NATPE: Music, barter shows; shorter terms for features

Why association will continue expansion: Corvo; plus PD survey
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Little House On The Prairie
is higger than even!

Sold in 140 markets our 10"veax
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A SPECTRUM OF FILM ENTERTAINMENT

From Elvis to the brash bounce of the
Beaties to the artistry of Oscar—winnln?
Henry Fonda. .. 25 star-studded feature fims.
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Your viewers do.
The Love Boat is first in total viewers
in 86 of the nation’s top 100 markets.
Setting sail Sept. 1983

Don‘t be left at the dock!

—— our 10"vear
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ooking for a solution?...
Folol &:1

BARNABY JONES

..Look at Chicago (WBBM-TYV)
Barnaby #1at4PM 11/24%

..Look at New York (WCBS-TV)
Barnaby #1at 4PM 7/19%

..Look at Shreveport (KSLATV)
Barnaby #1at 11 PM 10/46%
; .'; Look at Miami, Tampa, Memphis,
Denver
egee ..Look at Barnaby Jones—He’s
_available immediately for both

¢ B |
L Aol m-’% _ The World’s Leading Distributor
s Pea s 7 s W for Independent Television Producers
s I3 g 2 New York. Los Angeles, Chicagc. Atlanta. London. Paris. J p
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EVERGREENS

from
Worldvision

The all-time
classic

Visit us at the
Las Vegas Hilton
Suite 29-102
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Quantiplex Gives You An Unfair Advantage.

Using Quantiplex Viewer and Consumer ratings
is like being dealt five aces.

It’s that unfair.

Not only do you know the age and sex of your
viewers, but you know who they are, what they
buy and, the fifth ace, what they are thinking
about buying.

And, for good measure, a sixth ace. If they can
afford it.

With VAC ratings you can show advertisers
exactly which of your time periods their poteritial
customers are watching. And prove to them that
your station is the most effective use of their

budget. In the case of lccal advertisers :t's

even a far more accuratz target.ng

\

b * |
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of customers thar local print.

Why not deal yourself in on a pot that could be
as much as fifteen times your investment. (And, we
can prove that too) Contact Bill Morris or Ron Laufer
at Quantiplex and get in on the May sweep. Our
sign up deadline is March 31st.

And, if getting an unfair advantage from VAC
bothers your conscience think about this. It's not
bothering your competition.

VIEWER AND CONSUMER

c/o Quantiplex,
919 Third Avenue, New York, N.Y. 10017

(212) 980-7117 A DIVISION OF JOHN BLAIR & COMPANY @

/



A GREAT RADIO
PROMOTION
SOURCEBOOK

The MUST book to help
you boost ratings and in-
crease sales and profits.

e A giant 400-page hand-
book

® Over 250,000 words

® Over 1,500 on oir promo
themes

® Over 350 contests, stunts,
stotion and persanality pro-
mos

$36.45 for thousands of

dollars of stimulating, rev-

enve-producing ideas.

TELEVISION/RADIO AGE BOOKS
1270 Avenue of the Americas
New York., New York 10020

Gentlemen:

Please send me HANDBOOK OF
RADIO PUBLICITY & PROMO-
TION ' $36.45 each.

A check for enclosed.
Name

Address

City

State Zip

- Television/Radio Age

139

146

149
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NATPE PREVIEW

Music fills the air, but barter calls the tune

Barter will represent 75-80 per cent of the first-run
programs being offered at the convention. Meanwhile,
more than a dozen new music shows are being introduced,
with most of them ear-marked for weekend use.

Shorter rental agreements seen forcing affiliates
out of features market

The desire to increase the number of plays on pay television
after a feature has appeared in syndication is said to be the
main reason for the changes in this year’s feature
syndication packages.

Industry changes have dictated NATPE’s
expansion

Executive director Phil Corvo says association will
continue to welcome such participants as cable
programmers and foreign stations and networks.

150 Program directors feel concern over PTAR inhibits

development of new shows

Some 51.4 per cent of all program directors responding to
a TV/RADIO AGE survey feel last year’s menu of
syndicated programming was “‘worse than past ycars.”

152 Sitcoms pace November Nielsen syndication sweeps

Of the top 25 syndicated programs, nine were sitcoms,
followed by music/varicty and information/reality/talk
shows with four entries each.

Departments

40 Publisher’s Letter 124 Tele-Scope 305 Retail Report

47 Letters 155 Viewpoints 307 Seller’s Opinion

52 Sidelights 158 Programming 308 Media Professionals
110 Radio Report Production 313 Wall Street Report
116 International Report 166 Commercials 377 Inthe Picture

122 Business Barometer 301 Spot Report 379 Inside the FCC

Television/Radio Age (1ISSN 4 US0040277X) (USPS # 537160) is published every other Monday for $40 per year
by the Television Editorial Corp. Publication Office, 1270 Avenue of the Americas, New York, NY 10020. Second
class postage paid ai New York, NY and additional mailing offices. POSTMASTER: Send address changes to
Television/Radio Age, 1270 Avenue of Americas, New York, NY 10020.
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PARAMOUNT

ATowering Presence in Programming!'

Features
BORTEOUION

The most powerful package of
movies ever released. 20 post —
'76 hits including Grease,
Airplane!, Ordinary People,
Star Trek ~The Motion Picture,
King Kong and Urban Cowboy.

PORTFOLIO IX
PORTFOLIO VIII
PORTFOLIO VII
PORTFOLIO V1
PORTFOLIO 1-V
MARQUEE I-111
PREVIEW1

First-Run Series

The new weekly half-hour
series about what everyone
cares about—money and how
to keep it

Available Fall 1983.

SOLID GOLD

The Emmy-nominated #1-rated music series an TV.
One hour weekly on over 200 stations.

A SOLID GOLD CHRISTMAS

2-hour special.

COUNTDOWN '79-'82
4 Solid Gold 2-hour specials.

The Emmy-nominated
daily half-hour pius the
weekend hour, Entertainment §
This Week. Now appearing
on over 130 stations.

MADAME'’S PLACE
75 half-hours.

MAKE ME LAUGH
195 half-hours.

First-Run Specials
& Features

RIRSTRRUNINEIWORK(II

4 exciting entertainment concerts with
no prior network exposure.

FRANK SINATRA -
CONCERT FOR THE AMERICAS

The definitive Sinatra-his greatest
performance. An incomparable 2 hours.

SANTANA & HEART -
CONCERT FOR THE AMERICAS

2 of the top pop-rock groups in a 60-minute triumph.

THE DOOBIE BROTHERS FAREWELL
The Grammy winners in a landmark hour featuring
12 years of hits.

CHER-A CELEBRATION AT CAESAR’S

The unique star in a glittering hour of dynamite from Las Vegas.




BIRSTIRUNINETIW O RK

4 thnllmg feature movies with n> prior network exposura—
direct from theaters to local television.

FRIDAY THE 13TH
LIPSTICK
THE FAN

FRIDAY THE 13TH,
PART 2

Lauren Bacall in Tone Fan

Off-Network Series

TAXI

.:.:.:.:.:.:-:.:I:.:-:..I

156 + half-hours.

