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THE
RADIO & TELEVISION

COMMERCIAL
(Second Edition)

Primarily designed for the aspiring
radio/TV commercial producer, the sec-
ond edition of The Radio & Television
Commercial has expanded its scope and
depth to be a useful tool even for the sea-
soned agency executive. As a practicai
guide, it features and delineates with ex-
amples the importance of copywriters’ in-
teraction with agency and client person-
nel, commercial structures and styles and
the creative process.

Examples of radio and TV scripts, story-
boards, glossary of terms and commer-
cial production/testing included.

232 pp. Paperback $1495

TV/Radio Age Books

1270 Ave. of the Americas
New York, NY 10020

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

Name

Address

City State Zip

Price includes postage.

Payment or company purchase order must ac-
company order.

How to Produce
Effective
TV Commercials

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

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

Hardbound $2995

TV/Radio Age Books
1270 Ave. of the Americas

New York, NY 10020

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

Name

Address

City State Zip

Price includes postage and handling.
Order must be accompanied by Check or company
purchase order.
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-€© 1987 COLUMBIA / EMBASSY TELEVISION

Hour:

All Hours are not the same. In today’s

marketplace, the differences are real and measurable
—and can be counted in dollars and cents.

That’s what makes T.J. Hooker an undeniable value.

"I"]. Hooker
"The Hour

COLUMBIA/EMBASSY
TELEVISION
A unit of @ﬂ%ﬂm
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FREDERICK HULL-

A,
MILTON C HCRIARD W. SANDERS

BATK.

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)
Hardbound $30.00

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
Price includes postage and handling.

Zip

Company Purchase Order or Payment Must Accompany This Order.
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' YOUR HOTTEST UPSCALE ENVIRONMENT FOR PRIMETIME.

SMITHSONIAN
IREASURES

Hotter demos than

National Geographic.
Now in syndication!

© Number one in upscale demographics
delivery of all PBS specials. ;
© Broad-based family appeal. ¢ '-
® (ommands premium advertising rates. A
® Unique format to attract new .
advertisers. )
® Positioned to outperform the
syndication success of National

_ Geographic.
l ® (aptivating blend of entertainment

and information. ‘

© Emmy Award winner.

© Backed by the resources and prestige
of the Smithsonian Institution.

’ Available starting December 1987.
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Remember Punky Brewster? Cute, precocious,
an 8-year-old whirlwind of energy?

Well, look again. She's not just kid stuff anymore.

These days, Punky’s place is with the family.
Moms, dads, and kids of all ages.

With 44 new family-oriented episodes, plus
all the charm of the original 44 shows, Punky’s
got the edge in turning everyday family

b - S i
i J-.m'*‘i;l‘“'ﬁ'ﬁ-’rhi.‘ T e

the famlly

51tuat10ns into everyday fun.

s a half-hour of guaranteed laughs, love,
and surprises for everyone. With enough “PUNKY
POWER" to propel your station right to the top.

Punky Brewster. 88/110 episodes available
for stripping, Fall '87. From Coca-Cola
Telecommunications.

TELECOMMUNICATIONS

A unit of ((@ el TELEVISION
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One more look into the CBS eye:
Bill Leonard—with candor and love

mong the growing library of insider books about CBS—particularly
those dealing with CBS News (see also Sidelights, page 18)—a new
entry by Bill Leonard, president of CBS News until his retirement in 1982,
promises to make its mark. In the Storm of the Eye: A Lifetime at CBS,
published by G. P. Putnam Sons, offers more to those in the industry than
it does to the passive reader. And despite its candid recounting of the

‘political infighting, the all-too-human failings of the top brass and CBS’

darker moments, the book still must be characterized as the story of one
man'’s love affair with an entity that he accepted for better or for worse.

Early in the book, Leonard tells how, as a recent Dartmouth graduate in
1937, he felt he was destined for CBS and how, as one of 500 applicants for
six jobs, he made it all the way to the final 10, only to be disappointed and
vowing, “. .. you've wasted six months of my life. I'll get even with you for
this.” Incidentally, one of his interviews at that time was with a “middle-
aged man named Frank Stanton. He must have been nearly thirty.”

But CBS hadn’t seen the last of Leonard. After working as a reporter on a
small newspaper and in the radio department of an advertising agency, he
was back again after World War II, having earned some stripes. Actually
they were the two-and-a-half stripes of a Navy lieutenant commander. The
book follows his career as a newscaster on New York radio and then TV, his
move into production and management and his tour of duty as an initially
reluctant Washington lobbyist for the network just prior to his selection as
head of CBS News.

Turmoil. Some of the juicier portions of the book deal with Leonard’s battle
with then-CBS-president John Backe over Dan Rather’s hefty salary as
Walter Cronkite’s successor and with the removal of Arthur Taylor and
Backe from the presidency. Leonard’s job as lobbyist included making
Taylor as big a man in Washington as was Stanton, but the book indicates
that Taylor might better have worked at enhancing his image with chair-
man Bill Paley. Leonard reports Taylor “made the mistake of telling one or
two of the wrong people that he thought Mr. Paley was on the downhill
path of life.” And, when a few years later Leonard was brash enough to ask
Paley why he got rid of Taylor, the answer was, “He thought he was bigger
than the company.” :

Along with first-hand observations on everybody who was anybody at
CBS News, Leonard provides some insight on CBS in the McCarthy era,
the evolution of convention and election coverage and the dangers of
“staging” the news.

V.

Television/Radio Age, May 25, 1987
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It’s a rare occasion when a network’s
news arm can grab a slice of station
time without incurring affiliates’ ire.
But Sunday Today, set to launch Sept.
20 in the 8-9:30 a.m. time slot, is pull-
ing it off with ease. NBC News presi-
dent Lawrence K. Grossman tells TV/
RADIO AGE that the new show not only
stems from affiliate urging but that few
will miss the local time—except maybe
some smaller market stations that were
using the time period for paid religious
programming.

The choice of Maria Shriver and
Boyd Matson as co-anchors, with Gar-
rick Utley as principal correspondent,
got enthusiastic response from the
network’s affiliate board of governors
when he met with them recently,
Grossman says (see also story on page
48). As for the early time period, Gross-
man says he wanted to be “the first one
up,” starting ahead of Charles Kuralt’s
9 a.m. trip down the road for CBS. Any
earlier would have been too early, he
notes, and affiliates have the option to
clear the show later.

Meet The Press will follow Sunday
Today to complete a two-hour block,
and NBC affiliates are guessing it will
probably be seen in more of a common
time period across the nation than it
has in the past.

Competition. Executive producer
Steve Friedman apparently thinks the
new show’s competition is CNN, which
he says gleans higher-than-usual audi-
ences on weekends “because there’s
nothing else on.” He adds that, when
there’s a major event going on, he may
take the show on location. Meanwhile,
Shriver and Boyd will alternate weekly
feature pieces out in the field.

WWwBEBT’s cable victory

Jefferson-Pilot’s wwBT(TV) Rich-
mond, blacked out Charlottesville, Va.
cable homes the same week it opened a
news bureau there (News about news,
May 11), has won its battle against the
local cable operator. Jefferson Cable,
an affiliate of Multi-Channel TV Ca-
ble, has put WWBT back on in Char-
lottesville and also in Waynesboro,
where it was removed at the same time.

John Hutchinson, WWBT vice presi-
dent and general manager, says the city
councils of both communities—in sep-
arate moves—passed resolutions pro-
testing the station’s cable ouster.
Wanesboro, where the cable franchise

News about news. .. News about news. .. News
out news. . . News about news. . .News about ne

Good news for NBC affiliates

Maria Shriver: Ready to try again

Compared with the weekday version,
Sunday Today will be less structured,
according to Shriver, with Utley add-
ing, “We have the opportunity to set
the agenda on what early morning is
going to be on television.” In addition
to his role on the Sunday-morning pro-
gram, Utley will also anchor the Sun-
day editions of NBC Nightly News as
well as continuing to report for its
weekday version and serving as substi-
tute anchor for Tom Brokaw.

Meanwhile Shriver has hardly for-
gotten her involuntary departure as co-
anchor of CBS Morning News: “The
main reason I wanted to take this job is
that I didn’t get to do the job the first
time out.”

Completing the cast are weather re-
porter Al Roker and sports reporter
Bill Macatee. Macatee holds that
weekend is the best time for sports be-
cause ‘“the big sports events on Satur-
day and Sunday may be the dominant
news.”

is not exclusive, invited competing ca-
ble companies to come in and build,
according to Hutchinson, while Char-
lottesville emphasized that the remov-
al of WWBT would have a bearing on
the franchise’s renewal. Meanwhile, a
poll of 150 cable subscribers by the
Charlottesville Daily Progress news-
paper found that 83 per cent wanted
WWBT back on cable.

Following meetings involving the
towns’ mayors, Jefferson Cable, the
MSO and others, Hutchinson says, the
system announced WWBT’s reinstate-
ment. The outcome, he adds, shows
that community action can overcome
the effects of recent cable deregulation
and changes in must-carry.

WuAB-TV adds news

WUAB-TV, the Gaylord Broadcasting
independent in Cleveland, will launch
its first local newscast—a half-hour at
10 p.m. weeknights—in January, 1988,
Michael E. Schuch, vice president
and general manager of WUAB-TV,
says, “Our news will be comparable in
all aspects to the news telecasts deliv-
ered by the local network affiliates.”
He notes that “many independent sta-
tions in the eastern time zone have
been successful with an earlier news
program. Cleveland is no different than
Detroit, Philadelphia or New York."”

Newslink investigates

Carlton Sherwood, winner of both the
Pulitzer Prize and the Peabody Award
during 15 years of news reporting, has
been named to head a new investigative
unit at Newslink. The unit, said to be
the first of its kind at an independent
news service, promises to provide local
stations with the type of stories usually
found on 60 Minutes or 20/20.

Art Browne, Newslink vice president
and director of its news & public affairs
division, says Sherwood’s work could
“fundamentally change the way inde-
pendent news organizations serve their

Cariton Sherwood: Newslink sieuth

clients. He calls most non-network
news services ‘“‘geographical driven, not
story driven.”

NewsOne’s weather

ABC-TV’s NewsOne service for affili-
ates has contracted with Weather Cen-
tral, Inc., Madison, Wisc., to supply all
weather graphics—including current
national weather and forecasts. Weath-
er Central is also a supplier to CBS’
domestic newsfeed, as well as to local
TV and radio stations.
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Advertising is the art of persuasion. And at WRTV/
Indianapolis, we've been persuading radio and
newspaper advertisers to tune into our channel.

How? Our Vendor Support Marketing Program.
With this innovative program, we understand the
vendors’ needs, and offer them a more effective and
efficient media buy for their dollar. For many, it's
their first time ever using “expensive TV." The results
have been extraordinary—20 new accounts in the
last year, alone.

The success feels great. Like our recognition for
excellence in programming, community leadership
and news. We won best newscast in the state (AP/
UPI), and in the entire midwest (UPI).

About our sister stations? They're all on the same
channel. Broadcasting excellence.

McGraw-HIll Broadcasting.
Broadcasting Our Commitment.

KMOMH-TV Denver WRYV Indionopolis K@YV Son Diego  KERO-TV Bokersfield

wwWwW. americanradiohistorv com
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Back in 1977, one of those wild
and risky “what if” ideas didn’t fall
through the cracks.

“Evening Magazine,” a
uniquely interesting local TV
program concept, emerged.

Some doomsayers predicted it
would fall flat on its face, under-
estimating the power of imagina-
tion, enthusiasm, and relentless
hard work.

Of course, rave critical reviews
and an embracing audience helped
as well.

Today, after a long run of 2,500
shows, “Evening” remains good TV
for Philadelphia viewers, and good
business for advertisers.

What's more, “Evening
Magazine” has been good for the
broadcasting industry, providing
opportunities for bright, talented
people to shine.

Who would ever think so
many people would have so much
fun with a ten-year-old?

Group W and KYW-TV did.

GROUP

KYW-TV3 W

kbohistorv.com
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Letters

Good news from Houston

I enjoyed reading your recent article
entitled, United front key to local ra-
dio groups’ strength. It was good to
see that these important groups are
getting recognition by the press.

Houston, Texas, also has a strong
radio association. Houston Association
of Radio Broadcasters, or HARB, has
been in existence since 1980. General
managers of 25 of Houston’s top sta-
tions are members, as well as nine na-
tional rep firms.

In light of the recent national press
that we have been receiving, one of
HARB'’s major projects this year was
to compile a video presentation which
informs people of the positive things
happening in Houston. There is quite
a story to tell. Houstonians don’t in-
tend to let the slump in energy prices
ruin their dynamic city and are taking
great strides to see that it continues to
grow. Many people don’t think of
Houston as a major port, but it is. The
fourth largest port in the U.S. (in ton-
nage) is located over 50 miles inland,

right in the heart of Houston!

The Texas Medical Center is locat
ed in downtown Houston, and this
massive complex of hospitals employs
over 50,000 people. In fact, while the
total number of jobs in Houston has
shrunk 7 per cent over the past two
years, the number of jobs in the medi-
cal sector has increased by 7 per cent.

Houston is one of very few cities in
the U.S. with both a resident ballet
and opera company, as well as stand-
ing theater and symphony. Many
businesses continue to be attracted to
Houston. Macy's opened their first
store in Houston in 1985 and now has
four in its Houston chain, one of which
was the flagship for the opening last
year of the Galleria 111, the third
phase of Houston’s most prestigious
retail complex.

The most important thing Houston
has going for it is the attitude of its
residents. Since 1982, Rice University
has asked a question in an annual sur-
vey that they undertake. That ques-
tion is: “If you work hard in this city
you will be a success: agree or dis-
agree?” In 1982, 81 per cent of Hous-
tonians agreed they would be success-
ful. In 1986, 75 per cent agreed, but
what is interesting is that in the na-
tional sample taken in other cities

throughout the country, response to
the same question in 1982, '83, ‘84, ‘85
and '86 never exceeded 63 per cent!
This is a statement in fact on the
Houston spirit.

NANCY GEX

Executive director,

Houston Association of

Radio Broadcasters

Appreciating reps

I thoroughly enjoyed your interview
with James Rosenfield, the new chief
executive of John Blair. With all of
the abuse that the reps seem to take
these days, it is certainly refreshing to
hear someone talk about the rep husi-
ness in such positive terms.

Yes, it is a “window on the market-
place.” The rep business is truly the
pulse of the broadcast industry.

That the reps are underappreciated
is evident from the commission rate
problems addressed by both Rosen-
field and Timothy McAuliff. Maybe if
the reps do start charging stations for
those services they’re used to getting
free, the stations will finally cease tak-
ing their rep firms for granted.

LLOYD VENARD

San Diego

TV STATI00

« PEQUIRES SPEC/AL
SKULS &

YD Youe oppmy

Ao

1

MO

FKPERIENCE

If you could use a little help, call or

write us today for an initial consultation

at no charge. With decades of experience

and outstanding credentials, we can offer

you much in the way of essential services.

Of course, if you want to do it all by yourself . ..

WILKIN
BROADCAST
CONSULTANTS

27091 Paseo Activo
San Juan Capistrano,
California 92675
(714) 493-5333
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Wometco WLOS, Inc.

owner of television station

WLOS-TV |

(Greenville - Spartanburg, SC - Asheville, NC)

has been acquired by

AMC of Delaware, Inc.

an affiliate of Anchor Media, Ltd.

The undersigned acted as financial advisor to ‘
Wometco WLOS, Inc. in this transaction. l

MORGAN STANLEY & CO.

Incorporated

May 1, 1987

www americanradiohistorv com
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_Sidelights

Turmoil at CBS

The ink was hardly dry on Bad News at
Black Rock (Arbor House, New York),
Peter McCabe’s book chronicling the
trials and tribulations of the CBS
Morning News before events had al-
ready overtaken it.

The book ends with Van Gordon
Sauter’s forced resignation as presi-
dent of CBS News but prior to the most
recent round of budget cuts and lay-
offs, spiced by Dan Rather’s op-ed
piece in The New York Times and the
flap over Andy Rooney’s involvement
in the writers’ strike.

Despite this handicap, Black Rock
makes compelling reading primarily
because of McCabe’s well-drawn
sketches of many of the personalities
involved as well as his ability generally
to capture the human side of the grind-
ing news business. (The author worked
as a producer at the CBS Morning
News in 1985 and '86.)

Although Diane Sawyer had already
departed for 60 Minutes when McCabe
arrived on the scene, her reputation ap-
parently lingered.

Sawyer is characterized as extremely
“political” and held personally respon-
sible for the firings of the two executive
producers—George Merlis and Bob
Ferrante—who had brought the show
to its highest rating level (4.2).

When Ferrante began to fall out of
favor with Sawyer, McCabe writes,
“She began to complain about him to
[Ed] Joyce [then president of CBS
News|. Her method of undermining
him was the same she used on Merlis.
She stopped talking to Ferrante, then
complained to the management that he
wasn’t communicating with her.”

Her co-anchor, Bill Kurtis, on the
other hand, is painted as the consum-
mate professional. According to
McCabe, “It was always a cinch pro-
ducing for Kurtis. It was hard enough
in television news to get a good, original
story past an executive producer, and if
you succeeded, you often had to sweet-
talk an anchor or correspondent into
doing it . . . Kurtis, however, made life
easy ... there were a lot of sad faces
among the producers at his goodby par-
ty.”

Phyllis George. By the time McCabe
came to work at CBS, Phyllis George
had been installed as co-anchor, and
the book is full of stories about her
gaffs. “It was clear Phyllis was a major
problem,” McCabe recalls.” It quickly
became apparent to me that it was not
easy to build a program around Phyllis

George. Everyday we performed all
sorts of inverse somersaults so that
Phyllis would think she was doing sub-
stantive stories when, in fact, she was
not. Almost all the substantive stories,
certainly anything that concerned a
major political or social issue, wound
up with Kurtis.”

McCabe gave high marks to John-

Diane Sawyer is described in
“Bad News at Black Rock” as
“political” and held personally
responsible for the firings of the
two “CBS Morning News” execu-
tive producers who brought the
show its highest ratings.

athan Rodgers, current vice president
and general manager of WBBM-TV Chi-
cago, who served briefly as executive
producer, replacing Jon Katz, who had
hired the author. Rodgers was “ap-
proachable, smart, able to make deci-
sions. He also had the ability, rare
among executive producers, of being
able to admit when he was wrong.”

And, finally, for those wondering
how The New York Times television
reporter Peter J. Boyer gets all those
inside scoops about CBS News,
McCabe reminds us that Boyer was
briefly media critic for The CBS Morn-
ing News, a rather stormy stint. Boyer,
according to McCabe, resisted pres-
sured to attack the print media, but his
real downfall apparently came when he
did a weeklong preview of the fall *85
TV season during which he had “less
than nice things to say about the up-
coming CBS schedule—and some very
complimentary things to say about
NBC’s.” After the series ran, Boyer
says, Katz called him to his office and
“lambasted him,” saying five affiliates
had threatened to drop the Morning
News.

Bad News at Black Rock is, of
course, a subjectively written book,
based on one man’s perceptions. It
reads, however, like a good action novel
and is apparently just the tip of the
iceberg in terms of reading material
forthcoming about CBS and its news
division. In the epilogue, in fact,
McCabe reports that Gene Jankowski,

I
I

president of the CBS/Broadcast
Group, took Ed Joyce to lunch “in an
effort to talk him out of doing {a] book,
but Joyce insisted he was going ahead
with it.”

For perspective on yet another book
about CBS News, see Publisher's Let-
ter, page 10.

International appeal

While Steven P. Beeks, vice president
of Republic Pictures Corp., concedes
that American companies have diffi-
culty understanding the international
marketplace, he also recognizes the op-
portunities that exist overseas. Beeks,
member of a team of eight executives
who have been at Republic less than
nine months, says the company had
more international revenue in the first
quarter of this year than all of 1986 and
that the recent MIP-TV was its most
successful ever.

To the extent it is able, Republic, he
says, plans to be among those actively
participating in co-productions. One of
the three TV movies to be produced by
Republic this year—Indiscreet—par-
ticularly lends itself to co-production,
in Beeks’ opinion. “Robert Wagner is a
big European star, and the picture is
set in London and Paris,” he says.

Beeks is among those who credit pri-
vatization in Europe with fostering a
more commercial attitude toward pro-
duction. He says that with the in-
creased competition nationally, Euro-
pean producers and networks are now
recognizing that television is a business
and are looking realistically at costs.

And in the U.S., Beeks points out
that the reduction in the amount of
money networks are prepared to pay
for programming is forcing producers
to become smarter about making mov-
ies and series, making it mandatory to
find cheaper ways of delivering pro-
gramming. “One way,” he says, “is to
shoot outside the U.S. We are going to
produce as much as we can outside the
United States.”

The appeal of American TV product
in Europe is attested to by Anna Hall,
new vice president for program devel-
opment for Telso Communications,
Inc., the TVS (U.K.) subsidiary. She
arrived at TVS from CBS where she
was director of miniseries, and she
states unabashedly that, “Everything
in America works in Europe. It is sal-
able; it is watchable.” British TV, she
observes, “works only on PBS and cab-
le.” Hall’s job will be to find suitable
British product for export to the U.S,,
and she does not expect financing to be
a problem. “There’s always enough
money for a good project,” she says. “I
canread a script and know how much it
will cost down to the last million dol-
lars.”

18

www americanradiohistorv com

Television/Radio Age, May 25, 1987



www.americanradiohistory.com

Advertisement )
3 , :
{ EMBASSY NIGHT AT THE MOVIES TOP PIX LIST !
2 {Starts on page 1) H
Vol. CCX No. B USPS 656-960 02371 112 PAGES

New York

EMBASSY #1 BARTER NETWORK

Columbia Pictures
Adds Strength To
‘Embassy Night At
The Movies’

Hollywood — Leslie Z. Tobin, Vice
President, Motion Picture Sales and
Acquisitions for Columbia/Embassy
Television, in an exclusive interview
discussed the future of Embassy Night
at the Movies and barter movies in
general,

"We are extremely fident that

'EMBASSY NIGHT AT THE MOVIES' LEADS
PACK AS LATEST TOP 10 UNVEILED

Hollywood — *Embassy Night at the
Movies’ (ENATM’). the first of the
current genre. continues to be the #1
barter movie network, as shown by the
latest NSS ratings, it was announced
today by Barry Thurston. President.
Syndication, Columbia/Embassy
Television.

Since its premiere in October 1983,

*Embassy Night at the Movies' will
maintain its #1 position in the years to
come.” Tobin stated. “A key factor in
the future success of 'Embassy Nightat
the Movies’ is the recent addition of
Columbla Pictures’ theatrical product
to our existing library of potential
releases.

“With Columbia Pictures being a
leader in theatrical feature production.
we will be gaining quality titles with
outstanding name talents, both above
and below the line. Moreover the value
gained through their promotional cam-
paigns will only add strength to the
films we will use in "Embassy Night at
the Movies.'”

In addition to the Columbia Pictures
films, Columbia/Embassy Television
is continuing with what Tobin calls ““our
aggressive acquisition campaign. In
recent months we completed deals with
New Line Cinema. DEG and two sepa-
rate arrangements with ex-Beatle
George Harrison's HandMade Films.

“"Some might think that we will slow
down our program now that we have the
Columbia product. They couldn’t be
more wrong. lt just helps our position
as a major player in film acquisition.”

(Continued on page 67)

Quarterly Release
Schedule Gives
‘ENATM’ ‘Event’
Feel

Hollywood — Inanexclusive interview
yesterday, Barry Thurston, President,
Syndication, Columbia/Embassy Tele-
vision, reflected on the outstanding
success of the company’s “Embassy
Night at the Movies” barter movie
network.

When pressed for details, Thurston
revealed that a key element entails the
once-a-quarter release schedule —as

opposed to the one-movie-per-month |

schedule followed by other barter
movie networks.
(Continued on page 88)

bia/Emb 's 'ENATM’ is the
only barter movie network to maintain
a double digit Average Rating (10.4).
According to NSS SON Oct. '83 -
Feb. '87, among networks airing more
than one time. the top 10 list reads as
follows:
1. EMBASSY NIGHT AT
THE MOVIES 10.4
2. MCADEBUTNETWORK 8.2
3, BUENAVISTAMAGICI 7.4

4. TRIBUNETYNETWORK 7.3
5. ROACH/LBS
COLORIZATION

NETWORK [ 7
6. MGM/UA PREMIERE
MOVIES 6.8
7. ORBIS PREMIERE
MOVIES 4.3
8. COLUMBIA/LBS 4.2
9. FOX HOLLYwWOOD
THEATER/
METRO PRIME '86 4.1
10. LBS MOVIE OFTHE
MONTH 31

*Our success with "Embassy Night at
the Movies' is a result of many ele-
ments.” Thurston stated. “Timing is
extremely important. Selecting the
proper film and knowing when to
schedule iL. albeit an inexact science. is

one marketing strategy in which we
take enormous pride. Understanding
the nuances between theatrical and
tetevision film audiences is the key.

“Our partners, the individual stations
in our lineup, constitute another impor-
tant ingredient. Their efforts to promote
each film, utilizing the extensive mater-
ials we provide and having the proper
lead time, add greatly to their ability to
generate audience awareness and in-
terest. which translates (o performance.

“Advertising confidence couldn't be
any higher than it is right now with
*Embassy Night at the Movies.'”
Thurston added. " We're certain we will
continue to justify this confidence as a
result of the excellent movies we will
have available.”

(Continued on page 73)
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‘Embassy Night
At The Movies’
Swamps Competition
With 13.3 Rating

Hollywood — Columbia / Embassy
Television's "Embassy Night at the
Movies,” the most successful syndi-
cated barter movie network. scored a
major success with an outstanding
performance by its latest presentation,
“Swamp Thing” which concluded its
window {February 5 —March 4) with an
exceptional [3.3 National Rating. tying
it as the fourth highest barter film of all
time

In addition to the national number
covering 139 stations. “Swamp Thing”
made an impressive showing in the 13

| metered markets with a strong 13.7
overall Rating performance. The movie
was the #1 independent offering in 20
of a possible 24 uinings. It placed #1 in
its time period at least once in 5 of the
13 markets, including Chicago. Phil-
adelphia, San Francisco, Houston and
Miami, and was #2 in its time period
in Boston and Washington, D.C.

In New York. “Swamp Thing” first
aired 8:00 PM and scored an 8.0 Rating
and || Share, making WPIX the #1
independent station in that time period.
(The second airing in New York gar-
nered an even higher 9.5 Rating and 16
Share.)

On KTLA, L.A., the film was ini-
tially run 8:00 PM as well and resulted
in an 8.4 Rating and 13 Share. On
WKBD, Detroit, the show first aired
8:00 PM and came in with a whopping
10.0 Rating and i4 Share.

(Continued on page 96)

Promotion Contest
Adds Flavor To
Columbia / Embassy’s
Summer Release

] ¢ 9

Of ‘Sheena

Hollywood — Columbia / Embassy
Television is conducting a station con-
test with promotion managers in con-
Jjunction with “Embassy Night at the
Movies™ July 9 to August 5 release of
“Sheena.” it was announced today
by Michael Zucker, Vice President,
Marketing, Columbia / Embassy
Television.

The contest will entail prizes, such as
television sets, VCRs, compact disc
players and an AM/FM stereo radios
for the most unique and effective

(Continued on page 58)
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Tele-scope

' Fox Network prepares
for the post-Rivers era

Whether Joan Rivers was fired from Fox Broadcas-
ting’s The Late Show, as a spokesman for Rivers
originally put it, or left the show as part of a “mutu-
ally amicable” separation, as FBC later put it, the ef-
fect was the same: temporarily leaving the show high
and dry.

The well-publicized problems The Late Show has
been experiencing, with Rivers as host, despite at-
tempts to breathe new life into it with a new produc-
er and format changes, made the actual report of Ri-
vers’ departure seem almost anticlimatic. Fox had
been making good with advertisers because of the
show’s failure to meet the 4 rating originally prom-
ised.

Some West Coast observers question the timing of
the host’s actual departure, noting that Fox would
have preferred to carry Rivers a little longer until it
had its back-up plan firmed up. They note that Ri-
vers’ could not have been unaware of such concerns,
and they may have affected the manner in which she
handled the parting.

In any case, The Late Show will continue. “We
have a franchise in the 11 p.m. time period,” as one
Fox spokesman put it, and FBC expects to continue
no matter who is hosting the show.

Onward. The nascent fourth network’s assault on the
airwaves continues, in any case. FBC executives are
flip-flopping Duet and The Tracey Ullman Show in
order to capitalize on Duet’s potential strengths and
work out some of the kinks in The Ullman Show.
And they have delayed the launch of their Saturday
Night lineup from May 30 to June 11 in order to al-
low more time for promoting the Sunday night lineup
and to broadcast both nights continually into Sep-
tember without a summer hiatus.

Network moves on movies

In scrapping eight of its 22 hours of weekly prime-
time programming—the biggest reshuffle CBS has
ever been forced into—the number two network was
at least able to carry out one unrealized ambition
voiced by NBC Entertainment boss Brandon Tarti-
koff—and double it. Tartikoff said he would have
preferred to drop a movie night, but prudence dictat-
ed few changes in NBC’s success-proven schedule.
CBS doesn’t have that much to lose, so B. Donald
Grant, president, CBS Entertainment, was able to
describe his much shaken up primetime schedule as
“an aggressive one that’s enabled us to add four one-
hour series in place of two movie nights. ‘
Agency programming chiefs explain the networks’
preference for series over movies, at least in part, by
pointing to production costs and the growth of cable.
Says one: “With cable penetration now in the area of

i 50 per cent, we now not only have movies coming to
television today that were available to the public two
years ago in theaters. Now we have them available to
cable viewers in almost half the country’s households
for a second time, one year ago. As a result, ratings of
theatrical movies have been rather disappointing.”

That leaves the made-fors, whose ratings have re-
mained fairly satisfactory. But agency execs note that
production budgets are out of sight. They concede
that budgets are inflated for series production, too,
but add that they’re not quite so steep: ““The sets can
be the same, week after week. The cast is the same.
The cast can even wear the same wardrobe, week af-
ter week.”

ABC. As for what ABC stands to gain by switching
its movie night from Sunday to Thursday, Richard
Kostyra, executive vice president, director of media
services, at J. Walter Thompson U.S.A. thinks that
ABC “might have done better to start Sunday night
with two-hour Disney movies. A one hour Disney
only gives Murder, She Wrote, and now Family Ties
in its new 8 p.m. period on NBC, more of an opening
to pick up even more viewers. And after Spencer,
both Dolly Parton and Buck James are older-appeal
shows.”

Robert Igiel, senior vice president, network and
programming at N W Ayer, notes, “Continuing to
program movies against other movies on the other
networks often found ABC coming out third best. So
it seems that ABC’s strategy is to counterprogram by
investing in Dolly Parton on Sundays and trying to
build a movie viewing habit on a different night
where the other networks don’t have movies. On
nights when ABC’s movie is a strong one, it gives
them a fighting chance to be viable and competitive
against NBC’s Thursday night powerhouse.”

