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Two more
of Viacom’s
chiefs leave

By RICHARD TEDESCO
Staff reporter

NEwW YORK—With Sumner Redstone and Frank
Biondi at the top, the shake-up in high-level man-
agement continued at Viacom International last
week.

Jules Haimovitz, president of Viacom Networks
Group, said he’s resigning, thereby signaling what
sources said will be a continued exodus of officers
involved in an earlier failed buyout bid for the
company.

At the cable networks, Viacom named Thomas
Freston, one of MTV Networks’ two presidents, as
the networks’ sole president and chief executive
officer. )

As a result, Robert Roganti, the networks’ presi-
dent of operations, resigned.

According to one well-placed source, executives
in the buyout attempt who still are considering re-
signing include Gordon Belt, vice president and
chief financial officer; Ronald Lightstone, senior
vice president; and George Castell, vice president
of corporate development.

Mr. Haimovitz told ELECTRONIC MEDIA, ‘‘Basi-
cally there’s a new organization in place, there are
natural breaks in a person’s life, and it’s time to
move on.”

—  The resignations will provide opportunities for

Mr. Redstone, who bought Viacom and named
himself chairman, and his choice for chief execu-
tive, Mr. Biondi, to strengthen their management
grip.

The departure of Mr. Haimovitz will clear the
(Continued on Page 54)

~

fight back.

By RICHARD MAHLER
Les Angeles bureau chicf

Home video is hitting broadcasters hard, and
some TV stations and networks are beginning to

“I know it’s hurting me, I just don’t know
how much,” laments Rick Feldman, station man-
ager of independent KCOP-TV in Los Angeles.

He says his block of afternoon children’s pro-
graming has dropped from an average 7 rating
(percentage of TV homes) to a 4 in recent months.

While individual stations and syndicators have

TBS loses $26 million

ATtLANTA—Turner Broadcasting System reported
a $26 million loss in the quarter ended June 30.
The first-quarter loss, which amounted to $1.06
per share, compared to a loss of $70.2 million, or
$2 per share, for the same quarter a year earlier.
For the first half of the year, TBS has lost $65.8
million, or $2.39 per share, compared to $77.1 mil-
lion, or $2.19 per share for the first half of 1986.
Last year’s first-half losses included a charge of
$25.7 million related to the Goodwill Games. Rev-
enues for the second quarter were up 7 percent to
$169.3 million, while revenues for the first half of
the year increased 25 percent to $307.2 million.

Shopping game canceled

NEw YorRKk—The MCA and Home Shopping Net-
work program ‘““Home Shopping Game” has been
canceled, effective Sept. 11. The program pre-

(Continued on Page 55)
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conducted no major studies of their own of home
video’s impact, it’s clear that significant changes
have taken place.

(Continued on Page 30)

Cable draws ho-hum reviews

By RICHARD TEDESCO
Staff reporter

NEw YorRk—Consumers gave
generally mediocre ratings to
cable TV networks and systems
in a just-released survey con-
ducted by Consumer Reports
magazine

The survey, which already has
produced angry criticism from

some cable executives, is the
cover story in the magazine’s
September issue.

It’s hitting the streets just as
cable executives convene in San
Francisco this week at the an-
nual meeting of the Cable Televi-
sion Administration & Marketing
Society (see related story, Page
4).

“They’ve really misled every-

body,’”’ said Marshall Cohen,
MTYV Networks senior vice presi-
dent of research. “I am surprised
they did such a shoddy analysis
of this.”

Among the services garnering
low ratings in the reader poll
were The Playboy Channel, MTV
and The Nashville Network.

On a 1-to-100 rating of excel-

(Continued on Page 55)
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CTAM ’87 conference gets under way

By WILLIAM MAHONEY
Staff reporter

SAN FRANCISCO—A speech today by Robert
Wright, president and chief executive officer
of NBC, is one of the highlights of the annual
Cable Television Administration and Mar-
keting Society conference.

About 1,100 attendees are expected at
“CTAM '87-We’ve Got the Edge,”’ which
runs through Wednesday at the Fairmont
Hotel.

Mr. Wright, who served as president of
Cox Cable Commmunications from 1980 to

1983, is expected to discuss ways that broad-
casters and the cable industry can work to-
gether.

He’s the highest-ranking broadcast execu-
tive ever to address the cable group.

Other key convention topics include origi-
nal programing, post-deregulation market-
ing and the challenges facing cable from
competing forces of distribution.

A session today dubbed “Cable’s Competi-
tive Edge: Fact or Fiction” is billed as a “no-
holds-barred debate” between former Fed-
eral Communications Commission commis-
sioners Dick Wiley and Nicholas Johnson.

Mr. Wiley, who will take the pro-cable
stance, is now a senior partner with the
Washington communications law firm of
Wiley, Rein and Fielding.

Mr. Johnson, a visiting professor with the
College of Law at the University of Iowa,
will make the case for cable’s competition.

Louis Rukeyser, host of PBS-TV’s “Wall
Street Week,” will moderate the debate,
which will be followed by a panel that in-
cludes Trygve Myhren, president of Ameri-
can Television and Communications Corp.,
and Sumner Redstone, president of National
Amusements.

On Tuesday, the relationships between the
major studios and cable services will be dis-
cussed at a panel. In addition, winners of the
Awards for Excellence in Cable Marketing
and Advertising will be revealed.

The results of a research project on cable
marketing will be unveiled on Wednesday. A
session later that day will explore home-
shopping opportunities.

Other scheduled speakers include Mel
Harris, president of the Paramount Televi-
sion Group; Michael Fuchs, chairman of
Home Box Office; and Jeffrey Reiss, chair-
man of Request Television.#

TBS board
endorses new
channel idea

By RUSSELL SHAW
Special to ELECTRONIC MEDIA

ATLANTA—Ted Turner’s plans for a new entertainment chan-
nel won the endorsement of Turner Broadcasting System’s new
15-member board last week, but CNN Headline News will es-
sentially remain the same.

The board, in its first meeting with company shareholders,
backed the concept of a second entertainment channel that
would use the vast MGM film library TBS acquired last year.

But it stopped short of making a firm commitment to launch
the network, according to Arthur Sando, TBS vice president of
communications.

A source close to the board also emphasized that the decision
should not be interpreted as a blanket endorsement of the
project.

“There’s no go-ahead,” he said.

The board also announced its decision not to alter the 30-mi-
nute daytime cycle of CNN Headline News in favor of more
business-oriented programing.

TBS had considered revamping the service’s format to include
as much as eight hours of business news daily. Mr. Sando said
the board decided instead to look at ways to enhance business
coverage on both CNN and Headline News.

Last week’s shareholders meeting was the first such gathering
since Mr. Turner began sharing company decision-making with
a board comprises representatives from seven multiple cable
system operators that came to his rescue with a $576 mil-
lion investment in June.

The TBS chairman, nonetheless, appeared to be in control of
the meeting.

“I know there had been a lot of speculation I couldn’t operate
in an environment where the decision-making process was
shared, but that’s not going to be a problem at all,” he said.

“] have a lot of experience being 50-50 partners with the
Soviets in the Goodwill Games project, and if you can be 50-50
partners with communists you can certainly be partners with
good old American cable operators that you know and have had
such a great relationship with over the years.”

Mr. Turner is also upbeat about the company’s future.

“From a strategic position, our company has never been in a
better position than we are in now,” he says.

“We are in a very competitive environment in the TV and
cable business, but we have lived in that environment in the last
10 years of our corporate life and have learned how to prosper.
That has made us tougher competitors.”

One area that’s helping to bolster Mr. Turner’s outlook is the

(Continued on Page 53)
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Syndication milestone

‘Cosby’ sales close to $500 million mark

By MARIANNE PASKOWSKI
New York burcau chief

NEwW YorRk—*“The Cosby Show” will be inches away from
the $500 million mark in syndication sales when it’s sold in
the Houston market this week.

Bidding for the Viacom Enterprises program, which be-
comes available in syndication in fall 1988, will open at
$50,000 a week in Houston.

“Cosby Show” sales have already far surpassed the $300
million syndication record that MCA Television is believed to
have set with “Magnum, P.1."” three years ago.

“We are now closing in on the half-billion-dollar mark,”
confirms Joseph Zaleski, president of domestic syndication
for Viacom Enterprises.

NBC'’s “Cosby,” the No. 1 show in network prime time, has
set record-breaking prices in syndication in just about every
market where it’s been sold.

For example, in New York, WWOR-TV paid $350,000 a
week for “Cosby,” while KCOP-TV in Los Angeles shelled out
$225,000 a week.

With last week’s sale to WTTG-TV, the Fox-owned inde-
pendent station in Washington, “Cosby” has now cleared 120
stations.

WTTG nabbed “Cosby” for much more than the $50,000
weekly opening price Viacom Enterprises had established for
the market, sources said.

Declining to comment about specifics on pricing, Mr. Za- |
leski said he was gratified with WTTG's bid and confirmed
that there were multiple bids in the market.

A source at a station that also bid for “Cosby” in Washing-
ton estimated that WT'TG paid around $70,000 a week for the
program.

Betty Endicott, vice president and general manager at
WTTG, said “Cosby’”” would be a ‘“‘wonderful addition to our
programing lineup in 1988."#

ABC, CBS not pushing anti-clutter campaign

By DIANE MERMIGAS
Senior reporter
CBS and ABC say they do not expect to fol-

low NBC on the campaign against commercial
clutter.

crative 30-second ad spot in its top-ranked
prime-time schedule.

But Thomas Leahy, president of the CBS
Television Network, scoffed at NBC’s move by
saying: “All they’re doing is transferring the
time taken by these smaller spots to a 30-sec-

breaks” and their attendant 15-second spots.
However, he said CBS will not consider any
additional steps to reduce or eliminate on-air
time given to promotional spots, credits or
titles in response to NBC’s game plan.

A spokesman for ABC executives said clut-
ter “is not a major issue” at that network.

“I think this is more of an issue for NBC and
CBS because of the kind of programing they
have.”

Initial response to NBC’s plan from broad-
casters and advertisers generally has been fa-
vorable.

Producers of daytime game shows, who will

NBC recently announced the first step of a
campaign against commercial clutter, begin-
ning this fall with the elimination of paid pro-
motional plugs at the end of its daytime game
shows.

The network is expected to offset its esti-
mated $6 million revenue shortfall from the
loss of the game show plugs by adding a lu-

ond commercial in a different daypart, which
they’ll get more money for and they say looks
neater.”

Mr. Leahy said CBS maintains ongoing dis-
cussions about unnecessary on-air interrup-
tions, which “the network works hard to mini-
mize.”

He said CBS recently eliminated its ‘“News-

ABC’s only daytime game show, “Bargain

Hunters,” is soon expected to leave the air.

“] doubt our schedule of promotional an-
nouncements, credits and the like would be
any different in the future just because of
what NBC is doing,” the ABC spokesman

said.

be financially affected by the change, largely
are reserving comment until they have more
detailed discussions with the network on just

how much license fees will be reduced.

Advertising agencies and their clients, who
so far have been low-key in their response,

(Continued on Page 53)
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ABC outlet

considering
staff cuts

By DIANE MERMIGAS

Senior reporter

CHICAGO—ABC-owned WLS-TV
here is considering the elimination
of as many as 42 more staff posi-
tions.

But Capital Cities/ABC officials
last week insisted the contemplated
cuts are not part of a new wave of
companywide reductions.

“If there are staff reductions being
made by some of our divisions or
units in the general course of re-
viewing their operations, they cer-
tainly would not involve the num-
bers that we have experienced in the
past,” said one high-level Capital
Cities/ABC executive, who asked not
to be identified.

