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CONTINUES...

... ON LEADING STATIONS ACROSS
THE COUNTRY INCLUDING -

Philadelphia WTAF
Wash., D.C. WDCA
Cleveland WCLQ
Miami WCIX

Tampa - St. Petershurg WFTS

St. Louis KPLR

Hartford - New Haven WTXX
Phoenix KNXV
Memphis WPTY
Mobile WPMI

Jacksonville WNFT
Las Vegas KVVU

An all new one hour dramatic Series
based on the successful mini-series.
Already sold in 22 markets.

m WORLDVISION
AN ENTERPRISES INC.

Tthd Lea ngtbt
for Independe nt Telev Producers

Sydney, Toronlo. Rio de Ja'\erro. Munich, Rome
i Ce n

22 HOURS - STARTS SEPT. ’85.
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The new London
Media Guide will
help you find your
prospects and clients
“pronto.”

The London Media
Guide contains:
e London Advertising
Agencies
e London Broadcast
Companies
e London Production
Companies
e London Program
Distributors
e London Airlines
e London Restau-
rants
e« London Airlines,
News Services, and
other important
numbers.

To order your copy,
write to:

Television/ Radio Age

1270 Avenue of the
Americas
New York, NY 10020

Single copy $8.

Multiple copies
discounted.
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JIM DAVIS
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CATCH THE STARS! *
Some of the many stars and surprises you'll Il

rediscover in this award-winning and colorful

series now returning to television include:

ROBERT (*‘Bareita’”) BLAKE MARIETTE (‘‘Peyton Place’’) HARTLEY
' ;  LLOYD (*'Dynasiy’’) BOCHNER JAMES (*‘Hawaii Five-0’") MacARTHUR
1 1.0 i RORY (“The Tezan’’) CALHOUN GAVIN (*'Love Boat’) McLEOD
N 4 | DABNEY (‘‘Buffalo Bill') COLEMAN LEONARD (" Star Trek’’) NIMOY
\. - JIM (**Dallas’’) DAVIS RONALD REAGAN
™) JAMIE (“M*A*S*H"’) FARR DALE (**Wells Fargo”’) ROBERTSON

1 ANNE (“‘Honey West'') FRANCIS MARION (‘‘Happy Days’’) ROSS
. GEORGE (*‘Hollywood Squares’’) GOBEL ROBERT (*‘The Detectives’’) TAYLOR
\ rORREST( ‘FTi oo. ') TUCKER

DALE ROBERTSON

130 ‘Deand

[1“The most successful Western series in
broadcasting history...”
[ ...one of the top 3 syndicated shows on TV
{p for over7 years!” —UNITED PRESS INTERNATIONAL (UPI)

W [J“The shows are all true, carefully researched
and documented.”’ -san pieco union

BLAIR ENTERTAINMENT

h | 1290 Avenue of the Americas ® New York, NY 10104 e (212) 603-5990
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Washington

duction, this informative source book covers every phase of o
the film editor’s craft from script to screen. 716 S. Wayne St.
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& for froublesome time periods...

Nick Adams
Luther Adler
Eddie Albert
Dana Andrews
Tige Andrews
Michael Ansara
Elizabeth Ashley
Ed Asner

Mary Astor

Lew Ayres

Lynn Bari
Barbara Barrie
Richard Basehart
Ed Begley

Ted Bessell
Janet Blair

Tom Bosley
Neville Brand
Beau Bridges
Geraldine Brooks
Red Buttons
James Caan
MacDonald Carey
Jack Carter
Dane Clark
Dick Clark

Hans Conreid
Gary Crosby
Kathryn Crosby
Robert Culp

Kim Darby
Howard DaSilva

Sammy Davis, Jr.
Bruce Dern
Colleen Dewhurst
Bradford Dillman
Ludwig Donnath
Melvyn Douglas
Patty Duke

Peter Falk

James Farentino
Glenda Farrell
Betty Field

Anne Francis
James Franciscus
Edward Franz
Vincent Gardenia
Lee Grant
George Grizzard
Harry Guardino
Joan Hackett
George Hamilton
Phil Harris

Eileen Heckart
Arthur Hill

Steven Hill

Oscar Homolka
Wilfrid Hyde-White
Sam Jatte

Ann Jillian

Van Johnson
Dean Jones

Milt Kamen
Lainie Kazan

Cecil Kellaway
Sally Kellerman
Mike Kellin
Richard Kiley
Eartha Kitt

Jack Klugman
Elsa Lanchester
Piper Laurie
Margaret Leighton
Jerry Lewis
Viveca Lindfors
Robert Loggia
Gavin Mac_eod
Strother Martin
Lee Marvin

Kevin McCarthy
Roddy McDowall
Darren McGavin
Burgess Meredith
Gary Merrill
Ricardo Montalban
Chester Morris
Pacricia Neal
Barry Nelson
Leslie Nielsen
Sheree North
Carroll O'Connor
Dan O'Herlihy
Maureen O'Sullivan
Michael Parks
Nehemiah Persof
Suzanne Pleshette

Aldo Ray

Clift Robertson
Cesar Romero
Katharine Ross
Charlie Ruggles
Janice Rule
Barbara Rush
Alfred Ryder
Telly Savalas
George C. Scott
James Shigeta
Everett Sloane
Kim Stanley
Rod Steiger
Stella Stevens
Barry Sullivan
Gloria Swanson
Marlo Thomas
Franchot Tone
Rip Torn

Robert Walker
Robert Walker, Jr.
Jessica Walter
Jack Warden
Robert Webber
Tuesday Weld
Jack Weston
James Whitmore
Shelley Winters
Donald Woods
Keenan Wynn
Dana Wynter...

along with the eminent Dr. BEN CASEY (Vince Edwards) are currently

'GREEN

PROGRAMS INC.
A OIVISION OF WORLDVISION ENTERPRISES INC.
660 Madison Ave., New York, NY 10021 « (212) 832-3838
A Tah Company

9465 Wilshire Bivd., Beverly Hills, CA 90212 « (213) 273-7667

making rounds in New York (WNBC), Chicago (WPWR), Dallas (KTVT),
and markets across the country/1563 hours.

625 N. Michigan Ave., Chicago, IL 60611 + (312) 642-2650
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The produchon vajues and track
record of POLICE'STORY tell an

outstanding story. ! ]

' Emmy Award V;’mnner'—
Oufsﬂondmg Dﬂomdhc Series
1 Created by Joseph Wambaugh,

cele})rofed author of “The Blue

Knight” and "The Onion Field”
" Produced by Emmy winner

David Gerber.

" The most highly acclaimed series

WE
ASE

|
A David Gerber Production
in association w{th

RY.

| of its time by crlilcs law enforce-
ment officials and government

agencies alike.
o R%ogmzed for excellence in the
television industry and ethnic
- community.
"l FeLJturing Hollywood’s biggest and
most respected list of performers.

Put the highest q?ollty dramatic senes
ever produced on your station. Contact
Columbia Pictures Television today.

World Radio Hisf07

Nz
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Publisher’s Letter
L e e U e e

Affiliate meetings provide barometer
of TV networks’ current moods

he affiliate conventions are always an interesting barometer of the status,
position, and current personality of the three webs.

ABC kicked off with the first affiliates meeting it has ever held in New
York, and it will probably be the last in New York. The network encountered
mechanical and logistical problems. Next year, ABC returns to Los Angeles,
where it has met for several years, and where the facilities assisted in a
smooth two-day presentation such as NBC enjoyed the week following the
ABC meeting. Further, the ABC presentation of its fall lineup did not gen-
erate any great enthusiasm among rather diffident affiliates. As a matter
of fact, most ABC affiliates were downright cool, and rather uncomplimen-
tary toward their network. This is the paradox of the network pendulum.
ABC has enjoyed a strong competitive position for the past seven years. The
ABC meetings traditionally have been lively and innovative and the pre-
sentations aggressive and charismatic with all the executives working and
visiting with the affiliates over the two- or three-day sessions. Yet, here is
a company that just came off the best year in its history with a net of $427
million, half of which represents network profits. It should be a time for re-
joicing, along with Fred Pierce’s promise that the network will again be
Number 1. The company, for practical business reasons, is active in ancillary
areas. This activity is reflected in the balance sheet—not in network ratings.
The affiliate’s primary interest is ratings. The island announcements in
network shows that all three networks insert for local station sale can amount
to several millions of dollars—if the ratings are competitive. And if those
ratings slump, so does the revenue from those announcements.

NBC meeting. That’s why the NBC meeting was a combination of a love
feast and a revival meeting. If you put a happiness meter on each affiliate,
you would probably have to pull them off the ceiling—the reaction could not
be any higher.

The highlight of the NBC meeting was the news presentation given by
Larry Grossman, president of NBC News. Not only has NBC News made
a dramatic comeback this year, but under Grossman'’s direction, sagging
morale has been bolstered. Ratings have been improved, and the news di-
vision is on target with its strategic plan. As Grossman said, “The role of
network news can be defined simply: First, provide a unique and vital na-
tional public service reaching the entire nation. Second, news is the corner-
stone of the network service. Third, news is essential to affiliate loyalty. It
is what ties the affiliates and the network together. Fourth, news attracts
a full and significant nationwide audience. And that in turn attracts national
advertisers. Fifth, news plays the key role in defining NBC’s image to the
world.”

Tighter race. News also occupied the centerpiece of the CBS affiliate
meeting in San Francisco. Gone from these meetings was that touch of
smugness that had characterized previous CBS affiliates’ conferences. CBS
knows that there is a battle for audiences in primetime, news, sports, and
children’s programming. The battle is joined for next season, with NBC
claiming the Number 1 position on prime time people viewing and CBS
claiming the Number 1 position in households.

ey et
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Wild Kingdom has a track record few

al shows in the history of television can
¥4, f¢:equal. And it’s ready for another big
7.7 season, with ratings on the increase,
more and more stations cleared.

For all the facts, track down
Hal Davis 402-397-8660
or Bob Aaron 804-481-4727.







Since The A Team’s been on the
air, 16 sitcoms stopped leaving ‘em
laughing.

But it doesn't stop there. Many of
these luckless sitcoms will have to

face The A Team again in syndication.

And that’s no jokel

THE ATEAM IS
THE FRANCHISE

A Stephen J. Cannell Production
Distributed By

MCATV

¢ 1985 Universal City Studios Inc. All ights reserved



Letters

HDTV problems

Ed. note: The “Publisher’s Letter” in
the May 13 issue of TV/RADIO AGE
dealt with high-definition television
and quoted extensively from a letter
written by A. James Ebel, president
and general manager of KOLN-TV and
KGIN-TV Lincoln-Hastings-Kearney.
Following is the full text of Ebel’s
letter.

For HDTV to really be successful the
program delivery must be operated by
broadcasters and their networks. The
overwhelming rating advantage that
broadcasters have on multichannel
cable systems proves this point.

For broadcasters to distribute
HDTV, the necessary spectrum for
this service must be made available <o
terrestrial broadcasters, (possible re-
arrangement of UHF; a new band such
as the 12 GHz band, etc.).

HDTV means the transmission of
more picture information to
accomplish improvement in
sharpness, color registration, and
overall picture fidelity. In order to
transmit more picture information

more available spectrum is required.
It is possible to achieve some
spectrum compression while
maintaining the illusion of high
fidelity, but something is always lost
... e.g.: blurring with rapid motion;
increased noise level; diminished
faithfulness in color reproduction . . .
you just can’t get something for
nothing.

In order to provide for
compatibility, parallel system
operation will be necessary. In this
type of operation a broadcaster would
telecast his programs with studio
equipment with HDTV standards. The
picture will be converted to NTSC for
broadcast on the station’s regular VHF
or UHF transmitter. The HDTV picture
will be fed to a second transmitter in
the new part of the spectrum set aside
for HDTV for reception by viewers
with HDTV sets. This system will allow
for a conversion from standard NTSC
to HDTV over a period of years.

There will be substantial added
expense to equip an HDTV studio, so
initially networks will have to provide
HDTV programming while the initial
conversion to HDTV receivers is
underway. There will also be the
additional cost of operating a second
transmitter. When there are a

Top comedy talent, celebrities, and TV'’s craziest audience join host
BILL BOGGS in a raucous romp that will keep audiences awake and
roaring with laughter night after night!

A Boggs/Baker Production in association with Media General Broadcast Services

Contact:

4 S
% A\ AN AN NN

432 Park Avenue South New York NY 10016 (212} 685-6699

14

630 3rd Avenue New York NY 1

substantial number of HDTV receivers
in the market, the broadcasters should
be able to charge more for the high
quality product which will be
transmitted . . . because commercials
will be substantially improved.

Other uses of spectrum set aside for
broadcasting should be avoided so
that there will be space available for
the spectrum expansion HDTV
requires. In the UHF band, low-power
TV assignments have already occupied
valuable broadcast spectrum space.
The proposed land mobile sharing of
the UHF TV bands in major
metropolitan markets is particularly
serious because HDTV has to start in
metropolitan markets (it’s my
personal opinion that a lot of low-
power TV is going to fail because the
economics for the support of the
service just isn’t there. On the other
hand , land mobile operations will be a
success and will be difficult to move
for HDTV).

The above points are opinions 1
have formed from over 50 years
experience in broadcasting and 35
years intensive study of TV. There are
those who don’t agree with me . . . I
have run into some of them.

A. JAMES EBEL

President and general manager,
KOLN-TV/KGIN-TV,
Lincoln-Hastings-Kearney

Aurora’s status

In your April 29, 1985, issue, under
Tele-scope (**NAB broadcast
equipment show shines in many
areas”), your magazine states: “Aurora
(now under the Harris banner).”
This is incorrect. Effective at NAB,
Harris has an OEM arrangement, with
Aurora Systems marketing our new
Aurora/75 videographics system. The
intent is an interface with their Iris
still store, thus providing the enduser
with a very attractive painting/
animation and still store package,
priced under $100,000. Harris may
also market the Aurora/75 as a stand-
alone system.
SHEILA H. ROSS
National sales manager
Aurora Systems
San Francisco

FCC coverage

I found the subject matter in your
April 15th issue very informative and
was flattered by your mention of me in
the article on influential FCC staff
members (Thirteen staffers identified
as major influences at FCC).

SUSAN H. STEIMAN

Assistant general counsel,

FCC, Washington, D.C.

Television/Radio Age, May 27, 1985




“Elvis—His 1968 Comeback
Special”

Elvis does some of the best singing of
his career in this show. He jams "“in the
round” with the musicians who backed
him when he created his classic first
recordings and plays a concert caval-
cade of his golden hits. Songs in this
90-minute special include Heartbreak
Hotel, Hound Dog, All Shook Up, Jail-
house Rock, Don't Be Cruel, Love Me
Tender, Gospel Medley, Guitar Man, If
| Can Dream, plus a dozen more.

“Elvis—Aloha From Hawaii”

Elvis Presley’s 1973 concert in Hawaii
was a shattering entertainment experi-
ence In addition to the superstar’s
powerful stage presence at the peak of
his career, the event was a rnilestone
in music history, being transmitted

Syndicast Services proudly presents
the only two Elvis Presley specials currently available for syndication.

around the wor d via satellite. Included
n this 90-minute spec al are 25 of Elvis’
greatest hits, including C.C. Rider,
Burnin’ Love, Blue Suede Shoes, I'm So
Lonesome | Could Cry. | Can't Stop
_ovin’ You, Blue Hawaii, Suspicious
Minds ard | Can’t He'p Falling In Love
With You.

Distributed By
Sr——
SYNDICAST
SERVICES
' (212) 921-5091
Call Syndicast Services now for
further detatls of this fabulous first-
time offering.
Made available by the Estate of

Elvis Presley and RCA Video
Productions. Inc.




The Best of

i

260 HALF HOURS THAT AMERICA LOVED.

Suppose you could choose the 52 very best weeks
from “Family Feud’s” eight great years. That’s what Goodson-
Todman is doing right now. Selecting 260 episodes so good
that no other show stood a chance against them. Episodes
that sent “Family Feud” to the top as America’s Number One
syndicated show.

The resultis an exceptional package called “The Best
of Family Feud.” A full year of well rested strip programming



Family Feud!
W larrerson BEW

AVAILABLE NOW FOR SEPTEMBER 1985.

with absolutely no repeats. It's available now for September
starts. And it’s a straight cash deal with no spots withheld
and no time restrictions.

Think how much “The Best of Family Feud” can do for
you in building big, new audiences in new time periods.

But don’t think too long before you act. The best 260
half hours of “Family Feud” are back for one big reason:
popular demand!

© Viacom [nternational Inc., 1985, All rights reserved



Sidelights

Zappers classified

Ogilvy & Mather’s monthly letter, Lis-
tening Post, recently reported on some
research the agency had done into con-
sumer attitudes about advertising, in-
cluding the growing practice of “zap-
ping” television commercials. Listening
Post observed that “zapping” has always
been present in the form of channel
switching or by leaving the room during
commercial breaks. VCRs, which are
now in 17 per cent of households, “have
simply added fast-forwarding as yet
another way to miss the commercials.”

Now, Ogilvy says, there are three
kinds of zappers, each with different
motivations:

B Channel switchers: these viewers
use their remote controls to sample
other programs during commercials on
the channel they are watching. Ogilvy
found that 42 per cent of switchers do so
to watch more than one show at a
time.

@ Time savers: a third of VCR owners
who fast forward through commercial
say they do it to save time. More than
half of VCR owners say they also fast
forward through parts of programs to

save more time.

@ Time managers: to Ogilvy, these
are the people who leave the room dur-
ing commercials, taking advantage of
the break (o maximize their use of
time.

“The most important message here,”
Listening Post says, “is that people are
not necessarily avoiding commercials so
much as doing something else. The dis-
couraging result is the same: commer-
cials increasingly appear to be the ex-
pendable victims of Americans’ desire to
‘see and do it all.” Technology allows
consumers to give up commercials in
exchange for time—even in increments
of a minute or two -to do other
things.

Van Deerlin Chair

Herman Land, the outgoing president of
the Association of Independent Televi-
sion Stations, will be the first to occupy
the Lionel Van Deerlin Endowed Chair
of Communications at San Diego State
University, beginning this fall. The chair
is named for Rep. Van Deerlin, who
taught at the school’s telecommunica-
tions and film department for three
years after he retired from Congress in
1981.

The Van Deerlin Chair is described by

WE MADE HIM
YOUNG AGAIN
« NEW MASTERS

« NEW EDITS

« NEW MUSIC

b

15 OF JOHN WAYNE’S 15" WESTERNS

DISTRIBUTED BY

FOX/LORBER

FOX/LORBER ASSOCIATES 212-686-6777 L—J """~

18

the school as “an unbiased ‘observation
tower’ from which the changing com-
munications scene can be surveyed.”
Students with superior ability will be
able to work as research fellows and in-
terns with resources provided by the
chair.

Michael Lewis, major gifts officer for
San Diego State, said that $125,000 re-
mains to be raised for the chair to reach
its endowment goal of $500,000. Con-
tributors so far include Viacom, M/A-
COM, NAB, NCTA, Time, Westing-
house Broadcasting and Cable, Cox,
RKO General, Times Mirror Cable,
GTE and RCA.

Dengrove exhibition

Sketches, oils and watercolors by Ida
Libby Dengrove, who is the courtroom
artist for WNBC-TV New York, are being
exhibited at the New York Television
Academy Art Gallery. In addition to
courtroom sketches of famous trials,
Dengrove has done reconstructions of

The works of WNBC-TV New
York courtroom artist Libby
Dengrove are on display at
the New York Television
Academy Art Gallery.

Jean Harris trial

Television/Radio Age, May 27, 1985




such events as the aborted hostage res-
cue in Iran, the descent of Skylab and
the fire at the Arkansas Tital missile
silo. She has twice won Emmy Awards,
once for sketches in the “Son of Sam”
case and once for “Craig Crimmins:
Murder at the Met.”

Hard work

Roy Hampton Park, owner of a total of
21 radio and television stations
throughout the nation as well as 75
publications, received the Hcnorary
Degree of Doctor of Laws from Ithaca
College in Ithaca, N.Y., at its com-
mencement ceremonies earlier this
month.

Park, whose personal fortune has
been valued by Forbes magazine at $275
million, advised the graduates to “go
into the world and do things that give
you fulfillment. Don’t get into a job that
is a bore or drudgery. Involve yourself in
a career that you enjoy so much that you
never count the hours.”

Park seemed to be speaking from his
own experience, having abandoned a
secure editing job in Raleigh, N.C., in
1942 to come to Ithaca and head up a
six-person advertising agency with a
tenuous future.

Park turned the agency into a presti-
gious one, with 170 employees, and a
vehicle that conducted two (unsuccess-
ful) presidential campaigns for then
New York State Governor Themas E.
Dewey, and a marketing partaership
with Duncan Hines. that made the lat-
ter’s cake mixes and food products the
talk of the country, and the agency en-
trepreneur and president a wealthy
man.

Sale to P&G. Park and Hines sold their
marketing firm to Procter & Gamble,
the stock arrangement making Park a
P&G stockholder with a reported
360,000 shares.

Park then formed Park Communica-
tions, first purchasing WNCT (TV) in
Greenville, N.C., in 1962, ther accu-
mulating seven AM radio stations, seven
FM radio stations, and six additional
television stations.

Park was more cautious about his
newspaper purchases, waiting 10 years
to buy his first newspaper, The Daily
Sun in Warner Robbins, Ga.

His broadcast purchases have focused
on mid-sized television markets, while
his print buys have been in smallzr daily
newspaper markets.

This judicious policy has apparently
paid off. In 1984, Park Communications
increased its gross revenue over 1983 by
13 per cent, and its net income by 26 per
cent.

Park’s most practical, and probably
most revealing observation to the grad-
uates was that success is a combination

of luck and hard work, “with luck the
ingredient once in a while, and hard
work the rule every day.”

All in the family

Not only does radio station KMA in
Shenandoah, Iowa, celebrate its 60th
anniversary August 12, the 5,000-watt
AM also celebrates 60 years as a property
of the May family and 60 years with a
member of that family behind a KMA
microphone.

The station was founded by Earl E.
May in 1925 with the idea that it would
be an advertising arm of the May Seed
Co. May was no slouch though when it
came to programming the station. He is
credited with many innovations that
later became common practice, includ-
ing early morning broadcasts with
weather and news, agricultural reports,
audience participation shows and a
full-time radio homemaker. In the sta-
tion's second year of operation, May
himself was voted the “World’s Most
Popular Announcer” in a poll conducted
by Radio Digest magazine. The station’s
official history says “May’s showman-
ship and dynamic flair for broadcasting
surprised and overwhelmed his compe-

tition in the big cities in the East.”
The May behind the mike now is Ed
l May, Jr., who followed his grandfather

I software training sessions.

and his father, Edward May, Sr., now
president of May Broadcasting Co. The
company now owns two TV stations—
KMTV (TV) Omaha and KGUN-TV Tuc-
son—a radio pair, WKTY/WSPL(FM),
LaCrosse, Wisc., and an interest in
KFAB/KGOR(FM) in Omaha.

The extra edge

In today’s highly charged business cli-
mate, companies are always seeking an
extra advantage over their competition.
Marc Porat, president of Private Satel-
lite Network thinks Digital Equipment
Corp. may have found it, in their com-
puter product category.

Porat, who as president of PSN has
a vested interest in promoting such ac-
tivities, announced that Digital will
begin broadcasting business television
programs by satellite directly to its re-
gional, district and branch offices
around the country.

The advantage of this high tech
communication, according to PSN, is
that Digital can bring marketing and
technical programs to its customers, as
well as brief its sales, marketing and
customer engineering staffs on subjects
ranging from product anouncements
and enhancements to hardware and
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Tele-scope

Cable ratings blocked
by financial demands?

It looks like agency efforts to persuade Nielsen and
Arbitron to include ratings in cable homes as a
regular column in their local Tv audience reports will
probably run aground for lack of financial backing.
The ratings services want big bucks to cover what
they say it will cost to produce the extra column,
broadcasters resist putting up more than they
already are and it seems doubtful that advertisers or
agencies will volunteer to make up the difference.

Ron Kaatz, senior vice president—U.S. media
concepts at J. Walter Thompson USA, and a prime
mover in the push for separate local cable home
ratings, told CBS Spot Cable Sales executives in
Chicago that many advertisers are concerned about
local market TV network delivery in cable homes, and
especially those advertisers with a high proportion of
sales in cabled areas or better than average sales
prospects in cabled areas.

Kaatz reported results of a special Nielsen meter
breakout designed by JW'T looking at early evening,
primetime and late news ratings in cable homes in
the Chicago metro area. He described the results as
“dramatic proof of the effect cable is having in
Chicago, and how it impacts on some stations and
programs far more than on others.” Among the wide
ditferences turned up, for instance. primetime cable
ratings were well below overall Chicago market
averages for such shows as Fall Guy, Falcon Crest,
V, Gimme a Break, and WGN-TV’s Prime Time
Movie. On the other hand, cable home ratings for Bill
Cosby, Dallas, Hill Street Blues and Familv Ties
were even higher than they were for the overall
market, where they did very well indeed. Cosby’s
overall market 27, Dallas’ all-Chicago 24 and Hill
Street’s all-Chicago 23 all jumped to 34s in cable
homes. Kaatz showed similar differences in other day
(and night) parts.

Impact growing. Kaatz noted that cable’s impact

on TV viewing continues to grow, “and will not go
away simply because the stations pressure the ratings
services to keep an important statistic out of the
rating books. Hopefully, enough pressure from
enough fronts will bring these statistics out into the
open.”

But how will the pressure be turned into dollars?
Though one agency man points ouf that the expense
“could be shared” by the ratings services and
broadcasters,” another, Dave Lehmkuhl, senior vice
president, group media director at N W Ayer, though
stressing the importance of separate cable home
ratings, “because cable penetration keeps expanding
and nobody can make a reasonable claim any longer
that it’s still to small to measure and report,” admits
being “torn” between the imnportance of this
information and “our unreadiness 1o ante up the
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increases Nielsen says would be needed to cover the
costs of doing it. The dollars Nielsen is talking about
are a little out of line, to say the least, so we know our
clients won’t go for it. However, though we’re not
ready to put any big money where our mouths are on
this—though we did put up money to back AGB—I
agree that something should be done.”

