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!,362,407,000 
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IPRESSIONS 
;Ip Sell U.S. Savings. Bonds in 1966. 

's the impact Petry represented TV 
Cons registered for this Advertising 
lcil campaign. They believe in serving 
'all as selling. 
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196667 
NSI Reports 

tell you more... 

DAY 
TIME PERIOD 
STATION 
PROGRAM 

THURSDAY 
8.00 P.M. -II P.M. 

AVERAGE WEEK ESTIMATES 

HOUSEHOLDS USING TV RATING SHARE OF AUDIENCE (%) 

NUMBER OF HOUSEHOLDS 

TOTAL ADULT VIEWERS 

WOMEN VIEWERS-total, 18-34, 18-49 yrs. 

MEN VIEWERS-total, 18-34, 18-49 yrs. 

TEEN VIEWERS-total (12-17 yrs.), girls only 

CHILD VIEWERS-total (2-11 yrs.), 2-5 yrs. - LADY OF HOUSE-total, under 35 yrs., under 50 yrs. 

-_% TOTAL VIEWERS 21 YRS. OR OVER 

ADJACENT '/a HR. AVERAGES 
(34 hours) 

Showing Time Period, Rating, 
Number of Households, 
Women Viewers, Men Viewers, 
Teen Girls, Children, and 
Lady of House. 

1 Everytown 
AVERAGE OU TER -HOUR AU ENCES 

TIME 

STATION 

PROGRAM 
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and still more... 

A )4 
TOTAL 

The demographic information shown above is also 
shown for ... 

GIRLS 
TOTAL 
111 

Day part audience summary-showing average week 
estimates ... and 

Detailed average quarter-hour audience estimates 
for selected long duration programs 
(45 minutes or longer). 

TV station circulation gives you current estimated total 
households reached during average week, by each station, 
by day part for both Metro and Total Areas (where applicable). 

Latest estimates of color tv ownership are reported, 
market by market, with color programs identified. 

All in a convenient format with larger type for easier 
reading and color -keyed by report period for 
quick identification. 

1014 

LADY Or ROU 

91 AL.L 

URDR 151URDR 50 

TOTE 

1.8 

OVER 

ADJACENT QUARTO -HOUR AVERAGES 
(I/2 HOURS) 

STATION TOTALS (000) 

USE 
MOLDS 

0141.11 MLR 

TOTAL 114.49 IcrAL I 14,49 

TEER 
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For details, write, wire or phone 
your NSI Sales/Service Representative. 

Nielsen Station Index 
NSI EXECUTIVE AND EASTERN ti 

SALES/SERVICE OFFICE 

NEW YORK (10019) 1290 Avenue of the Americas 956-25OP 

NSI SALES/SERVICE OFFICES 

CHICAGO (60601) 360 N. Michigan Ave. 372-3810 

HOLLYWOOD (90028) 1680 N. Vine St. H011ywood 6-4391 

SAN FRANCISCO (94104) 68 Post St. YUkon 6-6437 
E 

a service of A. C. N I E LS E N COMPANY 2101 Howard Street Chicago 60645 465-4400 



If people don't believe 
in the station, theywon!t 

believe your cologne 
will make them irresistible. 

The people of Pittsburgh know KDKA-TV 

will be around to back up anything 
it says. This is the station that has kept 

Pittsburgh well informed for years, now. 

You can see the evidence of this station's 
dedication to news every day at noon. In 

the quality of the news. And in the quality 
of the personalities who present it. 

Bill Burns is Mr. Pittsburgh. He's the most 

popular television personality in the 
trí-state area. And it's not just a fleeting 
success he enjoys. He's been handling the 

news in his warm, responsible way for 
thirteen years now. "Did you hear what 

Burns said about ... ?" is a phrase you'll 
often hear in Pittsburgh. 
Marie Torre has something to say, too. 

And not just to other women. She's a city - 

side reporter whose passion is hard news. 

But this station's dedication to news isn't 
confined to just noon time. It begins early 

in the morning. Consistently reappears 
throughout the day with a full hour report 
at 6:30 PM. And doesn't end until the 
11 o'clock news when Bill Burns wraps up 

the day. And the peopleof Pittsburgh 
appreciate it. And listen, 
In fact KDKA-TV is a part of their routine. 
Every day. It's always in their schedule 
somewhere. Isn't this the kind of station 
that should be in your advertising 
schedule? Every day? As a matter of 
routine? This is one routine that could 
prove very exciting for your product. 

GROUP 

KDKA-T%J «' 
WESTINGHOUSE BROADCASTING COMPANY 
REPRESENTED NATIONALLY BY 

TELEVISION ADVERTISING REPRESENTATIVES, INC. 
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Make room for 
the comedy hit that 
was first in its prime 

`u evening time period 
for every one of its 
seven seasons on CBS... 
the only situation 
comedy in television 
history to rank in 
the top 12 for seven 
consecutive years: 

"MAKE 
ROOM FOR 

DADDY" 

°< 
' room for DannyThomas 

on your schedule. 

starring 
DannyThomas 

in his most 
famous role. 
Plus guest 
appearances 
by Bob Hope, 
Andy Griffith, 

. Lucille Ball 
and dozens 
more. Here 
is one of the 

» most potent 
x,. ? vehicles evert 

enter syndicatioi 
(just ask General 

- ° Foods, full sponsor of the 
series during its entire 
run on CBS). Better make 

CBS FILMS 
NewYork, Chicago, 
San Francisco, Dallas 
and Atlanta 

...._.,...`t`; 



COMPLETE 

AUTHORITATIVE 

20th. edition 

The complete directory 
and basic reference guide of 

international radio'aad 
television 

'thump anon save, dmdlum wars Sl4 $latlem with trromi.e, 
grayness, nerld maps, al Om data. tostptete lava a mt tD 

1966 WORLD RADIO 

TV HANDBOOK 

The indispensable and complete 
guide for identifying broadcast sta- 
tions in every country of the world. 
A complete listing of all short wave 
stations, foreign broadcasts, long 
and medium wave stations, tv sta- 
tions and personnel. The World 
Radio TV Handbook is the only 
guide of its kind, used by broad- 
casters, tv stations, technicians, 
amateurs, shortwave hobbyists, 
diplomatic corps and advertising 
agencies throughout the world. 

For information, write 

World Radio TV Handbook 

Sundvej, 6, Hellerup, Denmark 

or 

1270 Avenue of the Americas 

New York, N. Y. 10020 
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19 TV'S BLURRED FINANCIAL FUTURE 

Once again, in 1967, records are going to be broken, but 
experts say more effort will be needed 

24 YOUNG MAN WITH A VOTE 

Nicholas Johnson, the FCC's newest and youngest member, 
has learned broadcasting quickly 

26 MAKE IT "COFFEE AND . . ." 
. . . and television, if the industry is going to succeed in 
winning over youthful drinkers 

28 SYNDICATION: PRICING THE PRODUCT 

Features and programs carry a variety of price tags in the 
attempt to make a profitable sale 

30 THE MAGAZINE TELEVISION BUILT 
TV Guide has become the country's biggest weekly seller by 
appealing to fans and "insiders" alike 
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The customers always write 
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What's ahead behind the scenes 
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Measuring the trends 

17 Newsfront 
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45 One Seller's Opinion 
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A man in the news 

66 In Camera 
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Bait KBO i -TV 

S921 IDAHO! 
KBOI-TV reaches more 

homes, more viewers, more men 

and more women from Sign -on to 

Sign -off, Monday thru 

Sunday*, than any other 

Idaho television station. 

And KBOI-TV is Idaho's 

first 100% color - 

capable station. 

'ARB Mar. '66. Audience meas- 
urements are estimates only - 

based on data supplied by in- 
dicated sources and subject to 
the strengths and limitations 
t,e,eot. 

TELEVISION 
Channel 2 CBS 

BOISE 

Affiliated with Bonneville International sta- 
tions, KSL-TV Salt Lake City, KIRO-TV Se- 
attle, WRUL, New York, KID -TV Idaho Falls. 

Represented by 

GETERS® Rll? IN;©OODWAI D, rw. 
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MA KiNG 
NEWS. - 
with the 
news! 
COLOR NEWS ... The 
Area's First and ONLY 

Local, Live - News 
Weather and Sports! 
Sunday thru Friday 

10:00 - 10:30 P.M. 

COLORCOLORCOLOR COLOR 
The FULL COLOR Station, TV -23 

BIG FOR . IT'S AGE . . . 

AND GETTING 
BIGGER ! 

(Air Date: September, 1965) 

COLORCOLORCOLOR COLOR 
Competitively Priced 

See Meeker Representative 

V1(CEE-T,V 23 

Rockford - Freeport, Illinois 

Letter from the Publisher 

A Look in the Crystal 
In the first two weeks of December the gloom was fairly 

widespread in the television business. It was difficult to make 
any projections for 1967, with the cancellations of National 
Spot coming in as fast as they were. However, in the last two 
weeks of the year the entire picture took a 180 -degree turn. 
Requests for availabilities were considerably ahead of the 
same period last year, and the first quarter of 1967 turned 
from a bearish to a bullish outlook. 

A conservative projection for the entire year would be 
somewhere in the area of a 6-7% increase of total industry 
revenues of 1967 over 1966 (see page 19.) 

The general business outlook is cloudy. Government as 
well as private economists have backed off the unqualified 
prediction of a tax increase. However, both are agreed on 
one point-general over-all profits for 1967 will be lower 
than in 1966. Manufacturing industries facing increased 
labor costs are expected to face a profit squeeze. The rosier 
side of the picture is that industries such as food, detergents, 
chemicals, and petroleum are expected to match their 1966 
earnings, and probably do better. 

The stock market continues in yo-yo fashion, with the 
bears having had the upper hand for the past several months. 
What is extremely significant to the television business is 
the fact that there is no direct cause -and -effect relationship 
between stock market activity and the month -by -month rev- 
enue patterns in television. 

The best example of this was in 1962 when the stock mar- 
ket fell apart. The Dow -Jones averages tumbled that year 
from a high of 735 to 540-almost a 200 point slide. It was 
a disastrous year for stock market investors. On the other 
hand, the television business continued its steady increase. 
That year the industry jumped 12.7 per cent in total revenue 
to $1.5 billion. The industry before -tax profits were $300 
million for the first time, up almost one-third from 1961. It 
is for this reason that group station operations, such as 
Storer, Taft, Cox, Capital Cities and others, have held so 
well in a bear market. 

As for the industry generally, it would appear that ag- 
gressive selling will once more be in style. As has been said 
many times in this space, the stations that tool up for a com- 
petitive year will benefit by their activity. With the addition 
of color, television will again improve its tremendous im- 
pact in the face of uncertain economic conditions. 

Cordially, 

/#1. 
8 Television Age, January 2, 1967 



In "a three -station -market, KFDM=TV CONSISTENTLY'delivers the most (use the rating 

service of your ,choice). You., get the highest.possibte television buying efficiency in this 

prosperous, growing Texas Gulf. Coast market. The reason is simple.. KFDM-TV has 

undisputed leadership in experience, programming facilities and local production. When 

planning.'your. níed'ia .buys;- you'll receive the Media Buyer's Hero Award for buying 

efficiency"if':you begin: with KFDM=TV, Channel 6. ,áµT PETERS, GRIFFIN, WOODWARD 

CHANNEL 6 BEAUMONT, .PORT ARTHUR, ORANGE, TEXAS 

, 
We 

deliver 

t 

rl 
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,d... Letters 
to the 
Editor 

Color Corrections? 
TELEVISION AGE has given us many 

valuable reports-reports which, if 
accurate, are most helpful in present- 
ing spot television to national and 
regional advertisers. 

I am dismayed at your survey of 
local color published in the December 
5th issue. It not only has a number of 
inaccuracies, but a serious number of 
stations totally omitted. For example, 
there are two stations in the Cadillac. 
Traverse City market. You have 
omitted WPBN-TV. 

You have omitted WDTV Clarks- 
burg -Weston, West Virginia. 

You have listed one station in the 
three -station Colorado Springs -Pueb- 
lo market. 

You have neglected WHNT-TY 
Huntsville, Alabama. 

You havé omitted WSUN-TV Tampa - 
St. Petersburg, Florida. 

You have listed KRGV-TV twice; 
once under Lower Rio Grande Valley - 
Weslaco, Texas, and once under 
Weslaco itself. You have shown dif- 

ferent capabilities in each listing. 
You have omitted in its entirety the 

Wausau -Rhinelander market, where 
WAEO-TV went on the air in Novem- 
ber with full color capabilities. 

You have listed V ITN -TV Washing- 
ton, North Carolina, twice; once 
under Greenville - Washington - New 
Bern, North Carolina, and once under 
Washington, North Carolina, and 
have shown different capabilities in 
each listing. 

This report could be of significant 
assistance-but 1 feel in its present 
form it does not provide the data 
which is so necessary to agencies. 

MARTIN L. LUDINGTON 

Manager 
Vernard, Torbet & McConnell, Inc. 

St. Louis, Mn. 

We are perplexed as to why there 
are question marks under the "live" 
and "tape" headings of the wow -Tv 
listing (page 90.) We have had both 
live and tape color facilities since last 
spring. 

MIKE BYREN 

Director of Promotion and 
Merchandising 

WOW -TV 

Omaha, Neb. 

Your attention is called to certain 
discrepancies in the Local Color Fa- 
cilities listing. On page 83, under the 

Champaign, Decatur, Springfield list- 
ing, please change your records, 
deleting WTVP. WAND became the new 
call letters for Channel 17 last Febru- 
ary. 

I also note that on page 94, wics 
Springfield was given a separate list- 
ing. However, «AND did not receive a 
separate listing under Decatur, Illi- 
nois. 

LEN CARL 

Vice President & General Manager 
WAND -TV 

Decatur, Ill. 

WSPA-TV in the Greenville -Ashe- 
ville -Spartanburg, S.C., market was 
equipped for live color effective Sep- 
tember 1966 and color tape effective 
July 1965. 

DIANNE WOODSIDE 

Promotion. Director 
WSPA-TV 

Spartanburg, S.C. 

I WSPA-TV was listed as a full -color 
station under the Spartanburg market 
listing on page 94. A her of sta- 
tions without local color facilities were 
not included in the TELEVISION AGE 
listing, as the list was intended to point 
out where color facilities were avail- 
able. Stations submitting question- 
naires after the deadline for the Dec. 
5 issue had their facilities listed in the 
following Dec. 19 issue on page 13. 
Ed.] 

'How would you promote Vincent Cost or Ricardo Autobahn? 
We don't know but... 
KHTV, HOUSTON will find it easy to promote 

INCENT:NICE-&' RICAIDO MONIALBAN 
iDRAGtO THE BUCCANEERS (olor) 

one of the post 60. 
. 

from 

FILMS 

10 
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olgate Comments 

Thanks very much for sending me 

ie issue on Colgate (Nov. 7, 1966) . 

was extremely well done. 

You may he interested to know 

al a stock market analyzer from 

stabrook & Co. to whom I showed 

ie piece is utilizing some of thA 

¡formation as a bass of a market 

apraisai. 
LESLIE T. IIIRBIS 

Director, Marketing O//ice 
Interpublic, Inc. 
New York, N.Y. 

toffee Comments 

Thanks a million for that fine story 

n our Coffee Presentation in your 

ast issue. It was beautifully handled 

. . \Ve are most grateful for this 

ditorial consideration. 
ROBERT L. HUTTON J R. 

Vice President 
Edward Petry & Co., Inc. 

New York, N.Y. 

11:or more mi coffee, see page 

th;s issue. Ed.] 

Books, Books, Books 

American. Ginernatograplrer Manual, 

second edition, compiled and edited 

by Joseph V. Mascelli, A.S.C., pub- 

lished by the American Society o/ 

Cinematographers, Hollywood; 626 

pp.; $12.50. 
For the professional news -camera- 

man or photographer of programs, 
documentaries, commercials, etc., the 

second edition of this standard man- 

ual will be as invaluable as was the 

first. Here in one volume is all the 

necessary technical data on cameras, 

lenses, films, lighting, color, expos- 

ure, sound, etc., that a "pro" must 

have at his fingertips. And the book's 

convenient size (4 x 7 inches) makes 

it easy to have handy ín a gadget 
bag. Illustrative of the extensive 

scope of the book, and its no-non- 

sense approach to cinematography, 
is the fact that its $12.50 cost is in- 

come tax deductible as a professional 
text. 

26 of TV Key Movie Guide, Bantam Books, 

New York; $1.00. 

Complimentary Comments 

TEL¡:vlstoN AGE . . . interesting 
and informative reacting . . . 

ORVILLE ,I. ROESCH 

Advertising Manager 
The Seven -Up Company 

St. Louis, Mo. 

Lest an) one protest the increasing 
prices being laid by stations and 

networks for feature films these days, 

he'd do well to consider what is hap- 

pening in other fields: to wit, when 

TV Key editor Steven Scheuer and 
Bantam Books first put out (in 1958) 
a movie guide, listing one- or two - 

sentence synopses of features on tv, 

the price was 50 cents. Today, the 

cost is doubled. The new hook, how- 

ever, lists some 2,000 films in addi- 

tion to the 5,000 that appeared in 

the first edition. 
For movie buffs and station pro- 

motion men, the guide is useful in 

that it gi\ es the stars' names along 

with the plot outline and a rating 

ranging from ``« 
* (excellent) to 

* (poor) . Also furnished is when 

and where the films were made. 

Quantity discounts are available. 

Once You Shave a Cactus, by E. E. 

Spitzer; Crown Publishers, Inc., New 

York; 185 pp.; $4.95. 

Ten or 15 years ago, this "hilari- 

ous" novel by a Papert, Koenig, Lois 

vice president might have been truly 
hilarious, but today it is as if a 

writer suddenly discovered rumble - 

seat jokes. The majority of gags 

are based upon "goofs" that occur 

during tv commercials-only in Mr. 

Spitzer's text, the humor depends on 

the fact that the commercials are 

live, on the air, and the goofs are 

seen by millions. Since commercials 
are seldom handled like this in to- 

day's tv, but are taped or filmed far 

in advance of airing, another line 

from the past sums up any "insider's" 
reaction to Cactus: "Tain't funny, 
McGee." 

How would you promote William: Norge or Aldo Beam? 

We don't know but; . . 

WNBC-TV, NEW YORK will find it easy to promote 

WILLIAM '.DENDIX & ltD 
in JOHNNY NOBODY 

one of the post '60 
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 EL PASO 

NOW 
REPRESENTED BY 

VENARD, TORBET 

& McCONNELL, Inc. 

MARKET TURN IN TO THE 

TH 
AMARILLO 

MONAHANS 
ODESSA 
MIDLAND 

It's not magic, just simple logic when you com- 
bine Amarillo (120th market), El Paso (132nd 
market) and Monahans/Odessa/Midland 
(140th market). These three markets have a net 
weekly television circulation of over 340,000 
homes-equivalent to the 50th ranking market 
in size. 

AND, only the John Walton stations deliver the 
entire Southwest Texas area with ABC and color 
programming in each of these three markets. 

ONE REPRESENTATIVE 
One Ownership - One Network - One Buy 

KVI I-TV KELP-TV KVKM'TVsering 
Amarillo El Paso Monahans/Odessa/Midland 129,500 net 112,100 net 98,800 net 

weekly circulation weekly circulation weekly circulation 

Radio: 

_THE JOHN WALTON STATIONS 
KVII-TV 

Amarillo, 
Texas 

KELP -TV ' KVKM-TV serving 
El Paso, Monahans/Odessa/Midland 
Texas Texas 

KVII, Amarillo; KBUY, Ft. Worth; KELP, El Paso; KVKM, Monahans 

1? 
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WHAT'S AHEAD BEHIND THE SCENES 

;iperbowl Game, Minus One 

I The advertiser perhaps most associated with top sports 

togramming, Gillette, passed up the "Superbowl" game 

riming up because media men at Doyle Dane Bernbach 

mputed that even with the importance of the contest 

d the heavy ballyhoo, the two -networks telecast would 

take for a cpm out of all proportion. A major danger 

a course, is that one or the other network might run 

If with a lion's share of the audience-and Gillette 

.cided not to risk a close shave. 

jolgate Cologne Comes on Strong 

IFrom Colgate-Palmolive, which has relaxed on its 007 

en's toiletries promotion (perhaps awaiting the release 

if 
two new James Bond features this year), comes Mo- 

Lent of Truth, a new men's cologne now in test mar- 

ts. The product, handled by Ted Bates & Co., reported- 

will be heavily advertised, and initial test reaction 

luring the pre -Christmas season was supposed to be 

ood. A color commercial with bullring atmosphere sells 

product, and heavy helpings of sex-appeal also play 

part. 

ijteaching Out from Nashville 

A budding communications empire, LIN Broadcasting 

is rapidly branching out into a wide range of 

howbusiness activities from its station -operation base: 

. vhf, WAND -TV Decatur; five am's, and 12 CATV's. Re- 

ently LIN acquired Medallion Pictures Corp., syndicator 

if feature films, and now has acquired the Miss Teenage 

f merica Pageant, by purchase of the stock and all assets 

if Teen America Associates. 

irhird Stations For Toronto and Montreal? 

The scramble for third television stations ín the metro- 

)olitan markets of Toronto and Montreal is slated to start 
n February 1967. The board of Broadcast Governors, 

.anada's equivalent to the FCC, recently announced the 

eversal of its 1961 policy refusing even to hear such ap- 

3lications. The board did not specify that the applications 
should be in the uhf or vhf bands, but did qualify its 

willingness to hear applications with the proviso that 
they be technically feasible. 

Mew England Today, Tomorrow the U.S. 

Rojo, Howard Johnson's addition to the soft-drink 
market, will expand spot tv activity in northeastern mar- 
kets this year. Distribution growth in New England and 
upstate New York, in late February and early March, will 

bring "a significant increase" in spot exposure, according 
to Bill Foster, account supervisor at Ted Bates & Co. The 
possible market plan is still being formuated, but the 

Tele -scope 
Boston area is definitely in, Howard Johnson people say. 

HoJo had its debut last July in the test markets of 

Albany -Schenectady -Troy, New Haven -Hartford, and 

Springfield -Holyoke. The orginal campaign, "HoJo . . 

for people under 21," will be continued this year. Contin- 

ued success will see the product move into more markets 

in its hid to capture the "under '21" set on a nationwide 

scale. 

Features from Network to Theatres? 

Despite fears in some quarters that motion pictures 

which "premiere" on tv may not have much chance of 

subsequently scoring at the box-office, there ís at least 

one indication that movies made for tv may have good 

playoff and payoff possibilities on the circuit. Late last 

fall Comet Films began distribution of The Poppy Is Also 

a Flower, the cinema version (20 minutes longer) of the 

Telsun fictionalized documentary which ran last year on 

the NBC-TV network. Harold Roth, president of Comet, 

reports that 400 bookings have already been secured; he 

anticipates grosses will eventually top $2 million. 

Another Outside Documentarian 

To the small number of film documentary makers 

whose work goes to fill tv's documentary gap-very dis- 

cernible in the past couple of seasons with a diminishment 

in the chronicles produced by network news departments 

-now comes Jerry Stagg and his Cordell Productions, 

with a two-hour reconstruction of the assassination of 

Trotsky. Called The Victim, the special promises to be a 

major television scoop, beating print media and even his- 

torians. Mr. Stagg says he has unearthed papers on Trot- 

sky, his circle, and the assassination that were sealed 

for a quarter -century since the death of the revolutionist. 

Some of the film will be footage from Artkino vaults;. 

other segments wil he shot to order, as reconstruction of 

previously unreported eyewitness accounts. 

Wall Street in the Living Room 

There may be a New York Stock Exchange ticker tape 

in every home before long, as the result of deals made 

between Trans -Lux Corporation and a number of CATV 

systems. Trans -Lux is leasing a new stock -price readout 

system to CATV's and to tv stations, through its subsidi- 

ary, Trans -Lux Distributing Corp. The stock quotations 

will be readable on the home screen 15 minutes after be- 

ing posted in Wall Street (the delay is required by NYSE 

rules). Richard Brandt, president of Trans -Lux, predicted 

the new system, which links an electronic storage "brain" 
to a visual translator, "could bring about the 20 -million - 

share day." Peak trading is usually far less than half of 

that today. 
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lie get some nice Ieers. . . 

THE WHITE HOUSE 

WASHINGTON 

September 30, 1966 

TO THE BROADCASTERS' 
COMMITTEE 

FOR THE 

UNITED NATIONS: 

In a tangle generation. Americans have had to become 

citizens of the world. Today, through your weekly 

broadca ts. world citizens in America are learning 

bow the United Nations works to restrain international 

conflict and build a better life for all men. 

Military strength alone cannot keep us safe: we must 

labor daily to build bridges of friendship and cooperation 

to every continent. For this reason, we consider the 

success of the United Nations our own success. 

Your programs help present these vital truths -- in 

documented stories of men working together for peace. 

For your fine example of public service, you have my 

thanks and my hearty congratulations. 

International 
Filmed around the world by Uni?ed 

For Information 

Nations Television 
Mr. Torn Shull, Chairman U.S. Broadcasters' Committee for the United Nations 

230 Park Avenue, 
Mr. Michael Ha 

New York, N.Y, 10017 
Yward, Chief, UN Television 
Room 837, United Nations, New York 
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Business barometer 
fter a strong increase of 10.3 per cent 

in September '66 over the same month in 1965, 

,pot business in October tailed off, increasing 
7.4 per cent over October '65. 

This rate of growth was slightly under 
the 8.4- 

I per -cent gain of October '65 over '64, and 
NATIONAL SPOT 

well under the 14.8 -per -cent increase 
of '64 

over '63. As a matter of fact, it's the 
smallest 

rate of increase since 1960 when October 
was 

only 5.8 per cent ahead of the same month 
in '59. 