“Any staff reductions being made
in parts of our operations—particu-
larly on the technical side—would
be very modest,” the executive said.
“There is no new push being made
by corporate management to offset
any losses we anticipate this year.”

Last year, WLS eliminated more
than 70 mainly technical positions
as part of a companywide reduc-
tion of personnel. The station has
since continued to be a dominant
force both in local ratings and reve-
nues.

Sources speculate that the latest
suggestions for staff cuts at WLS
may have grown out of a review re-
cently completed of technical ser-
vices and personnel at all four of
ABC’s owned TV stations, which
make up half of Cap Cities/ABC's
merged owned-stations group.

The review was conducted to de-
termine what unnecessary practices
or positions could be eliminated to
cut costs, and what issues could be
raised during the company’s next
contract negotiation with the Na-
tional Association of Broadcast Em-
ployees and Technicians, which will
begin next year.

Like NBC, ABC is expected to take
a hard line with unions on work
rules and provisions that are costly
and have become obsolete in light of
changed technology.

A difference of opinion about such
change has become a wedge between
NBC and NABET during the union’s
seven-week-old strike against the
network and its owned TV stations.

A recent memo from James Alle-
gro, senior vice president of Cap
Cities/ABC’s broadcasting division,
to WLS management identified
audio technicians, editors, minicam
operators, studio technicians, direc-
tors, graphic artists, stage hands and
announcers among the positions that
could be cut.

(Continued on Page 52)

Wide World photo

The opening ceremonies of the Pan American Games in Indianapolis garnered a
3.9 overnight rating for CBS.

CBS’s Pan Am Games
get off to modest start

By RICHARD TEDESCO
Staff reporter

New YorRk—The Pan American Games,
CBS Sports’ pre-Olympics plum, had
modest ratings in its first weekend, but
the numbers are expected to pick up
steam.

The Pan Am opening ceremonies on
Saturday afternoon, Aug. 8, scored a 3.9
rating (percentage of TV homes) in over-
night numbers from A.C. Nielsen Co.,
running third behind a 10.9 for NBC's
Major League Baseball and a 6.6 for
ABC's NFL Hall of Fame game.

ABC also carried action from the PGA
championship for a 4.4 rating after the
NFL clash.

On Sunday, the Pan Am numbers were
further flattened by NBC’s 10.1 for the

Denver Broncos-Los Angeles Rams exhi-
bition game from London and ABC’s 4.8
for its PGA coverage.

The Pan Am Games scored a 3.4 rating,
which a CBS Sports spokeswoman char-
acterized as “‘respectable.”

“There was a lot of competition from
baseball and football,” she said. CBS was
looking for an average rating of 5 to 6 for
the whole event because the games were
expected to heat up for the just-ended
second weekend, she added.

Despite the initial modest showing, the
advertising community did not seem dis-
appointed looking ahead to the second
Pan Am weekend.

‘They're ahead of the game,” said Ron
Von Urff, vice president and associate
media director for the J. Walter Thomp-

(Continued on Page 52)
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Low summer

ratings cause

apprehension

By RICHARD MAHLER
Los Angeles bureau chief

Los ANGELES—Network executives have their fingers
crossed this month, hoping that the unusually low viewing
levels this summer won’t carry over into the fall season.

“While it’s gratifying to win a Nielsen week in the months
of June and July, it concerns me that the other two major
competitors are getting an 8 or a 10 rating (percentage of TV
homes),” NBC Entertainment President Brandon Tartikoff
told TV critics gathered here recently for the semiannual
press tour.

NBC has managed to knock off CBS and ABC in prime
time this summer with ratings as low as 11 to 13.

It’s been common wisdom that vacations, daylight-saving
time and seasonal leisure habits keep viewers away from the
TV set from June to September.

But this year’s decline is seen as symptomatic of growing
disenchantment with the reruns and variable original fare
networks burn off each year.

For example, in the week of Aug. 3 to 9, NBC claimed vic-
tory with a feeble 12.8 rating and 25 share (percentage of
sets in use), followed by ABC with a 9.6/19 and CBS'’s
9.5/18. Thirty of the week’s 67 prime-time shows generated
ratings of 10 or lower, garnering 11 to 22 share levels.

“There may be a day coming when—if people don’t take
the summer programing more seriously—we could see that
erosion just follow us into the fall season,” Mr. Tartikoff
warned. He speculated that lower viewing levels could cut
awareness of new programs, thus reducing sampling.

The NBC executive complained that his rivals seemed
“willing to suffer with very uncompetitive numbers” in re-
cent months, content to write down their investments in
flop pilots and “unwieldy” miniseries.

Kim LeMasters, vice president of programs for CBS En-
tertainment, responded later in the tour by saying his net-
work is undecided on what to do about the ratings drop-off.

“The obvious answer would be (more) original program-
ing for the summertime so that the viewer would have new
product,” he said.

Although CBS has had some original episodes on the air
since June, they primarily consisted of failed pilots (sche-
duled as “CBS Summer Playhouse”) and big-budget seg-
ments of “Adderly” and ‘“Night Heat,” two original late-
night series shot in Canada.

“I think all three networks must be very, very concerned
about the drop-off during the summertime,” said Mr. Le-
Masters.

“From Dec. 29, 1986, to about July 26, 1987, CBS declined
4.2 rating points, NBC declined 4 rating points and ABC
has declined 3.7. It is an industrywide problem that all
three networks must face up to and deal with collectively.”

Earlier, CBS President Laurence Tisch told the critics his
network’s low-rated repeat of the miniseries “Space” last
month was “the major disappointment for CBS this sum-
mer.” The final segment of the four-part show was ranked
dead last in the A.C. Nielsen Co. survey for the week.

ABC Entertainment President Brandon Stoddard didn’t
address summer ratings directly during his appearance be-
fore the TV writers, but he told a smaller news confer-
ence here last June that his network is looking at ways to
beef up its summer schedule.

ABC recently struck a deal with Columbia/Embassy that
will provide additional original episodes of “Who's the
Boss?’ beyond the traditional 22-segment order, beginning
next May.

(Continued on Page 53)

Fox plans to syndicate weeknight talk show

By RICHARD MAHLER
Los Angeles bureau chief

Los ANGELEs—Twentieth Century Fox Film
Corp. will offer “A Current Affair,” the lively
weeknight talk show produced by Fox-owned
WNYW-TV in New York, in national syndica-
tion next fall.

The newsy and sometimes offbeat series,
hosted by Maury Povich, is the first in-house
production from the Fox Television Stations
that is being rolled out nationally through
Fox’s own syndication unit.

Another Fox project being contemplated for
national syndication is “Dr. Science,” a Satur-
day morning children’s series that will air on
Fox-owned stations this fall.

Additionally, five pilot episodes of the
“Howard Stern Show’’ have been produced by
WNYW for possible distribution to Fox-
owned or other stations.

But the proposed late-night show, featuring
one of the country’s bawdiest shock radio
jocks, remains ‘“‘only a development idea,” ac-
cording to a Fox executive. There are no cur-
rent plans to shoot additional segments.

As for “A Current Affair,” it will be sold at
next February’s NATPE International con-
vention in Houston, with terms to be an-
nounced.

The half-hour show is a magazine strip pro-
viding news-oriented features, satire and in-
terviews. It relies heavily on seven roving re-
porters who appear on live satellite feeds from

throughout the United States.

Described by the New York Times as “tab-
loid journalism at its best,” the series gen-
erally airs after early local newscasts.

“A Current Affair,” which premiered 13
months ago on WNYW, is carried on all seven
Fox-owned stations.

The other Fox project, “Dr. Science,” is a
live-action show starring members of San
Francisco’s Ducks Breath Mystery Theater, a
four-man comedy troupe heard on National
Public Radio.

Fox is also shooting a pilot for an untitled
weekly series dramatizing actual cases taken
from FBI files. The show would target week-
end early-fringe time periods in a bid to knock
off underperforming first-run sitcoms.

Michael Lambert, executive vice president
of domestic syndication for Fox, was making
sales calls in Philadelphia last week on “A
Current Affair” and was not immediately
available for comment.

But a spokesman for Fox confirmed that “A
Current Affair”’ had been turned over to Mr.
Lambert for national distribution.

“We're using the Fox-owned stations as a
breeding ground for new shows that might be
rolled out nationally in syndication or through
scheduling on the Fox Broadcasting Co.,” said
Michael Binkow, vice president of corporate
communications for Fox. “Much of our pro-
graming for syndication will now be deve-
loped in-house and tested on the Fox stations
first.”#
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G. Gordon Liddy: Can we talk?

Expect All American Television to aggressi-
vely begin peddling a half-hour late-night talk
strip to be hosted by Watergate persona G.
Gordon Liddy well before NATPE in February.

THE INSIDER

All American will syndicate the program, which
is available for fall 1988, and Scotti Brothers/
Syd Vinnedge Television will produce.

I I

CBS is attempting to persuade more of its af-
filiates to clear its faltering late-night schedule
by offering them increased cash compensation
payments in that daypart. However, the total
amount of compensation paid to each station is
not changing because compensation percentages
for other dayparts are being proportionately re-
duced. The tact, so far, has enticed at least sev-
eral stations to resume broadcasting the net-
work’s third place late-night schedule of mostly
first-run entertainment.

* k¥

Also, CBS executives are beginning to pri-
vately express reservations about whether “The
Morning Program” will survive much past
year’s end, when co-host Mariette Hartley will
have the opportunity to exit from her current
contract. Despite a recent promotional push, the
show has failed to register the ratings growth
needed to keep it on the air past the November
ratings sweep, although its female demographics remain
strong. To keep anxious affiliates from pre-empting the net-
work with syndicated morning fare beginning in January,
CBS may choose to reinstate an elongated version of its
“Morning News” early next year, insiders say.

*x ok 3k

Brad Holmes, the former assistant to FCC Chairman
Dennis Patrick, is still President Reagan's choice for the
vacant FCC seat, but no formal announcement is expected
from the White House until September, at the earliest. Why
the delay? The White House wants the FBI to complete its
routine background check before making its choice official.

* K *

An MTV film crew was detained at the Soviet border
recently when authorities discovered a suspicious item in
their luggage—a boom box. The crew, along with HBO’s
entourage filming Billy Joel, was kept for three hours. And
the boom box is still in Russian custody.

* ok ok

One of the names being floated through the halls of Black
Rock as a possible replacement for public relations heavy
George Schweitzer, who'’s leaving CBS next week, is Bud
Rukeyser, NBC'’s executive vice president of corporate com-
munications. Mr. Rukeyser is one of several top level NBC
executives who is planning to leave NBC within the year
when NBC's more lucrative benefit package is replaced

MARIETTE HARTLEY
“Morning Show" pact ends soon

BRAD HOLMES

with parent company General Electric’s plan. The word is
Mr. Rukeyser would like to keep working, preferably in
Manhattan. But there was no indication he would jump
to CBS, if offered the opportunity.

* ¥ ok

Apparently there are no hard feelings between CBS and
the Sauter family. Mark Sauter, offspring of ex-CBS News
chieftain Van Gordon Sauter, has landed his first job as a
reporter for KIRO-TV, the CBS affiliate in Seattle. The
young Mr. Sauter, who just completed four years in the U.S.
Army, including a stint as a Green Beret, will start at KIRO
in January. According to his new boss, John Lippman,
KIRO’s vice president and news director, he will be given no
special treatment.

*k ok ok

But Michael Reagan’s attempts to follow in his actor
father’s footsteps are less than impressive, judging from the
slow clearances of “Lingo,” the new half-hour syndicated
word game show he’s hosting. Only about 20 markets, most
of them small- to medium-sized, have signed on for the Sep-
tember start planned by ABR Entertainment.

