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SYSTEM 
Frank Mancuso and 
Mel Harris are changing 
the way studios work. 
The result is a bold 
strategy built on 
first -run syndication. 
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You're looking at the portrait 
of a winning strip. 

Mr. Belvedere is number one 
with women and kids in its time 
period. They watch the show con- 
sistently more than anything it's 
up against. think 

elvedere 
AVAILABLE TO STRIP FALL '89 

In its fifth hit season with 
ABC, the show's popularity con- 
tinues to grow. It's up 16% in share 
while over 75% of all returning 
network shows are either flat or 
have lost share. Only one show is 
ahead by more. 

When summer rolls around, 
Mr. Belvedere stays hot with 
100% rerun share retention. The 
strongest of any network sitcom 
available for future syndication. 

Mr. Belvedere has all the clas- 
sic elements that make for long 
run syndication success. A family 
that Neilsen families love, and the 
numbers to prove it can deliver all 
the key demos. 

Mr. Belvedere. The anchor of 
ABC's Friday lineup five years run- 
ning. Think what it will do for you 
five nights a week. 

TELEVISION 
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Have you 
ever 
seen a 
Nielsen 
family? 
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A driven man leaves the nest . 62 
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BALK! 
&LARRY. 
Perfect Strangers. 

In virtually every decade, 
there's been a dominant male 
comedy team that helped 
define humor in their era. 

Now, "Perfect Strangers" 
time has come. 

Starring Bronson Pinchot 
and Mark Linn -Baker, the 
network comedy hit is now 
ready to strip. And with 

100 half-hours available fall 
'90-'91, you'll get the same 
big laughs and strong per- 
formance that have been 
proven in prime time on 
three different nights, 
for the past three years. 

"Perfect Strangers:' 
The perfect addition to your 
access comedy block. 

PERFECT 

MB 
MillerBoyett 
PRODUCTIONS 
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ADDERI,Y 

The exhilaratite, suspenseful 
world of espionage comes alive in this fast_ modern h. {ur series set against a backdrop 

Plod one 
intrigue. Starrirn, p of foreign 
h lrigue e agent, 

ö Winston Rekert as a dashingly hail as e au with Jonathan 
Welsh and Ken 

his secretary 
supervisors, 

and Dixie Seatle as 
his se n 

r% ADDERLY mixes wry humor with cr c.isod 
action in a milestone TV drama. vailaole soon. 

The new network quality 
1/2 hour 

strip atur)ng the crime -relates 

storie s America wants to know 

more about. From white-collar 
from espionaedvto- ge 

crime to terrorism, latpiona 
to the mob, from gang- dory 
lence to government corrup 

CRIMEWATCH 
TONIGHT is turn- 

ing P.nerica into a nation.innovative 

crimematchers. 
This in vdal 

series delivers drama,scandal 
and .z iman interest, giving 

line-up a powerful edge in access, 

early fringe or late night. 
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Networks: Bring Back Censors! 

Iread your October issue and, as 
usual, found it excellent and pro- 
vocative. William Henry III's arti- 
cle, "Networks to Censors: Take a 

Walk," was right to the point. Televi- 
sion faces a crucial decision: whether to 
abandon all restraint or to try to hold 
the line at some ill-defined bottom. At 
least that's the thrust of the excellent 
Henry piece. The only problem is- 
there is no bottom. Take a look at what 
the three major networks are offering 
night after night. 

We are witnessing a verbal and visu- 
al assault-conducted by the cable in- 
dustry, by pay -TV, by independent sta- 
tions, and now by the three networks- 
on the moral and ethical standards 
built into the fabric of our society since 
the landing of the Pilgrims. It took gen- 
erations of Americans to define and 
protect that heritage. It takes a few 
Hollywood producers only minutes to 
destroy it. Aided and abetted now by 
the actions of the three networks. 

What is vulgar and vile, venal and vi- 
olent is now commonplace. The Federal 
Communications Commission is a silent 
partner in this assault. How curious 
that the Reagan administration, with 
all of its huffing and puffing about mo- 
rality, standards and biblical injunc- 
tions, has been the champion of deregu- 
lation which Mark Fowler adopted as 
his own personal Bible-let the market- 
place decide. 

Fowler, his successors, the networks 
and Hollywood's "emancipated produc- 
ers" have got it all wrong. There will 
be a backlash. There will be a recogni- 
tion that the TV set, standing in the 
parlor of America's families, is not to 
be turned into a sewer carrying the 
kind of material parents and responsi- 
ble adults would never permit in their 
homes. It is tolerated for the moment 
simply because responsible adults have 
confidence in the performance of the 
networks, certain that any aberration 
is simply a slip from the norm to which 
they've become accustomed over the 
years. When they realize their children 
are to be contaminated by language 
and actions every night, that there is a 
pollution of the mind as deadly as that 
of the environment by those who would 
spoil nature, that backlash will strike. 

The TV set cannot become a fifth col- 
umn tearing down the work of genera- 
tions, debasing and desensitizing to- 
day's generation. All of the methods of 
program delivery-whether over the 
air, from satellites or through wired 
services of one form or another-all of 
them cross interstate lines. They have 
the same target: the American home. 

And America must find its leaders who 
will meet this challenge, this assault on 
civility, manners, morality and ethics, 
by demanding government action if the 
total television industry cannot come to 
its senses. Freedom of the press and of 
speech must not be synonymous with 
irresponsible and licentious behavior 
spawned by the mad competition to 
win audiences no matter the cost to the 
general welfare. 

David Levy 
President, Wilshire Productions 

Beverly Hills, Calif 

By the Most Recent Book 

In the article "Muddling Through 
the Must -Carry Mess," [Septem- 
ber] author Frank Lovece painted 
a rather inaccurate picture of 

TCI's relationship with broadcasters. 
Over the past two years, our company 
has made a concerted effort at all lev- 
els, to communicate with broadcasters, 
and to work with them on common con- 
cerns. For example, last year we re- 
solved nearly all outstanding carriage 
and channel -alignment issues with local 
public broadcasting stations. In north- 
eastern Montana, TCI and the three 
network affiliates in Great Falls jointly 
paid for a microwave system to trans- 
mit a superior quality signal to rural 
communities. We also sent a letter re- 
cently to over 40 broadcasters that are 
distant signals on TCI systems, asking 
them to meet with our managers to dis- 
cuss compliance issues under the pend- 
ing syndex rules. Finally, a number of 
our senior executives attended broad- 
cast trade association meetings across 
the country over the past year. 

Regarding "must -carry," which was 
the subject of the article, TCI strongly 
supports the inter -industry compro- 
mise between broadcasters and cable 
operators, which was embodied in the 
most recent FCC "must -carry" regula- 
tions. Although these regulations were 
overturned in the courts, TCI has vol- 
untarily followed them in our systems. 
In addition, we support a legislative so- 
lution to the current "must -carry" im- 
passe, as long as it closely resembles 
the most recent rules and is a product 
of inter -industry negotiation. 

In his "must -carry" article, Mr. 
Lovece failed to mention any of those 

points. Instead, he opted to make unfa- 
vorable comments about our company 
by using two old and unrelated 
channel -alignment examples. In the 
first instance, a station in Reno ob- 
jected to carriage on its FCC -assigned 
channel, and in the second, a station in 
Portland was moved to UHF channels 
only in areas located beyond the sta- 
tion's "must -carry" radius. In both 
cases, however, TCI followed the most 
recent "must -carry" rules-rules that 
were agreed upon by both cable opera- 
tors and broadcasters. 

Perhaps one of the senior hands at 
your very excellent publication could 
explain to Mr. Lovece the difference 
between channel -alignment and car- 
riage ("must -carry") issues. You might 
also have him actually talk to us the 
next time he writes about us. He might 
get a more balanced result. 

Robert Thomson 
V.P., Government Affairs, TCI 

Denver, Colo. 

Frank Lovece responds: Mr. Thomson 
is gracious and his remarks are well 
considered. But his letter seems to fur- 
ther confirm specific instances men- 
tioned of TCI's friction with some 
broadcasters. The industrywide com- 
promise on interim must -carry rules- 
of which TCI, as the country's largest 
MSO, was a supporter-was mentioned 
clearly at the outset of the article. 
Channel -shifting, presented as an im- 
portant and ancillary issue, was given 
exactly five paragraphs in a four -page 
story. TCI president/CEO John 
Malone declined to make himself 
available to us in spite of repeated at- 
tempts to reach him; we gave ample 
space, however, to his positions as stat- 
ed before House hearings. Finally, as 
for the issue of balance: The massive 
FCC study on must -carry, released 
just as the article appeared, also found 
widespread station droppage and 
channel -shifting. 

On the Right Track 

We enjoyed reading the 
November 1988 issue of 
Channels, especially 
Frank Lovece's article, 

"The Wide World of Local TV News." 
As a 100 -plus NBC affiliate and part 

of a new group, Granite Broadcasting 
Corporation, we too are sensitive to 
cost restraints, but we are dedicated to 
a commitment to local news. 

KBJR-TV carries more local news 
than our two affiliate competitors, with 
the local news windows in the Today 
Show, Live at Five, Weekday After 6 
and Metro News at 10 P.M., which we 
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October, 1988 

repeat at sign -off. 
We travel to significant national and 

international stories because they di- 
rectly impact our viewers, as we have 
for the national political conventions, 
seven live satellite feeds from the state 
football championship games in Madi- 
son, Wisconsin, the Olympics in Seoul, 
Korea, live home and road hockey 
games for the University of Minnesota - 
Duluth, and satellite feed of our Col- 
lege Hockey USA weekly. 

Both our valued advertisers and our 
loyal viewers want our perspective, 
and we will provide that service, which 
no network can accomplish. 

When Lee Iacocca drove the first car 
off the new production line at the Dia- 
mond Star plant in Bloomington, Illi- 
nois, our sister -station WEEK -TV, Pe- 
oria, was there. They sent us a 
tailor-made story because the steel 
used in those cars came from the tacon- 
ite ore dig on the Iron Range of Min- 
nesota, and shipped from our growing 
Twin Ports. That story had significant 
economic impact on our viewers. 

Your cartoon of a reporter interview- 
ing an Arab with his camel on the Mid- 
dle East sands was meant to support 
your story, but oil prices are a "big sto- 
ry" in Duluth during the winter 
months. Thanks for the publicity to our 
energy -conscious market place. 

Thanks for convincing us that KBJR- 
TV is on the right track. 

F. Robert Kalthoff 
President & G.M., KBJR-TV 

Duluth, Minn. 

Carry On 

Lou Prato's article on WBRZ-TV 
Baton Rouge was an excellent il- 
lustration of what progressive, 
community -oriented, honest 

management can do. 
However, the Manship tradition goes 

back many years. When the civil rights 
movement was at its height, Doug 
Manship was in the forefront. He took 
on the Ku Klux Klan, stood up to 
threats and violence against the station 
and his family. 

I don't mean to take anything away 
from John Camp or John Spain when I 
say the Manship commitment to good 
television goes back a long way. 

Melvin A. Goldberg 
Executive Director, 

Electronic Media Rating Council 
New York, N.Y. 

Channels welcomes reader's comments. 
Address letters to the editor to Channels, 
19 West 44th Street, Suite 812, New York, 
N.Y. 10036. Letters may be edited for 
purposes of clarity or space. 

TRADED 
Certain assets of 

TELEVENTS GROUP, INC. 
a subsidiary of kstMarc Communications, Inc. 

serving 34,400 cable t.v. subscribers in Citrus and 
Sumter Counties, FL; Glen Ellyn, IL; Winchester, KY; 

and Chanute Air Force Base near Rantoul, IL; 

have been excianged for 
certain assets of 

CENTEL CABLE TELEVISION CO. 
serving 31,800 cable t.v subscribers in Iowa. 

The undersigned represented VtestMarc Communications, Inc. 

in this transaction. 
This notice appears as a matter of record only. 

101 E. Kennedy Blvd., Suite 33011, Tampa, FL 33602.8137222-8844 

CEA, Inc., 375 Park Ave., Suite 3808, New York, NY10152 212/319-1968 

1133 211th Street, N.W, Suite 260, Washington, DC 20036 202/778-1400 

1235 Westlakes. Drive, Suite 140, Berwyn, PA 19312 2151251-0650 

CON M UN ICAT IONS 
EQU ITY 

ASSOCIATES 

November, 1988 

SOLD 
MIDWEST CABLE, INC. 

serving over 2,350 basic cable t.v subscribers 
in the incorperated parts of Franklin and Simpson 
Counties, Kentucky 
has been sold to 

TELEMEDIA OF FRANKLIN, LTD. 
The undersigned represented the seller in this transaction. 
This notice appears as a matter of record only. 

101 E. Kennedy Elvd., Suite 3300, Tampa, FL 33602 813/222-8844 

1133 20th Street, N.W., Suite 260, Washington, DC 20036 202/778-1400 

1235 Westlakes Drive, Suite 140, Berwyn, PA 19312 215/251-0650 

CEA, Inc., 375 Park Ave., Suite 3808, New York, NY 10152 212/319-1968 

COMMUNICATIOnS 
EQUITY 

ASSOCIATES 
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The Annenberg School's Problem: 

How To Spend a Billion Dollars 

Triangle's sale vastly expands school's endowment. 

The Annenberg School of Communi- 
cations has suddenly come into an 
astonishing windfall of almost $1 

billion. The school owned 32 percent of 
Triangle Publications, the holding com- 
pany for TV Guide and Seventeen mag- 
azines and other properties that Am- 
bassador Walter Annenberg sold to 
media mogul Rupert Murdoch last fall. 
Overnight, that $3 billion transaction 
made the Annenberg School the 
seventh -largest -endowed educational 
institution in the U.S. 

The Annenberg School, a non-profit 
educational corporation, was estab- 
lished 30 years ago by Ambassadors 
Walter and Lee Annenberg when they 
donated a substantial portion of Trian- 
gle to the school. Since then the school, 
which is really a corporate umbrella 
that operates graduate schools in com- 
munications study and other education- 
al activities in collaboration with non- 
profit educational corporations, has 
been supported by revenues from Tri- 
angle. In contrast to a private founda- 
tion, the Annenberg School cannot 
make grants and is limited to financing 
its own educational activities. 

The Annenberg School of Communi- 
cations at the University of Pennsyl- 
vania became the first program to be 
funded, in 1959. It offers a Master's de- 
gree and Ph.D. in communications and 
conducts an undergrad program for the 
University's school of Arts and Sci- 
ences, involving some 140 graduate - 
degree candidates and between 300 
and 400 undergrads. In 1972, a similar 
arrangement was established with the 
University of Southern California. 

In recent years the Annenberg 
School has been financing four pro- 
grams, to the tune of some $20 million 
annually. In addition to the schools at 
Penn and USC, it also funds a Wash- 
ington, D.C., program, operated in 
conjunction with Northwestern Uni- 
versity, and a $150 million, 15 -year 
Corporation for Public Broadcasting 
program that offers college -level TV 

courses and develops new technologies 
for application in higher education. 

The influx of cash to the Annenberg 
School presents the trustees, headed 
by Walter and Lee Annenberg and 
their daughter, with an interesting 
problem. They're confronted with the 
task of increasing their annual expend- 
itures five -fold, to about $100 million a 

Ambassador Walter Annenberg: More of the same 

year. (Simply sitting on the cash might 
provoke the IRS to revoke the School's 
tax-exempt status.) 

And what are the Annenbergs going 
to do with these millions? The School's 
articles of incorporation say only that 
its purpose is "to provide instruction at 
the college and post -graduate levels in 
the art, science and techniques of com- 
munication by radio, TV and other me- 
dia, either acting alone or in coopera- 
tion with an established university." 

The Annenberg Schools at Penn and 
USC currently command only some $10 
million annually. This figure could be 
upped, but Dr. George Gerbner, who is 
dean of the School at Penn, fears that a 
rapid increase in size would dilute the 

quality of the school, which admits only 
about one of every ten applicants. 

Given the kind of dollars now availa- 
ble, a more likely option is to open 
additional Annenberg Schools, even 
abroad. And the Annenberg Washing- 
ton Program, headed by former FCC 
chairman Newton Minnow, might be 
transformed into a full-fledged Annen- 
berg School. It now conducts shorts 
courses on the legal and economic ram- 
ifications of communications regulation 
and sponsors related conferences and 
publications. The School could choose 
to fund more special projects, such as 
the $6 million, four -volume Encyclope- 
dia of Communications it recently pub- 
lished in collaboration with Oxford Uni- 
versity Press. The CPB program could 
also be expanded. 

But even these additional expendi- 
tures won't begin to consume the $100 
million or so in investment income that 
the Annenberg School will be able to 
dispense annually. Maurice Mitchell, a 
former chancellor of the University of 
Denver who is a consultant to the 
school, says that it will be a challenge 
to come up with worthwhile programs. 
"I think the Ambassador's instincts 
are to do what he's been doing, but 
even better. We [Annenberg School 
trustees] have been given a mandate to 
listen carefully for monumental ideas, 
but I haven't heard any yet." 

One other possibility is the kind of 
marriage between art, education and 
technology that Annenberg tried to in- 
itiate 12 years ago at the Metropolitan 
Museum of Art. He offered the Met $40 
million to establish a division of the An- 
nenberg School that would put great 
works of art on videocassettes and 
discs, preserving them for the ages and 
making them accessible to a much wid- 
er audience. New Yorkers didn't much 
like the idea of giving Annenberg con- 
trol of an entire wing of the Metropoli- 
tan, and the offer was withdrawn. But 
there are many museums that would 
welcome such money, and another pass 
at the Met is not out of the question. 

Maurice Mitchell insists that nothing 
has been decided, and that the Annen- 
berg School is at the very beginning 
stages of formulating creative ways to 
spend the Annenberg School's relent- 
less flow of cash. In the meantime, any- 
one with a monumental, multimillion - 
dollar idea might want to give Walter 
Annenberg a call. ADAM SNYDER 
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SENSATIONAL 
RISE IN RATINGS: 

SENSATIONAL 
CLIMB IN SHARE: 

SENSATIONAL 
INCREASE IN DEMOS: 
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NC 

NC 
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SOURCE. NSt November 1988 vs November 1987 TP. (Top 50 markels) 
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DONAHUE [7:11 1o0 

REGIS AND KATHIE 1100 

\ 
SALLY JESSY RAPHAEL. ,_+14% 

MORE THAN JUST TALK. 

Advertiser Sales 

TELS-rR B 

TRIBUNE 
ENTERTAINMENT 

Company 
EDGE 
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DAYTIME NATIONAL F 
CLEAR IN 36 MARKETS 

AND MORE CLEARANCE PREDICTED. 

Already. 36 stations have seen that the warm and 
funny climate of the new Joan Rivers Show will make 
their daytime. And a grreat number of other commit- 
ments are in the wind. 

Because, when it comes to capturing audiences 
(especially women 18-49), Rivers delivers. 
So... can we talk? 

WCBS 
KCBS 
WGN 
KYW 
KRON 
WDIV 
WJLA 
KDFW 
WXIA 
KSTP 
KtRO 
WCIX 
KTVI 
KUSA 
KTVK 
WVIT 
KOIN 
WDAF 

New York 
Los Angeles 
Chicago 
Philadelphia 
San Francisco 
Detroit 
Washington 
Dallas 
Atlanta 
Minneapolis 
Seattle 
Miami 
St. Louis 
Denver 
Phoenix 
Hartford 
Portland. OR 
Kansas Cite, MO 

-; 
-4111 

KSAT San Antonio 
WVTM Birmingham 
WPRI Providence 
WGAL Lancaster 
WGHS Charleston, WV 
INPEC West Palm Beach 
WNY l' A1toany 
KSLA Shreveport 
WLUK Green Be 
WHEC Rochester 
KTBC Austin 
WGME Porttand 
KVOA Tucson 
KT V Las Vegas 
WDAY Fargo 
WPTA Ft. Wayne 
INDIO Duluth 
WICU Erie 

TRIBUNE 
ENTERTAINMENT 

Company 

\drrUser Seles 

TELETRIB 

'"TING EDGE 

Still ion Sales 
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THE MOVIE 
REVIEW SHOW 
WITH A 
CRITICAL 
DIFFERENCE. 
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As the only one with critics of both gender, At the 
Movies offers a critical difference in appeal. 

Added now to Rex Reed's renowred wit and 
commentary, is the female point of view (and 
review) well represented by Dixie Whatley 

It makes for a show designed to deliver the male 
and female. An importan: distinction since your 
ratings hang in the balance. 

The critical difference with the critical demos. 
Women Women 

18-49 25-54 

At The 
Movies 

Siskel & Ebert 28% 27% 
Cosby Show 30% 25% 
Current Affair 29% 28% 
Wheel of Fortune 17% 18% 

TRIBUNE 
ENTERTAINMENT 

Company 

W TING EDGE 

Distr buLon 

TELETRIB 

wrce: Audience Composition Nil Podeetpiece, Season Avg (Week ending 10'30/f8) 
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REPORTS 

The Television Nation Gets New 

Monument in Borough of Queens 

Museum of the Moving Image shows TV's `material culture.' 

Up to a point, television's history is 
there for all to see. It's called "re- 
runs." But other than what actual- 

ly goes on the air, TV's past seems to 
end up vanishing into thin air. At least, 
it used to. 

Now, thanks to the American Muse- 
um of the Moving Image, the powerful 
but slippery television medium is being 
captured for viewing in unexpected, 
novel ways. Meanwhile, the museum, 
which is also known by its jovial acro- 
nym "AMMI," is busily pointing up the 
kinship between television and film as 
it examines the intertwining paths 
they tread. 

AMMI, which opened its doors last 
September in a former scenery ware- 
house adjacent to the revived Kaufman 
Astoria Studios in Queens, N.Y., is nei- 
ther a film nor tape archive. (The Muse- 
um of Broadcasting in midtown Man- 
hattan archives the miles of videotape 
that make up television's history.) Fa- 
cilities at AMMI do include two state- 
of-the-art theaters where more than 

From AMMI's collection: a Montgomery Ward "Air- 

line" portable television from 1950. 

eve- 

lunch boxes depicting 

characters from '60s 

television shows. 

700 film and video programs (on loan) 
will be screened annually. But the $15 
million museum sees its mission slight- 
ly differently: às a unique storehouse 
and showroom for more than 60,000 
items, representing what officials call 
"the material culture" of television, 
video and film. 

"This is the first place that really 
pays attention to the history of televi- 
sion and the moving image in general," 
says JoAnn Hanley, curator of video 
and performance art, "and puts it 
where people can come see it." Which 
they have, with daily attendance num- 
bering about 750, and 1,000 per day on 
weekends. 

Through mid -March, visitors can see 
an unprecedented exhibit called "Mas- 
terpieces of Moving Image Technolo- 
gy," which gathers 58 motion picture 
and TV devices, some of them inspired 
precursors to the marvels of today, oth- 
ers fascinating, forgotten curiosities. 

On view along with the Zoetrope par- 
lor toy from 1867 and an 1891 Edison 
motion picture camera are primitive 
television cameras from as far back as 
the early 1930s, and a pioneering-and 
in its own way primitive-portable 
camera and videotape rig from (could it 
really be so recent?) 1973. 

The museum's centerpiece is the per- 
manent exhibit "Behind the Screen: 
Producing, Promoting and Exhibiting 
Motion Pictures and Television," 
where in almost a carnival atmosphere 
art, technology, craft and culture all 
rub elbows. The varied components 

shed light on how special effects are 
achieved and display such nostalgic ar- 
tifacts as a pair of go-go boots from the 
mid -1960s Hullabaloo television series 
and a carton from an original Swan - 
son's TV dinner. Museum -goers can 
visit the living room set from Paul 
Newman's 1987 theatrical film of Ten- 
nessee Williams' The Glass Menagerie, 
while a few steps away, in a section on 
costuming, a clothing form looks 
smashing in a Gianni Versace-designed 
suit once worn by Don Johnson on Mi- 
ami Vice. 

Speaking of glad rags, the visitor can 
"try on" the costumes (and physiques) 
of actors from such movies and televi- 
sion series as I Dream of Jeannie, The 
Wizard of Oz and Saturday Night Fe- 
ver. With an interactive "magic mir- 
ror," these familiar images are pro- 
jected onto an image of the viewer. 

The more avant-garde applications of 
television are on exhibit, too. A special- 
ly commissioned installation by the re- 
nowned video artist Nam June Paik, 
Get -away Car, sculpts 80 wildly flash- 
ing television monitors into-yes-a 
virtually life-size automobile, its 
wheels spinning in a visual pun on the 
idea of a moving image. 

"But we don't claim that everything 
we show here is art," says Hanley. In 
particular, the museum never loses 
sight of how business moves the mov- 
ing image. 

"People have a tendency to think of 
film and television in a very romantic 
way," says Sharon Blume, the muse- 
um's director of education and inter- 
pretive programs. "But the nature of 
the moving images we see is often de- 
termined by the profit motive." 

Accordingly, 

the exhibit includes a 
fascinating look at the importance 
of promotional efforts and market- 

ing tie-ins, offering an impressive as- 
sortment of such pop -culture treasures 
as posters, toys, souvenirs and fan 
magazines. One recent acquisition is a 
mint -condition Davy Crockett coonskin 
cap such as crowned the heads of count- 
less kids in the mid -'50s after Fess 
Parker appeared on Disneyland, 
ABC's first major hit series, as the 
"king of the wild frontier." 

This, too, is television history, and 
the American Museum of the Moving 
Image is taking it seriously. All the 
better that it happens to be fun. 

FRAZIER MOORE 
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1\TRODi1CI\G PIONNE & FRIENDS, 

STATE -OF -THE -HEUT TEI,EVISIO\. 

With 11 golc albums gracing her bri_liant career, Grammy winner 
Dionne Warwick returns to television with a half-hour weekly show 

sure to bring a smile to America's face end a song to America's heart. 

Scheduled for Fill 1989, "Dionne & Friends" is superstar hitmakers, 
rising new talent and celebrities fron. all walks of life. In short, it's 

music and talk in perfect harmony. 

TRIBUNE H ENTERTAINMENT 
Company Distribution 

Ce 71NG EDGE TELETRIB 
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E M M Y WINNER! 
BEST DAYTIME DRAMA SERIES 
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FEBRUARY 

Monte Carlo Blues by Richard Katz 

FEBRUARY 13-17: The Monte Carlo 
market fills the third floor of the Loews 
Hotel as international producers exhibit 
their wares. But because only one floor is 
allotted for the market, some companies 
have trouble getting an exhibition suite. 
"We've tried," says Mathew Ody, vice 
president/ international sales for Reeves 
Entertainment Group. "We are a net- 
work -producing company in the U.S. 
market and we sell a lot to Europe and 
the Middle East, so we have a strong rea- 
son to be there. But I'm continually told 
that there is a waiting list of 40 compa- 
nies and we are on that list, as we have 
been for years. I went last year and it re- 
ally got me that there were three compa- 
nies that had never been there before. 
One of them was Weintraub and they 
couldn't have been on the list longer than 
us because they only formed a couple 
years ago." Jim McNamara, senior v.p. 
of New World Entertainment, a compa- 
ny that has had space at the market the 
last three years, doesn't perceive the lim- 
ited space as such a problem. "We piggy- 
backed with some of our agents the first 
year," he says. "Spots do open. Warner 
and Lorimar Telepictures merging will 
create a spot. If they expanded the mar- 
ket to another floor, there wouldn't be 
enough room for all the guests." 

MARCH 2: CBS presents the 30th annu- 
al Grammy Awards live at 8 P.M. (EST), 
marking the 17th year in a row the net- 
work has aired the music event. Last 
year's Grammys, which scored a 21.1 
Nielsen rating and a 33 share, initiated a 
lifetime achievement category, of which 
there were 10 winners, including Igor 
Stravinsky, Benny Carter, Enrico 
Caruso and Roy Acuff. To capitalize on 
the Grammy hoopla, Viacom's VH-1 
will feature frequent "behind the scenes" 
interviews with Grammy guests and per- 
formers begining the weekend before the 
event, says VH-1 spokesman Marty Von 
Ruden. 

MARCH 4-19: Public television viewers 
across the country face the dreaded PBS 
pledge drive. March is by far the most 
successful of the three annual drives and 
Michael Soper, senior vice president of 

the national PBS headquarters in 
Alexandria, Va., says that last year's 
March drive netted $38 million in pledges 
and an additional $7 million through di- 
rect mail. Much '60's counterculture pro- 
gramming, such as the films Easy Rider 
and Woodstock, is popping up these days 
during PBS pledge drives in an attempt 
to put baby -boomers back in the ideal- 
istic, nonmaterialistic spirit of the '60s-a 
mood conducive to donating money. 
"We're giving some emphasis to this type 
of programming for the baby -boomer 
generation," says Larry Lynn, senior 

v.p./membership and development at 
WNET New York, "not because they 
don't watch and this is going to draw 
them to watch, but rather because we 
want them to think about us philan- 
thropically." Currently, one of ten 
WNET viewers is a member of the sta- 
tion. The March drive's main goal is to 
improve that ratio. This March's pledge 
goal is $3 million. "Baby -boomers as a 
group have become very influential as 
people to peddle soap to," says Lynn, 
"but we think they are also important 
people to peddle ideas to." 

CALENDAR 

Feb. 13-18: The Monte Carlo market. 
Loews Hotel, Monte Carlo, Monaco. 
Contact: Andre Asseo, (033) 
145-62-31-00. 

Feb. 14-15: Broadcast Credit Association 
credit seminar. Orlando Airport 
Marriott, Orlando. Contact: Mary 
Ghiselli, (312) 827-9330. 

Feb. 14-15: Seminar on signal leakage 
and cumulative leakage index compli- 
ance, sponsored by National Cable 
Television Association. Atlanta Air- 
port Hilton, Atlanta. Contact: Sabine 
Lavaud, (202) 775-3637. 

Feb. 16: Federal Communications Bar 
Association monthly luncheon. Speak- 
er: Robert Allen, chairman, AT&T 
Washington Marriott, Washington 
D.C. Contact: Patrice Lyons, (202) 
331-0606. 

Feb. 22-24: Texas Cable Show, sponsored 
by Texas Cable TV Association. San 
Antonio Convention Center, San An- 
tonio. Contact: W. D. Arnold, (512) 
474-2082. 

Feb. 22-24: Financial Planning and Anal- 
ysis, certificate in cable management 
course sponsored by the University 
of Denver Center for Management 
Development and Women in Cable. 
University of Denver. Contact: Pam 
Armstrong, (303) 871-2827. 

Feb. 23-24: Federal Publications 14th an- 
nual course on investing in broadcast 
stations. Coronado, Calif. Contact: 
Ms. Van Wycks, (202) 337-7000. 

March 1-4: 20th annual Country Radio 
Seminar, sponsored by Country Ra- 

dio Broadcasters. Opryland hotel, 
Nashville. Contact: Frank Mull, (615) 
327-4488. 

March 2: Gold Metal banquet, sponsored 
by the International Radio & Televi- 
sion Society. Waldorf-Astoria Hotel, 
New York City. Contact: Marilyn 
Ellis, (212) 867-6650. 

March 7-10: Audio Engineering Society 
convention. Congress Centrum, Ham- 
burg, West Germany. Contact: (030) 
831-28-10. 

March 8-9: Ohio Association of Broad- 
casters congressional salute. Wash- 
ington Court (formerly Sheraton 
Grande) Washington, D.C. Contact: 
Dale Bring, (614) 228-4052. 

March 9-10: Satellite Technology semi- 
nar, featuring Dr. Mark R Chartrand. 
Ritz -Carlton Hotel, Buckhead, Atlan- 
ta. Contact: Brian Bigalke, (301) 
340-2100. 

March 12-14: West Virginia Broadcasters 
Association spring meeting. Ramada 
Inn, Beckley. Contact: Marilyn Flet- 
cher, (304) 344-3798. 

March 12-16: Broadcasters in global co- 
operation; sixth world conference of 
broadcasting unions, organized and 
hosted by North American National 
Broadcasters Association. Willard 
Hotel, Washington, D.C. Contact: 
Spencer Moore, (613) 738-6553. 

March 18: News -maker luncheon spon- 
sored by the International Radio & 
Iblevision Society. Waldorf-Astoria 
Hotel, New York City. Contact: 
Marilyn Ellis, (212) 867-6650. 
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Finally, a ratings service to 

Beef upTV's 
bottom line 

Traditional definitions of the 
television audience just aren't 
paying off like they used to. 
ScanAmerica" gives you a 
new definition. One that 
proves the power of television 
advertising. We call it Buyer - 
Graphics' - viewers profiled 
by the products they buy and 
the services they use. 

BuyerGraphics gives adver- 
tisers a convincing measure 
of television's value: a direct 
measure of how television 
increases their sales. 

