NATPE '87 FACES ‘WHEEL’ VS. CANADA
CHANGED MARKETPLACE SITCOMS  BOOMS

Sitcoms, premiere movie packages, Agency exec Co-productions,
off-cable product abound; home analyzes access exports grow
shopping shows proliferate/163 for '87-88/176 north of border/C1
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THE BEAT
OF SUCCESS

1
!

The beat goes on and on as the folksy world of
the 60's bumps into the glittery punk world of
the 80ss.

Diana Canova tries to pull these different
worlds together. The results will have you throb-
bing with laughter.

The number one new first run syndicated
comedy hit with lots of laughs, heart, and style.

24 FIRST RUN HALF-HOURS

VISIT US AT THE WESTIN CANAL PLACE HOTEL,28th FLOOR

ADVERTISER SUPPORTED PROGRAMMING

7 WORLDVISION
>/ ENTERPRISES INC.

The World’s Leading Distributor
for Independent Television Producers

New York, Los Angeles, Chicago, Attanta, London, Paris, Tokyo,
Sydney, Toronto, Rio de Janeiro, Muruch, Rome

. o .

www americanradiohistorv com
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\-BARBERA's array of glamorous and romanhl:
ice champions, come these worldwide
rs in their most challenging roles:

GOOD, THE BAD, AND HUCKLEBERRY HOUND
1 1 5€008Y-DOO AND THE BOO BROTHERS

L "Top CAT AND THE BEVERLY HiLLS CATS

" GHOUL SCHOOL STARRING $C00BY-DO0O & SCRAPPY-D0O
0 YOGl BEAR AND THE MAGICAL FLIGHT OF THE SPRUCE GOOSE
! ' THE JETSONS MEET THE FLINTSTONES

Y0G! BEAR AND THE THREE BEARS
SC00BY-DOO AND THE RELUCTANT WEREWOLF
Jupy JETSON AND THE ROCK PIRATES

AROUND THE WORLD WITH THE WACKY RACERS

r -iese HANNA-BARBERA stars have accumulated ¥
ore screen time than any performers ‘

history. B i

ugh with them, cry with them,
ve with them—
ANNA-BARBERA’S SuPERSTARS 10—

original two-hour animated movies.
OW IN PRODUCTION.

WORLDMISION
ENTERPRISES INC.

The World's Leading Distributor

for Independent Television Producers
' New York, Los Angeles, Chicago. Atlanta, London, Pans, Tokyo.

Sydney. Torento, Rio de Januir 0. Munich, Roma
A TAFT COMPANY

< 1986 Waridwuon Ererirnes Ine AS iighn Bewsc.ad € lom-;tuv-n Prumhuchom i an ko commoon charoren
Dot Albatand With Wirtl Vi

VISIT US AT THE WESTIN CANAL PLACE HOTEL, 28th FLOOR
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~  HEAVY FLEXIBILITY.

\ v The Love Boat's laughter is not only
b contagious, it's also flexible.
You can program hours or half-hours.
And because light-hearted comedy
is appealing for any time period,
this fun-filled ocean liner can be docked
virtually anywhere in your schedule.
More stars than any television series
in history.
The Love Boat Il. 115 episodes now
available in hours and half-hours.

. ” OH 4
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WORLDVISION
ENTERPRISES INC.
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Remember the stir caused by this boar
game’s introduction? If and when trivi:
buffs could get their hands on the gamc¢
they rushed to bring it home—even afte
Christmas.

The Trivial Pursuit® boardgame has
been the #1 selling game ever since.

Now, we're about to introduce the gan
to television for Fall 1987.

P Tavial Puesult and the Tiivial Pursut logo
are reqistered leasemarks of Horn ALDot, Lid

1987 WORLIVIBION ENTEHPRIBES, INC

www americanradiohistor
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Jnce again, you’ll have to wait until after
£ ristmas—the new game show will
available for screening

NAIPE. _ VISIT US AT

-ike the board THE WESTIN CANAL PLACE HOTEL,
' me, it’s worth 28th FLOOR
witing for.

The World's Leading Distributor
for independent Television Producers

Naw York Los Angeies Chicago. Auania London. Pans Tokyo,
Syanev. Toronlo, Ria e Janeiro. Munich. Rome

A Tatt Company

wnaanar amaricanradinahictarn, cooo
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OHIS
A CANT

WORLDVISION ENTERPRISES, INC.

! Your programming universe is about to be
expanded by the stellar performances of
today’s brightest stars.

Richard Burton Lee Van Cleef
Robert Mitchum Karen Black
Rod Steiger Edward Albert
Curt Jergens Judge Reinhold
Barry Newman Pat Hingle
WHENTHEBOUGH  VASECTOMY: George Peppard Bradford Dillman
BREAKS A DELICATE MATTER  George Hamilton  John Saxon
gﬁﬂ: g?:m MY B WIZARDS OF THE Dom Deluise Scoftt Baio
ED _ LOSTKINGDOM Suzanne Pleshette  Mickey Rooney
NASTY HABITS THE RIP OFF
DEADLINE PATRICK Bert Convy [Robert Preston
UNCOMMON VALOR HAPPY Glenda Jackson  Patty Duke Astin
BREAKTHROUGH SEPTEMBER GUN Melina Mercouri Sally Kellerman
RUNNING SCARED BAD GUYS Geraldine Page Lindsay Wagner
SENIOR TRIP MY SISTER’S KEEPER Sandy Dennis Ben Murphy
HELP WANTED: MALE FROM HELL Anne Jackson Paul Sorvino
THE DIRT BIKE KID TO VICTORY Eli Wallach Ted Danson
Rip Torn Ruth Buzzi
Dame Edith Evans Abe Vigoda

VISIT US AT THE WESTIN CANAL PLACE HOTEL, 28th FLOOR

And it's all from one source...

8% WORLDVISION

¥ ENTERPRISES INC.

S\ g

The 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 Tatt Company

www americanradiohistorv com
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8ourcs NTI FWSBON, Sept 1-Dec 14, 1986.

@ 1986 Hanna-Barbara Productions, Inc., © 1985 Hanna-Barbera Productions, Inc. and SEPP, S.A,,
@ 1987 Hanna-Barbora Productions, Inc. and Kenner Parker Toys Inc.
© 1386 WORLDVISION ENTEHPHISES, INC.
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HE FUNTASTIC
NORLD OF
NA-BARBERA.

E SUNDAY MORNING CHILDREN’S NETWORK
W CLEARED ON 105 STATIONS.

nday has never been the same thanks to The Funtastic
rld of Hanna-Barbera —the Sunday morning franchise for
1|Idren now on over 100 stations.
. It's 2 hours of fun-ta-see children’s programming star-
g all the excitement of Yogi's Treasure Hunt, The Snorks,
y Commanders and Jonny Quest.

*T US AT THE WESTIN CANAL PLACE HOTEL, 28th FLOOR

www americanradiohistorv com

ADVERTISER SUPPORTED PROGRAMMING

o

WORLDVISION
ENTERPRISES INC.

The Worid’s Leading Distributor
tor Independent Television Producers

New York, Los Angeies, Chicago. Atianta, London. Paris, Tokyo.
Sydney. Toronto. Rio de Janeiro, Munich,,Rome
A Tan Company
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ds of Ameﬁcas #1 famlly
LE HOUSE

Now sold in 1 markets.

Currently in it’s 6th hit season.on local stations.
The #1 off-network hour among women 18-49

# H
and #2 among teens and children. WESTIN CANAL PLACE HOTEL,

28th FLOOR

Additional runs now available. p
216'/2 Hours

;.

WORLDVISION
ENTERPRISES INC.

The World's Leading Distributor

for Independent Television Producers
New York, Los An, g scnmgq Adant, &L ngon, Paris, Tokyo,

Sydney. Tor RlooeJ nelro. Mu hRm

Tan Camoen

Source. NSI'Cassandra ranking of syndicated programs, May 1986

1886 WORLDVISION ENTERPRISES, INC.
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THE ONE MAN ARMY IS*1IN NEW YORK.
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ADVERTISER SUPPORTED PROGRAMMING

>~ WORLDVISION

ENTERPRISES INC

The World’s Leadlng Dlstnbutor for Independent Television Producers

New Yorx. Los Angeles Chacago Anarta on. Pars. Tokyo. Syoney Tosontn. Ao de Janews M Rome
A Tan Comparry

Al chern

sbonal N W Al Fights Rgger

r
© 1986 Ruty Spears Enterprisos, inc. and Carokco |
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ARNABY JONES

‘A BUDDY YOU CAN COUNT ON

Now completing six successful seasons on local stations,
‘Barnaby Jones is a strong alternative for both early and late fringe.

WEEKEND LATE FRINGE
NEW YORK WCBS-TV 6/23% S
° i WORLDVISION
WEEKEND EARLY FRINGE S ENTERPRISES INC.
i LOS ANGELES KCBS-TV 5/10% The World’s Leading Distributor
CHICAGO WBBM-TV 5/17% for lndependelcﬂ_ Television Producers
New York, Los Angeles, hicago, Atlanta, London, Paris. Tokyo,
Sydney. Toronto. Rio de Janeiro, Munich, Rome
SOLD IN 75 MARKETS v.sn”:::me
177 HOURS WESTIN CANAL PLACE HOTEL,
1 ADDITIONAL RUNS NOW AVAILABLE 28th FLOOR

Source: Feb. 1986 NSI

i
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A TREASURE CHEST
OF PROGRAMS. ..

...From Evergreen Programs...
thousands of hours of entertain-
ment to fit your Sign On thru Sign
0ff needs — and your budget.
...Movies, off-network 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.PD.
Buffalo Bill One Step Beyond
Dark Shadows Peoples Choice

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
Prime |, Prime II, Prime lll,
Prime IV

GAME SHOW/VARIETY SPECIALS
Take My Word For It

The Don Lane Show

Come Along

Wonders of the World

VISIT US AT THE And Many, Many more...
WESTIN CANAL PLACE HOTEL
28th FLOOR

CALL TODAY FOR AVAILABILITIES

EVER

A DIVISION OF WORLDVISION ENTERPRISES INC.
660 Madison Ave., New York, NY 10021 + (212) 832-3838
9465 Wilshire Bivd., Beverly Hills, CA 90212 « (213) 273-7667
625 N. Michigan Ave., Chicago, IL 60611 « (312) 642-2650

A Taft Company

www.americanradiohistorv.com

The Doris Day Show The Range Rider
Douglas Fairbanks Presents = The Rebel
The Mickey Rooney Show That Girl
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f ANOTHER

- WINNER!