Steve Greenberger, vice president, media research
at William Esty, warns that future local cable use in
the media mix “could be unnecessarily stunted by
lack of local cable research. There’s no doubt that
agencies must take a more active role in requiring
this data from Nielsen and Arbitron—or failing that,
simply endorsing a new audience measurement
supplier.” Greenberger adds that the “sketchy
information” currently available on local cable
performance ‘‘has too many cable network
assumptions built into it. The local cable rep cannot
talk with any confidence about how well their
systems can perform in a spot media effort. The
planners don’t know what will work best where, and
the buyer really does not know how much bang he’s
going to get for his buck. The bottom line is that
without good data, professional media people cannot
confidently recommend local cable to clients without
a bit of creativity. Broacasters’ resistance to paying
for the data will unfortunately hurt their own
pocketbooks, through a slow skewing off in
advertising volume.”

Learning tool. Mike Atkin, senior vice president,
corporate director of media resources at Needham
Harper Worldwide, describes the separate cable
ratings column proposal as “a good idea,” and says
many stations could benefit from it. “Those stations
whose programs do better than average in cable
homes could use the information as an additional
learning tool to show them which programs can
maximize their viewing in cable homes, so they can
add more like them. However, realistically, since
most of the broadcasters, who are already paying the
bulk of audience measurement costs, don’t want to
add to what they’re already paying, and advertisers
and agencies aren’t likely to come up with additional
money, I doubt that much will come of this idea, as
good as it is.”

Ayer’s Lehmkuhl adds that he knows “it’s not fair
to ask broadcasters to pay extra for this, and the
cable networks probably can’t afford it. And since
our clients aren’t ready to pay, the bottom line is that
the proposal is not too likely to get very far off the
ground any time soon.”

Travel ads on TV

Travel-related advertisers took to the television
airwaves in record numbers last year, spending
$316.3 million, up 27 per cent from 1983, according to
TvB, based on BAR figures. Network spending was
up 25.8 per cent to $83.9 million, and spot gained 27.4
per cent to $232.4 million.

The largest segment of the travel category was
passenger travel—airlines, railroads, buses and
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JOURNALISM.

THE ASPIRATION OF
EVERY REPORTER.
THE TRADEMARK
OF KDFW-TV.

Responsible journalism, a KDFW-TV award
winning tradition.

Anchorperson Clarice Tinsley, turned a viewer’s
call for help into 2 major news series prompting
life-saving changes in the way emergency medical
calls are handled in Dallas.

A reflection of responsible journalism worthy of
the highest honor in broadcast excellence-

THE PEABODY AWARD.
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Tele-scope Continued

cruises—which gained 24 per cent in 1984 to $207.3
million. The biggest single advertiser in the segment
and the overall category was United Airlines, which
spent $44.6 million, up 42 per cent. from 1983. United
boosted its network budget sharply from $8.0 million
in 1983 to $25.8 million last year and cut spot to $18.8
million from $23.4 million in '83.

Advertising by countries, states and other locales
increased 67 per cent last year to just over $51
million, virtually all of it spot. The biggest spender,
Australia with $4.8 million, didn’t participate in
1983.

Other big spending increases were posted by
Canada, going from $12,000 to $3.1 million;
Massachusetts, going from $10,200 to $2.1 million;
and Mexico, going from $112,100 to $1.5 million.

Hotel/resort advertising was up 9 per cent to $50.9
million. Holiday Inns was the biggest spender,
although its $6 million total was down 36 per cent
from 1983. Holiday Inns cut its network budget by
$3.7 million to a total of $4.3 million while adding
$324,900 to spot’s total of $1.7 million.

Travel and tour agencies increased their spending
by 27 per cent to $7 million, all spot. Top spender
was American Express Travel Stores, which more
than tripled its budget to $1.8 million.

‘A Team’ syndication sales

MCA TV has wrapped up sales in all the markets it
opened in the first three days for the syndicated

A Team. At presstime, closes were expected in other
markets, according to a source at the company. It’s
understood that A Team has been sold in Boston,
Philadelphia, Indianapolis, Dallas and Atlanta,
among other markets. The series fetched $60,000 per
episode from WPHL-TV Philadelphia, and $53,000 per
title from WLVI-TV Boston, according to a reliable
source outside MCA.

The A Team, which is being made available for six
runs over 54 months, with 106 episodes beginning
September, 1987, and with 22 additional titles for the
following year, is being marketed similarly to the
method used on Simon & Simon and Magnum P.1I.
In certain selected markets, stations are being asked
to bid on the syndicated property, and in others the
series is being offered on a straight negotiating basis,
both based on demand.

The A Team is being promoted as “The A Team Is
the Franchise.” According to MCA TV research, the
NBC series ranks among the top five in women and
in men 18-49 and 25-54 demos, as well as with teens
and kids. Also, according to MCA TV, an ARB study
shows that more than 90 per cent of the A Team’s
households have at least one or more adults
watching.

“Therefore, the A Team achieves its under 50
dominance relying overwhelmingly on adults.” Indies
are expected to air the series in the 6-8 p.m. slot,
while affiliates are looking to broadcast it in the pre-

news time.

Reps interviewed, including John von Soosten,
Katz Communications, vice president, director of
programming, note that the A Team has had an
exceptionally strong network performance. “If its
popularity holds in network, it could be a potentially
strong show. We don’t know that as yet, but based on
its strength it looks like it will be more than a passing
fad,” says von Soosten. “At the same time, stations
have to be cost-effective and have to ask themselves
if they can afford the dollars being asked by MCA.”
Overall, von Soosten sees the A Team as performing
better on indies than affiliates because of its young
demo support.

Three-way EDP link closer

That long-awaited three-way computer link between
agency, rep and stations for spot broadcast
availabilities should take a giant step forward in July.
Doyle Dane Bernbach has already started entering
avail requests directly into the Mini Pak (MPI)
computer at MMT Sales for two MMT represented
stations.

One of those stations is WDVM-TV Washington.
And in July, MMT is scheduled to start up an
experimental electronic contracting link, direct to
WDVM TV’s computer in Washington.

Jack Oken, president, MMT Sales, explains that
up to now there have been “hook-ups,” but that these
have still required several manual information entry
steps before the order made its way from an agency
through MMT and thence into a station’s spot traffic
system.

With the new setup he says, instead of station
management receiving the order on hard copy, and
then having it manually entered into the station’s
traffic system by a keyboard operator, the new
interface will permit sales management to see it
flashed across a CRT. Then, punching one button
enters the buy into the traffic system.

Sigma Delta Chi Tv awards

WvVEC-TV Norfolk-Portsmouth-Newport News-
Hampton has won the TV reporting award for spot
news coverage, in the 1984 Sigma Delta Chi
competition. Other television winners, are, for public
service in journalism, stations in the top 50 markets,
KPRC-TV Houston, for Deadly Mistakes, and in all
other markets, WOI-TV Des Moines for Bitter
Harvest: Grains of Hope. The editorial category was
won by Van Carter, news director at KTIV(TV) Sioux
City. More than 1,300 entries were submitted for 16
bronze medallions in this year’s competition,
including awards for radio, magazines and
newspapers. The Sigma Delta Chi Distinguished
Service awards have been presented annually since
1932. (See Radio Report, for radio award winners.)
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SOLD IN 23 MARKETS...
INCLUDING
METROMEDIA, OUTLET
AND WOMETCO
STATIONS!

10 OUTSTANDING FILMS,
IN COLOR,
AVAILABLE NOW!

GOCODBYE RAGGEDY ANN
THE MIGRANTS
HUNTER
DEADLY HARVEST

FACE OF FEAR ® DR. MAX

CRIME CLUB

FAMILY RICO
ANTONIO AND THE MAYOR

DEATH OF INNOCENCE

starring
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Martin Sheen e Cindy Williams
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Executive Vice President, Syndication, Sales
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Tele-scope Continued

Affiliates elect boards

NBC Television Network affiliates reelected James
Lynagh chairman of their board of directors. Lynagh,
president of Multimedia Broadcasting, was chairman
for one term and a board member since 1979.

Newly elected vice chairman was Marvin Reuben,
executive vice president and general manager of
WDAM-TV, Laurel-Hattiesburg. Reelected vice
chairman was C. E. “Pep” Cooney, president and
general manager, KPNX(TV) Phoenix. Joining the
board is Tom Goodgame, vice president and general
manager, WBZ-TV Boston. Retiring members are
William Faber, chairman, Media General Broadcast
Group, and Fred Paxton, president, WPSD-TV
Paducah-Cape Girardeau-Harrisburg, a former board
chairman.

Earlier, ABC affiliates elected Joseph T. Jerkins
chairman of their association’s board of governors.
Jerkins, vice president and general manager of
KVUE-TV Austin, Texas, was board vice chairman.
Mickey Hooten, general manager, television, the
Hearst Corp., was named vice chairman.

Newly elected to the ABC board are Clyde G.
Payne, vice president and general manager,
WBKO(TV) Bowling Green; David T. Lane,
president and general manager, WFAA-TV Dallas-Ft.
Worth; and John Behnke, president and chief
executive, Fisher Broadcasting, Inc.

ACT award winners

Thirteen was a lucky number for the 13 TV shows
which won achievement in children’s television
awards in the 13th annual Action for Children’s
Television presentation. Of the 13, five went to cable
shows for children, while four were won by PBS
programs, along with four commercial TV broadcast
series.

Three radio programs were also recognized by
ACT, while the Agency for Instructional Technology
and UA-Columbia Cablevision of New Jersey were
given special ACT awards. Corporate honor roll
awards were presented to the Du Pont Co. for
underwriting the costs of educational materials that
accompany the PBS series, Newton's Apple, and to
Kellogg Co. and McDonald’s for their longtime
sponsorship of the ABC Afterschool Specials. In
addition, six innovative PSAs directed to young
people were recognized in ACT’s third annual PSA
competition.

The awards were presented by ACT president,
Peggy Charren, in ceremonies at the Institute of
Contemporary Art, Boston.

The winners are:

Public broadcasting—Bank Street College of
Education, for The Voyage of the Mimi, “an exciting
project combining a science documentary with the
fictional adventures of three teenagers at sea”;
Children’s Television Workshop, for 3-2-1 Contact,

“an ambitious, daily program that takes a creative
look at science’’; KTCA-TV Minneapolis-Saint Paul
for Newton’s Apple, “a thought-provoking series
that attracts young audiences to science and
technology”; WQED(TV) Pittsburgh, for
Wonderworks, described as “a primetime anthology
of comedy and drama for young people and their
parents.”

Commercial broadcast television—CBS
Entertainment, for “CBS Schoolbreak Specials” “an
afterschool dramatic series handling controversial
subjects with sensitivity’’; CBS Entertainment, for
Pryor’s Place, “introducing live-action comedy to the
Saturday morning line-up”’; WCCO-TV Minneapolis,
for High School Yearbook Special, “an exceptional
example of a local series that speaks to the concerns
of teenagers”; WNEV-TV Boston, for The Story Lady,
“bringing the fine art of storytelling to the TV
screen.”

Cable television—The Disney Channel, for The
Edison Twins, “a fast-paced science series focusing
on the adventures of two enthusiastic teens’”; Home
Box Office, for Braingames, “a fun-filled family show
which challenges the viewer through creative
animation and interactive games”; Home Box Office,
for Fraggle Rock, “a delightful fantasy for the senses
and the imagination”; Nickelodeon, for Belle and
Sebastian, “proof that an international animated
series can engage an audience with visual
sophistication”; Samaritan Health Services, for Just
for Kids, “a local cable show offering helpful advice
to pre-adolescents.”

Radio—Family Radio Programming, for New Waves,
“a bold new program format harnessing the power of
commercial radio for young audiences’’; WNYC(AM)
New York, for Small Things Considered, “an
entertaining, commercial-free alternative to
television for the New York area’s two million
children”; WUNC(FM) Chapel Hill, N.C., and the
Southern Educational Communications Association,
for East of the Sun—West of the Moon,
“dramatizing stories from different cultures with a
musical flair.”

Special commendations—Agency for Instructional
Technology, for “proving that education can be
entertaining and that instruction can engage the
imagination”; UA-Columbia Cablevision of New
Jersey, for “helping adults and teenagers to develop
the know-how to use access channels creatively.”
Corporate honor roll commendations—Du Pont for
“underwriting the informative and colorful print
materials that serve as a guide to Newton’s Apple”’;
Kellogg Co. and McDonald’s Corp., for “committing
their advertising dollars to the “ABC Afterschool
Specials” during the past decade.”

The winners of ACT’s third annual PSA
competition were: Governor’s Highway Safety
Bureau, Commonwealth of Massachusetts, for Drive
Yourself to Think; KTVU(TV) San Francisco, for
Child Safety Spots; McDonald’s Corp., for Get it
Straight; WBZ-TV Boston, for It’s Okay to Tell
Secrets, and WFTV(TV) Orlando-Daytona Beach-
Melbourne, for Kids Have Rights, Too; and WNEV-
TV Boston, for Build Happiness at Home.
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NEW SHOW
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IS ALREADY
A CLASSIC.







Announcing the greatest discovery
in television history...All new
Honeymooner classics that haven't
been seen since they were hidden
away more than 35 years ago!

They're taking the country by storm. 67 half-hours o*
brilliant Honeymooner classics never before seen in
syndication. Available now for Fall ‘86.

Plus two, two-hour advertiser-supported speacials
celebrating the funniest, most outrageous moments
in Honeymooner history—The Honeymooners’ Anni-
versary Celebration and Season’s Greetings from The
Honeymooners. Both available now for Fall "85.

The Honeymooners. A programming oppor-
tunity that combinas the impact of a first-run series
with the proven performance of a
TV classic, and it's guaranteed to
send your ratings to the moon.

Don’t miss the one chance to
make Honeymooner excitement
work for you.

Source: All NSI Metered Markets.



TV Business Barometer

Local business
in March revival

Local billings bounced back in
March, according to the latest
data from the Business Barometer
sample of stations, but some of the
revival was due to the Standard
Billing Month (SBM). The SBM for
March this year was five weeks,
while it was four last year.

Still, the 18.4 per cent rise in
local time sales during March had
a nice ring to it. This compared to
an increase of 5.0 per cent in
February and 12.6 per cent in
January; during the first month of
the year, the SBM situation was
the reverse of March, with
January, 85, being four weeks and
January, "84, covering five. But it
must be kept in mind that most
Business Barometer stations
report on a calendar month basis.

Local billings actually ran ahead
of spot during March, with the
former reaching $424.3 million

and spot hitting $406.8 million.
Last year, spot and local time sales
were about even in March, with
spot generating $361.6 million and
local, $358.4 million.

Network compensation was in
the 5 per cent neighborhood for
the fourth month running during
March. By some fluke, the ratio of
increase went up by 0.1 per cent
during each of the four months,
viz., December, 1984, up 4.9 per
cent; January, 1985, up 5.0 per
cent; February, up 5.1 per cent,
and March, up 5.2 per cent.

Because of the differing SBMs,
as cited above, the four-month
figures are, of course, not exact.

Local time sales for the quarter,
came close to the billion dollar
mark. The Business Barometer
figure was $954.0 million, up from
$845.8 million, an increase of 12.8
per cent.

The volume of network comp
was $37.0 million in March, about
the same as the previous month
and $1.8 million above the

previous year. For the quarter, the
stations’ network take was $108.7
million, as against $103.5 million,
up 5.0 per cent.

Local is now only $44 million
behind spot for the first three
months of the year. Last year it
ran just about $500 million
behind.

Small guys shine

The smaller stations—those in
the under $7 million bracket —
turned in the best performance in
local business in March, but they
didn’t do as well earlier in the
year. They ranked second among
the three station revenue brackets
in ratio of increased billings
during February and ranked third
in January.

The larger stations—over $15
million in annual revenue—took
last place in March, after having
been first during January and
February.

The medium stations did well in
March, particularly in light of the
small dip reported by medium-size
stations in the Barometer sample
back in February.

March

Local (millions)
$500 T =

Local
business 1+18.4% -
(millions) Qg
1984: $358.4 1985: $424.3 420
400
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Radio Report

Interest in high tech,
syndication: NRBA survey

A continuing interest in syndication and a fascination
with new technology were two of the extensive
findings in the National Radio Broadcasters
Association 1984 National Radio Programming
Survey.

Among the more conventional disclosures were
that adult contemporary is still the leading radio
format for FM and fulltime AM, while country
remains the top AM daytimer format.

AM stereo, electronic stimulant of speculation and
controversy over the last year, has tripled in use,
according to NRBA figures, but the 13 per cent usage
rate indicates that there is still plenty of room for
growth.

The third annual NRBA survey drew a 46 per cent
response rate, highest in its history. Of 7,600
questionnaires sent to commercial U.S. radio
stations, 3,513 provided usable results, 1,856 were AM
and 1,657 were FM stations.

Top 10 formats for FM in addition to leader, adult
contemporary, at 28 per cent, were country, 25 per
cent; contemporary hit radio (CHR), 20 per cent; easy
listening, 10 per cent: album oriented rock, 5 per
cent; religious, 2 per cent; soft rock, 2 per cent;
classical, 1 per cent; urban contemporary, 1 per cent;
and oldies, 1 per cent.

News programming. NRBA'’s survey showed radio
broadcasters’ ongoing commitment to news
programming. For, despite deregulation, there has
been no significant change in the average time for AM
and FM newscasts per hour, the same holding true for
commercial time use, where commercial minutes and
spots per hour remained relatively unchanged from
1983 figures.

Use of syndicated programs, with one exception,
remained constant—8 per cent more FM stations
increased their use of syndicated music programs in
1984 over 1983, while 5 per cent more AM stations
programmed music syndication.

In keeping with the growing syndication use, 72 per
cent of all FM stations plan to either use a satellite
service or own a dish, more than triple the number of
broadcasters that had such plans in 1983. Satellite
affiliation is up from 33 per cent of all FM stations in
1983 to 55 per cent in 1984. AM stations’ affiliation
moves from 39 per cent in '83 to 62 per cent in 84.

Though AM stereo growth tripled from 4 per cent
of all stations responding in ’83 to 13 per cent in
1984, there is still a long way to go. Perhaps equally
as significant is the finding that just another 11 per
cent are planning stereo within the next year.

On the demographic side, an interesting statistic is
a constant growth for older demographics. In 1983 all
of FMs and 57 per cent of all AMs were aiming
programming at 25-54 demos. In 1984, 41 per cent of
FMs, and 57 per cent of AMs, share this target.

Fm profit opportunity

At presstime, Mutual Satellite Services already had
25 FM stations in as many markets signed up to relay
satellite-borne information throughout their coverage
areas via their subcarrier frequencies. And Mutual is
shooting to sign up 75 more stations for coverage of
the top 100 markets by July. Meanwhile, Mutual has
already signed its first two information-producing
customers for its Multi-Comm telecommunications
“information pipeline.” They’re the Dow Jones
financial news service and Telesports
Communications Corp., new joint venture of United
Press International and American Sports Advisors
(See Programming for more on Dow Jones).

The new sports service will be sold to subscribers
paying $299 a month for sports news, last minute
starting lineups and up-to-the-second scores of
games in progress. Under the arrangement, UPI,
currently operating under Chapter 11, and always in
the past “a wholesaler of information” becomes an
“information retailer for the first time.” American
Sports Advisors, Inc. bills itself as “the only publicly-
owned sports handicapping service offering year-
round counseling and information on football,
basketball, baseball and horse racing to the gambling
public.” What'’s in it for FM broadcasters leasing
their subcarrier channels to Mutual, says a
spokesman, is “several thousand dollars a year,
usually on a multi-year contract,” with the exact
amount “negotiable, based on such factors as each
station’s signal strength and size of market served.

Clements heads Mutual

Jack Clements has been elected president of the
Mutual Broadcasting System. Clements, a 12-year
veteran of Mutual, joined the company in 1973 as
vice president, programs, from WCAU Philadelphia.
In 1976 he became vice president, sports, and by 1981
he was senior vice president, Mutual Radio Network,
responsible for programming, news, sports, sales,
station relations, fine arts and the Larry King Show.
And in April, 1984, Clements was named executive
vice president, general manager of MBS and its two
divisions, Mutual Radio Network and Mutual
Satellite Services.

Katz Net explains gains

When Stu Olds, vice president, manager, Katz Radio
Group Network, reported overtaking and passing
Internet in share of unwired network dollars since
last spring, he reported exact percentages: a 37 per
cent share for KRGN vs. 29 per cent for Internet for
the May 15 to December 31 1984 period (see story,
page 49). Interep executives question where these
numbers come from, since Interep has tried
repeatedly to persuade all reps to report unwired
network billing separately from spot dollars when
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What OO d IS You've decided to sell your TV station. How do you find out
g its exact value in the marketplace right now, today? If you
come up with a ballpark number, you might end up

a k flgl]re underva'luing your station.

Daniels & Associates are television brokers We've
lf l lsn t m devised a unique appraisal program that ensures your station’s
true value. A system based on our success in the brokerage of

commumcatlons properties such as cable television systems,
t e p a business Daniels practically founded 27 years ago.

* That experience now brings us into the commercial broadcast
brokerage business. We have a team of professionals who know the broadcasting business and
all of its challenges. Our industry leaders—Crawford Rice, Al Flanagan and Roger Cooper—are
part of a team of analysts, financial experts and operations executives who understand your
business; and you can undetstand them

Wwe're confident enough about our service to make this statement: Daniels offers a thorough,
professional, competent, full service brokerage firm with a staff and resources equalled by no one

else in the business. _ _ TELEVISION BROKERS.
That means when you sell your station through Daniels &

Associates, you get what it’s truly worth. Not some bleacher seat DAN l EI S

second guess. Call Daniels, (303) 321-7550, and ask for Crawford

Rice. One of our major leaguers. &ASSOCIATES

2930 East Third Avenue

PO. Box 6008

Denver, Colorado 80206-0008
303-321-7550

AGeneral Partrership

Daniels & Associates is a merrber of the-Natianal As:.ociation of Secunties Dealers. Inc and all its professional personnel are licensed with the NASD



Radio Reporl (continued)

turning in their figures to Radio Expenditure
Reports, all to no avail. And Katz Radio was among
those who declined to go along.

Says Olds: “We’ve reported our percentage
increases publicly, at both Radio Advertising Bureau
and at National Association of Broadcasters
meetings, and no one questioned them. We didn’t
feel it necesasry for reps to report unwired separately
to RER, because we already know what each rep is
doing in unwired.”

Olds explains that he knows this because it’s
“monitored precisely. We ask each account we pitch
what the budget is, we know what share we get and
we ask what share each of our competitors are
getting. We’ve had no problem getting the accounts
to tell us.”

He does concede, however, that discrepancies
could develop where KRGN'’s share of dollars goes to
unwired, and one or more competitors ’ share is
placed in spot: “That’s the one thing that could
happen that we wouldn’t know. But if our share is in
unwired, we report our competitors’ shares as
unwired, too, just so our own records will make sense.
That might create confusion at RER, and that’s
another reason for not reporting unwired separately.
And after all, unwired or spot, it’s all national radio
and that’s what’s important.”

Blair’s new sports unit

Frank Kelly is the man tapped by John Blair’s Radio
Representation Division to head its new Sports and
Special Sales Development in the new post of vice
president, general manager of the new unit. Kelly, a
seven-year Blair Radio veteran, will work with
advertisers and agencies to sell non-spot features
aired by Blair and Blair/RAR represented stations,
tying the features or play-by-play sportscasts in with
vendor sales and direct mail packages “to garner
additional station revenues.”

Kelly joined Blair Radio in New York as an
account executive in 1978, and was promoted to New
York spot sales manager in 1981. In 1982 he was
elected a vice president, and was named vice
president, manager of the New York office last year.

TM, Video Image merge

Under terms of an agreement approved by the board
of directors of both, TM Communications, Dallas,
will be merged into Video Image Inc., Oklahoma City.
The new company will operate as TM
Communications.

Patrick Shaughnessy, TM’s current president, will
continue as president and principal shareholder and
will become chief operating officer. Other current
TM officers will retain their titles as will the current

officers of Video Image. Video Image develops and
markets instructional video products for the home
and educational markets. The company is traded in
the over-the-counter market.

TM is a privately-held company engaged in
corporate communications and radio/TV broadcast
services, including programming of 250 radio
stations, creating jingles and developing of TV
campaigns and commercial advertising packages,
plus special creative projects.

Public Radio fall lineup

American Public Radio showcases its 1985 fall lineup
as one with a daily world news program, classical
presentations of world class opera and a live
children’s call-in show. APR reports, also, that it is
expanding into new areas of programming to help
build its audience.

The disclosure was made earlier this month to an
audience of more than 250 producers, international
broadcasters and affiliate station representatives, at
APR’s Affiliate Conference in Vail, Colo.

A half-hour weekday roundup of world news will
premiere this fall, along with distribution of news
and current affairs programs from the BBC World
Service.

Pacific Coast Highway, a program that APR
describes as one “able to breathe new life” into
classical music through the insights of its host, music
scholar and pianist Robert Winter bowed during the
meeting.

The network will also distribute the Complete
Ring Cycle as performed by the San Francisco Opera
in July.

Kids America, a live weekday program designed
especially for children aged six to 12, will premiere in
select test markets this fall.

In addition to these new offerings, APR is
developing jazz science, drama and forum
programming, and plans to transmit more live,
transatlantic broadcasts to its 296 affiliate stations.

