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Hour:

All Hours are not the same. In today’s

marketplace, the differences are real and measurable
—and can be counted in dollars and cents.

That’s what makes T.]J. Hooker an undeniable value.

"I'J. Hooker
"T'he Hour ,
COLUMBIA/EMBASSY
TELEVISION

A unit of C86e Teltunsun
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PLEASE
COME AND ENJOY
OUR EXQUISITE THAI CUISINE

KHUN AKORN

THAI RESTAURANT

TIME OUT: By Lindsey Bareham

‘It's the food the makes this new
restaurant an ABSOLUTE MUST to visit.
The food is so complex. rich, tasty and
delicious that it is quite unlike any other
Thai food I've tried in London. This is Thai
food at its most regal.’

HARPERS & QUEEN: by Lloyd Grossman
*A fine example of upmarket ethnicity. 1
look forward to a return visit.’

Also recommended By: WHATS ON
3-course set Lunch £9.50 Lunch Menu £5.80
OPEN 7 DAYS A WEEK FOR LUNCH AND DINNER

136 Brompton Road
Knightsbridge
London SW3 1HY
Tel: 01-225 2688

b, O
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TANDOORI RESTAURANT

FULLY LICENCED

1 BRECKNOCK ROAD
LONDON N7
Tel: 01.267.7550

Opening Hours:
12 noon - 2.30 p.m.
6 p.m. - 12 midnight

Manzil Restaurant

CONTINENTAL

FULLY LICENCED

18 YORK WAY
LONDON W1
Tel: 01.837.8042
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The Nature of Things

r I -‘elevision’s calendar is somewhat out of phase with nature’s. Nature is in
full flower in June, its big season only beginning. Just the opposite with
television: Its season has just ended and the planting begun for the next.

Nature bids us to look forward in June; television has us looking back to what

just happened.

So we look back, with this issue of Channels, on the companies that did best
in the last year from a financial point of view, because these are likely to be the
companies that shape the near future of electronic communications.

Which ones hit the jackpot in 19867 Which ones came out of obscurity to
become formidable players? Which are most attractive to investors, and why?
We call these The Channels Achievers. This special section is topped with
profiles of four chief financial officers, the men behind the scenes who
implement their CEOs’ ambitious plans.

The tabulations on the Top 90 television-related companies, as measured by
revenue growth, are a Channels exclusive, initiated last year. Compiled under
the guidance of our executive editor, Merrill Brown, the listing of Achievers is
aregular June feature in this magazine—making it the only place where
companies in the field can see how well they’re doing and where they rank in
relation to others in the industry.

With the phenomenal Home Shopping Network in the lead, based on its 1986
performance, this year’s Top 10 of growth achievers includes four independent
production companies, a network corporation, one media group owner, a radio
syndicator and two of the front-running TV syndication firms. The listings and
breakouts are highly revealing of where the money and power in television lie
today.

Also notable in this issue are two new departments: Jean Bergantini Grillo’s
Market Eye, a close-up study of the competition in significant television
markets, and Ellen Berland Gibbs’ Media Deals, in which the veteran Wall
Street observer analyzes the significant business transactions of the moment.

Our In Focus section is keyed this month to the Broadcast Promotion &
Marketing Executives’ conference in Atlanta, highlighting some of the most
effective promotional campaigns of the past season.

And as for looking forward from June, since that is when the real work for
the new television season gets underway, we offer what we believe to be the
most penetrating article ever written on the role of the talent agent in network
programming. It’s by James Traub, one of the most stylish writers among our
contributing editors, who focuses his entertaining story on Marty Hurwitz, a
hot young packaging agent at ICM.

As you will see, Channels is in full flower in June. In that respect, we're in
perfect sync with nature.

www americanradiohistorv. com
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A smart media investment
takes more than
a broker or a banker.

It takes both.

A media broker who knows
broadcasting, from mergers, acquisitions
and divestitures to station operations.

An investment banker who
knows finance, from capital markets to law
and taxation.

The smartest media investment
takes the expertise, professionalism and
integrity of Gammon & Ninowski and our
associates.

You'll profit from our experience

in producing efficient, analytical solutions
to complex problems. Our knowledge of
current market values and trends and our
comprehensive approach to marketing
(including preparation of a detailed Mem-
orandum of Information) assure success.

Why choose between a broker or
a banker when you can put the best of
both to work on your next transaction?

For a confidential discussion, call
our Washington office or one of our grow-
ing number of regional offices.

GAMMON & NINOWSKI

MEDIA INVISIMENIS. INC.
1925 K Street, NW Washington, DC 20006

Member: National Association of Media Brokers (NAMB), NAB. INTV

Washington: Ronald J. Ninowski, James A. Gammon, Donald R. Bussell (202) 862-2020.

Kansas City: Richard T. Wartell (913) 681-2901. Denver: Marc O. Hand (303) 733-5637; Al Perry (303) 239-6670.

Philadelphia: Jack F. Satterfield (215) 525-8767. Los Angeles: Carl J. Fielstra (714) 583-0366.

John MclLaughlin fuels the fre while respected journal-
ists Jack Germond, Morton Kondracke, and Robert
Novak provide informative and often explosive opinions.

Join them all on the McLaughlin Group. It just might be the
freshest, boldest, most incisive political show on the air.

Don'’t miss it. The people who run this country never do.

The MclLaughlin Group

Made possible by a grant from GE.

Check local listings for station and time.

WWW.americanradiohistorv.com
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Reginette

Restaurant
16 GARWAY ROAD,
LONDON W2
01-229 0457

French and Yugoslavian cuisine
recommended by City Limits
(Lyn Gardner)

Starters all at £1.35
Main Dishes all at £3.75
Desserts all at £1.25

Large selection of
French and Yugoslavian wines

Fresh Fish a speciality daily

OPENING HOURS:

12 noon-3 p.m.
6.30 p.m.-Midnight

Parties Welcome

Channels
Subscribers:

hould you

at any
time have
a question
about your
subscription,
you can call
our customer
service de-
partment
directly for
a quick
answer. The
number to
call is (914)
628-1154.

If you would like to notify
us of a change of address,
please write tous at PO
Box 2001, Mahopae, New
York, 10541, enclosing the
address label from your
most recent issue of
Channels.

6 CHANNELS/JUNE 1987

Rethinking
an Investment

read your December Field Guide
article on Elton Rule and Martin
Pompadur [“Ten to Watch in '87’]
with great excitement. Suddenly
here was an opportunity for a person of
moderate means to own an interest in
television stations and cable systems, to
participate in the fabulous wealth
of our industry.

But after reading the prospectus of
Merrill Lynch Media Partners and
talking with one of the people from
whom they purchased one of their
properties, the glamour of this venture
quickly faded. As part of their plan to
run spartan operations, I was told that
ML Media Partners had terminated the
retirement program at one of their new
properties, KATC-TV in Lafayette, La.
Their interest (they will sell their
properties in five to eight years)
apparently does not include supporting
employee pension plans. Some of the
profits their investors will realize will
apparently come at the direct expense of
their employees.

I have seen great extravagance in
television, and it is something that can
certainly be trimmed. I know that many
people are highly paid, and there is room
for cutting there as well. A retirement
plan, however, is something that has
always struck me as a basic obligation of
an employer.

David Shapiro
WWL
New Orleans, La.

The retirement plan at KATC was
canceled by the station’s previous owner,
Loyola University, as a precondition of
sale to another buyer. When that deal
fell through, ML Media Partners bought
the station. ML’s Martin Pompadur
says his group will meet with employees
next month to talk about a retirement
program, pension plan and “‘other

matters.” —Ed.

WWWwW.americanradiohistorv.com

Unencountered

Enemies

t would appear that producer Gary
David Goldberg, as quoted by
Patricia E. Bauer in ‘“How to Win
Friends and Influence TV”
[January], is anxious to be admired
by all sides.

Responding to the assertion that right-
wing groups are irked at liberal access to
network decision-makers and that right-
wingers may be putting greater
pressure on the creative community,
Goldberg voices his anger and states
that he “has a right to put his ideas into
the marketplace.”

Indeed he does. But it would appear
that as the producer of the only prime
time entertainment show (Family Ties)
that continually espouses conservative
political and economic theories (let’s
hear it for Reagan, Nixon and Milton
Friedman), he has very little to fear from
such groups. But I can sympathize with
Goldberg’s position. I know the
paranoids are after me too.

Clayton Baxter
Malibu, Calif.

Peerless Bayles
n the sidebar to the article on Tom
Shales [*“Whose Afraid of Tom
Shales?” February], which dealt
with the other TV critics of note, 1
was startled at the omission of Martha
Bayles of The Wall Street Journal.

Your writer said that her colleague,
George Higgins, was witty and urbane. I
agree. But if you want real wit and real
urbanity, you should read Bayles. I can’t
help but think your writer or editors
may have made an honest mistake
catching only Higgins’ byline and
overlooking Bayles’.

R.S. Marandino
New York, N.Y.

Chastening Words

ark Frankel’s convoluted

and illogical reasoning on the

subject of comparative

renewal in the April Reports
section does a disservice to all over-the-
air broadcasters. To say that the reason
for our interest in a public-interest
standard is to discourage new
investment in over-the-air broadeasting
and somehow to hurt “‘new independents
and weaker affiliates” is ridiculous.

It not only ignores the clear and
overriding argument that local
broadcasters uniquely earn their
licenses by meeting the ‘“public-interest,
convenience and necessity,” but it
gratuitously omits the history of
comparative renewal’s erippling of some
of the best broadcasters by those



politically motivated segments of the
community most damaged when
courageous broadcasters devote
themselves to crusading news and public
affairs. Or, as in the case of Post-
Newsweek, when their parent
companies incur the wrath of an
administration determined to cripple a
news company that happens to operate
broadcast stations and thus is vulnerable
to the kind of unprincipled attack
uniquely afforded by the comparative-
renewal statute.

For Channels, of all publications, to
miss the point and to distort the effort is
truly unfortunate.

Joel Chaseman
President
Post-Newsweek Stations
Washington, D.C.

Coming to
NA B’s Defense

ark Frankel’s highly critical
assessment of NAB’s
Washington effectiveness
[“The NAB’s Low-Power
Signal,”” March] contains two quotes
from me that deserve amplification. As
printed, their context is misleading

The analogy I gave characterizing the
NABasa‘“Chevy” as opposed to a
“Cadillac’ referred to NAB’s breadth of
membership—from small-market radio
to network television. It had nothing to
do with performance and was in direct
response to a question on why NAB
doesn’t exhibit the glitter of the motion
picture lobby. NAB does appropriately
reflect its constituency. Its rank and file
is middle America.

The second quote is similarly off the
mark. [ was asked if withdrawal from
membership by a major company was
NARB’s greatest institutional fear. My
answer, based on experience, was given
as a constant potential problem and not
as a fait accompli. The hypothetical
challenge, as I posed it, is: Will
broadcasters belong to NAB for the
“good of the order,” similar to a
chamber of commerce, or as their first
and most effective line of defense? It
seems to me that the record speaks for
itself.

In the decade that I have proudly been
associated with NAB, massive
deregulation and license-extension
legislation occurred, while no serious
outside threats, from mandated
programming quotas to beer and wine ad
bans, were successful. These achieve-
ments are dismissed in your report as
inconsequential. I disagree.

Several unattributed negative
assessments are liberally quoted. As one
of the few ““on the record,” I hope this
sets my comments straight.

Finally, running against Washington

to achieve office is certainly not new.
Eddie Fritts merely joins our last two
presidents and countless other who have
employed the technique.
Shaun M. Sheehan
Vice President
Tribune Broadcasting Co.
Washington, D.C.

Television and Gays

hank you very much for William

A. Henry I1I's excellent article,

“That Certain Subject” [April].

As agay man [ have long been
frustrated by the unfairness of the
broadcasting media.

Stations all over the country allow
fundamentalist TV preachers like Jimmy
Swaggart and Jerry Falwell to gay-bash
in the name of religion, allowing them to
air tired stereotypes (gays as child- |
molesters) as scare tactics to raise
money.

Furthermore, on TV any discussion of
gay issues always has to be “balanced”
by an antigay bigot, therefore insuring
that all such shows never get beyond the
“mopping up” stage, with gays spending
the whole show correcting the usual
misinformation. It’s like insisting that
shows about the black community
always include a KKK member for
balance.

News reports frequently use the terms
“gay murder,” “homosexual rape,” etc.,
but never ‘“‘straight murder” or
‘“heterosexual rape.” And you never see
a positive profile of a gay person to offset
this. Indeed, when the local
philanthropist or volunteer who happens
to be gay is profiled, he’s called a
“bachelor” (if anything). Maybe it’s not
the media’s fault (such people are usually
closeted by their own choice), but
nevertheless the effect on the public is to
always hear about gays in a negative
context.

Even though, as your article stated,
gays are a far bigger minority than
blacks, we are expected to be grateful
for the few crumbs thrown our way, like
Dynasty’s gay-today, straight-tomorrow
Steven Carrington. And in most other
cases the networks and local stations
allow the community’s vocal bigots to
control what the public sees, or more
appropriately doesn’t see, about gay
people.

William Stosine
Moline, Ili.

CORRECTION

The Ford Foundation’s Ted Anderson
was inadvertantly omitted from Febru-
ary’s media analysts chart. Channels

Announcing

BPME/BDA '87

ATLANTA
SEMINAR
JUNE 10-14

33rd annual SEMINAR/EXPOSITION...
A joint production of Broadcast
Promction & Marketing Executives and
the Broadcast Designers' Association

FEATURING

- More than 80 exhibitors &
hospitality sultes.
- More than 70 workshops and
general sessions.
- More than 160 expert Industry
leaders and speakers.
- Complete agendas for radlo
stations & cable systems.
- Complete agenda for
independent TV.
- Complete agenda for broadcast
designers.
- 15 station Idea-sharing
workshops.
- Five-hour advanced course In
leadership.
- Flve-hour advanced course In
post production.
- Gallerles of BPME & BDA award
finalist video and print.
- Gala BPME and BDA awards
ceremonles,

- "Siske! & Ebert & The Promos’
- 'TV Advertising: State of the An*"
- "History of European Design®
- Atended by more than 2,000
promoters and deslgners.

- Thousands of promotion/design
Ideas & resourcesl

Don't miss this one.
One good idea could be
worth a fortune!

WESTIN PEACHTREE PLAZA &
HYATT REGENCY HOTELS
ATLANTA MERCHANDISE MART &
MARKET CENTER

For registration information and
forms, call BPME at (717) 397-5727
CALL TODAY.
Designers call BDA at
(415) 788-2324.

regrets the error.

WWW.americanradiohistorv.com
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WIZ's evening newscasts with Turner have dominated the market for a decade and still draw as many viewers as the two competing programs combined.

Baltimore’s Favorite Anchorman
Returns Despite Serious Malady

..........................................................................

anchor at WJZ-TV in Baltimore

since 1968 and one of the nation’s
top-rated local newscasters for the past
decade. But last November it was his
longtime coanchor, Al Sanders, who
reported one of the city’s biggest media
stories of the year: Jerry Turner, 57,
has cancer of the esophagus, a disease
that is usually fatal.

Turner was in the hospital that day
and didn’t wateh the newscast, but he
has missed only a few broadcasts since
hisillness was diagnosed. His silver hair
thinned by chemotherapy, Turner
returned as soon as possible to his usual
post for the 6 and 11 P.M. newscasts.
Since November the side effects of this
treatment have forced him off the air for
a total of nine weeks; radiation some-
times left him slightly raspy or even
speechless for several days. “I don’t
like to go on hoarse, because it makes
the audience uncomfortable,” Turner
says. On those days, Turner comes into
the office to help write the seripts for
both broadcasts.

