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ALL DAY

America’s favorite robot

#1 in Daytime #1 in Early Fringe

Saturday-Sunday HH Share Saturday-Sunday HH Share
| Small Wonder 13 Small Wonder 13

Charles In Charge 13 Mama'’s Family 13

Mama's Family 12 Dom DeLuise Show 12
| She's The Sheriff 11 Out Of This World 11
| 9To5 10 What's Happening Now!! 11
| Dom DeLuise Show 10 Charles In Charge 9
5 Out Of This World 10 She’s The Sheriff 9
' What's Happening Now!! 9 It's A Living 9

New Gidget 9 New Gidget 9

It's A Living 8 Bustin’ Loose 8

Marblehead Mancr 8 Marblehead Manor 8

Throb 7 9To5 7

We Got It Made 7 You Can't Take It With You 7

Bustin’ Loose 6 Throb 7

You Cant Take It With You ) We Got It Made 6
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WONDER ..

is #1 around the clock!

.F

#1 in Prime Access | #1 in Prime Time

Monday-Saturday EHShare Monday-Sunday HH Share
Small Wonder 13 Small Wonder 13
Mama's Family 11 She's The Sheriff 6
Dom Deludise Show 11 Out Of This Workd 5
9To5 10 Dom DeLuise Show 5
« Out Of This World 10 We Got It Made 4
Chatrles In Charge 10 Thrcb 3
She’s The Sheriff 9 Mama’s Family 3
What's Happening Now!! ) Its A Living 3
It's A Living 3 What's Happenimg Now!! 2
New Gixget e Charles In Charge 2
Bustin Loose 8 9To5 2
Marblehead Manor B You Zan't Take It With You 2
Throb 7 Marblehead Mamor 2
You Cant Take It With You 7 Bustin' Loose 1
We Get It Made 7 New Gidget 1
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~ Make
them laugh

till it hurts.

In a business where funny is money, GOLDEN
GIRLS is the funniest show of its time.

Its universal appeal cuts across racial,
sexual and demographic groups, to deliver
blockbuster audiences week after week.

The numbers prove it. So do the awards.

Every season its been on the air a
Golden Girl won an Emmy for Best Actress,
while the show itself walked away with Best
Comedy Series. Thats on top of Emmys
for Best Writing and Best Directing, along
with the Golden Globe for Best Comedy
each year.

GOLDEN GIRLS has never lost an
award (or an audience) to the competition.
Thats why it will totally dominate any
daypart, any audience, and every other
station in town.

NBC proved this by picking GOLDEN
GIRLS to anchor Saturday night, the night they
had to win to become Americas dominant
television choice. Viewers proved it by making
the show absolutely, unarguably #1. Now its
your turn to take advantage of the only super-
show coming to syndication for at least the
next five years.

GOLDEN GIRLS. Its the breakthrough
comedy to keep you laughing all the way to
the bank, all the way through the 19905,

The toughest bunch of mothers on TV
Available for Fall, 1990 or 1991.

THE
(GOLDEN
GIRLS

©1988 Touchstone Pictur2s and Television
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(" Broadcast Investment Analysts, Inc. )

has completed the tax appraisals
and fair market valuations of:

KXTA(TV) WTAF-TV
Dallas Philadelphia

WDCA-TV
Washington, D.C.

KTXH(TV) WCIX(TV)
Houston Miami

for TVX Broad

e

ast Group

Broadcast Investment Analysts, Inc.
P.0. Box 17307, Washington, D. C. 20041 (703) 661-8515

The Experts in Station Valuation
» Tax Appraisals ¢ Fair Market Valuations e

« Publications + Acquisition Consulting - Litigation Support J

Check your local listing

M};}I{E\UGHLIN for station and time.
GROUP Robert Novak. Morton Kondracke. Jack Germond.
And, of course, John McLaughlin.

Thevre award-winning journalistson the
Washington scene. Every week on *“The McLaughlin Group™
they deliver riveting commentary on issues and people of
national importance.

Soif youreinterested in where the trends are head-
ed, tune in ta this feisty political talk show, These authorities
take the 1ssues seriously, not themselves.

Made possible by a grant from GE.

We bring good things to life.
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Bear Stearns
ALeading Role In
The Entertainment
Business.

In the last year Bear Stearns Entertainment and
Communications Group has had the pleasure of working
with some of the most important names in the industry:

Carolco Pictures Inc.

Carson Productions

Chris-Craft Industries, Inc.
COMMTRON Corporation
DeLaurentiis Entertainment Group, Inc.
DIC Animation City, Inc.

Falcon Cable Systems Company
Federal Enterprises, Inc.

First Chicago Venture Capital

Four Star International

Great American Communications Company
Hallmark Cards, Inc.

Robert Halmi, Inc.

Island International Ltd.

Lieberman Enterprises Incorporated
MGM/UA Entertainment Company
Mountain Cable Company

The Musicland Group, Inc.

Nelson Entertainment Inc.

Orion Pictures Corporation

Plenum Publishing Corp.

Spanish International Communications Corporation
Aaron Spelling Productions, Inc.
Telemundo Group, Inc.

Trans World Music Corp.

The Vista Organization Ltd.

Walt Disney Productions

Weintraub Entertainment Group, Inc.

For more information please call our Entertainment
and Communications Group in New York at (212) 272-2000
or in Los Angeles at (213) 201-2600.

BEAR STEARNS

Sharing Opportunities

Bear, Stearns & Co. Inc., 245 Park Avenue, New York, NY 10017; 1800 Century Park East, Los Angeles, CA 90067.

www americanradiohistorv com



The French
Fry TV Zappers
With Ad Game

Four-second spots diminish
zapping and enhance recall.

ax Headroom would be pr-pr-
M proud, or maybe just worried.

They’'re not exactly “blip-verts”
(subliminal ads that, on one episode of
Mazx, caused a viewer to explode), but
they are the shortest spots on French
television, airing in about half the time
it takes to read this sentence. What's
more, they increase viewers’ recall of

Are Tele-Mago game cards a miracle cure?

other prime time commerecials by as
much as 5 percent, reduce channel zap-
ping and have helped increase the circu-
lation of France’s largest weekly maga-
zine by 500,000.

