
Networks hit summer doldrums 
Record lowest -ever shares; 
cable, independents divvy 
up credit for inroads 

ABC, CBS and NBC suffered an all -time 
low combined 55% share of total TV 
households over the last half of July and the 
first week of August. That erosion is a topic 
familiar to network executives, while pro- 
viding cable television, the Fox programing 
service and independent TV programers the 
opportunity to explain how their counter - 
programing moves have been taking bites 
out of the Big Three. 

Nielsen's July "Status Report" to the 
cable industry reported that network- affili- 
ated stations accounted for a 57% share of 
the total prime time TV universe for the 3I- 
day period (a decline of one percentage 
point from the 58% of July 1988). All other 
sources (independent commercial stations, 
basic cable originators, pay cable services 
and public TV stations) recorded a corn - 
bined 50% share of the viewing audience. 

Bob Niles, vice president of research for 
NBC, downplayed the share decline, saying 
the networks "have not lost reach, they 
have lost frequency," and pointed to the 
historic summer 
the three past summers (1986 -88), each of 
which saw 11- to 12 -share-point declines 
from the networks' fall prime time show- 
ings. "With a nine- to 10 -point share loss 
this summer, we're starting to fall back to 
the smaller share losses of the early 
1980's." Niles estimated the full season 
share average would be about 64%. "We're 
still the reach vehicle," he emphasized. 
"The only difference is that if I held a party 
today and the same number of people were 
invited as 10 years ago, they would show 
up but probably wouldn't be sticking 
around as long." 

CBS's Vice President of Audience Mea- 
surement, Mike Eisenberg, agreed with Ni- 
les's assessment that the networks sell rat- 
ing points and not shares to prospective 
advertisers. "There is not one cable net- 
work that will deliver 100% of the audi- 
ence. Only seven of the 23 basic cable 
services are achieving over 50% penetration 
(of total U.S. TV households). In one sim- 
ple shot, the broadcast networks can deliver 
100% of the country." 

In terms of 1988 -89 advertising revenue, 
Eisenberg said free TV will have combined 
ad sales revenues of over $4 billion (the 
three networks and FBC), with CBS gener- 
ating $1.1 billion in sales. Niles said $1.7 
billion will be added to NBC's coffers, and 
estimated ABC should earn $1.2 billion in 
gross advertising sales. 

Network executives have watched their 
share drop from 91% for the 1976 -77 sea- 
son in all TV households to a 66% 1987 -88 
average, and Fox Broadcasting affiliates' 

airing of original summer programing may 
have additionally turned up the summer 
heat. 

"All the networks do during the summer 
is air busted pilots," said Jon Mandel, vice 
president and associate media director. 

Expanding universe 
While network shares are declining, 
there may be some consolation in the 
news that Nielsen Media Research 
will revise the value of a rating point to 
921,000 homes, a 1.9 percent in- 
crease over the 1988 -89 season fig- 
ure. A Nielsen spokeswoman con- 
firmed that the research service will 
upgrade the rating August 28, reflect- 
ing the growth of the country's televi- 
sion universe to 92.1 million house- 
holds. 

Last year, Nielsen raised the value 
of the rating point 2.0 percent (to 
904,000 households per point), when 
Alaska and Hawaii were included for 
the first time in the national household 
figures. 

Grey Advertising. "The American public is 
not stupid. Network thinking is, 'Why 
should I do original programing in June 
when the HUT levels are down ?' It's about 

the same kind of thinking Detroit used to 
have about competing against the Japanese 
in the automotive markets." 

During the July sweeps period, Fox 
rolled out original episodes of Totally Hid- 
den Video, America's Most Wanted and 
Cops. It gave the program service a July 
rating increase of 110% over July 1988. 

Fox Affiliate Board Chairman and KTXL- 
TV VP and General Manager Michael Fish- 
er credited FBC executives for "developing 
a strategy that has vastly increased sam- 
pling" of the program service's shows. But 
also, as an independent station executive, 
Fisher added that "it is the best of both 
worlds" to be able to get 20th Century Fox 
product and "concentrate programing dol- 
lars" on other locally originated programs. 

From April 24, 1989, to August 13, 
1989, Fox garnered an 11 share prime time 
average in Nielsen overnight ratings. NBC 
scored a 23 share average, while ABC and 
CBS earned identical 18 share averages for 
the same period. Basic cable services pulled 
in a 14 share average, and independent TV 
stations accounted for a 23 share tally. But, 
according to Sue Rynn, research director 
for the Association of Independent Televi- 
sion Stations (INTV), Fox's share numbers 
should be combined with independents, 
since its affiliates air fewer than 15 hours of 
national programing. 

"Without the 200 or so indie stations, 

Talk trial 
Bohbot Productions is testing a new program, Girl Talk, designed as an afternoon 
transition vehicle (from children's programing to adult programing). Girls 8 to 18 years 
old are the target audience. A package of five half -hour episodes has been cleared by 
stations covering 80% of the country, according to Bohbot executive vice president 
Shelly Hirsch. Stations in the top three markets carrying the show include wPix -TV New 
York, KrTVfrvl Los Angeles and WGN -TV Chicago. Stations will air the program over the 
next four weeks and repeat the episodes in November or December. The program is 
hosted by Soleil Moon Frye (Funky Brewster) and features interviews with teenage 
celebrities, singing, dancing, fashion news and more. According to Hirsch, if the test 
goes well, Bohbot expects to offer it as a strip for the 1990 -91 syndication season. 
Bohbot Communications is one of the leading buyers of advertising time in children's 
television. 
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