
Ratings Roundup 

In a week that brought higher- than -aver- 
age prime time ratings for all three net- 
works, CBS -TV took the top position 
again, finishing with an overall 19.2 rating 
and 30 share, 1.8 rating points ahead of 
ABC -TV (17.4/27) and 3.6 points ahead 
of NBC (15.6/24). ABC's Monday Night 
Football, a half -hour runover of Sunday 
afternoon football on CBS and a rerun of 
NBC's TV Censored Bloopers helped 
boost the three -network rating and a 
share for the week ending Sunday, Jan. 
9. to 52.2/80.1, up from the previous 
week's combined average of 48.9/78.7. 

ABC won Monday, Tuesday, Wednes- 
day and Saturday while CBS won Thurs- 
day. Friday and Sunday CBS had 14 pro- 
grams in the top 30. while ABC had 11 

and NBC had five. Season -to -date aver- 
ages put CBS (18.3/29) nearly two points 
ahead of ABC (16.4/26) and three points 
ahead of NBC (15.3/25). 

ABC's final broadcast of Monday 
Night Football, a game between the Dal- 
las Cowboys and Minnesota Vikings, 
drew the series' second highest rating 
this season (24.2/39), topped only by the 
season's first game, between the Cow- 
boys and the Pittsburgh Steelers (24.9/ 
42). A rerun of TV Censored Bloopers 
drew a 20.4/30 but neither pulled NBC 
out of third place on Tuesday night nor 
boosted the ratings of St. Elsewhere 
(12.1/21). the program for which Bloop- 
ers had been scheduled as lead -in in an 
effort by NBC to promote the new series. 

The CBS Evening News averaged its 
biggest weekly lead over the other two 
networks since Dan Rather took over as 
anchor and managing editor in March 
1981. CBS averaged a 15.8/26 for the 
week, against NBC's 12.2/20 and ABC's 
12/20. Season -to -date averages put CBS 
two points ahead of the other two in 
news. with a 13.9/25, against ABC's 11.9/ 
22 and NBC's 11.3/20. 

1. 60 .Minutes CBS 32.6,46 
2 CBS NFL Playoff (7-7:28 p.m.) CBS 32.4,'52 
3. CBS NFL Playoff Post Games 

Show CBS 30.2/48 
4. Dallas CBS 25.7/38 
5. Jefferson CBS 25.6/37 
6. Alice CBS 25.3/38 
7 .NFI. .Monday Night Football 

-Dallas vs. Minnesota' ABC 24.2/39 
8 Gloria CBS 23.4/33 
9. Trapper John. M.D. CBS 23.3/41 
10. Falcon Crest CBS 23.2/39 
11. .Magnum. P.I. CBS 23.2/34 
12. Dynasty ABC 22.5/40 
13. Lore Boat ABC 21.8/35 
14. Fall Guy ABC 21.7/33 
15. Sinrmr & Siuroa CBS 21.5/32 
16. .M'A "S "H CBS 20.6/29 
17. Nerehort CBS 20.6/29 
18. Archie Bunk'er's Place CBS 20.5/29 
19. TV Censored Bloopers NBC 20.4/30 
20. Threes Company ABC 189/28 

The Final Five 

65. Inspector Perce 
66. voyagers 
67. Bring 'Ent Bark Alin. 
68. Hollywood- Gift- Lanahti r 
69 O'Malley 

NBC 11.0/19 
NBC 10.0/16 
CBS 10.5/17 
ABC 9.8/16 
NBC 9.8/16 

Barry Van Dyke, Geoffrey Lewis and Tim 
Thomerson, is a comedy planned for six half 
hours about a gambler and two inept out- 
laws. The series is based on the Disney film, 
"Tales of the Apple Dumpling Gang." 

Small & Frye, six half hours of comedy, 
stars Darren McGavin and Jack Blessing as 
the operators of a detective agency. Foot in 
the Door, starring Harold Gould, Kenneth 
Gilman and Diana Canova, is a comedy of 
six half hours about a widower who moves 
to New York and sheds 40 years of repres- 
sive married life. 

Jeff Conaway and Walter Oklewicz will 
star in Wizards and Warriors, a one -hour 
drama with comic overtones about a prince 
and his loyal vassal who fight the forces of 
evil in their kingdom. Eight episodes are 
planned. 

The Mississippi, an hour -long drama. in 
six episodes filmed on location, stars Ralph 
Waite as a New York lawyer who retires and 
returns to his native South to operate a river- 
boat, but continues to find himself involved 
in legal cases. 