HAPPY DAYS -

211+ half-hours.

Mini-Series &
Specials

James Clavell's
The epic television event
of the 80's. Six 2-hour

episodes and/or one 3-hour
theatrical feature.

A Woman Called/

Ingrid Bergman's Emmy-winning
performance in the Emmy-winning
drama. An unforgettable 4 hours.

WASHINGTON BEHIND CLOSED DOORS

Six 2-hour episodes of star-studded intrigue.

THE WAY THEY WERE

2-hour special.

THE TOP OF THE HILL

4-hour mini-series.

THE GIRL, THE GOLD WATCH & DYNAMITE

2-hour special.

THE GIRL, THE GOLD WATCH & EVERYTHING

2-hour special.

MORK & MINDY THE ODD COUPLE

95 half-hours 114 helf-hours J C 5,

THE BRADY BUNCH STAR TREK ohn le Carre's

117 half-hours 73 hours sull“’s
MISSION: IMPOSSIBLE THE UNTOUCHABLES

171 hours 114 hcurs

THE LUCY SHOW LOVE, AMERICAN STYLE PE“P[E

156 haif-hours 224 half-hours

STAR TREK ANIMATEP THE BRADY KIDS ANIMATED Alec Guinness in a riveting

22 half-hours

22 hal*-hours 6-hour masterpiece of suspense.

GuHt +» Western
Comoany

®
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HAS BECOME
THE MOST
POPULAR NEW
NON-NETWORK
SHOW ON
TELEVISION”

—New York Times, January 18, 1983

ET’s combined average NTI rating of 177 for the week
ending Jan. 23 was a new high far the series. Further proof that ET is
television’s most remarkable success story!
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BIGGEST STORY IN THE BIG APPLE!

On Jan. 3, ET moved to 7:30pm on WABC-TV New York-and in only six
weeks completely turned around the ABC flagship’s prime access time
period! The comparison between December and ENTERTAINMENT
TONIGHTs latest week is nothing short of astonishing:*

December Time Period ETs Latest Week
6 Rating/11 Share 14.1 Rating/21 Share
+135% +91%

“We anticipated that ENTERTAINMENT TONIGHT would be a winner for

us, but it has far exceeded our most optimistic expectations.” - william Fyffe,
VP & Gen. Mgr., WABC-TV New York

ET IS ENTERTAINING THE NATION!

ET’s audience has even topped last year’s impressive performance-
both in rating and all key demos:™*
Up 20% in Rating
Up 15% in Women 18-49 Up 11% in Men 18-49
Up 15% in Women 25-54 Up 13% in Men 25-54

3
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ET VS.THE NETWORKS!

More people get their entertainment news from ET co-anchors
Ron Hendren and Mary Hart than any network entertainment/talk show -
over 11V2 million viewers watch the Monday-Friday strip alone!

That’s 120% more total persons than Good Morning America, 152% more

than The Today Show and 269% more than CBS Morning News. In fact, the

combination of ET and ENTERTAINMENT THIS WEEK reaches significantly
more people than those three network morning shows combined —-and more than
the total late-night audience of ABC Nightline and The Tonight Show as well! * **

ENTERTAINMENT TONIGHT and ENTERTAINMENT THIS WEEK
cover the world of show business like no other programs on television-
and America knows it!

* ARB. Dec'82;2/7-2/11/83 * % CASSANDRA. Top 100 markets; same TP Nov '81/Nov '82 * % NTI. Nov.'82




HAS ONE BIG ADVANTAGE

TOM
MILLER

PAT
CROWLEY
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It’s about what
everyone cares about:
how to make money
and keep it!

What Entertainment Tonight is to
fame, TAKING ADVANTAGE is to for-
tune -with one big advantage: it's as
practical as it is entertaining.

TAKING ADVANTAGE is packed with
facts about personal money matters
that everyone can use - hardhats
and housewives, teachers...and TV
executives!

Down to earth and up to the minute,
TAKING ADVANTAGE is produced
weekly, and it's as well-paced as the
best entertainment and as reliable as
itisinvolving. Paramount’sco-producer
Is #1 financial authority McGraw-Hill,
publisher of Business Week and
nearly 80 more business magazines
and newsletters.

In short, TAKING ADVANTAGE's cor-
respondents will know what they're
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HAT MAKES ITAWINNER-

talking about. And they'll show what
they're talking about on location
every week, wherever stories about
money and lifestyle are breaking.
Financial correspondent Tom Miller,
TV journalist Marcia Brandwynne,
and field correspondents Terry Sav-
age and Pat Crowley will be national
favorites on the ration’s favorize sub-
ject - money, and how to get it and

hang on to it!

TAKING ADVANTAGE has what it
takes to win key time periods and
attract key advertisers. If that's what
you're looking for, here’s a tip from
Paramount, the leader in first-run:

This Fall is the time to start

TAIKING-ADVANTAGE>

An advertiser-supported weekly half-hour series.
Advertisers looking for a network advantage-
call Dan Gre=2nblatt (212) 333-3407.

TELEVISION DOMESTIC DISTRIBUTION

MARCIA
BRANDWYNNE

TERRY
SAVAGE
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AIRPLANE!

THE BAD
NEWS BEARS IN
BREAKING
TRAINING

CHEAPER
TO KEEP HER

COACH
OF THE YEAR

THE ELEPHANT
WY |

FIRST MONDAY
IN OCTOBER

FOUL PLAY
GREASE
THE HUNTER
HURRICANE
KING KONG

MIDNIGHT
OFFERINGS

MOMMIE DEAREST
NORTH DALLAS FORTY %
THE ONE AND ONLY
ORDINARY PEOPLE
SOME KIND OF HERO

STAR TREK:
THE MOTION PICTURE

TENSPEED
& BROWNSHOE

URBAN COWBOY
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SIMPLY THE MOST POWERFUL
MOVIE PACKAGE EVER RELEASED!

Bramount proudly presents your future in movies!
PORTFOLIO X is a truly awesome array of towering boxoffice
successes—94% of its theatrical movies are on Variety's list
of All-Time Boxoffice Champions!

That’s a huge 24% more than the closest competitive
package —it means even PORTFOLIO X's “bottom” titles are
top attractions! And they're recent—all are post-'76 and
60% were released in the last 2 years!

PORTFDLIO %'s movies are viewing events that will electrify

your ertire schecule with promotable stars like

John Travolta, Steve McQueen, Goldie Hawn, Richard Pryor,
William Shatner, Leonard Nimoy, Jessica Lange, Nick Nolte,

Faye Dunaway, Dudley Moore, Jill Clayburgh, Chevy Chase,
Olivia Newton-Jchn, Mac Davis, Walter Matthau, Henry Winkler,
Donald Sutherland and Mary Tyler Moore—to name only a few!

PORTFOLIO x is packed top to bottom with the most
successful feature entertainment ever created. It's the surest
investment any s:ation can make for movie dominance
through the 80's!

