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Success is written
all over their faces.




An award winning collection of outstanding motion pictures including:

Annie Hall - Breakheart Pass - The Bridge At Remagen - Carrie *
In The Heat Of The Night - The Killer Elite - Mr. Majestyk -
The Pink Panther Strikes Again + Semi-Tough « White Lightning -

And more.

World Radio History
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Created and Produced by Richard S. Kline
in Association with Blair Entertainment.
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Evervone wants to strike it rich. To win and win big. Now.  cameras just to capture all the action and excitement.

vour chance is here. With “Strike It Rich.” The new game And wait till vou catch host Joe Garagiola in action.

show that's going to make you a winner. He's enthusiastic. Personable. Energetic. And brings
“Strike It Rich™ dazzles. It pulsates. It sizzles. Andit's with him a preven network track record.

full of non-stop action. Every day of the week. For sheer excitement, continuous energy and total
It's more than just a game of luck. It's a gameof risks.  audience involvement, you'll strike it big with “Strike It

Of bold strategy. And quick thinking. Where players must Rich.”

decide whether to bank their winnings. . . Or go for it all! It's the one new show so spectacular, it makes ratings
And “Strike It Rich” features high technology at its success no contest.

peak. With a set that's literallv the game board and one of Call vour Blair Entertainment representative to see

the largest ever created for a TV game show. It takes six this exciting new program.

.|= BLAIR ENTERTAINMENT

1290 Avenue of the Americas * New York, NY 10104 « (212) 603-5990

World Radio History
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Visit Us
at NATPE,
Exhibit “757

“Revenge.” Twelve perfectly venge- cals. Highly promotable and with

ful motion pictures. Calculating. some of today’s most irresistible

Precise. And devious. Eachoneout  stars. Each one hand-picked.

to do in your competition. Thematic. And explosive. Working
“Revenge” delivers exactly what together to take your ratings to

your audience demands. Taut the limit.

dramas. Gripping suspense. This year, don't get even. Get

Heart-pounding mysteries. All in “Revenge.” And you'll get what you

action-packed, two-hour theatri- deserve.

BLAIR ENTERTAINMENT

1290 Avenue bf the Americas « New York, NY 10104 - (212) 603-5990

World Radio History




LOST
IN
LONDON?

The new London
Media Guide will
help you find your
prospects and clients
“pronto.”

The London Media
Guide contains:
» London Advertising
Agencies
e London Broadcast
Companies
e London Production
Companies
 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.

a

Television/RadioAge

January 6, 1986

| Few first-run series are available for the time period,

' Late-night program offerings sparse

| Market research is growing station tool in attracting

| Black publisher in syndication, station ownership
Essence expands horizons in broadcast

 Market-by-market Tv revenue data

|

Volume XXXIII, No. 13

T'v station general managers express negative views
on takeovers, barter shows, positive on people meters

Indies top affiliates in Gm salary gains

101

Local TV sales will surpass those of spot by the late
| '80s, consultant Dick Gideon projects

| Spot up 8.5% in '86, local up 13.7%

106

especially at the right price

111

new advertiser business

' ' Tv stations see local sales up 10-15%

New shows to be offered at NATPE 58

146

Note: This is an extra issue of TV/RADIO AGE, published to
provide additional INTV and pre-NATPE coverage neces-
| sitated by the earlier-than-usual dates of the conventions. |
All regular departments will again appear in the next reg-

ular issue, January 13, 1986.
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On Decermber 23, “Break the Bank” became better than
ever. With the addition of our new host, Joe Farago. His
warm, witty and enthusiastic personality adcs a level of
energy and excitement you've got ta see to believe.
Most important. “Breax the Bank”is fun to play. The
main game s fast-paced. Challenging. Players must rely
on timing and strategy to earn valuable time in the vau t.
Every second counts for the winners who go on to t-v
and “Brezk the Bank.” Because the vault is filled with

Y vy
I.." \'

U] ‘Spuali4 B AUl ‘9861

thousands of dollars in cash and prizes every day.

Produced by Richard S. Kline, one of the most
respectac game show producers in the business. “Break
the Bank” combines all the key elements that make a
game show a success.

There’s no doubt about it. “Break the Bank™ is
television’s most dynamic and entertaining new gamie
show of the 85-86 season.

Created and produced by Richard S. Kline in association with Blair Entertainment, Storer Communications and
Hubbard Broadcasting, [nc.
National Sales Representative: Orbis Communications (212) 685-6699

us

BLAIR ENTERTAINMENT

129C Avenue of the Americas » New York, NY 10104 « {212) 603-5990
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1986, Storer PPrograms, Inc.

“Divorce Court” is one of the most power-
ful shows on television. !

Powerful, because its real-life por-
trayal of the human drama behind divorce
is more than insightful. It's riveting.

Powerful, because “Divorce Court”
openly explores the contemporary issues
threatening modern marriage. Some of
them provocative. Controversial. And
always compelling. |

Its real strength is in its performance.
In over 140 markets from coast to coast,
“Divorce Court™ is winning custody
of a large and growing audience. improving
its 3 rating in November "84 to its current
6 NTI rating in November '85.

This impressive show may still be
available for your market. Socallyour Blair
Entertainment representative ﬁoqhay. It's
more than powerful. It's a proven success.
SOURCE . Nielsen 11 84 R¢SP 11 85 5TINSS !

Naticnal Advertising Sales Represantative:
Orbis Communications, (212) €85-6699.

A Blair Entertainment production jn
association with Storer Communications.

J BLAIR ENTEHTAIN“ENT‘

1290 Avenue of the Amercas » New ork N~ 10104 ¢+ 2121603 5990
!
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Publisher’s Letter
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Earlier program screenings include
outstanding local entries

There were 30 first-run shows offered at special showings last month by a
syndicators for 1986 starts—some for May, others for fall.

The question is—who gets a crack at these shows first? In the early part
of December, McGraw-Hill’s four stations screened these shows. The fol-
lowing week a group of program directors and station executives, called the
Television Screening Group, had a good look at first-run shows. Efficiently
organized by Lon Lee, program director of KCNC-TV Denver, the group-
viewed programs from 36 syndicators in 2% days in a screening room at the
Century Plaza in Los Angeles. This was the third year the group assembled
to look at the first-run product. A few blocks away at the Beverly Hilton a
group of 15 broadcasters representing such groups as Hearst and Gaylord
were screening the same product. Next week the Gannett stgations will
look at these same shows. The past few weeks these programs were shown
to the reps.

These screenings, prior to the Association of Independent Television
Stations convention, came about as a result of some gamesmanship be-
tween the INTV and the National Association of Television Program
Executives. INTV, when it invited the syndicators to screen at its annual
meetings, wanted to make sure that the indies saw the product first. And so
the INTV dates were juggled so that they would precede NATPE. And
since the indies represent over 60 per cent of the syndication revenues, the
INTV had considerable clout in this dating gamesmanship.

On the Sunday before the screenings started at the Century Plaza, some
of the program directors of the Television Screening Group showed some of
their selected local programs to their colleagues. These included entertain-
ment, documentary and other locally produced shows with a local tie-in.
There was some outstanding local production in the group.

What has happened is that as the price of syndicated product continues
to climb, you will see more and more local production. And with it, the
stature and function of the program director is becoming more important
in the television management structure. This development has come full
cycle. What will happen in the future? There undoubtedly will be more
groups screening shows pre-INTV. With Arbitron November sweep rat-
ings, December and January promise to be the months of decision.

Lee Sheridan. Thirty years ago this week, Lee Councill Sheridan joined
Television/Radio Age on a “trial basis”. She has given this publication
reinforcement, dedication and loyalty over three decades. She has helped
many advertisers in many unheralded ways (like the time she discovered
that the ad agency had missspelled its client’s name in an ad. Luckily, it
was caught before the ad was printed). Lee comes from a distinguished
Baltimore family—one brother was an officer in the military, the other a
member of the clergy (Episcopal Bishop of Northern Indiana). Her mother
was one of the most facinating persons I ever knew. Lee combines fierce
integrity with knowledge of the broadcast business and the intricacies of
publishing along with a sense of humor. She looks to the future with
perennial optimism and to the past with realistic nostalgia. When Lee was
appointed executive vice president in 1981, one of the broadcast executives
wrote, “I noted your appointment on page 80 with 8 lines. It really should
have been ““80 lines on page 8”. We’re 65 lines short this time.

.

Television/Radio Age, January 6, 1986






PARAMOUNT’S
PHENOMENAL

PORTFOLIO

AVAILABLE JANUARY ’87

'THE BLOCKBUSTERS THAT DOMINATED THE
BOX OFFICE FOR OVER A DECADE ARE SETTING
NEW STATION-SALES STANDARDS EVERYWHERE!




22 TREMENDOUS
HITS INCLUDING —

FLASHDANCE,

the #1 youth-musical
of the 80s™..

ESCAPE FROM
ALCATRAZ,

the most powerful of all
Clint Eastwood adventures...

HEAVEN CAN WAIT,

Warren Beatty’s all-time
biggest box-office hit?..

AN OFFICER
AND A GENTLEMAN,
the highest-grossing love story
since “Gone With The Wind™%..

48 HRS,
the action-comedy that made
Eddie Murphy a superstar...

TEEN WOLF,
with one of today’s hottest
new stars, Michael J. Fox...

and 16 more first-class
features!

PLUS —

l
P’W‘“‘f“z
Friday the 13th,
Part 1 & 2 and 14 more
promotable thrillers.

Sold in over 45 markets.
Available Sept. '86.

50 top features
starring every big name in
Hollywood. An essential
component of every statiorys
feature library.

Sold in over 42 markets.
Available Dec. '87.
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‘Variety “All-Time Rental Champs”



PARAMOUNT’S
UNPARALLELED

DIONNE’S DUETS AND MUSIC'S #1-SELLING
PERFORMERS MAKE IT ONE OF A KIND!




Delivering
Solid Gold
Ratings!*

Women 18-34 1849 25-54

;%lajncisco #1 #1 #1
at. 5pm

wez  #q#]*]
Sat. 7pm

wral | #1 * 4]
at. 7pm |

pew| | 4174%2
at. 5pm

= | 1711
at. 5pm

peel | T1FL

Sat. 4:30pm

Milwaukee #1 #1 #l

Sat. 6pm

g bl R

Sat. 5pm

e 17171

Sat. b6pm

K e cin “17171
at. 5pm .

wore  #] #1 #2
vz | # *1*1

Norfolk
Sat. 5pm "NS) 11/ 85 Apallc

...and on and on and on!




PARAMOUNTS
INCOMPARABLE

OFF-NET
COMEDIES

THIS YEAR, THEY'RE DESTROYING
ALL NETWORK COMPETITION.
THINK WHAT THEY'LL DO TO YOURS!




Everyone’s joining our Family!

[] #1in its time period every week this season!”
[ ] #2 of all network shows, season to date!*
(] 126 markets already sold!

AVAILABLE FALL '87

__ #1in its time period every week vs. regular
programming!*

__ #3 of all network half-hours, season-to-date!”

__ 122 markets already sold!

AVAILABLE FALL '87

WEBSTER

#1 in its time period, season to date!”

_ Now leading Knight Rider and Twilight Zone
in every key Woman demo plus Teens & Kids!”~
110 markets already sold!

AVAILABLE FALL '88

“NTI:9 22412 15 85 “ *NTI 2nd NOV. '85 pocketpiece
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=CARSON’S
OMEDY;CIASSICS”

ISES OFH OIS T HAT

In NEW YORK, WP!X, 11:00 PM
It increases NEWS lead-in share by 50% and increases
Men 18-49 and Men 25-54 over year ago.

In LOS ANGELES, KTLA, 11:00 PM
It's the #1independent in the time period, beating two
established sitcoms and increases year ago “TAXI™
share by 29% and increases Adults 25-54
and Men 18-49.*

In CHICAGO, WGN, 10:00 PM

It increases the previous month's time period rating
by 25% and share by 33%.+

In PHILADELPHIA, WPHL, 11:00 PM

It doubles year ago rating, increases share by 67%,
and more than doubles Adults 18-49 and 25-34.*

In SAN FRANCISCO, KTVU, 7:30 PM
it’s #1in the time period among Men 18-49 and Men

25-54, and is averaging an 8 rating — up 33% over
year ago “TAX!” and increases a// other adult
demographics as well as increases “M~A+*S+H”
lead-in share and &/ 2dult demographics.

in BOSTON, WLVI, 10:30 PM
It's the #1 independent in the time period and
increases year ago share by 33%.*

In WASHINGTON, D.C., WDCA, 11:00 PM
Itincreases lead-in share by 33%, Men 18-49 by 21%
and Men 25-54 by 89%.

In DALLAS, KTVT, 10:00 PM
It's the #1independent in the time period and
increases MOVIE lead-in among Adults 18-49
and Men 25-54.
Source: NIELSEN, October 1985, 1984,

* ARBITRON, October 1983, 1384,
4 Chicago (10/28-11/22/85) vs. (8/30-10/25/85)

CARSON:S COMEDY{CLASSIC

000

In HOUSTON, KTXH, 10:00 PM
It doubles year ago rating, increases share and
Women 18-49 by 33%, increases Men 18-49
by 340%, more than doubles Men 25-54 and
increases Women 25-54.

In ATLANTA, WATL, 11:00 PM
It increases year ago rating by 100%, share by 300%,
triples Adults 18-49, increases Women 25-54 by 500%
and Men 25-54 by 400%.

In SEATTLE, KCPQ, 7:30 PM
It's #2 in the time period among Men 18-49 and
increases Men 18-49. Adults 25-54 and Teens/Kids
over year ago.

In MINNEAPOLIS, KMSP, 10:30 PM
It almost doubles Men 18-49 and increases Men 25-54
by 50% over year ago as well as increases “TAXI”
lead-in among Adults 25-54.*

In TAMPA, WFTS, 7:30 PM

It increases year ago rating by 50%, share by 25% and
increases Mer 18-49, Men 25-54 and Teens/Kids.*

in DENVER, KDVR, 10:00 PM
It doubles lead-in share and increases Women 18-49
by 75%, Womes 25-54 by 57% and doubles Men 18-49
and Men 25-54.*

In SACRAMENTD, KCRA, SATURDAY, 6:30 PM
It's #1in the time period and increases year ago rating
by 75%, share hy 46%. Women 18-49 by 400%,
Women 25-54 by 660%, Men 18-49 by 50%, Men
25-54 by 163% and Teens/Kids by 350%.*

in PORTLAND, OREGON, KPTV, 7:30 PM

It's #1in the time period among Teens/Kids, #2
among Men 18-49 and Men 25-54 (tie) as well as
increases lead-in share, Aduits 18-49 and 25-54.*
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LORIMAR-TELEF
THESE FINE STALION

Ja

(

NEWYORK.......... WPIX

[OSANGELES . . . ... .. KILA- CHARLESTON. ... ... WCSC
CHICAGO. ... ...... WGN WICHITA . ......... KWCH
BOSION .. ........ WNEV WACO............ KXXV
DALLAS. . ... ....... KXAS FARGO............ KVRR
ATLANTA . ... ... ... WGNX SAVANNAH ........ WITOC
BENVERN. « o ons v v & KWGN CORPUSCHRISTI . . . ... KRIS
HARTFORD ... ...... WHCT IDAHOFALLS. . ... .. .. KPVI
CINCINNATIL. . ... ... WCPO MERIDIAN. . ........ WTOK
NEW ORLEANS . . . .. WGNO  FAYETTEVILLE. . . ... ... WKFT

AND MORE ARE JOINING EACH DAY!
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Sidelights

Viacom-Hirschfeld

In a unique longterm collaboration
plan with Al Hirschfeld, the renowned
caricaturist, Viacom will use the up-
coming NATPE International conven-
tion to position its syndication proper-
ties as ‘classic’ off-network product. To
launch this concept, which is designed
to make Viacom'’s vast off-network li-
brary synonomous with Hirschfeld’s
style and quality, Viacom will display
25 drawings at the convention, in their
original art form as created by Hirsch-
feld. Caricatures of television charac-
ters drawn in the unique Hirschield
style will include: Lucy and Ricky Ri-
cardo (Lucille Ball and Desi Arnaz of I
Love Lucy); Bilko (Phil Silvers of The
Phil Silvers Show); Ralph, Alice, Ed
and Trixie (Jackie Gleason, Audrey

Meadows, Art Carney and Joyce Ran-
dolph of The Honeymooners); Gomer
Pyle (Jim Nabors of Gomer Pyle); Per-
ry Mason (Raymond Burr of Perry Ma-
son); and from a future off-network se-
ries, Cliff Huxtable (Bill Cosby of
NBC’s The Cosby Show). The Cosby
Show gets a double dose, with the
drawing of Cosby and the rest of his TV
family.

The Hirschfeld showing, called The
Viacom Collection by Dennis Gillespie,
senior vice president, national sales,
will be held on Friday, January 17,
from 6-8 p.m. at the Plimsoll Club in
New Orleans, with Hirschfeld in atten-
dance. A select number of invitations
have been sent, and some 500 broad-
cast people are expected.

As a special highlight commemorat-
ing its tie with Hirschfeld, Viacom will
hold a lottery during the convention.
The winner’s names will be announced
at Viacom’s NATPE booth, according
to present plans. The prize is a carica-
ture of the winner.

But the Viacom Collection, which
promises to be a crowded event, and
the lottery are only the launching pads
for a longterm objective by the compa-
ny to not only give immortality to these
TV characters in the art world of fame,
but perhaps even more importantly, to
clearly identify Viacom’s library of
product. Gillespie says the 25 off-net-
work series are just a part of Viacom’s
ongoing library. “Viacom, as the
world’s largest independent distribu-
tor, has so much product that it's often
not clear to the people we do business
with just what product is in our catalog.
So what we have done is to use Hirsch-
feld in terms of creating a quality sig-
nature for Viacom'’s off-network prod-
uct.

“The point is that there is a compati-
bility in style and quality between the
product we sell and the quality and
style which represents Hirschfeld in his
field. It’s a natural fit.”

Permanent ‘signature.” Viacom’s goal
is that the Hirschfeld drawings will be-
come a permanent ‘“‘signature” and
identification for its product through-
out the years, explains Gillespie. Plans
call for Viacom letterheads to have
Hirschfeld caricatures of each of the
programs, and for prints to be used for
trade advertising and for promotion
kits to stations. Also, Viacom has the
right to give the stations copies of
prints for use in their consumer promo-
tion, notes Gillespie.

The Viacom-Hirschfeld connection
will also be promoted through calen-
dars, to be given free—possibly in time
for the NATPE convention—to select
stations. The 1986 calendars will con-
tain prints of Hirschfeld drawings of
Viacom’s TV characters. As a special
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bonus, while the original art is owned
by Viacom, the company is having
made 200 numbered lithographs of
each of the original 25 pieces of art,
which in some cases will be auto-
graphed by Hirschfeld.

To preserve the lithos’ value, the
plates will be destroyed. At present go-
ing prices. a signed litho is worth about
$850, says Gillespie.

The value of a commissioned work of
Hirschfeld original art ranges from
$15,000 to $20,000. The prized lithos
will be given away to Viacom’s key cli-
ents, says Gillespie.

The Hirschfeld art to be shown at the
convention includes: All in the Family,
Andy Griffith Show, The Beverly Hill-
billies, Bob Newhart, Cannon, The
Cosby Show, Dick Van Dyke, Family
Affair, Gomer Pvle, Grizzly Adams,
Gunsmoke, Have Gun Will Travel,
Hawaii Five-0O, Hogan’s Heroes, Hon-
eymooners, I Love Lucy, Mary Tvler
Moore, My Three Sons, Perry Mason,
Petticoat Junction, Phil Silvers, Raw-
hide, Rookies, Twilight Zone and
Wild, Wild West.

A classic creator

There are few people, if any, who are
not familiar with Al Hirschfeld’s work.
His celebrated caricatures have fo-
cused on hundreds—if not thousands
—of personalties from all walks of the
entertainment world. His drawings,
whether they are of Jack Lemmon,
Carol Channing, Woody Allen, Ste-
phen Sondheim, Charlie Chaplin, W.C.
Fields or the Marx Brothers, are one-
of-a-kind classics, stated with un-
matched wit and optimism and created
in a disarmingly misleading simplistic

(continued on page 33)

Some images, says Hirschfeld, are
more difficult than others. Mary

Tyler Moore, for example, is “very
tough to hang onto.”
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KNIGHT RIDER David Hasselhoff stars in this
high-powered adventure hour with the perfect
demographics for syndication.

SIMON & SIMON The action series with the
light touch. A favorite among young adult auciences—
especially women 18-49.

ALL NEW DEBUT MOVIES
WITH EVEN BIGGER TITLES
THAN DEBUT I

UNIVERSAL PICTURES DEBUT NETWORK 11 The only group

of theatrical movies, making their broadcast debuts, that
could possibly match and, even, surpass the

excitement, promotability and ratings power generated by
the enormously successful Debut Network |.

THE A TEAM One of television's top-rated series,
with all the fast-paced actiori and rousing humor
needed to make it big in syndication.

Jane Curtin and
Susan Saint James
star in this
fun-loving
half-hour sitcom



UNIVERSAL PICTURES
wheeling, the action is non-stop, and the fantasy is out- EXPLOITABLE 13 & PRESTIGE 13
of-tris-worid in this superb group of feature films with Top box-office stars and extraordinary procuction values
special appeal to kids, teens and yaung adults. They're combine to deliver two highly promotable groups o
the perfect way to generate giant numbersin the all- theatrical motion pictures maxing their broadcast debuts.
important 4-8 p.m. time block.

FTV This outrageous, first-run, weeky half-hour | PUTTIN’ ON THE HITS This season s top-rated
music-comedy series is saaring into & hilarious weekly, first-run half-hour is coming back for a thirc year.
second year. Acvertiser-Supported. Advertiser-Supported.

» THE COLUMBO, BLACK SHEEP
McCLOUD, : SQUADRON

McMILLAN _ Robert Conrad
MYSTERY MOVIES ' battles, laughs

i Peter Falk, Dennisig
b Weaver, Rock
Hudsor and
=
Susan Saint spirited WWII
Jamesstarin

this superb series off-.nerwork
of action- action hou.

SuUspense movies. D ,Agia‘nt ’ ‘
syndication hit

and loves his
| way through
this high-




OPERATION PETTICOAT John Astin and Jamie Lee Curtis
star in this zany half-hour, off-network sitcom about a
pink submarine in Japanese waters during WWIl.

STREET HAWK Rex Smith wages a

high-tech battle against crime in this

action packed, off-network hour.
Advertiser-Supported.

ENCORE PROGRAMS

A catalog of some of

the finest and most
successful series from
Universal Television,
including such favorites as.. ..

& 1985 Universal City Studios Inc. All nignts reserved.

lf“) =

HARPER VALLEY Television superstar Barbara Eden is
busy turning small town life upside-down in this engaging
half-hour, off-network sitcom.

s of off-network action targeted to young

adults, teens and kids: Voyagers!—exciting sci-fi fantasy. Whiz Kids—
follows the adventures of a group of computer-happy teenage detectives.

Advertiser-Supported.

ADVMSONCFMCATV

Wagon Train

Switch

It Takes A Thief

Best Sellers

The Men From Shiloh

Five Star Mystery

The Bold Ones

Ironside

Rod Serling’s Night Gallery
RunFor Your Life

The Deputy

The Name Of The Game
Mickey Spitlane’s Mike Hammer
Boris Karloff Presents Thriller
and Dead End Kids Movies




Sidelights (continued)

style which enters the marrow of the
persona. It’s through this understate-
ment that the overstatement becomes
unique (in once doing a caricature of
Jimmy Durante, he leff off Durante’s
nose).

To say that Hirschfeld is a seemingly
ageless wunderkind is in itself an un-
derstatement. At 83, he is as alert and
busy as ever (he has been a regular con-
tributor to The New York Times since
1925) and his assignment for Viacom
hardly disrupted the flow of his normal
prolific output.

Hirschfeld, his wife, and his daugh-
ter, Nina, reside in a brownstone he
owns on the upper East Side of Man-
hattan. He has wise, dark eyes and a
white neatly trimmed beard; he wore a
black turtleneck sweater and dark
trousers. Calling himself a “sort-of-
workaholic,” he works seven days a
week in a portion of his spacious upper
tloor studio, starting at 10:30 a.m. and
not quitting before dark except for a
noon-1 p.m. lunch break.

For the Viacom work, Hirschfeld
used a state-of-the-art VCR and %;-inch
videocassettes consisting of the oldie
shows, placed alongside his drawing ta-
ble. Because the VCR was equipped
with stop-action, Hirschfeld notes he
was able to hold the action almost one
frame at a time and to draw from what
he watched without relving on memo-
ry, as he has done for the theatre or for
other TV assignments. "It worked out

beautifully. It was like having a model
in the studio.”

Inspirational time clock. But while
Hirschfeld sets aside specific working
hours, a discipline he got from a meet-
ing with Somerset Maugham many
vears ago, the creative schedule runs on
its own inspirational time clock. Some
images are more difficult to draw than
others, he says. “Mary Tyler Moore, for
example, is difficult. She’s very tough
to hang onto—to capture that image so
that it’s meaningful. It’s not the fea-
tures so much, it’s her general attitude.
She's every girl, not like Carol Chan-
ning. I like to get the character, rather
than the anatomy.”

When it comes to schedules, there
are no rules, he says. When starting a
work, “you face a blank piece of paper,
and you create a problem by trying to
capture the character that you recog-
nize in that person.”

Sometimes, he savs, he may spend
three or four days or “even a week on
one drawing,” as trial and error, while,
in other cases, Hirschfeld says he may
do two drawings in one day. “You have
to keep at it until you solve it to your
satistaction.”

Hirschfeld takes a very modest view
of his talent. He believes that everyone
is gifted with a sense of recognition.
“There’s an alchemy about it which I
have never quite understood. How to
communicate what I see to somebody
else. Everyone has that power. Every-
body recognizes someone they know
even if the person is a distance away.
It’s difficult to know why everyone has

(continued on page 43)

) enjoy what I’'m doing, and it never occurred to me to do anything else.
Idon’t go in for golf or other things that other men of my age, as a rule,

look forward to.”

- v
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AM STEREO-
TV STEREO...

Hereitis...
The most recent sourcebook

available on the new sound in
AM radio and TV broadcasting!

o
Audio enthusiasts discover the lat-
est information on all types of AM re-
ceivers with a focus on integrated
circuitry, electronic tuners, stereo
pilot signal, multi-reception receiv-
ers and more . . .

®
A complete intro to multi-channel TV
sound is followed by a closer look at
Zenith's initial tests and proposal;
the XC-TV system; the dBs, Inc. Sys-
tem; EIAL Telsonics and Zenith En-
coder/Decoder and more . . .

Chapter Titles include:
¢ The FCC's Marketplace Decision
¢ Kahn/Hazeline and Farris Systems
¢ AM Stereo Transmitters/Receivers

¢ Introcuction to Multichannel TV
Sound

¢ Cable Problems and Buzz
.. and More!

TV/Radio Age Books

1270 Avenue of Americas
New York, NY 10020

T-1932 Hardbound 0O $17.95
Paperback O $12.95

Enclosed find $ _for copies
of "*AM Stereo and TV Stereo — New
Sound Dimensions’

Name._
Address.
City _State
Zip.
Payment or Company P. O must

accompany each order




These are the best promoted programmers in the U.S. and abroad.*

ABC Pictures International
Access Syndication

All American Television

Almi Television Productions
American National Enterprises, Inc.
ARP Films, Inc.

Atlantis TV International
Behrens Company

Isme Bennie International Inc.
Beta Film

Blair Entertainment

Bocass Communications Inc.
Cable Films

Camelot Entertainment Sales
Carden & Cherry

Castle Hill Television

C.B. Distribution Company
CBC Enterprises

CBN Continental Syndication
CBS Broadcast International
Central Independent Television
Channel Four Television
Chanowski Production

Cinema Shares International Television, Inc.

Cinepix Inc.

Cinevisa International Media Distributors
Colex Enterprises

Colbert Television Sales
Columbia Pictures International
Columbia Pictures Television
Comworld International
Crawleys International
Dancer-Fitzgerald-Sample, Inc.
Walt Disney Pictures

Ralph C. Ellis Enterprises
Embassy Telecommunications
Empire Television

The Entertainment Network
Essence Television Productions
Filmation

Filmoption Internationale Inc.
Films Transit

Four Star International
Fox/Lorber Associates

France Media International
Fremantle International Inc.
Fries Distribution Company
Gaylord Program Services
General Mills

Genesis Entertainment

Gilson International

Global Television Network
Globo TV of Brazil

Goldcrest Films & Television
The Samuel Goldwyn Company
Group W Productions
Harmony Gold/USA

Raymond Horn Productions

Hubbard Entertainment
Ideacom Inc.
The Independent Network News

International Lutheran Layman’s League

Ironstar Communications Inc.
ITC Entertainment, Inc.

M. A. Kempner

King Features Entertainment
King World Enterprises

Les Productions Via Le Monde
LBS Communications

Local Program Network

Lorimar Telepictures

MCA-TV

Metromedia Producers Corporation
MGM /UA Television Distribution
M & M Productions

Muller Media, Inc.

Multimedia Entertainment
Mutual of Omaha

NBC International, Ltd.

Nine Network Australia
Operation Prime Time

Orbis Communications

Orion Entertainment

Paramount Television Distribution
Primetime Entertainment
Procidis

Republic Pictures Corporation
Rhodes Productions

RKO Pictures, Inc.

SACIS

Satellite Program Network
SEPP International

S4C

SFM Entertainment

The Silverbach-Lazarus Group
Simcom Ltd.

Sullivan Films Distribution Inc.
Sunbow Productions

D. L. Taffner/Limited

Television Program Enterprises
The Television Program Source
Television Sales Worldwide
Tevecom

Tribune Entertainment

Turner Program Sales

Twentieth Century-Fox Television
Twentieth Century-Fox International
Viacom International Inc.

Victory Television

Visual Productions *80 Ltd.

Brent Walker Television

Warner Bros. Television Distribution
World Events Productions Ltd.
Worldvision Enterprises, Inc.
Wrightwood Entertainment Ltd.

* These are programmers who advertised in Television/Radio Age in the past 12 months.
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These are the people
who can help you
turn on the power:

Dick Robertson

OFF-NETWORK

Pat Kenney
Tom Byrnes
Dalton Danon
Bruce Genter
Bob Jacobs
Maury Lanken
Terry Palmer .
Gust Theodore .
Scott Weber
Ed Youngmark

FIRST-RUN

Jim McGillen
Jeff Hufford
Jeannine Kadow
Julie Lobdell
Vince Messina
Mike McHugh
Mark O'Brien
Damien Riordan
Mark Robbins
Tom Straszewski
Mike Von Ende
Alicia Windroth

PERENNIAL

Scott Carlin
Robert Barnett
Rod Cartier
Steve Knowles

SPORTS

Keith Samples
Dave Almstead
Marc Solomon
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_Jim Englernan
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Sidelights (continued)

that talent, but they do. What I do is to
make it apparent to somebody else.
Some writers can do it.” The fact that
Hirschfeld can relate what he sees to
others, he calls mysterious.

Also, he points out, kids can recog-
nize the type of car and its year from a
distance as well. He recalls that as a
child growing up in St. Louis he was
able to distinguish between one car and
another. Hirschfeld spent his early
years in St. Louis, where he was born in
1903, but moved to New York when he
was 12 with his mother (‘“‘a remarkable
woman’’), father (“who never worked
and took care of the kids”’), and his two
brothers. He recalls that the family
came to New York because a painter
convinced Hirschfeld’s mother that the
city offered a good opportunity for Al’s
talents (“I was drawing since I could
walk”).

Arrival in New York. 'I'he Hirsch-
felds arrived in New York with only $5,
rented an apartment for $4 per month,
and Al’s mother got a job the day after
in a department store. Hirschfeld says
he never really knew he was poor until
he began working and realized the fam-
ily had little money. But, he says, he
has never feared poverty since then.
“When you have really been poor, there
is nothing to fear. You have been
through it, and it’s not as tough as it
looks. Sometimes the people who are
poor are much happier than those liv-
ing on Park Avenue in 14 rooms and six
baths.”

After studying art at the Art Stu-
dents League, he did a four-year stint
at Selznick Pictures, where he was art
director at the ripe young age of 17.
During that time, his first published
caricature appeared in the New York
World, followed by other caricatures in
the Tribune and The Times.

But while Hirschfeld has a penchant
for working, he considers himself lucky
in that he enjoys what he does, and he
looks forward to assignments. In fact,
unlike the comic who wants to play
Shakespeare, he is at peace with what
he does and himself, without harboring
false illusions. ‘I enjoy what I’'m doing,
and it never occurred to me to do any-
thing else. I don’t go in for golf or other
things that other men of my age, as a
rule, look forward to.

“I look forward to the next day’s
work, although it’s not really work. Is a
professional golfer, who likes what he
does, working? He gets paid for playing
golf.

“Those people that have professions
which suit their personality, it seems to
me, are fortunate. They can do what

they want to.”

Hirschfeld is a firm believer that
there are no restrictions on freedom of
choice. “If I wanted to paint, I would
paint. Nobody is stopping me, and [
think that’s true with everybody. But
they all think they have to do what they
are doing. I don’t know why they feel
that way.” Hirschfeld notes that while
money was an important element in the
Viacom deal, the overriding feature
was that the assignment was something
he wanted to do. “If I didn’t like it, or
thought it was demeaning in any way, |
wouldn’t do it.”

He differentiates between financial
reward and the work itself. He feels he
is not responsible for the public’s taste.
“If people like the drawing, that’s mar-
velous. If they don’t, it’s unfortunate
and there’s nothing I can do about it,
because it’s so personal. It has nothing
to do with business, or TV, or movies.
Those are the things that pay your
room rent.

“But the actual drawing has to stand
on its own two feet. I'm interested in
the drawing, per se.

One of Hirschfeld’s rooms has an eb-
ony concert-size piano. It took no coax-
ing for Hirschfeld to sit down and go at
the keys, and with a twinkle in his eye,
he proceeded to play a mean St. Louis
Blues.

Television/Radio Age, January 6, 1986

Smart move

Harry B. Smart, president and chief
executive officer of Blair Television,
Chicago, has been elected president of
the Broadcast Pioneers Educational
Fund, Inc., the foundation which en-
dows the Broadcast Pioneers Library
in Washington, D.C. Smart succeeds
Robert E. Lee, former FCC chairman,
who will continue as trustee.

New board of directors at the BEF
are: Edward O. Fritts, NAB; consultant
Lawrence Laurent; Robert McAuliffe
of the Broadcast Financial Manage-
ment Association; and Sol J Paul,
TV/RADIO AGE. New trustees are:
Jack Harvey, Blackburn & Co.; Catha-
rine Heinz, BPL director; Richard
Schmidt, Jr., Cohn & Marks; and Law-
rence Taishoff, Broadcasting.

(continued on page 48)

931 North Cole Ave.
Hollywood, CA 90038-2675
(213) 469-2102

© 1985 FOUR STAR INTERNATIONAL, INC.
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s areal winner - available for Fall ’86!
| | {

Where your viewers at home compete for a share of $250,000 each week!

Banko is the half-hour strip game show that’s ideal any
time of the day or night!

It's an exciting word-association game based on Bingo.
Contestants in the studio try to find the conrection
between a list of common words.

The prizes our studio contestarits win are the kevs to an
exciting game your viewers can play at home. And home
players compete for real big-money stakes—over a million
dollars in cash each month!

Banko is fun to watch. And it’s the show that pays to watch.
Your viewers will find it exciting to play along at home —
every day, right through the important bonus round at the end of each show.

Banko is backed by millions and millions of free playing cards distributed locally
throughout the United States each week. It from the successful game show
producers Barry & Enright, in association with Twentieth Century Fox Television.
And it’s hosted by Wink Martindale, one of America’s favorite television personalities.

ike BANKO

=~ It pays to buy it
- because .
it pays to watch it

Bariko is a Batrv & Enright and World Telemark of Amenica Inc
Preduction in association with Twentierh Century Fox Television | EBARRY &
1585 Twenhiets Cem iy Fox Fil n C.osp All-ights ress rved [__NENRIGHT ‘
e S

PRODUECTIONS




The $100000 Pyramid
1S takmg more of New

In a dramatic turnaround, urgh Pyramid beats Qon1pp[ing game
Pyramid boosted WOR-TV show head-to-head by 60% in rating, 56% in
New York time period (10/85 l()tal‘ Women, _77% in Won)cn 18-49 '(W I'AE,
vs. 10/84 NSI): Oct. "85 NSI). i 1 Pyramid boosts
- i i previous Oct. 85 tume period rating by 67%,
Rating up 75% Share up 50% share by 60%, "lotal Aduits by 41%, Aduits
Total Women up 66% 18-49 by 22% (WCAU, Oct.’85 NSI). Kz

] EPPCTIRR Pyramid raises time period rating by 25%,
EFXSY(Z)El\NI)S)irST::;%u:SI)S Ing share by 13%, "Total Women by 127%, Women

18-49 by 75% (KCTV, Oct.’85 vs. Oct.’84 NSI).
Rating 8.3 Share 14 - Pyramid ups time period rating
S e GO PecnceubCematy Fo Fitm Corporstion. Al ighs eserved by 50%, share by 54%, "Total Women by 64%,



York every week.

