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The best insurance
against the future

is to be a part of it.

In broadcasting, the future
IS high-powered DBS.

Call for more information.
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3415 University Ave., St. Paul, Minnesota 55114 (612) 645-4500
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HOW TO BREAK
INTO THE LUCRATIVE
HOME VIDEO MARKET. . .

HOWEVIDZ0:
PRODUCING
FORTHE
HOWE= MARKET

1986 372 pp PaperBack
by Michael Wiese $16.95
For videomakers interested in pro-
ducing and distributing for the home
market, this book is sure to be the
most cost-efficient tool they can get.
it’s straightforward advice on putting
together videos in all different
genres: how to develop ideas,
present projects, negotiate con-
tracts; and finance, package, pro-
mote, market, and distribute the
product.

Author Wiese has a good track
record in the field, having authored
two related works in this field and is
former Director of Promotion and
Production for Showtime. A good
resource—even for the profession-
al—to spark ideas and stimulate
organization in projects,

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

Enclosed find $ for
copies of HOME VIDEO: PRODUCING
FOR THE HOME MARKET

Name

Company____

Address__ "

City - % _

State. _Zip__

Price includes postage and handling.
Company Purchase Order or Payment
Must Accompany This Order.

"
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Ayer, Y&R are major proponents of guarantees;
TV stations, reps balk at prospect of makegoods

Guaranteeing TV spot stirs heated debate

St. Louis broadcaster aims for ‘creative’ expansion;
interactive technology for TV high on the list

Ted Koplar’s gotta be different

Victims of home video, improved basic cable
and their own previous marketing strategies

Cable operators stage pay-TV comeback

Pioneering with SAP technology shows potential,
but it comes with a whole bag of surprises

KTLA(TV) says it in Spanish 4

He’s socially conscious, but not consciously so;
production plans controlled by deficit financing

Chuck Fries faces the issues 5

STATION REPORT

WNEV-TV Boston’s new morning line

10 Publisher's Letter 34 Radio Report 67 Spotlight On. ..
14 Final Edition 36 Radio Barometer 69 Wall Street
20 News About News 53 Viewpoints 70 Feedback
24 Sidelights 54 Programming 73 In the Picture
28 TV Barometer 6! Station Report 76 Washington
32 International 65 Buyer's Opinion 78 Media Browse
Velove |..:H-hn|||l Ape USSN g USDOM02TTX) (USES g 607160) is published every other Monday for $60 per year by the
Television Fditorinl Corp. Publivation Office, 1270 Avenue of Lhe Americas, Now York, NY 10020, Second cluss postuge
pviel (il New York, NY and additionat mailing offices. POSTMASTER: Send address changes to Television/Radio Age,
1270 Avenue of the Americos, New York, NY 10020, |

i
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Ind just got tougher!

Joining the toughest bunch
from coast to coast.

Fox Television
CBSQO&O
Group W
Hearst Broadcasting
Hubbard Broadcasting
- Pulitzer Broadcasting
H & C Communications
Qutlet Communications
Cosmos Broadcasting
lefferson-Pilot Communications
Journal Communications

| P Y YO e

A
| =
Aol
A mmmy.

Buena_ Vista
Television
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ONE OF YOUR
FRIENDS
WOULD LIKE
TO TELL YOU
ABOUT
TELEVISION/
RADIO AGE.

“Television/Radio Age’s
audience research is a tremendous
service to the industry.”

Gary Chapman
Director of Broadcasting
Freedom Newspaper Stations

NOW YOU KNOW WHY MORE
STATIONS ADVERTISE IN
TELEVISION/RADIO AGE

THAN IN ANY OTHER MAGAZINE.

Television/RadioAge

The Broadcaster’s Friend

EBast: West:

1270 Ave. of the Americas 6290 Sunsel Blvd., Ste.315
New York, NY 10020 LLos Angeles, CA 90028
212-757-8400 213-464-3552
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D.L. TAFFNER/LTD.

(212) 245-4680

NEW YORK: BIGGEST 11 PM
RATING/SHARE IN 7 YEARS!

With little-fanfare, WWOR
premiered the fresh Benny Hill Show
on June 27.

His very first week, Benny
increased the time period audience
by 100%. And he continued to build—
averaging a 5 Rating and 10 Share
from debut through July.

Bottomn line: it's the station’s best
time period performance since
Novernber ‘81!

Fresh Benny means fresh late-
night exciternént®and fresh audience
appeal for your station=right now.
sam:uscqﬁw,m1mgﬁm1w.

Producedt
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WBNSS Gene

he joined :

“As a CBS affiliate I'm |
always looking for a show
that I can use in early fringe |
before our early news. The !
show must generate a large '
audience, without a strong
lead-in, and must get the
men in the market to turn-on the station and stay-tuned
for our early news. |

ALF meets all of these requirements. On NBC, ALF
builds a strong audience coming out of prime access,
even in markets where it doesn’t have a strong lead-in.
ALF’s adult demos, especially with men, create an ideal
track for a potential news lead-in.

Most of all, at WBNS we look very closely at content
and felt that ALF had the kind of family orientadon

which we could be proud of presenting to our viewers?” |

Gene D’Angelo
President and General Manager

WBNS-TV, Columbus

www americanradiohistorv com ——ﬂ
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Publisher’s Letter
o

TvB’s intensive missionary work
paying off, especially at local level

he missionary work that the Television Bureau of Advertising has done
over the past several months, particularly in the area of local sales, has
really paid off.

The TV/RADIO AGE Business Barometer shows local with a substantial
increase over a cumulative seven-month period. Local revenues have in-
creased some 8.6%. For June, local increased 9.6% as against national spot,
which had a decrease of 2.6%.

As a matter of fact, The Kiplinger Washington Letter reflects this
optimism in its latest issue as a result of checking with retailers across the
country, large and small—department stores, discounters, catalogue out-
fits and others. These retailers, says Kiplinger, are upbeat about their
prospects for the peak selling season of the next several months. They look
for the best Christmas season since 1985. Home products are selling well—
including soft goods, electronic gear of all types, camcorders, compact disc
players.

There is no single “top toy” this Christmas, report the retailers, similar
to the Cabbage Patch dolls of a few years ago. However, clothiers are
worried about increased sticker prices and the increased price of all types
of apparel due primarily to the dollar exchange.

The management gurus agree that the ’90s, from an organizational
standpoint in the broadcast business, will be a decade of change. For
example, William Johnson, former secretary of transportation, who now
heads up the Hudson Institute, says that companies are becoming increas-
ingly unstable collections of people. Peter Drucker, in The Harvard Busi-
ness Review, said that business organizations of the '90s will be less like
today’s hospital, university or symphony orchestra. Drucker says that
employees in the new information-based companies will know what they
have to do without a flock of vice presidents feeding them information. One
conductor, the chief executive, will be enough to keep the oboes and cellos
on the same beat.

In the last decade speed has become a competitive weapon. In addition to
the speed of change, globalization has taken its place as an important
service opportunity of world markets.

Several of the key international executives have said that in the 1990s
overseas experience will be crucial to executive advancement. This will be
particularly true in the next decade of international expansion.

V.

Television/Radio Age, September 19, 1
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THE TOP 100 SINGLES OF THE ROCK ERA
HAVE JUST BEEN CHOSEN BY
ROLLING STONE MAGAZINE

BMI is proud to license 75% of them

Written by Pete Townshend (PRS) ® Needles
& Pins The Searchers Written by Jack Nitzche
Sonny Bono @ 96 Tears ? & The Mysterians
Written by Rudy Martinez » Dh! Pretty Woman
Roy Orbison  Written by Roy Orbison William
Dees @ Ohio CSNY Written by Neil Young
Overnight Sensation (Hit Record) TheRaspber-
ries  Written by Eric Carmen @ Papa’s Got A
Brand New Bag James Brown @ People Get
Ready The Impressions  Written by Curtis
Mayfield ® Proud Mary Creedence Clearwater
Revival Written by John Fogerty ® Reach Out, I'll
Be There The Four Tops  Written by Edward
Holland Lamont Dozier Brian Holland ® Respect
Aretha Franklin - Written by Otis Redding # River
Deep, Mountain High (ke & Tina Turner Written by
Ellie Greenwich Jetf Barry Phil Spector ® Shake/A
Change Is Gonna Come Sam Cooke ® She’s Not
There The Zombies Written by Rod Argent (PRS)
Somebody To Love Jefferson Airplane Written by
Darby Slick ® Son Ot A Preacher Man Dusty
Springfield  Written by Ronnie Wilkins John Hurley
Stayin’ Alive The Bee Gees Written by Barry, Robin &
Maurice Gibb = Stop! In The Name Of Love The
Supremes Written by Edward Holland Lamont Dozier
Brian Holland @ Strawberry Fields Forever/Penny Lane
The Bealles Written by John Lennon Paul McCartney
(PRS)® SummerIn The City The Lovin' Spoonful Written
by John Sebastian Mark Sebastian Steve Boone ® Sus-
picious Minds Elvis Presley Written by Mark James # Tell
It Like tis Aaron Neville Written by Lee Oiamond George
Davis ® Thank You.../Everbody Is A Star Sly & The Family
Stone Written by Siy Stone ® The Letter Box Tops Written
by Wayne Carson Thompson ® The Message Grandmaster
Flash & The Furious Five Written by Melle Mel Duke Bootee
Clitton Chase Sylvia Robinson ® Walk Away Renee Left Banke
Written by Bob Calilli Michael Brown Tony Sansone ® Walk
On The Wild Side LouReed ® War Edwin Starr Written
by Barrett Strong Norman Whittield ® What's Goin® On Marvin
o Gaye Written by Renaldo Benson ® When A Man Loves A Woman
Brcy Sledge  Written by Andrew Wright Calvin Lewis ® Who'll
0p The Rain/Travelin’' Band Creedence Clearwater Revival
Written by John Fogerty ® Wild Thing The Troggs Written by
ip Taylor ® Wooly Bully Sam The Sham & The Pharaohs Written
Oy Sam The Sham @ You Really Got Me The Kinks Written by Ray
Davies ® You've Lost That Loving Feeling The Righteous
Brothers  Written by Barry Mann Cynthia Weil ® Your Sang ‘
Elton John Written by Eiton John (PRS) Bernie Taupin L

s The O'Jays Written by Leon Huff
lad Gene McFadden @ Be My Baby
“Written by Phil Spector Jeff Barry
sh @ BillieJean Michael Jackson
iroubled Water Simon & Garfunkel
Yi1Simon @ Brown Eyad GIr! Van
Brown Sugar The Rolling Stones
ick Jagger (PRS) Keith Richards
n Of Fools Aretha Franklin  Written
# @ Crimson And Clover Tommy
fin by Peter Lucia Tommy James @ Da
t The Crystals Written by Jeff Barry
nh Phil Spector @ Dancing In The Sireet
Vandellas Written by Will Stevenson
1Bay Otis Redding Written by Steve
Redding ® EveryBreath You Take Sting
i What It’s Worth  Buffalo Springfield
Gaphen Stills @ Fortunate Son Creedence
fvival Written by John Fogerty @ Gimme
p Spencer Davis Group Written by Spencer
5 Steve Winwood (PRS) * Muft Winwood
firla Them Written by Van Morrison & Go
By Fleetwood Mac  Written by Lindsey
m Good Lovin® The Rascals Written by Rudy
\lesnick ® Good Times Chic Written by Nile
nard Edwards ® Good Vibrations The Beach
Al by Brian Wilson Mike Love ® Help The
fen by John Lennon Paul McCartney (PRS)
he Beatles Written by John Lennon Paul
RS) @ Hold On, 'm Coming Sam & Dave
iac Hayes David Porter ® Honky Tonk Women
Btones  Written by Mick Jagger (PRS) Keith
S) ® House Of The Rising Sun The Animals
AnPrice (PRS) ® (I Can’t Get No) Satisfaction The
+5  Written by Mick Jagger (PRS) Keith Richards
Get Around/Don’t Worry Baby The Beach Boys
dan Wilson/Brian Wilson Roger Christian @ | Heard
‘8 Grapevine Marvin Gaye Written by Barrett Strong
Hield @ | Want To Hold Your Hand/ | Saw Her
fare  The Beatles Written by John Lennon Paul
'RS) ® Imagine John Lennon # In The Midnight
n Pickett Written by Steve Cropper Wilson Pickett
a JohnLennon & Jumpin' Jack Flash The Rolling
'en by Mick Jagger (PRS) Keith Richards (PRS) @ Layla
Jominoes Written by Eric Clapton (PRS) James Gordon
igether Al Green Written by Al Jackson Jr, Al Green
Il ® Louie, Louie The Kingsmen Written by Richard
Aagpie May Rod Stewart ® My Generation The Who

“l Your single most important music license for the rock of all ages

www americanradiohistorv com
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Final Edition

A proposed computer network
linking broadcasters and spot buy-
ers has begun to run into heavy flak
from at least one broadcast rep
company.

The new electronic marketing
plan, called Hot Net, is due to bow
in early 1989, and, at least In its
initial stage, is targeting last-min-
ute discounted avails on radio and
TV stations.

“This plan creates a fire sale
mentality in terms of selling a sta-
tion’s inventory, and it’s the last
thing our stations want,” said Katz
Independent TV president Marty
Ozer

He claimed that Katz Communi-
cations’ survey of its more than 190
client stations turned up a “pretty
unanimous” response against the
Hot Net network.

But Duane Loftus, whose Info-
Edge Corp. in New Canaan, Conn.,
is marketing the service, counters
that Katz has its own self-preserva-
tion at heart, not the stations.
“This t1s a David and Goliath fight,
and we don’t even have a sling shot
yet,” said Loftus.

Katz sounds air raid alert against
incoming computer spot-buying web;
will stations fight or join invader?

His startup company began in-
troducing the concept to agencies,
reps and stations earlier this sum-
mer and will begin actually selling
in October. The computer network
itself is slated to go on line early
next year (TV/RADIO AGE, June
27).

“The reps, especially the larger
ones, fear us,” said Loftus, “even
though we invited them in to join
us.” Now, he said, at least with
Katz “the battle lines are drawn.”

But Hot Net does not exactly go
into the battle emptyhanded. Lof-
tus has just hired Pat Devlin, for-
mer president of Blair Television,
to head the new company’s station
sales operations. Devlin, in turn,
will hire at least five sales reps.
Also, most of the ad agencies are
enthusiastic about the plan, or at
least curious enough to give it a try.

But stations remain the key to
the equation, and that’s where the
computer sales network will have
to make it.

Loftus admits to some frustra-
tion when it comes to signing up

stations. “As an industry, stations

"

in 1984,
Inall, !

double-hop through Canada.

14

Intelsat’s Olympic-size reach

A single company is going to be capable in the coming weeks of reach-
g 756% of the world’s population, about 4 billion people.

Intelsat says it has leased circuit space on nine of its satellites to
various countries or their communications networks to carry segments
of the summer Olympics in Seoul.

The international nonprofit cooperative with 115 nation members
says it will even be providing time to nonmember nations such as Cuba
and claims the transmission could make the Olympics “the most-
watched event in world history.”
records for carriage will be shattered.

Nineteen short-term leases, including one for transmitting high-
definition television to Japan, have been signed with Intelsat, and

It already knows that all its own

more than 7,500 television hours have been booked on its occasional-
use channels, near the organization’s saturation point and 2,000 more
than the hours used during the previous summer games, in Los Angeles

§2 circuits will be used simultaneously for Olympics transmis-
sion. All of its occasional-use circuits will be used, and the 19 short-
term leases will carry fulltime coverage, using eight circuits over the
[ndian ocean to transmit to Kurope and Japan; 10 over the Pacific to
carry signals to Australia, Canada, Japan, Mexico and the United
States; and one over the Atlantic Ocean to carry signals to Spain via a

Patrick J. Deviin, former pres-
ident of Blair Teleuvision, has
Joined Hot Net computer ~
spot-buying service.

are followers,” he said. “No one/
wants to take the first step.” Dew:
lin’s job will be to get 'em march
While most of the rep firms hay
been quiet about the computenh
sales network, Katz has declared
war. :
Ozer claimed, in an interview,
that Katz first sampled its mem
stations “to see what their feelings
were” before taking any position o
Hot Net. '
However, in a July 25 two-pagé|
letter to its stations, Katz alett
stations to a “fire sale” threat fromy
Hot Net and strongly urges stas
tions to reject the proposal. The
letter—signed by Jim Beloyianis,
Tom Olson and Ozer also warnst
“Certainly there are contractual
considerations that are raised a8
these people sell or attempt to sell
time on behalf of stations that haves
exclusive agreements with another’
company.’

The dark side. The Katz letter alsa
paints a dark scenario for stati
by asking: “Would your statlon_
best interests be served if the agens!
cy, without knowledge of the stas
tion, could simply call up via coms
puter your available inventory Té
hours out with rates that had als
ready been discounted and executé
its buy? We hope the answer is al
obvious NO.” J

After urging stations to rejed
Hot Net, Katz proposes that if s

Television/Radio Age, September 19, 19888

www americanradiohistorv com



www.americanradiohistory.com

Reasons
for Viacom’s
Success in
First-Run.

To understand Viacom’s
success in first-run is to
understand the role of 362
different television stations. 4

They had the vision to help us change
children’s programming. . . and together

i W did it with Double Dare.

- They saw the opportunity
to expand on Double Dare’s
unprecedented success and
jumped at the chance with Finders Keepers.

They recognized a marketplace for a
strong daily business
show and helped us build B;;/I/?,W/S
a powerful franchise a3 A o
with Business This Morning.

And when we presented Superboy,
they acted to capitalize on this extraordinary
opportunity.

Four outstanding
projects. Eight hours
of programming a week, all cleared
since January 1988. Generating the kind
of momentum that continues to build
first-run leadership.

Our achievements are
the achievements of 362 stations.
Because each is at the heart
of our success. Viacom.
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FINAL EDITION

Web sports spending up 71.2%

Automotive advertising was the largest industry category in TV network
sports spending during the first half, reflecting heavy expenditures by the
Big Three auto makers. Chrysler and General Motors ranked first and
second, respectively, in client spending on network TV sports (see table

below).

TvB/BAR data showed that the total sports category on the TV webs
was up 71.2% during the first half with spending of $1,102.8 million, the
increase largely reflecting the Winter Olympics.

Sports spending by car and truck brands on the networks came to
$190.1 million during the first half, an increase of 85.6%. The next four
biggest industry categories in web TV sports are beer and ale, up 28.7% to
$106.2 million; insurance, up 68.0% to $75.1 million; fast food, up 177.8%
to $41.8 million, and airlines, up 61.0% to $34.1 million.

Top 10 clients on network TV sports programs—

first half 1988
Sports
% of total network
Jan./June 1988 % change 1988 expenditures
Sports category total $1,102,812,000 +71.2 23.3
Chrysler 71,991,400 +250.1 65.3
General Motors 63,092,100 +50.1 36.8
Philip Morris 54,723,000 +50.9 35.4
Anheuser-Busch 54,351,100 +46.1 56.6
Ford Motor 28,979,800 +208.4 31.4
AT&T 26,882,300 +138.4 27.6
Sears Roebuck 24,971,000 +86.6 54.9
U.S. Armed Forces 23,877,600 +25.8 87.9
McDonald's 23,833,200 +179.6 22.2
American Express 19,979,700 +96.8 49.3

Sowce: TvB/BAR.

Low-power TV group shelves plan
to kick off program buying co-op

The Community Broadcasters As-
sociation has shelved plans to form
| a program-huying cooperative for
its low-power TV members and in-
stead is recommending stations al-
filiate with the growing number of
networks offering Lo serve them.

John Kompas, Milwaukee-based
president of the association and
president of Kompas/Biel Asso-
ciates, a consulting firm, said the
CBA has had discussions with ma
jor syndicalors and they were inter-
eated in supplying a co-op (I'V/
RADIO AGE, Aug. 22) but they are
now heing informed in a letter that
Lhe time is not yet ripe.

Kompas said the successful
LTV atations already are dealing
wilh syndicators (ot least two are
now aflilinted with the Fox Nel
work) “and the new stations need
more than i co-op could provide.™

He told "T'V/RADIO AGE Lhe co-op

16

probably will be sidelined until
about 1,000 of the stations are up
and running: “The demand then
would not be so much for a com-
plete lineup of programming.”

Kompas estimated there are cur-
rently about 425 LPTV stations,
with the stations being added at
the rate of [5-20 a month.

Network suppliers. He figures
there are ahout 15 networks willing
to supply LPTV operators. Some
are those already supplying cable
networks, while others are looking
to LPTV asa launch pad. He's rec-

The growing number
of networks offer

an ample supply

of programming to
low-power stations.

Television/Radio Age, September [9, 1988
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John Kompas— “This is remi-
niscent of the early days of ca-
ble when Hollywood did not
know how to deal with the in-
dividual cable systems.”

ommending that members look at
those that are supplying a mini-
mum of 12 hours of programming a
day.

Those that Kompas is familiar |
with are Channel America, based in
New York and supplying original
programming for LPTV; The
Learning Channel; Jerry Falwell-
hacked Family Net; Telemundo;
Video Marketing Network; Capitol
TV Network, planning a January
launch out of Los Angeles; RFD-
TV, “a CNN for farmers” out of
Omaha; and The ACTS Network,
operated by the Southern Baptist
Conference.

“We believe these networks are
the answer for startup LPTVs,”
Kompas noted. “They deal on a
low-cost cash or barter basis, and
there are now enough LPTV sta- |
tions to support several of these \‘
networks.” |

He concluded, “This is reminis-
cent of the early days of cable, |
when Hollywood did not know how |
to deal with the individual cable !
systems.”—Ed Rosenthal l

Kogan joins Visnews

Visnews has snatched David Ko-
gan away from the BBC where he
was editor of Breakfast Time and
made him managing editor for Eu-
rope, the Middle East and Africa.
The movie is part of a major reor-
ganization of the Visnews bureaus.
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FINAL EDITION

ons are interested, “it could be
one by Katz.”

In a subsequent letter to stations
Sept. 6, Katz claimed its alert
ad the desired effect: almost
nanimous rejection of the Hot Net
lan. Katz also told stations that
awyers’ letters had been ex-
anged between Katz and Loftus,
ith Katz alleging that Loftus is
bliciting Katz clients to induce
reaches of contracts.

Loftus denied the allegation, and
Iso took issue with the way Katz
rst presented the Hot Net propos-
] to stations. He called the Katz

“This is a

David and Goliath
fight, and we
don’t even have

a sling shot yet.”

orror-story scenario unfair and
“hsisted that stations would control
“hat inventory was listed on the
Momputer along with price and oth-
r information.

Loftus insists the system is de-
igned to sell what neither the sta-
ion nor the rep could sell.

8 Asforarep offering a similar ser-
Fice, that probably wouldn’t work,
ccording to Loftus, because reps
epresent only one station in each
market.

*' The real issue, of course, is not
dhe initial offering by Hot Net to
Pell last-minute discounted time.
he issue is the future of the rep

arty Ozer of Katz criticizes
ot Net’s “fire sale mental-

oty.”

business in an age of rapidly ex-
panding telecommunications.
Why, for example, do stations and
buyers need reps if they can wheel
and deal faster and more efficiently
by electronic mail?

“There are legions of $80,000-a-
year bag carriers that pick up avails
from stations, take it to buyers,
pick up orders from the buyers and
take them to the station,” said Lof-
tus. “And this bag carrying is done
a million times faster and more ef-
ficiently by the Hot Net computer

system.”

But what Hot Net cannot do is to
provide a whole range of person-to-
person value to stations in terms of
specials, promotions and market-
ing services.

The reps fear Hot Net will de-
stroy that relationship by reducing
television to just another commod-
ity.

And Loftus counters that Hot
Net lets the computer do what it
does best and leaves the personal
values services to the reps.

MMT Sales drops small-station unit;
Kizer quits amid major reorganization

MMT Sales is discontinuing its
separate MMT Marketing division,
which represented stations in
smaller and intermediate markets,
and Robert Kizer, who headed the
division, is resigning from the com-
pany. The 30 stations in the divi-
sion are being folded into the MMT
Sales structure.

Gary Scollard, chairman/CEO of
the parent company, described the
changes as “‘primarily structural,”
with the purpose being consolida-
tion and streamlining for better
management control. He said that
Meredith Corp., which provided
the original seed money for MMT
and which bought the company a
year ago, “does not get involved in
operational matters” and was not a
factor in the changeover.

A number of high echelon pro-
motions accompanied the new set-
up. Charles Lizzo has been named
executive vice president of MMT
sales, responsible for sales on all
stations. He replaces the late Neil
Kennedy. Named senior vice presi-
dent of support services is Don
Gorman, who is responsible for
computer operations, program-
ming, research, new business devel-
opment and sales training.

Reporting to Lizzo are Ted Van
Erk, now responsible for all MMT
affiliated stations in all offices and
who becomes senior vice president,
and Murray Berkowitz, who is se-
nior vice president and assumes re-
ponsibility for all independents in
all offices.

In New York, Joe Gangone is
now vice president and group man-
ager for affiliates, reporting to Van
Erk. His opposite number for in-

2\

Robert Kizer

dies is Karen Schmidtke, who
moves from Los Angeles to be vice
president and group manager, re-
porting to Berkowitz. Succeeding
her is Ray Heacox, who moves from
New York as vice president and re-
gional manager in Los Angeles.

Separate teams. In New York, Los
Angeles and Chicago, separate af-
filiate and indie Marketing teams
will continue. Responsible for both
groups is Dave Donelson, who as
vice president and group manager
reports to both Van Erk and
Berkowitz. There will be two teams
per office in Atlanta, Dallas and
Detroit.

The Marketing Division was set
up under Kizer three years ago and
at its height—before losing the
TVX stations—represented 37 sta-
tions.

(Final Edition
continued on page 16)
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TvB has worked up some tough drills
to whip TV executives into shape

A five-pronged and substantially
expanded training and education
program has been laid out by the
Television Bureau of Advertising
for next year. Scheduled for the
most part in the first half of the
year, the program comprises four
dozen workshops and seminars
ranging from a day in length to a
week.

The most comprehensive ses-
sions involve a faculty-taught sem-
inar at Harvard for TV general
managers that deals with business
strategy. It will be held in Cam-
bridge May 21-26, and it replaces
seminars for general sales manag-
ers held from 1986 to this year.

The most numerous workshops,
38 in all, will be held for account
executives in 35 markets during the
first four months of the year. Two
different types of workshops are
planned: 14 for sales personnel
seeking to develop fundamental
sales skills and two dozen for expe-
rienced salespeople calling on
agencies and larger clients. The
one-day sessions will be directed by
Robert Baker, president of Man-
agement Communications Consul-
tants. The sales development
workshops replace 10 regional sales
conferences held this year.

No, but go anyway. Three new
management workshops designed
“for sophisticated station execu-
tives who need to develop strategic
marketing skills” will be presented
hy William K. Foster, president of
the Institute for Innovation. The
three-day workshops will be held in
Washington, St. Louis and San

Francisco in February, March and
April, respectively.

A new, one-day TvB/NAB semi-
nar on legal matters, new technol-
ogy and legislation will be offered
in Washington February 13.

Finally, five TvB/Sterling In-
stiute sales performance sessions
will be held in various cities and
will include an introduction to TV
sales and different sessions for gen-
eral, national and local sales man-
agers and account executives.

Says Barbara Zeiger, TvB senior
vice president for education and
sales training, “Based on current
trends and changes in our industry
confirmed by the Butterfield study
conducted for TvB, there is a great
need for TvB to offer additional
education and training for all levels
of general and sales management.”

TvB set to add
two new seats

The addition of two seats to the
TvB board of directors and provi-
sion for at least two independent
stations on the board was provided
by the board at its recent meeting
in New York.

The two seats added will be for
chairman and immediate past
chairman of the bureau’s sales ad-
visory committee. This group, now
in its 30th year, is made up of gen-
eral sales managers and general
managers “‘who work with the bu-
reau in developing and reviewing
sales and selling materials for
members.”

