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More films set for color

CuLVER CrTY, CALIF—Turner Entertainment Co.,
which already has an $18 million deal to have 100
films colorized by Color Systems Technology, last
week signed a pact with American Film Technolo-
gies to have additional films colorized. The agree-
ment, which could be worth $14 million if options
to paint up to 49 films are exercised, initially calls
for AFT to colorize three films, ‘“Boom Town,”
“They Were Expendable” and “Catered Affair,”
with the first being delivered in April 1988. Prior
to signing the deal, Turner had contracted with
CST for all of its colorization.

HSN buys brokerage firm

NEw YorRK—Home Shopping Network has
bought a regional brokerage firm and a seat on the
New York Stock Exchange, in line with previously
announced plans to offer a range of financial ser-
vices. HSN officials could not be reached for com-

(Continued on Page 88)
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Q&A: rry Grbsman

Juggling journalism and cost concerns

By DIANE MERMIGAS

Senior reporter

Since becoming president of NBC News
three years ago, Larry Grossman has presided
over the ratings success of most of the divi-
sion’s regular programs.

However, the growing competitiveness of
“The NBC Nightly News” and ‘“Today” has
often been overshadowed by news of cost-cut-
ting.

In the last of a three-part series of inter-
views with the major network news presi-
dents, Mr. Grossman discusses the fine points

of juggling fiscal and journalistic responsibili-
ties.
An edited transcript follows:

EM: What new projects does NBC News
have in the works?

Mr. Grossman: We are doing a number of
pilots. One is for midday, daytime, and the
other is a 90-minute pilot for Sunday 6:30
p.m. to 8 p.m. Eastern Time that will air as a
special in April.

EM: That’s the new production that involves
(Continued on Page 32)

FCC OKs

‘indecent’
broadcasts

By DOUG HALONEN
Staff reporter

WASHINGTON—The Federal Communications Commis-
sion created a broadcasting ‘‘blue zone” last week,
allowing radio and TV stations to air unlimited indecent
programing after midnight.

In redefining its guidelines on indecent broadcasts,
the FCC essentially said that previously unacceptable
shock material will now pass muster, as long as it’s
aired in the early morning hours.

Yet the agency refused to provide broadcasters with
further guidance on how to determine what the agency
means by “indecent,” a shortcoming that broadcasters
say leaves them in the dark.

The decision met with criticism from groups opposed
to “shock” radio such as Morality in Media, which says
it’s considering taking legal action against the FCC for
exceeding its authority. It also said the FCC had
“pushed the pig into the parlor of millions” of American
homes.

The FCC ruling deals only with “indecent” program-
ing. Material so extreme that it would be judged ob-
scene under criminal law remains illegal regardless of
the time of day.

While the FCC is clear about the midnight starting
time, it doesn’t spell out what time of day broad-
casts would wander out of what the FCC calls a ‘“‘safe
harbor” for indecency.

According to Richard Bozzelli, one of the agency’s
indecency authorities, the FCC has not made that ex-
plicit. He did say that other rulings suggest that 6 a.m.
is the appropriate cutoff time.

“But you can’t say for sure,” Mr. Bozzelli said.

(Continued on Page 88)

NBC eyes 25 percent of TBS

New ‘Feud’ wins friends

CBS picked up the new “Family Feud”

By DIANE MERMIGAS

Senior reporter

NBC executives will meet with
Turner Broadcasting System offi-
cials today to discuss buying an es-
timated 25 percent interest in TBS
for $400 million, sources say.

The discussions will include pro-
posals that the two companies
jointly operate a proposed cable en-

tertainment network and that NBC
gain a cooperative arrangement
with CNN, sources close to both
companies say.

Another scenario being consid-
ered is a complete buyout of TBS by
NBC and the consortium of 28 mul-
tiple cable system operators who re-
cently bought into TBS.

Any such involvement by NBC
would mean a greatly diminished—

or completely eliminated—role for
Ted Turner in his TBS operation.

Mr. Turner’s stake in TBS was re-
duced to 51 percent earlier this year
when he sold a 37 percent interest to
the MSO consortium, in exchange
for $550 million to help bail the
company out of its debt.

TBS still faces some immediate
financial problems, including res-

(Continued on Page 88)

for its daytime line-up and NBC-owned
stations grabbed it for prime access.

15 years of HBO

A look at the history of Home Box
Office, the granddaddy of pay-cable
services.

NBA games for TNT

The NBA’s new contract with TBS
allows league games to be broadcast
on the new TNT channel.




ELEcTRONIC MEDIA November 30, 1987

T A B(C affiliates set out
o regain network fees

The FCC has created a broadcasting “blue zone” to allow
radio and TV stations to air unlimited indecent programing after mid-
night. But the FCC refused to provide broadcasters with further guid-
ance on what the agency means by “indecent.” (Page 1)

NBC and Turner Broadcasting officials are set to meet
today to discuss NBC buying a 25 percent interest in TBS for $400
million, sources say. (Page 1)

Larry Grossman, president of NBC News, presides over
a successful division, with “Today” and “The NBC Nightly News.” But
Mr. Grossman, who has been in his current post for three years, also
must contend with cutting costs. (Page 1)

Cable TV programing is now eligible to compete for
prime-time Emmy Awards. But the guidelines for qualifying, as they
now stand, are a bit confusing. (Page 3)

NBC won its 11th straight ratings sweeps, based on its
regular as well as special programing. CBS was a firm second, and ABC
finished a distant third. (Page 3)

Cable TV has passed the so0 percent penetration mark.
That encouraging news for the cable industry was released just in time
for this week’s Western Cable Show. (Page 3)

“West 57th” was harshly judged when it premiered in
1985, but now the show is being praised by critics and journalists for
its innovative techniques and solid reporting. The show is still search-
ing for viewers, however. (Page 3)

The radio-TV critic for the Columbus Dispatch has been
relieved of his duties after physically confronting a local radio person-
ality. (Page 2)

A Max Headroom impersonator broke into the signal
of two Chicago TV stations last week in the third major ‘‘Captain
Midnight”-style incident. (Page 4)

Showtime/The Movie Channel plans to step up the
number of exclusive made-for-cable movies it airs, according to Tony
Cox, chairman and chief executive officer. (Page 4)

HBO’s new Festival pay-cable service is drawing more
viewer interest, according to a report compiled from A.C. Nielsen Co.
diaries. (Page 4)

College football TV ratings appear to be staging a late-
season rally for ABC and CBS, but the overall numbers are still off
from last year. (Page 4)

In the first six months after cable rate deregulation, sub-
scriber rates for basic cable services rose 10.6 percent, while pay-cable
rates dropped 2.5 percent. (Page 4)

The new “Family Feud” will air on the CBS Television
Network in daytime starting in July 1988. CBS last week signed a deal
with Mark Goodson Productions for the revival of the game show.
(Page 6)

Dick Clark Media Archives, the largest collection of
rock music footage in the world, is aggressively marketing its archives
to clip-hungry producers. (Page 6)

New World Entertainment is looking for ways to tighten
its belt after posting a $6.4 million third-quarter loss. (Page 6)

One of the main topics at a recent seminar on TV syndica-
tion was cable’s growing potential as a vehicle for syndicated TV
shows. (Page 18)

Digital cartridge machine technology is getting ready to
enter the radio market. ITC/3M recently began field testing a prototype
and hopes to start selling a device next year. (Page 56)

Budweiser beer will advertise on Italian soccer broad-
casts carried on U.S. television outlets thanks to the efforts of a former
PBS station executive. (Page 64)

UPI has named Michael Freedman managing editor/broadcast
as part of a recent management overhaul. (Page 79)

A Senate proposal to tax sales of broadcast stations appears
to have commercial and non-commercial station representatives hag-
gling with each other. (Page 87)

By DIANE MERMIGAS

Senior reporter

ABC affiliates this week will ask the network to re-
store cash compensation payments that were eliminated
more than a year ago.

The network, in turn, will plead with affiliates not to
pre-empt its daytime and prime-time programing sched-
ule.

The pleas will be exchanged in annual closed-door
sessions this week between the ABC affiliate board and
Capital Cities/ABC executives in Hawaii.

From the affiliates’ point of view, ABC’s need to cut
compensation has dwindled as the network’s profits
have grown.

“The entire premise for why ABC believed the com-
pensation cuts were necessary no longer exists,” said a
member of the ABC affiliate board, who asked not to be
identified. “You can’t withhold comp and then ask for
full clearances and expect to get them.

“If a station loses anywhere from five to 10 percent of
its compensation, it’s got to make up the difference from
somewhere, and that’s usually by generating additional
revenues off some syndicated programs.”

As of early last week, ABC executives said they hadn’t
decided what their response would be to the affili-
ate request.

“That’s what we’re going out there to talk about,” said
George Newi, vice president in charge of affiliate rela-
tions for ABC. “I don’t know how this will be resolved,
or if it will entail partial or full restoration of compen-
sation.”

The issue of rescinding last year’s widespread com-
pensation cuts primarily affects ABC affiliates in the
top 100 markets.

At stake is about $3.5 million in compensation pay-
ments that ABC stopped making to the larger market
stations in mid-1986.

The cuts were made in payments for such sought-after

(Continued on Page 88)
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TV critic
ousted after
DJ faceoft

By RICHARD TEDESCO
Staff reporter

The Columbus Dispatch relieved
its television critic, David Jones, of
his duties after he physically con-
fronted a local radio personality.

Broadcasting sources in Co-
lumbus say the radio announcer,
David Ryan, co-host of “The Morn-
ing Zoo” on WNCI-FM in Co-
lumbus, made comments about Mr.
Jones’ wife on the radio.

The on-air comments followed a
letter criticizing Mr. Ryan’s morn-
ing drive show that appeared in Mr.
Jones’ column, according to Dick
Otte, managing editor of the Dis-
patch, who confirmed aspects of the
incident last week.

“There was a radio broadcast and
it dealt with Jones’ wife. That's a
fact,” Mr. Otte said. “There was a
meeting physically between Jones
and the two people (Mr. Ryan and
another WNCI radio personality).”

He said that confrontation
prompted the daily newspaper to
relieve Mr. Jones of his duties re-
porting on radio and television.

“If there’s that type of relation-
ship, that’s an untenable situation,”
Mr. Otte said.

The Dispatch announced its deci-
sion to relieve Mr. Jones of his
duties in a Nov. 21 article.

Mr. Ryan who does WNCI’s morn-
ing show with Tom Kelly and
Shawn Ireland, was unavailable for
comment last week.

Mr. Jones was also unavailable for
comment.

While the Dispatch did not fire
Mr. Jones, he has not yet been reas-
signed, Mr. Otte said.

Mr. Jones sent a letter of apology
to WNCI, said Dale Weber, the sta-
tion’s general manager, who de-
clined any other comment on the
events. “I'm not responding to
rumors,” he said.

Bill Richards, WNCI program
director, also declined comment on
the incident.

He described Mr. Ryan’s program
as ‘‘very topical,” but objected to
any implication that the show
maintains standards of questionable
taste.

“I wouldn’t say that it’s ‘blue
radio,” ”’ he said. “It’s not Howard
Stern. It’s not anything like that.” #

HBO, Tyson reach
$25 million fight deal

By RICHARD TEDESCO
Staff reporter

NEw YOrRK—In its biggest boxing deal ever, HBO has struck a $25
million agreement for six Mike Tyson fights that could include an
additional closed-circuit confrontation with Michael Spinks.