Women 18-49 by 100% (WISN, Oct.'85 NSI
vs. Oct. 84 NSI). Portland Pyramid improves
time period Total Women by 25%, Women
18-49 by 47% (Oct."85 ARB). Pyramid

betters game show lead-in rating by 17%, share
by 18%, "Total Women by 38%, Women 13-49
by 23% (KATU, Oct.’85 ARB).

Nationwide, more and more stations are putting
the power of the Pyramid—and Dick Clark—
to work for them. Why, it's as American as

apple pie!

'World Radio Histo

SHOOT FOR
THE STARS

INTV'86



Sidelights (continued)

Westwood’s growth

Radio syndicator Westwood One’s op-
erating income rose from only $100,000
in 1980 to $3.8 million in 1984, making
it the leading broadcast firm in terms
of growth during the period, according
to the third edition of Communica-
tions Industry Report. The broadcast
segment of the study, published by the
New York investment banking firm of
Veronis, Suhler & Associates (VS&A)
includes only the TV and radio opera-
tions of 58 reporting companies. Be-
cause some companies did not report
data fully or consistently for the full
years, composite figures include only
55 firms.

Westwood One, which recently ac-
quired the MBS radio network, led not
only in compound growth of annual op-
erating income, but also in compound
growth of annual cash flow and in
growth of profit margins. And it came
in second in compound annual revenue
growth. TVX Broadcast Group, which
had losses in operating income during
the five-year period, nonetheless
topped the list in compound annual
revenue growth—increasing from $1.9
million in 1980 to $15.5 million in 1984.

In 1984 alone, Price Communica-
tions—jumping a phenomenal 667.7
per cent to $2.3 million in operating
income from $300,000 the previous
year as it rapidly acquired media pro-
perties—led all others in growth in that
category, as well as in growth in cash
flow and revenues—from $5.2 million
to $13.7 million. But Times Mirror, the
eighth largest company—with $65.4
million in 1984 broadcasting inco-
me—led in growth of profit margin.
And Rollins Communications topped
the list in terms of operating income
return on assets.

Five-year results. Westwood One’s
1980-84 compound growth in annual
operating income was up 148.3 per
cent. It was followed by John Blair, up
126.2 per cent to $15.7 million, Viacom,
up 64 percent to $23.9 million; Gulf
Broadcast, up 61.5 percent to $32 mil-
lion; and Clear Channel Communica-
tions, up 51.7 per cent to $5.3 million.
The broadcast industry composite
growth was only 15 per cent, according
to VS&A.

In compound growth of annual cash
flow, Westwood One was up 153.0 per
cent, more than doubling Blair’s 76.5
per cent. Josephson International rose
56.5 per cent, Viacom 52.9 per cent and
Clear Channel 43.3 per cent. The
broadcast composite was 15.6 per cent.

Although profit margins for the

broadcast composite grew by a minis-
cule 0.5 per cent during the five-year
period, Westwood One was up 27 per
cent, Viacom 24.7 per cent, Clear Chan-
nel 14.8 per cent, Blair 13.4 per cent
and Josephson 10.4 per cent.

In terms of revenues from 1980-84,
TVX had a compound annual growth
rate of 69.0 percent. Westwood One
grew 59.1 per cent to $12.8 million;
Blair, 47.5 per cent to $89 million; Mal-
rite Communications, 39.9 per cent to
$63.9 million; and Chris-Craft, 39.2 per
cent to $146.7 million. The composite
rate was 14.2 per cent.

1984 rankings. In second place behind
Price’s 1984 operating income growth
of 667.7 per cent were Blair, up 185.5
per cent; Associated Communications,
up 142.9 per cent to $1.7 million; Mal-
rite, up 127.8 per cent to $12.3 million;
and A.H. Belo, up 101.6 per cent to
$62.7 million. The industry composite
was 25.1 per cent.

Price’s 1984 cash flow was up 250 per
cent, followed by Business Men’s As-
surance, up 242.9 per cent; Blair, 153.3
per cent; Jacor Communications, 150
per cent; and Malrite, 120 per cent. The
broadcast composite was 25.3 per cent.

Price grew 163.5 per cent in revenues
during 1984, followed by Blair's 123.1
per cent, and Chris-Craft’s 122.6 per
cent.

Satellite Music Network was up
121.4 per cent to $6.2 million, and Belo
99.5 per cent to $158.6 million. The
broadcast composite was 18.8 per cent.

Times Mirror’s jump of 52.4 per cent
in 1984 profit margin was followed
closely by Capital Cities’ 52.1 per cent.
Scripps-Howard Broadcasting rose
40.5 per cent. Belo 39.5 per cent and
Rollins 39.2 per cent. The broadcast
composite was 18.5 per cent.

Rollins showed a 1984 return on as-
sets of 99.5 per cent, followed by Asso-
ciated with 69.4 per cent, Guaranty
Corp. with 58.6 per cent, Cap Cities
with 54.6 per cent and Times Mirror
with 47.3 per cent. The broadcast com-
posite was 23.1 per cent.

Jankowski to speak

On tap as speaker for the January 15
“newsmaker luncheon” for the Inter-
national Radio and Television Society
is Gene F. Jankowski, president of the
CBS/Broadcast Group. The luncheon
will take place in New York’s Waldorf-
Astoria hotel.

Following that act—on February
6—will be a triple-threat panel of the
three entertainment division presi-
dents of major networks—B. Donald
“Bud” Grant of CBS, Brandon Tarti-
koff of NBC and newly-appointed
Brandon Stoddard of ABC.

NAB’s theme

Broadcaster/community relationships,
tagged “Tuning in America,” will be
the theme of this year’s National Asso-
ciation of Broadcasters’ annual con-
vention, April 12-16, at the Dallas Con-
vention Center.

The NAB also announced plans for
its two opening presentations.

For radio attendees, a session titled
“MegaRate$: Getting Top Dollar for
Your Spots” will present results of re-
search conducted by The Research
Group, Seattle, Wash. The NAB said
the presentation will answer such ques-
tions as “What is the ‘demand curve
pricing model’ and how does it apply to
radio?” and “What do ‘rate aggressive’
broadcasters follow in their pricing
strategies.?”

At “Great Expectations—Making it
Happen”, the opening TV session, Den-
ver’s Brown, Bortz & Coddington Co.
consulting firm will show how to pro-
ject changes by reviewing what has
happened in the industry since 1980.

‘Premium’ audience

The three network drama anthologies
aren’t rolling up the household ratings,
but Young & Rubicam USA says
they’re the only new shows reaching
“premium viewers”—defined as more
upscale, with a heavier concentration
of adults 25-54 and a stronger propor-
tion of working women.

‘Twilight Zone,’ on CBS, is one
of three new network shows
reaching “premium” viewers,

according to a Young & Rubicam
USA analysis.

Paul Isacsson, Y&R executive vice
president, said these programs
—Alfred Hitchcock Presents, Amaz-
ing Stories and The Twilight Zone
—are characterized by their writing.
“A number of situation comedies and
the new anthologies contain the best
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Off-Net Hits.
Firs¢:Run,
Movies.
Classics.

Cclex today is a full spectrum of television entertainment
programming for syndication.

Spotighting recent off-network hits. Premiere movies.
Important, first-run programs and classic network winners.

From Colex Enterprises, a joint venture of Columbia
Pictures Television and LBS Communications Inc.

For a close-up of today’s important new programming
ppportunities from Colex, tum the page.




Off:Net Hits

WINNERS WITH PROVEN APPEAL

1 \
HARDCASTLE AND McCORMICK
65 + hours.

Available Sept. ‘86 on an advertiser-supported basis
and subsequent cash basis April '89.

This high-voltage, high-performance adventure series
starring Brian Keith and Daniel Hugh-Kelly is a proven
powerhouse with Young Adults.

FATHER MURPHY

35 hours.

Available Jan. ‘87 on an advertiser-supported bass.
Strong all-family favorite in the tradition of Little House
On The Prairie. Merlin Olsen and Moses Gunn star.

FAMILY

85 hours.

Available Jan. '87 on a cash basis.

Award-winning series with proven appeal for Young
Women in morning and early fringe time slots. Star-
ring Meredith Baxter-Birney, Kristy McNichal, John
Rubinstein, Sada Thompson and James Broderick.

First:Run

FRESH, NEW ENTERTAINMENT.

LY

GIDGET

22 all-new half hours.

Available Sept. ‘86 on an advertiser-supported basis.
The girl next door is all grown up and coping with the
80’s. The hit two-hour movie is now a captivating new
series. Starring Caryn Richman, Dean Butler, and
Allison Barron.

THE HOLLYWOOD REPORTER

Half-hour strip and weekend recap.

Available Sept. ‘86 on an advertiser-supported basis.
Inside the world of entertamment, with revealing fea-
ture stories about today's most important celebrities.
Host: Peter Tomarken with special correspondent
Meredith MacRae.

A full selection of quality programs,
ey Enterprisggs:



Movies €lassics

COLEX PREMIERE MOVIES NETWORK WINNERS FOR SYNDICATION
Four 2-hour advertiser-supported features: THE FLYING NUN

82 half hours.
IT CAME UPON THE MIDNIGHT CLEAR Available now on an advertiser-supported basis;
Available December '86. Sept. '87 on a cash basis.
Mickey Rooney stars in the highest-rated first-run ROUTE 66
syndicated TV movie ever! 52 hours.

Available Jan. '86 on an advertiser-supported basis.
GIDGET

32 half hours.

Available 3rd quarter '86 on an advertiser-supported

MIRACLE OF THE HEART—A BOYS TOWN STORY
Available March/April '86.
Art Carney stars.

REUNION AT FAIRBOROUGH basis.
Available June '86. THE MONKEES
Robert Mitchum and Deborah Kerr reunite. 58 half hours. _
Available Summer '86 on an advertiser-suppor ted
THE CANTERVILLE GHOST basis.
Available October '86. BURNS AND ALLEN
Sir John Geilgud stars. 239 half hours.

Available now on a cash basis.
FATHER KNOWS BEST

191 half hours

Available now on a cash basis.
THE DONNA REED SHOW
175 half hours

Available now on a cash basis.
DENNIS THE MENACE

146 half hours.

Available now on a cash basis.
JUNGLE JIM

26 half hours.

Available now on a cash basis.
WILD BILL HICKOK

113 half hours.

Available now on a cash basis.

GHOST STORY/CIRCLE OF FEAR

7 22 hours.
PLUS TWO MORE ADVERTISER- e &0®
SUPPORTED PACKAGES! A 5
HOPE DIAMONDS JOE FORRESTER s W
ELEVEN BOB HOPE MOVIE GEMS _ 22 hours. < S
Available Sept. ‘86 on an advertiser-supported basis EISCHIED \1\5\
and subseguent cash basis. Including The Road to 13 ho;./rs
Rio, The Seven Little Foys, My Favorite Brunette, ’ L}
and The Road to Bali. T
/T
THE PERFORMANCE PACKAGE —
THREE 4-HOUR MOVIES = —
“Family Reunion” Available Nov. '86. Bette Davis N L e
stars. A JOINT VENTURE OF COLUMBIA PICTURES TELEVISION AND LBS COMMUNICATIONS INC
“The Best Place To Be” Available Feb. '87 875 Third Ave., NY, NY 10022 (212) 418-3000
Donna Reed and Ephrem Zimbalist, Jr. star. 9220 Sunset Blvd., Suite 101-A, Los Angeles, CA 90069  (213) 859-1055
& o 0 625 N. Mich Ave., Suite 1200, Ch IL 60611 (312) 943-3707
“The Star Maker "’ Available May '87. Rock Hudson © 1985 C;%I:Jgr:gla \chturg;eTelevnsmn,K;agisS|on of CPT(Hol)dungs nc

and Suzanne Pleshette star. All nghts reserved
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Sidelights (continued)

writing that’s been on television in
years,” he commented, “and we think
it’s driving an improvement in TV
viewing.”

A Y&R analysis of the first two
months of the Tv season found 15
shows in all with “premium” audi-
ences—10 on NBC, four on ABC and
only Twilight Zone on CBS. Other
NBC winners included Cheers, Family
Ties, Hill Street Blues, Bill Cosby, Mi-
ami Vice, Night Court, St. Elsewhere

and the Sunday Movie. ABC’s premi-
um programs were Dynasty, Moon-
lighting, Who's the Boss and NFL
Monday Night Football (with the ex-
ception of working women).

Who’s the Boss, Isacsson pointed
out, was up 71 per cent among women
25-54 compared to a year earlier, and
Miami Vice up 79 per cent. On the oth-
er hand, programs falling down in this
category and thus “likely candidates
for cancellation” were: Fall Guy, down
55 per cent; Knight Rider, off 33 per
cent; Riptide, down 30 per cent; as well
as Punky Brewster, Diff'rent Strokes,

-

$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 the rise
of rock radio in America.”
—Clive Davis, President
Arista Records

THREE DECADES OF RADIO & ROCK'N ROLL

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

[ ]
{ Address __ _ —

» |

“"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,
fromits originsto its explosion
across the country and be-
yond, as it was experienced
by Rick Sklar as a radio pro-
grammer.

-3

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.”

Please send me copies of ROCK-
ING AMERICA @$15.50 each (includes
postage)

Name __ _

]
1
]
]
]
]
]
]
]
]
]
]
City — :
]
]
]

State - Zip S

Payment must accompany order Return:

coupon to: TV Radio Age, 1270 Avenue of §
the Americas, NY, NY 10020 §

Benson, Webster and Hardcastle &
McCormick.

Survey-influencing

A recent promotion trend by new inde-
pendent TV stations and other broad-
casters—the specific targeting of
households with access to rating dia-
ries, via either newspaper ads or on-air
spots—has spurred the National Asso-
ciation of Broadcasters to issue a policy
statement on such survey-influencing
behavior. According to Dr. John D.
Abel, the NAB’s senior vice president
of research and planning, the series of
incidents began in mid-1984. Although
TV stations have been the primary cul-
prits, according to Abel, the issue came
to a head when Tulsa’s KELI, an AM
radio station, ran newspaper ads offer-
ing $14.30 to Arbitron diary users who
listed its call letters.

The NAB has had a similar policy on
ratings for the past 20 years, Abel said,
but the new statement includes names
that broadcasters can contact to report
misuse of survey methods. Besides
Abel himself, these are: Dr. Richard
Ducey of the NAB’s Committee on Lo-
cal Radio Audience Measurement; Dr.
Bernadette McGuire of the NABs
Committee on Local Television Audi-
ence Measurement; and Melvin Gold-
berg, executive director of the Elec-
tronic Media Rating Council.

‘Woes’ of network news

Network TV coverage of federal deficit-
reducing efforts has been “woefully
lacking in comprehensiveness” and
"woefully imbalanced,” Media Insti-
tute president Patrick D. Maines
writes in a foreword to the research
foundation’s new study, “TV News
Covers the Budget Debate.”

Maines writes that ABC's “Ameri-
can Television and You” public service
spots should “contain a warning to TV
viewers that what they see is an imbal-
anced and superficial presentation,
with a recommendation that viewers
consult their libraries or better news-
papers for the rest of the story.”

The Media Institute, examining cov-
erage of the Social Security cost-of-liv-
ing allowance (COLA) and defense
spending issues, studied 56 news re-
ports presented by the nightly news-
casts of the three networks last March,
April and May. The Institute found
that over half of the stories did not
meet its “minimal criteria” for ade-
quate comprehensiveness, and that
two-thirds of coverage opposed both
freezing COLAS and increasing defense
spending.

Television/Radio Age, Janhuary 6, 1986
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SEJppEg Ii_st of new syndicated shows at NATPE

First-run half-hour strips

Program

All-American Bingo
American Calendar
Banko

Best of You

Card Sharks
Concentration
Crosswits

Dating Game

David Susskind Show
Exclusive!

For the People
Frame Game
Fun for the Money
Great Scott
Hangin’ In
Hangin’ In
(16-week test)
Heart & Soul
Hollvwood Squares
It’s a Living
(inc. off-net)
The Judge

Lifestyles of the
Rich & Famous

Distributor

Lee Prods.

Fries

20th Century Fox
All American
Program Source
Victory

ABR

Bel-Air
Fox/Lorber
Viacom

Worldvision
MGM/UA
Group W
Columbia
Orbis

Orbis

Columbia
Orion

Lorimar
Genesis/Frank

TPE

Love Me, Love Me Not LBS/MGM

Makeover

Mama’'s Family
(inc. off-net)

Matchmaker

Million Dollar Chance

of a Lifetime
Night Life
Now You See It
Perfect Match
Purely Personal

Rocket to the Stars
Salem’s Children
Show Biz Quiz
Star Cluster

Strike it Rich

Samuel Goldwyn
Lorimar

Four Star
Telepictures

King World
Program Source
Telepictures
Colbert

Telepictures
Group W
Harmony Gold
Four Star
Blair

Tales from the Darkside LBS

That’s Showbiz
Today’s the Day
True Confessions
U.S.A. Today

You Write the Songs

MGM/UA
King World
King World
Group W/

Gannett
TPE

First-run hours

Program

Cosmos

(2-hr blocks)
Oprah Winfrey Show
Skyways
Sportsnuts (7 davs)

Source: Petry Television

*B = Barter (natlonal/local minutes)

C = Cash
Each + = 30 sec. spot

58

Distributor
TEN
King World

W. W. Enter.
Red Coat/MSN

Terms*

C+
C++
C+
B(2/4)
C++
C+
C++
C++
C
C++

C

C
C++
Chset
C
B(2/4)

B(3/3)
C++
C

C++
C

CH
C++
C

C++
(OH

C++
a4
for .18
ey

C++
C++
NA
C++
C++
B(2/4+)
C

C++
C++

C

C++

Terms

B(6/6 per hr.)

C++++
C
CH+++++

Children’s animated half-hours

Program

Adventures of the
Galaxy Rangers

Alvin & the Chipmunks

Centurians

Chuck Norris
(miniseries)

Comic Strip

Danger Mouse

Defenders of the Earth

Dennis the Menace

Ghostbusters

Jem
Macron |
My Little Pony

’n Friends
Rambo
Real Ghostbusters
Sectaurs miniseries
Silverhawks
Smurfs

Distributor

ITF

Telepictures
Worldvision
Worldvision

Telepictures
Taffner
Orbis

DFS

Group W/Trib.

Claster
Orbis
Claster

Worldvision
Columbia
Worldvision
Telepictures
TPE

Off net half hours

Program

Cheers

Donny and Marie Show
Facts of Life

Family Ties

Harper Valley P.T.A.
Honeymooners (new)
Newhart

Night Court

Operation Petticoat
Silver Spoons

Distributor

Paramount
Osmond Ent.
Embassy
Paramount
MCA

Viacom
Victory
Warner Bros.
MCA
Embassy

Tales of the Unexpected Orbis

Three’s a Crowd
Webster

Off net hours

Program

A-Team
Cagney & Lacey
Falcon Crest
Fall Guy
Fridays
Hardcastle &
McCormack
Hill Street Blues
Knight Rider
Magnum
Perry Mason
(additional episodes)

(continued on page 154)

Taffner
Paramount

Distributor

MCA

Orion
Lorimar
20th Fox

All American
Columbia

Victory
MCA
MCA
Viacom

Terms

C++

B(2+/3+)
B(2/4)
B(2/4)

B(2+/4+)
B(2/4) or C
B(2/4)
B(2/4)
B(2+/3+)

B(2/4)
C
B(2/4)

B(2/4)
B(2+/3+)
B(2/4)
B(2+/4+)
B(2/4)

Terms

C
B(2+/3+)
C

C
B(2+/3+) or C
C
C
C
B(2+/3+) or C
C

B(2+/4+)
C
C

Television/Radio Age, January 6, 1986
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MAJOR BROADCAST MEETINGS,
SEMINARS AND CONVENTIONS 1986

1986

January 5-9

January 17-21

February 1-4

February 10-14

March 15-18
April 13-16
April 24-29
April 27-28

April 27-30

May 7-14
May 18-21
June 3-6

June 8-11

June 11-15

June 19-22

July 24-26
August 26-29
Sept. 10-14
Oct. 27-31
Nov. 3-7

Nov. 17-19

Association of Independent Television Stations,
Century Plaza, Los Angeles
December 23, 1985 Issue
NATPE International
New Orleans Convention Center
January 13, 1986 Issue
Radio Advertising Bureau Managing Sales
Conference, Amfac Airport Hotel, Dallas
January 20, 1986 Issue
International Television; Film & Video
Programme Market, Monte Carlo
Television/Radio Age International February Issue
National Cable Television Association, Dallas
March 14, 1986 Issue
National Association of Broadcasters, Dallas
April 14, 1986 Issue
MIP, Cannes
Teievision/Radio Age International April Issue
CAB Conference
April 28, 1986 Issue
Broadcast Financial Management Association
Century Plaza, Los Angeles
April 28, 1986 Issue
Golden Rose of Montreux
Television/Radio Age International April Issue
CBS-TV Affiliates, Century Plaza, Los Angeles
May 12, 1986 Issue
ABC-TV Affiliates, Century Plaza, Los Angeles
May 26, 1986 Issue
NBC-TV Affiliates, Hyatt Regency, Maui, Hawaii
June 9, 1986 Issue
Broadcast Promotion & Marketing Executives/Broadcast
Designers Association, Loews Anatole, Dallas
June 9, 1986 Issue
NATPE International Production Conference
Adam’s Mark Hotel, St. Louis
June 9, 1986 Issue
Eastern Cable Show, Atlanta
July 21, 1986 Issue
RTNDA Conference, Salt Palace Convention Center, Salt Lake City
August 18, 1986 issue
NAB and NRBA Conference, New Orleans Convention Center
September 1, 1986 Issue
MIPCOM, Cannes
Television/Radio Age International, October/November Issue
The London Market, Gloucester Hotel, London
Television/Radio Age International, October/November Issue
TVB Annual Meeting, Century Plaza, Los Angeles
November 10, 1986 Issue

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

Television/Radio Age, January 6, 1986







Some shows come and go overnight...
They make big promises but deliver little. Not Merv.
Now’s the time to revive your early fringe with the master
of daytime television.
Revive your schedule with syndication’s longest running
first-run show. -

THE

MIERY GRIFHIN
SHOW
Markets all across America are winning with “The Merv Griffin Show’in
daytime, including the all-important early fringe time period.

Cleveland —WEWS (4:00 pm) Orlando —WFTV (4:00 pm)
Beats “Break the Bank; “Hart Beats “America; “Diff rent
to Hart” and “Divorce Court.” Strokes, “Three’s Company,

and cartoons.
Seattle —KOMO (9:00 am) e cartoon
Beats “Love Connection” Philadelphia—WPV! (4:00 pm)
“Pyramid, “Goocd Company,’ #2 right behind “Wheel of
“Let’s Make a Deal, “Sale of the Fortune.” Beats “Quincy,’
Century, and “Brady Bunch’ cartoons and local programming.

Source Nov 85 Nielsen

Revive your early fringe now.
CALL YOUR KING WORLD ENTERPRISES REPRESENTATIVEE IMMEDIATELY BEFORE YOUR FEBRUARY BOOK BEGINS!

MERV GRIFFIN KINGWORLD
ENTERPRISES e . e— T A

NEW YORK NASHVILLE
(212) 315-4000 ENTERPRISES (615) 373-1500

LOS ANGELES CHICAGO DALLAS NEW JERSEY
€ 1985 KW, InC (213)826-1108 1312) 337-6765 (214) 960-1996 (201) 522-0100




“WHEEL OF FORTUNE,” the highest-rated
syndicated series in television history! Now
six nights of spinning, winning and big ratings!

Produced By Distributed By

i,
LSRG -

ENTERPRISE




““WHEEL”’ CONTINUES TO SPEED UP

AND ROLL OVER THE COMPETITION!

#1 by an incredible margin in over 8 out of 10 local markets!!!

TIME PERIOD LEADER IN:

#1 New York WCBS

#1 Los Angeles KCOP
#1 Chicago WLS

#1 Philadelphia WPVI
#1 San Francisco KRON
#1 Boston WNEV

#1 Detroit WDIV

47 Washington WDVM
#1 Dallas KXAS

#, Cleveland WEWS

#1 Houston KPRC
Pittsburgh KDKA
Atlanta WXIA
Seattle KOMO
Tampée WTSP
Minneapoiis WCCO
St. Louis KSDK
Denver KUSA
Sacramento KXTV
Indianapolis WTHR
Phoenix KTSP
Hartford WTNH
Portland KON
QOrlando WFTV
Cincinnati WCPO
Kansas City KMBC
Milwaukee WTMU
Nashville WSMV
Chariotte WBTV
New Orleans WW/L
Buffalo WKBW
Greenville-SFAS WLOS
Columbus WBNS
Oklahoma City KW TV
Birmingham WBRC
Raleigh WTVD
Granrd Rapids WZZM
Providence WPRI

#1
#1
#1
#]
#1
#]
#1
#)
#1
#1
41
31
#1
4]
#1
41
#1
#1
#1
#1
#1
#1
#1
#1
#1
#1
#1
#1
#1
1
4
#

#

#1
#1
#1
#1
#1

Memphis WMC
San Antonio KENS
Wilkes-Barre WNEP
Norfolk WVEC

#1
#1
#1
#1

Charleston-Hunt WCHS #1

Albany WNYT
Greensboro WXII
Tulsa KTUL

Little Rock KATV
Flint WJRT
Richmond WXEX
Shreveport KTBS
West Palm WPEC
Mobile WKRG
Wichita-Hutch KW/ CH
Knoxville WBIR
Toledo WTOL

Fresno KFSN
Jacksonville WJXT
Albuquerque KOB
Syracuse WIXT
Green Bay WFRV
Des Moines KCC!
Omaha KMTV
Rochester WHEC
Roanoke W/SLS
Portland, ME WGME
Davenport WOC
Cedar Rapids KW \W/L
Honolulu KHON
Champaign-Spr. WICS
Paducah KFVS
Spckane KHQ
Lexington WTVQG
Johnstown WJAC
Chattanooga WRCB
Jackson, MS\W/JTV
South Bend WSJV

#1
#1
#1
#1
#1
#1
#1
#1
#1
4
4
#

#i
#|
#1
#1
#1
#1
#1
#1
#1
#1
#1
#1
#1
#1
#1
#1
£1
#1
£1
#

#

Tucson KGUN
Springfield, MO KYTV
Tri-Cities WCYB

Lincoln Hastings KOLN
Baton Rouge WAFB
Columbia, SC WIS
Evansville WFIE
Youngsiown WYTV
Springfield, MA. WW/LP
Ft. Wayne WANE

Las Vegas KVBC
Colorado Springs KKTV
Peoria WHOI

Lansing WILX

Fargo KXJB

Madiscn WKOW
Augusta WJBF
Charleston, SC WCBD
Ft. Myers WBBH
Savannah WSAV
Monterey-Salinas KMST
Lafayerte, LA KATC
Rockford WTVO

Santa Barbara KCQY
Amarillo KVII
Columbus, GA WTVM
Terre Haute WTWO
Beaumont KJAC
Witmington WWAY
Duluth KBJR

Yakima KNDO
Wausau WAOW
Tallahassee WCTV
Reno KTVN

Wichtta Falls KFDX
Eugene KVAL

La Crosse WXOW
Macon WMAZ

#]
#1
#1
#1
#1
#1
#1
#1
#1
#1
#1
#]
#1
#]
#1
#1
#1
#]
#1
#1
#1
#1
#1
#1
#1
#1
#1
#1
#1
#1
#1
#1
#1
#1
#1
#1
#1
#1
#]

Boise KBC!
Chico-Redding KHSL
Lubbock KAMC
Columbus-Tupelo WTVA
Mason City KTTC
Bakersfield KGET
Minot KFYR
Columbia-Jeff KOMU
Odessa KMID
Beckley-Bluefield WOAY
Ft. Smith KFSM
Topeka KSNT

Quincy WGEM
Bangor WLBZ
Albany, GA WALB
Abilene KTAB
Medford KDRV
Florence WBTW
Dothan WTVY
Idaho Falls KIDK
Alexandria KALB
Hattiesburg WDAM
Palm Springs KESQ
Rapid City KOTA
Clarksburg WDTV
Ada-Ardmore KTEN
Panama City WJHG
Yuma KYEL

Great Falls KRTV
Watertown WWNY
Parkersburg WTAP
St. Joseph KQTV
Eureka KVIQ
Marquette WLUC
Alexandna, MN KCMT
Butte KXLF
Ottumwa KTvO

San Angelo KLST
Lima WLIO

Renew your WHEEL OF FORTUNE franchise now!
Call your King World Representative!







“The on-camera Winfrey may be the most spontaneous force in all of videoland.”

EVERYBODY
IS
TALKING ABOUT

Vo1l

WINFREY SHOW

Already sold in over 80 markets to stations
representing these prestigious groups:

ABC Belo Knight-Ridder
Cap Cities Nationwide Allbritton
CBS Gannett Cosmos

Taft Scripps Howard Pulitzer
Group W Viacom Journal Co.
Cox Hubbard Gillett
Post-Newsweek McGraw Hill

John Blair & Co. Evening News Assoc.

It’s a new kind of television produced by WLS -TV Chicago

KING WDRI.D

ENTERPRISES

gxay 96

se NEW YORK LOS ANGELES CHICAGO DALLAS NASHVILLE NEW JERSEY
(212) 315-4000 (213)826-1108 (312)337-6765 (214)960-1996 (615)373-1500 (201)522-0100

National Advertising by CA@KQW

ENTE RTAINMCNT SALES

A King World Company
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Program shortage, rising
prices easing: INTV study

The syndicated program shortage and the rising
prices that have accompanied it, may be easing, ac-
cording to a major study presented yesterday (Janu-
ary 5) at the INTV convention in Los Angeles. The
study, conducted for the independent station associa-
tion by the consulting firm of Frazier, Gross & Kad-
lec, covered, in addition to the current programming
scene, (1) the economics of the independent TV sta-
tion marketplace, (2) audience share trends among
indies in varying competitive situations, (3) a review
of station trading, (4) “management perspectives,”
(5) regulatory issues, (6) financing of station acquisi-
tions and (7) a backgrounder on the TV industry. In-
cluded in the many statistical tables was an estimate
of non-network revenues for all ADIs in 1985 plus rev-
enue projections for 1990 (see page 146).

Off-network. In concluding that the syndicated pro-
gramming crunch is being overcome, the consulting
firm pointed to “a greater number of off-network half
hours and hours available for syndication.” The
study listed, sourcing Katz Independent Television,
62 off-network “futures” through 1990, including 28
half hours and 34 hours. However, among them were
nine half hours and nine hours released last year,
plus eight half hours and 11 hours not yet actually in
syndication but with good chances of achieving that
goal, though some undoubtedly beyond 1990.

FG&K also pointed to the expansion of first-run
programming because of “station-group joint ven-
tures funding development of new series and adver-
tiser-supported barter syndication, which has subsi-
dized new program production.” Again, a listing via
Katz as of November 20, 1985, showed 52 programs,
including 11 of various types for airing starting in the
spring, 27 early fringe/prime access strips, a talk/ma-
gazine show, two late night strips and 11 weekly
shows for airing in the fall. A third factor affecting
the program supply cited by the INTV study was “ad
hoc networks, such as the SFM Holiday Network and
the envisioned Metromedia/Fox ‘fourth network.’

Barter estimates. In reviewing the barter situation,
FG&K cited a recent study by David C. Butterfield
that estimated revenues of $550 to $600 million last
year and $750 to $800 million this year, both figures
higher than most industry estimates. Further, the
study called barter an “important source of advertis-
er support for program production.” And it traced
the effect in these terms: “It has lowered station out-
of-pocket programming expense, and it permits an
accumulation of episodes for additional stripping.”
However, the FG&K report, which is copyrighted by
the consultant and is an update of a previous study
done for another client, did not indicate there was
anything controversial about barter syndication.

In illustrating the burden of rising program costs,
the FG&K study examined the levels of film and tape

amortization expense, one of the standard expense
items in the now-defunct FCC station financial re-
ports and estimated their levels after 1980, the last
year of the FCC station financial reports. The annual
compound increase averaged 23.5 per cent for indies
during the years 1976 to 1984, compared with 15.1
per cent for affiliates.

Fastest growing. The FG&K estimates on market-
by-market net non-network revenue (sans network
comp and after commissions) singled out the 12 fast-
est growing markets from 84 to '85. Ranging in
growth from 16.8 down to 14.0 per cent, they are:
Austin, Orlando-Daytona Beach-Melbourne, Tampa-
St. Petersburg, Santa Barbara-Santa Maria-San Luis
Obispo, Ft. Myers-Naples, Dallas-Ft. Worth, Hous-
ton, Seattle-Tacoma, Raleigh-Durham, Reno, Fresno
and Jacksonville.

The study also projected the 12 fastest-growing
markets for '85 to '90, with annual rates ranging from
17.0 down to 15.0. They are: Odessa-Midland, Orlan-
do-Daytona Beach-Melbourne, Austin, Ft. Myers-
Naples, San Diego, Dallas-Ft. Worth, Miami, Hous-
ton, San Antonio, Phoenix, Hartford-New Haven and
Raleigh-Durham.

Much of the INTV’s 160-page study, whose main
authors were Linda Shapiro and Kim O’Neill, deals
with where the stations have been since their begin-
ning, but the preparers also take a look at the next
four years, to 1990. The future is bright for indepen-
dents because they will outgun their rivals in attract-
ing advertising revenue, it asserts.

The study predicts that independent TV stations
will increase their share of the revenues from the cur-
rent 25 per cent to 29 per cent of the market. Actual
dollars will double from the current $2.5 billion to $5
billion, the report estimates.

Indie pace. While industry-wide sales will increase at
the rate of 12 to 13 per cent through 1990, indepen-
dents will be growing faster, at about 16 per cent a
year, the study says. By that time the total industry
sales will be nearly $18.8 billion, with independents
grabbing a $5.4 billion share, it says.

The study warns, however, that other factors be-
yond the control of the independents may cause
those figures to be lower. One cited by the study was
network sales of 15-second announcements.

That would mean, the study says, that “networks
will become more price competitive with national
spot television and would likely reallocate existing
national spot advertising budgets to network.” At the
same time, it says, “local stations’ time sales inven-
tory would effectively double, driving down prices for
both spot and local television advertising until de-
mand caught up with the expanded inventory.”

Increased share. The independents are expected to
increase their share of the advertising pie because
they also are expected to increase their share of the
viewing audience. “Independent viewing share is
forecast to surpass 25 per cent by 1990,” the study
(continued on page 78)
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WNEW-TV, New York
KCOP, Los Angeles
WGN-TV, Chicago
WTAF-TV, Philadelphia
KBHK-TV, San Francisco
WLVI-TV, Boston
KTVT, Dallas-Ft. Worth
WDCA-TV, Washington, D.C.
KHTV, Houston
WUAB-TV, Cleveland
WTAE-TV, Pittsburgh
KSTW-TV, Seattle-Tacoma
WCIX-TV, Miami
WATL-TV, Atlanta
KMSP-TV, Minneapolis
WTOG-TV, Tampa-St. Petersburg
-KPLR-TV, St. Louis
KDVR-TV, Denver
KRBK-TV, Sacramento
WJZ-TV, Baltimore
KUTP-TV, Phoenix
WXIN, Indianapolis
WHCT-TV, Hartford
KPTV, Portland, Or.
KUSI-TV, San Diego
WOFL, Orlando
WITI-TV, Milwaukee
WXIX-TV, Cincinnati
KSHB-TV, Kansas City
WKRN, Nashville
WBNS-TV, Columbus, Oh.
WVUE, New Orleans
WIVB-TV, Buffalo
KGMC, Oklahoma City
KTVX, Salt Lake City
WPRI-TV, Providence
KMOL-TV, San Antonio
WYAH-TV, Norfolk-Portsmouth

WTEN, Albany

KMSS-TV, Shreveport
WNEM-TV, Flint-Saginaw
KLRT, Little Rock
WFLX-TV, West Palm Beach
WPMI-TV, Mobile
WAWS-TV, Jacksonville
KGSW-TV, Albuquerque
WXEX, Richmond

KSEE, Fresno

WHO-TV, Des Moines
WBAY -TV, Green Bay
KETV, Omaha

WUHF-TV, Rochester, N.Y.
WOC-TV, Davenport
KBVO-TV, Austin
KMSB-TV, Tucson

KDEB, Springfield, Mo.
WAPT-TV, Jackson, Ms.
WLTX-TV, Columbia, S.C.
KTNV-TV, Las Vegas
KTHI-TV, Fargo

WJCL, Savannah
WISC-TV, Madison

KNTV, Salinas-Monterey
KEYT, Santa Barbara
WLTZ, Columbus, Ga.
WCQOV-TV, Montgomery, Al.
Klll, Corpus Christi
KBMT-TV, Beaumont
KOLO-TV, Reno
KMTR-TV, Eugene

KTRY, Boise

KLDH-TV, Topeka

WECT, Wilmington, N.C.
KTVL, Mediord

KITV, Honolulu
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METRO ADVERTISING
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GAYLORD
PRODUCTION
COMPANY

DANCIN’
TO THE HITS

Format: V2 hour weekly

Distribution: ITF Enterprises

A combination of the hottest hits and
smoothest moves. The most combustible
weekly half hour of the 80's hosted by
Lorenzo Lamas.