TELEVISION DOMESTIC DISTRIBUTION




4 BLOCKBUSTER
EVENTS-WITH NO
PRIOR NETWORK
EXPOSURE!

Great entertainment concerts,
each produced especially for TV!
4 lavish specials featuring the
most promotable stars of the 80's
—the universal appeal of Frank
Sinatra and Cher, plus the young
adult magnetism of the Doobie
Brothers, Santana and Heart!

Keep your First-Run "franchise”
with Paramount’'s powerhouse
follow-up to the highly successful
First-Run Network | (94 markets
covering over 70% of U.S. house-
hoids). And watch for the next
Paramount First-Run Network
attractions coming soon!

Limited participation available
for national advertisers.

TELEVISION DOMESTIC DISTRIBUTION

RARAMOUNT
EIRSISERUN
NERWORKSII

THE DOOBIE
BROTHERS
FAREWELL

A landmark in American
musical history! tn an
emotional reunion with |
past band members, the .
great Grammy-winner
whips up a storm with all
the hits of its brilliant
12-year career.The San
Francisco Chronicle cailed
the concert "a monumen-
tal event”—and itis!

(1hour)

All the glamour and out-
rageous comedy that
make Cher a unique
superstar, framed by ail
the glitter of Las vegas’
famed showpiace! A daz-
zling display of song,
dance and fun that iays
‘em in the aisles—it's
vegas at fever pitch and
Cher is sheer dynamite!
(1hour)
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SINATRA

CONCERT FOR
THE AMERICAS

The untoppable perfor-
mance that opened the
5,000-seat amphitheatre
at Altos de Chavon, Domin-
‘ican Republic. Reviewers
couldn't get enough: “The
Chairman of the Board at
his very best!”—NY Daily
News...”’One helluva show!"
—Boston Herald American
(2hours)

ANTANA
HEART

CONCERT FOR
THE AMERICAS

Two phenomenal groups
that sell out arenas every-
wherein a double-barreled
marvel of sound, light and
special effects! An enter-
tainment concert at Altos
de Chavon that explodes
with the kind of music
that excites audiences of
all ages. "Paramount was
looking for a world-class
event and they gotit!”
—Hollywood Reporter
(1hour)




The most amazing exploit
of the starship Enterprise is
happening right now—and
right here on Earth!

After 13 years in syndication,
Star Trek still ranks among the
Top 10 off-network hours in
Women 18-49 and—incredibly—
it ranks #1 among Men 18-49!
What's more, Star Trek is the
#1-rated weekend daytime
series in all television!*

. %
'S *
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Program Directors: Thank Your Stars For

+ +| STAR TREK! Every programmer knows and research

. .« | confirms that off-network hours lose their strength

3) __ | ina season or two. The list of current off-net hours
.~ .-=i makes that clearer than ever: the startling fact is no

series in the entire Top 10* is more than three sea-

sons old-with one remarkable exception....

STAR TREK: An Hour You Can Bank On! Season after season the Enterprise sails on
and on, without losing momentum! Star Trek's average rating over the last six
November Sweeps is just as strong as the previous six!** And the magic works in
every time period and every kind of market..

™

STAR TREK in November ‘82***

Women Women  Men Men Teens
18-34 18-49 18-34 18-49

Atianta (WXIA NBC) #1  #1 #1 #1 #1
Chicago #2 #2 #1 #1 #2
(WFLD UHF/Ind.)
Cleveland #1 #1 #1 #2 #1
(WUAB UHF/ind.)
Detroit #1 #1 #1 #1 #1
(WKBD UHF/Ind.)
Grand Rapids #1 #1 #1 #1 #1
(WKZO CBS)
Kansas City #1 #1 #1 #1 #1
(KSHB UHF/Ind.)
Louisville (WAVE NBC) #1 #1 #1 #1 #1
Miami/Ft. Laucerdale #1 #1 #1 #2 #1
{WCIKX Ind.) )
New York (WPIX Ind.)  #1 #2 #1 #1 #1
Portland, Ore. #1 #1 #1 #1 #1
(KPTV iInd.)
San Francisco/Oakland  #2 #2 #1 #1 #2
(KTW Ind.)
Seattle/Tacoma #1 #1 #1 #1 #1
(KSTW Ind.)

Time-Tested STAR TREK vs Untested Hours Faced with a choice between a tried
and proven Happy Days or MASH and a new and untested half-hour, you wouldnt
hesitate for a minute. The choice between Star Trek and a new hour is even more
obvious, because the record proves new hours are even riskier than new half-hours.
There's no guesswork about Star Trek—it's proven itself for over 13 years! Buy it and
you know you're buying a winner!

Beam Your Station Aboard A Phenomenon — the only series ever to inspire a
succession of smash-hit theatrical movies. First STAR TREK: THE MOTION PICTURE
grossed over $90 million ... now STAR TREK II: THE WRATH OF KHAN, over $85
million and still growing .. and coming soon, STAR TREK IlI; IN SEARCH OF SPOCK,
as the saga of Star Tiek roars on into the future!

* Ni CASSANDRA RankingRpt.. 11/82 * * NSI ROSP, 11/71 - 11/81; CASSANDRA Ranking Rpt., 11/82 * % % NS|, 11/82.




THE
FOLLOWING
SHOWS ARE

GRAPHIC,

HIGHLY
EMOTIONAL,
DEPICT
EXPLICIT
ACTS OF LOVE,

Multimedia presents Young People’s Specials. The
award-winning dramatic series that reaches out to millions
of families with sensitivity, thoughtfulness and real feelings.
All shows should be so explicit.

YOUNG PEOPLE’S SPECIALS.NATPE,BOOTH 9.
THE BEST FLOOR SHOW IN VEGAS.

qVA
S
4

Mo irte=ch —,
Muitimedia Program Productions. Inc.
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TELEPICTURES 1
Sixteen powerhouse movies including the
Emmy Award winning “Guyana Tragedy:
The Story of Jim Jones;” “The Three
Musketeers” and “The Four Musketeers”’

HERE'S LUCY
144 classic comedy off-network
half-hours starring Lucille Ball,
Desi Arnaz, Jr., Lucie Arnaz and an
all-star line-up of special guests.
Already sold in 86 markets.

THE NEW

DICK VAN DYKE SHOW
The first time in syndication, 72 all-color
half-hours starring four-time Emmy
winner, Dick Van Dyke and a
superstar cast including Hope
Lange, Richard Dawson, Dick
Van Patten, Nancy Dussault,
Barbara Rush, Fannie Flagg plus
|  aline-up of major guest stars.

AND

INTERNATIONALLY
MY FAVORITE Telepictures repre-
MARTIAN sents an extensive

= collection of the best
&' in Theatrical Features,

“My Favorite Martian” \
Mini-Series, Made-for-

has landed again to
become an important ~—
part of your early fringe and daytime TV Features, Documentaries, Series,
comedy block. And it comes with lots of Tl Children’s Programs, Musical Specials,
extras: a fully produced promotion kit, contest ﬁ_/‘,\' )a" \\and Animated Specials. They're sure-fire
ideas, merchandising catalogues and more. ( = audience grabbers every station

Sold in over 25 markets. o S UTT‘-} T\ should have on its schedule.

ol o pan B,
'I'elepicg"ggg

One Dag Hammarskjold Plaza - New York, NY 10017 - (212) 838-1122, Telex: 645366
291 South La Cienega Blvd. - Suite 410 - Beverly Hills, CA 90211 - (213) 657-8450, Twx: 910-321-1038
©1983 Telepictures Corporation 35 East Wacker Dr. - Chicago, IL 60601 - (312) 726-1216 ‘Source: ARBITRON NOV82



In 1982

MORE Television Stations
Ran MORE Ads In

Television/Radio Age

Than In

Any Other Publication*

* 1/6th page or better




Frankenstein, Jaws and (
couldn’ toverpower us.