J erry Turner has been the main news

8 CHANNELS/JUNE 1987

In the meantime, WJZ, an ABC affili-
ate owned by Group W, has put in
Denise Koch to coanchor with Sanders
at 6 P.M. or with Sanders or Turner at
11. (Turner previously anchored the 11
P.M. show alone.) “Jerry’s situation is
difficult to handle,” says general man-
ager Jonathan Klein. “Our concern is
that he gets the proper time off for
treatment. We’re doing it day by day.”

Turner and the station’s news team
are a major reason for WJZ’s domi-
nance in Baltimore’s local TV news.
Though WJZ’s ratings have slipped
slightly since Turner’s illness was
announced—perhaps due in part to
ABC’s generally poor showing—the sta-
tion’s evening newscasts still far outdis-
tance their rivals. The 6 P.M. program
draws as many viewers as the two com-
peting newscasts combined: WJZ aver-
aged a 21 rating and 36 share in Febru-
ary, compared to a 12/20 for WBAL, the
CBS affiliate, and 2 9/15 for WMAR, the
NBC outlet. WJZ’s lead among the late
newscasts was almost as great: 17/40,
compared to 10/23 for WBAL and 8/19

for WMAR. And those larger audiences
translate to ad rates 80 percent higher
than those charged by the closest com-
petitor at 11 P.M.

Turner, Sanders and weatherman
Bob Turk have been bringing Baltimor-
eans the news for years, and familiarity
has bred a comfort level that is immedi-
ately apparent to viewers. Turner says
he dislikes “happy talk,” but admits
that he and his team do their share of
ad-libbing—and asserts that, unlike the
conversation heard on some other sta-
tions, theirs is believable. “You can’t
force it,” he says. “It’s real or it’s not
real.”

The patter may be easy but it’s not
slick. Ron Shapiro, a lawyer who repre-
sents a number of media figures includ-
ing Turner, says local viewers go for the
tall, slim anchorman because he has “a
very down-to-earth style that appeals to
a town like Baltimore.” As Turner him-
self says, “No one here tries to look like
a TV clone anchorman.”

Once a trumpeter in Woody Herman’s
band and later a1 newspaperman,
Turner has covered his share of national
party conventions and space shots.
Now, he notes ruefully, he's staying
closer to home—he had to abandon plans
to go to Russia with the Baltimore Sym-
phony Orchestra. And other reporters
are coming to him with questions about
his health. “It’s not very enjoyable. But
I understand. I'd do the same thing
myself.” SANDRA SALMANS

www americanradiohistorv com
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ention the A.C. Nielsen Co. to

CBS station group president

Eric Ober and prepare for an ear-
ful. With all four CBS owned-and-oper-
ated TV stations in third place accord-
ing to Nielsen, Ober rages about the
ratings service, claiming Arbitron Rat-
ings’ numbers are a truer reflection of
the group’s performance.

The fact is, though, that Arbitron
does little more for the beleaguered sta-
tion group. It ranks KCBS Los Angeles,
WBBM Chicago and WCAU Philadel-
phia third overall in their markets, and
has WCBS New York tied for second.

Once the elite of the field, CBS’ owned
stations gave fallen on hard times, their
drop in popularity paralleling the
advent of the network’s own troubles.
KCBS has been trying for 12 years to
regain top billing in Los Angeles. But
for the other CBS stations, battling for
second place in highly charged markets
is a relatively recent phenomenon.

Wall Street is also showing wariness.
Although CBS station revenue
increased 5 percent during the first
quarter of 1987, according to a First
Boston report, all but WCBS gave up
revenue and ratings share to competi-

tors—a trend First Boston expects to
continue. And as Butcher & Singer ana-
lyst Ken Berents points out, Capital
Cities’ purchase of ABC has pitted both
NBC and CBS against a formidable foe
whose new management made its repu-
tation running stations.

CBS corporate troubles started three
years ago with Ted Turner’s takeover
bid and set the tone for the stations. To
help it out of financial straits brought on
by Turner, CBS was forced to sell its St.
Louis station. The move contributed to
a deflating company morale, put CBS at
a competitive disadvantage with its o-
and-o national coverage reduced to 19
percent and, with owned stations the
heart of the broadcast group (expected
to contribute a reported $380 million in
revenues this year), put pressure on the
remaining stations to perform.

In the meantime, CBS’ leading prime
time schedule headed south as NBC
came on strong. With a problem-ridden
morning program, an underperforming

The Trouhle With CBS' Stations

..........................................................................

daytime lineup and a floundering late-
night schedule, the stations—in the
country’s top metro markets where the
rural-skewing CBS has problems to
begin with—had scant support from the
network, while the network was crying
for high returns from the stations’ early
fringe and local news hours to bolster
prime time lead-ins.

To help drive viewing during those
hours, CBS acquired America, a vari-

most apparent at KCBS. In the last ten
years, it has had ten general managers
and ten news directors. It also had its
own homes-grown programming disas-
ter: the attempt to recapture the local
news lead with its “news wheel” format
last fall. The show was canceled after
five weeks and executives associated
with it fired.

Turnover at the station has been so
high observers call it “‘general man-
agers’ wheel.”

CBS management’s tendency to clean
house at signs of ratings weakness is not
unique to KCBS. WBBM and WCAU
have had frequent upper-level staff
changes as well. Critics charge that
CBS GMs and news directors are

’ .
CBS’ Stagnant Stations
MARKETS* ARBITRON NIELSEN
£ SN0 #5000 S om,
New York
WCBS 8/17** 6/18 714 mni
WABC 9/19 7120 11/21 8/21
WNBC 6/13 6/18 8/16 8/19
Los Angeles
KCRBS 4/8 5/14 5/9 6/15
KABC 8/17 7/19 917 8/19
KNBC 6/12 6/17 8/15 8/19
Chicago (one hour earlier)
WRBBM (CBS) 5/11 5/14 6/14 6/15
WLS (ABC) 11/26 10/26 12/26 11/27
WMAQ (NBC) 8/18 7/18 8/17 718
Philadelphia
WCAU (CBS) 713 M7 6/12 mi
WPVI(ABC) 18/34 10/27 17/33 11/26
KYW 8/16 7/19 9/17 8/20
(Group W, NBC affiliate)
*February 1987 sweeps * “rating/share

ety program it encouraged stations to
carry. The show landed with a thud in
September 85 and was canceled by Jan-
uary ’86. Of the owned stations, only
WCAU didn't carry it. “America was
the key disaster that set up the prob-
lems with the station group,” says a
CBS insider who estimates the financial
loss at $25 million. “The worse loss is
that it murdered stations’ news opera-
tions: News lead-in numbers dropped
by as much as 50 percent.” The lapse
also set stations back in acquiring high-
rated syndicated shows such as Wheel
of Fortune (only WCBS has Wheel).
During this time, the CBS FEvening
News started its ratings descent, and
Oprah Winfrey was helping to secure
first place for ABC early fringe, espe-
cially in Chicago and New York.

CBS’ o-and-o problems have been

given little time to turn ratings around
and that new programs have no chance
to develop. Critics also say that CBS
stations, except for Phiadelphia,
are not involved in their communities
(last year Chicago blacks boycotted
WBBM, and KCBS is having problems
with L.A.’s Hispanics), and staffers
resent CBS dispatching New York
executives with “New York attitudes
and answers’’ to fix what they see as
local problems.

What will it take to turn the group
around? For the CBS stations, it may
take strorger programming and leader-
ship. Says an insider: ‘““The need for net-
work profitability is great now, and the
station group is the lynchpin. It's dicey
and as far as I can see, there’s not a sin-
gle statesman in the crowd.”

CECILIA CAPUZZI
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ometime next month, NBC’s five

owned-and-operated stations will

launch an expensive and risky cam-
paign to promote their fall lineup of
checkerboard sitcoms, hoping to scotch
critics’ predictions that checkerboard-
ing is a doomed format for prime time
access. While the results of the cam-
paign will not be known until the fall,
they could make or break the career of
the man NBC chose to create the check-
erboard promos for all five stations.

He is Vince Manze, director of broad-
casting and promotion at KNBC-TV in
Los Angeles, whose off-beat, often con-
troversial promos have helped KNBC
climb out of third place and challenge
market leader KABC over the past sev-
eral years. Manze, 39, a Philadelphia
native and former stand-up comie, is
intensely aware that a skeptical indus-
try is watching his every move. “Noth-
ing is more important to me than this
campaign,” he says. “It’s not the shows
but the promos that will determine the
success of the experiment.”

About ten stations across the country
have introduced checkerboard sched-
ules during the past two seasons, gener-
ally to mixed results. Perhaps the most
successful was Los Angeles indepen-
dent KTLA, which climbed from sixth
to third place during the 7:30 time slot
after it introduced checkerboarding.

For affiliates, the development sym-
bolizes an important trend in program-
ming that stations in other markets will
be following closely. The phenomenal
success of Wheel of Fortune has forced
rival affiliates to come up with alterna-
tive program strategies in early-eve-
ning access. Because the Federal Com-
munications Commission’s Prime Time
Access Rule prohibits affiliates in the
top 50 markets from running off-net-
work shows, many have been forced
into the first-run syndication market.

The NBC stations’ plans for this fall
are by far the most ambitious attempt
to apply the concept in major markets,
and they will embark on checkerboard-
ing with several advantages that other
stations do not have. The programs in
their lineup—Paramount’s Marblehead
Manor, MCA’s Out of This World, Lori-

.....................................

mar-Telepictures’ Suddenly Sheriff,
Fred Silverman’s We've Got It Made
and LBS’s You Can’t Take it With
You—were selected from an offering of
74 sitcoms. This allowed the stations to
choose shows that have strong appeal in
all five markets and to steer the demo-
graphics toward the desirable 18-to-34
age group.

Manze thrives on wacky antics and
MTV-like graphics, and he promises a
humorous, ‘‘breakthrough” campaign
that will make viewers sit up and take
notice. The campaign’s initial phase will
be “generic,” says Wes Harris, vice
president of programs for the NBC sta-
tions. “We’ll make the point that prime
time will begin on the NBC stations at
7:30 P.M.” The second phase will pro-
mote the five shows as a horizontal strip
that builds excitement as the schedule
progresses through the week.

w

“We’ll deal with laughter—every

night will be laughter,” says Manze.
“We're packaging the time period as
something completely different.”

The third phase, produced in coordi-
nation with the five syndicators, will
feature original teaser spots using the
sitcoms’ stars. Rather than air clips
from the shows themselves—which
Manze considers too ho-hum—the spots
will pull an interesting theme from each
show and emphasize its importance for
the program’s entire image. A spot for
Out of This World, for instance, might
talk about why the star has supernatu-
ral powers.

It may take more than supernatural
powers, however, for the NBC o and o’s
to succeed. Unlike the networks, which
essentially checkerboard sitcoms
against other sitcoms, the NBC stations
will be competing against strips. That
makes the strategy especially difficult,
and skeptics abound from many quar-
ters. “It’s not impossible to succeed,”
says Robert Jacquemin, senior vice
president of Disney’s Buena Vista Tele-
vision. “It’s just not likely.”

PAMELA ELLIS-SIMONS

...........................................................................

Federal Communications Commis-

sion are fed up with “false fronts”’
applying for broadcast licenses and
aren’t going to take them anymore. The
crackdown has been noticed over sev-
eral months in various FCC decisions.

In a typical false-front situation, the
prime mover behind a license applica-
tion hides behind a partner or another
company that, because of FCC rules,
has a better shot at getting the license.
Communications attorney Peter Tan-
nenwald estimates that at least half the
applicants in competitive hearings are
false fronts.

The commission crackdown has been
detected most often in rulings from the
influential three-judge review board
that handles appeals of decisions by the
FCC’s frontline administrative law
judges. Condemning “‘corporate leger-
demain,” the board knocked out appli-
cants for FM licenses in Newark, N.J.,

A t least a few key officials at the

Evergreen, Colo., and Garden City,
N.Y., finding patterns indicating the
applicants were actually controlled by
supposed silent partners.

Controversies now in the FCC pipe-
line may also force the commission to
tackle an issue it has avoided for more
than a decade: the incursion of profit-
able religious broadcasters, using non-
profit false fronts, into channels set
aside for public TV and radio. Family
Stations, for instance, is said to be the
center of a religious consortium with 17
radio licenses, 21 construction permits
for radio and one for TV, and 43 pending
applications.

The commission is also taking greater
interest in the money behind applicants.
It announced in March that it would
start spot-checking applicants’ financial
ability to put a station on the air—six
years after putting applicants on an
honor system.

MICHAEL COUZENS
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old investigation of the cable TV
industry is moving into new terri-
tory this spring, months after many had
assumed it was kaput. Antitrust staff-
ers are trying to determine whether
cable operators’ investments in national
program services have squelched com-
petition and inflated consumer prices in
TV distribution, according to execu-
tives who have been interviewed.
Justice staffers are asking in particu-
lar whether the recent purchase of a 35
percent interest in Turner Broadcast-
ing by 17 or more major MSOs will give
cable an unfair advantage over satellite
master antenna (SMATV) and MMDS
microwave TV operators. Under TBS’s
present policies, they can buy its net-
works, but usually at higher rates than
paid by cable operators of similar size.
Turner’s three program services are
but the latest of 27 part or wholly owned

T he Justice Department’s two-year-

hile the advent of cable scram-

bling stalled home satellite-dish

sales, it only provoked efforts by
several groups to thwart the highly
sophisticated scrambling technology
introduced last vear by the cable pro-
grammers. Now one of the most visible
of these groups, a small New Jersey sat-
ellite programming service called Net-
work Productions Inc., has been taken
to court for encouraging dish owners to
alter their equipment in order to receive
cable programming free of charge.

The list of plaintiffs in the civil suit
filed before a U.S. District Court in
Florida this spring reads like a Who's
Who of the pay-TV industry. The com-
plaint was filed by General Instru-
ments, which manufactures the Video-
Cipher II box that descrambles the
signals of the cable programmers; M/A-
Com, which invented the device; and
HBO and Showtime, two of its major

by MSOs—including HBO and Show-
time. New York Law School professor
Robert Perry sees a vertical-integra-
tion case similar to Hollywood’s owner-
ship of theater chains before govern-
ment-required divestiture in 1948.
“Forty years later,” Perry says, “the
same thing is happening again.”

This time, however, many observers
expect the investigation to come to
nothing. Cable industry spokesmen say
there’s no antitrust violation to investi-
gate. And critics of the cable industry
say Reagan appointees are lax in anti-
trust enforcement. “My judgment is
that they’re going to do nothing,” says
Jack Valenti, president of the Motion
Picture Association of America. Indeed,
antitrust challenges to mergers in all
industries has fallen by three quarters,
even though mergers have quadrupled,
according to New York state attorney
general Robert Abrams.

users. They charge Network Produc-
tions with violating the Communica-
tions Act and infringing on the copy-
right of the Video-Cipher II. They are
seeking $5 million in punitive damages.

General Instruments claims that Net-
work Productions illegally promoted
“pirate” chips which, when installed in
the Video-Cipher II, permit dish own-
ers to receive cable programming with-
out paying. The manufacturer also
charges that Network Productions par-
ticipated in a “‘descrambling summit” in
the British West Indies in January,
where more than 300 of the chips were
distributed to participants.

It is illegal to import such chips into
the U.S., and the Customs Service was
alerted by a General Instruments
employee who attended the conference.
Returning to Florida, participants’
chips were seized by customs agents.

