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For 26 fast-mpving,days, KSTE:TV newsma
Boh Ryan.and Photo-Chief Skip:Nelson reporte

on film and tape from the places where news
being made.

During nearly two weeks in the field in Vi

y Nam they were on helicopter assaults in con

?hls Is Ks TP- T v bat, river patrols in the Mekong Delta and A
| Force raids from Phan Rang.

" i/ They interviewed President Marcos in the Phi

¥\ l” ippines, Madame Chiang Kai Shek in Taiwazr

- — ~ refugees from Red China in Hong Kong an

3 ' — most important — they interviewed Minn

- sota-area men wherever and whenever the

found them. They also visited Korea, Japan an

Thailand.

This type of news coverage is not new to KST)

TV. It has made Bob Ryan and Skip Nelso

award winners many times over and has s

a standard of excellence in responsible new

reporting. It demonstrates once again wh

KSTP-TV has earned a reputation as the fine:

news operation in the nation . . . and why tho

sands of viewers depend on KSTP-TV to brin
them the news first — fast — factual — an
in color.
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We've passed every eye test, magna cum laude!

Tsk. Tsk. Evervbody’s staring at our new process!'
Station Engineers are goggle-eyed about the high-level
of color fidelity! The critical-eyes of the networks are
pleased by our broadcast quality ! Sharp-eyed producers
are raving about the consistency of our quality! Ad
agencies do a double-take when we meet every deadline!

flattery could go to our heads; but we won’t let ic! We
too busy giving you the high-level color ﬁdeliFy, bro
cast quality, sensible prices, and on-time delivery y
need! If you believe your eyes, try us sometime 500_;(
or send now for an eye-pleasing demonstratio'n. prt |
ACME Film & Videotape Laboratories, a subsidiafy

Millions of TV viewers have their eye on us in [ACME
commercials for Hamm’s, Birdseye, Goodyear,
Ford, Plymouth, TWA, Winston. Even our
competitors are casting envious eyes! Such

L

COLOR FILM TRANSFERS|» York, New York 10036, phone (212) 581-92

Filmways Inc., 1161 North Highland AVCI’; |
Hollywood, Calif. 90038, phone (213) 464-11
or 51 West S1st Street (Filmways Inc.),

|
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At the April 3 session of the National Association of

Mo Broadcasters convention in Chicago, NBC News'

Voka | ' Chet Huntley and David Brinkley received the NAB's
27 V’ /Distinguished Service Award for 1967.

Previous winners of the award include President Herbert Hoover,

Brig. General David Sarnoff, and Edward R. Murrow.

The NBC News team was honored, in part, “for the development
and refinement of reporting techniques in their radio and television
broadcasts that have given new depth and meaning to the reporting
of news to the American public.”

Enthusiasm for Chet and David is hardly confined to the industry,
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however. From January 23 to February 26 of this year, for example,
“The Huntley-Brinkley Report” was seen in more than 10,000,000
homes a minute.* That's the first time an early evening news pro-
gram has topped the 10,000,000 mark over so long a period.

Ever since “The Huntley-Brinkley Report” went on the air more
than ten years ago, NBC has been extremely proud of Chet and
David’s record of achievement.

This year's NAB tribute makes us prouder than ever.

NATIONAL BROADCASTING COMPANY

* Source: Niélsen: Feb. I, {l, March |, 1967. Subject to qualifications available on request.
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JUST OFF
THE PRESS

tnthediog shert wave, mediom vive & T Statlons vith lrequescles,

prograss, werkd 1nags, and other 4%, Camplete Index on 5358

1967 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 &

1270 Avenue of the Americas
New York, N. Y. 10020
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MADE-TO-MEASURE RATES

Individual pricing of announcements is taking over in spols
though there’s little enthusiasm for it

HOW’S THIS, MR. HARRIS?

New Roper study, supported by TI10, disputes Harris poll ﬁnd
t
1

ings on upper socio-economic brackets and tv

TROUBLE IN TV'S TOY WORLD

As spot toy dollars dip, industry manufacturers are disturbe.
by jobber’s grip on programming i
[

YESTERDAY’S RANKINGS, AND TODAY'’S '

There’s a ‘top markets' listing to suit every need—but l‘;
changes from year to year '

DID YOU SAY CHARLOTTE?

New York agencies find colortape facilitics down South ar
only 90 minutes from the airport
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The way it happened
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74 In Camera
The lighter side
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| ME TRIAL  _tarving AnTHONY PERKINS and RENEGADE GUNFIGHTER —starring Pier

ORSON WELLES, ANGELI, ZACHARY HATCHER and DICK PALMER.

' LAWRENCE DOBKIN and ROSALBA NERL. SOMMER and IVAN DESNY.

HE WACKY WORLD OF JAMES TONT

—starring LANDO BUZZANCA and LORIS GIZZI. o

ILLE R'S CAR'NIVAL—starring STEWART
GRANGER AND LEX BARKER.

| E SE ( —starring ' y
]: oD R Now SAvadlalle!
1 THE SHORES OF HELL—starring

MARSHALL THOMPSON and RICHARD ARLEN.

' . bine action, excitement, romarice and suspense
! IFIF1 IN AMSTERDAM Besilis ctons excitement, romance and suspens

| . T to bring to television the most exciti
-‘[tarrmg ROGER BROWNE, AIDA - SALES INC. & SR

These 10 post-1962 first-run features—8 in color—com-

| POWER and EVELYN STEWART. BERNARD WEITZMAN film adventures available. Call Your
Vice President and General Manager

Desilu Sales Representative immedi-

'IGMA “l—starring JACK 780 NORTH GOWER STREET :
TAYLOR and SILVIA SOLAR. HOLLYWOOD, CALIFORNIA 90038 ately for full details of this new film
(213) HO 9-5911

packave



The Embassy of Algeria

His Excellency Cherif Guellal, r1
Ambassador of Algeria, in the l
Algerian Room at the Embassy . . . i
another in the WTOP-TV series on ||'
the Washington diplomatic scene. tﬁ

WTOP-TV

WASHINGTON, D. C.

Represented by TvAR
A POST-NEWSWEEK STATION

Photograph by Fred Marocofl
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Who needs it . . . ?

