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The newest idea in childrens
programming is 100 million years old.

Created by Michael E. Uslan.

Executive Producers: Benjamin Melniker
and Michael E. Uslan.

Animated by DIC Enterprises.

An RCA Video Production in association
with Columbia Pictures Television.

©1986 Cotumba Peiures Tetevrsion, danson of CP1 Holdings, bne. AN s resaved

65 half-hours available Fall 1987.
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COLOR THEM HOT!

In city after city, the color classics are proving to be a hot
property. Turner’s dazzling new 24 film/24 month package has
already been cleared in more than 88 markets.

Drawn from our fabulous MGM and Warner Brothers film

libraries, the color classics include...

“Yankee Doodle Dandy” “Maltese Falcon” “Sea Hawk”
“42nd Street” “Captain Blood” “Dark Victory” “White
Heat” “The Charge of the Light Brigade” “The Fighting
69th” “The Roaring Twenties” “Destination Tokyo” “The
Prince and the Pauper” “Across the Pacific” “Battleground”
“Carbine Williams” “The Stratton Story” “Action in the
North Atlantic” “Father of the Bride” “G-Men” “They
Drive By Night” “They Died With Their Boots On” “Knute
Rockne- All American” “Sergeant York” “High Sierra’

Now is the time to book the film series that combines the
lure of legends with a spectacular new colorization process.
Call Turner Program Services today and color your ratings
successful.

TURNER PROGRRM SERVICES

©1986 TPSI
One CNN Center Box 105366 Atlanta, GA 30348-5366 404-827-2085




New York  WABCIV*  LosAngeles  KHJ-TV*  Chicago WIS-TV**  Philadejphia  KYW-TV*

MON-FRI 7:30Pm MON.FRI  7:30 PM MON-FRI 11:30 Pm MONFRI 4:30 PM
116 RATING 19 SHARE 5.5 RATING'Y SHARE 4.8 RATING/14 SHARE 11.3 RATING: 30 SHARE

{Oct. °85 Ent. Tonight {Oct. "85 Dallas {Oct. 85 Sale-Century {Oct. '85 Newlywed Game
9.0 RATING/15 SHARE) 4.0 RATING6 SHARE) 4.0 RATING/13 SHARE) 9.0 RATING/21 SHARE)

+29%/+27%  +38%/+50%  +20%/+8%  +26%/+43%

Wash, D.C  WILA-TV**  Boston WCVB-TV*  San Francisco  KGO-TV**

MON-FRI  9:30 AM MON-FRI  11:00 AM MON-FRI 7.30 Pm
3.2 RATING/16 SHARE 3.4 RATING 18 SHARE 8.6 RATING 15 SHARE
{Oct. ‘85 Tic Tac Dough {Leud-In Good Day {Lead-In News
3.0 RATING/12 SHARE) 2.5 RATING/16 SHARE) 6.8 RATING/1] SHARE)

oTHa33%  #IT9eI3% +26%415%

Dallos KXAS-TV*  Denver KMGH-TV*  Miami WPLG-TV**  Atlonta WsB-Tv*

MON-FRI  2.30PM MON-FRI  3:00 PMm MON-FRI  7.00 PM MON-FRI 11:30 AM
6.1 RATING 21 SHARE 4.4 RATING/18 SHARE 9.6 RATING 17 SHARE 4.9 RATING 18 SHARE
{Oct. ‘85 Sale-Century {Lead-In Guiding Light {Oct. ‘85 Headline Chas. {Oct. ‘B5 People’s Court
5.0 RATING/19 SHARE) 3.2 RATING/13 SHARE) 3.0 RATING/5 SHARE) 2.0 RATING/16 SHARE)

#22%+11%  #38%/+38%  +220%/+240%  +145%/+13%
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TELEVISION SYNDICATION

Source: *NSI **ARB 9/15/86-10/14'86  Atlgnto = 9 25/86- 1071486 1786 CENTURY TOWERS PRODUCTIONS, (NC. ALL RIGHTS RESERVEI
{Regularly Scheduled Time Periods; Minus Special Programming) -
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The course of network HUT levels
Special Report on the BBC’s 50th TV anniversary
“At Large” with USIA’s Charles Wick

NUMBERS PUZZLE O Network executives try to convention. PAGE 62.

pinpoint drop in ratings figures with sampling

problems among the suspicions. PAGE 35. IN VOGUE O In wake of tax law changes, master
limited partnerships are gaining popularity as

ROADBLOCK O Networks reject latest financial financing tool. PAGE 66.

interest proposal negotiated with Hollywood.

PAGE 37. FOREIGN FARE O Loosening of government
restrictions on marketplace gaining momentum in

IN PLACE O NBC completes its checkerboard Europe, as Intelevent 86 attests. PAGE 68.

schedule for next fall. PAGE 38.
EXCHANGE PROPOSAL O U.S -Soviet officials

GOLDEN TONES OF THE BBC O British Broadcasting discuss exchange of spokesmen on each other's

Corp. celebrates the 50th anniversary of its media. PAGE 70.

television service. BROADCASTING examines how '

the world'’s oldest television network is meeting the FIRST TIME AROUND O SMPTE's show at new

challenges of tomorrow. PAGE 43. location, New York's Jacob Javits convention
center, experiences first-time growing pains. PAGE

COSBY FACTOR O Comedian Bill Cosby is among 71.

those involved in prime time projects for Fox for

next March. PAGE 54. WICK AT LARGE O USIA director Charles Wick
discusses the expansion of Worldnet and charts

WINNING NUMBERS O World Series games help its role in the world tomorrow. PAGE 78.

NBC to easy ratings victory, making it five for five

this season. PAGE 54. RATE REVIEW O Burgeoning Atlantic Cable Show
hears panelists caution against 100 great an

HIGH STAKES O Silverman-Farr duo to produce 100  increase in cable rates. PAGE 81.

episodes each of two first-run syndicated half-

hour sitcoms. PAGE 55. NBMGC CONFAB O Winfrey, Robinson, Dawson among
speakers at National Black Media Coalition. PAGE

SECOND THOUGHTS O Group W's Bill Baker says 87.

Nielsen should reconsider its move to convert to

people meters by 1987-88 season. PAGE 56. CUSTOMER SERVICE D A sensitivity toward the
cable subscriber has been one of the hallmarks of

ANA AGENDA O Mergers among the chief topics of ~ Comcast Cable President and CEO Robert

concern at Association of National Advertisers Clasen. PAGE 111.
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The STAR TWO collection is a programmer’s

dream! ’lbpnotch Enmumny d Oscar winning stars a complete selectt

give great performances in good films at most reas: quality on-air Spots-

onable prices: Take a good look at STAR TWO -
And STAR TWO's promoﬁonal blems without sacrificing

kit contains all the
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Circling RKO

As of late last week, 25 outsiders had
expressed interest in bidding for some or
all of 13 RKO General Inc. stations
currently subject to settlement
negotiations, and parties to proceeding
have been given names of their
representatives. FCC mediation squad has
been asking outsiders to hold off until
parties make it clear they want to talk.
But word had it that one outsider is aiready
trying to cut deal for RKO's WGMS-AM-
FM Washington. It still hasn’t been
determined how offers from outsiders will
be formally considered. There has been
some talk of holding auctions for each
market, with RKO and license challengers
determining how to divvy up winning bid
among themselves.

Staying put

Question of continuity at National
Association of Broadcasters has been
settled in one regard. John Summers, 56,
senior executive vice president for
government relations, has advised
President Eddie Fritts that he’s good for at
least three more years as association’s
chief lobbyist—declaration that was
received enthusiastically. Development
was especially welcomed in face of
imminent resignation of Susan Alvarado,
one ol NAB’s three government relations
vice presidents, who has responsibility
for congressional liaison. Alvarado will be
political consultant.

Orphan Annie

Major victim of CBS cuts last week was
research department, which dismissed 34
people, leaving 41 professionals to
monitor radio, owned television stations
group and television network. While
basic unit measuring TV network audience
was left untouched, important part of
CBS heritage was shown door. Company
has reportedly decided to eliminate
“Litile Annie,” program-testing system
begun in 1937 by CBS president
emeritus, Frank Stanton, in conjunction
with famed sociological researcher, Dr.
Paul Lazarsfeld. System tested new shows
by bringing in people off streets to
screening room where they pushed
buttons, pro or con, to register feelings
about series pilots. Screenings were then
followed with questionnaire and focus-
group-type questioning. One outsider’s
book on CBS assessed Little Annie’s
impact: "It has had as big an influence on

the daily lives of Americans as instant
coffec.” CBS will now farm out program
testing, although it may not use cable
viewers as do NBC and ABC.

Through the curtain

At request of President Reagan, Charles
Wick, United States Information Agency
director. consulted with FCC Chairman
Mark Fowler last week on ways U.S.
might be able to take Soviet leader
Mikhail Gorbachev up on offer to stop
jamming Voice of America (see story
page 70). Gorbachev is asking for
broadcast access to U.S. public. It’s said
that among possibilities Wick and Fowler
discussed was Soviet lease of satellite
transponder 10 make audio and video
signais available to broadcast stations,
cable systems and dish owners here. They
also discussed possibility of permitting
Soviets to purchase time on U.S. TV and
radio stations. Either proposal would

require Soviets to provide reciprocal access.

Once tried

USIA director Charles Z. Wick’s proposal
tfor a U.§.-USSR swap ot AM programing
(see page 70} is not new jdea. Reciprocal
programing has been discussed over years,
but Russians have never been willing to
make any of their frequencies available to
U.S. although USSR programing has

been heard on AM radio in U.S. Some
years ago, late Gordon McLendon,

station group owner known for innovation,
carried Radio Moscow on some of his
stations. But programing suffered fate
some feel could befall Soviet programing
placed on U.S. stations as result of U.S.-
USSR agreement—poor ratings followed
quickly by cancellation.

e

Still talking

Second round of talks between All-
Industry TV Station Music License
Committee and American Society of
Composers, Authors and Publishers
occurred in New York last Thursday (Oct.
30). Parties are trying to settle dispute over
blanket license fees broadcasters pay for
music rights in syndicated television
programs. TV committee has been
seeking repeal of blanket license in
Congress and is likely to continue fight
next year when 100th Congress convenes.
(Sign that TV committee is gearing up
for long haul is evident by recent
solicitation of funds mailed 1o its
members.) Rate court trial is also
scheduled for May 1987.

Broadcasting Nov 3 1986

Laboratory

Walt Disney Company will use Disney
Sunday Movie to test ideas for future
series again this year. First “pilot” ideas
this year will be *Ask Max,” which
appeared on Nov. 2, starring Jeff B. Cohen
(“Goonies”); and *“The Leftovers,” on
Nov. 16, starring John Denver and Cindy
Williams. During last season, Disney
Sunday Movie “Last Electric Knight”
became series Sidekicks, now airing on
ABC Friday schedule. ABC would have
right of first refusal on “pilots.”

Boomlet

Network radio sales for fourth quarter
will continue brisk pace, posting 8% to
12% gain over same period year ago—
albeit somewhat lower than double-digit
increases registered in first three quarters
of 15%, 16% and 24%, respectively—and
entire year will record revenue increase
of 15% to 17% to approximately $380
million, according to poll of network
sales executives. Radio Network
Association reports that network ad
expenditures in fourth quarter 1985
reached $89,456,359. Thus far in 1986
(January through September), network
business is up 18% to $283,305,206.

Checkers

MCA-TV is now one first-run sitcom shy
of producing all ingredients for first-run
sitcom checkerboard on its own. Along
with Charles in Charge, Bustin’ Loose
(both in association with Tribune
Broadcasting) and Out of This Worid (now
cleared in 50% of the country including
NBC-owned stations), fourth first-run
sitcom, The O’Briens, will be produced
by Arthur Annecharico’s Arthur Company,
in which MCA Inc. bought interest not
long ago. Annecharico also completed
pilot on MCA-TV’s other offering for fall
of 1987, comedy-game show for late
night.

Two-speaker ‘Today’

NBC News's Today is now in stereo,
following quiet conversion last Friday, Oct.
31. Show is first network stereo
production in morning daypart and first
full-fledged stereo effort for NBC News,
which also plans to use technology during
this week’s election night coverage.
Switch got litile ballyhoo, however,
coming as added benefit of new $5-
million control room at 30 Rock studios,
complex project with no firm on-air date.







¢ “Ripley’s Believe It or Not!” TV’s most unique,
promotable series.

e A worldwide institution — over 70 years of popularity.
And an awareness level of 9 out of every 10 people.

® Delivers women, men, teens and kids — in early
fringe, late night and weekends.

e Available in both hours and half-hours.
e Hosted by Jack Palance.

Q p)s I e
Believe ItorNot/ |....J....

= - Telévi
It will make a believer out of you. suncrofhe el

© 1986 Columbia Pictures Talevision. 8 dvision of CPT Hoidings, Inc. Ali nghts reserved
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Regulatory review

On opposite sides of a discussion of some of
the regulations and legal issues affecting
the cable industry at the Atlantic Cable
Show last Wednesday (also see page 81},
were Bill Finnerman, chairman of the New
York State Cable Commission, and Harold
Farrow of Farrow, Schildhause & Wilson.
Finneran called cable a “benevolent monop-
oly” and said that a city’'s or city council's
granting of an exclusive franchise gives the
cable franchise value. There would be “cha-
os” if the government were out of the cable
business, Finnerman said. The govern-
ment's parceling process has "bestowed on
cable its intrinsic value,” he said. But Far-
row said that the government did not have
the right to “auction off First Amendment
rights” and that the prospect of competition
should not be so frightening that cable
would be willing to “give away" those
rights. He said also that franchises have ter-
mination dates and when they are reached,
an operator must then buy back the right to
a franchise, bargaining in an “auction atmo-
sphere” to keep what he already owns. Far-
row called the franchising process a “cor-
rupt and corrupting process.”

Also participating in the discussion was
Richard Wiley of Wiley, Rein & Fielding,
who said that despite “a very favorable” der-
egulatory climate, the FCC is “alive and well
and still operating.” Wiley reviewed differ-
ent issues affecting cable, including must-
canry. He said that despite the granting of
new authority under the 1984 Cable Act, it
was “unlikely” that the FCC would issue any
new regulations, except perhaps those con-
cerning must carry. On the A-B switch, Wi-
ley called it largely a “nonsolution to a non-
problem,” adding that it was an “alternative
scheme to having a must-carry rule.”

Tom Rogers warned the cable operators
that the “potential is there” for cable to lose
some of its recent deregulatory advances,
particularly because cable is “a hybrid medi-
um” and touches on many cother industries
and major policy issues upcoming before
Congress. One issue Rogers termed a “cable
versus cable” issue is rate deregulation. He
said that policy makers will be watching the
cable industry closely to see if the new cable
pricing structures benefit consumers. He
also warned of massive “grass-roots revolts”
among consumers if a perception is created
that the only way to get cable programing is
to pay high prices for it. A large enough
outcry could bring more regulation, he
warned.

Turner offers Goodwill

Ted Turner has something new to sell the
cable industry: the 1990 Goodwill Games.

Speaking at a Washington Metropolitan
Cable Club luncheon last Wednesday (Oct.
29), Turner said that Turner Broadcasting
System will spend between $70 million and
$80 million to preduce the games, but ex-

pects to recoup only between $25 million
and $30 million in advertising revenues. To
make up the difference, Turner said, he is
asking cable operators to ante up $1 per
subscriber. (Today, according to industry
estimates, there are around 40 million cable
subscribers.) TBS reported losses of $26 mil-
lion from the 1986 games in Moscow, which
were co-sponsored by the Soviet govern-
ment.

Unlike the 1986 games, which were
broadcast by independent television sta-
tions as well as TBS's superstation, WTBS(TV)
Atlanta, Turner said, the 1990 games will be
shown exclusively for cable on WTBS.

The games aren't the only thing Turner is
selling cable operators. For the past several
weeks he has been trying to garner their
support for his plan to deliver a package of
National Football League games to cable.
During his speech, he talked about the im-
portance to putting the NFL on cable.

In his speech and in informal discussions
with reporters afterward, Turner also criti-
cized the new must-carry rules adopted by
the FCC last August, suggested that cable
operators, in realigning their channels,
spread out broadcast signals across their
entire channel lineup and replied to protests
against the colorization of some of films in
TBS's libraries.

“It would be a real shame for the cable
industry not to take a hard swing. . .and try
to get at least a piece of the NFL,” Turner
told the cable club members. “Even if we
try, the odds are slim we will get it. If the
NFL can stay with the broadcast networks
for Monday Night Football, [it] probably will
because [it likes] the prestige. Right now,
there is still prestige with being on network
television. That really makes me angry be-
cause I would like to see the prestige on
cable television.”

Cable has an opportunity to get the rights
to some games because the broadcast net-
works are losing money on their current
deals with the NFL and are looking to pay
less when the contracts come up for renewal
next year, Turner said after the speech.
“And [NFL Commissioner Pete| Rozelle's
salary isn't going down,” he said. “He is
going to need as much money or more."

Turner acknowledged that the NFL might
be encouraging cable to bid for the games
simply to increase its leverage with the
broadcasters. “That's OK,” he said. "At least
we are in the game.”

Turner has proposed the formation of a
cooperative of cable operators that would
raise money to acquire rights and hire TBS
at cost to produce and promote the games
and sell advertising. The participating oper-
ators would share the advertising revenue
and TBS would benefit from the prestige
and promotional value of having the NFL
games broadcast over WTBS (BROADCASTING,
QOct. 6).

Asked about the industry response to the
proposal, Turner said operators are “consid-
ering us as we sit here. This is all hush-hush
stuff. The whole thing has gone under-

Broadcasting Nov 3 1986
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ground.”

TBS's suit challenging the constitutional-
ity of the must-carry rules was one of two
that led a federal appeals court t¢ declare
the rules unconstitutional in the summer of
1885. So it is not surprising that Turner dis-
favors the new rules. "l am opposed to rein-
stitution of must-carry rules of any type on
the grounds that they are intrinsically
wrong,” Turner stated.

Amoeng other things, the elimination of
the original rules, permits cable operators to
realign their channels for marketing rea-
sons. Turner rebuked the Association of In-
dependent Television Stations (INTV) for
trying to take away the operators’ newly
won right to shuffle channels.

Turner offered his opinion on how opera-
tors should arrange their channels. Opera-
tors who are bunching all their broadcast
signals along with the major basic cable ser-
vices on the low channels are making a mis-
take, Turner said.

“You are really putting the other 20 cable
channels at a serious disadvantage and you
are stil making the broadcasters real
strong,” he said. “You are really discriminat-
ing against some of your newer channels
that might come on and be very strong.”

Operators should spread the broadcast
signals out “"equally throughout the spec-
trum,” he said. With such an arrangement,
he said, every channel—broadcast or ca-
ble—would “have an equal opportunity to
be viewed.”

Turner said he was unprepared for and
somewhat baffled by the protest against
TBS's colorization of 100 vintage black-and-
white motion pictures (BROADCASTING, Oct.
27). "1 really for the life of me cannot under-
stand it,” he said. “I mean I don't tell [direc-
tor] John Huston what color to paint his
house.”

Turner said he plans to continue to color-
ize the films, saying it makes the films more
attractive to advertisers. “I think we are
within our rights to do so,” he said. “In fact,
I'm positive that we are.”

All in all, Turner said he was sanguine
about the cable industry. “Maybe we have
as many problems as we used to, but it
doesn't look like it to me. Things are much
smoother, not nearly as rocky as they were
in the early days."

Three go for photoclassifieds

Three more cable systems—Post-News-
week Cable's system in Modesto, Calif.,
United Cable's system in Englewood, Colo.,
and Heritage Communications’ system in
Des Moines, Iowa—have installed Cable Ad
Channel Systems with the intention of get-
ting into the “photoclassified ad" business.

The system, which is being marketed by
NuCable Services (a joint venture of NuMe-
dia Corp. and Tribune Media Services), en-
ables operators to produce the video class-
ifieds, schedule them and produce traffic




*»

CRALY EDDIE,
THE
NORTHEAST'S

#1 HOME
ENTERTAINMENT
RETAILER
ANNOUNCES A
NEW BEGINNING!

World Oof -
Home Entertamment

CRAZY EDDIE GUARANTEES YOU!

% Generous Revenue Sharing! % A Proven Track Record! % Customer Satisfaction!
% The Best Brand Name Merchandise! % The Absolute Lowest Prices Anywhere!
* The Nations # 1 TV Spokesperson! % Crazy Eddie’s ©wn Fulfillment Center!

* In-House State-Of-The-Art Production Facility!

CRAZY EDDIE GUARANTEES HIS CUSTOMERS!

% The Absolute Lowest Prices Anywhere! % Extended Warranties % Customer Satisfaction!
* The Largest Selection Of Brand Name Merchandise Anywhere! % All With USA Warranty!
% Live Operators To Receive Your Calls! % Toll Free 800 Customer Service Line!

% Fast And Efficient Order Processing! % 30 Day Price Protection Policy!

% Games, Prizes, Free Glifts And Fun!
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and billing reports.

According to NuCable, Cable Ad Channel
classifieds are now available to nearly half a
million cable subscribers.

Doing its bit

Just about every segment of the cable in-
dustry is gearing up for National Cable
Month (April 1987). The Cable Television
Public Affairs Association is no exception.

The CTPAA, which comprises 130 of ca-
ble's public affairs and public relations
professionals, has planned a series of work-
shops for local general managers and mar-
keting managers on how to help promote
cable through local media and leaders. The
workshops will be held Feb. 18-20 at Los
Angeles’s Sheraton Premiere hotel.

“National Cable Month is an important
development, and we hope to buttress the
industry initiative by providing local cable
operators with improved public relations
tools and skills,” said CTPAA President Dick
Holcomb in a prepared statement. “The as-
seciation is offering assistance to cable op-
erators to help them build an effective on-
going communication with the local media
and consumers.”

Captioning PSA’s

Showtime, which has been a leader in
bringing closed captions for the hearing im-
paired to cable, has produced two public
service announcements educating consum-
ers about captioning and providing a toll-
free number (800-528-6600) for more infor-
maticn from The Natiocnal Captioning
Institute in suburban Washington.

Showtime began airing the spots on Oct.
10. It's making them available to its affiliates
through its monthly promo feed and to
broadcasters who air captioned programs.

“Showtime is creating a wonderful oppor-
tunity for the hearing impaired,” said John
E.D. Ball, president of the National Caption-
ing Institute, which produces and promotes
the captions. “There are an estimated 6.4
million Americans who could benefit from
captions. Surely, this public awareness ef-
fort will reach many individuals who want to
know more about captioning and where
they can obtain TeleCaption I decoders.
Neatrly 160 hours of all television programing
each week have closed captions, but the
hearing impaired cannot enjoy them unless
they own a TeleCaption II decoder.”

interconnect for nation’s capital

Is it time for a cable interconnect for the
cable systems around Washington? High In-
dustries thinks so.

The diversified, Lancaster, Pa.-based cor-
poration has announced the formation of
D.C. Cable Interconnect to provide advertis-
ing sales for Washington-area systems. Eric
B. Lund, former executive director of the
Cable Adnet in Hershey, Pa., has been
tapped to head the Washington intercon-
nect as executive vice president-general
manager.

The interconnect said it has already
signed up the systems serving Prince
George’s county, Md.—Prime Cable Corp.
(53.000 subscribers) and Metrovision
(40,000 subscribers}—and is currently pur-
suing additional affiliation agreements.
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FNN addition

The Financial News Network will introduce
The Options Report today (Nov. 3) at 10:30
a.m. The program, sponsocred by the Chica-
ge Beard Options Exchange, will be bread-
cast from FNN's Los Angeles studios and
live via satellite from the CBOE trading floor.
FNN commentator Bill Griffeth will anchor
the program, which will provide market in-
formation, interviews with industry ana-
lysts, a telephone call-in segment and op-
tions strategy sessions with John Bollinger,
FNN's technical analyst.

ACE promotion

The National Academy of Cable Programing
has commissioned GBA Entertainment to
design new promotional material for this
year's ACE Awards (Awards for Cable Ex-
cellence), which will be presented Jan. 20,
1987, at Los Angeles’s Wiltern Theatre. The
ceremony will be televised live by supersta-
tion WTBS(TV} Atlanta. The campaign in-
cludes tune-in advertising and a new ACE
loge modeled after the ACE award sculp-
ture.

Bull action

Sportsvision, the all-sports cable network
serving llinois, Indiana and Iowa, will air
37 live, exclusive Chicago Bulls basketball
games beginning Nov. 4. Sportsvision,
available to more than 500,000 homes, also
carries coverage of the Chicago White Sox
(baseball), Chicago Black Hawks (hockey)
and Chicago Sting (soccer) as well as col-
lege football and basketball.

Going shopping

Viacom Cable and Cable Value Network
have reached a joint venture agreement
under which Viacom will offer CVN, the
24-hour-a-day home shopping network, to
about 950,000 customers by early next
year. Viacom will have an equity position
and hold a seat on the management com-
mittee of CVN. It has sublet transponder
12 on RCA Satcom III-R to CVN for sateilite
transmission of the CVN service, Viacom
said.
In production

When TVS Limited and Titus Producticn be-
gin filming "Mandela," a biographical drama
about South African activist Nelson Man-
dela starring Danny Glover, next month in
Zimbabwe, HBC Pictures will be able to
boast that it has four pictures in production
at the same time. All will debut next year on
the cable service.

The other three films are already in pro-
duction. They are “The Quick and the
Dead,” a western starring Sam Elliot and
produced by Joe Cates Ce. Inc.; “Long
Gone,” a baseball drama starring William
Petersen and produced by Arthur Fellows
and Terry Keegan, and "The Last Innocent
Man,"” a courtroom drama starring Ed Harris
and Roxanne Hart and produced. by HBO
Pictures itself.

Rick Bieber, senior vice president, HBO
Pictures, and programing operations, West
Coast, said HBO Pictures hopes “Innocent
Man" will be the first of several in-house
productions.



Added “ Attractions

BROADCASTING's editors and writers are at work on a number of special reporting
assignments scheduled (*) to appear during the next few months. Among the
more prominent prospects:

Dec. 1 @ Western Cable Show. A preview of the cable industry's second
largest trade show, held in Anaheim, Calif.

Dec. 8 Journalism: State of the Art. A special report on the issues and
events challenging journalists of the Fifth Estate.

Dec. 29 @ Pre-INTV. An early look at what the independent television station
industry can expect at its annual gathering. Plus: BROADCASTING'S
annual yearend review, looking back at the major communications
events of 1986.

Jan. 5 W@ INTV. As the Association of Independent Television Stations con-
venes in Los Angeles, Jan. 7-11, we present a complete agenda and
a preview of the exhibit floor.

Jan. 12 @ Getting ready...
Jan. 19 @ Getling set...

Jan. 26 B NATPE. Coverage of the U.S.’s largest programing bazaar, in New
Orleans, Jan. 21-25.

Feb. 2 B SMPTE. In advance of this engineering conference, devoted strictly
to television technology, a rundown of what will be on the agenda,
from the presentation of technical papers to an exhibit of advanced
technologies. In San Francisco, Feb. 6-7. And, as the nation’s Nation-
al Religious Broadcasters gather in Washington for their 44th annu-
al convention, BROADCASTING provides the delegates with a com-
plete agenda of the Feb. 1-4 event.

Feb. 9 This issue promises to be a special one. It features BROADCASTING'S
annual roundup of station sales and cable deals during the past 12
months, Changing Hands 1986. And, as the seventh annual Manag-
ing Sales Conference gets under way in Atlanta, we present a
rundown of what to expect at this major meeting, sponsored by the
Radio Advertising Bureau.

BROADCASTING will continue to update this schedule as appropriate, (a) to give
readers an idea of what's upcoming, (b) to give sources due notice that we're at
work in their territories and (c) to give advertisers a chance to plan their own
marketing strategies in tandem with these editorial opportunities.

You Belong in BROADCASTING & Every Week

* Publication dates are subject to change, depending on the progress of research and the
pressures of and pre-emptions by other breaking news developments.
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Already cleared
by Tribune
in New York,
Los Angeles, Chicago,
Atlanta, Denver <
and New Orleans.
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...as a smart-talkin’ bachelor trying to deal with four street-wise
foster kids and one skeptical but caring foster mom.

Based on the hit motion picture, this hilarious, brand-new, first-run
half hour is absolutely explosive comedy.

i
A Golden Groove Producﬁon

A CO-VENTURE OF

T
MCATV.. 7oz
AND = ENTERTAlgMENT

ompany

Available Fall 1987 on an advertiser-supported basis.
Call today to arrange for a pilot screening.

Station clearances: MCA TV (212) 605-2786 / (818) 777-5816
Advertiser sales: TRIBUNE ENTERTAINMENT (212) 557-7800 / (312) 222-4412

© 1986 Universal City Studics Inc. Al rights reserved.
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Ad? \Vantage

Spot radio spotlight. Analysis by Masla Radio of radio expenditures by categories in first
half of year points up danger of too many advertising doliars in too few classifications. Report
notes that five product categories account for aimost 62% of spending in spot radic. These
are beer and wine, consumer services (banks, insurance), food products, automotive, and
travel and shipping. According to Masla, top 10 advertising categories that dropped in first
half of this year versus 1985 are paper products, down 69%; associations and unions, down
46%; real estate, down 44%; consumer household products, down 40%; recorded tapes,
down 32%; cigars/tobacco, down 30%; jewelry, down 24%; cosmetics and toiletries, down
23.9%; building, hardware and paint, down 22.4%, and household furnishings and
appliances, down 16.1%. Masla applauded efforts of task force being set up by Station
Representatives Association and Radio Advertising Bureau to devise and implement plan to
bring more doliars and more categories of advertisers into radio advertising.

O

importance of black viewers. New research study conducted by BBDO Special Markets
concludes that black viewers will play increasingly important role in determining network
television programs in next five years. Study cited 1985-86 Nielsen ratings for October 1985
through April 1986 to show that black viewing rose by almost three-fourths of hour, bringing
average amount of time spent by blacks with television to 71.1 hours per week, 39% larger
than all other households. Doug Alligood, vice president and director of special markets at
BBDO, said that in next five years, blacks, which represent about 12% to 13% of U.S.
population, will account for about 20% of hours spent watching TV, At present black
population represents 10.5% of all U.S. TV households. Study relates importance of blacks
to network television in coming years to slow development of cable franchises in inner cities
and other areas heavily populated by blacks. BBDO says cable is not available to black
households as it is to white households; VCR penetration is growing at slow rate among
blacks than general population, which feaves majority of black viewing time for conventional
television. Alligood believes that network television will become increasingly influenced by
tastes and preferences of blacks.

