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WHEN YOUR CASH
IS ON THE LINE.

It's no secret that nattonal spot dol-
lars have become tougher to come
by. At Torbet Radio, we've made a
habit of grabbing more than a fair
share for our client stations. By sell-
ing creatively and aggressively—
which is the only way to win in
today's changing radio marketplace.

We know what you need and how to
get it. Some folks, though, will guar-

s RADIO
-I- REPRESENTATION

antee the moon but glve you just a
song. We don't buy that act, and yo!
shouldn't elther. At Torbet Radio,
we earn you maximum spot dollars
with superior representation.
PROFESSIONALS I
WIN MAXIMUM

NATIONAL DOLLARS Torbet Radi

TORBET RADIO
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Danforth brings forth must-carry proposal
Hallmark buys SICC TV station group
Special Report on Radio

SENATOR STEPS IN O Missouri senator John END OF THE LINE O FCC apprehends Captain
Danforth offers must-carry proposal that calls for Midnight, part-time employe of central Florida
greater carriage of broadcast signals than exists teleport. PAGE 90.
in compromise before FCC. PAGE 32.

STATION SALE O Spanish International
TAFT SHIFT O Taft Broadcasting repositions top Communications Corp. sells five television stations
management. PAGE 36. to Hallmark Cards for $301.5 million. PAGE 91.
ABC'S OF NETWORK RADIO O Three ABC radio HILL ADVICE O House Republicans urge Corporation
networks continue dominance in RADAR report. for Public Broadcasting to move ahead with
PAGE 37. proposed content analysis. PAGE 92.
SAME OLD SONG O Debate continues before House TOP SPOT O Turner Broadcasting System taps
Copyright Subcommittee over music licensing MGM executive Robert Mayer to run film library.
issue but there is no breakthrough in sight. PAGE 93.
PAGE 38.
RADIO 86 O The reports of radio’s demise that have CAMPAIGN CONUNDRUM O Sacramento, Calif.,
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“Special Report” on the state of the aural medium  PAGE 94.
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among stations is causing greater emphasis on
syndicated product, as evidenced by the number NAB’S QUIET MAN O National Association of
of program suppliers—including some new Broadcasters general counsel, Jeff Baumann,
faces—whose mini-profiles appear on PAGES 70-79. brought a background in FCC law and an interest

in policy decisions to his NAB post. He has
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on. PAGE 86. membership. PAGE 119.
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Hometowr: action

While TV networks continue to plead
hard times and try adjusting to low
inflation rate, local TV sales market is
livelier. According to Television Bureau of
Advertising. local station sales in first
quarter were up average 13% over year
ago, despite softness in same areas like
Southwest. hit by falling oil prices. Final
figures aren’t available yet. but there has
been no indication that local sales were far
off that mark in second quarter. By
contrast, Broadcast Advertiser Reports puts
network sales up only 2.1% through May
(although May alone was up more than
4%). Spot market. by some estimates. is
up about 8% through May over ycar ago.
One reason for gains in local market is
that softer network and spot markets leave
more inventory for stations to fill. Some
also speculate that new players in station
ownership are beeting up their local
selling not only because local ts one
market segment they can control. but also
because they need to boost revenue to
service heavier debt loads.

Public service

Making rounds at FCC last week on
must-carry were members of Television
Operators Caucus. which is advocating
adoption of industry compromise but with
special provision for public broadcasting.
Caucus is promoting proposal that would
guarantee mandatory carriage of one
public station on all cable systems as well
as waive compromise’s viewing standard
for that station. In addition. TOC is
suggesting guaranteed carriage of two
PBS signals on cable systems with 54 or
more activated channels. TOC feels its
proposal gives special treatment to PBS in
way that will improve chances of passing
court muster. Broadcasters are basing plan
on data they say shows that 72% ADI
communities have only one PBS station.

Bearish about spot

If latest projection on national radio cycle
curve charted by Vince Bellino. executive
vice president, McGavren Guild Radio, is
correct, national spot business, which has
been floundering all year (see page 52),
may not rebound until second quarter
1987. Historically. curve. which Bellino
has prepared since 1974, shows national
radio advertising alternating from upward
to downward mode every 22 to 26 months.
Billings, according to chart. have been

experiencing gradual decline since early
1985. are expected to hit low point
during first quarter next year before
starting back up.

Really big show

Radio-Television News Directors
Association is preparing for annual
conference Aug. 26-29 in Salt Lake City,
but has found itself with exploding trade
show as well. Concurrent exhibit’s floor
space has shot up 35% following last
year's 20% growth and will total more
than 50,000 square fect with indoor and
outdoor booths. Number of companies in
attendance has increased to 150 from 120
two years ago. with most prolific exhibit
category being information-programing
services. Satellites may dominate at this
year's electronic news marketplace, with
satellite-dclivered services on display by
more than 20 companies and satellite
newsgathering vehicles from at least 14
others.