. « » that's who need ith

U
' AbvERTISING

-created and produced the original promotions and ad campaigns for:

NETWORK SERIES: The Big Valley®
The Rogues® « Smothers Brothers*
Honey west® « Bat Masierson
Rough Riders » Tombstone Territory

OFF-NETWORK SERIES: Burke's Law
The Rogues « Honey West » Bat Mas
lerson « The Addams Family « Zane
Grey Theatre « Ritleman » Dick Powe
Theatre » The Detectives o Richard
Damond = Ensign O'Toole « West
Point + Rough Riders « The Law &

¥i - L . . ‘
" the special necds of the television industry/ phone (212) 247-5465 /1212 avenue of the americas 1003

Mr. Jones » Target: The Corruptors

FIRST RUN SYNDICATED SERIES:
Sea Hunt « Highway Patrol « King Of
Diamonds e Mr. District Attorney

Led 3 Lives « Men of &nnapolis
Evergiades « Science Fiction Theatre
Cisco Kid « P.D.Q. e Boid Venture
Hollywood A Go Go « Harbor Com:.
mand e« Dangerous Robin ¢ Some
thing Special I « Something Special II
Celanese Cenier Stage

FEATURE MOTION PICTURE PACK-
AGES: U A Showcase for the '60's
Super Spy  Speclacular Showcase
Theatre One » Solid Gold Group.

LEQA.GUTMAR

AbveRTISING:
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The girls call him *Paul, Baby'. He's a clown, a kidder, a winker, a
talker. He can’t sing. He can't dance. But Monday through Friday
9 A.M. to 10 A.M. he attracts, entertains and sells products to more
women viewers in and around Cincinnati, Columbus, Dayton and
Indianapolis than watch the nine competing TV stations combined.*

Paul Dixon is just one of many examples of why All Eyes are on
Avco Broadcasting ... where live programming is very much alive.

*NSI, Oct./Nov., 1966 Cincinnati, Columbus, Dayton and Indianapolis, average, ; hour audiences.
Data based on services indicated and subject to qualifications of service. Available on request.

THE FORWARD LOOK

BROADCASTING CORPORATION

TELEVISION: WLW-T Cincinnati / WLW-D Dayton / WLW-C Columbus / WLW-I
Indianapolis / WOAI-TV San Antonio / RADIO: WLW Cincinnati / WOAI San Antonio
/ WWDC Washington, D. C. / Represented by BCG / WWDC-FM Washington, D. C. /
Represented by QMI / KYA & KOIT San Francisco / Represented by Edward Petry & Co.




will claim
allof...

MeXiCo
(0lé])

The occupation force of 2,175,000 trogps
—make that watts—is being readied.
When it's unleashed early in May,
Mexico, Indiana, will be just one of the
new territories that will fall under
WSBT-TV’s new Grade *'B” domain.

New areas, new viewers in every direction
from South Bend will become part of the
expanded WSBT-TV land.

The people of Mexico don’t yet know
they’re about to be occupied. But they
will, and so will others in our new mar-
kets. Stay in touch—WSBT-TV’s big
power switch is the big story of mid-
west TV!

WSBT-TV
SOUTH BEND
Represented by Katz

14

Letter from the Publisher

Economic Trends that Bear Watching

While first quarter statements will not be in the hands of man-
agement for another four to six weeks there are several discernible

trends and developments that bear watching:

1. Most P&L statements will show stations to be about the same
or even slightly under the first quarter of last year. The installa-
tion of color equipment and the accelerated depreciation will have
a decided effect not only on their statements for the first quarter
but also for the entire year. The restoration of the 7% investment
tax credit may help slightly but not enough to make any appre-

ciable difference.

2. Spot continues soft. In some markets it is slightly up and
in others spot is down. The very nature of spot is indicated by
this zigzag line on the graph. Market conditions, competitive po-
sition of the station, competitive factors of the advertiser on a
market-by-market basis—these are all perennials in the assessment

of spot activity.

As has been previously reported in TELEVISION AGE, therc has
not been a great rush on the part of agencies to place 30-second
announcements. It is too early to tell what the long term effect
will be on the pricing of the 30’s. What is inevitable is a strong
push on the part of the stations for a station break time of at least
52 seconds.

3. The broadcast stocks have had a dramatic rise in the current
bull market exceeding the percentage increase of the Dow-Jones
averages. The Magazine of Wall Street Index shows that the broad-
cast stocks have almost doubled from their 1966 lows. The stock
market continues to reflect general optimism that the determined
efforts by the Administration will prove successful in turning the
economy around before the close of the year.

4. Stations are continuing to broaden their diversification in-
vestment patterns. Many, of course, are pursuing CATV activity.
Others with a strong cash flow have been investing in bowling alleys,
travel agencies, restaurants, small manufacturing concerns. There
are many such examples of continued diversification in various fields
by station operations.

5. The economy, however, remains in a jittery state. This can
and has had an effect on advertising appropriations.

1967 will be an important test year for television, an industry
which each year has had larger profits than the preceding year.
It is not an industry which has been subject to the cyclical con-
traction and expansion on a year-to-year basis. Station manage-
ment in the face of their concern over the first quarter at the
same time realize any business is subject to the business up and
down palterns.

Cordially,

j.é«é

Television Age, April 10, "
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THKE THE ATl SEE

See your message get through to.more young spenders.
See your spots in color, surrounded by color.
- See your Katz man now.

WTRE-TV 4

BASIC ABC
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Letters

to the
Editor

Money in Merchandising

. very pleased with Step Down,
Batman in the February 27 issue . . .
You appropriately covered the en-
dorsement field and we appreciate
references made to Roy Rogers
having led the merchandising field
in the 1940’s.

It may be of interest to know that
we have been merchandising Roy
Rogers products for approximately
20 vears. The high point in the Roy
Rogers merchandising program was
in 1958 when we reached an annual
figure of $33 million in retail sales.
Our average annual figure during the
1950’s was around $25 million in
retail sales. Although the annual re-
tail figure has dropped since the
1950’s, we are proud that last year’s
fioures showed approximately $10
million retail sales for merchandise
sold under the Roy Rogers label. Last
vear we were able to announce an in-
crease for the first time in five years
of approximalely seven per cent. In
our considered opinion there is no
other brand in anv category which
has enjoyed a continuous success
such as Roy Rogers merchandise
through the years.

Acain, thanks for an article well
done.

DONALD G. GARDNER
President
Don Gardner Associates, Inc.

