RADIO ROAD TO HISPANIC PAY-PER-
UPDATE NATPE-ill MARKET VIEW

Spot, network New challenge Spending grows; This time it
forecast; NRMG for game shows radio competition could be viable
progress report/71 in access/78 intensifies/A-1 CABLEAGE/C-6

$3.50

December 9, 1985
imcheing CableAge

Katz. The best.

uc




l OE Created and Produced by Richard S. Kline

in Association with Blair Entertainment.



Everyone wants to strike it rich. To win and win biﬂ;. Now,
your chance is here. With “Strike It Rich.” The new game
show that’s going to make you.a winner.

“Strike It Rich” dazzles. It pulsates. It sizzles. Anc it's
full of non-stop action. Every day of the week.

It’s more than just a game of luck. It's a game of nsks.
Of bold strategy. And quick thinking. Where players must
decide whether to bank their winnings. . . Or go for it all!

And “Strike It Rich” features high technology at its
peak. With a set that’s literally the game board and one of
the largest ever created for a TV game show. It takes six

‘© 1985. Kiine & Friends, Inc.
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cameras just to capture all the action and excitement.

And wait till you catch host Joe Garagiola in action.
He's enthusiastic. Personable. Energetic. And brings
with him a proven network track record.

For sheer excitement, continuous energy and total
audience involvement, you'll strike it big with “Strike It
Rich.”

It's the one new show so spectacular, it makes ratings
success no contest.

Call your Blair Entertainment representative to see
this exciting new program.

= BLAIR ENTERTAINMENT

1290 Avenue of the Americas * New York, NY 10104 « (212) 603-5990
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Long Beach Cablevision Co.

a joint venture between Times Mirror Cable
Television Co., Inc. and Knight-Ridder
Newspapers, Inc., serving 38,000 basic and
64,000 pay television subscribers in Long Beach
and Signal Hill, Caltfornia

has been sold to

Simmons Communications, Inc,
of Stamford, Connecticut

COMMUNICATIONS
EQUITY
_ASSOCIATES

Starshine Cable TV, Inc.

serving 3,100 basic and 2,100 pay television
subscribers in Belleview, Marion Oaks and
Cedar Key, Florida,

has been sold to
Centel Cable Television
Co. of Florida

of Lakeland, Florida

CEA mpresonied the seller
in this transaction. Thae
"
x
1

COMMUNICATIONS
__EQUITY
ASSOCIATES

Senior Secured Debt
has been arranged for
Kennedy Cablevision, Inc.

of Reidsville, Georgia

COMMUNICATIONS
EQUITY
ASSOCIATES

October, 1985

Sold

Scott County Cable TV Co.
serving Onelda and Huntsville, Tennessee

has been sold

to a partnership formed by

Paradigm Communications Inc.

and

First Rock Financial Corp.

A record only.

ol Center COMMUNICATIONS
I W Kennedy Bivd EQUITY
Tampa. FL 33608 813/8778944 __ASSOCIATES

Networks project 13 per cent increase, as overall
growth categories appear to be automotive and retail
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THE

OVERRULE

COMPETITION

There's never been a show as riveting as 38%. And, Detroit and Boston report an
Divorce Court. extraordmary 43% gain over last year's time

Its gripping, real life portrayal of the period. And these are just some of the mar-
human drama behind divorce is winning cus-  kets that have witnessed the unbeatable
tody of a strong and growing audience in strength of Divorce Court.

over 130 markets from coast to coast.

Add the power of Divorce Court to your

In New York, Divorce Court improves the  line-up right nocw. Because passing up an op-
share in its time period by a phenomenal portunity like this would be a crime.
33%. In Philadelphia, 33%. In San Francisco, Source: Nielsen, October ‘85

National Advertising Saies Representative: Orbis Communications, (212) 685-6699
A Blair Entertainment production in association with Storer Communications.

v

BLAIR ENTERTAINMENT

1290 Avenue of the Americas « INew York, NY 10104 - (212)608-5990

€ 1985 Blair Entertaiimeént. All nghts reserved



Honoring
Excellence in
Radlio/ Television
Programming
and Advertising

11th Annual
AWRT. National
Commendation Awards

Each year AWRT. honors excellence in radio and television
programming and advertising that presents women in a
positive and realistic light. Awards will be presented to local
network. cable and syndication entertainment programs,
program segments, documentaries, portraits, news stories,
news series, promotional announcements. commercials,
editorials, public service announcements, talk shows and
children’s programming. Deadline for submission of entries is January
15. 1986. Award winners will be honored at a luncheon at the
Waldorf-Astoria on March 12, 1986.

For more information and entry forms call or write:

o

AWARDS
American Women in Radio and Television
1101 Connecticut Avenue, NW
Suite 700
Washington. DC 20036

(202} 429-5102
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1985, Kiing & Friends. Inc.

its lead-in shares in major markets lixe New York
(+19%), Detroit (+17%), anc Los Angeles (+ 25%),
toname a few * And now jt's ready to bring its assets
to your market.

Big Money, Big

Laughs. Strategy. Tension And big, big ﬁun: Allin Join host Gene Rayburn as he challenges viewers
astpaced haﬂ-hqwrs guaranteed to eamn high inter- tothe mostexciting gameintown. “Break the Bank " It's
st from your audience. the one Programming OPportunity you can bank on,

In fact, “Break the Bank” consistently outperforms

BLAIR ENTEHTAIHMENT

1290 Avenue of the Amencas o New Yorx, NY 10104 @ (212, 603-5990/

“Source: Nieken, October 1985

National Advem'sing Salss P.epresentative: Qrbis Commum'catioms, (212} 685-6699,
Creatediarg Produced by Richard S. Kiine ip association with 81a, Enterainment, SiorerCorrmunicanons and Hubbarg Broadca;nng‘ Inc
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Publisher’s Letter
T e

Drug abuse joins alcoholism
as problem that needs attention

Four years ago TELEVISION/RADIO AGE did an informal survey on
alcoholism in the broadcast business. Not one network, or station, or
station group would acknowledge that it was a problem. The networks, as a
matter of fact, did not have any provision for dealing with this problem,
stating that they prefer to handle it as an individual problem. Today all
three networks have comprehensive programs. The union, NABET, work-
ing out of NBC, however, had instituted a well constructed plan in the '70s,
open to their own members. So successful was this plan over the years that
several executives took advantage of the “treatment.”

In 1983, NBC inaugurated a similar program on a company-wide and
broadened basis. Called The Employees Assistance Program, it is adminis-
tered by the two individuals who ran the NABET program, Henry Eustis
and Mortimer Aronoff. At the same time NABET has continued its own
program. ABC utilized an outside consulting firm, Human Resource
Group, under the direction of Thomas J. Gorey, vice president, employee
benefits and human resources information systems for the ABC Cos. It,
too, is broad-based, helping employees with personal difficulties.

CBS instituted a few years ago for rehabilitation the Employee Consul-
tation Service—dealing with drugs, emotional stress and alcohol related
problems.

The first step in any such treatment is the acknowledgement of a prob-
lem. Denial remains the major enemy of an attempted solution. The symp-
toms are well known—consistent absences or tardiness, contrived excuses,
perennial odor of mouth rinse or oral breath-o-lators. The NABET formula
is structured—first, an admission of the status; second, a drying-out peri-
od; third, a rehabilitation process followed by a period of reorientation.
NABET claimed that about 70 per cent of the persons seeking help were
back at work within two or three weeks.

A new culprit. The presence of alcohol abuse in this industry has a long and
unpleasant history. The constant pressures of a volatile business have been
major factors. A new culprit—also of long duration—has surfaced and
intensified—drug abuse. Different symptoms but one common denomina-
tor—denial.

It was therefore fitting that the Television Bureau of Advertising sched-
uled a session on drug and alcohol abuse at its recent annual meeting in
Dallas. Joe Lodge, a consultant and former newsman with the Rollins
Group, told it like it is and then devoted a well-attended seminar to the
subject. Quoting from the September TELEVISION/RADIO AGE Business
Barometer which showed $464 million of national spot revenues, he cited
competition with an industry far larger—drugs, which accounted for the
spending of $9 billion in September.

It is difficult to convince many TV executives that there is any drug
problem in this industry (as it was difficult to get top executives to admit
that there was any problem of alcoholism).

But, as Fortune observed currently in a front cover story on the “Execu-
tive Addict” (June 24, 1985), “executives have the best prognosis of all drug
addicts . . . they usually have the anchors—loving families, jobs, financial sta-
bility, compassionate colleagues—that increase the probability of recovery.”

ey fat
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Letters

Co-production activity

Your Publisher’s Letter (“Impact of
co-production pacts to be felt in next
year’s schedules,” October 28) was an
interesting comment on international
production.

Among your list of current produc-
tions you could have included those
presently being co-produced through
Primetime Television Ltd./Primetime
Entertainment Inc. They include: Re-
turn to Treasure Island, 10 hours of
family audience action with Disney
Channel, HTV (UK) and WWF (Ger-
many) on a budget of about $8 million;
Nosenko, a two-hour movie story of
the 1944 Russian defector and his re-
lations with the CIA, with HBO and
the BBC with a budget of about $2
million; Seal Morning, two one-hour
family audience story with Central
(UK) and Wonderworks (PBS), with
budget about $1.5 million.

Additionally, we have other current
co-productions with Canada and Rus-
sia making a total of about 30 hours
this year.

In development is a similar volume.
Discussions involve several other U.S.

potential partners as well as other
countries including Australia, France
and Ireland.

RICHARD PRICE

Managing director,

Primetime Television,

London

Licensing business

We appreciate the mention in the Te-
levision/Radio Age article, TV show li-
censing is booming business; owners
set up units (October 28); however,
the title of our new series is Defenders
of the Earth, not “Universe”.

We are very excited by the interest
shown in Defenders of the Earth. Not
scheduled to air until September,
1986, Orbis has already cleared 70 per-
cent of the U.S. television markets, in-
cluding 24 of the top 25 markets, and
King Features Syndicate has licensed
more than 60 product categories to
companies like Lewis Galoob Toys,
Bates Nitewear, Western Publishing,
Pilgrim Sportswear, Ben Cooper, Lee
Co., Pyramid Industries, Obion Co.
and Thermos and Union Underwear.
MAUREEN SMITH
Promotion manager,

King Features Entertainment,
New York

Index reporting

The feature, Cable Insider—'“Nielsen
readies new cable measurement plan”
in your October 28 (CABLEAGE) issue,
includes the following description of a
proposed index reporting system: ““As
explained . . ., the national ratings av-
erage of a given service might be a
0.1—in CAP parlance, expressed as
100. If a local system scores a 1.2 rat-
ing for the same service, the CAP index
for the system would be 120—in other
words, 20 per cent greater than the na-
tional average.”

[ trust that a typesetting error ac-
counts for the index of 120 instead of
the correct figures of 1200. However, if |
the error was planned to gain the at-
tention and thinking of your readers,
you performed an important service.

The hazards of index numbers, par-
ticularly when related to small bases,
are well known but occasionally for-
gotten. This particular plan merits a
special warning to be a careful reader
and a careful user.

GALE D. METZGER
President,

Statistical Research, Inc.
Westfield, N.J.

Editor’s note: The error was typo-
graphical.

- o

He Delivers!

MATT
HOUSTON

68 action-packed hours

Warner Bros. Television Distribution
A Warner Communications Company
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Sidelights

Hyland’s ‘baby’

It’s been 25 years since Robert Hyland
introduced the now-famous “At Your
Service” news-talk-information format
at KMOX St. Louis, but he still watches
it “like a baby.

“If you take it for granted, it’s dead,”
says the KMOX general manager and
CBS Radio vice president. In fact, St.
Louis’leading station (in the spring Ar-
bitron sweep it had a 19.7 share, all
persons 12-plus, average quarter hour,
Monday-Sunday, 6 a.m.-midnight) is
making some adjustments. “We're go-
ing more with two or three different
subjects within an hour instead of one
subject for four hours,” Hyland says,
“more of a People magazine format.”

Hyland’s decision to inaugurate “At
Your Service” in 1960 was due, he says,
to major changes in broadcasting
caused by the growth of television.

“I was seeing the great shows that
used to be on radio—soap operas, dra-
ma serials—all going the way of Tv.
I felt we had to be original, and 1 felt
that at that time people were thirsting

for knowledge and wanted to have
something to say about subjects like
medicine, law, government.”

Network support. CBS, Hyland recalls,
thought his idea was “innovative. They
felt I should take a chance, and they
gave me complete control.” But, local-
ly, “many people guffawed at the idea.”

One of the early skeptics was Jack
Buck, nationally-known sportscaster,
who is sports director of KMOX. Buck,
who joined the station in 1955 as one of
the play-by-play announcers for St.
Louis Cardinals baseball, admits, “I
thought my boss was nuts. I had been
in the business for 15 years, and I
thought you did the same thing as ev-
erybody else but just tried to do it bet-
ter.”

Hyland says the reaction from listen-
ers was “immediate. People felt, for the
first time, they could participate.” For-
tunately, he says, the station already
had some staffers who could handle the
phone-in talk duties. “We had some
people who were very versatile—Rex
Davis (news director), Bob Hardy, Jack
Buck. They were well-read, well-in-
formed people.”

Buck, whose duties quickly extended
beyond sports, says the experience
“doubled my education, just from

Leave your mark on life.

You don't have to move mountains to make a difference

on this earth.

By leaving even the smallest legacy to the American
Cancer Society in your will, you can leave

a loving and lasting impression on life.
And giving life is the greatest way of

leaving your mark on it.

AMERICAN
SOCIETY®

For more information, call your local ACS Unit or write to the

American Cancer Society, 4 West 35th Street, New York, NY 10001,

16

The reaction to the “At Your Ser-
vice” talk format launched by
KMOX St. Louis in 1966 was “im-
mediate,” says g.m. Robert Hy-
land. “People felt, for the first
time, they could participate.”

hearing these people.” Two of the most
memorable guests, he says, were Elea-
nor Roosevelt and the historian Arnold
Toynbee.

“People not only wanted to talk to
somebody,” he says, “they wanted to
learn.”

Buck recalls two instances in which
feelings were so intense that the phone
company couldn’t handle all of the in-
coming calls. One was in 1965 when two
Sisters of St. Joseph nuns who joined
the civil rights march on Selma, Ala.,
were guests of announcer Bob Hardy.
It was an extremely provocative pro-
gram and engendered more than 25,000
calls, taking both sides of the issue.

The other instance, Buck says, was
when the Cardinals traded third base-
man Ken Boyer.

The most spirited exchange in Hy-
land’s memory was a program featur-
ing three governors—Orville Faubus of
Arkansas, John Dalton of Missouri and
Otto Kerner of Illinois—to discuss
school integration. The program, he
says, took place shortly after Faubus
had stood on the schoolheuse steps to
prevent blacks from attending class in
Little Rock.

60th anniversary. Hyland’s “At Your
Service” format may have begun 25
years ago, but KMOX is actually cele-
brating its 60th anniversary this year.
The station was put on the air on De-
cember 24, 1925, by an organization
called The Voice of St. Louis Inc., a
corporation that included Wagner
Electric Co., the St. Louis Globe-Dem-
ocrat newspaper, St. Louis-Southwest-
ern Railway and about five other
groups and/or companies. In 1926, the
United Independent Broadcasters
(CBS) agreed to provide telephone cir-
(continued on page 20)
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FEOPLE'S for the 1986-87 season.

THE PEOPLE’S COURT—-Better than ever!

A Ralph Edwards Production in association with Stu Billett Productions.
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Sidelights (continued)

cuits and to pay $500 weekly for 10
hours of broadcast time.

In 1932, CBS acquired Voice of St.
Louis shares and became the sole own-
er of Lthe station.

Kmox sports director Jack
Buck was one of the early skeptics
about the phone-in talk format.
“I thought my boss was nuts,” he
admits.

Hyland who started his radio career
in 1941 as an announcer at WTAD Quin-
cy, Ill., became general manager of
KMOX in 1955, and one of his first
moves was to add Cardinals baseball.
“I believed then, and I believe now,” he
says, “that radio’s strength lies in be-
coming an increasingly local medium.
And sports is one of the best ways to
capture local loyalty.”

Actually, Hyland considers KMOX to
be “four stations in one—news, infor-
mation, sports and entertainment.”
And he has never regretted the decision
he made in 1960 that set him apart
from the crowd. “A lot of people,” he
recalls with more than a hint of pride,
“just turned on the record machines
and let them roll—like a jukebox ...
We brought people experts from all
over the world.”

Success in Spanish

While more advertisers are investing in
this country’s fast-growing market of
Spanish-speaking consumers than ever
before (see Hispanic Market section,
this issue), both agency and Spanish-
language media executives point to
those advertisers who are still paying
lip-service to the market and whose
comparatively small advertising efforts
targeting Hispanics “are made in the
spirit of ‘placating a minority group in
an attempt to keep them from making

y 9

waves.

Instead, t.ﬁese sources, on both the
buying and selling side agree, the mar-
ket is far mdre effectively approached
the way most advertisers approach the
general market: as an investment on
which they fllly expect to realize a re-
turn, and then some, in terms of in-
creased brang sales.

There are plenty of advertisers who
do use that approach and have found
that indeed it pays.

At KCOR San Antonio, for instance,
they quote Hatsy Godfrey of Lewis &
Thompson Aflvertising who describes a
radio give-a-fay promotion that “de-
livered a line|of more than 300 respon-
dents and lel:l to increased sales that
weekend.” |

Pizza Hut. At Harper & Co. Advertis-
ing, Miami, vice president Alicia Mar-
tinez-Fonts says radio has proven to be
very effectivé for Pizza Hut in South
Florida, and that it’s very cost efficient.
“Pizza Hut regtaurants located in areas
of high Hispanic concentration have
achieved a 20 fo 25 per cent higher sales
volume than those in comparable An-
glo areas.

