
son on NBC are two reprises featuring their 
original stars: The Return of Perry Mason 
(Intermedia and Viacom) with Raymond 
Burr. Executive producers for the production 
are former NBC chairman Fred Silverman 
and Dean Hargrove. The other is I Dream of 
Jeannie -15 Years Later (Columbia Pictures 
Television) starring Barbara Eden, and will 
be shown in the fall. 

ABC, in contrast, has nothing planned in 
the near term. It aired The Return of Marcus 
Welby in 1984 and Return of the Mod Squad 
in 1979. Bruce Sallan, vice president, mo- 
tion pictures for television, said there is "no 
trend" toward this kind of movie at ABC, 
although he added that he "would have de- 
veloped the I Dream of Jeannie movie." 
And he said about made -for -television mov- 
ies in general that: "One thing everyone has 
learned -it's a major crap -shoot [buying a 
made -for -television for a network] these 
days." 

From a sales perspective, Henry Siegel, 
president of LBS, said that "recognizability 
from a station viewpoint and a viewer's 
viewpoint" makes the born-again television 
movie viable. Another plus, he said, is the 
possibility that such a born -again television 
movie could beget a series. He said LBS has 
had the return of Gidget in first -mn on the 
"back burner" for a while. 

Made -for -television movies based on old 
series have "a better chance of success than 
something with nothing to grasp," Siegel 
said. But he added that such made -for fare 
cannot be regarded as "sure- fire- there's no 
sure-fire anything in life," he said. Nonethe- 
less, Siegel says that LBS is considering dis- 
tribution of re-makes of Dennis the Menace 
and Bewitched as made -for -television mov- 
ies. 

Dean McArthy, vice president, program 
services, Harrington, Righter & Parsons, 
had high praise for made -for -television mov- 
ies in general: "Most of the network movies 
get repackaged and sold, and with their 
limited prior exposure, and their contempo- 
rary themes and stars, made -for -television 
movies [sold in syndication] are an asset. 
They are vastly superior in reruns, and at a 
lower price. They have more staying power 
than theatricals." 

Phil Oldham, vice president, Katz Ameri- 
can Television, said he would "recommend a 
station buy" movie packages that include 
such made -fors. "If it [the movie] is from an 
old series it's a good buy. There's been a 
resurgence in the number of this type of 
movie," he said, and attributed it to a "band- 
wagon effect." 

Columbia Pictures Television President 
Barbara Corday, executive producer of I 
Dream of Jeannie -15 Years Later, also said 
there is no such thing as a "sure -fire" televi- 
sion movie production. In the case of made - 
for- television movies based on old series, 
however, she was more upbeat, especially 
given the fact that her current production 
stars Barbara Eden, the original star of the I 
Dream of Jeannie series. With a star return- 
ing to a production "you are a few steps 
ahead," she said. 

But Corday said it's unlikely viewers will 
see re -makes of old series or features on a 
weekly basis. "This seems to be happening 
in dribs and drabs. We'll always see this," 

she noted. 
The qualification might come in the form 

of "Peyton Place: The Next Generation," an 
NBC Monday Night Movie that aired May 
13. The movie registered a 12.6 rating and 
20 share, coming in last in its time period 
and ranking 33d on the schedule of programs 
for the week ending May 19. And yet that 
was not NBC's sole nostalgic offering that 
night. A Honeymooners Reunion special, 
also a Viacom offering, airing immediately 
prior to Peyton Place scored a 16.1/28 and 
ranked in the top 20. 

ABC sweeps top 
two positions in 
RADAR 31 report 
Three FM services follow 
in next three positions 

The ABC Information (ABC -I) Network has 
retained its number -one status among per- 
sons 12 years of age and older, with an aver- 
age audience estimate of 1,649,000 listeners 
per commercial, Monday through Sunday, 6 
a.m. to midnight. That's according to the 
new RADAR 31 (vol. 2) report released by 
Westfield, N.J. -based Statistical Research, 
Inc. ( "In Brief," July 22). 

Next was ABC Entertainment (ABC -E) 
with 1,461,000, followed by NBC's young 
adult Source network, with 1,361,000. 
Dropping from second place in the fall RA- 
DAR 30 report to fourth in the spring was the 
United Stations Radio Network One (for- 
merly RKO One), which slipped from 
1,527,000 listeners to 1,356,000. Mean- 
while, ABC -FM climbed from 10th to fifth 
with 1,293,000, making three of the top five 
networks -third, fourth and fifth -FM ori- 
ented. 