North Hollywood, Cal.

36-cents Higher

. thank you for the very nice
write-up you gave our Interpreting
FCC Broadcast Rules and Regula-
ttons in the March 13 issue. We sin-
cerely appreciate vour comments . . .
but we note you show a price of
$5.59 on the book. It should be
$5.95.

MAL PARKS JR.
Tab Books
Thurmont, Md.

16

Profile Draws Comments

... you certainly presented my best
side in your In the Picture profile
(March 13, 1967) . ..

I’s generous of you to take time
and space and devole it to someone
dedicated to Spot Broadcasting.

LLOYD GRIFFIN

President

Peters, Griffin, Woodward, Inc.
New York, N.Y.

Not a Policy Change

The article on speculative presenta-
tions in the February 27 issue was a
eood article, but had one or two
errors and misstatements of fact.

You say that: “In the resulting
‘consent decree’ in early 1965, the
A.A.AA. agreed to delete a large
number of its standards . . .”

This is not the case. There were
relatively few changes made.

Another misstatement: “In the re-
vised Standards of Practice, the para-
graph on speculative presentations
was replaced by one on Unfair Prac-
tices: ‘The advertising agency should
compete on merit and not by depre-
cating a competitor or his work di-
rectly or inferentially, or by circu-
lating harmful rumors about him, or
bv making unwarranted claims of
scientific skill in judging or prejudg-
ing advertising copy .

The standard on speculative mate-
rials was not replaced by the one on
Unfair Practices. The paragraph you
quote in your article existed as far
back as 1937. and when we looked
at the original Standards of Practice
adopted in 1924 we find a similar

Standard on Unfair Tactics whic
read as follows:

“Competition that, with fairne
and honesty, secures patronage o
merit and not by derogatory refe
ence to a compelilor or competitm
in general or by the circulation ¢
encouragement of harmful rume
regarding competitors.”

It should be clear from the abov
that the Standard on Unfair Tactic
or unfair competition has been i
existence in one form or another fo
at least 40 vears and the standard
have not changed drastically throug
the vears, even as a result of th
consent decree.

Sincerely,
HARRY PASTE
American Associatio
of Advertising Agencies, Inc
New York, N.Y

Fibers’ Flattery

excellent story (Expressl
Local) in vour March 13th issuc
It is the most complel
and comprehensive coverage to dat

certainly

of our unique media package fo
1967. and we intend to reprint th
story for use internally and wit
our customers.

I might add, since I have rea
vour publication frequently in th
past, that all the features in thi
issue exhibit the same kind of deptl
coverage.

ROGER L. GUTWILLY

Manager of Advertisin,
Celanese Fivers Marketing Cé
New York, NY

B SUBSCRIPTION SERVICE

Television Age
Circulation” Department
1270 Avenue of The Americas
New York, N.Y. 10020
- Name.
: Address
- City State

- Type of Business

(] New [] Renewal

Subscription

Subscription rates: U. S. and Can-,
ada — | year $7; 2 years $10:
(Rates for other countries ava|lab|e:
on request.) '

Zip Change of address: Please advise
four weeks in advance. E’nclose:
address label with change indlca“d:
above old address. .

@ Please include a Television Age address label to insure prompt service
when you write us about your subscription.
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MEET HALF
OF THE TOP TEN

In Chicago, each of the five weeknight editions of
WMAQ-TV’s NBCNews-Night Report(10pm)ranks
among the city’s ten most-watched programs.*

The remarkable popularity of this local program-
even when measured against network programs—is
anaturalresultof the professionalism of anchorman
Floyd Kalber, weatherman Harry Volkman and
news analyst Len O’Connor.

It’s also a natural outgrowth of the scope and
enterprise of NBC News. Just one example, among
many, is its Northwest Indiana News Bureau under
veteran reporter Bill Warrick —the only unit of its
kind to provide Chicagoans first-hand coverage of
the important Calumet area.

Inshort,it’sno surprise that Kalber, Volkman and
O’Connor, backed by the vast NBC News organiza-
tion, are such favorites in Chicago.

The only complaints come from compilers of top
ten lists. Night Report takes half their fun away.

[ 4
= &
ience and related data are based on estimales provided by NSI and are subjecl to the qualifica

OWNED

on. Frl., 6:30-10:30 PM. Augie tions issued by this service. Copies of such qualitications available on request.
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Then you’ll have the courage of our convictions.

Investigate. Try to find someone who’s
unemployed. You can—but it takes dig-
ging. Unemployment ratio for Iowa in
1966: 1.4%—about a third of the na-
tional figure.

Try to find someone who can’t read
or write. You can—but it’s harder in
Iowa than in any other state. Apart from
our highest-in-the-nation literacy rate,
Jowa is about 30% ahead of the national
average in number of doctorate degrees
granted on a population basis—and
100% ahead of the national average in
number of doctorate degrees. Iowans
also surpassed residents of all other states
in armed forces mental tests: 94.9%
passed in 1965 (last data available).

Try to find people on their way to
a rumble. Try to find young men whose
last visit to a barber is beyond memory.

Try to find a place in the state more than
twenty minutes away from the country-
side. We haven’t really looked for such
people or places; nothing short of the
rack would force us to reveal the answers
if we had them. However, to fill a sta-
tistical vacuum you may have been un-
aware of, and inspired by a passion to
share our bounty with the Outside

The
wumr
Stations

Mail Address: Cedar Rapids, lowa.
WMT, WMT-FM, WMT-TV;
K-WMT, Fort Dodge:
Represented by The Katz Agency.

World, consider these data:

Iowa’s industrial output rose 13%
in 1966, to $10.2 billion—four times
what it was in 1950 and twice as much
as 1958. Manufacturing employment is
up 8.7% (1966 over 1965). Personal
income is up 9.4%, to $6.4 billion. In-
come from farm marketing is up 11%
to $3.3 billion. Note that industrial in-
come is 3.1 times farm income.

The Eastern Iowa market consti-
tutes 60% of Iowa’s population and pur-
chasing power. It includes Cedar Rap-
ids, Towa City, Waterloo and Dubuque
—four of Towa’s eight largest popula-
tion centers.

For a definition of heuristic, and
other trenchant memorabilia, drop us a
note, or see the man from Katz, our
national reps.

