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3 Primetime Hit! Now...
ime Dramatic Setries.
FIRSTRUN
for local stations
Avallable Fall 1985
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Sunday will never be the same -

THE FUNTASTIC WORLD

PRE SOLD TO TRIBUNE, METI

Starting September 1985, a brand new 90-minute concept!

THE PAW-PAWS, THE FUNTASTIC TREASURE HUNT and
GALTAR AND THE GOLDEN LANCE, presented by HANNA-BARBERA'S
most famous characters will make SUNDAY — FUN-DAY.

You can be sure that Sunday will never be the same in your market!




An all-new exciting innovation...

OF HANNA -BARBERA

JMEDIA, CHRIS CRAFT, TAFT

Visit us at the Fairmont Hotel 19th floor Tower Suite
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The World's Leading Distributor
for Independent Television Producers.

New York, Las Angeles, Chicago, Atlanta, London, Paris, Tokyo,
Sydney. Toronto. Ao de Janeiro, Munich, Rome
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OThese stations have the leading one hour stri

Sold in 95 markets.

. NEW YORK WPIX | PHOENIX
LOSANGELES  KTLA | SAN DIEGO
0 WGN—CINCINNATI
PHILADELPHIA  WPHL | MILWA
. SANFRANCISCO  KPIX | KANSAS CITY
BOSTQN. . __ _WBZ | ORLANDO
DETROIT WDIV | “CHARLOTTE
~_ WASHINGTON,D.C. WTTG | NEW ORLEANS
~ DALLAS "KTXA | BUFFALO
CLEVELAND WCLQ | GRAND RAPIDS
— HOUSTON KTXH | OKLAHOMA CITY
~ PITTSBURGH WPXI | SALT LAKE CITY
— MIAMI ~ WPLG | LOUISVILLE
SEATTLE KSTW | SAN ANTONIO
___MIMRABQLS. . KMSP | NORFOLK
ATLANTA -\ymg , HARRIS. LANCASTER
TAMPA M ' ALB./SCHEN. /TROY
ST. LouIS KPLR | SHREVEPORT
DENVER - KOA ] | TuLsa
SACRAMENTO ' KTXL' || RICHMOND
INDIANAPOLIS ' WISH | SYRACUSE
BALTIMORE - WJZ /|, KNOXVILLE
HARTFORDN.H.  WFSB, | TOLEDO
PORTLAND, OR  KPTV | ALBUQUERQUE
- » /
3 >

e

KPHO
KGTV
WXIX
WVTV
WDAF

SH |

WEST PALM BEACH
’ FRESNO
JACKSONVILLE
GREEN BAY
ROCHESTER

DES MOINES

WPCD.| OMAHA
WOSU | “SPOKANE

WHAS
KMoL
WAVY
WGAL

WRGB '

KTAL
KotV
WXEX
WTVH
WATE

WToL |

KOAT

~WKBW | DAVENPORT/MOLINE
WOTV | CAPEGIRARDEAU

KTvY
KSL |

3

- HONOLUAY
SOUTH BEND
- AUSTIN
SPRINGFIELD, M0
JACKSON, MS
TUCSON
HUNTSVILLE
FT. WAYNE
BURLINGTON/PLAT.
LANSING
LAS VEGAS \
| SAVANNAH \
\
\

SAN JOSE
| ROCKFORD

WFLX
KSEE
WIXT
WLUK
WOKR
WHO
KETV
KREM
woc
KFVS
KHON
WNDU
KTV
KOLR
WLBY
KGUN
WAFF
WKJG
WVNY
WJIM
KTNV
WSAY,
Kic

| CHARLESTON,SC  WCBD
] MONTGOMERY WSFA
FT. MYERS WB?/
COLUMBUS, GA WRBL
YAKIMA KA
HARLINGEN GBT
EUGENE KVAL
CORPUS CHRISTI /  KRIS
RENO KCRL
BOISE KBCI
LUBBOCK KCBD
KHSL
KGET,
WALB
KDRV /
| wss/
/o
KIDY
/ALPENR~ WBKB
/' WY VERNON, IL WCEE

s
GLENWOOD SPRINGS KCWS
{ MANCHESTER,NH  WGOT

WREX |

Source: ADI and DMA HH rating ARBITRON and NSi May 1984
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From the world’s largest producer ol

Hanna-Barbera

NEW EXPANDED PACKAGE

A new galaxy of entertainment for the
entire family.

65 half hours for Monday through Friday
afternoon stripping, advertiser supported.

Visit us at the Fairmont Hote! 19th floor Tower Suite

WORLDVISION
ENTERPRISES INC.

“ T‘.he World’s Leading Distributor
for Independent Television Producers

New York, Los Angeles, Chicago, Atlanta, London, Paris, Tokyo,
Sydney, Toronto, Rio de Janeiro, Munich, Rome
A Taft Compary

| UCTIONS INC. ALL RIGHTS RESERVED
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animated programming...

5 THE JETSONS

"OR SEPT 85 START

ALREADY CLEARED...

KCOP Los Angeles
WPWR Chicago

WTAF Philadelphia
KEHK San Francisco
WXNE Boston

WDCA Washington
KTXA Dallas

WCLQ Cleveland
KTXH Houston

WPTT Pittsburgh

WCIX Miami

KSTW Seattle

KMSP Minneapolis
WGNX Atlanta

WFTS Tampa

KDVR Denver

KTXL Sacramento
WTTV Indianapolis
WBFF Baltimore

WTIC Hartford/New Haven
KPDX Portland

KUSI San Diego

will Cincinnati

W2ZTV Nashville

KSHB Kansas City
WOFL Orlando

WGNO New Orleans
WAXA Greenville/Spart.
WPTY Memphis

KOKH Oklahoma City
WYAH Norfolk

WOLF Wilkes Barre-Scranton
WRGT Dayton

WXXA Alb./Schen./Troy
KGSW Albuquerque
KCBR Des Moines
KZAZ Tucson

KAME Reno

WICU Erie

WBSP Gainesville
KXWY Casper-Riverton
WJWT Jackson

WCEE Mt. Vlernon
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RIE 1S BIGGER THAN EVER.
Sold in 164 markets

SADDITIONAL RUNS NOW AVAILABLE
\ BY POPULAR DEMAND!

Now in its fourth year on the local stations,
LITTLE HOUSE ON THE PRAIRIE
is still #1 among all one hour
strips with women/teens/kids
— the winning formula

for early fringe success.

BIG ENOUGH FOR THE WHOLE FAMILY
RANK AMONG 1 HOUR STRIPS
AVG
RTGISH | STATIONS | HH | W1g-49] wes5e|TEENS-
(NSI) 6/17% 120 1 1 1 1
(ARB) 7/16% 118 i 1 1
Visit us at the Fairmont Hotel 18th floor Tower Suite ﬁ ) VVORLDVISION
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YMNDICATED PROGRAM ANALYSIS
WOMEN 25-54
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BARNABY

a proven success. .
inboth early
and late fringe.

And continues to be one
of the strongest hours
on local stations.

NOW SOLD IN 71 MARKETS!

Stamin

3
BUDDY EBSEN

Also starring
LEE MERIWETHER and MARK SHERA

Visit us at the Fairmont Hotel 19th floor Tower Suite

WORLDVISION
V7 ENTERPRISES INC.

T;;e World’s Leading Distributor

oooooooooooooooooooooooooooooooooooooooooooooooooo
Sydney, Toronto, Rio de Janeiro, Munich, Rome







EVERGREENS from




A TREASURE CHEST
S ©°°® OF PROGRAMS...

...From Evergreen Programs. ..
thousands of hours of entertain-
ment to fit your Sign On thru Sign
Off needs — and your budget.

...Movies, off-netwerk series,
mini-series, game shows, spe-
cials, children’s programs and

more.

...Catch the excitement of classic
television

HOURS
Ben Casey The Invaders
Combat Man From Atlantis
The Fugitive Mod Squad
HALF-HOURS
Annie Oakley N.Y.P.D.
Buffalo Bili One Step Beyond
Dark Shadows Peaoples Choice

The Doris Day Show The Range Rider
The Mickey Rooney Show The Rebel
Wendy And Me

CHILDREN
Casper The Friendly Ghost
George of the Jungle
Jackson Five
Jerry Lewis
King Kong
Lancelot Link-Secret Chimp
Milton The Monster
Professor Kitzel
Smokey The Bear

MINI-SERIES
Against The Wind
Holocaust

FEATURES

Visit us at the Fairmont Hotel Prime |, Prime 1, Prime Ill,
19th floor Tower Suite Prime IV
GAME SHOW/VARIETY/SPECIALS
Take My Word For It
‘The Don Lane Show
Come Along

Wonders of the World

And Many, Many more...

CALL TGDAY FOR AVAILABILITIES
iN YOUR MARKET

B DI
RGREEN
.;\ _'.,Lﬂ‘ % ks
PROGRAMS INC.

A DWVISION OF WORLDVISION ENTERPRISES INC.
660 Madison Ave., New York, NY 10021 - (212) 832-3838

9465 Wilshire Bivd., Beveriy Hills, CA 90212 - (213) 273-7667
625 N. Michigan Ave., Chicago, IL 60611 ~ (312) 642-2650

A Tatt Company

q © 1985 Worldvision Enterprises, Inc.



IN BIRMINGHAM,
IT’'S KIDSWORLD 13

— Bob Behrens
.7 President

e \: >

\.“

Mary Annc Parks-Antonio is the KIDS-
WORIL.D producer for WVTM-TV in Bur-
mingham, Alabama. She recently wrote,
“There is a lack of programming available
for kids that is, at the same time, education-
al, informative and entertaining. For some
time, we feel that we have been meeting
these standards working with the youngsters
of our community to produce television that
plays an important role in their lives.
WVTM-TV has been programming KIDS-
WORIL.D 13, a localized version of the na-
tionally syndicated program, for five years
as part of our commitment to serving the
needs of children.

“*We do 51% cach week locally, producing
stories with local kids on subjects of local in-
terest to kids. Because KIDSWORIL.D 13 is
so well known in Birmingham, we get lots of
story ideas from kids, teachers, youth groups
and public relations people. We have an ex-
cellent relationship with our schools. We try
to show some of the really unique things that
they do. For example, one school recently
had a beauty contest, not for their girls, but
for the girls’ dolls. The contest raised quite a
bit of money that was used to buy a comput-
er for a special education class and it made a
great story for our show.

“We have cight kids who are hosts. We ro-
tate them, using two cach week. We also
have four kids who are ficld reporters. They
go out with our crews and report the stories.
When we lose one of them, we hold auditions
with kids who have written in expressing in-
terest in reporting. The only requirement is
that the applicant be at least 12 years old.
“KIDSWORLD 13 is the only local news
program for and about the kids of Alabama.
We want our kids to know that our program
has information about which they want to
know or nced to know. We want them to ex-
pand their sense of their world. We try to
make KIDSWORI.D 13 educational, infor-
mative and entertaining every week.”

The Behrens
Company, Inc.

O

KIDSWSRLD

The Behrens Company, Inc.
51 S. W. 9th Street
Miami, FL 33130
305-371-6077
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NATPE PREVIEW

Buying complicated by new marketing twists

Stations are being forced to keep up with a changing
marketing world that includes complex barter and cash
arrangements, pay-TVv windows and varying combinations.

Flood of movie packages surfacing in variety
of forms

Barter expansion and network cutbacks in theatrical
purchases spawn new complexity in the feature
syndication market.

Tv stations seen remaining program association’s
‘backbone’

NATPE president John von Soosten points out that
organization, in the past couple of years, has launched
many multiple services and projects.

Survey indicates that syndication was a $1.2 billion
nut in ’84

The average independent spent about $3.5 million on
syndicated programming last year, while the average
affiliate spent only about one-quarter of that amount.

Directory of TV Programmers, Distributors &
Services

‘Cable Age’ begins after page 316
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TEAM UP WITH PARAMOUNT

Discover What the Best Can Do for You.

Top-quaility first-run series,
each with the power to build a viewer
franchise that lasts for years!

Off-network hits that work in syndication!

Record breaking movies
from the industry’s most consistent
box office leader!



TEAM UP WITH PARAMOUNT
FOR NEW FIRST-RUN AND OFF-NET HITS!

HOSPITAL will grab the afternoon
viewers; and Mclean Stevenson,
the hilarious starof M+«A+*S*H

and frequent guest host of THE TONIGHT SHOW.

With all of that, AMERICA's stunning sales
success should be no surprise. Even betore
completion of the pilot, leading broadcasters

AMERICA aims high—and it delivers. Pro-

g#&?&&?g?ggﬁ%’?gw gg;'g\é%\?’i‘]wsgf' committed to AMERICA. And since the pilof,

gram franchise packed full of entertainment the response hasbeen absolutely phenomenail

and designed expressly for your early fringe With such greatbroadcast groups already

time period. It's a News Companion that on board as CBS O+0O, ABC O+O, Post-News-

uniquely bridges the daypart between soaps week, Belo, H&C, Cowles, Cox, Storer, Scripps-

and the all-important evening news. Iéioword,”AIItr\DArinog,. I::ng CIZhrcg;n:cle, Hubderd,
AMERICA is filled with everything that's onneville, Meredith, Outlet, Gilmore, an

uniqueRobouftodoy and hot fyor to%orrow, SK\zgggRldder, i's an obvious all-America :

plus on-location performances by today's top
stars. More important: AMERICA's hosts know
how to make television fun for viewers by
having fun with people. There's Sarah Purcell,
whose charm and warmth made her a net-
work superstar; Stuart Damon, whose popu-
larity as Dr. Alan Quartermain of GENERAL




nation and

ply of hit off-
ghthe 80's.
Now Paramount’s Hon-stop parade of sitcom
successes roars down the fast track, as three
more network winners become available.

The best hour of comedy available for
syndication is on the air right now. Of cll halt-
hours on television, FAMILY TIES is ranked #2
and CHEERS follows closely at #4” Together
they're the core of NBC's powerful Thursday
night schedule. FAMILY TIES' rating of 20.0 with
a 31 share dominates MAGNUMPL in Adults
18-34, 18-49, 25-54, Teens & Kids!* With nine
Emmys in its trophy case, including Outstand-
ing Comedy for the second straight year,
c‘g%EERS is enjoying its strongest season, witha
rating of 193, 29 share. CHEERS leaves SIMON
& SIMON inthe dust in Women & Men “8-34,
25-54 and Teens* —exactly the kind of num-
bers that spell syndication longevity!

Both CHEERS and FAMILY TIES are selling
at a record-breaking pace and Paramount’s

of receiving the optimum nu
for syndication.

unigue proddct\ion guarantee assures stations

mber of episodes

And there’s
another Para-
mount giant wait-
inginthe wings!
The little guy
named WEBSTER
is certainto be
the next huge off-
net smash. Watch
for WEBSTER,
comingsoontod
station near
you—unless you
grab him first!

*NTI: October. 1984



TEAM UP WITH PARAMOUNT
FOR LONG-RUNNING FIRST-RUN SERIES!

\ ’ ENTERTAINMENT THIS WEEK —With a brang-

— - new format this season. ETW is an always fresh,

' fast-paced week-end hour. More exciting than

ever before, ETW is q weekend access winner.
And, ETW breaks new ground with its special
monthly “Salutes.” The first two—“ETW Salutes
MGM” and “ETW Salutes Elvis” —racked up
top acclaim and ratings. February's “Salute
to Soaps” is sure to do the same. And these
are only the beginning!

Paramount brings all the neces-
sary ingredients to each of its
first-run pPrograms: A unique con-

ENTERTAINMENT TONIGHT—Beyond ques. cept. Quality execution. Strong
fion, it's the most talked-about show in syndica- QIS" ibution. And.a"jou" promo-
fion and maybe in all television! ET set the tion. That’s the winning combina-
ston%ords for day-and-date synhdic':cﬂon and tion that meets the needs of
No ofher series provides so muc glamour and . : :
glitter, style and station prestige. Entering its statlon§ and adver tisers gllke
fitth season in Fall '85, ET will be airing in prime and builds viewer franchises that
access on dffiliates in all of the Top 10 markets last season after season.

—including the two newest additions to the ET
family, NBC's WMAQ-TV Chicago and KNBC-
TV Los Angeles.



SOLID GOLD—Multiple Emmy Award-win-
ningSOUD GOLD is TV's #1 music/variety series
and continues to outdeliver network prime-
time series in Young Adults & Teens. This season
it's coming at you with brand new talent, a
brand new look and the biggest stars yet!

Year after year SOLID GOLD is a “must” for
all the top names in music—imitations come
and go but SOLID GOLD remains the stan-
dard of the industry, and going info ifs sixth
season it continues to be one of syndication’s
most remarkable success stories!

auto trips, from buying a house to gifts for your
spouse, TA is the only show that's able to make
information about personal finance fun and
entertaining. With solid ratings on 128 stations
covering over 80% of the country, TA offers a
tremendous value for stations and advertisers

ANYTHING FOR MONEY —In a sea of |look-
alike game shows, AFM is a winner in access

. 68

and early fringe. Paramount’s “real life sit-
com” is unbeatable when scheduled where
the audiences are. AFM is.up 150% in Women
18-49 and 177% in Men 18-49 over May in
Philadelphia, and #1in Women & Men 18-34,
Teens & Kids in Miami. In early fringe, it's #1in
Total Women and Women and Men 18-4%'in
Washington, and pulling the highest share in
the time period in over 3 years in Denver!*

*Source: NSI October, May. 1984; ARB October, 1984



TEAM UP WITH PARAMOUNT
FOR SUCCESSFUL SITCOMS AND SMASH-HIT MOVIES!

Paramount’s other classics continue to roll
right along. STAR TREK, the sole off-net hour to
perform successfully for more than three sea-
sons, isnow in its 15th year—boldly goingwhere
no hour has ever gone before. TAXI, the series
that earned a phenomenal 18 Emmys, has its
meter running with winning ratings early and
late. And HAPPY DAYS, THE BRADY BUNCH,
LAVERNE & SHIRLEY, THE ODD COUPLE,
MORK & MINDY and the rest of the gang keep
adding to the irrefutable evidence that half-
hour comedies outclass every other category
in syndication longevity —and that Paramount
producesthem like no other studio. Remember:
Something Funny's Going On at Paramount—
ow and for Years to Comel!

If there'’s one indisputable fact in syndicate
programming, it's Paramount’s sitcom suprem-
acy. Year after year the list gets longer and
stronger. The latest addition is BOSOM BUDDIES,
that uproarious half-hour about two red-blooded
males who disguise themselves as girls so they
can live in an all-women hotel. With superstars
Tom Hanks and Donna Dixon, BOSOM BUDDIES
was #1inits time period in rating, all key adult
demographics, Teens & Kids.* As a Monday
through Friday strip, or as part of a weekend
comedy block, BOSOM BUDDIES’ 37 epi-

sodes are all brand-new to syndication and
available now! *NTI: February, May, July, 1981
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Finally, Paramount’s MoV
the best inthe busimess—which is just what

box office leader. Suchr
HILLS COP, INDIANA JO

OF DOOM, STAR TREK 1l1: THE SEARCH &

SPOCK, FLASHDANCE

GENTLEMAN, FOOTLOOSE, TERM
ENDEARMENT, 48 HRS. and TR

PLACES, just toname a few,
reinforce Paramount’s stat

hottest'studio.

Variety's list of All-Time

Plainly, when you're lookin

the place to find them

portfolio! And stay tuned

hOUSe/mgVi}DGCSkdge—-

'And PORTFOLIO X p
on the air for you. It's loa
STAR TREK: THE MOTION Pi
ORDINARY PEOPLE, URBAN COWBOY,
KONG, FOUL PLAY, AIRP
DALLAS FORTY!In fact, anamaz
PORTFOLIO X's theatrical movies are on

Box Oftice
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LANE and

fiied with classics such as
IGHT FEVER, THE LON
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ie packages remain
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First-run leadership, off-net longevity
and the biggest box office movies.

For Success in the 80’s
Great Programming Is
PARAMOUNT!
FIRST-RUN SERIES OFF-NET HALF HOURS OFF-NET HOURS FEATURES & SPECIALS
AMERICA/AMERICA  CHEERS STAR TREK PORTFOLIOS I-X
THIS WEEK FAMILY TIES MANNIX THE JESSE OWENS STORY
ENTERTAINMENT BOSOM BUDDIES MISSION: IMPOSSIBLE  STAR TREK MEMORIES
TONIGHT/ENTERTAIN- THE UNT HABLE :
MENT THIS WEEK TAXI oucC S PARAMOUNT FIRST-RUN
NYTHING HAPPY DAYS NETWORK II: Concerts
ANYTHI starring Sinatra, Cher,
FOR MONEY k:g;ih:&zmsuv Diana Ross and more.
SOLID GOLD THE BRADY BUDNCH SHOGUN
TAKING ADVANTAGE WASHINGTON: BEHIND
THE ODD COUPLE CLOSED DOORS
LOVE, AMERICAN STYLE
THE LUCY SHOW

and coming soon...
WEBSTER!

DOMESTIC TELEVISION
AND VIDEO PROGRAMMING




Television/ Radio Age

Editorial, Circulation and Publication
Offices, 1270 Avenue of the Americas,
New York, NY 10020 Phone: 212-757-
8400 Telex: TELAGE 421833

Publisher
S. J. Paul

Executive Vice President
Lee Sheridan

Editorial

Vice President & Editor, Alfred J. Jaffe

Editorial Director, Sanford Josephson

Associate Editors: Robert Sobel, George
Swisshelm

Editor-at-large: David G. Halliday

Contributing Editors: Hugh M. Beville, Jr.,
Dan Rustin, Fred Allen

Editorial—Cable Age

Editorial Director,
Edmond M. Rosenthal

Contributing Editors, Basil Shanahan, Dr.
Jocl C. Millonzi, Joseph Dunn, Gary
Rothbart

Washington

Howard Fields

716 S. Wayne St.

Arlington, VA 22204, (703) 521-4187
Special Correspondent, Earl B. Abrams
LLondon

Adrian Ball, European Editor
100 Fleet Street

London EC4Y IDE, England
01-353 8624/8625

Adpvertising

Vice President & Sales Director:
Mort Miller
Sales Representatives: Marguerite Blaise,
William J. Mathews
Production Director: Marvin Rabach
Circulation/Promotion Director:
Brad Pfaff
Business Office: Marjoric Bloem

West Coast Office

Paul Blakemore, Vice President
1607 El Centro, Suite 25
Hollywood, Ca. 90028 (213) 464-3552

Member Business

Publications Audit of VBPA

Circulations, Inc.

TELEVISION/RADIO AGE is published cvery other
Monday by the Television Editorial Corp. Sol. J. Paul,
President: Lee C. Sheridan, Executive Vice President;
Paul Blakemore, Vice President; Alfred Jaffe, Vice
President. Editorial, advertising and circulation office:
1270 Avenuc of the Americas, New York, N.Y. 10020.
Phonc: (212) 757-8400. Single copy: $3.50. Yearly
subscription in the U.S. and posscssions: $40; Canada
and Mexico: $40; clsewhere: $40 © Television Editorial
Corp. 1985. The entire contents of TELEVISION/
RADIO AGE arc protected by capyright in the U.S. and
in all countries signatory to the Bern Convention and
the Pan-American Convention.

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

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

optical effects . . . montages . . . titles . . . laying
in sound and music . . . building Foley (sound
effects) . . . looping and automated dialogue re-
placement . . . and on to every other facet of the
editing task.

A glossary of terms and an index are included for quick
reference.
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As Groucho Marx used to say,
“I'll be the judge of that”

Like the irreverent Groucho, it’s the cold,
hard marketplace that decides.

[t the market likes what you do and how
you do it, you keep building and growing.

If it doesn't, no sale.

