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CONNECTICUT
KIDSWORLD
- B
g\ﬁ Tc);m Hannum
Producer/Director
WFSB-TV
Hartford, CT

I'm the KIDSWORLD Producer and Director
at WFSB-TV in Hartford, Connecticut. We
schedule KIDSWORLD three times each
week-end. It runs at 11:00 a.m. on Saturday.
IU’s repeated at 6 a.m. on Sunday, and, again at
7:00 a.m. the following Saturday.

Our version of KIDSWORLD is 51% local.
49% is material from The Behrens Company.
It's my job to produce the 51% of local story
material each week.

Our station covers a large geographic area,
from the Long Istand Sound to the Berkshire
Mountains. We cover a rich and diverse mix-
ture of city people and farm people. A lot of
these people are kids. We try to reach them
with KIDSWORLD.

We want kids to talk to kids. Our stories ex-
plain city life to rural kids and rural life to
city kids. Each program is hosted by teen-ager
David Ushery. He travels with our crews doing
all the ins and outs and he reports all the
stories. We cover the activities of kids and the
places and people of interest to kids all over
Connecticut.

We get quite a bit of mail from kids with story
ideas and requests to get on the show. We also
get mail from adults complimenting what
we're doing, which I find amazing, since we run
in the cartoon blocks. What | think we're trying
to do is to offer something to kids and inter-
ested parents that’s informational and enter-
taining in contrast to the “mindlessness” of
cartoons.

Periodically, we also produce KIDSWORLD
prime time Specials, 100% local. We just
finished one celebrating National Children's
Education Week.

We think KIDSWORLD helps us do some-
thing better on television for our Connecticut
kids.

David Ushery
KIDSWORLD host
WFSB-TV

. \.,;: 3
Hartford, CT ’
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The Behrens Company, Inc.
51 S. W. 9th Street
Miami, FL 33130
305-371-6077
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COMMERCIALS PRODUCTION ’'84

Surge in ad activity keeps business booming

Though most production centers contend they are doing
fine, most states are in a perennial dogfight to do better,
hiring personnel and launching expensive ad campaigns.

New editing systems seen bringing video tape
closer to film

Montage and EditDroid, along with CBS’s single-camera,
off-line editing system, are manifestations of a new
film-oriented kind of editing that has come to video.

INTYV fights minimum rating requirements by
advertisers

In new presentation, association seeks to demolish a number
of notions including belief that lower-rated spots will
endanger the achievement of rating point goals.

Cable proliferation in Europe seen as DBS deterrent
There has been no pressure to lay cable in the larger
countries, but the impending introduction of DBS has
changed all that.

Agency views vary widely on ERIM and competitors
Opinion among agency execs ranges from enthusiasm over
gaining vital marketing information faster to doubt that
these new systems can add any really new insights.

Latest ADI market rankings

Latest DMA market rankings
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Starting with the work of film dailies through the entire post
production mixing, re-recording and composite print pro-
duction, this informative source book covers every phase of
the film editor’s craft from script to screen.

Descriptive and detailed chapters provide guidance and
know-how amateur and aspiring professionals need. Every
aspect of professional film editing is clearly and thoroughly
outlined including:

optical effects . . . montages . . . titles . . . laying
in sound and music . . . building Foley (sound
effects) . . . looping and automated dialogue re-
placement. . . and on to every other facet of the
editing task.
A glossary of terms and an index are included for quick
reference.
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Simon & Simon soared to a virtual tie
for Number Two in the Nielsens.
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Simon & Simon
The action series with the light touch.
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A 1983-84 love story!
More young women loved
Simon & Simon
than any other series
on television except for
a couple of nighttime soaps.
Sexist but true!

Simon & Simon
The action series with the light touch.

Coming soon.
MCATV

Source: NTI September 1983—April 1984 © 1984 Universal City Studios Inc. All rights reserved.




A 1983.84 nearly!
For all but one week of the
first-run season (23 outof 24 weeks),

Simon & Simcgn increased its
ratings over the Comparable period
ofayear ago. Nobody’s perfect!
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1984’s best repeater!
Simon & Simon was
the- Number One
series in all of
television during
the summer of 1984.
Play it again, Pete.
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Forbes ‘400 Richest’ list
dramatically demonstrates
fruits of free enterprise

Kluge realized radio and
TV potential in the *50s

Turner is freewheeling
old school entrepreneur

Publisher’s Letter

Television/Radio Age, October 1, 1984

The Forbes “400 Richest People in America” tally, which has just been pub-
lished, is exhibit “A” of the fruits of free enterprise. While a substantial num-
ber represent inherited wealth, there are at the same time some dramatic suc-
cess stories, particularly of those who made their fortunes in the broadcast
media. There are some 59 members, or about 15 per cent, who have fortunes
that were derived from media enterprises. Here are some of the more dramatic
achievements of the self-made individuals who made the Forbes list:

William S. Paley would certainly top the list of these individuals who made
their millions in the broadcast media. Over a half century ago, he bought con-
trol for a half-million dollars, with family help, of the radio network now
known as CBS. Bill Paley’s business career is a saga in itself, building, as he
did, CBS into a diversified communication empire. He holds 7 per cent of the
company. His art collection is worth several millions. He stepped down last
year as chairman, but is still a consultant and member of the board. Forbes es-
timates his “‘minimum net worth” at $250 million.

Dorothy S. Bullitt is one of the most unusual women in the U.S. Widowed
since 1932, she built a significant empire of real estate, lumber, oil and manu-
facturing. She bought King Radio in 1947; two years later in 1949, she bought
a television station (then KRSC-TV) from P.K. Lieberman, a New York pub-
lisher, for $400,000 and changed the call letters to KING-TV. King Broadcast-
ing Co. owns four television stations in the Northwest as well as six radio sta-
tions and cable interests. She is now in her late 80s, but her two daughters are
active in the company which is run by her president, Ancil Payne.

John W. Kluge realized the potential of television and radio in the '50s when he
achieved control of Metropolitan Broadcasting which consisted of two stations
in New York and Washington. In 1961, the parent company became Metro-
media, and the company now consists of seven television stations in major
markets as well as 12 AM and FM radio stations. The company’s largest acqui-
sition, two years ago, was WCVB-TV in Boston for the record price of $225
million. Kluge became enamored with the broadcast business when he was a
food broker in Washington. Earlier this year, Kluge took Metromedia private
in a major leverage buyout to the extent of $1.2 billion. He came up with $115
million in cash plus 75 per cent of the new company, according to Forbes. The
publication estimated Kluge’s net worth at $300 million and possibly more.

Roy H. Park is another of these individuals who is not only a self-made
man, but is a demonstration of what a poor farm boy can achieve in the free
enterprise system. Born in North Carolina, he worked his way through college
by running the college paper as well as freelancing for the Associated Press.
He was a co-founder of the Duncan Hines cake mix business which he sold out
in the mid-’50s to P&G. He bought his first television station, WNCT in
Greenville, N.C. in the early '60s, went on to acquire six additional television
stations and 14 radio stations. He also has been actively acquiring newspapers.
At one point, Park held more FCC licenses (21) than any one else in America.
He took his company public last year but held 90 per cent of the enterprise.
His net worth is estimated to be a minimum of $275 million.

R. E. (Ted) Turner III is of the breed that is commonly referred to as “They
don’t make ’em like Ted Turner anymore.” A freewheeling entrepreneur of
the old school, he rescued his father’s billboard company a few years out of
college. He bought WTCG-TV (now WTBS) 14 years ago when it was losing
money and turned it into a national program service via satellite to cable sys-
tems. He acquired the Atlanta Braves and the Atlanta Hawks; he won Ameri-
ca’s Cup in 1977. Turner started Cable News Network in 1980 and has just
entered music video. His total worth is estimated at well over $400 million.

4?. .
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Letters

Cable ad bureau disputes Mal Beville growth predictions

I never thought it would be necessary
to correct Mal Beville when it came to
numbers, but some of the figures he
uses to build his case against continued
cable growth are wrong, as are many
of the conclusions and perceptions in
his two articles, Standard Broadcast
television is well equipped to survive
the onslaught of ‘new technologies’
(TV/RAaDIO AGE, June 11, 1984) and
VCR penetration: Will it surpass cable
by 1990? (July 9, 1984).

In the June 11 article, he places
growth in cable homes at 250,000
from November, 1983, to May 1984,
citing Nielsen figures. In the July 9th
issue he ups the figure to 280,000 for
the same period. We don’t know how
Mal arrived at these figures since the
published Nielsen Cable Universe esti-
mates show the growth during this pe-
riod to be 332,000. Since the figures he
uses to make his cable growth projec-
tions are off by about 20 per cent
going in, the validity of his conclusions
would seem to be a bit shaky.

Other figures are wrong as well. In
projecting cable’s growth for major
markets in the July 9 article, he uses
as an omen a penetration figure of 40
per cent for Manhattan after 10 years.
Actually, the figure is over 50 per cent
and those familiar with the theft prob-
lem claim it’s even higher than that.
Inner city builds are troublesome, but
the rapid growth in sophisticated cable
marketing techniques now being suc-
cessfully tested should help overcome
the problem.

I suspect that Mal never talked to
any cable system marketing people
about how they are attacking the prob-
lems on which he lectures at such great
length. At least there are no quotes to
indicate he did. If he had, rather than
depending on a self-serving, cut-and-
paste collection of negative comments,
the article would have had a truer per-
spective and not given the erroneous
impression that cable doesn’t have
control over its own future.

I can assure you that the companies
that brought cable from a standing
start to a $7 billion industry in rela-
tively few years are committed to its
continued, strong growth. (Broadcast
television, with its enormous success,
didn’t reach $7 billion until 1977).

Several other portions of the articles
also reflected a surprising lack of un-
derstanding. Here are some examples:
“Disconnects remain high.” He con-
fuses pay churn with basic disconnects
which, except for rare exceptions, are

not a problem, In fact, systems report
that basic disconnect rates are compa-
rable to that experienced by telephone
companies because of resident reloca-
tions and non-payment of bills.
“Advertising revenue is welcome but
has a low priority in their (systems)
cash flow projections.” The exact op-
posite is true. Every major MSO and
independent cable system has made a
significant commitment to developing
local advertising. Many already enjoy
great success, reporting revenues be-
tween $10 and $20 a subscriber with
substantial profit margins. Intercon-
nects are coming together rapidly and
will accelerate growth. Within two or
three years, local and spot cable adver-
tising will reach $250 million on an
upward growth curve; in 1980 it to-
talled $8 million.

“Added cable homes will further
erode commercial television audi-
ences, but there is a slowdown here,
too.” Mal seems to be joining the
“Emperor’s New Clothes” brigade and
totally ignoring the fact that network
erosion not only continues, but is ac-
celerating this year. In the first half of
1984 versus the same period in 1983,
the broadcast networks are off 4 per
cent in average audience and 3 per
cent in share during primetime. July
was off 11 per cent in both average au-
dience and share. Also in July, on a
24-hour basis, pay households spent
more time with all cable program-
ming than with network affiliates for
the first time. Erosion is being caused
not only by added cable homes, but
also increased viewing to cable pro-
gramming—which leads to the next
misrepresentation.

“Cable’s achievements in developing
audience building programs has been
spotty.” Wrong. In the first half of
1984 versus the same period in 1983,
audiences to advertiser-supported
cable programming have grown much
faster than any other segment of tele-
vision programming. In fact, by the
second quarter of 1984, cable house-
holds were spending more time with
cable originated programming (ex-
cluding superstations) than with inde-
pendents. These Nielsen data are
available and hopefully will be pub-
lished in an upcoming issue.

He also minimizes the many innova-
tions in cable programming, zeroing in
on the success that off-network reruns
are having on several of the cable net-
works. Reruns are the cornerstone of
independent stations; but in their case,
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the success of this programming phi-
losophy is hailed, not denigrated. To-
tally dismissed are the major invest-
ments being made to develop cable
networks devoted to news, sports,
music, arts, ethnic groups, financial
news, children, weather, etc. and their
documented appeal to viewers. | would
suggest that Mal spend a day in front
of a television set hooked up to cable
and sample this programming.
Perhaps Mal was trapped by the
role he assigned himself as a handicap-
per predicting which of these house-
hold services—cable, vCR and home
computers—would be in “the winners
spot when the wire is crossed January
1, 1990.” Once trapped in this meta-
phor, he had to have a loser. Since his
point was to dramatize the admittedly
strong future of VCRs, he opted to tag
cable and home computers as such.

Rather than get entangled in a
mountain of often irrelevant data to
try to pick a winner, I wish Mal would
have used his usually keen analytical
skills to examine the synergy that ex-
ists between cable, VCRs and home
computers—which is the way their re-
lationship is evolving.

When the three broadcast networks
split more than 90 per cent of the tele-
vision audience among them, picking
the winner was important. With the
segmentation of today’s audience, it
has become much more important to
understand the relationships between
available programming options.

VCRs are an extension of the phe-
nomenon that has driven cable’s
growth—a desire by viewers for great-
er programming choice and viewing
convenience.

Americans have a growing amount
of choice available to them in every
product and service category as a re-
sult of segmented marketing. They
now demand choice in television as
well, creating a revolution in the distri-
bution and marketing of programming
that is complicating life for everybody.
Advertisers, in particular, are finding
that by chasing this increasingly elu-
sive winner, they become less effective
in understanding and dealing with to-
day’s segmented audiences. However,
if Mal wants to continue handicap-
ping, I suggest he get some advice
from Jimmy *“The Greek™ Snyder,
who would probably tell him that par-
tisan fans make terrible handicappers.
ROBERT H. ALTER, President,
Cabletelevision Advertising Bureau,
New York
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Sidelights

The awards mystique

Each year when the Clio Awards, or the
Andys or the Addys, or the One Club, or
myriad other organizations, are poised
to present their awards, a spate of stories
hit print about the inequities of the
judging.

Several years ago, in a Pyrrhic ges-
ture, director Michael Ulick declared he
was going to burn his. “The Golden Lion
(Cannes) is the only one that’s truly ob-
jective,” one agency producer claims, not
wanting, of course, to be identified.

As far as awards and the advertisirg
fraternity are concerned, it is a love-hate
relationship. Several industry people,
including Ulick, have called for the 4As
to sponsor an awards competition, that,
according to theorists, would be pure as
the driven snow because it would be run
by the people within the industry with
supposedly no profit motive. Thus far the
4As has demurred, claiming bigger fish
to fry. Meanwhile, Clio and other org-
nizations, continue to expand their op-
erations.

In the advertising industry, though,
the fish turn out to be sturgeon. Awards
are the caviar of the ad business. A pair
of Clios can mean a hefty raise. Creative
director Tom McElligott, of Minneap-
olis’ Fallon, McElligott & Rice, tells of
doubling the salary of one creative after
he garnered four awards in one year. J.
Walter Thompson’s U.S. president Burt
Manning reportedly fired off a memo
urging the shop to enter its product into
as many competitions as possible in order
to enhance its creative reputation.

Young & Rubicam, an agency with a
first-class reputation for conceiving ef-
fective broadcast advertising, seems to
have taken this predeliction for docu-
mentation to another level.

Flushed with its success at Cannes,
winning 11 awards to five by Ogilvy &
Mather and BBDO, the agency got to
thinking that it would be a good idea to
release a catalog listing all the awards
won by all the offices during the awards
season.

Alex Kroll, the president and chief
operating officer of Y&R as well as its
creative conscience, says in the intro-
duction to the tome, “We do not measure
our success by awards, but they still serve
a good purpose. They tell us whether our
creative product is near, or at the leading
edge of inventiveness . . . . the right cause
for Y &R to advance.”

The perfect bound book covers the
“awards season” for 1984, January
through June. It, very simply, lists all the
awards won by every branch of the
agency through the six-month period.

The compilation covers 82 pages and is
followed by a list of competitions in
which the agency was entered. The book
was sent to all employees and to certain
clients.

Second-class status?

In the September issue of Communica-
tor, the monthly magazine of the
Radio-Television News Directors As-
sociation, Dick Tracy, radio-television
critic for the Sacramento Bee, takes the
radio industry to task for the second class
status it accords its news staffers.

The article, Why Does Radio Treat its
Newshounds Like Dogs?, charges that
broadcasters are letting the cream of new
journalism grads get away, because jobs
for beginners are scarce, pay is low, ad-
vancement slow, and job security “min-
imal.”

Tracy quotes Ed Godfrey, national
president of the RTNDA, who told
northern California broadcasters as-
sembled in Sacramento that, “‘Salary is
a problem for both radio and Tv, but
more so for radio. Radio has largely gone
away from news, into music formats, and
it’s difficult for someone serious about
broadcast news to convince the GM that
it's important to the station’s image.
Unless they’re running a news/talk for-
mat, most see news simply as an ex-
pense.”

On the other hand, though, Godfrey
also admitted that there are “just too
many journalism graduates out scram-
bling for jobs, so desperate they’re will-
ing to take anything. And there are also
a lot of people carrying diplomas who
really have no business being in the
field.”

But that said, Tracy notes that a
growing RTNDA concern is that low
starting salaries “will ultimately mean
poor news coverage across the nation,
and a drying up of the field of talent to
replace today’s news directors.

The business viewer

Business oriented television programs
are watched by more than 70 per cent of
the respondents to a survey conducted by
Nation's Business magazine, and 42 per
cent say they would like to see more
business-related programs on the air.

Topping the list of most-watched
shows is Wall Street Week, seen by 65
per cent of the respondents. Other pop-
ular programs include Biz Net News, It's
Your Business, Money Week and
Nightly Business Report.

More than 1,400 people, 60 per cent
of them in top managment positions,
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responded to the survey. Median age was
45, and 80 per cent were male. Fifty nine
per cent have cable, and 33 per cent own
or rent videocassette recorders. Fifty-five
per cent of those who own recorders use
them to record broadcasts for viewing at
a later time.

The magazine’s upper-middle class
readers are fond of color televisions—
nearly 98 per cent of the respondents
have one or more in their homes. Median
household income is $46,729.

The survey data show that the busi-
ness programs are watched on local in-
dependent television stations as much as
on network affiliates. Nineteen per cent
of the stations reported in the survey are
independents, 18.1 per cent are NBC
stations, 17.9 per cent are CBS and 17.4
per cent are ABC. Fifteen per cent of the
stations watched are on cable, 11.7 are
PBS stations, and 0.9 per cent are satel-
lite stations.

C-E goes to college

Any advertising success story worth its
salt has the hero rising from the mail-
room. What enabled him to get into the
mailroom? A degree from one of the
nation’s leading institutions of learning.

Now Campbell-Ewald, headquartered
in Warren, Mich., has mounted one of
the more aggressive college recruitment
programs in recent agency history.

The reason, according to vice presi-
dent Robert Ehlers, personnel head at
Campbell-Ewald, “with competition for
good people increasing each year, we
have had to increase our geographical
range in looking for new hires, at both
entry and professional levels.

“Beginning last winter,” Ehlers con-
tinues, ‘“‘resumes were solicited from
some 800 college students on nine college
campuses. Of the 800, 280 received
personal interviews, 25 were invited to
our headquarters, and seven people were
hired.”

The recruiting search included col-
leges in Michigan, Texas, Virginia,
Missouri, Tennessee, lllinois and New
York.

“Next year,” Ehlers says, “we plan to
include schools in California and Florida
as well.”

And how are the new hires doing?
“They are just terrific. We feel our effort
justified in the performance we have
been getting. These people volunteer for
everything, are excellent in mixing with
the work force and are not afraid of long
hours.