The plaintiffs also charge that Bore-

“We have no reason to believe the
Justice Department’s heart is in it,”
says Roy Neel, legislative director for
Sen. Albert Gore Jr. (D-Tenn.). Yet, he
says, the existence of the probe delayed
attempts at legislation last year. “When
we had an amendment up for vote last

September, Republican senators
repeatedly referred to the investigation
as an excuse not to act legislatively.”
Again this year Gore is cosponsoring a
bill to ensure backyard dish owners’
equitable access to programming.

That was the focus of the antitrust
probe when it began in 1985, but investi-
gators are now looking into complaints
from SMATV and MMDS operators.
The conflicts that arise when MSOs affil-
iate with program services have been
highlighted already in several private
antitrust suits. In one, a small SMATV
operator in Rochester, N.Y., Monroe
Satellite TV Corp., is suing Time Inc. to
get access to HBO. When Monroe asked
to carry the movie service, HBO
referred it to the local cable company
against which it competes—and which
is, like HBO, a corporate child of Time
Inc. STEVE BEHRENS

sight News, a weekly newscast for dish
owners produced by Network Produc-
tions, promoted the summit and encour-
aged viewers to alter the Video-Cipher
II. Shaun Kenny, the president of Net-
work Productions, and journalist Karen
J.P. Howes are the coanchors of Bore-
stght News and both have been named
as defendants in the case. During one
segment last December, Kenny demon-
strated how to install a socket that
houses a pirate chip, even offering to do
it himself for $39.

“That’s a violation of the Communica-
tions Act,” says Alan Blankenheimer of
Phoenix, one of the attorneys for the
cable plaintiffs. “You can’t induce any- |
one to infringe upon a copyright.” !

Kenny denies that he was involved in
importing the chips and will base his
defense on his First Amendment rights.
“My clients have a right to disseminate
information on the industry they
cover,” says Washington attorney Joel
Wolfson, who is defending Network
Productions. “The jury will have to
decide whether they acted as journal-
ists or white-collar criminals.”

CHERYL GERBER
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16¢ PER SUB PER MONTH

9¢ PER 5UB PER MONTH
. -‘

HSN's team af ground control has the
seasoned veterans who'll supply the Cabile
System Operator with a flight-plan-to-profit.

Carry HSN 1, our decarated Officer and HSN
2 our hot new Ace, and bank on a revenue
source that is exclusively available to Cable
Operators with HSN.

Each and every home in your franchise area
will earn its wings and contribute to your
flight-plan-to-profit, when you camy our UHF
Broadcast Signcal-HSN 2U.

We'll track all sales in your wired area 24 hours

Break the revenue barier by
becoming an HSN Cable
Squadron Leader.

Enlist in the HSN
Cable Corps today!

around the clock and pay commissions for all
subscriber and non-subscriber homes.

We're looking for the cream of the crop so
join the HSN recruits and see how HSN's proven
consumer acceptance will keep your Squadron
a Top Performer.

Contact: ng
Alex “Wing Commander” Job
at 1(800)472-5646 NOME
ist | SHOPPING
Enlist in the HSN 5 g

Cable Corps today!

©HSN 1987 An American Stock Exchange Company  Trading Symbol HSN. All Rights Reserved. ¥ Commissions shown represent the average actual commissions eamed per month per cable

system,

based on a fotal survey sample of offiliated systems over a 3 month period.
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JUNE 15: MCA Television Enter-
prises and Home Shopping Network’s
Home Shopping Game show debuts.
Cohosted by former Let’s Make a Deal
announcer Dean Goss and HSN host Bob
Circosta, the half-hour show is carried
on all four CBS owned-and-operated sta-
tions and reaches 70 percent of the coun-
try. Ken Kragen Productions produces
the program’s five-dayv-a-week, 52-week
run, Like HSN, the game show splits
proceeds with the station, turning over
3 percent of revenues from all merchan-
dise sold in the station’s market, says
MCA TV Enterprises president Shelly
Schwab. The show is barter syndicated:
three minutes for national sponsors and
four for local.

JUNE 15: Cable networks CBN, Life-
time, MTV, Nickelodeon and USA dis-
tribute fully scrambled signals and charge
backyard dish owners for their services.
Now 27 services scramble their signals
and charge for it, some available individu-
ally and others available only in packages.
USA Network and Viacom Interna-
tional services Lifetime, MTV and Nick-
elodeon can be received by dish owners in
a package of 12 basic services plus Show-
time for $11 a month. CBN alone costs $15
ayear, Today there are more than two mil-
lion dish owners in the country. When
HBO scrambled its signal last vear, the
dish industry, which looked like a boom
business (90,000 units a month sold), came
to a virtual halt, sales plummeting to
10,000 amonth. Now they’ve rebounded to
25,000, and dish owners have buckled
under cable’s pressure and the govern-
ment’s assurance that picking program-
ming off satellites without paying is theft:
“You'll always get a small segment who
plead ‘free my airwaves,” ”’ says Satellite
Broadcasting and Communications
Association’s Christine Gliozzo. “But
the majority now say ‘Give me a fair
price.” "

JUNE 18-21: NATPE’s Annual Produc-
tion Conference, at the Opryland Hotel
in Nashville, focuses on ways to get |
around the high cost of TV production, the
chief concern of local producers and tech-

E

nicians—as it is with others in almost
every sector of television. “They want to
know how not to spend a lot of money and
still get a great job done,” says NATPE’s
Andy Duca. Sessions focus on low-budget
remotes and cost efficiencies associated
with animation, labor, set design and com-
puter editing. Brower Assocs.’ Bill Bro-
wer gives a special seminar on manage-
ment techniques. The three-year-old
conference differs from NATPE'’s spring
programming show because it showcases
production equipment.

JULY 24: Conus Communications’ live,
five-hour special on AIDS, The AIDS
Connection: An All-Night Dialogue, is
aired 11:30 P.M. to 4:30 A.M. on 80 stations

R T T T T B T T

clearing 70 percent of the country. With
some four million Americans infected by
AIDS, Conus’ Charles Dutcher says the
company, with its capabilities, felt an obli-
gation to act as a ‘“‘clearinghouse” for
information on the disease. The program
is targeted to 16-to-34 year olds and is
being sold by Syndicast, which is looking
for four corporate sponsors to purchase
the show’s 40 minutes of ad time for a total
$480,000. The $200,000 venture ties
together taped inserts from participating
stations with live broadcasts from safe sex
clubs, prisons, brothels and AIDS hos-
pices along with celebrity eulogies. Liz
Taylor, for example, could talk about
Rock Hudson. “It’s a touchy-feely kind of
show,” explains executive producer
Anita Kleever.

CALENDAR

Juns 14-17: Southern Educational Com-
munications Assn. conference and
board meeting. Marriott’s Harbor
Beach Resort. Fort Lauderdale. Con-
tact: Linda Cothran, (803) 799-5517.

June 16-20: Beijing '87 International
Advertising and Marketing Con-
gress. Seminar titled “The Media and
the Message: The Latest Develop-
ments in World Communications”
features Turner Broadcasting’s Ted
Turner, Michael Jay Solomon of Lori-
mar-Telepictures and Roger Enrico of
PepsiCo. Great Hall of the People.
Beijing, China. Contact: Jack
Fogarty, (212) 682-8714.

June 17: IRTS meeting and presentation
of Broadcaster of the Year award to
the late William B. Williams. Waldorf-
Astoria. New York. Contact: Marilyn
Ellis, (212) 867-6650.

June 18-20: Univ. of Texas and Howard
Univ. conference on minorities and
communications. Howard Univ. cam-
pus. Washington, D.C. Contact: Mary
Carter Williams, (202) 636-7491.

June 18-23: American Film & Video Fes-
tival sponsored by Educational Film
Library Assn. Vista Int. Hotel. New
York. Contact: Sandy Mandelberger,
(212) 227-5599.

Junme 21-26: Leadership Institute for
Journalism Education conference
sponsored by Gannett Center for

Media Studies. Gannett Center,
Columbia Univ. New York. Contact:
Jane Coleman, (212) 280-8392.

June 22-25: Fiber optics and satellite
technology seminars sponsored by
Phillips Publishing. Back Bay Hilton.
Boston. Contact: Brian Bigalke, (301)
340-2100.

June 24-26: American Assn. of Advertis-
ing Agencies media seminar.
Helmsley Hotel. New York. Contact:
Beverley Plyer, (212) 682-2500.

June 25: “Employment: How Bleak is the
Picture?” part three of the New York
Television Academy’s Television in
Crisis? series. Mark Goodson The-
atre. New York. Contact: Debbie
Feldstein, (212) 765-2450.

June 26: Radio-Television News Direc-
tors Assn. regional conference co-
sponsored with Society of Profes-
sional Journalists. Hyatt Regency
Capitol Hill. Washington, D.C. Con-
tact: Jane Rulon, (202) 659-6510.

July 12-17: National Assn. of Broadcast-
ers management development semi-
nar for radio executives. Univ. of
Notre Dame. South Bend, Ind. Con-
tact: Ed Huse, (202) 429-5374.

July 15: Deadline for replies to FCC pro-
ceeding proposing relaxation of provi-
sions of broadeast multiple ownership
rules. Contact: Andrew Rhodes, (202)
632-7792.

|
e
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Issues of the Information Age:

Theway beyond Babel.

magine trying
tobuilda

railroad system if
every locomotive
manufacturer
used a different
track gauge.
Every local stretch
of railroad had
its own code of
signals. And in
order to ride a
train, vou needed
to know the
gauges and the
signals and
the switching
procedures and
the route and the conductor’s
odd pronunciation of the
station names.

The business of moving
and managing information is
in a similar state today.
Machines can't always talk to
each other. Proprietary sys-
tems and networks abound,
with suppliers often jockey-
ing to make theirs the de
facto standard. The enormous
potential of the Information
Age is being dissipated by
incompatibility.

The solution, as we see it, is
common standards which
would allow electronic svstems
in one or many locations to
work together. People will be
informed and in control,
while the systems exchange,

©1987 AT&T

process, and act on informa-
tion automatically,

ATKT is working with
national, international, and
industry-wide organizations
to set up comprehensive,
international standards to be
shared by everyone who uses
and provides information
technology: We think it's time
for everyone in our industry
to commit to developing firm,
farreaching standards. The
goal: to provide our customers
with maximum flexibility and
utility Then, they can decide
how and with whom to work.

We foresee a time when the
promise of the Information
Age will be realized. People
will participate ina world-
wide Telecommunity through
avast, global network of net
works, the merging of com-
munications and computers.
They'll be able to handle

wWWwW americanradiohistorv com

information in any form—
conversation, data, images,
text—as easily as they make a
phone call today.

The science is here now,
The technology is coming
along rapidly But only with
compatibility will the barriers
to Telecommunity recede.

Telecommunity is our goal.
Technology is our means”

We're committed to leading
the way.

(l
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MICHAEL WITTE

0 one watches what’s happen-

ing on television as closely as

R.D. Percy and Co.,” brags the
research firm’s motto. And few in the
TV ratings industry are being watched
as closely as Roger Percy, as he begins
offering the first-ever audience esti-
mates for TV commercials this summer.
Says Helen Johnston, media analysis
director at Grey Advertising: “Every-
body is very, very curious.”

Percy, a high-energy former McCann-
Erickson adman who set up a small
qualitative ratings service in Seattle 11
years ago, will tell clients how many
viewers in the New York market stay in
front of their sets for each commercial
and how many walk out immediately or
half way through. Percy plans to install
1,200 meters in New York area homes
and let clients tap into the computer
database before the fall. He expects to
begin installing meters in Los Angeles
this fall and in Chicago early next year.

If Percy can actually deliver credible
ratings for ads as short as 15 seconds,
advertisers will know more precisely
who’s watching their ads, and maybe
even which ads hold their attention,
says Robert Warrens, senior vice presi-
dent at J. Walter Thompson. It may also
give broadcasters added incentive to
place ads where they’ll be watched—for
instance, not in the last moments of a
show, he says.

In the short run, however, the big dis-
tinction of Percy’s service is in the com-
pany’s hardware. Other people meters
have two ways of measuring viewing,
which can be checked against each
other: recording the channel tuned as
well as the personal buttons pushed by
individuals in the sample household.
Percy’s Voxbox 1200 meter adds a third
monitoring device, a heat sensor that
searches the room for 55 seconds after
viewers have checked in by pushing
their buttons on the meter’s remote
keypad. The sensor counts the number
of vertical masses emitting body heat in
front of the TV set. (Most of the bodies
belong to people, but analysts will look
closely at discrepancies in households
where there are large dogs.) If the num-

ber of warm human bodies differs from
the number of buttons pushed, the
meter generates an on-screen question:
“Who is in the room?”

Researchers believe viewers in sam-
ple households need the reminder
because some, especially teens and chil-
dren, are throwing off ratings by failing
to punch their personal buttons on Niel-
sen people meters that lack heat sen-
sors. “We know we are not getting but-
ton-pushing by children,” says NBC
vice president George Hooper. “Any-
thing that would say to the kids, ‘Hey,
you forgot to push that button’ would
help.”

s NBC, CBS, Fox Broadcast-
ing’s New York station and a
number of large advertising
agencies signed up for Percy’s service,
they sent a signal to Nielsen. The sensor
is “the one feature that we’re trying to
promote by supporting the Percy ser-
vice,” says Warrens at J. Walter
Thompson. Now the three firms plan-
ning nationwide people-meter service—
Nielsen, AGB and ScanAmerica (a co-
venture of Arbitron and Time Inc.) are
developing their own people detectors.
Nielsen plans field tests soon.
Percy’s heat-sensing meter isn’t a
truly “passive” people meter since it

still requires viewers to push buttons,
but it’s “a good first step” toward the
ultimate passive meter, according to
research executives. The ratings indus-
try’s “prize,” says AGB’s Stephan
Buck, will be a fully passive meter that
will know who's watching, with no ques-
tions asked, no buttons pushed. Percy
believes that fully passive meters will
be developed within five years.

The problem is finding a way to make
them work. If anyone has a simple and
manifestly effective scheme, he’s not
revealing it. One researcher thinks
viewers could be identified by the dis-
tinetive chemical makeup of their
breath. AGB tried putting detectable
medallions in viewers’ wristwatches,
but people often forgot to strap on their
timepieces before watching TV.

If technology provides a foolproof
way to identify viewers in sample
households, however, the resulting rat-
ings ironically may be even less accu-
rate in representing the total audience.
The all-knowing sensors remind some
folks of Big Brother. “Some who might
accept a button will not aceept a totally
passive system,” says Percy Tannen-
baum, director of the University of Cali-
fornia’s Survey Research Center. “And
the people you do get may not be repre-
sentative of the general population.” e
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. _________________________________________________________|
Commitment to Quality

Broadcasting
Has its Rewards.

Qut of 47 1986 Northern California Emmys, KRON-TV
won 20. NewsCenter4 alone won 8 out of 12 News Emmys.

For us, it all adds up to one thing: Proof that we're meeting our goal
of providing quality newscasting and programming for the Bay Area.

