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Dear Friends: N

o s e Creanng New
seen a new and formidable arsenal

of weapons in the battle for ad
dollars, with DBS, the information
highway, interactive services, TV
network affiliate bartles, new
cable network launches, radio
duopolies, Telcos, selective con-
sumer databases, home shopping
.. . the list s seemingly endless.
And let's face it, folks . . . we
haven't seen anything yet!

There's never been a better
time for credit departments to
reengineer themselves (o accom-
modate non-traditional advertisers
and the potential increase in their
customer base. Take a hard look
at your credit policy, internal sys-
tems, credit apps, and terms and
conditions. Now is the time for
business deparnnments to take a
proactive role in helping their
comprinies o become more lexd-
ble and o move extremely quickly

. . qualities that will be increas-
ingly critical to a company’s sur-
vival as the slices of the advertis-
ing pic continue to get slimmer.

O our calendar this summer
are the Cable Advertising Bureau
Conlerence, July 16th through
19th in Lincolnshire, Ulinois, and
the Georgia Assoclation of
Broadcasters, August 5th through
Tth in Auggusta, Georgia.

Have a terrific summer and
best wishes,

-

Pete Szabo, President
Srabo Associates, Inc.

Revenue Streams

New Challenges Confront
Media Properties in the "90s

Plush moose, anyone? Don't

laugh—The holiday season promotion

offering products that ted into the
weekly television series Northern
fposure attracted tens of thousands
of consumers while creating a data-
base worth a gold mine.

The promotion was advertised in
Misecomd spots during Northern
Exposure episodes. Viewers called an
B0 number for the products, and
were then entered into a compaler
dlatabase 10 be used lor further marker
research purposes. This innovative

kind of promotion is just one example

of how networks, and media in gener-
al, are attempting Lo stay competitive

in the “H's by creating new streams of

EVETIE,

On the local level, television soa-
tions have sought 1o create new rey-
enue streams while addressing their
advertisers' demands for value-added
SErvice.

“We try our best (o anticipate our
clients” perceptions of value-added
service,” says [ohn Shine, General
Manager of KIMT Television in Mason
City, lowa. “Our challenge has been

cial events. Sponsors receive a "hill-
board,” or sponsorship acknowledg-
ment, al the program's open and
close, as well as a 30-second com-
miercil within the program. In
Shine's view, the value of a station is
driven by such programming,

“AS YOUIF WS BOES, S0 JOCS your
station,” he says. “If you are a
keader there, it follows that you
should get more dollars for ime
because the advertiser receives
more value, For example, here in
the Midwest, weather is obviously
important to people. That makes a
sponsorship of our weather pro-
gramming extremely vahoable, And
because there are only so many
such opporunities available, these
sponsorships are constderad very
prestigious advertising vehicles.
Owr salespeople also like them
because it gives their advertising
accounts additional aliernatives,”

Shine: believes that welevision is
still the most powerful medium
available. “Rates are higher now,
not lower," he says, “We shoukd
continue 1o rise rates as we have in

to muaximize the value of television the past because of the value of ele-

advertising so that clients will buy vision."

more.” As far as future trends, Shine rec-
KIMT has created new revenue ognizes the increasing number—

streams through sponsorships of and success—of “info-mercials,” 30-

news, sports, and weather program-

ming as well as sponsorships of spe- —continued o page 2
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minute commercial programs. W
have: them,” he says. And people
watch them.”

At the network level, deals are
now being made between networks
that were not possible in the “old
days™ because of resirictive FCC
regubitions. For example, this fall, a
new television series called “The
Boys are Back” will premiere on
CBS. What represents a deparure
from tradition (and a growing
trendd ) is that the series will be pro-
duced by an independent produc-
tion division that is wholly owned
by another network, ABC. Recently,
GBS also entered into an exclusive
value-added marketing relationship
with Prodigy, the on-line computer
service company, 1o provide interac-
tive communication between adver-
tisers and Prodigy subscribers,

some of the most exciting oppor-
tunities for creating new revenue
streams have tiken place in the
cable ndustry.