HBO has been hammering out details of the deal over the last sev-
eral weeks, according to Seth Abra-
ham, HBO senior vice president of
programing operations and sports.

Only minor contract details re-
main, said Bill Cayton, Mr. Tyson’s
co-manager.

Under terms of the Tyson pact,
HBO will have exclusive telecast
rights for six bouts between Mr.
Tyson, the World Boxing Council
and World Boxing Association
heavyweight champion, and a slate
of top heavyweight contenders
through early 1989.

HBO could also produce an op-
tional closed-circuit fight, probably
with Mr. Spinks as Mr. Tyson’s op-
ponent. The cable service would
have the delay rights to that fight.

HBO says it’s confident the long-
awaited Tyson-Spinks faceoff will
be part of the series.

That match should have been part
of this year’s HBO Heavyweight
Unification Series, but Mr. Spinks
bolted that tournament for a big-
ticket bout against Gerry Cooney.

A court battle ensued, leaving HBO and Mr. Tyson’s management
with bitter feelings toward Butch Lewis, Mr. Spinks’ manager.

Mr. Lewis’ role now appears to be the remaining stumbling block
to a match between Mr. Tyson and Mr. Spinks, widely viewed as the
top heavyweight contender.

“It is unlikely, but possible,” Mr. Cayton said of the chances for the
match in the current series.

He and partner Jim Jacobs will accept Mr. Lewis as Mr. Spinks’
manager, but not as co-promoter, a condition they believe will even-
tually be met.

“My feeling is that Michael Spinks could convince Butch Lewis
that the matter is money, not pride,” Mr. Cayton said.

Mr. Lewis could not be reached for comment last week.

With or without Mr. Spinks, HBO will start its new heavyweight
series with a match between Mr. Tyson and Larry Holmes on Jan. 22
in Atlantic City.

Subsequent Tyson fights in the deal will include a March fight
against one of the top five heavyweights to inaugurate the Tokyo
Dome. A June or July match in London’s Wembley Stadium against
Frank Bruno will follow.

Carl Williams, the U.S. Boxing Association heavyweight champion,
is likely to be among Mr. Tyson’s opponents, along with Tim Withers-
poon, Jose Ribalta, and Henry Tillman. Tyrell Biggs could also get a
return bout.#

MIKE TYSON
Deal includes six bouts

CORRECTION

A Who's News item on Page 34 of the Oct. 26 issue involving Larry Lan-
daker’s move to WEVU-TV in Fort Myers, Fla,, incorrectly identified the

station. He is the station manager and general sales manager. #
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Fight over exclusivity rules

expected

By ROBERT HOMAN
Staff reporter

WasHiNGTON—The battle between the
broadcasting and cable TV industries over
whether to reinstate syndicated exclusivity
rules is expected to remain heated well into
1988.

The Federal Communications Commission
isn’t expected to decide until sometime next
year whether to reimpose the rules, which it
had repealed in 1980.

The rules would require cable operators to
black out a syndicated show if a local TV sta-
tion has purchased the exclusive rights to that
program.

The cable industry is vigorously opposed to
new rules, while broadcasters and program
syndicators generally favor them.

In addition to FCC action, the issue likely

to heat up in ’88

will get more scrutiny by Congress next year.

Rep. Carlos Moorhead, R-Calif., who sits on
two House subcommittees with jurisdiction
over the matter, said he expects congressional
hearings to be held on syndicated exclusivity
next spring no matter what the FCC decides.

The cable industry says new rules would
virtually kill the carriage of distant TV sig-
nals, such as superstation WTBS, on cable.

But many broadcasters and program syndi~
cators are advocating new rules as a way to
ensure that local TV stations get the exclusive
program rights for which they are paying.

An FCC source said the commission still has
an open mind on the issue, and that it will be
several months before a decision is made. The
last round of public comments was received
by the commission in September.

One proponent of new rules, Preston Pad-

(Continued on Page 70)
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(Continued from Page 6)
den, president of the Association of Indepen-
dent Television Stations, said he believes the
FCC is treating the matter seriously and that
the inquiry is on a “normal track.”

But an opponent, Steve Effros, president of
the Community Antenna Television Associa-
tion, said the inquiry may take longer than
expected because the commission is now fac-
ing the full implications of reimposing the
rules.

“They had already made up their minds” to
reinstitute the rules, Mr. Effros said. ‘But now
they're having trouble writing rules that
would eliminate most independent TV pro-
graming in rural America.”

FCC Chairman Dennis Patrick has publicly
indicated that he supports some form of syn-
dicated exclusivity for broadcasters.

And both cable and broadcasting represen-
tatives here see Mr. Patrick as the key to the
rule’s future.

“It's a very important proceeding for Dennis
Patrick,” says Brenda Fox, NCTA general
counsel and vice president of special policy
projects.

Jeff Baumann, senior president and general
counsel of the National Association of Broad-
casters, adds, “1 would expect that he'd have a
very strong say in how the issue is resolved.”

In comments filed with the FCC earlier this

year, the NAB said the rules should be reim-
posed to protect local television stations from
duplicative programing imported on distant
signals.

The NAB also said the cost of syndicated
programing has “skyrocketed” since the rules
were repealed.

But the NCTA contends that cable sub-
scribers could lose a quarter of their pro-
graming from distant signal stations if the
rules are reinstated.

At INTV, Mr. Padden predicted that the
commission is going to “see the light” and
reinstitute the rules.

However, he said a decision could be de-
layed slightly if any new FCC commission-
ers need time to study the issue.

Cable and broadcasting representatives
agree that Congress isn't likely to take any
legislative action on syndicated exclusivity,
even though Capitol Hill is keeping an eye on
the matter.

Bruce Sokler, attorney for the Turner
Broadcasting System, owner of superstation
WTBS in Atlanta, said that in the end, the
FCC might issue rules that only apply to new
contracts.

Mr. Sokler added that the commission might
delay making a decision on syndicated exclu-
sivity until a federal appeals court rules on ¢
legal challenge to the must-carry rules.#
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Cable can compete for Emmy Awards

By WILLIAM MAHONEY
Staff reporter

BuURBANK, CALIF.—Cable TV programing is
now eligible to compete for prime-time Emmy
Awards, but the guidelines for qualifying have
left the industry in confusion.

However, at press time, cable officials said
it appeared that virtually all of the major
cable networks would qualify under eligibility
requirements released last week by the Acad-
emy of Television Arts & Sciences.

Despite the confusion, cable representatives
said they were pleased that their programing
would be eligible for the awards, which pre-

viously had been exclusively for the broad-
casting industry.

The confusion came over the wording of the
ATAS decision. It said: “Original prime-time
programing first exhibited over U.S. cable
networks which are available to more than 50
percent of U.S. homes—and individual
achievements within those programs—may
now compete for future prime-time Emmy
Awards in all current categories.”

ATAS officials, when pressed for clarifica-
tion last week, explained that in order to
qualify a service needs to be available—but
not subscribed to—in at least half of the
homes passed by cable.

Under the ruling, the actual amount of sub-
scribers a cable service has does not figure
into the ATAS’s eligibility requirements. Only
the availability of the service will be factored
in.
“We all admit that we have to work out the
eligibility qualifications,” said an ATAS offi-
cial, who asked not to be named.

The official said ATAS plans to meet with
cable industry officials sometime around the
first of the year to sort out the confusion in
time for the Emmy nominations process,
which begins in March.

“Until we get together, that confusion will
exist,” the official said.

Since no industrywide figures are kept to
distinguish which cable services are clearly
available in at least half of the homes passed
by cable, individual services were left scram-
bling last week to make sure they would qual-
ify.

“I know that they were trying to find a way
to let as many cable services in as possible,”
said Char Beales, executive director of the
National Academy of Cable Programming.

Ms. Beales said she hadn’t heard from any
cable services that feared they wouldn’t qual-
ify, but it may be too early to tell.

“I’'m quite confident that they were not

(Continued on Page 87)

third.

NBC wins
sweeps amid

complaints

By ADAM BUCKMAN
Staff reporter

NBC won its 11th consecutive ratings sweeps last week, while
CBS landed firmly in second place and ABC finished a distant

But the actual results of the November sweeps, which ended
Wednesday, Nov. 25, were overshadowed by complaints from
network researchers about people meters.

At CBS, Vice President of Marketing David Poltrack de-

Staff photo by Arnie Adler

The West 57th crew: (Back row, l.-to-r.) Ty West, Peter Michaelis, Beth Flanders, Nina Weinstein, Carol Rifkinson,
Tom Yellin, Crain Prediger, Eidra Gillman, Mary Noonan, Elise Waldo. (Seated) Selina Scott, Bob Sirott, Jane
Wallace, Meredith Vieira, John Ferrugia, Maureen Cashin, Andy Lack and Steve Kroft.

Coming of age
Crticism of “West 57th’ turns to praise

By DIANE MERMIGAS

Senior reporter

When it first premiered in 1985, no
one knew quite what to make of CBS’s
“West 57th.”

It was far too news-oriented to be
straight entertainment, but too slick to
be just another news show.

Purists at CBS sniped at the show
and its young correspondents, while
TV critics divided over the value of
using such sophisticated, fast-paced

techniques on a news broadcast.

Today, that controversy has virtually
disappeared. Critics and journalistic
colleagues now praise “West 57th” for
its innovative techniques and solid re-
porting.

And while the show still languishes
in the ratings, it has the public support
of CBS Chief Executive Officer
Lawrence Tisch and CBS News Presi-
dent Howard Stringer.

All it took, observers say, was a little
time and seasoning. “Most of the ini-

tial criticisms of the show have become
history,” says Tom Shales, TV critic for
the Washington Post. “I was one of its
first champions, and I think over time
T've been proven right.”

Adds Dan Ruth, TV critic for the
Chicago Sun-Times, “It’s one of those
rare shows that’s changed my mind.
When ‘West 57th’ first began it was
long on style and short on substance.
They’ve since evened up that equa-
tion.”

(Continued on Page 68)

manded that the two leading national people-meter companies
—AGB and A.C. Nielsen Co.—explain why ratings derived from
their two systems are so different.

Mr. Poltrack says he’s concerned about the ratings variations
because Nielsen’s CBS ratings are falling below the audience
guarantees that CBS made to advertisers during last spring’s
upfront market. The higher AGB ratings are closer to CBS’s
guarantees, he said.

Mr. Poltrack said he’s also alarmed by a sharp drop in the
networks’ share of the national TV audience. The three net-
works’ share of viewers fell to 69.9 percent from 75.2 percent in
November 1986, according to Nielsen.

In addition, the number of U.S. households using television,
or HUT levels, stood at 61.4 percent of U.S. households this past
month, a decline from 63.3 percent in November 1986.

Mr. Poltrack blamed the declines on the people meter.

“The difference between these two measurement systems rep-
resents hundreds of millions of dollars,” Mr. Poltrack said.

“We're going to challenge the ratings services to prove which
one’s right.”

CBS is the only network that subscribes to Nielsen and AGB.
So far this fall, CBS has had higher ratings under AGB’s sys-~
tem.