The competition hit us
with everything. Still
we ended up *1 for

3 years straight.

They came at us with Holly-
wood’s blockbuster action movies,
comic film mastelis)ieces, top
romantic stars, TV megaspecials,
A)ﬁ)rts spectaculars you name it.

d so it went, week after week.

Still we averaged a solid #1
in our time slot, with a 34 share.

Women found us
irresistible.

We won them over from the
start. For three years running,
Trapper has scored #1 with women
in our time period.

And, just to prove it wasn't
some fickle fling, the ladies made

us their #1 primetime series of
all summer reruns.*

Year 3 was
our strongest yet.

Overall, we averaged a 19.4
rating, 34 share and ranked #13
among all network series.

And once more in our time slot,

Trapper John was an even blgger
#1 with the women.

And now, Year 4.

This season brought a 4th year
of Trapper John’s audience power
to CBS stations across America.
Stories full of the unexpected,
alive with the comedy of real life.
Irreverently entertaining. The
charismatic a peal of Pernell
Roberts and % ry Harrison—
well, it jumps right through the
tube Our guest personalities,

1cy And our supporting cast?

hey’ve built a following all
their own.

Now, all this can be yours,
because starting fall 1984, Trapper
John will be available to your
station. Call Fox now for complete
information.

Available to your station
in Fall '84.

Source: NTI 9/79-4/80, 10/80-4/81, 10/81-4/82
*NTI 9 weeks ending 8/23/81

pperlohn
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150 UNBEATABLE HOURS

FOR FALL 1984,

An everyday story about an
ordinary family’s multi-million dollar fortunes, glamorous
women, glittering parties, sibling rivalries, executive
power games, international scandals and other humdrum
problems.

HEADED BY LORIMAR 1

AVAILABLE NOW.

25 star studded motion pictures
for Television. Action. Adventure. Comedy. Suspense.
Perfect for prime time or anytime. Just part of our grow-
ing library of over 450 titles.



130 OF THE FUNNIEST
HALF HOURS ON
TELEVISION FOR FALL
1983. A non stop dlend
of skits and bits uniquely packaged with a veritable who's
who of major guest stars and one of the greatest casts
ever assembled. A George Schiatter - Ed Friendly
Production in Association with ROMART, IncG.

112 PROVEN HOURS AVAILABLE NOW. Over 100 Markets
Sold. The demographic hit of the 1982-'83 season for

women, women 18-49, teens and kids. Make our shining
hour your golden opportunity.



INTRODUCING

©1983 MGM/UA Entertainment Co. and United Artists Corporation. All Rights Reserved




Rocky

The Black Stallion

Brass Target

The Champ

Comes A Horseman
Convoy

Diner

Doc

Dogs Of War

The End

Eye Of The Needle
Fiddler On The Roof
EIS.T.

From Noon Till Three
The Great Train Robbery
He Knows You're Alone
Hero At Large

Hide In Plain Sight

Invasion Of
The Body Snatchers

The Long Riders

The McKenzie Break
Revenge Of The Pink Panther
Tarzan, The Ape Man

2001: A Space Odyssey
Rocky II

_E-qge_rtg_inm;nl E:l:

Television Distribution

25 outstanding motion pictures that are second to none.

Visit us at NATPE, Booth #50
Exhibition Floor, Las Vegas Hilton.




Quincy
During its seven seasons
on NBC-TV, Quincy, star-
ring Jack Klugman, has
been one of the blockbuster
hours among young women
audiences. As a summer
rerun, and as a late night
leader on CBS-TV, Quincy
ranks among the top pro-
grams in all of television.
Quincy is available
September 1983.

X

What's better than Woody Wood-
pecker And Friends? More Woody
Woodpecker And Friends! This new
group of 175 new-to-television, super-
hilarious cartoonsis the only series
of theatrical cartoons that can
compete with the 185 Woody Wood-
pecker favorites already on television.
They're selling fast, so hurry!

That’s Incredible!

The action show that
made the Monday 8- 9pm
time period a winning one
for ABC-TV! Now, the kind
of pure action that syndi-
cation aud:ences love to
watch is available in a new
half-hour format.

That'’s Incredible! is
hosted by John Davidson,
Fran Tarkenton and Cathy
Lee Crosby.

The Hit List

An outstanding group of big box-
office movies, including some of the |}
screen’s all-time giant hits—Jaws,
Coal Miner’s Daughter and
National Lampoon’s Animal House!

I 36 audience-grabbing movies!




Buck Rogers

America'’s original space
hero zoomed into syadi-
cation last year like =
soaring rocket. Now, :n
virtually every markzt
where it is playing ro
matter what the time pe-
riod, Buck is delivering
sky-high numbers a=
the kind of demogragphics
that sponsors dream
about.

A fascinating hcus
series of interplanetary
adventures, ir.cluding six
two-hour movies.

The BJ/Lobo Show

How to get a half-hour comedy
series with a full hour of laughs?
Only one way—with The BJ/Lobo
Show—a miracle of editing genius
that has made it possible for us to
take the hour-long series, B] And
The Bear and The Sheriff Lobo
Show, and turn them into 86
laugh-packed half hours that are
currently pulling big audiences
across the country!

The BJ/Lobo Show is available
as a half-hour series or in its origi-
nal hour format.

Quest For Gold

Here are 50 thrill-packed pre-

Olympic spots featuring many

of America’s hopefuls in action!
The format is simple: a 5-

second opening and local bill-

board, followed by 25 seconds

of explosive, all-new pre-Olympic

Jootage, capped by a 30 second

spot that’s yours to sell.

House Calls Available first run for 10 runs,

This past summer— J-ane through August—House September 1983—August 1984.
Calls was the number two program in all of television!
This kind of powerhouse performance plus its su-
perb demographics (it has one of the highest rat.os of

young adults) and its immediate availability, maxe SHARE THE
it an ideal strip for your May and July Swzeps! EXCITEMENT!

tudios nc. Al rights reserved
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Salute Hosted By Dick Clark

Each week one of the world’s great musical artists
appears on stage with Dick Clark. The occasion is
an hour musical tribute in which some of the big-
gest names in show business pay homage to the
guest superstar.

The pilot stars Gladys Knight and the Pips who
entertain and are entertained by Dick Clark, Bill
Cosby, Phil Donahue, Marvin Gaye, Bob Hope,
Rich Little, Barbara Mandrell, Johnny Mathis, Ben
Vereen and Dionne Warwick. Available Fall 1983.