LBS has been building and growing:
Children’s programs. Drama. Comedy. Sports.
Music. Movies.

More people watch more LBS programs than
programs from any other source, except the
three networks. We supply over 40 hours of
quality programming to America’s stations
every week.

And for 1985, LBS sets the pace again,
with a five-day-a-week, two-hour block of first-
run programming: INDAY—Independent
Daytime Network. A joint project with Tribune
Broadcasting Company.

You've helped us set the pace.

And we intend to keep setting it.

With important new program opportunities.
With the best service in the industry. And
with careful concern for the needs of stations,
advertisers, and viewers.

One thing we know for certain:

You'll be the judge of that. LBS COMMUNICATIONS INC.

seles, CA 90129 (213) 859-1055
625N Michigan Ave., Suite 1200, Chicago, IL 60611 (312) 943-0707
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Let Columbia
Show You The
Best Views in
San Francisco.

Series
CARSON'’'S COMEDY CLASSICS
BENSON
HART TO HART
POLICE WOMAN
POLICE STORY
FANTASY ISLAND
SOAP
CHARLIE’'S ANGELS
BARNEY MILLER
SWA.T.
STARSKY & HUTCH
CARTER COUNTRY
WHAT'’S HAPPENING!!

Miniseries
PRIME FOUR

Movies
VOLUME IV
TV 20
VOLUME | FOR THE 80s

DIPLOMAT

SUITE 2210

FAIRMONT
Columbia M\Pictures HOTEL.
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A UNIT OF




Most recent television
sweeps reveal great deal
about station operations

Total day figures of web
affiliates are very close

Management structure
is in period of transition

34

Publisher’s Letter

Television/Radio Age, January 7, 1985

The most recent Arbitron and Nielsen sweeps tell a great deal about individual
station operations. The recent surge of NBC has intensified the competitive
situation in each market and the addition of aggressive independent U’s has
made a significant dent.

The figures also bring out the differences in station management—who is
doing the better job in local origination, in news, in selecting and buttressing
the stronger syndicated shows, and in on-the-air promotion. What the figures
didn’t tell is who is doing the best job in net profit. However, for the most part,
the better operated stations are the most profitable in the market.

What is also apparent from the sweeps is that in some markets the ABC af-
filiate is in the Number 1 position and in other markets, CBS; and in others,
NBC. As an example of the impact of the indies, in Los Angeles in early
fringe (4-7:30 p.m.) the independents captured 56 per cent of women and 53
per cent of men in the age group 25-54. In Dallas-Ft. Worth, which now has
five independent stations, the indies captured 24 per cent of the women in
early fringe and 29 per cent of the men. In Seattle-Tacoma, the independents
racked up 36 per cent of women 25-40 in early fringe and 26 per cent of the
men.

In market after market, the sign-on to sign-off figures between the network af-
filiates are very close. Of course, early fringe is when the indies get most of
their audiences. It is also interesting to note that on the basis of the TV/
RADIO AGE management survey (see page 53 of the December 31 issue) the
average independent spent $3.5 million a year on syndicated product versus $1
million a year on the average for network affiliates. The total amount spent on
syndication for 1984 is about $1.2 billion.

In 1984, station managers, among affiliates grossing $5-10 million a year,
averaged $94,000, an increase of 5.3 per cent; while in the above $10 million
revenue grossed, the earnings averaged $144.000. General sales managers, ac-
cording to our 30th annual management study, at the larger affiliates in the
above $10 million in the annual revenue bracket, reported an average increase
in earnings of 11.1 per cent, which brought their earnings to $93,200.

Station structure and top management have been in a period of transition.
There have been several prominent retirees in the last few years. Their succes-
sors are younger; therefore, the age of the average station manager is lower
than what it was a few years ago. Most stations, particularly in the larger
markets, have expanded the sales management staff: a general sales manager,
and under him, a local sales manager, and a national sales manager. While
many stations have had this arrangement for several years, others have recent-
ly made organizational changes.

Also, the function of program director has been somewhat modified. In
many stations, he serves as an operations manager as well as a program direc-
tor. The controller, for the most part, has been a part of the backroom person-
nel. In the last few years, he has become a major part of the management
team and an active participant, particularly in the financial aspects of feature
film and syndication acquisition.

While there have been some projections that the average expenditures on
television stations will show less growth in *85 than in ’84, the general sales
managers, who are perennial optimists, stated in our study that business will
be better in 85, particularly in the area of local sales.

.
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CATCH PHRASE

The most addictive game
show ever developed. Contes-
tants guess at computer ani-
mated catch phrases in a
totally involving game of
strategy and suspense.
Produced by Marty Pasetta
Productions in association
with Telepictures.
THUNDERUCATS

The $15- million animated, first-

run strip custom made for the
early fringe audience. A
Rankin/Bass Production.
Already cleared in over 85% of
the country for a fall debut.
TELEPICTURES 3

The long-awaited sequel to
our Telepictures 2 mov ie
package including blockbusters
like “Ellis Island” with
Richard Burton, “The Doll-

maker” with Jane Fonda

No doubt about it! America’s favorite pastime is watching

: television. And when it c%mes to sy{ldi:cilin% kiig league .

rograms, nobody plays ball as wel. as the Telepictures Team.

TELEPI C T U RES googe sure to cctc¥1 ?thTelepictures Giants in San Francisco.
\ We've got everything from proven all-stars to exciting
rookies, not to mention favor:te hits that would make any-
body's Hall of Fame. We've got a line-up calculated to put you
way out front in the standings (ARB or Nielsen). So talk to cur
pitchers, they're the best. After all, they only give up hits.
Telepictures, your season ticket to success.

and “The Coward of The
County” with Kenny Rogers.
28 movies in all, accompanied
by fully researched promo-
tional support tools.

THE TELEPICTURES
ALL FAMILY PRIME TIME
FIRST-RUN OFF-NET-
WORK ANIMATED
HOLIT'AY SPECIALS
Animated favorites like “The
Hobbit,” “Rudolph’s Shiny New

Year,” “Frosty’s Winter
Wonderland,” “The Easter
Bunny Is Coming To Town™” a
15 additional all-family prime
time specials debuting in the
1985-86 season.

MASTERS OF FURY

15 knockout martial arts titles
starring the masters of Kung F
action. Accompanied by a
“Killer Kit” of promotional
materials.
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HE PEOPLE’S COURT
ow being renewed for irs
urth hit season, “The leople’s
ourt” is seen on 188 stations
presenting over 95% of all
.S. TV homes—from Ralph
dwards Productions in
sociation with Stu Billett
oductions.

OVE CONNECTION

n established hit with
credible demographics,

already set to enter irs third
season. This unpredictable
half-hour reality strip is an Eric
Licber Production in association
with Telepictures. Sald in over
130 markets representing 85%
of the country.

THE ALL NEW LET’S
MAKE A DEAL

Better than ever. The ultimare
audience participation strip,
hosted by America’s favorite

big dealer, Monty Hall. Now
airing in over 100 markets for

an 80% coverage of the country.

A Stefan Hatos/

Monty Hall Production

in association with
Telepictures.

RITUALS

The first serialized dramatic
strip made specifically for
syndication. 52 weeks of
first-run programming

with no repeats. Bought by
over 100 stations representing
85% of all U.S. TV homes.
A co-venture of Metromedia
Inc. and Telepictures.
MN.LW.S/EXTRA

The pre-eminent weekly news
service in syndication has
increased its competitive lead
with the addition of “Extra.”
Suld to over 160 broadcasters
worldwide.
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TELEPICTURES 2

27 “hot” made-for- TV
movies. With only two runs
on the network, maost of these
titles are available for
broadcast right now. Sold in
over 85 markets.
TELEPICTURES 1

16 powerhouse movies
including the Emmy-Award
winning “Guyana Tragedy:

TS

The Story of Jim Jones” and
Tom Selleck in “The Sackerts”
Sold to more than 95
broadcasters.

MORE REAL PEOPLE
George Schlatter’s top rated
network series available in 195
half-hour segments. Accom-
panied by a complete package
of promotional tools. Sold in
over 90 markets.

4440'*".
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rie ALL Q#STARS

THE NEW DICK VAN
DYKE SHOW/MAYBERRY
R.ED. 150 comedy half-hours
teaturing Dick Van Dyke and
Ken Berry plus two great all-
star casts. Timeless all-color
episodes of down-home fun,

already sold in over 50markets.

HERE’S LUCY
144 classic comedy off-
network half-hours starring

Lucille Ball, Lucie Arnaz,
Desi Arnaz Jr. and a stellar
line-up of special guests. This
all-color series is sold in over
90 markets.

MY FAVORITE MARTIA!
107 hilarious half-hours
starring Bill Bixby and Ray
Walston, complete with an
all-new promotion campaign
Sold in over 50 markets.

T l I t
New York+Los Angeles *Chicago+DallassParis *Sydney*Tokyo+Toronto e eplc ures

CORPORATIOs



Letters

Ad zapping

| enjoyed seeing my Viewpoints (on
commercials zapping) published in the
TV/RADIO AGE, December 10th edi-
tion.

[ realize you are limited on space,
but | do feel that the “flowchart”
which summarized the alternatives to
viewing taped material was the key
point of my article. My purpose was to
conciscly demonstrate that, whether
taped or edited, the initial viewing op-
portunity and subsequent viewing op-
portunities still exist.

STEPHEN G. GOMBAR
Media director,
Media Concepts,
Houston

Editor’s note: At right is Gombar’s
chart, which was originally omitted
due to space limitations.

White House TV coverage

The article on The White House
versus the news media (November 26,
1984) treated a difficult problem in a
fair and balanced manner. But the re-
lationship is not “versus,” it is not ad-
versarial. That implies antagonism be-
tween the two. It would be more accu-
rate to say the White House and the
news corps both serve the public inter-
est, but with different objectives.
Larry Speakes’ first loyalty is to the
President; the news correspondent’s
first loyalty is to the public.

Speakes seeks to place the Presiden-
cy in the most favarable light possible.
He admits “‘any President is certainly
going to try to control how he presents
his message to the American people.”
If the news media settled for that
alone, we might as well assign stenog-
raphers to the White House.

The White House is preoccupied
with isolating the President from con-
tact with correspondents, thus creating
the impression that the presidential
image is so fragile, it cannot stand
more frequent exposure.

President Reagan would be well ad-
vised to expand his accessibility to the
few correspondents who cover him
constantly and, like Franklin Roose-
velt, invite them into his office once or
twice a week for a mini-news confer-
ence. Then there would be no need to
shout questions from behind a barrier.
BURT REINHARDT
President,

Cable News Network, Inc.,
Atlanta

Non-attended recording: Viewers now have an opportunity to view a program
which they would not have seen otherwise.

Alternatives

e

—_———
Watch

-

Advertiser

Gained "'some” exposure.
Perhaps more attentive
due to "involvement.”
Actual can be beneficial
for tamiliar product, or

name/logo heavy spots
[' Lostex—_' ] Save for
. " posure opportunity, L
nattentive "‘] but never had to begin with. r-’i' reviewing
(O &rase |

Gained exposure

that did not

exist before.

commercials

Attended recording:

again, or want someone else to have the opportunity to view.

Viewers record the program because they want to see it

Record without
commercials

Normal one-time
viewing opportunity.

™| Perhaps more “attentive”
due to interactive process.

Record with
commercials

Normal one-time

viewing opportunity.

Commercial viewing

] o bacr alternatives same as
i | non-attended, but adds

opportunity for frequency.

No commercial
-—@-— viewing, but o
nothing last. ["save for
. j reviewing

or erase

Name

nationwide services

Address

If you prefer, send your name, address and phone number to:
Dave Sweeney, Executive Offices, Chapman Associates, Inc.,
1835 Savoy Drive, Ste. 206, Atlanta, GA 30341 (404) 458-9226.
We shall handle your inquiry in complete confidence.

_Phone

ChapmanTelevision

Put our 30 years of experience to work for you.
Whether it’s buying or selling any broadcast property,
we provide the specialized expertise you need—in com-
plete confidence.

Give us a call and we'll discuss your plans. Or if
you’re going to be attending the NATPE Convention at
the San Francisco Hilton, January 10-14, let’s get
together. Call me and we'll set up an appointment.

Chapman Associates, Inc., E.L.“Corky” Cartwright,
1111 E. Tahquits-McCallum Way, Ste. 121,
Palm Springs, CA 92262 (619) 320-0578

CHAPMAN ASSOCI
||| meklonwibeservio [ % ||
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A
AT NATPE, COME TO
74 GEARY STREET
AND SEE HOW

THESE TWO GUYS
WILL CHANGE

YOUR PERSPECTIVE
ON COMEDY

/A

Viacom.







Inthe Wmnmg Tradltlon of
~ HE-MAN and the MASTERS

w723 A Hot
““"SHE-RA

' New from Group W Producttons
“Filmation, producers of HE-MAN AND*
THE MASTERS OF THE UNIVERSE, the

biggest first-run animated hit in the

history of syndication!

It's SHE-RA: PRINCESS OF POWER,

65 brand new half-hour animated

adventures featuring He- I\/Ians twin

Sister!

All the qualities that have made f

HE-MAN such a smashing success wil

zoom SHE-RA to the heights, too!

Colorful characters, fast paced action,

imaginative stories appealing to girls

and boys. Pro-social values. First-clas:

production.

Already cleared in markets covering

more than 50 per cent of the U.S.!

Let SHE-RA add more power to your

schedule starting next September.

Produced in the US.A. by

FILMATU@N



RSE

of the UNIVE

NI S

ay MORE HE-MAN!
& The 130-episode
'Q‘ HE-MAN AND THE
N MASTERS OF THE
UNIVERSE library.
Available for four
years beginning
September 1985,

''''''

PRODUCTIONS
WESTINGHOUSE BHO:PEASYING A‘ND CA'BLE we
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A NONCONFORMIST JUST

it
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|

REVOLUTIONIZED CONFORMING.

He’s Joe D’Alessandro, award-winning film editor and
developer of the new Reeves Teletape Creative Services Division.

And he did it with The Concept.

He can tell you how accurate it is. Zero frame. How quick it is. One day. And how
inex pensive. One fee from original negative through color correction, and special
effects (including projections and color negative with your title). But he can’t tell you
how he does it. Only who does it. His own layout department of talent hired from

optical houses and Reeves’ own corps. And who likes it:

Young & Rubicam’s Man-
ager of Production Martin
Maurice admits:

“We were skeptical. But
when we used this comple-
tion method, it saved time
and money for our clients
while delivering optimum
quality?”

D’Arcy MacManus &
Masius Vice President and
writer/producer Gil Rosoff
raves:

“The concept helped us
produce some of the best
commercials,in theshortest
time, with an increase in the
overall quality and look”

Advertising to Women’s
Director of Broadcast Affairs
Bob Donaghey claims:

“As a financial analyst, I
know Joe’s concept is cost-
effective...it will definitely
revolutionize the industry.”

You can be a conformist and stick with the old ways. Or you
can conform with The Concept at Reeves. It’s not everyday
you can join a revolution...and win!

Reeves Teletape

Creative Services
304 East 44th Street

New York, NY 10017
(212) 5673-8600

Were’.
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Sidelights

Chips off the old block

Broadcasting continues to be a business
that attracts sons and daughters to follow
in their fathers’ and mothers’ foot-
steps.

On the following pages are yet some
more examples.

Versatility is the performing signature
of Albert C. Gannaway, Jr.

Al Gannaway led a band in the big
band era of the *30s and ’40s. Not only
did he play virtually all instruments, his
strong suit being the piano, he became
adept at sloganeering. The slogan for his
band was “Dance and be gay with Al
Gannaway.”

He wrote a host of songs, but his first

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

graphs

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

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

Arista Records

THREE DECADES OF RADIO & ROCK 'N ROLL

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

: postage)
|
1 Name
[ ]
[ ]
= Address
o
i
H y

]
: State Zip

t Payment must accompany order Return !
1 coupon to. TV Radio Age, 1270 Avenue of
J the Americas, NY, NY 10020

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

—Michael L. Eskridge

Pres., NBC Radio

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

=

Rick Sklar is a vice-president
at ABC Radio andis aconsul-
tantfor ABC-TV’'s music video
programs. He has been pro-
gram director at New York
radio stations WINS, WMGM,
and at WABC, which he built
into “the most listened-to
station in the nation.”

- e e . .- .- .- YT Y YL ) —
Please send me _______ copies of ROCK
ING AMERICA @$15.50 each (includes
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Albert C. Gannaway, Jr., I.,
and Albert C. Gannaway i

commercial ditty was recorded by the
talented duo of lyricist Johnny Mercer,
and songstress Dinah Shore.

His musical reputation established, Al
Gannaway went on to pen tunes for
Frankie Laine, Dorothy Shay, Hoagy
Carmichael, Nat King Cole and Bob
Hope.

He composed the theme for Dwight
Eisenhower’s first presidential run, and
Bob Hope introduced it.

Turning to broadcasting, Gannaway
produced, directed, wrote, and co-hosted
with Bob Hope, Half Pint Party, an
ABC-TYV network show in the early ’50s.
His biggest broadcast coup, however,
was as creator, producer and director of
Classic Country, a television series
(1954-58) featuring stars of the country
and western musical genre. “It was,”
Gannaway says, “the first time a televi-
sion series was shot in 33 mm color film
and was the first series to use seven
inter-connected cameras operating from
a central control room. It was originally
called The Stars of the Grand Old Opry,
and still airs today in about 40 mar-
kets.”

During the feverish late *50s and early
’60s, Gannaway also found time to pro-
duce and direct westerns for Republic
Films, as many as three a year.

The senior Gannaway, who now owns
a mile of beachfront property in the
Cacos Islands, where he went after his
retirement in 1964, is more excited,
however, by the success of his son, Albert
C. Gannaway I, at 30, owner and presi-
dent of a syndication company that billed
$10-million in its first year, according to
the founder.

The company, Genesis Entertainment.
Inc. has two properties in syndication at
the moment—3$7 million of the $10
million first year’s billing was generated
by the syndication of Classic Country
featuring stars of the Grand Old Opry.
and $3 million from distribution of
Time/Life’s Wild Wild World of Ani-
mals.

The younger Gannaway continues to
launch shows, Guilty or Innocent, a

(continued on page 56)
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MGIVI/UA Invites yOou 10 D€e pdart of a unique, new aaveniure in reievision
programming —the MGM/UA PREMIERE NETWORK: 24 top quality, theatrical
motion pictures with no prior network exposure. Each outstanding feature is

available on a barter basis, one each month over a two-year period.”
MGM /UA Premiere Network...It's a premiere you won't want to miss!

24 Major Theatrical Motion Pictures.”

THE BEASTMASTER ENDANGERED SPECIES RETURN OF
THE BLACK STALLION FAME A MAN CALLED HORSE
RETURNS THE FINAL OPTION ROMANTIC COMEDY
BRAINSTORM FORCED VENGEANCE SHOOT THE MOON
CANNERY ROW THE FORMULA A STRANGER IS WATCHING
CLASH OF THE TITANS THE FRENCH | THIEF
CUBA LIEUTENANT'S WOMAN  TRUE CONFESSIONS
CURSE OF THE THE ICE PIRATES WHOSE LIFE IS IT ANYWAY?
PINK PANTHER MISUNDERSTOOD THE |YEAR OF
: MY FAVORITE YEAR LIVING DANGEROUSLY
PENNIES FROM HEAVEN
RECKLESS

The feature of the month will be available for a *24 of the above 26 titles will comprise
second run within 2 weeks of the first airing MGM. UA Premiere Network



YOU WILL BE THERE*

WHEN YOU ADVERTISE
IN THE MIP TV 85 ISSUE OF

Television Age International.

YOU WILL NOT ONLY BE AT MIP TV*, YOU

WILL BE AROUND THE WORLD WITH YOUR -

SALES MESSAGE IN THE WORLD’S LEADING
BROADCAST JOURNAL.

CLOSING DATE: APRIL 1

FOR SPACE RESERVATIONS, CALL

Television Age International.

New York Hollywood
1270 Avenue of the Americas 1607 El Centro
212-757-8400 213-464-3552

London
100 Fleet Street
01-353-8624/8625







Sidelights

(continued)

television courtroom half hour, was
launched this past fall, and the company
has just acquired the rights to Sale of the
Century.

When asked how he helped Gary in
launching his own carcer, Al Gannaway
replies: "There were only two gifts 1 gave
my son, a $500 loan, which I think he has
repaid, and a television property, Classic
Country which some major distributors

found unmarketable. Gary took it out of
Movie Lab’s vaults and brought the
Opry to life.”

Some fathers have sons in broadcast-
ing. Some fathers have daughters in the
industry. A few are fortunate enough to
have both. One of these is H. Lee Brown-
ing, vice president, broadcast scrvices,

“T00 CLOSE
FOR COMFORT”
AVAILABLE
FOR STRIPPING.

RIGHT
NOW!

That's what we said.

Available right now.

We can have you on the airina
week with a full five-day strip of TOO
CLOSE FOR COMFORT, America’s solid
comedy hit starring Ted Knight.

S if you're looking for proven rating
power ?:)r a key slot in your schedule, you
don’t have to wait months— or years—for

a fresh, funny family sitcom.

You have a unique opportunity to make
your move —right now.

It's a move that'll pay off for your station
for a long time to come: We have a
hundred terrific episodes in the can. And
there’s more to come.

Call your Taffner rep now.

Or talk to us at NATPE—855 Market Street

New York
(212) 245-4680

D.L. Taffner Lid.

Why wait?
Atlonta Chicaga Los Angeles
{404) 393.249 (312) 593-3006 (213) 937-1144
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Cosmos Broadcasting Corp.

A product of the Midwest, New Al-
bany, Ind., to be specific, Browning was
an infantry captain who served in the

Matt Browning

Laura Lee Browning

Pacific during World War II.

After his discharge from the Army
following a second tour of duty as a
contracting officer in 1950, he joined
WAVE-TV, Louisville, as a sales rep-
resentative.

When WAVE Inc. purchased WFIE-
TV, Evansville, Browning was named
general sales manager. In 1961 he was
appointed vice president and general
manager of the station.

Acquiring the reputation as a trou-
bleshooter who knew how to organize
and advance the talents of broadcast
staffs, Browning was transferred to
WFRV-TV, Green Bay, in 1962, an-
other newly acquired station, as vice
president and general manager, and
stayed there for four years, before being
named station manager of WAVE-TV in
October, 1966, and president and gen-
eral manager in 1974,

Browning was named vice president of
Orion Broadcasting in June, 1979. His
main task was supervising Orion’s four
television stations. When Cosmos
Broadcasting purchased Orion, Brown-
ing moved to Cosmos headquaters in
Greenville, S.C. as vice president,
broadcast services.

Browning and his wife, Mona, have
four children, and the younger two, Matt
(27) and Laura (24), have gone into
broadcasting.

After graduating from the University
of Louisville with a degree in business

(continued on page 64)
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EMBASSTLk

20 SIZZLING
MOTION PICTURES

INCLUDING

\ BLADE RUNNER
" CARNAL KNOWLEDGE

FEATURING TODAY’S HOTTEST STARS!

Harrison Ford-Ann-Margret-Jack Nicholison
Candice Bergen*Kurt Russell- Marc Singer - Robert Hays
Dee Wallace - Peter O Toole - Morgan Fairchild- Elliott Gould
Chuck Norris-John Belushi- Phoebe Cates

.. Kate Jackson-
Ay >~\ Rex Harrison * Mia Farrow - Tom Conti - Daryl Hannah
LR ...and more!
N T EMBASSY BRINGS THE STARS T0 YOU!