KRON-TV]

S5an Francisco - San_Jose - Oakland
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The Copyca]; Factor

..............................................................................................................

by Rinker Buck

...............................................................................................................

of flattery, but it’s also the most
relentlessly boring, and nowhere is
this more evident today than in the field
of television promotion. That conclusion
was virtually inescapable during a
behind-the-scenes look at the 1987
Broadcast Promotion and Marketing
Executives (BPME) gold medallion
awards competition in San Diego in
April. Three days of sitting behind the
judges as they reviewed 3,000 entriesin
the BPME’s annual competition offered
convincing proof that most local broad-
casters—and a surprising number of
syndicators and cable services as well—
are still following the safest route to
promotion: piggybacking on someone
else’s success. The experience also pro-
vided an opportunity to interview some
seasoned veterans—the 18 judges—
about the state of promotion today.
Late in the afternoon on the second
day of the competition, for instance, 1
joined one three-member panel inside a
darkened control room at San Diego
State University for the judging of a
typical event. Over the past two days,
they had plowed through more than 400
promotion campaigns and spots, and
now they groaned as the BPME orga-

I mitation may be the sincerest form

nizers approached the tape decks with
four cardboard boxes overflowing with
video reels for the next category: in-
house generic television announce-
ments from stations in major markets.
There were 99 submissions in all, and
the judges still had two additional cate-
gories to judge before they were done
for the day.

Asit happened, they were able to race
through all 99 entries in 80 minutes, and
it was not difficult to see why. The bulk
of the spots were weak imitations of
award-winning promos from earlier
years, and the judges had seen it all
before. Many of the spots were rejected
by the panel only seconds after they

were cued onto the monitor screens.

WCBS's Irv Gikofsky and his “kids’": Weathermen moonlighting as teachers are a populr theme.

The first entry in the generic category
was a tired pastiche of images from
Leave It To Beaver reruns from a Mid-
west station. (Ten seconds into the reel,
someone yelled “Cut!”) An East coast
station offered a football promo showing
players racing into the camera (“That’s
Jjust aripoff of what that Phoenix station
did last year”’) and a spot from Pennsyl-
vania showed the security guard who
raises the American flag in front of the
station every morning. In other catego-
ries this year, there was a surplus of
spots featuring weathermen who moon-
light as teachers; the generic category
was deluged with canned Christmas
spots, replete with plastic pine boughs
and Santa’s sleigh skidding to a halt on
the station roof. (“What happens if
you're Jewish? Cut!”)

y the end of the category, each

of the judges had set aside only

six or seven worthy entries—a
fairly typical win-loss ratio. Whittling
down the finalists took the judges only
another five minutes. They picked an
image spot from KNBC in Los Angeles
that made effective use of NBC’s
“C’mon Home” theme music; a promo
from WRTYV in Indianapolis depicting a
couple racing home to their condo to
watch Divorce Court; and a spot launch-
ing Superior Court’s debut on WCBS in
New York that cleverly used a court-
room artist’s sketches.

Most of the judges at San Diego
agreed that the quality of the best spots
have improved markedly in recent
years, especially at large affiliates and
stations owned by broadcast groups
that have made promotion a top prior-
ity. Vince Manze, the director of broad-
casting and promotion at KNBC who
won six BPME gold medallions in 1986,
made a hit this year with spots promot-
ing KNBC sportscaster Fred Roggin.
The spots showed a boxer being
knocked out and a football team missing
agoal, underneath the theme lines “If it
sweats, Fred’ll show it to you” and “If it
chokes, Fred’ll show it to you.”

MTV won raves for a spot featuring
an elderly couple in the year 2036 dis-
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cussing their teenage memories of
music video and how it changed their
lives. (“Madonna was the first president
who really knew how to use video.”)

Overall, however, the judges were
disappointed with the quality of the sub-
missions in many categories. The vast
majority of stations, they say, still lack
either consistency or sound creative
instincts in their approach to promotion
and—perhaps worse—few of them seem
to realize it.

“It’s amazing to sit here hour after
hour and watch some of this awful stuff
go by,” says John Wentworth, director
of advertising and promotion for Para-
mount Network Television. “There are
all these stations out there who don’t
have the first idea about promotion, yet
they actually think they might win
something for this.”

The problem, most of the judges at
San Diego agreed, is twofold, and is
symptomatic of larger forces at play in
the industry today. It involves, on the
one hand, arelatively simple question of
technology and, on the other, a broader
issue of management philosophy and
recruitment policies.

Beginning in the early 1980s, ad-
vances in video technology that had
already revolutionized television news
and entertainment programming began
to trickle down to promotion staffs.
Sophisticated editing machines, com-
puter animation and paint-boxes
allowed television to dazzle viewers
with a variety of images that would

|

have been impossible in the early days.
By 1983 and 1984, the most original
spots created by the new hardware had
won several BPME and advertising-
industry awards. As the new look was
imitated nationwide, however, its
appeal began to wear thin, and many
stations were simply substituting high-
tech razzle-dazzle for content.

“There’s no question that the techni-
cal abilities of the industry have vastly
improved in recent years,” says Symon
B. Cowles of Cowles & Co. in New
York, a former head of promotion for
ABC and a BPME judge this year. “But
all this fascination with the new video
‘toys’ has crowded out the fundamental
skills of promoting—fresh ideas, good
writing, that single, memorable image
that carries a spot over the top.”

t’s hard to argue that the excesses
Iof high tech make for promotions

that are worse than, say, those of
ten years ago, but that brings us to the
second point. With all the competition
broadcasters now face in their markets,
they can’t afford to fall back on routine
any longer. Only a small percentage of
the 900 broadcast outlets across the
country, however—perhaps 100 in all—
have brought their promotion depart-
ments up to the same professional level
as news and sales.

Karl Sjodahl, president and creative
director of Sjocom Inc. of San Fran-
cisco, is a former broadeaster who held
programming and marketing positions

and now consults with stations on their
overall marketing operations. For
years he has been considered ahead of
his time in advocating that stations
alter their philosophies and give promo-
tion a more important role.

“For too many years, broadcasting
was simply a license to steal, and gen-
eral managers fell into the lazy habit of
hiring promotion people out of their pro-
duction departments,” says Sjodahl.
“They were regarded simply as techni-
cians, people who were expected to
churn out a required number of promos
without in any way being included in the
major decisions the station made. The
‘marketing’ side of their job was just
tokenism. Most promotion directors
don’t even know how much their sta-
tions earn every year. Can you imagine
any other industry—a computer com-
pany, a durable-goods manufacturer—
operating that way? Of course not.”

That, ultimately, is the dilemma fac-
ing broadcasters. Even as they cele-
brate the age of high tech with dense-
pack animation and computer graphics,
the philosophy behind their promotion
still dates back to the days when a good
promotion was just another “happy
talk’” anchor or clever splices of the
images sent down the network feed. To
meet the changing times in their indus-
try, stations will have to graduate from
the imitation era into a new phase of cre-
ative innovation that makes them not
only unique in their own markets, but
distinct from the industry as a whole. @

The Dos and Don’ts of Promos

| —
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BPME awards are usually given for exceptional creativity
in a particular category, and every year the judges elimi-
nate hundreds of reasonably effective promos simply
because they lack originality. Nevertheless, consistent
placement as a finalist is usually a sign that a station is
developing a unique style and the ability to flexibly adapt to
changing conditions in its market. If you’re going to bother
tosend in your reels and pay the $50 entry fee, it’s probably
best to master the following list of Do’s and Don’ts in pro-
motion, gleaned from three days of reviewing the BPME
competition this year.
————— DOIS

¢ Look for that single, identifiable image or theme unique
to your station and market, and craft an uncomplicated
video and print campaign around it.

¢ Hire the best writers, ones who know your market and
station, and keep them on staff.

* Keep the animatics basic.

e Understatement is better than hype; straightforward,
simple imagery is better than glitz.

e Whenever possible, contract your own theme music
and write your own tag lines.

¢ Consider actually cutting your production budgets, at

least for some promos. The big extravaganza spots aren’t
always effective, and they often tempt stations to reach
beyond their abilities.

The ad agencies and national promotional firms are only
going to give you what they tried last year, in someone
else’s market.

Ph.D.s or sportcasters who are jocks.

are passé—viewers have seen them all by now.

flicks themselves.

Winfreys and Phil Donahues? Forget it—there were
dozens this year.

advertiser tie-ins are especially frowned upon by BPME
judges.

news anchors look great in red sweaters.

* Do it yourself—you’'re the one who knows your needs.

DON'TS

¢ No more anchors who really report, weathermen with
e Hovering news helicopters and speeding SNG trucks
e Fright Week promos shouldn’t look tackier than the

* You thought your station discovered look-alike Oprah

e Stentorian voiceovers that drown out the message, and

* Bag the saccharin Christmas spots—we all know that

—RINKER BUCK
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WATCH US GROW

Channel 9 has a new ownership. A new name. A new commitment.
There's a whole world of opportunity before us.

We can't do all the things we hope to at once. We'll have to crawl before we
can walk. But as we grow we'll be innovative. We'll be responsive.
So watch us. Birthday after birthday.

WWOR-TV

Secaucus, N.J.

An MCA Broadcasting Station

www americanradiohistorv com



A QUANTITY
OF QUALITY

I find it curious that people who spend their lives
striving to afford cars and clothing of the very best
quality, and who pride themselves on knowing the
finest wines, are unable to say what constitutes qual-
ity in their own field, TV programming. Quality of life
they understand; quality of television is a mystery.
When Fred Silverman became NBC president in
1978, he made a series of specches pledging the net-
work to “quality television.” Then he delivered
Supertrain and a rash of the most forgettzble pro-
grams in the medium’s history.
The professionals who buy, sell and create TV pro-
grams tend to be well-trav-

by Les Brown

superb from the very good, would surely agree tha:
American television is wronged by those who still dis-
miss it as the boob tuke.

So much quality television is produced in America—
by commercial broadcast stations as well as any
other—that if all of it were shown on a single channel
on successive evenings in prime time the shows would
probably consume a full season. The pity is that so
many of the exceptional broadcasts are local and
never seen outside their markets.

Excellent programs, moreover, are often commer-
cially successful, whica at the back door supports the
otherwise outlandish view that popularity equals
quality. Take WCCO-TV, Minneapolis, for example,
whose investigative reporting consistently ranks
with the best in all journalism. The station’s investiga-
tive team won Peabodys

eled executives who know
the best hotels, resorts and
restaurants, and can give
you chapter and verse on
what makes them excep-
tional. But speak to them of
quality in television and

TV

professmnals they get perplexed and
1 defensive.

can give you At the last NATPE con-

chapter and vention, where 1 was on a

panel with several captains

verse on the of TV syndication and

best hotels, members of the trade

t d press, the moderator asked

resorts an | what developments con-

restaurants, cerned me most in the busi-

ness today. I said it was the
bottom-line morality of the
new owners, whose preoc-
cupation with serving
stockholders and servicing
debt was not likely to advance the ideal of quality on
television or the related media.

To my astonishment, the statement agitated the
syndicators; it quickly became clear that the provoca-
tive word was quality. One panelist, feeling somehow

but speak

to them of
quality in
television and
they get
perplexed

EBAE FReh

an d under attack, accused me of elitism and wanting com-
. mercial television to be highbrow and culturally
defensive. uplifting. The most sensible comment came from the

chairman of Columbia/Embassy Television, Gary
Lieberthal: “1 can't define quality television, out 1
sure know it when I see it.”

Of good television and mediocre television the dif-
ference, most of the time, is in the spirit in which it’s
done. But many practitioners in the field equate qual-
ity with popularity, something they wouldn’t dream
of doing with restaurants (Burger King over Lutéce?)
or clothing (Robert Hall over L.L. Bean?). Or worse,
they regard quality television as an oxymoron. They
do the industry an injustice.

If only from having served the last five years on the
Peabody Awards board, 1 claim some knowledge of
quality television, enough certainly to testify that it
exists in remarkable abundance. The 14 other mem- |
bers who judged this year’s entries at the University ‘
of Georgia, and struggled for days to separate the
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Murder, She Wrote: Good shows are often the most successful.

the past two years and only
missed this year because
the competition was sc
great. WCCO'’s high stand-
ards, exemplified by the I-
Team, keeps it dominant in
its market.

The National Geographic
specials (which won this
year against several excel-
lent shows in their genre;
are always brilliant works.
And when they air,
whether on public televi-
| sion stations or on cable,
" the best of them get excep-
tional ratings.

In the board’s delibera-
tions this spring there
was momentary hesitation
about NBC’s The Cosby
Show; we didn’t want to be
rewarding its enormous popularity—until we agreed
the series would deserve a Peabody even if it weren’t
TV’s greatest hit.

Quality is such an abstraction that one could serve
on such a jury for a lifetime and still be unable to for-
mulate a working definition of exceptional television.
But anyone who has had the experience even once can
draw at least two conclusions:

Quality doesn’t just happen by accident, and it
doesn’t have its roots in cynicism. Rather, it grows
out of a profound respect for the integrity of the work
by those in charge, without an eye to the ratings.
Quality’s only special cost is a fierce, loving attention
to detail.

That’s how we come to have the likes of Cagney &
Lacey; Hill Street Blues; Family Ties, Murder, She
Wrote; Moonlighting; Pee-Wee’s Playhouse; This
Week With David Brinkley; and even a quality syndi-
cated game show like Trivial Pursuits.

The Peabody entries have been diminishing in num-
ber throughout this decade, although the old-line
broadcasters continue to be well represented. This
suggests that the new breed of owner considers pro-
gramming excellence irrelevant. That could be his
great mistake. ®

el s
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JAMES IRWIN
Former Astronaut

?
| think we're basically interested in cther peccle.
Other human beings. And otha- places.

And telev sion can take us there ra~her qu dcy
In fact i- can take us there instansaneousl,.
In a vicarious way we can share adventures thct o-hers

are enjcying. And so we're no longer lore .
We're more a part
of life because of this television mediur

&' 'A NBC. Tuned In To America™
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One analyst
speculates
that NBC
might keep
ad prices in
check for
major
advertisers,
in exchange
for a
commitment
for a big
portion of
their future
ad spending.
This could
only hurt
ABCand
CBS.

HE BUSINESS SIDE

NEW SEASON
BLUES?

As the planning, flacking and selling of the 1987-88
television season begins in earnest, there’s reason
for concern about what’s in store for media busi-
nesses, and what the impact of an extraordinarily
uncertain economic picture might be.

National economic forecasters are at sea about the
meaning of interest-rate upticks, the impact of dollar
fluctuations against foreign currencies and, most
importantly, whether or not this set of confusing fac-
tors could produce a recession.

But television experts say the tax cut is making con-
sumers feel wealthier, a fact likely to be positive for
mass advertising. The fae-
tors that analysts are
reviewing this spring bode
well, particularly for net-
works. “All fingers are
pointing to a good up-
front market,” says Gold-
man Sachs media analyst
Barry Kaplan. Says Roger
Rice, the president of the
Television Bureau of
Advertising: ‘“The net-
works sold more up-front
than ever in history.”

Moreover, Kaplan points
out, the nation’s large pack-
age-goods companies are
cash rich and eager to buy
large amounts of nation-
al television advertising.
“There’s a movement to-
ward measured media and
away from couponing, a
realization that they're getting tired of making pro-
motional expenditures that hurt price integrity. Many
major advertisers are increasing ad budgets 16 to 18
percent,” Kaplan says.

In addition, these same giant national advertisers—
package-goods companies, for instance—are planning
to use the savings that result from the corporate tax-
rate cut to develop new consumer products. If so. that
trend is certain to produce increased national TV
advertising as marketers rush to peddle new products
via national networks.

Not that Kaplan, or anybody else for that matter, is
predicting a return to the double-digit advertising
growth television people came to expect in previous
decades. He is, after all, talking only about ad-spend-
ing acceleration in the 5 percent range, roughly the
prediction of most industry forecasters.