‘Boss’ drives hard bargain

Reports of the decline of the syndication prices may
be greatly exaggerated in the wake of the recent sale
of rights to Who’s The Boss to Disney for a pricetag
estimated at between $230,000 to $240,000 per week.

The three-and-a-half year deal, which reportedly
includes a clause that it will be honored even if Dis-

" ney’s prospective purchase of KHJ-TV Los Angeles is
not successfully completed, further underscores Dis-
ney’s intention of becoming a player in the national
television scene. And it also emphasizes the heating
up of the already red-hot Disney-MCA rivalry, since
WWOR-TV New York, now owned by MCA, picked ug
the rights to Boss in that major market.

“The price that got The Cosby Show in Los Ange-
les could not have got Who’s The Boss,” notes Co-
lumbia/Embassy chief Gary Lieberthal, who points
out to TV/RADIO AGE that his research shows that
high-energy shows like Boss frequently do better in
syndication than more relaxed comedies like Cosby.

Some industry observers are questioning the fi-
nances of the Disney buy, pointing out that KHJ-TV
would have to dramatically increase its advertising
rates for 30-second spots and get a minimum 12 rat-
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fe 1s art. Or should be. -

A lot depends on the way you live your life. And where. everyone got to make the trip, which is why you have those
[n the bedlam of mini-meetings that your project three- and four-way calls to report daily progress. Isn'tit
Luires, many moods bounce off each other. You're always funny how often they ask about the weather and the view?
ancing aesthetics with the bottom line, and the pressure At the end of each day, everyone heads for his own suite,
‘he clock never ends. . and the magic of Los Angeles and Mondrian continues.
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an environment that is conducive to creativity. Not your own efforts; a masterpiece.
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Tele-scope (continued)

ing in order for the investment to break even. But
Lieberthal is unperturbed by such criticism. “I re-
member when Lev Pope [president of wPIX New
York] bought Happy Days for $35,000 an episode
and people were saying he was crazy, and it turned
out to be a bargain,” he says. “I must tell you when I
look at Who's The Boss, I can’t help but think it's a
better buy than Cosby. If someone were to say it
would be directly competing against Cosby, I
wouldn’t be afraid. I would welcome it.”

Servodidio’s show goes on

Pat Servodidio, recently promoted from president of
RKO Television to president of RKO General, re-
placing Shane O’Neill, says he’ll stay with the Gen-
Corp company at least as long as it takes for RKO to
restructure into a nonentertainment entity. In his
new position, Servodidio has responsibility for RKO
Bottling, RKO Hotels, RKO Radio, RKO Television
and RKO Pictures. The latter, he says, is “in a sale
mode right now.” Sales of the two remaining RKO
Television stations are awaiting final FCC approval.
As for the 12 RKO Radio stations: “My mandate is to
run these stations at full pace, make profits, and seek
to sell them and reach settlements.”

Tisch: Refocused CBS

Laurence A. Tisch, president and CEO of CBS, spoke
of a refocused CBS in his recent address before the
TV network’s affiliate meeting in Los Angeles. “By
downsizing the company,” he claimed, “we have
eliminated both unnecessary layers of management
and businesses with only a remote connection to our
base. As a result, CBS today has less red tape and bu-
reaucracy.

“We have placed responsibility for performance di-
rectly on key members of management and have giv-
en them the authority to run their divisions. They
don’t have to wait for review.by committees or the
creation of an endless paper trail of memos.” He add-
ed, “We have eliminated the distractions of many un-
related investments and allowed our senior manage-
ment and board to devote more time, energy and re-
sources to your business and ours—the network.”

Makegoods affect BAR $9$

Network TV billings were up only 2.8 per cent during
the first quarter, according to Broadcast Advertisers
Reperts, but some of that increase could reflect in-
ventory used for makegoods. BAR data showed an 8.9
per cent drop in weekday daytime time sales, but
that was offset in part by a 10 per cent rise in week-
end daytime business.

BAR figures showed ABC with the biggest first
quarter advance among the three webs, up 6.2 per
cent to $587.6 million. NBC was up the least, regis-

tering an increase of 0.3 per cent to $750.3 million,
while CBS showed a 2.8 per cent rise to $755.2 mil-
lion.

BAR network figures do not distinguish between
makegoods and cash sales, according to a spokesman,
though network unit prices supplied to BAR for its
estimates take into account how much inventory is
for sale. However, the spokesman said the BAR fig-
ures, which are gross, may be a little higher than the
actual totals.

Source: Broadcast Advertisers Reports. Copyright BAR 1987

Web ups and downs

Procter & Gamble was one of three top 10 network
TV clients which showed declines in web billings dur-
ing the first quarter. However, a number of other top
10 accounts registered strong gains in network adver-
tising. While P&G remained Number 1 (see table be-
low), it dropped from $116.2 to $108.7 million in
spending during the '87 and '86 first quarters, respec-
tively, according to Broadcast Advertisers Reports.
Substantial gainers among the top 10 included
General Motors, up from $63.0 to $80.1 million; Phil-
ip Morris, up from $56.8 to $77.3 million; Johnson &
Johnson, up from $36.7 to $55.4, and Unilever, up
from $41.9 to $59.4 million. Moderate declines were
registered by American Home Products and Coca

Cola.

Copyright 1986. BAR.
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Local March biz
increased 7.9%

Local billings among TV stations
didn’t go up much in March vis-a-
vis a year ago, but the dollars
looked awfully impressive. There
were at least two explanatory fac-
ets for this bulge in business. First,
it was the fourth month ever that
local station time sales reached
half a billion bucks. Second,
March was a five-week Standard
Broadcast Month (SBM).

The March increase remained
locked in the single-digit realm—
7.9 per cent. Still, it was the best
percentage increase this year, with
January showing a 6.1 per cent
rise and February, about the same,
registering 5.7 per cent. However,
practically every month last year
beat March in percentage in-
creases, the exceptions being April
and July.

Local volume in March just
tipped over the half billion
mark—$500.9 million. Three

months topped this figure—QOcto-
ber, 1985, $504.9 million; May,
1986, $532.8 million, and October,
1986, $590.2 million.

It’s worth noting that March lo-
cal billings topped those of spot—
and not for the first time. The
same phenomenon occurred (in
March) in '85 and '86. Spot this
past March brought in only $452.0
million and, for the quarter, it is
running only slightly ahead of lo-
cal. However, April and May are
traditionally big months for spot
and the gap will likely widen for
the time being.

Local billings for the quarter
came to $1,129.7 million, com-
pared with $1,058.0 million during
the corresponding quarter of ’86.
That’s an overall increase of 6.8
per cent.

Spot billings for the quarter
were only $23 million ahead of lo-
cal, weighing in a $1,152.4 million.
Spot was 3.5 per cent ahead of last
year, which tallied $1,113.5 million
for the '86 three-month period.

Network compensation had

what might be called an “up
month,” but for all practical pur-
poses March was flat vs. a year
ago. The March, '87, figure was
$38.6 million, up 0.9 per cent. At
least, it was slightly better than
January and February, which were
down 0.3 and 1.7 per cent, respec-
tively.

For the quarter, network com-
pensation was off 0.4 per cent to
$111.8 million. If network comp is
off the year, it will be the first
time ever the dollar total was

! down. However, it came pretty

close to a minus sign last year,
when network comp rose only 1.8
per cent over '85, finishing the
year at $454.0 million.

' Summing up: the total of spot
and local time sales plus network
comp in March was $991.5 million,
up 5.1 per cent. For the three
months of ’87 to date, the overall
tally came to $2,393.9 million, up
only 4.8 per cent.

Here’s how the three sectors—
spot, local and network comp—
break down in shares this past
quarter: spot, 48.1; local, 47.2; net-

work comp, 4.6.

March

Local (millions)

$620 -
600 : .=
Local 580 < ) o
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London

Tyne Tees contracts
to produce music
program for ITV

Tyne Tees Television, which
recently axed its highly suc-
cessful music show, The
Tube, has won a $2 million
contract to produce a new
music hits show for Britain’s
commercial ITV network.
Within days of the an-
nouncement, Tony Sand-
ford, head of the interna-
tional sales division, said,
‘“We’ve already had an
amazing response from a
number of overseas buyers,
including very firm interest
from the U.S., Australia, Ita-
ly, France, Denmark and
Germany.”

The Roxy is ITV’s long-
awaited answer to the BBC’s
Top of the Pops. Confident
network schedulers will pit
it against Eastenders, the
BBC soap which regularly
tops the ratings.

Meanwhile, a two-hour
television debate by deaf
people will air on Channel 4
next month. Tyne Tees
Television, which produced
the show, claims it’s a world
first. Viewers who don’t un-
derstand sign language will
be able to follow the discus-
sion with the help of subti-
tles and voiceovers.

BBC to produce
Goodyear-sponsored
weather for Super

The BBC will produce daily
weather reports for Super
Channel, the pan-European
satellite service launched
earlier this year by Britain’s
independent commercial
broadcasters. The programs
will be sponsored by Good-
year Tires in Super Chan-
nel’s biggest sponsorship
deal to date. Airing three
times a day from June 1, the
special European-oriented
reports will cover traffic
news as well as weather up-
dates.

Super Channel’s June 1
launch on cable networks in
Brussels will increase its au-
dience to 8 million house-
holds—a figure rapidly ap-

International Report

proaching that of rival ser-
vice, Sky Channel, currently
viewed in just over nine mil-
lion homes.

At a conference in Ham-
burg recently, Charles Levi-
son, joint managing director
of Super Channel, said there
was no reason why the ser-
vice shouldn’t go on cable in
the U.S. A company spokes-
person said, however,
“That’s one of many possi-
bilities, and not in our im-
mediate plans.”

‘Royal Champion’
launches videos for
Central Independent

Central Independent Tele-
vision has entered the home
video market with release of
its Royal Champion docu-
mentary only a week after it
aired on INTV. One advan-
tage of this short “window”

was being able to advertise |

the videocassette’s availabil-

Ll
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The Queen Mother’s train-
er, Fulke Walwyn, l., with
the manager of the “Royal
Stud,” Michael Oswald, in a
scene from Central Inde-
pendent TV’s ““‘Royal
Champion.”

ity with a commercial imme-
diately following the ITV
showing.

Royal Champion, which
Central reports contains the
first interview ever with the
Queen Mother, examines
her passion for horse racing;
it was produced by Gary
Newbon and directed by
Gerry Harrison.

The video release marks
the first effort of the new

Central Video label, both

distributed by Pickwick
Video, with marketing and
promotion to be handled
jointly by both companies.
Pickwick has exclusive
rights to the entire Central
catalog, which now includes
over 750 hours of program-
ming. No other Central Vid-
eo releases are scheduled un-
til autumn, however.

Los Angeles

Harmony Gold gets
Worldwide rights to
Gaylord’s ‘Dancin’
Harmony Gold has acquired
worldwide distribution
rights to Dancin’to the Hits,
30 half-hours of music and
dance hosted by Lorenzo
Lamas. The show’s U.S. dis-
tribution is handled by Gay-
lord Production Co., which
coproduces the series with
Together Again Produc-
tions.

Ottawa
CBC allocates

$1.3 million for
regional dramas

The CBC, hoping to double
its English-language region-
al drama production over
the next two years, has set
aside $1.34 million (U.S.) in
a special allocation for inde-
pendent producers.

The money, not related to
funds already earmarked for
regional projects funded
through Telefilm Canada,
will be made available to the

' CBC’s regional directors of

television for script develop-
ment and project creation.
CBC officials had been

‘meeting since early this year

with representatives of the
Alliance of Canadian Re-
gional Motion Pictures In-
dustry Association (ACRM-
PIA) to determine how best
to generate high-quality re-
gional productions. ACRM-
PIA had expressed interest
in having greater access to
funds allocated by the CBC
for Telefilm Canada projects
and CBC airtime.

Linda Beath, in charge of
operations at Telefilm Can-
ada, says the $1.34 million
now set aside by the CBC
could trigger over $3 million
of financial commitments

from the Telefilm Broadcast
Developrment Fund and
eventually stimulate devel
opment of CBC regional
drama programming worth
some $6 million.

Luxembourg |

Television South West
may puts its pounds
behind Astra satellite
Television South West
(TSW) may become the sec-
ond commercial broadcaster
from the U.K. to buy equity
in SES. Thames Television
recently took a 5 per cent
stake in the Luxembourg-
based company which plans
to launch the medium-
powered Astra satellite next
summer. Harry Turner,
managing director of TSW,
said, “We have been to Lux-
embourg, and we are inter-
ested in investing, but no de-
cision has been made yet.”
SES has now increased its
capital from $52 million to
approximately $66 million
and will use the extra money
to finance the satellite sys-
tem and ground control in-
stallations. British Telecom
will lease between seven and
11 of Astra’s 16 channels,
which will be set aside for
English-language broad-
casts. France and Germany
are likely to get three chan-
nels each, while two will be
aimed at the Scandinavian
countries, and one may be
reserved for a British-based
pan-European service.

MAINZ

ZDF joins five

other European fims

in ‘Eurocops’ series

West Germany’s ZDF is be-
hind Eurocops, a new crime
series to be coproduced with
five other European broad-
casters. The U.K.’s Channel
4, France’s Antenne 2, Ita-
ly’s RAI, Austria’s ORF and
Switzerland’s SRG are the
partners involved in the pro-
ject. Each will produce a
complete one-hour program,
and buy the other five shows
for transmission in their own
country. “We’re hoping to
get Europe’s dishiest men
for the leading roles,” says a
Channel 4 spokesperson.
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WATCHING Di

The upscale men you’re after stand way apart
from the norm. And so do their viewing habits. To
this select group, “Night Court” means a college
basketball game in prime time. And “L.A. Law" is
the Raiders’ defensive unit. No wonder these men
who earn more, spend more and do more are turn-
ing off the broadcast networks and turning to ESPN®

They know ESPN is where they can find CFA
College Football, Top Rank Boxing, NHL Hockey,
College Basketball and more. This season we've
even got TV's ultimate weekly drama
series: NFL Sunday Night Football.

And smart advertisers know ESPN

AND DIFFERENTSTROIES

22% more life insurance, 35% more telecommuni-
cations equipment and who take 35% more busi-
ness trips than the national norm* Which proves
just how above average our average viewer is.
Without ESPN, you're underdelivering this very
attractive audience. But you can reach them effec-
tively—for a much lower CPM than the networks—
by placing a mere 10% of your sports budget with
us. You'll see results so dramatic they could
change the way you spend your ad dollars from

I GEEER B now on. After all, if you're still trying

_ ) to reach upscale men through the
==. . . likes of “‘Knots Landing,” you just

is where they can find men who buy  rHeToTAL SPORTS NETWORK:  Might be missing the boat.

© 1987 ESPN, Inc. *Nielsen, June '86

New York (212) 661-6040, Detroit (313) 874-1818, Chicago (312) 938-4200, Los Angeles (213) 205-8900
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NCTA meet mostly upbeat;
Movie Channel moving on?

Growing enthusiasm about original programming, ef-
fects of rate deregulation, the future role of MSOs, the
fate of Viacom’s Showtime/The Movie Channel, and
the launch of several program services were among
the hot topics at the recent National Cable Televi-
sion Association conclave in Las Vegas.

Trygve Myhren, NCTA board chairman and chair-
man and CEO of American Television & Communica-
tions, told TV/RADIO AGE, “Cable has become a bet-
ter and better investment, partially because of the ef-
fects of deregulation and in large part because the
industry did not raise rates dramatically in its after-
math, which puts the lie to those who call us an un-
regulated monopoly.” Myrhen concedes that the syn-
dicated exclusivity issue hovers over the industry but
believes the FCC does not have the statutory author-
ity to black out shows when they are also aired by lo-
cal broadcasters. “I’m not sure [FCC chairman] Den-
nis Patrick agrees with me, though,” he adds.

Services marketed for the first time at NCTA in-
cluded: You TV, a new health network; Festival,
HBO’s pay service for “resistors”; Movietime, target-
ed to young adults; and two shopping networks—The
Fashion Channel and J. C. Penney’s Telaction.

Speculation mounted about Showtime/TMC, fol-
lowing the resignation of Allen Sabinson, senior vice
president of original programming, and naming of
veteran Fred Schneier as executive vice president of
programming. Although Showtime officials say
Showtime itself has gained more than 500,000 sub-
scribers in the past 10 months, TMC continues show-
ing a net loss. Many observers feel that John Malone,
head of Tele-Communications, Inc., may take a run
at TMC, either alone or with other investors—espe-
cially in light of public comments he’s been making
about Showtime/TMC'’s exclusivity agreements.
Meanwhile, Viacom International president Terrence
Elkes says the parent company has had numerous
overtures about participation in Showtime/TMC and
is keeping an “open mind”’ about the future.

VCRs overtaking cable

In all likelihood, more American homes now have
VCRs than cable TV. Recently released Nielsen Sta-
tion Index figures for February put vCRs and cable at
exactly the same penetration rate—48.7 per cent. But
VCRs are growing at a much faster rate than cable.
VCR penetration had been down at 43.5 per cent in
November, so the category rose 5.2 percentage points
during the ensuing three months. But cable penetra-
tion rose only 0.6 percentage points, from 48.1 per
cent. Pay cable penetration, meanwhile, rose from
26.2 per cent to 26.6 per cent.

Agency exec rips ad hype

William Wiener, senior vice president and directot of
client services for BBDO’s Video Development
Group, attacked the cable ad community during a re-
cent “Cable TV Advertising” conference co-spon-
sored by the Columbia University Business School
and Coopers & Lybrand. Noting that broadcasting's
ad increase in 1986 ‘“‘far exceeded the total cable vo-
lume,” Wiener said it’s “erroneous” to assume that
“accurate ratings data” will help cable advertising
grow. “Who really cares if a cable network was mis-
takenly identified as a .3 and really did a .4, and only
in their own universe?,” he asked. “Even heavy cable
viewers spend most of the time watching non-cable.”

On the creative side, Wiener bemoaned that adver-
tisers never took to cable’s “promise” of different—
length commercials in compatible programming and
an uncluttered environment. When prices of network
spots went up, he recalled, “advertisers were so en-
amored of broadcast, they decided to switch from 30s
to 15s rather than go to cable” with these new com-
mercial forms. Wiener pointed a finger at the Cable-
television Advertising Bureau, which he feels neglect-
ed this facet of cable in order to “devote its energy to
proving it had higher ratings than reported.” He also
attacked the CAB for abandoning its cable advertis-
ing competition after only one year-—and a successful
one at that. To spur innovative cable creatives, Wie-
ner suggested the CAB reinstate its award and have
creatives on-staff who would work with agencies.

Jack Hill, the CAB’s vice president of research, re-
sponded that there aren’t more 90-second commer-
cials because “an advertiser with a million dollar
budget won’t spend so much on production.”

Wiener also noted that “some [cable] services may
be seeing the wrong people at agencies . . . buyers who
compare CPMs. Salesmen should be calling on plan-
ners . . . who make decisions between specialized
magazines and mass magazines. Short of an ESPN
and WTBS buy, the decision has to be made at a
planner’s desk.”

Local changes. Also at the conference, William Bat-
tino, a Coopers & Lybrand analyst, suggested that
once cable penetration reaches 65 per cent, some sys-

_tems could vie with broadcasters for network affili-

ation.

Battino noted that “all media, except cable, are
dominated by local advertising,” and “advertising
represents the largest untapped revenue source” for
cable operators. Because of this, he said, local system
managers will need to be more “well-rounded” like
TV station general managers, with knowledge of ad-
vertising, programming, local news and research.

Bob Mazxwell, vice president of research for HBO,
pointed to cable’s “ability to be more local than local
television” and to regional interconnects, which he
said are also impossible for broadcasters to duplicate.
To increase penetration, he stressed, systems must
spend heavily on promotion and advertising. The av-
erage system, he said, now budgets about 10 per cent
for this, while other transactional services like maga-
zines spend 25 per cent.
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Wiener also pointed to cable’s local potential, naqt-
ing that “local media options currently available to
retailers cannot compare to cable.” He added that ca-
ble is really not a “national” medium since it reaches
only about half the population.

Viewer research. Dr. Dean Krugman, associate pro-
fessor of advertising at the University of Georgia,
noted that “people more active in the [program} se-
lection process watch more closely.” In a pay-per-
view test at Group W Cable, Minneapolis, Krugman
found viewers treated PPV more like pay cable than
like home video rentals. “Individuals who subscribe
to PPV will begin to erode the pay cable audience, but
never the vCR audience,” he concluded.

As viewing becomes more active, Krugman said
media research will have to refocus from “who” views
to “how” they view. Focus groups and in-house ob-
servations should be followed by in-depth personal
interviews to develop a weighting system, he said.
“This will help media buyers assign qualitative num-
bers to the viewing process.”

Jonathan Sims, manager for advertising planning
and research at General Foods, agreed with Krug-
man: ‘“The new people meters may tell us who's view-
ing, but not the quality, nor how and why people
view.” Despite low ratings, he said, GF buys cable
programming that emphasizes health and nutrition
because of the viewer quality. Sims, however, doesn’t
care much about “viewer mindset,” so long as they
purchase the advertised products: “Our approach is
strictly behavioral.”

A key part of the TV advertising picture, Sims con-
tinued, is the “rampant clutter” supplied by net-
works and advertisers themselves. “We've created a
commercial avoidance equation,” he charged, by pro-
viding three ingredients: motivation [the clutter];
means [remote tuners); and alternate options [cable
and VCRs]. Sims remarked that commercial avoid-
ance had always been around—in the form of people
leaving rooms—but “we’re now losing viewers in a
new way. I don’t think advertisers would mind if they
didn’t have to pay for it.” Krugman noted that he has
one study underway to determine if viewers receive
any cognizant information about commercials while
zipping.

David Harkness, senior vice president/director of
marketing for Nielsen’s Media Research Group, said
the “latest [ratings| challenge is coming from digital
I'vs with multiple tuners and from Rabbits [which al-
low viewers to receive channels from anywhere in a
house].”

Travel tips from Icahn

Pan Am is one of the latest sponsors on TWA's four-
month-old Travel Channel, but Peter McHugh, pres-
ident of the network, told a joint luncheon meeting of
the New York Cable Club/New York Women in Ca-
ble that neither Pan Am nor United Airlines is yet
very enthusiastic about the service. He expects
“much greater participation” by both competitors

once it becomes apparent The Travel Channel is not
just a TWA self-promotion vehicle.

But TWA chairman Carl Icahn stressed the pro-
motional punch of The Travel Channel in his address
to the same gathering. “We [TWA] spend $100 mil-
lion a year on advertising [via Young & Rubicam] and
I think three quarters of it is wasted,” he said. “It
doesn’t have the effect we can get through the cable.
The investment [in cable], whether $8 million or $12
million, is a small fraction of what we pay for TVv.”

Icahn continued that he expects The Travel Chan-
nel to eventually reach 30-40 million homes. In the
future, he said, the service should be able to become a
distributor by buying such items as distressed mer-
chandise (i.e., unsold tickets), cruises, cruise ships
and hotels.

P&G back as top spender

Procter & Gamble in March was the top cable adver-
tiser for the first time this year, according to monthly
monitoring of six cable networks by Broadcast Ad-
vertisers Reports. P&G’s spending was up 70 per cent
over February, when it ranked fourth on BAR’s list,
but off 27 per cent from the same month a year earli-
er. Time, Inc., February’s top cable advertiser, fell to
seventh place in March with a 37 per cent drop from
February; it was up 21 per cent from a year earlier,
however. In other changes from February’s top 10,
Mars and Philip Morris switched positions; Gillette
moved up one notch and American Home down two;
and the National Rifle Association departed. Coca-
Cola, helped by a new Minute Maid campaign on
WTBS and a Hi C campaign on WTBS and USA,
shot into ninth position with a 144 per cent spending
increase from February and 57 per cent over a year
earlier. RJR Nabisco’s spending was up 80 per cent
from the previous month and 60 per cent from March
‘86, a figure equalled by Anheuser-Busch.

In first quarter '87 totals, Mars was the top cable
spender, followed by Philip Morris, Time, P&G, An-
heuser-Busch, RJR Nabisco, General Mills, Gillette,
General Motors ($1,970,705) and American Home.

Estimated cable spending

March, 1987

Parent co. Est. spending year-to-date
1. Procter & Gamble 2,661,327 5,174,055
2. Philip Morris 2,037,958 5,427,642
3. Mars 1,921,065 5,744,355
4. RJR Nabisco 1,793,248 3,746,217
5. Anheuser-Busch 1,671,616 4,283,601
6. General Mills 1,402,826 3,654,724
7. Time Inc. 1,252,341 5,321,821
8. Gillette 1,115,556 3,104,652
9. Coca-Cola 983,782 1,641,142

10. American Home Products 864,782 1,837,816

Source: Broadcast Advertisers Reports (Note: BAR monitors only six cabie networks:
CBN. CNN, ESPN, MTV, USA and WTBS)
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29

— e ———— = -I-



www.americanradiohistory.com

Radio Report

Katz’s Blair buy fits
business development plan

Katz Radio Group’s new business development
thrust, long in the planning stage has gotten a big
enough boost to go operational, now that it’s added
its fifth operating radio rep company, Blair Radio,
complete with Charlie Colombo as president and,
with a few exceptions, all Blair Radio employees un-
der the new Banner Radio Sales banner.

Katz Radio Group president Ken Swetz says that,
with addition of Banner, “We will now be able to ful-
fill our long range sales and marketing plan, which
includes building a stronger new business develop-
ment operation.”

The few exceptions to “all Blair Radio employees”
are the rep’s network, farm and sports units, which
remain at Telemundo Group with Torbet and Select
Radio.

Asked about possible conflicts among represented
stations in the same markets, Swetz says, “No prob-
lem. It’s been years since stations worried about dif-
ferent reps under the same group umbrella represent-
ing other stations in their market.”

Lawsuit. In a related development, Robert F. X. Sil-
lerman, chairman of JVC Holdings, says that after
settling its lawsuit with Reliance Holdings, Inc., par-
ent of Telemundo Group Inc., (formerly John Blair &
Co.), he is withdrawing the objection he filed with the
FCC opposing the transfer of Blair owned radio sta-
tions to Sconnix Broadcasting. Sillerman now says,
“The settlement was a fair and equitable one and re-
flected the position we felt we maintained all along.”

Sillerman is also chief executive officer of Siller-
man-Magee Communications Management Corp.
and co-chairman of Legacy Broadcasting, Inc. Blair,
now Banner Radio Sales, represents most of Legacy’s
stations—KJOI(FM) Los Angeles, KDWB AM-FM Min-
neapolis-St. Paul, WLLZ(FM) Detroit, and KILT AM-
FM Houston, plus some other stations that come un-
der some of Sillerman’s other portfolio companies.

Meanwhile, now that Telemundo has sold Blair
Radio to Katz, the talk on the street is that Torbet
and Select are for sale and that Interep is bidding.
But no one’s making any announcements yet. Until
they do, Torbet and Select Radio are still operating
as radio rep divisions of Telemundo, beefed up by the
network, sports and farm units from Blair Radio not
included in the transfer of Blair Radio to Katz.

As for rumors that Eastman Radio is up for sale,
one source says that at one time or another Eastman
has had discussions with almost everyone: Not only
Katz, Interep and Blair, but even with some of its
own station groups, which have suggested the possi-
bility of buying Eastman “to protect their interests in
Eastman’s continued independent operation.” But so
far, nothing has come of any of the talk.

Mixed spot radio review
Following spot radio’s strong upturn in February
(Radio Business Barometer, April 13) March was
generally disappointing, and early second quarter is
getting mixed reviews from rep sales chiefs, ranging
from bearish to exuberantly bullish. In terms of mar-
ket size, Radio Expenditure Reports’ new pacing re-
port shows all markets running ahead for May, but
both the top 10 markets and markets 11 through 25
running behind last year.

Mike Bellantoni, executive vice president, Torbet
Radio, reports his own firm’s pacing a little ahead for
May, “but only a little. And looking at RER’s pacing
reports for May and June, it looks like second quar-
ter could finish flat if not down for the industry. May
is pacing somewhat ahead, but not 25 per cent ahead,
as it should be, considering that this year May is a
five week month against four weeks last year.”

At Major Market Radio, executive vice president
Dave Kaufman describes March as “not good,” and
says April appears slow. ‘“Relative to last May, this
May is up slightly, but only because we have an extra
week this year. But it’s not up 25 per cent, and even a
25 per cent increase this May would in fact be flat.”

Dave Recher, executive vice president at Eastman
Radio, notes that March and April were off a bit, but
says “May is going great. May pacing is 10 per cent
ahead of last May, though it’s true that last May was
only a four week month against this year’s five.”

Recher reports that airlines, the beers and the car
companies, “Chevy, Nissan and Peugeot, have all
helped make May one of our best months this year.
Agribusiness investments are also up, or at least the
farm chemicals sector. Farm machinery is still largely
absent.”

Stronger. Jeff Hodge, vice president, general sales
manager at Republic Radio sees second quarter as
“generally stronger,” but adds that for the industry,
March was down 4 per cent, April was flat and May is
pacing up only 2 per cent, as of mid-May.

Hodge says Republic has 10 new station clients
that affect second quarter performance, “and we also
added to our sales staff since last spring, so our sec-
ond quarter is 25 per cent ahead of last year so far.
And at this early stage, third quarter looks like it’s
.also going to be much better than last year. So we’re
now seeing the fruit of the moves we’ve put into place
since last spring.”

At Christal Radio Mark Braunstein, vice president,
general sales manager, observes that Christal “is sell-
ing for more stations this year, so we’re ahead and
we’re looking forward to continued progress. April
was pretty fair and May is turning up even better
than February, which was terrific.”

Republic’s Hodge adds, “If history is any judge,
spending should improve, the closer we get to anoth-
er election and Olympic year. But even before that,
Detroit’s having a tough year, and they know they’re
going to have to advertise and sell their way out of it
before fall rolls around and all the new 1988 models
start flooding in. Meanwhile, the banks have been
good radio advertisers with all the competition to
make home equity loans under the new tax law.”
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Web radio down in April

The steam seems to have run out of the network ra-
dio sales runup which had been taking place for the
past two years. In April, for the first month since
September, 1984, time sales were down from the year
before.

The April figures for the Radio Network Associa-
tion show a decline of 8 per cent from the year-before
month. Time sales came to $29,980,511 for this past
April vs. $32,480,130 for the year before. Three of the
four sales territories that RNA breaks down showed
declines, New York recording the only increase. For
the four months to date, network radio was up 5 per
cent, with billings of $111,124,521.

New York, by far the biggest territory, was up 6 per
cent to $20.2 million in April; Chicago, down 18 per
cent to $6.6 million; Detroit, down 52 per cent to $1.4
million (due heavily to General Motors billings being
shifted to New York), and Los Angeles, down 25 per
cent to $1.8 million.

Radio Network Association figures are prepared
for the association by the accounting firm of Ernst &
Whinney and are based on data from Capital Cities
ABC, CBS, NBC, Satellite Music Networks, Sheri-
dan Broadcasting Network, Transtar Radio Net-
works, United Stations Radio Networks and
Westwood One/Mutural.

