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of films ever released to television.

Viewers who haven't seen them will mark
their calendars. Audiences who jammed the
theaters will come back for more.

These are the most talked about and publicized
movies of the decade. And now, the box office
lightning of Century 14 is ready to strike home,
for you.

Aliens  Big Trouble In Little China = Black Widow
Cocoon  LEnemy Mine ~ The Fly  Highlander
The Jewel OF The Nile - Jumpin' Jack Flash - Lucas
The Manhattan Project  Mannequin - Mischief
Moving Violations = The Name Of The Rose
Predator - Revenge Of The Nerds 11: Nerds In Paradise
Star Wars  The Vindicator ~ Warning Sign

It's the most promotable and exciting group *

Twenty major motion pictures
tor when the going gets tough.

TELEVISIO
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Computers and Communications

NEC

BOUNDARIES DISAPPEAR. SPACE EXPANDS. EVERYWHERE,

OPENNESS. AND THAT'S ONLY WHAT IT SOUNDS LIKE. HEAR AND SEE
THE NEC 46” PROJECTION TV WITH DOLBY SURROUND SOUND.

CERTAIN THINGS IN LIFE SIMPLY CANNOT BE COMPROMISED.

For Mare Information Call: {312) 860-9500 x3210. NEC Home Electronics (LLS.A.) Inc., 1255 Michael Drive, Wood Dale, 1L 60191
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programs tight; checkerboarding checked
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Direct response advertising deserts Ginzu knives
for the blue-chip world; ready for the big push

Sell-a-vision looks to the networks 68

Program directors in survey doubt decline is due
to programming; toy-driven advertising eyed

Children’s viewing drop assessed 71
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Firms get tougher to meet tough competition;
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Los Angeles News Service builds a following
with on-site coverage around the clock

Early newsbhird gets the worm 78
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NO FREE LUNCH!

a cash program w»&
lnnlng record. For

E top 150/0 of
'S programs.
YE time
eriod, therefore, is
| valuable audience
nd advertiser
raction.

o, while that toy-

iased animation
oW may look like
tasty bag of burgers
day, tomorrow you
y wind up holding
t the bag.

IPN'T TOY AROUND!
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JGH COMPETITOR!

SEE US AT
NATPE

BOOTH 949

2) 682-5600 TWX: 710581239
les Phone: (818) 889-2047
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ERICK HULL.
ATKA, FRED
MILTOPA:;:L') TI?HARD 'w. SANDERS

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

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

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

T-1994  Hardbound (only) $30.00
224 pages

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

Enclosed find $ for
Sweetening for Film and TV.

copies of Audio

Name
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Company Purchase Order or Payment Must Accompany This Order.
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The Art of the Co-production

(33

Consider the Concorde... Commercial aviation’s triumphant conquest of time
and space.

The staggering costs of research and production of this technological masterpiece were
met by combining the skills and financial resources of Britain and France. An outstanding
idea and a commercial success made possible through international co-production.

Likewise, in television, Fremantle has converted many good ideas into a
profitable reality by combining its own talents and investments with those of broadcasters
and producers from different nations. Our co-production skills, developed over the past
twenty years, have produced series, movies and specials totalling four hundred and
ninety-four hours of programming.

Fremantle's international co-production activities will increase during 1988 with a fourth
year of The Campbells, a co-production with Canada’s CTV and Britain’s STV and a new
series based on our successful co-production with London Weekend Television, The
Adventures of Black Beauty. In addition, three mini-series are in development for co-
production with Canada, Britain, Ireland, France and Australia.

At Monte Carlo, NATPE and MIP, discover how Fremantle's art of the co-production can
make your next project a profitable reality.

Fremantle International Inc.
: New York Toronto London Sydney

. www americanradiohistorv com
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~ PRESENTING ONE OF THE BIGGEST GUNS IN TELEVI
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JTORY!

g the February  Now, at Paramount, we're ready to do battle
eries devastated again —with an exciting new 10-hour adapta-
mmmg 89 rating tion of the $40-million Herman Wouk classic,
3 a%mte directed by Dan Curtis. Straight cash deal.
«x. Already pre-sold to Fox-owned stations,
x here’s your chance to count on Robert
Mitchum, Ali MacGraw, Jan-Michael
Vincent and an all-star cast to put you
in full command of your market.
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Publisher’s Letter
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NATPE, on eve of 25th anniversary,
is at its most critical crossroads

t hardly seems like a quarter of a century ago that an embattled group of

about 60 programmers got together in one of the smaller rooms on the

mezzanine of the Hilton Hotel in New York for the initial meeting of a
National Association of Television Program Executives.

True to its nature, it was a rowdy meeting—rowdy because the syndica-
tors utilized the opportunity to get rid of a lot of gripes about their
relationships with the programmers. (This was an eyewitness report.) Cov-
ering for the trade press was the late Rufe Crater, for Broadcasting, Mur-
ray Horowitz, (now with 1TC) for Variety, and myself for TV/RADIO
AGE. Station executives present resented the presence of the distributors,
and the meeting broke up in disarray at the end of the day. [t appeared that
the association would not get off the ground.

But cooler heads prevailed, and the organization’s subsequent meetings
went on after some preliminaries were attended to.

What was interesting was the stiff opposition of station management to
the organization. The managers did not object to the concept, but they did
not like the idea of the expense of another association to which they would
be obliged to send their personnel. It took a lot of persuasion of top
management that such an organization was beneficial, in fact, needed as a
clearing house of ideas, program trends and general information about the
programming end of the business. The networks were uncooperative. They
stayed away until the organization had been going along for five years.

“We were so broke,” recalls Lew Klein, now president of Gateway Com-
munications, “that we ponied up enough money among ourselves to pay
any additional expenses for the hall.”

Big budget. Now NATPE has a multimillion dollar budget. It has a mem-
bership of 1,700. At the same time, NATPE, on the eve of its 25th anniver-
sary is at its most critical crossroads, Why? Because the role of the program
director has changed.

In the first place, the economics of program acquisition involves major
outlays. Contracts are in many cases multiyear arrangements. So program-
ming has become a top management decision. Secondly, the program
director is now involved in diverse aspects of station operations—in, for
example, negotiations on sports rights, scheduling and even sophisticated
switching equipment.

NATPE is attempting to fill some gaps. It is underwriting an educational
fund, it has been holding regional seminars, and it is looking into comput-
erization. But this is the time when the organization must step back and
reassess its objectives.

This may be the time to determine whether the original modus operandi
of the annual convention on an individual suite basis may be the most
economical and effective approach. Every business goes through this kind
of periodic reappraisal. It is time for NATPE to do so.

St

www americanradiohistorv com

Television/Radio



www.americanradiohistory.com

r w

- erl dimension
*  .of television programming...

w



www.americanradiohistory.com

e

The

marria
ol
Love & Law

/

/®

5

o
/N

(



www.americanradiohistory.com

DIMENSIONS.



www.americanradiohistory.com

14 Blockbuster
Action-Adventure
Films For Syndication

THE ADVENTURES OF THE WILDERNESS FAMILY
VANISHING WILDERNESS ~ WILDERNESS FAMILY PART 2
THE DREAM CHASERS  ACROSS THE GREAT DIVIDE
THE GREAT ADVENTURE  YOUNG AND FREE  COLD RIVER
MOUNTAIN FAMILY ROBINSON CHALLENGE TO BE FREE
MYSTERY MANSION  SACRED GROUND
WONDER OF IT ALL  WINDWALKER

el
PHE ’Q{ _

A untversal force 4n fa)
oroduction and

rvi= e MR

AL

PLATINUM 193 is everything your
viewers want: aclion, romance,
drama, and comedy in one pack-
age. Never before has such an
impressive collection of film titles
been offered for your program-
ming schedule. This important
package of 193 star-studded Litles
can form the backbone of your
line-up for years to come!

SEE US AT

BOOTII 1149 |

S ,
AN A AN NENNNN SN

432 Park Avenue South, New York, NY 10016 (212) 685-6699
ADVERTISER SALES BY:
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Final Edition

Pro baseball proposes new fee scheme;
TV sportscasters in open revolt

Organized baseball will begin scram-
bling its game highlights and charging
television stations around the country
for the use of its copyrighted material
on opening day, April 4.

Baseball thus becomes the first pro-
fessional sport to go to a scrambled sig-
nal and charge stations for the news it
has heretofore been providing free.

The Hughes Sports Network, which
works with organized baseball in satel-
lite-feeding game highlights during the
pre- and regular season, will charge
each station $3,500 for a descrambler
plus a $50 fee for each game’s high-
lights shown, according to several
sports broadcasters in Los Angeles,
where news of the impending an-
nouncement was unearthed.

Naturally L.A. sportscasters are rag-
ing mad and are talking about boycott-
ing the feed. They have also been in-
formed that the National Hockey
League will announce it too will scram-
ble its signal next season and charge
stations for highlight footage.

Several L.A. sports producers met
recently with Byran Burns, who han-
dles broadcasting rights out of the New
York office of Baseball Commissioner
Peter Ueberroth. According to Dan
Noel, sports producer for KCBS-TV,
the CBS owned station, who was
present at the meeting, “Bryan told us
it’s a done deal. That was the language
he used. The scrambling begins open-
ing day, April 4.”

Free ride ends

for newscasts.

Major League Baseball
to scramble signal,
require descrambler,
charge a fee.

Noel also said Burns told the produc-
ers, including Tony Richards of KHJ-
TV and Bob Guerro of KTTV (TV),
that Burns’ counterpart at the NHL
“thanked him for doing it first.”

Noel says baseball games which are
satellite fed by Home Sports Enter-
tainment of Texas, Home Team Sports
of Baltimore, the New England Sports
Network and superstation WTBS, are
apparently exempt from the charges.

But for all other stations which do
not subscribe to a regional feed, they’ll
be paying for the descrambler units
and the fee per game.

The situation. Even though many TV
stations are doing well financially in
major markets, sports broadcasters
contacted indicate it’s both a moral
and financial situation they face. If a
station selects four games a night,
that’s $200 for just one evening.

Noel, for one, says the overall cost
could run as high as $150,000 “and
that’s an expenditure which just

Three-in-one audience measurement

An ambitious program to measure three media audiences locally together with
product usage and shopping information in a single source methodology is the
first major fruit of the merger between Birch Research and Scarborough
Research under the aegis of the Dutch parent media conglomerate VINU.

The plan envisages rolling out in the top 25 markets between September and
December this year and the measurement of all top 50 markets next year.

Media to be measured are T'V, radio and newspapers, with separate reports
for each medium, but with cross-tabulated data covering more than 75 “prod-
uct categories,” including both product usage information and store shopping
data.

Jeffrey Rodgers, vice president for newspaper sales of the merged entity,
Birch/Scarborough Research Corp., says large samples will be employed,
though not as large as in the elaborate newspaper-oriented studies which
Scarborough has conducted in the top 10 markets.

Radio, newspaper and demographic information will be gathered by phone,
while TV and product/shopping data will be gathered by mail from the phone
respondents. The phone interviews will employ the yesterday-recall tech-
niques for radio that Birch has been using in its research and a similar (stan-
dard) method of yesterday-recall for newspapers,

Rodgers conceded that the project is a very ambitious one, but says the
growing reputations and expertise of both Birch and Scarborough will suffice
to make it successful.

doesn’t happen that easily. It could af-
fect whether stations hire people or use
the money to buy descrambled feeds.”

KCBS, Noel points out, currently
uses upwards of seven outside sources
for its baseball coverage, with the fees
ranging from $15 to 3150. “Our costs
will quadruple if the plan goes through.

“We will not be forced into anything.
We could boycott baseball; we’re not in
the business of buying news. Baseball is
saying to us you either buy the box or
you don't get the feeds. It’s holding us
hostage. Imagine a station in a small
market. The descrambling costs might
be 20%-30% of its entire budget.”

Noel says the reasoning behind the
dramatic move is to halt bars and home
satellite dish owners from having free
baseball coverage.

“This will hurt the people who help
baseball the most, the TV stations
which provide free publicity and the
fans who support the game.”

The sports community in L.A. has
taken a forefront position, Noel ex-
plains, “because we got word from peo-
ple in the Dodgers and Angels organi-
zations that this was going to happen.”

Noel says the local sports producers
proposed to baseball’s Burns that the

L.A. sportscasters
are beating the drums,
trying to organize
a national boycott.

networks be allowed to record all the
games and include that coverage in
their feeds, which would provide an al-
ternative to buying a descrambler and
paying for each game contemplated.
Current baseball rules prohibit the net-
works from doing this, Noel points out.

NBC accused. NBC currently has an
arrangement with the Satellite News
Service which feeds NBC affiliates
baseball. This arrangement, Noel
notes, “is being looked at by CBS law-
yers as a possible antitrust violation”
on top of everything else.

Noel says KCBS has been discussing
with KTLA(TV), KCOP(TV), KHJ-
TV and KTTV(TV), all in L.A., boy-
cotting baseball coverage. KNBC-TV,
which has SNS, and KABC-TV, the
ABC owned outlet, “don’t want to get
involved in any boycott,” Noel said.

Noel says the L.A. people have had
discussions with KPIX, the CBS affili-
ate in San Francisco and several other
stations in that market about boycott-
ing the games.

Noel says he’s heard the New York

(Final Edition
continued on page 18)

Television/Radio Age, February 8, 1988
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THE ONE PLACE, TO F
SUCCESSFUL PROGRAMMINSG...

Host Dave Hull goes one SU8
beyond the blind date when' i
matches up couples he cant’

on this fast-paced half-hour s
From FOUR STAR PRODUCTIONS 3

Meg Griffin has the inside track on
the newest music videos around
A weekly half-hour of music gy Liaeses dd Richard Brown,
videos performed by Kids, previews films with Hollw.-pt)db
v : !ead_mg actors and filmmakers

— in his Screening Room. Together
Pop hits, traditional songs they make the hottest hour of
and original music kids can music and movies for television's

sing, dance and learn with! most demandlng audlence_you“g
From TOGETHER AGAIN adUltS

PRODUCTIONS in association | *

with WARNER BROS. RECORDS From CAMPUS NETWORK

100% kids programming!
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IND EVERYTHING FOR
EVERY DAYPART EVERY DEMO.

Earth's last chance for [ree
the courageous group of
who battle...

A unique half-"
hour sitcom

with a sense

of humor and
responsibility —

3 workers al an
inner-city youth §
center cope with
the fun and
foibles of their #5
young clients.

110 episodes

- i . 4
5 colSodes. available now!

FromBRTLANT! SHNER L E

ORBIS PREMIERE MOVIES

.\.

g ) &
b fodavi . -
e X Todays hol Lopics The tradition continues
w — [uel a lively weekly

in 1988 ...
L 7 half-hour moderated ALty filime .
by Arthur Miller quality films in thei
y Fromwrcry | B broadcast premmeres.
rom WRCTY APOLOGY-Lesley Ann Warren and Peter Weller
FLORIDA STRAITS-Raul Julio, Fred Ward and Daniel Jenkins
AMERICAN JUSTICE-Wilord Brimley, Jamesan Parker
bl | ond Gerald McRaney
1 | WEEKEND WARRIORS ~”l|oyd Bridges, Chris Lemman
“ 7 Vic Tayback and Tom Villard
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Pro baseball proposes new fee scheme;
TV sportscasters in open revolt

Organized baseball will begin scram-
bling its game highlights and charging
television stations around the country
for the use of its copyvrighted material
on opening day, April 4.

Baseball thus becomes the first pro-
fessional sport to go to a scrambled =ig-
nal and charge stations for the news it
has heretofore been providing free.

The Hughes Sports Network, which
works with organized baseball in satel-
lite-feeding game highlizhts during the
pre- and regular season, will charge
each station 33,500 for a descrambler
plus a 350 fee for each game's high-
lights shown, according to several
sports broadeasters in Los Angeles,
where news of the impending an-
nouncement was unearthed.

Naturally L.A. sportscasters are rag-
ing mad and are talking about boveott-
ing the feed. They have also been in-
formed that the National Hockey
League will announce it too will scram-
ble its signal next season and charge
stations for highlight footage

Several L.A. sports producers met
recently with Byran Burns, who han-
dles broadcasting rights out of the New
York office of Baseball Commissioner
Peter Ueberroth. According to Dan
Noel, sports producer for KCBS-TV,
the CBS owned station, who was
present at the meeting, “Brvan told us
it's a done deal. That was the language
he used. The scrambling begins open
ing day, April 4.

Three-in-one au_dience—measurementr

Free ride ends

for newscasts.

Major League Baseball
to scramble signal,
require descrambler,
charge a fee.

Noel also said Burns told the produc-
ers, including Tony Richards of KH.I
TV and Bob Guerro of KTTV TV
that Burns' counterpart at the NHIL
“thanked him for doing it first.”

Noel says baseball games which are
satellite fed by Home hlpwl't'\ FEnter
tainment of Texas, Home Team Sports
of Baltimore, the New England Sports
Network and superstation WTBS, are
apparently exempt from the charges

But for all other stations which do
not subscribe to a regional feed, theyll
be paving for the descrambler units
and the fee per game

The situation. Fuven though many 'V
stations are doing well Dinancially i
major markets, sports broadeasters
contacted indwate 1t's both a mural
and financial situation they tace. 11 a
station
that's 8200 for Just one evening.

Noel, for one, savs the o

selects four wames a 1'_1-,_']|I_

verall cost

could run as high as $150,000 “and

that's an expenditure which just

An ambitious program to measure three media audiences locally together with
product usage and shopping information in a single source methodology is the
first major fruit of the merger between Birch Research and Scarborough
Research under the aegis of the Dutch parent media conglomerate VN,

The plan envisages rolling out in the top 25 markets between September and
December this year and the measurement of all top 50 markets next year.

Media to be measured are TV, radio and newspapers, with separate reports
for each medium, but with cross-tabulated data covering more than 75 “prod-
uct categories,” including both product usage information and store shopping

data.

Jeffrey Rodgers, vice president for newspaper sales of the merged entity,
Birch/Scarborough Research Corp., says large samples will be employed,
though not as large as in the elaborate newspaper-oriented studies which
Scarborough has conducted in the top 10 markets.

Radio, newspaper and demographic information will be gathered by phone,
while TV and product/shopping data will be gathered by mail from the phone
respondents. The phone interviews will employ the yesterday-recall tech-
niques for radio that Birch has been using in its research and a similar (stan-
dard) method of yesterday-recall for newspapers.

Rodgers conceded that the project is a very ambitious one, but says the

* to make it successful,

' reputations and expertise of both Birch and Scarborough will suffice

Television/Radio Age, February 8, 1988
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Final Edition (continued)

Pro baseball proposes new fee scheme

(continued from page 17)

market isn’t as concerned about the
impending fees as people on the west
coast. “I believe something can bhe
worked out because the fans will be af-
fected and we’ll have to make a con-
scious decision on what we doin light of
baseball managing the news. If newspa-
per reporters were charged every day to
go into the locker room, what would
they do?”

Keith Olbermann, sports anchor at
KTLA and a commentator for
KNX(AM) and CBS Radio, knows
what he’s going to do. He’s begun blast-
ing the plan on his TV and radio shows
and advising sports fans to write com-
plaining letters to Peter Ueberroth and
to local station managers. “Almost ev-
eryone writing in says don’t show the
highlights and don’t spend the mon-
ey.,” Olbermann says.

KTLA, as the originating station for
Angels’ games, receives one de-
scrambler free, so it can use the equip-
ment to pick up another game when it’s
not televising an Angels’ contest.

Ethically unfair. As one of the most fi-
nancially successful independents in
the nation, will KTLA buy another de-
scrambler? Responds Olbermann: “If
we felt it was morally appropriate we'd
probably buy it, but it’s not. It's ethi-
cally unfair. Baseball is able to get a
Whitman’s Sampler on every station in
the country. Now they’re saying they
will charge us for promoting them. This
is another sign of the desire to make
people pay for what they should get for
free.”

Olbermann, known for his biting,
caustic humor, is all seriousness in dis-

NHL Hockey
to follow suit.
So who's next?

cussing the upcoming pay-for-high-
lights situation. ““Sports producers
here are forming as one unit. We may
do something symbolic for one day, or
on a permanent basis we may boycott
haseball to underscore the point.”

Olhermann helieves baseball will re-
verse itsell. “11 will have to find a com-
promige which allows us to air high-
lights and prohibits people with home
satellite dishes.

“Ag long as we're not infringing on
their copyright, what is the harm to
them? [1’s madness.” Olbermann says
other [..A. sporlacasters are equally an-

gered. “I know that Jim Lampley
(KCBS) and Jim Hill (KABC) are in-
censed and Rick Monday (KTTV) is
furious.”

Olbermann, citing the beginning of
free satellite-fed baseball highlights in
the late 1970s, says on any given sum-
mer night he and his assistants watch
four games—upwards of 11 on a Satur-
day—for possible inclusion in the 10
p.m. newscast.

Can’t hopscotch. “With one descram-
bler we can’t hopscotch, and we’d have
to buy four units which comes to
$14,000. If we used four games on a
weeknight and six on a weekend, it
could cost us up to $54,000 for the sea-
son, or $40,000 in per game fees. We
don’t have the sports budget to cover
this.”

Olbermann says he’s talked to other
sportscasters around the country “and
they’re vaguely aware it’s going to hap-
pen. They’re expecting the official
word very shortly.

“Everyone here has the sense that
first it will be baseball, then the NHL
and then football.”—Eliot Tiegel

Miller & Voye
exit Lionheart

Frank R. Miller, president and chief
executive officer, and Tay Voye, execu-
tive vice president at Lionheart Televi-
sion, have exited the company.

The moves are in tandem with the
BBC-owned sales and distribution
company’s pending relocation to New
York from Los Angeles. Moving with
the company will be Ray Krafft, execu-
tive vice president for sales, and Rich-
ard Golden, senior vice president for
commercial sales.

The move by Lionheart follows the
appointment of John Reynolds as chief
of BBC, North America. He’ll also be
responsible for BBC Enterprises’ com-
mercial activities in North America
and be vice chairman of Lionheart.

According to Miller, he and Voye
were unwilling to move to New York,
when the proposal was first offered to
them back in December. “They told us
they were planning to move to New
York. They asked us at that time
whether we would consider coming to
New York, and at that point we said we
weren’t interested.”

The corporate headquarters of Lion-
heart will be 630 Fifth Ave.; March 1.

Hollings blasts
FCC & Murdoch
over TV rules

Using all the buzzwords—"“unholy al-
liance,” “guerrilla resistance,” “con-
tempt” and “betrayal”—Sen. Ernest F.
Hollings (D-S.C.) ripped into the FCC
and media baron Rupert Murdoch over
the cross-ownership issue in a Feb. 2
op-ed page article in The New York
Times.

“The unholy alliance of Murdoch
and the FCC began two-and-a-half
years ago with his purchase of the Me-
tromedia broadcasting group,” wrote
Hollings. “At that time, he offered pro-
fuse pledges . . . that he would conform
to the cross-ownership stricture by sell-
ing his newspapers in Boston and New
York. In return he was granted a two-
year waiver to give him time to find
buyers. Fair enough.

“Within months, Congress caught
wind of his intention to renege on his
commitment and seek a permanent
waiver ... Murdoch’s guerrilla resis-
tance to the cross-ownership rule con- |
tinued apace. His boldest sortie came
last December, when the so-called |
Freedom of Expression Foundation, a
Murdoch-financed proxy, petitioned
the FCC to repeal the cross ownership
rule.

“To quash this imminent threat, I
included in a resolution a ban on fur-
ther waivers of the rule by the FCC . ..
The contention that my amendment is
aimed at Murdoch is partly right and
mostly wrong. It is right in that Mur-
doch, having been granted a two-year
waiver, is the only party petitioning the
FCC ... It is wrong in that my amend-
ment bans any waivers for any party. [
simply want this important rule to be
enforced without exception .. .

“The FCC’s actions demonstrate
contempt for the public interest and
betrayal of the 1934 Communications
Act ... The FCC and Rupert Murdoch
need to be reminded of three important
principles of our democracy: The air-
waves belong to the public. Concentra-
tion of media ownership threatens free
speech. No man is above the law.”

Sounds nice

KCBS-TV Los Angeles has begun
broadcasting in stereo, using two kinds
of technology to serve viewers with ste-
reo TV.

Network and syndicated shows pro-
duced in true stereo will be offered this
way; synthetic stereo sound will be
added to other shows.

(Final Edition
continued on page 24)
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THE CROSSWORD-PUZZLING
MUSIC-LOVING
REAL ALE AFICIONADO IS BACK.

Forget every American cop show you'veever  from the bottle. His idea of fun is Berlioz rather than
. We proudly present none of the usual cliches. Burlesque (or even Burl Ives). He would rather die
ff-the-peg car chases. No pealing telephones to than own an American Express Card.
‘Il changes of scene. For all this, the antics are
No dialogue that sounds as if it was written strangely gripping. (They'll grip
prillas. you by the brain rather than the
Good old Inspector Morse could hardly be throat.) See for yourself in this new
series of 120 minute mysteries.

English.
He would no more dream of racing his We think you'll prefer the
ige Mk 2 Jag than swigging Chateau Margaux Morse Code. CENTRAL

See us at NATPE, George R Brown, Convention Centre, Houston, Booth 939.

Central Independent Television plc, 35-38 Portman Square, London W1A 2HZ, England, Tel 01-486 6688, Telex 24337, Fax 01-486 1707.
Central Independent Television (U.S.A) Inc, 610 Fifth Avenue, New York NY 10020, Tel 212 582 6688, Fax 212 582 7006.

Central Independent Television Pty Ltd. 399 Riley St. Surry Hills, Sydney, NSW 2010, Australia, Tel 02 281 2599, Telex AA 72011
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Distributed oy LBS inassociation with Columbia Pictures Television
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he Appeal of Gidget.

America. And according to the latest Nielsen, that
popularity is snowballing.

Besides doing a brisk business with teens, Gidget is
a hit with women 18-34 as well —the bulk of daytime
TV's core audience.*

And starting this year, Gidget fans of all ages have
even more to adore: A Gidget strip, a very special
Gidget strip featuring the best of The New Gidget
starring Caryn Richman and Dean Butler, together
with classic Gidget episodes starring Sally Field.

Even more appealing, this strip is part of a special
barter/cash offer that comes absolutely risk-free!

So before you find yourself out in the cold with just
any comedy, call LBS and get your hands on the one
that's hot. Gidget!

*MNSENOV 87
©LES Cammunications inc 1984
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In markets Iarge and smatl on afﬂlla!es and .theL
‘penderits, i early- and late tringe, ‘HARDCASTLE &

McCORMICK delivers substantzal audience gains:
: 1H.S

Los Angefes/KHJ
San Fraansco/KRON
Seattls/KOMEO
Hartford/WTIC -
Nashville/ WSMY.
New Orleans/WOSU

+ 43%
-.."“. 53..%_..

+100%

8%

HH.SHR % INGREASE - f
NOV'E7vsNOVBE -~

+140%
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Final Edition (continued)

Mulholland calls Planned Parenthood
rap on TV love play ‘grossly unfair’

Television news, which can look like
the heavy when tearing into a politi-
cian, can also emerge as the hero when
controversial groups tear into televi-
sion.

After Planned Parenthood, with the
help of & Lou Harris study, panned the
networks for “‘grossly one-sided” em-
phasis on love play in entertainment
shows, Robert Mulholland, director of
the Television Information Office,
counterattacked.

Mulholland accused the Planned
Parenthood study of “carefully exclud-
ing the dayparts when television net-
works and stations broadcast news,
talk and public affairs—programs that

Robert Mulholland

constantly deal with teenage pregnan-
¢y, birth control, AIDS and sexuality.”

The study, added Mulholland, “fo-
cuses excusively on network entertain-
ment programming, ignoring the syn-
dicated and locally produced programs
on affiliates and independents. Worst
of all, Planned Parenthood exhibits
contempt for television viewers by im-
plying they cannot distinguish between
the romantic fantasy of entertainment
programs and real life.”

The report excludes
dayparts when stations
air programs that

deal with sex issues.

The Planned Parenthood-Harris
analysis was based on one week of day-
time and primetime programming at
the beginning of the new season {Sept.
24-30, 1987). It turned up 65,000 refer-
ences to sexual behavior during net-
work primetime entertainment shows
and found that viewers were “subjected
to an average of 27 scenes per hour de-

Faye Wattleton

picting, discussing or suggesting sexual
behavior on both daytime and prime-
time programming. These included two
references to intercourse, two refer-
ences to deviant or discouraged sexual
practices, nine kisses, five embraces or
hugs and 10 instances of sexual innuen-
do or suggestiveness.”

Based on the average number of
hours Americans watch TV, Hum-
phrey Taylor, president, Louis Harris
and Associates, said the study found

that a typical viewer will observe
14,000 references to sex this season. He
said explicit portrayal of sexual inter-
course showed up for the first time in
web shows studied in the '87-88 season,
and that “Although the performers
were totally covered by a sheet, the ac-
tivity was unmistakable.”

Education? At the same time, the anal-
ysis looked for, but found “virtually no
references to sex education, sexually
transmitted diseases, birth control or
abortion to counterbalance the sexual
content of the TV programs.” Of the
14,000 instances of sexual messages
seen by typical viewers, only about 165

The report raps

the networks for
showing sex play

but no sex information.

are balanced by such information. In
addition, the study claimed, there was
not one commercial and not one PSA
for contraceptive products or services
broadcast during the study’s sample.

Planned Parenthood president Faye
Wattleton said, “Based on this infor-
mation, it is clear that television net-
works are doing us—their viewers—a
great disservice. The programming
continues to show virtually no respon-
sibility in the overly romanticized and
unrealistic portrayal of sex. They bar-
rage us all with sexually explicit pro-
gramming and advertising, yet they are
reluctant to balance all this with con-
structive information about pregnancy
prevention or the consequences of sex-
ual relationships. This is reprehensible
in light of their knowledge of the tre-
mendous human suffering that results
from sexual ignorance.”

MCA promotes
Mort Slakoff

‘Geraldo’ bounces ‘Shriner’ in N.Y.

Chalk one up for Geraldo and one on the downside for The Wil Shriner Show.
Geraldo, first-run talk show from Paramount Pictures domestic syndication
and Tribune Entertainment, took over the Shriner 9 a.m. slot on WNBC-TV
beginning Jan. 25. The Shriner strip was bounced back to the 2 a.m. slot,
replacing Hit Squad and Getting in Touch.

Geraldo had been running in the 10 a.m. slot on WWOR-TV, but was

“released by the station,
and marketing, at Paramount.

" aays Steve Goldman executive vice president, sales

On WWOR-TV, Geraldo was averaging a 2 rating, 9 share, according to the
November Arbitron Metro for New York, about the same as WPIX(TV)’s

Rhoda.

The spokesperson at WNBC notes the major reason for the Shriner move to
2 a.m. was because “it was performing unsatisfactorily.” In the November

Arbitron, Shriner ran third,

Morton A. Slakoff has been promoted
at MCA TV to senior vice president,
creative services. He supervises all ad-
vertising, promotion, press and station
relations for both the off-network and
first-run television divisions of MCA.

The announcement of Slakoff’s ad-
vancement was made jointly by Donald
Menchel, president of MCA TV, and
Shelly Schwab, president of MCA TV
Enterprises.

Slakoff joined MCA in 1981 as vice
president in charge of creative services.
Before that he had a similar title at
Metromedia Television.

(Final Edition
continued on page 31)
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THERE'S SOMETHING IN THE JUNGLE
OF PROGRAMMING. ~

SOMETHING WONDERFUL! =
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SOMETHING WORTH A CLOSER LOOK.

FAMILY FEUD
First-run hall-hour strip

The king of game shows for nine years
comes roaring back in ‘88 stronger than ever
for prime access or early fringe success.

A Mark Goodson Production.

GIDGET
Half-hour strip

A package full of fun and nostalgia featuring a
“totally awesome” mix of THE NEW GIDGET
with Caryn Richman and Dean Butler, plus
classic GIDGET episodes starring Sally Field.

AMERICAN BANDSTAND
Hours

Dick Clark’s legendary series rocks on with TV's
hottest mix of music, comedy, dancing and more!

LIVE EVENT SPECIALS
Prime lime quarterly

How do we top the phenomenal

success of RETURN TO THE TITANIC

(25.7 NTI*1? With three more outstanding

live specials for '88. ¢ S

THE STORY OF ROCK ‘N’ ROLL
Half hours

Personal profiles of the legends and their
music—from the '50s to the "80s—including
rare in-concert footage. Available June '88.

SCARED STRAIGHT!

10 YEARS LATER

Two-hour special

The Academy Award winner and its power-
ful sequel, hosted by Whoopi Goldberg.



www.americanradiohistory.com

N

THE ADVENTURES OF TEDTHE TITANIC

-
America’s favorite talking Teanic artifacts and their B
this popular anmined in this fascinating

L"'URN TO THE TITANIC, ced to

A collection of outstanding tQx T,

one-and-only PETE
ADVENTURES OF ROBIN H( John Rubinstein are an ograms:
compelling docuind son team of super sleuths
BIOGRAPHY, with host jdventure series.

ND FRIENDS

Time for a whole new generatture films
to enjoy this Emmy-winning :age of animated movies,
Meredith Baxx office smash THE CARE -

.l iy (7 ¥
Kriplus other kids’ favorites. 73 /ﬁ%
HARDCASTLE AND '
Hours,

TV'’s most unconventional |
team returns in 67 arres
From Stephen J. Cannel-!
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Final Edition (continued)

What's a radio station to do: keep its
listeners happy or its advertisers?
Maybe there are ways to do both.

Take the case of MARC Advertising
in Pittsburgh, which handles Sears,
Roebuck advertising in 20 regions. But
agency senior vice president, client ser-
vices, Anthony Bucci says he’s run up
against “a serious problem” with radio
stations who limit any one advertiser to
no more than one spot an hour.

As Bucci told station people at the
RAB Managing Sales Conference in
Atlanta, such a policy “shoots holes in
one of radio's greatest strengths: its
ability to deliver messages with enough
frequency to wake listeners up and
bring them down to the store.”