And when ScanAmerica 
proves how television works, 
you'll add to your bottom line 
and to your advertisers'. 

ScanAmericaM 
a service of ARBITRON RATINGS 
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breakneck 
rollercoaster ride 
in and around 
who's hot, what's what and where 
it's happening. That's After Hours. 

A late fringe breakthrough, 
After Hours is the late -night, first - 
run variety magazine strip that 
grabs audiences with high- 
energy sizzle and the look 
and feel of the 90s. So have 
a good night. 

After After Hours there's 
no other choice. 

..iiink. / NU. 
Mi 11 I ii iiii-. 
WORLDVISION 
ENTERPRISES INC. 

The World's Leading Distributor 
for Independent Television Producers 
New York Los Angeles Chicago Atlanta. London. Pans. Tokyo, 

Sydney Toronto Rio de Janeiro. Munich. Rome 
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AUDIENCE 

PoliücaI Quick -Step by Michael Couzens 

TV marketers are using audience research tactics honed by the Bush campaign. 

By the day after the general elec- 
tion, it was accepted, nonparti- 
san fact that George Bush had 

won the Presidency by "going nega- 
tive." The campaign closed with media 
commentators wondering whether win- 
ning through negativity would become 
a new advertising catch phrase. Soon 
after the election, Bush's key media op- 
erative, Roger Ailes, passed word that 
he would be available as an adman for 
consumer brands, which he said could 
benefit from reactive, "comparative" 
appeals like the ones he honed and de- 
ployed for Bush. 

That is "wishful thinking," according 
to Michael Traugott, a professor and 
social research scholar at the Universi- 
ty of Michigan who spent the campaign 
season last year in the Gallup Organiza- 
tion. Negative messages, he says, are 
"just about completely irrelevant to 
normal advertising of products." But 
Traugott and others see a real conver- 
gence of politics and consumer market- 
ing in the exploitation of the sharper, 
faster techniques developed by re- 
searchers. Products, like candidates, 
can now be repositioned swiftly with an 
eye to research findings from last 
month or even yesterday. "It is virtual- 
ly impossible to overstate the linkage 
between market research and political 
research," says Traugott. 

In the past, a large national advertis- 
er would plan its television campaign 
for a full year in the spring and then 
stay the course, letting its public rela- 
tions firm address the run of headline 
news as it affected the company. But 
recently, under the press of events, 
such as the stock market plunge of 1987 
or the Suzuki Samurai's damning safe- 
ty report from a consumer group, large 
firms have been driven by research in- 
to reactive advertising. From there it 
is a small step to the design of ongoing 
reactive campaigns that can change op- 
portunistically with the flow of incom- 
ing research, as well as news. 

In the pressure cooker of a political 
campaign, quickly answering the alarm 
bells sounded by research findings is 
routine. It is not so much that national 

advertisers are learning about this 
from political handlers, but that both 
now use the same research tool kit for 
combatting uncertainty and rapid 
change in their environments. 

"Two days after the stock market 
crash, Merrill Lynch already was out 
with monitoring surveys [by tele- 
phone], to see whether consumer 
spending decisions were changing," 
says Peter Kim, senior vice president 
and executive research director of ad 
agency J. Walter Thompson/New York. 

ice of Claritas Inc., based in Alexan- 
dria, Va., tells the on-line user almost 
everything that can be known about a 
particular residential ZIP code. Prizm 
is popular with political action commit- 
tees that use direct mail as well as 
product advertisers in television, ac- 
cording to Tony Phillips, Claritas' man- 
ager of corporate communications. 
With Prizm, television ratings from a 
Nielsen sample can be recalculated to 
examine only one neighborhood, politi- 
cal jurisdiction or marketing area. 

Precise research told 

the Bush campaign when to 

press hot issues like 

the furlough from prison 

of Willie Horton, left 

Indeed, spending decisions were chang- 
ing, sharply. Kim and his agency assisted 
another brokerage, Thomson McKin- 
non, in fashioning emergency ads for 
The Wall Street Journal. The firm had 
never deemed it appropriate to adver- 
tise at all, but quick, post -crash re- 
search drove Thomson into the media. 

In research, the same techniques are 
being deployed by politicians and mar- 
keters. Polling firms such as the Gallup 
Organization, Louis Harris & Associ- 
ates and Field Research Corp. receive 
most of their publicity from political 
campaigns-but most of their revenues 
from national advertisers. The Prizm 
data base, a "geo-demographic" serv- 

; 

The new element for all advertisers 
is not the tone, but the timeliness of the 
message. "With media tracking polls, 
they [politicians] can see how the ad 
worked and see what they have to do 
the next day," says Richard Arm- 
strong, a self -described "junk mail" 
specialist and author of a survey of new 
technologies in politics, The Next Hur- 
rah. "With television ratings comput- 
erized, you can start by selecting exact- 
ly the shows for the voters you want to 
reach." 

Michael Couzens is a San Francisco - 
based writer and communications at- 
torney. 
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WARNER BROS. TELEVISION DISTRIBUTION 
A Warner Communications Company 
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AMSTERDAMNED 

AND GOD CREATED WOMAN 

GHOULIES II 

THE HOWLING III 

MACE 

MIDNIGHT CROSSING 

PARAMEDICS 

RED HEAT 

STEEL DAWN 

THE UNHOLY 

WAXWORK 

YOU CAN'T HURRY LOVE 

Bruce Casino 203 978-5791 

Tim Lavender 214 987-1917 

John Witte 213 284-2352 

H T 

Please see us at NATPE booth 1129 

VESTIMOIII 
TELEV151Uf1 
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ADVERTISING 

Don't Bank on Spot by Chuck Reece 

Stations can't expect much national ad money in '89, despite a strong network market. 

Talleing to advertising sales exec- 
utives at the Big Three net- 
works late in 1988, one heard no 

edginess in their voices, no discomfort 
in anticipation of the first-quarter scat- 
ter market that was starting to perco- 
late around them. Things were looking 
quite good-but only for the networks. 

"The first-quarter scatter market is 
just getting going," ABC TV Network 
executive vice president for sales Jake 
Keever said, "and what we see now is 
that there is more than enough money 
in known and anticipated budgets to 
sell the three networks out in prime 
time." That's a prime time sellout-of 
non -guaranteed time-at rates that 
were promising to be at least 15 per- 
cent higher than those paid for guaran- 
teed time in the upfront market late 
last summer. In the scatter market for 
network time in the fourth quarter of 
1988, rates had held at the same high 
levels. NBC TV executive vice presi- 
dent Bob Blackmore also reported that 
a good scatter market was building for 
the first quarter and that the high 
rates appeared to be holding. At ad 
agencies, buyers agreed. 

That kind of activity portends strong 
demand for advertising time-adver- 
tisers getting serious about the images 
of their brands, serious enough to 
break trends and pour money back into 
television advertising. "A few adver- 
tisers have told us in the past few 
weeks that while they are still doing 
promotions, new money is going to ad- 
vertising," Keever says. 

In the old days-say, five or six years 
ago-that would have been great news 
for every station sales manager who 
wanted to get his hands on some na- 
tional spot money. Not this year. In the 
first quarter of 1989, if stations are 
lucky, they are seeing national spot 
revenue grow at a measly 3 or 4 per- 
cent; if they're not, national spot reve- 
nue is flat or down. And no one's offer- 
ing hope for improvement later this 
year. 

"I think [1989's] spot market, at best, 
will get a modest increase," says Pete 
Goulazian, president of station -rep firm 

Katz Television Group. "I just don't 
see any reasons to say it would be any 
stronger than a 4 percent increase." 
Ray Johns, president of Seltel Inc., an- 
other rep firm, agrees. "Very frankly, 
we expect 1989 will be a lackluster 
year," he says. "There's nothing that 
promises any breakthrough." Con- 
cludes Goulazian: "I think that the 
marketplace factors now are so com- 

Katz's Goulazian sees only a 4 percent jump. 

plex and interrelated that it is almost 
impossible to identify clearly two or 
three precise rationales for what we 
are experiencing. The overlay of more 
media competition, the promotional as- 
pects, dealer incentives-all those 
things are creating the most unpredict- 
able marketplace I've ever seen, and it 
comes after 1988, which was the most 
significant disappointment that we've 
ever had." 

Why-with demand for network time 
strong enough to create double-digit 
price increases-is spot not getting 
what was once its expected share? 

"Cable and syndication," says Ira 
Carlin, executive vice president and 
national media director of ad agency 
McCann-Erickson. "For most of the 
guys who'd once have been using na- 
tional spot, they would be thinking of 

national cable and national syndication 
now. If you've got a client with a 
50 -market list, and there's no problem 
with his product, it would be kind of 
foolish not to see what you can get with 
cable and syndication. These advertis- 
ers might have gone blindly into spot 
before. Now, that money [left over aft- 
er network buys] is still in the spot 
budget, but you have to ask, 'What are 
my options in syndication and cable?' " 

Such thinking is hard truth in ad 
agencies these days, says Tom Winner, 
executive vice president and media di- 
rector of ad agency Campbell-Mithun- 
Esty. "I think the money that the net- 
works are seeing now is obviously 
earmarked for national broadcast," he 
says. "Until cable and syndication get 
filled up, national spot won't see much. 
You may think of going to print or even 
radio before national spot. Syndication 
and cable are relatively low-cost. If you 
wanted to reach 60 percent of the coun- 
try through spot, now you can reach 
100 percent for the same cost." 

Syndication and cable are cost- 
efficient for agency and client 
alike, points out Seltel's Johns. 

The major ad shops have gone through 
a spate of mergers in the past few 
years, and ensuing bottom -line pres- 
sure has made "spot television just too 
labor-intensive" for agencies to buy, 
Johns claims. 

Agency media executives adamantly 
maintain their obligation to examine all 
media avenues to find the best deals for 
clients. But the fact is that buying net- 
work time, for an agency, is cost- 
efficient and not as labor-intensive as 
buying spot time. 

"One person can spend millions in 
network," Johns says. "You'd need 25 
buyers to buy the same thing on a spot 
basis. Spot will always be picking up 
what's left over. And today, when the 
nets get tight, the money goes to cable 
and barter." 

Local sales managers would do well 
to work the home front this year. 
Showers of revenue aren't likely to fall 
from the hands of national advertisers. 
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TV Programmer's Worksheet 

Section 1. Late Night Section 2. Prime Access 

Match the program in column 'A' 
with its description in column ̀ B? 

A 
Johnny Carson 
Ted Koppel 
HUNTER 
Arsenio Hall 
Pat Sajak 

B 
talk 
talk 
talk 
talk 
ACTION! 

Section 3. Afternoon 

Which program is an alternative 
to the standard talk? 

[é] Oprah 
Winfrey 

Morton 
Downey Jr. 

Geraldo 
Rivera 

Phil 
Donahue 

Sally Jesse 
Raphael 

UNTER 

Which is the true counter - 
programming alternative? 

Cosby 
Who's The Boss? 

Alf 
The Golden Girls 

E News 
ÇlotNews 

HUNTER 

Section 4. Prime Time 

Where is each show available for 
syndication in 1989? 

HUNTER 
Murder She Wrote 

Miami Vice 

Cagney & Lacey 

The Power Packed Alternative 

II 1\1191P ffl' 
ILO G r 

A Stephen J. Cannell Production from 

TELE VENTLRES 
NEW YORK (212) 541.6040 LOS ANGELES (213) 785.0111 
CHICAGO (312) 280.8696 SOUTHEAST (609) 487.8419 
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MARKETINGl'ROII:OTION 

Knocking Newspapers by Adam Snyder 

Norfolk's WVEC and consultant Leigh Stowell go for the throats of the competition. 

Negative campaigning has come 
to Norfolk, Virginia, but the 
fight isn't for mayor, congres- 

sional office or President. It's a war 
over the local advertising dollar, and 
broadcasters and newspaper publish- 
ers have apparently decided that what 
worked for President Bush and a host 
of senatorial candidates across the 
country can work for them. 

The battle escalated sharply last year 
when WVEC, the Norfolk ABC affili- 
ate, invested over $30,000 in a glitzy, 
six -color sales brochure entitled "The 
Report Newspapers Refuse to Print." 
It suggests that newspaper advertising 
is overpriced and ineffective, and offers 
a barrage of statistics proving that 
television is the much more effective 
advertising medium. 

In the face of declining ratings and 
sinking revenue from national spot ad- 
vertising, broadcasters across the 
country are recognizing that there's 
more to be gained by cutting into the 
larger local revenues of newspapers 
rather than stealing advertising from 
other broadcasters. This is nothing 
new, but WVEC's willingness to attack 
the competition head-on has pushed the 
battle out into the open. 

According to Mark Young, WVEC's 
general sales manager, the station's 
hard-hitting campaign is simply an 
overdue attempt to fight back. "For 
years," Young says, "the newspapers 
in the Norfolk area have been mass - 
mailing slick anti -TV sales brochures 
with the common theme that newspa- 
pers do it all. We've always considered 
their contentions about television ad- 
vertising to be misleading, vague or a 
twisted interpretation of research data. 
We finally got tired of sitting back and 
doing nothing." 

Most of the anti -television missives 
Young is referring to have been dis- 
tributed by The Virginian -Pilot and 
The Ledger -Star, the morning/evening 
papers that dominate Hampton Roads, 
the name commonly used for the nine 
cities and three counties that make up 
the Norfolk/Virginia Beach/Newport News 
metropolitan statistical area (MSA). 

THE SELLING OF . . 

Bill Eisenbeiss, v.p. and advertising 
director of The Pilot/Ledger-Star, ac- 
knowledges that his department has 
for many years used an anti -television 
approach to sales. "We tell our adver- 
tisers," he says, "that television is a 
magic slate; that television ads disap- 
pear as soon as they air." 

Indeed, a sales promotional brochure 
distributed early last year by The 
Pilot/Ledger-Star has a ten -point mes- 
sage beginning with: "A lot of TV ad- 
vertising never registers with people 
who see it," and ending with "In televi- 
sion, the medium is the message. In 
newspapers, your message is the mes- 
sage." Another piece inundates read- 
ers with some tantalizing, if debatable, 
statistics. Do they know, for example, 

that 57 percent of Hampton Roads res- 
idents look forward to newspaper ad- 
vertising, compared with only 6 per- 
cent who look forward to television 
commercials? How about that 63 per- 
cent find newspaper advertising most 
believable, compared with only 4 per- 
cent for television advertising? 

Angry at the allegations and armed 
with a "they started it" rationalization, 
WVEC turned to Leigh Stowell & Co., 
a Seattle market research firm, for 
help. Leigh Stowell & Co. was founded 
eight years ago to provide broadcast- 
ers with information about the habits, 
attitudes and values that dictate con- 
sumer behavior. The firm specializes in 
what are called psychographics, the 
clustering of people by attitudes and 
values, rather than simple demograph- 
ics, in order to determine not only what 
products people buy but why. 

"The Report Newspapers Refuse to 
Print" is a departure for Stowell in 
that it emphasizes the weaknesses of 
newspaper advertising rather than the 
strengths of television. It argues that 
not only is the penetration of the news- 
papers in Hampton Roads limited and 
declining, but that actual readership is 
significantly less than circulation. Ac- 
cording to the report, no section of a 
Hampton Roads daily is read by more 

Mark Young, WVEC general sales manager, and Leigh Stowell. The station tired of doing nothing. 
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SOM.E BASIC 
THEORIES OF SYNDICATION 
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SURV I VAL OF 
If Charles Darwin had studied the evolution of syndication, he probably 

would have concentrated on a place called "prime access." A place 

where many species of programs live, but few survive. Undoubtedly, Darwin 

would have been impressed with ENTERTAINMENT TONIGHT. 

M 
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T H E F I ¡TEST 
For eight years, it has made every breed of programming its prey. 
In the recent November sweep, it was up 13% over the previous year.* 

So while the competition is falling off, ENTERTAINMENT TONIGHT remaiis 
the natural selection for prime access. 

* * * 

*** * 
* itutamunl * 

A 

Gulf +Western a 

Company 

*Source NSI %Change HH Share Nov. 88 vs. Nov. 87. metered markets. access clearances. 
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T H E BI G BA 
Two years ago, Paramount introduced a show so big, so powerful, 

it was destined for immortality from the beginning. Since its debut, STAR TREK: 

THE NEXT GENERATION'S popularity has continued to expand-making it the #1 series 

in syndication among young men and the #1 weekly series with young women.* 
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'CT H EORY 
And then we did it again with WAR OF THE WORLDS, ranking # 2 with 
male demos in all of syndication. It's also the #2 weekly series with young 
women, right behind our own STAR TREK.* Providing proof positive for those who want 
to break through in prime time, the Paramount "big bang theory" works. 

**** 

* * 

Gulf+Western ® 
Company 

"Source: NSS, weeks of 10/31-11/27/88. 
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EM 
In the search for the perfect daytime talk show, one element is 

essential to the formula. An emcee with personality. 

At Paramount, we've found two with plenty of it. GERALDOs blend of 
award -winning journalism, controversy and compassion has made his 
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CEE2 
program the hottest syndicated talk issue show on television. 
And Joan Rivers' trademark sense of humor and ability to talk to 
women is sure to make her show a hit in daytime. Together, Geraldo and Joan 
have the energy you need to attract mass audiences. 

A 
Gulf+Western 

Company 
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MAGNETIC 
FORCE 

Young adults find him irresistible. And now Arsenio Hall is coming to 

America as one of the hottest stars in television. You can be sure that 

THE ARSENIO HALL SHOW will attract young viewers to late night, and keep 

them laughing in over 92% of the country. 

* * 
# * 

w 

Gulf+Westam 
Company 
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* 

THE TRIC E 
DOWN THE i flY 

We always knew FRIDAY THE 13TH: THE SERIES would attract young demos i ate 

night. But as the # 3 weekly series among young men, and among women 18 ' 49,* 

FRIDAY THE 13TH has been doing some trickling of its own-from late fring 

into prime time and prime access. Now that's what we call "audience flow" 

. 

***** 
4( 

* * * 
* 

ip A 

Gulf+Western !f9 
Company 

'Source: NSS, weeks of 10/31-11/27/88. 
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gatto 
Screen Legend C 

'1 DO NI 

the 1egen,1.iz'2. at. Luz , c;:zhn 
`tedeny rumours that he 

s beeri stricken with the 

SPONTANEOUS 
COMBUSTION 

*** 
When a program dares to take on today's most controversial ,«t 
issues, you get television that isnt just hot. Its explosive. Packed with the* * 

stories viewers want to see, TABLOID is designed for the viewer of today // 
A \\\ 

and theGuR+Western 90's. Company 
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THE THEORY OF 
RELATIVITY 

It doesn't take the genius of Einstein to realize that family comedy works. That's 
why the award -winning sitcom BROTHERS is such a big hit with both men and 
women. Now available for syndication, BROTHERS is the kind of show that 
doesn't come along every day. Relatively speaking, of course 

A 
Gult+Western 

Company 
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LAW OF SUPP[ 
Today's television viewers demand great comedy. And year after year, 

Paramount supplies it. Our Comedy Classics like FAMILY TIES, 

CHEERS and WEBSTER, along with old favorites like TAXI, THE ODD COUPLE, 

HAPPY DAYS, LAVERNE AND SHIRLEY, MORK AND MINDY 
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IIIN EMAN 
and THE BRADY BUNCH don't just satisfy audiences, they keep them 
coming back for more. So remember, follow Paramount's 
law of supply and demand and you'll never have a 
deficit of quality programming. 

* * * 

* * 
* * 

A\ * 
Gulf +Western e 

Company 
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NATURAL ; 
THE WINDS OF WAR was one of the most -watched mini-series in history. And 

now this star-studded epic is available in a special 10 -hour syndicated version. 

So you see, it's more than a theory. Paramount is the natural choice for 

selective programmers. 
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SELECT i ON 
If you want only the best in movie entertainment, PORTFOLIO XIII is the natural 
choice. With titles like Top Gun, Crocodile Dundee and The Untouchables 
to name a few, PORTFOLIO XIII has evolved into our best movie package ever. 

And it's coming soon! Gulf+Western 
Company 
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than 50 percent of the population. And 
since two out of every three readers 
spend less than half an hour with the 
paper, many pages, and thus many ads, 
are unseen by a significant number of 
people. The report uses these findings 
to compare favorably the $8.84 cost - 
per -thousand for a 30 -second prime 
time commercial on a Hampton Roads 
television station to the $39.47 cost - 
per -thousand for a full page in the busi- 
ness section of The Pilot/Ledger-Star, 
or $13.53 in the local news section. 

Fisenbeiss insists that The Pilot/ 
Ledger -Star has not lost any 
business due to WVEC's new 

campaign, and that in fact he welcomes 
the opportunity to discuss with his ad- 
vertisers the relative merits of newspa- 
per and television advertising. He may 
be more concerned than he lets on, 
however, since he felt compelled to re- 
spond. In a letter to advertisers, Eisen - 
beiss calls "The Report Newspapers 
Refuse to Print" an "effort to take the 
focus off of an ever-growing problem 
faced by the television advertising 
industry-declining ratings, and the 
use by viewers of remote control de- 
vices to change channels to avoid com- 
mercials." The letter is accompanied 
by a copy of a Wall Street Journal arti- 
cle discussing NBC's disappointing 
Olympic ratings. 

It is impossible to say for certain 
whether "The Report Newspapers Re- 
fuse to Print" has had any bottom -line 
effect. According to local experts, it is 
unlikely to initiate dramatic changes in 
the dollar allocations of large advertis- 
ers. Ginny Murphy, v.p. and director of 
Media Services at the Richmond adver- 
tising agency Finnegan & Agee, which 
buys more than $2.5 million worth of 
advertising in Hampton Roads annual- 
ly, argues that each medium has its 
own strengths and weaknesses. "Tele- 
vision creates awareness and excite- 
ment, while newspapers provide more 
factual information," she says. "For a 
sale at a department store, we use tele- 
vision spots to trumpet the event, 
while newspaper space emphasizes 
specific sale items and prices. We're 
not about to drop either medium." 

Jack Paris, general sales manager at 
WAVY, the Portsmouth NBC affiliate, 
applauds WVEC's attempt to proclaim 
the benefits of television advertising, 
but wonders how, short of an expen- 
sive direct -mail campaign, WVEC can 
get the Report into the hands of the 
right people. "Most large agency -based 
advertisers already know these truths," 
he says. 

Nevertheless, in this highly competi- 
tive retail environment advertisers are 
applauding WVEC's leap into the fray. 

"It's put everybody on their guard to 
do a better job of selling," says Louise 
Kenslow, director of advertising for 
the Haynes Furniture stores, one of 
The Pilot/Ledger-Star's largest clients. 
"The Report probably hasn't affected 
us as far as dollars and cents," she 
says, "but it has made us more aware 
of what's going on, and it's given us 
something to ask the newspapers about 
and to expect an answer." 

The two sides can argue the merits of 
their own positions until they're blue in 
the face or until a new medium comes 
along to threaten them both. Each says 
"the facts" are in its favor. Material 
produced by The Pilot/Ledger-Star, for 

example, counters WVEC's dollar fig- 
ures with numbers of its own that show 
the cost -per -rating -point for a commer- 
cial on the area's top -rated television 
news program to be about twice the 
amount of an advertisement in The 
Pilot/Ledger-Star. Eisenbeiss also dis- 
misses the significance of readership 
by section. "The important factor is 
reaching those who can be converted 
by your message," he argues. "If you 
don't buy the food for your family, it 
doesn't really matter that you don't 
read the food section." 

Neither side is actually calling the 
other's research inaccurate. "It's not 
that WVEC's new study is untrue," 
says Christopher Bonney, media re- 
search director at Lawler Ballard, the 
Norfolk agency that represents the 
newspapers in Hampton Roads. "Let's 
just say that it's very sophisticated, 
and without rebuttal- smaller retailers 
may fall for it hook, line and sinker." 

But the facts aren't really the issue. 
Just as details of Willie Horton and 
Boston Harbor were less important in 
last year's presidential campaign than 

how the candidates were able to frame 
the issues, so too are the contradictory 
statistics offered by Hampton Roads 
newspapers and broadcasters less im- 
portant than which one does the better 
job of presenting its point of view. In 
the past, the winner has always been 
the newspapers. According to the 
Newspaper Advertising Bureau, news- 
papers collect about 27 percent of all ad 
dollars, compared with 22 percent for 
TV. But the discrepancy is much great- 
er at the local level. According to esti- 
mates by McCann Erickson, out of a to- 
tal of $52.5 billion of local advertising in 
1988, 52.4 percent went to newspapers, 
compared with only 14.4 percent to TV. 

"The newspaper industry has always 
done a much better job staying close to 
local retailers," says Leigh Stowell, 
president of the market research firm. 
"For so long, television has been able 
to coast. But the handwriting is on the 
wall. Broadcasters now have to look 
elsewhere to increase their share of the 
overall advertising revenue pie. Our 
clients typically begin with the mistak- 
en impression that their competitors 
are other local television stations. This 
simply isn't so." 

So far, the battle in Hampton Roads 
over the local advertising dollar has 
avoided the nastiness of recent political 
campaigns. Ironically, both WVEC and 
The Pilot/Ledger-Star have corporate 
parents that own both newspaper and 
broadcast properties. WVEC is owned 
by Landmark Communications, which 
owns the newspapers in Greensboro, 
N.C., among others, and The Pilot/ 
Ledger -Star by the A.H. Belo Corp., 
which also publishes the Dallas Morn- 
ing News. Neither parent has involved 
itself in the local dispute, however. 
Theoretically, they don't have any- 
thing to worry about, since their cross - 
ownership allows them to benefit no 
matter which way the pendulum 
swings. 

Stowell's company may have the 
most to gain. The company feels 
it has found a powerful tool that 

it can sell to other clients, so agencies 
and advertisers can expect to see more 
"Reports that Newspapers Refuse to 
Print." The firm is already in the proc- 
ess of putting together similar bro- 
chures in Baltimore, Portland, Provi- 
dence, Buffalo and Seattle, and in order 
to promote the new marketing service 
further it has published a promotional 
booklet of its own entitled: "EXTRA! 
EXTRA! Truth found in ancient myth!! 
Best use of newspapers really is for 
wrapping fish!!" 

Contributing editor Adam Snyder last 
wrote about cable/station cooperation. 
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"Highway eavr_d_r.1)) 
The early fringe solution that's heaven sent! 

Superstar Michael Landon 
in an all family format that 
both viewers and advertisers love! 

In his 30 years as a television powerhouse ("Bonanza;' 
"Little House on the Prairie;' and now "Highway to 
Heaven") Michael Landon has never failed, on 
network or in syndication. No one else can make 
this claim. 

"Little House on the Prairie" has been the #1 or #2 
off -network hour in six of the past seven seasons, 
delivering incredibly high women (25-54) share 
levels. Even in it's 8th year, "Little House on the 
Prairie" still ranks #1 in early fringe on network 
affiliates. 
.our:r N>I top IIN]hw4enfñlmies 
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Unlike the male skewed action/adventure hours 

that fail in early fringe, "Highway to Heaven" (like 

"Little House") has all family demos that fit perfectly. 

with early fringe -women & teens.** 

% OF TOTAL VIEWERS 

WOMEN MEN TEENS/KIDS 

4 °o 48°° 

Early Highway 

28% 
33%27% 

19% 

Early Highway Early Highway 
Fringe to Heaven Fringe to Heaven Fringe to Heaven 

"Source: 491 quarter 1987, 4 to 5 p.m. 

"Highway's" terms a; 
=senitl.`Jx r,-:r^-rrálz- 

Yes, there is an answer to Oprah and Geraldo...and he's 

an angel. "Heaven" can help you starting September 1989. 

-- EENTERTAINMENT/.;J 
A DIVISION OF GANNAWAY ENTERPRISES. INCORPORATED 

NewYork (212)687-4840 Los Angeles (818)706-6341 Atlanta (404)231-5334 
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10% of 
American 

viewers don't 
hear a word 

they're seeing. 
NEWSTAR'S automatic closed 
captioning can change all that. 
Television stations across the country are discovering the 
advantages of closed captioning local news using 
NEWSTAR. Captioning is a natural by-product of the 
NEWSTAR system. Captioning is automatically timed to 
the anchor's spoken report. And, it's just one of the many 
benefits of newsroom automation. 

Find out why reaching the hearing impaired segment of 
your viewing audience is more than public service. 
Call today for more information: (608) 274-8686. 

NIGHTBERT...JOEL DESPRIN WILL I"! 
SEE WHRT MRDI SON' S MRYOR THINKS 
OF THE NEW PLAN FOR R 1 

CONVENTION CENTER. 

Photo courtesy WISC-TV, Madison, Wisconsin.* 

Dynatech 11E/ISTAR 
DYNATECH Broadcast Group 

6400 Enterprise Lane Madison, Wisconsin 53719 (608) 274-8686 
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NEWS CHANNELS 

The Inside Dope by J. Max Robins 

The Rundown and The Tyndall Report reveal the secrets of broadcast news. 

Most broadcast -news analysts 
fall into a couple of categories. 
There are the pundits, imbued 

with that epidemic disease "media nar- 
cissism," ready with instant analysis of 
how their brethren's coverage of a sto- 
ry influenced its outcome. Then there 
are the academics. Removed from the 
fray, they can take a long-term view 
but are often left to pontificate in ob- 
scure journals. 

Occasionally, articles that lend some 
insight into how broadcast -news opera- 
tions run appear in the journalism re- 
views, trades or in consumer maga- 
zines. Still, those articles are rare. 
Short of turning to an outside consul- 
tant, news departments have few re- 
sources for self-improvement. 

There are, however, two newsletters 
dedicated to providing regular insider 
reports on broadcast news. One, The 
Tyndall Report, has network news for 
its beat. The other, The Rundown, 
hones in on local newscasts. The Tyn- 
dall Report costs $95 for a 
10 -issue -a -year subscription. 
The Rundown, which pub- 
lishes weekly, costs $300 a 
year. Nobody said staying in- 
formed came cheap. 

The Rundown eschews anal- 
ysis for a "how to" approach 
to local news. A recent three- 
part series, for example, pro- 
vided a primer in developing 
an efficient assignment desk. 
A report on how several Tex- 
as stations covered Hurricane 
Gilbert gave a blueprint for 
disaster coverage. "It's like a 
weekly visit from a news con- 
sultant but one who is not 
married to one approach to 
the news," says Doug Cald- 
well, news director of Bakers - 
field's NBC affiliate, KGET. 

Based in Ardmore, Pa., The 
Rundown is the brainchild of 
Kim and Dick Standish, both 
veteran broadcast journalists. 
The couple met at Philadelphi- 
a's KYW-TV. Dick is still the 
station's New Jersey bureau 

chief. Eight years ago Kim left the sta- 
tion, where she was a reporter, to do 
The Rundown. 

"We didn't do any market research, 
we just knew from experience there 
was a niche for us," says Kim Standish, 
who counts 400 news departments as 
subscribers. "Now it's like a club. 
News directors like to talk about what 
they do. It's not just us contacting 
them-they let us know when they 
hear about something hot." 

After eight years of keeping in con- 
tact with local TV news departments, 
Standish says quality is now rising. 
The reason? According to Standish, in- 
creased competition. "In most markets 
all three stations are doing a good job," 
she says. "What differentiates them is 
how they hit the big stories and how 
they gear what they do to serving their 
communities." 

The Big Three news divisions have a 
different mandate, and a different kind 
of watchdog. "The news is what the 

TYNDALL BY DAY 
Coverage by the major nets' evening newscasts. 

OCTOBER TOP STORIES DAY-BY-DAY MINS. 

Mon 3 NASA Space Shuttle Discovery lands 17 

Tue 4 Hostages in Beirut: Singh released 10 

Wed 5 1988: V -P debate in Omaha tonight 16 

Thu 6 1%8: V -P debate in Omaha aftermath 24 

Fri 7 19ß8: V -P debate in Omaha aftermath 7 

Mon 10 Child abuse overwhelms social services 6 

Tue 11 Drugs: Bank CCI moneylaundering arrests 9 

Wed 12 1%8: Electoral College poll 9 

Thu 13 1488: 2nd debate in Los Angeles tonight 16 

Fri 14 1%8: 2nd debate in Los Angeles aftermath 28 

Mon 17 1%8: Bush on peace -through -strength 8 

Tue 18 Iran -Chile plan US arms deal 10 

Wed 19 Tropical rain forests threatened 9 

Thu 20 Wóales trapped in Arctic ice 8 

Fri 21 Marcos embezzlement indictments 8 

Mon 24 1588: Dukakis attacks Bush furlough ad 6 

Tue 25 1588: Dukakis attacks Bush tank ad 8 

Wed 26 1588: Bentsen grants live interview 8 
Thu 27 1588: Dukakis grants live interview 19 

Fri 28 1588: profile race in Texas 7 

Mon 31 1588: Bush grants taped interview 11 

Source: The Tyndall Report 

networks report and what the net- 
works report is news," is the motto of 
Andrew Tyndall's one -year -old news- 
letter, modestly called The Tyndall Re- 
port. The British -born Tyndall was a 
newspaper reporter in England until 
he came to the States 11 years ago and 
started working in market research. 
After several years doing statistical 
analysis of the news as a consultant to 
clients including NBC News, he decid- 
ed to launch his newsletter. "I got tired 
of gathering all this data and doing this 
erudite analysis of it that only a couple 
of eyes would see," he says. 