So he won't retire to Florida

While Roger D. Rice will retire as president of the
Television Bureau of Advertising in early 1988, he’s
still heavily engaged in fighting for the TvB’s cause.
At this point, Rice is fighting the enactment in Flori-
da of a sales tax on advertising in the state by cancel-
ling all future meetings that were scheduled in Flori-
da. Rice says that “we [the board of directors] feel
that our members would simply not support a state
that is anti-advertising. We have notified the state
that we were cancelling the November, 1989 full
membership meeting in Orlando, the February 1989
sales adivsory meeting in West Palm Beach and re-
gional sales training conferences for the next three
years.

He points out that magazine publishers have done
the same, and NBC, which was to have its affiliates
meeting in Orlando next year, has cancelled. In addi-
tion, an association consisting of over-the-counter
drug advertisers has cancelled its meeting in Florita,
set for next year.

Rice continues that if the advertising sales tax en-
actment spreads, TvB and possibly others will take
similar measures in each state. The tax is seen by
Rice as resulting in a cutback of monies going into all
advertising media as well as TV. Clorox, for example,
said recently it would not spend any national spot
money on TV in Florida, he points out. As for the fu-
ture, Rice sees the primary challenge facing TvB as
getting television advertising “back up into double-
digit increases and to bring in new categories of busi-
ness to accomplish that.”

\ABC to replélce sold outlets

Capital Cities/ABC will likely be going after other ra-
dio stations no matter what the sell-off requirements
will be regarding the FCC’s decision on its proposed
revision of the cross-ownership rules. This apparent-
ly explains one reason for the company’s action in re-
organizing its radio station division into two groups
even before the FCC announces its decision.

The reorganization puts Don P. Bouloukos in
charge of Group I, with nine stations in New York,
Detroit, Los Angeles, Providence and San Francisco,
and Norman S. Schrutt in charge of Group II, with 10
stations in Atlanta, Dallas-Ft. Worth, Minneapolis-
St. Paul, Washington and Chicago. Both men will
carry the title of president, owned radio stations, and
will report to James P. Arcara, president, Capital Cit-
ies/ABC Radio.

ABC webs marketing push

David C. Logan, who has directed marketing at ABC
Rddio Networks since 1982, is looking at his promo-
tion to vice president/director of marketing as an op-
portunity to allow him to see higher-level prospective
buyers and to expand his sales staff. He feels the new
title will make him more visible and serve as an en-
tree in opening doors to new accounts while main-
taining a firm hold on the incumbents. He says, “I
have every sales category that there is, so the expan-
sion is going to mean more resources for us to develop
business. We will try to use more sophisticated ap-
proaches to develop business.” He expects his divi-
sion to spend more time with the planners and man-
agement at ad agencies, whom he calls the people
that determine how and where the dollars are spent.

Sears out front in spending

Sears continues to head the parade of web radio cli-
ents, according to the latest (March) report of Broad-
cast Advertisers Reports. The retailer’s $4.8 million
investment in the network medium brought its quar-
terly total to $12.1 million.

Top 10 web radio clients—March

Estimated Year-to-date
Parent Company expenditures expenditures
Sears Roebuck $4,826,657 $12,133,127
Warner-Lambert 3,490,936 8,204,596
Bayer 2,312,820 6,649,580
Ford 2,239,397 3,510,696
IC Industries 2,109,161 2,109,161
Tele Disc 1,628,358 4,249,763
General Motors 1,369,897 3,842,229
Prudential 1,343,699 1,343,699
Anheuser-Busch 1,280,888 4,008,690
Chrysler 1,115,886 1,401,486

Copyright 1987 BAR
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Radio Business Barometer

March continues
spot roller-coaster

Spot radio went on a roller-coaster
ride during the first quarter. After
a 1986 that scrunched out a 1.0 per
cent increase, according to Radio
Expenditure Reports, January
continued the doldrums and
marked up a 1.1 per cent rise. But
February came along and all of a
sudden RER showed a 13.2 per
cent hike. Now, March settled
back to the opening gambit of ’87
with a drop of 4.4 per cent from
the previous year.

Furthermore, these patterns
were replicated in the various
market groups broken out by
RER. Even the smaller markets,
which went against the trend in
January, fell in line during Febru-
ary and March.

March billings, according to
RER, came to $77,147,800, com-
pared with $80,705,200 in March
of ’86. The latest March figure was
the highest monthly time sales

pares with $56.6 million in Febru-
ary and $38.6 million in January.
There are two reasons for this
state of affairs. One, the March
peak is a seasonal matter; that's
the way it usually happens every
year. Second, March was a five-
week Standard Broadcast Month
(sBM), while the two previous
months were four weeks each.
That was also true of 1986. And
the reps who report to RER report
on an SBM basis.

Wild swings

The wild swings that have been
taking place in spot radio are viv-
idly illustrated in the major mar-
kets. The top 10 markets were
down 8.9 per cent in March to
$28,259,400. But they were up 10.3
per cent to $21,473,100 in Febru-
ary.

An even greater swing was
shown by the 26th-to-50th mar-
kets. In March, this market cate-
gory dropped 10.7 per cent to
$11,125,000. In contrast, the Feb-

cent rise to $8,823,500.

The best performance, as usual,
came from the smallest markets,
51st and below. The market cate-
gory was up a modest 1.9 per cent
to $20,850,100 in March, while the
month before the market group
was up 15.8 per cent to
$14,565,800. That leaves the 11th-

| to-25th markets, which just about

broke even in March, rising 0.9 per
cent to $16,913,300. But the
month before these markets had
scored a 15.5 per cent rise, climb-
ing to $11,737,200.

The first quarter

The combination of ups and
downs earned spot radio a slight
increase in the first quarter. It

' amounted to 2.1 per cent. Total

time sales for the three months
came to $172,322,500, as compared
with $168,858,400 during the Jan-
uary-March period of '86.

Year-to-date figures for the four
market groups were as follows: top
10, down 1.0 per cent to
$63,480,800; 11-25, up 3.7 per cent
to $36,640,800; 26-50, down 1.1
per cent to $26,068,600, and 51-
plus, up 7.2 per cent to

level for the year to date. It com- ruary figures showed a 13.3 per $46,132,300.
March
2 $110 Pl
2 | |
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We know your market because
we’ve been there.

-
'

WAOK/WVEE
Atlanta

“No matter how many
times I visit Atlanta and
WAOK/WVEE, I always
find myself learning
something new and

valuable to pass on to

e L e gy 141 McGavren Guild Radio salespeople will spend up to two

Iéf,fgfles Manager weeks this year working at our client stations. They are

New York Office there to collect qualitative station and market facts that
will enable us to better understand the needs and unique

(above) WAOK/W VEE General attributes of our clients. Getting firsthand kRnowledge of

Sales Manager George Reed, . .. .

VP/General Manager Rik Rogers the stations we represent is just one of the ways we provide

and Ed Leeds review the stations’ Y P , .

latest promotional campaign you with the type of distinctive service that you expect.

@
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Announcing

BPME/BDA '87

ATLANTA
BPME & BDA

SEMINAR
JUNE 10-14

Our 33rd annual SEMINAR and EXPOSITION...
A joint production of Broadcast Promotion & Marketing Executives and the Broadcast Designers’ Assoclation

FEATURING
- More than 80 exhibitors & hospitality suites.
- More than 70 workshops and general sessions.

- More than 160 expert industry leaders and speakers.
- Complete agendas for radio stations & cable systems.
- Complete agendas for independent TV stations.

- Complete agendas for broadcast designers.

- 15 station idea-sharing workshops.

- Five-hour advanced course in leadership.

- Five-hour advanced course in post production.

- Galleries of BPME & BDA award-finalist video and print.
- Gala BPME and BDA awards ceremonies.

- "Siskel & Ebert & The Promos" highlight session.

- "TV Advertising: State of the Art" highlight session.

- Attended by more than 2,000 promoters and designers.
- Thousands of promotion/design ideas & resources!

WESTIN PEACHTREE PLAZA & HYATT REGENCY HOTELS
ATLANTA MERCHANDISE MART/MARKET CENTER

For registration Information and forms, call BPME at (717) 397-5727 TODAY. Designers call BDA at (415) 788-2324.

Don't miss this one. .
One good idea could be worth a fortune to your promotion and design effort!

§ - T
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Some

S
Get
Better

With

-

Information Isn’t One Of Them.

Would you buy day old bread? The information contained in Fall and Spring. Get the

Read yesterday’s newspapers? the Fall 1986 Edition is less than TV/RA SOURCEBOOK.

Or depend on last year's calendar? three months old. And to stay up-to-  And stay on top of the changing
Then why tumn to broadcast date, the TV/RA SOURCEBOOK television world.

publications that contain will be published twice a year,

information that's often more

than a year old by the time they r'lblevisionIRadioAgg
reach you?

| TVRA
That's what you're doing if SOURCEBOOK ™
you're relying on anything other 1270 Avenue of the Americas, New York, New York 10020
than the TV/RA SOURCEBOOK.
The TV/RA SOURCEBOOK is available at $40 tor a single copy.
The TV/RA SOURCEBOOK |'III:: a[ddilinnal cupiuL\ or more, $35 cach. i ¥
is the mQSt up%()—d.aFe dlrect.ory O Please send me 1 O Please send me copics
()fAmenC.an Television Sta.tlons Fall 1986 edition at $40. {minimum 3 copies or more)at $35 cach.
ever published. It geographically
= lists all 861 commercial television Name s
stations, their executives, and an Company
alphabetical listing of all ADP'’s Address

City

and their rankings. And. aspecial
feature! Alphabetical listings of
all station personnel.
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“With the help of these
Tribune TV Log lines...

%10 Stars Salute 2 Top
American Birthdays —
Bob Hope & Air Force!

all-star birthday will be
a star-studded hit!”

Hope Enterprises
Burbank, CA

Once again we're using Tribune

TV Log to invite viewers to my
All-Star Birthday Party,

May 25th from 8 to 10 p.m. on NBC.

With a Tribune TV Log ad on the
newspaper listing page, we can
let America know exactly when
the celebration will begin.

Join me, my wife Dolores and
our guests: “Alabama,” Lucille
Ball, Kirk Cameron, Glen
Campbell, Phyllis Diller,
Emmanuel Lewis, Barbara
Mandrell, Phylicia Rashad and
Brooke Shields at Pope Air
Force Base for my birthday
party. We'll also celebrate the
40th anniversary of the Air
Force!

TribuneTV Log

The newspaper “bold face”
ad network in the top TV markets.

The right time
The right place
The right audience

A division of
Tribune Media Services, Inc.

Please call (212)687-0660

H Sl
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May 25, 1987

Concern with schedule cannibalization,
damage to Saturday kidvid, soap taping

VCRs having more
impact on network
viewing, negotiation

By EDMOND M. ROSENTHAL

With soap operas
among the most
heauvily recorded
programs, plot
recapitulation may
be needed less.

CBS’ “As the World Tums”

iy

ehavior of the VCR owner is be-
B coming a growing concern of
the networks and of the agen-
cies that buy network time, but those
attempting to draw any conclusions
from what is known so far are aiming at
a moving target. As of last February,
Nielsen estimated VCR penetration of
U.S. TV households at 48.7 per cent,
and some believe it’s easily 50 per cent.
And with the VCR offering a new TV
environment to so many additional
homes, research on VCR-owner behav-
ior may well be obsolete as soon as it’s
published.

So far, there are indications that
more recent VCR buyers are demon-
strating different behavioral patterns
than earlier buyers, being less affluent
and heavier users of television. Anoth-
er consideration is change in how the
VCR is used once it becomes a more
regular fixture in the household—
translated lower use for prerecorded

,"

cassette rentals and greater use for
time shifting.

Network executives, now armed with
data showing what proportion of their
programs’ ratings are represented by
recording, as shown by Nielsen’s week-
ly Special VCR Analysis, are beginning
to take the VCR into account in the ex-
amination of programming strategy.
Just recently, Brandon Tartikoff, pres-
ident of NBC Entertainment, in a
speech before the Academy of Televi-
sion Arts & Sciences in Los Angeles,
gave partial credit to the VCR for the
success of such shows as Miami Vice,
Cheers, and Hill Street Blues.

Meanwhile, Barry Cook, NBC'’s
managing director of special media re-
search, can see the day when the heavy
recording of soap operas may result in
faster pacing, with less need for reca-
pitulation. David Poltrack, vice presi-
dent of research for CBS/Broadcast
Group, is taking a hard look at the
VCR’s role in getting higher ratings for
the top 20 shows while the networks’
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Programs with largest VvCR contribution
January 26—~February 1, 1987, A. C. Nielsen

Program
Prime
Hallmark Hall of Fame
Cheers

Dynasty
Family Ties
L.A. Law
Night Court

Mon.-Fri. day
All My Children
Days of Our Lives
American Treasury
As the World Turns
General Hospital
Guiding Light

overall audience share diminishes.
Both he and Cook see this leading to
less fear in going up against a top-rated
show on another network. Additional-
ly, Poltrack sees a growing need for
compatible blocks of programming to
prevent cannibalization of a network’s
schedule by, for example, watching and
recording at 9 p.m. and shifting to the
playback mode at 10. Poltrack also al-
ludes to the VCRs potential impact in
leading to a shakeout among the net-
works in Saturday morning kidvid—
with the likes of playbacks of The Wiz-
ard of Oz adding to the drain into syn-
dicated shows.

Agency concerns

Until recently, the interest in the
VCR’s impact has largely been con-
cerned with the practice of zipping
(fast forwarding) through commercials.
But, where the most bandied-about-
figures—from Nielsen diary data ask-
ing whether most commercials were de-
leted on playback—implied a zipping
rate of 60 per cent, more recent re-
search shows that as few as one in nine
commercials are actually deleted dur-
ing playback.

And when TV/RADIO AGE asked
agency executives how zipping is fac-
tored into negotiations with the net-
works, the upshot was that audience
loss through zipping is a diminishing
concern. Says Bart McHugh, senior
vice president, director of national ra-
dio and television programming at
DDB/Needham Worldwide, “If we find
out [when people meters provide play-
back information] that we're losing au-
dience, we’re not going to want to pay

Household Average

with without
VCR VCR
141 13.2
30.4 29.6
18.9 18.1
36.2 35.4
16.7 15.9
26.2 25.5
7.5 7.0
7.4 6.9
5.8 5.4
7.6 7.2
8.5 8.1
6.8 6.4

for that audience, but it’s just a negoti-
ating tool now.”

By and large, the agencies have tak-
en the position of not wanting to pay
for VCR audience because it is not
known whether and when the program-
ming will be played back and whether
commercials will be zipped. But one
agency negotiator admits anonymously
that the networks haven’t given an inch
on the issue.

However, it won’t be long before ac-
tual playback information puts all
doubt to rest. Next September, AGB
Television Research will have playback
measurement as part of its national
service, followed by Nielsen a year lat-
er. Not only will their coding processes
detect fast-forwarding in playback,
lowering the reported average minute
audience, but advertisers will be able to
order special runs indicating which
commercials are deleted.

At that point, if overall lost audience
through zipping and non-playback is
not significant, the concern at agencies
may well shift to the creative depart-
ments. As put by Bob Igiel, senior vice
president, head of programming and
network negotiations at N W Ayer,
“It’s nice that a show is recorded be-
cause it means you have people watch-
ing something they really want to see.
So our job is to come up with interest-
ing commercials.”

Where recording’s done

Data from Nielsen's weekly VCR
Special Analysis Report is already pro-
viding some perspective on the day-
parts and programs where most record-
ing is done. Primetime, unsurprisingly,

Audience %
VCR
contrib.

0.9
0.8
0.8
0.8
0.8
0.7

0.5
0.5
0.4
0.4
0.4
0.4

is the most recorded time period, vary-
ing according to seasons and sweep pe-
riods. In one Nielsen analysis, it’s
shown as 51 per cent of all recording in
February, 1986—a sweep period—but
down to 30 per cent the following
July—one month where Monday-Fri-
day daytime overtakes it with 39 per
cent as primetime reruns become the
rule and the soaps continue their slow
but steady pace.

The effect of sweep periods on re-
cording can be seen by comparing last
October with the ensuing November
sweep month. In October, 41 per cent
of recording, representing an average of
179 minutes a week, was in primtime.
In November, it was up to 45 per c¢ent
and 198 hours, representing 10.6 per
cent increase in primetime hours re-
corded.

Aside from primetime, Monday-Fri-
day dayvtime is the only significantly
recorded daypart, while all other day-
parts, according to the Nielsen data,
account for some 25 per cent of all re-
cording but more than 40 per cent of
playback time. Especially significant is
Monday-Friday early fringe, which ac-
counts for only 3-4 per cent of all re-
cording but 14-16 per cent of all play-
back. Poltrack adds that CBS focus
groups indicate a considerable factor is
working women who record soaps while
they are working and play them back
between 6 and 8 p.m. before primetime
programming comes on.

Nielsen has also detected which
nights represent heaviest recording
and playvback and drawn some logical
conclusions. Thursday, Friday and
Sunday nights are the biggest nights
for recording—with Thursday featur-
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ing the highest rated programs on net-
work TV, Friday the head-to-head bat-
tle of Miami Vice and Dallas—not to
forget the appearance of Falcon Crest
as CBS’ second primetime soap that
night, and Sunday with a large number
of movies (with pay TV movies often
making their debuts on that night as
well). Thursday and Friday nights each
represent 16 per cent of the week’s pri-
metime recording and Sunday nights
21 per cent.

Saturday night is by far the biggest
playback night, representing 22 per
cent of all primetime playback and
with rented movies a considered factor.
Poltrack notes that, where it has been a
network strategy in the past to discour-
age taping, this might indicate the time
has come to promote it—for example,
encouraging stay-at-homes to watch
rented tapes early and then watch net-
work programs, or to tape shows from
previous nights and watch them then,
or night-outers to record Saturday
night programming to watch later that
night.

Interestingly, Thursday and Sunday
nights, while being high taping nights,
are also relatively high playback
nights, representing 15 and 18 per cent
of primetime playbackback respective-
ly. This partly can be attributed to
what Poltrack terms schedule “canni-
balization.”

Effect on ratings

Nielsen data show that few specific
programs have a significant portion of
their ratings represented by recording.
In an analysis of the last week of last
January, it found that 78 per cent of

the week’s primetime schedule had a
VCR contribution of 4/10 of a rating
point or less, with the remaining 22 per
cent having a contribution of half a rat-
ing point or better.

During that week a Hallmark Hall of
Fame special had a vCR contribution of
9/10 of a rating point, which Nielsen
points out is not uncommon for spe-
cials. Also showing up with significant
portions in VCR tuning were every show
on NBC’s Thursday night schedule and
ABC’s nighttime soap, Dynasty—
while daytime soaps dominated the
daytime schedule (see table).

But thisis what the results have been
recently, with VCR tuning representing
a rating point or more only on rare oc-
casion. Jerry Arbittier, vice president,
television product development for ad-
vertiser/agency sales at Arbitron, sees
expanded VCR ownership having its ef-
fect as the predominant VCR household
becomes more represented by the avid
TV viewer. His personal projection is a
VCR penetration of about 70 per cent
by 1990 and a continued growth be-
yond then, if at a considerably slower
pace. At the same time, he notes, VCR
ownership will have a diminished im-
plication of upper income demograph-
ics. As for the early purchasers, he

- notes, the jury’s still out on whether

their machines will be replaced once
they break down.

Arbitron has delved into the VCR
phenomenon through telephone inter-
views and diary samples, with the last
study done in November, 1985. Even
then, some significant changes in the
VCR universe were taking place. For
one thing, while 46 per cent of earlier
owners of VCRs said they bought them

ABC’s * sty”

Thursday, Friday
and Sunday nights
are the biggest
nights for
recording.
Primetime soaps
get heavy VCR

play.

at least partly in order to skip through
commercials, only 40 per cent of the
more recent owners said so.

Arbittier adds that survey data indi-
cating that 59 per cent of all commer-
cials screened during playback are
zipped does not really constitute a sig-
nificant lost audience. This is because
only 3 per cent of all viewing is of re-
cordings made without someone in the
room that is subsequently zipped.

Changing habits

Many, though, feel that the VCR is
still too new as a standard household
appliance to say that zipping will re-
main at a low level or that time shifting
won’t have a major impact on network
scheduling. “I’'m certain we’re in for
more changes,” says Craig Guggel, se-
nior vice president, director of media
resources at Bozell, Jacobs, Kenyon &
Eckhardt. “It’s too soon to really know
what will happen.” If time shifting is to
have any real impact on program
scheduling, he notes, “There would
have to be a great percentage viewing
while recording other stations.” Ac-
cording to Nielsen figures, this current-
ly represents only 20 per cent of all
recording.

According to Cook at NBC, so far
recording has generally not represent-
ed more than 2 per cent of a program’s
viewing, and it has been as much as 5
per cent in primetime—*‘‘so scheduling
will continue to be dominated by what
the live audience is going to do. We
can’t count on the VCR to rescue us
from live competition.” He does note
that the VCR has helped L.A. Law

(continued on page 68)
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Financial considerations can take

precedence over programming
Shopping, PPV
pamper Msos for
equity investments

Second of two parts

able multiple system operators,
c with most capital construction

, costs behind them and surplus
cash to spare, are now seeking to im-
prove their product through invest-
ments in program services. And the
program services most anxious to get
their money can be found in the two
hottest program categories—home
shopping and pay-per-view.

The second largest MSO, American
Television & Communications, has in-
terests in both these categories, for in-
stance, but has largely stood clear of
other program service investments.
One exception was its role in the con-
sortium that tried to get NFL rights,
but it was conspicuously absent from
the group of MSOs that announced they

QVC Networlk’s studio

would spend $550 million for 35 per
cent of Turner Broadcasting System.
Says an ATC spokesperson, “We didn’t
get involved because we didn’t think it
added anything to program choice.”
But Time Inc., which owns 80 per cent
of ATC, later considered participation
in the TBS group in return for an op-
tion to purchase part or all of Cable
News Network. Time, of course, al-
ready owns the HBO and Cinemax pay
services, as well as one-third of USA
Network and 10 per cent of Black En-
tertainment Television.

This type of relationship—between
cable systems and program services
through their parent companies—has
been around since the earliest days of
national cable programming. Warner
Cable, for example, started The Movie
Channel; its parent company, Warner

ymmunications, was involved with
the early years of both MTV and Nick-
elodeon. Warner later owned half of

' Showtime, but then abandoned such

national network involvement, resum-
ing it only recently through Cable Val-
ue Network and the ill-fated NFL con-
sortium.

Current examples of such relation-
ships include Viacom Cable, whose
parent owns Showtime, The Movie
Channel, Viewer's Choice, MTV, VH-
1, Nickelodeon and a portion of Life-
time; and Cablevision Systems Corp.,
which now owns more than 90 per cent
of Rainbow Program Enterprises, the
distributor of Bravo, American Movie
Classics and several regional services.

And then there’'s C-SPAN, run as a

HSN, QVC, CVN and
The Fashion Channel
bring shopping home
by offering MSOs
pleces of action

in exchange for
system carriage.
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Request Television’s “Top Gun”

non-profit cable industry cooperative.
“Nearly every cable MSO contributes to
C-SPAN’s operations,” notes Susan
Swain, vice president of corporate com-
munications. “Their monthly subscrib-
er fees make up 80 per cent of our annu-
al budget. Over the next five years, we
are moving to increase their level of
contribution to 85 per cent.” Swain
says the contribution is about 4 cents
per month per subscriber.

investment choices?

Several MSO executives stress to TV/
RADIO AGE that potential investments
in program networks are financial rath-
er than programming decisions. Centu-
ry Communications Corp., for instance,
has not made such investments be-
cause ‘“‘our interest in programs is
clearly an editorial interest,” notes
Leonard Tow, chief executive officer of
Century. Tow notes that Century still
supports program services financially
even though it doesn’t own part of
them: “We buy services with per-sub-
scriber fees.”

Robert Classen, president of Com-
cast Cable Communications, says it al-
most doesn’t matter “who owns a par-
ticular channel. We're still going to af-
filiate and pay fees.” Comcast has so
far only become involved financially
with QVC Network, although Classen
notes he’s “talked to everybody from
Discovery to Turner to preview chan-
nels to classic movie channels.” And
Comcast was part of the NFL consor-
tium.

“We're being very cautious,” Classen

says. “We're just making an invest-
ment decision. We look at it, first of all,
as to what the financial advantages
would be. Programming’s a specialized
business, and it’s not particularly been
Comcast’s business.”

Home“shopping shoppers

In the case of home shopping, at
least, Comcast played a major role in
helping QVC get off the ground last
year. The MSO agreed to carry QVC—
as the only shopping service for which
it would receive compensation—on a
two-year exclusive basis to at least
900,000 subscribers. In return, Com-
cast received permission to purchase
18,000 shares of common stock and
900,000 shares of Class B common
stock.

Currently, QVC has deals with at
least 34 MSOs. According to its stock
prospectus, 72,000 shares of common
stock and 3.6 million shares of Class B
common stock have been made avail-
able. MSOs can purchase 20 shares of
the former and 1,000 shares of the lat-
ter for each 1,000 subscribers commit-
ted on a two-year exclusive basis
(meaning that the MSO receives no
compensation from any other home
shopping service); 10 shares and 500
shares respectively for each 1,000 sub-
scribers on a two-year non-exclusive
basis; and 5 shares and 250 shares re-
spectively for each 1,000 subscribers on
a one-year non-exclusive basis. In all
cases, the MSOs must transmit QVC
around the clock.

Shopping networks have been

Telstar Channels,
Request Television
and Jerrold’s
Cable Video Store:
Pay-per-view push
finds programmers
making a play for
operator support.

among the major wheelers-and-dealers
with MSOs, who have been responding
positively. American Cablesystems
Corp. and Continental Cablevision, for
instance, both have financial fingers in
three different shopping services—Ca-
ble Value Network, Home Shopping
Network and QVC. But Curt Wolff,
American’s director of investor rela-
tions, says that rather than a concerted
effort to own part of each network, the
involvement is mostly an outgrowth of
agreeing to carry the networks in the
first place. “Generally, our systems are
configured with 54 channels,” he ex-
plains, “so we're in relatively good posi-
tion to offer one, two or, in some cases,
three [shopping services].”

HSN chairman Roy Speer says that
69 MSOs, “representing 46 per cent of
the top 120 MSOs,” committed sub-
scribers to a 1986 stock option plan.
Now HSN has launched a revised stock
option plan for cable operators carry-
ing its programming, or committing to
do so, who did not participate in last
year’s offering. Under the old plan, sys-
tems could participate by agreeing to
carry HSN1 to a set number of sub-
scribers for three years. Now, the mini-
mum time has been increased to five
years (with an option to renew for an-
other five years), and systems can carry
either HSN1 or HSN2. In return,
they’ll still receive options to purchase
$10 of common stock for each subscrib-
er committed. But systems who com-
mit to carry both HSN services will re-
ceive options to purchase $20 of stock
per subscriber. The option will vest at

(continued on page 66)
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‘Fair’ audience count, ‘credible’ numbers
sought; study compares in-home, phone

Spanish radio works
for rating service
to replace Arbitron

By ALFRED J. JAFFE

panish radio broadcasters have

s been working on developing a

rating service tailored to His-

panic listening, replacing Arbitron. As

is so often the case in the audience

measurement game, it’s not an easy
task.

Broadcasters want to make sure they
get a fair audience count, i.e., they want
the biggest numbers they can get. But
they also realize the data must be credi-
ble, i.e., they want the most advertising
they can get.

Out of these pressures has come the
Spanish Radio Advisory Council which
sponsored a pilot study in Chicago last
winter. The council, a broad-based or-
ganization consisting of advertisers,
agencies, reps and stations, is aiming at

setting up a syndicated radio audience
service, conducted semi-annually in
the top 15 Hispanic markets.

Results of study

Preliminary results from the pilot
study were released at a meeting of the
council April 22. It was obvious right
away that there were some problems
(see Radio Report, May 11).

The basic purpose of the pilot study
was to compare two methodologies: in-
home and telephone recall. It was ex-
pected that there would be differences
between the two, but the differences
were greater than expected.

First, the share of Hispanic listening
to Hispanic stations showed up as 87.2
via the in-home method and 55.7 ac-
cording to the telephone interviewing.

Different results from different methods

Preliminary results of pilot study
of Spanish radio listening

Share of listening
to Spanish radio*

In-home Telephone
method method

Source: Information & Analysis. Chicago pilot study sponsored by Spanish Radio Advisory Council.

Overall listening (rating)
by Hispanics*

21.1
In-home Telephone
method method

*Persons 12-plus, 6 a.m.-midnight, Monday-through-Sunday

Pilot study compared in-home with telephone interviewing, both employing recall techniques. Higher shares of Hispanic
listening to Hispanic stations {as per cent of aii Hispanic listening) are characteristic of in-home method.

————— e

Second, the overall PUR (persons us-
ing radjo) rating was 21.1 for in-horme
and 16.2 for telephone, a difference of
30.2 or 23.2 per cent, depending on
which survey method was the base for
the calculation (see graph).

Somewhat embarrassing to propo
nents of phone interviewing for His-
panics were survey data showing that
half the in-home households said they
had no phones.

Other issues came up at the April 22
meeting, but the adversarial relation-
ship between buyers and sellers re-
mained muffled as council members
struggled to find the answers to the un-
settling findings. While both sides are
looking hard for explanations, the gen-
eral expectation is that there will be
some fine-tuning rather than further
basic research. Council members are
not inclined to go back to square one.

One of the ironies of the findings
about Hispanic telephone penetration
in Chicago is that the research service
which conducted the pilot study—In-
formation & Analysis of Hicksville,
N.Y.—had been leaning toward the
telephone method. Peter Roslow, who
was general manager of 1&A when the
study was made but has since resigned

to join the Telemundo Group, ex- |

plained to the meeting that “in-home is
not a good procedure for checking
phone penetration.” He also noted that
the ““non-phone” households were
checked against the reverse telephone
directory and 15 per cent of them
turned out to have phones after all.
This raised the Hispanic phone pene-
tration level to 57-58 per cent.

Roslow, who says that I&A still fa-
vors'the telephone method for the His-
panic syndicated study, feels that the
phone penetration level would be even
higher if the question on telephone
ownership were more carefully phrased
and the information collected accu-
rately.

Harvey Morrow, who took over as
general manager of I&A after Roslow
left, estimates that Hispanic phone

penetration in general is probably in |

the 60 to 80 per cent range. While as-
suming the lower end of this range is
correct might raise questions about the
accuracy of telephone research for His-
panic audience measurement, Morrow
notes that listening data on phone vs.
non-phone households shown by the
in-home sample did not show much dif-
ference.

What made the phone data in the
pilot study particularly puzzling was
the phone penetration figure from
Market Statistics, Inc. MSI, which up-
dates the census figures, showed a His-
panic phone penetration level of 81.5
per cent for the Chicago metro area.