OFF THE WALL

Format: %2 hour late night strip
Distribution: LBS Communications, Inc.

A fost paced, irreverent weekly half hour
filled with rollicking, hilarious, eccentric,
electric comedy...devoted to satirizing
today's world.

World Radio History

Format: 2 hour strip

Distribution: Twentieth Century Fox

An exciting, behind-the-headlines

look at what the world's most famous
celebrities are really doing. And how the
powerful and influential decision makers
are affecting our lives every day.



ST (PRSEE PAREL Y Gl RN e @i

Open up and let the wonder in!

America already
comes home to our shows.
And now we’ve got 6 more.

All different.
All terrific.
All from Gaylord, again.

ADVENTURES OF ENTERTAINMENT
'HE GALAXY RANGERS SHOWCASE

ormat: 65 original animated half hours ~ Format: One hour musicar variety special ~ Format: ¥: hour weekly anthology series

listribution: {TF Enterprises Dist-ibution: LBS Ccmmunications, Inc. Distribution: Gaylord Productions

he first high-tech “western” in space. When Comedy meeats Rock cnd Roll. Suspenseful stories with unexpected

\n action adventure show destined to endings. We=k affer week, there's a lot of
e the pop phenomenon of the 1986-87 surprises in store for fans of “Scary, Tales®
gason.

Stop by andl see us at NATPE,

© 1784 GAYLCRD PROBUCTION COMPANY, ALL RIGHTS RESERVED. _Alonl COUI"MY Ond Pe'er Alex.

World Radio History



Tele-scope (continued)

says, up from about 21 per cent today. “The increase
in number of independent outlets, available program-
ming, and improved UHF reception quality have all
contributed to the expansion of independent audi-
ence acceptance” from the 7 per cent it had in 1960.

Those trends already have been spotted by entre-
preneurs, the study suggests. So far in the 1980s, it
says, stations that were sold within three years of the
date they went on the air, have been sold for a medi-
an price of about $12 million. “Given the start-up
cost of a typical UHF station of $5 or $6 million, these
transactions demonstrate that there can be substan-
tial capital appreciation for start-up projects, the
study concludes.

The biggest sale during the past five years was of a
station on the air three years or less was KTXA Hous-
ton, a UHF outlet that fetched $64.4 million in July,
1984, two years after it signed on. That is better than
the average 15 per cent station appreciation the
study estimates occurred during the past decade.

Retail convention agenda

A number of media-related topics will be included on
the agenda of the National Retail Merchants Associa-
tion (NRMA) convention to be held January 12-15 at
the New York Hilton and Sheraton Centre hotels in
New York. Among the sessions of most interest to the
broadcasting and advertising community. . .

® “Sales Promotion in Small and Mid-Size Stores,”
January 12, 4:45-5:45 p.m. Speaker-Herb Greenwald,
president, Herb Greenwald Associates, New York;
moderator-John Tesorero, vice president, sales pro-
motion, Sage-Allen & Co., Inc., Hartford.

B “Premier Postioning: Selling the Store,” January
13, 2:15-3:30 p.m. Speaker-Wallace Westphal, direc-
tor of retail, Television Bureau of Advertising; mod-
erator-Robert Goldsmith, vice president, sales pro-
motion, F&R Lazarus & Co., Columbus, Ohio.

B “Getting the Most Out of Ad Dollars,” January 13,
2:15-3:30 p.m. Speaker-Carl Lebowitz, professor,
School of Continuing Education, New York Univer-
sity.

® “The Liberated Viewer: Now in Control of TV,”
January 13, 4-5:15 p.m. Speaker: Ted Turner, chair-
man, Turner Broadcasting System; moderator-John
A. Murphy, vice president, sales promotion/market-
ing, NRMA.

B “Innovative Marketing: Preparing for Tomorrow,”
January 14, 2:15-3:30 p.m. Speakers-Keith Ritter, di-
rector of marketing, ABC Owned Television Stations;
Barbara Loren, retail marketing director, wXyz-Tv
Detroit.

m “Radio Advertising: The Power of Sound,” Janu-
ary 15, 10:30-11:45 a.m. Speaker-Joyce Reed, vice
president, retail, Radio Advertising Bureau; modera-
tor-June Thursh, president, Co-op Clearing House.

Group W’s sale of cable unit

The pending sale of third-largest MSO Group W
Cable to a consortium of five US cable operators led
by Tele-Communications Inc., American Television
and Communications Inc. and Comcast Corp., bright-
ens the financial picture for each buyer and reflects
well on the industry at large.

So says Dennis Leibowitz, top media analyst at the
investment brokerage house of Donaldson Lufkin
Jenrette. Leibowitz says the buyers, which also in-
clude Daniels & Associates Inc. and Century South-
west Communications Corp., benefitted from an at-
tractive purchase price because the seller, Westing-
house Electric Corp., decided to sell the unit as a
whole. Leibowitz said the property, whose asset value
was put by Westinghouse at about $2.1 billion, or
something more than $1,050 per subscriber, would
have brought a higher price if sold piecemeal. Cash
proceeds to Westinghouse, after adjustments, are ex-
pected to exceed $1.6 billion. Westinghouse had indi-
cated its desire to raise cash and thus firm up its
stock valuation by disposing of the unit in one fell
swoop. In so doing, he said, Westinghouse in effect
avoided some recapture taxes for which the buyers
would have been liable.

Telmar’s turnaround

Facing head-on into the teeth of the microcomputer
revolution, the Telmar Group, which says it’s the
world’s largest supplier of micro-based systems and
services for the advertising/marketing industry, is
seeking to turn necessity into a virtue. After 18 years
of offering data from rating services and others,
piped from its mainframe computers and massaged
on a time-sharing basis, Telmar’s new approach is for
“all-analysis-on-the-micro.” This means, for most, if
not all, of Telmar’s clients, the replacement of time-
sharing charges with a fixed fee. The new system,
called MicroNetwork II, includes new services and
provides a “gateway” access to all industry data
bases and mainframes, including Telmar’s.

The latter feature is a critical component since
Telmar is concerned about the prospect of data gath-
erers, such as Nielsen with its Megabase and Micro
Services, each setting up its own direct connections
to its customers.

‘Serious confusion.’ In a briefing to Telmar clients
last month, Stanley Federman, the company’s presi-
dent and founder, stated: “We’ve got a situation in
our industry today that’s causing a lot of serious con-
fusion. More and more data suppliers are seeking to
establish separate computer links to advertisers,
agencies and the media, or merging to accomplish a
similar objective.”

While Federman said he couldn’t always quarrel

(continued on page 82)
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5] BLARSPAN

presents

PAQUITO CORDERO'S
ALL-STAR WEEKLY COMEDY SERIES

AND

TOP RATED MUSIG/VARIETY SERIES
FOR SPANISH TELEVISION

COMEDY

ESTUDIO ALEGRE NYDIA LOS KAKUKOMICOS

NOW AVAILABLE

2 BLARSPAN

A Subsidiary of John Blair & Company
1290 Avenue of the Americas  New York, NY 10104 e (212) 603-5054 o Telex: 6035046



FIRST-RUN PLUMS
ALWAYS IN SEASON.

Now, more than ever,
the key to success in
Independent televisios
is fresh, first-run pro-
gramming. A lot of it!
That'’s why, today,
Tribune Broadcasting
" stations originate one-
i third of their programming.
That averages out to over 46
fresh, first-run hours every week:
From movie reviews to national news
world-class action to first-class pre-
miere movies, we keep them fresh.




That goes for sports, t00.
Because this season, Tribune
Independents will originate

over 300 professional baseball
games, along with basketball

and football coverage.

There's also first-run animation,
daily local news, and some hot, new
specials. All fresh. All new.

All first-run programming Plums
that are always in season.

“Based on published 7AM-2ZAM program schedules for
TBC stations as of November 1, 19853,
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/orld Radio Hisiory




Tele-scope (continued)

with that as a business strategy, the end result, he
maintains, is that Telmar’s clients are finding it in-
creasingly difficult to decide on which data base to
subscribe to, or which system to install. It is an espe-
cially serious issue, he added because the “duplicated
costs are substantial.”

Federman’s answer is to set up Telmar as the “lead
technology supplier” to its clients. What this entails,
he explains, is a new set of software systems that will
enable Telmar’s customers to perform all analyses on
a micro, to link their PCs into Local Area Networks,
to automatically access that “vast data’” in Telmar’s
mainframes, “and at the same time provide a gate-
way to any data supplier’s mainframe.” Telmar calls
the gateway capability Telegate and, said Federman,
it “sets the technical standards that will allow elec-
tronic interconnecting of all the computer systems in
our industry—between and within—agencies, clients
and the media.”

Conversion by March. Federman expects the conver-
sion to MicroNetwork II to be complete by March.
However, he says, any client who wants to continue
on a time-sharing basis can do so. As to costs, Feder-
man says there are too many facets to provide exam-
ples of a meaningful range or typical cases. He prom-
ises clients that services will be fitted to their needs.
Unless a client is “doing nothing,” he will get more
value for his dollar via MicroNetwork II than
through time-sharing, according to the Telmar chief.

Federman makes a special effort to establish his
position that Telmar “is not against Nielsen or any
other data supplier.” Telmar, he points out, “has al-
ways been and remains in the data access and analy-
sis business. Comparing Telmar and Nielsen is like
comparing a soccer team with a hockey team—it’s a
different game.”

New systems. Among the new software systems in
MicroNetwork II are PC Tab, T-2000 and Keystone.
PC Tab is described as “a micro-based cross-tabbing
system whereby the user selects from an English lan-
guage electronic code book all the elements of a sur-
vey desired for cross-tabbing.” This English language
coding can be used across all major syndicated stud-
ies.

The system carries the request to Telmar’s main-
frames and retrieves the results automatically with-
out any time-sharing cost for further analysis on a
micro. Federman calls the system “an obvious indus-
try breakthrough.”

A central micro communication and monitoring
system T-2000 “allows multi-tasking, high speed, er-
ror checking and easier movement from one applica-
tion to another.”

Called “the most visually dramatic new develop-
ment in the MicroNetwork II package, Keystone is
described as an all-media and marketing, time-ori-
ented, budgeting, flowcharting, reach and frequency
and filing system. It is said to work with “blazing
speed, clarity and simplicity.”

Furniture store spending

Furniture retailers increased their TV spending 15
per cent during the first three quarters of 1985, ac-
cording to a Television Bureau of Advertising analy-
sis of Broadcast Advertisers Reports data. The furni-
ture stores placed $119.7 million of TV ads during the
period, TvB said.

The leading furniture store TV advertiser was Cali-
fornia’s Brick Warehouse, formerly Cousins, which
increased its spending $5.9 million, a 168 per cent in-
crease over the same period in 1984. But Wickes, a
multi-market chain which led the category with $4.5
million in spending during the 1984 period, cut ex-
penditures 30 per cent and fell to fifth place.

Big-Sur Waterbed Store, another multi-market
chain, was the second largest furniture advertiser on
this year’s list, followed by Levitz (multi-market) and
Seaman’s (New York).

TvB also released figures for home improvement
centers, a category not broken out as such by BAR.
Payless Cashways (including Furrow’s, Sacramento’s
Lumberjack stores, and Boston’s Somerville stores)
was the leading advertiser in the category, with
placements of $5.1 million, up 15 per cent. The Home
Depot, with a 78 per cent increase to $3.0 million was
second, and Wickes (including Builder’s Emporium)
third.

Leading furniture store Tv
advertisers—1st 3 quarters, '85
January—
September, %
1985 change
Category total $187,148,100 +15
The Brick Warehouse (Calif.)* 5,856,000 +168
Big Sur Waterbed Store 4,865,900 +49
(multi-market)
Levitz (multi-market) 4,699,100 +26
Seaman's (New York) 3,993,200 +25

Wickes (multi-market)

Sun Valley Waterbeds
(multi-market)
Lawhon's (multi-market)
Ethan Allen (multi-market)
La-Z-Boy (multi-market)*

3,191,300 —830
2,741,800 +101
2,094,000 +24

2,021,700  +65
1,971,700 +112

Waterbed City (multi-market) 1,767,300 —8

Mathis Brothers (Oklahoma City) 1,593,900 =0

Art Van (Missouri) 1,518,600 +25

Haverty's (multi-market) 1,494400 +10

Jerome's Furniture Warehouse 1,490,400 +22
(San Diego)

Ortho Factory Showrooms 1,434,600 —6
(multi-market)

Source: TvB from BAR data. Top 75 markets only monitored by BAR. Co-op advertising
dollars credited to manufacturers by BAR, not the above retailers. * Operated under the
name Cousins in 1984, * * Does not include La-Z-Boy network Tv for furniture amounting
10 $541,900 in the first nine months of 1985, and $362,200 in the like period of 1984,

(continued on page 86)
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WinAmerica Sweepstakes
—the new, first-run, half-
hour strip where home
viewers will win 6 million
dollars...and srudio tontest-
ants can win prizes and cash
totaling as much as another
6 million dollars.

[

Before the new Fall season begins
20 million WinAmerica Sweepstakes
cards will flood the country by mail.
Additionally, millions more will be
made available through major publi-
cations, and national retail and fast
food outlets to give your viewers the
chance to share in the WinAmerica
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Sweepstakes*

® WinAmerica Sweepstakes is
fascinating and fast-paced. It's fun to
watch and fun to play. And winring
Is a snap.

® The host, M.G. Kelly is a fresh
talent. He's M.C. of America's =1
adult contemporary radio show
heard on over 300 stations with a
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TV SWEEPSTAKES
L " YOUR VIEWERS CAN WIN.

¢ f]b“ - ’f..?,
L X A or
! e & - A :
T ) =
iﬁs 4 /f;FA A B ’
N N o | AR >
' 1T : ' [ N
A " 4 Ay
i 25 .l‘\\l\\

giant following of women 25-54. INTV Century Plaza Hotel

® WinAmerica Sweepstakes will be :’13%32%,;122\?%5““ A

supported by a multi-million dollar ‘ 28th Floor
consumer advertising and promotion
campaign from MCA TV.

You've never seen anything T4 me
like WinAmerica Sweepstakes.
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It’s fresh. It’s different. ‘ Y
9 N * NaPut hose Necessary, Vot where prohibitsd
It’s a winner.

World Radio Histol



-
Tele-scope (continued)

Radiofrequency radiation

Now is the time for TV and radio stations to start as-
sessing their compliance with new FCC rules on ra-
diofrequency (RF) radiation, says Barry Umansky,
deputy general counsel for the National Association
of Broadcasters. The regulations, in effect, set limits
on how close antennas can be to the general public
and on access to the sites by station workers.

Although stations don’t have to certify compliance
until their next application to the FCC for license re-
newal or a major change, Umansky believes most
broadcasters will follow a “prudent course” by acting
quickly to ensure that they meet the new safety stan-
dards.

Both Umansky and the FCC feel that most stations
are already in compliance.

While the FCC rules, which are based on ANSI
(American National Standards Institute) recommen-
dations, don’t preclude localities from enacting their
own more restrictive laws, Umansky hopes the exis-
tence of federal regulations will provide a “disincen-
tive” for such actions.

And he hopes that eventually the FCC will estab-
lish “preemptive authority” in this area, so that local
governments could not preclude stations from oper-
ating with federal approval.

In fact, the RF rules represent a case in which the
NAB actually urged the FCC to impose regulations.
Now, says Umansky, the Environmental Protection
Agency is also taking up the issue “and we hope they
also support this standard.”

Analyzing shift to 15s

Although “advertiser pressure played a part in the
shift to 15s,” says Grey Advertising in its “Network
85: Year-End Update” report, “the networks’ critical
need for revenue improvement was the deciding fac-
tor.”

Grey noted that the networks’ previous move to
“shorter, cheaper commercials”’—from 60s to 30s in
1971—also marked the only other time besides last
year that the networks suffered a revenue decline.

But the agency pointed out that “in the long run,
only advertiser demand has the power to mandate a
new standard commercial length.” While the extent
of such demand is still unclear, Grey noted that “if
15s become the new standard, some well-heeled ad-
vertisers may decide that longer-format ads are the
best way to combat clutter and establish a strong
product presence.”

In fact, Grey said, “often overlooked in the furor
over 15s is CBS’ simultaneous deeision to accept
standalone 45-second commercials. . . .Looking far-
ther ahead, the marketplace may see even more flexi-
bility in the length of advertising spots, with net-
works allowing advertisers to choose the optimum
length for each commercial.”

Network Tv up 3.0%

TV network revenues in October rose only 3.0 per
cent, according to BAR figures. The total was $877.8
million, as against $852.6 million during October, ’84.
Primetime billings held up their end, however, with a
10.9 per cent increase to $500.2 million.

The big negative was weekend daytime, which was
off 19.4 per cent to $115.0 million, down from $142.7
million in ’84.

This was offset to some extent by weekend early
fringe (Saturday 6-8 p.m. and Sunday 6~7 p.m.),
where revenues increased no less than 70.8 per cent to
$10.0 million. Also down was Monday-Sunday
late night (11 p.m. to sign-off), which dropped from
$37.3 to $35.2 million.

The second biggest revenue source (after prime-
time)—daytime—remained just about the same
(down 0.2 per cent), with revenues of $155.6 million
in October, ’85, and $155.2 million in ’84.

GF boosts PM total

General Foods was factored into the Philip Morris
Cos.’ total for network TV expenditures for the first
time in the October BAR report. The September fig-
ures showed General Foods, but not Philip Morris, in
the network TV top 10 with $14.5 million for the
month and $150.6 million for the first three quarters
(See Tele-scope, November 25 issue)

The GF acquisition makes Philip Morris a strong
Number 2 in the list of leading spenders for the 10
months, compared to previous lists. American Home
Products follows as Number 3 with General Motors
right on its heels.

The top 10 for year-to-date spending includes R. J.
Reynolds Industries ($157.8 million), McDonalds
($148.2 million) and Unilever ($130.2 million), rather
than Anheuser-Busch, Pillsbury and Ralston Purina,
who were previously among the leaders.

Top 10 web TV
October—BAR

Estimated  Year-to-date

Parent company expenditures expenditures
Procter & Gamble Co 49,552,800 402,911,600
General Motors Corp 35,989,600 154,814,300
Philip Morris Companies 32,101,200 295,778,400

Inc
Anheuser-Busch Companies 22,708,000 124,515,800
Inc

Ford Motor Co 21,124,500 143,505,400

American Home Pdts Corp 20,978,300 155,543,000

American Telephone & 19,665,000 138,793,200
Teleg Co

Pillsbury Co 19,190,100 84,048,000

Ralston Purina Co 16,052,700 79,987,600

Kellogg Co 15,961,200 133,994,500
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Television Age
international

is the world’s
leading broadcast
publication.




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:

1. The largest documented circulation of
any publication in the field.

2. More advertising lineage than any other
publication in the field over the past
20 years.

3. The only publication with full staffed
offices in London, New York and Hollywood,
as well as active correspondents in
major capitals throughout the world.

4. The only publication with a digest of
feature articles in three languages —
French, German, Spanish, and at times
in Italian.

5. 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 Alired |. Jaffe, VP & Ecitor Paul Blakemore, VP
Irwin Margolis Sanford Josephson, Ed. Director

International Managing Editor
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1LD IS IN THE PALM
OF YOUR HAND

The International Newsletter published by
Television/ Radio Age International
tells you what’s happening and where it is
happening around the globe in the
international broadcast/cable scene.

From New York to the Netherlands, from Hollywood to Hong Kong, from
The U.S. to the U.K., you will get it all in the International
Newsletter published every other Monday—trends, developments,
who is buying, and who is selling.

Edited in London, with input from New York and Hollywood, and
from the communication capitals around the globe, the Inter-
national Newsletter will give you the information you need for
a fresh perspective on world activities in programming and in
major technological developments.

Return the coupon. There is a money-back guarantee. You can
cancel any time and receive a refund on the unused portion of
your subscription.

Sample sent, on request.

TELEVISION/RADIO AGE INTERNATIONAL
1270 Avenue of the Americas

New York, NY 10020

Please enter my subscription to
TELEVISION/RADIO AGE INTERNATIONAL NEWSLETTER.

1 Year (26 1SSUES) +vvvvvevnenenennnnn. U.S. $300 or £250

Name - _Title _
Company S - _
Address B
Country _ , S , B




Radio Report

November network radio
revenues increase 16%

November revenue figures are in from Ernst & Whin-
ney and the Radio Network Association, and Novem-
ber was the month that the radio webs passed the
$300 million mark. With November revenues of $28.8
million, up 16 per cent from last November’s $24.9
million, the radio networks showed an 11-month rev-
enue intake of $301,650,857, which was 13 per cent
ahead of the $266,316,177 the networks had taken in
by the close of November business in 1984.

On an office-by-office basis, the New York territo-
ry came in with November revenue of $17.9 million.
That was a 25 per cent jump over November, 1984
($14.3 million). And that was New York’s biggest
monthly leap forward for the radio webs since March.
However, New York’s 11-month increase was only 8
per cent—from $171.2 million for the year-through
November, 1984, to $185 million for the comparable
1985 period.

Chicago results. For the Chicago territory, November
showed only a 3 per cent increase, from $6.4 million
for November, '84, to not quite $6.7 million this No-
vember. But the year-through-November gain from
the Chicago area was 18 per cent, with radio network
revenues climbing from $62.8 million to $73.9 million,
year-through November.

Detroit suffered the only November reversal, with
network revenue of $2.6 million, off 6 per cent from
the $2.8 million reported for November ’84. But De-
troit is still doing well for the year. The territory’s
$24.3 million for year-to-date is a healthy 34 per cent
ahead of the $18.2 million recorded for the similar
1984 period. And RNA president Bob Lobdell pre-
dicts that December will show a good gain out of De-

troit to make up for the weak October and November.

But on a percentage basis, Los Angeles proved
even healthier, though that territory still has a way to
go to catch up to the other three reporting areas in
actual network radio dollars. November revenue out
of Los Angeles was nearly $1.6 million, 21 per cent
ahead of the previous November’s $1.3 million. That
brought January-November revenue to almost $20
million, 41 per cent ahead of November, 1984.

It’s a fait accompli

Retiring as a research appointee on the Arbitron Ra-
dio Advisory Council after three years service, Ellen
Hulleberg, executive vice president, marketing and
communications, at The Interep Cos., laid it on the
line in a memo to client stations about Arbitron’s
continuous measurement decision.

“Arbitron will not reconsider the decision” to add

continuous measurement to a total of some five doz-
en markets, she wrote. “Birch offers continuous mea-
surement in about 100 markets, and Arbitron be-
lieves it must do so also.” At another place in the
memo she underscored the point, stating that “as
(Arbitron begins) to get competition from Birch, they
will continue to make business decisions to secure
their dominant position.”

But she added: “I believe it is important for (Arbi-
tron) to remain strong. Radio needs a rating service
that is considered reliable in all aspects.”

Tv status ads. Hulleberg noted that an “interesting”
aspect of continuous measurement was raised at the
last council meeting. This was the effect on TV sta-
tion budgets if continuous measurement were in-
stalled for Tv. Since TV is one of radio’s largest ad-
vertisers, she said, radio budgets “would increase
dramatically due to increased TV promotional/adver-
tising expenses,” if TV had continuous measurement.

“Anything you can do,” she concluded, “to per-
suade the agencies and advertisers that TV should be
measured continuously will benefit us! If continuous
is so good and important, Let’s Get All Media Mea-
sured That Way!’ (author’s emphasis).

The Interep executive also summed up her feelings
about “an issue that remains open and unresolved”
—getting diaries back in the same proportion as the
population. She explained that it’s difficult to con-
trol, that return rates vary from book to book, county
by county and even within counties.

Even if Arbitron placed diaries in the exact propor-
tion, she said, they can “never be assured that diaries
will be returned that way.” But Arbitron does not al-
ways place diaries in proportion, she pointed out. Her
advice: “Don’t give up and try not to be impatient.”

Birch signs McCann

McCann-Erickson will be using Birch Radio as its
“primary” radio ratings service in the 153 local mar-
kets Birch measures “more frequently” than Arbi-
tron but will continue with Aritron as primary service
in 164 other radio markets. Laura Silton, McCann se-
nior vice president, local broadcast, says the change
will be implemented in the agency’s regional buying
offices in Atlanta, Boston, Detroit, Houston, Los An-
geles, New Orleans, San Francisco and Seattle, as
well as in New York,

She said that the combination of Arbitron and
Birch will “now provide our clients with the most
complete and up-to-date information available for
their spot radio investments. Birch’s audience and
ethnic composition, cume duplication tables, qualita-
tive information and county data will enable our buy-
ers to be in a strong buying position.”

And Lucian Chimene, director of media informa-
tion services at McCann says he’s pleased that the
agency has the opportunity to support an alternative
ratings service, “thereby establishing a competitive
environment that has not previously existed.”
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Radio Report (continuead)

New antennas to be tested

Construction on the test site of two prototype new
technology AM antennas is scheduled to begin in
March. The antenna designs provide for separate
control over groundwave and skywave signals and
permit the redirecting of signal energy toward the
ground that is now lost to the sky.

Construction was authorized by the NAB’s execu-
tive committee as part of its effort to improve AM
technology. NAB Edward Fritts said the result of the
new antennas should be “clearer, louder, better qual-
ity sound for AM.”

The antenna designs were developed by Richard
Biby, Communications Engineering Services, Arling-
ton, Va., and Ogden Prestholdt of A.D. Ring & Asso-
ciates, Washington. The test site, not yet determined,
is expected to be about 40 miles west of the capital.

Torbet looks at 1986

Torbet Radio is expecting the year to wind up with 8
to 9 per cent increases for spot radio and executive
vice president Mike Bellantoni says, in the rep’s busi-
ness outlook report for first quarter, that he’s looking
for the same level of increase for 1986.

By office, Torbet/New York reports general soft-
ness for January and that the merger of D’Arcy with
Benton & Bowles is expected to mean a major billing
shift out of New York, in line with D’Arcy’s regional
broadcast buying setup. On the other hand though,
McCann-Erickson New York will be taking care of
midwestern buying, formerly placed out of Chicago.

New offices. Torbet/Los Angeles is more bullish, be-
cause agencies like Tracy-Locke and Scali, McCabe
have opened new offices there, which affects such ra-
dio accounts as Pepsi-Cola, T'aco Bell and, out of
Scali, McCabe, Continental West Airlines. On top of
these additions, existing Los Angeles accounts such
as Honda motorcycles, Midas mufflers, Farmers In-
surance, Pennzoil, and a number of bank and super-
market chains are expected to order first quarter ra-
dio.

But it’s not all roses, because the 15 new regional
offices opened by Western International Media will
mean dispersal of much of the buying Western had
previously placed in Los Angeles.

Torbet/Chicago is also optimistic. Losses from
Western International by the Los Angeles office and
New York’s losses resulting from the D’Arcy-Benton
& Bowles marriage could be Chicago’s gain. And Chi-
cago is also expecting activity from accounts like
Morton Thiokol water softener, Tropicana fruit
juices, Allstate, Union Oil and a number of food and
lawn care products.

Torbet/Detroit expects a strong first quarter and
reports that automotive spending for first quarter
“will be at its traditional levels at this time of year.”
In addition, Detroit reports radio activity from

American Dairy Association, McDonald’s, 7-Eleven,
AAA Travel, Eastern Airlines and Saginaw Steering,
among others.

The Atlanta office figures first quarter could “go
either way,” to judge from early indications, and
Minneapolis expects first quarter spot investments
for 1986 to equal those for 1985. But both offices re-
port brisk agribusiness. American Cyanamid, IMC/
Ralgro and Ciba-Geigy are among advertisers con-
tributing to farm radio activity out of Minneapolis
and Atlanta reports American Hoechst and other
American Cyanamid chemicals buying farm radio in
the Southeast.

Country promos

Country music radio stations have until January 22
to submit airchecks and audio promos for display at
Country Radio Seminar XVII, March 6-8 at the
Opryland Hotel in Nashville. They should be submit-
ted to Barry Mardit of (WWwWwW FM) Detroit.

Country Radio Broadcasters, organizers of the
seminar, also said that half-inch video promos should
be sent by February 21 to Erica Farber at Interep in
New York, a printed materials (t-shirts, bumper
stickers, etc.) to Frank Mull of Mull-Ti-Hit Promo-
tions in Nashville.

AT&T tops Oct. web list

AT&T topped Broadcast Advertisers Reports’ top 10
list of network radio advertisers for October, with es-
timated expenditures of $3.9 million for the month.
That brought the telecommunications, company’s
network radio investment, year-to-date through Oc-
tober, to nearly $19.2 million. BAR’s top 10 list of
year-through-October investors on the radio webs in-
cludes seven of the 10 top October spenders in the
medium. Ford, Tandy and Harris Corp. are the big
October investors who are replaced on the year-
through-October top 10 list by Anheuser-Busch, Geo.
A. Hormel and Cotter & Co. Latter are 12th, 13th
and 11th, respectively, on the lineup of October net-
work radio spenders.

Top 10 web advertisers

October BAR
Estimated Year-to-Date
Parent company expenditures expenditures
AT&T 3,901,486 19,159,622
Sears Roebuck 2,643,190 15,957,184
Warner-Lambert 2,194,674 11,797,472
Ford Motor 1,632,859 4,367,275
General Motors 1,606,285 6,536,043
Greyhound 1,631,845 12,759,752
Procter & Gamble 1,436,391 11,200,506
Harris 1,431,144 1,500,832
Tandy 1,203,037 3,029,359
Chesebrough Ponds 1,032,274 7,298,120
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This announcement is neither an offer to sell nor a solicitation of an offer to buy any of these Securities.
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$50,000,000
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Price 100% and Accrued Interest
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“THE JUDGE"—One of the country’s first courtroom series is now also the only new
syndicated courtroom strip available for fall 1986. It's a proven 12-year ratings
winner that gives you a great opportunity to take full advantage of the prenomenal
success of courtroom drama programs in this November's sweeps.

The November ratings generated by both “people’s Court” and “Divorce Court” this
season prove that there is unquestionabty new and dramatic interest in courtroom type
programming nationwide. “The Judge” will follow that lead as proven by it's incredible
twelve year access Success story in Columbus. Ohio averaging a 21 rating and a 35
share. It’s a proven standout hit and |

Divorce Court

posts time period increases for affiliates in November

Time Nov’'84 Nov'85 Percent
Market Station Period HH Shr HH Shr  Increase

Detroit WJBK 4:00pm 14 24 +60
Pittsburgh WTAE 10:00am 18 22 +22
Dayton WDTN 4:30pm 13 21 +61
Miami WSVN 12:30pm 14 20 +42
St. Louis KTVI 3:00pm 18 28 +55
Columbus WEBNS 4:00pm 19 30 +57
Harrisburg WHTM 4:30pm 10 20 +100
Norfolk WVEC 5:00pm 18 26 +44

Nav. 1985 NSI

People’s Court is alive and well and growing for TV stations
Time Nov'84 Nov'85 Percent
Market Station Period HH Shr HH Shr  Increase

New York WNBC 4:30pm 19 22 +16
Philadelphia KYW 5:00pm M 16 + 45
Detroit WJBK 4:30pm 13 25 +92
St. Louis KSDK 4:00pm 27 34 +25

Hartford/
New Haven WTNH 4:30pm S 17 + 88

Grand Rapids WZZM 4:00pm 22 28 +27
Harrisburg WHP 4:00pm 5 13 +160
Louisville WAVE 5:30pm 22 27 +22

Nov. 1985 NSI

P F—— /
L~ %‘ e : .

A DIVISION OF GANNAWAY ENTERPRISES, INCORPORATED.

818-706-6341
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Marlo Thomas is

THAT GIRL

She’s a girl with proven appeal: five
prime time and three daytime sea-
sons as one of the top performers on
the ABC Network, consistently at-
tracting young women, teens and
children.

And friends? She’s got some of the
funniest in the business, including
Carroll O’Connor, Jerry Van Dyke,
Richard Dreyfuss, Rob Reiner, -

136 HALF-HOURS IN COLOR

Robert Alda, Sid Caesar, Penny  Make a date with THAT GIRL to-
Marshall, George Carlin, McLean day, and she'll give you something
Stevenson, Danny Thomas, Carl to smile about!

Reiner, Cloris Leachman, Dick Van
Patten and Milton Berle, to name
just a few who are always dropping
by to add to the fun.

PROGRAMS INC.

A DIVISION OF WORLDVISION ENTERPRISES INC.

660 Madison Ave . New York. NY 10021 - (212) 832-3838

9465 Wilshire Blvd . Beverly Hills, CA 90212 « {213) 2737667

625 N Michigan Ave . Chicago. IL 60611 + (312) 642-2650
Company

Source: NTI/NAC Sept. 1966 April 1971
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General managers
still have a
general aversion
to syndicated
barter shows and
feel it is taking
money away from
spot.

TV station exec views quantified on
takeovers, people meters, barter, 15s

Indie GM salary
gains outpace those
of affiliate managers

By ALFRED J. JAFFE

eneral managers of independent

G TV stations appear to be ad-

vancing faster in earnings than

affiliate chiefs, as new indies continue

to proliferate. At least, such is the indi-

cation from TV/RADIO AGE’s latest an-
nual surveys of TV station executives.

The earnings part of the survey,
which covers in addition to general
managers, general sales managers and
program directors, also revealed a size-
able increase in the average earnings of
TV station sales toppers. Here, too, in-
dependent station sales executives ran
ahead of their peers at network-affili-
ated outlets.

The survey, however, found evidence
of actual earnings declines in some
small station categories. Data reported
by general managers and program di-
rectors at stations in the under-$5 mil-
lion annual revenue bracket showed
earnings averages for 1985 that were
actually lower than the data reported
in 1984.

Overall advances

Overall, however, all three categories
of executives reported advances in av-

erage earnings. General managers were
up 6.8 per cent, general sales managers
rose 11.0 per cent and program direc-
tors’ average earnings increased 4.5 per
cent. While the PDs recorded the small-
est rise, it was, at least, greater than
that reported last year—up 1.4 per
cent.

The latest TV/RADIO AGE survey
also included, as usual, opinions and
attitudes on the burning issues of the
day. (Most of the PDs’ responses will
appear in the upcoming NATPE issue
—January 13—as well as GMs’ re-
sponses on their syndication spend-
ing.) Among the opinions and atti-
tudes:

@ GMs tend to have negative feelings
about the rash of company takeovers,
mergers and buyouts.

® Station chiefs are more positive
than negative on people meters.

®m Despite the growing acceptance of
syndicated barter shows by stations,
general managers still have a general
aversion to the concept, a striking am-
bivalence.

B An overwhelming percentage of
GMs and general sales managers feel
that barter is taking money away from
spot.

TV station executive earnings, salaries—affiliates vs. indies
General managers General sales managers Program directors
$110,700
~ ==

$88,750
Salary IS Y
$66,300

Affiliates

Indies

Affiliates

$70,750

a1

$43,500

$42,600

$39,200

Affiliates

Indies Indies

Source: TV/Raow Ace survey, November 1985
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® Sales chiefs feel there’s a limited
market for split 30s or individual 15s
among local advertisers in the near fu-
ture but see about one out of 10 nation-
al/regional spot clients using the short-
ies in the near future.

® More indies than affiliates now sell
individual 15s, with about one-third of
all TV stations now offering them.

® About half of all general sales man-
agers feel that direct access to audience
information via their own computers
will change selling practices considera-
bly.

The TV/RADIO AGE '85 survey
found the average general manager
earning $108,900, including ‘“extras”
(see explanation of “extras” in table).
The "84 average was $102,000.

The average GM's salary (excluding
“extras”) was $88,750 last year. This
compares with an average salary of

$82,400 in '84. While that increase was
unexceptional, there was a significant
change in affiliate and indie GM’s earn-
ings: In the '84 survey, the average af-
filiate GM reported earnings of
$104,200, while the indie station chief
pulled down almost $7,000
less—$97,400. Last year’s survey
showed the indie average passing the
affiliate’s—the indie GM averaging
$110,700 and the affiliate GM averaging
$108,300. In short, the indie ¢M
showed an increase in average earnings
of 13.7 per cent vs. only a 3.9 per cent
rise for the affiliate station boss.

In previous surveys the data had al-
ready shown the independent station
chief with a higher basic salary than the
affiliate GM—in the '84 survey, for ex-
ample, it was $83,600 vs. $82,600. How-
ever, that gap widened in the '85 study,
in which indie GM salary averages were

calculated as rising to $93,000, while
affiliate managers’ salaries rose to an
$88,750 average. Whether these data
on GM salary and earnings are indica-
tive of a trend or just a “snapshot” of
GM salaries at one point in time re-
mains to be seen.

The drop in earnings levels among
general managers of smaller stations
(under $5 million in annual revenue),
previously alluded to, was quite
marked. The drop was from $79,300 in
'84 to $72,100 last year, with average
salary levels declining from $65,300 to
$60,600, a change indicative of execu-
tive turnover.

Judging by the returns and in com-
parison with '84, the major changes
were at the extreme ends of the earn-
ings scale, with a sizeable decline in
GMs reporting earnings of over
$100,000.

