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Ng together for the first ime from

A-BAreeRA's array of glamorous and romantic
box office champions, come these wordwide

i *rs@urs in their most challenging roles:

5= YoGi's Grear Escape
= $c008Y-D00 & THE BOO BROTHERS
i THE JETsons MEET THE FLINTSTONES
7= YoGI BEAr AND THE MAGICAL FLIGHT OF THE SPRUCE GOOSE
= Top Car & THE BEVERLY HiLLs Cars
7= YOGI AND THE INVASION OF THE SPACE BEARS
== JuDy JETSON AND THE ROCKERS '
~= S5¢008Y-D00 & tHE RELUCTANT WEREWOLF 7’
=~ THE GOOD, THE BAD & HuckLEBERRY HOUND
== §¢008Y-D0O0 AND THE GHOUL ScHOOL ‘ |
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These Hanna-Bareera stars have accumulated

more screen fime than any performers A
in history.

Laugh with them, cry with them,
love with them—
HanNNA-BARBERA'S SUPERSTARS 10—
10 onginal two-hour animated movies.
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AUSTRALIA

will celebrate
its 200th birthday
in 1988

Start the Celebration now
with outstanding programs
from

Film Australia

the production division of
the Australian Film Commission

For further
information and
preview materials
contact

DEVILLIER - [ )ONEGAN
JENTERPRISES

1608 New Hampshire Avenue, NW.
Washington, D.C. 20009
202-232-8200
Telex 248724 DDEI UR
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BOUNDARIES DISAPPEAR. SPACE EXPANDS. EVERYWHERE,

OPENNESS. AND THAT'S ONLY WHAT IT SOUNDS LIKE. HEAR AND SEE
THE NEC 46" PROJECTION TV WITH DOLBY SURROUND SOUND.

CERTAIN THINGS IN LIFE SIMPLY CANNOT BE COMPROMISED.
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MTV SCORES HIGH ON NIELSEN
PEOPLE METER

MTV: Music Television scored 15% higher rat-
ings on the Nielsen People Meter than on the
old, soon to be dismantled NTI Household
Meter” The reason for the highers ratings is the
improvement in the representativeness of the
People Meter sample of American households.
We all look forward to the more accurate tele-
vision viewing data when the People Meter
revolution begins in September {only weeks
away).

*2nd Quarter 1987 (April, May, June) 24 hour Peopie
Meter vs. NTI Meters. Nielsen date subject 1o qualifi-
cation availahle on request,

“SUNDAY ... SUNDAY...
AT THE MIDLANDS
SPEEDWAY..."”

MTV and VH-1 are revving up to join
the professional race car circuit,
Both 24-hour music networks will be
sponsoring cars that will track
through the upcoming racing year
with lots of merchandising opportu-
nities for our co-sponsaors,

A1 MTV Networks, we deliver more
than viewers. MTV and VH-1 bring a
new edge to professional racing
and 1o promotional tie-ins!! If you're
interested iy steering your logo onto
the fast lane with MTV or VH-1, call
your MTV Netwarks representative.

UNIQUE MULTI-
MEDIA PROMOTIONS
EVENT PLANS 27
WEEK TOUR

Announcing an innovative way for
advertisers to capitalize on their
regional marketing opportunities. It
MTVs Museum of Un-Natural His-
tory, preparing to roll into 25 major
markets during the first half of 1988.

This multi-media promotions event
will incorporate local radio, cable,
and six months of national on-air vis-
ibility as MTV tracks the Museum
appearances.

CUTTING EDGE VIDEO AND

3-0 EXHIBITS.

Best described as “Epcot Center
meets Barnum and Bailey” MTVs
Museum of Un-Natural History is
going on tour for an unprecedented
live sales promotion direct from 27 of
Americas largest shopping malls.
MTV’s Museum of Un-Natural History
wifl combine cutting edge video and
three-dimensional exhibits that will
promote the dynamic interplay be-
tween music, fashion, style, and
technology.

In brief, the Museums four dra-
matic, corporate-sponsored areas
are 1) Long Live Rock (the legends,
the moments), 2} Products for Better
Living {outrageous futuramal, 3) New
Music (star in your own music video),
and 4) Addicted to Style {interactive
displays of consumer products.)

EXCLUSIVE SPONSORSHIP
OPPORTUNITIES STILL AVAILABLE.
Developed by MTV Networks and the
Marketing Entertainment Group of
America, Inc. (MEGA), the project
marks the first time MTV has gone
off-channel for its own six-month
nationwide tour.

Be on board as MTV's Museum of
Un-Natural History criss-crosses the
country next year. Sponsorship op-
poriunities (alt exclusive) are going
fast. Join the principle corporate
presenter, Swatch Watch, as a par-
ticipating sponsor or a patron spon-
SOF NOwW.

Use the power and reach of MTV:
Music Television to get great product
exposure with your target audience
right where they spend most of their
leisure time-—down at the mall.
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Movie Source.

- ,‘}Q\ . Twenty power-packed titles featuring forty
K. 3 '!-.\ of Hollywood’s current top name stars!
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Battle for child audiences moves
syndicators, webs in new directions

here’s no question that the children’s television marketplace is at the

most competitive level ever. While the networks are essentially holding
their own, the abundance of syndicated programming has led to an ex-
tremely buyer-oriented market. In fact, the stations are in such a dominant
position that they’re asking for, and getting, national spot advertising
dollar guarantees from syndicators as part of the bargain.

The seven feature articles in this issue comprising the “Kidvid '87”
section cover not only the intensifying competition among syndicators for
station time but also the trend toward “softer” programming at the net-
works, the increased competition from cable and home video for children’s
attention, the overall decline in the children’s TV audience, and the role of
local programming for children.

One of the facts that emerges is that the high-tech, action oriented
programs have more than reached their peak and that, while they have
captured the attention of older boys—and helped to sell them toys—they
have allowed the audience of younger children and girls in general to slip
through the cracks. The networks already have recognized this and will be
reflecting it to a greater degree in their lineups for next fall. Syndicators are
just beginning to turn in the same direction.

Meanwhile, if parents aren’t happy with what’s available on broadcast
TV, they’re increasingly finding satisfaction in their nearby home video
stores, where an estimated one in every 10 cassettes sold is for children.
Executives in the home video industry long have been wise to the fact that
children will view the same program over and over much like an adult will
continue to play the same recorded music.

And don’t count local personalities like Blinky the clown, Happy the
Hobo and Hatchy Milatchy out of the picture. Stations that continue with
local programming for kids and use their personalities as representatives to
the community have created a special niche for themselves. In fact, in at
least one instance, an independent station successfully fought being jetti-
soned by a cable system because mothers were outraged at the prospect of
losing the local kids’ show.

Rep switches. There is little doubt that multiple switches of major groups
from one rep to ancther during the past few months, as analyzed in our lead
story in the July 6 issue, is unprecedented in its size and significance. While
a case can be made for a domino theory as to why it happened—i.e., one
switch triggering another, etc.—there must be a deeper explanation. It is
certainly no accident that these massive station moves follow major devel-
opments in the industry—the 12-12-12 rule, the rising number of TV
station sales and the rising prices for stations.

All these factors signal, if not a new era, a new environment with new
owners and new financial burdens. This is putting pressure on broadcasters
to control their costs more than ever and, from the national spot point of
view, “to control their own destiny.” In doing this, it is to be hoped that
station owners don’t press reps too hard. Reps provide valuable services in
addition to selling, and they can’t continue to provide them if they can’t
make a reasonable profit.

V.

Television/Radio Age, August 3, 1887
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No one offers more outstanding children’s programming than Viacom.
All tried and true consistent winners. Off-network, action-packed
cartoons with favorites like Mighty Mouse, Alvin, Heckle and Jeckle and
Deputy Dawg.
With rich production values, exciting stories and classic, well-known
characters—in the type of entertainment kids just can’t resist.
Plus, 27 half-hours of enchanting family classics like Tom
Sawyer and Sleeping Beauty. And eight one-hour, exciting
holiday specials from The Red Baron to The Mad, Mad Monsters
and more.
So we’d like to thank all our little people. After all, without Viacom.
them, we wouldn’t be so big.

www americanradiohistorv com
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KTTV enters 10 p.m. news derby;
KCBS bails out of 4 p.m. news

KTTV-TV, the Los Angeles Fox outlet,
has decided to enter the 10 p.m. news
fray against perennial slot winner
KTLA and Chris Craft’s KCOP. The
decision was because of the poor draw
of KTTV’s 8 p.m. and midnight news-
casts, according to new station general
manager Bob Morse.

Morse, who recently joined the sta-
tion from an eight-year stint at WHAS-

Bob Morse
TV, the CBS affiliate in Louisville,
promises more changes than just a time
shift.

Two new anchors, Andrea Naversen
and Bill Redeker, from ABC News and
CBS News respectively, will join the
newscast when it debuts in its new time
slot in early September (replacing
Marcia Brandwynne and Tony Cox).
Morse said equipment changes might
include an affiliation with Connus.
Currently, the only L.A. Connus affili-
ate is KHJ-TV, an independent owned
by General Tire, and KHJ does not
have a 10 p.m. newscast.

KTTV had been following its 8 p.m.
newscast with a movie. Both KTLA
and KCOP reverse that, running films
at 8 p.m., with their newscasts immedi-
ately following. That’s the same sched-
uling KTTV will follow. So the
strength of each indie’s film library is
expected to have a great deal to do with
the success of their respective news-
casts.

Both KTLA and KCOP heavily pro-
mote their films, so KTTV has its work
cut out for it.

On the network affiliate side, KCBS
has decided to drop its hourlong 4 p.m.
newscast. The broadcast fell victim to
ratings that were less than half those
garnered by the ABC and NBC affili-
ates. According to Erik Sorenson,
KCBS news director, “If we would have
landed Oprah Winfrey as a lead we'd

probably be doing quite well at 4 p.m.”
Winfrey is the lead for 4 p.m. news slot

leader KABC, and “Donghue’” the lead
for second place KNBC. KCBS lead is
Divorce Court followed by People’s
Court.

Sorenson says the 4 p.m. news shows
on KABC and KABC thrive because
the talk show lead-ins are perfect for
the soft format newshours that follow.
Another problem, Sorenson says, was
that KCBS entered the 4 p.m. news slot
vears after the other two network affili-
ates had been there. (KCBS had been
unsuccessful with a variety of both soft
news and hard news formats since mov-
ing to 4 p.m. last September.)

Though losing an hour in the after-
noon, Sorenson will add a half hour of
local news at 7 p.m., following Dan
Rather’s national report. No other local
station has local news at 7 p.m. (KABC
has Jennings in that slot.)

The KCBS restructuring gives it two
hours of local news in the late after-
noon/early evening, compared to three
hours on KABC and 2% hours on
KNBC.—Chuck Ross

KTLA launch puts
Tribnet step closer

Tribnet, the news consortium of four
Tribune-owned TV stations, has come
one step closer to its anticipated Au-
gust 15 launch with the completion of
KTLA-TV’s custom modified mobile
satellite uplink truck.

The Los Angeles station plans to de-
but its $220,000 Ku-band unit Sept. 14
when the truck will roll into Phoenix to
cover the last day of Pope John Paul’s
visit to that city. KTLA will follow that
up over the next two days with 48 hours
of continuous coverage of the Pope’s

visit to the City of Angels.

The station plans on feeding some of
that coverage to the other stations in
Tribnet: WPIX-TV New York,
KWGN-TV Denver and WGN-TV
Chicago. Current plans call for the
uplinks at those stations to be fixed,
according to Jeff Wald, news director
at KTLA.

Speculation is that after Tribnet is
off and running other stations could
join in, a la Conus. Tribune already
runs the feed service INDX (Indepen-
dent Exchange) that currently has 16
stations, according to John Corporon,
news director at WPIX, Corporon also
is president of Tribune’s syndicated
newscast, INN. He says most stations
currently participating in INDX do not
have uplink facilities.

Japanese news draws
big shares in L.A.

Japanese news and stock market re-
sults, sports highlights from Japan,
and a short insert from NBC’s evening
news, translated into Japanese, are
now seen on KSCI-TV Los Angeles.

Fujisanker News, via satellite Mon-
day-Friday 6 to 7 a.m., is part of the
16 hours of Japanese programming a
week aired by KSCI, which bills itself
as “the largest multi-ethnic television
broadcaster in the U.S.” The station
carries programs in 16 languages, nine
of them Asian.

Station manager Rosemary Fincher
cites research showing that 86% of Jap-
anese living in the Los Angeles area
watch the station’s Japanese language
programming.

Producer of Fujisankei News is Fuji-
sankei Communications International,
the U.S. arm of Japan’s Fujisankei
Communications Group, which in-
cludes the Fuji Television Network and
Sankei Shimbun, one of Japan’s largest
national newspaper publishing groups.

‘CNN World Report’

In another of his efforts to promote
world peace, Atlanta broadcaster Ted
Turner has invited countries to con-
tribute to a new segment for his CNN
news service.

CNN World Report, billed as “an
open-ended weekly telecast,” will con-
sist of reports prepared by TV organi-
zations regarding topics of interest in
their respective countries. The pro-
gram is tentatively scheduled to air
Sundays at midnight.

18

www americanradiohistorv com

Television/Radio Age, August 3, 1987



www.americanradiohistory.com

James Irwin.
No Travel.

James Irwin has We don't write any heard from Ralph
made mankind’s long- scripts and we don’t Nader and two New
est journey, to the pay anything. We Jersey school teachers,
moon and back. And aren’t looking for among many others.
sees television’s ability | praise for NBC or its We’ve heard a lot of
to take armchair trav- | people or its pro- good things about our
ellers to distant places | grams. We are looking | campaign from the
on this planet and for credibility, and the | press, and the public
beyond—that can liter- | credentials to speak and our affiliates. And
ally be reached in authoritatively on the if you’ve got some-
no other way—as an subject of television. thing to say about
extremely important, During the cam- television, NBC would
long-term paign we’ve heard like to hear from you.
contribution. from Steve Allen and After all, the whole

That’s why we askéd | the President of the idea is for us to stay
him to talk about tele- | National PTA. We've tuned in to America.

vision as an astronaut
sees it for NBC's
“Tuned In To America”
campaign. The cam-
paign, a corporate
public forum for ideas,
has been broadcast

on NBC for a year

and will continue
throughout 1987.

The format is sim-
ple: people who have
something to say
about television say it
on our television
network.

Speakers are known
and unknown. Some
are connected with
television, but most
aren’t.

@ NBC.Tuned In To America™

If you'd like to participate in this project, write to
TUNED IN TO AMERICA, NBC, 30 Rockefeller Plaza, Room 1420A, New York, New York 10112,
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From Walt Disney and Touchstone Pictures,
25 of our biggest box-office hits.

Buena Vista Television takes another giant s
kages ever. Pure entertainment with Prim
dollar dayparts. Magic II. Disnev Treasure [ Its t
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From the treasure chest of Walt Disney Studios,
14 classic family films.

Were offering two of the most exciting film @

Me POwer, cornerstone programming for top  p= 5.

listribution relationship vou cant afford to miss. ~Television
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Sidelights

Chet Collier’s distinguished 35-year
broadcast career includes stints at the
top of Group W Productions and near
the top of Metromedia Producers
Corp. So what’s the creator of such
shows as Mike Douglas and Merv Grif-
fin doing in charge of a fledgling video
production outfit in Boston? That’s
easy. “I've always wanted to own a pro-
duction company,” Collier says.
Collier explains that, when he decid-
ed not to stay with MPC into the Ru-
pert Murdoch era, the two existing pro-
duction houses in Boston weren’t for
sale. “So I went out and got financing
and started my own.” That was nearly
2 years ago. Since then, Collier and his
20-person staff at Target Productions
have been making themselves known.
Collier has been busy introducing his
product—both syndicated and cus-
tomized image/ID packages—to sta-
tion general managers who know him
from his syndication days, which gives
him a distinct advantage over other
production house honchos. In fact, he

Chet Collier: new start, new target

hopes to be able to afford a booth at
NATPE, because ‘“all those heavies
will be coming.”

“I understand station problems,”
Collier says; he was recently elected
president of the Boston/New England
chapter of NATAS. “I've had to deal
with station problems hands-on all my
life.” Well, maybe not all his life, but he
has held positions at Group W’s wB2-
1V Boston and Kyw-TV, then in Cleve-
land, and was also president of the
Group W TV Stations group. “When I
ran a station,” he notes, “I would say,
‘If you have the right on-air look, it can
affect shares 115 points a month.’ ”

“Everything we do is connected with
image,” he notes. This focus on overall
image means that Target will get in-
volved with such off-air activities as
print ads and office design, he explains.

Identification. When Target does its
promotion campaigns correctly, Collier
says, “If somebody tunes in to the sta-
tion and doesn't see the call letters,

Chet Collier

he’ll know which station it is.”

Target prices its services based on
market size. In Boston, Collier says, a
customized package goes for $40,000
and a syndicated package for $10,000.
And, so far, Target’s only two station
clients are both in Boston: Fox’s new
WEFXT-TV and the revamped
WQTV(TV).

While 20-25 per cent of the facility’s
work is now station promotion, Collier
says he would like to increase it to 30—
35 per cent—or about half-a-dozen on-
going clients this year. At least half of
Target’s work will be industrial, he

$260,000,000
AVAILABLE FOR
MEDIA INVESTMENTS
AND FINANCING

Send particulars and business plan to:

CEA Investments

01 W, Kennedy Bivd.

Suite 851

Tampa, Florida 33609

24
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says, and the rest commercial.

And he loves all of it. “It’s harder
work than I've ever done,” he claims.
I'm in the office at 7 a.m., and I don’t
get tired. I can’t say that was true when
I worked for large companies. There's a
great sense of accomplishment in tak-
ing something from nothing.”

Collier must have a knack for run-
ning his own business, at that. “We’ll
do $2% million for our first year and
break even,” he declares.

Lots to go around

While TV stations around the country
are boosting their ratings by getting
state franchises to air live lottery draw-
ings (TV/RADIO AGE, July 6, page
37), they haven’t managed to cut radio
stations out of a good share of lottery
advertising revenue. According to
Gaming & Wagering Business maga-
zine, 20 of the 22 states operating lot-
teries use radio advertising.

The average share of ad budgets go-
ing to radio in 1966 was 21%, according
to the trade magazine, and eight states
spent 20% or more of their marketing
budgets on radio. Leading on a per-
centage basis was Massachusetts, with
38%, or $3.8 million, going to radio. For
sheer dollar volume, it was New York’s
$4.1 million, which represented 27% of
the budget. U.S. total for radio comes
to $24.4 million.

Television/Radio Age, August 3, 1987
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Tele-scope

More news directors move
into management

More news directors are moving into station manage-
ment these days, and still more news directors have
their eye on eventually making it to the general man-
ager’s desk.

The July issue of Intercom, the newsletter of the
Radio Television News Directors Association, reports
results of a survey by its research director, Vernon
Stone, who doubles as a journalism professor at the
University of Missouri.

From the percentages turned up by his survey,
Stone estimates that 75 to 80 U.S. commercial TV
station managers came up through news, half again
as many as in 1981. For radio, his estimate is that up-
ward of 550 station managers were onetime radio
news staffers, almost twice as many as in 1981. Stone
sees this trend “offering potential for long-term ca-
reer and salary advancement which has not been
available in most radio newsrooms.”

As for Stone’s actual survey results, he found 56%
of the TV news directors and 41% of radio news di-
rectors saying they aspire to become station manag-
ers. And one of every 10 of the news directors’ prede-
cessors had moved into higher broadcast manage-
ment. But it was still sales managers who had moved
up to general manager at two-thirds of the radio and
TV stations surveyed.

Nevertheless, Stone found that 10% of TV station
managers last year had moved up from news, against
7% in 1981. In radio, general managers moving up
from news increased from 4% to 8% over the same
five-year span.

On the other hand, fewer program directors are ad-
vancing. Their share of general managers’ jobs
dropped from 24% in 1981 to 13% last year in televi-
sion and from 20% to 14% in radio.

Stone also suggests reasons why running the news-
room can be good training for station management.
He points to past RTNDA research showing that the
newsroom is a profit center for most TV stations and
almost half the radio stations. And he notes that
news directors in larger stations spend more of their
time on managerial tasks than on chasing down sto-
ries.

Meanwhile, in the newsroom itself, Stone found
plenty of turnover. He reports that at both radio and
television stations, news directors are brought in
from outside more often than coming up through the
ranks in house. And many news directors are ready
for a change. One in five TV news heads and one in
three radio news directors said they are looking for
another job.

‘Challenging’ network news

At least some action is being taken in the aftermath
of the House Telecommunications Subcommittee

hearings on network news held at the end of April.
One bill being considered would subject networks to
the same challenge process as broadcast stations face
when they change hands.

Most members have decided to remain relatively
silent on the issue in the wake of strong criticism that
the subcommittee even held hearings on the impact
of corporate takeovers on network news, much less
that it heard suggestions on dealing with the First
Amendment-related issue.

Some members, including Rep. Jim Slattery (D-
Kan.) suggested during the hearing that legislation
might be needed to avoid conflicts of interest that oc-
cur when a corporation likely to be in the news owns
a network. Slattery, and Rep. Dennis Eckart (D-
Ohio) cited General Electric’s ownership of NBC.

Slattery has followed through on his concerns, but
in the course of time since the hearings, a look at op-
tions available has led to a change of focus.

An aide says the third-term member from Topeka
is considering offering an amendment on the next
broadcasting-related bill to come up for consider-
ation by the subcommittee, which probably will be
sometime in the fall.

The aide says Slattery is looking at “some sort of
informal hearing process that the FCC (Federal Com-
munications Commission) would have to conduct
when a broadcasting network changes hands.” Pres-
ently, only the network’s owned-and-operated sta-
tions are the subject of a hearing process when they
must be sold to satisfy multiple ownership restric-
tions.

The idea, he says, is for the public and all other in-
terested parties to be able to file comments with the
FCC when a network is to be sold so the commission
can have a full record on which to make decisions. Al-
though news would be the primary focus of the com-
ments, he says, they would not be limited only to that
aspect of network operations.

Ampex heads for Olympics

Ampex is gearing up for the 1988 winter Olympics.
The company has completed the first phase of its
work on the Olympics: building the first of seven
identical suites for ABC according to the network’s
design requirements. The seven suites each will be
equipped with three Ampex VPR-3s, featuring new
Turbo-Plus software and equipped with Zeus ad-
vanced video processors, and a Grass Valley switcher
and edit-controller.

In addition to the seven suites, Ampex is designing
two other suites: a mini-control room and a play-to-
air suite. The play-to-air room is subdivided into two
parts, a five-VTR and a three VT'R-section. The five-
machine room is designated for play-to-air activities.
The smaller room can function as a stand-alone edit-
ing bay, or, combined with a portion of the five-ma-
chine room, as an expanded special function edit
room.

The mini-control room is a three-machine edit bay
with additional camera and VTR inputs into the
switcher.

26

Television/Radio Age, August 3, 1987

www americanradiohistorv.com



www.americanradiohistory.com

WWOR

MCA Broadcasting



www.americanradiohistory.com

| ‘

Final Edition

Redstone talks of Viacom strategy;
Baruch looks back on quite a run

Sumner Redstone has moved aggres-
sively to put his mark on the company
he now controls, Viacom International,
not only by luring Frank Biondi away
from Coke to make him chief executive,
but by mapping out plans to sell minor-
ity interests in some of the company’s
assets.

Redstone, whose National Amuse-
ments Inc. completed the purchase of
Viacom earlier this year for $3.5 billion,
tells TV/RADIO AGE he has received
“seven or eight” unsolicited offers from
companies anxious to buy partial inter-
ests in some of Viacom’s operations. He
declines, however, to identify the suit-
ors or the assets.

While Showtime and Nickelodeon
come first to mind, Viacom’s broadcast
outlets are highly profitable and likely
candidates for investors.

He firmly rejects the notion that he
would have to sell off some assets en-
tirely in order to climb out from under
the huge debt. “We did not buy this
company to liquidate it,” he says.
“That’s not in the cards.”

In addition to selling off partial in-
terests to other companies, Redstone
alsoreveals he is considering selling mi-
nority interests in some of the assets
through “a public offering.” He says
the public offering concept would be
“very easy,” declining to elaborate.

No sweat. Nor does Redstone appear
overly concerned about the $3.5 million
debt. In fact, he does not think reduc-
ing the debt without losing control of
the company was a difficult task at all,
pointing instead to the low (9'4%) in-
terest rate on the loan, “which allows us
alot more room than some others.” (An
obligue reference perhaps to the Cap-
Cities purchase of ABC.)

Far from thinking liquidation, Red-
stone, who has now assumed the title of
chairman of Viacom, succeeding Ralph
M. Baruch, says the company is more
interested in expanding.

Baruch, who steps down and out of
the company which he founded nearly
two decades ago, departs with some
hittersweet feelings hut agrees Lhat af-
ter a period of “belt tightening” the
company is ideally positioned to ex-
pand. One major area of growth Baruch

television—well I wouldn’t want to be a
theater owner.”

Baruch, who may feel unfairly shut-
tled aside in the transition, gives up his
spacious office to Redstone for more
modest dwellings at Viacom, but he’s
not expected to be around much, even
though he has a contract running until
the fall of 1988 and then a 10-year con-
sultancy agreement after that.

No grudges. But Baruch holds no
grudges against Redstone. “There is no
personality clash here,” says Baruch.
“He owns the company, and he’s enti-
tled to run it as he sees fit. [ wish him a
great deal of success.”

While Baruch goes out of his way to
praise many of the executives he had
hired and nurtured and hopes they will
play a continuing role in the future of
the company—Jules Haimovitz, presi-
dent of the Networks Group; George
Castell, vice president for corporate de-
velopment; Gordon Belt, chief finan-
cial officer; John Goddard, head of the
cable division; Gerry Laybourne, head
of Nickelodeon and Nick at Nite; and
Paul Hughes, president of the Broad-
cast and Entertainment Group—he is
silent about Terry Elkes, whom Biondi
succeeded, and Kenneth Gorman, the
executive vice president.

Both Elkes and Gorman were forced
out after failing in their LBO attempt
against Redstone and National Amuse-
ments. More than simply failing to take
over Viacom, what apparently doomed
the pair was both the manner in which
they attempted the LBO and their
treatment of Redstone after the latter
succeeded in acquiring the company.

Wall Street sources say Elkes and
Gorman got greedy, that they wanted it
all and were unwilling to share the eq-
uity with many others in the company.

He'’s disappointed. Baruch declines to
comment on these reports and says
only that he was “disappointed” in
Elkes. Baruch was given an opportuni-
ty to huy into the LBO, “but then as
the price escalated I no longer wanted
in,”

Obviously Baruch was not pleased at
the way Elkes handled the LBO and
lamented that it was he who “hired and
trained Terry.” But, Baruch remarks
wryly, “This is a small industry. You
can be a gentleman and still be tough
and good in husiness.”

No one ever douhted Baruch’s abili-
Ly to be tough or good at business, and

in giving an enormous amount of ener-
gy and commitment back to the indus-
try, he also proved it could be done
with style and class.

Nor will anyone say Baruch is going
quietly into the night, for his story is as
fascinating and heartwrenching as
some of the best TV miniseries. He has
already been approached by a literary
agent, for example, for a book on his
life. Baruch and his family fled Nazi
Germany in 1933 and then just made it
out of France in 1940 as the German
army came marching in. He literally
carried his grandmother across the
Alps, and finally, pennyless, arrived in
America. His first job in this country
was selling shoes.

Baruch remains active in the Inter-
national Rescue Committee, of which
he is vice chairman. Other offers, he
says, include ““a very exciting” offer in
academia, a nonpartisan role in the
government and even an offer from the
industry. He declines to be more specif-
ie. .
As for Viacom, Baruch can give a
good accounting of his stewardship.
What began as a $20 million syndica-
tion offshoot of CBS in 1971 has grown
into a $1 billion communications con-
glomerate employing more than 5,000
people—a company someone else
thought enough of to pay $3.5 billion
for.

That’s not a bad run.—Jack Loftus

WCBS-TV profits

soar in four years

Even though the CBS Television Net-
work has been swimming in red ink for
a while, the company’s flagship televi-
sion station in New York, WCBS-TV,
reported operating profits of more than
$60 million in 1986, according to sever-
al sources.

Most interesting, despite the radical
cost containment policy found neces-
sary by Larry Tisch when he took con-
trol of the company, WCBS has shown
an almost negligible increase in costs
over the past three years: $69 million in
1984, $70 million in '85 and $71 million
in 1986.

Revenues rose form $93 million in
1983 to $106 million in 84, $113 million
in ’85 and $124 million in 1986.

Operating profits were $356 million in
1983, $42 million in '84, nearly $50 mil-
lion in "85 and just over $62 million in
1986.

While WCBS management refuses
to discusgs the station’s financial pic-
ture, sources familiar with the numbers
at the other New York O&O stations
say the CBS flagship's costs are “signif-
icantly lower” than its competitors and
have been for some time.

sees is pay-per-view, something he
started at Viacom five years ago.

“Our expansion into pay-per-view
has enormous potential,” says Baruch.
“You take pay-per-view, combine it
with a flat screen and high-definition
28
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Final Edition (continued)

Biondi under the gun on Showtime;
service must clue-in operators soon

One of the most significant implica-
tions of Frank Biondi’s recent move to
become president and CEO of Viacom
International is that he is not adamant
about the wisdom of subsidiary Show-
time’s exclusivity strategy.

Biondi will only speak in generalities
but says Paramount told him there is a
clause in its exclusive deal with HBO
(which sources say is worth at least
$800 million over the five-year term of
the deal) which would permit selling
films to Showtime on a nonexclusive
basis. Biondi says he is “open” to talk-
ing to Paramount.

Whatever Showtime decides its
strategy will be, it must tell cable oper-
ators soon. At least that’s the view of
John Sie, executive vice president at
Tele-Communications Inc., the na-
tion’s largest cable operator, and for-
mer Showtime executive. “In my
view,” Sie tells TV/RADIO AGE,
“Showtime probably has about six
months in which to announce their fu-
ture—to announce to the cable indus-
try a continuous flow of movies (by
signing another major studio) if they
want to continue the strategy of exclu-
givity.”

He’s right. Biondi says, “John’s exactly
right,” and hopes to have a finalized
strategy in place by that time. His first
priority, though, he says, is getting
management in place both at Viacom
and Showtime.

Many have speculated that by not
renewing with Paramount, Showtime
has sounded a death knell for its exclu-
givity strategy, a move that will plunge
the service into deep trouble. (Show-
time is currently profitable but could
experience financial difficulty once it
has to pay for upcoming hits such as
Top Gun, Crocodile Dundee, Beverly
Hills Cop 11, ete. if it does not build its
sub base dramatically.

John Malone, president and CEQ of
TCI, as recently as May said if Show-
time did not renew with Paramount
then its strategy would have been a
“disaster” and it would not be support-
ed by cable operators.

Sie says that Malone was only “im-
plying” that if Showtime Jost Para-
mount and did not sign another major
studio, then the service would be in
trouble.

Showtime could sign exclusive deals
with 20th Fox, Universal, and perhaps
even Coca-Cola’s Columbia to take up
when it loses Paramount product in

mid 1989,

Sie says the success of exclusivity de-
pends on economics. “If [Sumner]| Red-
stone [Viacom owner] pays three times
per sub more than HBO then it proba-
bly will continue to be a problem.”

Fred Schneier, executive vice presi-
dent, programming, for Showtime,
thinks HBO is quickly reaching the
point where it will have all the films it
needs, wants and should buy. Though
he was careful not to say it, the clear
implication is that Showtime could
probably close an exclusive deal with
one of the available studios at a price
that would not be prohibitive.

That margin. His analysis of HBO runs
thus: “If you take in $1,000, and you are
spending $700 on product, and $100 on
overhead, you have $200 profit. If you
are at or near your maximum in sub-
scriber growth, there is no way for you
to take in $2,000. You may take in
$1,100, or $1,200, but you can’t take in
$2,000. You can’t double the size of
your base. Therefore you don’t want to
spend $1,200 on product. You want
that margin of product.” Schneier
thinks HBO is fast approaching maxi-
mum sub growth.

Though, the service did grow by
400,000 subs last year, and HBQ’s Cin-
emax by another 400,000. But Cinemax
is heavily discounted in price to opera-
tors, and Schneier says if “you have a
number of subscribers and a very low
price, then you can only spend a por-
tion of what you've taken in against
your product base.”

Besides guaranteeing a continuing
flow of exclusive product (and Show-
time already has exclusive deals with
Disney’s Touchstone, Orion, Cannon
and Imagine), Sie says Showtime must
market. ‘“The lack of marketing is just
not in syne, unfortunately, with any
programming strategy,” Sie complains.
“And it’s not a question of just a cam-
paign, but the commitment behind the
campaign, the resources you put be-
hind it. How extensive is it going to be,
and usually the more extensive the
more expensive.”

What is needed is a classic ‘“push/
pull” effort, Sie says. “The push would
be something for the cable operator,
either price incentive or cable packag-
ing or the like. The pull is the consumer
advertising.”

Consumer campalgn. Schneier says
Showtime is about to reveal a consumer

campaign, but he declines to reveal the
cost or any other details. (Showtime
has previously announced that this fall
it will air nine free previews of Show-
time programming for subs without the
service.)

Biondi says he is not yet familiar
with the upcoming marketing plan. On
the subject of Showtime executives, he
says he had spoken with Jules Haimo-
vitz (actually the president of Viacom
Networks Group, though he has been
running Showtime for the last six
months) and hopes Haimovitz will stay
on.
While with Coca-Cola, Biondi
helped fashion a deal for the coloriza-
tion of a number of old Screen Gems
series. A good bet is that Biondi will
want to colorize Viacom’s classic black-
and-white series as well. (Included in
Viacom's library: the original Perry
Mason, Twilight Zone, Honeymooners
and Gunsmoke.)—Chuck Ross

HBO’s looking
and looking ...

Look for HBO to do a reality-based
series about politics, the pay net’s
CEO, Michael Fuchs, tells TV/RADIO
AGE. Fuchs is looking for a “break-
through” series like It’s Garry Shand-
ling’s Show on rival Showtime. Fuchs
has seen The Days and Nights of Molly
Dodd, and while it is indeed offbeat,
it’s much more “networky” than what
HBO is looking for. Fuchs will go to a
yet-to-be-determined producer with
HBO’s idea to have it develop the se-
ries, Fuchs said.

To keep feature films in the pipeline
for both its pay TV and home video
operations, HBO wants to get back into
the financing of films, a practice it has
long been successful with. As in the
past, HBO wants to do some sort of
limited partnerships, but, “We’re hav-
ing a lot of trouble with the public fi-
nancing marketplace,” Fuchs says.
“It’s not good. Look at what’s happen-
ing to little movie company stocks and
everything. If the money was there to
be raised we would be raising it al-
ready.”

“Right at the time we were going out
with the offering,” Fuchs says, “was
when there were at least three or four
bad articles in places like Business
Week and Barrons saying there hasn’t
been a movie financing scheme that
makes sense to any investor. This new
one we have is probably the most ko-
sher one ever done, but that’s not how
the investor thinks. He says he read to
stay away from film deals. A type of
investment gets a smell on it.”

So HBQ's offering won't be out until
the marketplace turns.
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TV Business Barometer

Spot TV in June
increased 1.3%

National spot TV showed up with
a virtual “no change” sign in June,
but, in a reversal of the May situa-
tion, billings were not as bad as
they looked (see TV Business Ba-
rometer, July 8). June this year
was a four-week Standard Broad-
cast Month, compared with five
weeks last year. On the other
hand, May was five-week SBM
this year vs. a four-week broadcast
month in '86. Offsetting both com-
parisons in part is the fact that
only a minority of stations in the
Business Barometer sample report
on an SBM basis and they tend to
be smaller outlets.

The Barometer tally for June
showed, for spot TV, an average
increase among sample stations of
only 1.3%, the lowest increase of
any month in the first half. The
first half was not such a hot peri-
od, of course, the best month be-
ing April, when spot time sales
rose 7.6%. In the case of April,

both 87 and 86 were four-week
SBMs.

Billings for spot in June came to
$483.6 million, down from $589.5
million in May. The drop is a sea-
sonal one, as well as reflecting the
longer SBM in May. The latter
month almost tied the record for
spot billings, which reached $590.2
million last October.

The second quarter ended up
improving a little more than the
first three months. The April-
June period showed an increase of
5.6%, vs. a rise of 3.5% in the first
quarter. Spot time sales for the
second quarter were $1,653.5 mil-
lion vs. $1,565.2 million in the cor-
responding quarter of '86. Both
quarters in both '86 and ’87 were
13 weeks, according to the Stan-
dard Broadcast Calendar, which
does not always provide such com-
parability.

For the first half, spot TV time
sales amounted to $2,805.9 mil-
lion, compared with $2,678.7 dur-
ing the first six months of last
vear. The increase amounts to

4.7%.

The smaller stations (those with
annual revenues under $7 million),
which hitherto had been perform-
ing better than the other two sta-
tion revenue categories this year,
ranked last in performance for
June, showing a 5.6% decline from
last year. During the first five
months, the under-$7 million
bracket was either first or second
in percentage increases.

In first place

In first place during June were the
larger stations (those with an-
nual revenues of more than $15
million), which were up 2.2% in
spot TV time sales. During the
previous five months, the larger
stations ranked last in perfor-
mance among the three brackets
three times, though they were tied
for first in January.

As for the medium-size stations
(those between $7 million and $15
million in annual revenues), they
ranked in the middle with a rise
1.0%. This group bounced around
in standings during the first five
months, being first twice and third
twice.

National spot +1.3%
{millions)

1986: $477.4 1987: $483.6
Changes by annual station revenue
Under $7 million . .......... —56%
$7-15million .......... ... +1.0%
$15millionup . ......... ... +2.2%

June

Network (millions $)

©w
o
Y
<

Millions
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International Report

Can this man from Des Moines
make MTYV a hit in Europe?

For Mark Booth, one of the original
members of the team which put MTV
together, the past few months must
seem a kind of deja vu. Now, as manag-
ing director of MTV Europe, he and his
international team of young people
(average age 27), are responsible for
trying to repeat the American success
story.

“It won’t happen overnight,” Booth
realistically assesses, acknowledging
the difficulty of past and present at-
tempts. He clearly is aware that Sky
Channel still doesn’t make money and
that Music Box—a European forerun-
ner of MTV which didn’t make it on its
own and then was included as an inte-
gral part of Super Channel program-
ming—has just suffered a further di-
munition of airtime.

Nevertheless, relying on the organi-
zation’s experience, Booth says he is
confident MTV will succeed where so

Mark Booth

far most others have not. “Two of the
three music video successes are operat-
ed by us,”he points out.

MTV Europe is owned by Viacom
International (which also owns its U.S.
parent), British Telecommunications
and Mirror Group Newspapers, Robert
Maxwell's outfit.

While Booth has borrowed the MTV
U.S. formula and plans to use a consid-
erahle amount of American animation,
concerls material and music news and
to initiate a number of joint promo-
tions, he is in the process of modifying
that formula to allow MTV Europe the
opportunity to present a ‘‘uniquely
Furopean” package encapuslating na-
tional tates, concepis and sensibil-
ities. He hopes his approach will negate
the usual language and cultural barri-
ers one find:s when they Lry to lump a
continent of disparate nations into one
community.