Bucci explains that Sears and other

Does limiting ads
to a spot an hour
undermine radio’s
greatest strength?

retailers need this kind of frequency
particularly for their one-and-two-day
sales events. “The whole purpose of a
sale is to build heavy store traffic. Ra-
dio has the physical power to help us do
this, yet we run smack into a station’s
preordained limited commercial poli-
cy, then RAB wonders why we use less
radio and more television than we’d
really like to. Believe me, we would use
more radio if more radio stations would
let us.”

Fair’s fair. The station answer? Ted
Utz, operations manager at
WMMRI(FM) Philadelphia, explains,
“We run eight commercial units an
hour. When there’s a limitation on
commercial availabilities, it’s the only
fair way. Suppose Sears is running a big
sale, but so is J.C. Penney and K Mart.
Everybody wants to do it at the same

“Retailers can help
by running a variety

of spots offering
a variety of items.”

time: Washington’s Birthday, Mothers
Day, January white sales. Would it be
fair to the other stores if we let only one
of them buy up every spot?”’

Utz concedes frequency is a {ine sell-
ing point for many other stations but
maintains, “On a station like ours the

Agencies bemoan limits on radio spots;
stations point to audience tune-out

“We limit ads
S0 our audience_
will stay with us.”

advertiser really doesn’t need heavy
frequency. Qur average listener stays
with us for 45 minutes. In that 45 min-
utes these listeners are going to hear
that one spot per hour. The reason we
limit our commercials is that we want
our audience to keep staying with us
for 45 minutes and not switch to some
other station.”

In Detroit, Pat Still, program direc-
tor for WRIF(FM) admits it’s “‘tough
to turn down business,” but urges re-
tailers who want to pour on the fre-
quency—say 18 spots inside a 36-hour
presale and sale day time frame—" to
give us six different spots. We wouldn't
play the same record three times in the
same hour. We want the retailers’ busi-
ness, but we have a lot of listeners, and
wewant to keep them with us. If we risk
boring them and turn them off, they
might turn us off and dial in on our
competition. Retailers can help us keep
our listeners interested by running a
variety of spots that offer a variety of
items, and it’s okay if they all close with
the same store logo. We think it’s in the
store’s interest to do so.”

Samuel Goldwyn
puts $10 million
into film pack

Samuel Goldwyn Television has ear-
marked $10 million to acquire films for
syndication during the next eight
months.

The first four films purchased in-
clude The Rosary Murders with Don-
ald Sutherland and Charles Durning;
Keeping Track with Michael Sarrazin
and Margot Kidder; Dark Places with
Joan Collins and Christopher Lee; and
Cold Steel with Brad Davis, Sharon
Stone and Adam Ant.

All the titles will be added to the
company’s November Gold 2 package,
which will be offered at NATPE.

Acquisition program is under the ae-
gis of Lora Fox, director of TV acquisi-
tions, who has been with the company
since last August. Fox is negotiating for
two additional films and expects to
have them at NATPE as well.

Report defends
Nielsen meters
as accurate

Defending the Nielsen people meter
system as more representative of view-
ing than the old household meter/diary
operation, Bozell, Jacobs, Kenyon &
Eckhardt has estimated that only
about a third of the overall 10% house-
hold rating decline was due to the
switch to people meters.

In areport covering a number of peo-
ple meter aspects and written by Steve
Sternberg, vice president and manager
of broadcast research, the agency ar-
gued that CBS was hardest hit by the
conversion to people meters because of
an imbalance in the old sample—an
older, more rural skew—corrected by
the new one.

BJK&E also made the following
points:

B There is no evidence that pav cable
homes in the Nielsen sample-—a higher
proportion than in the U.S. as a
whole—have had any biasing impact
on primetime ratings.

@ “Despite erroneous claims to the
contrary, in-tab rates are higher for
both households and people in the peo-
ple meter sample than in the old NTI/
NAC samples.” Bill Rubens, vice presi-
dent, research, at NBC, who has ad-
dressed the problem of in-tab rates on a
number of occasions, took exception to
this statement when he was queried
about it.

® Itistooearly totell whether button-
pushing fatigue is a major factor in low-
er ratings.

B The fact that diaries show difler-
ences in viewing levels from people me-
ters is no indication that people meters
are not accurate. People meters are
“clearly methodologically superior”™ to
diaries and “are probably just reflect-
ing real viewing trends.”

8 With the younger skew in the people
meter sample compared with the old
sample, it’s to be expected that net-
work viewing would decline compared
with viewing to cable and independent
stations.

Rubens said it was a fact that last
season's people meter sample had low-
er in-tab levels than the diary sample.
Sternberg said he was comparing this
year's people meter sample with last
year's diary sample.

While Rubens raised a question
about comparing in-tab levels with dia-
ries last season and people meters this
season, Sternberg argued that diary
sample in-tab levels had remained level
in the past from one season to the next.
But Rubens maintained that in-tab
rates in the '86-'87 season were below
average.

Television/Radio Age, February 8, 1988
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THE LONG HOT SUMMER

Miniseries

Don Johnson. Cybill Shepherd. Together
they're hotter than hot in this steamy 4-hour
drama. Available june ‘88,

POWERMASTERS ™
First-run half hours

They're Earth’s last hope against evil alien
forces. . .and they’re ready for action in this
explosive weekly animated series for kids.

LBS SPECTRUM
Feature-length films

BONANZA: THE NEXT GENERATION—a
World Premiere—heads the list of six out-
standing motion pictures in this, the only
major movie package with no prior network
or theatrical exposure.

TREASURES OF THE TITANIC

Hour special .

The priceless Titanic artifacts and their
recovery are examined in this fascinating
follow-up to RETURN TO THE TITANIC.

Available April ‘88.

CRAZY LIKE A FOX
Hours

Jack Warden and John Rubinstein are an
unlikely father and son team of super sleuths
in this comedy/adventure series.

CARE BEARS" AND FRIENDS
AT THE MOVIES
$ix 90-minute feature films

A fun-filled package of animated movies,
featuring the box office smash THE CARE
BEARS™ MOVIE plus other kids' favorites.

A e ¥
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Agencies bemoan limits on radio spots;
stations point to audience tune-out

What’s a radio station to do: keep its
listeners happy or its advertisers?
Maybe there are ways to do both.

Take the case of MARC Advertising
in Pittsburgh, which handles Sears,
Roebuck advertising in 20 regions. But
agency senior vice president, client ser-
vices, Anthony Bucci says he’s run up
against “a serious problem” with radio
stations who limit any one advertiser to
no more than one spot an hour.

As Bucci told station people at the
RAB Managing Sales Conference in
Atlanta, such a policy “shoots holes in
one of radio’s greatest strengths: its
ability to deliver messages with enough
frequency to wake listeners up and
bring them down to the store.”

Bucci explains that Sears and other

Does limiting ads
to a spot an hour
undermine radio’s
greatest strength?

retailers need this kind of frequency
particularly for their one-and-two-day
sales events. “The whole purpose of a
sale is to build heavy store traffic. Ra-
dio has the physical power to help us do
this, yet we run smack into a station’s
preordained limited commercial poli-
cy, then RAB wonders why we use less
radio and more television than we’d
really like to. Believe me, we would use
more radio if more radio stations would
let us.”

Fair’s fair. The station answer? Ted
Utz, operations manager at
WMMR(FM) Philadelphia, explains,
“We run eight commercial units an
hour. When there’s a limitation on
commercial availabilities, it’s the only
fair way. Suppose Sears is running a big
sale, but so is J.C. Penney and K Mart.
Everybody wants to do it at the same

“Retatlers can help
by running a variety

of spots offering
a variety of items.”

time: Washington’s Birthday, Mothers
Day, January white sales. Would it be
fair to the other stores if we let only one
of them buy up every spot?”
Utz concedes frequency is a fine sell-
ing point for many other stations but
maintains, “On a station like ours the

“We limit ads

so our audience
will stay with us.”

advertiser really doesn’t need heavy
frequency. Our average listener stays
with us for 45 minutes. In that 45 min-
utes these listeners are going to hear
that one spot per hour. The reason we
limit our commercials is that we want
our audience to keep staying with us
for 45 minutes and not switch to some
other station.”

In Detroit, Pat Still, program direc-
tor for WRIF(FM) admits it’s “tough
to turn down business,” but urges re-
tailers who want to pour on the fre-
quency—say 18 spots inside a 36-hour
presale and sale day time frame—" to
give us six different spots. We wouldn’t
play the same record three times in the
same hour. We want the retailers’ busi-
ness, but we have a lot of listeners, and
we want to keep them with us. If we risk
boring them and turn them off, they
might turn us off and dial in on our
competition. Retailers can help us keep
our listeners interested by running a
variety of spots that offer a variety of
items, and it's okay if they all close with
the same store logo. We think it’s in the
store’s interest to do so.”

Samuel Goldwyn
puts $10 million
into film pack

Samuel Goldwyn Television has ear-
marked $10 million to acquire films for
syndication during the next eight
months.

The first four films purchased in-
clude The Rosary Murders with Don-
ald Sutherland and Charles Durning;
Keeping Track with Michael Sarrazin
and Margot Kidder; Dark Places with
Joan Collins and Christopher Lee; and
Cold Steel with Brad Davis, Sharon
Stone and Adam Ant.

All the titles will be added to the
company’s November Gold 2 package,
which will be offered at NATPE.

Acquisition program is under the ae-
gis of Lora Fox, director of TV acquisi-
tions, who has been with the company
since last August. Fox is negotiating for
two additional films and expects to
have them at NATPE as well.

Report defends
Nielsen meters
as accurate

Defending the Nielsen people meter
system as more representative of view-
ing than the old household meter/diary
operation, Bozell, Jacobs, Kenyon &
Eckhardt has estimated that only
about a third of the overall 10% house-
hold rating decline was due to the
switch to people meters.

In areport covering a number of peo-
ple meter aspects and written by Steve
Sternberg, vice president and manager
of broadcast research, the agency ar-
gued that CBS was hardest hit by the
conversion to people meters because of
an imbalance in the old sample—an
older, more rural skew—corrected by
the new one.

BJK&E also made the following
points:

B There is no evidence that pay cable
homes in the Nielsen sample-—a higher
proportion than in the U.S. as a
whole—have had any biasing impact
on primetime ratings.

B “Despite erroneous claims to the
contrary, in-tab rates are higher for
both households and people in the peo-
ple meter sample than in the old NTI/
NAC samples.” Bill Rubens, vice presi-
dent, research, at NBC, who has ad-
dressed the problem of in-tabratesona
number of occasions, took exception to
this statement when he was queried
about it.

B [tistcoearlyto tell whether button-
pushing fatigue is a major factor in low-
er ratings.

B The fact that diaries show differ-
ences in viewing levels from people me-
ters is no indication that people meters
are not accurate. People meters are
“clearly methodologically superior” to
diaries and “are probably just reflect-
ing real viewing trends.”

B With the younger skew in the people
meter sample compared with the old
sample, it’s to be expected that net-
work viewing would decline compared
with viewing to cable and independent
stations.

Rubens said it was a fact that last
season’s people meter sample had low-
er in-tab levels than the diary sample.
Sternberg said he was comparing this
year’s people meter sample with last
year’s diary sample.

While Rubens raised a question
about comparing in-tab levels with dia-
ries last season and people meters this
season, Sternberg argued that diary
sample in-tab levels had remained level
in the past from one season to the next.
But Rubens maintained that in-tab
rates in the '86-'87 season were below
average.

Television/Radio Age, February 8, 1988
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.News about news...News about news. .. News

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

A cost comparison shows the TV net-
works spend roughly 13 times more per
minute on their news than PBS and
AT&T do to produce their MacNeil-
Lehrer NewsHour. This is used by ex-
ecutive editor and co-anchor Robert
MacNeil in describing the huge dollar
gap executive producer Les Crystal had
to adapt to in moving from the presi-
dency of NBC News.

MacNeil told the New York chapter
of the National Academy of Television
Arts & Sciences that his program costs
an estimated $1,350 per minute of
news, against $17,500 per minute spent
on average by each of the networks. Yet
even more graphic was the picture he
painted of the differences in modus
operandi used to cover the worst of the
shooting in Lebanon.

A friend, he explained, told him CBS
had nine crews in Beirut, ABC had 11,

and he presumed NBC had a compara-
ble number.

“Each crew hoped, by good informa-
tion or good luck or bad luck, to happen
on a piece of violence more exquisite
and picturesque than all the pieces of
violence that had been captured by
their cameras before,” he said. “You
know—lucking out, actually seeing a
shell hit an apartment building full of
civilians.

“Now nine crews are an enormous
expense. Reckon, if we take all the
overhead into consideration: travel, in-
surance, everything else, something
like $10,000 a day for each crew, or
about $100,000 for each network to
keep all those crews there.”

During that same period, said Mac-
Neil, “We ran two pieces a week or so
apart by a Canadian Broadcasting
Corp. correspondent, Ann Medina. She

winds and 25-foot high waves.

where Tur entered the story.

When newsgathering has to wait

Newsman Bob Tur became part of the story he was covering during a raging
Southland storm Sunday night, Jan. 17,

The 27-year-old co-owner of the Los Angeles News Service (see feature, page
78) was flying his helicopter over Redondo Beach, south of Los Angeles, to
cover the destruction wrought on the beachfront community by 50 m.p.h. gale

Instead of shooting video tape and reporting for KNX(AM), the CBS owned
all-news radio station for which he does live reports, Tur responded to a call for
assistance from Redondo Beach fire officials.

They were concerned about the safety of guests at the storm-battered Porto-
fino Inn. Extraordinarily high waves, driven by fierce winds, had totally sur-
rounded the building, collapsing portions of the hotel.

Firemen had assisted guests up to the hotel’s third story roof, and that’s

At his own pergonal risk, he made upwards of 13 trips to the roof to rescue 50
stranded and soggy people. Since Tur was first on the scene and the requested
police assistance hadn't yet arrived, Tur took on the role of rescuer.

Aided by cameraman Byron Alperstein, who guided Tur through the thick
rain by listening to instructions from the ground on a two-way radio, Tur
maneuvered through the darkness to the roof where the people were loaded
onto his seven-passenger Aerospatiale 350B chopper. Then he flew them to a
nearby parking lot, which was also inundated with water from the 25-foot high
waves,

Tur had to fly over some high-tension wires and lamp poles and was aided by
flares and the light from another helicopter. He estimates it took one hour to
rescue the 50 people, and only then did he begin covering the situation.

Tur’s heorics were lauded by the police and earned him major news coverage
in The Los Angeles Times, on ABC-TV News, KABC-TV and the Tom Snyder
ABC Radio Network talk show, among others.

For Tur making the news columns while on assignment is nothing new. In
the past, this former Los Angeles County paramedic has performed emergency
aid including CPR on the street to people who have collapsed while he's been in
the vicinity covering some other event.

‘MacNeil-Lehrer NewsHour’: Where less is much better

is a very good field correspondent for
what we would call documentary re-
portage. Ann Medina was one lady
there, with one producer, one camera-
man and one sound man. And in her
two 15-minute pieces, she provided
more understanding of the violence
and the social consequences and the
political context of it all than all the
network newses over those weeks,

Robert MacNeil

which were largely bang, bang, bang,
then their correspondent standing in
front of the shelled building and rubble
deploring all the violence.”

Thanks guys. In addition to Ann Medi-
na and Les Crystal, MacNeil also salut-
ed AT&T’s support, calling it “unpre-
cedented” in public television. “They
have been with us, literally, through
thin and thin, and the days looked very
thin indeed in the earliest years of our
program.”

Over the last five years, AT&T has
put more than $53 million into News-
Hour, MacNeil said, adding that an-
other $10 million went to advertise the
program.

“In the older commercial world, go-
ing back 20 or 25 years, it could legiti-
mately have been called The AT&T
NewsHour. It really is reminiscent of
those days when large companies un-
derwrote or supported programs on
television.”

He added that between 40% and 456%
of the cost of The MacNeil-Lehrer
NewsHour is not provided by AT&T,
but by public TV stations that pay in-
dividually for it and by the Corporation
for Public Broadcasting. ‘“‘But without
AT&T the public television system
could not afford this program. AT&T’s
willingness to stick its neck out has
really been remarkable.”
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THOSE UNFORGETTABLE YEARS

GOLDEN

oy /{9

tail fins, rum and

years. It focuses
on a group of

coke, and Nat King T teenagers who lose

Cole. Circular skirts, 10-hour mini-series their innocence

bobby socks and brylcreemed hair. as they try to realize their dreams.

Remember? Those were the Fifties. It brings back the style, the

A time of big fancy cars, graduation fashions, the music, and above all,

balls, and clothes with a style the tentative feelings of young

all their own. love, which made those years golden
‘Golden Years’ is a romantic years and make ‘Golden Years’ such

journey of nostalgia through those an unforgettable mini-series.

Pz= =

®

NETWORK-BRAZIL
Rio de Janeiro - Rua Jardim Boténico, 266 - Sala 406 - Telephone: 286-7747 - Telex: (021) 31656 Tvgb Br

London - 14 /15 Stratford Place - W 1N 9AF - Telephone: (01) 409-1712 - Telex: 296082 Globom G
Paris - 33, Rue Galilée -75116 Paris - Telephone: (01) 4723-7224 - Telex: 620615 Iena A-F

L www_americanradiohistorv com

WO
S

o


www.americanradiohistory.com

e *"W’i‘

s “These slightly fractured but never completely Grimm
tales...give a hip, witty twist...to storybook classics.”

TIME MAGAZINE

A \ A A \

A A P - -7

GOLDEN ACE AWARD
EXCELLENCE IN PROGRAMMING

\ TELEVISION CRITICS AWARD
: QUTSTANDING ACHIEVEMENT

GEORGE FOSTER PEABODY
BROADCASTING AWARD

bt A A o e
... 60 delightful moments!” PEOPLE MAGAZINE

“ .. Faerie Tale Theatre...has the magic touch!” TV GUIDE

THE PRINCESS WHO HAD THE TALE OF THE FROG RAPUNZEL
NEVER LAUGHED PRINCE |EFF BRIDGES
ELLEN BARKIN ROBIN WILLIAMS SHELLEY DUVALL
HOWARD HESSEMAN TER! GARR GENA ROWLANDS
HOWIE MANDEL RENE AUBERJONOIS

LITTLE RED,
RIDING HOOD
MALCOLM McDOWELL
MARY STEENBURGEN

=
| HELEN MIRREN

8 TREAT WILLIAMS
KAREN BLACK
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“...This award-winning series deserves all the tribute
it can get...A remarkable achievement!”

NEW YORK TIMES

A \ A
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PARENTS CHOICE AWARD
PARENT’S CHOICE FOUNDATION

OUTSTANDING ACHIEVEMENT AWARD
ATLANTA FILM AND VIDEO FESTIVAL

. . . AND MANY MORE!

ot e g g ~
LIVE HAPPILY EVER AFTER
WITE 26 DELICGHTEUL HOURS
e

SEPTEMBER 1988

|
D TELEVISION ENTERTAINMENT PRESENTS
PUS PRODUCTION IN ASSOCIATION WITH LION'S GATE FILMS

THE THREE
LITTLE FIGS
BILLY CRYSTAL

JEFF GOLDBLLM

VALERIE PERRINE

Distributed by

1HE SILVERBACH-LAZARUS crour

LOS ANGELES NEW YORK CHICAGO
213/552-2660 212/370-9130  312/280-5130

AT NATPE = HOUSTON « BOOTH 911
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Sidelights

Car dealers that needed to establish
their identities and those who already
had were among those driving off with
the awards at the 12th annual Televi-
sion Bureau of Advertising/National
Automobile Dealers Association Com-
mercial Competition. Awards were pre-
sented at the NADA annual conven-
tion at San Francisco’s Civic Auditori-
um.

A well-established dealer took the
honors for markets one through 50.
Jack Safro Toyota, the Number 1 new
car dealership in the Milwaukee area
and the Number 2 Toyota dealer in the
state, celebrated its 20th anniversary
with a one-minute commercial featur-
ing an actual customer who had bought
Toyotas from the firm for two decades.
It focused on how this customer and his
family had grown along with the deal-
ership.

“We want to sell our customers more
than one car,” says Jack Safro, presi-
dent. “We want that customer to be
ours forever, and that’s the way we

Car dealers drive home with TV success

treat them. A year-around advertiser,
Safro puts about 80% of his budget into
TV.

Newcomer. In Illinois, it was a whole
different story for Decatur Dodge,
where Bob Brady, who achieved his
ambition to be a dealer by the age of
30—at 29, had just opened his fran-
chise. He commissioned Pace Advertis-
ing to build an image, asking for quality
spots with some humor in them.

The spots were set to the theme mu-
sic from The Brady Bunch TV show
and featured Brady and his managers
on camera along with a jingle written
by Patrick Kearney of Pace. The spot
was produced WAND-TV Springfield-
Decatur-Champaign. “Kids love it,”
Brady adds. “If you get the kids liking a
commercial, then the parents get invol-
ved.” Approximately half of the dealer-
ship’s advertising funds are being
spent on TV. Decatur Dodge won in the
TV markets 51-100 category.

Customer satisfaction was the em-

I One big reason why the NWA has a..

43% female comp

No wonder more young women waich NWA Wresrlmg/
U A16'7° 275 Ibs., Lex Luger, aka “The Total Package™ — is the future of professional wrestling!

Of the top ten
syndicated shows NWA Wrestling enjoys...

#1 teen comp!

#2 12-34 comp!

#2 18-49 comp!

<1988 JCP, Dallas: TX. "NSS Packel Piece 41h O 1987 avg.

 ActionGihediaGroup

Nawonal Time Sales & Promolion:
{212) 207-8355

NIRRT A\
uﬂ&&Wﬁd“

THE WRENTLING MNETWORSK
Station Clearance"
Nancy Dixen
[212)724-2776

phasis for Williams/Wilson Automo-
biles, Eugene, Ore., winner in the TV
markets 101-plus category. The award-
winning commercial showed people
working together and emphasized an
evolving organization in human com-
mitment and excellence, particularly in
the area of customer satisfaction.

Produced at KEZI-TV Eugene, the
commercial shows sketches of Wil-
liams/Wilson people, combined with
footage of the same employees in every-
day situations with customers. The
dealer won in its category for the sec-
ond year in arow and devotes some 40%
of its advertising budget to TV.

Associations, Meanwhile, the dealer
association winner in markets one
through 50 had a special problem to
address. It seemed that the Pontiac
Grand Am, introduced in 1985, was a
hot-selling car everywhere but in
southern California. Research con-
ducted in the area revealed, according
to Tim Kelling, W. B. Doner & Co. vice
president and director of its Kelling/
Murley Automotive Division (agency
for the association), that “people in
southern California just were not aware
the car existed. It didn’t have an
image.”

“We had an image car that we could
get in quantity, that was in the right
price range and we felt had enough
style, that if we could get it noticed
would be an excellent car for the mar-
ket,” says Paul Robb, association ad-
vertising chairman and president of
Prestige Pontiac, Van Nuys. A cam-
paign centered on TV commercials—
approximately two-thirds of the adver-
tising budget—supported by maga-
zines, radio and billboards, was
launched on behalf of the 30 dealers.
The campaign apparently gave the car
an image. “The Grand Am is now the
best selling Pontiac car in the market,”
Robb reports.

Heart of Michigan Olds Dealers saw
its new agency The Berline Group, cre-
ate a commercial meant for longevity.
The focus of the basic spot is a slot
machine, used to convey the message,
“Don’t gamble.” The format, allows for
insertion of different messages in the
middle of the commercial during the
year, allowing a focus on specific pro-
motions.

The award-winning commercial has
been consistently updated since its
premiere in the spring of 1987. “We
wanted to do things that were interrup-
tive so people would have greater re-
call,” says agency president Jim Ber-
line. He says TV, representing some
60% of the association’s ad budget, is
the element that pulls the campaign
together. The association won in the
TV markets 51-100 category.
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W stations.

In markets 101-plus, the objective of
the winning commercial was an identi-
ty for the dealers and the area in which
they sell trucks. GMC Trail Blazin’
Truckers, Rockford, 111., a four-dealer
group, had a 60-second commercial de-

veloped by agency Hughes-Ruch Ad-
{ vertising of Milwaukee.
It not only met the goal of the dealers
J but showed their GMC vehicles in ev-
d eryday uses around the Rockford area,
| with many local people featured in the
spot.

The commercial, which shows a mul-
titude of different uses for the trucks, is
scored with an original jingle, “This Is
the Land for GMC,” developed by
Hughes-Ruch for two other GMC truck
dealer associations in Wisconsin, al-
though in each instance, the TV com-
mercial footage is entirely localized in
casting and environment. The tech-
nique, agency president Will Ruch ex-
plains, enables a group of dealers to
produce high quality commercials
while sharing the costs.

{Free news isn’t popular news

d News “freebies” aren’t getting many
takers, according to an organization
i that charges for what it sends to the

4 Sun World Satellite News, Washing-
il ton-based TV news bureau, reports it
#has commissioned a national study
i showing that just 13% of all news man-
agers surveyed used handout news vid-
eo once a week, and more than two-
| thirds of all news managers used hand-
out video seldom or never.
| “News directors say they cannot be
sure that the material they get from
fivideo news releases is unbiased,” says
| Cynthia Neu, president of Sun World.

also reportedly critical of many video
news releases, pointing to poor video
quality and a slanted writing style and
point of view.

Neu says, “The video news release
industry has grown into a multimillion-
dollar business. It is clear from this
study that even though businesses are
spending a sizable amount of money to
provide television stations with materi-
al, little of it is used by the stations.

The study shows usage of the hand-
out material by frequency is as follows:
daily, 0%; three times a week, 3%; once
a week, 10%; once every other week,

other month, 4%; seldom, 39%; never,
22%.

The study was co-designed and ad-
ministered by McHugh and Hoffman,
Fairfax, Va., and MIRA Corp., East
Lansing, Mich. The question guide was
mailed to 1,200 news directors and as-
signment editors throughout the U.S.

Hispanic TV spots

Hispanic-Videotek, a quarterly survey
and content analysis of all Spanish-
language TV commercials aired on
Mexican national networks, has been
introduced by Market Development,
In¢., San Diego. This is available in 3;-
inch videotape cassettes, roughly 45
minutes to an hour in length. The mar-
keter selects from eight different cate-
gories and gets a video tape of the cate-
gory as well as a content analysis of the
communication elements that drive the
category.

Hispanic-Videotek was designed to
enhance American marketers’ aware-
ness of their communication needs in
Spanish in far more detail and objectiv-
ity than was possible until now, says
Loretta Adams, president of MDI.
Thus, with the help of their Spanish
advertising agency, she says, they can

“The news managers we surveyed are
fvery careful to screen such VNRs, and

10%; once a month, 12%; once every reach U.S. Hispanics more effectively.

Mthey are on the lookout for stories that
# present a one-sided point of view. Most

ivideo news releases are not used be-
A cause of bias.

“The only real area of interest is for
material provided by the various politi-
cal candidates. Most often the material
comes in the form of a live satellite
#videoconference so that the local news-
flcaster can ask questions of the candi-
fidates.

GORG

PRECIOUS

Gorgeous " Jimmy Garvn and Precious, his valet,

Srars of the Nahonal Wresthng Aitance.
= . 59
"4 A g
S Vo '
L)

Careful. The study shows that even in
Ithe area of political coverage, most sta-
itions are careful to point out to viewers
that the video was provided by the can-
didate. Even then, many news directors

Of the top ten
syndicated shows NWA Wrestling enjoys...

#1 teen comp!

in the study say these “freebies” are -
iused only as a last resort to cover a #212-34 comp! | - ' i
story of interest to their viewers. - ke . -

“Sun World Satellite News has great #2 18-49 comp! \ i"'_ i i\ i
interest in the impact of these free vid- b . i ' 4
eo feeds,” says Neu. “Our television cli-

lents want the journalistic integrity that A ’

flonly an independent news bureau can

' provide them. The integrity is lost, in

many cases, when the news material is : :

icontrolled by a candidate, lobbying ¢ 0{2’:2%22%24 4

igroup or political party.” (2122078355 1

| News directors also say they are del- e e - s at
ged with video news releases and free ISR QE’””*’/’;‘.,\ visit ubooth

\video opportunities. In many cases, the P TMt Y NATPE 0!

inews department is unable, because of The wremTUNG RETWORK #3390

(staffing or technical capabilities, to e oo

ownlink and monitor the material as
it is fed via satellite. News directors are

(212) 724-2776
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February 8-13

MAJOR BROADCAST MEETINGS,
SEMINARS AND CONVENTIONS

1988

International Television Film & Video Programme Market,

Monte Carlo
Television/Radio Age International February Issue

February 25-29 NATPE International

George Brown Convention Center, Houston
February 22, 1988 issue

April 9-12 NAB, Las Vegas Convention Center
April 4, 1988 Issue
April 10-12 Cabletelevision Advertising Bureau Conference,
Waldorf-Astoria, N.Y.
April 4, 1988 |ssue
April 17-20 Broadcasting Financial Management Association,
Hyatt Regency, New Orleans
April 18, 1988 Issue
April 28-May 3 MIP-TV, Cannes
Television/Radio Age International April Issue
April 30-May 3 NCTA, Los Angeles Convention Center
April 18, 1988 Issue
May 11-18 Annual Golden Rose of Montreux
Festival, Palais des Congres, Montreux
May 2, 1987 Issue
June 5-11 Banff Television Festival, Banff, Canada
May 30, 1988 Issue
June 8-12 BPME, Bonaventure, Los Angeles
May 30, 1988 Issue
September 14-17 NAB Radio '88, Washington

October 14-18

October 17-19

October 25-28

September 5, 1988 Issue
MIPCOM Cannes
Television/Radio Age International October Issue
Television Bureau of Advertising Annual Meeting,
Las Vegas
October 17, 1988 Issue
Community Broadcasters Association,
Caesar’s Palace, Las Vegas
October 17, 1988 Issue

* Television/Radio Age will have coverage and bonus distribution at these meetings.

Television/Radio Age February 8, 1988
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Wheel of For
No.1in 188 m;

No. 1 again this season.
No. 1 an unprecedented five consecutive seasons.
The Big Wheel keeps on rolling over the
competition, gaining momentum as it dominates
market after market, season after season.
“Wheel of Fortune” is good news for the
future...unless you try to program against it.

WHEEL &Ff
FORTUNE

A firm go for the
1990-1991 and 1991-1992 seasons.

Prondieet by

MERV GRIFFIN

EEEEEEEEEEE
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ardy!

0.l 1Y m

How do you follow the highest-rated show in
the history of syndication? With “jeopardy!
the second highest-rated show ever.

The latest Cassandras show “Jeopardy!" is still
adominant No. 2. So if youre plamung awinning
schedule in the 905, you can lock “Jeopardy!”
up now, Or you can be locked out in your market.

JEAPARDY

A firm go for the
1990-1991 and 19911992 seasons.

MERV GRIFFIN

EEEEEEEEEEEE
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The Oprah W
No.1in162m

No. 1 talk show in syndication.
No. 3 show in syndication overall.

It took less than one season for “The Oprah
Winfrey” show to become the most talked about
talk show onTV, And the most watched talk
show in syndication.

When Oprah talks, its straight from the heart.
And people everywhere are listening, Thats why
theres never been another show quite like Oprah’s.

WLSTV CHICAGO
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The numbers
speak for themselves.
WHEEL OF FORTUNE
JEOPARDY'!

THE OPRAH
WINFREY SHOW

Still going strong,
still dominating first-run
syndication, year after year.

KINGWORLD .

New York « Los Angeles « Chicago « Dallas = Atlanta « New Jersey
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TV Business Barometer

Spot up 2.5%
in December

Yes, the year ended for spot TV
not with a bang, but a whimper.
¢ December was not the lowest
monthly percentage increase for
the year, but it wasn’t far away
from that.

December spot time sales were
up a very modest 2.5% down from
the 6.3% rise in November, which
some reps originally thought sig-
naled a rising trend leading into
the Olympics/election promised
land.
| The 2.5 % rise was not a shocker,
| lhowever, considering the slow-biz
{ispot TV environment during 1987.
IThere were five other months last
year that came in at that level or
less.

|Seasonal decline

{Spot billings in December reached
i$462.4 million, as against $451.1

million in December 1986. The lat-
Jest figure compared with the hefty

i e o R R -t R T

—

National spot +2.5%
(millions)
1986: $451.1 1987: $462.4

‘Changes by annual station revenue

Under $7 million ......... +9.1%
"\ $7-15million ........... +0.4%
L $15millionup ............ +2.2%

-

N Y

$576.0 million scored last Novem-
her. A good part of the drop from
November was seasonal, of course,
and, in addition, November was a
five-week Standard Broadcast
Month (SBM), while December
was a four-week SBM (as noted
previously, SBM factors tend to
affect the smaller stations mostly).

The December billings brought
the total for the year to $5,784.3
million, compared with $5,122.5
million for 1986. That represents a
rise of 3.8%.

Total billings for the final quar-
ter of last year came to $1,535.8
million, as against $1,484.3 million
the year before. The difference
was 3.5%.

The fourth quarter increase was
identical to that of the first quar-
ter and fell in between the in-
creases for the second and third
quarters. The second quarter
showed an increase of 5.6%, while
the third quarter was up only
2.2%.

As for performance among the
three station revenue brackets, the
smaller stations (under $7 million
in annual revenue) again showed

the biggest percentage increase.
The larger stations (over $15 mil-
lion) came in second.

December was the ninth month
in which the smaller stations
ranked first (or tied for first) in
percentage increases. They were
second twice and third once. The
medium-size outlets were in first
place twice, in second place five
times and in third place five times.
As for the larger television sta-
tions, their record was similar to
that of the medium-size outlets: in
first place once, in second place
four times and in third place six
times,

January no augury

January is being watched carefully
for any augury of how much im-
pact the Olympics/election will
have on spot billings. However, a
review of past years’ TV Business
Barometer figures indicates that
January is not a reliable indicator
of how the rest of the year will do.
In 1984, spot time sales in January
were up 9.2%; the Barometer in-
crease for the year was up 12.0%.
In 1980, January was up 18.6%,
while the figure for the year was
up 13.9%.