Telephone ownership among His-
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panics is a long-burning issue. One
school of thought argues that tele-
phone penetration among Hispanics
must be low because “telephones are
not part of the Hispanic culture,” and
because many Hispanics fall in the low-
income brackets. Hence, door-to-door
surveying is the best way to sample
Hispanics.

A strong opponent of this view is
Market Development, Inc., of San Die-
go. The company has distributed infor-
mation from a special run of 1980 cen-
sus data that shows telephone penetra-
tion percentages in the top five
Hispanic markets falling in the 80s and
90s, except for New York, where, ac-

cording to MDI, a particular “artifact”
raises questions about the accuracy of

the phone penetration level, which the
census set at 74 per cent.

A prominent proponent of door-to-
door surveys is Strategy Research
Corp., Miami, which has been conduct-
ing mostly TV audience studies but put
in a losing bid for the pilot study.

Richard Tobin, president of SRC,
raises questions about the census data
on Hispanic phone penetration—and
he is not alone.

One point Tobin makes is that the
census phone data is based on a ques-
tionnaire sent to a large sample of
households, that the questionnaire is
more likely to be returned by more lit-
erate and educated Hispanics and,
thus, the resulting data may not be rep-
resentative of all Hispanics. Hence,
' such respondents would be more likely
to have telephones in their homes than
nonrespondents.

The pilot study

Hispanic radio broadcasters have
long been dissatisfied with their depen-
dence on Arbitron, which they see as a
service oriented to the general popula-
tion and thus unable to measure His-
panics properly, despite the special
ethnic measures used by Arbitron.

The current effort to set up a His-
panic rating service was kicked off
about two years as the result of a pro-
posal by Eduardo Caballero, president
of the Caballero Spanish Media rep
firm, who suggested formation of an
advisory council representing all sec-
tors of the industry (see list of mem-
bers).

I&A won the bidding process, but
Birch Research Corp., another bidder,
took over the tabulation chores. Chica-
go was chosen as the pilot market be-
cause of its presumed cultural balance,
including Mexican, Cubans, Puerto Ri-
cans and Hispanics from other coun-
tries in Central and South America.

The extent to which the sampling net
picked up a representative roster of the
various Hispanic groups was, of course,

“The conventional
wisdom has been
that in-home is
the best way to

do [survey]
research,
especially in the
case of ethnic
populations.”

Abbott Wool, Saatchi & Saatchi Compton

a test of the in-home vs. phone sam-
pling methodologies. Both, presum-
ably, would bump up against the prob-
lem of illegal immigrants .avoiding be-
ing interviewed or not being truthful
about country of origin.

As it turned out, the differences be-
tween the country-of-origin data in the
two samples were dramatic. The in-
home sample showed 40 per cent of the
respondents reporting that they came
from Mexico; the telephone sample
showed 70 per cent, while the census
was 64 per cent. The Puerto Rican ra-
tios were even wider apart: The in-
home percentage was 55, the telephone
11, the census, 22. The comparable
numbers for Cuba were 2, 3 and 3, while
those for “other” were 2, 15 and 11.
Interestingly, the country-of-origin
data for phone and non-phone homes
within the in-home sample were
roughly equivalent.

The response rate¢ is another param-
eter to be considered. Here the comple-
tion rate was about the same for both
in-home and phone samples, with the
former being 54.9 per cent and the lat-
ter 49.5 per cent. Also, in both methods
the language of the interview (inter-
viewers were bi-lingual) was Spanish in
approximately four out of five cases.

PUR levels by the Monday-Friday
dayparts differed considerably accord-
ing to methodology, except for morning
drivetime. In the midday, the in-home
level was 52.9 per cent higher than the
phone, in late afternoon drivetime, in-
home was 49.4 per cent higher and in
the evening, in-home was 57.4 per cent
higher.

Share of audience to Spanish radio
stations was 56.6 per cent higher over-
all with in-home interviewing than
rhone interviewing. Most Monday—

Friday dayparts showed a smaller gap,
but the late evening daypart showed
that the in-home sample share was
118.0 per cent higher than the phone
sample share. Similarly, the weekend
daypart showed an in-home sample
share 79.6 per cent higher than the tele-
phone share.

Council chairman

In explaining the issues involved in
the pilot study, Abbott Wool, senior
vice president, media services, at Saat-
chi & Saatchi Compton points out that
“The conventional wisdom has been
that in-home is the best way to do [sur-
vey| research, especially in the case of
ethnic populations. The Pulse was pre-
ferred for ethnic research and Strategy
Research kept [in-home] measurement
alive.”

When the proposal for a syndicated
service was made by Caballero, Wool
recounts, in-home was accepted as the
method. But than along came I&A with
a proposal that maintained phone re-
search was preferable, the Compton ex-
ecutive recalls. The reasons cited for
phone superiority, he says, were more
supervisory control over interviewers,
who operate from a central calling loca-
tion; lower cost and better dispersion of
the sample. The latter advantage is due
to the fact that the cost of in-home in-
terviewing generally leads to clustering
of groups of sample households in or-
der to save money. When a household is
designated as a sampling point during
in-home surveys, contiguous and adja-
cent households—perhaps 10 to 15—
are also interviewed to save the cost of
interviewer travel. When the Advisory
Council was set up, I&A was chosen to
compare the two survey methods fol-
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lowing a request for proposals

The key questions, says Wool, are:
“Can we determine if one of the meth-
ods is right? If the truth is somewher:
in between, how do we adjust the da-
ta?” The Compton executive believes

that there are factors distorting each of

the two competing survey methods.

Wool points to a number of possible
adjustment devices. One is sample bal-
ancing of demographics. He also cites,
as an example of determining flaws in
the pilot survey results, studying the
location of the sampling points. “We
should look at the population density
of the sampling points, to see if the
high-density Hispanic areas show dif-
ferent numbers than the low-density
areas.”

With another meeting of the Council
coming up June 4, Wool does not be-
lieve there will be any basic research
recommended. “We are trying to get
off the ground without going back into
the field.”

He allows the possibility of a small-
scale phone coincidental study to see
what kind of numbers come up. Both
the in-home and phone methods in the
pilot study employed recall techniques,
which often generate biased results be-
cause people forget. The phone coinci-
dental method gets around that flaw,
but it is expensive and not practical for
gathering early morning and late eve-
ning behavior.

Wool also points out that better data
may be gathered in future phone stud-
ies with more detailed probing of non-
media behavior of respondents, which
would presumably trigger recall of lis-
tening behavior. This suggestion, he
says, came from Birch people.

The fact is, says Wool, there are
weaknesses in both the in-home and

Harvey Morrow, Innation & Analysis

Spanish Radio Advisory Council members

& observers

Jim Alexander
Bravo/Y&R

Michele Buslik
Wells, Rich, Greene

Eduardo Caballero
Caballero Spanish Media

Irene Dunne
J. Walter Thompson

Frank Flores
WJIT New York

Bibiana Grau
Grau & Garcia

Howard Kalmenson
Lotus Communications

Betty-Ann Morse
DMB&B

Debbie Nason
Mendoza, Dillon & Asociados

Toni Pratt
Sosa & Associates

telephone methods. But he believes the
latter method will get more support,
primarily because of its lower cost.

Question of credibility

Hispanic stations and reps might be

Information &
Analysis estimates
! Hispanic phone

" penetration is 60-

80 per cent and
says listening
data between

g phone and non-
phone homes

i1s similar.

Marianna Reges
Bristol-Myers

Nathan Safir
KCor San Antonio

Gary Schneider
Young & Rubicam

Sam Sotiriou
DFS Dorland

John Taylor
The Procter & Gamble Co.

Nancy Tellet
Conill Advertising

Karen Dixon-Ware
McDonald Corp.

Bob Warrens
J. Walter Thompson

Tina Williamson
GSD&M

Abbott Wool
Saatchi Saatchi Compton

expected to support the in-home meth-
od because of its higher numbers—and
many do—-but the question of credibil-
ity, remains foremost to a number of
broadcasters. This includes Caballero,
who started it all.

The rep chief is reluctant to express a
preference in terms of what method the
proposed syvndicated service should
adopt. “l lean toward the in-home
method,” he says, “but I know it won't
come out that way.”

His stand is not to express an opinion
and “to let members of the council
alone.” To “abstain from voting” on his
part will help establish the credibility
of whatever method is finally adopted,
he feels. The people who should decide,
he says are “the P&Gs, the Benton &
Bowles’ and the Bristol-Myers’.”

He did defend the in-home method
against charges of interviewer bias and
maintains a good interviewer can ex-
tract the necessary information from
respondents. “The telephone method
can be biased,” says Caballero, “be-
cause you can’t get all the answers by
phone.” He sees the possibility of an-
other small pilot study to *‘double-
check” the phone and in-home.

A more vocal proponent of the in-

(continued on page 74)
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Arbitron Radio inclusion of 35-plus
drives home demo’s growing weight

Mature listeners
easier to track,
bigger business

By GEORGE SWISSHELM

rbitron Radio is making no big
A deal out of its inclusion of 35-
plus in its winter, 1987 report.
But radio executives whose stations
skew older, as well as research special-
ists, see the move as a definite plus for
advertisers and prospective advertisers
as well as for their own stations.

Current Arbitron reports do include
a 35-64 break, and there’s nothing to
prevent agency planners and buyers
equipped with computer systems from
punching up 35-plus, or any other
demo they’re looking for on their sys-
tems. But radio executives say most
agency media departments rarely go
out of their way to track mature listen-
ers in spite of a growing body of re-
search pointing to their increasing dis-
cretionary buying power.

Charles Sislen, manager, marketing
and research at Eastman Radio, points
out, “Agencies generally ask for the
standard demos they see in the book.
And most agency people don’t access

their computers, even though they
could easily pull 35-plus or any other
age bracket they choose out of the Ar-
bitron tapes. Of course as reps, we're
used to pulling analyses out of our sys-
tems to order and carting them around
to the agencies on request. But when
time is short, as it usually is, both sta-
tion account executives and agency
people usually rely on whatever is in
the book, and work with what they find
there: 25-49, 25-54, or, at the top end
of the scale now, 35-64.”

Using what’s there

At WJIB(FM) Boston, general sales
manager Mike Cohen says that the
great majority of agency buyers around
the country who use Arbitron “use the
book. Most do not have immediate ac-
cess to PC-based data retrieval sys-
tems.”

Cohen agrees, “It’s true that a lot of
stations have invested in PC based sys-
tems. But that’s still not most agencies.
And even for agencies and stations
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equipped with these systems, it’s only
the top 50 to 75 markets—the ones that
are measured four times a year—whose
numbers are loaded onto floppy disks.
Anything beyond these markets is a
special extra process.”

Bob Galen, senior vice president, re-
search at the Radio Advertising Bu-
reau, observes that if agency people
“really want a demo that doesn’t show
up in the book, any rep will be only too
happy to do a run on his computers and
deliver it to the agency. But that takes
a little time. An awful lot of buys are
made with very little time to spare.”

Galen also points out that those
agencies whose computer operations
are time sharing arrangements “don’t
want to make too much of a habit of
plugging into the machine too often.
Doing that can run the charges up into
big bucks for an agency if too many
people using the system too often gets
out of control.”

For reasons like these, says Galen,
“Having 35-plus right there in the book
for the sales people to show off and for
everyone to see makes it much easier
for a station to get credit for all its
listeners over 65. Anything that’s easier
to see and easier to use tends to be used
more. [t’s certainly seen more and adds
to agency awareness of mature listen-
ers.”

Maurie Webster, executive director
of the 35-64 Committee, recalls that
his group “started talking to Arbitron
two or three years ago about the desir-
ability of adding 35-plus. For many sta-
tions, 35-64 doesn’t go far enough if
they have still more listeners who fall
into the 65-74 group. And I predict
that 65-74 will become another report-
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Bob Galen, RAB senior
vice president, research,
says “anything that’s
easter to see and easier

to use tends to be used
more.” Having 35+ demos
right in the Arbitron
book, he explains, saves
time as well as computer
time-sharing charges.

ed demo not too far into the future.”

Webster notes that there are many
stations who may have in the neighbor-
hood of 100,000 listeners 36—64, “but
with 35-plus, that figure might jump to
150,000—50,000 of whom up to now
have been effectively blocked out of
consideration.”

He agrees that agencies can easily
access 35-plus from the Arbitron tapes
stored in their computers, but adds
that, “No matter how easy and techni-
cally feasible it is punch it up on the
CRT, too many planners, buyers and
account executives are under 35. They
aren’t yet convinced of the values of
listeners who are over 50. Too many of
the 35 minus crowd don’t realize how
active and affluent so many people over
65 continue to be. So they just don’t
bother to pull it out of their compu-
ters.”

On the other hand, continues Web-
ster, “Having it in the book for station
sales people to show does it for them.
Putting 35-plus in the book is one more
important step in spreading recogni-
tion of what darned good customers
consumers over 65 are for a lot of up-
scale products, from leisure travel and
cruises to the Bahamas, to financial
services and luxury cars.”

In the March 16 TV/RADIO AGE,
Paula Kay Pierce, research director of
The Lempert Co. wrote that, while
there are now some 27.9 million Ameri-
cans aged 65 and up, or 11.8 per cent of
U.S. population, after the first wave of
baby boomers attains seniority in the
year 2011, it’s estimated that the ranks

of mature citizens will “swell to an as-
tounding 66.6 million by the first half
of the 21st century.” And she pointed
out that as “We mount our cresting
gray boom, manufacturers can no long-
er afford to neglect this rapidly growing
segment of our population.”

Pierce also stresses, ‘‘As significant
as their vast numbers is the quality of
senior citizens as consumers. Today's
older Americans are a far cry from the
feeble, distracted, lonely stereotype
that has dogged them. What we see in-
stead is an attractive, vigorous, inde-
pendent and self-supporting older gen-
eration.”

Valuable demographics

But Lempert’s Pierce is not alone in
recognizing the growing value of ma-
ture listeners to many categories of ad-
vertisers. Fabian Linden, executive di-
rector of the Conference Board wrote
last year in American Demographics,
“Never before in our history has the
older population achieved the level of
economic well-being enjoyed by the
present 50-and-older generation.” Lin-
den reported that half the discretion-
ary income of all Americans is earned
by people over 50. And after taxes, 20
per cent of the incomes of those 65 and
over is discretionary.”

Just last month The New York
Times quoted Thomas Exter, a senior
editor of American Demographics,
who explains that the median income

Maurie Webster, 35-64
Committee executive
director, predicts that
65-74 will become the
next reported demo. He
blames under-35 agency
people for bias against
older demographics:
“They just don’t bother
to pull it out of their
computers.”

Frank Oxarart, wrca
general manager, says
age cut-offs are
arbitrary limitations.
“It’s your attitude
toward life and how you
feel that determines
your lifestyle,” he

notes, “not what year
the calendar says.”

of the elderly rose much more than that
of any other age group between 1980
and 1985, ““largely because Social Secu-
rity benefits have kept up with infla-
tion, while the wages of many younger
Americans have not.” He added that
the income of our mature citizens is
also being supplemented by private
pension plans, increased earnings from
assets and wages from parttime jobs
taken after retirement.

The Times went on to report that
between 1970 and 1983, Social Security
benefits increased by 273 per cent, a
much greater increase than inflation,
which was up 156 per cent during that
period and even greater than the aver-
age wages of working Americans, which
increased 138 per cent during that
time.

Gary Jensen, vice president, market-
ing at Bolton Research, observes that
stations that attract listeners over 65
appreciate Arbitron’s addition of 35-
plus because it will show off their big-
ger numbers but adds, “That’s only
part of a bigger picture. That’s that it’s
part of the growing realization of the
real buying power of people over 50,
with their additional discretionary in-
come, once their kids are out of college
and out of the house. Over and above
all other expenses, and after everything
else is paid for, mature listeners still
have $3,500 to $4,100 discretionary in-
come that most other people don’t
have. That’s money that’s available for
things like travel and trading up for a
better car. Most of the rest of us are

(continued on page 75)
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Voice of America deal expands reach
overseas; NBC Radio eyed at home

Westwood One
looks to cover all
bases in radio

estwood One chairman and
chief executive Norm Pattiz,
no longer content with tak-

ing an initial $10,000 investment and
parlaying it into the second most suc-
cessful radio network in the country, is
thinking internationally these days.

Pattiz has just announced that
Westwood One Radio Networks and
the Mutual Broadcasting System,
which he bought in December, 1985,
have entered into an experimental pi-
lot program with Voice of America Eu-
rope to broadcast 10 hours of rock pro-
gramming a week in Western Europe in
order to help the agency defray its
costs. The fact that he has been allowed
to sell commercial time marks the first
such effort under the agreement, which
the radio entrepreneur reached with
United States Information Agency
chief Charles Wick.

“Wick came out to see me several
months ago,” Pattiz recalls, sittingon a
couch in his high-tech office in an in-
dustrial section of Culver City. “All
this came out of Reykvajik, where there
was some discussion of how to entice
the Russians to cease jamming radio
programs from the VOA and Radio
Free Europe. In turn, they wanted ac-
cess to American broadcasters for Ra-
dio Moscow. Wick asked us if we would
be interested in providing a satellite
link to Radio Moscow by putting it up
on the Mutual/Westwood bird. I said it
was certainly worth discussing but
added that what I'd really like to do is
put some of our commercial programs
on VOA/Europe because I knew they
were under financial pressures.”

This, as seems to be frequently the
case for the hard-driving Pattiz, is ex-
actly what happened. The VOA pilot
supplements other Westwood One in-
ternational activities as The Seven Up
Music Machine, a concert series pro-
duced by Westwood One International
for distribution throughout Europe to
a European network including the UK
Independent Radio System and station
groups in Belgium, Finland, Scandina-
via, The Netherlands, Portugal and

Radio Luxembourg.

International turnabout

“Globally, the evolution of radio is
becoming much more like radio in the
United States,” Pattiz observes. “In
the current world economy, govern-
ments don’t want to support radio sta-
tions any more. I was on a panel three
years ago at MIDEM, and the French
guy was saying that all their stations
were government-owned and that was
the way it should be, and I said that,
within a very short time, they would be
forced to look for commercial advertis-
ing. It happened less than 90 days la-
ter.”

In keeping with his international
perspective, Westwood One program-
ming airs in Australia, Austria, Argen-
tina, Belgium, Canada, Chile, Colum-
bia, Cuba (through Armed Forces Ra-
dio), Denmark, France, Finland,
Germany, The Netherlands, Hong
Kong, Italy, Ireland, Japan, Mexico,
Monaco, New Zealand, Norway, The
Philippines, Panama, Portugal, Singa-
pore, Spain, Sweden, Switzerland, Tai-
wan, Thailand, Trinidad and the Unit-
ed Kingdom.

Closer to home, the executive, who

"hopes to capitalize on his company’s

Pattiz is no fan
of “shock radio”
but is not
comfortable with
the ability of
the FCC to
regulate it out
of existence.

www americanradiohistorv com

Norm Pattiz

record earnings and the $100 million to
convertible debentures it raised for ac-
quisitions last September to increase
its market share, is concerned about
recent Federal Communications Com-
mission activity on the censorship and
duopoly fronts.

“Even though we don’t own radio
stations, we do business with about
5,000 of them, so we’re vitally con-
cerned with the FCC’s postures,” Pat-
tiz says. “I don’t personally find any-
thing appealing in so-called shock-ra-
dio, but it seems to me that’s a small
price to pay to continue to have the
First Amendment protections that
have always been inherent in the medi-
um. And it concerns me when we have
an FCC that has clearly been deregula-
tory where, on the one hand, its outgo-
ing chairman [Mark Fowler] in his last
public speech, tells us to demand our
First Amendment rights—and at the
same time, we have the head of the
Mass Media Bureau saying we have to
crack down on obscenity in broadcas-
ting.”

Pattiz acknowledges, however, that
he has “a number of problems with
Howard Stern on a national basis.” “In
the first place, it’s difficult to get na-
tional sponsorship for a show like that,
and secondly, I personally don’t think
that kind of show does much for our
industry,” he adds. “The fact that it
draws big listening audiences in and of
itself doesn’t mean that it’s class radio,
except maybe third class radio. But I'm
really uncomfortable with seeing a reg-
ulatory body get ready to regulate it
out of existence.”

Industry concentration

The other area in which Pattiz dis-
agrees with recent FCC thinking is the
potential relaxation of the one-to-a-
market rule. “What they’re moving to,
it seems to me, is relaxation or doing
away with all the ownership limitations

(continued on page 72)
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Affiliate chairman Lynagh pleased
with compensation, regional news

Clutter, local time
the major NBC
affiliate concerns

have much to complain about as

they head for their May 31-June 2
annual meeting in Los Angeles. They
recently were endowed with an average
3 per cent gain in annual compensa-
tion, the network’s primetime pro-
gramming continues its dominance,
the regional news operation is labeled a
“tremendous success” and affiliates
are happy with the web’s program pro-
motion capability. But, according to
James T. Lynagh, chairman of the
network’s affiliate board of governors
and president of Multimedia Broad-
casting Co., there are two major areas
that need improvement: clutter and
the imbalance of programming time
between network and affiliates.

In an interview with TV/RADIO AGE
on the eve of the affiliates meeting,
Lynagh volunteers, “We’re very con-
cerned about clutter. We're worried
overall about losing audience to other
programming services. We believe that
everything from credits to the quantity
of promotional announcements to the
number of commercials have to be cut
back to some degree and more program
content added, particularly into the
primetime area where we are most con-
cerned about losing audience—so that
we don’t kill the goose that laid the
golden eggs for advertisers, the audi-
ence itself or the stations.

“If we start losing audience, then we
lose the economic resources to go out
and produce the programs—it’s a dom-
ino effect. If one network gets some in-
ventory, the other one feels it’s got to
run out and get it, too. At this particu-
lar moment, I suspect that the net-
works have more commercial time to
sell than there is demand for. If we
could, under the circumstances, bal-
ance that alittle bit in a way to have the
viewers helped and the advertising
more effective for the advertisers, we
would all benefit from that.

“I don’t think any one of [the net-
works| have understood that as much
as they should. We have a committee
working on it with the network, but

I t wouldn't seem that NBC affiliates

there are very strict limits on what we
can and can’t do in that regard.”

Splitting the pie

Lynagh also expresses concern with
maintaining an equilibrium between
station and network programming
time. He notes this is true of all three
networks where “the expansion of
sports programming and late night
programming by the networks is caus-
ing the balance to get out of whack a
little bit.”

“NBC is successfully programming
more hours per week than it used to,”
he points out, “and we think it’s
reached a maximum and maybe ought
to cut back a little bit. I'm only talking
a few hours a week.” He points out
that, in weekday daytime, NBC pro-
grams six hours a day, compared with
five-and-a-half for CBS and five for
ABC.

Considering the possibility of NBC
returning perhaps a half hour in day-
time to the stations, he suggests the
10:30 a.m. or noon periods as good pros-
pects. And he contends the network
should look at this from the standpoint
of its 0&0s: “If they were not to pro-
gram at noon, NBC owned stations

could run a local newscast in New York,
Chicago and Los Angeles that might be
a very good service in those marketa.
Noon news is a very successful program
around the country both from a busi-
ness standpoint and an audience
standpoint. And | could see where
NBC’s six owned and operated stations
would be delighted if the network
didn’t program noon to 12:30.”

Observing that all three networks
have changed the close of their daytime
period from 4:30 to 4 p.m.—because
the affiliates weren’t clearing suffi-
ciently beyond 4—Lynagh notes that a
still-earlier start for the affiliates
wouldn’t be all that desirable: “From 3
to 4 p.m., the thing we want is just very
strong programming.”

NBC affiliates, saddled with Santa
Barbara in this time period, are getting
the least effective lead-in to local pro-
gramming, while CBS' Guiding Light
does better and ABC’s General Hospi-
tal “is a tremendous driver for the 4
o'clock local programming time for
ABC affiliates.” He reports affiliates
have constantly pressured the network
to improve Santa Barbara “and they
have been slowly improving it—not as
fast as we would like, but it’s certainly
been happening.” Observing that soap
operas take a long time to build, he says
the improvement route is more feasible
than cancellation.

Despite his concern with network en-
croachment on station time, Lynagh
has no axe to grind over the forthcom-
ing Sunday T'oday show, which will run
8-10 a.m. starting Sept. 20. He says
there’s a very real need for the program
but adds, “If I could program the net-
work, personally, I would say, ‘Good,
do the Today show—there’s a very real
need for informational programming of
the type that the networks can unique-
ly produce—but give us back 5 to 6
o'clock on Saturday afternoons where

(continued on page 71)

‘“If we had 5 to 6 o’clock every
Saturday to program, the affiliates
would really cheer. That would be

a terrific hour for
us to get back from
the network.”

James T. Lynagh
President
W"* Multimedia Broadcasting Co.
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in Newest Arbitron
Sweeps!

ADI Winner In Every Category

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

#1 ADICBS

Total Households, Mon.-Sun. 40 share (TIE)
Total Households, Mon.-Fri. 57 share
Women 25-54 59 share
Total Day 40 share
Late News 57 share

keloJand tv

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

Source: Arbitron Sweeps, Nov. ‘86.

Above estimates include time siots and demographic
information in equal facilities markets as anaiyzed by
TV Radio Age. Survey data estimates subject to usual
qualifications.

Represented nationally by Sll'l. In Minneapolis by WAYNE EVANS.
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Television & Radio Features
the only game in town that offers

BRAND NAME PRIZES!!

PROMOTE YOUR STATION
¢ Increase your audience

* Increase your ratings

¢ Increase your sales

¢ Increase your profit

RUN YOUR OWN PROMOTION
* Bumper Sticker ® Remotes ® Write-Ins ¢ Clubs
e Trivia ® Community Affairs

CLIENT TIE-IN

Tie in with an advertiser

and sell a complete 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

¢ DuPont ¢ Textron e Coty e 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 )
features,ing.
Willow Hill Executive Center

550 Frontage Rd. - Suite 3032
Northfield, IL 60093

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

And the best part is the merchandise itself. We
supply top name-brand merchandise for on-air
promotions of all kinds. . .radio or television, big
market or small 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. . .
especiaily the on-the-air station promotions.

Name Phone
Title o Station
Address

City, State, Zip

AL
o — -
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Spot
Report ...

Fajen move to Vitt
building for future

Stephen R. Fajen, formerly U.S. media director, di-
rector of corporate communications, and a member of
the board of directors and executive committee of
Saatchi & Saatchi, Compton, says his new job as se-
nior vice president, director of client services at Vitt
Media International “is to spend as little time as pos-
sible in my office and get out and see our clients.”

Fajen’s responsibilities at Vitt will cut across near-
ly all of the media service’s clients, he says, “to show
them depth of management and let them know
there’s more than just one Vitt representative for
them to call in.”

He says his move is also part of Vitt’s building for
the future: “With all the major agency mergers,
there’s a lot of opportunity for new business develop-
ment. So many conflict situations arise that it’s diffi-
cult for a client to find another large agency where
they won’t just bump into a similar conflict. This
propels more and more brands to move to middle-
sized and smaller agencies for their creative work.
But they still prefer the services of a strong media
operation, and here we are. So the future holds plen-
ty of potential for growth here.”

O&M calls Birch ‘primary’

Being dubbed the “primary rating service” by Ogilvy
& Mather has given Birch Radio a strong leg up in its
battle with Arbitron. In announcing a multi-year
agreement with Birch, Jon Swallen, vice president/
associate director of media research at O&M, says,
“Birch Radio currently offers the better local market
research service,” with “recent improvements in
methodology.” The pact provides full national ser-
vice to O&M offices in New York, Atlanta, Chicago,
Houston, Los Angeles and selected markets in Dallas.

People meters top list

People meters will have the most impact on future
broadcast/cable advertising, followed by 15-second
commercials and spending shifts (broad to segment-
ed, advertising to sales promotion, and national to lo-
cal), reports Infomarketing, Inc. in a new research re-
port. The study is based on responses from 402 ad-
vertiser and agency executives.

The growth of cable viewing will be the fourth
most impactful trend, according to the ad executives,

followed by single source research, TV commercial
monitoring, Fox Broadcasting and the like, 800-num-
ber telemarketing, new network management, syndi-
cation growth, home shopping, media buying services
and co-ops, and, finally, global media buying.

Pepsico tops P&G in spot

Pepsico beat out Procter & Gamble as the Number 1
spot TV advertiser during the first quarter, according
to the latest figures from Broadcast Advertisers Re-
ports. P&G dropped from $58.3 million during last
year’s first quarter to $39.3 million in ’87. Pepsico
spending climbed from $41.6 million to $51.5 million
(see table below).

The only other top 10 spot client down in spot TV
billings for the first quarter was Toyota, which
dropped from $17.9 million to $16.4 million.

Top 10 spot TV clients—1st quarter

Estimated
Parent company expenditures
Pepsico $51,489,326
Procter & Gamble 39,344,509
McDonald’s 30,442,642
General Mills 30,432,060
Pillsbury 28,136,398
Philip Morris 22,563,546
General Motors 20,240,440
Ford Division Auto Dealers 17,439,067
Nissan Auto Dealers Assn. 16,954,770
Toyota 16,412,227

Copyright 1987, BAR

March
Local business (millions)

+7.9%

1987: $500.9

1986: $464.2

Complete TV Business Barometer details p. 24
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Spot Report

Appointments

Campaigns

Greyhound Lines, RADIO

Bozell Jacobs Kenyon & Eckhardt/
Los Angeles

BUS TRAVEL is being promoted for

three to six weeks that started on vari-

ous April and late May air dates in a

select but coast-to-coast lineup of sun-

belt radio markets. Media placed

schedules to reach young adults.

Grossmans Lumber and Building
Materials, RADIO

Emerson Lane Fortuna, Inc./Boston
HOME IMPROVEMENT PRODUCTS are
being featured for 12 to 18 weeks that
began in mid-April in a good many
New England and upstate New York
radio markets. Buyers worked to reach
men 25-plus.

The Quaker Oats Co., RADIO
Berry-Brown Advertising/Dallas

VAN CAMP'S PORK AND BEANS are be-
ing advertised for six weeks that start-
ed in mid-May in a long and coast-to-
coast lineup of radio markets. Buyers
worked to reach women 25 and up.

Procter & Gamble, TV
Leo Burnett; Tatham-Laird &
Kudner/Chicago
COAST and OTHER BRANDS are enjoy-
ing five to 13 weeks of second quarter
spot exposure that started on various
April and May air dates in a select but
nationwide spread of television mar-
kets. Media placed daytime, fringe
and primetime inventory to reach
women in various age brackets, de-
pending on brand.

Willis stars again

Both spot television and radio are
backing the new multi-million dollar
campaign featuring Bruce Willis for
Seagram’s Wine Coolers. The advertis-
ing, which kicked off May 2, is a prod-
uct of Ogilvy & Mather. Both the radio
and television spots carry the tag line,
“This is where the fun starts,” for the
five wine cooler fruit flavors being pro-
moted. Target audience is adults 21 to
34 and the radio advertising is sched-
uled for a select but coast-to-coast list
of larger markets. The new spots are a
followup to last year’s campaign for
Seagram’s Golden Wine Cooler which
also starred Willis and which has been
nominated for an Effie Award from the
American Marketing Association for
advertising effectiveness.