“We challenge our new hires with a
unique management training program
which allows work rotation every four



PARAMOUNT HITS HOME WITH “FAMILY TIES —
30 MARKETS OPENED, 30 MARKETS SOLD,
INCLUDING 8 OF THE TOP 10,

AND 46 OF THE TOP 20!

Paramount Television Domestic Dis- the second half of the best hour on
tribution completed its fourth week TV—-"“Cheers.” We're proud to be

of sales with record-breaking figures making history with our programming
reprising the phenomenal successof  and production guarantee.

WNEW/NEW YORK WCIXIMIAMI KTVK/PHOENIX

KTTV/LOS ANGELES KMSP/MINNEAPOLIS WXIXICINCINNATI
WFLD/CHICAGO WATL/ATLANTA WVTV/MILWAUKEE
KBHK/SAN FRANCISCO WTOG/TAMPA WOFL/ORLANDO
WSBK/BOSTON KPLR/ST. LOUIS KAUT/OKLAHOMA CITY
WTTG/WASHINGTON, D.C. KDVR/IDENVER KTVXISALT LAKE CITY
KRLD/DALLAS KTXL/SACRAMENTO KMOL/SAN ANTONIO
WJIKW/CLEVELAND WPDS/INDIANAPOLIS KATVILITTLE ROCK
KRIV/IHOUSTON WTIC/HARTFORD WPTV/WEST PALM BEACH
WPGH/PITTSBURGH KPTV/PORTLAND, OR. WAWS/JACKSONVILLE

“FAMILY TIES” AND “CHEERS” IS THE BEST HOUR
ON TELEVISION. SALES PROVEIT!
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Strongest in
Women 18-34!

Hill Street Blues 16.8
Cheers 15.1
A Team 13.8
Remington Steele 13.4
Magnum, PI. 119
Family Ties 11.6
Facts of Life 11.2
The Fall Guy 11.1
Simon & Simon  10.3
Gimme a Break 10.2

Source: NSI, May 1984.

Strongest in

Hill Street Blues15.8
A Team 139
Cheers 13.7

Remington Steele 13.3
Magnum, PL 12.0

Family Ties 109
The Fall Guy 10.8
Facts of Life 10.6

Simon & Simon 10.6
Gimme a Break 9.8

Network Programs by Designated Market Areas.

Strongest in

Women 18-49! Women 25-54!

- :::—14;." ! Q T
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Hill Street Blues 16.2
A Team 14.2
Remington Steele 13.6
Cheers 13.4
Magnum, PIL. 12.8
Simon & Simon  11.0
The Fall Guy 10.9
Facts of Life 10.4
Family Ties 10.3
Gimme a Break 9.5



Strongestin  Strongest in
Men 18-34!

: Among
Hill Stroet Blues 15.7 | Hill Street Blues 15,2 NN€LWOTk series
A Team 139 |A Team 134  Soon to enter
Cheers 11.5 |Cheers 10.7 syndication,
Magnum, PI 10.2 | Remington Steele 10.2 o
Remington Steele 10.0 | Magnum, PI. 10.1 the demog ¥ aphlc
The Fall Guy 8.7 |The Fall Guy 36 powerhouse
Simon & Simon 7.8 |Simon & Simon 8.2 iS...
Family Ties 6.7 |Family Ties 6.3
Facts of Life 6.5 | Facts of Life 6.3
Gimme a Break 5.2 |Gimme a Break 5.4 HILL

STREET
‘BLUES

AN MTM PRODUCTION

VICTORY
TELEVISION

New York (212}687-1516
Chicago (312) 790-3030
San Francisco (415)435-9113



Sidelights

(continued)

months in media, account work and
strategic planning. In effect, we give the
opportunity to every new hire, through
wider diversification of work experience,
to find his or her right niche at the
agency.”

The mail room will never be the
same.

A good scout

The scouting movement in America, as
in other countries, takes a good deal of
kidding. But when the chips are down the
kidding stops, and the scouts close ranks
together.

Two of them who did just that recently
were James S. Gilmore, president and
chief executive officer of the Jim Gil-
more Enterprises, which includes the
Gilmore Broadcasting Corp., owner of
six radio and television stations in the
South and the Midwest; and the Right
Honorable Lord Harold Wilson, former
Prime Minister of the United
Kingdom.

Lord Wilson was the keynote speaker
at a Distinguished Citizen Award dinner
honoring Gilmore in Kalamazoo.
Among former winners of the award
have been actor John Wayne and musi-
cal comedy star Mary Martin.

In paying tribute to the scout move-
ment, Lord Wilson said that it would be
“a different world if more people were
trained in the philosophies and interests
of scouting.”

Gilmore Enterprises’ James Gilmore
was honored recently by the Boy
Scouts for his outstanding service.

The black-tie dinner was held by the
Southwest Michigan Council of the Boy
Scouts of America. Gilmore was honored
because of his outstanding service to the
southwest Michigan area, the state and
the nation.

A director of many corporations,
Gilmore is also president of the Gil-

more/ Foyt racing team, sponsor of rac-
ing driver A. J. Foyt, four-time winner of
the Indianapolis 500.

Studios, take heart

Movie studios have always preferred
sales to rentals when it comes to pre-
recorded videocassettes. So they can take
heart in a market study showing that
consumers planning on buying the pre-
recorded cassettes “in the coming year”
rose from 34 to 47 per cent between 1983
and 1984,

In addition, sales of prerecorded cas-
settes wholesale to dealers is expected to
rise 70 per cent from 1983 to 1984, and
53 per cent the year after.

The January, 1984, Nielsen study of
805 videocassette recorder (VCR) own-
ers, combined with market studies con-
ducted by 3M in 1981, 82 and 83,
showed that market growth and ex-
panded VCR use has supported increased
purchase of prerecorded videocassettes.
While the relative proportion of buyers
to renters has declined, buyers have av-
eraged nearly four purchases per year for
the past three years.

Declining prices are seen as a major
factor. While those with an “intent to
buy” rose in number without any men-
tion of price, more indicated a positive
intent “if full-length feature movies were
available at $29.95” in 1983. By 1984,
that preferred price had fallen to $19.95,
although the survey claimed that the
$24.95 price might be equally strong.

The impact of the current $39.95 price
point on the market was also cited as
important. The proportion of prere-
corded videocassettes purchased at under
$45 has risen from 15 per cent in 1981 to
23 per cent in 1982 to 53 per cent in
1983, showing both an increased avail-
ability of the lower-priced cassettes and
an increased disposition to purchase
them.

The survey also showed that the pro-
portion of prerecorded videocassette
renters increased from 20 per cent in
1980 to 74 per cent in 1983, when rentals
averaged three per month. Among both
renters and buyers, current popular
movies lead the market, followed by
children’s movies, adult offerings and
classic movies.

As the number of American homes
owning VCRs has risen (an estimated 7.5
million homes in 1983), so has the
number of homes that both rent and buy
prerecorded videocassettes. In 1980,
300,000 homes rented; in 1983, the fig-
ure rose to 5,555,000. In 1980,
360,000 homes bought prerecorded
videocassettes; in 1983, that number rose
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to 1,050,000. However, the study showed
that the percentage of homes renting the
cassettes tends to decline after three
years of VCR ownership, while the per-
centage of homes buying cassettes tends
to increase.

Baby film network

An advertiser-supported hospital film
network covering various aspects of baby
care for new mothers will be introduced
next month in 10-15 of the nation’s
larger hospitals. The program is expected
to be expanded to 200 over the next
year.

According to Judith Princz, associate

New mothers watching a sampling of
Jilm from The American Baby
Hospital Network. Nurse provides
some details in hospital room.

publisher of American Baby, Inc., and
program director of the newly-created
American Baby Hospital Network,
Movies for Mothers, two 20-minute
films, will kick off the network, which
initially is expected to reach 7,000-
10,000 mothers in the first six months.
The network will expand with four more
films next year, and the reach is expected
to increase to 500,000 new mothers per
year.

While the network is not offering any
ratings guarantees to sponsors, it is using
the reach estimates as its base of pitching
potential advertisers. Apparently, there
has been no difficulty in lining up spon-
sors, because all the available ad time has
been sold out to manufacturers of baby
care products. The baby network
spenders are Procter & Gamble (Pam-
pers, Ivory Snow and Dreft), Johnson
and Johnson Baby Products Co., Kim-
berly-Clark Corp. (Huggies); Interna-
tional Playtex; The Mennen Co., and the
Fisher-Price Toy Co.

Each of the films will contain three
minutes of advertising time, and adver-
tising will be contained in two 90-second
pods. At the beginning of each film,
there will be a billboard, listing all the
advertisers in each film.
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A New Name.
A New Symbol.

Since Media General took over the William B. Tanner
Company, more than the name has changed. Now
you'll find a new outlook. A new commitment to
professional service and integrity.

Media General Broadcast Services is now the
largest, most diversified broadcast service company
of its kind in the country. Backed by the reputation
and resources of Media General, a FORTUNE 500
company, we have media buying power that can
give you dramatic efficiency and cost savings.

With your approval, we can utilize America's
largest media bank for even greater savings.

A New Commitment
o Service.

Discover how our experience and negotiating power
can help you achieve unmatched savings.
Of course, our new commitment to service extends
into all our activities:
¢ Media Placement
® Broadcast Production
* Program Syndication
Services

Media General Broadcast Services: dedicated to
giving you the best in media servicing — in the
manner that best fits your needs.

» Special Products &
Merchandise
* Travel Services

MEDIA GENERAL BROADCAST SERVICES, INC.

New York
630 Third Avenue
New York, N.Y. 10017
(212) 682-7010
Cleveland Chicago Los Angeles Memphis
1C72 Hanna Building 333 N. Michigan Avenue 9465 Wilshire Blvd. 2714 Union Extended
1422 Euclid Avenue Suite 2117 Suite 605 Memphis, Tennessee 38112
Cleveland, Ohio 44115 Chicago, lllinois 60601 Beverly Hills, California 90212 (901) 320-4212
(216) 575-0080 (312) 263-6557 (213) 278-5333
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CBS buys Sony Betacam
for network, WCAU-TV

Time-shift viewing in U.K.
is 10% of total, study finds

VcRs continue upward
spiral; August up 78 %

NBC edges CBS for
most Emmy awards

Tele-scope

In a boost for the Sony half-inch broadcast tape system, CBS bought $11 mil-
lion worth of Betacam ENG equipment for use by the network at its soon-to-
be-opened News Center in New York and, initially, for wCAU-TV Philadel-
phia, with anticipated expansion to all CBS 0&0 stations. CBS acted in line
with the adoption by the European Broadcasting Union of the Betacam re-
cording format for analog component recording equipment for electronic
newsgathering operations. In addition to 13 BVP-3 Betacam (Saticon tube)
cameras presently in operation at CBS, the new purchase includes four com-
plete Betacam field systems, including BVP-30 (Plumbicon tube) cameras,
BV V-1 field recorders and BvW-20 field playback units; 32 BVW-40 recorder
editors and four BVC-10 Betacart videocassette playback units.

A study of VCR time-shift viewing in the United Kingdom, where about one in
four homes has a VCR, shows that this type of viewing accounts for 10 per cent
of all viewing in the home. The study was made by AGB Research, British-
based operation, for the Broadcasters’ Audience Research Board, which is
jointly owned by the BBC and the commercial TV stations.

The study also found that 81 per cent of VCR homes record at least one TV
program a week, with the average being almost five; that 80 per cent of all
such VCR recordings are played back at least once, that 12 per cent are played
back twice, and that 92 per cent of playbacks occur within seven days of the
time they were recorded.

The information came from a dairy maintained by 300 VCR households.
The major factor affecting the playback rate relates to whether or not the pro-
gram is being viewed at the same time it is being recorded.

The sale of videocassette recorders continues to be the success story of 1984,
Figures just released by the Consumer Electronics Group of the Electronics
Industries Association show that VCR sales to dealers topped 532,000 units in
August, bringing the year-to-date total to 3.9 million, a smidgen shy of the
4,091,000 units sold throughout all of the 1983.

If the total number of Emmys won by a network in a given year was the criteri-
on for ratings success, NBC would have been Number 1 the past season. The
network was spearheaded by Hill Street Blues and Cheers, which racked up
four and three awards, respectively, of its total number of 11 major Academy
of Television Arts and Sciences Emmys, followed by CBS’s 10 and ABC’s
five. Blues won for the best drama series; direction; and two supporting per-
formances. Cheers took the honors for best comedy series, supporting actress
and writing. Other NBC winners were for director, variety, or musical pro-
gram; children’s programming; and writing in a variety or a music program.
CBS won three top acting awards; two for supporting actor; variety, music or
comedy program; director, comedy; individual performance in a variety or
musical program; and two ‘“creative awards. ABC: lead actor in comedy se-
ries; writing in limited series or special; best drama or comedy special; and
best supporting actress in a limited series or special. PBS won for best limited
series and director of a limited series.

In addition, five awards for syndicated programs were handed out. Metro-
media Producers Corp’s. On Stage America won for technical direction-cam-
era-video in a series; MGM /UA’s Fame took an Emmy for video tape editing
in series; On the Air’s America Remembers JFK, for informational special;
Paramount and Operation Prime Time’s Solid Gold, lighting direction (elec-
tronics for a series); and SFM Entertainment’s Laurence Olivier's King Lear
(via Mobil Showcase Theater) with Olivier winning best actor award in a lim-
ited series or special.

In a separate development, regarding Blues and Elsewhere, both NBC pro-
grams were honored with three media awards by the Alliance for Gay and
Lesbian Artists, during ceremonies in Hollywood.
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TELEVISION SELLS

Television’s unique qualities...impact,
effectiveness, cost efficiency...have
made it the dominant advertising medium.
Spot TV is even more powerful because it
adds the ability to zero in on specific target
markets and further reap the benefits of
local station identity. Whatever you’re
selling...automobiles, food, toiletries,
soft drinks, electronics...even magazines,
Spot Television sells it best. As specialists
in Spot TV, Petry proves it every day...for
our stations and our advertisers.

PETRY

The Original Station Representative



Business Barometer

August spot Tv sales After some quiet evidence of an upturn, spot TV time sales fell off in year-to-
rose 10.4%: billings year percentage changes during August, according to the Business Barometer
: yE sample of stations. The August advance was 10.4 per cent above that of Au-

The first month of the summer quarter had showed a little life with a 14.0
per cent increase over July of 83, which was the second highest percentage
jump of the year to date. This had followed a 10.4 per cent increase in June
and an 11.9 per cent increase in May. However, April happened to be the best
month of ’84 so far for spot Tv, having achieved a 16.3 per cent increase.

The latest reporting period was a four-week Standard Billing Month (SBM),
as was August of "83. With July of this year and last being both five-week
SBMs, the third quarter data are as comparable as can be expected consid-
ering that some stations report via the SBM and others via the calendar month.

Spot time sales dropped Volume for August was $329.4 million, as against $298.4 million last year. The
from July to August billings were less than in July during both years, in part because July was a
five-week SBM. Comparing both months in terms of nine-week periods shows
a total of $751.5 million this year and $668.7 million last year. The difference
of $82.8 million is equivalent to an increase of 12.4 per cent.
This compares with an 8.7 per cent increase during the first quarter and a
13.0 per cent increase during the second quarter.
The larger stations showed the best performance in spot business during
August; the over-$15 million group averaged almost a 13 per cent increase.
The medium-size stations could manage only a 3.6 per cent rise, but the
under-$7 million group actually showed a decline—minus 7 per cent.
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National spot +10.4%
(millions) 1983: $298.4 1984: $329.4
Changes by annual station revenue

Under $7 million . ........... —7.0%
$7-15million . ............. +3.6%
$15millionup ............. +12.9%
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Talking about winning doesn’t make it
happen. You've got to go for it. Blair
people train to win. At Blair, we prove
our record weekly with a computerized
Sales Activity Report that tracks every
piece of business until it is resolved.
Only Blair is organized to sell with
knowledge, consistency and believabil-
ity. Separate network and independent
teams sell in New York, Chicago and
Los Angeles. Regional specialists are
ready to close when money’s on the line
in their markets. Every Blair sales-
person is backed up by a trammed sales
assistant. Each sales team is supported
by its ewn research group. Experts in
sales promotion, agr-marketing, sports,
market development and programming
to boost station sales. When it comes to
competing for Spot TV dollars, there’s
only one winner.

BLAIR. ONLY EBLAR. ab

Television




Spot radio running ahead
of predictions this year,
says RAB in half-year tally

Biggest increase is in
the apparel category

Local billings rise 19.6 %
in markets tracked by RAB

Harte-Hanks radio execs
buy seven of its outlets

Attendance tops 5,000 at
first NAB-NRBA meet

Radio Report

Spot radio ad sales for the first half are running ahead of predictions, says
RAB vice president for marketing information, Kenneth Costa. While RAB’s
forecast for spot this year foresaw a rise of 15 per cent, the business category
total for the first six months is up 18.2 per cent, with volume estimated at
$605.2 million.

The estimates come from an analysis of Radio Expenditure Reports (RER)
for the first two quarters. These data appear on the surface to clash with the
monthly reports on spot radio billings from RER, which show about a 13 per
cent increase for the first half (see Radio Report and Radio Business Barom-
eter, September 17). However, Costa explains that the monthly data are based
on reports from reps and include only billings commissionable to reps, while
the quarterly category figures include such additional billings as agency buys
direct from stations in big ad centers such as New York, plus some retail ex-
penditures that are national in nature.

The biggest percentage increase in spot radio billings during the January-June
period came from apparel manufacturers and retailers, ninth largest national
radio advertiser category last year. Their spot total was $19.5 million, up 83
per cent from $10.6 million during '83’s first half. Service stations, petroleum
refiners and related firms boosted their expenditures in spot radio 63 per cent
to $18.6 million. Third ranking growth category encompassed amusement
firms, including movie theaters and Tv and radio stations, which posted a new
high of $11.2 million, up 53.1 per cent.

Other gains included those of the agricultural section, up 33.7 per cent to
$19.3 million; consumer (mostly financial) services, up 22.6 per cent to $55.6
million, and food and supermarkets, up 21.2 per cent to $103.8 million.

Local radio revenues climbed 19.6 per cent in June in the 16 markets tracked
for the Radio Advertising Bureau’s composite market billings pool. Robert
Galen, RAB senior vice president for research, reports that on a year-to-date
basis, June figures for the 16 markets put local radio billings 15.3 per cent
ahead of radio performance for the first half of 1983. Totals for RAB’s mar-
ket billings pool are compiled by independent accounting sources representing
the 16 geographically dispersed markets.

Looking ahead, Galen adds that strong showings in late spring and early
fall “give us reason to be optimistic about radio’s overall growth this year. We
anticipate that strong local billings around the Olympics and political or back-
to-school dollars should maintain this pattern through the third quarter.”

Following the leveraged buyout of Harte-Hanks Communications, Inc., by a
group of investors headed by five of its directors including Robert Marbut,
president of the company, it has agreed to sell all nine of its radio stations.
Two, KKBQ-AM-FM Houston, will be sold to Gannett, giving Gannett eight
AM and eight FM stations, and making it the first group owner to exceed the
FCC’s now defunct seven and seven limitation. The other seven go to Edens
Broadcasting, Inc., new entity formed by Gary D. Edens, former president of
Harte-Hanks Radio and other Harte-Hanks radio managers. Stations going to
Edens, subject to FCC approval, will be WRBQ-AM-FM Tampe-St. Petersburg,
KOY and KQYT(FM) in Phoenix, WRVA and WRVQ(FM) Richmond and
WSGN Birmingham.