“What are your annual earnings from your job, including ‘extras’?”*
Percentage of Tv station executives in each earnings bracket, plus earnings and salary* * averages

Annual affiliate revenue

Below $5 $5-10 Over §70 Al All All
million million million affiliates indies stations
General managers
Below $50,000 16.4% 1.4% e 5.6% 14.1% 7.7%
$50-75,000 44.8 23.6 3.9% 22.8 16.9 21.3
$75-100,000 31.3 36.1 7.8 24.7 18.3 23.0
$100-150,000 7.5 33.3 49.4 31.2 28.2 30.3
$150-200,000 — 2.8 26.0 10.2 15.5 11.8
Over $200,000 — 2.8 13.0 5.6 7.0 5.9
Avg. earnings $72,100 $99,800 $147,600 $108,300 $110,700 $108,900
Avg. salary 60,600 82,900 111,300 87,400 93,000 88,750
General sales managers
Below $35,000 1.7% e —_ 0.5% 3.0% 1.1%
$35-50,000 25.0 12.1% e 11.2 9.1 10.6
$50-75,000 55.0 48.3 8.9% 34.5 28.8 33.1
$75-100,000 16.7 22,4 49.4 31.5 25.8 30.0
$100-125,000 1.7 17.2 31.6 18.3 19.7 18.6
Over $125,000 — —_ 10.1 4.1 13.6 6.5
Avg. earnings $62,000 $74,250 $98,500 $80,300 $86,600 $81,800
Avg. salary 51,600 61,300 80,900 66,300 70,750 67,400
Program directors
Under $20,000 25.8% 11.0% - 12.1% 10.3% 11.6%
$20-25,000 17.7 8.2 — 8.5 11.5 9.4
$25-35,000 40.3 20.5 - 20.1 17.9 19.5
$35-50,000 12.9 41.1 23.4% 26.6 25.6 26.4
$50-75,000 3.2 19.2 62.5 28.1 17.9 25.3
Over $75,000 — —— 141 4.5 16.7 7.9
Avg. earnings $26,600 $39,000 $62,400 $42,600 $47,000 $43,900
Avg. salary 24,900 35,900 56,700 39,200 43,500 40,500

Source: TV/RADIO AGE survey, November, 1985, * "'Extras” defined in Questionnaire as estimated value of bonuses, incentive compensation, profit-sharing, benefits, etc. ** Average
salary in average earnings minus average percentage of earnings for "extras,"
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With general sales managers as a
group showing the biggest raises among
the three categories of executives from
'84 to ’85, the primary factor, again, is
the independent station. Independent
GSMs reported average earnings levels
that at $86,600 were 16.2 per cent
above those of a year before. Affiliate
GSMs climbed 8.8 per cent to $80,300.

Basic salaries for GSMs went up by a
smaller amount. Indie sales chiefs in-
creased theirs 10.2 per cent to $70,750,
while their opposite numbers at affili-
ated stations showed a salary rise 0f 6.9
per cent to $66,300.

As for changes in affiliate sales execs
earnings by station revenue bracket,
the returns show that GSMs at medi-
um-size outlets (with revenues between
$5 million and $10 million yearly) had
the biggest rise—up 10.5 per cent to
$74,250. But basic salaries in this group
went up much less—up 5.7 per cent to
$61,300.

In the other two affilitate revenue
brackets, the earnings and salary in-
creases went up about the same per-
centage. Among GSMs at the larger sta-
tions, the earnings and salary rises were
5.7 and 5.3 per cent, respectively.

Earnings of PDs

Back in 1983, program directors
showed an average earnings increase of
9.2 per cent, but things have slowed
down since then. The 1.4 per cent in-
crease in '84 and the 4.5 per cent rise in
’85 brought average earnings from
$41,400 to $43,900 and average salaries
from $38,700 to $40,500.

Contrary to the experience of general
managers and general sales managers
at independent stations, the indepen-
dent station PD has shown an uneven
earnings and salary situation. Both lev-
els in '85 were actually less than they
were two years ago.

The ’85 earnings level of $47,000 is
less than the '83 average, which came to
$49,700. As for salary, the indie PD av-
erage was $46,400 in '83 and $43,500
last year. However, both salaries and
earnings increased on the average from
"84 to ’85.

But PDs at smaller affiliated stations
(under $5 million in annual revenue)
showed an average drop in earnings
and salaries from '84 to 85, as noted.
This group averaged earnings of
$29,600 in ’83, increased this slightly to
$30,200 in '84 and then dropped to
$26,600 last year. The comparable fig-
ures for salaries were $28,100, $28,200
and $24,900.

Takeover, mergers, etc.

In the category of opinions, the sur-
vey asked general managers: “How do

TV station executive earnings

Average annual earnings ‘‘extras’ by annual affiliate station revenue, with '85 vs. '84 compari-

sons for all stations, including independents

General managers

General sales managers

Program directors
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you feel about the current trend in TV
takeovers, mergers, buyouts, etc. Is it
good or bad for the industry?”

Most GMs took refuge in the pre-
structured question’s listed response:
“It has both good and bad elements.”
This was the response of about two out
of three (64.8 per cent). And the ratio
for affiliates and indies did not differ
much (62.8 vs. 70.8 per cent).

Not many GMs came out and said it
was a good thing (8.6 per cent). And
more said flatly that it was a bad thing
(23.1 per cent).

Among affiliates in the three revenue
groups, there was a slight skew toward
the smaller stations (11.9 vs. 9.5 per
cent for the medium and 7.8 per cent
for the larger stations) among those
stating that the mergers, etc., were a
good thing.

People meters

With the possibility of people meters
coming in the not-too-distant future,
GMs were also asked: “How do you feel
about the potential use of people me-
ters? Is it good or bad for the indus-
try?” A plurality of votes (34.6 per

cent) said it was good. The next biggest
response was from those who took the
cautious approach—24.6 per cent
checked off: “Too soon to say.” Anoth-
er cautious 18.3 per cent said that peo-
ple meters have both good and bad ele-
ments. Only 12.5 per cent said outright
that people meters were bad and 9.0
per cent were not sure. That means
that more than half of the station chiefs
were on the fence—just about 53 per
cent.

Affiliates vs. indies

The responses by GMs at affiliates
and indies differed for the most part,
not surprisingly. While 52.8 per cent of
indie GMs liked people meters (“it’s
good for the industry”), only 28.6 per
cent of affiliate managers felt the same
way. Likewise, while 14.3 per cent of
affiliate top execs felt people meters
were bad for the industry, only 6.9 per
cent of indie GMs agreed.

As for opinions about people meters
among the three affiliate revenue
groups, there were no clear differences
except for a skew among those with
negative views of people meters. The

Television/Radio Age, January 6, 1986
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‘“How do you feel about the current trend in TV
takeovers, mergers, buyouts, etc.? Is it good or

bad for the industry?”

Percentage of Tv station general managers answering

Annual affiliate revenue

Below §5  §5-70 Over $710 All All All
million million million  affiliates indies stations
it's good 11.9% 9.5% 7.8% 96% 56% 8.6%
It’s bad 22.4 20.3 31.2 24.8 18.1 23.1
It has both good and
bad elements 58.2 68.9 61.0 62.8 70.8 64.8
Not sure 7.5 — — 2.3 5.6 3.1

‘““‘How do you feel about the potential use of people
meters? Is it good or bad for the industry?”’

it's good 32.8% 27.4%
It's bad 9.0 12.3
It has both good and

bad elements 16.4 21.9
Too soon to say 28.4 20.6
Not sure 13.4 13.7

26.0% 28.6% 52.8% 34.6%
20.8 14.3 6.9 12.5

23.4 20.7 11.1 18.3
247 24.4 25.0 24.6
5.2 10.6 4.2 9.0

‘““How do you feel about the continuing growth of
barter syndication? Is it good or bad for the

industry?”
it's good 10.5% 1.5%
it's bad 50.8 68.9
It has both good and
bad elements 38.8 29.7

26% 46% 19.4% 8.3%
81.8 67.9 30.6 58.6
15.6 27.5 50.0 33.1

““There’s been a long-running dispute about
whether barter is shifting money away from spot.

Do you believe it is?”

Definitely 73.1% 82.4%
To a small degree 20.9 17.6
Not at all 1.5 —
Not sure 3.0 —

94.8% 83.9% 63.9% 79.0%
5.2 14.2 34.7 19.3
— 0.5 1.4 0.7
= 0.9 - 0.7

Source: TV/RADIO AGE survey, November, 1985. A small number of ““no answer” percentages not included.

larger the affiliate, the more likely it
was to feel people meters were “bad for
the industry.” Among the below-$5
million revenue respondents, 9.0 per
cent were negative; among the $5-10
million group, the ratio was 12.3 per
cent, but among the $10 million-and-
over bracket, it was 20.8 per cent.

Barter questions

Because of the continuing controver-
sy about barter syndication, questions
on the subject were directed in the sur-
vey to both general managers and gen-
eral sales managers. Both categories of
executives were asked whether such
“advertiser-supported” programming
was shifting money away from nation-

al/regional spot.

The responses of both groups were
quite similar for the most part. Among
all GMs, 79.0 per cent said that it was
“definitely” shifting ad money away
from spot. But affiliate GMs were more
convinced about this than indie station
chiefs (83.9 to 63.9 per cent). And
among affiliates, the biggest stations
were the biggest believers. Among sta-
tion chiefs at $10 million-and-over out-
lets, no less than 94.8 per cent said they
believe that barter is shifting money
away from spot. The mid-size station
respondents registered an 82.4 per cent
figure, while among smaller station
GMs, 73.1 per cent saw barter attract-
ing spot money.

General sales managers at affiliates

showed the same leanings by annual
revenue brackets, but the percentages
for affiliates and indies overall were,
unlike those for GMs, quite close.

For all stations, 76.2 per cent of re-
sponding GSMs recorded their belief
that barter would lure spot money
away from stations. The figure for affil-
iates only was 76.8 per cent and for
indies alone it was 74.2 per cent.

By revenue bracket, the ratios of af-
filiate GSMs who see themselves losing
spot money to barter were: below $5
million, 59.6 per cent; $5-10 million,
79.6 per cent, and over $10 million, 87.3
per cent.

Spot leakage

Another question on barter, this one
directed to general managers only,
asked whether they felt that the con-
tinuing growth of barter syndication
was good or bad for the (TV) industry.
The answers to the question about spot
“leakage” indicate how the answers
came out.

Overall, only 8.3 per cent of all GMs
said they felt barter was good for the
industry. Conversely, 58.6 per cent said
it was bad. The remainder concluded
that barter syndication has both good
and bad elements (33.1 per cent).

But the differences between affiliate
and independent GMs were striking.
While a mere 4.6 per cent of affiliate
GMs said “‘good,” the ratio for indie sta-
tion chiefs came to 19.4 per cent. On
the other side of the coin, 67.9 per cent
of affiliate GMs said “bad,” while the
comparable figure for indie station
heads was 30.6 per cent.

That leaves 50.0 per cent of indie
GMs maintaining that barter has both
good and bad elements, with 27.5 per
cent of affiliate GMs saying the same.

Among affiliates themselves, the
tendency was for smaller stations to be
more positive toward barter than larger
stations. Even so, only 10.5 per cent of
GMs running outlets with under $5 mil-
lion in annual revenue felt that barter
was good. The larger station percent-
age was 2.6, while the in-between
bracket came up with a miniscule 1.4
per cent.

The reverse side of the coin—those
affiliate GMs who feel barter is “bad”—
was correspondingly sizeable, with the
smaller station GMs recording a 50.8
per cent vote, the larger station toppers
voting 81.8 per cent for “‘bad” and the
in-between bracket coming up with an
in-between figure—68.9 per cent.

The chill factor

One question for GMs unrelated to
business had to do with the growing
number of libel suits won by plaintiffs.
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“There’s an increasing fear that libel suits are
having a chilling effect on investigative reporting.
Is that true of your station?”

Percentage of Tv station general managers answering

Annual affiliate revenue

Below 35 $5-70 Over $70 All All All

million million million  affiliates indies stations

Definitely 11.9% 6.7% 23.4% 142% 8.5% 12.8%
To a small degree 47.8 52.7 46.7 49.1 22.5 42.6
Not at all 40.3 37.8 29.9 35.8 57.8 41.2

Source: TV/RADIO AGE survay, November, 1985. A small number of “no answer’" percentages not included.

It read: “There’s an increasing fear that
libel suits are having a chilling effect on
investigative reporting. Is that true of
your station?”

It may be that the wording of the
question made general managers de-
fensive. In any case, only a small minor-
ity of station managers answered ‘‘De-
finitely.” That overall ratio was 12.8
per cent, with 14.2 per cent of affiliate
GMs admitting that libel decisions are
affecting their news departments and
8.5 per cent of indie GMs also so admit-
ting. The latter’s lower percentage
probably reflects the smaller news
staffs at indies.

Elge-market concern

ond spots or split 30s in your market in
the near future?” Respondents were
asked to check if they sell individual
15s.

The percentages were not high. On
average the GSMs expected 10.2 per
cent of their spot advertisers to place
15s in some form in the near future.
The figure for indie sales chiefs (13.0
per cent) was only a little higher than

that for affiliates (9.2 per cent). And
the ratio of affiliates in all three reve-
nue brackets was strikingly simi-
lar—9.5, 8.4 and 9.6 per cent.

As for expectation regarding local
clients, GSMs expect few to want to run
15s—only 3.4 per cent on the average.
The indie figure was a little higher than
the affiliates level, but not enough to be
significant.

On the subject of selling individual
15s, 32.0 per cent of GSMs reported
their stations offer them. The figure for
independents (42.4 per cent) was con-
siderably higher than that for affiliates
(28.4 per cent). Among affiliates, the
responses indicated that the larger the
station, the more likely it was to offer
individual 15s.

Another question for GSMs was:
“Will direct access by the station to
audience information via computer
change selling practices much.?” Re-
sponses were mixed. Practically half of
all GsMs (49.4 per cent) responded
“Definitely.” But 45.8 per cent said,
“To a small degree.” D

“There’s been a long running dispute about
whether barter syndication is shifting money away
from spot. Do you believe it is?”

Percentage of Tv station general sales managers answering

By the same token, the higher per-
centage of larger-market affiliate GMs
(23.4) who responded that the libel
suits did have a chilling effect was
probably a reflection of their larger,
more active news staffs, whether they
had “I-teams” or not. Among the other
two affiliate brackets, 11.9 per cent of
the under $5 million group checked off
the “definitely” response while only 6.7
per cent of the $5-10 million group did
$0.

However, almost half of the GMs
(42.6 per cent) responded that the libel
suits affected their investigative re-
porting “to a small degree,” while the
percentage among affiliates only was
49.1.

Of the indie GMs those answering “to
a small degree” amounted to 22.5 per
cent of their total respondents.

The remainder of the respondents to
the libel question answered ‘‘not at all”
as to the presumed chilling effect. That
amounted to 41.2 per cent of the gener-
al managers, with the breakdown be-
tween affiliates and indies being 35.8
and 57.8 per cent, respectively.

15s, split 30s

Among the questions asked of gener-
al sales managers was: *“Your best esti-
mate: What percentage of spot and lo-
cal advertisers are likely to buy 15-sec-

Annual affiliate revenue

Below $5 3$5-10 Over §70 All All All
million million million  affiliates indies  stations
Definitely 59.6% 79.6% 87.3% 76.8% 742% 76.2%
To a small 35.1 16.7 12.7 20.5 227 21.1
degree
Not at all 5.3 1.9 — 2.1 3.0 2.3
Not sure — 1.9 — 0.5 — 0.4

““Your best estimate: What percentage of spot and
local advertisers are likely to buy 15-second spots
or split 30s in your market in the near future?
Check if you sell individual 15s.”

Spot 9.5% 8.4%

Local 3.7 2.0

Sell indi- 21.0 25.9
vidual 15s

9.6 % 9.2% 13.0% 10.2%
3.2 3.0 4.5 3.4
35.4 28.4 42.4 32.0

“Will direct access by the station to audience
information via computer change selling practices

much?”

Definitely 46.4% 53.7%

To a small 46.4 44.4
degree

Not at all 1.8 1.9

Not sure 5.4 —

45.5% 48.1% 53.0% 49.4%

63.3 48.7 27.9 45.8
— 1.1 4.6 2.0
1.3 2.1 4.6 2.8

Saurce: TV/RADIO AGE survey, November, 1985
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Consultant Dick Gideon sees local
passing spot in time sales in late ’80s

Spot TV projection:
up 8.5% in 86,
with local +13.7%

ational/regional spot TV billings

N will rise at about the same rate

this year as they did last year

while local business will drop a little in
its rate of growth.

These are the projections made for
TV/RADIO AGE by Dick Gideon of Dick
Gideon Enterprises, who also updated
his outlook figures for the next five
years from his year-ago estimates (see
TV/RADIO AGE, December 31, 1984).

Gideon figures that spot will climb
8.5 per cent in '86, compared with his
estimate of an 8.6 per cent increase for
1985. That would put the 86 spot vol-

ume at $5,555 million, compared with
$5,120 million for last year.

As for local, Gideon projects an 11.3
per cent climb this year as against his
estimate that local went up 13.7 per
cent in '85.

Working on the base of TV Business
Barometer figures published by this
magazine, Gideon puts the local time
sales total for ’86 at $5,260 million,
compared with $4,725 million last year.

The consultant’s estimates for 84
(made when the Barometer data were
reported for the first three quarters of
the year) came quite close to the final

Broadcast sales of U.S. television stations
related to national economic statistics,

1961-1986 (billions of dollars)

totals shown by the Barometer sample
of stations. Gideon projected spot to be
$4,716 million; it actually came to
$4,715 million in the Barometer tally;
he estimated local to be $4,269 million;
it turned out to be $4,216 million.

Network compensation for 84 had
been estimated at $425 million. The fi-
nal Barometer figure was $424 million.
Network comp for "85 was estimated by
Gideon a year ago at $437 million. He’s
revised that upward alittle to $443 mil-
lion.

But Gideon’s spot and local esti-
mates for ’85 are slightly lower than his
year-ago projections. The former ad
sector was projected to be $5,221 mil-
lion; the new projection is, as noted
previously, $5,120 million. Local was
originally $4,854 million; the figure
now is $4,725. These data represent a
drop in the projected ’85 increase in
spot from 10.7 to 8.6 per cent and a
drop in the estimated local increase
from 13.7 to 12.1 per cent.

Lowered spot figure

Gideon also lowered his expectations
for spot in ’86 compared with his year-
ago estimate. The latter was put at 10.5
per cent, but now Gideon thinks, as
noted, the increase will more likely be
8.5 per cent.

The consultant hasn’t changed his
mind about local’s rate of growth in ’86.
His year-ago estimate was, as now, for

$ $ an increase of 11.3 per cent.
12 " — — — 5,400 The lowered spot expectations for
\ 5 86 affect the estimates for the follow-
1 | | | _ | 4 4950 | ingfew years, reducing the various esti-
[ T Ok .
0 mated annual levels for spot time sales
o during the 1987-90 period from $275 to
10 | T— f t —r— 4,500 | $400 million.
(Sutsae"‘s’c"::'::kﬁ of chart) ¥ of As a matter of fact, b,ecause' of ‘the
9 1 = f=— 4 P )| 4,050 | spot reduction, Gideon’s projections
\ now show local business surpassing the
spot total for the first time in 1989. In
8 T ] 2 3,600 | (h,t year, the Gideon estimates show
spot with a total of $7,675 million and
7 S S : 3,150 | local with a total of $7,775 million, $100
million higher.
P (I | 2700 In the year-ago estimates, spot in
‘ " 1989 was figured to be $8,044 million,
‘ while local remained less: $7,969 mil-
5 — —- t 2,250 | lion. In the final year of his projections
| a year ago, spot remains ahead of local
4. | | | | 1 1 1.800/| in1990:$8,881 vs. $8,862.
Gross National Product [ The current projections for 1990
(use scale at right of chart) ‘ show spot at $8,475 million and local at
3 i ‘ ‘ T 11,350 $8,640 million. Adding 1991 to the pro-
jections this year, Gideon estimates
2 that spot and local will both cross the
$9 billion boundary, with national/re-
e gional business coming in at an esti-
1emesl | 1 4590 mated $9,240 million and local time
| ‘ ‘ sales totaling $9,570 million.
L1 S— L ! o Looked at from a broader view, the
6162 64 66 66 70 72 ‘74 76 78 80 ‘82 ‘84 86 Gideon estimates for spot and local
980 TV/Rapio AGe Business Barometer,” 1981 198 time sales on TV stations show a gradu-
ally declining growth rate from the
106 Television/Radio Age, January 6, 1986




U.S. TV station sales related to national economic statistics, 1961-1986

Total Gross Personal
station national consumption
Year sales % change product % change expenditures % change
(billions of dollars)
1961 $0.86 2.4% $524.6 3.6% $335.0 3.1%
1962 0.98 14.0 565.0 7.7 355.2 6.0
1963 1.06 8.2 596.7 5.6 374.6 55
1964 1.20 13.2 637.7 6.9 400.5 6.9
1965 1.32 10.0 691.1 8.4 430.4 7.5
1966 1.46 10.6 756.0 9.4 465.1 8.1
1967 1.48 1.4 799.6 5.8 490.3 5.4
1968 1.70 14.9 873.4 9.2 536.9 9.5
1969 1.88 10.6 944.0 8.1 581.8 8.4
1970 1.90 1.1 992.7 5.2 621.7 6.9
1971 1.88 —-1.1 1,077.6 8.6 672.2 8.1
1972 2.17 15.4 1,185.9 10.1 737.1 9.7
1973 2.35 8.3 1,326.4 11.8 812.0 10.2
1974 2.56 8.9 1,434.2 8.1 888.1 9.4
1975 2.78 8.6 1,5649.2 8.0 976.4 9.9
1976 3.58 28.8 1,718.0 10.9 1,084.3 11.1
1977 3.83 7.0 1,918.3 11.7 1,204.4 11.1
1978 4.63 20.9 2,163.9 12.8 1,346.5 11.8
1979 5.15 11.2 2,417.8 11.7 1,507.2 11.9
1980 5.77 12.0 2,631.7 8.8 1,688.1 10.7
1981 6.46 12.0 2,957.8 12.4 1,849.1 10.9
1982 7.34 13.6 3,069.3 3.8 1,984.9 7.3
1983 8.24 12.3 3,304.8 7.7 2,155.9 8.6
1984 9.36 13.6 3,662.8 10.8 2,341.8 8.6
1985 10.29 9.9 3,895.0 6.3 2,520.0 7.6
1986 11.27 9.5 4,150.0 6.5 2,715.0 7.7

Sources: FCC television financial data, 1961-1980; TV/RADIOAGE “'Business Barometer,” 1981-1984; U.S. Department of Commerce, Bureau of Economic Analysis, 1961-1984; Dick

Gideon Enterprises, 1985 & 1986

mid-70’s to the beginning of the '90s.

During the past 10 years through '84,
spot has shown a compound growth
| rate of 13.5 per cent, climbing from

$1,329 million in 1974 to $4,715 million
in 1984. In breaking up the decade into
two parts, calculation shows that the
growth rate during the 1974-79 period
comes to 14.0 per cent, while the rate
for the 1979-84 period was 13.0 per
cent. But for the five-year period
1986-91, the rate, according to Gi-
deon’s estimates, will slow down to 10.7
per cent.

A somewhat similar picture is shown
for local time sales. During the past 10
years through ’84, local business
climbed from $979 million to $4,216
million. That's a compound growth of
15.7 per cent. Breaking that down into
five-year periods, the growth rates are
seen to be sharply different. During the
1974-79 period, the rate of growth was
18.1 per cent each year on the average.
But during the 1979-84 span, it

dropped to 13.4 per cent.

Nevertheless, Gideon sees another
drop in the growth rate for local busi-
ness, though a relatively small one, for
the 1986-91 period. It is estimated at
12.7 per cent.

Network compensation

Meanwhile, what’s been happening
to network comp? It continues to drop,
of course, as a percentage of the TV
station revenue pie but continues to
climb in dollars. Gideon’s estimate for
84 as noted, was $425 million, and
when it came in at $424 million the
percentage increase dropped from 2.2
to 1.9.

However, for the most part, Gideon
has revised his network comp projec-
tions upward. The ’85 revision amounts
to an increase in the increase: rising
from 2.8 to 4.5 per cent over '84. Like-
wise, "86 was originally estimated to be
up 3.0 per cent; now it isup 3.4 per cent,

or from $450 million to $458 million. In
’88, the increase was revised from 3.0 to
3.2 per cent; in 89, from 2.9 to 4.1 per
cent; in '90, from 2.7 to 3.2 per cent. In
’87, the revision was a slight drop-
—from 2.7 to 2.6 per cent. In 1991, net-
work comp is projected at $535 million,
up 2.7 per cent over "90.

Still, single digit percentage in-
creases for network comp don’t com-
pare with the percentage numbers for
spot and local. An examination of the
10-year figures, 1974 to 1984, shows a
5.5 per cent annual growth rate for net-
work comp. Again, with the 10-year
span broken into two parts, the growth
rate shows a decline. From 1974-79, the
rate was 6.8; from 1979-84, it was 4.3
per cent. As for the coming five years,
1986-91, the rate estimated by Gideon
is only 3.2 per cent.

If the station total in spot and local
advertising time sales plus network
comp is added, it shows, for 1991, a
share for network comp of only 2.8.
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This compares with 4.5 in '84, the last
complete year of Business Barometer
figures, 6.4 at the beginning of this de-
cade (1980), and 21.3 in 1961. (Howev-
er, additional station breaks given by
the networks over the years offset to
some extent the drop in the importance
of network comp.)

As network comp’s share has de-
clined over the years, local’s share has
gone up. Back in 1961, local had a 23.1
share and this didn’t change much dur-
ing the first half of the '60s. However,
during the late '60s it started to climb
and by 1973 the local share was 38.1
against 53.9 for spot and 12.2 for net-
work comp.

Local remained at about the 38 per
cent level for about four years, then
began climbing slowly—41.4 in 1977,
43.0 in 1980, 45.1 in 1984. This year
Gideon estimates it will be 46.6 and by
1991, 49.4, with spot at 47.8 and net-
work comp, as previously stated, at 2.8.

Spot’s share hasn't changed much in
recent years. During the 1974-84 peri-
od, the range was from 49.8 (in 1979) to
53.7 (in 1976). The drop from ’76 to '79
was a reflection of local’s increasing
share.

Spot had a 55.6 share back in 1961.
This climbed to a 59.6 in 1965 and 1966
and then dropped to a 52.0 in 1973.
Thus from 1961 to 1984, spot’s share

was in the 50s every year except
one—1979.

Station ad sales depend on a number
of factors, economic conditions being
only one of them. Hence, a comparison
of station sales with gross national
product and personal consumption ex-
penditures does not always correlate.
Looking at some recent statistics, one
might infer there is a close relationship.
For example, GNP rose 10.8 per cent in
'84 and total station sales rose 13.6 per
cent.

Then in 1985, the GNP increase
dropped to 6.3 per cent and the station
sales increase dropped to 9.9 per cent.
Gideon estimates a GNP rise of 6.5 per
cent in '86, while he projects a station
sales increase of 9.5 per cent.

But GNP rose only 3.8 per cent in '82
while station sales climbed 13.6 per
cent. And while GNP rose 11.7 per cent
in ’77, station sales rose only 7.0 per
cent. And then when GNP rose a little
more to 12.8 per cent in ’78, station
sales zoomed up 20.9 per cent.

Consumption expenditures

The personal consumption expendi-
ture (PCE) figures appear less volatile
than GNP levels, but they are also less
volatile than station sales, again indi-
cating little correlation. Thus, while

Broadcast sales of U.S. television stations

by advertising category, 1961-1991 (illions of dollars)

PCE increased 11.1 per cent in 1977,
11.8 per cent in 1978 and 11.9 per cent
in 1979, station sales rose, respectively,
7.0, 20.9 and 11.2 per cent in those
years.

One of the patterns in the station
sales picture that is watched, particu-
larly by reps, is how each month’s or
each quarter’s spot billings changes
over the years as a percentage of the
full year. The TV Business Barometer,
the only published source of monthly
spot TV data, has been providing such
information for well over two decades
and has been tracking national/re-
gional spot patterns for almost as long.

A major analysis of spot TV data
from the TV Business Barometer by
TV/RADIO AGE in 1974, covering the
1962-73 period, has provided a bench-
mark for tracking monthly and quar-
terly spot TV station sales. This showed
that October and November were the
biggest spot months—both being over
10 per cent of the full year’s spot bill-
ings, while January, July and August
were the smallest, all three being under
7 per cent. (A straight average is 8.3 per
cent.)

The 12-year study showed the fol-
lowing shares for the four quarters, in
chronological order: 22.7, 26.9, 21.7 and
28.7 per cent. In 1984, the last full year
in which TV Business Barometer esti-

'61'62 64 '66 ‘68

‘70 ‘72 ‘74 '76 '78 ‘80 ‘82 7

Sources FCC r1v financial data, 1961-1980. TV/RADIO AGE "Business Barometer,"
1981- 1984, Dick Gideon Enterprises, 1985-1991
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Sales of U.S. TV stations by advertising category, 1961-1991

Network National/
Year compensation regional spot Local
(millions of dollars)
Amount % change Amount % change Amount % change
1961 $184 11.5% $480 4.6% $200 —7.4%
1962 202 9.8 554 15.4 228 14.0
1963 203 0.5 616 11.2 241 5.7
1964 214 54 711 15.4 276 14.5
1965 230 7.5 786 10.5 303 9.8
1966 244 6.1 872 10.9 346 14.2
1967 246 0.8 872 0.0 365 5.5
1968 248 0.8 998 14.4 453 24.1
1969 254 24 1,108 11.0 519 14.6
1970 240 —5.5 1,092 —14 563 8.5
1971 230 —4.2 1,013 —-7.2 637 13.1
1972 224 —2.6 1,167 15.2 778 22.1
1973 233 4.0 1,221 4.6 896 15.2
1974 248 6.4 1,329 8.8 979 9.3
1975 258 4.0 1,441 8.4 1,080 10.3
1976 270 47 1,920 33.2 1,390 28.7
1977 288 6.7 1,960 2.1 1,586 14.1
1978 3156 9.4 2,326 18.7 1,987 253
1979 344 9.2 2,564 10.2 2,245 13.0
1980 369 7.3 2,920 13.9 2,484 10.6
1981 393 6.5 3,302 13.1 2,767 11.4
1982 406 3.3 3,846 16.5 3,088 11.6
1983 416 2.5 4,211 9.5 3,611 16.9
1984 424 1.9 4,715 12.0 4,216 16.8
1985 443 45 5,120 8.6 4,725 12.1
1986 458 3.4 5,655 8.5 5,260 11.3
1987 470 2.6 6,055 9.0 5,830 10.8
1988 485 3.2 6,920 14.3 6,850 17.5
1989 5056 4.1 7,675 10.9 7,775 13.5
1990 521 3.2 8,475 10.4 8,640 11.1
1991 535 2.7 9,240 9.0 9,570 10.8
5-year growth rates: 5-year growth rates: 5-year growth rates:
(1974-1979) 6.8% (1974-1979) 14.0% (1974-1979) 18.1%
(1979-1984) 4.3 (1979-1984) 13.0 (1979-1984) 13.4
10-year growth rate: 10-year growth rate: 10-year growth rate:
(1974-1984) 5.5 (1974-1984) 13.5 (1974-1984) 15.7
5-year growth rate: 5-year growth rate: 5-year growth rate:
(1986-1991) 3.2% (1986-1991) 10.7% (1986-1991) 12.7%

Sources: FCC television financial data, 196 1-1980; TV/RADIO AGe “‘Business Barometer,” 1981-1984; Dick Gideon Enterprises, 1985-1991

mates for all 12 months are available,
the monthly and quarterly shares fol-
lowed the patterns of recent years.
These were not unlike those of the
benchmark years, but differed in cer-
tain respects.

For example, the second and fourth
quarters remain the biggest, but with
the three months of spring gaining in

share of billings, and the fall’s three
months losing some share.

The April-June period in ’84 ac-
caunted for 28.7 per cent of the year’s
spot billings, quite in line with the ear-
lier years of the "80s. This is almost two
share points higher than the 1962-73
figure, a significant change. April and
May of ’84 were the only months that

year with shares higher than 10. An ex-
amination of the early ’80s shows that
April had 10-plus shares also in ’80, '81
and '82, while May had 10-plus shares
in '80, '81 and ’83.

The fourth quarter came up with a
26.5 share, more than 2 points below
the 1962-73 average (28.7). November
was able to achieve shares of 10 or more
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National/regional spot Tv time sales, 1976-85

(millions of $)

1985 1984 1983 1982 1981 1980 1979 1978 1977 1976

Jan, 296.4 2967 2717 237.3  189.4 1742 1492 1410 1220  105.2
Feb. 2953 2837 2549 2423 2036 180.5 158.8 1489 1347  127.3
Mar. 406.8 3616 3402 3191 2753 2343 2005 1868 1653 1517
April  507.0 4856 417.5 4030 3418 2996 267.2 2323 1854  180.6
May 512.0 4785 427.6 3738 3383 2906 254.8 2229 1910  193.3
June 4512 3913 3544 2966 2655 239.6 2186 1939  159.8  165.4
July 459.7 4221 370.3 328.3 2709 2387 2189 1877 1475  148.0
Aug. 3735 3294 2984 2710 2369 213.0 1862 1557  129.7  129.6
Sept. 4639  417.3 3585 3184 2848 2584 2153 1821 1658  170.5
Oct. 4255  406.0 3609 3427 2816 2505 227.3 2069 1825  180.0
Nov. — 4456  408.8 390.8 3449 2928 257.5 2323 2054  201.3
Dec. — 396.7 3471 3229 2693 2480  210.1 2041 1712  163.0

Source: Tv RADIO AGE “'Business Barometer''

Local TV time sales, 1976-85

(millions of $)

1985 1984 1983 1982 1981 1980 1979 1978 1977 1976

Jan, 265.7 2360 2015 1857  168.7 1447  130.6  109.1 90.8 76.8
Feb. 264.0 2514 2083 1785 1684  160.5 136.8  112.4 98.2 88.5
Mar. 4243 3584 3058 267.8 2421 2306 1932 1621 1404  117.4
Apr. 430.0 3867 313.4 2756 2467 2325 2060 178.3  140.9  122.9
May 450.0 4076  346.0 2746 2441 2149 2053 1706 1349 1156
June 3379 299.0 2536 2027 187.5 165.8 1544 1357  104.7 97.4
July 356.7 3179 277.4 2223 1985 1760 1685  150.2  112.0  101.9
Aug. 3838 3430 2789 2434 2217 1926 1736  157.3  120.3  107.3
Sept. 4152 3707 3272 2754 2420 2095 1986  177.9 1469  123.4
Oct. 504.9 4557 3959  366.2 2937  270.2 2426 2235 1726  160.0
Nov. — 414.4 3723 3064 2819 2416 2208 208.6 164.6  140.9
Dec. = 374.8 3302 288.9 2713 2449 2144 1913 1601 1375

Source: Tv RADIO AGE ''Business Barometer'*

in '80, ’81 and '82, but dropped t0 9.7 in
’83 and 9.5 in ’84.

Despite the efforts of the station reps
to promote business in January and
February, when viewing is high and
availabilities plentiful, there has been
no improvement since the 1962-73 pe-
riod. Compared with the 22.7 share

during the benchmark years, the first
quarter shares during the first four
years of the '80s were: 1980, 20.2; 1981,
20.2; 1982, 20.8, and 1983, 20.6. In 1984,
the January-March share fell to 20.0,
with January recording a 6.3 share,
February, a 6.0 (the lowest of the 12
months) and March a 7.7.

The summer quarter has improved
in shares from the ’60s and early "70s,
with the early '80s pulling down shares
mostly between 24 and 25 (compared
with 21.7 during the benchmark peri-
od).

In "84, the summer quarter hit a re-
cord high for the '80s—24.8.
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First-run series in short supply; off-net
sitcoms, action shows limited, expensive

Slim pickings seen
in late-night product
offered to stations

By DAN RUSTIN

replacement parts for their late

night schedules at this year’s
NAPTE International Convention will
find no increase in the supply of oft-
network sitcoms and action drama in
the distributors’ showcases. And, more
imperative, those seeking first-run
product will find the shelves painfully
bare, as usual.

The number of shows for late night,
old and new, is also a consideration for
affiliates as more of these stations are
delaying or preempting their network
feeds. Influencing the supply of prod-
uct are the economies of late night
—low set usage and resulting low spot
prices which limit stations’ program-
ming budgets and. thus, hold down
producers’ investments.

Only three new entries made exclu-
sively for late night are known to be
ready for introduction at the annual
event January 17-21 in New Orleans.
From King World is Nightlife Starring
David Brenner, a Monday-Friday half-
hour strip; From Four Star is Match-
maker, another strip, and also from
King World, Rock 'n Roll Weekend
News, a once-a-week news/music hour
for teens and young adults. The first
two shows are being sold under a cash
and barter arrangement; the third is
straight barter.

lndependent stations shopping for

Two possible routes

Making the shortage of new product
even more painful for independent is
the possibility that Nightlife may be
withdrawn from the syndication mar-
ket at any moment; ABC has taken an
interest in the show. Negotiations be-
tween the network and the distributor
have been in progress since late No-
vember. If an agreement is reached, the
talk/variety vehicle will likely be
ABC'’s long-sought counter to Johnny
Carson.