* * *

Rick Levy, D.L. Taffner’s new president of sales and mar-
keting, says he has a penchant for unusual first days on
the job. His arrival at Taffner last week was upstaged by
England’s Prince Edward, who was conducting a press con-

Still president’s FCC choice

ference—replete with TV cameras—in Mr. Levy’s
office for a special the prince is producing and
Taffner is distributing. Mr. Levy says the inci-
dent was not unlike his first day at King World’s
Camelot Entertainment division. His arrival
there was overshadowed as well by the family
feud that erupted when Robert King, brother of
Roger and Michael, announced his defection to
Columbia Television.
* ok ok
Also overheard on the Prince Edward beat, his
royal highness got a job offer from rock singer
Meatloaf while appearing at that Taffner press
conference for USA Network’s kickoff of the ce-
lebrity-packed special “Grand Knockout Tour-
nament.” Meaty, as the Duchess of York (a.k.a.
Fergie) calls the rock star, has his eye on the
Captain Hook role in a new Peter Pan film, and
suggested the prince join him in the production.
x * x
Insiders were complaining that the search for
a new president at the Television Bureau of
Advertising, which began last spring, is drag-
ging. But outgoing president Roger Rice says
that’s not because there’s a dearth of qualified
applicants. TvB’s search committee is on the
case and will meet Aug. 27 and 28 to review
some of the hopeful candidates.
* ¥k
Viewers for Quality Television is still crowing over the
role it played in the apparent revival of ABC-TV’s canceled
“Our World” by public station WNET-TV in New York.
“You did it,” the Virginia-based non-profit group is telling
its members, many of whom wrote letters to ABC protesting
the show’s demise. William Baker, WNET’s president,
agrees. “If it weren’t for VQT, ‘Our World’ would be rele-
gated to the Museum of Broadcasting and not part of televi-
sion’s future.” Returning host Linda Ellerbee is so impressed
she’s trekking to VQT’s convention next month to give
thanks. “You made a liar out of me. This time when I said,
‘And so it goes,” I was wrong.”
L S 3
And finally, Jeff Smulyan, president and chairman of
Emmis Broadcasting Corp., is trying to drum up some inter-
est among his colleagues on the National Association of
Broadcasters’ board for a proposal to totally deregulate
commercial broadcasting. Mr. Smulyan would scrap the
current license process and in exchange, broadcasters would
have to provide partial subsidization of public broadcast-
ing, campaign costs for legislators and minority ownership,
among other things. He argues that broadcasters are spend-
ing millions of dollars in meeting regulatory costs, so “let’s
spend it in the form of a more direct subsidy.” #

—Written by Marianne Paskowski from bureau reports

Harper off ‘Valerie,
Duncan to take over

By WILLIAM MAHONEY
Staff reporter

Los ANGELES—The continuing
saga of Valerie Harper took a new .

By DIANE MERMIGAS
Senior reporter

A federal appeals court last week upheld a 1985

Court upholds libel ruling
against anchor in Chicago

‘There is clear and convincing
evidence that a local television

twist last week with word that the
star of NBC’s “Valerie” will be re-
placed by Sandy Duncan.

A salary dispute between Ms.
Harper and producer Lorimar,
which apparently was settled two
weeks ago, suddenly blew up again
and Lorimar replaced Ms. Harper
altogether.

A Lorimar spokesman said the
show’s title will not be changed, and
that Ms. Duncan will play a new
character on ‘“Valerie’’ named
Sandy Hogan.

She will replace Ms. Harper, who
played Valerie Hogan, as the new
head of the Hogan household. Ms.
Duncan’s character will be the sister
of Mike Hogan, Ms. Harper’s hus-
band in the series, who is played by
Josh Taylor.

Lorimar isn’'t saying how the
script will be adapted to ease Ms.
Duncan into the show—and Ms.
Harper out.

The production company also
isn’t saying what it plans to do with
the two episodes of “Valerie” that
have already been shot.

SANDY DUNCAN
To head the Hogan household

The first new episode of the fall
season was filmed July 31 without
Ms. Harper when she refused to re-
port to work.

Another was shot after she re-
turned on Aug. 4. On that date,
Lorimar announced that the com-

(Continued on Page 53)

jury ruling that Walter Jacobson, a principal anchor
for CBS-owned WBBM-TV in Chicago, libeled a
Louisville cigarette manufacturer in an anti-smoking
commentary that aired six years ago.

Mr. Jacobson and CBS Inc. now are required to pay
Brown & Williamson Tobacco Corp. a $2.05 mil-
lion punitive award and $1 million in compensatory
damages.

The compensatory damages, originally designated
by the jury as $3 million, had been previously re-
duced by a U.S. District Court judge who said the
tobacco company failed to prove actual damages.

Mr. Jacobson, who co-anchors the station's 4:30
p.m. (CT) and 10 p.m. weekday newscasts and deliv-
ers a nightly “Perspective” commentary, is personally
liable for $50,000 in punitive damages.

A CBS spokeswoman said last week the opinion
would be studied before a decision was made whether
to appeal.

Mr. Jacobson said he was “very disappointed” by
the ruling. He has maintained throughout the trial
and appeal that he would continue practicing the
same hard-hitting brand of journalism.

In a tersely worded opinion that rejected CBS’s
free-speech arguments, 7th Circuit Court of Appeals
Chief Judge William J. Bauer wrote that ‘“‘there is
clear and convincing evidence that a local television
journalist acted with actual malice when he made
false statements . . . .”

The appeals court said Mr. Jacobson knowingly at-

journalist acted with actual
malice ....

—Chief Judge William J. Bauer
7th Circuit Court of Appeals

tributed false motives to the tobacco company in a
Nov. 11, 1981, commentary that accused Brown &
Williamson, makers of Viceroy cigarettes, of luring
youngsters to its products through extensive adver-
tising.

In his “Perspective,” Mr. Jacobson said Brown &
Williamson’s ad campaign was designed to lure
youngsters to its product by equating smoking with
“pot, wine, beer, sex and wearing a bra.”

Brown & Williamson denied ever launching such a
campaign, and said the company was so outraged
by its ad agency's advice that it fired the firm.

Mr. Jacobson contended the commentary was
grounded in a Federal Communications Commission
study of the ad practices employed by the tobacco
firm and other members of the tobacco industry.

The appeals court also had harsh words for Michael
Radutzky, a WBBM news producer who formerly
worked as Mr. Jacobson’s researcher, for intention-
ally destroying documents that would have estab-
lished that he and Mr. Jacobson were aware of errors
in the commentary at the time it aired, the judges
said. #
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“The New Mike Hammer Show”’ will now be seen on USA Network.

USA Network picking up
‘The New Mike Hammer’

By JANET STILSON
Staff reporter

NEW YORK—USA Network has picked up 52 hours
of “The New Mike Hammer Show,” which is com-
pleting its run on CBS.

The basic cable service will also carry “Ray Brad-
bury Theater,” which originally appeared on HBO.

In addition to the six half-hour “Ray Bradbury”
shows already produced, the series’ original pro-
ducers, Atlantis Films, will supply USA Network
with 12 original episodes.

Flushing out limited-run series with new episodes
is a strategy USA Network has taken with such off-
network shows as “Alfred Hitchcock Presents” and
“Airwolf.”

While three new episodes of “Airwolf” will be seen
in January, USA has opted not to continue producing
new episodes of the program.

New “Hitchcock’ shows will be forthcoming, how-
ever.

Both “Ray Bradbury” and ‘‘Mike Hammer” debut

on USA Network this fall.

“Mike Hammer” will take the 7 p.m. (ET) Saturday
and 8 p.m. Sunday time slots. The program kicks
off on USA Network Sept. 16 with a two-hour movie
at 9 p.m.

“Ray Bradbury” reruns will debut Oct. 17 in the
10:30 p.m. Saturday time slot, with new programs
rolling out in January.

Also new to USA Network’s schedule this fall will
be the children’s series “MASK” and two game
shows, “Press Your Luck” and “Tic Tac Dough.”

Both game shows appeared on network TV and
have been in syndication for some time.

“Tic Tac Dough” premieres Oct. 12 in the 3 p.m.
weekday time slot, and “Press Your Luck” premieres
Sept. 14 at 2:30 p.m. weekdays. “MASK” joins the
lineup Sept. 14 at 7:30 a.m. weekdays.

In additien, USA has renewed nine series: “Check
It Out,” “Bumper Stumpers,” ‘“Jackpot,” *‘Chain
Reaction,” “‘Cover Story,” ‘“Hollywood Insider,”
“Night Flight,” “Dance Party USA" and *“Cartoon
Express.” #
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Former MTV

chief planning

major projects

By RICHARD TEDESCO
Staff reporter

NEW YOorRK—Robert Pittman, a boy
wonder of the entertainment indus-
try, has big plans for his newly
launched Quantum Media.

Quantum will become an active
player in the TV programing, mo-
tion picture and music industries,
vows the 33-year-old executive who
is credited as the driving force be-
hind MTV.

He left as chairman of the music
video service at the end of last year.

Mr. Pittman hopes to accomplish
that multifaceted, multimedia goal
with the financial backing of MCA
Television, Quantum’s equity part-
ner in the venture.

“They own half the company.
They own half of anything we do,”
Mr. Pittman says.

In fact, one of the first projects
Quantum will launch is a prime-
time strip series to air this fall on
WWOR-TV, MCA’s only TV station
in the New York market.

Sources say the vehicle is a con-
troversial ultra-conservative talk
show that Mr. Pittman believes will
fill a void in television today. Quan-
tum hopes to syndicate the show
nationally.

“We won’t do the obvious,” he
promises. “If I wanted to do that I
would have stayed at MTV.”

Quantum also has a commitment
from CBS for a new series, accord-
ing to Kerry McLuggage, president
of Universal Television for MCA.

He says Universal expects to
“work closely” with Quantum on a
number of projects, including three
or four in the works.

Quantum will maintain autonomy
on its projects, and Universal in-
tends to act as the company’s dis-
tributor. The details of their inter-
action are still being defined.

Mr. Pittman also hopes to have

».<
ROBERT PITTMAN
“We won't do the obvious”

three film projects in development
within the year. Quantum will focus
on motion pictures with production
costs in the $3 million to $6 million
range.

Music, too, figures to be a large
part of Mr. Pittman’s new business.
QMI Music, Quantum’s record label
being distributed by MCA, hopes to
sign 15 new artists in the next year.

Since leaving his role as chairman
of MTV late last year to start Quan-
tum, Mr. Pittman has scored a plati-
num hit in home video with the re-
lease of the ‘‘Sugar’’ Ray
Leonard-‘‘Marvelous’ Marvin
Hagler title fight.

And Quantum found a way to get
additional reach on the ‘“collector’s
edition” videocassette by incor-
porating its first music video on it.
Along with behind-the-scenes ma-
terial from the fight, the video fea-
tures singer Ella Brooks singing

(Continued on Page 52)

Hubbard to acquire
2 ABC-TV affiliates

By DIANE MERMIGAS
Staff reporter

Hubbard Broadcasting will pur-
chase two ABC affiliates in Minne-
sota from Harcourt Brace Jovano-
vich for $10.75 million.

The VHF stations are WDIO-TV
in Duluth and WIRT-TV, an outlet
used to extend the signal in Hibbing
of WDIO.

Harcourt Brace will use the sale
proceeds to help pay off the $3
billion debt incurred in a recent re-
capitalization that was designed as
a defense against a hostile takeover
bid from British publisher Robert
Maxwell.

Stanley Hubbard, chairman and
president of Hubbard, said WDIO
will be able to share some materials
and services with Hubbard’s flag-
ship station, KSTP-TV in St. Paul,
although the two station operations
will remain autonomous.