December

Network (millions $)
£ $640
g 600

e
r
I
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The Gaylord Broadcasting stations

KTVT KHTV  KSTW  WUAB WVTV

Deillers 1t Wearth HHetistoni Seetl e Cleveland Miltcenkee

have just crossed over into-
- THE |
T wWIlLIGHT

New once-a-week episodes available for Fall '88.
94 half-hours available Fall "89.

A CBS Broadcast International Production
in association with London Films and Atlantis Films
Distributed by

L A :
A A .‘. ,'.. v :
i ‘ \};}\}} C’ rﬂg(f(e_ I H
‘»»»;J . c«««‘-

MGM/UA TELECOMMUNICATIONS. INC.
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nternational Report

Bingham says Columbia’s new
structure favors ‘international outlook’

Not only has Nicholas Bingham come
through the recent Columbia Pictures
turmoil unscathed, but he has emerged
as the company’s new president of in-
ternational television, living in Lon-
don. “It’s no more inconvenient to run
an international operation from Lon-
don than from L.A.,” comments Bing-
ham. “Although it’s a departure from
past practices, I persuaded my superi-
ors to let me stay here.

“Columbia is an enlighted company
and understands the value of being in
London; it’s a reflection of the impor-
tance and volatility of Europe. Our big-
gest percentage of business is here.”

Bingham has some big shoes to fill,
having succeeded Brian McGrath who
was forced out in the reorganization.

Bingham’s immediate aim is to see
that sales continue to grow in Europe
and also to increase them throughout
his vast domain, which includes every-
where outside the U.S.

*“I guess I will spend more time on
planes to South America, Australia and
Japan, says Bingham.

Although Bingham says that the
television sales division was far less af-

“Until now we

have been selling

all American products,
none designed with
international tastes

in mind.”

fected by the upheavals than other ar-
eas of Columbia, he acknowledges that
some of the insecurity which permeat-
ed the company certainly rubbed off on
the international operation. He be-
lieves, however, that Columbia has now
passed that point.

New structure. Bingham also is
pleased with the new management

“Columbia is not

in the business

of the big hype.

We are a

low-key operation.”

structure, which engenders closer co-
operation with Columbia’s domestic
arm. His immediate boss, executive
vice president Arnold Messer, also is
Columbia’s domestic television chief’s
superior.

“Until now,” Bingham explains, “we
have been selling all American prod-
ucts, none of which were designed with
international tastes in mind. Now that
we are both reporting to the same per-
son there always is the possibility that
an international outlook might rub off
on the production people.”

Bingham has been Columbia Pic-
tures’ International Television vice
president, European operations, since
joining the organization close to three
years ago. Before that he was a Thorn
EMI Screen Entertainment director
after setting up and managing Thorn’s
worldwide videocassette operations.

On the question of the competing in-
terests of video and television, Bing-
ham sees them as two parallel business-
es moving along similar paths which
occasionally can create some complica-
tions. “We are in a period of transi-
tion,” he says, joking that with all the
windows and different conditions in-
volved, “we might see the day in which
television sales in France could be de-
termined by video releases in Finland.”

In his own area, however, he works
closely with his associates who handle
video to see that any problems are min-
imal.

“When I was deeply involved in vid-
eo I used to scream a great deal and the
video rental people used to scream a
great deal whenever an item they were

EBU wants more ‘knockout’

Several European Broadcasting Union members are bending together to re-
launch the one-time popular game show It’s a Knockout for broadcast next

summmer.

While the original programs, which have been off the air for several years,
concentrated on physical dexterity, producers of the new series say they have
reformatted the show and will place emphasis on both humor and physical

ability.

Participating countries will each provide a team of 10 contestants and a male

and female captain.

handling was on television.”

In retrospect, he is skeptical that any
real damage is caused by TV plays.
“Many people who want to record a
show, either push the wrong button or
forget and then they go out and buy or
rent the video anyway. An hour-and-a-
half of free advertising is worth a lot.”

Traditional clients. Bingham is more
concerned about some of his tradition-
al clients who are encumbered by a bu-
reaucracy which makes decision-mak-
ing a slow and tedious process. Al-
though eventually he believes that all
buying will become more sophisticated,
at the moment many of the new media
people are doing the most research and
demonstrating the greatest awareness
of their requirements.

Unlike a number of his colleagues in
the field, though, Bingham does not en-
dorse the theory that selling in Europe
is all a bed of roses.

“KEuropean TV comes in fits and
starts,”” he says. Neither does he believe
those companies which tend to bally-
hoo every sale are doing their clients a
valuable service. “How would you like
to read that you just paid more money
than anyone else for a specific show?,”
he asks.

“Columbia,” he emphasizes, “is not
part of the business of big hype. We are
a low-key operation.” That comment
might quietly lead one to note that, al-
though Bingham will oversee all of Co-
lumbia’s international television, ca-
ble, satellite and joint venture televi-
sion activities, Televentures—a joint
venture among Tri-Star Pictures, Ste-
phen J. Cannell Productions and Witt/
Thomas/Harris Production—will con-
tinue to operate independently.

U.S. network
on the prowl
for foreign TV

A new U.S. television network is look-
ing for good foreign programming. It
will even run non-English speaking
programs.

The International Television Net-
work (ITN) has been operated on a
shoestring budget by the Simmons
family out of Salt Lake City for a few
years. It's just been taken over by
World Television, a newly formed pub-
lic company based in New York.

The foreign-language network
claims to reach nearly 22-million
households, including six million ca-
bled homes and is affiliated with TV
stations in the top 10 markets in the
U.s. :

(International Report
continued on page 51)

—
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Ratings war heating up in France
over people meters (So what’s new?)

Everybody sighed with relief when it
was announced last December that
AGB would set up a people-meter sys-
tem in France. At long last, the reliable
ratings that advertisers and agencies
have been seeking for years seemed at
hand. But another totally separate sys-
tem, proposed by Médiamétrie, is stilt
on the boards for 1988. And Nielsen,
far from giving up the fight, plans to
expand its present panel, and equip it
with people meters. The television in-
dustry wanted people meters, but they
may get more than they can use, or
afford.

CESP (Centre d'Etudes des Sup-
ports de Publicité), a tripartite trade
group representing advertising agen-
cies, advertisers and broadcasters, de-
cided to contract with AGB for the in-
stallation of 1,000 people meters in
France. At the same time, Médiamé-
trie, a privately-owned company, de-
cided to go ahead with its own plans for
people meters.

Starting in January 1988 Médiamé-
trie plans to install 200 people-meters a
month, reaching a sample size of 1,500
by the third quarter 1988. The first
1,000 will be operated by Sécodip, Mé-
diamétrie’s usual subcontractor. Mé-
diamétrie will soon solicit bids for the
remaining 500.

And now Nielsen, working with
French polling company Sofrés, has an-
nounced that it will have a broadened
panel of 500 people meters in place by
the end of April. How these three com-
panies will compete, or forge alliances,
remains to be seen.

Who pays? Meanwhile, who is going to
pay for this triple-decker system? For
the moment those in jeopardy are TF-
1, A-2 and FR-3, which are Médiamé-
trie’s main shareholders, as well as

members of CESP.

The other broadcasters, (Canal Plus,
La-5, M-6) aren’t linked to Médiamé-
trie, which grew out of the former pub-
lic-service system. CESP and Média-
métrie tried to reach an agreement ona
joint system in which both would have
a part.

According to a CESP spokeswoman,
CESP proposed that Médiamétrie han-
dle the daily management, while CESP
would maintain overall control. Ac-
cording to CESP, this was unaccept-
able to Médiamétrie.

On the other side, Médiamétrie says
that at CESP’s urging, Médiamétrie
says that at CESP’s urging, Médiamé-
trie recently offered to open 20% of its
capital to new partners in an attempt
to draw in the remaining broadcasters
and above all representatives of adver-
tising agencies. For the moment they
haven’t responded.

The CESP/AGB tandem hopes to
bring out its audience measurements in
September 1988, with 1,000 units in op-
eration.

Sorry, David

David Plowright, Granada Television
chairman, was incorrectly identified as
a nonprogrammer in comments attrib-
uted to Vivien Wallace, the organiza-
tion's International chief executive
(TV/RADIO AGE, January 11, 1988
and in our February International is-
sue.)

Wallace, in fact, was referring to
managing director, Andrew Quinn, in
her comments dealing with the com-
pany’s first nonprogramming head.
Plowright has a long and distinguished
programming career before becoming
chairman.

ITN to supply British Satellite

At presstime it appeared certain that Independent Television News and Brit-
ish Satellite Broadcasting would reach agreement on plans for ITN to supply
between eight and 10 hours of daily current events programming.

ITN was associated with BSB's original bid to obtain the U.K.’s first direct
broadcast satellite franchise. BSB will provide four separate services on three

channels when it launches late next year.

Bob Hunter, BSB head of “NOW," as the current affairs channel is known,
told TV/RADIO AGE that the two sides essentially had agreed on costs,
estimated at about $18 million annually and were discussing content. “We
don’t want a duplication of ITN stories already being shot for commercial
television,” said Hunter, who recently joined BSB from ITN,

BSB forced a showdown on negotiations a few weeks ago by threatening to
break off talks unless ITN signed a deal by February 1. Although there is some
question whether either of the parties actually took the ultimatium seriously, it
clearly did help to end months of negotiations.

Granada, Central
production units
get all fired up

Two new U.K. production arms have
been formed—one by the Granada
Group, which generally was anticipat-
ed, and the other by Central Televi-
sion, which comes as a surprise.

Granada Film Productions (GFP)
plans to underwrite about 30% each of
between four to six films annually, In-
dividual films will be budgeted at
about $3.6 million.

Although GFP has no plans to estab-
lish a large unit to oversee the films, it
does want to offer technical and cre-
ative assistance. Two films are in the
pre-production stage: The Tree of
Hands, starring Lauren Bacall; and
Joyriders, a contemporary story set in
Ireland. Two others are being devel-
oped for 1988.

Central Television has set up an in-
house production company, which in
addition to producing material for
Central Television, will also commis-
sion and supervise theatricals.

The formation of the new Central or-
ganization comes just three months af-
ter the $11.3 million sale of its former
subsidiary, Zenith Productions, to
Carlton Communications. At the time,
it was explained, Zenith did not qualify
as an independent production compa-
ny.
U.K. television companies are work-
ing toward programming about one-
quarter of their time with items pro-
duced by independents. Now Central
says it is on target toward the indepen-
dent goal and accepts that any material
produced by the new company will not
count as coming from an independent.
Central officials would not comment on
how much money the new group will
spend.

Cable, satellite
market in London

More than 100 companies are expected
to exhibit their wares and sell their ser-
vices at Cable & Sateilite 88 held in
London, February 25-28.

The exhibition, inaugurated last
year, is designed to attract Europeans
involved in the field. During the first
two days it will be accompanied by
seminars featuring leading cable and
satellite experts.

Organizers say there has been an in-
crease in the number of firms taking
stands this year. Emphasis is expected
to be placed on new technological de-

velopments. J
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it show is now available nationally!

Being married to your work has its advantages.

Good Company has a point of view .. . His and Hers.
It’s Steve Edelman and Sharon Anderson. T
and a great television show. & Steve and Sharon continually captivate

eV Ve .L-‘,: W ETedal MArriage

viewers with their wit, charm, curiosity, sensitivity, spontaneity—and the
special bond between them. ¢ The result: Good Company dominates

the 3-4 pm scene m Minneapolis-St. Paul with a 35 household share

vwood Squares,

More than the next two stations combined! Beats Hol
Newlywed Game and Magnum P.L, just as it has

topped Peoples Court, Jeopardy, Wheel of Fortune
and many others over the past six vears

¢ Good Company captures a staggering

61 share ot Women 18-49 and 25-34!

¢ Come ‘ac]ﬁ:a'rﬂh'i: Good ( ompany

goes into syndication. Joming the

ranks ot Oprah, Donahue,

PM Muagazine, Mike Douglas

_md The || Ln‘.lj._:i_; shows th i
jumped from local hits to OOd
national sensations.

between talent and viewers,
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Cable Report

The year according to HBO

The year 1987 has come and gone, and Home Box Of-
fice Inc. is boasting that its subscriber base went over
the 21 million mark on its three services—HBO, Cin-
emax and Festival. HBO wound up 1987 with 15.9
million subscribers, up from 15 million the previous
year, while Cinemax closed the year with 5.1 million,
up from 4.1 million the year before. As to Festival,
which was launched in June, it’s now in more than 50
cable systems.

Michael Fuchs, chairman of HBO, says the gain in
its services was aided by the growth of cable, which,
according to Paul Kagan Associates, grew in basic
subscribers from 39.2 million to 42.9 million. Fuchs
points out that 1987 was the year that cable penetrat-
ed more than 50% of the U.S. households and notes
that 1987 may become known as the year that cable
came of age.

Fuchs, in addition, points to promotion as affecting
the healthy expansion of the industry. Cable systems
are becoming more promotion-minded, he notes.
“Qur joint seasonal marketing promotions with cable
operators have grown enormously in terms of the
number of TV households reached and the number of
participating systems since their inception in 1985.”

Fuchs adds that operators participating in all three
of 1987’s seasonal campaigns enjoyed an average an-
nual gain rate of nearly 5% in HBO subscriptions as
well as benefits of the campaign’s aggressive basic ca-
ble sell. One of HBO’s campaigns, “Winter Heat
Wave ’88,” will continue the patterns of previous
drives, he notes, expanding the reach to more than
93% of TV households accessed by direct mail and
media promotions which carry the basic cable, HBO
and Cinemax messages. The “Summer of ’88” cam-
paign will also include HBO’s new million-$10 mil-
lion co-op program, which will provide further sup-
port for specific affiliates’ local promotions,

Disney: 13 for Olympics

The Disney Channel is celebrating this Olympic year
with 13 specially-themed programs which run
through March 1989,

All the programs will be promoted under the ban-
ner An Olympic Year on the Disney Channel.

Bud Greenspan, the Emmy award-winning film-
maker and sports historian, is playing a major role in
providing films for the channel. Fifteen five-minute
vignettes profiling special Winter Olympic perfor-
mances have already aired under the title Bud
Greenspan’s Winter Olympic Greats. Greenspan’s
five-hour official film of the 1984 Summer Olympics
in Los Angeles, 16 Days Of Glory, has been airing in
January on consecutive Tuesdays. Additionally, a
half-hour compilation of previous segments, Bud
Greenspan’s Winter Olympic Greats, has aired.

This is the breakdown of all the Olympic program-
ming;

This spring:

B Premiere of Greenspan's Summer Olympics
Greats, a series of 60 five-minute vignettes and four
30-minute specials profiling extraordinary summer
Olympics athletes

B Premiere of The First Olympics, a five-hour se-
ries based on the first modern Olympiad held in Ath-
ens in 1896

B The Jesse Owens Story, starring Dorian Har-
wood as the 1936 gold medal winner who shocked
Hitler by beating all competitors in the sprint races
to break the Nazi mold of a superior Aryan race

B Running Brave, starring Robby Benson as the
American Indian distance runner, Billy Mills

This summer:

B Premiere of Greenspan’s America At the Olym-
pics, a two-hour documentary featuring nine former
U.S. Olympic gold medal winners returning to the
sites of their victories

B Premiere of Greenspan’s An Olympic Dream,
one-hour special profiling young teenage athletes
from five continents training for this year’s summer
games

B Nadia, the story of the young Romanian gym-
nast who captured several gold medals at the 1976
games

B Here Comes Sam ... The Making Of An Olym-
pic Symbol, a 60-minute special about the creation of
the mascot for the 1984 summer games

This fall:

m Premiere of an updated version of An Olympic
Dream, showcasing how the top athletes fared in this
summer’s games

March of 1989:

B The U.S. TV premiere of Greenspan’s official
film of the 1988 Winter Olympics at Calgary, Canada
Bruce Rider, programming vice president for the

channel, notes the Greenspan films “assures us a
steady, exclusive supply of dramatic, inspiring pro-
grams that appeal to all ages.”

Cable satisfaction plumbed

If the customer is always right, as the saying goes,
then most people are at least somewhat satisfied with
the various aspects of their cable subscription. That’s
according to a survey undertaken recently by the
Barna Research Group, Glendale, Calif., to determine
just how satisfied the customer is with cable TV.

Highlights show that four of 10 people (39%) de-
scribed themselves as “very satisfied” with the selec-
tion of pay and basic cable channels that their local
cable company provides. Another 42% said they were
“somewhat satisfied’ with that selection, while only
13% were “not too satisfied,” and 5% felt “not at all
satisfied.”

Seven of 10 cable subscribers (71%) said there were
no pay or music channels not currently available to
them that they wished their local operator would of-
fer. Respondents with only basic service were more
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Barna, head of Barna, was consumer ignorance of
program alternatives.

Confirming this point of view, he says is that the
survey found that although there were a number of
people who wanted cable channels not currently
available to them, no particular channel stood out as
being desired, but not provided. No channel or ser-
vice was mentioned by more than 2% of the cable
subscribers as a service they wanted, but which their
cable operator did not make available.

The survey also found that cable subscribers tend-
ed to be happier with the variety of programming
provided by basic cable than with the variety avail-
iable through pay or premium channels. While 38% of
tall subscribers were “very satisfied” with the variety
on basic cable, only 22% were “‘very sat-
isfied” with the programming variety on pay services.

Among basic-only subscribers, 42% were “very sa-
tisfied” with the variety, and 21% felt that way about
pay services. Among pay subscribers, 38% were “very
satisfied” with the variety on basic, while 23% felt
similarly about pay channel.

In general, most people were satisfied with the cus-
tomer service they get from their local cable compa-
ny. Forty-two per cent said they were “very satis-
fied,” and another 32% were “somewhat satisfied.”
The survey was conducted by telephone in December
among a random probability sample of 542 house-

& holds across the nation (including a sample of 277 ca-
! ble households). The data on cable households are re-

likely to be fully satisfied with the selection (76%)
than were subscribers to one of more pay services
(66%). The explanation for this, as noted by George
]
i]

Saying ‘si’ to cable

Galavision and Comcast Cablevision of Santa Ana
have reason to rejoice. Both entities have gone over
and above their goal of increasing the Hispanic sub-
scriber base of Comcast. When Galavision agreed in
mid-1987 to convert Comcast from pay to basic, the
target was to pick up an additional 800 homes during
the last quarter of 1987.

But when the final Hispanic surnamed subscrip-
tions were tallied, Comcast had added 1,456 new
Spanish-speaking households to the subscriber list,
an increase of 82%.

' Falcon feathers its nest

Falcon Cable TV is flying again so far as purchases
are concerned. Its most recent acquisition 1is its buy
of $106 million worth of cable properties from Jones
Intercable. The acquisition will propel Falcon to the
] position of being the 22nd largest cable TV operator

4 ported accurate to within plus-or-minus 8 percentage
points of the 95% confidence level.
L

in the U.S., according to Falcon people. During 1987
Falcon purchased cable systems worth $144 million.

The buy is being made primarily by a new partner-
' ship called Falcon Cable Media, which is owned by

Falcon and Boston Ventures, a private investment
company active in media and communications. In ad-
dition to equity provided by Boston Ventures and
Falcon management, the Bank of Boston has com-
mitted to provide an initial line of credit for $80 mil-
lion to finance the venture.

All told, the latest Falcon sale involves 12 systems
with about 60,000 cable subscribers and which pass
112,000 homes in 30 communities. Nine of the sys-
tems will make up the initial core holding of the new-
ly formed partnership. With the new purchase, Fal-
con now serves 527,000 subscribers in 18 states and
more than 300 communtties.

The science of boxing

The sweeter side of boxing, an in-depth look at the
boxing world, made its debut during the last Mike
Tyson-Larry Holmes fight via the Madison Square
Garden Network’s new monthly program, Boxing:
the Sweet Science. The half-hour program is pro-
duced by Bob Dunphy, son of boxing commentator
Don Dunphy. Adding punch to the monthly series
will be Gil Clancy’s Corner and Don Dunphy Re-
members. Hosts of the show are Bruce Beck and
Randy Gordon, whose contributions will include box-
ing news, interviews with sports figures, and informa-
tion on upcoming boxing events.

People in cable

Three executives have been promoted to new posi-
tions in the advertising sales division at USA Net-
work. John Crononpulos, vice president, ad sales,
eastern region and sales marketing, steps up to vice
president, advertising sales marketing and develop-
ment. Sid Ginsberg, manager of ad sales in New
York, becomes director of sales, New York region;
and Jim Watson, who has been vice president, region-
al ad sales, western region and new business develop-
ment, is promoted to vice president, regional office
sales. All report to John Silverstri, senior vice presi-
dent, ad sales at USA.

MTYV Networks has made several appointments.
James Shaw has been named vice president, chief fi-
nancial officer. He joins MTV from Showtime/The
Movie Channel, where he was vice president of finan-
cial planning and business administration since Jan-
uary 1986. Before that, Shaw spent a number of years
at Viacom. The two other appointments involve the
sales end. Russ Naiman, who was most recently vice
president national sales manager, Nickelodeon and
Nick at Night before joining MTV in 1984, has been
named vice president, advertiser sales. And Bruce
Steinberg, who joined MTV in May as manager, affil-
iate sales and marketing, is named vice president,
sales planning.

Paula Barcellona has joined The Disney Channel
as director of media planning . . . Susan McFaul has
been named director of ancillary markets for Playboy
Programming.

A
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Radio Report

Bullish radio forecast;
Merrill Lynch targets
four broadcasters

With “buy” emphasis on Infinity Broadcasting and
Clear Channel Communications, Merrill Lynch has
come out solidly behind the radio broadcasting in-
dustry as suitable for investment. Edward T. Hatch,
vice president for securities research and econormics
as well as a senior industry specialist at Merrill
Lynch Capital Markets, says that even though some
radio stocks are down sharply “we would accumulate
the shares at current prices.” He continues: “We be-
lieve that well managed radio companies can gain
market share at the expense of less astute or finan-
cially capable competition. The radio broadcasters
have effectively employed a strategy of growth
through acquisition which could generate cash flow
gains, on average of 14-18% annually through 1989.”

Looking at four radio broadcasting companies—In-
finity, Clear Channel, Malrite Communications and
Jacor Communications—Hatch observes that the re-
cent market collapse sent the stock into a nosedive,
but “we believe this has created an excellent invest-
ment opportunity for those willing to bear this risk.”
The most attractive opportunity, according to Hatch,
is Infinity, because it’s “the best managed radio
broadcaster and offers the greatest growth opportun-
ity.”

Infinity Broadcasting. The largest pure-play radio
broadcaster and the fifth largest group operator in
the U.S., Infinity owns and operates 14 radio sta-
tions, 12 of which are in the top-10 markets:
WBCN(FM) Boston, WJMK(FM) and WJJD(AM)
Chicago, KROQ(FM) Los Angeles, WYSP(FM) Phil-
adelphia, WXRK(FM) and WJIT(AM) (Spanish)
New York, KOME(FM) San Francisco, KVIL-AM-
FM Dallas, WBMW (FM) Washington, WQYK (FM)
and WCBF(AM) Tampa-St. Petersburg and
KXYZ(AM) (Spanish) Houston.

“Infinity’s acquisition strategy focuses on buying
what it considers underperforming properties to
which it can apply its considerable management
skills,” says Hatch. For example, he points to Infin-
ity's flagship, WBCN(FM) Boston, which it bought
in 1979 for $3.6 million and transformed it into a $75
million property.

Merrill Lynch predicts Infinity’s 1987 net revenues
and cash flow will he $76 million and $32.5 million,
respectively, compared to 1986 actuals of $46 million
and $14.9 million. 1t also estimates full-year EPS at
35 cents compared to a logs of 7 cents last year.

Looking at 1988, Hatch estimates net revenues
could reach $98 million and cash flow at $44.5 mil-
lion, representing gains of 29% and 37%, respectively,
over 1987, Important cash flow contributions include
$5.5 million from WXRK(I'M) New York, $7.5 mil-
Hon from WBON(1'M) Boston and $7.5 million from

KROQ(FM) Los Angeles.

Infinity has announced two stock repurchases and
completed one. Last October it bought back 280,000
shares for $4.4 million, and in December said it would
buy back 500,000 shares at $17.50 per (there are 3.4
million shares outstanding), and another 500,000
shares of class B stock from the company’s owners.
The company’s total long-term debt stands at $192
million.

Clear Channel Communications. This group owns
and operates eight AM outlets and eight FMers, prin-
cipally in the southwest and southeast. The proper-
ties include WOAI(AM) and KAJA(FM) San Anto-
nio, KAKC(AM) and KMOD(FM) Tulsa, KALO(AM)
and KHYS(FM) Beaumont, KPEZ(AM) Austin,
KTOK(AM) and KJYO(FM) Oklahoma City,
WQUE-AM-FM New Orleans, WHAS(AM) and
WAMZ(FM) Louisville, WELI(AM) New Haven,
KORA(FM) and KTAM(AM) in Bryan, Texas. Clear
Channel acquired five stations in 1984 in Oklahoma
City, New Orleans and New Haven; and in 1987
bought the Louisville stations. Hatch says the sta-
tions in Louisville and New Haven “will account for
about 35-40% of Clear Channel’s cash flow in 1987.

Despite the depressed economy, the company’s sta-
tions in Texas, Oklahoma and New Orleans have
done “admirably well,” in Hatch’s view, adding that
the San Antonio market is the largest cash flow con-
tributor for the region, estimated at about $3.3 mil-
lion in 1987.

For 1987, Clear Channel’s cash flow will be $9.2
million, vs. $6.9 million the previous year. For 1988,
Merrill Lynch is estimating revenue gains of 9-10%,
and that cash flow could rise 16% to $12.5 million.
Earnings are projected to rise 21% to 85 cents a share.
Clear Channel has announced plans to expand into
the Houston market by moving the transmitter site
of its Beaumont-Port Arthur station. If that’s fol-
lowed up by an aggressive marketing campaign, Mer-
rill Lynch thinks that will have an additional favor-
able impact on earnings.

Malrite Communications. With Malrite’s stock sell-
ing at *“an unusually attractive 61% discount” from
its estimated private market value of $15.50 a share,
Hatch thinks potential investors are looking at a
“worst case” scenario right now, making long-term
investment favorable.

In addition to the 10 radio stations, Malrite also
owns six independent TV outlets. The radio group
includes WHTZ(FM) New York, WMMS(FM) and
WHEK(AM) Cleveland, KSAN(FM) and KNAW(AM)
San Francisco, KSSR(FM) Houston, KZLA(FM) and
KLAC(AM) Los Angeles, KEEY(FM) and
WDGY(AM) Minneapolis. The television outlets in-
clude WXI1X-TV Cincinnati, WAWS-TV Jackson-
ville, WFLX-TV W. Palm Beach, WUHF-TV Roch-
ester, WOIO-TV Cleveland and WSTE-TV San
Juan,

Using its Cleveland radio stations as a base, Mal-
rite acquired virtually all its present broadcast prop-
erties since 1983. In that year, Malrite bought WHTZ
New York (Z-100) for $7.3 million. It’s now the top-

l
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rated station in the market, worth about $70 million.
It paid $43 million for the two L.A. radio stations,
$32.5 million for Houston’s KSSR. The San Juan TV
station cost $6.2 million, while the Cleveland tele-
caster cost $3.5 mtllion for a 51% interest. In 1986
Malrite formed a limited partnership to raise $100
million to buy more radio and TV properties. To date
it’s raised about $25 million and bought an FM outlet
in Philadelphia for $13.8 million.

According to Hatch, costs to develop the San Juan
($4.5 million) and Cleveland TV stations will penal-
ize cash flow by $5-6 million in 1987. In addition,
Malrite has incurred expenses of $1.5 million to reju-
venate its Houston radio station. Overall, Malrite’s
1987 cash flow is estimated at $18.5 million. It report-
‘ ed $22.8 million in 1986. EPS is estimated to show a

loss of 40 cents vs. a 53 cents loss in 1986.

The 1988 outlook, Merrill Lynch says, is “uncer-
tain.” Looking at the cash-flow contributors in 1988:
WHTZ, $7 million; KZLA, $3.5 million; and WXIX-
TV $4.5 million. Malrite could produce cash flow of
$27 million in 1988 which would enable it to report
positive earnings per share of about 15 cents.

| Jacor Communications. In the long term, Merrill

| Lynch is bullish on Jacor, but for now it is “neutral”
1| because it’s trading at a small discount. Hatch is at-
U tracted to Jacor’s successful track record of acquiring
| and developing radio stations and building a strong
I management team.
% Jacor owns and operates 12 radio stations in small
i# to mid-sized markets, including WEBN(FM) and
. WLW(AM) Cincinatti, WPCH(FM) and
WGST(AM) Atlanta, KOA-AM-FM Denver, WQIK-
AM-FM Jacksonville, WMYU(FM) Knoxville, WY-
HY(FM) Nashville, WMJI(FM) and WBMI(AM)
Cleveland. Jacor also operates the Georgia Radio
News Service with more than 140 affiliates; and is in
the process of buying Eastman Radio, a radio rep
firm, for $8 million in a new 7% convertible stock is-
sue.

EPS for 1987 are expected to show a loss of 40
cents. Jacor’s balance sheet, Hatch says, has been le-
veraged due to its July 1987 purchase of KOA-AM-
FM Denver which added $24 million in debt.

For 1988 Merrill Lynch estimates net revenue
growth of 10-11%. In addition, Eastman Radio could
4 add about $8 million to the top line, bringing total
revenues to $57 million. Cash flow from the stations
is expected to increase to $15.5 million, or 27% ahead
of 1987. Expected EPS loss should be about 5 cents
3 for 1988.

& Jazz: patent format

¥ Disc jockey Rodger Laynge and TelePrograms, radio
! programming syndicator, have teamed on several
W jazz-formatted shows for domestic and international
usage.
Laynge, the early morning host on KKGO(FM)
Los Angeles, which satellites its 24-hour jazz pro-
gramming to cable systems in North America which
1 offer an audio service, is working with TelePrograms

president Jim Hampton in developing a contempo-
rary jazz one-hour show for a new Tokyo station, and
a 24-hour jazz fusion format for U.S. stations.

TelePrograms is already offering shows to Japa-
nese stations, including American Top 40 and several
other pop music programs. The syndicator also has a
roster of rock shows for Canadian stations as well as
its own three-hour Fusion 40 jazz extravaganza airing
on 82 U.S. stations in the top 100 markets.

“We are starting with contemporary jazz because
it’s more easily marketable,” Laynge says. Artists ac-
ceptable for this format range from George Benson to
Sypro Gyra to Pat Metheny. Laynge recognizes that
the more traditional players like Dexter Gordon,
Count Basie, Wynton Marsalis and Dave Brubeck,
“have more potency overseas than they may have at
home,” so the company is also planning a traditional
jazz show for overseas stations.

Broadcasters in Europe, Australia, New Zealand
and Brazil, will be targeted with jazz programming,
Laynge says. He is currently preparing the program-
ming and library for the as yet untitled one-hour
show for the equally unnamed Japanese client, who is
presently constructing his FM station. Once the sta-
tion is operational, the tapes will begin flowing to Ja-
pan, possibly this fall or earlier, depending on how
fast the station is completed. Hampton has an ar-
rangement, he says, to provide seven hours of pro-
gramming for this station, two jazzy, the others in the
pop and rock genre. He has been working with Japa-
nese radio operators for 12 years as a program suppli-
er.

Initially the new stereo show will be taped at Tele-
Program’s Los Angeles studios and shipped to Japan,
with a two-week lag between production and airing.
Laynge’s voice will be heard introducing the selec-
tions and tossing out a question to a guest artist each
show.

Laynge says talks have begun with Radio Luxem-
bourg to provide the one-hour show to European sta-
tions via satellite. “We want them to buy time on EC-3,
which orbits Europe, and deliver the show to individ-
ual stations there.”

Why Japan? Why offer the program initially to Ja-
pan? “They seem to be most interested in American
programming, and because of Jim’s 12 year relation-
ship with a number of stations,” Laynge explains.

TelePrograms has been in business four years and
is currently providing shows to FM Tokyo: a two-
hour version of the four-hour American Top 40
which is the long-running rock countdown show host-
ed by Casey Kasem, and a one-hour The California
Beat dance show. It also services FM Yokohama with
the 60-minute Music World Express.

Before taking ownership of TelePrograms, Hamp-
ton worked as a writer/producer of radio shows for a
number of companies, which is where he established
his contacts with Japanese broadcasters.

The company’s flagship domestic program, Fusion
40, has just been picked up in Canada by CKKS(FM)
Vancouver. The show’s playlist pays attention to the
top 10 songs in the U.S., based on airplay and sales of
the affiliated stations.
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' December spot
was up by 2.3%

\ The spot radio vear wound up

| with the second consecutive
month sporting a plus sign. The
plus signs last vear were not very
large fexcept for the weird 15,25
increase in February), and Decem
ber was no exception. The most
that can be said is that radio sta
tions can be thankful for small fa
vors (assuming they repeated the
averages).

According to Radio Expenditure
Reports, radio billings by reps
were up 2.3% in December. This
follows a 4.5% increase in Novem
ber. But previous to November
there were only three months with
plus signs. They were in January,
Februarv and July and, as noted,
only one of those months showed a
really worthwhile rise.

December billings for commis-
sionable spot radio came to
$71,082,500. The year before the
figure was $69,507,300. The De-
cember figure was down consider-

Radio Business Barometer

ably from November, when bill-
ings came to $100,028 500, but No
vember was a five-week Standard
Broadcast Month (SBM) while
December was four weeks. This is
an important {actor, since RER re
ports are based on SBM periods
In the case of December, both the
1986 and 1957 months were [our
week SBMs, so no vear-to-year ad
justment 1s Nnecessary

With the December figures in,
the fourth quarter figures for spot
radio showed an increase of 1.1%
While bath November and De
cember were up more than that,
the 4.1% decline in October pulled
down the average. Billings for the
final quarter were 246,514 400 vs
$243 858,800 for the fourth quar-
ter of 1956.

The final figure for the year
showed a small decline—minus
1.3%. Full vear billings were
5915,476,500 as against
$927,685,700 in '86. T'o have hit
the billion dollar mark, as manv in
the industry had hoped, would
have required a 7.8% increase.