In the November sweeps from Oct. 29 through Nov. 22 (the
last day for which ratings were available at press time), Nielsen
gave NBC a 16.8 overall prime-time rating (percentage of TV
homes) and a 27 share (percentage of sets in use). CBS had
a 13.9/23 and ABC scored a 12.4/20.

On the AGB scoreboard, NBC had a 17.4/29, CBS a 14.8/25
and ABC an 11.8/20.

In Arbitron, NBC had a 16.6/27, CBS a 13.8/22 and ABC a
12.4/20.

If AGB and Nielsen can’t explain why their results differ, Mr.
Poltrack said CBS would conduct a coincidental study this win-
ter to determine whose ratings are closer to the truth.

(Continued on Page 87)

Cable passes S0% mark on eve of Western Show

By JANET STILSON
Staff reporter

NeEw York—News that cable TV passed the
50 percent penetration mark was released last
week, just in time for this week’s Western
Cable Show.

A.C. Nielsen Co. reported that as of No-
vember, 50.5 percent of all U.S. TV households
receive basic cable. That’s up from 48.1 per-
cent last November.

But with that milestone under their belts,
cable executives say they’ll be looking at more
pressing concerns during the convention in
Anaheim, Calif.

Western Show agenda, Page 42.

About 9,000 people are expected to attend
the Dec. 2-4 show.

Two of the convention’s hottest topics are
expected to be high-definition TV and fiber-
optic supplements to cable system wiring,
which together will take up four of the seven
technical sessions.

Meanwhile, Jerry Maglio, executive vice
president of marketing and programing for
multiple system operator Daniels & Associ-
ates, says he’ll be looking for more informa-

tion on pay-per-view.

The topic will be the focus of three sessions,
including QVP Publishing’s daylong PPV
symposium on Dec. 1.

The technology will also be the subject of
two sessions on Dec. 3: “Pay-Per-View: The
Pros’ Perspective,” moderated by Bill Me-
chanic, senior vice president of video for The
Disney Channel; and “Pay-Per-View: A Nuts
and Bolts Primer,” headed by Robert McRann,
senior vice president and general manager
of Cox Cable, San Diego.

Another hot topic, according to Neil Sulli-
van, fund vice president for Jones Intercable,
will be regulatory concerns.

“The copyright issue is driving everyone
crazy,” Mr. Sullivan says. “In some of our sys-
tems, 10 percent of the revenue is going to the
Copyright Tribunal.”

The convention’s keynote session, “The Fu-
ture of the Entertainment Marketplace,” will
take place Dec. 2.

Moderated by Burt Harris, president of
Harris Cable, the session will feature such
panelists as John Malone, president of Tele-
Communications Inc.; Frank Biondi, chief ex-
ecutive officer of Viacom International; and
John Agoglia, executive vice president of busi-
ness affairs at NBC-TV and NBC Produc-
tions.#
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Showtime
plans to do
more films

By JANET STILSON
Staff reporter

NEw York—Showtime/The Movie
Channel plans to step up the num-
ber of exclusive made-for-cable
movies it airs.

But any major changes likely will
be put on hold until its parent com-
pany, Viacom International, finds a
buyer to take a minority equity
stake in the pay services, according
to top executives.

In a recent interview, Tony Cox,
chairman and chief executive of
Showtime/The Movie Channel, said,
“I'd like to see us continue to ex-
pand in the two-hour made-for-
cable picture category.”

The services’ current policy of
premiering three or four TV movies
a year could climb to one a month
within the next two years, Mr. Cox
said.

That essentially would mirror
what the company’s chief pay com-
petitor, HBO, is aiming to do. HBO
is trying to run 12 made-for-cable
movies each year.

But during a press breakfast last
week, Frank Biondi, Viacom’s presi-
dent and chief executive officer,
said major changes at the networks
will be put on hold until early next
year, when the sale of a minority in-
terest is expected to be completed.

He said the new investors will
have a say over how the pay ser-
vices will be restructured.

It’s only been in the last two or
three weeks that Viacom has sat
down to discuss an equity sale with
potential buyers, said Sumner Red-
stone, the company’s chairman.

“Virtually every (major) motion
picture producer” has indicated an
interest in the pay services, Mr.
Redstone said.

However, Viacom's discussions on
the subject with Coca-Cola Co. have
been “put in abeyance,” said Mr.
Biondi, because of the proposed
merger of that company’s Enter-
tainment Business Sector with Tri-
Star Pictures.

Tele-Communications Inc. is still
a contender for a minority stake,
the executives said, although its
purchase would be in combination
with other companies.

Among other programing-related
plans are:

® Cross-pollination of Viacom di-
visions—notable in the recent an-
nouncement that Viacom Enter-

(Continued on Page 86)
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CBS earned a 12.9 overnight rating for the Nov. 21 Oklahoma-
Nebraska game, its highest rating of the 1987 college season.

College football
ratings rebound

By RICHARD TEDESCO
Staff reporter

New York—College football ratings appear to be staging a fourth-
quarter rally for the broadcast networks, but the numbers are still off
from last year.

CBS on Nov. 21 had its biggest ratings score of the college football
season with the matchup between the nation’s two top-ranked teams,
Oklahoma and Nebraska. The game earned a 12.9 rating (percentage
of TV homes) in A.C. Nielsen Co. overnight results.

That game followed CBS'’s telecast of the Penn State-Notre Dame
game, which drew an 8 rating.

“I think everyone feels that was the best week in college football in
a few years,” said Neal Pilson, CBS Sports president.

He said he expected strong enough ratings over the next few
weeks to restore most of the ratings ground CBS has lost since last
season.

(Continued on Page 87)

Authorities seek
industry’s latest
TV signal pirate

By ADAM BUCKMAN
Staff reporter

Broadcasters and fed-
eral investigators
weren’t at all amused
when a Max Headroom
impersonator broke into
the signal of two Chicago
TV stations last week.

In the third major
‘“‘Captain Midnight”’-
style incident, a signal
pirate wearing a Max
Headroom mask inter-
rupted the Nov. 22 news-
cast of WGN-TV, then
later ‘““mooned” viewers
on public station
WTTW-TV.

While the Federal
Communications Com-
mission searched for the
perpetrator, broadcas-
ters across the country
voiced concern about
such incidents.

“It's not funny at all,”
said Chuck Upton, direc-
tor of engineering for
WBBM-TV in Chicago.
*(Signal piracy) could be

used in a subversive A Max Headroom impersonator interrupted

way.”

two Chicago stations last week.

TV Station @I gin e T s

said there’s no way they can prevent
their signals from being hijacked.

“You can’t prepare for that,” said
Warren Farrar, chief engineer for
KDFW-TV in Dallas. ‘“The only
thing you can do is take action after
the fact.”

Added Gene Hill, director of en-
gineering for KSDK-TV in St.
Louis, “If they have the know-how
and the equipment, and they move
real fast, they can get away with
1t

But Mr. Hill believes that the Max
Headroom perpetrators will be
caught.

He and other engineers theorized
that investigators could trail the
signal pirates through equipment
manufacturers since the devices
necessary to override a station’s sig-
nal would be expensive and power-
ful.

Moreover, engineers said, there
are only a few people in a given
market who know how to use the
equipment.

An FCC spokeswoman refused to
reveal any details about the
agency’s investigation except to say
that signal interference “is a serious
matter.”

If caught, the perpetrator faces up
to a year in prison and a $10,000
fine.

Sources said the investigation is
focusing on companies or individu-
als in the Chicago area with access
to high-powered transmission
equipment and the know-how to use
it.

“It would have to have been
someone with sophisticated knowl-
edge of broadcast operations, with
access to the right equipment,” said
Robert Strutzel, director of engi-
neering for Tribune Co.’s indepen-
dent WGN-TV.

On WGN, the incident occurred
as a sports report was being read
on the station’s 9 p.m. newscast.

The WGN appearance lasted only
25 seconds as engineer Dave Jack

(Continued on Page 87)
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Festival gains viewer interest

By JANET STILSON

show, and a 13 percent rise in the number of
households giving it high satisfaction ratings.
But Jerry Maglio, executive vice president of

NEw YorRk—HBO's Festival pay-cable service
is drawing more viewer interest, according to a
recently released subscriber satisfaction sur-
vey.

Compiled from monthly A.C. Nielsen Co.
diaries, HBO’s information compares the Jan-
uary-July 1987 period with August 1987.

According to the report, 10 percent more
Festival households are tuning in to particular
programs on the service at least once during its
schedule of plays.

Festival also received 13 percent more high-
satisfaction ratings from subscribing house-
holds.

Similar increases were seen among Festival’s
targeted subscribers—those age 50 or older.

For this age group, there was a 12 percent
gain in households tuning in to a particular

marketing and programing at multiple system
operator Daniels & Associates, questions how
valuable the viewer satisfaction information is
to systems.

“It almost seems we're hearing them say, ‘We
may not be able to knock your socks off with
penetration numbers, but look what we're
doing in Festival homes,’ ” he says.

Festival’s viewer information is good news
for Neil Sullivan, fund vice president for Jones
Intercable.

“I’'m reasonably impressed with Festival's
performance on some Jones systems,” said Mr.
Sullivan. “It doesn’t work everywhere, but it is
an incremental business.”

After a testing period of about one year, Fes-
tival was launched last May. It has more than
30,000 subscribers.#

By DOUG HALONEN
Staff reporter

WASHINGTON—Subscriber rates for basic
cable TV services rose 10.6 percent, while
pay-cable rates dropped 2.5 percent dur-
ing the first six months of cable rate dere-
gulation.

Those are the results of a National Cable
Television Association study, released last
week, about the effect of deregulation that
began at the end of 1986.

NCTA officials regarded the study as
a sign that rates for basic cable services
are going up less dramatically than crit-
ics of deregulation have supposed.

Overall, the study says, the average
cable subscriber’s monthly bill went up
6.7 percent by last June.

Basic rates up, pay down
since cable deregulation

The NCTA report, based on responses
from 598 cable systems, also says the rate
at which customers have terminated their
subscriptions to cable has gone down
slightly since deregulation.

Recent critics of cable didn’t have any
immediate reaction to the study. Spokes-
men for the National League of Cities,
Motion Picture Association of America
and Association of Independent Television
Stations declined to comment.

In the instructions to its questionnaire,
the NCTA said it would use the informa-
tion collected to “explain to Congress and
others in Washington how deregulation
has been proceeding and to otherwise best
represent the cable industry.”The rate
deregulation was provided for in the Cable
Communications Policy Act of 1984.#

Photo courtesy WBBM-TV
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Dick Clark
rolls with
rock clips

By WILLIAM MAHONEY
Staff reporter

BuURBANK, CALIF—Shuttled back 25 years in time
to 1960, a character in “Peggy Sue Got Married”
sees Dick Clark on a TV set and exclaims, “Look at
that man, he never ages.”

Behind what made for a cute scene in that recent
theatrical film is a potential gold mine that may
explain why the music show host has little reason
to get gray hairs.

That clip was licensed from the Dick Clark
Media Archives, the largest collection of rock
music footage in the world, for about $10,000 by
Tri-Star Pictures.

Mr. Clark, who turns 58 today, is now aggressi-
vely marketing his archives, which house 20,000
musical performances spanning more than 30
years, to clip-hungry producers of films, entertain-
ment programs, music videos, news shows, docu-
mentaries and commercials.

Licensing a clip from the collection can cost from
a minimum charge of $1,000 for use of a minute
or less to $10,000 per minute for licensing full
rights.