Officials of the National Association of Broadcasters and the National Radio
Broadcasters Association are congratulating themselves on the record atten-
dance at their first joint Radio Convention and Programming Conference in
Los Angeles that wound up September 19. Tom McCoy, NRBA executive
vice president, described the three-and-a-half day event as “a huge success,”
and reports that a late surge of registrations brought attendance to “a little
over 5,000, making this the biggest radio-only convention ever held in this
country—bigger than any attendance NRBA has ever brought in on its own,

32 Television/Radio Age, October |, 1984
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GET YOUR COPY TODAY!

Here’s the most useful and most used ready-reference book in the broadcasting
business — Television/Radio Age’s Twelve City Directory.

Over 6,000 listings—handy pocket size—uwith the latest addresses and phone numbers of:

Agencies ® Representatives ® Networks & Groups ® Commercial
TV & Radio Stations ® Trade Associations ® Research Organizations

® Program Syndicators & Distributors ® Transportation e
Hotels ® Restaurants o

PLUS—AIr Cargo/Parcel Services ® Media Buying Services ®
and 50 Top National Spot Advertisers ®
Over 25,000 copies of this
comprehensive Directory
are now in use.

S BN N DS DS D S
Television/Radio Age

1270 Avenue of the Americas, New York, N.Y. 10020
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Please send me copies of the 1984-1985 TWELVE CITY DIRECTORY I
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$8 per copy ‘ I
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Cosell, Nordstrand, waxr
and Alan Berg honored

Arbitron executives
join Birch management

RadioRadio plans weekly
music mag, summer series

Radio Report

{continued)

and bigger than anything NAB has ever done on its own in the way of radio-
only meetings.”

McCoy adds that, “There’s no question that we’ll go into this together
again next year.” In 19835, it’s set for Dallas in October.

In Los Angeles, the 5,000-plus attendees had a wide choice of 105 hospital-
ity suites to visit, plus layouts by 135 exhibitors, some with multiple booths,
occupying some 45,000 square feet of exhibit space.

Helping attract the crowd was a program of events covering the full range of
radio broadcasters’ interest. And there were the awards. The convention’s
highest honor, The Radio Award, was presented to ABC sportscaster Howard
Coscll for his “long-term involvement and continuing contribution to the radio
industry.”

There were two Armstrong Awards. One went to Raymond Nordstrand,
president and general manager of WFMT(FM) Chicago, for his “outstanding
service to broadcasting over a 31 year period, during which he made WFMT a
fine arts super station.”

The other Armstrong Award was presented to WQXR AM-FM New York,
for “technical achievement in being the first classical music station in the
world to broadcast in both AM and FM stereo.”

And a special Alan Berg Award, named for the talk show host shot this
summer in Denver, was presented to Lee Larsen, general manager of Berg’s
station, KOA, “on behalf of the radio industry in recognition of the job risk
that Berg and air personalities like him face while upholding the First Amend-
ment rights of broadcasters to use the air waves in a lawful and responsible
manner.”

Top management changes at Birch Radio named simultaneously with the an-
nouncement of its new research company center on three executives formerly
holding management positions at Arbitron Radio: Richard L. Weinstein, Wil-
liam P. Livek and William E. Engel.

Weinstein, replacing David S. Gingold as Birch Radio president, served as
vice president, sales and marketing, and vice president, advertiser and agency
sales, for Arbitron. He was most recently vice president, marketing, for Katz
Television, and vice president, marketing, for Petry Television. Gingold was
named president/chief operating officer of Birch Consumer Research, a
wholly-owned subsidiary offering a wide range of custom research services,
something long-contemplated by Birch.

Livek joins Birch Radio as senior vice president, sales and marketing. He
was formerly vice president, sales and marketing, at Arbitron Radio and
spearheaded introduction of the company’s embattled Arbitrends. Engel,
named senior vice president, director of operations, for Birch Radio, was also
vice president, sales and marketing, and radio product manager, for Arbitron
Radio. He was most recently general manager for wTix-AM, New Orleans.

RadioRadio’s 1985 program plans call for the launch of Entertainment Coast-
to-Coast, an hour-long, weekly music entertainment magazine including in-
terviews and entertainment information features, scheduled for a January
debut, and The Spirit of Summer, a dozen one-hour weekend broadcasts, plus
three three-hour specials on Memorial Day, Fourth of July and Labor Day.

Entertainment Coast-to-Coast, also geared to weekend listening, will be co-
hosted by West Coast personalities Kris Erik Stevens and Keri Tombazian.
Feature subjects will include national concerts, music and movie reviews and
previews, television highlights, video news, and “glimpses of the personalities
who are making headlines in the world of show biz.”

Host of The Spirit of Summer will be actor and air personality Sonny Mel-
endrez, focusing on the decade’s summer music and artists. Both shows will be
produced for RadioRadio by Kris Erik Stevens Enterprises. Executive produc-
er is Frank Murphy.

34 Television/Radio Age, October 1, 1984
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THE MUSEUM OF MODERN ART ) T L O
A public showcase of extraordinary international award-winning 00 :geuo'i':“ USA.
programs produced and broadcast throughout the world = MUDDY SHORE S. KOREA

AND
3 NEWS-MAKING SY

TUESDAY/NOVEMBER 15/1
TOPIC: The U.S. Market For Fo

PROOUCER: Bob Bernstein. President, March F
MODERATOR: Charles Larsen, President, Almi Te
PANELISTS: Regina Dantas, Vice President, Me!
Barry Barth, Vice President and Sta
Wynn Nathan, President, Lionheart
John von Soosten, Vice President &

THURSDAY/NOVEMBER 17/1
TOPIC: The International Exchange

PROOUCER: Donald L. Taffner, President, D.L.Taff
MOOERATOR: Pat Collins, Arts & Entertainment Editd

PANELISTS: John Corporon, President, independent
Vincent Burke, Vice President of News,
Don Ross, Executive Vice President, Ne

FRIDAY/NOVEMBER 18/12:15-1:
TOPIC: International Television Co-Pro

PROOUCER &
MOOERATOR: Michael Jay Solomon, Chairman, Telepictu
PANELISTS: Herbert Kloiber, Managing Director, Tele-M
Mike Phillips, Managing Director, Thames
Guy Mazzeo, General Manager, CBC Enterpri

These Symposia are made possible by grants from NATPE Ir
and Eastman Kodak Company.

Other special Festival activities are supported by grants from al
The Benton Foundation, SONY Corporation of America and T
National Academy of Television Arts and Sciences
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Tickets are free and available on the day o
at The Museum of Modern Art's Information Desk
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THE BATTLE OF
NEW YORK!

AFTER MORE THAN 2200 SHOWINGS,
MASH IS STILL THE NUMBER 1 SHOW

IN ITS 7:00 PM TIME PERIOD!
“MASH has been -

Number One in the 1—9 0

Mumber One market for A VP AXS®
five years, and it's going ATSTR { H
to stay on top for a long \

time tc come.’ -y

“MASH has wor: its time
slot for as long &s it
been on...which means it
beats all three network
news. shows and the best
in syndication, teo.

RGRERT E. O'CONNGR ’w ’ &4 ¢ ROB FRIEDMAN
V.P, GENERAL MANAGER, o -3 PROGRAM DIRECFOR.
WNEWTV 4 § wNEwTY
4 4 P

The latest reports from the war zone show
which side the Big Appie is on!

An average 24 share for five years (ina
six-station market!) proves that New Yorkers
are enjoying MASH more than ever!

And so is most of the country: in more
than 50% of its markets, MASH is Number
One n its time slot!

All across America, one MASH is worth a
thousand cheers! Enlist in MASH today!

M*A*S"H

The biggest winner of all time.

FOX'

TEFEVISION

SOURCE: NIELSEN NS!. NOVFMRFR 1979 JULY. 1984
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SFM Media Corporation
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The surge of production business in
New York includes a host of
commercials being shot with the
refurbished Statue of Liberty used as
a backdrop. At r., Black and Decker
spot, via Lewis, Gilman & Kynett,
announcing company’s donation to the
renovation project.

Though most production
centers contend they are
doing fine, most states
are in a dogfight to do
better. They have gone to
considerable expense in
hiring personnel and
launching advertising
campaigns to press

their claims.
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Surge in ad activity
keeps business booming

By David Graham Halliday

Is the commercials production business better off this year than it was a year
ago?

The U.S. Department of Commerce reports the economy continuing to rzcover,
if at a slower rate than earlier this year.

The 4As reports clients investing more money in advertising in 1984 than in
1983.

Commercials production companies claim they are flourishing. They sometimes
do when they’re not. But this time, reports from hectically busy production heads
at the agencies and officials at state and city production centers, tend to support
their bullish claims.

Another factor in what has been termed as a “national surge” in commercial
production, is the smart, savvy cooperation of the unions.

Realizing that the employment of their members is the pulse beat of their cause,
the unions have cooled it since the fractious Screen Actors Guild strike of several
years ago.

When the Directors Guild of America went out on a brief strike, it emphasized
that the commercial directors were not part of the job action. The strike, anyway,
was quickly settled.

Another factor in the growth of the commercials production business is the
gradual appreciation of commercials as an art form, and the movement of directors
like Howard Zieff and Ridley Scott to feature film status. The programming by
NBC of exceptional commercials from abroad as well as from the U.S. has helped
enhance the status of the commercials director and the product he or she pro-
duces.

Such professionals as SSC& B senior vice president in charge of production,
Jeff Devlin, say business continues to proliferate “from a civilized August to a
surging September.”

The advertiser is asking for more product. The addition of the 15-seconc spot,
the continuing advertising commercialization of cable, are other factors that keep
the pot boiling.
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Though most production centers
contend they are doing fine, most states
are in a perennial dogfight to do better.
These states have gone to considerable
expense in hiring personnel and launch-
ing advertising campaigns.

All this serves to insure the continued
activity of veteran directors and the
emergence of more young competitors to
their ranks. The beneficiaries of all this
are the agencies that have a larger talent
pool to select from, and the advertisers,
who may be paying more per commer-
cial, but, will be getting more creative
and technological quality.

New York

Barney Melsky, president of the As-
sociation of Independent Commercial

As part of surge in
ad activity, Boston-
based Dennison
Manufacturing
Co.’s plans to
introduce its new
Elephant Premium
Floppy Discs
prompted its
agency, Ingalls
Associates, to call
for an elephant walk
down Wall Street as
part of a network TV
spot. In Chicago,
soul singer James
Brown center, l., and
commercials
director Sid Myers
take a break during
McDonalds spot for
Chicken
McNuggets, via
Burrell Advertising.
Bottom, crew sets
up in Raleigh
Studios in
California for J.
Walter Thompson’s
spot on behalf of
Showtime.

Producers/East, as well as a principal of
his own production firm, Lovinger/
Tardio/Melsky, Inc. reports that the lid
is coming off the pot. “This is the busiest
P've ever seen it, and I can’t give you any
obvious reason for this much activity.

“No, I don’t think the surge of busi-
ness in New York is the result of the
Olympic activity that finished in Los
Angeles. Even though studio space was
in short supply, crews were still doing
their exterior location work. I don’t think
any work came to New York because of
a lack of room in Los Angeles. I think
there is a tremendous surge of work here
because the economy is looking good and
the advertisers are spending more money
on commercials.

“You could probably come up with
some ancillary reasons. New York is at
its most attractive in the summer and the
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fall. But New York always gets its share
of important work.

“But 1 don’t think that this surge is
confined to New York. It’s happening
across the country,” Melsky concludes.
And indeed, every production center
contacted by TV/RADIO AGE, filed
positive results and made optimistic
forecasts regarding future business. In-
creases are ranging from 15 to 30 per
cent over the summer months in total
production, with most centers carving
out their fair share of local, regional and
national spots.

“I just moved into this job a month
ago,” says Charlotte Rosenblatt, newly
minted senior vice president and director
of production at Benton & Bowles. “I
know 1 was busy on my own projects as
a line producer, but from my current
vantage point I can see that everyone is
very busy.”

Melsky adds that “advertisers are
shooting in more and more areas
throughout the country. With the sub-
stantial amount of work being parcelled
out, most of the established directors are
booked, so, for the first time in a long
time new directors are getting the call
(see TV RADIO AGE June 11). The cost
of production is going up (to an average
ov $85,000 per commercial, report reli-
able sources) but so is everything else,
including time charges.”

Pat Scott, director of the Mayor’s
Office of Film Theatre and Broadcasting
in New York City, says activity is
booming on all fronts. “We haven’t been
able to attract as many miniseries as |
would like, but we’re getting more
made-for-Tv movies than we’ve had
previously. Bill Cosby’s new show, which
carries his name, was not only shot in the
city but is being posted at Editel/
NY.”

Editel is one of 12 companies that has
the Montage (see following story on page
42) editing system in operation, and
though it is not editing the Cosby show
on the machine it is clearly using its
ownership of that system as a calling
card for longer form business.

Editel/NY, it has been learned, is not
currently considering purchase of the
EditDroid system.

One of the reasons attributed to the
post production houses seeking out the
longer form is the growing belief that
New York is the commercials capital of
the world and that having the bulk of
that business they are seeking new mar-
kets. “We have more than 55 per cent of
the commercials business,” Scott says.
The post houses, growing in size and in
range of equipment are seeking out high
budget industrials, episodic work and
mini-series. Most of this work is shot in



California.

As far as commercial production is
concerned, Scott reports a 15 per cent
rise in shooting days in 1984, thus far,
over the same period in 1983. “We're
getting a lot more of the higher budgeted
spots too,” reports Scott.

“Some of the car manufacturers shot
their fall campaigns at Astoria and at
Silvercup. Renault, Chrysler and Ford
are among the advertisers who shot in
New York during the summer.

One of the reasons for this was the
Summer Olympics held in Los Angeles,
which pre-empted a fot of studio space,
though Melsky reports it didn’t inhibit
location shooting out there during that
period.

Naturally both Kaufmann Astoria
and Silvercup sought to make the most
of their opportunity to capture some of
that lucrative production money for the
east coast. But the proof will be in where
these advertisers shoot their next com-
mercial packages.

California

California, has had to withstand the
aggressive incursions of other states,
which, in recent years, have realized that
there’s gold in them thar production hills.
California 1s responding to the chal-
lenge.

Kristan Wagner, executive director
for the California Motion Picture
Council, says that, after a shortlived
slump in 1982, things have stabilized.
“We’re maintaining 95 per cent of epi-
sodic television,” Wagner begins, “and
our percentage of the theatrical film
business, which slumped to 29 per cent
in 1982, spurted to 50 percent last year,
and we expect to at least maintain that
level in 1984.”

What does Wagner attribute to that
sudden loss of production? “Other states
were offering substantial incentives for
commercial producers to shoot in their
state. We weren’t countering them.
Storyboards were being drawn calling
for other than California settings. Where
this previously was ignored by directors
who opted to shoot in California anyway,
commercial producers are going to other
states. Frankly, it is a public relations
problem. We haven’t done enough to
emphasize that, aesthetically and topo-
graphically, California has every type of
location. Recently, however, there has
been a measure that has come out of our
state legislature that gives us an oppor-
tunity for an appropriate response.”

The response that Wagner refers to is
fiscal. The budget for the state motion
picture office has been substantially in-
creased, and Wagner has doubled her

staff, which includes liaison people in
most of the state’s counties.

Commercials activity in the state,
according to an informed source, has
dipped slightly from last year, due, to
some extent to the preoccupation with
the Olympics and the shortage of studio
space. One ironic note: many of the
commercials shot elsewhere to be shown
during the Olympics, simulated the
California locale. With the departure of
the Olympics, observers look for Cali-
fornia to aggressively seek out the return
of advertisers who went elsewhere be-
cause of the games.

The state is also working on a formula
to “cut the red tape in Southern Cali-
fornia,” according to Wagner, allowing
producers easier access to locations
without administrative tie-up for a series
of permits and licenses, and the abiding
presence of the Los Angeles Fire De-
partment. The CMPC is also seeking to
promote other areas of the state as likely
shooting sites.

Competitive pricing vis a vis other

states, particularly New York and
Florida, is another matter coming more
and more to the attention of the Cali-
fornia production industry, and the
AICP western contingent is paying
particular attention to that matter.

“No one would currently claim,” says
an authoritative source, not wishing to be
identified, “that it is cheaper to shoot in
Los Angeles than in New York, but we
are working to narrow the gap, and, in
some cases, have already achieved cost
parity. However, Wagner feels that
California’s biggest task in aftracting
new business and retrieving old cus-
tomers is not so much a matter of costs
as perceptions.

So California will be working partic-
ularly hard over the coming months to
dispel the impressions that have hard-
ened about shooting in the state over the
years, i.e., that the technicians have a
“feature film” mentality; that union
people customarily work “over scale,”
that each shoot brings with it an addi-

(continued on page 82)

Florida is noted for its beach settings, its variety of casting types and
its recognizable personalities. All are evident in fashion spot featuring
singer Andy Gibb, top. Location shooting, previously confined to big
budget shoots, is now being practiced more and more, not only in
commercials, but in entertainment programming. TM Communications
Silmed “Sound of a Winner” in Dallas recently for Great Empire
Broadcasting’s KBRQ(TV) Denver and KWKH(TV) Shreveport, bottom.
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Montage and EditDroid editing systems seen
bringing video tape technique closer to that of film

ne of the big stories on the com-

mercials production scene this year

is the introduction of two editing systems

that promise to bring the technique of

editing video tape closer to the editing of

film, a longtime dream of tape propo-
nents.

The two machines in question are
Montage, manufactured by the Montage
Corp. of Boston, and introduced in New
York in March, just prior to the National
Association of broadcasters convention
in Las Vegas (Tv/RADIO AGE, April 2)
and EditDroid, manufactured by the
George Lucas founded Convergence
Corp. in Irvine, Calif., which brought a
prototype to the NAB exhibition. The
latter is scheduled to test three systems
in November and put four of its ma-
chines in west coast-based film (2) and
tape (1) houses in December and with
one disc manufacturer. Product manager
Deborah Harter says that Convergence
hopes to ship 35 EditDroids before the
NAB convention next year.

CBS had been pushing a single-cam-
era, off-line editing system, developed
with Sony and employing half-inch Be-
tamax decks, for the purpose of editing
“outdoor” shows, particularly hour ad-
venture types. But the network has not
had much success in persuading pro-

ducers to use it. The system has been
used for 22 episodes of AfterMash, 14 of
Paper Chase, Blood Feud, a miniseries;
and Helen & Teacher, a made-for-TV
movie.

According to George Shannon, pres-
ident of operations and engineering at
CBS, the company is waiting until Aft-
erMash runs its course before beginning
a re-evaluation of the system. Meanwhile
Sony is working on converting the system
to disc storage, providing random access
to scenes.

New kind of editing

These three machines are manifesta-
tions of a new film-oriented kind of
editing that has come into video and
promises to have, according to many
prominent editors a profound influence
on the business.

“It will eliminate the button pushers,”
says John Tierney, chief editor at Uni-
tel's New York headquarters, “and it will
force all of us,” Tierney says,” to be
tighter and more creative in our
editing.”

While Montage and EditDroid are
designed primarily for what is popularly
known as the longer form, Montage,
according to Unitel’s John Tierney, is

“terrific for hidden camera commercials,
where a lot of decisions have to be made
on what faces are to be used, and other
complex spots, where a lot of shots to be
screened and inserted. That’s the way
we’re using it at Unitel.