“Piggrvback publishing” is an ex-
ample of how the cable television
mexdivim has "crossed over” inio
ancther medivim — print — o
create new revenue, Some piggy-
back publications in the cable indus-
try have surpassed the value-added
intent of their predecessors and
have become positioned as profit
centers, An example is Country
America, designed for people who
like country living wnd country
miusic indd which includes a program
guiche 10 The: Nashville Network

In an era of reduced government
funding, public wlevision stations
have: also jumped on the pring
bandwagon to boost sagging rev-
enues. WNET, a New York City-
based station, was the lirst pulilic
broadeast company in the country
toy use i catalog for fundraising
The successful campaign repre-

sented i departure from the tradi-
tional methods thar public television
stations use (o raise money—asking
for contributions and giving awiy
prischucts a8 premiums,

And speaking of departures from
tradition, WGBH in Boston, one of
public television's most prominent
ant| innovative stations, is entering
this year into a new and potentially
lucrative territory by staming a series
of toys, games and other products
biasedl on some of the station's popu-
bar programs, including Nowa, This
Ofd House, and The Victory Garden.
The games are the first of dozens of
proclucts that are planned for sile

mationwide. While: WGBH would like

to sell the products through retail
chains, it is especially interested in
specially stores and museum gili
shops.

One of the most exciting aspects of

cable is that it can offer adverrisers a
multi-media approach to advertising
within the cable environment,
Around 1991, we realized that
achvertising sales, in the form of radi-

tiomal commercial spots, were just the

tip of the iceberg as far as opportuni-
ties were concerned,” siays Jerry
Cruchna, Corporate Vice President/
Satles of Jones Intercable, Inc, in

Denver, Colordo. " Traditional adver-

tising vehicles, like print, are now
avallable 1o the cable subscriber uni-
verse through cable

“For example,” says Caochina, “the
late "Bils saw the advent of digitteed

still frame photo channels thar e
peted specific interests, such as real
estate, autn, and gencral retail,
These ‘photo classified channels®
have done well and have evolved
fnto an integration of real-time
video and still-frames. This technol-
ogy has made it possible o pro-
duce appealing programs, such as
community bulletin boards and
church programs, at low cost”

Cable programmers also use
900 numbers o offer value-added
information, conduct contests, and
even for lundmising.  Although
reaction to risque and scam con-
sumer lines temporarily bruised
the industry, many basic cible net-
works are successfully incorporat-
ing 900 lines into their business
Some use the lines on a 24-hour
basis, while other use them only
for promaotions.

As an example, for about a dollar,
subscribers can dial up the Weather
Channel’s *Connection” service for
quick weather information on 650
LS. Cities or 300 locations over-
seas. Callers who don't want a
wesither update can play trivia
games for prizes donated by TWC
advertisers.

Cruchna believes that, by the
vear 1995 or 1996, advances in
cable technology will usher ina
rumiber of new cable advertising
options. "W are now on the
threshold of new technologies that
will expand the reach of advertising

collector’s corner

“Collector's Corner” is our readers’ forum [or suggestions, comments,
and ides swapping. I you have information to share or input on how our
newsletier can better serve you, please write or call
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to cable subscribers,” he says.
“Interactive programs, such as video
Yellow Pages and video classifieds,
will become available by request o
cable subscribers. The information
provided by these interictive ser-
vices will be free to subscribers,
while advertisers will be charged a
low monthly rate plus an additional
charge for each interaction.”

“We have been aggressively crest-
ing néw revenue streams for the
past five years,” siays Al Feech,
President and General Manager of
WVKLYWSNY Raclio in Columbus,
Ohio.

WYROAWSNY has excelled in cre-
ating revenue from vendor pro-
grams as well as from the sale of sta-
tion items (packages of specialty
items marketed through its data-
bise mailing list and through dis-
plays at events).

Vendor programs are threeway
veniures involving manufacturers,
retailers, ind media in which all
parties benefit. “Our vendor pro-
grams are funded out of special pro-
mationl money i opposed (o
regular advertising budgets,” says
Fetch, “The advertising messages
are grouped and presented in the

context of a complete, sell-con-
tained program, which is an effec-
tive yet unoblirusive method to sell
a product,”

WVEOMWSNY employs two vendor
specialists on staff who work in tan-
dem with the station's account execus
tves 1o put a program together. The
venidor programs at WVEO/WSNY
have been very successhul in gener-
ating new business, and other sta-
tons have attempted to emulate
their success.

“The problems arise when stations
focus oo much on vendor pro-
grams,” says Fetch. “Our main busi-
ness 15 selling advertising, and 90 per-
cent of revenwes should come from
trachitional advertising sales.”

Advances in video technology have
incressed the challenges of pring
meddia to create new avenues for
profit.