The four-second spots, which have
been airing 60 times weekly on TF 1
since October of last year, are not,
strictly speaking, advertisements at all.
They consist of single numbers, differ-
ent ones each time the spots air, which
can be correlated to Tele-Mago game
cards enclosed in issues of Tele-Poche, a
French TV magazine. Both viewership
and readership are big: TF 1 has some
23 million prime time viewers, 45 per-
cent of the total audience; Tele-Foche,
which owns 5 percent of TF 1, has a
weekly circulation of 2.4 million, up

8 CHANNELS / JUNE 1988

from last year’s 1.9 despite a 10 percent
price hike to pay for the contest. Total
weekly cash prizes for the bingo-like
game are some $35,000; each week
nearly 3 million game cards are printed,
no two alike.

Two months after the bingo blips be-
gan, TF 1 commissioned an independent
survey to determine their effectiveness.
Aside from improved recall, 70 percent
of those viewers questioned said the
blips had caused them to pay closer at-
tention to other ads, and to flip channels
less frequently.

Eurolude, the company that produces
the TV game, is a subsidiary of the U.K.
firm Europrint, which has done quite
well with a newspaper-only bingo-type

game called Portfolio, keyed to stock-
market index readings. It appears in
the Times of London, France’s Le Fi-
garo, Italy’s La Republica and Spain’s
ABC andis headed for a California daily.

Eurolude has no plans to market the
TV bingo-blip idea in other countries
Jjust now. Nor could it in the U.S,, at
least as the game is presently con-
figured. FCC lawyers say it is techni-
cally a lottery, and hence illegal on
American TV. But if game cards were
made available with no purchase neces-
sary, the idea could be feasible.

As of this writing, no French couch
pommes-de-terre have exploded from
bingo blips, but authorities are standing
by. ANTONY SHUGAAR

Phone Lines Light Up for TV’s
First Interactive Game Show

.....................................

oAnn Scoggin of Littleton, Colo., | percent of callers win, from $7 to $700.

J isn’t your typical Hollywood mogul.
She admits to knowing nothing
about what a TV director does and has

| never been heard to say, “Hey, babe,

let’s dolunch.” Yet Scogginis the entre-

| preneur behind the first regular interac-

tive TV game show, a daily half hour
that offers cash prizes to viewers via an
800 phone number.

Tele-Quest, a cross between Jeopardy
and Trivial Pursuit, has production val-
ues akin to cable’s home-shopping net-
works, but several syndicators and
cable networks have expressed interest
in remaking it into a slick package and
taking it beyond the dozen or so mar-
kets in which it now plays, including
Denver, San Francisco and Peoria.
“They talk about putting $6 million into
the production,” says Scoggin, 38, a
former investment adviser who heads
her company, The Game Channel.

To play, viewers pay a $3.50 pre-regis-
tration fee to Tele-Quest and get a rule
book and an account number. When the
show comes on, they call an 800 number,
pay an additional $4.50 per game by
credit card and use their touch-tone
phones to punch in multiple-choice
answers to the televised questions.
Based on accuracy and speed, the top 10

They also accumulate points that may
qualify them to appear on the show,
where they can win up to $148,000.
Scoggin has been giving Quest away
to interested stations, in an effort to
raise clearances so she can sell the one
minute of ad time she retains (stations
get six, as well as 5 percent of the entry

o
Creator Scoggin: Is a $6 million budget next?

fees). And more stations are lining up,
because Tele-Quest is already a small
success: Although it airs at 1:45 A.M. on
KCNC, Denver, the show has been pull-
ing 1 and 2 ratings, which translates to
10,000 to 20,000 viewers. “You need
very few of those paying $3.50 tomake a
successful show,” says KCNC program
director Lon Lee.

JOANNE OSTROW

WWW_americanradiohistorv com
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If we' re% Ing to
get 80% penetration...

If we're going to
get our share of television
advertising revenues..

If we're going to
keep pace with subscriber
demands in the 19907s..

IT'STIME
WE BROUGHT
OUREFFORTS

TOGETHER...



The Captioning Quagmire: Is There
Room for Private Enterprise?

for deaf people is not a place one
would expect to find competitors
Jockeying for position on a political foot-
ball field. Yet, in competing for coveted
government grants, two nonprofit cap-
tioning agencies are doing just that.
Locked in a struggle of conflicting tech-
nologies for nearly a decade, the two
nonprofit agencies, The Caption Center
and the National Captioning Institute
(NCI), are beset from all sides by a vari-
ety of new, for-profit captioning compet-
itors who complain that the process of
awarding government grants excludes
them and that nonprofit captioners
waste government money. The non-
profit agencies, they claim, approach
customers who are paying for caption-
ing with their own money and offer to do
it for free—with government money,
thusinhibiting the growth of captioning
and caption-decoders.
But even without government funds,
a number of private firms have created
new, less expensive technology that,

T he business of captioning programs

Unfair advantage? At the National Captioning Institute, a captioner puts words to pictures.

o “

along with other developments, may
signal a transformation.

One such development is a report by
the Commission on the Education of the
Deaf sent to the Senate subcommittee
for the handicapped in March. It argues
that the current federal funding mecha-
nism stifles competition and that Con-
gress should establish a “corporation of
closed captioning to coordinate the dis-
tribution of federal funds for captioning
projects.”” Competing for funds, the
new players have found, isn’t easy. One
of them, Cap Concepts Inc., which had
the inside track on developing a new,
less expensive decoder than the one
marketed by NCI, nevertheless lost out
to NCI on a hefty Department of Educa-
tion (DOE) research grant. “The grant
process,” claims CCI marketing direc-
tor Bob Daniels, “is set up to favor
NCIL.” “Nonsense,” responds NCI
president John Ball, who dismisses this
and other claims made by private cap-
tioners as nothing more than sour
grapes arising from their frustration at

trying to enter the business. Neverthe-
less, CCI will introduce its new $100 de-
coder this month (NCI's new decoder
retails for $180).