Three of the four market groups
carried plus signs in December.
The exception was the biggest bill-
ing group—the top 10 markets.
Thev were down 0.9%, dropping
from $27,777,100 to $27,.529,800

The biggest increase among the
marketl groups came from the 51-
plus markets, which have been the
best performers in spot during the
pasl few yvears. However, even
they were down during five
months of last year. This past De-
cember the 51-plus group was up
B.2%, nsing from §15,730,900 to
£17.014,000

Market groups

Next best performer was the 26-50
| market group, up from
I £10,508,900 to $10,937.900. The
11-25 group was up 0.7%, from
215,490 400 to $15,600,800

For the full yvear, the four mar-
ket groups performed as follows:
top 10, down 2.1% to $348,561,800:}
11-25, down 1.4% to 2199 468,7005
26-50, down 3.1% to £137,316,300
and the 51-plus group, the only
one to show a plus sign, up 1.0% to
| $230,129,700,

National spot +2.3%

(millions) 1986: $69.5
1986 adjusted: $69.5

1987:$71.1

Changes by market group

Market Billings % chg.

group {mils.) 87-86
1-10 $27.5 —0.9%
11-25 15.6 +0.7
26-50 10.9 +4.1
51+ 17.0 +8.2

Source: Radio Expenditure Reports
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\ WHAT THE
PRODUCERS OF
THE PEOPLE’S COURT”
DID WITH EVERYDAY
LEGAL PROBLEMS
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I'H EVERYDAY
JLEMS IN 1988.

MEDICAL
CENTER

A new half-hour reality-based drama from Ralph Edwards and
Stu Billett, producers of “The Peoples Court” and “Superior Court”
Compelling medical cases from today’ headlines that affect your
viewers' daily lives. Available for stripping this fall.

LORIMAR

A ORN (MAR TELFFICIURER COMPAMT
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Powler.

“Mutual of Omaha's Wild Kingdom” and its star, MUTUAL
Jim Fowler, attract viewers like a magnet. Now in its OF OMAHAS
26th consecutive season, Wild Kingdom will again WILD KINGDOM
air in nearly 200 markets during 1987/88. Dewrirg: lg'?véler

To put more pull in your schedule, call Hal Davis SR
at 402-397-8660.

JIM
FOWLER

www americanradiohistorv com


www.americanradiohistory.com

Felevision/Radio Age

‘ebruary 8, 1988

Initially, there
were indications
that game shows
would not be the
major category
for new offerings
at NATPE, but
that appears to
have changed.

ROAD TO NATPE-V

Berths for new programs tight, double-
access up, checkerboarding checked

Name of the game
Is game shows
for fall’s access

By ROBERT SOBEL

fter a year of shakeups and
A shakedowns in programming

by affiliates in the top 50 mar-
kets not carrying Wheel of Fortune or
Jeopardy, and by independents look-
ing to break new ground, access is re-
turning to a state of normalcy.

Going into this year’s NATPE Inter-
national convention, the traditional
has returned: First-run game shows
looking for access for the fall will again
rule the roost; new first-run syndicated
weekly sitcoms, last year’s top pro-
gramming draw in numbers, have

“Stop the Music”

dwindled down to a precious few; and
checkerboarding in access (as well as in
other dayparts), used mainly by indies,
has all but lost the game.

But all-in-all, according to station
programmers and reps, the chances for
new offerings to make it into access in
the fall are probably at the lowest level
ever. This is especially true with
“straight” game shows, attempting to
compete with Wheel or/and Jeopardy.

Other highlights of comments from
various sources indicate that:

B USA Today and Family Feud head
the “favorite” list in clearances.
B Win, Lose or Draw, parlor game
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There are a good
number of non-
game strips
looking to fill
access slots

in the fall.

“Relatively Speaking”

show from Buena Vista, appears to be
the only solid hit among the access
newcormers.

B The Coshy Show, to be triggered
mostly in access in the fall, is looking
good in some projections,

B Only one station in a major market
remains in the checkerboarding game
in access.

B The two major off-network half-
hour sitcoms set off this season, Femily
Ties and Cheers, are, unsurprisingly,
doing better in access than the average
in other dayparts.

B Double-access, which sprung up in
force a year or two ago, appears to be
growing, with its reach now extending
to stations representing about 60% of
the country.

After taking a backseat to first-run
weekly sitcoms at the last NATPE,
game shows will be the predominant
fare at the 1988 convention. These in-
clude Worldvision’s Trivial Pursuit;
Stop the Music, from MGM/UA: Para-
mount’s Wipe Out: Yahtzee, from
ABR Entertainment; Columbia’s Scru-
ples; Queen for a Day, from Fries En-
tertainment; The New Liar's Club,
from Four Star; and The Gong Show,
from Barris.

Games upgraded

Initially, there were early indications
that game shows would not be the top
gun at the convention, points out Dean
McCarthy, Harrington, Righter & Par-
sons vice president, director of pro-
gramming services. However, he con-
tinues, things changed when TV Guide
was pulled hy lLorimar Television.
Nonetheless, it's pointed out, there are

These include Relatively Speaking,
from Select Media; Seandals, from Te-
leVentures, and On Tricl, from Repub-
lic.

But hopes are one thing and reality is
another. Blair Television’s Mike Le-
vinton, director of programming: “I
don’t have a sense of whether there are
fewer or more shows looking for access
than last year at this time. But al-
though there may be more shows that
can play access theoretically, I don’t
think that realistically there are more
that can play in access. If there is a
surplus, they are mostly in games, and I
don’t think new straight game shows
will get to access this fall.”

Basically, Levinton at Blair figures,
if the game and reality shows are going
to get “go” clearances, they will have to
be in other dayparts rather than access.
“Shows which have younger appeal and
are comedy-driven might find some
late-night homes. Those that are
straight games probably will end up in
the daytime in the main instances. We
see that straight game shows don’t play
too well against Oprah, which will be in
almost every market in early-fringe.
And, with the exception of strong
straight game-show hitters such as
Jeopardy, they don’t perform well
against court shows, so there won’t be
even enough viable fringe time periods
for some of these game shows.

“A lot of these shows, therefore, will
end up in daytime. However, good as
they may be, a lot will fall by the way-
side because producers won’t be able to
get their money back with daytime
clearances.”

Whee!l and Jeopardy are still spin-
ning out high ratings numbers, points
out McCarthy, And with Entertain-
ment Tonight expected to return in the

fall, “in one form or another,” McCar-
thy also sees the chances for new strips
airing in access in the fall as very slim.

Also making it tough for the new can-
didates looking to access is Win, Lose
Or Draw, parlor game show introduced
this past fall. The show, says McCar-
thy, “seems to have carved out a niche
for itself.” Levinton at Blair Television
notes that the show had been running
in the daytime on several stations, but
has been upgraded to access.

“It has shown it can work, even
against Wheel in some demos, and is
now replacing a checkerboard or some-
thing else that wasn’t working. Also, in
some cases, Win, Lose, Or Draw has
been picked up for midseason in ac-
cess.”

The season’s ‘spoiler’

Janeen Bjork, Seltel's director of
programming, calls WLD this season’s
“spoiler” to Wheel when it comes to
demos, eating into Whee! in several
markets, including an offensive by
WAGA-TV Atlanta. The strips regis-
tered 11/24 in women 18-49 vs.
Wheel’s 8/18 in November. In men 18-
49, WLD had an 8/21 vs. Wheel's 6/14.
There’s a spoiler every year against
Wheel, notes Bjork. “Last year, Holly-
wood Squares did some damage
against Whee! in demos. The year be-
fore, it was the New Newlywed Game.”
The November Cassandra places WLD
Number 10 in households, with a 7 rat-
ing in the 128 markets airing the show.
Of these, 43 ran WLD in access, where
it racked up an average 11/18, making
it the Number 4 syndicated access
show.

The access avail vise is also being
tightened for next fall by The Cosby

a good number of non-game strips
looking to fill access slots in the fall.
66
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Show reruns, to be triggered mostly in
access in September, Because of Cosby,
Levinton says that beyond the top 30
markets, the access period for affiliates
will be even tighter than it has been.

Regarding Cosby, Bjork at Seltel
‘says the rep company worked closely
'with its stations in getting a fix on the
off-network show’s value. “We were
very careful and I don’t think we over-
; paid. Welook for Cosby to do very well,
particularly in heavily-ethnic markets,
where the network Cosby has done
well.”

One Cosby buyer is KWTX-TV,
CBS affiliate in Waco-Temple, which
will run Cosby in (6:30 p.m. CTZ) ac-
cess beginning in the fall. “We’re very
high on the show and, looking at the
ratings books in this market in prime-
time, it does tremendous numbers, and
we feel we can relate that to access,”
says Ray Deaver, general station and
| general sales manager of KWTX,
Family Ties reruns, the present ac-
| cess program, will be moved probably
to an early-fringe time period.” “It has
been a good family program for us, and
i that’s what we see with Cosby.” In ad-
il dition to its potential as a winner in
|| ratings, Cosby is seen by Deaver as an
| important lead-out vehicle to the sta-
| tion’s 6 p.m. news. ‘We are already the
| dominant station in news at 6, and
! think Cosby will hold on to the good

1 “Family Feud’s” Ray Combs

numbers and hopefully build on
them," says Deaver.

Two new first-run strips, Famtly
Feud and USA Today are eating into
access for the fall, and are heavy favor-
ites to get the largest number of clear-
ances of all the new access hopefuls.
“The addition of USA Today into the
mix has tightened access to the point
that in the top 50 markets, it's tighter
than it has been,” emphasizes Blair’s
Levinton. Also, he points out, there
aren’t too many things going away in
access. “The Newlywed Game and The
Dating Game clearances were reduced
this season, but they weren’t a terribly
big factor, anyway. The PM Magazine
station list was not too great, nor was
Entertainment Tonight, but both are
coming back, as are the Wheels and the
Jeopardys.”

USA Today’s clearances total 78
markets, representing 62% of the coun-
try, including the newly-signed KCBS-
TV Los Angeles. Feud’s licensees rep-
resent 25 of the top 50 markets, includ-
ing the NBC-owned stations and
WCAU-TV Philadelphia, CBS affili-
ate, which had been in access checker-
boarding until Dec. 21. The station cur-
rently runs Entertainment Tonight,
which had been the 7 p.m. tenant, at
7:30 p.m.

When it comes to access checker-
boarding, Blair’s Levinton notes there

Two new first-run
strips, “Family
Feud” and “USA
Today,” are
heavy favorites

to get the

largest number of
clearances of

all the new access
hopefuls.

are still one or two stations hanging
onto the form in access, or that will use
it for the rest of the season for lack of
something better. I would imagine
that some stations that had Truth or
Consequences, which was cancelled in
January by Lorimar, might go with a
checkerboard.” An example, notes Le-
vinton, is KOCO-TV, ABC affiliate in
Oklahoma City.

At the station, Al Parsons, general
manager, says he had been using check-
erboarding in the 1986-87 season, went
to Truth or Consequences the past
September and switched back to
checkerboarding because the game
show performed poorly. At this point,
the weekly half-hours, consisting of
Mama’s Family and Out of This
World, among others, are being used
for the short term, notes Parsons, until
USA Today takes over in the fall.

Parsons continues, “Going checker-
board wasn’t something I wanted to do,
but by the time I would have gotten a
ratings number for a strip, it would be
only ashort time before the show would
be changed for USA Today.”

One remaining diehard checker-
board access station is KTLA-TV Los
Angeles and, according to Steve Bell,
general manager, the form will go into
its third year at the station beginning
with the fall. Bell has good reason for
continuing to run checkerboard, he
says. Unlike most other checkerboard
shows which have done poorly in ac-
cess, KTLA's weekly programs have
been riding high, on average.

According to Bell, the five programs
have been averaging a 7 ratings in ac-
cess, in November in both rating servi-
ces’ books. “We beat the NBC-owned
checkerboard in our first face-off in
November, and they have since can-
celled for next fall.” He continues that
KNBC-TV, the owned NBC outlet, did
a 6 in one service, Arbitron, and some-
what better in Nielsen. ““The only case
where we were beaten was Out of This
World, which runs on Thursday.”

Out of This World is one of the new
checkerboard programs that will prob-
ably run on KTLA in the fall. “One of
the reasons we picked it up was because
it was the only weekly show that did
better in ratings than we did,” says
Bell. Bell continues that KNBC's
abandonment of checkerboarding for
Feud “is a blessing. It brings the mar-
ket back in access to where it was when
we decided to go checkerboarding.
Feud was on KNBC at that time. Now
this means there will be three game
shows, two magazine shows and
MASH. That’s what propelled check-
erboard’s success for us in the market-
place. No station’s programs were di-
rected to young families except ours,

(Continued on page 105)
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Direct-response advertising deserts
Ginzu knives for the blue-chip world

Sell-a-vision looks
to the networks
as it gathers steam

By EDMOND M. ROSENTHAL

ow that direct-response adver-
N tising has become respectable,
it’s starting to become big busi-
ness. Once identified with Ginzu knives
advertised on struggling cable net-
works on a per-inquiry basis, it’s now
headed more in the direction of compa-
nies like Xerox and General Telephone
paying full rates on broadcast networks
to induce viewers to call in—if not to
place an order—at least to get more
information.

A number of developments are
changing the shape of direct-response
advertising:

B The networks, conscious of the ad-
vertising budgets being diverted to
promotion, are starting to look into re-
sults-oriented approaches to bring this
money back.

B While many direct-response adver-
tisers once feared network exposure
would create more response than their
telemarketing facilities could handle,
several now have the capability of han-

Jerry Dominus, CBS

dling this kind of massive response.
B While direct-response advertisers
have in the past been attracted primar-
ily to distress-price inventory, the use
of the approach by traditional, big-
budget advertisers may turn the tide.
Direct-response advertising has been
evolving so rapidly that no industry or-
ganization has yet measured how much
is being placed on TV. In fact, the
broadcast networks are only casually
aware of the instances when they are
running it. To them, it’s strictly adver-
tising. The fact that the advertiser
cares nothing about achieving a certain
number of gross rating points but is
measuring cost-per-inquiry very close-
ly has not been their concern to date.
The closest any of the networks is
coming to actually soliciting DR is a
new pitch at CBS. Jerry Dominus, vice
president, national sales, reporis the
network is now approaching advertis-
ers that have moved big budgets into
couponing. The idea is to substitute the
big pull of network TV for mailings and
magazine inserts. For example, Colgate

The network 1s
approaching
advertisers who
have moved
budgets into
couponing,
asking them to
substitute

the pull of
network TV.

could advertise an 800 number to call
for coupons, or Blue Cross for health
care information.

Right now, Dominus says, most of
the network’s DR business congregates
on Nightwatch, which has been used by
advertisers like The Wall Street Jour-
nal and The Kiplinger Report. To a
lesser extent, he notes, it runs on early
morning news and perhaps occasional-
ly on late-night movies. The general
environment, he says, has been low-
unit-cost programming: “They can buy
a 30 for 3600 on Nightwatch and still
reach about 2 million people.”

While many DR advertisers seek not
only 60-second but also two-minute po-
sitions, Dominus says, “We generally
have the positions in the kind of pro-
gramming they buy.” While catalogs
have contributed to the idea of order by
phone, he adds, he sees network TV as
a major medium for getting the cata-
logs into consumers’ hands in the first
place.

Direct marketers report NBC cur-
rently is getting the least of their net-
work business because of its dominant
ratings position and consequently
higher rates, but Bob Blackmore, exec-
utive vice president of NBC-TV still
sees a long-term future in DR for the
networks. He says he’s been giving
some thought to how to bring promo-
tion money back to TV. He figures,
“There’s so much money out there in
promotion dollars that it’s becoming
inefficient—to the point that they now
have ‘clutter.’ As this happens, they'll
come back to us.”

Blackmore also sees DR advertisers
reaching a level of maturity where
they’re not looking for a cheap rate but
for cost-efficiency. He reports NBC's
DR business in the past has been typi-
fied by The Wall Street Journalin The
Today Show and Publisher’s Clearing
House all over the scheudle.

“But now,” he adds, “it’s people like
hotel chains and automobiles offering
800 numbers to put viewers in touch
with the local inn or the local dealer.
This business is moving from subscrip-
tions to services.”

At ABC, Marvin Goldsmith, senior
vice president, national sales manager,
has noted little change in DR business
but adds, “We'd like to see more people |
use the power of network TV to reach
prospective clients.” He adds that the |
network can accommodate a 60 in vir-
tually any time period and that “We've
had inquiries for 120s and, with enough
lead time, we can do them in any day-
part.”

ABC, meanwhile, has gotten some
results of its own in DR. On Friday-
Sunday since Jan. 4, it has offered a
900-number service where listeners can
call in for future storylines of the

-
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network's five soap operas. Labeled
“Soaptalk,” the service is scheduled to
run through Feb. 21. Callers pay 50
cents for the first minute and 35 cents
for each additional minute. With re-
sponse surprisingly high, Goldsmith
concludes, “This tells us not so much
about the power of direct response as

" the power of our programming and how

involved our viewers are.”

On Fridays, when “Soap Talk” is ad-
vertised, it has been averaging more
than 50,000 daily responses. On Satur-
days and Sundays, it gets about 20,000
with no advertising. If it continues at
this rate, ABC says, it will be resumed
following a three-week break during
which ABC sports preempts the lines
for Olympics-related business.

Viewer mindset

What ABC’s call-in project may be
doing, though, is helping to associate
broadcast networks with the call-in
phenomenon, something that has been
more associated with independent sta-
tions and cable TV, not to forget the
home shopping shows. According to
Sheila James, vice president of public
relations for the Electronic Media
Marketing Assn. (EMMA) and presi-
dent of Harbor Associates, Greenwich,
Conn. advertising agency, ‘‘People
watching a network program are less

| inclined to answer a direct-response
| commercial, I don’t know why that’s

true, but they're more apt to answer a
cable network than a Good Morning,
America. It may just be that the mind-
set is not as conducive.

“But this is changing in terms of a
more responsive viewership across the
board. A few years ago, direct response
appeated to only about 15% of the TV
viewership. But with the stimulation of
things like the shopping networks and
catalogs with phone numbers, about
30% or more have ordered something
by phone in the past year.

“People are more used to ordering by
phone because customer service has
improved; people can now call an 800
number to complain if an order is late.
Once people have had a good experi-
ence, they tend to order again. I think
this all will make the networks a better
place for direct response.”

Strangely enough, while the broad-
cast networks—with their declining
audience shares—appear more recep-
tive to direct response advertising, the
cable networks are relying on it less.
Per-inquiry advertising, which once
was the mainstay of the cable webs
when they had no ratings to sell
against, has totally disappeared from
some of the more-established cable
webs, And Robert Alter, president of
the Cabletelevision Advertising Bu-

He’s been
giving thought
to how to
bring dollars
back from the
“clutter” of
promotion.

Bob Blackmore, NBC

reatl, estimates that, where all DR rep-
resented about 20% of cahle network
advertising a few years ago, it now rep-
resents little more than 15%. More-tra-
ditional advertising forms are displac-
ing it, he notes.

Alter adds, though, that many DR
advertisers are now becoming interest-
ed in advertising on individual cable
systems and interconnects because of
their multimedia capabilities—using
mailings to their subscriber lists to sup-
plement advertising on their local
availabilities: “These systems mall to
their subscribers every month, and if
the system does the mailing, it’s not a
violation of their subscribers’ privacy.”

Brian Anderson, president of
EMMA and senior vice president, me-
dia director at Omnicom’s Marcoa DR,
acknowledges that inventory has tight-
ened substantially on the cable net-
works and pushed some of the marginal
DR advertisers out of the medium. But
he adds, “There’s still plenty of inven-
tory left if you make use of networks
like Arts & Entertainment, Lifetime
and Black Entertainment Television.
CNN and ESPN still have the inven-
tory left—but at a price higher than it
was a couple years ago.

DR advertisers are still going in at
lower rates, Anderson says, because
their media goals, measured in cost-
per-response, can be achieved in a flex-
ible manner. He explains, “The net-
works don’t have to run all our spots.
We buy television as a preemptible me-
dium, so if some of our spots aren’t run
because a higher-paying advertiser
comes in, we're only concerned with

how much each response cost us—and
we monitor this on a daily and weekly
basis.”

Marcoa is not placing anything with
the broadcast networks currently, An-
derson reports, “but this is a medium
that direct marketers will be using
more heavily. We now have the equip-
ment in place—‘enhanced 800,” which
links a number of telemarketing cen-
ters together—that can handle net-
work response. Before this, the re-
sponse would have overwhelmed us.”

There’s also the matter of affording
network prices. Anderson says, “We've
been talking to the networks and get-
ting closer, but we're still not in the
realm of buying ongoing network effi-
ciently enough. I think this will change.
As cable siphons off more network dol-
lars, the networks will become more re-
sponsive and more entrepreneurial in
seeking new business.

“And as more sophisticated accounts
come into direct response, they’re go-
ing to find that 60s and 30s work just
fine for them. The Wall Street Journal
is already working with 30s effectively,
for example.

“General advertisers have been ex-
perimenting with direct response for
quite a while. There’s a fine line now as
to whether it's a direct-response ad or a
general agency ad. If Ford is offering a
free test drive of a Mercur, that’s seri-
ous direct response. But if it’s just a
number stripped on the end of a hotel-
chain commercial, this may be just to
remind the viewer that there’s a way to
reach the hotel. Chances are that no
one is measuring that response and
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Marvin Goldsmith, ABC

making media decisions based on it.”

Jim Springer, member of the Direct
Marketing Assn.’s television council
and principal in Ellentuck & Springer,
Princeton, N.J., says that as companies
like Xerox, General Telephone, AT&T
and Wang us DR as part of their adver-
tising, they’re more inclined to pay reg-
ular rates: “They don't have the crite-
ria others have in needing a response
every time they pay X amount. The
response is not their primary purpose.
They’re doing it to extend the value of
their advertising.”

As for the more traditional direct-
response advertisers, he says, “Some
are willing to and must pay a higher
rate to stay on. But they’re also feeling
the pressure of increased postal rates
and printing costs. The direct marketer
knows what he can afford to pay to get
either an inquiry or a sale. He has very
little media loyalty. He spends where
he can get the response.

“Organizations that relied heavily on
cable delivery three or four years ago
are finding that this medium repre-
sents less and less of their volume. It’s a
question of rate availability. Many
schedules are negotiated to give the
station or cahle network the widest
{lexihility. If it’s sign-on to sign-off,
they look for a rate that’s an average of
all the dayparts used. But they follow
this closely, and if all the worst time
periods are used, they’re going to can-
cel.”

Springer says he’s gotten pitches for
his clients from all three hroadcast net-
works lalely, which indicates that
they're “opening up.” He adds, “1 don’t

The web’s been
getting its own
direct response—
more than 50,000
calls each day

it advertises its
“Soap Talk”
phone seruvice.

know if their lower ratings from people
meters will help us, because they may
have to use up too many of the avail-
abilities for makegoods. In any case,
their rates will have to come down a
great deal.”

He notes that most high-end DR ad-
vertisers are having their commercials
approved by the networks before
they’re produced—even if they don’t
intend to run them on the networks.
Once they're approved by the net-
works, he points out, they can run on
the O&Os.

“We now have
the equipment
in place. . .that
can handle
network
response.”
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Howard Lelchuk, senior vice presi-
dent, executive media director at
Ogilvy & Mather Direct, says of net-
work placement, “You don't need all
three, so if NBC pricing is stronger
than the others, you can opt to use
NBC. The major problem is getting
them to accept a 120-second commer-
cial, which usually works better. We've
gotten them occasionally on all three
networks, but they’d rather sell four
30s; I assume that they come out of it
better financially. We've placed 120s
only in daytime—soaps and game
shows—where there’s enough commer-
cialization. They’ll take a 60 anyplace
but not at an advantageous rate.”

As for primetime, Lelchuk says it's
too expensive and there’s not enough
negotiating room to make it pay out.
He adds, “If we were asking people to
leave The Cosby Show to make a phone
call, we couldn’t turn over calls fast |
enough, especially if we were making a |
sale.” He notes the telemarketing
backup needed depends on what’s be-
ing achieved. Lead generation—just
name and address—only involves 15-
20 seconds per call; strict order place-
ment requires about a minute; making.
asale over the phone takes several min-
utes.

While Lelchuk considers late night a
reasonably good time period, his agen-
cy uses weekend more—particularly
sports anthologies. In local markets, he
notes, Sunday-afternoon movies work
well.

O&M Direct just began using net-
work last year and, over the last couple
of years, had tested commercials local-
ly “so that we were able to go with our

(Continued on page 97)

Brian Anderson, Marcoa DR
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| Kid viewing drop assessed

PDs in survey doubt that it is due to programming

3

By ALFRED J. JAFFE

he decline in TV viewing by chil-
I dren is widespread on a market
basis, but programming quality

is probably not the main factor.

These are among the inferences
which may be drawn from the latest
TV/RADIO AGE survey of program
directors. The responses were part of
the annual study of TV station execu-
tives’ earnings and opinions undertak-
en by the magazine last November.
{For the earnings data and opinions of
general managers and general sales
managers see the Dec. 28, 1987, issue.)

The survey showed most program di-
rectors reporting a decline in children’s
TV viewing, with some significant dif-
ferences shown in the responses from
affiliates and independent stations.

The survey also elicited the following
responses:
® While a large proportion of PDs de-
fended toy-driven children’s program-
ming, a substantial number also at-
tacked it. Again, there were significant
differences between the attitudes of
PDs at afftliates and indies.

B Alarge majority of both affiliate and
indie PDs defended the amount of vio-
lence on primetime programs this sea-
son.

B About a third of the affiliate PDs
reported that their stations are doing
more preempting of network shows this
season, with the bulk of the preemp-
tions taking place in primetime.

B A small majority of program execs at
TV stations foresees a glut of magazine
shows next season, but a substantial
minority hedged on the question.

B About one out of four PDs sees a hot
program category emerging this year.
The choices for a hot program category
varied all over the lot, but formats re-
sembling /SA Today got a strong vote.

Children’s viewing

The question on children’s viewing
levels was included because of the
wide-spread indications that a decline
had taken place. In the survey, the in-
tention was to determine how wide-
spread this decline was.

The form of the survey question was:
“Is there a decline in children’s viewing
in your market?” Responses made
clear the decline was widespread, and
though more than third of the respon-
dents said there was no decline only a
few outlets reported an increase in
viewing.

Among all stations, 61.4% said there
was a decline, 38.0% said there wasn’t
and 0.6% reported an actual increase.
One of the most interesting aspects of
the responses was that a much larger
percentage of indies reported a decline
than did affiliates—76.5% for indies
and 54.3% for affiliates.

It was not readily apparent why
there was such a wide discrepancy since
the responses from both indies and af-
filiates appeared to come from a cross-
section of stations. (Since the survey
was anonymous the actual markets
could not be determined.) However,
since indies tend tc operate in larger
markets, it is possible that the viewing
decline was concentrated in such mar-
kets. It is also likely that indies are
more conscious of children’s viewing
levels since they carry more children’s
programming than affiliates.

The market size theory is partly bol-
stered by the responses from affiliates,
which were numerous enough to break
down by revenue brackets. Among pro-
gram directors with affiliates in the un-

der-$5 million bracket, 49.3% said
viewing by children was down. In the
$5-10 million bracket the figure was
55.2% and in the over-$10 million
bracket, it came to 58.3%.

The big question is what explains the
decline in children’s viewing, of course.
One theory given some credence is that
children’s programming has become
repetitive and that recent animation
trends have worn out their welcome.
The TV/RADIO AGE survey, however,
did not support this explanation.

Among those reporting a decline in
children’s viewing in their markets,
24.2% said it was due to “humdrum”
programming, but another 29.2% felt it
was caused by nonprogram factors.
Perhaps most important—though not
too helpful—was the 46.6% of PDs who
were not sure why the decline had oc-
curred.

Again, there were some differences
between affiliate and indie program
chiefs. While 27.8% of affiliate PDs
pointed to “humdrum programming”
only 18.8% of indie PDs cited that as a

‘“Is there a decline in children’s viewing in your

market?”

Percentage of TV station program directors answering

Annual affiliate revenue

Below $5 $5-10 Over $10 All All All
millicn  million  million affiliates indies stations
Yes 49.3% 552% 583% 543% 765% 61.4%
No 50.7 44 .8 41.7 45.7 21.4 38.0
Viewing is up — — — — 2.0 0.6
“If ‘yes,’ is it due to humdrum programming or other factors?”
Humdrum
programming  30.0% 20.0% 324% 278% 18.8% 24.2%
Non-program
factors 43.3 23.3 16.2 26.8 32.8 29.2
Not sure 26.7 56.7 51.3 45.4 48.4 46.6

‘““‘How do you feel about toy-driven children’s

programming?”’

If it's good
programming,
why not?

It’s improper to
manipulate
young viewers

Haven't come to a
conclusion
about it

37.5% 33.3%

43.1 50.0

19.4 16.7

23.9% 31.6% 73.7% 45.1%
49.3 47.4 13.1 36.4
26.8 21.1 13.1 18.5

Source: TV/RADIO AGE survey of TV station program directors, November, 1987
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cause. Another major difference was in
the percentages of affiliate PDs point-
ing to nonprogram factors. Those fig-
ures were: 43.3% for the under-$5 mil-
lion group, 23.3% for the $5-10 million
category and only 16.2% for the over-
$10 million bracket.

Of related interest in this area, were
the highlight results of an INTV-spon-
sored study of children’s viewing given
at the association’s recent convention.
Responses from children indicated
that “viewing of broadcast television is
still a very popular after-school activi-
ty, but many alternative activities (in-
cluding VCR and cable viewing) now
compete for children’s time and atten-
tion.”

Pitching toys

Another question on children and
TV in the TV/RADIO AGE survey was:
“How do you feel about toy-driven
children’s programming?” The struc-
tured responses came out as follows:
45.1% checked off approval via “If it’s
good programming, why not?”, while
another 36.4% agreed with the state-
ment, “It’s improper to manipulate
young viewers.” The remaining 18.5%
said they “Haven’t come to a conclu-
sion about it.”

But the differences between affili-
ates and indies were striking. Among
the former, 31.6% registered approval

of toy-driven programming, but the ra-
tio of approval for indies was a substan-
tial 73.7%. The other side of the coin
showed 47.4% of affiliates registering
disapproval and only 13.1% of indies
doing so. Also, the bigger the affiliate,
the less likely the PD approved of toy-
driven children’s programming.

PDs were also asked whether there
was too much violence on primetime
this season. Here there was close over-
all agreement between affiliates and in-
dies. Among affiliates, 78.8% felt that
violence was not excessive, while 80.5%
of indies felt the same way. In addition,
among affiliates the bigger the station,
the less critical the PD about violence.

The same question was asked of TV
station general managers in the TV/
RADIO AGE survey (see December 28
issue). And the breakdown as between
affiliates and indies was not too differ-
ent. Among GMs of affiliates, 85.1% de-
fended the level of violence as not ex-
cessive, while the number for indies
was 72.4%. Again, affiliate GMs at the
bigger stations appear to be less critical
about violence than those at smaller
stations.

One question in the survey was
aimed at affiliates only. It asked: ‘“Are
you doing more preempting of network
shows this season?” About a third said
they were (34.9%). There was a modest
skew toward smaller affiliates, that is,
the smaller affiliates were a little more

‘“‘}s there too much violence on primetime this

season?”

Percentage of TV station program directors answering

Annual affiliate revenue

Below $5 $56-10 Over $10  All All All

milfion  million  million affiiates indies stations
Yes 28.1% 225% 13.3% 21.2% 19.4% 20.6%
It’s not excessive 71.8 77.5 86.7 78.8 80.5 79.4

“(If an affiliate) Are you doing more pre-empting
of network shows this season?”

Yes 38.9% 35.2% 30.7% 34.9% — it
No 61.1 64.8 69.3 65.1 —_ —_
“If ‘yes,’ in which daypart?”

Primetime 86.4% 955% 86.7% 89.8% — —

Daytime 13.6 45 133 108 =
“Do you foresee a glut in magazine shows next

season?”

Yes 43.1% 50.7% 66.7% 536% 51.9% 53.1%
No 8.3 13.7 10.6 10.9 11.5 11.1

'snotclearyet 48.6 356 227 355 365 358

‘Do you see a hot program category coming

up?* 14/
Yes 16.9%

17.4% 32.4%

22.3% 34.0% 26.0%

* Gow story for detalls. Source: TV/RADIO AGE survey of TV station program directors, November 1987,

Smaller affiliates
were a little

more likely to
preempt network
shows. The
daypart preempted
most was, not
unexpectedly,
primetime.

likely to preempt network shows.

For stations in the under-$5 million
bracket, 38.9% of the PDs said they
were preempting more often. In the $5-
10 million category, it was 35.2%.
Among the over-$10 million group, it
was 30.7%.

As to the daypart preempted most, it
was, not unexpectedly, primetime. Of
those who preempted, fully 89.8% cited
primetime, with 10.2 mentioning day-
time.

Another question asked of PDs was:
“Do you foresee a glut in magazine
shows next season?” More than half
(53.1%) said they did and the ratio for
affiliates vs. indies was pretty close—
53.6% vs. 51.9%, respectively. The big-
ger the affiliate, the more likely the PD
was to foresee a magazine show glut.

However, 35.8% of all respondents
said, “It’s not clear yet,” while another
11.1% did not foresee a glut. In both
instances, the percentages for affiliates
and indies was close.

Finally, PDs were aksed: “Do you see
a hot program category coming up?”’
While one out of four did (26.0%), the
ratio for affiliates was 34.0% and for
indies 22.3%. Also, the bigger the affili-
ate the more likely the PD was to citea
hot program category.

The program categories cited can be
clustered into about two dozen groups.
But about one out of three respondents
who cited a hot category mentioned, in
one form or another, news or informa-
tion magazine shows, some actually re-
ferring to USA Today.