The board will now consist of 25
members with 12 representing sta-

Local news wraparounds grow

Wrapping local news broadcasts around network evening news is be-
coming an increasing practice. A Television Information Office study
of early evening news programming reveals that 140 affiliates telecast
30 minutes of news both before and after the network news during
May. The TIO found that that's an increase of 19 affiliates over May a
year ago and 32 more than May ‘86.

The study, based on Nielsen data about 627 affiliates, also showed
that while more half-hour local newscasts in early fringe time follow
the network news than precede it, there appears to be a recent shift in
the other direction. However, almost all affiliates with one-hour news-

casls precede the network news.

It was also found that most affiliates switching to 90-minute local
newscasts air the entire show before the network news.
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tions—at least two of whom wil
now be independents—five repe
three network O&0O members, oni
representing producers/distribu
tors, the two added from SAC andi
ex-officio, the TvB president an¢
immediate past chairman of thi,
board.

Current SAC chairman is Johr|
Long, executive vice president anc
general manager, WJLA-T\
Washington. In line to succeed hin
is Ron Collins co-chairman of SAC
and president/general manager o
KAKE-TV Wichita.

Two of the announced candi
dates for the board are from inde-
pendents—Barry Baker, seniom
vice president and director of the
broadcast division of Koplar Com-
munications, St. Louis; and Harry
J. Pappas, president/CEQ, Pappas
Telecasting Cos., Visalia, Calif.
Other candidates are Edward T
Reilly, president of McGraw-Hill
Broadcasting, New York; and G.
William Ryan, president, Post-
Newsweek Stations, Miami.

Elections will be held at the bur-
eau’s annual meeting in Las Vegas,
Oct. 17-19.

Viacom hands
‘Business’ barter
over to FNN

Financial News Network has taken
over selling the barter advertising !
time on Business This Morning.:
daily news series produced by FNN
and distributed by Viacom Enter-
prises. The sales function had pre-
viously been handled by TeleTrib.:|

Business This Morning is of-|
fered on a barter split of three min-: |
utes retained for national time and !g
three-and-a-half minutes going £ |
local stations. =

In announcing the sales assign:
ment shift, Joseph Zaleski, presi
dent, domestic syndication at Via
com, noted that while “TeleTrill
has done an excellent sales job fol!
Business This Morning, we believt!
that national cable and nationa
broadcast syndication are comple
mentary rather than competitiv
media.”

Business This Morning, whicl
made its debut on Feb. 29, is seen it
144 markets, representing mor
than 90% of the U.S.

Television/Radio Age, September 19, 1988 I
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Aussie ABC buys
NBA baskethall

'he government-owned Australian
iroadcasting Corp. has bought 34
IBA basketball games from Inter-
ational Broadcast Systems. The
.S. distributor is located in Dal-

8.

The ABC will edit the games
own to 60-90 minutes—depend-
1g on audience interest—and air
tem without commerecials.
Delivery is set for Nov. 1, with
itntative airtime Thursdays at
J:30 p.m.

WBuick to sponsor
iWaterways’ from
J¥Koch-Silberberg

1 Joch-Silberberg Communications,
Monsulting and marketing company
‘irmed by two top executives of the
tiow-defunct Syndicast Services,
“hs signed its first client.
| The firm’s initial assignment is
ttiom McCann-Erickson on behalf
‘0 Buick, according to Leonard
Hoch, chairman of K-S, in which
ithe company will clear stations ona
siew half-hour weekly show, Water-
Liays. Waterways will be hosted by
‘ ohn Davidson and will focus on
‘ibating.
' The show is just going into pro-
truction, noted Koch, and will be
ticfered to stations in a barter split
1 two-and-a-half minutes for
tluick and four minutes for local
ale, on an ad-hoc network basis.
! ‘aterways is scheduled to begin
\ring in the first quarter of 1989,
{ iith repeats sometime in the third
fuarter. Koch is looking for sta-
{ ons to carry the program close to
! Jorts time periods on weekends.

-

{ ‘'ending deals. Besides the Water-
iays deal, Koch said, there are a
umber of other arrangements

I ending. “We have several in the

! rorks, which will be announced

! hortly.” Some of the new business
aay come from the company at-

! empting to repurchase the rights

{0 Syndicast Service’s shows in-

! luding a special on science-fiction,

Dlaturn Awards, which could air as

tarly as October or November, and

in animated half-hour special,

Zanterville Ghosts.—Bob Sobel

-——

How true blue are ratings services?
Rating Council said deeply divided
over proposal to validate the claims

A major battle is shaping up at the
Electronic Media Rating Council
over how far the group should go in
validating the work of rating ser-
vices.

The issue will come up at the
September 23 meeting of the
EMRC board in New York at
which time John D. Sawhill, vice
president and general manager of
WJAR-TV Providence, is expected
to be elected chairman.

The EMRC currently provides
auditing services which examine
whether arating service ““does what
it says it does.” But the audit does
not get into questions of whether
the methodology generates “accu-
rate” data, a role that Sawhill and
the retiring EMRC chairman, Gary
Chapman, who heads up the broad-
cast division of Freedom Newspa-
pers, believes the council should as-
sume.

Sources say Sawhill and Chap-
man have the support of about half
the board, while the other half is
opposed. The opposition argues
that the board does not have the
resources or budget to examine the
effectiveness of rating service
methodology. It is also felt that ac-
curacy, or the lack of it, is hard to
prove in the case of rating services.

Says one insider: “If you believe
that a rating service doesn’t mea-
sure children’s TV viewing accu-
rately, how do you prove it? What
do you compare it to?”

However, proponents of the vali-

John Sawhill, the incoming
EMRC chairman, supports
the validation plan but finds
the board evenly split.

dating policy feel that it would be a
natural and valuable extension of
the work the EMRC does now. And
EMRUC'’s legal counsel has given its
opinion that the organization’s
charter permits such validation.

Other issues. The board also will
vote on accrediting the Nielsen
people meter system at the Sep-
tember 23 meeting. In addition, the
firm which has been auditing the
various Nielsen services over the
years—Ernst & Whinney—will de-
scribe their procedures.

Also on the upcoming agenda
will be the EMRC budget, which
now runs about $250,000, but it is
believed that Melvin Goldberg, ex-
ecutive director of the council, will
ask for an increase because of grow-
ing expenses. Since there has been
practically no net incease in the
number of members in recent years
and since it is not considered likely

How do you prove
a rating service
does what it says
it has done?

that Goldberg will ask for an in-
crease in dues this year, the pres-
sure for new members is getting
greater. A small budget surplus will
allow no increase in dues for 1989,
but 1990 is another question.

Likely to be on the agenda at the
upcoming meeting will be the sub-
ject of devices that may distort rat-
ings, a worrisome subject to council
members. Hypoing is one aspect
and the council already has pub-
lished guidelines on the subject.
But, according to one source, “new
techniques of telemarketing” have
come to the fore. One of them in-
volves calling large numbers of
households—as many as 100,000—
asking people to watch a particular
show or station and give their com-
ments.—Al Jaffe

(Final Edition
continued on page 18)
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ABC, CBS hope to gang up on sleeping ‘Today’

BC’s Today, the early morning
leader, will be looking over its
shoulder, while ABC’s Good Morn-
ing America and CBS’ This Morn-
ing hope to advance in the early
morning ratings race during the
two Olympics weeks when Today is
preempted.

NBC, which had Today originate
from Seoul the week of Sept. 12,
will not broadecast that program
during the two weeks of the Seoul
Summer Olympics, starting Sept.
19.

“It’s certainly arisk the company
is taking,” said Marty Ryan, To-
day’s executive producer. “‘Any
time you go off the air it's danger-
ous.” On the other hand, he said,
“we’ve tried to protect against the
risk as best we can” by having Jane
Pauley among the cohosts of the
early morning Olympics coverage
and Bryant Gumbel the primetime
anchor.

Jack Reilly, Good Morning
America’s executive producer, said
he plans to counterprogram the
Games with features primarily de-
signed for women.

Regarding the Olympics, he said,
“My attitude is if you're going to
watch, you're going to watch. 1
can’t compete with that, especially
since “we can't get any tape of
events until long after they occur.”
However, he continued, “We're go-
ing to counterprogram with an up-
date on results happening right
then because I figure a lot of people
want to see that. But they also want
to get their normal fill of news and
information about other things
happening in the world.”

Among GMA’s femme-appeal

segments the week of Sept. 19, he
said, will be a five-parter on “wom-
en and money,” e.g., how to stretch
their dollars and build their own
financial plan, plus a look at five
“dream houses,” visited by Joan
Lunden (two of them live: a farm
house in Iowa and high-tech under-
ground house in Missouri).

&
¥ "'

ings of celebrities and books.

Reilly said GMA’s remaining ir |
the studio those weeks will enabl¢ !
it to act quickly on any breaking |
stories, particularly from the presi
dential campaign.

David Corvo, executive produce;
of CBS This Morning, sees the ah
sence of Today as “an ideal time'

Can the “Today” show survive an Olympic-size hiatus? And

after Bryant Gumabel gets a taste of primetime, will he still wani
to cohost “Today?” As for Jane Pauley, she marks her 12th anni-

versary on the show on Oct. 11.

The week of Sept. 26 will find
GMA offering a series on the fit-
ness of youngsters aged 5-15, enti-
tled “Back to school and out of sha-
pe.” Another of its periodic Ameri-
cana series will have five affiliates
contribute segments. “Plus there’ll
be the normal assortment of book-

Affils on early news bandwagon

Nearly four out of five network affiliates program news between 6 and
7 a.m., Monday-through-Friday, according to a tally by the Television
Information Office. The total comes to 507 outlets, which represents a

9% increase over the last two years.

The TIO tally, based on Nielsen data, also found that 267 of those
telecasting early morning news air it for an hour. That represents 53%,
which is a 20% increase over 1986. The Nielsen data is based on the

May reports. .

for new viewers to sample his cov-
erage. CBS will offer a “representa-|
tive” sample of its regular contents
during those two weeks. Four CBE%
correspondents will be in Seoul t¢
report event highlights and do in-
terviews with Florence Joyner, Car!
Lewis and others, similar to whal
was done at the recent Olympic tri-
als, he indicated.

The only upcoming trip Corve
mentioned was to Cape Canaveral
Fla., where coanchor Harry Smitk
will cover the launch of the shuttle
Discovery, presumably late thi
month.

Tony Malara, president of CBS
affiliate relations division, pro

(News About News
continued on page 22/
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LOrimar names
two executives

Jorimar International’s chief Mi-
hael Jay Solomon has promoted
0 of his executives to vice presi-
ents.

Wayne Broun, who has been run-
ing Lorimar’s sales operations in
ydney, as well as Far East sales,
gcluding Japan, had the managing
irector title.

; Also getting stripes is Tommie
!

an Benschoten, now vice presi-
ent, sales administration, han-
' ling TV and home video con-
‘acts.

!ig shift among
le operators
ifo targeted webs

bizcording to Infomarketing’s third
Lianual survey of cable system exec-
Lives, there has been “a radical
! aift” in emphasis toward basic ad-
Siertiser-supported channels, espe-
“ally “targeted” program services.
1| At the same time, the researcher
" inted “a steep decline” in support
ir home shopping services. A year
Lo, only 21% of its respondents
fid such services were “unimpor-
| int” to their growth, a figure that
pw has soared to 63%.

} On the sales side, Infomarketing,
¢ idivision of Jack Myers Marketing
“lommunications, Parsippany,
I .J.,said the cable industry is pre-
{ licting that local ad sales will be-
{ \ome increasingly important reve-
§ ue producers for them,
¢ The report, based on question-

-} aires returned from 475 cable sys-

‘§ :m operators surveyed last June,

' nowed that 51% ranked targeted

udience networks like Cable News

letwork, ESPN, Arts & Entertain-
1ent and MTV as “most impor-
ant” to their revenue growth in the
ext 24 months—and 61% of the

+ arge systems, with 40,000 or more

ubscriber homes, felt that way.

Such program services were rat-
«d well above “general entertain-
nent networks.”

The biggest new cable entry, Ted
[urner’s Turner Network Televi-
.4 iion, was praised by most cable ex-
:cs, 656% of whom told Infomarket-
A ng they would add TNT within 12
A months; only 3% said they did not
lanticipate adding TNT at all.

Politics is stronger than Olympics;
NBC decides to go with live debate

NBC has reversed itself and will
preempt some lesser Olympics
events in favor of covering the first
Bush/Dukakis debate live on Sept.
25, and in the process lose about $8
million in ad revenues.

That and the final presidential
candidates’ debate in mid-October
plus one between the vice presiden-
tial contenders will cause still more
scheduling dislocations in a net-
work season already disrupted by
the writers’ strike.

The first 30-minute debate was
to have been shown by NBC on a
tape-delay basis so it could stick
with live Seoul Olympics coverage.

According to an earlier state-
ment by NBC News president Mi-
chael Gartner: “NBC has long been
committed to broadcasting the
Olympics, whose dates were known
by both political parties” before se-
lecting the debate airdate. NBC
had announced its Olympics dates
in 1986 and lately reminded both
parties about those dates and those
for the World Series.

ABC and CBS had earlier agreed

Robert Wright: His call.

to cover the September debate live.

NBC’s latest decision was made
by Robert Wright, NBC president
who said, “There is no more impor-
tant news story than selecting the
40th President.”

In explaining the change of
mind, an NBC News official said,
“Realistically, we couldn’t have
gotten the taped debate on until 2
am.”

GM’s a June bride

The most significant change in the top 10 network TV clients for June was
General Motors’ more than doubling its expenditure over last June. BAR
figures showed GM spending up from $12.4 million last year.

Three of the top 10 were down in June spending—Philip Morris, Uni-

lever and McDonalds.

In the year-to-date figures, both top 10 leaders in June are down for the
half year—Philip Morris by 14.6% and Procter & Gamble by 10.1%. In
both cases, the two clients were also down during the first half of '87, PM

by 3.0% and P&G by 10.8%.

The big increases for the first half are by General Mills, up 42.2%;
General Motors, up 39.1%; AT&T, up 33.3%, and Kellogg, up 27.5%.

Top 10 network TV clients—June

June Year-To-date

Parent company expenditures expenditures

Philip Morris $30,601,300 $154,741,700
Procter & Gamble 29,747,200 172,836,300
‘General Motors 26,456,200 171,409,300
Kellogg 25,667,60 139,971,300
AT&T 19,704,300 97,511,300
General Mills 18,337,200 71,932,900
RJR Nabisco 17,226,500 101,887,100
Unilever 16,986,700 107,586,800
McDonalds 16,863,900 107,428,100
Ford 16,578,900 92,220,300

Copyright 1888, BAR.

[Television/Radio Age, September 19, 1988
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fessed to be satisfied with the clear-
ances for This Morning. “Almost
all” affiliates carry the show, he
said, estimating coverage of U.S.
TV households at “94% or 95%."
He was, however, concerned with
the negative impact of WNEV-TV
Boston delaying the show by an
hour (see separate story, page 63).

Trips don’t help. Given all the trips
this year, Today’s Ryan felt his
show may “stay in the studio for a
while. .. Now whether ‘a while’ is a
month or longer, I don’t know.”
The space shuttle launch may be
covered on location by Gumbel or
Pauley, but then again that is “an
uncertain thing.”

GM A’s Reilly declined to discuss
trips or other plans beyond the
Olympics. “We have things that
we're not ready to talk about yet,”
including plans that will not be de-
cided until closer to November.

When asked if trips boost rat-
ings, Reilly said, “I'm always sur-
prised at how little movement
there is [in the ratings] for these
events.” On the other hand, he
said, “It does help a lot in the mar-
ket involved,” such as Cincinnati,
where GMA covered that city’s bi-
centennial celebrations the week of
the All-Star game in July.

The Moscow summit trip (four
days in Moscow, one in London) as
well as the visits to Atlanta and
New Orleans during the Democrat-
ic and Republican conventions re-
spectively “really didn’t do any-
thing in the ratings,” the GM A exec
said. Still, he emphasized, “We
would do it again.”

Other trips taken earlier this
year ranged from Calgary during
ABC’s Winter Olympics coverage
to the Virgin Islands, Sweden and
Treland.

Tight ratings race. While its rivals
wait to see whether they do in fact
benefit from increased sampling
during Todaey’s hiatus, the NBC
program remains the ratings front-
runner. In the 1987-88 season
(from Sept. 17, 1987 through April
10, 1988), Today led with a 4.7
Nielsen household rating and 22
share, followed by GMA’s 4.3/20
average. CBS This Morning lagged
badly at 2.2/11. All three programs
were off the previous season’s pace.

Williani Morris Agency gets a lashing
for giving Forrest Sawyer a bum rap

| ABC newsman Farrest Sawyer

made some news of his own in labor
arbitration sparked by his termi-
nating the William Morris Agency
in 1984.

The arbitration panel’s find-
ing—which just recently came to
light decided that William Mor-
ris had “violated its fiduciary duty

Forrest Sawyer

to Sawyer” in connection with
Sawyer’s effort four years ago to
obtain employment as a CBS an-
chor and therefore is not entitled to
commission on his CBS compensa-
tion that took effect in July 1985.

However, the arbitrators ruled
that William Morris was entitled to
comrmissions on the 1983-86 con-
tract the agency had negotiated
with WAGA-TV Atlanta. Despite
Sawyer’s claims to the contrary,
the arbitrators stated that the tal-
ent agency “did not breach its du-
ty...to represent Sawyer in con-
nection with new employment op-
portunities or the negotiation of a
new WAGA contract.”

Sawyer was told to pay Morris
328,000 in withheld commission
payments.

Tongue lashing. However, Daniel
Collins, chairman of the arbitra-
tion panel, also gave William Mor-
ris something of a tongue-lashing
over the way it allegedly tried to
convince CBS News to hire one of
its clients over Sawyer as coanchor
of its early morning newscasts.

In 1984, Sawyer signed with

W.AL.K. New York Communica«
tions, whose president, Art Ka-/
minsky, brought the newsman'q
work to the attention of Ed Joyce,
then CBS News president. Joyes|
was impressed, until Morris’ Jam
Griffin, a vice president who fore
merly had represented Sawyer a
the agency, reportedly made an un-
settling remark to John Katz, the
executive producer of CBS Morn-
ing News. Katz recalled Griffin
telling him, “I hope you are n
thinking of Forrest Sawyer as an

The panel ruled
Sawyer did not

have to pay the

agency on his

CBS contract.
!
anchor. ..He is bad news.” |

That comment concerned CBS
News enough that it redoubled i
background checks on Sawyer:
CBS did not know of the legal di
pute at the time.

Collins found those remarks b
Griffin “an intentional disparag
ment of Sawyer” that went “far be=
yond expressing an opinion about
Sawyer’s qualifications to be a net=
work anchor,” and, he added
“strongly implied there was som
darker side to Sawyer’s history.”

Though he was ultimately hired
in 1985, Sawyer’s hiring process
was ‘‘certainly hindered” by the
talent agency's actions, Colling
added.

Sawyer left CBS News last
spring to become coanchor of
ABC’s World News This Morning.
He and Paula Zahn (formerly of
ABC's The Health Show) joinedr
that ABC morning program follow-}
ing the exit of Edie Magnus for the
syndicated USA Today series and
the reassignment of Jed Duvall 1o
ABC’s evening newscast.

While the court documents da
not give Sawyer’s CBS network sal-
ary, they do detail his WAGA-TV
earnings. William Morris contend-
ed that its ‘“‘vigorous efforts” en-
abled Sawyer to renew his three-
year WAGA contract for $95,000.
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i\ Every day, the management of more and

“ore progressive television stations across the

Fllountry are taking advantage of our connec-

‘ons in high places to increase the revenues

“f their stations. Right now, the Cyclecypher

I ystem is represented in 95 of the top 100

b aarkets and 198 of the 214 ADI markets.

With Cycle Sat Satellite Courier System's

roprietary Cyclecypher® and either Ku-band
1 C-band reception, our nightly transmission
chedules can reduce your recording equip-
1nent conflicts by allowing you to receive all
cheduled commerdials during a single feed.

= =

ik el

How did we get our
system into 500 of the
top 800 TV stations
in just six months?

Connections in high places.

=

And with the Cyclecypher System you can
receive last minute spots and traffic instruc-
tions up to 24 hours earlier than by conven-
tional gistributors.

Join the growing number of TV stations
across America that use the Cydle Sat
Satellite Courier System to:

« Increase station profitability

* Reduce or eliminate make-goods

* Provide eas accessibilig om clients
Sign up today by calling Cycle Sat’s
Broadcast Service.

Dial, toll-free, 1-800-622-1865.

9

CYCLE+«SAT

I SATELLITE COURIERS

DELIVERS CLEAR SOLUTIONS

A Subsidiary of Winnebago Industries, Inc.
119 Willowglen Drive

] Forest City, IA 50436

¥ 1-800-622-1865

Offices in Los Angeles. Chicago and New York.
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Sidelights

Hollywood studios audition tot lots;
child care centers sprouting all over

Child care centers, a hot political
topic this election year, are on the
minds of people in the Hollywood
TV-film community. With Para-
mount Pictures operating an on-
site facility for one year under
the direction and supervision of
Child and Family Services, other
centers are in discussion and devel-
opment through this same non-
profit agency.

Bea Gold, executive director of
the 10-year-old agency which spe-
cializes in working with families
with young children, says her agen-
cy is developing child care center
programs for two consortiums and
several individual companies. The
consortiums are Samuel Goldwyn,
ABC and Creative Artists, and Co-
lumbia Pictures and Warner Bros.
Pictures.

The single firms are NBC and
Twentieth Century Fox. Gold says
there are several other companies
who do not wish to have their
names revealed at this time.

The Goldwyn-ABC-Creative
Artists program will involve a near-
site facility, while the Columbia/
WB facility will be on the Burbank

R ¥

lot where both companies are head-
quartered.

Both consortiums are being
planned for between 80-100 chil-
dren. The Paramount facility, the
first on-site in the entertainment
industry on the west coast, is li-
censed for 30 children,

Lorimar approach. Using a differ-
ent approach, Lorimar Telepic-
tures has been subsidizing a week-
day program at the Culver City
YMCA since September 1986. Five
preschoolers (potty trained) attend
the program at the nearby Y. Lori-
mar pays half the cost, which comes
to less than $80 a week. The Y set
up a special room for the Lorimar
children, who can attend from 8§
am. to 7 p.m. The program can
hold upward of 15 children, but
only five are currently enrolled.
Gold says she’s done on-site as-
sessment studies for Fox and NBC
and 1s developing an agency refer-
ral plan for ABC employees as an
adjunct to the consortium plans. As
to how the program works, Para-
mount pays the agency an adminis-
trative fee, which Gold says “covers

Paramount’s Child Care Center. A¢ the only on-stte tot lot in
Holtvivood ) teachers Cecelia Inzunza (1) and Ruth Mankin take

core of their charges.

24

It’s my sandbox! Plaving in
the sandbox at the Paramoun
Child Care Center, this could =
be a future (or even the nextl)
president of Paramount.

some of the costs of running thi
center.” The agency collects all fee

from parents and pays the staff o
10 teachers and assistants who run
the facility 12 hours a day durin

the week, as well as other operatiny

costs. “Paramount subsidizes wha |
we don’t collect,” she says.

It costs parents at Paramoun
$100 a week for infants, $90 for tod |
dlers and $80 for preschoolers. Thi
facility is open from 7:30 a.m. to'
p.m., and several nights a week i |
remains open when shows liki
Cheers and Family Ties are taping1'

Maurice & Lucy. Paramount’s cen'!
ter is housed on the lower floor o ¢
the vacant Maurice Chevalier twoi
story building and consists of 1,204
square feet of working space. Th
building is adjacent to Lucy Park
named after Lucille Ball, so thi
children utilize this facility as par!
of the program, which include
lunches and field trips around th
massive studio lot.

Parents are welcome to visit witl’
their children any time. One com
pany executive whose four-year
old daughter is enrolled in the cen
ter, says she likes the extendet
hours the center is open. “A lot 0
people regularly drop in during the
day and even take their child ti

Televiston/Radio Age, September 19, 198
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SIDELIGHTS

‘Sex on the Air’

Tweo network TV officials, talking
to an International Radio & Televi-
sion Society “Under 30s” seminar,
say they doubt that the increasing-
ly permissive TV medium will be-
come even more risque a decade
from now, despite cuts in the
networks’ censor staffs. In fact,
they wonder if the pendulum might
swing in the opposite direction.
Dr. Ruth Westheimer moderated
IRTS’ “Sex on the Air” panel dis-
cussion in much the same way she
does her radio and TV shows.
Representing the TV networks
were Mary Alice Dwyer-Dobbin,
vice president of daytime pro-
grams/East Coast at ABC Enter-
tainment, and Elizabeth Master-
ton, executive editor-program
practices at CBS. The other panel-
ists were Colette Connor, vice pres-
ident of advertising and promotion
for Paul Klein’s Tuxxedo Network
and Exxxtasy, “adult entertain-
ment” cable services; and Don W.
Falk, president, Schmid Laborato-
ries, marketer of Ramses condoms.

More explicit. When asked what
has changed in the past 10 years,
ABC’s Dwyer-Dobbin cited Dr.
Ruth’s talk show, with its “expli-
cit” handling of sexual subject mat-
ter. The ABC exec (who signed Dr.
Ruth for the Lifetime cable net-
work) said that show “wouldn’t
have happened 10 years ago” on

CBS’ Masterton said, “In the
past three years, there has been a

proach to a serious subject.
S

Is TV becoming more risque, or is it just ‘condom sense’?

change in the way we look at mater-
ial” in programming. While explor-
ing subjects that would not have
been allowed a few years ago, she
said, at CBS “it is not really a ques-
tion of ‘no’ as how can we make it
happen within parameters.”

How permissive might commer-
cial TV be 10 years hence? “I don’t
think there is ... an overall game
plan” to that end, said Masterton.
Dwyer-Dobbin said, “I don’t think
the networks will be more explicit
but there will be opportunities to
see more explicit programming on
other channels.”

Opposite reaction. On the other
hand, the ABC exec added, “Pen-
dulums do swing . .. It may start a
return course” to more conserva-
tive contents, given many viewers’
objections to material already
deemed offensive.

For“every steamy love scene’ on
TV, Westheimer said, she would
like to see “a box of condoms next
to the bed,” to emphasize to view-
ers that the threats of unwanted
pregnancies and AIDS warrant
greater responsibility.

Given cable’s greater freedom,
Westheimer suggested to Connor
that her program service could
show the male actually putting on
condoms.

The use of condoms to protect
against unwanted teen pregnancies
has been included in such prime-
time shows as CBS’ Kate & Allie
and NBC’s The Hogan Family. An

L, —— ——

Life Styles condoms TV spot reflects a new, humorous ap-

b

Dr. Ruth Westheimer

ad agency official in the audience |
however, pointed out that such epi- |
sodes tend to trigger protest letters
that make advertisers nervous
about sponsoring such shows.

For Dwyer-Dobbin, the key|
question in judging questionable
material, is, “Will the audience ac-
cept the story, not how far can I gc |
before the audience is offended?” ’

Condom ads. From his perspective |
things have changed too, said
Schmid’s Falk. His company has
had “excellent success” in placing |
its condom commercials “with the |
exception of the networks.” Many |
radio and TV stations have accept- |
ed the spots, along with cable ser
vices, he noted. Westheimer ther ‘
expressed the hope that the mediz *
now would consider female-orient- |
ed diaphragm commercials as well.|
By contrast, Falk recalled, “1C
years ago, by and large the mediz
essentially were disinterested in |
condom advertising,” with the ex-/
ceptions of Plavboy and Pent-|
house. Surprisingly, despite theiri
“explicit” photography, even their |
“advertising folks were edgy’!
about such ads, Falk said. |
Despite cable’s greater freedom
of expression, Connor noted that |
cable operators too have been|
known to cave in to pressure from |
“little old ladies” and other protest|
groups and drop such racy services
as hers and The Playboy Channel. |
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'%nch at the commissary. That’s a
g treat for the kids to go to lunch
ith their mom or dad.”

| Dave Mannix, Paramount’s se-

or vice president for operations,

iys both Paramount and parent

Llf & Western management easi-

provided monetary approval for

‘e center. “It cost several hun-

Jeds of thousands of dollars in

spital improvement to convert the

jace into the center,” he notes.