Television Age, April 10, 1967{




WHAT’S AHEAD BEHIND THE SCENES

pirrsification or Backward Integration?

3S spokesmen say that the company’s setting up
of motion-picture production division in Hollywood
i« sically another step in the company’s diversification
priram in which CBS has acquired companies mak-
ingoroducts ranging from toys to musical instruments
to ooks—not to mention the Yankees. But although
thenew CBS venture is said to be aimed primarily
at e movie house market, it escapes no one’s notice
thathe CBS television network stands to be a major
beificiary. It will receive about $30 million worth of
bigudget product, largely amortized, as it finishes
thexinema circuit rounds. In a couple of years’ time
theCBS programmers’ lot promises to be an easier
ont in view of the headaches which would probably
har beset them as a result of higher prices on the
shiking supply of product.

Eletronic Scratch Pad

o facilitate and accelerate the planning of commer-
¢ Ted Bates & Co. has set up a tape-and-Ailm work-
she that can fulfill a wide range of functions. Robert
Masulies, senior vice president in charge of commer-
via broadcast production, said the facility can be
U% in casling, “screen-testing” talent, testing of story-
boud ideas and in experimentation. There’s no charge
it ients for any experimentation done in the work-
dit. The two studios that make up the workshop on
Baiy sixth floor are equipped with sound mixing
¢qvhment, film and tv cameras and videotape record-
ekJoe Conforti, director of the experimental film/tape
detlopment center, said the workshop can be used at
d time by writers and producers to test out visual
-*.il'\, and by account men to make visual presenta-
o to clients hefore proceeding to final production.

AR of Anxiety

hssible merger between P. Lorillard and Schenley
Ulestries is causing nervousness in a number of ad
4uiters. Both the distilling titan and the cigarette giant
drvolatile clients: Lorillard last year moved True to
-'f" from Grey and then along with Danville to Foote.
iao and Belding, and Kent from Lennen & Newell
g rey. Schenley moved Schenley Reserve and OFC
Cﬂldlan from Norman, Craig & Kummel to its house
g v, The Kleppner Co., and shifted Dubonnet from
MK 1o Bliss/Grunewald. More moves are expected if
lhenel‘ger is consummated.

N’ Kind of Drug Ads
. jnmmercials for Sleep-Eze, a Whitehall Laboratories
»’;‘]uct, will have a new look this spring, one de-
¢hed at the company’s newly appointed agency, Carl
Ml New York. The agency

feels the new commercials,

88l sion, Age, April 10, 1967

Tele-scope

which have not yet been tested, will represent “a dra-
matic break with typical drug advertising.” A heavy
network drive supplemented by spot buys in up to 50
major markets will use minutes and piggybacks start-
ing in May. If testing is not completed by that time,
the new ads will appear in June.

Canada Studies Carribbean Network

A feasibility study for a Commonwealth Carribbean-
Canada Broadcasting Center serving 14" West Indian
countries will be completed the end of the summer by
the CBC. Under the plan Canada would help establish
a radio broadcasting network ~with production and
transmission facilities. The network would serve as a
regional broadcasting voice in the Carribbean and as
an outlet for Canadian information.

Shotgun Wedding?

ABC-TV’s courtship of the theatre has some of the
elements of a shotgun wedding. With movie supply
tightening, the network, like its competitors, needs
something to run in movie slots to stretch out the avail-
able supply of features. It requires programming that
would at least be as prestigious, as strong in marquee
value, and as long (two hours) as the big movies. But
its dramas in one out of four of its movie nights
(Wednesday and Sunday) next season—such as Dial
M for Murder, The Diary of Anne Frank, A Streetcar
Named Desire—hardly qualify as “cultural” offerings,
some observers maintain. Neither classic nor avant-
garde, they are familiar titles, thanks to movie versions
of the plays. Indications are budgets for such “dramas”
won’t far exceed what it costs to rent a movie for

one showing.

Seven Arts and Warner Brothers

Chances are good that Seven Arts will acquire the
remaining outstanding shares of Warner Brothers Pic-
tures, Inc. and so widen its feature-film-making and
distribution activities. Last year Seven Arts bought a
third of the shares of the company from Jack L.. Warner
for $20 per share, with the agreement that it would
offer $20 or more per share later to shareholders. The
shares are currently being traded at prices $4 to $10

higher.

The Return of Andy Hardy

With the aim of “putting a little fun back in adver-
tising,” veteran actor Mickey Rooney has set up a
commercials-making studio called Creative Consultants,
Inc. Sales for the new studio are being handled by
the Charles H. Stern Agency. Mr. Rooney’s studio will
develop “film storyboards” for its clients, with treat-
ments which will use “the dynamic and show-business-
wise activities of Mr. Rooney.”
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San Francisces
Sporting seasn
IS year round

on KTVU.

You'll have a hard tin s¢
arating a sports-mg
San Franciscan fro (i
rest of the city—beaJs
the Bay Area runsi'h
league” in every spo.Af
you'll have a hard tin $&
arating any San Fnd
can from the statio i
provides his own fiof
sport—college and |0
sional basketball, Gl
Dodgers baseball—fcbd
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dent Television Statid

KT YU

SAN FRANCISCO-OAKLIS
Represented by H-R Televiy

Cox Broadcasting Corporatiohgu:
WSB AM-FM-TV, Atlant
AM-F , Dayton; WSOC AM-FM-TV.

WIOD AM-FM, Miami; WiC-TV, P

KTVU, San Francisco - Oakland




Business barometer

L:al sales by stations in January, as with spot activity, increased—but at a smaller

"7 rate of climb than the industry's been accustomed to over the last few years.
According to the Business Barometer sampling of stations across the country,
local volume rose 8.8 per cent over that of January '66. That growth rate might be
more impressive if the records didn't show that the c¢limb in January '66 over '85

was 14.7 per cent; the pre-
vious year's was 10.5 per
cent, and the year before

W that, a 17.1-per-cent gain

& was registered.

{1 situation was much the same with

) compensation revenue to sta-

!'% tions. January showed compen-

' sation up 1.9 per cent,
but this was the smallest
increase in the last four
vears. The figures are doubly
interesting in view of the
extra effort many stations
have made to boost local or
compensation revenue in the
face of the spot slowdown.

Imstimated dollars, industry

revenue from local sales in
January is pegged at $27.4
million vs. last January's
$25.2 million; compensation
is estimated at $19.8 million
vs. $19.5 million.