The Tyndall Report is laden with 
charts that give daily, weekly, monthly 
and quarterly reports of the time given 
to different stories. The charts are sur- 
rounded by Tyndall's analysis of how 
and why the networks deployed their 
resources covering the major stories. 

Sometimes Tyndall does not like the 
amount of time a story is given and 
cries foul: He recently termed NBC 

Nightly News' handling of the 
Summer Olympics in Seoul 
"shameless hucksterism." 
Given that NBC's broadcast 
spent 80 minutes on the Seoul 
Games compared with 30 min- 
utes for ABC and 22 minutes 
for CBS, he has a point. 

People like ABC World 
News Tonight executive pro- 
ducer Paul Friedman and 
staffers of Sen. Bill Bradley of 
New Jersey give The Tyndall 
Report a quick monthly perus- 
al. Some subscribers can't 
wait until their next issue ar- 
rives. "The Israeli Embassy 
rings me regularly," says 
Tyndall. "They usually want 
to know something like 
how many minutes the net- 
works are spending on the 
uprisings." 

Tyndall has no intention of 
stopping his scorekeeping. 
Referring to the baseball 
writer and statistician, he con- 
fides, "I want to be the Bill 
James of network news." 
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If YouThink AP Newspo 
And Sports,You\e Got 

P With over 1,500 newspeople 
in 221 bureaus worldwide, the 
Associated Press covers virtually 
every major story as it happens. 
But we don't just cover the hard 

news stories 
people need 

to hear, we 
also cover 
the stories 
they want 
to hear. 

Everyday you get From Bruce 
Today in History. Springsteen's 

newest release to the latest 
on the royal family. It's 
anything and every- 
thing interesting. 

The Flip -Side 
Side Of Life 

Newspower's 
features bring 
your listeners 
the lighter side 
of the news. 
Take Segue 
(SEG-WAY), 
Newspower's 
inside look at 
show biz. 
It's a daily 
package of 

news capsules 
like Musc 
Tracks, Star 
Watch and 
Show Bz. 
All designed 
to let your 

listeners follow 
their favorite 
celebrities. 
There are also 
over twenty 

critter pm - 
grams including 

Where There's 
Life. Which 
brings you 

the off- 
beat side 
of the 
news. 
Stories 
that 

Whether 
they're born 
in the USA or 
on a royal 
estate, Segue 
takes you 

behind the 
scenes. 
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wer Is Just News,Weather 
Another Thing Coming. 

Where's There's Life features 
stories that make listeners squeal. 

make people roll their eyes, 
shake their heads and remem- 
ber there's a flip -side of life. 

Information That Counts 

01 

Newspower's agriculture 
and business reports give 
listeners the latest eco- 

nomic news from around 
the world. Features like 

Opening Wall Street will keep 
commuters tuned in all morning 
long. And the Sunriser reviews 
major farm market trends and 
follows their impact from the 
commodities market all the 
way to the supermarket. 

For the newest develop- 
ments in health and fitness, 
there's Feeling Good. Plus 
throughout the year there 
are special programs that 
offer Christmas gift sugges- 
tions, tax tips and more. But 
whether it's big news or small, 
it's sure to be news both you 
and your listeners can use. 

It's Not Just Good News. 
It's Good Business. 

Every week, Newspower 
delivers over 500 ready to sell 
programs like Sports Quiz, 
People in the News and Today 
in History. And every one can 
be sold without AP clearance. 
Which means that News - 
power can create over 

Ass° 
Press 

1,200 new commercial 
breaks and adjacencies each 
week. Providing the 

that are Associated Piless sure to bring 

in more advertisers. And more 
advertising dollars, too. 

So if you want the power to 
attract more listeners and more 

Our Wall Street coverage 
stacks up with the best. 

advertisers, call Rosie Oakley 
at 1-800-821-4747 and ask 
about Newspower. It's the 
best way to get more out of 
the news. 

Broadcast Services 
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The Business Side by Merrill Brown 

On Network Falls and Balls 
The stunning news that CBS chairman Laurence 
Tisch is in the process of writing Major League 
Baseball $1 billion worth of checks-paying as 

much as 25 percent more than what was predicted by 
insiders-for the privilege of carrying the sport for four 
years is a reminder of the desperate straits program- 
mers find themselves in today. One of the primary rea- 
sons CBS stepped up to the plate for the baseball deal is 
the fact that it represents a rare opportunity for a net- 
work executive actually to acquire a commercially at- 
tractive asset, even though such an acquisition is not 
necessarily one guaranteed to yield a good return or to 
work on Wall Street. 

Neither can one buy one's way into the hearts of the 
American public by acquiring the work of a particular 
production company, a fact evidenced by Tisch's thus 
far failed efforts to coax successful programming from 
Grant Tinker's new studio. It remains to be seen wheth- 

If stars don't necessarily 
work then why not step 
up to the plate for sports 
rights, one of the few 
assets that can be bought. 

er ABC will strike it rich from its remarkably pricey 
deal with producer Steven Bochco. Capturing the pub- 
lic's fancy can't be accomplished by just bringing on 
board popular stars, either. To date, such names as 
Mary Tyler Moore and Candice Bergen aren't doing 
much for CBS. Cap Cities/ABC, also apparently eager 
to win ratings by writing large checks, learned a similar 
lesson last season with Dolly Parton. 

There will be other lessons learned from Paramount's 
efforts to repackage Arsenio Hall into the late -night fra- 
cas, and CBS's simultaneous attempt to challenge 
NBC's Johnny Carson franchise with an entertainer 
likely to lure a far different audience than Hall, game 
show raconteur Pat Sajak. 

There are, of course, no sure things. Certainly for 
CBS, having baseball to launch new program seasons 
can't do anything but help its fall ratings, although the 
sport has, on a direct -cost basis, regularly lost money 
for its rights' holders. "It is very hard to make these 
numbers work," says a knowledgeable source. But the 
baseball deal may also may be viewed by Tisch "as a 

way to demonstrate that he's not intending to liquidate 
the company, and that CBS really is a major player." 
He may also be aiding the fortunes of the broadcast net- 
works by demonstrating the contrast between their re- 
sources and those of cable networks. Keep in mind that 
the total ad revenues of the basic cable networks last 
year may total less than the CBS baseball bid. 

Whether baseball is in one of its peak periods or 
whether it is slightly out of fashion, as it now appears to 
be, is part of the chance CBS is taking. Also a potential 
risk is the somewhat confused state of the packaging of 
baseball on television with superstations still pumping 
games into markets at the same time the weekly net- 
work game is being dropped. Some experts say baseball 
still doesn't control its product. Perhaps baseball will be 
the sport of the '90s, just as basketball, with its remark- 
able trio of Magic Johnson, Larry Bird and Michael Jor- 
dan playing in the important Los Angeles, Boston and 
Chicago markets, emerged as the sport of the '80s, a 
boon to both CBS and Turner Broadcasting System. 

But building identity with potential long-term val- 
ue is also what many of these moves are about. 
At a time when analysts and others routinely 

wonder about the viability of networks, about niches, 
themes and identities, it's easier to take seriously a net- 
work that can bill itself as The Network of The World 
Series or The Network of (Some of) The Olympic Games 
than a network that hopes to bill itself as The Network 
of Murphy Brown and Almost Grown. 

But perhaps there's really only one sure way to look 
at the CBS deals, and similarly NBC's stunning $400 
million buy of the 1992 Summer Olympics. It's likely 
that ABC's, CBS's and NBC's most valuable assets are 
their stations. Analyst Paul Kagan values the CBS - 
owned stations at $3.7 billion and puts the value of the 
ABC stations at a stunning $6.3 billion. So Tisch and his 
old pals, the ABC triumvirate (see this month's Sound 
Bites), have come to know something ABC's station 
management knew even before they were under the 
Murphy -Burke -Sias regime: that over time, strong sta- 
tions are what count. ABC has thought highly of Big 
Ten and West Coast college sports, as anyone with sta- 
tions in Chicago, Detroit, Los Angeles and San Fran- 
cisco should. If the baseball teams of the CBS cities- 
New York, Philadelphia, Chicago and Los Angeles-are 
hot, the deal can work. But that's where trying to as- 
sess whether CBS, for one, really believes that regional 
notion becomes difficult. After all, who would play bet- 
ter in CBS's urban markets: CBS's Pat Sajak or, for in- 
stance, Arsenio Hall. 
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Superboy, The SeriesTM 

Super Mario Bros. Super Show 

Super Sloppy Double DaTM 

This Morning's Business 

Trial By Jury 
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Tandem Productions' 

All it the Family 

The Andy Griffith Show 

The 3everly Hillbillies 

Bizarre 

The Bob Newhart Show 

Cannon 

Clint Eastwood in Rawhide 

The Cosby Show 

Dempsey & Makepeace 

The Dick Van Dyke Show 

Family Affair 

Frank's Place 

Gomer Pyle U.S.M.C. 

The Life & Times of 
Grizzly Adams 

Gunsmoke 

Have Gun, Will Travel' 
Hawaii Five -0 _ 

Hogan's Heroes 

The Honeymooners 
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VIACOM FEATURE FILMS 
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Features I Features XII 

Features II Features XIII 

Features III The Exploitables 

Features IV Exploitables Ill 

Features V Exploitables 4 

Features VI Gasp 

Features VII The Legend Group 

Features VIIII Movie Greats 

Features Nine Perry Mason Features 

Features 10 Thematics 

Features XI Young and Reckless 

www.americanradiohistory.com



i i ',tip- --,..-- .tr.,, i i o i c ,IIII/ I o c i ei rr orr® í+¡¡¡¡`LIIi, . .r.oP ®i' o.+Oii 
p- 

.. + I iir `"Gr' 

41, : II/IIII® .1. ' ° ` 1 V -1.111 -,Air ®®: ®® 

VIACOM DISTRIBUTED 

NETWORK SERIES 

A Different World 

The Cosby Show 

Jake & The Fatman 

Matlock 

Roseanne 
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NOW AMERICANS 

WAICH TV: 

A NATION OF GRATERS 

Last fall, CHANNELS published excerpts from an exclusive 
study of TV viewing habits. Here's your chance to read more about grazing, 

remote control and how people feel about television. 

For just $75, we'll provide extensive data from the study, which 
was conducted by Frank N. Magid Associates, plus extended analysis of its 

results from noted television industry research experts. 

ORDER NOW! 

HOW AMERICANS WATCH TV ORDER FORM 

Published by Channels, An ACT III Publication, 19 West 44th Street, New York, NY 10036 Phone (212) 302-2680 

How Americans Watch TV «t $75.00 

SUBTOTAL: 
POSTAGE $5.00 

NY, CA, & IL ORDERS ADD 
APPLICABLE SALES TAX 

Total Payment Enclosed 

*U.S. orders sent via UPS Standard. All others must pay 
applicable Air Mail charges. 

DETACH FORM AND MAIL TO 
HOW AMERICANS WATCH TV 

Order Department 
19 West 44th Street, Suite 812 

New York, NY 10036 
Or call our order department at (212) 302-2680 

All orders must be prepaid. Make check or money 
order in U.S. funds payable to: ACT Ill Publishing 

Or Charge to your credit card: 
MasterCard Visa American Express 

Card # 
Signature Exp Date 

Name 

Title 

Company 
Telephone 

Address 

City State or Country Zip 
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UINTESSEN 
THE ESSENTIAL INGREDIENT FOR SUCCESS, FROM POPULAR CLASSIC 

Make way for the nitwits of the nineties. Ernest 
Borgnine, Tim Conway and the all-star crew are even 

funnier in color. 138 half-hour episodes in 
Colorization:" Don't miss the boat on this proven 

network hit. By popular demand, early release Fall '89. 

From "Topper" to the original "D.O.A.," Colorization Classics 
Volume I is a magnificent collection of films that have withstood the 
test of time. 18 classic feature films from Hollywood's golden age 
now available for the first time in the Emmy-winning 
Colorization process. 

1HE 

CO LO TI 0,>YTM 

[L A S S I C S 

Mystery, murder, blackmail, passion, deceit, jealousy, 
lust, love. And it's all real! Based -on -fact detective 

stories combined with the drama of evolving 
relationships. The perfect blend for a potent 
half hour reality strip guaranteed to deliver 

women and men. Available Fall '89. 

In response to the overwhelming success of our first 
production, "Crimes of Violence;' Qintex presents 
a new two hour documentary revealing the shocking 
inside story behind family violence and what can 
be done to prevent it. Patty Duke hosts. Riveting! 
Available February '89. 
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TO NEW PROGRAMMING O1AL 

QINTEX. 
CUTTING EDGE. 

An hour long weekly series destined to debut a rock solid hit. 
RollerGames is a pulsating sports spectacle and variety show! An 
action series that combines MTV -style production and sex appeal 

with high-tech athletes doing battle to high energy music. 
Dynamite two hour premiere. Fall '89. 

egkv 
`Leave 

It To 
Beaver 
It's a new generation of Cleavers for a new generation 
of viewers. Now the kids of yesteryear are the parents 
with the problems! A proven family hit with great demos. 
85 episodes available now, 105 for Fall '89. 

Second explosive season! Mr. T is back as Turner, the 
tough, street -wise private eye with a soft spot for kids in 

trouble. With his partner Alex Amini, and the addition of 
teen star, Sean Roberge, "T and T" not only promises 

bigger action, but also bigger audiences. Join this 
winning team for half-hour weekly adventures. 

Host Pat O' Brien presents viewers with a chance to be 
connected with unclaimed inheritances, long lost 
relatives, bank accounts and other treasures. A show 
rich with real life human drama and suspense. 
40 original half-hour episodes for Fall '89. 

QINTEX 
ENTERTAINMENT 

INC. 
4N HRI GROUP INC COMM., 

LA (213) 281-2600 
NY (212) 977-9001 

Midwest (319) 277-5406 
©1989 Qintex Entertainment, Ire. 

All Rights Reserved. 
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COMPANIES 

THE PARAMOUNT 

CHALLENGE: MAKE 
HITS NEW WAYs 

The enterprising crew of Mancuso, Harris, et. al. 
once faced a bare cupboard. Today Paramount thrives, 

even without producing new network blockbusters. 

n his more fanciful moments, produc- 
er Garry Marshall likes to tell the 
tale that in the early 1970s, the Orthodox Jewish cem- 
etery of Beth Olam, adjacent to the Paramount Pic- 
tures Hollywood lot, offered to buy some of the studio's 
55 acres and use them to bury dead bodies. "They fig- 

ured nothing else was going on there anyway," claims Marshall, 
who at the time had just finished the last episode of one of the 
studio's few network shows, The Odd Couple. "You could shoot 
a canon down the lot." Half of the lot had been sold to an Italian 
construction company and Paramount's executives had moved 
to Beverly Hills, letting production wither as the studio turned 
into little more than a distributor of other people's product. 
"There was no one at home at Paramount in 1974," recalls Bar- 
ry Diller, who arrived as chairman and CEO that fall. "It was 
basically shut down." 

Today's Paramount is a vastly different place, alive with hit 
films and a television group now fully reshaped after being in- 
itially revitalized by Diller's team. For a decade it has been a 
production and syndication innovator, reinventing a lucrative 
first -run syndication market while at the same time churning 
out network comedies and other programming with a variety of 
creative, financial and marketing techniques that have become 
studio hallmarks. 

But today's Paramount is also vastly different from the one 
run by Diller, Michael Eisner and their television compatriots, 
a TV studio reflecting the calm ways of studio chairman and 
CEO Frank Mancuso and the innovative thinking of TV group 
president Mel Harris, who has slowly emerged as a major, 
closely watched leader in television. Yet for all its executives' 
acumen, Paramount faces a key strategic problem: it appears to 
have hit a brick wall in producing the new network sitcoms and 
series that even in a changed marketplace remain the meat and 
potatoes of big -bucks syndication. 

It was initially Diller, with Eisner and others, who brought 
Paramount to life, buying back the lot, churning out movies and 
turning Paramount into a dominant force in network television. 
In April 1979 the studio boasted four of the top five network 
shows, including Marshall's Happy Days, Laverne & Shirley 
and Mork & Mindy. In the 1980s, Paramount changed for all 
time the fledgling first -run syndication market that had grown 
little beyond game shows and the soap -opera parody Mary 

by Neal Koch Hartman, Mary Hartman. The studio intro- 
duced Solid Gold in 1980 and Entertainment 

Tonight in 1981 and fed a new distribution apparatus with 
miniseries such as A Woman Called Golda. Paramount also 
revolutionized syndication sales, guaranteeing station buyers 
that five years' worth of episodes would be made for some 
shows, even if the programs were cancelled by the networks; 
putting shows up for bidding, rather than just offering them to 
network affiliates; and cutting themselves in for half of the bar- 
ter advertising time, rather than the traditional one-third or so. 
Also with great success, Paramount pioneered price slashing on 
videocassettes to promote sales. By the 1982-83 television sea- 
son, Paramount had 10 series on the air, more than any other 
studio. Paramount revenues grew tenfold to over $1 billion in 
1984 from $100 million in 1973, and earnings more than tripled. 

But then, Charles Bluhdorn, the controversial founder and 
chairman of Paramount's parent concern, Gulf+Western Inc., 
died unexpectedly in 1983 after having built G + W, one of the 
first and most aggressive of the conglomerates, out of a compa- 
ny with an almost worthless contract to supply rear bumpers 
for Studebakers. One of G + W's many acquisitions had been 
Paramount, bought in 1966 in a deal valued at $144 million. But 
once he'd acquired Paramount, Bluhdorn didn't stop there, 
paying about $20 million for TV producer Desilu Productions a 
year later. "Paramount was a motion picture studio that had lit- 
tle experience in television and Desilu was a television studio 
that had no experience in motion pictures, and our lots were 
next to each other," recalls Art Barron, former president of 
G+W's entertainment group, who spent much of his G+W ca- 
reer supervising Paramount. "And you had a parent company 
that didn't know much about either." Created to produce I 
Love Lucy in 1950, Desilu brought to Paramount the ongoing 
Star Trek, Mission: Impossible, Mannix and The Untouch- 
ables, all of which were losing money. "It was Lucy's willing- 
ness to keep doing a series that kept us going," says Barron, 
then a Desilu sales executive. A succession of studio heads fol- 
lowed, the lot grew quiet and the cemetery joke began circulat- 
ing inside Paramount. So it went until the temperamental and 
impulsive Bluhdorn installed the fiery Diller, then an innova- 
tive young ABC programmer, at the helm. 

But Bluhdorn's successor, G+W president Martin S. Davis, 
realized his own limitations, says a knowledgeable source close 
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Paramount TV Group presidents (from left): John Pike, network; Lucie Salhany, 

to the company, as well as the fact that G+W could no longer 
fund the capital -intensive operations Bluhdorn had assembled. 
So Davis set about paring G+W down to units that grabbed his 
interest and that he felt he could understand. Today, the em- 
pire includes a growing publishing unit, centered around Simon 
& Schuster, a consumer and commercial financial services arm 
and an entertainment division, which includes large theater in- 
terests, Madison Square Garden in New York, the New York 
Knicks and New York Rangers, the Madison Square Garden ca- 
ble network and half of the USA cable network (see box). Then 
there are G+W's beauty pageants, including Miss Universe and 
Miss USA, and, of course, Paramount Pictures, with its Holly- 
wood studio of 32 sound stages and its library of films and TV 
shows such as Top Gun and Taxi. 

At first Davis made Diller chairman of all G+W entertain- 
ment businesses. But then their management styles clashed. 
The contentious Diller departed in 1984 to run another studio, 
Twentieth Century Fox. To replace Diller as studio chairman 
and CEO, Davis chose Paramount's number three executive 
and marketing strategist, the soft-spoken motion picture group 
president Frank Mancuso, a 22 -year company veteran who, like 
Davis, had risen through the company's sales and marketing 
ranks. This broke the contract of Paramount president and 
COO Michael Eisner, who had been promised Diller's position 
if Diller left. But Eisner had already been negotiating to be- 
come Disney's chairman and CEO and soon took off for 
Disney's Burbank studio. In his wake, Eisner raided Para - 
mount's top management. So early in 1985, Mancuso and Davis 
installed Mel Harris, a gentlemanly but dynamic and forward - 
thinking Paramount veteran (see related story), as president of 
the studio's TV group. Hollywood promptly wrote off the new 
regime, virtually before it had begun. "The sense of the indus- 
try was these people would fall on their ass," recalls one Holly- 
wood executive who requested anonymity. "They were good 

domestic syndication; Mel Harris, TV Group; Robert Klingensmith, video. 

people, nice people. But this town is driven by creativity." 
Today, many in Hollywood can be caught wiping the crow 

feathers from their lips. Paramount's new team has scored phe- 
nomenal successes: topping the film market two years in a row, 
1986-87; continuing to push home video sales upward; and, in 
television, taking first -run syndication by storm, racking up 
record off -network syndication sales and churning up a whirl- 
wind with 17 shows in production as of December (and three 
more in a distribution deal). While the studio still carefully con- 
trols information leaving its lot, inside the new team has imple- 
mented a more collegial atmosphere. There is now, for instance, 
a wider sharing of the annual bonus pool, an issue under Diller. 
Then, says a source, "It was Big House and Shantytown." With 
the change, he says, "You've gone from an elitist atmosphere to 
a collaborative one." One executive adds, "Frank's style is 
clearly management by relationship, by partnership. Barry and 
Michael's style was management by intimidation." 

To be sure, it was not an easy start for the new team. Diller's 
people left behind a movie cupboard bare of new hits, save for 
Beverly Hills Cop. They also bequeathed what became the 
monumentally costly syndicated flop America, a late -afternoon 
magazine. Diller and Eisner also left what they themselves 
called a neglected network TV division. The studio had sold 
only two of its 13 pilots for fall 1983, while three hours of its 
existing shows had been cancelled, leaving the studio with just 
2.5 hours of network series. Only 20 percent of the studio's 
sound stages were in use. For 1984-Diller's and Eisner's last 
year-none of Paramount's five pilots were picked up. In pass- 
ing over Eisner for Paramount's top job, Davis gave as one of 
his reasons insufficient sales of prime time shows. 

These problems left the new management team with a dilem- 
ma that extended beyond the network division, in large part be- 
cause of Hollywood's peculiar accounting rules and the econom- 
ics of network program production. Generally, studios lose 
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money on network series, betting they can more than recoup 
the losses in syndication. These returns on hits can not only off- 
set losses-they can make a studio rich. For instance, Para- 
mount garnered an amazing $100 million in 1988 pre-tax operat- 
ing income from the syndication of shows that included Family 
Ties, Cheers and Webster, after recording a like amount the 
year before, say analysts. That's only a fraction of the record - 
breaking half -billion dollars Cosby commanded for Viacom in 
1988, but for Paramount, the $100 million in 1988 amounted to 
half of all of Paramount's pre-tax operating income for the 
year-and 12.5 percent of G+W's total pre-tax profits, accord- 
ing to Goldman Sachs analyst Jack Kelly. 

Such numbers might make many companies very happy. But 
for Paramount it created what Hollywood hates most-a tough 
act to follow. The problem stems from accounting rules that re- 
quire studios to put all syndication revenues on their books in 
the quarter in which they make their shows available-despite 
the fact that the stations pay gradually. This isn't a cause for 
concern with first -run shows, which get delivered each week, 
but it can become troublesome in syndication when packages of 
shows, 100 episodes or more, are delivered once. 

For Paramount, this meant recording $100 million in its 1988 
fourth quarter, which ended October 31, after having done the 
same the year before. That caused huge bulges in the studio's 
earnings that current management will have great difficulty 
matching in coming years, since Paramount has little in the way 
of new hit situation comedies coming off the networks to sell in 
1989 and beyond. 

TV chief Harris saw this problem coming shortly after taking 
over and began making contingency plans. First, Harris' team 
studied the rapidly shifting marketplace and drew a handful of 
key conclusions. While ABC, CBS and NBC would remain im- 
portant, they decided, the network share of the viewing audi- 
ence would continue to shrink. Second, the networks might be- 
gin producing more of their own shows when current consent 
decrees expire and the financial interest and syndication rules 
are revised. Third, the boom in independent and cable TV and 
foreign outlets would build programming demand. And video- 
cassette viewing, they concluded, would also rise. In all, to suc- 
ceed, a studio would have to follow consumers to all markets. 
Moreover, as viewing choices multiplied and remote controls 
were clicked more frequently, quality programming would be 
crucial to grabbing an audience. 

To produce quality shows, Paramount would have to continue 
the studio's emphasis on signing top producers and writers to 
exclusive contracts. To attract and hold the talent, the studio 
would not only spend big money but provide the kind of sup- 
portive, autonomous atmosphere that talent craves. Important- 
ly, much of Paramount's talent remained through the changes, 
as did the studio's highly valued syndication sales staff and 
many middle managers. At the same time, Paramount was 
aware that without more off -network hits, it would either have 
to lay off much of that sales staff or carry the expense of having 
them often sitting on their hands. Paramount also had an ex- 
pensive 55 -acre lot with 32 sound stages to use or lease out. 

The studio pushed to land more shows on the networks. It 
first tried to sell a revived Star Trek. While Fox badly wanted 
the show as the centerpiece for its network launch, neither it, 
ABC, CBS nor NBC would commit to buying 26 episodes, a 
number Paramount felt it needed in syndication to recoup pro- 
duction costs. So it was time, Paramount's new management 
decided, to boldly go where no studio had gone before: They 
would build an extensive, informal first -run syndication net- 
work around a revived Star Trek with an unprecedented budg- 
et of $1.3 million per hour-long episode in the first season (since 
increased to $1.4 million for the second season)-and they for- 
mulated a plan to cover the show's production deficits. First, 
before production would even begin, the new episodes would be 
sold in a package along with the 20 -year -old episodes. The old 
episodes went for cash and the new ones for cash plus barter, 
with Paramount keeping seven minutes in each episode and the 

How a Rebel 
Bocker Became 
A TV Mogul 
Guess what drives Paramount's Mel 
Harris and shapes his philosophy. 

"Her own little son named Johnny B. Goode 
Was gonna make some motion pictures 

out in Hollywood." -Chuck Berry 

It's lunchtime on the Paramount commissary's patio 
when, in front of a guest, Dr. Melvin Arlyss Harris, 46- 
immaculately groomed and nattily dressed in a light 
grey suit befitting his position as a studio executive- 

suddenly drops his already deep voice an octave and 
launches into a spirited, gravel -voiced tribute to one of the 
inspirations in his life: "Civdad Acuna, Mexico. Hey, we're 
boppin' tonight!" 

Wolfman Jack, the growling underground disc jockey who 
beamed in from Mexico in the late 1950s, flooded the air- 
waves over the American Midwest with rebellious rock-and- 
roll music, literally reaching into the isolated South Central 
Kansas fields where the disciplined teenager Mel Harris 
grew up on a wheat farm. For Harris, radio was his window 
on the world, and the Wolfman an inspiration. "I was a re- 
bellious rock -and -roller," Harris laughs. "And a lot of my 
professional experience has those elements attached to it." 

It began in the fields, where radio was his companion. 
"There just weren't that many kids around," Harris' young- 
er brother, Max, recalls from Wichita, where he now runs an 
ad agency. "And like on any farm, we just didn't have that 
much time to play." "So," brother Mel says with a twinkle in 
his eye, "I went to the junkyard, took a radio out of an old 
Buick Roadmaster, mounted it on springs and foam rubber, 
and attached it to the tractor so that I could have my rock- 
and-roll radio no matter where I was. 

"The great fun in the late '50s and early '60s there was to 
be up past midnight and tune in to Wolfman Jack. He played 
the greatest R&B," Harris says. "And he always followed 
the preacher selling prayer cloths. The Wolfman always had 
that howl at the beginning of the show. You had to listen to 
the last minutes of the evangelist so you'd be there for Wolf - 
man." From then on, Mel ached to be an entertainer. "Any- 
body who's got that in their blood loves that applause," he 
says. "Nothing compares with that immediate response. 
That's why I look at overnights every day." 

Sporting a ducktail in school, he acted in plays, worked on 
the paper and won ribbons by obeying his mother's orders to 
practice for 4-H presentations. At Kansas State University 
Harris studied media, marketing and consumer behavior, 
sang in a rock band, ran the campus radio station and 
worked as a commercial DJ to pay tuition. He soon decided, 
though, that he didn't have the performance talent and 
stayed on to get his masters. 

It was the late '60s, however, and Harris found himself in 
Vietnam commanding an Army Signal Corps combat - 
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Says former DJ Hams: "If it ain't rock 'n roll, it ain't worth doin." 

photography unit. After his discharge, he landed teaching 
work and became a graduate student, earning his Ph.D. in 
mass communications in 1971 at Ohio University. While 
there, Harris locked horns with his advisor over his disserta- 
tion on how television viewers' habits would change if given 
up to 40 channels. "My rebellious nature continued," says 
Harris. As he recalls it, the professor contended that view- 
ers would watch whatever was on, while Harris argued that 
they wanted choices, a theory proved by his willingness to 
endure the sales pitch to hear Wolfman Jack. "I knew from 
my own response: You'll seek out your own programming 
and go through a lot to get it. You can translate this directly 
into such things as having the great belief in Star Trek: The 
Next Generation, and saying, 'We will not necessarily go for 
tried and true if it's not necessarily the best for the proper- 
ty,' and if you really believe in what you've got." 

A former Paramount official says Harris backed the show 
in the face of some opposition and advice against it. The 
show became a financial success as well as the first syndi- 
cated program to win a Peabody award for excellence. 

Harris says the lessons of his youth also speak to the way 
people respond to performers, as he spits out the names of 
his favorite artists-Chuck Berry, Jerry Lee Lewis, Eddie 
Cochran. "They're on the tip of my tongue," Harris says, re- 
flecting on star charisma. "So, when you can get Judd 
Hirsch in Dear John, you know that there is an immediate 
response to that on the part of the public. Someone who is on 
the pulse of popular America, like Gary David Goldberg- 
that's somebody you want to cultivate." 

Harris' dissertation concluded that, with a 40 channel line- 
up-then an unheard of concept-viewers would not use 
many more than the three to six channels they were then us- 
ing; the specific choices might change, he said, but the num- 
ber of favored ones would stay fairly constant. Now subject 
to those choices, the challenge for producers and distribu- 
tors of programming is to break through clutter to grab and 
retain viewers through quality programming and a commit- 
ment to marketing, he says. 

Harris' dissertation led him into television, soon landing in 
Cleveland as the g.m. of UHF station WKBF, where he put 
to use his dissertation recommendations, successfully pro- 
moting the station's identity-rather than specific programs 
-and increasing ratings 25 percent. And that emphasis con- 
tinues, he says, since more than ever stations will determine 
which shows succeed through their dial positions, promo- 

tions and community tie-ins. He talks with pride about how 
individual stations schedule Star Trek: The Next Generation 
when they can maximize viewership. The next step, Harris 
says, is for television to boost revenues by reestablishing its 
prominence as an ad medium. Stations must find ways to 
contribute the same value that advertisers now seek 
through cents -off coupons and sales contests. 

After Cleveland, in 1974, Harris stopped at WKBS in Phil- 
adelphia and then landed in New York the following year, 
where he ran Metromedia's sales research. It was there in 
'77 that the phone call came from Hollywood. Paramount 
wanted Harris' research skills to help launch a fourth televi- 
sion network built around a revived Star Trek and films. Al- 
though the bold bid died in about seven months from lack of 
ad support, Harris stayed to pioneer cassette price slashing, 
a successful move that made Paramount a home -video leader 
and pushed the entire field into discounting. "Always start 
from the consumer point of view," Harris says repeatedly. 
He also headed Paramount's development team, which cre- 
ated Entertainment Tonight and Solid Gold in 1980-81. 