“We attribyte this directly to several
years of strong radio campaigns in this
south Florida marketplace.”

Also in Miami, Sira D. Galan, an ac-
count executive with wQBA, describes
the experiencd of a client in the medical
equipment rental and pharmaceutical
field. She suggpsted they include a copy
point in theirrcommercial to promote
one of their products in Cuba, to see
what would happen. What happened
was that residents of Cuba called their
relatives in thd Miami area to ask them
to buy the profluct for them. The cam-
paign, says Galan, resulted in a 25 per
cent increase in this product’s sales for
the first two nLonths of the campaign.
And she adds that, though this particu-
lar radio success happened to occur
across the water between south Florida
and Cuba, “This could very well be the
kind of thing gthat could be repeated
across the Rio|Grande, between cities
on the Mexican and U.S. side of the
border.” |
In New Yox;%, at Adelante Advertis-

ing, president Sy Davis observes that in
the general market, television and
print are the way to generate direct re-
sponse, and radio isn’t used too much.
But in the Spanish language market,
says Davis, radio works well. His evi-
dence is the resfilts of Spanish language
radio used to back coupons for New
World Enterpfrise’s “Learn how to
speak English” pourse included in Don-
nelley Marketing’s Carol Wright co-op
mailing to His;%nics.

Adelante usef these mailings to His-
panics in Los Angeles and New York,
and Davis sayq that besides Donnel-

George Huntington, c., exec. v.p.,
operations, TvB, who will retire
next spring after 29 years with
the bureau, receives award of ap-
preciation at recent convention.
Applauding are William G. Moll,
L., retiring TvB board chairman
and president, broadcasting and
entertainment, Harte-Hanks
Communications, and TuB presi-
dent Roger Rice. Huntington has
written and produced every major
TvB presentation, including the
latest one, “Television: the
Growth Medium.”

ley’s own radio advertising reminding
listeners to ‘““Look for your Carol
Wright coupons coming to your mail-
box,” Adelante runs parallel radio for
New World’s language lessons.

The result, he reports, is around
8,000 returns, three years in a row. And
he adds that “To persuade Hispanics
to read a message, fill out a coupon, and
then take the trouble to mail it back is
no small accomplishment. We think it’s
a major victory.”

And he says the New World radio
schedule is only two spots a day for five
days: “If we keep getting back 30 to 50
calls a day, we extend the radio another
week. For our current mailing, as of
early November, we’re already into our
10th consecutive week, and the calls
are still coming in.”

Demonstration program. Also in New
York, Marcella Medina, national sales
manager of WNJU-TV says that Siboney
Advertising has had great success for
Clairol as a result of the five minute
demonstration program it created for
television, showing viewers how to use
Clairol products to achieve more beau-
tiful hair.

She says the program uses a toll-free
line so that viewers can call in and ask
questions about hair care, and that the
people who answer the phone calls are
bilingual.

Back at Adelante Advertising, Davis

(continued on page 24)
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CHECK IT OUT has belly-laughs in
the deli. Giggles in produce. Screams in
frozen foods. And some wild goings-on
back where they cut up the chickens.

Is strictly fresh and guaranteed hilarious,
with Don Adams as the harried manager-
trying to run a perfect market, with
less-than-perfect employees.

\XX\\ Weekly first-run half hours
\\\ \\“\ availab>1/e April, 1986.
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D.L. TAFENER/LTD.

New York (212)245-4630
Atlanta (404) 393.2491
Chicago (312) 529-0074
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Sidelights (continued)

reports that the success of Alpo in the
Hispanic market was based on follow-
ing the findings of market research
about the attitude of Hispanics toward
their dogs.

Among Hispanics, he explains, the
dog is considered a playmate for the
kids, a guardian, and, in fact, a member
of the family. “And the father and the
boys,” he adds, “want a macho dog—a
big shepherd—not the cuddly puppies
you see in dog food commercials target-
ed to the general market. At the same
time, it’s Mom who buys the dog food
and takes care of the dog, so she’s the
main target audience for our commer-
cials.”

Yl
Marcella Medina of wNJU-TV
New York says Siboney
Advertising had great success for
Clairol as a result of a five-minute
demonstration program it created
for television.

And there’s more. In Alpo’s Anglo
advertising, Lorne Greene sticks pretty
much to beef chunks. Anglos, notes Da-
vis, ‘“are beef-loving people—ham-
burgers, steaks, roast beef. Like anyone
else, Hispanics, too, also assume that
‘My dog likes what I like.” The differ-
ence is that what Hispanics like is vari-
ety. That includes pork and chicken
flavored Alpo to change off from the
beef. So our commercials play up the
big macho shepherd and a variety of
flavors.”

Last year’s commercials, says Davis
were animated. He explains that while
alot of general market viewers consider
cartoons as frivolous, “The Hispanic
tradition is one of political cartoons
—cartoons that carry a serious mes-
sage, as opposed to what most Anglos
think of when they see a cartoon, which
is the newspaper comic strips and Bugs
Bunny TV cartoons they grew up with.”

Result? Davis points to SAMI fig-
ures for warehouse movement in Mia-

mi’s Hispani{ areas that show Alpo and
Kal Kan ndck and neck until 1983
when the apimated commercials for
Alpo were fii]St introduced. After that,
the SAMI data show Alpo surging
ahead, and the gap today continues to
be a wide one% in Alpo’s favor.

Fee arrangements. Meanwhile, Frank
Flores, statign manager at wJiT New
York, observes that one thing besides
the growing number of success stories
that could ercourage still wider use of
Spanish language radio would be re-
placement of| the 15 per cent commis-
sion system with fee arrangements at
more agencies.

“The commission on radio in the
general markpt is small to start with,”
explains Flores. “The commission on
the relatively small part of a client’s
total radio bugdget that goes to Spanish
radio is even smaller. But fee arrange-
ments could make it more profitable
for agencies tio work with Spanish ra-
dio, and they!d be less hesitant about
recommending it.”

And an agehcy man adds that for all
of the recent growth of advertising vol-
ume enjoyed by Spanish language
broadcasters, ['It would grow even fast-
er if more stations and reps in the mar-
ket would spend more time selling
themselves pasitively instead of wast-
ing so much fime bad-mouthing each
other and ins%ting on 100 per cent of
the Spanish{language pie only for
themselves.” |

|

Commerdial shortwave

|
If H. D. Norman, Jr., 34, of Opelika,
Ala., has his why, he’ll be selling jeans
and refrigeratprs to listeners as far
away as Austnalia and Zaire via the
world’s first privately-owned high fre-
quency stereo fadio station.

As of next July 4, he expects to
launch NDXE (pronounced “In Dixie”)
Global Radio with a totally commercial
format includir(g live concerts, sporting
events, worldwide phone-in talk shows,
news, international weather reports
and music by the world’s most popular
recording artists.

In addition tp seeking international
advertisers, Narman says, NDXE will
also operate a massive mail order busi-
ness, harking Hack to the days when
Sears, Roebuck owned wLS Chicago
and the call letters stood for “World’s
Largest Store.” “He says listeners will
be able to write dhe station or call direct
to order goods, |which will be shipped
out through the Port of Mobile, Ala. He
says he is looking to acquire or joint
venture with aP established trading
company.

Norman says lhe conceived the idea
for the station with his mentor, the late

3

John Herbert Orr, who founded Orrox
Corp., manufacturer of the CMX video
editor. He reports he has enlisted the
aid of Herb Neu, formerly associated
with CNN Radio Network, and Gene
Taylor former program director and
vice president/general manager of
ABC-owned WLs Chicago.

“A station like NDXE would have
been inconceivable a few years ago,”
Norman asserts, “because HF radio was
not nearly as accessible as it is now.
With today’s inexpensive but sophisti-
cated digital shortwave receivers, you
can dial in a station like NDXE as easy
as dialing a pushbutton phone.”

Although HF transmissions had not
previously been considered a viable
medium for broadcasting ““concert
hall” quality music, NDXE’s superpow-
er 100 kw stereo shortwave transmitter
and 100-foot rotatable log periodic an-
tenna reportedly will deliver over 3 mil-
lion watts of power. Broadcasts will
then be beamed to Europe, the Pacific
and the Americas.

Norman says he has a construction
permit and a broadcast license from
the Federal Communications Commis-
sion that will result in the authoriza-
tion of 100 frequency hours a day from
the International Telecommunications
Union. He notes the physical facilities
will cost just under $10 million and the
capital has been committed by a group
of private investors including Taylor,
Neu and a real-estate oriented group in
Florida.

He expects to inaugurate a wide
range of promotional activities, includ-
ing bumper stickers, listener contests
and 3-D holographic postcards along
the lines of the “QSL cards” collected
by shortwave listeners.

Pioneer rep exec dies

Memorial services were held recently
in Chicago for E. Blake Blair, Jr., re-
tired treasurer of John Blair and Co.,
the firm bearing his brother’s name.
Blair died at the age of 82 following a
lengthy illness.

Blair was treasurer of the firm from
its incorporation in 1935 as one of the
nation’s first national rep firms for ra-
dio until his retirement in 1956. Help-
ing to guide the company through a
time when radio was new and hard to
sell, he often pledged his personal as-
sets as collateral for bank loans neces-
sary to meet payroll. The company was
then headquartered in Chicago.

Says Harry B. Smart, Chicago-based
chairman of the Blair Television divi-
sion of John Blair & Co., “Blake was a
very bright, warmhearted person. He
and John were very close. They shared
an intense personal commitment to the

(continued on page 30)
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Marlo Thomas is

THAT GIRL

136 HALF-HOURS IN COLOR

She’s a girl with proven appeal: five Robert Alda, Sid Caesar, Penny  Make a date with THAT GIRL to-
prime time and three daytime sea- Marshall, George Carlin, McLean day, and she’ll give you something
sons as one of the top performerson Stevenson, Danny Thomas, Carl to smile about!
the ABC Network, consistently at- Reiner, Clors Leachman, Dick Van
tracting young women, teens and Patten and Milton Berle, to name
children. just a few who are always dropping
And friends? She's got some of the by to add to the fun.

funniest in the business, including i
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Sidelights (continued)

company’s success and a strong sense
of loyalty to the people who worked
with them to achieve it.”

Blair’s father, Edward Blake Blair,
Sr., had been advertising director for
McLaughlin’s Manor House Coffee,
based in Chicago. Blair, Jr., and his
mother, Elizabeth Portwood Blair,
were active in Chicago society. Their
splendid, formal attire had become a
familiar sight at Chicago’s annual Eas-
ter Parade. Blair had been an active
member and patron of the Lyric Opera
Company of Chicago, the Art Institute
of Chicago and the Chicago Symphony
as well as a participant in Episcopal
Church activities in the area. He is sur-
vived by his sister-in-law, Mrs. John P.
Blair of Naples, Fla.

‘Citizens’ Summit’

A ‘“‘spacebridge” broadcast between
KING-TV Seattle-Tacoma and Soviet
television is being planned for Decem-
ber 29. Called “A Citizens’ Summit,” it
will feature audiences of 150 to 200 citi-
zens in Seattle and Leningrad speaking

At a press conference announcing

. the “spacebridge” broadcast are

Sturges Dorrance, l., vice presi-
dent and general manager of
KING-TV Seattle-Tacoma, and
host Phil Donahue. Soviet host
Vladimir Pozner, on screen, an-
swered questions via satellite
hookup with Moscow.

directly to each other via satellite. Phil
Donahue will act as moderator in Seat-
tle, and Vladimir Pozner will host in
Leningrad.

The project is being produced by

- - "-"""-"—-"~-""="-"""¥"/"¥"=/"¥"7/"7/ 7/ 7/ /777

|  Please send Television/Radio Age !
| 1270 Avenue of the Americas New York, N.Y. 10020 :
: ONE YEAR—$ 50.00 [] TWO YEARS—$ 75.00[] I
I THREE YEARS—$100.00 [] |
: Name Title :
| Company |
| Address _ :
: City State _ Zip |
I Check ONE box which best describes your business H
| O 01 Nat'l, Reg'l, Local Radio, TV Sponsor/Advertiser i
O 02 Advertising Agency
I O 03 TV Station/TV Network I
| O 04 TimeRep I
| O 05 Radio Station/Radio Netwark I
O 06 Production Post/Productian Company
| a 07 Government/Schools/Libraries/Trade Associations I
| O 08 Film Syndicator/Distributor /Program Supplier |
O 10 Equpment Manutacturer
I
| O 11 MSO Hdqrts/Operation
I O 12 Independent CATV Operaticn |
O 13 Fiancial Institution/Investor/Consultant |
| o 09 Other (please specity)
l Twenty-six issues a year. Newstand price $3.50 per issue. I
| Subscriptions begin upon receipt of pavment. :
Lo e e e e e e e o — e —— e ———

KING-TV, Soviet television and The
Documentary Guild. Multimedia En-
tertainment will syndicate the program
throughout the U.S. and overseas.
KING-TV and its sister stations in Ore-
gon and Idaho will air the show unedit-
ed on the day it is taped. Soviet televi-
sion will broadcast a one-hour version
in January to much of the Soviet
Union.

Cronkite seminars set

Veteran newscaster Walter Cronkite is
preparing for a series of four seminars
at the Museum of Broadcasting in New
York on December 10, 11, 12 and 13.
The topics will be “The Early Days of
Television News and Public Affairs
Programming,” “Coverage of Histori-
cal Events (such as elections, assassina-
tions and the space program),” “The
Evening News: Managing Editor and

Walter Cronkite will conduct four
seminars this week at Museum for
Broadcasting in New York.

Anchorman” and “Television News:
An Assessment.”

In the seminars, Cronkite will ad-
dress such issues as how the news has
been presented, how the nightly news
has developed and how technology has
changed the news. The seminars will
also include discussions about the news
coverage of important events such as
Watergate, the Vietnam War, the as-
sassination of President Kennedy and
the space flight of John Glenn. Select-
ed clips will be shown, and there will be
a question-and-answer period.

War on war toys

War toys and their promotion on relat-
ed animated children’s television series
were the target of a recent protest in-
volving more than 300 groups across
the U.S. and in other countries. The

(continued on page 40)
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& for froublesome time periods...

Nick Adams
Luther Adler
Eddie Albert
Dana Andrews
Tige Andrews
Michael Ansara
Elizabeth Ashley
Ed Asner

Mary Astor

Lew Ayres

Lynn Bari
Barbara Barrie
Richard Basehart
Ed Begley

Ted Bessell
Janet Blair

Tom Bosley
Neville Brand
Beau Bridges
Geraldine Brooks
Red Buttons
James Caan
MacDonald Carey
Jack Carter
Dane Clark

Dick Clark

Hans Conreid
Gary Crosby
Kathryn Crosby
Robert Culp

Kim Darby
Howard DaSilva

Sammy Davis, Jr.
Bruce Dern
Colleen Dewhurst
Bradford Dillman
Ludwig Donnath
Melvyn Douglas
Patty Duke

Peter Falk

James Farentino
Glenda Farrell
Betty Field

Anne Francis
James Franciscus
Edward Franz
Vincent Gardenia
Lee Grant
George Grizzard
Harry Guardino
Joan Hackett
George Hamilton
Phil Harris

Eileen Heckart
Arthur Hill

Steven Hill

Oscar Homolka
Wilfrid Hyde-White
Sam Jafte

Ann Jillian

Van Johnson
Dean Jones

Milt Kamen
Lainie Kazan

Cecil Kellaway
Sally Kellerman
Mike Kellin
Richard Kiley
Eartha Kitt

Jack Klugman
Elsa Lanchester
Piper Laurie
Margaret Leighton
Jerry Lewis
Viveca Lindfors
Robert Loggia
Gavin MacLeod
Strother Martin
Lee Marvin

Kevin McCarthy
Roddy McDowall
Darren McGavin
Burgess Meredith
Gary Merrill
Ricardo Montalban
Chester Morris
Patricia Neal
Barry Nelson
Leslie Nielsen
Sheree North
Carroll O'Connor
Dan O'Herlihy
Maureen O'Sullivan
Michael Parks
Nehemiah Persoft
Suzanne Pleshette

Aldo Ray

Cliff Robertson
Cesar Romero
Katharine Ross
Charlie Ruggles
Janice Rule
Barbara Rush
Alfred Ryder
Telly Savalas
George C. Scott
James Shigeta
Everett Sloane
Kim Stanley
Rod Steiger
Stella Stevens
Barry Sullivan
Gloria Swanson
Marlo Thomas
Franchot Tone
Rip Torn

Robert Walker
Robert Walker, Jr.
Jessica Walter
Jack Warden
Robert Webber
Tuesday Weld
Jack Weston
James Whitmore
Shelley Winters
Donald Woods
Keenan Wynn
Dana Wynter...

along with the eminent Dr. BEN CASEY (Vince Edwards) are currently
making rounds in New York (WNBC), Chicago (WPWR), Dallas (KTVT),
Boston (WQTV) and markets across the country/153 hours.
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W hen we say
We mean Americ

These are just some of the quality pictur

REBECCA—LAURENCE OLIVIER,JOAN FONTAINE * THE SPIRAL STAIRCA
YUL BRYNNER * CAROUSEL—GORDON MacRAE, SHIRLEY JONES * DA
TERRACE—PAUL NEWMAN,JOANNE WOODWARD x IWAKE UP SCREAMINI
FONDA » BYE BYE BIRDIE—JANET LEIGH, DICK VAN DYKE * FUNI
WATERFRONT—MARLON BRANDO, EVA MARIE SAINT * SUMMERTIME-

BALL OF FIRE—GARY COOPER, BARBARA STANWYCK x THE BES’
HEIGHTS—LAURENCE OLIVIER,MERLE OBERON, DAVID NIVEN »* BACK T(

HEPBURN,CARY GRANT * CITIZEN KANE—ORSON WELLES,JOSEPH CO1
JOAN FONTAINE * NOTORIOUS—CARY GRANT, INGRID BERGMAN *» SPEL
JONES, GREGORY PECK x» RUBY GENTRY—JENNIFER JONES,CHARLTON
OF ST.LOUIS—JAMES STEWART % FIVEFINGERS—JAMES MASON «THE }
GEORGE SANDERS * NO HIGHWAY IN THE SKY—JAMES STEWART, MAR
BERNADETTE—JENNIFER JONES * THETHREE MUSKETEERS—DON AM:
ANIMAL CRACKERS—THE MARX BROS. x SCARFACE—PAUL MUNI, GBH
STANWYCK » DETECTIVE—ALEC GUINNESS * LOST HORIZON—RONALLE
MAN—ORSON WELLES * THESE THREE—JOEL McCREA, MERLE OBB
SNATCHER—BORIS KARLOFF, BELA LUGOSI * FIVE CAME BACK—LUCIL

DIN—CARY GRANT,DOUGLAS FAIRBANKS,JR. * KING KONG—FAY WRAY,H
THE LOST PATROL—VICTOR McLAGLEN, BORIS KARLOFF » STAGE DOOR

PECK,CHARLES LAUGHTON » INTERMEZZO—LESLIE HOWARD,INGRID B
ALLAH—MARLENE DIETRICH, CHARLES BOYER * SINCE YOU WENT AW
ROGERS, SHIRLEY TEMPLE » PORTRAIT OF JENNIE—JENNIFER JONES.
STEWART x LITTLE LORD FAUNTLEROY—MICKEY ROONEY, FREDDIE
BARRYMORE * THE WILD HEART—JENNIFER JONES » BILL OF DIVORC

AMERICAN WIFE—JENNIFER JONES, MONTGOMERY CLIFT * NEVERTO
HANGING TREE—GARY COOPER, GEORGE C. SCOTT » RIO BRAVO—JOH:
AFRAID OF VIRGINIA WOOLF?—ELIZABETH TAYLOR, RICHARD BURTON -
McCABE AND MRS.MILLER—WARREN BEATTY,JULIE CHRISTIE » SCARE!
REDGRAVE *THERE WAS A CROOKED MAN—KIRK DOUGLAS,HENRY FONI!