Booth quickly discovered some of
the difficulties: “It’s more complicated
here than in the U.S. For starters there
are 14 sets of rules and regulations,” he
says, adding, “just the general business
conditions make it more complex.”

Yet MTV research revealed that its
12-34 year-old target group has more
in common than differences. If you
turn on a radio in Paris, says Booth,
vou will basically find the same music
being played as you would in Des
Moines, Iowa (his hometown). “Music
transcends national boundaries, it ap-
peals to people on the basis of sense
and emotions,” he explains. “Our pro-
gramming is musically linked. Al-
though we cannot overcome the multi-
language problem, we are working
around it by using videojockeys whom
we believe the audience will feel com-.
fortable with. None have a heavy na-
tional accent; we will have a rock and
roll accent.”

He also says the 24 hour a day music
station will do everything possible to
make viewers feel at home, regardless
of where they live, by including items
in the programming which has a direct
local appeal. These range from fre-
quent mentions of shows throughout
Europe to exposing groups which are
relatively unknown outside their re-
gion to a wider audience.

U.S. MTV is ¢redited with introduc-
ing a number of new groups, an ap-
proach which Booth is anxious to fol-
low. Fortunately for Booth, whose val-
iant attempts to turn the more negative
aspects of his August 1 launc¢h into at-
tributes, deserves commendation, the
owners have large pockets and presum-
ably understand the rapids in which
they are rowing.

He dismisses as a miscomprehension
the fact that MTV Europe will not be
available to the vast majority of cable
operators because it will be transmit-
ted on Intelsat 5. Sky and Super Chan-
nel are both on ESC-1. “If you are a
cable operator, you invest millions of
dollars in laying wires, cables, putting
hardware into homes. You will do ev-
erything possible to increase your num-
ber of viewers,” he insists. “People
don’t watch technology, they watch
programming. It will only cost the ca-
ble operators abour $8,000 to install a
dish capable of receiving us.” Never-
theless, MTV will launch with only 1.4
million homes, anticipating two million
by the end of the year, still well below
the other two channels.

SSC&B forms
Euro unit

Media Euroservice has been formed by
SSC&B:Lintas Worldwide as a new
Pan European media planning and
buying service available in 16 Europe-
an countries. Ken Robbins, chief exec-
utive, SSC&B:Lintas International,
says the agency is “the largest single
buyer of TV in all Europe. With Media
Euroservice, our international clients
now have access to European media op-
erations through any of our offices.”

He says that by filling all their media
requirements through the same Lintas
unit, “Differences in language and lack
of coordination will no longer be an is-
sue. Clients will get the highest stan-
dards and most accurate targeting for
the best rates.”

In addition, the new service is avail-
able to non clients who buy media in
two or more countries. And the agency
says each advertiser may negotiate in
its own language and currency.

CNN making inroads
throughout Europe

The BBC has become the latest Eu-
ropean broadcaster to take Cable News
Network’s 24-hour news service. CNN
already has similar agreements with
ORF (Austria), YLE and MTV (Fin-
land), Canal Plus (France), KRO
(Netherlands) and SVT (Sweden), and
expects to sign contracts with three
other broadcasters in Europe shortly.

CNN has not found it easy to sell the
service in Europe, and as a result is
believed to be offering it at greatly re-
duced rates.

Meanwhile, discussions with Intervi-
sion, the association of Eastern bloc
broadcasters, should soon result in an
agreement whereby Intervision will put
together and distribute to member
countries a daily 156-minute CNN news
package.

WB sales strong
for ‘Napoleon’ mini

Warner Bros. Television Distribution
is reporting brisk business for interna-
tional sales of Napoleon and Jose-
phine: A Love Story. According to
Charley McGregor, international sales
head of WB, Napoleon and Josephine
is “the fastest selling miniseries we ever
had.”

McGregor wouldn't discuss specifics,
but it's understood WB sales people
have been pre-selling Napoleon long
before production completed on the
David Wolper production on July 12.
ABC-TV will air the miniseries in No-
vember.

(continued on page 36)
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' Joint satellite audience survey
welcome news to television leaders

Distributors, broadcasters and adver-
tisers have welcomed the results of the
first joint industry survey to measure
the impact of satellite television in Eu-
-rope—but, for the time being, none of
the groups think it will drastically
change the way they are doing busi-
ness.

Nevertheless, Pan-European Televi-
sion Audience Research (PETAR) has
“dispelled all the doubts about the re-
ality of pan-European television,”
claims Fiona Waters, head of press and
publicity at Sky Channel.

The survey, covering 65 TV stations
in 12 countries, was carried out during
March and April by AGB Television
International. During the four-week
survey period, more than 14 million in-
dividuals watched commercial satellite
channels which, on average, accounted
for 16% of their total viewing. “That,”
says Waters, “shows a change in view-
ing habits in Europe, despite the fact
that most of these channels didn’t exist
a few years ago. The survey also shows
there is room for more TV channels.”

Although the results contained no
great surprises, and have merely vali-
dated the findings of previous studies,
among those most pleased were adver-
tising people who were happy because
it was the first common study of pan-
European satellite televigion, commis-
sioned by both satellite channels and
advertisers. The survey was requested
by six satellite broadcasters, McDon-
alds (one of the major advertisers on
European satellite channels) and ad-
visers from the European Advertising
Agencies Association and the World
Federation of Advertisers.

According to Waters, the survey has
provided advertisers with detailed data
on the pan-European audience. “Ad-
vertisers will be able to use television in
Europe like the press and go to seg-
mented audiences for the first time,”
she says. ‘[t will be very cost effective.”

Alexander Schmidt-Vogel of Grey
(Dusseldorf), representing the EAAA,
agrees: “We have a lol of good news for
advertisers,” he says. “For the first
time, clients and agencies will have ac-
cess Lo data from a common study ac-
cepled hy all parties. For the first time
it will be posaible to look at the detailed
needs of different sellers. 1 am sure it
will resultl in more advertising.”

L.ynne Rohinson of Lec Burnett,
which handles advertising for McDon-
alds, also is positive: ‘I was essential
for satellite channels to pul forward
some common audience figures to the
industry. It’s a very good thing that the
industry got together to produce this
survey.”

Whether or not satellite channels
will raise their advertising rates as a
result of the survey remains to be seen,
however. “We increase our rates peri-
odically anyway,” points out Sky’s Wa-
ters, although she adds, Sky is “looking
at new rates for new target groups.”

Most, however, are still struggling to
build up advertising. Glen Davis, head
of publicity at Super Channel, says,
“It’s too early for us to even be consid-
ering an increase. The study took place
soon after we launched,” he says.

Erna Engelsing, marketing director
of RTL Plus, says there are many fac-
tors to consider before ad rates are in-
creased. Even though in West Germa-
ny commercial satellite stations ac-
counted for 30% of total viewins,, she
says, “We are just beginning to become
established.” RTL Plus will be in a bet-
ter position to increase rates this au-
tumn, she adds, when the channel be-
comes available on more cable outlets
as well as on terrestrial channels.

Another group with an interest in the
progress of satellite television is pro-
gram distributors, many of whom are
supplying the channels with programs
at cutrate prices. Most remain uncon-
vinced that it’s time to start charging
more, however.

“We wouldn’t ask for more money on
the basis of the PETAR study,” says
Lorimar sales executive, David
Peebler. “Not that we wouldn’t like
more, but I’m not sure they’re in a posi-
tion to pay more.”

Sue Binney, rights manager at Gra-
nada Television International, adds,
“We do keep a close eye on what prices
these channels are offering. We go for
the market price, which is affected by
all sorts of things. The PETAR results
will be extremely important, but we’ll
be looking at how big the subscription
figures are. That will tell us what kind
of money they are bringing in.”

—Irv Margolis

A capitalist idea

In a move which may or may not pave
the way for a greater influx of Ameri-
can programming and advertising, the
Soviet government has approved the
introduction of commercial television
in that country.

Soviel television hardly has offered a
land of opportunity for U.S. suppliers,
but perhaps now in the spirit of glas-
nost, things are about to change.

The announcement came just before
the opening of the Moscow Film Festi-
val. Among U.S. executives there was
Charles Fries, chairman and president
of Fries Entertainment.

‘What'’s
Happening’?
Just the facts

The second video in the continuing se-
ries of internationally prepared ani-
mated features designed to help young
people learn the facts of life and allow
parents to avoid telling them debuts in
the U.S, in August.

The new one, What's Happening to
Me?, dealing with the puberty years,
follows the successful original, Where
Did I Come From?, which sold 50,000

‘What’s Happening’?

units in the U.S, at $19.99 each, and
also did well in Australia, the UK., Eu-
rope and South America.

All the programs, taken from stories
by Peter Mayle, have been produced by
Consolidated Productions Ltd. (U.K.),
and animated in the Philippines by an
Australian company. They are distrib-
uted by New World in the U.S., Road-
show in Australia and Virgin in the

U.K.

Waddell promoted
at Lorimar Int’l

Lorimar has promoted Alasdair Wad-
dell to the newly created position of
vice president, of international devel-
opment. He continues to be based in
London reporting to Stuart Graber, se-
nior vice president, Lorimar Interna-
tional.

Waddell, no stranger to Lorimar or
the international market, has been di-
rector for Lorimar financial services
since 1984, and will now be responsible
for the company’s business develop-
ment activities in all European media.
In addition he will continue to oversee
Lorimar's sales in the Scandinavian
and Benelux markets.

“We are not looking to expand be-
yond our core businesses of production
and distribution,” says Waddell. He
sees his new job as “using our distribu-
tion power to get into related areas.”
While Waddell did not elaborate, it is
understood Lorimar is anxious to ex-
pand its barter business through its
television distribution arm.
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Cable Report

Six pay services hear NCI;
now it’s basic cable’s turn

With most pay services now including closed cap-
tioned programming for the hearing impaired and
only a few basic services doing so, the National Cap-
tioning Institute is campaigning to get more of the
basic services involved. Meanwhile, it’s looking to ex-
pand cable’s hearing impaired audience by beginning
to market its closed-caption decoder—TeleCaption
II—to cable equipment wholesalers and system oper-
ators.

NCI introduced the current TeleCaption II model
in 1986. It boasts many state-of-the-art features in-
cluding wireless remote control, 181-channel capacity
and audio/video input and output. The one-time cost
to consumers is under $250.

And NCTI’s selling point to program services is that
it found in a recent survey that 69% of closed-caption
viewers subscribe to cable, and of these 63% sub-
scribe to at least one pay service. NCI points out that
over 145 hours of captioned programming now can be
seen on network and independent stations each week,
but a single pay service can add another 35 hours.

Showtime/The Movie Channel, which pioneered
captioning for cable in 1981, according to NCI, of-
fered a combined 23 movies that were captioned last
month along with such Showtime series as Brothers
and It’s Garry Shandling’s Show. HBO and Cine-
max, which became involved in 1984, offered a com-
bined monthly total of 51 movies to the hearing im-
paired, with HBO captioning all original program-
ming and even offering live captioning for world
championship boxing. The Disney Channel has been
adding closed captions to selected titles since 1985.

In basic cable, The Discovery Channel was the first
to close caption a portion of its programming, and
Nickelodeon and WTBS have also done some pro-
gramming adapted to the hearing impaired. Helping
NCI to expand captioning for cable is its Corporate
Advisory Council, chaired by Ira C. Herbert, execu-
tive vice president and chief marketing officer, The
Coca-Cola Co. and with members from Showtime/
The Movie Channel, HBO/Cinemax and The Disney
Channel.

FNN gains in quarter

Financial News Network reports a 176% increase in
revenues for the third quarter ended May 31, 1987
and a 128% gain for the nine months, with net earn-
ings in that period more than tripling. Revenues for
the quarter were $10.3 million, compared with $3.7
million. Net income was $1,009,568, or 8 cents per
share, compared with $355,168, or 3 cents a share.

For the nine months, revenues were $25.2 million,
compared with $11.1 million. Net income was
$3,082,625, or 25 cents per share, compared with
$870,396, or 8 cents a share.

‘Come shop with me’

Home shopping is becoming a growing aspect of The
Travel Channel, owned by Trans World Airlines. The
latest bid for the viewer’s buck comes in the form of a
Travel Channel Club discount card, which goes to
those who join the club for an annual fee of $49.95.
Cardholders are offered savings of up to 50% at 3,000
hotels, villas and other properties around the world.
Called the Concierge card, its also good for cruises,
car rentals, tours and $500 in shopping credit in pur-
chasing items from around the world that are sold on
the network.

Club members will also begin receiving The Travel
Channel Newsletter, which offers information on cur-
rent travel bargains. Each edition will feature a new
city, with information on how to get there, where to
stay, shopping tips and special events. The program
service is currently available to some 7 million homes,
including over a half-million in the travel-conscious
New York metropolitan area. Program mix is about
50% travel news and information, 30% travel bargains
and special offers and 20% “around the world’ home
shopping.

Cable month: bravo, encore!

You can’t argue with success. The first National Ca-
ble Month last April showed a cable viewership in-
crease of 19% over April 1986—and an HBO consum-
er tracking report found that 31% of adults in cabled
areas were aware of the campaign. So the National
Cable Television Association and the National Acad-
emy of Cable Programming have decided to do it
again,

Commenting on plans for next April, NCTA presi-
dent James P. Mooney asserts, “National Cable
Month gives cable programming services and system
operators a chance to join forces and showcase the
best of cable programming. With a year’s experience
under the industry’s belt, next year’s cable month,
under the strong leadership of Bob Clasen [president
and CEO, Comcast Cable Communications], should
be an even greater success than the celebration this
past April.”

Clasen says there will be a new logo design for the
print and video elements of the campaign. He adds
that the committee will also request that each pro-
gram service and MSO name a chairman to lead that
company’s National Cable Month planning and pro-
motion efforts.

Cable programming

Superstation WTBS plans two more “Color Classic”
premieres next September. It will have color-en-
hanced versions of Destination Tokyo, starring Cary
Grant, and The Prince and the Pauper, starring Er-
rol Flynn,

The Montana Band, whose six members were
killed recently in a plane crash, will be remembered
on The Nashville Network in an Aug. 8 telecast of
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MIPCOM ‘87:
YOUR ONE AND ONLY PLACE
TO SELL THIS FALL!

MIPCOM “87: AN INTERNATIONAL SUCCESS STORY. The perfect
tming of MIPCOM ’87 makes it your one fall market to buy or sell rights
for Television, Home Video, Film, or Cable TV. This year more than
4000 professionals from /000 companies and 75 countries are expected to
participate. Already over 600 buyers have been invited to
screen your programs.

YOU CAN’T AFFORD TO IGNORE CHANGE. MIPCOM recognizes
that the privatization of broadcasting and upswing in home video, cable,
and satellite services throughout the world are affording increased sales
opportunities for U.S. distribution companies. If ever there was a chance
to sell your programs, acquire product, or examine coproduction deals
internationally; now is the time —You cannot afford to miss MIPCOM °87.

YOUR STAND AT MIPCOM. To maximize your opportunities, we urge
you to make use of a stand that can be arranged with a screening room,
furniture, telephone, and sign. More than 400 companies know this is
the best way to conduct business. Don’t miss out! Exhibition space is
limited. If you simply want to attend, we will

make your participation effortless.

For Further Information, please call
Barney Bernhard or David Jacobs |
at 212-967-7600 or return the coupon \}
below to our New York office.

[ ¥ N N B B B B N B B B B B B B B B B N |

| Please . .

1 ease send me information.

1

I Name

I Position I

| [

1 Company |

| | MIPCOM’S7
: i : TV-VIDEQ -CABLE-SAT
g e 1 The International Fall

1 Zip ‘Telephone 1 Marke[

] Please return coupon to: Perard Associates, Inc., I Palais Des Festivals,

B 38 West 32nd Strect, Suite 1512, New York, NY 10001, | Canries

b el 212967 7600, Tlx: 4979122 PERAD UI Fax: 212 967-7607 1
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Cable Report (continued)

The Willie Nelson/Wrangler Music Invitational. It
will air at 11 a.m. with repeats at 4 p.m. and 1 a.m.
The Montana Band was grand prize winner in the
country music category of this talent search hosted
by Nelson and taped for this TNN special last No-
vember.

The Silent Network, launching its sixth season of
sign language programming, has added 15 new affili-
ates and some new programs. The Saturday morning
program is now satellited to over 400 communities.
New programs include Aerobisign, aerobics instruc-
tion in sign language; Children’s Health Fair, a look

Deaf performers Julianna Fjeld, l., and Terrylene
Theriot perform on The Silent Network’s “Festival
I

at health care issues of interest to adults as well as
children; and Festival III, a children’s series provid-
ing fun and fantasy in a teaching format and featur-
ing deaf stars.

The best of local origination programming on cable
systems will become a regular feature of Tempo Tele-
vision beginning Sept. 6. Dubbed Tempo's Cable
Showcase, it will run at 8 p.m. ET on Sunday nights.
The idea for the show came from a National Cable
Month promotion last April, which drew 82 entries
which were televised on the network during April and
May. Cable systems wanting their programs consid-
ered must send them on ¥;-inch videocassette or one-
inch video tape.

ESPN will televise live for the third straight year
The Great Alaska Shootout, invitational holiday col-
lege basketball tournament, Nov. 27-30. ESPN plans
to cover five of the 12 Shootout games live, including
two first-round games Nov. 27, one second round
contest Nov. 28 and the third place and champion-
ship games Nov. 29 and 30.

TMS Pictures (The Movie Store) has sold pay TV
rights on eight feature films to SelecTV. Included are
the TMS releases of American Justice, Basic Train-
ing, In Search of a Golden Sky, Kid Colter and
Bombs Away, as well as the features Getting Even,

Pray for Death and Stitches.

Members of the British Royal Family and a num-
ber of other international celebrities will team up for
charity in The Grand Knockout Tournament, to air
exclusively on USA Network, premiering August 12
from 9-11 p.m. Hal Linden hosts the medieval-style
competition, with roving reporters Jennifer O’Neill
and Helen Shaver. Competing members of the Royal
Family include Prince Edward, Princess Anne, the
Duke of York (Andrew) and the Duchess of York
(Fergie). Also on USA, Sept. 1-10, will be 46%; hours
of live, exclusive early round coverage of the 1987
U.S. Open Tennis Tournament from Flushing Mead-
ows,

More than $2 million was pledged by people phon-
ing the special 800 number during HBO’s July 4
cablecast of its Welcome Home Concert for Vietnam
veterans. The funds will be distributed to veterans’
groups by Welcome Home, Inc., a nonprofit group.

Attitudes, Lifetime’s hour-long style program for
women starring Linda Dano and Nancy Glass, has
been renewed for next fall. It will have a new time pe-
riod beginning Sept. 21—weekdays at 10 a.m. and 3
p-m. ET and Saturdays at 11 a.m. ET. The program
presents a mix of studio and location features cover-
ing fashion, fitness, food, beauty and relationships.

To mark the 200th anniversary of the U.S. Consti-
tution, C-Span is offering more than 100 hours of
first-run programming—reportedly more than any
other TV network—throughout the year.

People in cable

Sam Newman, who joined Home Box Office Inc.’s le-
gal department six years ago, has been promoted to
vice president, business affairs. He is responsible for
overseeing contract negotiations for original pro-
gramming, sports and home video agreements. . . Vie
Scarborough has been named marketing director for
American Television & Communications Corp. He
was vice president of marketing for the Austin Divi-
sion.

R. B. Lerch has been appointed director, affiliate
relations for Video Shopping Mall, distributor of
Video Mall. He had been manager, affiliate adminis-
tration for Lifetime. . . Evan Sternschein, formerly
manager of prime time sales proposals for CapCities/
ABC, has joined ESPN as an advertising sales ac-
count executive. He will be based at ESPN’s New
York office.

Wes Hanemayer has been named director of direct
broadcast sales at Turner Cable Network Sales. He
will be responsible for the sale of CNN and Headline
News to the TVRO industry and direct the affiliate
management system, which handles authorization of
TCNS cable affiliates. He joined TCNS in November
1986 as DBS operations manager.

Denise Zietlow has been named director of film ac-
quisitions and scheduling for The Playboy Channel.
She had been manager of film acquisition. . . The
Playboy Channel has also promoted Nick Cannon to
director of on-air promotion from promotion manag-
er.

Television/Radio Age, August 3, 1987
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MAJOR BROADCAST MEETINGS,
SEMINARS AND CONVENTIONS

September 1-4

September 9-12
October 16-20

November 11-13

January 6-10

January 23-25

February 8—13

February 25-29

April 9-12

April 10-12

April 17-20

April 28-May 2
April 30-May 3

June 8-12

1987

RTNDA Conference, Orange County Civic Center,
Orlando, Florida
August 31, 1987 Issue
NAB Radio '87, Anaheim Convention Center
August 31, 1987 Issue
MIPCOM, Cannes
Television/Radio Age International, October Issue
Television Bureau of Advertising Annual Meeting,
Atlanta Marriott
November 9, 1987 Issue

1988

INTV, Century Plaza, Los Angeles
December 28, 1987 Issue
RAB’s Managing Sales Conference, Hyatt Regency,
Atlanta
January 11, 1988 Issue
International Television Film & Video Programme Market,
Monte Carlo
Television/Radio Age International February Issue
NATPE International |
George Brown Convention Center, Houston
February 22, 1988 issue
NAB, Las Vegas Convention Center
April 4, 1988 Issue
Cabletelevision Advertising Bureau Conference,
Waldorf-Astoria, N.Y.
April 4, 1988
Broadcasting Financial Management Association,
Hyatt Regency, New Orelans
April 18, 1988
MIP-TV, Cannes
Television/Radio Age International April Issue
NCTA, Los Angeles Convention Center
April 18, 1988
BPME, Bonaventure, Los Angeles
May 30, 1988 Issue

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

Measuring the measurer
new job for Interep

Results from Arbitron’s daypart diary have varied so
widely since its introduction last summer that In-
terep Research has come up with a market by market
review of these results. Analysis of each survey will
look at population changes in each market, persons
reached by radio or cume ratings by age and sex, un-
weighted in-tab by major age and sex cells, persons
using radio by age and sex over the total week, per-
sons 12-plus using radio hour by hour, and response
rates.

One of the reasons Arbitron redesigned its listen-
ing diary was to increase response rates. In some
markets the changes worked and response rose, but
in other markets nothing seems to be happening.

Elaine Pappas, vice president, director of research
at Interep’s Hillier, Newmark, Wechsler & Howard,
says these market “report cards” will show station
management and programmers “exactly what hap-
pened in their market during the most recent survey
and give them a base to evaluate their own perfor-
mance against Arbitron’s.”

Pappas adds that market specialists have been as-
signed from all six Interep companies to “contribute
an objective salesperson’s point of view of what hap-
pened during a survey. These specialists will ascer-
tain which station gained audience and where.
They’ll report unusual and exceptional promotions
during the survey period. They’ll look for new air
personalities in the market. And they’ll report severe
weather conditions such as the month-and-a-half of
rain that fell on Buffalo in just one day—dJune 23, the
day just before the spring survey ended. And they’ll
look for any disasters that might have affected the
market locally and caused more listening to news-
casts.”

Birch under microscope

Both the Electronic Media Rating Council and the
Radio Advertising Bureau GOALS committee have
been taking a close look at Birch Radio methodology.
Mel Goldberg, EMRC executive director, following
through on Birch’s application for accreditation, re-
cently paid Birch a visit and tells TV/RADIO AGE,
“We're going over Birch’s procedures and investigat-
ing what it would cost for an adult.”

Meanwhile, 43 members of the GOALS committee
representing 25 radio networks, reps and stations,
met recently with Birch representatives in New York
to review the rating services procedures. According to
Robert Galen, RAB senior vice president for research
and staff liaison for the Goals Committee, “This
meeting was an important step for Birch and the in-
dustry’s research watchdog committee. We conduct-

Mel Goldberg

ed a thorough review of the service, asked lots of
questions and received frank, straightforward ans-
wers.”

The committee heard a presentation which de-
scribed the Birch interview and its centralized inter-
viewing system. The computer assisted telephone in-
terviewing system, which Birch executive vice presi-
dent Bill Engel expects to come on-line in the near
future, was explained in detail as were Birch policies
and procedures for sample selection, weighting and
callback.

NBC web down, others up

The NBC Radio Networks, recently bought by
Westwood One via a letter of intent, was the only
company among the old line radio webs which
showed a decline in billings during the second quar-
ter, according to BAR. The three networks—the
NBC Radio Network, The Source and Talknet—were
down 6.9% to $16.3 million for the April—June period.
CBS was up 27.2% to $30.6 million, Mutual rose
19.6% to $22.9 million and ABC climbed 13.1% to
$53.9 million.

Westwood One, which bought Mutual in Decem-
ber, ’85, will pay General Electric $50 million for the
three networks plus NBC’s longform program unit,
NBC Radio Entertainment.

The three other network companies monitored by
BAR all showed declines. Transtar was down 1.0% to
$3.4 million, Satellite Music Network was off 1.6% to
$6.4 million, while the two United Stations networks
plunged 41% to $13.4 million. However, the major
part of the United Stations loss in billings was due to
the fact that its longform programming is no longer
monitored by BAR. United Stations no longer pro-
vides unit costs to BAR because the monitoring ser-
vice, now owned by Arbitron, doesn’t monitor the
long-form programming of Westwood One. USR
doesn’t want details of its advertising made available
to its competitor, Westwood One, without being the
latter reciprocating.

BAR network radio total for the second quarter
was $146.9 million, up 4.2%. However, the Radio Net-
work Association showed a drop of 5% to $97.5 mil-
lion for the quarter.

46

www americanradiohistorv com

Television/Radio Age, August 3, 1987



www.americanradiohistory.com

Local, mens wear sales up

While local radio advertising continues its growth,
men’s wear retailers has been one of the significant
areas for gains, according to Radio Advertising Bu-
reau. Local revenues overall went ahead 7% last
March over the same month in '886, according to
RAB’s Composite Billing Pool. For the first three
months of the year, billings were ahead 5.9%. Data
for the analysis are based on 78 participating markets
representing 57% of the U.S. population.

Meanwhile, the nation’s men’s wear retailers in-
creased radio advertising expenditures by 33.6% in
’86 over the previous year, according to the annual
store operations study published by the Menswear
Retailers of America. An estimated radio expenditure
of $58.5 million during last year represented 18% of
men'’s wear retailers’ ad budgets and an increase of
$14.5 million in radio dollars against the $43.8 million
spent in 1985. This made for an increase of 3.9% in
share of budget.

Radio’s budget share and revenues from men’s
wear retailers reflect the volatility of the men’s wear
market. While radio was 14.1% of the ad budget in
1985, it was 21.1% in "84, 17.5% in '83 and a whopping
25.3% in 82, when radio expenditures were higher
than last year’s—at $59.2 million.

Network ads: Whe’s listening

More than 72% of persons 12-plus hear one or more
network radio commercials in the course of a week,
according to information from the spring 1987 RA-
DAR report. On a projected basis, according to Sta-
tistical Research, this translates to over 141 million
persons. On a weekly basis, combined commercial au-
diences to the subscribing radio networks include
73% of adult men, 70% of adult women and 75% of all
teens.

The estimates reflect listening from May 1986
through April 1987 and the processing of about 2 mil-
lion network clearance records on over 5,600 network
affiliated stations.

Gale Metzger, SRI president, also reports a change
in the reporting of daypart data for networks, effec-
tive with the spring reports. Certain daypart combi-
nations are provided only if there is at least one
broadcast in each daypart of the combination, New
data for ““All Broadcasts” provide estimates for all
programs that are included in any daypart data.
These estimates are provided as a quick method of
evaluating each network’s profile by sex/age groups.

Radio beats TV for execs

Top U.S. executives spend 7.6 hours a week listening
to the radio at home or in their cars, compared with
6.5 hours of TV viewing, reports a survey of 100 of
the nation’s 1,000 largest corporations. The survey
was conducted by an independent research firm for

Accountemps, accounting, data processing and book-
keeping temporary personnel service.

Accountemps vice president Marc Silbert says the
study also revealed that 28% of the executives watch
10 or more hours of TV each week, while 21% spend
three hours or less with it. For radio, 26% said they
average 10 hours or more, and 28% reported listening
for three hours or less.

Listed by executives as their favorite type of radio
programming were: popular music, 42%; news, 28%;
classical music, 18%; talk, 9% and sports, 3%. For TV,
it was: news and information, 48%; sports, 32%; situa-
tion comedy, 16%; adventure and action, 6%; talk and
interview programs, 4%; and daytime and evening
soap operas, 1%.

Celebrity feed

Celebrity Audio Feed bows this month as the fifth
audio service offered to affiliates by the CBS Radio
Networks. Among the first voices heard will be those
of Jimmy and Rosalynn Carter, Joan Baez, Gore Vi-
dal, Johnny Cash, David Bowie, Bob Geldof and Wil-
liam F. Buckley.

Source of these interviews is Los Angeles-based On
The Scene Productions. The feed will be sent each
weekday morning to permit maximum use through-
out the day and On The Scene executive vice presi-
dent Stacie Hunt stresses the material’s flexibility:
“We'll be pulling the most interesting material from
our interviews, often sending a number of cuts from
one individual. Then, each station’s own needs and
creativity will determine how the interviews are used:
as a single feature or a series.”

MCA debuts ‘Rocktrends’

(all FM) and is aiming for 150 total for Rocktrends, a new
modern rock music program which includes a top-20
countdown of progressive radio’s most requested songs, top
retail sellers, artist profiles, sneak previews and imported
singles. The CD-delivered two-hour special is being sold on
a barter basis, according to MCA vice president Lance
Robbins, with six minutes for national sale, four minute
local. L. to r.: Lance Robbins, vice president, MCA Radio
Network,; Robert Kardashian, president; Rick Carroll,
producer; Bill Barnett, vice president; Richard Blade, host.
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Radio Business Barometer

Network radio is
down 7% in June

June was another down month for
network radio, making it a down
quarter, though the first half is
still in the plus column—but a
mighty small plus.

The Radio Network Association,
which released the latest informa-
tion, also revealed that each of the
four sales territories which it re-
ports showed minus signs in June.
Guesstimates vary as to how the
third quarter will do, but no one
was predicting that network radio
will equal the 25% increase the
medium scored last summer.

The webs took in $32,780,097 in
June, down 7% from '86’s
$35,257,823. With the two previ-
ous months of the quarter also
down—April was off 8% and May,
1%—the quarter declined by 5%,
with billings coming to
$97,541,449. The year before, the
April-June period totaled
$103,034,317. Second quarter re-

sults followed a 10% increase in
the first quarter.

Of the four sales territories, the
one showing the least decline was
Chicago (midwest), down only 3%
to $9,752,470. This followed drops
of 18% and 12% for April and May,
respectively. The worst decline
was recorded by Los Angeles (west
Coast), which slumped 29% to
$1,510,672. June was the third
month of double digit declines for
the west coast, with April and May
both down by 25%.

The New York territory, which
accounts for 63% of all web radio
billings to date this year, was off
by 6% in June after increases of 6%
in April and 11% in May. New
York billings in June came to
$19,740,748. Finally, Detroit, af-
fected by the shift of General Mo-
tors network radio buying to New
York last year, dropped 17% to
$1,776,207. This was still not as
bad as April and May time sales,
which plummeted 52% and 33%,.
respectively.

Despite the second quarter drop

in overall network radio business,
the first half total is still up 1%.
Time sales for the six months were
$178,685,459. But the New York
territory was the only one in the
plus column for the year to date.
New York was up 4% for the sec-
ond quarter to $62,793,045 and up
8% for the first half to
$113,358,069. Despite the poor
second quarter for the west coast,
off 26%, the Los Angeles territory
was down only 1% for the six
months because of its plus-40%
first quarter. Chicago was down
11% for the April-June period, but
down only 3% for the six months,
Detroit was down 35 per cent for
both the second quarter and first
half. What about the summer
quarter? While there have been
some strongly negative comments
from some network radio quarters,
RNA president Robert Lobdell
feels the pressures of clogged auto
supply pipelines will open De-
troit’s ad faucet, with consequent
benefits for network radio.
“There’s an 80-day supply of
cars unsold,” he says, “and with
the new model year coming up, the

Network —7%
{millions) 1986: $35.3 1987: $32.8
Changes by territories
Billings % chg.

Territory {000) 87-86
New York $19,740,748 —6%
Chicago 9,752,470 -3
Detrolt 1,776,207 —17
Los Angeles 1,51 0,_672 —29

Source. Radio Network Assoclation

June

Network (millions $)

$45

Big Three have to move product.”
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Clay Communications Investors

has sold the stock of the following properties:

WWAY-TV, Wilmington, North Carolina
WAPT-TV, Jackson, Mississippt
KJAC-TV, Beaumont-Port Arthur, Texas
- KFDX-TV, Wichita Falls, Texas-Lawton, Oklahoma

to

Price Communications Corporation

The undersigned acted as financial advisor to
Clay Communications Investors in this transaction.

MORGAN STANLEY & CO.

Incorporated
July 15, 1987

Clay Communications Investors

has sold the following properties:

The Daily Mail, Charleston, West Virginia
The Register/Herald, Beckley, West Virginia
The Star, Shelby, North Carolina
The Enquirer-Journal, Monroe, North Carolina

to

Thomson Newspapers Limited

The undersigned acted as financial advisor to
Clay Communications Investors in this transaction.

MORGAN STANLEY & CO.

Incorporated
June 1, 1987
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OUR SPHERE (

Although Television/Radio Age goes
into the four quarters of the globe
we agree with Galileo that the earth
is round. So much so that Television/
Radio Age is seen around the globe
in 132 countries.

For a third of a century,
Television/Radio Age hasbeen the
international bellwether of
television news, information and
technical developments.

From satellite transmission to
programming innovation the sphere
of influence of Television/Radio Age
extends worldwide.

Television/RadioAge
INTERNATIONAL
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It’s now a
buyer’s market,
chiefly for the
independent
stations, caused
by the glut of
syndicated shows
and limited time
periods.

KIDVID’'87

It’s a whole new ballgame now;
stations put squeeze on distributors

Stations demand

ad $$ guarantees
for children’s TV

By ROBERT SOBEL

hen it comes to children’s pro-
gramming, television sta-
tions are in the driver’s

seat—so much so that they have taken
the unprecedented step of demanding
advertiser guarantees from syndicators
in exchange for clearances.

It’s now a buyer’s market, chiefly for
the independent stations, caused by
the glut of syndicated shows and the
limited number of time periods sta-
tions have available. This is a turn-
around from the past few seasons when
several of the new firstrun animated
series were doing well and demand ex-
ceeded supply. Syndicators were ask-
ing—and getting—longterm license
deals, specific time periods in the after-
noons, and an additional 30-second
unit tagged on to the barter shows.

But for the 1987—88 season the ta-
bles have turned. Enterprising stations
are looking for one-year deals on the
new shows and have the luxury of call-
ing the shots. (Of course, a show with
high potential will still draw heavy sta-
tion competition on the buy.)

The most important development is

that stations are asking—and get-
ting—national spot dollar commit-
ments for clearing firstrun syndicated
product.

Bidding war raging

Robert Cook, vice president, market-
ing and sales at World Events Produc-
tions, says it has become increasingly
difficult to get a children’s show on the
air without guaranteeing national spot
dollars. In fact, he continues, a bidding
war is raging, with stations asking for
specific guarantee dollars above the of-
fer of a competing syndicator.

For example, he points out, “some
stations may claim ‘$300,000 is not
enough. I have a bid for $400,000, so
you’ll have to go to $500,000 in spot
guarantees if you want us to clear the
program.’”

Also, he continues, the time period in
which the station airs the program will
impact the national spot money guar-
antees. “If you tell them you can give
them $200,000 in guarantees, they may
only place the show in the morning
time period. If you want the program to

(continued on page 82)

“The environment has changed
considerably. We feel we have to
adjust accordingly and will report

our plan to the
industry at some
point later.”

Edwin T. Vane
President
Group W Productions

Television/Radio Age, August 3, 1987
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Fall programs look less violent as kids
shift toward softer programming

Syndicators going
full speed ahead
in first-run kidvid

espite the decline in children’s
D TV viewing (see separate sto-
ry), there won't be any short-
age of new first-run animation product
for the upcoming syndication season.
Most of the new shows will be soft stuff,
as kids tune out of the more violent
fare. Set for Go! this fall, according to
International Television Sales, are
Lorimar’s The Comic Strip; Buena
Vista’s Duck Tales; World Events Sa-
ber Rider and the Star Sheriffs, an in-
teractive strip; Beverly Hills Teens,
from Access Television; Bravestarr,
from Group W Productions; Coca-Co-
la's Dinosaucers and Real Ghostbus-
ters; Jem, from Claster Television; Or-
bis Communications Spiral Zone; The
Adventures of Teddy Ruxpin, from
LBS Communications; and Bionic Six,
which had been airing weekly, but goes
to a strip this fall, from MCA TV.

Weekly programs

In addition, two weekly shows have
been announced for the fall: Visionar-
ies, from Claster, and Captain Power
and the Soldiers of Fortune, from
MTS Entertainment, an interactive
show. Two projects are still up in the
air, including Mudball McBear from

Worldvision’s “Snorks”

i

New World; and Bozo's Place, via
Larry Harmon.

There’s no softness as far as some of
the series fall clearances are concerned.
Claster's Jem and Visionaries are get-
ting heavy station lineups, it’s report-
ed. Jem, which had scored well in rat-
ings as a weekly series, has cleared
about 81% of the country as an upcom-
ing strip of 75 half-hours. Visionaries,
a high-tech weekly, will debut with 13
half-hours, and has currently been
cleared in 78% of the country. Both
shows will be delivered via the newly
launched VTC Satellite Network.
More than 70% of the TV stations that
have cleared both shows to date will
receive the programs by satellite.

Coke’s Real Ghostbusters is doing
gangbusters in clearances, says Philip
Press, vice president, first-run sales
and marketing. The strip has been sold

Most of the new
shows will be soft
stuff, as kids

tune out the more
violent fare

being offered.

Lorimar’s “The Comic Strip”

www americanradiohistorv. com

in 45 of the top 50 markets, he says, and
in all of the top 36. Stations include
WNYW-TV New York, KTTV(TV)
Los Angeles, WFLD-TV Chicago,
WTAF-TV Philadelphia, WXON-TV
Detroit and WLVI-TV Boston.

Regarding Dinasaucers, Press says
licensees include 17 of the top 20 mar-
kets. Coverage represents 60+% which
he says is very strong, considering the
late selling start on the show. Among
the signed stations are WWOR-TV
New York, KCOP-TV Los Angeles,
WPWR-TV Chicago and WGBS-TV
Philadelphia.

Market clearances

World Events Saber Rider lineup
represents about 65% of the country,
including 18 of the top 20 markets, ac-
cording to Brian Lacey, vice president,
general manager at WE. He says mar-
ket clearances are headed toward the
70% mark. Stations signed in the top 10
markets include WNYW-TV New
York, WGBO-TV Chicago, WSBK-TV
Boston, KRIV-TV Houston, and
WGBS-TV Philadelphia.

Duck Tales, from BV, has a station
lineup of 150 stations, representing
more than 90% of the U.S. These in-
clude Fox stations in New York, Los
Angeles, Washington, Chicago and
Dallas, and WTAF-TV Philadelphia,
WTOG-TV Tampa, WPG-TV Pitts-
burgh, WKBD-TV Detroit, WATL-TV
Atlanta, KCPQ-TV Seattle and
WOIO-TV Cleveland.