Agencies

Kay Satow has been elected a senior
vice president of DDB Needham/New
York. She joined the agency in Chica-
go in 1976 and is currently a group re-
search director, heading one of the
four groups of the Research and Mar-
keting Services Department.

Randy S. Wagner has been promoted
to senior vice president at FCB/Leber
Katz Partners in New York. She came
to Leber Katz in 1980 and is now re-
sponsible for strategic planning, posi-
tioning and new product development
for agency clients.

Jane Singer has joined Calet, Hirsch &
Spector, Inc., as senior vice president/
director of marketing and account
planning. The former management su-
pervisor for Wells, Rich, Greene has
most recently been an independent
marketing consultant.

Mary Murphy has been promoted to
associate media director at Ketchum
Advertising/San Francisco. She has
been with Ketchum for three years
and now steps up from media supervi-
sor.

Julie Benedict has stepped up to asso-
ciate media director at'W. B, Doner
and Co. in Detroit. She joined the
agency as a buyer in 1979 and now ad-
vances from group supervisor, broad-
cast negotiations.

Parker Allen Hurlburt and Charles
Carter Rich, Jr., have joined Weight-
man Research in Philadelphia as pro-
ject directors. Rich had been a senior
research analyst for Penn Mutual Life
Insurance and Hurlburt was a project
director for Los Angeles-based MSI
International.

Linda McKay has been promoted to
senior media planner at BBDO/Chica-
go. She steps up from planner and

now reports to Nancy Swiet, vice pres-
ident, associate media director.

Patty Davis has joined Laurence,

| Charies, Free & l.awson as a senior

media planner. She was formerly with
Grey Advertising. In her new post she
holds planning responsibilities on the
American Tobacco and American
Safety Razor accounts.

Andrea Vaughan, media liaison with
Buick’s Electronic Product Informa-
tion Department for McCann Erick-
son/Detroit, has added responsibilities
as buyer on the Buick account, report-
ing to Helen Seligman, vice president
and planner on Buick media.

Media Services

. oW
Frank Muratore has been promoted to
the new post of chief executive officer
of Time Buying Services. He joined
the company in 1976 from Ted Bates
and now steps up from senior vice

president, general manager of opera-
tions.

Joanne Evans has been named vice
president/media director of CPM,
Inc., Chicago. She came to CPM last
August from a post as media director
at Lindsey & Stone Advertising.

Milwaukee Radio elects

Andrew P. Friedrich has been named
executive director of the Milwaukee

' Area Radio Stations, an association

that promotes radio throughout the

| Milwaukee market. Friedrich, who for-

merly headed broadcast sales for the
Milwaukee Brewers Radio Network,
will now be in charge of day-to-day ac-
tivities of the association. He’ll also
represent M.A.R.S. in new business
and in the association’s other activities.
M.A.R.S. was founded in 1974 and to-
day has 19 station members that work
together through the association to
promote radio as a dynamic advertising
medium.
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Representatives

Pat Healy has been promoted to exec-
utive vice president/chief financial of-
ficer of the Interep Companies. He
had been vice president/controller.

Armando Corral has been selected as
vice president to head the new Span-
ish station division opened by Radio
West, Inc. Corral was formerly presi-
dent of El Dorado Station Reps in Los
Angeles.

Marybeth O’Connor has been ap-
pointed manager of the new Boston
office opened by Masla Radio. She
was formerly with the media depart-
ment of McDougall Associates of Bos-
ton. Masla’s new Boston telephone
number is (617) 338-5084.

John Brickley has been appointed re-
gional manager of the Boston office of
Hillier, Newmark, Wechsler & How-
ard. He transfers from a post as ac-
count executive with the Boston office
of McGavren Guild Radio.

Denise Kolkmeyer has been named
vice president and Detroit regional
manager of Group W Radio Sales. She
was formerly general sales manager at
WCXI AM-FM Detroit.

Karen Reef has stepped up to direc-
tor, sales promotion, at CBS Radio
Representatives. She joined CBS in
1982 as a personnel placement assis-
tant and now moves up from manager,
sales promotion.

Diane DaCosta has been promoted to
administrative assistant, corporate
promotion and special events for Katz
Communications. She came to Katz
last summer as a secretary in Corpo-
rate Relations.

Mary O’Brien-Faith has advanced to
office coordinator in the Minneapolis
sales office of Hillier, Newmark,
Wechsler & Howard. She joined the
firm as a sales assistant in 1985.

One Buyer’s Opinion

Teaching clients the
price they pay for
those cheaper buys

~ Kroyer

' Media buying services say they offer advertisers something that is truly

hard to resist: cost savings. Who can refuse? No one. And indeed, they

_shouldn’t. But what advertisers should know is that you don’t get some-

thing for nothing. Efficiency (cost savings) comes at a price.
This is where agency media departments can, and should make one of
our key contributions. It is our obligation to educate clients about the buy-

| ing process, and how different buying strategies affect the price tag. We

have too long taken for granted that clients want to buy schedules that ef-

| fectively blend “quality” programming at efficient costs. But what if our

definition of “quality” and “efficient” and “‘effective” differs from our
client’s definition?

Perhaps our mistake is in not getting agreement on our buying strategies
upfront. What is the right balance between image/quality and efficiency?
To meet client marketing objectives, is it necessary to pay a premium for
high-rated, quality programs? Or can their goals be met with a highly effi-
cient, purely tonnage buy?

To answer such questions, we’ve developed an upfront way to truly bring

| the client into the buying process by reviewing a “buying spectrum” that

both educates and formalizes a buying strategy with and for each client.
Our spectrum starts with the most efficient buy possible and from there
progresses through many major variations, ending with the most expensive
buy that places quality and environment above all else.

As we go through this evaluation with clients, we explain the many ways to
execute a buy. We involve them in the decision making process. We point
out the pros and cons of each variation on quality vs. pure efficiency, and
illustrate with examples of categories for which each variation is most ap-
propriate.

For example, pure tonnage is very efficient, meeting the GRP goals as
cheaply as possible. The typical tonnage buy includes cheap spots, sched-
uled for broad rotations (9 a.m.-3 p.m. Monday-Friday) with no attention
paid to how many spots run in the lowest rated positions. The most effi-
cient show, Monday through Friday, is most likely stripped, meaning that
the reach potential of a spot scheduled each day of the week in that pro-
gram would be severely limited.

This is the kind of buy most likely to be made by someone claiming to
buy cheaper. This may not be bad, say for a record club, using direct mar-
keting methods. But for a targeted, upscale advertiser like a credit card
company it would be disastrous. Anyone can make this kind of buy, and
our clients need to know this. But they also need to know what they give
up: the ability to really target, maximum reach, and the ability to control
program environment. With this knowledge, they and we together can
evaluate how much of a premium we’re willing to pay to upgrade the buy.
And most important, when someone comes in saying they can buy it
cheaper, they now know the true price of efficiency.—Cheryl Kroyer, se-
nior vice president, media director, Ketchum Advertising/San Francisco

Television/Radio Age, May 25, 1987
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Stations

A7A 8

Steven J. Smith has been named presi-
dent of WTMJ, Inc., owner of televi-
sion and radio stations in Milwaukee,
Las Vegas, Lansing and Wausau,
Wisc. He moves up from executive
vice president to succeed Mike Mc-
Cormick who has retired. McCormick
joined the company in 1971, has been
president since 1975, and has also
been senior vice president of WTM.J
parent company, Journal Communica-
tions.

Daniel Charleston has been promoted
to vice president/general manager of
KHAT AM-FM Lincoln, Neb. He had
been general sales manager of the TM
Communications stations.

Robert R. Ganzer has been named
general manager of WHSV-TV Harri-
sonburg, Va. He comes to the Benedek
Broadcasting property from WLUC-TV
Marquette, Mich., where he had been
general sales manager.

New sales combine

Mutual Broadcasting System’s co-
president, Art Kriemelman, has also
been named president of the new sales
division resulting from the merger of
the sales departments of Westwood
One Radio Networks and the Mutual
Broadcasting System. Under the reor-
ganization, all Westwood One enter-
tainment programming and Mutual’s
news, sports and talk shows including
The Larry King Show, The Dr. Toni
Grant Show and Rona Barrett’s Enter-
tainment Reports, will be sold in com-
bination, using the resources of both
Mutual and Westwood One.

Ron Hartenbaum, previously vice
president/director of advertiser sales
for Westwood One, now serves in the
same capacity for the combined sales
force, and Gary Schonfeld and Peter
Bloom become eastern regional vice
presidents and group directors for the
new sales division. Also, Bill Rosalie
joins Westwood One from ABC Radio
Networks as director of operations for
Kriemelman’s new division.

Harvey Mars has been promoted to
president of Gannett’s WXIA-TV At-
lanta. He is general manager of the
station and now moves up from vice
president.

John C. Deushane has been appointed
vice president and general manager of
Price Communications’ KRCG-TV Co-
lumbia-Jefferson City, Mo. He trans-
fers from Price’s WEEK-TV Peoria,
where he had been general sales man-
ager.

o

Marcellus Alexander, Jr., has joined
KYW-TV Philadelphia as station man-
ager. He comes to the Group W sta-
tion from WRIF Detroit, where he had
been vice president, chief operating
officer and part owner.

Debra Seyler has been named corpo-
rate vice president of Westwood One,
Inc. She moves in from Warner Lam-
bert where she had been director of
advertising.

Jim Thiessen has been appointed vice
president, affiliate relations for Tran-
star Radio Network. He had been gen-
eral manager of KVOD in Denver.

Candy Schmidt has been promoted to
national sales manager of the Texas
State Network where she reports to
Ann Ranson, director of sales.
Schmidt has been selling for the four
state networks—news, Spanish lan-
guage, agribusiness news and Dallas
Cowboys radio network—since 1979.

Cynthia A. Lindsay has been named
general sales manager of KSBW-TV Sa-
linas-Monterey-Santa Cruz. She had
been with KMST-TV Monterey.

Buyer’s Checklist

Nev?ﬁepresentatives

Brydson Media Sales International
now represents Television Quatre Sai-
sons Network of Canada in the East-
ern U.S. Affiliates are CFJP-TV Mon-
treal, CFAP-TV Quebec City, CFKS-TV
Sherbrooke, CFKM-TV Trois Riviere,
CFGS-TV Hull-Ottawa, CFRS-TV Jon-
guiere-Chicoutimi, CFv8-TV Val D’or-
Rouyn-Noranda, and cJPC-TV Rimou-
ski.

Christal Radio has been appointed na-
tional sales representative for WiIMZ
AM-FM Knoxville, Tenn. and WBSM
New Bedford, Mass. WBSM programs
news, talk and information and both
Knoxville stations, owned by Stoner
Broadcasting System, offer album ori-
ented rock.

Hillier, Newmark, Wechsler & Howard
has assumed national sales represen-
tation of KFXZ(FM) Lafayette and
KBCE(FM) Alexandria, both Louisiana.
Both stations broadcast an urban con-
temporary format in stereo, 24 hours a
day.

Katz Radio now represents KXRX(FM)
Seattle and WAYY/WAXX(FM) Eau

Ziff promoted

Dr. Ruth Ziff has been elected execu-
tive vice president, research and mar-
keting services, a corporate post at
DDB Needham/New York. It’s part of
a reorganization that splits accounts
among six “business groups.” Each
group is staffed with its own specialists
in such disciplines as research, market-
ing and promotion. .
Before the merger of Doyle Dan

~ Bernbach and Needham Harper

Worldwide, to form DDB Needham
Worldwide under the Omnicom Group
holding company umbrella that in-
cludes BBDO, Ziff had been executive
vice president/director of research and
marketing services at Doyle Dane
Bernbach.
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' Media Professionals |

| Multiplying impact of local
spot by working with stations
Yolan Toro

Senior vice president,

local broadcast
Wells,Rich,Greene
New York

4 ”’

‘g on’t just react: Initiate!” urges Yolan Toro, who
heads local broadcast buying at Wells,Rich,
Greene.

She observes that the standard, run-of-the-mill
agency offer to spot clients is, “We have regional buy-
ing offices. We have market specialists. And we buy
cheaper.” She says her agency “offers these things,
too, but we go beyond them, and carry service a step
farther by investigating what we might do to multiply
broadcasting’s impact locally.”

Toro notes that this is particularly important “for
clients like Sunoco, our new client, Cadbury

J
l!
!

Schweppes with its local bottlers, and Midas Muf-
flers. Midas alone is in over 500 radio markets, on top
of all its television activity.”

She says that one thing her people have done is
survey stations for availability of local sports spon-
sorships, “including such details as whether these
would be exclusive to our clients or their category,
and how we can work with the stations carrying the
events, including local college and high school games,
to build client promotions around the events. The
promotions often vary by market, because consumers
behave and react to different things in different mar-
kets, and different dealers have different needs in
different markets.”

Another thing the agency is doing locally, says
Toro, is “to update every six months the original sur-
vey on local 15 second availabilities, by market and
by station, that we first initiated over a year ago. But
each time we go back, we find many more local sta-
tions accepting 15s than the previous time we asked.
The first time, 15s were being accepted by the net-
works, but many of the local stations were surprised
we even asked. They said we were the first to suggest
the idea for local spot.”

Toro adds though that a good many stations
“jumped on the bandwagon when Mobil had a 15
made for the networks for its Hefty disposal bags,
and we had the money in our hands for spot if the
stations would run the 15 locally. So my guess is that
it’s only a matter of time before all stations accept
local 15s.”

In aword...
Quality

GROUP

RADIO
The First Name In Radio

WBZ, Boston  WINS, New York  KY W, Philadelphia
KDKA, Pittsburgh KODA, Houston KQZY, Dailas/Fort Worth

KQXT, San Antonio

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

KJQY, San Diego

Westinghouse Broadcasting

Television/Radio Age, May 25, 1987
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Claire, Wisc. WAXX transmits a coun-
try format and wWAYY programs Gold.
KXRX offers album oriented rock.

Katz Hispanic Radio Sales has been
named to sell nationally for WOJO(FM)
Chicago and WQBN Tampa, Fla. Both
broadcast in the Spanish language.
Wo0J0 is owned by Tichenor Media
Systems and and WQBN is owned by
WTYM, Inc.

Katz American Television is now na-
tional sales representative for Pulitzer
Broadcasting’s WLKY-TV Louisville.
The station is an ABC affiliate.

Katz Independent Television is the
new national sales representative for
WYAH-TV Norfolk-Portsmouth-New-
port News. Station owner is Continen-
tal Broadcasting Network.

Radio West has assumed national
sales representation of KSHO/
KKGO(FM) Los Angeles and
KKYQ(FM) Portland, Ore. KKYQis a
CHR station and the Los Angeles duo
broadcasts jazz.

New Formats

WYNY(FM) New York will take over
WHN’s country rhusic format starting
July 1, now that WHN has switched to
an all-sports service. NBC-owned
WYNY had programmed an adult con-
temporary format for the past nine
years.

WLupr-AM Chicago has bowed with a
personality oriented music, sports and
information format. Station results
from merger of Heftel Broadcasting,
which owns WLUP(FM) and Statewide
Broadcasting, owner of WCFL.

MMT Marketing Division has been
named national sales representative
for KCIT(TV) Amarillo, Texas and
WEVV-TV Evansville, Ind. Both inde-
pendent stations are owned by Wilson
Communications, Inc.

KKsN Portland, Ore. has switched to a
blend of original hits from the '50s and
’60s, including such artists as Frank
Sinatra, Nat King Cole, Connie Fran-
cis and Perry Como. The station for-
merly offered classical music.

Transactions

Price Communications Corp. has
agreed to sell radio stafions in four
markets to Fairfield Broadcasting, Inc.
for $120 million. Price will retain a 25

. per cent interest in and become a sub-
ordinated lender to Fairfield. The sta-
iions are K101(FM) San Francisco,
WMTG/WNIC(FM) Detroit, WILAC AM
FM Nashville, and KKOB AM-FM Albu-
querque. Fairfield is headed by Jack
Purcell and Jim Hilliard.

Shamrock Broadcasting, inc. has
agreed to purchase KBRQ AM-FM Den-
ver from Denver Great Empire Broad-
casting, Inc. for $9 million plus other
considerations. Bill Clark is president
of Shamrock’s radio division. Black-
burn and Co. served as broker in the
negotiations.

KBND, Inc. has sold KBND Bend and
KLRR(FM) Redmond, both Oregon, to
Denco Broadcasting Corp. for
$965,000. President of Seattle-based
Denco is Gerald Dennon. Sellers are
Douglas Kahle and Edwin Tornberg.
Broker representing the buyer is The

Montcalm Corp.

AS YOU CAN SELL.

money to buy and buy and buy.

you #1 in Tuscaloosa, too.

BE A BIG FISH.

® WCFT-TV, CBS, Tuscaloosa, AL
&g KYEL-TV, NBC, Yuma, AZ-El Centro, CA
NBC WDAM-TV, NBC, Laurel-Hattieshurg, MS

© 1987 Beam Communications Corp.

TUSCALOOSA IS BUYING AS FAST

Tuscaloosa is a market that's red-hot and ready to buy. By as soon
as 1990, Effective Buying Income is expected to skyrocket 55%,
outperforming Alabama, the East South Central Region, and the
entire United States. Total Retail Sales are projected to rise
'52%, again beating state, region, and national projections
and proving that Tuscaloosa, Alabama is a market with

WCFT-TV DOMINATES THE MARKET.

We're the #1 rated station sign-on to sign-off. We've got
the facts, figures, programming and #1 news to make

l’ BEAM
¢ ACOMMUNICATIONS

WPBN-TV/WTOM-TV, NBC, Traverse City-Cadillac-Cheboygan, Ml
Source: 1986 Survey of Buying Power

WHY BE A LITTLE FISH

Katz Continental
Television
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Viewpoints

Vice president & general
manager, KPIX(TV) San
Francisco, in recent speech
before the Broadcast Finan-
cial Management Associa-

| tion annual meeting in Bos-
ton.

eter posturing

Women and minorities in
broadcast management—
room for improvement

Earlier this year, the FCC reported that in broadcast-
ing, women held 29.2 per cent of the jobs in the top
four categories—even though they make up over 37
per cent of the available industry work force. A year
ago, that number was 28.6 per cent, so we see some
small improvement.

But when you look at minorities, they make up 16
per cent of the available broadcast work force and
hold only 13.7 per cent of the jobs in the top four cat-
. egories, up only 0.2 per cent over 1985. Again, pro-
gress, but, at a much slower pace. Even more disturb-
ing, the FCC went on to say that broadcasting lags
behind other industries.

I like to think of this business as being in the fore-
front. I like to think that we lead, not lag behind.

As I said, the new numbers do show improvement.
But when the numbers are compared to available
work force, there’s room for a lot more improve-
ment—particularly, with regard to minorities.

But when you look at these figures closely, they
may not be that great. Or more precisely, what they
mean for the future may not be clear.

The figures may even be misleading. Let’s stop
looking at categories. None of us work at categories.
We work at jobs. Let’s talk about the top jobs in
those categories. The jobs that make policy—general
managers. The jobs that generate sales—general sales
managers. The jobs that control profits—controllers.
The jobs that manage the news—news directors.

We all know general sales managers are the main
source for general managers. So, it’s an important
job. In television, only about 9 per cent of general
sales managers are women, and just 2 per cent are mi-
norities.

News directors manage the most important reve-
nue-generating product at most local TV stations. A
recent Radio-Television News Directors Association
survey of 453 TV stations and 405 radio stations
showed that one in 10 TV news directors was a wom-

an. One in five radio news directors was a woman.

nercials

NAB estimate is that 500 out of 10,000 radio manag-
ers are women. According to the NAB—and remem-
ber there are 214 markets with multiple TV sta-
tions—there are 14 women, nine black and five His-
panic general managers of commercial television sta-
tions. That is hard to believe.

In my own case, FCC and EEO goals absolutely
helped me get here by creating opportunities. But it
took people who cared enough and who were commit-
ted and stepped forward to support me. And most
importantly, who, when they saw my shortcomings,
were brutally honest and told me about those short-
comings, insisted that I had to correct them if I want-
ed the next job. But they didn’t stop with just words.
They helped me find ways to correct those shortcom-
ings.

On-the-job training

There are two personal examples I can share with you
to show what I mean.

I was producer of a talk show and did a good job.
Over the course of a couple of years, the direction of
the program changed. And, frankly, I wasn’t the best
person to produce the program at that point. I knew
that. And so did a key manager at the station.

So, one day, one of those conversations took
place—one of those conservations about my future.
There really was no longer a job open at the station
that was suited to me. But the manager didn’t stop
there. He could have.

To this day, I'm not sure what his motivations
were—concern about EEO goals or genuine interest in
what would happen to an employee. Whatever it was,
he took the time to listen to me, to talk with me
about my skills, my interest in news. And he offered
to pay for trips to other Group W stations so that I
could meet and interview with other managers.

I made the trips, and three to four months later 1
was offered a job as news writer and producer in Bal-
timore. And that was the first step that led to a series
of promotions that resulted in my becoming a general
manager.

Another critical development. For a period of three
to four years, about 1980-1984, Group W created the
position of station manager. Some key executives
were not satisfied with the progress of women and
minorities. They created the station manager job to
provide assistance to the general manager and to pro-
vide employees a position that allowed them to add
breadth to their experience and prepare themselves
to be a general manager—on-the-job training, if you
will. Of the half dozen or so people who were station
managers, I know of three who are general managers
today.

One is a minority—he manages the PBS station in
New York. Another, a white male, manages WBZ-TV
Boston. And, I’'m the third. It worked—two out of
three are some of the best numbers I've seen.

Television/Radio Age, May 25, 1987

57

www americanradiohistorv com



www.americanradiohistory.com

TELEVISION RADIO AGE

Radio West has assumed national Tbr;e::e :’;(;ll:)lf::‘e:v[:l_e can be offended

sales representation of KSHO/ | = C
j } roasdale says he likes the premise of
KKGO(FM) Los Angeles and P Dad, which he says has the making of a

KK vo(FM Partland. Ore. KKYQ is a } . i ;
[  hit, especially because it is sandwiched

Claire, Wisc. WAXX transmits a coun-
try format and WAYY programs Gold.
KxX1X offers album oriented rock.

‘T'he new primetime fall lineup at NBC,
the first network to announce its Sep-
tember schedule, is getting mixed to
favorable reviews from key network ad
buyvers at three of the top ad shops. A
“sncak preview” of their observations
indicates that the admen are calling the
NBC lineup changes basically conser-
vative, as i1s the want of a Number 1
network, but they say there is one in-
teresting gamble that will bear close
attention. The risk, moving Family
Ties from its solidly entrenched Thurs-
day spot following The Cosby Show, to
Sundays at 8, is considered by the ad-
men as being a high roller with poten-
tial.

Richard Kostyra, J. Walter Thomp-
son USA executive vice president and
director of media services, sees the
move in mixed terms. He believes Tles
will strengthen the Sunday lineup at
NBC but “put some risk on Thursday.
They're taking a very proven and high-
ly successful lineup—Cosby and
Ties—and gambling. The high risk in
that if A Different World, Family Ties’
replacement, doesn’t maintain the
Cosby momentum, it will affect Cheers,
Night Court and L.A. Law significant-
ly.”
Bill Croasdale, senior vice president,
director of network programming at
Backer & Spielvogel, calls the Ties
move “smart. They are, obviously, try-
ing to overcome the overwhelming lead
that CBS has built in the 7-9 time peri-
od, with NBC offering very strong
young-appeal counterprogramming to
Murder, She Wrote. It’s really the only
thing they can do—moving something
around on Thursday that’s in the half-
hour vein. It would be difficult to move
Cheers. Without Shelly Long, the show
may be risky, and every time NBC has
moved Night Court, the numbers on
the show have fallen off, It’s obvious
that if Night Court wasn’t in the Thurs-
day lineup it may not be running.”

Advertisers. Mel Conner, DFS-Dor-
land Worldwide senior vice president,

“It invites a lot of people to use their
VCRs, and when they do that, our com-
mercials tend to get spun by rapidly.
Also, when two popular shows go

Admen ‘sneak preview’ on NBC fare

against each other, viewers have to
make a choice.”

Astothe new series, the admen make
the following observations: Croasdale
sees -J. . Starbuck, the Tuesday, 9-10
p.m. show as “good compatible pro-
gramming to Matlock.” But, he points
out, the biggest problem is to make
Dale Robertson “clench his teeth. Most
people couldn’t understand many of
the lines he delivered in the pilot.”
Kostyra notes that while Starbuck is
compatible with Matlock, it will proba
bly skew older, leaving the way open for
competitors to do well with younger-
appealing viewers. Conner says he
liked the oJ. -J. Starbuck pilot.

The new Wednesday night series, A
Year in the Life, won approval by all
three admen. Kostyra says, “‘From
what [ saw of the show, it has a real
good shot. Certainly Dynasty is killing
itself, and in the 9-10 time slot, a good
tearjerker could work well, so Life has
upside potential.” Conner says he’s
“very excited about the show being on.
It has quality, and is not just run-of the
mill entertainment.” He cautions, how-
ever, that while the miniseries did well,
the jury is still out on the long haul.
Croasdale sees Life as compatible pro-
gramming but notes that while it did
well as a two-parter, “a miniseries does
not a season make.”

Bonet. Regarding A Different World,
the ad executives are not very high on
the Lisa Bonet show or on Bonet, for
that matter. The three buyers say that
the pilot they saw lacked a strong story
line and doesn’t seem to have Ties’
strength. Conner says that Bonet
doesn’t appear to have the charisma
necessary to carry the show. Her sup-
porting actors are good, which “empha-
sises her bad points.” Croasdale says he
was disappointed in the writing and the
show will have to find its spot. Kostyra
notes that World as a show per-se, “was
not that strong.” All in all, however, in
its protected time period, the show will
do well, note the ad buyers. The ques-

tionable. “The network can do without
the premise that both guys slept with
the same girl. They can say that their

old girlfriend just left her daughter to

between Ties and a strong movie pack
age. Kostyra notes that [Jad “will get a
real good shot from the Ties move.’

Private Eye, Friday at 10 p.m., is
considered by Croasdale as being in the
Crime Story genre, but he says he
doesn’t know whether period pieces
will ciick. *'I have to see more of it, but
it will be a young-people show, which
will flow nicely coming out of Miam:
Vice. Kostyra says the show appears to
be lacking in strong characters, and
notes that the music is wearing thin as
an intregal part of a program: ‘It didn't
help Crime Story.” Conner says he
liked the mood and the style of Eve as
well as the two actors, Michael Woods
and Josh Brolin.

Dinosaurs on move

Dinosaurs may be the next kid anima
tion trend in syndication. World
Events is about to unveil a one-hour
special featuring the prehistoric ani-
mal, and Coca-Cola Telecommunica-
tions will debut a space-age dinosaur
series, Dinosaucers, in the fall, as an-
nounced previously. Also seen fueling
the dinosaur syndication moves is the
upcoming Universal studios release,
The Land Before Time Began, feature
produced by Steven Spielberg and Don
Bluth, to be available in theatres next
spring. Also, dinosaur toy and mer-
chandise sales are predicted to reach
nearly $500 million next year, and mu-
seums and schools report high interest
in dinosaurs from kids.

The World Events special is called
Denver, The Last Dinosaur, says Brian
Lacey, vice president and general man-
ager at WE, who describes Denver as
an entertaining story about four boys
who befriend a dinosaur, protected in
an “egg” since pre-historic times. The
program will contain flashbacks and
follow the adventures of the dinosaur
and its friends in contemporary days.

Lacey says that World Events will
offer the special in a six/six barter split,
with stations getting two runs. The
show is expected to start airing in Sep-
tember, and WE has just begun selling

Development and layout, plus opticals
and special effects will be done in the
U.S. Peter O’Keefe is executive pro-
ducer of Denver.
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Fox is poised for meter posturing

With wide expectation that Fox Broad-
casting Co. will have its programming
officially metered by Nielsen under the
name FBC rather than IND for inde-
pendent stations industry insiders
point out this will highlight to advertis-
ers the growing prominence of the Fox
group and underscore that it is closer to
becoming a network competing with
the Big Three. The metering is also ex-
pected to have a positive impact on the
introduction of Fox’s new Saturday
night schedule.

A Fox spokesman, while declining
comment on the Nielsen reports, adds
that advertisers have continued to
strongly support the FBC program-
ming despite the fact that they have
not yet, except in certain individual
markets, delivered the 6 rating initially
hoped for. The spokesman points out
that Fox programming has helped sta-
tions improve dramatically over past
ratings in particular time periods. And
individual markets like Washington,
which has an 8.8/13 share and New
York (7.5/11) have outperformed origi-
nal projections.

Fox programming executive Garth
Ancier gives TELEVISION/RADIO AGE
some clues to his nascent network’s fu-
ture direction. “If St. Elsewhere were
available, we would pick it up in a se-
cond,” Ancier allows, about the award-
winning NBC show which was recently
renewed for a 12th season. But asked if
FBC would have a similar response to
Mr. Belvedere, fellow Fox program-
ming executive Kevin Wendle is more
cautious, pointing out that “we don’t
want to send the wrong signal” to the
creative community by putting out
programs that appear too convention-
al.

And Ancier defends FBC against
criticism from some quarters that, de-
spite its innovations, it is relying too
much on tried and true producers for
its product.

“We don’t think we should be a lab-
oratory for people unfamiliar with tele-
vision,” Ancier says. “We want people
who know how to deliver a show for us.
But on the other hand, although we’re
dealing with people like Gary David
Goldberg (Ubu Productions), the peo-
ple who are directly involved with Duet
are Ruth Bennett and Susan Seeger,
not Goldberg himself.”

One TV veteran staying around Fox
these days is former CBS News honcho
Van Gordon Sauter, who has reached
an informal agreement to be a com-
mentator three nights a week for
KTTV(TV), Fox’s flagship station in Los
Angeles.

KTTV news director Erik Sorenson
says the move is unrelated to any
broader plans for Sauter, with whom he
has worked closely in the past, “It’s a
little bit of a lark and an experiment,”
Sorensen says. “Van will be on for us
Tuesday, Thursday and Sunday
nights. He’s an old friend of mine, as a
boss and a colleague, from CBS days,
and now he’s moved back out here.”

Sorenson adds that this is Sauter’s
first on-air regular role since he was an
anchorman at wBBM-TV Chicago 12
years ago—an experience the former
CBS executive usually refers to as a
disaster.

The KTTV role, which is not expect-
ed to be in conflict with Sauter’s lucra-
tive severance package from CBS, fol-
lows earlier speculation that the execu-
tive, famed for backing Dan Rather
after Walter Cronkite retired, until he
was himself purged in the post-Tisch
era at CBS, may take on a role with a
possible FBC news operation.

Such speculation followed reports of
a lunch between Murdoch and Sauter
shortly after the latter left CBS.

“They’re friends. I think their kids
went to the same school in New York,”
Sorenson says. “But I don’t think this
thing goes further than that, at least
not that I'm aware of.”