Meeting at McDonald’s

Fast-food restaurants may become de
riguenr for lobbying FCC commissioners
over lunch these days. FCC General
Counsel Jack Smith. prompted by inquiry
from Commissioner Patricia Diaz Dennis,
has been advising FCC officials not o
accept entertainment or gifts from
interested parties that exceed $35. Law
says commission officials can't accept
gifts or lunches of more than “'nominal
value.” Smith is offering $35 as rule of
thumb.

Money against drugs

National Association of Broadecasters
exccutive committee last week renewed
association’s commitment to fight alcohol
and drug abuse by allocating more than
$100.000 for continuation of its national
public service campaign. Committee
approved long-range plan for campaign
that will run through 1988 and involve
community action plans. public service
announcements and congressional
participation.

Conus-san

Satellite newsgathering catalyst Conus,
Communications could find its cooperative
notions spreading to Japan. According to
one Japanese source, Conus-like network
is likely to emerge within that country’s
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television industry by 1988, and Japanese
from broadcast networks. space
communications companies and other TV
industry firms, have been knocking on
door at Hubbard Communications-owned
Conus for discussions on how to start
satellite news cooperative. No agreement
has been reached with Japanese at this
point, according to Conus spokesman, but
company is interested in Japanese venture
and may have something more to report in
next several months.

Pieces on hold

Although many conflicts between owners
of privately held media companies have
been resolved through buyouts of
minority shareholders or sale of entire
company. some contlicts linger
unresolved. Forty-percent owners of CBS
affiliate. WNEV-TV Boston. are still trying
to sell their shares in station at what they
consider reasonable price. Bids by
outsiders to buy entire station have been
rejected by majority shareholder. David
Mugar. who has right of first refusal on
minority shares until 1993. Those
wanting to sell are finding it difficult to
find buyer who is content to be minority
owner for long term.

And in St. Louis. while Pulitzer
Publishing sets up financing to buy shares
of dissident shareholders, 20% of
company is still caught in dispute between
certain family members and Alfred
Taubman. Bloomfield. Mich.-based
investor who holds option to buy shares.
Taubman suit against company and family
members he feels misled him, is still
before court, with hearing set for Aug. 15.

High command

In interview last week, FCC Chairman
Mark Fowler said that President Reagan
had personally asked him to accept
another term. “The President is quite
aware about the progress some of his
appuintees have made,” Fowler said. “I'm
pleased that he feels that way.” Fowler
also thought his FBI background check
that must precede his official nomination
was nearing completion. But Fowler, who
can sit without Senate confirmation until
end of 1987, apparently does not feel need
t0 be confirmed any time soon. “It’s
possible too because of so much else on
the plate that I might not even be able to
gel a hearing this year,” Fowler said. It
might go over to the early part of the next
Congress, but it's fine with me, however it
works.”
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Senate eyes scrambling

Concerned that backyard dish owners in ru-
ral areas will be unable to secure de-
scramblers and subscribe to scrambled ca-
ble services at reasonable prices, Senators
Wendell Ford (D-Ky.) and Dale Bumpers (D-
Ar1k.) last week introduced a new piece of
legislation. The bill (S. 2666), a watered-
down version of an earlier bill they inro-
duced, would require the FCC to set a stan-
dard for the scrambling of cable satellite
programing so that all services could be re-
ceived with one descrambler and to open an
inquiry into the home satellite marketplace
to see if scrambied programing is being
made widely available at “competitive
prices.” Unlike the earlier bill (8. 2290}, the
new one would not require the FCC to regu-
late programing rates and descrambler
prices if they were found to be unfair or
unreasonable.

In intreducing the new bill, Bumpers said
he was principally concerned about the ruzal
dish owners. “The costs for premium pro-
graming. . .to dish owners beyond a cable
system remain far above those in the city
and for no good reason,” he said. While a
rural dish owner may have to pay $35 a
month for the scrambled serviceson an ala
carte basis, he said, his counterpart in the
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city can get the same services in a package
from the local cable operator for $25 to $30 a
month. “This is outrageous and must be
stopped.” he said. “Clearly, a competitive
market would not yield such a disparity.”

Bumpers said his new bill represents a
compromise. “] know many were concerned
that the FCC would have to regulate prices
for either decoders or programing, and we
are not calling for that with this bill.”

The bill would also require the Justice De-
partment to report to Congress on its on-
gomg investigation into the home satellite
marketplace within six weeks of enactment.
“We simply want to know if our antitrust
laws are being viclated and, if so, is any-
thing being down about it,” Bumpers said.

Taking over

American Cablesystems Corp., Beverly,
Mass., has agreed to purchase Communi-
Com, a financially troubled cable system
serving 10 communities in and around Los
Angeles, for $70.4 millicn “free and clear of
all indebtedness,” it was announced last
week.

CommuniCom, whose franchises encom-
pass 410,000 homes, curently counts
54,000 basic subscribers. American Cable-
systems has 320,000 basic subscribers in
five states.