Chasing a Rainbow:

Josephine Baker
A Csaky Limited Production

1986
INTERNATIONAL
EMMY WINNER
FROM CHANNEL 4
GREAT BRITAIN

| Further proofthat . ..
“Channel 4 has emerged
as perhaps the most
exciting and varied

TV channel anywhere.”
—The Washington Post

TV 4 International
Distributed Exclusively in
North America by

DEVILLIER . [)ONEGAN
JENTERPRISES

1608 New Hampshire Avenue, N.W.
Washington, DC 20009
Telephone 202-232-8200
Telex 248724 DDEI UR

22

Television/RadioAge

January 19, 1987 Volume XX XIV, No. 13

Sitcoms abound; setback seen in checkerboarding;
home shopping’s the new kid on the block

NATPE '87: program, marketing shift

Bartered premiere packages found most usable when
station’s can ask for doubLe the usual ad rates

Stations cautious in movie package buys 170

Cable ends adversarial relationship with broadcast
and takes on new role as program originator

S i s
NATPE PREVIEW
-9 ¢ 1
oS B0 i

163

Syndication has new two-way street 174
Cunningham & Walsh’s Howard N;ss looké at”87—88
‘Wheel’ vs. sitcoms is faceoff in access 176
Survey finds GMs spending $1.6 billion on shows
Syndication spending forecast for'87 178
Telefilm financial assistance fuels production;
TV industry looks for boom year in '87
g L-an: i - Exports, co-productions grow Cl1
| ‘
Syndicated shows with over 2 ratings 406
‘ ‘
' NATPE directory Al
|
 DEPARTMENTS

46 Publisher's Letter
54 Letters

| 154 Cable Report
t 63 Sidelights
|

158 Radio Report
160 Radio Business

241 Spot Report
245 Retail Report
247 Seller’s Opinion

132 International Barometer 251 Media
| Report 221 Viewpoints Professionals
136 Tele-Scope 236 Programming/ 405 Wall Street
| 152 TV Business Production Report

Barometer 237 Commercials 443 In the Picture
] 447 Inside the FCC
| 'I_'"Icvhlml/lhulln Age (ISSN g 1U1S0040277X) (USES g 637160) in publishod every other Monduy for $60 per yeur by the
Prelovinlon Kdltarlal Corp Pabiteatton OFfics, 1270 Avenue of the Ameriens, Now York, NY 10020, Seconud cluss postage
padel nt, New York, NY and actdittonnt matling offlees. POSTMAS PEI: Send nddross chnnges to Television/Radio Age,

| 1270 Avonss of the Aerlen, Now York, NY 10020,

Television/Radio Age, January 19, 1987

www americanradiohistorv com
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The weekly television half-hour that celebrates excellence.

The best people. The best products The best in food,
fashion—and fantasy!

Each week, Hollywood's hottest stars surprise us with
their own personal “bests.” We'll hear the top comedians tell
their best jokes. We'll see the screen’s most glamorous lead-
ing ladies reveal their best roles, best friends and best secrets.
We'll stroll down America’s best shopping streets for the best
buys that everyone can afford.

It's a unigue blend of experts, celebrities and everyday
people in the one new weekend fringe/access programming
vehicle guaranteed to bring out the best in your station.

You deserve the best. Get “Best of the Best.” For station
clearances call Mike Weiser (212) 603-5954. For advertiser
sales call Howard Levy (212) 603-5950.

It's the best move you'll ever make.
Available fall 1987 on an advertiser-supported basis.

See us at NATPE Exhibit 657.

B BLAIR ENTERTAINMENT

-|. 1290 Avenue of the Americas - New York, NY 10104  (212) 603-5990

© 1987 Blair Entertainment, Al rights lese_rvéq
ww americanradiohistorvy com
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lntroducing “Strictly Confiden-
tial.” The provocative new show
that probes the bitter conflicts
unraveling the fiber of modern
marriage.

Conflicting careers. Domi-
neering in-laws. Confrontations
over money. The pressures of parenting.

“Strictly Confidential” is about the real

problems real people face. From the stresses

and strains of everyday life to the controver-

sial, sometimes shocking issues rarely discussed.

Only “Strictly Confidential” dramatizes actual case
files of renowned psychotherapist Dr. Susan Forward,
bestselling author and host of her own ABC Talkradio
program. With her sensitive and supportive advice, each
personal crisis is discussed, worked through and re-
solved in a unique and compelling half-hour drama.

But even more importantly, these valuable insights
allow viewers to apply the benefits of professional
counseling to their own lives.

Produced by Peter Locke and Donald Kushner, the
dynamic team behind the extraordinary success of
“Divorce Court,” “Strictly Confidential” goes beyond the
courtroom to deliver the same kind of phenomenal
audience appeal.

Call your Blair Entertainment representative today.
The power of “Strictly Confidential” won't be a secret
for long.

Created and produced by Kushner-Locke Company
n

association with Blair Entertainment.

— —— = e

/’ See us at NATPE Exhibit 657.

BLAIR ENTERTAINMENT

1290 Avenue of the Americas e New York, NY 10104 ¢ (212)603-5990
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Now you can join “Fan Club™—
the hip, new weekly half-hour elec-
tronic fan club that lets teenagers
and young adults come so close to
todays hottest stars, you can almost
feel them sizzle!

Hosted by Olympic heart-
throb Mitch Gaylord, “Fan Club”
brings an exciting blend of inter-
views and entertainment with
today’s most popular TV, recording
and movie stars.

Its fast. It's cool. With regular
features like home video letters
from celebrities to their fans.

Sweepstakes that let viewers win
the chance to meet their favorite
performers. Stars phone calls to
their fans.

“Fan Club.” The sure week-
end fringe/access hit designed to
command that tough-to-reach
young adult audience. Available
fall ‘87 on an advertiser-sup-
ported basis.

For station clearances call
Mike Weiser (212) 603-5954. For
advertiser sales call Howard Levy
(212) 603-5950. You're going to
love what it will do for your station.

See us at NATPE Exhibit 657.

Produced by Four Point Entertainment in association with Blair Entertainment.

B BLAIR ENTERTAINMENT

\ -l. 1290 Avenue of the Americas * New York, NY 10104 « (212) 603-5990

¢ 1986 Blair Entertainment Alt ngh
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“On the Move” is a highly focused, totally
fresh, daringly different half-hour strip.
Where one topic is targeted each day
through a variety of viewpoints. Quizzes.
Audience participation. Expert guests.
Comedy. Man-on-the-street segments.
And that's just for starters. Each topic is
compelling. Informative. Sometimes un-
expected. From the upbeat and fun “How
To Find Mr. Right” to relevant and impor-
tant issues like “Non-violent Crimes
Against Women.”

THE ONE NEW SHOW TO GET YOUR NUMBERS

See us at NATPE Exhibit 133.

Hosted by:

Emmy Winner—Rita Moreno
Oscar Winner—Rita Moreno
Tony Winner—Rita Moreno
Grammy Winner—Rita Moreno

Available for fall 1987 from Multimedia
Entertainment, the name behind hits like
Donahue and Sally Jessy Raphael, “On the
Move” is ready to get your numbers mov-
ing. So make the right move with “On the
Move.” There’s no telling how far you'll go.
Created and produced by Richard S. Kline
in association with Blair Entertainment
and Multimedia Entertainment.

Station sales:
Multimedia Entertainment

(212) 484-7025
Advertiser sales:

| Blair Entertainment

(212) 603-5950

.|= BLAIR ENTERTAINMENT

a

R
@ muLrimeniA
ENTERTRINMENT

1986 Blair Entertainment. All rights reserved.
©11986 Multimedia Entertainment.
1986 Kline & Friends, Inc.
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SETS THE

“Divorce Court™ has become the one court-
room series by which all others are judged,
setting new precedents for television enter-
tainment everywhere.

A precedent for outstanding drama.
Compelling stories that brilliantly capture
the issues tearing at the heart of modern
marriage.

A precedent for viewer involvement.
With real problems that real people face.

PRECEDENT

Insightful. Provocative. Revealing.

A precedent for ratings success. The kind
of success stations demand. Where year
after year, the loyal audience grows even
stronger—outperforming the competition
and even its own impressive track record.

“Divorce Court™ has the strength to
set new precedents in your market. So call
your Blair Entertainment representative
today.

See us at NATPE Exhibit 657.

A Blair Entertainment production in association with Storer Programs. Inc.

BLAIR ENTERTAINMENT

1290 Avenue of the Americas * New York, NY 10104 « (212) 603-5990

1987, Blar Entertainment
© 1987, Storer Programs In¢

ey
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SEAT UP
WLk [ INEUP

If you want your lineup to really
sizzle, you want “Passion;” the
unforgettable movie collection
like nothing before.

“Passion” tempts the soul.
Seduces the heart. Takes con-
trol. It lifts a man beyond his
limits so all that matters is get-
ting what he wants. At any
cost...and against all odds.

From the fury of greed to
the rage of obsession, “Passion”

- |

blazes with action and adven-
ture. Thrills with turbulent
romance. Excites with provoca-
tive drama. All with the stories
and stars your audience wants
to see. Available now for the
very first time.

So give in to the tempta-
tion. With “Passion.” The com-
pelling movie collection no one
will be able to resist.

See us at NATPE Exhibit 657.

www.americanradiohistorv.com

-]= BLAIR ENTERTAINMENT

1290 Avenue of the Americas * New York, NY 10104 - (212) 603-5990

1986 Biair Entertainment. Alkrights reserved |
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THE
BAGEHOT
FELLOWSHIP
ANNOUNCES
THIRD YEAR
OF THE
WESTINGHOUSE
SCHOLARSHIP

The Bagehot Fellowship is an intensive study program at
Columbia University for journalists interested in improving
their understanding of economics, business, and finance.
Westinghouse Broadcasting Company Inc. (Group W) will
again be offering the Westinghouse Scholarship to a qualified
broadcast journalist. Special effort will be made to seek
qualified minority applicants.

The Westinghouse Scholarship is offered to a broad-
cast journalist with at least four years experience. Fellows
receive free tuition and a stipend to cover living expenses. The
program combines course work at Columbia University with a
specially tailored program of seminars and dinners. Guest
speakers have included Paul Volcker, Donald Regan, Felix
Rohatyn, T Boone Pickens, Paul Craig Roberts, and Walter
Wriston.

Deadline for the 1987-1988 academic year application is
April 3. For further information and an application, send in the
form below.

To: Mary Bralove, Director
3agehot Fellowship Program
Graduate School of Journalism
Columbia University %

New York, New York 10027

Please send me (urther information and an application form
for the Bagehot Fellowship Program for 1987-1988.

