











































































































































































































































































































increases to 2 million households, the unit cost become only 50 cents
and so on. The broadcaster, like the newspaper or magazine owner,
can charge move for his commercial minutes because he is offering
a larger audience to the advertisers, but unlike his competitors in
the print media, the broadcaster's unit costs a rays f. 1 once
break even point has been reached., (This is not to say, of course,
that overall costs decline; in fact, overall production costs on
most television shows have been rising at an average of 8 percent
a year).,

The above is only given as a s 1ple example, of course,
but it shows why the broadcasting industry can make a lost of money
when audience size increases. The bigger the audience in broad-
casting, the higher the advertising rates, the smal :r the per
unit costs, and the bigger the profit per program. This is why e
broadecasting business is tied very much to numbers--numbers§ of homes
with television sets turned on, numbers of people watching or li:s :n-
ing.

To put the above more scientifically:

1. Veolatility--A small percentage increase in

price (resulting from or following an improvement

in ratings) causes a large percentage improveme:

in profits, This profit is usually around 85 cents

on every dollar--the 15 cents being paid to adver-

tising agencies as commission,

2, Profit Effect--After break-even point has been

veached, 85 percent of the additional revenue falls

to the bottom line as profit., Conversely, to the

extent that break-even point is not achieved, 100

percent of the revenue shortage is reflected in a

bottom line loss.

In other words, the broadcasting industry presents great

opportunities for windfall profits if a program earns ratings

popularity, or it can result in great losses if a -ogram is un-

popular and does not reach break-even,
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Archie's Fun House grossed $2,434,200 in 4 months, selling 181
minutes of advertising, an average of $13,448 per minute. Biggest
advertisers: Mattel - $656,500; Quaker - $322,500; General Foods -
$224,300; Topper - $205,700; Kellogg - $161,800; Ide: Toy - $123,000.

Archie Comedy Hour grossed $3,832,300 in 9 moni 3, st ling 495

minutes of advertising, an average of $9,462 per minute. Biggest
advertisers: General Foods - $811,400; Topper - $417,300; Quaker -
$351,000; Mattel - $336,300; General Mills - $269,400; Kellogg -
$210,400; Miles Labs - $180,600; Nabisco - $176,000; Ne 1& - $175,500;
Bristol-Myers - $167,200; Borden - $125,000.

Together, all the programs 1 :ted above grossed $33,452,800 in 1970,
with a total of 4,105 minutes of advertising, an average of $8,149
per minute.

In addition, CBS presented C~~tain Kangaroo from 8 to 9 a.m.
daily, Monday through Friday for pre-schoolers as part of its regu-
lar children's television schedule, In 1970, the show grossed an
estimated $6,591,800, carrying a otal of 2,010 minutes of advertising,
at an average of $3,379 per minute. The biggest advertisers were:
Kellogg - $1,912,400; General Mills - $531,200; Colgate-Palmolive -
$491,800; Bradley Milton - $447,500; ristol - Myers - $416,200;
ITT - $312,500.
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So although NBC does poorly in revenues from its regularly
scheduled Saturday morning children's shows, the network is able to
bring up its revenue because of its prime-time children's program,

Wonderful World of Disney. The Jacques Cousteau prograr , aired

by ABC, are thought to be primarily adu . interest but nonetheless
usually attract a good children's audience because the programs

are scheduled periodically at 7:30 p.m.

4, TMPACT ON PROFITS OF A EDUCTION "7 ~~*"{ERCIAL TIME ON NETWORK
CHTILDREN'S PROGRAMMING.

There are two important deductions that are made from gross
advertising revenues, and these must be considered before going on
to see what kind of rofit is generated by children's programming
and before attempting to see what impact a reduction of mmercial
time might have.

The first deduction is quite simple and straightforward:
is a 15 pe;cent commission paid to the ad agencies 1at | ace the
advertising with the network or other broadcasting organization.
This 15 percent commission s deducted from all gross advertising
receipts. Although it is a cost, it is ment med here because it
is a cost directly associated with revenue, rather than a cost of
programming or an operating cost.

The second deduction from advertising revenue is station
compensation, and this a slightly more complicated deduction. Put
simply, it is a deduction of up to 20 percent from all television
network advertising and it is paid to affiliates and owned stations

in the form of compensation to them for broadcasting network
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All of these factors militate against diversified programming
for children and the resu : has been the weekend diet of cartoon
material

The Ratings

A glance at some of this season's program ratings for netwo <

children's shows will tell us what programs children are watching:







emerged:

10:00

10:30

11:00

11:30

12:00

12:30

1:00

For the fourth quarter

NBC

Barrier Reef
Av, Share : 14

Take a Giant

Step
Av, Share : 12

The Bugaloos
Av, Share : 13

Mr. Wizard
Av. Share : 15

The Jetsons
Av,. Share : 23

Local Time
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of 1971, the following viewing pattern

CBS

Pebb
Av. Share : 35

Archie's TV Funnies

Av. Share : 47

Sabrina The Teenage

Witch
Av, Share : 54

Josie and the
Pussycats
Av. Share : 47

The Monkee
Av. Share : 40

You Are There
Av. Share : 28

CBS Children's
Film Festival
Av, Share : 28

:s and Bam Bam

ABC

Bewitched
Av. Share : 36

Lidsvil
Av. Share : 32

Curiosity
Shop
Av. Share : 24

Jonny Quest
Av., Share : 24

Lancelot Link,
Secret Chimp Hour
Av, Share : 22
American
Bandstand
Av, Share : °7

Source : Nielsen Seasonal Average Shares/ Nijelgen Nationals.
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Age specific programming

In addition to asking the networks and other television
companies to give up a total of 112 minutes of advertising per
week (this assumes that each hour of children's programming carries
only 8 minutes per hour and c-~rently the figure is much higher
than this), ACT also asks that such programming : age specific.
This means that children's programming would no longer be attrac-
tive as lead-in programming because the child audience would be
fragmented. As we have seen, the latest U.S Census shows that
37 percent of the total TV households n this country have

children under the age of 12; and 23 percent of the TV households

have children under the age of 6. The economics of e











