O

ABC ad changes. ABC Sports has appointed Lois Pitt Gershon Porn/GGK, New York, as
agency for print and radio, replacing McCaffrey & McCall, New York, effective Nov. 7. Amount
of billings was not disclosed. Television advertisng for ABC Sports will continue to be handled
in-house.

D

$11-million splurge. Black & Decker Corp. is investing about $11 million in network television
in fourth quarter to create desire in consumers for such products as Dustbuster (cordless
vacuum cleaner), Short-Cut Food Processor, Flame Buster (kitchen fire extinguisher) and
Cup-At-A-Time (coffee maker). Commerciais began running last week in network prime time
as either independent 18% or back-to-back 30's. New tag line for advertiser is: “Black &
Decker |deas At Work.” Campaign was created by McCann-Erickson, which told product
stories through series of minl-dramas.

D

Research tool. Arbitron Ratings Co. has signed contract to market Media Management Plus
Inc.'s pre-and post-buy software package to advertisers and advertising agencies. System,
known as “Spot Negotiator,” uses radio and television audience information to enable
agencies to plan their spot radio and television media schedules and conduct post-buy
analyses of schedules. Ken Wollenberg, vice president, advertiser/agency sales at Arbitron,
said Management Plus is providing smailer- and mid-sized agencies with same capability to
do analyses as larger advertising agencies.

]

TVB attractions. Television Bureau of Advertising has attracted 17 firms active in television
to be exhibitors at its 32d annual meeting to be held in Los Angeles, Nov. 17-19. Exhibitors at
meeting will be: Arbitron Ratings Co., New York; Broadcast Advertisers Reports, New York;
Broadcast Management Plus Inc., Auburn, Calif.; Data Communications Corp., Memphis;
Enterprise Systems Group Inc., Colorado Springs: Leigh Stowell & Co., Seattle; Marketron
Inc., Foster City, Calif.; Marshall Marketing & Communicaticns, Pittsburgh; Mediawatcn (Scan
America), Chicago; NSI Micro Services, New York; A.C. Nielsen Co., New York; Spot
Quotations & Data Inc., Briarciiff, N.Y,; Szabo Associates, Atlanta; Tapscan, Hoover, Ala., and
Tony Lease Tours, Laguna Beach, Calif.
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Warner Cable O Campaign to attract
additional cable subscribers in Cincinnati
and Houston has been launched,
having started in Cincinnati in mid-
October and in Houston last week for
five weeks. Flights will be followed by
others in five to 10 additional markets
before end of 1986 and in Columbus,
Ohio, and Milwaukee in early 1987.
Actor E.G. Marshall 1s serving as
spokesperson. Commercials will run in
prime and late fringe slots. Target: adults,
35-64. Agency: Lois Pitts Gershon
Pon/GGK, New York.

Suzuki of America Automotive Corp.
OlIntroduction of its four-wheel drive jeep-
like Samurai in Northeast will be
accompanied by spot TV effort starting
this week In nine markets, including
New York, Boston, Philadelphia,
Washington and Providence, R.1., and
continuing through end of year.
Commercials will be scheduled in early
and late fringe and prime time. Target:
adults, 18-34. Agency:
Keye/Donna/Pearlstein, Los Angeles.

Bil-Mar Foods O Four-week flight is
scheduled to be launched on Nov. 10 for
four weeks in about 45 markets,
including Chattanooga, Nashviille, New
Orleans and Rochester, N.Y.
Commercials will be carried in moming
and afternoon periods. Target: women,
18-49. Agency: Campbell-Ewald, Warren,
Mich.

Air Canada O Six-week flight for airline
will begin this week in four major
markets. Commercials will be positioned
in ali time periods. Target: men, 25-64
Agency: McCaffrey & McCall, New York.

C——RaDI0 C————1

Tuesday Morning O Giftware retail

chain is set to launch one-week
campaign this week in approximately
eight markets in Midwest and Southwest.
Commercials will be placed in all time
periods. Target: women, 25-49. Agency:
Saunders Lukbinski & White, Dallas.

Birke Jewelers O Various products will
be spotlighted in flight beginning in

early November and continuing untit mid-
December. Five markets will be

covered: Detroit, Minneapolis, Chicago,
Harrisburg, Pa., and San Diego. Target:
adults, 21-54. Agency: Richard Moriarty
& Associates, Minneapolis.

King Arthur Sardines O Four-week flight




is set to break in early December in five
markets, including New Orleans and
Minneapolis. Commercials will be
placed in all dayparts. Target:
adults/women, 25 and older. Agency:
Ketchum Communications, San
Francisco.

Washington State Lottery O Two-week
flight will be held in November and
December to promote sale of lottery
tickets in about 15 markets including
Portland, Qre., and Yakima and Spokane,
both Washington. Commercials will be
presented in all dayparts. Target: adults,
25-64. Agency: Borders, Perrin &
Norrander, Seattle.

Time Inc. O Major direct-response effort
will be underiaken on behalf of Sports
Hlustrated, using NBC Radio’s Mondey
Night Footbull coverage, starting in early
November and continuing until January.
Commercials will run in evening periods.
Target: adults, 21-54. Agency: IGC
Direct Response Network, division of
Independent Group of Companies Inc.
Union, N.J.

Osterman’s Jewelers O Four-week
flight will be launched in mid-November
in about 25 markets. Commercials will
be presented in daytime periods. Target:
adults, 25-54. Agency: Stone August &
Co., Birmingham, Mich.

Hospital Corp. of America O Division

= = ——
NEORAE00ITT

WisnieM) Chicago: To Torbet Radio from
Masla

a

KGwiam)-kINKFM) Portiand, Qre.: Te Major
Market Radio from Blair Radio.

0

WJIDX(FM)-WMSI(FM) Jackson, Miss.

wGsK(FM) Greenville, S.C.-wssLiFm) Spar-

tanburg, S.C.: To Torbet from Eastman.
O

KOAM-Tv Pittsburg, Kan.: To Seltel from
Blair Television.
]

CrkM-Tv Sherbrooke and crks-1v Trois Ri-
vieres, Quebec: To Brydson Media Sales
for Eastern U.S. region.
(]

CBS is Boston-bound. CBS Radio Re-
presentatives is opening its 11th office on
Dec. 1, in Boston, at 30 Winter St. Sales
rmanager of new office is Amy Kaplan,
who'has been general manager of CBS-
owned wHTT(FM) Boston.

i

Back in fold. WLs(anm)-wyTziFm) Chicago
have named Blair Radio as their national
representatives. WLs had been one of
Blair Radios original station clients in
1936 and now resumes Blair representa-
tion following association of about one
year with Hillier, Newmark, Wechsler &
Howard.

==
5

WPWR Chicago
WGBS Philadelphia
WJBK Detroi

KHTV Houston
WUAB Cleveland
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: . .
The legend is growing!
KSTP Minneapolis/St. Paut [
WTVT Tampa/Si. Petersburg  WGBA Green Bay
WMOD Melbourne/Crtando
KTVT DallagFont Worth WVTV Milwaukee

WVLUE New Orleans

< WREG Memphis
KSTW Secartle/Tacoma = WYAH Norfolk

dealing with health insurance will kick off
six week flight in markets including El
Paso, Tex.; Tucson, Ariz., and Phoenix.
Commercials will run in all dayparts.
Target: adults, 25-54. Agency: Eric
Ericson Advertising, Nashville.

[ S 7Yoo Jf: % £ S—

Planned Parenthood Federation of
America O First nationwide advertising
campaign designed to combat teen-
age pregnancy in U.S. will begin in mid-
November and continue to end of year.
Cost of campaign will be about $600,000
and spot radio and TV advertising will
be placed through iocal Planned
Parenthood affiliates who will defray part
of cost. Target: teen-agers. Agency:
Public Media Center, San Francisco.

Gold Circle/Richway Stores O
Department store chain is kicking off
Thanksgiving promotion for one week in
late November in 15 radio and 13 TV
markets. Commercials will be placed in
all dayparts. Target: adults, 25-54.
Agency: Ron Foth Retail, Columbus,
Onio.

British Caledonian Airways 0O Three-
week flight will begin this week in five
markets—Houston, New York, Los
Angeles, Dallas and Atlanta.
Commercials will be presented in all time
pericds on radio and cable television.
Target: men, 35-64. Agency: Winius
Brandon, Houston.

WIRH Tusa

WVFT Roanoke ,a
WLKT Lexington
WFTX Cage Coral/Ft. Myer:
WQRF Rockford

WLAX La Crosse

THE LEGE
LIVES ON

FOUR STAR INTERNATIONAL. INC.
2813 West Alameda Avenue

Burbank. CA 91508-3455

(818) 842-9016



“Ifyoure crazy
transier tape

you'd better he
10 Use the

“My company has built its
reputation by doing something
few people in this business even
thought possible. We shoot and
edit on tape and then transfer to film. Filrr
is unforgiving when it comes to picking ug
imperfections in tape.So the tape itself ha:
to be perfect.

© 1986 Fuiji Photo Film U.S.A. Inc., Magnetic Products Div,, 555 Taxter Rd.. Elmsford, NY 10523. Betacam is a registered trademark of Sony Corporatior



Bnough to
[0 flim,

Sane enougn
Mght tape.

—David Griffin, CEQO, Rock Solid Productions
talks about Fuji Betacam® videocassettes.

“That’s why, for the past three years, we've
used nothing but Fuji Betacam videocassettes.
In fact, we've used Fuji exclusively since we've
been in business. Because in all that time,we've
never had to apologize for the quality of a film
to an unforgiving client.”
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Nov. 17-19—Television Bureau of Advertising
32d annual meeting. Century Plaza, Los Angeles.
Future meeting: Nov. 11-13, 1987, Atlanta Marriott.

Dec. 3-5—Western Cable Show, sponsored by
California Cable Television Association. Anaheim
Convention Center, Anaheim, Calif.

Jan. 7-11, 1987—Association of Independent Tele-
vision Stations annuat convention. Century Plaza,
Los Angeles. Future conventions: Jan. 6-10, 1988,
Century Plaza. Los Angeles, and Jan. 4-8, 1889,
Century Plaza, Los Angeles.

Jan.21-25,1987—NATPE International 24th an-
nual convention. New Orleans Convention Center,
New Orleans. Future meeting: Feb. 26-29, 1988,
George Brown Convention Center, Houston.

Feb. 1-4, 1987—-National Religious Broadcasters
44th annual convention. Sheraton Washington and
Omni Shoreham hotels, Washington.

Feb. 67, 1987 —Society of Motion Picture and
Television Engineers 21st annual television confer-
ence. St. Francis hotel, San Francisco. Future con-
ferences: Jan. 29-30, 1988. Opryland hotel, Nash-
vile, and Feb. 3-4, 1989, St. Francis hotel, San
Francisco.

Feb. 7-10, 1987—Seventh annual Managing Sales
Conference, sponsored by Radio Advertising Bu-
reau. Hyall Regency, Atlanta.

Feb. 19-21, 1987—Couniry Radio Seminar, spon-
sored by Country Radio Broadcasters. Opryland
hotel, Nashville

March 25-28, 1987— American Association of Ad-
vertising Agencies annual convention. Boca Raton
hotel and beach ciub, Boca Raton, Fla.

March 28-31, 1987—National Association of
Broadcasters 65th annuat convention. Dalfas Con-
vention Center. Future conventions: Las Vegas,
April 9-12, 1988; Las Vegas, April 29-May 2, 1989;
Daftas, March 24-27, 1990, and Dallas, April 13-16,
1991,

March 29-31, 1987—Cabletelevision Advertising
Bureaun sixth annual conference. New York.

April 1-5, 1987—Alpha Epsilon Rho, National
Broadcasting Society, 45th annual convention.
Clarion hotel, St. Louis. Information: (409) 294-
3375.

April 21-27, 1987 23d annual M{P-TV. Marches
des International Programes des Television, inter-
national television program market. Palais des Fes-
tivals, Cannes, France.

April 26-29, 1987—Broadcast Financial Manage-
ment Association annual meeting. Marriott Copley
Place, Boston. Future meeting: April 17-20, 1988,
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Hyatt Regency, New Orleans, and April 8-12, 1989,
Loews Anatole, Dallas.

w April 26-29, 1987—Public Broadcasting Ser-
vice/National Association of Public Television
Stations annuat meeting. Omni hotel, St. Louis.

April 29-May 3, 1987—National Public Radio an-
nual public radio conference. Washington Hilton,
Washington.

May 17-20, 1987—National Cable Television As-
sociation annual convention. Las Vegas Conven-
tion Center, Las Vegas.

May 17-20, 1987—CBS-TV annual affiiates meet-
ing. Century Plaza, Los Angeles.

May 31-June 2, 1987—NBC-TV annua! affiliates
meeting. Century Plaza, Los Angeles.

June 6-9, 1987—American Advertising Feder-
ation annual convention. Buena Vista Palace hotel,
Orlando, Fla.

June 9-11, 1987—ABC-TV annual affiliates meet-
ing. Century Plaza, Los Angeles.

June 10-13, 1987—American Women in Radio
and Television 36th annual convention. Beverly Hil-
ton, Los Angeles.

June 10-14, 1987 Broadeast Promotion and
Marketing Executives/Broadcast Designers Asso-
ciation annual seminar. Peachtree Plaza, Atlanta;
June 8-12, 1988, Bonaventure, Los Angeles, and
June 21-25, 1989, Renaissance Center, Detroit.
June 11-17, 1987—15th Montrenx International
Television Symposium and Technical Exhibition.
Montreux, Switzerland.

Aug. 16-19, 1987 Cable Television Adminisira-
tion and Marketing Society 14th annual meeting
Fairmont hote!, San Francisco.

Aug. 30-Sept. 1, 1987—Fastern Cable Show,
sponsored by Southern Cable Television Associ-
ation. Merchandise Mart, Atlanta. Future meeting:
Sept. 7-9, 1988,

Sept. 1-4, 1987--Radio-Television News Direc-
tors Association international conference. Orange
County Convention Center, Orlando, Fla.

Sept. 9-12, 1987—Radioc ‘87, sponsored by the
National Association of Broadcasters. Anaheim
Convention Center, Anaheim, Calif.

® Oct. 30-Nov. 4, 1987—Society of Motion Picture
and Television Engineers 129th technical confer-
ence and equipment exhibit. Los Angeles Conven-
tion Center, Los Angeles. Future conferences: Oct.
14-19, 1988, Jacob K. Javits Convention Center,
New York, and Qct. 22-27, 1989, Los Angeles Con-
vention Center.

radio-tv s

o OLDEST PROMOTION IN THE INDUSTRY
Over 26 years . .. 1,000 plus stations.

o GETS DOUBLE RATE CARD RATE ...
A complete promotional package
providing sponsors the “extras” that
command extra dollars.

WORLD WIDE
BINGO, INC.

Complete “Readv to Air” Package

39 radic 1200

e TREMENDQUS SPONSOR FOOT
TRAFFIC ... Proves the effectiveness of
your station with tangible results.

e CONTINUQOUS RENEWALS ...

Sponsors and listeners demand it.
o INCREASE RATINGS ...
A proven leader in all markets.
© Copyright 1962, J.R. Hamplon

P.O. BOX 2311  Littleton, CO 80161
Telephone (303) 785-3268

"Qur Business Is Improving Yours”
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This week

Nov. 2-6—Annual Public Broadcasting Service Pro-
gram Fair Hyatt Regency, Austin, Tex. Information:
(703) 739-5000.

Nov. 3-5—Electronic Imaging ‘86, conterence and ex-
hibit, featuring computer graphics, fiber optics and
high-definition TV. Sponsored by Institute for Graphic
Comrnunication. Sheraton-Boston hotel, Boston. Infor-
mation: (617) 267-9425.

Now. 3-7—London Market for TV, film, home video, ca-
ble and satellite. Gloucester hotel, London. Intorma-
tion: (212) 593-2258

Nov. 4—[nternational Radio and Television Society
seminar, "Dialcgue—An Insider's View of the Television
Industry.” featuring Professor Richard Brown, who
teaches courses at New School for Social Research.
Guests: Howard Cosell, ABC Radio, and Regis Philbin,
WABC-TV New York and Lifetime cable network. New
York Hilton, New York. Information: (212) 867-6650.

Nov. 5—New York chapter of National Academy of
Television Arts and Sciences luncheon, featuring Da-
vid'D. Connell, VP-executive producer, Children's Tele-
vision Workshop. Copacabana, New York.

Nov. 5—Presentation of Cannes International Advertis-
ing Film Festival commercials, Event sponsored by
Screenvigion Cinema Network and Adweek. First Chi-
cago Center and Three First National Plaza, Chicago.
Information: (212) 818-0180.

Nov. 5—American Advertising Federation's Nationat
Adverlising Law and Business Conierence. Westin ho-
tel, Chicago. Information: (202) 898-0089

Nov. 5-6—National Association of Broadcasters ex-
ecutive committee meeting. NAB, Washington.

Nov. 6—Women iz Cable, San Francisce chapter,
meeting. Topic: employe relations, EEQ. Blue Dolphin
restaurant, San Leandro, Calif.

Nov. 6—Women in Cable, Chicago chapter, luncheon
meeting. Como Inn, Chicago. Information: {312) 693-
9800.

Nov. 6—National Association of Broadcasters lun-
cheon featuring videotape presentation of "MegaR-
ates: How to Get Top Dollar For Your Spots.” and Wash-
ington communications attorney Michael Berg of Miller
& Young on legislative deveiopments affecting radio
and tetevislon. Westin llikai hotel, Waikiki Beach, Hono-
lulu.

Nov. 6—Advertising Club of Greater Bostor “brown-
bagger workshop” for those interested In advertising
career. Ad Club, Boston. Information: {617) 262-1100.

Nov. 6—National Academy of Television Arts and Sci-
ences, Boston/New England chapter, luncheon, "The
Power of Syndication.” Participating in roundtable: Joe
Indelli, president, MTM Enterprises; Bob King, presi-
dent, Columbia Pictures Television Domestic Distribu-
tion; Roger King, president, King World: Gary Lie-
berthal, chairman, Embassy Communications, and
Lucie Salhany, president, Paramount Pictures Televi-
sion. Anthony's Pier 4, Boston. Information: (617} 437-
7000.

m Nov. 6 —Philadelphia Cable Club dinner meeting
Speaker: John Cooke, president, Disney Channel.
Phitadelphia Center hotel, Philadelphia. Information:
(215) 668-2210.

Nov. 6-8—Alpha Epsilon Rho, National Broadcasting
Society, Mideast regional convention. Chicago. Infor-
mation: Joan Applebaum, (312) 297-1234.

Nov. 7—Radio acquisition seminar, sponsored by Na-
tional Association of Broadcasters Radio. Henry VIII
Inn Airport, St. Louis. Information: (202) 429-5420.

Nov. 7—Georgia Association of Broadeasters "Geor-
gian of the Year” banquet. Omni hotel, Atianta.

Nov. 7—Vermont Broadcasters Association manage-
ment seminar. Radisson, Burlington, Vt

Nov. 7-8—Conference for journalists on “civil justice/
litigious society,” sponsored by Foundation for Ameri-



can Communications and Gannett Foundation. Vista
International hotel, Washington. Information: {213) 851-
7372.

Nov. 7-9—Alpha Epsilon Rho, National Broadcasting
Society, South regional convention. Montevallo, Ala.
Information: Stan Mimms, (205) 646-3771.

Nov. 7-9—Broadcast Executive Directors Association
fall meeting. Hyatt Orlando, Orlando, Fla.

Nov. 8-—-Radio-Television News Directors Association
region six workshop on cameras and microphones in
the courtroom. Columbia, Mo.

Nov. 8——Alpha Epsilon Rho, National Broadcasting
Society, North Central regional convention. University
of Wisconsin, Oshkosh, Wis. Information: Dr. Robert
Snyder, (414) 424-3132.

Nov. 8--“Making the Story Work,” workshop on story
structure and scriptwriting, sponsored by American
Film Institute. Parsons Exhibition Center, New York.
Information: (212) 856-7690.

Nov. 8—Northeastern Mass Media Symposium, spon-
sored by State University of New York, College at
Brockport. Speakers include Don Imus and Joey Reyn-
olds of WNBC(AM) New York. SUNY campus, Brock-
port, N.Y. Information: (716) 395-5291.

Also in November

Nov. 9-11—"First Amendment Issues: Schools in a Free
Society,” sponsored by First Amendment Congress,
coalition of 17 major print and broadcast asscciations
and 11 national education associations. Speakers in-
clude Steve Bell, ABC News, and Paul Davis, news
director, WGN-TV Chicage. Fort Magruder Inn and
Conference Center, Williamsburg, Va. Information:
Rosalind Stark, (703) 648-1047.

m Nov. 9-12—Public Relations Society of America
30th national conference. Sheraton Washington. Infor-
mation: (212) 826-1750.

Nov. 10—29th annual International Film & TV Festi-
val of New York, awards for film, video, slide and
audio-visual productions. Town Hall, New York. Intor-
mation: (914) 238-4481.

Nov. 10—"The Cost of Technology: Information Pros-
perity and Information Poverty,” sponsored by Gannett
Center for Media Studies. Speakers inciude Tom Bro-
kaw, NBC. Columbia University, New York. Information:
(212) 280-8392.

Nov. 10—Tampa Bay Media Sundown, sponsored by
American Women in Radio and Television, Flori
Hurricane chapter. Innisbrook Resort, Tarpon Springs,
Fla.

m Nov. 11—Hollywoeod Radio and Television Society
luncheon. Speakers: Capcities/ABC Chief Executive
Officer Thomas Murphy and President and Chief Oper-
aling Officer Daniel Burke. Beverly Wilshire, Los Ange-
les.

Nov. 11—Women in Cable, New York chapter, meet-
ing. Speaker: Amy Tykeson, president, Women in Ca-

Enratals

John McConnell, not Bernard Ger-
shon, was named managing news edi-
tor, woriam) New York, as reported in
Oct. 20 “Fates & Fortunes.”

O

Call Ietters for Los Angeles radio station
owned by Emmis Broadcasting (“Fifth
Estater,” Oct. 13) are kpwr(rm) and no
longer KMGG(FM).

O

Album-rocker wxaT{Fm) Chicago finished
with a 2.9 12-plus metro share in sum-
mer Arbitron report, not 2.5, as reported
in Oct. 20 issue.

ble. HBO Media Center, New York. Information: (212)
661-4500.

Nov. 12—American Women in Radio and Television,
Washington chapter, meeting, “Sexism in Broadcast-
ing: Fact or Fallacy.” National Association of Broadcast-
ers, Washington. Information: Lisa Tate, (202) 628-
3544.

Nov. 12—International Radio and Television Society
“Second Tuesday" seminar, featuring panel on prime
time production: Merrill Grant, chairman, Reeves Enter-
tainment Group; James McAdams, executive produc-
er, CBSs The Equalizer; Michael Bennahum, presi-
dent, Kaufman Astoria Studios; John Maguire, Screen
Actors Guild; Alexander Cohen, Broadway and TV pro-
ducer, and Jaynne Keyes, New York Governor’s Office
for Motion Picture and TV Development. Viacom con-
ference center, New York. Information. (212) 867-6650.

m Nav. 12—Professional Media Network of Greater
San Jose meeting. Ste. Claire Hilton, San Jose, Calif.
Information: (408) 993-2622.

Nov. 12-13—Conference for journalists, “The Women's

Movement: Is It Still Making Progress?" Sponsored by
Washington Journalism Cenler. Watergate hotel,
Washington. Information: (202) 331-7877.

Nov. 12-14—Magnavoex mobile training seminar for ca-
ble. Orlando Marriott, Orlando, Fla. Information: (800)
448-5171, extension 389.

Nov. 12-15—Society of Professional Journalists, Sig-
ma Delte Chi, national convention. Speakers include
AP President Louis Boccardi and UPI White House
Bureau Chief Helen Thomas. Ted Tumer, Turner Broad-
casting System, will be roasted. Marrictt Downtown,
Atlanta. Information: (312) 922-7424.

Nov. 12-15—Intemnational Women's Media Confer-
ence. National Press Club, Washington. Information:
(202) 223-0030.

Nov. 12-16—Audio Engineering Society convention.
Los Angeles Convention Center. Information: (212)
661-8528.

Nov. 13—Association of National Advertisers promo-
tion management workshop. New York Hilton, New
York.

H The Gannett Center for Media Studies, an institute for the
advanced study of mass communication and technological
change, invites applications for its 1986-87 fellowships.

B Fellowships are given to people from the news media or
higher educatien whe examine major issues and problems
facing the mass media and society, with special attention to
freedom of expression, media economics, new commupication
technology, prefessionalism, minorities and women, and the
education and training of journalists.

B Terms of fellowskip: Fellows will be in residence at Columbia
University for three to 12 months. Stipend based on present
salary, office space, clerical and research assistance and other
benefits will be provided.

B Types of fellowships: Fellowships are awarded to persons at
three levels of attainment—senior fellowships for mature indi-
viduals with substantial national reputations, fellowships for
accomplished persens at midcareer, and research fellowships
for those with 5-8 years of experience.

We're
looking for
creative
men and
women

Who care about
the news media

B Selection criteria:

location.

B Apply to:

Columbia University
2950 Broadway
New York, NY 10027
(212)280-8392

Fellowships

W Application procedure: Applicants should submit a letter of
application, a brief summary of their project, a resume, refer-
ences, and publications or work samples. Applications are due
February 1, 1987; appointments announced in April.

of (a) the significance and the quality of the project, (b) the
applicant’s ability to carry out the work, and (c) relevance of
the project to the resources of the Center and its New York

B Requirements for fellows: Fellows must be in full-time
residence and not engage in outside employment or
censulting. Participation in weekly seminars and dissem-
ination of fellowship projects is required.

Residential Fellowship Program
Gannett Center for Media Studies

Fellowships will be awarded on the basis

Residential Fellowship Program
Gannett Center
for Media Studies

A Gannett Foundation Program

at Columbia University
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Success breeds success.
The Cosby Show has been #1 in its time period every single week
since its premiere three seasons ago. That's 109 weeks in a row!

In fact, the Cosby Show keeps getting stronger and stronger. In
1983-84 Cosby averaged a 38 share, in 1984-85 it averaged a 49
share, and on Thursday, October 16, the night of its launch into syn-
dication, Cosby delivered a 57 share of audience.

If you want to put more muscle into your schedule every night of
the week, you'll want to put the power of The Cosby Show to work
for you.

<

The Coshy Factor: Profit from it.

Source: NTI



Nov, 13—12th annual Chicago Communieations lun-
cheon, “for the advancement of communications o
benefit the Albert P Weisman Memorial Scholarship
Fund at Columbia College.” Keynote speech: CBS
White House correspondent Lesley Stahl. Westin hotel,
Chicago. Information: (312) 663-1600; extension 421.

Nov. 13—Southern California Cable Association din-
ner. Speaker. Trygve Myhren, chairman-CEQ, Ameri-
can Television & Communications. Pacifica hotel, Los
Angeles. Information: (213) 684-7024.

Nov. 13-14—14th annual Communications Law pro-
gram, sponsored by Practising Law Institute, non-
profit educational crganization. New York Penta, New
York. Information: (212) 765-5700.

Nov. 13-15—Broadcast sales training seminar, "The
National Sales Manager Program,” sponsored by Tele-
vision Burean of Advertising. Century Plaza, Los An-
geles.

Nov. 13-15—17th annual Loyola Radio Conference.
Holiday Inn Mart Plaza, Chicago. Information: (312)
670-3207.

Nov. 13-16—National Association of Farm Broad-
casters fall meeting. Westin Crown Center. Kansas City.
Mo.

Nov. 14—29th International Film & TV Festival of
New York, awards for TV programs. promos and mu-
sic video. Sheraton Center, New York. Information:
(914) 238-4481.

Nov. 14—Deadline for nominations for Advertising Hall
of Fame, sponsored bg American Advertising Feder-
ation. Information: AAF, 1400 K Street, N.wW., Washing-
ton, 20005.

Nov. 14-16—Second annual Women in Film Festival,
co-sponsocred by Women in Film and California First
Bank. Directors Guild of America, Los Angeles. Infor-
mation: (213) 463-9433.

Nov. 14-20—"Audible Visions,” East Coast radio the-
ater conference coordinated by Pennsylvania Radio
Theater, Friends of Radio Theater and Pennsylvania
Conuncil on the Arts. International House, Philadelphia.
Information: {717) 744-4432.

Nov. 15—Caucus for Producers, Writers and Direc-

tors final general membership meeting of 1986 and
fourth annual dinner dance, honoring Charles Fries.
Fries Entertainment, and Aaron Spelling. Aaron Spell-
ing Productions. Chasen’s restaurant, Los Angeles.

Nov. 15—Second annual New England College Radio
Conference, sponsored by noncommercial
WHUS(FM) Storrs, Conn., and Intercollegiate
Broadcasting System. Student Union, University of
Connecticut, Storrs, Conn. Information: John Murphy
or Dean Lapenta, (203) 486-4007.

Nov. 15—"Comedy Writing for TV and Film,” Seminar
sponsored by American Film Institute. Parsons Exhi-
bition Center, New York. Information: (212) 856-7690.

Nov. 17—"The Mafia Myslique,” conference on orga-
nized crime and the media, sponsored by Media In-
stitu te of the National Italian American Foundation.
Marriott Marquis. New York. Information: Jean Grillo,
(212) 267-1915.

Nov. 17-19—Television Bureau of Advertising 32d an-
nual meeting. Theme: “Television in Today's Tougher
Business Climate.” Century Plaza, Los Angeles.

Nov. 17-21—Southern Educational Communications
Association annual conference. Hyatt Regency
Tampa, Fla. Information: (803) 799-5517.

Nov. 18—American Sportscasters Association third
annual hall of fame awards dinner. Marriott Marquis,
New York. Information: (212) 227-8080.

Nov. 18-—Assaciation of National Advertisers re-
search workshop. Plaza hotel, New York.