HAME POSITION

ADDKESS

1 ~ STATE 2P

Television/RadioAge

Editorial, Circulation

and Publication Offices

1270 Avenue of the Americas

New York, NY 10020

Phone: 212-757-8400

Telex: TELAGE 421833

Facsimile Number: (212) 247-3402

Publisher

S. J. Paul

Executive Vice President
Lee Sheridan

Editorial

Vice President & Editor
Sanford Josephson

Vice President & Executive Editor
Alfred J. Jaffe

Managing Editor

Edmond M. Rosenthal
Associate Editors

Robert Sobel, George Swisshelm,
Les Luchter

Contributing Editors

Dan Rustin

Europe: Pat Hawker

Washington

Howard Fields

716 S. Wayne St.

Arlington, VA 22204, (703) 521-4187

London

Irwin Margolis, Managing Director
Sally Mann, Associate Editor
International Division

Commerce House, 6 London Street
London, W2 1HR, England
01-402-0919

‘Advertising

Vice President & Sales Director:
Mort Miller

Sales Representatives
Marguerite Blaise,

William J. Mathews

Production Director

Marvin Rabach
Circulation/Marketing Director
Brad Pfaff

Marketing Coordinator

Anne Hoey

Business Office

Marjorie Bloem

" West Coast Office
Jim Moore, Sales Account Executive
1607 El Centro, Suite 25
Hollywood, CA 90028
(213) 464-3552

Member Business
" Publications Audit of
Circulations, Inc.

TELEVISION/RADIO AGE is published every other
Monday by the Television Editorial Corp. Sol. J. Paul,
President: Lee C. Sheridan, Executive Vice President;
Mort Miller, Vice President; Alfred Jaffe, Vice Presi-
dent. Editorial, advertising and circulation office: 1270
Avenue of the Americas, New York, N.Y. 10020. Phone:
(212) 757-8400. Single copy: $3.50. Yearly subscription
in the U.S. and possessions: $50; elsewhere: $60 © Tele-
vision Editorial Corp. 1987. The entire contents of
TELEVISION/RADIO AGE are protected by copyright in
the U.S. and in all countries signatory to the Bern Con-
vention and the Pan-American Convention.

30

Wwww americanradiohistorv com

Television/Radio Age, January 19, 1987
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Publisher’s Letter
e e e e

Independent TV station managers
are now realists as well as optimists

he independent TV station managers, as a group, are aggressive, inno-
| vative, creative, entrepreneurial, and in this past year, have developed
as realists as well as optimists. And they are paid well.

Independent station managers have learned some hard lessons in this
past year, says Stuart Swartz, general manager of KMSP-TV Minneapolis-
St. Paul. “But the exciting aspect of independent stations is that thereis a
great deal of room for growth. We have developed major incentives for
developing new business—and developing new business is the name of the
game. At the same time,” he continues, “we have to watch expenses, be
selective in what we buy and be competitive in the marketplace.” There are
four independents in the Minneapolis-St. Paul market. In the aggregate,
they account for about 30 per cent of the total market.

An even more competitive market is Dallas, with eight stations; three
affiliates and five indies. John McKay, general manager of KDFI-TV is not
only surviving, but has a positive approach to the future. The station has
scored some dramatic sales increases, even though the market has been flat
and has been going through some tough times. “Nineteen eighty-seven,” he
says, “will be a pivotal year, and 1988 will be a banner year for the station.
There is no question,” he observes, “that some stations have been over-
loaded with product—with product they really couldn’t afford. Both our
national and local business is up substantially. We have also found that the
attractive commission rates we are paying salesmen is really paying off for

””

us.

Bad news. But like Gresham’s Law, bad news forces out the good. The
latest flash, that wTTv(TV) in Indianapolis had filed for bankruptcy,
spread through the INTV convention like a grass fire. On closer examina-
tion, it appeared this was a Wall Street gaffe, a case where it was impossible
for the new owners to meet the interest payments on an overload of junk
bonds. In a broader sense, it had nothing to do with either the profit picture
or the competitive stance of the station that had been a profit-maker for
many years, under the guidance of Elmer Snow, one of the leading indepen-
dent station managers in the country. And Snow had declared: “We hope to
resolve this situation very quickly, and it is our expectation that all trade
creditors will be paid in full.”

Milt Grant, at present, is in Chapter 11. Those who know his operations
in Philadelphia, Miami and Chicago, are betting that he will emerge with
the cooperation of his creditors as a viable entity.

It is unfortunate that the predators on Wall Street have looked upon the
media as fair game for some fancy maneuvering. But this is not to place the
blame on anywhere else, except where it belongs—on the management of
those properties that were ensnared by some fast-buck schemes. It is a
sobhering experience for those who have gone through the catharsis. At the
same time, there are many financial jackals waiting on the sidelines to
pounce on those few properties in trouble.

But by and large, you must conclude that the independents, as a group,
are in good shape and will emerge stronger and more profitable than ever.

V.
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RKOYY TELEVISION

STATE OF THE ART
BROADCAST & INDEPENDENT PRODUCTION FACILITY

OPENED SPRING 1986

»®
WOR-TV
A Division ot RKO General. Inc.
9 Broadcast Plaza - Secaucus, New Jersey A GENCORP COMPANY
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A REFRESHING
NEW TASTE IN
ENTERTAINMENT

Introducing Coca-Cola Telecommunications.
First- run entertainment with a refreshing
new taste.

For syndication. Home Video. Pay-TV. Cable.

Catch the wave of things to come at NATPE '87,
New Orleans Convention Center.

And be refreshed.
NOW AVAILABLE:

DINOSAUCERS
THE REAL GHOSTBUSTERS
WHAT’S HAPPENING NOW!!
THAT'S MY MAMA NOW
GOOD ADVICE
MERV GRIFFIN AT THE COCONUT BALLROOM
THE TIM CONWAY SHOW
CARD SHARKS
THE MATCH GAME
PAROLE BOARD
THE WILLARD SCOTT SHOW
KARATE KID
PUNKY BREWSTER
PREMIERE MOVIES
SPECIALS

© 1987 Loca-Cola Tatecommunitotions, Inc, All Rights Ressrved
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See Us At New Orleans Convention Center, Llocation 371,



www.americanradiohistory.com

RS . s T, W

THEALL NEW
MAICH GAME WILL GLOW
*ED HOTON YOURSTATION

Celebrn‘y Fanel—The Biggest Names In En’rertounmen’r

B|g Cosh Prizes For lo’rs Of Excn’remen’r
Available For Stripping Fall 1987

A MARK GOODSON PRODUCTION é’cﬁé% R -
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Dear Station Programmer:

Stop worrying about your ratings and take

“Good Advice”’: a daily half-hour of money, sex,
in-laws, childraising, fashion, friendship, and
manners. That'll perk up your ratings. Now thats
“Good Advice”

Introducing “Good Advice”. Upbeat. Spontaneous. Thirty
minutes of answers to many of life’s big and little
problems. Hosted by radio and televisions Dr. Joy
Browne. 195 half-hour episodes, available for stripping,

¢ Friendly Production in 77 ° =
association with Coca-Cola @ %

lelecommunications.
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Letters

Global advertising

Although I found your Publisher’s
Letter from the October 13 issue
thoughtful and insightful with regard
to Rupert Murdoch’s “Fourth Net-
work and Expansionary Views,” | wish
to point out TEN has already initiated
its global advertising plans through
TEN MEDIA and TEN International,
our media and international sales divi-
sions respectively.

Furthermore, the 1985 Montreux
Rock Festival was initially sold direct-
ly to the Gillette Corp. as a global
sponsored event. In addition, the 1985
and 1986 Montreux Golden Rose Rock
Festivals were licensed to Matsushita
(Panasonic, National) for sponsorship
in Japan. TEN is currently in negotia-
tions with Matsushita for the 1987
Montreux Rock Festival and the In-
ternational British Record Industry
Awards, co-productions with the BBC
and British Record Industry. Sponsors
such as Maxell, Pepsi, Swatch and
Nestle, all have taken an active inter-
est in our concept for Global Advertis-
ing.

TEN is preparing to launch a pop
tradition from the U.K. into U.S. syn-
dication next April: Top of the Pops,
the 23-year running, weekly, BBC-1

2” Problem Tapes?

Restore & Remaster On 1”7
Over 200 Restorations Completed

WARREN ROSENBERG
VIDEO SERVICES, INC.

308 E 79 St., NYC 10021 (212) 744-1111

series. We are in discussions for a
global weekly version of the same
naroe, which will enable advertisers to
reach an instant worldwide audience
targeted at the key 18-34 demograph-
ic. More on the subject later. By the
way, we agree, the Global Village that
Marshall McLuhan talked about 20
years ago is closer to reality today.
Satellite technology and the vision of
multinational corporations are making
it possible. We look forward to being
one of the companies at the forefront
of the global revolution.

DREW S. LEVIN

President, chief executive officer,
The Entertainment Network, Inc.
Los Angeles

Changing rep business

| Over the past few weeks 1 have read

with great interest your Publisher’s
Letter in TV/RADIO AGE. As vice
president and manager of the Katz
Continental Dallas office and an 11-
year veteran of national sales, 1 ap-
plaud your obvious support for the rep
industry.

As you have correctly pointed out
(November 10, November 24, Decem-
ber 8), the business is rapidly chang-
ing, and the salespeople and compa-
nies they represent must change with
them. Gone are the outdated cliches
and stigmas associated with national
representatives. Today reps are in-
volved in new business development
through market presentations, promo-
tional tie-ins, vendor programs and
competitive media presentations, as
well as representing our client stations
to advertising agencies in the tradi-
tional ways.

I want to take this opportunity to
thank you for your support in voicing
how the representative industry has
had to mature and change over the
years to survive. We feel we earn our
keep, so to speak, and have successful-
ly positioned ourselves as a necessary
element in the placement of national

212-751-1434

-%gryfs

Lunch —
Dinner —

5 PM-1:30 AM
358 East 57th St., New York, NY 10022

(Between First & Second Avenues)

12-3:30 PM

L

television spot dollars.
Again, thank you for your com-
ments and support.
ROBERT SWAN
Vice president, manager,
Katz Continental
Dallas

Counting stations

Two items in your December 29 issue
were of special interest to me. The
One Buyer’s Opinion statement by
Gordon Link was reminiscent of an ar-
ticle I wrote for BME's April 1970 is-
sue.

The second relates to your coverage
of the INTV Convention, where Jack
Valenti |president, Motion Picture As-
sociation of America] was a luncheon
speaker. In his preparation, he asked
us to provide him with some salient
statistics, including the number of in-
dependents on air today. A phone call
to INTYV elicited the 272 number,
cited on page 85 of your magazine. Us-
ing data from a variety of reliable
sources—A. C. Nielsen’s “Directory,”
the latest TV Digest Factbook, and
listings in TV Guide (November)—my
count was 369 independents.

The difference is huge. It may be ac-
counted for in part by INTV’s exclu-
sion of “specialty stations”’—foreign
language, religious, not-for-profit, etc.
In other words, they may have a spe-
cial definition of “independent.” But
to say that the total is or will be 272 by
year’s end, without qualifying the
number, is odd.