% Bea Gold says Paramount’s pro-

Wfam is small because it is only li-

snsed for 30 children. The compa-

h recently voted to allow siblings
yithave priority into the program
'ier new applicants, and with a
dog waiting list for openings, Gold
ticipates Paramount expanding
ik facilities down the line.
i ‘Most of the employer support-
Miprograms are subsidized by the
snployer,” Gold says. “It is impos-
sile for a program to be of a high
qality and have all costs only
Wme out of the family fees.”
I 3old doesn’t see any of the com-
Maies she’s presently working with
‘iving their own centers in opera-
#in this year. Paramount got its
#zher quickly because writer/pro-

\’aramount got its

‘hild care center
vecause ‘Family Ties’
broducer Gary Goldberg
wanted it.

iMcer Gary David Goldberg, want-
ik the facility. His UBU Produc-
Wins is headquartered on the Para-
ibunt lot, and among its top-rated
Uibws is Family Ties.
'l ‘Our role,” she explains, “is to be
Savocates for children and fam-
#iks. We're not trying to become
Iherators of a chain of child care
ftnters. Paramount came to us be-
':use we are the state approved lo-
2l child care agency dealing with
»ild care programs.”
To the best of her knowledge,
1ld says the Paramount program
ithe only one of its kind in opera-
on in the entertainment industry.
! “People who get involved in this
‘Fave to do a lot of thinking,” she
"kiplains. “They have to decide on
hat’s best for them. Our job is to
t2lp them think through what
“lorks best.”—Eliot Tiegel

‘Si, RCY jingle gives RC Cola a Latin gulp

Reyal Crown Cola’s “Si, RC”’ cam-
paign is gulping its way down the
U.S. Hispanic TV and radio.

Sal Lopez, RC’s national His-
panic market manager, says more
creativity on a limited budget has
done a lot to boost RC’s market
share among Hispanics already fa-
miliar with Coke and Pepsi. The
new jingle, from Garrido Group of
Coral Gables, Fla., goes:

Drink Coca Cola: No! No! No!
Drink Pepsi Cola: No! No! No!
Drink RC Cola: Si! Si! Si!

Lopez says the campaign was de-
signed to overcome RC’s brand rec-
ognition preblem among newcom-
ers to the U.S. “They’ve all seen
Coca-Cola back home in the Cen-
tral and South American countries,
but they never saw RC until they
got here and saw Si, RC/”

iL
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TV Business Barometer

Local business
in July up 6.9%

After outperforming spot TV busi-
ness in May and June, local/retail
activity barely equaled spot’s per-
centage increase during July. The
Business Barometer sample of sta-
tions reported a 6.9% increase in
billings in July, compared to a spot
rise of 7.5%.

Both numbers were affected by
the Standard Broadcast Month
(SBM); July was four weeks long
last year and five weeks long this
year. However, the impact of this
SBM situation is small (see TV
Business Barometer in the Sep-
tember 5 issue).

The July local figure was one of
the smaller percentage increases
this year. However, local is still
showing a bigger percentage in-
crease than spot through the year
to date.

Local volume came to $436.2 mil-

lion in July, compared with $408.0
million in the corresponding '87
month. Billings in June were about
the same as July—$435.9 million.
Generally, July billings run a little
higher than June. July estimated
spot billings were markedly higher
than the local figure, coming in at
$517.5 million.

For the seven months, local bill-
ings pushed through the $3 billion
mark, reaching $3,239.7 million.
The year before the comparable
figure was $2,983.2 million, so the
increase amounts to 8.6%.

Spot is still running a few hun-
dred million ahead of local. It
reached $3,463.3 million during the
first seven months and was running
5.4% ahead of last year.

The smaller stations (those bill-
ing under $7 million annually)
showed the biggest percentage in-
crease in July. It was the sixth
month this year that the smaller
stations showed the biggest rise
among the three revenue brackets

reported by the TV Business Ba-||
rometer,

July was the best month so far
this year for percentage growth in
network compensation—even}
though the increase was only 3.4%.
The biggest previous rise this year
for network comp occurred in
April, when the increase came to|
1.4%.

The total affiliate take from net-{ |
work comp in July came to an esti-
mated $39.4 million, as compared
to $38.1 million last July. For the
seven months, network comp to-
taled $266.8 million, only 0.4%
ahead of last year.

The total station billings picture
in July—counting spot and local
time sales together with network
comp—added up to $993.1 million.
That was up $65.6 million over last
July, which represents an increase
of 7.1%.

The total billings for the seven
months came to $6,969.8 million,
up 6.6% from the corresponding pe-
riod in ’87. Last year’s total billings
through July came to $6,636.2 mil-
lion.

July

Local

business +6.9%
(millions)

1987: $408.0 1988: $436.2

Changes by annual station revenue

Under $7 million ... . ... . +11.2%
$7-15 million ... ... . ... +10.2%
$15millionup .. ... . ... +4.9%

Network
compensation +3.4%

{miltlons)

1987: $38.1 1988: $39.4

Changes by annual station revenue

Under $7 miillion . . . . ... .. +0.9%
S7 thmilllon ... ... +0.5%

Sramilionup ... ... .. +5.0%
28
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TERNATIONAL FILM AND PROGRAM MARKET FOR TV, VIDEO, CABLE AND SATELLITE
\WCHE INTERNATIONAL DES FILMS ET DES PROGRAMMES POUR LA TV, LA VIDEQO, LE CABLE ET LE SATELLITE

O C T O B E R I =gy i s ey

MIPCOM. It's the premiere fall
market for Television, Video,
Cable and Satellite. The market
where the creme de |a creme of the
industry meet to do serious business.

To buy and sell programs and to
negotiate television, video and film
rights across the entire spectrum.

To discuss co-productions and
| international ventures, to develop
| existing business relationships and
| naturally, to seek new ones!

And the most effective way to
participate is to take a stand, which
comes with phone, power, office and
furniture if required.

If you're interested in statistics

-~ feel confident at MIPCOM. Last year
over 70 countries, 1250 companies,
253 television stations, more than
4000 participants and 848 buyers
established us as the biggest market
place of the fall. With Cannes as the
ideal venue. T T T T T T —

. Although MIPCOM is virtually sold

| out before we start to market it, this
year we do have a limited amount of

PALALS DES EBEEETIVALS

. B . | N ¢ [ 1 .
Yes ['m interested in | participating | ¢xhibiting

. advertising AL MIPCOM '88. Please rush me information to ‘

| =
(212) 967 7600 or Comp|6te and INTERNATIONAL EXHIBITION ORGANIZATION INC.
return the reply card as soon as 845 Third Avenue. 19th Floor, New York, XY, 10022

Y i Tel. 212-730-8899. Fax: 688-8(15>. Telex: 4979122 IO LSA
'bOSSlble. L ¢ axc 68R-BU85, Telex J

|
| Name ‘
| exhibit space available on a strictly | Company - o ]
§ first come, first serve basis. So, | e s mm |
should you want to exhibit or I il el O ]
participate at this truly unique event | Zio |
please call Barney Bernhard on | Te]eph:e_ 7 I |
| |

TIONAL EXHIBITION ORGANIZATION INC. 845 THIRD AVENUL. 19TH FLOOR, NEW YORK. XY, 10022 TEL 212-750-85699. FAX. 685-808>, TELEX: 4979122 TEO USA
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wiLX-TV
MID-MICHIGAN'S
POWERHOUSE
IS NOW REPRESENTED BY
BLAIR TELEVISION.

WILX-TV, the NBC affiliate in Lansing, Michigan is home
to the top rated shows in every key time period. Call Blair to
turn on WILX-TV's power for you.

BLAIR. ONLY BLAIR | _w

TELEVISION | =™

A subsidiary of John Blair Communicalions. Inc

LE!
L
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International Report

American cable and telephone companies
slip past Britain’s locked (cable) door

Cold calling certainly isn’t every-
one’s cup of tea. Although Jon Da-
vey, chairman of the British Cable
Authority, admits he hasn’t done a
great deal of it, he recalls one such
call that paid off.

Last November while in New
York he popped in ¢on investment
brokers Paine Webber to extoll the
benefits of investing in the British
cable market.

Since that visit, Davey says, the
Paine Webber London office has
indeed taken an interest in cable,
something he says it hadn’t done
before. Paine Webber is involved
with one of the applicants for the
Birmingham, England, franchise
and is helping Southampton cable
put together its financial package.

Davey has been seeking foreign
investors, but has particularly con-
centrated on U.S. and Canadian ca-
ble operators whom he feels could
lend their experience, in addition
to their money, to the U.K. cable
market which so far has fallen short
of the optimistic predictions made
for it just several years ago.

There presently are just slightly
more than one-quarter million
U.K. cable subscribers, although
franchises have been advertised for
another three-quarter million
homes.

Govt. regs. British regulations
haven’t exactly helped Davey’s
cause. He has been lobbying for

“There is money
to be made

in the UK.”

several years to change the law
which precludes a non-Common
Market country from exercising
control over a British cable opera-
tion. Nevertheless, Davey explains
that financing can be structured in
a way which provides a majority
foreign shareholding without oper-
ational control,

Cablevision was the first Ameri-
can company to own a majority in-
terest in a British cable operation.
It split the cable company it owned
into two parts, separating the actu-
al cable network from the operat-
ing company. Currently, Davey
says, United Cable of Denver is
among the most active U.S. compa-
nies getting involved in the U.K.
United owns Cotswold Cable and
has applied for four other fran-
chises,

City Cable, with multimillion
dollar backing from Prudential
Bache Interfunding, already has
one London franchise, has a 45%
shareholding in another and is bid-
ding for a third.

Davey says another Denver
based company, Jones Intercable,
is interested in an area of East Lon-
don. He also claims that several

Maxwell snapping up AGB

It appears almost certain that Robert Maxwell will acquire the U.K.

based research company AGB.

This followed adjournment of an extracrdinary meeting of AGB
shareholders called originally to consider a deal made with the adver-
tising and moneybroking group, MAIL Under that arrangement, which
had been criticized by some analysts as being insubstantial, MAI was
to raise its holding in AGB from close to 10% to 30% and incorporate its
U.S. market research company, MRI into AGB. In addition sharehold-
ers were to consider the sale of an exhibition company and publishing

operation.

Under Maxwell’s plan, AGB will retain the two operations and the
entire company will be renamed Pergamon AGB.

Since Maxwell’s interest became known, AGB’s share prices have
fully recovered from the losses they suffered following the original
announcement of the prospective deal with MAIL.

U.S. telephone companies, includ]
ing Pacific Telesis, are intereste |
in getting involved in British cable
primarily because the law permit|
the use of cable lines for telephon
transmission.

Consequently, says Davey, the |
can get into the telephone busines |
as well as cable. .

Although therestill are anumbe |
of sceptics who seem to have writ |
ten cable off in the UK., Dave:|
remains unperturbed, saying|
“There is money to be made in the |
U.K.”—Irv Margolis

Super Channel
on a string;
schedules roll |

Super Channel executives arc!
hopeful they can conclude a nev:
shareholding arrangement by thel
end of October. '

For the moment the Super Chan ‘
nel board seems to be banking or |
reaching a deal with the U.S. com |
pany, United Cable, which alreads
is active in the U.K. cable market
Virgin Group is the majority share
holder of the financially troublec
pan-European satellite channel.

It is likely that under the dea
which Virgin hopes to negotiate, i
and the other current principa
ITV shareholders—Granada, TVS |
Anglia and Yorkshire—would re
main involved as minority owners/|
while the other ITV companies stil
holding shares would drop out alto |
gether.

Say it ain’t so! Meanwhile, Christo |
pher Bland, chairman of Londor
Weekend Television, which recent. |
ly sold its Super Channel shares tc
Virgin at a considerable loss, says|
he wishes he never got involvec
with Super Channel in the first
place.

In an interview with TV/RADIC
AGE, Bland commented: “It woulc
have been smarter not to have got-
ten in. We thought it would be
more successful.”

While the shareholding machi-
nations continue, the fall program
ming battle between Super Chan-
nel and Sky Channel may well be ¢
battle over which one of the chan-
nels has the best movies. Both havel
announced strongly improvec
schedules with Super Channel par

32
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3 “TandT”is back!

New shows!
New stars!
New excitement!

Last year, T and T was hailed
as a top-rated action half-
hour, attracting strong demos
and beating first-run sitcoms
across the country.

And this year, Tand T

Is even more explosive!

With the addition of teen
star Sean Roberge, the new
season not only promises
bigger action, but also
bigger audiences!

So, when you add up all the

= powerful advantages, it's easy
to see who the winning team

for 1988/89 will be.

T and T...and You!

1988 (hnjes Enerainment , Ing

A Nelvana production
in-association with Qintex Entertainment Tnc.,
Tribune Entertainment and Glabal Television Metwork.
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Radio Report

McGavren Guild’s prize:
Hilton’s radio budget

Eden Lucas, vice president, sales at McGavren Guild
Radio in Los Angeles, describes the nuts and bolts of
combining media advertising with tailored promotions
that work for both the advertiser and the rep’s sta-
tions. It’s a case history giving just one example of
what Interep president Les Goldberg means when he
talks about Interep’s “Radio Store” (See radio rep
feature, page 40).

Lucas reports that despite regional buying being
SOP at Hilton Hotels' agency, McCann-Erickson,
McGavren Guild’s Los Angeles office was nevertheless

The media package
was so attractive
compared to all
Hilton’s other
options, it was

an offer it

couldn’t refuse.

Eden Lucas

able to steer 85% of Hilton’s radio budget promoting
its “Get Away Weekends” in 15 markets to placement
out of just one McCann office, Los Angeles.

McGavren Guild pulled this off by offering a com-
bined media-promotion package Lucas describes as
“so attractive compared to all Hilton’s other options,
it was an offer they couldn’t refuse.”

The stations were able to do it, says Lucas, “because
Bobbi Grim [McGavren’s Los Angeles vice president,
marketing and promotion] set it up so instead of being
the same standard canned promotion across all 15
Hilton markets, it was tailored to fit the format and
listener lifestyle of each participating station. Because
the most effective promotions are those that most at-
tract a station’s listeners as well as benefit the adver-
tiser, no other proposal on Hilton’s table could match
ours.

In every market where radio statiens ran Hilton’s
“Get Away Weekend” contest, the prize was usually
the same: a weekend at the local Hilton, dinner for two
and a chauffered limo ride to carry the winning couple
there and to the “weekend event.”

It was the “event” that differed. For an AC station
the event was usually a rock concert. For a country
music station it would be a performance by country
artists. For KFAC AM-FM, McGavren’s classical mu-
sic station in Los Angeles, the prize was keyed to the

Not every event was a concert. Because it was June,
a month with all kinds of special days like Father's
Day, graduation and weddings, some station contests!
were built around these kinds of personal events. '

In the case of Hilton, Lucas says it was not new
business for radio. But except for the Pasadena Hil-|
ton, the buys for the other 14 markets were new busi- |
ness for her Los Angeles office from a client whnse|
agency was one of the pioneers of regional broadcast
buying.

Overall, says Lucas, Interep’s “Radio Store” adds |
up to “‘one stop shopping for our advertisers. Interep|
assigns a marketing sales team (MST) to each major |
agency across the country. Various team members are ||
assigned to call on media, on creative and on account |
management at the agency, and on the ad manager. ||
marketing director and brand managers at major cli-|
ents.

“On top of the MSTs, whose members are sales|
people and sales managers, we have our own in-house §
specialists in unwired network, program syndication. l
barter and promotion, like Bobbi Grim, here in our|
Los Angeles office, who designed the tailored promeo- |
tion that won our office the multimarket business for |
Hilton’s Get Away Weekends campaign.” |

||
Pasadena Hotel and a symphony concert. '[

Metroplex sells WRFX

As expected, Cleveland-based group owner Metroplex
Communications has sold its Charlotte FM outlet. &
WRFX to Pyramid Broadcasting for $15.4 million. |
Gary Stevens of New York was the broker.

Pyramid, based in Boston, owns radio stations in
Boston, Chicago, Philadelphia, Pittsburgh, Buffalc
and Rochester, N.Y.

Metroplex recently bought WNCX-FM and WERE
both in Cleveland, for $11.6 million, which Stevens
also brokered (TV/RADIO AGE, Aug. 8, page 38).

Broadcast Programming
buys Century 21 unit

Broadcast Programming of Seattle has added to its|
station client list by purchasing for an undisclosec |
sum the open-reel programming division of Centur} |
21, Dallas-based program syndicator.

Century-21, in getting out of open-reel program ser |
vices, is concentrating instead on building its compac |
disc and digital audio tape programming services anc|
its jingles business, notes Dave Scott, the company”; |
president. i

Edith Hilliard, Broadcast Programming’s genera |,
manager, says her firm is picking up close to 200 sta |1
tions that have been receiving music from Century 215

Under terms of the deal, Century 21 has sold all it |
tape equipment along with its software. The program
mers working on the 19 different forms will either shifi
over as staff or freelance contractors. Century 21, 1t
years old, has avoided moving into satellite transmis

-
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INTERNATIONAL REPORT

ularly proud of its seven movies

week and Sky of its six.

In addition, Super Channel is ex-
panding its non-English language
programming, adding the 30-min-
lute weekly travel show Touristic
Magazin, which will be broadcast
in German with English subtitles.
The channel already transmits an-
other German language program,
Tatort and a Dutch one, Say Ah/1t
also is buying more programs from
Europe, ‘‘reflecting,” says a
spokesperson, “a desire to provide
a European feel.”

For its part, Sky is increasing its
sports coverage and TV specials. It
also has bought the Paramount
show business weekly program,
Entertainment This Week and the
Australian science/technology se-
ries Beyond 2000. Both channels
also will be jockeying for position in
the news field. Super Channel is
increasing the number of newscasts

lit broadcasts while Sky is building

a whole major news operation to be
in place when the channel goes on

ithe ASTRA satellite.

Further complicating the com-

Ipetitive satellite picture is British

Satellite Broadcasting’s exclusive

deal with Barner Bros. for TV

ights to 94 films. This exclusive

IWB-BSB deal surely will hurt Su-
iper and Sky Channel.

Library sales a boom business now,
as news/docu stock attracts big buyers

The film library—news, events and
documentaries—business is boom-
ing.

Ross Wolrige, head of facilities
marketing for the Australian
Broadcasting Company, for in-
stance, reports a 100% increase in
library sales during the past three
years. Wolrige says that ABC holds
more than 50 million feet of film,
including a vast wildlife catalogue
which regularly is being sought by
producers throughout the world.
His principal business, though,
comes from producers of TV com-
mercials and corporate videos.

In the U.K,, Jill Hawkins, BBC
Enterprises head of library sales, is
under the same injunction as the
rest of the Enterprise division: dou-
ble profits in five years. “We'll do it
before then,” predicts Hawkins,
adding the BBC library will bring
in profits of close to $3.5 million
this year.

Worldwide Television News isn’t
quite in that league yet, but none-
theless, general manager of librar-
ies, David Simmons, says WTN has
turned around a loss-making part
of its operation.

Independent Television News li-

brary manager David Warner notes
a “‘substantial increase” in sales
during the past several years.
Warner says that a great deal of the
material ITN sells goes into docu-
mentaries, which preserves the
footage in a programming form.

More customers. There are several
reasons for this increase. One, of
course, is the shear rise in the num-
ber of potential clients. Says Wein-
traub Screen Entertainment senior
librarian Larry McKinna, ‘“there
are just more media, TV and new
satellite and naturally many pro-
ducers are entering the home video
market.” McKinna says Wein-
traub’s library business has in-
creased by about 25% during the
past several years.

Weintraub Screen Entertain-
ment purchased the British Pathe
news library from Cannon last
year. Since then, says McKinna, in
addition to wanting to improve the
returns on its library, the company
has shown an interest in trying to
preserve the material it owns by
transferring large quantities of the
old film archives onto safety mate-
rial.

Mestre will receive this year’s
Founders Award from the Interna-

Jtional Council of the National TV
|Academy. The 1988 Directorate

Award will be presented, posthu-
mously, to Vittorio Boni, former di-

| )ar Mestre

ATop honors to Mestre and Boni from TV Academy

|Latin American broadcaster Goar

rector of international relations of
RAL

Mestre, one of the best-known
broadcasters in Latin America, fled
Cuba when Fidel Castro took over
and now lives in Argentina. He is
the 11th recipient of the Founders
Award.

Boni, who was a director of the
International Council for several
years, was responsible for the first
TV broadcast of the Olympic
Games in Rome and went on to be
an active organizer of the first in-
tercontinental broadcasting via
satellite. He produced the first sat-
ellite broadcasts from Latin Ameri-
ca and Africa. He died in New York
last November.

The awards will be presented at
the 1988 International Emmy
Awards gala on November 21 at the
Sheraton Centre in New York.

Both awards were the unani-

mous choice of the special awards
committee, chaired by Ed Bleier of
Warner Bros. and Kevin O’Sulli-
van, formerly head of Worldvision
and now running his own company,
Kenmare Productions.

Vittorio Boni

www americanradiohistorv com



www.americanradiohistory.com

_

Radio Business Barometer

July spot down
and adjusted 2.6%

July looked good for spot radio at
first glance, but the Standard
Broadcast Month {(SBM) shocked
it back to reality. Data gathered by
the reps for Radio Expenditure Re-
ports showed July to be up 21.7%, a
blockbuster figure for any month,
but particularly during the dol-
drums of 1988,

The initial figures revealed bill-
ings of $95,225,800 during this past
July, compared with $78,214,500
during July of last year. But July of
last year was a four-week Standard
Broadcast Month, while July of '88
was five weeks,

Hence, RER’s policy of adjust-
ment was triggered. This is done by
making July of last year compara-
ble to this year.

The “adjusted” figure for last
year, an artificial number, comes to
$97,768,100 for the equivalent of
five weeks. And that means that
July of this year was 2.6% behind
the pace of last year.

That makes July only the second
minus month this year, the other
month being April, which was
down 1.9%. Not that the rest of the
year was so hot. The first half end-
ed with spot radio billings up only
3.8%.

Of the four market groups which
RER reports on, only one was up
during July. And that was the 51-
plus markets, which have been do-
ing better than average during the
past couple of years.

The smaller markets were up
30.4% before adjustment to
$24,860,800. When last year’s
$19,061,700 is adjusted upward to
$23,827,100, the increase amounts
to only 4.3%.

As for the other market groups,
the top 10, which account for well
over a third of spot radio billings,
showed an unadjusted increase of
19.4%. This July’s billings were
$35,100,400, and when last July’s
figure of $29,403,900 is adjusted
upward to $36,754,900, the result is
a dip of 4.5%.

The 11th-to-25th markets were
up an unadjusted 16.4% with this

July's billings of $20,322,000. The
adjusted figure shows a decline of
6.9%, with last year’s July billings
of $17,466,000 pushed upward tc
$21,832,500.

This July’s billings ol
$14,942,600 for the 26th-to-50th
markets were 21.7% above last
year’s $12,282,900. But the adjust
ed '87 figure comes to $15,353,600
and that represents a drop this ye
of 2.7%.

Uneven year

The uneven July SBMs mean the
year-to-date comparison is alsd
lopsided. The Standard Broadcasr
Calendar through July of this yea
comes to 31 weeks. But last yeai
through July is 30 weeks. Hence
the total for this year’s sever
months—which is $540,650,100—
is 6.6% above last year's
$507,227,400. But the adjusted fig
ure of $524,135,000 is only 3.2%
above last year.

Adjusted figures for the marke
groups through July are as follows:
The top 10 markets are up 4.0%
the 11th-to-25th are flat, the 26th
to-50th are up 4.5% and the 51-plu
markets are up 3.8%.

§ T [ T | |
E LL_ T — T |
110 4
July " - i ]
/
National spot —2.6% ' / 7
90 —_ [ —
(millions) 1987: $78.2 1988: $95.2 L ¥
1987 adjusted $97.8
80 —
Changes by marke: group 70
Market Biflings % chg.”
group {mils.) 88-87 50 2
1-10 $35.1 —4.5% y;
11-25 203 —-6.9 50
26-50 14.9 —2.7
51+ 24.9 +4.3
Source: Radio Expendilure Reports 40
* Adjusted
30
J F M A M J J A S O N D
- 1987 mmem 1988 —=a= 1987 adjusted level to compensate
for Standard Broadcast Month
36 Television/Radio Age, September 19, 19868
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sion of its 24-hour formats.

Broadcast Programming has been servicing 265 sta-
tions with eight formats on open reel, with some CD
music on its classical service. The addition of the Cen-
tury 21 stations now gives it close to 500 clients. This is
Broadcast’s third programming service acquisition
within one year. It earlier acquired Peters Productions
of San Diego and Radio Arts of L.A.

|
Sports helps bottom line
of L.A. financial station

| KMNY(AM), 17-month-old business/financial news
| specialist in Los Angeles, is broadcasting the new
| Phoenix Cardinals football schedule because “not
much happens in financial markets on weekends and
people interested in money are also interested in
| sports.”

That's the explanation given by Vera Gold, one of
| the station’s operating officers, for the addition of
! professional football into the station’s 24-hour, seven-
' days-a-week business format.

Buz Schwartz, another of the limited partners in the

station, its operations manager and an on-air show
| host, says the Phoenix club contacted the station
" about joining its radio network. Schwartz, originally

from Brooklyn, says sports fits in nicely on the station
| because “Los Angeles is a very strange town. If you see
I the Dodgers playing, 30% of the people are rooting for
! the other team. L.A. is a conglomerate of people who
| have come from other places, so there are people here
! from Phoenix who like to hear the team.”

Last year KMNY broadcast Kings hockey and USC
college baseball as its first entries into sports. Why?
Schwartz says stock brokers on the floor of the Pacific
' Stock exchange, located in the building where the sta-

tion is housed, indicated interest in both activities.
' KMNY’s 5,000 watt signal also beams south toward
Orange, Riverside and San Diego counties.

KMNY came into existence on Feb. 27, 1987 when
© the new owners, consisting of 1,400 limited partners,
bought the station, then KWOW, an oldies rock spe-
cialist, for $2.5 million, according to Schwarta.

Last July, after spending one year developing its
format—including overseas reports from European
and Far Eastern financial markets—the partners
launched a separate satellite-delivered Money Radio
¢ Network with KMNY the flagship. Schwartz expects

to have between 15-25 signed affiliates picking up the

programming by October. They’ll get everything ex-

cept Cardinals football, which remains only on KMNY
| in southern California.

eln ed

el

ey

| Sears, General Mills
do it bigger on network

Sears Roebuck continued to increase its network radio
spending in June, rising from $4.6 million last June to
£ $6.5 million for the same month this year. For the half,
# Sears was up from $23.3 million to $29.4 million,

Broadcast Advertisers Reports figures showed.

But the big jump in June was scored by General
Mills, which spent only $31,500 during June of last
year. This increased to $1.8 million in '88. For the first
six months of the year, General Mills was up from
$852,800 to $3.0 million.

In the automotive area, General Motors and Ford
went in opposite directions. The former rose for
$838,300 last June to $1.7 million in '88. But Ford
dropped from $2.5 million last June to $1.7 million
during the same month this year. The year-to-date
figures show the same pattern. GM is up from 3$8.2
million to $15.0 million, but Ford is down from $11.8
million to $4.3 million.

The latest BAR figures showed a number of notable
ups and downs. Anheuser-Busch Cos., for example, cut
its network spending in half for June, dropping from
$2.6 million to $1.3 million. For the January-June
period, A-B was down from $10.9 million to $8.0 mil-
lion.

On the other hand, K Mart was up in June, rising
from $782,000 to $1.4 million.

Top 10 web radio clients—June

June Year-to-date

Parent company expenditures  expenditures
Sears Roebuck $6,457,860 $29,394,910
General Mills 1,801,725 3,025,675
General Motors 1,712,660 14,982,255
Ford 1,654,895 4,257,120
Philip Morris Cos. 1,598,575 3,253,815
Bayer 1,458,800 9,704,170
K Mart 1,379,550 5,390,605
Procter & Gamble 1,357,650 9,026,092
Anheuser-Busch Cos. 1,280,650 7,972,350
Tandy 1,276,680 3,306,934

Copyright 1988. BAA.