THE GROOM-—BING CROSBY, JANE WYMAN » FOREVER FEMALE—GINGI
TURNING POINT—WILLIAM HOLDEN,ALEXIS SMITH * CAN CAN—FRANK

JONES * DREAMBOAT —GINGER ROGERS,CLIFTON WEBB * ESCAPE—RE)
MEN AND APRAYER—LORETTA YOUNG * HOLLYWOOD CAVALCADE—ALIC
HIGHEST MOUNTAIN—SUSAN HAYWARD, WILLIAM LUNDIGAN * INN OF T
COLMAN » MAGNIFICENT DOPE—HENRY FONDA * MARGIE—JEANNE C
VACATION—JAMES STEWART, MAUREEN O’'HARA * MR. SCOUTMASTER




ovie Ulassics...

Mouvie Classics.

Yve played in 1985 or will play in 1986:

-OROTHY MCGUIRE,RHONDA FLEMING » ANASTASIA—INGRID BERGMAN,
. EARTH STOOD STILL—MICHAEL RENNIE, PATRICIA NEAL x FROM THE
.TTY GRABLE,VICTOR MATURE « JESSE JAMES —TYRONE POWER,HENRY

ADY —-BARBRA STREISAND, JAMES CAAN, OMAR SHARIFF » ON THE

BARINE HEPBURN * OKLAHOMA!—-GORDON MacRAE, SHIRLEY JONES »

ARS OF OUR LIVES—FREDRIC MARCH, MYRNA LOY *» WUTHERING
2 AN—JOHN WAYNE,ANTHONY QUINN « BRINGING UP BABY—KATHARINE

* CORNERED—DICK POWELL x HITCHCOCK'’S SUSPICION—CARY GRANT,
-JND—INGRID BERGMAN, GREGORY PECK » DUEL INTHE SUN—JENNIFER
"ON * THE MUSIC MAN—ROBERT PRESTON, SHIRLEY JONES * THE SPIRIT
-ER—PAUL NEWMAN,JACKIE GLEASON » THE LODGER—MERLE OBERON,
E DIETRICH * RAWHIDE—TYRONE POWER, SUSAN HAYWARD * SONG OF

+ RITZ BROS. * YOUNG LIONS—MARLON BRANDO, MONTGOMERY CLIFT »
€ RAFT, BORIS KARLOFF » BITTER TEA OF GENERAL YEN—BARBARA
IMAN, JANE WYATT « THE LADY KILLERS—PETER SELLERS * THE THIRD
* ALICE ADAMS—KATHARINE HEPBURN, FRED MacMURRAY x BODY
ALL « FLYING DOWN TO RIO—FRED ASTAIRE, GINGER ROGERS * GUNGA

t CABOT « LAST DAYS OF POMPEII —PRESTON FOSTER,BASIL RATHBONE »
THARINE HEPBURN, GINGER ROGERS » THE PARADINE CASE—GREGORY

MAN * ADVENTURES OF TOM SAWYER—WALTER BRENNAN x GARDEN OF
LAUDETTE COLBERT, JOSEPH COTTEN * I'’LL BE SEEING YOU—GINGER
.EEL BARRYMORE » MADE FOR EACH OTHER—CAROLE LOMBARD, JAMES
RTHOLOMEW » THE FARMER'S DAUGHTER—LORETTA YOUNG, ETHEL
INT—JOHN BARRYMORE, KATHARINE HEPBURN * INDISCRETION OF AN

t—MAUREEN O'HARA « TOPAZE—JOHN BARRYMORE, MYRNA LOY » THE
YNE, DEAN MARTIN « RACHEL, RACHEL—JOANNE WOODWARD « WHO'’S
. LONELINESS OF THE LONG DISTANCE RUNNER—MICHAEL REDGRAVE »
{—GENE HACKMAN, AL PACINO * CAMELOT—RICHARD HARRIS, VANESSA
"HEBADNEWSBEARS—WALTERMATTHAU, TATUM O’'NEAL * HERE COMES

)GERS, WILLIAM HOLDEN « HAROLD AND MAUDE—RUTH GORDON » THE
xTRA, SHIRLEY MacLAINE » CLUNY BROWN—CHARLES BOYER, JENNIFER

RRISON * FARMERTAKES A WIFE—HENRY FONDA,JANET GAYNOR » FOUR
YE.DONAMECHE x HOLY MATRIMONY—MONTY WOOLLEY x I’'D CLIMBTHE
BIXTH HAPPINESS—INGRID BERGMAN * LATE GEORGE APLEY—RONALD
{ * MEANEST MAN IN THE WORLD—JACK BENNY » MR. HOBBS TAKES A
JFTON WEBB « MY COUSIN RACHEL—OLIVIA DE HAVILLAND, RICHARD




s continuec

BURTON * NIGHT AND THE CITY—RICHARD WIDMARK, GENE TIERM
MILLION—SONJA HENIE * PEOPLE WILL TALK—CARY GRANT x PR=
JAMES—HENRY FONDA,GENETIERNEY » SEVENTHIEVES—EDWARD G.

SWEET ROSIE O'GRADY—BETTY GRABLE, ROBERT YOUNG *» TAMPICOn
ROBARDS,JR.*THIEVES HIGHWAY —RICHARD CONTE «THETHREE FACE

SONG—JAMES CAAN, BILLY DEE WILLIAMS x BRIDGE ON THE &
MADNESS—WALTER HUSTON, PAT O’'BRIEN * FROM HERETO ETERNITY

DONNA REED » THE FRONT—WOODY ALLEN, ZERO MOSTEL x OLIVER-
CAN'TTAKE IT WITH YOU—JEAN ARTHUR, LIONEL BARRYMORE x GREEs
TREVOR HOWARD * | WAS MONTY’S DOUBLE—JOHN MILLS » LEAGUE OR
MASON, CLAIRE BLOOM * THE NIGHT MY NUMBER CAME UP—MICHA
WINNER—VALERIE HOBSON, JOHN MILLS » SOLONG ATTHE FAIR—JEA|

MILLS, HALEY MILLS » THE WOMEN IN QUESTION—DIRK BOGARDE *
HOBSON'’S CHOICE—CHARLES LAUGHTON » DOCTOR AT SEA—BRIGET
KERR * SOUTH PACIFIC—ROSSANO BRAZZI,MITZI GAYNOR » STELLA D
KAYE, VIRGINIA MAYO » A SONG IS BORN—DANNY KAYE, VIRGINIA M
WIFE—CARY GRANT,LORETTA YOUNG x HANS CHRISTIAN ANDERSON—1I

& THE LADY—GARY COOPER, MERLE OBERON * DODSWORTH—WALTH
BAKER » ABE LINCOLN IN ILLINOIS—RAYMOND MASSEY x ADVENTUs

MATURE, JEAN SIMMONS *» ALLEGHENY UPRISING—JOHN WAYNE, Cl-
OAKLEY—BARBARA STANWYCK » BACHELOR AND THE BOBBYSOXER-
NIVEN » BADMAN'’S TERRITORY—RANDOLPH SCOTT » BERLIN EXP-
STEAL—ROBERT MITCHUM, WILLIAM BENDIX » BLACKBEARD, THE PIRI
MITCHUM » CAREFREE—FRED ASTAIRE, GINGER ROGERS * CHRIST(
TREVOR » CROSSFIRE—ROBERT YOUNG, ROBERT MITCHUM » DEADLh
SINATRA,JANE RUSSELL,GROUCHO MARX * ENCHANTED COTTAGE—R®
GRANT x EX-MRS. BRADFORD—WILLIAM POWELL, JEAN ARTHUR *» EX}
TOM CONWAY » FALLEN SPARROW—JOHN GARFIELD, MAUREEN O’Hx
ASTAIRE, GINGER ROGERS * FORT APACHE—JOHN WAYNE, HENRY FON!
ROGERS * GREAT MAN VOTES—JOHN BARRYMORE » HOLIDAY AFFAIR-
LAUGHTON,MAUREEN O'HARA *THE INFORMER—VICTOR McLAGLEN x k
DUNNE, BARBARA BEL GEDDES » IRENE—RAY MILLAND * ISLE OF THE
FEAR—ORSON WELLES » JUDGE STEPS OUT—ANN SOTHERN x KITTY FG
LOCKET—ROBERT MITCHUM » LUCKY PARTNERS—GINGER ROGERS, R
MANTON—BARBARA STANWYCK,HENRY FONDA * MAGNIFICENT AMBER
MOORE * MR. & MRS. SMITH—CAROLE LOMBARD, ROBERT MONTGOMER
MR. LUCKY—CARY GRANT * MURDER MY SWEET—DICK POWELL » MY

NONE BUTTHE LONELY HEART—CARY GRANT » ONCE UPON A HONEYM
KIRK DOUGLAS » QUALITY STREET—KATHARINE HEPBURN » RACHEL A
ROOM SERVICE—THE MARX BROS. » SET-UP—ROBERT RYAN » SHA
RIBBON—JOHN WAYNE * SINBAD THE SAILOR—DOUGLAS FAIRBANKS
WEST—DICK POWELL » STORY OF VERNON AND IRENE CASTLE—FRED




NORTH TO ALASKA—JOHN WAYNE, STEWART GRANGER » ONE IN A
ER OF SHARK ISLAND—WARNER BAXTER » THE RETURN OF FRANK
SON,ROD STEIGER » SLAVE SHIP—WARNER BAXTER, WALLACE BEERY »
ARD G. ROBINSON » TENDER IS THE NIGHT—JENNIFER JONES, JASON
VE—JOANNE WOODWARD * LIFE OF REILLY—WILLIAMBENDIX » BRIAN’S
KWAI—WILLIAM HOLDEN, ALEC GUINNESS * CAPRA’'S AMERICAN
NK SINATRA, BURT LANCASTER, MONTGOMERY CLIFT, DEBORAH KERR,
ER REED » PLATINUM BLONDE—JEAN HARLOW, LORETTA YOUNG » YOU
R DANGER—ALASTAIR SIM x | SEE A DARK STRANGER—DEBORAH KERR,
TLEMEN—JACK HAWKINS,NIGEL PATRICK x THE MAN BETWEEN—JAMES
EDGRAVE * THE OCTOBER MAN—JOHN MILLS * THE ROCKING HORSE
MONS +« THE STRANGER’S HAND—TREVOR HOWARD * TIGER BAY—JOHN
ENDER HILL MOB—ALEC GUINNESS » ODD MAN OUT—JAMES MASON *
RDOT * HAMLET—LAURENCE OLIVIER » BLACK NARCISSUS—DEBORAH
S—BARBARA STANWYCK « THE SECRET LIFE OF WALTER MITTY—DANNY
* THE ADVENTURES OF MARCO POLO—GARY COOPER » THE BISHOP’S
Y KAYE,FARLEY GRANGER *THE LITTLE FOXES—BETTE DAVIS » COWBOY

STON, DAVID NIVEN » KAZAN’S BABY DOLL—KARL MALDEN, CARROLL
BALTIMORE—SHIRLEY TEMPLE » AFFAIR WITH A STRANGER—VICTOR

TREVOR * ANGEL FACE—ROBERT MITCHUM, JEAN SIMMONS » ANNIE
Y GRANT, MYRNA LOY * BACHELOR MOTHER—GINGER ROGERS, DAVID
—MERLE OBERON, ROBERT RYAN * BIG SKY—KIRK DOUGLAS x BIG
MAUREEN O’HARA, WILLIAM BENDIX » BLOOD ON THE MOON—ROBERT
'R STRONG—KATHARINE HEPBURN * CRACK-UP—PAT O’BRIEN, CLAIRE
T DAWN—SUSAN HAYWARD, PAUL LUKAS » DOUBLE DYNAMITE—FRANK
T YOUNG,DOROTHY McGUIRE » EVERY GIRL SHOULD BE MARRIED—CARY
MENT PERILOUS—HEDY LAMARR » FALCON SERIES—GEORGE SANDERS,
* FLYING LEATHERNECKS—JOHN WAYNE * FOLLOW THE FLEET—FRED
THE FUGITIVE—HENRY FONDA » GAY DIVORCEE—FRED ASTAIRE, GINGER
ERT MITCHUM, JANET LEIGH * HUNCHBACK OF NOTRE DAME—CHARLES
ME ONLY—CAROLE LOMBARD,CARY GRANT » | REMEMBER MAMA—IRENE
D—BORIS KARLOFF * JOHNNY ANGEL—GEORGE RAFT * JOURNEY INTO
:—GINGER ROGERS * THE LITTLE MINISTER—KATHARINE HEPBURN = THE
ALD COLMAN * MACAO—ROBERT MITCHUM, JANE RUSSELL » MAD MISS
IS—JOSEPHCOTTEN * MIGHTY JOE YOUNG—ROBERT ARMSTRONG,TERRY
'MR. BLANDINGS BUILDS HIS DREAM HOUSE-——CARY GRANT, MYRNA LOY *
DRITE WIFE—CARY GRANT, IRENE DUNNE x NOCTURNE—GEORGE RAFT *»
i—CARY GRANT, GINGER ROGERS * OUT OF THE PAST—ROBERT MITCHUM,
FHE STRANGER—WILLIAM HOLDEN,ROBERT MITCHUM, LORETTA YOUNG *»
WE DANCE—FRED ASTAIRE, GINGER ROGERS » SHE WORE A YELLOW
., MAUREEN O’HARA * SISTER KENNY—ROSALIND RUSSELL » STATION
AIRE, GINGER ROGERS » SWING TIME—FRED ASTAIRE, GINGER ROGERS »

to be continued..
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MAJOR BROADCAST MEETINGS,
SEMINARS AND CONVENTIONS 1986

1986

January 5-9

January 17-21

February 1-4

February 10-14

Association of Independent Television Stations,
Century Plaza, Los Angeles
December 23, 1985 Issue
NATPE International
New Orleans Convention Center
January 13, 1986 Issue
Radio Advertising Bureau Managing Sales
Conference, Amfac Airport Hotel, Dallas
January 20, 1986 Issue
International Television; Film & Video
Programme Market, Monte Carlo
Television/Radio Age International February Issue

March 15-18 National Cable Television Association, Dallas
March 14, 1986 Issue
April 13-16 National Association of Broadcasters, Dallas
April 14, 1986 Issue
April 24-29 MIP, Cannes
Television/Radio Age International April Issue
April 27-28 CAB Conference
April 28, 1986 Issue
April 27-30 Broadcast Financial Management Association
Century Plaza, Los Angeles
April 28, 1986 Issue
May 7-14 Golden Rose of Montreux
Television/Radio Age International April Issue
May 18-21 CBS-TV Affiliates, Century Plaza, Los Angeles
May 12, 1986 Issue
June 3-6 ABC-TV Affiliates, Century Plaza, Los Angeles
May 26, 1986 Issue
June 8-11 NBC-TV Affiliates, Hyatt Regency, Maui, Hawaii
June 9, 1986 Issue
June 11-15 Broadcast Promotion & Marketing Executives/Broadcast
Designers Association, Loews Anatole, Dallas
June 9, 1986 Issue
June 19-22 NATPE International Production Conference
Adam’s Mark Hotel, St. Louis
June 9, 1986 Issue
July 24-26 Eastern Cable Show, Atlanta

August 26-29

July 21, 1986 Issue
RTNDA Conference, Salt Palace Convention Center, Salt Lake City
August 18, 1986 Issue

Sept. 10-14 NAB and NRBA Conference, New Orleans Convention Center
September 1, 1986 Issue
Oct. 27-31 MIPCOM, Cannes
Television/Radio Age International, October/November Issue
Nov. 3-7 The London Market, Gloucester Hotel, London
Television/Radio Age International, October/November Issue
Nov. 17-19 TVB Annual Meeting, Century Plaza, Los Angeles

November 10, 1986 Issue

* Television/Radio Age will have coverage and bonus distribution at these meetings.