That my number is essentially cor-
rect is borne out by the FCC’s count of
commercial TV stations “on air” as of
October 31, 1986. The total is 982. As-
suming that the three national net-
works serve a total of 624 affiliates (a
number that I think is high, because
multi-network affiliates are double
counted), that leaves 358 TV stations
“on air”—358 independents.

ALLEN R. COOPER

Vice president, technology evaluation
and planning,

Motion Picture Association of Ameri-
ca

Women car buyers

Thanks for the article about Hispanic
car sales (Sidelights, December 8).
There is one point, however, that
needs correction: “Among these His-
panics, more women bought new cars
than men.” This should read: “More
Hispanic women bought new cars than
non-Hispanic women.”

MANUEL A. ESCALANTE

Director of marketing

Tichenor Spanish Radio,

Harlingen, Texas

54
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SO IR Sy
Vast.Varied. Diverse.
Orbis.

STATION SALES FOR: Bob Vecker's Wacky World of Sports, Comedy Tonight, Constitution Minutes, Defenders
of the Earth, Distant Replay, Force Ill, GEO. . . A Ticket to the World, Great American Adventure, Hangin' In,
Kidsongs, Macron |, Matchmaker, NCTV, Orbis Premiere Movies, Piatinum 193, P.O.W.: Americans in Enemy
Hands, Spiral Zone, Tales of the Unexpected, Viddies, Wang Specials, War Chronicles.

EXCLUSIVE NATIONAL ADVERTISER SALES FOR: Ask Dr. Ruth, Crosswits, Dance Fever, Dancing to the Hits,
Dream Girl U.S.A., Hee Haw, In Search Of. . ., $100,000 Pyramid, Pacific International Television Network,
Small Wonder.

SEE US AT NATPE TS
BOOTH 813 ASHARUEAR
et T 432 Park Avenue South. New York, NY 10016 (212) 685-6699
1987 Ortaa Commumneation:s, Ine All Thghts Reserved
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Feel the Forcg .'

AVAILABLE FOR STRIPPING FALL ‘87
SOLD ON A CASH BASIS.
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/" AFORCETO
4/ COUNTER SITCOMS,
2/ COURT SHOWS AND
7 GAME SHOWS!

PRODUCED BY FELDMAN/MEEKER

DISTRIBUTED BY SEE US AT NATPE
N\
s | BOOTH 813
AR

432 Park Avenue South, New York, NY 10016 (212) 685-6699

11987 Orbis Communications, Inc. All Rights Reserved.
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BLOCKBUSTER
ACTION-ADVENTURE
FiLms FOR SYNDICATION

# THE ADVENTURES OF THE WILDERNESS FAMILY
VANISHING WILDERNESS
WILDERNESS FAMILY PART 2
THE DREAM CHASERS
ACROSS THE GREAT DIVIDE
THE GREAT ADVENTURE
YOUNG AND FREE ¢« COLD RIVER
MOUNTAIN FAMILY ROBINSON
CHALLENGE TO BE FREE
MYSTERY MANSION . SACRED GROUND
WONDER OF IT ALL - WINDWALKER

CRITICALLY ACCLAIMED
HIGH-GROSSING THEATRICALS |
THAT ARE HOUSEHOLD NAMES

RELEASEDBY, y WED BY:
p Paclfic Intematlonal Entorprlses Inc. /
1133 South Rliverside : \\\\\\\-\ \
. Medford, Oregon 87501 \
A universat Torce in family enteriainment ATB!Q)( 51075790613 PAC INTL MEF . 32 Park Avenue thy; | w rk, NY 10016 (212) 6856
productinn and distribution, ® 19864 Pnclh’ Intornational Enterprises; m’ gu&m».ﬁmmd. ﬁ 1688 Orbls Communica a Reserved,
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The Answer Is:

What is the First First-Run Sitcom Available
for Stripping?

What First-Run Sitcom has 110 Episodes
in the Can?

What First-Run Sitcom has Proven its Success in
75% of the U.S. this Summer?

What Successful First-Run Sitcom has been
Renewed for its 7th Season on CBC?

SEE US AT NATPE

BOOTH 813

'o SUS
/) SRS
432 Park Avenue South, New Yo

© 1987 Orbis Communications, Inc. All Rights Re

) 685-6699
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What hapbens when 2 bupch of Kids
taKe ovVer ap avandoned Ty stydio?

26 Original Music-Filled
Episodes Available for
First-Run Barter Syndication

SEE US AT NATPE AUS
BOOTH 813 AN AN AN\

432 Park Avenue South, New York, NY 10016 (212) 685-6699

PRODUCED BY TOGETHER AGAIN PRODUCTIONS , . .
IN ASSOCIATION WITH WARNER BROTHERS RECORDS RGBTy e, UEACIGIERD Rl
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I=‘SOI.D IN 80% OF THE U.S. INCLUDING THE TOP 36!

8 o —— 7

l' # King Features Entertainment - P MARVEL PRODUCTIONS LTD.

‘ e : Us. |‘

h, New York, NY 10016 (212)
ALnications, Inc. All Rights Heserved. 3 1987 King
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A Hit in Late Night-
As Expected!

.90 Fascinating Episodes! - An Incredible Array of Stars!
D : A Barter-Strip! - Sold in 99 Markets!

~ THE LATE NIGHT ALTERNATIVE!

EE EMBASSY
DISTRIBUTED BY ket

'SEE US AT NATPE
, , | S
- |BOOTH 813,)' J\“\\\\\\'\\\\\\v&

432 Park Avenue South, New York, NY 10016 (212) 685-6699

whnna A aricanradiobictan . oo o



www.americanradiohistory.com

Sidelights

Selling off-net to cable

With so many shows now going from
" broadcast TV to basic' cable (see story,
page 174), regular dialogues have de-
veloped between program distribu-
tors—especially the major studios—
and the cable networks.

“There was a time when we could
barely get distributors to return our
calls,” remembers Harry Young, pro-
gram director, CBN Cable Network.
Now, however, the production compa-
nies know the types of off-network pro-
grams each basic network is looking
for, and the basic services have their
eyes on current product long before the
networks cancel them.

So how does All New Let’s Make a
Deal end up as a daytime strip on USA
Network? After syndicating the show
for two seasons starting in 1984, ex-
plains Dalton Danon, Lorimar-Tele-
pictures’ senior vice president, pay/ca-
ble and feature film syndication, it was
found that station renewals were get-
ting harder. And, he notes, “We had

new properties coming down the pike.”

A
!.

“A Sword For Marius,” starring
James Mason, [., and Fabrizio
Mioni, is one of the featured epi-
sodes in Columbia’s Golden Age
of Television, now running on
Arts & Entertainment.

So, with L-T’s syndication division
taking leave of the show, Danon was
free to pursue cable markets. Having
the rights to sell a cable window is not
always so clear, however: “I always run
through all my sister departments to
make sure they don’t have plans for it
[a property],” he says.

For a smaller syndicator like Claster
Television Productions, the recent pre-
miere of The Great Space Coaster as a
weekday morning strip on USA came

about because cable wanted the series
and most broadcasters no longer did.
Explains president John Claster:
“We had a good syndication run for six
years. It was our feeling we could not
get a broad clearance. We examined a
lot of our opportunities, and decided
cable was an excellent place to go.”
Claster notes that he received more
than one cable offer for the series.

Logistics. The logistics of some cable
buys are certainly intriguing. A&E’s
vice president, programming Peter
Hansen, for example, found the old
CBS series, The 20th Century, in CBS
International’s catalog. “I started to
buy it from CBS International,” he re-
calls, “and found they didn’t have the
rights to it.” So he bought it from Via-
com. (On the other hand, A&E has
bought several White Papers and other
news specials directly from NBC.)

A&E went back to television’s golden
age for a “new” Coca-Cola-distributed
series appropriately titled, The Golden
Age of Television. Each installment of
this one-hour weekly series contains
two episodes which originally aired on
either the Alcoa Theater or Goodyear
Theater series of the late 1950s, and
were later syndicated by Screen Gems
as Award Theater.

Responsible and Respected

We’'re not just another supplier of
television programming.

At Joel Cohen Productions and Distribution,
we're dedicated to preserving qualities that

are often overlooked in the entertainment
business these days. Like professional-
ism. Responsibility. And stability. Don't
worry about an executive level “revolving
door” policy with us; we’ll be here year after
year, strengthening the relationships that
best benefit you and your stations. And
you can be sure our programs such as
The Beach Boys 25th Anniversary in
Waikiki, Your Choice For The Film
Awards, The Serendipity Singers

Show, Ricky Nelson & Fats bom:-

ino Live in Concert and Skate

America ‘86, to name a few,

are carefully selected to meet

everyone's needs.

Sound ambitious? Maybe. But

we've built our reputation on

these words. And when it comes.

down to it, you can’t gain respect

without mastering responsibility.

\

Joel Cohen, President

Joan Cohen, Vice President

Joel Cohen Productions and Distribution Inc. 11500 Olympic Boulevard, Suite 418  Los Angeles, California 90064
WE'VE GOT WHAT THE WORLD WANTS TO SEE. (213) 473-7444 Telex 183375 JCPDIST'
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Sidelights (continued)

Hansen explains that other distribu-
tors had offered classic TV drama to the
network, but Columbia (now Coca-
Cola) was the first “who really put it
together” in a high-quality package.
Hansen says the studio has assembled
various packages of such vintage pro-
gramming, including episodes from
Ford Theater.

Band-aid. Lifetime has been running a
lot of off-network series, but Charles
Gingold, vice president of program-
ming, says, “I see a deemphasis on ac-
quired programming.” That’s just been
a “band-aid” for the schedule, he ex-
plains, and, in any case, the supply of
suitable off-net properties will “dry out
before too long. Because of supply and
demand, the product out there is be-
coming more and more expensive.”

But Gingold says he’s still “keeping
an eye on’ shaky network shows, ad-
mitting that “I’m always on the lookout
for syndicated programming.”

Meanwhile, the latest off-net addi-
tion to Lifetime’s lineup is MCA’s Mar-
cus Welby, M.D. The series includes
172 episodes, Gingold notes, more than
double the 85 contained in Lifetime’s
previously largest off-net purchase—
Colex’s Family.

L-T’s Danon doesn’t foresee a net-
work like Lifetime getting completely
away from off-net programming. Basic
cable’s interest in off-net fare, he says,
is too recent a phenomenon to be end-
ing already. Once a basic network suc-
ceeds with off-net, they want more of it,
he explains.

“Basic networks have learned to rec-
ognize that there can be some genuine
value in short-run off-network series,”
adds Danon.