™
S EE EMBASSY
N\ DISTRIBJTION EXCLUSIVELY T HROUGH . 1 ELECON\MU"\I'CAI IONS
: b SULES 713553 3600 1984 LMBASSY 1L 1ECOMMUNIE ATIONS

EQNU( OF ThHE STARS, SGE 1<>ﬁ'~\l0" ANGELTS,
World Radio Ristory
\



LOOK AT ALL THREE USE TOOLS
FOR BROADCAST, PROGRAMMING
AND MEDIA EXECUTIVES:

Directory of U.S. TV Stations

This is a listing in handy compact form of every commercial television sta-
tion in the U.S., along with personnel—accurate to four weeks of publica-
tion. Over 5000 names of managers, sales managers, program directors,
promotion directors, along with other data.

Twelve City Guide

This is the most use publication in the broadcast business, where to find—
agencies, reps, networks, radio and TV stations, program distributors, ho-
tels, restaurants, in the nation’s 12 markets. Over 30,000 copies in use in
handy pocket form.

London Media Guide

You will never be lost in London if you carry the London Media Guide. It
contains phone numbers of broadcast companies, ad agencies, production
and post production facilities, programmers, hotels, and restaurants.

ALL THREE PUBLISHED BY TELEVISION/RADIO AGE, THE USE
PUBLICATION OF THE BROADCAST INDUSTRY.

Television/Radio Age
1270 Avenue of Americas, New York, NY 10020

[

[

[

|

[

Please send: :
O Directory of U.S. Television Stations @ $20. :
O Twelve City Directory @ $8. :
O London Media Guide @ $7. I
[

Name :
Address }
[

City State :
[

[

[

[

Zip

Company purchase order or payment must be enclosed.




Embassy presents
fwo great reasons
to stay up late...
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Sidelights

(continued)

and marketing, Matt Browning signed on
as a sales trainee for WMT-TV, Colum-
bia, S.C.in 1980. He currently is an ac-
count exccutive for KGAN-TV Cedar
Rapids-Waterloo.

Laura Lee Browing is currently a pro-
ducer of the noon and 5:30 p.m. news-
casts over WOTV-(TV), Grand Rapids-
Kalamazoo-Battle Creek. She graduated
in 1982 with a bachelor of journalism
degree from the University of Missouri,

majoring in radio/television.

She has worked as a reporter for
KBIA(FM) Columbia, Mo; as a summer
replacement reporter/photographer for
KGAN-TV, Cedar Rapids-Waterloo; as
a producer/reporter/photographer for
KOMU-TV Columbia, Mo.; and as a
producer for wpsSD-Tv Paducah-Cape
Girardeau.

“The Golden 3™ is a soubriquet be-
stowed on Harold Golden, president of

C

Originals!

Big British

hits that inspired

big American hits! Fast, funny
comedy series with situations and
characters that are proven audience-
pleasers on both sides of the Atlantic.

(Too Close
For Comfort)

(Three’s
A Crowd)

(Three’s
Company)

THREE'S COMPANY'S FRIENI)S,A)

he Ropers

156 half-hours for strong, cost-ctfective stripping.

The Th

ames Co
{

medy Originals
Available from

D.L. Taffner/Ltd.

New York
(212) 245 4068

Athanta
(1) 3935 2491

Chicago Los Angeles

(312)393- 3000

213)9387 1144
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Golden TV and his two sons Richard
Golden, national sales manager for Colex
Enterpriscs, a joint venture of Columbia

| E I Harold Golden

y

Richard Golden

Donald Golden

Pictures Television and LBS; and Donaid
Golden, a West Coast based sales exec-
utive with All American Television.

Harold Golden began his career with
MCA in 1954, leaving |1 years later to
become president of ABC Films. He
siarted Golden TV in 1970, and, 10 years
later, moved to Worldvision as executive
vice president. He left that company
Worldvision in 1982, and resumed as
president of Golden TV.

Richard Golden cssayed threc pro-
duction and promotion jobs between
1973-'77 before signing on as a sales
representative for Viacom International
Inc. in 1977. Three years later he joined
ICM-TV, covering the Midwest and
Southwestern for the Richard Simmons
Show.

A three-year stint at Katz Commu-
nications, Inc. as a television pro-
gramming consultant to more than 40
stations, preceded his current assignment
for Colex Enterpriscs. Richard’s wife,
Ellen, whom he married in July, 1981,
works in the casting department of Og-
ilvy & Mather.

After graduating from the UCLA
School of Communications in 1980 with
a BA, Donald Golden joined Goiden
West Television as a sales executive be-
fore moving to his current capacity for
All American Television.

The Baltimores of Wilkes-Barre have
had threc generations of the family in the
(continued on page 72)






- * Asuperb selection of motion pictures
never before shown on network television¥ -+ -
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Starting September 1985, stations can program 24 outstanding features *
on an advertiser-supported basis, one each month ior two vears.
. At the end of their barter run, these features will revert to the Debut

" stations for additional cash runs—with no interim pay cahle window! o
A LITTLE SEX - HALLOWEENII .
- Tim Matheson ‘ Jamie Lee Curtis \ .
. .Kate Capshaw Conald Pleasence L
: CAT PEOPLE HARD TO HOLD v "
. Nastassia Kinski ’ Rick Springfield i
. Malcolm McDowell |CEMAN k ® o
. CLOAK & DAGGER oo . (| . . )
»  Henry Thomas * L Lindsay Crouse g '
fobney Colemgy THELONELY GUY * ’
. CONAN THE DESTROYER Steve Martin .
Arnold Schwarzenegger Charles Grodin
e (A : *  "Alfred Hitchcock’s "
THE CONQUERGR THE MAN WHO KNEW TOO MUCH "
John Wayne ] * .ames Stewart
Susan Hayward é Doris Day
CRACKERS . PRIVATESCHOOL .
Donald Sutherland Pheehe Cates
ek RAGGEDY M
M Sissy Spacek »
Mr T Sam Shepard . *
Irene Cara Alired Hitch i(’
DOCTOR DETROIT REAR WINDOW
fen Aviqord James Stewart ol Jl « *
EDDIE MACON’S RUN Grace Kelly Y .
Kli’: Douglas SIXTEEN CANDI_ES 3
Johr Schneider Molly Ringwald
HIRESPARTER THE SWORD AND THE SORCERER e
Geec\:: g:g'yg\cc;r: Simon MacCorkindale
GHOST STORY. Alired HiliChCOC_k'S
Fred Astaire MW—(ZO . ' @
Melvyn Douglas J‘::tmes(iﬁ:;«cr? J .
Kim N
GOING BERSERK
Honchis T ®WHERE THE BUFFALO ROAM
Bill Murray » . ®
Pater Boyle
g UNIVERSAL PICTURES |
DEBUT NETWORK |8
Agreatdeal—and a great deal more! _ ]
MCATV ‘
*The three Hitchc odk mosies recently compteted record-breaking . " o
. :‘i:;.::‘r::]:ll"e‘:\sﬁzzfnis, and have had no netw ark exposure in
® 1984 Univw.uICih Studigs trec. AR rights reserved. " . .
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YOU WILL BE THERE*
WHEN YOU ADVERTISE
IN THE MONTE CARLO MARKET °85 ISSUE OF

Television Age International.

YOU WILL NOT ONLY BE IN MONTE CARLO*, YOU
WILL BE AROUND THE WORLD WITH YOUR
SALES MESSAGE IN THE WORLD’S LEADING

BROADCAST JOURNAL.

CLOSING DATE: JANUARY 21

FOR SPACE RESERVATIONS, CALL

Television Age International.

New York Hollywood
1270 Avenue of the Americas 1607 El Centro
212-757-8400 213-464-3552

London
100 Fleet Street
01-353-8624/8625

68
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COMWORLD
INTERNATIONAL

Welcome to NAPTE
Come see me,
I'll be there at
610 O’Farrell Street

/|

QUALITY PROGRAMMING
e APPLAUSE |
(30 MARKETS CLEARED)
e VARIETY SERIES
e MINI SERIES
e SPECIALS
* SNEAK PREVIEW OF
18 NEW FEATURE FILMS

Domestic Sales: Bill Seymour - Jim Slater
Foreign Sales: Bob Nyborg - Franz Elmendorff
President: Charles King

' el PMBEER.
SJeRIFRNEEESD,
P [,
L COMWORLD
S R R
@ LT SR DR

1325 S. 800 EAST, OREM, UTAH 84058, (801) 226-0111, TELEX 704-756



‘hildrens
programimes

Current affairs /

L K

Classical musi §

and ballets

[

§ Educational

A GROWING SUCCESS STORY.
The participation figures at MIP-TV’'84
speak for themselves ; 5,336 professionals
from 110 countries, 1,341 companies,
incriding 328 television networks and
organisations, 1,013 production and distri-
bution companies, over 20,000 television
programs shown on the stands.

THE SHORTEST WAY FROM
CONTACT TO CONTRACT.

Nowhere e¢lse c¢an you find so many
important decision-makers, all ready to
piace major orders. Over 1,000 topevel
executives from television networks and
oiganisations - Managing, Purchasing, and
Pregramme Directors, to name but a few -
will be at MIP-TV'85. Meet them ai OTV
Club, which we have c¢reated specifically
with these executives in mind. Arrange
vour coproduction agreements, Negociate
current and future productions. Buy and
scll programs.

—d | /

Documentary

(=

N
Light
entertainment

{ ,
. ¥
Feature

]
length films ﬂ
4

LB

Series

]

JOIN THE WORLD’S

!’ v . o .
5 e s h - A
— —

A

2 PR —

-

*"ROGRAMME MAKERS AT

WE WILL HELP YOU

ALL THE WAY - STARTING NOW.

It's a fact that if vou took a vear off
from your day-to-day work and travelled
the world you might just get to meet most
of the contaets you will ineet in one place -
at MIP-TV, but we doubi it. MIP-TV is
about giving your business one huge boost
in a single concentrated spell in addition
to ensuring vour contacts for the vear
ahead.

CO-PRODUCTION
OPPORTUNITIES

BICID (The International Information
Co-production and Distribution Centre)
otfers all interested participants a chance
to consult its data bank containing
complete day-by-day in-
formation on offers and [~
requests for co-produc-

tion and distribution. Name :

Company :

Participants can also obtain detailed
information concerning current projeets
on the International market and meet
potential partners to negociate co-pro-
duction agreements.

For all further information,contact :
U.S.A and South America United Kingdom

Chuck Gelini-David Jacob Peter Rhudes in London
in New Yerk Tel 1 {01) 199 2317

Tel : 1516) 364 368¢ Telex : 25230 MIPMIDG
Telex : 6852011
Japan Germany. Holland, Austria

Kozo Yamamoto Switzerland. Scandinavia
in Tokyo in Munich
Tel :103) 462.17.8] Tel : (084 53.60.06
Felox 032191 UNCOMTYO  Telex : 5214812
For all other countries :
Bernard Lemaire in Pari
Tel : (33) (1) 505.14.03 - Telex : 630527 MIDORG P

Please send me more infermation with no obligation on my part.

Position :

s ————

MIP-TV’85
21st INTERNATIONAL TELEVISION
PROGRAMME MARKET

April 20 - 25, 1985 - Palais des Festivals, Cannes, France

|

|

|

: Type of company :
| Address :

|

|

|

MIP-TV’85 - Please return this coupon to: Commissariat Général
179. avenue Victor Hugo - 75116 Paris - France.




PUT MORE MUSCLE
IN YOUR SCHEDULE!

BUILD UP YOUR RATINGS WITH HEE HAW

Entertainment for the Entire Family.

A PROVEN CHAMPI
& Stop in and see us at NATPE — 710 Pine Street. Moscone Cenger

call Alar Courtmey cr Peter Alex 213-271-2193 Gaylord Program Services 9255 Sunset Boulevara, Suite 800, Los Angeles, California 90069
World Radio History



Sidelights

(continued)

business, all working the territory, which

is WBRE-TV, Wilkes-Barre-Scranton.
The Baltimore saga began in 1923,

when Louis G. Baltimore opened his radio

Louis G. Baltimore

David Baltimore

Terry Baltimore

«
Charles Baltimore

! b ot

Lynn Baltimore

store and 10-watt broadcast station in
Wilkes-Barre.

WBRE was one of the first 100 stations
in the U.S. Louis Baltimore came to be
known around the outlet as “jack” of all
trades, being able to double in brass as a
technician, machinist, cabinetmaker,
photographer, printer, boatman and
fisherman.

His son, David Baltimore, who gradu-
ated from M.L.T. in 1942, joined his fa-
ther in the station in late 1945, after both
had returned from World War 11 stints
in the Air Force (Lou) and in the signal
corps. (David).

Together, father and son started

Ten Ways To Gef The
Viewer’s Aftention

HOT ROLKS

David Bowie is just one of the stars featured in "Hot Rocks”, a
package of ten major motion pictures for the contemporary viewer.

ALAAI TELEVISION

The Almi Building * 1585 Broadway ® New York NY 10036 ¢ (212) 315-8650

See us at INTV Century Plaza, Suites 608 & 610 and NAPTE Moscone Center, 860 Market Street
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WBRE’s UHF television station, and its
FM station. David’s oldest son, Terry
Baltimore, graduated from Boston Uni-
versity in 1967, and was first of the third
generation to be part of the station. He
specialized in sales, subsequently as-
sumed programming responsibilities,
and oversaw the news operation.

David’s daughter, Lynn Baltimore,
majored in broadcast at Syracuse Uni-
versity, graduating in 1970. She started
out in WBZ Boston, later worked in pro-
duction-coordination for David Frost
and Alan King in New York, and went
to NBC for The Tomorrow Show, fi-
nally settling with Don Ohlmeyer at
NBC Sports. She is now a vice president
of Don Ohlmeyer Productions in Los
Angeles.

Charles Baltimore, a younger son of
David and Muriel Baltimore, graduated
from M.L.T. in 1977. He joined the sta-
tion that year, where he served as vice
president of engineering and produc-
tion.

Until the passing of the senior (Lou)
Baltimore in 1976, there were three
generations active in the station, at one
time.

After more than 60 years as a family
enterprise, WBRE-TV was sold last
summer to Martin Pompadur and Ralph
Becker of Television Station partners.

Terry Baltimore continues as general
manager for the new owners. David and
Charles are pursuing their computer
interests in Wilkes-Barre and a chain of
Entre Computer stores in the Miami,
Boca-Raton area of Florida.

Richard A. R. Pinkham is chairman of
the executive committee and a director
of Ted Bates & Co.,

A Yalie, who graduated in 1936,
Pinkham began his business career with
Time, Inc. He resigned to join a New
York department store as director of

Richard A. R. Pinkham, Jr.

advertising and publicity. His first taste
of advertising came in 1941 when he
joined Lord & Thomas as an account
exccutive, resigning later that year to
join the U.S. Navy. He served in the
Navy during World War 11, leaving as a

(continued on page 80)
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z GOODSON-TODMAN'’S

THE PRIC
1S RIGHT

K |
THE LONGEST RUNNING,
\'§ MOST SUCCESSFUL GAME SHOW IN

TELEVISION HISTORY.

| TVHH 1983-1984 BROADCAST SEASON |
| | k " YOTAL | WOMEN | TOTAL |
LENGTH | | SHARE WOMEN | 25-54 | MEN

PRICE IS RIGHT ONE HOUR ;
WHEEL OF FORTUNE HALF NBC | 29 29 33 29 24
PYRAMID HALF cBs || 22 21 23 18 | 23
FAMILY FEUD HALF ABC | 12 17 18 18 |
PRESS YOUR LUCK HALF CBS 20 20 21 18 E
SALE OF CENTURY HALF NBC 18 20 | 2 18 | "2

* HEAD TO HEAD, FIRST HALF HOUR, PRICE DOES A 29 SHARE!
SOURCE: AC NIELSEN, NTI, BROADCAST SEASCN, 83-84. AC NIELSEN, NTI, SEASON TO DATE, 84-85.

In September of 1985, the tradition continues in syndication
with the original fast-paced, high stakes, half-hour version.
o Qver 28 years of ratings success.
1 * IN1983-84 season...PRICE dominates all game shows.
k ‘ « Nothing can compete with the half-hour of PRICE.
\  PRICE is the highest-budgeted game show in America.

e From the premiere producer of game shows, Goodson-Todman.
e Goodson-Todman's THE PRICE IS RIGHT. Now a firm go
for September1985. Prime Access just got better.

See us at THE CANNERY, NATPE convention.

PROGRAM=

T

New York Offices: Los Angeles Offices:

711 Fifth Avenue  PO.BOx 4048

"World R New York, NY10022  ‘woodiand Hills, CA 81365
b O1) 7026602  (’18) 954-2343
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DICK CLARK'S
GOOD TIMES 85

entertalnment-driven,
Dick Ciark's Good Times '85

See us at THE CANNERY, NATPE convention.







WiTH THE #1 TEAM!

Scooby-Doo and Fred Flintstone are favorites in any pregram-
~ ming race, because they make a rating-raising team that
> can'tbe beat!

3 Even with all the new entries im the children’s program-
j& ming market last year, Scooby had the highest national

kid-rating of any syndicated show:.* And The Flintstones has
proven itself to be a consistent top-five ranked program.

Scooby-Doo and The Flintstones are just part of our
winning team. The DFS Program Exchange
also offers other exciting top ranking

children’s favorites like Underdog,
Bullwinkle and many others S
(18 in all). T

We've even added something L\
.special for Bill Cosby fans...430 in- T
serts of Bill Cosby’s Picture Pages. All of e '
this can be yours through the DFS Program \
Exchange at no out-of-pocket cost to you.

4
Py

Sobe a winner in children’s programming—go with
Scooby-Doo, The Flintstones and all the other front-runners .
in the DFS Program Exchange.

For defaqils, contact DFS Program Exchange
405 Lexington Ave., New York, NY. 10174
(212) 661-0800

or see us at N.ATTPE., Moscone Center, 625 O’Farrell St.

% Bullwinkle * Wheelie & The Chopper Bunch
* Rocky & His Friends Valley of the Dinosaurs

* Underdog * Inch High, Private Eye

* Tennessee Tuxedo * Uncle Waldo

* Roman Holidays * Space Kidettes

* Dudley Do Right * Young Samson

* Devlin * Sealab 2020

* Picture Pages * King Leonardo .

PROGRAM
EXCHANGE

*Source: Nov. ‘83— July '84 ARB Syndicated Program Analysk
© Hanna-8arbera 1084



Sidelights

(continued)

Lt. Commander.

Pinkham then joined the New York
Herald Tribune as a member of the
board of directors, and, in 1951, went to
the NBC Co. as manager of network
planning. In 1952 Pinkham was the ex-
ecutive producer of The Today Show,
and while at NBC also launched Arlene
Frances in the Home Show and Steven
Allen in The Tonight Show. NBC ulti-
mately named him vice president in
charge of network television programs.

Pinkham joined Ted Bates in May,
1957, as vice president in charge of the
TV /radio department. He was elected a
senior vice president at Bates in ’59, de-
partment head and chairman of the
planning committee of the media and
program department, in February,
1963.

In 1966, Pinkham was elected to the
corporate board of directors of the
agency and has been chairman of the
executive committee since 1974,

Richard A. R. Pinkham, Jr. is currently
vice president of marketing services for
CBS. Prior to assuming the post in Jan-
uary of last year, he was vice president of
eastern sales for CBS Television Net-
work.

Earlier assignments for Pinkham with
the network included, vice president,
personnel; vice president, sales proposals
vice president sports sales, and as an
account executive, when he joined the
web in 1975.

Prior to that Pinkham was vice presi-
dent of the network program department
at William Esty, and earlier managed
primetime sales proposals for the ABC
Television Network.

The legendary Keith and Albee cir-
cuits of vaudeville, have long since faded
into oblivion, but among those vaude-
villians were several who moved into a
then nascent medium, broadcasting. One
of these was H. Bart McHugh. Perhaps the
achievement that gave McHugh the
most pride was the founding of the
Mummer’s Parade held each year in
Philadelphia. “H. Bart,” as he was
known to his colleagues gave Milton
Berle his first stage job at Nixon’s Grand
in 1918.

When vaudeville began to fade, H.
Bart McHugh became head of the artists
and repertory department for Ike and
Leon Levy’s pioneer radio outlet, WCAU

Eighteen Ways To Get The
Viewer’s Attention

Tlrillen

Martin Sheen is just one of the stars featured in “Thriller”, a
package of eighteen major action and adventure films.

AlLAAI TELEVISION’

The Almi Building 1585 Broadway * New York NY 10036 ¢ (212) 315-8650

See us at INTV Century Plaza, Suites 608 & 610 and NAPTE Moscone Center, 860 Market Street
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H. Bart McHugh, Jr.

H. Bart McHugh Il

Philadelphia. H. Bart died in 1935.

McHugh had two children, Kathryn
and Bart Jr. Bart McHugh Jr. entered the
radio business at a young age, progres-
sing quickly to head up wip, Philadel-
phia, as president.

H. Bart, Jr. left WiP to join MCA as
a talent agent, specializing in handling
of the big bands. He moved from MCA
to establish the radio and television de-
partment at J. Walter Thompson. H.
Bart, Jr. died in 1970 and at that time
was serving as a broadcast specialist with
McCann-Erickson.

H. Bart McHugh lll began his career as
a talent agent with the General Artists
Corp. His early work was concentrated
on musical shows featuring such per-
formers as Andy Williams, June Valli,
Perry Como and Pat Boone.

H. Bart III “sold” the first NARAS
Awards program that later developed
into the immensely successful Grammys,
honoring recording industry artists and
technicians. “It was a salesman’s
dream,” McHugh remembers. “| had
about 14 agencies and two networks with
a long list of great talent.”

Later, McHugh joined SSC&B as the
third person in a three-man programm-
ing department. One of his fortuitous
matches was putting commedienne
Carol Burnett together with Lipton
Tea.

Later, McHugh joined Doyle Dane
Bernbach’s television department, and
is now a prime mover in its cable unit.

“Cable is not new anymore. 1t is here
and it is going to stay. But, wow, what
growth there is to come,” McHugh
says.

(continued on page 90)



You may be the Reinstein Cowboy, but if you haven't 8ot movies, loaded with
stars, and AVAILABLE NOW, you'd better leave town

Relax! I'm packing “‘90s'’. . . PRIMETIME's high-powered movie package!
It's a fast draw in any territory!

PRIMETIME #“gQs*

AVAILABLE NOW!

10 OUTSTANDING FILMS, IN COLOR

GOODBYE RAGGEDY ANN e THE MIGRANTS ¢ DEADLY HARVEST
CRIME CLUB ® HUNTER e FACE OF FEAR o FAMILY RICO
ANTONIO AND THE MAYOR o DEATH OF INNOCENCE o DR. MAX
starring
Sissy Spacek ® Ricardo Montalban e Patty Duke Astin e Shelley Winters
Hal Holbrook e Cloris Leachman e Ron Howard e Mia Farrow Martin Sheen
Cindy Williams e Elizabeth Ashley e Jack Warden

NEVER ON CABLE. .. NEVER IN SYNDICATION

PRIMETIME NATPE

MOSCONE CENTER
ENTERI’?J&&‘S? L INc. 840 MARKET STREET

444 Madison Avenue, New York, NY 10029 (212) 355-7070 Harvey Reinstein, Vice President, Syndication Sales



NEW YORK
HOT TRACKS

STUNTMAN
OF THE
YEAR AWARDS

See us at 585 Powell Street
at the Moscone Center

F Golden West Television
5800 Sunset Boulevard
P.O. Box 500, Los Angeles. CA 90078
TWX 910-321-2928

World Radio History
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Big Girl Now
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Sparkling entertainment designed to meet
the specific needs of the future.
bE Fresh approaches. New ideas. Innovative Programming.
' — Series and specials loaded with variety
and promotability, and backed with the marketing
cxpcrt:sc that makes a program successful. A superb collection of first-rate
entertamment for 1985. '

The SFM Holiday Network Jason and Thc Wheeled Warriors

. " Rose Petal Place Rainbow Brite
|| Faces of Love Twists From Forsyth
The March of Time The Shepherd
Dayan’s Israel Ciusade In The Pacific
King Lear The World of Tomorrow
Voyage Round My Father

The Indomitable Teddy Roosevelt
Wialt Disney’s Mickey, Donald & Sport boofy
. And More

" Don’t miss this

spectacular preview!
THE FAIRMONT HOTEL i BSRSg l

TIBURON TOWER SUITE—20th Floor B

-

L]

SEM Entertainment/Division of SFM Media Corporation
1180 Avenue of the Americas, New York. NY 10036 (212) 790-4800



“The Weave of D-scan
and Silk” by Devlin
= in the changing fabric of
' international electronic
translation.