Television/Radio Age, December 9, 1985




Through these portals
pass the most beautiful people
in the world!

—— =SS0l B R N o o e diaes O il | o -—-—’ .-.-:—; -
r— ;_'__.'l: T N j‘ ;;;x,z ;L‘E—uii“‘_izl o s = " — - > __‘
- . e —=——g — - -

) 4

Ih

L 3
l o -

i

:‘;?Jif_il li?!

g
iy

_‘"?I;;
il

N .' l o
=R
LR !

e
Y

W18-34/w18-49/w25-54.
M18-34/M18-49/M25-54.



4




Superb young adult demos
are the strength of “St. Elsewhere’’

[t reaches more women 18-49
and 25-54 in every thousand
households than any other prime-
time series!

Superb young adult demos
are the product of “St. Elsewhere's”
emotion-packed, award-winning
drama...its crisis-charged hours
with comic relief.

Superb young adult demos
are the most saleable commodity
in television audiences today.

‘our lucrative alternative is..

St. Elsewhere

Another MTM production from

Victory Television

New York (212) 687-1516, Chicago (312) 790-3030,
San Francisco (415) 388-4030, Atlanta (404) 980-2552

Source: NTE 198%-85 season averages.



Sidelights

(continued from page 30)

protest involved educational picketing
and leafletting at toy stores, church
vigils, protests at toy company corpo-
rate headquarters and war toy burials
in over 100 cities.

The cooperative effort, originated by
the Alliance for Non-Violent Action in
Canada, includes church groups and
peace groups as well as organizations
like the National Coalition on Televi-
sion Violence (NCTV).

NCTV has completed a monitoring

of war cartoons on U.S. television that
it says are pushing the 600 per cent
increase in war toy sales over the past
three years. NCTV reports there are
now 10 different war cartoons showing
Monday through Friday nationwide,
with another six already in production
for 1986. It points out the key sponsors
of these programs are companies that
produce war toys and that four of the
top five and seven of the top 10 toys in
the U.S. are violent in nature.

NCTYV reports that the average war
cartoon has 41 acts of violence per
hour, with an attempted murder every
two minutes. It says the most violent is

i

$13.95 hardcover, 220 pages, 16
pages of black and white photo-

graphs

“For years the term ‘Top 40’ and
the name Rick Sklar were synon-
ymous. They both meant the
best in rock music. If you are
fascinated by the world of music,
its stars, its jungle warfare, its
fights for survival, then read Rick
Sklar's autobiography of the rise

of rock radio in America.”
—Clive Davis, President

Arista Records

THREE DECADES OF RADIO & ROCK'N ROLL

ROCKING AMERICA How The All-Hit
Radio Stations Took Over by Rick Sklar

“Without question, Rick Skiar
is the Dean of Contemporary
Radio Programmers, and the
man most responsible for
making the term ‘Top 40’ a
household word.”

—Michael L. Eskridge
V.P. RCA Home Info. Systems

ROCKING AMERICA traces
the rise of rock 'n roll radio,
fromits originstoits explosion
across the country and be-
yond, as it was experienced
by Rick Sklar as a radio pro-

grammer,

Rick Sklar is a radio and
music video program consul-
tant and was formally a con-
sultant for ABC-TV’s music
video programs. He has been
program director at New York
radio stations WINS, WMGM,
and at WABC, which he built
into ‘‘the most listened-to
station in the nation.”

N

8 Please send me copies of ROCK-
}ING AMERICA @$15.50 each (includes
: postage)

]
:Name § ; S

[ ]
: Address _— _

o
| — = = —
H y

[]
: State - 2Zip .

§ Payment must accompany order. Return:
1 coupon to: TV Radio Age, 1270 Avenue of :

§ the Americas, NY, NY 10020
|

G.1. Joe, with 84 acts of violence per
hour, followed by Challenge of the Go-
bots, Transformers, She-Ra, Princess
of Power, Thundercats, Jayce and the
Wheeled Warriors, Voltron, M.A.S.K.
and He-Man, Masters of the Universe.

NCTV estimates that the average
American child will see 800 advertise-
ments on TV this year promoting war
toys and some 250 episodes of war car-
toons “produced to sell these toys.” It
holds this is the equivalent of 22 days of
classroom instruction in warfare. It
says national war cartoon program-
ming in the U.S. has increased from
one-and-a-half hours per week in 1982
to 27 hours in 1985. It adds that total
sales of war toys, games and toy guns
will total $1.3 billion in the U.S. alone
this year.

Heavenly mission

Although it took the disciples of Chris-
tianity well over 1,000 years to promul-
gate the word throughout the world,
things are moving a lot more quickly
today. A major example of this is an
event claimed to be the largest live in-
ternational satellite link-up ever—Ex-
plo 85: the Campus Crusade for Christ
International, a worldwide conference
on discipleship and evangelism.

The December 28-31 videoconfer-
ence will be telecast live via satellite for
two hours a day from seven locations
throughout the world. Some 500,000
persons are expected to participate di-
rectly in the network of conferences,
which will link more than 90 locations
in some 55 countries and territories.
The conference is also signing up cable
systems to carry the conference, and
more than 350 reportedly have been
firmed up for the U.S. alone.

The technical aspects are being coor-
dinated by Victory Communications
International, a Scottsdale, Ariz., com-
pany which produces videoconferenc-
ing for religious and nonprofit organi-
zations. Michael Clifford, president of
that firm, says domestic satellites in
the U.S,, Brazil, India and Europe plus
six international satellites will be used
for the event. He expects also to use the
Indian Ocean satellite for the first time
ever on this type of project.

“This is an extremely intricate
broadcast to execute because of its
size,” Clifford explains, “particularly
the many different channels required
to transmit the signals. We are coordi-
nating more than 20,000 technical peo-
ple associated with seven different pro-
duction companies from seven differ-
ent countries who will be situated in
hundreds of locations. Qur biggest
problem at this time is a human one-
—how to overcome the language bar-
riers.”
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Tele-scope

Game show-itis spreads
as NATPE gets closer

Game show fever has probably never been hotter.
Some syndicators going into the upcoming NATPE
convention are throwing out at least two game shows
into the mix; at least two stations are looking to enter
the game show sweepstakes; and a station group has
already gotten a go on its produced game show strip.
On the syndicator end, MGM/UA is planning to in-
troduce three game shows at the January parley.
These are Love, Me, Love Me Not; That’s Show Biz;
and The Fame Game. Orion has High Rollers and
Hollywood Squares; Lorimar/Telepictures has Press
Your Luck and Million Dollar Chance of a Lifetime
and The Program Source will introduce Card Sharks
and Now You See It.

On the station level, at least two outlets are looking
at bingo to syndicate their locally-produced game
shows. KGMB-TV Honolulu is talking to syndicators
on distributing its series, $9,000 Jackpot Bingo to be
called All American Bingo on U.S. shores; and Grif-
fin Television is looking for either syndication or a
franchise agreement for its new local program, Jack-
pot Bingo. The All-American Bingo strip was rated
the top show in the time period over the past several
months. Already picked up by KOIN-TV Portland,
Ore., KQHA-TV Quincy-Hannibal and wsaz-Tv Hun-
tington, W. Va., the CBS affiliate show will be pro-
duced on location in Waikiki Beach and features
hosts Kirk Matthews and Karen Keawehawaii (see
TV/RADIO AGE, issue, November 25).

Enthusiastic response. The Griffin Television half-
hour strip is currently airing on CBS affiliate
KWTv(TV) Oklahoma City, where it is said to have
been met by enthusiasm both on the audience and lo-
cal advertiser level. Still another locally-produced
game show, On the Spot, is airing on KGW-TV, King
Broadcasting station in Portland. At this point, its
creators are not in the syndication marketplace with
the show, but speculation is that if the strip does
well, the station may seek a syndication route down
the road.

A fourth game show, Crosswits, is a production of
Crossedwits Productions and Outlet Communica-
tions, and already is a “go” for a September, 1986,
start. Production of the show begins in February,
1986. The game show is based on the program which
aired nationally on more than 60 stations from 1976—
1981.

Three focuses at SMPTE

Three key areas of interest will provide the focus for
papers and equipment exhibits at the 20th Annual
Television Conference of the Society of Motion Pic-
ture and Television Engineers (SMPTE) February 7-

8 at the Marriott Hotel in Chicago: multi-channel
television audio, digital television tape recording
(DTTR) and television post-production techniques.

The recent recommendation of a component digital
TV tape recording standard for worldwide program
exchange by two study groups of the International
Radio Consultative Committee (see Spot Report, No-
vember 25) will make for particular interest in two
entire sessions devoted to digital television tape re-
cording. According to SMPTE editorial vice presi-
dent Howard T. LaZare, the papers collectively will
provide a complete overview of the D'T'TR system and
the first definitive description of the type p-1 for-
mat.

Digital papers. Among the subjects covered by pa-
pers will be a history and background of digital tele-
vision recording, user requirements, magnetic media
for digital television tape recording, the cassette de-
sign of the type D-1, its mechanical design, its electri-
cal design, video processing, audio and timecode sys-
tems, error control, data shuffling, optimization by
simulation, and a study of measurements and diag-
nostics.

The companies to be represented at the DT'TR ses-
sions include Ampex Corp., Robert Bosch Corp.,
Canadian Broadcasting Corp., CBS Inc., Indepen-
dent Broadcasting Authority, Sony Corp. and the 3M
Co.

In the multi-channel television audio session, pa-
pers will explore the recording of stereo productions,
the broadcast methods, and the design of television
receivers for stereo sound. In the area of post-produc-
tion, topics will include digital special effects, sound
processing and editing.

Getting csms promoted

One of the problems discussed by Television Bureau
of Advertising board members at the recent annual
meeting in Dallas was the fact that news directors,
program directors and financial vice presidents are
more frequently getting promoted to general man-
ager, as opposed to general sales managers getting
the job, in major station groups. An outgrowth of
such discussions will be a new course, designed to
give GSMs the kind of understanding of long-range
planning and problem-solving these other executives
have, reports TvB president Roger Rice.

A one-week course for GSMs concentrating on fi-
nancial management, human resources and business
strategy has been set for July 13-18 at Harvard Busi-
ness School, using an all-Harvard faculty and the
Harvard case history study method. The course will
accommodate 30-35 sutdents and is planned to be an
annual event, says Rice.

Elaborating on the need expressed by the board,
Rice says, “News directors, program directors and fi-
nancial vice presidents are getting promoted in the
major groups because they are measured long-range.”
Meanwhile, GSMs are dealing in an environment of
“business bought this Friday to start last Wednes-
day—*‘and give me makegoods.’ ”’

92
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Tele-scope (continued)

For non-salespeople. Meanwhile, TvB will continue
to do its bit for general managers who did not come
up through sales. In 1986, TvB will expand “Market-
ing Your Station for Success” from two to three
classes during the year. These are set for January 28—
30, April 22-24 and August 12-14. This course for
non-sales people was inaugurated in 1985.

In 1986, the three-day TvB/Sterling Institute semi-
nars for sales executives, says Rice, will be highly tar-
geted. A separate seminar each will be held for the
first time for general sales managers, national sales
managers and senior sales executives looking to en-
hance their productivity. No dates have been set yet.

The year’s activities will come under the eye of E.
Blake Byrne, who was elected chairman of the TvB
board of directors, succeeding William G. Moll, presi-
dent, broadcasting and entertainment, Harte-Hanks
Communications. The new top elected official is
group vice president/television, Lin Broadcasting
Corp.

Vendor support programs

The increasing emphasis being put on vendor sup-
port programs by television stations was evident at
the recent TvB meeting where a full session was de-
voted to the topic.

One of the participants, Bill Scaffide, general sales
manager of WUAB(TV) Cleveland, a Gaylord indepen-
dent, stressed the importance of producing a video
tape to present, as part of the sales pitch, to vendors.

Among key elements in the video tape, he said,
should be: “Background data about the stores; mar-
ket position of the stores; sales volume and anticipat-
ed growth; areas of special or unique merchandising
and point-of-purchase displays.”

The tape, he emphasized, should also include im-
portant information about the market. “Visuals,” he
said, “should include an area map indicating store lo-
cations and their accessibility. Another suggested
shot could include an aerial view of the city to dem-
onstrate the vast potential reach of the market.

“After you've effectively covered the salient facts
about your market,” he continued, “be sure to take
the next opportunity to demonstrate and educate
your vendors about the finest aspects of the retailer’s
outlets. Here your copy and visuals should really sell
the prospective vendor.”

Then, he said, comes the pitch for television. “Re-
member,” he said, “the crucial element in this multi-
level market plan is television.

Nuts and bolts. Next are the nuts and bolts. “Define
and outline your multi-level elements within your
vendor support campaign. Begin with your television
strategy, show and tell your number of gross rating
points and the power of television through reach and
frequency.

“Move next into newspaper and point-of-purchase
support, any radio that might be involved in your

media mix and, finally, discuss how store employees
will be trained and educated about the finer features
of that particular vendor’s products.

“The next step,” he continued, “is to help the ven-
dor, who may not have a strong television back-
ground, in understanding television production.”

The final step, he said, is “to define how the ven-
dor participates. This is your close. Make signing the
agreement as easy as can be, re-cap the reasons why
the vendor will want to participate.”

WuaB, Scaffide explained, became determined to
pursue vendor support about five years ago because
“we decided that our future growth was not just
fighting with the other stations in the market for a
larger slice of the existing pie.”

The station’s first experience was with a small dis-
count store chain for which it raised $95,000 in six
weeks—all new business and all exclusive to WUAB.

In addition, said Scaffide, “we never had to talk
about cost-per-1,000s, cost-per-points, reach, fre-
quency, etc. All we had to do was say that we could
move merchandise and we would make the cash reg-
ister ring—and we did it!”

Rocky start. Another speaker at the TvB session, Bill
Jenkins, vice president and general manager of
WXIX-TV Cincinnati, said a vendor program appealed
to the Malrite indie because it was a way “to make
times sales where the criteria was something other
than which station had the lowest cost-per-point or
the highest rated news. We also believed offering a
vendor program would enhance our image as an ag-
gressive, client oriented broadcaster.”

The station got off to a rocky start. “After nine
months,” Jenkins recalled, “the vendor program
wasn’t even breaking even—Ilet alone making any
money.” But the station persisted. “Despite dubious
results and misfires,” Jenkins said, “we still felt ven-
dor could be successful—the market was right, the
station was strong, the sales force was still looking for
new ways to generate additional dollars to make our
revenue goals.”

A key step in the right direction was finding the
right person to direct the program. “We decided we
needed a true specialist—an individual that knew re-
tail but not necessarily television. We were fortu-
nate,” Jenkins continued, “to find an individual in
our market who had been an advertising/merchandis-
ing manager for a local mass merchandiser—this in-
dividual has been involved in buying, advertising,
merchandising and, in fact, doing in-house vendor
programs. Fortunately, this individual had peaked in
his earning capacity and was looking for a new chal-
lenge.”

Compensation plan. The station developed a com-
pensation plan “wherein our retail vendor specialist
could earn as much as all but our top billing account
executives.” Under the plan there is a “healthy base
salary plus a quarterly bonus if agreed upon goals—
new dollars—are reached through the vendor pro-
gram.”

Once a retailer commits to a vendor program,
WXIX-TV’s specialist (called market development di-
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Tele-scope (continued)

rector) coordinates four key steps:

1) Production of a vendor tape, done at no charge.

2) Development of a vendor brochure (media
package).

3) Arrangement of facilities to be used for a ven-
dor meeting.

4) Issuance of a commercials production credit
equal to 10 per cent of the dollars invested on the sta-
tion from the program,

Is the vendor program now paying off?

“Since we restarted and reorganized at the end of
September, 1985, Jenkins pointed out, “we’ve raised
a total of $176,000 from four accounts for the fourth
quarter, of which approximately $75,000 was invested
in our station. We have 15 additional programs in
various states of development and more coming. Our
goal for 1986 is $500,000—new dollars for our station
from vendor.”

Video press releases

TV station news departments report they are now
getting up to several video news releases a week, but
those queried say they are rarely used. It’s not a mat-
ter of policy, they say, but more a case of feeling they
can do better with their own resources.

“There’s nothing evil about them per se,” says
John Corporon, senior vice president for news at
wPIX(Tv) New York.

“When, during the Tylenol poisoning scare, they
came out with a video showing their new foolproof
bottle, if our only option for showing it was to take it
from them, we would have.” He recalls one instance
of using handout footage: An oil company drilling off
the New Jersey shore would not allow external per-
sonnel on the rig because of proprietary information
and safety precautions, so the company’s footage was
accepted.

Jack McCracken, news anchor at WCCB-TV Char-
lotte, reports only “bits and pieces” of handouts on
health and science have been used: “They say they’re
for unrestricted use, and that’s what we do.” Ed
Coghlan, news director of KCOP(TV) Los Angeles,
views these handouts as “the same as a mailed press
release—a controlled way of disseminating informa-
tion” and doesn’t believe his station has used any.

Only one instance. At KSNT-1'V Topeka, Terry
Leatherman, assistant news director, only recalls one
instance of use—a report on Colorado ski conditions
coming from a resort there.

Holly Steuart, executive producer of news at
WTOG-TV Tampa-St. Petersburg, views most hand-
outs as attempts to obtain free commercial time. She
has refused to use satellite feeds from Disney World
on special events, but occasionally satellite feeds
from the state’s two senators, via the Senate Demo-
cratic and Republican Conferences, have been used—
when they’re newsy enough, and with attribution to
the source of production.