'ranslating the increase into estimated dollars, 
however, 

the industry's stations are figured to 
have 

sold $82.9 million worth of spot time this past 

October, as compared to $77.2 million in October 

'65. That total is the greatest dollar volume 

for any one month thus far in 1966, easily 

beating out $74.3 million estimated for March. 

!bee again, as evident from the increases according 
to size 

of station, the largest outlets scored the 

greatest gains in spot volume. And, to complete 

the "rich get richer" picture, the smallest 

stations showed an increase well below the 

national average. 

'Dn the month -to -month basis, October as compared to 

September immediately preceding, spot business 

increased 22.4 per cent. This increase was the 

smallest in several years, but only by a few 

points. In 1965, the increase was 25.1 per cent, 

the year before it was 27.0 per cent, and the 

year before that, 30.3 per cent. 

With 10 months of figures in from the wide group of stations 

reporting to Business Barometer, it is more 

obvious than ever that the growth of spot in 

1966 had the brakes on. The average increase for 

the 10 months was 6.9 per cent ; last year, the 55 

average was 13.2 per cent. Admittedly, a'n 

increase of 6.9 per cent in sales in almost any 
business indicates health-but in an industry 95 

accustomed to greater gains, and one where 
increased expenses are cutting heavily into 
profits, the feeling is growing that something 
must be done. 

85 

80 

75 

70 

65 

millions of dollars 

$82.9 
$77.2 

October (up 7.4%) 

60 

50 

40 

Year-to-year changes 
by annual station revenue 

Station size Spot tv 

Under SI million 3.8% 
$1-3 million 4.5% 

$3 inillion-up 9.7% 

1 r nl .t Ill f i s n ..V u. 

1966-'65 comparison 

Next issue: a report on local sales and station compensation in October. 

(d copyrighted feature of TELEVISION AGE, Business Barometer is based on a cross-section of stations in al! income and geographical categories. 
t Information is tabulated by Dun & Bradstreet.) 
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Television 12, KBMT Beaumont, Texas, has appointed Blair Television as national 
representative, effective January 1, 1967. Television 12,an ABC affiliate, is the key 
station in growing Beaumont -Port Arthur -Orange... a market with more than 
$720 million in buying power. Now to buy Television 12 in East Texas, call the number 
one station representative, John Blair & Company. Blair Television 
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7 inderella Station? 
The University of Puerto Rico has 

'-edicted that within the next decade 

Finglish will replace Spanish as the 

')minant language on the 3,400- 

' ware -mile island between the Do- 

, tinican Republic and the Virgin 

;lands. This prophecy cannot have 

een lost upon O. Roy Chalk, en- 

epreneur, real estate speculator, 

Bass transportation master, and chief 

f the robust Trans Caribbean Air- 

Tays. A few months ago Mr. Chalk 

loved into San Juan, where he al- 

eady owned two radio stations, and 

tbicked off the Caribbean's only Eng- 

jish-speaking television station - 
twTSJ, a sickly enterprise for years 

'that operated on the fringes of finan- 

;cial disaster. The station was gross- 

ng a paltry $25,000 a month while 

living its growing numbers of Eng- 

lish-speaking viewers a steady diet 

lof pre -1948 features, often showing 

the same feature twice a day. But 

now, when Mr. Chalk says WTSJ will 

gross $5 million a year in five years, 

people take him seriously. 

100 -per -cent Revision. WTSJ re- 

ceived the go-ahead on the sale from 

the FCC last October 30. Mr. Chalk 

and his troops immediately moved 

in to remake the station from top 

to bottom. After a month of sleep- 

less nights, the new station debuted 
with the first of several planned 

overhauls. The station junked half 

its program schedule and re- 

placed it with 24 -and -a -half hours 
of new programming weekly. Some 

of the new programs, all purchased 
and programmed during the month 
of November, are The Mike Douglas 
Show, The Mery Griffin Show; Holly- 

wood Palace, and Route 66. The sta- 
tion programs almost 51 hours week- 

ly, from 5:30 p.m. to 12:45 a.m. It 
is the only one of six stations on the 
island broadcasting after midnight. 

According to Mr. Chalk's analysis, 
two factors are working in favor of 
his chances of turning WTSJ into a 
Cinderella. First, the number of 

THE WAY IT HAPPENED Newsfront 
people who speak and understand 

English on the island is growing. 

Second, those who already do speak 

English are the people in Puerto Rico 

who have the best jobs and the most 

money. The new owner's studies have 

revealed that about a quarter of 

Puerto Rico's 2.4 million population 

understand English; another quarter 

understand only Spanish, and half 

are, in varying degrees, bilingual. 

Mr. Chalk estimates there are ap- 

proximately 150,000 tv sets in San 

Juan equipped to receive his channel 

18 uhf signal, and the English-speak- 

ing population in San Juan is in ex- 

cess of 750,000. To what extent the 

English -speakers dovetail with the 

uhf set -owners is a crucial question 

now being explored. But Mr. Chalk 

ís convinced that his upgraded pro- 

gramming will do the trick: even if 

the English -speakers don't own uhf 

sets or converters now, they will soon. 

For example, his men are now con- 

tacting the owners of the hotels in 

San Juan. Object: to make sure that 

each of the 5,000 rooms has a uhf 

set. 

TV, Airlines Alike. Mr. Chalk brings 

to his new tv station the same phil- 

osophy that he used to rejuvenate 

Trans Caribbean Airways. There are 

a few vital similarities in the busi- 

ness of airlines and television. One: 

Once you pass the break-even point 

in sales, everything else is pure 

gravy. The costs remain the same and 

the profits take off. The break-even 

point on TCA is thought to he about 

65 per' cent of seats sold, and on the 

new station it's about 50 per cent 

of time sold. Two: Both -airlines and 

tv stations sell an especially perish- 

able commodity that doesn't take to 

inventory. Once a seat is missed or 

a spot is not purchased, it is gone. 

Three: Mr. Chalk believes in support- 
ing the people who are in a 'position 
to help him most, and whom he can 

help most. With his airline, he has 
taken special effort and money to 

court the favor of the travel agents. 

On his new station, he hopes to estab- 

lish good relationships with the ad- 

vertising agency community. For ex- 

ample, the new studios now being 

planned for San Juan will be made 

as attractive and as accessible as pos- 

sible to the advertising community 

for filming and taping of commer- 

cials. The station already is equipped 

with full color tape and film equip- 

ment, and the new studios, next door 

to the TCA building in San Juan, 

will have color cameras. 

Ads Get off Ground. In an effort to 

stimulate viewer and advertiser inter- 

est in the new station, WTSJ launched 

its first advertising campaign in the 

beginning of November. The station 

placed spots on each of the several 

English -language radio stations in 

San Juan. At 18 minutes past the 

hour, every hour on radio, an an- 

nouncement notes: "Channel 18 

switches people on." Ad campaigns 

are running in newspapers and even 

on WTSJ's competing tv stations dur- 

ing prime time. 
wTSJ competes with three commer- 

cial vhf stations, one commercial uhf. 

and one educational vhf, all of them 

Spanish -language outlets. Together 

they all run about three or four 

hours .a week of programming in 

English. WTSJ feels it has a primary 

advantage in that it can telecast pro- 

grams to island viewers only one or 

two days after they appeared in the 

continental U.S., whereas its com- 

petitors are required to wait weeks, 

sometimes months, for the programs 

to be dubbed into Spanish. 
There are an estimated 10;000 

families in Puerto Rico outside San 

Tuan who speak or understand Eng- 

lish. These families have not been 

left out of 1VIr. Chalk's plans. WTSJ 

recently received FCC approval for 

the construction and operation of two 

satellite stations in the second- and 

third -largest cities on the island, 

-Ponce and Mayaguez. They will be 

in operation before the end of the 

year. 
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We have seasons, but they are relatively mild, with- 

out the harsh extremes that often disrupt busi- 
ness elsewhere. This means year-round 

high-level spending, with a diversified 
economy, as a center for government, 

business, recreation, education, and 
industry. Few stations, we are 

told, dominate their markets 
as do we in WCTV-land, but 

you probably have your 
own figures to prove 

this! 
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1967 almost certainly will 

produce record sales, but they 

will be harder to come by 

than in the recent past 

Tv's blurred 
financial future 

This year-1967-just might be the year. 
That is, it might he-if some of the rumors, 

suppositions and musings uncovered in a wide 
check of network, agency, station and rep firm 
executives mean anything. 

The year for what? The year in which the 
upward climb of spot television rates is halted 
. . . and perhaps reversed. As startling as it 
might seem, what with stations spending mil- 
lions for color equipment and looking to in- 
creased revenue to pay for it, there are rum- 
blings that spot rates will be "adjusted" with- 
in the next 12 months. The adjustments will 
he made in order to produce a greater amount 

of total spot revenue, and will take a variety 
of forms-seasonal discounts or rates; "bonus" 
spots, etc. -hut the end result will be to make 
the advertiser's dollar stretch a bit further. And, 
hopefully, spot grosses this year will rise at 

the breathtaking rate of 10-15 per cent an- 

nually as they did in '63, '64 and '65 . . . 

before tailing off to a 6 -8 -per -cent climb in 

the year just past. 
The possibility of price reductions on the 

spot scene is spoken of in guarded terms and 
whispers, of course, but the possibility bids to 

become far more than that before next January 
roll around. There is considerable consterna - 
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tion among stations and reps over the 
erosion of spot business in the last 12 

months. The erosion has been caused 
by network sales flexibility undream- 
ed of just a few years ago, by adver- 
tiser intransigence on the use of 
piggybacks and 30 -second announce- 
ments, by the continuing dependence 
of advertisers on only the very top 
markets, by agency and client reac- 
tion to the complexities of buying 
spot, and a number of other factors. 

Reduce the CP111? 

To overcome some of the objec- 
tions, the sellers of spot are involved 
in various programs to speed and 
simplify the mechanics of scheduling; 
they are offering color and intricate 
merchandising or research plans; 
they are accepting announcements of 
practically any length, and almost 
certainly some stations will agree to 
"test" two company "shared" min- 
utes. The question remains, will it be 
enough? There are those who say it 
won't be; that the only thing that will 
impress some advertisers will be 
reductions in the cost -per -thousand 
figures. 

In 1967, it is not surprising that 
cost -per -thousand and costs of any 
kind will be uppermost in the minds 
of many advertisers. The entire U.S. 
economy is headed for a slowdown 
in its growth rate, according to a 

wide range of experts, and the most 
optimistic among them look for con- 
tinued growth at only the level of 
1966. Additionally, there are many 
who believe corporate profits will be 
hit even harder. And, whenever prof- 
its are threatened, manufacturers and 
marketers are quick to winnow out 
unnecessary or questionable expendi- 
tures. Since advertising, despite a 
long and test -filled history, still has 
its detractors and doubters, adver- 
tising budgets particularly are subject 
to close attention in periods of stress. 

Taking a look at some aspects of 
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le economy, following are the ex- 

erts' views on the present state of 

hings and the outlook for 1967: 

Gross national product, which 

tool al $681.2 billion in 1965, is 

estimated to have climbed 8.5 per 

:ent, to $739.5 billion in 1966. For 

'he year ahead. various analysts place 
he GNP total at $770-790 billion. 

Ile average figure of $780 billion 

Nould indicate an increase of about 
5.4 per cent. Add to this the fact 

million" (by Henry Ford II) to 8.7 

million (by Chrysler president Virgil 

Boyd). 
New housing construction, which 

fell to near -record Iows in the year 

just past, picked up slightly at the 

year-end, but ís not expected to im- 

prove very much ín 1967-a major 

casualty of the tight -money situation. 
The ill minds buffeting the auto- 

mobile and housing industries might 

seem far removed from the fortunes 

Revenues from time sales ($ millions) 

(Does not include talent or production costs) 

1951 97.1 59.7 51.3 208.1 

1952 137.7 80.2 65.3 283.1 

1953 171.9 124.3 88.5 384.7 

1954 241.2 176.7 120.1 538.1 
1955 308.9 222.4 149.8 681.1 
1956 367.7 281.2 174.2 823.1 
1957 394.2 300.5 174.0 868.7 
1958 424.5 345.2 181.3 951.0 
1959 445.8 424.2 200.6 1,070.6 
1960 471.6 459.2 215.8 1,146.6 
1961 480.3 468.5 211.2 1,160.0 
1962 521.5 539.5 252.5 1,303.5 
1963 537.9 600.7 256.1 1,394.7 
1964 563.4 689.5 297.0 1,549.9 
1965 585.1 764.5 324.0 1,673.6 
1966* 644.9 814.0 375.8 1,834.7 
1967** 709.3 867.0 415.3 2,000.6 

All figures from. FCC except those marked " which are TELEVISION AGE esti- 
mates based on Business Barometer reports. **TV ACE projections. 

that the percentage increases for both 
1966 and 1967 include growth 

I brought about by an annual rise in 

prices of some 3.0 per cent, and it's 
evident that the "real" GNP is ex - 

peeled to decline from a growth rate 
of more than 5.0 per cent in 1966 
to a little more than 2.2 per cent in 

1967. 

The automobile industry, long a 

bellwether of U.S. economic fortunes, 
is expecting a second straight year 
of declining sales after its record 
1965 when 9.3 million units were 
sold. Last year, some 8.9 million cars 
and tricks r"ere sold, and the projec- 
tions for 1967 range from "under 8.5 

of television advertising. After all, 
the automobile manufacturers' tv 
budgets are sizeable, but their ex- 

penditures in newspapers are usually 
larger; and to sell over eight million 
cars next year, the industry certain- 
ly won't reduce its spending in either 
medium by much, if at all. And few 
builders of homes and apartments 
use television to a great extent, so 
no advertising reductions need be 
feared there. 

What is forgotten, however, in this 
kind of thinking is the effect these 
two "indicator" industries have on 
others. The manufacture of fewer 
cars means there is use of less steel, 

aluminum, rubber, electronic equip- 

ment (car radios and tape players), 

and so on. Construction of fewer 

houses also means there is .a reduced 

need for building materials, but also 

that fewer people will be buying new 

television sets, new carpets, new re- 

frigerators and washing machines 

that would ordinarily be required 

for a new home. The subsequent re- 

ductions in production can mean 

fewer people employed in manufac- 

turing and selling, wages that hold 

at present levels or are reduced, and 

a general levelling -off in the amount 

of disposable income of millions of 

workers. When a family's disposable 
income is restricted, its purchases of 

"luxury" items fall off: it, too, puts 

off buying a new appliance; it cuts 

down on cigarettes (the tobacco in- 

dustry looks for only a two -per -cent 

growth in 1967) ; it makes do with 

the "old" low-priced detergent, rather 
than the new, "improved" higher - 

priced one, etc. Thus, since the 

makers of appliances, cigarettes, de- 

tergents, food, drugs and the like 

are major television clients, what is 

happening almost anywhere in to- 

day's economy can measurably affect 

their sales. And it is no secret that 

their advertising budgets are based 

primarily on past sales, and stand to 

be reduced if sales go down. For this 

reason, several industry observers 

are forecasting only the slightest of 

increases in the tv -'67 ad budgets 

of various important product cate- 

gories. The dollar increases will only 

hold advertising weight at present 

levels, going to make up for slightly 

increased rates for air time and pro- 

duction of commercials. 

But Color is Up 

One of the industries looking for 

continued growth this year is color 

television, where the distributor -to - 

dealer sales are expected to move up 

from about 4.8 million in 1966 to 

6.7 million. A year ago, as 1965 
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ended, it was seen that sales of some 
2.7 million color sales had not affect- 
ed black -and -white sales, and that 
8.1 million b -&-w sets had been sold 
for the second year in a row. In 
1966, however, the great jump in 
tint sales chopped the purchases of 
b -&-w consoles and portables to 7.2 
million. This year, the industry is 
predicting that only about 6.5 mil- 
lion black -and -white sets will be sold. 
With a total of some 14 million re- 
ceivers to be marketed this .year, the 
fortunes of the new uhf stations also 
will take an upward swing, as the 
new sets naturally are all -channel 
models. 

Keeping some of the above data 
and trends in mind, a look at the 
dollar figures for 1966 and 1967 is 
in order. Working chiefly with 10 
months of records from its exclusive 
Business Barometer survey, TELE- 
VISION AGE estimates that 1966 sales 
of time by the networks totalled 
$644.9 million, for an increase of 
10.2 per cent over. the 1965 total of 
$585.1 million, as reported by the 
FCC. 

Spot and Local Up 

Station sales of time to national 
and regional spot advertisers in 
1966 is estimated at $814.0 million, 
increasing 6.4 per cent from the FCC - 
reported total of $764.5 million in 
1965. 

Sale of time by stations to local 
advertisers last year is , estimated at 
$375.8 million, up 12.5 per cent from 
1965's $324.0 million. 

The total net income of stations 
and networks, then, is estimated to 
have increased 9.6 per cent in 1966, 
up from 1965's $1,673.6 million to a 
new record high of $1,834.7 million. 

Before moving ahead to the esti- 
mates for 1967, it is interesting to 
compare the TELEVISION AGE esti- 
mates with those from anotherlsource, 
the Television Bureau of Advertis- 
ing, which works with gross (rather 
than net) dollar figures. For the year 
just past, TvB estimates that total 
tv dollars increased about 10 per 
cent, going to $2,775.0 'million from 
1965's $2,522.0 million. Of that total, 
network revenue accounted for $1,- 
380 million, for an 11 -per -cent gain; 

spot went up 8 per cent, to $935 

million, and local sales went up 12 

per cent, to $460 million. At the same 

time, total advertising revenue in- 

creased from $15,255.0 million in 

1965 to $16,335.0 million in 1966, 
but tv's faster rate of growth caused 
the medium's percentage of total ad- 

vertising to climb from 16.5 per cent 
in '65 to 17.0 per cent in '66. 

Slowdown for Spot 

The TvB figures, compiled by Mc- 

Cann-Erickson, show that the steady 
trend toward tv becoming an ever 
greater part of the total advertising 
picture-a growth which was thought 
to have slowed in 1965, based on 
preliminary estimates - picked up 
speed in '65 and '66. As the chart 
on page 23 shows, television has in- 
creased its percentage of total ad- 
vertising from 13.3 per cent in 1960 
to an estimated 17.5 per cent at the 
end of 1967. It is doubtful at this 
time, however, that the medium will 
reach 20 per cent in 1970-a predic- 
tion made early in the '60's when 
television was adding a percentage 
point each year. 

Turning to the year ahead, TELE- 
VISION AGE predicts an increase in 
network time sales of 9.9 per cent; 
a gain in spot sales of 6.3 per cent, 
and in local sales, of 10.5 per cent. 
Total revenue from time sales is ex- 
pected to be up just over 9 per cent. 
TvB's projections are somewhat more 
optimistic. That organization looks 
for an increase in television's total 
fortunes of 10 per cent, with network 
revenue increasing that much (to 
$1,520.0 million), local sales going 
up 13 per cent (to $520 million), 
and spot climbing 9 per cent (to 
$1,020.0 million). 

The point to be noticed in both the 
TELEVISION AGE and TvB estimates 
is that spot television is not only 
figured to have grown at a slower 
rate than network and local sales in 
1966, but that the trend is expected 
to continue in the next 12 months. 
TvB's forecasters believe the growth 
rate of spot will be slightly better in 
1967 than it was last year-increas- 
ing from 8 to 9 per cent-but this 
magazine sees spot growing at only 
6.3 per cent, compared to 6.4 per 

cent last year. 
Because so much of a station's, 

revenue comes (and comes easily) 
from national/regional spot business, 
the situation here might be almost 
termed critical. For years many sta- 
tions have become accustomed to 
large annual increases in their prof- 
its, increases that paralleled the 
growth of spot tv. Over the past few 
years, smaller stations in markets be- 
low the top 50 or top 75 have found 
the going a bit rougher as major 
advertisers concentrated their efforts 
in the areas of densest population. 
Almost within the past year alone, 
the larger stations-even those in 
the very topmost markets-found 
their spot dollars challenged on sev- 
eral fronts: from increased expendi- 
tures for color production, from 
heightened newspaper, magazine and 
radio budgets, but primarily from 
greater network investments. Spot 
proponents who long claimed even 
network's heaviest clients should use 
the market -by -market medium to 
"adjust" for network's up-and-down 
ratings in individual areas, now find 
advertisers' who would rather buy 
another network minute than bother 
with the intricacies of spot place- 
ment. Thus, "weak" network mar- 
kets can be brought up to acceptable 
levels, and if strong markets get an 
"extra" measure of advertising, 
there's no harm done. (That, at 
least, is the way some advertisers 
and their agencies now are thinking, 
it appears.) 

Is Network Costly? 

The problems are manifold. As one 
analyst points out, there actually has 
been no trend at the networks to- 
ward rate -cutting to bring network 
prices in line with spot's; indeed, 
when a single minute in the NFL - 
AFL "Superbowl" game can cost 
$75-85,000, or a Bridge on the River 
Kwai can cost Ford upwards of $1 

million, it might seem that network 
tv is fantastically expensive. But the 
"Superbowl" and Kwai are rarities, 
and it's much more common to find 
today's network clients in participa- 
tion programs costing $30,000 .and 
under for a minute .. . . or to find 
them in 'early morning, late night 
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rr 1111% 125.1 75 market with the 

dirt ba=t' of a sírele minute. to Ile - 

hoot on in pint hh,rr multiple 

Jar en,cnts 1 ,'r I II,t art ompan% inr 

1'rrlerisork 
1 .ir' Willi and r, here 

r 20..r, and prime -time spot in the 

ifs! III markets , an rot SI 1.013 

. in the fir -I .rII markets 12).357 

. and in the Ilr-I 110 markets 

)12, 

_11.- 

)12, mrnrtlin.: to the latest Spot Ti 

;no 'urrrnrnrt prepared The Katz 

okjres. lrld t this the network'. 

. illinKness to oil mmilu.date a \ariet 
t.( la! bar ks and "exl erirnents- 

(h!t'rninutc rmnrn,rcial-. "clusters. - 
I, and it"- cast to see ,%here some 

of ap,I s problem, he..\gen,'i."-. even 

those d.appintingl, felt one. ttllh 
computers I.. .peed the papernork. 

have Ircorne int teasingly vociferous 
About their di-enchantrnent with spot. 

They hdlg tnmplalhied about Zack of 

product awl rate 1rorertinn: about 

rate increases that are not based on 

ine eased ratirrit. coverage or audi- 

,-rur: about failure to accommodate 

dual -product commercials. or com- 

mercials of unusual length: and most 

rrventl\ about the first move in what 

almost t. ill -urelh be a trend: the 

application of a charge for color 

transmission. 
One Wall Si. analyst who keep, 

an ese on thins electronic noted 

that it'. not a ease of network rates 

coming dolt n to be more competiti\ e 

with spot. but of spot rates going up 

at a much sharper angle. Short of 

re'ersinr-, the rate trend. there are 

indications that stations are moving 

quickly to rain a competitive edge. 

Probably the most important at this 

lime is the idea of making a 30 - 

second rate the base in selling an- 

nounerments. This idea. if accepted 

, idrl\ . hill make it possible to offer 

minute. at a slight saving over the 

cost of two :'.(Ys. and the single -prod- 

uct advertiser would benefit. A swing 

to 30's would also result in savings 

on the handling of piggybacks. it is 

believed. Needed; of course. if the 

idea is to he fully utilized. is a prime - 

time station break extended from the 

present 10-12 seconds to 60-70. The 

affiliates are t irtuall, certain to begin 

pressuring the networks for the ad- 

ditional time. 

Weighing the many factors now 

tending to depress the economic 

outlook for the country as a whole- 
Vietnam. inflation. the tax -cut ques- 

tion; full employment and a labor 

shortage; etc.-and with the realiza- 

tion that any lengthening of station - 

break time would come only after 

long negotiation land at the earliest 

certainly wouldn't go into effect 

before next fall I - at this time 

TELE\ ISION \CE admittedly is bearish 

about the outlook for spot in '67. 

Still. a President whose popularity is 

declining might propose a sudden 

and drastic mo\e to shake up and 

chore up the general economy 

and the picture for business and 

for television could brighten in re- 

sponse. 

Tv Share of Total Advertising Volume, 1962-67 

) r)62 tour/ 
ndr:erlixitr¢ nut nr. e: 
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196.3 tour,/ 
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$11.155 .1 P00.000 
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815.255.1100.000 
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o.!rrrli. uay rnitrmr: 
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Ss 17.300.000.000 

r ! r - . 11017, [111i1 (Nl'i/ 15.3% 

ro ; h uvrnn : 9 031,000,000 15..5% 

n,le, r iuirn. $2,289,000,003 

11965 television : ,42,522,000,060 
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Lanky, athletic Nicholas Johnson 
looks as though he might be 

more at home riding herd somewhere 
in Marlboro country than pinned 
behind his expansive mahogany desk 
in the high-ceilinged mausoleum that 
houses the Federal Communications 
Commission. Coatless and bivouaced 
in the green Kennedy rocker beside 
his desk, the F.C.C.'s newest com- 
missioner is relaxed, talkative, can- 
did, engaging and quick to laugh 
(often at himself). Inwardly, his 
mind is in high gear; constantly 
questioning, searching, absorbing 
and analyzing-usually displaying 
that quality of self -detachment that 
typifies an academically disciplined 
mind. 

In a town of young -men -in -a -hurry, 
the 31 -year -old native of the Iowa 
cornfields is racing. Only ten years 
ago, he and his wife Karen were 
seniors on the University of Texas 
campus, raising their first-born, 
holding down two part-time jobs and 
managing an apartment house while 
also carrying full course loads-his, 
an accelerated undergraduate pro- 
gram that packed four years of pre. 
law into three. The short span since 
then saw Nick Johnson winning his 
B.A. and LL.B. degrees (Phi Beta 
Kappa and Law Review), serving a 
year as aide in a U.S. Court of Ap- 
peals, journeying to Washington as 
a Supreme Court law clerk; then the 
Johnsons hauled their possessions 
cross-country so he could join the 
University of California as associate 
professor of administrative law; next 
they hopped back to Washington 

Nicolas Johnson, 
newest member of the FCC, 

has the intellectual 

curiosity and the ability 

to make his vote count 

"I've never seen a bad 

television program." 