{8ticularly hard-hit, as can be

d noted by the data on
bpercentage changes by size of
Station, were the smallest

! outlets, which registered a
decrease in compensation and
only the slightest of
increases in local business.

“aring January activity to that
in December immediately
Preceding, local business for
the industry was off 18.4 per
cent, and compensation was off
2.5 per cent. While this
downtrend pattern is
traditional, the 18.4 per-cent
drop on the local side was the

- largest in 10 years of Business Barometer records.

‘ :Lﬂ dSSue: areport on spot television business in February.

Sation is tabulated by Dun & Bradstreet. )

o
o 3
Eruhpy"g’”od feature of TELEVISION AGE, Business Barometer is based on a cross-section of stations in all income and

“sion Age, April 10, 1967
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..... Anniversary of MetroTV Sales

as a special occasion to salute
the aggressive and imaginative
station managements for
whom we work, whose exciting
program schedules have made
it possible for us to achieve
significant national spot sales
increases for every one of

our represented stations in the
first two months of 1967—our
quinquennial year.

MetroTV Sales’ 75 trained
sales station specialistsin 7
offices throughout the
country would like...

WNEW-TV New York
KTTV Los Angeles
WFLD-TV Chicago
WTTG  Washington,D.C.
KPLRTV St.Louis
WTTV  Indianapolis-
Bloomington
WCIXTV Miami*
KMBC-TV Kansas City
WVUE  NewOrleans
KCPX-TV Salt Lake City
WPTA Fort Wayne

*Estimated air date Fall, 1967

T
|

A Division of Metromedia, Inc.
New York, Chicago,

+ San Francisco, Los Angeles,
. St. Louis, Philadelphia,

Atlanta.




onger Puffs
Good old black-and-white may be

in” among art directors and other
eative types in advertising these
ays, if a recent commercials award
wremony is any indication. Two of
e six first-prize “Andy” awards
issed out by the Advertising Club
' New York went to b-&w commer-
als produced for Benson & Hedges
7 Wells, Rich, Greene (Howard
eff). One of the young agency’s
onochrome films for the 100-centi-
eter cigarette won in the 60-second
itegory, and one tintless Benson &
edges “shorter than 60,” produced
7 Howard Ziefl and Televideo, won
the campaign classification.
Among single entries under 60 sec-
ids, a Wells, Rich, Green Burma
wave film, again shot by Howard
eff in color, took a first, and pro-
icer Zieff’s Benson & Hedges “under
7’ spot took a second prize. The
ree firsts put Wells, Rich, Greene at
e head of the winner’s list.
Doyle Dane Bernbach’s black-and-
ite  Volkswagen Jailbreak film
‘elevideo) took second prize among
e 60.
Young and Rubicam led in the two
nger-than-60 second classifications,
igles and series, with its work for
stern Airlines, singles and series,
\udio Productions) taking a first
1 second prize in the long-single
Id and first among campaigns of
1g commercials.

&R Scores Again. In addition to
two first prizes, Young and Rubi-
‘m won second prizes for one of its
Istern spots and for its Metropoli-
1 Life campaign (longer than 60).
R also won a third prize for one
" its Metropolitan Life long spots
wdio), and a third prize for its
tire Jell-O campaign. (MPO, PGL
]'oductions, Focus
lImfair).
VThe first-prize Andy for a series of
f’-second commercials went to Jack
nker & Partners for the Alka-Seltzer
fries (Howard Zieff), with second

Presentations,
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prize going to Wells, Rich, Greene for
it Braniff campaign (Libra, Howard
Zieff).

Doyle Dane Bernbach’s Sock com-
mercial for Burlington took third
prize among the single 60’s.

Spade and Archer? Into the magic
circle otherwise limited to Wells,
Rich, Green, Y&R, Jack Tinker and
Doyle Dane Bernbach, stepped Spade
and Archer with a third-place Andy
for a Compoz film (less than ’60)
(Videotape Center).

(Although absent from the first-
prize tv winner’s paddock, Doyle,
Dane Bernbach took eight of the 13
first prizes in the Andy print cate-
gories.)

The Andys ‘were pretty much a
New York show, with no out-of-
town entries among the finalists in tv,
although some made it to the final
heats in print and radio. Signifi-
cantly, none of the winning commer-
cials in the Andy contest were among
the first prize winners in the recent
Hollywood International Broadcast-
ing Awards, although DDB’s Socks
for Burlington, an IBA winner, came
in third in the New York contest.
Odds are that some of the Andy
award winners will be among the
winners in next month’s Clio contest,
the American Tv Commercials Fes-
tival, judging by the history of the
several awards in the past few years.
The Clio is a different ballgame, how-
ever: commercials compete in prod-
uct-category, not by length, and in
supplementary “craft ”classifications.
A Prize-Winner. [t may be noted
that four of the Andy first-prizes
went either to commercials photo-
graphed by Howard Zieff or to series
in which he had executed photogra-
phy. Since Mr. Zieff also was rep-
resented in three second-place Andys,
the contest could well have been call-
ed “The Howard Zieff Advertising
Film Festival.” However the long-
established Audio Productions shot
film for both the winning and the

runner-up campaigns “longer than 60
seconds,” and shot the win, place and
show entries in the long-single cate-
gory.

Auto Ads in 70’s

I’s been fashionable in recent
years to predict a rosy future for
selective media at the expense of
mass media. Because of growing afflu-
ence, the consumer market, it is held,
is breaking up into small groups with
special interests, avocations and atti-
tudes. Hence, media aimed at, for ex-
ample, boating enthusiasts, photog-
raphy fans or theatre buffs will be
the successes in not-too-distant times

ahead.

This was recently challenged (so
far as auto ads are concerned) by
Arthur A. Porter, senior vice presi-
dent and media director for Camp-
bell-Ewald, the Chevrolet agency. He
told the Denver Ad Club last month
the 70’s will see “a more inlense use
of the broader forms of national
media and, possiblv. a decreased use
of those that are most highly selec-
tive.”

The reason? Interestinglv enough,
the same affluence that presumably
would provide the fertile environ-
ment for selective media. Said Porter:
“The population of this country tends
to become more homogenus each
vear. We have more and more high
school and college graduates. The
average household income continues
to rise. As we continue to prosper and
progress, we tend to become more
alike in our interests and in our re-
quirements for both information and
entertainment.”