NHK to exhibit HDTV

NHK Japan Broadcasting Corp. will demonstrate
high definition TV in its first appearance as an ex-
hibitor at the NATPE convention in New Orleans.
Its display will use 18- and 30-inch monitors, a three
meter projection type screen and a live camera.
NHK’s 1,125-line system has given birth to the pro-
posed standard of the International Radio Consulta-
tive Committee (see TV/RADIO AGE, November 25,
page 51).

NHK'’s booth will be set up under the aegis of
NHK Enterprises, a new subsidiary established to
spearhead NHK'’s entrance into the international
marketplace. Keiji Shima, general managing director
of NHK Japan Broadcasting Corp., will attend.

At the same time, NHK Enterprises will feature
new programs for the U.S. market, including an Eng-
lish-language version of popular Japanese series,
Oshin, and Mumyo, a 1985 International Emmy
Award finalist in the performing arts.

Telepix insurance concept

Lorimar-Telepictures has implemented its first pro-
gram insurance concept. The company will drop
Catch Phrase and will replace the game show with
The Perfect Match, described by Peter Temple, vice
president, Telepictures, as a comedy game show
which takes a peek at the private lives of husbands
and wives. Match will start on January 13 on stations
which choose to exercise their option on picking up
the insurance show. More than 100 stations are airing
Catch Phrase, and it’s likely that most of the outlets
will take Match. Phrase, as is the case with most of
the new game shows which entered the first-run syn-
dication route in September, has been performing
poorly, and Telepictures decided to cancel the show
after 17 weeks of airing.

Match gives stations the opportunity of getting a
new show at no extra cost for the run of the one-year
contract they signed for Catch Phrase , says Temple.
Phrase was sold via cash plus one minute of national
sale for Telepictures. The same arrangement applies
for Perfect Match, says Temple.

NBC primetime win

NBC-TV won the November primetime sweeps by
exhibiting strength across-the-board. In its first No-
vember win in more than 10 years, NBC pulled down
a 17.8/27, while CBS-T'V earned a 17.2/26 and ABC-
TV a 16.0/24. The ratings and shares were identical
in both the Arbitron and Nielsen sweep dates, an un-
usual occurrence.

The current Number 1 primetime web also
achieved a 17.8 household rating for regularly-sched-
uled programs (regular series plus move nights) and a
17.4 rating for regular series only. CBS was, as usual,
strong in regular series, David Poltrack, the CBS
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Tele-scope (continued)

broadcast research chief, pointed out, citing its 17.5
average, thus topping NBC by a sliver. ABC, howev-
er, only got a 14.7 for its regular series and its overall
rating was boosted by its miniseries, North and
South, which averaged a 26.0/38. The CBS miniser-
ies, Kane and Abel, pulled down a 22.7/33, while
NBC’s Mussolini got a 18.7/28. All in all, said Pol-
track, miniseries did significantly better than last
November.

A heartening sign for the networks in November
was a small increase in total primetime share: 77.3 vs.
76.2 in November, ’84. This reflected a rise in ratings
of better than 3 points—47.9 in ’84 up to 51.0 last
month. Total HUT levels climbed from 62.9 to 66.0.

NBC news overseas

NBC Enterprises, which has signed two agreements
on satellite transmission licensing rights of the NBC
Nightly News with Tom Brokaw for non-broadcast
use, is exploring other similar outside deals for the
show as well. According to an NBC spokesman, the
NBC division is looking for an arrangement for the
Brokaw show to be run on airlines, although no deal
has as yet been consummated. In the most recent ar-
rangement, exclusive licensing rights for the trans-
mission of Brokaw was made with Shipboard Satel-
lite Network via its president, David L. Kolozy. Ko-
lozy, who also owns Exposition Satellite TV, entered
an exclusive satellite transmission arrangement with
NBC for Brokaw to be shown at trade shows and con-
ventions.

The first venture has already been triggered, with a
one-hour showing in Rome, during the 55th World
Travel Congress of the American Society of Travel
Agents, notes the spokesman. The event attracted
more than 7,000 visitors, with the Brokaw show, plus
sports information and business news, shown on
closed-circuit TV at 40 hotels under the umbrella
name of U.S. Update.

Davidson’s departure

Jeff Davidson points to philosophical differences in
his decision to resign his post as president of the
Gannett Television Stations Division. The move
came on the heels of Gannett’s decision to sell off
three television stations to Knight-Ridder Newspa-
pers as part of an FCC requirement in its acquisition
of Evening News Association. Gannett also has decid-
ed to relocate from Atlanta to Washington.

Davidson, in pointing to philosophical differences
with John Curley, the new president of Gannett
Corp., says, “I believe that the broadcasting business,
which I have been in all of my career, is in several
ways different from the newspaper business, an area
which John Curley knows so well.”

50

DBs decision due soon

While DBS has been lying dormant, technological de-
velopments have been simmering behind the
scenes—Iin particular work on a standard for satellite
transmission that provides an improvement over the
existing method. Some sort of decision on this subject
is expected to be made next month by DBS interests.

The decision will come out of the Direct Broadcast
Satellite Association, which is analyzing the results of
a demonstration comparing the multiplexed analog
component system (B-MAC) of Scientific-Atlanta
with General Instrument’s B-NTSC system. Both in-
volve digital audio encoded in blanking intervals and
both were compared with a benchmark NTSC signal
having two analog audio subcarriers. The tests were
conducted in October at NASA’s Lewis Research
Center in Cleveland and total costs, to be borne by
both the association and the two participants, will be
about $250,000.

An “Initial conclusion” on the DBS standard is ex-
pected next month, according to Harley Radin, chair-
man of the DBSA standards committee and vice
president of the Direct Broadcast Satellite Corp. In
describing the research, Radin explained that both
objective and subjective evaluations by both experts
and untrained observers were used and said that the
demonstration covered such aspects as the effects of
noise and interference, both co- and adjacent chan-
nel. The DBSA’s final recommendation will be for-
warded to the FCC, which has an open docket on
DBS technical standards and the information will
also be made available to the Advanced Television
Systems Committee.

“ P | - ‘
New board members were elected at the Television
Bureau of Advertising annual meeting in Dallas.
Seven of the eight, bottom |. to r.: Paul M. Hughes,
president, Viacom Broadcasting; Elizabeth Murphy
Burns, president, Morgan Murphy Stations and
Thomas A. Oakley, president, Quincy Broadcasting
Co. Top row, l. to r.: Gary Lieberthal, president, Em-
bassy Telecommunications; James G. Babb, execu-
tive vice president, Jefferson-Pilot Communications;
Ken Elkins, chief executive, Pulitzer Broadcasting
and Robert Kunath, president, Group W Television
Sales. The eighth member is Steve Herson, Telerep
vice president. Kunath and Herson were elected by
TuB station representative members, Lieberthal by
program producer/syndicator members and all oth-
ers by station members.

-]
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“The writing is crisp and ironic...the three main characters mesh
beautifully...a successful blend of the usual sit-com one-liners
and a fair-minded attempt to present adeolescents’ problems
in a sympathetic and subtly serious manner?’

Toronto Star

“Funny...blessed with a capable cast”
Ottawa Citizen

“PDeals with problems every viewer can recognize’’
p y g .
TV Guide

An out-n-out
outstanding deal!

Hangin’ In at the top for years!

This critically acclaimed sit-com has
already made its mark in Canada
against some of the best the U.S.
has to offer.

Having never aired domestically,
and with demographics similar
to many of 1oday’s biggest net-

work sit-coms, Hangin’ In is the
perfect fringe/access vehicle.

Hang On! Here's the deal!

Hangin’ In will be sold in bar-
ter for the 16 weeks in the
summer. Then, once vour
viewers are hooked on this
outrageous comedy, we'll
make it easy for vou to
hang onto it at an attrac-
tive price for the fall. It's

an incredible deal on an
outstanding show sodon’t
be left out in the cold.

)8
A\ NN\ Y

432 Park Avenue South, New Yo(

19845 Orbis Communicatiens, Inc All Rights Rizserved

(212) 6856699
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TV Business Barometer

Spot TV slowdown:
October up 4.8%

As per previous indications (see
TV/RaD10 AGE, November 11,
page 55), the first month of the fi-
nal quarter—or the first month of
the first quarter of the new season,
however it’s regarded—was not
very active in terms of spot TV
business. The percentage increase
in year-to-year terms was the low-
est since April.

Looking on the bright side of
things, some reps have noted that
the first month of each quarter so
far this year has been a poor one
for spot business, but the rest of
the quarter always did better.

The first month of the first
quarter of the year was static
(down 0.1 per cent) but the quar-
ter averaged an increase of 6.0 per
cent over the previous year follow-
ing a nice pickup in March.

April spot business rose 4.4 per
cent over 84 but the quarter

National spot +4.8%
(millions)
1984: $406.0 1985: $425.5

Changes by annual station revenue

climbed 8.5 per cent. July in-
creased 8.9 per cent, but the quar-
ter was up 11.0 per cent.

October spot TV business was
up only 4.8 per cent while projec-
tions for the quarter (though not
exactly bullish) have ranged be-
tween 6 and 9 per cent. The final
tally, of course, remains to be seen.

Spot TV volume in October
came to $425.5 million, compared
with $406.0 million in October of
"84. With the October billings,
spot TV for the year-to-date have
crossed the $4 billion mark. The
actual estimated total for the 10
months, based on the Business
Barometer sample of stations,
stands at $4,191.3 million.

Last year’s 10-month total was
$3,872.2 million, which makes the
’85 increase 8.2 per cent. However,
as previously noted on these
pages, the Standard Broadcast
Calendar (SBC) in ’85 has devel-
oped a “one-week lag;” that is, the
cumulative total of weeks at the
end of each month since July has

been one week less than during
’84. Hence, at the end of October,
"85, there were 43 weeks in the
SBC, but at the end of October,
'84, there were 44 weeks.

However, most Barometer sta-
tions report on a calendar month
basis.

Meanwhile, an analysis of
Broadcast Advertisers Reports
shows third quarter spot TV totals
for 75 top markets coming to
$1,078.8 million. This compares to
the Barometer’s total U.S. estimate
for the quarter of $1,297.1 million.
The BAR rise was 7.4 per cent.

The 1984 BAR total for the
third quarter came to $1,004.3 mil-
lion, while the comparable Barom-
eter total was $1,168.8 million.
(BAR projections are adjusted
quarterly by TvB survey data.)

Year-to-date data

Through the first nine months,
BAR spot TV totals were $3,165.0
million as against the comparable
"84 figure of $2,913.9 million. The
rise was 8.6 per cent. The Barome-
ter nine-month total was $3,765.8
million, also up 8.6 per cent.

Under $7 million . ........... —3.3%
$7-15 million .. ........... —1.2%
$15millionup .. ...... ... ... +7.1%
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ME MAS ONLY ONE RECORD TO BEAT.

Warmest wishes for the holiday season.
Health and happiness in the new year.
From your friends at Blair.

BLAIR TELEVISION
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Paris

Granting of private TV
web to Berlusconi-led
group draws protests

French President Francois
Mitterand’s decision to put
his country’s first private
commercial TV network into
the hands of a consortium
including a 40 per cent share
helonging to controversial
lItalian media magnate Sil-
vio Berlusconi has met with
a storm of opposition from
political opponents and al-
lies alike. Political oppo-
nents see the move as a pre-
election attempt to ensure
control is retained over at
least one channel, as both
Berlusconi and main French
partner Jerome Seydoux are
believed to have socialist
sympathies, despite enor-
mous personal wealth. Lead-
ing Socialists, including
Minister of Culture Jack
Lang, see a threat to French
arts and culture from Ber-
lusconi’s tried and tested
mix of game shows, Ameri-
can imports, sports and vari-
ety, which they call “Coca
Cola television,” and even
left-sympathizing film di-
rectors, such as Bertrand
Tavernier, have registered
anxiety about the effect on
cinema audiences, citing di-
sastrous box-office returns
in Italy since the three Ber-
lusconi channels took the
air. The new network’s char-
ter includes provision for
newer movies than permit-
ted on the established state
networks, during its first
five years.

Asks for patience. Mitter-
and’s government has im-
posed limits on foreign pro-
gramming, but Berlusconi
has asked for patience over
the first few years of the
network’s life, promising
‘maturity’ by the third
birthday.

The network, which will
also have one of the four
channels on France’s TDF-1
direct broadcast satellite,
must be on air by February
20, 1986. Berlusconti’s enthu-
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siasm for the project is enor-
mous and he answers the
*“Ceoca Cola" critics by claim-
ing only 9 per cent of his pri-
metime programming (is of
U.S. origin) on Canale 5, the
popular Italian channel and
that 67 per cent of his pro-
grams are domestically pro-
duced. Many in the Italian
media business would hotly
dispute these figures.

While programming an-
nouncements will not be
made until further consulta-
tion hetween the partners,
indications are that there
will be a strong element of
Italian/French co-produc-
tior and a new welter of
game and variety shows,
perhaps using tried and test-
ed hits such as Amanda
l.ear, with programming of a
pan-European nature, such
as a ‘new’ Jeux Sans Fron-
tieres, and international
fashion and music shows,
taking precedence. Certain-
ly Berlusconi's expansionist
mood shows no sign of fad-
ing.

He has despatched Va-
lerio Lasarov, production
and technical expert, to
Spain to re-equip and re-
structure his recently ac-
quired 6,000 square meter
Estudios Roma, and admits
he has plans for Spain

-which will make its new
network decisions in Janu-
ary, '86—England and Ger-
many. Berlusconi may also
be buying studios near Paris
and has, through Elettronica
Industrielle, a major interest
in producing and distribut-
ing worldwide a 60CM satel-
lite cish receiver.

Major three-part
documentary to premiere
on TF1 in spring, 1986

A major three-part docu
mentary on the plant and in-
sect world, is to be co-pro-
duced by TVR Productions
and T'F1, France. RAI 2, [ta-
ly, RTIL, Luxembourg and
SSR, Switzerland. Costing
F{9.7 million ($1.2 mil-
lion/£0.8 million), the new
production called L'Aven-

ture des Plantes has taken
over two years to be made.

Due to be completed in
March, 1986, it will be pre-
miered on TF1 and the
French cable network. FMI
France is to distribute the
new documentary. TVR
Productions manager, Jean
Bardin believes the program
will gain international ac-
ceptance, because it has a
commentary which can be
translated into any lan-
guage.

London

Newspaper executive
to provide English
channel on TDF-1 bird

Robert Maxwell, owner of
Mirror Group Newspapers,
who has extensive cable tele-
vision interests in the U.K.,
has signed a deal with the
French government to pro-
vide an English language
channel on the TDF-1 satel-
lite. The ad-financed chan-
nel will be a mix of informa-
tion and entertainment.
Maxwell revealed at his
press conference announc-
ing the deal that he could of-
fer ‘competitive hiring pri-
ces’ 1o programmers, be-
cause of the level of subsidy
from the French taxpaver.
Maxwell insisted he had
only involved himself in the
French project once it be-
came apparent that British
government support for the
U.K. DBs project was not
strong enough to save it. He
announced plans to get to-
gether with retailers on the
hardware side, anticipating
that dish prices will drop
rapidly.

Maxwell’s holding compa-
ny, Pergamon Press, is in the
bidding for Thorn-EMI
Screen Entertainment, tol-
lowing the failure of a man-
agement group from within
Thorn to raise the necessary
financial guarantees. Perga-
mon also holds 13.8 per cent
of Central TV, and the Inde-
pendent Broadcasting Au-
thority has informed Max-
well he must give up his di-
rectorship at Central if the
TDF venture goes ahead.
Maxwell said he did not be-
lieve the IBA authority was
as powerful as it claims.

However he went on to say
that he would ask the courts
to define the limit of IBA ju-
risdiction if it hecame neces-
sary.

Thames Screenings site
of major Canadian-French
co-production debut

More than 100 buyers at this
year’s Thames Television-
London Screenings viewed a
major $2.5 million co-pro-
duction of Telefilm, Canada,
Productions Via Le Monde,
Canada. Radio Canada, En-
ergy, Mines & Resources
Canada. the Canadian Inter-
national Development
Agency (CIDA) and An-
tenne 2, France. Based on
the best selling book by Jean
Jacques Servan-Schreiber,
this six-part series is an ex-
tensive report on the state of
the planet today. The World
Challenge is hosted by Peter
Ustinov and Patrick Watson
and Via Le Monde’s founder
and president, Daniel Berto-
lino acted as producer.

The new series, which
took four years to produce,
includes contributions from
scholars, politicians, busi-
nessmen, humanists and
journalists from more than
30 countries and covers to-
day’s major issues such as
the oil crisis, the third world
problems and the Japanese
technological explosion.

The World Challenge is
distributed by McCann In-
ternational (UK). Managing
director Joe McCann recent-
ly gained distribution rights
for ABC Australia product
for the UK, Europe, the
Middle East, Africa and
Canada from.January, 1986.

Amsterdam

Dutch cable service
Amsterdam entry boosts
subscribers by 100%

FilmNet, the Dutch satellite
to cable service owned by
Sweden’s Esselte, Dutch
publishing giant VNU and
United International Pic-
tures has had a 100 percent
rise in subscribers since go-
ing into Amsterdam in Sep-
tember. FilmNet now
reaches 750.000 Dutch
households.

]
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NOW..THE WORLD
IS IN THE PALM
OF YOUR HAND

The International Newsletter published by
Television/ Radio Age International
tells you what’s happening and where it is
happening around the globe in the
international broadcast/cable scene.

From New York to the Netherlands, from Hollywood to Hong Kong, from
The U.S. to the U.K., vou will get it all in the International
Newsletter published every other Monday—trends, developments,
who is buying, and who is selling.