Bravestarr has lineup stars in 38 of
the top 40 markets, for a current cover-
age of about 83%, says Kevin Tanne-
hill, vice president, sales and market-
ing at Group W. Licensees include the
Tribune Broadcasting group, plus
WSBK-TV Boston, WTAF-TV Phila-
delphia, WUAB-TV Cleveland,
KTVT-TV Dallas, WDCA-TV Wash-
ington and KTVU-TV San Francisco.

Jack Fentress, director of program-

LBS’ “Teddy Ruxpin”
THE
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" ming at Petry, believes one of the rea-
sons for the large crop of kidvid shows
coming out in the fall is because many
were committed before.the downward
trend in children’s ratings was noticed.
“Animated shows are like cars,” he
says. “There is such a long lead time—a
year-and-a-half between idea and exe-
cution. If the trend changes in the mid-
dle, the producers get the bad end.”

Sharon Wolf, programming and re-
search director at I'TS, is not surprised
at the glut of new firstrun entries this
fall. “Kids are still an important audi-
ence for independents and advertisers,
especially for toy advertisers, which
look for programming vehicles to ex-
pose their product,” she says. “So we’ll
continue to see a number of new kid
shows being produced, regardless of
the way they turn out in ratings.”

Waming flag

But Edwin Vane, president of Group
W Productions, sees a substantial re-
duction in the number of new shows
that will be offered in first-run syndica-
tion for the 1988-89 season. ““There are
anumber of suppliers who are marginal
in this field now and, because of de-
pressed childrens’ TV ratings and low-
er revenue potential will not be able to
survive.”

However, several series already have
been announced for the 1988-89 season
or for early in 1988. These include Lori-
mar’s Gumby, Worldvision’s Snorks;
Woody Woodpecker, for January, from
DFS Program Exchange; World Events
Denver, the Lost Dinosaur, a special,
and Vytor, astrip; and Coca-Cola’s Ka-
rate Kid.

Group W is committed to distribute
animation shows for many vyears to
come, notes Vane. “Group W has such
large resources that we can continue to
produce them, along with Filmation.”
Plans by Vane call for at least one new
kidvid program to be unveiled for the
1988 season.

Shakeout in suppliers

Claster Television, another heavy
syndicator of childrens’ TV shows that
has a healthy track record with kids,
including G.I. Joe and The Transform-
ers, and will “probably have a series out
for the 1988 season via Sunbow Pro-
ductions,” says John Claster, president
of Claster Television. “But keep in
mind that a lot of contracts will be run-
ning out for 1988 and 1989, and what’s
going to happen is that stations will
buy much more carefully than ever be-
cause of what’s happened in the mar-
ket.” Therefore, Claster says he sees a

Regardless of
ratings, kids

are still an
important audience
for independents
and toy
advertisers.

making it to air, and if there are, people
will lose extraordinary amounts of
money.

“We know what it takes to break
even on these kind of shows. You have
to have a 2.2 national rating or better.
Even with the barter commitments
locked up, which gives a buffer against
the downside, a large number of sta-
tions have to be cleared. I don’t see the
clearances being as big as before. Peo-
ple are launching kid shows with 52, 55
and 60% coverage. That’s an enormous
risk on the part of the producer, who is
producing 65 half-hours upfront in a
lot of cases, which requires an invest-
ment of between $15 million and $20
million, over a two-year deal.” He con-
tinues that any deal less than two years
will have “enoromous consequences.”

Disney is committed

Robert Jacquemin, senior vice presi-
dent at Buena Vista Television, a sub-
sidiary of The Walt Disney Co., say
Disney is committed to stay in the ani-
mation business in the long run, both
for the networks and for syndication, as
well as for video and cable. Jacquemin
says the marketplace is overcrowded
with animated product. He predicts a
shakeout in the number of productions
going into the 1988-89 season, with
shows that focus on entertainment as
survivors.

When it comes to the glut of animat-
ed shows, Jacquemin notes that there
are 10,000 half-hours available and an-
nounced, including oldies “such as the
Woody Woodpeckers and the Fred
Flintstones,” as well as firstrun shows
past, present and set for the 1988-89
season.

BV only has Duck Tales, Disney’s
first first-run syndication animation
foray, set for this upcoming season.
And Jacquemin says the company
won’t enter the animation race the fol-
lowing season. “There won’t be another
kid animation project for syndication
before the 1988-89 season,” he says.

reduction in kids’ suppliers in the near “This timetable is due not only to the |

future. “I don’t see as many shows (continued on page 95) !
1
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Kids playing hooky on syndicators;

’

Stations, distributors not laughin’

No foolin’ kids,
Where are ya’?
Whatcha’ doin’?

here’s not much kidding around

I these days on the syndication

level when it comes to kid prod-

uct. Childrens’ television viewing con-

tinues to slip to the point to where sta-

tions (mostly independents) are ask-

ing: “Do you know where your children
are?”

They are not at the TV set watching
whatever the stations are offering. This
is bad news for the overcrowded chil-
drens’ TV marketplace where a glut of
high-tech shows are being produced for
the few hours made available by sta-
tions. This trend became evident a few
years ago when there weren’t enough
time periods to accommodate all the
shows. Also, a “sameness” was setting
in on story ideas and concepts. Down
the line everyone expected there would
be a big fallout—both in new product
and in ratings. That time has arrived,
at least in terms of ratings.

Yet it would seem the syndicators/
producers are still living a fairy tale.
Going against the audience decline will
be a dozen new children’s TV strips
announced as firm goes for the fall,
along with three or four weekly series
(see separate story on page 54). And
this doesn’t include the two or three
shows that are still up in the air.

Only four previously announced pro-
jects including Tiffany Blake, a strip
from Access Syndication, and a pro-
posed weekly series, Barbie, from MTS
Entertainment, have folded their tents.

[t should bhe noted that many of the
series were committed as future pro-
ductions as far back as two years ago
because of the lead time necessary Lo
put shows on the production road.

Ratings keep falling

Although there are some exceptions
(Worldvision’s Jelsons, the Lop series,
wan up one rating point from 6.2 to 7.2
the past May over May 1986), Lthe state
is anything but healthy.

At Petry "Television, Jack Fentress,
direetor of programming, notes that

56

measurements from the May Cassan-
dra report show that animation ratings
declined again, “as expected.”

The May crop of 54 programs aver-
aged a 3.5 rating among children, com-
pared to May 1986’s average of 4.1 for
49 programs, a drop of 15%. Of the 54
progranis, 38, or 70% returned, but
among thzse, 74% declined an average
of 1.6 rating points, while 24% gained
an average of 1.0 rating point.

All nine shows which increased their

Children’s TV Animation

(National Kids Rating)
Program May 87
Jetsons 7.2
Smurfs 6.6
Jem 6.6
Dennis-Menace 6.5
Thundercats 6.5
Scooby Dco 6.2
Flintstones 6.0
Gl Joe 6.0
Funtastic Wrid 5.6
My Little Pony 5.6
Transformers 5.5
Tom & Jerry 54
Woody Wood. 5.1
Heathcliff 5.0
He-Man 4.9
Pink Panther 4.9
Popples 4.8
Get Along Gang 4.7
Ghostbusters 4.7
Gumby 4.6
She-Ra 44
Sliverhawks 4.4
inhumancids 4.0
Kideo TV 3.9

rating are soft animation and, of the
top 10 programs this year, eight are
soft, compared to last year’s four which
were in the top 10. In the 1986-87 new
crop, only two shows, Smurfs (2.5/9)
and Dennis the Menace (2.4/9), man-
aged to score 2+ ratings this May, com-
pared to last May’s six. Here again, the
soft shows got the better of deal, as
compared to the other types of new ani-
mation, accounting for the top four
spots, including Smurfs and Dennis.
The other two are My Little Pony (1.9/
9) and Ghostbusters (1.8/7).

Home video and cable

But not only are such factors as over-
supply and limited time periods being
blamed for poor viewing.

Sharon Wolf, programming and re-
search vice president for Independent
Television Sales, speculates that one of
the other reasons for the decline is
home video. “It’s incredible how well
kids at an early age know how to work
the equipment. A three-year-old can
find it easy to push buttons and oper-
ate a VCR. And with the prices of kid
videocassettes dropping, the kids can

(continued on page 98)

May 86 Change
6.2 +1.0
6.7 —0.1
8.9 —2.4
6.9 —0.7
5.3 +0.7
7.8 -1.8
7.6 —2.0
8.3 —2.8
5.1 +0.3
5.2 —0.1
59 —=0:9
8.5 =84
3.5 +1.4
6.8 =20
8.9 —4.5
7.0 -3.0
3.1 +0.8

(continued on page 98)
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Stations discover original programs
or zany hosts win solid ratings

TV stations use
kidvid to power
local identity

By GEORGE SWISSHELM

# e wanted to build a local iden-
w tity for our station. We fig-
ured, what better way to do

it than something for children, with the
kids doing it themselves?” says John
Riggle, general manager at WVRN-TV
Richmond, Va.

So a crew from the station started
working with kids at the Children’s
Museum of Richmond to show them
how to put together a show themselves
during the summer. “They’ll not only
be actors,” says Riggle. “They’ll also be
the floor managers, do the sets, and
handle the cameras and mikes them-
selves.”

And in Washington, D.C., where
chairman Edward Markey (D-Mass.)
of the House Telecommunications
Subcommittee promises that broad-
casters’ obligation to children will be
part of the congressional debate on any
upcoming broadcast legislation, Fox
television’s WTTG(TV) offers News
Bag.

It’s a 25-minute show hosted by
teenagers, taped Wednesdays and
aired Saturdays at 8 a.m., opposite the
networks’ cartoons. It generally con-
sists of three parts: a rundown of up-
coming activities for children in the
Washington area, a live guest on a topic
like fire safety and an interview with

“Wallace and Ladmo”

role models like Olympic gymnast Bob
Connors.

The young hosts do book and movie
reviews and News Bag incorporates
For Kids’ Sake messages on health,
safety and drugs. Guests have included
WTTG’s own weather lady describing
how she gets her information, a curator
from The Smithsonian describing the
dinosaur exhibit, Dr. Calvin Rolark,
president of the United Black Fund,
warning kids to “Say No to drugs,” and
a colonial town crier in period dress
from the Library of Congress in con-
junction with the 200th birthday of
The Constitution.

Staying power

The Washington and Richmond pro-
grams are two of the newer locally pro-
duced kids’ shows. Other stations
around the country have been at it for
20 or 30 years. In Wilkes Barre-Scran-
ton, Lois Burns, producer of WNEP-
TV’s Hatchy Milatchy, who also is the
show’s hostess, “‘Miss Judy,” says the
program has probably been runing in
the market for 30 years. It's a five-a-
week, Monday-Friday offering, 9-10
a.m., opposite Oprah Winfrey and Phil
Donahue.

While most of these local shows for

i
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children get the usual cereal and toy
sponsors, Burns takes her show on the
road so often her advertisers include a
travel agency. Hatchy Milatchy travels
the area “featuring low-cost trips fam-
ilies can take to local museums and
zoos” plus more ambitious visits to the
Philadelphia Zoo, and the National
Aquarium in Baltimore. The show
went on an historical tour of Boston
and took a camera crew to the restored
area of Old Philadelphia in honor of the
Constitution for Fourth of July week,
where Miss Judy talked to “Ben Frank-
lin” and to the Park Rangers who con-
duct the tour at the Liberty Bell.

In Phoenix, program manager Greg
Brannan at KPHQ-TV, describes the
33 year old Wallace and Ladmo Show
as ‘‘very tongue in cheek, contempo-
rary and sophisticated for a kids’ show.
For instance, if something dumb hap-
pens at City Hall, Wallace and Ladmeo
will be lampooning it the next morning,
just like radio personalities do.”

At 7-8 a.m., Wallace and Ladmo
goes up against Today and Good Morn-
ing America and comes out third in the
time period with a 4 rating and an 18
share. The Laurel & Hardy type pair
introduce cartoons and put on skits
with Pat McMahon, a man of many
parts including Gerald, the rich brat,
Marshall Good, the old Western sher-
iff, Pompous Ego, and Buffo, the clown
who hates kids.

This spring KWGN-TV Denver
moved Blinky's Fun Club from 8:30
a.m. to 9:30 where it counter-programs
against Oprah Winfrey. Program di-
rector Tom Shannon says the May
Nielsens gave Blinky a 3 rating and 14

(continued on page 104)

Broadcasters’
obligations to
children are
expected to be
debated soon
in Congress.
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Saturday morning ratings show decline,
but upfront sales up 25% to $175-mil.

Network kidvid:
Programs softer,
but not the sell

By JACK LOFTUS

he violence is gone, and so are

I the high-tech offshoots of Star

Wars. All that has been replaced

by bears—Gummi, Furry and Care—as

part of the ebb and flow of network

programming. Only the sell remains;
the constant force in kidvid.

For the networks, the Saturday
morning sell has evolved into a close
identification with a toy, a nice ploy for
a producer and manufacturer, but it
keeps getting the networks in hot wa-
ter. It’s an identification the networks
openly admit leads to much higher rec-
ognition among kids and therefore
higher ratings. But to public interest
groups such as Action for Children’s
Television, the sell is nothing more
than a program-length commercial and
should be outlawed.

“The toys may be softer, but not. the
sell,” says ACT president Peggy Char-
ren. Fresh from winning an important
victory at the U.S. Court of Appeals in
Washington last June when the court
reversed the FCC on the commercial-
ization rules, ACT is preparing to con-
tinue the charge before a receptive
Congress.

But to network program chiefs like
Squire Rushnell, head of children’s
programming for ABC, if a program
like My Pet Monster has a toy connec-
tion that children recognize and enjoy,
and “if it makes them tune in to a TV
show that works, well that’s what we’re
all about.”

While this argument heads for a
showdown in Washington, the econom-
i¢, programming and ratings realities of
the Saturday morning marketplace are
going through a number of curious gy-
rations.

First on the list is money—a lot of it.
Secondly there are the ratings; they're
a lot lower. And third is the program-
ming—nothing terrible, but nothing
terrific either.

Despite a falloff of 23% in Saturday
morning children’s audience, the up-
front selling market for kidvid went
right through the roof, with the three
networks writing about 25% more busi-
ness this go-around than the $115 mil-
lion they took in upfront last year.
That translates into a $165-175 million
upfront season.

When the glut in the first-run syndi-
cation market last season failed to de-
liver kidvid audience guarantees, ad-

1987-88 Saturday morning TV schedule

(New shows in caps)

vertisers took their money into the net-
work upfront kidvid market this time
around, resulting in this daypart mov-
ing quickly and at higher prices.

ABC disputes diaries

Looking at the household Nielsen di-
aries, NBC finished first (measuring
September through April) with a 5.4
rating, 20 share, amounting to a 10%
decline from the previous season. CBS
and ABC finished tied for second with
a 4.1/15, but while those numbers had
ABC even with the previous season,
CBS showed a 13% decline.

“We don’t know where the audience
went,” says Winifred White, NBC’s
vice president for family programming.
“I haven’t seen any definitive ans-
wers.”

Both NBC and CBS expect this rat-
ings decline will be exacerbated with
the new people meters, but ABC’s
Rushnell thinks the people meters may
be more kind to ABC. He says the
fourth-quarter people meter results
showed ABC in first or close to it on
Saturday morning, rather than in third
as Nielsen diaries indicated last No-
vember.

$300,000 Kcense fees

A decade ago Saturday morning was
a goldmine for the networks, with reve-
nues exceeding costs by 35-50%. That’s
ancient history now. The license fee for
the average half-hour animation show
broke the $200,000 barrier in the 1985-
86 season and is hovering just under
the $300,000 for the upcoming season.
Most producers say they need $250,000
per episode just to break even.

There’s good news for ABC in this
coming Saturday morning season. Ac-
cording to Rushnell, that network will
realize “a modest profit” after posting
a $3 million loss last season,

He sees an increase in the number of

ABC CBS NBC

8:00 Care Bear Family FURRY TALE THEATER Gummi Bears

8:30 LITTLE CLOWNS NEW MIGHTY MOUSE Smurfs

9:00 MY PET MONSTER Muppet Babies

9:30 Pound Puppies
10:00 YOUNG WIZARDS Pee-Wee's Playhouse FRAGGLE ROCK
10:30 Real Ghostbusters GARBAGE PAIL KIDS Alvin and the Chipmunks
11:00 Flintstone Kids POPEYE & SON ALF
11:30 Bugs Bunny Teen Wolf THE NEW ARCHIES
12:00 ANIMAL CRACK-UPS CBS Sterybreak Foofur
12:30 The Health Show Kidd Video I'M TELLING

1:00 ABC Weekend Specials (Local) {Local)

www americanradiohistorv.com
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“Fraggle Rock”

in-house productions or coproductions
as reasons. In the case of coproduc-
tions, “when we come to them [the pro-
duction company] with a show that’s
fully developed, you'd be surprised at
how many takers we get for $250,000.”

Low-budget shows

Another cost-savings technique is
the in low-budget show, and each net-
work has at least one. ABC’s new show,
Animal Crack-Ups, uses a lot of wild-
animal footage. This half-hour pro-
gram, hosted by Alan Thicke, features
guest celebrities answering questions
on the behavior of animals seen in curi-
ous film footage. It probably shot the
whole series in a week. ABC rounds out
the low-budget fare with The Health
Show, produced by ABC News, and
The Bugs Bunny & Tweety Show car-
toons from Warner Bros. So it’s not
hard to see where ABC makes up for
lost revenue.

NBC has a low budget I'm Telling, a
gameshow. While a kidvid gameshow is
unique to Saturday morning, it’s a
cheapie.

CBS has a “new” series tucked away
in Kidd Video, a rebroadcast of the se-
ries which ran for two years on NBC. So
CBS is airing repeats; no first-run cost
involved here.

‘Smurfs’ stick NBC

heen propelled into first place six sea-
sons ago with Smurfs, NBC is paying
dearly for that honor. NBC is paying
$300-325,000 per half hour for the 90-
minute episode to producers Sepp In-
ternational and Hanna-Barbera. As an
additional “incentive” for renewing the
five-year deal last year, NBC had to
buy the half-hour Foofur from the
same companies.

So NBC children’s programming

“Animal Crack-Ups”

chief Phyllis Vinson is not just paying
lip service when she notes “the gener-
ous support” of parent General Elec-
tric.

NBC’s big gamble

But life is never simple. Take front-

running NBC, for example. Having

“Muppet Babies”

“Popeye and Son”

NBC caused the biggest stir of the
season by moving Smurfs up a half

“pee-Wee's Playhouse”

www. americanradiohistorv. com

hour. That’s a big gamble, becausae
Smurfs is the heart and soul of NBC’s
Saturday lineup. Kissyfur, an NBC
production in association with D.I.C.
Entertainment, was yanked from the 8
o’clock lead-in position and replaced
with Gummi Bears which had been
running as the 8:30 lead-in to Smurfs.

Fraggle Rock, a cartoon version of

the puppet show the Henson Organiza-
tion produces for HBO, is new to the
schedule at 10 and should benefit from
the strong Smurfs lead-in. Punky
Brewster, the second NBC Produc-
tions show to bite the dust, is replaced
at 10:30 by Alvin and the Chipmunks,
which moves up from its 11 o’clock po-
sition. Alvin is from Ruby-Spears and
Bagdasarian Productions.

Alf is the new entry at 11. Based on
the NBC primetime comedy series, it’s
an animation from Alien Productions
in association with D.I.C. Entertain-
ment and Saban Productions. Alf leads
in to another new show, The New Ar-
chies at 11:30 from D.I.C. and Saban

“Young Wizards”

Productions. That's to make up for
Kidd Video from the same two produc-
ers, which moves off the NBC schedule
and over to CBS at 12:30 p.m. in rerun
form.

Foofur, replaced by The New Ar-
chies at 11:30, moves back to noon, as
Lazer Tag Academy from Ruby-
Spears goes off the air. Foofur is from
Hanna-Barbera and Sepp Internation-
al, producer of Smurfs. NBC completes
its Saturday offering with I'm Telling,
the first gameshow produced for this
daypart. It’s from Saban Productions
in association with D.I.C.

CBS blends in

CBS’ strategy, according to chil-
dren’s programming vice president
Judy Price, its to blend pop culture
with the classic animation. Transla-
tion: there’s money in some of those old
cartoons.

(continued on page 102)
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HBO and Disney hot and rarin’ to go;

Nickelodeon gets early jump on market

Cable & sy

ndication

talk of co-op deals
for children’s TV

he line separating syndicated
I children’s television product
from cable is getting thinner.
Programmers, faced with mounting
production costs, are ready, willing and
able to discuss ways to partner original
program ventures. Down the line such
arrangements could yield a rash of new
children’s programs for the syndication
marketplace, after exclusive exposure
on cable.

One of the staunch proponents of co-
op productions is HBO’s Lucy Chud-
son, vice president, family program-
ming at the paycable service. Although
HBO has not yet entered into arrange-

USA’s “Cartoon Express”

ments with suppliers of commercial
children’s product, she would be open
to co-ventures because they could help
offset escalating costs of HBO pro-
grams. ‘It would be an interesting mar-
riage and would be mutually advanta-
geous,” she points out.

Besides looking to structure syndica-
tion co-op deals on original programs,
HBO is planning to increase its original
programming menu as a matter of poli-
¢y. “We're exploring ways to do origi-
nals because we want them not to be
available anywhere else and as a bene-
fit to subscribers,” says Chudson. She
expects to announce a new weekly se-

Success on cable
1s being found
by independent
TV stations to
be a strong
endorsement for

Glenn Close hosts
Showtime ‘“Classics”

.

ries on HBO in the near future.

At this point, HBO airs 60 hours of
children’s/family related programs a
month, including some contemporary
films, and the HBO Femily Playhouse.
This month the service will debut First
Defender, a monthly show based on a
book on a juvenile detention center,
and expects to air new episodes of
Fraggle Rock, which will mark its fifth
year next March.

A lot of gray areas

The Disney Channel has several pro-
jects, both as productions and copro-
ductions on both the kid and adult lev-
el that may wind up in syndication.
Stephen Fields, Disney Channel’s vice

president of marketing, says “we have,

various programs that could go onto
syndication, and if they do, it most
likely would be handled by Buena Vis-
ta, Disney’s syndication arm. But there
are a lot of gray areas and it’s difficult
to draw the line on what has or has not
syndication potential.

“One of the ways definitely for us to
produce original programming, both
for children and the whole family, is to
take into account the back-end.”

At this point, about 40% of Disney’s
fare is original programming and in de-
velopment are several “significant new
programs for both younger and older
children.” Disney’s programming day
is structured so that shows in the early
morning are geared to younger chil-
dren; in late afternoon, to older chil-
dren; and to the family throughout the
evening.

In development, says Fields, is a pre-
school series strip, in conjunction with
a board of advisors from Stanford Uni-
versity. “It will mean a major commit-
ment of funds, and will be entertaining
and educational in helping children to
learn about life. Qur goal is to have it
air in the mid-1987-88 TV season.”

Also, a weekend pre-school program
is in development and is ready to be
shot as a pilot, as is a show to be pro-
duced for older children, for stripping
in the afternoon. These shows would
replace acquired and library product,
according to Fields.

Showtime’s acquisitions

On the other hand, the paycable ser-
vice Showtime (also owned by Viacom)
has no immediate plans to produce
original programming with a syndica-
tor, according to a spokesman, al-
though such a coventure was not ruled
out.

Most of Showtime's airings stem
from acquisitions of films and other
material that has not had T'V exposure.

{continued on page 106)
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KIDVID’87

One of every 10 cassettes is for kids;
market glut sees prices fall 50 %

Children finding
video packages
a real turn-on

ompetition in the children’s vid-

' eocassette marketpiace has be-
come hot and heavy. Producers

with children’s product, looking to
compensate for high production costs
on the TV end, are entering the kidvid
cassette game in droves, punching out a
dizzying array of material either
through newly created homevideo divi-
sions or via outside entities and labels.

The result, similar to what is occur-
ring on the syndication front, is a glut
of children’s material, which is spur-
ring slashed retail prices and changing
from what was once primarily a rental
market to a sell-through retail indus-
try.

At Lorimar Home Video, one of the
larger suppliers of kidcassettes and
other genres, Nan Halperin, strategic
business group manager, says the out-
pouring of the cassettes reflects the
burgeoning growth and importance of
this part of the industry. Latest esti-
mates are that one of every 10 videos
sold are in the children’s category.

‘He-Man’ kind of sales

Filmation, which produces He-Man
& Masters of Power, She-Ra: Princess

A glut in kids’
home video product
similar to that

in syndication is
leading to

slashed retail
prices.

of Power and other animated shows
distributed by Group W Productions,
has released all its product via home
video, says Alice Donenfeld, executive
vice president at Filmation. Beth He-
Man and She-Ra are distributed in
home video through RCA/Columbia,
and other shows are spread out among
Thorn/EMI, Embassy, and Prism,
among others. He-Man, she points out
is now in its 21st release. BEach video-
cassette is about 46 minutes in length
and contains two episodes in each vol-
ume.

Donenfeld says that He-Man sold
about 400,000 in 1984, its first year of
videocassette release, and “that was at
a time when the VCR universe was not
nearly as big as it is now.”

As for upcoming Filmation/Group W
syndicated shows, Ghostbusters and
Bravestarr, Donenfeld says she is close
to making videocassette deals on both.
Ghostbusters would get home video ex-
posure after its syndication run, while
Bravestarr “would be more or less con-
temporaneous with the syndication re-
lease, set for this fall.”

One of the marketing strategies be-
ing developed by Lorimar and other
distributors to attract buyers is to

n’s “Flintstones”
e

Worldvisio

| .|..\ I 1
s _CT : .
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package several episodes of a syndicat-
ed children’s show into one videocas-
sette. Halperin at Lorimar says its ini-
tial “lower-lowered priced” video will
be a Care Bears compilation of four
episodes that have not been on video
previously, called the Care Bears Trea-
sure Chest, from the syndicated TV se-
ries. The 75-minute cassette, which will
be offered in October, will sell as a fea-
ture film, which generally goes for
$69.99, says Halperin. Bears will run
$39.95, she points out.

The rest of Lorimar’s kidvid prod-
uct, which consists of videos of syndi-
cated TV programs including /nspec-
tor Gadgelt, MASK and the Get Along
Gang, fetches $14.95 apiece. Just re-
leased are two additional episodes of
Stlverhatwks, to which Lorimar, under
its Kideo Video label, has exclusive
rights.

Competition-lower prices

Worldvision Home Video’s Tom
Devlin, vice president and general
manager, notes that the “heavy compe-
tition” has dropped prices at least 50%
on the kidvid cassettes from what they
were a few years ago. In addition, ac-
cording to Devlin, WHYV also has begun
offering individual episodes of TV pro-
grams as a single video package, dis-
counted from the price if bought sepa-
rately. The videos, which come mostly
from Hanna-Barbera and Ruby Spears
TV, were fetching $14.95 per 30-min-
ute title. As a package, three titles are
being sold for $29.95, running some 90
minutes “That’s a mathematical for-
mula for me to stay in business, consid-
ering promotion and, in some cases,
what we have to pay in rights fees,”
says Devlin.

A batch of packaged 90-minute vi-
deocassettes are being released by
WHYV this summer, including Heath-
cliff, Marmaduke and Plastic Man.

continued on page 105
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Ratings Council gets into the act,
as 2 court cases pose key issues

Hype over hypoing
has TV buzzing;

guidelines likely

By ALFRED J. JAFFE

atings hypoing or distortion—

R pick your word—has been in-

creasing in recent years to the

point that the industry is looking hard
for ways to contain it.

A Standards & Guidelines Commit-
tee of the Electronic Media Ratings
Council has embarked on an effort to
promulgate guidelines for stations and
rating services, prodded by what some
sources consider especially egregious
practices.

While there has been an outcry
about certain practices—enough to
trigger a program on ABC-TV’s Night-
line with Ted Koppel, and a number of
newspaper stories and columns, includ-
ing a front-pager in the Los Angles
Times—the advertising agencies do
not appear overly concerned. Though
they do not approve of hypoing/distor-
tion, of course, they feel they can han-
dle it.

In the meantime, the cases that have
come to public attention have landed
in court, unleashing the possibility of
new case law that would tie the hands
of station executives in certain in-
stances. There also is the alternative
possibility that if the accused win, the
gates will be open to enhanced types of
audience hype.

A ‘normal’ practice

The situation is complicated by
broadcaster acceptance of a certain de-
gree of hypoing as “normal”’—though
that degree is not easily defined. How-
ever, it is felt that since hypoing is a
practice that most stations indulge in,
it tends to wash out. What makes the
current situation heated is the feeling
regarding some of the recent audience-
boosting devices that an accepted
boundary has been violated—influenc-
ing the sample itself—and if something
isn’t done, who knows where it will
lead.

Two recent events have headlined
the issue, both taking place during the
May sweeps. One occurred in the Min-

neapolis-St. Paul market where the
Gannett Co.’s KARE(TV) hired Atkin-
son Research of Minneapolis to con-
duct a survey of viewer's opinions
about its news. Outwardly convention-
al, the survey contained a little more
than a dozen questions, but it turned
out that “thousands” of question-
naires—one report said “tens of thou-
sands’—had blanketed the market.
This enraged the competition, particu-
larly WCCO-TV. The size of the ques-
tionnaire mailing—about 20 emploveex
alone of WCCO-TV and KSTP-TV,
KARE's affiliate competitors, received
questionnaires—indicates, that a sig-
nificant number of Arbitron and Niel-
sen diary households may have been
reached by the Atkinson questionnaire.
The upshot is that Midwest Communi-
cations, owner of WCCO-TV, is suing
the Gannett Co. and Ronald P. Atkin-
son, owner of the research firm.

KABC-TV series

The other event was an eight-part
series on ratings, profiling Nielsen
sample households and reviewing Niel-
sen operations, aired by KABC-TV Los
Angeles on its 11 p.m. Evyewitness
News. This also raised a furor from the
competition, because of its possible im-
pact on the viewing habits of sample
households. Unlike the Minneapolis
situation, where both Arbitron and
Nielsen flagged the “research” in the
rating books, Nielsen eliminated the
disputed late news ratings of KABC-
TV from the May book.

Hence, in this instance, the alleged
perpetrator became the affronted par-
ty and the rating service the target. The
Capital Cities/ABC-owned station
took Nielsen to court, first attempting
to get a temporary injunction, which
failed.

The foregoing events in themselves
were enough to arouse concern about
the dangers of ratings distortion, partly
because the Atkinson technique has
been used in other markets. Arbitron
began paying special attention to the

Atkinson surveys last year. However,

there is evidence that hypoing, or
worse, is on the increase and is getting
more aggressive

EMRC into the act

All these developments have brought
the Electronic Media Rating Council
into the picture. In fact, Melvin Gold-
berg, executive director of the EMRC,
appeared an the Nightline program on
June 8, along with the two prolagonists
in the Minneapolis uproar— Atkinson
and James Rupp, president/CEQ of
Midwest Communications, owners of
WCCO-TV

(continued on page 104)

Hypoing trends

in recent years

 Number of notices in raling

| books on contests, promotions,
etc.

Arbitron (all surveys)

126
132*
| I I

'84-'85 '85-'86 '86-'87

seascn  season  season
* Extluding July swesp There were five notices in July "85
and seven m July 86

Nielsen (sweep surveys)

176
109 105
60

'~ 485 Feb., 4°86 Feb., Feb.,
sweeps May sweeps May May
'85 ‘86 ‘87
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Analysis of Arbitron May data shows
audience drop after slight two-year dip

Spring TV sweep:
rising erosion in
major markets

By ALFRED J. JAFFE

he overall audience erosion that
I chopped away at viewing levels”

last season took its toll in the
major markets this spring, according to
the latest semi-annual analysis by TV/
RADIO AGE of viewing trends in the
top 50 ADIs.

Arbitron data from the May sweep
show that household viewing shares of
commercial TV stations in the top 50
markets dropped on the average by an
amount not far from the erosion levels
in the early ’80s.

Commercial stations in the average
top 50 market lost 1.5 share points, al-
most 2% of the total viewing audience,
from May ’86, to May '87. Averages are
unweighted to pinpoint typical market
performance rather than to calculate
total audience loss.

The May losses took place following
two years of relatively minor audience
erosion in the major markets. This type
of viewing behavior has been tracked
by TV/RADIO AGE during the No-
vember and May sweeps for a number
of years. The tracking showed substan-
tial dips in May ’84 and ’83.

The analysis of major market view-
ing shares is accompanied in this issue
by a complete ADI rundown showing
trend and daypart patterns in every
Arbitron market, plus lists of leading
stations, both affiliates and indepen-
dents. The trend data show household
shares for every U.S. station with re-
corded viewing, sign-on to sign-off,
over a year’s period. The daypart data
show, for all measured stations, 25-54
shares—men and women—in both ear-
ly fringe and late news periods. Lists of
leading stations show rankings by both
shares and ratings.

Here’s what it said

The top 50 market analysis revealed
the following:
B In the average top 50 market, com-
mercial TV stations still attract nearly
80% of the viewing.
@ While most markets were down in

viewing shares, that still left almost
40% of the markets either up or un-
changed in viewing since May, ’86.

B Theaverage viewing decline also hid
differences between markets grouped
by size. While the top 25 and second 25
markets differed little in the average
share of viewing drop, the top 10 mar-
kets were down only half as much as the
11-to-25 group.

® The overall drop in viewing shares
was accounted for solely by affiliates.
This follows practically no change in
viewing shares of affiliates during the
previous 12-month period. Still, in 30%
of the markets, affiliate shares were ei-
ther up or unchanged this past May.

B There was practically no change in
independent shares overall since May
of last year, a continuation of a pattern
that has shown up consistently since
1984. This indicates that in the major
markets, at least, the erosion is caused
by cable and/or public TV, with the
former the more likely attraction.

8 The number of indies with viewing
recorded by the May '87 Arbitrons in
the top 50 ADIs remains unchanged
from last year, while the total number
of on-air independents listed by Arbi-
tron in the rating books, including
those without recorded viewing, rose
by only about half a dozen over the 12-
month period.

In addition to the 50-market analy-
sis, TV/RADIO AGE keeps tabs on af-
filiate rankings in all competitive mar-
kets, that is, markets in which each of
the Big Three networks has a primary
affiliate. This showed, since May a year
ago, small increases in the number of
first-place affiliates by NBC and CBS
and a small decline on the part of ABC
affiliates.

Affiliate analysis

The analysis also showed:
® The number of affiliates in first
place in their markets is about the
same as the previous May for all three
webs in the top 50 ADIs.
B ABC-owned and affiliated stations
remain strong in the top 10 markets,

with eight first places, including one
tie.

@ CBS leads in first place rankings in
the 51-plus markets, while NBC a close
second and ABC a poor third

B In the 151 competitive markets,
CBS continues to lead with the most
first-places, with, again, NBC a close
second and ABC a poor third.

Down, down, down

In examining the patterns in the top
50 ADIs, TV/RADIO AGE found a sig-
nificant increase in the decline in mar-
ket shares of commercial TV stations
compared with the previous two years.
The 1.5 share point drop this May com-
pared with a dip of 0.5 of a point last
year and 0.7 of a point in May ’85. But
the previous two years had been mark-
edly worse. Both May '83 and ’84 were
down 2.0 points from the previous
‘May.

The overall drop
in viewing shares
was accounted for
solely by
affiliates, while
there was little
change for them
a year earlier.

The average market share of house-
hold viewing by commercial TV sta-
tions this past May was 79.1. In May
‘84, it was 81.9, representing an average
decline of about a point a year. While
not a drastic reduction, it would be se-
rious if continued, say, over the next 10
years. This is not likely to happen since
cable penetration increases are slow-
ing. In any case, the top 50 ADI profile
of TV household viewing trends is a
mixed one. This past May, 19 of the 50
markets were either up or unchanged
in shares.

The picture of affiliate share aver-
ages per market in the top 50 ADIs is
close to the overall picture. The affili-
ate share was down 1.7 points this past
May, while it was practically static dur-
ing the previous May—down 0.1 of a
point. But the previous years reflected
agloomier picture than that of May ’86.
The ’85 decline was 1.2 points, the "84
drop was 3.2 points and the '83 dip was
2.3 points. From May '84, to May ’87,
the average affiliate share in the top 50
ADI§ dropped from 67.3 to 64.2.
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Affiliate shares were up in eight mar-
kets this past May, but 35 markets
were down and seven showed no
change.

Average independent shares per top
50 market continue to show a puzzling
lack of growth. In short, the affiliates’
loss is not (necessarily) the indies’ gain.
In the past, the indie averages per mar-

Affiliate leaders, by
network, page 94

ket were offset by the fact that new
markets were opening up. Since the
new market share for an indie is not
likely to be as great as that of indies in
mature markets, the effect was to cut
back the average, even though overall
there was an increase in viewing to in-
dependent stations. Now, however, all
50 ADIs have at least one independent
station with recorded viewing, so the
offsetting factor of new indie markets
opening is no longer operational.

The average market share of indies
in the top 50 ADIs barely rose this past
May—specifically, it was up 0.14 of a
point. But last year when affiliates
were essentially static, indies were
down 0.4 of a point per average market.
During the previous three years, there
were mostly small increases, viz., ’85,
up 0.6; ’84, up 1.2, and '83, up 0.4.

The average market share of inde-
pendents in the top 50 ADIs came to 15
this past May, barely higher than the
"83 figure of 14.6. There were 115 indies
with viewing recorded by Arbitron, the
same number as May, ’86. In May, "84,
there were 97 indies with viewing re-
corded by Arbitron. As for total indies
reported by Arbitron, with or without
viewing, the total this past May was
199, compared with 192 in '86 and 161
in ’84.

Viewing trends in top 10

Viewing trends in the top 10 markets
paralleled the top 50 patterns in some
respects, but not all. For example, the
average top 10 market viewing drop
was about the same in May '86, as dur-
ing this past May, though the average
for all 50 ADIs was significantly less
last year than this.

Specifically, the top 10 share drop
was 1.0 point this past May and 1.1
points the previous May. In the top 50
ADIs, the 1.5 point decline this year
compares with a dip of 0.5 of a point in
'86. This past May, affiliate averages
were down in eight markets and un-
changed in two.

However, affiliates in the top 10
fared worse this year than last, as was
true of affiliates in the top 50 markets.

Lexicdon staboh Heess ot
By ADI HH shares j
* Columbia. S.C.  wisTvin)

B’ ADI mlm
New Orleans WWL-TV(C)
* Augusta WUBF(A)
* Jacksonville WUXT(C)
* Columbia, S.C. WIS-TV(N)
* Knoxville WEIR-TV(C)
Pmnhwga KDKA-TV(C)
* Baton Rouge WBRZ(A)
* Bristol-Kingsport-
Johnson City:
Tri-Cities WCYB-TV(N) 38
* Charlotte WEBTV(C) as
Cedar Rapiis-Waterioo
Dubuque Kwwiny 36
Nashville WSMV(M) 36
St. Louis KSDK(N) 36

Top 10 affiliates in top 100 mark
Leading station shares, Mon—Fri, 1106—?1&?.

By ADI HH shares
Sioux Falls-Mitchell KeLo-TvV(C) 58
* Springfield, Mo.  KkyTviyy 53
* Columbia, $.C. wis-TV(N) 49
Lincoln-Hastings-
Kearney KOLNI(C) 46
New Orleans wwL-Tv(C} 46
Lexington WKYT-TVIC) 45
* Dayton WHIO-TV(C) 44
* Baton Rouge WAFB-TV(C) 43
* Jacksonville WixTic) 438
. Raleigh-Durham WRAL-TV(C) 43
‘San Antonio T 18

Soure: Aritron, May, 1967 *Intermised mar. |
LS 8 . e d e |
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In both instances, affiliates in the aver-
age market this past May declined 1.7
share points, but last year the top 10
decline was 0.8 of a point, compared
with practically no change for top 50
affiliates.

