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1f you enjoyed TV’s “North and South” or
you're looking forward to Monday Night
Football, don't dodge the [l

The creative philosophy behind Doner's
commercials for clients such as Perry
Drugs and Little Caesars glve Doner an cdge
with the growing problem of zapplng by
“changing the viewers' atliludes towards

Otherwlse, “you may bite that hand that
5&(!5 you, and commercial TV may bite the

ust.

That's the warning from Michael Bernac-
chl, Unlversity of Detrolt marketing profes-
SOF,

As the number of housholds using remote
control and cable TV increases, and *'the son
of zapper" grows up lo be more sophisticat-
ed, televison sponsors are going to look hard
at spending money on TV when fewer and
fewer peaple are watchlng during commer-
ctals.

The advertlsing industry has several op-
tions in dealing with zapping, (he deliberate
skipplng of cammercials elther by switching
channels or by fast-forwarding (hrough
commerclals recorded on a VCR, Bernacchl
said,

For example, advertlsers can choose 2
diiferent advertising medium at a loss to the
commercial TV viewer. He cites the ciga-
rette industry as an example of resourceful
advertising In print that developed when
smoking ads were banned from tetevision.

ANOTIIER STRATEGY Bernacchi sces is
1o change the “tonal quality of the commer-
clal and seduce, or induce, the viewer to
keep the TV on.”

When sports participants star in the com-
mercials, there is a “gentle, subtic transition
compelling the audience to follow through
the commerelal.”

‘This oceurred In the tennls match between
Billic Jean King and Bobby Riggs. Bo

" Levine belleves.

TOM EICHER, exccutlve vice president
and general manager of Birmingham's
Stane August & Co., talked about his compa-

Fewer watching TV ads

merclal breaks to “provide opportunity for
more first-position commerclal locations.”

[ TAL length is not a
strength, The standard 60-second commer-
clal has lost out to the 30-second spot, and
some commerclals are belng reduced to 15
seconds. The change Is related to commer-
cial production costs, not zapping, but some
belleve it still will be harder to zap a 15-

ny's Increased use of
medla services such as Telmar to help
match audiences with programming.

These resources are able to target ex-
tremely specifie audlences such as “7-foot-
tall, red-halred women, §f that's who uses
your product.” The rationalization is that
while you lose the same percentage of your
audlence, you compensate by doing a better
job of buying media time to begin with.

A recent McCann-Erickson report sug-
gests the need for “minute-by-minute” rat-
ing levels during commerclal breaks, It also
points out that commerclals at the {ront or
rear end of the “pod” (a set of commereials) «
“evldence the least audience loss” One
strategy suggested to counteract the
zappers Is to increase the number of com-

second without missing a part
of a favorite program.

But the McCann-Erickson study disagrees.
‘The ngency says it can document “that
shorter commercials lose audlence at a rate
somewhat greater than longer spots. Thls
will have even greater implications to actu-
al audlence deliveries as the use of 15-sce-
ond tal
over the next two years.”

All advertising agency employees {nfer-
vlewed sald they try to buy front-end com-
mercials for local spots, but Donet’s Levine
docs “not belleve it's being done conslstent-
1y" due to exorbitant costs, Tailoring com-
merclals to specific shows as was done for
the King-Riggs tennls match also tends to be
expensive,

Agencies fight back

The McCann-Erlckson study on zapplng
shows the followlng:

® Commerclals at hali-hour and hour
breaks are far more susceplible to channel
switching than In-program commercials.

th
players appeared in an ad the
merits of flying a particular airllne. Such
commercials, Bernaechi sald, “leave the
viewer scratching his head tu be sure there
was a commercelal.”

Steven Levine, media director ut W.B.
Doner in Southfleld, offers a variation of
thls concept of changing the tone of com-
mercials to malntain viewer interest.

“In a broad range of commercials pro-
duced by W.B. Doner you see humor and

@ Channel. durlrg
is lowest in prime time and highest in sports
programming. .

@ The first commercial in a set has the
least audience loss. The last position [s the
next most favorable. Inslde “pod” positions
generally suffer (he greatest losses.

@ High-rated TV programs yleld more
stable audlences — the lower the program
rating, the greater the average-minute
channel switch during both the program and
commerclals,

o Channel swilching “absolute  polnt
Toss" has not Increased since 1978, But the
average ratings for programs have decayed
more than 15 percent, and therefore, “the
relative ratio for switching is now. far great-
er than it was elght years ago.”

o Heavy zappers are the younger, more
upscale members of the traditionally light-
viewing groups.

Report sees jobless rate
falling for 3 years in state

Look for an inltlal increase in un-
cmployment In the state during the
next quarter but for a gradual im-
provement during the next three
years — at a quicker rate than the
natlen as a whole.

David B. Crary, professor of eco-
nomics at Easlern Michigan Univer-
sity, Is predicting the rise in unem-

ployment because of excessive auto-

Crary's analysis is included in
D

motive inventorics during the flrst
quarter. But he's predicting that
Michj; and other
reglons will experlence better em-
ployment due to the Increasing com-
petitiveness of U.S. manufactured
goods as a result of the reduced val-
ue of the U.S. dolfar.

a ! ] produced
by EMU's Institute for Community
and Reglonal Development, and as-
sumes two major premises. They are
that the U.S. Federal Reserve will be

Please turn to Page 3

Safe, safety deposit box
help stop uninsured losses

Theft Is increasing in many areas,
insurance costs more, and your es-
tate Is growing to the point where
you are wondering were to keep im-

portant  documents and valuable
flems. The Michgian A lati
CPAs suggests you conslder a home
safe, a bank safe deposit box or a
private sceurity vault company.