No other category was close. About
10% of the mentions covered some form
of game show, in particular, a “maga-
zine” or “talk” game show. Close to
10% picked some form of sitcom, in
particular “dramatic” sitcoms, such as
Hooperman. About 8% mentioned live-
action kid shows, while smaller per-
centages picked variety shows, kids
game shows and fantasy/horror shows.
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Megamergers, account shifts, client
penny pinching seed media shop growth

Agencies’ poison
becoming the meat
of buying services

By GEORGE SWISSHELM

outs, megamergers and shakeouts

that followed, industry watchers
toting up who won and who lost would
have to put a lot of the media services
pretty close to the top of the winners’
column,

Matt Bryant, president, U.S. opera-
tions, of Media Buying Services Inter-
national, says that during the 20 years
his company has been in the business,
“The industry has never been healthi-
er. It's never had more potential than it
does today.”

At Vitt Media International, execu-
tive vice president Hal Katz recalls, “In
1970, media services were only two
years old, handling about 4 to 5% of
national spot billing. Today, even the
4A’s says we handle 22% of national
spot television, and we think it’s closer
to 25%."

In the wake of all the agency buy-

Bill Koenigsberg of
Media General

says agency mergers and
buyouts have reminded
aduvertisers to “think
twice about what kinds
of seruvices they'’re
getting in our new post-
merger world.”

In Katz's view “The basic reason for
media service growth is the same one
that’s behind growth of syndication
and cable. In the mid-’60s, advertisers
just got fed up with escalating media
costs and stepped in to take back con-
trol of the biggest expense in their mar-
keting budgets from the media, from
the agencies, and from what little the
media services held then.”

Katz recalls, “Some companies
brought control of media in house, and
many companies started unbundling
agency services, splitting them up—the
research job to outside research firms,
the media job to the media services,
and so on, All this forced changes in
compensation arrangements to the
point that today only 45% of all agency
compensation is based on the 15% com-
mission. There will be even less when
Procter & Gamble goes off the 15%.”

And while all this was going on, he
adds, advertisers were putting both
their agencies and their media services
into the syndication business as a fur-
ther way to try to hold down network
costs, and advertisers “poured money
into the cable alternative. As just one
example, without Anheuser-Busch,
ESPN couldn’t have gotten off the
ground.”

The seeds of growth

At Media General Broadcast Ser-
vices, executive vice president Bill
Koenigsberg points to several factors
that converged about the same time “to
propel media services into the growth-
industry category.”

B Agency mergers and buyouts forced
even the biggest agencies to look harder
at their bottom line and for ways to cut
costs. “That’s often meant a cutback in
services, which reminds advertisers to
think twice about what kinds of ser-
vices they're getting in our new post-
merger world.”

B Media cost inflation “that’s put ad-
vertising costs on the front burner in
most clients’ marketing departments,
pushing them into a search for better
alternatives.”

B Media services can now attract bet-

ter people: “Today we’re respectable.
We have more clients, and more major
clients, so we can pay more for top tal-
ent with the ability to make the client’s
money go farther.”

® There’s more talent available to us
in the aftermath of the agency shake-
outs—top account management talent
as well as experienced media people.”
B “Companies like ours, up-fronting
cash to stations, get major discounts
later on the time they buy from these
stations, for client savings that can’t be
earned in any other way.”

B Media execution, notes Koenigs-
berg, “is the last labor intensive area at
the agencies. Years ago, besides media,
agencies maintained large numbers of
research people on staff, commercial
directors as well as producers, even mu-
sic people on their production teams.
Today most of this is farmed out to
outside suppliers. Media is last to go,
but right now its exit is escalating.”

Walter Staab, chairman and presi-
dent of SFM Media Corp., sees the
change at the media services as “evolu-
tionary, rather than revolutionary,
moving along with all the other eveolu-
tionary changes affecting the business-
es we deal with: the advertisers, the
media and the agencies.”

But he warns that while the past five
years have been good to the indepen-
dent buying services, “‘not all the
trends are without possible pitfalls.”

Onesuchtrend is the move to greater
in-house self-sufficiency by more ad-
vertisers. Staab concedes this is more a

Walter Staab of SFM
holds that the move by
advertisers to take
services in-house is a
bigger threat to agencies
than to media seruvices
because the first thing
likely to go in-house is
network buying.
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Hal Katz of Vitt Media
notes, “In 1970, media
seruices were only two
years old, handling about
4 to 5% of national spot
billing. Today, even the
4A’s says we handle 22%
of national spot
television, and we think
it’s closer to 256%.”

threat to agencies than to media ser-
vices because, “The first thing an ad-
vertiser is likely to take in-house from
the agency is network buying, and leave
spot to the agency or a media service.
But I hope that as more clients decide
to go in-house, they look at their op-
tions and at possible pitfalls for them-
selves.”

He notes, for instance, “Unless an
advertiser wants to take on staff a pro-
fessional network negotiator who can
spend full time keeping on top of the
network marketplace, the job’s just not
going to be done right. But the adver-
tiser has to be investing at least $50
million in network to keep a really
qualified person challenged. There are
only about a couple dozen people in the
country good enough to do it right, and
the agencies take good care of them
because network is the most profitable
area in media.

“On the other hand, spot is labor in-
tensive, often handled at a loss by the
agency, and most likely to be handed to
amedia service when a client takes net-
work in-house. And because the agen-
cies don’t take the same good care of
their spot buyers, these tend to be a
peripatetic lot, most hopping from one
agency to the next, with the cream of
the crop picked up by the media ser-
vices and reps.”

Jack Caplan, senior vice president at
Time Buying Services, says the indus-
try’s current direction “at least at our
company, is to approach more advertis-
ers directly, since there’s still not total
recognition, or at least admission,

among agencies of our ability to help
them keep operating costs down and
save their clients’ money.”

Like Vitt's Katz, Caplan also notes,
“With so many clients asking hard
questions, 1988 could be the year the
15% cornmission either dies or gets very
sick. This affects media services be-
cause agencies still get their 155 on the
billing we handle for their clients. Yet
with media services offering to work for
advertisers for incentive compensa-
tion, we can save them the 15% because
our piece of the action can come from
the money we save through negotiation
and through trading with the stations.”

Caplan explains, “This, plus the fact
that some agencies don’t provide cli-
ents with post-buy analyses, has given
rise to the consultant, one of whose key
jobs is to act as policeman, watching to
make sure the agency or media service
delivers what it says it does. Clients can
benefit from consultants if only be-
cause any agency or media service that
knows it’s being watched by someone
who knows the score will make sure
they do the job right.”

As Media General's Koenigsberg
notes, the basic reason for media ser-
vice growth remains what it has been
from the start: More advertisers are
coming to the services “because we can
get them media at better prices.”

But a lot of factors go into this and
contribute to this key driving force.

Dennis Holt, president, Western In-
ternational Media Corp., sees agencies
winning new accounts ‘“for only two
reasons: creative and chemistry. They
can’t win new business on the basis of
their media performance. But they can
lose business if their media operation
doesn’t produce. If nothing else, their
media department can lose its part of
the job to anyone who can do it better.”

Holt says fewer people today are do-
ing the job better “or even as well as
they should be doing it,” because more
people today are devoting themselves
to a better personal quality of life. Few-
er are committed to the work ethic.
More people want more vacation time,
more time with their families, more
time to run and work out. They’re more
committed to building hard bodies
than to building a career. Those few of
us who are still into careers are the
backbone of every service industry, in-
cluding media. That's why we can com-
mand a higher premium for turning in
a better job.”

Jim La Marca, chairman and presi-
dent of La Marca Group, Inc. points to
“extension of the concept of measur-
able productivity by more companies
beyond their manufacturing produc-
tion line to other aspects of their busi-
ness, including media buying, as more
of these companies have come to recog-

nize that media can he hought more
efficiently. Advertisers todav know,
just as we do, that a $1 million cam-
paign bought for 800,000, without loss
of effectiveness and impact, is a 20%
gain in productivity.”

La Marca adds, “Media services have
also grown because of the growing seg-
mentation and complexity of media
themselves and because of the severe
pressure on agency profits caused by
media disinflation. That in turn has
caused agencies to hold their staff size
down as much as possible, and one way
to do that is to turn the labor intensive
media buying job over to us.”

Catching small fish

At Media Buying Services Interna-

tional, Bryant looks at still another as-
pect of agency megamergers: “When a
client spending only $5 millicn in a $50
million agency gets caught up in a me-
gamerger, he finds he’s an even smaller
fish in the resulting $100 million agen-
cy.”
Besides that, adds Bryant, “The
beating up of agencies on the commis-
sion issue has increased the numbers of
advertisers looking at both agencies
and media services as suppliers of a la
carte services, with media as a service
that can be pulled out and charged for
separately.”

He also points out, “Media services
that used to have to survive on small

(Continued on page 100}

o

Jack Caplan of Time
Buying Seruices says,
“With so many clients
asking hard questions,
1988 could be the year
the 15% commission eithe
dies or gets very

sick.”
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Tougher TV competition seen calling
for research, programming savvy

Sales personnel
hiring, training
emphasized by reps

* V reps are responding to tougher

I competition for the TV ad dollar

by placing increased emphasis

i the proper hiring and training of
J ales personnel.

With more independent stations.
nore syndicated product and the ex-
ansion and growing marketing sophis-
ication of cable, say the reps, "We
iave to produce tougher negotiators
vho are more flexible and more cre-
| tive, and can use their imaginations to
& lig into the needs of their buyers’ cli-
¢ nts and package program combina-
| ions that best meet those needs.”

# Across the board

! At Petry Television George Dennis,
| ice president, director of manpower
evelopment, says Petry’s goals in-
lude “a consistent sales effort in each
f our offices. Our people in Denver
nd Dallas need to be just as sophisti-
ated about all aspects of broadcast ad-
ertising as those in Chicago and New
"ork. And we start with the premise
hat it’s easier to teach people the
sroadcasting business than to instill a
atural aptitude and desire to sell.”
Jack Higgins, vice president, general
nanager of Katz Continental Televi-
ion recalls, “The emphasis of the
raining we got 10 years ago was pri-
narily on sales. Today that's no longer
nough. Today an account executive
1as to master all facets of this business,
| {e has to be trained to be a research
| nalyst, a program analyst and a mar-
:eting executive who understands cli-
nt distribution, as well as operate as a
A irst class sales executive.
1 “He needs complete knowledge of a
' nore complex industry. He must un-
1 lerstand and be able to articulate ev-
rything from relating audience flow to
rogramming to how to go after and
vin new accounts. We evaluate our
iseople on how well they develop and
Liroduce new business for spot as well
L 1s how well they achieve better market
| ‘hares for our stations.”
'\ At MMT Sales Andy Capone, direc-
- or of sales training and employee de-

velopment, says his commitment is “to
develop talented and aggressive ac-
count executives who will mature into
top producers. And it’s important to
keep in mind that training new blood is
just one kev part of an overall program
that puts equal emphasis on both keep-
ing our best account executives and at-
tracting the cream of the crop from
other rep companies.”

Leo MacCourtneyv. vice president of
Blair Televisions ABC Division. de-
scribes Blair's training as “heavy on
rating book analysis, on positioning our
station against their competition, and
on face-to-face selling.

“With todav's heavy emphasiz on
post analvsis at the agencies, 1tU's more
important than ever to be able to posi-
tion our stations to take maximum ad-
vantage of their strength~. Even if it's
not Number [ in its market in this or
that time period, vou still want to get
the Number [ share of market collars,
So we teach our people to switch the
emphasis in those Number 2 time peri-
ods to the station’s Number 1 pro-
grams, and how to line up program
packages that give the buver's ¢lient
what he needs.”

MacCourtney recalls, “Back when
we started our training program there
had never been any place for rep or

station salespeople to learn the busi-
ness. They were just thrown cut on the
street to learn the hard way. The reps
saw the need, rose to the challenge, and
we've been growing our own ever since.
The acid test is how well the program’s
graduates produce on the street. By
that measure it’s brought us excellent
results.”

At TeleRep Dick Waller. vice presi-
dent, director of manpower develop-
ment, says “We start with an extensive
hiring process that includes a six-hour
test of sales aptitude and attitudes
that's part oral. part written. An out-
side testing organization lests people
who've gone through our preliminary
interviews. But we neither accept nor
reject based solely on test results. Test-
ing1s one tool helping us judge whether
the candidate is as emotionally tough
and resilient as he has to be in this
business.”

Waller adds. "Whatever we're doing.
we must be doing at least some of it
right. becauge many of our best produc-
ers and managers have come out of our
training program. And we suffer mini-
mal turnover. If even 3% of our people
go to other reps. ['d be surprised. And
I'd estimate that alter three or four
vears with us, mavbe 10% go to our sta-
tions as sales managers. Many more are
asked. but most prefer to stay with us.”

Tom Comerford, vice president. re-
gional sales and sales training at Har-
rington, Righter & Parsons, describes a
six-month program that, when com-
pleted. culminates in the successful
candidate being asked to sign a four-
vear contract "and agree to work inany
of oar 14 sales offices. We average H0 o
70 applicants tor every two people we
accept i rthe progrum, which we run
three or four times a vear. For the pro-
gram now in progress |interviewed 61
candidates and narrowed that to three
to five finalists. Each of the survivors s
then interviewed by our rescarch direc-

‘“At the beginning, we don’t throw
our new [sales training] graduates
into emergency situations where
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they might find
themselves in over
their heads.”

Tom Comerford
Vice president
Harrington, Righter & Parsons
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tor and the vice presidents of our five
sales teams.”

Comerford says the applicants come
from a wide variety of backgrounds.
“Some are our own sales assistants,
some buyers or planners from agencies.
Some are radio salespeople and others
have sales backgrounds from non-
broadcast industries—men and women
who have sold everything from wall-
paper to financial services. What they
have in common, and what the surviv-
ing candidates must have, are intelli-
gence and natural sales ability. If they
have these two basics, we can teach
them the rest.”

Mike Raounas, vice president, na-
tional sales manager of the Sabers at
Katz Independent Television, explains
that in the 10 years his company’s pro-
gram has been in operation, what has
not changed is, “We still look for the
same qualifications in the people we
accept that we did from the start: ag-
gressive, articulate, dynamic, person-
able, street-smart, determined and
mentally fast on their feet in reacting
to changing market situations and the
changing needs of their buyers’ clients.

“The applicant with the best chance
is the man or woman with these quali-
ties, plus sales, research or buying ex-
perience in broadcast advertising.
From outside the industry, the appli-
cant with experience selling something
holds an edge over those who've never
sold anything. However, if someone
with no sales or broadcast experience
fits the other criteria and seems dy-
namic and hungry enough, we don’t
want to lose him. So we ask him or her
to consider starting in research to learn
the ropes while we see how they take to
it.”

These things, says Raounas have not
changed. “What has changed is our in-
creased emphasis on marketing—using
spot to solve our advertisers’ marketing
problems, and the technical aspects of
the ratings and the expanded informa-
tion Nielsen and Arbitron and AGB
can now provide. General Motors has
to run smarter today because Chevy
has competition it didn't have 20 years
ago. It's the same with spot.”

MMT’s Capone says the selection
process “starts with me interviewing
over 100 people, and we narrow that
down Lo the four or five who wind up in
the program. There’s no need to go to
outside employment firms to get the
100. Most are people already interested
in the business and in MMT, largely on
the strength of good word of mouth in
the industry.

“Some are our own research analysts
and sales assistants that we work with
to develop and promote from within,
Some are local station sales people.
Some have heen agency huyers or plan-

Research: where the pipeline starts

Unlike rep sales executives, Teddy Reynolds, vice president, director of re-
search for Petry Television, reports, there's been quite a bit of turnover among
rep research analysts. This, she explains, is because “It's an area that offers
entry-level break-in to the business for ambitious, bright kids, fresh out of
school. The problem is that because so many college communications depart-
ments don’t realize jobs like ratings analyst exist, we have to beat the bushes to
find applicants. So we've set up some internships at several local colleges to
insure us a source for applicants.”

Similarly, Mike Raounas, vice president, national sales manager of the
Sabers sales team at Katz Independent Television notes, “There are college
communications and journalism courses that teach program production and
news reporting, but I dont’ know of any that teach the analysis, presentation,
negotiation and followup it takes to be a successful researcher or rep or station
salesman.”

But last February, The International Radio and Television Society took
steps to at least start to remedy this situation. At its annual Faculty/Industry
Seminar, communications and journalism professors from a number of colleges
and universities got some input from such rep executives as George Dennis,
vice president, director of manpower development at Petry Television and
Robert Einhorn, vice president, director of research for Katz Television.

i - Teddy Reynolds
AnIRTS report, In Search of Audience, describes how participating profes-
sors accompanied broadcast sales people on actual sales calls, “getting a chance
to savor first-hand a critical, real-life situation, They listened to the personal
chit-chat and shoptalk, got a feel for the intense negotiating or gentle soft-
soaping, heard complaints about preemptions and rating shortfalls, and
watched as the seller worked his way through his pitch.

“The overall impact on faculty members was overwhelming. Unanimously,
they rated the experience nothing short of eye-opening. Many admitted it
changed a lifetime’s perception of what they had previously considered only an
exercise in ‘numbers-crunching.””

Says Petry’s Dennis: “We thought what IRTS did was a good idea because it
was a way to let the schools know how this end of the business operates and that
there’s this other area in broadcast that isn’t news and production but that also
offers opportunities for their graduates.”

IRTS says a followup survey later indicated that many of the faculty mem-
bers who had attended planned to suggest business management courses to
their deans “with an eye toward expanding the curricula of communications
schools. Numerous professors indicated sales would play a more significant
role in their teaching efforts now that they were better qualified to handle it.
Business careers will be suggested to many undergraduates whose only previ-
ous interest might have been in news or production.”

And if a graduate is accepted as an entry level research analyst at a rep,
where can he or she go from there? says Petry's Reynolds: “Ts the four winds.
Some are promoted to our own sales teams, some go to programming or to the
syndicators, others to the stations or to agencies. Because once they reach the
point where they're qualified research managers, that's a foundation that
opens all kinds of doors. Here at Petry we have nine sales teams in the New
York office, and each team has its own researcher, Of our nine team analysts,
six are people we trained.”
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_| ners. Others are people with sales back-
4| grounds from a wide variety of fields—
#| insurance, securities, from all over.
Il And once the selection is completed,
|| my job is to create marketing profes-
| sionals, not messengers: pecple who
4| know how to go beyond the numbers to
1| show buyers how to use spot creatively
i | by finding the programs that can do the
I | best job of selling the client’s product.
| The last thing 1 want is someone who
¢ | allows himself to get bogged down in
i| arguments over microscopic differ-
/| ences in CPMs between two stations.
|| What we do want is someone who can
U1 quickly understand what it takes to sell
. the client’s product, then show the
i buyer how spot can be used to concen-
trate his dollars in the programs and in
the markets where the client’s best
sales opportunities lie.”

Capone adds, “We have researchers
that spend endless hours tracking pro-
' gram performance in all dayparts and
i in markets of all sizes against every sort
! of competitive programming you can
® name. My job is to teach our trainees to

use this resource—not just what’s in
% the last book, but performance trends
& over several books.”

Tl

8 Learning the ropes

:l AtHRP, Comerford points out, “Un-
* less the candidate already has experi-
© ence in a particular area like ratings
f analysis if they’re from research, or in
4 our procedures if they’ve been one of
i our own sales assistants, he’ll spend

one month in research, a week as a sales
assistant, then a week on computers,
familiarizing themselves with our sys-
‘l tems.
1 “Then they rotate among our five
‘W sales teams for four-and-a-half
months. After that we send them to one
of our stations for three days to see
what happens to the information the
stations get from HRP and what they
% do with it.

©  Comerford calls it ““a hands-on pro-
.

' ““The last thing | want is someone
who allows himself to get bogged
down in arguments over microscopic
differences in CPMs
between two

stations.”’

Andy Capone
Director of sales training
MMT Sales

gram” and says its success ““is due to
the people the trainees work with in
each department. They work with our
own staff members, they work with a
manual we’'ve developed for them, we
use role playing situations, and in the
end they go out and make sales calls
with an account executive along as an
observer who can make constructive
suggestions for improvement where
necessary.”’

The next step, he says, is “filling in
for people who are out, sitting at their
desks, taking their calls and taking care
of their buyers. After all this we can be
pretty confident they’re ready to do
things right when they get their first
regular assignment.”

He says HRP started its program in
the early '70s, “And it's worked very
well. At the beginning, we don’t throw
our new graduates intc emergency situ-
ations where they might find them-
selves in over their heads. At first, we're
careful to insert them into situations
where they can succeed. And today
many of those who started with us as
trainees are now sales managers in our
various offices.”

As for employee retention, Dennis
points out, “Petry is employee-owned,
which gives our people added incentive
tostay, knowing they’ll be vested in our
profit-sharing plan.” And he says Petry
also runs a separate training program
to “train the account executives we’ve
hand-picked for our future managers.
This way we always have a pool of
available management talent so we can
keep promoting from within as Petry
grows. This keeps morale high and
turnover low among the cream of our
team.”

MMT’s Capone, asked about wide-
spread complaints among agency and
media service buyers about the ‘re-
volving door at the reps which keeps
interrupting what used to be fairly
steady long term relationships we
could rely on,” comments, “I'm not
sure there’s been an increase in turn-
over in rep sales people. My impression
is, it’s possible more buyers perceive
this to be the case as a result of the reps’
reaction to all the changes at the agen-
cies. My guess is that it’s more the dra-
matic increase in agency buyouts and
consolidations and the resulting in-
crease in regionalization of buying and
account losses and switches from one
agency to another that’s led the reps to
switch our resources to follow the ac-
counts, wherever they go.”

Dennis says Petry brings its trainees
to New York and keeps them “four to
five months, depending on the extent
of their prior experience. They’re taken
through three phases: product knowl-
edge, the basics of the broadcasting
business; selling skills, and how to ne-
gotiate. Then they go out on sales calls
with an account executive and apply on
the street what they’ve learned with
us.”

Waller calls TeleRep’s training “a to-
tal indoctrination that covers not only
how a successful rep company operates,

(Continued on page 99)

‘“Today we use video tapes so [sales
trainees] can see themselves and
their delivery in a kind of mirror

with sound so they
can improve on what
they see and hear.”

Kenneth Donnellon
Vice president
John Blair Communications
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Early newsbird gets the worm

Los Angeles News Service builds a following

By ELIOT TIEGEL

hen a PSA jet enroute to San
Francisco crashed near Paso
Robles, Calif., recently, Bob

Tur and his Los Angeles New Service
helicopter taped the first video footage
which CBS, ABC, NBC, CNN and Co-
nus all used.

Tur, the 27-year-old owner/photog-
rapher/helicopter pilot of the seven-
year-old supplemental TV news ser-
vice, beat all the competition, he says,
“because we are specialists in breaking
news stories and we hustle.” Tur pilot-
ed the helicopter at 150 miles per hour
from L.A. after hearing the news of the
disaster on a police radio.

And since the helicopter is equipped
with a powerful searchlight which
emits enough light to “turn night into
day,” Tur became a search-and-rescue
vehicle in the sky while also videotap-
ing the carnage on the ground which
killed all on board, including a former
PSA employee who allegedly shot sev-
eral people, including the pilot and co-
pilot, causing the plane to crash into
the mountainous region.

The crash took place around 4:50
p.m., Tur recalls, adding he began
shooting around 7 p.m., had a plane
waiting at the nearby San Luis Obispo
airport to bring back the tape, and had
the footage back in L.A. by 10 p.m.

On Oct. 1 of last year, when L.A.
started off its morning with a 6.4 earth-
quake, Tur was in the air filming dam-
age. After eight hours of flying, he came
back to the Santa Monica Airport, his
home base, to grab a snack. While he
was away, a fixed-wing plane crashed
into his $750,000 helicopter, totally de-
stroying the just-paid-for craft. Such
are the travails of operating a 24-hour
news service seven days a week.

Discovering a need

Today LANS has another helicopter
and recently moved to new offices near
the Santa Monica Airport from iis pre-
vious Hollywood location, Tur, a for-
mer freelance still photographer for
UPI, and his wife, Marika, a former
reporter for The Los Angeles Times,
formed the company after they discov-
ered there was no one covering the L.A.
market with overnight breaking news
footage.

The company now provides both
breaking news and feature packages to
stations all over the U.5. and overseas

on a nonexclusive basis. [t also covers
special events for The MacNeil/Lehrer
Hour on PBS and for MTV

In fact, the demand for news in gloh-
al TV has given LANS, as well as the
five or so other regional news services
and several nationally-flavored firms, a
customer list which engenders lots of
competition.

When the Turs began, thev decided
to cover the news from 11 p.m. to 7 a.m.
“We were shocked to find in a city this
big nobody from the local stations was
covering the news overnight.” So they
pooled their funds and for $52,000
bought a minicam package, installed
police radios in their car, hired some-
one to stay at the downtown police

headquarters to alert them to breaking
stories, and began chasing down all the
visually appealing news items they felt
would appeal 1o station news directors
the next morning
The company has grown to employ a
nonunion staff of 18, several radio cars
and 3500,000 warth of Japanese equip-
ment plus the rented helicopter. After
one year of specializing mn overnight
coverage, LANS went 24 hours, seven
days a week and began offering its foot-
age to stations around the country
One advantage Tur found in dealing
with news directors which helped him
gain entry into newsrooms was his on-
site coverage around the clock. “News
(Continued on page 114)

In addition to breaking news, LANS
develops features, like a five-
minute piece on earthquake activity
in the Mammoth Lakes area.

Bob Tur on the scene
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'Viewpoints

Neal Pilson

marks before the National
Collegiate Athletic Associa-
tion President’s Commission
in Nashville

) TV networks and college
iisports: not less interest

and no less social concern

The rapid growth of televised college sports with in-
reased preduct and competition, has, not surprising-
y, left the networks with a declining number of view-
ors (although CBS did show an increase this year in
Aewership of college football over 1986 levels). In a
‘ecent report from the advertising agency BBDO,
‘Network Sports in the 1980s,” college football was
‘eported to show a 30% decrease in network viewer-
ship with regular season college basketball also down
30%, The decrease for these two sports exceeds the
iverage decrease of 16% for network sports viewing
across the board.

Please do not misinterpret my remarks to mean
:hat CBS is losing its enthusiasm for college sports.
I'o the contrary, we currently devote more than 30%
of our broadcast time to college athletics, substantial-
.y more than either ABC or NBC. Our nine-year com-
mitment to the NCAA Basketball Tournament and
regular season college basketball is well known to ev-
aryone here, and we have just concluded a very suc-
cessful college football year with the CFA.

However, what increased competition has forced us
to do at CBS is reexamine what we feel makes net-
work television unique and determine how we can
best serve a changing audience. Network television,
despite all the technological advances in the industry,
remains the only system that can deliver program-
ming simultaneously to every television home in the
United States.

While network television will remain the best vehi-
cle for reaching the largest audience, cable and syndi-
cated broadcasters have found their niche in the in-
dustry as well. The same BBDO report found that
college football broadcasts on national cable and syn-
\dication have risen 150%, with basketball showing a
140% increase since 1983. With the emergence of local
syndication, regional college football and basketball
‘ have now become almost the exclusive domain of the

President, CBS Sports, in re-

non-network broadecast entities.

That’s why, in this era of proliferation, I think the
networks will be concentrating on marketing national
games to the widest possible audience. It is our stron-
gest suit, and we must move in that direction since
every business (and every university and conference,
for that matter) seeks a distinctive and unique image
to differentiate its product or sell its service.

Television's role in college sports is often criticized
as adversarial, manipulative and detrimental to the
health and welfare of athletes and their schools.
Some say television’s money breeds commercialism,
the pressure to win at all costs, the resultant viola-
tions of NCAA rules, and abuse of student athletes.

Let me read several excerpts from a report on the
state of college athletics: “Equivocation, false state-
ments concerning eligibility and other forms of dis-
honesty are to be numbered among the fruits of com-
mercialism. . . . Commercialism motivates the recruit-
ing and subsidizing of players, and the commercial
attitude has enabled many young men to acquire col-
lege educations at the cost of honest and sincerity.
More than any other force, it has tended to distort
the values of college life and to increase the emphasis
upon the material and the monetary.”

That was from the Carnegie Foundation Report on
College Athletics, dated October 24, 1929—long be-
fore the advent of television. But, as you all know,
more than half a century later, the issue of corruption
of the student athlete remains in the spotlight, with
television as one of the alleged culprits.

I find fault with this criticism because we in televi-
sion are very sensitive to the issue of our medium’s
influence on college athletics. We are concerned—as
parents, alumni and citizens—about the recruiting of
college athletes, the quality of their educational op-
portunities, and their rate of graduation. But we
must recognize that the solution to these issues, in-
deed the same issues which concerned the Carnegie
Foundation nearly 60 years ago, rests with the college
and university community. And judging from what I
have seen at recent meetings of the NCAA, there is
now a strong will to meet that challenge.

Certainly, there’s a lot more money available now
than in 1929—most of it in the form of television rev-
enue. But that money should be viewed by our soci-
ety and by us in this room as a positive force and as
an enormous and attractive resource for higher edu-
cation. CBS alone will disburse in the neighborhood
of $80 million this year to the nation’s colleges and
universities. The total of all television monies will
probably exceed $150 million this year and over $750
million over the next five years.

Please note that this revenue generated from tele-
vision has no strings attached and may be used for
any purpose. While on an occasional basis, TV may
ask for a date or time change of an event, the number
of such requests measured against the total number
of televised events is relatively inconsequential. And
the schools involved can always say “no”, and some-
times they do. However, for participating colleges
and universities, television money reduces the need
for additional funds from taxpayers, students, par-
ents and alumni.

| Television/Radio Age, February 8, 1988
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Programming/Production

Revenue-sharing gains as marketing
method; HG debuts library offer

Revenue-sharing is gaining as a major
trafficking method by which syndica-
tors and independent stations are do-
ing business.

Started recently by Harmony Gold
on its syndicated library product, via
what it terms a Revenue Sharing Alli-
ance, the marketing concept is seen as
helping indie stations on the one hand
in buying product they cannot afford,
while on the other giving syndicators
the needed clearance edge to make the
product viable. (Actually revenue-
sharing has some previous history, hav-
ing been tried successfully a few years
ago by T'wentieth Century Fox Televi-
sion on the Porky films.)

Benefiting especially will be those
indies which are not blockbusters in
their market and/or whose budget is
tight. Under the HG revenue-sharing
plan, the contracts with stations are
understood to include the following
terms, according to a source who pre-
ferred anonymity:

Stations are required to air the pro-
grams by Jan. 31, 1990, when the con-
tract expires. One run of each program
must be aired between Feb. 1, 1988 and
Jan. 31, 1989. The net revenue on the
ad sales is split on a 50-50 basis. From
gross sales 15% is deducted for ad agen-
cy commission, 10% for sales commis-
sion, and 5% for advertising and pro-
motion. The remaining ad revenue is
divided equally between Harmony
Gold and the station. There are 12 min-
utes per hour for stations to sell in ad
time.

The Harmony Gold plan has a num-
ber of participating stations on its ini-
tial list. These include WATL-TV At-
lanta, KRLR-TV Las Vegas, WGBS-
TV Philadelphia, KOFY-TV San
Francisco, WCIX-TV Miami, KSCH-
TV Sacramento, WXIX-TV Cincin-
nati, WCAY-TV Nashville, WPTY-TV
Memphis, and KMGT-TV Honolulu.

Availability. In some cases, the stations
have bought one of HG's shows, in
some cases all, depending on the avail-
abhility of the shows in the marketplace
and whether they have had previous
market exposure.

For example, explains Robert Lloyd,
president, domestic syndication, one of
the programs, Shaka Zulu, 10 hour
miniseries, which was offered initially
on a cash hasis, is now going the RSA
route, and has already been sold via
revenue-sharing to many markets.

The library’s product, which is listed
in a catalog heing distributed to inde-

pendents, consists of Zulu, plus Wil-
liam the Congqueror, The Count of
Monte Cristo and Sandokan, all mini-
series; the feature packages Harmony
Golden and Bonzai Theater; half-hour
animated series Robotch and Captain
Harlock and the Quenn of a Thousand
Years; and animation features Story-
book Theater and Animation Adven-
ture Theater.

Cash. Two new syndicated properties,
The Man Who Lived at the Ritz and
King of the Olympics, are being sold
via cash, stresses Lloyd.

Meanwhile, KRLR-TV acquired
several of Harmony Gold’s products.
These include Storybook Theater,
Sandokan, William the Conqueror,
Animation Adventure Theater and

Harmony Golden I, which has five ti-
tles. On the other hand, the station did
not pick up the half-hour animation
offerings because it has an ample sup-
ply of its own.

At the station, Ron Maestri, pro-
gram/promotion director, notes the
station passed on taking Zulu because
it had already been cleared by another
station in the market.

Maestri is high on going the revenue-
sharing route. “It’s a way for us to get
movies and other product and to have
the time to sell and control the inven-
tory in the program. Once you take too
many barter programs, you start losing
the inventory, which hurts. Sometimes,
advertisers can get bumped out if there
is too much barter.”

For example, points out Maestri, if a
barter movie package is involved, half
the inventory would have to be relin-
quished to the syndicator. On the other
hand, depending on the spot-rate
charged, he continues, the profit pic-
ture probably will be higher through
revenue-sharing than giving up the in-

Syndicators on revenue-sharing

“Revenue-sharing ideas have been around for a long time,” says Scott Towle,
president of Orion TV Syndication. “It’s an idea to get creative in what is
obviously a difficult marketplace. I don’t know if it will have any effect or
impact on other companies.

“I guess the concept can be sound. It probably is a great way to go in the 11th
hour with a project that’s not been well-received in the traditional manner. It’s
creative, so you've got to applaud anything that’s creative these days. It is a
much more complex way to go. Can it work? It depends on how the projects are
perceived.”

Towle emphasizes that no distributor will offer revenue-sharing with any
project it perceives as being extremely strong.

Just the concept of revenue-sharing “can affect other distributors,” believes
Ritch Colbert, president of Access Syndication. “It’s been going on for a long
time, but nobody’s talked about it, no one’s bragged about it. The only differ-
ence is that Harmony Gold is talking about it.”

Colbert calls this scheme “a noble thing to do. It spiritually bonds the station
and the syndicator as partners. It's one of many formulas and approaches that
distributors can use.” Colbert feels that distributors who have never heard of
revenue-sharing, will use it as an alternative selling method. But, he continues,
“I don’t think it will be a widely-spreading trend any more than it is now.”