And FBC chief Jamie Kellner has
said earlier that a Fox news operation is
still some time off.

He points out the expense of mount-
ing news as opposed to primetime
shows, but does not exclude news as
part of the overall Fox programming
picture in the future.

Tinker slow but sure

In the low-key manner that has charac-
terized his career to date, former NBC
and MTM chief Grant Tinker has been
quietly starting to put together his cre-
ative and production team at GTG En-
tertainment, a joint venture with Gan-
nett Co., which bought the Laird Stu-
dios in Culver City for $24 million last
December to give Tinker a new West
Coast operating base.

Since that time, GTG has announced
production deals with Hill Street
Blues co-creator Michael Kozoll and
Deborah Aal, former president of the
Leonard Goldberg Co., whose credits
include Something About Amelia
(ABC) and An Early Frost (NBC).
More recently, GTG has announced a
deal with ALF staff writer Donald
Todd, to develop half-hour and hour
series.

nercials

than NBC, whose entertainment divi-
sion is run by his former protegee,
Brandon Tartikoff. Tinker has ex-
plained the decision by pointing out
that NBC is currently glutted with hit
shows, adding that the CBS offer was
extremely generous.
) A

Grant Tinker

Despite CBS’ current programming
woes, and the fact that he is being al-
luded to in some quarters as CBS En-
tertainment president Bud Grant’s se-
cret weapon, the silver-haired execu-
tive says he will not be rushing shows
onto the air to help bail CBS out.

“The philosophy here is that creat-
ing good shows takes time, very much
as we did at MTM, over the period of a
decade,” says Tinker, adding that it is
likely that GTG’s first show won’t be
on the air until the middle of next sea-
son. “People are expecting good things
from us, and we don’t want to disap-
point them,” he says, adding that he
wants to space the new shows out.

Current GTG staff—he has been
flooded with applicants since admit-
ting to one interviewer that he is look-
ing for new executives—include execu-
tive vice president Stuart Erwin, Jr.,
formerly of MTM; and Cosby Show di-
rector Jay Sandrich, who has agreed to
limit his chores on the hot series start-
ing with next season. “We want to op-
erate on the mentor system, so we can
have people who've been around the
business for a while and done good
things guide talented people with less
experience,” says Tinker adding that
reports that GTG might branch out
into feature film production were pre-
mature.

He adds that although Kozoll’s ini-
tial focus will probably be one-hour
dramas, “he’s one of those rare people
who can do both [comedy and drama].”
But Tinker does admit that the kind of
programming he has been identified
with in the past, both at MTM and
NBC, might help CBS, whose hits have
been appealing to an older demograph-
ic audience and are expected to be hurt
after the formal introduction of the

§
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Claire, Wisc. WAXX transmits a coun-
try format and WAYY programs Gold.
KXRX offers album oriented rock.

people meter.

“I would hope that one of the things
our shows would do is appeal to younger
viewers, at least that's what they've
done in the past,” he says.

Casablanca first-run

Casablanca V, new production and dis-
tribution company, will focus initially
on first-run syndication, despite what
is seen by some in the industry as a
potentially dwindling television mar-
ketplace and an abundance of first-run
product that has entered the market-
place recently. In other expansions, the
company is considering the purchase of
TV stations and planning to acquire
film libraries.

Partners in the new entity are Rich-
ard Gold, Casablanca president and
chief operating officer who most re-
cently was executive vice president of
Golden West Television; Chuck
Gerber, executive vice president of pro-
gramming development and produc-
tion, who recently left as senior vice
president, MCA TV Enterprises;
James McCallum, executive vice presi-
dent in charge of acquisition, distribu-
tion and marketing, who was formerly
president and chief operating office of
IDC Service’s entertainment division;
and Richard Cohen, chairman and
chief executive officer, businessman
and real-estate developer.

Casablanca partners, from l.-r., are,
James McCallum, executive vice pres-
ident; Richard Cohen, chairman and
CEO; Chuck Gerber, executive vice
president; and Richard Gold, presi-
dent and chief operating officer.

The company’s immediate priorities
are the development of first-run pro-
gramming and the acquisition of film
libraries, according to Gold, who adds
that plans on acquisitions and co-ven-
tures will be announced soon.

Gold continues that buying of televi-
sion stations or other entertainment
properties is under consideration as
well by Casablanca IV, which is be-
lieved to have $50 million in operating

jcapital from Cohen's resources.

. All three partners had worked for
ditferent networks—Gold in sales at
ABC, McCallum as general sales man
ager for CBS-owned stations and
Gerber in spot sales with NBC. “We've
been friends and competitors for many
vears,” says Gold.

Gold says they are not discouraged
by the current soft syndication market,
independent station bankruptcies or
the perceived glut of first-run product.
“We think there’ll be a very opportu-
nistic market [for station buys] in the
next 12 to 18 months, which will pro-
vide some great opportunities,”’ he
adds, explaining that Casablanca IV
will be looking for stations in the top 25
to 30 markets.

Syndication shorts

Lorimar Television has added 27 sta-
tions to its Suddenly Sheriff lineup as
a result of signing Suzanne Somers, ac-
cording to LT. To date, the series has
been bought by 114 stations represent-
ing 84.7 per cent of the country. Sher-
iff, which debuts in the fall and is part
of the NBC stations’ division checker-
board in access, is sold on a cash-plus
barter basis, with five-and-a-half min-
utes for the stations and one-and-a-
half for Lorimar.

Orion Television Syndication has
cleared Hollywood Squares in more
than 90 markets for its second season
beginning in the fall. New stations join-
ing the lineup are WAVE-TV Louisville,
wSAZ-TvV Charleston-Huntington,
WTLV-TV Jacksonville, and wCCO-TV
Minneapolis. Renewals include KMGH-
TV Denver, wSPA-TV Greenville-Spar-
tanburg, wwMT-TV Grand Rapids and
KODE-TV Joplin.

Two station groups, MCA Broad-
casting and Viacom Broadcasting,
have joined the Harmony Premiere
Network, bringing the total coverage to
40 per cent of the TV homes. Previously
committed station groups include Gay-
lord Broadcasting, Group W Television
Stations and United/Chris-Craft. The
first two projects from HPN are two
four-hour miniseries, The Man Who
Lived at the Ritz and King of the
Olympics.

Abra Kadabra, live-action kids’ se-
ries, has been given a fall go, after
wrapping up WNBC-TV New York,
which will probably use the series as
lead-in to the NBC network’s weekend
kids block. The weekly magic series is
offered on a barter basis. With New
York, clearances are now in more than
40 per cent of the country. Production
is set for 26 episodes, according toM &
M Productions, syndicator of the fall
series. Clinton Ford Billups Jr. Produc-
tions is producer.

The Laugh Machine, distributed by
King World and produced by George
Schlatter Productions, is a fall “go
with 101 markets cleared, representing
76 per cent of the V.S, Clearances in
clude nine of the top 10 and several
owned stations,

The weekly show comprises 26 half-
hours, with three minutes for national
sale and three-and-a-half for local
Camelot Entertainment Sales is han
dling the ad spot sales.

Hagen-Menk Entertainment, a divi-
sion of All American Television, will
distribute for cash Elvis: The Echo
Will Never Die, one-hour tribute to
Presley, hosted by Casey Kasem. The
special features Sammy Davis, Jr.,
Tom Jones, B. B. King and Ursula An-
dress.

William Shatner will host the two-
hour The Search for Houdini, which
will air October 31, the anniversary of
Houdini’s death.

The special is a co-production of |

Multimedia Entertainment and Tri-
bune Entertainment.

Zooming in on people

John J. Campagnolo has been named
vice president, sales, western division,
and Ted Baker has been appointed vice
president, sales, northeastern division,
at Twentieth Century Fox's domestic
distribution division. Campagnolo
comes to Fox from Turner Broadcast-
ing Co., where he began as an account
executive in 1979 and later was pro-
moted to vice president, western re-
gional sales manager. Baker previously
was vice president of sales at ABR En-
tertainment. In addition, Barbara Van
Buskirk has been promoted to director
of domestic sales and clearances in the

eastern division.

Eve Silverman has joined Sunbow
Productions as senior vice president,
development. Before joining Sunbow,
Silverman was director of series devel-
opment at Highgate Pictures. Bhe
started at Highgate in 1983 as director
of development and family program-
ming. Before that, Silverman was an
account supervisor at M.B. Reynolds &
Associates. Susan Woolen has joined
Harmony Gold as program developer-
producer. She previously was director
of development for feature films at Mi-
chael Sloan Productions.

Nancy Lourdan has been promoted
to director of operations, Access Syndi-
cation. Before joining Access in Fe-
braury, 1986, Lourdan was traffic coor-
dinator at KYwW-TV Philadelphia, for
nine years.

Peter G. Lenz has been named execu-
tive producer at Raycom Entertain-
ment, a newly-formed division of Ray-
com Inc. Before joining Raycom, pro-
ducer and syndicator of sports
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programs, Lenz was vice president,
marketing at the Television Program
Source. Before that, he worked in pro-
gram development, advertising, mar-
keting and executive producer capaci-
ties at various stations. In 1983, Lenz
set up a production company.

Tom Byrnes has been promoted to
senior vice president and general sales
manager, off-network sales, Lorimar
Domestic Television Distribution
Group. Byrnes had been vice president,
eastern sales manager, off-network.

Michael Grindon has been named
vice president, international television
sales, Columbia Pictures International
Corp. Before joining CT, Grindon
spent six years at Home Box Office,
most recently as director of national
accounts.

Charles Schreger has been appoint-
ed vice president, programming and
acquistions at Hal Roach Studios. He
joins Roach from LBS Communica-
tions where he was senior vice presi-
dent, film acquisitions.

e

Charles Schreger

Paramount tape deal

Paramount Domestic Television, a
pioneer syndicator in distributing off-
network product via satellite, will be
delivering syndicated episodes of
Cheers and Family Ties this fall via
satellite and has negotiated an innova-
tive arrangement for stations to get
high-quality, low-cost videotape stock
as an incentive to build their own li-
braries of episodes.

R. Gregory Meidel, senior vice presi-
' dent and general sales manager for the
division, says Paramount has negotiat-
ed with Videotape Products, Inc., Los
Angeles, for a bulk purchase of video-
tape stock which it will make available
to participating stations at a substan-
tial discount.

“Stations participating in the satel-
lite feed and tape stock offer can con-
ceivably save over 60 per cent, com-
pared to bicycle shipping costs,” ac-
cording to Phil Murphy, executive
director of operations.

Also at Paramount Domestic Televi-
sion, Star Trek: The Next Generation

has been sold to over 130 stations rep

resenting more than 85 per cent of thm

country, including 28 of the top 30 mar-

ercials

kets; Friday the 13th: The Televisior
Series has cleared 150 markets with 93
per cent coverage, and Marblehead
Manor, part of the NBC-owned sta-
tions checkerboard lineup for fall, ‘87 is
now in over 110 markets with more
than 85 per cent coverage.

The announcement by Meidel fol-
lows on the heels of the formation of
International Advertising Sales, a joint
venture founded by the Gulf & West-
ern Entertainment Group (which in-
cludes Paramount), Coca-Cola Tele-
communications and Orbis Communi-
cations to sell national barter
advertising.

“In our experience, no other distrib-
utor has achieved these high clearance
levels for its entire slate of freshman
series so quickly,” according to Lucy
Salhany, president of Paramount Do-
mestic Television, calling the results a
“vote of confidence on the part of sta-
tions” for the Paramount program-
ming.

Clearance for Star Trek have includ-
ed top network affiliates as well as key
independent stations. WCVB-TV, the
ABC affiliate in Boston, will air the
hour-long series in primetime on Sat-
urday nights. Other stations program-
ming Star Trek include KCOP-TV Los
Angeles, and CBS affiliates KMOX-TV
St. Louis, WCPX-TV Orlando and
KENS-TV San Antonio. Group-owned
stations carrying the program include
Chris-Craft, Tribune, Cox, Gaylord,
Scripps-Howard and TVX outlets.

Friday the 13th: The Television Se-
ries has cleared the Fox-owned stations
and ABC outlets WCVB-TV Boston,
WTAE-TV Pittsburgh, WPLG-TV Miami
and wWJZ-TV Baltimore and is primarily
being used for late-fringe and late-
night timeslots.

In addition to its prime access check-
erboard position on the NBC-owned
station group, Marblehead Manor is
being bought by ABC and CBS affili-
ates and is attracting weekend prime-
time and access time periods on both
affiliates and independent stations.

Syndicast summer

Syndicast Services is looking to make a
hot summer showing. The company is
selling a barter package of eight spe-
cials, of which seven are first-run, to be
used in primetime by stations. All told,
the package will consist of 12 hours of
programming, says Robert Silberberg,
SS president. Four are two hours: Mrs.
America; Gospelfest, a Dick Clark Pro-
duction; Thanks for Caring, which
marks the 40th anniversary of CARE;
and The Most Beautiful Showgirl in

nuity. He says the specials, which also
include the Victor Awards, Sex Sym-
bols Il and The World’s Funniest
Foul-Ups, in addition to a repeat of
The Shirley McLaine Show, are being
offered as a replacement for stations’
regular programming.

Silberberg says the stations may air
the package in different ways, as three-
hour blocks once per month, as a two-
one pattern over eight weeks, or in oth-
er ways. He says the package can be
used by stations as a vehicle to promote
their fall schedule, instead of running
“dull reruns.” The barter split will be
six/six for hour shows and 12 and 12 on
the two-hour programs. Product is be-
ing offered for one run.

Penney-Mo. winners

Television stations in Minneapolis,
Nashville and Santa Rosa, Calif. are
the winners of the fifth annual J. C.
Penney-University of Missouri Televi-
sion awards. Two of the stations are
returning to the winners’ circle for the
second time in the competition’s history.
WCCO-TV Minneapolis, which won this
year for Project Lifesaver, in the large-
market category, won in 1984.
WsSMV(TV) Nashville, this year’s medi-
um-market winner tackling problems
facing the American family, won in
1983. KFTY-TV Santa Rosa took small-
market honors for building under-
standing of the problems of Vietnam
veterans through a project called Wel-
come Home.

Comedy drives home lessons in conflict
resolution as Kids’ Court convenes on
Nickelodeon this fall. Children play all
roles, including judge, in this 26-epi-
sode weekend series of real case drama-
tizations. Nick’s vice president of pro-
gramming Debby Beece hopes to spin
off the concept into such ancillary mar-
kets as Kids’ Courts in individual
schools. Speaking of conflicts, the folks
who brought Dangermouse to America
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people meter. i
are now hatching Count Duckula, a

“vegetarian vampire duck.” This 65-
episode animated series, set to pre-
miere early next year, is expected to
follow in Dangermouse's footsteps
with initial airing on Nick followed by
later syndication from D. L. Taffner.
Nickelodeon is developing the show
with Thames subsidiary Cosgrove/
Hall.

S. I. Video, a direct marketing show
for home videos (Cable Report, Febru-
ary 2), has joined Nick at Nite Sundays
at 12:30 a.m. The initial series of 13
half-hours is also running on the fol-
lowing Pappas Telecommunications
broadcast stations: KMPH-TV Fresno,
KTPM-TV Omaha and WHNS-TV
Asheville-Greenville-Spartanburg.
Videos represented include Twin
Tower's The Coleman Guide to Camp-
ing, New World’'s Where Did I Come
From? Embassy’s Baseball—The Pete
Rose Way, HBO/Cannon’s A Week
With Raquel and Pacific Arts’ Marty
Hogan—Power Racketball.

VH-1, which has abandoned most
MOR and country clips to become the
music video equivalent of adult con-
temporary radio, is sponsoring this
summer’s ‘“Classic Superfest” tour.
The acts on the bill, however, are any-
thing but contemporary-—The Turtles,
The Grass Roots, Herman’s Hermits,
The Byrds and Mark Lindsay from
Paul Revere and the Raiders. They’re
said to conjure up '60s childhood mem-
ories for VH-1’s audience. During the
tour, which starts June 5, VH-1 will
provide on-air tour dates, concert up-
dates and videos by participating art-
ists.

The late Paul Butterfield makes his
last filmed appearance in Cinemax’s
Sessions: A Blues Session, scheduled
to premiere this fall. The program,
taped in April at the Ebony Showcase
Theatre in Los Angeles, also features
Eric Clapton, Phil Collins, Etta James,
Chaka Khan, Albert King, B.B. King.
Gladys Knight, Billy Ocean and Stevie
Ray Vaughan. Another fall special,
Cinemax Sessions: Chet Atkins &
Friends, has been taped at Vanderbilt
University. Guitarist Atkins is joined
by the Everly Brothers, Emmylou Har-
ris, Waylon Jennings, Dire Straits’
Mark Knopfler, the Doobie Brothers’
Michael McDonald and Willie Nelson.
Blues Session is from Ken Ehrlich Pro-
ductions, Chet Atkins from Hackney/
Kewley Productions in association
with Susan Hackney Television.

On June 13 at 10:30 p.m., SuperSta-
tion WTBS repeats The Better World
Society’s Women-For America, For

l jcajhe World, which won an Oscar as hest

locumentary short subject. The half-

dihour program, featuring interviews
A'with 22 influential women, is hosted by

Jane Alexander.

On June 5, USA Network airs a one-
hour ATl Video production with the
self-explanatory title, Night Flight's
Sixth Anniversay Special: The Great-

st Moments in Night Flight History
Hosted by Comedian Judy Tunuta
The irreverent Tenuta then pops up on
HBO this fall as one of the comediennes
spotlighted in On Location: Women of
the Night. The special, hosted by Mar-
tin Short, was taped at the Hollywood
Palace, and also features Ellen DeGen-
eres, Paula Poundstone and Rita
Rudner.

The Life and Loves of a She Devil, a
four-part Arts & Entertainment Net-
work/BBC co-production based on the
best-seller by Fay Weldon, begins on
A&E June 27 at 10 p.m. The miniseries
is part of the Saturday night Love and
Money umbrella series.

After four years, Country Sports-
man has left The Nashville Network, to
be replaced starting in July with Celeb-
rity Qutdoors. The two TNN-pro-
duced shows are similar but the new
edition features more sightseeing in ex-
otic locations. The half-hour series will
air four times during each Sports Sun-
day on TNN. Peabody Alley Alive, a
one-hour concert special with Sweet-
hearts of the Rodeo and New Grass Re-
vival, will be shown by TNN during
“Country Music Month” in October.
The show, taped at The Peabody Ho-
tel’s Peabody Alley in Memphis, was
produced by TNN in conjunction with
Gary Belz and Peabody Productions.

Home Video

It’s been made official. Karl Lorimar
Home Video has changed its name to
Lorimar Home Video (TV/RADIO
AGE, April 27). The name shortening
reflects the company’s new manage-
ment team and its strategic plan to be-
come a more integrated part of the par-
ent company, Lorimar Telepictures
Corp., according to LHV.

Shaka Zulu, the $24 million miniser-
ies, has gone videocassette via Prism
Entertainment, which will make the
special two-cassette package available
in July. The package will contain foot-
age never before seen on domestic tele-
vision. Zulu’s performance on KCOP-
TV Los Angeles topped most of the pro-
gramming on all three commercial
networks for three consecutive nights.
Suggested retail price on the Zulu
package is $79.95. National release
date is August 4.

Worldvision Home Video has added
The Smurfs to the home video market.
The video contains six episodes of the
Smurfs. In addition, WHV will make
available the new animated movie
Chuck Norris—Karate Kommandos
for release beginning this month. Also,
WHYV is offering Real Friends, A New
Rose-Petal Place Adventure, a new
episode in the animated adventures of
Rose-Petal, in a half-hour cassette.

Gary Jones has heen named western
regional sales manager, home video,
and Lorraine Grace has heen promoted
to midwestern sales manager, home en-
tertainment, at Republic Pictures
Corp. Prior to joining Republic, Jones
was national sales manager at Prism
Entertainment. Grace, who was west-
ern sales manager, served as western
regional sales manager at VideoAsso-
ciates.

J. R. Ewing, in the person of Larry
Hagman, will show how to break the
smoking habit via a Lorimar Home Vid-
eo title, Stop Smoking for Life, new
self-help program set for release this
month. Hagman knows whereof he
speaks, having been a smoker himself
who broke the habit. The 60-minute
video covers seven sessions. The open-
ing segment, Day One: The Commit-
ment, covers the hard facts of smo-
king’s inherent health dangers.

A

Larry Hagman (J. R. Ewing) tells how
to quit smoking via a Lorimar Home
Video title, “Stop Smoking For Life,”
60-minute video.

Tumer Home Entertainment has re-
leased World of Audubon Specials,
National Geographic Explorer, a vari-
ety of Cousteau specials, plus episodes
of the Body by Jake series and the lat-
est wrestling video, The Jim Crockett
Sr. Memorial Cup.

Celebrity Home Entertainment has
been formed to produce, manufacture
and distribute a full line of home vid-
eos. The first titles are set for the sum-

mer.
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I, 1 dvertising Directory of
Commercials

Selling Commercials

‘Easy’ truckin’

“FEasy Guy,” a character created by
McCann-Erickson Detroit, will intro-
duce the new GMC Sierra full-size
pickup truck in television advertising
to break next month. “Easy Guy,” por-
trayed by actor Madison Mason, will be
the very discriminating but slightly
maverick spokesman for a campaign
segmented for two distinct audiences—
personal use and commercial use.

Of full-size pickup owners, according
to GMC Truck, 60 per cent buy mostly
for personal use, 26 per cent for busi-
ness and 14 per cent for dual use. Ac-
cording to Candace Robbins, GMC ad-
vertising and publications manager,
the campaign, stating, “It’s not just a
truck any more,” tested well in re-
search focus groups conducted among
pickup truck owners and was given a
warm reception by dealers.

In the June through August cam-
paign, one 30-second TV spot, “What It
Is,” will introduce Sierra as the truck to
meet the driver’s highest expecta-
tions—and exceed them. In this spot,
“Easy Guy” looks at other available ve-
hicles including classics, sports cars
and sedans, and passes them up in fa-
vor of Sierra. The second spot, labeled
“Easy Guy,” focuses more directly on
the new character to illustrate how Si-
erra fits into a very special kind of life-
style—for those who only want the
best. It is accompanied by an upbeat
music track by Robert and Richard
Airis of ASA Productions.

On network Tv, the spots will appear
on CBS’ Pan American Games, where
Sierra will be billed as the official truck
of the games, on network news, CART
racing and on ABC and NBC baseball.
They will also run on cable networks.

Blue Cross/Blue Shield ¢ Harris & Love

BANDELIER, INC., Albuguergue, NM

Coleco e Ricﬁard & Edwards Adv.

MARK ZANDER PRODUCTIONS, New York

“Exclusives Explosion” e Showtime
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Banking on TV

Inits first use of TV as a major advertis-
ing tool, First Jersey National Bank is
using outrageous exaggeration to call
attention to its George Money Manage-
ment System, which allows customers
to do most of their banking by tele-
phone. Two 30s, created by Elkman
Advertising, Bala Cynwyd, Pa., are
scheduled to run throughout most of
the year, with a Christmas hiatus.

The first spot shows a man in a hos-
pital bed, wrapped from head to foot in
a cast. He says, “I know what you're
thinking. You’re thinking this man is
never going to get to the bank today.”
While inching toward the telephone, he
names all the things he can do with the
George Money Management System.
With each attempt, however, he grows

SHADOW LIGHT PRODUCTIONS, New York

1st. National Bank of Comm. e Shelly Berman

BANDELIER, INC., Albuquerque, NM
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M & M Candles » Ted Bates

S

KCMP PRODUCTIONS, LTD., New York

NYNEX Tic, Iac, Toe » HHC&C

X
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GIFFORD ANIMATION, Harwichport, MA,

Piedmont Airlines » McKinney, Silver, & Rockett

BANDELIER, INC., Albuquerque, NM
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Videotape
and Film

Post Production
Services

Now airing
in broadcast

. markets
INTERCONTINENTAL TELEVIOEO. INC O.round thc
world

A DECADE OF VIDEOTAPE STANDARDS
CONVERSION EXPERIENCE

NTSC/PAL/PAL-M/SECAM

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

DJM
4 East 46 St. NY 10017
Phone: (212) 687-0111

VIDEO DUB INC.

Videotape duplications in all formats,
syndication and trafficking, satellite uplinking
and unsupervised film-to-tape transfers.

24 hours-a-day, seven days-a-week!

VIDEO DUB INC.
New York (212) 757-3300
Chicago (312) 337-4900

Program Formatting
Time Compression

NATIONAL VIDEO CENTER
460 West 42nd Street, NY 10036
Phone: (212) 279-2000
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Commercials (continued)

progressively more frustrated until he
gives up with a sigh and utters the cam-
paign theme line, “If you can get to the
phone, you can get to the bank.”

The second commercial features a
woman relaxing on a raft in a swim-
ming pool and delivering a similar mes-
sage. The denouement comes when her
hushand dives into the pool and up-
ends hoth wife and phone.

With a total advertising budget of
some $3 million, the campaign is set for
network affiliates in New York and
Philadelphia and all three New York
independents. Spots will air on early
and late news programs, Today, Good
Morning America and sports pro-
grams. First Jersey’s only previous TV
advertising was in 1984, when it ran a
brief flight of institutional spots on a
local station and cable.

That’s showbiz

With a mini-program approach under
which film distributors advertise films
currently running in a given market, At
A Theatre Near You (both the name of
the company and the program) is work-
ing at finalizing a 30-market network to
launch the programming June 26. The
nightly program, changed on a weekly
basis, consists of two minutes in which
four films will be showcased.

The new company, based in Kansas
City, customizes the programs for each
market. Stations, contracted with on
an exclusive basis, agree to deliver 25
gross rating points per week in the cru-
cial moviegoing demographic of 12-34-
year-olds, according to John Shipp,
president of At A Theatre Near You.

The “televised movie page” is being
syndicated by Orbis Communications.
Stations signing contracts so far in-
clude WLVI(TV) Boston, WATL-TV At-
lanta, WTIC-TV Hartford-New Haven,
KAUT(TV) Oklahoma City, KDVR-TV
Denver, WPTT-TV Pittsburgh,
wiil(Tv) Cincinnati and wWCCB-TV
Charlotte.

Chiat’s great day

Chiat/Day is still glowing from its
award sweep at the 23rd annual Andy
Awards, sponsored by the Advertising
Club of New York. Its Los Angeles and
New York offices separately tied for
first place, each with three awards of
excellence and 16 awards of distinc-
tion. Clients included Pizza Hut, Mit-
subishi Electric Sales of America and
Apple Computer from Los Angeles and
Ricoh and an in-house ad from New
York. The San Francisco branch added

one excellence award and four awarda
of distinction.

Running second was Ogilvy & Math-
er, New York, with three awards of ex-
cellence and 13 awards of distinction.
The excellence awards were for Con-
necticut National Bank, Owens-Cor-
ning and Pepperidge Farm. With three
big awards and 12 lesser ones, Hill,
Holliday, Connors, Cosmopulos, Bos-
ton was in third position. Its top
awards were for Falkner Hospital, John
Hancock and Jordan Marsh.

Taking aspirin to heart

Given the go-ahead by the U.S. Food
and Drug Administration last October
to claim that an aspirin a day keeps
heart attacks away, The Bayer Co. is
doing just that in a new TV campaign.
Two 30-second spots out of SSC&B:
Lintas USA inform viewers that aspirin
can reduce the likelihood of heart at-
tacks by as much as 50 per cent for
some high-risk individuals.

One execution has no actors but uses
a heartbeat on a heart monitor together
with a crawl. Research reportedly
showed this execution is particularly
effective in communicating to men.

The other commercial relays the
same message in story form, focusing
on a man who nearly missed his
daughter’s college graduation due to a
recently suffered heart attack. This
emotional approach is intended to en-
list female involvement in encouraging
those at high risk to seek their doctor’s
advice on healthy heart care.

Bathing beauties

Emphasizing quality over the emotion-
alism that is more characteristic of film
advertising, Fuji Photo Film, U.S.A. is
challenging TV viewers to detect which
of three sunbathing women is actually
alife-size photograph taken with Super
HR color film. The campaign, created
by Geers Gross Advertising, is designed
to attract an audience of upscale 35mm
camera users by highlighting the film’s
true-to-life color,

The tag line for the 30- and 15-sec-
ond spots is “Pictures so alive they al-
most breathe.” The network schedule
includes Good Morning America, To-
day, Tonight,Jack & Mike, David Let-
terman and Saturday Night Live.

Kodak’s show & tell

Authentic family snapshots and real
people are the focus of a new campaign
just launched by J. Walter Thompson
New York for Eastman Kodak’s Koda-
color VRG film line. Theme of the cam-

werar—aericanradiohistory com
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Videotape
and Film
Post Production
Services

SPECIAL EFFECTS

world's largest bank of image solutions

ON FIRM AND VIOEO
COMPLETE PRODUCTION FACILITIES

CORPORATE & STATION IDS

DARINO FILMS
222 Park Ave So. NYC 10003
(212) 228-4024 TX: 494-0255

BLANK VIDEO TAPE
HALF PRICE! |

1/2”,3/4”, 17, 2” Videotape J
Free Delivery
[BROADCAST QUALITY GUARANTEED
Call Today — 800-238-4300
CARPEL VIDEO INC

Carpel Video Inc.

paign is “Kodak film—There’s no bet-
ter way to picture your life.”

With other spots to be added as the
campaign builds this summer, the first
of the series, titled “Mom,” had its de-
but this month in conjunction with
Mother’s Day. Snapshots are used
while sons and daughters deliver anec-
dotes about their mothers.

Behind the primetime network TV
campaign at JWT are co-creative di-
rectors Linda Kaplan and Nick Gi-
sonde and creative supervisor Gerry
Killeen. Production house is Giraldi-
Suarez, New York.

Crazy dialing

Known on the east coast for his fever-
pitched Crazy Eddie’s commercials, ac-
tor Jerry Carroll is lending more of the
same to two “Dial-it” commercials for
Phone Programs, Inc. He plays “Dr.
Jerry,” a specialist who promises to
cure lottery players of their confusion,
frustration and irritation over trying to
find out the latest winning lottery
numbers.

Phone programs has been producing
Sports Phone and other “dial-it” pro-
grams since 1972. The commercial is
scheduled to air in Los Angeles, San
Francisco, Sacramento, Fresno, De-
troit and Chicago.