Before 1980, open captions (not re-
quiring decoders) were produced al-
most exclusively by The Caption Cen-
ter, a nonprofit captioning agency under
Boston public TV station WGBH’s edu-
cational foundation. WGBH, for exam-
ple, would take ABC’s evening news
feed, open-caption it, then rebroadcast
it nationwide over public TV stations.
But the commercial networks were un-
comfortable dealing with a service that
was affiliated with another TV network,
so the National Captioning Institute
was created as an independent cap-
tioner in 1980. In short order, NCI man-
aged to practically corner the market on
government funding. With that money
it developed a closed-captioning system
that required a decoder to view the cap-
tions, and landed a contract to close-cap-
tion ABC programming. And to pre-
vent competition, NCI did not make its
technology available to other captioning
agencies. WGBH and others subse-
quently developed their own, incompat-
ible closed-captioning systems.

captioning business is due to in-
sider influence at the DOE, but
even its detractors agree that it, along
with The Caption Center, has been ef-
fective at educating broadcasters and
the public on the needs of the deaf and at
lobbying the government for funds.
Those same detractors have high
hopes that things may change. They say
NCI'sbiggest friend at the DOE has re-
cently retired, and point to increased
congressional interest in captioning de-
velopments, including a bill recently in-
troduced that would mandate wider
captioning. Meanwhile, Cable’s Silent
Network has developed a new system
that enables its programs to be open-
captioned in half the time and at half the
cost of existing systems. And EEG En-
terprises, a New York-based firm, is
launching a new translator that will
handle both The Caption Center and
NCI technology. Can the business ac-
commodate the new competition? Says
Annette Posell, director of information
and marketing for The Caption Center:
“I think there’s room for survival for all
of us. There are an awful lot of things
out there that need to be captioned.”
CHERYL GERBER

M any suggest NCI’s edge in the
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IT’'STIMETO
TAKE THE
NEXT STEP

|
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A
© 138, Turrer Broadcastings

ON OCTOBER 3, THE CABLE INDUSTRY HAS
AN OPPORTUNITY TO COME TOGETHER TO
CREATE A BOLD NEW ERA IN TELEVISION.

Turner Netwark Television is the
vehicle that will drive cable tele-
vision into a new era of competi-
tiveness and profitability.

TNT is the first network
designed to harness the full
power of the cable industry: It's
an opportunity for operators ta



pool resources to create and cap-
ture programming that's original,
high-profile, and exclusive to
cable subscribers.

TNT will move aggressively
to develop and acquire mini-
series, major professional sports
events, and entertainment

shows that will compete head-on
for viewership with ABC, NBC,
and CBS.

The arganization for TNT is
already in place. Turner Broad-
casting has the management
team, the advertising sales staff,
the cable safes group, the credi-

S representative
2250 and in

It's time we took the next

bility, the track record, and the
step together.

determination to make TNT an
unqualified success.

Take the next step, get behind
TNT today. As cable distribution
grows, so does the potential to
create cable's own powerful
broad appeal network.
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1 Keeping Soap Fans Happy sy Kevin Pearce

L

JUNE 23: In Washington, KIDSNET, a
nonprofit organization created to encour-
age use and development of quality chil-
dren’s programming, will host a tribute to
Shelly Duvall honoring her for her
achievements in children’s TV. Duvall is
the head of the new TCl-backed program-
ming venture Think Entertainment.
KIDSNET operates a database to connect
schools, libraries, hospitals, stations,
cable, ete. with desired radio and televi-
sion shows.

JUNE 26-28: Several years ago, NATPE
created a teleproduction conference
because teleproduction professionals felt
ignored. The International Teleproduc-
tion Society (ITS)and NATPE have gone
a step further this year by allowing mem-
bers to choose the conference program
through questionnaires. ITS members
were most interested in learning more
about digital formats, so the conference
will feature three days of seminars on the
topic. Another big interest was high-def,
50 Sony will be demonstrating high-defini-
tion video systems, and HDTV will be the
subject of a special forum. Emory Univer-
sity will conduct a business administration
and management workshop ““targeted for
the teleproduction industry professional
who has advanced to top management
through the creative and technical ranks,
but who has no formal training,” accord-
ing to seminar chairman Lou Giusto. Man-
ufacturers themselves will present new
technology from computer animation and
painting systems to CCD cameras.

JUNE 29: The National Academy of
Television Arts and Sciences’ 15th
annual Daytime Emmies will be
awarded at the Waldorf-Astoria hotel in
New York. Soap stars will do most of the
presenting. How important are the
awards? “Winning doesn’t really bring in
new viewers, and it’s certainly no barome-
ter of ratings or profitability,” says ABC’s
Jozie Emmerich. But, “Emmies are a
great source of pride and honor. Awards
also please the fans, and they get very
angry if their shows don’t win.” On July
13, NATAS will award the Emmy

Awards for Sports. For the first time,
this ceremony will be nationally tele-
vised—it is being syndicated by Raycom
Sports, which expects to clear about 75
percent of U.S. TV households.

JULY 1: The last day for selected CBS
employees to accept Larry Tisch’s latest
“voluntary retirement option.”” Eight
hundred people, who are at least 55 and
have 10 years of CBS retirement credit,
can retire now and have five years credit
added to their pensions. When he offered a
similar deal two years ago, more than 60
percent of those eligible accepted. Tisch
cited the competitive broadcast atmos-
phere as the reason for slimming down.
NBC has had early retirement offers
standing for many of its executives,
including a plan that allows them to cash
out old RCA pensions until the end of the
vear. Now that CBS is minus one record
division and a few thousand employees,

many observers are wondering, is Larry
all cashed up with nowhere to go?

JULY 11-21: Coverage of the Demo-
cratic National Convention begins. C-
SPAN will run six days of pre-convention
events and gavel-to-gavel coverage of the
convention itself without commentary.
There will be plenty of commentary from
PBS and the Big Three as the event domi-
nates TV for four days. Some network
executives have advocated abbreviated
coverage of the convention, perhaps
remembering how NBC’s shorter Super
Tuesday show topped ratings last Febru-
ary. 20 years ago: Dan Rather is belted by
a convention guard.

Channels welcomes contributions to
“What’s On.” Material must be received
at least 60 days in advance of the event in
order to meet deadlines; send to the atten-
tion of Kevin Pearce. °

CALENDAR

June 11-12: Showbiz Expo, film and video
product exhibition and seminars, Los
Angeles Convention Center. Contact:
Bunnie Strassner, (213) 668-1811.