The Hardy Boys /

Nancy Drew Mysteries

| This 1s one of the most extraordinary success

| stories among advertiser-supported programs.
Asan ABC-TV series it demonstrated strong appeal
among young adults, kids and hard-to-reach teens. It
has continued that pattern in syndication. 46 hours
available for a third season, beginning this Fall.

ATV TH

The Pop ‘N’ Rocker Game A Game In Concert
Together for the first time—the electric excitement
of a superstar rock concert plus the cross-over
appeal of a musical game show!

It’s the perfect once-a-week hour program to reach
the elusive under-25 audience as well as everyone
who ever loved a game show. Hosted by Jon Bauman
(Sha Na Na'’s Bowser). Available for Fall 1983.

Memories with
lawrence Welk, Year Il
This season we brought
you Memories With
Lawrence Welk, a selec-
tion of some of Welk’s
finest color hours pre-
sented with new in-
troductions and closings
by the maestro himself
on camera.

Now a new selection of
favorite programs is in
the works and will be
available for Fall 1983.




e TR

The Larry Kin
Larry King—America’s most successful late-night
radio talk show host—is starring in a weexly, Sunday
night, 90-minute talk show that is being teamed live
via satellite.

Almost every major station group is represented
in the initial lineup which includes 28 of the tcp 30
markets...more than 100 stations in all.

A5 e R N YL

| The Road To

Los Angeles, Year Il

| The response by stations

and advertisers to the
weekly hour series, The
Road To Los Angeles—
hosted by baseball great
Steve Garvey—has been
overwhelming.

So once again our pro-
duction crews are travel-
Ing across continents o
film new episodes featur-
ing America’s athletes and
their international challeng- | ==
ers. The new, first-run
series is The Road To Los
Angeles, Year II. 30 weeks
of programming: 20 hours
and 10 repeats.

Switch is the stylish hour adventure series that thrilled
CBS-TV audiences with its high-action, suspense,
dazzling settings and clever plots.

The series, which stars Robert Wagner, currently one
of TV's hottest performers (Hart To Hart), and Eddie
Albert, a perennial favorite, generated high ratings
and superb demographics! Available Fall 1983.

SHARE THE
EXCITEMENT!
Mc‘l\w

ERVE

GHTS R
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AND NOW,

W, FROM THE

WORLD’S HOTTEST STUDIO..
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Jaws I -

‘ "

Airport '79/The Concorde Alain
Delon, Robert Wagner

The Blues Brothers John Belushi,
Dan Aykroyd

The Border Jack Nicholson, Valerie
Perrine

Bustin’ loose Richard Pryor, Cicely
Tyson

Conan Arnold Schwarzenegger

Continental Divide John Belushi,
Blair Brown

The Deer Hunter Robert DeNiro,
Meryl Streep, Christopher

Wolken

The Electric Horseman

Robert Redford,

Jane Fonda

NIVERSAL S\MII'STWANTEIN.IST '

| ; f :
';_The :E&cm'c 'Hors‘en"ﬁ. :

Fast Times At Ridgemont High
Jennifer Jason Leigh, Sean Penn

The Four Seasons Alan Alda, Carol
Burnett, Jack Weston

The Harlem Globetrotters On
Gilligan’s Island Bob Denver, Jim
Backus, Alan Fale

The Incredible Shrinking Woman Lily
Tomlin, Charles Grodin

The Island Michael Caine

It Happened One Christmas Marlo
Thomas, Wayne Rogers, Orson
Welles

Jaws ll Roy Scheider, Lorraine Gary

The Jerk Steve Martin, Bernadette Peters

The Last Married Couple In America
George Segal, Natalie Wood

'\Ir

Smokey!And The Bandit ll

e T
The .ﬁgdq,fdason?

Madame X Tuesday Weld, Jeremy Brett

Melvin and Howard Paul LeMat,
Jason Robards, Mary Steenburgen

Nighthawks Sylvester Stallone, Billy
Dee Williams, Lindsay Wagner

Sgt. Pepper’s Lonely Hearts Club
Band Peter Frampton, George
Burns, Steve Martin, Bee Gees

Silence Of The North Ellen Burstyn

Smokey And The Bandit Il Burt
Reynolds, Sally Field, Jackie
Gleason, Dom Deluise

SHARE THE
EXCITEMENT!

© 1983 UNIVERSAL CITY STUDIOS INC. ALL RIGHTS RESERVED
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Letters

Teletext reluctance

I noted tht buried at the end of your
annual survey of general managers,
sales managers and program directors
(Earnings increases rise among TV
station execs, February 14), is some
information about the lack of interest
by stations in teletext. That certainly
isn’t due to any lack of exposure in
your magazine. Your many articles on
the subject have been enlightening and
interesting.

I think television station manage-
ment would have been slow to react to
the possibilities of teletext under any
circumstances. But I believe their lack
of enthusiasm now is largely a result of
the hodge-podge that exists due to the
Federal Communications Commis-
sion’s refusal to set a technical stan-
dard.

Who can be sure—even if teletext is
accepted by the public—if the stan-
dard being used is going to be the one
eventually accepted by the majority of
the population? And what happens to
a broadcaster’s reputation if he sells

the public on a service, using one kind
of decoder, only to find that another
kind becomes the dominant standard
down the road?

Given equipment manufacturers’
understandable reluctance to commit
for one standard or another, it is en-
couraging to read about the Taft-Ze-
nith hookup. But, here again, it seems
to me that the two parties are not
going ahead out of unbridled confi-
dence about the acceptance of the
British system, but rather out of impa-
tience with the FCC’s failure to act.
As Taft’s Terry Connelly states in
your January 17th issue, “Our position
is that it will take a considerable
length of time for an audience to de-
velop in any case and that waiting for
the FCC to establish a standard could
add two-to-three years to that waiting
period.”

I honestly feel the FCC has enough
data te make a decision on teletext—
but as long as the Fowler deregulation-
at-all-costs philosophy prevails in
Washington, the commission, will, I'm
certain, stand by its fall, 1981 decision.

As | have already pointed out, the
damage to teletext done by the com-
mission can be seen in the responses to
your survey.

Some 36.8 per cent of stations don’t
feel there will be enough station profit
in teletext until 1990; and only 12.1
per cent feel it could be profitable as
early as 1985.

An even more important statistic
from your survey, however, was the
fact that 42.1 per cent of stations said
they “haven’t decided” whether or not
to broadcast a local teletext service.
Again, I think this is due to the lack of
a standard.

We are sitting in the midst of a
technological explosion in the electron-
ic media. Broadcasters have shown a
willingness and a desire to be on the
leading edge of that explosion. But the
‘open marketplace’ philosophy is hin-
dering progress in not only teletext,
but other areas as well, such as AM
stereo and the coming battle over
stereo Tv. Is anybody in Washington
listening?

NAME WITHHELD

There’s only one
David Janssen.
And there’s only one
Harry O.

HARRY O

44 hours

Warner Bros. Television Distribution
A Warner Communications Company
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78% say“yes”
to return of
hit series!

R.H. Bruskin Associates
conducted a December 1982
national survey to determine
viewer interest in the return of
Ralph Edwards’ “This Is Your
Life” to television.