“We wouldn’t use it for a commercial
where there were only two or three takes
to use it from, only because it would be
overkill.” Having the capability to do the
complex editing, Tierney believes, is a
real plus, and one he expects the clients
will be quick to exploit. Consumers can
expect a lot of multi-shot spots in their
future.

Of the two machines that many tape
houses are considering, only Montage
units are operationally in place thus far.
Montage president Ron Barker says that
12 machines are on line, and that the
company, as of this writing has sold eight
more, which it is in the process of ship-
ping.

The base price for the machine is
$140,000, Barker says. Supplementary
software drives the tab up to $200,000,
with the full load raising the bill to
$250,000.

The company has retained Weynand
& Associates, a California based group
to conduct a uniform training program,
and Barker says that the company has

Montage
_ moved into
VCA/Teletronics
in March.
s Thus far its
N performance
has elicited
many raves
with few reservations from
Patrick Howley, chief of
engineering, at l., and editor
Ronnie Sauers, above.



trained 48 editors thus far.

“About one-third of these learn the
machine in two hours, and they are off to
the races. A second third,” Barker esti-
mates, “learn the machine when they
complete the training course. And the
other third . . . well, it is fairly simple to
operate the machine, per se,” Barker
explains, “but to bring out the best in this
‘picture processor’ takes a certain flexi-
bility of mind, that some people just
don’t possess.”

Grossed $4 million

While Montage has already grossed
an impressive $4 million in sales since
March, when its first unit was sold to
VCA /Teletronics, EditDroid, on the
other hand, has been deliberate, if not
downright conservative, in its launch
plans. Is it because they are having
startup problems with the unit? “Abso-
lutely not,” says perky product manager
Harter. “Work on the machine is going
along as planned. Still, no matter how
much testing you do in the labs—and
Convergence Corp. has invested the
equivalent of four years of man hours in
testing this machine—some things are
going to take place in the field that you
can’t anticipate in the laboratory,”
Harter points out.

“Film people, to whom this machine
is directed, are not computer oriented.
We have made it as simple to operate as
possible. We are establishing installation
teams to anticipate every exigency. We
plan to introduce the machine carefully
and conservatively.”

Because EditDroid’s machines won’t
be out until the end of the year there is no
field book on its performance. This is not
so with Montage, which has been in-
stalled at a dozen locations thus far. The
reports that have come back from
VCA/Teletronics, Unitel and from
Windsor in New York have been ones of
solid performance, with few reservations.
The reservations are ones that Montage
Corp. says it is acting rapidly to offset
with compensating software.

When a tape house makes a substan-
tial investment in a machine it would
hardly come out with public statements
disparaging its performance. With
Montage, however, it is apparent that the
machines have attracted interest and
some spin-off business.

Patrick Howley, director of engi-
neering for VCA /Teletronics, says he
would be the pioneer again. “I would buy
it all over again. Montage just doesn’t
sell you the system and leave you alone.
There is a commitment on the part of the
company to make it better. They would,
like to train us so that we can repair it

ourselves.

“The first clients who wanted to use
the Montage were interested to see how
it would perform cutting half hour
shows. Now we have a client who wants
to see what it will do with his commer-
cial.

“I think it will be terrific. Commer-
cials usually contain two hours of mate-
rial and require eight or ten cuts.

“The Montage would make a very fast
cutter. Commercials would be a natural
vehicle for the machine,” Howley says.
“You could come up with eight or ten
versions of the commercial, move front
of the spot to the back, if you wanted,
and then sit and watch every version,
before selecting the one that you want to
buy.

Some resistance

“The only hitch in this is resistance
from editors and film people who are
used to cutting on the Moviola. Once you
break that down, however I think the
Montage could do the job quickly.

“The EditDroid, I believe, is oriented
more to feature films or long series.
Some jobs, though, are compatible to
both machines.” Howley is just one of
the engineers from a major post house
who indicates his leanings to an accom-
modation of both machines, rather than
a preference of one over the other.

“A lot of the three-quarter inch busi-
ness has been funneled into Montage,”
Howley contined. “Montage continues
to introduce software that addresses our
early observations. They have inserted a
SMPTE time code display to accom-
modate editors who would be lost with-
out it, even though,” Howley empha-
sizes, “the Montage is truly a picture
processor and the machine doesn’t need
the time code.

“The big advantage of Montage,”
Howley emphasizes, “is the ability to put
together a program without having to

record it. Random access editing, the
ability to begin editing a program at any
point, is really a quantum leap from
computer-assisted editing systems. Not
recording edits, the capability to edit out
of order makes it possible for the editor
to do things he’s never been able to do
before, particularly with the swift re-
sponsiveness of this machine,” Howley
says.

“Consequently clients are nc longer
hesitant to ask for changes that they
would pass up before because they sim-
ply didn’t have the time, or the expense
would be prohibitive. Now they make the
change. That’s why I've coined the slo-
gan, ‘The Montage is faster, but it isn’t
faster.’

“People are staying in the studio
longer but coming out with a tighter
edit,” Howley believes.

Has VCA/Teletronic’s work with the
Montage brought the tape house more
business? “As a stand alone edit system,
{ don’t know if it has paid for itself,”
Howley replies, “but it has broughtina
lot of spin-off business.” By spin-off
business, Howley means work that was
done on some other editing machine, or
a separate project that was secured for
VCA /Teletronics because the customer
was at the facility watching a demon-
stration of the Montage.

Need right project

“You have to select the right project
for the Montage,” Howley observes. “It
has trouble with mutiple camera work.”
That is one of the areas in which Mon-
tage is honing in.

Among the projects Howley found
suitable for the machine are a Bonnie
Pruden show about body care, and a
public service show called Reading
Rainbow, involving an instructional li-
brary. Another Montage strongpoint,
according to the majority of the editors
using the machine, is the ability to make

EditDroid, the Convergence Corp.’s editing system, is

set to bow in December.




small, critical adjustments, immediately,
within a single frame. Hence an exercise
show, where the editor wishes to substi-
tute one movement for the other, or a
fashion tape, where the green number
has to replace the black, is particularly
appropriate for Montage.

Finding the right jobs for Montage,
educating the industry to one of the first
of the ‘picture processing machines,’
positioning the machine for sale in the
marketplace, and accustoming clients as
well as editors to working with it, is a
process in which Unitel is now engaged,
according to Joe DiBuono, newly minted
marketing vice president.

“The machine is now almost totally
proven,” DiBuono says, with Tierney
nodding in agreement. “Now it’s a
matter of education and orientation in
the marketplace.” “We’ve given plenty
of demos,” Tierney says. “There is
enormous interest,” DiBuono con-
firms.

‘Revolutionary’ technology

It’s the first system since the CMX
that interfaces with industry needs,” says
Tierney. “Montage enables you to pull
takes, stretch out frames. It brings about
a revolutionary change in video editing,
giving the editor an opportunity to be
truly creative, and it makes the on-line
process strictly mechanical.”

Expanding on his point, Tierney em-
phasizes, “The editor isn’t trapped into
an on-line selection, where time is serious
money. The client can make changes and
he can implement them almost instan-
taneously. The CMX is now strictly a
finishing system.

“With the EditDroid system there is
a need to develop the video disc. There
may be a reticence on the part of some
houses,” Tierney believes, “to be wed to
a system in which you have to send out
those discs for overnight development. |
think there is a service out on the west
coast that develops the disc in realtime
and has a 24-hour turnaround. You’ll
have to check me on that. (Editor’s Note:
There is one company on the west coast
already offering video disc development,
and another in the process of setting up.
There is also some movement afoot, ac-
cording to Convergence Corp.’s Harter,
to establish a similar service in the
east.)

“At this point,” Tierney says, “lots of
customers don’t know how to deal with
Montage. In the case of this picture
processor, less preparation is better. The
compilation and alteration in the editing
room with the offline half-inch editing
machine is preparation enough.”

(Continued on page 79)

INTYV fights minimum rating
requirements by advertisers

he Association of Independent

Television Stations (INTV) is cur-
rently mounting a drive to eradicate one
of the long-lived bugaboos of indies—the
setting of minimum rating point re-
quirements by advertisers.

In a carefully argued presentation and
leave-behind, the association seeks to
demolish a number of notions regarding
low-rated spots, including:

B The belief that the lower-rated spots
will endanger the achievement of rating
point goals since, statistically speaking,
they are more likely to jump around in
succeeding rating books than higher-
rated spots.

B The conviction that commercials in
lower-rated programs don’t have as
much impact as TV ads in higher-rated
programs.

B The presumption that *“the inclusion
of lower-rated spots in a schedule re-
duces overall reach and slows reach ac-
cumulation.”

The presentation, now being shown to
ad agencics, is the third in a series pro-

execs and supervisors and finalized over
the summer. It is aimed at a policy
which, says INTV, emerged about two
decades ago. This policy, in the words of
the presentation, is that “spot TV an-
nouncements cannot be purchased on
any network or independent stations
unless the program delivers a specified
minimum household rating of 4 or de-
mographic rating of 3.”

Certain types of clients

While the rising financial fortunes of
independent stations testify to the fact
that this policy is by no means the norm,
Howard Kamin, vice president, mar-
keting, at INTV, maintains that it re-
mains a strong factor among certain
types of clients. “These include adver-
tisers secking status images, such as
manufacturers of computers and per-
fumes, those selling through the trade
and advertisers new to the TV medium,”
says Kamin.

The policy also exists, he argues, as a

Low ratings are stable on average
g@arison of change in average ratings—San Francisco

Women 25-54
January ‘83 February '83
Program schedules of 100 GRPs rating % rating %
Independent programs (51 programs rating 3 or less) 2 2
ALfiliate_ programs (QLrograms rating 10 or more) 11 10

Sample Size = 774-January; 770-February

Source: S. F. Arbitron, Jan.-Feb. '83, 4 p.m.~1a.m., Mon.-Sun.

duced by INTYV tackling various client
and agency attitudes and policies which
negatively affect independent Tv station
ad revenue. The first goes after clients
and agencies who, in buying TV news,
buy affiliate news only. This pitch came
out in January, 1983. In August of last
year, INTV launched a presentation
comparing the quality of program au-
diences to affiliates and independents. A
fourth presentation, now being worked
on, will deal with indie “primetime.”
The current presentation, entitled
“Why Minimum Rating Point Restric-
tions No Longer Serve Advertisers’
Needs!,” was tested last spring among
agency media directors, media research
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residue from the media environment of
the *60s, in which minimum rating point
policies flowered. The presentation
traces the reasons as follows:

First, there was the burden of paper-
work on the buyer before computeriza-
tion was a factor. This left the buyer little
time for negotiation. Buying services
cropped up in the "60s, challenging the
agency’s monopoly of the buying func-
tion. Some of them were able to deliver
substantial “savings” by buying less de-
sirable spots, often from independent
stations hungry for business.

The agency response, according to the
presentation, was to upgrade its buyers,
set up computerized systems and, most



significant. lay down stringent guidelines
to improve the *“quality” of broadcast
schedules.

The application of minimum rating
restrictions today, INTV contends, is
particularly unwise because of the de-
cline in average ratings, as audiences are
fractionalized by the new electronic
media and growing number of stations.
Employing Nielsen data from the DMA
Planning Guides during the 1979-83
period, INTYV traces the decline in av-
erage primetime household ratings in
May—for all stations—froma 12.1 toa
10.0. Likewise, the decline in the late
evening period for all stations was shown
to be from 4.3 to 3.4.

In any case, the result of eliminating
low-rated spots from a schedule is self-
defeating, INTV warns, since it will raise
prices for time because of the reduction
in the supply of allowable station inven-
tory.

The reduction in inventory via mini-
mum rating point restrictions can be
substantial, the INTV presentation
shows. In the top 20 DMAs, 18 of them
show late evening (11:30 p.m.-1 a.m.)
ratings below the household level of 4
and below the level of 3 for women 25-54
on one or more stations (see table). This
is based on Nielsen books for February,
1983.

The amount of inventory “removed
from sale” in the 18 markets due to the
household rating guideline ran from 29
per cent for one station in St. Louis to 86
per cent for five stations in Washington
and Seattle. Similarly, the “lost” in-
ventory because of the demographic
cutoff ranges from 29 per cent for one
station in St. Louis, again, to 100 per
cent for five stations in Washington and
Seattle.

The “verboten” spots are not confined
to independents. The NSI data reveal
that affiliates are also affected by the
“four and three” rating cutoff rule. In
the top 20 DMAs examined, more than
half contained affiliates with late evening
ratings for women 25-54 below a 3. The
markets are Los Angeles. San Francisco,
Boston, Washington, Pittsburgh, Miami,
Seattle, Atlanta, Tampa, Denver and
Baltimore.

What about cable?

Rating cutoffs appear particularly
arbitrary and unfair to independents in
light of the fact that miniscule ratings
are accepted routinely by advertisers on
cable and on radio. Notes the presenta-
tion: “More than 300 major advertisers
do not employ minimum TV rating cri-
teria when buying cable pro-
gramming.”

To nail down the point, INTYV cites
1983 Nielsen ratings for four cable net-
works based on the cable universe of
each. Not one averaged as highasa 3
household rating. Their respective rat-
ings were: ESPN, 1.5; USA Network,
1.3; CNN, 0.8, and WTBS(TV) Atlanta,
2.7. Moreover, on a total U.S, base, none
of the networks even got a 1 rating. Their
respective U.S. ratings were 0.5,0.3,0.2
and 0.9.

As for radio, says INTV, “over $255
million is placed on radio networks av-
eraging a 0.9 rating.” The presentation

the concepts of standard and relative
errors. It illustrates the standard error
concept by showing that with a rating of
10 for, say, women 25-54 (in a market
with a sample size like Chicago), the
chances are 68 per cent (one standard
error) that the “true” figure (for one
telecast) would fall between 8.74 and
11.26. The standard error, that is, would
be plus or minus 1.26. With a rating of 3,
the standard error is plus or minus 0.63,
with the chances being two out of three
that the true rating would fall between
2.37 and 3.63.

How ratings cutoffs reduce inventory
Markets in top 20 DMAs with minimum ratings in late evening (11:30 p.m.—1a.m.)

# Stations % # Stations %
Total below HH  available  below W25-54  available
Market stations rtg. of 4 inventory rtg. of 3 inventory
New York 6 2 44 3 67
Los Angeles 7 4 74 5* 82
Philadelphia 6 3 67 3 67
San Francisco 7 5 82 5* 82
Boston 6 4 77 4 78
Washington 5 4 86 5 100
Cleveland 4 1 40 1 40
Dallas 6 3 67 3 67
Houston 6 3 67 3 67
Pittsburgh 5 2 57 3* 71
Miami 5 3 71 4* 86
Minneapolis 6 3 67 3 67
Seattle 5 4 86 5* 100
Atlanta 6 4 77 5 89
St. Louis 5 1 29 1 29
Tampa 5 4 86 4 86
Denver 4 3 80 3 80
Baltimore 4 2* 60 2 60

* Independent and affiliate stations included. Source: NSI Daypart Summary, February, 1983; INTV Census,

December 15, 1983

chooses the four old-line networks to il-
lustrate the point: ABC, 0.8; CBS, 0.9;
MBS 0.7, and NBC, 1.2. Data are based
on the spring 83 RADAR.

A major chunk of the INTV pitch is
devoted to the somewhat abstruse
subject of statistical reliability. The
argument proceeds carefully. Says the
presentation:

“Minimum rating guidelines are
(often) specified because agency re-
searchers conclude that lower-rated spots
have higher statistical sampling error,
greater variation and are more likely to
affect the achievement of gross rating
point goals.”

Raising the question of whether this
is true, the presentation then delves into

Close examination of the figures
shows that, while the 10 rating has a
bigger standard error, the ratio of the
standard error to the 10 rating is smaller
than that of the 3 rating. That is, 1.26 is
13 per cent of a 10 rating—the relative
error—but 0.63 is 21 per cent of a 3
rating. This, says INTV, puts the stan-
dard error in true perspective.

The INTV argument continues: “The
higher the relative error, the greater the
risk that in subsequent market survey
reports the rating will vary and rating
goals will not be achieved.” It almost
sounds as though INTYV was conceding,
but the presentation goes on to say that
“The rating level is only one variable that

(continued on page 88)
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Heavier cable penetration in larger European
countries seen as possible deterrent to DBS

By Tony Pearson
Media Director
Grey Advertising Ltd. of London

The following article is a roundup of
cable developments in Western

Europe, with particular emphasis on
the U.K., where some U.S. companies
are involved in the medium’s growth.

urope is buzzing with activity in the
field of cable with the larger
countries— West Germany, France and
the United Kingdom starting to wire
themselves up.

Parts of Europe already have cable
penetration as high as that in the United
States and Canada, but there are other
parts with very little cable. It is the
smaller countries where the cable density
is at its greatest, Belgium is more than 70
per cent cabled, the Netherlands around
60 per cent and Switzerland, 30 per
cent-plus.

Many of the people in these smaller
countries are multi-lingual and cable has
been used to improve reception of
broadcasts from neighboring countries.
In the larger countries, with strong
broadcasting organizations, there has

been no pressure to lay cable, but the
impending introduction of direct
broadcasting by satellite (DBS) has
changed all that.

These countries have now come to
realize the attraction of inter-active
systems, but perhaps, more importantly,
DBS could cause governments to lose
control over what their people can view,
which is of political concern. One way to
help retain this control is to make it
easier for their people to receive satellite
transmissions via cable and avoid the
initial expense of a dish antenna. There
is then less of a problem to regulate the
distribution of programs and the adver-
tising content.

Here’s what’s going on in individual
countries:

West Germany

West Germany is planning to spend
$373 million on laying cable networks.
The first of four pilot projects is in op-
eration with a total of 19 channels to
1,200 subscribers in and around Lud-
wigshaven. It is intended to offer con-
nection to 150,000 homes in the area

m’hr\

with an investment per subscriber of
about $300.

First indications from this area are of
a very low level of interest in cable by
potential subscribers. The German PTT
(government postal, telephone and tele-
graph) work is being carried out below
cost in an attempt to build a large
enough subscriber base to interest ad-
vertisers. Also, connection charges have
been cut from the original $150 to $45.

A second large-scale pilot cable
scheme is being developed for Dort-
mund, where it is expected to eventually
cover up to 600,000 people. The first
phase will cover 30,000 people
(8,000-10,000 households). Other pilot
projects will start up in Munich and
West Berlin, but the disappointing news
from Ludwigshaven may slow the time-
table.

An expansion of these test projects
would be good news for the advertiser
who currently has to book spots in the
fall of each year for the whole of the
following year. Cable would increase the
availability of commercial airtime and,
because of its nature, also give many

Aerial 2, the second of
six huge dishes being
installed at London
Teleport, North
Woolwich. It is
expected to provide
London'’s business
community with a full
range of advanced
communications
services.



more local advertisers access to the
television medium.

Optimists believe that there will be a
significant number of households con-
nected to cable within the next five
years.

France

France has ony 500,000 homes cur-
rently wired for cable television, and
existing systems are geared to relaying
the present three French channels, plus
available (and approved) foreign sta-
tions. Currently there is an experimental
project in Biarritz using an optical fiber
network.

The government plans to pass a total
of 1.4 million homes in France with new
cable lines by the end of 1985—a million
of those in 1985 itself.

The ultimate aim is to achieve an ini-
tial penetration of 30 per cent households
passed, rising to 60 per cent and even 100
per cent where there is poor off-air re-
ception. There are expected to be 15
channels, rising to 30 and, eventually, 60
and it is hoped to wire half the urban
homes by the early 1990s. The capital
investment for 1983-85 is estimated at
$12 billion.