June 18-21: American Advertising Fed-
eration annual convention, Century
Plaza, Los Angeles. Contact:
Antoinette Allen, (202) 898-0089.

June 22: Federal Communications Bar
Association luncheon, Marriott Hotel,
Washington. Contact: Jim Smith,
(202) 457-8663.

June 16-17: “State Deregulation” semi-
nar, sponsored by Phillips Publishing,
Mayflower Hotel, Washington, D.C.
Contact: Cindi Lee, (301) 340-2100.

June 20-24: Radio Advertising Bureau
sales managers school, Wharton
School, Univ. of Penn., Philadelphia.
Contact: JoAnn Nimetz, (212) 254-
4800.

June 26-28: International teleproduction
conference and exhibit, sponsored by
NATPE and the International Tele-
production Society, Los Angeles Con-
vention Center. Contact: Nick
Orfanopoulos, (213) 282-8801.

..................................

June 26-29: Southern Educational Com-
munications Association Spring plan-
ning conference, Marriott’s Harbor
Beach Resort, Ft. Lauderdale, Fla.
Contact: Lee Monk, (803) 799-5517.

July 2: Radio-Television News Directors
Association region 14, Innisbrook
Resort, Tarpon Springs, Fla. Contact:
Robert Vaughn, (202) 659-6510.

July 12-14: Television Bureau of Adver- |
tising/Sterling Institute National |
sales manager’s program, Hyatt
Regency, Chicago. Contact: Dick Sev-
erance, (212) 486-1111.

July 14: National Federation of Local
Cable Programmers awards, Tampa.
Contact: Steve Israelsky, (202) 829-
7186.

July 14-15: Broadcast Financial Manage- ‘
ment/Broadcast Credit Association
board of directors meeting, Hyatt %

[

Regency O’Hare, Rosemont, Ill. Con-
tact: Mary Ghiselli, (312) 296-0200.
July 14-16: Colorado Broadcasters Asso-
ciation summer convention, Manor
Vail, Colo. Contact: Cliff Dodge, (303)

894-0911.
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as you can say Arbitron

E Quick as you can say personal ecmpucer, you zar.
. Arbitren you can easily have at your fingertips all tke
“crunch” es;imates, dayparts, information you need for
demos. Define audiences by decisions that pay off.
more than juist age and sex. & Join the 318 televis.on
AND get_proﬁ_essxofrlmlh . staticns alrzady us'ng
R atiioes an a:flash. Arbitron PC applicatiors.
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slip a diskette into your 4 as you car: say Arbitron.
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. BHE-MEXT GENERATION

This year, the biggest hits in syndication are all on And if that's not enough to sing about, liszen to

one label. this: “Friday The 13th” is #2 on the chers,
Paramount. second only to “Star Trek " among men= No wonder
Beginning with “Star Trek: The Next Generation” — it's moving to prime time and prime access in 60%

still #1with men after a record-breaking launch. * of the country this fall.

RATEED
ATV
(*) *Source: NSS Pocketpiece, Season to date through Feb. 1988 Sweep Period.
A * “Source: NS Cassandra, Feb. 1988 Ranking Report.
ansmrsnesurs O 1988 Paramount Picturess Corporation. Al rights reserved.
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are The Temptations.

—

And on the flipside, “Cheers” ranks #2 among all

But our record collection dcesn't stop there.

“Family Ties” went straight 1o the top in its first syndicated sitcoms and fi<st with men 18-49 as well
syndicated season — first with women and #1in as men and wor.en 25-54.** You know, with

all households amang all sitzoms in off-network success sto-ies like these, maybe we sheuld have
syndication.** called our shows “The Suoremes.”
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AUDIENCE

he big problem with people-
I meter ratings is only indirectly
related to the new meters
themselves. The meters would be ag-
gravating the networks even if the
ABC/CBS/NBC audience share wasn’t
eroding, and even if kids reliably
pushed the people-meter buttons. The
problem is that the 6,300 people now
representing America’s 229 million TV
viewers are not the same bunch Nielsen
used last fall. They’re probably a more
representative sample, but that hasn’t
squelched the networks’ complaints.
At every step in building a viewer
sample, human nature gets in the way.
The ratings service may have chosen an
exquisitely random sample of house-
holds, but it becomes troublingly less
random when only 55 percent let Niel-
sen install meters in their homes. The
risk is that the ones who stay out of sur-
veys might tend to be the kind of folks
who, say, always watch Dolly.
Nielsen’s 55 percent initial coopera-
tion rate for the people meters has been
better than the rate for the diaries for-
merly used to collect network demo-
graphics, but less than ideal. Surely
some of the noncooperators were
turned off by the prospect of pushing an
extra button every time they change
channels during the next two years.

Still, Nielsen had the foresight to se-
lect a sample large enough to end up in
February with meters in 2,803 house-
holds inhabited by 7,448 people. But
once again the vagaries of human life
throw in a monkey wrench: Nielsen
must edit out data from households
whose new TV or VCR hasn’t been
hooked up to a meter yet, or where
other problems develop. That left an
“in-tab” sample of 2,416 households
with 6,294 people—about 85 percent of
the installed sample.

Nielsen senior v.p. John Dimling says
he’s “ecstatic”” about the 85 percent in-
tab rate. Last summer it was in the 70s.
Besides, the company has a wager going
with ABC and CBS that it will meet cer-
tain in-tab standards. Each of the two
networks reportedly paid extra incen-
tives of $500,000 this season and will get
rebates where Nielsen fails to meet
guaranteed performance.

Though most of the standards are be-
ing met, the three networks still harbor
doubts about the sample and the me-
ters, and in March hired Statistical Re-
search Inc. to give the Nielsen people-
meter system a thorough check-up.

By many measures, Nielsen’s sample
today is more proportional to its real-
world universe than last year’s sample.
For instance, men and women over age

SLICES OF LIFE

How clasely do rating-service samples reflect the universe of American viewers? This
seasan’s Nielsen peaple-meter sample generally follows the age/sex breakdawn af its
universe mare clasely than lost seasan’s sample matched with its public. Nate the
differences between universe and sample {shaded).