The footage that makes up the archives was col-
lected from ‘‘American Bandstand,” which Mr.
Clark hosted on ABC from 1956 to 1986 and now
hosts in syndication; ‘“The Dick Clark Saturday
Night Show”; “The Record Years'; “Where the
Action Is”; “New Year's Rockin’ Eve’’; “The
American Music Awards”’; ‘“In Concert”; and other
programs.

Parent company Dick Clark Productions recently
completed a four-year project of compiling a com-
puter catalog of the library’s contents to help make
it more marketable. The company recently sent out
10,000 brochures to potential customers.

Jeff Kopp, operations manager of the archives,
says the company is now able to provide customers
with clips faster than it could before, including
next-day service when necessary.

Regular customers in the TV industry include
Paramount’s syndicated “Entertainment Tonight,”
NBC'’s ‘“Today,” ABC News and ABC’s ‘“Good
Morning America.”

Producers of four other recent theatrical films—
“La Bamba,” “Down and Out in Beverly Hills,”
“Stand by Me” and “Back to the Beach”—also li-
censed clips from the archives.

Filling orders faster also means more revenue for
the division, which has doubled its revenue each
year for the past three years, Mr. Kopp said. Al-
though he wouldn’t discuss specific dollar
amounts, he said revenues will likely double again
next year.

Classic recording artists whose performances are
preserved include The Beach Boys, Little Richard,
The Beatles, Chuck Berry, Buddy Holly & The
Crickets and The Rolling Stones.

(Continued on Page 70)

.--
Bsa Bal BNPR B &
[ ] S A0 R B HER

CBS signs ‘Family Feud’
in effort to bolster daytime

By MARIANNE PASKOWSKI
New York bureau chief

New York—The CBS Television Net-
work last week signed a deal to air the new
“Family Feud” as part of an effort to re-
capture the daytime ratings crown.

CBS plans to place the Mark Goodson
Productions game show in a daytime slot
beginning next July.

The acquisition of “Family Feud” is part
of CBS’s strategy to recapture the first-
place daytime crown from ABC, said Mi-
chael Brockman, vice president of daytime,
children’s and late-night programing for
CBS Entertainment.

Word of the CBS deal followed news that
LBS Communications, the distributor of
the series, reached an agreement with the
NBC owned-and-operated stations to air
the syndicated version starting next Sep-
tember.

LBS also announced last week that
WCAU-TV, the CBS owned-and-operated
station in Philadelphia, had picked up
“Feud” as well.

CBS’s Mr. Brockman said that in addi-
tion to “Family Feud,” CBS would pre-
miere another new daytime game show,

“Blackout,” this January. The game show
features celebrities solving a word puzzle.

Mr. Brockman said daytime clearances
at all three networks are suffering because
affiliates are “overloaded with alternative
game shows in syndication.”

If the network can supply strong game
shows to affiliates, they will be less likely
to pre-empt with a syndicated show, he
said.

Although CBS has not yet determined
“Feud’s” exact time slot, it’s likely that the
show will air in the morning, possibly re-
placing “Card Sharks,” he said.

Mr. Brockman also said he hoped that
“Family Feud” would be further strength-
ened by its simultaneous run in syndica-
tion.

“I would have preferred that the CBS
0&0’s, instead of the NBC 0&o’s, picked up
the show, but it won’t be a deterrent,” he
said.

“Family Feud” is the only new game
show for 1988 that will have exposure on
both a network and in syndication, accord-
ing to Alan Bennett, president of market-
ing -..a distribution for LBS Communica-
Jons, .

“Wheel of Fortune” and “Win, Lose or

Draw” are the only two current games
shows running both on a network and in
syndication.

Last summer, LBS announced that it had
landed syndication rights to the new ver-
sion of “Family Feud.”

LBS reportedly paid $20 million for the
rights.

The syndicated version is available on a
cash-plus-barter basis and will be stripped
for early fringe and prime-access time pe-
riods.

Sources said that NBC marketed the
syndicated version of “Family Feud” to the
NBC o&o’s by offering three price pack-
ages based on whether the program would
air in early fringe, prime access or late
night.

Mr. Bennet said LBS was offering two
price packages, for early fringe and access,
and not for late night.

The all new “Family Feud” will feature
the same format of the popular original
version, which had an eight-year run in
syndication, from the fall of 1977 to the
summer of 1985.

The original was hosted by Richard
Dawson; the new show stars comedian Ray
Combs.#

New World laying oft
staff 1n wake of losses

By WILLIAM MAHONEY
Staff reporter

Los ANGELEs-—New World Entertain-
ment last week announced it is laying off at
least 5 percent of its workforce in the wake
of third-quarter losses.

More than 40 people, mainly in lower
level positions, are being cut from the work
force of about 850 at the company head-
quarters here, a spokesman said.

New World blamed changing economic
conditions, including the stock market
crash in October, for the cutbacks in its
staff.

Also, the spokesman said the company
decided not to go ahead with some planned
deals with independent television pro-

ducers.

New World Entertainment recently
posted a third-quarter loss of $6.4 million
for the period ended Sept. 30, compared to
a net gain of $1.9 million in the same period
a year ago.

For the nine months ended Sept. 30, New
World’s net income was $617,000, down
from the $6 million in income the company
had for the same period last year.

New World Television’s “Once a Hero”
was canceled quickly by ABC this season,
and its “Rag to Riches” on NBC is said to
be in danger.

The company produces three other shows
that are currently airing: “Tour of Duty”
on CBS, “Sledge Hammer!” on ABC and
NBC'’s “Crime Story.” #
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CBS will bid on *92 Olympics

CBS Sports hasn’t produced the Olympics since
1960, but the network will be a bidder on the
rights in 1992. “We’ll be there, and we expect to be
very competitive,” says Neal Pilson, president of
CBS Sports. CBS could have had the Seoul games,
according to Mr. Pilson, who says the network
backed out of the high-ticket Calgary bidding. But
with the time difference in the European-based
1992 games, he expects lower rights fees. And, like
ABC Sports, he says cable TV could be a factor,
further lowering the cost to a network bidder.

* %k X

A cable network could also be included in the
next Major League Baseball TV package with an
Inter-league Thursday Night Game of the
Week. Seth Abraham, HBO senior vice president
of programing and sports, reports recent conver-
sations with baseball executives on the subject.
In fact, Mr. Abraham predicts ABC will balk at
renewing its prime-time package. Dennis Swan-
son, president of ABC Sports, has said he wants
to stay in the baseball business and questions
whether Major League Baseball would want more
baseball on cable, considering superstation cover-
age. Bryan Burns, baseball’s executive vice presi-
dent of broadcasting, downplays an inter-league
cable game of the week as an old idea and not a
hot one for the 1990 contract talks at the moment.

* % %

Insiders say MTYV is expected to sign an agree-
ment this week to launch a music video service on the Japa-
nese network Tokyo Broadcasting System in a wee-hour,
weekday time block. The pact follows the Japanese network’s
agreement earlier this year to air “The CBS Evening News
With Dan Rather” after regularly scheduled programing,
around midnight.

* ¥k %
A hot ticket this February could be a pass to the 15th
anniversary celebration of “The King Biscuit Flower
Hour,” a weekly radio show that has showcased virtually

Tribute to Dar Robinson,” had an ulterior mo-
tive. The tribute to Mr. Robinson, a 39-year-old
stuntman who died in a freak motorcycle accident

The death of stuntman Dar Robinson is still under investigation.

every major rock act of the last 15 years in live performance.
Although he hasn’t decided yet how to celebrate the mile-
stone, the show’s creator and syndicator, Bob Meyrowitz, of
New York-based DIR Broadcasting, is leaning toward an
all-star rock party in New York attended by some of the
artists whose careers were boosted by “The Biscuit.” They
include the Rolling Stones, the Who, Bruce Springsteen, the
Police and U-2.

last year during a movie stunt, was also meant to
call attention to safety standards in Hollywood.
Gary Benz, the special’s executive producer and
Mr. Robinson’s partner, wants the industry to take
steps to protect stuntmen. Although preliminary
investigations by the Screen Actors Guild showed
that proper guidelines were followed on the set at
the time of Mr. Robinson’s death, Mr. Benz said
that the matter wasn’t settled yet. Lawyers for Mr.
Robinson’s estate continue to investigate the acci-
dent.
* ¥ %

The FCC was planning to reject an effort to pro-
tect AM stereo systems last week, partly on the
rationale that the marketplace is already working
to establish Motorola’s system as the standard. But
FCC Chairman Dennis Patrick postponed action
on the matter to allow the commission to give it
further consideration.

* kX

A former stint as a policeman came in handy for
Gary Worth, president and chief executive officer
of WesternWorld Television. He led a sting op-
eration on what he alleges is a counterfeit video
software distributor. A subsequent seizure against
Los Angeles-based El-De Video Distributors has
led Mr. Worth to documentation of more than
5,000 allegedly counterfeited tapes, worth $180,000 to Wes-
ternWorld, and records that implicate other videocassette
distributors.

* kX
And finally, The Insider extends get-well wishes to Peter
Hansen, vice president of programing for the Arts & Enter-
tainment Cable Network. Mr. Hansen is listed in serious
condition at a New York hospital following an acci-

Tonight’s ABC special, “The Ultimate Stuntman: A

* %k %k dent.#

—Written by Marianne Paskowski from bureau reports

ABC Sports is preparing for its broadcast of the 1988 Winter Olympics from
Calgary, Alberta. Here an ABC camera is transported to an Olympic venue.

ABC Olympic press tour
a cost-conscious affair

By RICHARD TEDESCO
Staff reporter

CALGARY, ALBERTA—Calgary’s first snowstorm of
the year struck during a recent Monday morning
rush hour, just as the ABC Winter Olympics press
tour hit the road.

As acts of God go, it was a piece of timing even
Roone Arledge could admire.

“You guys are lucky,” the ABC Sports and News
group president told reporters at dinner that night.

“This is the first time I’ve seen it snow in Calgary.”

* k %

It was Nov. 16, the first day of the three-day Cal-
gary press tour, arranged by ABC Sports to generate
pre-Winter Olympics publicity.

And unlike the old days of lavish spending, this was
a modern, cost-conscious affair from start to finish.

When the network began running Olympic press
tours, starting in Munich in 1972, ABC picked up the
whole tab—air fare, food, hotels, everything—for at-
tending journalists. Needless to say, that came to a
grinding halt a few years ago.

“It was just time to do that,” said Dick Connelly,
vice president of public relations for the ABC Net-
work Group, of the change in spending.

“{When we switched), journalists from three-quar-
ters of the publications were paying their own ex-
penses, anyway.”

This time around, ABC spent about $40,000 on
meals and local transportation for the Calgary trip.
Reporters had to pay for their own air fare and lodg-
ing—but 41 correspondents showed up anyway.

X x X

The first stop on the tour was what the Canadian
press calls “Mickey Mouse Mountain”—the Mount
Allan site of Nakiska, the venue slated for the Alpine
skiing.

“It’s valid,” venue manager Mike Collins said of the
criticism, as three-dozen journalists gathered around
gulping coffee.

Last year’s Olympic trials had to be delayed, due to
gale-force winds and slushy puddles that shut down
the mountain for several days.

“But,” Mr. Collins added, “$25 million has been
spent on developing a man-made snow-making fa-
cility.”