WDIO, the top-rated station in its
market, also will become the 62nd
station in the Conus Communica-
tions' satellite news service, an in-

dependent entity owned by Hub-
bard.

Frank Befera, currently president
and general manager of the two
Harcourt Brace stations, will con-
tinue as their chief executive in
charge, Mr. Hubbard said.

“We have been friends for years
and we view this as a very amicable
deal,” he said.

“The company knows we have a
committment to broadcasting in
Minnesota and they approached us
about the sale of these stations for
that reason.”

Three other companies also bid on
the two television stations, but
Hubbard’s was the highest offer
made, sources said.

Mr. Hubbard said he expected the
transaction to be completed within
60 days, pending approval by the
Federal Communications Commis-
sion.

St. Paul, Minn.-based Hubbard
Broadcasting currently owns seven
other television stations, two FM
radio stations and three AM radio

stations.#

More PTL backlash

Attorney says he was fired for urging probe

By ROBERT HOMAN
Staff reporter

WasHINGTON—A former U.S. attorney is charging
he was fired because he urged the Justice Depart-
ment to conduct an aggressive investigation of the
PTL ministry.

Charles Brewer, the former U.S. attorney for the
Western district of North Carolina, said he was
ousted from his job shortly after being authorized to
handle the investigation of the television ministry.

He was removed by Attorney General Edwin
Meese, then replaced by Thomas Ashcraft, a for-
mer aide to Sen. Jesse Helms, R-N.C.

But Justice Department spokesman John Russell
said Mr. Brewer’s charges are ‘‘nonsense.”

“Mr. Brewer’s departure had nothing to do with
the PTL investigation,” Mr. Russell said. Mr. Brewer
was informed two years ago that he would be re-
placed eventually by a nominee of Sen. Helms, Mr.
Russell said.

Mr. Brewer said he began urging the Justice De-
partment to investigate PTL back in May, after re-
ceiving tips from the FBI and PTL officials.

“I was pushing for an immediate investigation of

PTL, as was the fraud division (of the Justice De-
partment),” Mr. Brewer told ELECTRONIC MEDIA. “We
were looking weak and ineffective for not starting
an investigation.”

Instead, Mr. Brewer said, the department for
months delayed making a decision on how to handle
the matter.

The department didn’t involve the North Carolina
office in the investigation until after it received pro-
tests from other agencies, Mr. Brewer said. Then it
chose the tax division, not the fraud division, to
assist in the probe.

Although PTL’s headquarters are located in Fort
Mill, S.C., its fund-raising activities are based in
Charlotte, N.C.

Mr. Russell declined to provide any details about
the status of the PTL investigation, but said it is
“continuing.” Mr. Ashcraft could not be reached for
comment.

Mr. Brewer said he knew he was going to be re-
placed eventually, but had been told that it would
not happen until after the nominee for his position
had been confirmed by the Senate.

Instead, Mr. Brewer said, he was abruptly removed

(Continued on Page 52)




YES SIR, LAST YEAR YOU GOT
BIG TITLES, BIG, BIG, RATINGS, AND...




OK! OK! OK! WELL GIVE YOU MA¢
BIGGEST TOUCHSTONE AND DISNEY 1
AND THAT'S ON TOP OF DUSVEY

74 DISNEY ALL- FAM

]
"-. \ w
\ =
l'% t-)<
1 = K
\ ~ )
4 ‘
v =

il ['M IMPRESSED. NOW YOU'RE
=S8 ) L TALKING PRIME TIME!

= i
\
: ) i, it
| |
]




CZ. THATS 25 OF THE
; THE
OX OFFICE SMASHES EVER. NITTY GRITTY.
mw [ Toa — Buena Vista Television’s
J our strongest ever. So if
you thought MAGIC I’s
performance against the
Q.3’!)’\ ) 4 g )RS sive, MAGIC II will really
feriib ¢ knock your socks off!
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got an unbeatable movie
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MAGICII
is the Really Big Show
package of 1987. You get
release STAKE OUT, plus
more Touchstone box
office explosions: THE
RUTHLESS PEOPLE,
DOWN AND OUT IN
BEVERLY HILLS, and
power of ALICE IN
WONDERLAND and
other Disney classics,
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DISNEY TREASURE1
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GE capitalizes
on its position
as NBC parent

It’s just a matter of time before General Electric begins building
on NBC'’s success in a big way.

In the year since it acquired the broadcasting giant through its
$6.4 billion purchase of RCA, there has been subtle evidence of
what many Wall Street observers are heralding as ‘‘major
changes” yet to come.

GE already has taken steps to capitalize on its position as net-
work parent.

For example, the
announced $270
million purchase of
CBS affiliate
WTVJ-TV in Miami
from Wometco
Broadcasting rep-
resents the most
aggressive TV sta-
tion acquisition by
a network owner in
recent years.

That buy will
push the audience
reach of the NBC-
owned stations to about 21 percent of the nation’s 87 million TV
households, a level that’s just points under the legal limit.

At the same time, GE has nudged NBC toward diluting its fi-
nancially sluggish radio operations, beginning with the $50 mil-
lion sale of its three radio networks to Westwood One.

Many analysts believe the sale of NBC's eight radio stations and
a stand-alone program service will follow.

Both moves underscore GE’s ultimate objective for NBC, which
is to buy and sell its way into businesses that will guard against an
inevitable cyclical downturn in its now-soaring network fortunes.

That philosophy will be pursued even at the expense of dispos-
ing assets as near and dear to GE’s proud past as the manufactur-
ing of television sets.

“Jack Welch (GE’s chairman) and Bob Wright (NBC's new GE-
bred president) are by their reputations deal makers, and that will
shape NBC’s future,” said a high-level NBC executive who asked
not to be identified.

“Their main goal is to undertake strategic initiatives to position
the company for the future, and there will be no sacred boun-
daries in doing that,” he said. “If they are not taking a broadcas-
ter’s view of things, it’s because they aren’t comfortable with the
fact that our business is governed by intangibles like affiliate
relations and viewer tastes.”

GE'’s current $2.8 billion war chest could expand by as much as
another $1 billion later this year through asset sales, enabling it to
engage in possibly another RCA-size transaction.

GE has about $4.6 billion in long-term debt outstanding and a
dwindling debt-to-equity ratio that is expected to wind up in the
low 20 percent range by year’s end.

“GE did not acquire NBC to operate it the way networks have
been operated for decades,” said Mark Altman, analyst for Paine
Webber. “But it's done nothing to harm NBC’s momentum this
first year, either. I think GE this next year will move aggressively
to leverage NBC’s success and move it in new directions.”

Mark Riely, analyst for Eberstadt Fleming, says one of GE’s
priorities for NBC is to get it involved in cable and home video
programing, perhaps even on an international basis.

Any moves into the cable area would be bolstered by Mr.
Wright's years as head of Cox Cable and his understanding of the
industry.

In recent years, NBC demonstrated its interest in cable by ex-
ploring the possibility of a new cable news service, then making an
unsuccessful bid to buy into Cable News Network.

Some analysts foresee NBC acquiring a minority interest being
offered by Sumner Redstone in the cable services he inherited
when he recently bought Viacom International.

But other analysts insist GE, which is said to be eyeing many
non-broadcast properties, would only settle for total control.

It has been suggested that GE might even seek to acquire a
broad media company, such as Time Inc., whose valuable assets
either could be maintained or sold for large sums.

Still other analysts believe NBC, with GE’s resources, could
offer to buy a fledgling service like Financial News Network.

On the TV station acquisition front, many industry observers say
NBC might use some creative inticement, like selling a minority
interest in its network, to buy a group of major-market outlets
that are otherwise very difficult and costly to come by.

Whatever the future holds for NBC, it has to be viewed in terms
of the larger restructuring and expansion of GE.

Even having posted an estimated $203 million in operating prof-
its last year on about $1.8 billion in revenues, and promising a 30
percent to 40 percent gain in earnings this year, NBC “is merely a
glamorous speck on the GE landscape,” said Andrew Wallach,
analyst for Drexel Burnham Lambert.

“GE will do everything in its power to preserve NBC'’s success.
But it also will do what it has to to assure that it develops into
something more.” #
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Winners and losers for the week ended August 7

Percent changes for Aug. 3 to 7 (Aug. 7 in parentheses)

Turner Broadcasting ($25.63) 6.22
Disney ($76.00) 537
King World ($30.75) 5:13
Cap Cities/ABC ($425.00) 3.41
Coca-Cola ($48.75) o 12.35

Gulf & Western ($88.13) 1.59
Home Shopping ($15.13) 0.87
Heritage ($33.75)
Unchanged

Taft ($151.50)
Tribune Co. ($44.63)
Time Inc. ($112.88)
Multimedia ($71.00)
Comcast ($26.13)
MCA ($60.63)

United Cable ($38.88)
A.H. Belo ($75.00)
Gannett ($52.13)
CBS ($188.00)

-0.27
-0.33
-0.7

Jones Intercable ($15.13)
Scripps Howard ($77.50)

TCI ($25.50)

Lorimar Telepictures ($15.13)

Viacom ($19.88)
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TV ad expenditures up 5.3%

TV advertising expenditures in-
creased 5.3 percent to $10.9 billion for
the first half of the year, according to
the Television Bureau of Advertising.
Network TV advertising accounted for
$4.3 billion; national spot, $3.1 billion;
local spot, $3.2 billion; and national
barter syndication, $300 million.

* ok *

Price Communications has agreed
to purchase WSEE-TV, a CBS affiliate
in Erie, Pa., for $8.75 million from a
partnership called SCS Communica-
tions of Erie, subject to approval by the
Federal Communications Commission.
Price owns nine TV stations and is sell-
ing four of its seven AM and three FM
radio outlets.

* * %

Hallmark Cards and First Chicago
Venture Capital have closed their deal
to acquire the 10 TV stations owned by
Spanish International Communications
Corp. Hallmark will hold 75 percent in-
terest in the stations, with First Chicago

retaining the remainder. The transac-
tion is valued at slightly more than $300
million, including a separate and still
incomplete acquisition of KDTV-TV,
San Francisco. The new owners will re-
tain Spanish-language programing on
the SICC stations, which include
WXTV-TV in New York, KMEX-TV in
Los Angeles and WLTV-TV in Miami.
*x X *

Financially troubled Hal Roach Stu-
dios has made a bid to merge with
Robert Halmi Inc., a New York-based
TV production company. The Los An-
geles producer and distributor already
owns 11 percent of Halmi and syndi-
cates its TV movies, “Barnum’ and
“Pack of Lies.” No cash would be in-
volved in the transaction. Instead, stock
of the two firms would be traded for
shares of a new company yet to be
named. The new company would be
worth about $170 million and would
likely be controlled by Australia’s
Quintex Ltd., which already has a 48

percent stake in Hal Roach Studios.
x ok

Mattel, a major player in syndicated
children’s TV programing, is eliminat-
ing 300 positions, or 15 percent of its
domestic work force, as part of a plan
to save $6 million this year. The toy
maker, which postponed the introduc-
tion of several planned TV series this
fall, saw earnings decline to $1.7 million
in the second quarter ended June 30,
compared to $2.3 million for the same
period in 1986.

* * %

Cablevision Systems Corp. re-
ported a $10.8 million loss for the sec-
ond quarter ending June 30, despite an
83 percent gain in revenues to $69.5
million. The company lost $11.8 million
in the same period a year earlier. Cable-
vision recorded a loss of $20 million for
the six months ended June 30 on reve-
nues of $134.2 million, compared to a
loss of $15.9 million on revenues of $117
million for the first half of last year.#




Katz Independent Television
is pleased to announce our
representation of

or 2yl

WGBO-TV WBFS-TV WGBS-TV
Chicago Miami Philadelphia

Katz Independent Television,
leaders in innovative selling
for independent stations.