Jules Haimovitz, president and COO of Aaron Spelling Productions, feels
revenue-sharing is merely another form of barter, “just another economic
model to get shows on the air.”

He doesn’t feel Harmony Gold’s current decision to revenue-share in order
to get stations to use its programming, will have a major impact on other
syndicators.

That’s also the feeling of Shelly Schwab, president of MCA TV Enterprises.
“What takes off is good programming,” he says. “When you remarket or renew,
the market dictates how you market a show. What Harmony Gold is doing
won’t set the tone for other shows.

“There is no such thing as a typical deal. It all depends on the type of show,
whether you are dealing from a position of strength or weakness, if it’s a show
the stations desire and the daypart.

“The birth of barter syndication wasn’t because the program producers and
distributors wanted to market that way. It was the reaction of stations. We
have six or seven shows on the air in first-run, and each deal is different. It all
comes down to the individual situation.” —Eliot Tiegel
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i} ventory for barter. “To us, it seems rev-
l enue-sharing seems like a no-lose kind
of deal.” Also, he adds, “if we had
bought the shows for cash, we might
{ have had to pay a lot for it and not
| Tecover our costs.”
On the syndicator side, Maestri
i Inotes the advantage is “they get the
i clearances and whatever revenue they
| getis better than if they hadn’t cleared
the product.” Another RSA station
participant, WATL-TV Atlanta, came
‘on board the HG train when it was able
to get Shaka Zulu a while back on a
free basis. At WATL, John Serrao, gen-
eral and station manager, says he has
been a proponent of revenue-sharing
for more than two years. “With all the
programs around, the one way to break
into a major market for the syndicator,
. if he can’t go barter, is to share reve-
nues. In that way the syndicator can
bet where his mouth is.” He adds that
Zulu was immensely successful for the
station,

= o s a S T

e

' Deal. Serrao continues that the station
made a share-revenue deal with HG on
Shout! The Story of Johnny O'Keefe,
an Australian miniseries, offered ini-
tially via barter, and for the renewal of

. Zulu. “There weren’t enough clear-
ances for Shout, so they came back to
us on revenue-sharing, says Don Hess,
program director at WATL. Shout has
¢ also been acquired free by WGBS-TV
Philadelphia, where Carol Healy, sta-
4 tion and program manager, notes the
% special was also offered initially on a
¥ barter basis.
All-in-all, Serrao believes revenue-
1 sharing is “a smart move. There is so
much product available that, in order
for a syndicator to break a show in a
major market, it has to be done. Now
its up to both parties, but more particu-
larly, the producer. It puts the respon-
| sibility on his back that he has to come
up with good product. If it doesn’t
work, you don’t sell it and if you don't
sell it, you don't share revenue.”

Serrao doesn’t see revenue-sharing
as an idea for everyone. “Those sta-
tions that are very profitable in big
markets would not want to do it be-
cause it interferes with their potential
revenue.” Ultimately, believes Serrao,
revenue-sharing may well wind up as a
practicing marketing method aleng
with cash and barter, based on a mar-
ket-by-market basis. “The idea has
great potential.”

Healy also feels that revenue-sharing
has potential, but that a lot depends on
the station’s operation. “We would
participate in other revenue-sharing
ventures if it made sense to use and to
the producers as well.” At this point,
Healy notes that the station is interest-
ed in buying only specials on a free ba-
. sis.—Robert Sobel
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Viacom'’s barter ploy seen wise move
but poses dilemma for syndicators

The selling off by Viacom Internation-
al of the off-network barter minute to
the highest bidders—including other
syndicators, advertisers or agencies—
on The Cosby Show has drawn some
interesting observations by syndica-
tors. In addition, it’s their collective
opinion that the “reserve,” (minimum)
prices will begin somewhere around the
$100 million range for the first rerun
year, which begins on Oct. 3, 1988. One
report, which couldn’t be substantiat-
ed, is that Procter & Gamble had made
a $44,000-per-unit offer, which report-
edly was turned down by Viacom.

The actual bottom-line bidding
prices won’t be known until this week,
when offering letters with reserve
prices will be delivered.

On the upbeat side, syndicators are
calling Cosby a top program. One syn-
dicator notes “All the evidence avail-
able to us is that it is the most success-
ful thing that has come into syndica-
tion since Wheel, and it comes in with a
lot more of pzazz than when Wheel
started. Also, unlike Wheel, it’s a
known entity coming straight from net-
work into syndication. It’s a marvelous
show, and it has 94% clearance, without
the 24 markets still unsold.”

Dennis Gillespie

Another syndicator high on the show
says, “Cosby will get good ratings. It’s a
great television show, and it has been
acquired by an impressive list of sta-
tions. So I know it will be a good deal.
The only question is at what price.
Also, the syndicators are saying that
Viacom’s method of selling of the
Cosby barter minute is close to being a
stroke of genius.

In an interview, Dennis Gillespie, se-
nior vice president, marketing at Via-
com, says the bidding of Cosby’s barter
minute represents an opportunity for
the company to get the value it may not
get in a straight bid negotiated in the
upfront market and in the follow-up
scatter markets.

“We're doing the marketing this way
for two reasons. We think there are

competitors out there that will see they
will have control of the barter inven-
tory, if they win the bid in a show that
is the most powerful in television histo-
ry. It’s a great enhancement to their
other barter inventory they are selling.
So we think some of our competitors
may get a value beyond the straight
media value.

“We think advertisers and agencies
recognize the impact of Cosby and
want to be identified with it, while not
paying as much attention to the media
negotiations, as is normally the case. In
a three-and-a-half-year deal, Cosby
could be a hedge against increase in
prices.”

Cosby, Gillespie emphasizes, is not
only being offered to other syndicators
“but to advertisers and agencies and
anyone else who has the resources and
inclination to pay for the show.”

Gillespie continues there was an
enormous interest in the show from po-
tential advertisers. “Virtually every
major advertiser that is in barter and
network has shown interest and will be
interested in Cosby.”

Consensus. While a bidder may ac-
quire the full Cosby reruns for three-
and-a-half vears the show is also avail-
able on a one-year basis. The syndica-
tor consensus is that getting an adver-
tiser to go on the program for more
than one year will be hard sledding.
“No advertiser in the world will make
that commitment,” asserts a distribu-
tor.“And evenif there is, the advertiser
will want some kind of caveat the first
vear. If Cosby doesn’t work, the adver-
tiser will want some way to get out of
the commitment. At least, that’s been
our experience with our own product.”
Another syndicator, who doesn’t ex-
pect to be a player in the bidding, says
“We really don’t need the show. This
may seem unusual, but in effect a syn-
dicator will be working for Viacom, do-
ing all their work, and not certain what
the results will be. The show could die.
Also, there could be multiple syndica-
tor players, depending on the way the
block thing goes (Viacom is offering 10
blocks, with each block consisting of
one 30-second unit in one broadcast in
each Monday-through-Sunday week.
Offers may be made for one to 10
blocks). I may be out selling against
Lorimar, which would make it hard for
me to undercut what they are giving to
advertisers. Two or more syndicators
could wind up trying to sell the same
inventory in the pregram. Viacom will
get their money in any case. It's nice to
be in that position.”

1 Television/Radio Age, February 8, 1988
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What S the Syndicators getting Cosby could be
helped in selling other product, it's

speculated. “Cosby could help syndica

® | tors with a lot of product, because
lr ran e Cosby could be used as a leverage from
which to gel other shiows on the alr,

notes a svndicator.”

]
Restriction. Also going against Coshy s
S n lcate that a lot of stations acquiring Coshy
are in the top 50 markets, and are re
stricted from running the show in ac

cess, points out another distributor,
| thus hurting its ratings potential. A
syndicator hypothesizes, “Assuming

the show averages a 9 rating the first

o vear, grabhing 7.965000 homes, and
on lme based on £55,000 p ., that would
come out to about per CPM,

which is pretty reasonable. But then
there's agency commission, which puts

e o
te CVISIOII? it up to the 365,000 per unit price and
& an 38-dollar CPM, and to make money
for us we would have to gross it up even
higher.”

With 1,862 units being offered, even
at $55,000 per unit, the total would tal
ly about $102 million, which is in addi-
tion to the $500 million that Viacom
has already booked in cash license fees,
he points out.

Another syndicator says the Coshy
deal is one of the hardest calls to make
in the industry. “We don’t know what
the value of the inventory is,” he says.
“Qur strong belief is that Cosby can
rate anywhere from a 5 to a 12. A pro-

\ jection in the middle translates from
SOTEE PR anywhere from a $30,000 to a $40,000
P price per 30-second spot. At best, in a
T e T A tight market, that would be the case. In
i any event, it bears investigating and we
will be one of the bidders, at least ini-
tially, but if it’s out of line, we will with-

draw.”

l
Homework. Meanwhile, syndicators
looking to be players will probably be
burning the midnight oil trying to figure
out what they should offer, based on
profit margin after the usual 15% off to |
ad agencies and plus their own 10-15% ‘

cut. As one syndicator puts it: “We all
have to do our homework. The only way
to do it is to look over every market that
has Cosby, make an analysis of each
market, total them up and say this is
probably what it will do, this is at least
what it ought to do, and bere’s what it
might do. Then you start asking your-
self, how bad do I need Cosby? Then
you massage the numbers up and down,
depending on the degree of the need.”

i Closed-bid offers for Cosby may be
| submitted to Price-Waterhouse
through Feb. 18, and winners will be

notified by March 9.
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~~ ANSWER:
| ‘Great Weekend’ e
| gaining steam -

i A weekly hour show that entered the & *‘,'ﬁ;
I syndication arena quietly is beginning =11

| to come in loud and clear. The show, ¢ \%
| Great Weekend, distributed by USTV, e

! Hubbard-owned company, made its
i debut on Jan. 2 on 20 stations repre- i, -+

| senting about 30% of the country—and

. growing. Included in the station lineup

i are WCVB-TV Boston, KHJ-TV Los # f
| Angeles and KSTP-TV Minneapolis.

i Jerry Greenberg, vice president, cre-

¢ ative affairs at USTV, notes the lineup,

®
4| vhich consists mostly of affiliates, will
| nount over the next week with the ex-
rected locking up of deals in New York

ind Detroit. To Greenberg, the infor-

|

{ [ )
| nation/news/entertainment and mag-

\1zine series represents a ‘“break- S ndlcated
i hrough program.” Aired live via satel-

i

i

[

|

¥

[

ite on Saturday mornings, Great
Veekend is seen by Greenberg as the '
romising alternative to children’s fare S OWS
ffered by competitors in the market. &
“When you wake up Saturday morn-

ng, you don’t have to worry about be-

¢ g forced to watch children’s program- |
aing, which is all that’s available,” he 1epl
wotes. The show emanates from KSCI- Surp nse:
"V Los Angeles, with live feeds from Sﬂ“‘,’ JESS‘,‘ Raphae| ranks #3 fm-

round the country, depending on the

ircumstances, using Hubbard’s Ku- Monday—Friday daytime ratings in the

. and satellite to send the programs #
iy proe latest November sweep. Now available

At this point, Great Weekend is sold . d .
ia cash, but Greenberg says he expects in BU'mInUtE a"d 3U'mIHUte fﬂrmats'
he show to be sold by barter in April,
when we hope to have a giant lineup.
« number of barter houses are willing
o give us upfront guarantees now be-
ause of their faith in the program.”

As for ratings on the show, which is

! xecutive-produced by George Merlis,
'hose credits include the launching of
‘ood Morning America, Greenberg

! ays they have been very good. On

. {HJ, Great Weekend is doing a 4 rat-

! 1g and a 13 share, doubling its chil-

. ren’s programming aired last season
rom 9-10 a.m. Advertisers include in-
estment houses and cars, “not corn
lakes and toys.”

Hosts of the show are Bob Goen and
Jale Harimoto, Some of the show’s ele-
nents include financial reports, late-
reaking news and weather. Jack Per-
iins is a special commentator. In addi-

“1 ion, the program is open to stations for
heir own local inserts.

¢ Spanish TV to gain
<lin new co-venture

' Jame shows, sitcoms, miniseries and
| eality shows are on the agenda for do-

nestic Spanish-language TV from
ewly-formed joint venture Barry &

NATPE Booth #719

NS|/Cassandra ranking of syndicated programs report, November, 1987,
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Who
dominates
his time
period in 80%
of the top

50 markets?

Programming/Production

(continued)

Enright/Paloma Inc. Partners are Bar-
ry & Enright Productions and Paloma
Communications, which will continue
to maintain their separate TV opera
tions.

The new firm, which claims this is
the first time Spanish-language pro-
gramming will be produced by a U.S.-
based company, is targeting the nearly
20 million Spanish-speaking residents
in this country. Many of the shows to
be developed are concepts and formats
created and owned by Barry & Enright.
Paloma already produces Spanish-lan-
guage TV programming in the U.S.

Syndicast unit
in barter sales

The Network Film Corp. group of com-
panies, which includes Syndicast Ser-
vices, has changed its name to Network
Media Ltd. and has launched an inde-
pendent barter sales unit under the
Syndicast banner. The new division is
called Network Media Sales, and will
be headed by Robert Silberherg, presi-
dent of Syndicast, who will be in charge
of handling national ad sales for barter
shows, Leonard Koch, a director of the
NML, will head station clearances.

Also on the NMS sales team is Gerry
Lepkanich, as executive vice president;
Paul Green as senior vice president and
national sales manager; Patty Cohen,
eastern sales manager; and Jeff Manoff
as account executive. Lepkanich is a
10-year veteran at Syndicast. Green
was senior vice president and national
sales manager at The Entertainment
Network; Manoff was vice president
and national sales manager at MTV
and, prior to that, was in the broadcast
division at Foote, Cone & Belding. Pat-
ty Cohen joins NMS from Tribune En-
tertainment.

In addition, reporting to Koch will be
Fran Reiter, who joins the company as |
senior vice president of syndication
sales. Reiter was vice president and
general sales manager at the Entertain-
ment Network. Joe Weinflash joins as
vice president, sales, from TEN. Pam
Koch and Bernie Schulman make up
the rest of the station sales team.

In other expansion, Syndicast will |
open offices in Los Angeles and Chica-
go this year. Access Syndication had
been handling station clearances for
Syndicast.

Syndication shorts

The Crazy World of Benny Hill, two-
hour program, has been sold by D.L.
Taffner/Ltd. to 12 stations for a
total of 20. The newest markets are
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KHTV(TV) Houston, KSTW-TV Se-
| attle, KVOS-TV Bellingham, KSCH-
& TV Sacramento, WVIT-TV Hartford,
' XETV(TV) San Diego, WVTV(TV)
' Milwaukee, WUTV(TV) Buffalo,
4 KSTU-TV Salt Lake City, KMPH-TV
¢ Fresno, WTAJ-TV Altoona and
1 KVVU-TV Las Vegas.

4 Coral Pictures has sold Best of Your

\ Show of Shows to more than 30 mar-

. kets. Included are WTVS-TV Detroit,

¥ WPBT-TV Miami, KAET-TV Phoe-

' nix, WOSU-TV Columbus, and
WOKR-TV Rochester. Other markets
zleared include Madison, Omaha, Ak-
ron, Lansing and Richmond.

Clearances of Doctor Who, BBC sci-
¢ :nce-fiction program, have reached 206
4 markets. Sold by Lionheart Television
§ International, the series has begun its
i 25th year in production in Britain, giv-
| ng it more than 200 half-hours of the
.| series available to stations in the U.S.

Tribune Entertainments’s Geraldo
1as been renewed for the fall/spring
season. The talk/issue series which

| stars Geraldo Rivera, is now on 120 sta-
Jons and is cleared by Paramount Do-
nestic Television. TeleTrib handles the
srogram for national sales.

Six stations have bought New World
Felevision's New World Two package
since the INTV convention. The pack-

\ 1ge, which contains 18 theatricals, has
seen licensed by the Gaylord stations
{TVT-TV Dallas, KHTV(TV) Hous-
on and KSTW.-TV Seattle, plus

' XICU-TV San Jose, WOFL-TV Orlan-
lo and KLRT-TV Little Rock. Titles,
vhich have had no network runs, in-

. :lude Soul Man and Beyond Therapy.

Orbis Communications has cleared
Kidsongs, weekly half-hours, in eight

4 markets, for a current on-air total of
4 115 stations.

Barris in production;
Cohen, Firestone tie

Chuck Barris is back in the indepen-
" dent television business, and his initial
" project, will be distributed by Cohen
' and Firestone. The series, The Original
' Vaudevtlle Game, available to stations
' beginning in the fall, is a one-hour bar-
' ter weekly variety/talent show de-
" signed for family viewing. Host of the
show will be Rip Taylor.
The format of the show involves con-
' testants who will be judged by “The
' People Meter,” which will determine
' by applause the show’s winner. The
! winner has the option of either select-
ing a cash prize or a mystery prize hid-
den behind the meter.

ANSWER:

#1 in his

time period
in 80%

of the top
50 markets.

Arbitron and Nielsen agree. Donahue is
tops in the time period.

for long rum ccess .

€4
NATPE Booth #719

Source: ARB & NSI Cassandra, Nov. 1987
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TELEVISION VIDEOTAPE
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World Events ‘Denver’ goes weekly;
heavy promeotion with cereal company

World Events, which was thinking in
terms of a one-hour special for Denver,
The Last Dinosaur, will offer the ani-
mated show, which cost a hefty
$750,000, as a half-hour weekly series
beginning in the fall. The move-up in
production comes from the surprising
reception received for the one-time-
only show at a time when animation
producers are wary about doing chil-
dren’s shows.

As pointed out by Brian Lacey, vice
president and general manager at WE,
the initial strategy was to do only a
special because “of the resistance to
children’s programming. Many pro-
ducers were looking to programs which
had toy-driven deals or for program-
ming that could be sold based on rat-
ings success.” y

As it turned out, the special will be
on at least 145 stations covering 30% of
the U.S., notes Lacey in an interview.
Airing will be on the weekend, primari-
ly on access or in primetime, he adds.
The notion to put Denver into a series
was not only based on the strong pre-
sale, he continues, but also because
many stations brought the idea to the
company. “They wanted to have first
refusal if the show went into series.”

Of the 90% clearances, about 100 rep-
resent indies, with the rest being affili-
ates. Included are the Fox Television
station group, which as of presstime
was mulling picking up the weekend
series, Lacey notes. At INTV alone,
continues Lacey, 25 markets were
closed for Denver as a series. Most sta-
tions plan to air Denver on Sunday
mornings, he says, against competitors’
religious programming or other types
of shows.

Barter. The special and the weekly se-
ries are going the barter route. The spe-
cial has a six/six-minute split, while the
Denver series is going two-and-a-half
for national and three-and-a-half for
stations. The deal for the series is a
one-year license of 13 episodes over
four runs, Down the line World Events
is looking to strip the show, points out
Lacey.

The selling of Denver was based on
going back to basics: potential longev-
ity of the show and standing firm on
business negotiations, which did not
include advertiser commitments to the
station, as has become fairly common
practice. Lacey feels part of the reason
for the difficult times experienced by
both sides of the children’s fence is that
stations and syndicators have lost sight
of their goals. “We should be in the
business of producing quality pro-
grams and selling them to the stations.

The stations should be in the business
of trying to bring ratings to the station.
Unfortunately, everything became
mixed, including that toy dollars were
used for television programs.

“But that’s all changing because
there have been a lot of disasters at the
toy companies, with a few going into
Chapter 11 or losing a lot of money.”

Sales. National sales for the special are

being handled by Channel One, says
Lacey. The following advertisers are in
the mix, according to Lacey: Ralston-
Purina, Tyco toys and Mattel. For the
series, WE is close to a deal with Tele-

Brian Lacey

Trib to handle the barter sales.

Meanwhile, Denver will be fueled by
high-impact promotion. It will be
cross-promoted with Ralston-Purina.
The cereal company will launch a new
dish for children, Dinersaurs, in April,
to kick off both the cereal and the TV
program, notes Lacey. Ralston will in-
clude the Denver dinosaur character on
about 3.5 million introductory pack-
ages and include Denver as in-pack
premium as well. Denver will be joined
by a cast of five new Dinersaur charac-
ters. Ten winners finding a golden
Trixie dinosaur in their packages will
win a trip to Knott’s Berry Farm's
Kingdom of the Dinosaurs, in Los An-
geles.

In addition, daily drawings will be
held at the local participating station
two-and-a-half weeks prior to the spe-
cial’s broadcast, and a grand-prize win-
ner may be selected from each market
during the telecast.

Zooming in on people

James M. Kraus, vice president, di-
rector of sales, has been promoted to
senior vice president at MCA TV, He is
responsible for all cash off-network
and feature film sales in syndication.
Kraus began his TV broadcast career in
syndication sales at MGM TV in 1977
and joined MCA in 1982 after sales ex-
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for production, post-production, video-
ape and satellite distribution, film
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! ZRPEL VIDEO INC.
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SPECIAL EFFECTS
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JIRINO FILMS
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2) 228-4024 TX: 4934-0255

ecutive stints at Trident Television
and Telepictures.

James Kraus

Carl W. Menk, Jr., president of Ha-
gen-Menk, wholly-owned subsidiary of
All American Television, has been pro-
moted to senior vice president, director
of station sales and marketing at All
American. Before starting H-M, Menk
was vice president, national sales man-
ager at Metromedia Production Co.

Gus Blackmon, director of story and
program administration at Warner
Bros. Television, has been promoted to
vice president, story and vocational ad-
ministration. For the past eight vears

il
Gus Blackmon

Blackmon has conducted writer pro-
grams for the studio. He has been di-
rector of story and program adminis-
tration for the past five years. Black-
mon began his career in the mailroom
at the Burbank studios in 1973 and
joined WB-TV story department as a
clerk in 1974

-

Advice to Broadcasters...
Guaranteed Broadcast Quality Videotape

/e are prepared to serve your videolape
eeds with the finest tape and lowest prices
1 the industry. Call toll-free 1-800-346-4669
yday to discuss your specific videotape re-
! uirements and how we can best serve you.

a2 .;z VIDEOTAPE SERVICES INC. ="
n

In New York State: 516-758-6116

PHENOME%IAI.

Footage from silent
i L it ares
dred for e

Dept. TVRA, Telex 822023 FAX 2120452137

1DEQTAPE SERVICES INC.
"1 Academy St., Patchogue, NY 11772
ione 1-800-346-4669

ARCHIVE FILM PRODUCTIONS
530 West 25th Street, NY, NY 10001
Phone (212) 620-3955
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around the
world

A DECADE OF VIDEOTRPE STANDARDS
CONVERSION €XPERIENCE

NTSC/PAL/PALM/SECAM

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

Program Formatting

" compressionm
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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.
423 West 55th Street, NY 10019
Phone: (212) 757-3300
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Programming/Production

(continued)

Lomna Shepard has been named vice
president of business affairs at MGM/
UA Television Productions. She joins
MGM/UA from Taft Entertainment,
where she spent two years, most re-
cently as vice president, business af-
fairs. Before that, she served two years
at 1CM as a business affairs executive.

Sandra Stern has been promoted to
vice president, business affairs, New
World Television. She most recently
was director, business affairs. Previ-
ously, Stern was an attorney at Pollock,
Bloom & Deckon, law firm.

Janet Schoff has been named to the
new position of vice president, corpo-
rate development, at Act lll Communi-
cations. She had been vice president,
sales at Act IT] Broadcasting, a title she
will maintain. Before joining Act I1I,
Schoff was independent sales manager
at Blair Television in Atlanta.

Three sales managers have been ap-
pointed at Palladium-New Century.
Gene Lavelle becomes western sales
manager; Paul Franklin heads the mid-
western region; and Jim Wilson gets the
southwestern post. Lavelle was western
sales manager at New Century Tele-
communications; Franklin, before join-
ing New Century, was western sales
manager at Blair Entertainment; and
Wilson, before New Century, was with
Showtime and Home Sports Entertain-
ment.

Brenda Miao has been appointed
vice president, creative affairs, at Car-
olco/Gimbel Productions, a division of
Carolco Pictures. She jeins the compa-
ny from CBS, where she was director of
movies-for-TV. Before that, Miao was
aliterary agent at ICM.

Charlotte Sweet and Bill Trotter
have been promoted from sales execu-
tives to region managers at MCA TV
Enterprises. Sweet becomes southeast
manager, and will relocate to Atlanta
this month. Trotter, based in Los An-
geles, becomes Western region manag-
er. Sweet joined MCA TV in February
1982. Prior to MCA TV, Trotter was
vice president and national sales man-
ager at Access Syndication.

Merrill Grant has been named presi-
dent and chief operating officer at
Reeves Communications Corp. He will
retain his title of chairman and CEO of
Reeves Entertainment Group. Grant
joined Reeves in September 1979 as
president of Grant-Reeves Entertain-

ment and created That's Incredible,
which ran as a network series for five
years. He was named chairman and
CEQ in April 1985.

Merrill Grant

DuPont-Columbia
award winners

A six-part documentary series, Eyes on
the Prize. America’s Civil Rights
Years, 1954-1965, has won the Gold
Baton Award, the highest honor of the
Alfred I. duPont-Columbia University
Awards in Broadcast Journalism. Also,
it won the Trustees Prize for best inde-
pendent production.

The series, produced by Blackside
Inc., Boston, minority-owned produc-
tion company, was honored as having
made the greatest contribution to the
public’s understanding of an important
issue or news event. Specifically, as
noted by the panel of judges the series
was honored as a ““dramatic and uplift-
ing account of America’s second revo-
lution” and “an important contribu-
tion of American television to the na-
tion’s historical understanding.”

Twelve other duPont-Columbia
award winners in six judging categories
received Silver Batons. These are:

Network Television: ABC News for
20/20, By His Father’s Hand, The
Zumuwalts; CBS News for 48 Hours on
Crack Street; NBC News for coverage
of the AIDS epidemic by Robert Bazell.

Major Market Television: Pam Zek-
man and WBBM-TV Chicago, for in-
vestigative reporting; WFAA-TV Dal-
las, for SMU Investigation; Roberta
Baskin and WJLA-TV Washington for
investigative reporting.

Medium Market Television: KMOV-
TV St. Louis, for Sauget: City of
Shame; WPLG-TV Miami, for Flori-
da: State of Neglect; WCCO-TV Min-
neapolis, for the I-Team.

Small Market Television: WJXT-TV
Jacksonville, for Jacksonuille’s Roads:
The Deadly Drive Home.

Independent Productions: Floren-
tine Films for Huey Long.

In radio, WLAP Lexington, won for
Passing on the Street of Sexual Abuse.

The awards were hosted by Tom Bro-
kaw and presented by Ted Koppel, Bill
Movers, Bernard Shaw, Susan Spencer
and Michael I. Sovern, president of Co-
lumbia University, and were an-
nounced during ceremonies held Jan.
28 at the University.

Fox/Lorber accords
with Lightyear

Fox/Lorber Associates will distribute
Lightyear Entertainment specials to
the syndication, pay and basic cable
markets. The first offering under one
agreementwill be The Elvis Collection,
to debut at the upcoming NATPE. El-
uis is a package of four specials high-
lighted by the broadcast debut pre-
miere of Elvis '56.

The second deal involves the mar-
keting of Lightyear's library to the
three marketplaces. The catalog, which
consists mostly of comedy and music,
includes Sweet Dreams; Jefferson
Starship; Rockin’ Ronnie, an off-beat
look at the President; and Mad Dogs
and Englishmen, 1971 concert movie.

Eluis '56, a one-hour documentary,
will be distributed via barter and will
kick off the package of four specials in
the early fall, with two runs over a four-
week period. Following Elvis will be the
1968 Comeback Special, 90 minutes.
Aloha From Hawail is the third fea-
ture, also 90 minutes. Closing out the
package, for summer, 1989, will be the
hour show Elvis—One Night With
You. Two cash runs will be available on
the back end of the window for each of
the last three shows. All American is
handling national sales.

Home video

For the first time in NATPE's pro-
gramming conference history, a panel
of home video executives will discuss
the interrelationship between TV pro-
gramming and the home video indus-
try.

Set for the home video panel Feb. 28
at the George R. Brown Convention
Center in Houston, are: moderator Phil
Boyer, senior vice president of program
development for Capital Cities/ABC
Video Enterprises. Panelists include
Carole Black, vice president, world
wide marketing, Buena Vista Home
Video; Rob Blattner, president, RCA/
Columbia Pictures Home Video; Paul
Culberg, president, New World Video.

Christie Brinkley stars in her first
video, via an instructional makeup
hour show. Called The Cover Girl
Guide to Basic Makeup, the video was
created by director/cinematographer
Ed Vorkapich of Vorkapich/Lipson
Films. Lorimar Home Video will dis-
tribute.
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TELEVISION/RADIO AGE sp0t i
Report

#1 IN AMERICA
FOR OVER 23

WYOMIN

® Lkelodand tv

KELO-TV Sioux Falls, 5.0. and satellites KOLO YV, KPLO TV plus Channel 15, Rapid City

YOU CAN'T REACH THE MARKET WITHOUT US!

*Based upon Arbitron ratings since 1965, KELO-Land has posted the highest share of
audience in markets with 3 or more stations in the United States.

Represented nationally by %I.:I'E_
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Television & Radio Features
the only game in town that offers
. PRIZES!!

BRAND NAME P
| &

|
|

PROMOTE YOUR STATION
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

¢ Increase your audience
¢ Increase your ratings
¢ Increase your sales
¢ Increase your profit
RUN YOUR OWN PROMOTION

* Bumper Sticker ¢ Remotes ¢ Write-Ins ¢ Clubs
And the best part is the merchandise itself. We

delivery.
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

¢ Trivia ® Community Affairs
If this is your year to aggressively promote on the

Name

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 better way!
« DuPont ¢ Textrocn ¢ Coty ® Sheaffer/Eaton
* Encyclopaedia Brittanica ¢« Ames Garden Tools 4 vou need us. Call 312-446-2550, or fill in the
: gzlsgyrw;:l:égf ,F:g_ : Iggr?é?; \gl'ggt?ﬁ:er coupon. Let our _prize gnd professional _experience
¢ Rand McNally ¢ Corning Glass ® Houbigant and your promotion build some really big
numbers for you.
We are interested in your promotion and marketing service. . .
especially the on-the-air station promotions.
Phone
Station

¢ Syroco * General Mills

Titte

television
radio )
features,inc.

City, State, Zip

Willow Hill Executive Center
550 Frontage Rd. — Suite 3032

Northfield, IL 60093
www americanradiohistorv com
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TELEVISION RADIO AGE

Spot
Report .......

Spend more, earn more,
says advertiser study

When businesses spend substantially more on adver-
tising than their competitors, relative to their sales,
they enjoy a significantly higher return on their in-
vestment. But companies spending a small propor-
tion of sales dollars on advertising than their direct
competitors earn a lower return on invested capital,
according to results of analyses reported by The
Ogilvy Center for Research and Development in The
Impact of Advertising Expenditures on Profits for
Consumer Business.

The analysis was conducted by The Strategic Plan-
ning Institute and is based on the experience of over
700 consumer businesses that have contributed ad-
vertising and sales data to TSPI's PIMS (Profit Im-
pact of Market Strategy) database.

The report states that businesses with very low rel-
ative advertising-to-sales ratios earn an average of
17% on invested capital against an average of 32% for
companies with much higher advertising expendi-
tures relative to sales.

The study also finds a strong correlation between
advertising-to-sales ratios and market shares and re-
ports consumer businesses with market shares in ex-
cess of 40% average 41% return on invested capital,
while those with shares below 10% earn returns of
only 9% on average. And on top of these findings,
businesses that invest more on advertising as a per-
centage of sales than their leading competitors tend
to have “‘superior perceived quality in the market-
place,” and can thus command a premium price.

Specifics. TSPI says such general relationships can
be customized “to reflect the specific situation of any
single business or brand. By examining look-alike
businesses you can determine if your company is in a
situation where investing much more than competi-
tors on advertising as a percentage of sales is associ-
ated with a powerful perceived quality advantage or
only a weak advantage.”

The answer, says TSPI, depends on whether a
business:
B Competes in a concentrated or fragmented market
B Serves a North American or European market
B Sells a fast-moving or slow moving consumer non-
durable

The institute is also confident that assessing alter-
native market strategies against its PIMS database
can help a business unit team or brand manager de-
termine:
B Whether the business unit’s served market bound-
aries, market share, and relative perceived quality

have been properly defined

B What marketing strategies are feasible

B What rate of share gain is normal for each alterna-
tive strategy

B When a change in market share rank is feasible

B What relative price is typical, given a brand’s rela-
tive perceived quality, relative advertising and rela-
tive cost

B How much is normally spent on media advertising
for a business in that particular competitive position,
and

B How alternative strategies will shift key competi-
tors on a value map and how competitors are likely to
respond.

Two jobs in one

How television can not only sell the end consumer
but at the same time cut down the time to build a
dealer network in a hotly competitive market was
demonstrated at the Television Advertising Seminar
staged by the Television Bureau of Advertising in
Sacramento this month.

Jan Blankenship, president of Blankenship Adver-
tising in Sacramento, presented several case histories
including that of Six Pac Industries. He described
how Six Pac decided to enter the truck topper or
camper shell market two years ago.

Blankenship said his agency's job was to establish
a dealer network for the toppers in an already over-
saturated market. He said, *We could have taken a
traditional way to do this: a very aggressive direct
mail campaign to those dealers Six Pac would like to
represent them. But with direct mail it could have
taken months. So we decided to speed up the process
by using television, and it worked. By doing the un-
usual we created a market for our client.”

December

National spot business

+2.5%

1987: $462.4

1986: $451.1

Complete T'V Business Barometer details p. A7

Television/Radio Age, February 8, 1988
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Spot Report

Appointments

Campaigns

Bob Evans Farms, TV

Heal Riney & Partners/San Francisco
SAUSAGE is being served for 12
weeks during first quarter in a good
many eastern and midwestern televi-
sion markets, Negotiators used avails
in all dayparts to appeal to women 18
and up.

Famous Footwear, TV

The Hiebing Group, Madison, Wisc.
SHOE STORE CHAIN is using 13
weeks of post-Christmas advertising
scheduled for a select but nationwide
spread of television markets. Buyers
rounded up a full range of dayparts to
reach women 18 and up.