CBS takes journalism awards

CBS Radio mopped up all the radio honors in the
1984 Sigma Delta Chi competition with
Distinguished Service Awards going to owned
stations WCBS New York and KCBS San Francisco,
and the CBS Radio Network. WCBS won its award
for public service in journalism, with The Drug
Busters, a series of 15 investigative reports; KCBS
took top prize for best editoralizing with Behind
Closed Doors, a look at the unnecessary use of
animals in research; and CBS News took top honors
in the radio reporting category for correspondent
Richard Wagner’s account of the death of a
Newsweek photographer. (See Tele-scope, this issue,
for television awards.)
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Congratulations
to the winners of the 1984
Champion-Tuck Awards

Newspapers:

The Wall Street Journal
Paul Blustein

The Washington Post
Chip Brown

Newsday

Brian Donovan, Peter Gianotti,
Henry Gilgoft,

Thomas Incantalupo,

Michele Ingrassia,

Adrnian Peracchio, Robert Reno,
Emily Sachar, Stephen Williams

Greensboro News & Record
Beth McLeod, Lawrence Spohn,
Stan Swofford, Greta Tilley

St. Paul Pioneer Press and
Dispatch
James Shearer McCartney

Wichita Eagle-Beacon
Bob von Sternberg and Staff

The Post-Standard
John Gallagher

Tribune-Review
Robert Broderick,
Dennis Roddy

Isthmus
Bruce Murphy, John Pawasarat

Post-Bulletin
Bruce Maxwell

Juneau Empire

Tom Blumenshine, Lori Evans,
Mark Kelley, Chuck Kleeschulte,
Kirk McAllister,

Debbie Reinwand,

Carl Sampson

Champion-Tuck Awards

Kossuth County Advance
Art Cullen, Hilary Kapfer,
Molly MacDonald,

Jeremy Powers, Tom Wallace

Magazines:

Inc. Magazine
Lucien Rhodes

BusinessWeek
William Wolman and Team

Television:

CBS News

Barbara Baylor,

Burton Benjamin,

Walter Cronkite, Brian T. Ellis

New Jersey Network

Michael Aron, Lisa Bair,
Ramon Cordero,

James Hamilton, Mark Helms,
Joe Martin, Sharon Naeole,
Hendrix Niemann

KTVI-TV

Mark Bruggenjohann,
Martha Casey-Philipp,
Paul Schankman

WBBM-TV
Vickie Burns, Terry Savage

KCPT-TV

Marty Blackmore, Laurel Defoe,

John Masterman

KVIA-TV

Bill Bartlett,

M. J'Nevelyn Hough,

Jeft Howard, Mark Johnson,
Ann Lindstrom, Art Moreno,
Rudy Norte, Wayne Sorge,
Silverio Valdez

Radio:

National Public Radio

Bill Abbort, Alex Chadwick,
John Hockenberry,

Leszek Wojcik

CBS News

Robert A. Forman,

William Lynch,

Norman Morris,

Charles R. Reeves

KBIG-FM

Joel Bellman
California Times Radio
Kathryn Aparicio,
Cynthia lerry,
Bernadette Tansey
WKVT

Marilyn Fulper-Smith

North Carolina Agricultural
Extension Service

S. Reese Edwards,

Michael L.. Walden

<

The Champion-Tuck Awards are presented to mediagrofcssionals for
outstanding reporting that improves the public’s understanding of
business and economic issucs.

The program is administered by The Amos Tuck School of Business
Administration, Dartmoutt College, and sponsored by Champion
International Corporation, Stamford, CT.




Radio Business Barometer

March spot up
11.6% (adjusted)

Spot radio in March rose 39.6 per
cent above last year, before
adjustments, according to figures
on billings commissionable to reps
and reported to Larchmont, N.Y.-
based Radio Expenditure Reports.
The data come from 15 top
national rep organizations and
“reflect total national spot
bilings,” RER explains. The data
collection company also notes that
the totals are not indicative of any
particular market and that spot
billings in individual markets and/
or market groups may differ
substantially from the total.

As noted in the last Radio
Report (TV/RADIO AGE, May 13),
the large percentage increase is
explained by the fact that March
of 1985 was a five-week Standard
Billing Month, while March of ’84
was a four-week month. Adjusting
the 84 figure upward to five weeks

brings the March rise down to 11.6
per cent.

The five week billings figure for
March of this year was
$81,961,300, while the four-week
figure of last year came to
$58,732,100. Adjusting the ’84
figure upward brought it to
$73,415,100.

The spot billings figures by the
four market groups regularly
reported on by RER showed a
slightly higher increase in the two
larger market groups than in the
two smaller groups.

In the top 10 markets, which
accounted for 40 per cent of
commissionable spot billings in
March, the unadjusted rise was
40.7 per cent, while the adjusted
figure came to 12.6 per cent.
Volume was $32,227,500 vs.
$23,293,200 in '84, while the
adjusted '84 figure came to
$29,116,500.

An increase of 43.0 per cent was
reported for markets 11-25, with
an adjusted rise of 14.4 per cent.

Billings in March, 85, for the
market group came to $17,008,800,
which is 20.8 per cent of
commissionable billings. Volume
in '84 was $11,896,300, while the
adjusted figure was $14,870,400.
In markets 26-50, the overall
rise was 33.7 per cent, while the
adjusted figure was only 7.0 per
cent. Billings totaled $12,023,700,
which amounts to 14.7 per cent of
the March total. The March, "84
billing was $8,993,500, and the
adjusted figure was $11,241,900.

The S1-plus group

The 51-plus market group
accounted for 24.6 per cent of
billings, which rose 38.5 per cent
and 10.8 per cent, adjusted.
Volume was $20,150,300.

For the first quarter, spot
billings were up 15.6 per cent to
$170,378,600. By market group,
the figures were: top 10,
$66,333,700, up 18.9 per cent; 11—
25, $35,421,200, up 16.5 per cent;
26-50, $25,718,800, up 12.0 per
cent, and 51--plus, $42,904,900, up
12.4 per cent.
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1 ApbsusteED

“Radio Needs Your Support™

—Richard H. Harris
President, Group W Radio

Radio’s sales and marketing arm—the Radio Advertising Bureau
(RAB)—needs your support to challenge TV, newspapers

and magazines for the attention of clients who make advertising
decisions.

Membership in RAB is more than marketing tools, sales training,
client calls and an array of vital services. It’s a public statement
of your support for your industry.

To find out more, call 1 (800) 232-3131.

[In NY—Call (212) 599-6666 collect]
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Boston, MA May, 1985 WNEV-TV

HOME TOWN STATION
MAKES GOOD

WNEV-TV Captures “Triple Crown”

WNEV-TV, Channel
SE7EN, Boston’s CBS
affiliate, has captured
the “triple crown” of
local TV news, by win-
ning the Emmy, UPI,

i

Find | Emm 3 R
< P AP h
\ .) ‘,

LN b 2

and AP awards for In addition, WNEV-TV covering New England’s

both best news pro- has also received UPI’s news has made WNEV’s
gram and best sports awards for best televi- news the best news in
coverage. sion newscast and best New England.

By receiving sports coverage for the

the Emmy this year, second straight year. W
WNEV-TV has become With the coopera- 7% fﬁ
the first TV station in tion of the New England M‘
New England to win News Exchange—an

back-to-back Emmy exclusive network of W

awards for outstand- - local news sources—
ing news program. and lots of hard work, wSNEvErZEN

We’re working hard to be New England’s home town station.
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Though BAR and
Nielsen’s upcoming
system offer
basically the same
service, the
technological
methodology
differs widely.
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Nielsen’s Monitor-Plus development
sets stage for hotly contested battle

Monitoring TV ads:
Who actually has
the best system?

BY ROBERT SOBEL

he world of computerized elec-
I tronic monitoring of television
commercials is heating up to its
highest intensity ever. One of the major
reasons is Nielsen’s recent announce-
ment that it will launch a commercials
checking system it calls Monitor-Plus,
claimed by Nielsen to be a technological
breakthrough and with which it expects
to blow competing systems out of the
water. The Nielsen technology will move
into an area which has seen other com-
panies with automated monitoring sys-
tems for commercials come and go,
failing either because the technology
couldn’t deliver or the financing was
prohibitive, or both.

However, Nielsen claims it has a
“breakthrough” technology and it cer-
tainly has the money, vis-a-vis its par-
ent, Dun & Bradstreet, to be a formi-
dable foe for the companies either en-
gaged in or close to getting into the
commercials monitoring business.

Foremost of these is Broadcast Ad-
vertiser Reports, whose system has been
used for several years as the standard
industry report by many major adver-
tising agencies, the three networks and

Nielsen’s John Lert

stations alike. Indeed, a bitter and
drag-out battle between BAR and its
new challenger is being predicted, with
perhaps only one surviving system. Both
use systems which require no coding of
commercials.

[\gﬁ!, station acceptance

On the other hand. the other con-
tenders use coding systems, putting
them in a different category, and are
seen as having problems of their own,
centering on advertising agency and
station acceptance in some cases. The
principals in this fight are Ad Audit,
Audicom and Telescan, which, despite
some present problems, are poised to
join the monitoring of commercials fray
after some delay, thus making the pot
boil even hotter.

Of course, some of this was fueled last
year, soon after the FCC decided to
scrap the requirement that stations keep
logs on commercials which aired, a move
that worried agencies and led to ad
shops seeking assurances from station
about their record-keeping.

Both BAR and Nielsen’s upcoming
system offer basically the same ser-
vice—providing a number of compre-

BAR's Gerard Grady
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hensive reports on TV advertising ac-
tivity, including the number of spots
aired and estimates of expenditures for
all advertisers, via electronic monitoring
of stations and the three networks.
However, the technological methodol-
ogy employed differs widely between
both. Also, BAR measures nearly all of
its 75 top markets only one random
week a month. It uses basically a hand-
s-on technology which, however, Gerard
Grady, president of BAR, believes al-
lows for time to try to introduce and
improve on practical applications of
technology.

On the other hand, at Nielsen, John
Lert, general manager at Monitor-Plus,
notes that the system eliminates human
error and identifies commercials by
“computerized pattern recognition,”
acquiring reference signatures from
things which repeat, such as commer-
cials and promotions. “It does require a
human being at one point to view and to
describe the commercial to the com-
puter data base system,” says Lert, “‘so
that the occurrences of the commercial

Ad Audit’s Paul Wilson

can be reported, based on the identifi-
cation of the signature.” In a manual
system, every single occurrence has to be
reported by individuals, says Lert.

In any event, the Monitor-Plus sys-
tem, which eventually plans to cover the
top 75 markets and the three commer-
cial networks with continuous moni-
toring all day and night, is still virtually
untested as to its workability on the air.
The plan at this point, according to Lert,
is to launch a pilot operation in three or
four markets at the beginning of 1986, to
be followed by the debut of a pilot ser-
vice in April, with about 10 markets on
line. Lert distinguishes the difference
between operation and service, in that
the operational phase will be used “to
shake things down. We want to allow at
least three months to identify any
problems in the operation, because this
is a new business for us and new tech-
nology is involved. When we start up we
want to make certain we provide the
accurate information.”

On the agency level, comments on
Monitor-Plus from a sampling of agency

Ad Audit’s system
will be up and
running nationwide
by July 1. Audicom
will be used in Burke
Marketing Services
test markets.

Audicom being ‘merged’ with
program from a video tape player

media executives are mostly favor-
able—with a reservation thrown in—
although they admit the information
from Nielsen regarding the system is
thin. At J. Walter Thompson, Richard
Kostyra, senior vice president, media
director, sees the new service as a dra-
matic development in the reporting of
measurement data, “if they can deliver
what they say in terms of speed effi-
ciency and cost.”

At BBDO, Steve Singer, vice presi-
dent, director of media research, is even
more bullish about Monitor-Plus. “To
call Nielsen’s new monitoring technol-
ogy a dramatic improvement is a gross
understatement, assuming the tech-
nology they say they have actually
works. I have no doubt if Nielsen says it
will provide the service it promises, I
have every confidence it will do so.”

Also, he continues, the potential for
Monitor-Plus is enormous, especially
“when you think of it being incorporated
into their Megabase databank, which in
the long run will give you the capability
to tie that in with ratings and post-
analysis. It could be a tremendously
powerful service.”

fﬂawe_d somewhat’

BAR'’s Grady says that the company
always keeps an eye on other monitoring
services which enter the arena, but that
he finds that these systems are *“flawed
somehow,” although it’s not obvious at
the beginning. Usually, BAR finds down
the line that while the technology may
be adequate, there are other factors
which mar the success of the system,
such as it being required to get some
level of cooperation from other parties,
such as broadcasters or commercials
producers.

Grady admits that while computer-
ized pattern recognition doesn’t require
cooperation from other parties, it re-
quires a level of technology that “in our
mind has applications far beyond mon-
itoring.” For example, he continues, “we
would see larger companies such as IBM
experimenting and doing more in com-
munications.” All-in-all, Grady notes,
that in the case of Nielsen’s Monitor-
Plus, not enough facts have come out for
BAR to make any conclusive comments.
“Who are we to say that Nielsen doesn’t
have the technology? On the other hand
I don’t believe that they have a viable
voice pattern recognition system that
will pick up commerecials without coop-
eration.”

Grady says that “these are the people
who can’t even produce a people meter
that satisfies some of the criticisms of
their rating service, so how can they
produce equipment that will do voice
pattern recognition, which involves even
a higher level of technology than people
meters? In any case the burden of proof
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is on them.” From a business stand-
point, Grady adds, BAR can only re-
spond in proportion to whatever it sees
as a threat, and to try to stay one step
ahead of it. “But the fact that it is Niel-
sen causes us to look much closer.”

But BBDO’s Singer notes that Niel-
sen is a “‘very conservative” company
and they haven’t overpromised what
they said they could accomplish on
people meters. “They have always said
its development in that area would be
slow. That’s been the drawback, rather
than what they have produced. They
haven’t oversold their new service. But
it may take them more time than they
are saying to get it up and operational,
but I have every confidence they will get
it up and working.”

Independent contractors

BAR does its monitoring by using
independent contractors to do off the air
audio taping, which is delivered to
Federal Express, where it is taken to one
of BAR'’s six offices. From there it is
monitored and, after some checks, the
tapes are keypunched and sent to BAR’s
data base in Westchester, Pa., notes
Grady. The data bases which are put
together serve as the basis for the
printed reports. Also the informat.on is
available via magnetic tape.

Singer notes that he is not all that
keen on BAR and says that one cf the
major reasons that the service is suc-
cessful is because it is the only source for
the kind of information it gives. Fu-ther,
he continues, not only is their measure-
ment limited to only one week per
month, except in some selected markets,
but that the measurement data hes not
always been accurate. “I've heard of an
inaccuracy rate of about 50 per cent. I've
seen data which, over the years, has been
inaccurate as much as 100 per cent.
That’s a lot to try to live with.” He adds
that Nielsen’s immediate advantage is
the 52-week measurement and the use
of highly sophisticated technology to
virtually eliminate human error in pro-
cessing and identifying the commer-
cials.

At BAR, Grady says the com:pany
could go full-time in the monitoring
service but the company has found that
clients aren’t willing to cover the cost of
an expanded service. At one time, BAR
attempted to go full-time, but found no
support, he says. “Some people would
like us to be full-time, but the bulk of
people who use our data for competitive
expenditure information feel the one-
week per-month service in 72 markets
we cover, at the price we are marketing
is better than going full-time at a higher
cost to the client.”

Grady notes that rate card prices vary
on whether the client is an agency and
on its billings, while for stations there is

BAR measures nearly all of its 75 top
markets only one random week a
month. Nielsen says its system
eliminates human error and identifies
commercials by “computerized pattern

recognition.”

a different rate card, tied to the number
of outlets in the market using the re-
port.

At Nielsen, Lert maintains that the
prices will be “competitive,” although
pricing has not yet been established.
“We believe we are providing a far su-
perior monitoring service than others,
and the value of the service compared to
the dollar expended will be considerable.
We aren’t necessarily saying our prices
will be lower than BAR’s. The main
thing is that the quality of the service by
per unit charged will be a better ratio
than the standard costs.” Based on the
Monitor-Plus timetable start-up, Lert
believes that a price structure will be set
up no later than the fall.

One question asked by the agency
people regarding Monitor-Plus is how it
will differentiate between monitoring a
commercial and a program. M-P’s Lert
says that, because it is a pattern-recog-
nition system, it will reject material
which is not identified by the pattern in
the memory bank. “It identifies all en-
tities by patterns which occur within the
programming signal, says Lert. “Thus,
when a program is being aired which the
system is not looking for, it is rejected as
being something other than what is
wanted.

“For example, when a soap opera
moves from dialog of the characters to a
commercial, the dialog we would receive
during that period would not match
anything in our reference library, and
would be rejected, presumably as pro-
gram material. The critical problem for
us is to make certain that we have all the
signatures placed in our library which
are active.”

Lert continues that he has to be cer-
tain that the location of the monitoring
units will produce a quality signal from
each of the projected 75 markets. “We
are still in development, testing live
broadcast signals, so that by the time we
go into the operational phase in January,
1986, we will be testing the entire sys-
tem, not just the monitoring equip-
ment.” The central computer site will be
in Connecticut, and the computer will be
an |BM mainframe, operated by Dun &
Bradstreet computer services, he says.

It’s conceivable that eventually
Monitor-Plus will join forces in Florida

with Nielsen’s operation center used for
ratings services. “Monitor-Plus will run
on a different machine from D&B’s in
Connecticut,” says Lert. “But if we start
doing large-scale infegration of both
data bases—ours and the ratings ser-
vice—it would require that we operate
on the same machine, so we would mi-
grate to Florida, from the computer
operation standpoint.”

Retail p_rqb_lem

While Monitor-Plus will concentrate
on national spot, it will also track local
and retail spots as well. In the case of
retail, Lert admits that checking pre-
sents a potential problem area, “but only
to the extent that it increases our costs.
True, everytime a retailer comes out
with a new commercial it adds to our
cost in manpower. But based on our
reading, there aren’t many retail ad-
vertisers who constantly change their
commercials, with the exception per-
haps of grocery stores and department
stores. But some of these advertiers
don’t change their commercials even on
a weekly basis. It doesn’t pay for them to
produce new commercials every week
when they only run a few times per
week.”

Meanwhile, in the coding monitoring
game, three companies are warming up
to get into the commercials checking
contest, some preparing for at least two
years.

At Telescan, the New York based
company has been looking to start up for
about a year, and in a technological
sense, is now on firm electronics ground
and ready to roll, says Burton
Greenberg, designer and developer of
the system and president of the com-
pany. Telescan went through a period of
trial and error involving pricing which
Greenberg in retrospect says was too
high in the technology, which was not
accurate.

“Technically, we are buttoned up, he
says.” We can read the signals off the air,
we can interpret and access our com-
puters to show what the commercials
were. “In fact,” he adds, “CBS has given
our equipment the most rigorous tests,
and they have told us we have a very

(continued on page 120)
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Survey reveals that men are averaging
$5,800 more annually than women

Female TV promotion

directors sense sex
salary discrimination

emale promotion directors at
Ftelevision stations overwhelm-

ingly feel they would make more
money if they were male. And a TV/
RADIO AGE survey of TV station pro-
motion executives of both sexes reveals
that men, indeed, do earn more than
women although they also have more
experience.

In answer to the question: “Do you
feel that you would be paid more in your
present job if you were a man?”, 64 per
cent of the women answered, “yes,” 22
per cent replied, “no,” and 14 per cent
“weren’t sure.”

five years for women.

Among other key findings in the
survey:
B The primary career goal of promotion
directors is to eventually rise to station
management.
B Although on-air promotion is the
most important responsibility of most
promotion directors, their duties cover
a wide gamut of activities including
consumer print advertising, consumer
print publicity and trade press pub-
licity.
B Promotion directors generally feel
promotional support from program

The average annual salary for all distributors is “just about adequate.”
promotion directors responding to the
survey was $25,200. The average for all
men was $29,300, while the comparable
figure for women was $23,500. However,
the average years of experience doing
promotion work was 7.75 for men and |

Averag_e age

Average age of all promotion directors
responding to the survey was just under
34. Average years of promotion experi-

Tv station promotion directors’ salaries
Percentage in each bracket, plus salary averages

By market size

ence was 6.3, while the average length of
stay in the respondent’s current job is
nearly four years.

Belief that men are paid more than
women for a comparable position is
strongest among female promotion di-
rectors in larger markets.

For ADIs 1-50, 69.5 per cent of female
respondents replied affirmatively to the
question, “Do you feel that you would be
paid more in your present job if you were
aman?” In ADIs 51-100, the percentage
answering “yes” was 63.6 per cent, while
in markets 101+, 59.1 per cent re-
sponded “yes.”

Bx market size¥

Average salaries, predictably, are
highest in markets 1-50 and lowest in
those below 100. The specifics: ADIs
1-50, average salary is $34,000; 51-100,
$23,900; 101+, $19,400.

Breaking that down, men vs. women,
it’s: ADIs 1-50—men, $39,100, women,
$30,200; 51-100-—men, $25,400, women,
$22,600; 101+-—men, $22,200, women,
$15,400.

If you break years of promotion ex-
perience down by market size, it looks
like this 1-50-—men, 8.0, women, 6.0;
51-100—men 8.0, women 5.5; 101+—
men, 7.0, women, 4.0.

Another way to look at salaries is via
brackets. Overall, the largest percentage
of promotion directors, 22.8, earn be-
tween $20,000 and $25,000, followed
closely by 20.8 per cent who make be-
tween $25,000 and $35,000 and 19.9 per

1-50 51-100 101+ All All

Male Female Maie Female Male Fernale Male Female Aff. Ind. *
Below $10,000 0.0% 1.7% 23% 20% 44% 46% 19% 29% 2.1% 3.9%
$10-15,000 5.8 8.8 9.1 10.2 11.1 43.2 8.3 22.2 18.3 9.0
$15-20,000 1.8 15.8 13.6 24.5 26.7 32.3 13.5 246 21.3 14.3
$20-25,000 11.5 10.5 31.8 40.8 35.6 13.8 25.5 20.5 24.3 18.2
$25-35,000 212 35.1 34.1 16.3 17.8 4.6 24.8 18.1 19.1 26.0
$35-50,000 38.5 21.1 6.8 6.1 2:2 0.0 17.0 8.8 9.8 20.8
Over $50,000 21.2 7.0 2.3 0.0 2.2 15 9.0 2.9 5.1 7.8
Average $39,100 $30,200 $25,400 $22,600 $22,200 $15,400 $28,900 $22,700 $24,900 $29,500

* Mostiy iop 50 markers

Average years of experience doing
promotion work

Percentage of Tv promotion directors by sex and market size

ADIs 1-50 ADIs 51-100 ADIs 1014+ All
Male Female Male Female Male Female Male Fermale
8.0 6.0 8.0 5.5 7.0 4.0 TAD 5.0

Source: TV/ RADIC' AGE survey, April, 1985
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cent in the $15-$20,000 bracket.
Rounding out the salary bracket
breakdown: 159 per cent at §10-
$15,000; 12.4 per cent, $35-$50,000; 5.7
per cent, $50,000+; and 2.5 per cent, less
than $10,000.

In the largest markets (1-50), the
greatest percentage of promotion di-
rectors (29.2) earn between $35-$50 000,
followed closely by $25-$35,000 (28.2
per cent). In ADIs 51-100, $20-$25,000
was the most mentioned salary bracket
(36.9 per cent), followed by $25-35,000
(24.0 per cent) and $15-$20,000 (19.7 per
cent). For the smallest markets (101+),
30 per cent of the promotion directors
responding make either between $10-
15,000 or between $15 and $20,000. Next
most prevalent salary bracket was
$20-$25,000, with 22.7 per cent of those
responding indicating their salaries are
within those boundaries.
Comparison by sex

When salary brackets are broken
down by sex, the disparity between male
and female pay is readily apparent.

For men in all markets, the most fre-
quently mentioned salary bracket was
$20-$25,000, cited by 25.5 per cent, fol-
lowed by $25-$35,000 (24.8 per cent)
and $35-$50,000 (17.0 per cent).

For women in all markets, the most
prevalent salary bracket was $15-
$20,000, mentioned by 24.6 per cent,
followed by $10-$15,000 (22 .2 per cent),
$20-$25,000 (20.5 per cent) and $25-
$35,000 (18.1 per cent).

Only 13.5 per cent of men said they
make between $15,000 and $20,000 and
just 8.3 per cent said they make between
$10,000 and $15,000. Conversely, only
8.8 per cent of the women responding
say they are in the $35-$50,000
bracket.

This pattern continues when male
and female promotion director salaries
are compared by market size.

In response to the question: “Do you
feel that you would be paid more in
your present job if you were a man?,”
64 per cent of the women answered,
“ves,” 22 per cent replied, “no,” and
14 per cent “weren’t sure.” This
feeling was strongest among female
promotion directors in the larger
markets. For ADIs 1-50, 69.5 per
cent replied affirmatively. In ADIs
51-100, the percentage answering
“ves” was 63.6, while in markets
101+, 59.1 responded ‘“‘yes.”

In ADIs 1-50, the largest percentage of
men (38.5) say they earn between
$35,000 and $50,000, while the largest
ratio of women (35.1 per cent) are in the
$25-$35,000 bracket.

If these two salary brackets are com-
bined into a range of $25-$50,000,
however, the percentage of men and
women falling into this category is very
close (59.7 for men, 56.2 for women).

In medium-sized markets (51-100),
the most frequently-mentioned salary
brackets for men are $25-$35,000 (34.1
per cent) and $20-$25,000 (31.8 per
cent). The $20-$25,000 range was men-
tioned by 40.8 per cent of the women,
followed by $15-$20,000, cited by 24.5
per cent. Only 16.3 per cent of the
women mentioned the $25-$35,000
range, while just 13.6 per cent of the men
fell into the $15-$20,000 bracket.

Some 43.2 per cent of the female

Tv station promotion directors’ primary

responsibilities

Percentage listing each activity

On-air promaotion

Consumer print promotion/
advertising

Consumer publicity

Trade press promotion/
advertising

Trade publicity

Broadcast promotion/
advertising

(other stations

Source: TV/ RADIC AGE survey, April, 1985

1-50 51-100 101+ All
100% 100.0% 100.0% 100.0%
90.7 833 79.8 84.4
759 611 48.6 61.7
71.3 489 40.4 53.6
69.4 433 33.9 49.0
50.9 50.0 43.1 47.7

promotion directors in ADIs 101+ fall
within the $10-$15,000 salary bracket,
compared to only 11.1 per cent of the
men. Largest percentage of male pro-
motion directors in the smaller markets
(35.6) say they earn between $20,000
and $25,000. Only 13.8 per cent of the
women fall into that category.

