Industry experts scy. yes
TV viewing 1o become fragmented?

By Tim Richard
staff writer

For decades, television has been
known as a “mass medium.”

No more. With the advent of sub-
scription cable TV, the market will be-
come fragmented. No longer will one
or two or three dominate
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‘We think that pay cable . . . will
ultimately go the historic way of all
informational and entertainment media
and accept advertising in some

measure.’

the market.

Advertisers will have a tougher time
reaching a mass audience. But those
who know how to “target” their audi-
ences will do well.

Americans will watch more hours of
TV each day. They will pick and choose
freely between commercial network
and subseription cable channels. .

THAT PICTURE of trends in the
1980s and '90s was painted this week
by an advertising specialist and a net-
work vice president.

Edward N. Ney, chairman of Young
& Rubicam, which places millions of
dollars of commereials each year, and
Frederick S. Pierce, executive vice
president of ABC, told the Detroit Eco-
nomic Club it was easier to spot trends
than to put number values on them.

“Cable TV is in 30 percent of the
homes in America,” said Ney. “At this
time, there are no — sob! ~ commer-
cials on pay TV. The operators and pro-
ducers of those services swear that
‘twill ever be thus.

“We say different. At Y&R, we think
that pay cable . . . will ultimately go
the historic way of all informational
and entertainment media and accept
advertising in some measure.”

Pressed by newsmen for a date when
advertising would come to cable TV,
Ney rolled his eyes and answered,
1986

THE ADVERTISING executive
raised three questions facing mark-
eters watching the growing number of
communities with cable TV:

@ “Will technology create so many
new channels of information and enter-
tainment that the homegeneous mass
audience, as we know it, will be signifi-
cantly fragmented? Yes.

@ “Will that same technology force
advertisers and agencies to devise new
market profiles, media standards, cast
measurements and quality evalua-
tions? Yes.

® “Will creative techniques have to
be invented to match the new interests
of the new customers? Yes.”

Asked for examples of these “cre-
ative techniques,” Ney said cultural
and arts programs would be poor vehi-
cles for detergents but better for TV
sets and Lincoln autes. Commercials on
such programs would be longer, con-
tain more facts and be lower-key.

Y&R already has found that movie
house advertising must play to a
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Hack Shoes

OF AMERICA’S
MOST COMFORTABLE
SHOES FOR WOMEN

younger audience — 18 to 30 — than
TV ads. Movie house ads “must be live-
ly, should contain some humor and
can't be stuffy,” he said.

CAPLE TV will bring a whole new
market of viewers, Ney said.

“Those {(homes) with just basic cable
watch 6 percent more (hours) than the
average U.S. television home. But those
with pay-cable watch 22 percent more.

“And just to stretch credulity, try
this statistic: In late-night fringe time,
homes with pay cable watch 48 percent
more than the average non-cable
household.”

But if the news was good for viewers,
it was bad for advertisers. Ney went
on:

“Advertisers may, unfortunately,
wind up paying more for less — in copy
testing, audience research and product
information. But they may wind up
trading efficiency for effectiveness.”

IF A COMMERCIAL network should

be running scared, ABC's Pierce wasn't
admitting it.

“The networks will have a smaller
share of a larger viewing pie,” he pre-
dicted. Thus, if ABC-TV has 10 percent
of all households an any hour of the
day, that share may shrink to 9 or 8
percent by 1990. But the number of
households watching TV will be signifi-
cantly larger.

Network programming will have to
de-emphasize repeats and come up
with more original programs. Major
offerings such -as' “Rich Man, Poor
Man,” “Holocaust” and “Winds of War”
(the last scheduled for next season) will
lure viewers away from pay-cable to
commercial networks, he said.

ABC IS hedging its bets, he said, by
offering two cable services itself.

One is “Arts,” which has three hours
an evening of cultural programming.
“These audiences may be smaller,” Pi-
erce said, but the demographics can be
beautiful. Sixty percent of the arts au-

dience are college graduates — four -

times the national average. Almost
half have incomes of more than $30,000
a year. And one in every six among the
arts viewers has published books or ar-
ticles.