"The FCC doesn't do too much 

to the industry; we're not 
doing enough for the industry." 

"The policy of limiting the 
number of stations owned 

by one company is in need 

of re-examination." 

Young man with a vote 
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mere he joined one of its largest 

lgal firms (Covington and Burling) ; 

'; went leapfrogging to the top job leapfrogging 
the $350 million -a -year Maritime 

dministration, and then on to the 

.C.C. last July as the youngest corn- 

issioner in its history. 
What's most remarkable about Mr. 

)hnson's swift rise is that it was 

of propelled by political connections 

r campaign contributions. Prior to 

is appointment as Maritime Admini- 

rator, he had never met or worked 

or President Johnson (nor Presi- 

ent Kennedy, for that matter). The 

laritime position, he speculates, 

lame when White House recruiters 
ontacted Covington and Burling in 

'ieir search for fresh new manage- 

ial talent. "Someone probably fi- 

ured that since I had just come 

From California, I wouldn't mind 
;witching around again," he says 

. aodestly. 

He Wanted to Teach 

11 His tenure with the Maritime Ad- 

rninistration lasted 28 months (the 
rlrecond longest term of any admini- 
strator), but was continually "tern- 
Ipestuous" as he struggled to crank 
;out new programs and policies on 
erne of Washington's creakiest. bu- 

eaucratic machines. "Last spring I 

decided I had done about all I could 
"in that job," he says. "Since I have 
t'Nlways thought of myself first as a 
r4aw professor, my desire was to re- 

4urn to teaching and perhaps write 
',ja little about my Maritime experi- 
ences. I made these wishes known to 

lithe President, but he asked me to 

serve over here instead." Ile adds 

simply: "So here I am." 
Now that he's with the F.C.C., 

Commissioner Johnson has tackled 

communications affairs with real 

gusto: "There is no facet of Ameri- 

can life more potentially important 

than communications. After all, 

that's what a nation is-a communi- 

cations system. For example, the fact 

that a man in Seattle knows more 

about what's happening in Washing- 

ton, D.C., than he knows about af- 

fairs in Vancouver, B.C., only a 

short ride away, is a reflection en- 

tirely of our communication system. 

Everything the F.C.C. does has to be 

measured against that kind of signi- 

ficance." 

'Less Tension Here' 

Mr. Johnson finds his present 
work in marked contrast to his 

Maritime responsibilities. "One ob- 

vious difference," he points out, "is 

that the F.C.C. is basically regulatory. 
The other was administrative [prin- 
cipally ship subsidies for the mer- 

chant marine]. Over there it was a 

madhouse. When you are the one 

person responsible for overseeing the 

budget and long-range economic 
studies, recruiting, giving the 
speeches, working with Congress, 
holding press conferences and trying 
to keep an organization of 2,500 

people in high spirits, you find your- 

self with a substantial administrative 
burden. Here, I have found less ul- 

cer -producing tensions-you have 
time to think. And that's as it should 
he. I believe that government in 

haste can be wisdom and justice 

denied. 
"Don't get me wrong," he adds 

quickly. "Hearings, opinion -writing 

and program review are time-con- 

suming. I'm certainly not spending 

any more time at home. The golf 

clubs I brought out from California 

are still covered with dust; but i 

(lo find myself reading a study or 

book from beginning to end occa- 

sionally." 
The commissioner's only bona fide 

"hobby" is his family. The Johnsons 
have three children-a girl 13, boys 

5 and 2. They live in a modest white 

frame home in suburban Bethesda. 

Are they tv watchers? Certainly. The 

family has long relied on a vener- 

able vhf set purchased several years 

ago. "The only trouble now ís that 

since I joined the F.C.C., the neigh - 

hors expect me to repair their sets 

and my kids assume the job carries 
with it a new color set. I'll probably 

weaken-mainly because we would 

like to get better .acquainted with uhf 

programming." 

Nothing Personal 

When it comes to discussing his 

own personal viewing habits: "I pre- 

fer to revert to that old Washington 
(lodge of `no comment;' personal 

tastes are better left undiscussed, on 

grounds that someone might think 

I'm trying to influence what I think 

other people ought to be watching. 
However, 1 will say-like Jack Va- 

lenti's comment that he had never 

seen a bad movie-that I have never 

(Continued on page 52) 
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From the first cup in the morning 
to the final dregs at night, coffee 

is often downed like cough medicine, 
not as a pleasant beverage, hut as a 
panacea for the ills of a pressure - 
filled world. Perhaps this semi -medic- 
inal quality explains why many cof- 
fee addicts long ago ceased to demand 
flavor. But today's growing youth 
market prefers something a hit more 
flavorful, a hit more "fun" to drink. 
Their habits bode ill for the coffee 
industry. Not only has the number of 
coffee drinkers in relation to total 
population declined over the past 20 
years, but recently the quantity down- 
ed by even the staunchest of coffee 
drinkers has also fallen off. (This, 
according to the 1965 Food Topics 
Consumer Expenditures study.) In 
1965 coffee consumption was down 
100 million pounds from *the 1964 
level, representing a dollar loss of 
$123 million. A concommitant 25 per 
cent reduction in advertising over the 
five-year period 1960-65 is scored in 
a recent report by Edward Petry 
Co., Inc. - 

Reverse the Trend 
What has happened in spot tele- 

vision, the principal medium of both 
the coffee and soft drink industries, 
tells much of the story. According to 
the Telex ision Bureau of Advertising, 
in the five-year period 1960-65, soft 
drink advertisers increased their spot 
tv expenditures 325 per cent, from 
$14,749;000 to $62,577,000, while 
coffee expenditures increased only 1 

per cent, from $30,797,000 to $31,- 
179,000. Declining sales are fre- 
quently reflected in reduced adverti- 
sing expenditures, so the future for 
spot and other media might seem 
grim. However, where coffee is con- 
cerned, that trend may possibly be 
reversed. 

Revitalization of the coffee market 
by winning over today's youth is the 
project of the International Coffee 
Organization and its agency, Mc- 
Cann-Erickson, Inc. According to Mc- 
Cann account man Austin Kelley, the 
youth market is not large enough to 

26 

warrant the attention of the indivi- 
dual roaster, but is important to the 
coffee market as a whole. If . the 
younger generation is not initiated 
into the wonders of the coffee mysti- 
que, he contends, it will have "a dis- 

astrous effect on the consumption of 
coffee." Because much of the econo- 
my of several Latin Xmerican coun- 
tries depends upon the production of 

coffee, Mr. Kelley feels that I.C.O. is 

not just another advertising account. 
That is why thorough research to 

prepare an effective, all-out bid for 
the American public was needed. 

Near $4 -Million Budget 

Supported by leading coffee pro- 
ducing countries, I.C.O. launched its 
first 23 -week campaign over spot tele- 
vision in 1965. In hyperbolic vi- 
gnettes showing people who would 
stop anything for a good cup of cof- 
fee, I.C.O. flashed its message over 14 
top markets: New York, Los Angeles, 
Chicago, Philadelphia, Boston, De- 

troit, San Francisco, Cleveland, Pitts- 
burgh, Washington, D.C., St. Louis, 
Dallas -Fort Worth, Minneapolis -St. 
Paul and Indianapolis. The slide in 
coffee consumption was halted, but 
the overall results were less than sat- 
isfactory. 

The problem, Mr. Kelley said, was 
in getting people to pay attention. 
Because of a pre -conditioned over- 
exposure, the result of long famili- 
arity with coffee campaigns, I.C.O. 
was unable to effect a substantial 
change in the drinking habits of the 
younger imbibers, who preferred to 
stick with soda, shakes, fruit drinks 
and the other beverages of the swing - 
in' set. The task the agency faced was 
to "break through the noise of adver- 
tising" with a heavy saturation pro- 
gram that would force a change in 
deep-rooted chinking habits. 

This year, working with a $5.5 - 
million budget, $3.85 million of 
which is earmarked for television, the 
agency launched a new campaign. 
Beginning last October, 14 tot, na- 
tional spot tv markets again carried 
the coffee message, this time in a new 

EMI 

"Think Drink" package, demonstrat- 
ing how many young people today 
"make their most important decisions 
over a cup of coffee." 

At the same time, the agency em- 

barked on the "Manchester Project," 
which rapidly became known as "Cof- 
fee Town, U.S.A." The experiment in 
Manchester, N.H., is aimed at bring- 
ing all elements in the coffee industry 
to hear against a particular market. 
The goal, according to Mr. Kelley, 
is total saturation of one community 

r 

The D.J. gets 85 per cent of its 
coffee from 15 Latin American 
countries, where beans dry in sun 
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It find out "to IS hat degree people's 

I bits can lie changed." This gigantic 

nsearch project ends in mid -January. 

Why Blanchester? The agency 

re+led a community of manageable 

ce, where it would he possible to 

lurate all available media, a cotn- 

unity with a population of about 
1O,t)00. It needed a community on 

e upswing, where consumer pur- 

'lasing power would allow a change 

drinking habits to translate itself 

to measurable dollars and cents. 

Through a process of gradual sifting, 

considering the socio-economic com- 

position of each community in ques- 

tion, the agency narrowed the field to 

five possible cities. Manchester, 

closest to New York, allowed Mc- 

Cann-Erickson to manage the pro- 

gram out of its New York office. The 

city had a population of some 93,000 

and strong news, television and radio 

facilities. 
Since last October, the agency has 

bombarded Manchester with a mass 

Make it `coffee and ...' 
. . . television; as the industry 

turns to perking up tite youth market 
in an attempt to boost sales 
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of educational and promotional data. 

The emphasis was primarily on edu- 

cation. The average housewife, Mr. 

Kelley notes, makes 60 cups from a 

pound of coffee. Ideally, one pound 

should produce no more than 40 to 

42 cups. Getting Mrs. Housewife to 

make a stronger brew could increase 

coffee consumption 30 per cent. And 

a change in brewing habits would 

reduce the abundance of poor coffee 

which is turning so many prospective 

consumers away. With this in mind, 

the agency set about educating Man- 

chester on the pleasures of good cof- 

fee. 
Manchester supermarkets featured 

coffee technicians brewing cups of 

"perfect" coffee for housewives to 

sample, and restaurant employees 

attended coffee clinics where they 

learned how to brew good coffee. 

Residents attending coffee brewing 
demonstrations around the city have 
come away wearing "Now I Know" 
buttons specially prepared by Mc- 

Cann-Erickson, while Manchester au- 

tomobiles displayed bumper stickers 
reading "Coffee Town, U.S.A." Coffee 

vans distributed free sariiples of 
"superb" coffee in key areas through- 
out the city. The tv "Think Drink" 
commercials and supporting press 
advertising supplemented the educa- 
tional program. 

Extra Tv Effort 

Media merchandising efforts were 
largely in the realm of news coverage 
for coffee activities around town. The 
city's television station, -WMUR-TV, 

and its three radio stations, WGIR, 

\VFEA, and WKBR, announced at each 
station identification that they were 
broadcasting from "Coffee -Town, 
U.S.A." and gave coffee van locations 
and coffee demonstration schedules. 
Brewing demonstrations became a 

regular part of WMUR-TV's morning 
Coffee Time show, normally devoted 
to music. And when the station ad- 
vertised in the New England edition 
of TV Guide, it proclaimed the "Cof- 
fee Town" slogan. 

(Continued on page 58) 
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If `Kwai' brought $2 million for 
its network runs, how much will it 

bring when it's offered to stations 
in New York, Des Moines, Boise? 

S ynilication is in a time of trouble 
and change. That message 

has been drummed steadily across 
four articles-the first four -fifths of 
a five -part series-appearing in these 
pages over the last few months. 
Opinions have been gathered, ana- 
lyzed, debated on just what is wrong 
with syndication today, and where 
it's going to be tomorrow. To the 
opinions should be added some facts: 

The amount spent by the average 
tv station for film product in 1960 
was $188,993; the amount spent in 
1963 was $203,789, and the amount 
spent in 1965 was $222,958. The 
figures are official ones, reported by 
the Federal Communications Com- 
mission. They indicate that the 
amount paid by the average station 
has increased 18 per cent in the five- 
year period. Add to that the fact that 
more stations were on the air in 1965 
than in 1960 (578 vs. 530), and it 
might seem that the syndicators of 
feature films and tv programming 
should be rolling in greenbacks. 

They should, perhaps-but by and 
large they're not, with only a few 
companies making the kinds of profit 
they like. A look at some of the FCC 
figures in depth illustrates what has 
taken place behind that 18 -per -cent 
increase. Where the average station is 
paying more these days for its film 
(and tape) programming, not every 
station is paying more. In fact, the 
great majtirity of stations paid less, 
considerably less, for their program- 
ming in 1965 than they did five years 
earlier. 

The figures can be looked at in 
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Fifth in a special series 

Syndication: 
pricing the product 

In today's rapidly changing market, 

features and series carry a variety of 

price tags to suit different buyers 

arious ways, of course. The fact 

tat the average station with annual 

$ avenue of $1-1.5 million spent 

129,919 for film in 1960 and $87,- 

26 in 1965 might mean the station 

ought the same amount of product 
,t lower prices, or it might mean it 

',4ought more product at lower prices, 

ir it might mean it bought much less 

roduct at higher prices. The same 

hhree possibilities hold true when it's 
seen that the average station with 
esenue of $600-700.000 spent $79,- 

165 for film in 1960 and $50,071 in 
1965; or the station in the $3 -4 -mil- 

' bon bracket spent $405,641 in 1960 

end $310,670 in 1965, etc. 

As Joseph Kotler, vice president 
for Warner Bros. Television Division, 
noted: "111 three possibilities are 
likely in various markets, but I think 

+ you'll find in many instances that 

%there's a combination of factors. Sta- 

in r Lions are generally buying less, but 
,ti they are paving more for features 

r:11 and less for series than they did pre - 
1 viously. Where a few years back 

r,l II (here were a number of new series 
f,' , for sale, now the stations 'are buying 
,,t i' reruns which are cheaper." 

ii Stillp says the FCC, the average 
by t station with revenue anywhere be - 

.11! tween. $.IOO,000 and $7.5 million ill 

I.' 
1965 paid less for its films and svncli- 

r., cated tapes than it paid in 1960. And 

4 the number of stations that fell into 

d' 

II that wide bracket was 4.97 out of a 

total of 510. The only outlets that 
paid more was the average one at the 

ii, 
bottom end of the list, revenue under 
$100,000. and the giants at the top, 
revenue over S7.5 million. in the bot- 

tomcategory, there were only 11 sta- 

tions-and their average film expen- 

diture increased from $6,010 five 

years earlier to $12,337 in '65. 

In the top category, however, were 

32 stations, and their average expen- 

diture went from $1,555,369 to $1,- 

746,821. Since the average spent by 

all stations climbed by some $20,000 

over the five-year span, what is hap- 

pening to syndication seems appa- 

rent: more and more, the sellers of 

film and tape are looking to the top 

stations in the major markets for 
their revenue. These are where the 

big dollar is to he made. Because the 

market is small, and the buyers few, 

.771'7g, 

five markets account for 35 per cent 

of the total gross to be made on a 

sale. If you can't get a sale in New 

York, Los Angeles or Chicago, you 

might as well leave the product on 

the shelf." 
The entire question of price, of 

course, is today under constant scru- 

tiny at every major syndicator. if 
most of the country's stations are 

paying less today for film than they 

did previously, should prices be low- 

ered to sell more product? Is there 

room for more product on the sta- 

tions' crowded schedules? If prices 

'are raised to produce greater rev- 

enue, would the stations buy even 

What Does the Average Station Spend for Film? 

Annual revenue 1960 1963 1965 To change 

$7.5 million $1,555,369 $1,641,654 $1,746,821 +12 
$1-1.5 million 129,919 116,614 87,226 -48 
$300-400,000 32,826 32,694 24,358 -34 
All stations $188,993 $203,789 $222,958 +18 

a kind of reverse law of supply and 

demand is often in effect: far from 
giving the stations product at prices 

that can be trimmed, 'syndicators peg 

top prices on their offerings, knowing 
that if a healthy profit isn't made in 
the big markets, it will take sales in 
a lot of small ones to make up the 

I i fherence. 

Dick Perin, sales manager at Tele- 

synd Division of the Wrather Corp., 
emphasized the importance of the 

top markets: "We figure that the first 

less product than at present? 
While these queries whirl around 

in the minds of syndication salesmen 

and executives, they have other prob- 

lems to be thinking about. Where 

is new product coming from? What 

should be done .about charging "poor 
relative" uhf stations that want to 

compete with the big -budget v's in 
major markets? How much valuable 

station time-that might be filled 
with syndicated product - will be 

(Continued on page 60) 
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With its 14th birthday coming 
up next April, TV Guide, the 

darling of Triangle Publications' im- 
mense communications empire, is 
mature beyond its years. The small- 
ish pocket booklet that housewives 
by the millions drop into their shop- 
ping bags just before check-out at 
the supermarket, now sits atop al- 
most one in every four tv sets in 
America. TV Guide has proved that 
a good idea, executed imaginatively, 
and backed with millions, can still 
pay off in the risky, exposed world 
of magazine journalism. 

TV Guide now boasts a weekly 
circulation of more than 12 million, 
a fact that makes it the nation's 
biggest weekly publication. Almost 
eight million of its weekly output are 
at 290,000 supermarkets, drugstores, 
cigar counters and other food stores; 
the rest are sold through subscrip- 
tions. Of every 15 cents paid for 
each TV Guide, Triangle takes nine 
and splits the rest with its retailers 
and lholesalers. TV Guide rakes into 
its plush óffices on the plush Main 
Line outside of Philadelphia a beefy 
$1 million -plus weekly; that's close 
to $55 million a year from circulation 
sales, alone. 

Hal ing won its first and most 
important battle, to get itself out 

of the supermarkets and onto the 
television sets, TV Guide is beginning 
to reap the sweet fruits of adver- 
tiser interest. After years of unsuc- 
cessfully hammering at Madison 
Avenue doors, the magazine now is 
finding them opening by eager hands 
holding sizeable ad budgets. During 
a period when magazines in the U.S., 
especially new ones, scratch along 
usually on the edge of disaster, TV 
Guide is pulling in ever bigger ad- 

ertising dollars. According to the 
Publishers' Information Bureau, the 
magazine took in more in the first 
10 months of 1966 than it did in all 
of 1965. Its ad revenues increased 
26.3 per cent in the full 12 months 
of 1966 over 1965, going from :33.5 
million to $42.3 million. The maga- 
zine took in $2 million in 1955, $12 

Publisher James T. Quirk 

tor to his Inquirer. He stopped at 
an ad for a Philadelphia magazine 
called TV Digest: he had a vision. 
He called \lerrill Panitt, then his 
administrative assistant and also tv 

critic and columnist on the Inquirer, 
and inquired about the magazine. Mr. 
Panitt said it was one of three simi- 
lar weekly publications listing tv 
programs. Published in Philadelphia, 
it had a circulation of about 130,000. 
(The other two were TV Guide of 
New York, with about 450,000, and 
TV Forecast of Chicago, with 125,- 
000.) 

When Mr. Annenberg discovered 
that none of the magazines had edi- 
tions in other cities to list regional 

(Continued on page 581 

The magazine that tv built 

From Radnor headquarters go 

orders to 29 regional offices 
Now in almost one 

r 

out of four tv homes, 
TV Guide gips 
advertisers for 
$42 million annually 

million in 1960; and had 1,634 ad. 
vertising pages last year. 

The idea of regionalizing tv pro 
gram information into weekly book- 
lets was that of Walter H. -lnnenberg, 
president of Triangle Publications. 
Mr. Annenberg also heads the Phi/a.` ;, Id 

delphia Inquirer, Philadelphia Daily 
News, Seventeen, Daily Racing Form, 
the Morning Telegraph, and a flock 
of radio and tv stations in Pennsyl- 
vania, Connecticut, New York and 

id` 
; 

k^ 

J!I' 

California. One day in late 1952, ,r61' 
Mr. Annenberg thumbed through the Pt' 
Philadelphia Bulletin, arch competi,-K' 

tl 
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A PROGRAM MAN'S . . . Viewpoints 
211 : The Lessons from Specials 

1s, very time a new rating comes out the lessons to be 

tail learned are more vivid and even startling. Perhaps 
ht: 

trig ;wd advertisers in television have always known the 

,11,aloms, but it is unlikely that many have acted according 

p oheir dictates. Here, from the last figures for Novem- 

p5bi is further ey idence of these truths. 

41 11 shows 
3, 'or reasons best known to their corporate self AT&T 

errp lists in trying to use a mass medium to reach a 

I ,ority group. Despite their good intentions-or wish- 

lif thinking they are reaching from 2-4 million homes 

-óf Sunday when triple that is possible. After all, every- 

:rqs uses the phone-or will have one-and that should 

bgtheir target. 
ItT&T is reminiscent of the Firestone family who for 

,i,,y rrs were more interested in the Akron Country Club 

r : than the marketing of their tires. The latest AT&T 

14,1':ng debacle was The Young People's Concert which 

,,fxn 7:30-8:30 P.M. Wednesday; November 30, reached 

.\'i hopping 4 million homes (against 11.3 million for 

11.man, for example) . 

, In contrast the next night GE-an equally large, im- 

:1 ssive company, sponsored Snrokey the Bear, with 11.6 

,, n lion homes. It must be nice to hay e a monopoly that 

;,,kes it unnecessary for management to use television 

i ;, eeciently. On Friday U.S. Time sponsored a kid -oriented 

:5 
ilper documentary on NBC called It's a Dog's World 

ad also got 11.4 million homes. So kids, it looks 

lti they were all out of step but AT&T. 

!I more culture and less culture for adults 
'The 3M Company, which is apparently in search of 

s:l uptown image, sponsored Legacy of Rome on Friday, 
,vember 25, 10:00-11:00 p.m. It received good critical 

1 

±ttiews, but only 4.6 million homes (mostly Italian) 
¢:ed, while 12.5 million homes were glued to Barabbas, 
ill noblest Roman of them all. 

In sharp contrast that perennial loser, Stage '67, which 
lid been limping along with 4 million homes, as ABC 
ted to bring new and better fare to television, suddenly 
sitched gears and picked up an old, well -shopped Wolper 
'cumentary called The Life and Legend of Marilyn 
9nroe. Eureka! On Wednesday, November 30, Marilyn. 

' ad and alive, jumped the rating to a record 13 million 
sec Imes, reducing I Spy and Danny Kaye to shadows 

1 their former selves. 
,This phenomenon proved that the. idea of STAGE '67 
ad the time period is sound, but the shows have been 

Ilt. !adequate. Marilyn was only fair, but the subject mat- 
' 'r transcended the treatment. Certainly the producers of 

Page '67 got a strong hint as to which way is success. 

football in prime time 
I On Thanksgiving from 6:00-9:00 p.m. the NFL and 

CBS scheduled Cleveland vs. Dallas. The average audience 

was 9.7 million homes. This is a respectable audience, 

but below Srnokey the Bear and Star Trek. The moral 

is that football can occasionally shore up a weak time 

period in prime time, but it cannot top normal all -family 

fare with better -than -average audiences. Tv will see 

more football or sports in prime time because of this 

showing, however. 

Movies made especially for tv 
Much has been said about the networks' experiments 

in making films for tv delivery before distribution to 

cinemas. In the NBC -Universal deal, which was the 

granddaddy of them all, some shows were made and 

rejected. The main criticism was that they were long 

television shows, or too bloody or violent. Now an exam- 

ple has come along to settle the argument-at least for 

the time being. On Saturday, November 26, NBC ran 

Fame is The Name of the Game, a mystery that ()Jetted 

to mixed critical notices. There was nothing mixed about 

the rating -14.6 million homes watched, which put it 

#4 for the rating period, on a high peg by anybody's 
standards. 

Remaining to be proved is whether this show can 

pay off in movie houses after such thorough exposure 
to U.S. audiences. Without a doubt, more producers 
will now make shows of feature length exclusively for 
television and hope to make a profit in foreign theatrical 
release. Without print, distribution or advertising costs 

1500-750,000 tv cost goes 100 per cent into the picture. 
The rest should be recoupable abroad or in subsequent 
off -network runs. 

- 

k . 9\1 
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F 

21_r4.. , .`AI 
Thank you, Thanksgiving week, for teaching 

superb lessons. Remember, culture is not for a 

medium no matter how much one may wish it. Kids can 
be reached with cartoons, clogs, slapstick-but not with 
things that are good for them. Adults can be reached with 
sensationalism-not with cultural broadening experiences 
or cute experiments. Certain sports-important football, 
baseball, racing (auto and horses)-in limited doses can 
be programmed in prime time occasionally. And, movies 
can be made expressly for first run on television with 
outstanding success. This also presages things to come. 
The little shows will decline and the specials will ascend. 
Hooray-J.B. 

such 
mass 
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Film/Tape Report 
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CREATIVE-AND BIG 

Swifter than lightning, faster than 
wind, as swiftly changing as the 
meteorological condition is the lay- 
out of the tv commercials business. 
Yesterday many of the 200 and more 
outfits in the business moaned inces- 
santly against one of the pioneer 
companies, called it a heartless fac- 
tory. Today the "factory" has demon- 
strated, to the satisfaction of most 
big tv agencies, that it can do work 
in every way as creative, and in most 
cases less expensive, than the "more 

fashionable" houses. 
MPO Videotronics has sloughed 

off whatever "mass -production" im- 
age it may once have been belabored 
with. (Most of that time, it was as 
if in the automotive industry a hand- 
ful of custom -auto speedsters would 
claim they were oppressed by Gen- 
eral Motors). . 