The deal, subject to approval of the 10
franchising communities, including the city
of Los Angeles, is expected to close no soon-
er than the spring of 1987. In the meantime,
the agreement provides for American Cab-
lesystems to manage the systems.

"Our company feels fortunate to be able to
become involved with the CommuniCom
systern at this stage of its development,”
Steven B. Dodge, chairman and chief execu-
tive officer, American Cablesystems, said in
a prepared statement. “We will benefit from
the present direction of the company and
applaud the efforts of the management team
and employes of CommuniCom in establish-
ing that direction.”

PPV revelations

Tests of an impulse pay-per-view system
conducted over the past four months by
General Instrument's Jerrold Division and
cable systems of four MSO's may be de-
bunking industry preconceptions about the
technology, according to the Hatboro, Pa.-
based company.

"Everything we are learning seems to res-
tructure the preconceived industry notions
about pay per view,"” said Ken Nimmei, di-
rector of programing for the project, known
as Cable Video Store, which has shown con-
sumer buy rates 10-20 times higher than
industry expectations.

Among the findings: A large percentage
of buys occurs after an event begins; basic-
only homes are buying more programing
than multipay subscribers; older films are
competing equally with newer releases;
high buy rates continue after two or three
months of showings; viewing is heaviest
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during cff-hour time periods, and pay churn
is decreasing.

The focus of the tests has been the cable
equipment manufacturer’'s own experimen-
tal “store-and-forward” impulse PPV tech-
nology, Nimmer said. Unlike more tradition-
al phone-based PPV, the Jerrold system
provides last-second authorization tc all
subscribers ordering the service with re-
mote units. The technology was first tested
for 90 days last year by a Group W cable
system in Burmnsville, Minn., and was suc-
cessful enough to attract the attention of
other MSQO's, he added.

Curzent tests began last April with four
other cable operators—American Cablesys-
tems in Newburyport, Mass.; Harron Com-
munications in New Haven, Mich. (Detroit);
Cablevision Industries in Foxboro, Mass.,
and McCaw Communications in Medford,
Ore.—and Nimmer said more cable sys-
tems, including Storer Cable in Columbia,
Md., and United Cable TV in Hacienda
Heights, Calif., are expected to jcin.

For the tests, Jerrold is using movies pro-
vided by major studios and distributed 24
hours a day via Satcom IV, transponder 16.
Viewers at some 300 homes in each system
(approximately 100 basic-only homes, 100
with one pay service and 100 with multipay)
can select from the 99-cent-to-$3.99 pro-
grams at any time from five minutes before
the show to 30 minutes into it, and the chan-
nel is provided unscrambled for a two-min-
ute preview at the beginning of each event,
said Nimmer.

According to initial results, 45% of sub-
scribers purchase events after they have
started, contradicting the assumption that
subscribers need time to plan their viewing
and order in advance, the company said. Of
the purchases, 35% were made while the
signal was unscrambled and 10% after the
scrambling began.

Basic-only subscribers are buying 40%
more programing than multipay subscrib-
ers, Nimmer said. The company's research
showed many basic-only subscribers pre-
viously had pay TV but later dropped it in
faver of videocassette recorders, and Nim-
met said that while the "toughest sale” for a
PPV service is anew VCR owner, the easiest
is someone who has had a VCR for more
than six months and “has grown tited of
picking up and returning rented tapes.”

Program buying is spread throughout the
entire subscriber base, Nimmer said, with
more than 80% purchasing at least one
event a month, while less than 20% bought
more than five.

The project's combination of “early win-
dow" movies and older films has shown the
two to be about equal in preference, while
the data demonstrates high buy rates even
for films with a limited number of showings
and for those into a second o1 third month of
showings, Nimmer said. The majority of
puichases are also being made outside
prime time and weekend slots, with 55%
made during weekdays, in contrast to vi-
deocassette rentals, which are concentrat-
ed on weekends.
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#1 Rating/Early Fringe