ABC -I and ABC -E also held the top two 
positions for persons 18 and older, register- 
ing 1,617,000 and 1,414,000 listeners, re- 
spectively. CBS Radio Network, which 
landed in eighth in the 12 -plus demographic 
category, finished third in 18 -plus with 
1,186,000. United Stations Radio Network 
One (USRN One) was fourth at 1,159,000 
with The Source next at 1,149,000. 

United Stations Radio Network One, 
whose primary target audience is 18-49, lost 
its first -place standing in both the 25 -54 de- 
mographic and the young adult 18 -34 cate- 
gory. Among persons 25 -54, USRN One and 
ABC Information switched positions from 
the fall report, with USRN falling from first 
with 873,000 listeners to third with 691,000 
and ABC -I moving from third with 831,000 
to the top spot with 884,000. Remaining in 
second place with 796,000 was ABC -E, 
while ABC -FM leaped from eighth to fourth 
with 600,000. Rounding out the top five was 
the Mutual Radio Network, which inched up 
from sixth to fifth with 590,000 listeners. 

In the young adult 18- to 34- year -old de- 
mographic, USRN One dipped from 
890,000 listeners and first place in RADAR 
30 to fourth with 721,000. The Source 
moved from second to first with 971,000. 
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ABC -FM climbed from fifth to third with 
759,000 and ABC Contemporary dropped 
from fourth to fifth, with 653,000 listeners. 

In cume listening among persons 12 -plus 
(Monday to Sunday, 6 a.m. to midnight), 
ABC Information led with 24,774,000 lis- 
teners, followed by CBS Radio Network, 
23,019,000; ABC Contemporary, 
21,864,000; Mutual, 21,472,000, and the' 
NBC Radio Network at 21,454,000. 

The most -listened -to network radio pro- 
gram, based on average audience estimates 
of persons 12 and older (audience listening 
to commercials within programs), was again 
ABC Entertainment's Paul Harvey News, 
Monday through Friday, at 8:30 a.m., with 
5,386,000 listeners. Paul Harvey's 15 -min- 
ute weekday news and commentary program 
took second, while his weekend edition was 
third, with 4,013,000 and 2,868,000 listen- 
ers, respectively. And Harvey's 3:06 p.m., 
Monday through Friday, Rest of the Story 
broadcast landed fourth with 2,661,000. 
Next was CBS Radio Network's news on the 
hour (Monday through Friday, 6 a.m.) an- 
chored by correspondent Bill Lynch. 

The remaining top 10 programs for the 
12 -plus demographic were: CBS news on 
the hour (Monday through Friday, 7 a.m.); 
ABC Information's 8 a.m. weekday news- 
cast; CBS Sports World (Monday through 
Friday, 6:45 a.m.); CBS news on the hour 
(Monday through Friday, 9 a.m.); and CBS 
news on the hour (Saturday, 9 a.m.). 

RADAR 31 also showed that 76.4% of 
the total U.S. 12 -plus population were 
reached by one or more network radio com- 
mercials per week. That translates into 
147,624,000 persons nationwide. In the 
course of a week, combined commercial au- 
diences for the 18 measured radio networks 
include 78% of all adult men, 73% of adult 
women and 87% of all teen -agers. The audi- 
ence estimates in the survey are rolling aver- 
ages, extending over a 48 -week period from 
May 1984 through April 1985. 

Another PPV 
company enters ring 

David Meister, former senior vice president, 
HBO Enterprises, and president, lime-Life 
Films, and Richard Galkin, former Satellite 
Television Corp. executive, have formed a 
new pay -per -view company, Megacom Tele- 
communications Inc. The company's prima- 
ry focus will be representation of cable oper- 
ators in the acquisition of PPV programing. 
Operators will be charged a "flat fee," ac- 
cording to Meister, determined, among other 
factors, by the number of addressable homes 
reached by the operator. 

Meister, who authored an internal briefing 
book at HBO last year urging the pay service 
to enter the PPV business (BROADCASTING, 
Nov 5, 1984), said last week he thinks PPV 
"will prove to be more desirable [from the 
consumer standpoint] than subscription or 
home video." Timeliness and convenience 
are the key reasons as he sees it. "There's 
more excitement from seeing something a 
little earlier," he said, noting that is the ad- 