B Nov. 19—"Hollywood Salute to BBC,” during BBC's
50th anniversary, sponsored by Academy of Television
Arts and Sciences and I'nternational Council of Na-
tional Academy of Television Arts and Sciences. Am-
bassador hotel's Coconut Grove, Los Angeles. Infor-
mation: (818) 953-7575.

Nov. 20—Federal Communications Bar Association
luncheon. Speaker. James Olson, chairman-CEOQ,
AT&T. Washington Marrictt, Washington.

® Nov. 20—Ohio Association of Broadcasters financial
managers meeting. Harley hotel, Columbus, Ohio.

Nov. 20-22—Arizona Broadcasters Association fall
convention and annual meeting. Westward Look Re-
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sort, Tucson, Ariz.

Nov. 21—Radio acquisition seminar, sponsored by Na-
tional Association of Broadcasters Radio. Marriott
Marquis, New York. Information: (202) 429-5420.

Nov. 21—Broadcast Pioneers, Washington area chap-
ter, seventh annual awards dinner. Kenwood country
club, Bethesda, Md. Information: Joe Ryan, (202) 783-
5100.

Nov. 21—Reunion of reporters and photographers who
covered Vietnam war, sponsored by Overseas Press
Clubof Ameriea. Seventh Regiment Armory, New York.
Information: (212) 679-9650.

Nov. 21-23—Foundation for American Communica-
tions and Gannett Foundation conference for journal-
ists on science/environment. Sheraton Miramar, Santa
Monica, Clif. Information: (213) 851-7372.

®Nov, 22—Professional Media Network of Greater
San Jose seminar, “The Effects of the Tax Reform on the
Type of Business Typical for the Media Industry.” San
Jose Athletic Club, San Jose, Calif. Information: (415)
968-3633.

Nov. 24&—Presentalion of International Emmy Awards,
sponsored by International Council of National
Academy of Television Arts and Sciences. Sheraton,
New York. Information: (212} 308-7540.

Nov. 25— niernational Radio and Television Society
newsmaker luncheon, featuring retired Chief Justice
Warren Burger. Waldorf-Astoria, New York. Information:
(212) 867-6650.

Nov. 29—Broadcast/entertainment seminar for stu-
dents and investors, sponsored by Gemint Produc-
tions Corp., Olathe, Kan. Hyatt RegenCy-Crown Cen-
ter, Kansas City, Kan. Information: (913) 829-6600.

——
December

Dec. 1—Deadline for entries in 12th annual National
Commendation Awards, for the "positive and realistic
portrayal of women in all media forms,” sponsored by
American Women in Radio and Television. Informa-
tion: AWRT, 1101 Connecticut Avenue, N.W., suite 700,
Washington, 20036; (202) 429-5102.

Dec. 1-2—Annual World Telecommunications Confer-
ence, sponsored by Financial Times. Intercontinental
hotel, London. Information: (01) 621-1355.

Dec. 1-5—Video Expo Orlando '86, sponsored by
Knowledge Industry Publications. Buena Vista Palace
hotel, Lake Buena Vista, Fla. Information: {914) 328-
9157.

Dec. 1-5—Worid Association for Christian Communi-
cation, North American Broadcast Section, 17th annu-
al conference. Royce Resort holel, Fort Lauderdale,
Fla. Information: {313) 962-0340.

Dec. 3—Ohio Association of Broadcasters sales work-
shop. Park University hotel, Columbus, Ohio.

Dec. 3-5—Western Cable Show, sponsored by Califor-
nia Cable Television Association. Anaheim Conven-
tion Center, Anaheim, Calif.

Dec. 4-7—Sixth annual National Video Festival, spon-
sored by Sony Corp. of America and presented by
American Film Institute. Themes: TV and video
sound—regional styles. Los Angeles campus, AFL. In-
formation: (213) 856-7787.

Dec. 5—Deadline for entries in 27th annual Internation-
al Broadcasting Awards, honoring “world’s best televi-
sion and radio commericals,” sponsored by Holly-
wood Radio and Television Society. Information:
HRTS, (818) 769-4313.

Dec. 7-8—NBC-TV midseason promotion executives
cenference. Contemporary hotel, Qrlando, Fla.

® Dec. 8—Deadline for entries in International Televi-
sion Association’s 19th annual Video Festival. Informa-
tion: ITVA, 6311 North O'Connor Road, #110, Irving,
Tex., 75039; (214) 869-1112.

Dec. 8-10—Eighth annual National Media Confer-
ence. Theme: “New Directions.” Participants inClude
Jeft Greenlield, ABC News; Oprah Winfrey, syndicated
talk show host; Bruce Christensen, PBS, and Charles
Gingold, Lifetime Cable Network. New York Hilton, New
York. Informaticn: (212) 819-9310.

@ Dec. 8-11—*Convergence: An International Forum
on the Moving Image,” biennial event organized by Le
Forum Video de Montreal. Sheraton Center, Montreal.
Information: {514) 283-8309 or (212) 595-2452.

Dec. 9—International Radio and Television Society



"Second Tuesday” seminar. Viacom conference center,
New York. Information; (212) 867-6650.

Dec. 9-10—NBC-TV |ocal news promotion workshop.
Contemporary hotel. Orlando. Fla.

Dec. 11—Advertising Club of Greater Boston “brown-
bagger workshop” for those interested in advertising
career. Ad Club. Boston. Information: (617) 262-1100.

Dec. 11-12—Federal Communications Bar Associ-
ation and Practising Law I nstitute fifth annual confer-
ence, *Telecommunications: Competition and Deregu-
lation after the AT&T Divestiture " Sheraton Washington
hotel, Washington. Information: (212) 765-5700.

Dec. 15—Deadline for entries in second annual Inter-
national Computer Animation competition, sponsored
by National Computer Graphics Association. Informa-
tion: (703) 698-9600.

Dec. 16—Federal Communications Bar Association
luncheon, “The McLaughlin Group: Media Style.” Pan-
elists: Paul Harris, Vartety: Tac Nail. TV Digest; Penny
Pagano, Los Angeles Times, and Don West. Broadeast-
ing. Washington Marriott. Washington.

Dec. 16—Conference for journalists, “Trade and Pro-
tectionism: Prospects and Problems,” sponsored by
Washington Journalism Center. Watergate hotel,
Washington. Information: (202) 331-7977.

Dec. 17-18—Conference for journalists. “The Econom-
ic Outlook for 1987," sponsored by Washington Jonr-
nalism Center. Watergate hotel, Washington. Informa-
tion: (202) 331-7977.

Dec. 18—/uternational Radio and Television Society
Chrisimas benefit. Waldorf-Astoria. New York.

Dec. 20— Deadline for entries in film and video festival
sponsored by Couneil on Foundations. Entries must
have received full or partial funding from private. com-
munity or corporate grantmaker. Information COF, 1828
L Street. N.W., Washington. 20036-5168: (202) 466-
6512.

e
January, 1987

Jan. 7-11—Association of Independent Television Sia-
tions annual convention. Century Plaza, Los Angeles.

Jan. 8-11—Winter Consumer Electronics Show, spon-
sored by Electronic Industries Association/Conswmer
Electronies Group. Las Vegas Convention Center, Las
Vegas Hillon, Riviera and Sahara hotels. Las Vegas.
Information; (202) 457-8700.

Jan. 13—/ nufernational Radio and Television Society
“Second Tuesday” seminar. Viacom conference center,
New York. Information: (212) 867-6650.

B Jan. 13—/ nternational Radio and Television Soci-
ety newsmaker luncheon. Waldorf-Astoria, New York.

Jan. 13-15—Georgia Radio-Television Institute, spon-
sored by Georgia Association of Broadcasters. Geor-
gia Center for Continuing Education. University of
Georgia, Athens, Ga.

Jan. 14—American Women in Radio and Television,
Washington chapter, meeting, “An Evening with FCC
Commissioner Patricia Diaz Dennis.” National Associ-
ation of Broadcasters, Washington. Information: Lisa
Tate, (202) 628-3544,

Jan. 14—Association of Independent Television Sta-
tions and NATPE International first-run syndication
promotion evenl, to be held during annual Television
Critics Association press tour, Los Angeles. Informa-
tion: INTV, (202) 8871970.

Jan. 15--Deadline for entries in Charles E. Scripps
Award, for "newspaper or broadcast station which best
promotes literacy in its community” sponsored by
Scripps Howard Foundation. No network may com-
pete. Award is part of Scripps Howard Foundation Na-
tional Journalism Awards. Information: Scripps Howard
Fougdation‘ 1100 Central Trust Tower, Cincinnati,
45202.

Jan. 15—Deadline for entries in 37th annual Sidney
Hillman Awards for outstanding achievements in social
issue journalism, sponsored by Amalgamated Cloth-
ing and Textile Workers Union. Information: Sidney
Hillman Foundation, 15 Union Square. New York, N.Y.,
10003.

Jan. 15—Federal Communications Bar Association
luncheon. Speaker: Congressman John Dingell, chair-
man, House Energy and Commerce Commitiee. Wash-
ington Marriott, Washington.

m Jan. 16—Deadline for enltries in Jack R. Howard

Broadcast Awards for public service reporting, spon-
sored by Scripps Howaerd Foundation. Information:
SHF, 1100 Central Trust Tower, Cincinnati, 45202.

Jan. 16-17—Colorado Broadcasters Assoctation win-
ter meeting and award$ banquet. Broadmoor hotel,
Colorade Springs.

Jan. 20—Presentation of eighth annual network ACE
Awards, sponsored by National Academy aof Cable-
Programing. Ceremony to be aired live by WTBS-TV

Atlanta. Los Angeles. Information: (213) 278-3940

Jan. 21-25—NATPE International 24th annual con-
vention. New Orleans Convention Center, New Or-
leans. Information: (212) 949-9890.

Jan. 23—Deadline for entries in 24th annual National
Student Production Awards compelition, sponsored by
Alpha Epsilon Rho, National Broadcasting Society.
Information: Dave Smith. (317) 285-1492.

OpenaMike

FMX supporter

EDITOR: The article in the Oct. 13 issue of
BROADCASTING, “Questions raised over
FMX technology,” conveys the wrong im-
pression about Orban’s commitment to
FMX.

It is true that our tests in San Francisco
(and tests in other cities by others) indicate
that in its present form, FMX does degrade
reception by non-FMX receivers in some
multipath-prone listening locations. There-
fore, in its present state of development, it is
questionable whether FMX will be accepted
by the broadcast community.

Emil Torick of CBS Technology Center
acknowledges in your article that FMX has
some “‘soft spots,” but he feels they can be
eliminated through continued development.

From the beginning, Orban has enthusias-
tically supported the FMX concept. We have
invested considerable resources in develop-
ing an Optimod-FMX generator, and we
have shared our suggestions for improve-
ment and the resuits of our tests with the
CBS Technology Center. We have supported
and will continue to support the etforts by
Torick, CBS and the National Association of
Broadcasters to further refine FMX so that it
can be commercially viable.—Howard Mul-
linack, wmarketing and sales manager,
broadeast products, Orban Associates, San
Franeisco.

Addendum

EDITOR: A footnote to your “Footnote” to the
Oct. 27 editorial “Politics as Usual™
NAB’s argument that free ad time donated
to federal candidates by broadcasters should
be considered by the FEC within the “news

story, commentary, or editorial” exemption
of the Federal Election Campaign Act con-
stituted neither acceptance of the constitu-
tionality of that statute nor, as BROADCAST-
ING apparently fears, acquiescence in the
notion that the First Amendment counten-
ances interference in the broadcaster’s edito-
rial process. Without reaching the constitu-
tional issues, it appeared to us that based on
congressional intent and on past FEC deci-
sions, one of the several legal arguments to
be raised in asking the FEC to reconsider its
action was that the donation of time fell into
this exemption.

Similarly, in arguing that the FEC should
reverse its action because political broad-
casting comprised a major element of public
interest service, we paraphrased the FCC's
own 1984 primer, issued over Chairman
Fowler’s signature, which sets forth the law
as the commission has over the years inter-
preted it to be, rather than what we (or the
current commissioners) might like it to be.
Given the context of our statement, we think
one has to strain a fair bit to conc¢lude that we
were compromising our ongoing opposition
to the political broadcasting laws.—Henry
L. Baumann; senior vice president and gen-
eral counsel, and Steven A. Bookshester, as-
saciate general counsel and First Amend-
ment attorney, National Association of
Broadcasters, Washington. =

Selling radio short

EDITOR: David M. Landau’s Oct. 20 “Mon-
day Memo” on radio sales and programing
creates a trap into which many self-pro-
claimed radio advocates fall. He character-
izes the radio medium in such a way that

575 Madison Avenue

A Constructive Service to Broadcasters
and the Broadcasting Industry

HOWARD E. STARK

Media Brokers—Conasultants

New York, N.Y. 10022

(212) 355-0405

Broadcasting Nov 3 1986
27




Sony Betacam
Betacamyvs. Be

vs.Thomson=C
Who will win?

You will.

Because Betacam® is now a multi-source format.

That means you’ll have an even wider choice of products and
features to meet your specific needs. You can expect innovative
future products such as high-performance Betacam SP. And you'll
have the security of knowing that the premier manufacturers of
broadcast VTRs are committed to a /2" standard.



vs. Ampex
sch Betacam
SF Betacam.

Best of all, it means a major battle by each
of us to become your Betacam supplier. So when
the dust settles, who will come out ahead?

You guessed it. :

For more information on Sony Betacam and %5
future developments in the Betacam format, call Sony
Broadcast at (201) 833-5231. SONY.
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reflects poorly on the real power of aural
communications to transmit creative, emo-
tional and persuasive messages. In the
“Memo” he announces, to no one’s surprise,
that radio is efficient. Furthermore he states
that radio is healthy because of its efficiency.

To many advertisers and agencies, “highly
efficient” is a synonym for “inexpensive” or
“cheap.” The usual explanations for the use
of such terms as “efficient” to describe a
product contain the following thinking:

® The product may truly have a cost ad-
vantage over its competitors. Mature and
competitive radio stations commit expendi-
tures necessary to deliver a high quality
sound, meaningful involvement in the com-
munity and a vehicle that delivers customers
for their advertisers. They do not, on a rela-

tive basis, spend less money on their product
than other media. Radio station owners who
believe they are significantly less costly than
other media are not investing a long-term
market strategy.

® The product may have very few com-
parative advantages over its competitors oth-
er than “efficiency.” Radio clearly has a
number of exciting and unique attributes not
found in any other medium. It has survived
periods of intense competition from televi-
sion, newspapers and other mass media pre-
cisely because of its power.

8 Advocates may have developed low
self-esteem about their product, and there-
fore think efficiency is their only selling
point. Competitors and users may have de-
nounced a product to the point that the pro-

Still The Best \Value In
Cart Machines!

Broadcast Electronics Series 2100

Don’t be misled by fancy promotions. The Series 2100 is still
the most cost effective professional cart machine you can
buy. With over 3,000 in use, this is more than a claim!

If several years of field proven reliability are important to
you, choose the Series 2100. The Series 2100 offers depen-
dability, plus performance specifications that are equal to
those of more expensive machines. Two cue tones (1 kHz
and 150 Hz) are standard features!

Compare prices...compare features...compare construc-
tion.,.you'll agree that the reliable 2100 gives you more
value per dollar than any other cart machine.

Playback:
Record/Play:

Mono $1,175
Mono $1,795

Stereo $1,275
Stereo $2,095

Prices USA only. 115V, 80 Hz, FOB factory exclusive of sales or use tax.

BROADCAST
ELECTRONICS INC.

4100 N. 24th ST, P O. BOX 3606. QUINCY. IL 62305-3606. (217)224-9600, TELEX: 250142
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duct’s creators believe what others are say-
ing. The radio industry has fallen into this
trap. Did you ever hear, “Radio is more diffi-
cult to understand and buy, therefore it’s not
worth as much to me,” or “It doesn’t have a
picture,” or “1 only have 2% of my budget
for radio, so I need tonnage?” If we address
these objections by lowering the price of ra-
dio time, we are guilty of underselling the
value of the medium.

The fact that radio’s cost-per-thousand
rose less than any other medium in the last
20 years is not a good sign. Let’s concentrate
on marketing the power of radio at a good
price that reflects its unique abilities. Let the
C-P-M rise.—Robin B. Martin, president,
The Deer River Group, Washington.

Cable’s contribution

EDITOR: Joan Ganz Cooney’s Oct. 13 “Mon-
day Memo” captures the zeal of Children’s
Television Workshop for its cause, but Ms.
Cooney errs in relegating cable’s role in chil-
dren’s programing to a single sentence: “Ca-
ble services seem to pay more attention to
children than the commercial networks.”

In fact, cable networks each week carry
nearly 250 hours of regularly scheduled pro-
grams especially designed for young people.
Moreover, there are a number of cable sys-
tems that encourage children and teachers to
produce their own local programs aimed di-
rectly at improving the learning skills of
children.

Cable networks such as the Learning
Channel go to extraordinary effort to bring to
homes and schools programs such as TLC's
Constitution Day special on Nov. 15 featur-
ing former Chief Justice Warren Burger and
a panel of experts moderated by newsman
Bill Moyers.

Also programing specifically for children
are such basic cable networks as Nickelo-
dean, C-SPAN, USA Cable Network, CBN
Cable Network, Spanish International Net-
work, Genesis Storytime and pay networks
such as The Disney Channel, HBO, Show-
time and Home Theater Network. —Harold
E. Morse PhD, chairman and chief executive
officer, The Learning Channel, Washington.

Marketing the key

EDITOR: I agree with Joan Cooney’s Oct. 13
*Monday Memo” that television is currently
not meeting the needs of the child audience.
However, | don’t think that it’s due entirely
to the failure of programers or to a lack of
legislative and regulatory action. The chil-
dren’s market does indeed exist in some seg-
ments of our society. Just look at the toy, fast
food and home video industries, to name a
few. These products are sold to kids via ex-
tensive marketing campaigns. Yet, this same
approach is rarely, if ever, used to promote
children’s programs on television or cable.
The successes Cooney mentions have en-
joyed the benefits of advertising as well as
good publicity. The audience for children’s
programs is there—it needs to be acknow-
ledged and informed.—Karen W. Jaffe, ex-
ecutive director, KIDSNET, computerized
clearinghouse for children’s radio and televi-
sion, Washington.



An AM commentary from Sam Yacovazzi, VP/general manager, WHIO-AM-FM Dayton, Ohio

How AM radio
can come back to life

There is a prevailing mood in the broadcast-
ing industry that AM radio is losing its audi-
ence at such a pace that it will not survive.

Ever since that fateful year, 1969, when
the FCC came out with its famous edict that
broadcasters could no longer simulcast AM
and FM for more than 25% of the time (in
most markets), the radio industry has
changed dramatically.

Most broadcasters scurried around trying
to find the easiest and most inexpensive way
of satisfying this new ruling. It was a bonan-
za time for automation manufacturers. The
general approach to FM was to air music,
taped newscasts, some public service, give
advertisers bonus spots and continue to con-
centrate on the AM. What actally aired
were long-playing music tapes and very little
else. The end result to the listener was a
better product technically and a wide variety
of music. If listeners wanted news, they
could turn to AM or that other medium, TV.

For most broadcasters, the thinking was,
“Let’s get this monkey off our back and we’ll
continue doing what we’re doing.”

FM boomed, taking away such a large
portion of the audience from the AM band
that doomsayers now say AM radio cannot
survive. This is the second time that radio
seems to be at a very critical point for surviv-
al. In the early 1950s, doomsayers were
predicting that radio could not survive
against the new medium called television.
But radio did survive through innovative
programing, exciting personalities, a strong
news image and promotion. Top 40 became
the rage. Radio came of age for the second
time, providing its audiences with entertain-
ing, informative and exciting programing.

But while radio started playing a ‘wide
range of music which it previously lacked, it
eventually became AM’s downfall. AM ra-
dio stations in those days began playing fol-
low the leader. It got to the point that a sta-
tion was only playing about 30 records.
Repetition was so great that stations would
play the same song every 90 minutes. They
had some great titles on these formats such
as the Hot 100, the Nifty 90, the Swinging
60, Top 40, Boss 30 etc. All the while, this
new thing called FM stereo was giving the
listener an alternative, and most AM broad-
casters were oblivious to what was happen-
ing.
While FM’s rise severely cut into AM ra-
dio listening, not all AM stations fell be-
hind. Some broadcasters held to their con-
victions of what made their stations great.
They didn’t change their music formats be-
cause of what the station down the street did,
but continued to be aggressive.

The big question today is: Can AM radio

Sam Yacovazzi is vice president and general
manager of wHio-am-FmM Dayton, Ohio. A
broadcaster for 30 years, his career began
at wakR(am) Akron as an account executive. He
was promoted to sales manager of co-
owned wWONE-FM N January 1965. In May 1966
he was named vice president and general
manager of woNE-FM. In 1969 Yacovazzi put
WTUE(FM) Dayton on the air and was vice
president and general manager of both
stations until 1973. He was then transferred
to manage co-owned KLz(aMm)-KAZY(FM); Denver,
a position he held until he was promoted to
vice president of group operations and
returned t0 Akron in 1975 where he also was
vice president and general manager of
WAKR(AM)-WAEZ(FM). He returned to Denver in
1977 to manage KLz-KaZy until 1981 when he
resigned to become principal owner of a
station in Knoxville, Tenn., which he sold in
1985. He was named to his current position
in September 1985.

survive? What will it take for AM to recap-
ture some of the listeners? Unfortunately,
there are no easy solutions to a very complex
problem. However, there is a bright future
for AM if we practice sound business and
programing philosophies predicated on re-
search.

A research project conducted by McGav-
ren Guild Radio revealed how people per-
ceive AM radio. It said that stereo was not
the dominant difference between AM and
FM; rather it was the variety of music. Also,
most listeners responded that news, talk,
Christian and big-band formats are primarily
AM dominant. They believe that beautiful
music, contemporary rock, soft rock, classi-
cal and progressive belong in the FM camp.
Almost the entire sample felt that any station
programing four songs in a row belongs to
the FM category.

All of this reinforces the perception that
FM has more variety in key programing
areas. AM must now demonstrate that it has
something better to offer. Those who listen
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to AM do so because they feel AM is doing
something unique: a solid news department,
a funny morning man, special features,
sports or an aggressively promoted oldies
library giving the image of a “full service”
radio station programed in an appealing
fashion. .

In 1970 there were approximately 4,900
AM and FM radio stations in the United
States; today there are close to 10,000, and
that number is growing. Because of this pro-
liferation, the problem of audience fragmen-
tation arose. In many markets there may be
two or more stations that share the same
format, play the same music, all trying to
appeal to the same audience segment. The
obvious resuit of audience fragmentation has
been a reduction in share of audience.
Smaller shares of audience have generated
smaller advertising revenues for individual
staions.

Radio has been digging its own grave.
Decreasing shares have led to price cutting
and bartering at some stations. This practice
has poorly positioned radio as a vital part of
the media plan.

AM broadcasters must discover important
survival techniques that will allow them to
prosper and build for an even more profit-
able future. The areas that must be devel-
oped are programing and sales. AM radio is
in a position now to make great gains in
audience shares in the coming years. It will
take a strong and long commitment from the
owners and operators to succeed. A strong
commitment to audience research musi be
made. Stations must identify the role they
play in the market and identify what listeners
want and expect. Stations must develop
fresh programing concepts and improved
on-air talent that will attract new and loyal
listeners. Creativity and research must go
hand in hand.

It is also vital that stations implement the
latest in technology. There has been a state of
confusion regarding AM stereo, but two
manufacturers have survived—Motorola
and Kahn Communications. This new tech-
nology will mean a better sound and a good
marketing theme. The various car makers
are now offering AM stereo receivers. Many
manufacturers are now getting into AM ste-
reo. Radio Shack, it’s reported, will mass
market AM stereo. Am stereo will establish
technical parity between the bands; howev-
er, in most instances, the AM station’s signal
will reach further than the FM’s.

The word to AM broadcasters is this: Ap--
propriate enough dollars to properly promote
your station. Be ready to go head to head with
your competition. An intelligent marketing
plan must be implemented to reach your target
audience. The AM stations that continually
meet and actually surpass listeners’ needs and
expectations will be those stations that will
survive and prosper. ]




The Los Angeles Times called it "one of the most
promising entries of the fall season.”

R

The New York Times smgled out “the first rate
cast.”

The Christian Science Monitor praised it as “the
most refreshmg of the new syndlcated sitcoms.”

And The San Diego Trlbune declared: “If there is a
hit among The New Gidget What A Country!, One

Big Family Its a Living and Mama’s Fam//y it's the
one with the exclamation point.”

A production of Tribune Entertainment and Viacom Enter-
prises in cooperation with Prime Time Entertainment.
Based on LWTs production of Vince Powell's Mind Your
Language.

SOURCE: NSI metered markets 8/24/86-10/19/86.

D 1386 Viacom International Inc. All rights reserved.



New York WPIX Saturday 6:00 pm
Increases over Fame lead-in. Improved its time period rating 28%
Over a year ago.

Los Angeles KTLA Wednesday 7:30 pm
Increases 23% over its Silver Spoons lead-in and 45% over time

period ratings a year ago
Chicago WGN Saturday 6:00 pm
The #1 first-run program on WGN in early fringe and access
Increases its One Big Family lead-in by 28%.
Philadelphia WTAF Sunday 7:30 pm
The #1 program among independents in its time period. Holds its
lead-in against 60 Minutes and other netwark competition.

San Francisco KTVU Saturday 6:00 pm
. Increases over New Gidget lead-in and beats all independent

competition.

Boston WLV Saturday 7:00 pm
Increased 56% in rating since its premiere

Detroit WKBD Saturday 7:30 pm
Increased the time period rating 45% over last year
Delivers a 44% higher rating than /ts a Living.

Dailas KTXA Sunday 5:30 pm
Increased 76% since its premiere

Miami WCIX Saturday 7:30 pm
Increases 43% over its Throb lead-in. Delivers a 48% higher rating
than /ts a Living.

Denver KWGN Sunday 6:00 pm
The #1 first-run sitcom with 31% increase in rating since its
premiere. Increased its lead-in against 60 Minutes and other

Y mene

network competition.
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The All-American Favorite.

Young, Old, Short and Tall,
Once Again She Tops Them All!

#1 - TOTAL HOMES AND VIEWERS - All Independent Stations*
Washington, D.C. - WITG-TV - 8:30 PM. - M-Tu-F

#1 - TOTAL MALE VIEWERS - All Stations *
#1 - Men 18 - 49*
#1 - Men 25 - 54*
Chicago - WGN-TV - 1:30 PM. - M-F
#1 - TOTAL HOMES, TOTAL WOMEN VIEWERS - All Independent Stations *
#1 - Women 18 - 49 - All Independent Stations*
#1 - Women 25 - 54 - All Independent Stations*
Miami - WCIX-1V - 10:30 PM. - M-F

#1 - TOTAL TEEN AND KID VIEWERS - All Stations*
Fresno - KMPH-TV - 9:30 AM. - M-F

#1 - TOTAL BLACK VIEWERS - All Stations**
St. Louis - KMOV-TV - 10:30 P.M. - M-F

#1 - TOTAL VIEWERS - ALL DEMOGRAPHICS - All Stations*
Abilene, TX - KTAB-TV - 10:30 P.M. - Su

CAROL BURNETT anadl FRIIENIDS

The Proven Winner
For Information: JOANNE LEIGHTON Director of Sales

C.B. Distribution Company 141 El Camino Drive, Beverly Hills, California 90212

Phone (213) 275-6114

*A.C. NIELSEN - CASSANDRA - JULY, 1986
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Networks suffering from three-way slump

Ratings, shares and HUT levels for the
three are down in first five weeks of
new season compared to year ago;
networks trace part of problem

to Nielsen’s meter samples

In the first five weeks of the new prime time
television season, the three-network ratings,
shares and homes using television (HUT’s)
were all down from a year ago. Also down
over the first three weeks was delivery of
key demographics. Network executives are
not sure exactly why, but part of the prob-
lem, they say, may be related to problems
Nielsen is having maintaining its national
meter sample base for the Nielsen Television
Index ratings. They also suggested that the
lower numbers are partly due to NBC’s hav-
ing the World Series this year, competing
against a weaker ABC regular series linuep,
compared to last year when the series on
ABC was going against a much stronger
NBC regular schedule.

But whatever the reasons, if the trend
holds up it will not help the sales efforts of
the networks, already plagued by the softest
advertising economy in recent years. For
those first five weeks, the three-network
average rating stood at 50.3, down slightly
more than a rating point, or about 2%, from
the same period a year ago. The three-net-
work share for the same period this season
was off about half a point, or 1%, to an
average 80.2. HUT levels are off by more
than a point to 62.6 from 63.9 a year ago,
down 2%.

According to Marvin Mord, vice presi-
dent, marketing and research services, Cap-
ital Cities/ABC Inc., Nielsen’s NT1 sample
base has been “kind of strange” lately. He
said that over the last three seasons the Octo-
ber sample base of homes providing usable
data (known as the “in-tab” sample) has di-
minished from 1,446 in 1984 to 1,403 in
1985 to 1,375 in 1986. He said the in-tab
sample used to be in the 1,450-range. Mord
added that the total NTI sample, which is
supposed to contain 1,700 metered homes,
had only 1,658 in October. The big concern
with the dwindling sample, said Mord, is
that “multiset households seemed to get af-
fected to a greater extent,” which would af-
fect the three-network viewing measure-
ments.

Both Mord and Gerald Jaffe, vice presi-
dent, research projects, NBC, said Nielsen
has acknowledged some field staff problems
this year in the installation of the new people

meters and maintenance of the existing NTI
sample at the same time. Nielsen plans to
install a 2,000-home sample by the start of
next season.

“It takes time to train the staff”’ that Niel-
sen needs to install and maintain the meters,
Mord said. He said Nielsen has told the net-
works it is “working on the problem™ but
that it remains to be seen to what extent this
season’s ratings will be affected.

NBC's Jaffe offered one example of how
the series has affected viewing levels this
season. On Oct. 24 of last year, ABC’s
World Series telecast averaged a 24.9/38.
NBC’s Oct. 23 telecast of game six of the

Three-network
prime time scorecard

{First five weeks of season)

Average rating—50.3, down 2%
o
Average share—80.2, down 1%

(]
Average HUT—62.6, down 2%

series in prime time averaged more than 8
rating points and 10 share points higher than
the ABC game a year earlier.