Regrettably, the French government
seems to have a political obsession to
exclude advertising wherever possible
although a recent market research sur-
vey suggests that the majority of French
people would like to see cable financed
by advertising.

Overall the program being proposed
is very ambitious and in the event may
prove to be over-complex and too costly.
But things have begun to move; Paris has
just signed up for a system to pass 46,000
homes by the beginning of 1985.

Belgium

Belgium which is the most cabled
country in the world, with something like
85 per cent of TV households subscribing
to cable, has more than 40 cable com-
panies and 150 local or regional net-
works.

Recently an agreement was reached
with the British Broadcasting Corp.
which will bring British television pro-
grams to many parts of Belgium.

While there is no advertising currently
permitted on the national broadcast
channels, it is reported that the French-
speaking half of the country is proceed-
ing with plans to allow advertising on the
two local French language channels.
This will be a restricted form of collective
generic advertising, rather than brand
names. But it may be remembered that
France first went down a similar road, so
the door may be opening in Belgium for
conventional commercial advertising.

Holland

Holland is about to debate its future
in broadcasting in the Dutch Parliament.
It seems likely that pay-TV via cable will
be introduced (with no advertising al-
lowed).

The Dutch cable systems cover about
60 per cent of homes and have a capacity
between six and 72 channels—18 is the
norm. But only half are in use, so there
is plenty of room for expansion. How-
ever, the government has announced that
foreign radio and television companies
wishing to transmit to the Netherlands
will have to satisfy a wide range of con-
ditions. These will, in effect, prevent
them from aiming programs direct at the
Dutch market. Advertisements cannot
be targeted at the Netherlands or spoken
or sub-titled in Dutch.

Advertising supplies only about 30 per
cent of existing broadcasting revenues.
The rest comes from license fees. So it is
good news to hear that the government
is proposing an extension in hours of
broadcasting by about 20 hours a week
over the next two years and to expand the
advertising airtime by about 30 minutes
a week which is an increase of around 15
per cent.

As for the future, the government is
sponsoring the biggest experimental
wired-city project in Europe. This is in
Limburg, which has been ear-marked for
a full scale de-regulated cable experi-
ment. It is one of the few uncabled areas
in Holland.

The network will carry the nine reg-
ular television channels available in the
area with pay services as well as the in-
teractive facilities of shopping and
banking. It will be interesting to follow
this experiment, which is to have a 10-
year life. But in the meantime, it is sat-
isfying to note a recent forecast pre-
dicting that 85 per cent of the 4.5 million
Dutch TV households will soon be con-
nected to cable.

Scandinavia

There are varying attitudes in respect
of cable in the Scandinavian countries:

Norway is leaning towards the intro-
duction of commercial television and it
is believed that the minister of culture is
in favor of lifting the present ban.

Also, NRK, the state broadcasting
authority, has put forward a plan for
satellite pay TV from January, 1985.

Finland has demonstrated a desire to
see more competition and has gone fur-
ther than any European country in
freeing cable television from restrictions.
It has also introduced a two-way pay TV
system which will start serving 22,000
homes early in 1985.

Anthony R. Pearson, is
vice chairman as well as
media director of Grey
Advertising Ltd., London.
He foresees many trouble
spots within European
cable projections unless
countries involved relent
and accept some form of
advertising support.

Sweden, on the other hand, is still
against dropping the country’s ban on
television advertising and is awaiting yet
another committee report on the future
of media. There was a cable experiment
in Lund where the chief added attraction
is the ability to receive five German
language channels. Subscriber resistance
is being experienced with only 1,000
subscribers connected versus 4,000 ex-
pected. In an attempt to encourage
sign-ups, the connection charge is being
waived although it will have to be paid in
two years’ time at the then prevailing
rate! A second experimental cable
project is planned for Skarpnack, a
suburb of Stockholm.

It is interesting to note the spread of
videocassette recorder ownership to one
in seven households. Rented cassettes are
popular, which indicates the need for
more choice of programs.

Denmark has proposed a change in
broadcasting legislation to remove re-
strictions on cable television. This move
will pave the way for a decision early this
year on whether to invest $420 million in
a national wide-band cable network for
data transmissions as well as television
programs.

The initial decision will permit tele-
vision signals to be transmitted across
local government boundaries, which will
allow the reception of satellite trans-
missions by cable in the late 1980s.
Meanwhile, the government has banned
cable transmissions of television pro-
grams received by satellite because it
would break the state monopoly of tele-
vision transmissions. Regrettably, there
is not much public enthusiasm for com-
mercial television. The present ban on
advertising on the one state channel is
widely supported by the Danes.
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Spain

Spain is keen not to be left out of the
cable scene. Madrid and Barcelona are
to have pilot schemes in cable which will
connect 100,000 homes using existing
cable, which was laid 10 years ago but
has never been used. Technical and
programming experiments are to be
mounted, but color television penetration
and VCR usage are both low for Eu-
rope.

Raly

Italy is uncabled and is unlikely to
change. There are so many private
commercial television stations in opera-
tion that there appears to be no market
for new programs to attract additional
advertising revenue.

European governments want the
benefit of de-regulation without losing
control. But cabling plans will only suc-
ceed if cable offers a better and cheaper
choice of entertainment than DBS.

Research has indicated that while the
French and Germans in particular are
dissatisfied with current programming
and want greater choice, there is no real
evidence that Europeans are prepared to

pay a realistic amount of money for the
benefits cable can bring. There are in-
dications that subscribers would be
willing to pay only $7-$12 per month for
the extra services and one source puts the
figure as low as $5 per month.

Potential problem

This apparent reluctance to pay for
extra television entertainment could be
a problem, and the various governments
may well decide to turn more to adver-
tising and sponsorship for financial
support.

Forecasts of cable penetration in Eu-
rope over the next 10 years vary, but it is
believed that between 16 per cent and 27
per cent of the 124.7 million households
will be cabled by 1992 versus a DBS
penetration of between 6-14 per cent.

There are substantial differences be-
tween the continental European
countries and the United Kingdom.
Germany, Holland and France are more
anxious to protect the position of the
public broadcasters and are less receptive
to pay television. Local and regional
governments, together with national
PTTs, play a large part in cable in con-

tinental Europe, but not in the United
Kingdom. Also government funding is a
prominent feature of their schemes,
whereas in the United Kingdom there is
a reliance on private capital and adver-
tising is accepted. Elsewhere it is still
subject to heated political debate.

The United Kingdom cable plans
which are described next are politically
more radical and more heavily reliant on
a free market.

United Kingdom

About 1.5 million households (8 per
cent of U.K.) currently receive television
via cable operated by 440 commercial
operators. Local authorities and housing
associations supply another 1 million
households (5 per cent), usually via
master antennas for blocks of apart-
ments and similar buildings. Addition-
ally, a further 2 million homes (10 per
cent) are passed by cable and could be
readily connected.

Most of the large commercial systems
were installed over 20 years ago and have
a limited four-to-six channel capacity.
Seventeen per cent can carry only the

(continued on page 76)

Ad agencies vary

widely on ERIM and competitors

By George Swisshelm

Expert agency testimony varies widely
as to the potential value of A. C.
Nielsen Co.’s new ERIM TestSight sys-
tem and its competitors in electronic test
marketing services, Behavior-Scan out
of Information Resources Inc. and the
new Arbitron-Burke combination
(TV/RADIO AGE, September 3).

All three are designed to track brand
purchase following commercial exposure
in the same homes. Agency opinion
ranges from enthusiasm over the pros-
pect of gaining vital marketing infor-
mation faster, to doubt that these costly
new systems can add any really new in-
sights into consumer viewing of com-
mercials and resulting changes in brand
purchase.

Nielsen credits its ERIM (for Elec-
tronic Research for Insights into Mar-

keting) with a leg up on Behavior-Scan,
which has been around longer and cur-
rently operates in eight markets. Test-
Sight is using a newly developed system
of transmission via low power microwave
equipment to insert test commercials into
non-cable as well as into cable homes,
which has never been done before, says
Nielsen. The research firm also claims a
first in the use of a randomly selected
sample of panel homes for such re-
search—versus reliance on respondents
recruited in shopping centers—plus the
ability to test matched samples within
the same markets. Nielsen says that
panels of 2,500 households each will be
used in ERIM’s first two test markets,
Springfield, Mo., and Sioux Falls, S.D.,
expected to be setup and operational
‘“‘early next year.”

Behavior-Scan inserts its test com-
mercials into cable-wired homes only.
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And Behavior-Scan, like Nielsen, also
collects brand purchase data from gro-
cery and drug store chieckout counter
equipment designed to record purchases
via the Universal Product Code bars on
each item purchased. The two checkout
counter systems, in fact, are so similar
that IR1 is suing Nielsen over the latter’s
sales packaging of supermarket scanning
data.

Key difference

Arbitron-Burke differs from both its
competitors in its recording of brand
purchase in that each participating Ar-
bitron respondent is expected to arrive
home from shopping and pass a “wand”
over the UPC bars on every item she
brought home from the store(s).

On the TV viewing end, Arbitron-
Burke also differs from ERIM and Be-




havior-Scan in that a Burke-developed
people meter will be used to measure
individual viewing, as opposed to
household set tuning only.

On the bullish side at the agencies is
Dick Kostyra, senior vice president, at J.
Walter Thompson, New York. Kostyra
says he’s “excited about the prospect of
being able to retrieve both viewing and
purchase information from non-cable as
well as from cable homes. If anyone can
do it, Nielsen should be able to. They
have the dollars and experience to bring
it off, and we’re keenly interested in what
Nielsen says about being able to bring
the price down to a third of what the
competition charges, though we’re still
talking about significant dollars, even at
that.”

Kostyra adds, though, that “All three
systems need testing for possible bias
among the types of respondents most
likely to cooperate in such tests.” He
notes that the Arbitron-Burke system
“offers the additional advantage of re-
cording purchases even from stores not
equipped to record UPC, because the
shoppers themselves are supposed to do
it when they get home. On the other
hand, this could turn into a minus if a lot
of Arbitron’s people neglect this scan-
ning chore they’re supposed to perform
with their wands.”

Meeting with Nielsen

At SSC&B, Larry Roslow, vice
president, director of media research,
also expresses enthusiasm along with his
caveats, adding that, *“We plan to meet
with the Nielsen people as this project
progresses, keep asking questions, and
stay on top of it. And of course some of
the questions we have about its projec-
tibility to other markets may be an-
swered, and its usefulness in terms of
projectibility should increase, as they add
more test markets to Springfield and
Sioux Falls.”

Roslow points out that, “Going in,
Nielsen is a company that starts with
expertise in both package goods, with its
Food and Drug Index, and in monitoring
TV viewing with its meter service, so we
assume they know what they’re doing.
And use of a low power signal sounds like
a marvelous way to get around the limi-
tation of cable-only homes that its com-
petition has been working with. Since
only about half of all television homes
are wired into cable systems, Nielsen’s
competition has so far left out the other
half.”

Joanne Burke, media research man-
ager at N W Ayer/New York, believes
that “If Behavior-Scan can do it, Nielsen
should be able to do it. And if it’s true, as

OVER-THE-AIR

INDIVIDUAL
ADDRESSABILITY

CONTINUOUS
MONITORING

Nielsen’s ERIM presentation includes this slide
spotlighting adrantages of over-the-air transmission of test
commercials into non-cable, as well as cable homes, ability
to vary spots reaching each panel home, and continuous
monitoring of viewing and shopping activity.

Nielsen says, that they can really go over
the air into non-cable homes with their
test commercials, that will give them an
edge on Behavior-Scan.”

But, like several of her colleagues at
other agencies, Ayer’s Burke adds that,
“The problem with both services is that
they’re doing this in fairly little test
towns that are not likely to be too rep-
resentative of what goes on in the big
markets where most of the consumers
are.” Nevertheless, she concedes that
ERIM “appears to be an improvement,
though still not the end-all and be-all of
marketing research. Households don’t
watch television, and they don’t go out to
the store and buy products. What I'm
looking for is a people meter we know
works for television, plus some kind of
people purchasing meter we know
works.”

At Dancer Fitzgerald Sample, Sam
Sotiriou, vice president and director of
media research, also describes Nielsen as
“a professional organization with plenty
of experience tracking brand movement
as well as metering TV set usage. But the
flaw in all these systems is that, so far,
both Nielsen and IRI are limited to C
and D counties, though IRI is working
on adding neighborhoods in some A and

B county markets. But there are products
that show a definite big-city purchase
skew and these are going to have prob-
lems testing in these smaller towns.”

Sotiriou concludes that “This means
that the system with the best promise of
beating this particular rap is Arbitron-
Burke. Instead of using a limited group
of individual test markets, they're
spreading their sample across more dif-
ferent communities, more the way that
Nielsen spreads its meter sample, to get
something closer to national distribu-
tion.”

May expect too much

But he adds that Arbitron “has this
other potential flaw of depending on
their cooperators to take the time after
coming home from shopping to take this
wand and personally scan every set of
UPC bars on every box, jar, can and
bottle they bring home. I keep wondering
if any incentive within affordable limits
exists that can motivate people to keep
going through that procedure every time
they buy something.”

And at Cunningham & Walsh, media
research manager Lawrence Friedman
believes that “At least some of the en-

This Nielsen slide diagrams electronic insertion of test
commercials into regular, over-the-air programming by
use of low power microwave signal.
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thusiasm for these electronic systems
may prove to be misplaced in terms of
how much new information we can learn
that we don’t already know.”
Friedman says that he has “no prob-
lem with the technical prowess™ of any
of these companies, but adds that, “The
facts are that television is a mass enter-
tainment medium geared to reaching a
mass audience. And for major packaged
goods advertisers offering mass-appeal
products, we already know the demo-
graphic profiles of the people who buy
each brand. We also already have in-
formation on which programs they are
most likely to watch, and we know their
daypart preferences. All this gives us a

point to potential bugs. Thompson’s
Kostyra, ior instance, observes that
“Nielsen so far is limiting itself to
smaller, D-county markets, which could
present a problem in projecting results to
consumer behavior in big cities. On the
other hand, costs would probably go out
of control if they tried to add some major
test markets with thousands of stores.”

Kostyra says he’s also happy to see
Nielsen “promising fast information
retrieval and even on-line access, which
will expand its value to subscribers. But
with three companies already in on this,
plus AGB saying they can do it too, I'm
not sure that there will be enough busi-
ness to go around for everybody.”

Dick Kostyra of J. Walter Thompson is
“excited about the prospect of being
able to retrieve both viewing and
brand purchase information from
non-cable, as well as cable homes.”

fairly good idea of which programs are
viewed by the best prospects for each
brand, and Simmons provides viewing
information that can be cross-tabbed
with brand usage by the same people.”

All this, explains Friedman “adds up
to quite a substantial body of data that
the industry already has on viewing
preferences of the people who buy and
use each of a wide variety of products.
Thus our question is, how much really
new, really useful information can any of
these electronic systems give us, even
assuming they work the way they're
supposed to. We doubt that enough new
information can come out of them to
provide us with any new marketing in-
sights.” The upshot, concludes Fried-
man, is that “We think that in the long
run, there’s likely to be less to these ser-
vices than meets the eye, in terms of real
marketing utility. And of course if some
of the technical bugs already suggested
by other research people prove to be a
problem, these services could be even less
useful.”

And even the generally enthusiastic

Larry Roslow at SSCd& B says use of an
over-the-air signal “sounds like a
marvelous way to get around the
previous limitation of cable-only
homes. But we wonder about
projectibility of results to larger
markets.”

In any event, Kostyra adds that,
“We're watching developments closely
and are looking forward to the opportu-
nity we hope these systems will give us to
refine our media weight levels and check
the wearout factors for our commer-
cials.”

At SSC&B, Roslow says that, *““As-
suming the technology works as well as
Nielsen says it does, 1 think the big
question will be how projectible the in-
formation will be.” Roslow notes that
clients who are already using Behavior-
Scan “are glad to get information they
haven’t been able to get from any other
source. If four or more of their eight
markets yield similar results, it gives you
a sense of confidence that your market-
ing strategy and creative product are at
least pointed in the right direction.

“But all three services are operating
in fairly small C and D county markets.
They have to do that to keep costs within
reason, but you still wonder how pro-
jectible results will be to the A and B
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counties.”

Roslow adds that one answer to this
question of projectibility will be the
percentage of designated homes that
co-operate. “If they can actually per-
suade as much as 50 per cent of the
originally designated homes to partici-
pate, we'd consider that a realistic and
pretty fair rate of cooperation.”

On the other hand, Roslow also points
out that ERIM’s “high tech aspects have
the advantage of giving subscribers the
confidence that the results will be real
data—not something based on imperfect
human memory, written down in a diary,
sometimes days after the fact.”

And at Dancer Fitzgerald Sample,

Sam Sotirlou at Dancer Fitzgerald
Sample points to “the flaw in all these
systems; so far they're limited to
small C and D county markets. What
about those products that show a big
city purchase skew?”

Sotiriou notes that, “Though at first
glance, Nielsen’s system sounds as if it’s
fully automated, there will be human
operators pushing buttons to execute the
actual insertion of the test commercials.
There are going to be situations that
delay programs and the commercial
breaks in them—Presidential press
conferences, football games going into
overtime, special news bulletins and the
like. That means it’s going to be a
learning process for these human oper-
ators, for awhile at least.”

And another agency researcher ob-
serves that in a couple of fairly small test
markets “that everyone knows about, it
shouldn’t take too many brains and dol-
lars for a competitor to figure out who's
testing what, and then buy enough extra
TV weight for their own brand to throw
the test results way off.”

In describing the Nielsen system,
Larry Gold, vice president, marketing
for ER1M, explains that it integrates the
commercials viewing information from

(continued on page 81)



Ground is being prepared
for a new restrictive
war on broadcasting

Gene F. Jankowski

Next consider Democrats’
telecommunications policy

These are not voices
of the fringe of society

Viewpoints

The era of “deregulation” anticipated only a short while back has plainly not
come to pass. That might be disappointing enough, but something else is hap-
pening as well. The grounds for a whole new restrictive philosophy are being
prepared. As an example, I refer to an article that appeared on the Op Ed
page of The Washington Post, August 6, authored by Jack Valenti, lobbyist
for the Motion Picture Association of America. His argument in opposition to
the FCC’s proposal to revise the multiple station ownership rules comes down
to this: that networks do not have the same rights as other communications en-
terprises, and therefore must be treated differently under the law. His exam-
ple of the abuse of “network power” was that one of the three networks chose
not to show the Speaker of the House while he was at the rostrum during the
second night of the Democratic Convention. In this way, it is claimed, Speaker
O’Neill was “dismissed from the national audience.” The sin the non-carrying
network stands accused of is exercising independent news judgment.

Another example relates to the comments of the MPAA to the FCC in the
matter of the multiple station ownership rules. The MPAA gave as a reason to
bar the networks from owning additional stations the fact that the stations
owned by the networks tend to use more locally-produced programming. They
cited as particular examples of this alarming tendency the schedules of the
network owned stations in Los Angeles and New York, where local news runs
between two and a half and three hours daily.

Now the economic ramifications of this for Hollywood’s producers of syndi-
cated entertainment programming are clear—but surely this must be the first
example in history of a plea to the FCC to penalize a broadcaster for an ex-
cess of locally generated news and public affairs programming. I would ask
you to consider whether this preposterous position would possibly have been
taken unless a silent premise had preceded it: for the networks the normal def-
initions of public service need not apply. To put it another way, it is not what
is on the air that counts, only who puts it there.