In fact, at the right temperature, 343 trail-side hy-

drants and seven pumps at Nakiska can transform
5,000 gallons of water into snow each
minute—enough to fill one Olympic-size pool every
20 minutes.

x x ok

When ABC Sports sets up its 60 microphone posi-
tions on the Nakiska course for the Feb. 13-to-28
Olympics, one of the sounds viewers won’t hear will
be bleating.

The course, which falls in the mid to upper range of
difficulty for skiers, was home to 200 big-horned
sheep—an obstacle at any range of difficulty.

But the skiers weren’t the main concern in this
matter.

The sheep were relocated from their natural habitat
near the start of the downhill course so they wouldn’t
be traumatized by Olympics activity, Mr. Collins
said.

“They're very friendly,” he said. “We could have
induced a stress on them.”

Speaking of stress, Mr. Collins also assured report-
ers that the avalanche warning light next to the
trail map is mainly a precaution. Last winter’s 64
avalanches, he explained, were nearly all confined to
the top of the mountain.

* % *

Back on the bus, we headed for the Nordic events
venue at nearby Canmore.

After an orientation that included a brief course in
the biathlon, reporters got a chance to take shots at
real targets with a genuine biathlon rifle firing real
bullets.

Nobody hit the mark, including ABC Sports Presi-
dent and ex-Marine Dennis Swanson, who took two
turns. (However, he did come closer with his second
shot.)

x x *

The dinner show that night was out of the ordinary:
We were ushered out to a horse farm called Spruce
Meadows, where cocktails were followed by a horse-
jumping demonstration narrated by our host, Ron
Southern.

The next day, on the way into the ABC Olympics
broadcast center, we found out why we watched
horse-jumping: The name of Mr. Southern’s trailer-
leasing company, ATCO, was on the ABC trailers.

“You want to know why we had the horse show last

(Continued on Page 86)
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Three views on the news

Though each network news division has its own
style and personality, it’s apparent that they all
share the same background problems.

As described by the three news presidents in the
series of ELECTRONIC MEDIA interviews that concludes
in this week’s issue, each news division has found
itself fighting the same battles over efficiency and
cutbacks and wavering morale.

To be sure, each news department has its own pe-
culiar trials to deal with.

At CBS, Howard Stringer keeps a close eye with
the public pressures and scrutiny bearing down on
Dan Rather and works to bring his new morning
show and prime-time news magazine to fruition.

At ABC, Roone Arledge seeks a way to keep Ted
Koppel in the anchor chair on “Nightline’”’ and
watches closely to see how “20/20” does in the new
time slot that the news division didn’t want.

And at NBC, Larry Grossman copes with the af-
tereffects of the long NABET strike and the sudden
drop of “The NBC Nightly News” from first place to
second because of the switch to people-meter ratings

But behind these differences, all three are operat-
ing against the same hard-business-oriented back-
ground environment: cut the fat; maximize re-
sources; operate efficiently.

Nothing brings that home more clearly than their
discussion of 1988 election coverage plans. They
make no bones about the need to set priorities in
their coverage; no longer will every candidate have a
reporter assigned around-the-clock.

It’'ll be zone coverage, not man-to-man, and then
when the networks get to the conventions they’ll go
in lean, with no unnecessary frills or luxuries.

None of this is pleasant news for the news division
staffs, and it’s no wonder that morale is a problem at
all three networks.

Nonetheless, that’s the new operating environment
for news. And as we’ve said before, the executives
who will thrive are the ones who can best balance the
needs of journalism with the needs of business.

And for all its troubles, the work can’t be all bad.
That was the other point all three news presidents
agreed on: They called it the best job in broadcast-

-lectronic
edia

technology.

ing.#

LETTERS TO THE EDITOR

Network bureaucrats
must be open-minded

The decline in network ratings and
shares detailed in your Nov. 9 issue is an
advisory to network programers and to the
chief executive officers to whom they re-
port that the current schedules of all three
networks are very vulnerable to all ele-
ments of the media.

NBC seems to be the one network that is
publicly admitting to the problem and tak-
ing some steps to correct what could grow
into a real crisis next year if left unre-
solved.

For far too long the networks have ig-
nored summer audiences. The Caucus for
Producers, Writers and Directors as long
ago as 1974 called upon the networks to
schedule more original programing in
every time period throughout a 52-week
period. Had they heeded our call, their
present situation might not be so perilous.

Brandon Tartikoff was quoted in your
article as believing that the decline in rat-
ings is “attributable to the fact that there
is not one blockbuster hit on the three net-
works” among the new starters. True. But
why not hits?

And why are the networks rushing to
renew so many of these ‘“non-hit” shows?
Are their backup shows perceived to be in-
adequate already?

There are other reasons for the decline
besides a failure of top network judgment,
notably the still-heavy reliance on testing
and research.

The caucus has always opposed the
heavy reliance programers place on such
testing, believing that it leads to a “de-

monstrated decrease in overall programing
innovation, diversity and quality” to quote
another caucus objective.

A second factor is showmanship. There
simply are too many derivative programs.

What the networks need are new ideas,
ideas that do not fit into yesterday’s mold.
And they need those ideas before they
commit to hiring producer/writers hoping
that along with proven skills of execution
will come ideas of merit.

There are a lot of producers and writers
and directors around who can do fine work
—the trick is to do that fine work on an
idea of singular merit. Great ideas and tre-
mendous skill at executing ideas do not al-
ways reside in the same body.

The decline of popularity among net-
work programs may also be a result of net-
work programers confining creative work
to too few people.

These people make up the networks’ so-
called “white lists.” Those lists, whose very
existence is denied, contain only a handful
of names compared to the legion of creative
people eager to participate.

Is there a black list in network televi-
sion? Of course not. But is there a white
list? The Producers Guild thinks so; the
Writer Guild thinks so; the caucus thinks
s0; the Casting Society of America thinks
so.

One way for the networks to prove that
no such approved lists exist is for them to
open up the business to those who are den-
ied entrance—more women, more minority
creative people, more of the 40-plus in
years. The major effort of network pro-
gramers should be to listen to anyone, to
everyone, with ideas, not on deals; on
ideas, not on packages; on ideas, not on
inside connections.

And the listening should be from those

on top listening to the many who have pas-
sion and conviction about their ideas, in
short to the originators of the ideas, not
through the interpretations offered by net-
work bureaucrats to their chiefs.

And another way to prove that white
lists are fiction is for the networks to stop
demanding approvals over everyone who
works in television. It’s time for them to
place their confidence in the producers—
men and women who became producers
because of their creative and organiza-
tional skills.

Do network approvals of every writer,
every director, every actor, every cinema-
tographer, every casting director, every
editor, every composer assure quality, let
alone hits? Not from the network record
based on ratings.

The handful of network executives who
must pass upon the talents of hundreds of
producers is one of the reasons for the lack
of diversity and quality of much of televi-
sion. Let producers produce, and if they
fail, replace them.

(This is not to deny that network officials
can and do make viable suggestions with
respect to ideas and talent; producers
should welcome suggestions from any
quarter.)

The very face of network television could
be changed if the business is opened up.
Take away self-imposed restrictions, old
habits; search for great ideas, alternative
ideas and then commission able producers
to provide the execution with teams they
select. It all could make a difference. For
the better. To stand pat is to invite even-
tual collapse.

David Levy
president

Wilshire Productions
Beverly Hills, Calif.
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can't waste the viewers’ time
with old news; it must
enlighten viewers with fresh
information.”

Ken
Rees
What should cccton bt
C) creative
CBS do with i
“«CBS This i
Moming” to L A : ¥
. “The new CBS morning show  “The viewers look for stability,
make it needs to take the moming and they want to see stability
H I, information block seriously, to  in the 7 a.m. to 9 a.m. period.
competitive? present information in a CBS has made a lot of

well-written, well-paced style. It changes, and we've been

patient so far. But as soon as
the viewers get comfortable,
the network seems to change
the format and the
personalities again.”

“The new morning show has
to, without a doubt, rely on the
strength of CBS News. To
compete against ABC or NBC
on a ‘personality’ basis won't
work. In my view, the more
hard news, the better. You
may not get the highest
ratings, but you'll have very
loyal viewers.”
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Other producers are turning
avorite family games into TV shows-
why the Trivial Pursuit game?

« Trivial Pursuit and the Trivial Pursust logo are regstered trademarks of Horn Abbot Ltd.







A: BECAUSE

GAME
IS A PROVEN
PHENOMENON.

¢ 30 million board games have been sold to date.

e 1/3 of all U.S. households have a Trivial Pursuit
board game.

e Over 100 million people have played the Trivial
Pursuit game in just 5 years.

And millions more know the Trivial Pursuit name. The title
itself evokes excitement, fun and immediate recognition.

The Trivial Pursuit game is THE adult board game of the
Eighties played by both men and women. This dual appeal
provides a unique opportunity for a new television strip to
build upon.

AVAILABLE SEPTEMBER 1988

4% WORLDVISION
- / ENTERPRISES INC.

The World’s Leading Distributor for Independent Television Producers

New York, Los Angeles. Chicago. Atlanta, London, Paris. Tokyo. Sydney. Toronto, Rio de Janeiro, Munich, Rome

=) Trivial Pursuit and the Trivial Pursuit 1ogo are registered trademarks of Horn Abbot Ltd 1987 WORLDVISION ENTERPRISES, INC







NEWS BEAR.

\ HANNA-BARBERAS

oo ITHE YOGI BEAR
ii SHOW

“SMARTER THAN THE AVERAGE BUY”"

It's all Yogi in a half-hour strip package
including the original classic cartoons.

Yogi the “smarter than average bear”
who is universally loved will make friends
and influence ratings for your station.

3 Available Fall 1988
65 Half Hours

ﬁ ADVERTISER SUPPORTED PROGRAMMING

> WORLDVISION
ENTERPRISES INC.

The World’s Leading Distributor for Independent Television Producers

New York. Los Angeles. Chicage. Atlanda. London, Paris. Tokyo. Sydney Teronto, Fio de Janeiro. Munich. Rome
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e CHEERUP
® SNORKS
ARE COMING

FROM
HﬂNNG-Bﬁ:IBERB. '

Here come some of the most captivating characters

in all of animation from the people who brought
/ you the beloved Smurfs”

A world filled with Snorks™ would be a better place to
live. Help improve the world—program the Snorks!"

Available Fall 1988. 65 half-hours.

ADVERTISER SUPPORTED PROGRAMMING

WORLDVISION
ENTERPRISES INC.

The World’s Leading Distributor
for Independent Television Producers

New York, Los Angeles, Chicago. Atlanta, London, Pa“is, Tokyo,
Sydney. Torontc, Rio de Janeiro Munich, Romre

¢ 1985 Hanna-Barbera Productions Inc. and SEFP, S.A.
World Radio History °
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Based on encouraging results
from the October ratings period,
Paramount Pictures last week
renewed “Star Trek: The Next Gen-
eration” for a second season. Para-
mount says the first-run syndicated
series, which premiered in Septem-
ber, increased its time-period deli-
very in the 24 markets measured by
A.C. Nielsen Co. from the same time
last year by an average of 200 per-
cent to 700 percent in each demo-
graphic category, with the largest
gains coming in men 18 to 49 and
men 25 to 54. The average rating in
those markets improved 133 percent
in October, Paramount said, and the
average share was up 114 percent.