The ad executive said this points to
more use of the largest forms of
media which, “simply Dbecause of
their size, can deliver messages at
the most favorable costs.” Mr. Por-
ter made clear, however, that mass
media or no, auto firms would inten-
sify their search for prospects and
would be helped by the growing
availability of marketing data.
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EQUATION
FOR

TIMEBUYERS

ONEBUY _ DOMINANCE
X WKRG-TV-:2,

*PICK A SURVEY - - - ANY SURVEY

O
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Represented by H-R Television, Inc. e @
or call

- C. P. PERSONS, Jr., General Manager
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Made-to-measure rates
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Call it a ‘grid,’

‘P-card,” ‘selective

control’ or whatever,
individual announcement prices
are taking over in spot

Call it a revolution, call it an evolution, some-

thing significant has happened to station
rate cards. It’s the practice of pricing announce-
ments individually and, while it’s come on slow-
ly, it bids fair to become the standard method.
Oddly enough, it’s taking over with no great
enthusiasm from either the buyer or seller of
Spot tv—and is still controversial.

Individual announcement pricmfr goes under
various names; some call it a “grid card,” some
a “P-card” (after Edward Petry & Co., which
gave the method its greatest Impetus), others
use the term “selective control.” There are those
who feel that the more flexible type of “section

Lelision Age, April 10, 1967
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rates” (a fixed price plus a series of preemp-
tible prices) exhibit the characteristics of a
grid.

This year the grid assumes new importance
as stations wrestle with the problem of how to
price the 30-second announcement. Pairing the
grid and the 30 is beginning to look terribly
attractive and some reps feel some non-grid
stations will join the trend partly because it
offers an answer to finding an acceptable and
profitable price level for the 30.

In one form or another, the grid has been
around about five years. Agencies, stations and
reps have had sufficient time to test it under
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most conditions, the one major ex-
ception being a serious economic re-
cession. What has been their experi-
ence?

Agencies generally accept the grid
as a fact of life, but many don't like
working with it. At the media plan-
ning level, a typical reaction comes
from Irank Gromer, vice president
and director of marketing services
for Foote, Cone and Belding, New
York: “With grid cards it is difficult
to find rates when you want them
and hard to budget in advance for
your f{requency and rating point
objectives.”

Mr. Gromer’s complaint covers
two areas. One is that rate changes
come more often; the other, that
they aren’t published when they do
change. There is some dispute about
the frequency of rate changes but
most of those familiar with grid card
practices agree with the FC&B ex-
ecutive.

There is little doubt that it is
easier and more tempting to change
a grid card than the older method of
setling rates by broad time periods.
Since the essence of the grid card is
its flexibility and the fact that in-
dividual announcement prices should
reflect audience levels, whal is more
logical than to change a price when-
ever the audience changes?

Putting supply and demand fac-
tors aside for the moment, the basis
for such changes are the periodic
rating books. These come out with
varying frequency, depending on the
size of the market; the larger the
market, of course, the more often
reports are published. However, it is
seasonal factors that spur the major
changes in grid prices.

At the Petry Television Division

20

¢4The P-card is the modern
way to sell spot television.
Now, no buy is really a
bad buy.”

Edward Page, v.p. and national

sales manager,

Edward Petry & Co., Television Div. “With grid cards it is
difficult to find rates wep
you want them and har
to budget in advance f(
your frequency and ratip

point objectives.”’
Frank Gromer, v.p. and director

of marketing services,
Foote, Cone & Belding, New York

“Our philosophy is that
the best type of card is
the one a station feels
it can sell best with.
Any card will work if
applied properly.”

Lloyd Griffin, president
Peters, Griffin, Woodward

What’s a ‘grid,” anyway?

A ‘conventional’ grid

Cost per announcement, Class AA breaks

Mon Tues Wed Thurs Fri Sat Su

3:00 11 10 14 9 11 12 15
8:30 11 14 13 3 6 10
9:00 6 9 9 15 4 8 (
9:30 4 3 4 15 6
10:00 12 12 15 9
10:30 15 5 12 14 15 11

‘Section’ rates

Cost per announcement, Class AA 30/20 breaks, Mon-Sun

Fixed $500
Ist preemptible level 450

2nd preemptible level $40(
3rd preemptible level 35(

While essence of grid rate card is individual pricing of announcements, numerous
exceptions in conventional time-classification cards plus section rates often have
same effect. In hypothetical examples above, numbers in conventional grid refer to
specific dollar levels, could apply to announcements of any length. In section rate
card 3rd level is preemptible by 2nd, 2nd by 1lst, etc. These permit supply and
demand factors to work more easily as audiences and buying activity change. Since
some prime time grid cards work with five price levels, section rate card shownj
has comparable flexibility and might be called a “moving grid.”

‘éYou take your chances
with conventional rate
cards but you can improv'
your spots. With the
grid you can’t go too fai

‘“The grid card takes
a lot of challenge out of
timebuying. I don’t like

a station to tell me
how a new show will
do. The buyer should
have some say in this.”
Elaine Art, media supervisor,

Papert, Koenig, Lois

off but you can't be a
hero, either.”

Douglas McMullan, group

media supervisor,

D’Arcy Advertising

Television Age, April 10, 88
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ations, basic “recoding” is done
wee times a year, says Edward
age, vice president and national
iles manager. One is effective in the
il and represents the educated
nesses of station and rep about the
pcoming programming on its own
1d competitive schedules.

The second evaluation takes place
| January, based on the November
iting books, which give sellers a
tter fix on how shows will perform
ring the winter and spring.
Finally, with the March rating
soks in hand and summer reruns

mind, a third recoding is made. .

ariations of this practice can be
und at other reps.

At H-R Television, where about
f of its 40 tv stations use grid
rds, basic changes are made twice
year.

Of course, nothing prevents a sta-
m from making selective changes
tween major revisions. However,
r. Page says his stations will make
' “major upward coding” in the
" once prices are set. “Our station
Il not go out and up their prices
Cause a given show is number one
the national Nielsen or Arbitron.”
ill, some stations do make scattered
‘anges throughout the year, either
Cause of local rating changes or
‘Pply and demand factors, and it is

lis that particularly riles the agency
yers.