Then, of course, there’s the inevitable bullishness
generated by the fact that 1988 offers the combination
of national elections and the summer and winter
Olympic games to stimulate advertising spending.

What emerges is a fairly enthusiastic consensus for
1987-88. Granted some of that enthusiasm is based on
how difficult the national advertising marketplace has
been since 1985. And part of it is based on historic

CHANNELS / JUNE 1987

trends that merit serious attention.

But, it seems, skepticism and hesitancy are proba-
bly appropriate, and anyone who’s in the national
advertising business ought to be somewhat worried.
That’s not to say the increasingly competitive efforts
of local television stations to garner larger shares of
their markets aren’t likely to be successful, justifying
the massive bets by station buyers on the health of
local stations.

On the horizon is the imposing national introduction
of people-meter technology, nearly certain over the
long run to make ad buying and media planning more
precise than ever, and just as certain to strengthen
the competitive posture of strong independents and
growing cable networks. But for the national televi-
sion picture, the people-meter muddle this fall, and
such issues as which agen-
cies, networks and syndica-
tors are buying which Niel-
sen or AGB services should
only yield short-term confu-
sion and uncertainty.

It’s important to note
that the most outspoken
meter backers have been
the ad agencies, who by and
large have been far ahead of
programmers in signing up
for AGB’s people meter and
who, in billions of dollars of
decisions, hold the cards in
the national marketplace.
What’s more, there’s no
sign on the horizon that
metered measuring will do
anything beyond cutting
into audience calculations
for the most widely sought
prime time programs. That
too has to give pause to big spenders.

“I’'m an advertiser with a new product and I say I
want the best time a network can offer and I want to
pay up for it,” says David Londoner, a Wertheim
Schroder & Co. analyst. “If he finds out his demo-
graphics are down 12 percent after the meters come
in, the agency guy’s ass is grass. I just don’t think
these guys are going to be aggressive.”

Londoner also raises another cautionary point. “I
want to know what NBC is going to do,” he says.
“This is their first shot at showing a real strategy. We
don’t know what they’re going to do.” Londoner spec-
ulates that a GE strategy for NBC might have the net-
work keeping ad prices in check for major adver-
tisers, in exchange for a commitment for something
like 65 percent of their incremental growth for the
next three years. Aggressiveness like that on GE’s
part will surely hurt others, notably ABC and CBS.
“That says to me trouble,” Londoner suggests. “Mar-
ket-share strength are the words the GE guyslive by,
and right now they’ve got the strongest hand ever.”

Layer that uncertainty against a weak spring stock
market worried about interest rates and a possible
recession, and the picture for the new full season

grows cloudy. °
- |
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CEA NOW PROVIDES

NONSTOP SERVICE FROM
NEW YORK, WASHINGTON,

AND TAMPA.

When you're CEA and
you're the hardest working,
fastest growing, and largest
independent brokerage and
investment banking firm in
the cable tv, broadcast and
entertainment fields, what do
you do?

Keep growing, what else?

Thats why in addition to
our headquarters in Tampa,
we opened a Washington,
D.C. office in 1985 with some
of the most savwy profes-
sionals in the industry:

And early this year, we
opened an affiliated com-
pany, CEA, Inc., in midtown
Manhattan, close to the nerve
center of the nation’s bro-
kerage and investment
banking business.

If you'll be going to the
table in 1987, call the com-
pany that exclusively serves
the media and entertainment
industries. Call CEA.

The service is nonstop.

And first class all the way.
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COMMUNICATIONS
EQUITY
ASSOCIATES

Investment banking, brokerage, financial,
managerent, and regulatory affairs services
for the communications industry.

Tampa:
5401 W. Kennedy Blvd., Suite 851
Tampa, FL 33609 (813) 877-8844

Washington:
1133 20th Street, N.W., Suite 260
Washington, D.C. 20036 (202) 778-1400

New York:
CEA, Inc., 375 Park Ave., Suite 3808
New York, NY 10152 (212) 3191968



Benny took the salute,

and Chaplin walked
off with the honours.

On March 26th this vear, the achievements of Britain’s largest
independent television company were celebrated in ‘A Salute to
Thames: The International Council of the National Academy of
Television Arts and Sciences presented a gala evening, with Benny
Hill topping the bill in a sparkling stage show.

A matter of weeks later, Thames Television was back in New
York — this time to receive two of America’s most prestigious
broadcasting accolades. Kevin Brownlow and David Gill's unique
Unikenown Chaplin, seen on PBS in ‘American Masters’ and John
Mortimer’s sweeping Masterpiece Theatre/WGBH Boston series, .
Paradise Postponed were both honoured swith Peabody Awards. £

ASalute, tollowed by handshakes all round - quite a welcome for
the television company that needs no introduction the world over. &

149 Tottenham Court Road, London W 1P 9LL. Tel: 01-387 9494 B < .E. iNTERNATIa\IAL

US Representative D L Taffner Lid. the WOI‘ld is WatChin
31 West 56th Street, New York, NY 10019, USA. Tel: 212-245 4680 g
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THE CHANNELS

ACHIEVERS

The second annual guide to the state of the top
media companies unveils a restructured,

risk-laden industry built on easy money, deregulation
and a wide-open programming marketplace.

he results of the
Channels Achievers fi-
nancial survey demon-
strate the vast opportu-
nity and enormous risk
in today’s fast-paced
media industry. While
the opportunity for
financial achievement
Has never been more
enticing, the prospect
for failure, for difficul-
ties stemming from in-
creased competition and
for financial and bal-
ance-sheet problems has
also never been as clear.

The principal listing in
Channels’ second annual financial accounting of the
broadcasting and production industries, a survey of
the top 90 companies, sums up the state of the busi-
ness in 1986 and beyond. At the top, the fastest-
growing company in the field in 1986, Home Shop-
ping Network, moved into 1987 with a plunging
stock price and a concern on Wall Street that its bold
expansion from cable into station ownership led the
company too far too fast. But record revenues of
$160 million for a new company serve to remind the
industry of the entrepreneurial opportunity that
new ideas can create.

Throughout the top ten of the Achievers’ list of 90
companies are firms dominated by individual talents
like those of HSN’s Roy Speer and Lowell Paxson.
From sixth-ranked Price Communications, headed
by financial entrepreneur Bob Price and the leader

in last year’s survey of
the decade’s fastest-
growing companies, to
the acquisitive team
of Ralph Baruch and
Terrence Elkes, who
expanded and ulti-
mately lost ninth-place
Viacom International
while gaining huge for-
tunes, the list is dotted
with visions of new
directions in media.

Opportunities of that
magnitucde were not pos-
sible until recently. As
business has changed
across the board, the
combination of easy financing, new outlets for pro-
grammers such as barter and cable, deregulation
that permits quick station transfers, and the boom in
the cable-system business allowed Channels to
assemble a growth chart of 90 companies.

But the “performance” charts that follow the top
90 add warning signals, demonstrating that while
it’s one thing to start something new, it’s an entirely
separate challenge to operate a media enterprise.
Some of the industry’s fastest-growing companies
are doing so at the expense of other measures of per-
formance, such as return on equity, and at the high
price of creating highly leveraged balance sheets
that prevent management from fulfilling goals. For
the financial strategists, like the four chief financial
officers profiled in this section, that balancing act is
at the heart of the challenge for 1987 and beyond. e

...........................................................................................................
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WHO’S IN, WHO’S OUT/THE CHANNELS ACHIEVERS

ARRIVALS, DEPARTURES

J:‘he Channels Achievers, though [~

expanded from 63 companies last year to 90 l
this vear, is missing some old names. In
1986, RCA merged with General Electric,
ABC with Capital Cities, Telepictures with
Lorimar. Others like John Blair and Viacom,
now private, will disappear with next year’s ‘
Achievers.

What was difficult in assembling an |
expanded Achievers compilation this year
was assessing which companies to add.
There are dozens of recently launched firms
in the media business and locating and track-
ing them isn’t always easy. While there are
always omissions in a limited compilation,
this year’s list includes virtually all the
major players whose financial results, as
publicly traded or “semipublic” firms (com-
panies with bond offerings and limited finan-
cial disclosure), can be obtained and readily |
assessed. All told, there are 32 new compa-
nies on the list, ten in the television produc-
tion field, ten in cable, nine in broadcasting
and three categorized as diversified. L

....................................................................................................................

THENEWACHIEVERS

BROADCASTING QVC Network
American Family Scott Cable
Clear Channel Comm. Tempo Enterprises
Emmis Broadcasting DIVERSIFIED
Infinity Broadcasting McGraw-Hill
Jacor Comm. Media General
Liberty News Corp.
Outlet Comm. PRODUCTION
Selkirk Aaron Spelling Prods.
Westwood One DeLaurentiis Ent.
CABLE Dick Clark Prods.
Adelphia Comm. Hal Roach Studios
Am. Cablesystems Heritage Ent.
ATC New World Pictures
C.0.M.B. Peregrine Ent.
Centel Reeves Comm.
Century Comm. Robert Halmi
Home Shopping Net. Western World TV

THE ACHIEVERS GUIDE

A
1 he 1987 Channels Achievers review of the media
industry’s top companies has been expanded this year to
include not only more companies but also a new set of data
and feature packages. The basic 90-company chart ranks
industry players by revenue growth from 1985 to 1986, and
features a ranking of the same firms by total profits.

In addition, the section includes detailed charts of how
companies in four industry segments have performed. The
90 companies break down into the following categories:
broadcasting—companies with primary media holdings in
radio and television; cable—firms in cable-system and
cable-network ownership; diversified—companies with

properties in several industry segments; production—com-
panies in program production and distribution.

Two other new features are also worth noting. The sec-
tion highlights 25 large media companies with special
emphasis on how they’ve performed in their fields and their
prospects. And the Achievers section closes with profiles of
four leading corporate chief financial officers with an eye to
the challenges they face this vear.

The Channels Achievers section was produced by statf
members Bronna Butler, Traci Churchill, Joseph Vitale
and Carolyn Zjawin, with researchers Michael Burgi, Mat-
thew Murabito and Paul Noglows.

26  Listing of New Compunies and Those (G LOSSARY: To help define some of the
Dropped financial terms and ratios used in the
26 Guide and Glossary charts, refer to the following glossary:
29  Report on Fastest-Growing Companies Compound Annual Growth Rate (CAGR) |
] ' —Average annual growth.
30 The Channels Achievers Top 90 Debt/Equity Ratio (D/E)—Total liabilities, |
33  Stock Market Leaders divided by total shareholder’s equity.
. .. Net Income (NI)—Earnings after
36 Report on 25 Media Giants ‘ expenses, interest and taxes.
39 Industry Segment Performance Charts: | Operating Income (Ol)—Earnings
Broadecasting, Cable, Diversified, before interest and taxes.
Production Revenues—Total sales.
, 3 Return on Equity (ROE)—Net income
49  Media Industry Foreeusts divided by total shareholders equity.
54 Chief Financial Officers to Watch _—
26 CHANNELS/JUNE 1987
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PLUMS,

OUR PROPERTIES. OUR PROGRAMMING.

Directed by
Starring
Planned

Produced
Written
Art Directed
Announced
Videotaped
Edited
Dubbed
Recorded
Engineered
Researched

Distributed
Syndicated
Marketed

Promoted and

everything else

from Typing to
Lighting

by:
,\

OUR
PEOPLE.

= TRIBUNE

BROADCASTING

Company




Bear Stearns:

Dedicated to serving the investment banking needs
of the entertainment and communications industries.

$57,500,000

NELESON

ENTERTAINMENT

Nelson

Subordinated
Guaranteed Notes

Entertainment Inc.

$70,360,000

DIC Animation
City, Inc.

Senior Notes, Subordinated
Notes , Revolving Note,
Common Stock and
Preferred Stock

New Issue

$50,000,000

THE LANGUAGE OF SCENCE

PUBLISHING CORPORATION

Plenum Publishing

Corporation
Convertible Subordinated
Debentures

$81,000,000

a7
Weintraub
Entertainment
Group, Inc.

Subordinated Debentures
with Warrants to Purchase
Class A Common Stock

New [ssue

1,750,000 Shares

musicland s-s-aa,, = Musiclénd LT g

Group

Common Stock

New lssue

3,600,000 Shares

CAROLCO PICTURES INC.

Common Stock

$50,000,000

CAROLCO PICTURES INC.

Senior Subordinated Notes

4,000,000 Units

Falcon Cable
Systems Company,

a California Limited Partnership

Master Limited Partnership

New Issue

5,500,000 Shares

Aaron Spelling
Productions, Inc.

Class A Common Stock

$25,000,000

Aaron Spelling
Productions, Inc.

Subordinated Notes

New lssue

1,840,000 Shares

Trans World Music €rp.

Common Stock

New Issue

2,000,000 Shares
COMMTRON

CORPORATION

Class A Common Stock

Entertainment and Communications Group:

Michael t. Garstin

Barbara M. Ginader

Gregg G. Seibert

N. Linsey Tully

BIAR
STEARNS

Bear, Stearns & Co. Inc.

55 Water Street, New York, NY 10041

(212) 952-5000

Michael Klein
(213) 201-2600 (Los Angeles)

Barry Porter
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REACHING THE TOP:
RISK AND REWARD

T " Sa—

ISR Tae——

AJIN

HSN: The boom-and-bust story of the eighties.

he list of the top ten fastest-
growing media companies in 1986
underscores the fickleness of the media
business and showcases the dramatic
changes that have become a natural and
expected part of the communications-
industry landscape. This list of fastest-
growers also points up a new develop-
ment: a subtle shifting in power from
the large companies that dominated the
business as recently as three years ago
to smaller firms started by individuals
or groups of visionaries who saw oppor-
tunities that big firms, too slow off the
mark or too interested in megaprofits,
did not discern.

No other company in this list better
illustrates these points than last year’s
number-one grower, Home Shopping
Network. Two-year-old HSN, started
by entrepreneurs who believed thelocal
success of an obscure shop-at-home ser-
vice could translate nationally, set the
programming world on fire in 1986. It
was the hottest stock to hit Wall Street,
initially offered at $18 a share last year
and closing as high as $282 in January—
adjusted for stock splits. Revenue
growth from 1985 to 1986 was 988 per-
cent. Ironically, HSN’s success also led
to its decline, sporing a host of competi-
tors that duplicated its format and
edged in on the cable systems and tele-
vision stations HSN counted on. In
May, its stock dropped to about $16.

Other relatively new firms have had a less volatile climb.
For some, revenue growth had been steady before catapult-
ing in 1986 because of market changes. Third-ranked Barris
Industries, for example, founded in 1968 and headed until
recently by one-time TV host Chuck Barris, caught the
explosion in game shows. Growing 384 percent over 1985,
Barris’ jump came when the firm, noting a rise in ratings for
game-show reruns, introduced new syndicated shows mod-
eled on old ones. King World also grew on the popularity of
game shows, although its recent boom has been fueled by
the Oprah Winfrey phenomenon. The success of Wheel of
Fortune and Jeopardy account for 85 percent of the compa-
ny’s 1986 revenues, up 81 percent last year.

Others in the top ten have grown mainly through acquisi-
tion. Westwood One, a radio programmer and syndicator,
grew 210 percent in revenues, in large measure because of
its purchase of Mutual Radio. Capital Cities/ABC, Price

Communications and Viacom International also grew pri- | tralia and begin producing for TV.

marily via aggressive acquisition programs.