Autos heavy for April

Automotive clients ranked second and third on net-
work radio in May, according to the latest BAR data.
They were General Motors and Ford. This repeated
the pattern in April, except that the ranking was Gen-
eral Motors and Chrysler.

Top 10 web radio clients—May

elevision/Radio Age, September 19, 1988

May Year-To-date
Parent company expenditures expenditures
Sears Roebuck $6,537,665 $22,937,050
General Motors 3,196,395 13,269,595
Ford 2,372,625 2,602,225
Bayer 1,717,890 8,245,370
Philip Morris Cos. 1,637,040 1,655,240
Chrysler 1,602,360 7,528,829
Warner-Lambert 1,503,575 7,046,740
Cotter & Co. 1,390,325 6,242,710
K Mart 1,265,750 4,011,055
Mars 1,261,350 3,381,650
Copyright 1988, BAR.
35
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Jim Fowler.
The man with

magnetzsm

“Mutual of Omaha’s Wild Kingdom"™ and its star, Jim

Fowler, attract viewers like a magnet. Now heading OFOMAHHS
into its record-breaking 26th season, “Wild Kingdom," WILD KINGDOM
the class of its kind, has the popularity and staying Starring: Jim Fowler

power few shows in TV history can equal. Featuring: ‘" Gros

To add this reputation in fine family programming
to your schedule, call Hal Davis, 402-397-8660.
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RADIO EXPENDITURE REPORTS INC.

740 West Boston Post Road » Mamaroneck, NY. 10543 « (914) 381-6277

THE INDUSTRY SOURCE

National Spot Radio Expenditures

Market By Market
Account By Account

There is but one source for comprehensive,
detailed advertising expenditure information
in National Spot Radio. . .
For information as to how we can serve your needs,
call account executive Jane Zack at 914-381-6277.
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Gary Pranzo, Young & Rubicam

into the contract, Pranzo says,
“Qurs are not in writing. The total
negotiations are verbal, so what’s
the difference” in having the guar-
antee stipulation verbal as well.

Several sources on the buying
and selling sides of the table seem
to prefer keeping guarantees un-
written. That way no one is on the
hook, or on the record. They com-
pare gaining the concession of
guarantees to the historic situation
of buyers with the greatest clout
and negotiating skills landing bar-
gain prices for big events, whether
in network or spot, while others pay
closer to the rate card.

At N W Ayer, Robert Igiel, senior
vice president and executive media
director, referred inquiries on spot
guarantees to Bonita LeFlore, the
agency’s vice president and direc-
tor of regional broadcast. She de-
clined to discuss the topic beyond
saying that “it’s a negotiating tool
our buyers use. Every agency has
its own policy.” To say more, she
says, “would destroy our leverage”
with the stations.

On the con side, Richard Kos-
tyra, executive vice president and
U.S. director of media services at J.
Walter Thompson USA, says, “Our
relationship with the stations is
such that it has been unnecessary
to formalize guarantees. We have

in effect been delivering for our cli-
ents the weight purchased for the
past decade without formal guar-
antees.” Since “‘a formal guarantee
merely neutralizes buying skills,”
he says, “we prefer a nonguaran-
teed situation.”

He contends that Ayer’s pursuit
of spot guarantees for Burger
King—which JWT lost to Ayer last
year—shows Ayer’s “inability to
achieve standards set.”

LeFlore counters that, formal or
otherwise, JWT sought similar
spot guarantees while handling the
fast food account.

‘Insurance policy’

Meanwhile at BBDO World-
wide, Peter Stassi, senior vice pres-
ident of local broadcast, says, “We
don’t seek guarantees. I haven't
heard of that being done. When
you play that game, it’s really an
insurance policy.”

At Blair Television, William
Breda, senior vice president and
general sales manager, says the
spot guarantee tactic is neither new
nor “broadbased,” nor has it grown
appreciably lately. In those cases
that do exist, he adds, “It’s more
the account than the agency” push-
ing for such safeguards. At Ayer,
for instance, Burger King is the

“The total
negotiations are
verbal, so what’s
the difference”

in having the
guarantee
stipulation verbal
as well?

only client seeking spot guarantees
via Blair stations, Breda says.
Though there have been such re-

not involve orders for Ford Motor
Co. or Kraft Inc.,, Y&R’s top two
spot spenders,

Turning to the station side, Bre-
da notes that “not all such requests
are automatically accepted.” Some
requests are based on household
numbers, others on target demo-
graphics. ““It depends on the
client,” he adds. To take a hypo-
thetical example, he says, a beer or
automotive account might want
male demographics guarantees,

might want total adults.

In any case, all the requests are
verbal, Breda continues. “It’s a
gentlemen’s agreement, and if they
make it, they live up to it.”

“Everyone feels good about the

bicam’s Pranzo—the agency, the
clients [which he did not specify]
and the stations. “We tell the sta-
tions early on” about wanting spot
buys guaranteed, so that does not
come as a surprise demand, he says.

Nevertheless, even after securing
such arrangements, Pranzo says,
“We have to call the stations and

points and ask for the makegoods.

way we operate,” says Young & Ru-

say they missed by, say, 10 rating

40

quests from Y&R, he says, they did &

while a broader-based marketer

1
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“I'm not totally
supportive of the
concept . . .Our
stations often
overachieve ratings
delivery, and no
reward s given

the stations.”

Ayer, Y&R favor guarantees,
but TV stations, reps balk

Guaranteeing spot
stirs heated debate
over pros and cons

By JAMES P. FORKAN

0 guarantee or not to guaran-

I tee. That is the question on

the minds of some in the na-
tional spot buying and selling com-
munities.

Getting ratings guarantees in
network TV Is commonplace, and
that notion seems to be catching on
with some ad agencies that buy na-
tional spot. Agencies known to be
in favor of spot guarantees include
N W Ayer (primarily for Burger
King) and Young & Rubicam.

Some agency buyers praise spot
guarantees as an insurance policy,
a sensible way of protecting media

Blair TV’s William Breda

investments, especially in this era
of cost-consciousness and intensi-
fied media competition. Others,
however, feel this practice is unfair
to stations and unnecessary if buy-
ers do their homework well.

Stations, understandably, are
decidedly cool to the idea, as rat-
ings shortfalls can translate into
costly makegoods.

On the pro side of the spot guar-
antees issue is Gary Pranzo, senior
vice president and director of local
broadcast at Y&R. “Our practice in
negotiations for ages has been to
get guarantees” for clients, he says.
Amid hints that some agencies may
be trying to get such terms written

39
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Ted Koplar’s gotia b; different

St. Louis broadcaster aims for ‘creative’ expansion

By JACK LOFTUS

- nesses, That combination of “something

B Interactive Systems Inc. Koplar different” and a flair {or the cre-

ed Koplar likes to fly planes | has a private 50% interest in this ative is what Koplar admires most

I and pilot communications | Portland, Ore., based company about such people as Henry Siegel
empires. But, truth to tell, | with which World Events has an (LBS), Ted Turner (Turner Broad-§

the 44-year-old entrepreneur from | exclusive licensing agreement. casting), Michael Solomon and

St. Louis isn’t all that comfortable On the drawing board: Expand Michael Garin (both Lorimar Tele-

flying his plane too far or too high. | into communications and telecom- pictures) and Al Masini ( Telerep).

Not so when it comes to communi- | munications ventures that his fa- “These people started out not

cations, however, where his ambi- | ther never dreamed of. Koplar has just as mavericks but as opportun-

tion is to fly high and far. high hopes, for example, for the ists,"” Koplar savs, “and [ like to see

From his grandfather, Sam, the | commercial application of interac- myself as an opportunist. .. Our in-

Koplar family inherited money and | tive technology. He wants to ex- tention as a company is to diversi-

land, lots of it, both of which Ted’s | pand further into Europe, get into fv, not to be locked into any five-

father, Harold (HK to close | thetheatrical filmmaking business, vear plan, but to be in a position to

friends), developed into a modern | coproduce miniseries and made- z1g and zag.”
day fortune before his death in for-TV films, buy more TV stations Today, the keystone of Koplar

1983. Koplar’s most lavish land | and become a major sports figure | Communications is KPLR-TV,
holding is the Four Seasons Resort | (KPLR just paid $9 million for the managed by Barry Baker. One of

at Lake Ozark, perhaps the biggest | TV rights to the St. Louis Cardi- the mightiest indies in the mid-
resort area in that part of the coun- | nals, and KRBK paid considerably | west, KPLR is one of the few inde-
try. less for the TV rights to the Sacra- pendent VHF outlets in the coun-
But the way Edward J. “Ted” | mento Kings of the NBA). try. This vear Baker and Koplar
Koplar looks at it, his dad left him So long as its “something differ- teamed up to bring Cardinals hase-
something a lot more valuable than | ent,” Koplar’s interested. ball back to the team’s home sta-
land and money. He left him a tele- “We are well financed at this tion by outbidding NBC affiliate
vision station, KPLR-TV, the | company,” Koplar understates, KSDK.
dominant VHF independent there- | “and we have the ability to go out Ted’s father landed the baseball
abouts, along with a genuine thirst | and create ideas.” | Cards for his new station in 1959,

to build a communications empire.

The company’s roots Ted Koplar

Today, Koplar has taken a single
St. Louis TV station and created
Koplar Communications consist- .
ing of: ! ooy
m KPLR-TV St. Louis, clearly a N
candidate for superstation status.
B KRBK-TV Sacramento, a new-
ly acquired UHF independent.

B® World Events Productions, pro-
ducer and distributor of animated
shows such as Voltron: Defender of
the Universe, Saber Rider and the
Star Sheriffs and the new series
Denver: the Last Dinosaur. The
production/distribution company
also has just formed a coproduction
alliance with IDDH, the big French
animation production company
and children’s TV syndicator.

m Koplar Communications Cen-
ter, a state-of-the-art broadcast
production facility with satellite
uplink and downlink facilities fre-
quently used by other St. Louis sta-
tions, the networks and other busi-

KPLR-TV,

with its high-tech,

state-of-the-art
satellite TV

operations, 1S

the nerve center

' for Koplar’s

= expanding

communications

empire.
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They won’t automatically do it
themselves.”
That, however, does not surprise
ranzo. In general, the broad-
asters’ policy is “not to give rat-
ings guarantees. They only guaran-
e the commercials are going to
run.”

Stations not thrilled

At TeleRep, Tom Tilson, vice
president and director of sales, in-
dicated that that rep defers to its
stations when it comes to deciding
on guarantee policy. “Under ex-
tenuating circumstances, accom-
modations have been made,” he
says, “but every situation is differ-
ent.”

A random sampling of station
opinion confirms that guaranteeing

enthusiastically received.
““There’s not a tremendous
amount of inquiry” on that subject,
says James Laura, national sales
manager at WVEC-TV Ports-
mouth-Newport News-Hampton,
Va. Generally speaking, “we don’t
like it. Usually we don’t doit. .. We
look at it on an individual basis.”
It is “difficult” to accommodate
such demands, says Laura, because
“this is a preemptive age we live in.
No one guarantees 100% of any
buy. We certainly do not.”

On the other hand, if there were
a “dramatic” shortfall in ratings, a
client “might see some bonus
weight” to make up for it, especial-
ly if it is an advertiser “that’s been
good to us.” He explains, “We want
a client’s campaign to be success-
ful,” so if it is not, “we would look
at it on an individual basis.”

At WGN-TV Chicago, Peter
Walker, general sales manager,
says much the same. The station’s
policy is that “guarantees are not
given on a widespread basis.”
Among the “limited” exceptions
are “special event programming
and occasional sporting events,” he
says, “but there is no bottom-line
guarantee for an account.”

At WDZL-TV Hollywood, Fla.,
Marilyn Hansen, general sales
manager, says, “‘If we make a deal
going in and they treat us fairly
with a certain share of the dollars,
if someone invests in me, [ won’t let
them fall on their faces and get
burnt on post-analysis.” She has-

spot buys is neither widespread nor

tens to add that her “philosophy of
payback” is done within reasonable
limits.

The Miami market has been hit
with affiliate switches since Janu-
ary, changes that make it more dif-
ficult to predict the ratings in that
market, she notes.

Getting guarantees has long been
afact of life in network TV. Indeed,
the unexpected boom in the 1988-
89 upfront selling season was at-
tributed at least in part to long
term buyers wanting to protect
their clients against the vagaries of
the coming primetime season. Its

mishmash of reruns, substitute se-’

ries, movies and staggered pre-
mieres—all due to the prolonged
writers’ strike—was likely to cause
network erosion, many agencies
predict. As Tom Winner, executive
vice president and media director
at Campbell-Mithun-Esty, New
York, points out, agencies can g&
ratings guarantees when buying
network upfront that they cannot
obtain in the nets’ subsequent scat-
ter, or short-term-buy, market-
place. Such guarantees are very im-
portant, not only due to the chaotic
season ahead but also to the fact

Ayer’s pursuit of
spot guarantees

for Burger King
—which JWT lost
to Ayer last
year—shows Ayer’s
“tnability to
achieve standards
set.”

- Television/Radio Age, September 19, 1988
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that some advertisers may have
been “burned’ in last season’s scat-
ter buys, he and others noted (T'V/
RADIO AGE, July 25).

In the realm of spot TV, howev-
er, Blair TV’s Breda says, “I’'m not
totally supportive of the concept”
of spot guarantees. “I can under-
stand their asking for guarantees,
but our stations often overachieve
ratings delivery, and no reward is
given the stations. . .It’s all part of
buying and selling and what makes
one buyer or seller better than an-
other...If you guarantee on the
low side, there should be a reward if
you overachieve.”

One rep refused to go on the re-
cord with his position on spot guar-
antees for fear of offending stations
and agencies. “Everyone’s always
looking for guarantee protection,”
he says, “but we don’t randomly
give it.” No rep is going to give a
“blanket agreement,” he main-
tains. On the other hand, he con-
cedes, “No question, certain excep-
tions are made.” Like Blair’s Bre-
da, this rep points out, ‘‘But what if
we overdeliver? It certainly doesn’t
go that way as far as the agency is
concerned.” ]

JWT’s Richard Kostyra

__‘
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Interactive television: Is it the next brave new world?

Somewhere between the moon and New York City,
Ted Koplar looked out the window of the airliner and
had an idea: Why couldn’t over-the-air television offer
the same kind of two-way capability that the blue-sky
futurists had once predicted would be commonplace in
cable TV?

“There we were in the plane one night, and he just
began talking about it,” recalls Jack Galmiche, then
president of Koplar's World Events Productions, the
production and distribution arm for Koplar’s expand-
ing communications empire.

“He had the interactive idea,” Gilmache says, re-
membering that plane ride two years ago when they
discussed what Koplar saw as the next step in the
evolution of television.

Soon after the plane landed, Galmiche would be
heading to Portland, Ore., with a ton of money from
Koplar and a tall order for a small computer software
company in which Galmiche had a financial interest to
build an interactive TV laboratory.

“Three weeks later we had a prototype, and that was
the beginning of Interactive Systems Inc.,” says Gal-
miche. It also was the end of his tenure as head of
World Events. Portland was home, and Galmiche was
president of the new company in which Koplar now
has a personal 50% interest. Thad Young, head of
engineering, is the only other partner in the privately-
held Portland-based company.

Early objectives. The company’s first objective was to
develop an interactive TV system—without the use of
wires, only a control stick—for Captain Power, a show
produced by Landmark.

“We set our goal for 1988 as one strong domestic
license application and one international,” says Gal-
miches The company came up a double winner with
Wheel of Fortune, which goes interactive this season,

and Saber Rider which begins airing this fall on the .

French network, TF-1.

For 1989, Galmiche plans to move into more com-
mercial applications of the technology in five test mar-
kets, offering such services as coupons during commer-
cial breaks, home banking, national polling, partici-
pating in more gameshows and moving aggressively

B s

Y Py .
into education, health and sporta. _

As for commercial television, Galmiche says Telereg
has entered into an agreement with the company &
form Advanced Consumer Marketing Co. to bring lo
cal broadcasters and advertisers together. In additi
to offering the advertiser access to the home with co
pons (the interactive device would include a printer
the advertiser would get information about demo:
graphics, consumer choices and so forth.

“What makes us different,” says Galmiche, “is-
we actually have products in the market. We are
We're not just talking about plans for future develop:
ments . . . And what we do goes along with the normg
broadcast business. The elegance of this interactiv
technology is in its simplicity. It requires no changes ix|
the industry. We just encode the program and it be
comes interactive.” '

Getting cranked up. With Wheel of Fortune going
interactive this fall, Galmiche is talking to several U.S§
distributors and manufacturers in order to get the
device to market ASAP. The interactive gadget, which
only has to be pointed at the TV screen, is expected teff
cost about $50, says Galmiche. But the price could gef
as high as $100 if a printer is desired. However, Gal
miche thinks that printers used for getting coupons§
into the home will probably be subsidized by the ads]
vertiser. '
Sports is a major part of Galmiche’s interactivej
plans. For stationary bicycles or treadmills, for exam-
ple, the interactive technology would permit a homef
body to participate in a marathon or bike race as it is§’
telecast or used as a home video. The technology§
would regulate the difficulty of the exercise equip-§
ment to conform to the actual race. Medical rehabilis}

viewer to play in a TV rock band.
If Koplar’s idea and millions of dollars in inv

to be one of the giants of the industry.
And it all started somewhere between the moon 2
New York City. Sounds crazy, but it's true.

“It had a striking visual quality,”
recalls Keefe, “‘and the movement
of the story was fluid.” So Keefe
bought it, carried it back to the
U.S., re-edited, reworked the story-
line, added new music and even
came up with a new name: Voltron:
Defender of the Universe. For that
1984 season, Voltron debuted in
the U.S. to a modest 50% clearance.
But by then, World Events had or-
ganized the toy, merchandising and
home video deals so that when the
show was renewed in syndication
the following season, clearances
topped 90%.

World Events was off and run-
ning. The company had its first hit
series. Today the series is shown in
more than 70 countries, and three
different toy manufacturers dis-
tribute the Voltron toy.

That was followed up by Saber
Rider, another high-tech anima-

tion series, but to give the show a

different twist, Koplar came up
with the interactive idea. While the
show sold well in the U.S., the tech-
nology didn’t. But Koplar didn’t
give up, and gambling big on the
future of interactive technology,
World Events was able to success-

fully market the show plus the in
teraction in Europe, particularly
France. World Events had its sec§
ond success. The new company was
batting two for two.

Keefe now based in Hollywoot
and a “natural” when it comes t
spotting trends in children’s pro
gramming, realized the high-tech§:
rock ’em, sock ’em genre was iI
danger of running out of steam ix
the U.S. and so came up with thi
idea for a softer touch in Denver
the Last Dinosaur.

Tested this season in the form o
two specials, the show was so su¢
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d KPLR became the home of the

dbird telecasts for the next 25
ears. But in a disputed bidding
rocess, KSDK snatched the Car-
inals away from Koplar three
ears ago.

When Koplar wrestled the rights
ack this season, St. Louis went
ild with rumors that Koplar paid

tween $12 million and $15 mil-
ion for the multiyear TV contract.
ut the real figure was closer to $9
illion—still a big number.

What that’s done for the sta-
ion—despite the Cardinals’ poor
erformance on the field—has

en nothing short of “absolutely
henomenal,”” according to

PLR’s general sales manager

sreg Filandrinos. He claims the
itation is getting bigger shares and
ore ad dollars than KSDK did
ast year. Well, one of the reasons

ay be that KSDK aired fewer
rames—50 or so—while KPLR will
ir more than 60 this season.

~amily image

If baseball has been a bonanza to
KPLR, it is the station’s “family”
brogramming image that has be-
bome its bread and butter. The sta-
lion owns just about every sitcom
n the market: Night Court, Who’s
the Boss, Growing Pains, Head of

Hardly a typical independent,
PLR has made significant in-
ads against the ABC affiliate,
KTVI, outpulling it in most key de-
ographics, particularly in early
d late fringe. A look at the May
rbitrons, for example, shows
PLR holding on toa consistent 11
ousehold rating, sign-on to sign-
ff, just behind a 13 rating for
TVI. But the ABC affiliate is
own a full five rating points from
he February Arbitrons.

Also in the May Arbitrons, in the
en and women 25-54 demo, 4—
:30 p.m., the two stations are tied,
d for the same demographics,
LR easily outpulls KTVI at 11
.m,

“In many respects we are the
ird station in the market,” says
ilandrinos.

Beginning next May, Nielsen
ople meters will move into St.
tlouis, and if trends from other me-

tered cities are any indication, in-
dependents usually do much better
than affiliates. So KPLR is salivat-
ing over those meters.

In Sacramento, independent
KRBK-TV is the fifth-ranked sta-
tion in a six-station market. It’s
well behind the leading indepen-
dent, KTXL, and only just ahead
of the last-place KSCH.

But Koplar hopes a strategy sim-
ilar to KPLR’s will work for
KRBK: strong family-oriented
programming plus a home-team
identification. In this case KRBK
has just picked up the TV rights to
the NBA expansion team, the Sac-
ramento Kings, having outbid ABC
affiliate KOVR-TV for the rights.
The Kings, which have been in the
league for the past three years, had
been on KOVR. Score another steal
for Koplar.

KPLR's general manager, Baker,
had been running both stations,
but with the hiring of Elliott Tro-
shinsky to head the Sacramento
station, Baker’s cross-country ex-
cursions have been curtailed.

What about other station pur-
chases? Koplar’s on the prowl, but
he’s also cautious. “The opportuni-
ties are few and far between,” he
says. “There are a lot of stations on
the block, but when you consider
where we are now, we have to be
very selective about where to go.”
Koplar admits he feels more com-
fortable staying in the independent
station community, “but to say we
are only looking at independents is
not correct. Koplar hints, however,
that he may be close with ““a couple
of opportunities.”

Koplar came up with the idea for

‘other stations,” relates Brian Lac-

World Events Productions in 1980
as an R&D company to feed the
ever-demanding programming ap-
petite of KPLR.

“With the costs of TV program-
ming so high, Ted felt why not pro-
duce what we could, then broadcast
ourselves and maybe even sell to

ey, vice president and general man-
ager of World Events, recalling the
initial modest plans for the com-
pany.

At the time, Lacey had his own
marketing/consulting business in’
New York, and he first met Koplar
in 1985 when he arranged some vid-
eo conferences for the St. Louis ex-
ecutive. Koplar liked Lacey and
wanted him to join his expanding
communications empire. But Lac-
ey wanted no part of moving to St.
Louis.

“Ted pursued me for almost a
year,” recalls Lacey, and as Ko-
plar’s idea for a broader-based
World Events began to gell, La-
cey’s resistance began to waver. “I
began to see World Events as hav-
ing tremendous potential,” says
Lacey. The next stop was St. Louis
in 1986.

But development and acquisi-
tions don't come fast, and World
Events found itself scratching and
clawing for every scrap the company
could get its hands on-—the Paris
Air-show, the Irish Sweepstakes,
kick boxing, even a reenactment of
D-Day.

Then Peter Keefe, vice president
in charge of production at World
Events, just happened to catch a
Japanese TV animation show that
caught his eye.
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Victims of home video, basic’s gains
and their own marketing approaches

Cable operators
stage a comeback
for pay-TV services

By EDMOND M. ROSENTHAL

etwork television isn’t the
N only medium that’s been
confronted with erosion.
Pay TV has been having its prob-
lems too—with its potential sub-
scribers faced with so many options
that pay TV itself has become
much more optional to the movie
buff than it had been in the past.
Cable system operators, having
experienced flat pay/basic ratios
and even declines in the past sever-
al years are now instituting pro-
grams to propel pay TV back intoa
growth mode, and a number of
them are reporting significant
gains. For many of them, pay TV
had been a victim of the way they
had sold it—unrealistic pricing,
overselling and packaging with ser-
vices the consumer didn’t want.
Meanwhile, no one questions
that the advent of inexpensive
home video rentals has taken the
bloom off the rose. Operators gen-
erally have learned they can’t fight
the VCR, so the best they can do is
make their systems more compati-

ble with it. Another factor has been
the strengthening of basic cable
services to the point where many
viewers feel they have a full plate
without pay TV. Many operators
have exacerbated this situation by
emphasizing basic services at the
expense of pay in order to stem de-
fections from cable altogether,

Then there’'s pay-per-view,
tempting viewers to pay a few dol-
lars for earlier viewing of movies
that will later appear on their regu-
lar pay services. Some system oper-
ators feared this new option would
weaken the pay-TV subscriber
base, but they’re learning that the
biggest PPV users are those with
multiple pay services.

One of the multiple-system oper-
ators (MSOs) that has been hit
hard with pay-TV erosion is Multi-
media Cablevision, based in Wichi-
ta, Kansas. After more than five
years of decline, it has just com-
pleted its first fiscal year in which it
ended with as many pay units as it
started with, according to Ben
Sciortino, senior vice president,
marketing. One added factor work-

‘“‘In the old days, you felt you had to
give away pay because no one wanted
it. Thls led to a lower perception

of the value, and
people bought it for
the deal—not for the
product.”’

Ben Reichmuth
President, general manager
Gilleable

ing against Multimedia is that i
systems were mostly built out, giv-
ing it few eager first-time subscrib-
ers to work with.

Another thing it is faced with ig
the aftermath of top-down selling!
where 1t pushed for subscribers tc
take as many pay services as it
could sell. Sciortine points out that
in Chicago, for example, the system)
was getting a pay/basic ratio of
290—"meaning virtually every:
body was taking all three pay ser4
vices.” Now that ratio has been
whittled down to about 140, and .
Sciortino admits, “I don’t see an
real upward movement there, bu
we can still look at all the revenue
we enjoyed over those years.”

The MSO-wide stemming of pa
erosion has been helped by five ma-
jor pay-TV campaigns during th
course of the fiscal year. They hava
involved such approaches as fre
pay-TV installation and temporar-
ily discounted pay services for ne
basic subscribers—two months for
the price of one, three months al
half price, or 88 cents for the firstl |
month.

Direct response works

Multimedia also tried direct re-
sponse TV-—all three network af-
filiates in Wichita, Kansas—for thel
first time and added 9,600 HBO or
Cinemax units in three weeks wit
a discount offer. :

“Most of us in the business werel
overpricing pay in the beginning,’}
Sciortino notes, ‘“and now we’re
looking for ways to reduce pa
prices.” Last June, The Disne
Channel was reduced from $11.50
month to $6.95, and Multimedial
came out ahead dollarwise: “No
we have 6,400 customers vs. 2,7
as of June. It took about 5,200 fo
us to break even on the price reduc
tion.”

He adds, “If a pay service ig
heavily saturated so that the po-
tential for increases is not there)
then it’s not worth doing this kind|
of a price-reduction campaign. A
good rate for a premium entertain-
ment service is around $7.95 or
$8.95, considering the outside pres-f
sures for the entertainment
dollar—video stores and movier
houses.”

Speaking of the cycles cable op-§
erators have gone through, Scior-
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ssful that World Events is taking
into first-run syndication as a
eekly show. But with eonly 13 epi-
es in the can, Keefe needs to
ump out a lot more product if the
ow is to make the all-important
ansition to a strip.

And Lacey gave the show just
at opportunity in the form of a
oproduction agreement with
DH, the big French animation
ompany. Lacey made the deal
ith Bruno Huchez, president of
DH. The French executive has
robably forgotten more about kid-
id, merchandising and licensing
an most other distributors will
ver know, so the linkup with
orld Events has to be rated as a
ajor coup for Lacey and Koplar.

Lacey says the “multimillion
ollar” agreement will result in 26
ditional half hours of Denver
lus an option te produce 39 more
r a possible 65-¢pisode Denver
trip.

In addition, according to Lacey,
e agreement calls for future de-
elopment in both the animated
d live-action areas.