Reluctant Rep

Some of the reps support the agen-
“’ grievance. Says Lloyd Griffin,
lesident of Peters, Griffin, Wood-
\rd, a representative which has
. grid reluctantly,
here’s no doubt that with grid
(tds, individual changes are, in ef-

| " levision Age, April 10, 1967
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fect, hidden changes.”
Those defending the scattered shift
in rates point out that they are, after

-all, minor in the overall picture.

“Under the old type of rate card,”
said one rep executive, “when there
was a change in ‘A’ or ‘B’ time,
scores of spots were affected. We
may make changes more often, but
the total number of spots affected
is smaller.” .

Even more serious, in the agency
view, is the fact that rate changes
(not to mention rates themselves)
are seldom indicated in Standard
Rate and Data. When stations ex-
plain they publish their “grid card,”
they usually refer to a schedule
which shows the raw material of that
card. For example, a Petry station
publishes its “P-Card,” which is the
basic code for its rates. It will show
that P-1 refers to a $1,000 open
rate, P-2 to an $800 open rate, etc.
The coding sheet, which lists the
9 p.m. Sunday station break on a
particular station at the P-4 level
(P-5, if preemptible) does not ap-
pear.

Mr. Page points out that any ad-
vertiser on a Petry station is immedi-
ately informed when a change affects
his spot, either up or down. Further,
Petry sends to a “central source” at
many major agencies all changes in
rates, no matter how minor. A few
stations air the complete raté card
in SRDS and keep it up-to-date as
changes come along.

Nevertheless, buyers find that the
growth of the grid has made it more
difficult to keep track of the level
of spot rates. This becomes critical
when planning a campaign because
of the need to meet budget targets
for individual markets. One method

used by reps to help the agencies is
to provide an “average” announce-
ment level for the various day parts
but, even here, problems remain.
“With a big campaign,” explains
Douglas McMullan, group media
supervisor for D’Arcy, “the averages
are handy because you’re buying
enough spots to make a meaningful
average. But when you’re budgeting
for a small schedule, that isn’t very
helpful.”

Protection Problems

Another effect of the grid, say
admen, is the tendency to shorten the
rate protection span. As the grid
method spread, the agencies began
noticing more stations reducing the
period from three months to one. A
little over a year ago, a number of
agencies, with Dancer-Fitzgerald-
Sample in the vanguard, protested
strongly. The pressure was effective
and a large number of stations that
had reduced the protection period
returned to 90 days. But there are
still a sizeable number which retain
28. In some cases, stations went to
90 days for fixed spots and 28 days
for preemptibles. Agencies feel there
are still too many stations with 28-
day protection. _

Though bending to pressure, many
spot tv sellers still feel the 28.day
protection period is not unreasonable
under a grid card. Their argument is
this: When rates are changed under
the conventional rate card, the broad
time periods affected mean that any
advertiser in that period must (even-
tually) pay or get out. With grid
rates, however, he will have a choice
of other spots in the same time
period either with the same price

(Continued on page 67)
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How’s this,
Mr. Harris?

New Roper study states those
with money and education
are watching tv more

(and enjoying it less?)

28

Viewing by upper socio-economic groups rising

“On an average day,
about how many hours
do you personally spend
watching tv?”

All groups 2:17

| College educated 1:48

1961

Key finding in national study of tv viewing habits and attitudes by Roper
Associates for TIO shows upper socio-economic groups parallel others in
video viewing. This chart and other tables are based on sample of about 2,000,
covers people 21 and over. Study is fijth in a series, starting in 1959, done for

T10 by Roper group.

All groups 2:41

College educated 2:10

1967

Television Age, April 10, 1967




ou Harris says television is los-
Ling many of its upper-income,
elter-educated viewers, but Roper
tesearch Associates answers: ‘“There
s not ‘disaffection’ with the medium
n the part of upper economic and
| ducational levels. On the contrary,
1ese upper economic and education-
| levels show growing support for
i clevision, just as the public as a
hole does.”
The great debate over whether the
woneyed-and-schooled classes are
| atching tv these days is certain to
eat up now that the latest in a series
{ five Roper studies commissioned
y the Television Information Office
' 1 study public attitudes toward tele-
sion and other media is out. The
page study, incorporating results
il om four earlier ones, was pre-
* mted April 5 at the National As-
£ ociation of Broadcasters’ annual
eeting in Chicago.
The Roper field staff conducted
1 )98 interviews during the second
. eek of January for the new study.
is based on a probability sample,
'~ nationwide cross-section of the
| lult population 21 years and older
/ing in the continental United
ates. Similar studies were made by
[ per in 1959, 1961, 1963 and late
164.

The answers to practically every

“Suppose that you could continue
to have only one of the following—
which one of the four would

you most want to keep?”

The richer, well-educated ‘prefer’ television now

College educated Upper economic

levels

1959 1967 1959 1967
Television 27% 39% 35% 45%
Newspapers 47 38 41 33
Radio 15 13 15 13
Magazines 9 8 1 6
Don’t know or no answer 2 2 2 8

ques:ion indicate that television’s in- want to keep?” The results show

fluence on American public opinion
is growing and the medium is grow-
ing in acceptance. According to
Roper, the U.S. public: (1) finds tv
thinks
mercials are a fair price to pay for
free tv; (3) does not object very

news believable; (2) com-

much to commercials; (4) believes
tv stations should editorialize; (5)
watches tv for election results (6)
and generally watches tv more.
One of the most revealing set of
answers came from this question:
“Suppose that you could continue to
have only one of the following—
radio,

television, newspapers or

magazines—which would you most

'*  How does Tv compare with
.u others in performance?

o Db, .
. Performance rated “excellent” or “good” by:

Television
Schools
Newspapers

Local government

Upper economic

College educated levels
1959 1967 1959 1967
57% 64% 60% 63%

67 70 66 63
62 57 64 56
47 50 44 52

W levision Age, April 10, 1967
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that 53 per cent of Americans would
pick television, a hike of 11 per cent
over 1959. The percentages for news-
papers, radio and magazines all de-
clined. The report labeled this ques-
tion “probably the best single, over-
all measurement of attitudes toward
the medium in toto . . . an excellent
question for ecrystallizing people’s
over-all feeling about one medium
versus the others.”