Changes in the broadcasting and entertainment indus-
tries and well calculated strategies to capitalize on them
fueled growth for Hollywood production companies
DeLaurentiis Entertainment, Robert Halmi and Hal Roach
Studios. Hal Roach, invigorated in 1985 after a group of
entertainment executives acquired a third of it, set out to
spruce up old films through colorization and to widely dis-
tribute the goods from the Roach library—especially in
home video. Revenues went up 120 percent. Halmi, for 30
years a producer of TV movies, last year increased output
and began selling heavily in ancillary markets. Revenues
rose 122 percent. And second-fastest-growing company
DeLaurentiis, a 1985 start-up headed by producer Dino
DeLaurentiis, grew 683 percent last year with the success
of motion pictures such as Crimes of the Heart and Blue
Velvet. It announced recently it would build a studio in Aus-
CECILIA CAPUZZI
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THE TOP 90 COMPANIES/ THE CHANNELS ACHIEVERS

THE CHANNELS ACHIEVERS

RANK

COMPANY

'85-86 REVENUE
GROWTH (%)

‘86 REVENUE,RANK
iN § THOUSAHDS

‘86 NET INCOME/RANK
IN § THOUSANDS

HEADQUARTERS

~ © Home Shopping Net.! 988.2 160,159 51 17,049 37  Clearwater, FL
- _o__geiaurentiis Ent.? 683.4 44,248 70 -2,664 74 Beverly Hills, CA

© Barris 384.6 31,024 73 7,555 47 Beverly Hills, CA

@ CapCities/ABC? 304.0 4,124,374 5 447,689 4 New York, NY

© Westwood One 210.4 59,297 64 7,286 48 Culver City, CA ;
O PriceComm. 1313 96,675 60 ~24,594 86  New York, NY ;
© Robert Halmi 121.7 17,254 82 2,830 59  New York, NY 3
0 Hal Roach Studios 120.2 8,470 86 -1,121 72 Hollywood, CA

O Viacomntl. 107.0 919,154 23 -9,856 81  New York, NY

® King World Prods. 80.7 145,718 54 19,846 33 New York, NY

@ New World Pictures 77.3 188,923 49 10,709 42  Los Angeles, CA :
@ Jacor Comm. 65.2 26,657 78 2 68  Cincinnati, OH B
- ® TVvX 64.9 25,942 79 -6,111 78  Virginio Beach, VA :
_Q Turner Broadcasting ~58.3 556,917 28 187,314 90 Atlanta, GA
_@_Scripps Howard Bcast. 56.5 210,548 42 5,477 50 Cincinnati, OH :
@ Fries Ent. 54.7 28,137 76 2,989 58 LosAngeles, CA U
~ @ American Family 46.8 1,401,463 20 100,697 20  Columbus, GA f
@ Financial News Net. 45.8 15,408 83 1,284 64 Santa Monica, CA N
~ @ JonesIntercable 44.1 19,305 81 4,740 52 Englewood, CO :
@ ScottCable 42.5 15,364 84 2,028 62 lrving, TX :
@ NewsCorp.* 40.8 2,668,272 12 171,557 13 Sydney, Australia :
_ @ MGM/UA Comm. 39.1 355,355 36 17,861 35  BeverlyHills, CA :
~ @ LIN Broadcasting 37.8 195,340 46 66,240 23 New York, NY :
~ @ EmmisBroadcasting  35.5 24,386 80 -1,035 71 Indianapolis, IND :
@ Lorimar-Telepictures®  31.3 542,808 29 4,059 54  Culver City, CA :
@ C.0.M.B. 31.2 150,187 53 ~5,175 77 Plymouth, MN :
@ Adelphia Comm. 29.3 30,431 74 -10,167 83 Couldersport, PA :
@ Malrite Comm. 27.9 106,500 59 ~9,000 80  Cleveland, OH ;
~ @ Warner Comm. 27.5 2,848,324 10 185,795 12 New York, NY :
@ Gannett 26.8 2,801,497 11 276,404 9 Arlington, VA :
@ Taft Broadcasting ~26.0 472,770 32 19,418 34  Cincinnati, OH -
~ @ ReevesComm. 25.7 92,010 61 4,960 51 New York, NY :
_ @_Qeneral Electric® ~  25.5 36,725,000 | 2,492,000 1 Foirfield, CT
@ WaltDisney 22.6 2,470,900 13 247,300 11 Burbonk, CA :
~ @ Heritage Comm. 22.5 192,739 48 ~ ~9,904 82  DesMoines, IA :
@ Heritage Ent. 21.9 10,626 85 2,388 60  LosAngeles, CA :
~ © ParkComm. 20.4 136,938 55 14,923 38 lIthaca, NY S
~ @ Coca-Cola 202 8,668,556 3 934,347 2 Atlanta, GA Bl

@ SunGroup 19.8 6,577 88 1,605 73 Nashville, TN {
® Gray Comm. 19.3 51,837 67 3,453 57  Albany, GA :
@7 Maclean Hynfer7 18.4 834,267 24 50,177 24 Toronto, Ontario
@ ChrisCraft 17.7 223,992 39 14,747 39 New York, NY :
® CenturyComm.  17.0 64,562 63 823 66  NewCanaan, CT

~ @ RogersComm.’ 16.5 254,238 38 8,626 44  Toronto, Ontario |
~@® MCA 16.3 2,441,374 14 155,204 14 Universal City, CA

1Compares 12 mo. ended B/31/88 with Channels” estimate for 12 mo. ended 8/31/85 21986, 1985 results based on nine mo_ ended 11/30 3Merged 1986 4Australian compony; converted to U.S. dolfars SMerged 1986. 1986 and 1985 results based on first three quartars
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THE CHANNELS ACHIEVERS / THE TOP 90 COMPANIES

The minety compamnies that dominate the electronic media.

RANK COMPANY '86.55806\'55\'/‘!(1.1/3! 'ablysgy:gulsjELRéNK ‘86 'I‘:Ts Irug\%mfolgANK HEADQUARTERS
® United Cable 15.8 195,766 45 4,044 55  Denver, CO
O UnitedTelevision 156 89,142 62 8,194 45  BeverlyHils, CA
© JohnBlair 15.4 208,499 43 ~79,760 89  New York, NY :
© Peregrine Ent. 153 7,448 87 256 67 losAngeles, CA -
© Dick Clark Prods. 15.0 32,344 72 3,750 56 Burbank, CA :
@ Gul+Western 139 3,781,100 6 267,400 10  New York, NY i B
@ Infinity Broadcasting 13.4 51,895 66 ~2,893 75  New York, NY :
@ WashingtonPost 127 1,215,064 22 100,173 21  Washington, DC
_ © Outlet Comm.® 12.6 56,540 65 -16,227 85  Providence, Rl
® Meredith 0 12.3 533,376 31 47,218 25  DesMoines, IA
@ New York Times 12.3 1,564,663 19 132,227 17 New York, NY
@ United ArtistsComm.  11.9 536,876 30 8,044 46  SanFrancisco, CA
D 1a 11.9 645,724 25 72,296 22 Denver, CO
~ @ Comcast 11.5 130,854 56 1,004 65  Bala-Cynwyd, PA
@ Cablevision Systems 1.2 152,303 52 -16,143 84  Woodbury, NY
~ @® TCACable 10.7 48,269 68 5,547 49 Tyler, X —as |
@ Multimedia 10.6 371,799 35 -4,661 76  Greenville, SC
® Time 10.5 3,762,000 7 376,000 6 New York, NY a
@ Adams-Russell 10.5 43,425 71 4,642 53 Waltham, MA
@ Knight-Ridder ~ 10.5 1,910,650 16 140,039 16  Miami, FL
@ Media General 97 634,627 26 17,107 36 Richmond, VA
~® ATC 9.2 568,653 27 32,518 28  Englewood,CO
©® Liberty 7.4 380,625 34 34,730 26 Greenville, SC
- @ American Cablesystems 7.1 44,927 69 = 22,742 30 Beverly, MA 5
@ Vestron 69 195,300 47 12,900 41  Stamford, CT &
@ LeeEnterprises 69 220,924 41 32,597 27  Davenport, A
@ c¢cBs &7 4,753,700 4 375,100 7  New York, NY :
@ CoxEnterprises® 6.6 1,569,009 18  NA 69  Atlanta, GA :
@ McGraw-Hill 57 1,576,834 17 154,009 15  New York, NY B :
@ AaronSpellingProds. 5.5 221,496 40 24,110 29  WestHollywood, CA -
@D Tribune 47 2,029,813 15 292,870 8  Chicago, Il :
@ Clear Channel Comm. 43 27,420 77 1,406 63  SanAntonio,TX -
~ @ Stauffer Comm. 46 118,158 58 20,374 31 Topeka, KS o
@ A.H.Belo 3. 397,233 33 20,268 32  Dallas, TX - :
@ Centel 25 1,369,912 21 109,002 19  Chicago, IL .
~ @ GenCorp 26 3,099,000 8 130,000 18 AkonOH
@ Westinghouse 03 10,731,000 2 670,800 3  PitsburghPA
~ @ TimesMirror 1.0 2,948,136 9 408,085 5  LlosAngeles, CA
@ Tri-Star 1.7 254,377 37 13,760 40  New York, NY | :
~ @ Playboy 5 ~ -4.3 181,639 50 62,203 88  Chicago,IL
@ Tempo Enterprises 7.2 28,214 75 2,309 61  Tulsa,OK il
~ @ OrionPictures ~ -11.2 198,122 44 31,862 87  New York, NY
77$e||_(irk_(_:omm.7 17 124,519 57 8,996 43 1 Toronto, Ontario -
® WesternWorldTV. 771 2,745 89 10 70  LlosAngeles, CA i
@ QVCNetwork® NA 1,593 90 8,466 79  WestChester, PA

61986 hgure includes seven mo, of RCA results 7Canadian company: converted 1o 4.5 dallars BResults compare year ended 9/30/86 to yeor ended 12/31/85 INow o privote company }OResults for quarter ended 1/31/87

ae ey
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“First Bank

System
works for me.

I've been very impressed with

First Banks’ industry knowledge,
customer interaction, innovativeness,
and responstveness. /V

Thomas B. McGrath
Senior Vice President
Acquisitions, Planning
& Development
Act Il Communications, Inc.

Let us work for you.

Our team of eight industry-knowledgeable
corporate bankers have the professional background
to understand the complexities of your business.
We bring the latest in financing capabilities to bear
in solving your financing needs.

To find out how the Communications Industry
Division of the 15th largest bank holding company
can work for you, please call us in Minneapolis

at 612-370-4844.

1']!} First Bank System
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THE CHANNELS ACHIEVERS / THE BEST-PERFORMING STOCKS

WHAT THE MARKET THINKS

BROADCAST

DR Y R R

Company Stock Price  Stock Price % Change Company Stock Price  Stock Price % Change
4/1/87 4/1/86 4/1/87 4/1/86
Gray Comm. 223.000  138.000 61.59 Home Shopping Net.  20.000 6.250? 220.00
~ Westwood One 41.750 26.250 59.05 | | ScottCable 22.750 12.250 85.71 |
GenCorp 117.250  75.000 56.33 United Artists Comm. 22.750 14.250! 59.65 |
| LINBcast. 34.250 22.625' 51.38 ATC 22.625  14.500°  56.03
Infinity Broadcasting  16.250 10.750? 51.16 Amer. Cablesystems  19.500 12.500? 56.00
cop- Ciﬁes/ABC 342.000 237.000 4430 | cen'ury comm‘ 20.750 -imo_ — = 50917
-z‘f‘LF’c‘"°w°'d S Z;'°g° 52";°°1- ;*23 " Financial News Net.  11.875 8.250 43.94
G’;:Zr;’gl':c‘mc = 5:; og 73:122 3:?1 - Coblevi.sion Systems  24.750 17.500 41.43
| Outlet Comm. 15.500 11.500° 34.78 I Adelphia Comm. 19.500 14.000? 39.29
"~ Staufer Comm. 135.000  105.000 28.57 Jones Intercable oL UL e
| A.H. Belo ~ 62.750  50.750  23.65 | Comcast 21.500 17.125° 25.55
| Chris-Craft 25.375 21.125° 20.12 TC 29.625 24.625' 20.30
| ParkComm.  32.500  27.500 18.18 Turner Broadcasting  20.250 17.125 18.25
| United Television _ 31.125 28.250 1018 | | Time ~ 84.875  73.000 16.27
|_CBS 151.500  144.375 4.94 | United Cable 31.875 27.875 14.35
v 10756 10500  2.38 | C.0.M.B. 20.750  18.250 13.70
JRCiBgrty SORISOTN ddbest = | Maclean Hunter®  21.500  19.000 13.16
ST T et ST T R
| Selkirk Comm.? 22125  25.250 “12.38 e Nelwork 12:000 _  W=2802  _ il ]
| Malrite Comm.  12.000 __ 15.000 ~20.00 (DO e 5,42
Clear Channel Comm. 14.500  19.250 - 24.68 | TCA Cable o U [ -
Sun Group 2.250 4.375 —48.57 L Tempo Enterprises  10.250 10.000 2.50
|_Emmis Broadcasting  (Private}  (Private) - Adams-Russell 22.500 $33.250 32.33 |
Broadcast Average +19.21 Cable Average +34.91
L - S&P 500  24.35 - &P 500 Index 24.35
DIVERSIFIED PRODUCTION
Company Sioc‘kml;rice Siocﬁl?merice % Change Company Sioc‘klgrice Sioc‘kwl:rice % Change
News Corp. 32.750 15.875'4 106.30 Walt Disney 62.750  36.750 70.75
W e e VT ] KingWorld Prods.  20.750 12.875' 6117 |
— ] Playboy 12.875 8.375 53.73
Taft Broadcasting 158.250 96.000 64.84 MGM/UA Comm. "'”.875_ 8_.000’ 48.44
Multimedia 55.125 35.375 55.83 Orion Pictures 16.500 11.375 45.05
Th:Bloir i 31‘0005_ 21.000 47.62 Warner Comm. 29.875 20.750° 43.98
- - Coca-Cola 45.750 34.125 34.07
New York Times 42.875 30.750! 39.43 Gulf + Western 75‘375 o 57.500 31.09 |
Times Mirror 82.750 63.250 30.83 _Amon Spelling Pr—ods 10.125 8.250? 22.73
Media General 59.500 45.750 30.05 | DelaurentiisEnt. ~ 10.375 9.625? 7.79
— — 4 Dick Clark Prods. 6.375 6.000? 6.25
2 A 46900 R UGG 01 29.17 Peregrine Ent. 12.000  12.125 -1.03
Waestinghouse 65.750 53.375 23.19 Heritage Ent. 9.000  9.500 5.26
" Heritage Comm.  33.000  27.000 22.22 - SabEg i B30 sl ~9.09
- - MCA 46.000 51.875 -11.33
Wushingion Post 184.000 153.500 19.87 Tri-Star :'_1‘500 1;006 — 1"_‘54
Knight-Ridder 53.125 46.125 15.18 Reeves Comm, 11.625 14.500  -19.83 |
Tribune =" 77.625 68.500 13.32 New World Pictures 13.375 17.750 —24.65
Lorimar-Telepictures  19.375 26.000 25.48
 McGraw-Hill 63.875  58.625 8.96 " Barris 15.625  22.000 ot
Lee Enterprises 25.500 25.625 -0.49 Hal Roach Studios 9.250 13.625 -32.11 |
Meredith 36.000 38.125" 7‘5‘?7' = Western World TV 1.625 2.625 -38.10 |
— = Fries Ent, 5.375 9.500 43.42
iox Evierpfrife_s‘_ i (_Privoie) (Private) — Vestron 7.125 1325 T as.71
Diversified Average +34.65 Production Average +5.35
~S&P 500 24.35 S&P 500 Index 24.35 |