He was named president of the TV group in March 1985, 
where he oversees all TV, home video and research opera- 
tions. He starts the day with 6:30 A.M. phone calls from his 
car to East Coast advertisers, networks and government of- 
ficials. He works out in Paramount's gym, then squeezes in 
calls to Europe before 10 A.M., to Australia and the Far East 
before 4 P.M., reads scripts, approves program promos and 
meets with department heads. Harris says he prefers to 
screen programs after he gets home at 9 P.M. so he can see 
them as viewers do. It's a job in which Harris has earned 
wide -spread respect. "He's very, very bright and he's not 
made very many enemies," says a network executive. 
"That's not to say he's easy. He's just not going out of his 
way to prove something when he's making a deal." It's not 
that unusual to hear studio executives say they're Mel 
Harris "fans." Indeed, at the start of last year's Writers' 
Guild talks, when producers presented the WGA with their 
views on new studio economics, they chose Harris to make 
the pitch. "I've had long conversations with him," says FCC 
chairman Dennis Patrick. "I'm always impressed by the 
breadth of Mel's knowledge of not just the industry but of 
the broader market and the changes that are taking place." 
Harris was also the first name to come to the lips of a Capitol 
Hill source asked to cite those sought out for industry views. 
"He works the Hill more," said the source. "Some guys, if 
they're in town, they stop by. Some guys make an effort to 
be in town so they can stop by. Mel is one of those." 

Clearly, in front of the pack is where Harris likes to be. He 
likes to relate an incident in his favorite book, 
Kurt Vonnegut's Breakfast of Champions: "A science- 
fiction writer tells a truck driver about a story he's never 
been able to sell: A creature from outer space came to earth 
with a cure for cancer and a way to end wars. However, he 
came from a planet where they communicated by means of 
farting and tap dancing. He landed in a meadow next to a 
house that was on fire and warned the inhabitants. They 
killed him with a nine iron. When I had a CB radio," Harris 
continues, "my name was `Tapdancer,' and I told my wife: 
'My epitaph is Farting and Tap Dancing, because just be- 
cause you can't understand what somebody has to say, does- 
n't mean they aren't right.' " Harris' credo: "You go 
through life with choices. It is a lot more comfortable, a lot 
less stressful to take the well -travelled path. But you're gon- 
na get to the same place everybody else does. Maybe by run- 
ning through the bushes, you'll find a new trail and get there 
first. I'm not sure where it is I'm going, but I'm gonna try 
to be the first one there." And if he were to leave Paramount 
and TV tomorrow? "It's one of the risks of being in rock and 
roll. And if it ain't rock and roll, it ain't worth doin'." N.K. 
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stations getting five minutes. Second, foreign airings would be 
delayed until 1990, allowing a three-year window for overseas 
cassette sales of the new episodes, a move designed to net 
$100,000 to $200,000 per episode in the first season. Third, 
G+W's publishing and financial services arms backed the 
launch with an unprecedented marketing campaign (see box). 
By the end of the first season, ratings were 20 percent higher 
than Paramount had projected and the studio booked a slight 
profit. Moreover, a source says Paramount conservatively esti- 
mated long-term revenues for the series, so when the show is 
syndicated, profits will be greater than original forecasts. 

On top of that, Paramount is using its network division to pro- 
duce the new Star Trek. Foremost, that's to assure the show's 
quality. But insiders say it may also be to keep the network pro- 
duction people busy and spread their overhead. By 1988 the 
studio's sound -stage usage was up to nearly 100 percent, virtu- 
ally all for Paramount productions. 

Paramount also came up with two other first -run syndicated 
science-fiction/horror shows, Friday the 13th: The Television 
Series and War of the Worlds. Both have similar plans to cover 
their deficits, except that Paramount produces neither. In- 
stead, to cut costs, in an innovation for TV series, Paramount 
has them produced in Canada using some nonunion workers, 
and buys the episodes for about $600,000 and $750,000, respec- 
tively. "We're not specifically targeting network television," 
says Mancuso. "We're targeting programming. It goes into our 
library and once costs are covered, it's an income stream." The 
same refusal to incur uncovered deficits carries over to longer 
projects. Paramount, which had the rights to War and Remem- 
brance, refused to take on the risk of financing the epic ABC 
miniseries. ABC produced W&R itself and has said it may lose 
$20 million. Paramount, which kept international rights, will 
profit with distribution fees. In addition, two fall 1988 Para- 
mount network shows, a revival of Mission: Impossible and the 
new Dolphin Cove, are shot in Australia, limiting Paramount's 
risk since both are co-ventures-Mission: Impossible between 
Paramount, ABC and Australia's Network Nine, and Dolphin 
Cove between Paramount, Nine and CBS. Production costs are 
cheaper Down Under, and by using some Australian actors and 
locations, both meet local content rules, allowing Paramount to 
charge higher license fees there. 

Paramount's new management also instituted comprehensive 
five-year planning for the studio, something the previous re- 
gime "never, never" did, says Diller. Under Diller, says one 
source, the studio sometimes didn't know a full year into the 
making of a movie when it would come out. In general, Para- 
mount, like G+W's current management, is financially conserv- 
ative. All the major studios tend to operate within a limited 
range of accounting practices in television, say insiders. But 
within that range, Paramount is among the most, if not the 
most, conservative. Paramount is unusually prone to record its 
program -development costs and deficits as current expenses, 
rather than as capital investments-even though this can de- 
press earnings and stock prices. Other studios regularly count 
as current income revenue estimates for anticipated syndica- 
tion deals. Paramount waits until the agreements are made. 
"It's kept absolutely trim," says one former official. "Even if 
they think they'll be able to sell a station later, they don't put 
it in. They let it creep up." This reduces current taxes and 
avoids overstating profits and losses. 

While G+W chairman Davis was once named by Fortune as 
one of America's toughest bosses, studio head Mancuso and TV 
president Harris have fostered a team approach to managing 
the studio's TV operations. "We have tended to put in place 
people who love the business, so it's a shared experience," says 
Mancuso. Network division president John Pike adds: "If I 
want to talk to Frank, I don't have to go through Mel. I pick up 
the phone and call Frank. We're past that." And says Harris, "I 
like to think that I hire people who are better than I ever could 
be, who work smart, not just hard." 

Paramount's current top TV executives come from modest 

beginnings and have decidedly un -Hollywood backgrounds. 
Mancuso started as a salesman in Paramount's Buffalo office. 
Harris, Pike and Lucie Salhany, president of domestic syndica- 
tion, all rose as Midwest station programmers and all worked at 
Cleveland stations. By contrast, Diller and Eisner were the 
products of privileged backgrounds: Diller was raised in Bever- 
ly Hills, the son of a developer, and Eisner grew up on Park Av- 
enue, the son of a New York lawyer. Harris grew up on a Kan- 
sas wheat farm. Pike, like Harris, is a former DJ with a 
communications degree. He's also a former TV news producer, 
writer, a program director and onetime head of program devel- 
opment for NBC's O&Os. Harris, when he was president of 
Paramount's video division, lured Pike to the studio in 1981 to 
make shows for pay cable. "I said I didn't know what cable 
was," Pike recalls. "He said, `It's kind of a blank canvas. It's 
probably good that you haven't watched it.' " Pike went on to 
help launch Showtime's Brothers, was promoted and took over 
Paramount's network division in August 1986. 

Salhany first met Harris at Cleveland independent WKBF 
(no longer on the air), where Harris encouraged her to stay in 
TV at a low point in her career and eventually promoted her to 
program manager. She then moved on to WLVI in Boston, 
where she met Pike, also working in Boston TV. She went on to 
become Taft Broadcasting's programming v.p. and, in 1981, the 
first woman president of the National Association of Television 
Program Executives. After 18 years at stations, holding posi- 
tions few if any women had had before, Salhany was tapped by 
Harris in 1985 to be president of Paramount's domestic syndica- 
tion arm. 

Harris says he chose station people for top jobs because they 
understand that things have to move quickly. "When I inter- 
view people," he says, "I want to know that there is a sense of 
urgency about them. We're in a demanding medium and the 
public demands to be served." Says Pike, "One of the things 
that makes us different, perhaps better, is that we've gotten 
our hands dirty. When you've worked in West Palm Beach and 
Cleveland, you get a different perspective. I didn't go to Yale 
Drama [School]. I've spent time pushing a camera." 

"Whenever I see Lucy or Mel," says KTLA g.m. Steve Bell, 
who was Salhany's Boston boss, "we always talk about ratings. 
'What about that rating on Cheers in L.A.,' they will say. And 
I will say, 'You noticed?' They're really on the pulse a lot more 
than others." Both Harris' predecessor, Rich Frank, and 
Salhany's predecessor, Randy Reiss, both now at Disney, came 
from stations. Says G+W's Barron, "We've had great success 
hiring people who used to be in the businesses we're trying to 
sell to. They communicate better." Competitor Garth Ancier, 
president of FBC Entertainment, says, "Pike, Salhany and 
Harris is a pretty major triumvirate of talent." They also work 
closely with Harris' other two lieutenants, video president Bob 
Klingensmith and international TV president Bruce Gordon. 

The fast -talking Salhany, who rarely sits still while doing 
business, took charge of an already effective production and dis- 
tribution machine and kept up its aggressive pace. For in- 
stance, the company says that about 15 to 20 percent of the 
more than 200 stations carrying Star Trek, War of the Worlds 
and Friday the 13th run them as a block, some in prime time, in- 
cluding stations in New York and Los Angeles. And, behind the 
scenes, Salhany's staff has been hammering away at affiliates 
to use the shows to preempt prime time programming. "Sta- 
tions are going to preempt anyway," Salhany shoots out, after 
first sidestepping the issue. "Let them do it with our product." 
Last year, Paramount's syndication staff was voted the "most 
professional" by a wide margin in a National Association of 
Broadcasters station survey. Paramount also reinvigorated an 
aging Entertainment Tonight in 1988, keeping the show's 
growing competition at bay. Finding that viewers wanted more 
substance and less glitz, Paramount highlighted E. T.'s scoops. 
And, to catch viewers at the start of the show, it shortened the 
opening and moved more quickly into the day's news reports. 
"When you have a franchise, the only way it deteriorates," says 

48 CHANNELS / FEBRUARY 1989 

www.americanradiohistory.com



:44 : Fi5j 
,s,.. 

VfL 13A 

"7,1 *hi 

terk 

McGraw-Hill, Inc. 
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Random House, Inc. 

The undersigned acted as financial advisor to 
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Paramount's Card Trek 
The new crew of the U.S.S. En- 
terprise didn't leave home with- 
out their Visa cards. To help 

launch Star Trek: The Next Generation 
into the frontier of big -budget first -run 
syndication, Paramount's parent, Gulf 
+Western, had its fmancial services 
arm issue a Star Trek The Enterprise 
Visa card. In fact, G+W called on all its 
divisions to back the September 1987 
revival of the show in what Paramount 
television chief Mel Harris calls "the 
most comprehensive television publici- 
ty campaign ever undertaken by this 
studio." 

But the campaign's importance to 
G+W transcended even the galactic 
Star Trek. At least two years earlier, 
G+W chairman Martin S. Davis had 
made it known that he wanted G+W's 
communications (Paramount and Si- 
mon & Schuster) and financial-services 
units to exploit each other's distribu- 
tion systems. Since at least that time, 
for example, G+W has been consider- 
ing using Simon & Schuster's J.K. 
Lasser tax guides to promote the Visa 
cards of its $12 billion (assets) Associ- 
ates Corp. of North America, which 
through its Associates National Bank 
has become a top credit-card issuer. 
G+W has been considering using its 
Prentice -Hall direct -mail firm to target 
credit-card customers. And in 1985, Si- 
mon & Schuster developed a magazine 
prototype (which never launched) 
based on Paramount's Entertainment 
Tonight. But for Paramount, consid- 
ered one of the top studios at market- 
ing, the Star Trek: The Next Genera- 
tion campaign promised to be a doozy. 

Perhaps the most innovative part 
was the Enterprise credit card. The 
Associates targeted Trekkies and col- 

lege students, working off Paramount's 
list of 50,000 Star Trek club members. 
The studio also featured the card in its 
"Special Effects " merchandising cata- 
logue. But even the Associates, special- 
izing in high -risk lending, apparently 
views Trekkies somewhat warily, 
charging 21.9 percent interest. The 
younger student generation may not be 
embracing Star Trek: The Next Gener- 
ation as passiónately as hoped, howev- 
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er. Within the month, the Associates is 
expected to abandon its college thrust 
in favor of a Star Trek MasterCard 
aimed at fans of the original series, 
those under 35 who appear on the Star 
Trek club rosters, offering them a 19.8 
percent annual rate and, as a sign-up 
inducement, a Simon & Schuster audio 
tape of a Star Trek novel. 

As part of a ten -week "countdown" 
campaign designed to create maximum 
exposure before the premiere of the 
two-hour television movie marking 
Star Trek's 1987 revival, G+W also 
took the following steps. In addition to 
the standard print and tape press kits 
for stations to distribute to local news 
outlets, Paramount's Entertainment 
Tonight became the "official" chroni- 
cler of the show's production, which 
was taking place on nearby sound - 

stages on the Paramount lot. The stud- 
io's film licensing and merchandising 
division, which launched Beverly Hills 
Cop, Top Gun and Crocodile Dundee, 
also went to work. On August 15, Coca- 
Cola began distributing to convenience 
stores souvenir cups with pictures of 
the Enterprise's new crew. The second 
week of September, 24 million pack- 
ages of Cheerios and Honey Nut 
Cheerios hit supermarket shelves fea- 
turing a General Mills sweepstakes 
with the prize of a walk-on appearance 
in a future Star Trek episode. The con- 
test was backed by a multimillion - 
dollar ad campaign targeted to give ten 
exposures to 85 percent of all U.S. 
households with children under 12 
years old. And if Paramount was going 
to hit the kids at breakfast, it was also 
going to get them when they ate lunch, 
played and went to sleep: There were 
Star Trek: The Next Generation Ther- 
mos bottles, lunch boxes, shirts, com- 
ics, model kits, toys, games, watches 
and, to influence their dreams, linens. 
Paramount also geared up to bring 
"hundreds of thousands of next genera- 
tion Trekkies" into fan clubs. 

There's more. Simon & Schuster is- 
sued Star Trek novels, stationery, com- 
puter software and more. On Septem- 
ber 30, Paramount shipped two million 
copies of the home -video version of its 
movie Star Trek IV, with a 60 -second 
Next Generation promo at the top of 
the tape. Paramount research indi- 
cated that it would be seen by more 
than 25 percent of U.S. households in 
its first month. G+W later applied 
these techniques to other shows, issu- 
ing, for instance, War of the Worlds pa- 
perbacks based on the show. And with 
Davis' interest in tieing together what 
he refers to as G+W's communications 
units, the public will see many more 
such efforts. N.K. 

Harris, "is through an inability to adapt when audiences 
change." With the new-found popularity of sensationalistic 
shows, Paramount is now bringing out for fall Tabloid, a half- 
hour show taking its cues from the check -out -counter papers. It 
quickly cleared 30 markets covering 45 percent of the U.S. Of 
course, Salhany's division's had its share of flops. For instance, 
this season's game show Wipeout wiped out, pulling a rating of 
1.3 and ranking 115 out of 150 shows. Still, so successful has 
syndication been that last fall Paramount began to explore mar- 
keting its shows under the rubric of a "fifth network" to coax 
higher ad rates. 

Pike has had a harder time, however. Recently, he sipped the 
Evian water his secretary regularly replenished and tossed a 
ball into the air as he chatted easily about the world-the needs 
of stations and the imperative to approach the new market as 
one integrated electronic delivery system. But asked if Para- 
mount, which hasn't produced a new sitcom to stick to a major 
network since 1984, is up to the task of replacing the aging 
Family Ties and Cheers, Pike swiveled, leaned across his desk, 
smiled and threw up his arms, saying nothing. "There has not 
been a new network sitcom show since Webster [fin 1983] that 

has stuck," notes Gary Nardino, Paramount network television 
president from 1977-83. Crucial to any studio's success today 
are half-hour situation comedies, because of their popularity in 
syndication. Paramount built its TV success in sitcoms in the 
1970s around Garry Marshall, who at one time employed a sta- 
ble of 50 writers working on 6 shows. After Marshall left to 
make movies, following 20 years in TV, Paramount rebuilt by 
raiding MTM Entertainment, the home of The Mary Tyler 
Moore Show, The Bob Newhart Show and others. 

When proven MTM producers and writers went looking for 
bigger money, their own boutique production outfits and the 
chance to do movies, Paramount enthusiastically stepped for- 
ward. In 1978, James L. Brooks, Ed. Weinberger, Stan Daniels 
and Dave Davis left MTM's San Fernando Valley studio for 
Paramount in Hollywood to create Taxi. Then Glen and Les 
Charles and director Jim Burrows followed to work on the 
show. Gary David Goldberg went as well. "It was like they 
were all on the freeway at the same time," former MTM pres- 
ident Grant Tinker recalls. "It took the heart out of the comedy 
core." The Charles brothers and Burrows later created Cheers 
for Paramount, and Goldberg created Family Ties. 
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Paramount execs have been trying to build talent for the fu- 
ture. First, they cut new independent deals with Leonard Gold- 
berg and Johnny Carson, who had commitments from NB3, in 
an attempt to buy new hits that could fill the pipeline. But Gold- 
berg left halfway through his three-year deal to join Diller at 
Fox, and CBS put his show, The Cavanaughs, on hiatus. Car- 
son Productions is essentially shuttered, and former head Ed. 
Weinberger left last fall for Columbia Pictures TV. Paramount 
did buy from Carson NBC's Dear John, with Judd Hirsch, 
which got off to a strong start, ranking 13th in season -to-date 
ratings as of mid -December. But it will be two to three years 
before it's available for syndication. Gary David Goldberg has a 
new 1988 entry on NBC, Day By Day. But it was a midseason 
addition and, by December, hadn't proved itself, ranking 35th. 
Duet is in its third year on Fox, but it only pulled a 3.5 rating 
last fall and by season's end will have made only 57 episodes (it 
debuted in April 1987). 

As a result of Paramount's lack of new off -network product 
for 1989, analysts forecast syndication operating income of just 
$50 million-half the amount of each of the last two years. 
That's despite the initial availability of Brothers reruns. More- 
over, they hesitate to even guess about 1990, for which Para- 
mount can only foresee at best the possibility of an eighth year 
of Cheers reruns (the show is now in its seventh season), the in- 
itial availability of MacGyver and new rerun cycles of Happy 
Days and Taxi. The year 1991 could bring Dear John, Day By 
Day, Duet, Mission: Impossible and Friday the 13th, but that 
equation contains many "ifs." On top of this the rate of growth 
in cassettes is slowing dramatically. "The pressure is going to 
be on to replace those earnings in some way," says a source 
close to G+W. "In good times Marty might push people very 
hard," a former G+W executive says of Davis. "So, in bad 
times-Lord knows." 

Harris denies that the studio's situation in television creates 
problems for Paramount. The hour shows demonstrate the stu- 
dio's ability to leverage assets that have recognizable names, he 
says. The fallowness in sitcoms he calls an inevitable trough in 
the creative cycle, such as the studio experienced after Mar- 
shall left. "What we've been doing is filling in with a large num- 
ber of programs in first run" syndication, he says. "We've been 
aggressively pursuing ways of making our own good luck." For 
instance, sources say Paramount last December cut a 
multimillion -dollar, multiyear deal with veterans of Cheers and 
The Jeffersons, producers David Angell, Peter Casey and Da- 
vid Lee, to create a new sitcom whenever Cheers folds. "At the 
center of the creative process is a very risky business," ex- 
plains Mancuso. "If you put a year or two into something-your 
heart and soul-I think you want to be surrounded by people 
who understand how vulnerable you are, that you're searching 
for the answers. You have to have a long-term philosophy to- 
ward talent," he continues. "You're not going to have a Family 
Ties every time. If you separate yourself from failure, if you're 
only there for success, you're only there, what, 25 percent of 
the time. And people need you most when there's failure. Who 
needs you when there's success? With success, the rest of the 
world tells you how good you are." 

"Paramount, now, of the major studios, is the best for televi- 
sion," says Gary David Goldberg, who just signed a new seven- 
year contract with the studio that includes a film deal, "and it 
all goes to personalities. These are guys who really like tele- 
vision. These are people who, when you ask them a question, 
they answer it. They're not afraid to say 'no' or `yes.' They're 
not `going to get back to you' and they're not going to fudge it. 
Frank's vision is large. I would trust my children to Frank." 

Mancuso is known to see himself as the benign patriarch of a 
happy Paramount "family." Reportedly, though, he became en - 

Shopping 
en it comes to owning pro- 

gramming outlets, Para- 
mount officials admit that at 

times they feel like the gang that 
couldn't shoot straight. "Paramount 
had a lot of early opportunities it let 
slip through its fingers," says Art 
Barron, former president of Gulf 
+Western's entertainment group and 
now a company consultant. TV group 
president Mel Harris says Paramount 
is in the market for TV stations, but 
that they're too pricey. At one time it 
owned what are now two of the na- 
tion's most valuable stations, Los An- 
geles indie KTLA and Chicago ABC 
O&O WLS, respectively W6XYZ and 
WBKB in 1938. Like other studios, 
Paramount turned its back on televi- 
sion and sold the stations several years 
later. Paramount was also a major the- 
ater owner, until the government 
forced their sale 40 years ago. But it's 
recently re-entered the field and again 
has substantial theater holdings. 

Paramount's efforts in pay -TV failed 
when its Premiere consortium with 
MCA, Warner Bros., Showtime and 
The Movie Channel ended in the early 
1980s after the Justice Department 
frowned upon it. At one time, G+W, 
Paramount's parent, was the second 

for Outlets 
largest cable operator in North Ameri- 
ca, until the Canadian government 
forced a sale to what became Rogers 
Cablesystems of Canada, says Barron. 
Moreover, G+W sold TCI's John 
Malone his first system, Athena, in the 
1970s, says Harris. But now, Harris 
says, MSOs are also too pricey. 

USA's Koplovitz: Kid of an irreverent parent? 

Recently, Paramount has pushed ag- 
gressively into cable programming 
with the 46 million subscriber USA 
Network, in which it shares half owner- 
ship with MCA. In 1988 it unveiled 
plans to spend more than $300 million 
over two years to prod ace and promote 
new, network -quality programs for 
USA. But last September, Jones Inter - 

cable announced at a press conference 
that in three days it would be dumping 
USA from 65 percent of its systems be- 
cause of poor programming. USA had 
also announced a rate increase from 13 
cents a month per subscriber to 23 
cents. Jones, which owns a stake in 
Turner Broadcasting, would instead 
run Turner's new TNT service, which 
promised big -event programming. 
USA figures the loss at 550,000 homes. 
"It's a devastating thing," says USA 
president Kay Koplovitz. On the issue 
of programming, Koplovitz says, "Peo- 
ple can have differences of opinion." 

True, USA got a boost when both 
MCA and G+W last fall announced 
plans to produce new films expressly 
for USA, as part of the networks's 
plans for six nights a week of original 
fare. But some say that MCA seems to 
be treating USA as a dumping ground, 
selling it Murder, She Wrote and Mi- 
ami Vice only after meeting with weak 
response in syndication. And when 
Koplovitz goes calling at Paramount, 
she suggests that she comes away feel- 
ing a bit like Rodney Dangerfield. 
Koplovitz tried to land Star Trek: The 
Next Generation for USA, but Para- 
mount put it into first -run broadcast 
syndication instead. She's also courted 
other Paramount reruns. "I would have 
loved Cheers," she acknowledges. But, 
"we weren't taken seriously." N.K. 
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How To Get 
New Business... 
It's At Your Fingertips 
Nielsei's TV Conquest pinpoints where your station has 
advan-ages over the competition for specific products, 
services and local retailers. For the first time through a 
desktop computer you can analyze NSI ratings, 
demographics and important marketing characteristics 
within small units of geography. And the output can be 
ready -to -use custom-tailored presentations with color 
graphics and eye-catching maps. 

TV Conquest will help you build revenues and reduce sales 
expenses. Call TV Conquest at (212) 708-7797 or your NSI 
representative for a demonstration or more information. 

Wayne Jewelers 
Trading 

CirclesArea 

and Market 

represent store locations 

Map 

NielsenNConquest 

Information that sells 

DMA Index 

110 to 267 

ail ºo to 110 

Dto90 

Nielsen Media Research 
acompanyof Lp The Don 8 Bradstreet Corporation 
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Paramount Television 
Full 

Length per seasons 
show on air 

Outlet 
aired 

License fee I Deficit per 
per episode(a) episode(a) 

(thousands) (thousands) 

1st -run syndication 
terms 

B / B - (b) Nat'l /Local 
PRODUCED BY PARAMOUNT 
The Arsenio Hall Show 1 hour 0(c) 1st run B 7/7 
Brothers 30 min. 4 Showtime $250 $200 
Cheers 30 min. 6 NBC 650 100 
Day By Day 30 min. 1(d) NBC 450 75 
Dear John 30 min. 0 NBC 450 75 
Dolphin Cove 1 hour 0(e) CBS NA NA 
Duet 30 min. 2 FOX 425 50 
Entertainment Tonight / 30 min. 7 1st run B + 1 /5 

Entertainment This Week 60 min. B + 6/6 
Family Ties 30 min. 6 NBC 600 75 
MacGyver 1 hour 3 ABC 975 325 
Mission: Impossible 1 hour 0 ABC NA NA 
Star Trek: The Next 1 hour 1 1st run B 7/5 

Generation 
Tabloid 30 min. 0(f) 1st run B+ 1 / 5.5 
Webster 30 min. 5 1st run Cash - 
Wipeout 30 min. 0 1st run B+ 1/ 5.5 
DISTRIBUTED BY PARAMOUNT (Producer) 
Friday the 13th: The 1 hour 1 1st run B + 6 / 6 

Television Series (Triumph 
Enter. Corp. of Canada in 

assoc. with Hometown Films) 
Geraldo! 1 hour 1 1st run B + 2/12 

(Tribune Enter. Co.) 
The Joan Rivers Show 1 hour 0(f) 1st run B + 2/12 

(Tribune Enter. Co.) 
War of the Worlds 1 hour 0 1st run B 6.5/5.5 

(Triumph Enter. Corp. of 
Canada in assoc. with 
Ten -Four Prod.) 

PARAMOUNT MADE -FOR -TV MOVIES FOR 1988-89 SEASON 
A Very Brady Christmas 2 hours December 18, 1988 
Not a Penny More miniseries sometime in 1989 

PARAMOUNT OFF -NET SHOWS CURRENTLY IN SYNDICATION (# of Episodes) 
Taxi (114 half-hrs), Laverne and Shirley (178 half-hrs), Happy Days (255 half-hrs), The Odd Couple (114 half-hrs), The Brady Bunch (117 half-hrs), Star 
Trek (79 hrs), Love, American Style (224 half-hrs), Star Trek Animated (22 half-hrs), The Brady Kids (22 half-hrs), Mission: Impossible (170 hrs), The 
Untouchables (114 hrs), The Lucy Show (156 half-hrs), Bosom Buddies (37 half-hrs), Mork and Mindy (95 half-hrs), Cheers (146 half-hrs), Family Ties 
(154 half-hrs), Webster (100 half-hrs), Angie (36 half-hrs), Brothers (116 half-hrs), Mannix (130 hrs). 
Sources: Paramount; DDB Needham Worldwide; Channels. 
Compiled by James D. Bamford. 
NA = Not Available 

(a) Estimate for 1988 /89 broadcast season. 
(b) B = Barter; B + = Barter plus cash. 
(c) Premiered January 3,1989. 

(d) 1987 / 88 midseason replacement. 
(e) 1988 /89 midseason replacement. 
(f) Premiered fall of 1989. 

raged by last year's writers' strike, in which he was a key ne- 
gotiator. While Paramount denies it, Mancuso is said to have 
been one of the most active in phoning independent producers 
to suggest that breaking with the majors was not in their best 
interests. 

While TV is often seen in Hollywood as a creative stepchild, 
Paramount encourages talent, such as Arsenio Hall, to do both 
TV and movies as a way for the studio to leverage its assets. 
Following his highly successful Paramount film, Coming to 
America, made with friend Eddie Murphy (also a Paramount 
performer), Hall debuted in a Paramount -syndicated talk show 
last month. In its first three weeks of sales last year, the show 
was picked up by 75 stations covering 60 percent of the country. 
"Frank Mancuso really makes known to artists that here you 
can do it all," says Hall. "Paramount is like a mall: You can buy 
cookies at Mrs. Fields and underwear at The Broadway." Man- 
agement also has moved to improve stars' creature comforts, 
adding valet parking, for instance. "We've taken our talent's fo- 
cus away from griping," says Harris: " `I can't get parking. The 
commissary food's lousy. I can't get into screenings.' " 

For all the success, however, some still wonder whether an- 
other Paramount audience, Wall Street, values G+W fairly, 
raising questions of splitting up G+W. At least two analysts is- 
sued reports last year suggesting that shareholders-institu- 
tions hold more than 50 percent of the stock with insiders con- 
trolling little-could realize much greater value by breaking the 

company up and selling its parts. Last fall, Paul Kagan Associ- 
ates, which holds G+W stock, valued Paramount "conserva- 
tively" at $3.6 billion, at a time when the market valued all of 
G+W at just $4.5 billion. A source close to G+W calls the Par- 
amount figure high, and earlier last year, Drexel Burnham 
Lambert's Andrew Wallach, who says he compiled figures with 
G+W's aid, valued it at 32.9 billion. G+W spokesmen categor- 
ically denied last fall that Paramount might be for sale or that 
there were any plans to spin it off to shareholders, and those fa- 
miliar with Davis doubt he'll ever part with Paramount volun- 
tarily. While he may not care for showbiz people, they say, he 
began his career as a Paramount motion -picture press agent. 

Nevertheless, he's sensitive to the public markets. Although 
G+W denies it, a Drexel official says G+W pressured Wallach 
into toning down his report. "There is pressure in all of 
Gulf+Western today to get as much earnings as you can from 
every operation," says the knowledgeable source close to the 
company. "Marty Davis wants to maximize shareholder value 
so he puts pressure on Paramount-and the TV group has to be 
part of that. He's going to put pressure on them to deliver." 

While Paramount's corporate future may be far from certain, 
at least one apocryphal vulture seems to have renounced any in- 
terest in the studio. Jules Roth, a 45 -year director of Beth 
Olam, indicates that he doesn't expect the cemetery to make an 
offer for Paramount any time soon. Laughing, he said he would 
have to take it up with his board. 
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This announcement is neither an offer to sell nor a solicitation of an offer to buy these securities. 
The offer is made only by the Prospectus. 

New Issue / December 21, 1988 

$250,000,000 

Adelphia Communications Corporation 

161/2% Senior Discount Notes Due 1999 

Price 60.05% and accrued amortization, if any, of original 
issue discount from December 27, 1988 

Copies of the Prospectus may be obtained in any State in which this 
announcement is circulated only from such of the undersigned 

as may legally offer these securities in such State. 

Salomon Brothers Inc 

Drexel Burnham Lambert 
INCORPORATED 

Goldman, Sachs & Co. 
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Cook Inlet Communications, Corp. 
is pleased to announce 

our appointment of 
Katz American Television 

as national representative for 

WTNH 8 
NEW HAVEN/HARTFORD 

Katz American Television 
Committed to Sales Performance 

for Major Market Affiliates 

WTNH. Katz American Television. 

oafL 

The best. 
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Syndication's New Strategies 

Searching 
For the Fizz 

After a year for which they had high hopes, sober syndicators 
once again face life without the bubbly. But a number of them 
have developed adroit new strategies for the long haul. 

ast year, syndicators and station ex- 
ecutives arrived at the NATPE Con- 
ference in Houston full of hope for the 
new season, daring to believe that 

J1988 would bring an upturn in the 
business. But 1988 didn't deliver. 
This year they return to Houston- 

many feeling burned and wary of new shows. There 
will be fewer new programs to choose from, and 
many of the new offerings build on the tabloid tradi- 
tion that spawned A Current Affair and Geraldo. 
But even as the programming grows more outra- 
geous, the deal -making is growing more cautious. 

In 1988, nearly everyone had to refine survival 
strategies. Jack Fentress, programming vice presi- 
dent at Petry, told Channels that compared with the 
syndication business five years ago, today "we're 
facing a lot of problems: escalated costs, decreasing 
audience, less money for advertisers." 

Our In Focus section examines some of the strate- 
gies syndicators have chosen to help them maneuver 

the tricky waters of the current market. Channels 
senior editor J. Max Robins leads off with a profile of 
LBS chairman and CEO Henry Siegel, whose lever- 
aged buyout of LBS frees the company of its Grey 
Advertising ties at a time when few others want to 
go out on a limb. For those smarting from NATPE's 
cost, Stephen Damiano eases the pain with a humor- 
ous, fact -filled accounting of expenditures, from or- 
ange juice to exhibit booths. 