Top 10 market shares of network af-
filiates were down 1.1 points in "85, 3.9
points in "84 and 3.1 points in ’83. Aver-
age share of affiliates came to 56.1 this
past May, compared with 59.7 in May
84,

Of the three market groups that TV/
RADIO AGE analyzes—top 10, 11-25
and 26-50—the 11-25 group turned in
the worst performance. It was down 2.1
share points, compared with a decline
of 0.4 of a point in '86 and a drop of 1.0
point in '85.

Of the 15 markets, only one was up
this past May, while 10 were down and
four were unchanged. But overall
shares were in the average ballpark lev-
el—79.4. This compares with 83.4 back
in 1984.

Network rankings

The bottom line on affiliate rankings
in the competitive markets was as fol-
lows: CBS was Number 1 in 69 markets,
NBC was No. 1 in 58 markets and ABC
was first in only 35 markets. All three
had seven ties for first place.

With 45.7% of the first place rank-
ings, CBS was up from 43.0% in *86 but
down from 53.3% in "85. NBC’s 38.4% of
the No. 1s compares with 20.8 per cent
in the '83 level, from which NBC has
gradually risen each year. ABC had
only 23.2% of the first places, down
from 36.8% in ’83.

But ABC has been strong in the top
L0 markets for years and May '87, was
no exception. In the top three markets,
where all three network companies own
stations, ABC was the leader. Its eight
No. 1 rankings in the top 10 ADIs re-
peats its performance in '86 and tops
its performance in ’85, when ABC was
No. 1 in six markets.

In the top 50 markets, CBS had a
slight lead with 20 leading affiliates,
while the other webs had 18 each. As
for the 51-plus markets, CBS had 49
firsts, NBC, 40, and ABC, 17.

Arbitron recently tallied first-place
finishes in May by affiliates in prime-
time and in all markets. Including ties,
the tally showed NBC with 115 first
places, CBS with 85 and ABC with 17.
Of the three, only CBS gained over
May '86, with 38 more first places.
NBC was down nine and ABC was
down 33.

The Arbitron review of the May
sweep, which was based on diaries from
106,534 homes in 213 markets, showed
that, among the three networks, the
primetime audience share dropped al-

most 4 percentage points—down from
75.93 to 72.29.

CBS’ substantial gain in first place
finishes reflects a gain of almost a mil-
lion primetime households reached
during the May sweep vs. last year. The
CBS household average per quarter
hour was 11,803,000, which represent-
ed a U.S. rating of 13.5 and a share of
24.8. That compares with a household
figure of 10,889,000 in May '86, which
gave CBS a 12.7/22.7 in the rating/
share comparison.

NBC was still No., 1 in primetime
households, of course, but it dropped
from May of last year, according to Ar-
bitron. The May '87, average was
12,727,000, equivalent to a 14.5/26.8.
The year before the total household
figure was 13,364,000, representing
15.6/27.9. The drop came to 637,000

households.

As for ABC, its May performance
this year was pretty bad. Its primetime
household average was 9,842,000, giv-
ing ABC an 11.2/20.7. The year before,
ABC had topped CBS in primetime
households, according to Arbitron’s di-
ary sample, a standing not generated
by NTI figures. In any case, the May
'86, households for ABC came to
12,099,000, more than a million higher
than the CBS total. That earned ABC a
14.1/25.2.

Part of the drop in overall primetime
households reached by network shows
was a decline in HUT levels, though it
was not substantial. The primetime
HUTs this past May came to
47,545,000 compared to 47,878,000
during May '86. The difference was
333,000. a

Top 5 independents—total day
Leading slation shares, Mon—Sun., sign-on to sign-off

By Api HH shares

Washington WTTG 17
Chicago WGEN-TV 16
Las Vegas Kvvu-Tv = 15
Fresno-Visalia KMPH-TV 14

-

Boise KTRV 13
Denver KWGN-TV 13
New York WNYW 13
Omaha KPTM 13

Top 5 independents—early fringe
Leading station shares, Mon—Fri, 4:00-7:30 p.m./3:00-6:30 p.m.

By ADI HH shares

Chicago WGN-TV 19
Fresno-Visalia KMPH-TV 19
Washington WTTG 19
Omaha KPTM 18
Detroit WKBED 17
New York WHNYW 17

By ADI shares, women 25-54
Omaha KPTM 19
Detroit WKBD 16

Fresno-Visalia KMPH-TV 15

Chicago WGN-TV 14

WFLD 14
Gainesville WOGX 14
Las Vegas KVWVU-TV 14
Phoenix KPHO-TV 14

Top 5 independents—Ilate news

Leading station shares, Mon.—fri, 11:00-11:30 p.m./ 10:00-10:30 p.rm.

Chicago WGN-TV 14
Las Vegas KWty 14
Phoenix KPHO-TV 14
Tuscaloosa WwDEes 14
Washington wTTG 14

13

By ADI shares, women 25-54

Las Vegas KVVU-TV 15
Phoenix KPHO-TV 15
Reno KAME-TV 14
Tuscaloosa WDBB 14
Omaha KPTM 12
West Palm Beach-Ft. wrLx 12

Pierce-Vero Beach
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TV station shares, May, 1987, all Arbitron ADIs
Shares of commercial stations ranked within markets by sign-on to sign-off household shares. Markets ranked by Arbitron TV
household totals, January 1, 1987.
Mon-Sun, M-F M-F Mon—Sun. M-F M-F
Sign-on/sign-otf 4-7.30 p 11-11:30p Sign-on/sign-off 4-7: 30p 1-11130p
Housetolds w M w M Households w w M
M 87 F'87 N'86 M'86 25-54 25-54 25-54 25-54 M'87 F'87 N'86 M 86 25-54 25454 25-54 25-54
New York (1) Dallas-Ft. Worth (8)
WABC-TV/A 19 20 20 20 25 24 21 17 WFEAA-TV/A 20 21 26 25 28 30
WNBC-TV/N 18 18 19 20 8 12 21 20 KOFW-TV/C 19 19 21 19 13 13 24 17
WCBS-TV/C 17 18 18 17 13 12 21 20 KXAS-TW/N 17 17 18 18 17 19 15 15
WNYW/I 13 13 13 13 13 12 9 10 KTVT/I 9 10 8 g 4 6 4 6
WPIX/| 11 10 11 12 13 12 6 10 KTXA-TV/I 7 3] 6 7 4 6 4 4
WWORA 9 8 8 9 13 [} 6 7 KXTX-TV/I 6 6 6 6 4 6 —_ 2
WXTV/| 2 2 2 2 4 6 — — KDAF/I 5 5 4 3 4 — 4 4
WNJU-TV/ 2 2 1 — 4 — — — KDFI-Tv/I 4 4 3 3 4 6 2 2
Los Angeles (2) Washmg'ton (9)
KABC-TV/A 19 19 18 15 17 22 21 WILA-TV/A 20 21 20 21 18 21 15
KNBC-TV/N 16 17 17 16 8 9 19 21 WUSA/C 20 21 21 18 21 18 21 19
KCBS-TV/C 13 14 15 14 8 9 15 14 WTTG/I 17 16 17 17 13 12 10 1
KCOP/| i1 10 11 10 12 9 4 7 WRC-TV/N 15 17 17 17 13 12 24 30
KTLA/I 10 10 10 10 12 9 7 1 WDCA-TV/I 5 6 6 5 4 6 3 4
KTTV/| 10 10 10 9 12 9 11 7
KHU-TV/I 6 6 6 6 12 13 4 4 Houston (10)
KMEX-TV/I 5 4 4 5 8 9 — — KTRK-TV/A 25 26 25 25 29 28 7 33
KVEA-TV/I 2 2 2 2 4 4 4 4 KPRC-TV/N 16 17 18 16 14 17 18 20
KHOU-TV/C 16 16 18 16 18 11 16 13
Chlcago (3) KRIV/I 10 10 9 9 7 1 6 4
WLS-TV/A 25 26 26 25 27 25 25 23 KTXH-| 10 9 9 9 7 6 6 11
WMAQ-TV/N 17 18 17 18 14 13 23 23 KHTV/I 8 8 7 8 4 6 4 9
WGN-Tv/I 16 12 12 15 14 19 10 14
WBBM-TV/C 13 14 16 15 9 6 19 16 Cleveland (1 1)
WFLD/I 10 10 1 11 14 13 8 7 WEWS/A NA NA NA 28 28 24 21
WGBO-TV/I 3 3 3 4 - — 4 2 WIW-TV/C 20 NA NA NA 24 22 31 29
WPWR-TVA 3 3 3 3 5 = 2 2 WKYC-TV/N 16 NA NA NA 12 11 19 18’
WUAB/I 10 NA  NA NA 8 1 5 8
Philadelphia (4) wowon 7 NA NA NA 8 6 5 3
WPVI-TV/A 25 25 25 37 33 27 26 * WAKC-TV/A 2 NA NA NA — — 2 3
KYW-TV/N 19 19 20 20 11 10 19 21 . .
WCAU-TV/C 17 17 18 17 11 14 19 18 Located in Akron. O.
WTAF-TV/I 8 8 8 9 7 14 3 3
WPHL-TV/I 6 5 5 5 7 10 3 6 Atlanta (12)
WGBS-TV/I 6 4 4 5 4 — 8 9 WSB-TV/A 26 24 22 29 28 25 27
WXIA-TV/N 24 23 24 26 25 17 29 27
San Francisco (5) WAGA-TV/C 22 24 28 23 21 22 25 19
KGO-TV/A 19 19 20 23 19 17 17 WTBS/I 9 6 5 10 o W b 4
KPIX/C 18 18 21 18 14 14 26 22 WGNX/1 € & 5 6 4 B Wy
KRON-TV/N 18 17 17 18 18 14 17 13 WATLA 4 5 4 4 = = GEly
KTVU/| 12 12 11 11 9 10 9 13
KBHK-TV/I 7 7 7 7 9 -5 4 4 Pittsburgh (13) |
KOFY-TV/I 5 5 5 4 5 5 4 4 KDKA-TV/C 32 30 29 32 32 36 25
KICU-TVA 3 a3 3 _  _  _ WTAE-TV/A 19 21 22 23 24 2 24 25
KDTV /1 2 2 2 2 — — —_— - WPXI/N 17 17 19 18 16 16 21 19
WPGH-TV/I 7 6 6 5 8 5 3 6
BOS‘OI'I (6) WPTT:TV/I 3 3 3 3 4 5 — 3
WBZ-TV/N 22 23 24 22 19 21 27 27 )
WCVB-TV/A 17 19 18 20 19 16 19 19 Miami (14)
WNEV-TV/C 16 15 15 16 14 16 12 12 WPLG/A 19 20 19 20 21 21 18
WSBK-TV/I [ 5 5 6 5 5 4 12 WSVN/N 17 17 19 18 13 17 21 21
WLVETV/A 5 6 6 7 5 _ 4 4 WTVJIC 17 18 19 16 10 8 18 15
WEXT/I 4 4 4 4 5 5 4 _ WCIX-TV/I i 7 7 8 7 8 3 6
* WMUR-TV/A 2 2 p) p) _ _ _ o WEBFS-TV/I 7 6 7 8 3 8 3 3
warvsi 2 — —_ _ — 5 — | WLTV/) 7 7 6 a4 13 8 3 3
WDZL/ 6 [ 6 5 7 4 3 3
* Located in Manchester. N.H. WSCV/I 3 3 3 3 7 4 3 9
Detroit (7) Copyright 1987 by TELEVISION/RADIO AGE Reproduction in any
WOIV/N 24 23 24 26 20 25 21 26 form prohibited without permission of TELEViSION/RADIO AGE
WX Y Z-TV/A 23 23 22 22 28 25 24 23
WJBK-TV/C 17 17 19 19 12 15 24 17
WKBD/I 12 12 13 12 16 20 5 9
WXON/I 8 8 8 8 4 5 11 6 (continued on page 85)
66 Television/Radio Age, August 3, 1987
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@ keclo-land tv

KELO-TV Sioux Falis, 8.D. and satellites KDLD TV, KPLO TV plus Channel 15, Rapid City

YOU CAN'T REACH THE MARKET WITHOUT US!

*Based upon Arbitron ratings since 1965, KELO-Land has posted the highest share of
audience in markets with 3 or more stations in the United States.

Ropresented nationalty by SHESEESEWL_ |n Minneapoils by WAYNE EVANS
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Television & Radio Features
the only game in town that offers
BRAND NAME PRIZES!!

television
s radio

PROMOTE YOUR STATION

* Increase your audience
¢ Increase your ratings

Television and Radio Features is the unique

*» Increase your sales promotion service that offers marketing expertise
* Increase your profit in sales, client relations, community affairs and
RUN YOUR OWN PROMOTION most important — station promotions. Our

* Bumper Sticker * Remotes » Write-Ins » Clubs  computerized system of handling and shipping

* Trivia » Community Affairs products will simplify storage hassles and
CLIENT TIE-IN delivery.

Tie in with an advertiser

and sell a complete package!!! And the best part is the merchandise itself. We
SPECIAL PROMOTIONS: supply top name-brand merchandise for on-air

* Grocery ¢ Valentine ¢ Easter Candy * Spring promotions of all kinds. . .radio or television, big
8‘3: d%?,:e.'arfm. SDci%gl [:alyia.ll osvb‘;":%an g market or small market. We're not a trade

« Christmas Toys y operation. We're not a barter house. We have a
SAMPLE CLIENT ROSTER better way!

e DuPont * Textron  Coty * Sheaffer/Eaton If this is your year to aggressively promote on the
* Encyclopaedia Brittanica ¢ Ames Garden Tools  5ir yoy need us. Call 312-446-2550, or fill in the
* Teledyne Water Pic « Longine-Wittnauer coupon. Let our prize and professional experience

e Carter Wallace, Inc. ® General Electric ! - .
* Rand McNally ¢ Corning Glass ¢ Houbigant and your promotion build some really big

* Syroco ¢ General Mills numbers for you.

We are interested in your promotion and marketing service. . .

- -
tele“Slon especially the on-the-air station promotions.

Name Phone

radio s

Willow Hill Executive Center
550 Frontage Rd. - Suite 3032 Address
Northfield, IL 60093 City, State, Zip
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TELEVISION RADIO AGE

Spot
Report

Spot radio’s greatest stories

revolve around categories

The bad news is that spot radio grew only 2.7% in the
first three months of 86, compared with the previous
year, according to a Radio Advertising Bureau analy-
sis of Radio Expenditure Reports. The good news is
that there are a number of categories that are signifi-
cantly increasing their use of spot radio.

The biggest gainers in the first quarter: optical and
photo, up 167.7% to $2.8 million from $1 million; con-
fectioners, up 146.9% to $2.6 million from $1 million;
and gas and oil marketers, ahead 99.3% to $5.9 mil-
lion from $2.9 million. Other categories making sig-
nificant gains were: building, hardware and paints,
84.6%; drug products, 66%; publishing and media,
59.4%; health care industries, 54% and home furnish-
ings, 11.4%.

Even in some lagging categories, there are some
major advertisers that stand out from the pack.
While farm advertisers overall spent less on radio
during 1986 because of a soft farm economy, a few
leading advertisers showed significant increases: Ciba
Geigy, 80.1% to $2.1 million from $1.2 million; FMC,
54.6% to $1 million from $687,000; Mobay, 39.1% to
$940,000 from $676,000; and Monsanto, 17.6% to $1.4
million from $1.2 million.

The Pope at grassroots

The Pope’s September tour of the U.S. will be “the
first major multimarket test of the Ku-band technol-
ogy that can put local station news on a technical par
with the networks,” says Dave Forman, coordinating
producer for Group W Television, whose NewsFeed
Network has lined up facilities for coverage in the
nine cities on the Papal itinerary.

And because the whirlwind trip will touch down in
nine cities in just 10 days, Group W will be leapfrog-
ging two crews from city to city, where Forman has
prearranged for eight mobile uplink trucks and has
booked 55 hours of nonpreemptable Ku-band satel-
lite time to provide station news teams following the
Papal entourage with the most desirable times for
taped and live newsfeeds during the Sept. 10 through
Sept. 19 tour.

Forman reports that NewsFeed will be taking care
of some 75 subscribing stations. Sixty of these will
simply take the NewsFeed feed. But about 15 others
will be joining Forman on location and using the
NewsFeed facilities to transmit their own coverage
back home. Some of these stations are along for the

whole tour. Others are in for part of it, to do on-the-
spot interviews of people from their market who plan
to visit the closest city on the Pope’s route while he’s
there. And some stations have more ambitious plans
to send their own news crew to tape hour specials of
the visit. NewsFeed will be accessing the pool cover-
age planned for each of the nine stops, and Forman
says Group W’s bill for the entire 10-day operation
“will be in the $100,000 range.”

ScanAmerica adds station

KCNC-TV has followed KDVR-TV as the second
‘Denver station to sign on with Arbitron’s ScanAmer-
ica and its combination of people meter ratings and
product purchase data. The service, which went oper-
ational in 600 households for the May 1987 survey,
couples individual viewing information from people
meters with household product purchase data collect-
ed from an in-home UPC scanning wand. Clients get
overnight ratings, weekly and monthly demographic
ratings reports and quarterly reports of viewing
based on the products households buy. Subscribing
TV stations select 10 products for their quarterly
product/viewing reports.

On the agency side, Ken Wollenberg, Arbitron’s
vice president, advertiser/agency sales and market-
ing, reports that nearly a dozen agencies have already
subscribed to BuyerGraphic, which profiles the TV
audience in terms of what products they buy. He
adds that as of July, 39 agencies and advertisers in
Denver were receiving weekly and monthly demo-
graphic data from people meters.

June

National spot business

+1.3%

1987: $483.6

1986: $477.4

Complete TV Business Barometer details p. 32

Television/Radio Age, August 3, 1987
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Spot Report

Campaigns

Fortune Magazine, RADIO
Wunderman, Ricotta & Kline/New
York
SUBSCRIPTIONS are being promot-
ed for 12 weeks that kicked off in mid-
May in a nationwide spread of major
radio markets. Target demographic is
adults 25-plus.

HKeebler Company, Tv

Leo Burnett Co./Chicago

SELECTED FOOD ITEMS are being fea-
tured for 13 weeks during third quar-
ter in a long list of eastern and mid-
western television markets. Media
team used a full range of dayparts to
attract women 25-plus.

The Quaker Oats Co., TV

Bayer, Bess, Vanderwarker & Flynn/
Chicago

CAP’N CRUNCH CEREAL will be served

for 12 weeks that started in late June

in a long and nationwide spread of

television markets. Buyers lined up

kid inventory to impress children.

Shell 0il Co., RADIO

Ogiluy & Mather/Houston

GASOLINE will be advertised for four
weeks starting in late July in a good
many radio markets across the nation.
Media group placed schedules to per-
suade both men and women 25-plus.

Sun Country Wine Cooler, RADIO
Towne, Silverstein, Rotter, Inc./New
York
WINE COOLER is being featured via
12 weeks of spot advertising that be-
gan in late May in a select list of
coastal resort markets. Negotiators set
schedules to appeal to young adults.

New RAB unit

The Radio Advertising Bureau's new
Sales Advisory Committee is scheduled
to hold its first meeting in New York
from Sept. 21 to 23. Headed by co-
chairmen Jerry Lyman, president of
RKO Radio, and Rohert Dunn, vice
president, radio stations of Chase
Broadcasting, the committee is made
up of 27 “working radio sales mana-
gers’ whose job on the committee is to
“provide RAB with hands-on experi-
ence and information from the market-
place to bhetter shape programs for
business development, research pro-
jects and sales tools.”

Appointments

Media Services

Agencies

Frank McPartland has been appointed
director, marketing and media ser-
vices at Devine & Partners Inc., Nor-
well, Mass. He moves in from New
York where he had been a media plan-
ner with Ogilvy & Mather.

Janet Pines has been elected a vice
president in the marketing planning
department of FCB/Leber Katz Part-
ners. She came to the agency one year
ago from a post as manager, consumer
card marketing with American Ex-
press, and before that she had been a
product manager for Richardson-
Vicks.

Ellen W. Oppenheim and Elizabeth
Rockwood Fulten have been promoted
to senior vice presidents of Young &
Rubicam/New York. Both are group
supervisors in the agency’s communi-
cations services department. Rock-
wood Fulton started in communica-
tions services as a trainee and Oppen-
heim began as a project assistant in
communications information services.

Max Blackston has been elected a se-
nior vice president of Ogilvy & Mather
U.S. He joined the agency last year as
a planning and research director, mov-
ing in from Marplan, a London mar-
ket research company where he had
been chief executive officer.

Julie Fotos and Matthew Langan have
been promoted to media supervisors
at DDB Needham Worldwide in Chi-
cago. Both came to the agency in 1984
and hoth now step up from posts as
media planners.

e

Steven Berger and Gary Patrick have
been promoted to group vice presi-
dents at Vitt Media International, and
Patrick also becomes a marketing
manager. He joined Vitt in 1984 from
Independent Media Services, where
he had been vice president, account
services. Berger came aboard in 1985
as a vice president from Grey Adver-
tising, where he had been an assistant
media director.

Representatives

Jan Morrow has been named an ac-
count executive with the Minneapolis
sales office of Petry Television and
Petry National Sales. She had been an
account executive at Hyett Ramsland
Inc. and before that had been office
manager for the Minneapolis office of
Katz Continental.

Chris Kelly and Lora Bunis have
joined Seltel as account executives.
Bunis, formerly a senior buyer with
Grey Advertising, is assigned to the
White team in New York. Kelly, who
will work out of San Francisco, had
been midwest sales manager for
Turner Broadcasting.

Public TV rep

With relaxation of the FCC’s former
limitations on underwriting for public
broadcasting stations, a new rep, Pub-
lic Broadcast Marketing Inc., was
formed last April to sell the new “en-
hanced underwriting” (30-second com-
mercials “so long as they aren’t hard
sell’”) to advertisers and agencies. Vice
president, east coast Sharon Naeole
says PBM currently represents public
broadcasting TV stations in eight mar-
kets. They are wrTw-TV Chicago,
wHYY-TV Philadelphia, KERA-TV Dal-
las-Fort Worth, WPBT-TV Miami,
KETC-TV St. Louis, WCET-TV Cincin-
nati, WYES-TV New Orleans and WITF-
TV Harrisburg, Pa. Advertiser pluses,
she adds, include ability to reach up-
scale viewers including business deci-
sionmakers in an uncluttered program-
ming environment.
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David Adams has joined Banner Ra-
dio as vice president, manager in Los
Angeles. He moves in from similar re-
sponsibilities at Select Radio in Los
Angeles, and before that he had held
the same title with Blair Radio.

Chris Nevil has returned to Caballero
Spanish Media as vice president and
general sales manager in Los Angeles.
He had most recently been general
sales manager of KAMA El Paso, and
before that general manager of KALY,
also El Paso.

Peg Mazzarella, director of Katz
Management Accounting Systems, has
been elected a vice president of Katz
Communications, Inc. She came to
Katz in 1974 as an accounting assis-
tant.

Frank Truglio has been named manag-
er of MMT Marketing Division’s inde-
pendent sales team. He is succeeded
as head of the Division’s affiliate team
by Dan Lucci, who had been a vice
president and sales manager with
Katz Television Continental.

Siri Jostad has been appointed an ac-
count executive in the Los Angeles of-
fice of Hillier, Newmark, Wechsler &
Howard. She was formerly a buyer for
Asher/Gould, also Los Angeles, and
before that she worked for Bozell, Ja-
cobs, Kenyon & Eckhardt.

Ben Lord has been named an account
executive and Boston area specialist
with Group W Radio sales. He was
previously a sales manager for Select
Radio in Boston.

Steven Minn has joined Harrington,
Righter & Parsons as an account exec-
utive in the Minneapolis sales office.
He was formerly an account executive
with WROC-TV Rochester, N.Y.

Molly Monahan has been named an
account executive for Hillier, New-
mark, Wechsler & Howard in New
York. She moves in from the sales
staff of Katz Radio in Minneapolis
and before that she had been a media
supervisor for Bozell, Jacobs, Kenyon
& Eckhardt.

P. J. Lewis is now an account execu-
tive with Independent Television
Sales in New York. Lewis moves in
from the sales team at WFSB-TV
Hartford.

One Seller’s Opinion

Reps need to look
abroad for new
sales opportunities

Roda

[N

Every week there is news about further international expansion by

agencies, advertisers, research companies, programmers, producers,
and newspaper/magazine companies. American corporations are branching
out in Europe, South America, Australia, and the Pacific Basin countries.
Companies in those countries are entering the U.S. market too.

Almost every type of company and service is involved in this global ex-
pansion with the possible exception of broadcast sales representatives.
This lack of foresight and initiative could affect radio and independent
television stations first, as more of the initial advertising and marketing
plans for foreign based products are made in the home country.

Just as radio and independent television station reps had to bring their
story directly to U.S. advertisers to get their fair share of advertising dol-
lars, these reps also must take the same approach with foreign-based ad-
vertisers. Otherwise they will not be able to deal adequately with the agen-
cies on these international accounts.

The broadcast sales reps must present the true multi-media picture to
these foreign advertisers whenever it is possible. That includes trade
shows, international conventions and seminars, visits to embassies and
economic consulates, and advertising in foreigh business magazines.

After an adequate strategy has been developed to assure that foreign ad-
vertisers are being reached in this country, the possibilities of making pre-
sentations at trade shows, conventions and to corporations in foreign coun-
tries should be studied. The necessary research can be gotten from the U.S.
Department of International Commerce, consultants such as Frost & Sulli-
van, agency and advertiser executives, libraries, seminars, embassies, data-
banks, and investment bankers. Attention must be paid to protocol, lan-
guage, customs, and business laws in each country.

Broadcast reps must leamn from the overseas expansion of agencies and
advertisers rather than ignore it. In the last couple of years, more Europe-
an governments are permitting privately owned, commercial stations to
operate independently although advertising is still limited. Ted Turner
and Rupert Murdoch are taking advantage of this opportunity with the in-
troduction of their cable services. Advertisers are following their lead in
spite of cultural, creative, technical and legal barriers.

Foreign, private radio and television stations should welcome sales reps
who have the expertise of dealing with international agencies and have the
U.S. contacts to attract new advertisers to their stations. The agencies and
reps can work together just as well in Europe and other countries as they
do in the States.

It may not be profitable to open foreign offices until the next decade but
the planning and research should start now. Meanwhile, an active, aggres-
sive marketing campaign to inform foreign advertisers of the benefits of
broadcast advertising in the U.S. should be underway.

As soon as rep firms take these initial steps to become global equals with
advertising agencies and their clients, then the future relationships be-
tween these two parties will be more secure.—Charles Roda, marketing
consultant, adjunct professor of marketing, Pace University

Television/Radio Age, August 3, 1987
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Budget is Spent.”

Jenna Becker has joined Katz Radio
as an account executive in Chicago.
She comes from Select Radio where
she had also been an account execu-
tive and before that she had sold radio
for Durpetti & Associates in Dallas.

Stations

Nick W. Evans, Jr. has been appointed
executive vice president and general
manager of the Spartan Radiocasting
Co. which owns radio and television
stations in four markets in South Car-
olina, Georgia and Iowa. He had been
president of WAGT Television Inc. in
Augusta, Ga.

Michael Lonneke, vice president, gen-
eral manager of NBC’s WMAQ Chica-
g0, has assumed added responsibilities
as vice president, general manager of
sister station WKQX (FM).

Philip Nye will become president and
general manager of WVUE-TV New

Radio 87

The Radio Advertising Bureau is
scheduled to produce two workshops
and run one of the general sessions at
the National Association of Broadcas-
ters’ Radio '87, coming up in Septem-
her in Anaheim, Calif. Marketing for
the '90s, featuring consultant Douglas
Cluff of Cluif & Co. is scheduled for
Sept. 10, in a workshop designed for
medium and small market radio sta-
tions. The next day RAB president Bill
Stakelin will host a general session fo-
cusing on The State of Radio Sales and
Shirley Baker, RAB’s retail expert, will
be hostess of a workshop on business
development called “I'm Sorry, My

Orleans upon completion of the sta-
tion’s acquisition by Burnham Broad-
casting Co. from Gaylord, scheduled
for September 1. Nye is currently
president and general manager of
Burnham’s WLUK-TV Green Bay.

Jeff J. Coelho is now general manager
of United Network Inc. and KGU Ho-
nolulu. He had been general manager
and general sales manager for KOFY

and KOFY-TV San Francisco.

F. Russell Wood has been appointed
vice president and general manager of
Bonneville International’s KSL Salt
Lake City. He replaces Tom Glade,
now vice president and general man-
ager of the company’s KAAM/
KZPS(FM) Dallas-Fort Worth. Wood
had been vice president, general man-
ager of marketing developing for KSL
and KSL-TV.

Joe Hildebrand has returned to the
Mutual Broadcasting System in the
new post of vice president/director of
sports sales. The former Detroit sales
manager for Mutual has most recently
been vice president and Detroit sales
manager for the ABC Radio Net-
works.

Lee Larsen has been named vice pres-
ident, general manager of KOA Den-
ver, effective with Jacor Communica-
tions’ takeover of the station from
Belo Broadcasting. Larsen has headed
the station since Belo acquired it from
General Electric four years ago.

Bob Bordonaro has been appointed
director, west coast sales, NBC Radio
Networks. He had been corporate di-
rector of sales for Mount Wilson
Broadcasters Inc. of Los Angeles and
before that he had been Los Angeles
sales manager for RKO Radio Sales.

Edward T. Quagliariello has been
named manager, satellite system sales
for the United Stations Radio Net-
works. He joined United Stations in
1985 and now moves up from traffic
assistant and continuity director.

Dan Wall has been promoted to local
sales manager of KSAS-TV Wichita-
Hutchinson. He joined the station in
1985 and steps up from account super-
visor.

Jane Hartley has been named vice
president and station manager for
WWOR-TV Secaucus (New York),
sharing responsibilities for station op-
erations with vice president, general
manager Robert Kunath. Hartley had
been vice president of marketing for
parent company MCA Broadcasting.
and before that vice president, corpo-
rate communications for Group W.

Ron Jordan has been appointed gener-
al sales manager for KRQR(FM) San
Francisco. He was formerly national
sales manager and local sales manager
for WBBM Chicago.

Steve Langford is now general sales
manager at WAVE-TV Louisville, Ky.
He came to the station in 1978 as an
account executive.

BAR execs named

Pro Sherman’s appointment as vice
president, market development for
Broadcast Advertiser Reports leads a
list of executive changes in the wake of
Arbitron’s acquisition of BAR earlier
this year. Sherman, who had been a
vice president at BAR will be working
directly with Ken Wollenberg, Arbi-
tron vice president, advertiser/agency
sales and marketing.

At the same time, Bob Siegel, for-
merly manager, BAR planning and de-
velopment, becomes manager, televi-
sion market development, reporting to
Jerry Arbittier, Arbitron vice presi-
dent, market development, advertiser/
agency sales. Anna Fountas, Arbitron
vice president, television advertiser/
agency sales, will oversee BAR service
for advertisers and agencies; service to
major advertigers and agencies will be
headed by Tom Murphy; and service to
television station clients will be under
the direction of Pete Megroz, Arbitron
vice president, television sales and
marketing.
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Media Professionals

Just the facts to shoot
down radio myths
John G. Maher

President
John Maher & Associates
New York

j ohn Mabher, president of John Maher & Associates,
points to “Two radio myths that need exposing:
the erroneous belief that radio has limited reach ca-
pability and the medium’s supposed seasonality.”
He notes that many people assume that listening
rises in the summer “because people are more active,
are outdoors, at the beach and on vacation.” He
agrees that this sounds reasonable but notes, “In re-
ality listening does not exhibit a significant summer
increase among adults. Audiences by season are rela-
tively flat because lifestyles and listening habits stay
fairly constant throughout the year. The only dra-
matic summer shift occurs among teenagers, whose

listening during the 10 a.m.-3 p.m. daypart climbs al-
most two-and-a-half times because they are out of
school.”

Maher’s second radio myth is “the often stated
generality that radio has limited reach capabilities.
It’s based on such well-worn platitudes as ‘Radio is a
frequency medium,’ or, ‘Radio’s audience is frag-
mented over such a profusion of formats.” While
these statements can be basically true, there are some
notable exceptions.”

He observes that radio’s reach potential for such
broader age targets as 18-49 or 25-54 can peak at
about 65% for a typical schedule of approximately
150 GRPs per week. But he adds that schedules
bought to reach teens, young adults, or more specific
targets like working women or upper income adults
“can attain reach levels in the mid to high 70s.”

Mabher says this greater reach potential “reflects
both light television viewing and unique listening
habits. Specific, narrow targets tend to be much
heavier users of radio than broad age targets. And
they are inclined to listen to a limited number of sta-
tions that play their favorite music.”

He observes, “Heavier listening coupled with fewer
stations pumps up reach potential and increases the
likelihood of commercial exposure. Conversely, the
stations needed to cover a broader, more general tar-
get will come from a wider spectrum of formats: all
news, news/talk, easy listening and MOR, as well as
various rock formats. This is the kind of format seg-
mentation that restricts reach.”

INABIG

AUTO SALES ARE IN OVERDRIVE IN
YUMA/EL CENTRO.

WHY BEA LITTLE FISH

POND?

Yuma-El Centro outspends Cincinnati, the 28th ranked HH AD! in the United
States, for Automotive Dealer sales-per-household. In just five years, Total Retail
Sales have zoomed up 49%, outperforming the entire United States sales
increase average. And by 1989, Effective Buying Income is expected to increase
63%, boosting buying power even higher and proving that Yuma-El Centro
i5 a market that's revved up and ready to buy.

KYEL-TV DOMINATES THE MARKET.

We're the #1 rated station sign-on to sign-off. We've got the facts,
figures and programming, including the #1 news, to help drive
up your sales in the Southwest's powerful new market.

BE ABIG FISH

L’ BEAM
* 1COMMUNICATIONS

&R KYEL-TV, NBG, Yuma, AZ/EI Centro, CA
NBC WDAM-TV. NBC, Laurel/Hattiesburg, MS

WPBN-TV/WTOM-TV, NBC, Traverse City/Cadillac/Cheboygan, M
@ WCFT-TV, CBS, Tuscaloosa, AL

Source: 1986 Survey of Buying Pawer
May 1987 Arbitron

®© 1987 Beam Communications Corp.

Represented by
Katz Continental Television
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Sarah Simpson has been appointed
national sales manager of KRBK-TV
Sacramento. She moves in from simi-
lar responsibilities at KOVR-TV, also
Sacramento.

Penny Haft has been named vice pres-
ident and local sales manager of Fox
Television’s WTTG(TV) Washington.
She had been national sales manager
of the station and before joining
WTTG in 1985 she had been an ac-
count executive with Katz Television.

Dean Richards has been promoted to
operations manager of the Satellite
Music Network’s StarStation adult
contemporary format out of Chicago.
The former program director for
WCFL Chicago has been an air per-
sonality on StarStation since Decem-
ber 1985.

Manuel Fernandez has been named lo-
cal sales manager of WSCV-TV Mi-
ami. Before joining Telemundo’s
Spanish language station he had been
president of Ferwin Advertising.

Patrick Joyce has been appointed lo-
cal sales manager for CBS-owned
WBBM Chicago. He had been nation-
al sales manager for the station since
1985.

For Japanese clients

SSC&B:Lintas Hakuhodo has been
formed by SSC&B:Lintas Worldwide
and Hakuhodo Inc., Japan's second
largest ad agency, to handle advertising
in the U.S. for Japanese companies.
Akira Nakyama of Hakuhodo is chair-
man of the new agency and SSC&B'’s
Gerald Miller is president, chief execu-
tive officer and creative director.

Hakuhodo reported 1986 billings of
more than $2 hillion U.S, dollars and
has some 3,000 employees in offices in
45 countries. SSC&B's 1986 billings
approuched $500 million in the U.S.
and exceeded $1.7 billion worldwide.
The agency operates 84 offices in 48
countries.

o —

New Stations

On the Air

Wizy-Tv Charlotte, N.C.; Channel 46
ADI, Charlotte. Licensee, Metro-Cres-
cent Communications, 3501 Perfor-
mance Road, Charlotte, N.C. 28214.
Telephone (704) 398-0046. Mark A.
Conrad, vice president, general man-
ager. Air date, July 8, 1987,

Buyer’s Checklist

New Representatives

Christal Radio now sells nationally for
WLCS(FM) Jacksonville, Fla. The Win-
com Broadcasting property offers an
adult contemporary sound.

Eastman Radio has been appointed
national sales representative for KMYZ
AM-FM Tulsa and for wQFM(FM) Mil-
waukee. Both stations are owned by
Shamrock Communications. WQFM
programs album oriented rock, and
the Tulsa stations simulcast an adult
contemporary format.

Hillier, Newmark, Wechsler & Howard
has assumed national sales represen-
tation of KIQQ(FM) Los Angeles and
WPOW (FM) Miami. WPOW is a con-
temporary hit station and KiQQ airs
the Transtar 41 soft adult contempo-
rary format.

Katz Radio is the new national sales
representative for KFEQ St. Joseph,
Mo. The NAFB farm information sta-
tion carries a country music format.

Katz Hispanic Radio Sales has been
named national sales representative
for XLTN(FM) and XHKY(FM) San
Diego. Both stations are owned by No-
vento FM-90, Inc. XLTN programs a
contemporary Spanish format and
XHKY offers a ranchero sound.

Major Market Radio is now the na-
tional sales representative for WOKV/
WAIV(EM) Jacksonville, Fla. WALV is
an adult contemporary station and
WOKV broadcasts a news-talk format.

MMT Sales has been selected as na-
tional sales representative for four
Gaylord Broadcasting stations: WUAB-
v Cleveland, KTVT(TV) Dallas-Fort
Worth, KHTV(TV) Houston and
K&TW.TV Seattle-Tacoma. All four
are independent stations.

Republic Radio has been named na-
tional sales representative for
KBEZ(FM) Tulsa and KRVR(FM) Dav-
enport, Iowa. Both stations program
an easy listening format.

Roslin Radio Sales has been appointed
national sales representative for
WHGB Harrisburg, Pa. and for
WMGW/WZPR(FM) Erie, Pa. WZPR
plays country music and WMGW is an
MOR station. WHGB airs Music of
Your Life.

Seltel is the new national sales repre-
sentative for KTXA-TV Dallas-Fort
Worth and KTXH-TV Houston. Both
stations are independents, recently ac-
quired from Taft by TVX.

Transactions

Crump Commumications has agreed to
purchase all outstanding stock of
Wcsc Inc., owner of WCSC-TV
Charleston, S.C., for approximately
$60 million, subject to FCC and share-
holder approval. John M. Rivers, Jr. is
president of WCSC Inc. and Crump is
owned equally by Harold C. Crump,
president, and David S. Allen, presi-
dent of Petry Television.

Olympic Broadcasting’s City Broad-
casting subsidiary has contracted to
sell the assets of KKCY(FM) San Fran-
cisco to Pacific FM Inc. for approxi-
mately $11 million, subject to FCC ap-
proval. Pacific FM is owned by James
J. Gabbert and Michael Lincoln. Bro-
ker in the transaction is Kalil & Co.