Before ABC took an interest, the

program, a collaborative effort be-
tween King World and Motown Pro-
ductions, had been sold in over 20 mar-
kets, according to Sid Cohen, president
of King World's domestic TV distribu-
tion division. These include Dallas, At-
lanta, St. Louis, Baltimore, New Or-
leans and Denver. All syndication
agreements are being written with the
stipulation that a network deal might
cancel the station sale. Deadline for an
ABC takeover is the day before
NATPE begins, January 15. In the
event the ABC negotiations fall
through and the show goes into syndi-
cation, an official go-ahead announce-
ment of production of 195 episodes is
expected in New Orleans during the
meeting.

Virtually all the reps and station
managers who have screened the show
agree that the pilot is excellent. Not all,
however, have decided to pick up
Nughtlife. Some feel its humor is too
“New York” for their markets, and
some question the wisdom of lodging
another talk show against Carson at
11:30 p.m. (ET)—its most logical posi-
tion. King World is selling the show
without restrictions as to where it canr.
be played and, says Cohen, is encourag-
ing stations to play it oppcsite Tonight

Regardless of which way the pro-
gram jumps, Cohen is certain Nightlife
will be on the air in some form in fall
'86. “There’s no question in my mind
that it’s a go,” he asserts. “I have no
qualms about it at all.” Of the pilot, he
claims: “I've been in this business quite
a while, and this is the first pilot I've
taken out that I feel is airable as is.”

Under the syndication deal, stations
are being offered 5% minutes for sale
with one minute withheld by the dis-
tributor for national advertising.

In addition to Brenner, who has
made 150 appearances on Tonight, 80
of them as host, Nightlife features mu-
sician Billy Preston, who has per-
formed with The Beatles and The Roll-
ing Stones.

Rock 'n Roil Weekend News has also
been sold in an excess of 20 markets,
according to Cohen. These include At-
lanta, Seattle, St. Louis, Dallas, Phoe-
nix, Kansas City and Buffalo. The 12
commercial minutes in the hour are
evenly divided between the station and
distributor. The program is described
as a youthful version of Entertainment
Tonight, specializing in rock culture,
and hosted by seven regulars.

Matchmaker, hosted by Dave Hull,
is described as a zany game strip. Hull
interviews contestants that he never
gets to see, then matches them up.

The possibility exists, of course, that
other new first-run projects may be in-
troduced at NATPE for fall ‘86 pre-
miere. A few station sources report
having heard rumors of new-product
debuts and have even been told by dis-
tributors, “Wait—we’ll have some-
thing new for you for late night.” So far,
however, these appear to be promises
on which nothing material has been de-
livered. The INTV convention, which
began January 5 in Los Apgeles and has
become a “little NATPE” for indepen-
dent stations, could be the launch site
of some of these announcements as
well.

“Nightlife” star David Brenner

ke ain §
A

David Brenner’s
“Nightlife” remains
a question mark,

indicated it

from syndication
to run on ABC.
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Dave Hull hosts “Matchmaker”’

Those seeking off-network programs
at NATPE will have only a slightly
more varied choice of titles for late-
night stripping. It’s doubtful. however,
that many stations, especially indepen-
dents, would consider running these
big-dollar entries in late night, at least
on first airing. Among the dramas be-
coming available for the first time are
Magnum, P.I., Knight Rider, Falcon
Crest and The Fall Guy. The Facts of
Life and the “lost” episodes of The
Honeymooners are two new sitcom en-
tries ready for stripping in the fall. A
new strip package of Tales of the Un-
expected is also being readied for sale.

So, how serious is the shortage of
original product for late night. “I know
everybody is in the market for it,” says
Ed Trimble, vice president and general
manager of KHTV(TV) Houston. “For
independents,” adds Jim Major, for-
mer director of programming at Petry
who recently moved to WrTS-TV Tam-
pa, “probably one of the greatest needs
at the moment is late night.”

“This is the last great frontier of
waiting for the next Mary Hartman,”
observes Robert Friedman, program
director of WNEW-TV New York.
“There’s plenty of off-network shows
that perform adequately in late night,
but there hasn't been a really hot first
run show since Mary Hartman. Every-
body’s waiting for the next one because
you have a little more creative freedom.
you have a tremendous revenue poten-
tial. You can do it, perhaps, on a more

“Rock 'n Roll Weekend
News,” youth-oriented

program from King World, =2
already has been sold in

over 20 markets.

limited budget because of the expecta-
tions of late fringe. Soit’s a tremendous
area of opportunity and one where it’s
been demonstrated that you can have a
big hit."

“I'd like to see something else put on
the market,” agrees Sandy Pastoor,
program director, WI'TG(TV) Washing-
ton. “We're all still waiting for the next
Mary Hartman, and 1 just think it’s a
matter of what’s there hasn’t hit any-
body’s hot button vet.”

Other independent station manag-
ers, like Steve Bell, at KTLA(TV) Los
Angeles, who has been enthusiastic
about trying out original programs in
the past, may be running out of pa-
tience. “I’ve seen so many first-run at-
tempts over the years that I'm a little
jaded at this point,” he notes. “Most of
them haven’t done well. Ever since
Mary Hartman, it has been a field lit-
tered with attempts to emulate the
great success of that show. I think the
problem is that copycat programming
usually doesn’t work. I think anybody
would applaud an original and exciting
show like Mary Hartman. We’d love to
see more things in the vein of Benny
Hill. But they haven't come along. Ti-
midity is the rule of the day, and you
don’t win in late night with timid ap-
proaches.”

“By and large, our experience has
been that the programming developed
for late night has not been effective,”
agrees Dean McCarthy, vice president
and director of program services at

| Contestants who cannot see
one another are matched up
on “Matchmaker,” syndicated
by Four Star International.

Harrington, Righter & Parsons. “Going
back as far as you want with the various
efforts that have been tried, we would
have to classify them as being marginal
at best, more likely as failures.”

Economic limitations

The economics of the time period,
naturally. play a large part in stimulat-
ing or suppressing the creative effort.
“Because of the sets in use factor late at
night. it doesn’t really demand a big
spot dollar,” explains Rusty Durante,
vice president and general manager,
Kvvi(Tv) Las Vegas, who, nonethe-
less, sprang for the David Brenner pro-
gram. “To go into first-run for late
night is very expensive, and they would
have to hit the stations up for some
pretty good bread when the spot reve-
nue is just not there. So it’s a lot easier
and a lot cheaper to take some of the
older classics, like Burns & Allen and
The Honeymooners.” Durante says
Nightlife cost him a little more than
one of the vintage shows, but “is still
reasonable for the time period.”

Despite the pessimism, many ob-
servers think stations will continue
their search for originality in the time
period. “I don’t think stations are will-
ing to call it quits and go back to old
reruns and old network shows,’” agrues
John von Soosten, vice president and
director of programming at Katz Tele-
vision. *'But I think the distributors are
going to have more and more of a chal-
lenge to get the stations either to put
up participatory money or to clear the
time period unless they come up with a
hit pretty soon. To date, there haven't
been 100 many of those.”

(continued on page 143)

Crew gathers for “Rock 'n Roll Weekend News”
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Emphasis is on market research as
key tool in attracting new advertisers

Tv stations predict

local sales gains of
10-15% next year

By SANFORD JOSEPHSON

ompared to the soft national ad-

c vertising picture, prospects for

local TV business in 1986 look

bright, with most group and station ex-

ecutives predicting increases in the low
daouble-digits (10-15 per cent).

Some of this is cyclical: When spot is
slow, stations naturally pay more at-
tention to the local marketplace. But
there are a number of other factors as
well, not the least of which is broadcas-
ters’ realization that, over the long
haul, their well-being is dependent
upon their ability to attract new clients
to television.

There are also a number of local cate-
gories that have either rebounded or
emerged as major factors for the first
time. And the development of the lat-
ter is being accelerated by increased
emphasis at the station level on market
research, designed to uncover new
growth opportunities, and on vendor
support and co-op programs. In addi-
tion, more and more stations are devis-
ing promotional events designed to
bring in first-time advertisers, some of
whom can then be converted into regu-
lar clients.

Local billings gains

For the first 10 months of 1985,
TV/RADIO AGE’s Business Barometer
shows local billings up 11.9 per cent to

For the first nine
months of 1985
advertising of
medical/dental
services has
risen 34 per
cent, according
to TvB/BAR.

$3.8 billion. Most station executives in-
terviewed expect to do at least that well
for the year, with some projecting gains
significantly higher.

Acknowledging that “when national
softens, we have to work that much
harder,” William Moll, president,
Harte-Hanks Television Group, says
local “is going to be stronger than ei-
ther network or spot. We're looking for
solid double-digit growth.”

In Washington, John Long, vice
president, director of sales, at WJLA-
TV, says, “Local will be up 10-12 per
cent [on an existing business basis] in
1986, but when you factor in new [to-
television] business, we'll probably be
up 13-14 per cent.”

Long points out that the Allbritton
station made a major commitment to
local market development three years
ago. At that time, he says, the ratio of
national to local business was 60-40.
“Now,” he adds, “it’s real close to
50-50. It won'’t be too long before the
lines cross and local passes spot.”

Spot on wpIv(TV) Detroit

AND SPECIALTY CENTERS

More specialists make us
more than a hospital.

876-3400

WJLA-TV is working with Pitts-
burgh-based Marshall Marketing &
Communications to conduct consumer
research that impacts on potential ad-
vertisers. ‘“‘Before we conduct re-
search,” Long explains, “we get togeth-
er with a group of business people to
find out what they want to know about
themselves.”

The station is currently involved
with the Metro local transit service on
just such a project. “They have real
good ridership within the District of
Columbia,” Long points out, “but our
research indicated that the lines
weren’t being heavily used outside the
District. We showed them how their
dollars could go farther to reach those
potential riders.”

In April, WJLA-TV conducted a full-
day marketing symposium at the Na-
tional Institute of Health for hospitals,
health and medical care companies.
The subject: “How do you market
yourselves?” Says Long: “We flew in
experts, had a full-day discussion and
seminar; and almost overnight we had a
reaction.”

Marshall Marketing & Communica-
tions currently works with 22 TV sta-
tions that utilize its Target Dollar$
program, designed to open up a dialog
between broadcasters and decision-
makers at major businesses in each
market. According to Patty M. Comini,
marketing manager, the program, us-
ing market research as its base, helps
clients discover who their customers
are, where they shop, why they buy
what they buy and what they read, lis-
ten to and watch.

When working with a station, the
first step, she says, is to determine
20-25 target accounts. Then MM&C
interviews these accounts, processes
the resulting data and, with the station,
presents the data at a major meeting.

Ultimate goal, says Comini, is to “de-
velop a better communications plan for
the decision-maker to reach more tar-
geted customers and sell more prod-
ucts. In other words, have television re-

Medical sponsor
at wepx-Tv Orlando

N PrEam and oheer sy the Marthing resuk
A23-WCEN Open Line 1o our paned of doctors.

THE BODY REBULLT
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ceive a bigger share of that advertising
budget.”

Market research

Another station heavily immersed in
market research is WCPX-TV Orlando-
Daytona Beach-Melbourne. “It’s not
quick money,” says Donald Hurt, local
sales manager (who is also chairman of
the Television Bureau of Advertising’s
Retail Development Board). “It’s es-
tablishing relationships, getting people
to feel comfortable with television. I
honestly believe it’s the way local TV
billings are going to grow.

“Research,” he continues, “allows us
to talk knowledgeably about who their
customers are and why they shop
where they shop.”

The Outlet Communications station
utilizes the services of Leigh Stowell &
Co., a Seattle-based firm that conducts
consumer market profiles for both TV
and radio stations.

According to Tom Hawley, Stowell
director of marketing, the company is
currently working with 32 television
and 17 radio stations in 33 markets in
the United States and Canada. The
service consists of a four-part market-
ing/research program that is under-
written by the station. The four parts,
according to Hawley, are:
® “Product purchase patterns. We de-
termine who’s shopping where and how
much they’re spending.”

m “Demos. We look at about 22 differ-
ent demos and such things as length of
residence, number of wage earners in a
family, where they live, where they
work. We call this ‘extended demos.’

m “Psychographics. We segment the
local market by psychographic groups.

Stations are creating special
promotions to attract new
advertisers and stimulate
business during slack periods.

All-Star Car Sale at wwBT(TV) Richmond
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We have a battery of attitudinal ques-
tions that people respond to, and we
thoroughly analyze these.”

B “Media behavior. We attempt to
quantify and qualify the audience for
the local advertiser. We look at news-
paper readership versus non-reader-
ship, daily versus Sunday readership,
direct mail readership, radio listener-
ship, TV viewership. For TV stations,
we will pick 25-30 programs and deter-
mine the indices of viewership.

“What we end up with,” Hawley
says, ““is a totally interactive database
that goes right into an in-house com-
puter. A station can apply that to any
target audience and determine shop-
ping patterns. It's a sales tool to help
stations identify the most efficient way
for people to buy them. Historically,
clients have been forced to look at gross
audiences.”

A desire to get away from selling just
by the numbers convinced WVEC-TV
Norfolk-Portsmouth-Newport News-
Hampton to get into market research
in a big way (see Retail Report, Decem-
ber 23). “We wanted an acceptable
means to sell or provide another di-
mension beyond ratings,” explained
Bill Beindorf, vice president, general
manager at TvB’s annual meeting last
November.

“Historically,” he said, “the newspa-
pers are accepted as the primary re-
search source for the marketplace. We
wanted something that would establish
and position the station as the ‘source,’
thereby creating advertiser dependen-
cy on that source and on the station.”

The Belo station subsequently com-
missioned Leigh Stowell to develop a
research questionnaire. Fine tuning
and testing the questionnaire and col-

A

»
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lecting data took about six months.
Then a major presentation was made to
about 150 clients at a continental
breakfast.

Halfway through the first year, said
Beindorf, “we are well ahead of our
goals. The project, to date, has devel-
oped new advertisers and, in several
instances, substantially increased tele-
vision budgets from our existing
clients.”

Vendor, co-op assistance

Many stations are also using outside
companies to help them with their ven-
dor support and co-op programs.

WJLA-TV, for instance, utilizes the
services of Tom Frick, a consultant
who specializes in helping stations cre-
ate promotions for retailers that will
bring in vendor dollars (see Retail Re-
port, September 2, 1985).

In the Harrisburg-Lancaster-Lebanon-
York-market, WGAL-TV, which works
with Roland Eckstein & Co., has five or
six good programs in motion, according
to Chic Kroll, local sales manager for the
station.

“Basically, we're going after unspent
co-op dollars and monies over and
above co-op,” he says. “We're putting
packages together for the retailer.”

Kroll says the station did particular-
ly well with carpet and wallpaper deal-
ers this year. “It seemed there was
money shouting to be spent,” he adds.

Roland Eckstein & Co. works with 29
client stations to develop both new
television advertisers and greater ex-
penditures from existing advertisers.
According to Eckstein, an overall goal
is “to provide to retailers specific infor-

(continued on page 141)
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Station ownership, syndication in TV
take black publisher into new areas

Essence broadening
broadcast interests

By LES LUCHTER

dding TV station ownership to
A its diverse interests by seizing
an opportunity presented by
the Capital Cities/ABC merger, Es-
sence Communications Inc. has taken
one more step toward its stated goal of
becoming a minority-owned version of
Time Inc.

Essence doesn’t yet control a com-
municatiors empire, as its president
and CEO Edward Lewis envisions. But
the company, which began life solely as
the publisher of a black women’s fash-
ion magazine in 1970, now also encom-
passes a weekly syndicated TV series, a
clothing licensing venture, a mail-order
catalog, and—thanks to the FCC’s re-
quirement that CapCities divest prop-
erties in order to merge with ABC—a
say in the management of Buffalo’s
WKBW-TV.

Essence pulled together a group of
mostly minority investors into Queen
City Broadcasting Inc., which succeed-
ed in buying the ABC affiliate for $65
million. And WKBW-TV has become the
largest of the 13 minority-owned TV
stations in the U.S.

Although Essence’s share of the pur-
chase price has been estimated at as
low as 5 per cent—and Bruce Llewel-
lyn. black chairman of the Philadel-
phia Coca-Cola Bottling Co., is the ma-
| jority shareholder—the publishing
company quickly thrust itself into the
spotlight when the deal was announced
in July.

Syndication triumph

And the spotlight is exactly where
Essence likes to be. Why else take the
risk and independently distribute a TV
show the syndication “experts” tell you
can never work?

That happened two NATPE conven-
tions ago, and defying the odds, Es-
sence, The Television Program is still
in business and heading into its third
season. The half-hour show airs over 55
stations, 39 of them network affiliates,
and in nine of the top 10 markets. Its
peretration of the black marketplace
exceeds 70 per cent, and Essence exec-
utives hope to push the figure to 85 per
cent by next season.

That depends on getting into about

nine or 10 more markets, an effort
which will be in full swing at the New
Orleans NAPTE—complete with a jazz
party at WDSU-TV’s facilities in the
French Quarter. The NBC affiliate is
one of the outlets that has been most
successful in selling Essence on a local
level.

An ‘easy sell’

According to Raymond Horn, the
New York-based independent syndica-
tor who now handles Essence, the pro-
gram is an “easy sell” for stations be-
cause there are few other opportunities
to specifically target the local black
population on TV. “Before Essence,”
he says “‘agencies were having a hard
time finding a place to put their mes-

sages.
Horn happens to also represent one
of those other opportunities

—Uniworld Productions’ America’s
Black Forum, now seen on 30 stations
and on cable’s Black Entertainment
Television. But that show, although
also ad-supported, is essentially a news
and public affairs vehicle. Essence, on
the other hand, is done in a lively maga-
zine format, often featuring celebrities
from the entertainment world.

The series that most parallels Es-
sence, in concept at least, is produced
by another leading black publisher.
Johnson Publishing Co.’s Ebony/Jet
Showcase, this season’s reincarnation
of the previous Ebony/Jet Celebrity
Showcase, and now in 61 markets, is
represented in the syndication market-
place by Chicago’s M. K. Thomas and
Co., which had handled Essence during

“Essence” TV show
has a 70 per cent
penetration of the
black marketplace
and is shooting for
85 per cent.

its first season. And, like Essence,
Johnson has also delved into other me-
dia. It owns radio stations in Chicago
and Louisville, and its chief, John H.
Johnson, was originally reported to be
an investor in Queen City but then
dropped out.

The ideal time period for Essence,
says Clarence Smith, president of Es-
sence Communications and co-founder
of the company with Ed Lewis, is week-
end primetime access. Only a couple of
stations have taken that route so far,
but a good number have scheduled the
show in another time period Smith is
“quite comfortable” with—Sunday
mornings, between 10 a.m. and noon.

Perhaps the worst time period Es-
sence has accepted is 6:30 a.m. Satur-
days on KTTV(TV) Los Angeles. But
Davis says that station, part of Metro-
media’s sale to Rupert Murdoch, wants
to change the timeslot.

KTTv, in fact, will air a special Es-
sence episode, geared to Dr. Martin
Luther king’s birthday, in primetime,
on Sunday, January 19, at 8:30, the day
before the national holiday.

New York success

Essence has no problems at all in
New York. WNBC-TV, one of three
NBC 0&0s and 19 NBC affiliates car-
rying the show, not only airs it Sundays
at 10 a.m., but sells out the ad time to
such sponsors as Potamkin (a Cadillac
dealer), Sears, Crest and local black
businesses. And, as part of Essence’s
contract with the station, studio por-
tions of the show are produced at
NBC’s Studio 6-B in the RCA Build-
ing.

This comfortable setup is one Es-
sence hardly foresaw when it began as a
local New York show on Tribune
Broadcasting’s WPIX(TV) a few seasons
back. “They came to us and we jumped
at it,” recalls Clarence Smith. Although
WPIX seemed to want a public affairs
show, Essence gave the station an ad-
supported effort much like the present
program, albeit on a smaller scale.

Ad sales were poor, but ratings en-

Bishop Desmond Tutu, I, with
Felipe Luciano
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Clarence O. Smith,
president of Essence
Communications, says ad
dollars for its TV series
are coming mostly from
black agencies and
advertiser demand.

couraging, according to Smith. Essence
wanted to take the show into syndica-
tion, but talks with Tribune Entertain-
ment did not pan out. So Essence took
the independent route.

Different rules

A minority-oriented program must
live—or die—by different rules than
other syndicated fare. For instance,
there is no need to achieve 70 per cent
national market penetration to be a vi-
able advertising entity; 70 per cent of
the black audience is really what's
needed. And, concurrently, the Nielsen
Black American Reports are much

Edward Lewis, Essence
publisher and CEO, hints
that WKBW-TV Buffalo is
not the last station
Essence will buy into,
and he indicates the
company will initiate

a radio program that has
been on hold.

more important than the national Cas-
sandra ratings.

In last May’s ratings, Essence
achieved an 8 rating/29 share among
New York’s black households. Detroit
received an 8/27, Baltimore 8/50, Chi-
cago 3/8, Philadelphia 3/14 and Wash-
ington 4/15. This season, Essence esti-
mates, the show is achieving a 4.5to 5
rating nationally among black homes.
That translates to over a half-million
households. “We're not talking about
social responsibility,” Smith stresses.
“We’re talking about sales.” He points
with pride to Essence’s impressive list
of national sponsors including AT&T,
Carson Products, Coca Cola, General
Mills, Johnson Products, IBM, Burger
King and the U.S. Army. Essence in-
cludes three minutes of national time
and three minutes for local sale.

Source of advertising

But Smith notes that most of the
commercials are coming out of black ad
agencies and that the top six black
agencies combined have annual billings
of only $155 million. “One would think
it would be relatively easy to sell one
black program,” Smith complains. Al-
though there are scores of companies
with a “very strong purchase-support
base from the black consumer market,”
he notes, “most of the sales made, other
than those from black advertisers, have
been client-directed.” The dollars also
usually come out of minority budgets,
not national TV budgets.

Smith feels that the “junior executi-
ves” at ad agencies are ‘‘more CPM-ori-
ented than judgment-oriented. Not
much imaginative thinking takes place.
Brand managers and marketing direc-
tors have to provide the initiative for
that kind of thinking.”

Education job

Part of the problem is that neither
advertisers nor stations are accus-
tomed to syndicated non-public-affairs
black programming. “We've had to
convince stations that black program-
ming can work in areas other than
primetime,” says Davis.

“The biggest problem is presenting
us as a show that is a ratings winner and
not just a time filler,” explains Horn.
And Davis says, “We're reintroducing
the concept of this kind of a show as a
moneymaker . ... We walk in the door
(at stations] and say, ‘This is not a pub-
lic affairs show! ”’

It is a magazine-format show, hosted
by Essence magazine editor-in-chief
Susan Taylor and former WNBC-TV re-
porter Felipe Luciano. It tackles both
news features and personality profiles.
This season, the show has gone on-loca-
tion to nine U.S. cities and overseas,

Gene A. Davis, director,
corporate and creative
services, says it is

stressed the Essence TV
show is a station
moneymaker, not another
public affairs show.

and has taken on a harder edge—with
reports on such topics as the homeless,
teen pregnancy and AIDS.

Broader target

And now, Essence—which unlike the
magazine it’s derived from, has always
targeted black males as well as black
females—is starting to seek an ethnic
crossover audience. Steven Spielberg,
director of The Color Purple, has al-
ready been filmed for a February show,
and other whites have been invited to
appear during the rest of this season.
They include Joan Rivers, Linda Ron-
stadt, former President Jimmy Carter,
Hall & Oates and Boy George.

(continued on page 145)
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Raymond Horn,
syndicator, says the
Essence TV show has been
an “easy sell” for

stations because there

are so few other
opportunities to target
black audiences.
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Radio station cost control:
Impact on public service,
news, innovation examined

While stations are examining bottom lines, they will
be also looking to maximize functions requiring little
capital outlay. There is one function that doesn’t cost
much in terms of dollars. It may not be easy. It may
require effort. It may even cause some stations to
take a stand.

What I’m talking about is community involvement,
a cornerstone of any successful radio station. And
what’s better, it costs very little in dollars. Even mu-
sic stations are going to find it more important. Edi-
torials, public service campaigns and personal in-
volvement by each member of a station’s staff in
community groups will pay off handsomely in the
long run.

I believe that good community relations does im-
pact on ratings. It does increase station awareness. It
does increase listenership. It is one of the best pro-
motional vehicles. You don’t need a million dollar
giveaway. Help a local group raise money. Tackle a
major community problem or issue with editorials,
public affairs programs and personal appearances.
Put your station in the spotlight with community in-
volvement. Take a stand!

I hope that in their rush to cut costs, entrepreneurs
don’t forget the essential elements of our business.
Cut to the bone, not to the marrow. Be lean, not an-
orexic. In radio and television, programming is every-
thing. If you don’t have the product, you have noth-
ing to sell.

Unfortunately, radio stations in the coming years,
will be less willing to take chances. They will not
have time to let a new format develop. That'’s tragic.
Without creativity and bold programming initiatives,
radio will stagnate. We all can’t be CHR or AOR sta-
tions. We need a broad spectrum of formatic &p-

proaches to serve all segments of the audience.
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Am: Source of innovation

AM radio especially needs a lift and may, out of des-
peration, become the source of innovation. I hope so.
Radio needs a constant infusion of creativity. Just as
25 years ago a station in Los Angeles experimented
with an all-talk format, so we need a modern KABC
willing to take a bold new approach and stick with it.

One particular area that appears to be in danger is
local news. As you know, a survey by the RTNDA
found that stations are reducing news staffs and news
airtime. As head of a division that includes six news-
oriented radio networks, I am delighted that many
stations are coming to rely on networks for national
and international coverage. However, I am deeply
disturbed by stations that feel network news is all
they need.

Local news is as important te a station as its for-
mat. It’s a bond with your listeners. It’s what distin-
guishes radio from a stereo or cassette player. Radio
is an umbilical cord to the world, be it Eugene, Wash-
ington or Ethiopia. Abandoning local news is a form
of radio suicide. I hope that won’t happen.

What will continue to take place, however, is a re-
duction of news staff among music stations. T'o news
people that’s particularly disturbing. I can under-
stand their feelings, but I don’t think economic reali-
ties will allow the trend to be reversed.

Era of specialization

Radio today is synonymous with choice. Radio offers
listeners news, talk, top 40, MOR, AOR, CHR, country,
classical. I can go on, and on and on. Radio is verti-
cally structured. That is, radio stations are special-
ized. Most people have two or three stations that
they listen to on a regular basis. Most radio stations
no longer can afford to be all things to all listeners.
Economically it will be difficult for new entrepre-
neurs to even attempt it.

That doesn’t mean stations should abandon local
news or information. Community affairs programs
are important and must be continued. News is as
much a part of radio as the dial.

It does mean that music stations may have smaller
news staffs and leave broader news coverage to the
specialists: the news, information and talk outlets.
Smaller markets which cannot sustain all news or
talk will, of course, have stations with more general-
ized formats. All of us will have to be more creative,
more innovative in our on-air presentation.

I know that news people are not going to be happy
with the changes. But with the economic realities fac-
ing new owners, there may be no alternative. The
clock is ticking. The debt must be paid.

In fact, a couple of years from now we may be all
talking about churn. Churn is a term closely associat-
ed with cable, or with making butter. Churn may be-
come an appropriate way to describe radio in a few
years. Today’s entrepreneurs who haven’t planned
properly or made necessary economies or can’t meet
their projections may have to sell. They will be re-
placed, in turn, by new owners facing the same diffi-
cult challenges.
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Fox sets new ‘9 to 5’ episodes; other series

Twentieth Century Fox is going back
into production of 9 to 5, the former
ABC series, and will offer the new epi-
sodes in an unusual marketing arrange-
ment, combining both barter and cash,
for airing beginning next fall.

Sally Struthers, longtime co-star of
Allin the Family, is joining the original
9 to 5 cast members in the new epi-
sodes. Twenty-six shows per season
over the next two years are planned,
says Mike Lambert, executive vice
president of Fox’s TV syndication arm,
with Fox keeping three minutes each
half hour.” Additionally, the original
33 episodes of 9 to 5, which went off
ABC in the 1983-84 season, plus the 52
new segments will be offered on a cash
basis for stripping in 1988.

Why the renewed interest in 9 to 57
Lambert says advertisers and at least
17 stations inquired about buying the
33 segments produced for ABC. Also,
he adds, “When I got here, I studied
our inventory and chose it as a product
I was excited about and wanted to go
forward and market.” He claims that 9
to 5 is “the strongest situation comedy
that has ever accumulated that many
episodes and did not go forward.”

Also, Fox is looking to sell two other
first-run series and a theatrical film
package.

One of the new series is Banko, half-
hour game show strip, that Lambert
says, ‘“‘gives away a quarter of a million
dollars every week to viewers at home.
It’s a variation of Bingo. The viewers
pick up a Banko card at their super-
market, gasoline station or conve-
nience store. We are going to distribute
no less than 25 million cards each week.
And we will guarantee that we will give
away $250,000 each week.”” The
amount of cash prizes will depend on
the number of winners. Viewers play
the game along with contestants on the
show. It’s being sold for cash, plus a 30-
second spot for Fox. Wink Martindale
is host of Banko, targeted for fall, 1986,
start.

Frame from “9 t0 5,” which was
shown on ABC. Fox will produce new
episodes for syndication.

Dreamgirl U.S.A. is another new
project from Fox. It’s a weekly, half-
hour heauty pageant which features
winners of contests held across the
country in cities with stations that car-
ry the production. The Dreamgir! win-
ner is chosen after 25 weeks of competi-
tion. The final episode will be a one-
hour pageant. The program is offered
via barter for two runs and is being
offered for airplay beginning in Sep-
tember.

Fox’s feature film package is Centu-
ry 13 (TV/RADIO AGE, December 23), a
lineup of 26 films that includes Ro-
mancing the Stone, Commando, Re-
venge of the Nerds, Mr. Mom, and
Bachelor Party.

Gaylord’s huge stake

Gaylord Production Co. is allocating
about $46 million for the development
and production of TV shows, series and
specials for the networks, syndication
and for at least one pay service.

Alan Courtney, executive vice presi-
dent of Gaylord Production Co. and
president of Gaylord’s TV division, says
the company’s plans represent “the
new emphasis on the output of Gaylord
productions. We are going very aggres-
sively into the development and pro-
duction of first-run syndication, in ad-
dition to our efforts in network and ca-
ble. We'll start with a total of six shows
for syndication which we’ll introduce at
NATPE.”

That product list is Adventures of
the Galaxy Rangers (TV/RADIO AGE,
November 11), Dancin’ To The Hits,
Today’s Movers and Shakers, Off The
Wall, Entertainment Showcase, and
Scary Tales.

Galaxy Rangers, 65 animated half
hours, is being co-produced with ITF
Enterprises and Transcom Media, Inc.
Rangers, described as “the first high-
tech western in space,” represents $25
million of Gaylord’s proposed expendi-
ture on development and production.
Ranger, as announced previously,
makes its debut in the fall, 1986. It al-
ready has been sold, “in a little better
than 60 per cent of the market. We
hope to get 10 per cent more out of
NATPE,” says Courtney. The show is
being distributed by ITF.

Lorenzo Lamas, a Falcon Crest co-
star, is hosting Dancin’ To The Hits, a
weekly half-hour music and dance se-
ries that Gaylord is making with To-
gether Again Productions. The series
also features The Street Talk Dancers,
a group of nine hoofers who perform to

new recordings each week. ITF Enter-
prises is distributor.

Power and fame are the themes of
Today’s Movers and Shakers, being
produced by Arbus/Merlis/Putman
Productions in association with Proc-
tor & Gamble. The half-hour strip
“looks behind the headlines at the ac-
tivities of rich and powerful personali-
ties.”

Movers and Shakers is hosted by
Bob Berkowitz, who’s supported by
correspondents in Los Angeles, New
York and Washington. There are also
“contributing correspondents,” Twen-
tieth Century Fox Television is distrib-
uting the program.

Gaylord’s Off The Wall is a half-
hour weekly national series aimed at a
late-night timeslot.

Also, Gaylord has Entertainment
Showcase, a one-hour special which
features a mixture of comedy and rock
and roll. The show was co-produced by
Bob Stivers and Associates and Gay-
lord, with LBS Communications as dis-
tributor.

Scary Tales, a half-hour anthology
series, features suspense stories. Scary
Tales Inc. will produce with Gaylord.
LBS Communications is distributor.

In the network area, Courtney says
Gaylord has a pilot deal with CBS for
Fremont Place, a medical series star-
ring Cicely Tyson, and a Christmas
Holiday show for NBC’s 1986 schedule.
In Pay-Tv, Gaylord has a co-produc-
tion deal with Shelly Duvall for a
Showtime series, Shelly Duvall’s Tall
Tales, Myths and Legends, which is
already in production.

MCA viewer game show

A national at-home sweepstakes, said
by the distributor, MCA TV, to be the
first of its kind, is being offered to sta-
tions for airing next fall. The show,
WinAmerica Sweepstakes, is a first-
run half-hour strip, whereby viewers at
home “will win $6 million while studio
contestants can win cash and prizes to-
taling up to another six million,” ac-
cording to Don Menchel, MCA TV
president. The program will be pre-
viewed at both the INTV and NATPE
conferences and will be sold on a cash-
plus basis.

Host of the show is M. G. Kelly, Tv
talent who is host of America’s leading
adult contemporary radio show, heard
on more than 300 stations nationwide,
the company points out, with a “mas-
sive” following of women, 25-54. Home
viewers will receive cards beginning
July 1, 1986, when 20 million Win-
America Sweepstakes cards will flood
the country by mail, while millions
more will be available through national
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publications, retail and fast-food out-
lets.

All home viewers need do to win a
cash prize is to watch for their number
to be called during the game show. The
winner receives the cash by simply pre-
senting the sweepstakes card. The
WinAmerica Sweepstakes game is
“fast-paced studio competition where
two players vie to play the valuable bo-
nus round, and it’s while the game is in
progress that winning sweepstakes
numbers are flashed on the screen and
viewers at home can win,” says MCA.

One person can win $500,000 during
Supersweepstakes, which will be held
each November, February, May and
August, and every day a viewer can win
$10,000, which if not collected, builds
in daily increments of $10,000 until a
winner is found. MCA TV will spear-
head a multimillion-dollar consumer
and promotion campaign in support of
WinAmerica Sweepstakes. The game
show is produced by Noreen Conlin, in
association with MCA TV Enterprises.
Conlin’s past credits include The New-
lywed Game and The Dating Game.

TEN program moves

The Entertainment Network, which is
making its reputation through a num-
ber of successful music shows and ani-
mation product, will not only be ex-

panding in both areas, but will also in-
troduce a miniseries and a new movie
package for the NATPE convention.
The expansion by the company is being
spurred by a Texas real-estate investor
who has pumped in additional funds
for new ventures. In the animation
arena, TEN will highlight its new strip,
The Adventures of Dan Cougar, 65 half
hours, a joint venture with Scorpio
Productions, described by Drew Levin,
president of TEN, as a high action,
non-violent series, for airing next fall.
While 20 of the episodes have been on
Japan airwaves, 40 of the 65 will be new
shows produced for the U.S.

The story line will center on five ani-
mals, featuring a cougar, as heroes
combatting evil. The show will be of-
fered via barter over two years. A top
licensing company will support the se-
ries, says Levin. This end of the busi-
ness will be handled by TEN Media, a
separately-owned media buying and
selling company formed a few months
ago.

Regarding the miniseries, TEN Me-
dia, in association with KCET(TV) Los
Angeles and Dr. Carl Sagan, has pro-
duced Cosmos—In the Year of the
Comet, six hours based on Sagan’s ac-
claimed series shown on PBS. The sta-
tions are expected to run the miniseries
over three nights. The miniseries uti-
lizes state-of the-art electronic images

and special effects. The barter split for
each two-hour segment is 12 and 12,
notes Levin, with a window of six
weeks, between February 28 and April
13.

As a bonus, TEN Media has devel-
oped a series of 30 Cosmos Minutes,
one-minute inserts highlighting signifi-
cant elements of the universe. The
“mini-programs” can be used as ad-
supported vehicles by the stations. Air-
ings are within a 10-week window be-
ginning April 13.

On the music front, TEN will offer
the British equivalent of the Grammy
awards, the International British Re-
cord Industry Awards, two-hour barter
special, which has a 12 minutes nation-
al and 12 local sales split. TEN is look-
ing for U.S. airing in primetime for the
first run around February 14, two days
after the BBC showing. At this point,
the special has about a 65 per cent cov-
erage, including all the Metromedia
stations and WPHL-TV Philadelphia.
Levin expects an 80 per cent U.S. cov-
erage by play time. A major advertiser
is Pepsi-Cola, which has four and-a-
half-minutes in the show.