But it takes, in today's world, a 
much longer time to remake an 
image than to change a reality. It 
may come as a surprise then to some 
kibitzers" to learn that lately the 
"GM" of the commercials business 
has been working for such "ivory 
tower" outfits as Doyle Dane Bern- 
bach, for assignments for Lycra; 
General Foods and Young and Rubi- 
cam for a Jell-O spot; Heinz for a 
blast against "soggy .pickles;" DDB 
again for how necking in the front 
seat, while driving, can lead to you - 
know -what; Continental Insurance, 
with a skating film; First National 
City Bank of New York, for whom 
it provided a brilliant "bowling" 
spot, and dozens more. 

Unaccompanied by fanfare, 1VIPO 

has in recent months begun to turn 
out work as craftful, and skilful, as 
any of the suitcase -cum -telephone 
operations, and more so, when one 
considers the skill and cohesiveness 
of MPO's completion, editing and 
finishing departments. 

For this and other reasons, it's not 
surprising that Benton & Bowles, fol- 
lowing a precedent set by J. Walter 
Thompson and later, by Lennen & 

Newell, has made a minimum - 

production deal with the No. 1 tv 

commercials maker. 
Gordon Webber, vice president in 

charge of tv commercials production 
at Benton & Bowles, said that MPO 
has become more versatile and 
sophisticated, and now offers a big 
stable of talented directors and 
cameramen. "MPO's image lags far 
behind its reality," said Mr. Webber. 
"They've done some of the finest 
work you can see anywhere; they 
need take no back seat to any small- 
er house." 

Mr. Webber said the great advan- 
tage of the agency's working arrange- 
ment would be that 1VIPO would now 
become involved earlier in the crea- 
tion of commercials "than the com- 
petitive system allows." However, in 
a sense, MPO must still bid economi- 
cally; B&B has a staff estimator who 
will supervise estimates, both from 
MPO and other houses. "The bene- 
fits are both creative and economic," 
Mr. Webber said, adding that re- 
shooting, if any, will be done at cost. 

The B&B production head re- 
marked that the tie with MPO, for a 
volume of production he would not 
disclose but which is estimated like- 
ly to hit at least a third of B&B's 
film -and -tape output, was motivated 
not only by creative needs, but also 

John T. Reynolds, formerly president 
of CBS -TV, resigned that post to join 
Paramount Television as president. 
He joined CBS in 1959, later serv- 
ing as senior vice president in Holly- 
wood before moving to New Yolk 
last February to take over the net- 
work presidency. 

by the generally rising costs of t 
commercials production. "Anythin 
that can slow down the cost spiry 
should be done." A good guess i 

that Benton & Bowles makes at lea 
a million dollars worth of commea 
cials a year; for MPO the new det 
could mean some three or fou 
hundred thousand in revenues. 

ON THE DOTTED LINE 

Kerno Sabe? That may be Gree 
-or Tonto-ese-to most Americans 
and it may prove less comprehen, 
sible to the Greeks, who will be seei 
ing The Lone Ranger later this yea l/'' 

on tv when regular programmin 
starts up on the government's Athen 
transmitter. Wrather Corporatio 
sold The Lone Ranger (52 episodes) 
and Lassie (52 episodes) to Pano 
Spyropoulos Films of Athens. In th 
deal closed by Arthur A. Jacobs o 

Wrather, the two series will b 

dubbed in Greek, and will be amon iha 

the first American series ever see 

in Greece. 
Trans -Lux Tv sold Pick A Show, 

new daytime game show that en r; 
ables a station to promote its own La!Fr 

lineup, to WKBG-TV, the Kaiser Broad- 1'Iph', 

casting and Boston Globe uhf sta- I tin 

tion which went on the air last er , 

month. 
NBC International reported sales on.t, 

of more than $1,000,000 worth of il. 

programs to 44 countries abroad in 

November. Gerald Adler, director of 

NBC International, said most of the 

sales were made in Europe, with 

T.H.E. Cat, Get Smart, I Spy, Laredo 
and Laramie selling well. In the Far 
East, Rediffusion Tv in Hong Kong 
bought this season's Bob Hope spe- 

cials and Tv Broadcasts Limited táok 
the fifth season of Dr. Kildare, and 

two seasons of I Spy, Laredo and 

Get Smart. Tv Broadcasts Ltd. also 

bought T.H.E. Cat, Atom Ant, Secret 

Squirrel and Astro Boy, and signed 
up for a. minimum purchase of 27 

NBC News documentaries. The com- 

pany also bought three seasons of 

Bonanza and the fourth season of 

Kildare. I Spy went to Singapore, Tv 
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)j'iranola, the Canary Islands, Fin- 

bd, Iran and the Philippines; it's 
v in 40 countries. Get Smart went 

[ran, Tv Espanola, Canary Islands, 
ol't4 Philippines and Mexico; it's now 

44i150 countries. 
15Gá Seven Arts chalked up 18 sales 

's s year for The Story of Christmas 
ateUth Malta lia Jackson. Among the 
rI is lions taking the perennialspecial: 

,Y1 -TV Lancaster, WFBG-TV Al- 

l'j+na WSTV-TV Steubenville, \\ NBF-TV 

ighamton, WCEE-TV Rockford, 
AS -T\ Las Vegas, WHNT-TV IIunts- 

vle, WWNY-T\ Watertown, WSVA-TV 

br)Fl.rrisonburg, WBAL-TV Baltimore, 
.dóCTV Utica, WI1IA-TV Lima, WJKS-TV 

.e J ksonville and WGTV Athens. 
MCA -TV racked up sales of Mc- 

Pe's Navy (138 half-hours) to 19 

a 'tions: KLPR-TV Oklahoma City, 
t tAZ-TV Tucson, KTIIV Little Rock, 

rali0 GyL-TV Lancaster, WDEF-TV Chat- 
Ciooga, WKBD-TV Detroit, WKBS-TV 

]iiladelphia, KHQ-TV Spokane, KREX- 

O Grand Junction, WAVE -TV Louis- 
. iIle, KSL-TV Sall Lake City, KDAL-7V 

I Muth, WNYS-TV Syracuse, WWTV 

ylillac, WTVN Columbus, WZZM-7 V 

V_and Rapids, WKYT-TV Lexington, 
'iSIX-TV Nashville, and WROC-TV 

''adbchester. The Munsters (70 half- 
rurs) went to WJW-TV Cleveland, 

,,,, .'KBD -TV Detroit and WKBS-TV Phila- 
:Ilihia; M -Squad (117 half-hours) 

:n KIVA-TV Yuma, KGGM-TV Albu- 
'. erque and KDKA-TV Pittsburgh. 

1/red Hitchcock Presents went to 
, DIN -TV Portland, WAAY-TV Hunts- 

, Ile and WSPA-TV Spartanburg; 
eave It to Beaver to WBZ-TV Boston, 

t,,.,qAEo-Tv Rhinelander and WCPO-TV 

[tai incinnati, and was renewed by 
Id( rTIC-TV Hart ford and KHFI-TV 

Id! `Lustin. 

FP Madison Square Garden/RKO 
p! ;eneral Sports Presentations are 

I¡fIering eight National hockey 
{Io,eague games to tv stations, for live 

'?ed in color. The live telecasts will 
31 ,o out from the Garden on Sundays 

aI;' 
it 4:00 P.M. (EST) from February 

ttri 2 through April 2. 

dolt 
Meanwhile, MSG/RK0 is feeding 

.ae National Basketball Association 
001v11 -Star Game between the East and 

01'1Vest to a lineup of stations expected 
111.o tally 75, on January 10. 

tq RKO General Productions re- 
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TWENTY-EIGHT MILLION 
TELEVISION HOMES 

vQhc .cviak 

DAVID SUSSKIND SHOW 
111, 

Exciting, provocative, stimulating, controversial and important. 
Live, with a participating audience. Featuring the people who 
make the news, issues and answers, exciting debates, prominent 
guests and personalities. Below are some of the stations suc- 
cessfully programming this two-hour COLOR presentation: 

WGI;II-TV 
\V FLD-TV 
KWGN-TV 
WKIiD=1'V 
WZZM-TV 
K'I'RG-TV 
K1I'I'V 
KTTV 
WTIIS-TV 

Roston 
Chicago 
Denver 
Detroit 
Grand Rapids 
Honolulu 
Houston 
Los Angeles 
Miami 

WNEW-TV 
W11YY-TV 

QE i1 -TV 
KIxE'I'V 
KV1F.-TV 
KS L '1'V 
KQED'I'V 
K I RO -TV 
WTTG-TV 
and more 

For availabilities in your market 
call or wire IMMEDIATELY 

nor IIM~IfalraMMIMIIINMSSMIIMEEMENEMICI~INSMIWYM 

8530 WILSHIRE BOULEVARD, BEVERLY HILLS, CAL. 

.:: 213-655-7701 

New York 
Philadelphia 
Pittsburgh. 
Redding/Chico 
Sacramento 
Salt Lake City 
San Francisco 
Seattle/Tacoma 
IT-ashington 
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"I don't really have the time or patience 
to read all the trade magazines in the 
advertising field. So I don't. It's kind of 
like admen talking to themselves. But 
I always find time for TELEVISION AGE 
because it doesn't waste my time with 
gossip. It gives me facts I want to know. 

HANK SEIDEN 
Senior Vice President & 
Creative Director 
Hicks & Greist Inc. 

Henry ("Hank") Seiden was formerly senior vice president 
and creative director of The Marschalk Company. He joined 
flicks & Greist in a similar capacity in September of 1966. 
He has also been an associate creative director for Grey 
Advertising and copy group head at BBDO. 

Mr. Seiden's work has won awards from the Advertising 
Writers Association of New York, ,the Advertising Club of 
New York, the American Institute of Graphic Arts, the 
Art Directors Clubs of New York and California and the 
commercial film festivals. 

Mr. Seiden lectures on advertising at City College and is 
a consultant to the marketing department at Ohio State 
University. 

Television Age 

newed Firing Line with William F. 

Buckley Jr. for 13 more debates. 
Field Communications Corp. 

sold partial sponsorship in Hawaii 
Calls to United Airlines for place- 

ment in the top 50 markets. 

Edward Simmel, general manager 
of syndication for Field, said that 26 

of the half-hour color travel pro- 
grams were already in the can. 

Larry Harmon Pictures Corp. 
sold its new half-hour color tape 
series, Bozo's Big Top, to wiix New 
York, WGAN-TV Portland and WSIX-TV 

Nashville. 

THE COMMERCIALS MAKERS 

SlY GOLDMAN was elected a vice 

president and head of completion 
services at MPO' Videotronics, sup- 

ervising a staff of some 20 two -man 
editing teams (editor -and -assistant. 
editor) . Mr. Goldman will also man- 
age MPO's color control department 
and print services. He started in the 
film business at age 20, with Ziv 

Tv in '48 and a year later joined 
1\IPO as an assistant. Within three 
years he had been promoted to sup- 
ervising editor. In 1955 Mr. Gold- 
man left MPO for Filmways, then 
returned three years ago. 

KURT LASSEN joined MPO Produc- 
tions, Inc., as a producer -writer in 
the sponsored films division. He has 
been an independent producer sp c- 

ializing in educational and indus- 
trial motion pictures; his film, 
Not by Bread Alone, is in current 
distribution in :the U.S. and Latin 
America. Mr. Lassen will continue 
to write . his syndicated column, 
Under Twenty, which appears in 
some 100 dailies in the U.S. and 
Canada. 

CLIFF ROBERTS joined VPI divi- 
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Drked in closed-circuit medical 

for tv at Walter Reade. 
SAM MAGDOFF, president of Elek- 

t Film Productions, was named 

airman of a creative screening 
inel for the 1967 International 
Ioadcasting Awards. 
'ROBERT GORMLEY joined Lew 

4rhwartz Inc. as general manager. 
lr. Gormley, hitherto a producer 
,d actor, has appeared in a number 

tv commercials for Lipton, Gil- 

' 
ih 

1:te, and Diet Pepsi, among others. 
1íJ 

e has worked in network produc- 
'°'e 1)n, and was associate producer at 
[hra arbour Productions, dialogue di - 
`°I' ¶'tctor on Perry Mason, and an assis- 

'''Id ! nt producer on a daytime serial. 
11)5 In Chicago, The Film -Makers 

' udio elected four vice presidents: 
duI +roducer-directors JORDAN BERNSTEIN 

r is fad MAURICE STEVENS; editorial sup - 
19' ';visor JACK CANNON and produc- 

1 manager RICHARD DOBOSZ. 

du'' Joining Film -Makers were BOB 

fill ,URADONNA, as editorial assistant, 
re"I ' ON SCHAAF, as production coordin- 
,30 (ix)r, BOB RUTII, as production assis- 
0 ;tnt, and JAN MEYER as talent con - 
IIOII 

am 

;;a of Electrographic Corporatiop 

col á;a staff director. He has two dec- 

y°q 
,ins of experience as film-maker, 

ph.armator, graphics designer, illus- 

totor and photographer. He had 

n with Elektra Film Productions 

lice 1961, and earlier was with 

bert Lawrence, UPA, and Trans - 

f n. Mr. Roberts is also a painter 

a 1 cartoonist; his cartoons have 

geared in Esquire, True and The 

w Yorker, and he wrote and illus- 

toted two books, The Dot, and The 

hole. 

r'3RUD TALBOT joined Filmex as a 

il)ducer in the business film divi- 

slin. Mr. Talbot had been producing 

'Itures independently in the U.S. 

d Europe. 
LUCIEN A. LESSARD joined Tele - 

pe Productions as director of pro- 

ction. He had been creative direc- 

orp 
r at Videotape Center. Before 

Ining Videotape Productions of 

.w York in 1958, Mr. Lessard 

PT 

IS 

ict. Mr. Caradonna had been with 
7ilding, Mr. Schaaf with J. Walter 
hompson, Miss Meyer with Mac- 
Ianus, John & Adams and Mr. Ruth 

11íI'vith various theatrical companies. 

Advertising Directory Qf 

SELLING COMMERCIALS 

Ajax Norman, Craig & Kummel 

"AV 

'i 

.'AJAXi` AJAX 

AJAX ..:. 
1-1 

FFA, INC., New York 

.114 

Clairol Foote, Cone & Belding 

VIDEOTAPE CENTER, New York 

Alberto Culver Command Knox Reeves 

SARRA-CHICAGO INC. 

Federal Housing Authority 

MUPPETS, INC, New York 

Burlington Industries Doyle Dane Bernbach 

(CPI) COLODZIN PRODUCTIONS, INC., N.Y. 

Chevrolet Campbell -Ewald Co. 

' = `c .11.1. f`.' 
TVA-LEMOINE ASSOCIATES INC., New York 

^-- -;" 

General Foods (Prime) Ogilvy & Mather, Inc. 

"'Ai. 
. 

FRED A. NILES, Chicago, New York, Hollywood 

General Mills "Buttons & Bows" Knox Reeves 

E 

iimarIh 

' 8 .. 
i : 

WYLDE FILMS, INC., New York 
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A re you using 
the full spectrum 
of television's 
selling power? 

When the sun goes down, the 
set looks great ... most of the 
time. Except for a 
minute here and there, . 

prime -time TV, is 100% color. 
How about your minute? 
Are you getting the attention 
color gives your product? Or are 
you back in the black -and -white 
ages, where nobody can really 
afford to be? 

Your producer and laboratory 
rely on the quality and 
dependability of Eastman color 
film systems. And Eastman. 
engineering service is - 

continually working behind the 
.scenes to maké.sure your . 

commercials are color -perfect. 

EASTMAN KODAK COMPANY 
Atlanta: 404/GL-7-5211 
Chicago: 312/654-0200 
Dallas: 214/1:1,-1-3221 

Hollywood: 213/464-6 13 1 

New York: 212/MU-7-7080 
San Francisco: 415/PR-6-6055 Kodak 

TRADEMARK 



SALES SERVICE e RENTALS 

you 
name it. 
we've 
got 
it.., 
EVERYTHING 

FOR MOTION 

PICTURE 

PRODUCTION 
Arriflex 16/35 mm Cameras, Auricon 

Cameras 
Bell & Howell Cameras 
Camart Products, Colortran Lights & Dol- 

lies 
Ecco Products, Elemack Dollies, Exposure 

Meters 
Frezzo Power Packs, Frezzolites, Filters 
Gear and Gyro Tripod Heads, Gobos, 

Grips, Gaffers 
Hi -Hats, Headsets, Harrison & Harrison 

Filters 
Itza Stands, Inkie Lights ' 

Kenyon Gyro Stabilizers 
Lowel-Light Kits, Reflectors, Lenses 
Moviola Editing Equipment, Magnasync 

Recorders, Miller Fluid Heads 
Neumade, NCE Hydrofluid Tripods 
Optical FX Units 
Precision Readers, Power Supplies, Pic 

Stands 
Processing Machines 
Quartz King Light 
Rivas Slicers, RCA Projectors, Radiant 

Screens 
Siemens Projectors, Sylvania Sun Guns, 

Spectra Meters 
Traid Tripods, Triangles 
Uhler Printers 
Viewfinders, Voltage Regulators 
Worrall Geared Heads, Wollensack Re- 

corders 
Xenon Lenses 
Yola Dissolves 
Zeiss Viewers, Zoom Lenses, Pan Cinor 

& Angenieux and many more. 
For a complete listing write or phone: 

THE CAMERA MART INC. 

1845 BROADWAY NEW YORK, N.Y.,10023 
PL 7-6977 

NORMAN GERARD and SUE THIMBLE 

joined Fraser Productions in San 
Francisco, A'Ir. Gerard as production 
coordinator and film editor, Miss 
Trimble as traffic handler. Mr. 
Gerard was associated with J. P. 
Productions in Hollywood. 

ZOOMING IN ON PEOPLE 

Twentieth Century -Fox pro- 
moted DAVID GERBER to vice president 
of 20th -Fox Tv. He had been vice 
president in charge of national sales; 
his new contract gives him increased 

responsibilities in administrative and 
creative areas, but he will still be re- 
sponsible for national sales as he has 
been for the past two years. 

SIDNEY B. JACOBS joined 20th 
Century -Fox International as tv sales 
manager for the United Kingdom. 
He replaces WILLIAM SAUNDERS, re- 
cently appointed head of 20th -Fox 
Tv sales for Europe, the Middle East 
and the UK. Mr. Jacobs was with the 
Rank Organization for the past 
decade. Before 1956, he was with 
Anglo Amalgamated Film Distribu- 
tors and Archway Distributors. 

Telesynd promoted RICHARD PERIN 
co sales manager. He had been an 
account executive in the New York 
office of the Wrather subsidiary. Mr. 
Perin will supervise domestic syndi- 
cation of Wrather Corp.'s tv proper- 
ties, including Timmy & Lassie, The 
Lone Ranger and Sergeant Preston 
of the Yukon. 

Wolper Productions assigned 
JACK HALEY JR. to head up the com- 
pany's newly formed entertainment 
specials division. Earlier this year, 
Mr. Haley produced the first Wolper 
entertainment special, A Funny Thing 
Happened on the Way to the White 

House, with Jack Paar. On the slate 
are a musical with Sophia Loren, A 

Funny Thing Happened on the Way 
to Hollywood, with Jack Paar, a 

musical tour of Monaco with the 
principality's reigning couple; Art ' 

Buchwald's Washington, and Ice 
Capades of 1967. 

JAMES W. PACKER moved from the 
presidency of Polaris Productions in 

Chicago to become president of Mis- 
sion Productions in Los Angeles. 
Mission is syndicating Bat Fink, - a 

series of 100 five-minute cartoons 
produced by Hal Seeger, and Via 
Vida, a series of 26 half-hours in 
color filmed in Oriental ports. Mis- 
sion is also distributing three spe- 
cials: Football Goes Fishing, in which 
four gridiron stars vye with each 
other in deep sea fishing; Whatever 
Happened to Miss Oklahoma, with 
Anita Bryant, and Seven Days, a 

documentary. 
Before joining Polaris, Mr. Packer 

was with the John W. Shaw adver- 
tising agency as vice president in 
charge of radio and tv, and before 
that was eastern division manager of 
Ziv-United Artists. 

WALLACE ROGERS joined Screen 
Gems as advertising and sales pro- 
motion manager, reporting to Marvin 
Korman, the company's director of 
advertising and public relations. 11'Ir. 

Rogers had been a senior copywriter 
in the advertising and promotion de- 
partment of the ABC-TV network for 
five years, beginning in 1962. Before 
that he was assistant manager of ad- 
vertising, promotion and publicity 
for wsB-Tv Atlanta, from 1956 to 
1962. 

RKO Pictures Company pro- 
moted AARON BECKWITH to vice presi- 
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It in charge of sales, responsible 

fp network, syndicated and sports 

,.sas for the new entertainment divi- 

In of RKO General, Inc. Reporting 

t Mr. Beckwith will be Alvin Suss - 

n, vice president, syndicated sales, 

Ittd Jack Price, director of sports. 

Beckwith joined RKO Pictures 

1st September as director of plan- 
, 

'ng and business development. 

Lrlier he was director of program 

Wing at Schwerin, vice president 

iI' td tv account supervisor at BBDO, 

sd program sales manager at Amer.scan 

Broadcasting. 

1'p 

It 

I,. 

'PHE `LOOK' OF FILM 

k What's the next "look" in tv corn- 

ercials? Robert I. Bergmann, presi- 
lent of Filmex, spelled it out to an 

'idience at New York's Advertising 
'lub: "showmanship, sensationalism, 

,isx, switching, cinemagination, soft 
Ill and smiles, simulation of myth, 

I i apparent reality." As a glimpse of 

itomorrow's look" in commercials, 
p[r. Bergmann showed a Filmex reel 
,,rade up of examples of each of the 
1, 5ses he had cited. 
11 Showmanship: "Mary Wells . . . 

a,,utting together Pucci . . . and . . . 

raniff; Hertz putting you in the 
1:river's seat; . . . a mermaid on a 

';ock in the East River," and so on. 

teensationalism: soft drinks "being 
'resented as capable of LSD effects, 
l'tot completely 'tune in, turn on and 
hlrop out,' as much as LSD for 'long 
satisfying drink.' The appeal is to 
he 'in' people or those who want 

¡in.' Sex and suggestiveness: "the 
images really imply more than 'use 
1.t and you'll be more than usually 
Iittractive," they offer "a license for 
(,license." 

Switching: "What occurs when a 
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Nov. II TvQ-Top Ten Evening Network Programs by Income 
Copyright Home Testing Institute/TvQ, Inc., 1966 

Total 
Audience 

Total 
Adults 

Income Groups 
Under 
$5,000 

$5,000 - 
$6,999 

$7,000- 
$9,999 

$10,000 
& Over 

Fam* TvQ** Fam TvQ Fam TvQ Fam TvQ Fam TvQ Fam TvQ 
Rank 

1 
2 
2 

Program 
Bonanza 
Red Skelton 
Walt Disney 

90 
84 
85 

43 
42 
42 

91 
86 
82 

43 
40 
39 

90 
88 
83 

51 
47 
40 

90 
86 
86 

47 
45 
49 

94 
85 
81 

34 
30 
34 

91 
84 
79 

37 
39 
37 

4 Saturday Night Movies 73 40 75 41 66 39 82 43 81 41 75 40 
5 
6 

I Spy 
Family Affair 

59 
37 

39 
38 

61 
35 

36 
34 

54 
39 

29 
34 

62 
39 

44 
41 

70 
30 

37 
29 

58 
32 

37 
33 

7 Friday Night Movies 67 37 70 37 60 36 77 40 74 37 71 37 
7 Gomer Pyle, USMC 83 37 82 32 81 42 86 38 79 21 82 26 
7 Mission: Impossible 38 37 35 33 37 29 34 38 35 31 34 36 

10 Monroes 37 36 33 28 27 32 37 29 33 19 37 32 
10 Thursday Night Movies 68 36 72 37 66 34 77 41 75 38 71 37 

'''Familiar-those who have seen program. 
"TvQ score-those familiar with program who say it is "one of my favorites." 

product, a food or drink for example, 
is photographed for its eye appeal 
(and with an audio support) and 
emotionally involy es you, rather than 
attempts (in our two-dimensional 
film) the illusion of taste. You are 
switched to the eye from other 
senses. 

vgan 800# 
hduclians 

Specializing in unique 
post -scoring. 

Complete Recording Facilities 

80 West 40th Street LA 4-9677 
New York, N. Y. 10018 

Mr. Bergmann added that "shoot- 
ing abroad is tomorrow's look," to 
get "simulation, the simulation of a 
reality or an imagined reality that 
is a myth or a projection of what one 
thinks is a foreigner's life. What our 
impression of the foreigner is always 
has interest when played back to 
us," Mr. Bergmann remarked. "Th.at's 
why Europe, South America and 
other parts of the world can provide 
exciting commercials." But overseas 
or on location here, the Filmex 
president indicated, the best com- 
mercials "are not documentary, shot 
from the hip." A Filmex Simca 
commercial, and a Katsika spot shot 
in Greece, "were carefully con- 
structed with both amateur and pro- 
fessional actors, with a determined 
and directed image of `we're having 
a ball over here, we happy peasants,' 
Well, that's the movies for you," 
Mr. Bergmann concluded. 

QUICK CUTS 

Deadlines for this year's Amer- 
ican Tv Commercials Festival are 
January 15 for U.S. entries and 
February 15 for international en- 
tries. The competition is open to 
any tv or cinema commercial used 
for the first time in 1966. This year 
competition in product categories is 
limited to entries from agencies or 
advertisers: direct entry into the 
craftsmanship competitions is open 
to stations, studios, music and ser- 

vice companies, on- and off -camera 
performers, editors, directors, etc. 
Judging of U.S. entries will begin 
on February 15, with ten regional 
councils screening entries. At the 
same time a special panel of Inter- 
national Advertising Association 
members will start screening the en- 
tries from abroad. The '67 Awards 
will be presented at a banquet in 
New York's Americana Hotel on 
May 12. 