Such shows, he explains, are hard to

MCA’s ‘Marcus Welby, M.D.’;
with Robert Young, l., and James
Brolin, may be one of the last ma-
jor off-net series to appear on
Lifetime.

America’s favorite trader, Monty
Hall, reigns again as USA runs
Lorimar’s “All New Let’s Make a
Deal.”

syndicate to broadcast stations. Not
only do stations prefer to buy series
with enough episodes for stripping, but
syndicators can find their sales poten-
tial to be far below their residual com-
mitments. But under recently changed
rules, distributors to cable of shows
produced since July, 1984 pay only a
percentage of the fee, rather than the
flat rate required in broadcast syndica-
tion.

Radio’s advantage

Although Bob Costas got his start on
radio (his first job out of college was on
CBS powerhouse, KMOX St. Louis), he
has risen to national prominence on
television via his NFL football and ma-
jor league baseball reporting on NBC-
TV.

But now Costas has added a radio
vehicle that allows him to explore fac-
ets of sports interviewing impossible to
mine on the video medium. The new
avenue is a two-hour weekly sports in-
terview show, Costas Coast-to-Coast,
being syndicated to 180 stations by St.
Louis-based Clayton Webster Corp.
Airing on Sunday nights, the barter
program, which premiered November
2, 1986, is, according to Costas, de-
signed to be as relaxed as possible.

In fact, he says, “we’ve purposely
constructed a studio for this show that
isn’t even as laden with wires and mi-
crophones as a normal radio studio . ..
it’s a more intimate atmosphere.”’

The longest interview Costas has
ever conducted on television, he says,
was with NFL commissioner Pete Ro-
zelle, and that, he says, lasted 30 min-
utes including commercials. But, gen-
erally, he says, “a lengthy interview on
television might last eight minutes; five
minutes is long for TV. You don’t have
these extended forums.” On his radio
show, guests are on for at least an hour
and sometimes for the entire two hours.
“If some peculiar little thing comes up

that you hadn’t planned for,” he ex-
plains, “you don’t have a reluctance to
pursue it, because you’ve got plenty of
time.”

For instance, a recent guest was Al
McGuire, former Marquette Universi-
ty basketball coach who is now an ana-
lyst for NBC Sports. McGuire indicat-
ed that he’d like to pursue his “next
career” in New Zealand. “If he said
that on TV, you’d probably say, ‘Oh, 1
guess that’s a subject for another time,’
and then you’d move on. But in this
setting you don’t care.”

Screening call-ins. Although the
Coast-to-Coast show mainly consists of
the host interviewing major sports fig-
ures such as former quarterback, Joe
Namath, and coach-turned-analyst,
John Madden, there are some listener
call-ins—about four or five an hour,
compared to at least a dozen on a typi-
cal local sports talk show.

Because Coast-to-Coast is a national
program, pre-screening of calls is even
more important than usual, Costas em-
phasizes.

For instance, “if Lenny Wilkens
[coach of the Cleveland Cavaliers pro
basketball team] is on, and a guy calls
up and says, ‘You've got Brad Daugh-
erty and Ron Harper, two of the best
rookies. Who are the other best rookies
in the NBA (National Basketball Asso-
ciation)?’ Great. Even if someone says,
‘Where can the Cavs finish this year?’
Lenny can answer that in 20 seconds.

“But if somebody says, ‘You know, I
think when the Cavs play San Antonio,
Mark Price doesn’t match up right
with Johnny Dawkins’. .. lose him.”

Losing locker room. Anyone even re-
motely interested in last year’s World
Series between the New York Mets and

“The players,” says sportscaster
Bob Costas, “trust me ... They
know I may ask something tough,
but I'm not going to ask some-
thing unfair.”

(continued on page 75)
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iacom has proven it fime
and time again. There’s
only one place to be for great
enfertainment.

We are the leading source of
Incomparable, outstanding
programming. First-run series
with the power fo perform. Off-
network classics that truly shine.
Explosive motion pictures.

And much, much more.

We're the source of strength.
Innovation. And spectacular
performance. We're market-
wise. Imaginafive. Ready to
deliver what others just promise.

RN SR

Let our successes become your

successes. Come to Viacom,
And come 1o the source of
programming success.

www americanradiohistorv com
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THE PRIMARY SOURCE FOR
FIRST-RUN

R iacom Consis-
tently delivers
first-run success.
With daring action-
adventures like Dempsey &
Makepeace. Split Second, the
unbeatable, lightning-fast
game show. What A Country!,
the hilarious comedy hit. And
the record-breaking MTV Top
20 Video Countdown. Insight.
Commitment. Quality program-
ming that has made us the last
word in first-run.

¥ A production of Pnmetime Entertainment, Tnbune Entertainment and Viacom MTV 15 3 trademark of MTV Nefworks
Interprises. Based on LWT s "Mind Your Lanquage ' created by Vince Powell
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iacom is the source
for off-network serigs
that always hit right
on target. Timeless comedies.
Daring adventures. Compelling
courtroom dramas. And unfor-
gettable mysteries. All the serias
that make television great.

Tandem Productions

All in the Family

The Andy Griffith Show

The Beverly Hillbillies

The Bob Newhart Show
Cannon

Clint Eastwood in Rawhide
The Cosby Show

The Dick Vian Dyke Show
Family Affair

Gomer Pyle U.S.M.C.

The Life & Times of Grizzly Adams
Gunsmoke

Have Gun, Will Travel
Hawaii Five-O

Hogan'’s Heroes

The Honeymooners

| Love Lucy

Marshal Dillon

The Mary Tyler Moore Show
My Three Sons

Perry Mason

Petticoat Junction

The Phil Silvers Show

The Rookies

The Twilight Zone

The Wild Wild West
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iacom is the
number one sourgl
for powerful motion!
picture programming. From
thematic features to exploitaly
films to premium blockbusters «
and more, we've got over 1,00k
star-studded features. Each
one ready to make your statigr
Q star.

Features |

Features |l

Features I
Features IV
Features V
Features VI
Features VI
Features VI
Features Nine
Features 10
Features Xl

GASP

The Exploitables
Exploitables |l
Exploitables 4 -
Thematics

The Legend Group
Movie Greats
Young and Reckless

Sk

PR
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HE PRIMARY SOURCE FOR TODAY'S
HOTTEST FEATURE FIL
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THE PRIMARY SOURCE FOR |
DVENT

ANIMATED

Mighty Mouse and Heckle and Jeckle copyrights and trademarks are owne:

by Viacom International Inc

Funhouse Productions MCMLXXIV

“ Nelvana Limited MCMLXXX

www americanradiohistorv com
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lacom’s
timeless, colorf
animated adventures continue
to bring out the kid in all of ys,

Diverse. Extensive. With plenty ¢
laughs and irresistible fun,

The Alvin Show
Mighty Mouse
Heckle and Jeckle
Cantinflas

The New Adventures of
Pinocchio

Tales of the Wizard of Oz

The Most Important Person
The Harlem Globetrotters

Kid Power

20,000 Leagues Under the Sec
Around the World in 80 Days
Alice in Wonderland

Sleeping Beauty

Cinderella

Family Classics

Nelvana Specials

The Little Drummer Boy

Willie Mays and the Say-Hey Ki¢
Return to Oz

That Girl

The Ballad of Smokey the Bear:
The Red Baron

The Mad, Mad Monsters

The Emperor’s New Clothes
Here Comes Peter Cottontail

Viacom.

© 1987 Viacom Inlernational Inc. All nghts reserved.
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Sidelights (continued)

Boston Red Sox is aware of how devas-
tating the loss was to the American
League team. Costas is often faced with
the unenviable task of conducting in-
terviews in the losing team’s locker
room. How does he handle it?

There is no one “special technique,’
but a key is “the tone of your ap-
proach.” It also helps if the players are
“familiar with you. That’s a big advan-
tage I have when I go from play-by-play
on the baseball Game of the Week dur-
ing the regular season to host in a
World Series [or playoff] situation. The
players know me. I think most of them
trust me. They don’t think, ‘Who is this
guy?’ They know I may ask something
tough, but I'm not going to ask some-
thing unfair.”

Family ties. Just prior to his Saturday
morning interview with TV/RADIO
AGE, Costas was bouncing his seven-
month-old son, Keith, on his knee.
With his busy television schedule for
NBC and radio commitments for Clay-
ton Webster, does he feel he is able to
spend enough time with Keith and his
wife, Randy?

Acknowledging that “travel is a ma-

jor factor in my life,” he adds that
though “I love my job, I want it to be in
proper balance with my family.” And a
top priority is to “streamline my whole
operation in the next year or two. I'm
going to cut out all those extraneous
things, such as speaking engagements.
I’'m going to make a concerted effort to
focus on those professional commit-
ments that mean a lot to me.”

Coast-to-Coast makes added de-
mands on his time, but Costas points
out that since it’s produced in New
York, where he lives, “it doesn’t involve
traveling.” Another syndicated show
for Clayton Webster, Sports Flash-
back, is done well in advance. Half of
this year’s programs, Costas says, “are
already in the can, and a couple more
long sessions can get it all done.”

During baseball season, Costas is
away from Friday morning to Saturday
night; but his football pre- and post-
game shows are aired in New York. And
after football season—between mid-
January and early April—“I have a
very easy schedule.”

Costas spent seven years at KMOX
after graduating from Syracuse Uni-
versity, but he began to emerge as a
national TV personality in the early
'80s. A turning point was the 1981 NFL
season when he was paired with former

Cincinnati Bengal Bob Trumpy as one
of the regular NBC telecast duos.
Trumpy, says Costas, “was very out-
spoken and opinionated, and I would
take the other side.” As a result, “we
got some attention as a team.”

Those were the days

“It was like doing stage. You had to
deal with people,” says George Maharis
of the early days of Tv drama. “Now
you deal with car crashes.”

Maharis was reunited with several
other TV veterans—Kim Hunter, Patty
McCormick, Gary Merrill, Leslie Niel-
sen and Jan Sterling—at a recent New
York party celebrating the premiere of
Arts & Entertainment Cable
Network’s Golden Age of Television
anthology.

Stouffer’s, Ocean Spray, Duracell
and Ford Motor Co. are the major |
sponsors of the series, which consists of
half-hour episodes shown originally on
NBC’s Alcoa Theater and Goodyear
Theater from 1957-60.

“I'm hoping the people of today will
realize anthology programs are good
things,” Hunter told the crowd of
mostly ad agency executives.

(continued on page 82)

Responsible and Respected

\

Joel Cohen, President

We're not just another supplier of
television programming.