Edited in London, with input from New York and Hollywood, and
from the communication capitals around the globe, the Inter-
national Newsletter will give vou the information you neéd for
a fresh perspective on world activities in programming and in
major technological developments.

Return the coupon. There is a monev-back guarantee. You can
cancel any time and receive a refund on the unused portion of
vour subseription.
Sample sent, on request.
TELEVISION/RADIO AGE INTERNATIONAL
1270 Avenue of the Americas
New York, NY 10020

Please enter my subscription to
TELEVISION/RADIO AGE INTERNATIONAL NEWSLETTER

1 year (26 iSSUES) . ...cevvvenerenennn. $300 or £250
Company
Address
Country

Payment or Company Purchase Order must accompany order.
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THEWORLD'S LARGEST TELEVISION
PROGRAMMING CONFERENCE

INTERNATIONAL
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ON BASICS

NEW ORLEANS '86
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NEW ORLEANS '86 NEW ORLEANS '86

January 1/-21 1986
23rd Annual NATPE Program Conference
New Orleans Convention Center

For Exhibition and Registration Information, Contact NATPE Internationa' 342 Madison Avenue,
Suite 333, New York, N.Y. 10173 « Tel:(212) 949-9890 « Telex # 276674 NATP UR




ver the past
Jecade, one Hollywooc
studio has beenatthe
top year afteryear.

Now the theatrical nits

that made Paramoun{

1 leader are available
to.youl!
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Starting January ‘87 this stunning
string of blockbusters will leave all T\ competitors far behind!
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WNEW KTRK
New York Houston
KCOP WPLG
Los Angeles Miami-Ft. Lauderdale
WFLD KMSP
Chicago Minneapolis-St. Paul
WPVI KPLR
Philadelphia St. Louis
KBHK WXIN
San Francisco Indianapolis
WTTG WTIC
Washington. DC. Hartford
KRLD KUPT
Dallas-Ft. Worth Phoenix
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Flashdance, the # 1
vouth-musical of the 80s™

Escape from Alcatraz,
the most powerful of all
Clint Eastwood adventures

Heaven Can Wait,
\Warren Beatty's all-time
biggest box-office hut
An Officer

and a Gentleman,

the highest-grossing love
story since "Gone With
The Wind™

48 HRS, the action-
comedy that made
Eddie Murphy a superstar

Teen Wolf, with one of
today’s hottest new stars.
Michael J. Fox. ..

plus 16 more major

motion pictures!
e
/.
KPTV WDBD
Portland Jackson. MS
KZKC KBGT
Kansas City Lincoln-Hastings-hearneyv
WNYB WZDX
Buffalo Huntsville-Decatur
WSMH WINK
Flint-Saginaw-Ray City Ft. Mvers-Naples
WKCH WXTX
Knoxville Columbus. GA
KBSI KJTV
Lubbock

Paducah-Cape Girardeau

WTXH

Johnstown-Altoona-Harrisburg



(Available September 36)

Friday the 13th, Part 1 &2
and 14 more Promotable thrijjers
and comedies! Fearurmg

Lauren Bacga] -Ann Bancrofy
Joan Collins, Robert Duval

Jane Fonda. James Garner

Ryvan O'Neaj. Shirley Macl ajne
and dozens of other top stars!

(Available December '8 7)

An important COmponent of
Cvery station’s featyre library!

50 top features, Starring every
big name in Hollywood including
Marlon Brando, Michael Caine
Chevy Chase, Sean Connery,

Faye Dunaway Jane Fonda

Gene Hackman Goldie Hawn.
Sophia Loren, Shirley MaclLaine,
Paul Newman, Sidney Poitier.
Richard Pryor ang Robert Redford!

DOMESTIC TELEVISION
AND VIDEGQ PROGRAMMING
- OVMING




Radio Report |

Blair buys Torbet, Selcom
from Selkirk Communications

John Blair & Co. has joined the ranks of the radio
megareps with its previously-rumored acquisition of
Torbet Radio, Inc., and its Selcom Radio division and
Is putting itself belly-to-belly against Katz Commu-
nications and Interep. That leaves three major inde-
pendents other than specialty reps—Eastman Radio, |
CBS Radio Representatives and Jack Masla. ,

The two purchased entities, sold by Selkirk Com- |
munications, Ltd., of Toronto, will become operating |
units of Blair’s Radio Representation Division, join-
ing Blair Radio and Blair/RAR, the latter composed
of Group W stations. In announcing the sale, R.S.
Engle, Selkirk president/CEO, stated that his compa-
ny will concentrate on TV in its sales representative
efforts in the U.S. The Selkirk rep company, Seltel,
represents 11 stations in the top 25 markets. Seltel’s
next phase, said Engle, will focus on large market Tv
indies.

James Hilliard, president of Blair’s Radio Division
and chairman of its rep companies, noted that Blair
sales units will have a total of 270 sales and support
people in 40 locations.

Stakelin’s "trader warning

Skilled operators will make all the difference in a
marketplace where “traders” in stations are playing
close to the margin by paying record prices for them
in highly leveraged deals and changing the stations’
debt-to-equity ratios. This is one of the points made
by William L. Stakelin, Radio Advertising Bureau
president, in his year-end outlook report (see story,
page 71 for Stakelin’s assessment of advertising reve-
nues).

Stakelin says, “On one level, we have the ‘opera-
tors’ of radio stations who aim to maintain ownership
over long periods of time and see themselves as tradi-
tional broadcasters. However, ‘traders’ see radio as
an arena for buying and selling, where operations are
important only insofar as they sustain or increase the
purchase price or profit potential of stations. “Tra-
ders’ will tend to be major companies with deeper fi-
nancial resources, who will seek to improve market
position through trades and who look to radio for
strong returns on investment over seven- to 10-year
time spans. While ‘operators’ and ‘traders’ are not
mutually exclusive, they work with two different sets
of assumptions.”

Trading activity. Stakelin points out that, in all of
1984, 438 radio stations were sold in the U.S,, but in
just the first six months of 1985, 463 stations were
sold—25 more than for the entire preceding year.
And while broadcasting has always outpaced the
growth of gross national product, he notes, “we are

the beneficiaries of increased investment attention at
a time when interest rates are at their lowest point
since 1978 and may continue to decrease.”

He adds, “Several regulatory changes have had a
profound impact on the marketplace for radio sta-
tions. The Federal Communications Commission ad-
vanced tax incentives to promote minority owner-
ship, eliminated the 7-7-7 rule raising the limit on the
number of stations one may own and removed the
prohibition against “trafficking” which required sta-
tions to be held at least three years before sale.

“Historically, station purchase prices comprised
both present and future values. But today the price
of radio stations increasingly reflects more what a
buyer can do than what a seller has done. The deci-
sion to buy is made on the basis of the facility and
the market potential.

“Non-broadcasters investing in radio will be at-
tracted to resale profits at the expense of operations.
Like speculators in co-ops or condos, these investors
assume a constant supply of willing buyers to help
them take profits by ‘flipping’ stations. In the inter-
im, they are likely to be very conservative, avoid risks
and tightly control companies. We expect a pattern
of this kind of activity in radio for the next couple of
years. As stations ‘flip,” each new owner will pay
higher prices and assume an even greater debt-to-eq-
uity ratio. In a short time, this pattern will overvalue
radio properties and scare away many of those finan-
ciers just entering the acquisition marketplace.”

Am band challenge. Stakelin also asserted that the
industry’s most immediate challenge is to revitalize,
re-position and re-market the AM band to listeners
and clients: “Currently only 29 per cent of Americans
listen to AM. For the most part, AM programmers
have conceded music programming to FM. They are
programming news, sports, talk and religious pro-
gramming. Yet as the younger generation, who grew
up to listening to widely available FM receivers, be-
come mainstream consumers, we will have to bring
audiences back to AM.

“Part of this job will be accomplished by the intro-
duction of continuous band tuners, the distribution
of AM stereo radio receivers and the use of compact
discs and digital audio fidelity of both broadcast
bands. Some programmers are experimenting with
new formats which include comedy, game shows, chil-
dren’s programming, ethnic shows, car radio and pro-
grams geared to information and musical segments.
But in almost every case the jury is still out.”

Audience segmentation. According to the RAB top
executive, segmentation of the broadcast audience of-
fers radio some new opportunities: ‘“Radio is poised
to take advantage of developing technology which
will further splinter consumers’ use of media and
which will give radio opportunities for distribution
on cable or the creation of even narrower radio pro-
gram formats. Not only will we use our FM subcar-
riers to generate additional revenues, but you can ex-
pect radio marketers to link their services to comput-
ers and satellites as a means for reaching specific
customers. Competition for national ad dollars will

60

Television/Radio Age, December 9, 1985




CREDIBILITY

WQXR’s credibility is music to the ears of advertisers from corporate giants
such as W.R. Grace to culinary gems like Barbetta. Listeners believe in WQXR
FM & AM, the classical music stations of The New York Times, the only stations
that can draw on the editorial resources of the world’s most respected
newspaper. When WQXR talks about theatre, for instance, we speak with the
authority of Frank Rich, theatre critic of The New York Times.

And when WQXR speaks or plays the classics, the most educated, sophisticated
and influential audience in New York listens. If you are interested in becom-
ing a believer, call Simona McCray, Vice President of Sales at (212) 556-1151.
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The Stereo Stations of The New York Times



Radio Report (continued)

intensify as network TV audiences continue to erode
and national cable penetration reaches 50 per cent of
all households.”

Another form of diversification will arise, Stakelin
says, as radio creates new forms of programming to
adapt to the aging of the population: “When you real-
ize that The Beatles are ‘middle of the road’ music
for today’s teenagers, you have to keep in mind that
as the baby boom generation ages and as yuppies get
older, they will spend discretionary income and lei-
sure time in different ways. Radio will change with
them. .

“This will not only further segment the audiences
delivered by radio but should bring forth new ways of
programming and using radio. Radio will sound dif-
ferently as more diverse groups gain access to radio
and as programming targets become smaller and even
more specialized. Accompanying these changes will
be changes in the number of commercials we sell and
how we sell them.”

Mining new business

National business as a percentage of total radio ad-
vertising continues to decline, and that, according to
Robert Mounty, executive vice president of NBC Ra-
dio, is the reason his company has decided to put ex-
tra emphasis on attracting new clients to the medi-
um.

That decision is being implemented by the ap-
pointment of Kevin Cox, formerly vice president,
sales, NBC Radio Networks, to the new post of vice
president, sales development, NBC Radio Stations,
as part of a restructuring of NBC Radio manage-
ment.

Succeeding Cox on the network level is Stephen
Soule, who had been vice president and general man-
ager, NBC Radio Network and Talknet; and replac-
ing Soule is Craig Simon, who had been director, op-
erations and engineering, NBC Radio Networks.

Sports expansion. Mounty believes NBC’s stations,
particularly its AM outlets (WNBC New York, WMAQ
Chicago and KNBR San Francisco), are well posi-
tioned to capitalize on new business opportunities.
The AM stations, he points out, “have expanded their
sports and are moving more toward block program-
ming. We don’t worry so much about a particular
sound that flows from daypart to daypart; we’re more
interested in the demographic flow. We have strong
personalities, and we’re not relying heavily on mu-
sic.” Even the FM stations, he says, with the excep-
tion of WJIB(FM), an easy listening outlet in Boston,
“have very strong morning personalities. And we
have beefed up the service and news.”

Business-to-business. Although Cox will address all
areas of potential new money, Mounty sees a particu-
larly fertile category in business-to-business advertis-

Craig Simon

ing, especially as regards the AM stations’ sports pro-
gramming.

“There are plenty of people who buy play-by-play,
but very few who buy sports talk shows,” he says.
Each of the AM outlets has a combination of the two.
WNBC carries New York Knicks and Nets basketball
and New York Rangers hockey; on nights when there
is no game, there is a sports talk show hosted by Jack
Spector. In Chicago, White Sox baseball and Bulls
basketball is heard on wMAQ, along with a sports talk
show from 7-8 p.m. anchored by Chet Coppock.
KNBR airs Giants baseball, Warriors basketball, Los
Angeles Raiders football via a regional network and a
sports show hosted by Oakland Tribune columnist
Dave Newhouse. And all three stations carry the
NBC NFL football package.

Was with RKO. Cox had been vice president, sales,
NBC Radio Networks since July, 1982. He joined
NBC Radio in 1975 as director, sales for the net-
work’s news and information service. Prior to that, he
was executive vice president, RKO Radio Represen-
tatives, based in New York.

Soule, had been vice president and general man-
ager, NBC Radio Network and Talknet since March,
1984. He joined NBC in August, 1983, as vice presi-
dent, affiliate relations, NBC Radio Networks. Be-
fore that, he spent eight years with Group W Radio
in a variety of capacities.

Simon, director, operations and engineering, NBC
Radio Networks since March, 1984, joined the com-
pany in July, 1975, as an NBC Radio Network associ-
ate director. Prior to joining NBC, he was a news pro-
ducer at WTAF-TV Philadelphia.

In another personnel move at NBC, Thomas C. N.
Evans has been named director, research, for the
NBC Radio Networks. Evans, who had been adminis-
trator, research and sales development, NBC Radio
Networks, joined NBC in July, 1980, as secretary to
the director, research, NBC Radio Networks. Before
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WQXR’s expertise is music to the ears of advertisers from worldwide telecom-
munications experts like GTE to fashion experts such as Wallachs. These busi-
nesses value the kind of expertise that has attracted and held the attention of
an audience with the hignest per capita disposable income in the market.
WQXR FM & AM are the classical music stations of The New York Times, the
only radio stations in America that can draw on the expertise of the world’s
most respected newspaper. When WQXR talks about advertising, for instance,
we speak with the authority of Phil Dougherty, advertising columnist of
The New York Times.

If you're looking for some expert advice in planning your advertising budget,
call Simona McCray, Vice President of Sales at (212{0556-1151.
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Radio Report (continued)

coming to NBC, he was an editorial assistant for the
African Studies Review, a scholarly journal of the Af-
rican Studies Association published in Syracuse.

Simulcasting boon seen

Daytimers and large-market AM stations are those
most likely to take the simulcasting route if the Fed-
eral Communications Commission follows through
with its proposal to eliminate all restrictions on the
duplication of programming by AM-FM combinations,
according to industry observers. Current rules pro-
hibit more than 25 per cent duplication in areas with
more than 25,000 in population. Rep and station
group executives point out that economy of simul-
casting in off-hours might also allow funds to be
freed up for original programming in the higher-rate
dayparts.

Peter Moore, president of Selcom, estimates 12-15
per cent of stations might go the simulcast route,
most of them daytimers. He says, “A lot of stations
would look at this as a means of reducing expenses,
with some loss of community service, but they would
be able to expand service again as they become more
financially sound. A lot of the people who have been
buying up stations have found themselves in a finan-
cial pinch.”

Moore sees AM daytimers as most likely to benefit
from simulcasting and 50 kw clear stations as most
likely to maintain independent programming. He
notes even major broadcasters might go into a tempo-
rary simulcasting mode “to get a quick fix while look-
ing around for new programming.” In terms of audi-
ence, he says, the typical AM simulcast station would
amount to a 15 per cent audience bonus for the sister
FM station. Smaller market stations, he adds, are
more likely to maintain their separateness because it
is cheaper to operate in these markets and there are
fewer stations competing.

More diversity. In the view of Ben Hoberman, presi-
dent of ABC Radio, the ability to simulcast could ac-
tually make for greater diversity in programming. He
says that, with savings from the duplication of night-
time programming, some AM stations could create
new daytime programming in order to be more com-
petitive. “I’d be surprised if a lot of AM stations
didn’t take advantage of the opportunity,” he holds.

Jerry Lyman, president of RKO Radio, also sees
positive effects on the industry. In addition to gener-
ally cutting down on overhead, he says, it would give
AM owners a strong negotiating point in selling their
stations. He adds that power of the station is an im-
portant consideration in that those stations that are
strong during the day and weak at night could bene-
fit from nighttime simulcasting.

Lyman points out that three major-market AM-FM
combinations have been 100 per cent simulcast since

1972—wGMS Washington, WQXR New York and
KKHI San Francisco—all given waivers by the FCC in
order to maintain their classical music formats.

David Recher, executive vice president at Eastman
Radio, believes most AMers with diverse formats will
remain that way but that programming in the off-
dayparts—particularly all-night and Sunday pro-
gramming—would often be simulcast and that strong
morning shows might be run on both stations.

“I think it’s a good idea for the FCC to leave pro-
gramming to the marketplace,” contends George
Pine, vice president and New York regional manager
for McGavren-Guild. He says it doesn’t make sense
to have separate programming on a strong FM station
and an AM daytimer if they are both, for example, in
country formats. With savings in staff, accounting
and engineering costs, he says, the stations would be
able to shift funds to promotion.

Katz format analysis

Katz Radio has released an extensive analysis of for-
mat programming trends, with some of the findings
showing major differences in age skew and weekly lis-
tening time within particular format classifications,
depending on whether a station is on the AM or the
FM band. The study, made for the Katz Radio Group
Companies, is called “National Format Averages for
Spring 1985” and analyses audience data for 2,449 in-
dividual radio stations in 190 Arbitron markets. The
data in the report include audience composition by
sex and age cell, based on total week Monday-Sun-
day, 6 a.m.-midnight AQH performance in the MSA;
weekly average time spent listening, also based on to-
tal week MSA figures; and cume audience circulation
between each of the four major Monday—Friday time
periods (6-10 a.m., 10 a.m.-3 p.m., 3-7 p.m. and 7
p.m.-midnight) by target demo for each format. Sta-
tions within each format are classified separately by
AM and FM to reflect the variations in demographic
appeal and typical listening behavior within each
programming type.