Worldvision Enterprises will
distribute 65 half-hours of
“Snorks,” an animated children’s
strip produced by Hanna-Barbera
Productions, creators of the
“Smurfs.” The all-barter package is
available for September 1988.

New World Television an-
nounced four new syndicated offer-
ings available in the fall of 1988:
“New World Two,” a package of 18
theatrical movies; ‘“Marvel Uni-
verse,” a series of 65 animated half-
hours; “What Should I Do?”’ a new
reality, half-hour daytime strip se-
ries hosted by Helen Gurley Brown,
editor of Cosmopolitan magazine;
and ‘“‘Zorro,”” a new live-action
weekly half-hour adventure series
developed for prime access.

Select Media Communications
will distribute a series of “World
Class Women" vignettes, focusing
on the female American athletes of
the 1988 Winter Olympics in Cal-
gary, Alberta, Canada, and the 1988
Summer Olympics in Seoul, South
Korea. The series consists of 100 30-

“Sally Jessy Raphael” will soon be available in a one-h

- s

our format as well as its current half-hour strip,

||

Multimedia Entertainment has announced. Ms. Raphael is shown above conducting a program on racism.

second inserts, available to stations
on a cash basis. Detroit’s WXYZ-TV
has already cleared the vignettes.

Orbis Communications will dis-
tribute two new shaws for fall 1988:
“Love Court” and “Public People/
Private Lives.” ‘‘Love Court” is a
blend of courtroom shows, comedy
and love programs. The half-hour
weekday strip, produced by Saban
Productions, is offered on a cash-
plus-barter basis. “Public People/
Private Lives” is a one-hour weekly
program hosted by Sarah Purcell.
The program, which will profile the
personal side of celebrities, is a joint
venture of Kelly Entertainment and
Orbis Communications, in associa-
tion with Four Point Entertainment
and SJP Productions. The program

THE NEW NEIGHBOR ON THE
DAYTIME BLOCK WHO USES
HUMOR TO TACKLE LIFE’S

PROBLEMS.

4s ey )
& 5

[

EARL GREENBURG PRC

“When my 90
year old aunt
¥ died, her
request was

that she have

no male

A pallbearers.
}JShe said, ‘‘The

' rats wouldn’t
take me out
when I was
alive . . . and
they’re not
takin’ me out
when I'm
dead!’’

>

T \S‘be so serious.

PORT SHOW

ONY GOLD:
90069-2109  213/652-8720

@ 1987 Harmony Gold. All Rights Reserved.

will be offered on a barter basis.

Dow Jones and Co.’s Wall Street
Journal Television will produce
and syndicate its first broadcast
special, “The Annual Report: 1987.”
The half-hour special, designed for
prime access, will be available Dec.
15 on a cash-and-barter basis.
“Wall Street Journal Report” an-
chorweman Consuelo Mack will
host a look back at the tumultuous
1987 business year.

The pilot for “Body by Jake,” a
new first-run program from The
Samuel Goldwyn Co., has been
completed. The daily half-hour
health and fitness show stars Jake
Steinfeld, a trainer who has advised
Michael J. Fox, Harrison Ford and

Morgan Fairchild, among others.
The show, which will be offered on
a barter basis, is designed to run in
the morning.

Republic Pictures Domestic
Television has now cleared the co-
lorized version of ‘“The Bells of St.
Mary’s” on 80 stations covering 70
percent of the country. The 1945
film, which stars Ingrid Bergman
and Bing Crosby, is being sold on a
barter basis for a Christmas season
premiere.

Los Angeles-based Samuel
Goldwyn Television, which re-
cently opened a new Chicago office,
plans to expand its sales staff in two
other cities. Dick Askin, president
of television distribution for SGT,

says the company will open an At-
lanta office and plans to bolster its
sales staff in its New York office.

‘“Return to the Titanic
... Live,” the two-hour live spe-
cial that aired in syndication on Oct.
28, posted a national rating of 25.7,
according to A.C. Nielsen Co. The
special was produced by LBS Com-
munications, in association with
Westgate Productions.

Peregrine Film Distribution is
producing a pilot of ‘“Fabulous
Footlight Follies,” a half-hour chil-
dren’s show targeted for early
fringe. The series, scheduled for fall
1988, will provide vaudeville-type
entertainment for children. To-
gether Again Productions will pro-
duce the pilot, which will be com-
pleted in January. Peregrine plans
to order 65 episodes on a cash-plus-
barter basis.

Multimedia Entertainment an-
nounced that “Sally Jessy Raphael,”
the nationally syndicated talk show,
will be available in a one-hour for-
mat as well as its current half-hour
strip. The show, in its fifth season, is
seen in more than 100 markets. The
one-hour version will be available
in January 1988.

Former “M*A*S*H” star Loretta
Swit will star in a one-hour TV spe-
cial, “Korea: The Forgotten War,”
which will be syndicated nationally
by Orbis Communications. The
special is designed to coincide with
the 35th anniversary of the end of
the Korean War and will premiere
in May 1988. Arnold Shapiro Pro-
ductions will produce the special.
The program is being underwritten
by USAA, a financial services com~
pany for military officers.#

Program syndication seminar
focuses on cable’s importance

By WILLIAM MAHONEY
Staff reporter

BEVERLY HILLS, CALIF.—Cable’s growing potential as a
vehicle for syndicated TV programing was one of the
main topics of discussion during a recent seminar here
on the syndication business.

At a “TV Program Syndication” seminar by Paul
Kagan Associates on Nov. 17, talk of USA Cable Net-
work’s recent deal to carry MCA Inc.’s syndicated
“Miami Vice” pervaded much of the session.

Participants acknowledged that cable is more on a par
with the broadcast networks from Madison Avenue’s
point of view now that it has crossed the 50 percent
penetration threshhold.

“As the network ratings have come down, cable’s have
gone up,” noted Larry Gerbrandt, a consultant and ana-
lyst for Paul Kagan. “We're getting to a point where
with cable, relative to some of the networks’ ratings, the
gap is not nearly as wide as it was two or three years
ago.”

Some participants maintained that “Miami Vice” only
went to USA because the show wasn’t viable in syndica-
tion. But others said the deal sends a signal that cable
networks will continue to become bigger players in pro-
graming deals.

Another major topic of concern at the seminar was
finding ways to lower program production costs to cope
with the environment in the syndication market.

Michael Dubelko, president of Stephen J. Cannell
Studios, assailed the broadcast networks’ refusal to
raise license fees to cover the cost of making programs.

He said the license-fee limits have forced his eompany
to move most of its production in the last two years to
Canada, where production costs are about 10 percent
lower.

He said Cannell has brought its costs down substan-
tially but “still not enough because we cannot drop
costs down as far as the syndication market has fallen.”

To adapt, Mr. Dubelko said Cannell is considering a
deal with NBC in which the network would shoul-
der the production costs but Cannell would control all
distribution and syndication rights to the series.

Lucie Salhany, president of the domestic television di-
vision of Paramount Pictures, said her company is pro-
ducing its new first-run series “Friday the 13th” in Can-
ada to cut costs.

That allows Paramount to make the show for ‘“under

.

USA Cable Network’s deal to run “Miami Vice” was
a hot topic of discussion at the seminar.

$450,000” per hour-long episode, Ms. Salhany said.
However, she added, Paramount’s “Star Trek: The Next
Generation,” which is produced in the United States, is
not running up any deficits.

Later, Ms. Salhany found herself engaged in a spirited
debate with Joe Indelli, president of MTM Distribution
Group., over the viability of hour-long shows in syndi-
cation.

(Continued on Page 70)




1987 Buena Vista Televicipn

The Season's

Top Draw!

WIN, LOSE OR DRAW is a resounding success, and it's plain for everyone to see.
Big audiences. Outrageous demos. Plenty to convince top stations in key mar-

kets to move ahead for a golden future.

The October and November ratings will only verify what everyone should
know already: WIN, LOSE OR DRAW is the programmer’s perfect (and only)
choice for growth this season. Now's the time to join aggressive stations win-
ning commanding positions in big-dollar dayparts. If you own WIN, LOSE OR
DRAW, be sure it's upfront, holding a key early fringe or access position. If WIN,
LOSE OR DRAW is open in your market, lucky you. Either way, now’s the time to

score with this season’s syndicated phenomenon.

So. join all the stations who began the season with us as well as these new

members of our WIN, LOSE OR DRAW family.

Philadelphia WCAU
Denver KCNC
Baltimore WBAL
San Diego KGT\

Nashville WTVF
Greenville, SC WSPA
Greensboro WXII

Joplin KSNF
Wichita Falls KSWO
Beaumont, TX KFDM
Topeka WIBW
Mason City KIMT

Utica UTR
Idaho Falls KPVI

TIME PERIOD
Access
Farly Fringe
Access
Access
Access
Access
Access
Early Fringe
To Access
Early Fringe
Access
larly Fringe
To Access
Access

BuenaVista
Television
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#1 New Adult Strip.

The overnight markets and the NTI tell the
tale. Dramatic time period improvements with
- : solid NTI growth every week since premiere.
| Q #1 performances, market after market.
- Powerful demos, too. The strongest young
- adult audience comp (69% adults 18-49) of
~ any game show this season. More and more
~+ programmers agree: WIN, LOSE OR DRAW is a
& - station’s perfect (and only) choice for growth
e this season.

1(7

. #1 Animated Strip.

Not just #1, but #1 by a huge margin,
outperforming every new and returning series.
With a 3.9 NTI and a generous 35% adult

) - 3 - audience comp, DUCKTALES is clearly an all-
8.2 - family star. It's no wonder that 48 of the top 50
AN - markets carry DUCKTALES in the golden

4-5PM hour. Of course, we're local winners

too, with #1 performances in market after
market. DUCKTALES brings new life to
children’s programming.
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Unique Program Ideas.
Big Entertainment Value.
Top Quality Production.
Aggressive Promotion.

These are constant Buena Vista values, attributes of every
program we distribute. That's why WIN, LOSE OR DRAW
and DUCKTALES work. And, that’s why we believe each
new program we distribute will work too.

Each of our programs is supported by the most aggres-
sive, pervasive promotion in the business. Comprehensive,
easy-to-use, top-notch station advertising materials.
Innovative local-market promotions and station support
programs. The highest standards of performance, for
ourselves and for our licensed stations. |

More DUCKTALES episodes are in development right now
with new characters to keep the franchise strong and fresh,
with good long legs for seasons to come. And there’s more
animation on the way: a whole new series, built around
more classic Disney characters. Paired with DUCKTALES,
it will be an unbeatable Disney all-family hour.

The same values will work for our new first-run, live
Monday-Friday series starring Regis Philbin and Kathie Lee
Gifford. A sterling success in New York (not to mention
Regis in Los Angeles and on cable), Regis and Kathie will be
a big hit in syndication. Together they join Gene Siskel and
Roger Ebert and Bert Convy and Vicki Lawrence in our
growing family of top entertainers.

Unique ideas. Entertainment value. Quality
production. Programs that work come from
Buena Vista Television.

World Radio Histo

Buena Vista
Television
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HBO: From polkas to prize fights

Pay-cable service marks its 15th year

By JANET STILSON
Staff reporter

NEw York—Things did not go
well for HBO at its first Western
Cable Show 14 years ago.