At Joel Cohen Productions and Distribution,
we're dedicated to preserving qualities that

are often overlooked in the entertainment

business these days. Like professional-
ism. Responsibility. And stability. Don’t

worry about an executive, level “revolving
door” policy with us; we’ll be here year after
year, strengthening the relationships that

Joan Cohen, Vice President

best benefit you and your stations. And
you can be sure our programs such as
The Beach Boys 25th Anniversary in
Waikiki, Your Choice For The Film
Awards, The Serendipity Singers
Show, Ricky Nelson & Fats Dom-

ino Live in Concert and Skate
America ‘86, to name a few,

are carefully selected to meet
everyone’s needs.

Sound ambitious? Maybe. But

we’ve built our reputation on

these words. And when it comes

down to it, you can’t gain respect
without mastering responsibility.

Joel Cohen Productions and Distribution Inc. 11500 Olympic Boulevard, Suite 418  Los Angeles, California 90064

WE'VE GOT WHAT THE WORLD WANTS TO SEE.

Television/Radio Age, January 19, 1987

www americanradiohistorv com

(213) 473-7444 Telex 183375 JCPDIST
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THE HOT HALF HOUR

WITH YOUNG VIEWERS

EVERYWHERE.

© 69% of all telecasts rank #1
or #2 in their time periods in

W 12-17. 58% #1 or #2
inW12-24. 53% #1 or

#2in W 12-34. 55% #1 or

#2 in Teens.

h_'- - - -
"v"{‘-"'k "\ . g
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® Among all the new first-run

sitcoms, The New Gidget ranks
#1 in premium Young Female
demos from coast to coast—Los
Angeles, Detroit, Dallas, Cleve-

land, Pittsburgh, Seattle, Miami,

St. Louis, Denver, Sacramento.

® All across the nation, The New

Gidget outperforms the Nov. "85

www americanradiohistorv com

time period. 75% ot all teleca I'
equal or improve W 12-17
demos. W 12-34—74%.

W 12-24—72%. Teens—68%4
W 18-34—63%. W 18-49—608

Catch The New Gidger wave.
You'll be sitting on top of
the world!

SOURCE: NSI NOV. ‘86, NOV. ‘85
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%' BRAND NEW HALF all their own.
#HURS FOR FALL ‘87!

kb fun is back! With fabulous
tw Monkees talents on the
»se with their rock video

opportunity to get your share of
A fresh, new version of a proven ~ Monkee business!

success strategy. Powerhouse

cross-promotion with records,

radio, videos, concerts,

e publicity, personal appearances,
n heroes in a rock fantasy of merchandising. A SN VEATUAE O COLUMBA PTUPE E£4 N oD 85 COMNA
*» comedy and hot music. America loves to Monkee 875 Third Ave. NY, NY 118-3000
) ' 0 Sunset Blvd., Los A A
th a right-now look and style around. And here’s your N Michigan Ave . Chicag

NATPE Dooth 233
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9t051S workig ‘round the clock!

It's happening everywhere! 9 to 5 — working
to improve household and key women demo
shares. Now, you can put it to work for you.
SA 7-7:30 PM New York (WNYW) #1 in
time slot. OQutdelivers Its A Living competi-
tion by 58% HH Share; 27% W18+.

SA 6:30-7 PM Chicago (WFLD) Up 45%
W18'+;*up 30% W18-49 over Ted Knight
lead-in*

SA11-11:30 PM Detroit(WKBD) Up 25%

HH Share; up 157% W25-54 over Nov. 85's
What's Happening Now!™

SA 6:30-7 PM Dallas (KDAF) Up 33%
HH Share; up 100% W 18-49 over Nov. 85%
At the Mouvies.

SA 7:30-8 PM Washington (WTTG) #1
in time slot. Up 5% W18+; up 18% W25-54
over Threes Company lead-in.

SA 7:30-8 PM Atlanta (WSB) Up 31%
W18+; up 43% W18-49 over T/ob lead-in*

SU 6:30-7 PM Tampa (WFTS) Up
100% HH Share; up 200% W25-5- over
What A Countrv!lead-in?

SA 6-6:30 PM Denver (KDVR) Up 43%
HH Share; up 131% W18-49 over Nov. 85's
Star Seach.

SU 6:30-7 PM Charlotte (WCCB) Up
33% HH Share; up 88% W18-49 over It
A Living!lead-in.

SU 5-5:30 PM Birmingham (WDBB)
Up 40% HH Share; up 50% W18-49 over
movie lead-in.

SA7:30-8 PM Syracuse(WTVH)Up 50%
HH Share:; up 50% W18+ over T/hroblead-in.
SA 5-5:30 PM Davenport (KL]B) Up
175% HH Share, up 500% W 18-49 over
Nov. 85's Start of Something Big

SU 11-11:30 PM Abilene (KTAB) Up
13% HH Share; up 33% W18+ over Nov.
85's Carol Burnett and Friends.

Minimum 85 episodes available to strip Fall '88.

o NSFCASSANDRA (* - ARSQAD APOLLOY 11286,
1 to the limitations of the methodologies cinployed
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Fox is the one for comedy.
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Still the highest rated weekly half-hour in syndication.
Will Wonder never cease?

Here's the exciting November story on the show that’s making 4-8 PM
nothing short of one-derful:

#1 New York WNYW: HH Rtg, HH Share, W18-34, W18-49, W25-54.
#1 Chicago WFLD: HH Rtg, HH Share, Wis- 49, W25-54*

#1 Philadelphia WTAF: W18 -34, W18- 49,

#1 San Francisco KTVU: W18 34 W18-49, W25-54.

#1 Boston WCVB: HH Rtg, HH Share W18+

#1 Houston KRIV: W18 34 W18-49, W25-54,

#1 West Palm Beach WFLX: W18-34, W18-49.

#1 Toledo WTVG: W18-34, W18-49, W25-54.

#1 Fort Myers WFTX: W18-34, W18-49.

#1 Wilmington WECT: W18-34, W18-49,

#1 Chico KRCR: HH Rtg, HH Share, W18+, W18-34, W18-49, W25-54.
#1 Clarksburg WBOY: HH Rtg, HH Share, W18+, W18-34, W18-49, W25-54.

And, Wonder worked wonders with Women and Household shares over 11/85:

HH Share W18+ W25-54  11/85 Program
Dallas KDAF +50% +44% +33%  Benson
Cleveland WJW +36% +39% +67% Small Wonder
Pittsburgh WTAE +27% +9% +6%  Small Wonder
Baltimore WBAL +19% +44% +25%  Small Wonder
Phoenix KPNX +25% +74% +214%  Small Wonder
Portland, OR KPDX +80% +33% +38%  Movie
Milwaukee WITI +89% +55% +125% Local News
Orlando WOFL* +50% +9% +40%  Black Sheep Squadron
Memphis WPTY +100% +120% +83%  Small Wonder '
Cedar Rapids KGAN +44% ABC News

Small Wonder oint venture of the New P

Group 3 dN‘PCPodceslnaPoducedby NP Video
Source; NSV/C/\S ANDRA (-~ ARB/SQAD-AP OUO) 11/86 Productions, Inc. MPC Producers InC 15 a whally owned
{Mational r: l ngs ba: scdo: NTIHWSON1 w ks anding subsidiary of Twentieth Century Fox Film Corposation
12//1/86 10! gba 'Clugive progra 0 C opyrighl © 1967 Tweniieth Century Fox Film Corporation
Sul] cl |h limitatio llh rnul dolog employed, All rights reserved.

Bar oo oo e oot
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Fox is the one for comedy.
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Sidelights (continucd)

Warner TV high

Averaging over $1.5 million each busi-
ness day, worldwide sales at Warner
Bros. Television Distribution for the
year ending December 31, 1986,

\

Charles McGregor, president,
Warner Bros. Television Distribu-
tion, says 1986’s record sales con-
firm increasing market value and
long-term strength of WB TV’s
inventory.

reached $389,064,037, achieving the
best results in the company’s history
and setting a new all-time high for the
fourth consecutive year, it was an-
nounced by Charles McGregor, presi-
dent of Warner Bros. Television Distri-
bution.

Combined with 1985 sales of
$365,255,459, the two-year total ex-
ceeded $three-quarter billion. The re-
cord 1986 sales follow 1985, which was
more than double 1984’s results.

In achieving the new sales record, a
new monthly high in January 1986 of
$85.4 million was established, as were
comparative quarterly sales records for
the first, second, and third quarters.

McGregor stated that these achieve-
ments confirm the increasing market
value and long-term strength of WB-
TV Distribution’s growing inventory of
quality product. He further reported
that all product categories in both Do-
mestic and International contributed
to this highly successful year. Signifi-
cant contributions were made by re-
cord Domestic feature sales including
the release of the new Volume 26 (a 24-
feature package) and rerun releases of
previously issued feature volumes, and
the domestic syndication sales of the
new highly rated, half-hour comedy se-
ries ““Growing Pains.” The record-
hreaking foreign feature {ilm sales also
made a major contribution.

Steve Allen, d.j.

Steve Allen, who came back home to
radio January 5 to share M.C. honors
with Mark Simone on WNEW’s Make

Believe Ball Room in New York, says |

the way he’s doing it, the show “has a
little bit more of my own patter than it
had” when the late William B. Wil-
liams was doing it. But Allen adds that
“Ninety per cent of what I'll be talking
about will be about the music we’re
playing.” Allen also points out that he’s
“not giving up television. What I’'m do-
ing is adding radio.”

Allen recently told conferees at the
January Sales/Management Seminar
of NYMRAD—the New York Market
Radio Broadcasters Association—that
television owes a good deal to local ra-
dio “for the easy, relaxed ad lib de-
livery” that comes so naturally to Allen
and to other television greats, who, like
this master of the rambling ad lib, also
got their start on radio.

Among them, Allen recalls Arthur
Godfrey, Dave Garroway, ‘“‘early‘
Johnny Carson, and, more recently,
David Letterman, and, on public radio,
Garrison Keilor. Allen describes Keilor
as “the closest thing we have on radio
today that gets back to the ‘Arthur
Godfrey’ radio of pre-Pearl Harbor
days. The guy chit-chats with the stu-
dio audience, reads the mail the listen-
ers send in, and relates down-home an-
ecdotes about his neighbors.”

Audience involvement. As for audience
involvement in radio, Allen says, “I
don’t know about today’s soap operas
on television. But back when soap op-
eras dominated daytime radio, and two
of the characters got married, listeners
would send in thousands of wedding
gifts. And when a character died,
they’d get a ton of flowers.

At NYMRAD, Allen picked up an-
other true story for his “It’s a small
world file.” For it was back in the late
’40s that Allen came from his first radio
jobs at KOY Phoenix to KNX Los Ange-
les. Current NYMRAD executive di-
rector Maurie Webster was then the
program executive assigned to Allen’s
mutual show. Says Webster, “That pe-
riod was really Steve’s making. He de-
veloped a lot of the techniques that
have made him famous. Give him three
notes, and he could compose a song,
spontaneously. Or he’d take an idea
and ad-lib a long drawn out joke or
sketch from it.”