Mike Ward, Credit Manager of the
St Petersburg Times in St. Petersburg,
Florida, cites three areas in which the
newspaper has created new sources
of revenue

"Ahout a year ago, we created the
Temes Ling," known in the industry as
“audlio text,” says Ward. "People can
phone in 1o receive informetion on a

"WE DIDN'T FIND THOSE NEW REVEMUE STREAMS YU WERE TALKINE

ABOUT, BUT WE SURE. BAD A SWELL TIME. LOOKNE FIR THEM."

&)

varicty of subjects—weather, stock
market, horoscope, and other arcas
of human interest, First they hear
the advertiser's message, then they
can choose their area of Interest,

“Secondly, our “alternate delivery’
service allows us to compete with
the: post office for the delivery of
periodicals,” says Ward. Legally,
under the postal Private Express
Stamtes, catabogs of 224 or more
pages, magazines, and saurtion
muailing can all be privately deliv-
ered. "It takes only three 1o four
hours per dity to deliver newspa-
pers,” says Ward, “Alternate deliv-
ery’ uses the same network, which
atherwise would remain idle for the
rest of the day."

As a third source of additional
revenoe, the Times also delivers
product samples o subscribers with
its Sunday edition.

“We look ar this issue a bit differ-
ently,” says Neil Perlman, Vice-
President and General Manager of
Entrepreneur magazine in lrvine,
California. “Many publishing hous-
3 have been forced to create new
PEVENLE SOUNTES 45 a2 matier of sur-
vival, but we sell more pages of
advertising than any other monthly
publication, with the exception of
Vogue "

Periman views his company’s
development of additional sources
of revenue as a way 10 provide more
products and services to their con-
stituents rather than as a device for
replicing lost revenue.

“If our customerss want monthly
information, they subscribe m
Brtreprenenr magazine,” he says,
“If they want direct on-line informa-
tion through thetr computer, we
provide a forum through Compu-
Serve and Prodigy. If they want fce-
t-face communication with adver-
tsers, we have five expositions
where aur advertisers are exhibitors
and our readers are attendees. 1
they want a more permanent for-
mat, we have 180 book titkes that
will be available in every bookstore
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in the country by next year. And
finally, we can provide information
in a machine-readable format with
our CD/Rom products: the Small
Business Advisor, a complete com-
pendium for the small business
owmier, and CD/Rom versions of our
180 business guides, which will be
sold through sofrware retailers and
hooksiores,

“We have been in the business
publication and direct mail business
for 20 years," concludes Perlman.
“New technology has given us the
oppormunity © expand business and
serve our customers with a broader
range of services,”

The “™)'s are a time of great cre-
ativity for media. Oprions for gener-
ating new revenue streams have
expanded s a result of exciting new
developments on the technological
front, while media are encouraged
to explore the limits of their capabil-
ities 1o provide more “value-added”
service than their competitors. 1t's
truly an exciting era of change—and
opportunity—ior all of us in the
media industry!  +
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Why We Work the Way We Do
Value-Added Services

Specializing in media is obviously
very helplful 1o us in collecting re-
cetvables—but it's had valuable
{ringe benefits to our clients as well

By reorganizing into divisions
devoted o individual media, we've
been able to concentrate even
more on your individual needs. We
offer services no other collection
service can offer, We call thess
“walue-added” services because our
clients can use most of them at no
additional cost

One of the most valuable is our
darabase on advertisers and agen-

cies. It's the world's most complete.

It contains information from our
own firsthand experiences with
more than 170,000 firms., It's avail-
able to our clients withour any
added charge,

Another kind of data that can be
helpful 1o you is contained in our
Corporate Management Reports,
available to clients on request. [t
can help you track our activities for
all your properties. Because we
never purge any of your historic
data, we can quickly provide year-
to-date or historical reports in a
varicty of formats.

@8zabo Associates. Inc. 1994, All
rights reserved. Materials may not
be reproduced or transmitted
without writtén permission.
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General industry information is
available to you in the form of sur-
veys on DSO, aging and bad debt
In addition, our Library Resource
Center contains a unigue and
extensive collection of informa-
tion on subjects such as
debtor/creditor righes, ad agency
andl advertiser liability,
media‘advertising law and perti-
NENt Clses.

Those are just a few of the
value-added services available 1o
Szabo clients. Others include
accounts receivable management
services, recommendation and
supervision of legal counsel, assi-
tance in debtor bankrpicy
actions induding creditors” com-
mittees and bankrupicy court,
electronic data interchange, and
international collections,

Many companies would pay a
considerable lee for services like
these—but at Szabo, they're an
added value 1o our clients. We
don't know anyplace else you
could find them, because we
don't know anyplace else that
does so much o gather informa-
tion on the media industry. +
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