WGBO-TV. WBFS-TV. WGBS-TV.

| Katz Independent Televis:on.

The best.




ARE YOU READY FOR |

ﬂ& D b

3

3

IS =TT ~ . \3‘:

= e

In a normal year, the Pope’s return
might be the biggest story.

But this time it'll be up against:

Both the summer and the winter
Olympic games.

The caucuses, primaries, conven-
tions and the presidential election.

©Conus Cormmunications 1987

Not to mention breaking news.
In other words, your challenge
in the next eighteen months won't

be finding stories.

Itll be covering them all.

You have plenty of alternatives,
some expensive, some less expen-

"y

Ny

N

sive. Of the latter group, one yields
better coverage.

A Conus membership.

With the resources of sixty
members, the world’s largest SNV
fleet and international support,
we help you whenever and



HE SECOND COMING?

wherever the story breaks.

You'll receive pooled coverage of
national events.

You'll receive coordination for
special regional events.

And you'll receive 24-hour-a-day
access to our satellite transponders.
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So give the second coming the
coverage it deserves

Call Charles H. Dutcher, I11 at
Conus: 612/642-4645. Or write:
Conus Communications, 3415
University Ave., Minneapolis,
MN 55414.

Then get ready to cover 1988,
And leave your competition in
second place.
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Technology and equipment

Video vending

Manufacturers
say machines
will proliterate

By EILEEN NORRIS
Special to ELECTRONIC MEDIA

Manufacturers of video vending machines
believe as many as 100,000 of the devices
could find their way to video stores, mall
parking lots and even office complexes and
apartment buildings within a few years.

That’s dramatic growth, considering man-
ufacturers estimate less than 2,000 of the
machines are now in place.

At least a dozen U.S. manufacturers are
producing the machines, which range in size
from a model the size of a soft drink machine
that holds a few hundred tapes to a ma-
chine large enough to hold 836 cassettes
housed in a free-standing building.

Most of the machines, which require the
customer to use an access card or credit card
to protect against theft, feature a computer
screen for selection of a film. Once a tape is
selected, and cash or credit payment of $2 to
$4 is made, a robot arm grabs the tape and
delivers it to a pickup bin.

The customer returns the tape to the ma-
chine, where the robot arm returns it to the
proper slot.

The machines, which come in a wide vari-
ety of shapes and sizes, cost from $12,000 to
$50,000, and many are also available for
lease.

Two major companies—Diebold, the man-
ufacturer of automatic teller machines; and
Bally Manufacturing, the casino game
maker—are entering the market, offering
formidable competition for existing distrib-
utors.

Bally expects to introduce its first ma-
chines early next year, and Diebold began
marketing its model last month.

Today, Video Vendor, a 1%:-year-old com-
pany based in Skokie, Ill., is one of the lead-
ing manufacturers. It has sold 1,000 vending
machines at $16,000 each.

The manufacturer plans to ship another
1,700 machines to Canada, Puerto Rico,
Japan and several other nations this year,
says Richard Christensen, director of sales
and marketing.

The company holds 26 U.S. patents on the
device, which holds 320 cassettes and ac-
cepts cash or credit cards.

Retailers that lease a machine get 10 per-
cent to 20 percent of the revenue, which is
calculated by a computerized audit of all
transactions.

e

Video Vendor machines enable one person to make his videotape selection while

others peruse the choices.

Like most dispensing machines, Video
Vendor’s software has a self-diagnostic fea-
ture that tells its owner or operator what
section of the machine needs to be repaired.

Some video stores are using the vending
machines to extend their business hours
around the clock. For example, Video Di-
mensions in suburban Chicago has added a
second entrance that offers access to a Video
Vendor machine.

Customers must have an electronic mem-
bership card to gain access, says store owner
Robert Murray. The first week of operation,
Mr. Murray originally allowed his customers
to use a major credit card to gain entrance to
the locked room, but he lost 20 cassettes to
people using stolen credit cards.

Mr. Murray says the addition of the vend-
ing machine has not taken away business
from his store. ‘“Most people use the machine
at night when the main store isn’t open, or
they use it to return a tape,” he says.

*“] bet that within three years, all the
major video stores will have a vending ma-
chine attached or adjacent to their business.
You have to give service to all the people all
of the time, or they will go elsewhere.”

The Video Software Dealers Association
says its 3,000 member video store owners
and distributors are beginning to buy vend-
ing machines to augment their regular store
hours and to save on salaries and store over-
head.

(Continued on Page 26)
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Subcommittee
approves DAT
chip proposal

A House Energy and Commerce subcommit-
tee has approved legislation that would re-
quire manufacturers of digital audio tape
recorders to install scanner chips in their
machines before they can be imported or sold
in the United States. The chips are designed to
automatically prevent consumers from rec-
ording compact discs that have been appro-
priately coded. The Recording Industry Asso-
ciation of America and other music industry
related groups support the legislation.

% k%

Cubicomp Corp. has reached an agreement
in principle to purchase Vertigo Systems
International. The completion of the sale is
targeted prior to Aug. 31. Cubicomp manufac-
turers the PictureMaker line of professional
3-D graphics and video animation products.
Vertigo makes the V-2000 family of 3-D com-
puter animation systems. According to Cubi-
comp President Harry Taxin and Vertigo
Chief Executive Officer Robert B. McFarland,
the combination of the companies will create
the most complete line of 3-D animation sys-
tems produced and supported by a single com-
pany. The new entity will be called Cubicomp.

* ¥ %

The Associated Press has contracted with
GTE Spacenet Corp. to provide the next gen-
eration of satellite delivery services for the
news cooperative. AP has purchased two tran-
sponders on Spacenet I1I, a new hybrid satel-
lite scheduled for launch Dec. 4. AP’s main
satellite services are currently delivered on
Westar III, which is nearing the end of its op-
erational service.

* kX

The first digital computer simulations of a
new television broadcast signal called HD-
NTSC have been completed, says Richard Ire-
dale, founder of the Del Rey Group. The com-
pany was formed a year ago to develop a
means of delivering high-definition televi-
sion images over a single NTSC broadcast
or cable channel. “The real question in some
minds was what HD-NTSC would look like
when viewed on a conventional NTSC re-
ceiver,” Mr. Iredale said. “The simulations
show that image artifacts are relatively minor
and are in line with our early estimates.”

* ko %k

Panasonic Broadcast Systems Co. is res-
tructuring its organization in an attempt to
provide better service and support for its MII
products. The reorganization will divide the
company into four major divisions: sales;
marketing, planning and administration;
product development, engineering and ser-
vice; and finance. The sales division has been
split into two regions covering the East and
West. The Western region has offices in Los
Angeles and Dallas. The Eastern region has
offices in New York, Atlanta and Chicago.#

Cubicomp offers new 3-D computer graphics products

Cubicomp Corp. has unveiled sev-
eral new products in its line of 3-D
computer graphics systems. The
Render Acceleration Compute En-
gine enables PictureMaker users to
improve their rendering time up to
1,500 percent. The Tape Render
Station allows the rendering opera-
tion to be off-loaded from the main
system, leaving it free for modeling,
motion scripting and paint opera-
tions. Two new PictureMaker sys-
tems, the PictureMaker/60 and the
PictureMaker/50, feature a proprie-
tary 24-bit frame buffer and an
80386-based microprocessor. Cubi-
comp Corp., 21325 Cabot Blvd.,
Hayward, Calif. 94545.

* % %

Communications Specialties has
introduced the model ENC-3 RGB
to NTSC composite video en-

coder. The ENC-3 can be used in a
wide range of applications wherever
standard analog RGB with sync-on-
green signals need to be converted
to a standard NTSC composite video
signal. The output of the ENC-3 is
directly compatible with VCRs,
large-screen projection TVs and
composite video monitors. Commu-
nications Specialties, 6090 Jericho
Tpke., Commack, N.Y. 11725.
* kX

The Professional Video Communi-
cations division of JVC has intro-
duced a full line of new peripher-
als for its DAS-900 mastering
system. Applications for the system
include, but are not limited to,
audio/video software manufactur-

ing, compact disc mastering, CD-
ROM premastering, CD-ROM cut-
ting and digital audio tape duplica-
tion. JVC Co. of America, 41 Slater
Drive, Elmwood Park, N.J. 07047.
3 I

Alan Gordon Enterprises an-
nounces a new heavy-duty fluid
tripod head designed for use with
the company’s Image 300 35mm
high-speed 24-300 f.p.s. camera.
The Image 300 head can also be
used with other cameras. With a
tilt-range of 260 degrees, the new
Image 300 fluid head permits use of
the camera in otherwise difficult
positions. Alan Gordon Enterprises,
1430 Cahuenga Blvd., Hollywood,
Calif., 90078.#

IMAGE 300 TILT-RANGE FLUID HEAD
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Broadcasters

(Continued from Page 1)

Examples of home video’s impact, and the response by
broadcasters, abound, including:

® A sharp decline in audience for children’s programs
due in part to increased use of home video after school
and on weekends.

® Scheduling of older-skewing series, such as NBC-TV’s
“Golden Girls,” that appeal to the most VCR-resistant
viewers: people older than age 50.

® Counter-programing against the VCR on Friday,
Saturday and Sunday nights, when usage is highest. Some
schemes even target the expected ending time of a rented
film.

® Use of TV promos that urge viewers to watch one
program while taping the competition’s show.

® Production and distribution by broadcasters of
special-interest programs using news and sports footage
or local talent.

o Faster pacing, glitzier locations and more
work-oriented story lines for the daytime soap operas—the
most heavily recorded programs—with the goal of
reducing the temptation to fast-forward or erase
commercials.

Just where and when the VCR boom will top out is
anybody’s guess.

Robert Klingensmith, president of Paramount Television
Group’s video division, predicts penetration will plateau at
about 85 percent of all U.S. homes by the end of the
century, which jibes with estimates by independent
analysts.

A recent study by New York-based Wilkofsky Gruen
Associates says that by 1995, Americans will spend
one-fourth of all viewing time watching prerecorded
cassettes, while the combined broadcast network audience
share falls to 45 percent.

The report estimates that more than 4 billion tapes will
be rented that year, representing $20 billion in revenue.

In short, it’s predicted that home video will replace
broadcast TV as the nation’s entertainment medium of
choice within the next decade.

While many broadcast officials consider that a
far-fetched scenario, TV network executives who shrugged
off the VCR a few years ago concede that the device now
gives them pause.

Kim LeMasters, vice president of programs for CBS
Entertainment, says his network *‘is taking the VCR
seriously across the board. We keep it in mind for all
dayparts.”

Among the VCR alternatives CBS is offering this fall,
according to Mr. LeMasters, is more classy programing on
Saturday nights, including such stylish, adult-oriented
series as “Leg Work” and “West 57th.”

“With the exception of ‘Golden Girls,’” Saturday night
has generally been lacking in entertainment for adults,”
says the CBS executive. “In contrast, on Friday night
we’'ve been dominant with shows that are not prime
targets for the VCR audience, such as ‘Dallas’ and ‘Falcon
Crest.” "

Michelle Brustin, vice president of current comedy
development for NBC Entertainment, says her network’s
response to the VCR has also been limited.

“‘Saturday night had juvenile shows for too long,"” she
says. “We're not only seeing broader appeal now, but
better shows.”

Ms. Brustin discounts the notion that “Golden Girls”
was designed to attract the older viewers the VCR left
behind.