SELECTED OLD NIELSEN SYSTEM NIELSEN PEOPLE METER
GROUPS 1986-87 (Sept.-Feb.) 1987-88 (Sept.-Feb.)

UNIVERSE | IN-TAB DIFF. |UNIVERSE | IN-TAB DIFF.

Women 18-34 15.0 12.5 - 17% 14.8 14.9 +1%
3549 10.3 10.8 +5% 10.6 10.1 - 5%

50+ 14.7 18.5 +26% 14.7 15.8 + 7%

Men 18-34 14.7 11.6 —21% 14.6 13.8 - 5%
35-49 9.9 9.7 —2% 10.1 9.5 - 6%

50 + 11.56 16.2 +41% 11.5 12.3 + 7%
Teens 8.9 7.6 —15% 8.7 8.0 — 8%
Kids 150 | 131 | -13% | 1560 | 156 | +4%

Source: Nielsen Medic Research data compiled by ABC.

50 were more severely overrepresented
in 1986-87 (see table), because the sam-
ple’s young adults had dwindled over
the years as they changed residences.
But correcting the ratio of oldsters has
only added to the problems of CBS,
which often does well with older viewers.

CBS told Nielsen last fall that the new
sample was “aberrant” and pointed to
an excess of families subscribing to pay
cable—a factor that would hurt network
ratings. The ratings company found
that it had been dutifully taking note
when sample households started with
pay cable, but not every time they can-
celed, says Dimling. Even after the
slipup was fixed, the sample’s pay-cable
homes were 5 percent too high in Febru-
ary, says ABC.

hat looks worse for the net-
works, the sample seems to
be quite low on some heavy-

viewing groups—19 percent low in
households with $15,000 or less income
and 30 percent low in heads-of-house-
holds who attended three years or less
of high school. But the networks aren’t
howling over these discrepancies. Re-
searchers suspect that many of the
“missing” low-status people are really
there—and exaggerating their income
and education.

Even though the sample already has
flaws, it won’t be easy to maintain its
quality all year. Nielsen (like its compet-
itor AGB) is scheduled to double its
sample by September, meaning that it
will have to install meters in 2,000 new
households, plus 1,330 more households
to cover turnover, according to Larry
Hyams, ABC’s director of audience
analysis. “Last year they were only
bringing 1,000 homes on-line and the
strain showed,” CBS marketing v.p.
David Poltrack said months ago, warn-
ing that Nielsen has climbed on a dizzy-
ing treadmill.

Just in time for the fall season, Niel-
sen will have a people-meter sample
that’s 75 percent new—one packed with
all the excitement and suspense that
comes with a new slice of American
viewerhood. °
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TheYew
Beaver
BEATS THE BIGGIES!

THE NEW BEAVER WINS HEAD-TO-HEAD IN ATLANTAY

WOMEN (000) MEN T/K
RTG SHR 1834 1849 2554 1834 1849 2554

NEW BEAVER (WTBS) 7 10 48 73 71 15 33 43 84
Gimme a Break (WATL) 6 9 18 25 15 11 12 6 86
Wh.Happ.Now (WGNX) 6 9 28 51 42 7 17 11 64

AND THE NEW BEAVER BEAT EVEN MORE BIGGIES
WHEN TWO EPISODES RAN AS A 1-HOUR SPECIAL!"

Feb. '88, Mondays, 6:30PM

Monday, April 11, 1988, 6:00-7.00PM, Atlanta

AT 6:00PM... RTG SHR ..-AND AT 6:30PM! RTG SHR
NEW BEAVER (WTBS) 74 12 NEW BEAVER (WTBS) 94 14
Family Ties (WATL) 42 7 Gimme a Break (WATL) 46 7
Diff’rent Strokes (WGNX) 55 9 Wh.Happ.Now (WGNX) 6.8 10

- %\,)r“ '

9 e 2 | i

YEAR TO YEAR, THE NEW BEAVER
IMPROVES DRAMATICALLY—OVER ITSELFT

WOMEN (000) MEN T/K
RTG SHR 1834 18-49 2554 1834 1849 25-54
+l40% +181% +318% +25% +50% +139% +140%
FEB.’88 NEW BEAVER 7 71 15 33 43 84
FEB.’87 NEW BEAVER 2 3 NO 26 17 12 22 18 35

Now, the Beaver and his ‘*h H A
family are ready to give your e
families something to laugh ea Q C— A C H

about every day of the week. TR

And at last, you can tell your lt To S lII DLQ&
viewers: ',Were bringin’ back Beaver Los Angeles 213/281:2600
the Beav! Midwest 319/277-5406
CTOEE S a) R e ot R atlonts, an dated. 85 New Episodes, Available Fall 88 or ’89. New York 212/956-2090
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Making Music That Sells

...............................................................................................................

by Peter Ainslie

advertising business, but rare is

the network TV commercial that
gets produced without benefit of the jin-
gle writer. The challenge is to create an
original song that becomes the aural
trademark for an ad campaign, but
trends in the ad
business being what
they are, jingle
writers these days
are just as likely to
be adapting one of
rock’s golden old-
ies, writing an
innocuous under-
score (background
music), doing sound
design (assembling
sound effects) or
even recording the
occasional voice-
over track.

Although as many
as a hundred jingle
companies have
hung out shingles—mostly in New
York, but elsewhere from London to
L.A.—not all of them play in the same
league; there are really only nine or ten
that regularly vie for the big jobs. As
often as not, they are chosen for their
“sound”” as much as for the bids they
submit,

That fact has lately been working to
the benefit of John Hill Music, a tiny,
award-winning New York City firm
whose principals, Rosemary Rogers
and John Hill, have between them more
than 25 years experience in the jingle
business.

Hill, a 39 year old former record pro-
ducer who handles the creative side of
the business, says songwriting is his
first love, but his ability to arrange
musie in a remarkable variety of styles
has kept the company humming while
others in the jingle trade have recently
been struggling.