Jaffe also said that cable and independent
viewing appeared to be no more of a factor
so far this season than last. In fact, he said,
HBO’s October’s prime time ratings are the
lowest since the cable service has been rated:
an average just under a 7 rating through Oct.

The early three-network demographic
numbers for prime time are off as well this
season. According to Jaffe, for the first three
weeks of the season the combined network
rating for women 18-34 is off 9%. Broken
out by network, NBC was averaging a 14.3
rating in that category, off 7%. ABC was up
2% to 10.2, while CBS fared the worst,
averaging a 9.5. off 19%. The trend was
similar for women 18 to 49. NBC averaged a
14.8, off 5%, CBS an 11.1, off 13%, and
ABC a 10.6, but up 3%. With women 25-54
the results were: NBC, 15.5, down 2%;
CBS, 12.6, down 9%, and ABC, 11.6, up
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6%.

In the men’s demos, the results for 18-34
were: NBC, 10.1, off 15%; ABC, 9.4, up
15%, and CBS, 6.6, off 19%. For men 18-
49: NBC, 11.1, down 8%, ABC, 10.2, up
16% and CBS, 8.0, down 7%. For men 25-
54, NBC, 12.2, off 6%; ABC, 1.5, up
16%, and CBS, 9.1, down 7%. Jaffe said
those numbers were for regularly scheduled
programs and did not include the baseball
playoffs or World Series.

On a program by program basis, the early
demographic data shows NBC with six of
the top 10 programs and 10 of the top 20
with women 18-49, while ABC has four of
the top 10 and six of the top 20. CBS doesn’t
have any programs in the top 10 for that
demo and only four in the top 20. The pat-
tern is similar in the other key demos for
women and men.

After eight weeks of National Football
League action this season, the three-network
rating is off by six-tenths of a rating point,
43.6, compared to a 44.2 a year ago. That is
one reason why negotiations for a new net-
work television pact have been put off until
after this season, the last covered in the cur-
rent agreement. If that downward trend con-
tinues, it will reinforce the networks’ posi-
tion that they are paying more for the NFL
than the games are worth. Network execu-
tives say that each network may lose as
much as $40 million this year on its NFL
packages.

The evening news programs, which have
come under increasing pressure of late to
show improvements in the bottom line. are
down in combined ratings for households
and key demographics. For the first five
weeks of the season, the combined rating for
the evening news shows is 32.1, off 5.4%
from a year ago, while the three network
share is 64%, off last year’s mark by 1.5%.
The biggest factor there is that CBS is off
14% in rating and 13% share after the first
five weeks, averaging a 10.8/21. NBC was
up 2% in rating and 5% in share and led the
race (ever so slightly) with an average
10.9/21. ABC was a close third with an
average 10.3/21, down 3% in rating, but up
5% in share.

In the key demographics for news, the
combined rating for women 18-49 (two
weeks only) was 13.1, off almost three
points from last year, when the combined
rating was a 16.1. The same pattern holds
for women 25-54, while the men 25-54
demo is also down, but not by as much,
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while men 18-49 was about flat.

The pattern is similar for daytime, where,
for the first five weeks of the season, HUT
levels are down 2% to 26% of the household
base. The three-network daytime rating is
down 1% to a 15.9. However, the three-
network share level is up a point, to 61.2, a

sign that the network schedules are holding
their own against ever increasing competi-
tion from first-run syndicated program sup-
pliers. In the daytime household race in the
season so far. CBS leads with a 5.9/23. fol-
lowed by ABC with a 5.4/20 and then NBC
with a 4.6/18.

In the key demographics for daytime, the
available data (for two weeks of the season)
show that women 18-49 is off by three-
tenths of a point, to an average 12.6, whiie
women 25-54 are up two-tenths to an aver-
age 12.7 and women 18-34 are up one-tenth
to 13.1 O

The reorganizations continue at CBS

Stringer gets nod as permanent
head of news; corporate affairs
and radio departments changed also

The wave of changes sweeping away jobs
and moving people to different offices con-
tinued at CBS last week. One major result
was that Howard Stringer was chosen as per-
manent president of CBS News, that ap-
pointment coming after a telephone consul-
tation with the company’s board of directors.
Another result was the elimination of the
company's corporate affairs office. In the
CBS/Broadcast Group there was still an ex-
pectation of a reorganization at the top. with
uncertainty as to what a new CBG would
look like.

Stringer. who has been running the day-
to-day affairs of the news division since Van
Gordon Sauter resigned under pressure in
September, has been executive vice presi-
dent of CBS News. The !8-year veteran of
the network said his vision for CBS News is
a combination of “long-range, thoughtful
documentaries” as well as “more timely,
quicker, hard hitting ” broadcasts like the
recent special on crack. He would at the
same time. he said. like to “use an hour or
two to experiment with™” using some of CBS
News's “better people to try different ways
of doing things, try new forms, try different
television.” Stringer, 44, said he thinks CBS
News has done “about as much [budget] cut-
ting as we can do. To keep costs down, we

Stringer

have to think of ways to do things different-
ly—that’s both exciting and dangerous.”
Stringer will report to Gene Jankowski,
president of the CBS/Broadcast Group, who
announced Stringer’s appointment, saying
that he had “demonstrated the leadership,
creative and personal skills that are critical
to the continued growth and success of this
most important journalistic institution.”

Early in the week, Laurence Tisch, CBS’s
acting chief executive officer, decided to fur-

Brescia out, Kipperman up, in CBS Radio moves

The CBS Radio Division streamlined its corporate structure last Friday merning (Oct.
31) as it eliminated the individual managerial posts for its two networks and elevated
Bob Kipperman, vice president and general manager of CBS's young-adult Radio-
Radio network, to the position of vice president, CBS Radic Networks. Kipperman,
who had been head of RadioRadio since its April 1982 launch, is now responsible for
programing, promotion and production for the CBS Radio Network, RadioRadio and
the recently formed CBS 'Radio Programs unit. Kipperman, who joined CBS in 1968
as an account executive with the CBS Radio Network, will report directly to CBS
Radio President Bob Hosking.

Also involved in the latest changes is Michael Ewing, vice president and general
manager of the CBS Radio Network, who was named vice president/marketing of the
CBS Radio Networks. He will oversee both sales and affiliate relations for the two
services and the programing unit and will report to Kipperman. Ewing has been with
CBS Radio in various executive capacities since 1969.

Gone in the restructuring process is Dick Brescia, senior vice president of the CBS
Radio Networks. Brescia has been with CBS Radio for 19 years and has held his
most recent post since 1882. Prior to joining CBS, Brescia was an executive with
Mutual Broadcasting for five years.

The corporate changes are seen as a more efficient way to manage the day-to-day
activities of the two networks and CBS Radio Programs—operational responsibilities
are now being shared by Kipperman and Ewing—in the company’s new cost-cutting
era. No other departments within the division were affected by last week's shifts,
according to a CBS Radip spokeswoman.
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ther reduce the company’s corporate pres-
ence by moving the majority of corporate
affairs functions into the CBS/Broadcast
Group. David Fuchs, who had moved to the
35th fioor of CBS headquarters less than
three months ago to take the job of senior
vice president for corporate affairs (BROAD-
CASTING, Aug. 25), is today moving back to
the broadcast group, as senior vice presi-
dent, corporate and broadcast affairs. The
changes announced last Tuesday also en-
tailed the elimination of roughly 60 posi-
tions. spread among various departments.

The Washington office of CBS, which last
week was reduced from 12 people to eight,
will now be part of the broadcast group, and
its vice president, Robert McCTonnell, will
report to Fuchs. Also cut further and moved
to the broadcast group was corporate infor-
mation, whose vice president, Anne Luz-
zatto, will now report to George Schweitzer,
CBG’s vice president, communications and
information. Schweitzer will report to
Fuchs, as will three other department heads:
David Poltrack, vice president, research;
George Dessart, vice president. program
practices, and Jack Blessington. vice presi-
dent, broadcast relations. Most of the posi-
tions eliminated were n research, program
practices and audience services (which in-
clude answering viewer mail and keeping
program statistics), according to a CBS
spokesman. Those laid off last week includ-
ed John Workman, director, information re-
search; David Shapiro. director of investor
relations, and Jeff Erdel, director of press
relations for WCBS-TV New York.

Many assumed last week that changes
were still to come at the very top of CBG.
Tisch said he was siill learning about the
broadcast group and but would soon decide
whether 1o leave alone a leadership structure
that has already changed several times with-
in recent years (“At Large,” Oct. 27). The
acting chief executive officer is talking with
the broadcast group president. Gene Jan-
kowski, about a new structure, although it’s
said nothing definitive has been decided.

One of Tisch’s options is to do nothing,
leaving current reporting responsibilities es-
sentially as they are. Reporting to one CBG
executive vice president, Neal H. Pilson. are
CBS Television Stations, which is still ab-
sent a president: CBS Radio: CBS Sports.,
and the senior managers of CBS operations
and engineering. Reporting to the other ex-
ecutive vice president, Thomas F. Leahy, are
the television network and CBS Entertain-
ment, as well as CBS Broadcast Internation-
al. Reporting to Jankowski are Pilson,
Leahy. Stringer and Fuchs and the finance
department under Jay Gold.

With the senior management commitiee
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that used to oversee CBS now effectively
disbanded, some are speculating that corpo-
rate reporting assignments might also be
overhauled. One scenaric would give CBS a
president/chief operating officer and a chair-
man/chief executive officer, such as exists at
Capital Cities and existed at Loews Corp.
before Preston Tisch left to become Postmas-
ter General. In that structure, it is suggested,
the CBS president would have reporting to
him a handful of divisions: publishing, sta-
tions, network, radio and records.

Some say that the network’s current prob-
lems make the entertainment division too
vital to be separated from top leadership by
layers of managment. These observers sug-
gest that no matter what else happens in the
reorganization, entertainment will have a
more direct reporting assignment, to Jan-
kowski or a corporate president. O

Paley on Tisch

William Paley, acting CBS chairman
for seven weeks, told BROADCASTING
last week that he has been ". . . follow-
ing events at the company with a
good deal of interest,” and that he
gets together with Laurence Tisch,
acting chief executive officer, “very
often.”

Paley said: "I trust his [Tisch's]
judgment,” when asked if he was dis-
turbed by the degree of change tak-
ing place at the company, and said
reports that the two men were not get-
ting along were untrue. Paley said he
currently was occupied working with
the network's entertainment division,
and that he would remain as acting
chairman until a permanent chief ex-
ecutive officer is selected. "The
search committee is getting deeper
and deeper into the process,” he
said. Whether he would remain act-
ing chairman after that was less cer-
tain: “Circumstances would certainly
be changed; | am not sure what the
new framework would look like."

Paley

Financial interest talks break down

Top-level managements at three
networks turn down negotiated
accord between Hollywood and CBS,
NBC and ABC representatives over
prime time program production

The big three broadcast TV networks last
week unanimously rejected a proposal nego-
tiated with Hollywood representatives that
might have permitted the networks to share
in the revenues generated by prime time se-
ries in domestic syndication. “The current,
rapidly changing state of the industry pre-
cludes us from accepting your proposal at
this time,” said Michae} Mallardi, president,
broadcasting division, Capital Cities/ABC,
in a letter speaking for all three networks.

The networks’ action does not appear to
have brought to a close the debate over what
sort of programing restrictions they should
face in the future. Jt may. however, have shut
down, for the time being, efforts to work out
a peaceful settlement.

Nobody seemed more surprised by the
network decision than Merv Adelson, chair-
man of Lorimar-Telepictures Corp., a mem-
ber of the team of Hollywood representa-
tives—which also included Robert Daly,
chairman and CEQO of Wamer Bros. Inc.,
and Art Barron, president, Gulf & Western
Entertainment Group—who negotiated the
proposal.

“Beats me.” said Adelson, when asked
what went wrong. Adelson said the proposal
was actually a negotiated modification of
one presented by representatives of the net-
works at a meeting Oct. 6 (“Closed Circuit,”
Oct. 13). According to Adelson, the net-
work representatives—Gene Jankowski,
CBS/Broadcast Group president; Robert
Butler, NBC group executive vice president,
and Mallardi—had agreed to recommend it
to their management. “Now they’re saying
it’s our proposal,” Adelson said.

Jack Valenti, president of the Motion Pic-
ture Association of America, said he was
“stunned” by the networks’ handling of the
situation and accused them of having “aban-
doned normal courtesies” by leaking their
decision to the press before notifying the
Hollywood representatives. I think the net-
works have made a command decision that
they are going to produce and own all of
their own programing, and that terrorizes
independent producers,” Valenti said. Va-
lenti also said he had been so confident that
an agreement between Hollywood and the
networks had finally been reached that he
really hadn’t considered how program pro-
ducers should respond. “But I can assure
you that we mean to see that this market-
place remains competitive,” Valenti said. “I
can assure you that we won’t stand still.”

Network sources seemed to comprehend
why Hollywood might be confounded. But
one source said the network representatives
to the negotiations had agreed to recommend
the proposal because they honestly believed
they had reached Hollywood's best offer. “It
was just not enough and it was for too long a
time,” said one network source. This source
also said the networks might have “done a
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deal” had the proposal included a provision
permitting the financial interest bars to ex-
pire altogether.

Another network source said the decision
reflected that the networks all have new
leaders who aren’t as willing as their prede-
cessors “to roll over and play dead.” This
source also said the reason Hollywood was
putting “artificial time pressure” on coming
10 an agreement is that it wanted to act while
it had a friendly President in the White
House.

The proposal at issue, which the Holly-
wood representatives put into writing in a
letter of Oct. 8, would have required the
networks to limit their in-house production
of prime time programing to five hours a
week at least until 1995, and required them
to agree to discuss continuing those iimita-
tions thereafter. (Under current consent de-
crees, the in-house production limits expire
in November 1990.) In return, Hollywood
would have permitted the networks to gain
financial interests in a limited amount of
prime time programing through 50-50 joint
partnerships with program producers.

The networks also would have been per-
mitted to share in the syndication revenues
generated by prime time entertainment pro-
graming they produced in house. But no net-
work could have broadcast more than five
hours a week of in-house and the joint-ven-
ture programing at any one time. The net-
werks also would have had to turn over
worldwide syndication rights to the jointly
produced programing to the program pro-
ducer, and syndication rights for the in-
house programing would have had to be
placed with a syndicator not owned or con-
trolled by the network.

As envisioned in the Hollywood letter, a
network would have the right to broadcast
no more than four joint-venture prime time
entertainment series at any given time, and
not more than eight new joint ventures in a
season. “As an example, if a network puts
on four joint venture series in the fall and
they fail, a network can put on not more than
four more at midseason,” the letter said. “In
the next season, if two of the joint ventures
are successful and two fail, a network can
commence broadcasting two additional joint
venture series in the fall. If those series fail,
a network can try two additional series for
midseason. Should those series then succeed
(giving a network four joint venture series
on the air), there can be no more broadcasts
of joint ventures until at least one of the
series is canceled.”

Also according to the letter, the network
and the production entity would have 50%
ownership €ach in the joint venture, each
would be responsible for half of any deficits
on the series, and each would have to partici-
pate in the creation of the show (the net-
works couldn’t simply acquire the rights
after the show has been presented).

Also under the proposed deal. “All other
consent decrees which currently have an end
date of 1990 would also be extended to 1995
(i.e., spin-offs, repeats, talent series, talent
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pi!gt provisions, etc.),” the Hollywood letter
said.

Naturally, the Justice Department would
have had 1o be persuaded to seek changes in
consent decrees, and the FCC would have
had to change its own rules, for the proposal
to stand.

Mallardi, in his letter, said the networks
could not “ignore the fact that the restric-
tions imposed by existing governmental re-
straints are relics of an earlier time and do
not reflect the realities of the network econo-
my in the 1980-90's. Neither we nor the pub-
lic would be well served by an agreement
that would ignore these realities by perpet-
uating most of the existing restraints for al-
most a decade.

“Finally, there do not appear to be any
compelling reasons to rush to an agreement.
The rules restricting the networks’ ability to
syndicate or obtain financial interests remain
in place. Moreover, the networks are not sig-

e

nificantly engaged in prime time in-house
production at the present time, and they op-
erate under production caps that do not ex-
pire until November 1990. We and you
should have a clearer idea of the direction
our industry is taking well before then, and
can perhaps reach a more informed judg-
ment about an agreement that will be consis-
tent with our interests and those of the public
we serve.”

Mallardi said the proposal “was evaluated
in the light of the most difficult economic
environment the networks have ever faced—
a fact that has become particularly clear to
each of us as we (and our new managements)
have focused on our 1987 and longer term
financial forecasts. It is no secret that we
face a declining share of audience for net-
work television viewing; that the profitabil-
ity of the three networks combined continues
to diminsh; and that the capacity of the net-
works to continue to provide the service

which the public has grown to expect is, of
necessity, changing. Thus, we are confront-
ed simultaneously with significant cost and
revenue pressures and growing competition
from new media sources, including unregu-
lated networks and studio/station conglom-
erates. These problems affect not only us,
but all aspects of the industry with which we
deal—including the production and creative
communities.

“Unfortunatety, we do not have quick so-
lutions to these problems, and each company
must struggle on its own from an investment
and allocation of resources point of view.
But one proposition is inescapable: you and
we need flexibility to respond to this new
and unprecedented economic environment.
With that in mind, each of us has concluded
that now is not an appropriate time to agree
to additional governmental restrictions on
how the networks can conduct their business
in the 1990’s and beyond.” ]

“

NBC’s checkerboard ready to go

Network lines up final three
first-run comedies that will
complete weeknight access schedule

Executives at the NBC-owned stations put
the finishing touches on an access checker-
board schedule last week, which the network
will debut on all five of its major-market
0&O’s in the fall of 1987.

The latest additions to the two shows al-
ready announced come from Lorimar-Tele-
pictures, LBS Communications and
MGM/UA. Lorimar-Telepictures’ will pro-
duce Suddenly Sheriff, based on a Lorimar
pilot called Cass Malloy, which did not
make the 1982-83 CBS schedule.

The LBS addition, in association with
Procter & Gamble Productions and Harps
Productions, will be You Can't Take it With
You, based on the Moss Hart and George S.
Kaufman play of the same name, first pro-
duced in 1937, which was also made into a
film by Frank Capra. You Can’t Take it With
You stars veteran actor Harry Morgan, of
M*A*S*H.,

Last week sources said NBC and
MGM/UA Television closed a deal on the
fifth show, We've Got it Made, which will be
produced by Fred Silverman and Gordon
Farr. We've Got It Made ran on NBC during
the 1983-84 season from September through
April. There was no word last week on
whether the NBC stations will carry a sixth
day of the checkerboard, but discussions
with other producers leave that possibility
open.

The NBC stations division wanted to
complete the checkerboard schedule well
enough in advance of NATPE to give each of
the syndicators distributing the shows a
chance to clear enough markets to make
them “firm go’s” (“Closed Circuit,” Oct.
20). NBC’s KCNC-Tv Denver, owned by its
parent General Electric, will not be part of
the checkerboard.

Lorimar-Telepictures’ Suddenly Sheriff is
about a woman (Prisilla Barnes) who takes

over as sheriff in a small town near Lake
Tahoe, Nev., after her husband dies. Among
the supporting players are George Wyner,
who plays an annoying deputy with whom
Barnes continually is at odds. When Lorimar
produced the original Cass Malloy pilot, the
series was set in Indiana. In moving the set-
ting to Lake Tahoe, the series can accommo-
date guest star appearances by ostensible
visitors to the resort.

Barnes is best known for her role as Terri
in Three's Company. Wyner has played as-
sistant district attorney [rwin Bernstein on
Hill Street Blues since 1982. Mark Rothman
will be executive producer of the series.
Rothman was the co-creator of Laverne and
Shirley and has also worked as a writer/pro-
ducer on The Odd Couple and Happy Days.

There will be 22 episodes of Suddenly
Sheriff, which will be sold in one-year deals
on a cash-plus-barter basis with Lorimar-Te-
lepictures holding back three 30-second
spots. Lorimar-Telepictures announced that
it has also cleared Suddenly Sheriff on KPHO-
Tv Phoenix and KCRA-Tv Sacramento, Calif.

The deal on You Can't Take it With You
was concluded last Tuesday, and to make the
classic Kaufman and Hart story available to
television as a series, the principals had to
negotiate with the authors’ estates. The pro-
gram’s 22 episodes will also be sold for cash
plus three 30-second spots, which will all be
taken by Procter & Gamble. John Bowab
will be executive producer. He has produced
Facts of Life, Who's the Boss, Benson, Soap
and It’s A Living as well as 120 stage pro-
ductions.

The first two announced shows on the
checkerboard are MCA-TV’s Out of This
World, produced by Bob Booker Productions
and starring Donna Pescow, and Paramount’s
Marblehead Manor, produced by Gary Nar-
dino Productions in association with Rob
Dames and Bob Fraser (BROADCASTING,
Sept. 29). Out of This Worlid, which will be
the lead-in to Cosby on Thursday, is the only
show of the five that has been assigned a day
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of the week.

Al Jerome, president of the NBC-owned
stations division, said that the real challenge
to the checkerboard will be proper promo-
tion. “It’s something were going to have to
work real hard on.” Jerome said that the
shows will be promoted as an addition to the
network’s 8-11 p.m. lineup.

Jerome said that the checkerboard, put to-
gether by Wes Harris, vice president of pro-
graming for the station division, was not an
outgrowth of the success that KTLA(TV) Los
Angeles has had with its checkerboard,
which debuted Sept. 22, at 7:30, although
the ratings for its checkerboard have been
encouraging. Since its debut through Friday,
Oct. 4, the KTLA checkerboard has placed
first in the market in Arbitron with a 8.8/14
(KABC-TVs Eye on L.A. is second with a
8.2/14)). It is second in Nielsen with an
8.7/13, compared to a 9.1/14 for M*A*S*H
on KCOP(TV) Los Angeles. In its first five
weeks, the checkerboard was first four out
of five times in Arbitron, and has a first, two
seconds and two thirds in Nielsen.

Producers acknowledge that the shows
will be deficit financed, although being part
of the top network’s lead-in schedule was
considered a plus. Henry Siegel, chairman
of LBS Communications, said production of
You Can’t Take it With You will be at a
deficit of between $50,000 and $100,000
per episode.

Dick Robertson, member of the office of
the president at Lorimar-Telepictures, said at
the announcement on Suddenly Sheriff that
whereas other first-run sitcoms are being
produced for between $250,000 and
$300,000 per episode, Lorimar-Telepictur-
€s’s current stable of first-run sitcoms cost
more than $400,000 per episode. Robertson
said that shows with great writing and edit-
ing “hold up better.” On the first 22 episodes
of Suddenly Skeriff, Lorimar-Telepictures
will swallow a deficit ef $2 million to $2.5
million.

If the checkerboard shows are renewed by
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‘Cosby’ in New York starts at $125,000

Viacom opened the bidding on The Cosby Show in New York last week with a
minimum price of $125,000 per week. Viacom is seiling the show as a first-run
property on a cash-plus-barter basis in three-and-a-half year deals (182 weeks).
With 125 episodes expected to be delivered by fall 1988, when the show will air in
syndication, the $125,000 reserve price works out to $182,000 per episode, exclud-
ing the barter minute. The total price for the 182-week deal would come to
$22,750,000. The station that gets the show would have to put up $2.275 million of
that as a downpayment.

Sources said that Viacom was expecting to close on a deal with a New York station
for a weekly price of $210,000. At that price, the show would go for $38.22 million, or
more than $305,000 per episode.

The initial reaction among stations to the $125,000 New York price was quiet.
Some said they found the figure to be reasonable, especially in light of rumored
prices. The New York price is more than twice the previous market record of $80,000
per episode paid by wrix(Tv) for Cheers, which will begin in the fall of 1987.

It was not clear last week who would submit bids of the reserve price, the reserve
price plus a multiple of 5%, or alternative offers (BROADCASTING, Oct. 27) to Price
Waterhouse by the 4 p.m. deadline today (Nov. 3). All three independents, wNYw-Ty
WPIX(TV) and wOR-Tv, are said to be interested in the program. It was not clear whether
any of the market's three network affiliates would submit bids. Barring the submission
of complicated alternative offers, Viacom is expected to make a decision Tuesday,
Nov. 4.

Viacom will open bidding in Chicago this week, and Los Angeles the beginning of
the following week. Viacom has not yet set the reserve price in Chicago, although it
use the final New York price to influence its decision there and in subsequent

markets.

the NBC stations for subsequent seasons,
and enough episodes are produced to syndi-
cate the programs, the NBC stations will
have the right of first refusal for the strips.
The primary reason for the NBC stations to
get into the checkerboard was to provide
counter-programing to the game shows and
“infotainment” that currently run in access.
But for the producers of the checkerboard
sitcoms, the payoff will come if the shows

are sold in syndication. Pat Kenney, presi-
dent of off-network distribution at Lorimar-
Telepictures, predicted that affiliates will be
as interested in the strips as independent sta-
tions because affiliates will have more flexi-
bility in scheduling the shows. Siegel said
the aftermarket for first-run half-hour com-
edies among network affiliates should begin
to open up as “affiliates start 10 look more
like independents.” a

Wrangling over repositioning

More words fly between INTV
and NCTA over cable practice
of moving independents from
low channels to higher ones

Independent television’s growing discontent
with the cable industry intensified last week
following an exchange of letters between the
Association of Independent Television Sta-
tions and the National Cable Television As-
sociation over channel repositioning.
INTV, in a letter from its president, Pres-
ton Padden, called on the cable association
10 urge its members to delay any realignment
of their channels “until discussions can be
held.” Otherwise, INTV said, it would
launch an unfavorable public information
campaign against the cable industry. The in-
dependents are unhappy because a growing
number of cable operators are readjusting
their channel lineup and in some cases mov-
ing independent stations from lower channel
assignments to a less desirable position on
higher channels (BROADCASTING, Oct. 27).
But INTV' threat did not persuade
NCTA, whose president, James Mooney, re-

jected the independents’ request. He dis-
missed Padden’s charge that placing inde-
pendent stations on high-numbered channels
was a violation of the spirit of the must-carry
compromise struck by INTV and NCTA.
Mooney wrote back that “even the old must-
carry rules, struck down by the Court of
Appeals, didn’t give UHF signals a right to
be carried on cable systems in a channel
position superior to the off-air assignments
given to them by the FCC.”

Padden’s letter warned that if “no relief is
forthcoming,” INTV will initiate a “compre-
hensive campaign of consumer education on
the related issues of channel positioning and
the rising cost of cable service.” INTV’s dis-
satisfaction surfaced during its board meet-
ing last month. As part of a new marketing
strategy, cable operators are shuffling their
channels 1o establish a more appealing line-
up to increase viewership, attract more local
advertising and promote programing.

What is particularly disturbing to INTV,
Padden wrote, is that channel repositioning
is symptomatic of a larger issue: cable’s “an-
ticompetitive behavior.” It may be channel
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repositioning today, he said, “but who
knows what new abuses the cable industry
will concoct tomorrow.” Consequently, Pad-
den continued, his board is “nervous and
suspicious” of participating in any further
deals with cable.

“A key element of our must-carry com-
promise was carriage on ‘basic,” defined in
the agreement as the ‘lowest-priced tier.” It
was our expectation that, in most instances,
this would mean continued carriage on the
first dozen channels which.can be received
without a converter, where most local sta-
tions have been carried in the past,” Padden
wrote.

Mooney’s letter argued that channel posi-
tioning was never part of the deal. To back
that up, he cited the must-carry agreement
which says: “Systems are not required to
carry stations on their channel positions, but
must carry all qualified local stations in their
entirety on lowest-priced tier.”” Furthermore,
he said, the joint agreement submitted to the
FCC, states: “Stations may be carried on any
channel frequency. However, all qualified
stations that a system is required to carry will
have 10 be carmried in their entirety on the
lowest-priced, separately available tier of
service offered by the cable system.”

Mooney told BROADCASTING that for ca-
ble, part of the incentive for striking a deal
on must carry was to end the cablecaster-
broadcaster wars. “If we’re going to have a
war anyway, our side is beginning to wonder
whether the deal is valid,” Mooney said.

NCTA’s president also took issue with a
statement Padden made during a Cable Mu-
seum Seminar at the National Press Club last
month. He said he heard Padden “denounce
a Wisconsin cable operator’s decision to car-
ry, as you [Padden] put it, *some junky cable
service’ rather than a new UHF station
which sought to distinguish itself by retrans-
imitting basketball games.” That remark,
Mooney wrote, identifies the “real source”
of irritation by the independents, “who seem
unable to assimilate the idea that cable tele-
vision programing services, such as CNN,
Arts & Entertainment, ESPN (and, indeed,
C-SPAN), have as much of a right to live.”

The independents feel that channel
switching will give local network affiliates,
which remain on the lower numbered chan-
nels, a competitive edge. Also, they think it
will cause viewer confusion and “wreak hav-
oc with Nielsen and Arbitron audience mea-
surements.” Furthermore, INTV questioned
cable’s motives for shuffling the channels.
Padden charged that the moves are being
made because “several cable program ser-
vices [in which the local cable operator may
sell time], are offering financial incentives to
be moved to lower channels in the hope their
viewing levels will increase. Such moves
cannot be defended on the grounds of con-
sumer preference since virtually all audience
survey data proves that consumers are far
more interested in the local independents
than cable program services.”

So far, only INTV is publicly outraged by
the channel switching. The National Associ-
ation of Broadcasters is polling its members
on the matter before taking a formal position
(BROADCASTING, Oct. 27). a
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Rejiggering the cable satellite status quo

The world of cable is changing
as carriers and programers begin
to switch their feeds to new birds

For nearly three years, the cable satellite
business was fairly settled. Hughes Commu-
nications’ Galaxy 1 was the primary carrier
of satellite programing, and RCA Ameri-
com’s Satcom I1I-R and Satcom IV were the
secondary ones. It was as simple as that.
But maneuverings by satellite carriers and
cable programers and the emergence of new
programing services looking for satellite ca-
pacity over the past several months is about
to change radically cable’s satellite lineup.
The lastest blow to the status quo: Viacom
International’s agreement to lease 21 tran-
sponders on AT&T Telstar 303 through 1995
for $243.1 million. Under terms of the tariff,
which is subject to FCC approval, Viacom is
to take command of 13 transponders on the
C-band satellite on Dec. 15 and eight more
onlJan. 1. 1988. The lease expires in August
1995 at the end of Telstar 303’s design life.
According to Andrew Setos. vice presi-
dent. engineering and operations. Viacom
Networks. Viacom plans to aggregate some
of its feeds on Telstar 303 programing and
sublease the rest at cost to other cable pro-
gramers. Setos said C-SPAN, the Disney
Channel, The Weather Channel and Litetime
have already expressed an interest in being
on the bird.
In seeking to lease transponders to cable

programers, Viacom has put itself in compe-
tition with RCA Americom; Crimson Sate]-
lite Associates, a joint venture of RCA
Americom and Home Box Office. and a
group of telecommunications companies
that is trying to sell its excess capacity on
Hughes Communications’ Galaxy TII.