Highlights of the study show that FM AOR stations
skew older, with heavy concentration in the 25-34
age group and much less percentage in teens. The
typical FM rock station currently shows 35 per cent of
its 12-plus audience to be 25-34, a 46 per cent in-
crease since 1979, when the typical level was 24 per
cent. The decline in teen composition was from 23
per cent in 1979 to 15 per cent in 1985.

Skewing older. FM contemporary stations also skew
older, with the largest gains occurring in the 35-44
cell. In 1979, only 13 per cent of all the FM AC listen-
ers were in the 35-44 range, but this year, the age cell
constitutes 23 per cent. The teens and 18-24-year-old
bracket account for less quarter-hour listening on a
percentage basis. When it comes to big band AM sta-
tions, 42 per cent of their audience is 65 plus, while in
1981, the percentage was 26 per cent.

There was no change in audience skew on FM beau-
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EXCELLENCE

WQXR’s record of excellence is music to the ears of advertisers, from worldwide
securities firms such as Paine Webber to regional specialty food chains like Le
Croissant Shop. People who identify with excellence listen to WQXR FM & AM,
the classical music stations of The New York Times, the only radio stations in
America that can draw on the excellence of the world’s most respected
newspaper. When WQXR talks akout excellence in wine, for instance, we speak
with the authority of Frank Prial, wine columnist of The New York Times.

And when WQXR speaks or plays the classics, the most educated, sophisticated
and influential audience in New York listens. If you demand excellence in your

advertising budget, call Simona McCray, Vice President of Sales at
(212) 556-1151.
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Radio Report (continued)

tiful music/easy listening stations, although playlists
have modified significantly over the past three years
as more vocals and original artists have been added
to the music.

In 1983, the average M good music listener repre-
sented 11 per cent in the 25-34 age group, vs. 9 per
cent in 1985. Back in 1979, however, the bracket rep-
resented 13 per cent. The 35-54 and the 45-54 groups
remained steady. The 35-44 category represented 17
per cent in 1979 and 1983 and 16 per cent in 1985;
while the 45-54 group was 22 per cent in 1979, and 19
per cent in 1983 and this year.

FM stations, continues the report, tend to concen-
trate their 12-plus average quarter-hour audience in
younger age cells for AM stations with similar for-
mats. The core age cell for AM contemporary hit ra-
dio stations is 25-34, or 32 per cent of the total; for
FM CHR, the core cell is 18-24, or 32 per cent of the
total. The biggest age cell for AM country stations is
55-plus, while FM country stations concentrate most
in the 35-44 age group.

Weekly listening times to individual radio stations
are generally longer on FM stations than on AM, with
the typical ¥M adult contemporary listener tune-ins
for 8:33 per week. The AM listener shows 7:19 of
weekly 'TS1, and country listeners hear for 10:22 on
FM vs. 9:10 on AM. Also, radio stations which feature
formats targeted towards younger listeners tend to
show higher Tsl1. and AQH levels in the spring vs. the
fall.

Older skewing formats, including beautiful music,
MOR and all-news, show no consistent length-of-lis-
tening patterns from season to season. The study was
compiled by Gerry Boehme, vice president, director
of research at Katz Radio.

Nets up 13% Y.T.D.

A good many advertisers gravitated to network radio
this year that weren’t with the radio webs in 1984
(See lead story this issue, page 71). These new adver-
tisers, says the Radio Network Association, have in-
cluded new brands from such majors as General
Mills, Corning Glass, Allegheny International, Dart &
Kraft, Gillette, Johnson & Johnson, Lever Brothers,
Schering-Plough, Union Carbide and Warner Lam-
bert. As of December 1, RNA has already identified
136 such new advertisers, and there may be 15 to 20
more like them.

And the year isn’t over yet. October figures com-
piled by Ernst & Whinney and released by RNA
show network radio continuing its strong perfor-
mance, with October up 9 per cent over October 1984.
And while 9 per cent may not seem overly impressive,
RNA president Robert J. Lobdell recalls that the
previous October was the biggest billing month of ’84.
“Beating that figure this year assures that we will ex-
ceed our 1985 projection of $320 million by a very
comfortable margin.”

In dollars, October revenues came to $33,551,377,
against $30,790,006 last October. For the first 10
months, this year’s network radio revenues added up
to $272,803,726, 13 per cent ahead of 1984’s first 10
month’s total of $241,410,464.

Demo, daypart data

While the 25-54 age bracket continues to dominate
the biggest shares of spot business at both the In-
terep Cos. and at Blair Radio, this demo was respon-
sible for only 15 per cent of unwired network avails
requests to the Interep Companies and only 14 per
cent of its unwired network dollars for the first nine
months of 1985.

Youth demos on the other hand, 12-34, which were
the target of only 14 per cent of the company’s spot
volume, added up to 55 per cent of unwired network
contracts at Interep and 59 per cent of unwired net-
work dollars. That came to more than double the
youth bracket’s 1984 network dollar volume at In-
terep.

Similarly, Blair Radio’s January-September analy-
sis of business opportunities shows youth demos add-
ing up to 40.7 per cent of Blair Radio network oppor-
tunities, but only 19.5 per cent of its spot opportuni-
ties. Also at Blair, the 25-49 demographic showed the
largest increase, but even that “largest” was only a
2.7 point gain over last year’s first nine months,
bringing 25 to 49 to 13.6 per cent of Blair’s spot op-
portunities for the period.

At Interep, 30s accounted for 19 per cent of spot
action for the nine months, but 25 per cent of the ad-
vertising on Interep’s networks. By daypart, morning
drive was called for in 31 per cent of Interep’s spot
transactions and 21 per cent of its unwired network
buys. For evening drive the figures came to 21 per
cent of Interep’s spot business and 22 per cent of its
network activity.

On the spot side, 25-54 continued to dominate,
showing an 0.8 per cent rise over 1984 at Blair, where
it represented 38.7 per cent of business opportunities.
At Interep, 25-54 added up to 39 per cent of all spot
avail requests and 40 per cent on a dollar basis.

Back at Blair, the 18 to 49 age break continued to
rank second and gained 0.2 points over first nine
months 1984 to total 15.8 per cent of Blair’s spot ra-
dio business.

Dorton to chair Radio ’86

Joseph L. Dorton, president of Gannett’s Radio Divi-
sion, has been named Radio ’86 committee chairman
for the National Radio Broadcasters Association
(NRBA). Radio ’86 is scheduled to be held Septem-
ber 10-14 in New Orleans. Dorton has served as an
NRBA director-at-large and was a committee mem-
ber for both Radio ’85 and Radio ’84.
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Credibility. Expertise. Excellence. They all add up to response...the over-
whelming response our clients receive for their advertising dollar on
WQXR FM & AM, the classical music stations of The New York Times. We give
our audience more than magnificent music. WQXR draws on the editorial
resources of The New York Times...Frank Rich on Theatre, Frank Prial on
Wine, Phil Dougherty on Advertising...and more. WQXR delivers the most
educated, sophisticated and influential audience in America...the audience
with the highest per capita disposable income in the market.

From corporate giants to infimate restaurants, from international securities firms
to local specialty stores, from telecommunications experis to fashion experts,
advertisers receive the personal attention they deserve and the kind of response
that is music fo their ears. If you are interested in the response WQXR’s credibili-
ty, expertise and excellence can achieve for you, call Simona McCray, Vice Pres-
ident of Sales at (212) 556-1151.
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Radio Business Barometer

October hits low;
spot up 4.4%

October had the lowest year-to-
year increase in spot radio billings
thus far in ’85, according to data
from Radio Expenditure Reports,
the Larchmont, N.Y.-based ser-
vice firm, which collects spot radio
time sales figures from the major
reps.

The increase during the four-
week Standard Billing Month
(sBM) came to 4.4 per cent, paral-
leling an almost identical percent-
age figure for spot 1v (see TV
Business Barometer, page 52).
The lowest increase for spot radio
had previously been a 4.8 per cent
hike in February.

Billings in October came to
$76,344,200 compared with
$73,240,700 during October, ’84.

The year-to-date figure was
$736,009,600, compared with
$680,571,300 through October of
’84. The ’84 figure must be adjust-
ed downward, however, because

under the Standard Broadcast
Calendar, ’84 has, at this point,
one more week than ’85. The ad-
justed figure for the 10 months is
$665,103,800 and the ’85 increase
comes to 10.7 per cent.

The top 10 markets showed vir-
tually no change in billings during
October compared with the year
before. Time sales for the market
group were $30,113,300 vs.
$30,121,500 during October, ’84.
The other three market groups
computed by RER all showed in-
creases. The 11th-to-25th markets
were up 8.5 per cent to
$16,975,400, the 26th-to-50th
group climbed 5.9 per cent to
$11,532,800, while the 51-plus
group showed an increase of 6.8
per cent, rising to $17,714,500.

For the year-to-date and adjust-
ed for the difference in weeks from
1984 to 1985, the four market
groups performed as follows: The
top 10 were up 9.7 per cent to
$284,038,600, the 11-25 group in-
creased 10.3 per cent to
$159,702,100, the 26-50 markets

rose 10.7 per cent to $112,383,300,
while the remaining markets have
the best average of all, up 12.5 per
cent to $179,885,600.

The flat status of the top 10
markets in October was the only
instance this year when that mar-
ket group did not show an in-
crease.

However, RER, at the bidding
of the reps, keeps on reminding
users of the RER data that the
market group figures are not nec-
essarily indicative of individual
markets within the group.

Two group dips

There were only two cases of a
market group registering a decline
from an ’84 month this year. The
51-plus group was down 5.1 per
cent in February, while the 11-25
markets dropped 1.3 per cent in
April.

So far this year, the top 10 mar-
kets have accounted for 38.6 per
cent of the spot total, while the
11-25 group had a 21.7 share, the
25-50 markets gained a 15.3 share
and the remaining markets a 24.4
share.

National spot +10.0%
(millions) 1984: $73.2 1985: $76.3
1984 adjusted: $73.2
Changes by market group
Market Billings % chg.
group (mils.) 85-84
1-10 $30.1 +0.0%
11-25 17.0 +8.5
26-50 11.5 +5.9
51+ 17.7 +6.8

Source: Radio Expenditure Reports

* 1984 level adjusted to compensate for
differences in Standard Broadcast Months

in "84 and '85.
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THE McGAVREN GUILD MARKETING TASK FORCE

GARY AHRENS JAN BONONCINI JOHN BRICKLEY DENNIS DALTON GARY DONOHUE JOANNE DUGAN

VP/Regional Manager Account Executive Account Executive VP/Regional Manager Sales Manager Market Information
St. Louis Seattle Boston San Francisco Denver Coordinator
New York

KAREN EVETTS DENISE FLYNN SHANE FOX JAN GORE GEORGIA HESS DEBBIE NICHOLS
Sales Assistant Sales Assistant VP/Regional Manager Sales Assistant Sales Manager Sales Assistant
Houston Atlanta Dallas Detroit Portland Philadelphia
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JIM PEACOCK VINCE PEREZ KATHY PETERS WILL SCHUTTE LUCILLE TERRONE  JANET VITIELLO
Sales Manager Regional Manager Sales Assistant Account Executive Computer Systems Computer Systems
Charlotte Minneapalis Chicago Los Angeles Coordinator Coordinator

New York New York

The McGavren Guild Radio sales ~ managers and salespeople made 265 contained in this system enables the
force is the best informed rep team in information gathering trips to client salespeople at each of our 16 offices to
the business due to the efforts of our stations. In addition, our clients made  be in a better position to get the order
Marketing Task Force. They realize 435 visits to our offices. with high rates and high shares.
that the most complete station and The task force coordinates these As the leaders in our field,
market information comes from being  efforts and makes sure that we have McGavren Guild Radio believes that
in the market and talking with local the most up-to-date information on getting first hand information right
station personnel or meeting with our clients’ stations in our MRI in your marketplace is an important
them at one of our offices. (Marketing Retrieval Information) part of our commitment to you and

During the first nine months of System. The qualitative data your station.

1985, McGavren Guild Radio
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Radio in general is
growing at double
the rate of gross
national product
and about triple
the rate of
increase for

retail sales

I

Big hopes pinned on automotive, retail;
rep networks estimated at $90 million

Spot radio seen up
10% in both 85 and
’86; webs yet higher

By EDMOND M. ROSENTHAL

tability is the key word for na-

s tional radio sales, as reps and
networks look at their year-end

results for 1985 and set their goals for
1986. Revenue gains of around 10 per
cent are projected for spot in both
years, and an advance of closer to 13
per cent in each year is the network
consensus. Among key developments:
B Rep feelings are mixed as to the
growth of unwired networks, where fig-
ures are elusive but point to total reve-
nues of about $90 million.
m On the basis of upfront business for
'86, wired networks are revising their
projections upward.
B Tkere’s some indication that buying
may be shifting from a cost-per-1,000
to a cost-per-rating-point basis.

David Recher, executive
vice president of Eastman
Radio, asserts, “Unwired
networks get about 90
per cent of the
conversation but only
12-15 per cent of the
business—but the reps
are definitely

pushing it.”

B The rapid growth of the sunbelt
markets may be slowing slightly.

m One-week flights are becoming
more dominant than ever.

m Automotive and retail appear to be
the categories of major growth.

Rep estimates for 1985 gains range
from 7-18 per cent but center around
10 per cent. The consensus for total
spot sales for the year is $900 million
among reps and $1.3 billion from the
Radio Advertising Bureau—an esti-
mate that is comparatively bullish even
when considering that the RAB figures
also include spot business not going
through reps.

Generally pointing to another 10 per
cent increase in '86, individual projec-
tions range form 6 to 11 per cent but
lump heavily on the high side. With

"3

Charlie Colombo,
president of Blair Radio,
says, “We’re starting to
see a little more advance
buying. Contemporary
radio users are finding
they can’t get on in
spring and summer.”
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Ken Swetz, president of
Katz Radio Group, says
his operating plan calls
for a 20 per cent gain

in 1986, noting a sizable
portion of that growth
will come from increased
client rosters—
particularly for the
Republic operation.

inflation estimates accounting for ap-
proximately 5 per cent, this would
amount to a real growth of 5 per cent.

Network executives and the Radio
Network Association corroborate the
RAB estimate that '85 will close out at
$327 million for all networks, project-
ing a gain for the year that averages out
at 13 per cent. Similar, or perhaps
slightly lesser, growth is seen for ’86.

Overall national business appears to
be growing a little more slowly than
local, which RAB sees closing out "85 at
some $4.9 billion, a gain of 11.7 per cent
over '84. RAB president William L.
Stakelin estimates local will grow an-
other 12.5 per cent in '86.

A charting of the unwired network
business is elusive, with variations in
the way reps report this business vs.
spot. Estimates on the quantity of this
business, which is also included in spot
figures given by reps, average out at
about $90 million. Projections for ’86
growth are all over the lot, with some
saying it’s impossible to predict.

On a cost-per-1,000 basis, reps see a
growth of about 8 per cent in 1986.
Along with the networks, they also look
to continued strong business from the
automotive and retail categories, both
which have been bouncing back of late.
Computer products stand out as the
major category that has gone sour, with
no immediate uptrend in sight, accord-
ing to the majority.

Stakelin contends that '86 results

will hinge heavily on the health of net-
work TV and its effect on pricing: “We
expect to see a lot of stability for radio.
With the diminishing prices for net-
work TV, there will be less of an effect
on radio and more on cable.”

The RAB top executive says radio is
following the general growth of all ad-
vertising in the U.S., which is now run-
ning at a rate of 11.4 per cent and that
radio is also growing at double the rate
of gross national product and about tri-
ple the rate of increase for retail sales.

On a national basis, Stakelin says,
radio claims about 7 per cent of all ad-
vertising. He states the RAB goal is to
increase the medium’s share to 10 per
cent by 1990.

Ellen Hulleberg, executive vice pres-
ident, marketing communications at
Interep, believes a “not particularly
strong economy” in the first quarter of
'86 will make for gains of only 5-6 per
cent in industrywide spot sales over the
previous year’s comparable quarter,
but she sees the year finishing at a good
pace, with a double-digit increase. Fa-
vorable factors that she predicts are
lower interest rates leading to a busi-
ness pickup and the probability of
farmers being given lines of credit.

Like Stakelin, she sees radio gaining
as ad-supported cable loses steam:
“There’s a big disillusionment with the
cable industry, and advertiser expendi-
tures will be pulled back. It’s natural
for radio to pick that up. What people
are viewing is pay TV.” Hulleberg also
looks for a benefit from broadcast TV’s
movement toward 15-second spots:
“How much clutter can they stand to
be surrounded in? They’re looking at
the effect on recall.”

Advance buying

Charlie Colombo, president of Blair
Radio, holds that 1986 may be the first
year in which spot radio grows at about
the same rate as spot Tv. He adds,
“We’re starting to see a little more ad-
vance buying. Contemporary radio us-
ers are finding out they can’t get on in
spring and summer. Both advance buy-
ing and longer buying are starting to
show up a little more.”

At Katz Radio Group, Ken Swetz,
president, reports Katz, Christal and
Republic business collectively was up
about 15 per cent through the first nine
months of ’85 followed by a fourth
quarter gain of about 19 per cent,
which will put the group ahead some 18
per cent for the year.

“Our operating plan calls for a 20 per
cent gain in 1986,” Swetz says, noting
that a sizable portion of that growth

will come from increased client rosters,
particularly for Republic, which was
purchased in April, 1984. He expects
the Katz operation to gain 15 per cent,
Christal, 18 and Republic, 41 per cent.
For the entire group, he sees a gain of
14 per cent on a like station basis.

“It used to be,” notes Peter Moore,
president of Selcom Inc., “that you
could count on certain accounts at cer-
tain times of the year. But now clients
are watching their budgets every day,
even though the economy is good and
inflation is lower.” He points to the
first quarter of ’85 as indicative of this
cautious buying, noting that the first
two months of the quarter lagged in
growth but that a 39 per cent gain in
March brought the whole quarter up 16
per cent. He adds, “They’re doing a lot
more planning work at the agency level,
and much more of the business is com-
ing down at the last minute due to late
client approval.”