Long John Silver's, TV

Foote, Cone & Belding/Chicago
RESTAURANT CHAIN is using 11 to
13 weeks of spot advertising that
kicked off on various January and
February start dates in a widely scat-
tered selection of television markets.
Media team arranged for primetime
and fringe exposure to attract both
men and women 18 and up.

Montgomery Ward & Co., TV

Young & Rubicam/Chicago

RETAIL CHAIN is set for 12 weeks of
first quarter advertising in a nation-
wide selection of major television mar-
kets. Buyers placed inventory in all
dayparts to reach adults 25 and up.

Indulgence insurance

Pepperidge Farm reports consumer re-
action living up to expectations so far
for its new American Collection Des-
serts, currently in test markets in
Northern California. The company
says it's planning to extend the line to
more individual test cities before going
national. The 15 second television
spots are promoting the desserts’ single
serving portions because portion-con-
trolled means calorie controlled “And
our research shows a lot of dessert lov-
ers like Lo indulge, but also like insur-
ance that they can't go overboard.”
Lempert Adverlising’s Lempert Re-
port says the line comes in eight variet-
ies with such American place names
{hence “American Collection™) as San
Francisco Chocolate Mousse, Berk-
shire Apple Crisp, Charleston Peach
Melba Shortcake and Manhattan
Strawherry Cheesecake.

Agencies

Joel M. Segal has joined Mc¢Cann-
Erickson as director of national broad-
cast. He was formerly executive vice
president, director of network TV and
cable at Ted Bates Advertising. Before
joining Ted Bates in 1965 he had
worked for NBC and Benton &
Bowles. Jack Otter, who had headed
the agency’s national broadcast opera-
tion, is switching his focus to “leading
edge broadcast oriented projects”
both domestic and overseas.

R

David Tracy has joined HDM Dawson
Johns & Black in Chicago as senior
vice president/director of media. He
returns to Chicago from Dallas where
he had been senior vice president/di-
rector of media with the Bloom Agen-

cy.

Laurie Soderman has been elected a
vice president of Ammirati & Puris,
New York. She joined the agency in
1985 from Ted Bates and is currently
an associate media director.

Dave Flockencier has been elected a
vice president of Ogilvy & Mather-
Chicago. He came to the agency in
1981 and is media supervisor on the
Sears, Roebuck, Waste Management
and Western Publishing accounts.

Carol Smeja and Dennis Rook are now
research supervisors at DDB Need-
ham Worldwide in Chicago. Rook
joined the agency last year and is now
promoted from research associate.
Smeja had been a senior research ana-
lyst at Foote, Cone & Belding.

‘ -
Janice C. Clements has been elected
an executive vice president at Laur-
ence, Charles, Free & Lawson. She
joined the agency in 1986, is director
of media services, and now steps up
from senior vice president.

Edward J. Callahan, senior associate
research director at FCB/Leber Katz
Partners, has been promoted to senior
vice president. He came to the agency '
in 1979 as an associate research direc-
tor and now moves up from vice presi-
dent.

Kitty Geiler and Allyson Meyers have
joined N W Ayer as buyers. Meyers

had been-a buyer with D’Arcy Masius
Benton & Bowles and Geiler moves in
from a buying post with the direct re-
sponse division of Huber Hoge & Son.

Cooper up at BJK&E

Ric Cooper has been appointed presi-
dent, Midwest Division, of Bozell, Ja-
cobs, Kenyon & Eckhardt, succeeding
Ron Anderson who is now associate
chief creative officer responsible for
the creative product in both New York
and Minneapolis. Cooper joined the
agency in 1984 as senior vice president/
director of client services, became gen-
eral manager in 1985, added responsi-
bility for the Agricultural Division the
following year and then moved up to
executive vice president.

The agency’s Midwest Division cov-
ers its offices in Chicago, Minneapolis
and Omaha which handle billings of
approximately $188 million. Major Di-
vision clients include Beatrice Compa-
nies, JI Case, ConAgra, Eli Lilly, Gen-
eral Mills, Thomas J. Lipton, Mutual
of Omaha, National Pork Producers
Council, Norden Labs, Northwestern
Bell and 3M.

92
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Michael LaGattuta has joined HBM/
Creamer in Boston as an executive
producer. He was formerly a commer-
cial producer with J. Walter Thomp-
son in New York.

Representatives

James MicGuire has transferred to
Blair Television’s Dallas office to take
over the sales manager’s desk now
that Mike Howe has been promoted to
vice president and manager of that of-
fice. McGuire had been vice president,
manager of Blair’s sales office in San
Francisco.

Melvin Lerner has been named subur-
ban group director for Katz Radio in
New York. He was formerly an ac-
count executive with Masla Radio.

Jane ARman has been appointed re-
search manager of Seltel's Rangers
team in New York. She moves in from
Petry Television and before that had
been a research analyst with Harring-
ton, Righter & Parsons.

Victoria Tepper has been promoted to
research manager for Katz Continen-
tal Television. She joined Continental
in 1986 as a research analyst and be-
fore that was an intern in the Pro-
gramming Department.

Keith Grandolf is now assistant sales
manager of Team Mercury in the Chi-
cago office of Independent Television
Sales. He has been an account execu-
tive with I'TS for the past two years.

Stacey Mack has been promoted to
account executive in the Chicago sales

L

t)fﬁce of Durpetti & Associates. She

One Seller’s Opinion

Training investment
pays dividends in
loyalty, enthusiasm

Antonelli

he need to train salespeople and improve performance has always ex-

isted, but this need has increased, and will continue to do so, as the
broadcast environment becomes more complex. Before 1980 many major
television markets were served by three to five stations. Today, viewers in
these same markets can tune to any of six to eight stations (and more if
you add cable). This expansion has led to fragmentation of viewing. The
advertising dollar pie, for which stations and reps compete, has also been
split into smaller segments. With time sales thus becoming increasingly
competitive it is essential that sales productivity be improved.

At the same time, the quality of sales has dropped drastically as stations
and reps raid each other to fill voids in their sales and management staffs.
No longer do we have sales teams with experienced veterans who can con-
sistently manage their own list and serve as an example for new salespeo-
ple. The greater number of TV stations and development of program syn-
dication firms have created jobs in each of these areas. A sales team with
talent has become a raiding target for others. Constant turnover is the
short term result and the heart of the problem. Recognition of all this, plus
the industry’s current inability to stem this movement must trigger a re-
sponse that will diminish its effect. Building sales teams instead of buying
them is the surest long term way to do this.

The absence of coordinated training or sales improvement programs has
resulted in many salespeople who are unable to adequately serve their sta-
tions, clients and advertising agencies. Precious few salespeople consistent-
ly pre-sell their stations, sell estimates, establish control of the buy/sell
process, package effectively, sell specials and sponsorships, obtain compet-
itive information, close effectively and make optimum use of their time.
This deficiency results in a downward spiral in the quality of sales.

Looking at other industries, we see leaders who have highly developed
sales training programs. Giants like AT&T, IBM, General Motors, Texas
Instruments, Wang, Ford and many more, boast not onlv introductory
training but continuous training as a primary reason for their impressive
sales records. Yet in spite of the billions involved in broadcast spot sales,
TV stations and representatives pay minimal attention to development
and maintenance of their most valuable asset: their salespeople. With so
much riding on the industry’s sales effort, perhaps a realignment of priori-
ties is necessary. Stations and reps who invest in continuous training can
realize significant returns on their investment. The company that empha-
sizes training throughout the year for veterans as well as novices will enjoy
benefits at many levels.

A sales staff appreciates a company that invests in itself. Training will
not only create enthusiasm, but it will foster loyalty. Very often, sales peo-
ple will move from station to station or rep to rep. Such instability reduces
the prospects for development and creates an environment where medioc-
rity is likely to persist. Salespeople want to work in an atmosphere where a
winner is being built. Training creates this atmosphere, and loyalty will be
the immediate and long range dividend.—Martin Antonelli, president, An-
tonelli Media Training Center

Television/Radio Age, February 8, 1988
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joined Durpetti as an administrative
assistant in 1985, moving in from a
similar post with McGavren Guild Ra-
dio.

Vince Perez has been elected a vice
president and named regional manag-
er of the Detroit sales office of
McGavren Guild Radio. He moves in
from Minneapolis where he had been
regional manager for the last four
years.

Gail Healy is now program informa-
tion and research supervisor for Petry
Television and Petry National Televi-
sion. She returns to Petry from MMT
Sales where she had been a senior re-
search analyst and programming re-
search analyst.

Carol Ann Schmidt has been appoint-
ed research manager of Blair Televi-
sion’s Independent Blue Team. She
rejoined Blair last summer as acting
research manager after 10 months
with Petry Television.

Domenica Zagariello has joined Katz
Radio as an account executive in New
York. She had been an account execu-
tive for WRKS(FM) New York.

FCB/LKP ups Taney

J. Charles Taney has been named pres-
ident and chief operating officer of
FCB/Leber Katz Partners in New
York, reporting to the agency’s chair-
man, Stanley H. Katz. Taney joined
FCB in 1983 from North Castle Part-
ners, Greenwich, Conn., as a senior vice
president and group management di-
rector. At FCB/LKTP he moves up from
senior executive vice president, world-
wide account director on the Colgate-
Palmolive account,

Jim Warner and Rick Landon are now
account executives with the Los Ange-

les office of MMT Marketing Division.

Landon had been selling for TeleRep
and before that had been with Seltel.
Warner moves in from the sales staff
of KESQ-TV Palm Springs, Calif.

Stations

John Kueneke has been appointed
general manager of KCRA-TV Sacra-
mento to succeed Don Saraceno who
passed away in November. Kueneke
joined Kelly Broadcasting in 1976 and
now steps up from station manager of
KCRA.

John V. Reber has been promoted to
president of KHQ Inc., licensee of
KHQ-TV Spokane. He started with
the company as a radio salesman in
1968, is now general manager, and ad-
vances from vice president.

Michael (Dusty) Black has been named
vice president, general manager of
Group W’s KODA Houston. He was
vice president, general manager of
Swanson Broadcasting’s KBOX/
KMEZ(FM) Dallas-Fort Worth.

Dick Kelley has been appointed senior
vice president/sales for the United
Stations Programming Network. He
will direct all Transfer Radio Network
sales activity as well as continue to
oversee the Programming Network’s
sales out of New York, Chicago, De-
troit, Dallas and Los Angeles.

Jack Fisher has been promoted to gen-
eral manager of KFBB-TV Great

Falls, Mont. He moves up from gener-
al sales manager to succeed Stan Whit-

man who’s moving to Casper, Wyo. as
president, general manager of KTWO-
TV. Both stations are owned by MDM
Inc.

1

als

a8
Edward J. Adams has been promoted
to vice president, general manager of
WNCT-TV Greenville, N.C. He had
been general manager of WUTR-TV
Utica, N.Y., also a Park Communica-
tions station.

Gailya Silhan has been promoted to
vice president, general manager of
KOAI(FM) Dallas-Fort Worth. She
steps up from general sales manager to
replace Al Brady Law, now vice presi-
dent, general manager of KKBQ AM-
FM Houston.

Michael Moore has been named presi-
dent of Allbritton Communications’
WJILA-TV Washington, D.C. and
John Long has been promoted from
vice president, director of sales to ex-
ecutive vice president and general
manager. Former president and gener-
al manager Tom Cookerly remains
president of Allbritton’s Broadcast Di-

Edwards to TvB

The Television Bureau of Advertising’s
new marketing consultant in the Chi-
cago office is Pam Edwards. She moves
in from Katz Television in Detroit
where she had been an account execu-
tive for 33 large market stations.

At TvB she'll be responsible for
working with advertisers and stations
in the upper midwestern states of Lowa,
Michigan, lllinois, Wisconsin and
North and South Dakota. She will also
speak at advertiser and trade conven-
tions to promote wider use of television
advertising.
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Media Professionals

Consistent advertising can
lock up the better dayparts

Mariann McCormick

Vice president,
Media director
Blair Advertising, Inc.
Rochester, N.Y.

ariann McCormick, who heads media at Blair

M Advertising in Rochester, N.Y., says the agen-
¢y uses an underlying continuity program throughout
the year for its Dodge Dealers Association advertising
“so they’ll be on the air consistently, though the cre-
ative can change by season, by which vehicle is fea-
tured, and change with the dealers’ special sales
events. And since one of our media objectives is to
place our creative in an environment that can en-
hance the message, preferred dayparts change with
the message.”

For instance, says McCormick, “During these win-
ter months we like to see Dodge’s four-wheel drive
trucks powering their way through the ice and snow

In aword...

adjacent to the weather reports in the early and late
news. But in the fall we switch to sports.”

She notes that one of several advantages of a
steady, consistent year-round program “is that we
can lock up those weather and sports adjacencies ear-
ly, so it will be the competitors who get bumped dur-
ing the event crunches, which can make category pro-
tection a joke. Even though the traditional ‘new mod-
el year’ as we used to know it is now a thing of the
past, there’s still a heavy fall introductory period and
the ‘clean-last-year’s-models-out’ period that pre-
cedes it. Then there’s the post-Christmas, pre-New
Year’s stampede, based on the sales tax deduction of
buying before January 1st.This, too, escalates the
clutter on TV and drops the bottom out of protection
for the automotive category.”

This, she adds, “is just one more good reason why
media people have to have the time to be as creative
in our own way as our writers and art directors are in
theirs. We have to be able to step back from the day-
to-day chaos, sit down, and think about how to keep
our clients away from the ‘weight war’ of simply
throwing more commercials at the problem and
about what makes consumers want to buy a new car,
and when is the best time to reach those people who
are ready to buy.”

McCormick says this is why she and her staff “ap-
preciate our new Media Management Plus software
system. It’s patterned after Donovan, but it’s state of
the art for radio and lets us access the numbers fast
enough to really give us more time to think.”

Quality

GROUP

RADIO

The First Name In Radio

WBZ, Boston

KDKA, Pittsburgh

KQXT, San Antonio
KAER and KFBK (AM), Sacramento
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KODA, Houston KQZY, Dallas/Fort Worth
KEZW (AM) and KOSI, Denver

Westinghouse Broadcasting

KYW, Philadelphia

KMEO-AM-FM, Phoenix
KFWB, Los Angcles  KJQY, San Diego
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vision and adds responsibility as presi-
dent of Allco Corp., an Allbritton sub-
sidiary handling station acquisitions.

Anna Mae Sokusky has been named
vice president, news and programming
for the CBS owned AM stations, re-
porting to Nancy C. Widmann, vice
president, CBS Owned Radio Sta-
tions. She joined CBS in 1970 at
KCBS San Francisco and since 1985
has been executive director, news for
the CBS owned AM stations.

Paddy Ramsay has joined KTAR/
KKLT(FM) Pheonix as director of
sales. She moves in from San Antonio
where she had been general sales man-
ager for Duffy Broadcasting’s KONO/
KITY(FM) San Antonio.

Michael M. Seymour has been elected
a vice president of KERA(TV) Dallas-
Fort Worth. He has been the station’s
director of broadcasting since 1984,
and before coming to KERA he had
been program director for WMFE-TV
Orlando.

Howard C. Toole has been named gen-
eral sales manager and Ralph Crossley
has been promoted to assistant gener-
al sales manager for WAOK/
WVEE(FM) Atlanta. Both move up
from co-assistant general sales manag-
ers.

Bill Ashenden has been appointed
general sales manager of KKRZ Port-
land, Ore. He joined the station as an
account executive in 1985 and was
promoted to local sales manager last
year,

Talbert Gray has joined WOKB Or-
lando as general sales manager. He
was formerly station manager of
WORL Orlando and general manager
of WBOK New Orleans.

Bob Dennis has been named general
sales manager of KFKF AM-FM Kan-
sas City. He comes to the Sconnix
Broadcasting station from KSHB-TV,
also Kansas City.

Richard F. McGeary, general manager
of KGIL AM-FM San Fernando-Los
Angeles, has been elected a vice presi-
dent of the Buckley Broadcasting sta-
tions. He joined the stations in 1983 as
general sales manager.

Sherri R. Sawyer, general manager of
WREC/WEGR(FM) Memphis, has
been elected a vice president of parent
company NewMarket Media Corp. of
Tennessee. She came to the stations in
1985 as local sales manager.

an adult contemporary format, WACO
features country music and WAVF
carries album oriented rock.

Eastman Radio has added KDTH/
KATF(FM) Dubuque, Iowa to its cli-
ent list. KDTH plays a new age format
called The Breeze and KATF is a clas-
sic hits station.

Carolyn Navarra has joined Cox En-
terprises’ KTVU(TV) Oakland-San
Francisco as regional sales manager.
She was formerly local sales manager
for WCIX-TV Miami and before that
she had been a sales executive with
Petry Television in Philadelphia and
Tampa.

New Stations

Correction

The licensee for new station WLKT-
TV Lexington, Ky. was incorrectly
listed in the Jan. 11 issue. Licensee is
not Family Group Broadcasting but
Family Broadcasting Corporation
(F.B.C., Inc.) 343 Waller Avenue, Lex-
ington, Ky., 40504, Telephone (606)
252-8804. President of F.B.C. is Rob-
ert J. Rosenstein.

Buyer’s Checklist

New Representatives

Banner Radio is now national sales
representative for KELO AM-FM
Sioux Falls and KPLO(FM) Reliance,
both South Dakota. KPLO programs a
continuous country format KELO of-
fers a full service adult contemporary/
news format and KELO-FM is an
adult contemporary/light rock station.
All three stations are owned by Mid-
Continent Broadcasting.

Christal Radio is the new national
sales representative for WAVF(FM)
Charleston, S.C. and WACOQ/
KHOO(FM) Waco, Texas. KHOO airs

Hillier, Newmark, Wechsler & Howard
has assumed national representation
of KTOK/KJYO(FM) Oklahoma City.
KTOK broadcasts news and talk and
KJYO carries contemporary hits.

Independent Television Sales has been
appointed national sales representa-
tive for KWKT-TV Waco, Texas and
WPGX-TV Panama City, Fla.
WPGX, owned by Family Group Tele-
vision, is scheduled to debut in March.
KWKT is owned by Southwest Multi-
media of Houston.

Katz Radio is now national sales rep-
resentative of WHLI/WKJY (FM)
Hempstead, N.Y. and KIKV(FM) Al-
exandria, Minn. KIKV is a modern
country station. WHLI programs Mu-
sic of Your Life, and WKJY carries
the Transtar 41 format.

Regional Reps Corp. has been signed
to represent WDAX AM-FM McRae
and WLOP/WIFO(FM) Jesup, both
Georgia. Both McRae stations and
WLOP feature modern country music,
and WIFO carries an adult contempo-
rary sound.

Republic Radio is the new national
sales representative for WIBX/
WNYZ(FM) Utica, N.Y. WIBX pro-
grams talk and news and WNYZ is a
contemporary hit station.

Transactions

San Jose Broadcasting Corp. has pur-
chased KLZE(FM) Los Altes, Calif.
from Mountain Communications for
$5.27 million. San Jose is headed by
Brion Applegate, chairman of Ana-
heim Broadcasting, and Mountain is
headed by John and Kathleen Parker.
Chapman Associates was the broker,

Olympic Broadcasting has agreed to
acquire KLTY (FM) Kansas City-Lib-
erty, Mo. from Transcolumbia Com-
munications, Ltd. for approximately
$4.5 million, subject to FCC approval.
Principals of Olympic are Ivan E.
Braiker and James D. Ireland IIL
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Sell-a-vision gathers steam (/0 page 70)

winning commercials on network TV.”
He declines to name the advertisers but
says one is targeting businessmen with
less than 100 employees and the other
has a product with a female skew.
With more major advertisers insert-
ing phone numbers into their commer-
cials, Lelchuk doesn't perceive this as
DR unless the viewer is given enough
time to write the number down and act
on it. He asserts this can’t be done in
shorter commercials unless they use a
pneumonic device—for example, a
phone number that forms a word.

Shift in advertisers

According to James of Harbor Asso-
ciates, two things have brought re-
spectability to the DR industry and are
also likely to make it a bigger business
in the future. One is the type of adver-
tiser involved. She says “products”
now represent only about 8% of the
business, which is mostly in subscrip-
tions and financial services. The sec-
ond is ability to handle a heavy volume
of responses.

“About 80% of the calls come in dur-
ing the first half-hour after a spot
runs,” James notes. ‘‘So, if a high vol-

ume of calls is being generated, you
have to be with a telemarketing service
that can handle 200 calls simultaneous-
ly. There are now a handful of telemar-
keting services that can doit.” a

O&M Direct just
began using
network last year
and has tested
commercials
locally in order
to bring the
winning ones

to network.

Howard Lelchuk
Ogilvy & Mather Direct

Sillerman-Magee

150 EAST 58TH STREET - NEW YORK - NEW YORK 10155

January 1988

$120,000,000

Legacy Broadcasting, Inc.

$110,000,000 Senior Secured Notes due 1993

$10,000,000 Revolving Line of Credit

We arranged the private placement of these notes.
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Wall Street Report

King World Productions
has record first quarter:
continued growth seen

King World Productions, whose success in syndica-
tion needs no introduction, has had a record first (fis-
cal) quarter, with net earnings and earnings per share
more than doubled, due primarily to those sterling
performers, Wheel of Fortune, Jeopardy and The
Oprah Winfrey Show. The trio account for close to
90% of KWP’s revenues.

For the first quarter, ended November 30, revenues
totaled $97.5 million, up 20% over the previous year’s
$81.4 million. Net income climbed to $22.8 million,
up from $11.0 million in the first quarter of FY ’87.
The increase amounts to 107%. As for earnings per
share, they amounted to 78 cents vs. 36 cents for the
corresponding three-month period the year before.

Continued steady climb

This is the continuation of a steady climb. Revenues
went up 80.8% from FY 85 to '86, rising from $80.6
million to $145.7 million and another 65.6% from '86
to '87, increasing to $241.3 million in FY ’87. In that
same period, the net rose from $9.8 million in ’85 to
$19.8 million in 86 to $33.1 million in 87, Compara-
ble earnings per share were 34 cents, 65 cents and
$1.11.

One analyst following this stock sees earnings per
share going up by substantial margins in the next
couple of years. Curtis Alexander of Mabon, Nugent
& Co. estimates EPS of $2.10in FY 88 and $2.90 in
FY ’89. During those same periods, the estimate for
total revenues is $285.0 million for the current fiscal
year and $340.0 for the following fiscal year. This as-
sumes increases in license fees for the three top-rated
shows of 30% during this fiscal year, 20% during the
next fiscal year and, conservatively, figures that “oth-
er revenue”” will amount to only $10 million. Yet
“other revenue” during the last fiscal year was $29.3
million.

Behind these estimates are the consistently high
ratings for King World’s trio of nationally syndicated
shows. According to the latest Cassandra figures (No-
vember 1987 sweep), Wheel of Fortune ranked first
among all syndicated programs on the air with a 19
rating and a 32 share, Group W Productions’ PM
Magazine was second with 12.3/21, Jeopardy third
with 12.1/26 and Winfrey fourth with 10.5/31.

However, the top three KWP shows outranked PM
Magazine in shares; in addition, the Group W show,
now in only 26 markets, according to Nielsen, has a
coverage ratio of only 24.7%, while the KWP shows
are all ahove 98% in coverage. Also, PM Magazine is
nol conventional syndication, there being consider-
ahle local production involved.

T'he bright, near-term future that the Mabon, Nu-

gent analyst paints for KWP is based to a large ex-

King World Productions

Selected financial data (in thousands except
per share data)

Quarter
ended November 30
1987 1986
Revenues $97,460 $81,354
Income from operations 38,060 20,789
Income before provision
for income taxes 38,137 21,082
Net income $22,758 $10,997
Eamings per share .78 .36

KWP program revenues (millions)

License fees 1987 1988E 1989E
Wheel of Fortune $ 716 $ 85.0 $ 85.0
Jegpardy 504. 55.0 70.0
" Oprah Winfrey 210 60.0 90.0
Total $143.0 $200.0 $255.0
Barter sales
WheelofFortune $ 385 $ 39.0 $ 39.0
Jeopardy 19.7 20.0 20.0
Oprah Winfrey 10.8 16.0 16.0
Total $ 69.0 $ 75.0 $ 75.0
Other revenues 29.3 10.0 10.0

Total revenues $241.3 $285.0 $340.0

E: estimate by Mabon, Nugent

tent on the outstanding level of station obligations.
What are called “unbooked receivables,” or license
fees that stations have contracted to pay King World
in the future, stood at $101 million in November
1985, Alexander notes. A year later, they amounted
to $269 million. By last November they had amount-
ed to no less than $619 million, which, notes the ana-
lyst, is “significantly more than the company’s cur-
rent market capitalization.” Alexander also points
out that 95% of the fees are due from “financially se-
cure, network affiliated stations (the other 5% is from
KCOP-TV in Los Angeles, a very strong indepen-
dent); therefore the incidence of bad debts is infini-
tesimal.” A major factor here is King World’s ability
to sign stations to multi-year contracts.

Fees locked in

Since the license fee flow, with built-in annual escala-
tors, is locked in, the only component that can fluctu-
ate is the barter revenue. Alexander feels that, “re-
alistically,” barter revenue is likely to go up a little
“as the King World shows continue to dominate the
national syndication ratings.”

The analyst projects that in 1989 barter spots will
account for 23% of the revenue for the three pro-
grams and 27% in the current fiscal year. This is
based on the conservative assumption that barter
revenue will stay at about $75 million in both years.
During the last fiscal year, it was $69 million.
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Sales personnel
(from page 77)

but how stations and agencies operate,
and an understanding of how the net-
works and barter syndicators operate.
When our sales managers ask me what
they should ask our graduates when
they’re interviewing for sales positions
on these managers’ teams, I challenge
them to find any area of broadcast ad-
vertising that the graduate is not up on.
When we’re finished with them, they’re
fully prepared to hit the ground run-
ning.”

He adds, “We follow up on them 30
days, 60 days, six months and a year
after they've gone through to see if
there may be some key point we or they
missed. We're usually able to confirm
that we did an outstanding job with
them.”

Kenneth Donnellon, vice president,
advertising and communications at
John Blair Communications, reports
Blair Television started its sales train-
ing 11 years ago in Chicago, where it’s
still run by Blair’s Chicago managers,
with from three to six candidates in any
one 13-week class.

Donnellon says Blair has graduated
about 100 new account executives dur-
ing its first 11 years and that *“‘Our basis

““The acid test is how well the
program’s graduates produce on
the street. By that measure

for calling it a success is that 65% of
those 100 are still with Blair and close
to a third of our current managers
around the country—12 of our 35 to 40
sales managers—are graduates, as are
another 20 to 25% who hold sales man-
agement posts with television stations,
most of them Blair-represented sta-
tions.”

He says Blair “teaches the basics of
the business with emphasis on the
technical areas—ratings and the com-
puter systems that give them fast ac-

it’s brought us
excellent results.”

Leo MacCourtney
Vice president
Blair ABC Division

cess to audience data.”

Blair also uses role playing “to give
candidates an opportunity to present
their stations to experienced account
executives and managers. And we keep
fine-tuning and upgrading the program
with new techniques. Today we use
video tapes so they can see themselves
and their delivery in a kind of mirror
with sound so they can improve on
what they see and hear.”

At Katz Independent Raounas de-
scribes the training as ‘“very much on

Sillerman-]Magee

150 EAST 58TH STREET - NEW YORK - NEW YORK 10155

January 1988

Legacy Broadcasting, Inc.

has acquired

WCXR
WCPT
Washington, D.C.

for

$22,750,000

We represented Legacy in this transaction, and
provide equity and subordinated debt to Legacy.
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‘‘Petry is employee-owned, which
gives our people added incentive
to stay, knowing they’ll be

vested in our
profit-sharing
plan.”’

George Denni
Viee prestden
Petrey T
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imdependents against affiliates. And
thev have (o know what goes on at the
stations.” Raounis emphasizes, "1ts
one-on-one training, What we teach is
customized to fill the voids in the train-
ee's experience. And 1t's not academi
We don’t sit five different people down
in the same room and lecture to them.
If we did, the ex-time buver would tall
asleep in the media lecture and the ex-
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‘“Whatever we’re doing, we must be
doing it right, because many of our
best producers and managers have

TeleRep

come out of our
training program.
And we suffer

minimal turnover.”

Dick Waller
Vice president
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Len Kay of Kelly, Scott

- and Madison: The trend
to add more services
“lsn’t anything we've
pushed for or even

| planned.” but advertisers

| who've dropped their
agencies suddenly find
no one’s handling the
likes of media planning.
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The story of the late Ed Libov is a good
example of how much difference one
man can make in the media service
field.

In 1984 Ed Libov Associates billed
$150 to $175 million, at least 0% of it
in television, and the service’s biggest
client was Toys 'R Us. Shortly after
Libov died his company was bought up
by Cliff Botway, whose specialty is net-
work negotiations. The combination of
Libov and Botway’s network service
billed roughly $450 million at the time
of Botway’s acquisition in early 1985.

But it didn’t last. Toys 'R Us
switched its media buying to Bohbot &
Cohn in 1986, and Botway sold what
remained of Libov’s once impressive
spot buying piece of his business to Jim

Buying services
are becoming more
involved in buying
cable and
syndication. Some
claim that cable

1s treated like
outdoor at the
agencies and
relegated to
junior buyers.

Bates suggested a few years ago as a
way to try to keep cable alive.

“But today it works. We've even in-
troduced a new product on cable. It’s
just one more example of why more cli-
ents, including the smarter agencies,
are coming to the media services. Cable
at too many of the agencies who don't is
treated like outdoor, relegated to ju-
nior buyers who are not quite sure what
to do with it.”

Cable is only one example. More ser-
vices are into syndication. SFM’s Staab
says, “Some work with syndication re-
luctantly, but they’ve had to, to com-
pete, just as the agencies have had to
get into it in a major way. In our own
case, we both work with the networks
and compete with them, and we both
work for many agencies and compete

|+

La Marca’s La Marca Group and now
concentrates, as he did before, on his
network business.

No one available at presstime in the
Botway organization was willing to
comment, but the talk on the street is
that Libov never had a second in com-
mand close enough to the action to
know what to do after Libov’s expertise
in marketing to moppets died with
him. People who really know how to
sell to kids are few and far between.
Estimates are that there are probably
only half a dozen or so people in the
whole country who can do it effectively.
So when Libov passed away, says one
observer, “Toys 'R Us just got frustrat-
ed and found someone else who could
do what Ed had been doing for them.”

against all agencies. We sell syndicated
product to the networks at the same
time we’re building ad hoc networks for
some of our other syndicated shows,
and also buying time on the networks.”
Bryant emphasizes, “Our approach
to new clients no longer has to be ‘I can
buy it cheaper.” Today, clients know
we’re responsible professionals and are
glad to entrust their forecasting and
strategic planning to us as well as the
execution of plans made by others.”

Fiuw one person holds key to mediabuying success

Meanwhile Bohbot & Cohn, the ser-
vice that wound up with Toys, has been
reporting record growth ever since and
claims to be the fourth biggest buying
service in the country.

How did it grow so fast?

Says executive vice president Shelly
Hirsch: “The whole world is suddenly
waking up to the fact that youth is the
last untapped demo. Today even The
Wall Street Journal is writing about it.
Kids not only have money of their own,
but a lot of the teenagers whose moth-
ers work do the family shopping in the
supermarkets. Even small kids, with
their moms in the store, initiate a lot of
what she pulls off the shelf. And more
advertisers know it today than ever be-
fore.”

LaMarca points out, “The business
has grown not only in size but in stat-
ure. This is indicated by the nature of
our clients, including some of the major
package goods corporations. Today we
can get in to see companies who will
listen to our presentation—many of
them companies that wouldn’t have let
a media service inside their front gate
five years ago.”

At Kelly, Scott and Madison, Chica-
go, senior vice president Len Kay says

NOW
YOU CAN

HAPPILY
EVER AFTER.

For more information look for the
Health Television Corporation advertisement
in this issue and visit us at

booth 157
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THE WORLD OF TELEVISION
FOR THE TELEVISION OF THE WORLD

Your international spring-time market
is at MIP-TV.

It’s happening at MIP-TV because at MIP-TV
you'll meet everyone and see everything in
the world of television.

In 1987, 5917 participants, representing 1496
companies from 106 countries were present
at MIP-TV. In 1988 MIP-TV will once again be
THE international meeting place for tele-
vision stations, programme and feature film
production and distribution companies and
programme buyers.

MIP-TV i

21th International “Television Programime Market

It's happening at MIP-TV because MIP-TV is
at the heart of the programmes which make
television.

MIP-TV is the world's largest market for bu-
ying, selling and co-producing. It's the place
to learn about the evolution of market de-
mands and to discover new trends and new
projects.

Be part of the vitality, energy and growth of
today’s television:

be at MIP-TV'88.

28th April - 3rd May 1988 - Palais des Festivals - Cannes, FRANCE

Please rugh me further details on MIP-TV'88
Names:

Company:

Address.

City:

Postal Code:

Country

retucn to MIP-TV - Perard Associates - Sales Manager: Barney Bernhard

Jest 32nd Street, Suite 1512 - NEW YORK NUY. 10001 - Tel. : (212) 867.76.00

- Fax: (212) 967.76.07 - Télex : 4979122 PERAD U
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the trend to expand into more services
“isn’t anything we've pushed or even
planned. But unlike a few years ago
when we used to have to beat the
bushes for clients, advertisers who've
dropped their agencies suddenly find
no one’s doing their market-by-market
sales analysis or media planning or
merchandising, or selling their media
plan to the sales force or handling their
co-op anymore. So they ask us to help.
It'’s expensive for us to do it, but at the
same time, it’s another way to pick up
new clients. So we find ourselves doing
more BDI and CDI sales analysis, and
analysis of the MRI and Simmons re-
ports that their agency used to do for
them.”

And besides all the clients accus-
tomed to having agencies do such
things for them, adds Kay, “are all the
local retail accounts who never did
have an agency but are now finding
buying direct and in-house getting too
complex for them, what with more sta-
tions, more cable systems and opportu-
nities in syndication. These accounts
are also coming to media services, look-

Allen Bohbot heads Bohbot
& Cohn, which inherited
the Toys 'R Us plum,
entrenched with Ed Libov
Assoctates until after

the founder’s death.
Bohbot’s operation has
been reporting record
growth and now claims to
be No. 4 buying seruice.