Retail award winners

TV commercials for two specialty re-

Videotape
and Film

Post Production
Services

NATIONAL VIDEO CENTER
460 West 42nd Street, NY 10036
Phone: (212) 279-2000

a

TELEVISION VIDEOTAPE
SATELLITE COMMUNICATIONS

(412) 928-4700 / (800) 245-4463
25 Years of Videotape (all formats)
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

429 E. Patrick St., Frederick, MD 21701
Phone: 1-800-238-4300

tailers, a pair of food stores, a depart-
ment store, a home center, a home elec-

hannel
' one:

Satellite and
Distribution Service

® Uplinking ® Space Segment @
o Tape Service All Formats @
® Post Production e Transfer Service @
® 24 Hours A Day @

(412) 771-4113 / (412) 771-4700

CHANNEL ONE, LTD.
Production Plaza, Sewickley, PA 15143
Phone: (412) 771-4113 or (412) 771-4700

DIGITAL CONVERSION

NTSC/PAL/SECAM
1

1/2”
8mm
ALL WORK GUARANTEED
FULLY INSURED*SHIP ANYWHERE

VIDEO CENTRAL INC.
225 West 36th Street, NY 10018
(212) 947-6960
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tronics chain and a shoe chain have
been named top winners in the 19th
annual Retail Television Commercial
Award Competition of the Television
Bureau of Advertising/National Retail
Merchants Association. Top winners
were:

Market size one-20: single commer-
cial, Payless ShoéSource, Topeka;
campaign, Jordan Marsh, Boston.
Markets 21-50: single commercial,
Luskin’s, Baltimore; campaign, Wald-
baum’s Foodmart, Holyoke, Mass.
Markets 51-100: single commercial,
Super Value, Eden Prairie, Minn;
campaign, Moore’s, Roanoke, Va. Mar-
kets 101-plus: single commercial, Sil-
verman’s, Grand Forks, N.D.; cam-
paign, Mississippi Britches, Hatties-
burg, Miss.

New T-L creative head

George Hermelink, formerly of BBDO/
Minneapolis, will join Tracy-Locke as
executive vice president/executive cre-
ative director and will have responsi-
bility for the Tracy-Locke/Dallas cre-
ative department starting next month.

ms Int'l Video, Ltd.

oDuplication
All Formats, All Standards
UP TO 3000 COPIES A DAY
oDigital Standards Conversion
PAL-SECAM-NTSC
'®Production—Post Production
New Betacam to 1" Suite with DVE

A.N.S. INTERNATIONAL VIDEO
396 Fifth Avenue NY 10018
Phone: (212) 736-1007
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AT LAST! A HIGH QUALITY $2500.

TV spot from SLIDES...

. .or ART! Each STILL is photographed DIRECTLY onto
TAPE with OXBERRY VIDEQO ANIMATION

1" or 3,7
CAMERAS. Adding PANS & ZOOMS to SLIDE closeups.
Color corrected with WAVEFORM monitors. PLUS
FLIPS, SPINS and sophisticated OPTICALS thru the
“ILLUSION™. Call for the $2500. SPOT CASSETTE!

ANIMATED »

1600 BROADWAY « NY (212) 265-2942

Anlmated Video inc.

1600 Broadway, NY 10019

Phone: (212) 265-2942
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Shopping (from page 41)

the rate of 1/5 a year over the five-year
period.

CVN was organized as a joint ven-
ture between 23 MSOs and closeout
merchandiser C.O.M.B., but recently
announced a restructuring under
which CVN and C.0.M.B. would essen
tially be merged into one company,
with the MSOs receiving additional
warrants in return for their half-inter-
est. The ATC spokesperson explains
that CVN is the only program service
the MSO has a piece of—because it was
“an additional source of revenue, and
we were able to get an equity position
with very little risk when it first be-
gan.”

The Fashion Channel, owned 20 per
cent by United Cable, is set to launch in
July. Sherri Herman, vice president of
sales and marketing, says she expects
affiliation agreements-—which include
equity participation totalling 25 per
cent of the company—to cover at least
25 major MSOs, including both TCI and
ATC. But such statements may also
cover up the true picture. “That
doesn’t mean any of our systems will
take it,” warns ATC’s spokesperson
about its Fashion Channel “commit-
ment.”” Unlike TCI, he points out,
which has centralized program control,
ATC lets its regional operations make
their own program service selections.
Even though ATC has an equity agree-
ment with CVN, he adds, a lot of ATC
systems carry HSN instead.

Other shopping services include
America’s Shopping Channel, owned
15 per cent by Cox Enterprises; Sky
Merchant, owned fully by Jones Inter-
national, Litd., parent of MSO Jones In-
tercable; and Shop Television Net-
work, a joint venture with LBS Com-
munications and J.C. Penney, which
has started to seek MSO equity deals.

Playing in PPV

Ppv players are also pushing MSO
investment as part of their intensifying
push to sign up affiliates. Sid Amira,
executive director of Telstar Channels,
notes that its equity proposal was mod-
eled after those of the home shopping
networks. Cable systems representing
Telstar’s first 2 million addressable
subscribers are being offered 10 million
two-cent shares of Class B Common
Stock on the following basis per each
1,000 subscribers: 2,500 shares for one
channel non-exclusively for a year,
3,500 shares for one channel non-exclu-
sively for two years, 6,500 shares for
two channels exclusively for two years;
and 7,500 shares for two channels ex-
clusively for three years.

The Jerrold Division of General In-

Cable Value Network

strument Corp., after extensive testing
of its Cable Video Store “store-and-
forward” impulse technology, now
plans to spin off the operation into a
separate company. MSOs and movie
studios are being offered majority sta-
tus through equity positions and war-
rants in exchange for meeting certain
carriage terms and conditions, notes
Ken Nimmer, vice president of pro-
gramming for Cable Video Store. Gen-
eral Instrument will retain only a small,
minority share of the operation, and
any remaining shares will be offered via
private placement, Nimmer explains.

Cable Video Store has been tested
via 12 cable systems owned by 12 dif-
ferent MSOs, but with one thing in com-
mon: use of Jerrold equipment. Now,
Nimmer notes, the service is already
starting to test with cable systems that
will use other impulse technologies.
“Cable Video Store will work with all
manufacturers that have impulse
equipment,” he stresses.

Nimmer says the private placement
should be completed by mid-summer,
at which time Cable Video Store will
launch officially. He calls the MSO of-
fering an “incentive for operators to in-
vest in the technology and in their own
future.” Other PPV services rely on
telephones to access programming, he
says, but “the MSOs are really not that
comfortable with telcos bringing tech-
nology into consumer homes. It’s like
letting the fox into the chicken coop.
The vCR [which PPV is designed to
counteract] is a threat to cable. But the
telephone is a larger threat.”

Other PPV services are also looking

for MSO investment.

Request Television is said to be of-
fering operators equity in exchange for
household commitments or cash in-
vestments. A proposal is being talked
around by Daniels & Associates.

And Scott Kurnit, president of
Showtime’s Viewer’s Choice, says it’s
“very feasible for the future” that
MSOs could fund and coproduce special
event programming, such as sports.

Vertical integration?

Where is all this MSO program in-
vestment leading to? Possibly toward
new regulation. The Motion Picture
Association of America, for instance,
wants the Federal Communications
Commission to separate ownership of
cable systems and cable programming.
The idea is to end vertical integration
in the cable industry in much the same
way that the Supreme Court ended stu-
dio ownership of movie theaters in
1948—a decision, ironically, which the
Justice Department stopped enforcing
only last year. In Canada, the separa-
tion of cable operators and program-
ming has been recommended by a gov-
ernment-appointed task force.

A more immediate result of the new
trend could be MSOs going for the b2st
deals rather than the best program-
ming. Amira says the key issue is prof-
itability, but that running the best pro-
gramming will be the means to that
end. Operators will go for the highest
quality, he says, even if the equity they
receive is less than with other ser-

vices. o
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drop in first quarter net,
5% increase in revenues

The Omnicom Group, which will hold its first annual
stockholders meeting Friday (May 29), reported a 17
per cent decrease in net income on a 5 per cent in-
crease in revenues for the first quarter ended March
31, 1987.

For the year ended December 31, 1986, Omnicom
had a loss of slightly more than $4 million, but Allen
Rosenshine, president and chief executive officer of
the new advertising agency entity, pointed out, in the
annual report, that the company had to absorb al-
most $8.9 million in merger expenses and more than
$31.4 million in corporate restructuring costs over the
third and fourth quarters. As a result, the 1986 defi-
cit, he said, was “no surprise.”

In addition, he continued, “we suffered an excep-
tionally high tax rate resulting in large measure from
limited tax benefits associated with much of our
merger and corporate restructuring expenses.”

Omnicom is the result of a merger which took place
last summer of three major agencies—BBDO Inter-
national, Doyle Dane Bernbach and Needham
Harper Worldwide, Inc. Under the new corporate
umbrella, there are three separate divisions: BBDO
Worldwide, DDB Needham Harper Worldwide and
Diversified Agency Services (DAS), which consists of
several general and specialty agencies and marketing
communications companies.

First quarter net income of $6,263,000 compared to
$7,564,000 for the comparable period of 1986, while
revenues of $177,197,000 were up from the previous
year's $169,008,000. Net income per share was down
16 per cent to 26 cents from 31 cents.

Revenue growth in the quarter, according to Ro-
senshine, was inhibited by a decline in domestic busi-
ness resulting from business lost due to the merger.
Overall, he said, the figures “came in as anticipated 1
in our 1987 profit plan.”
| The 1986 loss of $4,077,000 compares to worldwide

net income of $30,142,000 in fiscal 1985. The loss per
share was 17 cents, compared to per-share earnings of
$1.27 a year earlier. Revenues for 1986 were up 12 per
cent to $735,527,000 from $673,403,000. Billings were
also up 12 per cent last year to $5,354,753,000 from
$4,783,371,000.

Rosenshine predicts that, “as we bring our cost
containment policies on line and as we effect the con-
solidations that should result in further savings, we
expect our operating margin to improve steadily.”

Omnicom Group has 17% F
|
l

BBDO’s global expansion

BBDO Worldwide expanded its international net-
work in 1986 both through new affiliation and via ac-
quisition. Among the moves:

Omnicom Group, Inc. financial data
Three months ended March 31, 1987

(Thousands of dollars
except share data)

1987 1986
Commission and fee income $177,197  $169,008
Operating expenses 163,998 153,301
Income before income taxes 13,199 15,707
Income taxes 6,304 7,791
Income after income taxes 6,895 7,916
Equity in affiliates 432 430
Minority interests (1,064) (782)
Net income 6,263 7,564
Average shares outstanding 24,383,500 24,197,700
Net income per share $ .26 $ .31
Dividend declared per share .245 216

Year ended December 31, 1986

{Dollars in thousands
except per share amounts)

1986 1985 % change

Worldwide bitlings $5,354,753 $4,783,371 12%
Worldwide revenues 753,527 673,403 12%
Worldwide expenses 731,414 610,324 20%
Worldwide net

income (loss) (4,077) 30,142 —114%
Common stock data:
Shareholders’ equity

per share $7.11 $7.77 —-8%
Net income (loss)

per share (0.17) 1.27 -113%
Dividends declared

per share 0.887 0.82 8%

Average number of

common shares

and common

equivalent shares

outstanding

during the year 24,437,400 23,711,300 3%
Shares outstanding

at year end 24,523,400 24,171,000 1%

® Associations with Antena in Portugal, Phillippine
Advertising Counselors in the Phillippines and Al-
berto H. Garnier in Costa Rica.

B Acquisitions of equity positions in David Ratto
Publicidad S.A. in Argentina (renamed David Ratto/
BBDO) and Stentor Advertising in Taiwan (now
Stentor/BBDO).

® Move to a majority interest in TEAM/BBDO in
Austria, BBDO Belgium and Ikon/BBDO in Greece
(now BBDO Greece).

Among the various companies making up DAS,
1986 highlights included Dallas-based Tracy-Locke
topping $300 million in billings for the first time and
the merger of Quinn & Johnson/BBDO and Ingalls
Associates (both in Boston) to become Ingalls, Quinn
& Johnson, the third largest agency in New England.
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VCRs (from page 39)

against tough competition, represent-
ing 4 per cent of the audience, while
only 2 per cent of the audience from the
top-rated The Cosby Show comes
through the VCR “because it is the
tough competition.”

He says one of the biggest examples
of heavy recording is when two strong
miniseries are up against one another.
Going back a couple years, when NBC'’s
Peter the Great ran second to Sins, it
got a 17.7 rating including 9/10 of a
point coming from recording, repre-
senting 5 per cent of its audience. The
higher rated competition got a 20.7, in-
cluding a recorded 7/10 of a point rep-
resenting 3 per cent of its audience.

One area where the VCR could make
a difference in programming, Cook
says, is in daytime. He notes that in the
first quarter, All My Children aver-
aged a 7.2 rating with a VCR contribu-
tion of 0.6, or 8 per cent of the audience.
Soaps, he notes, are written on the as-
sumption that people don’t watch
them five days a week, so if analysis of
home-by-home behavior—which Niel-
sen will be capable of doing—shows
that viewers are regularly taping dur-

ing days they can’t watch, it would be

The VCR has helped
“L.A. Law” against
tough competition,
representing 4 per
cent of the
audience, while
only 2 per cent of
the audience from
top-rated “Cosby”
comes through the
VCR.

68

possible to cut back on plot recapitula-
tion.

“In terms of head-to-head competi-
titon,” Cook adds, “I don’t see the VCR
becoming a dominant force. It could
allow a network to take more of arisk in
scheduling a new show against strong
:ompetition.”

At CBS, Poltrack says the networks
in the future may be more willing to
program hit shows against one another
instead of attempting to counterpro-
gram. He explains, “If you look at this
season, network ratings are down a bit,
but the performance of the top rated
shows is up. I think this is partly ex-
plained by the fact that the top shows
are the most taped.” He points to the
strong performance of competing
shows like Magnum P.I. and Dynasty
and Miami Vice and Dallas.”

He concludes that the ‘“middle
shows” are suffering most from the fall-
out—‘“the ones that are acceptable to
people but are not their favorites,”
adding that “the lowest rated shows
don’t get any lower but just stay low.”
He sees recording capability possibly
extending the longevity of hit shows by
making them less vulnerable to an at-
tack like Miami Vice programmed
against Dallas.
NBC’s “L.A. Law”

T —
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Poltrack is awaiting better playback
data in order to see how much viewers
are “creating their own right of televi-
sion.” He's particularly interested in
whether viewers, for example, record a
second show at 9 p.m. and watch it at 10
and whether they might also view a 10
p.m. show and extend primetime later
into the evening.

Future time shifting

Poltrack isn’t all that certain that si-
multaneous recording and viewing
won't become a bigger factor in the fu-
ture: “Most people haven’t had their
VCRs that long, and we know the pat-
tern of usage changes with length of
ownership. Rentals settle down after a
year of two and there's more emphasis
on time shifting just because there's no
longer a backlog of films they want to
see, It’s just like pay cable; at first, ev-
erything on it is new. The same is true
of the new VCR owner who goes out and
rents every Woody Allen film he’s nev-
er seen but eventually just concerns
himself with the top releases.”

If simultaneous viewing and record-
ing becomes more commonplace, Pol-
track asserts, the networks may have to
pay even more attention to clustering

L
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of hit shows. He points out that ABC,
for example, will be even more con-
cerned with losing Moonlighting’s
strong audience when Jack & Mike, or
more recently, Max Headroom, come
on—facing not only competition in the
ensuring hour but also from the shows
Moonlighting was up against. He be-
lieves strong two-hour blocks of com-
patible programming, like Dallas and
Falcon Crest, can prevent VCR canni-
balization of a network’s schedule for
the evening.

Significant playback on Saturday
mornings is another phenomenon the
networks will have to content with,
Poitrack believes. He feels it is lower-
ing the children’s audience across the
board at a time when networks have

already been losing audience from their |

more “pro-social” children’s shows to
the action-packed syndicated competi-
tion.

What’s happening now, he says, is
that families are building up children’s
libraries that are knocking the entire
incoming signal off the screen: “I know

that when we put on The Wizard of Oz, |

it’s very heavily taped.” With the eco-
nomics of network kidvid already a
problem, Poltrack can see the networks

reexamining their Saturday morning |

thrusts.

He says this doesn’t necessarily
mean dropping kidvid altogether but
perhaps counterprogramming with an
hour of news, or maybe a shakedown
from three to two networks offering
children’s fare.

Another significant area of negative
impact, he observes, may be late night
programming, with both night owls and
second shift workers using it to view
primetime programming.

Special research at Capital Cities/
ABC has shown that VCR ownership
heightens overall awareness of the TV
schedule because owners are making
decisions on whether to view or tape
programs, according to Richard Monte-
sano, vice president, program research.
This comes from a telephone survey in
which 500 VCR owners, 300 intended
owners and 200 other non-owners were
interviewed.

The survey also showed VCR owners
going to movies less and a slight in-
crease in overall TV viewing. Monte-
sano holds that most of that increase in
viewing should go to the networks,
which are already the dominant source
of recordings. He projects that, by the
end of 1988, more than half of TV
homes will have VCRs and that “techni-
cal resistance” to taping will wear
down, making for significantly more
use for time shifting in the future.
‘“There’s a learning curve going on,” he
states.

Noting the great amount of record-
ing of soaps, Montesano wonders, “Will

that replace viewing [while the pro-
gram is being aired]? This would argue
for very strong shows in the evening,
when they would be likely to view re-
corded shows”—and also for the sta-
tions in early fringe.

As for heavy primetime competition,
he asserts, “When you put something
on that is directly competitive for the
same audience, you're going to force
people to record it. What people watch
instantly is the show they prefer most.”

Speaking of Saturday-morning, an
area where ABC has been losing signifi-
cant ground, Montesano believes use of

the time period for playback can be
primarily attributed to adults.

Effect on negotiations

Poltrack, meanwhile, doesn’t see the
VCR having an appreciable effect on
negotiations with agencies: “If you av-
erage a 25 rating and one point is from
the VCR, that’s only 4 per cent of total
audience.” He adds that Statistical Re-
search Inc. has already indicated that
zipping is much lower than 60 per cent
because viewers typically zip only
about one third of the time.

p— —
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Source: AC. Nielsen VCR Tra

whilg set is oft or tune
i -

In fact, Cook discloses some results
of a 24-hour telephone recall study that
SRI did for NBC, pointing out that re-
cent specific behavior is the only valid
way to measure the phenomenon. The
study showed that only about a third of
those who had played back a tape in the
most recent 24 hours had done any zip-
ping at all—and, among those, they
zipped only about once per half hour,
or roughly one-third of the time. So
this comes down to only one pod in nine
skipped during playback.

Not only are nearly 90 per cent of
commercials seen on playback, he
points out, but the same study showed
the average tape is played back 1.6
times—‘“so we’re talking excess view-
ing. We’re providing a hard copy of a
commercial, so there’s the potential to
watch a commercial more, if it’s worth
viewing.

“We've never guaranteed the view-
ing of a commercial without the VCR.
It's the agency’s responsibility to make
it appealing. Data that will be available
in the future through the people meter
will educate agencies on which com-
mercials are being viewed and which
aren’t.”

For now, agencies generally are un-
willing to accept recorded audience as
something they’re willing to pay for.

This is the case with Richard Kostyra,

| _executive vice president, director of

media services at J. Walter Thompson,
who adds, “The portion of the schedule
that is recorded is significant but not
major.

“We still look primarily, if not virtu-
ally exclusively, at live tuning,” he re-
ports. “We have evidence that a good
portion of what is recorded is not
played back. We also have evidence
that there is a good portion of fast for-
warding through commercials so that
the amount of commercial viewing on
playback is insignificant. We believe
recording will grow and have cam-
paigned against inclusion of taping in
ratings.

~“We can also speculate that play-
back is not as much a family situation
as live viewing, so viewers-per-set will
be lower. The feeling is that the reason
something is taped is often that the
family wanted to watch one thing and
the individual something else.” '

Kostyra figures that, on the average,
about ¥ of a rating point for a prime-
time show goes into taping. Assuming
14 million households are watching the
show, this represents 56,000 house-
holds. If only 65 per cent of taped mate-
rial is played back, going with his un-
derstanding of Nielsen data, there is

then only a taped audience of 36,400-
and if 60 per cent akip commercials, it's
down to a potential audience of 14,560
for a commercial.

“At this rate,” Kostyra concludes, “if
you're paying $8 per 1,000 viewers,
you're getting something like $100 of
value for $500. In the future, | see tap-
ing being removed from the numbers. |
think it will always be considered a
bonus.”

Gary Carr, senior vice president, di-
rector of network operations at
SSC&B: Lintas USA, says, “As VCR
penetration grows, we may have to
star{ building that loss of audience into
our ratings estimates.” He doesn’t con-
cern himself with network pitches that
VCR viewing represents higher demo-
graphics and a more interested viewer:
“Youdon’t have to be rich to own a VCR
now, and eventually the demographics
won't be that different.” As for a more
interested viewer, he asserts, “They
used to say the same about high rated
shows.”

Carr has one recent observation of
what can happen during top rated spe-
cials: “When the NCAA championship
was on just before the Academy
Awards, I know a lot of people who
taped the game until 9 and then played
it back during the Academy Awards
commercials.”” Meanwhile, he says,
“We’re looking for better data on play-
back so that Tv audience guarantees
will be based on actual viewing audien-
ce.”

Observing that it won't be until the
season after next that playback infor-
mation will be incorporated into rat-
ings, Kevin Burns, manager of broad-
cast and new technology research at
Ogilvy & Mather, New York, says,
“Eventually it will become part of the
negotiating process. But if you take a
large national advertiser who’s not con-
fined to a particular time period, he’s
not going to have a loss of more than 1
per cent for all advertising across net-
work, spot and cable, etc. For an adver-
tiser confined to a particular area—Ilike
just during sweep periods or in pro-
grams that are recorded heavily—the
loss could be higher, but not over 2 or 3
per cent.” On the other hand, he notes,
an advertiser can virtually avoid taping
by advertising in news, game shows and
most sports.

McHugh of DDB/Needham points
out, “If people are fast-forwarding,
they've got to pay closer attention ‘to
the commercial, so you’re not necessar-
ily losing 100 per cent of the impact of
the commercial. Visual impact is cer-
tainly one of the things being consid-
ered now in advertising. One of the
things we’ve got to think about now is
how effective a 15 is during zipping.”

8]
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NBC(from page 48)

you program sports about 40 weeks out
of the year.’ I would be happy to ex-
change those 40 hours a year for the 104
hours of Today on Sunday morning.

“If we had 5 to 6 o’clock every Satur-
day to program, the affiliates would
really cheer. That would be a terrific
hour for us to get back from the net-
work. It doesn’t seem likely at the mo-
ment. I haven’t gotten very far with
them, and there’s a very clear reason.
The sports programming could run
earlier, but it’s scheduled at a time to
facilitate the networks. Golf tourna-
ments could end just as easily at 5 o’-
clock as 6 o’clock; it’s just what time do
you start them?

“They want them to end later be-
cause there are higher audiences from 5
to 6 than there are from 4 to 5. They’re
higher from 4 to 5 than they are from 3
to 4 on Saturday afternoons. The later
they can run them, the more likely they
are to sell them at a higher price and
get their money back. But they clearly
end at 6 o’clock because we say our
news is going to run at 6 o’clock and we
just won’t carry the program beyond
(5%

Network compensation

What NBC touted at the beginning
of this year as a “3 per cent across the
board reduction’” in compensation
seems to be setting well with affiliates,
from Lynagh’s perspective. It was a
complex arrangement—so complex,
according to the affiliate chairman
“that a lot of the affiliates didn’t try to
dig it out. They just took our word for it
that it was, in fact, a good negotiation.”

The arrangement involved primarily
doing away with co-op fees that affili-
ates had paid to the network for having
local time in programming while giving
up time that was almost entirely during
late night, and ‘the 3 per cent figure
represented the average gain by all af-
filiates. Lynagh comments, “Suffice it
to say that the affiliate board of gover-
nors voted for it first and they, in many
cases, represented larger markets.
They got less than the smaller markets
because larger markets in late night
could sell the commercials they gave up
easier than smaller markets. On the
other hand, we got additional inven-
tory that we could use for commercials
in primetime that would more than off-
set the thing. So it’s a fairly complicat-
ed situation, but a good deal.”

“As much as anything else, it was
symbolic. It was NBC saying, ‘We are
not only not asking to cut back on what
we are paying you, but coming to you
with a package that’s actually slightly
better than what you’ve got.” And ABC

and CBS affiliates said, ‘Why are you
trying to cut compensation when NBC
is actually giving its affiliates a little
more?” (Both of the other two net-
works have since backed off from their
original compensation reduction
plans).

Lynagh says he feels secure that no
monkey wrenches will be thrown into
the machinery in the near future:
“That’s not to say that, on individual
programs or items, there’s not apt to be
some modifications of the arrange-
ment. But the basic concept where the
network pays the affiliates a large
chunk of money for the commercials
that the networks go out and sell—I
don’t think that is going to change in
the riext few years.”

He doesn’t see any changes in clear-
ance levels that are are as dramatic as
the increase in clearances that came
about from adoption of the Primetime
Access Rule. He notes that, before affil-
iates had the 7:30 p.m. half hour to pro-
gram, many carried their own movie
one night a week in primetime.

“Additionally,” he observes, “fewer
of the network affiliates have baseball,
so the networks get preempted less
from that standpoint. As always, the
higher rated the network is, the less
clearance problems it’s going to have
because the affiliates are going to pre-
empt the weaker programming or feel
the programming is so weak that they
have to have additional inventory to
make them even in the market.”

Affiliate responsibility

Lynagh observes independents had
“a great deal of glamour a few years ago
that they have lost of late. I think most
network operators would prefer to be
network operators and to be affiliated
with strong networks. Under those cir-
cumstances, they want to be generally
supportive of the network.

“That does not mean that, for some
business reasons, and certainly for lo-
cal programming reasons, there might
not be reasons to preempt on occasion.
I’m not advocating 100 per cent clear-
ance. I think there is a delicate balan-
ce

Getting back to the balance between
network and affiliate time, Lynagh is
not pushing as hard for more time in
daytime as he is on Saturday late after-
noon because, during daytime, “the af-
filiates pretty much take the time they
want, so it’s not a matter of pushing the
networks to do less.” He notes that,
through their own self-interest, as the
number of 0&0Os grow, the networks
might come out ahead financially by
not bearing the program cost for cer-
tain daytime programming while let-
ting their 0&0s have the time period.”

He says daytime ratings have been
improving for NBC, but he’s hoping for
the network to improve the 11 a.m.—
noon time period, which CBS domi-
nates with The Price Is Right for a full
hour against NBC’s daytime Wheel of
Fortune and Scrabble. But his motiva-
tion may not appeal that much to the
network. He says that many affiliates
preempt noon programming for their
own local news and would like a stron-
ger lead-in.

The affiliate chief is less worried
about NBC’s three-network position-
ing than about fragmentation beyond
that: “The major thing we’ve got going
for us now is a very strong, solid pro-
gramming department under Brandon
Tartikoff. All the people he’s got in
place are very good people, and he’s
obviously had a lot of success. I think
the biggest problem at this moment is
the fragmentation issue with VCRs and
cable and not with one network vs. an-
other.

“Frankly, I think most of us would
like to see ABC a little stronger and
would worry if CBS gets any weaker
because network affiliates in general
would be healthier if all three networks
were achieving higher audiences.” He'd
like to see more nights like Sunday,
where the networks compete energeti-
cally and take a high share of audiences
among them.

“I think the biggest issue,” he con-
tinues, “is not the kind of programming
we have in a specific sense, but can we
get more first-run programming and
what can we do in the summertime?
It’s hard to come up with something
special that generates attention net-
work television, and that is our con-
stant battle now—to get as much fresh
programming as possible so that we
don’t see a three-network erosion be-
yond where we are.”

Saturday mornings

From a financial ‘point of view, Lyn-
agh shows little concern with the com-
petitive effect of syndicated kidvid on
the network’s Saturday-morning line-
up. With the minimal contribution
that daypart makes to the affiliate’s
bottom line, his concern is more with
network image: “I think we’d like to see
the networks be more innovative in
that area for children and not so car-
toon-oriented; all of them are looking
at more live forms. Television’s had a
difficult time in producing program-
ming for children that all of us would
like to see go on, and I think if one of
the three networks got out of the chil-
dren’s business—even if it were NBC—
on Saturday morning and went to do-
ing informational programming or gave
it back to us, that’s not a big issue.”
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Lynagh expresses satisfaction with
the network’'s Skycom regional
networking system, including the poli-
¢y of reimbursing affiliales up to haif
the cost of a $300,000 satellite news-
gathering truck. He says this provided
affiliates “with the opportunity to have
an extra capability that would be valu-
able to the network as well as to the
station.

“NBC'’s view of this is that this was a
way to help strengthen the affiliates
because NBC News generally does well
where the affiliates do well with news—
and where the affiliates are in third
place, NBC is generally in third place.
It's been a shakedown cruise and it's
been doing very well. Every month the
reports I see indicate greater usage of
the individual capability to beam from
one station to another, one area to an-
other, and so on. It's not been without
its difficulties—starting up something
this elaborate where you're involving
200 stations—but I think it’s been a
tremendous success. We're delighted
we're doing it, and it will continue to
grow.”

Value of news

Lynagh values network news as an
important contribution to affiliates
and, short of extending the network’s
early evening newscast into affiliate
time, says “I think affiliates would be
open to ideas.” As for an extended
newscast, he says, “They’re not think-
ing about that. They’ve assured us that
they would not. We have a news com-
mittee that studies those kinds of
things, and if somebody has an idea, we
would look at it. They might very well
look at mid-day news kinds of pro-
grams. or a news wheel. There are all
sorts of ways that things aren’t being
done now that they might be done. I
don’t expect that’s going to come in the
next 12 months, though.”

He adds, “I think the affiliates al-
ways want to keep the message going to
NBC of how important NBC News is.
Individual affiliates may complain
from time to time about news preemp-
tions or various other things, but the
network news operation is a wonderful
resource that this nation has. While we
are not anxious to see the network news
expanded, that’s not the only way you
judge the network news contribution.
When there’s an Iran-Contra hearing,
late night specials, documentaries, late
night news programming, primetime
and early evening, the Today show, the
weekend programs-—all combined,
they are a resource that we could not
duplicate. And we really want NBC to
remain just as strong and just as com-
mitted in that area in the next decade
as they have in the past three.” a

Westwood (from page 47)

and cross-ownership rules,” he says,
pointing out that a distribution/net-
work service like Westwood One could
potentially be hurt if the FCC’s deregu-
latory pattern ends up in a situation
“where conceivably, you could have
10,000 radio stations across America
owned by a handful of powerful corpor-
ations.”

“The network companies that also
own radio stations have sold the FCC a
bill of goods that without ownership. of
those radio stations, their network ser-
vices will suffer,” he says angrily. “But
we've seen over time that radio is very
successful in the state it is in right now.
There are problem pockets, including
AM radio, but there’s no way that relax-
ing the one-to-a-market rule is going to
do anything for AM radio. And yet
that’s the premise on which this propo-
sition is being put forward.”

Pattiz thinks the FCC’s efforts
would be more properly directed to-
ward coming up with a common stan-
dard for AM stereo. ‘“They did it for FM
radio and made it a reality, and if they
would take the lead on AM, that would
be the first step to straightening out a
lot of problems,” he says. “The radio
station business is like running a mil-
lion delicatessens, which in many ways
is its strength, but in terms$ of some-
thing like coming up.on their own with
a common standard for AM stereo, that
becomes like finding a simple solution
to the Middle East.”