. “Cable is clearly a demographic me-
dium and uniquely able to meet specif-
ic program and advertiser needs,” he
said.

FRENCH CAMP PROGRAM

at
Roeper City and Country School
Day Camp
for children, ages 8-11
Two Weeks: August 2 thru 13

Intensive language instruction by native-speak-
ing French teachers in a camp setting.

DU MOUCHELLE’S
ESTATE AUCTION
at the galleries
Friday, April 23rd at 7:00 p.m.
Saturday, April 24th at 11:00 a.m.
Sunday, April 25th at 12 noon
featuring
Selected Antiques formerly belonging to the Estate of

Alfred Glancy the Estate of Julia McKinney and an-
tiques belonging to Mary Alice Royer, Adrian, Michigan

SUNDAY FEATURE - Exquisite diamond jewelry
for discriminating taste:
Sale also includes; Harriet Frishmuth bronze eatitled “The Star”., Picosso drypoint and lithograph.
etchings by Brockhurat, fine antique sterling silvee and oriental rugs. FABERGE and Russi
vermeil and enamel. Japanese woodblock prints. La Verre Franeais art glass vase. over 900 unustal
‘pieces in this exhibition.

DU MOUCHELLE ART GALLERY
409 E. Jefferson Detroit, Michigan 48226 313.963-6255

Now at Saks Fifth Avenue Troy:
Germaine Monteil's Passport
to Beauty Workshop

Anexciting new ideain beauty workshops,

designed with you in mind. Our trained

professionals will give you a personal skin analysis

and assist you with new, easy to learn make-up

techniques that enable you to create your own
“new look" again at home or away.

Workshop Dates

Wednesday, May 5: 10 AM-12 Noon » 2 PM-1PM
Thursday, May 6: 10 AM-12Noon » 2 PM-4PM
Friday, May 7: 10 AM- 12 Noen

Your $12.50 entrance fee entitles you to our
Passport to Beauty Case with personalized skincare
products!

Call643-9000, ext. 295, to make your reservations
Cosmetic Collections, First Floor, Trey

For information call:

642-1500

Come see the newest Spring styles and colors. Mr.
Charies Schuyler, President of the Drew Shoe Co. will be
in attendance to answer questions and assist you in your
selection. .

Friday & Saturday, April 23 & 24

235 Pierce « Birmingham
+$10 OFF on Drew and Locke paid orders only.

Somerset Mall, Big Beaver at Coolidge »Fairlane Town Center, Dearbosn J

Save on Wiggs Entire Collection of

Wall Units

Superb designs...excellent choice of woods & finishes
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From our Tudor collection:

Rural English Oak Wall Units

designed to encircle your room

¢ The ease with which this handsome BURLINGTON Tudor Manor Wail
Grouping can fit your room is unbelievable! As you can see...the group can

i go around corners, can fillin a straight wall, can go as large or as small as

i you desire with grace. The design s Tudor English in Tudor finish on oak with
leaded antique glass windows, lighted interiors and some adjustable

i shelves. Shown: 18" corner units, 30" and 45" modular units and one

1 corner filler. Sale ends 5/30.
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11 Unfis, as shown.....SALE $3300.

(Units may be purchased separately at sale prices)

Thisis just one of aur

) . complate Wall Unit Groups

H ALL ON SALE from $1,000 to $8,000
(for 3 pieces to 10 pieces)

TAFFY-COLORED TOPPINGS FOR SUMMER. Two blouses of combed cotton for cool

. wcvars ¢
] Visa, Mastercard cornfort on the sunniest days. Left: banded collar blouse buttons down the front. in
' or Wiggs 1-2-3Plan. pink, blue, yellow and white, $34. Right: the tuxedo blouse, pleated bib and wing tip
' i ?n%i‘l.”.‘ﬂ%' Thurs. collar. White, beige and taups, $43. Sizes 6 1o 16. In The Woodward Shops for Women
7 f/ ’ at Hudson's Northland, Pontiac, Oakland and Twelve Oaks stores.
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