Among the 77% of all male
and female adults interviewed
who remembered the show...

* 78% would watch a new“This
Is Your Life” series.

* 75% would watch reruns of
the original series.

* 77% considered “This Is Your
Life” a favorite series.

Women and men were Consider
interviewed in equal numbers. the strong
And 8% to 14% more women cross.-plug

than men said “yes” to the
questions above. advantages...

In answer to this over-
whelming response, Andrews
& Associates now offers a
unique tandem combination
of “This Is Your Life” for
September 1983!




The new

39 all-new, first-run

half hours for once-a-week
broadcast via satellite.
Weekend access or prime
time.

Ralph Edwards is executive
producer. Joe Campanella is
host.

Surprise guests every week!
With friends and family
participating in dramatic,
emotional life stories.

Featuring stars, celebrities,
major national figures and
America’s little-known heroes
of great accomplishment.

And continuing the same
format and basic appeal of
true, real-life Americana that
brought 40-plus to 50-plus
shares to the original series
for nine prime-time years.




The original

130 original half hours
for weekday stripping.
Mornings or fringe time.

First-run, off-network
episodes from the original
series with Ralph Edwards
as host.

Never exposed outside of
network prime time, and
available for the first time
in syndication.

Featuring such guests as
Steve Allen, Nat “King” Cole,
Rock Hudson, Rev. Billy
Graham, Joe Louis, Debbie
Reynolds, Casey Stengel
and Lowell Thomas.

Each episode updated with
a concluding roliover
presenting information on
the guest since his or her
first appearance on “This Is
Your Life.”

Andrews &
Associates

1270 Ave. of the Americas
New York, NY 10020
(212) 977-4545

NATPE: Las Vegas Hilton
Suite 2868



Sidelights

(continued)

company,” Kurt Miller adds, ““and the
sign on the window announced that the
restaurant accepted that credit card.”
“The trick,” Miller adds, ““lies in being
subtle and in never verbally mentioning
the product that’s being advertised, ex-
cept in the two official commercials.”

Program measurement

Frequent airplane flyers are also frequent
viewers of such syndicated programs as
Benny Hill, M*¥*A*S*H , and Saturday
Night Live, but are not particularly at-
tracted by such fare as Lirtle House on
the Prairie or the Richard Simnions
Show. Barnaby Jones does better than
the early news among large houscholds,
heavy beer drinkers and purchasers of
TVs, VCRs and sterco equipment; how-
ever, affiuent families ($30,000 and up),
owners of 1980-82 vehicles and heavy
fast food users are more apt to watch the
carly news than the detective show.

These are samples of the type of
qualitative information that will be
available in Quantiplex’s new “Audience
Composition of Programs by Select
Product Consumption Categories.” The
new scrvice, to be unveiled at the
NATPE convention by the John Blair
Co. subsidiary, measures all syndicated
programming in eight markets in the
November, 1982 sweeps by viewership
among seven consumer categories: Large
households (four or more); income
$30,000-plus households; owners of ve-
hicles, model year 1980-82; frequent
flyers; beer drinkers; fast food heavy
users; and those who have bought or plan
to buy a Tv, VCR or stereo. The mea-
sured markets are: New York, Los An-
geles, Chicago, Cleveland, Dallas-Ft.
Worth, Denver and New Orleans.

The data is collected via Quantiplex’s
Viewer and Consumer Ratings (VAC)
survey technique, which is telephone

recall covering all of a respondent’s
viewing during the previous 24 hours.
Sample for the eight markets was 16,048
persons.

In order to provide an idea of what
PSPCC can do, Quantiplex measured
nine programs from the November, 1981
sweeps, from which the above program
data was culled. Those programs were
measured in six markets: Chicago,
Cleveland, Dallas-Ft. Worth, Kansas
City, Memphis and Minneapolis. The
nine shows were: Barnaby Jones, Barney
Miller, Benny Hill Show, Family Feud,
Little House on the Prairie, M* A*S*H |
PM Magazine, Richard Simmons Show
and Saturday Night Live. In addition to
rating each program within each con-
sumer category, Quantiplex also rated
each show against the leading early and
late news in cach market.

For instance, Barney Miller did better
than the highest-rated early news show
in Dallas-Ft. Worth and Minneapolis-St.
Paul among large households but was
shightly lower than the leading early
evening news in Chicago among large
households.

Another example: Among frequent
flyers in Chicago, Benny Hill did better
than the leading late local news. But in
Memphis and Dallas-Ft. Worth, the
leading late local news respectively at-
tracted a much greater percentage of
frequent flyers than did Benny Hill.

Bill Morris, president of Quantiplex,
who likes to point out that “85 per cent
of what is viewed is driven by income and
education—not age and sex,” claims
PSPCC is a “first” in that it “links
marketing to media usage, recognizing
the distinctiveness of broadcast
viewing.”

The Goldwyn legacy

As any television watcher who is into

IN
RALEIGH-
DURHAM!

THREE'S, |
CO

WTVD M-F 5:30PM

RTG SHR

movies will tell you, hardly a week goes
by that he or she can’t see such oldie
Samuel Goldwyn classics as Best Years
of Our Lives, Come and Get It, Dead
End, Guys and Dolls, Wuthering
Heights and The Little Foxes, among
the vast Goldwyn film library that is full
of such goodies. Spanning the years from
1930 to the mid-1950s, these features are
the staples of the movie syndication
business. And it was from the Goldwyn
reputation for releasing top films, that
the present syndication company bearing
Goldwyn’s name continues to flourish
and to expand.

The Goldwyn company began to ac-
quire “outside” feature films for distri-
bution in syndication in 1979, notes
Thomas Q. Seehof, vice president, sales,
when Samuel Goldwyn Jr. took over
control of the Goldwyn features. In 1980,
the firm, seeking another avenue for
product, started selling to the pay-Tv
folks, to where now it has five packages
in that marketplace, Seehof explains.

The first package for pay, Goldwyn I,
contained family-type of films, such as
Billion Dollar Hobo and Proud Rebel,
in its four-film titles. Then followed
Goldwyn packages 11 to V, with the lat-
est containing eight titles including
Dangerous Summer, Gregory's Girl,
and Forbidden Zone. On the commercial
syndication side, Goldwyn decided to
“terrorize” the field in October 1982 and
brought out a Terrorpix I, package of 10
films in an edited version, consisting of
such things as Invasion of the Bee Girls,
Laserblast and The Visitor.

Moving into the “terror” vein was a
far cry from the company’s family six-
pack titles it released only the month
before, but it represented a forward-
looking company that wanted to stay
with the times. Then followed a Burt
Reynolds/Dan August feature package,
and its latest offering, Power Pack,
consisting of 11 “exploitation” features,
including such varieties as The 39 Steps,
The Attic, Southern Conifort and
Falling in Love Again, with weekenders
Sayonara and J.D. and The Salt Flat
Kid.

Again, as an illustration of its “pro-
gressive” look, the company has not only
acquired Norm Crosby’s Comedy Shop
for off-network syndication, but will
offer its initial first-run effort, Movies!