RCA Americom, in addition to holding on
to its current cable customers on Satcom I11-
R and Satcom V. is trying to lease 27 tran-
sponders on Satcom I-R and Satcom II-R,
which became available when RCA decided
to eliminate its leased-channel and data
transmission services, to cable programers.

Crimson has been trying to lease capacity
to major cable programers on its Satcom K-
3, a high-power Ku-band satellite. Because
the satellite is not slated to be launched for
three years, it is offering those interested in
Satcom K-3 interim service on RCA Ameri-
com's Satcom K-1, a similar satellite
launched last January. As a pariner in the
venture, HBO has reserved four slots on
each of the 16-transponder birds. And, last
week, Home Shopping Network became the
first cable programer to join HBO (see “Sat-
ellite Footprints,” page 83).

MCI1 Communications, Equatorial Com-
munications and Hughes Communications,
meanwhile, are hoping they can persuade
cable programers to absorb some ol the ex-
cess capacity they control on Galaxy IlI.
Two months ago, it looked as if Galaxy 11
would fill up with some new cable services,

Reliance buys WNIU-TV for $70 million

Reliance Capital Group, the insurance and.investment concern that is in the process
of purchasing John Blair & Co., anncunced last week that it had purchased wNJu-Tv
Linden, N.J., from Jerry Perenchio, Norman Lear and Bud Yorkin for $70 million.
The move is a major step in Reliance’s effort to build a second major Spanish-
language network. Blair, based in New York owns a group of four AM's, four FM's and
five TV's, and includes Spanish-language stations, wscv(tv) Fort Lauderdale, Fla.,

and wkaQ-Tv San Juan, PR. Reliance already owns kvEA-Tv Los Angeles.

Reliance Group President Henry R. Silverman said the stations would receive
common advertising representation and would work together to produce program-
ing. The fledgling network would be in direct competition with SIN Network, but

Silverman expected the competition to be healthy for Spanish-language stations. “In
a sense we will be helping each other by bringing more cutiets for Spanish advertis-
ing,” said Silverman. “The biggest challenge for both of us is to bring more tradition-
alty Anglo advertisers to Spanish stations." Silverman said the new network would be
searching for affiliates and would be joined by wciu-tv Chicago in a loose confeder-
ation in advertising sales and programing, although no formal affiliation agreement

has been signed.

Reliance, which owns 80% of Blair, is attempting to merge the two companies—a
move that requires stockholder approval. Because of Securities and Exchange
Commission regulations, Silverman was unable to say whether any other Blair sta-
tions will be changed to Spanish-language and whether there are any other affiliates
coming on, but indicated that they were working with a number of Spanish-language
stations in Texas on affiliation agreements. "We will have to expand with affiliates, but
you can't really have a Spanish-language network without New York and Los Ange-
les, and possibly Miami; now we have all three,” said Silverman. Asked whether
Reliance would be making any further purchases, Siiverman said it would be "highly

unlikely. We don't need to now”

The station is the last remaining joint venture of Lear and Perenchio, former co-
owners of Embassy Communications, which was sold to Coca-Cola last year {BROAD-

CASTING, June 26, 1985).
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but competition from RCA and Viacom have
put that in doubt.

Telstar 303 is a C-band satellite. Prior to
making the deal with AT&T, Setos said, Via-
com took a long, hard look at Ku-band tech-
nology. Setos acknowledged that Ku-band
satellites. whose signals are free of terrestri-
al interference, are superior for beaming sig-
nals to affiliates in urban areas. But. he said,
the greater reach of Ku-band birds does not
outweigh its greater cost. On average, he
said. a Ku-band transponder costs two or
three times more than a C-band transponder.
What's more, programers would incur the
expense of installing Ku-band uplinks and
operators would have to spend hundreds of
millions of dollars for Ku-band downlinks.
Setos also said Ku-band satellites were “in-
trinsically less reliable,” apparently refering
to the Ku-band rain fade problem.

Initially, Setos said, it plans to shift its six
feeds on Satcom I11-R (Nickelodeon/Nick at
Nite. Viewer's Choice, Showtime west,
MTV. VH-] and Lifetime) to Telstar 303
within the next few months. To give affili-
ates a chance to switch their dishes from
Satcom III-R to Telstar 303 or to equip them
with dual-feeds so they can receive signals
from both at the same time, Setos said, Via-
com will beam the services from both birds
for five months.

Setos wouldn't or couldn't say when Via-
com’s four feeds on Galaxy | (Showtime
east, The Movie Channel east, The Movie
Channel west and Viewer's Choice) or its
one feed on Satcom IV (Nickelodeon) will
make the switch to Telstar 303. He also de-
clined to say how many transponders Via-
com would be making available to other pro-
gramers.

In leasing 21 transponders, Setos ac-
knowledged that Viacom is taking a consid-
erable risk. If it is unable to persuade other
programers 10 sublease transponders from it
on the bird, it will be left having to pay for a
lot of unused satellite capacity.

But, according to Setos, Telstar 303 has a
lot going for it. primarily longevity.
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Launched in June 1985, it is the youngest C-
band satellite in orbit and is expected to pro-
vide service until 1995. By contrast, Satcom
I-R was launched in April 1983, and Galaxy
Il was put in orbit in September 1984,

Also, Setos said, Telstar 303 has intrasa-
tellite and intersatellite protection. If one of
the transponders’ amplifiers fails, he said,
one of six spare amplifiers can be switched
on to resume service. What’s more, he said,
if the entire satellite goes kaput. AT&T will
find room for most of the traffic on the other
two satellites in the Telstar system, Telstar
301 and Telstar 302.

When it comes to Satcom I-R and Satcom
II-R, RCA’s chief selling point seems to be
price. Because many of the services it hopes
1o attract to the bird are new, it has adopted
an escalating payment plan that allows the

programers 1o acquire a slot relatively inex-
pensively. The payments increase each year
for five years. After that, they remain the
same. For those leasing one or two pre-emp-
tible transponders, the monthly payment
goes from $39,000 to $80,000 over five
years. For three or more pre-emptible tran-
sponders, the payment goes from $35,000 to
$70,000. For one or two protected transpon-
ders, the monthly payment goes from
$45,000 to $90,000. For three or more, from
340,000 to $79,900.

According to RCA's Kurt Thoss, RCA is
also providing an opportunity for Satcom I-
R and Satcom I1-R customers to move even-
tually to Satcom III-R or Satcom 1V, which,
as well-established cable birds, have plenty
of cable earth stations looking at them.
Thoss said that as cable programers move

from Satcom III-R and Satcom IV to Satcom
K-1 or Satcom K-3, their vacated transpon-
ders will be offered to programers on Satcom
I-R . The first to sign up for Satcom I-R, he
said, will be the first to be offered the hand-
me-down slots of Satcom III-R and Satcom
V.

The marketing plans for Telstar 303 and
tor Satcom [-R and Satcom 1I-R have one
thing in common—free earth stations. Both
Viacom and RCA Americom said that they
would be giving away earth stations to affili-
ates of cable programers that sign aboard
their satellites and meet certain criteria. Via-
com and AT&T also plan to provide dual
antenna feeds that can be retrofitted on earth
stations to enable them to receive signals
from Telstar 303 and Satcom UI-R at the
same time. a

CBS alone in full-bore election-night coverage

ABC and NBC plan updates
throughout evening before going
with live coverage at 10 p.m.

For two of the three commercial broadcast
networks, tomorrow’s general election cov-
erage will be scaled back substantially from
the last off-year election held in 1982. Only
CBS will stay with the tradition, providing
continuous live coverage from 8 p.m. to 2
a.m. ABC will provide live three- and five-
minute reports and NBC will air one- and
four-minute briefs, respectively, throughout
the evening, followed by hour-long live
summaries beginning around 10 p.m.

According to Paul Greenberg. senior ex-
ecutive producer for NBC News, who will
be in charge of NBC's televised election
night coverage—Flection Night: Decision
'86—the “basic factor” involved in cutting
back on coverage is “just the news value of
the story. There is a good story. and the good
story is who controls the Senate. Related to
that is how strong the Republican Party is—
which is supposed to be the surging party of
the '80s—and [whether] that is true after you
look at the election.” The decision to reduce
coverage was Iinitially a journalistic deci-
sion, Greenberg said, and the “added bless-
ing was that it costs a lgt less money.”

Jeff Gralnick, vice president and execu-
tive producer of special programing who is
the executive producer of ABC News’ ‘86
Vote, said that in the past, after ABC aired
six hours of coverage, there was a feeling
that the network had been broadcasting three
hours before “the real story” occured. This
year’s local elections don't become a nation-
al story until it can be determined who has
control of the Senate and the shape of the
House, Gralnick said.

However, Joan Richman, CBS's vice
president and director of special events, dis-
agreed. “Once every two years is a chance
for the country to express it views on the way
the country is going, on policy issues, and to
elect its representatives,” she said. "It seems
to CBS that that is the single most important
thing that happens in a democracy.” she said.

“And if there is any occasion when a net-
work can bring its full journalistic abilities 1o
bear, this is the case. It’s not a local story, the
outcome of the races themselves obviously
have local interest, but it is exactly what a
network is here to do—to put the national
significance on it, to analyze it and make it
clear to the country why this matters.”

And CBS does not feel it can tell the full
election story with brief. intermittent re-
ports. “When you do three minutes or five
minutes [of reports], you clearly car: only do
the results of the races, so you can't bring
any analysis or overview or depth to that
coverage,” Richman said. “Then you have
an hour and it’s highly likely that in that
particular hour you are not going to know the
outcome of the biggest story of the evep-
ing—which is what is the Senate”—unt)
after 11 p.m. when the West Coast polls
close, she said.

As part of its Campaign 86 coverage,
CBS News will provide coverage of the
races and their impact on various issues “re-
lavent in many races,” such as farm policy,
foreign trade, the economy and President
Reagan’s strength in the new Congress,

Richman said. “The basic object is to try to
get at all the things which are of significance
to the national audience beyond just the out-
come of the individual races.” Dan Rather
will anchor the CBS News coverage from a
freshly painted studio in New York, de-
signed specifically for election night. He
will be joined by senior news analyst Bill
Moyers; correspondents Bob Schieffer, re-
porting on the Senate races, Lesley Stahl
covering the gubernatorial elections, and
Phil Jones on the House results.

Bruce Morton’s election analysis will in-
clude how the 1986 elections will effect Rea-
gan’s final two years in office, and Mike
Wallace will report on media strategy. politi-
cal advertising and campaign finances. Bill
Plante will report from the White House and
Charles Kuralt will report on the farm crisis
from Sioux Falls, S.D. Lem Tucker will cov-
er the effect of oil prices and the economy on
the election from Oklahoma City, and Terry
Drinkwater will examine the foreign trade
1ssue from Seattle. There also will be region-
al reports from the field, with Bernard Gold-
berg in Atlanta, Susan Spencer in Boston,
Bob Faw in Chicago and Meredith Vieira in

Taft TV stations may go to TVX Corp.

The new owner of Taft Broadcasting's five independent television stations could be
announced as early as this week, according to company sources. The leading
contender at this point to purchase the stations is TVX Broadcast Group, a Virginia
Beach, Va.-based independent television group owner. ATaft spokesman would only
say that "negotiations are on track with one majcr bidder.”

Tim McDonald, president and chief executive officer of TVX, was reliably said to be
completing "due diligence” on the five stations, whose price some say may be
around $250 million. The five stations are wDCA-TV Washington, wcix(tv) Miami, wiaF-
Tv Philadelphia, KIXa(Tv) Fort Worth and KTxH(Tv} Houston.

Help in financing the stations—said not to be easy because they are losing money
on a “cash-in-cash-out” basis—might come from the venture capital arm of Warburg
Pincus. TVX might also help finance the stations by selling off some of its existing
television properties. It was rumored last week that the company had already sold
one of its television stations to Act lIl, the investment firm established by television
producer Norman Lear. TVX could also spin off one or more of Taft stations to another
party—CBS was said to be interested in weix-1v (Broapcasting, Oct. 27).
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NBC News will provide live, prime time
television coverage including one-minute
reports at 8 and 9 p.m. (NYT); four-minute
reports at 8:26 and 9:26 p.m., and special
broadcasts from 10to 11 p.m. and then again
from 11:30 p.m. to 12:30 a.m. The network
will update all of the brief reports, and on the
West Coast, NBC will redo the 10 p.m. hour
again from 1 to 2 a.m. (NYT). (The East can
take the second half of that hour after The
David Letterman Show is finished if it so
chooses.)

NBC'’s Election Night: Decision *86 cover-
age, as the network is calling it, will be
anchored, like its Nightly News, by Tom
Brokaw. He will project the winners in sev-
eral of the major Senate, gubernatorial and
House races after the polls close, interview-
ing top candidates and other political fig-
ures, both in person and by satellite, NBC
said. John Chancellor will join Brokaw in
the specially built red, white and blue elec-
tion night studio, providing commentary and
poll analysis. NBC is also taking a nontradi-
tional approach to its coverage from the
field, bringing its live regional remotes into
three “hub” areas—with Dennis Murphy in
Washington, Ken Bode in Chicago and Tom
Pettit in Los Angeles. Additionally, Chris
Wallace will cover administration and party
reaction to the results from Washington,
joined by John Dancy at the Capitol.

ABC News will provide resuits and analy-
sis of key races beginning in World News
Tonight with Peter Jennings. Following
that, the network will project election night
winners after polls close during four special
reports from 8:02-8:05 p.m.; 8:16-8:18
p-m.; 8:37-8:40 p.m., and 9:03-9:08 p.m.
At9:43 p.m., an ABC News special, The ’86
Vote, anchored by Jennings and David
Brinkley from ABC News headquarters in
New York, will air through 11 p.m. The an-
chors will report “key results” and conduct
live interviews with candidates and other
politicians “both directly and indirectly in-
volved in the election night story.” Addition-
ally, a special, one-hour edition of Nightline
with Ted Koppel will begin at 11:30 p.m.,
providing Jate election returns and live inter-
views. Nightline will be updated with live
reports in all time zones, ABC said.

Also contributing to the coverage will be
Brit Hume, reporting from the Senate;
Charles Gibson, from the House of Repre-
sentatives; Carole Simpson reporting on the
gubernatorial elections; Lynn Sherr report-
ing on the results of the ABC News National
Exit Poll and on key precinct data. Commen-
tator George Will will discuss the election’s
impact on state and national politics.

Each network has also arranged for local
stations to have access to network reports,
with the most extensive plan belonging to
ABC News. In past years, local ABC affili-
ates would phone the network for individual
returns or data. This year, for the first time,
ABC has designed a system enabling partici-
pating affiliates to tap into ABC’s main elec-
tion computer for specific information re-
quested in advance by the station, such as
polling data, election results once the polls

are closed, and demographic information on
the voters in their local market. Each station
is programed individually so that on election
night, the station “dials in” to ABC’s main
computer, gives its call letters and then re-
ceives the information requested—"no more
and no less,” said Stan Opotowsky, ABC
director of political operations. The comput-
er can take some 130 calls at one time, he
said.

About 70 ABC affiliates from 42 states
have paid an undisclosed flat fee to ABC to
participate in the ABC Affiliate Election
Service (AES), said Opotowsky, The cost,
he said, essentially covers ABC’s program-
ing and administration. He said that he sees
AES as the “real wave of the future.” ABC’s
political data will be accessed through an
existing affiliate network computer system
which is used for daily communication be-
tween ABC stations and the ABC News af-
filiate news service, ABC said.

CBS affiliates will be given the option of
taking seven-minute cutaways at 23 minutes
and 53 minutes past each hour for reports on
their own local and regional returns, and a
half-hour at 11 p.m. (NYT), for their late
local news. Additionally, CBS has two
phones in its election studio set up for an-
swering affiliate’s requests for information,
as well as an affiliate wire service, by which
CBS will send analysis stories from the data
collected for specific races.

In the early evening, NBC will have five
minute local cut-ins just before the hour
There will also be five-minute local
breakaways during NBC’s election pro-
grams. For some stations broadcasting ail
night, NBC has arranged its program so that
an affiliate can take portions of it to give a
national picture, and then go back to their
local stories. m

Intelsat-U.S.
trying to move
toward PanAmSat
solution

On Oct. 22, a “snapshot” was taken of the
status of talks between representatives of the
U.S. and Intelsat on the technical issues to
be resolved in their consuitation on the sepa-
rate communications satellite system Pan
American Satellite Corp. intends to launch
to provide service between the U.S. and Lat-
in America. In the view of U.S. and PanAm-
Sat officials, it was not good. The U.S. is
expected to provide a different view when
the board of governors technical meeting
considers the matter this week. Now, on
Nov. 4, a second snapshot is to be taken, of
the staff’s estimate of the economic impact
the PanAmSat proposal would have on the
global system.

The dates for taking the snapshots were
agreed upon at the urging of Intelsat Director
General Richard Colino as a means of mov-
ing the talks along at a sufficiently brisk pace
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to allow the Intelsat board of governors to
act on the PanAmSat matter at its meeting in
December. The board will be asked at that
time to set a date for an extraordinary As-
sembly of Parties on the matter—in January,
if the U.S. prevails, in March or April, if
Colino has his way.

The Intelsat staff, after meetings with
U.S. representatives that went until the
deadline of midnight on Oct. 22, is under-
stood to have made a positive recommenda-
tion to the technical committee—but one
hedged with restrictions that U.S. and Pan-
AmSat officials believe would cripple the
PanAmSat proposal. For instance, the staff is
said to have maintained that six of the 24
transponders should be closed to television
service and that the power on which televi-
sion could be provided through eight other
transponders should.be reduced by as much
as 30%, a reduction that would seriously
affect the quality of the service. According
to one source, the quality would be *slightly
less™ than that now offered on Intelsat satel-
lites. The staff is also said to have recom-
mended resirictions on the data service.

The staff’s recommendations will not go
unchallenged. The U.S. participates in the
work of the technical committee, which is to
meet Nov. 5-12, and is certain to provide a
different report on the technical issues, one
that, as a source put it, “avoids interference
to Intelsat and still provides PanAmSat with
some flexibility.”

The PanAmSat satellite, at 315 degrees
east, would be located eight degrees from
the nearest PanAmSat satellite.

The economic data involved in the consul-
tation relates to all 24 transponders. Howev-
er, only the material dealing with the five to
be used to link the U.S. and Peru, the U.S.’s
partner in the coordination process, is based
on firm figures. The remainder—dealing
with 13 transponders that would be used do-
mestically in Latin America and six Ku-band
transponders that would provide service be-
tween the U.S. and Europe—is based on
“assumptions.” PanAmSat has no customers
for any of those satellites. The Intelsat staff
has made its own assumptions and will base
its report to the board—as to the perceived
economic impact on the giobal system—on
an analysis of the two sets of views.

As the board prepares for the December
meeting, some observers were beginning 10
focus on an item on the agenda they believe
could mean new problems for the U.S.’s
proposed separate systems. It involves the
use of planned domestic service capacity on
satellites for the establishment of a regional
video and data distribution service. The pro-
posal, which reportedly originated with
West Germany, grows out of the fact the
footprint of the transponders purchased for
planned domestic service often extends be-
yond the borders of the country being
served. As a result, a country could use the
transponder to provide international as well
as domestic service. The idea poses a num-
ber of questions—as to pricing and services,
among them—but such a new service con-
ceivably could pose a competitive threat to
separate systems. O



Britain’s BBC-TV

A 50-year tradition of broadcast innovation

As the venerable English institution celebrates
its half-century mark and reflects on past successes,
its future direction faces some larae question marks

BC Television turns 50 this week. The remarkable ser-
vice’s half-century in the medium has created more qual-
ity television for enthusiastic audiences around the world
than perhaps any other. But when the anniversary party is
over, BBC-TV must face a more difficult future. Television in
Britain and throughout Europe is undergoing dramatic industry-
wide change that threatens both BBC-TVand the very foundations
of Britain’s public broadcasting service. Will BBC-TV survive it?

[m

The BBC was already a veteran of more than a decade of radio
programing when it entered the television race in the early 1930%.
With the development of TV already proceeding rapidly in the U.S.
and Germany, the BBC and the British government together devoted
hundreds of thousands of British pounds to advance its own compet-
ing TV systems and insure their role in the coming revolutionary
Service.

The work paid off. On Nov. 2, 1936, the BBC began England’s—
and the world's—first regularly scheduled, daily television service.
Only a few hundred families in southeast England were wealthy
enough to afford the $400 receivers that enabled them to waich the
early, two-hour-a-day, six-days-a-week schedule of entertainment
programs.

But BBC-TV has grown steadily in popularity over the years
(except for the lengthy interruption brought about by World War II)
and its broadcast of the the coronation of Queen Elizabeth Il in 1953
is most often credited with permanently fixing television and the
BBC service in the British consciousness, helping to boost the num-
berof TV sets in Britain to five million (see box, page 50). Today the
BBC ranks high among the world’s best known television services.

The growth of television in Britain also brought with it the first
serious discussion of breaking the BBC’s long monopoly in the
broadcasting services. Out of a several-year-long controversy over
the question in the early 1950’s, Britain’s first commercially support-
ed TV channel, today's Independent Broadcasting Authority,
emerged in 1954.

The BBC, far from being hurt by the new competition for program
audience, has continued to build its television reputation. BBC-TV
programs still draw some of the largest audiences in Britain, and its
popularity worldwide is evidenced by the sale through its BBC
Enterprises division of more than 12,000 hours of programs each
year, in 1985 bringing in revenues of more $50 million.

Despite its popularity, however, “BBC bashing” is still a favorite
British sport. Apart from continuing controversies about its politics
and the content of its programs, the most common audience com-
plaint is the increasingly painful pinch of the annual television re-
ceiver license fee, which 1s used to finance the TV service (license
fees are no longer collected on radios).

The BBC-TV license fee, paid in one lump sum each year by rich

and poor alike, has jumped by nearly one-third over the last decade
to £58 ($87). Yet because of the simultaneous climb in inflation,
BBC’s expenditures last year ended up exceeding its income from
the fees by more than £50 million ($75 million). With public opinion
running against further hikes in the fee, the bottom line is that the
BBC is strapped for cash.

This is not the first time that BBC financing has been under public
scrutiny. Over the years since the service's founding, no fewer than
seven government-sponsored committees and a myriad of unofficial
forums have explored alternative ways of paying for the cherished
public service, including the acceptance of advertising. In the most
recent government examination, a committee headed by a conserva-
tive economist, Alan Peacock, raised the question of BBC financing
and the group’s conclusions have drawn decidedly mixed reviews
{see below).

This time, however, it may be difficult to ignore the cries for
fundamental change in BBC funding. In England, as in other nations
of Western Europe, national broadcasters of every stripe are finding
that newly emerging forms of TV program distribution such as
videocassette recorders, cable television and satellites, are increas-
ingly eroding their grip on their nation’s television services.

Throughout Europe, television is in a state of deregulation, with
commercially supported and privately owned television making reg-
ular and increasingly profound inroads into the opening media mar-
kets (BROADCASTING, March 31).

While some remain unconvinced that these trends will alter the
existing state broadcasting structure, many in Britain recognize their
potential impact. David Webster, a member of the BBC board of
management for eight years until last year, and now a member of the
Carnegie Endowment in Washington and chairman of BBC anniver-
sary events in the U.S., told BROADCASTING: “Throughout Europe,
all the established players have been scratching their heads for some
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Welcome to Marblchead Manor. A place wheré everyone needs
help. Even the help.
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years on how to react to new media. There is a process of deregula-
tion in Europe...[and] the newcomers have the advantage of a
certain flexibility of attitude.”

Giles Shaw, British government minister responsible for broad-
casting policy, recently told an international communications confer-
ence, “The difficult questions of the BBC’s finances were an early
symptom of an impending upheaval in the broadcasting world which
could not be postponed, however much we may have preferred to
ignore it.”

He added: “I believe there is a discernible pattern of change in our
broadcasting services away from a concentration of power. . .for a
variety of reasons—reducing costs of capital equipment, greater
opporiunities for use of spectrum, new technologies such as cable—
the trend is toward an increasing fragmentation and competition
amongst those producing and transmitting broadcast programs. I
believe that this is a good thing.”

Similar views were heard from the BBC’s commercial counter-
part, the Independent Broadcasting Authority. John Whitney, IBA
director general, told BROADCASTING the stable *“‘platform” on which
both the BBC and the IBA previously operated has suffered several
“shock waves” in recent years with the growing market for VCR’s
and the emergence of satellite TV services.

“That began to change the language in Europe,” said Whitney of
the new distribution form. “One could see this dimension, this on-
slaught, really, of new force beginning to make an impact on these
long-held convictions of the broadcasters, that all that they did was
in some way preserved almost by God. The walls were high. The
solidarity of their governments was strong. The conviction of broad-
casters was enough to influence the governments.”

The belief that public service broadcasters would remain insulated
has proved “an incorrect assessment of the situation,” Whitney add-
ed. “In Europe now, there are more of those who see good cause to
accelerate change than those who seek the present order. On the
whole [ think that there is now a sort of inescapable logic. Times
have changed.”

a

Fueling these questions over the industry’s—and the BBC's—future
is a hotly disputed government-commissioned study on BBC financ-
ing now circulating throughout the industry.

Released last summer, the Peacock Committee report is a wide-
ranging 220-page analysis of current and future television industry
trends which recommends a dozen-and-a-half controversial direc-
tions for Britain’s government-chariered broadcasting industry to
take in years to come.

The group’s work had as its fundamental conclusion that “British
broadcasting should move towards a sophisticated market system
based on consumer sovereignty.” The committee’s “consumer sover-
eignty” model, it stressed, was a goal, not a “fully specified mecha-
nism to be pulled off the shelf tomorrow by a trigger-happy central
planner.”

Why explore alternative financing in the first place? Because,
according to Peacock, much of the BBC’s financial growth in the
recent past benefited from the transition to color TV (consumers pay
much higher license fees for color sets than for black and white), so
that the increasing sale of color TV’s boosted revenues without a
corresponding increase in license fees. Now that the transition to
color is largely complete, growth must come from raising the already
unpopular annual lump-sum license fee, which has grown by more
than 300% since 1975.

To maintain its current financial status and its competitive position
with its rival IBA, whose spending on TV has outstripped BBC in
each year of the last decade, the BBC would have to rely on greater
and greater license fee increases. According to one Peacock scenar-
io, fees would have to increase by as much as one-third by 1988 just
to maintain the status quo.

The committee explored a number of alternative financing options
for BBC during its year-and-a-half of work, including the earlier
consideration of carrying commercial advertisements. In fact, many
believe the underlying reason for the Peacock group’s formation was
to show that advertising could indeed support the service.

If that were the case, advertising advocates were disappointed.
The group concluded that advertising was not the answer to the
BBC'’s financial woes. According to the committee, carrying adver-
tisements on the BBC would not only do little to reverse its declining
revenues but would also very likely act to depress revenues for the

advertising-dependent ITY companies, with actual advertising ex-
penditures decreasing even as the overall volume rose.

What Peacock suggested in lieu of advertising was perhaps an
even more far-reaching and controversial fund-raising mechanism—
subscription television. While the BBC would remain funded by
license fees (indexed to an annual measurement of inflation) during
an interim period, the television industry would begin a widespread
dissemination of specially equipped receivers with “peritelevision
sockets.” The sockets, already available on approximately 18% of
new sets sold in the UK, would allow receivers to accommodate set-
top descramblers.

Before the end of the century, when the new sets had reached a
previously agreed upon penetration level, the BBC could begin
scrambling its over-the-air signal, and would gradually convert its
financing to fees paid by viewers seeking to descramble the encrypt-
ed signal.

BBC traditionalists are still unconvinced that Peacock’s approach
to financing has advantages over the current system. ““We need more
efficient methods of collection of the license fee and to humanize the
system,” said Webster, “but until you can persuade me there is some
wonderful way of achieving what has already been achieved, [
would not accept the argument that the license fee is seriously at
fault. There are adjustments which can be made; we don’t have to
tear it up and start over again.”

While Peacock’s BBC proposals drew much of the industry’s
attention, the report did not restrict itself to considering the status of
only that service; it also explored possible changes in the indepen-
dent sector as well, with proposals that are drawing equal fire from
industry members. Among its plans now under examination by the
Thatcher government is one that would have IBA auction off the
existing regional independent television program franchises.

The idea of auctioning the ITV franchises, quite threatening to
those involved in the existing lucrative arrangements, has drawn
some particularly bitter criticism from the independent television
community. “We don’t like it,” IBA's Whitney said, “‘because we
think it places the wrong value, literally, on the arrangements for
public service broadcasters. If a bidder puts in a very high price and
wins, he’s then got to claw back his money in as short a time as he
can. That’s going to mean, we believe, a downward thrust occurring
in the range of program output, because he’s going to seek high
profitability in the shortest space of time.”

Clive Leach, director of marketing and sales for one of the largest
of the ITV companies, Yorkshire TV, called the proposal “the most
ludicrously stupid one I've ever come across in my life. What's
easier than bidding for a channel with no commitment to quality or
balance? What the Peacock doesn’t talk about is how one can mea-
sure the effectiveness of a truly publicly oriented television chan-
nel. .. measured in terms of public acceptance of the channel.”

A second Peacock recommendation calls for the freeing of Chan-
nel Four’s advertising sales from the ITV structure. That proposal,
which has strong support among advertisers, has seen a milder
response, including some interest from C4 itself.

“We at Channel Four are looking at the recommendations that
affect us in a serious way,” commented C4 Managing Director Justin
Dukes. “We have a financial arrangement with them [ITV compan-
ies], which is quite satisfactory. It’s worked extremely well for us.
On the other hand, [ think that if the things that Peacock recommend-
ed were implemented, we’re very adaptable.”