When comparing affiliates with in-
dependents, promotion directors in the
latter category have an average annual
salary of $29,500, compared to $24,900
for affiliates. However, it should be
pointed out that the bulk of indie re-
sponses to the survey came from stations
in markets 1-50 where overall salaries
would tend to be higher.

9areer goals

Station management is the ultimate
goal of 40 per cent of the station pro-
motion directors surveyed. No other
area of television station operations
came close in answer to the question:
“What is your career goal?” However,
women in markets 101+ did express
noticeable interest in promotion man-
agement, public relations management
and program production.

Generally, interest among promotion
directors in eventually progressing to
station management positions is higher
in the larger markets. In ADIs 1-50, 48.6
per cent singled this out as a goal; in
markets 51-100, the percentage was
37.8; and in 101+, it was 32.1 per cent.

However, within the largest markets,
interest in attaining station manage-
ment status is higher among women
than men. Responses from promotion
directors in ADIs is 1-50 indicated that
51.7 per cent of the females see station
management as a career goal, compared
to 43.4 per cent of the males.
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Station management is the ultimate
goal of 40 per cent of the station
promotion directors surveyed.
Within the largest markets, interest
in attaining station management status
1s higher among women than men.
Responses from promotion directors
in ADIs 1-50 indicated that 51.7 per
cent of the females see station
management as a career goal,
compared to 43.4 per cent of the
males. This pattern reverses itself
dramatically in the medium and

smaller markets.

This pattern reverses itself dramati-
cally in the medium and smaller mar-
kets. In ADIs 51-100, 61.4 per cent of the
men aspire to station management,
compared to only 15.2 per cent of the
women. Similarly, in markets 101+,
station management is a goal of 54.5 per
cent of the men, only 16.9 per cent of the
women.

Runners-up among career goals in
markets 1-50 were promotion manage-
ment and program production (both
11.9 per cent). Promotion management
was also the second most frequently
mentioned career goal among promotion
directors in ADIs 51-100, with 17.8 per
cent singling out this area of station
operations.

§ma_ll mgmet runners-up

In the smallest markets, second most
prevalent career goal was program pro-

those responding.

As previously indicated, that cate-
gory, plus promotion management and
public relations management were par-
ticularly popular among women in the
smaller ADIs.

Program production was listed by 23.1
per cent of the female promotion direc-
tors in markets 101+4; promotion man-
agement by 21.5 per cent; and public
relations management was singled out
by 20.0 per cent.

!ol{ rgsgonﬂbilities

One hundred per cent of those re-
sponding to the survey are involved in
on-air promotion at their stations. Next
in importance is consumer print pro-
motion and advertising, listed by 84.4
per cent of the promotion directors as an
activity they are either “involved in or
responsible for.”

those checking them off are: consumer
publicity, 61.7 per cent; trade press
promotion/advertising, 53.6 per cent;
trade publicity, 49.0 per tent; and
broadcast promotion/advertising (other
stations), 47.7 per cent.

Promotion directors in the largest
markets (1-50) are apparently much
more involved in areas such as trade
press promotion/advertising, consumer
publicity and trade publicity than their
counterparts in medium and smaller-
sized markets.

For instance, with regard to consumer
publicity, 75.9 per cent of those re-
sponding from large markets checked off
this activity, compared to 61.1 per cent
in medium markets and 48.6 per cent in
smaller markets.

Some 71.3 per cent of promotion di-
rectors in large markets are involved in
trade press promotion/advertising,
compared to 48.9 per cent in medium
markets and 40.4 per cent in smaller
markets.

As for trade publicity, the numbers
are: 69.4 per cent in large markets, 43.3
per cent in medium markets and 33.9
per cent in smaller markets.

Distributor support

In answer to the question, “Do you
find that program distributors provide
adequate promotional support for the
product they sell your station?,” 48.0 per
cent of the respondents said this aid was
“just about adequate,” with 19.9 per
cent indicating it was satisfactory and
32.1 per cent saying it was unsatisfac-
tory.

Breaking that down by market size:
ADIs 1-50—45.5 per cent, “just about
adequate,” 17.1 per cent, satisfactory,
and 37.5 per cent, unsatisfactory; 51—
100—50.0 per cent, “just about ade-
quate,” 19.3 per cent, satisfactory, and
30.7 per cent, unsatisfactory; 101+—
48.7 per cent “just about adequate,” 22.9
per cent, satisfactory, and 28.4 per cent,

duction, mentioned by 20.2 per cent of Other duties and the percentage of unsatisfactory. m]
Tv station promotion directors’ career goals
Percentage answering *
ADIs 1-50 ADIs 51100 ADIs 101+ All
Male Female Male Female Male Female Male Female
Station management 43.4% 527% 614% 152% 545% 16.9% 53.1% 27.9%
Promotion management 21.7 13.8 11.4 23.9 6.8 21.5 13.3 19.7
Program production 21.7 13.8 6.8 8.7 15.9 23.1 14.8 15.2
Public relations management 0.0 8.6 4.5 21.7 6.8 20.0 3.8 16.8
News/journalism 4.3 3.4 0.0 0.0 0.0 1.5 1.4 1.6
Advertising agency work 8.7 12.1 9.0 10.9 6.8 9.2 8.2 10.7
Creative writing 21.7 6.9 23 8.7 9.0 il 11.0 7.8

* Columns do not add up to 100% because some respondents listed more than one goal and some goals were not mentioned at all by any respondents within

a particular cell.
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Effort takes variety of forms, which
include PSAs, editorials, documentaries

Tv stations mount
strong campaigns
against overdrinking

a broadcast ban on beer and wine

advertising, in the form of public
service campaigns against alcohol abuse
and drunken driving has been immedi-
ate, broad and effective, according to the
results of a survey conducted by TV/
RADIO AGE.

Scores of stations from all parts of the
country report the launching of vigor-
ous, all encompassing, continuing cam-
paigns, some begun years ago, and re-
peated seasonally, others of recent vin-
tage.

Some of the activity is perhaps in re-
sponse to a recent appeal from the Na-
tional Association of Broadcasters, to
broadcasters asking them to warn the
public of the possible consequences of
alcoho! abuse.

These drives embrace virtually every
format—including public servicz an-
nouncements, editorials, telethons, talk

I ndustry response to the possibility of

shows, news programs, documentaries

Tagline for
30-second PSAs at
WTXX(TV)
Hartford-New Haven
grimly remind
viewers of date and
location of drunken
driving accidents.

and fictional dramatizations.

Stations have donated huge chunks of
air time, cooperated with scores of civic
and community groups, printed and
paid for pamphlets, bumper stickers,
table tents, and taxi rides, all in the
name of combating alcoholism and the
tragedies that often result on the na-
tion’s highways.

The results of these efforts. according
to the survey, have been both gratifying
and effective. Police officials in some
communities reported, for example,
fewer or even no fatalities over the New
Year holiday, and record less DUI
(driving under the influence) or a de-
crease in DWI (driving while intoxicated)
arrests than those of the like period in
1983 or in 1984.

Some states such as Connecticut have
proposals pending to raise the legal
drinking age to 21, and the Connecticut
Association of Broadcasters would like
to believe the pressure of its PSAs urging

Frame from WTXxX award-winning PSA

that action, is in some ways respon-
sible.

Stiffer penalties for drunken driving
are being promulgated in states such as
Texas, where a reported 80,000 students
are using alcohol abusively. The Texas
Association of Broadcasters, and its
member stations are in the forefront of
that fight.

On April 16, the Federal Trade Com-
mission denied the petition filed by the
Center for Science in the Public Interest
and 28 other groups for a ban on beer
and wine advertising on radio and tele-
vision, finding “no reliable basis on
which to conclude that alcohol adver-
tising significantly affects alcohol
abuse.”

Conscientious efforts

The TV/RADIO AGE survey reveals
that many outlets were very conscien-
tious in demonstrating to their state and
national legislators the breadth of their
effarts in combating alcohol abuse and
drunk driving, while at the same time
expressing their views about the un-
constitutionality of prohibiting adver-
tising of a legal product, and demon-
strating that no scientific or empirical
connection had been made between beer
and wine advertising, and/or alcohol
abuse and drunken driving.

While no one is suggesting that the
FTC decision or the fact that no legis-
lation has come out of the SMART ini-
tiative (Stop Marketing Alcohol on
Radio and Television) is a direct result
of the efforts of the local broadcasters,
the fact that local, state and national

Television/Radio Age, May £7, 1985

45




WEFLD TV PRESENTS
A MAJOR PRIME TIME SPECIALTO COMBAT ALCOHOLISM

G
"Mcs‘ co““ogg.
WFLD-TV's
‘Chicago Solution’

THE NATIONAL ALCOHOLISM TEST

TUESDAY. APRIL 9. 1985 8 00 8:30PM

THE CHICAGO SOLUTION

TUESDAY. APRN 9 1985 8:30-9.00PM

““The National Alcoholism Test,”
a syndicated program, was often
used as a lead-in to a locally
produced show on alcohol abuse.

politicians were offered the vehicle of
PSAs to make known their objection to

alcohol abuse and drunk driving to their
constituents, is believed to have made it
possible for them to oppose prohibitive
legislation without fear of misunder-
standing.

PsAs form foundation

Public service announcements form
the foundation for most campaigns, and
virtually every respondent reports that
this vehicle, whether utilized in the 10,
30, 60 or even sometimes in two-minute
slots, is constituting the basis of their
effort.

The PSAs, according to the survey,
take myriad approaches. Some stations
like KHOU-TV Houston, inform drivers
of the penalties that come from DUI first,
second and third-time infractions.
Others like wXX(TVv) Hartford-New
Haven, advocate stiffer penalties for
intoxicated drivers.

Still others offer reminders, rather
than consequences. One in this mode is
co-sponsored by MADD (Mothers
Against Drunk Driving). “We Want You
Home Safe for Christmas,” it says. Some
Psas offer “Care Cabs” or “Tipsy Taxis”
for those who feel that they are too ine-
briated to drive home, broadcasting the
appropriate phone number. Still others
present grim reminders from those af-
flicted or affected by a drunken driving
accident,

The Psas also publicize broadcasters’
willingness to reach out into the com-
munity as co-sponsors or partners to

participate in what they all regard as a
collaborative effort. Hospital leaders,
law enforcement personnel, mothers,
students, politicians, all participate in
the PSA movement. One station,
KDRV(TV) Medford, conducted a
competition among students for the
“best” script for a 30-second PSA. Others
have enlisted the help of the Mothers
Against Drunk Driving (MADD), Stu-
dents Against Drunk Driving (SADD)
and the Department of Transportation
(DOT), as well as local law enforcement
officers and health care experts. Sena-
tors, congressmen, and mayors and their
spouses have also been utilized in the
campaigns.

The regional bottling outlets of beer
manufacturers such as Coors, co-sponsor
PSAs for cab rides, and help defray the
expenses of those rides.

Some PSAs even suggest tips on non-
alcoholic parties, while soft drink man-
ufacturers such as Coca Cola and Pepsi,
haven’t missed the opportunity to
suggest their product as the non-alco-
holic alternative.

Frequency of the PSAs have coincided
with the party times of the year. Heavy
use is seen during the Christmas-New
Year season, at St. Patrick’s Day, prom
time, Memorial Day, July 4 and Labor
Day.

Effectiveness can be gauged by the
response, which, particularly in the “cab
care’’ category, has been exceptional.

Still, one broadcaster reports less than
overwhelming response when he offered
free taxi rides home to people attending
the station’s anniversary party, where an

open bar warmed the festivities. “There
were some who got a bit tipsy, but none
would admit they were too drunk to
drive. Not one taxi was used,” he admits.
But he adds that no traffic accidents
resulted.

Of the PSAs presented, many of the
stations report the bulk of theirs were
locally produced, though most outlets
also took advantage of PSas offered by
their networks, or those from national
organizations, such as the 4As.

WTXX shot interviews with four of
those affected by a fatality or disability
caused by a drunk driving accident. “We
expected some outcry from viewers,”
executive producer Erica Borman says,
“but the reaction was totally positive.
Four families talked on camera about
the losses they sustained because of
drunken driving. A few of them lost their
composure. The effect on the viewer, I
believe, was riveting, compelling.”

As proof of Borman’s contention, the
Connecticut Association of Broadcasters
awarded the outlet first, second and
third place in its 1984 PSA competi-
tion.

Another telling touch by the Hart-
ford-New Haven independent: tagline
for 30-second P$As giving the date and
location of drunken driving accident on
a frequency schedule that reaches 24
times each week,

WGAL-TV Harrisburg-York-Lancas-
ter-Lebanon, produced a half-hour show
about John Heimer, now a quadraplegic
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as a result of a drunken driving accident.
The before and after pictures, the fa-
talistic observations of Heimer, ac-
cording to program manager Nelson
Sears, had a sobering effect on viewers.
The theme of the piece is one that is
being used nationwide: “I never thought
it would happen to me.”

WsvN(TV), the NBC affiliate in
Miami, was able to enlist the help of
actor Don Johnson, star of Miami Vice,
who once had a drinking problem. Ac-
cording to vice president, general man-
ager Bob Leider, the Miami Vice star,
volunteered for the assignment.

Leider took the spot to New York,
(Johnson wrote it himself as well as ap-
pearing on camera), and sent it to other
stations. “It’s producing results,” Leider
says, citing officials of the Metropolitan
Dade County Program.

Tom Bradshaw, editorial director of
WVEC-TV Norfolk-Portsmouth-New-
port News-Hampton, says his station
featured actual footage, with natural

sound, of nighttime police chases and

apprehension of drunk drivers.

“We use Chyron graphics to run
through information on injuries and
fatalities, due to drunk driving. This
leads into a ‘donut appearance’ of a state
legislator, discussing the problem.
Tagline for the campaign ‘A Virginia
Broadcaster Against Drunk Driving.” ”

WPVI-TV Philadelphia, put together
a PSA that showed a girl who was hand-
icapped by a drunken driving accident.
“The before and after pictures,” public
affairs director Michael Cascio says, “are
sobering, effective and true to life.” The
PSA won an award for the station and
was produced for the benefit of
MADD.

_Special programs.

Two programs, The National Alco-
holism Test, a joint programming ven-
ture of Knight-Ridder Broadcasting and
On The Air, was bought for cash by four
groups, Group W, Metromedia, Storer
and Viacom.

Local shows have directed most of
their fire toward teenagers, often
featuring recovered alcoholics,

sometimes in collaboration with such
groups as SADD, MADD and DOT.

WOR-TV's ‘Taking the High Out of High School’

)

The Drunk Driving Test is an hour
show produced by Taft Broadcasting
and aired by all of their stations.

Both these shows served as jumping
off points for local programs, where
stations brought in municipal, medical
and police representatives, to take part
in audience participation sessions, often
with phone-in opportunities for viewers
who wanted to ask questions about al-
coholic abuse.

An example of a locally inspired show
is WOR-TV New York’s Taking the High
Out of High School, which aired on
March 24. The show was the fifth pro-
gram in the station’s series, The
Changing Family, and featured former
Newark, N.J., undercover detective
David Toma, with WOR-TV anchor per-
sonnel and a live audience of high school
students. Toma’s frank presentation,
according to the station, compelled 25
students to approach him after the show
and tell him that they were quitting al-
cohol and drugs.

Addiction, whether it be to drugs or to

KALB-TV's chemical dependency demonstration
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alcohol, of course, makes for excellent
theatre. A classic example is Billy
Wilder’s Lost Weekend. While no sta-
tion reports playing that film, the more
recent Days of Wine and Roses got one
reprise during the holiday season.

KTTV(TV) Los Angeles, used April
(Alcohol Awareness Month) as an op-
portunity to take its lineup of regular
shows and run the episodes with drink-
ing problem themes. Thus, there were
segments of M*A*S*H, Archie Bunk-
er’s Place, All in the Family, WKRP in
Cincinnati,and One Day At a Time, all
carrying messages against alcohol
abuse.

The networks are chipping in with
made-for-TV movies—NBC with the
Candy Lightner Story, the biography of
the founder of MADD; CBS with Con-
tract for Life, the account of the for-
mation of SADD; and ABC, in May,
with its One Too Many, “in time for the
proms and Graduation parties,” says
Squire Rushnell, vice president, long
range planning and children’s television,
ABC Entertainment.

The most encouraging aspect about
the broadcasters’ campaign against al-

cohol abuse, and its by-product,
drunken driving, is that it is just begin-
ning.

With PSAs as the seed bed, broad-
casters throughout the country are
planning a continuing seasonal assault
on this national problem.

The community outreach aspect of

the program will involve legislators, law
enforcement personnel, medical prac-
titioners and politicians on the local,
regional and national levels.

With the PSAs as a starter, most sta-
tions produce their own documentaries
and special shows, feature appropriate
theatrical features and the made-fors
supplied by the networks.

Campaigl_t results

Mounting the campaign is one prob-
lem. Gauging its effectiveness is another.
Broadcasters interested enough to track
the effectiveness of their work are get-
ting encouraging feedback from police
officials who report less accidents or no
accidents at holiday time, and fewer
traffic citations for driving while intox-
icated or driving under the influence.

‘No Thanks, I'm Driving,
campaign of KGW-TV

Portland, Ore.,

encouraged designated

driver concept.

Kew-Tv documentary promo

Stations have donated substantial
airtime to this project and will continue
to do so.

TV/RADIO AGE received more than
115 answers to its survey. Here is a cap-
sule review of just a few of the ideas that
these broadcasters are implementing.

KrtxA(tv) Dallas-Ft. Worth: four
PSAs against alcohol abuse, 25 times per
week frequency; talk shows about alco-
hol abuse involving all segments of the
station’s multi-ethnic audience; public
speaking engagements undertaken by
station executives.

WIKw-TV Cleveland: a day long SADD
workshop; PSAs on all local program-
ming; CBS Schoolbreak Special: SADD:
the contract for life; developed tagline
used in “bumps” on NewsCenter.

Kieo(TV) Fresno: conducted a fund-
raiser for MADD, a basketball game
between Harlem Crowns and MADD
Celebrities, which raised $3,000 for local
MADD chapter.

WBZ-TV Boston: produced a PSA with
Aerosmith Rockers, urging fans not to
drink and drive; 4-Today, information
program segments on safe party
giving.

WTvmM(TV) Columbus, Ga.: produced
PSA in cooperation with local PTA;
special on teenage drinking—Head to
Head.

Kcep-Tv Lubbock: free ride home
program on New Years Eve; ran spots
advertising program through December;
aired national PSAs on subject.

Wrxx(Tv) Hartford-New Haven:
coordinated PSAs with Connecticut
Chapter of RIDD (Remove Intoxicated
Drivers); four families talked on camera
about losses they sustained because of
drunken driving.

KTUL-TV Tulsa: PSAs and community
show on dangers of drunken driving.

WGEM-AM/FM/TV Quincy-Hannibal:
three-month radio and television cam-
paign involving local celebrities on
careful driving during holiday time.

WFLX-TV West Palm Beach: local and
federal politicos participated in seven
spots taped by the station; five more are
on tap.

WNEG-TV Toccoa, Ga.: went on air in
September, runs Department of
Transportation series, produces two
local spots featuring local police officer
and a state trooper, for holiday use.

(continued on page 110)
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Medium benefitting from TV inflation
backlash, ‘hot’ product categories

Most agencies, reps
see strong spot radio
throughout the year

Expenditure Reports show na-

tional spot radio’s first quarter
jumping 15.6 per cent ahead of last
year’s to $170,378,600. And network
radio is also enjoying a high level of
propserity. Despite a flat April fo~ spot
radio, the question is, will spot’s Lealth
last, and. if so, for how long?

Many, though not all agency media
heads and spot rep sales chiefs expect
the generally healthy spot radio market
to last at least through the remainder of
this year. And some believe that at least
part of radio’s recent gains will continue
as a permanent part of the media scene,
much of it as a reaction to the inflation
cum audience tafl dragging that seems
to have become a more or less perma-
nent part of the network television
scene.

Others advise keeping a leve head
and looking at radie’s gains in the real-
istic perspective of the total media pic-
ture. At Needham, Harper Worldwide/

I atest March figures from Radio

Lase
- »

Phil McGibbon of SSC&B
says, “All the publicity
about network TV’s erosion
has caused a lot of people
to rediscover radio. But

the important thing is that
I hear more creative people
saying, ‘Hey, I can write
great radio copy, too.””

Chicago, for instance, Ira Berger, vice
president, supervisor, network TV and
radio, agrees that radio’s reps have
worked hard, and succeeded to a degree
in getting radio’s story across to many of
the major packaged goods advertisers,
and that it’s paid off in the case of com-
panies like Procter & Gamble. But
Berger also observes that radio dollars,
within the spectrum of total media in-
vestments, are such a small part of the
whole, that “A couple of million here
and a couple of million there from only
a few new advertisers coming into radio
can make a tremendous impact that
wouldn’t stir a ripple if those relatively
few new dollars were added to television.
So just two companies like Procter and
AT&T by themselves have made radio’s
percentage increases look terrific with
only a few million dollars.”

Tv inflation

But that said, Berger concedes that
these are new-to-radio dollars, on top of
a big slowdown in the attrition that
radio normally suffers among its previ-
ous year's advertisers. “It’s possible that
the upward spiral in television costs has
drawn more attention to radio. But this
is not any massive, sudden shift. It’s
been more a gradual build up, ever since
inflation started taking hold of TV rates
and refused to let go.”

Bob (eis, senior vice president and
corporate media director at Wells, Rich,
Greene, reports radio doing better each
year at his agency “for several reasons.”
But the biggest two reasons he describes
as “television related.”

One, explains Geis, is that clients “fill
in with radio to make up for television’s
deficiencies—particularly in those cable
and pay cable homes where most of the
network erosion has taken place. Radio’s
ability to be very selective allows us to
target those homes.”

The other big reason, he says, is that
television’s rate inflation ‘“has resulted
in many advertisers being no longer able
to afford television on a continuous,
year-around basis the way they used to.
This has forced these advertisers into
media mixes that use radio to build the

continuity between spurts of television
that was formerly achieved by continu-
ous use of television alone.”

So with these two TV-related factors
being the main ones Geis sees having
brought about the increased use of radio,
his estimate is that “Radio will continue
to be used more than it has been in re-
cent years, at least for the foreseeable
future.”

At SSC&B Phil McGibbon, vice
president, director of spot broadcast,
also thinks the bloom on national radio
is likely to last. McGibbon notes that
“All the publicity about network TV’s
audience erosion has caused a lot of
people to rediscover radio. But among
those people, the important thing is that
I hear more creative people talking
about radio, saying, ‘Hey—I can write
great radio copy, too.””’

McGibbon calls this important to the
staying power of radio’s current pros-
perity “because some advertisers used
to be reluctant to get into it because they
weren’t sure where they were going to
find the creative to make radio work.
Now it’s there for them.”

These, he adds, are some of the gen-
eral industry-wide trends he sees. “But
right here, our agency has been inter-
ested in radio, and particularly local
radio, for some time, because of clients
like Van Munching. Brewers and soft
drink companies have used radio all
along because they have local distribu-
tors and bottler contacts to maintain in
so many local markets.”

At Tracy-Locke, Dallas, executive
vice president Larry Spiegel says the

Larry Spiegel of
Tracy-Locke says, “Radio
works. It gives our clients
the ability to target
selective audiences and
reach them with
immediacy.
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Tony Fasolino of Torbet
Radio believes radio’s
upswing will continue
through 1985. “We expect
second quarter to show an
11 to 12 per cent increase
and, at this stage, third
quarter looks good, too.”

reason his agency placed $31 million in
radio last year, 20 per cent of its total
media outlay, is that “Radio works. It
gives our clients the ability to target se-
léctive audiences and reach them with
immediacy. It offers them the opportu-
nity to make the most of effective con-
sumer-driven merchandising and pro-
motion activities in the local mar-
kets.”

Lenny Stein, vice president, associate
director of local broadcast at another big
radio-spending agency, Young & Rubi-
cam, sees national spot’s first quarter
increase as “‘a combination of increased
activity and higher rates—the higher
rates probably being largely the result of
the increased activity.”

Stein adds that he does not anticipate
that the markets now doing well “will
slow down significantly in the near fu-
ture. It looks like they’ll have a good
second quarter, and very likely a good
third, too.”

Noting that the wired radio networks
are also doing well, he points to more
advertisers gravitating to the increased
number of syndicated long-form pro-
gram services, pointing out that “Since
many of these are youth oriented, they
do particularly well during the summer,
when the youngsters are out of school.
Some of these services have done so well
on weekends that during the summer
they’re thinking about translating some
of their long form weekend concerts into
shorter form programs to run weekdays
during the summer school holidays.
That’s likely to attract still more dollars
to radio during third quarter.”

At Bozell & Jacobs/Chicago, Patrick
McKeon, senior vice president and di-
rector of media, says that one of the

chief reasons his agency was the fourth
largest investor in radio last year, and
will place over $75 million in the audio
medium this year, $65 million of it in
spot, “relates largely to the type of
clients we have. Many are retail oriented
and look to radio as an immediate re-
sponse vehicle that can move product off
the shelves and out of the store tomor-
row. Here in Chicago, for instance, the
Illinois State Lottery is interested in
selling tickets tomorrow. Radio can do
that for them.”

On the sales side, Ellen Hulleberg,
executive vice president, marketing and
communications at Interep, reports that
much of spot’s surge “seems to be a lot
of late starts that just seem to keep
coming in, one after the other.”

At Katz Radio, Dick Romanick, the
rep’s new president, says that overall,
radio’s current prosperity is due to “the
combination of both a hotter local
market place and a hotter national
market place that have joined forces to
maintain upward pressure on radio
rates. The result is that most stations
have been getting more money for each
commercial unit sold.”

Tough competition

Romanick adds that among the rea-
sons for the hotter national marketplace
is the tough competition among com-
panies in radio’s most active categories.
“Take the airlines,” he explains. “One of
our heaviest advertisers out of the At-
lanta office is Piedmont Airlines. Caught
in the middle of the air fare wars, Pied-
mont has found that radio enables it to
respond quickly to competitive price
changes put into effect by other airlines
flying Piedmont’s routes. At the same
time, every time Piedmont uses more
radio in a destination city, Delta and
American usually react with counter-
advertising. One plays off the other to
create a snow ball effect. And that’s just
Atlanta. Many of our other offices also
have accounts that have increased their
use of radio, or who have come into radio
for the first time.”