Next consider the statement on telecommunications policy recommended to
the Platform Committee of the Democratic National Committee. Authored
mainly by Representative Timothy Wirth, this document at least was perfect-
ly candid about its unhappiness with our existing philosophy of information
and ideas. It offered a new way to—in its own words—*‘organize our commu-
nications system.” First note that it believed that the organization of our com-
munications system is the business of our government. Here are two of its
more remarkable positions: “Those who dominate transmissions must not be
allowed to edit and control the content of information flowing over their chan-
nels”; “Even those who exercise /ess than monopoly power over communica-
tions facilities must not be exclusive gatekeepers, deciding what information is
acceptable and what is not.”

Finally, there is H.R. 6122, a bill recently introduced in the Congress. The
bill is called—by its sponsors—*“deregulatory” because it would prohibit the
FCC from limiting commercial loads and eliminate the comparative renewal
process. In exchange for these concessions, it would plunge the government
into content control to a totally unprecedented degree.

This is no disguised backdoor approach to content regulation. This is the real
thing—the government as program director. These items do not come from
the fringes of our society. They are not extreme statements by pressure
groups. They are not casual off-the-record remarks by discontented individu-
als. They are not uninformed, unstudied, or unintentional.

On the contrary, they come from formidable institutions. They are serious
propositions intended for the real world, the world of action. And they all,
without exception, bear the heavy marks of media discrimination. This medi-
um, or that medium, or even this or that par: of a medium, they say, can be
told to stand aside and then be treated differently. In these cases, the evidence
need not apply; logic need not apply; justice need not apply; the First Amend-
ment need not apply.—Gene F. Jankowski, president, CBS/Broadcast Group.
before the Michigan Association of Broadcasters.

Television/Radio Age, October 1, 1984 51



Programming/Production

Paramount daily hour show

Indie movie ratings up

In what is being billed as the most am-
bitious first-run syndicated series ever
introduced, Paramount Television Do-
mestic Distribution and Post-Newsweek
Stations Inc. are planning daily half-
hour first-run 52-week series, America
Today, to be launched in fall, 1985.
According to Randy Reiss, president of
PTDD, the series is being offered via
cash plus barter. Although the barter
arrangement is not yet firmed, PTDD
most likely will retain at least two min-
utes each half hour as a means to offset
the high cost of the project and to
maintain its high quality.

The series will be delivered via satellite
to stations on a day-and-date basis and
a weekend edition is anticipated as
well.

The series will be produced for the late
afternoon news lead-in time period, and
is seen as especially attractive to network
affiliates. American Today will examine
today’s lifestyles with special emphasis
on personalities who are on top and the
latest trends and fads, notes Reiss.

Sarah Purcell, host of “America
Today,” new daily co-venture planned
by Paramount Pictures and the Post-
Newsweek stations.

John Goldhammer, senior vice presi-
dent, programming, PTDD, says “the
series will be a fresh, original blend of
timely and useful information and en-
tertainment.” Two personalities will host
the series. Sarah Purcell, popular TV
performer/interviewer who hosted
NBC'’s Real People, will be one of the
hosts. Reiss considers the Purcell ap-
pointment as a coup, in that she is “a
compelling personality and is at the top
of her profession.”

The Post-Newsweek stations, which
include affiliates in Detroit, (WDIV-TV);
Miami, (WPLG-TV); Hartford (WPLG-
TV); and Jacksonville (WIXT-TV), have
committed to scheduling the series as
lead-in to their early news programs.
Under terms of the arrangement, the
stations will share in the profits which
come out of the barter deal on national
advertising.

Primetime movies on independent tele-
vision stations in the top 50 markets av-
eraged a 4 rating and a 7 share, an in-
crease of 1 share point vs. both February,
1984, and November, 1983, according to
a Petry Television analysis of Nielsen
estimates for May. In the top 50 mar-
kets, movies were aired in 69 instances,
and in May, 1984, independent movies
tied lead-in ratings, but showed a 1
share-point drop. In February, 1984, and
November, 1983, lead-in programming
performed even more strongly than the
movie, showing a 2 share-point increase
in February, while in November, 1983,
there was a 3 share-point increase.

Regarding independent movies vs.
lead-out performances, the films gener-
ated an overall 1 rating and 2 share-point
increase in May, 1984, and lead-out
performances improved from February,
1984 and November, 1983 by 1 share
point, according to Petry. In the 50
markets, 29 had ratings of 4 and above,
according to TV/RADIO AGE esti-
mates.

In these strong movie markets, the
lead-ins fared much worse than the
lead-out programs. In 18 of the markets,
the lead-ins were down, while in seven
markets, ratings were up, with four re-
maining about the same in the May pe-
riod.

The movies outdistanced Hogan's
Heroes, Laverne & Shirley, Taxi,
Sanford and Son, Rockford Files and
People’s Court, which was carried by
two stations. As to lead-outs among the
strong movie stations, the movies de-
cidedly outperformed the fare that fol-
lowed. In 23 of the 29 instances, the
movies did better than their lead-out,
while being outpulled on only three sta-
tions. Movies on three outlets were down;
and the lead-out got the similar ratings
at three stations. In the latter case, news
followed the movies in two instances, and
Joker's Wild represented the other
fare.

Kid show on food offered

A pilot children’s magazine program
focusing on food has been developed for
potential syndication as a weekly half-
hour series. Produced by Tucker/Mur-
phy Associates, Newton, Mass., the pilot
is aimed at children aged 7-13, and stars
an ensemble cast of four children and
two puppets. The puppets, owners of a
diner, portray viewers of the program,
Now We're Cookin,’ giving information
and adding humor.

The pilot, The Egg, features a recipe
for Muffin Tin Eggs, a look at egg farms,
facts about eggs, and a segment on in-
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tricate egg decorating. The magazine
format combines videotape, film and
animation sequences for visual attrac-
tion. Puppets are creations of Paul and
Linda Fusco of Imagicom, Inc.

Cost of the pilot was about $95,000,
according to Karen Tucker and Jane
Murphy, authors and educators, who
have produced programming for
WNEV-TV and WCVB-TV, both in Bos-
ton. Money, whieh was not easy to come
by, was obtained through a number of
means. Some $30,000 was raised
through the sale of limited partnership
units and from WGBY-Tv, PBS station
in Springfield, the production facility for
the pilot, and from Multivision, Need-
ham, Mass. post-production house.
Props and other facilities were donated
or loaned. These include appliances from
General Electric and facilities for the
wrap and screening session from New-
bury Junior College’s culinary divi-
sion.

In addition to looking for a syndica-
tion deal, the producers are open to a
deal with basic or pay cable, or for public
broadcasting distribution.

puppets from ‘“‘Now We're Cookin’,”
new family magazine series for
children.

INTV to seek temporary writ

Attorneys for the Association of Inde-
pendent Television Stations are seeking
to step up the legal steps necessary for
filing a temporary injunction halting any
further broadcasts of football games by
defendents named in two antitrust suits.
According to Forrest A. Hainline 111, a
partner in the law firm of Pierson, Ball
& Dowd, Washington, a decision on a
preliminary injunction by the courts
could be passed down soon after the
filing.

Hainline says he will ask the courts to
expedite taking depositions at the time
they are presented and will request a
preliminary injunction schedule in terms
of when briefs will be due and when a



hearing on the injunction will be held.

According to federal rules of proce-
dure, there is a rule that if a complaint is
filed, depositions can’t be taken for 20
days after the complaint is served.
However, an attorney may apply to the
court for an expedited discovery schedule
which allows for the depositions to be
taken before the 20-day time period.
Courts will allow this when a motion for
a preliminary injunction is being made
and a presentation is necessary for a full
record.

In the suit filed in the Federal District
Court in Oklahoma City, the INTV
alleges that the College Football Asso-
ciation, the Big Eight Football Confer-
ence, ABC and the Entertainment and
Sports Programming Network are ille-
gally combining and conspiring to re-
strain trade and monopolize commerce
in live college football television broad-
casts. The other suit, filed in the Federal
District Court in Los Angeles, names
CBS, the Pac-10 Conference and the Big
10 conference.

Basically, what the INTYV is asking for
is for the court to enjoin colleges from
agreeing with each other on any plan
which would prevent head-to-head
broadcast or cablecast competition, notes
Hainline. Also, the suits ask that the
networks, be enjoined from entering into
any agreement with groups of colleges
which has a provision that there be no
head-to-head competition. Boiled down,
notes Hainline, *“we want our indepen-
dent stations to bid on the football
games—to compete in this regard with
the networks. And we want the schools
to make the decision on whether to sell
their rights individually—not in union or
in combination with other schools—
based on their own competitive and
economic situation.

“The one motive that we feel is not
proper under the antitrust laws is for a
bunch of schools to agree with each other
and to make a decision jointly so they can
eliminate head-to-head competition in
order to jack up the price of the
product.”

Syndication shorts

Blair Entertainment has sold 147 stations
to date for Road to Super Bowl ‘83,
one-hour special to be shown on January
19, 1985. Muller Media Inc. has racked
up initial sales in 31 major markets on its
new theatrical package, Heroes & Her-
oines. Markets include WOR-TV New
York, WGN-TV Chicago, WEWS(TV)
Cleveland, WPHL-TV Philadelphia and
KTTV(TV) Dallas-Ft. Worth. MMI has
sold another package, Cinema Greats, to
20 U.S. TV markets, including 10 of the

top 25. Titles include San Francisco
Story, Mourning Becomes Electra and
The Blue Gardenia.

A two-hour special, The Soap Opera
Awards, will be produced and distrib-
uted by On the Air. The special is avail-
able to stations for two runs from Octo-
ber 18-December 31, on a cash-plus
basis. On the Air retains three minutes
in each run. The special honors TV’s
primetime and daytime soaps and, in
addition to an awards ceremony an-
nouncing winners in various categories,
contains film interviews with various
nominees and entertainment from guest
stars Norm Crosby and Phyllis Diller.
David Hasselhoff and Catherine Hick-
land are co-hosts.

Happy New Year From Opryland,
live 90-minute musical special, has been
sold by Gaylord Productions television
division to 17 of the top 20 markets, for
a current coverage of more than 60 per
cent of U.S. TV homes. The special will
be seen on December 31, beginning at
11:30 p.m. from Nashville and will be
co-hosted by Buck Owens and Roy Clark
of Hee Haw.

American National Enterprises has
acquired from Limelight Intemational
Films all rights to Lucky Star in the
U.S., excluding theatrical and home
video rights. Also, ANE has acquired
rights to Playing for Keeps and My Old
Man from Robert Halmi Inc. ANE gets
all rights for the U.S. and English-
speaking Canada, and the company owns
worldwide home video righs to My Old
Man.

Dancer Fitzgerald Sample has cleared
Campaign Buttons, series of inserts
highlighting events in American presi-
dential history, in 12 markets for a total
of 33. New markets include WDCA-TV
Washington, WBFS-TV Miami,
KWGN-TV Denver, WBAL-TV Balti-
more and KPTV(TV) Portland, Ore.

Jerry Dexter Program Syndication is
distributing a half-hour special, At the
Limit/Paul Newman Championship
Race Driver. The program follows
Newman'’s efforts during last year’s auto
racing circuit in the U.S.

Embassy Telecommunications has
added six markets to its list for The Facts
of Life. The lineup for the series, which
debuts in the fall of 1986 in syndication,
currently is 63. The six new stations are
WTVN(TV) Columbus, Ohio, WLFL-TV
Raleigh-Durham, wTvQ(TV) Lexington,
KRRT(TV) San Antonio, WKBD-TV De-
troit and K1TV(TV) Honolulu.

King World has sold Jeopardy! to four
markets, for a current total of 111.
KOAT-TV Albuquerque, KIRO-TV
Seattle-Tacoma, WAGA-TV Atlanta and
WBTW(TV) Huntsville-Decatur-Flor-

ence

Colbert Television Sales has licensed
Barry & Enright’s Inter/Actor to nine
stations: KDVR-TV Denver, KAME-TV
Reno, WPDS-TV Indianapolis, KFYZ-TV
Nashville, KPDX-TV Portland, OR,
WSTG-TV  Providence-New  Bed-
ford, KTXL-TV Sacramento-Stockton,
WKAF-TV Syracuse and KSKN-TV Spo-
kane. The Inter-Actor is a two-way TV
set system which enables viewers at
home to activate video game devices in
the TV studio, via their own pushbutton
phones. Stations will begin using the
Inter/Acter this month in station-break
promotional contests.

Multimedia Entertainment will dis-
tribute The Gift of Song, a one-hour
holiday TV special, for telecast this De-
cember. The program celebrates the
traditions of Christmas from around the
world.

Satori Entertainment is producing The
Wombles, a television series featuring
puppet characters, in association with
Robert Halmi, Inc. The initial run of 27
episodes is due to be completed in May,
1985 and will be available for first-run
syndication that fall. The characters
originated in Britain.

Twenty-six stations will carry
Christmas in America, a first-run
drop-in series being distributed on a
barter basis by Y&R Program Services
on behalf of the Philatelic Division of the
U.S. Postal Service. The 15-episode,
30-second programs, which show how
the holiday is celebrated across the
country, can be aired for local sale three
times after their initial run. Stations in-
clude WOR-TV New York, KTTV(TV)
Los Angeles and KYW-TV Philadel-
phia.

ITC Entertainment has sold The
Prisoner and Secret Agent together in 16
markets. The TV spy thrillers both star
Patrick McGoohan.

MG/ Perin and Orbis Communications
have cleared College Pigskin Preview
1984 in 110 markets representing 86 per
cent of the country. Stations include
WNBC-TV New York, KNBC-TV Los
Angeles, KYW-TV Philadelphia, and
WBZ-TV Boston.

Tribune Entertainment Co. is distrib-
uting George Schaefer’s Showcase
Theater, a collection of 10 of the direc-
tor’s television dramas. Sixteen stations
have signed to carry the series, including
WGN-TV Chicago, WXNE-TV Boston,
WTTG(TV) Washington, WTVT(TV)
Dallas-Ft. Worth, WBFS-TV Miami,
WTOG-TV Tampa-St. Petersburg,
WGNX-TV Atlanta, KWGN-TV Den-
ver, WBTI-TV Cincinnati, and WFYZ-TV
Nashville. The dramas were originally
presented on Hallmark Hall Of Fame.
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ITC foreign sales brisk

ITC Entertainment has reported brisk
international sales, spearheaded by fea-
ture films, both theatrical and made for
TV movies, in the six months ending

August 31. According to Armando .

Nunez, executive vice president, inter-
national sales, sharp sales were made in
Canada, Latin America and the Far
East. In English-speaking Canada, sales
were on The Elephant Man, From a Far
Country, All Quiet on the Western Front
and Madam Sin, among others, as well
as on the Super Space Theatre package
of theatricals.

Sales in Japan included Baby Sister
and The Scarlet and the Black, as well
as series such as Thunderbirds and Joe
90. Features sold in Mexico include
Blood Feud and Beauty and the Beast.
Miniseries sold there were The Foun-
dation and Diamonds, as well as the
Nature Watch series. A package of 29
features was sold in Guatemala, includ-
ing titles such as On Golden Pond and
Love and Bullets.

Other packages of features were sold
in Puerto Rico, Argentina, Costa Rica,
Peru, Chile and Panama. Also, in Ec-
uador, reruns of 120 episodes of The
Muppet Show were sold; in Argentina,
Nature Watch and the Two of Us series;
in Chile, Thunderbirds: 2086.

NBC’s Sohmer adds duties

Steve Sohmer has been named executive
vice president, NBC Entertainment, and
is adding divisional administrative duties
to his current executive responsibilities.
He is now in charge of the network’s
advertising and promotion, for daytime,
Saturday morning and specials.

Sohmer’s new duties include executive
supervision of The Tonight Show along
with program administration for the di-
vision. In that role, he will coordinate the
efforts of the other divisions with those
of the NBC affiliates and will coordinate
key personnel and contractual matters
for the division’s staff.

Sohmer joined NBC as vice president,
advertising and creative services, on July
5,1982.

RTNDA regional winners

WHDH Boston, KRLD Dallas-Ft. Worth,
wcxI Detroit and KIRO Seattle-Everett
have won the Edward R. Murrow award
for overall excellence in radio coverage,
conducted by the Radio-Television News
Directors Association’s annual regional
awards competition recognizing excel-
lence in electronic news. Television sta-
tions receiving the Murrow award were

WBZ-TV Boston, WSMV-TV Nashville,
WCCO-TV Minneapolis-St. Paul and
KRON-TV San Francisco.

Other awards were presented for ex-
cellence in spot news, investigative re-
porting and continuing coverage. Re-
gional awards for TV spot news went to
WOKR(TV) Rochester, WDSU-TV New
Orleans, WMAQ-TV Chicago and
KCST-TV San Diego. Television win-
ners in investigative reporting were
KYW-TV  Philadelphia, KPRC-TV
Houston, wWBBM-TV Chicago and
KCBS-TV Los Angeles.

Television awards for continuing
coverage were won by WABC-TV New
York, WAVY-TV Norfolk-Portsmouth-
Newport News-Hampton, wCCO-TV
Minneapolis and KSL-TV Salt Lake
City.

Radio spot news awards were pre-
sented to wcCKY Cincinnati, WRAL
Durham, wJBC Bloomington, Ill., and
KBOI Boise. Investigative radio re-
porting awards went to WYLV Lebanon,
Pa., tied with WNRE Circleville, Ohio, in
northeastern regional competition,
WGST Atlanta, wcCO Minneapolis-St.
Paul and KNX Los Angeles. Continuing
coverage award winners were WHDH
Boston, tied with wwVA Wheeling, in
northeastern regional competition, KPRC
Houston, KMOX St. Louis and KOMO
Seattle-Everett.

Winners of regional awards are au-
tomatically entered in the RTNDA in-
ternational awards competition. Winners
will be announced at the 39th annual
RTNDA convention, to be held in San
Antonio, December 5-7.

Philly Emmy award winners

Kyw-Tv Philadelphia racked up 21
awards to sweep the winning entries in
31 categories of the Philadelphia chapter
of the National Academy of Television
Arts and Sciences Emmy competition.
Other winners were WCAU-TV, which
took five Emmys, the New Jersey Net-
work, which received two, and WTAF-TV,
Prism and SmithKline Corp. which re-
ceived one award each.

KYWw-TV won for spot news, Waiting
for Word; feature news, Little Heroes;
service news, X-Rays: Use Extreme
Caution; talk program, People are
Talking/Hermaphroditism; entertain-
ment package, Rock 'N Reality; maga-
zine format, Rock 'N Reality; pro-
gramming feature, Satisfaction Guar-
anteed/Dieting for Dollars; live pro-
gramming, People Are Talking/White
Collar Cocaine Addicts.

Also, KYW-TV won for public service
announcement, editorial, individual
achievement, anchor, host, actor, artistic
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director, writer, tape/film editor and
lighting.

WCAU-TV won for documentary pro-
gram, Stolen Children; children’s pro-
gramming, Ten Around Town/Disney
World; individual achievement, reporter
and audio. WTAF-TV took honors for live
sports coverage, Phillies Baseball.

Zooming in on people

King World has made several manage-
ment changes. Roger King has been
named chairman of the board and pres-
ident of the domestic television syndi-
cation division. Michael King will con-
tinue to be based in Los Angeles, and will
become president and chief executive
officer. Stuart A. Hersch, who joined
King World in November, 1983, will
continue as chief operating officer, in a
five-year agreement. Sid Cohen, a recent
major addition, will continue to be senior
vice president, U.S. sales.