E

There are services that offer a
unique specialty—Clifford A.
Botway, network negotiation,
Century Media, regional buying.

ing for our expertise in all these new
areas.”

Like the agency business, media ser-
vices, too come in all sizes. One esti-
mate is that there are probably 70 of
them in the U.S., with five or six han-
dling the bulk of the business. About 20
are medium-sized shops and the other
40 or 50 small operations surviving
with one or two accounts.

The majors can do it all, from plan-
ning to policing and research as well as
buying. Vitt, for instance, is participat-
ing in a study on effective frequency in
conjunction with the Advertising Re-
search Foundation and Northwestern
University.

And there are services that offer a
unique specialty. Clifford A. Botway,
Inc. is the biggest in network negotia-
tions. Century Media Corp., headed by
Charles Scimeca, coordinates a net-
work of 21 affiliated regional buying

offices across the country.

La Marca sees as another “sign of the
permanence of our business” the para-
dox that on the one hand we have the
stridency with which media services
are still attacked by some major agency
media heads, while at the same time,
quiet discussions are currently under-
way by at least one major agency with a
view to acquiring or starting its own
media service, probably either as an in-
dependent subsidiary or with the idea
of taking a major financial position in
the ownership of an independent me-
dia service.

Media General’s Koenigsberg has
heard about the same deal: “Before this
year is out,” he says, “I expect to see a
major agency of top-five magnitude
buy, merge with, or form its own media
placement subsidiary. Once that hap-
pens, [ expect to see alot of other agen-
cies fall into line, like the sheep they
usually are, once one of them sticks its
neck out and does something new.”

And beyond 19887

Says Western International’s Holt: I
think in 10 years or less there will be
five to 10 super buying pools, and it will
be difficult to survive outside one of
those pools. That means agencies will
have to decide if they’re either going to
gear up to form a pool, or which pool to
join.” |
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Name of the game for access (rom page 67)

which helped us as well.”

As the only game in town for next fall
in checkerboarding, KTLA can choose
from seven shows it has acquired,
points out Bell. These are, in addition
to Out of This World,” Charles in
Charge, which will go into its third sea-
son of production, a co-venture of MCA
TV and Tribune Entertainment; Bus-
tin’ Loose, also from MCA and Tri-
bune; first-run Punky Brewster, also
being renewed with Bustin’ Loose;
MCA TV’s My Secret Identity; and
The Munsters Today, another MCA
product.

The seventh show, not a sitcom,
notes Bell, is T and T, from Hal Roach,
which premiered on KTLA in mid-Jan-
uary as a Monday replacement for The
New Monkees, a cancellation. The
September lineup had included Mon-
kees, Charles in Charge, Brewster,
New Gidget and Busitn’ Loose. The
current schedule is Charles in Charge,
Gidget, Brewster, Looseand T & T.

NBC affiliate in Eugene, Ore.,
KMTR-TV, gave up the checkerboard
ghost in access as far back as 10 months
ago because of miserable ratings. Ac-
cording to Robert Davies, general man-
ager, the station ditched its checker-
board concept in the spring after a fall
1987 startup, replacing the shows with
such things as Entertainment Tonight,
Benson and Different Strokes. Actual-
ly, these shows and others were used as
a holding pattern for both Family Ties
and Cheers, which were bought a few
years back after Wheel and Jeapardy,
the station’s 7-8 p.m. tenants, went
over to its CBS competitor, KVAL-TV.

Davies explains that “the station is
relatively new and is a UHF competing
against two established, relatively
strong VHFs in the market, so it wasn't
too hard for someone to bid the two
shows away from us. We then bought
Ttes and Cheers in response to that,
but the only problem was we had to
wait two-and-a-half years for both to
be available in syndication. Even the
checkerboard concept was a gap-filling
measure designed to get us to Septem-
ber 28.”

Cheers, the access strip, has jumped
up in numbers considerably over the
checkerboard shows of the 1986 No-
vember. The five programs averaged an
Arbitron 4/7 in access, while Cheers
reaped and 8/14, “so that’s double,”
says Davies,

The station is not faring too badly in
access so far as the other network com-
petitors are concerned, continues Da-
vies. “We’re really comparing apples to
oranges. Not only are we a U, but we
also lack cable carriage in certain key
areas which could be valuable to us.

KVAL is a giant, not only in having
Whee!l and Jeopardy, but also because
they are on the cable system and have
satellite stations that rebroadcast their
local programming. Jeopardy, for ex-
ample, gets a 24/42 in access.”

On the other hand, he says, the ABC
7-8 p.m., competitor, KEZI-TV, has
Magnum P.I., and its rating is a 7 with
a 12 share, “so we have exceeded KEZI,
despite that it has the cable carriage in
this area as well. That’s a very encour-
aging development for us.”

KMTR, in addition to Family Ties
and Cheers, also owns the off-network
Night Court, which is available for trig-
gering in September. “We feel it's an-
other potential access player for us, so
our primary objective at this year’s
NATPE is to program for our 3-5 p.m.
time period, when we are not as com-
petitive as we would like to be.”

Both off-network reruns are per-
forming reasonably well, considering
the high fees paid by stations for both.
Ties,on 172 stations in November got a
Cassandra 8/15, ranking Number 6 in
households. Cheers took up the Num-
ber 12 spot with a 6.8/15 on 144 sta-
tions. Ties played in access on 108 sta-
tions, getting an average 9/15, while on
71 stations in access; Cheers registered

a7/12.

But the access checkerboarding con-
cept was dealt a severe blow when one
of its pioneering stalwarts, KVVU-TV,
Las Vegas indie, decided to put the
form to rest in January. The station
had been one of the first outlets to ex-
periment with checkerboarding three
years ago in early fringe, and followed it
with an access program format a year
later.

According to Rusty Durante, general
station and program manager, the sta-
tion called it quits in checkerboarding
in the 7 p.m. time period (and in early-
fringe as well) because the shows had
dipped considerably from their lead-in
and lead-out. Durante says the removal
of checkerboarding in access was not so
much a matter of poor ratings as that it
performed much below its programs
surrounding it. “The checkerboards
were doing a 7 rating and 12 share. My
problem was [ was getting a 13/21 at 6
and a 14/24 at 6:30, airing Family Ties
back-to-back.”

At 7:30 p.m., after the checkerboard
the station’s ratings rose again, to a 13/
21 with Cheers, “so [ couldn’t live with
that 7 p.m. dip.” Consequently, MASH
now occupies the old checkerboard
slot. Also impairing the station’s check-
erboarding vision, continues Durante,
is the decision by the NBC-owned sta-
tions to drop their sitcom access block

I Television/Radio Age, February 8, 1988
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and the shortage of new first-run sit-
coms coming down the pike for the fall.
KVVU had been running the same pro-
grams as the NBC outlets, except for
You Can't Take It With You.

Despite the disheartening ratings of
the checkerboard shows, Durante says
he has not given up on airing sitcoms
and is running most of them on the
weekends, including The Dom Deluise
Show, which ran in the Can't Take it
With You slot. In fact, he continues,
the programs, and the 1986-87 crop,
are doing substantially better on week-
ends than as midday shows.

Can’t Take it With You and Marble-

head Manor are two checkerboard sit-
coms that will fall bv the production
wayside. But the three others in the
NBC block, Dut of This World, We've
Got it Made and She's the Sheriff, will
return, albeit as weekend fare. With
another production season under its
belt, We've Got it Made can go into
strip in the 1988-89 season, it's pointed
out.

The back-end profits, obviously,
were one of the reasons that the pro-
ducers of the sitcoms made the weekly
shows. Blair’s Levinton notes the lack-
luster performance of most of the sit-
coms and the abandonment of the
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checkerboard ship by most stations
have made producers gun-shv on whip
ping out new shows for the fall and as
potential back-end pavoff entities.

Levinton adds that “the only sitecom
1 hear of that is of any consequence is
The Munsters Today,” from MCA TV,
Actually, MCA, which will also offer
another sitcom, Secret Identity, is one
of the few majors offering the form at
the upcoming NATPE. First-run pro-
grams in the pot, loo, are renewals of
Mama’s Family, Bustin' Loose and a
few others.

Also, there are a few off-network
half-hour strips that could be used for
access beginning in the fall: Kate & Al-
[ie, and Bob Newhart, and Websterasa
strip.

Double-access

Meanwhile, double-access, in which
affiliates in major markets add a half-
hour syndicated program while push-
ing back network news, has broadened
to the point whereby the practice is
commonplace. According to industry
estimates, double-access programming
has become the rule on affiliates repre-
senting about 60% of the U.S. house-
holds.

Notable exceptions, notes HRP's
McCarthy, of affiliates not doing dou-
ble-access are WNBC-TV and WCBS-
TV in New York, plus the ABC-owned
station in Los Angeles, KABC-TV. Ru-
mors surface on and off that the affili-
ates will follow the double-access route
at some point soon, but this could not
be confirmed.

As for how the double-access syndi-
cated shows are performing, McCarthy
says it’s difficult to determine. “lt
would have to be done on a market-by-
market testing basis.” However, he
adds, most stations that have gone into
double-access “are pretty happy that
they have.”

One of the big success stories is at
WABC-TV New York, which began
running double-access Dec. 5, 1986 and
has been scoring high numbers in the
daypart ever since. Before that, accord-
ing to a spokesperson at the ABC-
owned station, Hollywood Squares was
running in single access at 7:30, and a
game show block in early fringe, which
included Jeopardy. Jeopardy was
moved into the 7 p.m. time period, and
was the show that pioneered the dou-
ble-access concept, the spokesperson
says.

Jeopardy did a 15 rating and 25
share in the Nielsen November report,
vs, CBS Evening News’ 9/15, NBC’s
News’ 8/14, Fox’s nwes’ 5/9; Cheers on
WPIX(TV), which did a 9/16; and
WWOR-TV's $§100,000 Pyramid,
which did a 7/11. “The reason why the
double-access is working so well is be-
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“Scandals”’ .
Double-access, in
which affiliates

J dy is doi 1l and "
ABC World News Tonight, which now adddq hal{i hour
irs at 6:30 instead of 7 is doi h
better than it did at 7,” the spokesper. syndicatea program

son notes. whlle pUSthg baCk

A vear ago, in November, 1986, the

network news was doing a 12 share at 7. network newS, has
At 6:30, the news is now registering a 17
share, according to the WABC source. become
But in the Buffalo market, no strang-
er to double-access, all three network Commonpla’ce'

affiliates have been using the form fora
number of years with degrees of suc-
cess, depending on the syndicated
product involved. Wheel and Jeopardy

have both been performing very well on
WEKBW-TV, ABC station, as double-

access shows. On the other hand, at

CBS affiliate WIVB-TV, Quintin Ren-

ner, program manager, says his access

programs have been disappointing.

“They haven’t achieved what we hoped

for. Over the years we have run the

gamut of programs, including even go-

ing checkerboard.”
He continues that Win, Lose, Or

Draw, the present 7 p.m, program, is

“working for us.” The 7:30 p.m. strip,

Truth or Consequences, was doing

poorly, as it was nationwide, and was

cancelled in January by Lorimar. Its

replacement at WIVB is A Current Af-

fair. Just what changes the station will

make for the fall are too early too call,

notes Renner. “I'm interested in seeing

how both shows perform in the March

books.” e
The NBC affiliate in the market,

WGRZ-TV, has acquired USA Today

for an access slot in the fall, he notes.

But because there are a number of oth- .

er fall shows available in the market, _— — e

including Family Feud, he says he's

not forced into making any decisions at For more information look for the
this point. “Our competitors basically Health Television Corporation advertisement
have their access locked up. We have an i th'_!f‘__'_sgue and visit us_‘at
advantage in that we have no need to booth 1577 at the NATPE Show.
commit to anything as yet.” a

1
II Television/Radic Age, February 8, 1988 107
www americanradiohistorv com


www.americanradiohistory.com

93 MILLION
~ AMERICANS
ARE SICKAND
TIRED.

- AND HTC

HAS
THE CURE.



www.americanradiohistory.com

INTRODUCING

HEALTH TELEVISION CORPORATION.
YOUR ANSWER TO HEALTHIER RATINGS.

Did you know that 93 million Americans are living with
ongoing diseases? Or that 59% of all American adults exercise
daily and 27 million people use formal fithess programs?

Now theres a way for you to tap nto this huge market—
with original programming from Health "Television Corporation.

: You can choose from 28 original programs such as

Mom?’ Time, which focuses on being a mom n the 805, or 60
and Loving It, which targets the retirement-age population, or
Happily Ever After, where celebrity hosts talk with couples

about their relationships. We even have programming specifi-
cally designed to help people cope with illness, like Rocky Bleier’s
Fighting Back or HealthScan, which brings you the latest updates
in the medical and health fields. These are just a few of the pro-
‘grams specifically created to increase your

viewer base, your ratings, and
moreover, your advertising
revenues.

For more information
On our unique programming
contact Jerome Lehman, CEO,
(412) 261-1411, or visit booth
1577 at the NATPE Show.

www americanradiohistorv com


www.americanradiohistory.com

FEEDBACK!

The FCC is getting tough in
applying indecency standards to
television programming. First,
what is your reaction to that; and
second, how will this affect
programming decisions?

“The issue is censorship.
The public is entitled under
the First Amendment to
free speech. Of course, the
broadcaster has an
obligation, too, and that is
for self-regulation. As to
the impact of the FCC
decision, it won't have
much effect. Stations for
the most part are not
running indecent
programming. Besides,
what the FCC is doing
affects only a portion of the
industry. Cable is not
regulated, so what the FCC
has done is like being a
little bit pregnant.”

Stanley Moger

)
X

L=
3

“The only place it will have
any effect is on late night
programming. | don’t know
whether the FCC’s
indecency standards apply
to what we’re developing
over here, which are game
shows and game show
strips, which hardly affect
anyone. No television
station will buy a project
that will offend an
advertiser. That’s what it
comes down to. There
aren’t a heck of a lot of
shows that walk the line of
decency, and there is some

question as to how
individuals define that.”

Scott Towle

““My sense is that if the trend
is moving back to the FCC
protecting the viewing
public, it will ultimately find
its way into the kid
business. It will have an
impact on the distribution
community. If the FCC
comes back into a cyclical
period of regulation,
affecting the commercial
content of children’s
programs, it will have a
huge financial impact on
producers and distributors
and ultimately affect the
quality of programming.”

Ritch Colbert
President, Access Syndication
Los Angeles

President President Orion Television
SFM Entertainment Syndication
New York Los Angeles
110 Television/Radio Age February 8, 1988
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“We've always programmed
responsibly and made sure
we lived up to our
community standards, so
the FCC’s stance won’t
affect our programming in
the least. | think the FCC’s
intent is to capture the
attention of those in highly
competitive situations who
will try anything to attract
a larger audience.”

Robert R. Regalbuto
President

KSTP-TV Minneapolis-St.
Paul and WDIO-TV Duluth

“No responsible broadcaster
has any need for concern,
although there is always a
concern when the FCC sets
program standards.”

Robert S. Mulholland
Director

Television Information Office
New York

“The FCC is not a
censorship board, and
there are certainly First
Amendment rights that
station managers
understand. It is not in the
public interst for the FCC
to set itself up as a censor.
As far as | can tell, all
television is decent, and the
FCC’s tough standards
won’t change anything
unless the meaning of
decency changes. | don’t
think it will affect the
creative community.”

Jules Haimouvitz

President, COO

Aaron Spelling Productions
Los Angeles

“Obviously we would prefer
not to have the FCC
involved in programming.
Occasionally a station may
go out of bounds, and that
reflects on all of us. But as
far as the rules themselves
go, we follow them

anyway.”

Deborah McDermott
Station manager
WKRN-TV Nashuille
and NATPE president

““] don’t see it posing any
particular dilemma for our
station. We've been
applying rigorous
standards all along in
controlling the content of
our programs and in the
care we exercise in editing
our feature films.”

Duane Kell
Station manager
WKBD-TV Detroit

Television/Radio Age, February 8, 1988
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In the Picture

Shelly Hirsch

As he assumes the new post
of executive vice president,
entertainment at Bohbot &
Cohn, Hirsch talks trends in
children’s programming,
educational toys and educa-
tional program content, and
about what it takes for ani-
mation to crack primetime.

Trend to family cartoons
replacing action-adventure,
says media service man

Shelly Hirsch, who has moved into the new post of
executive vice president, entertainment, at the fast-
growing Bohbot & Cohn media service, says that in
children’s animation, the trend is away from action-
adventure, “more for solid business reasons—audi-
ence size”—than as any attempt to silence the genre’s
critics.

He points out, “While action adventure cartoons
have enjoyed tremendous success as boy-appeal ve-
hicles, they don’t do much to attract girls. They de-
pend on the big adrenalin rush. It works fine the first
time the boys see it. But most of them go only 65 epi-
sodes, then into repeats. The third or fourth time
around, the kids know what’s coming, the adrenalin
no longer rushes, and there’s no mass girls’ audience
to fall back on.”

Hirsch adds that especially with both mother and
father now working in so many families, “The girls
and even a lot of boys don’t want the conflict of ac-
tion-adventure today as much as they want family
shows with both boy and girl appeal that will show
them fun. That’s why we’re seeing the success of
Duck Tales and seeing the Flintstones and Jetsons
coming back. It’s a return to basics and to fun for
both girls and boys. And it’s bringing a comeback of
shows like Yogi Bear and Alvin and the Chipmunks.
It’s bringing popularity to boy-girl appeal animation
like Kid Video.

Hirsch says for the first time this year “We're go-
ing to see the arrival of the first game shows for chil-
dren. Double Dare, produced by Nickelodeon, is due
to air this month. Lorimar’s Fun House is scheduled
for a September debut. Both are built around lots of
prizes and games that make kids think.”

But that, he adds, “is about as close to ‘education-
al’ as television is going to get for kids this year. I've
heard plenty of talk about children’s magazine for-
mats that are supposed to include educational con-
tent, but I'm still waiting to see any of it.”

On the other hand, Hirsch points to “a number of
toys that can act as learning aids for preschoolers.
There’s Connor Toys’ Video Smarts, Coleco’s Talk-
ing Teacher, Playskool’s Alphie (for Alphabet), and
Speak and Spell from Texas Instruments. And Atari’s
Video Games is a $149 keyboard, computer-like game
that asks questions and requires dexterity and think-
ing so the kids can type back the answers.”

In his new post Hirsch will manage Bohbot &
Cohn’s joint ventures with Lorimar-Telepictures and
with Coca-Cola Telecommunications and DIC Enter-
prises as well as create new properties for network
and syndicated release such as Kids Korner, with
Saban Productions of Los Angeles.

He describes Kids Korner as “combining two suc-
cessful half hours that have already been tried and
tested successfully by the networks. It’s going into
syndication but requires only a one-year commitment
by the stations. Most syndicated animation deals
force a minimum of two years on stations. When they
get locked into two years for a show that doesn't
work, it hurts.”

What does it take to produce animation good
enough to make it into primetime?

Says Hirsch: “Snoopy gets primetime on CBS be-
cause he’s cunning and cute and smart and he’s every-
body’s best friend. I suspect a lot of parents instigate
the initial viewing. And in primetime the show has all
the available kids to itself because everything on all
the other channels is for adults or teenagers. Schulz
is also smart enough to keep it special by doing only
three or four a year.

“It’s like the great Christmas specials we see every
year, but only once every year. If the Cabbage Patch
Kids had had more than their one special (Cabbage
Patch Kids’ Christmas in primetime on ABC) I think
it could have become another series of occasional
primetime specials like Snoopy or the Miss Piggy
movies.”

As for those optimistic toy marketers who've
talked about their industry evolving into a year-
around business, Hirsch observes, “We’ll see the oc-
casional red hot item like the Cabbage Patch Dolls or
Gobots that take off like a rocket, and they will drive
heavy traffic into the stores any time of the year.

Started with Crestwood

Hirsch started his career with Crestwood Advertis-
ing, an agency specializing in toy accounts. One ac-
count was Kohner, a game manufacturer later ab-
sorbed by Gabriel Industries, which, in turn, was ab-
sorbed by CBS Toys. The latter sold the rights for
such games as Trouble and Pop-a-Matic to Milton
Bradley before dropping out of the toy business.
Hirsch was also a principal of Richard & Edwards,
another agency handling toys.

Hirsch is blessed with a photographic memory
which he describes as “quite a gift, though there are
times when it’s gotten me into trouble. In school they
used to accuse me of cheating. Then I’d have to prove
I didn’t cheat by reciting back from the pages of the
textbook, verbatim, just as I'd done in writing on the
test.”

Television/Radio Age, February 8, 1988
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Early newsbhird gets the worm (from pege 73)

directors,” he says, “were receptive to
footage from an outside source. We
augment their own coverage and help
fill in gaps in the breaking news area.”

One story which helped the com-
pany’s reputation as a specialist in
breaking news was the infamous Twi-
light Zone helicopter crash which
killed actor Vic Morrow and two Viet-
namese children. “We had early foot-
age of the victims being brought to the
hospital,” Tur says sadly. “News direc-
tors are in a very competitive business,
and they cannot ignore the big story.
It’s their job to put the story on the air,
and being where the news is helps us.”

Initially LANS charged stations $75
and the networks $200-300 for one to

three minutes of raw footage, including
interviews Tur and his wife did by
holding the mike off to the side while
they operated the camera. In a growing
number of markets, one-person crews
is the developing trend, T'ur points out.

Internationally, LANS charges
$1,000 a minute. Aerial footage for ev-
eryone costs more, and the rates will
probably go up this year.

Where once the Turs made dubs of
the story and drove them around to
each station, nowadays LANS satel-
lites its coverage to stations which are
informed of its availability via Media-
link’s teleprinters in the newsrooms of
stations in the top 100 markets. “We
put the story up on the satellite and

notify stations where they can down-
link it,” explains Tur.

For stations which use LANS regu-
larly, “we treat them very well rate-
wise,” Tur says. When Tur shot Ma-
donna’s wedding to Sean Penn in Ma-
libu several summers ago, his videotape
and still photos earned the company a
“six-figure”” amount.

“This is the age of specialization,”
says Tur, a former paramedic, who has
provided emergency medical aid to
people on the street while covering a
story. “Stations are trying to cover as-
signments, do feature pieces, politics
and day events at city hall with limited
crews.

“We always have our one-man crews
on the street backed up by people on
the assignment desk who are monitor-

the marketplace
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That’s what it takes to run a successful indie.

If you’ve got them, let us know. We are simply
looking for the very best independent television
operator who's ready to own a piece of his own
station. In fact, we believe in independent
television so much, we are actively adding to
our group. If you want to run this group as our
partner, reply in the strictest of confidence to
Box 28, TV/Radio Age, 1270 Ave. of Americas,

New York, NY 10020.

Show us you have the
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to be successful.

SALES MANAGER

Major radio group seeks moti-
vator, trainer-local sales man-
ager for top 20-market urban
station. Career opportunity
with advancement potential.
Experienced, qualified appli-
cants call Curtis Shaw, 1-216-
795-1212. ECE, M/F.

General Manager

GENERAL MANAGERS seeking
administrative, operations, sales or
talent personnel—whoever you're
looking for at your television or ra-
dio station—you'll find that classi-
fied advertising in TELEVISION/
RADIO AGE is the most cost-effec-
tive way to reach the best qualifled
prospects for your key positions.

Find out more about how TELEVI-
SION/RADIO AGE classifleds can
work for you. Call Marguerite
Blaise at 212/757-8400, or write
to TELEVISION/RADIO AGE Clas-
sifleds Dept., 1270 Ave. of the
Americas, New York, NY 10020.

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.
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ing all the police and fire radios and
making calls to agencies in L.A.,
Orange and San Diego Counties.” A
crew works from 9 a.m. to 9 p.m. when
the overnight crew takes over.

All the major radio calls are forward-
ed to Tur at home in Pacific Palisades,
which isn’t too far from the Santa Mon-
ica Airport. In fact, this proximity to
the chopper paid off last Labor Day
when a Mexicana airliner and a private
plane collided over Cerritos, Calif.,
with disastrous results.

Recalls Tur: “We were able to get to
the crash scene in 18 minutes.” Since it
was a Sunday, Tur points out, the local
stations were operating with skeleton
crews. Tur at the time was also report-
ing for KFWB(AM), Group W’s all-
news operation and says he was the

‘first aerial reportet/photographer over

the scene of the carnage.

His footage was used by all the net-
works. Tur claims all the network-
owned affiliates’ helicopters arrived
from one to three hours after he got
there. How does he know this? “It’s
important we make note of this. We
keep track of the competition. When
we go to a news director or assignment
editor, I say, ‘We were there in 18 min-
utes and you need our video because it
took you three hours to get there.””

LANS’ Cerritos coverage won the
company a special “outstanding video”
award from Group W’s Newsfeed Net-
work.

In addition to breaking news, LANS
develops features, like a five-minute
piece on earthquake activity in the

Mammoth Lakes area, a major skiing
resort in northern California. In 1984,
LANS did a four-parter on the Olym-
pics for a Canadian client. The avail-
ability of its own features Is announced
by mass mailings and through Media-
link. Rates for these features vary, from
$100 up.

During the Academy Awards, LANS
acts as a pool camera for stations which
request coverage, principally for cost
reasons and because it keeps their
crews on their home turf, LANS may
charge from $300 to $500 for an Oscar
piece. “The news director who uses us
gets an L.A. presence,” Tur says, add-
ing, “Maybe his competition spent sev-
eral thousands of dollars sending a re-
porter and crew here. The guy who uses
us isn’t down a crew.” o

the marketplace

Help Wanted Equipment Needed Help Wanted

Baker Scott
& Co.

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
L

WE KNOW CABLE
. L]
1259 Route 46 — Parsippany. NJ 07054
201/263-3355

THE PROFESSIONAL

WANTED: COLLEGE RADIO
STATION SEEKS TRANSMITTER
(approx. 1000w) AS DONATION
OR AT REASONABLE PRICE.
TAX-DEDUCTIBLE. CALL RAN-
DYLL K. YODER, WJMU-FM
(217) 424-6369.

10,000 RADIO-TV JOBS
American Radio TV

Up to 300 openings weekly over 10,000
yearly-The most complete and current job
listings published ever by anyone. Disk
Jockeys, Newspeople, Programming
Engineers, Sales. Money Back
Guarantee- One week $7.00 Speclal:
Six weeks $15.95. You save over $20,
AMERICAN RADIC TV JOB MARKET _Jt

1553 N. EASTERN Dept F Y
AS VEGAS, NEVADA 89101

WANTED: COLLEGE RADIO
STATION SEEKS DONATIONS
OF RADIO BROADCAST CON-
SOLES OR AT REASONABLE
PRICE. TAX-DEDUCTIBLE. CALL
RANDYLL K. YODER, WJIMU-FM
(217) 424-6369.

Situations Wanted

GENERAL MANAGER

General Manager whose exper-
tise spans all aspects of televi-
sion broadcasting. A competi-
tive, profit generating, people
motivator. Performance at three
stations increased revenues
100, 300 and 550%. Contact
John Radeck, 904-737-9712.

Sr. Accountant/
P.C. Programmer

SENIOR ACCUNTANT/PERSON-
AL COMPUTER PROGRAM-
MER—an individual with three
years experience in auditing or
general broadcast accounting and
computer template and format de-
velopment on Lotus 123 and
dBASE IlI+. Work in corporate of-
fice of radio and television broad-
casting company. Send resume to
Robert W. Davis fl, Sarkes Tar-
zian, Inc., P.O. Box 62, Blooming-
ton, IN 47402. An Equal Employ-
ment Opportunity Employer.

Career Counseling

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.

CLASSIFIED ACTION

Get action quick 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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Washington Report

Cable industry’s
never had it better;
is it too good to last?

How much better can the cable industry have it? At a
congressional hearing, Preston Padden, president of
the Association of Independent Television Stations
(INTV) and perceived to be the arch-enemy of cable,
gained special attention for his defense of the indus-
try.

To be sure, the interests of Padden’s independent
TV stations and those of the cable industry just hap-
pened to coincide on one particular issue. But the de-
fense came from such an unlikely source it served to
highlight the feeling around the capital that the in-
dustry appears to have attained sainthood.

Even Dennis Leibowitz, a senior vice president for
Donaldson, Lufkin & Jenrette and a specialist on the
industry, noted in a recent speech to Washington
Metropolitan Cable Club that the industry is on such
a roll that even when it tries to lose on an issue—i.e.,
must-carry—it cannot do so. And it has gotten such
good responses for its willingness to negotiate on the
issue in the past, despite two failures in the courts,
that it probably doesn’t need to cooperate this time
around.

Nice place to advertise

Almost at the same time, industry representatives
and officials from allied groups appeared on Capital
Hill to present for the first time to staffers, and oth-
ers who may be handling campaign finances, hard
figures indicating that cable was a good investment
for political advertising.

Cable has its enemies. They include broadcasters,
the movie industry, and telephone companies, who
charge that the cable industry has become an unregu-
lated monopoly. But the efforts of some of the adver-
saries to generate sentiment in Congress to do away
with the compulsory license that cable enjoys have
fallen on deaf ears. Not only is Congress not likely to
do so, it is acting with alacrity on a proposal that
would expand the use of the compulsory license idea.

With all that going for the industry, one would ex-
pect to see dancing in the streets, a relaxed atmo-
gphere among industry lobbyists, and the broadcaters
and movie industry people lifting their arms in de-
feat.

In fact, Leibowitz, a friend of the industry, says,
“The present cable condition is also probably too
good to continue.”

He notes, as others have done for the past couple of
years, that heady success usually engenders a back-
lash. Just five years ago, broadcasting was on top of
the heap and cable was attempting to gain equality.
Broadcasting enjoyed the top-dog position for so long
that cable was able to take advantage of the backlash
against broadcasting. Making the transition easier
was the Reagan administration emphasis on deregu-

lation. Now cable and broadcasting have switched
roles.

But just as the administration enters its final,
lame-duck year, fighting to retain whatever influence
it has left, cable faces a series of efforts to try to
swing the pendulum back the other way.

Leibowitz even says the cable industry “might be
well-advised to try to throw a round or two to prevent
more serious damage.”

No self-respecting lobbying organization would,
however, admit that any of its issues are throwaway
items, and Leibowitz doesn’t single out any of the is-
sues for sacrifice.

He does list, however, some of the problems facing
the industry.

8 Even as courts consider the extent to which exclu-
sive franchises can be allowed, “overbuilding is be-
coming more common because there are isolated in-
stances where conditions are ripe and because the in-
dustry’s increasing prosperity is an incentive.”

N As telephone companies replace conventional
wires with fiber optics, cable service becomes more
attractive to them. Although the phone companies
can’t get into the cable business, yet, new technol-
ogies may attract programmers to sell directly to the
consumer.

8 The cross-ownership rules of the Federal Commu- -

nications Commission, which, in part, prohibit tele-
phone company activity in cable, are under serious
review at the agency and in Congress,

B The Reagan administration appears to be chal-
lenging the role of the federal court in continuing to
restrict the competition that telephone companies
can offer other industries.

B The courts are still deciding just how far the cable
reform act of 1984 goes in restricting the ability of lo-
cal governments to regulate the indsutry.

Derailment looming

Leibowitz asks, rhetorically, “Where will all of this
lead? I don’t know, but the glare of publicity will
heat up.” He adds, “The good news is that it’s unlike-
ly that the cable industry will lose on the really im-
portant issues of telephone cross-ownership and ver-
tical integration. Cable may have to duck a few rotten
tomatoes thrown by its adversaries while it occupies
the Washington arena stage. If it gives a good perfor-
mance, however, the show will continue to play with-
out cuts.

“The worst will likely not come to pass for political
reasons. The powers that count on the congressional
communications subcommitiees are more suspicious
of the telephone companies than of the cable opera-
tors.”

Given the antipathy between those ruling the key
committees of Congress now and the FCC, Leibowitz
notes that “a commission proposal to let in the tele-
phone companies might just be the ticket to keeping
them out.”

Since 1988 is a presidential election year,
Leibowitz also adds, “A change in political parties at
the White House would also thus pose less of a threat
on this issue than on most business matters.”
—Howard Fields
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A hot market that's exploding.

Exploding with over $134 billion of buying power.
Reaching this market has been difficult—until now...

Announcing
Hispanic Media and Markets from SRDS

With Hispanic Media and Markets you can
target your advertising buy to the exact
Hispanic media serving your market. Every-
thing you need to know about Spanish
language media is at your fingertips — media
rates, closing dates, market data, programming
facts, circulation figures, contact names,
contact numbers.

One Source For Multiple Media
Hispanic Media and Markets includes
detailed listings by media and

ADTI for over 400 media serving

the Spanish language market — radio,
television, daily and community
newspapers, business publications,
consumer magazines, direct mail
lists and outdoor advertising.

More Than Media

Hispanic Media and Markets
includes comprehensive market
data estimates for population,
households, and other media/
market indicators for the top 30
Hispanic ADI.

HISPANIC
MEDIA
AND
MARKETS

An Unbeatable Offer

Subscribe to Hispanic Media and Markets

on a 20-day trial basis at no cost or obligation.
See for yourself how it will help make your
job easier and your media decisions more
effective. An annual subscription includes four
issues plus monthly update Bulletins.

To reserve your copy of the premier issue
of Hispanic Media and Markets, available in
March, 1988, fill out and return the coupon. In
a hurry? Call 1-800-323-4588 or 312-256-8333.

L X X ¥ K ¥F ¢ ¥ K K B K& T Fr T

Yes, enter my trial subscription to Hispanic Media and
Markets. If | am not completely satisfied 1 will return the
first 1ssue within 20 days. 8FBTR

[0 Enclosed is my payment of $145

O Bill my company O Send me more information

Name Title

Company.

Address,

City: Stale/'Zip

Type of Business

Telephone Number

SRDS Circulation Department
3004 Glenview Road, Wilmette, IL 60091
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... for our stations, consistently outperforming
the industry. That's why our original client base is
still with us. And why we continue to attract
the most prestigious stations.

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

-
.
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