Columbine sells Salmon

Columbine Systems Inc. of Golden,
Colo., has acquired exclusive market-
ing rights to the Salmon Sales Manage-
ment System for radio and television
stations from Salmon Systems Inc. of
Seattle. Salmon offers software pro-
grams for local radio sales, national ra-
dio sales, local television sales and na-
tional television sales.

Salmon president Edie Hilliard says
the systems “help sales managers track
account activity and the productivity
of each sales person. The system is
user-installable, simple to operate, and
a sales assistant can update the entire
database in about an hour each day.”

Columbine reports that since Janu-
ary 1986, Salmon radio systems have
been installed at 180 stations in over 70
markets in the U.S., Canada and Aus-
tralia, Installation of the television sys-
tems just started last month.
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Viewpoints

Richard M. Brown

Partner in the Beverly Hills
office of the law firm of Fin-
ley, Kumble, Wagner, Heine,
Underberg, Manley Myerson
& Casey. Brown heads the
firm’s sports and broadcast-
ing department and is secre-
tary and legal counsel for the
California Angels. He repre-
sents TV and radio stations,
an athlete agency and sports
figures.

How to go to college
and obtain a sports
broadcast license

The first radio broadcast of a sports event occurred
on April 11, 1921 when radio station KDKA Pitts-
burgh presented the Johnny Ray v. Johnny Dundee
fight from Morton Square Garden in Pittsburgh.
Seventeen vears later in 1938, with all six Philadel-
phia television sets tuned in, the University of Penn-
sylvania televised one of its home football games. To-
day, sports events, and in particular collegiate sports
events, have become a premiere programming prod-
uct of the broadcast media. Televised college football
games attract 29% of the adult audience (50 million
people) and college basketball 21% (36 million peo-
ple).

Free to negotiate

In addition to licensing arrangements made between
various collegiate athletic conferences on behalf of
their member schools and the networks, each individ-
ual college or university has the freedom to negotiate
its own agreement with local broadcasters. After tar-
geting a particular school, the broadcaster should
question whether the school currently has a legally
binding arrangement with another station whereby
broadcast rights have been granted. Should such a
situation exist, the broadcaster must honor this rela-
tionship or subject itself to potential legal claims. If
no such legal relationship exists or if the broadcaster
wants future rights, the broadcaster can approach the
school.

Identifying objectives

During initial negotiations, the broadcaster should
identify the school’s objectives for entering into a
rights agreement. In addition to the fees, these objec-
tives might include more exposure of the school’s ac-
ademics and other non-sports activities, increased
community identification, new fan and alumni loyal-

ty, and increased game attendance. The broadcaster
should then incorporate this information into its pro-
posal to the school. If a school’s games are not cur-
for a particular school’s athletic program is due to the
local presence of a better known college or university
and/or a lack of appreciation for the value of the
school’s broadcast rights.

Critical investigation

Prior to beginning negotiations with a school, the
broadcaster must understand how critical a due dili-
gence investigation is in order to completely identify
existing and prospective issues to be negotiated. The
success of the broadcaster’s investigation will depend
to a large extent on the knowledge of the personnel
used for this task.

The complexities of the transaction will require an
investigation team of professionals with expertise in
the legal, financial, sales and engineering aspects of
both sports and broadcasting. Only then can all is-
sues and risks be effectively identified and addressed.
Stations generally assign the leadership role of the
investigation team to an attorney knowledgeable in
both sports and broadcasting who ultimately negoti-
ates and drafts a formal agreement incorporating the
various inputs of the investigation team members.

In a competitive environment, the broadcaster
must know its competition and then compare the
strengths of its proposal against the weaknesses of
those packages offered by competing stations. If a
competing station carries the football games of one
school and touts its experience and expertise to ob-
tain the broadcast rights of a rival school, the broad-
caster can present the benefits of a separate and dis-
tinct broadcasting affiliation, such as separate listen-
er identification, broadcaster loyalty and the
allocation of more time.

Differing approaches

The broadcaster and the school will have differing
approaches to the negotiations. The broadcaster
should attempt to enter into a binding letter of intent
whereby obtaining the broadcast rights is contingent
only upon the negotiation of mutually acceptable
terms and conditions.

The letter of intent will give the broadcaster a right
of first negotiation and create a positive and favor-
able climate to consummate a formal relationship.
The broadcaster should also negate any efforts made
by the school to initiate concurrent discussions with
competing broadcast stations which will create a
more competitive environment.

There is no substitute for honesty and fairness
during negotiations. Impressions made during negoti-
ations often color the entire relationship. Promises
made but not kept create animosities. In addition,
any experienced and successful attorney understands
that continuing relationships are founded upon mu-
tually satisfactory agreements. An agreement subse-
quently adjudged by one party to be one-sided and
unfair will ultimately lead to a costly, short-term fail-
ure.
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Programming/Production

Syndicator go-aheads—fact _or ﬁ(_:tion?

With competitive pressures mounting
sharply because of a steady increase in
first-run syndication projects and a
limited number of available time peri-
ods, syndicators are becoming quick te
push the "go™ button regardless of
clearance levels. Nowadays, syndica-
tors are giving green lights to shows
that have cleared as little as 35-50% of
the country as a pre-sell, a far cry from
the 65-75% necessary for a go pro-
nouncement, especially the barter-
driven product, a few vears ago.

Besides competition and limited
availabilities, other practical realities,
such as “hype” and momentum have
become important considerations in
syndicators’ willingness to pull the go
trigger early on projects with lower-
than-traditional clearances. In some
instances, syndicators are willing to ab-
sorb the financial deficits that go along
with backing ventures of this kind. But
in some other cases, few as they are,
syndicators have either delayed or
abandoned the show after announcing
to one and all that it was a go.

The fur is flying in all these cases for
the upcoming season, according to sev-
eral sources. Close to a dozen series are
known to have been given go-aheads in
early stages before reaching the pre-

Wink Martindale is host of “High
Rollers,” game show that now has
more than 65% clearance. It’s distrib-
uted by Orion Television.

scribed level of clearances. Several of
these were Orion Television's High
Rollers, Multimedia Entertainment’s
The Dom DeLuise Show, Syndicast
Services’ Slim Cooking and D.C. Fol-
lies, Hal Roach Telecommunications’
T and T, and MGM/UA’s Sea Hunt.
All of these and a half-dozen or so more
have since gone over the magic station
level that’s necessary to go on the air
this fall without incurring severe finan-
cial risk.

Glut. John von Soosten, vice president,
director of programming, Katz Televi
sion Group, says that many syndicatars
are announcing a go at the 40 409
clearance level, and he speculates that
this development centers on several re-
lated circumstances: several shows do
ing well, such as Wheel of Furtune,
Jeopardy and the Oprah Winfres
Show, all from King World, which have
locked up certain time periods; other
returning shows, including P.M. Maga-
zine and the court shows: and a large
number of off-network sitcoms and
hours, “making considerably fewer
time periods available than there
might have been in any other season.™

All these elements combined have
produced an excess of product, “which
means that syndicators, Lo get those
few available time slots, are scramb-
ling,” continues von Soosten, and “an-
nouncing a go at low clearance levels to
make a positive statement to stations
that they are a safe bet to stay around,”
as opposed to product from the non-
comimitted syndicators.” Also, points
out von Soosten, svndicators are be-
coming more realistic, noting they have
to make do with a 50% clearance, and
hoping that they can pick up stations
based on the November books, over-
nights and initial reaction, or perhaps
as replacements for poor performing
barter shows. “That’s how Whee!l of
Fortune grew,” recalls von Soosten.

Scott Carlin, president of first-run
syndication at Lorimar Television, says
there are more first-run shows out
there today than at any time in recent
memory. Also new players, or those
that didn’t have much of a presence a
few years ago, are announcing go’s pre-
maturely to gain instant legitimization
of their property.

Carlin admits that In most cases a
project is announced as a go early “‘to
hype the show and to make it seem real,
definite and moving forward at the ear-
liest possible time. We gain nothing by
announcing a go early other than that
we are making a statement about the
quality of our lineup, the time periods
and money we have received and to tell
the marketplace that, because it has
embraced the project so early, we are
giving it a green light.”

But telling the marketplace that a
first-run project is a go before it has a
substantial number of clearances has
its pitfalls, says Edwin Vane, president
and CEO of Group W Productions, who
believes the same rules apply at
present that did years ago. “Fortunate-
ly, we don’t face the problem of giving

go's to shows which have less than 55
6% coverage. Both our new fall prop
erties, the Wil Shriner Show and
Bravestarr, have above 85% coverage
each. The fact remains that most ad
vertisers are still looking for national
coverage that is not less than 60%, and
usually they look for at least 70% cover
age belore they make a national buy.”
[f ~omeane s launching at 45 or 50%,
it s with the knowledge that either the
barter is warthless or very underpriced,
continues Vane, “If that's the case,
then they must have obtained huge h
cense tees that would cover production

Dom Deluise puts it all together in
“The Duom DeLuise Show,” a fall “go”
from Multimedia Entertainment.

costs, or thev are willing to go into defi-
cit financing, hoping that in the fourth
quarter there will be a major success
story in the markets where the program
appears. If that occurs, they look for
clearances to gain rapidly, thus getting
out of deficit. But that’s a major risk, of
course.”

Testing. In the case of Syndicated Ser-
vices, it tested the on-air waters with a
special before it put a green light on
D.C. Follies, says Bob Silberberg, pres-
ident, and based on that good perfor-
mance and clearance level decided to
fly with it for the fall, looking to in-
crease coverage as the rollout pro-
gresses. “There aren’t that many time
periods that vou can get, but based on
our success on the program, we will
keep going back to stations as other
shows fall by the wayside.” Currently,
Follies has about 75% coverage, with 85
stations committed.

On S8’s other series, Slim Cooking,
Silberberg says, a go-ahead was an-
nounced with less-than-acceptable
clearances. But he continues, because
it’s a daytime show, the risk “wasn’t
that great.” Cooking has cleared more
than 60 stations to date, with a predict-
ed lineup of 80 by airtime on Sept. 21.

At Orion Television Syndication,
Scott Towle, president, says that the
reasons for calling High Rollers were
many, including belief in the project
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and in projections from sales staff. Ini-
tially, the green light was given on
Rollers when it had about a 40-45%
coverage. We held out on getting good
stations, which seems to have held up
for us. At this point we have about 65%,
and as late as this week we picked up
Kansas City and Cincinnati, and we
know we’'ll add to the lineup in smaller
markets.”

“When you press the button early,
it’s the syndicator’s version of Russian
roulette. How lucky do you feel?”
Towle continues that there’s no ques-
tion the marketplace has become very
competitive: “Everyone is in first-run,
and everyone has an investment in a
pilot. You have to weigh your downside
risk, i.e., your potential production def-
icit against your upside profit poten-
tial. When [ pushed the button on
Rollers it was for the purposes of mo-
mentum—another key word—and the
downside risks against what we could
make potentially.”

Meanwhile, a few announced go's
have delayed getting into the fall fray,
including Worldvision’s Trivial Pur-
suk.

At Worldvision, John Ryan, senior
vice president, domestic syndication,
says that the choice to delay Pursuit
was made in April for the benefit, and
with some consultation with, the com-
mitted stations and for Worldvision,
“You have to make a calculated guess
on what to do. If, by February, you get
up to 40% coverage, you have to antici-
pate that you will get the 70%. But if
you are at zero percent in February, it's
hard to project what to do, so that’s
why everybody starts selling a little
earlier—to get their plans firmed. If its
an absolute bomb, you can pull the
plug early.

“People will announce go’s because it
makes headlines and sometimes it
hypes sales. But when you get down to
the short strokes and it's June or July
and you can’t do it or it will mean a lot
of red ink, you have to pull the plug. No
matter what is said at NATPE about it
being a go, it just may not go. It’s em-
barrassing sometimes but it happens in
every business we know of.”

In the case of Trivial Pursuit, the
pilot was a Johnny-come-lately, which
hampered sales potential, notes Ryan.
“We got the pilot at NATPE, and at
that time we could have gone for a fall
start if we wanted to settle on time pe-
riods we didn’t want and perhaps go
with weaker stations and less than a
lineup level we wanted. All the things
we wanted were gone, so we went to our
signed stations and told them that with
a property like Trivial Pursuit, it
would be better if we delayed it and
could deal from strength for 1988. Sta-
tions, almost to a man, agreed, and it

will be a go next season.”

Worldvision has recently *‘jazzed
up” the pilot, says Ryan. Pursuit, un-
like the other first-run series men-
tioned, is offered via cash with a 30-
second barter spot, Ryan points out, so
clearance needs are less stringent.

Late start. One strip that also got a late
start and was introduced at the past
NATPE, The Dom DelLuise Show, en-
ters the race next fall after an initial
touch-and-go struggle centering on low
clearances. Tom Shannon, vice presi-
dent, syndication sales, Multimedia
Entertainment, says a commitment
was made despite what was normally
not a satisfactory clearance rate. Shan-
non says the go position taken by Mul-
timedia at an early stage was because
he had a "“great personal belief” in the
show and in DeLuise as a personality.
On the more practical side, Shannon
notes that when three major markets
“kicked in—Los Angeles, New York
and Philadelphia—school was out as
far as we were concerned.”

Another reason for making DeLuise
a go-ahead, continues Shannon, is the
company’s credibility in getting pro-

Orion puts $20-mil.

At an estimated production budget of
$20 million, Orion Television Syndica-
tion is calling its latest first-run pro-
ject, a half-hour strip series for prime-
time access, Crimewatch Tonight, its
largest project.

To be produced in New York and fed
daily via satellite to participating sta-
tions, the series will be available on a
cash/barter basis for the fall, 1988, with
a pilot to be completed by late October
of this year, according to Scott Towle,
president of Orion Television Syndica-
tion.

Scott Towle

According to the scenario,
Crimewatch will cover national and in-
ternational crime stories, which will be
gathered daily by producer/reporters
based in 10 Crimewatch bureaus in the
U.S. and abroad, as well as from TV
news programs and the print media.

grams launched. “l would have had a
severe problem if I had gone to sta-
tions, gotten commitments from them
and a month later told them it was all a
joke. That would have made me look
idiotic. I would have gone through with
this if T had to go through a wall.” At
present, DeLuise has a lineup of more
than 70% of the U.S. households. In
mid-April, clearances totaled about
35%, when Multimedia gave a green
light to the series, notes Shannon.

Credibility in launching first-run se-
ries has helped Lorimar Television,
which has followed through on its de-
livery promise beginning with People’s
Court, according to Carlin. “Of course,
a promised go depends on having the
right 40% coming out of the block to
give you the comfort of knowing you
have the kind of clearances you need.
All 40 percents are not created equal,
which is why some as “go’s” don’t make
it to air.”

Just how many promised go’s have
been aborted is hard to measure or to
document quickly. SS’ Silberberg
says, “There were a lot that didn’t make
it after being announced as go's.”

—Robert Sobel

into ‘Crimewatch’

The series, says Towle, also will in-
clude regular features and takeouts on
recent crime events, plus at least one
in-depth report on a major crime story
each day. An anchor for the series will
be chosen shortly. Executive producer
of the series is veteran newsman Reese
Schonfeld, who developed the concept.

In unrelated developments at Orion,
Hollywood Squares will begin its sec-
ond season this fall, and is set in about
130 markets, representing more than
85% of the U.S. households. Joan Riv-
ers will be added to the show as the
“center square.” Also High Rollers,
which premieres on Sept. 14, has more
than 70 stations, representing over 65%
of the country.

LBS sets January launch
for new movie package

LBS Communications has unveiled a
six-title barter syndication movie
package. Called LBS Spectrum I, the
package represents LBS’ first major
movie entity that has had no prior the-
atrical or network exposure, according
to an LBS spokesman. The series is set
for launching beginning in January,
with a barter split of 12 minutes for
LLBS and 12% for local stations in each
movie.

The opening film in January will be
the LBS/Gaylord production of Bo-
nanza. The Next Generation, in a Jan.
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4-31 window. Other films are, March,
The impossible Spy, which is available
following its world premiere on HBO,
Feb. 29-March 27; April: Miracle nf
the Heart: A Boy’s Town Story, March
28-April 24; Reunion at Farrborough,
May 30-June 26; The Canterville
Chost, Sept. 5-Oct. 2; and Vietnam
War Story, Oct. 3-30.

Syndication shorts

MGM/UA Television’s firstrun half-
hour sitcom, We Got it Made, has been
cleared in 77 markets. Current station
lineup includes recent sales to WSB-
TV Atlanta, WNUV-TV Baltimore,
WLKY-TV Louisville, KIFI-TV Idaho
Falls, WWCP(TV) Johnstown-Altco-
na, KECY-TV Yuma-El Centro,
WMSN-TV Madison, KCIK-TV El
Paso and KMTR-TV Eugene.

Four Star International has signed
seven of the top 20 markets for Want-
ed: Dead or Alive, ¢olorized version of
the western series starring Steve
McQueen. This brings the total to 16 of
the top 20 markets licensed to air the
series, which consists of 94 episodes co-
lorized by Color Systems Technology.
Recent sales are KHJ-TV Los Angeles,
KTVU-TV San Francisco, WBFS-TV
Miami, KDNL-TV St. Louis,
KDVR(TV) Denver and KSCH-TV
Sacramento.

Great Moments in Country Music,
two-hour jamboree, is having a station
clearance jamboree. Multimedia Enter-
tainment has cleared the show in 145
markets, representing more than 90%
of the country. These include WNBC-
TV New York, KGO-TV San Francis-
co, WCVB-TV Boston, WXYZ-TV De-
troit and KDFI-TV Dallas. The barter
split is 12 local and 10'% national.

NFL Films has cleared This Is the
NFL, weekly half-hour pro-football an-
thology, in 18 of the top 20 markets.
Stations signed for the program, which
premieres the week of Sept. 12, include
all four CBS-owned stations, and
KRON-TV San Francisco, WNEV-TV
Boston, WFBK-TV Detroit, KDFW-
TV Dallas and WRC-TV Washington.

Syndicast Services has put together
a series of Thanksgiving/Christmas/
New Year’s holiday specials. The five-
program package consists of two two-
hour programs, The Man in the Santa
Claus Suit, starring Fred Astaire, and
1987 Power Hits New Year’s Eve
Countdown; two one-hour features,
The Barbara Mandrell Christmas
Special and A Crystal Christmas, and
the half-hour, Christmas Every Day.
Supplementing the shows are three

other one-hour programs, Sex Svmbols
HI, College Basketball and Bill Cos-
byv's Home Movies.

Mlein & will distribute the Knight-
Rider Broadcasting substance-abuse
campaign. The package contains ID's,
program billboards and 30-second ani-
mated spots featuring Mr. Bill. The
cost to each license will be about $200,

MGM/UA Television has added 10
stations to its Sea Hunt lineup. Clear-
ances for the half-hour action/adven-
ture series currently is 77. The 10 are
WETG-TV Erie, KBVO-TV Austin,
KIFI-TV ldaho Falls, WDBB-TV Bir-
mingham, WWCP-TV Johnstown-Al-
toona, KECY-TV Yuma-El Centro,
WJZY-TV Charlotte, WTEN-TV Al-
bany-Schenectady, WIS-TV Colum-
bia,S.C.,and KCIK-TV El Paso. Series
began filming last month for a fall de-
but.

MG/Perin Inc. will again produce
and distribute The Olympic Winning
Moment, a series of 75 30-second in-
serts, which becomes available from
Oct. 1, 1987 to Oct. 31, 1988. Moment is
ad-supported, with full sponsorship
from the Prudential Life Insurance Co.
The inserts are culled from archival
footage of U.S. Olympics, with empha-
sis on the 1984 games.

The Baruch Television Group has
sold its pair of upcoming half-hour ten-
nis specials, U.S. Open Tennis: Made
in America and Champions of the Fu-
ture: The Search for the Next Ameri-
can Tennis Superstars, to more than
75 stations. Open Tennis features
Chris Everett and Jimmy Conneors, and
Champions highlights top junior ten-
nis players. Station clearances include
WCBS-TV New York, WNEV-TV
Boston, KCBS-TV Los Angeles and
KPIX-TV San Francisco.

Casablanca names execs

Casablanca IV has formed an interna-
tional sales organization and has
named three executives in key spots.
Jack Allen, formerly executive vice
president of Colex Enterprises, has
been appointed senior vice president,
worldwide sales. He’ll be based in New
York and will report directly to Rich-
ard S. Gold, president and CEO. Before
joining Colex, Allen served in various
presidential capacities with Lorimar,
Orion, MCA TV and others.

Michael Caponi, formerly director of
midwestern sales at MTS Entertain-
ment, has been named director, sales,
midwest. Before that, he was division
manager, midwest at MGM/UA. Beth-
any Gorfine, has been named director
of sales, western region.
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MCA/Roach turn on the
color for ‘Beaver’
and ‘McHale’

Colorization is picking up steam. In an
unusual deal, Hal Roach Studios and
MCA TV have signed a worldwide
agreement giving Roach the rights to
colorize and an option to distribute
more than 400 episodes of black and
white comedy series from the MCA TV
library. The agreement also includes
that Hal Roach Telecommunications
will syndicate the New Leave it to Bea-
ver, for airdates beginning Sept. 15,
1988. Mort Marcus, executive vice
president, HRS, expects to generate
more than $150 million in syndication
revenues from the sitcoms.

Jerry Mathers and Barbara Billings-
ley (Beaver and June Cleaver) remi-
nisce about Beaver’s childhood in
“The New Leave it to Beaver,” to be
syndicated by Hal Roach Telecom-
munications.

The first series to be colorized and
distributed by HRT will be episodes of
McHale's Navy. In the case of Beaver,
the company will distribute 58 episodes
that already have aired on the Disney
Channel or on WTBS-TV Atlanta, as
well as 27 episodes currently in produc-
tion for the 1987-88 WTBS season. Ad-
ditionally, Roach Studios has the op-
tion to order an additional 20 episodes,
or more, of the programs for first-run
syndication.

In addition to other financial consid-
erations, Roach Studios will grant war-
rants to MCA TV for the purchase of
one million common shares of HRS, ex-
ercisable at $12 per share,

Zooming in on people

Columbia/Embassy Television has
made two executive appointments.
Steve Berman, senior vice president,
creative affairs, Columbia Pictures
Television, has been named Colum-
‘bia’s executive vice president. Frances
C. McConnell, senior vice president,
current programming, Embassy Com-
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munications, has been named Embas-
sy’s executive vice president. Berman
joined CPT as vice president, dramatic
development in 1984. McConnell
joined Embassy’s predecessor compa-
nies, Tandem Productions and T.A.T.
Communications in February, 1977.

g

Steve Berman

Cedric Watkins Il has been appoint-
ed western division manager, and Steve
Voleti has joined Group W Productions
as manager of planning and control.
Watkins comes to Group W from
KCBS-TV Los Angeles, where he was
an account executive. He joined CBS a
year-and-a-half ago. Voleti was at
Group W Cable where most recently he
was purchasing and facilites manager.

Gerard Reddy has been named re-
search manager, off-network and fea-
tures. He replaces Tom Russo, who be-
comes director, program analysis and
development (TV/Radio Age, July 22)
Reddy most recently was client ser-
vices executive for the New England
territory at A.C. Nielsen. Also,he was a
senior tesearch analyst at Seltel and a
presentation writer at Capital Cities/
ABC National Television Sales.

Mark Pedowitz has joined MGM/UA
Television as senior vice president of
business affairs and administration.
Most recently, he was vice president
and general counsel for the Landsburg
Co., beginning there seven years ago as
a member of the business affairs de-
partment.

i 4
Firdusah Jami

Firdusah Jami has been appointed
research analyst at Worldvision Enter-
prises. Jami joined Worldvision in
1986 as an intern. Previously, she was a
media sales rep for The Daily News in
Indiana and was a host and co-produc-
er for How We See It, a community
affairs program, on a local PBS station.

Diane Sokolow, veteran film and TV
executive, has been named senior vice
president, longform, at MGM/UA Tele-
vision. Prior to joining the company,
Sokolow spent two years as executive
vice president at Motown Productions.

Christine Palinkas, director of re-
search, has been promoted to vice pres-
ident of research at Harmony Gold. She
has been with HG for two years.

Steven S. Rosenberg has been pro-
moted to manager, East Coast sales, at
MCA TV Enterprises. Rosenberg
joined MCA TV in February, 1986 as a
sales executive,

Joel Gallen has been appointed vice
president, director of program develop-
ment and media sales at The Entertain-
ment Network. He comes toTEN with
an extensive background in TV pro-
duction.

Betsy Vorce has been named vice
president, public relations, King
World. Vorce joins KW from Viacom
Enterprises where she was director of
public relations.

Radio syndication

KalaMusic has added WKTZ-FM
Jacksonville and KBAY San Jose to its
consultancy list. Both stations focus on
easy listening.

The United States Programming
Network will present a special tribute
to Elvis Presley, marking the 10th an-
niversary of his death, over the week-
end of Aug. 15. The three-hour pro-
gram, Elvis Presley: A Decade of Mem-
ories, will feature vintage tape of
Presley talking about his career, new
interviews and hits spanning three de-
cades. The program is offered on a bar-
ter basis. USPN won two awards re-
cently of the International Radio Festi-
val of New York: magazine format,
with Windhams World, and in farm/
agriculture, with Drought of 86, in the
information category.

Westwood One has reported record
second-quarter and six-month reve-
nues, net income and earnings per
share. Revenues for the three-month
period ended May 31 rose 36% to
$19,427,000 from $14,297,000 during
the same 1986 pericd, and net income
rose 62% to $2,771,000 from $1,712,000.

Transfer Radio Network has ap-
pointed Steve Penny as its country for-
mat program director. Most recently,
he was director of country formats for
Programming Consultants Inc.

All Star Radio, Los Angeles, has in-
troduced a comedy series The Guy
Who Talks Fast, featuring John Mos-
chitta, Jr., from Federal Express.

Harmony Gold saddling up for western

Another rider is entering the western
range, moving from a sitcom to a horse
soap-opera. After failing to clear
enough stations to make Vidiots, a late
night half-hour comedy, a go, Robert
Lloyd, president of domestic TV at
Harmony Gold is planning a two-hour
movie pilot in the western genre.

“The game plan,” Lloyd says, “is to
have a lot of the same stations that are
part of Harmony Premiere Network
(Group W, United/Chris Craft, Gay-
lord and Viacom stations, plus
WWOR-TV) run the movie and if the
ratings are successful go to series with
it.”

Harmony Gold is at least the second
syndicator to enter the western sweep-
stakes. Last February, Coca-Cola Tele-
communications and Tribune Enter-
tainment decided to take the western
plunge on a project in association with
Grosso-Jacobson Productions (TV/
RADIO AGE, Feb. 16). The produc-
tion, The Gunfighters, began shooting
in May as a two-hour movie pilot for
1988 and as a possible series of half-
hours down the trail.

A two-hour “action-adventure-spy
thriller” is also in the works, Lloyd
says, with the same game plan in mind.

-

Robert Lioyd

International. Since hooking up with
the Italy’s Silvio Berlusconi in two co-
production deals this past spring (a
$150 million coproduction deal called
America 5 to make 100 hours of pro-
gramming, and Harmony Premiere
Network, which also includes Societe
Francaise de Productions), Lloyd says
he wants to focus on shows that are
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international in scope. “I certainly
wouldn’t do a sitcom right now,” he
emphasizes.

The two movie/pilots will cost in the
$2.3-2.8 million range, he said. Harmo-
ny is still deciding if it will be part of
either the America 5 deal or Harmony
Premiere Network. If the spy thriller is
filmed in France, Lloyd believes, Har-
mony would probably coventure with
SFP, making it an HPN product. The
two movies will be sold on a cash/barter
basis, “but mostly cash,” Lloyd says.
One will be ready to air in May, the
other by November.

Before the coproduction strategy,
Harmony had gone to NATPE with
two first run strips, Going Back Home
and Vidiots. Neither project received
the green light. “I could have cleared
Vidiots, [which would have featured
Pat McCormack and Chuck McCann
in a half hour’'s worth of comedy
sketches],” Lloyd explains. “It was go-
ing to go late night, but the stations
don’t support late night that much.
They just don’t promote that slot on
their own schedules,” he complains.
“So the costs of doing Vidiots would
not be in line with what our potential
revenue would have been.”

Besides a hefty offering of animation
and its HPN miniseries programming,
Harmony has acquired the 52 episode
Animals of Africa from the French
team of Maurice Fievet and Monique
Dumonte. Joan Embery of the San Die-
go Zoo (and Tonight Show fame) has
been signed to narrate the half-hour
shows.

Also, the company is having discus-
sions about acquiring the distribution
rights to a forthcoming game show that
would first air on network.

A package of 20 new movies, filmed
in Europe and dubbed in English, is
also on Harmony’s domestic and inter-
national plate. The Serie Noire packet
is all in the film noir genre, Lloyd says.

Univision kid boom

Univision-Spanish International
Network’s children’s programming
block, introduced in April, is paying
booming ratings dividends. According
to Univision, a Strategic Research
Corp. study shows that ratings in May
increased 400% in the four-hour Satur-
day morning children’s block as com-
pared to the fare in the same time slot
in February. The internationally pro-
duced cartoon series and programs,
dubbed into Spanish, air from 7-11
a.m., in half-hour installments, and
represent the network’s initial entry
into kidland in terms of a four-hour
block.

According to the SR survey, the time
period gained 450% in households,

from February vs. May, posting a 2 and
rising to an 11 rating; was up 400% with
children 2-11, from a 1 to a 5; regis-
tered a 1 rating in February and a 4 in
May, an average increase of 300% with
women 18-49 and with women 18-34.
In teens 12-17, the kid change was in-
significant, remaining at about the 1
rating level. In men 18-49 and 18-34,
ratings were up 200% in both, from a 1
to a 3 from February to April, but
slipped back to a to a 1 in each case in
May.

As to the kid block, Univision’s
schedule is as follows: Las Adventuras
del Principe Pequeno (The Adven-
tures of the Little Prince), La Princesa
Caballero (Princess Knight), Remi, La
Maquina del Tiempo (The Time Ma-
chine), Capitan Centella (Captain
Centella), La Isla Del Tesoro (Trea-
sure Island), El Tesoro del Saber (The
Wealth of Knowledge) and Conan, El
Nino del Future (Conan, the Boy of
the Future).

! »
“La Princesa Caballero"” (Princess
Knight), a half-hour series that is part
of the Univision Satkid block of eight
cartoons and series for Spanish-
speaking children.

Celebrity Home Entertainment has
paid a seven-figure advance for the
home video rights of G.I. Joe: The
Mouvie, film that will go the video route
before it hits the theaters. The video
will be released on Aug. 25. The feature
stars the voices of Burgess Meredith,
Don Johnson and Sgt. Slaughter and is
based on the successful TV kid series.
CEH expects to back the video with a
major promotion and ad campaign.
The movie was produced by Sunbow
Productions and Marvel Productions
Ltd. Suggested list is $79.95.

Disney Home Video will release Duck
Tales sometime during its syndication
run, according to Bill Mechanic, senior
vice president, video, Walt Disney Pic-
tures and TV. The series will debut in
syndication in the fall under the Buena
Vista banner.

The Iran-contra hearings will get a
home video version via a co-venture by
Turmer Home Entertainment and Fo-

rum Home Video. CNN will produce ﬂ

two-hour highlight program cuiled
from Oliver North’s seven days of Con-
gressional testimony. Called Lt. Col.
Oliver North: His Story, CNN High-
lights of the Iran-Contra Hearings, it
will be priced at $39.98 and will be re-
leased this month.

Paramount Home Video is saluting
the holidays with what it calls the big-
gest and most diversified holiday pro-
motion in video history. Featured is
Star Trek IV: The Voyage Home, the
latest film based on the TV series. Also
included is the sixth group of 10 new
Star Trek TV episodes and 20 Great
Video Gifts Under $20, featuring The
Red Shoes and Nutcracker: The Mo-
tion Picture. Other titles include Beu-
erly Hills Cops and Raiders of the Lost
Ark.

Richard Cohen has been appointed
to the new position of vice president,
worldwide home video at Buena Vista
Home Video. Cohen joined Disney in
February 1986, as vice president, inter-
national home video and pay-TV. Be-
fore that, he was vice president, pay-
TV for UIP.

At MGM/UA Home Video, a number
of key management promotions have
been made as part of its restructuring
activities preparatory to its relocation
in Culver City. David Bishop, who was
manager of national sales, becomes vice
president, sales. Ardis Rubenstein be-
comes vice president, creative services,
from director, creative services; Ste-
fanie Shulman, formerly director, mar-
keting services, is named vice presi-
dent, marketing services; and Stuart
Snyder, currently manager, regional
sales for the northeast region, assumes
the newly created post of manager, na-
tional accounts.

Also at MGM/UA, the company will

release three musjcals in tribute to
Fred Astaire, featuring the performer
for the first time on videocassette.
These are The Barkleys of Broadway,
Three Little Words, and The Belle of
New York. They will be released in De-
cember at a suggested list of $29.95
each.
Vestron Video, National Football
League Films and Wheaties have com-
bined efforts in a two-volume how-to
videocassette series, Learning Football
the NFLL Way. Produced by NFL
Films, the two 60-minute cassettes will
focus on “Offense and Defense.” Both
will be released on Oct. 7, at the start of
the 1987 football season, and will be
priced at $29.98 each. Wheaties will
promote the programs, and all copies
will carry a “Presented by Wheaties”
banner. The cassettes will be featured
on the side panel and back of Wheaties
boxes, and consumers will be able to
buy the program for the reduced price
of $19.95.

Television/Radio Age, August 3, 1987
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Stations demand guarantees (from page 53)

play in the afternoon, they may ask for
higher committed dollars,” Cook says.

Sometimes the incumbent show has
been kicked off by stations or placed in
poor time slots. In the case of King Fea-
tures’ Defenders of the Earth, for ex-
ample, the show, which was sold to a
large number of stations—without any
ad guarantee—has been shifted in sev-
eral cases from an afternoon to a morn-
ing slot. Some of the markets are major
ones, and switches occurred even
though the series was getting decent
ratings, notes William Miller, execu-
tive vice president at KF.

Cook adds that the stations are not
doing anything illegal by pursuing ad
commitments in return for clearances.
“They are only looking for us to devel-
op business for them,” he says.

World Events’ Saber Rider has
cleared 65% of the country, and has Im-
pulse in a toy company tie-in pledging
ad dollars to the licensees, with Fox
and Associates, ad agency, serving as
the go-between. In the case of Vytor,
WE recently cleared the Chris-Craft
stations, bringing the coverage of the
1988 show to about 40% of the country,
says Cook, including Los Anceles

(KCOP-TV), with a deal pending in
Chicago. WE used Fox to get ad com-
mitments in some markets from Child
World, a client of Fox.

Stations are
doing nothing
legal by
pursuing ad
commitments in
return for
clearances, it’s
pointed out.

In some cases, Cook says, leveraging
spot dollars wasn’t necessary because
stations thought highly of the show and
committed to the program anyway.
However, WE is close to firming a deal
with a major toy company, which will
give Vytor the added clout to give it
substantially more clearances. Cook
stresses that stations use the criterion

$15,000,000
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Barter gaining

in kiddie land

Barter is continuing to gain strength as
the primary marketing tool for chil-
dren’s television. Not only are the fall
shows and those announced for the fol-
lowing fall all going barter, but even
some children’s series that are a few

years old are remaining cash plus bar-
ter, although syndicators had planned

.cash terms for them in reruns. Three

which will remain cash plus barter pro-
grams are Heathcliff, Inspector Gad-
get and Mask, all from LBS Communi-
cations. The rep company, Indepen-
dent Television Sales, believes this
pullback from cash was due mainly to
the weak cash marketplace.

At Buena Vista TV, Beb Jacquemin,
senior vice president, is sticking with
barter, although it has floated several
plans, including cash and cash plus
barter. “But what we have seen basical-
ly is that the station community is not
willing to pay sufficient cash dollars to
allow us to do business that way,” he
says. “We know what the cost of the
Duck Tales project is, and cash doilars
wouldn’t have been sufficient for us to
move away from barter.”

of whether they like the show as the
first rule before the economic factors.
“They don’t prostitute themselves,” he
claims.

A Coke tie-in

One company was formed by Di¢c En-
terprises, Coca-Cola Telecommunica-

One station
execulive says
guarantees are
sought because
his station has
been “burnt” by
syndicators who
didn’t deliver
on promises.

tions and Bohbot & Cohn Advertising
as a tri-venture, with Coke handling
some clearances and barter sales, while
the ad agency buys time for toy retail-
ers. The agency, via the new company,
Parkside Entertainment, helps in
clearing the shows produced by Dic by

(continued on page 84)
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Wall Street Report

Park makes last year’s
acquisitions work for it
in second quarter, half

Ranked by Business Week magazine as the 34th
most valuable publicly held communications compa-
ny in the U.S., Park Communications continued to
improve its worth in the second quarter and first
half. For the second quarter, net income was up 15%
to $5,092,000 over the equivalent 1986 quarter’s
$4,438,000. Per share earnings were up 16% to 37
cents from 32 cents.

Acquisitions played a lesser role in the first half
than they did in calendar 1986. The only acquisitions
in the first half were six nondaily newspapers in east-
ern Kentucky. Early in 1986, though, Park took a big
bite when it acquired beautiful music stations
WPAT-AM-FM New York from Capital Cities/ABC
for $49 million. Total acquisitions during 1986 in-
cluded five radio stations, three daily newspapers,
five nondailies and three controlled-distribution pub-
lications representing approximately $70 million in
acquisitions. The company now operates seven TV
stations, 10 AM radio stations, nine FMs and 99
newspapers.

Revenue for the second quarter was up 9% to
$38,777,000 from $35,514,000. Operating cash flow
(net income plus depreciation and amortization) was
ahead 21% to $8,133,000, and operating profit gained
7% to $13,378,000. For the first six months of 1987,
net income was ahead 13% to $7,120,000 from
$6,316,000, with per share gaining the same percent-
age to 52 cents from 46 cents. Revenue increased 9%
to $70,882,000 from $65,062,000. Operating cash flow
gained 15% to $13,295,000.

For 1986, net income decreased 2% to $14,923,000,
or $1.08 per share, from $15,207,000, or $1.10 per
share. This decline was attributed to the retroactive
loss of the investment tax credit and additional cost
of interest, depreciation and amortization associated
with its acquisitions.

Park Communications, Inc.
Second Quarter Ending June 30, 1987

The company’s gross revenue for the year in-
creased 20% to $136.9 million from $113.7 million. A
dramatic 72% increase in the radio division can be at-
tribued largely to the acquisition of WPAT-AM-FM
on Jan. 2, 1986, although improved sales at several of
the radio stations was also a factor. The TV division’s
gross revenue increased 9% while the newspapers
went ahead 17%. Gross revenues from all broadcast-
ing passed up those from newspapers during the year.
Broadcast revenues were $69.3 million, compared
with $55.9 million the previous year. Newspapers
were $67.7 million, compared with $57.8 million.

Operating income

Operating income for the entire company before de-
preciation and amortization increased 25% to $46.5
million from $37.3 million in the previous year. Oper-
ating income from the radio division increased 184%,
while the TV division was ahead 9% and newspapers
19%. In March 1986, Park was the first company in
the nation to issue convertible subordinated deben-
tures at an interest rate below 7%, with a $50 million
offering at 674%. Park told stockholders when it
closed the year that its unused $90 million line of
credit through its two lead banks, its strong balance
sheet and its increasing cash flow all provided it with
the financial strength to continue a program of ag-
gressive acquisitions.