#1] Abilene-Sweetwater/ KRBC-TV
#1 Baton Rouge/WAFB-TV

#1 Billings/ KULR-TV

#1 Boise/KBCI-TV

#1 Buffalo/WIVB-TV

#1 Champaign-Springfield/ WAND
#1 Cincinnati/ WCPO-TV

#1 Colorado Springs/ KOAA

#1 Des Moines/KCCI-TV

#1 Evansville/WEHT-TV

#1 Fort Wayne/ WANE

#] Greenville-Spartanburg/ WSPA-TV
#1 Idaho Falls/KIDK-TV

#1 Indianapolis/WISH-TV

#1 La Crosse-Eau Claire/WKBT-TV
#1 Lima/WLIO

#1 Mason City/ KIMT-TV

#1 Milwaukee,/WISN-TV

#1 North Platte-Hays/ KNOP-TV
#]1 Omaha/WOWT

#] Pittsburgh/KDKA-TV

#] Quincy-Hannibal/WGEM-TV
#1 Reno/KCRL

#1 Rochester/WHEC-TV

#1 San Diego/KFMB-TV

#1 Shreveport/ KTBS-TV

#1 Sioux City/KTIV

#1 Spokane/KHQ-TV

#1 St. Louis/ KSDK

#1 Tampa-St. Petersburg/WTVT
#1 Washington/WDVM-TV

#1 Rating /Daytime

#1 Albany GA/WALB-TV

#1 Amarillo/KVII-TV

#1 Anchorage/KTBX-TV

#1 Burlington-Plattsburgh,/ WCAX-TV
#1 Cedar Rapids/ KCRG-TV

#1 Charlotte/WBTV

#1 Chattanooga/WTVC

#1 Dallas-Fort Worth / WFAA-TV

#1 Flint-Saginaw/WNEM-TV

#1 Greensboro/WFMY-TV

#1 Hamisburg-Lancaster/ WGAL-TV
#1 Harrisonburg/WHSV-TV

#] Hartford-New Haven/WFSB-TV
#1 Helena/KTVH-TV

#1 Joplin-Pittsburg/ KSNF-TV

#1 Lincoln-Hastings/ KHGI-TV

#1 Medford-Klamath Falls/ KTVL
#1 Minneapolis-St. Paul/WCCO-TV
#1] Norfolk/WTKR-TV

#1 Orlando/WCPX-TV

#1 Roanoke-Lynchburg/WDBJ-TV
#1 Rockford /WIFR-TV

#1] Sacramento/KCRA-TV

#1 Salt Lake City/KUTV

#1 San Antonic/ KSAT-TV

#1 Tyler/ KLTV

#1 Wichita-Hutchinson/ KSNW-TV
#1 Youngstown/WKBN-TV

Source: Nielsen/Cassandra Rankings May 1986
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Some of the most watched stars in television
history are now available in Premiere 2. Michael
Landon. Diahann Carroll. John Ritter. Michele Lee.

" Ed Asner. Veronica Hamel. Jane Seymour. Peter
Strauss. Penny Marshall. Loni Anderson. Stephanie
Zimbalist. Leonard Nimoy. o name just a few

Twenty-two starpowered, high impact, 2-hour
movies. With provocative, promotable plots—perfect
for highly exploitable, audience building theme weeks.

Premiere 2. lelevisions brightest stars, shining
- in Twentieth Century Fox productions. Backed by
a powerful promotion package. To deliver the ratings
you get only from movies made for television.

 STARPOWER MOVIES
MADE FOR TELEVISION
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Restrict ownership?

The ranks of those calling for the FCC to
consider imposing ownership restrictions
on cable MSO’s have expanded to include
the Association of Independent Television
Stations, the Motion Picture Association of
America and the National League of Cities.

In comments at the FCC, MSQ's, the Na-
tional Cable Television Association and the
Department of Justice, however, have made
their opposition known.

At issue is a petition for rulemaking by
Satcom Inc., a small Montana cable opera-
tor, that is recommending that no entity be
permitted to own systems serving more
than 50% of the subscribers in any state or
more than 25% of the nation's cable sub-
scribers (BROADCASTING, June 23).

The NLC has already gone on record rec-
ommending more stringent standards: that
no cable system be permitted to control or
own systems serving more than 20% of the
nation’s cable households or more than 40%
of the households in a local access and
transportaticn area (LATA) (BROADCASTING,
July 21). LATA's are regions, roughly com-
parable to metrcpolitan statistical areas, in
which telephone service is considered local
for regulatory purposes. There are 161 LA-
TA's in the U.S.

In comments at the FCC last week, INTV
said it was "imperative” to consider whether
an ownership rule was required. "It is clear
there is cause for concern,” INTV said. “The
new technologies which most believed, a
few years ago, would undermine cable's
monopoly status have fallen by the wayside
or failed to materialize. The must-carry
rules, which served as a type of 'separations

policy’ to insulate cable’s antenna function
from its competitive advertising and pro-
graming functions, have been struck down
and their future is uncertain. A handful of
cable MSO'’s are consclidating their power
over not just broadcasters, but independent
programers as well.”

In further comments, MPAA said that as-
suming that concentration of system owner-
ship continued to increase at half the rate of
increase between 1982 and 1986, the five
largest MSQ's will control access to 46.6% of
all cable subscribers by 1990, up from 29.4%
in 1982. MPAA also said that the rapid rise
in cable ownership concentration had al-
ready caused “serious harm” to the public
interest by directly contributing to a reduc-
tion in the diversity of program services
available to the public. “The largest MSQ's
are now able to use their excessive power in
the program supply marketplace to restrict
the availability of new cable program net-
works to all cable systems and subscribers,”
MPAA said. "New cable networks unable to
meet the demands of the one or two largest
MSO's simply cannot gain enough sub-
scribers to become viable.”