While many in the industry find much to disagree with in the
Peacock proposals, the report has unquestionably started a debate
over the future of television in the UK that may be difficult to stop.

“Certain areas in [the Peacock report] I think contain messages in
the bottle that we should not ignore,” acknowledged Whitney. “It’s
the questions asked rather more than the answers given that [ think
are valuable in Peacock. That's where the value to the broadcaster
should lie, challenging our own concepts.”

Dukes agreed: “It’s produced some quite interesting work. All
these reports, if you stand them up, they get knocked down, but there
is much of value in it and it warrants a lot of careful analysis.”

Careful analysis is just what the report is getting now from various
British government agencies. According to a British Home Office
spokesman, the proposals for a BBC subscription service and the
indexing of license fees are now under review by an independent
research company commissioned (for £100,000) to examine the
economic and technical features of the proposals and to report back
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to the government next spring. As for the
proposals on the ITV franchises, which ex-
pire in 1990, the government may move to
grant a two-year franchise extension to give
it the breathing room to fully examine their
implications.

O

So many diverse factors are now being
swept into the debate over British television,
including program sources, distribution
technologies and advertiser expenditures,
that veteran media observers liken the con-
troversy to solving an algebraic formula with
a never-ending stream of variables.

But for one long-time trend watcher, S.F.
(Fred) Gronich of the Motion Picture Export
Association of America (MPEAA), who
tracks TV program sales throughout Europe,
“the final determinant” in the equation must
always be the audience. And these days,
Gronich believes, the situation is rapidly
changing throughout Europe from a time
when audiences were “remarkably docile,”
10 a time when audiences “want more [and]
are restive.”

Are British audiences satisfied with the

welcome, as some suggest, new media out-
lets such as those that are already destabiliz-
ing the current TV system?

Some. such as the innovative four-year-
old ITV service, Channe! Four, no longer sce
large unserviced audiences hungry for new
channels. Channel Four argues that current
IBA and BBC offerings, along with its own
alternative programing, provide sufficient
diversity. Others believe, however, that
viewers want an increasing multiplicity of
channels and also now have the disposable
income to pay for them.

Patric Cox, managing director of Sky
Channel, Rupert Murdoch’s European satei-
lite-to-cable-delivered service, said the au-
dience for new channels is still “very, very
underdeveloped. . . There’s an enormous
scope for entertainment television. The lack
of choice in European television is stagger-
ing.”

He added: “If you look at England, it’s
supposed to have the best televisions in the
world, but in cable homes, 30% of the view-
ing time is spent on cable, which is a com-
ment on the whole concept of restricted
breadcasting. The fact is, as with magazines
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television they now receive? Or would they  and books, the public wants a choice.”

‘h—
_JIngnEe==-

Primer on British television

British Broadcasting Corp., or BBC, is Britain's noncommercial television and radio
service, established by royal charter in 1927 for radio broadcasting. BBC Television
began operation in 1936 and was interrupted during World War It between 1939 and
1946. Funding for the BBC comes from an annual government grant based on
license fees collected each year from owners of television receivers. BBC's FY 1885
income was approximately £723 million (approximately $1.08 billion) and its expen-
ditures were £775 million ($1.162 billion). BBC provides two television services and
four radio services. Its board of governors is appointed by the queen on recommen-
dation of Britain's home secretary.

Independent Broadcasting Authority, or IBA, is Britain's commercially supported
broadcasting organization, created by the 1954 Television Act to end the BBC's
television monopoly. The IBA is funded by fees paid to it by the regional ITV compan-
ies (see 1TV below} for the rental of its national network of television transmitters. Its
FY 1985 income was £66.1 million ($39.15 million} while expenditures were £56.971
million {$86.46 million). Responsibility for independent local radio services (now
some 50 on the air} was given to IBA in 1972. Its chairman and board members are
appointed by Britain's home secretary.

Independent Television, or ITV, companies are the 15 organizations that provide
regional television services using IBA transmitters. Exclusive regional franchises are
granted to the companies, 14 of which represent individual regions throughout the
United Kingdom, the 15th providing weekend service in the London region. A 16th
ITV company, TV-am, provides a breakfast-time service, and ITN is a joint venture to
provide a national news service. Each ITV company develops programs for both
regional and national consumption and each collects its own advertising revenue.
ITV income in FY 1985 was £1.046 billion {$1.569 billion) and expenditures were
£939.428 million ($1.409 billion). The “Big Five" ITV companies—Central, Granada,
London Weekend Television, Thames and Yorkshire—provide about half of ITVS
national programing.

Channel Four, or C4, was formed in 1982 as a subsidiary of the IBA to provide an
alternative source of television programing. C4 pays IBA for use of its transmitters,
allows its advertising to be collected by the individual regional ITV companies, and is
funded through additional subscription fees paid by the 1TV companies. its broad-
casts are national, and it obtains most of its programs from ITV companies, indepen-
dent producers and non-UK acquisitions. C4's FY 1986 income was £129.1 million
{$194 million).

The Peacock Committee Report was a government-commissioned review of BBC
financing. The committee, comprising seven economists, media researchers, jour-
nalists and broadcasters, submitted its 220-page final report to Parliament in July
with a series of 18 proposals covering a broad range of television industry issues,
including both BBC Television and Radio, the independent television sector and new
forms of program delivery.
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Even the IBA's Whitney, whose IBA ser-
vice would have to make complex adjust-
ments to accommodate an expanded televi-
sion industry, agrees. “It’s this old question:
‘If you have a car. are you going to use it?’
Nobody’s going to say: ‘No, [ like my
horses.” ”

For some, the exemplary success of vi-
deocassette recorders in England—where’s
VCR's 38%-plus penetration is among the
highest in the world—is proof of the grow-
ing desire for choice in UK television. Oth-
ers cite it, however, as an indicator of satisfi-
cation with current ofterings. “I'm sure
there’s room for more channels, but in the
studies we've done on the VCR's, the big-
gest use of VCR’s has been for time-shift
viewing,” argued Yorkshire’s Leach.

John Bermingham of the European Mar-
ket Research Bureau (EMRB) in London
also explained that buyers of VCR’s initially
used the unit at least half the time to play
rented or bought tapes, but that use then
drops to a quarter of the total. While the
most substantial use is for time shifting, he
said, VCR's are still not that widely used,
measuring perhaps five hours a week, com-
pared to 30 hours per week of average
household TV viewing.

]

If an increase in television services were ac-
tually desired by viewers. how would it best
be delivered? So far, at least. two of the most
important new distribution forms, cable tele-
vision fed by low-power satellites and di-
rect-to-home  broadcast satellites (DBS),
have not proved themselves. Each has been
attempted to varying extents, so far with lit-
tle success.

Both cable and DBS continue to be devel-
oped in England, but there seems to be little
consensus in the British television industry
over which approach is the better.

Cable television in the UK could accurate-
ly be described as a disaster. EMRB’s John
Bermingham estimated, for instance, that in

for instance, that in the two years after the
the two years after the first cable areas were
licensed, only 1.5% of the homes have ca-
ble. About 8% of homes have been passed,
and that number is growing, but compared
with the original forecasts to pass 35%-45%,
penetration may be considered dismul.

Much of the industry’s woes have been
financial. Laws preventing the use of tele-
phone poles to string the cable have forced
operators t0 turn t0 problem-ridden and rela-
tively expensive underground installations,
and a recent change in British law reversed a
previously favorable tax situation for the fi-
nancing of cable. Others blame the high pen-
etration of VCR's and the relative strength of
terrestrial TV programing for the industry’s
slow growth.

Some cable advocates, such as Barrie
Heads, managing director of Granada TV
International, argue the technology has im-
portant advantages over satellites. High on
the list are its profitability potential with
much smaller audiences than are needed to
make the relatively expensive DBS money-
making a reality, and the possibility of hav-
ing interactive services using future fiber op-
tic installations.

But cable supporters must continue to
hope for changed circumstances t0 speed
penetration, such as government moves to
allow the now largely deregulated British
telecommunications indusiry to take over
wiring activities.

But others are more pessimistic, saying
that even by the mid-1990’s, cable will still
only be used by 5% to 6% of the British
population. “The cost of laying cable is just
too great to see it explode to a size which
will make it financially viable,” said York-
shire's Leach. “Cable is a little bit of a busted
flush, quite frankly. Of course there’ll be
heavily cabled pockets around the country.
but when you talk about a national medium,
I think it’s had its day.”

Others, like Whitney, agree that DBS will
ultimately prove the more efficient delivery

programs.

ing, soccer and live theater and ballet.

bombers.

license fees initiated.

—

Beeb backgrounder

1922—ABritish Broadcasting Co. (later changed to British Broadcasting Corp.)
formed by radio equipment manufacturers to begin radio broadcasting in England.

1927—BBC receives first royal charter. Staff increases to nearly 800, and radio
network covers most of United Kingdom, reaching more than two million listeners.

1936—BBC begins world’s first scheduled TV programing on Nov. 2 from Alexan-
dra Palace in north London, with two-hours-per-day, six-days-per-week schedule of

1937—First live broadcasts of coronation, Wimbledon tennis, horse racing, boat-

1939—BBC-TV services shut down in September at dawn of World War Il after
British government finds BBC antenna could serve as homing device for German

1946—BBC-TV resumes broadcasting at war's end with victory parade. Television

1948—First. broadcast of Olympic games from Wembley Stadium.
1953—Coronation of Queen Elizabeth |l broadcast; TV set sales reach five million.
1954—BBC-TV begins 40-hours-per-week program schedule.
1964-67—BBC starts second TV network, airs its first color programing
1972-73—BBC-TV wins 17 Emmys, expands television sales to 80 countries.
1982-85—BBC allocated DBS channels by British government, then joins in launch
effort with other companies, later dropping project as financially infeasible.
1985-86—DBritish government commissions Peacock Committee to study BBC fi-
nancing; group suggests indexing of license fee, move to subscription TV for BBC.
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BBC's U.S. anniversary chairman David Webster

system. “We had this great hype here of the
cable revolution, the blue flame of technol-
ogy bursting out and scorching our fingers,”
he said, but with DBS. “you’ve got so many
of the advantages that one seeks. [t's perfect
quality. it’s opportunities to expand the
screen. It's got, most important of all, |
guess. the ability to penetrate the nation in
one sweep, whereas cable is spotty.”

One potential solution to the delivery di-
lemma would be some sort of hybrid service
involving both low-power saiellite and ca-
ble, much as is used already by some 20
European-wide satellite services to reach
European audiences through their local ca-
ble systems.

Leach, whose Yorkshire TV also holds an
interest in one of the satellite channels, Mu-
sic Box, stressed that while cable has not
done well in the UK, “let’s not forget in
Europe there's a very high penetration of
cable. So the low-power satellite-to-cable in
Europe is quite large.” Some estimate that
cable has passed an estimated 13 million to
14 miliion homes in Western Europe: others
say some 29 million European homes are
linked to some form of cable or master an-
tenna television system.

The possibility of further advances in sat-
ellite technology, such as developments in a
new generation of Eutelsat satellites provid-
ing 50-100 watt transponders, could also,
according to Sky’s Cox, give low-power sat-
ellites an effective DBS performance on the
eround, particularly when used with the 1m-
proved reception equipment of the European
MAC (multiplexed analog component) tele-
vision standard now planned for European
satellite services.

But even those satellite programers that
have benefited from the presence of cable in
Europe as an extender of their low-power
satellite service see limits to the technology.
For Sky Channel’s Cox, It will be high
power in the end. We will go up to about 15
million homes in cable [in Europe]; then it
will grow quietly over time to about 20 mil-
lion, but we’re not looking at more than 20
million cable homes in Europe for at least
the next seven or eight years.”

Charles Bonan, director of international
development for Turner Broadcasting Sys-
tem and responsible for marketing Cable
News Network to Europe's closed-circuit
hotel and broadcast markets, acknowledged
that cable “is going to have limited future
growth, except for maybe in Germany and
perhaps some of the Scandinavian countries
and France.”

Hopes for this hybrid approach may be
dampened further by the mixed financial re-



sults satellite-to-cable programers are get-
ting for their efforts. Both CNN and Sky
Channel are now money losers, although
Bonan and Cox expect that to change soon.

The main impetus for DBS in the UK has
been the promised start-up of such a service
in recent months by IBA, which will award a
three-channel, |5-year DBS franchise to one
of five proposed business consortiums (see
box, page 52) before the end of this year.
While earlier DBS efforts by the BBC alone,
and then with other companies, have failed,
many in the industry feel the time is right for
another try. According to Whiiney, the three-
channel DBS service is scheduled “optimis-
tically” for a 1989-1990 launch.

While viewed largely as “add-on ser-
vices” to existing network fare, and without
the sume public service program require-
ments of the standing networks, the planned
offerings of the five consortia vary widely. as
do their plans for marketing the channels.

“There are all sorts of different ways of
skinning the cat,” Whitney said, “but there’s
a cat there 10 be skinned. . . Time is the un-
known ingredient. What is the time before
payback? It’s certainly not going to be a bo-
nanza in year one, because you've got to get
an acceptance of the way of delivery. That's
really of as much importance as the prod-
uct.”

Some observers see the IBA effort largely
as a defensive move, taken to protect the
territories of the large television companies
bidding for the channels from television ser-
vices originating from outside England but
reaching British - shores through powerful
satellite signals. “If the DBS program suc-
ceeds.” said EMRB's Bermingham, “it be-
comes an avenue for selling programs for
‘the big five’ (see box, page 47). It also stops
anybody else from muscling in. TV now is
the handed-down wisdom of the [ITV] con-
tractors, and the contracters want to insure
the largest share of the broadcast cake. If
satellite develops, British contractors will be
hell bent to get [their] share.”

Whatever the motivation for the proposed
IBA DBS service, the project has drawn the
active interest of the British financial com-
munity, as evidenced by the apparent will-
ingness of those business entities involved to
put up what may total £250 million-£500
million necessary to start the channels.

None appear anxious. however, to get 100
far ahead of the rest of the industry, as the
success of the venture will depends heavily
on the full involvement of a careful balance
of program producers, advertisers, satellite
and dish manufacturers and others.

“It’s their [the consortium’s] money and
their judgments, and they’re not going to
take them lightly,” said Whitney. “From that
I am satisfied there has clearly been consid-
eration to warrant the exercise.”

Sky Channel’s Cox. whose parent com-
pany, Rupert Murdoch’s News International,
is a member of one of the ventures and plans
to ofter Sky as one of the three services,
agreed: “We don’t lack proposers for DBS in
the UK. That doesn’t mean anybody is sort
of stampeding into it. but if they’re looking
at how they should develop their media port-
folios over the next {0 years, it's an obliga-
tory package.”

Perhaps the biggest remaining question

mark in the program is the response of the
advertising community, whose support
could make or break any such new TV ser-
vice. While European and international ad-
vertisers have for years complained about
current government restrictions on televi-
sion advertising and limitations resulting
from quasi-monopoly broadcasting arrange-
ments—broadcasters in the UK, for in-
stance, universally reject calls for increased
advertising. believing audiences would find
that unacceptable—advertising agencies are
also wary of switching clients’ money to rel-
atively untested media and may adopt a
“wait-and-see” attitude on the new services.

The interest of the advertisers has been
“very considerable,” said Whitney, “but the
advertising indusiry in this country is enor-
mously conservative. [ mean it sells change,
it talks about change. it wallows in change,
it makes its money out of change in product
and design. and yet, give it change in the
media. which is its bed to sleep in, and it’s
the slowest, most clumsy, inept articulator of
its own future.”

But advertiser participation is essential to
the new medium’s growth, argued Turner
Broadcasting’s Bonan. For him, the future of
the new technologies is tied to the program-
ing available from the satellite-to-cable ser-
vices. and “unless the advertisers get behind
this and coordinate with what the satellite-
to-cable programers are planning on doing,
there’s just no way the demand for quality
programing is going to be met.”

Some strong evidence is already emerging
that advertisers may already be finding ways
to benefit from the new technologies, reach-
ing audience segments previously left unac-
counted for. One example is the large and
desirable, but elusive, 16-24-year-old mar-
ket. Sky Channel and other music video-
oriented channels have shown a far better
ability to reach that age group than the tradi-
tional terrestrial services. And at least one
ITV company. Yorkshire, has taken advan-
tage of its experience with the satellite chan-
nel, Music Box, to become the first broad-
casters in the UK to offer a 24-hour service,
extended past its traditional sign-off hours
with a highly successful experiment in 2
am.-6 a.m. music video programing, in
large part 1o attract that youthful audience.

a

With the possible emergence of new UK
television program services, how well ¢could
the British television industry meet an in-
creased demand for programs, given con-
tinuously rising production costs?  Would
British television have to turn increasingly to
European co-productions or to the product of
U.S. television companies?

Many industry observers believe that
enough national programing can be devel-
oped to satisfy the nceds of new services,
and while production costs are going up,
they remain under control. *Yes, they |pro-
graming costs) are rising,” said Yorkshire’s
Leach, “but we’re in control of that, and
we’ll maintain that control.” Granada TV's
Heads said: “The cost of making programs is
going up at a cost higher than inflation. It’s
traditionally been that way, but it's not a bad
spiral.”

Rising costs are also being increasingly
offset by the development of auxiliary mar-
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kets such as the home video and overseas
markets, which, while still a relatively small
percentage of revenues compared to license
fees for the BBC and to advertising for the
[TV companies, have seen a steady, 10-fold
increase in last 10 years, according to
Heads.

BBC has taken particular advantage of
overseas program sales and is moving now
with even greater aggressiveness in lucrative
markets like the U.S., where its subsidiary,
Lionheart Television, distributes BBC pro-
grams to noncommercial and commercial
TV stations and cable outlets.

“The opening in world markets for televi-
sion production does suggest it is not neces-
sarily a bad or unbusiness-like stance to in-
vest money into programing,” Whitney
argued. “The value is not profligate. The
world market is such now that the payback
there over a number of years is offering areal
return. And programing is the real estate of
television, the real real estate. Its value is
like land. A lot of companies recognize now
that to cut the edges is not a successful way
of endorsing the longevity of their profitabil-
ity.”

Others, like MPEAA’s Gronich, believe
that the cost of program production in tradi-
tional national broadcast companies is grow-
ing too painful to sustain and will force
broadcasters to look for another approach.
For C4’s Dukes, that other approach i1s Euro-
pean co-production. “A cooperative is criti-
cai now because we're conscious of new
means of -delivery,” Dukes said. “Even
though costs went up in the past, audiences

couldn’t go anywhere else. People now have
options; suddenly there’s competition on the
scene.”

European co-production, others say, must
grow out of creative, rather than financial
needs. According to Yorkshire TV’s Leach,
“There’s only one way that co-productions
work. It's when there’s a creative will to
make it work. . .It won’t work if some cen-
tral body says: ‘Why don’t you put 20% of
the budget into a pot and let’s all make a co-
production.’ I think that’s putting the cart
before the horse.”

For some broadcasters involved in the
new delivery services, co-production is al-
ready a fact of life. Sky Channel, for in-
stance, produces some 40% of its own
schedule, half of that in Holland, and a part
in Belgium and West Germany. “For us, the
idea of co-producing is obvious, inevitable,”
Cox explained. “We have to co-produce.”

Whether co-produced programing can
overcome cultural and language barriers be-
tween diverse European societies is another
issue. Cox believes it can be done if produc-
ers stress nonverbal program elements, such
as music, or push back language limits with
the use of subtitling. “I think you could find
that Europeans, because of their multicul-
tural nature, would resort to television al-
most more than Americans,” Cox argued.
“They need it more. It will be their principal
form of intercultural exchange.”

Granada TV’s Heads was more skeptical
about how successful co-production efforts
would be, and MPEAA's Gronich, as well,
argued that broadcasters “won’t in the end

failed.

Britain’s DBS direction

Satellite broadcasting direct to the home is under development again in the U.K.
under the aegis of the Independent Broadcasting Authority (IBA), after earlier at-
tempts by the BBC and by a consortium of British companies to launch a service

Five business consortiums this summer bid with IBA for the three-channel fran-
chise, which the authority has said it plans to award by the end of this year.

The new services, to be financed by advertising, subscription or some combina-
tion of the two, are scheduled for launching by 1990, with a 15-year franchise. The
contractors would be responsible for financial and other arrangements for providing
the satellite and for meeting IBA program standards, while |BA is responsible for the
satellite uplink. The five bidding consortiums are:

® Direct Broadcasting Ltd., comprising Rupert Murdochs News International,
Sears, Ferranti, Cambridge Electronics Industries, Electronic Rentals Group and
British Commonwealth Shipping. DBL would offer three subscription channels: en-
tertainment and information Channel Premium, family channel Showcase and a third
with programs from Murdoch’s Sky Channel.

® DBS UK Ltd., comprising program producer Carlton Communications, advertis-
ing giant Saatchi and Saatchi, Columbia Pictures International Television, London
Weekend Television, Dixons Group, Robert Fleming Holdings and Hambros Bank.
DBS UK proposes to offer cne entertainment channel, one news, sports and busi-
ness channel, with the third channel offered to ITV's Superchanne! all-British satellite
programing service. The channels are to be financed by advertising.

® BSB, comprising ITV companies Granada Group and Anglia Television, publish-
ing conglomerate Pearson, consumer electronics manufacturer Amstrad, and mu-
sic, film and video company Virgin Group. Four services would be offered: interna-
tional events, daytime Disney and entertainment channels, each advertiser-
supported, plus a subscription film channel.

@ National Broadcast Service (NBS), comprising James Lee and The Bell Group
International. Two advertiser-supported channels with a variety of programs would
be offered along with a subscription film channel.

® SatUK, comprising Australian industrialist Alan Bond, Tiny Roland of the interna-
tional conglomerate Lonrho and other interests. It would offer a free entertainment
channel, two subscription channels with film and famity programing.
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overcome the cultural map of Europe.”

Some believe certain types of program-
ing, such as news, may also remain the near-
ly exclusive domain of the state services.
“You’ve got strong national news services in
each country,” acknowledged Cox. “News
will remain the real strength of the national
broadcaster. Channels like our own will con-
centrate on developing sharp current affairs
programs, analytical programs and only de-
velop the news when we've really got some-
thing new to offer.”

But others, such as Bonan of CNN, be-
lieve news product is actually easier to sell in
Europe than entertainment shows. He ex-
plained: “Entertainment programs are very,
very hard to buy on a pan-European basis,
because each broadcaster wants to protect
the rights to show the program in his own
system. But news is different because it’s
very perishable.”

The increased use of American-made pro-
grams may be an additional option to help
fill the opening airwaves. While quotas in
the UK limiting the showing of U.S. pro-
grams to 14% of the schedule have been in
effect for years, there is some evidence of a
partial loosening of the restriction for the
new DBS services.

Whitney of the IBA, which will set pro-
gram requirements for the three-channel
DBS service, said he was “not a great believ-
er in fixed quotas,” and will likely change
them for the three-channel operation, al-
though he added it did not represent an
“open sesame” to U.S. programers (“Closed
Circuit,” Sept. 22).

Bonan also believes that despite rhetoric
against an influx of American shows, the
discrimination against U.S. television is not
as severe as it appears. “It's a defense
mechanism,” he argued. “Everyone says we
don’t want American programing, yet
they're all bending over backwards and
fighting each other to buy Dallas and Dyn-
asty. 1 see little real anti-American program
feeling in practice.”

Both the BBC and IBA have long aired
disproportionate amounts of U.S. programs
in high visibility slots of their schedule, such
as prime time evenings, to garner high rat-
ings, and C4 has gotten a good deal of mile-
age out of prestigious American television.

a

What then is the future of British TV?

While most industry leaders are loathe to
look too far ahead, given the wide swings
possible in directions, many will go so far as
to predict the emergence of one or more new
forms of television delivery, as well as a
successful deregulatory push that could al-
low an increase in privately owned and more
commercial services.

Nearly all commentators, however, share
one belief, that public service television will
continue to survive in the UK.

“In a 10-year-time scale, it will be a future
which will continue to give preeminence to
the existing public service broadcasting
structure,” Whitney said, for instance. “But
there will be the beginnings of an entry into
broadcasting of wider choice, which will, as
the years progress, enable the public service
broadcasters to see and to find more closely
the role that they will need to play to com-



Sky Channel's Patrick Cox

pete, to be part of the broadcast scene in the
decades that follow. . . Another way of say-
ing it: They have to mind their p’s and q's if
they’re going to survive.”

Those who have already atiempted to
breach the fortress of state television see
some important changes in store. CNN's
Bonun argued the industry will witness the
“streamlining of the national broadcasters;
they’re going to be tougher and leaner.
They’re going to have to be to compete with
the new systems. [ think it'll eventually have
a positive effect. . . It's a question of learning
to cope with the future and once [they] do ]
believe the broadcasters will benefit from all
the new technologies. It will make them
stronger and leaner and more efficient and
more competitive. and that’'s what they
need.”

His scenario for the shape of the alterna-
tive services: “I think you'll see multilingual
channels with subcarriers being used to de-
liver the same program in many different
languages. You'll see most European homes
watching five or more channels in addition
t0 the must carries, whether by satellite or
over the air. You'll see at least one or two
dishes on the roof below 0.9 meters and
some form of a [video] taping unit with each
one of these. And I think you’ll see one
major European entrepreneur producing en-
tertainment programing which he down-
loads to private terrestrial broadcasters in
different European countries.”

Cox added his hope for a “greater element
of private enterprise in television, which
would express itself at two levels. [First] at a
national level. where you’d get the growth
of at least six or seven additional channels in
each country, or regionally in most of the
major language areas; those kinds of very
aggressive, consumer-orienied channels
which are trying to give people their mon-
ey’s worth. And [at a second level] you’d see
perhaps four or five, I don’t think there will
be more, European channels attempting to
cross the whole continent through satellite
broadcasting. And I would guess there
would be a very strong development of pay-
type, special interest channels. But these
will take a longer time to develop.”

Others are more pessimistic about the ad-
vances of new torms of delivery. C4's Dukes
noted, for instance, that “low power satellies
haven’t made an impact because terrestrial
systems work quite well. There is no unsa-

tisfied demand. Cable systems will grow
slowly and low-power DBS is going to
achieve some growth.” DBS will only begin
10 make its mark in five 10 10 years, he
believes.

And where will BBC fit in?

For Webster, BBC will focus on its role as
a program supplier, and will not plan any
major stake in the new distribution means.
“They have an enormous production base,”
he argued, “and will maintain [their] terres-
trial role. BBC doesn’t plan to conquer new
empires, for many reasons, financial and po-
litical.”

Because newer services will likely lack
such a significant program base, with rela-
tively little revenue remaining after such ac-
tivities as putting up satellites or pushing the
spread of receive dishes, older organizations
like the BBC retain a “great advantage, with
therr critical mass in talent and the stable
finance to make a large number of pro-
grams,” Webster added.

IBA’'s Whitney believes public service
broadcasters, including BBC and the IBA,
can survive the coming multiplicity of chan-
nels. but noted that “this is where the convic-
tion of governments, the conviction of
broadcasters who believe in it, the convic-
tion of viewers who've enjoyed it, has 1o be
tested. Things will change, but there is suffi-
cient success and momentum in public ser-
vice broadcasting, not just as a concept but
as a reality, that would drive forward, 1 be-
lieve, certainly in this country, the strength
of the present system of independent public
service broadcasting for at least another dec-
ade and a half.”

Webster and others worry, however, over
the fate of the current terrestrial system,
which they believe has produced u desirea-
ble mix of TV programs and services. “If
we're going to march forward into a wonder-
ful future with many channels, | hope don't
destroy what have in process. If what we had
was terrible, then I’d say: *Okay, change it.’
But the problem is television in the UK very
well could be worse.”

Added Webster: “One of the major prob-
lems within all great institutions [is that] be-
cause there are such strong traditions, it may
be more difficult to adjust to0 new circum-
stances. It's the trade-off between being
young and new and agile, 1o take advantage
of new opportunities, but not having the
weight and power, or to have the latter and
not be guite as agile.”

“There is a great deal of good that will
come out of a revolution, which it is, of this
nature,” IBA's Whitney concluded. “That is
not to say that we are not seeking to defend
the strengths and the values and the virtues
of public service broadcasting. We are say-
ing that the two are things that can reside
together, and need to reside together, be-
cause in the real world, they're going to have
to. One without the other will lead to a deg-
radation, an erosion of all those values in our
culeural society. I think we have demonstrat-
ed, preeminently perhaps anywhere in the
world, that we’ve got the mix right. We've
done it. We’ve proved it. It would be a trage-
dy if we’ve lost all that we have gained over
those years.” 2]

By A. Adam Glenn
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Programing e

Fox continues to shape its schedule

Cosby project among comedies
under consideration for company’s
prime time schedule, next March

Fox Broadcasting Co. has made commit-
ments to a one-hour adventure program and
five half-hour comedies tor the weekend
block of prime time shows it will roll out
next March. FBC is still looking for three
halt-hour comedies to fill out the schedule
and is considering a script from Bill Cosby
for one of those slots.

Sources in the program community said
Cosby sold the concept for the program,
with the working title, London Fog, to Fox
and that a production company known as
Wits End Productions has been established
by Cosby and Fox to develop several script
versions for a pilot. Fox is considering
whether to go ahead with a pilot; one source
close to the situation said last week it is
leaning toward a go-ahead. Bill Cosby

would not have an on-camera role in the
program and would not be the line producer.
However, it is possible he would involve
himself with script development of the show,
and if it is picked up. he may be listed in the
credits as executive producer.

Details of the story line for London Fog
were sketchy last week, but programing
sources say it is about an Amencan family
that inherits an English mansion. A spokes-
man for Cosby confirmed he has sold the
concept to Fox, but he could not confirm
what Cosby’s role would be if Fox picks up
the series. The spokesman also said he could
not confirm Cosby’s participation in Wits
End. Sources indicated, however, that Car-
sey-Werner Productions, which produces
The Cosby Show in association with Bill
Cosby, is not involved in London Fog.

Among other projects FBC is considering
to fill out its initial prime time block is a
comedy developed by Jim Brooks. whose

Gracie Films has recently produced two the-
atrical films for the Fox studio. Hollywood
sources said Brooks is trying to keep a lid on
the details of his project for FBC. but it is
known that it will mix a variety performance
element with comedy. It is understood that
Brooks has a pilot commitment from FBC,
and probably a series commitment.