In TV, Park operates five CBS affiliates and one
each with NBC and ABC. Six of its seven stations are
located in the rapid growth area of the southeast. Its
stations are WBMG-TV Birmingham, WUTR-TV
Utica, WNCT-TV Greenville-New Bern-Washington,
WDEF-TV Chattanooga, WJHL-TV Bristol-Kings-
port-Johnson City, WTVR-TV Richmond and
WSLS-TV Roanoke-Lynchburg.

Park added its 19th radio station when KEZX-AM
began operation last Dec. 30 in Seattle as a sister sta-
tion of KEZX-FM, owned by the company since
1975, Its other radio stations are KWLO(AM)/
KFMW (FM) Waterloo, lowa; KJJO-AM-FM Minne-
apolis; WPAT-AM-FM; WHEN{AM)/WRRB(FM)
Syracuse; WNCT-AM-FM Greenville; KWJJ-AM-
FM, Portland, Ore.; WNAX(AM) Yankton, S.D.;
WDEF-AM-FM Chattanooga and WTVR-AM-FM
Richmond.

1987 1986
Revenues $38,777,000 $35,514,000
Net Income 5,092,000 4,438,000
Share Eamnings 37 .32
First Six Months Ending June 30, 1987
1987 1986
$70,882,000 $65,062,000
7,120,000 6,316,000
.52 .46
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Robert Cook of World
FEvents Productions says
it has become
increasingly difficult

to get a children’s show
on the air without
guaranteeing national
spot dollars. In fact,

a bidding war is raging,
he reports.

Stations demand
(from page 82)

guaranteeing spot ad revenues from
Coleco Industries and Toys “R” Us,
among other toy companies. Children’s
TV series handled by Parkside include
Dinosaucers and Weekend Sunday, a
weekly series, Beverly Hills Teens
(with Access) and the Dic Heliday
Theater.

Shelly Hirsch, executive vice presi-
dent and general manager at Parkside,
says that “practically all the national
sales time is sold on Dinosaucers” for
the fourth and the first quarter. Sales
on the other shows also are doing well,
he adds.

Not a healthy idea

At Lorimar Perennial, Keith Sam-
ples, senior vice president, general
sales manager, says the ad-participa-
tion practice is “‘fairly widespread,” al-
though not as prevalent in the top 25
markets.

“Unfortunately, however, stations
are looking at things like Wall Street,”
laments Samples. “All in all, the whole
idea is not healthy. What’s important is
putting kids in front of the TV set.”

Lorimar, Samples points out, hasn’t
paid compensation in the way of ad
dollar guarantees, but has gotten good
clearances anyway on its product, in-
cluding the upcoming Gumby, set for
the (all, 1988.

“We're not, Lied in with an ad agency
that can get Loy company money, so we

have to get results on our own,” says
Samples.

John Claster, president of Claster
Television, says where peripheral
product is involved, there needs to be
“a commitment” to the stations to give
them a reason for clearing certain
shows. But his company is not guaran-
teeing advertising money for the pick-
up of product, he claims. “We are in a
different arena from other companies.
We work closely with Griffin-Bacal,
and one of their major clients is Hasbro
toys (parent company of Claster), and
it has a lot of leverage.”

Ultimately, notes Claster, the rea-
sons for stations licensing product
should not be deal-driven. “In the final
analysis,” he notes, “we have to find a
way to entertain kids, and if we are not
being tough on the creative process, we
will end up with a lot of failures. I think
this happened to some degree this past
fall.”

But Edwin T. Vane, president of
Group W Productions, believes the
clearance-advertiser deals are “a situa-
tion that must be dealt with,” and he
expects to unveil “a revolutionary plan
in childrens’ marketing” in the near fu-
ture that he hopes will circumvent the
problem. Vane is unwilling to an-
nounce details at this time. “The envi-
ronment has changed considerably,”

John Claster of Claster
Television says where
peripheral product is
involved, there needs to
be “a commitment” to the
stations to give them a
reason for clearance.

But his company is not
guaranteeing advertising
revenues.

William Miller of King
Features reports
“Defenders of the Earth,”
sold to a large number

of stations without any
ad guarantee, has been
shifted in several

cases from an afternoon
to a morning slot.

he continues. “We feel we have to ad-
just accordingly and will report our
plan to the industry at some point la-
ter.”

Stations confirm practice

Station executives confirm they look
for sweetened clearance deals, but
maintain the primary objective is to get
a good show, Terence J. Brown, general
manager of Denver indie KDVR-TV,
says because more product is available
than there are time periods, he asks
sellers for an advertiser commitment.
But, he adds, the intrinsic value of the
program dictates his choice on licens-
ing the show.

Also in Denver, Tom Shannon, pro-
gram director at KWGN(TV), main-
tains his initial decision on acquiring a
childrens’ program is based on its po-
tential performance. It’s understood
KWGN has picked up Spiral Zone, a
1988 entry from Orbis Communica-
tions, with a considerable amount of ad
dollar pledges attached. According to a
source, Zone may go into an open time
period, which is a good idea on the sta-
tion’s part. Shannon refused to com-
ment.

Another station executive, who pre-
ferred anonymity, says one of the major
reasons for seeking advertising guaran-
tees is because his station has been
“burnt” by syndicators who have of-
fered to get spot advertiser support,
but never delivered. “We now want this
in writing and want them to be held
accountable for it,” he said. o
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TV station shares (from page 66)

Mon—Sun,
Sign-on/sign-off
Households

4

M-F
7:50p,

11'

M—F
11.30 p

M'87 F'87 N86M86255d 2554 25—54 2554

Mon-Sun,

Sigh-on/sign-olf

Households w
M'87 F'87 N 86 M'86 25<54 25 54 25-54 25-54

M—F

4 730,0

M-F

11-11:30p

M

Mpls-St. Paul (15) Indlanapolls (24)
WCCO-TV/C 28 27 20 27 29 25 WISH-TV/C 23 24 20 14 31 24
KSTP-Tv/A 21 23 21 21 27 18 24 23 WTHR/N 23 22 23 21 20 21 28 27
KARE/N 20 19 18 18 13 18 33 35 WRTV/A 18 20 19 21 30 21 17 18
KMSP-TV/I 12 13 12 13 13 9 2 3 WTTV/I 7 10 9 7 5 7 3 6
KITN/L 3 4 4 5 —_ — 2 3 WXIN/ 6 6 6 5 5 7 3 6
Seattle-Tacoma (16) San Diego (25)
KIRO-TV/C 23 19 18 21 24 31 KFMB-Tv/C 25 22 22 23 24 25
KING-TV/N 22 24 25 23 27 21 29 31 KGTV/A 19 21 21 20 17 14 29 20
KOMO-TV/A 20 23 21 21 23 16 18 13 KCST-TV/N 17 19 18 20 13 9 12 20
KSTW-TV/ 10 10 8 10 9 i 6 6 XETV/I 6 6 6 7 4 5 6 10
KCPQ-TV/I 7 5 7 7 9 5 6 6 KUSITV/I 6 5 4 4 9 14 — —
KTZZ-Tv/I 2 2 3 3 — 5 — —

Portland (26)
Tampa-St. Petersburg (17) KOIN-TV/C 24 24 25 26 30 17 19
WTVT/C 24 24 27 27 KGW-TV/N 22 22 21 20 22 15 28 38
WTSP-TV/A 22 24 21 23 21 19 27 27 KATU/A 18 18 19 20 17 15 22 19
WXFL/N 22 22 22 21 24 24 19 18 KPTV/I 1 11 12 12 9 5 11 6
WTOGN 6 6 6 7 7 5 8 9 KPDX-TV/t 5 6 6 5 4 5 6 [
WFTS/| 5 4 5 5 3 5 4 5

Orlando-Daytona Beach- Melbourne (27)
St. Louis (18) WETV/A 26 26 25 22
KSDK/N 30 28 3 35 31 36 36 WESH-TV/N 22 25 26 23 21 23 20 19
KMOV/C 24 25 25 22 25 31 30 23 WCPX-TV/C 21 22 22 21 21 18 20 19
KTVI/A 16 16 18 19 15 15 16 18 WOFL/I 8 9 8 8 8 9 8 7
KPLR-TV/I 1 11 10 10 10 8 7 5 WMOD/I 2 2 2 3 4 5 — 4
KDNL-TV/I 5 6 6 7 5 — 2 3

Cincinnati (28)
Denver (19) WLWT/N 25 25 23 18 28 29
KUSA-TV/A 21 NA  NA  NA 24 17 29 22 WCPO-TV/C 20 23 21 22 23 i8 25 18
KCNC-TV/N 20 NA  NA  NA 24 17 26 25 WKRC-TV/A 20 20 22 23 23 18 28 25
KMGH-TV/C 15 NA NA NA 12 8 14 11 WXIX-TV/I 9 9 10 9 9 12 6 7
KWGN-TV/I 13 NA NA NA 12 17 6 8 wiliz1 2 2 2 — — — — —
KOVR-TV/I 8 NA  NA NA 6 8 6 6

Kansas Clty (29)
Sacramento-Stockton (20) KCTV/C 26 22 20 31 32 28
KCRA-TV/N 23 24 32 26 WDAF-TV/N 24 24 26 24 30 23 25 25
KOVR/A 19 19 18 19 15 14 16 16 KMBC-TV/A 20 22 22 25 20 15 23 25
KXTV/C 18 20 20 17 19 14 16 16 KSHB-TV/I 8 8 8 8 10 8 5 6
KTXL/I 9 8 8 9 12 10 5 5 KZKC/ 4 4 4 4 5 8 5 6
KRBK-TV/) 7 6 6 7 8 5 5 11
KSCH/I 2 = = = = = = = Milwaukee (30)

WTMI-TV/N 26 27 37 31 26 28
Baltimore (21) WITLTY/C 22 20 23 19 16 15 26 20
WJZ-TV/A 26 25 27 35 32 43 36 WISN-TV/A 18 19 19 21 16 15 23 23
WMAR-TV/N 25 27 25 23 23 21 17 16 WVTV/I 10 8 8 10 11 8 7 10
WBAL-TV/C 24 24 24 25 19 21 27 24 WCGV/I 7 7 8 7 5 8 9 8
WBFF/I 4 5 5 4 4 5 3 4
WNUV-TV/I 3 3 3 3 4 — — — Nashville (31)

. WSMV/N 32 32 40 31 29 29
Phoenix (22) WTVE/C 26 25 25 23 20 19 23 26
KTSP-TV/C 24 25 27 23 23 22 24 22 WKRN-TV/A 17 18 19 19 24 25 18 20
KPNX-TV/N 21 21 22 20 18 17 26 28 WZTV/ 5 7 5 7 4 6 AR 11
KTVK/A 17 19 18 19 23 11 12 9 WCAY /I 3 3 3 2 4 6 3 3
KPHO-TV/I 12 12 13 13 14 17 15 16
KNXV-TV/} 4 4 5 5 5 6 3 3 Charlotte (32)

KuTP/I 3 3 38 3 5 6 3 - WBTV/C 33 33 34 31 37 36 30
WSOC-TV/A 25 25 26 26 38 37 44 39
Hartford- New Haven (23) WPCQ-TV/N 9 10 9 9 4 5 4 4
WFSB-TV/C 22 32 28 32 29 wCeB/! 7 8 8 9 8 5 4 4
WTNH-TV/A 22 23 23 22 27 22 27 24
WVIT/N 12 12 13 12 g 1 9 10 New Orleans (33)
whe-Tv/ o E a4 5 6 5 5 WWL-TV/G 35 33 33 46 40 47 40
WIXX-TV /I 3 4 4 4 5 6 - - WDSU-TV/N 20 20 22 22 14 15 12 14
WVUE/A 15 18 17 17 14 15 21 14
Copyright 1987 by TELEVISION/RADIO AGE Reproduction in any WGNQ-TV/ 9 8 9 7 10 7 7
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Mon—-Sun, M—F M-F Mon—Sun, M—F M—F
Sign-on/sign-off 4-7:30p f1-11:30p Sign-on/sign-off 4—7 30p 11-11.830p
Households w M w M Households w M
M'87 F’87 N'86 M'86 25-54 25-54 25-54 25-54 M87 Faso N8BS MBs 2554 25—54 25-54 25-54
Columbus, OH (34) San Antonio (44)
WBNS-TV/C 27 26 30 30 27 31 37 29 KENS-TV/C 25 29 26 338 29 42 35
WOMH-TV/N 25 25 25 23 23 19 26 29 KMOL-TV/N 20 21 20 18 14 12 13 16
WTVN-TV/A 20 20 21 20 23 19 19 17 KSAT-TV/A 19 20 23 20 14 18 22 21
WTTE/| 7 7 7 8 9 6 4 4 KRRT/( 8 7 7 6 10 8 7 7
KWEX-TV /I 5 5 5 7 10 6 2 2
Ralelgh-Durham (35)
WRAL-TV/C 29 30 30 38 38 38 Harrlsburg-York-Lancaster-Lebanon (45)
WTVO/A 26 28 26 27 33 29 28 21 WGAL-TV/N 31 30 31 33 37
WPTF-TV/N 8 8 8 8 4 5 — 4 WHTM/A 14 16 16 16 26 19 16 18
WLFL-TV/ 5 5 5 5 4 5 4 — WHP-TV/C 1213 14 12 1 6 11 1
WKFT/ 4 3 2 — 7 10 4 4 WPMT/t 6 5 5 5 5 6 5 5
WLYH-TV/C 5 4 4 5 — 6 — —
Buffalo (36)
WKBW-TV/A 26 28 28 28 36 38 36 37 Norfolk-Portsmouth-Newport News-
WIVB-TV/C 22 23 24 24 18 19 33 27 Hampton (46)
WGRZ-TV/N 22 21 24 21 18 19 19 20 WVEC-TV/A 24 25 25 23 24 24 18 17
WUTV/] 5 5 5 5 5 = 3 3 WTKR-TV/C 21 24 24 25 21 19 18 17
WAVY-TV/N 21 21 23 21 21 24 36 38
Oklahoma Clty (37) _ WYAHA 6 5 5 6 1 5 4 4
KTVY/N 23 23 21 27 27 WTVZ/I 5 5 5 4 3 5 4 —
KWTV/C 24 26 25 25 32 29 33 27
KOCO-TV/A 18 17 20 20 14 14 22 22 Charleston- Hunhngton (47)
KOKH-TV/I 6 6 6 6 9 7 4 5 WSAZ-TV/N 31 32 32 29 38 33
KGMG/1 5 5 5 5 S 7 2 2 WCHS-TV /A 16 17 17 18 17 12 15 13
KAUT/ 4 4 4 4 5 7 2 2 WOWK-TV/C 16 15 16 16 17 18 19 13
WVAH-TV/ 8 8 2] 2] 4 6 8 8
Greenwlle-Sparlanburg-Ashewlle (38)
WYFF-TV/N 31 32 30 Day‘ton (48)
WSPA-TV/C 23 24 25 24 23 2_1 30 25 WHIO-TV/C 10 a2 31 32 41 42 39
WLOS/A 20 19 18 21 28 16 13 15 WDTN/A 18 18 17 18 16 12 19 17
WHNS-TV 7 8 8 7 & 8 M 4 10 WKEF/N 15 1 17 15 16 12 13 9
: WRGT-TV/I 6 5 5 5 12 6 6 4
Memphis (39)
WMCITV/N 28 28 27 29 28 30 27 Louisville (49)
WREG-TV/C 23 24 25 26 21 22 27 30 WAVE-TV/N 31 a1 29 25 24 27 29
WHBQ-TV/A 6 18 18 19 7 17 23 19 WHAS-TV/G za 28 27 30 29 35 45 42
WPTY-TV/I 6 7 6 6 8 6 7 5 WLKY-TV/A 17 17 16 16 21 18 12 10
WKW/ 3 .S 4 3 4 - 2 3 WDRB-TV/I 7 8 7 7 8 6 3 3
Grand Raplds-Kalamazoo-Battle Creek (40) Greensboro-W‘nston Salem-ngh Pomt (50)
WOTV/N WEMY-TV/C 30
WWMT/C 20 19 22 20 17 13 17 17 WXII/N 22 22 21 22 19 20 19 19
WZZM-TV/A 1821 18 20 2 19 25 22 WGHP-TV/A 21 20 21 20 23 20 19 19
WXMI/ 7 7 8 7 9 6 4 4 WNRW/I 5 4 5 5 4 — 5 —
* WUHO-TV/A 5 5 65 & 4 6 13 13 WaGT/ 3 o2 4 4 — 5
° Locaied in Battle Creek
Albany- Schenectady-Troy (51)
Salt Lake C|ty (41) WRBG/C 25 27 25 38 22 21
KUTV/N 28 36 18 34 31 WNYT/N 23 24 24 24 26 22 26 26
KSL-TV/C 25 23 26 23 29 27 41 38 WTEN/A 22 24 20 22 26 22 26 21
KTVX/A 21 25 23 24 21 18 12 13 WXXA-TV/I 5 77 7 4 6 4~
KSTU/I 8 8 9 8 7 9 5 8
Tulsa (52)
Providence-New Bedford (42) KTUL-TV/A 26 25 26 33 36 29 27
WJIAR/N 25 25 25 29 33 33 KQTV/C 22 22 25 24 19 14 27 23
WPRI-TV/A 17 19 21 22 19 19 13 14 KIRH/N 21 2 2 21 19 2 27 X
WLNE/C 16 14 15 14 19 24 13 10 KOKI-TV/I 6 6 6 7 5 - 4 5
WNAC-TV/I 2 3 2 2 4 5 4 — KGCT-TV/I 3 4 3 3 — - _ _
Blrmmgham (43) Little Rock (53)
WBRG-TV/A 33 33 32 29 33 27 KATV/A 26 26 25 27 27 31 27
WVUTM/N 28 27 29 25 36 29 38 6 KARK-TV/N 25 27 25 25 23 20 28 27
WTTO? 10 10 7 8 4 6 8 6 KTHV/C 19 20 22 22 18 13 18 16
WBMG/C 9 9 8 10 8 6 5 3 KLRT/I roo7 8 9 9@l & %
* WJSU-TV/C 3 3 3 — 4 — 3 3 KJITM-TV/I 3 3 2 - 5 7 3 3
" Located in Anniston West Palm Beach-Ft Plerce-Vero Beach (54)
WPTV/N 25 26 26 24
WPEC/A 15 16 16 18 15 10 24 20
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Mon—Sun,
Sign-on/sign-off
Househoids

4-
w

M—F
7:30 p
M

11—
w

M—F
11:30p
M

M 87 F°87 N'86 M'86 25-54 25-%4 2554 25-54

Mon—Sun,
Sign-on/sign-off
Househoids

4~
w

M—F
7:.30p

fi—

M—F
11:30 p

M w M
M'87 F'87 N'86 M'86 25-54 25-54 25-54 25-54

Moblle-PensacoIa (55)
WKRG-TV/C 26 28 25 24 21 33 31
WALA-TV/N 24 22 24 22 28 26 23 23
WEAR-TV/A 18 21 19 21 24 16 20 14
WPMI/I 6 5 5 6 4 5 8 6
WJUTC/I 3 3 2 2 — — — —
FImt-Sagmaw-Bay City (56)
WNEM-TV/N 31 32 31 36 35
WJIRT-TV/A 26 27 26 25 32 31 36 30
WEYI-TV/C 8 8 11 11 5 6 4 —
WSMH/I 5 5 5 4 5 6 4 —
Jacksonville (57)
WUXT/C 33 35 33 50 40 39 42
WIKS/N 16 16 15 17 12 15 13 11
WTLV/A 14 16 17 18 12 15 13 11
WAWS/A 7 7 8 7 8 5 4 5
WNFT/I 5 4 5 5 4 5 4 —
Wichita-Hutchinson (58)
KWCH-TV/C 30 27 27 25 28 17 36 33
KSNW/N 21 24 24 22 17 17 20 24
KAKE-TV/A 18 20 21 21 22 25 23 24
KSAS-TV/ 4 4 5 5 — 8 5 2
Wilkes Barre-Scranton (59)
WNEP-TV/A 27 29 29 32 37 36 44 46
WBRE-TV/N 21 22 22 22 15 14 19 17
WYQU/C 20 20 19 16 22 23 11 13
WOLF-Tv/I 2 3 3 3 — — 4 —
Richmond (60)
WTVR-TV/C 31 33 32 28 32 35 29
WXEX-TV/A 21 23 21 21 28 21 13 13
WWBT/N 21 22 21 22 16 21 22 25
WRLH-TV/I 4 4 4 6 4 5 9 4
WVRN-TV/| 3 2 2 — 4 5 4 4
Knoxville (61)
WBIR-TV/C 32 34 33 42 47 43 41
WATE-TV/A 20 22 21 23 21 21 26 27
WTVK/N 17 16 15 16 13 11 9 5
WKCH/I 4 5 4 4 4 5 4 5
Shreveport-Texarkana (62)
KSLA-TV/C 28 28 26 28 30 28
KTBS-TV/A 25 25 27 24 30 28 28 31
KTAL-TV/N 19 20 21 19 23 17 17 15
KMSS-Tv/I 3 4 4 3 3 6 2 3
Fresno-Visalia (63)
KFSN-TV/A 23 22 22 33 27 27 20
KJEQ/C 18 19 20 18 15 14 13 13
KSEE/N 17 17 18 19 7 9 13 13
KMPH-TV/I 14 15 14 17 15 18 7 20
KFTVA 5 4 5 5 11 9 — —
KAIL/I 2 2 2 2 — — — —
Toledo (64)
WTOL-TV/C 30 30 28 30 31 32 24
WTVGE/N 27 25 26 27 25 31 29 28
WNWO-TV/A 13 14 14 16 10 [ 4 4
WUPW/I 7 6 6 5 5 6 7 8
Albuquerque (65)
KOAT-TV/A 24 27 30 32 33 33 33
KOB-TV/N 23 23 24 22 26 20 25 22
KGGM-TV/C 19 17 18 17 16 13 17 17
KGSW-TV/I 6 4 5 5 5 7 6 6
5 — 3 3

KNMZ-TV /| 4 4 3 4

Des Moines (66)

KCCI-TV/C 28 31 29 35 27 42 35
WHO-TV/N 26 25 25 26 29 18 33 38
WOI-TV/A 18 19 18 20 18 18 9 10
KDSM-TV/I 7 7 7 6 12 9 2 5
Syracuse (67)

WTVH/C 28 27 25 22 24 30 23
WSTM/N 22 23 23 24 17 18 26 18
WIXT/A 21 21 21 21 30 24 13 14
WSYT/I 4 — — — 4 6 — 5
Green Bay- Appleton (68)

WLUK-TV/N 22 23 18 18
WFRV-TV/A 23 24 24 22 28 23 18 15
WBAY-TV/C 22 21 25 26 22 31 36 33
WGBA/I 6 6 5 5 — 8 6 6
WXGZ-TV/I 4 5 4 4 6 — 3 3
Omaha (69)

KMTV/C 24 24 21 25 18 20 17
WOWT/N 21 21 21 24 19 9 27 22
KETV/A 20 24 22 24 19 18 24 24
KPTM/I 13 11 12 9 19 18 12 15
Rochester (70)

WHEC-TV/C 27 27 26 25 35 33 41 30
WOKR/A 24 24 27 26 26 27 23 22
WROC-TV/N 18 17 20 18 9 13 14 13
WUHF /I 8 9 7 9 9 7 5 9
Roanoke-Lynchburg (71)

WOBJ/C 35 33 40 35
WSLS-TV/N 22 22 23 23 17 22 15 15
WSET-TV/A 16 18 19 19 17 17 20 20
WJPR/I — 2 2 — — — 5 —
WVFT/I — 2 —_ — 4 6 — —_
Austin TX (72)

KTBG-TV/C 25 28 29 28 18 18 25 23
KVUE-TV/A 22 23 21 24 24 36 35 34
KTVV/N 18 18 19 17 18 18 20 20
KBvO/I 10 10 12 9 12 9 8 6
Lexington (73)

WKYT-TV/C 26 26 27 33 48 48
WLEX-TV/N 24 22 23 25 23 20 20 17
WTVQ-TV/A 16 15 17 18 14 13 8 9
WOKY-TV/I 4 3 4 3 5 — 4 4
* WYMT-TV/C — 2 2 — 5 7 4 4
* Located in Hazard, KY

Davenport-Rock Island-Moline:

Quad City (74)

KWQC-TV/N 34 34 3 30 39 29 37 41
WHBF-TV/C 18 19 22 19 17 14 13 11
WOAD-TV/A 16 18 20 20 17 14 24 22
KLJB-TV/I 5 5 4 5 6 7 5 3
Cedar Raplds-WaterIoo Dubuque (75)

KWWL/N 31 30 28 35
KGAN/C 21 22 27 22 18 18 20 18
KCRG-TV/A 17 18 19 19 18 18 22 18
* KDUB-TV/A 3 2 2 3 — — 5 3

* Located in Dubuque
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Mon-Sun. M—F M—F
Sign-on/sign-off 4 7:30 p Hi—11:30p
Households w

M
M 87 F'87 N86M862554 2554 25-54 25-54

7} M-F AM-F

Sign-on g 4-7-30 p 111130 p
Households 153 M w M

M'87 F£'87 N'BE M'BE 25-54 25-54 25-54 25-54

Springfield-Decatur-Champaign (76)

Youngstown (87)

WCIA/C 26 28 28 24 32 37 WFMJ-TV/N 24 23 24 18 18 20 17
WICS/N 23 22 24 21 16 17 22 24 WKBN-TV/C 22 23 25 28 23 18 37 31
WAND/A 17 19 19 18 16 17 17 13 WYTV/A 17 18 19 21 23 18 13 17
WRSP-TV/I 4 3 4 3 5 8 3 3
Columbia, SC (88)
= s WIS-TV/N 41 39 40 43 44 41 43
Paducah-Cape Girardeau-Harrisburg- oo SO o 6 B .
Marion (77) WOLO-TV/A 14 15 15 16 9 17 3 3
KFVS-TV/C 31 32 34 29 29 31 38 36
WPSD-TV/N 29 29 27 28 33 25 32 28 Huntsville- Decatur-Florence (89)
WSIL-TV/A " 10 10 1 10 6 5 6 WHNT-TV/C 25 23 24 26 27 29 21
KBsin 4 4 5 5 5 6 5 6 WAFF/N 20 21 22 20 24 27 18 21
WAAY-TV/A 19 21 19 24 20 20 32 29
Spokane (78) WZDX/I 7 7 7 6 8 7 6 7 |
KHQ-TV/N 27 28 28 24 22 23 21 WOWL-TV/N 4 2 2 3 4 — — _
KREM-TV/C 21 21 24 21 24 22 31 29
KXLY-TV/A 200 20 20 25 16 17 15 14 Evansville (90)
KAYU-TVA & 5 5 4 12 9 8 — WFIE-TVIN 28 23 22 21 30 25 33 32
KSKN/ -2 2 2 - = - = WTVW/A 22 24 23 27 25 17 14 13
WEHT/C 20 21 23 22 15 25 31 26
Portland-PoIand Sprmg (79) WEVV/i 7 8 7 6 10 8 B 6 |
WCSH-TV/N 30 33 30 25
WGME-TV/C 22 23 23 23 30 24 30 25 Baton Rouge (91)
WMTW.TV/A 17 17 16 17 19 14 10 17 WAFB-TV/C 32 ap 30 a1 26 25 40 37
WPXT/I 4 4 3 = 4 = = = WBRZ/A 28 30 30 30 41 40 38 39
WRBT/N 18 18 15 18 11 5 7 5 1
Chatlanooga (80)
WRGE-TV/N 28 28 23 20 23 19 Lincoln-Hastings-Kearney (92)
WTVC/A 25 24 25 25 31 25 35 26 KOLN/C 31 32 32 29 33 a0 46 41
WODEF-Tv/C 19 21 21 19 15 15 19 15 KHGI-TV/A 11 12 13 13 13 10 12 10
WDSI-TV/ 3 4 4 4 4 5 4 7 KHAS-TV/N 8 8 9 9 7 _ 5 5
Tucson (8 1) Burlmgton-Plaltsburgh (93)
KVOA-TV/N 25 25 22 23 24 31 32 WCAX-TV/C 3 34 36 39 25 25
KOLD-TV/C 21 23 23 21 23 18 26 19 WPTZ/N 20 20 20 24 27 29 25 25
KGUN-TV/A 20 22 23 22 23 24 23 22 WVNY/A 6 8 7 8 5 6 _ —
KMSB-TV/1 6 5 6 6 5 6 3 5 © WNNE-TV/N 4 3 a 2 5 6 8 _
KDTU-TV/| 5 S 4 4 5 6 3 3
KPOL /I 2 - — 2 _ _ 3 3 * Located in Hartlord. VT-Hanover, NH
Bristol-Kingsport-Johnson City: Las Vegas (94)
Tri-Cities (82) KVBC/N 29 28 29 24 23 27
KLAS-TV/C 22 21 24 22 25 20 46 36
WCYB-TV/N 34 37 40 3s a3 40 33 40
WUHL-TV/C 24 25 22 24 25 25 33 20 KTNV/A 820 20 20 18 1212 9
KVVU-TV/I 15 16 15 14 14 16 15 18
WHKPT-TV/A 7 7 7 8 8 5 6 5 KRLA/I 4 5 4 4 4 4 - _
WETO/N 5 3 3 2 4 5 6 S
Springfield, MO (83) Waco-Temple (95) o a2
KYTV/N 37 39 36 37 35 36 53 58 KWTX-TV/C 23 20 1 2 6
KQLR/C 25 27 27 28 24 21 25 16 KCEN-TV/N 20 18 20 19 14 25 13 14
KXXV /A 10 11 13 10 14 13 13 1
KSPR/A 8 7 8 7 12 7 6 3 ©KBTXTVIC 9 . o _ 5 6 16 11
KOEB/I 7 8 9 7 12 7 3 3
* Localed in Bryan, TX
South Bend-Elkhart (84)
WNDU-TV/N 25 25 24 25 21 25 36 36 Greenville-New Bern-Washington (96)
WSBT-TV/C 23 26 24 24 21 17 27 21 WNCT-TV/C 27 25 29 29 24 17 33
WSJV/A 19 20 20 19 21 8 9 7 WITN-TV/N 23 24 23 22 24 17 15 14
WHME-TV/| 2 3 3 2 5 8 — — WCTI/A 20 22 21 22 24 30 22 14
Jackson, MS (85) Ft. Wayne (97)
WLBT/N 30 32 33 35 36 34 WANE-TV/C 26 22 22 25 31 25
WJTV/C 29 29 26 26 37 29 40 37 WPTA/A 23 25 25 24 28 25 43 38
WAPT/A 12 13 14 12 10 12 9 7 WKJIG-TV/N 18 19 19 18 17 17 <] 9
WOBD/I 7 8 8 7 7 12 7 7 WFFT-TVA 10 12 12 11 1" 17 6 3
Johnstown-Altoona (86) Sioux Falls-Mitchell (98)
WJIAC-TV/IN 29 29 28 30 26 22 38 32 KELO-TV/C 39 37 40 41 35 40 57 54
WTAJ-TV/C 26 25 25 26 30 28 31 32 KSFY-TV/A 21 26 24 24 29 20 24 24
WWCP-TV/| 4 4 2 — 4 6 — —_ KDLT/N 13 14 14 13 12 10 7 7
88 Television/Radio Age, August 3, 1987
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ITS RARE
TO FIND A MEDIUM
SO WELL DONE.

It's gratifying to learn that Television/Kadio Age has named WIS-TV the number one station in America
and that View has included us among the 25 best rated stations in America. Because now the rest of the
world knows what the people in Columbia and the rest of South Carolina have known for 34 years.

Cosmos Broadcasting Corporation - An NBC Affiliate - Represented by HRP
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Mon-Sun.
Sign-on/ssign-off
Households

4

M-F
7:30 p

11-11:30 p
w M
M'87 F'87 N '86 M'B6 25—54 25—54 25-54 25-54

M-F

Mon—8un,
Sigri-on/sign-off
Households

M'87 F'87 N'86 M 86

M—F M-F
4-7.30 p T =F

w M M
25-54 25-54 25-54 25-54

Augusta (99)

WJIBF /A 35 37 35 33 47 45 41 36
WRDW-TV/C 26 27 28 28 23 23 26 23
WAGT/N 14 14 15 16 10 9 7 14
Colorado Springs-Pueblo (100)

KKTV/C 26 26 24 25 29 24 19
KOAA-TV/N 23 23 25 22 22 29 24 25
KRDO-TV/A 22 24 25 27 17 14 30 28
KXRM/I 5 5 5 4 8 — 5 6
Ft. Myers-NapIes (101)

WINK-TV/C 28 26 39 40 30
WBBH-TV/N 27 28 29 26 30 22 25 30
WEVU/A 11 12 12 12 1 9 5 5
WFTX/I 5 4 3 5 7 9 5 10
Lansing ( 102)

WLNS-TV/C 26 286 27 24 24 32 23
WILX-TV/N 24 25 26 24 24 24 24 27
WSYM-TV/I 6 8 9 8 5 6 4 5
Peoria (103)

WEEK-TV/N 26 25 25 23 28 27 33 30
WHOI/A 20 24 22 25 22 18 21 19
WMBD-TV/C 19 20 21 19 17 9 23 19
WYZZ-Tv/I 7 7 7 7 11 9 5 8
Fargo ( 104)

KTHLTV/N 26 25 25 19 25 15 12
KXJB-TV/C 24 25 26 24 25 25 24 26
WDAY-TV/A 22 23 25 27 25 17 37 35
KVRR/I 4 4 4 2 6 — 2 2
El Paso ( 105)

KTSM-TV/N 24 26 23 26 20 21 24
KVIA-TV/A 22 23 21 24 26 20 21 22
KDBC-TV/C 21 23 23 20 16 20 29 27
KINT-TVA 7 4 7 6 1 7 8 5
KCIK/L 6 6 7 7 11 13 3 3
Springfield, MA (106)

WWLP/N 31 28 31 29 36 37 44 41
WGGB/A 19 20 20 22 23 26 20 18
Madison (107)

WISC-TV/C 27 28 31 30 27 36 33 26
WMTV/N 22 21 22 25 20 18 33 32
WKOW-TV/A 18 20 19 24 27 18 14 16
WMSN/I 11 8 10 — 7 9 11 i1
Montgomery Selma (108)

WSFA/N 40 42 39 32 50 49
WAKA/C 21 22 19 15 18 21 22 20
WKAB-TV/A 8 9 11 13 7 S 6 3
WCOV-TV/| 7 7 7 7 11 18 6 3
Charleston, SC (109)

WCSC-TV/C 32 30 32 31 30 61 52
WCIV/N 25 23 25 21 28 20 18 19
WCBD-TV/A 20 22 22 22 22 20 11 14
WTAT-TV/| 9 10 10 10 9 5 4 5
Savannah (110)

WTOC-TV/C 37 36 38 38 38 35 59 45
WSAV-TV/N 23 21 23 19 31 30 15 15
W.CL/A 11 1 11 12 7 5 4 5
WTGS/I 3 4 3 4 3 5 — —

Copyright 1987 by TELEVISION/RADIO AGE Reproduction in any

form prohibited without permission of TELEVISION/RADIO AGE

Salinas-Monterey (1 11)

KSBW-TV/N 19 19 19 10 15 20 20

KNTWV/A 15 17 17 17 5 10 7 7

KMST/C 15 16 16 13 10 10 13 13

KCBA/I 5 7 4 5 5 5 — 7

KSMS-TV /1 4 4 3 — 10 5 7 7

Lafayette, LA (1 12)

KLFY-TV/C 38 40 41 40 51 43
KATC/A 21 22 25 22 22 20 17 20

KADN/I 9 8 9 6 11 7 10 9

Santa Barbara-Santa Maria-San Luis

16 13 25 33
11 13 8 1
5 6 8 11

29 25 18 19
14 17 24 22
14 17 15 17

Obispo (113)

KSBY-TV/N 18 18 16 17
KCOY-TV/C 16 16 18 14
KEYT/A 13 14 15 15
Rockford (l 14)

WTVO/N 24 23 23
WIFR-TV/C 18 19 24 19
WREX-TV/A 16 19 18 17
WQRF-TV/I 6 5 6 6
Monroe-El Dorado (115)
KNOE-TV/C 48 50 47 49
KTVE/N 14 15 14 14
KARD/A 9 8 9 8

55 53 50 52
14 11 10 17
10 1 13 10

McAllen-Brownsville: Lrgv (1 16)

KGBT-TV/C 28 27 30 30 29 26 26
KRGV-TV/A 26 29 29 30 24 33 23 33
KVEOQ/N 14 13 14 16 10 7 6 7
Amarillo (1 17)

KVI-TV/A 30 30 29 23 36 32
KAMR-TV/N 23 21 22 23 29 23 27 34
KFDA-TV/C 20 17 21 19 14 15 18 15
KCIT/I 5 5 5 3 5 8 2 5
Joplin-Pittsburg (118)

KOAM-TV/C 25 23 24 25 25 27 28 30
KSNF/N 21 22 22 23 19 20 16 19
KODE-TV/A 21 22 19 23 13 20 22 22
Corpus Chrlstl (1 19)

Ki/a 30 32 43 42 47
KRIS-TV/N 22 23 24 22 23 21 23 22
KZTV/C 20 22 23 21 9 7 9 4
KOROQ/1 4 3 4 4 9 — — —
Duluth-Superior (120)

WDIO-TV/A 25 21 23 21 38 44 39 41
KDLH-TV/C 24 26 29 26 24 17 31 26
KBJR-TV/N 24 25 24 26 12 22 14 15
Columbus, GA (121)

WTVM/A 31 33 33 28 28 24 24
WRBL-TV/C 24 24 26 26 31 28 24 18
WLTZ/N 10 11 12 11 9 8 21 18
WXTX/| 5 5 6 6 3 4 3 6
Beaumont-Port Arthur (122)

KFDM-TV/C 38 38 39 38 46 47 44 45
KJAC-TVIN 27 30 29 24 25 24 20 20
KBMT /A 17 16 18 20 8 12 20 20
Sioux City (123)