Smooth Movement

Superb Spatial Interpolation
Digital Filtering

Four-field Aperture

Signal Integrity

Noise-free Image

Broadcast Quality

Higher Picture Resolution
Overscan Facilities

Digitally Synchronized Audio
Quality Submastering

“D-scan and Silk™:
The realization of
transparency in the art
of digital standards
conversion.

FULL CYCLE I
VIDEO SERVICES
Devlin Productions Inc. ¢ 150 West 55 St., New York, NY 10019 ¢ 212/582-5572 :
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N SEARCH OF...

with
Leonard Nimoy

NEW YORK

LOS ANGELES
CHICAGO
PHILADELPHIA

SAN FRANCISCO
BOSTON

DETROIT
WASHINGTON, D.C.
DALLAS
HOUSTON
CLEVELAND
PITTSBURGH
MiIAMI
MINNEAPOLIS
SEATTLE
ATLANTA
TAMPA

ST. LOUIS
SACRAMENTO
BALTIMORE
HARTFORD-NEW HAVEN
PORTLAND/SALEM, OR
INDIANAPOLIS
PHOENIX

SAN DIEGO

KANSAS CITY
CINCINNATI

KDRA,

WOR
KNBC
WGN
KYw
KRCN
WBZ
WXON
WRC
KXAS
KTRK
WOIO
WPTT
WSVN
KST?
KOMO
WXIA
WTVT
QUBE
KXTV
WBFF
WVIT
KECH
WPDS
KTVK
KTTY
KSHB

WP

1984/85 Stations

MILWAUKEE
ORLANDO

NASHVILLE

CHARLOTTE

NEW ORLEANS
COLUMBUS, OH
GREENVILLE/SPART/ASHE

GRAND RAPIDS-KALAMAZO©O

MEMPHIS

OKLAHOMA CITY
PROVIDENCE

SAN ANTONIO
HARRISBURG-LANC-YORK
NORFOLK
AIBANY/SCHEN/TROY
FLINT/SAGINAW
WICHITA-HUTCH
ALBUQUERQUE

WEST PALM BEACH
FRESNO

S YRACUSE

DES MOINES
ROANOKE-LYNCHBURG
GREEN BAY

CEDAR RAPIDS
JOHNSTOWN/ALTOONA

WOGV
WIYE
WFYZ
WHKY
KHMA
WTTE
WAXA
WKZO
WHBO
KWTV
WSTG
KMOL
wWGCB
WTKR
WTEN
WSMH
KSNW
KNAT
WPEC
KAIL
WIXT

WSET
WLRE
KWWk
WOPC

SOUTH BEND
TUCSON
LINCOLN
COLUMSBIA, S.C.
BATON ROUGE
FT. WAYNE
FARGO

EL PASO
MADISON
COLUMBUS, GA
JOPLIN
TALLAHASSEE
BINGHAMTON
CHICO-REDDING
TOPEKA
BAKERSFIELD
ALBANY, GA
"TYLER
GAINESVILLE
PANAMA CITY
‘GRAND JUNCTION
PALM SPRINGS
VICTORIA
FLAGSTAFF
ASPEN, CO
JUNEAL

WSBT
KOLD
KOLN
WwOoLO
WAEB
WFFT
KVN)
KCIK
WMTV
WLTZ
KSNF
WAB
WMGC
KHSL
KSNT
KGET
WTSG
KLMG
WBSP
WMBB
KJCT
KMIR
KVCT
KNAZ
KSPN
KIW

Contacts —
Clearances:

Dan Robinson

Broadcasting Associates, Inc.
790 Madison Avenue

New York, NY 10021

(212) 722-6074
At NATPE/Fairmont Suite 732-734

Advertising Sales:

ORBIS COMMUNICATIONS .

432 Park Avenue South
New York, NY 10016

(212) 685-6699
At NATPE/105 Broadway
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JON SOOSTEN

"Fora quality look, there’s no substitute for film.

Jobn von Scosten is vice president,
director of programming, Katz Television, in
Neuw York Citv. He is also president of the
National Association of Television Program
Executives.

“One of the biggest trends in syndica-
tion right now is not the type of show, but
the way in which shows are getting on the
air. Station groups are getting together with
distributors and forming partnerships—a
Metromedia. for instance. getting together
with an MGM/UA or Taffner to produce
syndicated shows like Famme and Too Close for
Comfort. Rising production costs have
forcec a kinc of marriage. It's helping the
stations because they are getting fresh prod
ucts for a lower investment. Perhaps it's a
higher risk because it’s first-run, but you
can afford to take more of a gamble with a
lot of different. fresh shows while spending
less money than on a single off-network hal
hour sitcom.

“In programiming, news has certainly
been expanding in the past several years.
Where stations had been doing a half-hour
or hour of local news, they're now doing an
hour to two hours a night in early fringe.
Stations are leaming that they have to pro-
gram themselves rather than just accept
what they've always done for years. You
don’t just put on old movies—you have to
program more aggressively as to which
movies you put on, and run special events
on vanous nights. You make a movie thea-
tre out of it. You package in a way that
makes it a special evening.

"I'd like to see the business become

less of a copycat medium. You can kill off a
good thing by imitatng it to death. If you
have two or three successful shows of a cer-
tain genre, it doesn't signify you need five or
six. Tust because PM. Maguzine became
extremely successful as a reality show, it
doesn’t mean that everybody has to start
doing reality shows. Or game shows. Or
bloopers.

“The key to good programming is the
people who do the programming: people
who have a feel {or their individual market:
a feel for prograimns in general, for what
makes good programs. Ratings are a needed
tool. but that's all —a tool. To base vour
entire decision on what you read in a ratings
book or in a program track is not the way to
program. If you went by the book. vou
wouldn’t have 60 Minutes on the air or Hill
Strect Blues or The Waltons. Those were all
shows that started slowly, but somebody had
the tnstinct to stick with them. develop
them. make them work.

“The biggest problem that cable taces
right now is finding ideas for innovative
kinds of programming. You've got to find a
concept like MTV which will catch on,
become strong and healthy and flourish
because it is the first and it is new. There
will always be a shortage of good program-
ming because the medium has a voracious
appetite and gobbles up programming
quicker than you can make it.

“"When I worked at WNEW-TV,
produced a great many animated openings
for movies and station IDs. Neither the cre
ative services director nor I liked the video
taped. computerized look of much of the
animation that’s on television today. It looks

too imitated, toc copred, too cold. Working
with 35 mm film at various production
houses, we are able to create really classy
animation with real depth —with personality,
even warmth. That's the qualitv of film. It
can kave a softer edge. It gave us the results
we were Jooking for. At WNEW-TV we
used 35 mm film for the openings of mov-
ies: the station IDs; the openings and clos-
ings of promos. The film medium did not
restict us Fke tape. The Big Apple Minute's
openung and closing. for example, originated
01 film, and the staton has produced over
500 Minutes.

“A program like Hill Street Blues, or
Magnum, P, or Dynasty would not be so
believable on tape as on film. Film is the
right medium for them because it gives the
feeling of reality. On tape, even if you take
care fo light it in a non-flat way. it still
comes out looking less dimensional. For a
quality lock, there's no substitute for film.”

© Esstin in Kadak . 1984

FASTMAN KODAK COMPANY
MOTION PICTURE AND AUDIGVISUAL MARKETS DIVISION

ATLANTA: 404/351-6510
CHICAGO: 312/654-5300
DALLAS: 214/351-3221
HOLLYWOOD: 213/464-6131
HONOLULU: 808/833-1661
MONTREAL: 514/761-3481

NEW YORK: 212/930-7500

SAN FRANCISCO: 415/989-8434
TORONTO: 416/766-8233
VANCOUVER: 604/926-7411
WASHINGTON. D.C.: 703/558-9220

Eastman film:
&4 [mages from
Innovation.
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David Hoberman Joan Hoberman
Ben Hoberman is the president of ABC
Radio. The prominent broadcast exec-
utive, hasn’t stopped there. Two of his
children, Tom (34) and David (32) are
both in the entertainment business. Tom

Hoberman is an entertainment lawyer
and a partner in the Century-City based
firm of Ziffren, Brittenhaim and
Gullen.

David Hoberman is a literary agent in
the Los Angeles office of ICM. Hober-
man’s daughter Joan Hoberman was
formerly office manager for Oak Media
Corp. in Century City. She has subse-
quently completed her studies at the
Southwestern University School of
Law.

Ben Hoberman began his broadcast-
ing career as an announcer-salesman at
WMFG Hibbing, Minn., remaining until
entering the U.S. Army in November,
1942.

While in the service, he was able to
continue his career, becoming a first
lieutenant, by direct field commission,
and being put in charge of all American
Forces Network radio stations in France
and in England.

After the war, Hoberman became
assistant general manager of WELI,
New Haven, Conn. and in 1948 became
the general manager of WDET(FM) De-
troit. He began his ABC career two years
later.

Hoberman’s position prior to assum-

Nineteen Ways To Pick Up

Shes A Ladly

Christopher Reeves is just one of the stars featured in “She's A Lady”, a
package of nineteen major motion pictures for and about women.

ALAAI TELEVISION’

The Almi Building ¢ 1585 Broadway ® New York NY 10036 ¢ (212) 315-8650

See us at INTV Century Plaza, Suites 608 & 610 and NAPTE Moscone Center, 860 Market Street

90 Television/Radio Age, January 7, 1985

ing the presidency of ABC Radio was a
vice president and general manager of
KABC, the 0&0 in Los Angeles, where
he served for 19 years. During his tenure,
KABC initiated a number of community
service and involvement campaigns.
Prior to this Hoberman served as general
manager of the network’s flagship radio
station, WABC New York, and, before
that, as the first exclusively television
salesman for wxyZz-Tv Detroit.

Just as there are father and sons, there
are sisters and brothers. Two brothers
currently thriving in broadcasting ac-
tivity are Carey S. Davis, vice president
and station manager at WMCA New
York and Lindsay Wood Davis, vice
president and general manager of WSDR,
Sterling, 1ll. Their father is Thomas L.
Davis, president of WSDR, Inc.

Lindsay Wood Davis

Carey S. Davis

Lindsay Davis first sold radio at
wWGLB, Port Washington, Wisc., in
1967. 1n 1969, he joined his father as a
salesman at WSDR, then did two short
stints as a salesman and sales manager
for two Eugene, Ore., outlets, KEED,
and KFMY, respectively, before return-
ing in 1976 as vice president and general
manager of WSDR.

Carey Davis majored in geography in
Beloit College in Wisconsin, before be-
coming a station manager at WSDR in
1979. In 1981 he moved to New York
and to WMCA as director of development
was promoted to director of sales in
1982, to vice president in 1983, and to
vice president and station manager in
1984.

In 1979 Davis fought and won a per-
sonal crusade to allow American radio
stations to broadcast commentary from
the Soviet Union, through intensive
discussions with the Justice Depart-
ment.

As senior vice president of TV Log/
Cable Log, and as sales executive re-
sponsible (to Group W Satellite Com-
munications) for the advertising sales of
the Nashville Network, Charles F. Theiss

(continued on page 92)
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(continued)

and Charles F. Theiss 11 make an inter-
esting father and son tandem.

The senior Theiss cut his teeth in the
broadcast business as a media buyer for
Ted Bates & Co. in 1956. After re-
maining their for five years he joined the
station rep firm, George P. Hollingbery,
as an account executive, later progres-
sing to vice president, sales manager re-
sponsible for the sales activities of 21
stations basecd in the Midwest.

In 1968 Theiss joined John Blair &
Co. as an account executive in its New
York office, representing 12 major
market television stations to advertising
agencies and their clients, and six years
later jointed MMT Sales, Inc. in New
York as sales manager, responsible for
hiring and motivating the sales force.

As senior vice president and general
manager for TV Log, Theiss hired Venet
Advertising and developed, with them,
an advertising campaign. Theme for the
campaign “Where’s There’s Hope
There’s TV Log.” Bob Hope chipped in
as an endorser of the marketing ser-
vice.

Charles F. Theiss 11 began his career
in broadcasting as a media buyer for the
William Esty Co.

He joined Backer and Spielvogel in
1980 as a media planner within an as-
signed region for the Miller Brewing Co.,
then a B&S client.

Theiss joined Group W. Satellite
Communications in November, 1981,
and, before assuming his present posi-
tion, was responsible for the sales of four
satellite program services.

Election epilogue

Now that the presidential election is
some two months behind us, Jack Hilton,
New York-based television consultant
for both corporations and political can-
didates, has some reflections on the
campaign and the role played by TV
commercials.

Referring to Walter Mondale’s ad-
mission that he had never “warmed up”
to television, Hilton points out that
Mondale’s television producers appar-
ently agreed with that assessment, de-
ciding to “make scant use of him in their
1984 commercials.

“So, first out of the chute,” says Hil-
ton, ‘“‘the nomince was replaced ona TV
spot by a roller coaster, struggling up the
tracks and hurtling downward, as a
voiceover announcer said the U.S.
economy was ‘moving up on a mountain
of debt and record Reagan deficits . . .
that will drive interest rates up .. . and
slow the cconomy down ...””

What was the central message of these
ads?

In Hilton’s opinion, it was “fear.”

On the other hand, Hilton believes the
Rcagan producers on the Tuesday Team
“had somehow resurrected Norman
Rockwell, evoking feelings of good will
and patriotism with their commercials.”
Their central message? “Hope.”

Mondale’s spots, says Hilton, “seemed
to be contradicted by current events,
resulting in dissonance in America’s TV
homes. For instance, on one late-summer

Looking back at last year’s
presidential election, political
consultant Jack Hilton believes
Walter Mondale’s commercials
transmitted a message of ‘fear’, while
Ronald Reagan’s connoted ‘hope’.

day after the ‘roller coaster’ commercial
began appearing, the stock market went
bonkers, trading a record 236 million
shares during a single session in what
Wall Street called a ‘buying panic.” The
Dow skyrocketed 36 points to 1,202.08.
Inflation was modest, cmployment was
up and brokers chorused in the next day’s
newspapers that ‘interest rates will soon
decline,” which they did for the rest of the
year.

“Later in September,” Hilton con-
tinues, “when the first of Mr. Reagan's
‘good news’ television commercials were
airing across the nation, Tinte maga-
zine's cover story on seven inside pages
was about ‘America’s Upbeat Mood’—a
chord decisively struck by the President’s
campaign.

“The final score in the Reagan-
Mondale contest was toted by the Elce-
toral College in December of last year.
Hope: 525 votes. Fear: 13.”

Hilton believes Mondale would have
done well to seek the counsel of one of his
(Hilton’s) colleagues in the consultancy
business—media  specialist  Tony
Schwartz, who Hilton describes as “one
of New York’s media wizards.

92 Television/Radio Age, January 7, 1985

*Had Mondale contacted Tony
Schwartz,” says Hilton, “it’s likely the
former Vice President would have been
told that many of us whose votes are so-
licited by a candidate have stored in our
heads certain impressions and convic-
tions which can be evoked and intensi-
fied—or contradicted—by television
messages.

“We have previously made up our
minds, and when Schwartz produces a
30-second commercial, he attempts to
demonstrate that his candidate in a po-
litical race shares the same general
feelings. It has frequently resulted in a
cascade of votes for Tony’s clients . ..
‘People,’ Tony says, ‘must participate in
their own manipulation.” ™

Super memories

Football afficionados take heed: Super
Bowls 11 and I, reputed to be two of the
greatest football games of all times, are
no longer just fading memories. The
Muscum of Broadcasting has discovered
tapes of Super Bowl 11, featuring Vince
Lombardi’s Green Bay Packers’ classic
victory, and Super Bowi 111, the upset
win by the New York Jets led by Joe
Namath, and they will be screened dur-
ing the week prior to Super Bowl X1X,
January 15-19.

Both now form part of the museum’s
“Discovery” series, consisting of classics
thought to be lost.

A week after the screening of Super
Bowls 11 and 111, the museum will start
a series of four seminars focusing on the
art of sports production. On January 31,
the topic will be “CBS Professional
Basketball Tecam™ with Brent Musber-
ger, managing cditor of NFL Today, and
Tommy Heinsohn, analyst and former
player with the Boston Celtics. On Feb-
ruary 7, Roonc Arledge, president of
ABC News and Sports, will discuss
“ABC Sports.”” “NBC Collcge Basket-
ball” will be handled on February 4 by
Dick Enberg, announcer, and Al
McGuire, analyst and former coach. On
February 21, Warner Wolf, WCBS-TV
New York sportscaster, Carmine An-
cotta, producer/writer, and Cliff Gelb,
writer, will spcak on “Local Sports-
WCBS-TV.”

Ticket prices for the seminars are $20
for the series of four for non-members,
$18 for members.

Tickets are also available individually
at $6 for non-members, and $5 for
members. For further information, call
752-4690.

(continued on page 96)
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TERROR!!

A major two-part television special on the
frightening growth of terrorism in the modern
world.

Part | — The Terrorist, who they are and
why they do it.

Part 11 — The shocking truth behind the
countries that encourage and protect them.

Produced by Krosney Productions, Lid.

CIMARRON STRIP

Ride the range with Stuart Whitman and a
major all-star cast for the wildest western
action and adventure!

23 Color 90 Minute First-Run Off-Network
Features!

-

~
Ml
.n

IOMORROW'S HITS TODAY

GROWING YOUNG

Television's First Lady Virginia Graham stars in
this fresh and exciting daily half-hour celebra-
tion. destined to capture the hearts of America’

Available Fall, ‘85
Produced by Sandra Carter Productions, in
association with Imero Fiorentino Associates.

Inc. and The Silverbach-Lazarus Group.

Distributed by Program Syndication Services.

THT
“Tomorrow's Hits Today"

Direct from the music capitals of the world fo

TOMORROW'S HITS TODAY!

The Top Hitmakers ... The Newest Videc
.. BEFORE they explode on the U.S. charts

26 HOT Hours!

A Music 41 Production.

Presented by Europarade.

- tHE SILVERBACH-LLAZARUS Group 9911 west

AT NATPE — MOSCONE



FAERIE TALE THEATRE

Today's biggest stars 1n all-time classies!
Shelley Duvall’'s award winning series takes
storybook classics to new heights of fumily
¢ntertainment!

26 Magical Episodes.

Produced by Platypus Productions in associa-
tion with Gaylord Productions.

THE LITTLEST HOBO

Teievision's most ¢ourapeous canine stars in
this Award-Winning family hit!

A highly razed, Lve action «ll family series!
Time Period Versatility! ldeal For Stripping!
130 First-Run, Heartwarming Half-Hours!

Produced by Glen-Warren Productions.

'HCO BOULEVARD LON ANGELES. CALIFORNIA 90035 TEL. 213 / 552-2660

FNTER — $0 FMBARCADFERO

World Radio History

EXPLORE:

An amazing world that few are ever permitted
to sce. A world of primizive peoples, startling
rituals and contemporary cultures!

13 Hours ar 26 Half-Hours!

A Gaylord/Southern Cross Production

—

\'b\“. &

Britannica Films

PHENOMENAL WORLD

An excitiag new leok at our world — our lives
— our swrroundings — our animals ou
present and our future! Endorsed by the NEA

11 Hours or 22 Half-Hours!

A presentation of the Gaylord Production
Company
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Fellowships available

The University of Michigan is looking
for candidates for its Residence Fellow-
ship program. Sponsored by the Na-
tional Endowment for the Humanities
since 1973, the program is open to
broadcast or print writers for Michigan
news organizations with at least five
years of experience.

The stipend is $2,000 a month for the
academic year.

Last year’s fellows included Deborah
Saul, a reporter/editor for The Monroe
Evening News, and Steve Franklin, in-
vestigative reporter for The Detroit Free
Press.

Subliminal /videos

Subliminal suggestions, like certain
styles of clothes, have come in and out of
vogue over the past 20 years. Today,
these suggestion appear to be making a
comeback, as videocassettes are now
using them for the purpose of positive
behavior modification. How safe or ef-
fective these suggestions are remains to
be seen.

An article in the January isue of Video
magazine points out that many self-
improvement tapes are using subliminal
messages.

While a viewer is watching footage of
fattening foods or closeups of ashtrays
filled with cigarette butts, phrases such
as “‘eat less” or “you can do it” are being

flashed on the screen at regular inter-
vals.

The printed messages appear much
too fast for the conscious mind to absorb.
Rather the suggestions act on a sub-
liminal level, where they reportedly alter
viewer behavior.

Videocassettes are used to help stop
smoking, lose weight or even reduce
stress, but none has been clinically tested.
The companies that market these tapes
claim if they are bought and reordered,
they must be effective. Some companies
even sent out questionnaires to customers
who bought the tapes when they were
first introduced. Responses were said to
be positive.

However, all this does not prove
whether the cassettes are safe. Some
doctors maintain any type of psycho-
logical intervention used to improve be-
havior can produce negative reactions in
certain cases.

For example, if the viewer does not
experience a behavior change, he or she
may believe something is seriously
wrong, and the tapes may actually cause
a person to feel worse rather than
better.

Rock full of facts

For the rock radio program director who
wants to sprinkle some trivia in between
records, a ready source of information
has just surfaced from the Delilah Book
division of The Putnam Publishing

Please send

Name o _ ~
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Group in New York. Delilah’s First
Annual Rock ‘n Roll Handbook con-
tains everything you need to know (and
plenty you could live without) about the
world of rock and the performers that
inhabit it.

Chapters include rock birthdays, rock
deaths, rock marriages & divorces, rock
on film and rock videos. Of most interest
to radio programmers, though, is prob-
ably the chapter called “‘rock lists,”
which gives the top 25 rock & roll single
artists, top 25 rock & roll bands, top
foreign bands and artists and top bands
of the '80s.

Are you yearning to know where the
Rolling Stones’ Mick Jagger went 1o
college? “The First Annual Rock ‘n’
Roll Handbook” contains the answer,
plus pages and pages of other vital
rock statistics.

Then there is the rock quiz. Do you
know the stage name of Herbert Buck-
ingham Khaury? (Answer: Muddy
Waters).

Do you have any idea where rock stars
Neil Diamond or Mick Jagger went to
college? (New York University and
London School of Economics, respec-
tively).

There’s even a quiz for the advertising
industry, mentioning a hit song, and
asking which product “it was corrupted
to advertise.”

Some examples:
® “California Girls” by the Beach Boys
(Clairol Herbal Essence shampoo).

@ “Calendar Girl” by Neil Sedaka
(Purina Cat Chow).
® “Anticipation” by Carly Simon
(Heinz Ketchup).
B “The Candy Man” by Sammy Davis,
Jr. (M&Ms).
@ “The Twist” by Chubby Checker
(Brim coffee).

(continued on page 106)



Eighteen Ways To Get The
Viewer’s Aftention

Hal Holbrook is just one of the stars

featured in “Thriller’, g package of
eighteen major action and adventure films.