Hill has written his share of memora-
ble jingles, including the music for
Mountain Dew’s ‘“Hello Sunshine”
series and the song “Maxwell House Is
... " for the long-running coffee cam-

I t’s an obscure little corner of the

I

Rogers brings in the business . ..

|
|
|
!
!
[

i
i

paign. But these days, he’s riding out an
unfortunate confluence of trends that he
and Rogers would just as soon see run
their course. Foremost among them is
the advertising industry’s recent con-
traction, which has made itself felt at
the production level. ‘“There are fewer
commercials being done,”
says Rogers, 37, who points
out that Diet Pepsi did 45
commercials the year it debu-
ted but only six last year.
Furthermore, she says,
“There are marginally fewer
that use music. And of those
that do, it’s more than likely
the kind that isn’t very profit-
able from our point of view,
which is to say that
it’s underscoring
rather than a jingle.
If you create a jin-
gle, you're usually
involved in several
commercials. More
and more, every
single commercial is a new
job that you have to go out
and hustle. You're less likely
to get that one thing that rep-
resents half your business for
the year.”

There’s also a trend away
from ensemble voices and
toward electronic music, but
the other major wave is retro
in nature: rearranging exist-
ing songs to suit Madison Avenue’s
needs, or writing new material that
evokes specific musical styles or eras.
Hill is proficient at them all. For Citizen
Watch, he arranged and recorded the
1930s tune, “A Quarter to Nine,” and
found singers who could emulate Al
Jolson and Louis Armstrong. For Su-
baru, he hired former pop star Lenny
Welch to sing ‘“You Always Hurt The
One You Love” and re-recorded Percy
Sledge’s r&b classic, “When A Man
Loves a Woman,”” the latter commercial
winning a Lion D’Or at Cannes and a
Clio, one of four that John Hill Music has
won. (The firm has also wonan ANDY, a
Mobius and a TRAC award.)

... and Hill writes the jingles.

|
|
|
I
f
1

Hill takes Madison Avenue’s affinity
for oldies in stride. As a songwriter and
former Columbia Records producer,
Hill cut his teeth on pop music. He stays
current by buying the top 20 singles
each month and frequenting Manhat-
tan’s clubs and concert halls.

Aside from doing it for love, he finds
such “research’ pays off with his cli-
ents. “He listens to what we want,”
says Susan Israel, music production
manager for HBO, Cinemax and Festi-
val, for whom Hill has created program
themes and music for on-air promos. “A
lot of composers are stuck in a jingle
mode. I'm always looking for music that
doesn’t sound like a jingle, that sounds
like real music. John has a wide variety
of styles he can do.
He knows a lot
about good music.”
Adds Bill Gross,
senior producer and
v.p. at Saatchi &
Saatchi DF'S Comp-
ton, “Not many of
us are willing to
admit we know
very little about
music. I can only
tell after I hear it,
and then react with
a little frown. John
makes it easy. He
can interpret the
problem and help
you see what’s
wrong, and then correct it in a second.”

But Hill is nowhere without Rogers,
who, in addition to handling such mat-
ters as negotiating with Al Jolson’s
widow for the right to recreate his
sound, runs the company’s sales efforts.
It was she who brought in the Cinemax
business, a breakthrough of sorts in
that it represents the company’s first
step off Madison Avenue.

John Hill Music is also moving into
record production. Since recording
Lenny Welch for Subaru, Hill has been
helping him develop material for a
comeback album. If it sells, it could
bring Hill right back to where it all
started. e
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“Monsters” has gobbled up
the country already!
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Seventy eight stations, ready to scare up

81% of

the kind of 18-49 men and women

demos you’d expect from the makers of

TALES FROM THE DARKSIDE
...beginning in September!

More scary Fun from

LAUREL

Represented nationally on an advertiser supported hasis by R
= TRIBUNE
= ENTERTAINMENT
Comgany
@ 198K Lanrel FEFX |



30 MILLION
WITNESS
SPECTACULAR
EVENT.

GERALDO RIVERA'S SPECIAL
“MURDER: LIVE FROM DEATH ROW."

The Geraldo Rivera Specials
ratings success story continues
with his latest live special,
delivering a 20.1" rating
nationally! It also rated #1 in
these major markets.

Rating/Share

#1 NEW YORK-14.9/24

#1 LOS ANGELES-22.9/34

#1 CHICAGO-185/31

#1 SAN FRANCISCO-
18.7/31

#1 DETROIT-18.5/29

rated syndicated special of all-time.
Now, following that success, three
out of the five Geraldo Rivera Specials
also share the distinctive honor of
being among the 20 top-rated
syndicated specials of all-time.

it's also been a spectacular effort
on the part of Geraldo Rivera, his staff,
the sponsors and the 160 stations
who aired this show. From all of us at
g ribune Entertainment and TeleTrib,
thank you.

#1 DALLAS-16.1/29 = TRIBUNE
#1 SEATTLE-14.1/22 == ENTERTAINMENT
#1 MIAMI-14.1/21 Company

#1 DENVER-13.8/46

#1 HARTFORD-15.1/24

A spectacular accomplishment!
Because first, there was "The Mystery
of Al Capone’s Vaults,” the highest-

©1988 A subsidiary of Tnbune Broadcasting Company.

Represented nationally by TELL'TRIB
Source: *GAA

NSI/Metered Markets

NTI/NSS (9/73-4/88)
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t’slate afternoon on the second day
I of the Broadcast Promotion and

Marketing Executives’ Gold Me-
dallion awards competition, and the
judges are getting testy. Several ner-
vously tap pencils, waiting for the next
station promo to be loaded in the VCR.
They’'ve already seen hundreds of
spots.

“That last one was about as predict-
able as going to the bathroom,” says one
Jjudge.

“Nothing breakthrough,” agrees an-
other, echoing one of the most common
phrases heard during the three-day-
long event.

Granted, screening more than 3,100
station promotions (most of which, to be
kind, were less than stellar) could skew
anyone’s attitude toward the state of
the art. And while the judges appreci-
ated the rare opportunity to glimpse the
collective mind-set of the television pro-
motion industry during the past year,
some came away disappointed and com-
plained that broadcasters—in the midst
of the most competitive fight for view-
ers they’ve ever faced—have lost their
willingness to take risks.