Next summer, TEN will introduce a
Super Rock package, consisting of
three Home Box Office specials, for
syndication. These are Ritchie and the
Commodores; Elton John in his Cen-
tral Park performance; and Hall &
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(continued)

Oates. In addition, TEN will offer a
Frank Sinatra special, taken from his
home video release. Also, a return en-
gagement at TEN will be the 1986
Montreaux Golden Rose Rock Festival,
two-hour special, whose 1985 show had
85 per cent coverage, projected by Lev-
in as reaching as high as 90 per cent this
year. Stations have the option of airing
the show live via satellite in May oron a
delayed basis later.

Levin says he's negotiating to obtain
the home video rights on the Mon-
treaux special.

Regarding the movie package, called
Hollywood Television Theatre, the
dozen titles include Conflict: Man of
Destiny, The Andersonville Trial,
This Lady’s Not for Burning and The
Hemingway Play.

INN service expands

The Independent Network News, a di-
vision of WPIX(TV) New York, will ex-
pand its daily news service to both net-
work affiliates and indies via the new
RCA Satcom K-2 satellite, put into or-
bit the past Thanksgiving day. Expan-
sion will call for transmitting its daily
news feeds to four hours per day, with
the first feed set for 4 p.m. (EDT) to
allow usage in affiliates’ early local
news shows. More hours will be added
as necessary as breaking news stories
occur.

INN is expected to reach 172 sta-
tions by the beginning of this month, a
peak since it began operation in June,
1980. The total includes stations taking
INN’s nighttime edition, midday edi-
tion, midday edition (Inday News), the
INDX news service, or weekend public
affairs programming including the
Editor’s Desk and the Christian Sci-
ence Monitor. INDX is the daily day-
time and nighttime the daily satellite
news service provided by WPIX to in-
dies which produce their own news pro-
grams. Beginning in 1986, the service
will also be offered to network affili-
ates.

Announcement of the expanded
news feeds came from Leavitt J. Pope,
president WPIZ Inc., and by John R.
Corporon, president, INN. INN news-
gathering and distribution has been
done basically by using C-band satel-
lites. INN and INDX will utilize both
C-band and Ku during this year. Ini-
tially, feed times for the expanded
INDX service will be at 4,7, 9 p.m. and
midnight, allowing stations to be up-
to-date on their locally produced news
late afternoon and evening broadcasts.

INN and WPIX, as part of Tribune
Broadcasting, will get material from
the news operations of its sister sta-

tions in Chicago (WGN—TV),
KWGN—TV Denver and KTLA(TV) will
be part of the West Coast newsgather-
ing lynch pin supplementing the INN
in Los Angeles.

SETN expands

Special Events Television Network,
company which essentially is known
for its auto racing sports production
and distribution, is spreading its wings.
First off is a project, which is still in
negotiations, that represents a dramat-
ic departure from its previous direc-
tion. Scheduled to be introduced at the
NATPE International convention in
January will be a Canadian-produced
sitcom strip, Snow Job, which has been
running successfully in Canada, and
which will be offered for the first time
in syndication for the U.S. The strip
contains 57 half hours and will go the
cash route, according to James Wigles-
worth, president and one of the princi-
ples, and Richard Ozane, vice president
of the company.

Also, SETN is negotiating to pro-
duce and syndicate a two-hour special
commemorating the 45th anniversary
of the USO, with the organization un-
derwriting the production costs. Shoot-
ing is scheduled for the latter part of
May, on an entertainment gala affair,
to be held in Washington with an all-
star cast. The special will be offered for
showing around July 4 with an eight or
10-day window, says Wiglesworth, with
a barter spot split of 10 minutes for
national sale and 10 for local.

James Wiglesworth

Meanwhile, back in the auto sports
pit, SETN is looking to burn up the
tracks with two additional shows. One,
This Week in Motor Sports, a weekly
half-hour magazine show, which will
start in March. The show will be hosted
by a male and female co-anchor team,
still to be chosen, and subjects will fo-
cus on various motor sports, including
motorcycle racing, says Wiglesworth.

The barter program will have 2!, for
national and 3!, minutes for local sale.

Wiglesworth continues that he has
one minute already committed from an
advertiser. The weekly show will be
transmitted via satellite, by using the
uplink facilities of WRAL-TV Raleigh-
Durham. Also upcoming is a 90-minute
special reviewing the 1985 auto racing
season and previewing the 1986’s. Its
coverage of auto racing will be extend-
ed from 10 to 12 shows. The 1985 lineup
consisted of 115 stations, covering 70
per cent of the U.S. Each of the 12 90-
minute shows is tape-delayed, offered
in month-long windows and sold via
barter. Goodyear, the major sponsor in
1985, has renewed for 1986.

Syndication shorts

Television Program Enterprises has re-
newed its weekly hour-supported se-
ries, Lifestyles of the Rich and Fam-
ous, for the fourth season beginning
September 26, 1986, and has officially
announced a half-hour strip version of
Lifestyles, premiering in September
(TV/RADIO AGE, November 25). In the
strip shows, 130 half hours will be avail-
able on a cash license basis.

Fries Distribution Co. is planning to
open an Atlanta office, to be headed by
Wendy L. Levin, recently named south-
eastern sales manager.

The Tribune Entertainment Co. has
renewed Dempsey & Makepeace for
another season for the U.S. The weekly
series will begin production this month
with London Weekend Television. The
series, besides being aired in Britain, is
also seen in more than 30 countries,
including Finland, Ireland, Jordan,
Belgium, and Canada.

M&M Syndications Inc., Voorhees,
N.J., has acquired the rights for Kres-
kin’s Quest, series of one-hour specials.
The first episode, which will be shown
at NATPE, is Never the Twain Shall
Meet. The series features the well-
known mentalist. Subjects in the series
range from occult to parapsychology.

King World has sold Jeopardy! in
five markets, for a present lineup of
169, representing more than 93 per
cent of U.S. homes. New licensees are
WBSP-TV Gainesville-Ocala, KTVA(TV)
Anchorage, KESQ-TV Palm Springs,
WTAP-TV Parkersburg, and KVAL-TV
Eugene.

Prijatel Productions’ Memories of
Martin, 45 shorts which feature celeb-
rities talking about Dr. Martin Luther
King Jr., has been sold to six stations:
WMC-TV Memphis, WABC-TV New
York, wcsc-Tv Charleston, S.C.,
WMAR-TV Baltimore, WTKR(TV) Nor-
folk-Portsmouth-Newport News-
Hampton and WSYM-TV Lansing.
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King Features Entertainment will
preview Defenders of the Earth in an
hour-long telecast in April. Defenders
of the Earth will begin airing as a strip
next September. The 65 half-hour epi-
sodes, being produced by Marvel Pro-
ductions, has already cleared 80 per
cent of the U.S.

Lionheart Television has racked up
14 markets for Threads, for a current
total of 56, covering more than 60 per
cent of the U.S. households, including
eight of the top 10. New clearances in-
cluded KXRM-Tv, Colorado Springs,
KUHT-TV Houston, WAwWS-TV Jack-
sonville, WSYM-TV Lansing, KTNV-TV
Las Vegas and WDRB-TV Louisville.

Promark has cleared 86 stations rep-
resenting 55 per cent of the U.S. house-
hold for Ricky Nelson and Fats Domi-
no, Live, one-hour special, being of-
fered for broadcast this month. The
special was taped live at the Universal
Ampitheater, Los Angeles, and was re-
corded in 24-track Dolby stereo sound.
The special is offered via barter, in a
50/50 split. Promark is expecting a
75-80 per cent coverage and is project-
ing a NTI6-7 rating.

Blair has 8 specials

Blair Entertainment will launch eight
specials for airing in 1986, all in stereo
and offered on a straight barter basis
with specific play windows: The Sixth
Annual National Songwriters Awards,
two-hour live telecast from Nashville
on January 13, one run during a two-
month window, January 13-March 13,
with a barter split of 11 local and 10
national; Dreesen Street, half-hour
tour to an adult version of Mr. Rogers’
Neighborhood, with comedian Tom
Dressen as guide, two runs over during
one-month window, February
28-March 31, barter split, four for sta-
tions, two for Blair; The Disc Jockey
Awards, two-hour live show on April
14, featuring celebrity deejays present-
ing awards to name music performers,
one run during six-week window, April
14-May 31, 11 minutes for stations and
10 for Blair.

Also, 20th Annual Music City News
Country Awards, two-hour live tele-
cast from Grand Ole Opry, Nashville,
on June 9, with one run during seven-
week window, June 9-July 31, 11 min-
utes for stations, 10 for national; Marty
Robbins: Some Memories Just Won't
Die, two-hour tribute to the late coun-
try singer, one run, two-month window,
with 11 minutes for local sale and 10 for
national; Celebrity Interviews, one
hour show, with a two-month window

beginning September 1, with a five and
five barter split; New Faces, two hours,
one run, two-month window beginning
October 1, 11 station, 10 Blair split; and
The Statlers’ Christmas Present, 90
minutes, one run during December
1986, split of nine minutes for local and
eight for Blair.

Regarding Songwriters, Disc Jockey
Awards and Music City News, the li-
censee may take the satellite feed live;
tape it off the bird for later play during
the barter window; or request tape
from Blair.

Telepictures shows

The four Lorimar-Telepictures series
set for this year and beyond are getting
healthy clearances. The Million-Dollar
Chance of a Lifetime, game show strip
which will air January 6, has wrapped
up 36 markets representing about 41
per cent of the country as of presstime,
and, according to Peter Temple, vice
president, public relations, the compa-
ny expects a 50-60 per cent coverage by
airdate. Of the 36 stations, only two are
indies, WOR-TV New York and KHJ-TV
Los Angeles, he says. More than 67 per
cent of the stations are airing the pro-
gram in access.

The first episode of Perfect Match,
the insurance replacement for Catch
Phrase, has been taped and is being
shown to stations on satellite feed.
Match starts on January 13. More than
100 stations aired Catch Phrase, and
its likely that most of the outlets will
take Match, according to Temple. The
Comic Strip, kid block offered for 1987
for Saturday fare or for stripping, has a
current lineup of 80 markets, repre-
senting 70 per cent of the U.S. house-
holds. And Alvin & The Chipmunks,
according to Temple, has been sold in
80 markets, covering 75 per cent of the
country. The off-network series is of-
fered for fall, 1988.

ITC acquires Amos

ITC Entertainment has acquired Amos
for worldwide Tv distribution. The
CBS telecast, one of the highest rated
motion pictures televised this season
on the networks, got a Nielsen rating of
24.5 and a 37 share. Film stars Kirk
Douglas, Elizabeth Montgomery,
Dorothy Maguire and “Pat” Morita.
Amos marks the latest deal by ITC in
acquiring TV distribution rights to
properties.

Other motion pictures acquired for
worldwide TV distribution by ITC, are,
Into Thin Air, telecast by CBS, star-
ring Ellen Burstyn; and Blackout, an
HBO telecast, starring Richard Wid-
mark, Keith Carradine, Kathleen
Quinlan and Michael Beck. In addi-
tion, ITC wrapped up the U.S. distri-
bution rights to five Peregrine Film

Distribution properties: Aurora, star-
ring Sophia Loren and Dan Travanti,
which aired on NBC; Sessions, another
NBC telecast, which stars Veronica
Hamel and Jill Eikenberry; and two
CBS shows, Packin’ It In, featuring
Richard Benjamin, Paula Prentiss and
Tony Roberts; and Deadly Encounter,
with Larry Hagman and Susan An-
spach.

The fifth property, Manions of
America, is an ABC miniseries featur-
ing Pierce Brosnan, Kate Mulgrew,
Kathleen Beller, David Soul, and oth-
ers.

Zooming in on people

Joe Levinsohn has been appointed
managing director, ABC Sports world-
wide sales and marketing. Prior to this
appointment, Levinsohn for three
years was director, TV sales, ABC Pic-
tures International, Inc. He joined
ABC in July, 1980, as director of mar-
keting services, TV sales, ABC Pictures
International. Before that, he had
worked for United Artists Television
International in various mangerial po-
sitions, including assistant director of
international operations, his most re-
cent post prior to joining ABC.

~ -

Joe Levinsohn

Two executives have been added to
the research department at MCA TV.
Nadine Tekula is research manager/ad-
vertiser-supported sales, and Tom Rus-
$0 is research manager/off-network
sales. Tekula comes to MCA TV from
Seltel, Inc., where she held various po-
sitions, including programming man-
ager, research manager and research
analyst. Russo most recently was a pro-
gram analyst at MMT Sales.

Anthony Dwyer and Daniel Garzes
have been named central division man-
agers at Group W Productions. Dwyer
comes to Group W from Four Star In-
ternational, where he was midwest
sales manager, domestic television dis-
tributions. Garzes was western and
southwestern sales manager at On the
Air.

James Waltz has been promoted to
vice president, finance and administra-
tion at WW Entertainment. He had
been director. His previous affiliation
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was at United Artists Television for
more than a decade.

Robert Elliot Hammer has been
named director of creative services at
The Entertainment Network. Hammer
comes to TEN from Group W Produc-
tions, where he was writer, producer
and consultant to the company’s cre-
ative services department. Before that,
Hammer was an account executive at
Stone/Hallinan Associates in Los An-
geles. Also at TEN, Cynthia Barrett has
been named director of syndication
services. She comes to TEN from Lori-
mar TV Distribution, where she was
sales service manager, TV traffic man-
ager and contract administrator.

Richard Han;mer

Bob Dahill has been promoted to vice

president, advertiser-program sales, at
Paramount Domestic Television. Da-
hill has been director of ad program
sales since March, 1985. Before joining
Paramount, he had been with ABC,
where he was an account executive for
TV network news sales and Good Morn-
ing, America.
Kathy Zeisel has been named western
regional sales manager at Harmony
Gold. Before joining Harmony Gold,
Zeisel was the West Coast sales rep at
Acama Films. Before that, she was
western division sales manager at WW
Entertainment.

Francie Beougher has been promot-
ed to the new position of director, dis-
tribution operations, Embassy Tele-
communications. Additionally, Jerry
Leifer has been promoted to manager,
distribution operations, also a new po-
sition. Beougher joined Embassy in
1981 as assistant sales service manager
and most recently was manager, sales
service. Leifer has been a booker in the
sales service department since Septem-
ber 1983.

Joan W. Ahlheim has been appointed
a station sales account executive at
LBS Communications.

Viacom MTYV shows

Viacom Enterprises will distribute two
TV properties, the MTV Awards Show

and the MTV Top 20 Video Count-
down, MTV-produced weekly series,
on a barter basis. The latter’s projected
start date is this April. The barter split,
according to a Viacom spokesman, is
5% national and 6! local minutes in
each hour. Viacom will handle the sta-
tion clearances, and MTV will sell the
national minutes. LBS Communica-
tions had cleared stations on the two
previous annual shows.

The Video Countdown series airs
weekly on MTV: Music Television, on
Fridays at 11 p.m., and will be available
for airing on broadcast over the next
day or two, beginning at 8 p.m. The
two-hour cable show, which is hosted
by Mark Goodman, and features news,
interviews and the week’s most popular
videos, will be edited from the two-
hour-plus cable version to one hour for
syndication.

Odyssey films offered

Odyssey Film Sales, a part of Televi-
sion Services International, one of Eur-
ope’s largest facility houses, is offering
four feature films and a music package
at the upcoming NATPE. Included in
the catalog are four feature films:
Breakfast in Paris, Detroit 9000, An-
gels in Hell and Summer City, starring
Mel Gibson. Programs in the music
catalog, which are from Polygram, in-
clude Dire Straits, Tears for Fears and
David Bowie.

Central TV package

Central Television, one of the major
independents in the U.K., is going into
this year’s NATPE with an impressive
lineup of 450 hours of programming in
all categories, ranging from drama to
entertainment to children’s education-
al and arts programming. Included in
the package is a major new drama se-
ries, Heart of the Country, a six-parter
with each episode running 52 minutes.

Other shows include Coming
Through, 78-minute film drama; Boon,
13-part drama; Strangers Abroad, six
52-minute documentaries and Auto-
mania, 13 half-hours. Central was the
first U.K. TV company to pre-sell adra-
ma series, Kennedy, simultaneously in
30 different countries. Other programs
which have been sold in the U.S. in-
clude Vietnam, Last Place on Earth
and Spitting Image.

TBS, Viacom deal off

The year 1985 has not been the best for
the Turner Broadcasting System. After
unsuccessfully attempting to acquire
CBS, and having talks fall through on
selling a stake in its Cable News Net-

work to NBC, the latest setback is that
a previously announced joint venture
with Viacom International involving
some assets of MGM/UA Entertain-
ment has been called off. According to
TBS, both parties were unable to suc-
cessfully conclude their negotiations
on the joint venture within the time
constraints of the merger with
MGM/UA Entertainment, which is
scheduled to close on or about January
21, 1986.

Because of the timing, TBS will file
amendments with the SEC, updating
its original financing plan. TBS has
been advised by its underwriters that it
will proceed on the basis of that financ-
ing plan, notwithstanding the outcome
of Viacom discussions.

Also, TBS says it intends to pursue
the possible sale of all or part of
MGM’s motion picture and TV produc-
tion, distribution and laboratories
business, including real estate and the
home video operation, but excluding
the MGM library, which TBS will re-
tain. TBS is expected to continue the
operation of these businesses if they
are not sold.

‘ABC NEwsOne’ to roll

“ABC NewsOne,” a cooperative news
exchange among the network’s affili-
ates, is expected to be in full operation
by summer. The service will distribute
three times as much material to sta-
tions as the present DEF (Daily Elec-
tronic Feed) it replaces, according to
the network.

Don Dunphy, Jr., vice president of
affiliate news services for ABC news,
explains in an interview that “News-
One” will divide the country into five
regions, but that all stations will have
access to all material. The southwest-
ern service, already in operation, has
signed 25 of the 26 stations in its area
since it began last April. An ABC News
person in Dallas coordinates the feed,
which includes about 20 affiliate sto-
ries daily.

Similar operations will be set up for
the other four regions, Dunphy says,
and the regional feeds of news, sports
and features will be supplemented with
national and international reports and
features from the network. Marketing
to the other regions is now underway,
with the Pacific Mountain area set to
start in January, Midwest in February,
Southeast in March, and Northeast in
April and May.

According to Dunphy, “NewsOne”
fLas resulted from a changing emphasis
in local news. “Stations no longer just
concentrate on their own markets,” he
explains. “They will really go anywhere
in the world to gather material they
think is of interest to the viewers.”
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Also helping the stations in this new
quest, will be ABSAT, a mechanism
which will establish KU-Band uplinks
and mobile trucks at affiliates around
the country. Cost of the mobile units
will be shared equally by the network
and stations.

Designed to provide live coverage of
breaking news to both the network and
the “NewsOne” service, ABSAT is
planned initially to start in the top 50
markets in mid-1986, with eventual
rollout to as many of the network’s 214
affiliates as possible.

Radio staff changes

Dick Sader has been named manager at
the Donrey Media Group’s KOCM(FM),
Newport Beach, Calif. He had been an
account executive at KWIZ, Santa Ana,
Calif.

Carey Curelp, program director at
wLLZ Detroit, has rejoined WYNF
Tampa-St. Petersburg, as program di-
rector. He programmed WYNF from
1983 to January, 1985. Previous to that,
Curelop programmed WSUN, WABX
Detroit and KFMG Albuquerque.

Kevin Murphy has been appointed
director at WSUN, CBS-owned country
music station in Tampa-St. Peters-
burg. Murphy joined the station in
1981 as an air personality, and most
recently was music director and after-
noon drive personality.

Joanna Ghiggeri has become execu-
tive vice president and general sales
manager at WLIR(FM) Garden City,
N.Y. Long Island Radio Commuica-
tions, the new management group
which began operating the “New Mu-
sic” station in December. Ghiggeri
comes to the station from WADO-FM
New York, where she held a key execu-
tive post in national sales since 1975. At
various times, she has been a media
director, and research director and an
executive at a major media buying ser-
vice.

Morning show host Steve Gannon
has returned to WNIC Detroit. Gannan,
a veteran of Detroit radio, has been a
co-host of WNIC Detroit morning show
from March, 1982, to February, 1985.

Owen Spann has returned to KGO
San Francisco, in the 11 a.m.-noonslot,
which was hosted by Dr. Dean Edell.
Edell takes over the 1-2 p.m. hour, and
Jim Eason continues from 2-4 p.m.
Ronn Owens, 9-11 a.m. talk block and
the noon-1 p.m. news with Ken Beck
and Melanie Morgan stay the same.

Greg St. James has joined WRIF(FM)
Detroit. He first came on the Detroit
radio scene in 1978 as a deejay at
WABX.

WELI New Haven has named Art
Barrett, morning news anchor, as per-
manent host of the 6-9 p.m. weeknight
phone program. He had been hosting
the show on a temporary basis since
September, when Jerry Dunklee was
appointed professor of broadcast jour-
nalism at Southern Connecticut State
University. WELI news director Bill
White replaces Barrett on the morning
news desk.

George H. Thomas has been ap-
pointed program director and morning
personality at WTMG(FM) Murfrees-
boro/Nashville. He had held manage-
ment positions at WCSC-TV and WCSC
Charleston, S.C., and other stations.

Radio syndication

The Callahan/Summer Radio Report, a
new syndication company in Boston,
has produced one-minute radio fea-
tures on various topics. The company is
currently offering 35 different features,
ranging from sports to entertainment
to travel and gardening tips. All the
features are researched and are avail-
able for daily use, with five different
reports, or features each week.

Alex Haley will host 238 one-minute
features of The Voices of Tennessee
Homecoming, honoring Tennessee
Homecoming ’86, the Governor’s state-
wide celebration. Features include
famous entertainers, leaders in busi-
ness and the arts, as well as elected
officials telling about Tennessee and
Tennesseans. Producer is Radio Syndi-
cation Inc. Madison.

Edens Broadcasting, Phoenix, has
signed WINZ.-FM Miami to contract
with its Q-ZOO consultants. The Q-z0o0o
morning radio show concept was devel-
oped in 1981 at Edens’ WRBQ-FM Tam-
pa. Since that time, some 100 stations
have taken the name to represent their
morning shows.

Palmer Payne, a radio newsman, has
been appointed vice president and ex-
ecutive of R&R Syndications Inc., New
York producer and distributor of news
and information programming. Payne
joins R&R from the ABC Information
Network and WINS New York. R&R is
a subsidiary of Robbins & Ries.

Charles Quinn, recently program di-
rector at CBS-owned WHTT(FM) Bos-
ton, has joined Drake-Chenault as a na-
tional programming consultant.

Al Star Radio is servicing more than
300 stations, according to the Los An-
geles-based company. The firm is of-
fering its newest series, The United
Spots of America, for a limited time at
$17.76 per week.

The series, which was produced by
the Los Angeles based comedy team of
Proctor and Ward, contains 130 com-
mercial parodies.

ACT accepts entries

Action for Children’s Television has
begun accepting entries on two catego-
ries, programs and public service an-
nouncements, for its 1985-86 Achieve-
ment in Children’s Television Awards.
Programs to be considered must be de-
signed for and directed to children or
young adolescents and be part of an
ongoing series of at least five new parts
first aired between January 1, 1985,
and December 31, 1985. A single chil-
dren’s “special” is not eligible for con-
sideration, nor are programs less than
15 minutes in length.

In addition, a sample 3;-inch video
cassette or radio tape should be sent,
and photos of from their production
should be sumitted as well. Each sub-
mission in the program category should
be accomparied by a $185. Non-re-
fundable entry fee as well as a program
entry form, which can be obtained from
ACT, Newtonville, Mass.

In the PSA category, submissions are
open to all producers of PSAs directed
to young people. PSA must be designed
and directed to young people and have
aired after January 1, 1985. A copy of
the PSA, a script or storyboard and in-
formation about where or when it aired
should be submitted, with a $100. non-
refundable entry fee and a PSA entry
form should accompany each submis-
sion in the PSA category.

Teleconference planned

A unique teleconference on agricultur-
al imports will be simultaneously
broadcast on March 6 from Pullman,
Wash., Lincoln, Neb., and Athens, Ga.
According to the teleconference coordi-
nator, Dawn Reynolds, it marks the
first time that a multi-origination tele-
conference has been similtaneously
broadcast from three sites, and the te-
leconference is the first that the De-
partment of Education has funded in
agriculture.

The signal will be transmitted via
Westar IV and Spacenet 1 satellites to
300 colleges and universities in the
U.S., which are members of the Nation-
al University Teleconference Network.
The signal, however, will not be scram-
bled and anyone with a receiving dish
may tune in without cost. The telecon-
ference is being sponsored by Washing-
ton State University, with a $100,000
grant from the Department of Educa-
tion, and $25,000 from WSU’s center
for International Marketing Program
for Agricultural Commodities and
Trade, and $5,000 from the Washing-
ton State Department of Agriculture.

The three uplink sites will be Wash-
ington State University, the University
of Nebraska and the University of
Georgia.
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MST, NAB plan

The Association of Maximum Tele-
casters and the National Association of
Broadcasters are considering fostering
sponsorship of a series of demonstra-
tions of advanced television systems.
The showings would highlight the ter-
restrial performance of such recent in-
novations as an improved NTSC sys-
tem, and an enhanced 525-line scan-
ning system and high definition
television.

The goal of the demonstration would
be two-fold: to highlight potential im-
provements in TV service to the public,
Congress and the FCC; and to make the
needs of the local broadcasters known
to the broadcast equipment manufac-
turers.

CBN Nielsen study

Nielsen’s first national metered ratings
analysis of the top religious TV shows
has been completed for the Christian
Broadcasting Network and finds that
the 700 Club is the most widely viewed
religious program. CBN plans to com-
mission the studies three times a year.

Survey results were jointly unveiled
by CBN and Nielsen at the recent con-
vention of the Society for the Scientific
Study of Religion in Savannah. The
700 Club reached 16.3 million undupli-
cated households last February, ac-
cording to the study.

CBN notes 61 million people
watched at least one of the 10 measured
programs during the same month. The
other shows measured were Jerry Fal-
well’'s Old Time Gospel Hour, Rex
Humbard, Oral Roberts’ Expect a Mir-
acle, Robert Shuller’s Hour of Power,
Jim Bakker’'s PTL Club, Kenneth
Copeland, Day of Discovery, Jimmy
Swaggart and Swaggart’s A Study in
the Word.

Rather to emcee

Dan Rather has been named master of
ceremonies for the 44th annual Alfred
I. duPont-Columbia University
Awards in Broadcast Journalism, to be
broadcast live by PBS on February 5.

The CBS Evening News anchor will
be joined on the telecast by the follow-
ing awards presenters: Janet Murrow,
widow of the famed CBS newsman Ed-
ward R. Murrow; John Palmer, of
NBC’s Today; CBS TV and radio an-
chor Douglas Edwards; Charlayne
Hunter-Gault, national correspondent
for public TV’s MacNeil/Lehrer News-
Hour; and David Hartman, host of
ABC’s Good Morning America.

RCA seminars

The RCA Broadcast Systems Division
has scheduled a series of customer
technical training seminars covering
some of the company’s selected prod-
ucts. The seminars, which are set for
early 1986 at the company’s Gibbsboro,
N.J., facility, will cover TK-47 triax and
multicore cameras, the CCD-1 camera,
VHF G line transmitter, TK-29 and TK-
290 telecine cameras and several other
equipment. The seminars are part of
RCA’s customer commitment even
though the broadcast system’s division
is phasing out of operation. Complete
details and a schedule of the seminars
can be obtained by contacting Theresa
Laviano, RCA Broadcast Systems Di-
vision, P.0. Box 900, Gibbsboro, N.J.,
08026.

ITEJ names Flaherty

Joseph A. Flaherty, vice president and
general manager, engineering and de-
velopment at CBS Operations and En-
gineering, has been named an honorary
member of the Institute of Television
Engineers of Japan. His honorary
membership was granted for his “out-
standing contributions to the estab-
lishment of electronic newsgathering
and the development of digital televi-
sion technologies.”

The ITEJ was founded in 1946 and
made some significant contributions to
the advancement of broadcast engi-
neering and the science of audiovisual
electronics. It is one of the largest aca-
demic societies in the field of telecom-
munications and information. Its
membership is nearly 7,500 engineers,
and it is allied with the IEEE in the
U.S.

Production notes

Lee Remick is the star of CBS’ TV mov-
ie Of Pure Blood, a Warner Bros. pic-
ture being shot in Germany. Bill Link,
Richard Levinson and David Greene
are co-executive producers of the sus-
pense movie. Remick portrays a wom-
an who discovers she’s a product of the
Nazi’s population breeding program of
the 1930s and ’40s.

Australia is the location site for the
CBS picture The Blue Lightning;
which co-stars Robert Culp and Sam
Elliott as detectives. It could also be-
come a series.

NBC starts production in early 1986
on L.B.J., a three-hour movie which
the network says will take a look at the
personal and political life of the late
President Lyndon Baines Johnson and
his wife, Ladybird, who has been con-
sulted on the film being written by Ken

Trevey and produced by Will Rudolph.

James Komack, creator and produc-
er of The Courtship of Eddie’s Father,
Chico and the Man, and Welcome
Back, Kotter, has signed a contract to
produce for Procter & Gamble Produc-
tions. “Basically, I'm going to develop
half-hour primetime TV shows for
them,” Komack says. “They’ve never
had any half-hours for primetime.
They’ve had specials, daytime shows
and awards shows.”

Komack, who’s been concentrating
on theatrical movie production in re-
cent years, says he “decided to go back
into television. I find TV faster. It’s fi-
nancially better, and it’s more creative.
You can say more. You can get more
across than you can in movies.”

Fries Entertainment Inc. is produc-
ing Children of Times Square in New
York for ABC. Howard E. Rollins Jr.
co-star of the theatrical films Ragtime
and A Soldier’s Story, is starring in the
picture. He plays a drug dealer who
hires runaway kids to peddle his dope.
Joanna Cassidy portrays the mother of
a runaway, played by Brandon Doug-
las.

Robert L. McCullough, a producer
who has been associated with Aaron
Spelling Productions and Lorimar, has
joined NBC Productions where he’ll
develop miniseries, movies and series.

Jack Klugman, star of the new Home
to Roost comedy series that NBC plans
to put on the air later this season, is
being joined by one of the co-stars from
that British show upon which the net-
work production is based. Elizabeth
Bennett is coming to America to play
Jack’s housekeeper, the same role she
portrayed in the British version of
Home to Roost. It’s the story of a di-
vorced man who is forced to renew his
relationship with his teenaged son after
they’ve been separated for many years.

Universal Television is producing
Outlaws, a TV movie and series pilot for
NBC, which co-stars Richard Round-
tree, William Lucking and Charles Na-
pier. Nicholas Corea is executive pro-
ducer of QOutlaws, a contemporary
western.

Agent Gibson: Undercover F.B.I. is
one of the movie projects being devel-
oped for CBS. It’s the true story of a
female F.B.1. agent who infiltrates the
underworld.

Faux, a CBS movie set in Aspen, co-
stars Elliott Gould and Mike Farrell.
It’s a drama about a man, played by
Farrell, who kills his wife and attempts
to make it apepar as if she died in an
accident so he can collect on her life
insurance.

Bill Bixby is the star of CBS’ movie
Two Young People, about a couple
whose son and daughter from previous
marriages fall in love and want to wed.
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EXCUSE US FOR TAKING A MOMENT
TO SMELL THE ROSES.

We’ve worked extra long and hard at KHJ-TV to make a contribution to community affairs, We probably
produce more shows that deal with community concerns and people problems than any other VHF station
in Los Angeles. So, it's a pleasant feeling to be awarded with recognition by the International Film and
Television Festival of New York. Every award we received was presented for work that addressed a

community concern. We're always thinking of the L.A. community.
It's nice when the TV community thinks of us.

SILVER AWARD SILVER AWARD
Magazine format, ‘‘Camera Nine”’ Promo spot, “Jump and Jive”
Executive Producer: Stephanie Brady Producer: Gail Choice
Producers: Wendy Gordon,

Dan Medina, Jim Murphy GOLD AWARD

Public Affairs Program, ‘‘Changing Family: Child
Abuse, The Day After”
Executive Producer: Walt Baker
Producers: Lynn Montgomery, Phil Reeder

KHITV

RKOV TELEVISION LOS ANGELES

¢ A Division of RKO General, Inc
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Third test shows high
accuracy for people meter

A third identical validation test by AGB Television
Research regarding pushbutton accuracy among pan-
el members in the Boston test of its people meter
again showed a high level of accuracy, the research
firm reported last week.

The test, fielded between November 11 and 25,
employed a telephone coincidental survey of panel
members, whose responses about viewing were then
checked against their people meter usage—which was
known—at the exact time the phone call was made.
According to AGB, the TV usage levels among panel
members were “almost identical” with the people
meter data registered by these respondents.

The November test repeated validation tests car-
ried out in March and July, 1985. Reported the re-
search firm: “There has been virtually no change in
pushbutton accuracy from March to November, 1985,
with between 91 per cent and 93 per cent of the pan-
elists using the PeopleMeter accurately during that
period.”

Checked by demo. T'v usage levels among panel
members was checked by age and demographics. and
the closeness of the telephone and meter data was
found to be true “for all age and sex groups.” Among
all persons 2+, the average viewing levels for the time
periods measured were 43.9 per cent via the coinci-
dental test and 44.1 per cent according to the people
meters. Comparable data for other broad demos
were: men, 45.9 and 46.1 per cent; women, 48.3 and
49.1; teens, 34.5 and 33.6, and children 2-11, 40.3 and
39.5.

As a check against panelist “fatigue,” the research
firm compared the people meter performance of
longterm panel members—that is, those surveyed in
March, July and November—and found that they
press the people meter buttons “as faithfully as peo-
ple who have been on the panel for a shorter period
of time.” The November accuracy figure for longterm
panelists was 92 per cent on the average. This com-
pared with 92 per cent for the same people in March
and 93 per cent in July.

Dropouts steady. Dr. Stephen Buck, CEO of AGB
Television Research, U.S. arm of the British-based
parent, AGB Research, also reported that there has

not been any increase in the number of dropouts
from the panel. He said the turnover rate of the sam-
ple has remained at about 2 per cent per month since
the beginning of the project. The total dropout for
the first year came to 20 per cent with almost half of
that (40 per cent) due to people moving, technical
problems or panel members becoming ill.

The president of AGB Television Research, Dr. Jo-
seph Philport, stated that the test phase of the peo-
ple meter effort in Boston has been concluded. “We
are now in the process of implementing our plans for
a national television audience measurement service
while seeking industry support for that service. In
that context, we will continue our Boston panel and
will use it as a prototype in developing our national
measurements.”’

Inventory management

IGC/Direct Response Networks has appointed Ad-
vanced Broadcast Management, Inc. of Alexandria,
Va,, as its affiliation representative to line up radio
and television stations, networks and cable outlets
for IGC’s existing direct response operation. The IGC
direct response arm manages commercial inventory
for stations, broadcast groups, networks and program
syndicators ““to expand their share of direct response
advertising dollars.”

Frank Russell, president and general manager of
IGC/Direct Response Networks says that “commer-
cial inventory management” is less a matter of time
banking than “a way for station to use their unsold
inventory profitably—for themselves and for our
clients—so the time doesn’t go unused just because
it’s unsold. It’s presold to us.”

IGC maintains a library of taped commercials for
its clients on hand at the stations. Russell says the
company depends on the stations to keep his people
informed when they have unsold time available, ‘“‘and
if we feel it’s appropriate for our direct response or
per inquiry clients, we give them the okay and they
plug the client or clients we designate into those time
slots.”

Russell says that most of IGC’s arrangements have
been with radio stations and state networks where
the company’s contacts have been strongest, and that
the same is true of ABM, an independent company
that now acts as IGC’s affiliation arm in recruiting
new stations and regional networks. So far, Russell
reports that ABM has added 30 more stations and
eight to 10 more state radio networks to IGC’s grow-
ing lineup of available stations.

At the same time, IGC also uses Urban General
Corp. of Fairfield, N.J., to place clients on television,
“because they are already well established as one of
the largest direct response agencies working with TV,
and their contacts give our clients greater entree to
television.”
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Spot Report

Campaigns

AMTRAK, Tv
Needham Harper Worldwide/

New York
RAILROAD RIDING is being advertised
for six to 10 weeks starting in early
January in a long and nationwide line-
up of television markets. Negotiators
selected from a wide range of dayparts
to reach all adults.

Adolph Coors Co., TV

Foote, Cone & Belding/Chicago
PREMIUM and LIGHT BEERS will be
using four to five weeks of spot expo-
sure starting on various late December
or early January air dates in a long
and coast-to-coast list of television
markets. Buying team lined up fringe,
primetime, sports and news avails to
appeal to men in various age brackets,
depending on label.

Creomulsion Co., TV

Liller Neal, Inc./Atlanta

COUGH REMEDY will be advertised for
10 weeks starting in early January in a
good many sunbelt markets from Flor-
ida to Texas. Media group placed
fringe and daytime inventory to reach
women 18 and up.

Ground Round, RADIO

Ingalls Associates/Boston
RESTAURANT CHAIN is scheduled for
12 weeks of radio advertising that
started in late November in a wide-
spread lineup of eastern and midwest-
ern markets. Media arranged for line-
ups to attract mothers 25 and up.