Charles E. Hinds has joined Tribune
Entertainment Co. as director of ad-
ministration. Since 1973, Hinds has been
executive director of the Catholic Tele-
vision Network of Chicago. Before that,
he was assistant general manager and
program director at WBBM-TV Chi-
cago.

/
‘ ‘ LaFollette

Karen Paull has been named manager
of programming at Paramount Television
Domestic Distribution. She has been with
Paramount Pictures Corp. for five years,
most recently as administrator to the
chairman. James E. Martz has been
named vice president, western division
manager, and Stan Justice is now central
division vice president at PTDD. Most
recently, Martz was vice president of
domestic sales at Telepictures. Justice
joins Paramount’s Chicago sales office
from Cascom, a Nashville-based ani-
mation house.

Also at Paramount, Dick Montgom-
ery, most recently central regional
manager, has been named vice president,
central division manager. He came to
Paramount in January, 1983. Before
joining the company, he was Nashville
sales supervisor at Multimedia Program
Productions.

David T. LaFollette has been named
president at Harmony Gold Interna-



tional, newly-organized division of
Harmony Gold, Los Angeles-based film
and TV production and distribution firm.
LaFollette had been at Four Star En-
tertainment Corp., where he was vice
president, foreign sales.

Anita Gandolfo has been appointed
controller at Worldvision Enterprises.
She joined Worldvision last year as di-
rector of accounting. Before that, Gan-
dolfo was with the office of the controller
of the city of New York in the bureau of
management audit.

Cindy L. Walker has been named
north central division manager at Group
W Productions. Before joining Group W,
Walker was president of Televancers,
Inc., a Chicago-based TV program sup-
plier which she co-founded.

Scott Lanken has been named mid-
west account executive at Lionheart
Television International. Lanken was the
southwest division sales manager for
NTA Television.

Lisa Thomas, previously with SFM
Media Corp., has been appointed station
sales coordinator at LBS Communica-
tions. Also at LBS, Jerry Frank has been
named vice president, West Coast pro-
gramming, in conjunction with the
company’s opening of a Los Angeles of-
fice.

Mary Martin has joined Telepictures
Corp. as a media sales account executive.
Prior to joining Telepictures, Martin was
network supervisor at McCann-Er-
ickson.

Michael Tanner has been appointed
vice president of advertising and pro-
motion for the Paramount Television
Group. The group was formed a year ago
and is responsible for the creation and
distribution of Paramount’s nonthea-
trical programming. Tanner most re-
cently was audience promotion and re-
search manager for KOMO television and
radio, Seattle-Tacoma.

Laurey Barnett has been promoted to
the new position of associate program
director for TeleRep. She has been pro-
gram manager.

Howard M. Lloyd, senior vice presi-

dent, western division, Worldvision En-
|\t 1

Lloyd

terprises, has retired from the company
and will become a special consultant to
Worldvision, based in Los Angeles. As

special consultant, Lloyd will advise
Worldvision in a number of areas, par-
ticularly in the acquisition of new pro-
gram product and various marketing
techniques. Randall C. Hanson, vice
president, western division manager, will
take over Lloyd’s duties at Worldvi-
sion.

Dan Harrison has been named presi-
dent of Almi Television Productions. He
succeeds Chuck Larson, who resigned to
become executive vice president of syn-
dicated sales at D. L. Taffner Ltd. Har-
rison had been director of sales at Almi
Television Productions. Before joining
Almi, Harrison was national sales
manager at Seltel, rep firm.

Harrison

Technical Emmys

Some well-known and some not-so-
well-known names appeared on the ros-
ter of those honored at the seventh an-
nual Engineering Awards ceremony of
the National Academy of Television
Arts and Sciences, held in New York
September 11.

The Academy’s most prestigious
honor, the Trustees Award, went to a
prestigious awardee, the late Valdimir K.
Zworykin, an electronics pioneer whose
inventions included the “first practical
tube for (TV) transmission.” Accepting
the award on behalf of the inventor’s
family was Robert R. Frederick, presi-
dent of RCA, with whom Zworykin was
associated for more than half a cen-
tury.

Ampex shared an award with Kudel-
ski S.A. of Switzerland for a miniatur-
ized type C, one-inch, full-performance
VTR, the VPR-5, a machine in the tradi-
tion of the highly-respected Kudelski
Nagra audio tape recorder.

Lexicon won for its development of the
model 1200 audio time compressor and
expander.

RCA received an award for its pi-
oneering work in the development of
circular polarization in TV broad-
casting.

Also receiving an award for a type C,
one-inch VTR, Sony was honored for the
BVH-2500, which incorporates single-
frame recording techniques that “ma-

terially” improved the “quality and ef-
ficiency of animation.”

Tektronix Corp., a world leader in test
equipment, was honored “for continued
technical excellence and leadership in
television test, measurement and moni-
toring technology.”

Lincoln Center Tv gala

The Live From Lincoln Center series will
mark its 25th year of telecasts with a
two-hour videotaped silver anniversary
special, to be broadcast on PBS on Oc-
tober 26, beginning at 9 p.m. The salute
will highlight clips from past Live From
Lincoln Center and Live From the Met
performances. Host will be Patrick
Watson.

Included will be performances by the
New York City Opera, the Metropolitan
Opera, New York Philharmonic,
American Ballet Theatre, New York
City Ballet, Chamber Music Society of
Lincoln Center and the Film Society of
Lincoln Center. Specifically, among
performances to be featured in the spe-
cial will be Lucia di Lammermoor, with
Joan Sutherland; Der Rosenkavalier,
featuring Kiri Te Kanawa, Judith Ble-
gen and Tatiana Troyanos.

From the ballet world: Theme and
Variations, with Mikhail Baryshnikov.
Great Performer Recital Series: Rhap-
sody in Blue, Andre Watts, pianist; and
Mostly Mozart Festival, Badinerie,
James Galway; and from the Film So-
ciety, Tribute to John Houston.

TM, Joseph joint venture

TM Communications, Dallas, will
market and syndicate two formats
created by Mike Joseph, veteran pro-
gram consultant, under a joint venture
arrangement. The formats are “Hot
Hits” and Joseph’s new program,
“Comfy.” “Comfy,” a modern MOR
sound, recently made its debut on KMFY
Minneapolis. It highlights the hits of the
past 30 years with a wide range of artists,
from Frank Sinatra and Johnny Mathis
to Barbra Streisand and Kenny
Rogers.

“Hot Hits,” according to Joseph, is
true mass appeal radio. “Musically, we
play the most popular records and the
most popular artists. As a format entity,
however, it’s far more than just playing
the hits. It’s the energy, the excitement
and the unpredictability, the charisma
and the flow and fun that make a ‘Hot
Hits’ station exciting.”

TMC programs to 270 stations. Jo-
seph has been a program consultant for
more than 25 years.
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Commercials

Merchandising motherhood

Lunden with daughter Jamie.

Joan Lunden, co-anchor of Good
Morning America, who won the sym-
pathy, empathy and admiration of
women throughout the country by
working on the show throughout her
pregnancy, has been signed by Hasbro
Bradley, its agency Griffin Bacall, and
Michael Krauss Productions, as spokes-
person for an infomercial entry called
Mothers’ Minutes.

The 131 minutes, containing 45 sec-
onds of advice for mothers on such infant
problems as thumbsucking and re-
sponding to baby’s cries, lead into a 15
second promotion, also given by Lunden,
of a Hasbro Toy.

The skillfully written and well pro-
duced spots will be featured exclusively
in ABC-TV dayparts, between two of the
network’s more popular soapers, Ryan’s
Hope and Loving.

According to John Tiedemann,
ABC-TV National Sales Manager, 46
per cent of the viewers watching the two
soaps are aged between 18 and 46, target
audience for the Lunden messages and
the products, manufactured by Hasbro
Bradley’s preschool and Playskool Di-
visions. Tiedemann estimates that
Mothers' Minutes will reach 36 million
households. They are scheduled to begin
airing October 3 and continue for 52
weeks.

Prime movers in the production are
“family” in the literal sense. Lunden
stars, husband Michael Krauss, whose
producing credits include NBC’s Today,
GMA and the nationally syndicated
Mike Douglas Show, produced the “131
little babies,” as he referred to them,
under the aegis of his own production
company.

Krauss will also appear in some of the
episodes, along with the couple’s two

daughters, Jamie, 4, and Lindsay, 21%.

The 15-second commercials promot-
ing the toys were created by Joe Bacal,
executive vice president of Griffin Bacal,
Inc. and produced by Krauss.

Rapping at the summit

The Advertising Club of New York and
the Wall Street Journal formed a one
shot collaboration to present a round-
table discussion with the catchall title of
Creativity in Advertising.

The title might have been catchall, but
moderator and panelists were some of
the bluechip talents of the industry. Ad
Club president Judy Guerin credited
WS vice president of marketing, Ber-
nard T. Flanagan, with putting together
a panel featuring Bill Backer, Backer &
Spielvogel; Norman Berry, Ogilvy &
Mather: Jerry Della Femina, Della
Femina, Travisano & Partners; Burt
Manning, J. Walter Thompson, and
Jerry Siano, N. W. Ayer.

The panelists, each a protean copy-
writer or art director in his own right,
were given the opportunity to answer an
exceptionally well culled list of questions,
posed by Flanagan or by members of the
audience. Before turning the floor over
to his panelists, however, Flanagan came
up with an industry-related piece of
humor: “How many art directors does it
take to change a light bulb?”; Art di-
rector’s answer: “Does it have to be a
light bulb?”; Copy chief’s answer: That’s
the art director’s problem”; Account
executive’s answer: “Can I call you back
on that?”

Flanagan then asked each member of
the panel with what characteristic would
they like their agency identified? Backer:
“The shop that best recognizes the con-
sumer, his interests and his welfare.”

Berry: “Dignifies the audience that it
talks to.”

Della Femina: “Treats the consumer
as a grownup who can stand to be told
the truth.”

Manning: “The agency that creates
the most effective advertising.”

Siano: “Creates advertising that the
consumer can relate to as a human
being.”

Who should be credited with creating
the advertising that actually stimulates
the consumer to shop the product—the
advertising creatives, or directors like Joe
Sedelmaier (Federal Express/Wendy’s),
or Ridley Scott (Apple Computer)?

Berry: The director doesn’t create the
advertising, what is really important is
the involvement our creative people have
with the director before the commercial
is shot. We would like, and this is hap-
pening to an extent, to get the director
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involved earlier.”

Della Femina: “The director is only
involved when the agency is finished
selling the commercial to the client. We
welcome his input. We'll take help from
anyone . .. if it improves the commer-
cial.”

Manning: “It would be disastrous to
abdicate the advertising process to the
director of the commercial.”

Siano: “The involvement of the com-
mercial director is enormously exag-
gerated. The major direction comes from
the creative director of a creative team.
To contend otherwise is preposterous.”

Backer: “I believe the director’s in-
fluence is stronger than it has been in the
past, but the original idea is what it is all
about, and that comes from the agency
creative team.”

Consumers receptive to ads-
BBDO

BBDO conducted a survey recently that,
according to Karen Olshan, senior vice
president and a manager of corporate
research, revealed these findings—

B 57 per cent of those telephoned feel
that advertising contains more useful
information today than it did five years
ago.

B 91 per cent believe advertising pro-
vides information about products they
might not know otherwise.

B 80 per cent feel that advertisers can
provide evidence to support their adver-
tising claims.

B 60 per cent believe that people depend
more on advertising today than they did
five years ago.

B 81 per cent prefer free network TV
with commercials to network TV without
commercials at $30 per month.

B 42 per cent find beer and soft drink
commercials very entertaining.

Olshan will supply further informa-
tion about the survey to anyone con-
tacting her at BBDO’s New York of-
fice.

| could write a book

Young & Rubicam, Inc. a top 10 agency
adept at making the grand gesture, made
quite a substantial one this week. It re-
leased the 60th anniversary edition of
Young & Rubicam World, an internal
publication boasting production values
missing from most consumer books.

The 60th anniversary issue of the
Agency’s founding carried samples of
public service advertising created by
each of its offices.

Seems that Y&R decided against
throwing ambitious parties and decided
as a spokesman put it, that “a good way
to celebrate was giving back something




to the communities which have given us
so much.”

Descriptions and illustrations for 34
campaigns covered 160 pages.

Hatch Awards salute Saaybe

The Hatch Awards for creative excel-
lence are presented annually by the Ad-
vertising Club of Greater Boston to
agencies and companies throughout New
England. The awards are given in all
media categories, and competing agen-
cies rank according to the amount of
citations won. The big news this year,
after the awards were presented: Leon-
ard Monahan Saaybe, a Providence, RI
shop, was the top finisher overall, with 20
separate awards, including six first place
Hatch bowls for its creative work.

With the emergence of Boston and
Boston-environ agencies, as a holder of
major national accounts (see page 39),
the hatch Awards gain in significance.

The top 10 finishers in the 1984 com-
petition are as follows: 1. Leonard Mo-
nahan Saaybe; 2. HBM/Creamer; 3.
Welch Currier Smith; 4. Hill Holliday
Connors; Cosmopulos 5. Clarke-
Goward Carra Fitts; 6. Altman &
Manley; 7. HBM/ MacDonald; 8. In-
galls Associates; 9. Cabot Advertising;
10. (tie) Duffy & Shanley and Robinson
Associates.

Celebrity spokespersons

The Los Angeles based Charles Stern
Agency, Inc., a talent agency whose
strong suit is celebrity endorsement, re-
ports a spate of signings of performers
who will be speaking up for well healed
advertisers this year.

Among the signees are:
@ William Daniels, on-camera
spokesman and radio voice for Hughes
Markets via its advertising agency,
BBDO/West. Daniels stars in NBC-
TV’s St. Elsewhere.
@ Telly Savalas, for the Ford Dealers of
Southern California via Dailey & As-
sociates. Savalas is also filming a two-
hour Kojak series in New York this
month.
@ Dennis Weaver for Great Western
Savings & Loan, via Dailey & Asso-
ciates.
@ Merlin Olsen for FTD Florists via
D’Arcy MacManus & Masius, Bloom-
field Hills, Mich.

Like pulling teeth

Hang on to your gums, folks. Here
comes another set of awards, these for
excellence in dental advertising. They are

sponsored by The Advertising Dentist,
a trade book, and coordinated by the
Television Bureau of Advertising.

The Gold Award went to the South
Bay Health Center, San Jose, Cal., for
its TV commercial, via Donald J. Sher-
man & Associates, also of San Jose.

The runner ups were: The Dental
Center Baltimore, and the American
Dental Council, Pasadena, which won
the silver and bronze awards, respec-
tively. Houston Dental Associates was
given honorable mention.

The South Bay Health Center spot
includes a combination of live action and
animation. It utilizes a young girl chosen
to resemble the late Judy Garland in a
Wizard of Oz sequence, with the Wizard
in the form of a “talking tooth.”

Kim & Gifford win Hatch

Health Stop Walk-in Medical Center
won the prestigious Frank Hatch Award
from the Boston Adertising Club for a
30-second animated spot produced by
Kim & Gifford Productions and con-
ceived by Clarke, Goward, Carr & Fitts.
The three spots consist of Football with
the familiar “x”’s and “0”s diagramming
of a football play that leads to a quick
trip to the medical center for one player.
The other two spots are called Tango
and Dogbite, also featuring footstep
graphics that lead to other mishaps. A
visit to Health Stop Medical Center is
depicted as the solution.

AWNY sponsors screening

The Advertising Women of New York
will present a screening of the commer-
cials that were cited for distinction at the
31st International Advertising Film
Festival of Cinema and Television at
Cannes, during a special benefit gala to
be held in Avery Fisher Hall at Lincoln
Center on Oct. 17. Cocktails will be
served at 6:30 pm with the screening at
7:30 pm. Proceeds will benefit the
Dwelling Place, a shelter for homeless
women.

In all, 63 first, second and third place
prizes were awarded in 21 categories
ranging from food to toiletries to auto-
mobiles to public service.

Keith Reinhard, chairman of Need-
ham, Harper & Steers/USA, and John
Bergin, president of McCann-Erickson
USA, served as judges at the Festival
and will serve as commentators of the
screening, along with Barry Day, vice
chairman of professional services at
McCann-Erickson Worldwide, who
served as jury president of the festival
serveral years ago. Tickets are on sale at
AWNY (212) 593-1950.

Admakers
Creative count at NH&S

Reinhard (l.) and Harper.

When Keith Reinhard succeeded Paul
Harper Jr. as chairman and chief exeu-
citve officer of newly named Needham
Harper & Worldwide last month, he
made a strong statement for the creative
discipline in naming three creative di-
rectors to the streamlined board of 13.

Reinhard, who began his career as a
copywriter, named Bob Cox, Joel
Hochberg and Larry Postaer, all execu-
tive vice presidents and directors of
creative services for the New York,
Chicago, and Los Angeles arms of the
agency, respectively, to the agency’s
board of directors.

Reinhard, who, as a practicing crea-
tive ad man put together award-winning
ads and campaigns for such clients as
General Mills, State Farm Insurance
and McDonalds, wants to continue to
give that segment of the agency a rep-
resentative voice in policy matters.

The new CEO took the opportunity to
pay tribute to the work of his predeces-
sor. He mentioned that Harper first
headed up the agency when it billed
$85.5 million, and noted that it is billing
$775 million today. Reinhard said that
Harper ran a “company in a volatile in-
dustry with integrity and dignity.”

Harper will continue to serve on the
agency’s board of directors as chairman
emeritus. The change of name from
Needham Harper & Steers, Inc., ac-
cording to Harper, is being done to “re-
flect the agency’s current international
abilities and its commitment to growth
in all major advertising markets.

In other developments, Benton &
Bowles, Inc. announced the election of six
of the company’s senior vice presidents
as new members of the board of direc-
tors. They include: Thomas H. Carey,
director of account management; Alice
Goldberg, director of research services;
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Advertising Directory of

Selling Commercials

DOLPHIN PROD., N.Y., COMPUTER ANIMATION

Lender's Bagels « Velv Adv.

{/' NO PRESERVATIVES

nagels

KCMP PRODUCTIONS, LTD., New York

Merfin Corp. ¢ Albert J. Rosenthal

BANDELIER, INC., Albuquergue, NM

MiHion Dollar Movie - WOR-TV

LASZLO PRODUCTIONS, New York
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Roddenberry Pickies « David W. Evans

Bandelier, Inc., Albuquerque, NM

The Boston Five ¢ S & N

KCMP PRODUCTIONS, LTD., New York

WALA-TV/Mobile, Alabama

WA YAV,
MODILE

I-F STUDIOS, INC., New York

Wesibend ¢ Cramer Krasselt
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COAST PRODUCTIONS, INC., Hollywood

Phillip Guarascio, director of media
management; Richard V. Hopple, ac-
count director; Richard N. Levenson,
executive creative director; and William
C. Munro, account director.

Paul Frahm has joined the New York
office of J. Walter Thompson USA as
executive art director. In the newly
created post, Frahm will be working with
creative groups on a broad range of
television art direction and production
assignments.

Formerly associated with Needham
Harper & Steers as a senior vice presi-
dent and associate creative director,
Frahm was instrumental in the launch of
the Amtrak “All Aboard” campaign.

Two new senior vice presidents have
been named at Kenyon & Eckhardt, Inc.:
Johnson Couch, Jr. a management rep-
resentative who joined the agency’s
Boston office in 1973, and came to
K&E/New York three years later; and
Amy Steiner Schafrann, currently di-
rector of marketing research for K&E/
New York, who reports to Charles
Overholser, corporate director of re-
search and strategic planning for the
agency.