RAB commended

Otherwise, Moore says, the fact that
spot TV has not been a sellout hasn't
helped spot radio. He commends RAB
for doing a good job of stimulating ac-
tivity and credits this work with the
strong showing radio has been making
in automotive advertising (see story on
National Radio Marketing Group in
this issue).

Ed Kiernan, vice president of CBS
Radio Representatives, sees radio con-
tinuing to benefit from a low inflation
rate and from fragmentation of the TV
marketplace. But David Recher, execu-
tive vice president of Eastman Radio,
perceives any lag in television perfor-

Peter Moore, president of
Selcom, reports unwired
networks have the highest
account turnover anywhere
in radio—75 to 80 per
cent, compared with 45-50
per cent for regular spot.
He says there’s less of

an emotional return to it.
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mance as a negative factor: “I see net-
work TV as not being sold out next year,
and if the others are soft above us, it
affects supply and demand for radio
negatively.”

Unwired networks

Many of the reps consider the devel-
opment of unwired networks to repre-
sent more noise than activity. Recher
contends, “Unwired networks get
about 90 per cent of the conversation
but only 12-15 per cent of the business
—but the reps are definitely pushing
it.” Eastman is part of Supernet, along
with Torbet. Selcom and Masla and
has a separate staff to work with Super-
net.

“We’re just in it to compete,” Recher
adds. “It amounts to very little genera-
tion of new dollars; it’s just spot going
into unwired. We’re going to have to
just sell the medium itself more next
year.”

Hulleberg. meanwhile, says the In-
terep unwired network, Internet, is ac-
counting for about 10 per cent of her
company’s revenues. “‘I see this busi-
ness increasing,” she holds. “It’s a logi-
cal way to do business because of the
elimination of paperwork and that
you're able to put together a buy that is
compatible in demograpkhics.”

Bob Lion, vice president and general
manager of Blair Radio Networks, says
about 8 per cent of spot activity is in
unwired networks and that he doesn’t

Ellen Hulleberg,

executive vice president,
marketing communications
at Interep, holds that
Arbitron’s extension of

continuous measurement to

75 markets may make for
even shorter flights,

with agencies looking at
results one flight at a
time.

see this percentage growing in 1986.
“There’s no difference between un-
wired networks and spot,” he asserts,
noting that unwired activity doesn’t
constitute additional business and that
the industry hasn’t gotten together on
reporting this activity. “This year’s un-
wired network is last year’s spot and
vice-versa,” he says. “There’s a fluidity
between unwired and spot, and that’s
why one seems to go up and the other
down-—so a station has to just look at
total revenue.” In the long run, he adds,
“There’s got to be some standardiza-
tion of reporting.”

One distinction that Lion notes is
that the unwired network activity is
more youth-oriented. Blair studies
show that 41 per cent of unwired net-
work opportunities are in youth demo-
graphics (teens, 12-34, 12-24, 18-24
and 18-34).

At Katz, Swetz claims his company’s
rep network had a growth of over 100
per cent in ’85 over '84. He claims his
company’s unwired network dominates
this type of activity, with 40 per cent of
all rep network revenue.

Moore at Selcom says his company’s
unwired network activity grew 42-45
per cent in ’85 vs. 84, “primarily due to
our alignment of Supernet. Our prima-
ry activity lately has been in 12-49 de-
mographics, where last year it was
mostly 25-54 and 18-49, and the
growth was primarily in the 25-49 area.

“How we'll fare in '86—who knows?
Unwired networks have the highest ac-
count turnover anywhere in radio—75
to 80 per cent, compared with 45-50
per cent for normal spot. Because it’s
dealing in a tonnage area, it may be just
an adjunct to a wired network buy or to
a TV buy. There’s less of an emotional
return to it.”

Network radio

As for network radio, Bob Lobdell,
president of the Radio Network Associ-
ation, says, “We're optimistic about
’86. We think the economic conditions
will be good at least through the first
half and probably longer.” If the econo-
my takes a downward swing, he notes,
“it will be harder getting longterm
commitments, but it will probably have
more effect on media like print than on
either TV or radio. If anything is work-
ing in favor of network radio, it’s the
low production cost and the ability to
get out with a message quickly.”

Lobdell estimates that total network
sales will be $325 million for 1985, a
gain of 13 per cent over the previous
year, and that '86 will close at $365-370
million, a gain of 13 or 14 per cent.

An RNA revenue analysis of nine
network and multi-network organiza-
tions through the end of last Septem-

\ A o

Bob Lobdell, president of
the Radio Network
Association, reports
network radio is getting

a better representation

of the products of
multi-product
advertisers, primartly in
the package goods area.

ber shows that business placed outside
of New York is growing at a much more
rapid rate than that placed in the major
buying center. In the nine months, over
$150 million had been placed in New
York, a 7 per cent gain from the equiva-
lent period of '84. Meanwhile, Chicago
had gained 18 per cent to $57 million,
Detroit 59 per cent to nearly $18 mil-
lion and Los Angeles 50 per cent to
almost $16 million.

Lobdell says network radio is still
fighting the perception of it being a
tonnage medium because of its low
cost, but he adds that demographics
are coming more into play. He says ad-
vertisers are now coming in with a bet-
ter knowledge of who their market is
and are picking network for specific
needs: “I think we’ll see a continued
refinement of advertiser demographics
from broadly stated demographics to a
more segmented approach. Historical-
ly, most of the buying was 18-34 and
especially 25-54. We expect to see
much more refinement, such as 25-44,
and the inherent value of the medium
will be heightened.”

Lobdell says cPMs for network radio
are rising at a slower rate than every
other medium—not gaining more than
5 per cent on a year-to-year basis. He
expects total cost to go up about 7 per
cent next year, with nearly 2 per cent of
it representing increased audience. He
points out, “We're already at the bot-
tom end of the CPM scale of all major
media.”

He foresees continued growth in
“800-number” advertising, including
that directed toward business, such as

(continued on page 174)
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Joint effort of reps, RAB signals new
era, plus concern about ‘attrition’

Cooperation fuels
the National Radio
Marketing Group

adio reps have not in the past

R been paragons of cooperation

in promoting radio as a medi-

um, but they appear to have gotten up

to speed under the aegis of the Nation-
al Radio Marketing Group.

A joint effort of radio members of the
Stations Representative Association
and the Radio Advertising Bureau, the
NRMG has been making presentations
to advertisers at the rate of about 100 a
year since the effort was effectively
launched about two years ago.

The drive represents not only a new
mood of cooperation among the reps
but reflects the “new” management at
RAB, installed a little over two years
ago-—specifically, William L. Stakelin,
president and chief executive officer,
and his appointees. It also reflects a
change in regime at SRA, with .Jerome
Feniger moving in as managing direc-
tor in 1983. In addition, it reflects con-
cern with radio “attrition,” the fact
that 50 per cent of national accounts in
any one year do not return the follow-
ing year.

NRMG is an organized effort, usual-
ly directed at one specific industry af a
time and is monitored to keep the par-
ticipants alerted to their responsibil-
ities and to make sure all the targeted
accounts are covered.

Stakelin offers no dramatic story
about how the NRMG came about,. “It

Katz’s Jerry Cregan

RAB’s Bud Heck

was just a recognition by bhoth groups
that they should work together. Previ-
ously, the two groups had been going in
separate directions.” But the RAB
chief nevertheless calls it “a marriage
made in heaven,” an ideal merger of
two forces resulting in promotional
synergism. With the two groups acting
together, “we are able to get into a lot of
doors,” Stakelin explains.

Says Edward Kiernan, vice president
and general manager of CBS Radio
Representatives: “It looks good for ra-
dio to act as a team. It gives us clout
and it’s easier to set up meetings with
advertisers. Procter & Gamble has
been seeing radio people.” Jack Masla,
president of Masla Radio, puts it sim-
ply: “It’s really the first time the indus-
try has gotten together.”

Impact on business

Has the effort had a measurable ef-
fect on business? There is some evi-
dence that it already has, based on spot
billings in industries targeted by the
NRMG, as computed by Radio Expen-
diture Reports, using data on commis-
sions provided by the major reps (for
overall monthly RER data, see Radio
Business Barometer). While the
NRMG drive is quiet in most respects,
relative to its visibility, it got its baptis-
mal workout with a loud blare of publi-

city—the “blitz” directed at auto mak-
ers back in the fall of '83.

The blitz was Stakelin’s first major
promotional move following his taking
over the RAB reins in July, '83. The
campaign started in the early fall and
culminated in a 10-day drive in Decem-
ber during which every automotive
point of influence in Detroit at both the
client and agency level was exposed to
radio’s message. While the central
thrust was delivered by the top RAB
echelon, the reps provided major back-
up.

Due primarily to the emergence of a
drop in oil prices, but also aftected by
other factors, the gasoline industry
faced some serious marketing problems
in late '83. So an overlapping push was
directed at them by the newly-minted
radio marketing teams. This continued
into '84.

In the summer of that year, RAB de-
veloped a computer industry presenta-
tion that eventually reached every ma-
Jjor maker—and the presentations are
not over yet. Next, NRMG tackled the
complexities of financial marketing,
where an industry-in-change is sorting
out how different types of institutions
—banks, s&Ls, brokerage houses, mu-
tual funds, insurance companies, etc.
—will handle services once out of their
ken. Like the computer industry push,
this effort sought to show advertisers
how a mass medium can reach upscale
buyers.

The NRMG also went after the mo-
tion picture industry last year. It start-
ed with theater owners, with RAB de-
vising a system for local and regional
timebuying. Following preliminary
NRMG calls on the movie studios and
distributors, RAB is now building a
presentation for these national clients.

P & G presentation

Last spring, the NRMG tackled the
holy of holies, Procter & Gamble. It
started with three days of presenta-
tions in Cincinnati (P&G has a large
bureaucracy), the pitch delivered by a
three-man RAB team consisting of

Key figures at
NRMG superintend
about 100 pitches

a year to specific
accounts in such
industries as autos,
moutes, computers.




Strategy in devising
presentations is to
isolate marketing
problems of industry

MORE LIKELY TO PURCHASE/USE

coliege

147%

102
58

first, then show

how radio can reach

target effectively

and economically.

Stakelin, Albert “Bud” Heck, now the
bureau’s marketing vice president, and
Ben Scrimizzi, who was senior vice
president of sales and marketing, but is
no longer with the bureau. Later, the
reps moved in and helped tackle the
P&G agencies.

What came out of all this was a new,
generic package goods presentation; af-
ter the onslaught against P&G’s fortifi-
cations, RAB brought the presentation
back to the drawing board and adapted
it to package goods clients. And that’s
what’s going on now. During a recent
30-day period, 15 presentations were
given before package goods audiences.
This phase of the NRMG’s promotion-
al efforts is expected to continue on
into the first quarter of next year.

The NRMG described

What is the NRMG? The NRMG is
made up of a management person from
each rep company—that is, including
the autonomous operations within par-
ent rep companies. Interep, for exam-
ple, has someone from McGavren
Guild; Hillier, Newmark, Wechsler &
Howard; Major Market Radio and
Weiss & Powell, plus an Interep execu-
tive. Katz Communications has a rep-
resentative from Katz Radio, Christal
Radio and Republic Radio Sales. Both
Selcom and Torbet have a representa-
tive in the group. Blair and CBS have
one person each, as does Eastman Ra-
dio, Masla and Caballero Spanish Me-
dia. Then there’s RAB’s point man in
the NRMG, “Bud” Heck. Represent-
ing the SRA is Feniger and Audrey
Tanzer, his administrative assistant.
Chairman of the NRMG is Jerry Cre-
gan, vice president of Katz Radio’s
Central Division.

The group meets once a month to
assign target accounts, discuss strategy
and monitor progress. It also decides
on the next industry to go after but,
Heck notes, the RAB’s particular

85
19

THAN ADULTS IN GENERAL

prol./mgy.
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108

$30,000 +
HH income

95%
97

From financial marketing presentation

thrust at any particular time has a ma-
jor bearing on the choice. The bureau
does the ‘‘creative development,”
writes the text, prepares the slides and
prints the leave-behinds.

Marketing developments oftenr: dic-
tate the industry to be targeted. “It
may be a brand new industry, or an
industry undergoing change, like the
de-regulation affecting the financial
and travel industries,” explains Heck,
who recently addressed a convention of
travel agents in Rome. In the case of
the comparatively stable package
goods industry, Heck says, “We feel we
can do better than we're doing.” A
meeting this month at RAB headquar-
ters will go into another industry tar-
get—possibly in the retail field.

Cregan ackriowledges RAB's key role
in the NRMG effort. “We’re an exten-
sion of RAB,” he says. But he main-
tains that the reps still play a heavy
role in appearances before advertisers.
He points out that he reviews al! the
reports on pitches made by the reps.
Each rep which is assigned an account
fills out a form after delivering a pre-
senfation and reports to a subcommit-
tee chairman. These are then reviewed
by Cregan as NRMG chairman.

Progress report

A report to SRA Radio Board mem-

bers by Cregan covering the second
quarter of '85 plus other summary data
sums up the kind of work the NRMG
has been doing:
#m The NRMG was part of the SRA
panel at the NAB corvention in April.
Cregan and Erica Farber, vice presi-
dent/radio marketing division at In-
terep, gave a l5-minute presentation
highlighting NRMG progress in ’84.
During last year, the NRMG gave 121
presentations prepared by RAB to in-
dividual clients of the motion picture,
computer, gasoline and automotive in-
dustries.

m During 1935 to date (information
collected through June 12), the NRMG
gave 31 individual presentations to fi-
nancial clients. It also worked with the
RAB to give a presentation to the
American Bankers Association confer-
ence in Chicago.

m NRMG fielded a panel at the
ANA/RAB workshop covering “Posi-
tive Radio Planning.” Panelists were
Charles Trubia, senior vice president,
director of radio buying unit, Ted
Bates; Karen Dixon-Ware, media man-
ager, McDonald’s Corp., and Neil
Faber, president Neil Faber Media.

Indirect evidence

Cregan alsu provided some indirect
evidence of results from the NRMG
presentations. Using RER figures on
spot radio for 1983 and 1984, the Cre-
gan report showed a 19 per cent in-
crease in spot billings in '84 for the
computer industry, a 53 per cent rise
for the gasoline industry, a 59 per cent
rise for the motion picture industry
and a 3 per cenf increase for the auto-
motive industry. This compares with
16 per cent hike for spot radio overall in
'84. Explainirg the low increase for the
auto categorv, Cregan footnoted the
comment that auto advertising “was
hampered by budget cutbacks due to
foreign car import quotas in 1984.”

RAB'’s Heck is careful about making
claims as to the effectiveness of the
NRMG presentations. “It's hard to
measure the impact of a presentation.
Don't forget, we're not trying to get an
order. RAB can’t do that by virtue of
the kind of organization we are. Also,
there are a lot of factors that determine
whether there’s an increase in spending
on radio. Business conditions, industry
sales, etc.”

He was also careful in describing how
the work load for NRMG presentations
was divided between rep and RAB per-

(cantinued on page 182)
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Medium should be considered on its own

merits, rather than as stepchild to TV

Radio offers clients
significant benefits
beyond ‘numbers’

By LAWRENCE H. SPIEGEL
Executive Vice President,
Tracey-Locke, Inc.

seems the frequency with which

radio has been described by agen-
cy media people as fragmented, misun-
derstood, difficult and a headache, has
been on the increase in the trade press
in recent months.

Let’s face it, radio is not television.
And most of the differences between
TV and radio are precisely the reasons
that make radio so potentially effective
in the media mix. Why then use TV as
the action standard?

Media planners have been trained
traditionally to understand the basic
advantages of radio in terms of audi-
ence selectivity, cost efficiency, and
frequency generation. These same peo-
ple are taught that radio is a strong
supplementary medium to Tv. And it is
from this that radio has long been rele-
gated to a stepchild position in the me-
dia selection world. It is the media de-
partment’s obligation to recommend
radio when it fits the task at hand. And
while radio is not always the answer, it
should at least be considered.

It may be my imagination; but it

New examination

While I have no special bone to pick
with TV (we purchase a large amount of
it), or any wish to downplay its histori-
cal ability to work for advertisers, the
changing marketing and media world
demands the examination of all media
in a new light . . . one that considers the
fact that a large chunk of TV advertis-
ing is not automatically the best or only
solution to the media equation.

The whole segmentation/fragmenta-
tion evolution demands media plans
which address the important truism
that advertising budgets are finite, and
one has to find ways to make dollars
work harder, whether it be through
more effective media mixes, finer tar-
geting toward prospects, or by provid-

ing enhancement overlays to media
buys.

I first bought radio time with only
three known numbers-—Hooper share
data, a station’s frequency, and its
power. In some ways, this could be very
frustrating; but in the absence of quan-
titative information for a crutch, one
had to better understand the medium
itself. Station formats, personalities,
promotions, local market listener vital-
ity, among other things, were all con-
sidered.

Today, the audience data for radio
more than adequately support a ratio-
nale for using the medium. Unfortu-
nately, the mainstay of the media plan-
ner for the last quarter century has
been the standard of measurement
known as the gross rating point, and
these boxcar numbers do not relate to
any form of response. In other words,
they do not generate information rela-
tive to the ability of a media plan to be
effective in the marketplace.

While our industry has begun to de-
velop an integrated audience measure-
ment system designed with the new
media environment in mind, we do not

have enough information available to
neutralize the perceptions of radio’s
ability to work or not work in the media
plan. Even when considering at least
five major copy tests which demon-
strate radio’s high delivery impact rela-
tive to TV, the media effectiveness vac-
uum is still large. While radio’s “num-
bers” are good, t<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>