THREE’'SCOMPANY 13 31
Sanford & Son 11 27
Newscenter 28 3 7
Source: ARB/Nov. '82

D.L. TAFFNER SYNDICATION SALES
Contact: DICK CIGNARELLI (213) 937-1149

Movies! Movies! for this year’s NATPE
convention. Movies!, a half-hour weekly
series, is being offered via barter. But
while the company is moving ahead in
several directions, it has not forgotten its
heritage. *“It’s still the Goldwyn name
that is prestigious and is a great factor in
helping us sell our product,” says Seehof.
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SIGN 0N THE
DOTTED LINE.

308 ANIMATED ADVENTURES

FEATURING THE WORLD’s
MOST FAMOus

CAT AND




Visit us at NATPE, Booth #50
Exhibition Floor, Las Vegas Hilton
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THE SPARK
IN TELEVISION
ENTERTAINMEN'T

BARNEY MILLER
A Four D Production

BENSON
A Witt-Thomas-Harris Production

CARSON’S COMEDY
CLASSICS
A St. Cloud Corporation
Production in association with
Columbia Pictures Television

CHARLIE’S ANGELS
A Spelling/Goldberg Production

FANTASY ISLAND
A Spelling/Goldberg Production

in association with
Columbia Pictures Television

CARTER COUNTRY
A Toy Production

HART TO HART

A RONA II and Spelling/Goldberg

Production in association with
Columbia Pictures Television

POLICE WOMAN
A David Gerber Production
in association with
Columbia Pictures Television

SOAP
A Witt-Thomas-Harris Production

STARSKY AND HUTCH
A Spelling/Goldberg Praduction

WHAT’S HAPPENING!!
A Toy Production

... And many more!

SUITE 2875, LAS VEGAS HILTON




Sidelights

(continued)

are likely to be in over 50 per cent of U.S,
homes by 1990.”

Hunt noted that in the regular Nielsen
report for Tulsa, all households—non-
cable, 12-channel and 36-channel cable
homes—are mixed together, blurring
their different viewing patterns. But
since a cable franchise is a defined area,
Nielsen could use zip codes to separate
the diaries returned by Tulsa households
into each of the three categories for
comparison—the 36-channel cable
homes vs. the 12-channel and non-cable
control groups.

What Nielsen found, reported Hunt,
was that while in Tulsa’s non-cable
homes the three network affiliates con-
tinued to rule the dial, affiliate shares in
cable households “suffered dramatical-
ly” in each of four dayparts analyzed.
This drop in affiliate shares, said Hunt
“can be attributed to the increased
number of choices for viewers, especially
those subscribing to the 36-channel
system.”

He also noted that pay television
“quickly attained the status of a prime
time fourth network in the 36-channel
system” by grabbing off a 20 per cent
share of viewing in cable households.

Hunt also reported that a large part of
the decline in network affiliate shares
“can be traced to the number of distant
independent tclevision stations avail-
able.” Tulsa’s 12-channel system, he
pointed out, carry one or two such inde-
pendent signals, but the 36-channel
system was carrying five. And as Hunt
noted, “These stations attract substantial
audience levels during the fringe time
periods.”

At the same time, he added, the non-
pay cable networks “‘end up fighting for
a small slice of viewing on both the 36-
channel and 12-channel cable systems.
They will have an up-hill battle to gain
audience.”

Hunt tempered his analysis by ob-

serving that while pay Tv will certainly
make its inroads in major markets like
New York, Chicago and Boston, “These
markets already have a number of
strong, local independent stations. It’s
doubtful that the additional indepen-
dents imported by a cable operator in a
really big city will be much of a draw—
as their schedules consist largely of the
same syndicated programs available on
local independents.” (It should also be
kept in mind that Hunt’s study was re-
leased before the cable copyright fight in
Washington had escalated to its current
noise level, and that this has turned into
a battle which could well wind up af-
fecting the numbers of distant signals
that many cable systems will be electing
tocarry, should they find themselves on
the paying end of much higher copyright
fees.)

Hunt also observed that the scenario
he was writing could change in the future
if and when more original programming
is produced: “The same satellite tech-
nology that’s propelling cable can have
a profound effect on the commercial
broadcast industry,” he warned. “By
1985, virtually all television stations,
both affiliates and independents, will
have access to a dish antenna, which can
dramatically cut the cost of distributing
programs nationally.

“That will make it possible for some
producers to choose to deliver their
shows directly to stations via satellite,
circumventing traditional network dis-
tribution and control. And while inde-
pendents will be the first to be involved
with such new ad hoc networks, the af-
filiates, too, may begin to preempt their
regular network schedules in order to
participate.”

Hunt pointed to the award-winning A4
Woman Called Golda, aired last year by
Operation Prime Time as an “indication
to stations and advertisers that such
ventures can provide comparable quality

THREE'S . )
CO

WBRZ M-F 4PM

RTG SHR

17 44
9 23

THREE’S COMPANY
Soap World

Little House 5 13
Source: ARB/Nov. '82

D.L. TAFFNER SYNDICATION SALES
Contact: DICK CIGNARELLI (213) 937-1144
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to what the three major television net-
works have to offer.”

Radio’s new technology

The pickup in sales is only one reason
why network radio execs are wearing
wider smiles these days. They also point
to their own version of “the new tech-
nology”—ADD (Audio Digital Distri-
bution (TV/RADIO AGE, December 13,
1982)—as a long range harbinger of
even better days ahead. Next year, 1984,
says NBC’s Eskridge, “when none of our
affiliates will have to depend on land
lines, we’ll be more flexible. We'll be able
to do more live concerts because there
will be no need to set up an ad hoc satel-
lite network every time we want to
broadcast another concert.”

At CBS, Dick Brescia, senior vice
president, sees 1983 as “technically, the
year of transition. We'll be going to
digital transmission in July, using si-
multaneous satellite and land line feeds.
And we’l] be gradually dismantling our
long line network, section by section,
starting in fourth quarter. Since the new
set up gives us the potential to offer many
more programs to our affiliates, this year
1s going to be a year of very active new
program development at all of the net-
works. And I think that in addition, there
will also be a lot of new program devel-
opment by independent programmers
looking for new ways to use transponder
for ad hoc networks of various sorts. All
this activity should make next year a
year of very wide program choice for
radio broadcasters all over the
country.”

One of the first new program series
coming from Mutual will be Rock US A,
a three hour AOR weekly offering pro-
duced jointly with Doubleday broad-
casting. This one kicks off April 2. And
Mutual senior vice president Jack Cle-
ments predicts that Mutual will probably
also be offering more concert specials
and more live programming, “possibly
more weekend talk programming, maybe
a ressurection of the SportsScan na-
tional sports call-in show we carred
during the NFL Football Players’ strike.
There’s also likely to be a new round of
holiday music specials in contemporary,
country and AOR formats, plus addi-
tional big band or fine arts programm-
ing, as well as more daily feature pro-
grams.”

ABC vice president Walter Sabo
predicts that not only will digital trans-
mission enable the networks to feed af-
filiates more programming, “but the
stations will be able to control their own
switching. That way, if they prefer, and
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when they prefer, their own local per-
sonalities can do all the intros to each
program segment, break away for their
own local commercials and the like.”