ALAI TELEVISION®

The Almi Building « 1585 Broadway ¢ New York, NY 10036 e (212) 315-8650



GTE

GTE announces
satellite bandwidths

Introducing SPACENET II

GTE has launched the second of five satellites providing
the most comprehensive range of U.S. domestic satellite
communications transmission services ever offered. The
three SPACENET®M and two GSTAR® satellites meet specific
requirements of video, voice and data users.
A wide array of choices allow you to tailor transmission
services to your needs. Consider your choices:

e Services—Full time or occasional use

* Frequencies—C or Ku-band

* Bandwidths—36 MHz, 54 MHz, 72 MHz or partial
transponders

» Coverage Patterns—48 State, 50 State, 48 State and
Puerto Rico, Regional Beams, Spot Beams

* Power Amplifiers—8.5, 16, 20 or 27 watts

GTE satellites will be used by a variety of customers inciuding
ACTS Satellite Network and the Sunday School Board of the
Southern Baptists, Bonneville, EFC Satellite Services, GTE
Sprint Communications and Argo Communications. These
satellites meet the growing requirements for telecommuni-
cations services ranging from a single telephone circuit to
multiple video channels.

NOW IN
SERVICE

SPACENET I

Coverage: 50 State for C-Band,
48 State for Ku-Band.

Now you can explore the limitless possibilities of the widest
range of satellite bandwidths and frequencies ever offered.
GTE is your satellite connection for cost-efficient voice and
data transmission, broadcasting (from a single event up to
24-hours per day), and corporate teleconferencing nation-
wide. Call for information on our customized transmission
services.

GSTARI

To be launched early 1985

Coverage: 48 State, 50 State,
Regional Beams or Concentrated
Spot Beams for Ku-Band.

World Radio History



pacenet

widest choice of
nd frequencies ever.

Redefining the Space Race in Communications
For rrore information contact:

SPACENET Satellites GSTAR Satellites
Merketing Dept. Marketing Dept.

GTE Spacenet Corporation GTE Satellite Corporation
1700 Old Meadow Road 1700 Old Meadow Road
Su te 500 Suite 300

McLean, VA 22102 McLean, VA 22102

(703) 790-7700 (703) 790-7720
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GSTARII
To be launched late 1985

Coverage: 48 State, 50 State,
Regional Beams or
Concentrated Spot Beams for
Ku-Band.

=
SPACENETII  °

To be launched early 1985

Ceverage: 4% State & Puerto Sico for
C-3and, 48 State for Ku-Band.

NOW IN =
GEOSTATIONARY
ORBIT!

SPACENET Il

Coverage: 48 State & Puerto Rico for
C-Band, 48 State for Ku-Band.

World Radio History



From M.M. Kaye’ interna-
tional bestseller, a grand
and provocative love story
set against the spectacle
that was India in the late
19th century. Amy Irving
and Ben Cross head an all-
star cast. Six hours.

e

EMPIR

A robust journey into the
world of the super rich,
tracing the passage of pas-
sion and power through the
bedrooms and boardrooms
of a Canadian dynasty.
Broadway sensation Ken-
neth Welsh stars. Six hours.

=
§
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RODUCERS

NEW YORK «(212) 953-1744



JAMAL

CAINN

Jane Seymour and Patrick
McGoohan star in Daphne
DuMaurier’s classic thriller
about © beautiful girl
imprisoned in @ dark ond
territying world of secrets,
shipwrecks and suspense.

Four hours.
World Radio History

EXCLUSIVE MEDIA AND SU\HONiSA‘lES BY

ORBIS COMMUNICATIONS
(212) 685-6699



Adam
And Baby Makes Six
Ants
Baby Comes Home
Bill
Bill: On His Own
The Burning Bed

The Calendar Girl
Murders

Dempsey: Parts I and II

For Us,The Living

The Jayne Mansfield
Story

Jealousy

A Long Way Home
Marathon

l. - —"

©1085 Fries Distribution Company. All Rights Resetved

Memorial Day

Mysterious Island
of Beautiful Women

Mysterious Two
Ruby and Oswald
Silence of the Heart

Tarantulas:
The Deadly Cargo

Terror Out of the Sky

The Three Wishes
of Billy Grier

Through Naked Eyes
Torn Between Two Lovers

The Triangle Factory Fire
Scandal

The Zany Adventures
of Robin Hood




The most outstanding package
of television movies
ever offered in syndication!

26 films selected from the libraries
of Hollywood's top producers.

® Major stars
Farrah Fawcett, Daniel ]. Travanti, Morgan Fairchild,
John Forsythe, Loni Anderson, Arnold Schwarzenegger...

¢ Powerful stories
"The Burning Bed." "Adam." "Silence of the Heart,” "Bill." "Memorial Day"..

¢ Phenomenal ratings
highlighted by this season’s blockbuster, "The Burning Bed" (36.2/52") ...

e Built-in promotability
social issue dramas, biographies, thrillers, sci-fi, horror...
countless combinations for theme-week programming.

FRIES DISTRIBUTION COMPANY

a subidiary of Fries Entertainment Inc. ' At NATPE:
9200 Sunset Blvd., Suite 700, Los Angeles, CA 90069 111 Broadway
(213) 859-9957 Telex: 691600 TCI LSA ATTN: FEI Moscone Center

[+

World Radio History * Source: Nielsen P‘atlona‘ TV Ratings.keport. 1st October 1984:



FEATURES10
|  1_"' b -‘4 I

!
2
|
g
k]
3
:
§
.
("]




IT'S IN THE STARS!

Academy award-winning stars like Robert And America’s sexiest stars like

Duvall, Faye Dunaway, Robert DeNiro and  Linda Evans, Bo Derek, Brooke Shields

Jessica Lange. and Raquel Welch. All in extraordinary
America’s favorite stars like Charlton motion pictures.

Heston, Katharine Hepburn, Rock Hudson, With Features 10 your
Jerry Lewis and Charles Bronson. success is in the stars.
America’s hottest stars like Nick Nolte,  Available only from Viacom.

Kenny Rogers and Chuck Norris.
-




Sidelights

(continued)

Studying Soviet TV

Equipment to study Soviet Union tele-
vision is being offered to schools in the
United States by Orbita Technologies
Corp. Orbita is making available its
proprietary turnkey satellite receive-only
system for accessing the Soviet Union’s
Programma | television network via the
radical Soviet Molniya satellites.

Columbia University is the first to
receive the prototype Orbita Terminal.
Students are now able to view the same
shows that 88 million Soviet households
are watching. Orbita is able to deliver
this technology thanks to its terminal,
which consists of specially-designed
11-foot 16-foot parabolic antenna, pro-
prietary computerized “X;/Y” mount
system (required to track the four Mol-
niya satellites over North America) and
all necessary microwave, RF demodula-
tor and video processing and display
equipment for turning Molniya’s trans-
mission formats into high-quality video
and clear sound.

The Russians use satellites that circle
the earth for transmission to northern
and eastern regions of the country be-
cause these areas are below ground line
of site for satellites at a fixed point above
the equator. The United States has no
problems with transmissions above the
equator and can remain “fixed” relative
to the earth,

The Orbita Terminal is also available
to cable companies and networks. For
first quarter of 1985, Orbita will offer a
NTSC converted signal that can be piped
into networks via video distribution lines.
The networks will pay a yearly sub-
scription fee for the service. The cost to
schools of the Orbita Terminal is ap-
proximately $56,500 with a 16-foot an-
tenna, $47,775 with an 11-footer. The
16-foot Orbita Terminal provides re-
broadcast quality video, with a video
signal-to-noise ratio exceeding 54 dB.

Stereo from the start

While many television stations may be
grappling with a decision over whether
or not to convert to stereo transmission,
wDBB-TV Tuscaloosa has no such
problem. The three-month-old inde-
pendent decided to go stereo right from
the start.

“We went on the air October 8,” ex-
plains David DuBose, general manager,
“and we wanted to be on the cutting edge
of the trend.”

What stereo programming does the
station carry? DuBose ticks off three
syndicated show that are now available
in stereo—Fame, New York Hot Tracks

and Voltron. In addition, the Alabama
indie runs stereo music video breaks, “we
do all of our news in stereo and all of our
commercials production in sterco.” For
the latter, the station has purchased a
stereo production music library.

Equipment includes a Harris trans-
mitter, Utah Scientific master control
switcher and a TV stereo generator built
by the station’s director of engineering,
David Baughn. In addition, WDBB-TV
uses an Orban stereo synthesizer for its
non-stereo programming, which, ac-
cording to DuBose, “gives left and right
channel audio, sort of a pseudo sterco
sound.” The primary advantage of
stereo? “This has been a highly suc-
cessful promotional tool,” DuBose says.
“And the local TV dealers have had a
phenomenal response on stereo TVs.”

Does he hope more stereo pro-
gramming will be available down the
road? “We’ll buy everything we can get
our hands on.”

ABC affiliates. Another station planning
to broadcast in stereo is KTNV-TV Las
Vegas. The ABC affiliate is scheduled to

-premiere its sterco sound tomorrow

(January 8) with The News That
Rocked '84, a syndicated special
chronicling music industry highlights
from last year. Sara Ohlson, program
director, says the Nevada outlet is
“prepared for when the networks make
the change, as well as for showing spe-
cials that are available now.” Product
being delivered in sterco, she says, in-
cludes Broadway musicals, symphony
concerts and feature films.

The first station to convert to stereo in
the Portland, Ore., market is another
ABC affiliate—KATU(TV). The station
made its move at 6 a.m. on December 24.
At present, actual stereo fare, according
to Sherwood V. Hinman, vice president
and general manager, is limited to “the
music and audience portions of KATU'’s
live, local programming,” but he adds
that, “stereo television programming is
expected to become the standard in the
next few years.”

Videos in their future

Commercials directors, are reported to
be focusing on music videos as a prime
center of activity for 1985.

Arguing that it would be an easy,

“logical and fortuitous transition, for di-

rectors disciplined enough to shoot a
storyboard in 30 seconds, to shoot a four-
minute music video, a number of direc-
tors are poised to follow in the large
footsteps of Bob Giraldi. Giraldi directed
Michael Jackson in the Thriller video

106 Television/Radio Age, January 7, 1985

that caused such a stir last year.

Giraldi, of course, is a directoral entity
unto himself, having won citations from
CLIO and the Directors Guild of
America, among others. The move into
music video was not so much of a risk, as
it was an adventure. After completing his
collaboration with Jackson, Giraldi
continues to pick and choose the best
boards from the agencies clamoring for
his services.

Taking a risk. Lesser known commercials
directors run the risk of turning away
lucrative advertising work to risk all in
the less structured milieu of music
video.

Jay Dubin, a director who has done
both music videos and traditional com-
mercials says he respects the discipline
of the advertising syndrome. “They
knowhow to put together a production,”
he says “so when you get on the set you
have your work cut out for you.”

Dubin, who has directed such stellar
rockers as Billy Joel in videos, reports that
the video world is entirely different.
“You are allowed a lot of creative li-
cense,” he says. “Sometimes that’s good.
Sometimes it is not so good.”

Commercials directors who have long
bridled under the tight rein held by some
of the more powerful agencies, may find
the opportunity to do their own thing
irresistible.

Video budgets are expansive, ac-
cording to Dubin, with six figure totals
more the rule, than the exception. The
opportunity to direct a Jackson or a Joel
also adds to the attraction. And if a
commercials director, from his previous
experience, is aesthetically positioned to
move from shooting 15s, 30s, 45s, 60s
and theatrical spots of two minutes,
what’s to stop him from going for
four?

Catholic TV

America’s first Catholic Church 0&0
TV station has been established in Tuc-
son. Assigned as KDTV/18, according to
spokesman, Liz Kneeland, Channel 18
is the first TV station in the U.S. to be
both owned and operated by a Catholic
diocese; in this case, the Diocese of
Tucson. The 2.5 megawatts, ERP, UHF
outlet has bilied itself as “The Family
Channel.”

Among its programming inventory,
KDTV will be airing live basketball from
Notre Dame, Marquette, and DePaul
universities. In keeping with its views on
children programming, it will also be
featuring such golden classics as: The”
Andy Griffith Show, The Mary Tyler

(continued on page 112)




We'll give you a

Discover a unique opportunity for
community involvement.

To learn how your station can become part
of a very special campaign, visit
booth Number 699 at NATPE.

GROUP

KDKA-TV2 W



“Why wait unti
solve a problem

“These Opportunities Exist Now:

The HUT's are higher than at any other time during the

It's Mid-Season and Viewers Are Pre-Conditioned to
Sampling New Programming.

The Competition Has Softened Their Promotional Attack.

“Sale of the Century’s” consistent daytime performance
lets you buy with confidence.

With all these opportunities can you afford to wait 8 more

months and allow your competition to build an even larger
audience?!

REG GRUNOY PRODUCTIONS, INC.

ALREADY SOLD TO STATIONS IN THESE GROUPS:
ABC O & O’s, STORER, COX, GANNETT, MULTI-MEDIA, KNIGHT-RIDDER



September to

you have today?”

ALE

of the

ENTURY

€ REG GRUNDY PRODUCTIONS. INC.

is the Solution

“Sale” is #1 or tied for #1 in 6 of the 8 metered
markets where it's cleared live and is virtually dead
even with “Wheel of Fortune” in these markets:

Lead-in “Sale of the Century live Lead-Out
“"FACTS/LIFE"| daytime performance “Wheel”

Market Time  Station | RTG SHR | RTG SHR RANK| RTG SHR
NY 1030 WNBC 5 24 6 29 #1 B 29
LA 9:30 KNBC 4 17 4 17 1 4 17
CHI. 9:30 WMAQ 5 19 | 6 21 2 8 30
BOS. 10:30 wWBZ 6 2 7 33 1 8 36
SF 930 KRON | 4 20 | 5 25 1 8 29
DET. 10:30 wDIV 6 20 8 27 1 9 29
WASH. DC 1030 WRC 4 19 5 23 U 5 23
HOUSTON 9:30 KPRC 5 16 5 16 2 5 16
8 MARKET AVERAGE 5 21 8 24 6 26

1
Source: ARB Weekly Metefred Markets, 4 weeks ending 11/30/84

Game Shows work in access but
. k not all game shows.

Of all game shows introduced in
the last 5 years, only 2 have been
successful in access: “Feud” and
“Wheel”.

“Sale of the Century” like “Feud”
and “Wheel” is available for

aceess while it's a current
network daytime hit.

“SALE” will be an easy sale
to your national and local
buyers!

Reg Grundy Productions. second largest supplier of daytime
network game shows brings you the highest budgeted game
show inthe history of syndication

GET THE SOLUTION TODAY

TEOLB€RT
LEVISION
SALES, INC.

Los Angeles.213-277-7751 Atlanta 404-239-0300
New York 212-687-4840 Chicago 312-944-3088

~—=fGENESISE=——-
=pENTERTAINMENT,

Eest Coast 215-343-9450
West Coast 213.277-%5170




TV Extra makes a
big difference in
ads this little.

LITTLE ADS, BIG HELP. A whopping 90.3% of
viewers who recall seeing boldface ads in
their newspaper TV listings say those ads
help them in making their selections*

COST-EFFECTIVE. FOr only pennies per thou-
sand impressions, your message geis
through to viewers at the point of decision,
when they are most suggestible.

AUTOMATED ACCURACY. TV Extra is a fully-
computerized service. Your promotion
proceeds with electronic speed and accu-
racy We and our sister companies handle
everything, completely, from beginning to
end, including the actual TV listings them-
selves. No other “boldface service” does this.

Adv

FLExIBILITY. With TV Extra your ads can
appear in any or all of the metropolitan and
subwrban dailies and week'ies that we
serve in more than 5C major U.S. markets.

BIGGEST DIFFERENCE. TV Extra itself! We're
a division of United Media Enterprises, a
Scripps-Howard Cormpany. Together with
our sister companies, we comprise a total
marketing service. Let TV Extra give your
ads the big difference.

TV Extra,

200 Park Avenue,

New York, N.Y 10166.
(212) 557-3545. Toll-free: 1-800-221-4816.

*A C Neelsen. Dec . 1982 Advertising Awareness Study




IMAGINE ATELEVISION PROGRAM WITH
ENOUGH ENERGY TO LIGHT UP NEW YORK.

AND 42 OTHERCITIES.

It takes alot of energy to turn
onacity like New York. Not to
mention Chicago, Detroit,

Baltimore and A:lanta.
Butat Essence,
that’s exactly what
we've done—in 43
markets comprising
over 70% ofall U.S,
Black Television
households.*
The pointis, alot
of people are turning
us on these days.
Surprised?
Consider the source.
Essence, The Television

Program, is the only syndi-

cated barter program
targeted for the Black
audience.

In fact, our magazine format
is so focused, our list of spon-
sors reads likea who's who in
American business: AT&T,
Coca-Cola, General Mills,

(°NSI, 84)

Disney and IBM just for starters.
And no wonder. With hosts
Susan L. Taylor and Felipe
Luciano, Essence, The
Television Program,
delivers top-name
celebrities, news-

worthy interviews

about today’s most

vital issues, as well

as informative seg-
mertson healthand
beauty, business and
fitness. Every week.

Isn'tit time you dis-
covered the power of
Essence, The Television

\ ‘J D -~

‘;___ = I r()gl..ln]. ’ -
—S—Q’i - With 26 exciting new
S ——— shows scheduled for the

'85-"80 seascn, we're ready
to energize your market.
Stop by our booth (# 826

Market St.) at NATPE and feel
the energy of Essence, The

Walt Television Program, for yourself.

ESSENCE

E TELEMISION PROGRAM

SYNDICATED NATIONALLY BY:
MK THOMAS 8¢ .0,
RAYMOND HORN PRODUCTIONS

THE SECOND YEAR.

ESSENCEF TELEM ISION PRODEC FIONS, ENC,
1500 BROADWAY
NV YORK NEX YORN 10030
1212y T2



Sidelights

(continued)

Moore Show, 1 Love Lucy, and The
Rifleman.

Since the station is owned by a
501(c)(3) organization, it can offer po-
tential programming underwriters
bona-fide tax-deductible status should
they decide to donate specific funds.

Aside from being owned and operated
by the Catholic Diocese of Tucson, its
chief engineer, Michael R. Bucciarelli
has the status of a diocesan priest, which
may be unique in itself.

KDTU/ 18 is the first new TV facility to
be built in Tucson in 25 years. Its 19,000
square foot building is shared in part
(one-third) by the Arizona Catholic
Lifetime, the semi-monthly diocesan
newspaper.

Laid-back Asner

Outspoken Screen Actors Guild presi-
dent Ed Asner reacted almost casually
to the setback he suffered in the recent
election for members of the Hollywood
local’s board of directors. The voters
elected 11 conservatives to the Holly-
wood board, and they are expected to
strongly oppose the liberal Asner.

Asner remains in office until next
November and has said that he won’t
seek reelection. Until then, it’s expected
that he will have the support of the 47-
member SAG board’s liberal majority.
Reviewing the election results, a SAG
insider said, “There’s no question, it’s not
what Ed would have wanted,” although,
“it’s still largely a liberal board.”

Asner commented on the balloting in
a post-election edition of SAG’s news-
paper. “I've never been accused of being
coquettish, so as you read the results of
the board elections, | know you’ll expect
my reaction,” he said. “Most likely, you
expect that reaction in the form of a hot
blast from behind the impenetrable
presidential shield. Or, perhaps, a stony,
sulking silence. Well, the blast is a mere
phhht, and the sulk will be short.”

Asner has received some good news.
ABC has ordered six episodes of his new
series, Off the Rack, a comedy in which
he plays the owner of a garment manu-
facturing business whose partner is the
widow of the firm’s late co-owner. Eileen
Brennan plays the widow in Rack, which
ABC has tentatively scheduled for a
March premiere.

Sony restructuring

Former RCA executive Neil Vander
Dussen has emerged closer to the top at
Sony, as president of the new Sony L.S.
Marketing Group created as a key ele-

ment of a major new restructuring of
Sony Corporation of America. The other
three new operating groups coming out
of the reorganization are corporate,
manufacturing, and diversified opera-
tions.

Under the new operating structure,
Sony U.S. Marketing Group becomes

the umbrella division for the five major

marketing operations: Sony Broadcast
Products Co., Sony Consumer Products
Co., Sony Communications Products
Co., Sony Tape Sales Co., and Sony
Consumer Service Co.

As president of the Marketing Group,
Vander Dussen reports directly to Kenji
Tamiya, president and chief operating
officer, Sony Corporation of America,
and has overall responsibility for the
group’s operations, while continuing to
serve as president of Sony Consumer
Products Co., a post Vander Dussen has
held since June, 1983.

New executive vice presidents of the
Marketing Group are Michael C. Eisner
and Koichi Tsunoda. Tsunoda’s re-
sponsibilities include new business de-
velopment and engineering activities in
the U.S., and he will be overseeing en-
gineering laboratories and management
information systems.

Eisner will be responsible for planning,
accounting, controllership, credit, na-
tional distribution and general admin-
istration.

Another new entity is Sony Industries,
formed to concentrate on the growing
U.S. original equipment manufacturers
market. President of this unit is Michael
Schulhof, who will also be responsible for
Sony’s industry development projects.

Sony has facilities in 17 states in this
country and employs over 6,000 people
engaged in manufacturing, importing,
exporting and marketing consumer
electronic, industrial, broadcast, pro-
fessional audio, office and magnetic
products. The company operates three
major manufacturing plants here for
television sets, magnetic tape and pro-
fessional audio recording equipment.
Tamiya describes the restructuring as
“directed at improving our ability to re-
spond to the dynamics of a changing
environment. Sony’s U.S. operations
have been streamlined and consolidated
in order to deal more effectively with
external competitive factors.”

Video tape market

Market demand for broadcast video tape
has, says Ed Pessara, director of mar-
keting for the Ampex Corp., “never been
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higher and volume never greater than it
is today.” Pessara attributes this healthy
demand to the fact that the number of
TV delivery systems continues to in-
crease each year, thus creating a greater
demand for more programming mate-
rial. He cites the post production houses
as one catalyst. ‘‘Because most post
production facilities now rely on video
tape for their editing and distribution
functions, industry sales of broadcast
video tape continue to climb.”

Sales of 3/4-inch broadcast quality
video stockage together with its one-inch
counterpart increased in the neighbor-
hood of between 9 to 12 per cent over
1983. Ampex expects the industry de-
mand to realize another 13-15 per cent
growth increase in 1985. While the
overall broadcast market picture shows
very strong demand, the big loser still
remains the two-inch, quad unit, which
believes Pessara, is “losing ground year
to year and will continue to do so as more
quad equipment is replaced in the
market.”

Overall, the importance of broadcast
video tape will only increase over the
next decade, predicts Pessara, displacing
film as a primary medium. “Two areas
in which this has already occurred are in
editing and distribution.”

NAB shifts

In a series of personnel and departmental
shifts at the National Association of
Broadcasters in Washington, Hank
Roeder, who has been assistant to the
convention manager, becomes director
of conventions and meetings, succeeding
Harold Niven, now president of the
Broadcast Education Association.

The Department of Minority and
Special Services, headed by vice presi-
dent Dwight Ellis, and formerly under
the Station Services Department, now
reports directly to the president’s office
(Edward O. Fritts). And the Station
Services Department, under senior vice
president James H. Hulbert, is now re-
sponsible solely for NAB marketing
services.

In NAB’s Radio Division, Ron Irion,
who has been vice president, broadcast
management in the Station Services
Department, becomes vice president,
radio administration, reporting to David
Parnigoni, senior vice president, radio.
Irion’s new duties include supervision of
the Radio Department’s administrative
activities in all areas except membership,
and supervision of planning for radio
meetings, seminars and conferences.
Irion’s former responsibilities in the fi-

(continued on page 122)
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65 half hours-
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DALLAS

161 HOURS

EIGHT IS ENOUGH

112 HOURS

THE BLUE KNIGHT
23HOURS
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KNOTS LANDING
130 HOURS

FLAMINGO ROAD

37 HOURS
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AN EXTRAORDINARY PORTFOLIO OF MOTION PICTURES.

King Features Entertainment’s portfolio
of outstanding theatrical motion pictures and television films with some
of today's top award winning television and motion picture personalities.