Schafrann joined K&E as research
manager in 1979, and, later that year,
became associate director of research. In
1981 she was elected a vice president.
Earlier this year she was named deputy
director of research and strategic plan-
ning.

New campaigns

Sony pushes Betamax

Sony, sensitive to the competitive inroads
being made by VHS-oriented equipment,
has launched a multi-million dollar ad-
vertising campaign on behalf of its Be-
tamax videocassette recorders. Mar-
schalk and Co. is the agency.

The campaign, which was launched on
network TV, September 21, extols the
virtues of the Beta format in general and
the Betamax VCR in particular.

When asked whether or not the cam-
paign was in specific response to the in-
roads made by the VHS format, a
spokesman replies: “We are talking
about the benefits inherent in our
format.

“It’s up to the consumer to make the
comparisons.”

The spots will be seen on such network
staples as Dallas, Hotel, Dynasty, Call
to Glory. Sports, a natural for a replay
machine, includes baseball playoffs,
World Series, Thursday Night (NFL)
Football and College Football Associa-
tion games.



Ir’s the tops: frame from a DM&M
commercial on behalf of United Dairy
Industry Association for cheese
products. Slogan is “Make your
meals sing with real cheese.”

D’Arcy, MacManus Masius/Chicago
has launched a new campaign for its
sfaple client the United Dairy Industry
Association. The network TV campaigns
will be on behalf of fluid milk and cheese.
The fluid milk advertising will be tar-
geted to children, aged 6-12, and to
young adults, 18-34. The theme for the
drive is “Milk’s got more.” The cheese
campaign, ‘“‘Make your meals sing with
real cheese,” is aimed at adults, 25-54.

Rock video director Jay Dubin
(RADIO/TV AGE, June 11), shot three
spots with a rock video approach, fea-
turing rock singer Adam Ant’s new hit
song “Goody Two Shoes,” with prod-
uct-oriented lyrics written by the
agency.

The spots, promoting milk to adults,
are more slice of real life, showing an
overworked caddy, an exhausted wai-
tress and a beleaguered handyman, all
pausing for a glass of milk.

The Republican Convention wasn’t
the last stop for rhythm and blues singer
Ray Charles. The singer left the Ron and
Nancy show and stopped at Lewis, Gil-
man & Kynett, Inc. in Philadelphia to
record his immortal rendition of
“America the Beautiful” as background
for a Black & Decker spot announcing
the power tool company’s donations to
the Statue of Liberty renovation
project.

Foote Cone & Belding/Chicago broke
out a television campaign last month
introducing a new cartoon character
called “runny nose” on behalf of Kim-
berly-Clark’s Kleenex Softique tissues.
The 30-second spot, set to run through-
out the fall and winter on network tele-
vision, was shot by the Minneapolis-
based animation company, Bajus Jones.
Creative credits at FCB/Chicago go to

Lou Centlivre, managing director, crea-
tive department, and creative directors
Steven Foster, Scott Ferraiolo, producers
Chuck Bauer and Jim Martin.

J.C. Penney has kicked off a $22 mil-
lion network and magazine campaign
that will run through the balance of the
year, via N.W. Ayer on behalf of its
fashion oriented department store.

The re-positioning effort carries the
theme, “You’re looking smarter than
ever, J.C. Penney.” The campaign will
talk about the department store’s $1
billion, five year refurbishment program
to modernize its metro-area stores
throughout the country and its revamped
merchandising mix.

Penney is putting $17 million into day
and primetime network television.

Commercials Circuit

Clark Speaks for Skillet

Country Western singer Roy Clark
has just completed four television spots
for Golden Skillet Restaurants, a sub-
sidiary of International Dairy Queen.
Campbell-Mithun, Inc. is the agency.
The spots were produced in Minneapolis
by Fresh Pictures. The spots are the first
Clark has made for the regional fast food
fried chicken chain. The spots will
highlight various products of the chain
including the franchises Big Skillei
sandwich. Clark will “entertain” around
the spots as well as do some product
patter.

Picture Music International has signed
director Jeff Stein for exclusive repre-
sentation for television commercials. The
Hollywood based production house cites
Stein’s work on conceiving and executing
spots for radio stations such as New
York’s WPLI(FM), as a prime consider-
ation in obtaining his services. PMI also
cites Stein’s work for WABC-TV’s Eye-
witness News, nominated for a Clio
Award, as another example of Stein’s
work. Stein, who teams with producer/
editor Kathy Dougherty, also directed the
trailer for the Diana Ross Central Park
concert for Showtime, the cable net-
work.

The Andy Awards, citations presented
by the Advertising Club of New York to
commercial directors among others, will
be chaired by Walter J. O’Brien, vice
chairman and director of multinational
client services for the J. Walter Thomp-
son Co. The international competition is
open to advertising in all media, and this
year the 21-year old creative competition
will feature awards in 32 categories, in-
cluding five new creative and media
segments. Winners will receive an Andy
statue at the Awards ceremony sched-
uled for the spring of 1985.

MAXIMIZE
YOUR PERSPECTIVE

Diphin

roductions Inc.

computer animation
26285930
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INTERNATIONAL PRODUCTION CENTER
514 W. 57 St., NY 10019, 212-582-6530
Production. Post-Production. Duplication

Award Winning Computer Animation and Video Production

Creation to Complefion

DOLPHIN PRODUCTIONS, INC.
140 East 80th St., NY 10021
Phone: (212) 628-5930

Al Stahl shoots
TV SPOTS. . ...
ANIMATICS. . ..
with pan, zooms directly
onto Film or 1” Tape with
Switcher & ADO Re-
quest SAMPLE cassette

AL STAHL ANIMATED
1600 Broadway, NY 10019
Phone (212) 265-2942

Film to tape transfer, audio sweeten-
ing, video editing, stage and mobile
facilities, videotape duplication.

Feigenbaum Productions, a company
that makes its reputation through dis-
tinctive IDs and logos, comes up with a
computerized football player as an inset
signature for The NFL Today over
CBS-TV.

By the end of the current gridiron
season the figure should be all too fa-
miliar 1o fans who watch the dizzying
procession of contests.

The 40-second opening was created by
Feigenbaum and produced at the Com-
puter Graphics Lab of the New York
Institute of Technology. It comprises
more than 150 computer generated 3-D
models. The idea is to animate the foot-
ball player by computer.

The athlete in the opening is a wide
receiver who runs, jumps, jukes and
passes the football to a duplicate of
himself. The storyboard was created by
Feigenbaum in collaboration with Doug
Towey, director of CBS Spots Promotion
. Snapper Power Equipment, a
McDenough, Georgia, based manufac-
turer of rear engine riding lawnmowers,
has asked its advertising agency Henco,
to produce a Television commercial that
shows a 36-foot vacuum cleaner. The
dramatization makes the point that the
Snapper HI-VAC is the “ultimate” in
lawn performance.

Wilson Productions, the in-house
production company for Henco Adver-
tising, produced the spot. The giant
vacuum cleaner was built by Autocraft
of Canton, Georgia . . . AdVenture editor
Chris Kern recently completed a package
of 10 Spanish language spots for Tylenol
via Mendoza/Dillon, its ad shop for the
Spanish market. The group of commer-
cials may currently be seen on Hispanic
stations throughout the U.S. Each tes-
timonial features one woman talking
about how helpful Tylenol proved to be
in relieving pain.

The United Auto Workers, currently
in the news with its labor-management
negotiations, is trying to temper public
opinion with a television advertising
campaign built around the theme
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“America’s future depends on American
jobs.”

“We want to go directly to the
American people with the message that
the UAW is negotiating to stem the
movement of production and jobs out of
the country by the American car com-
panies,” says the union. “We consider
television to be the best medium to do the
job for us in this effort.”

The spots are airing on NBC’s Today
Show, and continue with showings on the
Cable News Network and in 24 major
markets. Greer & Associates, a Wash-
ington, D.C. based agency, helped the
UAW develop the campaign, which uses
union auto workers in three spots, one a
60 and a 30 lift, called Community. The
two 30s are called Pride and Parts.

Studio soundings
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Heywood (r) with systems manager
Gordon

Omnibus Computer Graphics Center, a
house that opened its New York office
carlier this year, has installed a Video
Sequence Processor (VSP) which can
record and store more than four minutes
(8,000) frames of computer generated
pictures which can be played back in real
time in NTSC, PAL or SECAM formats.
In addition, George Heywood, vice
president of the Omnibus Center, says
the VSP can be used for digital editing
and can be expanded to use high defini-
tion television images.

Michael Stauffer, director of mar-
keting at Picture Element, Palo Alto
based producer of the machines, says
Omnibus is the first in a production fa-
cility. The system cost $10 million.

Tape houses continue to take on an
increased number of cable projects.
National Video, which already is the
setting for sexologist Ruth Westheimer’s
Tell It to Ruth, is also taping Weight
Watcher’s Magazine. The 20 half-hour
programs, produced by Ailes Commu-
nications after creation by Doyle Dane
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Reeves Teletape Duplication Center
35-30 38th St. Long Island City, NY 11101
{118) 392-9560

Reeves Teletape
304 East 44th St. New York, NY 10017
{212) 573-8888

MATRIX VIDEO
727 Eleventh Ave., NY 10019
Phone: (212) 265-8500

POST-PRODUCTION
COMPANIES—your tele-
vision prospects read
Television/ Radio Age.
Reach them effectively in
these columns. For infor-
mation call in New York,
(212) 757-8400.

Bernbach’s Storytellers, Inc., feature
Lynn Redgrave as host. The show begins
airing on Lifetime Network on October
1.

Unitel Video Services is doing a
slide-to-tape transfer for a series of
Toyota Automobile commercial spots for
agency Dancer Fitzgerald Sample, Inc.

The spots promote Toyota’s 4-Runner
and CargoVan, and were transferred to
video tape through Unitel’s Rank Cintel
film chain’s computer programmable
lens. The slide transfers will be incorpo-
rated into two 30’s being produced for
New England and New York Toyota
dealers.

Stage 1 at the Complex in West Los
Angeles recently hosted a commercial
shoot for Mitsubishi Motors, The two
shoots, directed by Derek Vanlint on
behalf of his company, McWaters,
Vanlint & Associates, were shot on
35mm film and used “cherrypickers” for
overhead  photography. Rosanne
McWaters was executive producer.
Dixie Thompson produced for Cunning-
ham & Walsh, agency for Mitsubishi.
Vehicles featured in the spots were the
Mighty Max pickup truck and the Ga-
lant.

The Summer Olympics over, Modern
Telecommunications, Inc. in New York
is editing for ABC Video Enterprises a
program with Eleanor Sanger Riger as
producer, for release as a home video-
cassette. The edit took five days, during
which MTI editors were able to pare
down more than 150 reels of material to
produce a 90-minute home cassette
which retails at $29.95.

Deadlines necessitated the use of two
edit rooms, with four MTI editors, Rod
Carabaugh, Ralph van Kuiken, Mitchell
Kress and William Mahler working on
different segments of the program.

Music notes

Levitt kept ‘after school’

Rod Levitt has just completed scoring
and recording the original music for
After School, the second television
commercial featuring the new Milton
Bradley game, Input.

The spot follows two teenagers leaving
school and relaxing at home with the
game. Levitt’s score on his own theme
features the electric guitarist Bob Rose,
fender bassist Jay Leonhart, Chris Par-
ker on drums and Myles Chase on the
keyboard instruments.

Milton Bradley was represented by
Gerry Gedney and Ann Thatcher. The
spot was recorded at Mastermind with
Keith Walsh at the controls.
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| Unir;cl video
Complete Videotape

Production Facilities
Studio—Mobile—Post Production

UNITEL VIDEO
515 West 57 St., NY 10019
Phone: (212) 265-3600

4 East 46 St. NY 10017
Phone: (212) 687-0111

VIDEO DUB INC.

Videotape duplications in all formats,
syndication and trafficking
and unsupervised film-to-tape transfers.

24 hours-a-day, seven days-a-week!

VIDEO DUB INC.
New York (212) 582-9550
Chicago (312) 337-4900

Our unique
digital process PAL
of converting sl
to & from the /

three world /
video standards

NTSC «

DEVLIN PRODUCTIONS INC.
150 West 55th Street NY 10019

Phone: (212) 582-5572

61



—

THE WAVE OF THE FUTURE

As a programming executive, your challenge is
to think creatively for the future . . . to find the
sort of programming that can give your company
the extra edge it needs to win in today’s crowded
telecommunications market. The American
Market for International Programs is the resource
you’ve been looking for.

AMIP IS UNIQUE IN ITS FIELD

AMIP is the only market in the United States
devoted exclusively to bringing non-U.S.
produced programming to you. You'll find the
kind of exciting, successful product that is the
key to any effective new programming strategy
for television and video.

AMIP IS A MARKET—PURE AND SIMPLE

No seminars, no panel discussions, no
lectures. Contacts, negotiations and contracts
are what AMIP 84 is all about. Experience a
market that is international in scope, but as
convenient as Miami Beach

AMIP PROMOTES AMIP IS A PROVEN SUCCESS

COPRODUCTION CONTACTS Var/ety called AMIP 83 “slickly organized, well
With the cost of production reaching as high staffed . ” Broadcasting said ““. . . the event
as $2 million an hour, coproductions make better was a success . . .”;and The Ho//ywood
business sense than ever. And AMIP ’84 is the Reporter noted that AMIP “. . . opens up the
place to meet and negotiate with the foreign U.S. TV market for the world’s broadcasters.”
producers and investors who can share AMIP delivered what it promised in ’83 and

production costs and open up lucrative world-wide expands on that commitment in 1984.

distribution channels.
JOIN THE WAVE OF THE FUTURE

AMIP ’84 puts you on the cutting edge of the
programming industry by giving you a global
perspective—without ever leaving the country.
So think big. Think AMIP '84, the wave of the
future—today.
American Market for International Programs
November 17-20, 1984 MiamiBeach, Florida
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YES: I'minterestedinattending AMIP’84. Please send more information to:
Name o _

Company_ —- == S
Address N I S
City/State/Zip — , S
Telephone

Returnto: Perard Associates, AMIP’84, 100 Lafayette Drive, Syosset, NY 11791,
Telex: 6852011, Telephone: (516) 364-3686
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Keloland TV
Puts Midwestern
Muscle Behind

> '
Your Message;

We're more than a group of TV stations. We're ¢ tradition in & dusy. prosperous
midwest market 100 counties strong. People not only look at us — they look up
to us. Because of superior programming and community service.

Result: Greater advertising impact and selling power. No wondcr so many
national advertisers add midwestern muscle with Kelo-Land TV Consistently

® kelodand tv

Kelo-TV Sioux Falls. S.D. and sateltites KDLO TV, KPLO TV
plus Channel 15. Rapid Ciry

Represented nationalky by Sﬂm In Minneapolis by WAYNE EVANS



Television & Radio Features
the only game in town that offers

. PRIZES!!

BRAND NAME PRL

Television and Radio Features is the unique
promotion service that offers marketing expertise

in sales, client relations, community affairs and

PROMOTE YOUR STATION
most important — station promotions. Our

computerized system of handling and shipping
products will simplify storage hassles and

¢ Increase your audience
And the best part is the merchandise itself. We

* Increase your ratings
¢ Increase your sales
¢ Increase your profit
RUN YOUR OWN PROMOTION
e Bumper Sticker « Remotes ® Write-Ins ¢ Clubs
e Trivia ® Community Affairs
CLIENT TIE-IN
Tie in with an advertiser
and sell a complete package!!!
SPECIAL PROMOTIONS:
e Grocery * Valentine ¢ Easter Candy ® Spring

Car Care * Mom & Dad’s Day ® Summer
Outdoor * Back-To-School * Halloween Candy

e Christmas Toys
SAMPLE CLIENT ROSTER
e DuPont ¢ Textron e Coty ® Sheaffer/Eaton

delivery.
supply top name-brand merchandise for on-air

promotions of all kinds. . .radio or television, big

market or small market.”"We're not a trade
operation. We're not a barter house. We have a

better way!

If this is your year toaggressively promote on the
air, you need us. Call 312-446-2550, or fill in the
coupon. Let our prize and professional experience

and your promotion build some really big

¢ Encyclopaedia Brittanica ® Ames Garden Tools
¢ Teledyne-Water Pic ¢ Longine-Wittnauer
e Carter Wallace, Inc. ® General Electric
¢ Rand McNally ¢ Corning Glass * Houbigant
® Syroco ¢ General Mills numbers for you.
te. - _ = We are interested in your promotion and marketing service. . .
e“s.on especially the on-the-air station promotions.
' lli e Name Phone
E = I[l[ E i 9 [ Title Station
Willow Hill Executive Center
Address -
City, State, Zip

550 Frontage Rd. — Suite 3032
Northfield, IL 60093




Latest Arbitron, Nielsen
market rankings show both
similarities and differences

Minneapolis-St. Paul
gains in both rankings

August

National business (mittions)

+10.4%

1984: $329.4 1983: $298.4

Complete TV Business Barometer details p. 30

Spot Report

Television/Radio Age, October 1, 1984

Rankings of the nation’s Tv markets for the 1984-85 season by Arbitron and
Nielsen show some similarities and a number of differences. For one thing,
Arbitron added three ADIs, while Nielsen’s DMA roster remained the same,
though the latter re-assigned a total of 39 counties from one DMA to another.
Arbitron’s TV household total now comes to 85,061,100; the Nielsen total is
85,330,104 (see pages 83 and 87 for complete market lists).

The new ADIs are Hagerstown, Md., ranked 195th; Flagstaff, Ariz., ranked
205th, and Sarasota, ranked 158th. The Helena ADI has become part of the
Missoula-Butte (Helena) ADI. By carving new ADIs out of existing ADIs,
rankings of some of the latter have been affected. For example, the creation of
the Hagerstown ADI was one of the reasons Washington dropped from 8th to
9th place; Dallas-Ft. Worth moved from 9th to 8th. Also, Tampa-St. Peters-
burg dropped from 17th to 18th in ADI rank, in part because of the new Sara-
sota ADI. St. Louis, thereupon, moved from 18th to 17th. Neither of these
switches occurred among the Nielsen DMAs.

However, in the top 25 markets both Arbitron and Nielsen reported gains for
Minneapolis-St. Paul; Arbitron moved the market from 14th to 13th, while
Nielsen shoved it up from 15th to 14th. Both services boosted Atlanta from
16th to 15th. In the case of Phoenix, Arbitron showed the market moving up
from 25th to 23rd, while Nielsen showed it changing from 25th to 24th. Only
Arbitron changed the Baltimore ranking, moving it up from 22nd to 21st.

On the downside, both Arbitron and Nielsen showed Seattle-Tacoma drop-
ping—Arbitron from 15th to 16th, Nielsen from 14th to 16th. Also, Indianap-
olis dropped from the 24th to the 25th ADI and the 21st to the 22nd DMA,
while Portland, Ore., dropped from the 23rd to the 24th ADI and the 24th to
the 25th DMA. Arbitron alone showed Miami declining from 13th to 14th
place.

Computer spot Tv ad spending in 1st half dips

Although national television advertising for computer hardware and software
by manufacturers in the January/June, 1984, period rose 29 per cent, from
$76.1 million to $98.2 million over the similar period in 1983, spot sales
showed about an 8 per cent decline, from $19.3 million to $17.7 million over
the similar two six-month periods, the Television Bureau of Advertising re-
ports. Contributing to the downslide, were Commodore International and
Warner Communications, two of the top five manufacturer ad spenders. Com-
modore’s spot spending went from $31.500 to $20,500, whi<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>