Secretary of the Interior Ste- 
wart L. Udall appears in a 30 -second 
trailer for America!, the Jack Doug- 
las series distributed in first -run 
syndication by CBS Films. In the 
promo, Mr. Udall touts the show's 
scenic glories: "The series is a 
handsomely photographed program 
that enables you to travel over this 
country and see and enjoy the beau- 
ty, and the majesty and splendor of 
America." 

Cox Broadcasting paid $2,750,- 
000 down for the purchase of Wal- 
ter Schwimmer, Inc. The sports syn 
dication firm will be run as a sub- 
sidiary of Cox, with Walter Schwim- 
mer remaining at the helm as chief 
executive officer. Schwimmer syndi- 
cates Championship Bowling, now 
in its 13th year; World Series of 
Golf, Let's Go to the Races, a num- 
ber of other sports programs, and 
Cisco Kid. 

VPI of Florida is reported to 
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i1 in full swing this winter, as a 

1e of winter -shooting operations 

fd New York and other East-of-the- 

R;kies clients: The layout, on the 

1»ch in Hollywood, a northerly sub- 
rl t> of Miami, is not far from Studio 

Cy in North Miami; the building 

tithe beach offers VPI clients space 

P. production meetings and has a 

f 11y -staffed office with direct corn- 

tlnications to New York. The oper- 

m is headed up by Gayle de Camp, 

reran film-maker. 

le In Washington, Byron Motion 

I ctures is building a new laboratory 

65 K Street, N.E., close to Capi- 

t I Hill and Union Station. The 

illlion-dollar Byron Film Center is 

llected to be completed by next 

!1. Besides the laboratory, the 

l ilding will house offices, sound 

ording studios, editing rooms, 

alts, machine shops, two large 

` -eening rooms and an employees' 

'feteria. 
In New York, Mecca Film 

hboratories went into color pro- 

Issing, taking over another floor 
!;I the Film Center building at 630 
I. 
Minth Ave. to accommodate a cus- 

jmm-built 16mm color processing 
,iachine, and a 35mm color pro- 

itssor, along with additive color 

!:inters, contact and reduction. The 

1.:w 
color lab is already operating 

1,-1 two shifts. 

One among the swelling ranks 
1,i Florid.a boosters is Jeff Gold, sales 

iirector of Van Praag Productions. 
p,¡Dollar for dollar, Florida is the 
est commercial buy in America," 

lEr. Gold said, adding that Studio 
;ity and Ivan Tors Productions of - 
ter "studios of major lot propor- 
ions." "We have recently completed 

'Leveral packages at Studio City," 
e added, "and found maximum co- 

peration and unlimited opportuni- 
ties for location shooting." Van 
Oraag Productions has a branch of - 
ice at Studio City. 

y George Romanis, composer for 
ii,cores of tv commercials, is working 
on his first feature film assignment, 
the music for United Artists' Eight 
)n the Lam, with Bob Hope and 

i?hyllis Diller. 

In Charlotte, Jefferson Pro - 
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Nov. II TvQ-Top Ten Evening Network Programs by Income 
Copyright Home Testing Institute/TvQ, Inc., 1966 

Total 
Audience 

Total 
Adults 

Income Groups 
Under 
$5,000 

$5,000- 
$6,999 

$7,000- 
$9,999 

$10,000 
& Over 

Fam* TvQ** Fam TvQ Fam TvQ Fain TvQ Fam TvQ Fam TvQ 
Rank 

1 
Program 

Bonanza 90 43 91 43 90 51 90 47 94 34 91 37 
2 Red Skelton 84 42 86 40 88 47 86 45 85 30 84 39 
2 Walt Disney 85 42 82 39 83 40 86 49 81 34 79 37 
4 Saturday Night Movies 73 40 75 41 66 39 82 43 81 41 75 40 
5 
6 

I Spy 
Family Affair 

59 
37 

39 
38 

61 
35 

36 
34 

54 
39 

29 
34 

62 
39 

44 
41 

70 
30 

37 
29 

58 
32 

37 
33 

7 Friday Night Movies 67 37 70 37 60 36 77 40 74 37 71 37 
7 Gomer Pyle, USMC 83 37 82 32 81 42 86 38 79 21 82 26 
7 Mission: Impossible 38 37 35 33 37 29 34 38 35 31 34 36 

10 Monroes 37 36 33 28 27 32 37 29 33 19 37 32 
10 Thursday Night Movies 68 36 72 37 66 34 77 41 75 38 71 37 

"Familiar-those who have seen program. 
"TvQ score-those familiar with program who say it is "one of my favorites." 

product, a food or drink for example, 
is photographed for its eye appeal 
(and with an audio support) and 
emotionally involves you, rather than 
attempts (in our two-dimensional 
film) the illusion' of taste. You are 
switched to the eye from other 
senses. 

Oaf; eigía// 
dalci`dns 

Specializing ín unique 
post -scoring. 

Complete Recording Facilities 
80 West 40th Street LA 4-9677 
New York, N. Y. 10018 

Mr. Bergmann added that "shoot- 
ing abroad is tomorrow's look," to 
get "simulation, the simulation of a 
reality or an imagined reality that 
is a myth or a projection of what one 
thinks is a foreigner's life. What our 
impression of the foreigner is always 
has interest when played back to 
us," Mr. Bergmann remarked. "That's 
why Europe, South America and 
other parts of the world can provide 
exciting commercials." But overseas 
or on location here, the Filmex 
president indicated, the best com- 
mercials "are not documentary, shot 
from the hip." A Filmex Simca 
commercial, and a Katsika spot shot 
in Greece, "were carefully con- 
structed with both amateur and pro- 
fessional actors, with a determined 
and directed image of `we're having 
a ball over here, we happy peasants,' 
Well, that's the movies for you," 
Mr. Bergmann concluded. 

QUICK CUTS 

Deadlines for this year's Amer- 
ican Tv Commercials Festival are 
January 15 for U.S. entries and 
February 15 for international en- 
tries. The competition is open to 
any tv or cinema commercial used 
for the first time in 1966. This year 
competition in product categories is 
limited to entries from agencies or 
advertisers; direct entry into the 
craftsmanship competitions is open 
to stations, studios, music and ser - 
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vice companies, on- and off -camera 
performers, editors, directors, etc. 
Judging of U.S. entries will begin 
on February 15, with ten regional 
councils screening entries. At the 
same time a special panel of Inter- 
national Advertising Association 
members will start screening the en- 
tries from abroad. The '67 Awards 
will be presented at a banquet in 
New York's Americana Hotel on 
May 12. 

Secretary of the Interior Ste- 
wart L. Udall appears in a 30 -second 
trailer for America!, the Jack Doug- 
las series distributed in first -run 
syndication by CBS Films. In the 
promo, Mr. Udall touts the show's 
scenic glories: "The series is a 
handsomely photographed program 
that enables you to travel over this 
country and see and enjoy the beau- 
ty, and the majesty and splendor of 
America." 

Cox Broadcasting paid $2,750,- 
000 down for the purchase of Wal- 
ter Schwimmer, Inc. The sports syn= 

dication firm will be run as a sub- 
sidiary of Cox, with Walter Schwim- 
mer remaining at the helm as chief 
executive officer. Schwimmer syndi- 
cates Championship Bowling, now 
in its 13th year; World Series of 
Golf, Let's Go to the Races, a num- 
ber of other sports programs, and 
Cisco Kid. 

VPI of Florida is reported to 
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b in full swing this winter, as a 

b ; of winter -shooting operations 

f New York and other East-of-the- 

kies clients. The layout, on the 

bi ch in Hollywood, a northerly sub - 

up' of Miami, is not far from Studio 

CV in North Miami; the building 

oíthe beach offers VPI clients space 

f production meetings and has a 

f 'Íy -staffed office with direct com- 

nications to New York. The oper- 

ian is headed up by Gayle de Camp, 

i ran film-maker. 

I0 In Washington, Byron Motion 

l ;tures is building a new laboratory 

aj65 K Street, N.E., close to Capi- 

n Hill and Union Station. The 

/;lion -dollar Byron Film Center is 

e')ected to be completed by next 

11. Besides the laboratory, the 

tilding will house offices, sound 

lIeording studios, editing rooms, 

llalts, machine shops, two large 

keening rooms and an employees' 

feteria. 
In New York, Mecca Film 

Lboratories went into color pro- 

cssing, taking over another floor 

á, the Film Center building at 630 

Li.nth Ave. to accommodate a cus- 

u -built 16mm color processing 

achine, and a 35mm color pro- 
issor, along with additive color 

!Minters, contact and reduction. The 
slew color lab is already operating 
qp two shifts. 

.R One among the swelling ranks 
'1 Florida boosters is Jeff Gold, sales 

",'rector of Van Praag Productions. 
Dollar for dollar, Florida is the 
;est commercial buy in America," 
,lr. Gold said, adding that Studio 

Itity and Ivan Tors Productions of- 

11- "studios of major lot propor- 
ni ns." "We have recently completed 
'1:veral packages at Studio City," 
le added, "and found maximum co- 

peration and unlimited opportuni- 
tes for location shooting." Van 
'raag Productions has a branch of - 

rice at Studio Cíty. 
,c George Romanis, composer for 
tcores of tv commercials, is working 
to his first feature film assignment, 

the music for United Artists' Eight 
rn the Lam, with Bob Hope and 

'Phyllis Diller. 

:, In Charlotte, Jefferson Pro - 
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ductions opened up a $2 -million col- 

or commercial taping facility. Since 
Jefferson Productions was set up by 
Jefferson Standard Broadcasting in 
July, '63, the studio has taped some 
1,000 commercials for hundreds of 
advertisers, local, regional and na- 

tional. The new facility has eight 
RCA TK42 color cameras, six RCA 
TR22 vtr's, five Norelco Plumbicons 
in a remote unit, and two RCA TR 
22s. 

THE ENERGIZED VOID 
Does that sound like the tv tube 

picture? It's the title of the show 
of paintings by commercials maker 
Ed Seeman, now running at New 
York's East Hampton Gallery. Mr. 
Seeman, director of animation at 
Gryphon Productions, said that in 
his paintings he "treats the rectangle 
as an eternal space, consciously neg- 
ating shape, subject and form" said 
the gallery: "Seeman's counterpoint 
of color and shadow `energizes' the 
surface, while the sculptural inter- 
action of the raised points changes 
the effect of the color and texture 
as one moves about confronting the 
bas-relief type painting. This subtle 
approach to optical painting creates 
a canvas of mystical luminosity 
which in its serenity, interestingly 
is the antithesis of the chaotic world 
of tv commercials." 

Tv Commercials 

FilmFair 
Completed: Goodyear (tires), Y&R; Purex 
(bleach), FCB; Eldon Industries (toys), 
SF&K; Del Monte (low calorie), M -E; 
Northwestern Mutual (insurance), M -E; 
VanCamp Seafood Co., DFS; Seaboard 
Finance (loans), FCB; Heinz (soups), 
DDB; General Foods (jello), Y&R; Calo 
(pet food), FCB; McCulloch (saws), M -E; 
Ford Co. (station wagons), JWT: South- 
western Bell Telephone Co. (yellow pages), 
Gardner; Bank of America, D'Arcy. 
In Production: American Oil (stations), 
D'Arcy; Simoniz (car wax), D -F -S; Sun- 
ray DX Oil Co. (gasoline), Gardner; Kim- 
berly Clark (kleenex), FCB; U.S. Borax 
Co. (borax, borateem), M -E; Heinz 
(soups), DDB. 

Keitz & Herndon 
Completed: Seveh-Eleven Food Stores, 
Stanford; Lone Star Gas Co., BBD&O, 
Inc.; Wolf Brand Chili, Crook; Bama's 
Best, Savage, Kerr & McMillen. 
In Production: Dr Pepper Co., Grant; 
Seven -Up Co., direct; Southwestern Bell 
Telephone Co., direct; Houston Post 
(newspaper), Goodwin, Dannenbaum, Litt - 

.1_`r '_, AR 

ti 

JOHN MAUPIN joined Lennen & 

Newell, Inc., as senior vice-president 
and director of radio/television pro- 
gramming and planning. Formerly, 
he held a similar position with Ful- 
ler, Smith & Ross, Inc. Mr. Maupin 
succeeds Nicholas Keesely, retired. 

men & Wingfield; Continental Oil Co. 
(Conoco gasoline), Clinton E. Frank, Inc.; 
Borden's Dairy (dairy products), Tracy. 
Locke, Inc.; Fanta Beverage Div. of Coca. 
Cola (orange drink), Tracy -Locke, Inc.; 
Ralston Purina (cattle and poultry feed), 
Humphrey -Williamson -Gibson; Braniff In 
ternational (airline service), direct. 

Paul Kim -Lew Gifford 
Completed: Manufacturers Hanover Trust, 
Y&R; Prudential Insurance; Reach, Mc- 
Clinton; Wall St. Journal, BBDO; AT&T 
(services and commercial theatre), Ayer; 
Insurance Co. of America, Ayer; R.J. c 

Reynolds Tobacco Co. (Winston) , Esty; 
American Iron & Steel Institute, SSC&B; 
General Electric, BBDO; Kodak (verifax 
copier), JWT. 
In Production: Burry Biscuit Co. (Scooter P 

Pie), JWT; A.E. Staley (Sno-Bol), C -M; 
AT&T (dataphone), Ayer; Liberty Dlutual, 
RBDO. 

Stars & Stripes Prod. Forever, 
Inc. 

Completed: FritoLay Co. (dip -mixes), 
FC&B; Dickey Foods (potato chips), David 
Kleck Assoc.; Sheraton Hotels, BBD&O, 
Inc.; Philip Morris Co. (darks gum), 
Burnett; Menley & James Co. (contac), 
FC&B. 
In Production: Standard Oil Co. (gaso- 
line), D'Arcy; General Mills (Kix), 
D -F -S; Western Savings Bank, BBD&O, 
Inc.; Mass. Bay United Fund, BBD&O, 
Inc.; New England Life Insurance (indus- 
trial), BBD&O, Inc. 

The TVA Group 
Completed: TWA (stock footage), FCB. 
In Production: Nabisco (team flakes), 
K&E; E.C.A.P. (power), Ayer; Coca-Cola 
Export Corp. (Minute Maid), Marschalk 
Firestone (tires), C -E; Kodel (carpets), 
Needham, Harper & Steers; Chevrolet 
(Camaro), C -E. 

Tele -Tapé Productions 
Completed: Lane Furniture Co. (sweet- 
heart chests), DDB; Hertz Corp. .(cars), 
Ally; Chanel, Inc. (men's toiletries), 
NC&K; General Foods (Horizon Coffee), 
Y&R; Manufacturers Hanover Trust 
(Christmas promotion), Y&R. 
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JANUARY 2, 1967 

TELEVISION AGE SPOT 

idtp pot iv costs increased about 

three per cent during the six- 

lonth period from March to Sep- 

anher, 1966, according to the latest 

st summary sheet prepared by The 

,at Agency. The increase is based 

a total of maximum costs in the 

p 200 markets as specified by the 

',merican Research Bureau's "pri- 
'iary" rank classification. 

Rates in the 40th Katz summary 

ieet are tabulated market by mar - 

¡a for several of the most frequently 
sed time classifications. The great- 

! ;t increase, about five to seven per 

?Alt; comes in the first 20 markets 
In daytime and fringe minutes, 
ith a five -per -cent increase also 

,.oted in the first ten markets for 
c+rime 20's. This increase for prime 
0's, from $13,275 to $14,015, dim- 

Wishes when the buy is stretched 
ver the top 50 markets, however: 
here an increase of $1,045 repre- 

I 'eats only about a three -per -cent 

vise. And the increase for a buy in 

4e lop 200 markets is only about 
per cent. 

Costs for six fringe minutes per 
''Meek in the top ten markets rose 
:rom $10,750 in March to $11,575 by 
Jeptember, an increase of seven per 

a review of 
current activity 
in national 
spot tv 

cent. The price of fringe minutes 

in the top 20 markets rose five per 

cent, from $14,066 to $14,863. 

A buy of 12 daytime minutes in 

the top 20 markets noys costs about 
$250 more than last March, a five - 

per -cent increase over the six-month 

period. But cost figures on six day- 

time minutes per week in the top 

20 markets dropped seven per cent, 

from $6,217 to $5,852. 
This puzzling cost reduction, which 

seems to occur in all market totals 

from the first ten through the top 

200, does not indicate a price -cutting 
trend, the rep firm believes. The 

discrepancy, Katz says, might be due 

Kris Gan gadean, media buyer at 
Ogilvy & Mather, Inc., New York, 
works on the Shell Oil account. 

REPORT 

to changes in market rates selected 

for the September report. At any 

rate, spot costs are, in general, go- 

ing up. 
Copies of the latest cost summary 

and another timebuying aid, the 1 

Katz calendar, used to calculate the 

end date of broadcast schedules, are 

available from Katz offices across the 

country. 

Among current and upcoming 
spot campaigns from advertisers and 
agencies across the country are the 
following: 

American Chicle Co. 
(Ted Bates & Co., Inc., N.Y.) 
A 52 -week campaign in 100 major 
markets will break this week for several 
brands, including TRIDENT, CERTS, 
DENTINE, CLORETS and ROLL -AIDS. 
Campaigns varying in weight from light 
to saturation for the various brands will 
use fringe minutes. Buying are Bob 
Brandt, Peigi Parslow, Mary Ohser, Anna 
Rodriguez and Jim Bloom. 

American Home Products Corp. 
(Ted Bates & Co., Inc., N.Y.) 
This company is considering .a first- 
quarter campaign in six scattered 
markets for HEET LIQUID. ,Possble 
markets to be included are San Francisco, 
Tampa and Pittsburtgh. Using dáytime 
ID's and possibly piggybacks, the campaign 
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should kick off around the end of this 
month. First-quarter activity on the 
Whitehall Division products of American 
Home will break at issue date. The 
campaign, in 100 spot markets, will 
continue until March 31. Most of the 
commercials will be piggybacked (some 
with Boyle Midway Division products 
whch are handled by 'Cunningham & 
Walsh), but there will also be some 
ANACIN minutes. Buying was out of 
the American Home spot pool. 

American Home Products Corp. 
(Cunningham & Walsh, Inc., N.Y.) 
First-quarter activity for various AHP 
products will break January 15 in 45 
selected markets. The 13 -week campaign 
will use moderate -weight schedules and 
will employ piggybacks. Chuck Rosen 
and Frank Reed buy. A new oven 
cleaner will be tested on all stations in 
Phoenix, Tucson and Indianapolis. The 
campaign, which begins this week, will 
run for 13 weeks and will use heavy day 
and fringe minutes. Martin Antonelli is 
the buyer. 

Bristol-Myers Co. 
(Doyle Dane Bernbach, Inc., N.Y.) 
A 12 -week SOFTIQUE campaign starts 
at issue date. Piggybacking with 11 
other company products, including 
DIAMOND BRITE and NICE N' EASY, 
the push will lave moderate exposure 
in the top 20 markets. Joan Rutman is 
the contact. 

Bristol-Myers Co. 
(Doyle Dane Bernbach, Inc., N.Y.) 
A three-week campaign for Clairol's 
KINDNESS breaks early this month. 
Minutes and piggybacks will be used for 
heavy exposure in 20 major markets. 
Bill Morano buys. 

Bristol-Myers Co. 
(Foote, Cone & Belding, Inc., N.Y.) 
A 26 -market buy for MISS CLAIROL 
SHAMPOO FORMULA, which breaks 
this week and was to have run for four 
weeks has been extended an additional 
six weeks. Commercials will run piggyback 
with EXCEDRIN, BUFFERIN, 
'SOFTIQUE and CITRISUN. Early and 
late fringe spots will be used to reach 
women 18-34. Lee Muntz is the contact. 

Campbell Co. 
(Ogilvy & Mather, Inc., N.Y.) 
The first week of the new year is start 
time for a four -week campaign in ten 
to 15 selected markets for various 
Campbell products. Minutes will be used. 
Buying are Tony Nacinovich and 
Frank Massaro. 

Chesebrough-Pond's, Inc. 
(William Esty Co., N.Y.) 
A fairly heavy campaign for PERTUSSIN 
is slated to begin January 8. Fringe and 
day minutes will lie used in the top ten 
markets for a run of approximately - 
seven weeks. Also, first-quarter activity 
for other products begins at the same 
time. Minutes and piggybacks will be used 
in 60 major markets for 26 weeks. 
Buying are Lee Mitchell, Milt Herlick 
and Diarmuid White. 

Rep Report 
GUILFORD ROSS DYE joined Peters, 

Griffin, Woodward, Inc.. as a tele- 
vision account executive in the Chi- 
cago office. He was previously in 
the press and promotion departments 
of ABC-TV and wRKB Chicago. 

THOMAS M. COJIERFORD was pro- 
moted from vice president for tele- 
vision sales, Eastern division, of 

Broadcast Communications Group, 
Inc., to vice president and general 
manager, television sales. He has 
been with the rep firm since it was 
founded in 1964. 

John Blair & Co. named five men 
to top-level executive positions. They 
are: KEVIN S c-DERMOTT, vice-presi- 
dent market division, and most re- 
cently New York sales manager of 
the television market division; JACK 
FRITZ, vice president and general 
manager of television, named to the 
hoard of directors; DON SAIIACENO, 
formerly assistant general manager 
of television in Chicago, named vice- 
president sales, television station 
division, Chicago; BOB DWYER, named 
vice president sales, radio division, 
New York, and JOHN WHITE, named 
vice-president sales, television station 
division. 

At Peters, Griffin, Woodward, Inc., 
H. PRESTON PETERS (I.) stepped down 
as president, although he continues 

4t r..- 
4.441«e» 

as chairman and chief executive of 
the firm. Succeeding him as presi- 
dent is LLOYD GRIFFIN (r.), who has 
functioned as president -television for 
the past five years. At the same time, 
JOHN C. BUTLER, vice president -radio, 
and ROBERT D. BRADY, assistant treas- 
urer, were named directors of the 
corporation. 

Cities Service Oil Co. 
(Lennen & Newell, Inc., N.Y.) 
This company is considering expanding 
its CITGO sponsorship of five-mnute 
news and sports programs. Buyng will 
begin around January 15 for new spots 
in ten to 20 markets east of the 
Mississippi. Some are merely renewals oil 
programs sponsored last year. Others an 
additions to compensate for markets 
lost through the sale of various franchis 
to Gulf. All buys will run for 13 weeks. 
Plans for expanding activity are still 
in the discussion stage. Joan Krejci buy, 

Corn Products Co. 
(Dancer -Fitzgerald -Sample, Inc., 

N.Y.) 
First-quarter activity on SPIN BLEND 
mayonnaise will start in 15 selected 
markets with later expansion likely. The 
campaign will last about 16 weeks and 
will use daytime and early and late fringe 
minutes. Also, this company's Best 
Foods Division begins first-quarter 
activity on SKIPPI PEANI T BUTTER 
early this month. All minutes and 20's 
Ns ill be used in family programming spots 
between 6:00 and 9:00 p.m. in 50 selected 
markets. The campaign will last 22 
weeks. Dave Champion is the contact. 

The Drackett Co. 
(Ogilvy & Mather, Inc., N.Y.) 
This company will introduce a new 
product in seven test markets starting 
January 16. The campaign will run for 
eight weeks and will use minutes and 
ID's. Mike Borden is the contact. 

Drakes Bakeries 
(Young & Rubicam, Inc., N.Y.) 
Kids are the target in a 52 -week 
DRAKES CAKES campaign, with heavies 
exposure during the school year. Day 
minutes will be used in six selected 
northeastern markets beginning January 
8. Buying is Frank Becker. 

Filbert, Inc. 
(Young & Rubicam, Inc., N.Y.) 
A 52 -week schedule for FILBERT 
MARGARINE begins in January. The 
campaign, in about 15 markets, will use 
day and fringe minutes. Martin Tubridy 
is the buyer. 

Florida Citrus Commission 
(Lennen & Newell, Inc., N.Y.) 
A 29 -week campaign for CHILLED 
ORANGE JUICE will break January 15. 
Buys will be in 15 markets, some of 
which are top markets. Fringe minute 
and prime 20's will be used. Lillian 
Bullock is buying. 

lIP 

R. T. French Co. 
(Kenyon & Eckhardt, Inc., N.Y.) 
Four new instant rice products-'FRIED 
RICE, RICE -BEEF FLAVOR, RICE - 
CHICKEN FLA\ OR, QUICK SPANISH 
RICE-are in four test markets. The 
campaign will continue through January 
in Kansas City and Syracuse, and 
through the first part of March in 
Phoenix and Tucson. Louise Gainy l)uys. 

(Continued on page 46) 
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line Seller's Opinion . . . 

TURNOVER (AND NOT APPLE) 

There's an old axiom ... the most constant element in life is change. 

Certainly there is nothing more constant in advertising currently than 

he change in personnel in the media departments of most major agencies. 

[here are some agencies familiar to us, certainly typical of many others, 

that have experienced in the last year virtually a complete turnover in 

personnel on the buying level in the media department. This is not 

.'',tecessarily had in itself, except that many bright, young people are 

to longer associated with those agencies. Certainly this painful loss of 

:alent is most expensive to agencies and frustrating to medía and per- 

sonnel directors. 

Why did these people choose to leave? 

o There are a number of reasons. Perhaps the one most often dis- 

cussed is the low pay scale. One wag, late of .a New York shop, com- 

mented recently, "My parents can't afford to put me through-agency 

any more." But low salaries are not the only factor. Many of these 

1bright, young men and women, most of whom have college degrees, 

are bored. Looking at their assignments and responsibilities, they and 

I outsiders alike realize that they are poorly paid, well-educated "clerks" 

who .are not challenged in their jobs, often chafing under the limited 

direction of someone \sho occupies the position over them by virtue of 

l a few months' seniority. The tedium of some of their assignments is 

discouraging to them. 

Beyond these obvious day-to-day realities is a serious, not often 

recognized, deficiency. For reasons relative to time and ignorance of 

the problem at higher levels, many of these media people have no 

identification or involvement with their agencies' goals or direction. 