Another drama produced on location, Jen- 
ny Blue, stars Gil Gerard as a mystery man 
who runs a restaurant/bar in New Orleans 
and becomes involved in criminal cases. 
Five hour -long episodes are planned. 

ABC -TV is currently considering some 
new spring programs, according to a spokes- 
man, but is not likely to announce plans for 
several weeks. NBC has announced spring 
runs for three series so far, Casablanca, 
Teachers Only and Buffalo Bill. 

Silverman's latest 
'Thicke of the Night' is new 
offering from InterMedia: show 
will be syndicated for late -night 

Plans were unveiled in Los Angeles last 
Monday (Jan. 10) for a new late -night 90- 
minute entertainment series developed by 
former NBC President Fred Silverman in 
partnership with MGM /UA Television and 
Metromedia Television. The syndicated 
strip, Thicke of the Night, will be hosted by 
Alan Thicke, a Canadian writer /producer/ 
performer currently starring in a daytime 
talk program on that country's CTV Net- 
work. 

Silverman's InterMedia Entertainment 
Co. is an equal partner with the other two 
firms in producing and distributing the com- 
edy /music series, which has been cleared on 
at least six of Metromedia's owned stations 
for September debut. Negotiations are under 
way to guarantee clearance on Metromedia's 
WCVB -TV in Boston. Thicke of the Night is 
being offered on a barter basis with nine 
minutes per 90- minute program available to 
national advertisers. No sponsors have yet 
been announced. 

Speaking before a news conference at the 
Bel Air hotel, Silverman was reluctant to 
compare Thicke of the Night to NBC's To- 
night Show with Johnny Carson, which he 
expects the new series to compete against in 
many markets, saying: "It represents a very 
fresh, new point of view in late -night televi- 
sion. 
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"9t isn't a talk show," Silverman main- 
tained. "We've talked ourselves to death. 
[Thicke of the Night] will be an unpredict- 
able comedy show, with a dash of music," he 
said. 

Silverman predicted the new series would 
be as attractive to today's audience as Ernie 
Kovacs, Steve Allen and Jack Paar were in 
their time." (All three preceded Carson as 
host of The Tonight Show.) 

Silverman estimated he would need com- 
mitments from markets serving at least 70% 
of the U.S. to proceed with the series. 

`Reader's Digest' plans 
foray into field 
of entertainment 
Company taps former Disney channel 
executive to head programing division 

Reader's Digest Association Inc., publisher 
of the monthly magazine, has formed an en- 
tertainment subsidiary to develop programs 
for network and cable television and syndi- 
cation. Jeffrey Grant, who most recently 
served as vice president and chief operating 
officer of the Disney Channel, has been 
named president, Reader's Digest Entertain- 
ment Inc. 

The company is not entirely new to televi- 
sion programing. It formed a joint venture 
with Telecom in 1982 to produce 130 epi- 
sodes of a series now showing on the Cable 
Health Network entitled Life Time, which 
Grant had a part in developing. 

Grant told BROADCASTING that the maga- 
zine's "large army of editors" will provide 
the entertainment division with story ideas 
for possible adaptation to television. "Thir- 
ty -nine million is a television number," 
Grant said, referring to the Digest's monthly 
readership. The editors there are used to 
thinking In television terms." Indeed, many 
stories that have appeared in Reader's Digest 
books or magazines have been developed for 
television. "But we're not limited to that," 
said Grant, adding that the new subsidiary 
will use many sources outside Reader's Di- 
gest for program development. 

Grant said that he has already exercised an 
option for one property, but declined to be 
specific other than to say it was based on the 
true story of a woman recently in the news. 

Anything "with an eye toward quality" is 
how Grant described the projects that he will 
try to develop. Examples include made -for- 
television (including cable) movies, series, 
one -hour dramatizations and Broadway ad- 
aptations. Since the development process is 
"quicker" for cable, the first RDE programs 
are likely to show up there first, Grant said. 

Before joining the Disney Channel, which 
he left last October after the dissolution of 
the joint venture between Disney and Group 
W Satellite Communications, Grant was ex- 
ecutive vice president of Telecom Entertain- 
ment, a subsidiary of Benton & Bowles Inc., 
the New York -based advertising agency. Be- 
fore that he served at B &B as vice president, 
associate director -programing, overseeing 
production of television films produced on 
behalf of the agency's clients. 