One of the strategies widely adopted this year has 
been to search for new markets, particularly over- 
seas. Senior editor Kirsten Beck assesses the inter- 
national course NATPE has set for itself, and Alex 
Ben Block finds the international survival strand in 
two of the three syndication companies he analyzes. 
Carol Hall revisits the post -Cosby state of the deal 
and finds both sides behaving more cautiously, offer- 
ing few innovations in deal -making this year. Finally, 
Channels takes a close look at the performance of 
publicly traded syndicator stocks since the Crash 
and finds it's a long road back. 
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MARKETING & MEDIA 
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IN FOCUS/Syndication's New Strategies 

Mr. IIardball 
Sheds His Grey 
He bought his company from Grey Advertising. Now 
LBS's innovative but irascible Henry Siegel faces a 
chaotic syndication market alone. BY J. MAX ROBINS 

Henry Siegel was stoked. 
The chairman and presi- 
dent of LBS Communica- 
tions had just emerged 
from a four -hour -plus 

meeting that would liberate him from 
his parent company, Grey Advertising. 
Siegel had been looking for a way to 
break out of Grey for more than a year. 
Still, when he left the meeting, the first 
thought that went through his mind 
was, "Did I do the right thing?" 

But the doubt about leaving the com- 
pany at which he had spent more than 
half his life was quickly overcome by a 
heady euphoria. Who would he call 
first? He phoned his twin brother Paul 
in Los Angeles, who heads the LBS 
Entertainment division, a West Coast 
operation. Then he called his 16 -year - 
old son Brian. Siegel wanted to share 
the news with Brian before slipping in- 
to his tux and rushing off to the Inter- 
national Emmy Awards dinner sched- 
uled for that night. 

When Siegel told Brian he had cut 
the deal, he said right at the top that 
the company would be carrying some 
debt. Brian asked how long it would be 
before he would be able to pay it off. 
Siegel told him it would be seven to ten 
years. "My son said, Good, just 
enough time for me to come into the 
company without any debt," remem- 
bers Siegel. "I guess everybody has 
their priorities." 

His son takes after the old man, 
shares his obsession with being the top 
guy and wants to be part of the dynas- 
ty Henry Siegel thinks he can build. 
Son, like father, will probably write by 
his picture in his high-school yearbook 
that his ambition is to be a millionaire. 
When a man is relentlessly driven in 
his business the way Siegel is, it be- 
comes his life. And when his progeny 
wants in, it's a natural high, because he 

Henry Siegel 
Bird 

Ambition: Millionaire 
Hobby: Sports 
German Club 1, 3; Alchemists' Club 
3; Intramural Basketball 1; English 
Club 3; Key Club-Treasurer 1, 2, 
3; J.S.O. 1, 2; Civil Defense Mes- 
senger 2, 3; Chess Club 1, 2, 3; 
Bowling Club 2, 3; Spring Concert 2; 
Cross Country 1, 2, 3; Indoor Track 
3; Monticello Times 1, Co -Editor -in - 
Chief 2, 3. 

Siegel's ambition showed, even in high school. 

thinks he's seen a glimmer of his own 
immortality. Relating the story, Siegel 
eases out a rare chuckle. 

Anybody who knows Henry Siegel 
has an opinion about him. In the small 
world of television syndication, where 
everybody seems to know everybody 
else and gossip travels fast, as it does 
in any Harper Valley, everybody has 
something to say about Henry-some 
of it good and some of it ... well, not so 
good. The portrait of him that emerges 
is of an intelligent, sometimes dour, 
sometimes explosive, extremely criti- 
cal individual. By his own admission 
hyper -competitive, Siegel seems cut 

from the mold that screams, "Play the 
game as hard as you can, any way you 
can, because winning is everything." 

The stakes are about to get apprecia- 
bly higher in Henry Siegel's favorite 
game. The $38 million leveraged 
buyout he and equal partner Warburg 
Pincus, the venture-capital firm, have 
engineered with Grey leaves LBS 
without its powerful billion -dollar par- 
ent at a time of turmoil in the syndica- 
tion market. With substantial debt to 
service in a period when the syndica- 
tion market grows increasingly cut- 
throat, Siegel has a tough fight ahead 
to hold onto his base. Powerhouse bar- 
ter time -selling consortiums backed by 
major corporations, such as Camelot 
Entertainment, International Adver- 
tising Sales and Teletrib, are all heavy 
hitters swinging away on turf where 
not too long ago LBS reigned alone. 

This is a key period for Henry Siegel, 
the man responsible for popularizing 
barter -syndication and then building a 
multimillion -dollar business around it. 
LBS has no high -profile product like 
Fame, for which it once sold barter 
time, opening doors for its other shows. 
Now that King World, Group W and 
others have stolen much of his thunder, 
Siegel will have to play hardball. 

He is undaunted, almost cocky, 
about the challenge. "We will 
be an extremely successful di- 

versified, multidimensional media com- 
pany," he says. 

The classic overachiever is more than 
ready to leave home. There were other 
times he almost left the nest. A few 
years ago LBS reportedly was about to 
be sold for $70 million and rolled into a 
group including Coca-Cola's Columbia 
Pictures, Paramount Pictures and Or - 
bis Entertainment. LBS dropped out 
and the other three concerns created 
what is now International Advertising 
Sales. At another point it looked like 
financier Marvin Davis would help 
Siegel free his company from Grey, but 
that deal never materialized. 

But this time it's for real, and Henry 
Siegel is in fighting form. He's been 
staying trim-his wife Elin, an aerobics 
instructor, has goaded him into weight 
training-and when the tennis pro 
comes for his weekly visit to Siegel's 
Westchester estate, it's not to give a 
lesson, it's for a showdown with the 
lord of the manner. "I cannot take a 
lesson from a pro. I have to compete 
against the pro," says Siegel. "I feel 
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obligated to do that. I just can't hit the 
ball back and forth." 

Siegel traces the roots of his intense 
nature to his identical twin. He and 
Paul have always been close, but it 
goes beyond that. "When you are a 
twin," he says,"you have this mirror 
image walking around that you com- 
pare yourself to and want to best." The 
connection, Henry says, is "cosmic." 

The Siegels went to Brandeis togeth- 

er and used gambling money to help 
fund their education. After college they 
took a stab at Las Vegas and making 
their fortunes at the tables. They went 
bust, got drafted and served together 
in the National Guard, where they both 
broke their ankles. Both men are di- 
vorced; the women they married the 
second time around were born on the 
same day. 

Growing up in New Jersey, the sons 

of parents of modest means, the Siegel 
twins were best friends, yet goaded 
each other on in all-out competition in 
board games and in sports. "When we 
were younger, Paul and I used to play 
handball together and I used to beat 
him constantly," says Siegel, eight min- 
utes his twin's senior. "He could never 
figure out how come I always won, un- 
til one day he discovered I kept a 
sponge in my glove." Henry's eyes still 
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light up when he mentions how his soft- 
ball team beat his brother's once again 
at last year's company picnic. 

Paul Siegel says the most visible 
change in his brother's personality 
over the years is that he's become even 
more competitive. 

enry Siegel has been a star 
player from the early days of 
the evolving drama of TV syn- 

dication. Siegel started priming for his 
part in 1964 with an '.:0 a week job in 
Grey's media department. By 1974, ten 
years later, he was a senior vice presi- 
dent in the media department. By 1976 
he had gained enough clout within 
Grey that conservative, financially 
tough-minded Grey chairman Ed 
Meyer was ready to bankroll Siegel. 

"We believed in Henry. He was a 
prophet," says Meyer. "He conceptual- 
ized how this thing called barter could 
work for our clients. He also had the 
kind of entrepreneurial spirit I was 
anxious to promote to expand the scope 
of our agency into related businesses." 
By 1984 LBS was reportedly generat- 
ing revenues of more than $100 million 
a year. 

No one denies. Siegel was the prime 
architect of LBS's success, but in the 
process of building his company he has 
managed to alienate a lot of people. 
Several high -profile players in the syn- 
dication business have worked for 
LBS; few have left amicably. The same 
drive that makes him a tough, adroit, 
successful deal -maker, several industry 
insiders believe, has also limited how 
great a success he could be. 

"Henry doesn't delegate authority to 
anyone really," says a former senior 
LBS executive. "He has to make all the 
decisions. Whether it's the future di- 
rection of the firm or how many paper 
clips will be purchased in the fourth 
quarter. That's no way to grow your 
company." "His way of communicating 
is to yell and scream at everybody. 
LBS is not a happy place to work," 
says another former senior executive, 
adding to a common refrain. "Henry 
has this way of burning bridges." 

Henry Siegel knows only too well he 
is a tough piece of work. But he doesn't 
think it's something he can change. He 
knows there are a lot of people he once 
worked with, who were friends, with 
whom he no longer speaks. 

"I'm too impatient with myself, the 
people around me and the industry in 
general," admits Siegel. "I guess I'm 

too quick to anger and don't sit back 
and say, `Okay, I'm an industry leader,' 
and be more accepting of things. But 
that's not my nature. I'm a fighter, a 
competitor. I feel I need to release my 
anger-maybe I'm not going to have an 
ulcer or heart attack because I let 
things out where others keep them in." 

But friend and foe alike regard Siegel 
as a pioneer in the barter -syndication 
market. "I consider Henry Siegel the 
cornerstone of the industry, and I was 
the guy who originated cash barter 
with The Mike Douglas Show," says 
George Back, president of his own syn- 

ways came back to bite him in the ass." 
Ranck is in his office with Orbis pres- 

ident Bob Turner and vice president, fi- 
nancial Ethan Podell, LBS alumni all. 
The men are talking about life with 
Henry, and most of their memories are 
not pleasant ones. There is a shared be- 
lief among the assembled that Siegel 
has a "character flaw" that makes him 
unable to handle his success; moreover, 
that he has problems giving the people 
who worked for him money or the cred- 
it they deserve-and when there was 
plenty to go around. "He was an ob- 
sessed person," says Podell. "He never 

Henry (right) with twin brother Paul and a Titanic model: Henry says the connection is 'cosmic.' 

dication company, All American Televi- 
sion, in which LBS owns a 6 percent 
stake. Back has been friends with 
Siegel for years. "I may have described 
the methodology, but Henry went and 
did it in a big way," Back adds. "People 
who travel the syndication road today 
do so because Henry paved it." 

Even Siegel detractors give him his 
due as an industry pioneer, albéit with 
the left hand. John Ranck, who was for- 
merly head of sales at LBS and left to 
join Orbis Communications in 1984, 
was once not only a colleague but a 
close friend. "With Henry it was al- 
most a Greek tragedy," says Ranck, 
Orbis' v.p. of sales/international. "He 
had so many good things going for him, 
but his inability to deal with people al - 

relaxed. He totally operated on an in- 
credibly high -blood -pressure level." 

When Turner left LBS, where he had 
been president under Siegel, and took 
Podell with him to form Orbis, charges 
flew between the two firms. Siegel 
sued Turner for breach of contract, 
charging that Turner had gone after 
LBS clients. Turner, in a legal brief re- 
sponding to the suit, charged LBS and 
Grey with questionable accounting pro- 
cedures. Siegel then dropped the suit, 
saying that "it wouldn't prove any- 
thing by hurting Bob and John." But 
nobody has forgiven or forgotten. 

Whatever ill feelings still exist, 
Ranck credits Siegel with seeing the 
opportunity in barter syndication. 

Siegel was the one player savvy 
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Syndication's New Sirategies/IN FOCUS 

enough to sell the concept to Grey, 
which then meant easy access to 
packaged -goods heavyweights such as 
Bristol-Myers and Procter & Gamble. 
"Henry has great tunnel vision," says 
Ranck. "When he sniffs something that 
is a good deal, he goes for it better than 
anyone I ever met in the agency busi- 
ness. He's a pit bull. He can get turned 
down by everybody, but in the end he 
will somehow make it happen." 

Siegel's first major coup at LBS 
came in 1977 when he launched the syn- 
dicated series Sha Na Na. Siegel 
claims his daughter sparked the idea 
for the program when he took her to a 
rock-and-roll revival show where Sha 
Na Na was performing and she turned 
to him and said, "Daddy, that's just 
like Happy Days with music." 

Siegel finessed a deal to get Proc- 
ter & Gamble to finance and 
sponsor the program, which be- 

came a syndication hit. But by 1980, 
Procter & Gamble decided it had had 
enough of Sha Na Na the TV show; it 
wanted to sponsor programming with 
an older demographic. 

Siegel gambled that LBS could pro- 
duce and sell the show on its own 
through barter syndication. "Before 
Sha Na Na, it was the advertisers put- 
ting up the money and we were just 
getting a fee for distributing it," recalls 
Siegel. "It was the beginning of our 
risk -taking and also our success. We 
sold the program to all the younger - 
skewing advertisers. In that year alone 
we made more money on Sha Na Na 
than [LBS did] in the program's first 
three years combined." 

For the next several years LBS had 
the golden touch. In a pioneering 1983 
move, the company relaunched Fame 
with MGM, as the first first -run, off - 
network series in syndication. Fame 
was a great draw for other LBS shows. 
"In those days, the big topic of conver- 
sation was how much money Henry 
was making that week," remembers 
George Back. 

In 1985, LBS hit a roadblock. Siegel 
had an audacious plan to launch an ad - 
hoc afternoon fourth network called 
INDAY (Independent Daytime Net- 
work) with Tribune and Columbia Pic- 
tures TV. A group of lightweight after- 
noon talk shows, INDAY failed 
miserably. Siegel recalls it as "the 
most trying time I had. I'm glad we 
were off the air in six months. We were 
promoting the concept to the ad com- 

munity when we should have been pro- 
moting the programming." 

The last couple of years have not 
been bad for LBS; they just haven't 
been the glory days when Siegel's com- 
pany dominated the business. Reve- 
nues are estimated to linger under $100 
million annually, a bit lower than when 
Fame was around. There have been 
successes, such as Return to the Ti- 
tanic ... Live, which was one of the 
highest -rated specials in syndication 
history and a big money-maker. And 
there have also been distribution alli- 
ances forged with syndication comers 
such as Twentieth Century Fox. 

To cope with an increasingly compet- 
itive environment and to prep for his 
separation from Grey, Siegel had made 
some bold moves to grow his company, 
but it has been tough going. The com- 
pany's $20 million syndication gamble 
on the first -run strip Family Feud 
(sold for cash), looks shaky with the 
NBC O&Os in New York, Chicago and 
L.A. starting to drop it, although 
Siegel claims he will make money on it 
this year anyway. Besides, with a weak 
barter environment, he needed a prod- 
uct to get into the cash market. 

By introducing Police Academy -The 
Animated Series this year, LBS is try- 
ing to strengthen its hand in children's 
programming, which for the last sever- 
al years has been a company strength. 
But that market has been flooded with 
shows, and there has been a slump in 
the toy market with no new hit prod- 
ucts to drive ad demand. 

LBS will also try and expand on an- 
other profit center, live special events 
such as Return to the Titanic, but that 
is yet another market in which the com- 
petition has grown fierce. Moreover. 
there is still some ill feeling among in - 
dies who were never given a shot at the 
Titanic special, because in several mar- 
kets LBS pitched it solely to affiliates. 

LBS has made several forays into 
other facets of the entertainment busi- 
ness, but with each the company is in a 
nascent stage. LBS Radio has yet to 
turn a profit. Ventures in home video 
and the international market have yet 
to become substantial revenue 
streams. And two other divisions, Glo- 
bal Telecom Media, a spot -buying arm 
focused on unwired networks, and 

Siegel invented the barter concept and then 
went on to sell time on (top to bottom): 
Fame, Family feud, Return to the Titanic and 

Police Academy-The Animated Series. 
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Montaigne Media Management, a med- 
ia -buying service, are in start-up mode. 

It will take a major effort to get all 
these LBS ventures rolling. But there 
are those who think Warburg Pincus is 
key to whether Siegel can solidify and 
advance his plans for what he terms a 
"multidimensional, diversified media 
company." "LBS is Mr. Siegel, and ob- 
viously Warburg thinks he's a horse to 
bet on," says Dennis McAlpine, v.p. 
and analyst at Oppenheimer. "The 
question is whether Warburg will let 
him gamble $20 million on the next 
Family Feud, although it hasn't held 

riage and two with his wife. On one 
wall there's a caricature of his oldest 
son from his Bar Mitzvah, saying: "I 
think I oughta study law some day and 
then join my Dad's business. The way 
he does things he needs a lawyer he can 
trust." The smattering of books on the 
book shelves are almost all work relat- 
ed. Two standout titles are You Can 
Heal Yourself and Taking Your Com- 
pany Public. Given the state of enter- 
tainment stocks since Black Monday, 
and the current state of the industry, it 
will probably be a while before Siegel 
takes the advice of the latter title. 

r 

SIEGEL'S SHOWTIME 
Programs that LBS distributes and sells national ad time for. 

PROGRAM n OF 
(PRODUCER) TYPE AVAILABILITY TERMS LENGTH TITLES U.S. 

FAMILY FEUD 
(Mark Goodson Prod) 

Game Now for '88 / 89 
'89 / 90 renewals 

1 / 5'A+cash 30 min. strip 39 orig. wks 
13 repeats 

86% 

POLICE ACADEMY 
(Werner Eros.) 

Animation Oct. 2, 1989 + 2 -hr. 
premiere movie 

4th 0: 2/4 
1st -3rd Q: 2./t/ 3'A 

30 min. strip 65 eps. 62% 

REALGHOSTBUSTERS 
(Columbia Pictures TV) 

Animation Nowfor'88/89,'89/90, 
'90 / 91 renewals 

2/4 30 min. strip 65 for '88+34 
for '89 / 90 

93% 

HARDCASTLE III 
(Columbia Pictures TV) 

Off -net Action / 
Adven. 

Now for '88/'89.'89/90 
renewals 

5/7 60 min. weekly 67eps. 75% 

LES SPECIALS PKG. 
(Various) 

Specials First telecast Apr. '89 5 / 8 per hr. One hour, 
two hours 

7 50% 

SPECTRUM II 
(Various) 

Made -for -TV 
Movies 

First telecast Nov.'88 10 / 14'h 2 hours 6 85% 

GIDGET(Columbia Picture. TV) Sitcom Now;'89/90+ 2'h/4; cash 30 min. 80eps. 70% 

LIVE EVENTS III 
(Kushner -Locke) (Ron Lyon) 

Live Specials April19, '89 
June 14,'89 

14/12 2 hrs. 2 

TIMEBANKS IVesina. .a....) Various July'89 for 2'h years 42:30's - - 
CRAZY LIKE A FOX 
(Columbia Pictures TV) 

Off -net Action / 
Adven. 

Mor. 2Z'89 for 74 weeks 5 / 8 60 min. weekly 37 eps. 

MANHUNT (Under Negotiation) Reality Fall '89 6/7 60 min. weekly 40 orig. 

NEW BONANZA 
(Ale. -Courtney Production.) 

Western Fall '89 6 / 7 60 min. weekly 24 orig. 

TEST SERIES '89 
(Dr. Frank Field.) 

Specials First telecast Feb.'89 3 / 31/2 30 min. 5 

MUSSOLINI 
(Columbia P' TV) 

Drama miniseries Nov.20-Dec.17 - - - 
WHAT'S HAPPENING 
(Columbia Pictures 7V) 

Sitcom Now Cash 30 min. 131 eps. 

HEATHCLIFF (DIC) Animation Oct. '89/90 2/4 30 min. strip 86 eps. 

MONKEES (Columbia Pictures Tv) Sitcom 6/29 / 89 for15 weeks 2/4 30 min. strip 58 eps. 

up anybody in the past. Look how long 
it held on to the stake it had in Orion." 

According to some industry observ- 
ers, Siegel's separation from Grey is 
long overdue, because the ad giant 
spent too much time second-guessing 
him. "For the last couple of years, most 
of the time the umbilical cord from 
Grey has been wrapped around Hen- 
ry's neck. Given the market, this is a 
time you need your mobility, and now 
Henry has it," says Dennis Gillespie, 
senior v.p./marketing of Viacom. 

Henry Siegel is in his corner office, re- 
flecting on the evolving character of 
LBS. The office is all wood and deep 
red leather, CEO standard issue, with 
a handful of personal touches. On one 
wall there's a framed Sha Na Na T- 
shirt. Family pictures abound-he has 
two teenage children from a first mar - 

"The debt we've taken on we believe 
is easily manageable within our compa- 
ny," says Siegel. "I'm not concerned 
with being 'in debt.' If it were four or 
five years ago, there would be a great 
deal of trepidation if I was starting all 
over again. But we have evolved over 
the years and less of our business was 
coming from Grey. We anticipated the 
severing of the cord." Siegel says he 
harbors no ill -feeling toward Grey. 
Quite the contrary. After all, it was 
Grey chairman Meyer who agreed to 
back Henry when Siegel departed the 
agency's media -buying department and 
started what was then called Lexing- 
ton Broadcast Services. Grey clients 
were the first to climb aboard, and 
gave legitimacy to the venture. 

But there were only so many 
multimillion -dollar gambits Grey could 
support, especially when the steady 

stream of profit LBS brought into its 
coffers showed signs of slowing down. 
In the last couple of years it became 
clear that parent and child had what 
Siegel calls, "opposite ways of doing 
business." Siegel, a man whose well of 
ambition is bottomless, is a high -stakes 
gambler, distinctly at odds with the 
style at an agency Madison Avenue in- 
siders say is best described by its 
name. Moreover, a desire to move full - 
tilt into the media -buying -services 
business was putting LBS in direct 
conflict with its parent. 

Henry has built up a great com- 
pany," says PaineWebber re- 
search analyst Lee Isgur. "The 

problem is he's had to answer to Grey. 
Now we will see the real Henry." 

The real Henry is pondering the 
state of his industry. He's searching for 
the upside to a down market. "Yes, it's 
true the cash marketplace isn't very 
good and that stations aren't buying. 
Yes, a lot of independents are having 
problems," he allows. "But that's when 
they turn to companies like ourselves 
to deliver barter programming." 

Siegel has a point. But ad revenues 
are soft and that fact, combined with a 
programming glut in barter, does not 
portend well for the immediate future. 
Still, he sees opportunity. 

"We are seeing some softening in the 
barter market. But it's not just our 
market. It's the networks' and spot 
television's, too," says Siegel. "We 
have to be a little more efficient in the 
programming we create. We're a little 
different than the networks; we can in- 
crease or decrease what we do based 
on the nature of the market." 

Siegel sees a further shakeout com- 
ing in the syndication business. The 
next two or three years will be particu- 
larly difficult, but by 1992, an Olympic 
and a presidential -election year, he 
thinks the business will come back 
strong. Traditionally those Olympic/ 
election years have been good to 
Siegel. He formed LBS in 1976, as- 
sumed the risk for Sha Na Na in 1980, 
was on top of the barter -syndication 
world in 1984 and finessed an LBO of 
his company in 1988. 

"If you're a driven individual like I 
am," he concludes, "if you feel you're 
doing things in a proper way and you 
believe in yourself and in your compa- 
ny you developed, then eventually 
things come your way." 

The real Henry Siegel. 
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Joseph D. Zaleski 
President, Domestic Syndication 
Viacom Enterprises 

Using TV Log was a logical decision. 

The premiere of the Cosby Show was 
a special event and we knew TV Log 
would enhance viewer awareness of the 
inaugural episodes. 

And when you're promoting the first off - 
network series to air on a day and date 
basis, you have to do something special. 

Each 3 or 4 line TV Log ad highlighted 
specific program content and attracted 
a loyal audience to their favorite Cosby 
episodes. 

Not only does TV Log work, it's efficient, 
affordable and simple. 

7VL 
A division of 

Tribune Media Services 

The right time 
The right place 
The right audience 
The newspaper "bold face" 
ad network in the top TV markets. 
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Can NATPE really 
Internationalize? 
NATPE is determined to broaden its horizons, but it 
looks like the syndicator will benefit long before the 
station executive. BY KIRSTEN BECK 

n spite of its announced intent 
to become international, the 
NATPE convention is far differ- 
ent in substance and style than 
a truly worldwide program ba- 

zaar. International attendance last 
year amounted to roughly 700 people, 
less than 9 percent of the 7,500 confer- 
ees, half of whom hailed from Canada, 
Central and South America. 

Nonetheless, the NATPE organiza- 
tion is pursuing an aggressive policy of 
internationalizing, adding convention 
services for foreign attendees, inviting 
an international programming execu- 
tive onto the NATPE board, opening 
the convention floor strictly for foreign 
participants during an entire morning 
this year and investigating the presen- 
tation of seminars and services in Eu- 
rope as well as the U.S. 

And NATPE's push has paid off. As 
recently as 1986, the international con- 
feree was a rare animal; fewer than 200 
foreigners attended NATPE. But by 
last year, NATPE's overseas delegates 
had more than tripled, rising from 195 
to 689 conventioneers. Most of this 
growth came-not surprisingly-from 
the Western Hemisphere. 

Still, some in the industry question 
why this quintessentially American 
convention, a unique blend of the carni- 
val, the bazaar and continuing educa- 
tion, should stretch to include interna- 
tional participation, particularly when 
its primary constituency-the station - 
programming executives-appears to be 
singularly uninterested in buying 
foreign material. 

But for NATPE's other constituency 
-the syndicators-overseas outreach 
was all but inevitable. In much the 
same way that the network -production 
community has been forced by the cost 
squeeze to recognize the importance of 
the overseas program market as a 

deficit -reducer, producers of first -run 
syndicated product, too, have been 
turning to foreign lands for growth. 

Reflecting the priorities of their par- 
ticipants, trade shows have adopted 
the same strategy: to internationalize 
along with the rest of the business. 

Even the cable industry's gatherings 
are joining the international bandwagon, 
looking off-shore for new participants 
now that U.S. cable -system owners are 
beginning to invest in international ca- 

NATPE chair 

Weber says 

an international 

market helps 

U.S. sellers. 

ble ventures. And in programming, ca- 
ble is the most voracious U.S. consumer 
of off-shore programs. 

Seen in the context of an economi- 
cally depressed U.S. syndication mar- 
ket, NATPE's decision to become the 
oxymoronic National Association of 
Television Program Executives Inter- 
national comes as no surprise. Al- 
though NATPE chairman and CEO 
Joe Weber (who is also associate direct- 
or of programming at rep firm MMT 
Sales) explains that new international 
members don't add significantly to 
NATPE's bottom line, he notes that in- 
creased international participation 
"provides a real service for our syn- 
dicators: another way of reaching the 
international community." And, he 

adds, "as we get more international 
people attending the convention, buy- 
ing product, we would assume that we 
will have international distributors 
who will want to display on the floor." 

But, for the present, the primary 
beneficiaries of NATPE's internation- 
alization are the distributors. Interna- 
tional buyers at MIP, MIPCOM and 
Monte Carlo prefer network programs 
to first -run syndicated product, which 
consequently is an underrepresented 
category of programming in the exist- 
ing international markets. So additional 
exposure for syndicators' new programs 
can't hurt. But even though internation- 
alization is a boon to NATPE's U.S. 
member -distributors, few international 
sellers find the same. 

Only the Spanish-speaking contin- 
gent finds NATPE a successful sales 
venue. Because the Latin American 
and Spanish-speaking U.S. broadcast- 
ers and distributors have no market of 
their own, NATPE has become their 
market of choice, says Marina Galliez, 
director of sales for the Americas for 
TV Globo, Brazil's major broadcaster 
and producer. NATPE's location in the 
South for four straight years has 
proved favorable for the Latins, be- 
cause traveling is easier and more af- 
fordable. The size of the Spanish- 
speaking contingents at the NATPE 
convention and the American Film 
Market in Los Angeles, Galliez says, 
has enabled her to cut back dramatical- 
ly on other sales trips. 

Canadians, too, are well repre- 
sented at the NATPE conven- 
tion. But for the roughly 350 ex- 

ecutives who hail from beyond the 
Western Hemisphere, the convention's 
main benefit is contact with American 
colleagues. Most of the British who ex- 
hibit say their primary purpose is not 
sales but contacts. Even Granada chief 
executive Vivien Wallace, the NATPE 
board of directors' international mem- 
ber, admits that for Granada, potential 
sales are only one purpose. 

Granada's NATPE experience has 
evolved over the past several years, re- 
calls Wallace. "At first, Granada saw it 
as a public-relations thing to come to 
NATPE. Then, for a number of years, 
there was good business with PBS. 
Last year was the first where people 
came to talk co -productions with us." 

Wallace's view is probably among the 
most optimistic among the non - 
Western distributors. In fact, there is 
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Syndication's New Strategies/IN FOCUS 

considerable British frustration over 
U.S. buyers' resistance to shows from 
the U.K. Don Gale, currently the chief 
program buyer for Britain's independ- 
ent television (ITV) stations and for- 
merly an MCA International sales ex- 
ecutive, cautions that "bearing in mind 
that the ITV companies have taken 
space for years, they hope this year the 
rewards will be better." 

Even experienced international sales 
executives working for American com- 
panies occasionally 
grit their teeth in 
frustration over what 
they see as NATPE's 
seeming inability to 
make simple changes 
that would ease their 
jobs. Those accus- 
tomed to the interna- 
tional markets of 
MIP and MIPCOM 
pine for an advance 
list of foreign buyers 
attending, including 
their hotels (a serv- 
ice always provided 
to sellers six weeks 
before each MIP and 
MIPCOM) to aid 
them in finding their 
customers. 

A number of for- 
eign distributors 
have, nonetheless, 
made NATPE a stra- 
tegic stop in their an- 
nual world sales travels. Some use 
NATPE as the first contact point of the 
year, seeing buyers with whom they 
hope to close sales at the smaller and 
thoroughly international Monte Carlo 
market, following NATPE. 

Others, like Peter Orton, COO of 
London -based Henson International 
Television (HIT) use NATPE to intro- 
duce new product-not in a booth, 
which would be far too expensive, but 
in a suite. Orton also scouts programs 
HIT can acquire to distribute off-shore 
and checks out the new first -run shows. 

Considerable exploration of possible 
co -production and co -financing happens 
at NATPE, too, but for many interna- 
tional delegates, NATPE is simply a 
place to learn more about the U.S. tele- 
vision business and how it works. "It's 
a place where you sense the pulse of 
the industry in the U.S.," says Orton. 

European interest in the U.S. 
marketplace has intensified as Eu- 
rope's TV has become more a business 

£7? 

and less a public service. As increasing 
numbers of commercial broadcasters 
sign on, common ground is emerging. 

But the new-found common ground 
results from continental TV becoming 
more like American TV. So far, it's not 
a two-way street. Most U.S. stations 
are not ready to buy European -made 
television. On the contrary, most local 
station executives still stiffly resist off- 
shore productions. 

But it's an entirely different story in 

the cable industry. Foreign distribu- 
tors have found and developed a 
healthy market for both their pro- 
grams and their 'co -production funds 
among such cable programmers as 
USA Network, The Discovery Chan- 
nel, Arts and Entertainment Network, 
Bravo, HBO, Showtime and The 
Disney Channel. Each of these compa- 
nies has become a regular part of the 
international program community. 

With bustling international activity 
already underway among these compa- 
nies at the MIP, MIPCOM and Monte 
Carlo program markets, it will be hard 
for NATPE, which owes primary alle- 
giance to local station programmers, to 
become a genuinely international con- 
vention on the scale of the others. 

NATPE board member and Petry 
v.p. Jack Fentress underscores this 
point when he speculates that "90 per- 
cent of NATPE's business is domestic 
distribution and domestic television 
sales. And the minute that the mem- 

bership starts to feel that is being di- 
minished in favor of something else 
that they are not a part of, then it will 
be a problem. So the balance is ex- 
tremely critical." 

Peter Clark, joint managing director 
of Telso Communications, which owns 
the MIP and MIPCOM markets, the 
U.S. production company MTM and 
has also been a frequent co -producer 
with HBO, points out that cable pro- 
grammers may eventually want to cre- 

ate their own inter- 
national market in 
the U.S. NATPE, he 
says, will never be a 
genuinely interna- 
tional program mar- 
ket unless the U.S. 
"de-parochializes 
significantly." 

Clark is not the 
only TV executive to 
note the growing in- 

- ternationalization 
and power of the ca- 
ble programmers. 
Frank X. Miller, sen- 
ior v.p. of Itel (repre- 
senting British 
broadcasters Anglia 
and Yorkshire in the 
U.S.) and a 33 -year 
veteran of the inter- 
national business, 
says as cable begins 
to co -produce and 
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commission its own 
programming, it may turn into the tail 
that wags the dog of mainstream TV 
production. If cable doesn't have its 
own international program market by 
then, he thinks, it may have to create 
one. Current cable conventions are 
dominated by the system operators 
and slight programming, he says. 