“The TV and radio industries are
made up of mostly conservative peo-
ple,” says Jeff Keith, a judge at the com-
petition and also director of print opera-
tions, advertising and promotion for
CBS. “There are some risk-takers, but

New variations on an old theme: KITV sells the Hillbillies.

THE SELLING OF . . .

they have to fall back on certain clichés
because of management. Management
will see something that works in a cer-
tain market, and figure it will also work
in their market. They want immediate
results, without exploring options.”
Adds Tom Furr, vice president of pro-
gram promotion at Showtime/The
Movie Channel, and also a judge this
year, “As the stakes get higher, the
ability to risk gets lower.”

As anyone who follows the broadcast-
ing industry knows, the stakes are very
high now—-and the dearth of “risky”
promotional ideas was evident in many
of the promotions the judges screened.

Baby-boom music and a cinema verite

visual stvle—techniques that have
trickled down from advertising agen-
cies—were the dominant backgrounds
tomany of the spots. There were dozens
that plugged station per-
sonalities into packaged na-
tional promotions, such as
Group W’s For Kids’ Sake.
Dozens of other stations
adapted jingle-writer
Frank Gari’s syndicated,
ubiquitous “Hello” cam-
paign to their markets.
Others used similar pack-
aged music and set it
against static shots of city
buildings or the station’s
news anchors kissing ba-
bies, eating ice cream or
otherwise acting happy in
his or her city of employ-
ment (“I did these spots
ten or 15 years ago,” grum-

bled one of the BPME judges).

These are not the kinds of promotions
likely to win BPME’s Gold Medallion.
They’re certainly not innovative; sev-
eral judges cracked that they couldn’t
believe a station would pay the $50 en-
try fee to submit spots that were based
on syndicated concepts (‘“no impact,”
“overdone,” ““too much ‘warm’ ). But
beyond whether the spots were original
or creative is the bigger, more impor-
tant question of whether they were ef-
fective for the station. Judging a promo-
tional spot’s worth, without evidence of
the results it provided the station, is a
purely subjective exercise.

“Everyone’s looking for the killer
spot,” says John Calver, promotion di-
rector at KMBC in Kansas City, and one
of the judges. “But what’s a killer
spot?” Adds Karl Sjodahl, president of
marketing firm Sjodahl Inc., also a
judge: “We’ve been out there for years
and there’s no killer spot—there’s no
magie formula that will work in a given
market.”

n today’s increasingly competitive
I marketplace, the “killer spot” may

have little to do with innovative
production techniques, use of trendy
styles or music, or a catchy tag line that
gets absorbed into pop-culture lingo
(“Where’s the beef?”’)—tactics that
were regarded as breakthrough in the
past. These days, risk has more to do
with devising a campaign that inte-
grates production impact and market-
ing, and convincing management to
forego short-term ratings results for
long-term shifts in audience attitude to-
ward the station. And that, for the most
part, is not happening.

Calver and Sjodahl say there are sev-
eral reasons for this. For years there’s
been a preoccupation with style in pro-
motional spots and print advertise-
ments—catchy graphics or beautifully
executed production techniques that
result in spots that tend to attract atten-
tion and win awards. “A couple of years
ago it was glitz, then it was pink flamin-
gos and palm tress. But 90 percent of
promotions developed around that type

www americanradiohistorv. com
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of stuff don’t make it, because of the
writing and because of the disregard of
mission or purpose in the campaign,”
says Calver. The push to develop such
spots, say Calver and Sjodahl, comes
from top-level station management and
promotion directors whose careers
hinge on quick results and the number
of awards the station earns. It’s a ques-
tion of survival, especially in these
times of economic turmoil in the broad-
casting business. Bottom-line oriented
corporate parents tend to view general
managers as interchangeable, and will
quickly replace an “unproductive” G.M.
with one who can provide fast results.
“I've had discussions with G.M.s who
say, ‘What have you got that’s neat? ”
says Sjodahl. “I stopped sending
around a reel with samples of my work
because it was being used as a shopping
reel, with little attention given to
whether a spot that looked good would
work for the station.”

Station management must also begin
to reassess the post of promotion direc-
tor, say Sjodahl and Calver. Often in the
past it has been filled by folks who came
out of production, or who have little
marketing or even broadcasting experi-
ence. “It was a compromise position,”
says Sjodahl. “G.M.s are saying, ‘I need
marketing support from the promotion
director,’ but do they pay for that? No.
For the most part, they get journeymen
in that spot.”

he challenge of the 1990s, says
I Sjodahl, will be in producing pro-
motional campaigns that inte-
grate production impact with a system-
atic marketing strategy. And whethera
station copies a successful promotion, or
latches onto a trend—'50s and ’60s mu-
sic, or the look one gets shooting with a
hand-held camera—is irrelevant as long
as the station has examined its market-
ing needs and determined that the con-
cept will accomplish its goal. Several
spots that garnered the attention of the
Gold Medallion judges seemed to do just
that.

In Boston, as in most markets, the lo-
cal newscasts are a promotion priority.
Last year, NBC affiliate WBZ started a
campaign called ‘“Where television
comes to life” that, as promotion direc-
tor Eric Goldstein says, looks at the sta-
tion through the eyes of the viewer, and
attempts to distinguish the newscast as
one that makes a difference in people’s
lives. “TV stations are notorious for
talking about themselvesinarealmthat
assumes that viewers care,” he says.
“There’s aflaw there—thinking that the
viewers care about the station as an en-
tity. What they care about is people,
and what those people have done for the
community.”

The series of promos highlights differ-
ent members of the WBZ news staff in
the context of their jobs at the station.
They also illustrate how reporters’
work at the station helps them to con-
tribute to the community. Also, in an
unusual step, the spots attempt to ap-
peal to varying age groups—including
children.