KTIV/N 32 33 33 35 27 44 38
KCAU-TV/A 23 23 23 27 24 27 27 28
KMEG/C 11 10 11 11 12 18 12 13
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Mon-Sun, M-F M—F Mon=Sun. M—F M-F
Sign-on/sign-off 4—7 30p 11-11.30 p Sign-on/sign-olf 4 7 30,0 11—-11.30p
Households M w Households W M
M'87 F'87 N 86 M’86 25—54 25-54 25-54 25-54 M'g7 F 87 N'86 M '88 25 54 25-54 25-54 25-54
Reno (124) Boise (138)
KOLO-TV/A 23 27 23 30 29 24 21 17 KTVB/N 29 32 30 31 33 32 29
KTVN/C 21 21 23 18 25 19 14 17 KBCI-TV/C 20 21 22 21 19 22 27 26
KCRL/N 20 20 21 19 13 10 14 17 KIVI/A 18 19 18 18 19 11 19 18
KAME-TV/| 7 7 7 7 8 10 14 8 KTRV /) 13 13 13 13 13 11 8 6
-Longview (125 . .
IT‘CI/E/.; Lo 33 32(1 30) 3 42 38 53 44 Traverse City-Cadillac (139)
KLMG-TV/C 5 5 6 3 5 8 8 8 WWTV/C 3 28 33 31 35 50 35 38
KETH-TV/N S 5 8 3 3 WPBN-TV/N 28 32 29 32 26 19 26 25
WGTU/A 13 15 15 13 13 13 13 8
Wichita Falls-Lawton (126)
KFDX-TV/N 23 26 22 20 29 24 Odessa-MldIand (140)
KAUZ-TV/C 19 19 22 21 14 13 22 17 KMID-TV/A 25 23 23 40 43
KSWO-TV/A 17 19 20 20 23 20 20 22 KOSA-TVW/C 23 20 25 25 18 23 28 30
KJTLA 4 5 5 6 5 7 2 2 KTPX-TV/N 20 19 20 21 23 15 14 9
KPEJ/I 5 4 4 — 5 8 — —
Terre Haute (127)
WTHI-TV/C 31 30 33 33 36 42 45 Chico_Redding (141)
WTWO/N 28 30 3; 22 22 21 32 22 KRCA-TV/A 23 23 23 21 20 29 27 20
WBAK-TV/A 6 8 - KHSL-TV/C 19 19 21 19 20 24 20 20
- KCPM/N 12 12 8 8 12 10 13 20
Yakima (128)
KIMA-TV/C 26 28 28 23 31 33 30 30 - -
KNDO/N 20 21 21 23 19 17 20 20 Columbia-Jefferson City (142)
KAPP/A 19 19 20 21 19 17 20 20 KRCG/C 30 28 31 28 AN 38 34 34
KOMU-TV/N 27 30 27 25 31 N 31 26
Tallahassee-Thomasville (129) KMIZ/A L R LI C I 8 6 6
WCTV/C 49 47 50 43 60 50 60 54 .
WTXL-TV/A 8 10 9 9 8 10 5 12 Bluefield-Beckley-Oak Hill (143)
WTWC/N 7 7 5 5 4 5 5 4 WVVAIN 27 29 30 28 32 30 35 42
WOAY-TV/A 18 19 20 20 24 25 19 19
Wausau-Rhinelander (130)
WSAW-TV/C 34 34 38 35 39 36 35 34 Florence, SC (144)
WAOW-TV/A 28 28 28 28 33 20 38 34 WETWIG "T41 38 41 38 43 40 50 46
WIFW-TV/N 9 8 8 10 6 ’ 5 6 WPDE-TV/A 17 17 17 15 25 25 25 23
Macon (131) Topeka (144)
WMAZ-TV/C 43 45 44 40 48 40 63 58 WIBW-TV/C 28 32 30 31 30 46 38
WGXA/A B o1z 12 14 1318 8 2 KSNT/N 20 22 20 19 19 20 24 31
WMGT/N 12 12 14 14 13 15 4 4 KTKA-TV/A 8 10 10 10 6 10 3 3
Binghamton (132) Minot-Bismarck-Dickinson (146)
WBNG-TV/C 39 35 3% 48 50 60 4 KEYR-TV/N 42 43 46 44 44 36 45 40
WICZ-TV/N gt % 125 6 5 5 KXMG-TV /G 24 24 24 25 25 27 29 23
WMGC-TV/A 6 7 10 9 5 6 — — KEMY/A 6 5 6 5 6 9 2 2
Eugene (133) Ft. Smith (147)
KVALTV/G 29286 33 29 36 38 29 36 KFSM-TV/C 28 32 31 28 33 25 31 29
KEZIZA/C 18 20 18 18 20 19 21 14 KHBS/A 18 29 21 18 24 19 36 29
KMTR/N 12 12 13 14 8 S 4 14 KPOM-TY/N 14 13 12 14 14 6 13 12
Wheeling-Steubenville (134) Bakersfield (148)
WTRF-TV/C/A 31 32 30 33 36 30 50 41 KGET/N 24 23 26 22 26 27
WTOV-TV/N/A 23 23 22 22 16 15 22 17 KERO-TV/G 20 20 21 21 15 52 21 18
KBAK-TV/A 15 15 17 18 11 9 14 27
Columbus-Tupelo (135)
WTVAN a4 42 a4 41 41 44 41 43 Rochester-Mason City-Austin (149)
WCBI-TV/C 26 25 25 23 32 31 33 26 KAAL/A 22 20 22 26 24 17 22
WVSB-TV/A 5 ] 6 6 5 6 4 — KIMT/C 21 22 20 21 29 30 25 22
KTTG/N 20 20 18 20 12 10 19 22
La Crosse-Eau Clalre (136)
WEAU-TV/N 25 32 32 Lubbock (150)
WKBT/C 24 24 26 24 19 25 23 21 KLBK-TV/C 27 24 28 25 26 17 26 24
WXOW-TV/A 16 15 16 16 19 17 19 15 KCBD-TV/N 26 28 28 25 26 25 37 33
WLAX/| 3 3 2 - 6 8 — 3 KAMC/A 16 19 18 17 21 25 21 24
. KJTV/I 10 8 9 9 5 8 7 7
Erie (137) : ;
WIGU-TV/N 33 38 34 37 35 31 30 38 Quincy-Hannibal (151)
WJET-TV/A 19 19 19 22 30 25 30 28 WGEM-TV/N 28 30 29 34 26 17 30 27
WSEE/C 13 15 16 17 15 13 20 14 KHQA-TV/C 26 25 26 26 26 17 35 21
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Mon-Sun. M—F M-F Mon—-Sun. M-F M~F
S/%] on/ﬁfglg off 4 7: 309 1M,/ 113% S'g,.? On/ ,::qlg -off 4 730% rvr/ 11 3(“3
OUs: £l S S
M'87 F BuTeln‘:/j '‘B6 M 86 25- 54‘ 25—54 25-54 25-54 M 87 Foé,§’7el\? ‘86 M ‘86 2‘3 54 25-54 25-54 25-54
Wilmington (152) Salisbury ( 164)
WECT/N 32 33 34 35 28 30 32 35 WBOC-TV/C/N 42 43 42 42 47 58 44
WWAY/A 23 26 25 26 28 26 20 22 WMDT/A/N 16 17 14 15 21 21 12 11
WIKA/C 7 7 7 3] 10 9 8 9
Elmira (165)
Albany, GA (153) WETM/N 23 24 22 26 32 29 25
WALB-TV/N 52 52 67 64 74 74 WENY-TV/A 13 12 12 14 17 5 12 10
WTSG/I 5 7 5 4 3 5 4 4
Clarksburg-Weston (166)
Bangor (154) WBOY-TV/N/A 20 27 30 26 89 40 43 40
WLBZ-TV/N 30 31 30 27 30 25 27 33 WOTV/C/A 27 28 27 29 28 27 33 25
WABLTV/G 29 32 31 33 33 33 55 44
WVILTV/A 14 14 14 15 13 13 CR— Rapid City (167)
KOTA-TV/A 31 31 32 30 44 31 40 29
Medford (155) KEVN-TV/N 27 25 26 22 22 46 31 39
KOBI/N 27 27 21 27 27 30 30 30
KTVL/C 21 23 23 26 18 15 30 10 Greenwood-Greenville (168)
KDRV-TV/A 16 16 15 15 27 20 10 20 WABG-TV/A 35 39 36 37 a4 33 37 29
s t (156) WXVT-TV/C 21 19 17 17 21 17 28 24
arasota
WWsB/A 16 15 14 19 25 23 17 Gainesville (169)
WCUB/A 3 34 33 33 41 38 65 57
WOGX/I 8 8 8 9 14 13 5 9
There was practically no change | Watertown-Carthage (170)
. . WWNY-TV/C/A/N 45 44 46 50 52 67 58
in independent shares overall o city (171)
. anama i
since May Of last year, a WIHG-TV/N 36 38 35 34 48 29 43 41
. . WMBB/A 21 21 19 21 29 29 33 26
continuation of a pattern that
: . Lake Charles (172)
has shown up consistently since | Zreonare: 6 46 o s 14 6o
° * ° y KVHP/1 6 9 6 7 4 7 3 3
1984—indicating erosion to
17 Missoula (173)
afflllates from Cable' KECI-TV/N/A 30 36 35 36 33 31 28 29
KPAX-TV/C 24 26 27 27 28 38 28 23
Ardmore-Ada (174)

. KXII/CIN 33 28 32 38 23 42 36 33
QBI)CIESRE-SWZeGeI\gfIEZ‘E)(l?Z) s 1 1 16 KTENJAIN/C 22 23 22 24 35 21 33 36
KTAB-TV/C 25 27 29 26 31 25 51 48 -

o T % 20 18 18 19 05 18 18 Grand Junction-Montrose (175)
KREX-TV/C/N 27 27 32 29 31 36 22 17

- 17 15 2 1 8 21
Utica (158) eenvon 33 3 o5 oe 0ofn %
WKTV/N 29 30 34 33 30 26 38 35

1 18 15 25 26 1 17
woTR/A 719 2 Joneshoro (176)
|dah0 Fa“s-Pocate"o (159) KAIT-TV/A 43 44 40 46 52 47 63 74
DK/C 27 24 25 25 28 20 28 26 - g
N 25 25 26 26 28 20 36 32 Meridian (177)
KPVI/A 15 17 17 18 17 30 11 13 WTOK-TV/A 38 38 39 39 50 50 58 49
WTZH/C 21 22 19 19 27 18 11 9
Dothan (160) WLBM-TV/N 10 10 9 L7 4 S 8 14
¢ 39 41 39 41 45 44 50 43
VJZLZ/,A 10 10 11 9 9 6 4 7 Great Falls (178)
KRYV/C/N 28 26 27 31 28 23 26 21
- . 26 29 27 30 33 38 44 39
Alexandria, LA (161) e e s e o D,
KALB-TV/N 46 49 50 43 62 59 63 61
R 7 — — — - -
KEAXTVIA 6 6 ’ Biloxi-Gulfport-Pascagoula (179)
g 34 38 38 238 48 53 60 58
Laurel-Hattiesburg ( 162) WLOX-TVIA
. 9 < T — 8 7 9 8
WDAM.TV/N 57 56 60 58 60 83 80 WV
WHLT/C 5 — — — 8 7 — 3
Billings-Hardin (163)
KTVO/C 26 30 28 26 31 33 27 24
KULR-TV/A 26 28 27 30 38 33 43 39 Copyright 1987 by TELEVISION/RADIO AGE Reproduction in any
KOUS-TV/N i4 16 14 13 6 — 13 12 form prohibited without permission of TELEVISION/RADIO AGE
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Mon- Sun. M- F M-F Mon- Sun, M OF M-—F
Sigrn-on/ sign-off 4-7.30 p 11-11:30 p Sign-on ./ siqri-ofl 4-7.30p 11-11:30p
Households w M w Householda W M w M
M'87 F'87 N'86 M 86 25 54 25-54 25-54 25— 54 M'87 F'8/ N'B6 M'86 25 54 72h-54 25 54 25-54
Roswell (180) Laredo (199)
KBIM-TV/C 28 29 26 27 15 39 39 KLOO-TW/A 16 19 20 17 14 24 28 32
KGNS-TW/N/A 14 17 18 18 10 18 13 13
Palm Springs (181) KYTV/C 122 14 13 13 K] 6 4 5
KESO-TV/A 18 19 19 22 16 10 7 8 .
KIMR-TV/N 15 15 18 16 3 7 - - Harrisonburg (200)
WHSV-Tv/A 42 41 40 41 53 61 50 55
El Centro-Yuma (182) )
KYEL-TV/N 23 24 20 19 9 17 19 29 Farmington (201)
KECY-TV/C 8 9 9 13 9 6 4 4 KOBF /N 27 31 26 — 35 33 34 43
Alexandria, MN (183) Zanesville (202)
KCMT/C 47 51 47 61 62 61 56 WHIZ-TV/N 36 38 38 34 31 33 44 35
Casper-Riverton (184) Twin Falls (203)
KTWO-TVINIC 26 26 34 29 29 36 a3 KMVT/C/N/A 36 36 40 38 35 30 78 68
KGWC-TV/C 16 16 17 14 14 22 20 15 KAS/N n - -m w0 - 6 0 5 3
KENB/A/C 7 13 12 5 — — 4 4 Kaz/l 2 _ - _ - —_ —
Marquette (185) Ottumwa-Kirksville (204)
WLUC-TV/C/IN 44 46 48 42 54 50 56 58 KTvO/A 51 49 48 50 67 67 74 65
Tuscaloosa (186) Presque Isle (205)
WEFT-TV/AC 25 26 95 93 27 15 38 23 WAGM-TV/C/A/N 54 55 57 59 63 62 55
wWDBB/| 10 J— — — [¢] 8 14 14
Flagstaft (206)
Eureka (187) KNAZ-TVAN 16 18 17 13 13 31 24
KVIO/C 24 25 26 25 32 27 29 18 - -
KIEM-TV/N 23 24 24 19 16 18 29 36 Victoria (207)
KAVU-TV/N 24 23 28 21 21 15 51 50
Cheyenne-scottsbluﬁ (188) KVCT-TV/A 19 20 23 26 16 8 17 13
KSTF/C/A/MN 15 14 12 2 13 17 6 12
KGWN/C/AIN 13 19 18 29 19 25 15 18
Butte (189) The number of affiliates in
KXLF-TV/C/A 33 29 35 31 45 38 47 45 Y ! y ;
KTVM/N/AY 24 23 23 24 20 15 19 18 ﬁrSt place I’n thel’r ma’rkets A
St. Joseph (190) about the same for all three
KOTV/A 31 29 31 47 38 59 50 )
webs in the top 50 ADIs, but
San Angelo (191) ABC 0&OQOs and affiliates stay
KLST/C 42 42 38 45 38 62 62 .
A T B N strong in the top 10.
Jackson, I'N (192)
WBBJ-TV/A 34 36 31 33 43 30
WJWT /I 3 3 5 2 4 — 3 3
Bend (208)
Lafayette, |N (193) KTVZINGC 25 26 29 24 18 27 27
WLFI-TV/C 24 23 22 21 22 27 13
Mankato (209)
Hagerstown (194) KEYC-TV/C 23 22 20 9 22 18 16
WHAG-TV/N 17 18 17 24 20 38 32
Helena (210)
Lima (195) KTVH/N/A 32 29 29 41 23 52 43
WLIO/N/A 35 39 40 43 47 61 62
WTLW/I 2 2 2 - = — — — North Platte (21 1)
. KNOP-TV/N 43 45 51 53 44 43 61 50
Charlottesville (196) '
WVIR-TV/N 28 28 22 19 43 40 47 45 Alpena (2 12)
¥ : WBKB-TV/C 32 30 33 27 36 38 31
Bowling Green (197) .
WBKO/A 31 34 33 33 40 38 51 38 Glendive (213)
WGRB/| 2 3 2 2 5 — — —_ KXGN-TV/C/N 34 36 37 35 50 43 56 55
Parkersburg (198) Copyright 1987 by TELEVISION/RADIO AGE Reproduction in any
WTAP-TV/N 28 24 27 23 24 23 48 41 form prohibited without penmssuon of TELEVISION/RADIO AGE
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Top 5 affiliates in top 100 markets—total day

‘By AD1 homes share

ABC CBS NBC
* Augusta WJBF 35 Sioux Falls-Mitch. keLO-Tv 39 * Columbia, S.C. WIS-TV 41
* Birmingham WBRC-TV 29 New Orleans WWL-TV 35 * Springfield, Mo. KYTV 37
* Bristol-Kingsport-
* Baton Rouge WBRZ 28 * Charlotte WBTV 34 Johnson City:
Baltimore WUZ-TV 27 * Jacksonville WIXT 33 Tri-Cities WOYB-TV - 34
Wilkes Barre-Scran, WNEP-TV . 27 * Knoxviile weRTv 33 Davenport-
Rock Island-

Moline: Quad City kwac-Tv =~ 34

Charleston-Hunt. wsaz-Tv 32
Nashville WSMV az

Top 5 affiliates in top 100 markets, by network—early fringe

By AD! homes share

ABC CBS NBC
* Augusta WJBF 44 New Orleans WWL-TV 46 * Columbia, S.C. WIS-TV 41
* Baton Rouge WBRZ 38 * Jacksonville WJIXT 44 * Bristol-Kingsport-
; : Johnson City
Philadelphia WPVI-TV 34 * Knoxville WBIR-TV 40 Tri-Cities woye-Tv 38
* Raleigh-Durham WTVD 34 Pittsburgh KDKA-TV . 39 Cedar Rapids-
Baltimore WJZ-TV 32 * Charlotte - WBTV as Waterloo-
Dubugque KWWL 36
Nashville WSMV 36
St. Louis KSDK 36

Top 5 affiliates in top 100 markets—late news

By Api homes share

ABC CBS NBC
Baltimore wWJzZ-TY - 42 Sloux Falls-Mitch.  KELO-TV 58 * Springfield, Mo. KYTV 53
Wilkes Barre-Scran. WNEP-TV 42 Lncin-Hstngs-Krny  KoLN 46 * Columbia, §.C. WIS-TV 49
New Orleans WWL-TV 46
* Augusta WJBF 38 * Davenport-Rock
Lexington WKYT-TV 45 Island-Moline:
* Baton Rouge WERZ 37 Quad City Kwac-Tv 39
3 , * Dayton WHIO-TV 44
Charlotte wsoc-Tv -~ 36 * Jackson, MS WLBT as
Birmingham WVTM a7
Cedar Rapids-
Waterloo :
Dubuque KWL a7

Saurce: Arbitron, May 1887, * intermixed market. Carly fringe & /ate naws are Maongay--Friday.
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Syndicators going full speed ahead (/rom poge 55)

marketplace regarding kids but also
because of the large amount of time
needed to devote to the project. The
Disney process requires a bit longer in
development than what I've seen of
others in the marketplace.”

television at Harmony Gold, also main-
tains that the company is not giving up
on animation, despite the overall dis-
mal showings of many of the firstrun
product.

Robert Lloyd, president of domestic

HG has two or three series in devel-

specifics except that they are not in the
sheer toy-driven vein, more in the soft
mold.

While series are still in the planning
stages, HG at this point is concentrat-
ing on selling Storybook Theater, 10
animated features, and is about to re-
lease Animation Adventure Theater,
which consists of three animation fea-
tures. The presentation reel for AAT is
just being completed, notes Lloyd, and
he’ll talk to station groups shortly. The
features will be available beginning in

opment, although Lioyd wouldn’t give September. Robert Sobel
New first-run kid product
Firm go's—Strips
Program Date Distributor Terms
Alvin & The Chipmunks Fall '88 Lorimar-Telepic  Barter
Bev. Hills Teens Fall '87 Access Barter
Bionic Six Fall '87 MCA Barter
Bravestarr Fall ‘87 Group W Barter
Comic Strip Fall '87 Lorimar-Telepic Barter
Dinosaucers Fall '87 Coca-Cola Barter
Duck Tales Fall 87 Buena Vista Barter
Gumby Fall ‘88 Lorimar-Telepic Barter
Jem Fall '87 Claster Barter
Karate Kid Fall ‘88 Coca-Cola Barter
Real Ghostbusters Fall '87 Coca-Cola Barter
Saber Rider & Star Sheriff Fall '87 World Events Barter
Snarks Fall '88 Worldvision Barter
Spiral Zone Fall '87 Orbis Barter
Teddy Ruxpin Fall '87 LBS Barter
Vytor Fall '88 World Events Barter
Woody Woodpecker Jan, '88 - DFS Barter
Firm go's—Weeklies
Captain Power Fall ‘87 MTS Barter
Visionaries Fall '87 Claster Barter

~ (Formerly Air Raiders)

No-Go's
_ Baie TS
~ Chuck Norris. _ Worldvision

&

Celebrating
kidvid excellence

The American Children’s Television
Festival is getting ready for its second
go-around, but this time over half of
the programs submitted for the Ollie
Awards competition are targeted to
teenage audiences. More than 100 en-
tries have come from commercial net-
works, commercial and public stations,
cable organizations and independent
producers. The festival is set for Oct.
25-28 at the Knickerbocker Hotel in
Chicago, with finalists for the awards
to be announced in September.

Local/national
ad time by quarter

Same as Comic Strip
(Q1-Q3 4.0/2.5).
{Q4 4.5/2.0)
(Q1-Q3 3.5/2.5)
Q4 4.0/2.0)
(Q1-Q3 3.5/2.5)
(Q4 4.0/2.0)
(Q1-Q3 3.5/2.5)
Q4 4.0/2.0)
(Q1-Q3 4.0/2.5)
(Q4 4.5/2.0)
(Q1-Q3 3.5/2.5)
Q4 4.0/2.0)
(Q1-Q4 4.0/2.0)
(Q1-Q4 4.0/2.0)
(Q1-Q3 4.0/2.5)
(Q4 4.5/2.0)
(Q1-Q4 4.0/2.0)
(Q1-Q4 4.0/2.0)
(Q1-Q4 4.0/2.0)
(Q1-Q3 3.5/2.5)
(Q4 4.0/2.0)
(Q1-Q8 3.5/2.5)
(Q4 4.0/2.0)
(Q1-Q4 3.5/2.5)
{Q1-Q4 4.0/2.0)

(Q1-Q3 4.0/2.5)
Q4  4.5/2.0)
(Q1-Q4 4.0/2.0)
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FEEDBACK!

QUESTION:

With so much first-run syndicated
programming available to choose
from, is this improving the overall
quality of children’s program-
ming? Has this trend helped you to
program more effectively? How?

“With more availability one
can choose the quality. We
consider ourselves family
entertainment oriented, so
we look for lighter pro-
gramming like “Beverly
Hills Teens,” Gem and
“Duck Tales.” This avail-
ability lets us choose what
best fits our lineup. Without
a lot of choice we couldn’t
do that.”

Terri Larson
Program Director
KTBY-TV, Anchorage

“Quality is a tough item to

~ define in relation to kids’
programming. The quantity
available certainly gives us
more choices and puts us in
a position to do better. We
can look at a lot of pro-
gramming and see what
will do best. We’re not tied
to libraries of cartoons any-
more where we have to pay
for them whether we run
them or not. Now if a series
is no good, we don’t have to
renew it.”

Leauvitt Pope
President and general manager
WPIX(TV) New York

“There’s such a wide range
of children’s programming
to choose from, almost like
selecting from a menu, and
I think this helps us. After
all, children’s programming
always has been a strong
franchise for this station.”

“Qur fall lineup repre-
sents quality from our point
of view.” It includes “Duck
Tales” from Walt Disney,
‘“Real Ghostbusters’’ from
Group W, “The Wonderful
World of Disney,” which
will air Saturday and Sun-
day, and “Disney Day Off,”
a special programming
wraparound from Disney to
air on school holidays from
7 a.m. to S p.m.”

Carolyn Wall
Vice President, General Manager
WNYWI(TV) New York
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www americanradiohistorv com

Television/Radio Age, August 3, 1987



www.americanradiohistory.com

“No, not that { have seen.
We are involved in the “For
Kid’s Sake’’ program, so
we are looking at more and
more children’s program-
ming. The only show I’'ve
seen that is an example of
what we want is “All Amer-
ican High School Sports
Report.”

Barbara Waechter
Program Director
KMST-TV Monterey, Calif.

“Absolutely. What we are
talking about is a “Duck
Tales,” ‘“The Real Ghost-
busters,” and “Dinosau-
cers,” all shows we have
bought. They don’t look
like the Japanese trash that
are somewhat violent and
don’t have a storyline. The
availability of so many
shows means the terms be-
come more attractive.”

Bill Andrews
General Manager
KAME-TV, Reno

A

“For a while there every-
thing was robots, and there
was a backlash against
that. Now the program-
ming is much softer, and |
think the quality has im-
proved.”

Paul Prange
Program Manager
WKBD-TV Detroit

“I would say it’s certainly
not improved the quality. If
anything it’s diminished it.
There is a lot more bad
than there is good. We're
put under a lot of pressure
these days by toy compa-
nies that are coming in with
lesser quality programs
and guaranteeing that
you’ll get so much business
with them. Sometimes we
have to walk away from
sizeable amounts of money
because we know it isn’t
going to help our sched-
ule.”

Ted Baze
General manager
KGMC-TV Oklahoma City

“It gets back to a basic issue
of how well produced chil-
dren’s programming is.
Kids’ PUTs as a whole are
down, but those programs
with strong storylines and
quality animation perform
well. The me-toos are not
doing well. Hard animation
vs. soft is not the question;
it’s how well produced the
program is. We’ve been
able to do our jobs better
because we’re highly selec-
tive. Because a lot of prod-
uct does not perform well,
we really have to do our
homework.”

John F. Walser
Vice President, general manager
WCAY-TV Nashuville
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Kids playing hooky

(from page 56)

pop them in and watch them in place of
what's on television.”

On the other hand, Wolf helieves ca-
hle has plaved “‘no noticeabhle role™ in
the children’s TV viewing dip. "Cable
penetration does not represent the ma-
jority in many markets. And in major
markets, where TV viewing levels are
highest, including kids, cable penetra-
tion is even lower.”

Rohert Llovd, president, domestic
television at Harmony Gold, believes
that the childrens’ TV audience has not
left animation, as much as they have
left “the hard-action, toy driven, space-
oriented shows.

“The food people want a story-driv-
en show and they want to reach girls as
well as boys. This shows in the present
crop, in that the soft shows are per-
forming better than high-tech.” a

The Pied Piper gives flute lessons

Perhaps no one understands the poten-
tial and limitations of children’s televi-
sion more than Cy Schneider. In his 34
vears in the advertising and communi-
cations husiness, he’s been both a
huckster and guiding light where chil-
dren are concerned. In his 17 years at
Carson/Roberts in Los Angeles, where
he ultimately became president, one of
his major feats was using the power of
TV to help Mattel grow from a relative-
lv unknown toy company doing about
%4 million a year into the world’s larg-
est toymaker.

At the other end of the spectrum, he
pioneered an initially sponsorless and
prosocial cable network, Nickelodeon,
as vice president and general manager
from 1978-84.

Currently chairman of Bozell, Ja-
cobs. Kenyon & Eckhardt/Pacific,
Schneider both answers the critics of

Children’s TV animation {from page 56)

(National Kids Rating)
Program May 87
Gobots 3.8
Voltron 3.3
Bionic Six 3.2
Spiderman 3.0
Alvin 3.0
Insp. Gadget 3.0
Defend-Earth 29
Mask 2.8
Daffy Duck 2.7
Casper 2.6
Rambo 2.6
Lady Lovelocks 2.4
Rocky-Friends 2.0
Dudley-Doright 2.0
Space Kidettes 1.9
Mighty Mouse 1.6
Galaxy Rangers 1.6
Underdog ; 1.6
Dangermouse 1.6
Fat Albert 1.5
Centurions 125
Rainbow Brite 1.5
Super Friends 14
Robotech 1.3
Jayce-Warriors 1.0
Young Universe 09
Tenn. Tuxedo 0.9
Uncle Waldo 0.7
Macron | 0.5
Heckle-Jeckle 0.4

Source: Cassandra. * Pid not air in May 86

May 86 Change
5.7 —1.9
3.7 —0.4
1.3 S g
1.3 +1.7
54 —2.4
5.4 —2.6
3.4 —0.7
2.1 +0.5
2.5 —0.5
0.9 sl |9
2.2 —0.3
1.8 —0.2
1.6 NC
3. —1.8
5.9 —4.4
2.4 —1.0
2.8 =168
3.5 =25
1.8 —0.9
0.8 -0.1
N . —0.8

kidvid and does some criticizing and
instruction of his own in his new book,
Children’s Television—The Art, the
Business and How [t Works, published
by N'TC Business Books, Lincolnwood,
[, As author, he plays three roles
historian, instructor and commentator.

In answering the critics of advertis-
ing to children, Schneider writes,
“What these advertising eritics fail to
understand is that all products for chil-
dren do not succeed just because they
are advertised. If they did. then one
must explain whyv the overwhelming
percentage of new products fail each
vear.

ACT. Dealing at length with the influ-
ence of Action for Children’s Televi-
sinon, he characterizes the networks as
being “bamboozled by ACT" and sug-
gests the pressure group may be less
influential than many believe. He tells
of the time when Nickelodeon, unable
to get a per-subscriber rate increase
from the cable operators, decided to
begin accepting advertising. ACT
made a loud noise in the trade press,
Schneider reports, and sent out a spe-
cial mailer to all of its members urging
them to petition Nickelodeon not to
take advertising.

Schneider says he was prepared to
answer each protester personally,
“even if I had to write several thousand
fetters.” But, “Over the next few
months, much to our surprise, we did
not receive asingle petition. Beyond six
postal cards and the same number of
letters, we didn’t hear a thing—not
from ACT members and not from sub-
scribers to the channel. And certainly
not from the children who regularly
sent us thousands of letters about all
manners of things.”

But, even before Nickelodeon ac-
cepted advertising, he writes, and with
a policy of airing no entertainment
“that was not uplifting, inspiring, in-
formative or educational,” it had its
share of complaints. Schneider created
an award-winning series, Against the
Odds, offering biographies of men and
women in history who achieved great
fame against considerable odds. But in
doing an episode on two Italian immi-
grants who chose different paths—Ru-
dolph Valentino and Al Capone—
Nickelodeon received a rash of letters
from Italian-American organizations
protesting the choice of the latter. An-
other episode comparing Napoleon Bo-
naparte and Adolph Hitler as military
dictators drew fire from the Anti-Defa-
mation League of the B'Nai Brith—for
exposing Hitler to children, even
though he was characterized as a fanat-
ic and villain.
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Lots of hype over TV hypoing (rom page 62)

EMRC’s concern, as the watchdog of
the ratings services, was natural. The
23-year-old organization, originally set
up as the Broadcast Rating Council,
has long had as its goal “the assurance
of audience measurement services that
are valid, reliable and effective.” It has
set forth minimum criteria and stan-
dards for rating services, administers
an accreditation system for such ser-
vices and tries an audit system to make
sure the rating services not only say
what they do but do what they say.

The EMRC Committee on Stan-
dards & Guidelines, set up to lay out
guidelines “to minimize ratings distor-
tion,” includes members of the Coun-
cil’'s TV Committee and is headed by
Gary Chapman, director of broadcast-
ing for the Freedom Newspapers sta-
tions, who is EMRC chairman. Com-
mittee members include Marshall Co-
hen, MTV; Jhan Hiber, Malrite;
Kathryn Lenard, NBC; Paul Sonkin,
ABC; Harvey Spiegel, TvB; Neil Wal-
den, CBS, and Bob Wormington,
KSHB-TV Kansas City, representing
the NAB.

A lot at stake here

Chapman, who says the EMRC is
“very concerned” about ratings distor-
tion currently, cites, as stakes, the $25
billion invested annually in broadcast
and cable advertising “and billions
more in programming.”

What separates TV from newspapers
in this context is national advertising,
Chapman remarks, noting that news-
papers’ share of such ads has declined
considerably during the past quarter
century. He maintains that TV's
strength in national advertising is that
its audience is “well researched...
Clients trust the ratings.”

While EMRC is a voluntary body,
originally set up, as so many associa-
tions are, to fend off government regu-
lation, Chapman points out that there
are Federal Trade Commission policies
that directly impact ratings distortion.

An EMRC draft of suggested guide-
lines quotes an FTC release of 1965
that states: “A person (or firm) making
a claim concerning the size, composi-
tion or other important characteristics
of a listening or viewing audience is re-
sponsible for seeing to it that the claim
is truthful and not deceptive. If he
bases his claim on the results of an au-
dience survey, he assumes responsibil-
ity for interpreting the data accurately.

“Thus, he shound not engage in ac-
tivities calculated to distort or inflate
such data—for example, by conducting
a special contest, or otherwise varying

his usual programming, or instituting
unusual advertising or other promo-
tional efforts, designed to increase au-
diences only during this survey per-
iod.”

The EMRC draft appears to take
some exception to this FTC statement
by arguing that since such activities as
contests, advertising, special programs
or other promotional efforts “are done
by most stations during the same sur-
vey periods, their influence on ratings
may tend to ‘equalize.” ”

However, the draft makes a distinc-
tion between such “hype' and “ratings
distortion activities,” the latter being
defined as “activities aimed at the
households or people in the rating ser-
vice samples that have the potential to
influence respondents to report or re-
cord more or different viewing than ac-
tually occurred or would have occurred
under normal circumstances.”

Examples of distortion

The draft of suggested guidelines
gives three examples of “ratings distor-
tion:”
® If a special study that asks respon-
dents to view a particular program ‘“‘is
so targeted that the questionnaire may
be received by a significant portion of
the ratings service sample, it would
have the potential to influence ratings
responses.”’
® A contest run during rating periods
is considered a distortion activity if it
tends to be “significantly more lucra-
tive for prize winners and which would
be likely to have more viewers or listen-
ers participate for the money than
would usually view or listen to the pro-
grams.”
® Special programs or segments run
during rating periods are also consid-

ered distortion activity if they empha-
size the ratings panel, past or present,
and if they might attract panel mem-
bers “who would have a unique inter-
est” in such programs or segments.
“Viewing behavior and responses
would not be representative and the
audience at large, and, therefore, would
provide distorted ratings.”

Suggested sanctions

While recognizing that the rating
services already have similar policies
concerning “special station activities,”
the EMRC draft recommends the ser-
vices consider one of the following
sanctions, “depending upon the seri-
ousness of the infraction.”
® ‘‘Note activity in rating book.”
® “Delete the time period during
which the transgression occurred.”
® A variation of the above would pro-
vide for the rating service to provide
data for the entire rating period with
and without the deleted portion.
® Finally, the most serious infringe-
ments of the distortion guidelines
would call for the deletion of the offen-
der’s data for the entire rating period, a
sanction Nielsen imposed on KABC-
TV.

Screening & warning

Two other suggestions for the rating
services were included in the draft cov-
ering the EMRC's proposed guidelines.

One was for the rating service to
screen all potential sample respon-
dents by asking whether they had re-
ceived a questionnaire “within the past
three weeks that requests viewing of a
particular TV station or cable chan-
nel.” If the answer was “yes,” then that
diary would be removed from the rat-
ing service sample.

The other suggestion was that the
services “include in their contracts

The Electronic Media Rating Council
is ‘““very concerned’” about ratings
dlstortlon. At stake is the $25

billion invested
annually in broadcast
and cable advertising
‘‘and billions more in

programming.”
Gary Chapman

Director of broadcasting
Freedom Newspapers stations
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clauses to the effect that ratings distor-
tion activities by subscribers will result
in specific sanctions.”

These are not the final recommenda-
tions of the Council. Members of the
committee will be studying the draft
over the summer and meet on Sept. 17
to nail down the final recommenda-
tions. This will be followed the next
day by a meeting of EMRC board to
approve (or disapprove) the commit-
tee's decisions.

ARB takes another look

Another indication of the concern
over “special station activities” is the
recent announcement that the Arbi-
tron Television Advisory Council sum-
mer session will “revisit” the subject on
July 28-30. Attending, in addition to
council members, will be EMRC’s
Goldberg, WCCO-TV’s Rupp and Buzz
Moschetto, vice president of research
for the CBS Television Stations Divi-
sion. The session will be held at the
Jackson Lake Lodge in Moran, Wyo.

There are solid reasons behind Arbi-
tron’s decision to take another look at
the hypoing/distortion scene. Their
own figures show a marked increase in
special station activities from the '84-
’85 to the '85-'86 season and there is
evidence that the rise continued in the
season just past.

“Special station activities” is Arbi-
tron’s rubric for its front-of-the-book
notes ahout contests, on-air survey an-
nouncements and other station re-
search and promotion designed to
boost audience levels. They carry no
penalty—that is, the rating service
does not adjust the ratings down-
wards—and are published to warn buy-

ers and others to take the contest, or.

whatever, into account.

In the '84-'85 season, Arhitron re-
ceived 164 complaints ahout special
station activities during all rating peri-
ods and noted 67 of them in the various
hooks. In the following season, the total
of complaints rose to 214, with 136 not-
ed, just about double the number noted
in the previous season. During the past
season, the total complaints numbered
187, with 132 cases noted, even without
the July sweep figures,

‘We can’t play God'__

While this indicates a slowing down,
Pierre “Pete’” Megroz, vice president. of
TV kales and marketing for Arbitron,
believes there's an incresse Vin the
magnitude of [contest] prizes and acti
vities,” And he points out that “every
body does something during n sweep.”

Mejproz feels that the rating services
aree caupht i the middle. Comparing
hypoing Lo a speeding car, he asks,

100

Draft
recommendations by
EMRC to rating
services on ratings
distortion

Treatment of ‘‘special station
activities” depending on
seriousness of infraction

B Note activity in rating book

B Delete time period during which
transgression occurred

B Show data for the entire period
with and without deleted portion
of programming

B Delist the station for the entire
report
Other draft recommendations

B Rating services should screen
households to eliminate those
which received questionnaire
that requests viewing of a
particular station or cable
channel

B Rating services should include in
their contracts clauses to the
effect that ratings distortion
activities by subscribers will
result in specific sanctions

“What's too fast? The industry can't
give us a speed limit, so we're supposed
to play God.” It’s not too easy to make
distinctions between Atkinson type re-
search and paying someone $5,000 to
walch a program, Megroz argues.

[.ast fall Arhitron revised its proce-
dures for reviewing TV station contest
and promotion activity complaints.
T'he purpose was to speed up the review
process. This was done by providing for
review by a single person (in most
cases), instead of a committee; drop-
ping the requirement that a complaint
he in written form (a telephone call is
okav) and leaving out details of contest
notices in the rating book.

ARB guldelines

léxisting Arbitron Television guide-
lines for inserting Special Notices are:
m ‘“T'he contest or promotion requires
viewing either Lo enter, to learn the
rules, or Lo win;
B “'T'he contest or promotion began
during the survey period or in the four

weeks immediately preceding the sur-
vey period;

B “And, the prizes are of some signifi-
cant value.”

B The contest or promotion must
meet all of the above conditions before
anotice is inserted.

There are procedures for cases that
can’t be evaluated under the guide-
lines. These cases are reviewed by each
member of the Special Station Activi-
ties Committee.

A Nielsen tally of the sweeps shows
the same pattern as that of Arbitron
regarding the number of “notations”
on contest and/or promotions in the
rating books. There was a big jump
from ’85 to ’86 and a slowing down this
year, but mote activity in ’87 than in
'85.

Nielsen concerned too

During the four 85 sweeps, there
were a total of 109 notations in the
Nielsen books. In '86, there were 176.
During the February and May sweeps
of this year, there were 93 notations.
This compares with 60 during the two
comparable sweeps of "85 and 105 dur-
ing the same two sweeps in '86.

Roy Anderson, executive vice presi-
dent and marketing director of the
Nielsen Station Index, feels, like his
competitor at Arbitron, that while con-
tests and promotions have always been
around in the broadcast arena, “they
seem to be getting more pronounced.”
Anderson notes that the Atkinson type
of research, involving mass mailings of
questionnaires, is something new.

The Nielsen executive also feels put
upon by the pressures of deciding
which contests and promotions to note
and which to ignore. “It’s a delicate is-
sue,” he says, but feels it would help to
get industry guidelines. “We’re stuck
in the middle.”

Nielsen posts guidelines

Under the current Nielsen policy
there are three types of situations
which would justify a notation in the
VIP (“Viewers in Profile”) reports,
“but with minimum comment.”
® “In the event that NSI receives evi-
dence of attempts to single out NSI
panel memhers either to influence or
change their viewing habits or to falsify
their reporting, NSI reserves the right
to withhold a suspect VIP, or any part
therefore, and/or to so note the oceur-
rences in the puhlished portions of a
VIp.”

m “‘Special ‘ratings’-related features
that are telecast during a measurement
period, which in Nielsen's judgment
may affect viewing data.”