At Eastman Radio executive vice
president Dave Recher notes that be-
sides March being a good business
month for spot, it was also a five week
month.

He also points out that though April
was a good month it won’t look like
much in the percentage comparisons
because April ‘84 was the biggest reve-
nue month for spot radio last year. But
he adds that, “May already looks better,
so I think second quarter could finish 10
to 12 per cent ahead of last year’s.”

Like Katz’ Romanick, Recher also
points to the airlines as responsible for
one of spot’s biggest category increases:
“Eastern, American, and now that it’s
moved to Dancer Fitzgerald Sample,

New York, Republic Airlines, too, has
increased its radio investment. On the
other hand, the beers and wines are
down because so many people are ner-
vous about the anti-alcohol pressure in
Washington. They’re keeping a low
profile.

“And outside of the airline increases,
other travel is off. We have yet to see the
Greyhound and other bus line accounts
this year that we had last.”

Charlie Colombo, president of Blair
Radio, thinks radio’s increases will
continue “because some of the hottest
categories with us now are year
round—not seasonal.” Colombo points
out that several of these are business
categories using radio to reach business
decision makers “whose companies need
and use these products and business
services 52 weeks a year.” He points to
“major, solid companies like IBM and
AT&T, and their competitors, using
radio to sell their telephone and com-
puter equipment and services to busi-
ness.

Colombo’s opinion is that “Com-
panies in year-round categories like
these have seen that all the things we’ve
been saying about radio and the other
media for some time have come true.
TV’s audience fragmentation and cost
escalation have been with us for several
years now, and so has talk of switching
to alternate media. But during the pe-
riod when the talk of switching was
loudest, cable looked much stronger at
the time than it does today. So much of
that switching at first went to cable.
Today, cable has weakened, and the re-
sult is more of those switch dollars
switching back to spot radio, which
keeps getting better and stronger. Yet in
spite of that, radio ad rates still don’t

(continued on page 118)

Dick Romanick of Katz
Radio says one reason the
national marketplace is
hot is the tough
competition among
companies in radio’s

most active categories.
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Commitment to purchase of broadcast
equipment bodes well for U.S. firms

China in market

BY JOSEPH ROIZEN
AND RONALD ROIZEN

Second in two-part series

hina’s demand for American TV
c hardware and programs may
become very great in the near
future. Of course, prospective demand
is only part of the foreign trade equa-
tion. China must also have (1) foreign
exchange, (2) the need and desire for
foreign goods, and (3) a stable and en-
during political environment and com-
mitment to trade. Much evidence is en-
couraging on all three fronts.

China has foreign exchange. Accord-
ing to Ned Quistorff, commercial officer,
U.S. Department of Commerce, Amer-
ican Embassy, Beijing, China’s present
reserves total roughly 18 billior U.S.
dollars. This money she intends to use
as her investment in a high-stakes
world-trade poker game. China is bett-
ing that she can insert herself into the
modern world economy the way Japan
did after the Second World War. The
first stages of the process involve sinking
much of her foreign exchange into
Western technology. In the long run, of
course, she intends to shift from a tech-
nology consumer to technology trade
partner. Electronics technolozy, in
general, holds high priority in her trade
plans, with $2 billion reportedly ear-
marked for next year’s imports—in-
cluding a strong commitment to the
purchase of broadcast technology.

China’s hunger for technology is
rooted in recent history. China brought

her own technological progress to a
grinding halt for the decade in the Cul-
tural Revolution and the subsequent
Gang of Four period (1968-1979). Thus,
she sees herself playing catch-up in a
game in which Western nations and
Japan hold at least a decade-long
head-starf, in some cases more. So ear-
nest are her catch-up efforts that sci-
entific journals occasionally voice ap-
peals to retired technical personnel to
come out of retirement and aid in Chi-
na’s technological rebound. China sees
herself as dependent upon Western re-
search and technology for two or three
decades to come.

Economic modernization

The durability of China’s import
trade aspirations is evidenced in a vari-
ety of tangible ways. She has marked out
so-called Special Economic Zones, in-
ternal territories designated for rapid
economic modernization. She has
opened more than a dozen port cities to
foreign trade, and freer intercourse with
the outside world. She has crafted viable
patent laws and copyright protections
for foreign technology and publications.
She has declared an explicit policy goal
of importing 3,000 advanced techno-
logical products from the West in the
next three years, and in addition pre-
pared the administrative machinery for
carrying that policy out. She has greatly
eased foreign communications, travel,
and scholarly exchanges between uni-
versities. Where only a few vears ago her

Ampex VPR-3s, Grass Valley switchers, Convergence editor

outdoor billboards were exclusively de-
voted to political propaganda and por-
traits of political heros, now they urge
citizens to buy both local and foreign
goods. Even Japanese goods are given
free market in today’s China. In a
country fond of them, it is notable that
current political slogans include “The
New Open Door Policy,” “Opening Still
Wider,” “Trying Hard to Catch Up,”
and “Import Advanced Technology and
Transform Medium-sized and Small
Enterprises.” In all, of course, these are
remarkable changes—especially for a
country so recently characterized by
monkish isolation and pervasive xeno-
phobia.

But how do broadcast communica-
tions fit into China’s program of social
transformation through technological
borrowing? The story begins in 1978
when, in the wake of the downfall of the
Gang of Four, China announced a
sweeping program of social change
known as the “Four Modernizations.”
China scholar Joyce K. Kallgren de-
scribes this term as a shorthand for the
modernization by the year 2000 of agri-
culture, industry, national defense,
science and technolegy. This plan was
essentially a promise China made to
herself to quadruple her production of
wealth by the turn of the millennium.
The program grew out of the Third
Plenary Session of the Eleventh Com-
munist Party Congress of the Central
Committee in December 1978, and it
will likely provide the guiding paradigm
for social and economic policy in China
into the next century.

§_cience and tecl]ngl.ogy_ -

Of the four great modernizations,
leadership sees science and technology
as the most important, providing the
cutting edge for all cther changes in—as
another slogan terms it—a “New
Technical Revolution.” Indeed, so
strong is the current premium on
science, that China in the 1980s in-
creasingly defines her world situation in

Electronics
technology holds
high priority in
China’s trade

plans, with $2 billion
earmarked for next
year’s imports.
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Shanghai street scene

technological, scientific, and economic
terms rather than in the more tradi-
tional vocabulary of politics and ideol-
ogy. One sees a clear parallel between
her contemporary “zeitgeist” and the
golden age of science the West experi-
enced in the second half of the nine-
teenth century, after the publication of
Darwin’s *“Origin of Species” in 1859. In
a word, science is ‘“‘in” in today’s
China.

Broadcast emphasis

But why the emphasis on broadcast
media? There are a number of answers.
Chinese leadership sees scientific/
technological advancement requiring
several important corollaries—chief
among them, the necessity of member-
ship in a world scientific and techno-
logical community. For too long, they
are saying, China has been isolated from
a world that modern technology has
proceeded to make smaller and smaller.
Ji Chongwei wrote in a recent issue of
the China journal, Economic Re-
search:

“Whether or not a country can
achieve rapid progress in the economic,
scientific, technological and cultural
fields is inseparable from whether or not
it actively participates in wide-ranging
exchanges in resources, science, tech-
nology, information, and spiritual
wealth with other parts of the world.”

What’s more, advanced nations can
rely upon superior media of communi-
cation to sustain their pace of scientific
progress. Thus, for China to catch up

and stay caught up. it must establish the
necessary communications technology.

On a more practical level, Chinese
leadership views the proliferation of TV
and radio as providing a shortcut
method for educating the country’s vast
population to a new socialist con-
sciousness. Contemporary Chinese
opinion forges a strong link between a
country’s education level and its ca-
pacity for technological advancement
and economic growth. For example, Li
Qingzhen, in a June 1983 article in
Dazhong Ribao, wrote that “half of the
increase in gross national product of the
United States is due to increases in the
educational level of the labor force, and
application of the results of scientific
research.” The great majority (80-90 per
cent) of China’s population live in rural
areas, and the country is hampered by
deep and endemic shortages of both
competent scientists and science
teachers.

Broadcast media may also serve to

CBS-CCTV pact

mong the TV programs the Chinese
are watching these days are those
included in a 64-heur package of news,
sports, entertainment and information
which CBS Worldwide Enterprises sold
to Central China TV (CCTV) in return
for commercial time, the profits from
which are split between CBS and CCTV.
The one-year barter deal was made last
summer and the program began airing
in December.

Chinese leadership
views the
proliferation of TV
and radio as
providing a
shortcut method for
educating the
country’s vast
population to a new
soctalist
CONSClouUSness.

stimulate demand for economic goods,
both by exposing viewers to new worlds
of products and through commercial
advertising. The proliferation of TV also
provides Chinese leadership a conve-
nient means to demonstrate their com-
mitment to a number of emergent values
and themes: to improvement of the
peoples’ material wellbeing, to a greater
openness in the flow of information, to
national modernization. Finally, it’s well
to recall that Chinese leadership sees
itself tugging a largely backward popu-
lation into the modern era. In a sense,
they are anxious to promulgate a new
and secular/scientific ethos at the cul-
ture’s core. Science and technology are
seen not only as material agencies but
moral and spiritual guides as well, and
broadcast media may the best method
for this new ethos’s diffusion. Listen, for
example, to Li Qingzhen, commenting
in this vein on the virtues of science and
technology for modern China:

“Progress in science and technology
not only assures the development of
materialistic civilization but also pro-
vides favorable conditions for spiritual
and cultural development. The contri-
butions of science and technology to
cultural and ideological development are
quite evident. For example, extending
scientific knowledge to the people will
eliminate superstition and contribute to
the establishment of the world view of
materialism; publicizing the spirits, at-
titudes, and life stories of scientists will
contribute to the cultivation of the
mortality of communism.”

(Continued on page 122)
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Viewpoints

Richard H. Harris

President, Group W Radio,
in a recent speech before the
American Women in Radio
& Television annual
convention in New York

Radio, with six sets
for every household, is
more powerful than ever

Radio is more powerful than ever before. With half-
a-billion sets in use—six radics for every household.
With radio reaching 98 per ceat of all Americans each
week—more than television. In fact, with radio
leading all media in advertising revenue growth
during the 1970s.

I’d like to give you five assumptions about the
future (of radio).

Radic’s ownership structure will change radically.

@ Forces now at work will cause the breakup of the
old radio and television combinations we know so
well.

m In place of broadcast television, cable television
will emerge as a more compatible partner for radio.
®m Several large radio groups will be created that will
resemble the newspaper chains of today.

New ownership groups will push profit over public
service.

This is the downside of the first assumption, and it
worries me.

Technology will transform redio.

That’s safe to say, because technology will
transform everything. But in radio, it will work
wonders.

m Stereo and the continuous band tuner, will put AM
and FM on equal footing—th2 same way cable TV
now gives people UHF and VHF television on the
same dial.

B Sound quality will be significantly better—thanks
to things like compact discs and digital audio
transmission.

m Stations will come to use the full range of their
frequencies and broadcast several different program
services using subchannels to create new specialized,
possibly pay, radio networks.

m The computer and rapid information systems will
streamline everyone’s work—giving advertisers even
more cost efficiencies.
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Aging of the ‘yuppies’

Social change will force change in radio.

B The “yuppie” generation will become senior
citizens starting about the year 2001. For the first 15
years of the next century, those people will heavily
influence the range of what you’ll hear on radio.

@ Leisure time will be more abundant for everyone, l
and radio will fill more of everyone’s free time. '
Radio programming will become more global, more
diverse, and more commercial free.

B A growing world economy will make radio in the
21st Century a more global medium.

® Radio in the next century will also sound a lot
more diverse.

B I see a coming consumer backlash against
advertising in all media. The per-capita consumption
of advertising has increased 800 per cent since 1945.
Some say we’ve gone past the saturation point. But
because radio airtime is truly underpriced and
undervalued—radio in the next century won’t need
to run more commercials to make mare money. Per
unit prices for radio spots will increase, and, over
time, I think radio will actually carry less commercial
load. I also think new forms of sponsorship—similar
to the corporate underwriting we see on public
television—will take hold on radio.

Recruiting the best people

With those assumptions—what are the variables
we can act on to bring radio into what I believe will
be a second “Golden Age?”

We must start with people. I think the people in
radio are something special, because they’ve learned |
to win on a tough playing field. But we can’t afford a ‘
brain-drain to other media. We must be tough about
recruiting the best young people. And keeping them
in the radio business.

Next: Localism. Radio’s biggest strength will
remain its hometown identity. Sure, we’ll want to
hear more from the global village—but the winners in
radio won’t surrender their local image.

Another point: Standards. Once these were pretty
clearly set by regulation. Now we’re moving into a
world where we’ll make most of the rules. The
winners in the 21st Century will remain sensitive to
public taste and responsive to community needs—
because that will remain just good business.

We can’t overlook science. Not just watching
technology for new breakthroughs. But applying
science in creative new ways. Using new insights from
psychology, for example, to get a better handle on
attitudes and behavior—and radio’s opportunities
relative to them.

And finally—innovation. What other medium can
match radio for making use of the imagination? The
current industry campaign for radio deals with a
pipe-smoking ish—the kind of image that only radio
can conjure up. I predict radio will learn to harness
more of the imagination—and do exciting new things
in programming and advertising.




Programming/Production

Universal comeback; tops web fall shows

It has been five or six years since Uni-
versal Studios dominated the lineup of
new network programs chosen to enter
the primetime race in the fall, but clearly
the new season represents a comeback
in numbers for the studio. Of the 21 new
series making their fall network debuts,
seven come from Universal, or 33 per
cent of the total. Its nearest competitor
is Paramount Pictures, which has three
series. Two studios, Columbia Pictures
and Aaron Spelling Productions, have
two, while the remaining seven pro-
grams are from seven other studios,
Lorimar Productions, 20th Century Fox
Film Corp., Embassy Pictures, Witt-
Thomas-Harris, Warner Bros. Pictures,
CBS Entertainment and Breezy Pro-
ductions.

The biggest buyer of Universal new
product is NBC, which will have halt of
its new programs coming from the stu-
dio: Misfits of Science, one-hour ac-
tion/comedy adventure; Amazing
Stores, half-hour anthology series; and
Alfred Hitchcock, also a half-hour an-
thology show. CBS has Universal’s
George Burns Comedy Week, half-hour
hosted by Burns; and The Equalizer,
hour drama; ABC: He's the Mayor,
half-hour comedy, and The Insiders,
hour drama.

NBC didn’t buy any Paramout pro-
grams, but ABC took two, Mr. Sun-
shine, half-hour comedy; and MacGyv-
ver, hour adventure show, while at CBS,
one series Hometown, hour comedy, was
chosen from Paramount. At to Colum-
bia, CBS: Stir Crazy, hour action com-
edy; and ABC: J.G. Culver, hour drama.
Spelling’s two series are both on ABC,
Hollywood Beat, hour drama, and Dy-
nasty I1: The Colbys, hour spinoff {from
Dynasty.

Aided by Universal’s high acceptance
rate by the networks, the majors have
taken the lead over indies as suppliers of
weekly series. Last year, the indies had
261, hours of the network pot in prime-
time, vs 23 from the majors. This coming
year, the majors will produce 26, hours
vs. the indies’ 24. Of the total hours
moving into production each week by
the majors, Universal has 11. And when
it comes to the new entries, the majors
far outdistanced the indies, by 15 to 6.

Universal, with the addition of the
seven new pilots, will have a total of 13
series on the air, come this fall, despite
that five of the studio’s programs have
not been renewed for this coming sea-
son. There are six Universal holdovers,

four on CBS: Murder, She Wrote,
Magnum P.I., Airwolf and Simon and
Simon, while NBC retained Knight
Rider and Miami Vice.

Spelling, despite the indie's two new
pilots, lost ground overall, going from
having eight hours on the network per
week to five. Some other indies didn’t
make it to starting gate at all, although
they have had some successful track
records. These include MTM Enter-
prises, Cannell Productions and Orion
Pictures. Some other major indies, such
as Lorimar Pictures and Embassy Pic-
tures each have one new pilot going for
the fall. Lorimar’s Family Honor was
picked up by ABC, and NBC acquired
227 from Embassy.

Indies also came in second when it
comes to sitcoms, after being top gun in
that area for some years. This coming
season, 10 will be produced by the in-
dies, but 11 will come from the majors.

‘Strokes’ drop a surprise

One of the few surprises which have
come out of the new fall schedule, as
unveiled by the three networks for the
fall primetime season, was the shift of
Embassy Pictures’ Diff’rent Strokes
from its longtime base at NBC to ABC.
The last time a similar switch was made
it was in reverse pattern and involved
Taxt.

“Arnold,” Gary Coleman, and
“Diff'rent Strokes” move this fall
to ABC.

In the case of Strokes, the scenario
behind the shift, according to a spokes-
man at Embassy, was that Gary Cole-
man initially wanted to get out of the
program because he felt he was too old
for the part and was looking to do an
adventure/drama at NBC. NBC, ac-
cording to the source, suggested to
Coleman that he continue with Strokes
another year, while the network would

try to develop a new show for him.
Coleman was uncertain on whether he
wanted that. But after an evaluation,
some three weeks before NBC an-
nounced its fall schedule, he decided to
renew his pact with Embassy and to go
ahead with a new Strokes season.

Meanwhile, however, NBC was de-
veloping other shows and planning
lineup changes. One of the changes
contemplated was to take two comedies
out of Wednesday night and to put in
Hell Town, eliminating two half-hour
comedies from the schedule. In later
conversations, Embassy was told by the
network that it was moving the compa-
ny’s Facts of Life to Saturdays, that
Silver Spoons was going into a 7:30 p.m.
Sunday slot, and that Embassy’s 227
was being picked up for a fall start. “In
the end, NBC informed us there was no
room for Strokes on the schedule, but
that it would be interested in doing some
specials with Coleman.”

By eliminating two comedies, the
spokesman continues, NBC chose to
drop Strokes, even though it knew it was
performing well for them, winning the
time slot every week. “But they believed
it was getting soft in numbers, so they
kept Facts of Life, which was the good
news, probably believing it has more life
than Strokes.

“We were shocked because there was
no indication up to that point that
Strokes would be dropped.” After that,
both other networks were called and
both showed interest, the spokesman
says. ABC showed the most interest and
quickly made a place for it on the fall
schedule. The only adjustment that will
be made in the ABC Strokes, will be a
slight maturing of the Coleman charac-
ter, placing Arnold in high school and
thereby only breaking the continuity of
the character’s age by about six months.
“Instead of him being 14 in Strokes,
he will be 15. That's the way the network
wants the show to go,” the spokesman
says.

Meanwhile, if its syndication strength
has anything to do with its potential on
ABC, Strokes may very well continue to
have strong ratings power. Making its
debut as a syndicated program in Sep-
tember, 1984, Strokes was the highest
rated new off-network series during the
February, 1985, sweeps, racking up a 9
DMA household rating in Nielsen, and
winding up in the third slot, behind only
M+*A*S*Hs 10.9 and Three’s Compa-
ny’s 10.7, in off-network series overall.

In addition, it dominated the time
period, increased its time period over the
1984 program and displayed hot demo
strength across the board in some spe-
cific markets, both on indies and affili-
ates. Some samples: on indies, it in-
creased the average rating and share on
WFLD-TV Chicago, by 44 per cent and 35
per cent, respectively over the February,
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1984, program; on WXIX-TV Cincinnati,
it ranked Number 1 in ratings, share,
homes, men 18-34, teens and kids, while
in Dallas-Ft. Worth, on KTVT(TV)
Strokes was Number 1 in homes and all
demos.

On the affiliate level, on WTVA-TV
Columbus, Strokes was tops across the
board in its time period, and in Dayton,
on WHIO-TV, it did likewise. The same
thing was true on WCTIKTV) Green-
ville-New Bern-Washington and on
WATE-TV Knoxville. As of April 30,
Strokes was in 134 markets, repre-
senting nearly 90 per cent of the
country.

Roberts to form firm

Steve Roberts, who resigned as presi-
dent of Twentieth Century Fox Tele-
communications, effective at the end of
July, plans to formn his own company
later this year. Since the announcement
of his resignation, Roberts says he “has
gotten a tremendous amount of inter-
est” in his services from other firms, but
“my preference is to set up my own
company to consult and possibly get
involved in some projects. I will be in-
volved in cable, syndication and home
video.”

His new firm, Roberts says, will “get
involved with small companies” al-
though he also has “every expectation I
will be doing business with Fox in the
future.”

Roberts, an 18-year veteran of Fox,
says he was not leaving the company
because of any problems. “It’s been very
friendly, no problem” he says, adding
that the expectation he would be work-
ing with Fox in the future as proof.

All American division

All American Television has set up a
division to handle advertiser-supported
sales, and has moved to expanded
quarters in New York. Joel Gallen will
be vice president of the new division, All
American Media Sales. Conrad Roth
continues as senior consultant. Gallen
reports to Joe Kovacs, executive director
of the parent company.

Kovacs, in announcing the formation
of the barter division, says that barter is
“probably at least a $400 million busi-
ness now, maybe $500 million, and it’s
growing by leaps and bounds.” He cites
the increasing use of barter by inde-
pendent stations as a major factor.
Based on the needs of station and client
customers, “we’ve decided to give barter
our full attention by forming a separate
division.” Among the programs being
bartered by All American Media Sales
are New York Hot Tracks; Omni: Vi-
sion’s of Tommorrow; Magical Mystery
Tour; and Rock-N-America.

In a separate deveiopment, Nancy

Gottenker has joined All American
Television as a sales executive. She was
a research analyst at Television Program
Enterprises.

Zooming in on people

Bruce Marson has been named se-
nior vice president, programming, at
Metromedia Producers Corp. He is
currently supervising the production of
Midtown, late-night comedy/drama
strip, and a miniseries and a special. He
was creator and executive producer of
Summer Solstice, for ABC. Network
projects in development under Marson’s
direction include a movie of the week,
Amy, Where Are You?

Bruce Marson

Leon Memoli has joined D.L.
Taffner/Ltd. in a senior executive po-
sition in New York. Memoli, a 23-year
veteran of the William Morris Agency,
most recently was director of the New
York TV department at WM, where he
developed and packaged shows.

Alan Cole-Ford has been named to
the new post of vice president, video
distribution, at Paramount Pictures
Corp. He comes to Paramount from the
media research and consulting firm of
Paul Kagen Associates, where he was an
analyst for the past two-and-a-half
years.

Patrick Pattison has been named to
the new post of vice president, director
of marketing at Metromedia Produc-
ers Corp. Pattison was vice president,
director of creative services for BBI
Communications.

Patrick Pattison
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Louis H. Gonzalez has been ap-
pointed to the new position of Midwest
sales manager, Primetime Entertain-
ment. Gonzales, who will be based in
Chicago, has a diversified background in
broadcast management and sales, in-
cluding a stint as a sales executive at
KSAT-TV San Antonio.

Marie Winkler Tuccille has been
named director of operations and pro-
motion at Program Syndication Ser-
vices. She joined DFS in 1976 as aspot
TV buyer. In 1982, Tuccille moved to
PSS, the subsidiary of DFS.

Leonard B. Bart has joined Tele-
pictures as manager of research. Prior to
Telepictures, Bart was research analyst
for Paramount Pictures.

Bonnie Wrobel has been named
operations manager, business affairs, at
Columbia Pictures Television. Wro-
bel, has a B.A. on business administra-
tion and an A.A. in business law.

NATAS names Dessart

George Dessart, vice president and as-
sistant to the executive vice president,
CBS/Broadcast Group, has been elected
president of the New York chapter of
The National Academy of Television
Arts and Sciences. Other officers elected
by the board of governors were Alvin
Cooperman, producer/writer, Alvin
Cooperman Productions and president,
Manhattan Television Center, named
first vice president; Nicki Goldstein,
director, business affairs, Independent
Network News, second vice president;
Linda K. Hobkirk, executive vice pres-
ident and chief operating officer, Imero
Fiorentino Associates, secretary; and
Arthur Kent, president, NABET, trea-
surer. All serve two-year terms, begin-
ning June 1.

VPA awards

Ampex, MCI Quantel and Studer have
each won a special achievement in en-
gineering Monitor award from the Vid-
eotape Production Association. The
VPA award winners were chosen by the
VPA engineering committee. Ampex
won for the VPR-3 one-inch VTR, a new
generation type C machine which allows
rapid shuttling and smooth handling of
video tape by virtue of its sophisticated
vacuum capstan and roller guide
system.

MCI/Quantel won for the DPS-7000
paint box, a device which has become
the standard of the TV graphics industry
for both network and post-production
use. Studer took an award for the As10
audio tape recorder with center track
time code. The recorder has eliminated
the need for a four-track tape recorder
to deliver stereo audio plus time code.
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Programming/Production

continued

Syndication shorts

Telepictures Corp. has acquired
worldwide rights, outside of the U.S,, to
Do You Remember Love?, two-hour
movie which airs on CBS this month,
and to Deadly Intentions, four-hour
miniseries based on a true story.

The first of four specials of Omni:
Visions of Tomorrow, called Future-
body, has been cleared in 100 TV mar-
kets, covering more than 80 per cent of
the U.S. TV households, according to
Omni Productions and All American
Television. The remaining specials will
explore “Space,” “Medical Miracles”
and “Lifestyles in the 21st Century.”

All American will distribute New
York Hot Tracks, in association with
Golden West Television. All American
has been handling the ad sales since the
program’s inception in April, 1984.
Among the continuing sponsors are
Mars, Levi’s, Coca-Cola and Honda.

Syndicast Services has acquired
the distribution rights to two of Elvis
Presley’s TV specials never before seen
in syndication. The two 90-minute pre-
sentations are Presley’s Comeback
special and his 1973 special, Aloha From
Hawaii, originally transmitted via sat-
ellite around the world. They will be
offered to stations for a first run in bar-
ter August, 1985, and January, 1986,
respectively. Stations have two addi-
tional runs of each of the specials over
the next two years.