Under the Denver agreement,
orld Events retains the domestic
dication and licensing rights,
DH has the rights in France and
rench territories, while all other
arkets will be syndicated jointly.
The Denver agreement marks a
rt of multiple bonanza for World
vents. First, Denver has a good
ance of succeeding in first-run
yndication, thereby making
orld Events three for three. Sec-
ndly, the new relationship with

The big three: L. to r., Brian Lacey, vice president general
manager of World Events Productions; Ted Koplar; and
Barry Baker, senior vice president of the broadcast division
and general manager of KPLR-TV.

the French company almost in-
stantly transforms the company
into a true international player.
With distribution, interactive tech-
nology and now a major coproduc-
tion deal, Koplar will probably find
many other doors opening to him.

“If you would have asked me five
years ago where we wanted to be
now, I never could have told you,”
says Koplar. “And if you told me
then where we’d be today, I never
would have believed you.”

With World Events off and run-
ning, and Koplar obviously ready
for bigger hunting, Lacey is moving
back to New York, where he will
continue as president but turn the
day-to-day operations of World
Events over to Ed Ascheman in St.
Louis. Joining Lacey in New York
is Mark Altschuler as national sales
vice president. Altschuler joins
World Events from WGN-TV, the

big Tribune independent in Chica-

go.
Both Lacey and Koplar are prag-
matists when it comes to interna-
tional distribution, and Lacey ad-

mits that while the development,
coproduction and even interactive
deals are wonderful opportunities,
World Events needs a batch of
films, made-for-TV movies and
even a miniseries or two in its li-
brary in order to be a successful
packager. And that, says Lacey, is
the next step. “Meanwhile, we’re
just digging, scratching and
clawing.”

But it is perhaps in the area of
interactive technelogy on which
Koplar’s pinning his biggest hopes.
It’s the combination of communi-
cations with telecommunications
that seems to intrigue Koplar most
{see separate story).

“I'm very excited about the tech-
nology,” says Koplar, admitting
he’s “close” to several deals per-
haps involving other distributors,
ad agencies and even a network.

Koplar Communications has an
exclusive licensing agreement with
Interactive Systems Inc¢. of Port-
land, Ore. In addition, Koplar per-
sonally owns 50% of Interactive
Systems.

While the initial offering of the
interactive technology with Saber
Rider was disappointing in the
U.S,, the French TF-1 network has
snapped up the idea. Also the tech-
nology will be used this fall for
Wheel of Fortune. The hand-held
controllers are being manufactured
by Mattel. For now Koplar’s feeling
the frustration of trying something
new, trying to convert from the
conventional way of doing things
and “come up with a lot more cre-
ative things that haven’t even been
tapped yet.

“But when you look at the people
you look up to—Siegel, Turner,
Solomon, Garin and Masini—who
looked ahead and worked hard to
break the ice, you just know it’s got
to be done.” a]

Live from Hollywood is Peter Keefe, head of production

- for World Events.
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concentrate on getting basic in the
door. We hope to gain four percent-
age points in basic.”

Galavision, which had 415 sub-
scribers, was moved from pay to
basic. This and the general focus on
selling basic has caused the pay/
homes-passed ratio to drop from
52% at the beginning of the year to
a current 48.8%. Meanwhile, basic
penetration has gone up from
32.5% to 35%. The Galavision shift
was responsible for 1% of the drop
in pay/homes passed, Wayne notes.

Pay-per-view’s effect

Meanwhile, MSOs aren’t finding
any conflict between pay-per-view
and regular pay services. Wayne
says most Colony systems are lim-
iting PPV to special events so far,
“but we have intentions to get into
it in a big way.” At the Lowell sys-
tem, which offers Viewer’s Choice,
it hasn’t hurt regular pay at all, he
reports. Pay/basic ratio instead has
gone up from 102 at the beginning
of this year to 108 at the end of
July.

Sciortino at Multimedia says
there was initially a concern that
offering of PPV would result in
cancellations of regular pay service,
but he feels the result may be the
reverse of that: “They’ll pay $3.99
for a movie like Platoon, but we're
asking only $7.95 a month for
HBO, so they consider this a real
bargain because they get Platoon
later on, plus all the other movies
and specials.

“Pay-per-view is exciting, it’s in-
teractive, and everything is prod-
uct-driven. In the months when

video stores have good product
[even though their rates for a movie
may be half or less of PPV], our buy
rates for pay-per-view go up. Our
suppliers are working hard to get us
the same day and date as video
stores. We don’t have the video
store’s volume of merchandise, but
we have convenience in our favor.”

Livingston at Continental
doesn’t believe PPV is likely to
have a negative impact on pay ser-
vices “because the pricing level is
consistent with pay pricing—$4 or
$5 for a movie vs. $8-10 a month for
pay TV. The research we and oth-
ers have done has not suggested a
problem, but the jury’s still out. It’s
the multipay subscribers who are
most likely to use pay-per-view,
then the single-pay subscribers and
then basic-only.”

In the systems where Continen-
tal has PPV, Livingston says, it's
not used widely enough to offer any
firm data on how it affects regular
pay: “We have no instances where
more than 15-20% of our subscrib-
ers would use it in a given month,
not counting blockbuster events.”

Too early to call

Perhaps PPV’s impact on
monthly pay services is yet to be
seen, as is the fate of PPV itself.
The industry’s leading MSO, TCI,
is yet to install PPV in any of its
wholly owned systems. Says Lee,
“We’ve done some tests, and our
basic opinion is that it wasn’t ripe
yet.

“We've tested different pricing
and ways of selling it, and I don't
think it would affect pay TV. I

‘““Pay-per-view is exciting, it’s
interactive, and everything is
product-driven. In the months

when video stores have
good product, our buy
rates for pay-per-view

go up.”

Ben Sciortino
Sentor vice president

£ Multimedia Cableotsion
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think the windows in the video
stores hurt pay TV more than any-
thing else.”

At Reichmuth’s Gillcable, a sys-
tem with more than 140,000 sub-
scribers and over $48 million in an-
nual revenue, 30-35% of the 60,000
subscribers with converters buy
PPV at least once a month. He says
this hasn’t hurt the regular pay ser-
vices, explaining, “The windows we
have in cable are the same windows
that theaters always had. A movie
might start in the theaters at $5
and then come down to $3 at the
neighborhood theaters. The same
thing happens in cable. There are
those who want a movie as quick as
they can get it and those who can
wait. The real movie buffs—and
pay-per-view appeals to ‘that kind
of person—look forward to seeing
the movie again, or a particular
scene, on their regular pay service.”

Although viewers can also record
off of pay-per-view, Reichmuth is
skeptical that it is being done that
much. And even with video stores
selling the same titles for $2 and
less vs. PPV’s approximately $5,
Reichmuth points to the difficulty
of obtaining hot titles from them
on demand. He asserts, “They’re
more in the library business than in
the hit movie business.”

Living with VCRs
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Where the VCR boom had hurt |

Gillcable most is where subscribers
were forced into choosing between
cable and VCR use. Gill is a dual

cable system, so converters are not |

needed unless subscribers want
pay services or PPV—but adding a
converter sometimes paralyzed the
VCR. The result: “We found we
weren’t growing, both in pay and
pay-per-view. And there were too
many service calls because of in-
compatibility with VCRs.”

With an 86% penetration of
VCRs in local cable homes, over the
past two years Gill has implement-
ed a program that has brought
churn down from about 2.5% a
month to 2.25% on total services.
The program is called the Total
Entertainment Package. It in-
cludes a Zenith converter that
passes stereo, a video control
switch that allows system equip-
ment to be compatible with the
VCR, and a remote control. m]
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tino notes that top-down selling at
first ingrained the idea that cable
imust be bought as a package. But
he reports the MSO had focus
igroups that showed nonsubscribers
thought basic service was as much
ias $10-15 more per month than it
lactually was—and no one thought
it was less than it was. The next
tactic was to emphasize basic to get
the foot in the door and upgrade
from there. Now, he says, the ap-
proach is more middle-of-the-road.

Holding the price

Ted Livingston, senior vice pres-
ident, marketing at Boston-based
Continental Cablevision, doesn’t
think price cutting is the panacea
for strengthening pay/basic ratio:
“A number of people in the indus-
try have been cutting the price of
pay and offering more trial and in-
centive programs. We haven’t done
that. It pays to do some of this kind
of promotion, but I think it can go
too far.”

He also says there is no need to
downplay pay TV in order to win
new basic subscribers: “We market
basic and pay equally aggressively.
Where others have put too much of
the emphasis on basic, it has hurt
pay.”

At Continental, the worst years
for pay were 1986 and 87, when
widespread distribution of VCRs
came into play, ‘‘but we came
through that period flat to moder-
ately up in pay TV.” Downgrades
have been another factor. He says
his company typically has sold in at
a 130-140 pay/basic, but company-
wide, mature subscribers average a
110 ratio.

To Ben Reichmuth, president
and general manager of Heritage
Communications’ mammoth Gill-
cable, San Jose, Calif., it’s under-
pricing of pay services that has hurt
most: “New subscribers today have
a higher pay/basic ratio than in the
past because we’re doing a better
job of marketing value vs. price. In
the old days, you felt you had to
give away pay because no one want-
ed it. This led to a lower perception
of the value, and people bought it
for the deal—not for the product.”

As for promoting basic at the ex-
pense of pay, Reichmuth holds, “It
depends on what the system has to
offer. If they don’t have strong pay

‘““We market basic and pay equally
aggressively. Where others have
put too much of the emphasis on

services—only two services instead
of eight—it limits their ability to
promote pay services. I think both
have to grow. You have to have
more basic penetration, but pay
comes with that.”

Price reduction has been a major
push at Denver-based Tele-Com-
munications Inc., the nation’s larg-
est MSO. Arthur L. Lee, vice presi-
dent, operations, reports, “We've
had very extensive campaigns for
pay, and the numbers are way up.
It just kind of got stagnant a couple
years back, and we felt our rates
were too high. And a couple years
ago, we were concentrating on basic
more than pay, and the pay num-
bers were slipping at that point.”

What TCI did was push multi-
pay over the past 18 months. It
started at the beginning of last year
with an offer of a second pay ser-
vice at $2 a month, either for new or
existing subscribers. After a year, it
shifted the terms to two services for
$11.95; if the subscriber dropped
one, the remaining service would be
charged at the going single-service
rate, ranging from $7.95 to $11.95.
Retention rate for the two services,
Lee reports, was in the high 60%
range,

Next December, TCI will go up
to $16.95 for the two services, and
Lee points out, “In December,
most subscribers will have looked
at two pays for the better part of a
year, and we think we ought to hold
60%.”

At Colony Communications,
headquartered in Providence, the
path to improvement has varied
with the nature of each market, but

N basic, it has hurt
% i pay."

Ted Livingston

Senior vice president
Continental Cablevision

Jeff Wayne, executive director of
marketing and advertising sales,
says pay/basic has been increased
from 94,7 to 95.5% between the first
of this year and the end of July.

In three systems in Massachus-
setts, the focus has been on selling
The Disney Channel with a $2 price
reduction. In Fall River, subscrib-
ers went up from 1,600 in February
to 3,700 in early April, leveling off
to 2,700 at the end of July. In New
Bedford, subscriptions in the same
period went from 1,781 to 4,173 and
down to 3,500. In Lowell, 3,053 sub-
scribers at the end of February in-
creased to 6,348 at the end of
March and now rest at about 4,700.

Unbundling services

In California, Colony’s drive was
to unpackage services in a couple of
systems where subscribers were
forced into buying such things as
additional pays and remote con-
trols at certain levels. Instead, all
services were offered a la carte,
with some discounts for additional
services. As a result, pay/basic ratio
dropped from 160% to about 142%,
but Wayne points out that not only
subscriber satisfaction has been
the gainer, but revenue is ahead be-
cause subscribers are paying more
for the services on an a la carte ba-
sis.

The jury’s still out on an effort in
the heavily Hispanic Harbor Area
of Los Angeles, where Colony has
placed its focus on basic. Wayne
explains, “In ethnic urban markets,
you'll see much lower basic pene-
tration, so the first thing to do is

Television/Radio Age, September 19, 1988
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And now for the commercial

The Rice Growers Assn. of California has bought the first English/
Spanish combination commercial on KTLA(TV) Los Angeles. The
Spanish version is airing on the station’s second audio program chan-
nel, which can only be heard on a stereo set.

The 30-second spot will run through the fourth quarter of the year. It
debuted Sept. 9 and marks the initial TV venture for the sponsor.

KTLA has been airing Spanish translations via the SAP channel for
four years without any commercials on series which come with their
own Spanish soundtrack, and on its 10 p.m. newscast, which has its
own translator (see separate story).

Created by Fabianic Stropes and Armstrong of San Francisco with
the Spanish translation done by CSI of New York, the campaign is
worth between $50,000-$75,000. F/S Reilly, San Francisco media ser-
vice, placed the campaign with the station’s regional sales manager

Dean Scheu.

Among the programs airing the Spanish version are News at 10,
Knight Rider, The Love Boat and Magnum PI.
The English-only commercial will run during such other series like

Matt Houston.

The station is not charging the sponsor for the second-market expo-
sure, as Spanish coverage on an English language station is in its
infancy. KTLA is calling its SAP audience “The Spanish Bonus.”

tors who worked the half-hour
show seven days a week. WCIX
does, however, offer several enter-
tainment series like MASH and
Benson which come with a Spanish
track on its SAP channel.

KTLA’s Bell puts the cost of of-
fering SAP programming “in six fi-
gures,” covering Riggle’s salary and
the synchronized dubbing of all the
entertainment shows onto tape
from film, as the station beams a
stereo signal from sign-on to sign-
off. In 1984 the station installed a
new transmitter, which was easily
adapted for SAP. KTLA currently
offers 25 hours of SAP program-
ming a week.

With the cost of stereo sets dip-
ping from $1,000 to the $200 range,
Hispanics are beginning to bring
them home. “The major break-
through for the service,” Bell be-
lieves, “was the Pope’s visit to this
immense Catholic archdiocese.”

Bell says L.A.’s two Spanish
UHFers, KMEX and KVEA, pri-
marily provide foreign produced
shows with some local newscasts.
S0 for Hispanics who prefer Anglo
TV, KTLA’s news and other oifer-
ings are a means ol connecting with
mainstream American program-
ming. Beginning this lall, K'TLA 1s
adding The Latin Connection, an
haur- Iung syndicated musical show
directed ot the Hispanic communi-
Ly, Lo its SADP roster.
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Besides the letters and calls it’s
been receiving recently, are there
any other indicators that Latinos
are watching the SAP shows and
stereocasts in L.A.? Rozanne Mc-
Millan, KTLA’s research director,
cites two promising figures. In a re-
search study conducted by Statisti-
cal Research Inc. for Los Angeles
TV stations, the probers reported
that 36% of the participants owned
a stereo set. And in a recent Arbi-
tron report covering the Hispanic
market, KTLA averaged a 7 rating
for its 10-11 p.m. news. “We felt it
was significant because if you look
at the general market, we're always
behind ABC and NBC. KMEX
drew a 4 rating for its 10-10:30
news and KVEA a 3 forits 11-11:30
news.” In the May Nielsens
KTLA’s news averaged a 6 rating,

11 share while KNBC-TV drew an
8.8/22, KABC-TV an 8.4/21 and
KCBS-TV a 5.5/14 for their 11~
11:30 p.m. news.

There is a growing feeling at
KTLA that Hispanic viewers to the -
SAP service are starting to affect
the station’s news rating.

The station admits there has |
been a backlash effect from SAP, i
People in the front office and news
department feel it. Asserts Bell,
“People buy a new stereo set and
don’t know how to press the right |
buttons and they suddenly hear
Magnum in Spanish or out of Hal
Fishman’s mouth there’s a wom-
an’s voice speaking Spanish. Peo-
ple call the station and ask, ‘What
the hell’s going on?’ It amazes us
that people jump to conclusions so
quickly that we broadcast in Span-
ish fulltime. Set manufacturers
don’t apparently include instruc-
tions on SAP since it’s used so in-
frequently.”

Veteran anchor Hal Fishman re-
ports, “I've gotten letters from peo-
ple who say they can’t understand ¢
what I'm saying and that I have a
female voice.” Viewers have appar- |
ently pushed the SAP button not
knowing what will happen. “Mayor
Tom Bradley’s office once called. |
He heard me in Spanish and|
couldn’t understand why he was |
getting Spanish and English.”

Reporter Marta Waller relates,
“I once answered the phone, and a
guy was real upset. He said, ‘I'm |
getting damn angry because the
Angels game is in Spanish.’ I told
him to push the SAP button. He @
said, ‘Oh great, the game’s in Eng- |
lish,” and hung up.” He was hearing
XPRS-AM’s Spanish coverage, |
which KTLA carries on its second
channel. Q.

PSS

=T TR

They’re speaking Spanish, but they don’t know it. KTLA’s
three anchors, L. to r.: Larry McCormick, Hal Fishman and Jann
Carl.
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TLA(TV) says it in Spanish

ioneering with SAP technology has its surprises

{8y ELIOT TIEGEL

nalia Riggle is a study in
tense animation in the an-
nouncer’s booth she uses to
ranslate KTLA(TV)s 10-11 p.m.
ecknight newscast into Spanish
on the second audio program
(SAP) channel of the station’s ste-
reo signal.

Somewhere in the Los Angeles
market, a small audience of His-
ipanic viewers is hearing the only
nglish language newscast simul-
cast in Spanish on an SAP channel
which can only be picked up on a
stereo set. The broadcast was
among the first bilingual high-tech
ewscasts using SAP technology.
(On July 4, KCST-TV San Diego
‘began using the SAP channel for its
Spanish translation of its 11-11:30
p.m. weeknight newscast. The sta-
tion hired two court translators to
read the news for the city’s stereo
TV set owners. One week later, this
ISpanish translation also became
available on XTLN[FM], a Span-
ish gtation.)

Left hand jabbing the air for em-
phasis, her eyes concentrating on
the printed script before her, Ana-
lia faces five small black-and-white
monitors which view the tele-
prompter, the picture going out
over the air, and three views of the
anchor desk as Hal Fishman, Jann
Carl and Larry McCormick keep
the newscast moving. During the
course of the broadcast, she will
have need to use the telepromoter
as well as translate the words of
reporters in the field from their
taped stories for which she has no

‘Analia Riggle

script.

For three years Riggle has been
KTLA’s fulltime translator. This
October, the station celebrates four
years as the market’s lone stereo
broadcaster using SAP technology
to simulcast select programming,
including movies and series, in
Spanish.

Last summmer, when the Pope vis-
ited L.A., Riggle was assisted by
two other translators in explaining
the station’s 48 hours of live and
taped features.

Translating the news, with its
live and taped features, its health,
consumer trends, business, weath-
er and sports segments, is enough
to test anyone’s sanity.

It’s not her sanity Riggle’s con-
cerned about. She flows with the
pace of the broadcast. It’s having
the right Spanish word or phrase to
use when something of a technical
nature comes up, or when former
sportscaster Keith Olbermann got
real cutesy or self-indulgent. And
that happened a lot.

Riggle, who's been a translator
18 years, an interpreter nine years
and an L.A. resident nine years
from her native Argentina, uses
what she calls “neutral Spanish”
on the broadcast. It is geared to
helping the region’s growing popu-
lation of Spanish-speaking peoples
understand what the on-screen An-
glos are saying, as there is a con-
certed effort by KTLA to attract
and keep Hispanic viewers, who of -
ten discover by accident that by
pushing in the SAP button on their
new stereo T'Vs that they can heara
language they understand while

Translating the
news, with its
live and taped
features, is
enough to test
anyone’s sanity.

viewing American programs.

Steve Bell, KTLA’s vice presi-
dent/general manager, says going
bilingual in stereo was a natural
technical evolution for the station,
which was L.As first stereo sta-
tion. The problem has been that
KTLA is the only L.A. station us-
ing the SAP channel, as there is a
very small and uncharted audience
which owns stereo T'Vs, especially
in the Latin community.

So to bring attention to its own
efforts, KTLA has begun airing a
series of 15-second and 60-second
promotional spots which tell view-
ers they can hear the news in Span-
ish by pushing the audio B button,
which is the SAP channel.

Technological opportunity

“We thought SAP was the most
important technical achievement
for TV since color,” Bell says, add-
ing, “We saw it as an opportunity
to serve the Hispanic community,
which accounts for more than 40%
of the population, in a way it’s nev-
er been served before.”

Initially KTLA secured the over-
seas versions of movies and series,
from such suppliers as Worldvision
and MCA, which already had
Spanish tracks. The station trans-
ferred the 35mm film to one-inch
tape and broadcast such fare in
Spanish as 2001: A Space Odyssey,
The Love Boat, Magnum P.I.,
Knight Rider and Columbo. Then
the station hired Riggle to translate
its primetime newscast.

According to Bell and news di-
rector Jeff Wald, KTLA is the na-
tion’s only station offering a news
show in a second language on the
SAP channel. WCIX(TV) Miami,
which had been offering its 10 p.m.
newscast in Spanish via the SAP
channel for almost three years,
dropped the simulcast 16 months
ago, according to Larry Wallen-
stein, the station’s news director.
He cites the market’s two Hispanic
stations—WSCV(TV) and WLTV-
(TV)—which both began 10 p.m,
newscasts, and the economics of
paying the salaries for two transla-

www americanradiohistorv com
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Fries 1s opening a new avenue with
Showtime—rfor a four-hour miniseries.
He also finds such other cable services
as USA Network, HBO and Turner's

WTBS and Turner Network Television
“seem to be grauvitating to movies

and minis.”

calls it a
show.
Although there is industry skep-
ticism about the one-hour dramatic
format, Fries says, “Our company
is very readily accepted in that
. area. I don't think evervbody will
walk away from 1t either. We've
had the pilot and six episodes of
Supercarrier on ABC, and it bodes
well for us to do more one-hours.
[ABC canceled the show.] They are
difficult to finance, and you need a
cash flow to carry you through. It's
not easy for a small company to do
these like it is for the "Magnificent
. Seven:” 20th Century Fox, Para-
i mount, MGM, Warner Bros., Uni-
versal, Columbia and Disney.”
| Fries has in development a one-
hour series for NBC, While the

“reality-based” game

Fries,r wife Ava and cast member of “Troop Beverly Hills”

C e
"

HLEASESNES,

Boss s Away,in whichservantsof a
wealthy man use his cars and heli-
copter to solve criminal cases while
he's away. “They're soldiers of for-
tune of a sort,” notes Fries,
There’s also a half-hour for
NBC, Crash Course, based on the
film of the same name, in which an
ensemble cast of high school stu-
dents learns to drive autos as the
central theme of the program.
Fries finds his business is grow-
ing "100% every year in foreign
markets because of privatization of
channels, more competition for
product and new satellite chan-
nels.” While the BBC and ITV ha-
ven't opened their British pocket-
books to a new level for U.S. prod-
uct, Fries points to France and
Italy as new markets for his shows,

especiallv movies of the week.

Fries is also opening another ney
avenue, this time with Showtimey
for a four-hour miniseries, Neor
Empire, ahout the early developing
vears of Las Vegas, done on a fie
tional basis. He also finds such oth
er cable services as USA Network
HBO and Turner’s WTBS ang
Turner Network Television “seg
to he gravitating 1o movies ane
minis.”

The company has {our film pack
ages—Fries Frame one-four, with
a fifth available at NATPE. Each
package contains 20-25 titles fron
various libraries.

Fries' earlier experience was il
such early Ziv TV half-hour seried
as Highuay Patrol, Sea Hunt and_
The Cisco Kid from 1952-59, Fo!
eight years he was vice presiden#
for production administration a
Screen Gems and then vice presi
dent in charge of feature film pro
duction for parent Columbia Pic'
tures. In 1970 he joined Metromes
dia Producers Corp. as executive
vice president for production unti’
leaving to launch his own company:

[t was at Metromedia in 1971, he
recalls, that he did his first sociallyy
conscious movie, Mavbe 'l Come
Home tn the Spring. with b'all_'-f.
Field. C

Fries says 40% of

the company’s |
business is in

TV production,
40% in
distribution and
the rest in films
and home video.
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bhuck Fries faces issues

bomally -conscious, but not consciously so

miniseries and one-hour or
haif-hour series we’ll be O.K.
for the year.” That's how Chuck
{*ries, president and chairman of
fhe board of Fries Entertainment
Inc. sees his company’s capability.
| “We can handle as many projects
lis we produce,” the 58-year-old ex-
icutive explains. “The amount of
hroduct you produce is controlled
sy the deficit financing you want to
10.” His overall development bud-
fzet is $3 million, Fries says, about
vhat it was for last season.

lfwe do four to six movies, one

Latest product

Known for his support for issues-
sriented telefilms, Fries says, “You
an't be a producer of television
mnovies and not do some of these.
We had an opportunity to lean in
this direction, but it wasn’t a con-
scious approach.”

Fries’ newest social issues film
iBridge to Silence, stars Marlee
Matlin and Lee Remick. Slated for
CBS, which has not yet announced
lan airdate, it is a story of deafness

Chuck Fries

within a family. Earlier socially-
conscious telefilms have included
Bitter Harvest, Drop Out Mother,
Fight for Life, Samaritan: The
Mitch Snyder Story, LBJ: The
Early Years, and Cocaine: One
Man’s Addiction.

The company has produced 65
TV movies, four miniseries and
three series during the past 13
years. Its second telefilm, Double
Standard, starring Robert Fox-
worth, will air on NBC sometime
during the new season.

Budgets for telefilms run in the
$2.7 million-$3 million range; for
miniseries they escalate to $6-3%8
million. The company has two se-
ries set for syndication, Born Fam-
ous {nine one-hour barter specials,
produced by Fries’ wife, Ava, and
hosted by Meredith McRae) and
New Generation (half-hour, cash
rock-musical hosted by Michael
Young). Born Famous deals with
the children of celebrities—in and
out of show business. Five episodes
aired last season.

Forty per cent of the publicly-
held company’s business is in TV

production, 40% in domestic and
overseas distribution and the re-
maining 20% in theatrical films and
home video. The company also is
doing several theatrical projects for
Weintraub Entertainment this
year.

The recently concluded writer’s
strike had a “delayed effect” on the
company, Fries explains. A TV film
with Farrah Fawcett, which should
have been completed in August for
ABC, is now being pushed for No-
vember. “Instead of doing five or
six movies, we might be dimini-
shed,” laments Fries. In develop-
ment are a number of stories, In-
cluding Mussion of the Shark, story
about the USS Indianapolis, which
was torpedoed during World War
II; and Hillside Strangler, about
the grizzly series of murders in Los
Angeles.

Inthe area of first-run, Fries says
he’ll be going to NATPE with a
game show. Several are in develop-
ment, including The Interceptor,
in which a couple trying to com-
plete a treasure hunt is thwarted by
an interloper along the way. Fries

Fries’ business is
growing “100%
every year in
foreign markets
because of
privatization of
channels, more
competition for
product and new
satellite
channels.”

com
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Programmmg

Reps choose top new syndie shows
from this season’s lineup of 34;
information, reality programs trend

The vast majority of new first-run
syndicated series to be introduced
this fall is getting favorable perfor-
mance predictions from the major
rep firms. A dozen of the 34 key
shows are termed above-average,
while 14 are projected as perform-
ing at least average.

Michael Levinton, vice presi-
dent, program director at Blair
Television, believes some eight to
10 shows will do well this coming
season and projects that the mor-
tality rate of the new syndicated
entries will be less than in 1987-88.
“Oprah Winfrey and Donahue

Samuel Goldwyn’s “Body by Jake”

were In a lot of morning situations,
which precluded anything of that
type getiing going in the morning,”
he says. “Now the morning time
period is open, so there’s room for
more shows to make it in the day-
time.”

Dean McCarthy, Harrington
Righter & Parsons vice president
and director of programming ser-
vices, is more concerned with the
stations than with the new product.
“T'm very concerned that the sta-
tions do not take the time, or exer-
cise the effort, to give shows a prop-
er launch. That, I think, is stupid
on the station’s part and is certain-
ly unfair to the producer of the
show.”