11986 stock price adjusted for stock split. 2(PO since April 1, 1986. Price is 52 week low. 3Funds in Canadian doliars. 4Initial U.S. offering May 20, 1986. SAcquisition price Aug. 18, 1986.
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o WORK UTS

Drexel Burnham. Our communi
cations financings have helped
create jobs throughout the entire
communications industry. These
dollars have also financed employ-
ment among a spectrum of
suppliers—for everything from

antennas to zirconium insulation. L T 1 r o o = £
The 23 Drexel communications Cablevision Systems Ingersoll i\lewspapers, AMC Enﬂtertamment
transactions you see here were all Corporation nc. nc.
completed since January of 1986. 5.000,000 $75.000,000
Together they total over $6.7 billion. $80,625,000 865,000,
This is both a record number of 6,250,000 Shares of Class A Common Stock 11%% Senlor Suberdinated Debentures 11%% Senfor Subordinated Debentures
Issues and a record volume of January 17, 1986 September 3. 1986 July 2. 1986
financing for the communications k= —— — -
industry. And it makes Drexel — 7 $50,000,000 — )
once again the leader among all R()gers Cablesystems 0 ST, T IN McCaw Cellular, Inc.
comimunications underwriters. Y% Subordinateciiiebenturasy
nicRHONSURASIWINELS, of America, Inc. September 3, 1986 $125,000,000
What's responsible for Drexel’s _ )
leadership in communications? $14,500,000 — = Senior Notes
Innovation. [Industry knowledge. NS . . . July 3. 1986
A o X Shares of Class A Comi Stock
And our broad range of services. ,::::m ::,m nen St Barris Industries, Inc.
The results? Transactions designed | _ $60,000,000 $150,000,000
to meet the specific financing needs |_ _— SemioraSaton et
of each client. Transactions which ol 6%% Convertible Senlor Debentures nlor Su ated Notes
are often the first of their kind. FSOtX tTelewlsmn February 24, 1987 July 3. 1986
Transactions that work. anons, Iinc. — =l ==
Examnples? We pioneered fixed $1,148,000,000 ' | .
rate, 20 V(‘dI‘ subordinated debt; | R—— , | WeStern PUthhlng Cabl U,II‘,ltled K.
public debt for private companies; G AT e e Group, Inc. aC e le et\{lSlon
debt with \\dnants‘subject to February 27, 1986 $231,600,000 orporation
repurchase; and zero coupon debt [l _ US$50,000,000
deferring cash interest costs for — 11,580,000 Shares of Common Stock
several years. These financing Compact Video, Inc. April 22, 1986 I 5%% Convertlble Subordinated Debentures
techniques have enabled us to raise : — July 1986
the capital our clients need. At the $80.,000,000 - = —
lowest possible cost. And for com- Lorlmar-Teleplctures :
Har) ) o miae ~ 12% % Subordinated Debentures
munications c ompanies of all sizes. i S Corporation Cooke Media Group
Drexel Burnham's strength is L J lncorporated
financing America’s growrh indus- $150,000000
tries. Like communications. 11% Sentor Subordinated Debentures | $430,000,000
Through the combined eflorts of our M, g
10,000 employees, this has had - —_ ‘ Senlor Sl:l'y:::;.:::;:le:)eh,rred
tangible results. In ideas, in jobs, In April 1987
progress. There’s no better proof
that putting capital to work puts $300,000,000
people to work.
Subordinated Debentures
April 1987
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, PUTTING CAPITAL
PLE TO WORK.

— - l - - - ———— : —
Gulf + Western Inc. Warner : Olympic Broadcasting Carolco Pictures Inc. W
mim ng. i
$175,000,000 | Communications Inc Corporation $32,400,000
|
9% % Senior Debentures $500,000,000 $12,000,000 3,600,000 Shares of Commeon Stock
July 10, 1986 10,000,000 Shares of Series A Convertible Increasing Rate Senlor Subordinated Notes November 26, 1986
Exchangeable Preferred Stock . —
j June 13, 1986
$100,000,000  Ausust 22,1986 $50,000,000
8%% Senior Notes [‘ — — $30,000,000 13% Senior Subordinated Notes
July 10. 1986 J MGM/UA 13% % Senior Subordinated Debentures December 2, 1986
= — i ’ Communications Co. October 31, 1986 — =
. I I
Aaron Spelling $150,000,000 $4,500,000 i | American Cablesystems
PrOdUCtlonS7 lnc' I 12%% Senior Subordinated Notes 750,000 Shares of Common Stock COI‘pOl‘athl]
$77.000.000 U=ngla D B October 31. 1966 N $100,000,000
5,500,000 Shares of Class A Comman Stock $250,000,000 - T 11% % Senlor Subordinated Notes
August 11880 13% Suberdinated Debentures Turner Broa(%caSting | Moy 7. 1886
$25,000,000 Docomber 241986 System, Inc. ‘ $54,375,000
12% % Subordinated Notes r S——— S $600,000,000 3,750,000 Shares of Glass A
August 1, 1986 J New Line Cinema Extendable Senior Notes Common Stock
—_ - —_— Corporation March 18, 1986 May 7. 1986 i
Tele-Communications, $6,400,000 | | $440,000,000 3 - 1
Inc. 800,000 Shares of Common Stock Zoro Goupon Senlor Notes MCI gommun.lcatmns
$230,000,000 (I _ ISeptembencxiniasg J March 18, 1986 ‘ orporation
6%% Convertible Subordinated Debentures ’ $36;) 000,000 | $500,000,000
August 15, 1986 ’ ’ 10% Subordinated Debentures
14% Senior Subordinated Debentures | April 7, 1986
March 18, 1986 [ — =

Drexel Burnham

Helping People Manage Change. Mesber SIPC Copyri, 1987
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Portraats of success and failure: Where they rise and fall.

COMPANY 1985-86 GROWTH 1986 5-YEARCAGR COMMENTS
DIVISION PROFIT%* REV. PROFITS* REV. PROFIT%* REV.

CAPITAL CITIES/ABCINC.' 215.0 304.0 447.7 4,124.4 40.9 48.4 Tough cost reductions cushioned 19B6 results. Revenues of

o BROADCASTING 4.0 ~2.2 519.7 3,153.6 4.4 6.3 54.1billion were buoyed by strong performonce af sta-
PUBLISHING -4.4 1.0 177.2 970.8 18.6 8.9 tions, radia networks and ESPN. First-quarter results, down
dramatically, were also helped by station operations.

|

CBS INC. 126.9 6.7 375.1 4,753.7 1.8 5.2 Downsizing, sale of assets and paying off debt are credited
CBS/BROADCAST GROL P - 30.6 1.1 250.0 2,817.2 4.6 8.0 withsalvaging a year of declines in broadcast. Profits for
CBS/RECORDS GRO JP 85.9 21.6 162.1 1,489.4 224 4.1 stationsand records were strong.

CBS MAGAZINES 202.2 [s] 13.9 407.2 -20. 4.3

COCA-COLA COMPANY 29.4 20.2 934.3 8,668.6 14.2 8.1 Theentertainment division went into its fifth year with 46

ENTERTAINMENT 46.3 28.1 235.4 1,373.8 NA NA percent growth in operating income over 1985. With the

T CRE Cempany creotion of Coca-Cola Television to oversee production
and distribution, the company will expand its third opera-
tion, syndication.

. GANNETT CO. INC. 9.1 26.8 276.4 2,801.5 9.9 15.4 New holdings contributed about 60 percent of last year's
IP—\\ NEWSPAPERS 21.4 501.4 2,240.5 11.2 15.9 27 percent operating revenue gain, to $2.8 billion. 1t's the
‘v‘l BROADCASTING 27.5 32.2 115.6 351.1 20.6 20.0 19thyear of earnings gains, restrained by near-term costs
GANNEIT ADVERTISING (—8.9) 1.4 46.4 210.6 3.8 6.1 of the new acquisitions and the first year of a production
deal with Grant Tinker.
GENERAL ELECTRIC 5.9 25.5 4,310.0 36,725.0 140.1 35.6 Thebiggest non-oil merger ($6.4 billion) gave GE number-
RCA BROADCASTING 22.1 15.2 406.8 3,048.7 53.3 13.5 one network NBC, with $3 billion in revenues. The chal-
lenge for GE is to keep NBC's profits climbing {up 22 per- .
centin 19B6). i
GULF +WESTERN INC. 7.9 13.9 267.4 3,781.1 1.7 -7.9 Downsized severely over the last four years as G+W sold
ENTERTAINMENT 86.4 7.7 128.8 11,1448 6.0 2.2 off subsidiaries; it's expanding in publishing. Despite Para-
: Gulf+Westem Inc. PUBLISHING 35.5 18.9 140.5 $44.0 43.1 mount’s successes, TV, fitm and home video provide just 30
. MOTION PICTURES NA 0.3 NA 340.2 - 6.8 percent of revenues and 26 percent of operating income.
= TELEVISION & HOME VIDEO NA 11.2 NA 598.6 27.5
. HOME SHOPPING Sales were up neorly 10-fold over ‘85, and the company
G @ NETWORK? 108,492.4 988.2 17.0 160.2 has moved quickly to add over-the-air distribution. But
: aaloME ’ growing competition hurt its prospects and its stock, which
: NETWORK between Jonuary and April, plunged from $47to $14 a
J o share.
- KNIGHT-RIDDER INC. 5.6 10.5 140.1 1,910.7 6.9 9.1 What used to be Knight-Ridder Newspapers Inc. acknowl-
& BROADCASTING 27.5 57.2 22.2 102.6 NA 21.6 edged wider operations with a 19B6é name change. Simul-
. m‘ NEWSPAPERS 14.9 8.6 300.8 1,688.1 NA 8.3 taneously, it sheared off videotex ond a mobile phone com-
5 BUSINESS INFO. SERVICES 20.7 1.0 2.2 88.9 NA  27.1 pany. Broadcasting added three stations to its eight.
. OTHER OPERATIONS 22.5 10.5 12.8 63.5 NA 11.2
. LORIMAR-TELEPICTURES® 761 31.3 4.1 542.8 -13.4 30.5 Resultsreflectits merger, acquisition of the MGM/UA lot,
: ENTERTAINMENT 244.0 ~10.2 18.0 356.5 NA NA Bozell & Jacobs and—very nearly—the Storer station
. lO_RIMAR v 13.3 311.6 NA NA group. !t took o charge against third quorter pre-tox
] FEATURE FILMS ~-15.5 19.0 NA NA income to increase reserves ogainst an expected slump in
9 HOME VIDEO 74.3 25.8 NA NA syndication payments.
. ADVERTISING 8.9 -6.9 66.0
. MCA INC. 3.8 16.3 155.2 2,441.4 11.6 12.9 First studio to announce that syndication was so uncertain .
: THEATRICAL FILM 10.0 283.9 2.0 thatithad dropped income forecasts and added to its bad @
: PACA  TeLevisiON 25.6 663.6 12.5 debt reserve. A $50 million chorge against TV operations :
5 HOME VIDEO & PAY TV 4.8 249.8 mode Filmed Entertainment Group results disappointing in :
. FILMED ENTERTAINMENT* 38.3 121 89.0 1,311.2 4.3 10.7 anotherwise banner year. .
. McGRAW-HILL 4.5 5.7 154.0 1,576.8 9.4 7.3 McGraw-Hill's small station group increased soles 11.6
: W1 BOOKS 6.3 6.0 71.8 487.7 6.9 4.9 percentlost year. It hos grown faster than the company at
. C“ 1 INFORMATION SYSTEMS 54 3.8 94.2 366.1 10.1 6.1 large and shown higher profits, but remains @ minor divi-
" !‘}n 2 PUBLICATIONS CO. 11.9 1.7 42.2 318.2 3.1 3.7 sion, contributing 6 percent of revenues and 10 percent of
4 i STANDARD & POORS CO. 17.2 10.6 74.7 311.9 28.6 19.0 operoting profitsin ‘86.
. BROADCASTING 16.3 11.6 32.0 92.9 6.5 9.7

*Company-wide total is Net Income. Segment totals are Operating Income ' Company totals before 1986 are Cap Cities only. Segment figures combined  2In 1985, HSN changed its fiscal year period from one ending
in December 1o one ending in August. As a result, 1985 figures reflect only eight months

