
Cable audience 
test survey to be 
unveiled in June 
Nielsen study, developed by 
intramedia ad hoc committee, 
will test six new methodologies 

The first major methodology study 
designed to evaluate different ways of 
measuring cable television audiences will 
be conducted June 3 -16 by A.C. Nielsen's 
home video index division. 

Plans for the study, expected to cost 
more than $250,000 and to be followed by 
others to refine the findings, were an- 
nounced last week by the Cabletelevision 
Advertising Bureau /National Cable 
Television Association research standards 
committee. 

The June study will test six 
methodologies -three diary and three 
telephone techniques -in an estimated 
30,000 homes in franchises yet to be 
selected. The findings from those tests will 
be validated by 30,000 coincidental calls to 
other cable viewers. Initial results are ex- 
pected to be available about mid -August. 

The diaries to be tested are (1) the stan- 
dard diary Nielsen uses in measuring local 
TV viewing; (2) a personal daypart diary 
that is "rostered" (customized to show 
each channel available in the franchise 
area being tested), and (3) a household 
rostered daypart diary. The personal and 
household rostered daypart diaries were 
said to represent a new concept designed 
by Nielsen for this test and capable of 
being read directly into a computer. 

The telephone tests will involve (1) 
seven -day, one -call -per -day recall; (2) 
one -day -only aided recall and (3) one -day- 
only unaided recall. 

The study evolved from recommenda- 
tions made by an ad hoc cable measure- 
ment committee formed two years ago. It 

is made up of agency and cable research 
executives and is headed by co- chairmen 
Gabriel Samuels of J. Walter Thompson 
USA and William Ryan of Palmer Com- 
munications. 

Jordan Rost of Warner -Amex Satellite 
Entertainment Co., chairman of the CAB/ 
NCTA standards committee, said that the 
June study -called CAMS (Cable Au- 
dience Methodology Study) -"will begin 
the process of providing answers about 
how cable is viewed. Providing accurate ca- 
ble research is the most complex and 
challenging problem ever faced by any 
medium, he said. 

"There are many difficulties involved, 
ranging from the multitude of viewing op- 
tions to differing geographic coverage and 

program carriage by multiple systems. 
"This is the first in what we anticipate to 

be a series of studies. Each study will 
further refine those methods that have 
proved valuable in the prior test." 

Rost said most of CAM's $250,000 -plus 
cost will be provided by the cable industry. 
agencies, advertisers and others interested 
in contributing were invited to 
contact Bruce Hoban at CAB in New York 
or Char Beales at NCTA in Washington. 
Contributors thus far were listed as Amer- 
ican Television & Communications, 
Warner -Amex Satellite Entertainment 
Co., CBS Cable, Showtime, Cox Cable, 
NCTA, Teleprompter, United Cable 
Television Corp., Palmer Communica- 
tions and Home Box Office. 

Moving into prime time: ad hoc networks 
Silverman, Time shows set for 
special airing in prime time; 
creators plan to push for regular 
slot; some affiliates say they 
would consider such a move 
for `something really strong' 

Ad -hoc networking plans surfaced on two 
new fronts last week -both challenging 
traditional network /affiliate bonds in 
prime time. 

InterMedia Entertainment Co., led 
by former NBC President Fred Silverman; 
MGM /UA Television Distribution and 
veteran variety -show producer Bob Finkel 
are working on an hour tentatively called 
The World of Entertainment with Gene 
Kelly as host to acts from the U.S. and 
abroad. If successful on a lineup of inde- 
pendents and defecting affiliates Sunday, 
April 25, at 8 -9 p.m., backers say they will 
push for weekly prime -time slots. 

Sports Illustrated: A Series for 
Television is set for a Wednesday, May 26, 
8 -9 p.m. premiere as SFM Entertainment 
builds a network for the Time Inc. maga- 
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zine venture. Three more broadcasts are 
planned in 1982 (Sept. 15, Oct. 20 and 
Dec. 1, all Wednesdays at 8 p.m.), six in 
1983 and eight or nine in 1984. 

For the Entertainment variety pilot, 
MGM /UA claimed to already have 50% 
clearance including all Metromedia, 
Westinghouse and Gannett stations. 

Deals are for cash with two national 
minutes sold to Bristol Myers. Some 85% 
clearance is expected when the network is 

completed, with about 10% of that, 
perhaps, outside prime time. 

A successful pilot could mean an effort 
to go weekly next season with 24 originals 
and 24 repeats. 

Silverman, now president of Inter - 
Media, claimed if such a network works in 
prime time, "it could change the way of 
doing business," adding that "in the next 
five years, the major story may not be ca- 
ble but the reshaping of traditional net- 
working." 

According to Larry Gershman, presi- 
dent of MGM /UA Television Distribu- 
tion, he has been approached by network 
affiliates that said they might take a series 
in prime time "if we had something really 
strong." Gershman envisioned the series 
running in different prime -time slots de- 
pending on where a station was finding 
"weak holes" He didn't rule out some 
placement outside prime time but added 
that the show would carry a prime -time 
price. 

For the Sports Illustrated show, station 
time is being bought. SFM Entertainment 
(initial builder of the Mobil Showcase Net- 
work among other ad hoc networks) anti- 
cipates a minimum 80% coverage with 
same -time, same -day play in 125 to 150 
markets. Stations are to be committed by 
April 15. 

Sports Illustrated Enterprises said 30- 
second spots run $70,000 and all seven 
commercial minutes will be retained for 