‘“You can't have a 40-share series and only get old
people,” she said. “We’ve got lots of teens and kids
watching, too.”

As for Fridays, Ms. Brustin adds: “The concern was that
people were simply not home. But we've found that people
will stay home to watch strong shows, like ‘Miami Vice.” ”

An NBC research official, who asked not to be named,
said the network has also considered developing more
original programing to air between 1:30 a.m. and 6 a.m.
(ET), on the assumption that VCR owners would be willing
to tape innovative shows for later viewing.

Larry Hyams, ABC'’s director of audience analysis,
concedes that the VCR does influence some programing
decisions, but characterizes the device’s impact as
“minimal.”

Nonetheless, he says, “‘earlier this year we considered
putting a movie package on Saturday nights, but decided
not to in part because of the high VCR usage. We saw that
CBS’s Saturday night movie was taped more than the
programing on our network and NBC.”

As VCR penetration levels have starting passing 60
percent in some major markets, Mr. Hyams believes that
“some of the novelty has worn off and people are using
their recorders less. A large percentage of shows are
simply never recorded in significant numbers.”

For the first quarter of this year, he estimates only 0.3
percent of ABC’s overall prime-time rating was accounted
for by VCRs, compared with 0.4 percent each for NBC
and CBS.

The growth of home video has even played a role in this
year’s battle over the introduction of people meters.

Special Report: Home Video I
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VCRs alter viewing habits

By RICHARD MAHLER
Los Angeles bureau chief

Saturday night, more than any other night, is when
people like to switch off broadcast television and turn to
videotape for entertainment.

“Saturday is definitely hardest hit. Twenty percent of all
VCR playback occurs on that one night,” says Robert J.
Taragan, vice president and Eastern zone manager for
Nielsen Media Research.

Eighteen percent of all VCR playback occurs on Sunday
(where there’s an extra hour of prime time) and 16 percent
is on Friday. Monday, Tuesday and Wednesday each ac-
count for 12 percent of VCR playback, while Thursday
accounts for 10 percent, according to Nielsen.

But although 23 percent of all playback occurs in prime
time, daytime is the most affected by delayed viewing,
according to Mr. Taragan, who says much of the evening
VCR audience consists of soap opera addicts.

“The average rating for the 12 daytime serials is 6.7, of
which 0.4 is tape delayed,” he says.

Only 16 percent of all playback occurs in early fringe
and Monday-through-Friday daytime, and just 10 percent
is after 11 p.m.

Mr. Taragan says specials, including award shows, plays
and miniseries, are the programs most likely to be taped,

followed by blockbuster feature films and, finally, regular
series.

ABC’s “Amerika,” for example, was seen on tape by an
estimated 5 percent of its audience—more than double the
number for a typical prime-time show.

Other taping favorites of the past 18 months were ABC’s
“North and South” miniseries, NBC’s *‘Days of our Lives”
soap opera and ABC’s “Superstars and Their Moms’’ spe-
cial.

A separate NBC in-house study conducted last year
concluded that network TV shows accounted for nearly
three-fourths of all home recording, with blockbuster
movies and top 10 series among the most-recorded prime-
time fare.

The report said that daytime game shows, news, sports
and late-night shows are rarely taped.

CBS researchers estimate that VCR playback last season
reduced prime-time viewing by about 2 percent overall,
although that figure climbs as high as 6 percent during
summer months.

On Saturday nights, about 10 percent of all VCR owners
(or 5 percent of all TV owners) are playing back videos,
according to a CBS study.

“The average VCR household has its cassette recorder in
a ‘play’ mode an average of five hours per week, and in
‘record’ about 3.5 hours per week,” says Mr. Taragan.#

David Poltrack, vice president of research for
CBS/Broadcast Group, says the VCR was partly
responsible for the rushed introduction of the people meter
this fall by A.C. Nielsen Co. and AGB Research.

“The average TV home today has 20 or more channels to
choose from,” he says. “Many have 30 or more, plus VCRs
and remote-control devices. As a result, people have
become less cooperative or simply can’t remember what
and when they watched something.”

Mr. Poltrack believes Nielsen’s people-meter technology
oversamples VCR users.

“There’s a behavioral bias in favor of the
technology-oriented,” he says. “The naore conservative and
less technologically proficient tend to opt out. The
participants are more likely to have pay cable and
high-tech video equipment. They also tend to be more
affluent, urban, better educated and have larger families.’

In prime time, Mr. Poltrack sees a need for greater
compatibility among a given night’s programs, to
discourage viewers from recording an 8 p.m progam for
playback later that same evening.

All three networks have cut back drastically on the
number and type of theatrical films atring in prime time,
now that the VCR sale/rental window comes before both
the broadcast and pay cable windows.

And a few broadcasters have adopted an “if you can’t
lick ’em, join 'em” approach to home video—with limited
success.

ABC Video Enterprises and Vestron Video have a joint
venture for the release of programing from Capital
Cities/ABC’s archives.

Previously, ABC sold as many as 110,000 tapes of its
1984 Summer Olympics Highlights” in an agreement with
Continental Video.

The video division lost big several years ago when it
introduced TeleFirst, a complicated system that allowed
viewers to tape movies from scrambled broadcast signals
in the wee hours of the morning. The venture was tested
briefly in Chicago before being scrapped.

CBS Broadcast International has released some of
CBS-TV’s programs, notably last year’s acclaimed

documentary, “The Vanishing Family: Crisis in Black
America.” More than 8,000 copies of the special, hosted by
Bill Moyers, have been sold.

NBC-TV has cooperated with various home video firms
in the distribution of several of its programs, including
the two-hour “Miami Vice” pilot.

NBC Entertainment President Brandon Tartikoff is
talking with “Miami Vice” creator Michael Mann about
an advance home video release of the pilot for “Tropix,” a
midseason series Mr. Mann is developing for NBC.

On a local level, KPIX-TV in San Francisco is producing
a half-hour home video special highlighting Pope John
Paul II's September visit there, in association with the U.S
Catholic Conference.

Other examples of station-produced programs include
highlights of the 1981 Washington state volcano disaster
by KATU-TV in Portland, Ore. A station spokeswoman
said several thousand copies of “The Eruption of Maunt
St. Helens” were sold by KATU at $39.95.

“We still get requests for the one-heur tape,” she says,
“but we're completely sold out.”

Ron Schneier, director of research and sales
development for basic cable’s Arts & Entertainment
network, believes it’s too early to tell just what home
video's long-term impact will be.

“It’s really going to affect advertisers more than
anyone,” he says. “They’re going to have to become more
and more creative in order to reach TV watchers with
their messages.”

Mr. Schneier estimates that more than two-thirds of
A&E's viewers own VCRs, and they tend to be
discriminating in their choices.

Ironically, the home video boom has even started to
change the cassette rental business.

“Pay-per-view has really hurt our retailers in markets
where it’s available,” says Lou Berg, chairman of this
month’s Video Software Dealers Association convention
and president of the Audio/Video Plus chain.

“If a movie is released on PPV before it gets to our
stores, it just kills our rentals. People simply tape it off
the cable.” #
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By JANET STILSON
Staff reporter

NEw York—For better or worse, the home-video
industry has reached maturity.

In 10 years, the industry has grown from infancy into
what last year was a $2.3 billion business for suppliers.

Along the way, home video has forced key shifts in
everything from motion picture production to network TV
scheduling to everyday American lifestyles.

But now, analysts say, the pace of home video’s growth
has slowed dramatically. Retailers and distributors are
feeling the heat, and the industry’s own leaders say many
won’t survive home video’s second decade.

The home-video business faces a number of new
challenges, foremost among them finding a way to thrive
amid growing competition and a leveling-off of demand.

Figures from Video Marketing, a consulting firm, shaw
programers’ rocketing fortunes and impending plateau:
Total sales for all suppliers were $171 million as recently
as 1980. While that amount is expected to climb to $3
billion this year, only $3.1 billion is anticipated three
years later, in 1990.

To be sure, some in the industry disagree with that
assessment. HBO Video, for one, sees a slowed revenue
growth but no plateau, with $4 billion expected by 1991,
according to Henry McGee, HBO's vice president of home
video.

In either case, programers will be in for an intensified
struggle for fewer new dollars.

Adding fuel to that fire is the entry of new suppliers.
Three major startups were announced within the last six
months—by Tri-Star Pictures, Orion Pictures and Virgin,
the British record company.

“As a result, the competition is going to get tougher
before it’s goirg to get easier,” says Mr. McGee, “and
you're going to see new entries and combinations of
existing partners.”

The move by independent studios to start home-video
divisions will affect such home-video titans as HBO Video,
CBS/Fox Video and RCA/Columbia Home Pictures, whose
parent companies are partners in the Tri-Star venture.

But home video is still a business run largely on the
strength of hit movies, and nowhere is the impact of the
tightening marketplace more keenly felt than by
independent home-video suppliers, such as Vestron Inc.

That company made a substantial portion of its fortunes
by acquiring home-video rights te Hollywood theatrical
hits. But the company has had two rounds of staff
cutbacks and reassignments this year and has reported
losses for the first and second quarters.

Major reasons given for the declines include higher
acquisition costs and disappointing domestic video sales
for all but the iargest theatrical hits.

Al Reuben, Vestron’s senior vice president of sales,
marketing and distributien, says diversification is the key
to pulling Vestron cut of its slump.

The company already has purchased a Cincinnati-based
chain of video stores, syndicated movie packages to
broadcast outlets and distributed films theatrically, some
of which are produced in house.

“A year from now, close to half the movies we put out on
video will have been produced internally,” Mr. Reuben
says.

gle for fewer new dollars

“Top Gun,” from Paramount Home Yideo, sold almost 3 mil-
lion copies at a retail price of $26.95.
R S e oS e R Sl e

Clearly in a good position are independent producers
that have dramatically increased revenues from selling
home-video rights.

“In 1981 or 1982, you could acquire rights to an A title
film for $100,000 or thereabouts, given the fact that there
were relatively no VCRs in existence at that point,” says
Henry Schleiff, HBO senior vice president of business
affairs and administration. ““Teday, it's not unheard of for
(rights) to cost in excess of $10 million.”

In 1984, home-video rights covered about 25 percent of
the cost of an A title’s negative, he says. Today,
home-video rights purchased before a film is released
often cover about 50 percent of costs.

Indeed, home-video sales now account for roughly half
of all revenue drawn by major studios for theatrical
product. Home video is expected to account for more than
half of studio revenues by next year, according to Video
Marketing.

How can suppliers maintain profits—or even grow—in
an era of stiff competition?

Phil Pictaggi, senior vice president of operations and
sfrategic planning at MCA Home Entertainment, cites a
need to control profit margins.

“We have a product-cost ratio so different from other
businesses,” Mr. Pictaggi says. “It’s roughly 4-to-1, witha
selling price of $19.95 and a (production) cost of $5.

“In the record industry it's much different, with the cost
at around 50 cents and selling prices around $8. That’s
16-to-1."

Gary Khammar, senior v:ce president of RCA/Calumbia
Home Pictures, notes suppliers are dramatically increasing
Christmas-season ad campaigns to boost consumer

demand for buying tapes, a change that could add to
producers’ profits.

Mr. Reuben expects increased sales of non-theatrical
product to aid Vestron’s fight back into profitability.

And Bob DeLellis, senior vice president of sales and
marketing at CBS/Fox Video, says one of his major )
concerns is the need to increase the number of copies of
each title that retail outlets buy. The number hasn’t
increased proportionately in recent years with the increase
in households with VCRs, he says.

Clearly everyone’s greatest hopes are centered on the
growth of sales direct to consumers, known as
sell-through.