WSIT OUR NATPE BOOTH AT 591 POWELL ST., MOSCONE CENTEFﬂ
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235 East 45th St., New York, N.Y. 10017 Phone. 212 682-5600 Telex. 7105812391
London Phone: (01) 434-1852 Telex: 266570 Los Angeles Phone: (818) 889-2047
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An All New

Portfolio Of
Extraordinary
Motion Pictures

THE PERFORMERS, VOLUME IL

12 outstanding theatrical and
television films with big stars, big
ratings and great reviews.

THE PERFORMERS, VOLUME Il brings
you theatricals available for the
first time on commercial television
and off network films available tor
the first time atter their proven
network success.

THE PERFORMERS, VOLUME IL
Robert Duvall and Treat Williamsin
The Pursuit of D.B. Cooper; Suzanne
Pleshette in Dixie: Changing
Habits; Elizabeth Montgomery in
Missing Pieces; Andy Griffith and
Johnny Cash in Murder in Coweta
County, Mr. Tin The Toughest Man
In The World, and more.

A OWM% Pw(}owm Dos't Miss [1!

e s} == ' ‘
| VISIT OUR NATPE BOOTH AT 591 POWELL ST., MOSCONE CENTER |
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More than 120 countries around the world buy Globo
programs.

Today, our programming is on prime time in various
European and many Latin American markets.

Our series and serials click, reaching peak audience
ratings everywhere they are exhibited.

And they have now won 27 international prizes,
including Iris Awards from NATPE and Golden Emmy
Awards.

Besides, our programming prices guarantee sure
profits for exhibitors.

1 Get acquainted with Globo programs at our NATPE
stand.

Who knows? Maybe you are going to be the next
happy inhabitant of this great village.

G OEONA

NETWORK-BRAZIL

Rio de Janeiro - Rua Lopes Quintas, 303 - Telefone: 294-9898 -Telex: 22795 - Rua Jardim Botdnico, 266 - sala 406
Tels.: 286-7747 /286-7972 -Telex: 02131656 » Roma - Piazza del Tempio di Diana 4 -Telefono: 575-5238/514-6119
Telex: 614519 « New York - 909 3rd Avenue - 21st Floor - Telephone: 754-0410 - Telex: 423583



CENTERPOINT:

ALL-NEW FOR NATPE 85

Returning for a Successful 2nd Season
ﬁfg—%

Series’ First Run

Million Dollar Body Challenge

Music. Aerobic dance. Fit & shapely bodies.
Contestants compete for up to one million dollars in prizes.
VA hr. strip.

The Jacki Sorenson Show

Jacki Sorensen. the originator of aerobic dancing
in a daily /A hour with aerobic instruction. medical tips
and healthful cooking hints.

Black Bock

Music. video. comedy. and personalities
for the new cross-over audience. Entertainment with humor,
style and state of the art technology. % hr wk.

TheFirst

Action Adventure - An upclose look at those splendid moments
in time when one special person could claim to be
“The First™. YA hr wk.

PLUS SPECIALS
CocaineBlues

Docu-drama - Explodes the myths and explores the facts.
I-hr. special.

BSFESTIVAL

Rock concerts. top name stars - (6) 1-hour specials.

Visit Us at 550 POWELL ST. at Lombard St., Moscone Center
For Previews of Our HOT NEW First Run Products

CENTERPOINT DISTRIBUTION, INC,

767 Third Avenue - - David Sifford. President Nashvilie 3575 Cahuenga Blvd. West
Floor :§ Ron johnson. Vice President . Marketing Sales New York Suite 455
New York. NY 10017 9000 E Church St. PO Box 911 Los Angeles. CA 90068

Brentwood. TN 37027

212 355 3160 - 615 373 1500 213 850 1250




HAPPY NEW

GROUP W SERIES SCORE SN

NO. 1 RATING in-such-markets-as
BOSTON, SAN FRANCISCO,
RITISBURGH, BALTIMORE,
HARTFORD-NEW HAVEN, ORLANDO,
LOUISVILLE, HARRISBURG-
LANCASTER, WILKES-BARRE-

HOUR

MAGAZINE

NO-I-RATING -in-such-markets-as
PITTSBURGH, MINNEAPOLIS-

ST. PAUL,-TAMPA-ST. BHERSBURG
SAN DIEGO, ORLANDO, PHOENIX
and-numerous others

BEATS DONAHUE RATINGS head-to-

SCRANTON, COLUMBIA, BEAUMONT head-including-DALLAS, KNOXVILLE,

BIG RATING INCREASES vs. ROANOKE, RALEIGH, JOPLIN-
Nov. 1983-including PIFFSBURG-and-others
DETROIT +43% MAJOR RATING INCREASES over
WASHINGTON +80% Nov. 1983-such-as
| DALLAS +50% WASHINGTON + 40%
SACRAMENTO: +80% ‘CLEVELAND +—50%
| BALTIMORE +13% MINNEAPOLIS-ST. PAUL + 20%
| CINCINNATI + 8% RICHMOND +150%
| ORLANDO +31% ROCHESTER + 38%
' and-more-to-come -and-more

HAPPY NEW ATTRACTIONS!

Already cleared in

ﬂ MW 70% of U.S.

Source: NSI Nov, 1984, Nov. 1983

He-Man and the Masters of the Universe and
She-Ra: Princess of Power

© 1984 Mattel, Inc., Filmation

Coverage now at 68%
with more coming in.




ASHING SWEEPS SUCCESSES!

OF THE UNINERSE

AMERICA’S NO.1 CHILDREN'S SHOW
STRONGER THAN EVER

NO.1 IN TOTAL KIDS

in such markets as
NEW YORK

LOS ANGELES

CHICAGO
PHILADELPHIA
WASHINGTON

DALLAS

HOUSTON

MIAMI
MINNEAPOLIS-ST. PAUL
SEATTLE

ST. Louls

DENVER

SACRAMENTO

and more than 100 others

BILL COSBY'S
THE ADVENTURES OF

NO. 1 IN TOTAL KIDS in such
markets as WASHINGTON,
PITTSBURGH, TAMPA-

ST. PETERSBURG, BALTIMORE,

HARTFORD-NEW WAVEN, MEMPHIS,
NORFOLK and many others

BIG TIME PERIOD INCREASES IN
TOTAL KIDS vs. Nov. 1983

Children’s Shows
BOSTON +105%
WASHINGTON + 69%
BALTIMORE + 88%
and + 38%
MILWAUKEE +650%
SPOKANE +100%
EUGENE +275%

with more to come

NEW COMEDY GAME SHOW
WORKS AROUND THE CLOCK

Tops Nov. 1983 TP Programming

9 AM
NORFOLK +29% MORE
18 -49 WOMEN

9:30 AM

MILWAUKEE RATING

UP +50%

10 AM

PORTLAND ME. NO.1

RATING, 18-49 WOMEN UP +17 %
12:30 PM

DETROIT RATING UP +20%

5 PM
WASHINGTON RATING UP +250%
plus more

FOR ALL THE BEST AT NATPE, SEE

GROUP W
PRODUCTIONS

WESTINGHOUSE BROADCASTING AND CABLE INGC

365 MARKET STREET MOSCONE CENTER



Sidelights

(continued)

nancial and labor relations areas will be
divided between NAB’s Legal and Re-
search Departments.

Videotex Awards

February 4 is the nomination deadline
for entries to the Videotex Industry As-
sociation’s first Annual Videotex In-
dustry Awards. Larry Pfister, VIA’s
founding chairman, and president of
Maritime Data Network, Ltd., as well as
chairman of the VIA Awards Commit-
tee, reports three award categories.

A Distinguished Service Award will
honor “an individual who has made a
significant contribution to the videotex
industry in general, and to the VIA in
particular.”

The Videotex Innovation Award will
go either to an organization or individual
who has achieved the greatest innovation
in videotex development during 1984.

And the Outstanding Achievement
Award will honor an organization for its
videotex achievement over the years.

While only VIA members may submit
nominations, any company or individual
may be nominated by a VIA member.
And there is no entry fee. Award winners
will be announced at a banquet during
the May, 1985, professional meeting of
VIA members.

At the same time, VIA has changed its
membership qualifications to permit
industry trade associations and U.S. and
foreign government agencies to join in a
special non-voting VIA category for an
annual fee of $1,000. Organizations in
this category will be entitled to receive
VIA publications and attend association
meetings at membership rates.

New dues structure. VIA has also
streamlined its dues structure by com-
bining two voting categories into one.
Under this setup, all companies with
revenues between $1 million and $20
million will pay $750 annually as voting
members. Previously, firms earning be-
tween $1 million and $5 million paid
$500, while companies earning between
$5 million and $25 million paid $1,000
as voting members.

Companies or subsidiaries of a com-
pany with revenues of $20 million or
more will continue to pay annual dues of
$3,000 as full voting members. A $1,000,
one year trial membership as a non-vot-
ing member will now be available to
subsidiaries of companies reporting over
$20 million in revenues. But to remain a
VIA member after the first year, the
company must renew as a voting, cate-
gory C member. Firms earning less than
$1 million, and non-profit, charitable or

educational organizations will continue
to pay $300 per year as a voting
member.

For more information on either
membership or award nominations,
contact VIA executive director Robert
L. Smith, Jr. at (703) 522-0883 in Ros-
slyn, Va.

Viewer satisfaction

High gross rating point levels don’t
necessarily mean highest levels of viewer
satisfaction with a show. Not in cable,
anyway. Home Box Office’s Monthly
Performance Report for October, 1984,
notes that though Yor, the Hunter from
the Future, was the most watched movie
of the month, its mere 34 satisfaction
score failed to carry it up into HBO’s top
five “satisfying list.” On the other hand,
Oklahoma ranked as top movie in sat-
isfaction, but garnered only 16 gross
rating points.

HBO’s TSS, or Total Subscriber
Satisfaction rating, is based on two
components. One is a tune-in component,
based on the percentage of HBO homes
that watch a given show. The “satisfac-
tion component” is based on graded au-
dience responses to the quality of the
program. When compiled, these two
statistics are combined to produce the
TSS score which represents the per-
centage of subscribers who watched and
who were also satisfied by what they
saw.

Other most watched movies on HBO
in October, in order, following Yor, were
Never Say Never Again; The Big Chill;
Space Raiders; and Educating Rita.
Runners up to Oklahoma on the “most
satisfying” list were, in rank order, The
Golden Seal; Educating Rita; The Big
Chill; Never Say Never Again; and Re-
venge of the Ninja.

Most watched cable originals for Oc-
tober on HBO were, in rank order, Not
Necessarily Television; The Guardian;
The Investigators: Crusading Reporters
on the Air; And If I'm Elected— (Part
II); and Not Necessarily the News.
Most satisfying October originals, in
rank order were The Guardian; America
Undercover: Toxic Time Bomb,; Count-
down to Looking Glass; Even More All
New Unexpurgated Benny Hill; and Not
Necessarily Television.

HBO reports that the original, The
Guardian, achieved higher satisfaction
scores than the theatrical films, Edu-
cating Rita and The Big Chill. And the
cable company says that though its un-
duplicated tune-in, or reach, was off 4
per cent from October 1983, HBO’s
combined viewing and satisfaction score,
or “gross TSS” for October, racked up
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a 10 per cent increase over year-ago
levels.

Wall Street outlook

Broadcasting ad revenue increases in
1985 will probably be significantly
smaller than what the industry has en-
joyed in recent years. At least that’s the
outlook from two financial analysts in-
terviewed by TV/RADIO AGE—Ed
Atorino, first vice president at Smith
Barney Harris Upham & Co., and Alan
Gottesman, vice president at L. F.
Rothschild Unterberg.

Atorino believes the television network
sales gains in "85 will be only 4-5 per
cent, while Gottesman is even more
conservative, putting his prognostication
at “flat or up 2-3 per cent.” He points
out, however, that “without the Olym-
pics-inflated totals of '84, the '85 in-
crease would be 8-10 per cent.” CBS
and NBC, he says, will show increases
this year, but “ABC will be flat or down
about 3 per cent.”

The sluggish economy, a “renewed
decline in network viewing levels and
increasing interest in alternatives to
network TV” are all reasons that Atorino
is conservative in his web forecasts.

Spot, he says, should experience
“moderate growth—up about 8 per cent;
and local will be up around 10 per cent.”

Gottesman feels spot in "84 “was the
victim of a lot of money that was
switched into network—it got sucked out
of spot.” That money, he says, “may go
back to spot in ’85.” He sees spot reve-
nues rising about 10 per cent this year,
“less in the first half and more in the
second half.” Local, he says, is “very
difficult” to forecast. “Business got good
in the second half of November and first
half of December because retailers got
skittish. You may see some retrenchment
early in the year.” Because of that he
believes local “will have a problem going
into the first half. The second half all
depends on where the economy is.” He
declines to make a percentage estimate
of local revenue increases.

Atorino sees barter syndication and
advertiser-supported cable networks
both gaining from the interest in alter-
natives to network TV.

“And,” he continues, “the effect of
VCRs is still to be written. It’s got to
affect viewing. We could be seeing some
changes in standard fundamentals.”

The impact of other media on the
networks is a bit overstated, in Gottes-
man’s opinion. *“Ten per cent of Proctor
& Gamble’s network budget,” he says,
*“is more than two cable networks do in
a year. The impact is really psycholog-
ical.




VOLTRON HAS ARRIVED!
VOLTRON...IS THE HIT OF ‘84!
VOLTRON...#1 IN OCTOBER NSI!

O NY WPIX 3 RTG 15 SH.
#1 Kids Rating!

O Detroit WKBD 6 RTG 15 SH.
20% Over "83

O Dallas KTXA 4 RTG 11 SH.
12 Kids Rating!

O Cleveland WUAB 6 RTG 18 SH.
#1 Kids Rating!

O St. Louis KPLR 7 RTG 21 SH.
64% Of Kids 2-11

O New Orleans WNOL 5 RTG 16 SH.
Makes New Station #1...

ROCK REVIEW...

‘a0

REVIEW Once Per Week - Bartered

O The Right Demographics...
An Intelligent Rock ‘n Roll Show Reaching

The Important 18-34 Adults.
‘ |0 O The Right Credentiats...
3 ‘ Hosted by Lee Abrams - The Nationally Known Radio &
Rock 'n Roll Consultant For More Than 150 Stations!

O The Right Delivery...
Current...Via Satellite...In Stereo!

v For more information call:
Thomas. M. Battista
Vice President/Gen. Mgr.

WORLDEVENTS  §¢Vois'Siay ssavsars

PRODUCTIONS, LTD.




Eight ad categories up
30 % -plus in nine months
‘government’ up 95%

NAB/NRBA committee
named for conference

Selcom installs Mini-Pak:
radio rep total now three

Radio Report

Eight advertiser categories increased their radio expenditures 30 per cent or
more during the first nine months of last year, it was reported by Kenneth
Costa, vice president for marketing information at RAB. The bureau came up
with these figures by analyzing the 27 client categories reported by Radio Ex-
penditure Reports (RER).

The category up the most was “government,” but this was affected, of
course, by political advertising, which amounted to $7,042,000 of the govern-
ment total, up 95 per cent overall.

The other major increases were shown by gas and oil, up 59.3 per cent;
amusements, up 54 per cent; apparel, up 51.3 per cent; drug products, up 49.5
per cent; home furnishings and appliances, up 42 per cent; food products, up
32.5 per cent, and building, hardware and paint products, up 31 per cent.

For all 27 categories, the increase during the first three quarters of 1984
was 20.9 per cent over the corresponding '83 period.

Costa finds this advertising performance a reflection of “general economic
optimism” and proof that “‘many national advertisers are sampling spot radio
and finding it effective.”

The joint NAB/NRBA committee for Radio "85 Convention and Programming
Conference has been named. The first committee meeting is scheduled for
January 9 in Dallas and Radio "85 is scheduled for September 11-14, also in
Dallas, at Loews Anatole.

Committee co-chairmen are Gary Stevens, president, Doubleday Broad-
casting, New York, and Bernard Mann, president of Mann Media, High
Point, N.C. and also president of NRBA.

Members include Toney Brooks, president, Sandusky Radio Division, Den-
ver; Kent Burkhart, president, Burkhart/Abrams/Michaels/Douglas, Atlan-
ta; Bill Clark, president, Radio Division, Shamrock Broadcasting, San Fran-
cisco; Susan Dalton, general sales manager, WXTR(FM) LaPlata, Md.; Joseph
Dorton, president, Radio Division, Gannett Broadcasting, St. Louis; Norman
Goldsmith, president, Radio Marketing Concepts, Warrenton, Va.; Gary
Grossman, vice president, general manager, KRKT AM-FM Albany, Ore.; and
Ron Harper, program director, WNOE AM-FM New Orleans.

Also, Sally Hawkins, president, general manager, WiLM, Wilmington, Del.;
Steven Marx, senior vice president, Katz Broadcasting, Worcester, Mass; Paul
Olson, president, general manager, KLEM and KZZL(FM), KLEM Inc., Le
Mars, lowa; Richard Oppenheimer, president, general manager, KIXL and
KHFI(FM), Central Texas Broadcasting, Austin, Tex.; Pat Shaughnessy,
president, TM Communications, Dallas; Rick Sklar, president, Sklar Commu-
nications, New York; Nicholas Verbitsky, president, The United Stations,
New York, and Norman Wain, president, Metroplex Communications, Cleve-
land.

Selcom Radio is the latest radio rep to install Mini-Pak’s computerized avails
system. TV rep companies were the first to adopt the system, then Torbet
Radio, like Selcom, also a Selkirk Communications subsidiary, was the first
radio rep to try it and like it. Eastman Radio was next, followed by Christal.
But when Christal, along with RKO Radio Sales, now Republic Radio, tied up
with Katz Radio, Christal switched over to Katz’ avails setup. So now Selcom
makes it three radio reps again on the Mini-Pak customer list.

Selcom president Barbara J. Crooks, who watched the system work for Tor-
bet before giving it the green light at Selcom, reports Mini-Pak installed in all
13 Selcom sales offices. The 24-hour, seven day-a-week system allows stations
to receive instant tracking, breaking and pending business reports, advance
billing information, account-by-account comparison, and regular win/loss re-
ports. It provides market-by-market activity, instant spot placements and
modifications, and up-to-the-minute management review on sales and billings,
against goals, by station, by salesperson and by office. The computer link also
offers order processing and billing capability.
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Wehave afortune
for you.

Our crystal ball predicts many featute films in your station’s programming future
Good fortune awaits you at Cinema Shares International Television. This
year we have more new feature packages with exciting first-run films to
please fans of action-adventure, romantic drama, westerns, mystery, horror
and science fiction. All are destined to bring good luck and fortune to any
movie time period.
Visit our festive NATPE Garden Rainbow exhibit to view our new
= features and our large catalog of film favorites.
[_ —-] For your personal forecast, we will have fortune tellers
— on hand to reveal the future. Join us for more surprises.

Cinema Shares International Television, Ltd.
450 Park Avenue New York, NY 10022 (212) 421-3161

=Y

©1985 Cinema Shares International Television, Ltd.



Eastman presentation
shown to top clients

Rep’s generic pitch
carries top agency volces

Wall Street sald to be
raising questions on media

Web ’84 revenues seen
reaching $265 million

Radio Report

{continued)

Eastman Radio unveiled its presentation on “Why Radio?” to the press last
week following almost four months of showing it to advertisers and agencies-
and its stations, of course. Vice chairman Bill Burton said the rep’s latest gen-
eric presentation has been given about 50 times already and has been seen by
decision-makers at Procter & Gamble, the Big Three U.S. auto makers,
Kraft, Beatrice and Continental Baking, to name a few.

One thrust of the presentation emphasizes fractionalizing of markets via the
proliferation of brands and the proliferation of media, and points up the abili-
ty of radio to target meaningful audience segments. But the creative possibili-
ties are by no means overlooked. Attention is also paid to efficiency and ra-
dio’s ability to reach light TV viewers. Also, because of listening in the auto,
radio has the last word before the shopper enters the store, the presentation
notes,

The presentation is peppered with voice-overs from top agency executives—
Kenneth Roman, president of Ogilvy & Mather; Allen Rosenshine, chairman
of BBDO International; John Bergin, vice chairman of McCann-Erickson,
and Malcolm MacDougall, president and creative director of the New York
office of Boston-Based Hill, Holliday, Connors, Cosmopulos.

Roman stresses that “radio is with us™ all through the day, “when we
choose and where we choose.” He calls it the “most selective medium,” and
notes that costs “are not escalating like TV’s.” Rosenshine talks about radio’s
ability to reach the affluent consumer for financial advertisers. Begin likens
radio to a telephone call, where “you can whisper in someone’s ear.” He says
radio’s strength lies in the fact that clients can tell listeners that he, the client,
can solve their personal problems. MacDougall speaks of “the theater of the
mind,” where radio can stimulate the imagination in a way tht TV cannot.
Also, if something happens in the morning, MacDougall points out, “you can
be on radio tonight,”

The presentation was put together with the aid of Maneloveg Media Marketing
Services, headed by Herbert Maneloveg, a former ad director of Playboy and
an ex-media director of BBDO. Maneloveg added a note about Wall Street in
introducing the presentation, saying that financial people are becoming more
influential in marketing areas and are increasingly raising questions about the
effectiveness of advertising. Their voices, the consultant declared, are being
added to those of clients asking, ““Isn’t there another way (besides TV) to use
media?”’

The presentation was not basically competitive, but there were a few com-
ments pointing to client complaints about the rising costs of Tv and audience
erosion, and the point was made that radio costs have gone up less than other
major media. There was also some Bruskin data showing radio’s strength via
time-spent-with-media by key consumer demos.

The surge of business in the fourth quarter will bring network radio revenues to
$265 million for the year, according to an estimate by Jack Thayer, Radio
Network Association president. The sales increase in the October-December
span was put somewhere between 10 and 15 per cent. That, said Thayer, re-
sulted in a 5 per cent gain for 84 over ’83, following a modest 2.8 per cent
growth during the first nine months of last year.

Thayer also pointed out that the *84 figures do not include ad sales generat-
ed by the summer Olympics. It is understood that the reason for leaving them
out is to avoid the appearance of a slump in '85. However, Thayer believes
that the fourth quarter sales momentum will continue and he noted that RNA
members are anticipating a sales gain of as much as 15 per cent in '85. This
would bring network radio revenues to about $305 million, the first time the
medium will have passed $300 million.

Thayer pointed to the list of clients who have already bought "85 network
campaigns. They include: Budweiser, Cadillac, Certs, Chesebrough-Ponds,
Coast (soap), Coca Cola, Dentyne, Dial, Dodge, Fostex, Fritos, Goodyear,
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John Dornes
The Edwardian Photographer
is back with
RHODES PRODUCTIONS
at the NATPE—
Join us at 520 Powell Street

Picture yourself in another era...

You're invited to be photographed by
John Domes, The Edwardian Fhotographer,
who is nationally known for capturing on film,
celebrities as they might have looked . -

in the past. ——l

—
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124 ELEVENTH STREET, MANHATTAN BEACH, CALIFORNIA 90266, (213) 379-3686



RAB co-op book lists
4,616 plans, up 200

Kahn retains law firm
in AM stereo shootout

Competitor welcomes new
rep web into selling scene

Radio Report

{continued)

Kava (coffee), Levi Strauss, Lifesavers, Michelob, Oxy S, Pilot (pens), Pizza
Quick, Quasar, RadioShack, Ragu (spaghetti sauce), Snickers, Sprite, State
Farm Insurance, U.S. Army, U.S. Marines, Walden Books, Washington State
apples, Whirlpool.