Cable USA Inc. said the top 10 MSQO's and
their major stockholders owned or controlled
most of the cable program sources. "Just by
the sheer size of an MSQ, it can insure suc-
cess or failure of a program source,” Cable
USA said. "NBC's ill-fated news network
failed because of one MSO's lack of support.
Some large MSO's are buying programing in
an oligopolistic manner. Their intimidating
demands are diverting the programing fi-
nancial load to the smaller operators. The
small cable operator has seen the cost of
programing grow dramatically in the last
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several years. If the trend continues, many
will be forced to sell to the major MSO's.”

Media Access Project said the questions
raised in Satcom's petition were “serious
enough to warrant thorough review by the
commission."

Henry Geller, former head of the National
Telecommunications and Information Ad-
ministration, echoed that concern.

The Department of Justice, however,
urged the FCC to deny Satcom's petition.
“If, as Satcom aileges, competitive problems
are created by particular acquisitions or
conduct of multiple system cwners, those
problems can be better addressed under the
antitrust laws and existing commission
rules,” Justice said.

Tele-Communications Inc., the nation's
largest MSO, said cable’'s ownership re-
mained unconcentrated and played cnly a
“limited role” in the “highly competitive” en-
tertainment/information markets. “Indeed,
substantial benefits could be achieved
through increased multiple system owner-
ship,” TCI said.

Time Inc., cwner of the nation’s second-
largest MSQO, American Television & Com-
munications Corp., and Home Box Office
Inc., said, among other things, that the
commission lacked jurisdiction to impose
multiple ownership limitations on cable.
“Limiting cwnership of cable systems would
also not further either of the twin objec-
tives—promoting viewpoint diversity and
avoiding undue economic concentration—
that the commission has identified as being
served by multiple ownership rules,” Time
said. “Restricting the total number of sys-
tems under common control would simply
have no effect on the diversity of viewpoints
available in any local community, the sole
focus of the commission’s diversity analy-
sis. Similarly, the existence of entities own-
ing multiple cable sytems has not led to the
creation of improper economic power. Cable
systems operate in a competitive market-
place in which they are only one ameng
many purveyors of communications and en-
tertainment services.”

Heritage Communications Inc. said Sat-
com had not advanced anything but “specu-
lative and unsubstantiated” reasons to sup-
port adoption of restricticns, “and has not
established the need for such rules given
the presence of the antitrust laws and the
protections for insuring a competitive mar-
ketplace contained therein.”

NCTA said there were no new circum-
stances that undermined an earlier decision
by the FCC rejecting multiple ownership
rules for cable, “and there is no reason to
revisit the issue in yet another rulemaking
proceeding.”

Public TV must-carry problems

The National Association of Public Televi-
sion Stations announced that 30 public sta-
tions have been dropped by cable systems
since the FCC's must-carry rules were found
unconstitutional in July 1985. “These in-
stances are significant since they all come
in a period when the cable industry’'s own
leadership has urged a 'go-slow’ attitude
with cable system operators regarding
drops,” said NAPTS President Peter Fan-
non. He urged the FCC to "halt this trend”
when it considers new must-carry rules on
Aug. 7, and said the FCC “can and should
mandate assured cable carriage of all local
public television stations.”



Another
Standing Ovation

Outstanding Talk or Service Program:

Patricia McMillen, Executive Producer; Gail Steinberg,
Senior Producer; Lorri Antosz Benson, Janet Harrell,
Marlaine Walsh Selip, Susan Sprecher, Producers.
Qutstanding Host in a Talk or Service Show:
Phil Donahue

DONAHUE

There’s only one Donahue. And he’ still number one.
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The weekly half-hour Comedy Magazine that
defies gravity. . .featuring an ensemble cast of
the hottest new comic talents and weekly cameos
by the most popular laughmakers. Produced by
Gaylord Productions.

Corner the laugh market with syndication’s fastest
selling comedy show. Available on an Advertiser-
Supported basis.

o FRIES DISTRIBUTION COMPANY

a subsidiary of Fries Entertainment Inc.
Contact your Fries Distribution representative today.

6922 Hollywood Bivd. Regional offices:
Los Angeles, CA 90028 New York 212-593- 2220
213-466 -2266 Telex: 3781675 FDC  Atlanta 404 -231-0119
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KeyServe Group O Carpet cleaning
service plans four-week flight to start in
early August in markets still to be
determined. Commercials will be
scheduled in daytime and fringe slots.
Target: women, 25 and older. Agency:
Elkman Advertising, Bala Cynwyd, Pa.

FDL Foods O Various food products will
be promoted in three-week flight
starting in mid-August in 26 markelts.
Commercials will be placed in day and
fringe periods. Target: women, 25-54.
Agency: GrantiJacoby Inc., Chicago.