36 CHANNELS/JUNE 1987

WWW.americanradiohistorv.com



THE CHANNELS ACHIEVERS /HOW THEY DO IT

COMPANY 1985-86 GROWTH 1986 5-YEAR CAGR COMMENTS
: DIVISION PROFIT%® REV. PROFITS® REV. PROFIT%’ REV.
. MEDIA GENERAL -47.9 9.7 17.0 634.6 -11.5 11.6 Managementexpects aturnaround from its 48 percent
. . NEWSPAPERS -45.7 4.3 223 2641 -2.1 8.7 drop in profits by campleting its cable-construction project
o l BROADCAST 87.6 29.8 ) 167.1 48.2 inFairfax, Vo., breaking even at its troubled media-buying
: NEWSPRINT -2.5 2.1 17.3 164.6 -7.4 2.6 subsidiary and enhancing signal coverage at its trio of
o affiliates.
NEWS CORP. LTD.5 50.4 40.8 171.6 2,668.3 NA  20.2 Rupert Murdoch’s empire has doubled its sales and
NEWSPAPERS 92.7 22.8 107.0 1,371.8 NA NA increased its profits more than five-fold in five years,
MAGAZINES 77.2 50.6 67.7 3573 NA NA expanding inta films, TV stations and the $50 million start-
TELEVISION 507.8 81.5 37.8 245.2 NA NA up of the new Fox network. lts base remains newspapers
FILMED ENT. - - 53.8 383.8 NA NA on three continents, which provide half of the company’s
revenues.
[ NEW YORK TIMES CO. 13.7 12.3 132.2 1,564.7 21.9 13.2 Four-fifths of revenues stilt came from newspapers, as well
f BCAST/CABLE TV 30.5 35.6 14.3 923.1 32.4 20.4 asits highest operating profits, but its smalt broadcast/
} NEWSPAPERS 24.6 13.0 2454 1,252.4 35.3 15.6 cable group last year showed 35.6 percent growth in reve-
MAGAZINES 44.6 1.3 25.5 219.2 14.2 7.6 nues and 30.5 percent in net income.
TAFT BROADCASTING CO. 61.0 26.0 19.4 472.8 4.3 14.5 In 1986, Taft exponded by acquiring five TV and four rodio
BROADCAST 13.7 49.5 72.0 283.4 11.2  20.4 stations. The deal upped revenues by 26 percent over ‘85,
Brosaceaung Comomy ENTERTAINMENT 56.4 2.7 13.4 144.3 10.2 11.9 butsent netincame dawn 61 percent. Recently, TVX bought
LEISURE PROPERTIES DIV. 7.0 ] 6.6 45.1 -6.4 0.2 five TV stations from Taft for $240 million.
TELE-COMMUNICATIONS Positioned for growth in 1986, TCl increased net income
——— INC. 614.5 1.9 72.3 645.7 49.1  28.9 837 percent, reflecting internal expansion and the acquisi-
l:l CABLETV tion of CSI. Next year should be another whopper, with
5 Group W, UACI and Heritage purchases factored into
s earnings.
o TIME INC. 88.0 10.5 376.0 3,762.0 20.4 2.8 The company continued cost-containment efforts, showing
. MAGAZINES —-8.0 6.3 162.0 1,576.0 9.7 12.6 an 88 percentincrease in netincame and an 11 percent
. Timelnc, BOOKS& INFO SERVICES -14.1 20.1 73.0 663.0 28.3 5.0 jumpinrevenuesin 1986. Lost year's results reflect the sale
: PROGRAMMING -8.3 1.5 111.0 952.0 NA NA  of ATC common stock and the acquisition of Scott, Fores-
. CABLE TV 21.6 9.1 118.0 637.0 NA NA manand Co.
s TIMES MIRROR 721 -0.4 408.1 2,948.1 221 6.5 Times Mirror completed a plan to focus on publishing and
: S| NEWSPAPERS 18.5 6.6 330.9 1,726.7 14.3  10.1 TV by selling off unrelated haldings and acquiring Broad-
E s Times Mirror  BOOKS, MAGAZINES, ETC. 14.4 141 98.3 586.8 17.1  15.1 casting magazine. Earnings set a record far the fourth year
: BROADCAST TV 10.2 -1.2 70.8 127.3 in a row, but revenues remained flat because of operations
3 CABLETV -22.5 -12.8 36.6 242.9 sold.
: TRIBUNE CO. 136.5 4.7 2929 2,029.8 26.9 7.6 The 137 percent grawth in netincome last year was fueled
g IRIBUNE NEWSPAPERS 14.5 0.5 200.3 1,363.7 24.6 5.9 throughimproved margins ot newspaper and newsprint
- COMPANY  BROADC. & ENTERT. 9.3 40.6 65.5 466.2 17.3  26.7 operations and the sale of unprofitoble cable systems.
¥ NEWSPRINT OPERATIONS 35.8 2.6 54.6 378.2 0.4 1.0
o TURNER BROADCASTING Turner’s two fast-grawing Cable News Network channels
SYSTEM (loss) 58.3 —187.3 556.9 - 42.4 and WTBS provide two-thirds of revenues and profits as
BROADCASTING 79.2 9.5 12.5 207.6 6.9 28.4 well, butalithatwas swamped by debts related to pur-
CABLE PRODUCTIONS 208.9 35.7 38.6 171.8 _  42.8 chaseof the MGM film library, resulting in a $187 million
PROG. SYND. & LIC. (less) 1,213.9 —6.7 135 - - losslastyear.
PRO SPORTS -50.6 9.2 -13.8 25.5 - 23.6
VIACOM {less) 107.0 9.9 919.2 - 34.3 Viocomis about to enter a new phase under the ownership
NETWORKS 82.0 490.4 37.0 510.4 - - of Sumner Redstone. Through the ‘80s, Viacom reported
ENTERTAINMENT 14.8 16.3 21.7 77.3 stunning 34-percent revenue growth. Acquisition-related
i Viatom. CABLETV 40.3 13.0 46.4 232.8 24,1 22.3 debt made it unprofitable in ’86.
. BROADCASTING 47.8 33.0 371 1M1.3 38.6 59
WALT DISNEY CO. 38.4 22.6 247.3 2,470.9 15.3 19.7 Disney has enjoyed record revenues and net income, with a
FILMED ENTERT. 53.1 59.9 51.6 511.7 11.0  24.0 big assist from theme parks and a smaller one from Bette
The Qe Desep Conpeny: THEME PARKS & RESORTS 57.9 21.2 403.7 1,523.0 25.5 17.1 Midler. Revenues from movies and TV are the compony’s
COMMUNITY DEV. -36.4 -3.2 41.8 305.1 NA NA fastest growing, but still make up anly a fifth of the total.
WARNER Two years after reporting disastrous losses from its former
COMMUNICATIONS -5.0 27.5 185.8 2,848.3 —3.9 —2.5 Atariunit, Worner is in the midst of a turnaround. Help has
FILMED ENTERT. 7.5 4.2 172.2 1,251.3 47.4 10.6 come from record profitsin the fiilmed-entertainment and
RECORDED MUSIC & record divisions, and improved results in broadcasting ond
MUSIC PUBLISHING 33.6 25 150.6 1,138.7 1211 7.0 cable. Income from publishing continues to decline.
PUBLISHING & RELATED
DISTRIBUTION 18.0 4.8 11.3 132.6 -5.4 9.5
CABLE & BROADC. 282.0 16.2  325.7 NA NA
WASHINGTON POST CO. 12.3 12.7 100.2 1,215.1  25.1 10.0 Witha decline in operating income of 12 percent in 1986,
NEWSPAPERS 13.7 6.0 1301 589.3 33.4 9.8 the company could find solace in TV and cable divisions. Its
The Washington Post  MAGAZINES -38.3 -1.6 17.9 320.9 5.3 1.7 TV stations enjoyed operating-income growth of nearly 21
BROADCASTING 20.8 8.2 70.0 167.1 27.2 13.0 percent, and cable contributed income of some $12 million
CABLETV - - 11.8 84.9 - — onrevenues of almost $85 million.
WESTINGHOUSE 10.8 0.3 670.810,731.0 8.9 2.76 Broodcosting and cable operations enjoyed a five-year
GROUK ENERGY & ADVANCED grawth in operating income of almost 14 percentand a
TECHNOLOGY 4.1 9.1 434.8 4,807.7 11.2 8.4 revenue increase ta match. That helped to offset declines in
INDUSTRIAL 101.0 3.5 123.2 3,602.4 -11.7 7.0 the industrial and commercial divisions. The sale of Graup
COMMERCIAL 32.3 ~-2.9 178.2 1,699.7 0.3 7.6 W Cable last June resulted in a pre-tax gain of $651 mil-
BROADCASTING & CABLE B.1 -—-21.5 149.9 838.8 13.9 14.2 lion.

3otals represent nine-month periods ending Dec. 30, 1985 ond Dec. 31, 1986. Companies merged February 1986. Division results cover 1985 fiscal year, eight months ended March 31, 1986 4Composed of film, TV,
home video, pay TV and studio tour.  3In American doliars. Using formula of Australian dollar value multiplied by .698, the rate of exchange used by News Corp. in their 1986 onnual report
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Financial Achievers In Media

First Boston and its London-based affiliate Credit Suisse First Boston provide the full
range of investment banking services to companies in all segments of the media industry.
Ask your peers for whom we've recently worked:

N W Ayer Incorporated Katz Communications, Inc.
Affiliated Publications, Inc. King Broadcasting Company
American City Business Journals, Inc.  King Videocable Company
American Television and King World Productions, Inc.
Communications Corporation KSCI-TV
Capital Cities/ABC, Inc. New England Television Corporation
Cellular Communications The News Corporation Limited
Centel Corporation Pearson PLC

The Chronicle Publishing Company Gerry M. Ritterman
Communications Satellite Corporation  E. W. Scripps Company

Cox Enterprises, Inc. Scripps Howard Broadcasting Company
Devon Group, Inc. John P. Scripps Newspapers

Esquire Magazine Group, Inc. Sorg Incorporated

Gaylord Broadcasting Company Taft Broadcasting Company

General Cinema Corporation Tele-Communications, Inc.

Mark Goodson Tri-Star Pictures, Inc.

Goodson Newspaper Group, Inc. Turner Broadcasting System, Inc.

Gulf + Western Inc. Viacom International Inc.

Harcourt Brace Jovanovich, Inc. Westinghouse Electric Corporation
Heritage Communications, Inc. World Book Finance, Inc.

For large transactions, such as the $370 million initial public offering of common stock
for American Television and Communications Corporation, or smaller transactions, such as
raising $11 million of debt privately for King Broadcasting Company, First Boston’s Media
Group can help vou achieve your financial objectives.

If you are considering acquisitions, divestitures, corporate restructuring or if you need

to raise capital, call the Financial Achievers in Media at First Boston, Fred Smith or Chuck
Ward at (212) 909-2000.

R\

= First Boston

Investment Bankers

www.americanradiohistorv.com
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THE CHANNELS ACHIEVERS / PERFORMANCE

BROADCASTING

RANK COMPANY RbE 1986 ROE 1985 D/E 1986 RANK D/E 1985
AVERAGE __ 007! 0.06 239 221
© ¢ - 0.47 ~0.06 318 13 6.29
~ ©  staufferComm.  0.33 0.5 0.74 3 085
©  Chris-Craft ~0.23 037 1211 22  15.42
©  Cop Cities/ABC 0.23 016 164 9 132
©  American Family 0.23 ~0.16 ~ 6.40 20 5.69
~ O LINBroadcasting 0.17 ~o.m 0.40 2 0.21
©  United Television 047 0.31 268 11 3.04
O General Electric 0.16 0.17 1.29 7 000
O GrayComm. 033 o011 . 0.35 1 0.27
@  Clear Channel Comm. 0.13 0.23 3.84 16 245
® GenCop B 032 o0.08 1.02 6 000
@ Liberty 1 0.12 0.10 ~ 3.63 15 258
® ParkComm. 011 013 - 0.77 5 0.48 ;
@ selkikComm. AL 009 077 4 0.83 :
® WestwoodOne 010 0.0 160 8 0.23 i
® AHBelo 008 008 1.85 10 1.40 ]
®  ScrippsHowardBeast.  0.04 0.23 13.36 14 089
®  Jacor Comm. ~ 0.00 0.06 296 12 6.75 :
® EmmisBroadcasting - 0.05% 0988  -3.36 24 1102
D Infinity Broadcasting ~ -0.13 0.862 i LB 19 -3470
@ MdlriteComm. 020 020 - 5.18 18 2.84 N
® SunGroup 042 008 4.41 17 4.72
@  OufletComm. -0.62 -0.13 1 6.92 21 0.25 :
9 v -1.57 0.8 26.14 23 2.82 g
®  Price Comm. ~1.76° ~1.55 - 33.39 25 42.05

1 Excludes TVX and Price Comm.  2Profitable with negative equity. 3Unprofitable with negative equity. ¢ Excludes Turner. SExcludes Cablevision.

The Lowest Return

Although radio and television broadcasting is widely
recognized as one of the nation’s most profitable businesses,
the field last year showed the lowest return of the four
media sectors reviewed in the Achievers section.

In 1986, the field’s average return on equity (ROE)—a sig-
nificant measure of profitability—was 0.07, below cable’s
0.12, the diversified company average of 0.17 and the pro-
duction segment average of 0.16.

It is probably not just a statistical quirk. The TV station
business, while essentially healthy, had problems last year.
Total TV ad revenues rose by 8 percent to about $22 billion
last year, well below the double-digit growth figures that
had been the norm. National spot advertising is soft and, in
an increasingly competitive environment, not likely to
resume earlier rates of rapid growth. In the meantime, sta-
tions are aggressively trying to gain more local advertising,
a marketing problem they’ve not solved.

The average itself is somewhat high in light of the fact that
CBS, the industry leader in this compilation, reports a high
ROE, in part because the company has bought back large
amounts of its stock and because its profits more than quad-
rupled last year, reflecting austerity measures and an eas-
ing of its corporate-debt burden. Ten other companies, how-
ever, did show improvements in return on equity from 1985
to 1986. Stauffer Communications, American Family and
Cap Cities/ABC were the biggest gainers.

In the overall figures, debt/equity (D/E) levels rose very
slightly, although 17 of the 25 broadcast companies showed
higher figures by that measure, revealing that continued
low interest rates last year encouraged broadcasting firms
to borrow more money. Gray Communications and LIN
Broadeasting reported the least leveraged balance sheets,
while TVX Broadcast Group, Emmis Broadecasting and
Price Communications the most highly leveraged.
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COLUMBIA/EMBASSY TELEVISION
A unit of C26 Jetbvision
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PERFORMANCE/THE CHANNELS ACHIEVERS

CABLE

....................................................................................................................

42

RANK COMPANY ROE 1986 ROE 1985 DI/E 1986 RANK DI/E 1985
AVERAGE 0.124 0.06° 2.335 2.90
© American Cablesystems 0.92 -0.143 5.1 15 -5.60
~ © TempoEnterprises 0.61 0.37 8.73 19 4.89
©  Home Shopping Net. 0.36 0.04 098 4 11.76
O Time =C ¥ 0.29 0.17 2.25 7 154
"~ © Adams-Russell 0.282  0.15 45 21 1M
'O FinancialNewsNet.  0.23 ~0.43 0.58 3 294
@ arc -l 0.22 0.06 5.97 16 0.56
O TCACable 0.21 0.29 244 8 2.79
O Madean Hunter | 0.8 0.20 102 5 127
~ ® ScottCable 7 0.12 0.43 294 10 381
®  Centel 01 015 192 6 185
@ ta 010 0,03 548 14 3.68
® UnitedCable 008  0.30 8.24 18 9.13
@  Jones Intercable 008 0.1 3.04 1 202
®  United Artists Comm. 007 014 646 17 579
~ @  Rogers Comm. 004  -0.26 289 9 995
®  CenturyComm. 0.02 0.08 384 12 793
 © Comast 0.0 —013 43 13 215
® COMB.  -004 023 0.55 2 1.82
@  Adelphia Comm.  -0.30° ~0.823 3.46 20 ~7.26
@ QVCNetwork 04  NA 0.24 1 NA
" @ Cablevision Systems ~0.43%  -1.29°  -16.59 23 —8.46
@®  Turner Broadcasting ~0.90°  0.04 - _8.21 22 11.01

1 Exdudes TVX and Price Comm.  ZProfitable with negative equity.  3Unprofitable with negotive equity. 4 Excludes Turner. 5Exdudes Cablevision.

MSO Success Story

I t shouldn’t be surprising that 1986 was a strong year for
the cable industry and that the industry’s average return on
equity grew dramatically. Industrywide statistics help to
tell the story. Total industry revenues rose by close to $1 bil-
lion, total subscribers grew by 2.5 million and cable ad reve-
nues grew by $181 million, a healthy 24 percent rise.

The firms in the accompanying chart were the clear benefi- |

ciaries. From a small-but-growing, highly successful Massa-
chusetts-based multiple-system operator, American Cable-
systems—the industry return-on-equity (ROE) leader—to
highly ranked programmers Home Shopping Network,
Time Inc. and Financial News Network, 1986 was a very
strong year for cable.

But return on equity isn’t necessarily a telling measure of
the health of the cable industry, since it is a business widely
measured not by profitability but by cash flow. For example,
industry giant and Wall Street darling Tele-Communica-

CHANNELS / JUNE 1987

tions Inc. (TCI), the largest MSO, is typical of large opera-
tors with enormous cash flow and considerable interest pay-
ments that lower net income totals sharply. Those high
interest payments reflect the enormous debt large cable
companies have taken on in order to fund system construc-
} tion and acquisition. TCI, for instance, reported operating

income of $154.3 million last year on revenues of $645.7 mil-
lion, but net income of just $72.3 million, a figure seven times
greater than TCI’s 1985 net income.

At the same time, the cable industry also took advantage
of surging cash flows to lower its average debt/equity level,
easing balance-sheet pressures. But only one of the top
seven companies in the debt/equity ranking is a “pure”
cable operator, reflecting the fact that the more dependent
firms are on cable operations, the more likely they are to be
highly leveraged. Virtually all those MSOs report debt/
equity ratios well above those in broadeasting.
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Tak Communications, Inc.

has acquired

KITV-TV

(Honolulu, HI)

and

WUSL-FM

(Philadelphia, PA)

The undersigned acted as financial advisor to
Tuk Communications, Inc. in these transactions.

MORGAN STANLEY & CO.

Incorporated

April 1987
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DIVERSIFIED

RANK COMPANY ROE 1986 ROE 1985 D/E 1986 RANK DIE 1985
AVERAGE 0.17¢ 0.15 2.58 1.58
: ©® NewsCorp. 0.44 0.40 11.96 16 6.40
© TimesMirror o3 o024 125