For example, in one promo, reporter
Dan Rey is featured for a story he did
about a young girl on an otherwise all-
boy little league team. “One night, kids
all over New England watched the
news and ended up being inspired,” the
promo starts out. “That was the night
Dan Rey, the usually hard-hitting re-
porter, did a softer report.” The promo

Bringing news to life: WBZ reporter Austin in the community.

opens with a shot of a TV set on which
the actual report filed by Rey is playing.
Then it cuts to shots of children, primar-
ily little girls, watching the report in-
tently. The final shot, of a little girl and
her father viewing the story together
(Dadis tossing a softball up and down as
they watch) ends with the tag, “Does it
matter which news program you watch?
If you were a young athlete in need of a
little inspiration last May 8, it did.” At
that, Dad tosses the ball to his daugh-
ter, who, without turning her attention
from Rey’s report, catches it.

r- I .‘he spot, simply and cleanly writ-
ten and executed—no fancy com-
puter-generated images or sym-

phonic music (“Take Me Out to the Ball

Game” plays lightly in the back-

ground)—went over well with the

judges because, as CBS’s Keith says,

“it made news relevant.” Others in the

series achieved the same goal. One spot

showed how WBZ tied in with the re-
lease of Platoon by doing a report on

Vietnam vets’ reaction to the movie; an-

other showed how a report on screening

for cancer saved a man’s life. Charles

Austin, a WBZ reporter, is featured ina
promo that talks about his coverage of
the Special Olympics for the last six
years and his personal support of, and
participation in, the games for the same
amount of time.

“These spots will never generate
short-term increases in viewing,” says
Goldstein. “But from a long-term point
of view, they give the viewer his due.
They acknowledge the needs of the sta-
tion’s viewers. A person will not listen
to what you have to say unless you cre-
ate empathy or sympatico, and you
don’t achieve that if you only talk about
yourself.”

On a lighter note, KJTV in Lubbock,
Texas, combined a familiar selling tech-
nique with 1980’s
rock music to come
up with a new and
funny campaign to
market the over-
played  Beverly
Hillbillies to a
young audience. A
series of three
spots packaged the
show’s characters
in a “one-time of-
fer” record set
(“This is it, corn-
pone comedy fans
...")—then pulled
shots from various
episodes and set
the scenes to a hit
rock tune. Granny,
for example, is
shown in a wres-
tling ring while ““‘She’s a Maniac” plays
in the background; Miss Hathaway puts
the moves on Jethro to “Like A Vir-
gin”’; Elly May dances to “Girls Just
Want to Have Fun.” Not only did the
show’s ratings jump, says promotion di-
rector Rich Greene, people called the
station to buy the albums.

Neither of these campaigns was par-
ticularly ground-breaking in the classic
sense—both borrowed elements from
promos that had succeeded in the past.
But both worked—for the judges, who
are looking for innovation and impact,
and for viewers—because the station
had studied the needs of their audiences
and designed spots around them. And
that might be what “breakthrough”
promotion is all about as broadcasters
continue to lose audience to cable and
VCRs in the coming years.

“The art and science of promotionisin
coming up with better ways to achieve
the best relationship between the sta-
tion and the audience,” says Sjodahl.
“That’s not achieved through the use of
claymation or cinema verité—it’s
achieved through doing a better job of
marketing.” )
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Learning The Ropes is a first-run
situation comedy about a high
8 school vice-principal and single
parent who moonlights as a
professional wrestfer. Lyle Alzado,
former All-Pro foothall defsnsive
end, stars as a tough and tender
father of two very independent
teenagers who fearn to live with
their dads secret identity.
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“Along with the intense cross-promotion
‘you get from the national 10.7 rated
- Wrestling Network, you'll see. .. ]
~ * A national publicity campaign to build
curiosity and awareness! =
s A national radio campaign to drive sampling!
* A national TV guide and listing camgaign!

* A major national consumer promotion
driven by advertiser dollars! =15

* A national co-cp audience promotion on
cleared stations to gather the built-in
25 rated wrestling audience!

* Fully customized station promosl!

. .. call for clearance and promation
scheduling in your market.”

 HctionOlhediaGroup |

Nancy Dixon Larry Scott JC Whitted
(212) 724-2776 or (212) 207-8355
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Miami Braces fora Jolt

by Steve Behrens

iami would be a curiosity
among television markets
even if the number-one news-

cast in Dade County wasn’t delivered in
Spanish. Even if Miami didn’t have 10
over-the-air stations chasing after its
fast-growing ad dollars. And even if the
market’s CBS affiliate wasn’t tempo-
rarily owned by NBC. For the next year
it will be a laboratory for TV competi-
tion, pitting WPLG and its strong sta-
tion-group owner, Post-Newsweek,
against NBC’s newly acquired 0&O,
WTVJ, and WSVN, the nation’s largest
station not owned by a station group.

The three affiliates have seesawed for
years, each taking its turn at the top of
the ratings. Ahead is the time of great-
est jeopardy for the most vulnerable of
the three, Edmund Ansin’s WSVN,
which will lose its NBC affiliation some-
time this year. At press time Ansin’s
executives were negotiating a switch to
CBS. “WSVN is going to go down the
drain when they get CBS, with its
slumping programming,” predicts TV
critic Tom Jicha of the Miami News. “1
don’t know where the bottom is for
them.”

With a big assist from NBC, Ansin’s
WSVN has ruled prime time in Miami,
even during the February sweeps,
when the national top spot went to

Bishop: top anchor on the top news station, WPLG.

ABC, with its Winter Olympics. Last
November WSVN took prime time with
a 23 share, compared with an 18 earned
by WPLG, the ABC affiliate, and a 16
for WT'VJ, the CBS affiliate. That lead-
in did indeed help the station score sec-
ond with its 11 P.M. news, but its audi-
ence drop-off was a big one—from a 17
rating and 25 share in prime time to an
11/22 for the newscast.

Says Miami Herald critic Steve
Sonsky: “It’s a valid criticism that
they’ve not been able to successfully
exploit the lead-ins that the NBC prime
time schedule has given them—particu-
larly during the heyday of Miami Vice,
when viewers had the opportunity to
sample the news and it was clear they
rejected it.”

Local observers wonder about the
motivation of WSVN’s Ansin, a Forbes
400 multimillionaire and major Florida
landowner, and speculate that he has
rarely pressed station management for
better program and financial perform-
ance. “Ansin is one of the wealthiest
men in America,” says one industry
observer. ‘“The money the station pulls
in is almost irrelevant to him. But now,
all of a sudden, the management seems
to care.” One sign is that general man-
ager Robert Leider has brought in a
replacement news director, 29-