The solutions to the turnover include: glamorizing media as a career, 

if only as an interim career; involving buyers, wherever feasible, in 

all aspects of media buying and planning, particularly in the little 

understood but very interesting aspects of media research; increasing 

the communication and contact with top level management in regard 
to the direction and goals of the agency and how it relates to the in- 

dividual in media. 

These elements, coupled with higher salaries where needed, will go 

far in establishing pride in the profession. Perhaps these steps and 

others will eliminate the frustrating but amusing situations typified 
recently by a female buyer on a male -oriented product, who was in- 

sisting that the AFL was a labor union and had nothing to do with 

football. 

The action station ln 
the action city! 
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HAVE YOU LOOKED AT CHARLOTTE 
LATELY? Cultural and sports center; 
industrial, distribution and retail sales 
leader of the Carolinas. Charlótte has 
highest family income of any metro- 
politan area in the Southeast -32% 
above U.S. average. With WSOC-TV you 
sell not only Charlotte, but its entire_ 
market. Nearly 3 million consumers live 
within the influence of this great area 
station. Ask us or H -R to tell you about 
our news, sports, children's and family - 
fare programming. You'll do better in 
the Carolinas with Charlotte's WSOC-TV. 

NBC -ABC. Represented by H -R 

COX BROADCASTING CORPORATION stations: WSB AM -FM -TV, Atlanta; 
WHIG AM -FM -TV, Dayton; WSOC AM -FM -TV, Charlotte; WIOD AMFM, 

Miami; KTVU(TV), San Francisco -Oakland; WIIC-TV, Pittsburgh. 
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Spot (Continued) 

General Foods Corp. 
(Young & Rubicam, Inc.; N.Y.) 
An 11 -week campaign for MINUTE RICE 
will break early this month. Women 
18-49 will be the target in 40 selceted 
markets. Minutes and piggybacks will be 
used. The buyer is Ricardo Larraga. 
Also, a campaign for LOG CABIN 
SYRUP in 37 selected markets starts 
January 9. The six -week flight will have 
moderate exposure, using piggybacks 
60 per cent of the time and minutes 40 
per cent. Linus Williams buys. In 
addition, activity will break this week on 
a 52 -week campaign for SANKA 
coffee. Day and early and late fringe 
minutes will be used to reach women 
50 -plus in 24 markets. Jacques Frottier 
buys. 

H. J. Heinz Co. 
(Doyle Dane Bernbach, Inc., N.Y.) 
This issue date sees activity breaking 
on a special advertising campagn for 
HEINZ KETCHUP. Minutes will be used 
in 20 selected spot markets to supplement 
network buys. The spot push will run 
for a minimum of three months, but no 
outside limit has yet been established. 
Joan Keegan is the contact. 

International Coffee 
Organization 

(McCann-Erickson Co., Inc., N.Y.) 
A reduction in the frequency of spot 
exposure for the "Think Drink" campaign 

There are elevens ... . 

is slated for the following markets: 
New York, Philadelphia, Boston, Detroit, 
Cleveland, Pittsburgh, Washington, 
D.C., St. Louis, and Indianapolis. The 
adjusted schedule, running from January 
2 until April 2, will make room for a 
heavy regional network buy in markets 
east of the Mississippi. Spot market 
exposure in Los Angeles, Chicago, San 
Francico, Dallas/Ft. Worth, and - 

Minneapolis/St. Paul will remain 
unchanged. Ann Oliver is the contact. 

Lever Bros. 
(SSC&B, Inc., N.Y.) 
Various flights for LIPTON SOUPS and 
TEA will break during January. The 
top 50 markets will be picked up for the 
fringe piggyback drive. Hank Tom is 
'the buyer. 

Johnson & Johnson 
(SSC&B, Inc., N.Y.) 
January 2 is the pushoff date for 
activity on MICRIN in 50 markets. The 
campaign will last until April 2, using 
prime 'and early and late fringe minutes. 
John Dupret made the buy. 

P. Lorillard Co. 
(Grey Advertising Agency, Inc., 

N.Y.) 
A first-quarter campaign for KENT 
cigarettes is coming out of the discussion 
stage, with a possible use of minutes, 
20's, and ID's in from 40 to 45 selected 
markets. Moderate campaigns in some 
markets should begin this week, with 
other activity breaking January 15. 
Vicki Gilbert buys. 

Madison Labs 
(West, Weir & Bartel, Inc., N.Y.) 
Activity breaks January 16 on a campagia 
for HINACA MOUTH SWEETENER. 
Using minutes and ID's, the push will 
last from four to five weeks in the top 
50 markets. The contact is John Tobin. 

Mentholatuin Co. 
(J. Walter Thompson Co., N.Y.) 
Activity begins January 16 in 80 selected 
markets for MENTHOLATUM RUB and 
MENTHOLATUM OINTMENT. Using 
fringe minutes and prime ID's, the 
campaign will have a 10 -week run. 
Frequency of exposure will be moderate. 
Pete Levins buys. 

Mexicana Airlines le 

(Wesley Advertising, Inc., N.Y.) 
First --quarter flying activity will break taÍ 

sometime in early February. A 26 -week 
campaign in four markets-Dallas, 
Miami, San Antonio and Corpus Christi- 
will use late night 60's and late news 
60's and 20's. George Russo ís the 
buyer. 

National Biscuit Co. 
(McCann-Erickson Co., Inc., N.Y.) 
A 14 -market push for SNACK -MATE will 
start January 16. Using daytime and 
fringe minutes to attract women 18-49, 
the campaign will run four weeks. 

National Airlines 
(Papert, Koenig, Lois, Inc., N.Y.) 
First-quarter activity begins at issue date 

(Continued on page 48) c 
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Bob Hayes 

Ralph Neely Leno Donohue 

Pete Gf 

Then, there are elevens! 

With either, you are a winner! And, now that the Dallas - 
Fort Worth market has climbed -to the nation's No. 11 position 
in households*, still another eleven moves into the winner's 
circle of increased sales, audience and profits. Call your 
Petryman for a 'Scout Report' on the Quality Touch team. 

*Sales Management Survey, August 1966 
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i?.of ile . LEW HECKER 

1 rrhe much -touted flexibility of pig- 

gybacks is partly myth, .accord - 

in to Ted Bates' medía buyer Lew 

frJ:ker. Besides worrying about 

vhther both products have distribu- 

tia in a market, the buyer has to 

olapare the GRP obectives of each 

till consider whether or not the spots 

integrated (a must on some sta- 

is) . t. 
Co alleviate these problems, Mr. 

Joker is adamantly in favor of two- 

,unpany sponsored piggybacks, or of 

adation selling 30 -second spots out- 

tht-at half the minute rate. "If 

X i start charging a premium," he 

'ed, "the cost may eventually creep 

ti to that of a minute." 
As to whether selling 30's would 

Fri spot billings, Mr. Hecker noted 

t it it might significantly increase 

t 'm. "If networks would increase the 

1 -second break between programs to 

liminute, it can easily be sold as 

to 30 -second announcements. This 

tans that stations will have as many 
;ments as when they sold two 20's 

a 

4 

or a combination of 20's and ID's, 

and will be selling more time (60 

rather than 40 seconds) ." 

Mr. Hecker pointed out that de- 

spite the unfavorable initial reaction 

to the dual -sponsor 60's, reps are 

again querying stations about their 
acceptability. One small rep firm, he 

noted, received the OK from nine 

of its stations to at least test the 

spots. 
Are networks taking away spot dol- 

n Meredith 

COWBOYS 

Don Perkins 

Jim Boeke Dave Manders 

lars by increasing their own flexi 

bility? Mr. Hecker feels that "scatter 

plans and piggybacks may have di- 

verted some money in the beginning, 

but spot tv remains important. You 

can flight in and out of a spot market, 

can heavy up_ in others, etc." Asked 

about network cut -ins as stiff com- 

petition to spot tv, the media man 
replied that "in certain markets, it's 

actually cheaper to buy spot than to 
cut -in on a schedule." 

At Bates, Mr. Hecker buys on 

Standard Brand's Fleischmann's Mar- 

garine, Siesta Coffee and on the com- 

pany's pet foods. Before joining the 

agency nearly three years ago, be 

worked in network research at CBS - 

TV and in sales service at WCBS-TV, 

the network's New York flagship. 

Mr. Hecker majored in' English 
and Journalism at Syracuse Univer- 
sity. The bachelor lives in New 

York's Greenwich Village, but on 

vacations and whenever he has time, 
he likes to travel. Besides the U.S., 
he's seen Spain and France, and 
hopes to get to England . and Italy on 

his next trip. 

Mel Renfro 

/' AT, 

.¡ 

Pettis Norman 

WFAA TV 
The Quality Station serving the Dallas -Fort Worth Market 

ABC, Channel 8, Communications Center 
Broadcast Services of The Dallas Morning News 

Represented by Edward Petry & Co., Inc 
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Spot (continued) 

in 14 markets. Buys in markets along 
the Atlantic coast, New Orleans, Houston, 
Los Angeles, and San Francisco will 
be -of varying lengths and frequencies 
'according to the airline flight program 
in each market. Buying is Roberta Goebel. 

Procter & Gamble Co. 
(Compton Advertising, Inc., N.Y.) 
January 19 is the kick-off date for this 
company's CRISCO campaign. Activity 
will be moderate to light in 50 selected 
markets. Minutes and some piggyback 
will be used. Ann Higgins buys. 

Procter & Gamble Co. 
(Grey Advertising Agency, Inc., 

N.Y.) 
Activity breaks this week on a 52 -week 
campagin for 'DOWN1 FABRIC 
SOFTENER. Early and late fringe 
minutes in 20 selected markets will 
supplement network buys. More markets 
will be added by the end of the month. 
An 'additional special campaign 
scheduled to break in January is also 
in the works. Sol Pardes buys. 

Procter .& Gamble 
(Compton Advertising, Inc'., N.Y.) 
A 20 -market campaign for DUNCAN 
HINES CAKE MIX' begins January 9. 
The six -week push will use fringe and 
prime minutes. Tod Roberts is the contact. 

102111, 

Who gets top 

billing with 

Central Iowa 

viewers? 

COLORFUL 13 ! DES 'MOINES, IOWA 

lillszr Represented Rationally by Peters, Gratin, Woodward, Inc. 

C. Schmidt & Sons, Inc. 
(Ted Bates & Co., Inc., N.Y.) 
A 13 -week campaign for SCH_MIDT 
BEER breaks at issue date in 
approximately 10 major northeastern 
markets. Prime and fringe 20's and 60's 
will be used to reach all adults, 
particularly men 18-49. Al Mazzoni is 
the buyer. 

Scott Paper Co. 
(J. Walter Thompson Co., N.Y.) 
Activity begins January 15 for various 
Scott products in ten selected national 
markets. The campaign will use daytime, 
fringe and prime minutes and some 
piggybacks in a moderately heavy 13 -week 
run. Sarah Wind is 'buying. 

Standard Brands, Inc. 
(J. Walter Thompson Co., N.Y.) 
An eight -week campaign for various 
products begins January 30 and will run 
until the end of March. Using prime 
ID's and pi«gyhacks for early and late 
fringe and daytime exposure, the push 
will be in selected markets, including 
Boston, Philadelphia, Baltimore and 
Detroit. Doris Corrigan buys. 

Sterling Drug Inc. 
(West, Weir & Bartel, Inc., N.Y.) 
A piggyback campaign for BRONKAID 

and CAROID will start January 16 in 
the top 50 markets. Commercials, which 
will receive moderate exposure in all 
but prime time spots, will run for a 
minimum of 6 weeks. John Tobin is the 
buyer. 

Texize Chemicals, Inc. 
(Henderson Advertising Agency, 

Greenville, S.C.) 

After being introduced with a $1 -million 
advertising budget in 1966, FANTASTIK 
SPRAY CLEANER has gained national 
distribution. The product will be 
pushed with a $4 million ad budget 
this year, tt hich besides network tv, 
will include a national spot tv campaign 
in major markets. Media manager Betty 
McGowan and buyers Sally Luttrell and 
Peggy Hill handle the buying. 

Warner Lambert 
Pharmaceuticals 

(BBDO, Inc., N. Y.) 

First-quarter 'activity for EFFERDENT 
will break on January 2. The 13 -week 
campaign will be in 124 markets, using 
minutes and piggybacks. In addition, 
a campaign for BROMO -SELTZER will 
take place at the same time in 14 markets. 
Minutes will he used. Barry Lewis buys, 
with Sheldon Jones assisting. 

Media Personals 
TOD ROBERTS joined Compton Ad- 

vertising, Inc., New York, as an as- 
sistant media buyer on Procter & 

Gamble. He was graduated from 
Yale University and went to George 
Washington Law School. 

CAItOLYN FOGG and MARJOttIE 

THOIPSON were named media buy- 
ers at Hoefer, Dieterich & Brown, 
Inc., San Francisco. Mrs. Fogg was 
in media at Guild, Bascom & Bon- 
figli before joining HD&B in August 
1966. and Miss Thompson was with 
BBDO, Boston, before she came to 
the San Francisco agency in Feb- 
ruary of last year. The agency also 
named JOAN SALOMOM a media 
group assistant. She was previously 
with Bristol-Myers, Inc. 

D. 1'. Brother & Co., Detroit, ap- 
pointed GERALD PAS a broadcast buy- 
er. Ile was formerly with Young & 

Rubicam, Inc. 

FIR.AZEIt TINDA1.1. has been named 
media director at the New York 
offices of Kingsley, Manton & Pal- 
mer. He was formerly with the J. 
Walter Thompson Co. 

SIIELDON BODEN has been ap- 
pointed media director at Norman, 

Craig & Kummel, Inc., New York. 
Mr. Boden, who is also a vice presi- 
dent, will be responsible for the 

DI R. BODEN 

total inedia and media research ac- 
tivities of the agency. 

IS%BELLE STANNAItD haS been ap- 
pointed media manager for Helfgott 
& Partners, New York. She was for- 
merly with Young & Rubicam, Inc. 

P ARCEIIETTA MCCROIIAN recently 
joined Don Kemper Company, Inc., 
New York, as media director. She 
was formerly with Bermingham, 
Castleman & Pierce, Inc. 
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"What do you suppose he meant when he said he takes 

his whole office with him whenever he visits a client?" 

Those portable media/market files 
Accompany buyers for myriad miles. 

On land, at sea, or in the air, 
In SRDS 

YOU ARE THERE 

selling by helping people buy 

Another exclusive exposure opportunity for Service -Ads in SRVS 
STANDARD RATE & DATA SERVICE, INC. 

.1 
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During the years, we figure we have cooked 
6,894 commercials for one sponsor alone- 
A & P Supermarkets-and hundreds 
more for many different sponsors! 

Live commercials have always been a 

specialty at WMAR-TV ... whether it means 
foods specially cooked in our food 
preparation center . .. or automobiles driven 
right into our studio ... or a difficult 
beer "pour" ... in true fidelity color or 
black and white, live or on video tape. 

Commercial production experience, plus 
unmatched facilities, is another reason why 
WMAR-TV produces better results for you 
in this important market. 

No Wonder... In Maryland 
Most People Watch COLOR -FULL 

WMAR -TV 
CHANNEL 2; SUNPAPERS TELEVISION 
TELEVISION PARK, BALTIMORE, MD. 21212 
Represented Nationally by THE KATZ AGENCY, INC. 

rt 

or 

rr 

rr 

rl 

50 Television Age, January 2, 1967 



/all Street Report 

ire for Electronics. At the 

i of the New Year the investment 

u nunity continues to rethink and 

rssape its attitude toward various 

n stríes, and again it would seem 

the tv -electronics field is one 

v(t;h simultaneously creates high 

l«,Tees of both enthusiasm and un- 

.darinty. The doubt stems from the 

.áe general uncertainties casting a 

over the outlook for 1967-tight 
n,iey, the decline in new housing 

4,4ls, the anticipated decline in capi- 

tíf!spending and, of course, the pos- 

.i'lity of additional taxes accom- 

pOied with apprehension over labor 

it lands. 
'In the other hand the tv -electron - 

i« industry continues to generate 

nir technologies to accompany new 

tdcepts and create new markets. 

yviously the electronics industry's 

4tength cannot be maintained while 

lb rest of the economy sags. And 

wile the security analysts are at- 

unpting to hedge their estimates on 

e size of the expected sag, they are 

'ling to pick out those entities of 

industry which are expected to do 

till-come sag or slump. 

that about color? As is custom - 

over the past two years the out- 

bk starts with the prospects for 

tUlor Iv in 1967. Estimates for set 

E.es in 1966 are placed at approxi- 

i{rtely 5.4 million in color, and the 

llief is that a 50 -per -cent increase 

lould be scored in the next 12 - 

Iamb period. 
`there has been continuous uncer- 

linty about the industry, however, 

flecting concern over price stability 

ad the possibility that the tight 

oney market would squeeze install- 

ent credit to a point where it began 

r pinch the consumer appliance field. 

J is assumed there will be a moderate 

:cline in retail prices, but there's 

Ióll no fear that the price structure 

:.ill collapse or break. Zenith is given 

igh marks by most analysts in this 

rea because its performance is less 

ikely to he affected b\ factors out- 

.ule the tv market, while RCA, de- 

spite its traditional leadership in this 

field, has slipped somewhat. This is 

because its acquisition of Hertz and 

Random House and its increasing in 

vestment in the computer market has 

created additional problems in assess- 

ing the company's future. RCA noss 

has added over $310 million to its 

sales volume, which topped $2 billion 

in 1965 and should be nearing the 

$2.5 -billion mark for 1967. Magna- 

vox continues to be a major benefi- 

ciary of the color boom. Now it is be- 

ing strengthened by its new product, 

Magnafax, a remote copier which it 

developed in cooperation with Xerox. 

Motorola, Fairchild Camera and 

Texas Instrument overlap in the 

dramatic and fascinating area of 

_integrated circuitry. Motorola has the 

added advantage of being a major 

force in the color tv field, although 

there have been reports that it is 

experiencing some difficulty with its 

tubes But the rise of the monolithic 

circuit-in which complete circuitry 

is photographically placed on a tiny 

chip - is expected to give added 

appeal to these three entries. In early 

December, however, the confidence 

was shaken by reports that price -cut- 

ting was spreading in the field, 

suggesting that profits would be 

trimmed. 

Integrated Circuitry. Fairchild 
Camera and Texas Instrument are 

both showing rising earnings, with TI 

holding the prime position ín the 

market. It is particularly strong be- 

cause the computer makers are the 

big potential users of integrated cir- 

cuits, and TI has a special position 

with I.B.M. ín that it makes some 

pure integrated circuits as well as 

some of the "hybrid" variety which 

I.B.M. developed. 

Some of the other entrants in the 

electronics -electrical field (such as 

General Electric, Westinghouse, Lit- 
ton and Emerson) represent, in the 

views of analysts, corporations which 

by virtue of good management and 

strong marketing or industry position 

are expected to do better than aver- 

I 

ITTT 

age over the next year. Westinghouse, 

for example, has a strong position in 

the utility field and has been improv- 

ing its share of market in the past 

few years. It apparently has a good 

backlog of orders for electrical equip- 

ment from utility concerns, a develop- 

ment that will help it ride through the 

period when capital goods orders are 

expected to dip. General Electric also 

continues to show stronger earnings, 

although its growth seems to come 

increasingly from development of 

new consumer products. 

Emerson Acquisitions? Litton, 
which has become a widely diversi- 

fied operation (electronics, office 

equipment, telemetering, et al.) , is 

also expected to maintain its growth 

momentum in 1967. It continues to 

acquire new companies and at pres- 

ent has pending acquisition proposals 

with three corporations including the 

American Book Co. and Sturgis New - 

port Business Forms. Emerson Elec- 

tric has had tremendous growth over 

the last dozen years, with profits 

growing at an annual rate of 15 per 

cent compounded. Added to this the 

management has indicated its five- 

year goal is to double the size of its 

business. Thus it is now in an active 

campaign of acquisition. 
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Johnson (Can't. from 25) 

seen a bad television program." 
How about bad commercials? 

"You know, I think some of them are 
absolutely delightful," he grins. I.et 
me say, however, that of the reac- 
tions I get from people who discover 
I'm an F.C.C. commissioner, the 
most frequent comment is, 'Oh, can't 
you do something about those com- 
mercials?' So, based solely on that 
wholly unscientific random sampling, 
I would say that there appears to be 
a very substantial concern on the 
part of viewers over the quantity, 
quality and loudness of commercials. 
Now what the F.C.C.'s proper role 
with regard to commercials ought to 
be is a very complex matter-not 
one in which a quick knee-jerk re- 
sponse is warranted." 

`Don't Overlook Good' 
In his opinion, television generally 

"has performed some very useful 
functions in provoking, stimulating 
and informing people about some 
very important issues of our time 
that might otherwise have not been 
called to their attention." Questions 
like whether programming is "low- 
brow" seem rather irrelevant to him. 
"It is really neither accurate nor fair 
to indicate the quality of the men in 
the business and the quality of the 
viewer with such references to tele- 
vision as the `literature of the illi- 
terate.' I think there definitely have 
been efforts to advance the standards 
of the viewing audience. To simply 
cast the whole thing off as nothing 
but shoot -em -ups and spy stories is 
to overlook a lot of very good tele- 
vision. 

"Just the other day I was reading 
Arthur Miller's comments about the 
recent tv staging of his play, Death 
of a Salesman. He observed that with 
that single television performance, 
forty times as many people saw that 
show as saw all 268 Broadway per- 
formances. That's just fantastic. I 
read somewhere else that one per- 
formance of Hamlet on television 
attracted more viewers than all the 
people in history who had ever seen 
Hamlet done live. 

"Now the fact that either play 

Mr. Johnson's Previous Job 

Nick Johnson's term at the Maritime Administration was a tempestuous 
one. While he managed to serve 28 months (longer than any previous ad- 

ministrator save one), it was a stormy tenure, buffeted by repeated demands 
for his resignation by shippers. Former colleagues at MA are divided in 

evaluating their former boss. Scowls one staff veteran: "He's a professional 
boat -rocker. He charged in without any regard for the realities of a very 

complex industry." Counters a former aide: "Johnson was the first breath 
of fresh air to hit this outfit in years. Besides handling regular affairs com- 
petently, he had a $200 -million -a -year Vietnam shipping crisis tossed at 
him. I think he handled both situations well." 

might have gotten a bad rating or 
that they didn't outpull some of the 
top -rated weekly shows misses the 

point entirely, it seems to me. The 
key measure of success is whether 
you reached that proportion of the 
total audience you were aiming for. 
Suppose, for instance, that you put 
on a public affairs documentary on 
water pollution or safety. If you had 
the President of the United States 
watching, half the Senate, several 
big -city mayors and many top cor- 
poration presidents, you've made a 

whale of an impact on this country. 
And to say that you didn't draw as 
many viewers as Batman or Bonanza 
-why, that's just silly. If you liad 
any quality weekly magazine that 
could reach as many persons as qual- 
ity television, the publisher would be 
delirious with joy. So the real ques- 
tion is: what portion of the potential 
audience for this kind of program 
were you able to reach? 

News Makes 'News 

While the commissioner is quick 
to praise the industry for its contri- 
butions in news and public service 
programming, at the same time he 
cautions that distortions can stem 
from television's ability to create 
news simply by the very presence of 
camera crews in a given location. 
"I'm referring, really, to what the 
author Boorstine calls the `pseudo 
event.' The expression refers to what 
you'd call `manufactured news.' An 
increasing proportion of news in 
America is created in this fashion -- 
by public relations people, go% ern- 
ment information officers, speech 
makers, conferences and the like. 
Now, because so many people obtain 
their news information through tele- 
vision, we find that an event may or 

may not occur depending on whether 
tv intends to cover it. We see it in 

the case of speeches, press confer. 
ences, public hearings, and especially 
in the area of demonstrations and 

protests. Not long ago Huntley and 

Brinkley were doing a documentary 
on civil rights violence and coin.' 
mented that Baltimore had never had' 
a riot. Sure enough, the next day it 

had one. Now, it is impossible to 

form concrete proof of a correlazionl 
here, but it seems probable to expect, 
that there is a connection between 
the reporting of news and the crew. 

tion of news." 

How Many Stations? 
During his first months in office, 

Mr. Johnson has kept out of the 
public glare, spending his time in- 

stead de\ ouring information on com- 

munications, talking to industry 
leaders and observing his F.C.C. col- 
leagues in action. Because most of 

the opinions issued by the commis- 
sion were based on cases heard be- 

fore his appointment, Johnson has 
participated in few decisions thus lar. 
This, however, is changing quic dy 
as the commissioners tackle a new 
caseload. 

One recent case that did involve 
the new commissioner concerned 
Kaiser Broadcasting Company's peti- ' 

tion to purchase WXHR-TV Boston.) 
Since Kaiser already owns all or part 
of four stations in the top 50 mar- 
kets, the proposed acquisition was 
watched as a test of how closely the 
F.C.C. intends to stick to its general 
policy of limiting multiple owner- 
ship to three of the top 50 markets. 

As it happened, the F.C.C. ap- 
proved the application. The newest 
commissioner filed a separate 
opinion, again typically Nicholas 
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Joltson, in that it raised penetrating 

an far-reaching questions. While 

rnically dissenting, he went on to 

,sullest that perhaps the whole con- 

ceit behind the F.C.C.'s limitation on 

is Won ownership ought to he re-ex- 

laaned. 