Ratings solution. He’s still at it. At the
NYMRAD meeting, this author, musi-
cian, composer, activist, playwright
and comedian related an anecdote
from his earlier radio days about rat:
ings. Allen’s station manager com-
plained that the rating services “had no

way to count everybody who's out there
listening to us in cars.”

Allen explained all this on the air to
his listeners, then added his own “solu-

L ,

Although the “Make Believe Ball
Room” on WNEW New York will
have “a little bit more of my own
patter” than under the late Wil-
liam B. Williams, Steve Allen as-
sures that, “Ninety per cent of
what I'll be talking about will be
about the music we’re playing.”

tion” to the problem. He created a ficti-
tious invention. He claimed the engi-
neers had come up with a new device—
if everyone who was in a car and could
hear his voice honked when he gave the
word, this device would pick up the
sound of all these simultaneous honks
and electronically separate them and
count them instantaneously.

Then Allen told everyone to honk. A
lot of drivers must have followed in-
structions, because a few days later a
lot of crazy mail started coming in.

One, recalls Allen, was from a man
who threatened to sue because the
stunt had gotten him beaten up. It
seems that at the moment Allen said,
“Okay—now! Everybody in a car
honk,” both the would-be plaintiff and
the car in front of him happened to be
stopped for a red light. And the man in
the car in front turned out to be big,
belligerent, and had had just enough to
drink to make him even meaner than
he normally was.

ABC barters sports

As Mutual of Omaha’s Wild Kingdom,
now in syndication on over 200 sta-
tions, begins its 25th year, the insur-
ance company is returning to network
wildlife programming next month on
ABC.

Mutual of Omaha’s Spirit of Adven-
ture—highlighted by five shows filmed
in China—will air monthly, from 5-6

(continued on page 88)
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PREMIERING FALL'87 4

That's the secret of every Disney success, from the first
animated short, through the feature-length classics to the
sixty-five brand new episodes of DUCKTALES.

HIGH ADVENTURE WITH A DASH
OF COMEDY AND A TOUCH OF
WHIMSY.

DUCKTALES begins with long-time favorite Disney char-
acters, Scrooge McDuck—the original billion dollar
bird—and the nephews, Huey, Dewey and Louie, all pit-
ted against their traditional arch-rivals, the Beagle Boys.
Added to this long-time appeal is a brand-new char-
acter—Launchpad McQuack—a “retired” test pilot
designed fo give the Disney tradition some very up-fo-
the-minute company.

Story lines take DUCKTALES arcund the world in truly
international escapades. From earthquakes in subterra-
nean caverns to temple ruins in steaming jungles, from

supersonic airborne pursuits fo romance in an Alaskan
goldrush, DUCKTALES is an all-family adventure.

QUALITY:

THE DISNEY PASSION.

In a day of slap-dash animation, wheniit’s dif-
ficult fo tell whether you're watching robots
that move like people or people who move

coloration shine above all others. The reason is really
quite basic—and expensive. We use 40% more cels per
minute—and with more multiple action frames—than the
vsual simply animated show. All story concepts, and
scripts are done in Burbank, as is all post production.
Only the cel painting is done overseas, under the watch-
ful eyes of our own on-site inspectors. This unique com-
bination of at-home and off-sﬁore production ensures
maximum production value.

PROMOTION AND
MERCHANDISING:

THE DISNEY ADVANTAGE.

Already DUCKTALES has the full aftention of Disney's
Licensing and Merchandising divisions. Larger-than-life
Launchpad McQuack characters are being designed for
Disneyland and DisneyWorld, as are new lines of DUCK-
TALES promotional garments for sale by our licensees.

RATINGS AS SPECTACULARAS

THE PRODUCTION.
DUCKTALES has the clearances that build major
audiences. On more than 130 stations covering
over 90% of the country, DUCKTALES is
already cleared in 10 of the top 10 markets,

- 48 of the top 50 and 90 of the top 100. No

. other syndicated series has, or ever had,
Vista

clearances so strong.

like robots, Disney's lifelike motion and brilliant Buena

Television

DUCKTALES: YOU MADE THE BEST CHOICE.
GIVEIT YOUR BEST AFTERNOON POSITION.
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ONLY

HE PLAY

Executive Producer Burt Reynolds brings
the season’s most exciting game/entertain-
ment show to television—and he’s playing
fo win.

WIN, LOSE OR DRAW combines the high-
energy competition of a game show with the
entertainment of improvisational comedy, then
tops it off with celebrity star power that only a
producer like Burt Reynolds can command.

Already signed to appear, more than 9
months in advance of production, are Loni
Anderson, Bert Convy, Tony Danza, Dom
Deluise, Jamie Farr, Norman Fell, Marilyn
McCoo, Ricards Montalban, Martin Mull, Tom
Posten, Carl Reiner, Dinah Shore, Sally Struthers

and Betty White. Of course, Burt Reynolds will
appear as well.

Ratings go up when celebrities let their hair
down playing the sketch pad version of cha-
rades, America’s favorite parlor game. Whth its
comedy and star power, WIN, LOSE OR DRAW
has two compelling attractions for o younger
and more male audience along with a fremen-
dous draw for the core female demos essential
to any show’ success.

WIN, LOSE OR DRAW. It's fast, fun and
packed with star power, comedy and uni-
versal demographic appeal. Only WIN,
LOSE OR DRAW has the unique flexibility
to play in any daypart.

s i . -

- 1:-
ot

o

AVAILABLE FOR FALL 1987

WIN, LOSE OR DRAW IS A BURT AND BERT PRODUCTION IN ASSOCIATION WITH KLINE & FRIENDS, INC.. AND IS DISTRIBUTED BY BUENA VISTA TELEVISION,

o oo
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0 YOU
REMEMBER
THE FIRST
_ TIME?

A PROGRAMMER’S
DREAM COME TRUE.

DISNEY MAGIC L THE WONDERFUL WORLD OF
DISNEEY. A library of 25 films. 178 syndicaled
hours. Kach carrying the inimitable values that
make Disney part of Americas cullure. Kach carry-
ing Lthe incomparable ability Lo command an
audience wherever it is played.

TRON: a contemporary dream.

KBHK, San Francisco scores a dramatic increase
previous four-week average rating (+ 150%
for cach ol its lwo runs), lo carn a 12,5 “cume” rat-
ing. KBHK is also up 79% from a year ago. All of
this in the face of such Lough network compelitors
as PERFECT STRANGERS. DYNASTY, MIKE HAM-
MER, MAGNUM PL, DALLAS and MIAMIVICE!!

Csniz
MAGIC 1

THE
WONDERFUL

P e 2l ey Company

IRS

THE ABSENT MINDED |
PROFESSOR: the drawing power o
a Disney classic. ‘

WDIV. Delroit scores a Sunday evening trium
earning an 18 rating. 27 share against 60 Ml
UTES. MURDER SHE WROTE and a Natio
League baseball playoff game.*

WNYW dominates Sunday morning.

Against all competitors, WONDERFUL WOR
comes in #1 in time period rating, share, home
teens, kids. men and women 18+, 18-49, 25-34
and women 18-54. WNYW also increases told
viewers by 27% (compared to Oct. '85) a
increases this years lead-in audience by 60%!"

KGO, San Francisco: An access winné
Using WONDERFUL, WORLD as a lead-in laf [
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SUNDAY MOVIE, KGO boosts its time
Fating by 60%, compared to its regular pro-
W troduced last November.'

# Houston:
4 of prime-time winners.

¥ kes a double win running WONDERFUL
# Saturday and Sunday evenings.

& iverage, WONDERFUL WORLD increases
& -ins by 83%, while outperforming last
¥ er’s Saturday night by 25%. Sunday is up
¢

"SERFUL WORLD:
" Symkable strip.

E'mosl difficult kind of competition, the
£ om-behind hard scrambie for success, a
¥ RFUL WORLD strip works every time. In

OUDRE

AMED,

the October measured markets, ali WONDERFUL
WORLD strips are eitherthe highest rated show on
their station. improve on their time period. or dra-
matically increase lead-in. KRBK, Sacramento
proves the point: WONDERFUL WORLD improves
every lead-in demo by at least 30%. and ali of last
vear's demos. by at least 25%. WONDERFUL
WORLD is up 33% in overall rating from last
October. and improves its lead-in by an incredible
100%""

THE DISNEY MAGIC IS BACK FOR
THE ENTIRE FAMILY.

DISNEY MAGIC |. THE WONDERFUL WORLD OF
DISNEY. Predictably bankable pertorniers. Pro-
grams people look for and find

1. Suurce: NSI 11712- 1486 4. Source NSO 14/86—11/23/86
2. Sowrce: NSI 10712186 5 Source: \SI19/21/86—11/23/86
3. Source: Ntelsen Cassandra 10/86 6. Source: Arbitron \pollo 1/86

THE FIRST TIME
YOU LALGHED YOURSELE SILLY.
_ i

1

THE FIRST TIME YOU DARED, -

Buena Vista
Ielevision

3
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Sidelights (continued)

p.m. on Sundays, through July. Under
a barter deal arranged through Mutual
of Omaha’s agency, Bozell, Jacobs,
Kenyon & Eckhardt, ABC receives
each show free, and splits 10 minutes of
national ad time with Mutual of Oma-
ha. BJK&E and Mutual, meanwhile,
retain the right to sell off one of their
minutes to another agency client
(Chrysler has already bought this min-
ute for the first show).

Both Bill Miller, vice president—di-
rector of corporate programming at
BJK&E, and Dennis Swanson, presi-
dent of ABC Sports, attribute the ar-
rangement to the new economies of
network sports programming. “We rec-
ognized the networks were working on
ways to reduce program costs,” says
Miller. “We couldn’t take 125 people to
China,” admits Swanson.

But Mutual of Omaha could, and
four film crews were working in China
simultaneously last summer and fall.
The results of the effort begin Febru-
ary 15 with “Mt. Everest American
Firsts,” which details the attempt of
three American women to scale the
world’s highest mountain. The first

“Challenging China’s Yangtzee”
will run on “Mutual of Omaha’s
Spirit of Adventure” this spring.
The series premieres next month
on ABC.

hang glide off the upper slopes will also
be shown.

Pandas, too. A revealing look at giant
pandas airs in March, the first Ameri-
can expedition by raft and kayak down
the Upper Yangtzee River in April and
May, and a show on snow leopards and
big cats in July. Besides the Chinese
features, a program on the creatures of
the Galapagos Islands will air in June.
John Wilcox, producer and director

of ABC’s The American Sportsman
from 1973-84, is executive producer of
Spirit of Adventure through his com-
pany American Adventure Produc-
tions. Wild Kingdom's Jim Fowler is
host, with narration by ABC’s Donna
de Varona.