Hardee’s Food Systems, TV
Ogilvy & Mather/New York
FAST FOOD RESTAURANTS are set for

New book

Two companies are placing spot broad-
cast in this country for A Time for
Peace, the new book by Soviet leader
Mikhail S. Gorbachev. IGC/Direct Re-
sponse Networks of Union, N.J., is buy-
ing spot and network radio, and Urban
General Corp. of Fairfield, N.J. is plac-
ing spot television in approximately 20
markets, plus advertising on cable sys-
tems, to reach adults 18 and up. Radio
buy involves some 50 stations in about
30 markets. Initial broadcast schedules
are set to air through February, but if
sales response warrants, schedules will
be renewed for continued exposure.

13 weeks of first quarter spot advertis-
ing that started in late December in a
long lineup of midwestern and south-
eastern television markets. Buyers
placed fringe, primetime and sports
adjacencies to reach both men and
women 18 and up.

Geo. A. Hormel & Co., RADIO
BBDO/Minneapolis

LITTLE SIZZLERS SAUSAGE is being
advertised for 12 weeks that started in
early December in a long list of sun-
belt radio markets. Demographic tar-
get is women 25-plus.

Lever Brothers Co., TV

Ogilvy & Mather/New York
SELECTED BRANDS are set to share 13
weeks of first quarter spot appear-
ances that commenced in late Decem-
ber in a long lineup of western, mid-
western and sunbelt television mar-
kets. Media rounded up a full range of
dayparts to reach both men and wom-
en 18 and up.

Jeffrey Martin, Inc., TV
Saatchi & Saatchi Compton/New
York
TOPOL SMOKER’S TOOTHPOLISH
broke out new 15 and 30-second tele-
vision commercials in mid-December,
and they're scheduled for showing
throughout 1986. They’re designed to
tell a target audience of smoking
adults about the physical and social
benefits of Topol’s ability to whiten
smokers’ stained teeth. The product
was previously advertising on network
radio.

Taco Bell Corp., RADIO
Tracy-Locke/Dallas

MEXICAN FOOD RESTAURANTS are
set for year-round radio advertising
for 1986 in a great many markets from
coast-to-coast. Primary target audi-
ence is listeners 18 to 34.

Worlds of Wonder, TV

Chiat/Day/San Francisco

TALKING TEDDY BEAR is being fea-
tured via 13 weeks of first quarter spot
appearances that began after Christ-
mas in a good many eastern and mid-
western television markets. Media set
schedules including daytime, early
fringe and weekend inventory to ap-
peal to kids.

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

VARIOUS CHEWING GUMS are sched-
uled to share 26 weeks of first half ad-
vertising in a long and coast-to-coast
lineup of television markets. Buyers
lined up daytime and fringe spot to
reach both men and women.

Appointments

Agencies

David Berger, corporate director of re-
search of Foote, Cone & Belding, Inc.,
has been promoted to executive vice
president of the company. Berger
joined FCB/Chicago in 1959 as a re-
search analyst and by 1980 was na-
tional director of research. As execu-
tive vice-president, he’ll continue as
chairman of the FCB Research Com-
mittee, which consists of all of the
agency'’s research directors.

Elizabeth Michaels has joined Carr
Liggett, Inc., Cleveland, as media di-
rector. She had been media director at
Communicators, Inc., and belore that
was manager of media services at Dix
& Eaton, also Cleveland.

Sheron Davis has been elected a se-
nior vice president of BBDO. She
came to the agency in 1977 as a re-
search group head, was elected a vice
president in 1979, and became asso-
ciate director of research services in
1981. Before coming to BBDO Davis

Mighty Dog returns

Spot television in major markets is
backing the network debut of the new
commercial for Carnation Company’s
Mighty Dog Beef for Dogs that broke
December 30. Agency is SSC & B:Lin-
tas USA. The commercial is scheduled
for primetime and daytime on both
spot and network TV and combination
fringe spot, and plans call for it to run
“at least through first quarter 1986.”

The agency says that since the initial
Adventures of Mighty Dog, launched
one year ago, recall on the spots “has
been high, and projected sales goals
have consistently been met.”

The new spot, third in the series, fea-
tures the “Guardian of Good Taste”
who comes to the rescue of canine stu-
dents at Schnauzer State University,
who have been grousing about “the by-
products and fillers found in other
brands.”
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had been with Dancer Fitzgerald Sam-
ple; D’Arcy Masius Benton & Bowles;
and Needham Harper Worldwide.

Kathleen Crowley is now media direc-
tor with the Philadelphia office of Al
Paul Lefton Co. She moves in from
Lew!s, Gilman & Kynett where she
had been a planner/buyer.

Jon S. Millenson has been appointed
director of marketing and research for
Y&R National, the group of U.S. affil-
iated agencies of Young & Rubicam.
Millenson joined the agency in 1969 as
a marketing research executive, was
elected a vice president in 1979, and
was named senior vice-president and
associate research direclor last year.

Jonathan Arm has joined SSC&B:
Lintas USA as a network supervisor.
He had been with William Esty Co.
for the past three and a half years.

Chuck Wutke has been promoted to
media planner at W.B. Doner & Co.,
Southfield, Mich. He joined the agen-
cy a year ago and now advances from
junior planner.

-
- -

)‘. h

Keith Eubanks has joined Cargill, Wil-
son & Acree, Inc. .n Atlanta as com-
puter input operator in the media de-
partment. He comes to the agency
from the Atlanta office of McCann-
Erickson where he had been a broad-
cast account coordirator.

Laurie Rechholtz has been promoted
to media planner at Foote, Cone &

| Belding/San Francisco. She joined the
agency in 1984 and reports to Bill Kuf-
fel, director of media and marketing
services at FCB/San Francisco.

One Seller’s Opinion

Rep researcher lists
ways to move closer
to truth in ratings

Boehme

To analyze competitive strengths and weaknesses of radio stations with-
in a sales environment, it is important to understand whether a sta-
tion’s rating position represents a valid reading of its true performance.
We a!l depend on the “numbers” to support our decisions regarding sta-
tion performance. But when the results of a rating report are open to ques-
tion, we must be able to adjust the figures logically and consistently, to
present our stations effectively and accurately.

Given their statistical shortcomings, it is surprising that we allow the
numbers to assume such a black-and-white role in determining a station’s
position. Arbitron and Birch measure persons 12-plus, and their respective
sample sizes and weighting procedures may not look bad on a 12-plus ba-
sis. But individual demographics are another matter.

Core demographic targets usually consist of one or two age cells; a sta-
tion’s entire audience can often be found within a five to 10-year age
group. The small sample sizes within core age cells, spread across several
metro counties and multiple survey weeks, mean that ratings are subject to
statistical fluctuations more than any ratings company would care to ad-
mit. When using these numbers to buy and sell radio, how can we be sure
they represent an accurate reading” Try these helpful criteria:

@ Past performance: One of the easiest ways to judge a station is by its
past history. Any gains or losses should be explainable by actual program
changes.
m Format/demo competition: Programming or promotional shifts by com-
petitors can influence ratings. But if no changes occur in a market, audi-
ence performance should be relatively consistent from book-to-book.
m National format averages: The sound of a station with a specific format
may vary by market, but our studies show that such audience characteris-
tics as age skew, time spent listening, and audience flow between dayparts,
remain consistent among all stations of a given program type. Sudden rat-
ing changes that don’t conform to format expectations are probably due
more to statistical fluctuation than to actual performance.
® General radio trends: Our experience enables us to make educated deci-
sions about the medium and how it works, and which ratings results to be-
lieve.
® Qualitative information: Neither Arbitron nor Birch includes qualita-
tive data in their standard quarterly surveys. But there are several sources
that do provide such data, which can be used to position a station’s audi-
ence favorably. Advertisers don’t want listeners; they want consumers.
Orne of the arguments in favor of continuous measurement states that, if
surveys are released more often, the amount of time a seller is forced to
deal with a ratings “wobble” is reduced. But we are able to assign a weight
or adjust ratings now, according to any criteria the advertiser wants. If the
printed rating can be proved too high or too low, we can apply a percentage
based on consistent evidence to produce a new, more accurate figure. In re-
ality, what we’re doing is using the advanced resources at our disposal to
arrive at a closer approximation of the truth.
—Gerry Boehme, vice president, director of research, Katz Radio.

Teievision/Radio Age, January 6, 1986 135



Media Professionals

Why merging companies
use network television
Monica Shaffer

Senior vice president,
Media director
Biederman & Co.
New York

onica Shaffer, who heads media at Biederman &
Co., sees the use of network television for cor-

porate advertising increasing. She points out that al-
though there is no real, accurate way to track this in-
crease, “because,” she says, “BAR (Broadcast Adver-
tiser Reports) doesn’t separate a company’s
corporate advertising from the advertising it does for
its products and services,” she’s convinced neverthe-
less that “If we could track it, I'm sure we would see
plenty of evidence that this growth is already under-
way.”

Shaffer is not basing this solely on the activity of
Biederman’s own clients, such as I'T'T, which is heavi-
ly invested in network television to get its message
across. On top of this, she points out that sharehold-
ers as well as customers of major corporations tend to

be spread across the entire country, “so these compa-
nies need more than the few spot markets where their
plants and offices are located. And in today’s climate
of multiplying mergers and acquisitions, one after an-
other, with no end in sight, the resulting corporate
combinations that come out of all these takeovers
need a fast way to get their new name, new direction
and new capabilities across to the public quickly, in
order to keep confusion to a minimum.”

Shaffer recalls that the new corporate entity, Al-
lied-Signal, Inc., resulting from merger of Allied
Corp. with The Signal Companies, “took on a whole
new personality, with a new power base, in terms of
the expanded number of products and services the
new company can now offer. And though Texaco has
its legal problems now, back when it first acquired
Getty, Texaco almost overnight became an entirely
new force in the oil industry that was reflected in its
advertising.”

Similarly, she notes that now that Beatrice has ac-
quired Esmark and International Playtex, on top of
the whole range of products that Beatrice offered be-
fore these acquisitions, ‘“We see them close each com-
mercial for whatever product or group of products is
featured with the logo reminder that, ‘We’re Bea-
trice’.”

Shaffer points to the importance to such changing
companies of getting out the message quickly on their
new identities and capabilities, “because they don’t
want to leave their shareholders, customers, suppliers
and employees hanging, wondering whether or not
the new version of the company is going to continue
to require their products and services, and continue
to offer the products and services that the public has
long come to expect from them. Network television
can give them the fast reach to quell all the doubts
and rumors quickly.”

Media Services

PayDay.

F ning for Ralston Purina brands,
Southwestern Bell Publications and
Hollywood Brands PayDay/Chocolaty

Representatives

Jill Cohen has been elected a vice pres-
ident of Media Basics, New York. She
has been supervisor of national ac-
count buying for over five years.

Karen Schneider has been promoted
to project associate with Advanswers
Media/Programming, Inc., the media
service subsidiary of Gardner Adver-
tising Co., St. Louis. Schneider joined
the company last December and now
her responsibilities will include plan-

Angeles offices.

Marty Miller has been named senior
vice president/central regional manag-
er for Seltel, Inc., based in Chicago.
He comes from Metro TV Sales where
he had been vice president and man-
ager of both Metro’s Chicago and Los

=i

Beverly Shelby has been named re-
gional manager of the San Francisco
sales office of Hillier, Newmark,
Wechsler & Howard. She was formerly
an account executive with KYUU(FM)
San Francisco, and before that was
media director at both Cunningham &
Walsh and at Dancer Fitzgerald Sam-
ple.

Michael Moran has been promoted to
vice president, manager of the Atlanta
office of Katz Radio. He joined Katz
Radio in Detroit in 1980, and in 1983
was named sales manager of the rep’s
Houston sales office.
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Joseph Canty has been appointed vice
president/sales manager of the New
York office of Independent Television
Sales. Canty has been with ITS since
its inceptionm in 1984 and now moves
up from group manager of the rep’s
Mercury sales team.

Nelson Trottier has been named a di-
visional vice president of the Katz
Television Group’s Washington, D.C.
sales office. He first came to Katz in
New York in 1977 from WVNY-TV
Burlington, Vt.-Plattsburg, N.Y., re-
turned to Katz in 1979, assigned to the
Cleveland sales office, then became
general sales manager of WLWT(TV)
Cincinnati before coming back to Katz
as manager in Washington in 1983.

Tom Vannelli has been appointed
sales manager of the Minneapolis of-
fice of Petry Television and Petry Na-
tional Television. He was with the
sales staff of Lanier Business Products
before coming to Petry’s Minneapolis
office as a sales trainee in 1983.

Chris Matthews has been named sales
manager of the new Denver sales of-
fice opened by Selcom/RAR. He was
formerly an account executive with
Christal Radio. Telephone number of
the new office is (303) 393-1828.

Vicki Crumpler has been appointed an
account executive with the Atlanta
sales office of Petry Television. She
had been selling for Blair Television,
also in Atlanta.

Doyle Dane shifts

Peter Falcone has been named presi-
dent of Doyle Dane Bernbach/New
York and Brian Bowler moves up from
executive vice president to president of
DDB/Detroit. Barry E. Loughrane,
who had held the New York presiden-
cy, continues as president and chief ex-
ecutive officer of the DDB Group. Fal-
cone had been vice chairman and direc-
tor of corporate development at
DDB/New York.

Moves follow notice of resignation by
Arie L. Kopelman, also a vice chairman
of DDB/New York, to join long-time
client Chanel, Inc. as vice chairman
and chief operating officer. Resigning
from the DDB Group’s board of direc-
tors are Thomas A. Gallagher, retired
former president of DDB/New York;
Ted H. Factor, retired vice chairman of
the board and founder of DDB/West;
and Nicolai von Dellingshausen, who
remains as president of DDB Europe.

Stations

a

Joseph Berwanger has been promoted
to vice president and general manager
of Group W’s KDKA-TV Pittsburgh.
He steps up from vice president of
sales and marketing at the station to
succeed Carolyn Wean, now vice presi-
dent, general manager of Group W's
KPIX(TV) San Francisco.

Ted Jones has stepped up to vice
chairman of Charles River Broadcast-
ing Co., parent company of WCRB(FM)
Boston. He is succeeded as president
of Charles River by Richard L. Kaye,
who has been executive vice president
of the company, whose subsidiaries
alsa include WCRB Sound Systems
and WCRB Productions.

Robert Munoz has been elected presi-
dent and general manager of KCIK-TV
El Paso and appointed to the board of
directors of parent company Cristo
Rey Corp. Munoz has been vice presi-
dent, general manager of KCIK-TV for
the past two and a half years.

Walt Davis has been named general
manager of KVEO-TV Brownsville,
Texas. He was formerly an executive
with the Walt Disney Broadcast Divi-
sion in Fresno, Calif.

Steve Stewart has been promoted to
station manager of WSPD/WLQR(FM)
Toledo. He joined the company in
1980 as news director and was named
operations manager for both stations
in June 1984.

Brian R. Holmes has been named gen-
eral sales manager of KOIN-TV Port-
land, Ore. He joined Lee Enterprises
in 1970 and now moves up from local
sales manager at KOIN-TV.

Richard M. Steele has been appointed
general sales manager of WTMG(FM)
Murfreesboro-Nashville. He comes to
the station, acquired in August by
TransColumbia Communications,
Ltd., following management and mar-
keting posts with WQUE AM-FM,

WBYU(FM) and WRNO(FM) New Or-
leans.

Brooke Spectorsky has been appoint-
ed station manager of KTVU(TV) San
Francisco-Oakland. He had been sta-
tion manager at Cox Broadcasting’s
WSB-TV Atlanta, and before that he
had been director of programming at
KTLA(TV) Los Angeles.

Stephen M. Peskin has been named
director of marketing for KPIX{TV)
San Francisco. He is promoted from
general sales manager of the Group W
station. Before coming to San Francis-
co he had been vice president and gen-
eral manager of WRLH-TV Richmond.

Philip M. Johnson has been promoted
to senior vice president and director of
sales and marketing for WCIB(EM)
Falmouth, Mass. He came to the sta-
tion in 1983, shortly before its pur-
chase by Justice Broadcasting, Inc., as
vice president and senior account ex-
ecutive.

Advanced 4As course

Harold Levine, chairman of Levine,
Huntley, Schmidt and Beaver, Inc., has
been named program director for 1986
for the Institute of Advanced Advertis-
ing Studies, a project of the New York
Council of the American Association of
Advertising Agencies. The program is
scheduled to kick off the evening of
Tuesday, February 4, with participa-
tion limited to 30 students.

Chester Gore, chairman of the New
York Council and president, creative
director of Chester Gore/Eric Mower
and Associates, says the 16-week
course “provides bright, young agency
people with exposure to every facet of
the agency business and the opportuni-
ty to interact with industry profession-
als.”

The program is open to all young
professionals employed by 4As agen-
cies, whether in creative, media, re-
search or account work, “so long as
they are professionally committed and
eager to learn beyond the demands of
their immediate job,” says Levine.
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Thomas McGinn has been named di-
rector broadcast operations, for the
CBS Radio Networks. He came to
CBS in 1958 and had been manager,
broadcast operations before becoming
assistant director, broadcast opera-
tions in 1984.

John D. Beam has joined Beam Com-
munications Corp. in Key Biscayne,
Fla., as marketing and development
specialist. He moves in from Tatham-
Laird & Kudner, Chicago, where he
had been a management supervisor,
partner, and director of the agency’s
account management training pro-
gram.

Lee Zeldin has been appointed to the
post of national/regional sales manag-
er for KXTV(TV) Sacramento-Stock-
ton. She moves in from MMT Sales
where she had been an account execu-
tive in both its San Francisco and Los
Angeles sales offices, and before that
she had been with Belo’s WFAA-TV
Dallas-Fort Worth.

Mutual’s doubles

When Westwood One, Inc., assumed
ownership of the Mutual Broadcasting
System, Inc., from the Amway Corp. on
December 2, Mutual acquired a second
transmission system and a second pres-
ident. Mutual president Jack Cle-
ments, based at the network’s Arling-
ton, Va., headquarters, just outside
Washington’s news center, now has a
second president, Art Kriemelman,
based in Mutual’s sales center in New
York. Kriemelman, previously Mu-
tual’s vice president sales under Am-
way, and later president of the Radio
Network Association, has most recent-
ly been vice president, marketing for
Mutual’s new parent company,
Westwood One.

Mutual, the first radio network to
switch from land lines to satellite dis-
tribution, started with an analog trans-
mission system, beamed by way of
Western Union’s Westar 4. Now, under
its new Westwood management, Mutu-
al retains the Westar link and has add-
ed digital transmission via RCA’s Sat-
Com 1-R.
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Chuck Conrad has been promoted to
the new post of assistant sales manag-
er at WGNX(TV) the Tribune Broad-
casting station in Atlanta. He is suc-
ceeded as local sales manager by Jack
Crumpler, who had been regional sales
manager for the station.

o~

!
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|
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Alfonso Araya has been named pro-
gram director of KVEA-TV Los Ange-
les. Before coming to the new Spanish
language station, Araya had been with
the programming department of KSCI-
TV, also Los Angeles, and before that
he had been program operations man-
ager for Embassy Pictures.

Charles R. Boush is now national sales
manager at WDBJ-TV Roanoke-Lynch-
burg. He came to the station 21 years
ago and now steps up from manager of
sales and market development.

Judy Gardel has been appointed sales
manager at WKOX Framingham (Bos-
ton).

Waters joins BMSI

Jo F. Waters has joined Broadcast Me-
dia Services, Inc., Tampa, as director of
development. The company specializes
in acquisition, development and con-
struction of radio and television sta-
tions, and Waters will assist in acquisi-
tions with market and financial ana-
lyses, investor development and
relations, and in public relations for the
company.

BMSI president Ian N. Wheeler is
also managing and general partner of
Family Group Television, which re-
cently acquired WGBA-TV Green Bay,
Wisc.; WLAX-TV LaCrosse, Wisc.; and
WFTX-TV Cape Coral, Fla., which be-
gan broadcasting October 14, 1985,

Mary Ann Skinner has been promoted
to regional sales manager of Belo
Broadcasting’s KOTV(TV) Tulsa, han-
dling accounts located in Oklahoma
outside of Tulsa. She came to KOTV in
March 1985 as an account executive
after working in sales at KUSA-TV
Denver. She brings to KOTV nine
years of experience in radio and televi-
sion sales.

New Stations

Under Construction

KSCH-TV Sacramento, Calif.; Channel
58; ADI, Sacramento-Stockton. Li-
censee, Schuyler Communications,
Inc., 1111 Howe Ave., Suite 450, Sac-
ramento, Calif., 95825. Telephone
(916) 921-5858. William H. Schuyler,
president. Represented by Indepen-
dent Television Sales. Target air date,
March 1986.

Buyer’s Checklist

airs country music, WTKS offers the
Transtar 41 adult contemporary
sound and WIYY features adult con-
temporary music. WBAL programs a
personality news-talk format.

New Affiliates

Mutual Radio Network has added
WIOD Miami as a basic affiliate.
WIOD's sister station, WAIA(FM), al-
ready carries Mutual’s National Mu-
sic Survey.

Transactions

TVX Broadcast Group Inc. of Virginia
Beach has agreed to acquire the assets
of Channel 38 Associates, owners of
WNOL-TV New Orleans, for a purchase
price equivalent to approximately
$13.7 million.

Group W Radio has completed the
sale of WIND Chicago to Tichenor Ra-
dio of Chicago, Inc. for approximately
$6.8 million. Transfer of the license
was approved by the FCC in Decem-
ber, and Tichenor will convert the for-
mat to Spanish language program-
ming.

TM Communications, Inc. has agreed
to purchase KECK and KHAT(FM) Lin-
coln, Neb. from J.P. Enterprises for
“in the neighborhood of” $1 million.
TMC says this is only the first of sev-
eral station acquisitions the company
hopes to make.

New Representatives

Blair Radio has been named national
sales representative for Capital Cities
Communications’ WBAP and
KSCS(FM) Dallas-Fort Worth. WBAP is
a personality MOR station featuring
country music, news and sports. KSCS
developed the original “three-in-a-row
continuous country music” format.

independent Television Sales has been
named national sales representative
for KTHT-TV Houston and for KONG-
TV Seattle-Tacoma. Both stations
signed on in December, and both sta-
tions become the fourth independent
in their markets.

Masla Radio has been appointed to
sell nationally for WLZR(FM) La-
fayette, Ind. The station broadcasts
contemporary hits.

Hillier, Newmark, Wechsler & Howard
have assumed national sales represen-
tation of WTOP-WTKS(FM) Washing-
ton, of WBAL-WIVY(FM) Baltimore,
and of WOAI-KAJA(FM) San Antonio.
WoAI offers an all news-talk format,
and WTOP programs all-news. KaJA
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Local sales (from page 114)

mation about how they can increase
their sales and marketing share
through the use of specific media. Then
we provide a marketing plan which
uses TV very aggressively and which
has as its objective the building of dom-
inance in their merchandise category or
categories.”

The plan, he says, can range ‘“‘from a
52-week program for a supermarket
chain to flights for an apparel retailer
or appliance store.”

Management involvement

Eckstein emphasizes that every at-
tempt is made to “involve top manage-
ment at the retail level because we'’re
changing the marketing direction of
the store.”

Once the new approach is in place,
then, “we work with the store to devel-
op a presentation for its suppliers, to
motivate them to participate in the
marketing plan.”

In addition to his firm’s local devel-
opment work, Eckstein is under con-
tract to MMT Sales to work with multi-
market retailers that buy national spot.

The power of vendor support was ad-
dressed at the TvB annual meeting
where executives from independent
stations such as Gaylord’s WUAB(TV)
Cleveland and Malrite’s wX1x-Tv Cin-
cinnati were featured speakers.

Talking about WUAB’s first vendor
support experience, with a small dis-
count store chain, Bill Scaffide, general
sales manager, said the station raised
$95,000 in six weeks and, “We never
had to talk about cost-per-1,000s, cost-
per-points, reach, frequency, etc. All
we had to do was say that we could
move merchandise and we would make
the cash register ring—and we did it!”

Since September, 1985, WXIX-TV,
according to Bill Jenkins, vice presi-
dent, general manager, “raised a total
of $176,000 from four accounts for the
fourth quarter, of which approximately
$75,000 was invested in our station. We
have 15 additional programs in various
states of development and more com-
ing. Our goal for 1986 is $500,000—new
dollars for our station from vendor.”

Hospital/health care

Of all the product and/or service cat-
egories at the local level, the one that
seems to be growing the fastest is the
hospital/health care segment.

For the first nine months of 1985,
according to TvB calculations based on
Broadcast Advertisers Reports data,
advertising in the medical and dental
services category increased by 34 per
cent to $60.9 million. For the entire
year of 1984, expenditures in this clas-

sification totaled $62.1 million, and
that was a 51 per cent jump over 1983.

In Detroit, Christopher Rohrs, gen-
eral sales manager of WDIV(TV), de-
scribes the hospital/health care catego-
ry as “‘explosive. Each month it’s up
200-300 per cent. There’s a lot of activ-
ity among hospitals and health mainte-
nance organizations (HMOs), and I ex-
pect that to stay with us as an active
category.”

WcprX-TV’s Hurt recalls that medi-
cal advertising was “unheard of five
years ago. Now hospitals are marketing
their special services—from family
counseling to birthing units to stop-
smoking clinics.”

In the Seattle-Tacoma market,
KOMO-TV, two years ago, targeted
health care as a new business category
to be developed. According to Monty
D. Grau, vice president, general man-
ager (also a speaker at the TvB annual
meeting): “We saw a 248 per cent in-
crease in health care advertising during
1984. In the first six months of 1985,
the category was up an additional 348
per cent. It totaled slightly over
$500,000 in revenues through June of
this year.”

The largest percentage gainer among
the top 25 local categories in the
TvB/BAR nine-month tally was local

education services, up 43 per cent to
$52.2 million. It was followed by appli-
ance stores, up 38 per cent to $74.8 mil-
lion, and legal services, up 37 per cent
to $28.1 million.

Four of the top five local categories,
volumewise, were up over the first
three quarters of 1984. The one declin-
ing classification among the leaders
was number 4, banking, savings &
loans, down 6 per cent to $138.2 mil-
lion. The other top categories: Number
1, restaurants and drive-ins, up 18 per
cent to $504.6 million; (2) auto dealers,
up 27 per cent to $237.8 million; (3)
food stores and supermarkets, up 4 per
cent to $183.8 million; and (5) furniture
stores, up 15 per cent to $137.1 million.

Roger Rice, TvB president, com-
menting on the 43 per cent increase in
local education services points out
that “people are having less children,
and the colleges are no longer jammed.
Now they have to advertise for stu-
dents.”

WD1V’s Rohrs says the Post-News-
week station has enjoyed hefty in-
creases in several key categories in ad-
dition to the previously-mentioned
health care. Among those areas show-
ing strong growth: fast-food restau-
rants, department stores (including
chains and off-pricers such as J. C.

THE DRAMA OF A MACHINE WHO LEARNS TO
BECOME A MAN, AND A MAN WHO LEARNS
TOBECOME A HUMAN BEING!
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Bill Beindorf, WVEC-TV
Norfolk: “Historically the
newspapers are accepted
as the primary research
source ... We wanted
something that would
establish and position the
station as the ‘source.””

Penney and T. J. Maxx but not hard
goods retailers), car and truck dealer
groups and utilities and phone compa-
nies. The latter category, he points out,
has been helped by the “intense com-
petition in long distance business and
should continue into 1986.”

Many of the station executives inter-
viewed have noted a shift in automo-
bile money from national advertising
to local dealer groups.

“Automobile money that previously
came from Detroit or New York is com-
ing from dealer associations in individ-
ual markets,” points out Jonathan
Klein, general sales manager at WBZ-
TV Boston. “A lot of money is coming
from them, and this continues to be
very strong.”

Adds WGAL-TV’s Kroll: “Auto busi-
ness has been tremendous—from deal-
er groups and individual dealers.”

New entries into the market have
been important factors for a number of
stations including KTVU(TV) San Fran-
cisco, WAWS-TV Jacksonville and WLS-
TV Chicago.

In San Francisco, Jay Sondheim, lo-
cal sales manager at KTVU, says tradi-
tional retail business has been helped
by some new players in the off-price
fashion category. One is the Ross
Stores, a multi-unit operation that
added stores; the other is Marshalls,
“which just opened downtown.” He
observes that established department
stores such as Macy’s and Emporium-
Capwell also increased their TV spend-
ing.

In the home improvement area, the
Cox station benefited from the entry of

Pack & Save, a Seattle-based chain;
and in consumer electronics, the arrival
Federated Electronics Stores from Los
Angeles meant new dollars.

Lynn Fairbanks, general manager of
WAWS-TV, says the home improvement
and appliance businesses in Jackson-
ville “have both gotten very competi-
tive because there have been some new
entries into the market.”

And Phil Sweenie, director of sales
and marketing for the ABC Owned
Television Stations, says the entry of
New York Carpet World into Chicago
proved a boon for WLS-TV there.

Overall at ABC stations, Sweenie
says strong categories have been health
services, home improvement stores, the
auto aftermarket, jewelry centers, real
estate companies, drug chains and fur-
niture stores.

Aside from taking advantage of mar-
ket trends, stations are creating special
events and/or promotions to attract
new advertisers and to stimulate busi-
ness during slack periods.

In Richmond, WWBT(TV) staged an
All-Star Car Sale involving 10 local
auto dealers. Says Ellen Shuler, general
sales manager: “We tied it into a sales
schedule that included live spots over a
period of a few days.”

During the holiday season, the Jef-
ferson-Pilot station created a Christ-
mas catalog featuring merchandise and
services of a variety of retail compa-
nies. The station coordinated the
printing and mailing and then put to-
gether a television advertising package
utilizing a donut approach.

KTVU is conducting “A Fit and
Healthy” campaign this month, aimed
at advertisers associated with good
health and/or health-related activities
and products—such as spas, sporting
goods stores, health food retailers. The
idea, says Sondheim, is to attract bu-
siness—particularly new advertisers
—at a time of the year when the station
has a lot of inventory. “We will proba-
bly do something tied to vacation time
in July or August,” he adds.

The “Fit and Healthy” promotion
begins January 8 and runs 34, weeks.
Advertisers must come in with 60 spots
spread over five dayparts. The station
then runs between 15 and 25 spots per
week promoting participating stores as
a location to register for prizes, which
include free stays at the Sonoma Mis-
sion Inn and Spa. Cost to each retailer
is $8,500.

Although many of the clients will be
coming on for a one-time shot, it is
Sondheim’s hope that once they get
“the taste of television and feel the
benefit of the traffic, they will eventu-
ally become regular advertisers.”

Harte-Hanks stations, according to
Moll, have been successful with “Ulti-
mate Warehouse Sales,” a method of

“creating an event to move merchan-
dise.” Two of the Harte-Hanks outlets
are running “Ultimate After-Christ-
mas Warehouse Sales” this month.

“You rent out a convention center,”
explains Moll,” and you sell local re-
tailers space, which also includes tele-
vision promotion and other support
such as direct mail and other media.
You try to create a market for them in
which to set up shop. One weekend last
summer, one of these sales drew 70,000
people.”

Items sold, he says, can range from
$6 dresses to satellite dishes, but “each
retailer agrees to discount at a certain
rate. It’s a way of generating first quar-
ter retail business that normally
wouldn’t be there.”

Dave Sankovich, general sales man-
ager of H-H’s KENS-TV San Antonio,
says the first station in the group to put
on a warehouse sale was WFMY-TV
Greensboro-Winston-Salem-High
Point. But he credits Group W’s KDKA-
TV Pittsburgh with originating the
idea.

The advertising, he says, starts about
six weeks ahead of the sale weekend,
but the big push is the last three weeks.
And there are prizes—a trip for two to
Hawaii or a Dodge Charger, for in-
stance.

“The real idea,” Sankovich says, “is
to generate new business. Someone
normally spending $15,000 on the sta-
tion in January doesn’t automatically
get in on the warehouse sale. Their ex-

William Moll,
Harte-Hanks
Teleuvision: Local “is
going to be stronger
than either network or
spot. We’re looking for
solid double-digit
growth.”
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penditure has to be x amount greater
than the previous year.”

Another way to attract new-to-TV
advertisers, says Moll, is self-promo-
tion, running spots that sell the station
as an advertising medium. “TvB,” he
says, “is encouraging us to use our own
air to promote the sale of advertising.
We’re doing a lot of that kind of promo-
tion and getting a good response. Qur
stations’ spots have been saying, ‘call
the station or your local ad agency.” By
adding the agency, he says, “we avoid a
potential problem, and we can’t lose a
thing by doing it.”

Another station selling itself on-air is
WCCO-TV Minneapolis-St. Paul (see
Retail Report, November 25). The sta-
tion produced a 60-second commercial
extolling the merits of WCCO-TV and its
Production 4 Studios. Says Ellen Cote-
Tomas, retail sales manager: “It’s di-
rected business-to-business, aimed at
newspaper advertisers, someone who’s
never used television.”

The ad, which runs during the Mid-
west Communications outlet’s 6 and 10
p.m. news, was selected as best all-
around commercial and best “on-air”
commercial in the 1985 TvB/Sales Ad-
visory Committee station commercials
competition.

TvB’s Rice says his organization
transmits a monthly satellite feed
“with about 25 minutes of ideas sta-
tions can go out and make money on.
Most of these ideas come from sta-
tions.”

Regardless of their methods, it is ap-
parent that many television stations
are approaching the local/retail mar-
ketplace differently than they have in
the past. They are determined to be
less dependent on ratings; and they are
training their salespeople to put the
emphasis on overall marketing strategy
rather than the quick sale of a few
spots.

The key to the future, says WAWS-
TV’s Fairbanks, is “to stop being canni-
bals, stop saying, ‘my 4 rating is better
than his.” Rather, we should be using
research to get people to use television
because it’s the right place to be.”

At wDIV Detroit, Rohrs says the lo-
cal sales force has been expanded to 12
account executives who are “out there
working with local businesses, trying to
learn their needs and using tools like
vendor support and production to show
retailers how TV can work for them.”

Eglon Simons, vice president, sales,
at the CBS Television Stations, says
that group’s goal is to get account exec-
utives “to think in terms of marketing
products. People shouldn’t just be
reps.”

Adds wcPX-TV’s Hurt: “The spot
jockeys are a dying breed. They are the
reason broadcasters never could work
with retailers.” D

Late-night (from page 112)

At last year’s NATPE, two first-run
late-night comedy strips were put on
display for the first time along with one
original weekly hour. The new shows
were Comedy Tonight from Orbis
Communications, Comedy Break from
Viacom, and King World’s Dick
Clark’s Nighttime. In addition, Car-
son’s Comedy Classics was considered
virtually a new show because restric-
tions against its use at 11 p.m. were
removed by the distributor, MCA, so a
lot of stations which had passed on it
earlier suddenly took an interest.

So far, say the experts, performance
of all four shows has been disappoint-
ing, except in isolated instances. An
analysis of new syndicated shows from
Petry, based on Nielsen Television In-
dex overnights of the first 10 weeks of
the season, shows Comedy Break with
a 1.9 national rating of 41 stations and
Comedy Tonight witha 0.9 rating on 89
stations. Dick Clark’s Nighttime did
slightly better—2.8 on 99 stations, but
its NTI rating had dropped nearly 33
per cent to a 3.4 from 4.5 four weeks
earlier. Carson’s Comedy Classics, not
covered in the Petry report because it
was not a new show, was averaging
about a 3 (NSI) on 22 measured outlets

in late night but performing better in
access time. For example, it scored a 7
rating and 12 share at KTVU(TV) San
Francisco, in one Arbitron report, play-
ing in early fringe.

Farrell Meisel, vice president and di-
rector of programming at Seltel, got the
first hint that the new comedy entrants
were in trouble when he noted that
Comedy Break, was running last in its
time period on WGN-TV Chicago, and
was pulled from its 10 p.m. spot, and
consigned to “the late night ghetto.”
Notes Meisel: “Comedy Tonight and
Comedy Break were not showing the
success that the distributors had antic-
ipated.

“Clearly the things that are continu-
ing to work are the reruns of
M~»AxSxH, Barney Miller, Twilight
Zone and programs of that genre.”

Cult following

Why haven’t Comedy Tonight and
Comedy Break caught on? Meisel be-
lieves it’s because improvisation is not
universally liked around the country.
He says it’s segregated to three major
markets where it retains its own cult:
New York, Los Angeles and Chicago.
“While there may be small comedy
clubs popping up in other cities, like St.
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Louis, New Orleans or Miami,” he con-
tends, “it’s not prevalent in general so-
ciety.”

“Carson’s Comedy Classics is doing
reasonably well in a combination of ac-
cess and late night,” notes von Soosten.
“It’s heavily on independent stations
and turning some fairly decent num-
bers. Basically, we've found the show is
performing fairly well in late night and
in some cases improving on its lead-in.”

Not, however, on WPHL-TV Philadel-
phia. “Carson has not performed up to
expectations at 11 o’clock,” says Zvi
Shoubin, station manager and program
director. “It’s a time period in which we
had Bizrre last year, and which did not
fulfill our expectations at that time, ei-
ther. At least in this market it seems
that established off-network syndicat-
ed half hours seem to fare better than
new programming.”