Radio Advertising Bureau reports 4,616 manufacturers’ plans in its latest RAB
Co-op Sources book, making it the Bureau’s biggest co-op compendium yet,
with approximately 200 more manufacturers than in the previous edition
brought out six months ago. And of those 4,616 in the new book, 854 reim-
burse retailers 100 per cent for radio advertising.

Joyce Reed, RAB vice president for retail and co-op advertising, says she
expects the Bureau “to become a major electronic publisher” with the RAB
Co-op Network, the new system for transmitting co-op information to member
stations on a computer network.

Reed says the system is currently being tested at member stations in 100
markets, and will be expanded to all RAB members with a free system access
at per-minute connection charges, “well below market rates. That will make
daily co-op updates available to all members.”

Reacting to the Harris Corp. decision to fold its own system in favor of Moto-
rola’s C-Quam chip for AM stereo, Leonard R. Kahn, president of Kahn Com-
munications and purveyor of the competing Kahn-Hazeltine system, fired off
the following statement. “We have retained the law firm of Phillips, Nizer,
Benjamin, Krim & Ballon to ask the U.S. Department of Justice, and the Fed-
eral Trade Commission to investigate the activities of the Motorola Corp. and
the Harris Corp., relating to AM stereophonic broadcasting.

“We believe,” Kahn continues, “that Motorola’s conduct, including their
recent agreement with the Harris Corp., raises serious anti-trust problems
under the Sherman and Clayton Acts. We plan to vigorously pursue this mat-
ter, so that broadcasters and the public will be free to make use of modern and
superior AM technology.

“In view of recent developments of inexpensive, fully automated, multi-sys-
tem AM stereo circuitry, there is no legitimate justification,” Kahn contends,
“for limiting choice to one AM stereo transmission system, especially a system
with such serious performance weaknesses.”

If some radio people see formation of the SuperNet unwired radio network by
the Torbet, Masla, Selcom and Eastman radio rep firms as a threat to national
spot radio dollars, at least one major competitor sees it as quite the opposite.
Bob Lion, co-manager of Interep’s Internet, says he welcomes the new entity
because “The combined stations of Torbet, Eastman, Selcom and Masla now
gives them the same kind of power we now have to work with advertisers and
create new dollars for radio by selling radio as it should be sold: for what radio
is really worth, and not as discounted spot, which is the way too many people
still perceive unwired networks.” “The only difference between spot and an
unwired network the way we run it, is that it makes radio easier to buy be-
cause we organize the paperwork into one bill. Supernet now has the opportu-
nity to do the same, and I think they’ll give it a good shot, because Bill Kehl-
beck will be running it for them. He’s an able guy with the experience and
know-how to bring it off.”

On top of that, Kehlbeck will be working against the public promise of the
four rep presidents involved in SuperNet, who have gone on record to the ef-
fect that SuperNet’s primary objective will be “to concentrate on unwired and
wired network dollars, and will not encourage the conversion of national spot
radio dollars into unwired network buys.” The four are Peter Moore, president
of Torbet Radio, Jerry Schubert, president of Eastman Radio, Barbara
Crooks, president of Selcom Radio, and Jack Masla, president of Masla
Radio.
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Where can you get full-service
programming consultation,
current programming research
and an up-date on

new programming opportunities?

©

Katz Television’s Programming
Conference Center during the
NATPE Convention.

>

Katz. Katz Stations. The best.

'World Radio Histo



Radio Business Barometer

Final ’84 spot billings If the remaining unreported (at presstime) two months of 1921314 contitr)ullle at the

. same rate as the first 10 months, spot radio will top $800 million in billings.

figure from RER.s.een This is the picture that comes out (r))f Radio Expenditure Reports, which pro-

topping $800 million vides various figures on spot radio billings, based on data from reps, including
the totals for the U.S. and for the four market-size groupings which appear
monthly in Radio Business Barometer.

Through October, the RER totals for spot radio time sales came to
$675,536,200, which is 14.2 per cent ahead of 1983’s first 10 months. This is
computed on an adjusted basis of 44 weeks each year.

The 1983 figures for the full year, subject to some adjustment, showed a
spot radio total of more than $707 million. Adding 14.2 per cent to that would
bring 1984 close to $808 million.

Complications introduced RER figl;res are based on Standard Billing Months (SBMs), which introduces

a tricky factor in '84. The SBM ends on the last Sunday of the month, but
by 53-week SBM years 1983’s sBM calendar ended on January 1, instead of December 25, making it
a 53-week SBM year. This is because 1984, which ends on December 30, is a
53-week SBM year. As a result, the last six days of 1983 also appear on the
1984 SBM calendar.

As indicated by the monthly figures on the opposite page, last year was an
up-and-down situation. The increases by quarters were as follows: first quar-
ter, up 4.4 per cent; second quarter, up 22.7 per cent; and third quarter, up
12.2 per cent.

Billings through October by the four market groups were: top 10, $262.1
million, up 12.5 per cent; 11th-to-25th, $144.2 million, up 13.6 per cent;
26th-to-50th, $99.4 million, up 14.6 per cent; and the remaining markets,
$170.0 million, up 17.3 per cent.

Radio Targets Prime Product Users.

=

/8 5 XK

Share-of-Time Data for many additional markets has
been compiled in RAB's “Target Marketing And The
Media” study. Ask RAB for a list.

Source: RAB Radio Facts, 1984.



Spot radio revenues, first 10 months, 1983-'84

o 1983 1984 % chg.
January $39,385,200 $39,934,600 +1.4%
February 45,550,800 47,473,500 +4.2
March 54,401,900 58,038,300 +67
April 54,193,900 83,824,400 +28.9
65,032.7(A)
May 79,876,000 77,234,200 +20.9
63,900,800(A)
June 63,154,600 74,542,200 +18.0
July 68,867,300 77,294,700 +12.2
August 59,180,100 62,706,400 +6.0
September 56,238,100 81,742,400 +21.1
SNG4 BCIS00 ) :
October 70,518,700 72,745,500 28.9

~ 56,415,000(A)

Source: Radio Expenditure Reports. (A) Adjusted for differences in length of Standard Broadcast Month.

McGavren Guild Delivers Them.

“McGavren Guild INTERNET is targeted to
deliver heavy users of products and services on
up to 1,000 radio stations nationwide.

“We provide a concentrated base for
national radio campaigns and offer:

o Flexibility in planning.

* Customized flight dates.

e Variable weights in scheduling.
e Documented performance.

g" (

* The highest quality affiliates. ,”{;I’gr{a'\é'grag“a
“Call me at (212) 916-0561. We're your INTERNET Radio Networks

perfect advertising partner, and we can prove it.






- EVERY DAY.
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Cannon’s Ratings and Share up 33%.
i — - - ———————————————— |

It takes a big man to make big things happen,
and the one show that’s getting bigger every
day is Cannon.

From May 1984 to July 1984, Cannon’ rating
and share for all telecasts actually increased a
dramatic 33%, and almost doubled its demo-
graphic reach. That means from sweep to
sweep, Cannon delivered higher ratings, in-
creased shares and even outperformed some of
the most successful prime time series on
the networks today.

So if you want big things to
happen on your station, go with
Cannon. Because this is one show
that can’t seem to get big enough.

Source: Nielsen May, July 1984

Viacom.




€ 1984 THE SAMUEL GOLDWYN COMPANY
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THINGS

SWITZERI
r

" NOW YOUR STATION
CAN WIN THE
$100,000 PYRAMID.

ONE OF TV'S BIGGEST GAME Women 18-49 His phenomenal Bandstand,’ plus NBC's “TV's THE PRODUCTION EXCEL-

SHOWS—NOW NEW FOR television career includes 32 Bloopers & Practical Jokes” and LENCE OF BOB STEWART.

SYNDICATION. consecutive years on “American many specials and TV movies. Bob Stewart, current pro-
The daily cash prizes ducer of the network “Pyramid”

brings his touch ot quality to the
new "“$100000 Pyramid”

During his association
with Goodson-Todman Produc-
tions, Stewart was responsible
for “The Price is Right." “To Tell
The Truth” and “Password”’
Under his own banner, Stewart
has aired 21 game shows,
including the Emmy-winning
“$25000 Pyramid." "Jackpot.’
"Personality” and “Three On
A Match”

are bigger than ever, and the
$100000 grand prize—won in
60 wild seconds—is the largest
on television.

With game shows doing
better than ever, the “$100000
Pyramid” is the perfect prime
access 5-day strip for your sta-
tion. Today, Pyramid power
continues on the network with
a 20 plus share over the past
two vears.

DICK CLLARK—TV'S MOST
POPULAR GAME SHOW HOST

Dick Clark duplicates his

Emmy-winning network role

as host of the new “Pyramid”’ $‘°° ooo
Clark is currently ranked at the (4

top in game show host popu- “You're looking at the guv who dicnt buy PYRA MI D
larity—especially strong with The 100000 Pvramid’

TELEVISIO NATPE—FAIRMONT PENTHOUSE SUITE
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FIRST RUN TELEVISION—
130 HOURS N COLOR.

Now you can treat your
audience to the animal show
that’s a whole new breed. The
Animal Express, drawing from
acast of 6000, presents a rare
behind-the-scenes look at wild
animals of the world.

Before the camera's eye, an
emergency operation saves the
li‘e of a baboon. And where else
can your viewers see John Ritter
bottle-feecing a zebra? Or
Patrick Duffy sharing a carrot
with a rhino”

JCAN EMBERY HOSTS THIS
N.E.A-ENDORSED SERIES.

Over 40 appearances on
Johnny Carson’s “Tonight Show”
have made Joan Embery

Snuggled by snakes and loved
by leopards. Embery is a natural

famous to millions of Americans.

I-

IN'I'RODUCING THE
WILD ANIMAL SHOW THAT'LL
CAPTURE ANY AUDIENCE.

! THE
| ANMIMAL
| EXPRESS

™~ oA

“Rigsby! The ratings went through the ceiling...and 95% of
all giraffes in captivity warched the show!”

TELEVIbION

Source Nielsen N1 Avesages tor Wile K ngdom Wild Worid of Animisls anitas!™is » o Wit Lot o2 Wy W -

success at bringing the fun, ex-
citement and drama of the wild
animal world to your audience.
The Animal Express is
prestige family viewing, endorsed
by the 750000-member National
Education Association.
VIEWERS GO WILD
FORNEW ANIMAL SHOWS!
Here are the performance
averages from six of TV’s best
known animal/nature shows:
sFirst 3 years: 96 rating,
21 share
»Length of run: 6.8 seasons
«Markets sold, peak year: 101
“The Animal Express’... may
well be the best new TV show
of the year.”
—San Francisco Chronicle

THE ANIMAL
EXPRESS

NATPE—FAIRMONT PENTHOUSE SUITE

p—



In 1984
MORE Television Stations

Ran MORE Ads In
Television/Radio Age

Than In

Any Other Publication*

*1/6th page or better
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Why
Television Age
Iinternational
is the world’s
leading broadcast
publication.




1.

2.

Over a period of two decades

Television Age International has achieved

a dominant position in the international broadcast
scene. Here are some of the reasons why:

The largest documented circulation of
any publication in the field.

More advertising lineage than any other
publication in the field over the past
20 years.

The only publication with full staffed

offices in London, New York and Hollywood,
as well as active correspondents in

major capitals throughout the worid.

The only publication with a digest of
feature articles in three languages —
French, German, Spanish, and at times
in Italian.

Produced and edited by a staff of
professionals. Published by Television/Radio
Age, with 30 successful years in the

industry.

London New York Hollywood

100 Fleet Street 1270 Avenue of the Americas 1607 El Centro, Suite 25
London EC4Y 1DE New York, NY 10020 Hollywood CA 90028
01-353-8624/862% 212-757-8400 213-464-3552

Adnian Ball, Altred J. Jaffe, VP & Editor Paul Blakemore, VP

European Correspondent Sanford Josephson, Ed. Director
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D International Report

BRUSSELS: Movement towards DBS. The Eu-
ropean Broadcasting Union’s Bureau of the Technical
Committee, in preparing for the arrival of DBS, approved
recently at its Extraordinary session in Geneva the speci-
fications of a “family” of transmission systems compat-
ible at the receiver level.

Members of the family are:

B C-MAC/packet intended for satellite broadcasting;
B D-MacC/packet system intended for transparent dis-
tribution on cable networks of C-MAC/packet signals;
B D2-MAC/packet system intended for narrowband
cable distribution and other systems using narrowband
channels.

The EBU believes that, although the C-MAC/packet
system would be the best, there are additional viewpoints
which must be taken into account in the decision-making
process in certain countries. Hence, despite the fact that
the C-MAC/packet system is still the preferred one for
DBS, it has accepted the use of the D2-MAC/packet
member of the family for DBS.

The D2-MAC/packet system involves a loss of one half
of the digital services (sound/data) transmitted by the
C-MAC /packet system and, in this application, results
in a reduction of the video quality. The EBU Adminis-
trative Council, which also met in Geneva last month,
considered recent developments taking place in the in-
dustry. In seeking a universal system for satellite broad-
casting, cable distribution and, possibly, in the future for
other media, the EBU believes that the C-MAC/packet
system has the following advantages:

B It permits the most efficient use of the spectrum
available in a satellite channel;

m It offers the largest number of possible services, with
enhanced quality of the television picture and full flexi-
bility;

m It offers the best prospects for future enhancements.

PARIS: Rush for Canal Plus. Despite an initial
sluggish beginning, it looks like Canal Plus, France’s an-
swer to HBO, is attracting sufficient number of sub-
scribers to keep its target figures on schedule. Its target
was 200,000 subscribers by the end of November and
285,000 by the end of December.

Thanks to a successful last-minute sale, just four days
after its debut on November 4, Canal Plus had signed up
190,248 customers, jamming the switchboard at Canal
Plus headquarters with 3,000 calls an hour, leaving de-
coders out of stock.

Thus far, approximately 33 per cent of its subscribers
have been from the Paris area with 21 per cent coming
from Provence/Cote d’Azur, and 13 per cent each from
Nord-Picardie and Rhone-Alpes.

The bulk of the new channel’s income at the start
comes from the monthly subscription rate of approxi-
mately $11.60, but sponsorship will also make a sizable
contribution.

CANNES: Video clips awards. Despite the fi-
nancial difficulties of the first International Music Video
Festival of Saint-Tropez late last year, Midem 85 is still
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planning to exploit this new entertainment medium. The
19th Midem, which will be held from January 28 to Feb-
ruary 1 in the new Palais des Festivals, has scheduled as
its “star event” the awarding of 10 Midem Videoclip
trophies which will be presented on January 30 to win-
ners selected by a jury made up equally of music trade
professionals and young people.

The music video market has attracted, say Midem of-
ficials, numerous European representatives. Among
those planning to attend include West Germany’s Film
House, Ari Video and Trilion; the UK’s Limelight;
Dream Factory from Belgium; and, France’s Magnum
and France Lord. Making an appearance this year are
some of Europe’s cable and satellite networks that spe-
cialize on music videos. The list includes MTV, Music
Box, Video Music and Sky Channel.

Aside from actual screening and dealing, observers be-
lieve that much of the time will be spent discussing copy-
right issues. Already, the International Federation of
Phonogram and Videogram Producers, (IFPI), based in
London, has gone on record stating that all music videos
should be sold and not be given away.

SINGAPORE: MPAA makes move. Armed
with a sizable operating budget, the MPAA/MPEAA’s
worldwide anti-piracy unit has fired the first shot in its
declaration of war against the region’s video/signal pir-
ates, by establishing a permanent fulltime legal office in
Singapore. Scheduled to be operative in the next few
months, the legal representative, who will monitor such
areas as Indonesia, Japan, Thailand, Taiwan, Malaysia,
the Philippines, will be augmenting the presently estab-
lished investigatory office.

William Nix, chief of the anti-piracy unit, believes
that the key to success lies on two fronts. “It is very im-
portant to establish a local self-awareness among the
legitimate business interests. Secondly, there must be a
harmonization of copyright laws, especially among the
ASEAN (Association of Southeast Asian Nations).”

NEW YORK: Offers by charities. Several inter-
national charity relief organizations have approached
Visnews and its international marketing arm, Viscom In-
ternational, offering the news service logistical and fi-
nancial support to cover activities conducted by these
charities in the developing world, says Viscom Interna-
tional vice president, Tom Freebairn. He points out re-
garding the wide use of Visnews’ material on Ethiopia,
“It was World Vision (a relief organization) which had
secured for Visnews and the BBC the needed logistical
support and governmental clearance.”

Freebairn defended the policy of receiving logistical
aid as part of the cost of doing a story. “There is no jour-
nalistic compromising taking place. All they are doing is
providing the initial groundwork for our news teams to
come. It is up to us to develop any news story that may
appear.”

He added that other agencies are interested in produc-
ing fund-raising documentaries about their work over-
seas and would like to utilize the services of Visnews in
some aspect.



IF YOUR
3 GREATEST WISHES
FOR SITCOMS ARE:

W major stars
Y over 90 half-hour episodes
7w no out-of-pocket cost...



Tele-scope

November Cassandra shows The Cassandra figures out of Nielsen for the November sweep show little
‘Wheel of Fortune’ on top, chan'ge in thc‘lop synfiicz}tcd s'cric~s compared with November, 83 but display
. ] ) consistent, if small, dips in ratings and shares among the leaders. The excep-
dislodging ‘Family Feud’ tion is, not surprisingly, Wheel of Fortune, which moved into first place with

case. The King World game show, averaged a strong 16.4 rating in the latest
fall sweep, compared with a 12.1 during the previous fall, when it ranked sec-
ond to Family Feud.

The latter, a Goodson-Todman-produced, Viacom-distributed game show,
not only lost its first place standing, but dropped almost as many rating points
as Wheel of Fortune gained. It was the only show among the top 10 syndicat-

(continued on page 146)

Top 40 syndicated shows

Ranked by weighted DMA ratings

MKT RTG SHR RANK  COVG_

Wheel of Fortune 179 16.4 29 1 98.1
SW Conference Football 19 10.7 35 2 7.4
Women of Russia 9 10.4 16 3 12.6
M*A*S*H 164 10.0 22 4 86.8
Three's Company 167 9.6 21 o) 95.2
Entertainment Tonight 141 8.7 17 6 90.4
Family Feud PM 111 8.4 16 7 72.3
PM Magazine 67 8.2 15 8 69.1
Hee Haw 169 7.9 18 9 83.5
Peoples Court 169 7.8 20 10 95.9
Jeffersons 125 7.7 18 11 81.9
Diff'rent Strokes 85 7.6 17 12 58.3
Fight Back 26 7.6 16 12 36.1
Mickey Donald Goofy 14 7.3 18 14 10.5
ACC Football 17 7.2 27 15 10.4
Jeopardy 116 7.2 21 15 79.9
Benson 42 7.0 15 17 37.4
Dance Fever 93 6.6 15 18 75.2
Name That Tune 96 6.5 14 19 74.9
Archie Bunkers Place 11 6.4 13 20 16.0
Solid Gold (original) 182 6.2 14 21 94.2
Taxi 77 6.0 14 22 67.4
Too Close For Comfort 91 6.0 13 22 76.4
Agronsky and Company 6 5.9 17 24 6.6
Barney Miller 101 59 16 24 68.6
Phil Donahue Show 171 5.9 28 24 96.9
Dukes of Hazzard 123 5.9 15 24 72.2
Fame 128 5.9 13 24 87.0
WKRP in Cincinnati 113 5.9 14 24 75.7
Little House on the Prairie 103 5.4 15 30 61.7
Smurf and the Magic Flute 38 5.4 12 30 26.6
Star Search (orig.) 159 5.4 13 30 90.9
Big 10 Football 16 5.3 17 33 12.7
Hart to Hart 28 5.3 12 33 30.2
Little Rascals 5| 5.3 10 33 12.0
What's Happening 27 5.3 13 33 247
Love Boat 71 5.2 15 37 60.1
One Day at a Time 60 5.2 12 37 45.9
Alice 83 5.1 14 39 48.5
Happy Days 103 5.1 15 39 61.6

Source: NSI(Cassandra) November, 1984. Syndicated programs in five or more markets.
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Consider them granted!...

- ... When you join the
5 S () DFS Program Exchange.

4

“The Partridge Family”
(96 half hours)

Here’s what you'll get: Three exciting pro-
grams, each with over 90 half-hour color
episodes, major TV stars, proven track
records, advertiser support and daypart
flexibility.

“Bewitched”
(172 half hours)

The DFS Program Exchange is offering these
popular TV stars featured in three family favor-
ites...enchanting Elizabeth Montgomery in
Bewitched, and I Dream of Jeannie with the
magical and funny Larry Hagman and Barbara
Eden. But that’s not all. You also get evervone’s
favorite singing siblings, The Partridsc Family.
starring Shirley Jones and David Cassidy.
So don’t just wish for great TV programming

...join the DFS Program Exchange and make
those wishes come true.

“] Dream of Jeannie”
(109 half hours)

For dctails contact DFS Program Exchange
403 Lexington Ave., New York, N.Y. 10174 (212) 661-0800

or sce us at N.AT.P.E., Moscone Center, 625 O'Farrell St.

PROGRAM
EXCHANGE

© Columbia Pictures Industries, Inc., 1984



Nielsen listing included 20
more programs than in ’83

‘Dallas’ shows strength in
daytime, early fringe

‘M*A*S*H’ still strong,
finishing 2nd among series

Tele-scope

{continued)

ed series that exhibited such a sharp drop, going from 12.3 in November, ’83,
to 8.4 this past November. (All ratings are weighted.)

A new element this season is the appearance of college football in the top-
ranked syndicated shows. Three conferences made the top 40 Cassandra pro-
grams, although the market lists were limited. The trio were: Southwest Con-
ference, whose games ranked second with a 10.7/35 in 19 markets; Atlantic
Coast Conference, tied for 15th place witha 7.2/27 in 17 markets and the Big
10, tied for 33rd with a 5.3/17 in 16 markets. The appearance of college foot-
ball in the lists is due, of course, to the Supreme Court’s NCAA decision.

There were 439 programs listed in the November Cassandras, compared with
419 the previous November. Four programs copped double digit ratings vs.
three in ’83. Exactly 40 shows got a rating of 5.0 or more compared with 43
the year before, 63 got a rating of 4.0 or more, vs. 71, and 127 got a rating of
3.0 or more, compared with 134 in November, ’83.

Slight slippage affected such leading shows as M*A*S*H, ranked fourth
and down from 11.2 to 10.0; Three’s Company, ranked fifth and down from
10.3 to 9.6; Entertainment Tonight, ranked sixth (but it was 10th in *83) and
down from 8.8 to 8.7, PM Magazine, ranked eighth (it was fifth in ’83) and
down from 9.8 to 8.2; Hee Haw, ranked ninth and down from 9.0 to 7.9; Peo-
ple’s Court, ranked 10th and down from 9.1 to 7.8; The Jeffersons, ranked
11th and down from 8.3 to 7.7, and Dance Fever, ranked 18th, down from 7.3
t0 6.6. Fight Back, the David Horowitz series, tied for 12th place, rose a little,
going from 6.2 to 7.6.

A half dozen new shows made the top 20 Cassandra list, led by Diff rent
Strokes, tied for 12th, with a 7.6 rating. Others included Mickey, Donald,
Goofy, 14th place, 7.3; Jeopardy!, tied for 15th, 7.2; Benson, 17th place, 7.0;
The All-New 3100,000 Name That Tune, 19th, 6.5, and Archie Bunker's
Place, 20th, 6.4.