A few years ago, i your valuables
were stolen you could recover much
of their value by deducting the loss
on your inceme tax return. Under
current tax laws, Lf you ltemize, you
can only deduct casualty losses of
personal-use property that exceed 10
percent of your adjusted gross in-
come and only after subtracting
$100 from cach loss.

You could, however, recoup some
of your losses through your home-
cwner's insurance, which typically
places a limit of $500 or $1,000 de-
pending on the policy, on high-value
items such as watches and jewelry.
For an extra cost, a special pesonal
Items rider would normally enable
you to recaver the full market value
of the stolen ltem.

BUT HOW can you keep your
valuable items, as well as numerous
Imporiant papers, safe and at hand?
The answer depends on just how
many Items you have, how valuable
they are and how often you need to
usc them.

Many people today posscss o
modest collection of necklaces,
bracelets or carrings, plus a few
‘vatuable rings and an cxpensive
watch or two, Add to these items
negotlable securlties and perhaps
.cash or travelers checks, plus Im-
portant documents such as birth cer-

i o

practically speaking

tiflcates, passports, lnsurance poli-
cies, bllls of sale and deeds,

For these who want to keep all
these items safe from fire or thelt, a
home safe may be the answer,

Start with a telephone call to the
better buslness bureau, police de-
partment or any local consumer
group that could help you find a
competent home safe dealer. The
deater wil) help you declde what
kind of safe is needed and what level
of securlty Is necessary. Declde ear-
ly on if you nced a fire-resistant
safe, a burglary-resistant safe or one
that satistles both requirements.

FIRE-RESISTANT safes are
graded for (helr abllity to maintaln
interlor temperatures for certain pe-
riods of time, Underwriters Labora-
torles {UL), for example, refers to
flre-resistant safes as one-, two-,
three- or four-hour safes, Most, how-
ever, will not foil a burglar for very

ong.

Safes providing sccurity offer lit-
tle resistance to high temperatures
but will discourage a burglar, These
safes are rated according lo the time
it takes for a burglar to break in us-
ing comman tools. Some safes guard
against both fire and burglary.

The most common types of safes
fit into a wall or are buried in base-
ment floors. A typlcal wall unit,
about 10 square Inches, might cost
less than $200, plus $50 to $75 for
>

installation. Prlces can, increase
sharply, depending on size and quali-
ty.

IF YOU MAVE some very valu-
able items or {tems that are not used
freuently, you might want to consid-
er o bank safe deposlt box. For about
$20 a year, you can rent abox 2 by 5
by 22 inches. Finding avallable
space, however, may be diffleult.

For those who don't want to walt
for a bank deposit box, a private se-
curity vault firm may be the answer.
Although mare expensive than bank
boxes, they offer 24-hour access,
more sizes Lo choose from and often
provide better temperature and hu-
midity control. Many offer better se-
curlty fealures, too, such as more
up-to-date Identification procedures
and fire suppression systems.

Prices vary but you could expeet
to pay from $50 to $150 a year for a
3-by-5-by-24-Inch box, But renting
space from a sccurity vault compa-
ny to store your valuables could low-
er the cost of your personal flems in-
surance rider, if you have one, be-
cause your valuables are safer there
than In your home.

Finding a safe place for your valu-
ables should allow you to rest easler,
As you sort out your valuables and
your financlal and other. lmportant
papers, take this oppertunlty to con-
tact o CPA nnd together review your
enlire estate,

L

emotion In a unique visual prescntation sim-
ilar to a 30-second video that the viewer
would enjoy watchlng.”
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Experience the Difference
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SurHmer

Intogrity! Tho Ethan Allon diiference. The
traditlon that stands behind our superior
ceaftsrmanshlip, value io rea) sovinps.
‘Wae'to morg than Just a futniture store.
a splondid, timeloas array 0
furnishings Inctuding furniture. clacks.
lighting, wallcoverings, draporios,

- carpeting, rugs, acceasoties ond 30
much mora.

The ploasuics of smpto e . .
homespun warmih abounds in the
autnontc adaptations of cisscal antques
exempidied in out Circa 1776 Collection.
Tnesa pieces aro but a fow of 1ho many sefectons
now al savings dunng our Summer Sate.

3

- - tgh Back Wing Chare {lrom)
with our Charudo Crest ..«
. Drop Leat Cockiad Tal
compliments Oriagon Ena bl .

Qur seaff of professional
[derigners helps tramslate
your drcams and ideas
1o a visual atatement
that Is yours alone.

Qur design service is

always frec of charge.

uvcgll.AEBELT &0 I’N}’ VA?JADYKE

15700 MID!I

Datwoen 64 6 Mia) {between 22 & 23 Mils)
‘ 261-7780 254-5260

feg. Hours MON., THUAS,, FRI. 10-8; TUES., WED,, BAT. 10-8:30

83" Tneee Cushon Sofa {itom)

34" Entecanment Was Unt .

(2) 34" OpoaWsll Unts. oa .

102 Thice Pe Wt System,
ASTNOWNL e s e

Georgetown Manor
Your Ethan Allen Gatiery

Romembor, anly Elhan Aflen Gallerios sell Ethan Allen home furnishinga.

NOW OPEN SUNDAYS
1:00-5:00 p.m.
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