A slightly more optimistic picture
comes from KTLA, where Carson’s
Comedy Classics opens the late night
segment, followed by Comedy Break.
“Comedy Break is a very ambitious at-
tempt to bring some of the wackiness of
Saturday Night Live together with
some of the best comics and best ma-
terial,” observes Bell. “It tends to be an
incredibly ambitious show, compared
to some of the others that have been
done for late night. And the guys, Mack
and Jamie, are incredibly talented.
But, other than that one, I'd just as
soon run Taxi, because the risks are
great and the shows have been terrible,
and the audience really doesn’t seem to
make a distinction between what is
first-run and what is re-run. It seems
they’d rather watch what is good and
old, rather than what is bad and new.”

Affiliates’ needs

If no further first-run late fringe
properties do emerge at NATPE, affili-
ates as well as independents may begin
to feel the pinch. This is because more
and more network affiliates, particu-
larly CBS and ABC outlets, are delay-
ing their network feeds by half an hour
after their late local news. A few are
even preempting their late night net-
work schedules entirely.

Though most of these stations are
filling the open time with off-network
syndicated product like Taxi,
M*A*S*H or The Honeymooners, any
further erosion in the number of first-
run shows in late fringe is sure to result
in added demand for the available off-
network product, the pressure of which
is likely to drive up syndication prices
even more.

“The big story in late night is the
number of affiliates who are preempt-
ing and delaying the network,” says
Jon Gluck, vice president and director
of programming at MMT Sales, who

does routine tracking of this activity. In
the top 75 markets, the rep counts 32
CBS affiliates DBing The CBS Late
Movie and another 14 preempting it.
Some 37 ABC affiliates delay ABC
Nightline, and another four preempt
it.

Basically, says Gluck, they’re doing
it for two reasons: “For inventory cre-
ation, because they can add extra in-
ventory both in their late news and in
late fringe, and they get the benefit of a
vacuum dragthrough effect from the
late news, bringing younger demos.”

NBC, of course, is less affected by
preemptions because of the strength of
Tonight. Fewer than half a dozen NBC
stations interfere with Carson. None-
theless, in some cities, like Milwaukee
and Nashville, not one of the three
networks’ late night schedules airs at
all.

Another element that may influence
the flow of original product into late
night is a negative sentiment that
seems to be spreading among stations
about the amount of time distributors
are claiming in their non-cash deals.

“Stations are receiving barter deals
with less and less enthusiasm,” notes
Major at Petry. He reports that some
stations are asking if the arrangement
is necessary for all new shows. “The
original cash-plus barter concept cov-
ered the syndicator from the shortfall
of basic license fees, where he needed to
make a few bucks to cover his costs.
Now, of course, we see it automatically
on things that don’t necessarily have
that additional cost.”

When the practice first began (with
The Mike Douglas Show), distributors
would withhold one 30 from the size or
6l minutes available in a half-hour.
Now the average is closer to a minute,
and some distributors are claiming as
much as 90 seconds for themselves.
Similarly, in straight barter, what used
to be a division of four minutes for sta-
tion sale to two for the distributor is
inching toward an even split.

Station resistance

When will stations start to resist?
Von Soosten thinks they ought to start
protecting their interests now, because
if they don’t, distributors will continue
to snip away bits and pieces of their
inventory. “I think it impedes their
ability to keep enough inventory under
their own control,” he says of the sta-
tions. “And I don’t really feel there is
any significant reduction in the cash
part of the deal. The tendency is to
keep the cash part where it would have
been, and just add an extra 30 or more
to the barter side of it, which means, in
effect, that the station is paying more
of a license fee.

“I think just about any station can

withstand giving up a 30 in a half-hour
show. I think a lot of them, when they
have to give up a minute, should really
think twice about it. And when it comes
to giving up 90 seconds, I think that’s a
significant problem. ‘“When one or two
distributors are successful with it, then
more will certainly follow.

“Few stations would be willing to put
50 per cent of their revenues into pro-
gram purchases,” von Soosten contin-
ues. When the total value of cash paid
plus time relinquished begins to ap-
proach that figure, “they should be
very careful,” the rep warns. From the
station’s point of view, usually no more
than one-third of total revenue should
go for program acquisition, he advises,
except in rare cases, such as when a
station is starting up or when a particu-
lar property is irresistible.

Weekend programming

An area that many station managers
think may be overlooked in late night
planning is the weekend. Says WNEW-
Tv's Friedman, “We've had tremen-
dous success starting a movie at 11 on
Saturdays. It's a bit risky starting then,
rather than 11:30, but you can establish
a franchise. It’s been unusual around
the country, but it’s worked very well
for us.”

At KTLA, Bell reports that Tales
from the Dark Side has registered un-
expected success as the 11 o’clock entry
on Sunday night. “I think it’s one of the
top rated late night programs around,”
he says, raising its rating on KTLA from
a 3 last year to a 4 and sometimes a 5
this year. “It has been really significant
for us, and from what I see around the
country, on a lot of stations.” He attri-
butes this first-run show’s healthy
numbers to better production values
over the last year.

Another surprise on weekends, this
one in Buffalo, is Lifestyles of the Rich
and Famous (Television Program En-
terprises) referred to as “the best per-
former in the time period we’ve ever
had,” by Sandy DiPasquale, station
manager at WIBV-TV, a CBS affiliate.
“It’s not only winning its time period
on Saturday night but is doing surpris-
ingly well, demographically, against
Saturday Night Live.” It’s a barter
show which, DiPasquale says, he wish-
es he could have for cash. On Sunday
night, the Buffalo station is having un-
usual success with Harry-0, which has
dominated its time period with 30 and
40 shares for three years.

The success of Harry-0 is an exam-
ple of a late night “franchise” which
station people refer to time and again.
“Prior to Harry-O, we had Marcus
Welby in there, explains DiPasquale.
“The same thing. I believe the fran-
chise is a tremendous factor.” n]
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Essence (from page 116)

Smith says the increased use of
whites on the show is both a “pragma-
tic” decision to “broaden the appeal of
the program,” and a move designed to
help build Essence Television Produc-
tions into a major programmer. “It’s
very important that the production
company develop programming that
appeals to the wide audience,” Smith
says. “We don’t want to restrict it to
ideas for the black audience.”

Essence, for instance, is seeking co-
producers for two hour-long music spe-
cials with “universal appeal” planned
for the 1986-87 TV season. And Davis
hopes the company can become in-
volved in distribution of programs
from both black and white indepen-
dent producers.

Closer to home, Essence plans to in-
troduce two weekend prime-access spe-
cials, versions of its weekly show, at
NATPE. One would be a concert pro-
gram, Davis says, and the other would
consist of three celebrity profiles. And
they would both be designed as evi-
dence that Essence can work in week-
end prime access.

Indeed, these two specials would not
be very different from what Essence
already delivers every week. In Febru-
ary, for instance, an entire show will be
devoted to the film, The Color Purple.
In March, Davis promises the “first full
retrospective that’s ever been done on
Ella Fitzgerald.” Also on the drawing
board: special features on Lena Horne
and Stevie Wonder.

Things are certainly looking up for
Essence, The Television Program,
which will be called just Essence in its
third season. Besides domestic syndi-
cation, the show has been picked up by
the Armed Forces Radio and Televi-
sion Service, and by St. Croix, Bermu-
da, the Bahamas and Barbados. “And
we have offers from six additional
countries,” boasts Horn.

Other new ventures

Things are also looking up for Es-
sence Communications. ‘“This is just
the start,” says Ed Lewis, hinting that
WKBW-TV may not be the last station
with Essence stamped on it.

Smith says a long-planned Essence
radio show, put on hold when the tele-
vision program was launched, will re-
surface when the third TV season gets
rolling.

As for WKBW-TV, just about the only
change Smith sees at the moment is the
addition of Essence to the schedule.
“We'll certainly be concerned to see
that the station maintains a sensitivity
to the black community in Buffalo,” he
adds. “But that was done under CapCi-
ties.”

ownership.

WKBW-TV is one of Buffalo’s top-
rated TV stations (tied for first in the
Arbitron November sweep hook), and
Smith doesn’t expect Queen City,
which includes Essence’s Smith as one
of its board members, to “actively in-
terfere with management .... All the
investors in Queen City have their own
enterprises to run.”

While expressing hope that WKBw-
TV’s management will stay mostly in-
tact, Smith called “unsettling” the de-
parture of Philip Beuth, the station’s
general manager, for another position

The only change that Essence
Communications contemplates for
WKBW-TV Buffalo is the addition of
its syndicated series. Management
notes the station already
maintained a sensitivity to the
black community under CapCities

at CapCities. He said a search is pres-
ently being conducted by “various re-
sources in the broadcasting industry”
which were enlished by Queen City.
One thing’s for sure: WKBW-TV
won’t suffer from one alleged result of
broadcasting’s deregulation. Because
of deregulation, Smith says, “the atti-
tude of station management is often
insensitive to providing a diversified
programming environment. That’s un-
fortunate, because it closes off a win-
dow of opportunity for minority pro-
gramming.” o
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Ratio of 1984 net non-network revenues per $1,000
of retail sales and Tv households
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Austin, TX

Bakersfield

Baltimore

Bangor

Baton Rouge
Beaumont-Port Arthur
Billings-Hardin
Binghamton
Birmingham

Boise

Boston
Bristol-Kingsport-Johnson City
Buffalo
Burlington-Plattsburgh

Cedar Rapids-Waterloo-Dubuque
Charleston, SC
Charleston-Huntington
Charlotte

Chattanooga

Chicago

Cincinnati

Cleveland

Colorado Springs-Puebio
Columbia, SC
Columbia-Jefferson City
Columbus, GA
Columbus, OH

Corpus Christi

Dallas
Davenport-Rock Island-Moline
Dayton

1984
Net non-network
revenues
($ thousands)

6,514
7,113
33,107
29,269
9,812
129,323
12,199
28,871

9,867
84,794
6,310
23,641
13,842
4,658
8,450
34,803
12,255
223,442
12,269
45,475
15,431

16,534
15,820
22,833
53,074
16,552
345,829
71,083
103,487
17,777
18,022
6,857
10,226
52,031
13,244

233,715
18,081
33,993

1984
Retail
sales

($ millions)

1,888
1,688
7,162
5,731
2,679
18,653
2,312
4,853

2,101
13,710
1,714
3,825
2,615
1,397
1,984
5,728
1,952
37,061
3,288
7,594
3,396

4,011
2,826
6,246
9,471
3,931
45,028
9,602
20,112
3,126
3,484
2,190
2,116
8,818
2,934

26,088
4,117
6,665

Ratio of
net non-network
revenues per
$1,000 of
retail sales

3.5
4.2
4.6
5.1
3.7
7.0
5.3
5.9

4.7
6.2
3.7
6.2
5.3
3.3
4.3
6.1
6.3
6.0
3.7
6.0
4.5

4.1
5.6
3.7
5.6
4.2
7.7
7.4
5.1
5.7
5.2
3.1
4.8
5.9
4.5

9.0
4.4
5.1

Ratio of
1984/1985 net non-network

TV HH revenues per

(thousands) Tv household
113 57.6
126 56.5
477 69.4
390 75.0
178 55.1
1,136 113.8
207 58.9
290 99.6
133 74.2
862 98.4
122 51.7
257 92.0
170 81.4
88 52.9
1563 55.2
498 69.9
152 80.6
1,943 115.0
272 45.1
616 73.8
215 71.8
317 52.2
197 80.3
529 43.2
644 82.4
293 56.5
3,016 114.7
716 99.3
1,395 74.2
205 86.7
260 69.3
138 49.7
180 56.8
629 82.7
166 79.8
1,507 155.1
338 )49
480 70.8
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THE DRAMA OF A MACHINE WHO LEARNS TO
BECOME A MAN, AND A MAN WHO LEARNS
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¥King Features Entertainment

A SUBSIDIARY OF THE HEARST CORPORATION
235 East 45th St., New York, NY. 10017 Phone: {212) 682-5600
TWX: 7105812391 London Phone: {01} 434 1852 Telex: 266570
Los Angeles Phone: (818) 889-2047

WHEN I'M GOOD, I'M VERY GOOD,
BUT WHEN I'M BAD I'M BETTER.
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¥King Features Entertainment

A SUBSIDIARY OF THE HEARST:CORPORATON
235 East 45th St., New York. N.Y. 10017 Phome: {212) 682-5600
TWX: 7105812391 London Phone: (07) 434 1852 Telex: 266570
Los Angeles Phone: (818) 889-2047

THE LOVE EVERY PARENT FEARS
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wKing Features Entertainment

A SUBSIDIARY (F THE HEARST QORPORATION
235 East 45th St., New York, N.Y. 10017 Phone: (212) 682-5600
TWX: 7105812391 London Phone: (01) 434 1852 Telex: 266570
Los Angeles Phone: (318; 883-2047

King Features Entertainment is proud to announce its
finest portfolie of motion picture entertainment.
It has'style, drama, action, and outlandish humor.
And, naturally it features todays biggest and brightest
stars of both screen and television.

The Performers Marquee Edition brings you:
EMOLESS LOVE - KING OF THE MOUNTAIR
SKOXIE - A YOUIRBES SHOT -
PROTOTYRE - THE MATIN WON - THE CARTIER Al
DEATH RIDE: TO 0 A - H OO0 1).5./
I PARALE - VAR WEST - ENTLEMAI

#King Features Entertainment

A SUBSIDIARY OF THEIHEARST CORPORATION
235 East 45th St., New York, N.Y. 10017 Phone: (212) 682:560
TWX: 7105812391 London Phone: (01) 434 1852 Telex: 266"
Los Angeles Phone: (818) 883-2047




Ratio of 1984 net non-network revenues per $1,000
of retail sales and Tv households (continued)

1984
Net non-network
revenues
($ thousands)

Denver 125,679
Des Moines 19,669
Detroit 143,426
Duluth-Superior 7,645
El Paso 15,679
Erie 8,067
Eugene, OR 12,510
Evansville 14,585
Fargo 11,789
Flint-Saginaw-Bay City 25,267
Fort Myers-Naples 15,330
Fort Smith 7,461
Fort Wayne 14,845
Fresno 32,156
Grand Rapids-Kalamazoo 34,413
Green Bay 20,847
Greensboro-Winston Salem-High Point 32,679
Greenville-Washington-New Bern 13,258
Greenville-Spartanburg-Asheville 35,990
Harrisburg-Lancaster-York-Lebanon 26,655
Hartford-New Haven 73,005
Houston 210,471
Huntsville-Decatur-Florence 12,368
ldaho Falls-Pocatello 4,288
Indianapolis 81,974
Jackson, MS 15,665
Jacksonville, FL 38,580
Johnstown-Altoona 10,384
Joplin-Pittsburg 7,232
Kansas City 70,122
Knoxville 23,180
LaCrosse-Eau Claire 9,704
Lafayette, LA 14,709
Las Vegas 28,870
Lexington 17,878
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1984
Retail
sales

($ millions)

16,828
5,090
25,064
2,327

2,972
2,188
2,051
3,838

3,075
6,309
3,131
1,642
3,236
5,420

7,886
4,557
7,113
2,832
7,836

7,677
13,476
24,514

3,066

1,395
12,931

3,643
5,976
3,389
2,073

11,106
5,912

2,221
3,080
3,878
4,140

Ratio of

net non-network
revenues per

$1,000 of

retail sales

7.5
3.9
SN
3.3

5.3
3.7
6.1
3.8

3.8
4.0
4.9
4.5
4.6
5.9

4.4
4.6
4.6
4.7
4.6

3.5
5.4
8.6
4.0

3.1
6.3

4.3
6.5
3.1
3.5

6.3
3.9

4.4
4.8
7.4
4.3
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1984/ 1985
TV HH
(thousands)

978
369
1,651
173

222
151
159
261

211
421
190
137
229
383

561
353
479
216
595

497
800
1,437
251

108
783

274
390
301
174

699
415

159
196
216
317

net non-network
revenues per
Tv household

Ratio of

128.5
53.3
86.9
44.2

70.6
53.4
78.7
55.9

55.9
60.0
80.7
54.5
64.8
84.0

61.3
59.1
68.2
61.4
60.5

53.6
91.3
146.5
49.3

39.7
104.7

57.2
98.9
34.5
41.6

100.3
55.9

61.0
75.0
133.7
56.4
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Ratio of 1984 net non-network revenues per $1,000
of retail sales and TV households (continued)

Lincoln-Hastings-Kearney
Little Rock

Los Angeles

Louisville

Lubbock

Macon

Madison
McAllen-Brownsville
Medford, OR
Memphis

Miami

Milwaukee
Minneapolis-St. Paul
Mobile-Pensacola
Monroe-El Dorado
Montgomery

Nashville

New Orleans

New York
Norfolk-Portsmouth

Odessa-Midiand

Oklahoma City

Omaha
Orlando-Daytona-Melbourne

Paducah-Cape Girardeau
Peoria

Philadelphia

Phoenix

Pittsburgh
Portland-Poland Spring
Portland, OR
Providence-New Bedford

Raleigh-Durham
Reno

Richmond
Roanoke-Lynchburg
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1984
Net non-network
revenues
($ thousands)

14,116
29,873

613,882
35,454
13,209

8,989
15,601
12,021

5,492
42,960

153,597
64,816
121,980
24,321

8,257

11,958

47,726
66,361
584,908
40,519

10,932
56,900
26,915
61,363

14,838
13,920
208,480
96,122
94,297
17,275
76,966
33,645

39,481
11,260
29,599
17,361

1984
Retail
sales

($ millions)
3,354
5,693

74,286
6,883
2,205

2,149
3,172
2,884
1,567
8,106
20,558
9,458
19,658
5,819
2,145
2,017

8,697
9,647
99,491
7,448

3,126
10,308
4,987
11,202

4,066
2,774
40,751
12,545
15,780
5,393
11,087
8,752

8,582
2,884
5,912
4,288

Ratio of
net non-network
revenues per
$1.000 of
retail sales
4.2
5.2
8.3
5.2
6.0

4.2
4.9
4.2
3.5
5.3
7.5
6.9
6.2
4.2
3.8
5.9

5.5
6.9
5.9
5.4

3.5
5.5
5.4
5.5

3.6
5.0
5.1
7.7
6.0
3.2
6.9
3.8

4.6
3.9
5.0
4.0

1984/ 1985
TV HH
(thousands)

255
432
4,366
515
159

142
197
175
115
554
1,155
686
1,156
408
187
172

645
639
6,566
503

138
604
346
669

338
217
2,529
795
1,229
317
784
562

590
166
442
348

Ratio of
net non-network
revenues per
Tv household
55.4
69.2
140.6
68.8
83.1

63.3
79.2
68.7
47.8
77.5
133.0
94.5
105.5
59.6
44.2
69.5

74.0
103.9
89.1
80.6

79.2
94.2
77.8
91.7

43.9
64.1
82.4

120.9
76.7
54.5
98.2
59.9 |

66.9
67.8 |
67.0
49.9
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Ratio of 1984 net non-network revenues per $1,000

of retail sales and Tv households (continued)

Rochester-Mason City
Rochester, NY
Rockford

Sacramento-Stockton

St. Louis

Salinas-Monterey

Salt Lake City

San Antonio

San Diego

San Francisco

Santa Barbara-Santa Maria-
San Luis Obispo

Savannah

Seattle-Tacoma

Shreveport-Texarkana

Sioux City

Sioux Falls-Mitchell

South Bend-Elkhart

Spokane

Springfield, MO

Springfield-Decatur-Champaign

Syracuse

Tallahassee-Thomasville
Tampa-St. Petersburg
Terre Haute

Toledo, OH

Topeka, KS

Traverse City, M|
Tucson

Tulsa

Washington, DC
Wausau-Rhinelander
Wichita-Hutchinson
Wichita Falls-Lawton
Wilkes Barre-Scranton

Yakima
Youngstown

1984

Net non-network
revenues
($ thousands)

7,934
28,490
11,933

88,997
93,188
20,253
52,896
56,017
86,149
260,352

10,103
10,969
130,096
19,129
7,965
11,389
15,137
19,900
13,892
17,574
22,612

9,442
97,122
8,220
26,642
7,216
6,679
22,952
38,967

169,440
5,643
27,695
9,146
17,855

8,746
11,138

1984
Retail
sales

($ millions)

2,195
5,097
2,582

13,163
16,165
2,972
8,465
7,968
11,746
35,969

3,369
2,791
17,664
6,010
2,023
3,036
4,060
3,902
3,427
4,705
4,898

2,090
14,723
2,197
5,767
2,011
1,961
3,590
6,076

25,895
2,037
6,350
2,382
5,228

2,284
3,085

Ratio of
net non-network
revenues per
$1,000 of
retail sales

3.6
5.6
4.6

6.8
5.8
6.8
6.2
7.0
7.3
7.2

3.0
3.9
7.4
3.2
3.9
3.8
3.7
5.1
4.1
3.7
4.6

4.5
6.6
3.7
4.6
3.6
3.4
6.4
6.4

6.5
2.8
4.4
3.8
3.4

3.8
3.6

1984/ 1985

TV HH

(thousands)

144
346
191

904
1,041
195
554
528
750
2,054

183
197
1,134
462
149
232
274
327
279
348
365

156
1,013
162
409
150
149
275
459

1,490
157
422
164
480

168
237

Ratio of

net non-network
revenues per
Tv household

55.1
82.3
62.5

98.4
89.5
103.9
95.5
106.1
114.9
126.8

55.2
55.7
114.7
41.4
53.5
49.1
55.2
60.9
49.8
50.5
62.0

60.5
95.9
50.7
65.1
48.1
44.8
83.5
84.9

113.7
35.9
65.6
55.8
37.2

52.1
47.0

Source: Frazier, Gross & Kadlec revenue estimates; Sales and Marketing Management's “*Survey of Buying Power 1985" retail sales estimates; and Arbitron, Inc.'s television household es-

timates.
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Historic and projected net non-network revenues by market

Net non-network revenues

1985-86 ($ thousands)

ADI Average annual growth (%)

rank 1980 1985 1990 T980-87F 1985-¢
Abilene-Sweetwater 155 4,118 7,296 12,858 12.1 12.0
Albany, GA 150 n/a 8,066 13,616 n/a 11.0
Albany-Schenectady-Troy 51 21,396 36,798 62,990 11.5 11.3
Albuquerque 62 16,201 33,097 63,725 15.4 14.0
Amarillo 118 6,106 11,042 20,067 12.6 12.7
Atlanta 15 92,374 146,786 270,444 9.7 13.0
Augusta, GA 105 6,880 13,542 25,172 14.5 13.2
Austin, TX 79 13,019 33,733 71,464 21.0 16.2
Bakersfield 148 6,055 11,152 20,052 13.0 12.4
Baltimore 21 54,237 94,554 163,316 11.8 11.6
Bangor 153 3,997 7,049 12,400 12.0 12.0
Baton Rouge 91 13,051 26,804 53,445 )([5%5) 14.8
Beaumont-Port Arthur 122 9,144 15,503 26,598 11.1 11.4
Billings-Hardin 165 n/a 4,961 7,357 n/a 8.2
Binghamton 134 5,275 9,379 16,588 12.2 12.1
Birmingham 47 22,704 38,805 66,307 11.3 11.3
Boise 136 7,130 13,891 24,965 14.3 12.4
Boston 6 126,952 251,372 483,995 14.6 14.0
Bristol-Kingsport-

Johnson City 86 7,708 13,741 23,681 12.3 11.5
Buffalo 35 34,597 49,568 75,569 7.5 8.8
Burlington-Plattsburgh 98 7,940(a) 17,283 33,438 16.8 14.1
Cedar Rapids-Waterloo-

Dubuque 73 11,737 18,105 27,857 9.1 9.0
Charleston, SC 106 9,092 17,956 32,646 14.6 12.7
Charleston-Huntington 43 15,211 25,345 42,363 10.8 10.8
Charlotte 32 30,914 58,116 104,727 1355 12.5
Chattanooga 80 10,092 18,290 31,662 12.6 11.6
Chicago 3 198,104 337,372 594,565 11.2 12.0
Cincinnati 29 44,704 78,902 138,680 12.0 11.9
Cleveland 11 72,492 114,871 180,175 9.6 9.4
Colorado Springs-Pueblo 99 10,531 20,049 37,432 13.7 13.3
Columbia, SC 87 10,849 20,342 37,678 13.4 13.3
Columbia-Jefferson City 137 4,631 7,543 12,653 10.2 10.9
Columbus, GA 115 4,895 11,146 18,613 17.9 10.8
Columbus, OH 33 34,405 57,754 97,319 10.9 11.0
Corpus Christi 121 8.417 14,701 25,931 11.8 12.0
Dallas-Ft. Worth 8 114,608 268,342 551,567 18.5 15.5
Davenport-Rock Island-

Moline 74 12,110 19,799 32,618 10.3 10.5
Dayton 48 23,952 38,072 61,260 9.7 10.0
Denver 19 72,633 142,017 275,849 14.4 14.2
Des Moines 66 14,415 21,931 33,744 8.8 9.0
Detroit 7 104,277 156,621 241,091 8.5 9.0
Duluth-Superior 120 6,116 8,448 12,703 6.7 8.5
El Paso 104 9,703 17,639 32,889 12.7 13.3
Erie 138 5,314 8,793 14,486 10.6 10.5
Eugene, OR 133 n/a 13,936 22,444 n/a 10.0
Evansville 88 9,781 156,752 24,797 10.0 9.5
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Historic and projected net non-network revenues by market (continued) ‘

Net non-network revenues

198586 ($ thousands)
AD! Average annual growth (% )
rank 1980 1985 1990 1980-85 1985-90

Fargo 102 7,732 13,020 21,450 11.0 10.5
Flint-Saginaw-Bay City 54 16,393 27,794 46,561 11.1 10.9
Fort Myers-Naples 107 8,242 17,721 36,741 16.5 15.7
Fort Smith 149 4,496 8,388 15,318 13.3 12.8
Fort Wayne 93 11,300 16,363 24 684 7.7 8.6
Fresno-Visalia 64 20,607 36,662 65,190 12.2 12.2
Grand Rapids-Kalamazoo-

Battle Creek 41 22,407 38,382 64,676 11.4 11.0
Green Bay 68 14,248 23,036 37,694 10.1 10.4
Greensboro-Winston-Salem- ‘

High Point 50 17,780 35,228 66,941 14.7 13.7
Greenville-New Bern-

Washington 97 9,186 14,451 23,168 9.5 9.9
Greenville-Spartanburg-

Asheville 37 22,914 40,856 73,984 12.3 12.6
Harrisburg-York-

Lancaster-Lebanon 44 20,215 29,745 47,687 8.0 9.9
Hartford-New Haven 24 35,906 81,982 164,895 18.0 15.0
Houston 10 105,032 241,621 494,497 18.1 15.4
Huntsville-Decatur- ‘

Florence 89 7,453 13,602 24,408 12.8 12.4
Idaho Falls-Pocatello 159 3,231 4,674 6,868 7.7 8.0 l
Indianapolis 23 52,855 91,401 159,219 11.6 11.7
Jackson, MS 85 9,556 17,231 30,639 12.5 12.2 ’
Jacksonville 61 21,971 43,981 84,682 14.9 14.0
Johnstown-Altoona 81 7,223 11,277 17,383 9.3 9.0 |
Joplin-Pittsburg 119 4,800 7,992 12,755 10.7 9.8 l
Kansas City 30 44,564 77,835 134,861 11.8 11.6 ’
Knoxville 60 14,217 26,193 47,939 13.0 12.8 ‘
LaCrosse-Eau Claire 127 n/a 11,043 20,346 n/a 13.0 '
Lafayette, LA 111 9,450 16,437 30,824 11.7 13.4
Las Vegas 96 12,187 32,335 64,474 21.5 14.8
Lexington 77 11,063 20,137 36,288 12.7 12.5 |
Lincoln-Hastings-Kearney 90 8,658 15,528 27,488 12.4 12.1
Little Rock 55 19,441 33,457 58,386 11.5 11.8
Los Angeles 2 320,899 681,409 1,254,286 16.3 13.0 |
Louisville 49 26,536 38,795 57,532 7.9 8.2 '
Lubbock 141 7,569 14,719 27,700 14.2 13.5 ’
Macon 132 n/a 10,082 18,168 n/a 12.5 ;
Madison 109 10,909 17,396 28,452 9.8 10.3 ‘
McAllen-Brownsville 117 n/a 13,524 25,028 n/a 13.1
Medford, OR 156 n/a 6,246 10,525 n/a 11.0
Memphis 40 25,887 47,564 83,824 12.9 12.0
Miami 14 83,797 173,564 357,373 16.7 15.5
Milwaukee 28 42,549 71,298 121,173 10.9 11.2
Minneapolis-St. Paul 16 68,935 133,568 254,925 14.1 13.8 |

_ |
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Historic and projected net non-network revenues by market (con:inued)

Net non-network revenues

1985-86 (8 thousands) -

ADI Average annual growth (% )

rank 1980 1985 1990 1980-85 1985-90
Mobile-Pensacola 57 14,811 26,996 50,180 12.8 13.2
Monroe-El Dorado 114 6,183 9,083 14,299 8.0 9.5
Montgomery 116 8,492 13,154 20.708 9.1 9.5
Nashville 31 26,151 52,976 100,666 15.2 13.7
New Orleans 34 39,277 73,661 129,237 13.4 11.9
New York 1 343,292 652,172 1,190,989 13.7 12.8
Norfolk-Portsmouth-Newport

News-Hampton 46 22,969 45,381 86,234 14.6 13.7
Odessa-Midiand 144 5,109 12,189 26,724 19.0 17.0
Oklahoma City 36 35,399 64,058 112,389 12.6 11.9
Omaha 70 18,643 30,656 50,825 10.5 10.6
Orlando-Daytona Beach 27 32,329 71,071 154,294 17.1 16.8
Paducah-Cape Girardeau-

Harrisburg 75 8,863 16,394 28,380 13.1 11.6
Peoria 100 10,019 15,173 23,026 8.7 8.7
Philadelphia 4 133,087 237,459 414,761 12.3 11.8
Phoenix 22 56,316 109,613 220,471 14.2 15.0
Pittsburgh 12 67,643 103,377 158,694 8.9 9.0
Portland-Poland Spring 76 9,682 19,002 35,949 14.7 13.6
Portland, OR 25 45,134 86,202 150,565 13.8 11.8
Providence-New Bedford 42 22,131 37,279 62,817 11.0 11.0
Raleigh-Durham 38 20,208 45,206 90,925 17.5 15.0
Reno 125 7,856 12,893 21,823 10.4 11.1
Richmond 63 15,848 32,914 61,180 15.7 13.2
Roanoke-Lynchburg 72 11,256 19,392 32,955 11.5 11.2
Rochester-Mason City-

Austin 142 5,476 8,648 13,429 9.6 9.2
Rochester, NY 71 19,469 31,431 49,480 10.1 9.5
Rockford 112 9,023 13,168 20,002 7.9 8.7
Sacramento-Stockton 20 47,989 100,769 198,314 16.0 14.5
St. Louis 18 63,119 103,811 171,023 10.5 10.5
Salinas-Monterey 110 15,349 22,582 36,369 8.0 10.0
Salt Lake City 39 32,870 58,353 112,354 12.2 14.0
San Antonio 45 27,027 63,860 130,129 18.8 15.3
San Diego 26 44,722 97,102 201,324 16.8 15.7
San Francisco 5 148,857 292,896 569,409 14.5 14.2
Santa Barbara-Santa Maria-

San Luis Obispo 113 5,561 11,658 22,446 16.0 14.0
Savannah 108 6,590 12,340 21,747 13.4 12.0
Seattle-Tacoma 13 68,659 149,285 297,664 16.8 14.8
Shreveport-Texarkana 53 11,699 21,441 37,955 12.9 12.1
Sioux City 129 6,409 8,622 12,121 5.9 7.3
Sioux Falls-Mitchell 95 5,939 12,357 23,275 15.8 13.5
South Bend-Elkhart 84 9,703 16,879 29,482 11.7 11.8
Spokane 78 13,702 22,189 35,898 10.1 10.1
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Historic and projected net non-network revenues by market (continued)

1985-86 ($ thousands)
ADI Average annual growth (%)
rank 1980 1985 1990 T 7980-85  1985-90
Springfield, MO 83 8,850 15,281 25,403 11.5 10.7
Springfield-Decatur-

Champaign 69 14,741 19,406 28,580 5.7 8.0
Syracuse 67 15,804 24,647 39,227 9.3 9.7
Tallahassee-Thomasville 130 n/a 10,680 19,504 n/a 12.8
Tampa-St. Petersburg 17 59,217 112,176 220,764 13.6 14.5
Terre Haute 131 5,945 9,111 13,890 8.9 8.8
Toledo, OH 65 n/a 29,040 48,276 n/a 10.7
Topeka, KS 143 n/a 7,974 12,784 n/a 9.9
Traverse City-Cadillac 139 4,480 7,180 11,252 9.9 9.4
Tucson 82 14,461 25,937 47,597 12.4 12.9
Tulsa 52 22,679 43,853 81,154 14.1 13.1
Washington, DC 9 97,034 190,620 362,219 14.5 13.7
Wausau-Rhinelander 128 4,211 6,150 10,132 7.9 10.5
Witchita-Hutchinson 59 15,907 29,911 53,901 13.5 12.5
Wichita Falls-Lawton 126 6,624 10.289 16,301 9.2 9.6
Wilkes Barre-Scranton 58 11,806 19,962 33,622 11.1 11.0
Yakima 123 3,865 9,639 15,601 20.1 10.1
Youngstown 92 8,759 12,029 17,675 6.6 8.0

Source: FCC. 1980 net non-network revenues, except where noted as estimate and Frazier. Gross & Kadlec. Inc.. estimates 1985 and 1990.
a/ Estimate.
Shopping list (from page 58) War Chronicles Orbis C
L . What’s in a Name Lionheart C
Riptide Columbia C Worlds Greatest Group W B(2+/3+)
Route 66 Colex B(5/7) Mysteries
Simon and Simon MCA C
St. Elsewhere Victory ¢ -
T..J. Hooker Columbia C FlrSt'run Weeldy hOllI‘S
Wonderful World of Disney C o
I )isney Program Distributor Terms
Destination America Taffner C
Let the Good Times Group W B(5/7)
- - 3§ Rock
FIrSt run weekly half hours MTYV Top 20 Count- Viacom B(5+/6+)
o down
atccl pistriburer rerms Rock 'n Roll Weekend  King World B(6/6)
Buchanan, H. S. Capital Cities B(3/3) News
Check it Out Taffner C+++ Women of the World  King World B(5/7)
(off-cable)
Dream Girls. U.S.A. 20th Fox B(3/3+) . . ' e .
Gidget L Colex B(2+/34) First-run children’s live action
Headlines on Tria
Inside Soaps Jeff Allen B(2+/3+) half hours
Mama’s Family Lorimar B(3/3+) o
Nine to Five 20th Fox B(3/3+) Program Distributor Terms
No Earthly Reason Silverbach/ B(2/4) Kideo TV LBS B(2/4)
Lazarus (Three 30-minute
On the Record Samuel Goldwyn B(2+/3+4) shows)
One Big Family Lorimar/P&G B(3/3+) Monster Band Takes  JM Ent. B(2/3)
Ted Knight Show Tatfn C+++ a Stand
Tf](r()bmg oW \\f:)rl(fwl'.isi()n C++ \V()m'bles Mizlou B(2+/3+)
Trendsetters Paradise Ventures B(2/4) Zoobilee Zoo SFM B(4/2)
8(3/ 3) Source: Petry Television

Wacky World of Sports  Orbis
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ESSENCE WORKS
IN THE
MOST IMPORTANT
TIME PERIOD
OF ALL.

Contemporary. Relevant. Essential. list of major national accounts, too.
Thats Essence. Programming at its best, Best of all, Essence is working—in New
Essence brings entertainment and infor- York, Memphis, Philadelphia and more

mation to millions of viewers
every week.

Essence is lively—deliver-
ing one of the most impres-
sive line-ups of celebrities
anywhere.

Essence is vital—with
award winning segments on
lifestyle, current trends and
today's issues.

than 50 other cities, deliv-
ering more than 70% of all
Black viewers nationwide*
: So consider Essence. If
4 it works in a time period
like the 80, imagine how
it will work in time periods
like early fringe, weekends,
Or even prime access.

For more information,

Essence iS. advertiseg- Host Susau L. Taylor talks with Mwuanii Vice Stop by our Booth #866 at
friendly—with strong local = star Poilip Micheel Thomas. NATPE or call Raymond
opportunities and a whole Horn at (212) 315-4208.

ESSENCE

THE TELEVISION PROGRAM -

OURTHIRD YEAR

ESSENCE TELEYISION PRODUCTIONS. INC.
1500 BROADWAY
NEW YORK., NEW YORK 10036
212)730-4200

"NSI MAY 1985
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| Network ¢ Soa
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Prodl.me"s of The
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—BUILT-IN AUDIENCE:
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t's a new kind of television from

PREISEUBEY NEW YORK W NEW JERSEY

v (212)315-4000 st ‘ ™ (201} 522-0100
: » ENTERPRISES ,
i - LOS ANGELES CHICAGO DALLAS NASHVILLE -
A (213)826-1108  (312) 337-6765  (214) 960-1996  (615) 373-1500 | & )

THE
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COMPANY National Advertising by
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