SCM Corp. O Glidden Paints division

will be focus of one-week flight to start in
mid-October in about 100 markets,
including Indianapolis, San Francisco,
Seattle and Washington. Commercials
will be positioned in fringe, news and
prime access periods. Target: adults,

.. = -] \ s/ A L

Backstage. The Westwood One Radio Network hosted an advertiser party for network
clients before the Bob Dylan/Tom Petty concert at Madison Square Garden in New York.
Westwood is sponsoring the national Dylan/Petty tour. Pictured are (I-r) Gary Schonfeld,
Eastern sales director, Westwood; Michael Skoletsky, SSC&B Advertising; Mrs. Joe De-
preta and her husband, who is with Marschalk Advertising, and Ron Hartenbaum, VP
advertising sales, Westwood.

=
i

markets in Southwest. Commercials will
be presented in all dayparts. Target:
adults, 18-54. Agency: Lowe, Runkle &
Co., Cklahoma City.

25-54. Agency: Meidrum & Fewsmith,
Cleveland.

5, ———— ————|
Sonic Restaurants O Four-week flight is RADIO ONLY

set to break in early August in about 10 Beverly Enterprise O Campaign in eight

SULLIVAN
SOLVES.

By finding and recruiting outstanding exec-
utives who are exactly right.

Right for their assignments. Right for their respon-
sibilities. Right for the specific business styles and
environments of their new companies.

A Sullivan search is based on over twenty years
of experience in communications. It is thorough,
careful, and totally discreet.

From group presidents to general managers,
many of the most successful executives in the
broadcasting and cable television industries
today were found and recruited by Joe Sullivan
& Associales.

For a confidential discussion of your executive
requirements, call Joe Sullivan today.

JOE SULLIVAN & ASSOCIATES, INC.

EXECUTIVE SEARCH AND RECRUITMENT
340 W. 57 St., New York, NY 10019 (212) 765-3330

The person you describe is the person we’ll deliver.
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markets is set to begin in late July and
run.through early December, with hiatus
of three to six weeks. Commercials for
retirement centers will be carried in all
dayparts. Target: adults, 50 and older.
Agency: Schaefer Advertising, Valley
Forge, Pa.

Columbia Paint Co. O Four-week flight is
scheduled to be launched this week in
about 20 markets. Commercials will be
presented in all dayparts. Target: adults,
25-54. Agency: Sage Advertising,
Helena, Mont.

Osterman’s Jewelers O Advertiser is
beginning Bridal Month promotion in
September for three weeks in about 20
markets, including Cincinnati and Erie,
Pa. Commercials will be used in daytime
and early fringe segments. Target:
adults, 25-49. Agency: Stone, August &
Co., Birmingham, Mich.

T RapiO&TY [ —

Farmland Foods 0O Bacon product will
be spotlighted in one-week campaign
starting in mid-August in 14 markets,
principally in Midwest. Commercials will
run in all time segments. Target: women,
25-54. Agency: Farmland Advertising,
Kansas City, Mo. (in-house agency).

Washington State Lottery O Campaign
through end of September will consist of
one-week flights, off and on, in eight
markets in state of Washington, including
Spokane and Yakima. Commercials will
be placed in all time periods. Target:
adults, 25-64. Agency: Borders, Perrin
& Norrander, Seattle.

Family Media O Savvy magazine



IE GREENING
OF AMERICA}

On June 6th, Gumby and Pokey- premiered period programming, building audience
across the country on a select number of share week by week.

leading independent stations. Take a look at the numbers.

And from the first week out of the gate, You’ll see that we’re not bending
Gumby and Pokey rode past previous time the truth.

New York - WNYW" Monday-Friday 3:00PM Los AngEles « KTTV Manday- Friday 3:30PM

May '86 June 8 June 16 Jue 23 May *86 June 9 June 16

Philadelphia + WTAF  yics-es saoaw

GUMBY and PDKEY e Copyrjhn. 1383 Ast. Chribey

_ IDNMAR—Telepgctures




launches campaign in top 30 markets, dayparts. Target: women, 25-49.
using network radio, spot radio and Agency: IGC/Direct Response Network,
spot television. Commercials willruninall  Union, N.J.

Broadcasting Publications Inc.

Founder and Editor
Sol Taishot (7904-1382)

INd 2 Vantage

Need space? Television Bureau of Advertising is making available space for about 15
exhibitors at its 1986 annual meeting in Los Angeles, Nov 17-19. Roger Rice, president of
TVB, said small number of exhibitors “makes it possible to provide maximum exposure and
high-visibility to each.” There were 12 exhibitors last year, including computer software,
research, sales training and sales incentive organizations.