In sharp contrast to the center-
stage position that the HBO exhibit
will occupy this week in Anaheim,
Calif., Time Inc.’s 8-month-old baby
had a very modest booth in 1973. Its
leaders had fabricated a clock-like
mechanism to tick off the signup of
a new subscriber every 10 minutes.

“But in fact, we were losing sub-
scribers, not gaining them,” recalls
Jerry Levin, HBO's president at the
time and now executive vice presi-

dent of Time Inc.

And HBO’s crowning moment at
the convention—a live satellite-de-
livered feed of a heavyweight fight
from Madison Square Garden—was
finished before Mr. Levin arrived at
the Disneyland Hotel to watch the
coverage.

“It was over in the first round,”
he says. “But it was a test that con-
vinced me satellite transmission was
doable.”

Indeed, today HBO is a profitable
pay-cable service with more than 15
million subscribers, two sister pay
services, Cinemax and Festival, and
a new outlet for original program-
ing.

“Network television really missed
the boat on this one..”’ Nevwedas

HBO got off to a slow start in an
industry that at the time appeared
to be more concerned with hard-
ware and construction than pro-
graming. Perhaps some in the busi-
ness felt that HBO’s first televised
movie on Nov. 4, 1972, “Sometimes
a Great Notion,” had been a brash
choice.

But the HBO notion was deve-
loped by a man who would prove to
be one of the industry’s most pro-
lific creators of cable TV networks:
Chuck Dolan, now chairman of
Cablevision Systems Corp.

It was Mr. Dolan who drafted the
first proposal regarding the idea of
HBO. In 1971, he wrote a memo to
the board of his company, (at that
time Time Inc.-controlled Sterling
Communications), during a trip on
the Queen Elizabeth II and in sub-
sequent sessions at a villa in France.

“When I got back (to the United
States) in late August, I could
hardly wait to see what everyone
thought of it,”” Mr. Dolan recalls.
“But no one had read it.”

The idea of creating a service
combining movies with sports and
delivering it from a central location
by microwave was fairly “remote,”
Mr. Levin says. The proposal was
different from what was being done
by other pay-cable services of the
day, including StarChannel, Chan-
nel 100, TheatreVision and Home
Theatre Network.

It wasn’t just Time Inc. that failed
to immediately latch on to the plan.
There was, for example, a prelimi-
nary HBO survey that determined

‘For the money we were spending on
programing in the first few years,

we could have put all the subscribers
in a bus and hought them front row

tickets at Madison Square Garden.’

—Jim Heyworth
former HBO president and chief executive officer

that only 1.2 percent of cable TV

The all-American kid has grown up! But now the tables are
turned on the Beav and he has his own sons, Kip and Ollie
Cleaver, to contend with. Where's Ward when you really
need him?

subscribers polled would sign up for
a pay network.

And the list of HBO trials and
tribulations goes on.

There’s the one about barely get-
ting the microwave dish up and

running on that stormy Nov. 4,
1972, premiere night for 365 viewers
in hurricane-ravaged Wilkes-Barre,
Pa.

There was HBO's constant bat-
tling in Washington and the courts,

along with other cable organiza-
tions, to end stiff restrictions on
sports coverage and movie windows,
decency acts, signal piracy and the
use of small earth-station dishes.
(Continued on Page 24)

1972
subscribers in Wilkes-Barre, Pa.

1
Jamaica.

Fairgrounds.
1975

Jan. 22—First championship boxing match televised on HBO,
pitting George Foreman against Joe Frazier, live from Kingston,

March 23—HBO produces first original pay-TV entertainment
special: Pennsylvania Polka Festival from Allentown (Pa.)

Apri) 10—HBO announces it will distribute its programing on an
as-yet-unlaunched RCA communications satellite.

Sept. 30—HBO becomes the first (according to the service) in TV
industry to use a satellite for regular transmission of
programing. First satellite presentation is the heavyweight

HBO milestones

Nov. 8—First HBO programing is transmitted to 365 cable

Mov. 30—HBO, Columbia Pictures Industries and CBS agree on
forming a movie company, later named Tri-Star Pictures.
1983

Jan. 3—HBO's first original monthly comedy series, “‘Not
Necessarily the News," premieres.

Jan. 10-—HBO launches first major weekly series, the children’s
program “‘Fraggle Rock,” produced by Jim Henson.

Oct. 31—HBO announces a new subsidiary, HBO International,
to develop joint international pay-TV and satellite programing

ventures.

Sept. 4 —HBO announces an agreement to produce the first
made-for-pay-TV movie, “The Terry Fox Story,” which
premieres May 7, 1983.

Dec. 28—HBO expands to 24 hour-a-day service.

1982

championship bout from Manila between Muhammad Ali and 1884

Joe Frazier. July—HBO begins moving employees from the Time Life Building
presentation, featuring Robert Klein. of the Americas.
f 1976 Nov. 20—HBO and Thom EMI Screen Entertainment announce a
/ mm June 19—HBO's first *‘Standing Room Only”* concert presented,
. featuring Bette Midler at the Cleveland Music Hall. 1985
. / I e M December—FCC approves 4.5 meter-diameter earth station dish March 20—HBO announces 10-year licensing agreement with
organizations, that inexpensive terminals are effective. scope of any film agreement the service has signed in the past.
2—HBO announces plans to offer HBO and Cinemax
subscriptions to earth station owners.
limiting sporting events and movies on pay cable in landmark
*“HBO Decision."” Jan. 15—Full-time scrambling of HBO goes into effect,
eawr Oct. 13—Time Inc. announces HBO has tumed a profit. concluding a four-year, $15 million project.
1978
/ April—HBO announces first pay-TV preproduction film 1987
investment in three feature films: ““The Bell Jar,” *“The Wild March 30—HBO's “Down and Qut in America,” part of the
1979 program to receive an Academy Award, according to the
April—HBO launches its Take-2 network, aimed at viewers who service.

Dec. 31—HBO televises its first *“On Location” comedy in New York to its new corporate headquarters at 1100 Avenue
joint home-video venture, now known as HBO Video.
following HBQ's technical showing, and that of other cable MGM/UA Home Entertainment Group. The deal exceeds the
1977 May
t March 29—U.S. Court of Appeals sets aside FCC's 1975 rules
1986
Feb. 11—HBO announces it will test a new pay service, Festival.

Geese" and ‘‘Watership Down.” “America Undercover” series, becomes the first pay-cable
refused to subscribe to pay cable. The service was to fail soon May 15-Festival launched, targeting viewers who do not

after. subscribe to pay TV.
A ! 1980 June 1—HBO announces a long-term, $70 million co-production
"- April 1—HBO launches first comprehensive national ad campaign and distribution agreement with Coca-Cola Telecommunications.

with **HBO People Don’t Miss Out” theme.
Aug. 1—Cinemax service launched to complement HBO, offering
18 movies a month.

According to the service, the agreement is the largest of its kind
in the history of original pay-TV programing.
Los Angeles (213) 281-2600 New York (212) 956-2090 Midwest (319) 277-5406 Source: HBO

©1987 Hal Roach Studios Inc. All Rights Reserved.
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Pay-cable pioneer HBO marks 15th year

(Continued from Page 22)

But there also was the projection
that HBO could reach 6 million sub-
scribers. Mr. Dolan, however,
squelched that report rather than
show Time’s management such an
outlandish, blue-sky view.

“For the money we were spend-
ing on programing in the first few
years,” says Jim Heyworth, former
HBO president and chief executive
officer, “we could have put all the
subscribers in a bus and bought
them front row tickets at Madison
Square Garden.”

But, he adds, “We had very rig-
orous marching orders from Time
Inc. We had to demonstrate that
there was a consumer demand for a
monthly subscription fee.”

The distance HBO has traveled is
measurable by its most recent sub-

scriber count—15 million at HBO,
4.1 million for Cinemax and more
than 30,000 for fledgling Festival,
its newest pay entry. For 1987, HBO
expects the total number of sub-
scribers for its services to climb by
another 1 million.

HBO’s growth can also be gauged
by its original programing. HBO’s
first special was coverage of the
Pennsylvania Polka Festival, star-
ring Wally and the Polka Chips live
from the Allentown (Pa.) Fair-
grounds. Now, HBO specials focus
on the likes of Tina Turner and
Whitney Houston.

In terms of the character of the
company itself, Matt Blank, senior
vice president of consumer market-
ing, says it's “radically different”
than it was when he arrived 12
years ago.

“The fact that people know the
characters gives the sitcom an

advantage..”’
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Wally, always Beaver’s confessor and protector, is still on the
job as his lawyer. Wally also married his high school
sweetheart, Mary Ellen Rogers, and has two kids of his own,

Kelly and Kevin Cleaver.

‘ The senior management has been together for
10 years . . . . We’ve been through the wars: the
videocassette recorder wars, the Showtime
wars, the movie wars, so it’s a pretty seasoned

team.’

—Seth Abraham

senior vice president, programing operations and sports, HBO

*“We were all on a mission from
God,” he says of those early days.
“There were these legions of young
people being hired. I literally went
out to a cable system two days after
I arrived and told them how to
launch HBO.”

But Seth Abraham, HBO’s senior
vice president of programing oper-
ations and sports, points to the way
HBO has remained the same.

“The senior management has been
together for 10 years, by and large,
and that’s unusual in the entertain-
ment industry,” he says. “We've
been through the wars: the video-
cassette recorder wars, the Show-
time wars, the movie wars, so it’s a
pretty seasoned team.”

For Mr. Abraham, one of the most
memorable wars in the company’s
history has been overcoming lack-
luster viewer growth in 1983 and
1984, due in part to the surge in
VCR sales. HBO’s management de-
veloped what Mr. Abraham called
three “North Stars,” which are still

MICHAEL J. FUCHS

in force today.

It increased the quantity of its
theatrical titles, from around 70 a
month in 1984 to double that
amount today and as a consequence
decreased repeats of programing.

It also invested more dollars in
big-event programing that couldn’t
be found anywhere before an HBO
run: concert specials, original
movies, top-draw boxing bouts.

And it concentrated on ‘“value,”
Mr. Abraham says. “With 140 titles
a month, viewers are paying less
than a dime a title.”

Mr. Blank explains that the con-
sumer marketing department also
reached a turning point in 1984.

About that time, he says, his de-
partment realized their marketing
schemes weren’t enough, despite a
wide scattering of magazine ads,
two free previews to cable subscrib-
ers a year and off-the-shelf print
ads and brochure material for cable
systems’ own sales efforts.

In 1985, HBO moved into inte-

FRANK J. BIONDI JR.

Former HBO executives head
variety of television enterprises

grating spot TV advertising with te-
lemarketing, direct marketing and
bottom-dollar sign-up offers to po-
tential subscribers.

Today, Mr. Blank says, HBO has
one of the largest direct-mail ef-
forts in the country, excluding the
catalog business, and sends out 100
million direct-mail pieces and 150
million bill stuffers annually.

And what are the main challenges
ahead for HBO? Mr. Abraham
points to the rise of pay-per-view.

But a former HBO chieftain who's
moved over to the enemy camp,
Showtime/The Movie Channel, sees
another Achilles’ heel.

“The problem HBO continues to
face is a sense of expectation,” says
Tony Cox, one-time president and
executive vice president of opera-
tions at the HBO network group and
now chairman and chief executive
of Showtime/The Movie Channel.