Matt Houston, available to stations
beginning in the fall, has been bought by
21 outlets in the first four weeks of sales.
Stations sold by Warner Bros. Tele-
vision Distribution include KTLA(TV)
Los Angeles, WPHL-TV Philadelphia,
WXNE-TV Boston, WJLLA-TV Washing-
ton, KTVT(TV) Dallas-Ft. Worth and
KHTV(TV) Houston.

Renewals for the second season of
The All New Let’s Make a Deal total 75,
currently. Stations recently signed for
the Telepictures series include WOR-TV
New York, KYw-Tv Philadelphia,
KTVU(TV) San Francisco and KXAS-TV
Dallas-Ft. Worth.

Orion Television Syndication has
sold Orion World Premieres, 15-title

package, in more than 58 markets, in-
cluding 24 of the top 25. Recent sales
include WJBK-TV Detroit, KCBR-TV Des
Moines, KHNL-TV Honolulu, WGME-TV
Portland, Me., KJTV(TV) Amarillo, and
KAME-TV Reno. Also, Orion 11, a pack-
age of 25 features, has been cleared in
more than 48 markets.

Colbert Television Sales has signed
14 stations, for a present total of 97, for
Lone Ranger, including 19 of the top 20.
Stations signing since January include
WKBD-TV Detroit, KEKR-TV Kansas
City, KTzz-TV  Seattle-Tacoma,
wPCQ-TV Charlotte, WwsG-TV Phila-
delphia and KCRG-TV Cedar Rapids-
Waterloo.

D.L. Taffner/Ltd. has added nine
new stations to the Too Close for Com-
fort list, including WRAU-TV Peoria,
wWTXX-TV  Hartford-New Haven,
WLKY-TV Louisville and KTVX(TV) Salt
Lake City. Total currently is 82 stations,
with a 73 per cent U.S. TV household
coverage.

The present lineup of Columbia
Pictures Television’s Barney Miller is
180 stations, including all top 75 mar-
kets. Markets collectively represent 96.5
per cent of the U.S. households. Fifty-
five of the markets have renewed the
series in advance of the license expira-
tion.

The Spectrum Collection, library of
variety of TV product syndicated by
Metromedia Producers Corp., is
getting sharp sales, reports MPC. Min-
iseries include Sara Dane, I, Claudius
and Wild Times. Variety specials such
as Mr. Magig and Godunov: The World
to Dance In, have been acquired by

KDFI-TV Dallas-Ft. Worth and
KDTV(TV) Tucson.
Worldvision Enterprises’ The

Jackson Five will move into its second
year, beginning June 1. It’s now on 130
stations, covering 84 per cent of the
country. The weekly series has 23 ani-
mated episodes.

Orbis Communications will dis-
tribute a package of seven specials in-
cluding a 90-minute celebration of the
Smithsonian Institution, Smithsonian
Holiday, and six one-hour programs on
American Business: A Television His-
tory. The programs are produced by
Martin Sandler Productions and
funded by Wang Laboratories.

Barris back on track with new projects

Chuck Barris’ production company,
which has been relatively inactive dur-
ing the past couple of years, is planning
a comeback with a slate of new game
shows for network and first-run syndi-
cation.

Barris Industries, which is currently
planning to release The All New New-

lywed Game strip show in the fall, has
already sold it in 127 markets,” Barris
Industries president Budd Granoff
notes. “We’ll probably go past 150. We
have $16 million in sales. We're holding
two 30-second spots for barter sales, and
we envision better than $10 million from
barter.”

Granoff says the company is devel-
oping other shows, Missing, Family
Olympics, Liar’s Poker and Money-
Words. Missing is a prime time weekly
one-hour show, which reunites people
who have been separated. Family
Olympics pits two families against each
other in games of physical skill; Liar’s
Poker is a game show in which partici-
pants guess the occupation of guests who
try to put them off with false clues; and
MoneyWords is a contest in which
players compete to create words. The
three are strip shows aimed at networks
or syndication. Also in the works is a new
version of The Dating Game and, pos-
sibly, The Gong Show.

ra

Bud Granoff

Although Barris has been inactive as
a production company, Granoff said
Barris Industries, “achieved $7 million
in sales last year, mainly from Dating
Game, Newlywed Game and The Gong
Show. Treasure Hunt and The $1.98
Beauty Contest completed the sale. And
don’t forget, they represent only 7 per
cent of our library.” He says the library
consists of 4,300 programs.

What is the value of the library?
“Analyists tried to determine the value
of our library,” Granoff says. “The es-
timates we got ranged from $4 million to
$60 million. It depended on who you
were talking to. Everybody gave me a
different opinion.”

The long production hiatus at Barris
Industries came at a time when all the
company’s shows were “on the down-
side, and we decided we wanted to rest
for a while and come back in about a
year,” Granoff says.

Barris Industries has had some in-
terest in other business ventures. “We
took control of a company called Ply-
Gems at the end of 1981,” Granoff says.
“It manufactured vacuum cleaner bags
and wood panelling. We just sold off our
interest in that company and made
about a $7.4 million profit.”

During the hiatus, Chuck Barris wrote
a book, and Granoff went into retire-
ment. He returned about a year ago and
formed Bel Air Programs Sales for
Barris. The new company is now selling
the company’s product.
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Flaherty nominated

Joseph A. Flaherty, vice president and
general manager, CBS Operations and
Engineering, CBS/Broadcast Group, has
been nominated to the rank of Chevalier
de 1I'Ordre National de la Legion
d’Honneur. The French government
gave the honor to Flaherty in recogni-
tion of his efforts aimed at promoting
friendship and understanding between
France and the U.S. Flaherty was
named vice president at CBS in March,
and was vice president, engineering and
development, since 1977 and general
manager, engineering and development,
from 1967 to 1977. He has been a mem-
ber of the professional engineering staff
at CBS since 1957.

Radio syndication

Drake-Chenault Enterprises has been
bought by Wagontrain Enterprises,
whose principal owner is William S.
Sanders. Denny Adkins, president of
D-C, will remain in that position. Gene
Chenault founded D-C in the 1960’s
along with Bill Drake. Both successfully
consulted the RKO chain and intro-
duced the Drake format, which remains
the standard of contemporary radio. At
present, D-C consults some 300 stations
nationwide, in addition to several in
Canada, The Pacific, Australia and
Japan.

Sanders, who began his broadcasting
career in 1953, in Armed Forces Radio,
formed Wagontrain in 1981. Wagontrain
has interests in seven radio stations,
including KPER(FM) Hobbs, N.M.,,
KOTE/KKZZ(FM) Lancaster, Calif. and
a cable TV system servicing Ft. Collins,
Colo.

Bob Hoffmaster has joined United
Stations Radio Network in the affili-
ate relations department, Washington.
Before joining the network, Hoffmaster
was production director at WBMW(FM)
Washington. At USRN, the network will
offer Country Six Pack, the firm’s yearly
offering of six three-hour specials, to
coincide with the biggest holidays of the
year. The first installment premieres
Memorial Day weekend, to celebrate
Loretta Lynn’s silver anniversary since
her first hit.

Sklar Communications has added
WMKR (formerly WMAR-FM) Baltimore,
and KOFM Oklahoma City, to its client
roster. In addition, a new weekly one-
hour radio series, The Computer Con-
nection, is being syndicated by UPI with
Skylar as developmental consultants.

Info Radio, daily 90-second news and
lifestyle feature from Warner Pub-
lisher Services, has marked its fifth
year of continuous broadcast. Of the 400
stations airing the program, more than
50 per cent are in the top 175 markets.
Broadcast copy comes from 15 national

magazines distributed by Warners.
Production and syndication is handled
by Cinema Sound.

B’nai B’rith winners

WOR-TV and WOR New York each won
an Edward R. Murrow Brotherhood
Award, sponsored by the cinema/
radio/TV unit of B’nai B’rith. Winners
were announced at a sixth annual
ERMBA luncheon. The organization
honors those news features and public
affairs programs, as well as pubiic ser-
vice announcements and cominentaries,
that best promote human under-
standing and good relations among
people.

The winners were, in the category of
television network news features/public
affairs, New Kid on the Block, Mary-
land Public Television, carried by PBS
stations; the same category in radio,
Prisoners of War, NBC Radio Network;
New York TV stations, news features,
Nine on New Jersey—Poverty, WOR-
TV; in radio, Sing Sing: The View From
B Block, WOR radio.

In radio PSAs, WABC won for Rocka-
bye Baby, 10-part series on teenage
pregnancy. In addition, WNBC-TV New
York won two special citations. One was
for the station’s editorials and the other
for PSAs on Black Citizens for a Fair
Media.

Dow Jones, Mutual tie

Dow dJdones & Co. has signed a letter of
intent to distribute the Dow Jones News
Service over Multicomm, nationwide,
FM subcarrier telecommunications
service developed by the Mutual
Broadcasting System. Under terms of

b

Tony Randall, r., host of ““Television: Our Life and Times,” On

the agreement, Mutual Satellite Ser-
vices, a division of MBS, will provide
real time subcarrier distribution of
Dow’s news service on a trial basis to
Multicom receiver in New York begin-
ning this month.

The distribution to financial institu-
tions will be Monday through Friday,
from 8 a.m. to approximately 6:30 p.m.
Dow could expand its use of Multicomm
to more than 2,000 points in the top 10
markets by the end of September, with
sites added throughout the top 100
markets thereafter as needed, according
to MSS.

Multicomm was develped by Mutual
for organizations needing to send en-
coded information in data, audio or
software formats from one originating
point to a multiple number of reception
sites at speeds up to 9,600 bits per sec-
ond. Mutial’s uplink facility is in Bren
Mar, Va. The service uses a properitary
error detection and correction algorithm
to ensure very low bit error rates.

Florida chapter formed

A Florida chapter of the Broadcast Pi-
oneers has been formed. President of the
chapter is Walter M. Windsor, president
of Comco, Inc., broadcast station group
headquartered in Orlando. Other
elected officers are Donald K. Clark,
media broker; and Marion Stephenson,
former NBC vice president. A total of 34
broadcasters, both past and present,
have joined the chapter. The first annual
meeting will be held June 29, in con-
junction with the annual convention of
the Florida Association of Broad-
casters.

.

the Air/RKO Television production in association with Ailes
Communications, takes a break during shooting of the two-hour
syndicated special to air this month on a cash-plus basis. Joining
Randall are, l.-r., Roger Ailes, executive producer; Jack Paar,
special featured guest; and Alan Zaressky, president, On the

Air.
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Commercials

NAD continues to resolve challenges

One of the major stories that continues
to go unnoticed, is the quiet states-
manlike way the National Advertising
Division of the Council of Better Busi-
ness Bureaus, a intra- industry entity
with no punitive powers, has helped the
industry put its house in order.

In March, the NAD resolved 12 chal-
lenges. Resolution means the NAD
prevailed successtully on the advertiser
to withdraw the commercial, or make
substantive changes in the content to
satisfy the complaint or determine that
the advertiser had proven his claim and
that the challenge was not valid.

In virtually all cases, the advertiser
has voluntarily abided by the decision.
By any definition, NAD, which has now
been in operation since 1971, and has
resolved almost 2,300 cases, is a re-
markable record of self policing.

The dozen challenges resolved in
March, included a challenge handled by
the Children’s Advertising Review Unit,
(CARU) and continued liaison with the
National Advertising Review Board.

The March case log is typical in an-
other way. It shows the diversity of ad-
vertisers that come before the NAD in
challenge context, and the different
avenues of complaint that can be uti-
lized.

Not only can a competitor initiate a
challenge, but a consumer, a special in-
terest group, and the NAD itself, can
also question the content of any adver-
tisement in any medium.

In March, six cases were closed after
NAD agreed advertisers had substan-
tiated their claims. Subjects included a
personal computer, a diet plan, a
moisturizer, residential fuel oil, a por-
table video camera and canned vegeta-
bles.

On the other hand, six cases were
closed when the advertising was with-
drawn or advertisers decided to modify
their claims.

Where do the challenges come from?
Two were the result of the NAD/CARU
monitoring program, six came from
competitors, one from a consumer or-
ganization, and three others from con-
sumers who complained to the Better
Business Bureaus or directly to NAD.

Of the 12 challenges issued, seven
were on television commercials, six in
which the advertiser substantiated these
claims. The seventh, for S.C. Johnson &
Sons, Inc. Curel moisturizing lotion and
cream, was settled when the advertiser,
though vigorously disagreeing with one
aspect of NAD’s findings, said it would
withdraw the commercial.

This spirit of intra-industry cooper-
ation, is, in the opinion of authoritative
observers, the ingredient that makes the
system work.

Entries break record

There were 19,506 entries submitted
for Clio’s 26th annual awards competition,
up 10 per cent over last year's previous

Joe Cortese () played a creative director in a made-for-1v movie over ABC-TV

on May 11, called “Letting Go.” In order to get some insights for his performance,
Cortese visited Murray Kalis, senior vice president and creative director,
HCM/Los Angeles, and followed him around for one working day. Did he get
anything out of it. “Sure . 1 got a lot,” Cortese savs, “tempo, kind of rhythm, some
professional jargon. These guvs are under tremendous pressure. I observed the
way Kalis regards products, very introspective. The way he talks to art direc-

tors—very laid back.”
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record of 17,669 entries.

Judging began in February with pre-
liminary sesssions held in Chicago, Los
Angeles, Minneapolis, New York, San
Francisco and St. Louis.

Less than 2 per cent of total entries
will pull down the statuette at the
awards ceremonies to be held in New
York on June 17 at the New York State
Theatre at Lincoln Center.

Bow new Monitor

The Monitor Award, symbol of
achievement in the video tape industry,
has been given a plaque-lift.

BEES e vEMENT
N iN
NEWS/DOCUMENTARIES

When the Videotape Production As-
sociation (VPA) holds its 1985 gala on
June 10 in the New York State Theatre
at Lincoln Center, winners will be pre-
sented with a newly created symbol of
their achievement.

Linda Glovitz, chairs a subcommittee
on awards that came up with a proto-
type that reflects the high tech image
the VPA wants to project.

The award, (see photo) was approved
by the Monitor Award Executive Com-
mittee, chaired by Walter Hamilton and
Marcia Greenfield, and will be presented
to winners at the ceremony itself.

At earlier galas, the award was for-
warded to recipients at a later date.

Standbys win at One

Nike, via Chiat Day, Pepsi Cola, via
Batten Barton, Durstine & Osborn,
Federal Express, via Ally & Gargano, all
agencies and advertisers that have
tasted the thrill of victory rather than
the agony of defeat in other award
competitions, were the major winners
again at the One Show held in New York
earlier this month. It was a victory for
the big advertisers.

On the radio side, Cargill, Wilson &
Acree/Atlanta, won best campaign for
its work on Alabama Power and Fallon
McElligott Rice, the big winner last
year, notched a first for best single con-
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sumer radio commercial.

Ron Berger, president of the One
Club, as well as senior vice president/
creative group head, Ally & Gargano,
told the audience, that “awards are no
longer irrelevant. Agencies, recognize
their value. When an agency spends as
much as $40,000 in entry fees for com-
petitions you can assume that they are
serious about winning.”

Berger went on to note that the One
Club received more than 5,000 entries
this year, up substantially from last year
(see other Mini in this section noting
Clio’s increase in entries) and that it was
going to pay more attention to its third
place winners now and in the future.

Berger, a successful and prolific
working agency creative, confirmed
what most agency senior execs have
known for some time. Awards can be
translated into substantial pay raises
and new pieces of business. Some shops
that will be effecting that translation are
listed below, in order of their finish,
Gold (1), Silver (2) and Bronze (3).

Public Service Radio: Single

Market share: Writers, Jay Taub,
Tod Seisser; Client, Kronenbourg Beer;
Agency Producer, Bob Nelson; Agency,
Levine, Huntley, Schmidt & Beaver.

Original People: Writer, Robert
Neuman; Client, American Museum of
Natural History; Agency Producer,
Tony Wellman; Agency, Ogilvy &
Mather.

Nell Carter: Just Go!: Writer, Sherry
Nemmers; Client: Breast Exam Center
of Harlem; Agency Producer, Sherry
Nemmers; Agency, Dancer Fitzgerald
Sample.

Public Service Radio: Campaign
(Only‘One_Finalist)_ (Gold)

Writer, Cindy Henderson; Client,
Seattle Sea Aquarium; Agency Produc-
er, Bernie Hafeli; Agency, Livingston &
Company/Seattle.

Consumer Radio: Single

Marcus: Writer, Jarl Olsen; Client,
New Orleans Breakers; Agency Pro-
ducer, Jarl Olsen; Agency, Fallon
McElligott Rice.

Craving: Writer, Joy Golden; Client,
Fromageries Bel; Agency Producer,
Michael Pollock; Agency, TBWA.

Dust Bunnies: Writer, Jarl Olsen;
Client, Pronto Ristorante; Agency Pro-
ducer, Jarl Olsen; Agency, Fallon
McElligott Rice.

Con.r:ume!' Radio:vCa'mpaign
Writer, Dick Orkin; Client, Alabama

Power; Agency Producer, Dottie Martin;

Agency, Cargill Wilson & Acree/At-

lanta.

Writer, Joy Golden; Client, Fromag-
eries Bel; Agency Producer, Michael
Pollock; Agency, TBWA.

Writer, Mike Koelker, Mark Vieha,
Jake Holmes, and Art Twain; Client,
Levi Strauss; Agency Producer, Steve
Neely; Agency, Foote Cone & Belding/
San Francisco.

Public Service Television Single

Nell Carter: Art director, Kathy Ed-
wards; Writer, Sherry Nemmers; Client,
Breast Examination Center of Harlem;
Agency, Dancer Fitzergald Sample.

Let’s Spend the Night Together: Art
Director, Mike Moser; Writer, Brian
O’Neill; Client, California Broadcasters
Association Against Drunk Driving;
Director, Mike Cuesta; Production Co.,
Griner/Cuesta; Agency producer,
Richard O’Neill; Agency, Chiat/Day—
San Francisco.

Debbie: Art director, Michael Dili-
berto; Writer, Jeff Millman; Client,
Maryland Council for Development
Disabilities; Agency Producer, Tom
Trahan; Agency, Smith Burke &
Azzam/Baltimore.

Public Service Television
Campaign (Only one Finalist)
(Bronze)

Art Director, Doug Lew; Writer, Bob
Thacker; Client, Minneapolis {nstitute
of Arts; Director, Steve Griak Produc-
tion Co., Wilson-Griak; Agency, Chuck
Ruhr/Mpls.

Consumer Television:_lO_Si_nglg

Fred’s Weenies: Art Director, Mi-
chale Tesch; Writer, Patrick Kelly;
Client, Federal Express; Direetor, Pat-
rick Kelly; Production Co., Kelly Pic-
tures: Agency producer, Jerry Haynes;
Agency, Ally & Gargano.

Plug: Art Directors, Lee Clow and
Brent Thomas; Writers, Steven Hayden
and Penny Kapousouz; Client, Apple
Computer; Director, Mark Coppos;
Production Co., Directors Consortium;
Agency producer, Morty Baran; Agency,
Chiat/Day—Los Angeles.

Consumer Television: 10 Single

Croissants: Art director, Barry Vet-
ere; Writer, Ron Berger; Client, Dunkin
Donuts; Director, Dick Loew; Produc-
tion Co., Gomes-Loew; Agency Pro-
ducers, Beth Forman; Agency, Ally &
Gargano.

Consumer Television: 10
C_ampaign_ -

Art director, Michael T'esch; Writer,
Patrick Kelly; Client, Federal Express;

Director, Patrick Kelly; Production Co.,
Kelly Pictures; Agency producer, Jerry
Haynes; Agency, Ally & Gargano.

Art directors, L.ee Clow and Brent
Thomas; Writer, Steve Hayden and
Penny Kapousouz; Client, Apple Com-
puter; Director, Mark Coppos; Produc-
tion Co., Directors Consortium; Agency
Producers, Morty Baran; Chiat/Day,
Los Angeles. (Only 2 finalists Gold &
Silver).

Consumer Television: 30 Single

Sweats: Art director, Brent Thomas;
Writer, Brent Bouchez; Client, Nike;
Director, Mark Coppos; Production Co.,
Directors Consortium; Agency Produc-
er, Richard O’Neill: Agency, Chiat/Day,
Los Angeles.

Lester Hayes: Art Director, Gary
Johns; Writer, Jeff Gorman; Client,
Nike; Director, Mark Coppos; Produc-
tion Co., Directors Consortium; Agency
producer, Morty Baran; Agency,
Chiat/Day—Los Angeles.

Consqmgr Television: 30 Single

Blues: Art directors: Chris Blum,
Leslie Caldwell; Writer, Mike Koelker;
Client, Levi Strauss; Director, Leslie
Dektor; Production Co., Petermann/
Dektor; Agency producer, Steve Neely;
Agency, FCB/San Francisco.

Consumer Television: 30
Campaign

Air directors, Nick Gisonde and Dave
Clark; Writers, Charlie Breen, Bob
Tamburri; Client, Miller Brewing/Lite
Beer; Director, Bob Giraldi; Production
Co., Giraldi Productions; Agency pro-
ducers, Marc Mayhew, Andy Cornelius;
Agency, Backer & Spielvogel; Art di-
rector, Tony Angotti; Writer, Tom
Thomas; Client, BMW of North Amer-
ica; Director, Michael Seresin; Produc-
tion Co., Brooks Fulford Cramer Seres-
in; Agency producer, Lorange Spen-
ningsby; Agency, Ammirati & Puris; Art
director, Tod Seisser; writer, Jay Taub;
Client, Citizen Watches; Agency pro-
ducer, Rachel Novak Agency, Levine
Huntley Schmidt & Beaver.

Consumer Television Over: 30
(:45/:60/:90) Single

I Love L.A.; Art directors, Lee Clow,
Gary Johns; Writer, Jeff Gorman;
Client, Nike; Directors, Tim Newman,
Mark Coppos; Production Cos., Jenk-
ins/Covington/Newman,  Directors
Consortium; Agency Producer, Morty
Baran; Agency, Chiat/Day.

Heartland: Art director, David Lamb;
Writer, Larry Simon; Client, Anheu-
ser-Busch/Bud Lite; Director, Joe
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Advertising Directory of

Selling Commercials

Budweiser

DOLPHIN PRODS., N.Y., COMPUTER ANIMATION

CBS Toys
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CONCEPT STUDIOS, Burbank, CA

Celebrity Pursuit » C.E.L.

Health Stop « Clarke Goward Fitts

i
Health Stor

N\

GIFFORD ANIMATION, New York

Kenner Toys ¢ Grey Advertising

KCMP PRODUCTIONS LTD., New York

Spitalnick

LEWIS COHEN & COMPANY, INC., New York

Chef Boy-Ar-Dee ¢ Young & Rubicam

THANK GOODNESS FOR
GHEF BOVARDEE

KCMP PRODUCTIONS LTD., New York

60

DOLPHIN PRODS., N.Y., COMPUTER ANIMATION

WALA-TV « Mobile, Alabama

I-F STUDIOS, New York

Commercials continued

Pytka; Production Co., Levine/Pytka;
Agency producers, Gary Conway, David
I.amb; Agency, Needham Harper
Worldwide/Chicago.

Spaceship: Art director, Harvey
Hoffenberg; Writers, ’hil Dusenberry
and Ted Sann; Client, Pepsi-Cola; Di-
rector, Ridley Scott; Production Co.,
Fairbanks Films; Agency producer,
Phyllis Landi; Agency, BBDO.

Consumer Television Over :30
(:45/:60/:90) Campaign

Art director, Harvey Hoffenberg;
Writers, Phil Dusenberry and Ted Sann;
Client, Pepsi-Cola; Directors, Bob Gir-
aldi, Barry Meyers, Ridley Scott; Pro-
duction Cos., Giraldi Productions;
Sunlight, Fairbanks Films; Agency
producers, Phyllis Landi and David
Frankel, Agency, BRDO.

Consumer Television Over :30
(:45/:60/:90) Campaign

Art directors, Chris Blum and Leslie
Caldwell; Writer, Mike Koelker; Client,
Levi Strauss; Director, Leslie Dektor:;
Production Co., Petermann/Dektor;
Agency, Foote Cone Belding.

Art director, David Lamb; Writers,
David Klehr, Larry Simon, Client; An-
heuser-Busch/Bud Lite; Director, Joe
Pytka; Production Co., Levine/Pytka;
Agency producers, Gary Conway, David
Lamb; Agency, Needham Harper
Worldwide/Chicago.

Ad makers

When an agency adds about $200 mil-
lion in billings to its coffers inBne year,
those who played a major part in the
growth will, ultimately be recognized.

J. Walter Thompson’s progress in
terms of adding, not only billings, but
creative clout has been reported in this
publication, and now two of the prime
movers in the ascendancy of its New
York office have been elected to the
shop’s board of directors.

Bert Metter

Steve Bowen

Bert Metter, vice chairman of JWT,
USA, and Steve Bowen, executive vice
president and general manager of
JWT/NY, have been elected members
of the board of directors.
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Terry Scullin, a creative supervisor
at the agency, has also been named a
vice president. Scullin joined BBDO in
1972 as a copywriter. He was promoted
to creative supervisor in 1980, and has
worked on DuPont, (GGeneral Electric,
Hammermill for the agency.

Beverly Blake and Bill Strateman
have been named group vice president
at HCM/Los Angeles.

Blake has Wienerschnitzel Restau-
rants, LouverDrape accounts under her
aegis. Previous agency affiliations were
with Marsteller/Los Angeles and at
Benton & Bowles.

Strateman has supervised a broad
range of consumer accounts at the
agency’s Los Angeles office. He trans-
ferred to Marsteller/LA in 1974 after
working at the agency’s New York office
as a copywriter on United Technologies
and Keep America Beautiful.

Dan Fairman and Joel Seiden have
been named senior vice presidents of
William Esty. Both are creative direc-
tors on the agency’'s Nissan Motor
Corp. U.S.A, account.

Seiden continues to serve as creative
director for Nissan trucks. He joined
Esty in 1973 as a senior copywriter, was
named vice president and creative di-
rector for the truck division of the Nis-
san account in 1983.