]

Spiralling costs. Survey conducted by Association of Natlonal Advertisers among member
agencies shows that average cost of producing single television commercial climbed 29%
from 1984 to 1985. ANA noted that for first time average cost per commercial rose above
$100,000 level, to $124,930. Survey was based on responses to guestionnaires sent to 75
association agencies. Main reason for increase was said to be increase in time required to
shoot commercial. ANA said it found 10% increase in working hours—from 12.9 hours in
1984 to 14.2 hours in 1985. ANA found that increase in working hours seemed to stem from
more complex commercials and attempts to improve production and executional quality.
ANA study indicated there was not strong general upswing in cost control activity at agencies
but production cost issues assumed greater importance at agencies when direct client
initiatives were taken. Copies of report are available from ANA, 155 East 44ih Street, New
York, 10017. Cost is $5 per copy to members and $10 to nonmembers.
a

NAD’s rulings in June. National Advertising Division of Council of Better Business Bureaus
resolved nine chaltenges to national advertising in June, including five on television.
Reviewed and found substantiated were TV commercials for Ragold Inc. (Sugar-Free
Velamints) and Union Carbide Corp. (Supercharged Energizer alkaline battery). Modified or
discontinued were television commercials for American Airlines, Hasbro Inc. and Procter &
Gamble (skin lotion).

a

Big on radio. One of fastest-growing categories in radic advertising is convenience stores
classification, which, according o Radio Advertising Bureau, reached $23 million in 1985,
This contrasts with $9.8 million in 1982, RAB says. Kenneth J. Costa, vice president for
marketing information, RAB, notes that 86% of convenience stores owned by oil company
outlets (Apolle Qil Ce., Kent Oit and Charter Market Co.) are radio advertisers. Costa adds
that 95% of independent convenience stores, such as Circle K Stores, Dairy Mark or Corner
Food Stores, are substantial radic advertisers. By far leading advertiser in convenience store
sector 1s 7-11 Stores, owned by Southland Corp., which invested $18 million in radio in 1985
accoerding to Costa.
O

RAB salutes creativity. First annual Orson Welles Creative Radio awards have been
presenled by Radio Advertising Bureau. Eleven U.S. radio stations and one Canadian were
honored by RAB for best station-written-and-produced radioc commercials in various
business categories. Winners and their categories were: wocD-aum-Fm Grand Rapids, Mich.,
auto dealer; kwtO(FM) Springfield, Mo., supermarket; wsasiav) Louisville, Ky,
hardware/building; wLeC(am) Sandusky, Ohio, computer; CHrmFm) Calgary, Alberta,
department station Clothing; wctorm) Melville, N Y., jewelry; kMGR(Fv) Salt Lake City, banks
and savings and loan institutions; wcmR(am) Elkhart, Ind., hospital/health care, KPCB(FM)
Rockport, Tex., overall quality and creativity, wCTC(am) Somerset, N.J., and kwiz-Fm Santa Ana,

Calit., shopping centers.
The national Catholic

‘Dﬂda association of communicators
The 1986 Gabriel Aunnds

| honoring radio and television programs that enrich their
| audiences through a values-centered vision of humanity.

Forty-nine categories for local and national programs, plus
Stations-of-the-Year Awards and Personal Achievement Awards.

Deaclline. tor Entries: AUGUST 1, 1986

For information:

Gabriel Awards Office, Merrimack College

North Andover, MA 01845 (617/683-7111, ext. 190)
Mr. Jay Cormier, Chairman
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It really is a jungle out there. And in that jungle,
Otari’s MTR-10 audio machine gives
vou the ammunition you need to stay

. alive—like three speeds, micro-
' processor control, a built-in cue
+ speaker, and an optional ten-
memory autolocator.

The MTR-10’s “creative arsenal”
helps you keep pace in the tough,
competitive world of broadcast.
Whether you're doing spots, editing,
or working “live”, this rugged machine pro-
vides the features you'll need for the recording
tasks of tomorrow. As one of our customer’s put
it, “Everything I even think I want to do, [ can do
on this machine.”

Now add Otari’s legendary reliability and
customer support, and your chances of survival
become even more certain.

Has a good business decision ever been easier
to make? From Otari: The Technology You Can
Trust.

Contact vour nearest Otari dealer for a demon-

stration, or call Otari Corporation, 2 Davis Drive,
Belmont, CA 94002 (415) 592-8311 Telex:
9103764890
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A television advertising commentary from Michael Hauptman, National Communications Corp., Greenwich, Conn.

‘Integrated’ TV commercials:
the best of both worlds

The big news in television commercials dur-
ing the past year has been the emergence of
the 15-second spot. Much has been written
on the likely impact of these commercials on
the medium and the advertising community.
But another trend now taking shape in televi-
sion commercial creativity has thus far gone
virtually unreported but has the potential to
affect the medium to an extent at least as
significant as that of shorter spots. This
trend involves a new breed of TV commer-
cials that ] call “integrated” spots because
they successfully combine the disciplines of
so-called “general” advertising with those of
direct marketing in a single unit of television
advertising. Such commercials may be the
ultimate expression of a well documented
trend in the advertising business, one in
which the diverse worlds of general and di-
rect-response advertising are slowly but
surely coming together to produce cam-
paigns that are more effective and more effi-
cient than those that call upon one discipline
or the other.