B Contests or promotions primarily

www americanradiohistorv com
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Agencies go ho-hum
over hypoing issue

hat of the users of ratings?
How are they contending
with hypoing and/or distor-

tion? A spot check among the top agen-
c¢ies did not elicit any grand concern.

Allen Banks, executive vice presi-
dent and media director of marketing
services at Saatchi & Saatchi DFS
Compton, says that contending with
hypoing is pretty much the buyer’s job,
though the research department also
gets involved. But he points out that
station efforts to boost ratings “put the
agency in a problem situation” since
the buyer is using a past rating for a
future period. “There could be a short-
fall” for the client if the hype isn't tak-
en into account.

Banks also feels “astation doesn’t do
itself any good”™ by hypoing contin-
uously” since the buyer gets wary. But
Banks says he’s not aware of any
marked trend to hypoing.

Frank McDonald senior vice presi-
dent and executive media director of N
W Ayer, says that while the agency
must rely on the buyer, “a good rep will
be honest with you” about hypoing.
“He won't hide what the station is do-
ing. After all, we're not doing business
just for today.” Nevertheless, “We
make it incumbent on the buyer to get
a track [on the time period] and pick
out the hype.”

Alec Gerster, executive vice presi-
dent, media and programming services,
at Grey Advertising, feels that with a
market specialist system—which exists
at Grey as with other large agencies—a
buyer should have no problem picking
up evidence of hypoing. However, one
of the buyers at Grey, Jo Anne Taube, a
vice president and assistant media di-
rector, feels hypoing is more of a prob-
lem than before. Taube, who buys TV
in Philadelphia and radioin New York,
in addition to supervising other buyers,
finds it harder to track audience trends
these days. “In primetime a buyer is
aware of what’s going on, but on inde-
pendents it’s sometimes hard to tell if
there’s hypoing.” She finds that when
stations run contests, most buyers are
not advised by their reps. The buyers
usually find out about it from the Arbi-
tron notices in the ratings books, from
trade magazines and from TV Guide,
Taube explains.

Another buyer at Grey, Karen Rich-
man, also a vice president and assistant
media director, points out that buyers
find out about hypoing from the ata-
tion’s competition. But she finds hypo-
ing a problem because of the worry
about audience underdelivery.

designed to attract viewers for a prize
unrelated to the sponsor’s product or
the station’s program. “If satisfied that
circumstances warrant,” Nielsen will
indicate the existence of the contest
“by a simple dated reference,” without
comment or evaluation.

The first of these three conditions
was invoked by Nielsen in deciding to
delete disputed parts of the KABC-TV
11 p.m. news from the Los Angeles May
rating book. This followed complaints
by the other two 0O&QOs about the mini-
documentary series on the Nielsen
company, which covered, among other
subjects, sample households. The Cap-
ital Cities/ABC station responded by
going to court on June 10 seeking to
stop Nielsen, but failed to get a tempo-
rary injunction.

The ABC station in the court papers
made much of the fact that the Nielsen
chairman/CEQ, John Holt, appeared
in the minidoc. It maintained that a
Nielsen executive had been told before
the series was aired that it would run
the programs during the May sweep
and noted that—after some initial
hesitation on the part of Nielsen be-
cause of its guidelines on ratings hypo-
ing or distortion—*“Nielsen was willing
to participate fully and actively.” ABC
also argued that the reference in the
guidelines to attempt to single out pan-
el members referred to “direct con-
tact,” such as in person, by mail or by
telephone. Further, ABC complained
Nielsen had never before deleted rat-
ings because of “ratings-related” pro-
gramming.

Nielsen countered that the KABC-
TV minidocumentary “was nothing
but a deliberate, calculated and blatant
enticement directed toward the Niel-
sen families for the sole purpose of
causing them to alter their customary
viewing habits and instead tune in to
KABC’s 11 p.m. news in numbers dis-
proportionate to the general viewing
public.”

Not so, says Holt

Nielsen also maintained in its filing
as defendant that KABC was vague
about when the minidoc would be aired
and said that while the purported pur-
pose of the Holt interview was to give
the background of people meters, when
the program came out “barely a word
was said” about it.

Nielsen’s lawyers argued against the
restraining order sought by ABC on
four grounds:

(1) Compelling Nielsen to publish
the disputed rating data—in which it
does not believe—is prior restraint on
freedom of speech and a viclation of
Nielsen’s First Amendment rights;

(2) publication of such data—
“known to be biased and inaccurate”—

would undermine Nielsen’s credibility;
(3) the injunction would violate Niel-
sen’s contractual rights not to publish
data Nielsen believes is biased;
(4) there is no “irreparable” injury to
KABC-TV.

The Minneapolis case

The Minneapolis suit differs from
the [..A. case in that WCCO-TV is
seeking damages and a permanent in-
junction locked on both the Gannett
Co. (owner of KARE) and Atkinson
Research. Damages sought are “in ex-
cess of $50,000,” that figure being the
top amount allowed to be specified in
filing suit in Minnesota, in order to dis-
courage exaggerated claims. Higher
damages can be collected, of course,
but the court determines the size of the
award.

Midwest Communications (owner of
WCCO-TV) charged that the defen-
dants, in mailing thousands of ques-
tionnaires, sought to rig Arbitron and
Nielsen data. The suit maintains that
the Atkinson Research mailing “im-
pacted a significant percentage of the
persons who comprised the survey base
and responded to Nielsen’s and Arbi-
tron’s May ‘sweeps.””

Count I of the Midwest suit alleges
unfair competition. Count 11 is based
on “tortious interference,” viz., the
charge that Gannett and Atkinson in-
terfered with WCCO-TV’s contractual
and potential contractual relationships
with advertisers and with Nielsen and
Arbitron.

In defending KARE’s activity in
mailing large numbers of question-
naires, Joseph Franzgrote, president of
the Gannett station, argued that in a
direct mail situation you have to send
out large quantities because of a small
return. “Usually you get back [-2%.
We got 2% back, which is in keeping
with research norms.”

Franzgrote readily conceded that
there was a promotional aspect to the
questionnaire and echoed Atkinson's
argument on the Nightline show that
combining promotion and research was
a new twist that others protested
against “because they didn’t think of it
first.”

He also made this point: “Let’s as-
sume [ cover 10% of the market with
questionnaires. If diaries are properly
placed, then my research should reach
10% of diary-keepers. But with (con-
ventional) promotion, you're trying to
reach 100% of the audience.”

But WCCO-TV’s Rupp feels the At-
kinson technique is a menace. *‘It's go-
ing to screw up the ratings system and
the government may get back into the
ratings business.” Meanwhile, the suit
gets into the business of depositions
August 4. o
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Network kidvid programs softer (rom page 59)

CBS opens the season by scratching
its first hour on Saturday morning,
Berenstain Bears and Wildfire, open-
ing instead with Furry Tale Theater at
8 o’clock and The New Adventures of
Mighty Mouse at 8:30. Furry Tale
Theater is from D.I.C. in association
with MGM/UA.

Mighty Mouse represents something
of a coup for CBS in that the network
lured veteran filmmaker Ralph Bakshi
out of semi-retirement on the east
coast to recreate a new generation of
Mighty Mouse. Bakshi started out in
the original Mighty Mouse films. Bak-
shi puts something new into the old
mouse.

Jim Henson’s Muppet Babies stays
put in the 9-10 slot as counterprogram-
ming against the remaining hour of
Smurfs on NBC. That’s followed at 10
o’clock with Pee- Wee’s Playhouse with
Pee-wee Herman from Pee-wee Pic-
tures. Pee-Wee proved successful last
season against the final half hour of
Smurfs in household ratings, perhaps
indicating its stronger appeal to adults
than to children.

Off-beat ‘Garbage’

Garbage Pail Kids, the controversial
spoof on the Cabbage Patch dolls,
bumps Teen Wolf at 10:30, as the latter
moves back to 11:30. Garbage Pail
Kids is an in-house production, which
may be one more reason CBS is catch-
ing so much press criticism over the
show.

But CBS’ Price says her decision to
air the in-house show has nothing to do
with greed. *It’s an off-beat comedy
that we think children will go for,” she
says.

Popeye and Son is the new 11 a.m.
entry filling in for the second half hour
of Teen Wolf. It's from Hanna-Bar-
bera in association with King Features
{the later has the rights to the Popeye
character). As in Mighty Mouse, Price

“Main Street”

has gone for the next generation of the
famous cartoon character as a way of
introducing kids to the classic cartoon
character.

Teen Wolf follows at 11:30 but is cut
back from an hour to a half hour. It’s
from Southern Star in association with
Atlantic releasing. Kidd Video wraps
up the slate for CBS, this a repeat of
the NBC kidvid series produced by
D.1.C. and Saban.

ABC: Back from dead

ABC came back from the dead last
season, having abandoned its attempt
to take the high road by aiming at the
older children’s audience. With NBC
and CBS going for the younger kids,
focusing on six-year-olds, ABC coun-
terprogrammed slightly higher, to
eight-year olds, and the result was a
disaster.

This season ABC’s Rushnell has re-
vamped the entire lineup, leaving no
timeslot unchanged and opting for
half-hour shows throughout the sched-
ule.

The Wuzzles from Walt Disney, has
been replaced as the 8 a.m. opening
with The Care Bear Family (Nelvana
Productions) which had been airing at
8:30. The new entry at 8:30 is Little
Clows of Happytown, from ABC En-
tertainment in association with Mar-

ABC came back from
the dead last
season, deciding

to abandon
the high road.

“CBS Storybreak”
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With

vell Productions. Clowns has a decid-
edly educational twist, says Rushnell,
emphasizing sound mental health,
Serving as consultants to the show are
Norman Cousins of the UCLA School
of Medicine; Dr. Arnold Hutschnecker,
a New York psychiatrist; as well as the
Institute for Mental Health Initiatives
in Washington.

That’s followed up at 9 o’clock with
the second new entry on the schedule,
My Pet Monster from Nelvana Prod-
cutions,

All New Pound Puppies, a popular
show with the tots from Hanna-Bar-
bera, moves out of its 10:30 slot to fol-
low Pet Monster at 9:30. Out of the 9-
10 a.m. timeslot is Flintstone Kids
which moves back to 11 o’clock in a
half-hour format.

Young Wizards, the third new show
on the schedule, this from Jason and
Menville in assocaition with Marvel
Productions, moves into the 10 a.m.
slot formerly occupied by The Real
Ghostbusters. A Columbia TV produc-
tion in association with D.I.C., Ghost-
busters moves to 10:30. It was ABC’s
top-rated children’s show last season.

The Flintstone Kids, from Hanna-
Barbera, has moved out of its 9-10 slot,
cut back a half-hour and inserted at 11.
That pushes The Bugs Bunny and
Tweety Show cartoons from Warner
Bros. back to 11:30 as a replacement for
the canceled All New Ewoks from Lu-
casfilms. Animal Crack-ups, produced
in-house and in association with Vin
DiBona Productions, is the final new
.show on the schedule, airing at noon.

‘ABC Weekend Specials’

ABC Weekend Specials, which had
been airing at noon, has been moved to
the bottom of the schedule at 1 p.m.
(where CBS and NBC have given the
time back to the affiliates), replacing
the canceled American Bandstand
from Dick Clark Productions (the show
found a new life in syndication).

The Weekend Specials again will fo-

-
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cus on adaptations of children’s novels
and short stories, including a three-
part pl’ndUL‘[ith of Here Comes the Lit-
tles, based on the canceled series The

An aspect of Saturday morning sure
to get attention will be ACTs

petition demanding the network news
organizations be required to program
at least a half-hour on Saturday
informing kids about world events,
citizenship and the like.

have over the vears been honored with
numerous Peabody awards and even a
few from Action tor Children’s Televt
<1on

year, NB(" News officials say, including
a trip to China and coverage of the
Olvmpics. His replacement will be Ma-
rin Shriver, who also will be co-anchor-
ing Sunday Today.

Can news units help?

Looking over the Saturday morning
slate, with the exception of ABUs
Health Shon and the Weekend Spe-
crrls, there's little that excites here,
and there s still the disturbing nssocia-

tion with commercially sold products,
I'he commercial tie-in issue 15 grist tor
Washington politics

Voother aspect of Sarturday morning
sre to get attention will be ACT s peta-
tion demanding the network news or-

Littles from D.LC I'he season opener will be Just « wanizations be required to program at
As the lead-in to Weekend Specials Regular Rid An ALDS Story, sched feast o half hour on Saturday inform-
ABC news will be offering The Health uled to air Wednesdav, Sept. 9 [t's ing Kids about world events, good citi

Show at 12:30. Produced in Washing
ton, the broadcast 1s hosted by Kath

renship and the like.
('S News had just such a unit «fn

from Diana Kerew Productions

le;en SUIIH\.'J I'I: .b\l't-h L'H[‘I‘t'\'pl‘-[‘ldc'[\f Gumbel exi’u ‘Main Streer e N ‘ 1, !:II' 1w |-: vh-'\il-l‘llrl'ir_‘d wh--n
George strait. The focus is on personal —_—— = Larry Tisch took control of the compa
health and fitness. NB("< highly accluimed Muan nv. AU s leader, Peegy Charren, says

In addition to being the only network Strvel, which airs on eight Tuoesdavs he will make the reinstatement of this
with input from its new division as a ‘ during the school vear, will start up
regular part of its Saturday morning | wain in September, but without ts Visch
schedule, ABU also is scheduling a I'he T

number of Afterschool Specials, which fay show eo-host has a full plate this

ikt o pssue i the tall, and wrge that
o the opportumty to become
vreal proneer Past performance would

dherwise, ]

popular host Brvant Guambel

s 1T Tow 1ot

LR DT A NOW WATLARBLE!
to gamble with
your health!

prize-winning
public sercvice
radio and (v spois. ..

Most people are conservative when it
chances Yt ”1"\" loss

winds when it comes o gam

comes o taking
reason to the
oling with the mostampartant possessions

they own ther health and life.

Now » of well-produced
publi amed at molivating
the pubhic to safeguard 11s health,

Order radio or TV
obligation.

a brand new sere
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Radio program takes the high road

hile the combined allure of
pictures, sound, color and
motion makes television to-

day’s principal Pied Piper for kids, for
better or worse, at least one woman,
Mary Perot Nichols, director of New
York City’'s WNYC AM-FM and TV,
sees children as one more fine opportu-
nity for radio to do its good works.

So good that Kids America, distrib-
uted nationally by American Public
Radio, not only wins Peabody and oth-
er awards but recently won General
Foods’ biggest public grant to date in
the name of its Kool-Aid Koolers. The
call-in show, aired live five evenings a
week, is “radio that listens and talks
back to kids,” says Nichols.

It’s produced by Keith Talbot,
aimed at the six to 12 crowd, and host-
ed by Kathy O’Connell and Larry Orfa-
ly. Kool-Aid Koolers is offering an edu-
cational in-school kit for teachers and
students that’s being test marketed in
fourth grade classes in Boston and
Pittsburgh to make the most of the
program’s “atmosphere of information,

“Blinky’s Fun Club”

“Happy the Ho"

insight, imagination and fun.”

Nichols says Kids America is the
only daily, live radio show for young-
sters heard nationwide. Kids partici-
pate by calling a toll-free number, and
producer Talbot says, “Everyone who
calls in is taken seriously. More than
anything else, kids just want to have
someone listen to them. This may be
one of the most important things about
this show.”

The show features music, special
guests, games and a variety of feature
segments that focus on history, math,
geography, science, language, litera-
ture and problem solving. And it’s
heard in 26 markets from New York to
Los Angeles.

Regular guests who visit Kids Amer-
tca include “The Duke of Words,” who
runs a spelling bee based on what he’s
picked up in his “world travels”; im-
provisational singer Susan Dias, who
creates songs on-the-spot for children
who call in and tell her about them-
selves; and “Dr. Rita Book.” She sug-
gests Interesting reading for kids.

TV stations

{from page 57)

share. Blinky earns this by strutting his
stuff before a live audience of pre-
schoolers and their mothers in a show
that has been running in Colorado
since it was launched in Colorado
Springs 20 years ago.

Blinky hosts a program of skits,
short features on safety and health,
and interweaves “some light educa-
tional content.” The cartoons are “soft-
er theatrical animation to appeal to
preschoolers,” says Shannon. “We stay
away from the muscled macho types
with all their heavy weapons.”

The soft animation includes Casper
the Friendly Ghost, The Pink Pan-
ther, Porky Pig and Woody Wood-
pecker. And as part of being a For Kids’
Sake station, Blinky makes personal
appearances at children’s hospitals,
schools and such events as the grand
opening of a children’s petting zoo at a
local amusement park.

Just hamming it up

At WSTM-TV Syracuse, program
manager Charles Bivins reports that
the cast of the STM Club, from 3 to 4
p.m., Monday-Friday, includes a ven-
triloquist, “a villain who acts as a foil,”
plus “a couple of station staffers who
welcome the chance to ham it up.”
Guests come in from the police depart-
ment to warn about strangers, kidnap-
ping and child abuse, and the show in-
cludes Group W For Kids’ Sake featur-
ettes on safety and health in addition
to the Club’s own warnings.

Bivins says that Wegman’s, a local
supermarket chain, sponsors McGruff,
the animated crime prevention blood-
hound, and Mc¢Donald’s sponsors Ron-
ald McDonald’s safety vignettes.

Ramblin’ Rod’s Cartoons has been
on KPTV(TV) Portland, Ore., for 21
years. [t's taped before a live kids’ audi-
ence and airs at 4:30 p.m. Program
manager Gordon White says he “could

Local kids’ shows

have ensured
indies’ cable
carriage, thanks
to pressure from
irate mothers on
the systems.
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Video packages a real turn-on (rom page 61)

Worldvision is highlighting what it
calls The Flintstones, the First Epi-
sodes. Available this month, the 96-
minute package contains the first four
TV episodes of the Flintstones ever
made, at $29.95 price, notes Devlin.

Sunbow combos

Some of the video companies aligned
with Sunbow Productions, producers
of G.I. Joe, Transformers and Jem,
among other syndication fare, also are
combining several of the TV shows into
packages, says Fred Cohen, executive
vice president of SP, as a way to meet
the heavy competition.

“A child seeing a
program over
many times is
simtlar to an
adult who listens
to his or her
favorite song on
the radio and
has a kind of
nostalgic feeling
about it...”

With prices of single episode videos
dipping on the retail level while bar-
gain packages are mounting, the mar-
ketplace has shifted from a rental to a
sell-through business, Cohen points
out. Obviously, one of the major rea-
sons for the increase in the sales of kid-
vid cassettes vs. rentals is that, with
retail prices tumbling, a video may be
purchased at fees as low as $8 or $9, not
that much more than a rental tab.
What makes the video sale so enticing
is that, because children like to watch
their favorite programs over and over
again, repeat rentals are unnecessary,
saving time and money on the parents’
side in the long run.

“A child seeing a program over many
times is similar to an adult who listens
to his or her favorite song on the radio
and has a kind of nostalgic feeling
about it to hear it played over and over
again,” notes Nancy Steingard, vice

president, Hi-Tops Video, company
which acquires, produces and distrib-
utes children’s videos.

She adds that while parents save a
lot of wear and tear in buying a video
preferred by the child, “it won’t work
for everything. It will work for the high-
ly recognized, high quality programs,
mainly.” Steingard is a firm supporter
of the sell-through concept, unlike, she
maintains, many other distributors.

“The profit margins are low on sell-
throughs,” she says. “But the manufac-

turing costs on either a rental or a sell-
through is exactly the same, if you
think about it. Also the market poten-
tial is much larger than rental. We have
many titles which cost more than 50
dollars at retail.”

But WHV’s Devlin says his company
is positioned for the rental market-
place. “You have to sell a lot of units to
make any substantial money on sell-
throughs,” he maintains, “and you’re
investment is much higher, considering
the special promotion and marketing
you have to give them.”

-—Robert Sobel
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AM STEREO-
TV STEREO...

Here it is...
The most recent sourcebook

available on the new sound in
AMradio and TV broadcasting!

[ ]
Audio enthusiasts discover the lat-
estinformation on all types of AMre-
ceivers with a focus on integrated
circuitry, electronic tuners, stereo
pilot signal, muli-reception receiv-
ers and more . . .

[ ]
A complete intro to multi-channel TV
sound is followed by a closer look at
Zenith's initial tests and proposal;
the XC-TV system; the dBs, Inc. Sys-
tem; EIAL Telsonics and Zenith En-
coder/Decoder and more . . .

Chapter Titles include:
¢ The FCC's Marketplace Decision
¢ Kahn/Hazeline and Harris Systems
* AM Stereo Transmitters/Receivers

* Introduction to Multichannel TV
Sound

+ Cable Problems and Buzz
. and More!

TV/Radio Age Books

1270 Avenue of Americas
New York, NY 10020

T-1932 Hardbound O $17.95
Paperback (] $12.95

Enclosed find $ for copies
of “AM Stereo and TV Stereo — New
Sound Dimensions™

double the size of Rod’s studio and still
not accommodate all the requests we
get from the Cub Scouts, Brownies and
the like.”

The show airs at 7:30 a.m., and White
says it pulls a 4/21 against Good Morn-
ing America’s 5/26 “which is killing
CBS’ new Morning Show.”

White describes Rod as “a relaxed,
Pied-Piper kind of guy who strums a
guitar, congratulates a birthday guest
each morning and hosts his Bugs Bun-
ny and Woody Woodpecker Cartoons.”
Guests have included Portland police
officers and fire fighters talking about
safety and a veterinarian and represen-
tatives from the humane society talk-
ing about pet care. White describes the
audience range as “from pre-school to
early teen, but 8 to 11 is probably the
dominant group.”

In Fort Wayne, Ind., Jeff Evans, gen-
eral manager at WFFT-TV, reports
that during the winter Happy the
Hobo, from 3:30 to 5 p.m., leads into
Leave It to Beaver, which is followed
by the Brady Bunch and Little House
on the Prarie.” This means we hold the
family audience straight through the
whole afternoon,” he adds.

Evans says Happy does his show in
front of an audience of 50 children and
about 25 mothers, telling jokes, doing
tricks, talking to each child in the audi-
ence, and introducing two non-violent
cartoons, the Smurfs and Scooby Doo.
He says Happy’s sidekick, Froggy,
“looks more like a real frog than Ker-
mit,” and hosts the station’s morning
cartoon hour at 7 a.m.

He says Happy “gets a 90% and bet-
ter” kids’ share here and is one of the
key reasons WFFT is still on so many
cable systems who wanted to drop as
many independents as they could, as
soon as the law allowed. “But every sys-
tem that tried to drop us was flooded
with phone calls from angry moms, so
we’re still all over cable.”

Half and half

Name
Addrass
City State
Zip
Payireet o Company P20 mist
cHoconnpanty onach o der
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[n Cleveland, Barnaby, half live and
half cartoons, at 9 a.m., Monday to Fri-
day, has been a children’s personality
since the '50s, “before there was a
WUARB,” says program director Ron
St. Charles.

Barnaby plays the ukulele, sings,
talks to the kids and does pantomine.
And he doesn’t hesitate to leave the
studio for interviews in the field on
such occasions as the circus or an ice
show coming to town. St. Charles de-
scribes Barnaby as a “wholesome char-
acter that most of our young mothers
here in Cleveland grew up with. a

Cable & syndie
(from page (60)

Recent activity at Showtime has cen-
tered on acquiring exclusive pay-TV
rights to a film package, Children’s
Storybook Classics, half-hour anima-
tion series, says Lori Kahn, manager of
film acquisitions.

The package, acquired from Devil-
lier Donegan Enterprises, will begin
running in September during Family-
ttme, Showtime’s fixed timeblock de-
voted to family programming. Cele-
brating its fourth year, the block runs
from 4-6 p.m. on weekdays and from 6-
10 a.m. on Sundays. Storybook Clas-
stes utilizes a number of film actors as
narrators. The Emperor’s Nightingale
is narrated by Glenn Close, and Meryl
Streep narrates The Velveteen Rabbit.
Other titles include The Elephant’s
Child, with Jack Nicholson doing the
storytelling.

All make their premieres except
Rabbit, which originally aired on PBS
last year. Continuing staples on Fami-
lytime are Faerie Tale Theater and
Shelly Duvall’s Tall Tales and Leg-
ends.

Nick’s got ideas

The basic cable service Nickelodeon
has already set the wheels in motion on
coproducing a firstrun children’s series
that will air initially on the service and
then wind up in syndication. The se-
ries, Count Duckula, will be produced
with Thames Television, and is de-
signed to go into syndication after the
Nickelodeon window, says Gerry Lay-
bourne, general manager and executive
vice president of the service. Syndica-
tion will be handled by D.L. Taffner
Ltd.

The planned coproduction of the
animation comedy series is considered
the next step of a long relationship with
Thames, which began with the launch-
ing of Danger Mouse (currently in syn-
dication via Taffner) on Nickelodeon
in 1984, points out Laybourne. She be-
lieves that one of the reasons for Dan-
ger Mouse getting into syndication is
because the service popularized it.

“Up until that point, Taffner had lit-
tle success in trying to sell the show on
the networks, she says, “and had even
attempted to enter the syndication
marketplace with the show. We were
the first American company to recog-
nize its value, and Nickelodeon’s airing
of the series has helped Taffner to posi-
tion it in the syndication marketplace.”

Generally, Laybourne says, most of
the firstrun shows produced by Nickel-
odeon are not appropriate for syndica-
tion. However, the service is looking to

(continued on page 108)
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In the Picture

Mark Bench

New chairman of New York
Market Radio Broadcasters
Association suggests ways
for local advertisers to use
radio more effectively, de-
scribes a much appreciated
promaotion and relates some
experiences as a U.S. dele-
gate to international broad-
cast conferences.

Sees ‘receptivity’ to radio that
makes time ripe for effective
sales efforts by NYMRAD

“The No. 1 priority for NYMRAD (New York Mar-
ket Radio Broadcasters Association) is to meet with
major local and regional advertisers to help them use
radio to solve some of their marketing problems,”
says Mark Bench, vice president, general manager of
WNSR(FM) New York and recently elected 1987-88
chairman of NYMRAD.

Bench is convinced, “The time has never been bet-
ter than right now. We sense a receptivity among ad-
vertisers today. We don’t have to explain to them
that radio works. They know it does. They just want
to know how they can use it more effectively.”

Bench notes, for instance, that there are retail
chains that do well in parts of New Jersey and New
England but may run into trouble getting distribu-
tion in the five boroughs of New York City itself. He
says radio people can help such chains expand distri-
bution, “and then radio advertising builds store traf-
fic. Some stations even have the selling power to
force distribution.”

Worldwide interests

While Bench’s concerns as head of NYMRAD are lo-
cal, limited largely to radio in the New York market,
his interests are so far reaching that he’s one of ra-
dio’s truly international men. It started when, as a
young volunteer Mormon missionary in Uruguay, he
was assigned to work with the media. It was from this
experience that he changed his career plans. “I had
wanted to become a lawyer,” he recalls. But here I
found that the media can be more powerful than the
law. The media can arouse conscience levels and per-
suade people to donate blood and to get involved in

worthwhile community projects. At WNSR we’ve dis-

covered that even New York City is not too large to
be a community.”

Last February, Bench flew to Geneva as the only
representative of private sector American broadcast-
ing at the World Administrative Radio Conference

on High Frequencies. Why Bench? Says he: “I got a
call from the State Department asking if I'd be inter-
ested in going. I said, “Sure, who wouldn’t be? But 1
figured there’'d be 100 other applicants and that
that’s about what my chances would be of actually
going—about one in 100.

“But then when I was selected I assumed someone
must have remembered that [ was the only one on the
American delegation at an earlier international con-
ference who knew Spanish well enough to warn the
head of our delegation about the big discrepancies in
translation between the Spanish version and the En-
glish synopsis—which saved our delegation a lot of
embarrassment.” In fact, Bench has been going to
United Nations and UNESCO conferences for years
to push for freedom of expression for broadcasters in
all countries.

Very personal medium

Back home, Bench sees radio becoming “increasingly
important to retailers as they realize what a very per-
sonal medium radio is. Listeners get closely involved
with the personalities as well as the music. The per-
sonalities reflect the listeners’ values, touch respon-
sive chords in their memories and provide a positive
environment for advertisers’ products.”

This, he explains, “is due to radio’s particular abili-
ty to reach different types of listeners through its
varied formats. This leads some to call radio frag-
mented. I call it targeted. So radio can’t be measured
by cost per point alone. A special promotion that
draws positive attention to clients provides them a
value that cannot be purchased at any price.”

Such a promotion took place on the Fourth of July
when WNSR took 160 Vietnam vets and their part-
ners from New York to Washington to visit the Viet-
nam Veteran’s Memorial Wall and attend the Wel-
come Home Concert, where such talent as Neil Dia-
mond, Stevie Wonder, Kris Kristoferson, and Crosby,
Stills & Nash performed. The station arranged for a
fife and drum corps and color guards at WNSR,
where the guests signed in. McDonald’s and Thum-
man’s Meats were participating sponsors, and WNSR
gave them mentions both during the week leading up
to the bus trip and during the week that followed.

Bench describes excerpts from some of the thank-
you letters and phone calls that came in from the ap-
preciative vets: “Many of these thank-yous men-
tioned McDonald’s and Thumman’s. One vet said,
‘Mark, every time I hear one of the tunes on the radio
that was played at that concert, tears well up in my
eyes as I remembered all of the wonderful emotions I
had that day. None of us will ever forget it as long as
we live. No one has ever done anything like this for us
veterans before. Thank you so much.””

He adds that the reaction was similar from nearly
all the vets who wrote in and called, and asks, “How
can you assign a cost-per-1,000 to reactions like
these? In the past, with a different format, we had
given away hundreds of thousands of dollars worth of
prizes and rarely received a thank-you note. Sure, a
bus convoy to Washington costs money. But what-
ever it costs, no one could buy the kind of goodwill we
generated for any amount of money.”
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Cabie & syndication (rom page 106)

syndicate a successful kid gameshow,
Double Dare, notes Laybourne. “As
part of our business plan, we always try
to get the best mileage we can from a
show, but we didn’t have anything suit-
able for syndication until Double
Dare.”

Because Nickelodeon is a subsidiary
of Viacom Enterprises, the syndicator
will get first crack at distributing Dou-
ble Dare. But, continues Laybourne,
“we know the concept is extremely ap-
pealing to syndicators. We have had
calls by a number of syndicators that
have expressed interest.”

Double Dare’s success is spawning
two additional children’s game shows,
according to Laybourne, which may
also see the light of syndication day at

some point. “Nickelodeon’s role is to
set trends in children’s programming.
Part of our mandate is to prove that
kids can appreciate more than one kind
of program.

“For years, broadcasters and syndi-
cators alike have felt that only limited
animation was right for kids. As trend-
setters we have to be ahead of the pack
with new ideas.”

The new game shows in develop-
ment, which Laybourne says tested
very well, are Finder’s Keepers (tenta-
tive title), which she describes as a half-
hour rampage through a treasure
house, to be produced in late Septem-
ber for an airing possibly in October;
and Zap Trap, a half-hour series to be
shot in early 1988. Laybourne expects

to keep on the gameshow track over the
next year, “until syndicators begin to
inundate the market with similar
things, which has happened before.
When that happens we will move on to
something else.”

Activity already is stirring in another
area. Laybourne says she has in devel-
opment “the first kids situation come-
dy set in a courthouse,” Kids Court,
which she hopes will get on Nickelode-
onin the late fall. “We're looking to get
on a few episodes at that time or in the
first quarter.” A new type of children’s
series launched recently by Nickelode-
on is drawing good children’s interest,
she continues, Rated K: For Kids, a
movie-review show in which children
do the reviewing.

USA Network, whose main program-
ming thrust centers on acquisitions,
is exploring original children’s copro-
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ductions with syndicators and produc-
ers as part of ongoing talks on all types
of shows.

Neil Hoffman, vice president, pro-
gramming at USA, says that while
nothing specific has been planned, the
company is open to partnership ar-
rangements on kid productions. “We
have a special division that deals with
firstrun and in the development of
original programming, so [ don’t know
the nature of the discussions with syn-
dicators,” he says. “But I believe that
children’s programming is involved.”

One of USA’s original programs is
Calliope, which will get new episodes in
the fall; and two inserts, In a Minute
and Kids Club. Minute is likely to get
fresh episodes as well, says Hoffman. In
any case, any new programming going
on USA will take up slots already filled
with kidvid. “We expect to keep the

same amount of time and any original
programs will be incorporated in the
current time periods,” says Hoffman.
However, he adds, a half-hour daily
may be added in the fourth quarter, a
heavy kid ad sales period.

On the syndication side, Harmony
Gold, for one, is looking to become a
player in made-for-cable program-
ming. According to Robert Lloyd, pres-
ident, domestic television, the compa-
ny is holding talks with a pay service on
coproducing an animated series that,
after a cable window, will go into syndi-
cation. He says if the project flies, it
will get a pay-TV launch in the fall,
1988.

In addition to a cable partnership
making economic sense, Lloyd believes
atie-inis important because he sees the
cable marketplace as growing in the
children’s area. “The ratings on chil-

dren watching services such as the USA
Network, the Disney Channel and
Nickelodeon are all growing,” he says.

At Claster Television, John Claster,
president, says that while the company
is primarily a distributor, it would en-
tertain ¢o-op production ventures with
a cable entity. At World Events Pro-
ductions, Brian Lacey, vice president,
general manager, notes the company
would be interested in striking up a
coproduction arrangement with cable
on original programming.

“In this day and age, you have to look
at all broadcast media to get product
exposed,” Lacey says. “Independent
stations oftentimes have difficulties in
knowing whether a new children’s pro-
gram will work. If the show worked well
in cable, it would be a strong endorse-
ment for the program’s future life on
commercial television.”—Rohert Sobel
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Washington Report

Charles Ferris
4 Former FCC chairman and

‘ now a partner in the law
firm Mintz, Levin, Cohn,
Ferris, Glousky and Popeo,
argues adoption of the Cable
Act in 1987 took away the
. FCC’s authority to reimpose
the syndicated exclusivity
rule.

Turner & sports interests
raise curious questions
on syndicated exclusivity

If a former chairman of the FCC is correct, the agen-
cy and Congress could be in for another battle, this
time over an issue in which Congress has shown little
interest so far.

More than 60 interested parties filed on the last
day of the FCC’s deadline for comments on its pro-
posal to restore the syndicated exclusivity rule that it
dropped in 1980 as part of a deregulation move al-
ready underway. Most of the filings were predict-
able—broadcasting interests and programmers most-
ly for it; and cable, satellite and associated telecom-
munications interests opposed. But some
broadcasters oppose portions of the proposal, and
sports interests have come up with a unique argu-
ment.

Even before he became FCC chairman, Dennis
Patrick made syndicated exclusivity the hallmark of
his administration. On Capitol Hill, senators and
House members have paid little attention to what
they otherwise consider an industry squabble.

But Charles Ferris, who was FCC chairman when
the syndicated exclusivity rule was abolished, sub-
mitted comments in behalf of Turner Broadcasting
System, suggesting that Congress could be dragged in
if the current FCC persists. Turner’s WTBS Atlanta,
occupies both sides of the street in the issue, being a
broadcaster and a cable-carried superstation, but
feels it has more to lose through its cable associa-
tions.

Ferris, now a partner in the law firm of Mintz, Lev-
in, Cohn, Ferris, Glovsky and Popeo, argues that the
adoption of the Cable Act in 1984 took away the
I*CC’s authority to reimpose the syndicated exclusiv-
ity rule. The act apecifically barred content regula-
tion, and Ferris argues that syndicated exclusivity is
content regulation.

Syndicated exclusivity also is related to “freedom

of contract,” he says, which also lies outside the pur-
view of the FCC. “Recent Supreme Court decisions
instruct that the public interest standard does not
provide a roving mandate for an agency to accom-
plish whatever goals it considers appropriate.”

Even if it had the legal ability to act, Ferris argues,
“it could not legally reimpose a cable programming
blackout in today’s environment. The burden is
clearly on the commission and supporters of regula-
tion to demonstrate that the commission’s well-
grounded decision in 1980, reaffirmed in 1984, was
incorrect. They cannot do so.”

Tribune Broadcasting, also a superstation owner,
joins WTBS in opposing syndicated exclusivity, even
though the company also owns and operates six inde-
pendent stations in major markets.

For its part, the NAB argues that widespread du-
plication of programming on cable systems and the
skyrocketing costs of syndicated programming, plus
the threat that the lack of exclusivity poses to local-
ism argue for a return to syndicated exclusivity. The
Association of Independent Television Stations
(INTV) argues that cable has become so prolific that
it is almost impossible for independent stations to
have an exclusive showing of any programming.

The only filer without an ax to grind was the Na-
tional Telecommunications and Information Admin-
istration (NTIA), a part of the Commerce Depart-
ment. As an arm of the Reagah administration, how-
ever, it tilts in favor of Hollywood, a supporter of the
return to syndicated exclusivity. Thus, it sides with
the FCC proposal.

NTIA’s chief, Alfred Sikes says, ‘“the new syndicat-
ed exclusivity rules should be uniform across all tele-
vision markets, and should not differentiate among
types of syndicated programming.” His recommenda-
tion would place the burden on the cable operator to
identify exclusively contracted programming and
black out or replace that portion of its distant broad-
cast signals.

Now just a minute

Wait a minute, says professional sports, in one of the
unusual arguments presented. Major League Base-
ball, the National Hockey League and the National
Basketball Association, argued that they share many
of the concerns that support reimposition of syndi-
cated exclusivity.

The trouble is, they say, the part of the proposal
that would allow substitution of live sports telecasts
for blacked-out syndicated programming. They fear
that cable systems will “cherry-pick live sports tele-
casts without incurring any additional copyright roy-
alty obligations.”

They are able to do that, the argument goes, be-
cause the 1976 Copyright Act states specifically that
when a cable system is required to omit programming
and allowed to substitute other programs, they have
no copyright obligations to pay for that program-
ming. Even if Congress does not get swept up by all
the special interests attached to the varying aspects
of the syndicated exclusivity proposal, only it can do
anything about the Copyright Act.—Howard Fields
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Dick Clark Productions presents “Thanks for Caring,” a two- Whoopi Goldberg, Reba McEntire, Elke Sommer, Lou Rawls,

hour tribute to CARE, which has been providing relief and Yogi Berra and many more.

development worldwide for over forty years. Designed to make the weekend of August 28, 29th, 30th a
“Thanks For Caring” features a cavalcade of talent that Weekend of Caring, “Thanks For Caring” will be a major

reads like a who's who in Hollywood. Hosted by William television event throughout the nation!

Shatner, Robert Guillaume and Morgan Fairchild, Available on an advertiser-supported basis with 12

this star-studded entertainment spectal features TH ANKs minutes for national sales and 12 minutes for local

Ben Vereen, Lena Horne, The Fifth Dimension, sales, “Thanks For Caring” is the most spectac-
Pat Morita, Rich Little, Pia Zadora, Dick Clark, FOR CAR ING ular CARE package your audience will ever see!

A Tribute to CARE Distributed by @GABT

SERVICES, INC.

—
dick clark productions, inc. 360 Madison Ave. New York, NY 10017 (212) 557-0055
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