Among other scripts, FBC has under con-
sideration is one from writer/producer Sav-
age . Steve Holland for a program with the
working title, Beens Baxter. There is no
word on the story line. An FBC spokesman
said he could not comment on the company’s
development projects other than those pro-
grams that have been announced.

The latest programs to be picked up by
FBC include Married.. . With Children,
from Embassy Communications, about a
lower middle class family—the father is a
shoe salesman—whose home life is in disar-
ray. FBC also recently picked up a half-hour

Mets-Sox deliver NBC another win

NBC, bolstered by the World Series, continued shutting out its network
competitors by winning the fifth consecutive week of the prime time
season. With World Series games three through six, NBC took the week
ending Oct. 26 with a 21.7/34—leaving its closest competition, CBS,
behind by a full six rating points and nine share points. CBS closed out
the week with a 15.7/25. ABC scored with a 14.1/22. Last year it was
ABC's win: The network closed the week with a 22.3/34, ahead of
NBC's 16.3/25 and CBS's 16.2/25.

In evening news, NBC pushed narrowly ahead of CBS, scoring a
10.9/22 against CBS’s 10.8/21. ABC closed with a 10.3/20. Last year,
the numbers were: CBS 12.1/23, NBC 10.6/20 and ABC 9.9/20. HUT
levels (homes using television) were up slightly this week, standing at
63.7% against last week's 63.5%. This week's HUT was down when
compared with last year's 64.9%.

Inits steady push towards game seven (played Monday, Oct. 27) the
Worid Series gathered greater shares each night. Game three (Tues-
day) racked up a 25.6/40; game four (Wednesday), a 26.0/41; game

Rank O Show O Network O Rating/Share

Rank a Show O Network O Rating/Share

five (Thursday), a 29.8/47, and game six (Saturday), a 30.3/52. The
series finale, game seven—which will be part of the ratings numbers
for week six—topped out the fist with a 38.9/55.

As high as this final share number was, it was stifl only one share
point higher than The Cosby Show's season-to-date average of 54.
Cosby held onto first place in the fifth week’s numbers with a 35.4/54.
Game six look second place while game five took third. CBSS 60
Minutes took fourth with a 26.3/40, while game four took fifth place and
game three took sixth. Uniess last Thursday’s Cosby scored better than
a 38.9/55, NBC will be in the ironic position of having unseated Cosby
from first with its own special programing. Game five, which ran imme-
diately after Cosby and was the only series game delayed for a prime
time show: lost audience share from the sitcom, dropping 5.6 rating
points and seven share points to a 29.8/47. Game fi/e ran against
ABC's Colbys (10.7/16) and 20/20 (11.3/19) and CBS's Knots Landing
(15.6/23) and Kay O’Brien (11.4/19).

CBS won Monday, Friday and Sunday. NBC took the rest.

Rank o Show @ Network O Rating/Share

1. Cosby Show NBC 36.4/54 23. Cegney & Lacey CBS 17.1/28 45. MacGyver ABC 13.1/20
2. World Sertes, Game 6 NBC 30.3/52 24 Faleon Crest CBS 16920 46. Equalizer BS 12021
3. World Serles, Game B NBC 20.847 25. Head of the Class ABC 187724 47, Webster ABC 12722
4. 80 Minutes CBS 26.340 26 Perfect Strangers ABC 18225 48. Mr Belvedere ABC 12521
6. world Sertes, Game 4 NBC 28041 27. LA Law NBC 15928 40. Amazing Stories NBC 12418
6. World Seres, Game 3 NBC 25.840 28. World Sertes, pregame 4 NBC 158728 50. The Wizard CBS 11717
7. Murder She Wrote CBS 25337 29. Knots Landing CBS 1568/23 51. Jack & Mike ABC 118/12
8. Growing Pains ABC 214/31 20. ALF NBC 156723 52. Kay O'Brien CBS 114/19
9. Who's the Boss ABC 211/32 31. Officer & Gentlernan NBC 183725 53. 20/20 ABC 11319
10.  Moonlighting ABC 20.7/30 32 The Natural NBC 15226 54. Spenser: For Hire ABC 11218
11. Newhart CBS 204730 33. Simon & Stmon OBS  14.8722 85. Sledge Hammer ABC 11018
12. Dallas CBS 203/33 34. Hotel ABC 146724 58. Calbys ABC 10.7/18
13. My Sister Sam CBS 192/28 25. Easy Streel NBC 14521 87. Psycho Il CBS 10217
14. World Series, pregame 6 NBC 186135 38. NFL Football (Sun. NBC 14.4/24 £8. Downtown CBS 8718
15, NFL Monday Night Football ABC  18.5/31 37. The BRAT Patrol ABC 14.4/31 52. Starman ABC 9617
18. Eaay Prey ABC 1869 38. Charlie Brown Spectal CBS 14324 80. Sidekicks ABC 94/16
17. Kate & Allle CBS 18.527 39. Magnum PI. CBS 141721 8l. Heart of the City ABC 9315
18. Designing Women ABC 18827 40. ATeam NEC 14024 82. Life With Lugy ABC  8%15
19. Who is Julia? CBS 18.4/28 4]1. Our House NEC 13921 63. Elen Bursyyn Show ABC 8213
20, Miami Viee NBC 17.0/20 42 Garfeid Spectal CBS 13.7/24 84. Our World ABC  Bom
2l. Dynasy ABC 17878 43. AIDS Htis Home CBS 1360

22. World Series, pregame 3 NBC 17.3/28 44 Johnnie Mae Gibson: FBI  CBS 13320  Midicales premiere episode
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comedy from MGM/UA, Karen's Song. still
in development. The company has also
picked up a comedy from Carson Produc-
tions with the working title, Mr. President.
Ed Weinberger is overseeing the develop-
ment of that program for Carson.
Previously announced FBC shows in-
clude the one-hour Jumnp Street Chupel from
Stephen]. Cannell; a comedy from Ubu Pro-
ductions. Duwuet, and from Touchstone (the
Disney subsidiary), Down and Out tn Bever-
fy Hills, based on the theatrical film.
FBC’s launch plans for the prime time
block are not totally in place, but the com-

e ———EEEEE e

pany says the new programs will be rolled
out during March and perhaps the first week
of April. When all the programs are rolled
out. the regular schedule will feature four
comedies on Saturday nights from § p.m. to
10 p.m., and on Sunday nights, beginning ai
7 p.m., Jump Street iollowed by four other
comedies from 8 p.m. to 10 p.m.

FBC told advertisers that it guarantees the
prime time slate will average an eight rating
over the course of the first year. (Fox Broad-
casting has guaranteed an average four rat-
ing for advertisers that buy its late-night
loan Rivers show.) 0

Silverman-Farr to produce second

‘California Girls’ will join team’s
‘Honeymoon Hotel' as syndication
offerings for 1987-88; each show
will feature 95 episodes

The creative team of Fred Silverman and
Gordon Farr will attempt to enter the syndi-
cation market in the 1987-88 television sea-
son with two daily first-run syndicated half-
hour sitcoms, each debuting with 100
¢pisodes and no previous inventory. In addi-
tion to the previously announced Homey-
noon Hotel (BROADCASTING, Aug. 25) star-
ring Isabel Sanford, which is a cooperative
effort between the two-man producing team
and De Laurentiis Entertainment Group, Sil-
verman and Farr hope to line up enough sta-
tion clearances 1o produce California Girls.
“Right now it’s 50-50: it can go either way,”
Silverman said. The new program, he add-
ed, will be similar 10 Thiee’s Company
which was launched on ABC in March 1977
when he was president of the network’s en-
tertainment division.

Silverman and Farr, the lone producers of
California Girls, have lined up Viacom as
the distributor for the series. A Viacom
spokeswoman would only confirm that the
company “expects to have an announcement
in two weeks” regarding California Giris.
However, Silverman said last week that Via-
com was close to reaching an agreement
with several statior groups. While Viacom
will sell California Girls, DEG. Silverman
and Farr have selected Access Syndication
for the domestic distribution of Honeymoon
Hotel, said Richard Colbert, Access presi-
dent.

DEG chose Access instead of forming its
own domestic syndication arm because it
was seeking an established company with a
sales force in place that could market Honey-
moon Hotel immediately, said Dennis Miller,
president of Access Entertainment Group,
the parent company ol Access Syndication.
DEG’s international sales division has initi-
ated presentations to 50 foreign networks
and stations. Two separate domestic distri-
bution companies were chosen for both se-
ries, Farr said, because it is easier for a com-
pany to market one show than two.
“Otherwise, they would be competing with
themselves,” he said.

For Honeymoon Hotel, which will be
available to affiliates in the top 50 markets as
well as to independents for use during access
(5-8 p.m.), Access Syndication has signed

three of CBS’s four owned stations: KCBS-TV
Los Angeles. wBBM-TV Chicago and WCAU-
TV Philadelphia, Colbert said. He said Ac-
cess has obtained clearances from about a
dozen stations so far. Honeymoon Hotel will
be sold on a cash-plus-barter basis, with
DEG and Access retaining one minute of
commercial time. The sales method for Cali-
fornia Girls is not known. Silverman said
the show will run in the early fringe and
access time periods because of its appeal 10
young adults, teen-agers and children.
Like Honeymmoon Hotel, California Girls
will have a five-day trial run. The first five
episodes of Honeymoon Hotel are scheduled
10 be delivered to stations Dec. 15 and air the
week of Jan. 5. Three episodes ol Honey-
moon Hotel and tour of California Girls
have been written. “We chose January be-
cause the HUT levels (homes using televi-
sion) are highest...and 1t will encourage
more viewer sampling,” Colbert said. Dur-
ing January and February. stations put pilots
on during the best time periods because they
have a low sales inventory and adequate
time to promote them, Silverman added.
The stations will have until March 15 to de-
cide whether to commit to Honeymoon. A
definite test date for California Girls has not
been selected. If both shows go lorward,
Silverman said the plan is to have each test

Program shuffling. CBS, which two
weeks ago was the first network to start
fiddling with its new season prime time
| schedule, announced another change
last week. It said it would move The Wiz-
ard, third in ratings in its time period on
Tuesday, 8-9 p.m., to Saturday, 8-9 p.m.
starting Nov. 8. Downtown, a weak sec-
ond in that Saturday time period, will
move to Tuesday on Nov. 11. CBS said it
was a one-time-only move, but sources
said it could become permanent if ei-
ther of the shows showed improvement
with the switch. Two weeks ago, the net-
work announced the first cancellation of
the new season, Better Days, while two
more shows were put on hiatus—To-
gether We Stand and Twilight Zone.
CBS also said it would introduce a third
weekly movie on Saturday nights and
move The New Mike Hammer to
Wednesday at 8-9 p.m. {BROADCASTING,
Oct. 27).

|
|
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* Leading indie in
time period

* Time period rating
leaps 150%, share
up 100% over last
year

* Boosts rating 67%,
share 60% over
previous program in
time period

* Soars 67% in rating
& 33% in share
over sitcom lead-in
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run during different weeks.

The strips would share other traits: Each
will cost roughly $100,000 per episode, al-
though the producers say they will be of
network quality; there will be 95 episodes
produced the first year and 65 new episodes
for use during sweep periods in ensuing

years, and each series will have 12 full-time
writers (divided into teams of two) plus free-
lancers, with 40% to 50% of the scripts com-
pleted before production begins late next
spring.

California Girls, Farr said, would be simi-
lar to Paramount’s New Love American

Style, of which he was executive producer
during its nine-month run on ABC’s daytime
schedule. The new series revolves around 13
“young, attractive people” who live in an
apartment complex located near the beach
and who congregate at a nearby bar and res-
taurant. a
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The latest gimmick on NBC's A-Team is the possible different end-
ings to be shown in different time zones for an upcoming broadcast
of the program (Nov. 14}. Viewers calling in on a 900 telephone
number will decide one twist in the plot—whether that week's guest
felon is really the long-lost father of A-Team member Templeton
(Faceman) Peck. Results will bé known three-quarters of the way
into show.

Saturdey Night Live’s Oct. 25 broadcast did not air as scheduled
due to the overrun of the sixth game of the World Series. NBC taped
the episode, and it is scheduled to run Nov, 8. Taking advantage of
the tape delay. the program's host for that episode, Rosanna Ar-
quette, will promote the program on The Tonight Show Starring
Joimny Carson the previous evening (Nowv. 7).

David Letterman's Second Anmual Holiday Filin Festival will air
Sunday, Nov 30, from 10 to 11 p.m. Those contributing comedy films
to the broadcast include Michael J. Fox, Diane Sawyer of 60 Min-
utes, Jonathan Winters, Paul Shaffer and Chris Ellictt. The latter two
are associated with Late Night with David Letterman. Letterman’s
first annual Film Festival special ran last fall in the Saturdey Night
Live time period.

David Mamet, the Pulitzer-winning playwright, has signed to pro-
duce his first television script. Titled "Wasted Weekend," it's an epi-
sode for NBC's Hili Street Blues, and is now in production. The
script focuses on a weekend hunting trip, taken by retired Sergeant
Jablonski (Robert Prosky), Lieutenant Buntz (Dennis Franz) and
Officer McBride (played by Mamet's wife, Lindsay Crouse). Crouse
played the role of McBride, a lesbian officer, last season.

Ron Reagan, son of the President, will make a guest appearance
in a dual role on ABC's Webster. Reagan will play Jack Davis, the

nephew of an old scldier after whom Webster's school is named. He
will also portray the old soldier in flashback scenes.

Ruby Dee will have three guest appearances on ABC's One Life
to Live, beginning this Friday (Nov 7) and carrying into next Mon-
day’s and Tuesday'’s shows. Dee will play the judge at the trial of Dan
Wolek, who is accused of murdering a young woman caught up in a
drug operation.

A professional’s guide to the intermedia week (Nov. 3-Nov. 9)

Network television—ABC: The Disney Sunday Movie (special
two-hour celebration of Walt Disney World's 15th anniversary), Sun-
day, 7-9 p.m. "Splash” (Tom Hanks and Daryl Hannah star, along
with Eugene Levy and John Candy), Sunday, 9-11 p.m.

CBS: Monte Carlo (four-hour mini-series, stars Joan Coliins),
Sunday, 9-11 p.m.; (conclusion), Monday, 9-11 p.m.

Radio—CBS: Newsmark (correspondent Bob Schieffer analyzes
election night results with Republican National Committee chairman
Frank Fahrenkoph, Democratic National Committee chairman Paul
Kirk and Washington Post columnist David Broder), Friday, 2:30-3
p.m.

Museum of Broadcasting (1 East 53d Street, New York): The Met-
ropolitan Opera: The Television and Radic Legacy, an exhibition of
screenings covering over 55 years of the Met on radio and televi-
sion. Through Nov. 22. Also at MOB: Barbra Streisand, The Televi-
ston Work, a series of screenings of all Streisand's television spe-
cials, as well as her first appearances on The Ed Sullivan Show in
1962 and on The Dinah Shore Show in 1963. Through Dec. 6.
Information: (212) 752-7684.

Advertising & Marketinga

Group W’s Baker not convinced by people meter

Television group president says

he does not think there is enough
evidence that new rating method is
more accurate than diaries, meters

Dr. William Baker, president of Group W
Television, said last week that A .C. Nielsen
should seriously reevaluate its decision to
eliminate the diary component of its national
rating index beginning with the 1987-88
television season. Baker told BROADCAST-
ING last week that he did not think that Niel-
sen or others proposing to launch people me-
ter service, such as AGB Television
Research, had provided enough evidence to
prove that people meters would be any more
effective at providing accurate household
and viewer ratings data than the present sys-
tem of household meters and diaries.

“My view is they should go slow,” Baker
said. "I don’t want to see one system, no
matter how flawed, replaced by another sys-

tem equally flawed and more expensive.”
Based on what the people meter proponents
have said so far, he added, *“it 1s not clear”
that people meters would provide better data
than the current system.

Baker’s remarks came one week after a
speech he gave at the University of San
Diego on the subject. The speech expressed
similar concerns, and while he did not di-
rectly urge Nielsen to postpone elimination
of the diary, the message was there. “We
could be making a historic break with the
past—and on insufficient evidence,” he
said. Baker said he had tried to take a “bal-
anced view” in the speech, not espousing
one position or the other. But last week he
acknowledged that none of the proposed
people meter services have yet to convince
him the new service is worth the cost. “Until
they’ve proven to me to be statistically better
by a quantum leap, I'm not sure I'm willing
to pay the price,” he said.
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Several advertising agencies and cable
networks have embraced the people meter
methodology and want to see 1t implemented
quickly because the early data from people
meters attributes greater viewing to cable
networks and less viewing to the three
broadcast networks than the conventional
household meter/diary methodology. If
those findings hold up, it would spell more
trouble for the broadcast networks, which
are facing the softest advertising economy in
a decade and other financial pressures. The
networks have urged Nielsen to adopt a kind
of hybrid people meter service, in which
people meters would replace diaries to mea-
sure viewer data but a separate audimeter
sample base would be retained to measure
household ratings. A decision on that is ex-
pected before year’s end.

In his San Diego speech, Baker also
raised the question of whether viewers
would tire quickly of pushing ail the re-
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In Comedy
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Again...




ource: October NSI

Sterling

LOS ANGELES

KTLA » M-F 7:00 — 7:30 PM.

® A Proven Access Winner

® Up 15% Since Premiere

® Up 75% Over Year Ago Sitcom

® Beats “New Dating Game,”
Ties “Entertainment Tonight”

PHILADELPHIA

The October Stor

WASHINGTON, D.C.

WTTG » M-F 5:30 - 6:00 PM.

¢ ] Independent
® #2 For Entire Market
® Up 23% Over “Gimme A Break” Lead-in

WASHINGTON, D.C.

WTTG * SAT. 6:00 - 6:30 PM.

WPHL ¢ SAT. 5:30 - 6:00 PM.

® Lip 32% Over Year Ago Sitcom

® Up 6% Over “Diff'rent Strokes” Lead-in
e Beats ABC and NBC Affiliates

® Best Time Period Rating In 2 Years

DALLAS

KTXA * SUN. 7:00 - 7:30 PM.

® Up B2% Over “Solid Gold" Lead-In
® Up 5% Over “New Gidget” Lead-Out

HOUSTON

KTXH * SAT. 5:30 - 6:00 PM.

® Up 20% Over Time Period 1 Year Ago
® Up 40% Over “New Gidget” Lead-In
® Up 30% Over “Throb” Lead-Out

e #1 Independent
® Up 3% Over “Fame” Lead-In
e Beats"Small Wonder,"7.0 Rating vs. 1.5 Rating

M IAMI = (Double Run)

WDZL » M-F 5:30 - 6:00 PM.

® Highest Time Period Rating Ever On Station
® Up 55% Over Time Period 1 Year Ago

® Up 94% Over Lead-In

® Beats “What's Happening!”

MIAMI

WDZL « M-F 7:00 - 7:30 PM.

® Highest Time Period Rating Ever On Station
® A Proven Access Winner

® |Jp 95% Over Time Period 1 Year Ago

® Up 50% Over Lead-Out




Silver Spoons

Another Syndication Success



No Brag...
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Source: Octaber NSI

NEW YORK

WNYW ¢ M-F 5:30 - 6:00 PM.

& #] Progarm In The Time Period.

® Up 19% Over Year Ago Sitcom

® Up 20% Over “Diffrent Stokes” Lead-in

® Up 12% Over “Three's Company” Lead-out

CHICAGO

WGN * M-F 5:00-5:30 PM.

¢ #] Independent
® Up 20% Over Year Ago Sitcom
® Up 50% Over Lead-In

SAN FRANCISCO

KBHK * M-F 6:30-7:00 PM.

® Up 23% Over Year Ago “Star Trek"

® Up 19% Over "Diff'rent Strokes” Lead-In
® Up 9% Over “Gimme A Break” Lead-Out
® Beats “Matt Houston” and “Fall Guy"

WASHINGTON DC

WDCA » M-F 6:00 - 6:30 PM.

» Up 25% Over “Diffrent Strokes" Lead-In
® Up 13% Over "What's Happening!" Lead-Out

DALLAS

KDAF * M-F 5:00 - 5:30 PM.

® Up 70% Over Year Ago Sitcom
® More Than Doubles Lead-In

ATLANTA

WGNX  M-F 7:00 - 7:30 PM.

® #] independent

® Up 12% Over Year Ago Sitcom

e Up 26% Over “Diff'rent Strokes” Lead-In

® Up 40% Over "Too Close For Comfort” Lead-Out
® Beats “Gimme’ A Break” and “"World Of Disney”

MIAMI

WPLG ¢ M-F 4:00 - 4:30 PM.

e An Affiliate Success Story

® #1 Program In The Time Period

® Maintains "General Hospital" Lead-In

® Up 48% Over Time Period 1 Year Ago

® Beats “Magnum, P.1" and "Divorce Court”

The October Stor

LOS ANGELES = (Double Run)

KTTV » M-F 5:00 — 5:30 PM.

® #] Independent
® Up 15% Over Year Ago Sitcom
® Up 64% Over Lead-In

LOS ANGELES

KTTV * M-F 5:30 — 6:00 PM.

® #] Independent
® Up 6% Over Year Ago Sitcom
® UP 15% Over Lead-In

DETROIT

WKBD ¢ M-F 6:30 - 7:00 PM.

® #1 Independent

® Up 37% Over Year Ago Sitcom

® Up 8% Over "Diff'rent Strokes” Lead-In
® Up 21% Over "MASH" Lead-Out

BOSTON

WLVI e M-F 7:00 - 7:30 PM.

® Up 30% Over Year Ago Sitcom
® p 24% Over “Benson” Lead-In
® Up 11% Over “Taxi" Lead-0Out

HOUSTON

KRIV » M-F 5:00 - 5:30 PM.

® #l Independent
® Up 56% Over Lead-in

HOUSTON

KRIV ¢ SAT. 5:00 - 5:30 PM.

® #1 Independent

® Up 10% Over “Smali Wonder” Lead-In

® Up 22% Over “9 To 5" Lead-Out

® Beats “New Gidget" and “One 8ig Family”

DENVER

KDVR * M-F 6:00 - 6:30 PM.

® Up 37% Over “Gimme A Break” Lead-In
® Up 11% Over “Too Close For Comfort” Lead-out
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The Facts Of Life
Another Syndication Success
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quired buttons with the people meter every
time they watched television. “Will the fam-
ilies in the sample really take the trouble?”
he asked. “Will they always press the but-
tons as they begin watching? Will they al-

ways remember to press their buttons when
they leave the room—as when the telephone
rings, or the baby cries?”

He suggested that a better approach would
be a “passive” people meter, which would

automatically sense which and how many
viewers are in front of a screen. “But how
soon we could achieve that kind of Star Wars
people meter, and how truly reliable it would
be, is a mystery.” a

Mergers hot topic at Hot Springs

AT 77th annual ANA convention,
agencies and clients discuss
causes, effects, and health

of recent agency marriages

If advertising is the engine that drives com-
mercial television, it was the engineers—the
marketing and corporate executives of major
national advertisers—who met at The
Homestead in Hot Springs, Va., last week to
compare notes on the state of an industry in
flux. Most came with questions about the
client-agency relationship in light of recent
advertising agency mergers, and with con-
cerns over continued quality of service, cli-
ent conflicts and what specific benefits
would accrue to them from the creation of
“mega-agencies.” And there were agency
executives on hand to answer those ques-
tions, address client concerns as well as con-
cerns of their own, and perhaps smooth
some ruffled feathers where possible.

“The jury is still out on how clients will
finally react to these much larger agencies,
but we think the agencies still need to prove
that bigger is better for their clients,” said
Joel Weiner, executive vice president, cor-
porate marketing services, Kraft Inc., who
gave aclient perspective on the recent adver-
tising agency mergers that have created so-
called “mega-agencies” like Saatchi & Saat-
chi, or mega-holding companies like
Omnicom,

Presenting the view from one such bigger,
and he would argue better, agency was Keith
Reinhard, chairman and chief executive offi-
cer, DDB Needham Worldwide Inc., an
agency formed six months ago from Doyle
Dane Bernbach and Needham Harper
Worldwide and part of the Omnicom holding
company, along with BBDO.

The new agencies, said Weiner, must
prove that “bigger brings something new and
extra to the party in an intensely personal
service business.” One problem raised by
the mergers, said Weiner, is conflict in ser-
vice. “Historically, a client would be guaran-
teed that it would own the category in its
selected advertising agency. Today a client
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often wakes up to find a competing brand in
a different office or a different branch of its
agency. It’s extremely difficult to accept an
agency as a true partner if another part of that
same organization is competing with you
and hitting where it hurts,” said Weiner.

The second key concern, according to
Weiner, is “how agencies will retain the level
of service as they grow larger.” Maintaining
creativity and innovation is already hard, he
said. “‘As any organization grows larger and
more institutionalized it becomes even
tougher. The senior managers tend to gravi-
tate farther away from brilliant strategy and
creativity as more energy is diverted to man-
aging the financial and administrative re-
quirements of the new institution,” said
Weiner.

The corollary to the problem of size, he
said, is the “increased difficulty a client has
in remaining a key account of an agency.”
Most clients, he said, want to be a major
factor in the livelihood of their agency to
insure that they get the best resources and the
commitment to those resources that such a
position affords. “Being one of dozens of
$50-million accounts is not the same as be-
ing one of three or four,” he said.

The bottom line for Weiner was that “the
merger trend has significantly weakened the
partnership between agency and client. The
schism is reparable,” he said, “but only
through candid discussions of limits and
definitions and boundaries.” The client-
agency relationship, Weiner said, *“is pre-
cious, critical and should be special and par-
tisan.”

Addressing Weiner’s concerns, and mak-
ing, as his speech title spelled out, “A Case
for an Agency Merger,” was DDB Needham
Worldwide’s Reinhard, whose management
credentials included the chairmanship of
Needham Harper Worldwide before the
merger, and whose creative credentials in-
clude “You deserve a break today” for
McDonald’s and *“Like a good neighbor” for
State Farm Insurance.

Reinhard began by reading one commen-
tary about the *“‘unusual number of recent
changes in the agency field in particular.”
Afterward he pointed out that the commen-
tary had been written in 1944, The press
today, he said, has been preoccupied with
two points: “how big the mergers are and
where they register on the Richter scale in
terms of the commotion the press feels they
are likely to cause.” The question in the cli-
ent’s mind is: “What do agency mega-merg-
ers do for clients?” said Reinhard. He thinks
the wrong question is being asked. The
question should be, he said: “What does a
particular agency merger do for the agency?
Does it make the agency stronger? Does it
make the agency better? Does it enhance the
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agency’s resources? Does it enrich and en-
large the agency’s reservoir of talent? Does it
extend its global reach, assure more consis-
tent domestic presence or provide greater
media clout?” If it does a “‘substantial” num-
ber of these things, said Reinhard, then it is
of benefit to clients, and “only the most con-
firmed cynic could imagine that not to be
true. Service to our clients is the only charter
we have,” he said, “but our first duty is to
make sure we are equipped to provide that
service. I'm not sure our clients can deter-
mine that for us.”

His own company’s merger came about,
he said, because “we very much needed each
other in order to survive.” As an example of
the fit of the two agencies, he cited their
complementary positions in the major adver-
tising centers: “For all the robust presence
Needham Harper Worldwide enjoyed in Chi-
cago, we had not been able to establish a
comparable dominance in New
York . . . Similarly, for all the street-smart eg-
uity DDB had built in the New York market,
they had not been able to register a compara-
ble presence in Chicago.”

The merger came about, Reinhard said,
because the agencies were listening “to what
you clients kept saying you wanted and
needed.” And in the end, said Reinhard, “the
potential advantages of merging far
outweighed the sacrifices each of us made in
order to accomplish the merger.”

Reinhard said he cannot hold with those
who say that it is no longer great advertising
that attracts clients: “If what gets the job
done is the offer of a deal, the promise of
season tickets, club memberships and all
those little niceties euphemistically wrapped
in that business-like term, client service,
then DDB Needham Worldwide is in deep
trouble. This is not our type of ball game.”

To illustrate what his new firm’s ball game
is, Reinhard showed a series of campaigns
for Audi done by the combined creative tal-
ents of DDB and Needham and followed that
with a taped testimonial from the director of
Audi marketing, Tony Kirton—with the ca-
veat that “one case history does not audit

Reinhard



alone the wisdom of an agency marriage.”
That was followed with by some advice
from Kirton that Reinhard said offered good
advice for clients on how to prepare for the
mega-mergers. “You've got all these re-
sources at your disposal,” Kirton said. “It’s
up to the client and the agency to make the
thing work.” a

Nabisco chairman expresses
concern to ANA convention
about ad agency mergers

Addressing the convention’s closing general
session, and adding his voice to those ques-
tioning the client benefits of agency merg-
ers, was J. Tylee Wilson, chairman and chief
executive officer of RIR Nabisco Inc., the
diversified $20-billion corporation, itself the
product of a 1985 merger between R. I.
Reynolds and Nabisco.

Wilson also spoke briefly, but tellingly,
about the changing place of broadcast televi-
sion in the media mix. “There was a time,”
he said, “when you could put an ad on the
three networks and a couple of independents
and, bingo, you talked to America. Now the
once omnipotent three are slugging it out
with cable in an ever-splintering market.
And of course, there’s the VCR.”

While Wilson conceded that “television
will probably always be the number-one
choice, with no other way to gain the broad
coverage needed to support the consumer
package goods.” he said that the way clients
use television is changing. “We will see in-
creasingly selective use of the medium,
more creative media planning that employs
cable to its full potential. Gone forever,” he
said, “is the great eiectronic funnel through
which we could pour our products into the
mainstream of American awareness.”

Wilson’s voice on the agency-merger is-
sue was a particularly loud one, represent-
ing, as he put it, a “not-so hypothetical large
advertiser, a very large advertiser, someone
with a billion dollars to spend on advertising
around the world in 1987.”