An Explosive Issue 

Basically, what I said is that this 

'gb:stion of concentration may be too 

entplicated to impose a simple 

t> ierical restriction on station own - 

'e sip. Concentration can take a 

v iety of forms. An individual can 

1 a lot of stations-that's one 

fán. But you can find a concentra - 

t';,1 of media where someone may 

Is 
the local tv station and the 

F deimunity newspaper. You can have 

4t graphic concentration, where a 

iron owns a substantial number of 

riadia outlets within a given area. 

iacentration may occur where a 

4 -en individual is able to reach a 

. Y,ry large number of citizens. You 

1 also have concentration in the 

use that there are fewer and fewer 

i: I 

tl 

outlets, as is common in the news- 

paper business. In part, here, you're 

talking about diversity of informa- 

tion and opinion available to the 

American citizen. 
"The central question, then, is 

which form of concentration is po- 

tentially the most harmful? For ex- 

ample, one person may own twelve 

small tv stations in twelve different 

states. Yet this might not be as po- 

tentially harmful as when one person 

owns the only tv station and the only 

newspaper in a large metropolitan 

area. What may count most is the 

number of separate media sources 

available in each market. Therefore, 

it may he that the F.C.C.'s policy 

of limiting the number of stations 

owned by one company is in need 

of re-examination. My initial reac- 

tion is that perhaps the policy is not 

the most valid single means of pre- 

venting concentration." 
Of all the issues Mr. Johnson must 

face, probably the most explosive 

and potentially far-reaching just now 

is CATV, although satellite trans- 

mission is pressing close 'behind. 

Thus far he has a lot of questions 

and observations, but no firm con- 

clusions: "CATV is a new techno- 

logy, it's competitive and provides a 

vital service in some rural areas- 
the only way they can now receive 

tv signals." He sees CATV as highly 

desirable from a technical standpoint. 

Right for Politics 

"First," he says, "in an age faced 

with increasing pressures for spec- 

trum allocation to mobile radio, 

satellites, microwave and the like, 

the cable offers one way out of re- 

moving congestion. Secondly, I am 

intrigued with the ramifications of 

CATV's ability to program to se- 

lected geographical areas. It could 

have a big effect on programming, 

advertising and political campaign- 

ing. For example, someone running 

for political office ín New Jersey now 

is at a disadvantage because there' 

aren't any local stations. If you want 

to reach your electorate, you've got 

to buy time on a New York or Phila- 

GOOD TIME FOR "NO TIME" 

Sammy Jackson (left) as Private Will Stockdale and Harry 
Hickox as Sergeant King star in "No Time For Sergeants" - 
34 half-hours of comedy that averaged a 20 rating during the 
October -April season on the network. 

Nielsen Television Index, October 1964 thru April 1965 

11 ¡VARNER BROS. TELEVISION DIVISION 

Any time family audiences are in the mood 
for by-cracky fun ís a good time for "No 
Time For Sergeants." Here's one good ex- 
ample-Saturday at 6:30 to 7 pm, on a 

New York independent. 

* In its first five weeks on WNEW- 
TV in this period, "No time For 
Sergeants" averaged an 8.2 rating. 

* In its fifth week, "No Time" 
ranked a strong No. 2 in its period 
with an 11.5 rating and 23% 
share. 

* And the 11.5 rating was 92% 
higher than its lead-in 'program 
("McHale's Navy") 

There are strong reasons why "No Time 
For Sergeants" will rate well in other 
periods-including prime time. We'd like 
to tell you about them. 

New York Nielsen Station Index: Oct 29 thru Nov 26, 1966 

666 Fifth Avenue, New York 19, N. Y. Circle 6-1000 
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Here Come the TR-7O'. 
Top -Performance 
High Band Color Recorder 
Now Rolls to Customers 

r 

X 

Eye -Level Monitoring 

Eye -Level 
Metering 

Space -Age 
Instrumentation 

Input Record' 
Controls 

Standard 
Modules 
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-,123411y ._21.:17. 

Picture Monitor 
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Waveform 
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Foot Switch 

Push -Button 
Standards 
Selector 

Waist 
High 
Tape 
Deck 

Output 
Play 
Controls 

4 -Mode 
FM Test 

\Facility 

All -Front 
Easy 
Access 
Servicing 

UNMATCHED CONVENIENCE-With the TR-70's unexcelled 
features for error -proof operation the best pictures snap in most readily 
and stay in without varying from day to day. 

' I 

9 "'"Zv.z-n:;.t 

I m . 
121 Nhl 

The one that leap -frogged all other designs 1 

taking another important leap ... to users! Sco 

these top -performance Tape Recorders wit 
matched design features are coming off pro& 
lines as fast as we can make them, destined fo 
in United States, Canada, Australia and Europe.. 

Those who have waited will be glad they did. 
want operating ease that makes even the begir 
pro-you've got it. If you want performance that! 
tapes of increased brilliance and realism at all t. 

you've got it. If you want innovations that you 
the most trusted name in electronics to pros 
error -proof controls, standardized modules, s 
able FM standards ( all modes built-in) -you'% 
every one and a lot of others, too. 
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clelphia station. You're going to be 
paying for an awful lot of viewer- 
ship that couldn't care less about 
your election. But with CATV it's 
technologically feasible to make your 
coverage selective down to the small- 
est precinct." 

Pirates or Not? 

On the thorny question of CATV 
program origination, the commis- 
sioner confesses he just isn't sure 
whether the innovators are pirates 
or Robin Hoods. "The whole issue 
is an intellectual minefield," he says, 
"largely because we have so few 
precedents to go on." He notes that 
the programming origination ques- 
tion is just one symptom of a chronic 
ailment besetting the F.C.C. and the 
broadcasting industry: too many 
issues are thrust on the F.C.C. as 
immediate crises when they might 
have been recognized and dealt with 
in their infancy. To help matters, 
he advocates launching an intensive, 
industry -wide study of what com- 
munications will face in the future. 
As he puts it: "Here we are zooming 
down a highway .at unparalleled 
speed- Let's take a look at some of 
the brick walls ahead on the road 

so that we can either knock them 

down or divert the highway so that 

a collision isn't necessary. I am not 

talking about setting up a communi- 

cations czar or anything of the kind. 

I'm simply saying we should provide 
information for both industry and 

Government to make rational judg- 
ments, regardless of those conse- 

quences." 

Budget is Insignificant 

Mr. Johnson feels that the massive 
project ought to be undertaken by 

Government instead of private in- 

dustry on grounds that few if any 
private firms concern themselves 
with the whole realm of communica- 
tions. He isn't especially choosy. over 
what Government agency should do 

the job, but he feels the F.C.C.'s 
ability to make such a study on its 
own is sorely limited at present. "As 
with most regulatory bodies," he 
says, "the agency's conception of 
itself as developed over the years is 

essentially that of the umpire. It is 
wholly inconsistent with that concep- 
tion to say, `let's all get together and 
discuss what may come up ten or 
twenty years from now.' Within the 
F.C.C. we have no unit concerned 

Screen Gems opened a new plant for 1VAPA-TV Puerto Rico just three months 
after a new tower extended the signal of the Spanish -language outlet over the 
entire island (except for the mountain -blocked Mayaguez area served by 
WOLE-TV, partly owned and fully operated by \NAPA -TV). The million -dollar 
facility features two huge studios for live productions, a news studio arid 
another with film equipment for the production of commercials and docu- 
mentaries. Delivery of color cameras by March 15th will find the station com- 
pletely converted to color production and transmission. Shown (1. to r.) at 
the dedication of the new plant are Carlos Rivera, WAPA-TV sales manager, 
Mr. and Mrs. Jose Ramierez ANido of Young & Rubicam; Mrs. Rivera, and 
Jose L. Scalley of Y&R. 

with the type of work performed by 

Robert McNamara's Assistant Secre- 

tary for Systems Analysis, or by the 

{'resident's Bureau of the Budget. 
"It's not that we're doing a poor 

job (actually the caliber of the top 

staff here is very, very high). It's 

just that we're not doing any job at 

all in the field of data analysis and 

future planning. After all, our entire 

budget is something like $17 million 

-an almost insignificant portion of 

the total federal budget. 
"At the same time," says the com- 

missioner, "I don't mean to imply 

that the F.C.C. is wallowing around 
in a swamp with blinders on. After 

all, it was the F.C.C. that called 

hearings to study the ABC satellite 
application that in turn elicited the 

Ford Foundation proposal. It was 

the F.C.C. which just launched a 

study on mobile radio and which 

has named special study groups for 

CATV and communications satellites. 

These issues, though, could be classi- 

fied as relatively immediate in nature. 

Think of Future 

"I want the F.C.C. to know about 
some of these things before they 

happen. For example, what about 
future demands on spectrum space? 
By 1980 satellites alone are going to 

demand a very substantial portion 
of spectrum space. But so also will 

mobile radios, portable telephones 
and the like. Who in a community 
should get priority on available 
space? A doctor? A radio station? 
A pizza delivery truck? Right now 

we have little in the way of a rational 
policy , and someday we are going to 

be faced with a shortage of space. 
I; for one, would Iike to see this 
settled now, before the crisis occurs. 

"The same thing also applies to 

future innovation. Suppose, for in- 

stance, that in a few years the price 
of having a phone in your car be- 

comes more economical. The demand 
for more spectrum space would be 

fantastic. Do we want to be in a 

position of having to tell industry, 
`we're sorry, but your development 
will have to wait five years while 
we solve the spectrum problem'? 
This would be tragic. 

"In television, a trend to watch is 
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th transferrence of broadcasting to 

dole-and then the takeover of the 
cale business by the telephone corn- 

lyi.es. Within a very short time you 
c ld have the phenomenon of the 

adcast business coming under the 
'lain of AT&T. Now I'm not say - 

it that the F.C.C. ought to block 
i br that it will necessarily happen 
tQ'ol.orrow. But the prospect is near 
eYugh, and the public interest is 

aicted enough that more people 
olht to be thinking about it. We 

oi;ht to know about possible alter - 
n ive courses of action." 

Ford Got There First 

Besides providing leadership in 

da collection and program analysis, 
climissioner Johnson M ould like to 

set' the F.C.C. take .a greater part in 

h ping to shape future industry de- 

v[[opments. As he puts it: "It isn't 
tit F.C.C. does too much to the in- 
c>l ttry. It's that we aren't doing 
etiugh for the industry. 
' `It would have been nice if we 

c tld have come up with something 
li , the Ford Foundation proposal 

and put it out for industry considera- 
tion, rather than waiting for Ford to 

lile it. In the same vein, 1 would like 

to see us he the ones to sponsor a 

conference to examine the whole 

ETV question." 

Noncommittal? Naive? 

As to his own views on ETV, Mr. 

Johnson believes that the country 
will ultimately have a national net- 

ork. "I think there's going to be 
an increasing audience and an in- 

creased demand for more quality 
programming than the networks may 
find commercially feasible," he pre- 
dicts. "I also think the American 
people are increasingly more aware 
of what a tremendous resource ETV 
is. I'm not just talking about putting 
on symphony orchestras and Broad- 
way plays, as much as I am about 
such `mundane' things as teaching 
French and Spanish, linking up 
medical facilities or airing the really 
controversial local issues that so 
often are conveniently overlooked." 

To some, the commissioner's com- 
ments on ETV (and other issues) 

may sound like political fence -sitting 
or blissfully noncommittal or naive. 
But even his detractors agree that 
he has strong assets: he's intellectu- 
ally curious, and he is intellectually 
honest. If he doesn't know tile 

answers-or hasn't made up his 
mind on a question-he says so, 

flatly, with no cover-ups. 

Answers and Actions 

In the commission meetings the 

young Mr. Johnson asks a lot of 

questions. He is extremely vocal, 
articulate ante at times brusque. He 
prods and pokes and examines. One 
of his colleagues observed: "We 
thought when Lee Loevinger joined 
the commission that he was a real 
'burr under the saddle.' Lee is a 

calming influence compared to John- 
son, who is a 6 -foot electrically 
charged cattle prod!" 

By prodding, pushing and ques- 

tioning, Mr. Johnson soon will be 
coming up with some answers to 

many of his questions. How he suits 
his actions to those answers is what 
the industry is waiting to learn. r 

Family Pet 
Each week the exciting adventures 
of Lassie and his pal Timmy are 
watched with fascination by kids- 
and their families. According to 
Nielsen,* 56% of the Lassie audi- 
ence are adults. That's why Lassie 
is a pet of TV families all over the 
U.S. year after year for 12 years. 

Lassie has won 2 Emmy Awards 
and a Peabody award. That's Blue 
Ribbon championship class for 
any show! 

156 episodes for stripping. Ideal for 
that afternoon spot-a tested 
attraction for sponsors! 

*Jon. 1966 Nielsen Audience Composition Book. 

For top family entertainment 
in your market ask now for 

"Timmy and Lassie" 

Telesynd 
375 Park Avenue New York, N. Y. 10022 
212 PLaza 2-3210 
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Co f fee (Continued from page 27) 

Support for the Manchester pro- 

gram was also provided by the Na- 

tional Coffee Association, a roaster 
group, and the Coffee Brewing Cen- 

ter, an educational and technical arm 
of the Pan American Coffee Bureau. 
Both of these organizations are also 

involved in the nationwide campaign 
to boost coffee consumption. The Cof- 

fee Brewing Center supplies the re- 

search and technical information for 
the educational program. It sets the 
standards for the proper brewing of 
good coffee and sponsors the Gold 
Cup Awards, a form of recognition to 

those restaurants and public insti- 
tutions whose coffee meets its stand- 
ards. The National Coffee Association 
set up coffee houses in Manchester to 

cultivate the youth market. 
Research into consumer spending 

before, during, and after the experi- 
ment, including a follow-up study six 
months later, will tell how successful 
the effort was. But many new insights 
and basic advertising principles have 
already begun to emerge, Mr. Kelley 
notes. Using these findings, the 
agency will expand its coffee cam- 
paign into more and more markets. 
The process has already begun. This 
month the "Think Drink" campaign 
picks up 87 new markets east of the 
Mississippi through regional network 
tv. To accomplish this, the agency 
took $1 million out of spot tv, reduc- 
ing its spot exposure east of the 
Mississippi from 200 to 120 gross 
rating points per week, and picked 
up 80 gross rating points per week 

on network. The combined spot and 
network advertising, Mr. Kelley says, 
will reach 67 per cent of all U.S. tv 

homes. 

Tea Council Succeeded 

But the campaign so far has been 
termed limited in the number of mar- 
kets it reaches with intensive adver- 
tising weight, according to a report 
by Edward Petry & Co., Inc. The rep- 

resentative feels the coffee industry 
would do better to support a more 
extensive nationwide campaign fin- 

anced by roasters through the Na- 

tional Coffee Association. The Na- 

tional Tea Council undertook a simi- 

lar program several years ago in its 

"Take Tea and See" campaign. 
The Tea Council got heavily into 

television ín 1952, after a test flight 

of spots in Syracuse resulted in in- 

creased tea consumption. According 

to John M. Anderson, executive di- 

rector for the Tea Council, the nation- 

wide campaign was a success, but 

"we couldn't afford the success. Tele- 

vision just walked right by us in 

cost." In 1961, Mr. Anderson says, 

"we faced the fact that the brands 
that are supporting us would get a 

better run for their money_ if they 

advertised individually." The Tea 

Council budget, however, never ex- 

ceeded $2.4 million, far below what 

the larger and more prosperous cof- 

fee industry is prepared to spend. 

Time and Money Needed 

In fact, the current I.C.O. budget 
will probably be increased in the fu. 
ture, Mr. Kelley indicated. To make 
the best use of this money, the agency 
now feels it is necessary to move 
slowly, concentrating on intensive 
campaigning on a consolidated basis 
rather than plunging directly into 
nationwide coverage with a less inten- 
sive program. National coverage, Mr. 
Kelley adds, cannot be fully effective 
until a solid understanding is gained 
of what combination of techniques 
can most successfully alter deep- 
rooted behavior patterns. The I.C.O 
expects no drastic change in the 
consumption of coffee nationwide for 
at least two years. Changing public 
attitudes is a slow process, in any 
field. 

Meanwhile, the coffee industry is 

likely to get some bonus publicity 
from' the Manchester experiment 
when the agency reveals the findings 
of its studies there. Several national 
magazines are interested in reporting 
the results, Mr. Kelley noted. For ad- 

ditional exposure the agency is pro- 
moting to radio and tv stations a re- 

cord entitled There's Nothing Like 
Coffee, recorded by a West Coast rock 
group called The Lively Ones. If the 
record, the demonstrations and the 
promotion all work to boost coffee 
sales, advertising budgets undoubted- 
ly will rise-and television will bene- 
fit. That "if" has a heady aroma. 

TV Guide (Continued from 30) 

programs, he spotted a weak link- 
and envisioned a strong and long, 

long chain. 13v April, he had bought 

the three tv publications, consoli- 

dated them into one as TV Guide, 

and had a staff working under James 

T. Quirk as publisher, Mr. Annen- 

berg -as editor, and Mr. Panitt as 

managing editor in the Digest's 

Philadelphia office. 
"I think it was the timing that 

helped us as much as anything," 

Mr. Quirk recalled. "The time was 

ripe to grow with tv. Starting out 

in April 1953, we opened up 10 

regional editions, doing something 

everyone then agreed could not be 

done-regionalizing a national med- 

ium. At the time many newspapers 

were reluctant to support their com- 

petitor, ty. We had a different view. 

Newspapers long since have gotten 

into the act, of course. According to 

a survey we recently made, we believe 

there are some 300 weekly tv pro. 

gram guides published by newspap- 

ers. 
"But we've got the best publication; 

The annual Christmas party thrown 

for inedia buyers, agency executives 

and advertisers in New York by 

Metromedia's WNEW-TV has become 

a seasonal highlight. Reportedly it 

was more difficult to get tickets to 

this year's fete than to Truman Ca- 

pote's black -and -white ball. Among 
the thousands of merry -makers who 

swarmed 'over the Plaba Hotel at 

/72 id -December were hob Engelke 

(I.), inedia director at Wells,- Rich, 

Greene, and Conant Sawyer, media 

director at Doyle Dane Bernbach. 
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A all the others started by news- 

'aers simply give promotional assis- 

licee to us. We also spend about $1 

Ilion a year in newspaper adver- 

tj.ng for TV Guide, and that's only 

p.t of our promotional budget." 

.&pother major part of the maga - 
i. 

z;e's advertising buget, one that 

i; growing, is its large weekly spot 

pomotion campaigns on television. 

le spots, seen on several hundred 

slrtions throughout the U.S. and 

nada, are normally concentrated 

lithe period from Tuesday through 

Ile Friday, timed to take advantage 

d TV Guide's heavy single -copy 

sse. Through the years the tv pro- 

rstion has helped considerably in 

i.tking TV Guide the most profit - 

le publication carried by U.S. and 

.nadian wholesalers and news deal- 

s. Single -copy sales for the first six 

>onths of 1966 brought dealers 

ofits of more than $8 million. 

I 
52 Weeks of Spots 

'The tv spots, normally 10 or 20 

bonds in length, spotlight various 
Flitorial features found in the maga - 
te. Marie Minnick, circulation pro - 

()bon director, supervises produc- 
;Ion of commercials, made at Lopatin 
loductions in Philadelphia. Coor- 
mated with the campaigns are 
adio spots, newspaper ads, truck 
Misters, rack cards, publicity and 
Jecial promotions to help generate 
des. Some of the tv time is obtain - 

from stations in exchange for 
,.HIvertising space in the magazine's 
iltges. 

Preliminary work on each issue 
Egins almost a month in advance 
( the issue's publication. Circulation 
üromotion receives a rundown of 
d stories scheduled by the maga- 

'1he's editors and then begins the 
ork of preparing the spots; tying 

t.l;em into the issue's over-all promo - 
on theme; and placing them. Be - 
tuse each issue is different, station 

,`tquirements on spots vary weekly. 
'V Guide head offices in Radnor, 
'a., using the magazine's vast tele - 

,,pe system, answer a weekly roll 
I'll on the spot needs. Ten days 
,,efore the issue's appearance, the 
)ots are sent air freight from Rad- 

nor to TV Guide's 29 regional of- 

fices for distribution to stations in 

their areas. The pattern is repeated 
weekly, 52 weeks a year. 

It is an assignment that requires 

imagination, technical skill, flexibil- 

ity, a knowledge of the complexities 

of both television and magazines, 

and an understanding of advertising. 
Promotion director Jules Hoffman 

says, "When we started, the pro- 

duction of new commercials for each 

issue seemed logistically impossible. 
It still seems logistically impossible 

-but it works." MVlagazine whole- 

salers and retailers who find TV 

Guide their fastest -moving publica- 
tion will agree. In 1965 TV Guide, 

according to the Television Bureau 
of Advertising, spent $219,590 in 

spot television; Readers' Digest, in 

comparison, spent $173,000. 
The formula behind TV Guide's 

lusty growth is a simple one, des- 

pite the fact that other publishers 
(among them Curtis) have experi- 
mented with tv listings and failed. 
Each issue has a "national feature 
section" of some 30 pages, filled 

with articles on tv shows and per- 

sonalities, news of television and 

editorial comment. Bound into it is 

a second section, ranging from 48 

lo 80 pages, listing all the week's 

programs for a specific region. All 

readers thus get the same feature 
section; but the program listings 
vary, depending on the tv stations. 

"When we were planning TV 

Guide," recalls Mr. Fannin, "people 

told us the only thing that could 

possibly succeed was a fan maga- 

zine. But we didn't intend to publish 

that kind of stuff. The movie maga- 

zines have clone nothing but create 
a completely phony impression. Sure, 
we try to entertain, but we try to in- 

form, too. Anybody who says journ- 
alism shouldn't try to do both is a 

crazy nut; it's been the same e er 
since some guy started hacking out 

pictographs on a rock." The maga 
zine boasts an impressive list of 

staffers and contributors. Some in- 

dustry observers almost read it as 

another 'trade magazine. Recently 
put on the staff are Dick Doan, form- 

er trade publication writer and 
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columnist for the New York Herald 
Tribune, and Judith Crist, movie 
reviewer for the New York World 
Journal Tribune, who now writes a 

weekly review of network movies 
for the magazine. Contributors have 

included such names as John F. 
Kennedy, Eleanor Roosevelt, Dick 
Gehman, Martin Mayer, Gilbert 
Seldes, and anthropologist Margaret 
Mead. The editorial content of the 
magazine has undeniably been up- 
graded through the years. Mr. Pan- 
nitt says this is because readers have 
become more sophisticated about tv. 
But he is quick to admit that the 
big names are bought for other rea- 
sons, too, principally to demonstrate 
to the big advertisers that TV Guide 
is not just "another fan magazine." 

Computer Helps 

Some 600 employees staff the Rad- 
nor headquarters, about half of the 
almost 1,100 persons in 29 regional 
offices from coast -to -coast in this 
country and Canada. From the 10 
original regional editions of 1953 
TV Guide has proliferated into 79 
regional editions. Its offices are 
linked by - the biggest leased wire 
network operating outside the nation- 
al press wire services. Putting to- 
gether the various editions around 
the country is a massive job. Each 
week 4,500 pages are set in type. 
TV Guides stream off the presses 
in 12 different printing plants situ- 
ated strategically around the coun- 
try. Before each week's copies hit 
the supermarkets and newsstands, 
more than 1,000 tons of paper have 
been consumed, enough to fill more 
than 32 railroad cars. 

Analyzing the circulation of each 
of the 78 editions can be a thorny 
problem, yet it is a must. If an ad- 
vertiser is buying space in the 
Seattle edition, he wants to know 
exactly what he will get in terms 
of paid circulation in the area. At 
Radnor, a resident auditor from the 
Audit Bureau of Circulation takes 
daily checks of subscription lists and 
transaction procedures. He gets a 

big assist from a UNIVAC III com- 
puter system which handles all sub- 
scriptions and provides statistics on 

total circulation in detail. TV Guide 
is proud of its single copy sales at 

retail outlets, but this does not ob- 

scure the fact that 35 per cent of its 

circulation is in the form of sub- 

scription. Renewal subscription ef- 

forts are complicated by the fact that 
45 per cent of the orders received 
arrive in the last quarter of the year, 
when customers are sending out 

Christmas subscriptions. 

Readers in Profile 

Despite its success in circulation, 
TV Guide's editors insist that the 
readers are not just passive tv view- 

ers, but are people who "want to 
know" and will root out the best 
programs in advance of telecast. A 

recent study showed that 73 per 
cent of TV Guide readers use the 
magazine "primarily as an aide to 
selective viewing." Program descrip- 
tions, the heart of the magazine, are 
complete, unbiased, and impressively 
accurate, despite the lag from press 
times to air time. Indeed, Mr. Quirk 
has claimed that TV Guide's influ- 
ence has brought more order into 
the programming schedules. "It used 
to be," he says, "that the station 
manager's wife would decide she 
wanted to see a program different 
from the one they'd already announc- 
ed. So the manager would order 
the change. Now we tell them 'wait 
a minute, you can't do that.' " 

Thomas H. Dawson, formerly senior 
vice president of the CBS Television 
Network, is the organization's new 
president, succeeding John T. Rey- 
nolds, who resigned. Mr. Dawson 
joined CBS in. 1938 and became a 
vice president of ' the network in 
1957. 

Prices (Continued front page 29) 

gobbled up by another network? 
All of these questions in one way 

or another affect the price asked of 

the station by the s} ndicator trying 
to place a property. To find out how 

they are affecting prices throughout 
the industry, TELEVISION AGE queried 

a wide sample of leading syndication 
companies. Their replies ranged from 

the statement of a spokesman for 

ABC Films, that "prices paid by sta' 

Lions have risen generally about 15 

per cent over the last two years," 

to much more detailed and often con- 

fusing assessments. 

Some Up, Some Down 

Richard Harper, for example, said 

from his post as vice president for 

syndication at Seven Arts Tv, that 

prices for good product were im- 

proving in competitive markets. At 

Allied Artists, James C. Stern, v.ce 

president and general sales manager, 

noted that prices have been going 

up across the board on feature films 

-which are AA's stock in trade. 

Four Star vice president Ken Joseph 

acknowledged an increase in prices 

of feature films, but noted that prices 

had held steady for some time on 

series. Dan Goodman, though, who is 

syndication vice president at Screen 

Gems, said prices on both features 

and series were going up. 