“It’s a very young management.
People progressed rapidly,” he says.
“Then (a few years ago) HBO had
massive layoffs. It’s a bit more real
now.”

Now, without that same ability to
move quickly through the ranks,
‘“the question is whether you're
going to be able to continue to hold
these people,” Mr. Cox says.

There’s a bit of the glory days
in Mr. Cox’s look back at the com-
pany in the late 1970s, when he was
a sales and marketing executive.

“We were working in a business
that really was one of the fastest-
growing, hottest products around,”
he says.#

CHARLES F. DOLAN
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While HBO’s management has remained largely
unchanged over the past 10 years, several senior-
level executives have moved on to head some of the
TV industry’s most noted enterprises.

Among the HBO veterans who’ve headed other
ventures are:

e Charles Dolan, HBO’s first president, whose
Cablevision Systems, one of the nation’s largest mul-
tiple system operators, has spawned several national
and regional networks. He continues to be a major
force in the industry.

e Frank Biondi, who left HBO as chairman and
chief executive officer, and Tony Cox, formerly
president of the HBO Network Group and executive
vice president of operations, are now at one of HBO'’s
largest competitors.

Earlier this year, Mr. Biondi left his job as head of
Coca-Cola’s TV division to become chief executive
officer of Viacom International.

Mr. Cox followed him there, named as chairman
and chief executive officer of Viacom’s Showtime/
The Movie Channel.

® Another former HBO president and chief execu-
tive officer, Jim Heyworth, is now president and
chief executive of Home Premiere Network, an MSO-
backed service involved in a business that could be a

HBO Presidents

Charles F. “‘Chuck’” Dolan, September 1972
Gerald M. “Jerry”’ Levin, March 1973

N.J. “Nick” Nicholas, May 1976

James 0. Heyworth, January 1980

Frank J. Biondi Jr., February 1983

Michael J. Fuchs, March 1984

Joseph J. “Joe”’ Collins, October 1984

major challenger to pay cable in future years: pay-
per-view.

® Also, Austin Furst, a one-time HBO vice presi-
dent of programing credited with helping HBO con-
quer its churn problems in the mid-1970s, went on to
found Vestron Inc.

In turn, Vestron’s contributions to the growth of
the videocassette recorder software industry affected
all of pay cable.

Vestron and HBO are now embroiled in a legal
battle over the video distribution rights to two hit
movies, ‘“Platoon” and “Hoosiers.” #

—Janet Stilson
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Canadian strikes gold with ‘Green Gables’
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By CHRIS KUCWAY
Special to ELECTRONIC MEDIA

ToroNTO—Canadian film pro-
ducer Kevin Sullivan thinks he’s
struck gold twice, and everyone
from the networks to their adver-
tisers apparently agrees.

On the heels of last year’s suc-
cessful ‘“Anne of Green Gables”
miniseries, Mr. Sullivan has sold the
rights to “Anne of Green Gables—
The Sequel” to more than 80 net-
works worldwide.

Mr. Sullivan is taking full advan-
tage of his first “Anne” miniseries,
which won several awards, includ-
ing an Emmy in the United States,
to market the sequel.

“Winning an Emmy creates a cer-
tain awareness and gives a certain
prestige to it that hopefully trans-

lates into viewers,” he says. *1 think
it really boils down to the show it-
self—that is its best press agent.”

The second miniseries, like the
first, is an international co-produc-
tion.

American rights to the four-hour
film are held by The Disney Channel
and PBS/Wonderworks, which both
helped co-produce the miniseries.
Together they provided 45 percent
of the $3.6 million needed to make
the film.

The Canadian Broadcasting Corp.
put up 30 percent of the total, with
Sullivan Films and England’s Chan-
nel 4 contributing the rest.

Mr. Sullivan looked to the inter-
national market right from the start,
especially to fund the production.

“Finding the right balance of pro-
duction partners was critical to me

“It’s gee, really kinda neat—
even though that creep Eddie
Haskell is still around and junk
like that..”” ChicagoJribune

The world’s most obnoxious teenager is now the world’s
most obnoxious husband and parent...with a son to match!
Meet Eddie’s son, Freddie Haskell!
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so that I could do justice to the ma-
terial,” says the 31-year-old head of
Sullivan Films, who also wrote and
directed the screenplay.

He expects the sequel to turn a
profit in five years, which will be
divided among the international
producers.

The Disney Channel ran the sec-
ond “Anne” last May, while PBS
plans to air both miniseries begin-
ning in February.

So far the second miniseries is
living up to the first. In September,
for example, the sequel won TV
Guide’s Best Family Series for 1987
in the United States and an award
at the Columbus International Film
Festival in Columbus, Ohio.

In Australia, the original series
catapulted Channel 7 into the posi-
tion as the country’s top-rated net-
work for 1986, and the network is
having similar success with the se-
quel.

Mr. Sullivan is hoping the sequel
will also do as well as the first in
other countries.

In Canada, where the sequel will
air on the CBC in December, “Anne
of Green Gables” two years ago
gained the highest viewership of any
Canadian drama when 5.8 million
viewers tuned in.

The first miniseries was also a hit
in England, Germany and the Scan-
dinavian countries this past year—
not bad for a novel that 15 pub-
lishers refused to print before it was
eventually published.

Written by acclaimed Canadian
author Lucy Maud Montgomery and
published in 1908, “Anne of Green
Gables” is the story of a girl grow-
ing up on Prince Edward Island
under the watchful eyes of an el-
derly couple.

Mark Twain once described the
character as “the dearest and most

-

mortal Alice.”
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lovable child in fiction since the im-

The sequel traces the life of the
character, Anne Shirley, as she ma-
tures from a hopelessly romantic
teen-ager to an outspoken, accom-
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and Megan Follows star in the four-hour “Anne f
Green Gables—The Sequel.”

plished young woman. It’s based on
the Montgomery novels ‘‘Anne of
Avonlea” (1909), “Anne of the Is-
land” (1915) and ‘‘Anne of Windy
Poplars” (1936).

(Continued on Page 64)

American turning MTV
into a success i Europe

By TIMOTHY HARPER
Special correspondent

LoNDON—A transplanted American is
taking another U.S. transplant, MTV, and
turning it into a European success.

Mark Booth, president of the fledgling
MTV Europe, has even been called “the
perfect man” for the job by the head of a
major European record company.

‘“He hasn’t come in with any arrogant
assumptions,” said Rob Dickins, chair-
man of WEA Records. “He has taken time
to find out how we operate and adapted
himself to it.”

MTV Europe kicked off on Aug. 1, the
sixth anniversary of MTV’s debut in the
United States, with the video of Dire
Straits’ “Money for Nothing,” which fea-
ture’s rock singer Sting’s falsetto background refrain, “I
want my MTV.”

“We anticipated launching with 1 million homes, and
we actually had 1.6 million,” said Mr. Booth, former vice
president of sales and marketing for MTV in the United
States. “Now we’ve got more than 2 million. We're al-
ready a year ahead of our own projections.”

Mr. Booth, 31, a native of Lawrence, Kan., emphasized
that, despite similar graphics and programing format,
MTV Europe is a different company with a different
style than the original.

Viacom International, MTV’s American parent, owns
25 percent of MTV Europe, while British Telecom owns
24 percent and Mirror Group Newspapers, owned by
British entrepreneur Robert Maxwell, owns 51 percent.

Mr. Booth said MTV Europe is not ‘“‘tinkering with the
basic formula” but is offering a less-slick, slower-paced
“European” feel.

Its look includes more stylized graphics and a set in
north London that resembles the cluttered attic of a
Gothic mansion.

The laid-back British, Danish, Belgian, French and
Dutch video jockeys generally speak English, but fre-
quently switch to French, German and Spanish.

EYE ON EUROPE

And the audience’s musical tastes are
more varied than those ir the United
States.

“Musically, MTV Europe is entirely dif-
ferent,” Mr. Booth said. “Americans like
more heavy metal, for example. People in
Europe appreciate a wider range of
music.”

Mr. Booth’s programing charts show
that heavy metal gets about as much play
on MTV Europe as jazz, which surfaces
only rarely on MTV in the United States.

So far, MTV Europe is available in only
a few major cities, such as Amsterdam,
Brussels, Berlin, Zurich and London.

The company is expected to lose $25
million in its first year, but Mr. Booth
said that within seven years, MTV Europe
expects to be in 5 million to 7 million
homes and turning a healthy profit.

Like the U.S. version, MTV Europe will attract adver-
tisers with its viewership, Mr. Booth said. MTV viewers
have a median age of 24 who buy products as varied as
skin cream and sports cars.

Mr. Booth refused to reveal any advertising figures,
but said MTV’s early advertisers include Pepsi-Cola,
Benetton, Levi's and several U.S. and European record
companies.

Mr. Booth has gotten high marks not only for the way
he’s adapted the MTV product but also for how he has
adapted to doing business in Europe.

“Many Americans lack a definite sensitivity when try-
ing to do business in Europe,” says Christine Gor-
ham, the Austrian Mr. Booth hired as MTV Europe’s
public relations director.

“Many Americans believe that anything American is
the best,” she says.

“That may not be entirely untrue, but it’s not the atti-
tude to take over here ... We don’t want America
rammed down our throats.”

Ms. Gorham, who is one of Mr. Booth'’s top advisers on
doing business in Europe, said the American execu-
(Continued on Page 40)
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Radio saying ‘I do’ to romantic promotions

Love seems to be in the air, or
rather on the air, this fall.

Radio romances have flourished
in at least three cities where station
promoters have seized the opportu-
nity to throw more than just rice—
they’re throwing full-blown, on-air
weddings.

Take, for example, receptionist
Sheryl Joy Kelly, 36, who met her
husband Tom Harley, 37, an air
conditioner repairman, last year
while listening to Chicago’s WGN
radio.

Mr. Harley was a semi-finalist on
a station trivia contest that Ms.
Kelly was listening to at the home of
a mutual friend.

Attracted by his suave voice and
brainy answers, Ms. Kelly per-
suaded the friend to set up a blind
date. The couple went out and soon

MARKETING

Susan Spillman

after became engaged.

Then, Mr. Harley called the hosts
of WGN'’s “Al and Ed Show,” gush-
ing about his pending wedding.
They immediately invited him to
marry on the air.

‘“We thought it was a little
weird,” admits Mr. Harley, ‘“but we
were just going to go down to city
hall, so this was a fantastic offer.”

“There’s more to ‘The New Beaver’
than nostalgia®’ The Detroit News

June Cleaver was always the model homemaker. Now she’s
a city councilwoman and a grandmother serving milk and
cookies to a new generation of Cleavers!
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Indeed it was. In exchange for on-
air mentions, WGN advertisers gave
the couple a wedding dress, tuxedo,
wedding bands, china and a Jamai-
can vacation honeymoon.

WGN ended up getting interna-
tional publicity for the event.

In addition to the hundreds of lis-
teners who crowded outside WGN’s
Michigan Avenue “showcase stu-
dio” for the Oct. 30 rehearsal and
Oct. 31 ceremony, reporters from
the local media and national wire
services covered the event.

A news report by the Associated
Press even made the radio in Ja-
maica, where the Harleys were hon-
eymooning. That prompted the sta-
tion to hunt them down for a more
in-depth on-air interview.

The he