Two highly-touted syndicated ventures, one off-network and the other a first-
run soaper, turned in less than blockbuster performances. Dallas, gota 4.7/11
in 72 markets; Rituals, described as a $14 million production in its first year,
pulled down a 2.1/6 in 90 markets. About two-thirds of the Dallas stations
are running the strip in early fringe (28 markets) or access (19 markets).

However, Dallas showed strength in the traditional soap opera daypart—
i.e., daytime. Here it ranked second among syndicated shows with a 5/21 in
11 markets. It was topped only by the Phil Donahue Show, which averaged a
6/28 in 166 daytime placements out of 171 markets. Nevertheless, Dallas’
best performance was in early fringe, where it achieved a 7/24, ranking 12th
in that daypart.

Wheel of Fortune was the leading syndicated show in early fringe, getting
an 11/25 in 22 markets. The game show is designed for prime access, of
course, and it ran in that daypart in 161 markets out of 179 during November.
Its access audience reached a 17/29, putting it, it need hardly be added, in
first place.

King World’s other successful game show, Jeopardy!, was second in prime
access with a 14/25, followed by nine other shows with double-digit ratings:
Hee Haw, Tic Tac Dough, PM Magazine, Wild Kingdom, M*A*S*H,
Three's Company, Entertainment Tonight, Family Feud PM and Lifestyles
of the Rich and Famous.

Though it showed some slippage, M* A*S*H, it should be noted, remains the
second-ranked regular series among syndicated shows. While it gets its best
daypart rating in prime access,—an 11—it is run in that period in only one-
third of its placements (32.2 per cent) and it gets its best shares in late night
periods—8/24 in Monday-Friday late night and 8/29 in weekend late night.
The combination of the late night placements add up to 27.9 per cent of all
M*A*S*H placements. The remaining placements are: weekday early fringe,
26.7 per cent; weekend early fringe, 5.9 per cent; primetime, 3.8 per cent;
weekend daytime, 2.9 per cent, and weekday daytime, 0.4 per cent.
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Barter to be hot subject at
NATPE affiliate meetings

Difference of opinion
surfaces between chairmen

Barter said to be ‘very
expensive’ for stations

Tele-scope

fcontinued)

PM Magazine, which Group W Productions is trying hard to bolster, has
gone down from 87 to 67 markets in the November-to-November span,
though its audience decline did not appear to be particularly marked. It re-
mains concentrated in prime access periods, airing there in 49 markets. The
show averages a 12/20 in that daypart. It ranks sixth among all women, but
12th among women 18-49.

Entertainment Tonight, whose miniscule audience decline from November,
*83, was accompanied by an increase in ranking among syndicated shows, was
up to 141 markets in November from 132 the year before. It is placed in ac-
cess in 85 markets, in weekday late night periods in 32 markets and in early
fringe in 29 markets. E.T. is one of five syndicated shows with an 11 rating in
the access time period.

The networks and their affiliates will again be holding annual meetings at
NATPE International and one of the hot subjects that’s bound to surface is
barter syndication and its effects on the webs and their stations. The three net-
works, concerned about barter more than ever, because of its growth, will
probably make major presentations emphasizing that each time the network is
preempted for syndication the affiliate and the network are both hurt.

Both CBS and ABC have prepared studies on how advertisers are using the
syndication medium, a Dancer Fitzgerald Sample television report notes, and
“the message apparently is that programs of the two other networks are al-
lowed to compete against syndication programs that frequently are less elabo-
rate or interesting than the network programs they replace.”” ABC’s report is
apparently an effort to familiarize network salespeople and affiliates with the
threat of network revenue loss to syndication, while an earlier CBS report was
designed for clients to show the differences in rating levels, coverage and com-
mercialization of network versus syndicated programs, according to DFS.

As to some indication of affiliates’ reactions to barter, there appears to be a
small difference of opinion. Joseph Carriere, executive vice president and gen-
eral manager at KBIM-TV Roswell, N.M., and chairman of the CBS affiliates
board, is adamantly against barter syndication, while C. E. **Pep’” Cooney,
president and general manager of KPNX-TV, Phoenix, and a vice chairman of
the NBC affiliates board, sees barter syndication in negative terms as well,
but, in addition, as a situation that an affiliate must live with. Carriere, who
says his station carries only one barter program, Donahue, is against ad-sup-
ported programming because he believes the primetime ad-supported shows
don’t have the quality of syndicated cash programs, “which will be heavy hit-
ters for us.” He continues, “I can’t think of a high-rated barter syndicated
show in any daypart.

“I can see stations use using Dukes of Hazzard and Love Boat, and other
cash syndicated shows, but I can’t think of any one barter show doing big
numbers,” Carriere says. Wheel of Fortune is a hit, he adds, “but it’s being
sold on a cash-plus-basis, so it’s not strictly barter. I don’t argue it’s a high-
ranked show, and I would like to have it, but not the way it’s being sold. |
could take it now because we are a one-station market, but I draw the line on
cash-barter.”

Cooney says that barter is very expensive for a station. “The split in the barter
arrangement generally is not realistic. The national minutes taken by the syn-
dicator is generally two-and-a-half minutes per half hour, thus eliminating our
inventory, and barter restricts us on increasing our own business. Economical-
ly, when you put a pencil on what the cost of the spot will be, multiplied by
five barter 30s, it’s a lot more than what you would normally pay in a cash of-
fering. Barter syndication eliminates a lot of opportunities to speak with ad-
vertisers to get their ad dollars, because the money is tied up in the barter
product. Also, barter cuts out other stations in the market from approaching
national advertisers for the same reason over at least a year.”

Cooney continues that he has a minimal number of ad-supported shows
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BEAT 12 OUT OF 4
SITCOMS IN
SYNDICATION SINCE '77.
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It takes a strong comedy like The Mary Tyler Moore Show
to develop a successful programming schadule.
The Mary Tyler Moore Show's first year performance in
syndication beat the first year syndicated performance

of 12 sitcoms released since 1977. Impressive off-
network hits like Three's Company, WKRP in Cin-
cinnati, Barney Miller and The Jeffersons. And
that was in the most highly-competitive dayparts—
early fringe, prime access and prime time.
But even more important, comedy is one of the
basic elements of any successful program-
ming schedule.
So reunite Mary with her audience. When
it comes to ratings, you'll discover just how
serious she can be. Source: Nielsen Nov ‘77-Nov ‘83: First seasen of
symdication: The Mary Tyler Moore Show; The Odd Coupie;
188 episodes available S ALl gt Famiy o esod Tirton Ha oAt
M>A"S™H; Barney Miiler: Wescoma Back, Katter, The

Jeftersons; Laverne & Shivley, Thrge's Company | WKEP in
Cincinnati.




‘Rituals’ given ‘go’ for
completion of season

Chances of 1985 AMIP
appear to be ‘very slim’

Possibility exists of 1986
show, after year’s layoff

Tele-scope

fcontinued)

such as Puttin’ on the Hits, and cash-plus-barter shows, including The Love
Connection. Cooney adds that there is so much barter being offered, it’s hard
to ignore barter shows. “So generally, we are living with it but don’t like it.”
The newest ad-supported programming are feature packages, he points out.
“But if I want to preempt the network for one of the movies, I certainly don’t
want to give half of my inventory away.” However, Cooney sees barter as ad-
vantageous for small stations which don’t have a solid cash flow, especially in
daytime dayparts when the inventory is not sold out. *“I’'m sure a lot of small-
market stations feel comfortable in doing business that way.”

Metromedia Inc. and Telepictures Corp. have given a “go” for Rituals to com-
plete its first year, after the first-run serialized dramatic strip completed Me-
tromedia’s initial order of 29 weeks of programs. The decision to give Rituals
an early pick-up for the remaining 23 weeks of episodes comes on the hecls of
the strip not performing well. Rituals got a 2.1 rating and a 6 share in the 90
markets airing the series in November, and covering 72.2 per cent of the TV
households, according to the Nielsen November Cassandra report of syndicat-
ed programs.

As a means of giving Rituals a lift, Telepictures is planning a major nation-
al viewer participation contest as part of the promotion efforts in the February
rating period. The contest will offer viewers prizes in excess of $200,000 with
a grand prize of $100,000. Hundreds of prizes will be awarded. The contest is
storyline-driven and requires viewers to try to figure out which character will
be murdered, the name of the murderer and the motive of the crime, at the
end of February. Clues to the solution of the contest will be given on the show,
starting January 15 and continue throughout February.

After announcing, during the 1984 American Market for International Pro-
grams, that the 1985 edition would be a ““go,” the producers of the convention
appear to have had a change of heart, and are now saying that the chances for
a 1985 AMIP are “very slim.” Harvey Seslowsky, president of the National
Video Clearinghouse, and a co-producer of AMIP, in a phone interview, says
that while a definitive decision has not yet been made on whether a 1985
AMIP will be held, it’s highly unlikely that the event will occur this year.

According to industry scuttlebut, not confirmed by Seslowsky, tentative
plans call for a seminar or group of seminars to be held this year as an educa-
tional and informational forum, for both foreign suppliers and U.S. buyers,
when the International Emmy Awards gala is being held. Last year, AMIP
and the awards ceremony were in direct conflict. The 1984 AMI1P was held
November 17-20 in Miami, while the International Emmy awards gala was
held on November 19 in New York. Observers feel that an AMIP seminar, to
take place in tandem with the presentation, would be highly successful, in that
many of the major international producers will be on hand for the 1985 pre-
sentation anyway.

If a seminar is held by AMIP, it’s also understood that the marketplace’s orga-
nizers will give a go-ahead to a convention in 1986, after the year’s layoff, to
be held possibly again in Miami. In any case, the 1986 marketplace is most
likely to undergo a number of changes from the 1984 version. It’s no secret
that the vast majority of both buyers and sellers were disappointed with the
1984 results. Some of the complaints centered on a lack of communication be-
tween both factions, including language barriers and the general lack of mar-
keting knowhow on the part of the foreign suppliers from non-English speak-
ing countries. The seminar, if it happens, should be of enormous help in this
regard.

Other widespread complaints involved the heavy costs incurred by exhibi-
tors. This problem may be alleviated, however, in that probable changes to be
made for the 1986 marketplace—if there is one—will be the scrapping of the
exhibition floor format, to be replaced by hospitality suites with screening
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Agency anxiety high
as union talks begin

Local, national fashion
spot distinction at issue

Nielsen simplifies weights
in local audience estimates

Tele-scope

(continued)

space. The exhibitors, in this case, will not have to pay double-duty for exhibit
space and suites, as they did at the 1984 AMIP.

Despite public pronouncements of slight to no possibility of a performers’
strike, agency production executives approach the contract deadline (Febru-
ary 7) with a great deal of increasing trepidation. “This is an anxious time,”
one production head of a top 10 advertising agency admitted. Officially, of
course, agency production heads, business representatives of the leading com-
mercial production houses, and others in allied businesses express confidence
that discussions will be pro-forma, and that no sticky issues will be raised. The
prevailing thinking is, according to industry observers, that business is too
good (TV/RADIO AGE, December 24), and neither labor nor management
wants to rock the boat.

Rocking the boat could mean the surfacing of several controversial issues
that both sides unofficially hope will not become the subject of intensive bar-
gaining for this contract period. Among them: residuals for videocassette re-
corder performances; tighter guidelines for residuals on cable performances;
and additional payments for doing a scene several times and letting the direc-
tor take his or her pick. Performers want to be paid for each run through. The
players on labor’s side of the fence are the Screen Actors Guild, the Screen
Extras Guild and The American Federation of Television and Radio Artists.
Agency associations involved are the American Association of Advertising
Agencies and the Association of National Advertisers. A vitally interested
group lending counsel, moral support and what-have-you, on the sidelines, is
the Association of Independent Commercial Producers.

Another issue that could surface is definition of distinction between quickie
fashion spots done for local production and the national fashion commercials.
Union wants to maintain identical rates for both local and national spots. Ad-
vertisers contend the rates are too high for the local spots and want a demar-
cation. Prominent industry observers belicve longrange cffect of giving the ad-
vertiser a step-down on local spots would benefit the industry at large, paving
the way for production of more local spots. Union reportedly wants to retain
the bird in the hand. Multinational or global advertising raises the issue of a
royalty payback from each country as spots play around the globe. This re-
quires some sophisticated logistics, but unions have not shied away from tack-
ling such refinements in recent bargaining sessions.

Meanwhile spot production grinds away at a brisk clip, with the agencies
anxious to “bank’ as much product as they can, against what is still consid-
ered as a “remote’’ strike possibility.

The trade-offs between weighting a sample to offset imbalances vs. the distor-
tions introduced by weighting have long bedeviled the rating services. In local
TV ratings both Arbitron and Nielsen indulge in considerable sample balanc-
ing, and last month the latter told Nielsen Station Index subscribers in a bul-
letin that it was simplifying its weighting procedures in all diary markets to re-
duce the “*bounce” in weekly houschold ratings while increasing the *“effec-
tive’” sample size. The new procedures were instituted in November.

The major change is the elimination of demographic controls for calculat-
ing household weights so that “demographic composition (of the sample) will
no longer influence household weights.” However, demographic controls are
retained in the calculations of persons estimates. One type of household
weighting control has been added—that related to the presence of children
and/or teenagers. A Nielsen analysis showed that this characteristic was the
most highly correlated with household tuning.

Other than in preview markets, all controls, with the exception of geogra-
phy for TV houscholds, are being applied at the four-week DMA level, rather
than weekly. In preview markets, therc are weekly controls for race, language,
cable and the presence of non-adults.
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ATOP
PERFORMER
IN ALL DAYPARTS.

It's no secret that the performance of your line-up depends
on the performance of your comedies. And the one com-
edy that keeps on performing is clearly All in the Family.
The timeless, innovative humor of All in the Family
has made it one of the most popular shows in televi-
sion history. In syndication, All in the Family has
ranked first or second for six consecutive seasons in
New York in prime access, as well as in Boston in
early fringe. And All in the Family remains
Dallas’ #1 late night performer after
eleven consecutive sweeps.
So let All in the Family
perform for your station.
It's guaranteed to give you
ratings performance you'll
feel right at home with.

Source:
Nielsen Nov ‘79-Oct ‘84

207 episodes available Arbitron Memphis Oct ‘84




Jan. 10-14
Jan. 22-26

Jan. 26-29

Feb.11-16
Mar. 14-17

Apr. 14-17

Apr. 20-25
May 5-8

May 12-15
May 12-15
May 19-22

June 2-5

June 6-9

Aug. 4-7

Sept. 11-14

Sept. 11-14
Sept. 30-Oct. 4
October
October

Oct. 21-25
Nov. 11-13
Nov. 22-26

Dec. 5-7

MAJOR BROADCAST MEETINGS,
SEMINARS AND CONVENTIONS 1985*

NATPE International, Moscone Center, San Francisco
January 7, 1985 Issue
Pacific International Media Market, Melbourne
January 21, 1985 Issue
Radio Advertising Bureau’'s Managing Sales Conference, Amfac
Hotel, Dallas
January 21, 1985 Issue
international TV, Film and Video Programme Market: Monte Carlo
Television Age International February Issue
NATPE international Production Conference, New Orieans Hilton
March 4, 1985 Issue
National Association of Broadcasters, Convention Center, Las
Vegas
April 15, 1985 Issue
MIP TV International, Cannes
Television Age International April Issue
ABC-TV Affiliates Meeting, New York Hilton
April 29, 1985 Issue
NBC-TV Affiliates Meeting, Century-Plaza, Los Angeles
May 13, 1985 Issue
Broadcast Financial Management Conference, Chicago
May 13, 1985 Issue
CBS-TV Affiliates Meeting, Fairmont Hotel, San Francisco
May 13, 1985 Issue
National Cable Television Association, Las Vegas Convention
Center
May 27, 1985 Issue
Broadcaster Promotion & Marketing Executives Association, Hyatt
Regency, Chicago
May 27, 1985 Issue
CTAM Annual Convention, Fairmont Hotel, San Francisco
August 5, 1985 Issue
National Radio Broadcasters Association and National Association
of Broadcasters Radio & Programming Conference, Dallas
Convention Center
September 2, 1985 Issue
Radio Television News Directors Association, Nashville Opryland
Septemer 2, 1985 Issue
The London Market, Gloucester Hotel, London
Television Age International October Issue
Music Video Festival of Saint Tropeze
Television Age International October Issue
MIFED, Milan
Television Age International October Issue
VIDCOM, Cannes
Television Age International October Issue
Television Bureau of Advertising, Hyatt Regency, Dallas
November 11, 1985 Issue
New York World TV Festival, New York
November 215, 1985 Issue
Western Cable Show, Anaheim, Calif.
November 25, 1985 Issue

* Television/Radio Age will have coverage and bonus distribution at these meetings.
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MORE MEN
18-34 THAN
NETWORK SITCOMS.

It's outrageous. It's irreverent. It's the funniest
first-run syndicated strip on television today.
And it's one of the best ways to strengthen
your overall programming line-up any day of
the week.

Bizarre's impressive national performance
proves this is one comedy that isn’t kidding
around. In fact, its demographic composition
reaches more men 18--34 than network sit-
coms. And to advertisers, that's no joke.

So this year, go with the one com-
edy that’s truly Bizarre. And you'll
see spectacular
results that, all
kidding aside,
are truly out-of-
this-world.

Source: NTI SON Reports
9/24-10/14/34

125 episodes available




Effects of changes in
weighting are illustrated

New scheme retains some
controls; geography is one

Non-phone households
a factor in weighting

Tele-scope

(continued)

In the bulletin to NSI subscribers, Niclsen compared the results of the new
weighting scheme with the former one in three markets—one in the top 25
DMAs, one in the 25th-to-50th and one in the 100th-to-125th. The number of
weighting controls —excluding geography—were reduced about 80 per cent,
specifically from 23 to four, from 25 to six and from 21 to four, respectively.
The respective increases in estimated effective household sample size were 704
to 778, 563 to 676 and 303 to 384.

The increase in the statistical variance (standard error) of estimates caused
by weighting went down from 12.9 to 3.7 per cent in the largest market ana-
lyzed, from 26.1 to 11.3 per cent in the medium-size market and from 24.2 to
3.8 per cent in the smallest market.

In deciding which weights to use, Nielsen researchers examined many
household characteristics to determine which had the most cffect on TV tun-
ing. As a result, a number of controls were retained. This included geographic
controls, since, according to the Niclsen bulletin, there will always be different
response rates and different station coverage patterns among counties. Said
the bulletin: “*All markets will be controlled at the county and/or county
group level on a weekly basis to ensure that the sample is representative of ge-
ography.”

The household controls retained were race, Spanish languge and cable. Con-
trols by race in black treatment markets are necessary, said Nielsen, because
of a lower diary response rate and the relatively high ratio of black households
that do not have a telephone, a critical aspect since diary (but not meter)
households are contacted by phone. The same argument and policy applies in
Spanish treatment markets.

Cable controls will be retained “because of the differences in cable penetra-
tion—i.e., viewing choices—between (the metro area and the remainder of the
DMA) in most markets.” However, county group and weekly controls for cable
will be dropped *‘as they only add to the variance among household weights.”

The eight-page Nielsen bulletin on the modified procedures went into some
detail on weighting, which, it defined as “an adjustment of the in-tab sample
so that the resulting sample is in balance with universe estimates for specified
household or persons characteristics.”

The bulletin cited three reasons for weighting diary samples—(1) undercov-
erage, (2) differences in response rates and (3) disproportionate sampling.
Undercoverage is a problem where non-phone houscholds represent a substan-
tial portion of the households measured. For the total U.S., the ratio is 6.6 per
cent and in half a dozen top markets the figure ranges from 3.6 per cent (San
Francisco) to 8.1 per cent (New York), according to Nielsen.

But ethnic ghettos are another matter, with a large number of non-phone
households which have no chance of being selected for the sample. In New
York, for example, Nielsen pointed out, 23.8 per cent of Spanish households
have no phone, compared to 5.2 per cent of non-Spanish.

As for differences in response rates, the ethnic factor crops up again, since
ethnic households “tend to cooperate at a lower rate than do non-ethnic house-
holds.” Nielsen cited a 42.9 per cent cooperation rate among blacks in ethnic
treatment markets measured last July, compared with a 51.3 per cent rate for
non-black households. There is also a small difference between cable and non-
cable households.

In the case of disproportionate sampling, Nielsen explained the problem as
follows: “Target sample sizes are allocated in such a way as to achieve the
lowest possible variance for the average of all audience estimates. Most fre-
quently, a disproportionately larger sample is allocated to the metro area of a
market than would be allocated based on total television households in the
market.

In minimizing the variance in viewing among households the effective sam-
ple size is also increased. Disproportionate sampling can also occur when one
county is part of the NSI areas of two or more markets which are sampled at
different rates.”
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WORLD TELEVISION PREMIERES!
MINI-SERIES FROM ORION.

THE SECRET OF THE
BLACK DRAGON

The action-filled epic of adventurer Kilian von
Roggenburg’s perilous journey in search of a
trade route to Asia,and his discovery of a
mysterious river of gold, The Black Dragon.
Starring: Julian Glover, Tommi Ohrner,

Ritza Brown. (A Five-Hour Mini Series)

LOUISIANA

An unforgettable romantic adventure
spanning the American Civil War and
the French Revolution.

Starring: Margot Kidder, lan Charleson,
Lloyd Bochner. (A Six-Hour Mini Series)

THE BLOOD OF OTHERS

The saga of a consuming love affair and the
heroism it inspired, set against the dangerous
war torn years in Nazi-occupied France.
Starring: Jody Foster, Michael Ontkean,

Sam Neill. (A Four-Hour Mini Series)

ey
» " He Ny |
TELEVISION SYNDICATION
SEE US AT NATPE 590 POWELL STREET, MOSCONE CENTER



Former weighting scheme
explained in the bulletin

Weighting can have great
effect, says rating service

Commercials cost still
a bugaboo as 1985 begins

Tele-scope

fcontinued)

The bulletin explained that the former weighting procedure used controls in
three different categories: (1) geographic, (2) demographic and (3) houschold.
The geographic controls are important, it was noted, because different arcas
within a market may be sampled at disproportionate rates and becausc coop-
cration among households usually varies between urban and rural counties.
Seventeen different age/sex breaks were weighted in the demographic cate-
gory. These weights were used in calculating the final houschold weights as
well as for persons-using-television (PUT) and persons ratings. As noted previ-
ously, the houschold controls retained were race, Spanish language and cable.
In explaining its reasons for changing weighting procedures, Nielsen point-
ed out that the many controls it used resulted in large differences in the
weights among houscholds in the same area. This contributed to “unnatural
bounce” in the weekly ratings. The sacrifice in stability in order to balance the
sample occurred, the bulletin said, because each weekly sample could be divid-
ed into 21 or more subsamples (17 demographic plus race, language, cable
and geography). *“Each of these subsamples had a far larger standard crror
factor than would the original samplc as a whole and contributed to more vari-

ation in the weekly houschold ratings,™ noted the Nielsen bulletin.
-~

It is true, the bulletin conceded, that week-to-week variations in ratings can be
caused by other factors, such as programming changes and weather. Never-
theless, it was said, when weighting is imposed on a great number of charac-
teristics, ““especially on those where the sample differs from the universe esti-
mate,” it can result in extremely large or very small weights, “*giving them a
great deal of influence or virtually no influence on the final audience esti-
mates.” The effect is an unnatural variation in viewing patterns, said the rat-
ing service.

Nielsen rescarchers re-examined the “entire weighting scheme™ with the
aim of reducing the number of weights used on computing household ratings
“Such a reduction would result in less variation between weights. This in turn
would increase the stability of the estimates by reducing week-to-wecek
‘bounce’ in ratings. It was determined that demographic controls could be
eliminated in the calculation of houschold weights as redundant becausc they
are also used, separatcly, in the calculations of persons audience estimates.”
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