Fairman continues as creative direc-
tor on Nissan cars. He started at Esty in
1966, putting in nine solid years on the
shop’s packaged goods accounts, after a
short stint with J. Walter Thompson on
the Ford Motor Co. business. He re-
turned to Esty in 1976 as a vice presi-
dent of Nissan.

Several weeks ago, Frank DeVito
vice chairman and director of creative
services at SSC&B: Lintas USA, reor-
ganized the upper executive echelon of
its creative department.

The reorganization involved several
major appointments. Four groups will be
headed up by the following executive
creative directors: Michael Shalette,
executive vice president; Judith P.
Lotas, executive vice president and
Lynn Giordano, senior vice president.
A fourth director has yet to be named.

George Bragg, who succeeds Jeff
Devlin as vice president and director of
Broadcast Production, also reports to
DeVito. Bragg, a production veteran
who comes to SSC&B from Kenyon &
Eckhardt, Inc., is in the midst of several
out-of-town get acquainted trips with
agency clients.

Ira Chynsky has been named vice
president, director of creative services
administration. He also reports to
DeVito, and, before joining SSC&B,
held similar responsibilities at LKP.

Sherri Fritzson well traveled, vet-
eran has been named senior vice presi-
dent and director of television and radio

Sherri Fritzson

production at Foote Cone & Belding,
New York. Len Sugarman, executive
vice president and executive creative
director, tapped her for the assign-
ment.

Fritzson has been with the skop since
June, 1984, as a vice president and se-
nior producer. Her promotion is tacit
indorsement of her three-month tenure
as acting head of production. Two of the
spots she has produced for FC&B in-
clude Data General's “Tank”™ and
“Catapult” spots.

Fritzson's agency background in-
cludes an initial stint at Benton &
Bowles, from 1972 to 1974, followed by
tenures at Rosenfeld, Sirowitz & Law-
son, and then at Geers Gross, where she
was executive producer.

A

Pam Dean has been named a copy-
writer at Brand & Gerber & Shick.
Before B&G&S, Dean worked for sev-
eral northeast Ohio agencies in a similar
capacity. She also worked in radio as a
production assistant.

Geer, DuBois has Robert Kilzer,
group creative director on the IBM ac-
count, to senior vice presidential status.
He joined GDB 18 months ago to su-
pervise the creative work on its IBM
business. Before that he was a vice
president and copy chief at the Bloom
Agency’s New York office.

At Quinn & Johnson/BBDO in
Boston, Paul Regan has been named
senior vice president and executive
creative director. He formerly was a se-
nior vice president and associate crea-
tive director at Hill, Holliday, Connors,
Cosmopulos, Inc. The post is a new one.

Regan joined Hill Holiday in 1976,
and worked on The Boston Globe, Lotus
Development Corp. and Ocean Spray as
well as other pieces of HHCC busi-
ness.

Pam Dean
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Now airing
in broadcast |

markets
m.w..m..mm around the
world

R DECADE OF VIDEOTAPE STANDARDS |
CONVERSION €XPERIENCE

NTSC/PAL/PAL-M/SECAM I

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

Unitel video

Complete Videotape
Production Facilities
Studio--Mobtle--Post Production

UNITEL VIDEO
515 West 57 St., NY 10019
Phone: (212) 265-3600

TELEVISION VIDEOTAPE
SATELUITE COMMUNICATIONS

(412) 928-4700 / (800) 245-4463

25 Years of Videotape (all formats)
Duplication, Standards Conversion, Satellite
Uplink and Space Segment Service to
Broadcasting and Industry.

TVSC/GROUP W PRODUCTIONS
310 Parkway View Dr., Pitts., PA 15205
Phone: 1-800-245-4463

DIQITAL
STANDARD

17, %", ¥2* Duplication
110 1000 %2° Coples a day At our Sth Ave. Facility
PRODUCTION & POST PRODUCTION
*Studio “On Location on % ° or 1*
% * Oft-Line Editing with Chyron

CONVERSION A
PAL-SECAM-NTSC 4
DUPLICATION !

ANS inTERNATIONAL VIDEO LTD.

ANS INTERNATIONAL VIDEO, LTD.
396 Fifth Avenue, NY, NY 10018
Phone: (212) 736-1007
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Commercials continued
New campaigns

Coca Cola changed its formula; now
Burger King is changing the size of its
Whopper.

Straight from its Miami headquar-
ters, Burger King announced that, be-
ginning June 1, the Whopper, which the
hamburger maker calls its “flagship
sandwich,” will increase in size from 3.6
ounces to 4.2 ounces of “flamed broiled
beef” and be served on a new kaiser cut
bun.

In case you think this is small pota-
toes, (the company is sticking with its
current formula for French fries) Burger
King is launching a $30-million adver-
tising campaign, the bulk of it in televi-
sion, to coincide with the release of the
bigger Whopper.

The campaign will run eight weeks.
Details were not available at presstime,
but Tim Arnold of J. Walter Thompson
promises "'a campaign as innovative as
the production innovation itself.”

Burger King Corp. and its franchisees
operate approximately 4,000 restaurants
worldwide, and had system-wide sales of
$3.4-billion in fiscal '84, second only to
that of McDonald'’s.

Biederman & Co. has put together
aspot on behalf of the ITT XTRA per-
sonal computer and its new Voice
Communications Systems.

The premise for the spot is straight
forward enough. A boy and a dog, a St.
Bernard, are seen entering a busy office,
hunting down an unused XTRA and
sitting down in front of it to view cross-
section diagrams of an aircraft.

The boy calls up a series of sideviews
and overhead shots. Then the dog barks,
and a dish of dog food pops up on the
computer screen.

The commercial illustrates a key
feature of I'TT’s voice recognition op-
tion: It will respond to a vocabulary of as
many as 200 command words that the
user stores in it.

The spot is airing in I'TT’s regular
schedule of news, sports and entertain-
ment programs. Barry Biederman
wrote the copy, Howard Benson art
directed and produced. Rob Lieber-
man of Harmony Pictures was the di-
rector.

Is tourism vital to the Bahamas? One
of the statistics trotted out at the in-
troduction of the island’s new $6-million
multi-media ad campaign, is that tour-
ism accounts for 58 per cent of the
islands’ gross income and is responsible
for two out of every three jobs.

The Bahamas had a 20 per cent in-
crease in tourists last year, and the ob-
jective of this year’s campaign, according
to tourism minister Clement E. May-
nard, who also supplied the statistics
reported earlier, is to not only maintain
the increase of tourists, but also per-
suade them to step up their per capita
expenditure.

NW Ayer, agency for the Bahamas,
will continue to employ the current
theme, “It’s Better in the Bahamas,” but
will tack on a new afterthought. “You
may not want to do it all, but it’s nice to
know it’s there.”

Ayer is running a new (one 30-second)
TV commercial in 14 major markets and
supports this with a $1.5-million maga-
zine expenditure.

Barbara Feldon is the spokeswo-
man for a 60-second spot that acquaints
the viewer with four product areas for
Allegheny International, a high
technology company.

Created by Burton-Campbell, the
Atlanta-based advertising agency, the
Allegheny products include: tiny mi-
crochips that run everything from
computers to wristwatches, Sunbeam
products such as the Oskar, a new small
food processor; the Omni blanket, which
adjusts to body temperatures and the
Monitor iron with an electronic brain
that turns itself off.

Theme for the campaign is: “Tech-
nology to meet a world of needs.” Pais-
ley Productions, Los Angeles, pro-
duced the spot, which has regional
showings in New York and Pittsburgh.

J. Walter Thompson has launched
a multi-million dollar television cam-
paign for Baby Fresh, pre-moistened
towelette for infants from Scott Paper
Co.

The campaign leans heavily on James
Brown-type barrelhouse rock, using the
“I Feel Good” song that is associated
with him.

Visuals are of the infants who “dance”
to the music, clap hands and beat out
the rhythm on a Baby Fresh package.
The product comes in an unscented or
regular brand.

Lyrics to the rock beat shout out the
sales message, "'l feel clean. Baby Fresh
clean. It gets me tender loving clean.”

Jud Falby, of his own production
company, JED commercials, had the
opportunity to direct the young talent.
Billy Eaton arranged the “I Feel Clean”
music. HEA was the music production
house, and Bobby Floyd was the vo-
calist.
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VIDEO DUB INC.

VIDEO DUB INC.
New York (212) 582-9550
Chicago (312) 337-4900

Conception to Completion

ANIMATION
COMPUTEHR

DOLPHIN

DOLPHIN PRODUCTIONS, INC.
140 East 80th St., NY 10021
Phone: (212) 628-5930

POST-PRODUCTION

COMPANIES—your tele-
vision prospects read
Television/ Radio Age.
Reach them effectively in
these columns. For infor-
mation call in New York,
(212) 757-8400.

MATRIX VIDEO
727 Eleventh Ave., NY 10019
Phone: (212) 265-8500
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Commercials circuit
Bruce Nadel, New York based direc-
tor/cameraman and principal of the
commercials production house, Nadel-
Noir, has just wrapped two spots for the
American Dairy Association, via
D’Arcy, MacManus Masius in Chi-
cago.

Vincent Price is the spokesman for
the two spots designed to enhance con-
sumers' awareness of the “Real” seal
symbol, which identifies dairy foods and
beverages.

In the 30-second spots, the world is
literally one of real dairy products. In
the first spot, Price draws viewers into
a miniature vista landscaped with heroic
proportions of cottage cheese. More
than 1,000 pounds of cottage cheese
were used to create the scenic hills,
mountains and plains. The cottage
cheese-covered terrain is garnished with
celery and pineapple trees, giant boul-
ders of green and red pepper and a clear
flowing stream »f French dressing.

In the second spot, the visual journey
is through a panorama of *delicious
dairy delights,” including sour cream,
milk, cottage cheese and yogurt.

The real world theme is meant to tie
in with whole milk ingredients, various
genuine cheeses and other dairy foods.

Price will also be used in the two 60-
second radio commercials, where the
nutrition provides continuity with the
TV spots. Alisa Lopano was line pro-
ducer on the TV spots, and Pat Croce
was the home economist. Colnet-Fryer,
produced the music for both broadcast
versions.

Nadler & Larimer has put together
a campaign for Faberge Organics
Shampoo that has a pretty powerful
protagonist. Miss World, Mary Stavin
of Sweden.

The product is made from wheat germ
oil and honey shampoo. Product shots
were alternated with slow motion images
of waving fields of wheat, through which
strolls, the tall, blonde Miss World in a
striking linkup of images.

Harley Flaum of Radio Band of
America, produced RBA composer/
arranger Tom Seller’s score. A harp is
layered over the rhythm section and
synthesizer lines to provide musical
contrast.

The creative director on N&L was
Irwin Goldberg. Jo Ann Harvard
produced the spot.

British Airways, conscious of the
footloose urge that comes over con-
sumers when spring breaks, has released
a Tony Scott directed 35.000 feet,”
spot which is running in the airline’s
gateway markets.

Music is taken from Delibes’ opera
Lakme, heard earlier in the airline’s
“Super Club” commercial. The agency
is Saatchi & Saatchi Compton.

e e ——— —— — —

Reeves Teletape
304 East 44th St. New York, NY 10017
(212) 573-8888

and agai®
¢ GERVICES

pute
@ SA-(‘)“ target

Reeves Teletape Duplication Center
35-30 38th St. Long Island City, NY 11101
(718) 392-9560

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

Qur unique
digital process
of converting
to & from the
three world
video standards

DEVLIN PRODUCTIONS INC.
150 West 55th Street NY 10019
Phone: (212) 582-5572

63



THE NO1

\UTUMN MARKET

The Fourth London Market is the Premier
Autumn Televisual Trade Fair for Broadcast,
Satelliteand Pay/Cable Televisionand Home

Videobecause. ..

1,000 companies from over 60 countriesare
represented.

2,500 key executives from the televisual industries
attend.

900 international buyers attending receive
complimentary registration and hotel subsidies.

150 exhibitors premiere new autumn product and
discuss future projects covering the full spectrum
of programming needs.

Our clients know that the London Market is where
real business isdone inan efficient and relaxed
environment and where ALL your business across
the media can be accomplished in one trip!

THE LONDON MARKET

THE ONE AND ONLY TELEVISUAL MARKET
WORTH PUTTING PEN TO PAPER FOR!

r}<___——-____rvﬂ

PLEASE SEND ME MORE DETAILS OF
THE 1985 LONDON MARKET

NAME
COMPANY.
ADDRESS

BUYERD SEILLERD

FILL IN AND RETURN TO- LONDON MARKETS LTD
33 SOUTHAMPTON STREET LONDON WCZE THQ
TELEPHONE 01-240 8676 - TELEX 295037




TRIBUNE’S SELLER’S MEDIA
KTLA BUY  OPINION PRO

Wall Street feels Tips given for Radio’s use as
company can handle consistent sales an all-purpose
purchase price/67 performance/71 media tool/73

TELEVISION/RADIO AGE

Report

Keloland TV
Puts Midwestern
Muscle Behind

Your Message!

We're more than a group of TV stations. We're a tradition in a busy. prosperous
midwest market 100 counties strong. People not only lock at us — they look up
to us. Because of superior programming and community service

Result: Greater advertising impact and selling power. No wonder so many
national advertisers add midwestern muscle with Kelo-Land TV, Consistently

® LkeloJand tv

Kelo-TV Sioux Falis. S.D. and sateltites KDLO TV, KPLO TV
pius Channel 15. Rapid City

Represented nationally by mm In Minneapolis by WAYNE EVANS




Television & Radio Features
the only game in town that offers
BRAND NAME PRIZES!!

PROMOTE YOUR STATION

¢ Increase your audience

* Increase your ratings

e Increase your sales

* Increase your profit

RUN YOUR OWN PROMOTION

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

CLIENT TIE-IN

Tie in with an advertiser

and sell a complete package!!!

SPECIAL PROMOTIONS:

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

SAMPLE CLIENT ROSTER

e DuPont ¢ Textron e Coty e Sheaffer/Eaton

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

e Carter Wallace, Inc. ¢ General Electric

e Rand McNally ¢ Corning Glass ¢ Houbigant
¢ Syroco ¢ General Mills

television
radio )
features,inc.

Willow Hill Executive Center

550 Frontage Rd. — Suite 3032
Northfield, IL 60093

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

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

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

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

Name Phone _
Tte ___ Station ___
Address

City, State, Zip o
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Spot
Report ...

Tribune should be able
to handle KTLA purchase

The Tribune Co. should be able to handle the hefty
price—$510 million—it paid for KTLA(TV)
comfortably in the view of some Wall Street analysts.
The reasons given vary, but they include what is said
to be a reasonable ratio of Tribune’s current
longterm debt to stockholders’ equity (see Wall
Street Report), market growth and room for KTLA to
improve its audience ranking.

“The station has slipped a little in the important
6-8 p.m. time period,” noted Ed Atorino, broadcast
analyst and first vice president at Smith Barney,
Harris Upham.

“The present owners have not invested much in
programming, and this gives Tribune a chance to
boost its audience there.” In this context, he pointed
to Tribune’s growing involvement in program
production.

The station’s current lineup in the 6-8 p.m. period
consists of Bosom Buddies, Happy Days Again,
Private Benjamin and That’s Incredible!. Its
Monday-Friday Nielsen share for these shows in
early May averaged about 11. In the February
Arbitron sweep book, KTLA had a 12 share in the 6-8
period vs. a 20 for KTTV(TV).

The station’s price to Tribune, which won the
blind bidding contest held by Morgan Stanley & Co.
for the investing group led by Kohlberg Kravis
Roberts & Co., amounted to 12 to 14 times cash flow,
depending on the 1985 earnings estimate.

Metered markets accredited

The Electronic Media Rating Council has completed
a year-long process and granted accreditation to the
A. C. Nielsen Co. for its metered market services in
Boston, Washington and Dallas and to the Arbitron
Television Meter Service in Houston, Detroit, Miami,
Boston and Washington.

Completion of this process leaves the Arbitron
Meter Service accredited in all of the 11 markets
where it operates, and Nielsen accredited in nine of
its 10 metered markets, according to reports from
both services. Nielsen is applying for accreditation
for Houston, its 10th metered market, which began
service on May 1.

In order to merit EMRC accreditation the
metering company must:

@ Adhere to the council’s minimum standards for
electronic media research.
® Supply full information to the EMRC regarding

all details of its operations.

B Conduct its measurement services substantially in
accordance with representation to the subscribers
and the council.

@ Submit to and pay the cost of thorough on-going
audits of the station index and metered market
operations to CPA firms engaged by the EMRC.

Avery-Knodel restructures

Avery-Knodel Television has separated the firm’s
selling efforts into three teams that will concentrate
on either affiliate or independent stations.

The New York sales teams have been renamed,
Red, White and Blue. Red and Whites get to pitch
the affiliates, and Blue the independents.

Annette Guerrieri, vice president and manager of
the current ABC team, will serve in the same
capacity as leader of the Red team. Maureen Kvam,
has a similar title with the White team. She formerly
headed up the CBS team at the rep firm. William
Azan, previously vice president and manager for the
NBC/IND team, will have the same title as Blue
team leader.

All three New York teams continue to report to
Taylor Eldon, vice president and general sales
manager of the station rep firm.

Robert J. Kizer, president of A-K, in explaining
the move, says, “the new sales structure allows
Avery-Knodel to provide a more specialized selling
effort for our represented stations.”

1985: $424.3 1984: $358.4

Complete TV Business Barometer details p. 30

Television/Radio Age, May 27, 1985
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Hofttest Special Becomes

The MUSIC OF YOUR LIFE
Special heated up the
winter around the
country. And it will be

_ the hottest weekly hour
series come fall!

Toni Tennille and top

guest stars perform the

lasting music of the 40s
to the 70s as studio couples relate heart-
warming stories of how songs touched their
lives. g

Produced by 2ob Banner
Associates in association
with Al Ham Productions
and Group W Productions.

Best Seller Becomes

We are pleased to announce as our
first television movie:

MARA

IEPINTA KA S
IJ—' “( \r-/l Y 1)/

1[ Growing Upin

& Sam Giancanas Family

N

Based on the book by
Antcinette Giancana and Thomas C. Renner.
Executive Producer: Jack Farren
Writer: Robert W, Lenski
Now in ere{production for showing on NBC-TV

New Excitement From

WESTINGHBUSE BROADCASTING AND CABLE, INC.

TELEVISION RADIO AGE

Spot Report

Campaigns

Alistate Insurance Companies, TV
Leo Burnett Co./Chicago

HOME OWNER’S INSURANCE is being
sold for 10 weeks that started in early
May in a long and nationwide list of
television markets. Media group
placed fringe and news avails to
appeal to both men and women, 25
and up.

American Home Products, RADIO
John F. Murray Advertising/New
York

SUN BURN PROTECTION is being
recommended for six weeks starting in
late May in a select but coast-to-coast
spread of larger radio markets. Buyers
arranged schedules to reach women 18
to 34.

American Egg Board TV
Campbell-Mithun/Chicago

EGGS are being promoted during May
and June in a select but nationwide
list of major television markets.
Negotiators set inventory to reach
both men and women, 18-plus.

Avis, Inc., RADIO

SFM Media Corp./New York

AUTO RENTAL is being advertised for
four weeks during May in a select but
coast-to-coast lineup of major radio
markets. Buyers placed schedules to
reach both men and women, 25 and

up.

Citizen of America, Tv

Levine, Huntley, Schmidt & Beaver/
Neuw York

WATCHES are being pitched in a long

and nationwide lineup of television

New for bones

Posture, new calcium supplement being
introduced by American Home Prod-
ucts’ Ayerst Laboratories Division, is
scheduled to start national television
advertising in “late second quarter.”
Agency is Saatchi & Saatchi Compton.

Edward L. Wax, president and chief
executive officer of the agency, predicts
that Posture “will satisfy a growing de-
mand for calcium supplements, re-
sulting from consumers’ increasing
awareness of the importance of proper
bone care.” And he says the agency has
already developed an initial strategic
direction for the product “and is moving
quickly to create advertising for the
brand’s national launch.”

Television/Radio Age, May 27, 1985




markets via advertising that started in
late April. The five to six weeks of
spot exposure is aimed at both men
and women, 18 and up. Media group

worked with primetime, news and THE M ETROM‘EDIA STAIIONS

fringe showings.

e ARE

The Stroh Brewery Co., RADIO, TV
MCA Advertising/Westport, Conn.
WHITE MOUNTAIN COOLER is being
advertised on both radio and
television for five to seven weeks Just Renewed
during May and June in a long and
coast-to-coast lineup of markets.
Media target is men and women, 18 to
34.

VLI Corp., RADIO
Keye/Donna/Pearlstein/Beverly Hills
CONTRACEPTIVE SPONGES are being
recommended for six weeks starting in For Two Years!

late May in a coast-to-coast selection

of larger radio markets. Demographic WNEW-TV New YOfk CIW
target is women 18 to 34. KTTV Los Angeles
Warner-Lambert Co., TV WFLD-TV Chicago
Ted Bates/New York WITTG WCIShinng‘nl

LISTERINE, CLORETS. and OTHER
PRODUCTS are set for eight to 13 KRIV-TV Houston

weeks of spot exposure in a long and
nationwide lineup of television

kets.
m?\;leiiia team concentrated on GROUP W 'S

daytime and fringe placement to reach
women and young adults.

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

EXTRA and OTHER CHEWING GUMS
are being featured for seven to 13 |
weeks that started on various April air
dates in a long and nationwide spread
of television markets. Schedules
include fringe, daytime and kid
inventory to attract an all-family

Just Signed

audience. )
Special Consultant:

& H y o 0 0
New 3M ‘family One of television's most creative and suc-
e P e R cessful producers now adds his expertise
against both men and women, here and to PM MAGAZINE! Alan LCﬂdSbUifgL a
abroad, is schedttnled N;;o startf in l!atc‘e leader inreality anc entertainment pro-
summer to promote 3M’s new family of’ : : . , ; :
Scotch video cassette products. Agency .gro m'mlng for ne’rwo_rks qnd 'sy. ndication,
is Grey Advertising, New York. Grey f 1S oc’nvelyl engcged in b”ngmg even
says the campaign results from “exten- more excitement to every nightly edition!

sive international market research
showing that creative communication
enables use of the same strategy and
execution anywhere in the world. Ex-
traordinary color speaks for itself.”
Foreign language versions of the TV
commercial are being produced in Jap-
anese, German, Spanish and Italian,
with the theme music specifically tai-
lored in each country to retlect national
taste.

New Excitement From

WESTINGHOUSE BROADCASTING AND CABLE. INC.
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Spot Report

Appointments_

Agencies

Frank J. Kopec has been elected a
senior vice president and director of
media services for HCM/Chicago. He
moves in from similar responsibilities
and the same title at D’Arcy
MacManus Masius/St. Louis.

Jay Holland has been promoted to vice
president of Needham Harper
Worldwide. He joined the agency in
February from D’Arcy MacManus
Masius and at Needham he is an
associate group director in the
Network Resources Group in the
Department of Media Resources in
Chicago.

Sharon Soike has been elected a vice
president at BBDO Minneapolis. She
came to the agency in 1966 as a
secretary and is now its media
director.

Migdalia Santana and Anna Fountas
have been named vice presidents at
Campbell-Ewald Co., Warren, Mich.
Fountas came to the agency in 1981 as
a media research supervisor and is
now manager of media research.
Santana is a media supervisor on the
Eastern Airlines account. She joined
Campbell-Ewald in 1982 following
posts at McCann-Erickson and at
Young & Rubicam.

John Urban, an associate research
director at William Esty Co., New
York, has been elected a vice
president at the agency. He joined
Esty’s research department in 1976

and before that had been market
research manager of American Can
Co. and had been president of his own
company, Sonic Boom, Inc., catering
to the youth market.

David Lemer, a broadcast supervisor,
has been promoted to vice president
at Foote, Cone & Belding. Lerner
joined FCB in February, moving in
from John F. Murray Advertising,
where he had been a network
television supervisor and negotiator.
Before that he had been a network
buyer at Grey Advertising.

Tyrone E. Albert has joined D’Arcy
MacManus Masius in St. Louis as an
associate research director on the
agency’s Banquet Foods and Mars
business. He comes to the agency from
a post as marketing research manager
for Brown & Williamson Tobacco Co.
in Louisville.

Robert Huff has been promoted to vice
president at Needham Harper
Worldwide in New York. He came to
the agency in 1978 as a senior planner
from J. Walter Thompson and is
currently an associate media director.

New office

Barry Weintraub, senior vice president
of McCaffrey and McCall, has been
named managing director of the new Los
Angeles office opened by the agency to
service the Los Angeles-based Enter-
tainment Division of the American
Broadcasting Co., which has been a
McCaffrey and McCall client since 1962.
The agency’s responsibilities for the
ABC division include primetime series
and specials, theatrical movies, daytime,
sports, Good Morning America, Week-
end Specials and After School Specials.
The new office is located at 1875 Cen-
tury Park East in Century City.

Media Services

Y
Jack Smith has joined Western
International Research, a division of
Western International Media Corp., as
senior vice president and director of
market research in Los Angeles. The
former director of audience research
for CBS News and vice president,
research for Paramount Pictures has
most recently headed his own research
company.

-
Dan Chepley, Jr. has been appointed
president of the new syndicated
programming entity, B/LA
Entertainment, Inc., formed by
Botway/Libov Associates. Chepley
steps up from senior vice president,
youth and leisure group at the media
service and will transfer from the
company’s New York office to
California.

Representatives

< g ,,
(o m A

Scott M. Lazare has been appointed
vice president, New York sales
manager at Blair Radio. He is
succeeded as manager of Blair Radio’s
Houston office by Susan E. Hagy who
moves up from account executive and
transfers from the rep’s San Francisco
office

Sabrina Leonard has rejoined Avery-
Knodel Television as manager of its
new Houston office. She began her
broadcast career with Avery-Knodel
in Dallas, and now returns from a post

70
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as account executive with KLBK-TV
Lubbock.

One Seller’s Opinion

Jacqui Rossinsky and Patrick Byrne
have been promoted to vice presidents
and regional managers for Hillier,
Newmark, Wechsler & Howard. Both
joined the company in 1981. Byrne
advances from Chicago sales manager
to head the Chicago region and
Rossinsky steps up from New York
sales manager to regional manager
based in New York.