There were those, too, who noted 

a reduction of prices. Gene Plotnik, 

director of creative services, pointed 

to the downgrading of prices in the 

cartoon field-"Ns e don't produce 

cartoons any more; the economics 

just aren't fair." Jack Lynn, vice 

president at Trans -Lux Tv Corp., ac- 

knowledged reductions in the area 

of older black -and -white half-hour 

series. 
Several things causing price adjust- 

ments at the various companies are 

color, the ever-increasing number of 

tv homes and the emergence of uhf 

outlets; but probably the most signi- 

ficant factor is the medium's growing 
dependence" on motion pictures. As 

the networks have turned to movies, 

the supply of films available to sta- 

tions for their own feature film slots 

has dwindled. Additionally, the huge 
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* * * 

Jimmy Durante has been a friend of 
Savings Bonds for a long time. He 
was already one of America's best - 
loved comedians when the Treasury 
Department issued the first Series E 
Bond on May 1, 1941. 

Working hand -in -hand with a 

team of other volunteers from all 
walks of life, Jimmy has helped sell 
more than $150 billion in Savings 
Bonds to the American people. 
Bonds for education, new homes, 
retirement, emergencies. Dollars that 
grow to make your future more 
secure. 

Buy U 

And dollars that help our fighting 
men in Vietnam. 

Buy .U. S. Savings Bonds where 
you bank or. work. Better start now, 
if you ever expect to have a million 
of 'em. 

NOW 
Savings Bonds Pay 4.15% 

Interest on new E and H Bonds you 
purchase has been raised to 4.1.5% 
when held to maturity. E Bonds mature 
faster-now in just 7 years. Your old 
Bonds will earn more, too. Savings 
Bonds are better to buy, and hold, than 
ever. 

S. Savings Bonds,0 
The U. S. Government does not pay for this advertisement. It is presented as a public 
service in coope:ation frith the Treasury Department and The Advertising Council. WHEN HELD TD M ATDRTV 
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blocks of time filled by movies has 
brought about a reduction in the 
number of series on the networks, 
and hence a reduction in the number 
of off -network properties for syndi- 
cation. 

Stations which long ago discovered 
the drawing power of features, and 
those which have recently witnessed 
that power via Bridge on The River 
Kwai, Fame is the Name, etc., want 
good films and are willing to pay for 
them -but not the "fantastic" prices 
such as the networks are paying. Be- 

cause there is a shortage of good, 
recent features, prices have moved 
up, particularly on color productions. 
The syndicators believe the stations 
will pay higher prices for product 
that is known to bring in the viewers 
and advertisers. King Features' Gene 
Plotnik recalls a half -dozen years 
ago when he was with Screen Gems 
and that company was about to bring 
out post -'48 features: "Stations were 
reported as not wanting to pay any 
more for them than they were paying 
for pre -'48 pictures. `We're paying as 
much as we can afford to now,' was 
what they said. Everybody knows 
what has happened since." 

Color prints cost more to make, 
and therefore command a higher 
price from stations. But color films 
are in demand these days as the out- 
lets hasten to gain the advantages, 
both in ratings and prestige, that 
colorcasts give. So color features can 
mean additional dollarson the profit 
side. Jim Stern at Allied Artists said, 
however, that he saw no lowering of 
prices on black -and -white films, and 
that good b -&-w pictures could be 
priced higher than mediocre ones in 
color. "Our Station Six Sahara with 
Caro11 Baker ran in black -and -white 
against Black Shield of Falworth in 
color on CBS, and outrated it, 12.1 
to 11. The public would rather be 
entertained in black -and -white than 
bored in color." 

Ways to Make Profits 

Four Star's Ken Joseph agreed, 
noting that "a good show will com- 
mand more money than a bad show, 
but that's an axiom of the business." 

Good or so-so films, in color or in 

Media buyer Jeff Morrissey (r.), 
on the S. C. Johnson account at 
Benton & Bowles, New York, looks 
over No. 40 in the series of Spot 
Tv Cost Summaries put out regularly 
by The Katz Agency, Inc., over the 
years. The newest summary, as 
Charles Digney (l.) of Katz is ex- 
plaining, furnishes useful rate in- 
formation for 200 markets, as rank- 
ed in order by American Research 
Bureau. The ARB ranking is based 
on totals of the average number of 
homes reached by all stations in 
prime time. 

black-and-white-the perpetual ques- 
tion is whether or not a sale of a 
single picture or a package to a sta- 
tion can bring in enough money 
today to pay for the syndicator's 
expenses of buying the rights, pro- 
moting, fielding a sales force, etc. 
Not only pay the expenses, but turn 
a profit. 

The ways to get the profits are 
numerous, and new methods spring 
up daily from the fertile minds of the 
syndicators. Packaging similar fea- 
tures into science -fiction groups, 
horror groups, comedy groups, and 
so on, can often produce a sale where 
a package of miscellaneous features 
would be turned dos% n. King Fea- 
tures had a notable success in this 
area in the past year when it got 
the Blondie pictures into 35 markets. 
Pitching a single important film for 
full sponsorship by a single adver- 
tiser also can produce revenue by its 
"very special" nature. Companies 
handling features that are now off - 
network have numerous ratings "suc- 
cess stories" to justify higher prices. 

The companies with programs to 

offer are having a rougher go of 

things, it seems, and have tried some 

of the same tactics. Wolper Tv Sales, 

for instance, stresses the "special" -- 
as do Triangle, Seven Arts, and a 

few others. An hour, or a small 

group of hours, can bring higher 
prices, it's felt, than the individual 
Lours of a program series designed 
to run 39 or 52 weeks. 

"We're 33 per cent over last year," 
said Pierre Weis, vice president and' 
general manager at United Artists 
Television, Inc., by way of indicating 
that success could still be felt in the 

area of program selling. He noted, 
however, that having one or two 

good products could make all the 

difference - "we've done fantastic 
business on Circus Parade in the last 

few months"-between a good year 

and a bad one. 
Again, Mr. Weis pointed out, it's 

the increased prices in the major 
markets that are helping to produce 
much of the total gross. "A few 

years ago, in New York and Los 
Angeles, there were three strong net- 
work affiliates and the scrambling 
independents; now the independents 
are no longer 'poor relations.' You 
offer a good show in those markets 
and you have seven stations bidding 
for it instead of three." 

No Flexibility 
A high -rated series on network 

that is thrown into the syndication 
market naturally will command a 

higher asking price than will a so-so 
series. Thus, shows such as CBS 
Films' Rawhide or Perry Mason, 
MCA's McHale's Navy or MGM -TV's 
Dr. Kildare, can be offered at a high- 
er price than that asked for less 
successful offerings. 

"A problem," said TTans-Lux' 
Jack Lynn, "is that the costs of doing 
business have gone up to the point 
that syndicators are in a less flexible 
position when it comes to negotia- 
tions." Initial production costs are 
high, and even a show that has spent 
a year or perhaps two on the net- 
works might not have broken even 
on production; thus, the producer 
needs healthy returns from the pro- 
gram in syndication, and so asks a 
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of for the rights, which in turn 

mots the stations are asked to pay 

;oc:-sized amounts. 
.ie ray of hope syndicators look 

o 'n bringing about still higher 

pries are the uhf stations. The air- 

ti situation is so tight in many 

in that perhaps only one sta- 

tio will be in the market for syndi- 
! 

caltd programs. The seller can't 

t ten to take his program "across 

thtstreet" if the station doesn't want 

to. feet his price. Usually the asking 

pr a comes down. 
ut with the u's coming on the 

ad a new competitive situation has 

aren in numerous markets. Un- 

fo unately, it's not anyss here as 

co.petitive as the syndicators would 

li it to be. The u's in many in - 

¿ices must battle entrenched com- 

p,';tion, network programs vs. their 
o !t independent shows, and circula- 

tiit that is growing, but won't be 

at'ull strength until the majority of 

h¡cies have uhf receivers in a few 

yrs. How to sell to these stations 
is i matter of controversy among 
mious syndicators: 

'Villiam Clark, vice president in 

chrge of syndication at 20th Con - 

tut -Fox Tv, said, "The u's are pay - 

in more today than they were orig- 
iitlly because they realize they 
ned good programs to attract view- 

ez! Philadelphia is a big uhf market 
ri a, and the stations there can af- 

fill to pay for good shows. For 
aker u's, while you can understand 

tyir budget problems, there is still 
al oor price below which you can't 
áltrd to sell. Residuals, after all, 
Ire to be paid." 

90 Per Cent from 50 
['Chose residuals amount to $8-$10,- 

O) on an hour show, noted Screen 
:ns' Dan Goodman. "Forward-look- 

ioii syndicators," he said, "will try 
help the u's in every way they can 
particularly in the top markets." 

El! stressed that small -market sta= 
ns with feeds from two or three 
{works have no time to run syndi- 

cled shows, and no interest in them. 
`that's why syndicators need the 
4 50 markets; that's where 85-90 

p- cent of the revenues come from." 
trelesynd's Dick Perin noted that 

Larry H. Israel (1.) was named 

president and chief operations of- 

ficer of a new management organ- 

ization designated as Westinghouse 

Broadcasting Stations Group. Mr. 

Israel, formerly executive vice pres- 

ident, of Group W, will report to 

Donald H. McGan non, president, 
on the operations of the company's 
tv and radio stations. James E. Al- 

len (r.), who was formerly vice 
president for Group W sales, was 

named vice president, television, in 

-the new function. - 

some uhf's, which are backed by 
major broadcasting corporations, 
have considerable financial resources 
and can pay top prices. "If you're 
selling programs to the less -well- 
heeled u's," he said, "there's not 
much point in lowering your prices 
because a few of the syndicators 
ha\ e so much vault product, thev 
can practically sell it by the pound." 

Knowing when a uhf station has 
reached that point separating a be- 
ginner from a professional is im- 
portant to the syndicator's sales ap- 
proach. Abe Mandell, president cf 
Independent Television Corp., said 
his company's men in the field will 

sometimes give a struggling u a 
break on "inventory" shows, but that 
flourishing outlets like those in Phil- 
adelphia or WFLD-TV Chicago are 
treated "as if they were another v" 
and prices asked are in the v ranges. 

Seven Arts' Richard Harper put 
it chicken -or -egg -wise: "Without 
good programs, the u's can't suc- 
ceed; without success, they can't af- 
ford good programs." He held to the 
idea that it's sometimes advisable to 
lower a price for a u, in the hope 
that it will flourish and eventually 
become a strong customer. Other 
sellers were quick to point out that 
the danger in offering good prod- 
uct at lowered prices is that the sta- 

tion-even after it's making good 

profits-may not understand why it 

can't buy additional film at the same 

rates. The syndicators stressed that 

where a uhf station is given a 

"break" on pricing, the station must 

be impressed with the fact that the 

deal is a special one for the present 
time only. 

"The uhf market eventually will 

be very important," said Wynn 

Nathan, general sales manager at 

Wolper Tv Sales. The use of the 

word "eventually" hinges on a num- 

ber of factors, however. Included is 

the supposition that the u's coming 
into large markets will remain in- 

dependents, rather than hook up with 

a "fourth network" that would feed 

programming to them. 11so, the syn- 

dicators are hoping that the multiple - 

set home will offset the fractionaliza- 
tion of audience that takes place 
when additional stations come on the 

aír ín a market. Such fractionaliza- 
tion could find the existing stations 
getting smaller audiences than before 
-a factor that might mean the out - 
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lets would seek to buy programming 
at lower prices. Then, too, the syn- 
dicators looking to uhf as a new 
market are assuming that the major- 
ity of the new stations will try to 
combat the v's with the same kind of 
programming, and they will not go 
the "ethnic route" or become heavily 
oriented toward one or another kind 
of programming-sports, talk, kid - 
shows, etc. 

A station that does attempt to 
build an "image" with a specific type 
of programming can be asked to 
pay higher prices for a particular 
show than asked of other stations in 
the same market. For example, if a 

station is committed to programming 
heavily in sports, the syndicator 
with a "hot" bowling, golf, football, 
etc., series will figure the outlet to 
be a likely prospect for his wares. 
As there often is a shortage of any 
one particular kind of program, the 
alert seller keeps a close eye on sta- 
tions' needs. 

The same price -elevating factor 
will hold true when any one kind 
of program suddenly becomes pop- 
ular across the country. A few years 
ago, situation comedy was the rage, 
and the good, all -family half-hours 
commanded top prices. Then action - 
adventure hours were in demand. 
Today, it's the "talk" and variety 
offerings, of the Mery Griffin, Mike 
Douglas and Gill Talk stripe. 

Warren Boorom (1.) was named vice 
president in charge of daytime sales, 
and Edwin T. Vane (r.) was named 
vice president in charge of daytime 
programming at ABC-TV. Both exec- 
utives have been directors of Melt - 
respective operations for the past 
year. 

Will the Overmeyer Network and 
the move of ABC-TV affiliates to 
Joey Bishop, rather than late -night 
features, bring about price reduc- 
tions on syndicated product? Several 
syndicators, including Mr. Weis and 
Mr. Perin, thought the result would 
be a tightening of the time available 
for feature films-and hence there 
might be some price revisions in that 
area. The sellers with hours and 
half-hours, though, are hopeful that 
the late -night efforts N1 on't affect 
them, although they conceded some 
stations that take the late network 
feeds might move their feature li- 

braries into afternoon time periods 
where one, two or three shorter pro- 
grams are now used. 

"When I got into this business," 

NIr. Weis said with a laugh, "if any- 

body had told me we'd lose 7 p.m.. 

7:30, 10:30, most of the daytime, 

Saturday morning-I'd have quit 

right then. In spite of everything, 

though, a lot of us are selling today 

and doing pretty well. Things are 

different, it's true. We used to be 

able to figure that when a station 

bought an afternoon show, for in. 

stance, that it could pay for the fihn 

the same amount it charged for a 

one -minute spot. Selling three min- 

utes to advertisers would mean one 

minute for the program, one minute 

for overhead, and one minute for 

profit. Now you don't do that any- 

more; you have to have more corn. 

plicated pricing formulas." 
Thus, today's syndicator weighs 

dozens of factors before he marks the 

price -tag on his reels of film and 

tape. He must study the size of mar 
ket, number of stations in the mar- 

ket, the station's rates, whether his 

product is old or new, whether it's 

in color or black -and -white, how low 

the competition is willing to price its 

alternatives to the stations, whether 

a station is a young, struggling one 

or a rich, established one, and so on. 

Many of these considerations can be 

disregarded, though, if the syndica 
tor has one thing going for him. As 

ITC's Abe Mandell said. "If your 

product is hot, you'll get good 

prices." 

Nov. II TvQ-Top Ten Evening N etwork Programs by Market Size 
Copyright Home Testing Institute/7vQ, Inc., 1966 

Rank Program 

Total 
Audience 

Market Size Groups 
2 mil. 

& Over 
1/2- 
2 mil. 

50,000- 
1/2 mil. 

Under 
50,000 Rural 

Fain" TvQ'" Fam TvQ Fain TnQ Fain TvQ Fam TvQ Fam TvQ 

1 Bonanza 90 43 86 33 87 40 90 41 95 49 92 54 
2 Red Skelton 84 42 78 35 81 37 85 44 90 43 88 54 
2 Walt Disney 85 42 83 41 89 41 82 46 84 44 83 41 
4 Saturday Night Movies 73 40 75 39 76 42 73 40 72 42 67 36 
5 I Spy 59 39 62 47 62 39 56 38 60 34 51 35 
6 Family Affair 37 38 36 42 29 32 36 41 42 35 45 38 
7 Friday Night Movies 67 37 69 31 70 40 69 37 65 40 60 39 
7 Gomer Pyle, USMC 83 37 76 23 84 37 86 34 87 41 84 49 
7 Mission: Impossible 38 37 33 44 39 38 38 31 38 37 40 35 

10 Monroes 37 36 41 30 38 41 40 32 36 41 31 36 
10 Thursday Night Movies 68 36 69 -33 71 39 68 35 67 40 64 34 

'`Familiar-those who have seen program. 
**Tv() score-those familiar with program who say it is "one of my favorites." 
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t about the time this is being 

AMread Hobert D. Wood, newly 

nsr;ed executive vice president for 

tl rPBS Owned tv stations ar d CBS 

T Stations National Sales, is over- 

-, , rg the moving of a houseful of 

fráiture, one wife, one 1l -year -old 

d ',,hter, one 1 I -year-old son and 

it 
son's collection of snakes and 

t,u4rises from Los \ngeles to a new 

hue in Connecticut. from which 

Ir . be able to make the daily com- 

,nr; to 51\52 in mid -Manhattan. 

laoting his family and making a 

,.(10 -to -coast move isn't completely 

oulown to the CBS executive. al- 

tla gh this time it will be a little 

n ,e complicated. Twice before he 

it .e the 3.00(1 -mile journey-in 
191 when he mos ed from his native 

t;ttfornia. where he served as an ac- 

, lit executive at KNxT. to a similar 

p r with what was then CBS Tv Spot 

tins in New York. and in 1955, 

nun hr returned to KNxT as general 

-u manager. 
)r the last six years. Mr. \Vood 

h#had the entire KNXT operation to 

wiry about in his capacity of gen- 

- 1 manager. Suddenly he finds 

hi self with the responsibility for 

Aron!) of stat ions and a sales re - 

H .entat ive organization - and he 

.r( ills he will be broadening his 

-Its considerably. "The problam 

fIng all of the stations," he said, 

the one facing both the station 
I, been most familiar with and the 

eiire industry: the rising cost of 

o ration. It's no longer enough just 

t ,ay good attention to the mainten- 

of a steady flow of dollars; to - 

(14 you must go out and generate 

rill dollars." 
¡While Soh Wood feels that the 

gderators have been turned on in 
Angeles, he isn't sure that the 

tgrniques found to he successful in 
or market can he employed in 
crs. ':There's no doubt in Inv 
nl d." he said, "that the KNxT situ - 
a ,n as atypical. In Los Angeles. 
t r-e's a lustre that 20 -second an- 
t, neements have in prime time that 
till don't have in other markets ¡us! 
rip. Companies like Pacific Tel & Tel 
all Clorox, and several other impor- 
t r- advertisers coining out of San 

.1 

In the picture 
Francisco, know how to reach the 

California viewers, and help keep 

spot levels high." He agreed that 

prime 20's might he in demand be- 

cause of the typical Californian's 
living (and viewing) habits, which 

see him get to work early and go to 

bed early - but again, Mr. Wood 

stressed, the individuality of West 

Coast viewers might mean that selling 

prollems in New York, Chicago and 

other CBS Owned -station markets 

would have to be solved ill terms of 

their local audiences' habits, too. 

D wring a few whirlwind days in 

New York, Mr. \\ ood was told 

he would succeed the retiring Craig 

Lawrence as head of the stations 

division, and then got a "cram 
course" in his new duties. One of the 

things that now come under his aegis 

-is Repertoire Workshop, the series of 

programs produced by the five owned 

stations and exchanged for airing in 

the various markets. 
"The series is starting its fifth 

year," Mr. Wood noted, "and I cer- 

tainly hope it's continued for a long 
time. Sure, we'd all like to see adver- 

tisers buy into the series, just as we'd 

like to see more of the programs run 
in prime time. But if you put Work- 
shop into prime time, N1 here it would 
have a better chance of being sold. 
you have to displace another pro- 
gram. and its clients are unhappy. 
Admittedly the series isn't going to 

he great every week; out of 35 pro- 

grams, maybe you come up with four 
or five `nuggets'. But it's to our ad- 

vantage-the industry's-to try to get 

those few good shows on, and there's 
no other way to do it than to pick 
the best from the hundreds submitted 
and put them on the air. We have 

to help fill the talent well that we're 
constantly drawing from." 

While looking forward to the 

broader responsibilities and 

associations that go along with his 
new title, Mr. \Vood has resigned 
himself to giving up some of the 
more interesting aspects of his life as 

lived in California. "I understand 
.tones Beach on Long Island isn't the 
best spot to go surfing," he laughed 
"and that's something we all love. 

MR. WOOD 

Ile litres ice cream in different flavors 

Also, I've been very active in the 

alumni association of ni) alma mater 
-USC-and it will be hard continu- 
ing m) efforts from New York, but I 
intend to try my best. Outside of 
those things, I don't think we'll find 
living here in the east too much dif- 
ferent, and I'm not about to say I 
prefer one to the other: it's like ice 

cream-you can appreciate different 
flavors." 

The executive's long tenure with 
CBS and its affiliated organizations 
is characteristic of his life in general. 
"I went to one grammar school, one 

high school, one university," he says. 

After graduating from the University 
of Southern California with a degree 
in advertising, he joined KNX radio 
in Hollywood. He became sales serv- 
ice manager there, then moved to 
KTTV in 1951 as an account executive 
when that station was the CBS Los 
Angeles affiliate. \Vhen KNXT became 
the network's owned station in the 
market, Mr. Wood moved there as an 

account executive. Then followed his 
ear's stay in New York at CBS Spot 

Sales and his return to KNXT, where 
he has been ever since. 

"I was born in Idaho," he said, 
"but was four weeks old when my 
family moved to Los Angeles." Mr. 
Wood obviously is not the restless, 
wandering type. 
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THE LIGHTER SIDE In camera 
Dr. Frank Field, who does the 

weathercasts for WNBC-TV New York, 
reads a lot of scientific journals 
in his spare time. According to 
the station's promotion director, Dr. 
Field found the following paragraph 
-on which no comment is necessary 
-in a recent copy of the Maryland 
State Medical Journal: 

"The urologists, gynecologists and 
other practitioners are being con- 
sulted more frequently today by pa- 
tients with problems of sexual ad- 
justment. Are we prepared to help 
any of these patients? I suspect that 
many of us aren't, and those who are, 
have tools which are of limited ef- 

fectiveness. Nevertheless, we must use 
what we have." 

One of our acquaintances passed 
on the information that a rumor has 
been around that the aforementioned 
Dr. Frank Field holds his doctorate in 

optometry, and not in meteorology, 
as might be imagined. True or not, 
the rumor brought up from the dim 
recesses of memory the old college - 

humor -magazine joke that an opio- 

metrist and a meteorologist are really 
very much alike: after all, either one 

can look in a girl's eyes and tell 

whether . . . 

* 

Everyone knows that in England, 
the natives sepak rather oddly. For 
example, an elevator is a lift, a truck 
is a lorry, a baby's carriage is a 

pram. But a recent program infor- 
mation bulletin from the BBC pro- 
vided an indecipherable sentence. 
Talking about a program on voting 
for a series called Man Alive, the 
BBC fact sheet said: 

"Questions posed by Man Alive: 
Who really chooses the candidates? 
What secret procedures take place 
behind closed doors? What questions 

ADVERTISEMENT 

[ET YOU ANV4WM FIGHT 

í 1 pHIPÍRTYTAx. 
f---7;. 

111 r. 1.Taff :If-. ; 

CITY 
TAY INCOME T. A x MU/. 

......µ. 
Taxes are certain, but the method of 
extraction varies. The battle in New 
Orleans, as City Officials seek new 
sources of necessary funds, is prob- 
ably paralleled in every community. 

In his nightly cartoon, John Chase's 
genius has his viewers smiling at the 
grim prospect, while showing that the 
problem is theirs-as well as the next 
fellow's-and the fellows' in City Hall. 

WDSU-TV New Orleans 
NBC BLAIR TV 

are asked? And who vets the ca 

didates' wives?" 
Translation, anyone? 

Seen scooting into the CBS boil( 

ing last week: a man with a cuto, 

of the CBS eye pasted over a lag 
bandage on his own eye. 

On a recent NET special, Model- 

Women-The Uneasy Life, a teacher 

said that during their early scho 

years, little girls shouldn't be restri'tt 

ed to dollhouses and things feminin 
"No," she said, "they should 
down to the shop and be exposed 
nails, hammers and vises." 

Of course, on the air it came oil 

"vices." 
it .. 

From a column on avante -gaud 

films in the New York World Journi 
Tribune: 

"From early experimental films 
Hans Richter, Moholy-Nagy an 

Joseph Cornell, to more recent cilL 

inatic adventures of Fred Magubgu 
(that's his name-Magubgub).. . 

(No, it's not, but you're close.) 

When W N E M- T V Flint-Saginas1 
Bay City editorialized recently on tu' 

need for commercials to provi 
"free" television for the public, as op 

posed to "pay" tv, a viewer wrotl 

in agreement as follows: 
"I for one enjoy most of the ad 

and the few seconds each ad appeail 
is an incentive for better shows. 
lot of people must forget very easy. 
wonder if the people doing all tli 

squawking would rather have the 61' 

dots per square inch, or the 275 do 

per square inch as they have now 
it wasn't for commercials we woult 

still be looking at a 10 -inch screen 

with 60 dots per square inch. Maybe 
the people would like to go back to 

the days of tv when it was an infan 
and watch such glamourous program 
as a man carving a swan out of ' 

hunk of ice . . . Now if the people 
still want that kind of program, they 

should build a station of their own.'' 
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Tti E CI?AFT TI-1AT GAVE I311?TI-1 TO AN AI?T 
In Ilearly days of television, most music was truly incidental. 

Ha y assembled, it was intended to be unobtrusive. Today, 

thr eation of music for television is an art. The makers of tele= 

vis., programs have learned that music is as much a part of 

Co( dy as funny lines, as moving or exciting in drama as visual 

ac , as important to romance as a close-up embrace. Original 

mrhl, which is so thoughtfully integrated into virtually every 

ph a of television, is the product of men of talent, skill and 

taste. .0. Most..of.the music created for television is licensed 

through BMI'. The themes and/or scores for.40 series producéd.for,;. 

this season's prime -time viewing are written by BMI-affiliated corn 

posers. And the music of BMI composers also is used regularly on 

21 other primestime programs../ What -began as acraft.is now"a 

recognized art that.transcends the television screen to become,a 

major factor in the music Of our time. 

ALL THE,WORLDS OF MUSIC " 

FOR ALL OF TODAY'S AUDIENCE 
-*BROADCAST MUSIC; INC 
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