Sabo adds that digital transmission
will also enable the networks to add re-
gionally-targeted news feeds, farm news,
*“or even a four hour morning block of
news, featuring national network news
anchors and all of the world-wide re-
porting talent that backs them up. We'll
also be able to offer affiliates soap op-
eras, quiz shows, overnight, all-night talk
shows, and, if desired, talk shows dem-
ographically skewed for various age
brackets.”

However, Glenn Mahone, president of
the Sheridan Radio Network, adds that
each new programming direction his
network takes “will be with the close
advice and consent of our affiliates. The
days are gone when a network can ram
whatever it thinks it can sell down its
affiliates’ throats and make them eat it.
So we're going to produce programs that
our affiliates suggest because they know
that’s what their listeners want. And that
way, we know we’ll get the clearances we
need.”

ABC’s Sabo explains that the limita-
tions the networks have been operating
under in the pre-digital era “have been
significant. For instance with land lines,
one line has to carry the feeds of all six of
of our networks. That’s our regular news,
sports, actualities and features. All that,
from each of our six networks, eats up
your hour. That precludes play-by-play
sports and long form concerts. For a
concert, that means that pressing the
discs and sending them, physically, to all
the stations that get them can cost
$100,000 a year per show. But when all
our stations are on digital we’ll be able to
take all those same dollars and reinvest
them in more shows.”

Affiliates need more shows, asserts

Sabo, because “In today’s competitive
climate, three or four stations in a big
market—the stations with heavy finan-
cial backing—that understand research
can dominate the market. The only way
all the other stations in the market can
overcome this is with network-supplied
programs that the networks can amortize
over the hundreds of affiliates they feed.
These are expensive, top-talent programs
that can differentiate the affiliate re-
ceiving them from the other stations in
their market, because no other station
can duplicate that quality on its own.”

Sabo also explains that analog does let
the networks do things they can’t do via
land lines, but that “Even there, a station
without its own receiving dish has to go
the telephone company and pay them
$1,000 to lay a line from someone else’s
dish to the station. That’s $1,000 a shot,
for every one-shot long form concert the
station carries. With digital, the station
will own the dish for a one-time invest-
ment of $10,000, plus probably less than
$4,000 for installation.”

New media competition

More than 30 per cent of the money
spent on consumer purchases of media
products in 1982 was spent on the pur-
chase of new electronic media—cable
and pay tv, video cassette recorders,
video games and home computers—
according to the results of a survey
published by Knowledge Industry Pub-
lications of White Plains, NY. By com-
parison, the 1978 percentage of the
money spent on consumer purchases of
new electronic media products was 7.5.

The study, entitled Consumer Media
Purchases, 1982-87, also includes the
information that a total of $60.5 billion
was spent in this category in 1982, which
represents a 65.8 per cent increase from
the $36.5 billion reportedly spent in
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1978. That $24 billion increase included
$15.9 billion spent on the new electronic
media, out of which $9.7 billion was
spent on arcade and home video
games.

The categories in which the share of
consumer dollars declined between 1978
and 1982 included tv and radio sets,
records, audio equipment and motion
pictures. For these categories the share

-of consumer media dollars dropped from

the 1978 figure of 61 per cent to a 1982
statistic of 41 per cent. During that pe-
riod, consumer spending grew by nine
per cent ($2.1 billion.)

For 1982-'87, the study projects the
following list of winners in the competi-
tion for consumer dollars; home com-
puters, which are projected to grow by
411 per cent during the half decade in-
volved; VCRs, which are expected to
grow by 104 per cent; cable and pay
tv—A8S per cent; television sets—55 per
cent; newspapers—47 per cent and
books, 44 per cent. The study projects
that magazines will grow at a rate of 41
per cent in this regard, while motion
pictures will grow at a rate of 31 per cent.
The study predicts a much dimmer fu-
ture for records and audio equipment,
expected to grow at a rate of 18 per cent
and for video games, which it predicts
will increase at a pace of only five per
cent.

The study also contains 90 statistical
charts, 32 company profiles and market
forecasts for ten industry segments.

Comparative media
history

Comparisons between the status of net-
work television 30 years ago and cable
TV today were offered by several of the
guests on a recent edition of Public TV’s
MacNeil-Lehrer Report on the state of
cable TV in the aftermath of the recent
failure of The Entertainment Channel
and last fall’s folding of the CBS Cable
service.

Guests on the panel—which took up
the full half-hour of programming on
MacNeil-Lehrer that night—included
Alec Gerster, senior vice president of
Grey Advertising, Herb Granath, pres-
ident of ABC Video Enterprises, Ellen
Sachar, vice president and security an-
alyst for Goldman Sachs and Co. and
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Thomas Wheeler, president of the Na-
tional Cable TV Association.

The comparison between early net-
work tv and early cable tv was underlined
by Granath in comparing the 1982 ad-
vertising revenue totals of $5-billion for
network tv and $215 million for cable tv.
According to Granath, “When network
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Build with these
Blockbustzars from Viacom
...The Exploitables, Gasp,
Features Nine and the
soon-to-bz released
Thematics. Build with big
stars like Charles Bronson,
Tom Selleck, Sylvester
Stallone, Kirk Douglas,
Kristy McNichol and Brooke

Shields. Little stars like Gary  ...love and murder and
Coleman, Ricky Schroder life.after death...sweet
and Benji. Cowboys, clones revenge and sour grapes...
and cloaked conspirators...  fastcars, fast women,

killer bees, crime fighting fast draws. All highly
dogs, ever a cobra woman promotable.

...mad scientists and Build your feature film
demon lovers... inventory with these
high jinks, low comedy... Blockbusters...they can't

inner turmoil, outer space miss.







hour
weekly
magazine shot entirely on location and
dedicated to showing both sides of major
issues. With Judd, John and Michael
Hambrick.

“The Terry
Cole-Whittaker

/\ Show”

Five-times-a-week
Terry entertains new
ways to look at the
evervday things that
make us feel happy
and make us feel
lousy. Bright, lots
of audience
interaction

and always
entertaining.

“Laurel & Hardy Laughtoons”

120 segments,
120 reminders
that Stan & Ollie
are the funniest men
who ever lived —
and they’re still
making America
laugh.

N © & K

“The
Carole
Shaw
Show”’

Entertaining,
informative, involving

half hour daytime strip for
women, starring television’s most
refreshing new personality.

“Finders/Seekers”

New concept in five-nights-a-
week comedy: single men and
women share their fantasies in

, the raciest match-
e m making you’ve
ever seen. This is
a hot one!

PolyGr .

In Los Angeles (213) 202-4400
Norman Horowitz, Dalton Danon, Tay Voye,
Dick Jolliffe, Mark Kaner, Brian Pike,
Ollie Hesketh, Paul Shrage

In St. Louis (314) 391-8616 Jack Garrison
In New York (212) 399-7806 David Friedman
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See Austin City Limits
Encore, Multimedia's smash
offering, featuring top names
like Willie Nelson, Merle
Haggard, The Charlie Daniels
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