NBC’s “Today” hits 35

From Barbara Walters dressed as a
“Playboy Bunny” to live coverage of
the Sadat assassination, NBC News’
Today show has given viewers many
memorable and even historic moments
in its 35 years on the air. The show will
mark its 35th birthday with a prime-
time celebration, Today at 35, Satur-
day, January 31, from 10-11 p.m. Join-
ing current Today regulars will be a
group of former members of the cast,
including Barbara Walters, Hugh
Downs, John Chancellor, Tom Brokaw,
and Edwin Newman.

The show’s evolution from its first
telecast on January 14, 1952 reflects
the development of TV newscasting
through the years—from the early days
of newsreels, wire photos and overseas
telephone communications without
video, to today’s satellite transmissions

(continued on page 92)

TiON: ECO
A FuL IF SC REWE

If you could use a little help, call or

write us today for an initial consultation

at no charge. With decades of experience

and outstanding credentials, we can offer

you much in the way of essential services.

Of course, if you want to do it all by yourself . . .
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‘rom the moment the first telecast
made its way into a handful of living
rooms, audiences were entranced,
entertained and enlightened. Now,
television reaches 98% of all house-
holds. That’s why advertisers invest
a whopping 21 billion dollars each
year. How do we know? We've been
watching audiences watch TV since
1949 — longer than anyone. And, as
the medium and the audience grow
and change, so do we. Developing
new ways to define and describe who
they are, what they watch, and what
they buy. Arbitron. We know the
territory.

© 1986 Arbitron Ratings Company
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“Today” at 35: seated, co-anchors
Jane Pauley and Bryant Gumbel,
with newscaster John Palmer.

The show’s toughest competition in
recent years has been ABC’s Good
Morning, America, which topped To-
day in the ratings for about five years.
Recently, however, Today has moved
back to first place, with a solid lead
during 1986, when the show held the
top spot for 46 weeks of the year. Now,
with the premiere of CBS' Morning
Program, the show faces a possible new
strong competitor

Broad appeal. Accounting for Today's
longevity, senior producer Marty Ryan
cites its “broad appeal, to every geo-
graphical part of the country, every age
group; there’s really something for ev-
erybody. ... If you’re a news junkie,
there’s plenty to watch all the time. If
you don’t like news, if you like sports,
there’s something to watch all the time.
If you like watching stars, you can
watch stars.

| There are two media stars, in fact,
i (continued on page 99)
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. Linda Evans—In real life
there is no Blake Carrington
waiting for her at home.
Linda Evans tells what it’s
like to be single in
Hollywood.
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John Forsythe—Television’s
mature sex symbol talks
about sex after 50.

At NATPE, see us at booth #367

50 behind the scenes
with your beautiful host

Morgan Brittany for an inside look at
the world's most glamorous community,
HOLLYWOOD!

That's what Photoplay is all about,

26 weeks of new, provocative half-hour
shows. 104 in all, available nght now.

Nothing has more appeal than
Hollywood and the stars.

This exciting entertainment series is
produced by Jack Haley Jr., and veteran
Journalists Barbara and Dan Lewis. Add
the expertise of creative consultant
Alan Landsburg and you have one
sensational show.

Photoplay has the most dynamic new
material on television to capture the all
important adult audience.

Catch a star with Photoplay.

Nobody does it better!

Photoplay 1s a KTVU
production in association
with Photoplav Magazine
Television Enterprises, Inc
Co-distributed by New Century Entertainment and
The Landsburg Company: )

Commry

NEW CENTURY ENTERTAINMENT
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16 films steal the ratings with action, adventure, thrills and chills. The Grey Fox Package has it
all. Films like Straight Time, The Grey Fox, Hercules, Agatha, The Invisible Strangler. And
superstars like Dustin Hoffman, Steve McQueen, Vanessa Redgrave, Arnold Schwarzenegger,

www americanradiohistorv com
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| itephanie Powers, Gary Busey, Dick Van Patten, Nick Mancuso, Theresa Russell, Margot Kidder, Ned Beatty,
! farry Dean Stanton, Elke Sommer, Charles Durning, Victoria Tennant, Peter Coyote, Robert Hays, one box
% ffice bandit after another. Get the Grey Fox Package, hold up the competition and ride off with great ratings.

u A N
st NATPE, see us at booth #367

| www americanradiohistorv com
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Put some muscle into your fall schedule!

Beef up your line-up with the mcredlble Suzanne Somers
Comedy Special. Star of the long-running comedy smash
“Three’s Company’’ Suzanne shows superior strength in all
major demographics. And her powerful nightclub
performance brings in a larger audience than

Suzanne as Alice and hot newcormer,
Joe Alaskey, as Ralph Kramden in the hilarious
“Honeymooners” comedy sketch.

Suza“nne
does
Dolly!

At NATPE,
see us at
) booth #367
Brilliant impressionist, John Rourke, and Suzanne
in an outrageous impersonation of the First Couple!

A Chrls l)eard( Pmductmn i

P Y o ISR

with Har somers Entertainment,
s C ANAN :

any other star in Las Vegas history! Now Suzanne is back on
television and she’s better than ever in a one-hour special ﬁ]h;
with glamour, the hottest new comedy talent and great
production values! So put some muscle in

your schedule with Suzanne!

(>

NEW CENTURY ENTERTAINMI
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Sidelights (continued)

whom Today always wanted to feature,
according to Friedman. They are “an
unfettered, unreserved” Princess Di
and—a chance now gone forever—the
immortal Cary Grant.

New York imbalance?

Do the network TV news operations
really understand what’s going on in
Middle America?

The answer, according to Steve Ols-
zyk, news director of WDTN-TV Dayton
is no. “They don't get us. . .they don’t
get our operation. . .They don’t really
get Dayton, Ohio, either.. .They don't
understand this part of the world. They
live and breathe New York.”

Olszyk made his remarks recently as
guest on the ABC affiliate’s weekly
TV2 News Conference, which ad-
dressed the topic of “Local Television
News.” Host of the program was the
station's news anchor, Jack Hicks.

“I’ve had good friends,” Olszyk
charged, “who have started out as nice
Midwesterners and ended up as New
Yorkers.”

1

Tv coverage of the Iranian hos-
tages, says Steve Olszyk, news di-
rector of WDTN-TV Dayton,
“damaged the industry. . .the mad
dash to get a nugget every time
the Ayatollah wheezed was dis-
graceful...”

What about ABC White House cor-
respondent, Sam Donaldson? He's
been accused. Hicks pointed out, of be-
ing unfair in his treatment of President
Reagan.

“I don't think that Sam Donaldson
hollering questions or looking like a
man possessed at a news conterence 1s

going too far,” responded Olszyk. “You
can’t always be nice. I mean, there are
some very serious questions here about
how much control the President
has. . .how much he knew. That’s a vi-
tal question which anybody should be
interested in, and if it means you have
to be pushy in a matter of that impor-
tance, I think that somebody like Sam
Donaldson is doing their job.

“Where I think you overstep your
bounds is when you apply the same
Sam Donaldson technique to a simple
neighborhood priority board meeting
or, even worse, to a family who has just
lost a son in a terrible tragic accident.”

Excerpts from the show’s transcript
follow:

Hicks: “T've frequently believed that
television news did a lot of peaking in
the late '70s, possibly up to
1980. . .about that time is when the
public started criticizing us more in-
stead of admiring what we did.”

Olszyk: “Television coverage of the
Iranian hostages, | think, damaged the
industrv. [ was working in Milwaukee,
and we had two hostage families in
town, and [ can tell you that the mad
dash to get a nugget everv time the
Avatollah wheezed was. in retrospect,
disgraceful. . .We did definitely shoot

(continued on page 106)

OUR TELEPORT NEVER SLEEPS

We send pictures to space 24 hours a day! 7
days a week. And we receive them, too. In the
same buildingwhere we make 4,500 broadcast
videotape dupes every week. We do it all with
our proprietary QCT" QUALITY CONTROL
TRACKING program. We service nearly every
TV station in America (and sometimes the
world) with the highest quality signals and
tapes possible.

We service subcarriers, too, with radio net-
works, commodities, data and Muzak; all
serviced from our Pittsburgh Teleport.

We alsoservice 16 and 35mm film (neg/pos)
and all foreign transmission formats.

Hard to believe, but from Moscow, Los
Angeles is only Y2 second away—alive in stereo!

Now that’s service!

~ TELEVISION VIDEOTAPE
SATELLITE COMMUNICATIONS

GROUP W PRODUCTIONS
JACK MAUCK / DICK DREYFUSS / HERMAN MOSLLY / 800-245-4463
310 Parkway View Drive, Pitsburgh, PA 15205

JINETUVERSON / KENNETH BLAUSTEIN /7 (213) 460-4044
Wilton Building, $746 Sunset Boulevard, Hollywood, CA 90028

QUT 1987 Group W/ TVS(
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GROUCHO & ME

Heaven'’s had enaugh...so to earn his wings
it's back to earth for the irrepressible Groucho.
But is earth ready for him? You bet your life!

Starring Louis ). Stadlen as Groucho Marx
Co-starring Timothy Patrick Murphy and Terry Davis
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TEMPORARILY YOURS LATE NIGHT LOTTO

Lyle Alzado is unemployed — until 3 kids It's a new height in gameshow excitement!
put him to work...as their Father! A live late night gameshow strip!
Laughter, warmth & good times — The audience will be playing & winning

it's all in this family. right at home with LATE NIGHT LOTTO!
Also starring Ray “Boom Boom” Mancini. Hosted by Michael Burger
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The Gaylord commitment to quality has resulted in such outstanding
and memorable movies of the week as
NOBODY'S CHILD, MRS. DELAFIELD, STONE PILLOW & CHILDREN IN THE CROSSFIRE...
and the highly rated, long-running and award-winning series
FAERIE TALE THEATRE.

The Gaylord tradition continues with television entertainment that Hits Home.
Let the 1987 Gaylord line-up Hit Homes. .. for you!
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When it comes to children’s programming,

kids deserve a lot better. a

And now, they can get it in “U.S. Space
Force,” and “Beverly Hills Teens.” Two,
first-run, animated children’s series that
have the superior quality to make them
first-rate.

But that’s not all they have going for them.
There's also heroines for girls, lots of adven-
ture for boys, and great humor for both. Not
to mention, long term usability for you.

Making it all possible is an exciting new
venture called Kidnet which combines the
forces of Access Syndication—one of the
fastest growing, independent production and
distribution companies; DIC Enterprises—
the largest animation house in the world;
and Bohbot and Cohn Advertising—one of
the country’s largest media buying services.

‘Io find out all about the series and the
65 half-hour episodes available per show
for next Fall, call Access Synd<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>