In all, the trend so far as the new
shows are concerned, is decidedly
serious. Reality-based shows, talk
and information, entertainment
and game shows are the dominant
genres, exclusive of kids’ shows,
and there are only a few sitcoms in
the mix.

The following is a program-by-
program breakdown of what the
reps think will be the better-per-
forming shows:

B Body By Jake appears to have
the right body language to make it
work, say the reps collectively. Jack
Fentress, program director at
Petry Television, calls it “a cute
show that will do fine for what it is.
It will probably get in the vicinity
of a 1.5 rating,” which Fentress
considers good for an early a.m. fix-
ture.

® COPS wins a gold badge from
the reps. Blair’s Levinton says the
show should be “a good, above-
average animation.” McCarthy at
HRP: “I think it will be a good
show. It’s a step back into the so-
called action-adventure animation,
but I think it's very well done and
has good things going for it, such as
public service messages.”

B Denver the Last Dinocsaur gets a
favorable consensus from reps. Mc-
Carthy at HRP: “This will proba-
bly be an average kids’ show. I saw
the special, which I thought was
well done. [ know World Events has
been working hard on getting good
clearances, and I suspect that, be-
cause it is soft animation, it has as
good a chance as any of the other
new cartoons.”

W Family Feud is not a program
that the reps are feuding about,
and the consensus is it will do well.
Levinton at Blair sees Feud as a
“good strong show, daytime net-
work numbers notwithstanding.”
HRP’s McCarthy calls Feud a win-

er. “I like the host, and the game

has always been popular. Also, it's
getting good clearances.”

B Femily Medical Center looks
like good medicine. Levinton at
Blair: “Good show. Recommen-
ded.” HRP's McCarthy: “Hopeful-
ly, the stations will put this in good
time periods. If the stations do
that, I see this and Group One
Medical doing well.”

m Finders Keepers and Fun
House are both being evaluatedl
similarly by the reps—about aver-
age.

B Freddy’s Nightmares: All repsh
call it above-average. At Katz Pro-
gramming, John von Soosten, vicel
president, director of program-
ming, gives Nightmares a plus. “It
has potential because of the movie
title,” says von Soosten, adding

—

Freddy’s Nightmares

that if the production is as good as
what people came to expect in the
movie and in shows such as Star
Trek: The Next Generation, then
the high quality will draw an audi-
ence. Von Scosten says, “It’s the
type of show that-has good young-
adult and kid appeal, and posi-
tioned properly, the show could do
moderately well.”

® Great Escape gets an upside
vote from most of the reps. Levin-
ton at Blair calls Escape a “good
show.

“There’s a lot of advertising
money out there and audience in-
terest. As a weekly show, it's suffi-
cient. But if it were a strip, it would
be too much.”
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President, Elmo Ellis Pro-
ductions, Atlanta, and for-
mer vice president of Cox
Broadcasting and general
manager, WSB-AM-FM At-
lanta

iLet's talk station creativity
—or even better yet,
Pet’s do something about it

People who make their living by manipulating and
ommunicating ideas like to think of themselves as
ging creative. I've been attending conventions of
roadcasters and journalists for half a century, and the
ugenda is almost always loaded with “creative” speak-
rs and subject matter.

When the Georgia Association of Broadcasters con-
vened recently at Callaway Gardens, a succession of
srominent radio and television leaders from all over
he country delivered impressive and impassioned
peeches about creative programming, problem-solv-

g and selling. Members of the audience listened in-
.ently, made notes, and probably left Callaway with

ood creative intentions, which they doubtlessly put
n hold soon after returning to the demanding routine
nd responsibilities of their respective stations.

. In all likelihood, when these radio and television
representatives meet next summer for their 55th an-
aual convention, they’ll hear more pitches for creativ-
ity, but most of them, in the meantime, will have done
little or nothing to make their operations more inter-
esting, distinctive or helpful.

utomation vs. creativity

In spotlighting the creative deficiencies of broadcast-
ing, I am well aware that it is not the only workplace
where such conditions exist. Original thinking is in
hort supply in virtually every industry and profes-
sion. Although drastic economic and social changes
ave been taking place, not much of the upheaval has
represented constructive innovation. To the contrary,
the trend has been in the other direction—to maxi-
ize automation and reliance on standardized proce-
ures, and to minimize the need for fresh, human
input.

A typical radio station is today little more than an
lectronic jukebox, transmitting a stereotyped format
of recorded music, commercials and promotional an-
lpuncements. The unimaginative amalgam sounds
aretty much the same in thousands of communities.

From Albuquerque to Zanesville, they’re playing the
same songs, running the same contests, cracking jokes
supplied by the same comedy service.

Considering all of the millions of dollars that adver-
tisers allocate to television, the scarcity of creative
output by that medium is even more pronounced.
There are reasons, of course, for this prevailing reluc-
tance to try out new ideas. Production costs have sky-
rocketed, and many of today’s highly-leveraged own-
ers and operators are looking for ways to retrench
rather than expand their creative services.

Yet when management in any type of business be-
comes excessively absorbed with cutting expenses and
beefing up the profit margin, it stifles the enthusiasm
and initiative that are so necessary in building and
maintaining a strong successful enterprise.

There was a time when you could depend on most
radio stations, and a high percentage of television op-
erations, to offer a variety of local programs, plus a
well-balanced new service. Broadcasters accepted re-
sponsibility for supplying a certain amount of infor-
mation and entertainment, tailored to the wants of
their audiences and advertisers.

In return, they were rewarded with loyalty and sup-
port that made their businesses stable and profitable.

No longer is that standard procedure. Thousands of
radio stations have no news departments, and the vast
majority of television stations produce few, if any,
original programs.

How many broadcasters are capitalizing on the fact
that a multitude of listeners and viewers are lonely,
bored, confused, even frightened? The potential is un-
limited but you can’t say as much for the vision of
some owners and managers in our industry.

Where creativity grows

Creativity grows best in a permissive environment. It
is most likely to flourish in an organization where
everyone, from the boss at the top to the beginners at
the bottom, is encouraged to look for new and better
ways of doing things.

In analyzing scores of corporate takeovers that have
occurred during this decade, it is hard to believe some
of them had any desire to provide the public with
improved products and services. The instigators of
these mergers, all too often, seem to have been moti-
vated by one compelling desire—the wish to make a
great deal of money in a hurry.

Evidence of such shortsighted selfishness, and the
unfavorable results it has produced, can be seen in the
weakened state of some heavy industries, banks, air-
lines, chains of retail stores, and electronic communi-
cations companies. In many instances, the needs and
interests of the public have been overlooked or delib-
erately ignored. And the only signs of creativity have
been in the financial arrangements devised by the
buyers and sellers of these firms.

Our free enterprise system has been sorely abused
by these manipulators, who do not appear to under-
stand or respect the fundamental principles on which
it operates. Suffice it to say, two things are essential
for success in any business: catering to the needs and
interests of the public, and doing so with courtesy,
consistency and creativity.

Yelevision/Radio Age, September 19, 1988
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® On Trial wins the jury of reps.
Levinton at Blair: “Recommended.
It could be part of the next wave of
reality, court and medical type of
shows.” Von Soosten at Katz notes,
“At the very least, it will be a mod-
erate hit. I would put Trial in the
same category as People’s Court.”

® Starting From Scratch gets a
mostly favorable reception. Levin-
ton at Blair recommends the show
as “good comedy.” Petry’s Fentress
calls Scratch one of the funniest
and best-written first-run sitcoms
this year.

W Superboy is flying high. Von
Soosten at Katz says the title alone
will get a lot of sampling. “If the
Superboy character they have cho-
sen turns out to be another Chris-
topher Reeve in terms of charisma

MCATVs "'Munsters’ Today”

and sex appeal, it will do well and
will be judged on the basis of how
the movies are produced. Stations
will put it in time periods where it
can succeed, although it’s tough to
make a half-hour of that genre
work. It may play better as an
hour.”

B Sweethearts is a sweetheart to
most reps. Levinton at Blair is high
on Lhe show, but basically for day-
time. Bjork at Seltel says the show
is promising in dayLime.

B Teenage Mutant Ninja Turtles
wins the nod from the reps, with
only one reservation. On Lthe above-
average side, Kalz’s von Soosten
calls Turtles a “cule, offbeat and
camp show that’s very different. |
personally would make it a hit if |
was Lhe typical viewer.”

56

B USA Today: The Television
Show has reps in a quandary. The
big question is whether the strip
will perform up to expectations,
given its heavy sales push. Blair’s
Levinton views the show as positive
overall. Based on the pilot he saw,
“the show needs work but that’s
why the dry runs are produced.
Also, I have extremely positive re-
action to the four co-hosts.”

B War of the Worlds is soaring
high. Fentress at Petry: “It may he
as successful as Star Trek: The
Next Generation.” Bjork at Selte
says that based on Paramount’
track record, she’s calling the show
above average. To Von Soosten
Worlds could be a moderate hit i
the show is well executed and if it
can be positioned adjacent to Star
Trek, as Paramount is pitching.—

Robert Sobel

Raymon sets up
media company

Paul M. Raymon, an executive ati
WAGA-TV Atlanta, CBS affiliate,|
has set up an independent medias
consulting and programming com-
pany. New firm, Raymon Media
Group, plans to manage invest-
ment opportunities in medium-to-
small markets. The Atlanta-based
firm also expects to get involved in
production and syndication. Ra-
mon will continue to serve as chair-
man and chief executive officer at’
WAGA-TV.

Viacom Enterprises’ “Superboy”

‘Downey’ helps ‘Raphael’ in ratings

The Sally Jessy Raphael Show, strip series distributed by Multimedi
Entertainment, cashed in on the ratings register by capitalizing on
incident in another syndicated program, using it as the focal point in
follow-up program the following day.

The show in point, The Morton Downey, Jr. Show of Aug. 14, was the
much publicized one which wound up as a brawl between Downey and the
editor of a local newspaper in New Haven, Conn., where Downey was taped.
Raphael is also taped in New Haven, and when the incident made th
press, Raphael’s executive producer, Burt Dubrow, decided to get th
“combatants’ together, with Raphael acting as peacemaker.

Dubrow explains that Downey was scheduled for a guest shot on the
show anyway, so that was no problem. But, he says, he had to win over the
editor, which took a little doing.

In any case, the Raphael followup show aired live—a rare occurrence—
on Aug. 15 on licensee ABC affiliate WTNH-TV Hartford-New Haven and
was sent shortly thereafter to other Raphae! licensees for airing two days
later. Usually, points out Dubrow, stations receive an episode a few weeks
after taping. One big problem, he says, was narrowing the hour into a half-
hour for those stations carrying Raphael in the 30-minute version. (Rapha-
el is available in both configurations.)

Also compounding the difficulties was that the expletives used in the
show, heard live by Connecticut viewers, had to be edited for the taped’
version. “To edit the show and have it sent via satellite was insane,” says
Dubrow.

The live show registered a 9.6 in the New Haven-Hartford overnights,
according to Multimedia, and shown on Aug. 17, based on a 16 metered-
market average, Raphael did a 5.7, from a 4.1 the day before, for an increase
of 39%. The program increased the ratings in 11 of 14 metered markets. In!
Detroit, on WXYZ-TV, Raphael registered an 11.9 vs. a 7.5, for an increase’
of 59% over the Aug. 16 show; in Dallas, the increase was 106%, a 6.4 vs. 3.1,
on KDFI-TV,

Television/Radio Age, September 19, 1988 |
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Group One Medical will be op-
able, say some of the reps. Fen-
ess at Petry says because it’s an
tested genre, it’s hard to call. “It
ill probably play well after the af-
rnoon soaps on affiliates, so 1
ould be hopeful if I owned it.”
Latin Connection gets a “si”
om McCarthy at HRP, who be-
eves that Connection will do well
in major markets, especially in
fhose which have a heavy Hispanic
oncentration. But he questions
hether il can get enough clear-
nces outside of the top 25 mar-
:ets, But Fentress at Petry thinks
t will succeed. “It’s the 1980s and
990s version of American Band-
\tand. With all the ethnic changes
hround.”

B Live With Regis and Kathie Lee
from Buena Vista hits the spot with
most of the reps. Michael Levinton
at Blair Television calls it “a good
second-cup-of-coffee show for the
morning, especially since a lot of
the talk shows are being moved up
to the afternoon. There is a hole in
the time period for this kind of soft
programming.”

B Monsters production was held
up because of the writers’ strike.
Seltel’s Janeen Bjork, director of
programming, thinks it’s similar to
Tales of the Darkside. ‘“This
means some markets will do well
with it and some won’t,” notes
Bjork.

8 Munsters Today may not be a

ratings monster, but it wins the day
with all five of the reps queries. “If
you judge it by what other first-run
sitcoms have done,” says Katz's
von Soosten, it would be on the up-
per end, which would make it a rel-
ative hit. But compared to other
types of shows that may run oppo-
site it, it may not rank quite as
high.” Petry’s Fentress sees the se-
ries as doing “just fine. They did a
terrific job in recreating the old
Munsters.”

B My Secret Identity gets thumbs
up. Fentress at Petry calls it a
“handsome program, but I'm not
sure where it goes.” At Blair, Le-
vinton recommends the show: “It’s
a good idea, and I think it’s a fun
show.”

First-run syndicated series to debut in fall

Title Distributor Premiere Terms
Body by Jake* Goldwyn Oct. 3 B(3/4)
COPS*** Claster Sept. 19 B(2+4)
Denver, Last Dinosaur™ * * World Events Sept. 24 B(2+/3+)
Dick Clark's Golden Greats* * TeleTrib Oct. 7 B(3+/3+)
Dr. Fad Show* ** Fox/Lorber Sept. 19 B(2/4)
Family Feud* LBS Sept. 19 C++

- Family Medical Center* Lorimar Sept. 12 C++

. Finders Keepers*** Viacom Sept. 12 B(1+/5)

. Freddy's Nightmares* * Lorimar Sept. 30 B(6/6)

~ Fun House*®** Lorimar Sept. 5 B(2+4)

~ Gong Show* Barris Sept. 12 C++
Great Escape” " Genesis Sept. 17 B(2+/4)
Group One Medical* MGM/UA Oct. 3 C+
Improv Tonite* Peregrine Oct. 3 B(2+4)
Latin Connection All American Oct. 7 B(5/8)

. Life's Embarrassing Moments* * Group W Sept. 24 B(2+/4)
Live with Regis and Kathie Lee . Buena Vista Sept. 5 Ct++++
Marvel Action Universe® ** New World Oct. 1 B(2/4+)
Monsters* * TeleTrib NA B(3+/3+)
Munsters Today* * MCA TV Oct. 3 B(3/4)

~ My Secret identity® * MCA TV Oct. 3 B(3/4)
Mew Liar's Club* Four Star Oct. 3 B(3/3+)

- On Trial" Republic Sept. 12 C++
Public People/Private Lives Orbis Qct. 1 B(5/7)
Relatively Speaking® Select Media Oct. 3 C++
Starting From Scratch* * Worldvision Sept. 26 B(3/3+1)
Superboy* Viacom Oct. 3 B(3/3+)
Sweethearts*® Multimedia Sept. 21 Cc++
Teenage Mutant Ninja Turtles” * * Group W Oct. 1 B(2+/3+)

- Tripte Threat* TeleTrib Oct. 7 C++
Twilight Zone* * MGM/UA Oct. 19 B(3/3+)
USA Today* GTG Sept. 12 Cc++
‘War of Worlds* * Paramount Oct. 7 B(6+/5+)
Wipeout* Paramount Sept. 12 (e

Source: Petry Telavision. First number an list undér lerms refiects the natlonal minules for sale, the sacond, local. Each + equals a 30-sscond unit. * Half-hour strips. ** Halt-hour
woekly. *** Chikiren's series. "Regls and Kathy" [s hour strip. “Latin Connection, "' “Mightmares, "' "Worlds"™ and *'Public Paople™ are hour weakly.
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Glaser named
AFT president

Robert L. Glaser, a director of
American Film Technologies and a
membher of its audit committee, has
been named president of the com-
pany. Glaser has a long career in
communications, with a history of
top executive positions beginning
in 1955, when he was midwest sales
manager at ABC Films,

After a four-year tenure with
ABC, he joined CBS Films in Chi-
cago in its sales department and in
1961 became manager of Metrome-
dia’s Detroit division in the Chica-
go-Detroit office. In 1965, Glaser
became sales manager for the mid-
west area for the ABC Network.
Two years later, he joined RKQ’s
WOR-TV New York as vice presi-
dent/general manager. During his
15-year association with RKO Gen-
eral, Glaser was promoted to presi-
dent and chairman of RKO Televi-
sion Representatives.

Later, Glaser joined Viacom En-
terprises as president. AFT’s prin-
cipal business is the creation of col-
or versions of movies and TV pro-
grams.

Robert L. Glaser

Group W Productions, Los Ange-
les, has cleared 115 stations for
Life’s Most Embarrassing Mo-
ments, weekly series with a Sept.
24 premiere. That translates into
82% coverage. The series, copro-
duced by Reeves Entertainment
Group and Woody Fraser Produc-
tions, was inspired by the popular
ABC-TV primetime specials.

Martindale/Gilden Productions,
Los Angeles, and Parker Brothers,
Beverly, Mass., have decided on

five board games to be develop
for TV or cable. Having studi
more than 1,000 games (TV/RA
DIO AGE, May 16), the partne
have chosen Boggle, Partvlines
Probe and Ouija, plus an unnamec
adult game, to be unveiled at th
February Toy Fair. Of these, Ouije
will be a late night strip but proba
hly not a game show.

GGP, Corte Madera, Calif., h
cleared Race for #1, a one-hou
sports special hosted by Jim Lam-
pley, on 173 stations, for 86% cover-
age. GGP had guaranteed 80% cov-
erage to advertisers in the barter-
syndicated college football pre-
season special.

West Glen Communications
New York-based producer and dis-
tributor of video news releases to
TV stations, now also ships corpo-
rate-sponsored VNRs in magazine
format to 200-plus cable systems
and 100-plus movie theaters under
the titles of The Health & Home
Report and The Popcorn Repurt,
respectively.

All American Television will sell
the national advertising for two
two-hour Quintex Entertainment
specials, Crimes of Violence and
Fatal Passions. Crimes is sched-
uled to air in the fall, and Passions
is set for the first quarter of 1989,

Harmony Gold will release ‘a
soundtrack recording of King of
the Olympics: The Lives and Loves
of Avery Brundage on the Sonic
Atmosphere label. It will be re-
leased on both compact disc and
audio cassette. The score was com-
posed and conducted by Paul Chi-
hara.

Wipeout, game show from Para-
mount Pictures Domestic Televi-
sion, has cleared 111 stations, in-
cluding nine of the top 10 markets
and covering 75% of U.S. house-
holds. Stations include WCBS-TV
New York, KCBS-TV Los Angeles,
KRON-TV San Francisco and
KSTP-TV Minneapolis.

SFM Entertainment has cleared
97 markets representing 70% of the
U.S. for Taking it to the Gorillas:
Making Gorillas in the Mist. Re-
cent additions include WWOR-TV
New York, WGN-TV Chicago.

Television/Radio Age, September 19, 1988
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nivision will debut a domestical-
ly-produced magazine program de-
igned for Hispanic women. The
new one-hour show, TV Mujer,
which will air weekdays beginning
oday, will include variety, enter-
tainment, advice and candid dis-
cussions, and is hosted by Luey
Pereda and Gabriel Traversari.

It's understood that Univision
has other program concepts in con-
sideration, including an “Oprah
Winfrey type” talk show, another
game show and children’s pro-
grams.

Also, beginning in October, TV
Mujer will accept phone calls dur-
ing the show from viewers seeking

sart host Univision’s new women-
oriented “TV Mujer,” running
weekdays from noon to 1 p.m.

iLucy Pereda and Gabriel Traver-

ladvice. The show, which airs from
noon to 1 p.m., will feature seg-
ments made up from a wide range
of topics such as beauty, cooking,
health care, consumer and legal
rights. On the lighter side, experts
will talk on fashion and travel and
give updates from the world of en-
‘tertainment.

ﬁ‘lnvestigators’

icash-plus barter

{ The Investigators, the projected
inew weekly hour series to be hosted
by Geraldo Rivera, will be offered
on a cash-plus-barter basis to sta-
tions. The barter split will be six for
local sale and six minutes for na-
tional, according to David Sifford,

——

Tribune Entertainment’s execu-
tive vice president, sales and mar-
keting. Tribune is syndicating the
series, which will be available to
stations beginning next spring.
Shooting on fnvestigators will be-
gin in December, notes Sifford, and
the show will be produced by The
Investigative News Group in asso-
ciation with Tribune.

Cost of each show will be about
$200,000. The goal of the producers
is to make Investigators into a half-
hour prime access strip, Sifford
says. As to the show itself, Rivera

will be host, narrator and in-studio
interviewer. It will focus on expos-
ing scandals, spotlighting news-
makers and events, investigating
injustices, and highlighting sub-
jects of interest. A segment format
will be utilized.

The program expects to utilize
the services of local television and
newspaper reporters from around
the country. Meanwhile, Martin M.
Berman has been named executive
vice president of the Investigative
News Group and executive produc-
er of Geraldo.

.

[———— e m
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Cable tops violence

A recent study of television vio-
lence reports that the top culprit is
cable TV. Both Home Box Office
and USA Network have the dubi-
ous distinction of leading the vio-
lence parade, which includes the
three major networks and 16 cable
services.

The report, published by the Na-
tional Coalition on Television Vio-
lence, indicates the two services
were followed by WTBS and
WGN-TV Chicago, both supersta-
tions, along with Showtime and
Cinemax. The Discovery Channel
was named the only channel in the
U.S. without any program carrying
inappropriate levels of violence.
Other channels receiving praise in-
clude PBS, The Disney Channel
and Black Entertainment Televi-
sion,

According to the study, 37% of all
programming on American cable
and network TV features themes
high in violence. During the moni-
toring period, 86% of HBO pro-
gramming was considered high in
violence, followed by 85% of the
programming on USA Network.

Hollywood movies make up the
majority of the most violent pro-
gramming, although violent TV se-
ries were prominent on the major
networks. In the most-violent cate-
gory on network TV and X-rated
by the coalition were Crime Story,
Miami Vice, Spenser: For Hire,
Hunter and The Equalizer. Were-
wolf, on the Fox network, and Ter-
ror Viston, on Lifetime, were rated
still worse. Old network series on
UISA, Wanted Dead or Alive and
Airwolf, and Lady Blue on Life-
time were also X-rated.

Considered among the most vio-
lent films were Rembo I and Mad
Max on HBO;, Children of the
Cuorn, on USA; Alien and Nighl-
mare on Kim Street on Cinemax;
Ied Sonja on WTRBS, and Rambe
HI and The Terminator on NBC.

Cecelia Andrews has been promot

vd Lo the newly ereated position of
creontive vice president, business
altuirs, at the network Lelevision
divicion  of Paramount Pictures.
She had heen sentor vice president,
Bisiness allairs, for the division

60

since March 1985. Also at Para-
mount, the domestic television di-
vision has promoted Robert Men-
dez to director, business affairs. He
was associate director, business af-
fairs, legal

Jeff Lawenda and Michael Yudin
have been named to the new posts
of vice president at Reeves Enter-
tainment. Prior to joining Reeves,
both were partners in Chelsea
Communications, TV production
company which they formed in
1984. Prior to Chelsea, Lawenda
was vice president, advertiser sales
and commercial program develop-
ment at USA Network. Before
Chelsea, Yudin was executive vice
president at Reeves Cable.

(S

J. Lawenda

M. Yudin

Margo Raport has been named
director of advertising, promotion
and publicity at ITC Entertainment
Group’s distribution operations.
She joins ITC from Lorimar Tele-
pictures Corp., where she was di-
rector of international marketing.
Among other positions held hy Ra-
port previously were director of
marketing assistance programs for
Telefilm Canada and director of
communications at Superchannel,
Canada’s leading pay-TV network.

Margo Raport

Donald J. Toye casiern sales
manager, and Reid Davis, midwest
sales manager, have been promoted

Television/Radio Age, September 19, 1988
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to the posts of vice president of
their respective areas. Toye, who
has been with ITC for two years,
was in sales and administration a
Columbia Pictures TV’s Screen
Gems Division. Davis had a variety
of sales executive positions in the
midwest.

Robert J. Riordan has been
named account executive at Spec-
trum, joint venture of GTG Enter-
tainment and Multimedia Enter-
tainment. Prior to joining Spec-
trum, Riordan was group sales
manager at Storer Television Sales,
which represents six major market
affiliates.

Gregg Maday has joined Warner §
Bros. Television as vice president,
movies and miniseries. Prior to
joining WB-TV, Maday was vice
president, comedy development,
CBS-TV since 1987. He had left
CBS for the position of vice presi-
dent, premiere films, at Home Box
Office, returning in 1985.

Marianne Catalano has been
promoted to vice president western f
national manager at King World
Productions. She has been western
division manager at KW's Los An-
geles office.

Robert Taffner has been ap-
pointed director of research at Se-
lect Media Communications. He
comes to SMC from ABR, where he
held a similar position. Before that,
Taffner was manager of special
projects at Blair Entertainment for
three years.

Elise Keen has been named man-
ager, syndication contracts, Co-§
lumbia Pictures Television. Prior
to Columbia, Keen was manager of
domestic contract administration
at Lorimar Television Syndication.
Previously, she was manager of
contract administration at Media
Home Entertainment.

Patricia Babey has been promot-
ed to sales representative at the
PTV division of D.L. Taffner/Ltd.
She has been at Taffner for four
years as an assistant contract ad-
ministrator and as manager of the
domestic operations department.
Also at Taffner, Barry Katz has
been named director of creative
services,
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KYW-TV Philadelphia, KPIX-TV
San Francisco, WBZ-TV Boston
and WXYZ-TV Detroit. Also, the
one-hour special Tappin’, hosted
by Sammy Davis, Jr. and Gregory
Hines, has been cleared in 51 mar-
kets, including KHJ-TV Los Ange-
les, KYW-TV Philadelphia,
KPIX(TV) San Francisco, WBZ-
TV Boston and WXYZ-TV De-
troit.

Worldvision Enterprises distrib-
uted Starting From Scratch, week-
ly sitcom, has begun production in
Montreal. The show, which pre-
mieres Sept. 26, will be carried in
99 markets, including 18 of the top
20, covering 90% of the U.S. Sta-
tions signed include WPIX(TV)
New York, KTLA-TV Los Angeles,
WGN-TV Chicago, WPHL-TV
Philadelphia, KTVU-TV San
Francisco, WSBK-TV Boston,
WKBD-TV Detroit, KTVT-TV
Dallas, WDCA-TV Washington
and KHTV(TV) Houston.

Martin Sheen will host 1968—A
Time Television Special, syndicat-
ed by Golden Gator Productions in
association with Time. The pro-
gram began airing Sept. 9 in a win-
dow through Sept. 19. It airs on 137

stations representing 80% of the
U.S.

Republic Pictures Domestic
Television has sold its Color Image
feature films to six markets, bring-
ing the total coverage to 84% of the
country. The new licensees are
WPIX-TV New York, WGBS-TV
Philadelphia, KICU-TV San Jose,
KXTX-TV Dallas, WFTY-TV
Washington and KTXH-TV Hous-
ton. The package includes Invasion
of Body Snatchers, Magic Town
and four John Wayne titles.

‘Bliss’ may have
NBC afterlife

NBC Productions, whose copro-
duction Good Morning, Miss Bliss
is due on the Disney Channel this
fall, says the comedy series may
eventually get a berth on NBC-TV.

Once its cable run is over, NBC
says it, may join the network’s Sat-
urday morning or daytime lineup.
Starring Hayley Mills, the series,
about a teacher, is coproduced by
Peter Engel Productions.

Television/Radio Age, September 19, 1988
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KELO-LAND TV powers your message
throughout some 100 counties in 4 states.
And it mognifies your product's
importance all the more because

of our viewer's respect for
KELO-LANDTV,

In fact, they've named the

market after us. KELO-LAND.