His agency, he said, “has a new name. It’s
twice as large as it was last week, and it
works for one of my competitors. . . . Media
rates are running ahead of the consumer
price index while my message is sinking in a
sea of clutter.” It is time for a deep breath, he
said, and for tough questions: “Will my new
and larger agency still serve me well, give
me creativity and protect my interests? Does
my agency operate as efficiently as it can? [s
the price I pay for my media fair in the con-
text of what it delivers?™ There have been
some “startling changes,” Wilson said,
among the biggest the “three-way combina-
tion of BBDO, Needham Harper and Doyle
Dane which created Omnicom and for a very
short time formed one of the world’s largest
agencies, but then Saatchi & Saatchi added
Ted Bates, became number one, and I under-
stand is now said to be massing for a move
on Czechoslovakia.” These changes have ef-
fectively restructured the industry, he said,
“sending it off in a new, and perhaps uncer-
tain, direction. As a client, | have to take a
step back and wonder how I benefit from all
this, and frankly, I don’t think I do.”

He is unconvinced, he said, by arguments
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Wilson

“about global reach and keeping up with cli-
ents. [ do not believe that giant mergers pay
off in economies of scale that will impact on
my costs, nor do [ believe creativity or reach
will improve to the point where I will see the
benefit.” With few exceptions, Wilson said,
mergers have benefited the “shareholders
and the managements of these agencies.”
But for the client, he sees “disruption but
little value.”

And on the sensitive issue of client con-
flicts, Wilson was clear: “I don’t want them
on the same block, let alone in the same
house, And please don’t tell me that it's all
right because they're quartered in a separate
wing.” Eventually, with fewer agencies to
choose from, “we may over time become
more accepting of conflicts, but [ would not
count on tearful reunions any time soon. Nor
would 1 look for large companies to begin to
shop the boutiques.” Whatever movement of
clients away from mega-merged companies,
Wilson said, will be to “large agencies that
have not merged.” For the first time, he said
clients are looking to continuity of owner-
ship in selecting their ad agency. “‘Clients are
saying the people [ choose today are the ones
[ want to work with a month from today.”

But Wilson noted that while advertisers
have been “quick to criticize” and have
“punctuated that displeasure with the move-
ment of multimillion-dollar chunks of busi-
ness,” they have been “slow to come up with
new ideas.” Wilson conceded that agencies
must grow large enough to serve the needs of
growing clients, especially internationally,
but beyond that, he views the growth as per-
haps a matter of “overkill.”

Equally troubling to Wilson was the em-
ploye dislocations and uncertainty that are a
part of any merger. “Inject uncertainty and
rancor into the creative mix, and [ believe
the results will suffer.” Critics of client
mega-mergers have said, ‘Stop the empire
building and get back to making a good,
high value product.” That argument has mer-
it, and I will extend it to the ad agency merg-
ers.” But “the empires have been built,” said
Wilson. “Let’s get on with the task of mak-
ing them work.”

Part of that task, Wilson said, was for
agencies to “become more efficient, learning
to do more with less.” He suggested they
would have to. “We can no longer afford to
send our agencies off on expensive but un-
certain projects. . ..And we can no longer

afford to keep dead campaigns on life sup-
port.” Just as agency mergers are restructur-
ing that business, so, too, have client merg-
ers, like R.J.R. and Nabisco, restructured
theirs, he said. “As more companies gain
more mass, there are tremendous opportuni-
ties to increase efficiency and decrease cost,
particularly in the area of managing advertis-
ing.” c

JWT reviews study on
consumers and new trends
in television viewing

J. Walter Thompson has produced a study on
what it calls The New American Consumer.
On hand at the ANA convention in Hot
Springs, Va., last week to discuss the find-
ings were Bert Metter, chairman and chief
executive officer, J. Walter Thompson, ac-
companied by Peter Kim, VP, research, for
JWT. According to Kim, the study was
based on about 10% new research by JWT
and the rest from a variety of sources avail-
able on databases. Metter said the study has
been applied successfully to a number of
campaigns, but would not identify them.

“It’s tough to find simple roadmaps to un-
derstand consumers,” said Metter. “But it’s
very important for us to get to the truth.”
JWT’s portrait of the new American con-
sumer was necessitated, says Metter, by the
many changes that have taken place in recent
years: the coming into middle age of the
baby boomers and the coming of women
into the work force and the change in the
traditional household. An example of the
last two: husband-only paycheck homes cur-
rently represent only 14% of American
households.

There has also been a shift toward em-
ployment in service industries, said Metier,
with what he called the “fast three,” McDon-
alds, Burger King and Wendy’s, now em-
ploying more than the “big three,” Chrysler,
Ford and General Motors. And entertain-
ment patterns have changed, he said. “There
are now more videocassette rental outlets
than there are movie theaters.”

The study treats four groups: the MTV
generation (12-19), baby boomers (21-39),
made-its (40-59) and jitterbugs (age 60-plus
but still active). Those categories are subdi-
vided into income-education groups, and are
broken out for media and product prefer-

Metter

ences.

Because of the breadth of the study, Met-
ter and Kim concentrated on the largest cate-
gory, the baby boomers. The income-educa-
tion breakdown of this category produced
what Kim identified as two familiar categor-
ies, the high-income, high-education cate-
gory associated with the upscale consumer
(they labeled yuppies) and the low-income,
low-education category associated with the
downscale or mass consumer (they called
workers}. The other two segments are those
Kim said are often ignored: the high-in-
come, low-education—the upper-level
plumbers and construction workers (which
they call elite workers)— and the low-in-
come, high-education—school teachers, so-
cial workers and future yuppies like interns
and law apprentices (whom they call would-
be’s).

According to the study, yuppies are less
likely than other groups to be users of radio
and of prime time TV. “But while they don’t
watch as much television as other people,”
said Metter, “they seem to remember more
commercials” in the TV they do watch. Ac-
cording to the survey, those shows, which
should come as good news to NBC, are Sat-
wrday Night Live, Hill Street Blues, Cheers,
St. Elsewhere and David Letterman,

The age group most affected by its pattern
of watching television, according to Metter,
is the MTV generation, the teen-agers. *‘This
comes from video games and computer
screens and from the fact that they have been
watching television from childhood in a
more intense way.”

l International flavor. The small flock of early birds at Monday morning's ANA session (a
review of foreign and domestic commercials) were given the opportunity to compare
notes with their international counterparts. A sampling of the sampler. from Japan, a
number of robot arms are seen trying, unsuccessfully, to lit and move an egg without
breaking it. The advertiser's robot arm does so with ease, and is shown stacking eggs into
a pyramid of impressive proportions. The last scene shows the arm intentionally breaking
an egg, then dropping it into a frying pan. From England came a commercial for handle-tie
kitchen bags, showing various items, a turkey, a piece of cake, a baby, a cat, all with
handles, and the message: Wouldn' it be easier if some things had a handle. From France
came an ad for the “durable” Citroen automobile, in which the car is ejected from the deck
of an aircraft carrier, and as the crew laughs at its disappearance into the water, it is seen
rising to the surface perched atop a submarine. Among the U.S. representatives were a
commercial for Bartles & James wine coolers featuring the pair of neophyte wine cooler
promoters soliciting purchases to help them make a balloon mortgage payment, and the
Pepsi commercial in the "choice of a new generation series” showing a Pepsi and Coke
machine transforming themselves into menacing robots preparing for battle, only to
change back into machines when a carful of thirsty patrons approaches naturaily in a

Pepsi commercial, the Pepsi machine.
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People are more “visually literate than
ever before,” said Metter. “Passive viewing
is declining und restless television viewing is
growing.” The new breed of television
watcher JWT calls the “flipper.” Metter de-
scribes the flipper as someone who has cable
and a remote control and whenever he gets
bored. perhaps every 20-30 seconds, he
changes channels, watching “little pieces
and segments of programing instead of
watching a program {ront to end,” said Met-
ter. The phenomenon 1s especially concen-
trated among teen-agers, he added. Metter
showed filmed comments from several tele-
vision producers and personalities about
flipping. and how television is changing to
meet the phenomenon. Said Miani Vice as-
sociate producer, Fred Lyle: “If you give a
Miami Vice editor all of the dailies from a
Bonanza episode, instead of having an hour
episode. the editor would look and say “we
have 42 minutes, I need more film.’ People
know how to read the lunguage of film, the
dissolves, wipes, smash cuts. People are
smarter, and because of that you don't need a
lot of film to get your message across.”

Metter said that the study was “not a cre-
ative solution. You don't do the demographic
work and then automatically a creative idea
jumps out at you.” Instead, he said: ‘It gives
the creative group a much sharper picture of
whom they ‘re selling to, and that helps them
come up with better creative ideas.”

Paneiists debate the good and
bad news resulting from the
recent spate of agency mergers

With the recent agency mega-mergers and
the attention they have received. “who’s
leaving and who's moving up and who's oc-
cupying the president’s otiice” have been oc-
cupying the lion’s share of media attention,
according 1o ANA’s Bob Taber, moderator of
“The Changing Agency Scene.” As a result,
he said. “the media are missing what’s really
going on out there in agencies today.” And
he said, it’s not necessarily in those agencies
that are merging and getting a great deal of
press.

Providing their views were representa-
tives of three medium-sized agencies: Paul
Keye, chairman and creative director, keye-
/donna/pearlstein; Robert Bloom, chairman
and chief executive officer, The Bloom
Cos., and Wilder Baker, president and chiet
executive officer. Warwick Advertising.
Warwick, Baker said in response to a ques-
tion trom the audience, is considering the
acquisition of another agency, but Baker
would not identify it. Nor comment further,
other than to say there had been preliminary
talks.

Baker said that he does not see “very
much that is good” on the agency scene at
present. He elaborated: “The economy has
been flat, clients tend to be nervous, budgets
are down, entire categories are drastically
reducing their advertising voice. There are
movements afoot to eliminate even the right
to advertise certain products that can be le-
gally sold.” The things that are happening in
the agency world, said Baker, make it rou-
tinely the subject of headlines and features.
“Maneuvering and mergers cause reverbera-
tions on Wall Street.” And he called a crime

the “literally thousands of good profession-
als on the street looking for work.” Neither
are they good times for advertisers. said Ba-
ker. “Too many agency managements are
worrying about matters other than you and
your copy.”

Baker called for the “rediscovery of a tun-
damental that needs to be sustained as a con-
stant in this rather volatile agency world.”
That fundamental, he said, is passion. “The
passion of your agencies and the passion of
your own people about advertising.” It is a
commodity “not uniquely owned by the larg-
est agencies.” In fact, he said, it will be
found most often in the future in smaller and
mid-sized independent companies. He told
the audience his phones have been ringing
with calls from people from big agencies
who were unhappy with what was happening
and wanted to make a4 move.

He told his audience of three ways to fos-
ter passion in their employes and their agen-
cy: Understand your consumer; don 't accept
advertising that reads like a strategy state-
ment. strive instead for the “goosebumps.
heartbeats and heavy breathing” that indi-
cate effective advertising and enjoy your
agency, which he explained as spending
more time with and getting to know the peo-
pie at the operating levels ol the agency.

Paul Keye talked about the “celebration of
risk,” the “shared adventure that clients and
agencies can have.” He emphasized “letting

everybody in on the glory.” And conversely.
he said: “I think it is crazy to exclude them
[the client] from the creative process. And
it'sbad management to let themselves absent
themselves from the creative process. In oo
many instances, by distancing themselves,
they can wait to see if everything turned out
great and then they can come in for the
awards, and | don’t think that’s a particularly
valuable way to work.”

“The agency world has changed,” said
Rabert Bloom. “It’s now an ‘anything goes’
agency world. But rather than agree with
some of the doom sayers who think it’s terri-
ble, I think it’s great.” he said. A few years
ago, said Bloom. the only way an advertiser
had to tell agencies apart was by their size—
“big guys, those in the middle and bou-
tiques.” But, as agencies have merged. split
or were bought up. said Bloom. “each ai-
tempted to delineate its benefits to clients,
prospects. staff-and the press.”

A “‘clearcut business philosophy,” said
Bloom, “is a new dimension of differenti-
ation among advertising agencies. You, the
advertiser,” he told his audience. “can find
an agency that thinks like you and works like
you. ... Advertisers aren’t just making a
move based on size, but on agency princi-
ples. Size is not a philosophy.” He said that
the “lack ot strong conviction about a philos-
ophy of performance will be sure death to
any advertising agency.”

Small-market predictions. Spot and local advertising revenues in the 100-pius markets
“should continue to increase more rapidly than in larger television markets,” predicted
Paul Bortz of Browne, Bortz & Coddington, during a small-market television broadcasters
seminar last week. Bortz's presentation was part of a two-day seminar sponsored by the
National Association of Broadcasters at the Chicago O'Hare Hiiton hotel. Annual rev-
enues, he said, should rise beyond 10%. Boriz told the broadcasters that smaller markets
are experiencing more population growth than larger markets and consequently small-
market broadcasters have sharpened their skills in local and national sales. Moreover, he
noted, advertisers are recognizing the growing importance of small markets in national

campaigns.

In addition to discussing the fate of national spot sales in 100-plus markets, the seminar
examined a variety of topics including the presentation of a new management survey
conducted by NAB. The study is based on interviews with station executives who were
queried about some of the problems small-market broadcasters face. Among their con-
cems, 75% cited attracting local ad dollars, 66% said retaining high-quality personnel,
57% said recruiting personnel, 54% said training personnel and 38% said problems with

in-house commercial productions.
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The latest wrinkle in financing

Master limited partnerships,
attractive because of changes
in the tax law, are growing as
communications financing tool

The Fifth Estate, like other industries, has
recently discovered the master limited part-
nership (MLP). As with traditional limited
partnerships. the MLP’s profits and losses,
for tax purposes. are passed through directly
to the limited partners instead of being as-
sessed at the corporate level. MLP’s differ
because they are traded as public securities.
Their use by cable and broadcasting com-
panies also speaks to the maturity of the in-
dustry.

Currently in registration with the Securi-
ties and Exchange Commission are MLP’s
from Jones Intercable, Malrite Communica-
tions and Rifkin Assoctates. Those three,
which are intended to raise several hundred
million dollars to purchase and run cable
systems and broadcasting stations, may be
followed by others soon. Among the com-
panies considering the fund-raising option is
Falcon Communications.

Among the advantages ascribed to MLP's:
the ability to raise money without adding
debt to the balance sheet, income from man-
agement fees, the ability to realize a gain
from any increased value of the property and
the opportunity to purchase the properties
from the partnership at a later date.

Typically a master limited partnership is
sold to the public in “units” at a price signifi-
cantly below the $30,000 to $100,000 for
which a traditional partnership would sell.
The Malrite offering has a minimum sub-
scription price of $5,000, while the Jones
Intercable units will be priced between
$18.50 and $24. The units are to be regis-
tered and traded like traditional stocks or
bonds: Jones on the American Stock Ex-
change, and Malrite on NASDAQ.

Owners of the MLP units are scheduled to
receive dividends giving them a return—7%
to 8% in both the Rifkin and Jones offerings.
And while the MLP’s are not being sold
strictly as tax shelters, most of that return
would be shielded from taxes be expenses,
such as depreciation, which are deductible.
The Jones prospectus said it was not antici-
pated that investors would *. . incur any in-
come tax liability ‘in approximately the first
five to seven years' of operation.” In addi-
tion, any losses incurred initialty can be used
to offset gains from other “passive” invest-
ments.

The shift from tax shelters to income as
the prime selling feature of partnerships has
also changed the nature of the properties
bought. The tax oriented partnerships were
more inclined to purchase start-up systems
or stations which would produce sizable tax

deductible losses and investment tax credits
(ITC). But with the lengthening of depreci-
ation losses and the elimination of the ITC in
the new tax code, as well as the preponder-
ance of mature cable systems, the managing
general partners (in each case the company
sponsoring the partnership) indicate they in-

tend to search out mature, cash-producing
properties.

The Jones partnership, for instance, has
already indicated it would purchase the Al-
exandria, Va., cable system, which began in
1980 and now serves roughly 24,000 sub-
scribers. The Jones prospectus said: “The

Fifth Estate Quarterly Earnings

Company Quarter Revenue %o Earnings % EPS **
(000) change * (000) change *
Avnet First $363,115 7 $5,963 -21 $0.17
AH. Belo Third $94,054 3 $2,979 -14 $0.27
C-COR Electronics  First $7,249 42 $193 NM $0.06
Capital Cities/ABC  Third $959,039 27 $18,370 -45 $1.13
Centel Third $347,572 3 $37,955 5 $1.36
Chris-Craft Third $51,663 17 $4,198 1 $0.57
Cohu Third $6,683 -13 $270 -39 $0.15
Heritage Comm. Third $40,613 13 ($4,448) NM  ($0.20)
Knight-Ridder Third $458,683 14 $31,480 20 $0.54
Media General Third $152,875 10 $7.101 4 $0.95
Scientific-Atlanta First $107,574 2 $3,806 20 $0.16
Times Mirror Third $697,703 -2 $73,975 15 $1.15
Zenith Third $513,800 42 $3,900 NM $0.17

Earnings from operations for Belo declined 7% tc $15 million. Pre-tax earnings were up
but absence of Investment tax credits resulted in lower net income, company said. Belo
also reported that all five televiston stations contributed to 11% revenue increase, to $40.7
million. = C-COR Electronics had $798,000 loss in first quarter of previous year ® Net
income of Capital Cities’fABC was affected by extraordinary charge of $14.3 million,
relating to settlement of litigation concerning -The Kansas City Star. Operating income
was $128.2 million, up 99%. Also affecting third-quarter eamings was amortization of
intangibles arising from ABC acquisition earlier this year ($0.84 per share), and benefit
due to previous write-down of certain entertainment and sports programing rights ($1.80).
Company noted weak advertising demand, affecting both network television and publish-
ing operations. Results of owned TV stations and publishing properties acquired from
ABC were up. ® Chris-Craft Industries said that, excluding kcopr-Tv Los Angeles, “. . . slug-
gish advertising markets coupled with rising programing costs resulted in flat or reduced
earnings at BHC's (broadcasting subsidiary) other stations.” ltems affecting net income
include gains on stock appreciation rights and on sale of cellular telephone interests. Also
accounting rules forced company to report smaller percentage of BHC's net income than was.
case in last year's third quarter. ® Cohu said television equipment and sales increased in
third guarter, but added that “Softness in the commercial broadcast microwave market and
the slow malterialization of the Ku-band satellite uplink market has continued to affect micro-
wave operations.” ® In previous year’s third quarter, Heritage Communications had net
income of $1.6 million. In most recent quarter, Heritage reported operating cash flow (earn-
ings before depreciation, amortization, interest, other income and taxes) of $9.7 million, up
14%. Company said net losses were reduced primarily "as a result of financing expenses and
equity in losses {(caused by the amortization of intangible assets) associated with the invest-
ment in Rollins Communications.” Company said it would continue to report losses, probably
into 1988. ® Media General said 22% price increase for cable subscribers in Fairfax, Va..
shoutd improve division's profitability next year. ® Operating profit for Knight-Ridder in-
creased 25% to $59.6 million. Company said that on pro-forma basis, broadcasting revenue
was up 9% so far this year: “Local spot was strong; supported by political advertising.” =
Adding to net income of Times Mirror was $17.4-million pre-tax gain from sale of the Dullas
Times Herald. That gain, however, was lower than $32-million gain in previous year's third
quarter from sale of Hartford, Conn., cable systems. Also contributing to results of just-
finished quarter was $13.6-million gain from changes in accounting for pensions. ® Zenith
had netloss of $14.8 million in previous year's third quarter. Glenview, l1.-based manufacturer
said "Cable product sales continued to increase modestly, and operaling results improved in
the third quarter, principally as a result of cost-reduction programs.”
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general partner does not anticipate that the
cable plant in Alexandria will require any
significant rebuilding or reengineering in the
foreseeable future.” For managing the sys-
tems Jones will get 5% of gross revenue plus
a “brokerage” fee of several percent on any
properties the partnership acquires or sells.
In addition it would get a percentage of any
“excess” cash flow.

So far, most of the master limited partner-
ships contemplated are in cable, with Jones
and Rifkin, bath of which are being sold by
Donaldson, Lufkin & Jenrette, scheduled to
each raise nearly $75 million. At least two
MLP offerings that were contemplated by
broadcasters are apparently not currently be-
ing actively considered. Cable partnerships
previously had advantages because they of-
fered greater tax benefits and the systems
included more fixed assets that served to se-
cure the investment if revenues declined.

Now Malrite has offered a “safety net” in
a partnership scheduled to raise between $25
million and $200 million to purchase radio
and television properties. The firm selling
the partnerships, E.E Hutton, can force gen-
eral partner Malrite, in seven years, to repur-
chase the units—which include warrants to
buy 10 shares of Malrite common stock at
varying prices beginning in 1988-—at their
initial $1,000 price, minus any cash distribu-
tions.

In return for guaranteeing the limited part-
ners’ net investment and for running what-
ever properties it buys, Malrite will retain at
least 8% of a station’s cash flow, and will get
its general partner share of profits a little
earlier than is traditionally the case.

Merrill Lynch Media Partners, which is
not an MLP, but which was sold widely in
smaller than usual units, has so far invested
most of its net proceeds in cable. There were
several reasons why the partnership—which
has raised $185 million and is still being
sold—decided not to issue publicly traded
units. One is that the partnership has lever-
aged its assets enough, through bank bor-
rowings, that it did not feel the banks would
necessarily permit it to guarantee dividend
payments, which are needed to help support
the price of the traded units. Trading in the
units would also be greatly affected by the
planned liquidation of the partnership, five
to seven years hence. MLP’s by contrast are
likely to last much longer—the Malrite part-
nership, for instance is scheduled to last 20
years.

The growth of master limited partnerships
is likely to continue, not only as a way of
acquiring additional properties, but as a
form of organizing any business. Said Jeff
Epstein, chief operating officer of First Bos-
ton’s Media Group: “lt is clearly tax punitive
now to be a cerporation.” He noted that be-
fore it might have made sense for a company
to pay small dividends and reward share-
holders instead with the growth in the value
of the company: “But in the new world there
is no differentiation between taxes on capital
gains and dividend income, and the taxes on
personal income are lower than those for
corporations. Furthermore, if a corporation
is scld, the shareholders would be doubly
taxed (at the corporate level and individually
on the distribution of proceeds).”

Bottomuline

Unitel alone. Agreement in principle for two investors to buy Unitel Video has been
withdrawn. Among reasons cited was time and expense of settling shareholder litigation
which claimed proposed transaction, at $12.50 per share {"Bottom Line,” Oct. 6), was
“grossly inadequate and unfair." Also cited for withdrawal of bid was possible breakup of
business interests held by Michael Landes and Alfred Schwartz, who together had
made bid.

(W]

Second installment. Shareholder lawsuits against Evening News Assaciation {ENA) by
former shareholders were settled out of court after several days of trial. Suits had

claimed that in December 1984, ENA management inadequately compensated
stockholders who sold over 30,000 shares back to company at $240 per share. Less
than two years later ENA agreed to merge with Gannett at $1,583 per share. Among those
testifying in first week of trial were Peter Kizer, former head of ENA Broadcasting.
Although terms of settlement were not officially disclosed, it is believed that Gannett and
insurance company will pay $350 per share to those who filed suit—representing
approximately 20,000 shares—for roughly $7 million. Suits had asked for $29 million.

0

Going north. Olympic Broadcasting Corp., Seattle-based company with five AM and
seven FM stations is headed for initial public offering of 875,000 shares of common
stock, and $25 million in senior subordinated debentures due 1996, Most of net
proceeds—estimated offering price of stock is between $7.50 and $9.50 per share—
would be used to refinance June 1986 debt package which was itself refinancing of
previous package. For six months ending June 30, 1986, Olympic had net revenue of
$3.3 million, broadcast cash flow of negative $394,000 and operating loss of $1.1 million.
Some of results were affected by recent acquisitions, including ksrN-am-Fu Reno {in
February); krPm(am) Seattle (April), and Kyak(am)-KGOT(FM) Anchorage and KIAK(AM)-KQRZ(FM)
Fairbanks, both Alaska (June). Offering is being made through Drexel Burnham Lambert,
which sold some of earlier notes being refinanced. Additionally, 7% of stock is currently
held by OBC Holdings Associates, in which certain officers of Drexel are general
partners. Other principal owners include Chairman James D. Ireland Ill and Robernt E. Yaw
I, who between them currently own over 40% of stock, and President Ivan E. Braiker
with over 10%.

0

Out of South Africa. Warner Communications said it would end ownership of its record
distribution facilities in South Africa, which employ 150 people. Spokesman said it has
been trying, for several months, to arrange sale of operation tc employes.

0

A lot of class. Meredith Corp. said it would propose establishing second class (B) of
stock, which would have 10 votes per share and be transferable only to certain relatives,
trusts or charitable organizations. Dual-class stock proposal is subject to shareholder
vote, to be held in Des Moines, lowa, on Dec. 15. Company said: “The board expects
the recapitalization, if approved, to promote long-term ownership of Meredith stock, giving
management more freedom to concentrate on long-range objectives with reduced
distraction from the threat of hostile takeover attempts.” @ Comcast said its board had
authorized three-for-two stock split in form of 50% dividend. Holders of class B common
stock would be paid in kind, whereas holders of class A common stock would be paid in
class A special common stock, identical to class A common stock except that it would
be nonvoting, “except in certain limited instances.” Company said it would register such
shares and apply for their listing on NASDAQ. & News Corp. said it has requested listing
of stock on London Exchange.

0

Marketplace monitor. Times Mirror said it completed purchase of Baltimore Sun for
$600 million cash. & Coca-Cola said it completed sale of Embassy Home Entertainment to
Nelson Entertainment. @ General Instrument completed restructuring program with
agreement to sell its energy management subsidiary to group consisting of subsidiary's
management, employes and outside investors. Acquisition, Gl said, would be for
"combination of cash and notes at net book value,” plus 15% ownership in acquiring
entity. & Privately held market research firm, R.H. Bruskin Associates, has been sold to
Associated Newspaper Holdings, PLC, London-based publisher, diversified investor and
energy production company. Acquisition for estimated $8 million is being made by
Associated's market research subsidiary, National Opinion Polls Ltd. Bruskin will continue
to operate as autonomous entity, company said.

Epstein added that because of the large

increase in partnerships, Congress next year
might say that any MLP with more than a
certain number of partners would in fact be
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counted for tax purposes as a corporation.
But even if that were the case, he added,
MLP’s that had already raised money might
be grandfathered. (]



Broadcastingzinternational

Deregulation winds shift to Europe

New freedoms among topics

at Intelevent meeting on
international communications;
discussion on coordination
questions, technical standards,
trade, DBS and launch services
also come up at meeting

Liberalization, or deregulation, or whatever
the term, was in the air at the fifth annual
Intelevent, an international conference on
telecommunications in Munich. The ques-
tion, as discussed in a series of panels,
seemed not as much whether deregulation
would come to Europe as how soon. Indeed,
the representative of France’s new conserva-
tive government, which has undertaken an
aggressive policy of deregulation, called on
his listeners to help propagate the “viruses”
of liberalism that he said have attacked
France.

For all of that, the U.S., the leader in and
inspiration for deregulation, apparently is
not entirely satisfied. Ambassador Diana
Lady Dougan, U.S. coordinator and director
of the State Department’s Bureau of Interna-
tional Communications and Information
Policy, suggested in a luncheon speech that
telecommunications companies in Europe
and their governments could do more t0 pro-
mote competition. Those who seek to main-
tain the security of protectionism, she said,
may enjoy “short-term gains” but will suffer
“long-term losses™ by not “attacking” those
restrictions. As for government leaders, she
said, “I admonish them to look more careful-
ly at the customer, the end user of communi-
cations.”

In such a free-market atmosphere, there
was some irony in concerns expressed by
Americans at the conference regarding pro-
tectionist attitudes in the U.S., suffering
from a huge trade deficit. Dougan reflected
State Department policy in describing pro-
tectionism as “pernicious.” But Rodney
Joyce, former acting assistant secretary of
commerce for communications and informa-
tion, said during one panel: “The debate [in
the U.S.] is beginning to shift toward pro-
tecting domestic industry from foreign com-
petition.” And former Senator Joseph Tyd-
ings (D-Md.) agreed. He said the
“perception” has grown in the U.S. that
countries in Europe and the Far East are em-
ploying equipment standards as a means of
hindering American manufacturers’ ability
to compete in their telecommunications mar-
kets. Tydings said the perception is most evi-
dent among the Democrats, whom he ex-
pected to gain control of the Senate this
week. He foresaw trade as a major issue in
the next Congress.

The issue of standards was the one that
seemed to generate heat at the conference.

John E. Tyson, president and chief executive
officer of Compression Labs Inc., a develop-
er of videoconferencing services, said some
governments are using standards to hold
back “an explosion” of that industry. “The
U.S.,” he said, “has no standards but is the
market and technology leader. Europe has
standards but has made less progress.” But
other speakers said companies plunging
ahead with new technology, such as CBS
Inc. in its pioneering of a color television
system that was not accepted, sometimes
pay a heavy price.

While the conference was still under way,
there were reports out of Washington that

Ron Coleman, president of Intelevent Inc. (I) and Dr. Wini-
fried Zehetmeier, deputy Lord Mayor of Munich
tended to bear out the concerns expressed by
Joyce and Tydings. FCC Chairman Mark
Fowler had written to GTE and the regional
Bell operating companies indicating protec-
tionist policies were under consideration. He
noted the U.S. government’s concern about
the country’s trade deficit and asked for in-
formation concerning any purchases they
had made from the giant West German tele-
communications manufacturer, Siemens,
A.G., or its subsidiaries over the last 24
months, as well as plans to make purchases
from them in the future. He said the request
was made after consultations with the secre-
tary of commerce and the U.S. Trade Repre-
sentative indicated they “‘share an increasing
concern about fair and reciprocal treatment
of U.S. telecommunications equipment
manufacturers and service providers.” He
was seeking the requested information, he
said, to aid them in “considering whether to
initiate any action to further the public inter-

est in this regard.”

O

Joyce is of counsel to and Tydings a partner
in the Washington law firm of Finley, Kum-
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ble, Wagner, Heine, Underberg, Manley,
Myerson & Casey. The law firm, together
with the securities and investment banking
firm of E. E. Hutton & Co., the accounting,
tax and management consulting firm of Peat,
Marwick, Mitchell & Co., and the Interna-
tional Chamber of Commerce, sponsored
the Munich Intelevent, a conference created
to provide a forum for formal and informal
dialogue among U.S. and other government
and industry leaders in telecommunications.

For three days, Oct. 20 through Oct. 22,
some 200 participants listened to papers
dealing with equipment, standards, trade, fi-
nancing, alternative Systems, interg