Tom Belviso has been named to the
new staff post of vice president-
director of sales administration for
TeleRep. He is succeeded as vice
president, general sales manager of
TeleRep’s Tigers by Dick Singer wko
had been vice president, East Coast
sales manager, hased in Philadelph.a.

Roxanne Robertson has been
appointed Seattle sales manager for
Petry Television and Petry National
Television. She came to Petry from
the sales staff of KNTV(TV) San Jose
and at Petry reports to Bob Miggins,
vice president, regional area manager
and director of West Coast operations.

Robert Blagman has been promoted to
national sales manager of Katz
American Television’s Red sales team.
Blagman joined Katz as a sales trainee
in 1978 and now moves up from New
York manager of the Red team.

Botway keeps growing

American Media Consultants, Los An-
geles, has merged into Botway/Libov
Associates. Clifford A. Botway, chair-
man of both companies, continues as
chairman of the now larger Botway/
Libov Associates and Avram Butensky
continues as president and chief execu-
tive officer. Milton J. Beckman, who had
been president of AMC, becomes vice
chairman/director of B/LA, based in Los
Angeles, and Thomas Maney continues
as president and general manager of
B/LA of California. With addition of
AMC, Beckman says B/LA “now has
billings of nearly one-half billion dcllars,
making it the largest indeperdent
buying organization in the country.”

For consistent
sales performance:

S
. . %: . get the facts

Antonelli Altschuler

c onsistent performance is the yardstick by which spot television
salespeople are most accurately measured. What’s needed are
salespeople who can sucessfully call on any agency or account. To deliver
consistent performance, the spot television salesperson shouid analyze his/
her/agency/account list to determine which are the largest accounts.
Consideration should also be given to smaller shops showing promise of
growth. Generally, 20 per cent of a salesperson’s assigned accounts
represent 80 per cent of the activity. Once these accounts are identified,
time can be allocated so that it is most profitably spent.

A weekly schedule should be set up to systematically cultivate
relationships that will give the salesperson an edge over competitors.
Salespeople should be at the agency/client frequently to encourage the
prospect to get to know them personally, rely on their service, ask them
questions and build trust. This effort is usually blocked when salespeople
get trapped in the office doing paperwork or making phone calls. This is
where organization, discipline and commitment to success must take over.

The extensive preparation required before talking with buyers and
stations must not limit the time spent at agencies or clients. Extra time
must be invested. The sooner a salesperson realizes that selling is no 9 to 5

| job, the sooner he can reach full potential. The most productive times for

preparation, returning phone calls and discussing strategy are 7-9:30 a.m.,
noon-2 p.m., 4:30-7 p.m., and weekends. It’s not easy. But it’s the only way
to maximize time with prospects during business hours.

Gathering information is probably the most critical phase of the buy/sell
scenario. Without proper information the salesperson’s job is very difficult.
Basic information needed includes target demographic, cost-per-point,
number of points being bought, daypart requirements, time cut-off or
minimum rating restrictions. The sales assistant should be trained to get
this when the avail request is called in. If it is not available at that time,
the salesperson must get it before negotiations begin. Each buy is
different, market conditions continually change, and the salesperson must
develop enough trust with buyers to obtain accurate information regularly.
Essentially, what the salesperson wants to know is what the other stations
are coming in at with their packages and with individual spots. The
salesperson must find out what spots the buyer is looking at on the
competition, what numbers the buyer is giving these spots. what cost-per-
point these spots are coming in at, and ultimately what rates the buyer is
paying. A good salesperson will make the buyer understand that in order
to do a good job for the client, this information must be obtained. No
station will respond in the absence of concrete competitive information.
Ultimately, success in sales depends on knowing what to do and then
doing it. This discussion has focused primarily on some of the key areas in
the seller buyer relationship. In a forthcoming article we will describe some
equally key elements in organizing the avail presentation and in the seller’s
relationship with stations he or she represents.
—_Martin C. Antonelli, president, and Mark J. Altschuler, general sales
manager, Antonelli Media Training Center
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individual names updated weekly. )
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S THE RADIO LIST x

Get labels for 1 or all of 18 talk
© and music formats ... alphabetized
b)y mkt., call letters or zip-code.
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) Order pressure sensitive labels,
your own imprinted labels or envel-
opes, or individualized letters.
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® Get order forms from Bill Fromm,
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7 Cathy Ct., Glen Head, NY 11545,
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Stations

e 3

William P. Castleman has been
appointed vice president and general
manager of KTXA-TV Dallas-Ft.
Worth. He moves into the Gulf
Broadcast Group station from
Metromedia’s KRLD-TV, also Dallas-
Ft. Worth, where he had been station
manager and program director.

Richard G. Marschner has been
named vice president of WFMT, Inc.,
owner of WFMT(FM) Chicago and
Chicago magazine. He joined the
company in 1977 and became general
sales manager of the radio station the
following year. He continues as
general sales manager and now will
also oversee efforts to obtain
underwriting support for the station’s
syndicated distribution of classical
music and opera programming.

Lemuel E. Lewis has been named vice
president/administration for the
Broadcasting and Video Enterprises
Division of Landmark
Communications, Inc. He will transfer
to Landmark headquarters in Norfolk,
Va. from the company’s KLAS-TV Las
Vegas, where he has been general sales
manager. He is replaced in that post

Katz Radio switch

Dick Romanick has been promoted to
the presidency of Katz Radio. He suc-
ceeds Ken Swetz, now president of the
Katz Radio Group which includes
Christal Radio and Republic Radio
(formerly RKO Radio Sales) as well as
Katz Radio. Romanick joined Katz in
1975 as an account executive and now
moves up from vice president, general
sales manager of Katz Radio, based in
New York.
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Media Professionals

Radio as the
all-purpose tool
Sandra McQuality

Vice president

Group media director
Tracy-Locke

Dallas

andra McQuality, group media director at Tracy-
Locke, reports “stepping ur use of radio
considerably” for a fast-food client because 18 to 24
listeners make up its heaviest group of customers,
“and also happen to be among the lightest TV
viewers. They also spend a lot of time in cars—
particularly in this restaurant chain’s heaviest
distribution area through the West and Southwest.
And research tells us that eating in these restaurants
is most often a spontaneous decision rather than a
pre-planned activity. It’s the kind of thing where
people are driving down the road, hear the
commercial, and that reminds them they’re hungry
and starts them watching for our next restaurant,
coming up beside the highway.”
McQuality adds that when this chain expands into
new markets, the agency buys radio based on what

Arbitron’s Target AID shows up as the most effective
coverage of the five mile radius centering on each
new restaurant location. She says that for new
restaurants outside the West and Southwest, where
people are already familiar with good Mexican food,
the agency “developed special creative to educate
consumers about what to expect. We featured David
Brenner, who is very popular among the 18-24 set,
talking about how he tried Mexican food and saying,
‘Here’s what’s in it that makes it taste so good,” and
then he describes the ingredients. It proved to be
tremendously effective.”

McQuality also points out that while the
characteristics of most packaged products are stable,
restaurants change their menu. This, she says,
“means that radio’s flexibility and many variations of
format help us switch with each menu change. For
instance, when we’re featuring the hearty
combination platter we can target men with one
group of stations, and the following week when we’re
featuring our salads we can move to a different set of
stations to tell more women about it.”

In some markets, she says, the chain developed
good will and cross-plug advertising when the agency
tied in with a sun tan oil for a consumer contest
offering a Hobie Cat (sail catamaran) as a prize for
contestants picking up a free sample of the sun tan
oil and registering at one of the chain’s restaurants to
enter the contest. The catamaran went to the
registrant whose lucky number was drawn. Says
McQuality: “Besides the chain’s own commercials
that we paid for urging listeners to drop by and
register, the sun tan oil company ran its own
commercials telling their listeners to go to our
restaurants to enter and pick up their free sample.”

by Carole (Andy) Henderson, who
steps up from local sales manager.

E. Patrick McNally, vice president and
general manager of WAPP(FM) New
York, has been named to the
additional post of vice president,
general manager of Doubleday
Broadcasting’s other New York radio
station, WHN.

Dan O’Brien has been appointed
general manager of KONG-TV, the new
station in the Seattle-Tacoma market.
He was formerly manager of King
Broadcasting’s Mirage Division,

T. Eugene Malone has been appointed
general manager of WOLF-TV Wilkes-
Barre-Scranton and its satellite
WWLF-TV in Hazleton, Pa. His
previous broadcast career has
included posts with Harrington
Righter & Parsons and with
Metromedia’s WNEW-TV New York.

Eew Stations
On the Air

WiwT-Tv Jackson, Tenn.; Channel 16;
ADI, Jackson. Licensee, Golden Circle
Broadcasting, 364 North Royal, 38301,
Jackson, Tenn. Telephone (901) 424
1600; Bud Borchert, general manager;
Bill King, general sales manager.
Represented by Avery-Knodel
Television.

Air date, April 18.

Buyer’s Checklist

producing entertainment specials for
the cable and home video markets.

Ron Watson has been named general
manager of KQKT Seattle-Everett.
Before coming to the Behan
Broadcasting station Watson had been
sales manager at KSEA(FM), also
Seattle. 1956.

Ray J. Chumiey has been named vice
president, general manager of
Television Station Partners’ WEYI-TV
Flint-Saginaw-Bay City, Mich. He
moves in from the same post with the
company’s WTOV-TV Steubenville,
Ohio. Chumley has been with TSP
and its predecessor companies since

New Representatives

Avery-Knodel Television has been
named national sales representative
for KNMZ-TV Albuquerque-Santa Fe
and KXRM-TV Colorado Springs-
Pueblo. KXRM-TV is an independent
carried via Channel 21 and KNMZ-TV
is an independent station occupying
Channel 2.
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Hillier, Newmark, Wechsler & Howard
is now the national sales
representative for WKLS AM-FM
Atlanta, for KMGR(FM) Salt Lake
City, and for WORQ(FM) New London-
Norwich, Conn. WORQ is an adult
contemporary-gold and news
information station. KMGR (formerly
KUUT) formats the syndicated
Transtar 41 in stereo, and WKLS
AM-FM simulcast an AOR sound
Monday through Friday during
morning and afternoon drivetimes.

McGavren Guild Radio has been
appointed to represent Summit
Communications’ KCMO AM-FM
Kansas City and the Kansas City
Chiefs Network. Effective date of
McGavren Guild’s takeover will be
July 1.

Petry National Television has been
named national sales representative
for WLTX-TV Columbia, S.C. and
WAAY-TV Huntsville, Ala. WAAY-TV
is an ABC affiliate owned by Rocket

r—

$13.95 hardcover, 220 pages, 16
pages of black and white photo-

graphs

“For years the term ‘Top 40’ and
the name Rick Sklar were synon-
ymous. They both meant the
best in rock music. If you are
fascinated by the world of music,
its stars, its jungle warfare, its
fights for survival, then read Rick
Sklar's autobiography of therise

of rock radio in America.”
—Clive Davis, President

Arista Records

THREE DECADES OF RADIO & ROCK 'N ROLL

ROCKING AMERICA How The All-Hit
Radio Stations Took Over by Rick Sklar

|

[ ]
§ Name
=
=Address - _ _ _
§ Cit
|
H y

]
1 State
1

! Payment must accompany order. Return 8
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Please send me
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: postage)

“Without question, Rick Sklar
is the Dean of Contemporary
Radio Programmers, and the
man most responsible for
making the term ‘Top 40" a
household word.”

—Michael L. Eskridge
V.P. RCA Home Info. Systems

ROCKING AMERICA traces
the rise of rock 'n roll radio,
from its originsto its explosion
across the country and be-
yond, as it was experienced
by Rick Sklar as a radio pro-

grammer.

Rick Sklar is a radio and
music video program consul-
tant and was formally a con-
sultant for ABC-TV’'s music
video programs. He has been
program director at New York
radio stations WINS, WMGM,
and at WABC, which he built
into ‘‘the most listened-to
station in the nation.”

copies of ROCK

__Zip

City Television, Inc., and WLTX-TV,
owned by Capital Communications, is
a CBS affiliate.

Selcom Radio has added four more
station clients. They are KFKF AM-FM
Kansas City and WhRV and
WLVK(FM) Charlotte, N.C. WDRV
offers an adult contemporary format
and the other three stations feature
country music.

Weiss & Powell has assumed national
sales representation of WWKX(FM)
Nashville, KPOP(FM) Sacramento and
KJJY(FM) Des Moines. KJJY carries a
modern country format, and KPOP
and WWKX air contemporary hits.

New Call Letters

WLTQ(FM) is the new call designation
of Hearst’s WBTT(FM) Milwaukee.
The station also offers a new adult
blend of “light favorites” of the *60s,
"70s and today.

New Affiliates

Mutual Broadcasting System’s Rona
Barrett's Celebrity Talk, One on One
is now carried by WHN New York, wip
Philadelphia, wTOP Washington,
WBAL Baltimore, WMLF

Indianapolis, and WPRO Providence,
R.L

New Facilities

Fairbanks Communications’ WKOX
Framingham, Mass. has received FCC
authorization to boost its power to
10,000 watts and operate 24 hours a
day. Format is news and information.

Transactions

North American Radio, Inc., and
Kimochi, Inc., licensees of WINW and
wO0O0S(FM) Canton, Ohio, have
contracted to transfer the stations to
Broadcast Media Comp. for $2.5
million. Broadcast Media Corp.,
controlled by Carl Lanci and Randall
Blair, have also contracted to
purchase WKLH(FM) St. Johns-
Lansing, Mich. In the Canton
transaction Americom Media Brokers
represented the seller and Blackburn
& Co. represented the buyer.

‘Wall Street Report’
appears on page 109.
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Major Sessions

with exciting industry speakers:
“Creativity” by Phil Dusenberry of
BBD&O

“Emotions in Advertising” by Mike
Caferrata of Needham,Harper &
Steers

“TV Advertising: State of the Art” by
Steve Sohmer, NBC-TV

“In House Animation” by Billy Pittard
of KCBS-TV

...and more 1o be added!

Management Sessions

for personal developement:
Motivation

Communication

How to Speak Like a Winner
Negotiation

Decision Making

Managing Management Time

Register Now

Cable
Marketers

Don’t miss this year's
BPME/BDA Seminar

June 6-9
Hyatt Regency Hotel
Chicago

Here's some of what's in store for you!

e I I

by the dozen, with topics like:
Acquisitian & Retention through

Promotioss
Advertising to Cable Trade & B I] A
Consumer

Using Research for Cable Promation
Cable Special Events & Community
Involverrent

Cable Image Promotion

Targeting Advertising to Black
Audiences

How to Write Great Print Copy
Lo-Budget & Hi-Bang TV Spots
Computered Sales Promotion Made

Internaticnal Design .
How to Live with Your Local Media Exhibits

Critic more than 50 major companies:
Prizm Research for Media Placement
...and many more

Omnibus- Tuesday Productions
Eastman Kodak-Sports Graphics
Earworks-Star Plus- Sandoval
Productions-Network Music
Telesound/Sjocom-Z-Axis- Spotwise
Editel-Soundtrack Music-Image
West-Atlantic Productions-MCI

- (Quantel-Cascom-2B Systems-U.S.

For registration & hospitality suite information, call Pat Evans, (717]397 5727.
For information on exhibit space, call Milo West, (3161943-4221.
Or, to register immediately, fill out below and send in with $350, registration fee:

T

g U STATIUNICOMPANY: I

ADDRESS:
CITY/STATE/ZIP:__
PHONE:.

RADIO STATION FORMAT:

Check here if your company is a member of BPME
(If itis not @ member, enclose $150. membership fee. $200 for vendars.)

Tape & Label- Mastercraft Jewelry
Bozell & Jacabs-TV Extra-TV Data
.and many more!

—_orBDA__

Advanced Computer Graphics

Major Industy Speakers

More than 1,500 television, radio and
cable marketing, promotion and
design experts.

Major BPME and BDA Promotion and
Design Awards Ceremonies.

Displays of outstanding promotion
and design materials.

Thousands of ideas that will pay off
for you in the critical year ahead!

A Production of Broadcast Promotion
& Marketing Executives and the
Broadcast Designers Association

Mail To:BPME
402 E. Orange Street
Lancaster, PA 17602
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Television Age
International

is the world's
leading broadcast
publication.




1.

2.

Over a period of two decades

Television Age International has achieved

a dominant position in the international broadcast
scene. Here are some of the reasons why:

The largest documented circulation of
any publication in the field.

More advertising lineage than any other
publication in the field over the past
20 years.

The only publication with full staffed

offices in London, New York and Hollywood,
as well as active correspondents in

major capitals throughout the world.

The only publication with a digest of

feature articles in three languages —

French, German, Spanish, and at times

in Italian.

Produced and edited by a staff of
professionals. Published by Television/Radio
Age, with 30 successful years in the

industry.

TELEVISION/RADIO AGE INTERNATIONAL

London New York Hollywood
Commerce House 1270 Avenue of the Americas 1607 El Centro, Suite 25
6 London Street New York, NY 10020 Hollywood, CA 90028
London, W2 THR 212-757-8400 213-464-3552
01-402-0919 Alfred J. Jaffe, VP & Editor Paul Blakemore, VP

Irwin Margolis Saniord Josephson, Ed. Director
International Managing Editor
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The new London
Media Guide will
help you find your
prospects and clients
“pronto.”

The London Media
Guide contains:
e London Advertising
Agencies
e London Broadcast
Companies
e London Production
Companies
e London Program
Distributors
e London Airlines
e London Restau-
rants
e London Airlines,
News Services, and
other  important
numbers.

To order your copy,
write to:

Television/ Radio Age

1270 Avenue of the
Americas
New York, NY 10020

Single copy $8.

Multiple copies
discounted.
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CableAge

Cable system managers report some gains in salary
and fringe benefits, but are concerned about the
quality and price of pay programming services.

Results of the CableAge survey C8

Times Mirror, Jones Intercable and Maclean Hunter
showed the most impressive revenue growth in 1984,
but many other cable companies had good years.

Top cable companies have good 84 Cl12

Proposed changes in tax law and a general slowdown
in new builds have concerned cable investors, but
opportunities still exist for the selective.

Wall Street optimistic on medium C19

Turner Broadcasting reports a first quarter loss;
Warner Amex Cable on received buyout offers.

WALL STREET ANALYSIS
TBS blames sports for loss C24

Improving performances by Disney Home Video and
the Disney Channel helped Walt Disney Productions
post record earnings.

CORPORATE PROFILE

Disney results take off C26
DEPARTMENTS
NewsFront 6 Movie Lineup 21 Appointments 29

C4
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WITH STAR SHIP STEREO

'? Just a couple of cents every Christian. Adult contemporary.
= month can put the naticn’s Jazz. Big bands. '50s and '60s ©
Hits in the homes of every basic  and '70s. Easy listening.
subscriber in your system. Classical-WFMT. e
o Album sales for many of the Figures show . . . people do p
° Star Ship Stereo artists soar pay for music. Commercial-free. y
past the $850 million mark Studio quality. Without static in-
in just a few short weeks. The terference Variety and choice.
Hits, the latest addition to the Total home entertainment!!
. Star Ship Stereo line-up, fea- That's the meaning of Cable.
tures proven winners like Add audio to basic to increase
Michael Jackson, Lionel Richie penetration and reduce churn. &
g 3 and Bruce Springsteen, the Your audio package will help
Boss. And that's just one of sell your premium video pack- o ¢
P our formats. age. Offer a Cable audio pack- ®
Other Star Ship Stereo favorites age in your community and PP
ranging from classicial pianist watch pennies from heaven turn
Liberace to country singer Willie into dollars from subscribers!! o
Nelson are always top-billing

° concert sell-outs. So are adult
contemporary chart climbers like
Barbra Streisand and Billy Joe,
and famed comedian Bill Cosby.
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9 you like. Add The Hits.
Add C&W. Add
comedy. Con- . P a
temporary
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NewsFront

FNN adds sports
to fill 24-hour slate

Financial News Network, adopting a programming
strategy that would appear to be a mirror image of
ESPN’s decision to add business news to its sports
programming, is now adding sports programming to
its usual fare of business news.

FNN called the move part of a “major
restructuring” of its program schedule and a
“complete rethinking” of its traditional business and
financial news programming.

Under the umbrealla title SCORE, FNN will
present sports talk, news and events on weekends
and weekday evenings and nights. Sports Watch, a
news, scores and call-in sports talk show runs from 8
p-m. (ET) to midnight weekdays and Saturdays.
From midnight to 2 a.m. are syndicated sporting
events, followed by mixed sports and business data
until 6 a.m. and the regular FNN schedule. Weekend
afternoons are mixes of Sports Watch and
syndicated events, with a heavy schedule of tennis
from Pro Serv TV slated for June. The new schedule
is effective May 28.

Mark J. Estren, senior vice president of news and
programming for FNN, calls the new schedule “faster
paced, visually more interesting,” with new elements
designed to appeal to the general public, not just the
investment community. The sports schedule, Estren
says, “is designed to complement our financial
programming, using formats that have proved
themselves with out audience. The basic format for
SCORE: Sports Watch guarantees that viewers will
never be more than 15 minutes away from the latest
sports news and scores—and they will also be able to
turn to us for talk shows with audience participation
and for a wide variety of sports events.”

FNN reaches 18 million cable households during
its regular 6 a.m. to 7 p.m. (ET) program day and has
cleared 7.5 million households for the night and
weekend programming,

CRT overhaul urged

The cable industry’s written testimony to a House
subcommittee, seeking broad changes in the
operation of the Copyright Royalty Tribunal (CRT)
could not have been much better timed.

In the middle of a CRT controversy that had
nothing to do with cable, the National Cable
Television Association (NCTA) delivered written
testimony to a House subcommittee that oversees
copyright issues. The controversy meanwhile,
concerned charges that the new CRT chairman,
Marianne Mele Hall, had claimed coauthorship of a

book that was derogatory to American blacks, often
referring to their “jungle freedoms.”
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That disclosure had begun a swirl of public
controversy that roiled around Washington to such a
high level of intensity that Hall was forced to resign
the post a week later. That left only two members of
the five-member commission still serving.

The Hall incident would have had no impact on
cable were it not that the incident reawakened
Congress to cable’s complaints about the agency that
decided in 1982 to greatly increase the amount of
royalties paid to broadcasters and movie companies
for rebroadcasting their programming.

Although generally unhappy with the agency,
Congress managed, except for some public
handwringing, to avoid the issue during the next two
years. Rep. Robert Kastenmeier (D-Wis.), chairman
of the House subcommittee responsible for copyright
issues, was among those unhappy with the CRT, but
until the disclosures he hadn’t even included the ,
CRT in a copyright oversight hearing already
scheduled.

Kastenmeier, and his Senate counterpart, Charles
McC. Mathias (R-Md.), now are under renewed
pressure to reform the CRT, which has been termed a
dumping ground for party loyalists who aren’t
qualified to hold other high-level federal positions.

And reform could carry along with it some of the
changes the NCTA asked for, including: “Consumers
should not pay copyright royalties on programming
they do not receive;” “Consumers should pay
copyright royalties based on the programming they
receive not the size of the town they live in;”
“Consumers should not over-pay copyright
royalties;” and “Consumers should not again be
victimized by an unguided Copyright Royalty
Tribunal.”
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CNDUI’s spot cable formula
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Cable Networks, Inc., the cable system rep firm, is ;
touting a formula it developed that it says will help \
advertisers and ad agencies properly allocate budget
for spot cable buys. The CNI formula is said to differ l
from previous approaches in that it factors in key ,
media and marketing variables, such as
underdelivery of broadcast advertising in cable ‘
households and the sales skew of the product being I
advertised.

Using the formula, the per cent of the television l
budget in a market that should be devoted to cable is I
S-A/1-A, in which S is the per cent of product’s sales
accounted for by cable households and A is the per '
cent of broadcast advertising falling in cable
households. S is determined from Simmons or MRI
data, and A is available from Nielsen or Arbitron.

Using Simmons and Nielsen data for New York
and Hartford-New Haven, Conn., CNI applied its
formula to a campaign for imported automobiles
aimed at men 25 54. CNI would recommend in this
case that a New York City advertiser put 6.9 per cent
of his budget into cable while in Hartford-New
Haven, where cable penetration is higher, 24.9 per
cent of the budget should be on cable.
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“Higher than average product usage and lower
than average broadcast usage in the cable household
require remedial action by advertisers and agencies if
spending to consumers is to be kept in proportion to
sales,” according to CNI. The formula was developed
by Richard Zackon. a consultant to CNI. Tom Sassos,
vice president and general manager of CNI, says he
expects the formula to become *‘the established
industry standard’ in media planning. CNI
represents cable systems and interconnects in more
than 80 markets.

HBO summer promo

Home Box Office, stung by a sour first quarter this
year, is gearing up for a heavy promotional effort this
summer. Running through August, during the
summer months when network television
traditionally is weakest, the HBO promotion will
include a “Be an All Star” sweepstakes and a 23-
million-piece direct mail campaign. The direct mail
part consists of 10 million pieces delivered to homes
passed and basic cable subscribers in May and 13-
million system-customized “coming attractiors”
billstuffers to basic and HBO subscribers. More than
1,000 system operators in some 50 markets are
participating.

Sweepstakes winners get a grand prize of $3,000
and a part in an HBO Premiere Film and other prizes
of VCRs and video tape. HBO also has been running
television and radio spots and newspaper ads in 50
key cities. The TV spots, created by BBDO, are
running in an eight-week flight that began in April.

Descrambler price $395

Owners of private satellite earth stations who want to
receive HBO, Cinemax and other program services
that will be scrambled using equipment from M/A-
COM, will have to shell out $395 for M/A-COM’s
consumer descrambler, the company says. M/A-COM
will sell the units through TVRO dealers, using its
established distribution network, and through cable
system operators. A toll-free number for dealer
information will be set up.

The stand-alone descrambling unit, called the
VideoCipher, is expected to be compatible with about
90 per cent of existing satellite receivers. First units
will be available by late summer with volume
production coming shortly afterwards.

M/A-COM also says it will establish a central
computer facility f