue for her, says the first action may be testimony
by Collins before the Health Subcommittee of Ways
& Means headed by Stark. At that hearing, Collins
will seek to have the onus shifted from the clients to
the advertising agencies, Wilson says. “We’re looking
to target that a little bit more our way,” she adds.

The request for a GAO investigation, Wilson says,
is “to have them do an investigation into contracts
entered into by the federal government with adver-
tising agencies.”

Qne part of it, she continues, will be to get “an as-
sessment of how much the federal government is uti-
lizing black media.” Collins also wants the GAQ to
find out whether, as part of the advertising contracts
that are let by the federal government, “there is any
effort made to.participate in minority communica-
tion media, be it magazines, radio, etc., and also to
find out if contracts have gone to black advertising
agencies.”

Finally, Wilson says, the request of GAO is to sug-
gest how the federal government can increase its
business opportunities with minority companies, in-
cluding broadcasters and advertising agencies.

If the GAO turns up some ‘“severe violations,” Wil-
son adds, “we’re going to want to contact the differ-
ent agencies to push for compliance in federal regula-
tions in the face of violations of the contracts.” The
Defense Department was the first target of Collins
because it was the biggest government buyer of ad-
vertising. But, based on the GAO’s report, the next
target will be the next ranking government agencies
that place commercials, starting with Health and Hu-
man Services.

A congressional committee or member also can
have a quicker effect when taking against a govern-
ment agency or department. Going after a private
company usually requires legislation, which in most
cases involves a long, drawn-out process. So the ac-
tion on government advertising practices came first.

Besides the action against N W Ayer, Wilson notes
that Defense also has sent a letter to all of its depart-
ment heads instructing them to monitor the con-
tracts they let to be sure they “subject those con-
tracts to some scrutiny to make sure they have in-
deed lived up to the terms of the contracts.”

Contracting process

Collins’ office also is working with Defense to try to
resolve the complaints of minority broadcasters and
agencies who contend they sufter some discrimina-
tion through the cumbersome contracting process
and express suspicions that the department is pro-
ducing favorable statistics by switching from one mi-
nority-owned business at the end of the year and giv-
ing the contract to another.. —-Howard Fields
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THE WORLD OF TELEVISION
FORTHE TELEVISION OF THE WORLD
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Your international spring-time rendez-vous I
is at MIP-TV. f

It’s happening atMIPbecauseat
MIP- TV you'll meet everyone and see
every thing in the World of Television.

In 1986 there were 5621 participants,
representing 1449 companies from 107
countries.n 1987 MIP-TV will once again
be the international meeting place for
television stations, production and dis-
tribution companies and programme
buyers.

MIP-TV &/

23RD INTERNATIONAL TELEVISION
PROGRAMME MARKET

Please rush me further details on MIP-TV'87
Name

Company

Address

City

21ST-26TH APRIL 1987 - PALAIS DES FESTIVALS - CANNES/FRANCE

It’s happening at MIP because MIP-TV is
at the heart of the programmes which
make Television. ,
MIP-TV is the world’s largest market for
buying, selling and coproducing. It’s the
place to learn about the evolutipn of
market demands and to discover new
trends and new projects.

Be part of the vitality energy and growth
of today’s television: Be at MIP-TV’87.

Present o
¢ programmes an

yod Ft)he professmnals

from all over the world.

eet

Title

Postal Code Country

Please return to MIP-TV - Perard Associates - Sales Manager: Barney Bernhard

38 West 32 nd Street, Suite 1512 - NEW YORK N.Y. 10001 - Tel: (212) 967.76.00 - Fax: (212) 967.76.07
Telex: 4979122 PERAD Ut
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You're busy. So we prepared this synopsis of CBN's fourth quarter ratmgs th Te®n way up. Prime time
s up 67%. l)dytyme up 61%. Weelkdays 9arn-2am up 57%. And overall viewershif io l% whopping 36%."
S0 If you've got an advertising campaign that needs a boost call Dougq Greenlaw a,.in 2-997-1710. And
find out what we'll be up to in 1987

SOANLE Pt [+ 3 1900 = Oc ¢ VOB%, Prime time MF 78012 Mid, Daytling: M:I" A A1, Overall viewersii Mon,-Sun, 7A-)A, Avrage housohold prajoctions, All dayparts exclude non-commerclal programmbng,
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