It's a market with
CLOUT! And yau're at bat!

o kelo-Jand tv

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

Represented nationally by
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STATION REPORT

HUTCHINSON
FICHITA

Skyeye mobile satellite uplink truck represents a bond of sorts
between CBS affiliates WIBW-TV and KWCH-TV.

WIBW-TV, KWCH-TV fight back with
mobile unit for Kansas audience

When CBS affiliates WIBW-TV
Topeka and KWCH-TV in nearby
Hutchinson-Wichita pooled re-
sources with additional funds from
CBS to buy their new $400,000
Skyeye mobile satellite uplink
truck, it was only one more bond in
a profitable relationship that start-
ed as a counter effort against NBC
affiliate KSNW-TV Wichita.

KSNW had combined three
ADIs—Wichita, plus NBC affili-
ates in Topeka and Joplin-Pitts-
burg on the Kansas-Missouri bor-
der—and started selling the whole
ara as a one-buy, one-bill “NBC
Network covering southeastern
Kansas.”

Had to do something. “We couldn’t
just sit there, let that happen to us,
and not do something about it,”
says Steve Merren, director of sales
and programming at KWCH.
What Mereen and George Logan,
general manager of WIBW did was
po KSNW’s web three better by
combining six Kansas CBS aftili-
ates into their own “network’™ that
coitld cover the entire state and
reach three-quarters of a million
homes with one buy for statewide

64

events. That gave advertisers a
combined market equal to Cincin-
nati for one order.

The first time all the CBS affili-
ates were linked up was in 1986
when seven candidates were run-
ning for Governor of Kansas. This,
recalls Merren, “brought all our
CBS affiliates in the state a good
chunk of political dollars, along
with a heightened reputation for

“Lots of states run lotteries, but so far as we %
know, Kansas is the only state with a live
broadcast of what in effect is a weekly game
show tn a different city every week.”

first-class news coverage.”

The network hooked up again for
the statewide beauty pageant to se-
lect Miss Kansas. Then, ever since
Kansas opted for a state lottery,
the CBS affiliates have been carry-
ing it live, statewide, every Satur-
day night.

And now that the WIBW-
KWCH Skyeye is part of the
“network’s” facilities arsenal, Lo-
gan says the state “runs it like a
road show and we broadcast it live

from a different city every Satur
day.

Lots of states run lotteries, bui
so far as we know, Kansas is thg
only state with a live broadcast o
what in effect is a weeky game show},
in a different city every week.” Thdl
state lottery commission brings it
contestants from all over Kansas
the city selected for that week tg
try for prizes ranging from $1,00(8
up to the grand prize of $25,000!
WIBW and KWCH produce eacl
Saturday night broadcast, courtesy|
of Skyeye and its chief engineer)
Don Hunsecker, and sell spots i
the show, statewide, for the fulf
lineup of Kansas CBS Television
Network affiliates.

Air power and hustle. Merren sayg
that while the other Wichita stal.
tions have their own mobile units§
KWCH is the only one that alsd
fields its own news helicopter. Says$
he: “Equipment like this that helpg
us go out and bring back the story
faster adds lustre to our image as &
top news operation. Local advertis
ers recognize this and it’s reflecteq
first in our news ratings and highe
visibility, and ultimately in mor-‘
sales. In fact, we've been so successd
ful turning KWCH around fromj
third to first in the market in news
that West 57th Street [CBS News
chronicled our rise on the full netd
work, coast to coast. The equipf
ment is part of it. The rest is husgf:
tle.”

Logan also mentions that Kan{
sas’ CBS Television Network affili4:
ates “‘even arranged for Arbitron tq

Y

produce a special statewide ratin%
book with demos totaled for oum
combined ADIs.”

On the move. As for Topeka itself!
Logan reports that “with our ne
mall, Hypermart, and downtowr®
revitalization, Topeka is really on
the move. And as of just las
month, Brown County has beer
added to our ADI. That gives
4,700 more TV homes.”

.

—4
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STATION REPORT

NEV-TV Boston, which last year
ocused its fixes on the afternoon,
ow is concentrating its latest
ound of changes on the morning
ours, and in the process bouncing
e third-place CBS This Morning
ut of its traditional 7-9 a.m. time
ot.

The new changes at the CBS af-
iliate involve rescheduling Read to
o, its line, locally produced 6-7
.m. children’s strip, an hour later
s of Oct. 3; and preparing a new
alf-hour early morning newscast
or 6 a.m. starting in January.

The local newscast addition, ac-
ording to news director Jim This-
le, “is a logical next step” for a
atation that already airs a midday
news, a 30-minute early fringe news
lock and a late news.

Anchoring WNEV’s new morn-
ing newscast will be Lester Strong,

“CBS This Morning”
will open in Boston
an hour later at 8.

hor, and Amalia Barreda, who has
een a freelance reporter for the
Jstation.
When Ready to Go vacates the 6
a.m. slot, it will be replaced by the
CBS Morning News 6 to 7 a.m. un-
il WNEV’s local newscast is ready.
Then the Boston affiliate will take
he last half-hour of CBS as a lea-
in to Ready to Go. Moving Ready
to Go to 7 a.m. should help increase
its audience of both kids and par-
nt preparing for school and work,
according to president/general
manager Sy Yanoff and Bruce
Marson, vice president of program-
ming. The station had to do some-
thing in the morning considering
the Death Valley ratings CBS this
orning was delivering.
Ironically Ready was promoted
in a primetime version on Sept. 10,
preempting CBS’ lackluster series
irst Impressions and Frank’s
Place,

Tony Malara, president of CBS’
affiliate relations division, clearly

who also continues as the noon an-

NEV-TV goes ‘local’ in the morning
Boston affiliate delays CBS News;
oves in early newscast, live kidvid

is dissatisfied with the early morn-
ing situation in Boston. “We want
to be competitive with Today and
Good Morning America,” he said,
“so I don’t think it helps.

“This Morning is formatted to
take advantage of viewing pat-
terns,” continued Malara, but that
has heen foiled by WNEV.

Malara said talks had been going
on since March when WNEYV first
asked if it could “join This Morn-
ing in progress.” CBS objected,
with Malara saying, “You can’t
take half a broadcast.” So WNEV
will delay the broadcast.

“We're trying to be understan-
ding,” Malara said, “but we hope
this is not the final solution.”

An ambitious local live program
that began last March, Ready to Go
is a mix of entertainment, educa-
tion, news and weather updates
along with interviews and trivia
contests (TV/RADIO AGE, Aug.
8).
During October, Ready will add
“On Your Own” segments—tips
for children at home while their
parents work. The station also will
run an “On Your Own” public af-
fairs effort in other dayparts, in-
cluding public service announce-
ments on safety, a multipart news
feature by coanchor Diana Wil-

Sy Yanoff, WNEV-TV’s
president/general manager,

revamped the afternoon line-
up last year and now s shak-
ing things up in the morning.

liams on the 5 p.m. newscast plus
give away kits that include emer-
gency phone numbers.

“Talk” cut. In other alterations,
WNEV is cutting its local Talk of
the Town show in half, to 30 min-
utes. Filling the 10 to 10:30 slot,
Talk will make room for Family
Feud, CBS’ game show that airs 30
minutes earlier on the network.
Feud, quite popular in Boston, will
lead into the network’s Price Is
Right; CBS’ Card Sharks thus will
be deleted.

WNEV’s latest revamps are the
biggest since August 1987 when it
zeroed in on the 4-8 p.m. time span.

Lotsa specials on tap at WNEV

WNEV-TV Boston this fall plans at least nine news and entertainment
specials on topics ranging from babies to the John F. Kennedy assassi-

nation.

Due in October are: A Consumer Guide, Oct. 5 at 10 p.m., with a
consumer specialist offering tips on spending money wisely; Count-
down to the White House, four specials on the Bush-Dukakis cam-
paign, starting with a primetime hour on Oct. 11 and continuing with
three late-night half-hours on Oct. 18 and 25 and Nov. 1; and The Baby
Makers, Oct. 24 at 10 p.m., focusing on “reproductive technology”
from surrogate motherhood to test tube babies.

Coming in November are: Election ‘88, a one-hour special at 7 p.m.
on Nov. 8; and 25 Years from Dallas, two hours marking the 25th
anniversary of President Kennedy, on Nov. 19 at 7 p.m.

Hidden in Plain Sight, an hour celebrating 350 years of blacks’
presence in the Boston area, is due in November or December, said
Bruce Marson, WNEV’s vice president of programming. Definite for
December are: a one-hour health special in primetime and First
Night—A Celebration, a half-hour special on Dec. 31 at 11:35 p.m.,
which will include a look back at 1988 and at holiday festivities in the

region.
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KNBC-TV slots
ree first-runs
the wee hours

" NBC-TV Los Angeles has slotted
hree new first-run syndication
| hows in the 3-5 a.m. time period
3 alternatives to old rerun mo-

"

“4-hour programming seven days a
teek. “Our master plan all along
"as been to develop 24-hour pro-

| station spokesperson.

The new half-hours, Improv
'onite, The New Liar’s Club and
'roup One Medical, all debut the
| reek of Oct. 10.

I Notes Miyamoto: “Our feeling is
" aere’s lots of people in this market
| 'ho work the graveyard shift and

. “Lots of people in
this market work
the graveyard shift.”

} on't go to sleep right away when
ey come home. We think these
ows during these time periods
rovide a good alternative to old
L 1ovies.”
Improv airs weekdays from 3-
:30 a.m., Liar’s airs weekdays
rom 3:30-4 and Group One Medi-
al airs 4:30-5 Tuesday through
‘hursday mornings, with clear-
nces for Saturday at 4:30 p.m. and
1" unday at 3:30 p.m. Both weekend
lots precede the station’s early af-
| ernoon newcasts, “so we feel they
re good clearances,” says Miya-
10t0.
. During the early weekday hours,
group therapy dramatization,
Jur Group, runs in the 4-4:30 slot
\ etween Liar’s Club and Group
1 ine Medical.
Two years ago KNBC started to
0 towards 24-hours all week long.
I 'he station usually signed off on
unday and Mondays at 5 a.m. for
rief maintenance periods. Now
2 5-6 a.m. slot on both days is

iNusiness, The Computer Show,
inday Night Sports and AG Day.

One Buyer’s Opinion

Improved use of
computers seen
for spot radio

y

Mitchell

Most articles on the future of radio advertising focus on cost or on the

new “hot” format. But over the next year the most dramatic changes
from the agency perspective are likely to come in the business of radio
advertising—that is, the complete process of analyzing, purchasing and
processing billing for spot radio buys.

The forces pushing these coming changes are present today. Radio has
always been a work-intensive medium for agencies. Today, agencies face
reduced commissions for buying radio. Stations are more sensitive to cash
flow. Clients demand an increase in the success of their radio schedules and
are becoming more retail oriented in their marketing.

Fortunately, these pressures come at a time when computer technology
offers solutions. Computer applications offer tremendous potential for
spot radio, where the number of transactions is far greater than for other
media, while the dollar value per individual transaction is small. Econo-
mies of scale can be critical.

Sure, agencies already use computers to analyze, buy and bill radio—
services like Donovan or JDS, and PC analysis programs like MM+ or
Strata. But these are only stepping stones to the future. The coming
revolution will see these “advanced systems” replaced by a bridge integrat-
ing the entire process.

First, think about the process of buying radio—from requests for avails
through buy analysis, ordering, and finally invoice processing. How much
time do we spend retyping each other’s data? How many mistakes are
created in the retyping or the data transfer process? How many payments
for affidavits are delayed due to lack of standardization of paper invoices?

Now imagine a rep delivering station information electronically to a buyer
on a floppy disk. Next, imagine the buyer analyzing the data and structur-
ing the buy on a PC, then electronically transferring the buy to the agency
computer and the order to the rep. Finally, imagine the station sending the
affidavit electronically to the agency. The whole process would save count-
less hours retyping data and resolving errors. Buyers would have more time
for qualitative analysis. Reps would have more time to “sell.”

This is not wishful, star wars technology. It’s possible with what exists
today. Strata and MM+ have PC-based radio analysis programs. Lintas:
USA has used the JDS spot TV electronic affidavit transfer process for two
years. We have recently purchased MM+ for spot TV and radio analysis
and will interface it with our JDS mainframe. All these services are avail-
able to any agency.

One supposed barrier to electronic avails and electronic invoices has
been the rep community. But we predict it will be the reps who will take the
lead to become the driving force behind progress. I wouldn’t be surprised to
see one of the “megareps’” make the first move in the next year. A major rep
is the most logical choice because no agency does enough business with any
one station to justify a direct connection. A big rep, because of all the
business it does with each station, could justify the interface. The rep could
then collect all the invoice data, electronically sort it by agency and client,
then transfer invoices electronically to the agency.—Robert 1. Mitchell, I,
senior vice president, director of local media, Lintas: USA, Detroit

elevision/Radio Age, September 19, 1988 65
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STATION REPORT

Representatives

Pat Ann Baker has been named
vice president/sales, director of
marketing services of the Interep
Radio Networks. She joined In-
terep in 1983 as a network coordi-
nator and account executive for
Hillier, Newmark, Wechsler &
Howard, and the following year
transferred to the Internet sales
team.

Neil Hitzig has been promoted to
national director for The Petry
Marketing Group in New York. He
joined Petry in 1981 and now
moves up from account executive.

Brigette Ward has been appointed
Boston sales manager for TeleRep.

She joined the firm in 1985 and
now transfers from the Atlanta
sales office where she had been an
account executive on the R Team.

Bennett A. Zier has been promoted
to vice president, director of sales
for CBS Radio Representatives, re-
porting to Anthony C. Miragla,
vice president, general manager of
the radio sales arm. Zier joined
CBS in 1980 as an account execu-
tive with WCBS-FM New York
and now moves up from eastern re-
gional manager for CBS Radio
Representatives.

John J. Scott has joined Adam
Young as vice president, marketing
director. He moves in from John
Blair Co. where he had been direc-
tor of sales research for the rep’s
CBS stations.

Ron Schrutt transfers from Atlanta
to take over as sales manager of the
new Tampa sales office opened by
Harrington, Righter & Parsons.
That makes a total of 15 HRP of-
fices across the country.

GM’s on the spot

While Pepsico led spot TV spending during the second quarter, it was
down from just under $80 million last year, according to BAR. On the
other hand, General Motors more than doubled its spot spending for the

quarter.

Procter & (Gamble, meanwhile, has been making a comeback in spot.
For the first half, it is now 41.3% ahead of the corresponding period last
year. This follows a decline of 24.4% during the first half of last year
compared with the first six months of '86.

Other first half figures of note: General Motors is 96.8% ahead of '87,
P&G is 41.3% ahead of last year, while Philip Morris is down 24.2% for the

half,

Top 10 spot TV clients—second quarter

April/ dune
expenditures

Farent company

Year-to-date
expenditures

Pepsico $73,132,172 $130,225,900
Procter & Gamble 39,467,566 102,936,816
General Motors 35,369,757 71,698,838
General Mills 31,504,281 66,430,475
Anheuser-Busch Cos. 31,426,693 45,893,528
McDonalds 30,099,380 58,112,489
Philip Morris Cos. 26,788,780 45,425,585
Coca Cola 23,446,495 35,112,570
Fillsbury 23,368,171 45,699,098
Ford Auto Dirs. Assn, 20,117,871 37,153,741

Copyright 1988, BAR

Banner Radio is the new nationa
sales representative for WOIC}
WPRH(FM) Columbia, S.C
WOIC programs a black news and
sports format and WPRH offers
hot contemporary hits.

Christal Radio is now the nationall’
sales representative forg:
KBTS(FM) Austin, Texas, and forp:
WIBR Baton Rouge, La. WIBRY:
airs adult contemporary oldies and
KBTS is a contemporary hit radiof:
station.

Durpetti & Associates has been
named national sales representa-
tive for KKZR/KRBE(FM) Hous-
ton and WWIN/WGHT(FM) Bal-
timore. WGHT airs an urban con-|
temporary hit radio mix and}|
WWIN programs urban music.
KRBE is a CHR station, and?
KKZR features heavy metal rock. |

]

Hillier, Newmark, Wechsler &
Howard has assumed national sales §
representation of KMGR AM-FM ¥
Salt Lake City and WPVA/

WKHEK(FM) Richmond, Va.ﬁ
WEKHK transmits modern country
music, WPVA programs a heart-
and-soul Motown format, and both §
Salt Lake City stations simulcast ¥:
an adult contemporary format. !

New Affiliates

CBS Radio Network has added new .
affiliate KNUS Denver. The news §
and talk station had been an NBC §
Radio affiliate. I’

Satellite Music Network has signed T
up KHHH(FM) Honolulu for its §
WAVE format. That puts The §
WAVE in 10 markets to date.

Texas State Networks has added
news/talk CBS affiliate KPRCH
Houston to its affiliate lineup, ef- §
fective Sept. 1. KPRC will also be- ¥
come Houston’s Dallas Cowboys
football outlet starting with their
first pre-season game on Aug. 6.

=
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Senuor vice president,
Media director,
Tatham-Laird & Kudner
Chicago

hil Gerber reports that at the last meeting of the

Chicago Media Directors Council, one of the topics

1p for discussion was what radio can do to boost its
hare of the total media pie. But he says the way he

ees it is that the first priority of the people who sell

adio “should be how radio is going to protect and
1iang on to the little piece it holds now.”

Gerber observes that the top-of-mind priority for
nost advertisers is getting themselves on television:
With 15-second commercials we can put them on
elevision at costs quite competitive with a radio

I‘Jchedule of roughly equivalent impact. And now the
:;ontinuing growth of cable, now extending its penetra-

STATION REPORT

tion into half the country’s television homes, is offer-
ing a growing challenge to radio. Cable may only have
half the country wired at this point, but we can build
plans to take care of the other half, to create coverage
with dollars that might otherwise have gone to net-
work radio.”

And maybe not. Gerber has problems with network
radio, too: “Network radio clearances can be erratic,
and no buyer wants to be put in the position of won-
dering how sure he or she can be that the client’s
commercials were heard when they were supposed to
be heard, on every station the network says was in its
lineup.”

He notes that this problem may “be a bit ironic
because the scheduled subject for the Council’s Octo-
ber meeting is longform radio programming, where
clearances can be an even ‘iffier’ proposition.”

Gerber adds that, from an internal agency adminis-
trative standpoint, “Properly thorough market analy-
sis, followed by actually putting together a spot radio
schedule that can do a real job for a client, adds up to
an extremely labor intensive process unless the agency
practically turns the whole job over to the reps. They'd
probably be happy enough to take over the buyer’s job
for him and come up with their own version of an
‘unwired network’ using a lot of stations including
some that maybe the buyer would want and others
that he’d probably just as soon forget about. Again, the
buyer doesn’t want to be left wondering whether the
schedule wouldn’t have been more effective with a lot
more direct supervision on his part, so that’s hardly a
satisfactory way to go, either.”

In aword...
Quality

GROUP

RADIO

The First Name In Radio

WHZ, Boston
WMAQ, Chicago

KQXT, San Antonio
KAER und KFBK {AM), Sacramento

WINS, New York  KYW, Philadelphia
KODA, Houston
KEZW (AM) and KOSI, Denver  KMEQ-AM-FM, Phoenix
KFWB, Los Angeles

KDKA, Pittsburgh
KQZY, Dallas/Fort Worth

KJQY, San Diego

Westinghouse Broadcasting Company

elevision/Radio Age, September 19, 1988
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FEEDBACK

What is your reaction to the
decision by ABC, CBS and NBC
to cut back or eliminate their
program practices departments?
Are you comfortable with this
shift in responsibility from the
networks to Hollywood?

“I'm a litte concerned
because | wonder whether
the Hollywood creative
mind is always in tune with
the nund of the TV viewing
audience, which is a
passive audience. By giving
back standards and
practices’ control to the
Hollywood community.
maybe the networks are
abdicating some of the
responsibility they have to
their affiliates. While I'm
vehemently opposed to
censorship, I've got a
license to protect here.”

70

“I'm comfortable with the

situation and wrth the
ability of people in
Hollywood to censor
themsetves. The networks
are going to have to inrtially
watch and oversee, This 1s
like the deregulation of TV
stations, where we were
able to oversee ourselves
and follow the standards
which were set before. |
don't see any big problems
with this."

www americanradiohistorv. com

“With the adver! of a

universe with 507 . cable
and nobody monftorng
that, a ol of viewers have
accepled a lol of what s
nol normally seen on
broadcasting. There's a
itthe dichotomy there. We
must be aware our
competitors are not playing
by the same rules we are
... | don’! thunk producers
should have total freedom
to do whatever they wanl
over free TV. We are going
lo assume more of that
responsibility as station
operators.”
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loadcast properties
e Pulitzer’s prize
iprofit performance

genue and income growth for the broadcast opera-
s of Pulitzer Publishing Co. appears to be more
fain than it is for its newspapers, according to a new
tysis of the company by Merrill Lynch. While Pu-
ir's seven network-affiliated TV stations and its
LFM radio combination commanded only 26.5% of
pnues in 1987, they were responsible for 49.3% of
Fating income.

ieter Falco, first vice president of the investment
B, is projecting corporate earnings per share will
kease from $1.46 in 1987 to $1.84 in 88 and $2.20 in
fHe sees price/earnings ratio on the stock declining
£119.51n'87 to 15.5 in’88 and 13.0 in '89. Corporate
pnues were up 11.6% to $367 million in '87 from
P million, while net income was down 6.8% to $15.3
gion from $16.4 million.

illish on broadcast

th Pulitzer operating four ABC and three NBC
fliates—with two of the ABC affiliates being UHF
kions—Falco considers the stations well run, noting
it five of the seven are No. 1 on their respective
rkets. He adds, “Pulitzer is aggressive with respect
mmortizing programming costs. Management pre-
i to write off the expense as soon as the show is
filable and treat it as a period cost; they do not tie
i expense to whether the show is played or not.

Alternatively, some stations will amortize license fees
when the program is aired.

The report notes KOAT(TV) Albuquerque and
WXII(TV) Winston-Salem encountered soft broad-
cast sales markets in 1987 and KETV(TV) Omaha was
faced with the introduction of the first independent
station in its market, but WLKY(TV) Louisville, a
UHFer “has started to experience large gains in cash
flow, and we expect it to continue through 1989.

“Since many of Pulitzer’s stations already have high
revenue market shares ranging from 27-45%, we have
factored average growth for the group in our estimates.
Louisville is an exception because of its relatively low
rating and estimated market share of approximately
18%, providing room for improvement [see table be-
low].”

Speaking of the Phoenix AM-FM combo KTAR/
KKLT, Falco notes, *“Following a ratings decline, the
radio stations’ revenues and cash flow were down in
1987. Recent ratings have improved, and management
believes they can turn the situation around in 1989. A
new general manager was hired in late 1987. Addition-
ally, KTAR won the rights to air the Cardinals football
games.”

The St. Louis Post-Dispatch accounts for 65.7% of
newspaper operating revenues and 72.6% of operating
income. It operates under an agency agreement with
Herald Co., former owner of The Globe-Democrat,
which is responsible for 50% of capital expenditures.
Falco observes operating margins on the paper are at
about half of realistically attainable levels.

The Arizona Daily Star contributes 13.3% of news-
paper revenues and 41.6% of operating income. It op-
erates under a joint agency agreement with Gannett,
publisher of The Tucson Citizen, with a 50-50 profit
split.

litzer broadcast information and operating estimates ($ in mill.)

1987 Station Revenue Cash Flow
Avg.
elevison Aud g sin
1 share rank 1987 1988E % ChG. 1989E % ChG. 1987 1988E % ChG. 1989E % ChG.
FF/NBC 31% 7/1 $16.8 $18.0 75% $19.1 6.0% $ 7.7 % 8.0 46% $ 84 54%
eenville
GAL/NBC 30% 6/1 19.1 20.7 8.1% 219 6.0% 10.1 11.0 8.9% 115 4.7%
risburg
XII/NBC 22% 7/3 11.4 125 9.3% 13.1 5.0% 39 45 141% 47 59%
eensboro
OAT/ABC 33% 7/1 14.0 15.1 82% 159 55% 5.2 1 1586 7.7% 59 47%
Ibuguerque
V/ABC 23% 4/1 9.6 10.1 56% 10.5 4.0% 2.1 20 —48% 2.1 6.0%
Y/ABC 18% 5/3 90 97 7.8% 10.2 50% 1.7 2.4 285% 22 6.8%
sville
AJABC 26% 6/1 7.3 7.8 6.2% 8.2 45% 1.5 1.6 6.7% 1.6 26%
Wayne
_ Stations
CTAR-AM/ 10%/ 18/ 10.4 9.3 —10.5% 9.7 4.3% 3.2 20 —38.4% 21 50%

 KKLT-FM 4% 416
ix

: Nigisen Station index, May 87, November 87, February 88
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Another strike in Hollywood?
Crafts unions making noises

Trouble ahead? A second labor
strike is likely to take place in Hol-
lywood the week of Sept. 26 unless
something radical happens in nego-
tiations between five crafts unions
and the Alliance of Motion Picture
& TV Producers.

The crafts-—drivers, electricians,
laborers, plasterers and plumb-
ers—have rejected the producers’
recent offer. Teamsters drivers, for
example, are upset over the propos-
al to scale back their hourly wage
from $16.61 to $14. The studios are
also asking the unions to reduce
weekend overtime. Some 3,500
workers would hit the picket lines if
they vote to strike. The recent wri-
ters’ strike against the Alliance
lasted five months.

Longform activity: Orien has 12
hours of longform miniseries in
production, including The Kenne-
dys of Massachusetts for ABC;
Pancho Barnes for CBS, and Glo-
ry, Glory for HBO. The move into
longforms is a philosophical switch
for the company, whose prime fo-
cus has been on network series.

Big leagues: Fox Broadcasting’s
new Beyond Tomorrow 60-minute
feature exploring future develop-
ments, is giving several local on-air
personalities their first shot at a
network platform. Gary Cubberley,
was host and producer of Sunday
Times, weekly news/info show on

Susan Hunt

72

WJIBK-TV Detroit; Susan Hunt
spent seven years in news and
sports reporting in Buffalo, N.Y.,
with several radio and TV stations,
most recently WHTT-FM. The
two other reporters are Richard
Wiese, actor and “scientist,” and
Randy Meier, weekend anchor at
WSAZ-TV Huntington, W.Va.

Late-night battle?: CBS isn’t
saying it officially, but there is
some concern about several affili-
ates choosing to take The Arsenio
Hall Show, Paramount’s debut
into first-run latenight strip pro-
gramming over its own Pat Sajak
Show. Both shows debut next Jan-
uary, going up against Johnny Car-
son. For CBS, it’s its first talk show
to go up against the king of late
night. In its first days, the Hall
show cleared 75 markets, causing
Paramount to boast it is achieving
one of the quickest acceptances for
a first-run series.

New player: Triangle Entertain-
ment International, new TV dis-
tributor, has acquired several
sports and entertainment shows
which it will offer at MIPCOM. An-
drew Berman is president of world-
wide sales; Jim Katz is president of
production and acquisitions. The
company also plans to get into orig-
inal productions,

In production: Improv Tonite,
syndicated half-hour, is taping at

Gary Cubberley

the Hollywood Improv comedy
club. Sid Caesar recently hosted
one of the shows. Wipeout, Para-f
mount’s first syndicated gamel,
show, is taping its 39 weeks of origi-"
nal shows. 2HIP4TV, from Saban
Productions, is taping its music/
comedy hours for NBC. Lorimar
has three series underway—It’s g
Living, Full House and Knots|
Landing, the latter in its 10th sea- |
son. Celebrity Secrets, syndicated |
half-hour game show from Casa- |
blanca IV, Budd Granoff and Magc |
Ill, is taping with host Bob Eu-|
banks. Life’s Most Embarrassing |
Moments, weekly half-hour syndi-
cated humor show, features Roy |
Firestone as host. Group W Pro- =
ductions is the distributor. Fr

Human effort: Amnesty Interna- BE
tional’s Human Rights Now! con- |
cert Oct. 15 at Riverplate Stadium I
in Buenos Aires, Argentina, will be |
taped and syndicated worldwide by
RadioVision International for air- =
ing Dec. 10, Human Rights Day.

