
Mondays. Demographic research indi- 
cates that the Cinemax audience skews 
slightly younger than HBO's and is 
more apt to be watching earlier in the 
weekend. 

As far as support promotion, HBO/ 
Cinemax typically supplies each partic- 
ipating system with free direct mailers 
to alert the basic subscriber to the 
preview, free bill-stuffers and TV spots 
the cable operator can run during local 
avails. In DMAs where over 70 percent 
of the systems agree to participate, the 
service buys local broadcast television 
time to run the spots. The only cost to 
the operator is usually just the stamps 
on the direct mail. The promotional 
support Showtime/The Movie Channel 
provides to affiliates utilizes more tele- 
marketing; Disney makes heavier use of 
print ads. 

All the pay services flash an 800 
number during the interstitial time be- 
tween preview programs, while a ce- 
lebrity, usually a star of one of the fea- 
tured movies, plugs the service. Cable 
operators collect the names and ad- 
dresses of potential subscribers. The 
Disney Channel goes as far as flashing 
its toll -free number intermittently 
during its programs. The subscriber 
leads are faxed to the appropriate cable 
system the next morning. Showtime of- 
ficials say 63 percent of those who call 
its 800 number sign up. 

For its annual pre -Christmas preview 
this past holiday, Disney juiced its 
phone pitch with incentives. All 800 
number callers received a card stating 
that cable system XYZ will contact 
them by a certain date. Then, if the 
caller did add The Disney Channel, he or 
she received a free 1990 Disney ani- 
mation calendar by mailing in proof of 
subscription. 

Local systems don't mind getting tips 
on where to find new subscribers from 
the national pay channels, but most 
systems say the brunt of their free 
preview response comes locally. "Some 
people call the 800 number," says Bruce 
Neslaw, general manager of Times- 
Mirror's Dimension Cable in Pioneer 
Valley, Mass., "but the vast majority 
call us the next morning in our office." 
Neslaw says he gets a good local re- 
sponse without even putting the 
system's local phone number on the 
screen during previews. In Pioneer 
Valley, he explains, everyone knows 
who the cable operator is. 

In contrast, Stuart Gorenstein, v.p. 
of marketing for ATC's Capital 
Cablevision in Albany, N.Y., produces 
local cut -ins encouraging people to call 
the system directly. "We've found that 
local numbers draw the people better 
than 800 numbers," he says. 

Systems also participate in occasional 
company -wide previews initiated by the 
MSO and endorsed by one or more pay 
services. Times-Mirror, for example, or- 
chestrated a combination Showtime/ 
Disney preview last year. But it's more 
common and in many cases more ef- 
fective for individual systems to work 
out their own adaptation of the free 
preview with the pay supplier directly. 

In one such case, United Cable of 
Santa Fe, N.M., was not getting good 
results from the standard national free 
preview campaigns. So marketing 
manager Laura Pace went to HBO with 
her own idea of how a free preview 
should work. United Cable got together 
with Jones Intercable in Albuquerque to 
air three hours of HBO programming, 
which the service provided, on local 
broadcast stations in exchange for pur- 
chasing advertising time on the stations. 
They did these "freeviews," as Pace 

preview November 26 -December 3, 
than with a preview. Both Gorenstein 
and Disney's Wszalek think Disney's 
success with previews has to do with 
people's perception of the channel vs. 
the reality of it; they realize Disney isn't 
just a kids' service once they sample it. 
Gorenstein also credits Disney's impec- 
cable holiday timing. "It's a great time 
for the kids to watch Disney and go, 
`Mommy, we want Disney!,' " he says, 
"so they get Disney for Christmas." 

With all its variations, the free 
preview is also viewed as a weapon to 
combat the slow periods for sub growth, 
the first and third quarters and the 
whole summer. HBO's Levy says that 
the previews are an attempt to even out 
the waves in the fluctuations of sub- 
scriber activity to gain a more pre- 
dictable subscriber level and revenue 
stream. 

But the pay services can't always 

Systems offered a free Showtime upgrade to subs who gave $10 to help Bay Area earthquake victims. 

calls them, twice: once on Fox affiliate 
KGSW-TV and once on indie KKTO-TV. 
Pace says both times the response was 
"phenomenal," compared to regular pre- 
views. The first netted 69 new subs and 
upgrades and the second 93 for the 
11,000 -sub system. Pace is now planning 
freeviews for the other pay channels. 

But this type of pay service pro- 
motion on a broadcast station does not 
always run smoothly. I asst August, Fox 
Broadcasting faced an insurrection of 
sorts when many of its affiliates chose 
not to air the network's three-hour HBO 
program promotion. 

And most system marketing di- 
rectors, such as Capital Cablevision's 
Gorenstein, say the traditional national 
previews work fine. Gorenstein insists 
that he has no better way to sell The 
Disney Channel, which ran a holiday 

fight the allure of mother nature's beau- 
tiful summer days with a free preview. 
Operators agree that summer is the 
worst time to run a preview because 
fewer people are home watching TV. 
"Disney tends to do a preview in April 
every year," says Gorenstein, "and up 
here in the Northeast the weather is 
just getting nice. It usually doesn't do 
too well unless it's pouring rain 
outside." 

Gorenstein emphasizes that with free 
previews, timing is everything. Even 
the best marketing plan can always use 
a little luck in the timing department. 
"The best Disney preview we ever had 
was two years ago," says Gorenstein. 
"We had a freak snowstorm that kept 
everybody inside watching television 
during most of a free preview, and we 
got a great response." 
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