Indeed, while Video Marketing expects retail revenues
for both rental and sales of tapes to consumers to peak in
1988 at $8.3 billion and decline to $7.75 billion by 1990,
sell-through is growing by leaps and bhounds.

Video Store magazine reports the sell-through business,
primarily conducted at mass merchandisers such as K
mart and Sears, Roebuck and Co., as well as specialty
outlets such as book and record stores, drew $416 million

1986 and is expected to reach $2 billion by 1991.

Further boosting profits is the addition of commercials

heatrical movies in home video.

Paramount Home Video broke that barrier with “Top
Gun.” By adding Pepsi commercials, skipping the
higher-priced home-video window aimed at rental outlets
and pricing the video at $26.95, Paramount sold almost 3
million units, a home-video record towering far above the
200,000 unit sales most A title films bring in.

Althongh cempanies such as HBO and Vestron are
actively pursuing theatrical film sponsorships, Robert
Klingensmith, president of Paramount Television Group’s
video division, doesn’t expect commercial sponsorship of
films to become standard.

In fact, he says Paramount turned doawn overtures from
General Motors and Toyota for “Cracodile Dundee” spots.
Mr. Klingensmith said they wanted commercial
sponsorship that was compatible with “Crocodile
Dundee,” but no company ‘“had time to go out and make
a specific commercial that would have matched the
‘Crocodile’ theme.”

Not everyone voices unqualified optimism for
sell-through and sponsorship.

Dennis McAlpine, a vice president ard analyst at
Oppenheimer & Co., terms such goals “elusive.”

“ ‘Top Gun’ is the only sell-through picture.to reach 3
million units, and I'm not sure if the market is really
there,” he says.

Another analyst taking a critical view of home video is
Harold Vogel of Merrill Lynch, who notes: “Virtually every
(home-video company) stock has either gone nowhere or
down in a great bull market.”

David Allen Shaw, an editor at Videc Store magazine,
recalls a phase a few years ago when video retailers
“looked so good we’d get calls three or four times a week
from venture capitalists,” but those daus are gone, he says.

Along with the rising influx of “superstore” rental
outlets, Mr. Shaw foresees a decline in the number of video
store aowners.

“It may become a four- or five-chain national business,
with same regional chains and mom-and-pop outfits in
each market,” he says. “The gold rush is over, but there’s
still billions of dollars out there.” #
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Retailer says revenue sharing key to boosting inventory

By RICHARD MAHLER
Los Angeles bureau chief

Ron Berger, chairman, president and
chief executive officer of National Video,
already perhaps the nation’s largest single
home-video retailer, is poised to launch a
chain of 500 new video ‘‘superstores”
across the country.

Each store is designed to stock between
5,000 and 8,000 tapes, double the
inventory of most mid-size stores.

Already in development are a 42-store
franchise serving Atlanta and Nashville, a
10-store chain in St. Louis and a six-store
arrangement in the San Francisco Bay
area. The first 100 outlets will open within
the next 11 months.

Mr. Berger was interviewed by
ELECTRONIC MEDIA from his Portland, Ore.,
headquarters. An edited version of that
interview follows:

EM: What is the biggest source of
customer dissatisfaction in home video
today?

Mr. Berger: It’s a lack of depth in hits.
The typical shipment of a hit movie is
100,000 to 200,000 copies, divided among
about 25,000 stores.

That means most are ordering five to 10
copies. Superstores will order 25 to 50
copies.

EM: What are chains like yours doing to
alleviate that problem and the lack of
consumer loyalty that accompanies it?

Mr. Berger: National Video has entered
the pay-per-transaction business, which is
a form of revenue-sharing with the
studios. It solves the consumer problem of
not stocking enough copies of a hit.

Typically, the retailer fronts $56 to $63
to buy the hit tape. He must then rent the
tape 30 times to break even, which usually
takes two months.

The studios have, in effect, forced the
retailer to prevent some customers from
seeing the tape for 60 days, since it can
only be rented by one household at a time
during that two-month period of initial
high demand.

We suggest payment of $8 to $12 in
up-front costs, and then share the

CBS/Fox

National Video’s Ron Berger: Sharing rental revenue with the studios.

revenues with the studios from each
rental.

Overall, the tape will make more profit,
the gross revenues will be higher and the
consumer will be more satisfied.

We’ve been doing this on an
experimental basis for 18 months with
over 20 studios, including most of the
majors.

We expect the system to be debugged
and expanded to other stores in the
future.

EM: What is your split with the studios
on this sales approach?

Mr. Berger: I'm not at liberty to say,
and we're still fine-tuning, in any event.
We have 20 or 30 pricing structures going,
since it varies with each studio.

EM: Do you expect original programing
on video to grow significantly?

Mr. Berger: Yes, it will continue to
increase. It’s in an embryonic stage now,
and things are happening slowly, but
surely.

Producers are recognizing that it’s such
a large market that you can deliver all
kinds of programs, like the new Ollie
North testimony highlights and an
exercise video for pregnant women.

The market has to keep growing in
order to handle distribution of the new
product. Most of the original fare will be
targeted to specialty stores.

EM: What will superstores concentrate
on?

Mr. Berger: The emphasis will be on
entertainment, as opposed to education.

I think bookstores, which are already
into software for educational purposes,
will do more in this area, although
Waldenbooks has gotten into it while B.

Dalton is out.

EM: How much money do you expect
your superstores will make?

Mr. Berger: With 7,500 tapes in stock,
we predict the average store will turn over
18,750 (rental) transactions per month at
$2.25 each.

That’s about $42,000 a month or over
$500,000 a year. But we think $1 million a
year will not be unusual, based on stores
of 5,000 to 8,000 square feet serving an
area of three to four miles from the
location.

EM: How will your inventory break
down, by category?

Mr. Berger: About 15 to 20 percent of
our stock is children’s product. We carry
no adult product as a matter of policy.

Most of the rest are movies, with an
emphasis on hits.

EM: Can original programing for home
video make a profit?

Mr. Berger: Yes, you have the ability to
target very small groups. You can make a
profit with sales of as few as 3,000 or
4,000 tapes. You can be very specialized at
that level.

The problem for the consumer is how to
find that tape. That’s why that
distribution should be handled by
specialists.

EM: What’s the market for TV shows on
home video?

Mr. Berger: It’s a substantial one,
although consumers tend to avoid buying
or renting product that they’ve already
seen on the air.

Careful packaging and marketing can
sell these shows. For example,
made-for-television movies may be made
attractive to people who’ve never seen or
heard of them before.

TV shows on home video do quite well
overseas. Some fanatics buy certain
shows, and there’s a pretty big nostalgia
market.

Some parents like to buy shows to show
to their kids and grandchildren with the
idea of saying, “This is what TV was like
when I was growing up.”#

Video executive decries use of sales quotas

By JANET STILSON
Staff reporter

CBS/Fox Video was born in
1977, when Twentieth Century
Fox signed an agreement to
release 50 movie titles to a home
video company called Magnetic
Video.

It was the first major studio to
sign such an agreement, and Fox
found it to be so lucrative that it
bought the video company in
1979.

Two years later, the operation
became a joint venture with CBS
Inc.

Today, CBS/Fox’s library of
titles numbers more than 500,
and its $330 million in revenues
for last year surpassed No. 2
RCA/Columbia Home Pictures
by more than $100 million,
according to Video Marketing, a
consulting firm.

As senior vice president of
sales and marketing, Robert
DeLellis is in charge of watching
over the company’s domestic
business.

In an interview with
ELECTRONIC MEDIA, Mr. DeLellis
shared his views on the
increasingly competitive home

CBS/Fox’s Robert DelLellis
Marketing is key
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video marketplace.
An edited version of that
interview follows:

EM: What programing does
CBS/Fox Video get from CBS?

Mr. DeLellis: Theatrical
product, when they had their
theatrical division.

EM: What about from Fox?

Mr. DeLellis: Where they’ve
owned the movies of the week,
we have put them into video and
continue to do so.

EM: You don’t distribute any
series from CBS or Twentieth
Century?

Mr. DeLellis: They're
available, but we haven’t done
any yet. We're in the process of
analyzing the market.

EM: Do movies of the week
sell well?

Mr. DeLellis: For what they
are, they’re quite successful. We
sold 20,000 units of “The
Burning Bed,” which was
released by itself, at (a list price
of) $79.98. It went out at the
same time “Extremities,” which
also stars Farrah Fawcett, was
released.

We do theme marketing, where
we take a lead title and come out
with secondary titles. One might
be a movie of the week, a
theatrical release and an older
theatrical release.

EM: Have there been any
movies that weren’t smash hits

theatrically but were successful
in home video?

Mr. DeLellis: Absolutely.

“Clan of the Cave Bear,”
which was probably one of the
largest-selling books when it
was released, is one example. It
only did $2 million box-office
gross.

We redeveloped the theatrical
ad campaign, and went after the
book buyer—women who were
knowledgeable about the book.
On the first day of shipment we
did probably close to $8 million
retail.

EM: What accounts for the
success of CBS/Fox Video?

Mr. DeLellis: There are a lot
of reasons: titles, catalog,
management style.

It was the first video (supplier)
company, and over the years it
became more and more an
operation of heavy acquisition
policy.

We handle distribution
probably more differently than
anyone else in the business.

EM: In what way?
Mr. DeLellis: We offer
programing without enforcing

quotas.

In other words, we don’t go to
distributors and select a number
on a {ilm and force them to buy
that number.

We say we'd like them to
(purchase) a certain number, but
if they don’t there’s no penalty.

EM: What have your biggest
challenges been so far?

Mr. DeLellis: One of the
challenges for the whole
industry right now is to make
people realize that even though
there’s a tremendous Christmas
peak in the sell-through
business, there’s an annual
business as well.

Entering the sell-through
market (in which tapes are sold
to consumers rather than rented)
was a challenge for us.

We announced in March,
where most companies announce
in November, for Christmas. We
developed the “Five Star”
sell-through program whereby
we offer programing on a
12-month basis.

We have one for fall, and that
goes on for four or five months,
then we take those off and put
another one on.#
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August

Aug. 18-23, National Association of Black Journalists 12th
annual newsmaker convention, Hotel Inter-Continental, Miami.
Information: NABJ, 703-648-1270.

Aug. 19, How Does Local Programing Fit in the Big Picture of
Improving Cable Television’s Image?, a luncheon forum spon-
sored by the National Academy of Cable Programing, Fairmont
Hotel, San Francisco. Information: Michael Hill, 202-775-3611.

Aug. 20-22, West Virginia Broadcasters Association 41st an-
nual fall meeting, the Greenbrier Hotel, White Sulphur Springs,
W.Va. Information: Marilyn Fletcher, 304-344-3798.

Aug. 25, How Producers Turn Out Award-Winning Pieces, a
seminar sponsored by the Chicago Women in Film, Columbia Col-
lege, Chicago. Information: Debbie Cottle, 312-421-4111.

Aug. 26-28, Hispanic Arts & Culture in Radio, a national confer-
ence to examine Hispanic radio programing sponsored by KUVO-
FM in Denver, Radisson Hotel, Denver. Information: Florence Her-
nandez-Ramos, 303-934-5880.

Aug. 30-Sept. 1, The Eastern Show, Atlanta Merchandise Mart,
Atlanta. Information: Dick Carlton, 804-782-9501.

September

Sept. 1-4, RTNDA, the Orange County Orlando Convention Cen-
ter, Orlando, Fla. Information: Robert Vaughn, 202-659-6510.

Sept. 3, Cabletelevision Advertising Bureau local advertising
sales workshop, Stamford Marriott, Stamford, Conn. Information:
Detta Patterson, 212-751-7770.