Cable capers: CBN Family |,
Network’s new musical image was .
created by HLC of Hollywood. The |
spots run from three seconds to =
three minutes and will begin airing
in mid-September . . .. The Disney |
Channel launches All the Best, &
Steve Allen, featuring a compila-
tion of comedy sketches from Al-
len’s 1956-61 NBC comedy series. |
Regulars from the series to appear
in the hour-long special Oct. 2 in-
clude Louis Nye, Bill Dana, Tom
Poston, Don Knotts and Dayton -
Allen,

Overseas break: A Dutch version of
The Home Show, airing weekdays
on ABC, is being developed. Rights
to the show were arranged between =
Reeves Entertainment and Joop ©
van den Ende Productions of Am- |
sterdam. The deal covers the right |
to produce shows during the next 0
18 months.

Dish business: Producer-director |
Marty Passetta 1s developing origi-
nal programs for the new Touch-
tone Video Network, company spe-
cializing in offering limited top
movies to owners of satellite home
dishes. The direct broadcast satel-
lite company plans testing in the
first quarter of next year.

Television/Radio Age, September 19, 19588
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am concerned. We all
tnow the rules, and |
ixpect Hollywood will play
1w the rules as they see
pm. We will probably
have to be more watchful
how, and that goes for
ommercials as well as

Wosmos Broadcasting,
reenville, S.C.

hairman, NBC affiliates
board)

e offset is the networks
ave seen these [program
wactices] people are not
ierribly busy. To compete
ith other TV signals

ing into the home via
able, such as uncut
ovies, they probably have
D be more lenient and
obably didn’t need so
any people.”

David T. Lane
‘resident-general manager

“That’s always been a really
sensitive issue. Qur viewing
audience is strikingly more
conservative than
Hollywood standards. We
preempted ‘““Valerie’’ when
they did the story about
condoms. And with
Hollywood programming
for a different time zone—
what they see at 8 o’clock,
we see at 7—that really
aggravates the problem.”

Frank O’'Ne:ll
Prestdent/general manager
KXAS-TV Dallas (NBC)

“While there is some
apprehension, we do not
feel programming
standards will necessarily
be relaxed. As an affiliate,
we will continue to monitor
network programming and
be prepared to address that
issue with the networks
should we find standards
are being lowered.”

Patsy Smullin
President

California Oregon Broadcasting

‘“Personally, | never
recognized those
departments were so huge
in numbers of people. It’s
an extremely important
department, and | hope
that cutting down on people
doesn’t mean cutting down
on the quality of ,
judgement. The second line
of defense—or maybe the
first—is the station in
deciding to clear, or not
clear, what comes on over
the air, and we have at
times decided not to clear
programs that would be a
disservice to our
community.”

Sy Yanoff
President/general manager

WNEV-TV Boston (CBS)

www americanradiohistorv com
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Preemptible political spots
get some clarification from FCC

Check signals on that FCC adviso-
ry on preemptible spot political
commercials. The staff has issued a
clarification.

Apparently there was some con-
fusion over the advisory issued on
the subject in early August, so the
agency is attempting to put things
straight.

Its definition of what is “lowest

charged.

unit charge,” it says, is the cost of
the least expensive spot that is
cleared in a given time period each
week. If the station has interpreted
the meaning otherwise, a rebate
will be due to candidates already

And, if time on a particular pro-
gram is sold to a candidate at a par-
ticular rate and later the station

finds it is selling other slots for that
program at a lower rate, the candi
date is to be billed at the lower rate,
If a candidate’s spot is bumped
from preemptible time, he or she is
due a “‘makegood’ before election
day if the station is in the habit of
giving makegoods to advertisers.
Finally, the agency is going
raise an eyebrow if a station creates
a new class of time other than “fix-
ed,” ‘‘run-of-schedule,”” and
“preemptible with notice” between
now and election day. The FCC ig
concerned that some broadcasters
may create a new class in order to
get around the lowest unit charge.

Help Wanted General Manager

SEre
‘-

Baocléer Scott

CABLE PLACEMENT

@ PEOPLE

Positions available with MSO's.
Networks. Regional & Independent
Operators. Coast 10 Coast

THE PROFESSIONAL

All Levels of Management
FEE PAID
Call or write in CONFIDENCE
DAVID ALLEN & JUDY BOUER

Principals
L]

WE KNOW CABLE

L]
1259 Roule 46 — Parsippany. NJ 07054

201263-3355

Programming

GENERAL MANAGERS seeking
administrative, operations, sales or
talent personnel—whoever you're
looking for at your television or radio
station—you’'ll fine that classified
advertising in TELEVISION/RADIO
AGE is the most cost-effective way
to reach the best qualified pros-
pects for your key positions.

Find out more about how TELEVI-
SION/RADIO AGE classifieds can
work for you. Call Marguerite Blaise
at 212/757-8400. or write to
TELEVISION/RADIO AGE, Classi-
fieds Dept., 1270 Avenue of the
Americas, New York, NY 10020.

ADD VERVE
ZEST, & REVENUES ﬂ

to your
WEATHERCASTS

To personalize your weather
programming with a unique
service, please write to: Dr.
Stephen Rosen, Box WS,
TV/Radio Age, Suite 502,
1270 Ave. of Americas, New
York, NY 10020.

|

10,000 RADIO-TV JOBS
American Radio TV

Up 1o 300 openings weekly over 10,000
yearly-The mast complete and current job
listings published ever by anyone. Disk

Jockeys, Newspeople, Programming
Engineers, Sales. Money Back
Guarantee- Oneweek $7.00 Speclal;

Six weeks $15.95. You save over $20. ¢
AWMERICAN RADIOTY JOB MARKET o
1553 N. EASTERN Dept F

AS VEGAS, NEVADA 89101

Career Counseling

NEW YORK BROADCAST
EXECUTIVES IN TRANSITION?

Make your next move profit-
able. Confidential career con-
sulting. Please write: Box
#CEL4, TV/Radic Age, 1270
Ave. of Americas, NYC 10020.

Situations Wanted

SALESMAN/MANAGER
STATION REP

Experienced Salesman/Man-
ager, Radio/TV Station Rep.
available. Intimate knowledge
New York area buying commu-
nity. Seeks New York based |
selling position. Write: Box
598A, Television/Radio Age,
1270 Avenue of the Americas,
New York, NY 10020. ]

Get action quick in TELEVISION/RADIO AGE Marketplace/Classified. For details

CLASSIFIED ACTION

call Marguerite Blaise at 212/757-8400, or send your ad copy 10 TV/RADIO AGE,

1270 Avenue of the Americas, New York, NY 10020.
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the Picture

avid R. Williams

Media veteran of three ad
agencies and Vitt Media In-
ternational takes a long
backward look at the evolu-
tion of television advertising,
the ways media people have
evolved with it, and how it’s
led up to what we face today.

rom $300 TV spots in
ston to big agency
ergers, he’s seen it all

ave Williams, who’s retiring as executive vice presi-
ent at Vitt Media International after 35 years in this
usiness, takes a long look at the many changes in
roadcast advertising that have taken place during his
areer.

He says that back when he started work in 1953 at
oston’s Harold Cabot agency, ‘‘Television penetra-
ion was 53%. It was not considered the primary medi-
m. Boston had two stations, NBC affiliate WBZ-TV
d the CBS station WNAC-TV. There was no cable,
d there were no independents.”

Williams recalls life then as simple and clean: “We
ught 60s on TV, 20-second chainbreaks and 10 sec-
nd 1Ds. We priced spots by looking it up in SRDS. A
rimetime fixed-position 60 on WBZ-TV was $300.
ind we expected 30 minute protection from compet-
ng products on either side of our commercial.”

At that point, he says, “A man named Norman
inight came to Boston and introduced ‘package
uying’ on WNAC-TV. You could get a lot of spots if
orman liked you and you gave Norman’s station the
hole budget. Some of the spots ran in primetime.”
Williams recalls it was when Carling Brewing nego-
iated a special deal with Cabot to handle only New
ingland regional media buying at a very low commis-
ion, with no creative work involved, that “a forerun-
er of the media buying service idea was conceived.”

lient preferred print

illiams left Cabot as media director in 1959 to join
Letchum, MacLeod & Grove in Pittsburgh at a time
hen TV penetration had climbed to 80%. He remem-
ers that one major consumer product client believed
rint was “much better than television,” but a new
ency creative director “proposed shooting an elabo-
te commercial in Rome with gorgeous girls, and
here the client had to be present to supervise. The
ew medium sold a lot of product, so that client en-
red the television era, too.”

This was also a time when color TV penetration was
approaching 7%, there was still no cable, “but media
departments were getting bigger, more sophisticated,
and more expensive. Syndicated media research ser-
vices such as Simmons, Brand Rating Index (BRI),
Nielsen and Arbitron had arrived in all their glory, and
with them, growing media staffing requirements.”

By 1965, Williams found himself “missing the east
coast.” His first encounter with Sam Vitt was when the
man who was later tostart up VMI interviewed him for
a job with Ted Bates in New York. By that time TV
penetration was up to 94% and Bates was building its
success on “its great ability to use the power of the
medium which was, by then, clearly No. 1.”

Williams describes Bates’ media department at the
time as “big, expensive and growing. Most media mon-
ey went into network TV, which doesn’t take a lot of
staff to buy. Nonetheless, when Bates finally bought a
mainframe computer and started cost controls, there
began the pitiful monthly visits from whining manage-
ment reps, looking for ways to shave internal media
overhead—a lost cause if ever there was one!”

Spot buying unit

Meanwhile, Colgate started a centralized TV spot
buying unit, consolidating all its multiagency brand
spot buying under one roof at Bates for more clout and
lower rates. The buying unit was run by Dick Olsen,
now vice chairman at Vitt Media. Market buying and
computerized coordination had begun. The client got
better deals, but internal costs of buying spot had
increased again, with computer service charges “an
added feature.”

About this time, Williams says “first generation”
spot media buying services “began to make passes at
Bates clients. I was put to designing unbiased tests and
discovered a whole new world of qualitative criteria for
spot buying that had never existed before. And I found
the main difference between big and small brands
tended to be largely a substitution of concern for me-
dialogistics instead of media detail, with too little time
or staff and a constant struggle to get one’s own rather
than others’ projects worked on by the specialist sup-
port people.”

It was 1969 when Sam Vitt left Bates to start his
“third generation” independent media service, Vitt
Media International. Williams recalls, “Sam felt that
agencies’ captive media departments faced a wretched
and bleak conflict situation. The wretchedness was
growing internal cost. The bleakness was decreasing
agency compensation and priority dedication to cre-
ative work——a situation that would severely cramp
their media capabilities and reduce their clients’ me-
dia budget effectiveness. Sam believed a company
completely dedicated to, and compensated for, plan-
ning and buying media, with no creative work, could
do a better job.”

Williams observes, “In the 15 years I've been with
Vitt, agency compensation has been under severe at-
tack. Experienced, capable media people are being
solidations, as fallout from the exorbitant prices paid
for leveraged buyouts and megamergers. Sam Vitt
turned out to be right.”

‘elevision/Radio Age, September 19, 1988

73

www americanradiohistorv com



www.americanradiohistory.com

Television/
Radio Age

Here’s the most useful and
most used ready-reference book
I987'8§ in the broadcas%;ng business —
Twelve clty ¥elerisicg!/Rla)¢_jio Age’s
Dir e ct ory welve City Directory.

Over 6,000 listings—handy pocket

size—with the latest addresses
New York and phone numbers of:
Chicago Agencies ® Representatives ®
Los Angeles Networks & Groups ®
San Francisco Commercial TV & Radio Stations §
Rﬁ;ﬂ; Trade Associations ® Research
Dallas-Fort Worth Organizations ® Program
St.Louis Syndicators & Distributors e
Philadelphia Transportation e
Minneapolis-St.Paul  Hotels ® Restaurants o
Boston
Washington, D.C. PLUS—
Air Cargo/Parcel Services ®
$10 Media Buying Services ® and
Top National Spot Advertisers

Over 25,000 copies Television/Radio Age

of this Comprehensive 1270 Avenue of the Americas, New York, N.Y. 10020
Directory are now Please send me
in use.

copies of the 1987-88 TWELVE CITY DIRECTORY

Name

Company

$10 per copy
$50 for ten
$400 for 100 oy State zp

(Company purhase order or payment must be enclosed)

Address
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HF spectrum placed on hold
high-definition TV allocation

en for those in the television in-
stry who don’t care much about
gh-definition television, there
s an ancillary benefit for the in-
ustry when the FCC voted to ac-
pt some “tentative conclusions”
ggested by its HDTV advisory
mmittees.

One of the conclusions was that
e UHF spectrum remain frozen
d that no new allocations within
rat band be made until some deci-
on is made on the delivery of

HDTYV to terrestrial broadcasting
receivers.

Unless something new is discov-
ered within the next year or two, it
also appears from the FCC action
that the UHF space will be re-
served for HDTV, however. The
agency concluded that any ad-
vanced television system be com-
patible with existing sets in use in
the United States. Under current
technology, at least 3 MHz of UHF
is needed beyond the normal 6

MHz bandwidth to broadcast
HDTYV over the air. That addition-
al bandwidth would have to come
from the non-underutilized UHF
spectrum.

Now the commission wants to
know from the industry and the
public how best to approach use of
additional spectrum, if any is need-
ed.

Until the freeze on the UHF
spectrum was imposed by the FCC,
it had been considering requests
from the land mobile industry that
additional channels in that spec-
trum be taken away from broad-
casters.

the marketplace

Situations Wanted

=
TV PRODUCTION

[
!
I Major career opportunities in two se-
i nior executive positions for experi-
# enced 1-800 and 1-900 Per Inquiry
Commercial Operations Managers.
The chosen senior managers will be
fast-track, creative and highly techni-
cally skilled individuals. These posi-
tions offer highly competitive salaries
‘il and relocation packages. !f you de-
sire to be with a dynamic fast-track
corporation, forward your resume to:
Senior Vice President, Human Re-
sources, P.O. Box 9090, Clearwater,
Florida 34618-9090. EOE.

P ]

NATIONAL SALES
MANAGER NEEDED

TOP SOUTH CENTRAL INDE-
PENDENT SEEKS NATIONAL
- SALES MANAGER. 2-3 YRS
. REP EXPERIENCE AND/OR 2-
3 YRS NSM EXPERIENCE
PREFERABLE. INDIE BACK-
GROUND A MUST. CALL OR
~ WRITE: STEVE SCOLLARD,
VP./GM., KLRT-TV, 11711
W. MARKHAM, LITTLE ROCK,
AR 72211. (501) 375-1616.

NEWS DIRECTOR

Dominant top 25 market inde-
pendent seeks News Director for
10 PM start up. To notch facility
with major commitment to excel-
lence. All replies strictly confi-
dential. Send Resume and refer-
ences to: Television/Radio Age,
Box 88A, 1270 Ave. of the
Americas, New York, NY 10020,
EOE-M/F

Retail Marketing Manager

KMPH-TV, one of the Nation’s lead-
ing Independent stations, is seeking
to fill the position of Retail Market-
ing Manager. Applicants must have
a minimum of five years television
sales experience and/or sales man-
agement. Position requires individ-
ual with proven outstanding sales
performance, leadership and moti-
vational skills. Experience in retail
merchandising/marketing is en-
couraged. Applicants must have re-
cord of new business development,
with knowledge of co-op, vendor
and retail marketing essential. Sala-
' ry commensurate with experience.
Resumes accepted through Sep-
tember 16, 1988. An E.Q.E.-M/F/H.
Send to: Lisé Markham, Director of
Marketing, 26 KMPH, 5111 E. Mc-
Kinley Ave., Fresno, CA 93727.

HOW GOOD IS YOUR
SALES STAFF?

Your sales people are only as
good as your commitment
to their training.

1989 will be the most competitive
year in broadcasting history. Now
there is comprehensive, on-going
and elfective sales training avail-

able 10 your station.
Contact:

Broadcast Sales Training
1057 Red Oaks N.E.
Albuquerque, NM 87122
(505) 293-4323

The Marketplace Rates

Situations Wanted: $30.00 per
column inch. Al other classifica-
tions: $42.00 per column inch.
Frequency rates apply. Minimum
space one inch. Maximum space
four inches. Add $1.50 handling
charge for box numbers. Copy must
be submitted in writing and is due
two weeks preceding date of issue.
Payable in advance, check or
money order only.

All ads accepted at discretion of
publisher. Address:

The Marketplace
TELEVISION/RADIO AGE
1270 Ave. of the Americas

New York, N.Y. 10020

NEED HELP?

If you are looking for executive perscnnel, TELEVISION/RADIO AGE is the cost-
effective way to reach the most and best gualified prospects. Like you, they are
readers of these classified columns. Call M. Blaise at 212-757-8400.

elevision/Radio Age, September 19, 1988
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MEDIA BROWSE 2

The case of the cozy critic

The Washington Post’s Pu-
litzer Prize-winning televi-
sioh critic Tom Shales gets a
dose of his own medicine,
and then some, in the Sep-
tember Washington Jour-
nalism Review for being
more than just a bit too
friendly with CBS News.
Then, again, CBS News
comes up a bit short in the
ethics department itself.
Actually, WJR is picking
upon a gossip column in Spy
magazine alleging that Sha-
les’ friend and former aide to
then Sen. Howard Baker (R-
Tenn.)—James A. Miller—
was hired by CBS News as a
favor to Shales. Miller was
hired by former CBS News
president Howard Stringer
(now president of the Broad-

That’s why!

Here’s Bill Moyers explain-
ing in the Los Angeles
Times why he’s starting his
new PBS series, Bill Moyers’
World of Ideas, with British
filmmaker David Puttnam,
ousted last year as president
of Columbia Pictures:

“Today’s politics is enter-
tainment, and films are the
image-makers of our day. At
the Democratic convention,
Massachusetts Gov. Michael
Dukakis was introduced by
his cousin, Olympia, whose
knowledge of politics is
zileh, but who is know to the
public as the woman who
won the Academy Award for
her performance in Moon-
struck. Then at the Republi-
can convention, Vice Presi-
dent Bush made two Dirty
Harry references in his ac-
ceptance speech, and Indi-
ana Sen. Dan Quayle led off
his speech talking about
Hoosiers, which Ronald
Reagan saw at least three
times.”

Bill Moyers

cast Group) and made an as-
sociate producer for CBS
Morning News.

The article claims that ev-
eryone got what they want-
ed: Miller a job, Shales a fa-
vor and CBS a way of keep-
ing the Post critic in check.

Shales calls the whole
thing rubbish; only he uses a
stronger word.

Leo...Leo?

“Requiem for Leo the Lion”
titles this feature in the Sep-
tember issue of Manhatitan
Inc. by Aaron Latham. Co-
author credits must surely
goto Alan Ladd, Jr., ex-head
of MGM Pictures and/or
Lee Rich who left last month
as chairman of MGM/UA,

In this tome, MGM king-
pin Kirk Kerkorian comes
off as the villain, and Ladd
the exiled—and now dearly
departed—hero in this saga
of the disintegration of
MGM/UA. As one headline
reads, opposite a photo of
The Wizard of Oz: **No
brains, no heart, no home;
MGM is in danger of being
stripped of three assets that
made it great.” It’s all down-
hill from there. Two weeks
after the article ran so did
Ladd.

“Some forget that Pee-wee
was only the fourth live-ac-
tion show in 15 years that
has succeeded.”

—ABC Entertainment vice
president Squire Rushnell
commenting on CBS and
NBC plans for a bunch of
live action Saturday morn-
ing kidvid shows.

“I don’t think I've missed 12
days in 40 years, [ don't see
retiring until somebody
makes me or [ can’t do it
anymore."”

WCAU-TV announcer
Gene Crane commenting on
his 40 years with the CBS
station (n “The Philadel-
phia linguirer.”

Measuring the Audience, an
informative, clearly written
group of articles on media
marketing from the Gannett
Center Journal, spring edi-
tion.

“Getting Elected,” the book
by J. Leonard Reinsch about
politics and broadcasting
“from radio and Roosevelt
to television and Reagan”
came out earlier this year
from Hippocrene Books. It's
a good read.

“Like it or not, modern poli-
tics takes place largely on
television. It’s there,
through paid and unpaid
propaganda, that the candi-
dates seek to define them-
selves and their agendas.
Modern campaigning has
thus become an exercise in
imagery; a relentless, costly

search for the right 30-sec
ond advertisement, the per
fectly orchestrated ‘phots
Op,, "

—“The New York Times
editorial, Sept. 7.

Wise arc?
CBS’ Wiseguy has vet t
translate its favorable criti
cal reviews and cult follow§l
ing into big-league Nielser
numbers, but it’s alreads;
added a new term to the me;
dia lexicon: Are, as in the
(current) “Profitt Arc.” Are
refers to a storyline tha
stretches into roughly sisgy
episodes.

Ken (“Wiseguy”) Wahl

TV game show guide

TV game shows, probably a
good deal more than you'd
ever want to know about all
the hits and misses, is the
subject of The Encyclope-
dia of TV Game Shows,
published by New York Zoe-
trope. Authors are David

‘“‘Reach for the Stars,” from Merv Griffin
Productions, had a short life from January
to March 1967 on NBC daytime. Host was

Bill Mazer.

Schwartz, Steve Ryan and
Fred Wostbrock. Game, quiz
and panel shows are includ-
ed for network, syndication
and cable. It’s a fact-filled, §
well-written, well-researched
587 pages. Intro is by Mar
Goodson.

Television/Radio Age, September 19, 1988
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ashington Report

fow fast to move ahead
U.S. HDTV system
t issue in Washington

ep. Don Ritter (R-Pa.) calls it “one of the most im-
rtant inventions of the 20th Century.” Richard Wi-
y calls it “‘the most significant advance in the state of
1e television art since the advent of color.”

Wiley's qualified accolade and Ritter’s unqualified}
.atement about an age that also produced the auto-
tobile, airplane and computer point up adifference of
ipinion between Congress on the one hand and the
ministration and television industry on the other.
‘he difference appears to be so strong, in fact, that it
uld be next vear's burning broadcast issue. The issue
high-definition television (HDTV), also referred to
advanced television (ATV) and enhanced definition
alevision (EDTV).

Although all sides appear to agree that HDTV is
onderful and that it should be something that is
ade available to the American people, the big differ-
nce seems to be one of viewpoint.

! Wiley, former chairman of the FCC, now head of the
aw firm of Wiley, Rein and Fielding and chairman of
‘he FCC’s Advisory Committee on Advanced Televi-
{ion Service, is looking at the issue from his parochial
biosition. Members of Congress fear the issue has im-
slications far greater than its impact on the various
“V and entertainment industries.

Wiley told the House Telecommunications Sub-
ommittee that “I think we’ve got a year or two™ be-
ore the United States has to settle on an HD'TV sys-
em. That response was met with incredulity by Chair-
nan Edward Markey (D-Mass.): “I'm not quite as
Irptimi&r,tic as you on the time available to us.”

‘America-firsters react

Mhe Japanese public television system, NHK, has
lone the most advanced work to date on HDTV and
:xpects to be airing the improved product as early as
.991. What has the members of Congress worried,
. iccording to their statements at the hearing, are esti-

nates that HDTV has the potential of adding $150
sillion to the U.S. gross national product over the next
20 years. They believe reports that say it is going to
fnean that much to the electronics and related high-
echnology industries.

But what if other countries develop HDTV so much
“aster than the United States that this country will
itill be at the starting gate while profits are reaped by
‘Pspinoffs elsewhere, they ask.

Thus, the questioning at the hearing even went so
ar that one member, Rep. Jim Cooper (D-Tenn.) even
uestioned whether it was important for the health of

rrestrial broadcasters to be taken into consideration
when contemplating HD'TV. To be sure, Cooper is a

hampion of satellite dish proponents, but his ques-
tion could become infectious.

elevision/Radio Age, September 19, 1988

HDTYV by the United States should include the well-
being of terrestrial broadcasting. As a former FCC
chairman, Wiley still considers important his charge

at that agency to protect the public interest. Part of

that public interest is “localism.” Thus Wiley believes
any move toward HDTV should include terrestrial
broadcasting in the mix.

The problem with including terrestrial broadcasting
is that its consideration is holding back development
of a U.S. version of HDTV. The well-advanced NHK
system is not compatible with terrestrial broadcasting

Wants to take the
ttme to protect ter-
restrial broadcast,
but Congress

| wants to move fast
to head off foreign
technology.

Richard Wiley

in the United States, but it could easily be used by
non-broadcast media such as cable, direct broadcast
satellites, and videocassette recorders.

As Wiley says, “Full HDTV probably will require
greater spectrum than the 5 MHz allocated tor each
terrestrial television channel ... a second augmenta-
tion channel (with 3 or 6 additional MHz) may be
required.”

His panel leaves open the possibility that the United
States might not develop HD'TV after all and mayv opt
for something like EDTV. Which will be required, he
says, “must be determined by the marketplace.”
Members of Congress who spoke at the hearing ex-
pressed horror that so important a question could be
approached so casually.

John Dingell to the rescue

Rep. John Dingell (D-Mich.) chairman of the parent
Energy and Commerce Committee, muakes rare cameo
appearances at hearings of his subcommittees, He
made one this time to call HIYTV “ol the utmost na-
tional importance in terms of our broad national tech-
nologies, including many things.”

He listed “development of technology and trade and
other matters ... which will perhaps in a real sense
dictate in large fashion how well the United States
does or does not do in the race to have the continued
development of this economyv and other economies
bottomed on high technology ot the most advanced
sort.”

Dingell says his panel intends to keep a close eve on
the developments in HDT'V because “there 18 a greal
deal more at stake than I think most people appreci
ate. Other nations are prepared to move rapidly for
ward into this area to achieve the benefits in terms of
trade and technology that can be gotten.

Howard Fields
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Wiley took it as a given that any consideration of
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PETRY PAINTS A BRIGHT PICTURE

Throughout the years, Petry has delivered
sales results that set the standard for the industry.
Today, through innovative selling strategies, we paint
bright pictures of our stations’ distinctive
advantages. After all, selling is an art and nobody
sells Spot Television like Petry.
It’s our only business.

PETRY

Petry, Inc., The Original Station Representative
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e Fundamentals

ey make a great foundation)

almost 4 decades, Nielsen has consistently maintained a record
xcellence in media research by tending fo the fundamentals.

damentals like providing accurate information. Usable infor-
ion. Information with integrity.

ention to fundamentals gives Nielsen the experience
dinsight to enhance existing databases and proven
nologies. For example, only the Nielsen audience-
asurement system includes a comprehensive capabil-
alled “Automated Measurement of Line-ups” (AMOL).
reading aninvisible “signature” on each programaired,
OL can identify precisely which programs are being
onwhich local channel on a minute-by-minute basis.

bined with the Nielsen People Meter system, AMOL gives us
echnology fo tell our customers precisely which household
bers are watching which program. Even when announced
gram schedules are interrupted by special sports events, news
etins, or unscheduled programs. Even for syndicated program-
9 with scattered market distribution.

at's accuracy our cusfomers can counton . . .and a foundation
by can build on.

lelsen
mphasizing the Fundamentals.

Media Research

UOS[IIN
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WIW'T} Tonyﬂ

he joined

“At WLWT in Cincinnati
we are making a commitment
to running top of the line off-
network sitcoms in early fringe.

That’s why we bought ‘Cosby’
for this fall. And we feel strongly
that in ’90, ALF will give us
= the same hlgh quality image
that we will get from Cosby this fall.

The way we see it, ALF has not yet peaked in the ratings,
and his appeal to a broad audience, including a large
number of adult men and women, will continue to grow
this year and next. As a result, ALF will enter syndication
at its peak, delivering the perfect mix of adult men and
women that we need for our early news program.

Additionally, ALF does not depend upon a single
character, but rather uses an ensemble cast of talented per-
formers, each appealing to one segment of our audience.

Put it all together and you have a show that can be the
driver of our early-fringe line-up, or an effective replacement
for our news lead-in. That’s an affiliate’s dream come true?

Tony Kiernan
Vice President and General Manager
WIWTTV, Cincinnati
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