But United Artists Entertainment's 
Nimrod Kovacs, group head of domes- 
tic and international programming, re- 
sponds that this is changing. Multiple - 
system operators' growing interest in 
and ownership of cable -programming 
services has also increased their sensi- 
tivity to programming. Interest in in- 
ternational participation is now stir- 
ring among cable trade -show managers 
too. It may be only a matter of time be- 
fore the United States, long known as 
one of the most provincial of nations in 
the international television community, 
has its own genuinely international TV 
program market. The question is, who 
will be the sponsor? 
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NATPE '89: Inside 
The Money Pit 
Every year syndicators spend upwards of $500,000 to 
participate in the NATPE market. And those people 
are pinching pennies. BY STEPHEN DAMIANO 

When was the last time you 
spent $27 for some indi- 
vidually packaged con- 
tainers of orange juice? 

How about $50 for a bowl of strawber- 
ries? If you're a syndicator, chances 
are these are just some of the higher - 
than -supermarket prices you pay every 
year to participate in the NATPE Pro- 
gram Conference. 

While some syndicators just shrug 
off these catering and convention - 
center prices as the cost of doing busi- 
ness, others wonder if strawberries are 
really worth $50 when an extra $10 gets 
you a single room at 
a local Houston Hol- 
iday Inn and $4 less 
buys a double at the 
Travelodge. 

And it's not just 
the fruit that wor- 
ries them. Are pro- 
gram directors real- 
ly worth $50 bottles 
of scotch and $34 
cases of soda-not 
to mention what it 
costs to stock Perrier? You have to sell 
an awful lot of programming to cover 
the catering costs alone. 

Then there's the exhibit booth. The 
expense for construction, storage, 
transportation and upkeep is enough to 
make even the most jaded creative - 
services managers cringe. But if booth 
costs can give them a migraine, imag- 
ine the headaches involved in getting 
salespeople, company executives, sup- 
port staff and talent to a city most of 
them would prefer never to set foot in. 

It is, indeed, the creative -services 
people at most syndication companies 
who handle NATPE pre -planning and 
clean-up. Preparations begin almost 
immediately after the previous year's 
event is over. Reserving convention 

The cost of NATPE 
'89 for most syn- 

dicators could easily 
exceed $500,000. The 

big boys will more 
than likely spend over 

$800,000. 

center floor space is usually the top pri- 
ority. While it is NATPE that ultimate- 
ly decides where a company will be lo- 
cated on the show floor, the association 
will accommodate syndicators who re- 
quest specific locations. 

"We put in our reservation for booth 
space the day we left last year," re- 
ports Genevieve Piturro, executive 
promotions director for All American 
Television. Most syndicators do the 
same thing. 

If the convention is held in the same 
city two years running, as is the case 
with Houston, most companies will re- 
serve the following year's hotel rooms 
even before returning home. Or, like 
Elissa LeBeck, vice president of re- 
search and marketing services for 
Viacom, they'll book rooms two years 
in advance. 

Naturally, lodging is one of the una- 
voidable costs of any trade show. Since 
you already know the convention rates 
at the Travelodge and Galleria area 
Holiday Inn (and at those rates you can 
bet they'll fill up fast), here's a look at 
other hotel costs. 

The Intercontinental, which was sold 
out as of mid -November, gets $88 for a 
single and $98 for a double room. At 
the Stouffer Greenway Plaza, the price 

for both room sizes is the same, $95. At 
the Warwick you'll pay $5 less for the 
single and $5 more for the double. A 
suite at the Westin, also sold out in No- 
vember, can run between $225 and 
$880. At the Wyndham the suites are 
only $100. If you want a suite in 
Houston, however, advance booking is 
imperative since they are few and far 
between and most are reserved for vis- 
iting talent, not company executives. 

Few and far between is also an apt 
description for the relationship of ho- 
tels to the George R. Brown Conven- 
tion Center. One of the reasons syn- 
dicators, and programmers, express a 
certain dismay at visiting thé city is be- 
cause there are so few hotels close to 
the convention center. If you miss one 
of the free NATPE buses, be prepared 
for some expensive cab rides. 

Though NATPE-goers are left to hail 
taxis on their own, creative -services 
managers have to coordinate travel ar- 
rangements. Airfare (from New York) 
runs approximately $400 round trip, 
depending on the airline and when res- 
ervations are made. If a syndicator 
brings 40 people to the market (the av- 
erage for most companies), that's 
$16,000 spent on airfare alone. The ho- 
tel cost for those people, if they each 
get a single room at a mid -priced hotel 
such as the Intercontinental, would be 
roughly $25,000. 

Another of the unavoidable costs of 
NATPE participation is the registra- 
tion fee. This year's fee is $325 per per- 
son. So, the 40 people who have run up 
$25,000 in hotel bills (and that's not 
counting incidentals such as meals) and 
$16,000 in airfare will cost their compa- 
ny another $13,000 in registration fees. 

Employees, however, are not respon- 
sible for the really exorbitant costs 
associated with participation in the 
NATPE conference. It is the booth, the 
focal point of the show floor, that repre- 
sents the greatest monetary outlay. 

First the least expensive booth - 
related item: renting floor space. In 
Houston, NATPE charges $6 a square 
foot. Booths range in size from 200 to 
8,800 square feet, with many around 
1,000 square feet. Most syndicators, 
then, spend approximately $6,000 to 
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$10,000 on floor space. Paramount, with 
8,800 sq. ft., spends over $52,000, while 
Dynacom (200 sq. ft.) spends $1,200. 

Next on the list comes the storage 
and transportation of the booth. On av- 
erage, depending on where the conven- 
tion is being held and where the booth 
is stored, companies pay $10,000 to 
$20,000 for these services. 

Considering what it takes to move all 
of that equipment (chairs, walls, car: 
peting, storage containers), that's a 
pretty reasonable price. For instance, 
Jim Moloshok, senior vice president of 
creative services for Lorimar Telepic- 
tures, says it takes four semi's to move 
his company's 7,000 sq. ft. booth. It's a 
feat equal to "bringing Michael 
Jackson on the road," he boasts. 

Once the booth arrives at the conven- 
tion center it must be reconstructed. 
The costs here vary depending on 
whether the site is in a right-to-work 
state (if not, union labor must be util- 
ized) and whether set-up takes place 
during the week or on a weekend 
(when overtime rates apply). One 
creative -services manager, who has 
two shifts working three days to set up 
his booth, conservatively estimates la- 
bor costs at $85,000. 

Most creative -services managers ar- 
rive in the convention town two to 
three days ahead of everyone else to 
supervise booth construction. While it 
is usually union labor handling the ac- 
tual construction, company employees 
must make sure all supplies have ar- 
rived and that the booth turns out the 
way it was envisioned. That's not al- 
ways as easy as it seems. 

In New Orleans, for instance, 
Moloshok had to rearrange the layout 
of his booth when a pillar the floor 
plans said would be hidden actually 
wound up two feet too far inside a 
screening room. 

Another firm, which shall remain 
nameless, found one of its entrance- 
ways behind another booth due to some 

miscalculations in set-up. The structure 
had to be disassembled and reworked 
to fit the floor space. 

LeBeck, who likens the job "to build- 
ing a house every year," reveals that 
booths are usually completed "about 
ten minutes before the floor opens." 

Buying the booth in the first place is 
the most expensive cost in this area. It 
is also one of the most closely guarded 
secrets in the industry. If you've ever 
wondered why programming costs are 
so high, it might be that syndicators 
are merely trying to pay for their 
booths. The more elaborate, space - 
consuming structures run a minimum 
of $500,000 to $800,000. In fact, it is not 
unprecedented for the cost to reach $1 
million. 

With booth costs so high, syndicators 
are loathe to change even the uphol- 
stery on their chairs until the structure 
has earned its keep. Generally the cost 
is spread out over three years (the av- 
erage booth life is five), and you'll see 
few substantial changes during that 
time. There are exceptions, however. 
Disney had to scrap its 55 -foot -tall 
castle when NATPE moved to 
Houston last year because the conven- 
tion center ceilings weren't high 
enough. Company mergers also neces- 
sitate changes, as will future conven- 
tion centers with an overabundance of 
pillars. 

If company executives are notorious- 
ly tight-lipped about revealing the 
costs of their booths, they're even less 
talkative about such extras as dinner 
parties and shindigs at Gilley's. The 
cost of a really big soiree such as King 
World's "Salute to NASA" party last 
year is anybody's guess. One creative - 
services v.p. put the cost of a special 
event at about $100,000, but his compa- 
ny only invited 200 people. 

Aside from the costs, special events 
often prove taxing on the people who 
coordinate them. Viacom's LeBeck re- 
members one party that was some- 
thing less than picture -perfect. 

Two years ago Viacom threw an art 
show/cocktail party with Hirshfeld 
drawings as the center of attention. 
Just prior to the guests' arrival, some 

of the pictures, which had been hung on 
nylon strings, began to fall. "We had to 
put people in a sort of holding pen until 
we could get the prints back up," re- 
calls LeBeck. "Everyone, including 
salespeople and executives, was fran- 
tically trying to hang the prints while 
we had more people lining up to get 
in." When the guests were finally able 
to enter, LeBeck says they didn't even 
notice that pictures were slightly 
askew. Company bigwigs, she says, 
"were just relieved that the prints 
were up." 

Are all of the headaches and the exor- 
bitant prices associated with NATPE 
really worth it? Marvin Grieve, presi- 
dent of syndication company MG/Perin 
and head of the Association of Program 
Distributors, a group that keeps an eye 
on convention pricing, says yes. He 
bases that assertion on the price of a 
bottle of beer. While noting that "the 
costs are enormous," Grieve says that 
if you can get a bottle of beer from the 

catering service for 
$3, the costs are not 
too far out of line. 
NATPE, you'll be re- 
lieved to know, meets 
this criteria. 

So, including a rea- 
sonably priced bottle 
of beer, what will 
NATPE cost syn- 
dicators this year? 
Add all of the above 

figures together-including at least an- 
other $20,000 to cover catering, and 
$100,000 to $200,000 for advertising 
(prior to NATPE and in the dailies at 
the show)-and the total for many syn- 
dicators could easily exceed $500,000. 
You can deduct approximately $160,000 
if the booth is already paid off. The big 
boys-and you know who they are, 
even if they did refuse to be quoted- 
will more than likely spend over 
$800,000. Both figures, we suspect, are 
underestimated. 

Anyone care for a strawberry? 

Stephen Damiano is a New York -based 
free-lance writer. 
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Picking on the 
Little Guys 
The syndication market since 1986 has been a bully, 
particularly to the smallest firms. The survivors have 
learned new strategies. BY ALEX BEN BLOCK 

n the fall of 1986, after six years 
of rapid growth, the television - 
syndication business slammed 
into a brick wall-and it has 
never fully recovered from the 

shock. Smaller syndicators took the 
biggest hits. Some survived; others 
went under. The survivors have 
since cut back on risk, mounting 
fewer productions, devising more 
efficient barter -sales strategies and 
looking for new sources of income. 

The problems erupted when the 
sweetest syndication market ever 
turned mightily sour in the fall of '86. 
Wall Street had been raising the value 
of any company that had a film library, 
but in '86 the Street began to wonder 
whether it was getting its money's 
worth. An early -'80s shortage of 
quality programming had been re- 
placed by a glut of off -network and 
first -run sitcoms. The deregulation - 
fueled licensing of new TV stations, 
which pushed the number of U.S. 
independents from about 100 in 1979 to 
310 in '87, was halting. Even worse, the 
decade -long growth curve of ad 
revenues and price increases leveled 
off. Sales softened into early 1988. 

This succession of shocks left many 
local stations in pain. Competing 
viciously for programming from 1984 
though 1986, they had paid too much 
for programs and acquired more shows 
than they could use, often simply to 
keep them off competitors' airwaves. 
The legacy of this buying spree, 
coupled with greater overhead costs 
from high -interest junk bond issues, 
had cut deeply into funding for new 
programming. Some stations switched 
to less expensive formats such as home 
shopping and left the market for 
syndicated shows; others reached the 
breaking point. The most visible failure 
was Grant Broadcasting, which went 

;Il 

.ze 

Access sold 

1 the kids' show 

Beverly Hills 

Teens, but for 

too few bucks. 

bankrupt in December 1986. 
Prices for most shows, especially 

hours, peaked in mid -1986, then began 
to fall. This forced large syndicators to 
look for new markets, which led them 
into first -run shows. 

The market for children's shows also 
went cold. With toy companies backing 
shows based on products and new 
technology lowering animation costs 
(especially when moved overseas), 
cartoon shows had flooded the market. 
Prices, even for top shows, fell. Those 
that made it often aired in undesirable 
time periods-at 5 A.M., for example. 

The number of companies exhibiting 
shows at the National Association of Tele- 
vision Program Executives (NATPE) 
convention fell from 257 in 1987 to 222 
in '88. Today the leverage held by the 
remaining firms is greater, making it 
tough for small distributors to play. 

"It's very difficult," says Dennis Mil- 
ler, founder of short-lived Access 
Syndication. "I don't think you'll see 
many [small syndicators] in distri- 
bution outside the studios in the future." 

The stock -market crash of October 

1987 compounded the woes of small 
companies. "It became very difficult for 
medium and small companies to raise 
any substantial amount of money in 
the public markets," says invest- 
ment banker Joel Reader, man- 
aging director of Oppenheimer & Co. 
in Los Angeles. In their search for 
funding, syndicators had to turn to 
private investors or the banks, where 
strings were attached. "Wall Street 
said, 'Show us your record and we'll 
raise money,' " says George Back, All 
American Television's president. 
"[Banks] asked what you planned to do 
with the money and placed restrictions 
on how you could use it." 

For the small companies that 
remained, survival was increas- 
ingly a question of how easily 

they could afford to fail. "In the first -run 
arena, if you're not properly capitalized 
or if you don't have the base of a big 
studio or a large [film] library or the 
support of a major station group, you 
just can't survive your failures," says 
Ritch Colbert, 32, who was president of 
Access and is now vice president and 
director of program marketing at 
Television Program Enterprises (TPE). 
"That's a very big problem when the 
odds are stacked against any new 
programming." 

Many small companies that weren't 
driven out were forced to merge with 
competitors. "Those companies able to 
come up with the money for new 
development and acquisition of other 
programming are able to continue," says 
Phil Corvo, executive director of 
NATPE. "They must be able to get into 
something knowing full well it could 
collapse and still have enough 
wherewithal to go to the next project." 

That level of risk is the essential 
dilemma facing syndicators. To offer 
perspective, Channels examined how 
three companies responded to the 
challenge-and why only two are still 
around. 

Access Syndication 
Dennis Miller, only two years out of 
law school, began Access Enter- 
tainment in 1984 with modest ambi- 
tions. He had taken over coproduction 
of a local ABC show in Los Angeles 
called Hollywood Close-up, which he 
believed could be syndicated national- 
ly. But he needed a company to sell it, 
ergo Access. Miller soon added other 
weekly series and a few specials to his 
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inventory, but it soon became obvious 
that the economics weren't in his favor. 
Like major syndicators, he had to 
maintain offices, put salesmen on the 
road and attend trade shows; but his 
revenues were far smaller. Miller's 
choice was to shut down or get a lot 
bigger. In early 1986, he went for it. 

Miller, who is now 31, recruited a 
new group of sales executives at sub- 
stantial salaries. The most important 
were Ritch Colbert, whose father was 
a widely known syndicated -program 
supplier, and Rick Jacobson, who came 
from Orion Television. "We were 
young, but we had a lot of experience," 
says Jacobson, who now works with 
Colbert at TPE. "We were full of piss 
and vinegar to make it work." 

The next problem was finding 
programs that were as high-powered 
as the new sales executives. Hollywood 
Close -Up had lasted only a year. Miller 
searched for joint ventures in which 
Access would act as distributor in 
return for a share of sales revenue. By 
NATPE '87, Access had Beverly Hills 
Teens, an animated show produced by 
DIC Enterprises, and Honeymoon 
Hotel, an ambitious, five -day -a -week, 
first -run sitcom starring Isabel Sanford 
that network affiliates could run during 
prime access. Honeymoon wasn't an 
easy sell, so Access decided to line up a 
group of stations that would run a one - 
week ratings test of the show. Access 
paid around $500,000 to arrange and 
market the test. "The ante to get up to 
bat was just as much as it would have 
cost a Lorimar or King World," says 
Colbert. The show got higher ratings 
than its lead-in, but the audience size 
fell 40 percent from Monday to Friday. 
Furthermore, "the perception of broad- 
casters was that this type of show was 
just too hard to produce five days a 
week," says Jacobson. "They didn't 
believe it could be delivered." 

Meanwhile, Beverly Hills Teens did 
get on the air, but the distribution fee 
Access received barely covered its 
investment. "The problem with joint 
ventures," says Jacobson,"is that you 
have to split up profits." Miller's 
backers weren't willing to pour in 
endless capital, so Access had to find a 
big revenue source fast. As Miller 
searched for new programming, he ran 
into another problem. He says 
producers would negotiate prices for 
their shows that squeezed Access' 
margins "so much that you couldn't 
cover costs unless you came up with a 

home run." 
NATPE 1988 was do or die for 

Access. It had several shows to sell, 
but the principals knew that the "home 
run" had to be Camp Malibu, an 
animated show from DIC Enterprises 
about heroic Kid Cool. During the first 
two months of 1988, Access spent 
around $1 million to market the show in 
every conceivable way. It not only 
needed to get on, but to land certain 
time periods. "We needed 80 percent 
clearance of U.S. TV markets at 4 P.M. 

for it to work," recalls Miller. "As it 
turned out, there was no way. We 
could have gotten 2:30 P.M. or 6 P.M., 
but in those time periods it was im- 
possible to generate enough revenue." 

Shortly after NATPE, the end came. 
DIC pulled the plug on Camp Malibu 
and killed plans for other shows Access 
was to handle. DIC's pullout "was 
financially and spiritually a real hard 
hit," says Colbert. "There didn't seem 
to be anywhere to go from there." 

"I think they were too dependent on 
the DIC relationship," says Andrew 

Former Access 
Syndication president 
Ritch Colbert learned 

that without big- 
time financial backing, 

"you can't survive 
your failures." 

Heyward, president of DIC. "They 
were victims of a competitive market, 
but other companies did get shows on." 
Heyward says Access' youth hastened 
its failure "If you're a station manager 
and you're approached by a young com- 
pany and by a major, all things being 
equal, you go with the company that's 
going to be there year in, year out." 

When it ended, Access had lost 
between $4.5 million and $6 
million, by Miller's estimate. 

Access needed more capital, better 
programs and a tighter rein on 
overhead. Miller now believes Access' 
plan to be only a distributor didn't 
make sense. "Unless you own the 
shows," says Miller, "you just don't 
have adequate profit margins." 

Peregrine Entertainment 
When 62 -year -old Neil Rosenstein 
merged Peregrine Entertainment Ltd. 
with EMI Television in late 1983, he 
envisioned his company playing the 
roles of producer and distributor of net- 
work TV series, specials, TV movies 
and syndicated shows. Five years later, 
Peregrine is out of every business but 
syndication, and Rosenstein is sobered 
by his experience. "The shake -out has 
been very severe," he says softly. "It's 
changed a lot of people's perceptions. I 
think, however, those of us who 
survived came out stronger." 

Along with EMI, .in '83 Peregrine 
acquired an active program -develop- 
ment department-under Roger Gimbel, 
an experienced producer-that primar- 
ily developed movies for TV. Peregrine 
got its first jobs from HBO, and later 
moved into network production. But as 
times got tougher, the economics 
soured. Says Rosenstein: "It turned out 
to be an unprofitable business. We 
couldn't maintain a very expensive de- 
velopment department when, for a two- 
year period, the networks were cutting 
back. It became a cash drain." 

In 1987, Rosenstein fired the entire 
development department (Gimbel is now 
suing Peregrine for breach of contract) 
and announced that in the future all 
development would be done either in 
joint ventures or with outside 
producers. And although he had been 
actively acquiring film libraries- 
including American National Enter- 
prises in 1986-all new acquisitions 
were also put on hold. One reason was 
that he no longer had the luxury of a 
stock selling at a high price -earnings 
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multiple. At the height of Wall Street's 
affair with syndication in mid -1986, 
Peregrine stock had traded as high as 
$32.75 a share. Recently, the price has 
been less than $2 a share. Another 
reason, says Rosenstein, is that he saw 
a need to exploit what the company 
already owned, as part of a new 
emphasis on sales rather than on devel- 
opment. Harold Brown, 59, who is vice 
president of Peregrine and president of 
two key subsidiaries-Peregrine Film 
Distribution and National Peregrine- 
says another important shift was 
placing a greater emphasis on sales to 
the growing foreign market. Overseas 
sales provided 27 percent of revenues 
in 1986 and 38 percent in 1987. Brown 
was expecting a higher percentage for 
1988. 

Another solution was to move into 
first -run, where Peregrine has had 
some luck. The Spectacular World of 
Guinness Records is completing its 
second season and is cleared in about 
75 percent of the U.S., where it airs 
mostly on weekends. It has done 
spectacularly overseas, says Brown, 
noting that the program airs in more 
than 40 countries. "Guinness is an 
unusual show," says Brown, "because 
the record -setting feats have universal 
appeal. It is also a very well known 
name." The other first -run program 
Peregrine got on the air was Improv 
Tonite, a nightly strip featuring stand- 
up comics. It went on last October and 
is now seen in about 70 percent of the 
U.S. Dick Block, a consultant who 
works closely with Peregrine on sales, 
says Improv has done well enough to 
win upgraded time slots in many 
markets. "It's done at a cost where 
everybody can benefit, with what I'd 
call modest ratings," says Block. 

The hardest blow to Pere- 
grine was the fall -off in interest 
in B and C movies, and the 
tendency of stations to demand 
short-term contracts on the 
ones they bought. Briefly, 
there appeared to be enough A 
titles to satisfy stations. Brown 
says stations now realize that a 
mix of titles is desirable. "After 
a guy buys a package of A titles 
and pays big money," says 
Brown, "we're the company 
that can help him average down 
the price." 

To keep Peregrine alive, last 
year Rosenstein converted a $2 
million loan from First Execu- 
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Neil Rosenstein, the head of Peregrine. 

tive Life Insurance into a stock sale 
that represented 20.4 percent of Pere- 
grine's equity. Peregrine will have one 
or two new shows to sell at NATPE 
1989. The most promising, says Block, 
is That's Wild, a nature magazine. "It's 
designed to sell foreign," says Block. 

As he sums up Peregrine's reaction 
to syndication's crash, Rosenstein has 
his assistant bring him a tall glass filled 
with a milky white antacid. "You 
hunker down," he says. "You get 
through and go on to better things." 

Harmony Gold 
Frank Agrama, who speaks fluent 
English, Italian, French and Arabic, 
jokes that he can make deals in four 
and a half languages. What's the half? 
"I also know a bit of Hebrew and a lit- 
tle Spanish," says the 59 -year -old pres- 
ident of syndication company Harmony 
Gold. Agrama's international connec- 
tions are no joke. They kept Harmony 

Gold going as U.S. market conditions 
deteriorated. Overseas markets-joint 
ventures and presales of foreign broad- 
cast rights-are also his primary source 
of capital for new productions. "To find 
partners who will go in very fast, with 
one phone call, doesn't exist," Agrama 
says. "But we have it because of our re- 
lationships of ten years or more." 

Agrama is a native of Egypt, where 
he was a child actor and later became a 
medical doctor. After five years of 
practicing medicine, he went to Los 
Angeles for an advanced degree at 
UCLA. Much to his family's chagrin, 
he studied theater arts instead. He 
began making movies in the Middle 
East when he returned, then moved to 
Rome, and came to the U.S. to sell his 
pictures in 1976. Instead, he ended up 
being one of the first to recognize the 
potential of licensing long -form U.S. 
TV shows overseas as theatrical films. 

As TV. stations proliferated in Eu- 
rope, Agrama became the U.S. buyer 
of shows for Italian TV. In this venture 
he worked with Silvio Berlusconi, now 
chairman of Fininvest, which runs 
three station groups in Italy and one in 
France, and holds cable interests in 
Germany. The relationship ended in 
1983 when Berlusconi, after acquiring 
several competitors, balked at paying 
for American shows. That's when 
Agrama decided to start his own com- 
pany. Harmony Gold's first show was 
Robotech, a Japanese cartoon serial 
dubbed into English. It had a brief pe- 
riod of success before it was swamped 
by imitators. By then Harmony Gold 
had its first major production ready-a 
ten-hour, $20 million miniseries about 
southern Africa during the 19th centu- 
ry, Shaka Zulu. The show was 
coproduced with state broadcaster 

Peregrine's The Spectacular World of Guinness Records, 

left, is performing quite well, and Improv Tonite has been 

put in upgraded time periods in certain markets. 
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RAI, Berlusconi's remaining competitor 
in Italy, and Telemunchen of West 
Germany. "I realize now that it was too 
expensive, too ambitious," says 
Agrama, "but then I didn't know. I just 
did it." Amid charges that it glorified 
and rationalized racism, Shaka Zulu 
became extremely controversial. Paul 
Wischmeyer, Harmony Gold vice presi- 
dent and director of domestic syndica- 
tion sales, says the controversy helped 
Shaka become one of the top miniseries 
in the history of syndication. 

t also set the course that was to 
become Harmony Gold's future. 
After Shaka, Agrama realized that 

ten hours were too much for independent 
stations to show, yet a single two-hour 
movie was too brief to 'bother with. He 
decided that four-hour movies, shown 
in two parts, would be perfect. When 
Harmony Gold set up Harmony 
Premiere Network (an ad hoc station 
group that agreed to take selected 
shows), Agrama decided to do only two 
four-hour shows a year so that each 
would be perceived as an event. The 
stations bought two runs in the same 
month, so a single wave of publicity 
boosted both. "It also eliminated 
amortization problems," says Wisch- 
meyer. "The whole thing is written off 
in one month." The cost of the shows is 
divided between Berlusconi's company 
and SFP, a French producer. The 
shows were sold for cash plus barter- 
with one minute per hour held by 
Harmony Gold. The first four-hour 
miniseries, King of the Olympics, 
performed poorly early last year. 
Agrama blames a lack of interest in the 
Olympics. The second was The Man 
Who Lived at the Ritz, which also per- 
formed at levels lower than were 
expected. 

Despite its best efforts in late 1987, 
Harmony Gold ran into problems clear- 
ing the Premiere Network as widely as 
it had hoped. Agrama says he kept 
hearing that stations had no money, in 
part because the ad market had been 
soft. "The salesmen said, 'What can 
you do? People don't want to pay cash,' " 
says Agrama. "So I said, 'Give them 
the shows for free.' " Free? Not quite. 
But Harmony Gold did come up with a 
way to avoid up -front payments. The 
Revenue Sharing Alliance (RSA), 
introduced at INTV in January '88, 
enabled stations to get shows in return 
for paying Harmony Gold 35 percent of 
the ad revenues. In practice, says 

Agrama, Harmony Gold has often 
made more money than expected. 

"I hate revenue -sharing," says the 
sales rep for a large station group. "I'm 
not going to share my revenue. I'd 
rather pay cash." That's all right with 
Harmony Gold, which Agrama says 
merely wanted to offer options. He 
says some large -market stations have 
balked, but many smaller stations have 
jumped at the chance. 

RSA may also be an option on two 
syndicated shows Harmony Gold will 
sell for the first time this month at 
NATPE-All in a Day's Work, a game 
show with former football star Dan 
Pastorini as host, and Now You See It, 
a high-tech game show aimed at teens. 

During the first half of 1988, Harmony 
Gold was squeezed by the marketplace 
and the writers' strike. Prudential 
Bache was hired to find new financing 
options, spawning rumors that the 
company might be for sale. Those 
rumors arose again in mid -1988, when 
nine employees were let go. Gigi 
Agrama, Frank's daughter and exec- 
utive vice president and chief operating 
officer of Harmony Gold, says the 
company is not for sale. "The layoffs 

Harmony Gold president Frank Agrama. 

Shaka Zulu, left, drew great 

numbers for Harmony Gold, but 

The Man Who Lived at the Ritz 

miniseries performed a bit below 

the company's expectations. 

were really a restructuring because we 
had grown too fast and had too many 
people in certain areas," she says. 

This spring, Harmony Gold will move 
into the former Preview House, a three- 
story, 30,000 -square -foot building Ag- 
rama purchased on Sunset Boulevard 
in Los Angeles. The interior theater 
has been replaced with a post -produc- 
tion videotape facility. 

Agrama has also been busy making 
deals for other products. A joint venture 
called "America 5" has been set up with 
Berlusconi to produce other long -form 
programming. There is also a deal with 
a new Soviet production entity. In 
addition, Harmony Gold has begun to do 
business with the U.S. networks. Down 
Under is in the earliest stages of 
development as a two-hour movie for 
CBS. Around the World in 80 Days, a 
joint venture with Berlusconi, has 
finished production for NBC. 

Harmony Gold remains a fringe 
player in the markets it serves, but Ag- 
rama is using his access to foreign 
production money to secure a niche as 
others pull back. "Everybody's afraid 
and wants to cover his backside," 
gripes Agrama. "In this world I've 
learned you can't be afraid. Ninety 
percent of the time it will work. They 
think we're crazy. But this is what 
being an entrepreneur is all about. You 
must take risks." 

Contributing editor Alex Ben Block 
last wrote about Republic Pictures. 
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After the 
Publicly traded syndication stocks -once 
Channels' month -by -month charting 

Crash: 
a superheated commodity 

of stock values since then 

A 
on the 

reveals an 

New 
market 
industry 

Set of Values? 
-fell, along with he rest of the market, 
that for the most part still has not 

in the October'87 crash. 
recovered its former appeal. 