The executive brushes off questions
about possible conflicts involved in his
acquisition of trade journal Radio &
Records last December: “It’s clearly
not a conflict of interest, there’s noth-
ing new in media companies owning
television and radio stations or publi-
cations.” He adds that estimates of the
cost of the buy were overstated.

“Let me just say that had it been
more than $18.5 million, we would have
had to disclose it in our financial fi-
lings,” Pattiz says. “It was an absolute-
ly opportunistic buy that was very
compatible with our business and is
within our means.” He says Westwood
One’s board of directors has passed a
resolution vowing not to tamper with
R&R’s charts for fear that any alter-
ation, with its possible implications of
self-interest, could lower the publica-
tion’s market value.

Expansion plans

But he makes no bones about his ex-
pansion plans. “Right now, we have a
16 per cent share of the network radio
business in terms of revenue, and we’d
like to see that go up to 25 to 30 per
cent,” he says. “The number one player

Westwood One
claims a 16 per
cent share of
network radio
revenue and is
aiming for 25-30
per cent.

is ABC, which has been the dominant
player since there’s been a modern ra-
dio business, but we think we have a lot
of advantages that will make us as im-
portant a player in the network radio
business as ABC.”

Pattiz does not refute the persistent
industry speculation that he is looking
to buy NBC Radio, but points out that
the current FCC has not appeared to be
eager to require divestiture, so a lot de-
pends on the parent company’s inten-
tions.

“We started out as an entertain-
ment-based company primarily
thought of as a syndicator, and now we
cover every segment of the network ra-
dio busines,” he says. “Any radio com-
pany looking for any kind of service can
find it with us, and any advertiser look-
ing to reach any particular audience
should be able to reach it with us.”

If NBC'’s stations become available,
Pattiz predicts being able to signifi-
cantly increase his market share within
12-18 montbhs; if Westwood One has to
grow through “a series of small acquisi-
tions,” he concedes, the process might
take more like 24 to 36 months.

But despite his vaunted aggressive-
ness, Pattiz’s corporate ethic is surpris-
ingly modest: “We need to make sure
we realize what we are and what got us
here and not get carried away with our
own success,” he says. “Where compa-
nies like ours always seem to have run
amok is that they have one or two suc-
cesses and all of a sudden try to change
the nature of the business and come up
with bold new concepts and ideas that
radio stations aren’t ready for.”

“We started out with one countdown
series and now we have six. We started
with a concert series and now we have
eight. We've expanded our music inter-
view specials. What we’ve done is to
take proven commodities and roll them
out into emerging formats,” Pattiz al-
lows. “As radio continues to become
more and more segmented, and as the
population curve continues to move
and musical tastes change, we'll simply
adapt successful programs we’ve al-
ready established and roll them into
existing formats.” a
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In the Picture t
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Michael Becker

New chief creative officer,
worldwide at Wunderman,
Ricotta & Kline sees more
advertisers “looking for new
ways to reach all those view-
ers who've drifted away from
the networks,” and prefera-
bly “in a more accountable
way that can be tracked ac-
curately. That’s what direct
response delivers.”

Advocates long term,
dialog with best prospects
to generate repeat buying

Michael Becker, now chief creative officer-worldwide,
a new post at Young & Rubicam direct response affil-
iate Wunderman, Ricotta & Kline, believes that “The
wave of the future that’s going to make advertising
work harder than ever will be the turning of advertis-
ing communication into more and more of a continu-
ing, personal, one-on-one dialog with our most likely
prospects.”

Becker adds, “It’s nice to'sell the product once.
But to make a client’s investment pay real dividends
we need to build a persuasion system that promotes a
lifetime relationship between the producer and his
customers and insures multiple repeat purchase.”

In doing this, says Becker, “We want to target not
only demographically and geographically but also by
time—the time in a product’s repurchase cycle when
its user is most likely to be ready to buy again.”

Then Becker lays out a scenario that he says, “No
one is doing yet, so far as I know, but look at the logic
of it. We can spend huge dollars for a spot in the Su-
per Bowl and reach millions of viewers. But how
many of those millions of people are in the market for
a new Lincoln next week? On the other hand we
could buy up tape cassettes of one of the great new
movies and mail them to a list of the 80,000 to
100,000 owners of three year old Lincolns—assuming
that after three years, most of them are in the market
for the new model. Not too far into this movie, we’ve
inserted a very specific and personalized reminder
that, ‘Now that your Lincoln is three years old, we’d
like to show you some new developments that make
our 1987 Lincoln the best ever, and so on.”

Direct response goal

He explains that, “While we have to write a broad,
generalized message for the millions of fans watching
the Super Bowl and who own every make and model
of car there is from every country that cranks out
cars, we can get very close to the direct response goal

of being as specific and personal as possible, if the
only people getting Lincoln’s cassettes are current
owners of three year old Lincolns.”

Becker observes that ideas like this have hit him
“after just my first few weeks here. I'm going to be
learning as much here as I teach. Working with our
creative directors in other countries offers a terrific
opportunity for cross fertilization of ideas. Our over-
seas people will come up with new approaches we can
adapt for our U.S. audiences, just as surely as I’ll be
able to show them some ideas that are new to them.”

Asked why he moved from his previous post as ex-
ecutive vice president and senior creative director at
BBDO worldwide, Becker describes “sitting around,
watching all these great general market agencies suf-
fering through no fault of their own. It’s not their
fault their former mass audiences at the networks
have been melting away. But as those audiences split
up among the growing numbers of video alternatives,
more clients have been looking for new ways to com-
municate to all these viewers—preferably in a more
accountable way that can be tracked accurately. The
answer is direct response advertising to smaller, but
much more selective audiences like that 100,000 who
own three-year-old Lincolns.”

Heavy user segment

Becker notes that for many companies, 20 to 25 per
cent of those who use their product account for 70 or
80 per cent of total volume: “This is another kind of
group—that 20 per cent of heaviest users—that di-
rect marketing can pinpoint and concentrate on.”

He says, “At the same time that the mass audi-
ences have been split up in 10 different directions,
some of the new places all those viewers are going are
opening up more new vehicles for us in direct re-
sponse. So I'll be working here with Polly Langbort,
our media director, to see how we can make the most
of things like talk-back television, talk-back radio
and these Home Shopping Network stations.”

Becker sees bright prospects for radio in direct re-
sponse, and says, “They don’t need to settle for PI
anymore to get in on it like they used to. With all its
formats, radio today can be targeted the same way we
can target just those women who sew with Needle
Point magazine. On talk-back radio, a food or vita-
min packager can run his advertising in the nutri-
tionist’s health program, or the banks and insurance
companies and brokerage houses can run their spots:
with the financial advisor. Or a business equipment
producer can focus on business decision makers on
the business segments of the all-news stations. The
possiblities are limitless. That’s what makes direct
response such a tremendous opportunity in every me-
dium.”

Becker says that a key reason for the mushrooming
growth of the whole direct response business in re-
cent years is that clients ‘“have been looking for more
accountability in tracking just what their return on
their advertising investment is. Where there’s de-
mand, someone’s going to come along to fill the need.
That’s where all these new broadcast vehicles come
in, to add to direct response’s existing arsenal.”
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Spanish (from page 44)
home method is Howard Kalmenson,
president of Lotus Communications.
Lotus, Caballero and Tichenor Spanish
Radio are the primary sponsors of the
pilot study, which cost $48,000, of
which $9,000 remains to be collected.
Kalmenson not only heads a rep firm
with 95 Spanish-language stations hut
he and his family also own 15 radio
stations, of which six are Spanish-lan-
guage outlets. At the April 22 meeting,
he was critical of 1&A because in its
written report to the council it stated
that “from a research standpoint, the
advantages of using a telephone meth-
odology outweigh the advantages of us-
ing a door-to-door methodology.” Kal-
menson was critical of the researchers

because they “took it upon themselves
to cast doubt upon their own findings.”
But for the present, he says, he has an
open mind on the methodology issue.

If the advertiser representatives on
the Council have a consensus, it is8 not
yet apparent. Two of those inter-
viewed-—Marianna Reges, director of
research for Bristol-Myers, and Karen
Dixon-Ware, staff director of media for
McDonald’s Corp.—also report keep-
ing an open mind.

“We just got a glimpse of what’s hap-
pening,” comments Reges. ‘I'm not to-
tally satisfied that the information
available can lead to a clear-cut deci
sion. We must dig deeper.” The B-M
research executive is looking to get
some answers from the retabulations.

| She is leaning toward the phone meth-

od, in part because she feels the in-home

sample numbers show unrealistically

| high listening levels to Spanish radio.

|  Dixon-Ware is also suspicious of the
Hispanic listening levels generated by
the in-home survey, though neither she
or Reges is prepared to reject them out
of hand.

The McDonald’s executive notes
that when SRC, which concentrates its
TV surveys in high-density Hispanic
areas, loosened the definition of such
areas—*“l think the definition only
changed from 25 to 20 per cent Hispan-

' ic households’—the listening levels de-
clined. She also feels that the census
numbers on Hispanic phone penetra-
tion may be inflated. o]

the marketplace

NEW YORK BROADCAST
EXECUTIVES IN TRANSITION?

Make your next move profit-
able. Confidential career con-
sulting. Please write: Box
#CEL4, TV/Radio Age, 1270
Ave. of Americas, NYC 10020.

Situations Wanted

GENERAL MGR—TV
Top 50 and 100 + experi-
ence. Excellent background.
Managed AM/FM Radio and
large cable systems. Ratings
and profit successes. News,
sales and administrative expe-
rience. Presently employed.
Looking for greater challenge.
Write to: Box #511A, Televi-
sion/Radio Age, 1270 Ave. of
the Americas, New York, NY
10020

TV GENERAL SALES

MANAGER

Self starter with leadership
and management skills. Exten-
sive background covering lo-
cal, national and regional sales
management—with strong
rep experience! General sales
management success with
major companies. Currently
employed! Write box #525A,
Television Radio Age, 1270
Ave. of Americas, NYC
10020.

Public Relations

-~ Tiranno Communications

Full service public relations
firm will provide special indi-
vidual attention. 20-years ex-
perience with a major televi-
sion network. Extensive con-
tacts with national consumer
and trade press. Call: 212-
593-9800.

PROMOTION MANAGER
TELEVISION

WJKS-TV in Jacksonville,
Florida is still seeking a cre-
ative, energetic, enthusiastic,
imaginative individual to man-
age personnel and daily opera-
tions of Promotion Depart-
ment. Responsible for
“hands-on’’ execution of pro-
motion for news and non-news
programming. Experienced on
3/4” video tape editing and
overseeing post production.
Must have strong creative writ-
ing background; experienced
in dealing with other media and
agencies. Familiarity with stu-
dio/field production a plus.
Looking for a good communi-
cator and ‘‘people person’.
Team leader/player with lots
of follow-through. Rush re-
sume/tape to John Radeck,
General Manager, WJKS-TV,
9117 Hogan Road, Jackson-
ville, Florida 32216. New ap-
plicants only, please. No callls.
EOE m/f

NEED HELP?

If you are looking for executive personnel, TELEVISION/RADIO AGE is the cost-
effective way to reach the most and best qualified prospects. Like you, they are
readers of these classified columns. Call M. Blaise at 212-757-8400.

74

Television/Radio Age, May 25, 1987

& =T
A A AR AR e Il B LIV« INIE=LIVILIVININILVIRZ VIR



www.americanradiohistory.com

Mature (from page 46)

bogged down with all kinds of pay-
ments—pay off our own college loans
for starters. Then come the car pay-
ments. You get a little older, you get a
little raise, and you start paying for
your house. Some more years go by,
and another raise, and then comes
helping pay for your kids’ college. It’s
only after all these kinds of things are
finally paid off that you get to keep
some of what you get. That’s the part
that’s discretionary.”

Extra effort

Jensen also reports that Cadwell Da-

vis Partners surveyed company adver- °

tising managers and “found more of
them today saying they feel it’s well

worth the effort and money to target

mature consumers. This is a dramatic |

change in the attitude of many market-
ing professionals in only a few short
years. One result is that major compa-
nies are now making that extra effort.
Some of the airlines now cater to 60-
plus. Sears, Roebuck offers special dis-
counts to people 55-plus.”

James De Caro, executive vice presi-
dent, general manager of WEAZ(FM)
Philadelphia, says that addition of 35-
plus in the printed book “extends the
rationale behind our promotion of the
value of 35-64 to advertisers.” De Caro
feels, “Too many of us tend to live in
the past. We remember those sad de-
pression-era photographs of tired old
farmers blown off their land by the
dust storms in Grapes of Wrath. Or
those sad coal miners’ wives in Appala-

cia that looked like Whistler’s Mother.

“But that was then. Today life is no
longer over on your 60th birthday. To-
day, more and more people in their late
60s and 70s are as vibrant and active as
they were in their 50s. The difference is
that now they have more discretionary
income and more time to spend it.
They no longer have to spend so much
time earning a living so they can pay off
all their bills. And it doesn’t take a ma-
jor research project to prove these
things to yourself. Just walk through
an airport.

“Go out to a good restaurant. Walk
into any of the better stores and see
who's trying on the more expensive
clothes. The people you see are the
ones who also have financial advisors to
help them manage their money smarter
so they’ll have still more of it to spend.”

the marketplace

Boker_Scott

CABLE PLACEMENT

@* PEOPLE

Positions available with MSO's,
Networks, Regional & Independent
Operators, Coast to Coast.

All Levels of Management
FEE PAID
Call or write in CONFIDENCE
DAVID ALLEN & JUDY BOUER
Principals
[ ]

WE KNOW CABLE

[ ]
1259 Route 46 — Parsippany, NJ 07054
201/263-3355

‘,1 THE PROFESSIONAL

10,000 Radio, TV Jobs

Published every year. Up to 300 weekly
in the American Radio Job Market Paper.
Radio & television openings for program
directors, DJs, engineers, newspeople,
salespeople, production and music direc-

tors. Many openings for beginning broad-
casters and minorities. Up to 98 % of the
nationwide openings. Money back guar-
antee! One week $6.00 special: six
weeks $15.95, You save $20.00. Ameri-
can Radio Job Market, 1553 N. Eastern,
Las Vegas, Nevada, 89101,

NEED
PUBLICITY?

Station, Network, Cable &
Syndication Pro Offers
Free-Lance Services At Af-
fordable Fees. TV & Radio, |
P.O. Box 787, Bridgehamp-

ton, NY 11932.

Help Wanted

WE PLACE ENGINEERS
EDITORS, COLORISTS, GRAPHICS

{all levels for TV & Video - except operators)
Fulltime, Freelance & Project
America’s Leading Source for a Decade
1Ty STATIONS, PRODUCTION FACILITIES, CORP TV, MEG , CATVI
For information phone or write Alan Kornish

key SYSTEMS

479 Northampton Street
Kingston, PA 18704

(717) 283-1041

Employer
Paid Fees

SALES POSITION

New Business development
for exciting media communi-
cations company. Media back-
ground helpful. Terrific oppor-
tunity and benefits. Entry level
position also available. Call
Christine Eggleton or Gizelle
Cohen (212) 627-9601.

General Manager

GENERAL MANAGERS seeking
administrative, operations, sales or
talent personnel—whoever you're
looking for at your television or radio
station—you'll find that classified
advertising in TELEVISION/RADIO
AGE is the most cost-effective way
to reach the best qualified pros-
pects for your key positions.

Find out more about how TELEVI-
SION/RADIO AGE classifieds can
work for you. Call Marguerite Blaise
at 212/757-8400, or write to
TELEVISION/RADIO AGE, Classi-
fieds Dept., 1270 Ave. of the
Americas, New York, NY 10020.

CLASSIFIED ACTION

Get action quuck in TELEVISION/RADIO AGE Marketplace/Classified. For details
call Marguerite Blaise at 212-757-8400, or send your ad copy to TV/RADIO AGE,
1270 Avenue of the Americas, New York, NY 10020.
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This, adds De Caro, *‘is why we pro-
gram WEAZ to skew to 35-plus: because
we know this is where the spendable
money is that our advertisers want to
tap into.”

At KABC Los Angeles, general man-
ager George Green asserts, “It takes
millions of dollars to make a dent in
major market AM, and talk is the most
expensive format there is. But that in-
vestment pays if you sell the 35-plus
market. These are the listeners who fly
the airlines, use banks, buy class cars
and travel.”

And on top of having more spendable
income, adds Green, “35-plus offers
one more advantage. They’ll accept a
heavier commercial load. The kids are
so fickle that if an FM youth music sta-
tion runs two spots in a row, your 12 to
24s are going to turn the dial to the
competition.”

Arbitrary limits

Frank Oxarart, general manager of
WMCA New York, says that adding 35-
plus “removes the arbitrary limitation
of a cut-off at 64. Putting it in the book
throws the spotlight on the over-64
part of it that keeps growing more im-
portant as its numbers and affluence
keeps growing and its health keeps im-
proving.”

Oxarart explains that he says “arbi-
trary” because “We all know 75-year-
olds who are still running around like a
lot of 50-year-olds. At the same time,

James De Caro, WEAZ(FM)
executive vice

president, general
manager, programs his
station to appeal to

35-plus listeners: “We
know this is where the
spendable money is that
our advertisers want to

tap into.”

|

Charles Sislen, Fastman
Radio manager, marketing
and research, says lack

of time causes both

station and agency

people to “usually rely

on whatever is in the

book . ... Agencies
generally ask for the
standard demos.”

we also know a few 40-year-olds who
shuffle around and don’t seem to get
much kick out of their kids any more.
It’s your attitude toward life and how
you feel that determines your life-
style—not what year the calendar says
it is.”

In Springfield, Mo., Dan O'Day, gen-
eral sales manager of KTTS AM-FM,
agrees that “Over 55 is where the mon-
ey is. The 18- and 19-year-old kids are
too often the last hired and first fired.
But the people over 55 are the ones who
can afford those big ticket items—the
better cars, a second home or a boat.”

O’Day says, “Over 55 represents a
particularly fine opportunity for AM
stations that can put the emphasis on
talk, information and service. This is
the kind of high-touch radio that lis-
teners pay attention to, and where lis-
teners look for information in the com-
mercials as well as in the program-
ming.”

This, continues O’Day, “stands in
contrast to those stations that promote
‘commercial-free radio,” and play 10 re-
cords in a row in an attempt to build up
their ratings fast, just so they can sell
the station to a trader and scoop up an
enormous capital gain. You can pro-
duce the same sound with a jukebox.”

At wWJIB Boston, Cohen points out
that addition of 35 plus on the printed
page “acknowledges everyone over 35
as a valuable consumer. Back in the
1920s, the average life expectancy in
the U.S. was only 66. Today that figure
has moved up 10 years to 76. Even tele-
vision commercials are using older

models, and not just for cooking and
doing the laundry. When you see good-
looking older women selling pantyhose
on TV, that'’s progress.”

But Cohen notes that addition of 35-
plus to the Arbitron report “also does
one more thing, even if it is a bit more
subtle: It moves 35-64 over one column
to make room for 35-plus. This way 35—
64 is no longer perceived as ‘the oldest
demo in the book".”

Webster concedes, “Sure, all these
upscale products want to reach the
yuppies. Better yet, if they can, they
want to have yuppies seen using their
product. But the unfortunate reality is
that too many yuppies do not in fact
have the discretionary income their
double-couple salaries seem to imply.
Too many of them are too loaded down
with debt—starting with paying off the
college loans many of them won't be
able to get out from under for years.”

And O’Day points out people over 55
“aren’t only living longer. They're liv-
ing healthier. They're active longer,
thanks to modern medicine and what
we know today about nutrition and ex-
ercise and how to take care of ourselves.
This, on top of their discretionary in-
come, makes over 55 one of the most
powerful economic forces in the coun-
try. Yet it’s one of the most under-rep-
resented and most overlooked. When
35-plus starts showing up in the rating
book where people can see it, it should
be a little less over-looked and a little
easier to sell.” (]

Dan O’Day, KTTS general
sales manager, points

out that AM stations

are particularly suited

for over-55 listeners
because they can
emphasize talk, service
and information. And,

he adds, this age group
buys big-ticket items.
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Inside the FCC

Diane Killory

The new general counsel for
the FCC defends the com-
mission’s controversial deci-
sion on broadcast indecency
and talks about her own his-
tory and politics

Obscenity restrictions:
Time, place and manner
makae the difference

Less than four months into her job as head of the
Federal Communications Commission’s legal depart-
ment, 32-year-old Diane Killory already has made
her mark by leading the FCC’s decision on broadcast
obscenity. After the FCC voted in mid-April to re-
draft its measure of indecent programming from
“seven dirty words” to a more general proscription,
Killory fielded the fire that followed. ‘

The FCC was accused by some of hypocrisy for lob-
bying that broadcasters have the same First Amend-
ment rights enjoyed by print media and then re-
straining some of the contents of the broadcasts. Kil-
lory was widely quoted in defense of the FCC’s
decision, of which she was the major author. She de-
nies charges that the FCC’s new position on indecen-
cy is inconsistent with the position it has taken on
other First Amendment matters: ‘““The First Amend-
ment is not absolute. If someone wants to come in
and tell me, ‘I am an absolutist. I don’t believe there
should be any limits, even for obscenity’ or whatever,
we can agree to disagree. But the people who are
coming in and criticizing our decision aren’t doing
that.

“What they’re saying is, ‘You should stay out of
this area.” And then some of these very same people
come in and support retaining the Fairness Doctrine.
That’s why they’re not absolutists. The Fairness Doc-
trine goes to the very essence of what the [U.S. Su-
preme] Court has identified as protected speech —
the news-gathering process. They’re saying the gov-
ernment can intrude into editorial discretion of the
electronic press.

“And yet in this other area of obscenity and inde-
cency which the court has held has less First Amend-
ment protections, they come in and say that’s the
area where we should stay out. To me they have abso-
lutely reversed the priorities.”

While the broadcast media differ from the point
media, which the FCC would like to have treated the
same as far as content is concerned, “we’re saying the

kind of time, place and manner restriction has to de-

- pend on the physical attributes of the media,” Kil-
lory says.

Brown wrappers

She adds that such restrictions “can apply to any me-

‘ dia. In a movie theater, for example, they don’t sell
. tickets to children on certain kinds of movies. If it’s a
" bookstore, there are laws which require them to put

[Playboy-type magazines] either in a brown cover or
put them behind a counter and restrict their sale to
minors.

“If a newspaper put in the kinds of things that we
found objectionable in our recent inquiry, then they
would no longer be considered newspapers and they
would be considered more in the category of Hustler
and Playboy, and maybe subject to those same res-

trictions.”

The nature of broadcasting, Killory says, makes it

- difficult to apply similar restrictions. “It’s even dif-
| ferent in that respect from cable. The courts have

held so far that The Playboy Channel is on a separate
channel that you have to affirmatively subscribe to
and reaffirm each month by paying the fee if you
want it in your home, and that there’s a lockbox
available to restrict minors’ access. That, in fact,
serves as a time, place and manner restriction:

“For a broadcaster, there is no easy way to separate
out adults from children and that’s why for indecen-
cy, we will impose time-channeling so that it’s put on
at a time of the day when there’s no reasonable risk

| of children in the audience.”

Still, she acknowledges, “It is a difficult decision.”

No picayunes

Regardless of the legality of its stance, Killory says
the FCC doesn’t intend to be picayunish about en-
forcing its broader restriction. “I think the context is
important and it’s something that we look at, even in
broadcasting. It [restricted material] has to be done
in a patently offensive manner.

“If you’re having a discussion about something else

. and happen to use a word, we’re not going to take ac-
| tion in broadcasting. What we’re talking about . . . es-

sentially is very graphic descriptions of sexual acts.”
She doesn’t believe the FCC’s new decision on in-
decency advances the old prohibition on the “seven
dirty words.” “I think of it as an attempt to more rea-
sonably enforce the statute,” she explains. “The line

- ought to be a reasonable one. To arbitrarily choose
| seven words . . . means you could basically put on a

hard-core porn movie in the middle of the afternoon
as long as they didn’t use the seven dirty words.

“Yet at the same time, that clearly meets the gen-
eral definition that was in the Pacifica case that the:
Supreme Court affirmed [in 1978]. What we’re trying
to do is say, ‘Look, if we're going to inake a good-faith
effort to enforce the law, we’re going to have to do it
in a reasonable manner.’

“In fact, the seven words aren’t necessarily the
right test, because just using the word may not be in
a patently offensive manner. Let’s say it’s in the mid-
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Inside the FCC (continued)

dle of a Chaucer [recitation] or whatever, we're not
going to necessarily find that to be indecent even if

" some of the words are used. What we really have to
focus on is whether there is language or material that
describes sexual or excretory organs or activities in a
patently offensive manner.

“I understand that for broadcasters it’s a lot easier
if we just give them a list of words and say, ‘don’t use
these,” but the fact is broadcasters need to use their
discretion and make their own reasonable judgments
as to when something crosses the line. They already
have to do it for obscenity and indecency is really just
one prong of the obscenity definition.”

Coming full circle

When the broadcast indecency issue fell into Kil-
lory’s lap as a result of formal complaints about three
radio shows, the issue of the FCC’s ability to regulate
obscenity was no stranger to her.

After graduating summa cum laude from the Uni-
versity of Rochester in New York and cum laude
from Harvard Law School, she came to Washington
in 1979 to work for the firm of Steptoe & Johnson,
which at that time did not do much communications
law. After nearly four years there, she was recruited
by Bruce Fein, the general counsel at the FCC. She
began at the FCC in May, 1983, as special counsel for
legal policy in Fein’s office.

She has come “full circle,” Killory says, in that one
of the first topics she worked on as a. government em-
ployee was “dial-a-porn,” the matter of allegedly ob-
scene call-in telephone recordings.

The FCC got involved even though there was only
one provider of such recordings at that time. She
started working on a notice of inquiry to present to
the commissioners, but before she could complete it,
Congress passed legislation requiring the FCC to
draft regulations restricting children’s access to the
recordings. Her inquiry then became a notice of pro-
posed rulemaking, but by the time the commission
acted, she was gone from the general counsel’s office.

Later, in 1983, Dennis Patrick, who had worked in
the White House personnel office that screens candi-
dates for nominations, was nominated himself to fill
out the rest Commissioner Anne Jones’ FCC term (he
got his own five-year term two years ago). When he
arrived at the commission, Patrick asked for recom-
mendations for a legal assistant and Killory’s name
came up.

“I talked to him and we hit it off, so I became his
assistant,” she says. She was named his senior advi-
sor soon afterwards. In that role, she has worked
closely with Patrick, working with him on his posi-
tions, helping him write speeches and accompanying
him to trade shows and other functions.

“Dennis and I get along, both personally and pro-
fessionally, very well,” she adds. “We approach issues
very similarly and analyze things in a.very similar
manner. We discovered this early on when we would
look at early drafts of items, and [we] both marked

edits and problems in exactly the same places.

“That made it easy to act as his alter ego to the ex-
tent that our positions frequently were the same. |
also got a sense very quickly as to which things were
important and I should take to him, and which [
could act in his stead.”

Killory concentrated on broadcasting issues and
thus brought to the general counsel’s office a solid
grounding in most of the major broadcasting issues of
the past few years. Now Patrick is FCC chairman.
Together, he and Killory will have responsibility for
determining legal policy for the agency for the next
few years.

Party switching

Patrick got where he is in part by being a Republican
party loyalist, Killory because she is a pragmatist. As
she saw her star rising within the FCC, she switched
from being a registered Democrat to registered inde-
pendent, and within the past year, to registered Re-
publican.

In political terms, Patrick and Killory appear to be
different. Unlike her boss, Killory professes no deep-
seated political interests. As she tells it: “I was a
Democrat when I first registered to vote, but I wasn’t
very political. I just registered as a Democrat because
in Massachusetts (where she attended Harvard Law
School) and in the District (of Columbia), if you want
to vote in the primary, that’s the only one that has
any impact.

“So I really wasn’t that interested in political is-
sues, period, in that sense. When I came to the gov-
ernment, I became an independent, and then some-
time before the last election I became a Republican.”

She isn’t much for labels, anyhow, she says. What
is important to her is that her philosophy is consis-
tent with that of Patrick, and with that of Mark
Fowler before Patrick.

That consistency, she says, includes her position on
First Amendment issues. If she had a special interest
during her law school days, she says, it was the First
Amendment, but that, too, was not very obvious to
her. “The areas of communications had been of inter-
est to me and when I was graduating, I thought I
wanted to do communications or more of the
straight-forward publishing First Amendment kinds
of cases that are in New York.”

But, although a native of the “New York City su-
burbs,” she decided she did not want to practice in
New York and “wanted to come to Washington, in
large part for the opportunities that it would pro-
vide.”

As a member of Patrick’s staff, her fortunes were
tied to his. As his general counsel now that he is
chairman, her fortunes are still tied to his. He is not
expected to serve more than two years as chairman
and his replacement could easily want a new general
counsel.

That doesn’t bother Killory. She didn’t join the
FCC, she says, to use it as a revolving door, but she
had planned to stay only a couple of years. And,
when it is time to leave the agency, she says, she may
look for something at a corporation.—Howard Fields
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l Return to:

l Standard Rate & Data Service, Inc.
Co-op Services Division

L3004 Glenview Rd., Wilmette, IL 60091

Co-op Pro Uncovers More
Co-op Money For Your Accounts
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—

CD-DP' ‘Eggf* P O
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-..And More Ad Revenue For You!

With Co-op Pro™and your help, your retail accounts will be using their co-op funds,
not /osing them!

Derived from the same database that produces the Co-op Source Directory,
Co-op Pro simplifies the entire co-op sales process. Diskettes compatible with most
personal computers enable you to store and retrieve information on over 4,000
co-op programs—a total of 15,000 brand names! [n minutes you can locate co-op
programs available in any of 52 product classifications and easily extract the
information you need.

With Co-op Pro you can let your retail accounts know exactly which co-op
programs expire on December 31st, show them all the manufacturers who offer
unlimited accruals, or tell them which manufacturers offer 100% participation.
Co-op Pro gives you the information you need to close the sale on your very
first callt

Bestof all, Co-op Pro is affordable for every size business—and incredibly easy to
use. Even if you've never used a computer before, you'll be generating valuable
reports in minutes!

If you'd like more information about increasing your sales with Co-op Pro, return
the attached coupon, or call Dave Johnston or Amy Zarnowski at 1-800-323-4601,
in llinois call (312)441-2134.

Co-op Pro™is a trademark of Standard Rate & Data Service, Inc.

———-————-—-———-———-—————————-———————-——q

Yes! | want to increase my ad revenue with Co-op Pro! TRS
O Please send me more information about Co-op Pro.

Name

Title

Company
Address
City/State/Zip_
Telephone
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Commitment to Quality

Broadcasting
Has its Rewards.

ut of 47 1986 Northern California Emmys, KRON-TV
won 20. NewsCenter4 alone won 8 out of 12 News Emmys.

For us, it all adds up to one thing: Proof that we're meeting our goal
of providing quality newscasting and programming for the Bay Area.

KRON-TV]

San Francisco - San Jose -Oakland
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