To Lester Wunderman, chairman and
chief executive officer of Young & Rubi-
cam’s direct marketing group, this “coming
together” is merely a return to the one-on-
one communication that characterized com-
merce in pre-industrial America, *“when all
marketing was direct and all marketing com-
munications were relevant. .. when one
man’s problem was brought directly into
contact with another man’s solution.” To
Wunderman, the development of the com-
puter and the electronics of the 1980’ are the
driving forces that are restoring the old rela-
tionship between producer and consumer,
interrupted by the advent of mass production
and mass marketing.

In fact, the term “integration” as applied
to the amalgam of general and direct-re-
sponse advertising belongs to Robert Cher-
ins, then president of McCaffrey & McCall
Direct Marketing, since promoted to the
presidency of the general agency of the same
name {a move itself indicative of the trend
we're identifying).

Early in 1985, in a presentation in Mon-
treux, Switzerland, Cherins used the term to
define the newest phase in a series of steps in
which the two separate streams of thought
(general advertising and direct response) be-
gan to come together through merger and
acquisition, internal development and final-
ly, “integration” as “direct marketers and
general advertising people [from] the same
agency sit down together in teams, offering
their clients a true interdisciplinary approach
to their challenges.”

Edward Nash, president of BBDO Direct,

Michael Hauptman is president of National
Communications Corp., a Greenwich, Conn.-
based management and marketing services
company for the electronic media specializing
in direct response advertising. His
background in broadcasting and advertising
includes serving as vice president of ABC
Video Enterprises, vice president-in-charge of
ABC Radio Enterprises, senior vice president
of ABC Radio Division and various marketing,
advertising and promotional positions at
Group W.

of chemical change that results when disci-
plines of general advertising and direct mar-
keting combine in a single campaign that is
neither of one discipline nor the other, hav-
ing been transformed into a new discipline
with characteristics all its own.

It should be added here that the placing of
an 800 number on a piece of general adver-
tising does not make a direct-response com-
mercial. Nor is there anything new about
direct-response advertising with superior
production values. But there is definitely
something new about the new wave of fully
integrated television commercials. Three
campaigns, in particular, epitomize the
genre,

The first is the Ally & Gargano campaign
for MCI, in which well known personalities
including Joan Rivers, Burt Lancaster and
Merv Griffin focus with humor, conviction
and contentiousness on MCI’s main com-
petitor—AT&T—for the hearts and minds of
residential telephone users. The campaign is
credited with establishing MCI as a major
force in the highly competitive residential
telecommunications market. The spots posi-
tioned MCI as an aggressive, hard-nosed
competitor—and they “pulled” like crazy.

Second is the very unusual and effective
corporate communcations effort by Lowe
Marschalk for W.R. Grace & Co. Marschalk
designed a television commercial to make
the federal deficit into 2 human-level prob-
lem—a personal issue. It did it first with a
newborn baby in a nursery being presented
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with a bill for his share of the national debt.
The next commercial in this series was so
“gut level” that the major networks rejected
it as “too controversial for treatment in a
commercial.”

Marschalk’s reward for personalizing this
normally dry subject—120,000 requests for
a booklet with ideas on reducing the national
debt.

Finally, there is the good-natured Austra-
lian Tourism series featuring amusing and
memorable glimpses of the land down under
through the eyes of Paul! Hogan, without a
doubt one of Australia’s most engaging per-
sonalities. Hogan’s infectious “'G’day” gen-
erated more than 600,000 requests for infor-
mation on visiting Australia and a 55%
recall score from the eight U.S. markets that
carried the campaigns.

What is the common thread that connects
these seemingly unrelated, but all creative,
advertising campaigns? Simply the exis-
tence of their success on two levels simulta-
neously. They are superior direct-response
commercials, as measured by the traditional
benchmarks of direct-response advertis-
ing—quality and quantity of response, cost
per order, “back-end” performance, etc.
And they are superior television commer-
cials, as measured by the traditional stan-
dards of general advertising—awareness,
recall, image projection, etc.

Whether these commercials, tn tact, rep-
resent continuation of the broader trend and
whether, at some point, every successful
television commercial will seek to effective-
ly combine the various elements of these two
disciplines in a custom mix uniquely appro-
priate to product and marketing objective,
only time¢ and the success of these cam-
paigns and others like them will tell.

Clearly, it is in the best interests of those
of us who make our living from advertising
in the electronic media to encourage and
nurture such a trend. A successfully integrat-
¢d commercial is a more powerful selling
message and a more productive one than a
general commercial. Greater advertising
productivity in the face of constantly rising
costs and clutter is a goal well worth the
effort. If that goal is achieved in television,
the medium is assured of continued growth
and prosperity.

There is another factor that should moti-
vate us to seek this Holy Grail. Direct mar-
keters spent $30 billion for advertising in
1983 (the latest available figures), of which
only 1.4% was spent in the electronic media.
Commercials that successfully integrate di-
rect response elements and achieve direct-
response goals will be supported by direct-
response budgets. These budgets will, by
and large, be new to the electronic media and
Just could represent the single most impor-
tant area of future advertising revenue
growth of the next decade. 2]
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