COMPANY 
NAME 

END OF MONTH 

9/87a 10/87b 11/87 12/87 1/88 2/88 3/88 4/88 5/88 6/88 

%CHANGE 
SINCE 
9/87 

END OF MONTH 

7/88 8/88 9/88 10/88 11 /88 

% CHANGEE 
SINCE 
9/87 

All American TV 2.63 1.25 1.25 1.38 2.00 1.88 188 1.75 1.75 2.00 -24% 2.00 2.88 3.00 3.00 2.88 +10% 

Barris 12.50 5.13 6.88 6.88 8.88 9.63 10.13 10.63 9.63 9.75 -22% 8.75 7.38 7.00 6.88 6.38 -49% 

Columbia Pics. 48.75c 37.50 37.00 8.13 7.63 7.13 7.75 8.50 8.38 9.25 NA 10.25 9.75 11.75 11.25 11.25 NA 

Tri-Star 15.63 8.88 10.13c - - - - - - - NA - - - - - NA 

Dick Clark Prods. 3.75 5.00 4.50 6.00 5.25 5.13 5.25 4.88 4.63 4.50 +20 % 4.00 4.38 4.25 4.50 3.88 +3 % 

Disney, Walt 79.75 48.00. 52.38 59.25 58.13 61.38 59.13 57.50 58.00 63.00 -21% 63.13 62.63 64.88 66.25 63.00 -21% 

Fries Ent. 3.38 2.38 2.63 2.38 2.38 2.13 2.38 2.00 1.88 1.75 - 48% 1.63 2.00 1.50 1.75 2.50 - 26% 

Gannett 52.25 34.75 34.00 39.13 37.00 37.00 35.50 31.75 32.38 32.13 -39% 32.25 31.25 32.75 34.50 33.38 -36% 

Great American - d 9.13 9.50 12.75 11.75 10.75 11.50 11.50 11.25 11.25 NA 10.75 9.38 9.63 9.38 9.25 NA 

Gulf+Western 89.75 62.50 67.38 71.13 71.50 77.13 78.25 75.50 42.00e 44.75 - 50% 43.88 40.75 39.50 41.50 39.25 -13% 

Hal Roach 8.00 4.00 5.00 4.38 5.13 4.38 5.25f - - - NA - - - - - NA 

Halmi, Robert 3.38 1.75 1.50 1.50 1.50 1.75 2.00f - - - NA - - - - - NA 

HRI Group - - - - - - - 4.25f 4.00 3.88 NA 3.50 3.75 3.38 3.63 3.50 NA 

Heritage Ent. 6.00 3.50 3.38 3.13 2.50 3.00 2.63 2.38 2.50 2.63 - 56% 3.13 2.50 2.50 2.00 1.75 -71% 

King World Prods. 28.50 15.00 15.50 17.75 18.38 20.88 19.13 19.25 16.88 19.75 -31% 20.63 21.50 23.50 26.00 23.50 -18 % 

Laurel Ent. 3.00 1.38 1.25 1.38 2.00 1.50 1.88 1.75 1.75 2.632 -12% 2.25 2.25 2.50 2.63 2.63 -12% 

LorimarTelepics. 16.38 7.13 8.63 10.25 10.00 10.63 14.50h 12.50 13.13 13.88 -15% 13.50 13.13 12.63 11.00 11.88 -27% 

MCA 59.13 35.25 32.25 34.50 38.63 46.75 43.75 44.38 40.50 42.25 -29% 41.63 41.63 44.00 49.50 44.63 -25% - 

MGM / UA 11.13 7.25 5.75 6.25 7.88 8.88 9.00 18.381 16.50 14.88 + 34 % 11.75 13.13 11.75 11.00 13.88 + 25% 

Multimedia 70.50 43.25 43.00 53.50 54.00 58.50 63.50 68.50 65.50 70.25 0 73.00 70.00 75.00 71.00 70.00 -1% 

New Line Cinema 8.13 4.88 3.88 3.88 5.13 7.50j 7.25 7.25 6.13 6.88 -15 % 7.50 6.75 6.13 6.88 5.63 -31% 

New World Ent. 7.63 3.75 3.13 3.13 3.13 2.50 2.75 2.25 2.00 2.25 -71 % 2.88 2.75 3.25 2.75 2.88 -62% 

News Corp 34.13 15.25 14.00 16.88 16.63 16.75 20.50 21.63 18.38 18.13 - 47% 17.38 16.38 15.88 17.88 16.75 -51 % 

Orion Pics. 13.88 8.00 8.88 10.75 14.63 19.38k 15.63 15.75 13.50 15.38 +11% 14.88 14.75 15.00 14.63 13.88 0 

Peregrine Ent. 6.75 2.00 1.75 1.75 3.25 2.75 2.63 1.75 1.63 1.50 - 78% 1.75 1.38 1.88 1.75 1.25 -81% 

Prism Ent. 5.63 3.50 3.25 2.88 2.88 2.63 2.88 3.50 3.88 3.50 -38% 2.88 2.63 3.38 3.38 2.88 -49% 

Reeves 12.63 4.63 5.38 6.38 6.50 6.25 5.50 5.75 6.00 5.63 -55% 5.75 6.50 5.75 5.75 5.88 -53% 

Republic Pics. 7.88 4.75 4.88 4.25 5.63 5.38 6.38 5.88 6.13 7.25 -8% 7.75 7.25 8.25 8.25 7.50 -5% 

Spelling, Aaron 9.38 5.25 4.50 4.63 4.50 5.25 5.75 5.88 5.63 5.75 -39 % 7.881 6.38 6.75 6.50 6.25 -33 % 

Tribune 47.75 32.25 36.25 41.00 36.63 40.88 37.00 38.38 37.50 37.25 -22% 37.63 35.50 38.50 39.50 39.00 -18% 

Turner Bdct. A 12.25 11.63 10.63 10.88 11.75 11.13 15.25m 15.63 14.38 14.00 + 14 % 16.00 14.88 14.38 14.38 15.00 +22 % 

Vestron 6.00 3.88 3.88 3.75 4.38 4.50 5.88 6.13 5.38 5.38 -10% 4.88 4.75 4.00 4.13 3.88 -35% 

Viacom 28.50 12.00 14.00 18.13 20.25 23.63 22.75 24.00 22.00 24.63 -14 % 28.38 27.25 30.00 27.88 27.88 - 2% 

Warner 38.00 22.63 24.50 27.63 28.88 33.25 30.50 33.00 34.00 36.38 -4% 35.50 33.50 36.13 35.75 34.88 -8% 

Western World TV 1.19 0.44 0.31 0.38 0.19 0.31 0.13 0.13 0.13n - - 89% - - - - - NA 

Westinghouse 74.75 42.75 43.38 49.75 50.25 53.25 51.75 52.13 53.25 56.25 - 25% 54.38 50.13 52.75 52.38 51.13 - 32% 

Compiled by Channels. Research: James Bamford. al October 2, 1987 b) October 27, 1987 c) For Sept, Oct, and Nov, 198Z Columbia Pictures stock listing represents the price of its then parent company, Coca Colo. On December 17 1967, 
Columbia was spun off by Coke and merged with Tri-Star Pictures. d) On October 6,1987 FMI Financial merged with Taft Broadcasting and became Great American Communications e) 2 -for -1 stock split (May 6,1988 . f) On Apiril 11, 19851 
Robert Holmi merged with Hal Roach Studios and became HRI Group. g) The 50 percent increase in Laurel's stock pice during June can be attributed to the company's June 15 announcement of an agreement to merge with Aaron Spelling. 
h) Lorimar's 36 percent rise during March was the result of onagreement to merge with Warner Communications. r)MGM/UA's 104 percent jump during April was due to speculation cove' a takeover by several groups of investors, including Burt 
Sugarman and Kirk Kerkorian. J) In anticipation of the theatrical release of Nightmare on Elm Street lV, New Line Cinemas stock price rose 93 percent during the first two months of 1988. ki The Orion stock -price increase of 80 percent during tee 
first two months of 1988 was the result of (mmakeover battle between Viacom's Sumner Redstone and the eventual winner, John Kluge. I) The 37 percent increase in Aaron Spelling's stock price during June was due to the announcement of it's piare 
to merge with Worldvision Enterprises. Great American Communications, the parent company of Worldvision, will own 50 percent and Aaron Spelling himself will own 30 percent of the newly formed company, Spelling Inc. m) The primary cause 
of Turner Broadcasting's 37 percent stock price Increase during March was the buy recommendation made by Donaldson, Lufkin d Jenrette. n) On May 13,1988, Western World N stock stopped trading on NASDAQ due to the company's failure 
to meet the exchange's minimum capital requirements. 
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Deal -makers Pull 
The Purse Strings 
After some disheartening performances in the ratings 
by last year's mega -deal shows, guess who's back in 
the deal -making driver's seat? BY CAROL HALL 

n a market where television ex- 
ecutives on both sides of the ne- 
gotiating table appear increas- 
ingly cautious, broadcasters 
continue to hold a small edge 

over syndicators, and the gap between 
mega -show deals and the remainder 
grows. For starters, there are more 
new shows for sale than there are time 
slots available. In addition, stations 
are carefully weighing the effects of 
Cosby's cost and its ratings. And they 
are demanding syndicated exclusivity 
in contracts, which adds a new twist to 
the deal -making process. 

But the momentum is not all in the 
stations' direction. Broadcasters are 
watching warily as cable competes for 
product, and on the few mega -shows 
that remain it's still a sellers' market. 

Nonetheless, syndicators admit they 
are smarting. "It's been a tough year," 
says Lucie Salhany, president of do- 
mestic television at Paramount. "Last 
year was tough, but people had opti- 
mism for this year. It didn't turn out to 
be as strong as they thought," she 
sighs, "so they are far more careful 
than they have ever been." 

While the handful of hit shows can 
command prices that, as one rep says, 
"push the envelope" in terms of in- 
creases, prices of non -hit shows are 
dropping. Distributors need that 70 
percent clearance level-the magic 
number that grabs advertisers' 
attention-and are willing to shake 
hands for less money in order to get it. 

Yet even though station money is 
tight in general, and fourth quarter 
revenues were lower than expected, it 
is perhaps Cosby more than anything 
that has station executives pulling 
their purse strings tighter. The initial 
returns on Cosby have left some sta- 
tions feeling slightly burned. Though 
the initial ratings weren't bad, most 

agree that they just weren't good 
enough to justify what stations paid. 
Says Larry Cazavan, program director 
at Great American's ABC -affiliated 
WTSP in Tampa/St. Petersburg, a non - 
Cosby station in a rare non -Cosby mar- 
ket, "You can call the Cosby perform- 
ance good, but at the prices paid, it has 
to be great." 

The staggering prices paid for Cosby, 
in addition to those paid for Wheel of 
Fortune, The Oprah Winfrey Show and 
Who's the Boss?, among others, have 
put many stations in an ironic position 
of strength through resolution. "Peo- 
ple aren't going to be paying that kind 
of money again as long as their memo- 
ries are working," states Jack Fen- 
tress, v.p. and program director at 
Petry National Television. 

Not only has the Cosby comet failed 
to ignite but there have been no huge 
successes among the fall premieres, 
and that has made stations leery of 
rushing into new purchases. Instead of 
looking for new product, many stations 

Janeen Bjork: Syndex will polarize industry. 

are shifting around shows they already 
have, making the early fringe and ac- 
cess blocks particularly hard for new 
shows to penetrate. Stations are more 
likely to upgrade shows already suc- 
cessful in one time period, taking a 
morning show like Donahue, for in- 
stance, that's performing well and 
moving it to a more valuable afternoon 
spot. This is nothing new, but accord- 
ing to Mitchell Prayer, v.p. and direct- 
or of programming at Katz Continental 
Television, "stations are now doing it 
more as budgets tighten." 

Stations that have an established hit 
are also taking pains to retain it. A five- 
year deal for The Oprah Winfrey Show 
signed with seven ABC O&O stations 
topped last year's record -breaking con- 
tract lengths for Wheel and Jeopardy. 
But that's life in the realm of the mega - 
shows and not the start of a trend. Sta- 
tion managers say, in general, they are 
pushing for one of two contract 
lengths. For a show that's performing 
well or a new show they think has 
promise, they go for at least two years 
to lock in prices. With most first -run 
shows, however, they want one-year 
contracts with renewal options. 

The latter move is largely a re - 
sponse to the dismal perform- 
ance of GTG's USA Today. The 

show came with no pilot, a high price 
tag and, in most cases, a mandatory 
two-year contract. 

The performance of USA Today has, 
as Cazavan says, "put the fear of God 
into people" when it comes to pilotless 
shows. But apparently not everyone is 
afraid; witness the impressive clear- 
ances for King World's Inside Edition, 
sold on concept alone. "It puzzles me 
that some of the same stations that 
cleared USA Today without a pilot 
have done it again," muses Prayer, 
"unless it's from sheer desperation" 
for a replacement. 

A number of industry sources say 
King World was so anxious to get the 
show cleared that it virtually gave it 
away in some cases. "They told me 
`dollars are not the important thing,' " 
says one program director. "But that's 
smart on their part. Give it to the sta- 
tion, get it established, and then come 
back in September and nail them be- 
tween the eyes with an astronomical li- 
cense fee." 

Roger King, King World chairman, 
says he understands the difficulties, es- 
pecially for USA Today stations, of 
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coming up with the cash for a January 
show. But, he adds, "Trust me, we are 
not lowering our license fees." 

Inside Edition's early sales also 
spawned accusations that the company 
is block -booking the show, using one or 
more of its hit shows as leverage to 
force the new show onto program 
schedules. "Who's saying that?" de- 
mands King. "The answer is no. I 
didn't make them buy another show." 

Most in the industry say block - 
booking is a fact of life, but most syn- 
dicators don't have the leveraging pow- 
er to get away with it. Every season, 
though, there are at least a couple who 
are accused. This year, Paramount also 
comes under fire from some stations, 
sales reps and other syndicators for us- 
ing Geraldo to get its new 
Tabloid placed, along 
with Joan Rivers' new 
show. "It's not true," says Para - 
mount's Salhany. 

While stations have some ap- 
prehension over block -booking, 
a larger concern is the confusion 
over the syndicated -exclusivity rules 
(syndex). Syndicated exclusivity is "a 
huge issue that will polarize our indus- 
try more than anything else in recent 
memory," declares Janeen Bjork, v.p. 
and director of programming at Seltel. 
As Randy Smith, v.p. and general man- 
ager of WPHL in Philadelphia, puts it, 
"Along came the FCC saying syndex 
[to be guaranteed] has to be written in- 
to the contract and suddenly it's be- 
come the big issue of negotiations." 

But since the FCC ruling last May 
brought back exclusivity, syndex is 
something of a grey area in most con- 
tract negotiations. Many stations say 
they now insist on it with every deal. 
Others say they pick and choose which 
shows they ask for exclusivity on be- 
cause syndex comes at a price. The 
pitch Paul Prange, program manager 
at Cox -owned indie WKBD in Detroit, 
is hearing more often is "should you 
want exclusivity and want to make 
your offer commensurate with that, 
we'll take that into consideration." 

But money isn't the only bargaining 
chip that may be used in a syndex nego- 
tiation, says Katz's Prayer. It could 
also be the number of runs for a show 
or the number of years a station will 
have access to it. 

Most station people say syndicators 
are infuriatingly vague on the subject. 
"They come in and tell you, `we're go- 
ing to do what's right,' " huffs Smith. 

Crockett and Tubbs find afterlife on USA and 

shake up broadcasters with new order. 

"They say, `we're just going to wait un- 
til it gets through the courts.' " But he 
thinks what they mean is "we want you 
to buy this show and later we'll tell you 
whether you get exclusivity, and if you 
don't, it's tough shit." 

Prayer thinks that chances are, if a 
show has been bought by a super - 
station, the syndicator won't want to 
risk that lucrative relationship, and 
other buyers will have to settle for 
nonexclusive status. 

Paramount is one of the few distribu- 
tors firmly in favor of exclusivity in the 
debate. "We believe in syndex and we 
lobbied for it," says Salhany. 

Program buyers also suffer a number 
of cable -related concerns in 1989. The 
notion that a syndicator, unable to sell 
a show to broadcasters at the right 
price, can shop it around to cable pro- 
grammers was proved again last year 
by MCA TV selling Miami Vice and 
Murder, She Wrote to USA Network. 

Station people worry that this her- 
alds a trend. The progression of win- 
dows used to be standard, but now it's 
not, points out WPHL's Smith. "We 
want a specific definition of what the 
prior exposure of the product will be. 
I'm not trying to dictate it," he says, 

"but I want to know what it is so I can 
gauge the show's value." Others, how- 
ever, don't see this as much of an issue 
at present. They contend that the 
shows likely to slip through the cable 
window are ones that stations would 
have a hard time making work in avail- 
able time slots anyway. 

Barter time, on the other hand, is 
still something of a sore point with sta- 
tion executives. The unusual barter 
minute in the Cosby contract, which 
made them initially wary, so far has 
failed to become the norm for other 
half-hour off -net product. And the good 
news for stations is that syndicators 
aren't demanding increases in barter 
time this year, even though an eventu- 
al rise in barter demands is expected 
by many. Only the soft national 
marketplace is holding back the trend. 

Though Seltel's Bjork agrees that 
most syndicators won't ask for 
more than the nearly standard 

one -minute -per -half-hour barter time, 
they may in the future. Syndicators 
make more on the barter than on the li- 
cense fees and stations can't afford to 
pay higher license fees. 

One interesting new barter deal, 
however, concerns off -net hours, usual- 
ly a cash -only property. LBS Commu- 
nications has offered two off -net 
hours-Hardcastle & McCormick and 
Crazy Like a Fox-as either strips or 
weekly series. Each show contains a 
barter split of five minutes for LBS, 
seven for the station. This could be- 
come common for hard -to -market hour 
shows. 

In any negotiation today-whether it 
involves barter, straight cash or some 
combination-the balance of power 
may have swung to the station side. 
But many station people agree that a 
sharper, more professional approach to 
negotiations by station executives is 
not materializing fast enough. Many 
charge that stations don't prepare 
carefully enough in advance and then 
compound the problem by only skim- 
ming a contract's fine print. 

"The days of friendly [program] ac- 
quisitions are over," declares Karen 
Miller, director of broadcasting at 
WBBM in Chicago. "We're competing 
for market share in the same way our 
sales department is. You negotiate 
with whatever you've got. They will." 

Carol Hall is a New York -based writer 
specializing in communications. 
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MARKET EYE 

Boston Faces Reality by Kathy Haley 

Call it infotainment, call it tabloid, call it news. It's crowding Boston's access. 

Terry Ann Knopf, TV editor 
for Boston's Patriot Ledger, 
thought she'd tune in Chronicle 

the night after November's national 
election to see how WCVB's award - 
winning, locally produced news maga- 
zine handled Massachusetts Governor 
Mike Dukakis' defeat. Flipping through 
the channels, she encountered a profile 
of Barbara Bush and stopped. "It was 
just like something Chronicle would 
do, thoughtful, incisive," she recalls, 
"only it wasn't Chronicle. It was a seg- 
ment of Evening Magazine," on Group 
W's NBC affiliate, WBZ. 

Chronicle did air what Knopf calls a 
"great" look at the future of Dukakis 
and the governorship of Massachusetts 
that night, but, intrigued by the appar- 
ent change in Evening, Knopf tuned in 
again the next couple of nights. "I was 
shocked," she says. "There was a long, 
drawn out story about Jack the Ripper, 
complete with eerie music and scream- 
ing, tabloid headlines. The next night, 
there was a story about a mysterious 
murder, retold with dramatizations 
and more screaming headlines. It was 
right out of A Current Affair." 

Equally surprising was Chronicle's 
choice of stories those nights. "First 
there was an interview with Suzanne 
Somers, then a valentine-not a retro- 
spective but a syrupy `valentine'-to 
Senator Ted Kennedy," Knopf says. 
"Both stories were trademark Evening 
Magazine pieces." 

It had been some time since Knopf 
had tuned in to either show, but even 
so, the changes were drastic. Why was 
Evening, which for ten years had been 
Boston's number one 7:30 program, im- 
itating A Current Affair with some of 
its stories and Chronicle with others? 
And why had Chronicle, known for its 
serious coverage of New England is- 
sues, softened up so much on some, if 
not all, of its stories? 

WCVB, a Hearst -owned ABC affili- 
ate, had recently sold a package of 
reworked Chronicle episodes to Arts & 
Entertainment Network, also owned in 
part by Hearst Corp., but that sale 
shouldn't have caused the show to soften 

its focus so noticeably. 
And a new national version of Even- 

ing was in development at Group W 
Productions in Los Angeles. Were the 
radical changes underway in Boston a 
sneak preview? In part. 

But there's more to the story than 
that. It began in September 1987, when 
Jeopardy replaced Entertainment To- 
night on CBS -affiliate WNEV and 
promptly catapulted the locally owned 
station out of third place, where it had 
languished for years, and into the top 
spot. Longtime front-runner Evening, 
now on WBZ, fell to second place in 
Nielsen, third in Arbitron, while 
Chronicle, which had surpassed ET in 
1986 and begun to challenge Evening's 
leadership, found itself in second place 
in Arbitron, third in Nielsen. 

And that was just the beginning. In 
1988, three of Boston's four independ- 
ent stations began airing reality shows 
in access. That meant five of the city's 
seven over -the -air stations launched 
their fall 1988 seasons with information 
at 7:30. 

"Only in Boston would you have five 
stations airing information at the same 
time," says John von Soosten, pro- 
gramming vice president at Katz Com- 
munications, which represents WCVB 
to national advertisers. "The audience 
is upscale, well-educated and has come 
to expect this type of programming." 

But five stations deep? And on UHF 
indies competing with established 
shows on strong, VHF affiliates? Here 
again, several answers. All three indies 
are owned by corporate parents with 

interests in national program distribu- 
tion. Twentieth Century Fox owns 
WFXT and A Current Affair, the syn- 
dicated tabloid whose surprising suc- 
cess has spawned a host of imitators 
this year. Gannett Co. owns WLVI and 
USA Today, the big -budget strip cre- 
ated to promote the newspaper of the 
same name. The Christian Science 
Monitor owns WQTV and World Mon- 
itor, the TV version of its newspaper. 

ACurrent Affair had already 
proven itself a ratings -getter 
on Fox's WNYW in New York, 

so WFXT, ranked sixth in the time pe- 
riod anyway, had reason to get out of 
the sitcom business in favor of reality. 
Fifth -ranked WLVI had more to lose, 
considering its higher ratings (see 
chart), but potentially more to gain if 
USA Today, the most expensive and 
highly promoted first -run reality show 
ever produced, hit it big. "We made it 
clear to Gannett that we wanted USA 
Today," explains WLVI general mana- 
ger Gerry Walsh. "First -run is the fu- 
ture for independent stations and what 
better vehicle than one backed by Gan- 
nett and Grant Tinker?" 

At WQTV, where a movie kept the 
station at the bottom of the ratings 
heap at 7:30, management also had lit- 
tle to lose in switching to reality. Ac- 
cording to general manager David 
Morse, there was also upside potential 
even if overall ratings didn't rise. Since 
1986, when The Christian Science 
Monitor bought the struggling inde- 
pendent, it had tried to emphasize pro- 
gramming that would give the station a 
high -brow image, acquiring Jacques 
Cousteau specials, the off-Showtime 
Facie Tale Theatre anthology and 
miniseries such as Anna Karenina and 
Against the Wind. World Monitor, 
with its serious, eloquently written ap- 
proach to international news, would be 
"the crown jewel" at WQTV, says 
Morse. "It would reach out and demon- 
strate to Boston that The Christian 
Science Monitor, a member of the com- 
munity for 80 years, had reached out 
and produced a global show." It would 
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also, Morse says, "illustrate that 
WQTV has a new agenda and position 
us as a competitor." 

As it turned out, A Current Affair 
improved its time period and ranks 
among WFXT's highest rated shows 
all day. Its 4 rating did little, however, 
to affect the balance of power in Boston 
at 7:30. Nor did World Monitor, which 
maintained the 1 rating the station had 
been earning in the time period. On 
WLVI, USA Today diminished further 
a ratings average already lowered 2 
Nielsen points when Jeopardy came in- 
to the market. From October 1987 to 
October 1988, when USA Today pre- 
miered, WLVI fell from a 3 rating/6 
share in Nielsen to a 2/3, and from a 3/4 
in Arbitron to a 1/2. 

"All USA has done is make Newhart, 
which hasn't done that well elsewhere 
in the country, a hit in Boston," says 
one longtime observer. It has also 
made Gillett -owned WSBK, which runs 
Newhart, Boston's highest rated indie 
at 7:30. 

Because the indies' move to reality 
had little impact, much of the battle for 
7:30's reality audience remains a duel 
between 13 -year -old Evening and six - 
year -old Chronicle. Nancy Alspaugh, 
executive producer of Evening in Bos- 
ton and a member of the team develop- 
ing the new national show (tentatively 
titled This Evening), admits Jeopardy 
took a lot of wind out of her program's 
sails. "Our demographics are so similar 
to Jeopardy's," she laments. "Many of 
our viewers just switched." 

Evening lost three share points al- 
most as soon as the game show began, 
and by May had dropped another four. 

In response, Evening staffers spent "a 
year working on a new show," Alspaugh 
says. And Boston wasn't the only mar- 
ket in which Evening's ratings had de- 
clined. Producers at Group W's other 
stations and the show's national head- 
quarters in Los Angeles also spent late 
1987 and much of 1988 working on a 
complete overhaul for the coopera- 
tively produced program. 

Alspaugh calls the new Evening, 
which premiered in September, more 
topical and reactive. "We're trying to 
do stories that grab people and evoke 
an emotional response," she says. 
"People are tired of balloon races." 

Alspaugh admits there's "some sen- 
sationalism" in the new Evening, but 
stops short of calling it a tabloid. 
"We're responding to what the market 
wants," she says, by covering the "best 
of the kinds of stories Oprah, Donahue 
and Geraldo cover." 

At the same time, there are more se- 
rious stories. "Our lead time on story 
selection has dropped from two weeks 
to the day before air," Alspaugh ex- 
plains. "We can now react to breaking 
news." 

Alspaugh warns the new Evening is 
"still evolving," and that there's "some 
experimentation with topics" going on. 
If the new This Evening enters nation- 
al syndication, WBZ will have to decide 
whether to air it or continue to produce 
its own version, Alspaugh says. 

SIZING UP THE 7:30 RACE 

Station / 
Owner 

program 
October 

1986 
Nielsen Arbitron 
rating / shore rating / share 

Program 
October 

1987 
Nielsen Arbitron 
rating / shore rating i share 

Program 
October 

1988 Nielsen Arbitron 
rating / share rotng / share 

WBZ (NBC) 
Westinghouse 
B'cstg Inc. 

Evening 
Magazine 13 / 21 12/22 Evening 

Magazine 

I 

11 / 18 10/18 Evening 
Magazine 

1 

10/16 12/19 

WCVB 
(ABC) 
Hearst Corp. 

Chronicle 10/16 8/14 Chronicle 10 /17 9/16 Chronicle 10/16 9 /15 

WLVI (Ind.) 
Gannett 
B'cstg Co. 

Taxi 5/8 4/7 Taxi 3/6 3/4 USA 2/3 1 /2 

WNEV 
(CBS) 
New England 
TV Corp. 

Entertain - 
ment 

Tonight 
9/14 6/10 Jeopardy 13/22 14/24 Jeopardy 15/24 15/24 

WSBK 
(Ind.) 
Gillett Group 

Barne 
Miller 6/9 5/9 Miller 3/6 3/5 Newhart 5/8 5/7 

WFXT 
(Ind.) 
Fox TV Stations 

WKRP in 

Cincinnati 
3/5 3/6 

A 
Current 
Affair 

4/6 3/5 
A 

Current 
Affair 

4/7 4/6 

WQTV 
(Ind.) 
Monitor TV 

Movie - - Scarecrow 
& 

Mrs. King 
1/1 1 /2 Monitor 

World 1/1 1/1 

In Boston, Evening 's new look and 
format have clearly paid off, enabling 
the show to regain some of the ground 
it lost to Jeopardy. It bounced back 
from an 8/14 in Nielsen last May to a 
10/16 in October. 

Although Alspaugh and others main- 
tain Chronicle has gained ratings 
ground in recent years by imitating 
Evening , staffers at WCVB bristle at 
that observation. Paul LaCamera, 
WCVB program manager and one-time 
leader of the production team that cre- 
ated Chronicle, explains: "You can't 
judge Chronicle by one or two of the 
stories we run during November or 
May. Those are big rating periods and 
we undoubtedly air more feature mate- 
rial then. The majority of stories we 
cover in a year remain serious and cen- 
tered on New England issues." 

The ratings indicate LaCamera and 
his team know what they're doing. The 
show has climbed since its premiere in 
January 1982 from a poor third place to 
a tie with Evening for second in the 
time period in Nielsen. 

And the competition goes on. In De- 
cember, USA Today's future was far 
from certain. Observers were betting 
that, should it fail, WLVI would return 
to sitcoms at 7:30, reviving Taxi for the 
rest of this season. 

A bigger question lies in whether A 
Current Affair, the highest -rated new 
first -run series to premiere in syndica- 
tion last fall, will move from WFXT to 
an affiliate and further upset the bal- 
ance in access. Fox, which must sell 

WFXT to satisfy the FC- 
C's ban on local newspa- 
per crossownership, has 
placed the indie on the 
block. Once a sale is com- 
plete, it would almost cer- 
tainly try to get a better 
clearance for the show. 

And then there are all 
those new tabloids and 
crime -catcher strips being 
offered in syndication for 
next fall. WNEV has al- 
ready bought King World's 
Inside Edition for 4 P.M. If 
it becomes a mega -hit, it 
could conceivably displace 
Jeopardy and return 
WNEV to reality at 7:30. 

Regardless of what hap- 
pens, the year of the 
reality -based TV show, 
unfolding around the coun- 
try in 1989, is already old 
news in Boston. 

Kathy Haley is a New 
York -based free-lance 
writer. 
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Ave Butensky, executive 
vice president of domestic syndication 
for Fries Distribution, will be the mod- 
erator of "Riding the Rumble Seat into 
the Nineties," a NATPE Program 
Conference panel focusing on prob- 
lems affecting syndicators. The session 
is scheduled to take place at 10 A.M. on 
January 26 in assembly room B of 
Houston's George R. Brown Conven- 
tion Center. In this guest column, 
Butensky offers a preview of the topics 
to be discussed and the participants 
scheduled to attend. 

The syndication of television pro- 
grams can often be compared to a tug- 
of-war where contract negotiations 
leaves both winners and losers with a 
bad case of rope burn. At this year's 
session on syndication, we may see 
which side gets pulled into the mud 
when we look at three key syndication 
issues. And, when each side has fielded 
all the questions, we'll ask Paul Kagan 
to interpret and summarize. 

Your Rep Will Show it to You 
We will first focus on the decision - 
making process at the station level: 
What to buy, what not to buy and who 
is instrumental in deciding which pro- 
grams are acquired. 

History has shown that the station 
rep, primarily responsible for the sell- 
ing of television ad time, has developed 
into a programming octopus with ten- 
tacles spread into the client station's 
decision -making process. So now we 
have the station rep as a program con- 
sultant. Is the rep, as the middleman, 
in the best position to clearly articulate 
the strengths and weaknesses of the 

Riding the 
Rumble Seat 
Into the '90s 
The syndication business is becoming 

increasingly more complicated. A NATPE panel 
will look at the problems and discuss solutions. 

television programs he sees? 
The station rep will tell you that he is 

truly a bonafide consultant, and a ma- 
jor component in helping stations get 
the right program mix. There are, how- 
ever, distributors who feel the rep is in- 
terfering in the process-acting with- 
out complete information. Both sides 
will be represented on our panel. 

Roger King, for instance, has not 
been too happy with rep interference in 
King World's relationships with sta- 
tions. On the other side of the coin is 
John von Soosten, vice president and 
director of programming for Katz Com- 
munications, who feels advising sta- 
tions is part of his job as a rep. 

Is there a sharp division of opinion? 
Absolutely. So, we added a third di- 
mension, in the form of James Copper- 
smith, vice president and general man- 
ager of WCVB in Boston, to sit in and 
give a balance. 

First -run Fables 
Following what promises to be a lively 
discussion, we'll switch gears, change 
panelists and dive headlong into the 
current dilemma of syndication-the 
first -run market. Is there a first -run 
market? Should there be one? Does any- 
one really care? 

We've asked key executives from 
three distributors to discuss the effica- 
cy of first -run syndication. Peter Lund, 
president of Multimedia, has a long -run 
hit, Donahue, and a newcomer, Sweet- 
hearts. Rick Levy is president of do- 
mestic sales and marketing for D.L. 
Taffner, where imports have mixed 
with first -run (Check it Out) and off -net 
product. Our third panelist is John 
Ryan, chief executive officer for World - 

vision, whose first -run series Throb re- 
cently went to cable. 

Focus on the Future 
Finally, we will broaden our spectrum 
and examine what lies ahead for dis- 
tributors. What of the television - 
syndication market and distribution as 
a whole? Jim Rosenfeld, chairman and 
CEO of Blair Entertainment, will dis- 
cuss a report commissioned by his com- 
pany on this topic. The report is, for 
the most part, positive. But is it too 
positive? 

Joining Rosenfeld on the final panel 
will be former Viacom chairman Ralph 
Baruch, now holder of the Gannett 
Chair at Columbia University. Baruch 
believes the telephone company is go 
ing to be a major player in distribution, 
perhaps even taking over the whole 
chore and sending everyone else out to 
pasture. 

Charles Fries is chairman of the 
board of Fries Distribution, a distribu- 
tion/production company that has pro- 
duced nearly 100 films for television. It 
is a category growing in dimension and 
is now spreading quickly to new 
sources. 

Finally, there is the station group 
chief executive, who ultimately decides 
what to buy and what not to buy. John 
Conomikes, CEO of Hearst Broadcast- 
ing, will give the buyer's perspective. 

The NATPE panel on syndication 
promises to be different from typical 
conference seminars. It will take a hard 
look at important issues-but without 
speeches and with the full participation 
of anyone who wants to have a say. So, 
if you're ready to express an opinion, 
this is the session for you. 
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MEDIA llEALS 

Station -Dealing Blues by Paul Noglows 

Making buyer and seller fit is harder than ever, an ace TV station broker confides. 

Television-station broker Barry 
Lewis has always believed that 
for every TV station up for sale 

there is a logical buyer with unique 
needs. But, with some 40 network affil- 
iates currently on the block, that con- 
viction has been sorely tested. 

"The only way you sell stations to- 
day is by finding the perfect match be- 
tween buyer and station," says Lewis, 
who joined Sandler Capital Manage- 
ment almost three years ago, after 
spending 20 years at Katz Communica- 
tions nurturing relationships with tele- 
vision executives. By perfect match, 
Lewis means the transaction has to 
have more going for it than simply the 
quality of the station's market and a 
buyer's potential operating savvy. 

Lewis, the man media analyst Paul 
Kagan once called the "encyclopedia of 
TV markets," points to a couple of 
deals that represent his perfect -fit sce- 
nario. American Family's purchase of 
ABC affiliate WTVM in Columbus, 
Ga., is such a match because the compa- 
ny is based in Columbus. Likewise, he 
says Robert M. Bass Group's purchase 
of ABC affiliate KOVR in Sacramento - 
Stockton, Calif., from the Narragan- 
sett Capital Corporation for $162 mil- 
lion (or 13 times cash flow) made sense 
because a few months earlier the Bass 
Group had purchased a savings and 
loan there. He says deals such as these 
warrant the high multiples paid by the 
buyer because synergies exist between 
the purchase and the buyer's other 
holdings. But in today's skittish mar- 
ket, Lewis concedes, this kind of 
matchmaking occurs far less frequent- 
ly, and has become an extremely ardu- 
ous process. 