Sept. 7-9, Satellite Broadcasting Communications Associa-
tion and Satellite Television Technology International Nashville
Show '87, Opryland Hotel, Nashville, Tenn. Information: Rick
Schnaringer, 800-654-9276.

Sept. 9-10, The Search ... for Media Planning Excellence,
sponsored by the advertising division of Medill School of Journal-
ism, Northwestern University, Chicago. Information: Jack Sissors,
1-800-323-5998 (outside lilinois) or 1-800-942-2569 (in lllinois).

Sept. 9-12, NAB’s Radio '87, Anaheim Convention Center, Ana-
heim, Calif. Information: Elsie Hillman, 202-429-5420.

Sept. 10, Cabletelevision Advertising Bureau local advertis-
ing sales workshop, Westin Crown Center, Kansas City, Mo. In-
formation: Detta Patterson, 212-751-7770.

Sept. 11-13, Radio Sales University, a basic training course for
professional radio salespeople sponsored by the RAB, Marriott
Hotel, Portland, Ore. Information: Tessa Rodriguez, 800-232-3131.

Sept. 12, Academy of Television Arts & Sciences non-tele-
vised 39th annual prime-time Emmy awards primarily for creative
arts categories, Pasadena Civic Auditorium, Pasadena, Calif. Infor-
mation: Murray Weissman, 818-763-2975.

Sept. 15, Cabletelevision Advertising Bureau local advertis-
ing sales workshop, Columbus Marriott East, Columbus, Ohio.
Information: Detta Patterson, 212-751-7770.

Sept. 15-18, Community Broadcasters Association first annual
convention, Las Vegas Hilton, Las Vegas. Information: Bob Bern-
stein, 212-684-1255.

Sept. 16-18, South Dakota Community Television Association
annual convention, Sylvan Lake Lodge, Custer, S.D. information:
Jerry Steever, 605-224-4034.

Sept. 16-18, lowa Cable Television Association convention,
Ramada Inn, Davenport. Information: Sylvia Wikle, 309-797-2820.

Sept. 17, Cabletelevision Advertising Bureau local advertis-
ing sales workshop, Stouffer Concourse Hotel, Denver. Informa-
tion: Detta Patterson, 212-751-7770.

Sept. 20, Academy of Television Arts & Sciences 39th annual
prime-time Emmy awards, Pasadena Civic Auditorium, Pasadena,
Calif. Information: Murray Weissman, 818-763-2975.

Sept. 20-24, 1987 National Association of Telecommunica-
tions Officers and Advisers annual conference, Pfeister Hotel,
Milwaukee. Information: Donna Mason, 206-696-8233.

Sept. 21-22, Deregulation or Reregulation for Telecommuni-
cations in the 1990s: A Strategic Analysis of the Future State &
Federal Regulatory Structure of Your Industry conference spon-
sored by Phillips Publishing, Marriott Crystal Gateway Hotel, Wash-
ington. Information: Brian Bigalke, 301-340-2100.

Sept. 21-23, Great Lakes Cable Expo, Indiana Convention Cen-
ter, Indianapolis. Information: Charlie Hiltunen, 317-634-9393.

Sept. 22, Cabletelevision Advertising Bureau local advertis-
ing sales workshop, Ramada Hotel O'Hare, Chicago. Information:
Detta Patterson, 212-751-7770.

Sept. 23-25, Overcoming the Barriers to Profitable Station
Operation, the National Association of Black Owned Broadcasters
11th annual fall broadcast management conference, Ramada Re-
naissance Hotel, Washington. Information: James Winston, 202-
463-8970.

Sept. 25-27, Massachusetts Broadcasters Association annual
convention, Ocean Edge Conference Center, Brewster, Mass. In-
formation: Robert Mehrman, 617-439-7636.

Sept. 25, Cabletelevision Advertising Bureau local advertis-
ing sales workshop, Hyatt Regency DFW Airport, Dallas. Iinforma-
tion: Detta Patterson, 212-751-7770.

Sept. 27-29, MCA '87: The Future Medium for Entertainment
and Education, the annual convention of the Microwave Communi-
cations Association, Ramada Renaissance Hotel, Washington. In-
formation: Elena Selin, 301-464-8408.

Sept. 27-29, Pacific Northwest Cable Association annual con-
vention, Sheraton Tacoma Hotel, Tacoma, Wash. Information:
Dawn Hill, 509-765-6151.

Sept. 27-29, Kentucky Cable Television Association annual
convention, Radisson Hotel, Lexington, Ky. Information: Patsy
Judd, 502-864-5352.

Sept. 28-30, Dimensions '87, an exhibition featuring hardware,
software, services and production for professional A/V, multi-image,
broadcast and non-broadcast video, Metro Toronto Convention

Centre, Toronto. Information: Patt Pauze, 416-536-4621.

Sept. 28-Oct. 2, Video Expo New York, Jacob K. Javits Conven-
tion Center, New York. Information: Barbara Dales, 914-328-9157.

Sept. 29, Cabletelevision Advertising Bureau local advertis-
ing sales workshop, Omni Hotel/CNN Center, Atlanta. Information:
Detta Patterson, 212-751-7770.

Sept. 30, International Radio & Television Society newsmaker
luncheon, Waldorf-Astoria, New York. Information: Marilyn Ellis,
212-867-6650.

Sept. 30, Hispanic Media: Influence and Opportunity, a se-
minar sponsored by the Media Institute, Westin Bonaventure Hotel,
Chicago. Information: Cindy Bisset or Edith Torres, 202-298-7512.

Sept. 30-Oct. 3, Hawaii Cable Television Association fifth an-
nual convention, Royal Lahaina Resort, Lahaina, Maui. Informa-
tion: Kit Beuret, 808-834-4159.

October

Oct. 1, Cabletelevision Advertising Bureau local advertising

Major events
VSDA
2 TR s R R Aug. 16 to 20
Information: Doris Robins, 609-596-8500.
RTNDA convention
Onandn Y s e N e Sept. 1to 4
Information: Robert Vaughn, 202-659-6510.
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MIPCOM
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sales workshop, Radisson Hotel, Orlando, Fla. Information: Detta
Patterson, 212-751-7770.

Oct. 5-7, World Teleport Association third annual general as-
sembly, Hyatt Regency Hotel and Convention Center, Oakland,
Calif. Information: Virginia Barela, 415-769-5062.

Oct. 6, Cabletelevision Advertising Bureau local advertising
sales workshop, LAX Hiiton, Los Angeles. Information: Detta Pat-
terson, 212-751-7770.

Oct. 6-8, 1987 Atlantic Cable Show featuring Ted Turner as
keynote speaker, Atlantic City Convention Center, Atlantic City. In-
formation: Nancy Becker, 609-392-3223.

Oct. 8, Cabletelevision Advertising Bureau local advertising
sales workshop, Airport Sheraton Inn, Portland, Ore. Information:
Detta Patterson, 212-751-7770.

Oct. 9-11, Radio Sales University, a basic training course for
professional radio salespeople sponsored by the RAB, Hyatt
O'Hare, Chicago. Information: Tessa Rodriguez, 800-232-3131.

Oct. 13, Cabletelevision Advertising Bureau local advertising
sales workshop, Sheraton Needham Hotel, Boston. Information:
Detta Patterson, 212-751-7770.

Oct. 13-16, Competition and Coexistence: The Transatlantic
Dialogue, the 1987 Intelevent convention, International Telecom-
munications Union, Geneva, Switzerland. Information: Marianne
Berrigan, 202-857-4612.

Oct. 14-16, The Great International Celebration of Satellites in
Space, a conference to honor milestones in the development of
satellite technology and a look at the current state of the satellite
communications industry, Mayflower Hotel, Washington. Informa-
tion: Brian Bigalke, 800-722-9000.

Oct. 15, Cabletelevision Advertising Bureau local advertising
sales workshop, Sheraton Valley Forge, Philadelphia. information:
Detta Patterson, 212-751-7770.

Oct. 15-17, 1987 Northeast Area Conference sponsored by
the New York State District Chapter of American Women in
Radio and Television, featuring Matilda Cuomo, Dr. Joyce Broth-
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ers and Christine Craft, Albany Marriott, Albany, N.Y. Informa-
tion: Mary Dougherty, 518-436-4822.

Oct. 16-18, Minnesota Broadcasters Association annual fall
convention, Holiday Inn Downtown, Mankato, Minn. Information: Jo
Guck Bailey, 507-345-4646.

Oct. 16-20, MIPCOM, Palais des Festival, Cannes, France. Infor-
mation: Barney Bernhard, 212-967-7600.

Oct. 25-27, Operating in a Deregulated Market, the 1987
Women in Cable Management Seminar, Mayflower Hotel, Washing-
ton. Information: Kate Hampford, 202-737-3220, or Susan Cieslak,
703-378-3915.

Oct. 25-28, American Children’s Television Festival Ollie
Awards, Knickerbocker Hotel, Chicago. Information: Valentine
Kass, 312-390-8700.

Oct. 27, International Radio & Television Society newsmaker
luncheon featuring NBC President and Chief Executive Officer Ro-
bert Wright as guest speaker, Waldorf-Astoria Hotel, New York.
Information: Marilyn Ellis, 212-867-6650.

Oct. 27, D.C. Chapter of Women in Cable’s roast of John
Malone, president of Tele-Communications Inc., Mayflower Hotel,
Washington. Information: Lynn Levine, 202-872-9200.

Oct. 31-Nov. 4, Imaging in Sound—Today and Tomorrow, the
annual fall conference of the Society of Motion Picture and Televi-
sion Engineers, Los Angeles Convention Center, Los Angeles. In-
formation: John Varrasi, 914-761-1100.

November

Nov. 11-13, Television Bureau of Advertising annual member-
ship meeting, Atlanta Marriott, Atlanta. Information: Robert Grebe,
212-486-1111.

Nov. 13-15, Radio Sales University, a basic training course for
professional radio salespeople sponsored by the RAB, Hilton Inn,
Little Rock, Ark. Information: Tessa Rodriguez, 800-232-3131.

Nov. 13-15, Journalism Ethics, a conference co-sponsored by
the Foundation for American Communications and the Meadows
Foundation, Houstonian Hotel & Conference Center, Houston. In-
formation: Dale Ellen Shaps, 213-851-7372.

Nov. 19-21, Loyola Radio conference, Holiday Inn Mart Plaza,
Chicago. Information: Taylor O’'Malley, 312-670-3207.

Nov. 24, International Radio & Television Society Newsmaker
luncheon, Waldorf-Astoria, New York. Information: Marilyn Ellis,
212-867-6650.

December

Dec. 2-4, The Western Show, Anaheim Convention Center, An-
aheim, Calif. Information: Rhonda Gibson, 415-428-2225.

Dec. 9-12, Serving the Nation Through NUTN, the sixth annual
conference of the National University of Teleconference Network,
Washington Hilton, Washington. Information: Lin Friedman, 405-
624-5191.

Dec. 17, International Radio & Television Society Christmas
benefit, Waldorf-Astoria, New York. Information: Marilyn Ellis, 212-
867-6650.

January

Jan. 6-10, INTV, Century Plaza Hotel, Los Angeles. Information:
Sheila Jefferson, 202-887-1970.

Jan. 13, International Radio & Television Society Newsmaker
luncheon, Waldorf-Astoria, New York. Information: Marilyn Ellis,
212-867-6650.

Jan. 29-30, Technology in Transition, the 22nd annual televi-
sion conference of SMPTE, Opryland Hotel, Nashville. Information:
John Varrasi, 914-761-1100.

February

Feb. 4, International Radio & Television Society Newsmaker
luncheon, Waldorf-Astoria, New York. Information: Marilyn Ellis,
212-867-6650.
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