In contrast, of the 14 TV station 
deals Lewis brokered since joining 
Sandler, he says most were accom- 
plished in just one phone call. "In the 
past, you only needed to know the dif- 
ference between the buyers and the 
tire kickers to get deals done," he says. 
Those days are over. Lewis says he has 
been working on the sale of Television 

Continuing unease 
over the soft l ad 

marketplace has made 
buyers wary. 

Station Partners' four network affili- 
ates, for instance, since July, and labels 
the experience "the most frustrating 
project I've worked on to date." 

Today's buyers come strapped with a 
multitude of concerns that slows down 
the process, Lewis explains. Investors' 
uneasiness over soft national advertis- 
ing and the possibility of further cut- 
backs in advertising expenditures re- 
sulting from recent mega -mergers 
between packaged -goods companies, 
plus worries over changes in the 
network -affiliate relationship, Lewis 
says, means brokers have to do a lot of 
hand -holding. 

Subsequently, Lewis says, he has 
been turning down a number of offers 
of listings and has been devoting more 
of his time to raising investment funds 
at Sandler. 

But Lewis is careful to point out that 
the majority of the stations sitting on 
the market are doing so not simply be- 
cause of buyers' fears over the busi- 
ness. "There are a multitude of reasons 
why there are stations in the market- 
place, and the fact that business is soft 
is not the only reason. The Gillett sta- 

tions are on the market because he had 
probably overpaid to begin with. The 
Pompadurs' stations have been on the 
marketplace because when they 
formed that partnership in 1983 they 
said that they would sell this group 
within five to seven years; this just 
happens to be the fifth year. And the 
eight Knight-Ridder stations' profit 
margins have been among the lowest in 
the industry. Even though Goldman 
Sachs is marketing those stations as a 
group with a lot of upside that Knight- 
Ridder simply did not take advantage 
of, buyers are still wary." 

Tewis has not lost faith in the ba- 
sic underpinnings of the broad- 

Jcasting business. And he is confi- 
dent that deals will again get done. 
"Prices being asked will probably have 
to come down slightly," he says. "Own- 
ers are beginning to realize that per- 
haps our business can't operate with 
the 45-50 percent profit margins that 
many stations are accustomed to, but 
that it can still easily operate in the 
35-40 percent range, which, by any- 
one's standards, is still fantastic." 

And Lewis predicts a new wave of 
buyers on the horizon to replace the fi- 
nancial buyers of the last three years 
who are still trying to make their exit. 
Indeed, the group he identifies is one 
that comes well equipped to deal with a 
business that was once broadcasting 
but is now narrowcasting. "The new 
breed that will come into this business 
will come out of the radio arena, opera- 
tors of the Emmis and Clear Channel 
mode," says Lewis. "Several radio op- 
erators are excited about entering the 
TV business. Some cable companies 
and cellular companies may be coming 
in as well. Through necessity these op- 
erators have had to be better market- 
ers, and this is going to be a positive for 
the TV business." 

Contributing editor Paul Noglows is 
the New York reporter for Media Busi- 
ness News. 
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DATABASE 
EDITED BY MICHAEL BURGI 

Mergers Lower Ad Spending 
In 1985 -the year the three mergers outlined below took place -the advertising universe spent 7 percent 
more than it did the previous year. Once merged, the new companies spent less on advertising, possibly 

due to leverage pressures or a desire to trim expenses and combine campaigns. The national ad 
budgets below include the seven media os described by Leading National Advertisers (LNA). 

Advertising Budgets in the Seven National Media 
(in millions) Jan -June 

Merger 1982 1983 1984 1985 1986 1987 1988 

Philip Morris $348.5 $393.2 $417.3 - - - - 
General Foods 342.1 278.7 338.4 - - - - 
Combined 690.6 839.8 973.4 813.5 815.8 774.7 361.2 
Percent Change 21.6% 15.9% -16.4% 0.3% - 5.0% -13.6% 

R. J. Reynolds 310.8 378.8 464.1 - - - - 
Nabisco 110.1 120.7 123.7 - - - - 
Combined 420.9 499.5 587.8 574.3 464.0 439.5 215.9 
Percent Change 18.7 17.7 - 2.3 -19.2 - 5.3 2.8 

Procter & Gamble 600.5 638.5 708.3 - - - - 
Richardson Vicks 71.2 93.3 101.1 - - - - 
Combined 671.7 731.7 809.3 913.4 809.7 745.9 344.6 
Percent Change 8.9 10.6 12.9 -11.4 - 7.9 6.8 

Source: Donaldson, Lufkin & Jenrette. 

Cable Basics and Premiums 
In Channels' exclusive survey on how Americans watch television, 650 people were asked whether or 

not they subscribed to basic or pay cable channels. Northeasterners prefer basic and pay slightly more 
than the other regions. Oddly, though, more moderate TV viewers had basic or 

pay channels than did heavy TV viewers. 

Respondents 

Basic Cable Like 
CNN and ESPN 

Yes No 

Pay Channels Like 
HBO or Cinemax 

Ye; No DK/NA 

Total 53.8% 46.2% 294% 69.5% 1.1% 

Income 
$30,000 or Less 46.0 54.0 18.2 80.8 1.0 
More than 
$30,000 64.4 35.6 41.9 570 1.1 

DK/NA 47.8 52.2 31.3 672 1.5 

Region 
Northeast 56.7 43.3 34.6 62.2 3.1 
North Central 52.4 47.6 24.7 74.7 0.6 
South 53.8 46.2 31.9 68.1 0.0 
West 52.9 47.1 25.2 73.1 1.7 

Use of Remote Control 
Frequently 67.2 32.8 379 61.2 0.9 
Sometimes 53.8 46.2 46.2 52.3 1.5 
Rarely 46.2 53.8 24.4 71.8 3.8 
DK/NA 37.5 62.5 18.8 81.3 0.0 

TV Viewership 
Light 53.1 46.9 31.2 670 1.9 

Moderate 57.3 42.7 28.6 71.4 0.0 
Heavy 50.0 50.0 26.3 72.9 0.8 

Source: Frank N. Magid Associates, for Channels. 

-* RATINGS* 
TOP NETWORK SERIES 

First 13 weeks of season, Sept. 18,1988 through Dec. 11,1988 

SERIES/NETWORK RATING/SHARE 

1 The Cosby Show/NBC 25.6/41 
2 Golden Girls/NBC 22.1 /38 
3 A Different World / NBC 22.1 /35 
4 Cheers/NBC 22.1 /34 
5 Roseanne/ABC 22.0/33 
6 60 Minutes /CBS 21.2 /33 
7 Who's the Boss?-/ ABC 20.3 /32 
8 Murder, She Wrote/CBS 197/29 
9 Empty Nest/NBC 19.4/34 

10 Growing Pains/ABC 19.1 /31 

TOP BARTER SERIES 

First 11 weeks of season, Sept. 4 1988 through Nov. 27,1988 

SERIES/SYNDICATOR RATING 

1 Wheel of Fortune/King World 14.7 

2 TV Net Movie/Teletrib 13.4# 

3 Jeopardy! / King World 12.2 

4 Universal Pictures Debut 11.7# 
Network (movies) / MCA -TV 

5 The Cosby Show/Viacom 11.3# 

6 The Oprah Winfrey Show/ 
King World 9.9 

7 Wheel of Fortune (weekend) / 8.9 
King World 

8 National Geographic On 8.2# 
Assignment/Turner 

9 Star Trek: The Next 7.6# 
Generation / Paramount 

10 War of the Worlds /Paramount 7.5# 

TOP CABLE NETWORKS 

Average ratings / projected households, November 1988 

NETWORK 7A.M.TO1A.M. PRIME TIME 

1 WTBS 2.0/942,000 2.5/1,177,000 

2 USA 1.3 / 603,000 2.1 / 975,000 

3 ESPN 1.2/592,000 2.9/1,430,000 

4 CNN 0.8 / 388,000 1.1 / 533,000 

5 CBN .8/348,000 0.9/392,000 

6 MTV .7 / 304,000 .7 / 309,000 

7 Nashville .5 / 230.000* 1.1 / 486,000 

Network 

8 Lifetime .5/207,000 .8/331,000 

9 Discovery .4/145;000 .7/254,000 

10 Headline .4 / 137000 .3 / 103,000 

News 
*Includes multiple exposures. 

9 A.M. to 3 A.M. Note: cable ratings are percentages within 
the varying populations that car receive each network. 
Networks are ranked by projected number of households 
rather thon ratings. Source: Nielsen Media Research data. 
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November 

Top Videocassettes/Rentals 
1988 

TITLE/PUBLISHER %TOP 50* 

1 E.T./MCA 7.4 
2 Beetleluice/Warner 6.8 
3 Shoot to Kill /Touchstone 3.9 
4 Three Men and a Baby/ 

Touchstone 3.5 
5 Moonstruck/Warner 3.3 
6 Above the Law /Warner 3.1 
7 Bright Lights, Big City / 

MGM/ UA 3.0 
8 Rambo 111/ IVE 2.9 
9 Colors/ Orion 2.9 

10 Planes, Trains and 
Automobiles/ Paramount 2.7 

11 Broadcast News /CBS/Fox 2.7 
12 She's Having a Baby/Paramount 2.7 
13 Frantic/Warner 2.5 
14 Batteries Not Included/MCA 2.5 
15 Good Morning Vietnam / 

Touchstone 2.5 
16 Seventh Sign /RCA /Columbia 2.4 
17 Shakedown/MCA 2.3 
18 Biloxi Blues/MCA 2.3 
19 Masquerade/CBS/Fox 2.2 
20 Cinderella /Disney 2.2 

Top Videocassettes/Sales 
November 1988 

TITLE /PUBLISHER % TOP 500 

1 E.T./MCA 68.3 
2 Cinderella/Disney 7.6 
3 Dirty Dancing /Vestron 1.8 
4 It's a Wonderful Life/ RKO 1.2 
5 Top Gun /Paramount 0.8 
6 Good Morning Vietnam / 

Touchstone 0.8 
7 Mickey's Magical World / Disney 0.7 
8 Lady and the Tramp/ Disney 0.7 
9 Godfather Pt. li / Paramount 0.7 

10 Wizard of Oz /MGM / UA 0.7 
11 Ben Hur/MGM/UA 0.7 
12 All New Not So Great 

Moments in Sports /HBO 0.7 
13 Godfather/Paramount 0.7 
14 Dr.Zhivago/MGM/UA 0.6 
15 White Christmas /Paramount 0.6 
16 Ten Commandments/Paramount 0.6 
17 Sing Along Songs: 

Merry Christmas / Disney 0.6 
18 Jane Fonda's Start Up / Lorimar 0.5 
19 Jane Fonda's Low Impact 

Aerobics / Lorimar 0.5 
20 Sound of Music/CBS/Fox 0.5 
Source: Videodome Enterprises, Dollos. Charts appear weekly in 

TWICE magazine.' Title as percentage of top -50 tapes total volume. 

DATABASE 

THE MAGID NUGGE 

The Television Clock 
What time of day do people get in most of their TV viewing? Channels' study of 
television viewing habits in the U.S. asked 650 viewers how much they watch the 
tube during different dayparts. The mean response for Monday through Friday 
for the total group was 3.2 hours. The numbers below represent only those who 
usually watch TV during a given daypart. 

DAY PARTS 

Respondent 6-9 A.M. 9-12 P.M. 12-3 PM. 3-8 P.M. 8-11 P.M. 11 P.M. -6 A.M. 

Total 32.3% 12.5% 13.7% 44.8% 60.6% 9.5% 

Sex 
Male 29.5 9.4 6.0 43.6 56.1 11.3 
Female 35.0 15.4 21.1 45.9 65.0 7.9 

Income 
$30,000 or less 32.6 16.6 18.2 45.0 60.4 8.6 
More than 

$30,000 30.7 7.4 7.8 44.4 62.6 12.6 
DK/NA 37.3 13.4 16.4 44.8 53.7 1.5 

Remote 
Control 
Yes 33.0 10.7 13.2 46.4 63.2 9.1 

No 30.1 17.9 15.4 39.7 52.6 10.9 

Source: Frank N. Magid Associates, for Channels. 

Broadcast Public Offerings 
Television broadcasters have not been idle in going public or seeking financing, despite post - 
Crash hesitation early in 1988, although the second half of the year saw just one major public 

offering. The total dollar volume of the deals is just under $3.4 billion. 

COMPANY 
ISSUE 
DATE COMPOSITION OF OFFERING 

DOLLARS 
(THOUSANDS) 

Harcourt Brace 11 /88 Z000,000 shares common stock $ 66,500 

Jovanovich 11/ 88 13% senior notes due 11 /1997 200,000 
11/ 88 14.25% subordincted debentures due 11/2004 200,000 

Adams -Russell Co. 5/ 88 Deferred interest notes due 12/1997 272,533 

Times Mirror 1 /88 8.875% notes duel /1993 100,000 
1 /88 8.875% notes due2/1998 100,000 

A. H. Belo 12/87 9.45% notes duel /1993 100,000 

SCI Television 10/ 87 175% sub. debs. due 10 / 1999 100,000 

10/ 87 15.5% sr. extended reset notes due 10/1990 200,000 

10/87 16.5% sr. sub. debs. due 10/1997 100,000 

Harcourt Brace 9/87 1375% sr. sub. debs. due 9/1999 500,000 

Jovanovich 9/87 14.75% sub. disc. debs. due 9 /2002 507,490 
9 /87 14.75% sub. pay-in-kind debs due 9/ 2002 250,000 

Telephone & Data 9/87 191,877 shares common 7,291 

Systems 

Gillet Holdings 8/ 87 Series D zero coupon sr. notes due 8/1992 100,000 

8/ 87 Series E zero coupon notes due 8/1994 150,000 

8/ 87 13.875% sub. debs. due B/1999 170,000 

Telemundo Group 8/ 87 2,000,000 shares common 21,000 
8/ 87 Zero coupon sr. notes due 8/1992 105,000 

8/87 Zero coupon sr. notes due 8/1993 115,000 

Queen City Broad- 
casting of NY 

8/87 13.5% sub. debs. due 8/1999 55,000 

Burnham Broadcasting 8/87 13.875% sub. debs. due 9/1999 32,000 

Source: Morgan Stanley & Company. 
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(ALMOST) THE YEAR IN STOCKS 
MGM / UA more than dou sled its stock price due to the Kirk Kerkorian deal rumors, leading production carr ponies segment with the healthiest 

stock performance. Cable also proved strong, despite a potentially more hostile regulatory future with George Bush in the White House. 

11/30/88 12/31/87 % CHANGE 11.'32i88 12/31/87 % CHANGE 

BROADCASTING 

Molrte Comm. 10.00 6.00 co 7 

DIVERSIFIED 

Viacom 2 18.13 53.0 

Jocor Comm. 6.13 4.50 36.2 Multimedia 75.7 53.50 32.2 

Lin &oadcasting 59.00 43.88 34.4 McGraw-Hill 61.2'. 4825 26.9 

Unit dTelevision 26.75 21.00 27.3 Warner 3.12'. 27.63 23.9 
Chri'.-Craft 21.13 18.25 15.7 Knight-Ridder 4..69 40.13 16.1 

PorkComm. 27.75 25.00 11.0 Lee Enterprises 26,75 24.00 114 
CBS 170.63 157.00 8.6 Washington Pos! 195.29 187.00 4.4 
Liberty 38.00 35.50 7.0 Meredith 31.00 30.00 3.3 

Cop tai Cities / ABC 363.50 345.00 5.3 A.H. Belo 25.00 D 48.50 3.0 
Cko Channel Comm. 12.88 12.25 5.1 News Corp. 1'.25 16.88 2.1 

Westinghouse 51.50 49.75 3.5 Tribune 39.25 40.13 -2,2 
Scripps -Howard 79.50 78.00 1.9 Media General 34.63 36.25 -4.5 
General Electric 45.00 44.13 1.9 Times Mi-ror 35.50 37.88C -11.6 
GenCorp 18.13 2225 18.6 Gonnett 33.63 39.13 - 14.0 
Pec.. Comm. 6.25 11.00 A - 28.6 New York Times 26.03 31.00 -16.2 
TV% 1.75 3.25 -46.2 

PRODUCTION 

MGM/UA Comm. 13.00 6.25 120.0 

stwood One 8.38 18.50 - 54.8 

CABLE 

United Cable 33.38 22.38 49.1 

Republic Pictures 7.9 4.25 76.4 

Columbia Pictures 11.38 8.13 39.9 

King World Prods. aì..63 17.75 33.1 

Aaron Spe'Iing 6.02 4.63 29.5 
Turner Broadcasting 14.75 10.88 35.5 MCA 44.50 34.50 28.9 

Centel 48 00 35.50 352 Orion 03.75 10.75 27.9 

Jonas 12.38 9.63 28.5 Lori mar Te.epictures 01.50 10.25 121 

ATC 29.00 23.50 23.4 Gulf- Western 39.00 71.13 C 9.6 

T.me 9925 82.25 20.6 Walt Disney 83.38 5925 6.9 

TCA 32.00 28.75 11.3 Fries Ent. 280 2.38 5.0 
Tempo Enterprises 7.75 7.00 10.7 Vestron 3.88 375 34 
ICI 24.75 23.63 4.7 Playboy 

- 
-' 12.63 - 7.0 

Coklevision Systems 27.00 26.13 3.3 Reeves Comm. 5.88 6.38 - 7.9 

Century Comm. 16.88 17.75 -5.0 New World 268 3.13 -8.0 
Home Shopping Network 5.00 5.38 -3.1 DeLaurentlls Ent. 49 75 - 8.0 

Coracast 14.758 24.63 -10.2 Barris 6.13 6.88 -11.0 
F nancial News Network 6.00 6,75 -11.2 Heritoge Ent. 3.13 - 44.1 

A Roe -for -four stock split, paid 2/88. B Three -for -two stock split. paid 4/88. C Two -for -one stock sp it, pod 12,87 D Two -for one stoc, split, paid 5' 88. Sn rce: Media Bwiness News. 

Industry Segment Profiles 
The indices represent four segments of the iidustry. Cable seven cable MSOs and programmers; 

Broadcast: seven TV broadcasters and station -group companies; Producers/ Syndicators: six Hollywood production 
companies; and Diversified: six companies with interests in more than one area (e.g. cable and broadcast). 
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t is now 37 months since Capital 
Cities Communications merged with 
the American Broadcasting Company 
in what was the first changing of the 
guard at one of the three major U.S. 
commercial television networks. It was 
a merger of two companies with radi- 
cally different corporate cultures, and 
since that time, Thomas S. Murphy, 
chairman and CEO of Capital Cities/ 
ABC Inc., Daniel B. Burke, president 
and chief operating officer and John B. 
Sias, president of the ABC Television 
Network Group, have struggled to get 
the ABC network back on its feet, and 
to bring some economic reality into the 
network -television business. Channels 
editor Merrill Brown and executive ed- 
itor Peter Ainslie recently sat down 
with the Cap Cities/ABC triumvirate 
to discuss their accomplishments and 
their plans. 

War & Remembrance Lessons 
Tom Murphy: We're proud we did the 
show. I think it's something that's a 
lasting credit both to Dan Curtis and to 
our ABC/Circle Films. But we did lose 
money on it, and I am doubtful that 
you'll see shows of that length pro- 
duced by network television in the im-, 
mediate future. The fact is that World 
War II is over 40 years away, and that 
the young people in the U.S. weren't 
born at that time and did not have the 
keen interest that certainly people my 
age and people around 50 have. 
John Sias: The shares for the over -50 
audience were 40 to 40 -plus; 35 to 49, 
they approached 30; and when you got 
under 35, we were lucky if we had a 20 
share. The young people could not iden- 
tify with much of what was gong on 

The Brass at 
Cap Cities/ABC: 
Rethinking TV 
John Sias, Tom Murphy and Dan Burke say 

the relationship between the network 
and stations and producers must change. 

there. One of the director's wives said 
her children said, "That didn't really 
happen." I think a significant segment 
of the audience couldn't identify in any 
significant way with the story. And a 
lot of people weren't willing to make 
the commitment to view night after 
night for that length of time. What did 
we learn? You don't try doing some- 
thing like multi -hour television in this 
day and age. That's on top of subject 
matter that is no longer germane in the 
minds of many people. 

We've gotten a lot of letters from 
people that would send us money, say- 
ing, "I'm sorry you lost money on it," 
and they'd send me a $20 check. I'd 
send it back to them. But they were 
just saying, "We want you to know 
that it's something to be proud of." 

On Losing the '92 Olympics 
Daniel Burke: As you know, we did 
not bid on the '92 Winter Games in 
Albertville at all. There were elements 
in the procedure that gave us trouble. 
We did bid, frankly, we thought, quite 
aggressively, for Barcelona. We would 
like very much to have had it. It would 
have fit in with our position in ESPN 
well. You said we lost it, and I guess in 
the real sense, there's no point in quib- 
bling with that word-but we did what 
we thought was prudent and sensible, 
and we didn't get it. And it is too bad. 
The public does identify the Olympics 
with ABC. It would be at the earliest 
1994, an out -of -phase Winter Games, 
before we would have another opportu- 
nity at it. But it's two weeks out of four 
years. We were sobered by what hap- 
pened to us in the Winter Olympics in 
'88. We lost $65 to $75 million. We like 

to think we know what we're doing, 
and we made an intelligent bid, and it 
just didn't win. 

Network Compensation 
JS: When the company first was pur- 
chased by Messrs. Murphy and Burke, 
the ABC Network in prime time was 
suffering through one of its periodic pe- 
riods of audience decline. But the affil- 
iates were of a mind that the potential 
for Capital Cities, with its well known 
penchant for careful spending of mon- 
ey, would not invest in programming 
that would develop the large audience 
that they required. And the commit- 
ment was made to them that the money 
would be spent. It was also pointed out 
to them that the money would be spent 
with the idea of developing basically 
series programming-first priority. 

We feel that we are making good on 
that commitment. The money is cer- 
tainly being spent. At long last, we are 
beginning to get some up -tick in the 
prime time audiences. And while that's 
been going on, the marketplace is not 
good. It's going down. So that the eco- 
nomics of providing that service are no 
longer what they were when this pres- 
ent network relationship with affiliates 
was developed, when more money was 
going through the network system. 
Now it's not. More money is going to 
local and national. So we feel that in or- 
der to continue to have the money to 
spend on programming and not deficit 
to the tune of $50 million or $60 million 
or $100 million a year, that the compen- 
sation we pay them to carry what is in 
their own best interest has to come un- 
der questioning. It isn't any desire to 
hurt them or anything else. It's a de - 
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sire, within a reasonably logical finan- 
cial framework, to continue to provide 
that service, hopefully to expand it- 
and expand it in terms of making it 
better-and at the same time, not bleed 
to death while we're doing it by adding 
to our very considerable prime time 
program costs. 

The Bottom Line? 
JS: Over a period of time, we are going 
to pay them substantially less money. 
We'll try and make it as planned and, 
let's say, as easy as something like this 
can be for the affiliate body. But it just 
has to be done. The thing has changed. 
There are other opportunities for circu- 
lation in almost every market we're in. 
I am not saying that they are as good 
as what we have. But they are there. 
And it's not a question of not having 
any exposure. 

Our network is a life-support system 
for our own stations. The ABC -owned 
stations are, at this point in time, 
through their clearances and the cash 
that they generate, underwriting the 
substantial fmancial risk that the net- 
work incurs over the years, to step up 
and put $2 billion -plus of operating ex- 
pense on the line. And we think that 
they are, in effect, underpaid in terms 
of comp; in terms of the circulation that 
they deliver, that they are substantial- 
ly underpaid. And we think it's time 
that the affiliate body recognizes that 
we're not prepared to subsidize the 
other stations to the degree we have. 

The Effect on Preemptions 
DB: The argument is that if you cut the 
comp too much, they'll preempt you 
more. I'm not sure that they're com- 
pletely linked, are you? 
JS: No. And strange things go on. This 
network has now moved into first place 
on Friday night. On October 14, three 
half-hours were launched, and we had 
14 stations in almost 4 percent of the 
country that ran a syndicated special of 
one kind or another. Bumped us! It was 

'The thing that makes 
this network really 
exciting for us is its 

contact with the people 
every day through our 
news department. It 
changes us from a 

studio or distributor' 
-Tom Murphy 

crazy! And I don't think that had any- 
thing to do with comp. They saw a 
chance to run some syndicated product. 
It's true that they weren't sure, be- 
cause of the strike, what they would 
have, so they signed up for it. But to 
bump premieres of successful shows 
like that, you are really shooting your- 
self in the foot. And I don't think comp 
drove that at all. 

Improving Prime Time 
Economics 
DB: A higher share of audience would 
help. 
JS: And cable has not taken the lion's 
share. It's really the independent 
share, largely with off -network prod- 
uct. That's a very important thing. The 
independent rating and share, in any 
given half hour of prime time, is typi- 
cally better than the third -rated net- 
work, and in some cases, the second - 
rated network. 
DB: So that could disappear as a 
source. If we can't sustain the invest- 
ment levels with Hollywood and so forth 
... I don't think anybody argues that 
the independents can program them- 
selves with brand-new product. 

The State of Fin-Syn Talks 
DB: We are having negotiations with 

the studios. The fact is, they make it 
clear to us that they are not getting rich 
in this business either! So it's a serious 
problem for the Hollywood operations 
as well. 

King World is Getting Rich 
DB: Well, the creative people are get- 
ting rich, as well maybe they should. 
But the studios have been deficit - 
financing their hours. And their hope for 
the return they were going to get in syn- 
dication hasn't happened in the last few 
years. Some of them, I guess, are even 
deficiting some of their half-hours. So 
that the studios are under some pres- 
sure, too. But what we're saying is that 
all we'd like to have is a level playing 
field-all three networks. And there are 
other people out there who have advan- 
tages we don't, one of which, of course, 
is Fox. 

Future of Network Production 
DB: I think the idea that we can pro- 
duce all of our own programming is 
really ... nothing's impossible, but we 
couldn't put together all that creative 
talent. It would be impossible. But it is 
true that we would like to produce more 
of our prime time shows. Moonlighting, 
while it has been expensive and all, is 
still something we're pleased with, and 
we would like to do more of. But we 
probably have not gone into that area as 
fast as we should have. 
JS: We are looking to beef up the activ- 
ities of Circle Films. But to do more in- 
house production, as the production con- 
straints come off, requires a very close 
working liaison with development peo- 
ple in the entertainment side. But we 
will be doing more. 

Network News 
TM: We think the thing that makes this 
network really exciting for all of us is its 
contact with the American people every 
day through our news department. It's 
what changes us from being a studio or 
a distribution system of entertainment 
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out of Hollywood. More Americans get 
their news from ABC News than from 
any other source. It's something we 
have a right to be proud of, particularly 
since I had nothing to do with it. We're 
very proud of the job Roone Arledge 
has done. He started way behind the 
other two when he took over ABC 
News 11 years ago. 

Reality -based Programs 
JS: I think [news] is a very unique build- 
ing block in a network. But news doesn't 
have to be "the typical magazine show" 
or the evening news, whether it's Ted 
Koppel, whether it's some of these town 
meetings, capital to capital. There are a 
lot of very interesting things that can be 
done. And I think, coming back to ques- 
tions about 1995 and the future, you 
could expect to see a different mix of 
programming in prime time on the net- 
works, and there is going to be more de- 
rivative programming being done by 
news or news -related organizations. 
We're really blessed. I think you will see 
some interesting efforts in the new pro- 
gramming that Roone is working on. 

The LBO Mania 
TM: That's not our style. We have a 
substantial investor in Warren Buffet, 
who intends to keep this investment on 
a firm basis, and he's vitally interested 
in news and news coverage. We have no 
interest in doing anything except the 
best job we can for our shareholders. 
We understand the job that Wall Street 
has to do, and it doesn't frustrate us. We 
have no intention of taking this company 
private. 

Tabloid TV 
TM: There have been shows that we 
wouldn't carry on our stations. But 
there's a place for The New York Times 
and there's a place for The New York 
Post. If that's what the American people 
want, and it's something that is not sala- 
cious, then I won't have any trouble 
with it. You can always tell when we've 

'We /e would like to 
produce more of our 
prime time shows. 

Moonlighting, while it 
has been expensive, is 
a show we're pleased 
with, and we would 

like to do more.' 
-Dan Burke 

gotten ourselves into a situation that 
goes too far, because our advertisers 
won't support it. It is very important for 
everyone to recognize that ABC has no 
intentions whatsoever of disbanding our 
Standards & Practices Division. We 
think it's an important obligation to the 
American. people, and you can count on 
us continuing it. 

Planning for 1995 
TM: I think we'd mislead you if we said 
we had specific plans for 1995. That just 
isn't the way we operate in this busi- 
ness. I think by 1995 it's conceiv- 
able Fox could grow into a fourth net- 
work and be fully competitive. I don't 
know whether it will or not. But I cer- 
tainly see 1995 with three major net- 
works still having a lion's share of the 
total television audience. 

Long-range Planning 
TM: We will continue to stay in the busi- 
nesses we're in. We would love to own 
more television stations if the FCC 
would let us. That's not in the cards, so 
we would certainly be interested in in- 
creasing our investment in cable net- 
works, because that's something we can 
do. We'd certainly buy more radio sta- 
tions, which we have. And we'd contin- 
ue to buy publishing operations. If the 

FCC allowed us to get back into cable, 
we'd certainly take a look at it. It's a 
question of price on cable, just like 
there's a question on exclusive -franchise 
newspapers. I have been in the business 
for 34 years. We started with one UHF 
television station, one AM radio station 
and a $750,000 investment. Now we are 
one of the biggest communications com- 
panies in the world. When the opportu- 
nities come along in the field we're oper- 
ating in, we will be there as a player. 
But whether we would ever do anything 
with major publishing companies or stu- 
dios is something that will depend on 
governmental regulation changes, and it 
would be inappropriate for us to com- 
ment on that. 

International Investment 
TM: I would think that you would cer- 
tainly see us paying more attention to 
operations overseas. We just did make a 
deal for 25 percent of Screen Sport, a 
distribution company. It was an invest- 
ment that ABC had prior to that, which 
had dropped off, and we went back into 
it. We think that the change in the en- 
tire economic structure in 1992 in Eu- 
rope is something that will be a real op- 
portunity for us. 

Management's Future 
TM: Twenty years ago we used to talk 
about young, aggressive management, 
and now we talk about old and wily man- 
agement. I would think that you will see 
a transition over the next few years in 
the management here. We believe that 
it's a business that should have young, 
vigorous people actively running it, and 
I think that's what you could probably 
count on in the future. I don't think I'll 
ever lose my zest for the business, but 
there's no secret that Dan will succeed 
me. 

In the Near Future? 
TM: That would be the plan, probably, 
yes. Don't get the wrong impression. 
I'm not going anywhere for a while. 
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It's an unspoken rule that the home -video market gets first access 
to theatrical releases, followed about a month later by pay -per - 
view networks. Pay -per -view at present poses no real threat to 

video stores: Its window is often-but not always-behind home video, 
and it covers only 12 percent of the country. But Risa Solomon, direct- 
or of Videodome Enterprises, a home -video research firm in Dallas, 

es PPV getting stronger. "As PPV penetrates more of the country," 
a "and push-button technology becomes common, 

croach on retailer's rentals and sales." 

I°AY,oER 
V/El7i 

12/1 

'tee 
laoBB 

11/p4,49 
12rdoiBB 

1 jiVBB 41/4774e,86>~ 

1/01/88 

1 /1/16i88 2i3p 
a21 y0/BB /88 

17/08888 

.-----"-------- 
11/15/88 

>/' 15i,8Be4 
12/29/88 

1147B 1//16/,88 
1288 

1/15/8g 

B%asB e 
ates liesiia, 

14,24w E /BEO 
11/02/88 

11/088 
11i10e& 

11e0/BB 
11/17/8B 

1 í/17/,8,8 
1/4'7/BB 

U 

96 CHANNELS / FEBRUARY 1989 

www.americanradiohistory.com



GET YOUR 
SHARE OF 

100 
MILLION 
A MONTH. 

aleth 
HOME 

SHOPPING 
CLUB 

CHSN 1989 An American Stock Exchange Company-Trading Symbol HSN. All Rights Reserved. 

HSN Gross Floor Sales For November 1988. 
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