The questions not only asked how
people feel about television but what
they do with respect to it. For ex-
ample: “How much do vou watch?”
Since 1961 the median for all groups
increased 24 minutes a day to two
hours and 41 minutes. Those with
college educations say they watch
22 minutes more daily since 1961 for
a two hour and ten minute total;
the upper income group watches tv
19 minutes more a day, the current
median being two hours and 21
minules.

The report noted “allegations in
recent months of disaffection with
television on the part of the better-
educated and upper economic levels.”
To ascertain whether this is, in fact,
true, the company tabulated certain
questions separately for the different
educational and economic levels, as

29



in the viewing question, and, in
order to measure trends, went back
to earlier studies and retabulated
them. The report concluded that the
richer and better educated have al-
ways watched tv less than others,
but found all categories of viewers
are watching more. In other words,
they are watching tv more, but still
do not watch as much as everybody
else.

Also, like the general publie, the
college-educated and upper-income
groups seem to get more of their
news from tv than they used to.
When respondents were asked wheth-
er they get most of their news about
what’s_going on in the world from
tv, newspapers, radio, magazines, or
other people, television ranked first
in 1963 and is now well ahead of
newspapers. In 1959, 51 per cent of

How the public regards programming

1961 1963 1964 1967
Agree with “serves the public interest”
statement 55% 65% 62% 53%
Agree with “vast wasteland” statement 23 18 20 29
Agree with both 9 7 8 10
Agree with neither 3 3 3 2
Don’t know or no answer 10 7 7 6

didates for local offices through news-
papers but tv is the great acquainter
for state and national offices. The
company’s previous study in 1964
asked about offices
showed that the farther a candidate
was removed from “here in town,”

national and

the stronger television was as the
source of a person’s political infor-

and many enjoy them

Most people don’t mind commercials—

“W hich one of these four siatements
comes closest to describing how you
feel about commercials on television?”

1963 1964

1967
I dislike practically all commercials on television 10% 10% 11%
While some of the commercials on television are all
right, most of them are very annoying 29 26 26
There are some very annoying commercials on tele-
vision, but most of them are perfectly all right 31 35 33
The commercials on television seldom annoy me—
in fact, I often enjoy them 24 23 23
Don’t know or no answer 6 6 9

the country said tv was their major
source of news and 57 per cent said
newspapers were. Today, 55 per cent
say their major source of news is
newspapers.

The report says that the public
becomes best acquainted with can-

30

mation. “While this year’s study did
not ask about national offices (there
was no presidential election last fall),
the latest results reflect the same pat-
tern.” While newspapers are number
one as the public’s source of infor-

mation about candidates for local

offices, this year television is only |
percentage points behind newspaper
Tv trailed newspapers by 15 poin
two years ago.

The Roper interviewers pitted fo
mer FCC chairman Newton Minow
“yast wasteland” label with a Robe
Sarnoff quotation that tv *
the public interest . . . a balance
blend of light and high-brow e
tertainment, public affairs and new

.. servy

offers something for ever
one . . .~ The respondents read th
two quotations and picked the on
they liked best. Some 53 per cer
agree tv serves the public interest
29 per cent opted for “wasteland. |
In 1961, 23 per cent selected wastt o
land and 55 per cent picked publi §
interest. Ten per cent in 1967 sa
they agree with both statements.

The report explains the resull
saying: “Since the ‘vast wastelan
quotation entirely con
cerned with the entertainment aspect
of television the public is here €x
pressing more criticism of the en
tertainment content of television thas
in 1964. This trend is not health |
from the point of view of television
However, it should also be noted tha |
the ‘serves the public interest’ state
ment nevertheless commands nearl) "
twice as much support as the ‘vas

is almost

wasteland’ statement does.” ,
Are viewers viewing more and ei\ |

joying it less? The report finds, “¢

growing commitment to television &%

Television Age, April 10, 1967



;total medium, a growing support
television as a source of news
1 public affairs and a decline in
wroval of ils entertainment
iring the last two years.”

fare

[he respondents were also probed
¢ the believability of television news
vsus radio, magazines, and news-
pers. 1f they received conflicting
1orts from the various media, 41
{ cent said they would accept the
while a total 39
| cent said they would believe

tivision version

cier their newspapers, magazines
tradios. In 1959, only 29 per cent
d they would accept tv as the
kth-sayer while 52 per cent were
#11 among newspapers, magazines
¢! radio. “Television continues to
b the most believable of the four
nlia,” the report concluded. The
rats of a reverse question on
wich media were “least believable”:
fiv per cent of the respondents
pked tv. while magazines, news-
peers, and radio were considered
“18t believable” by a total of 65 per
©t of the respondents.

he Roper studv seeks to deter-
nie whether viewers consider tv a
bl eflect on children by comparing
ioctions to that issue with seven
Ocr current issues. The results show

that the fewer viewers consider the
bad effects of tv on children as seri-
ous as government bribes, juvenile
deliquency, false advertising claims,
disarmament, school segregation,
atom bomb testing, and public school

prayers. Still, the percentage of those

to be meaningless in and of itself,
although the fact that this item has
registered a six-per-cent increase
since 1961 suggests that it is of in-
creasing, even though low-ranked,
concern to the public,” the report

states. The groups most critical of

their news from tv
“Where do you usually get most

radio or television or magazines or
talking to people or where?”

Most people get most of

of your news about what’s going on in the
world today—/from the newspapers or

1961 1963 1964 1967

Source of most news 1959

Television 51% 52% 55% 58% 64%
Newspapers 57 57 53 56 55
Radio 34 34 29 26 28
Magazines 8 9 6 8 7
People 4 5 4 5 4
Don’t know or no answer 1 3 3 3 2

(Multiple answers accepted; column totals therefore exceed 100%.)

who think the effects of tv on chil-
dren are a “serious moral problem”
increased steadily from 1961 to 1967.
In 1961, 42 per cent said it was
serious; in 1967, 48 per cent said
it was serious.

“The change in percentage from
lwo vears ago to now is so minor as

over what programs are on TV

control of TV programming now

what programs are on TV

A?
Jon't know or no answer

Few want more government
control over programming

The government should exercise more control
There i< about the right amount of government

The government should have less control over

- 1963 ) El- 1_9(37
16% 19% 18%
43 41 40
27 26 28
14 14 14

W ision Age, April 10, 1967

tv’s eflect on youngsters were those
people who: do not own tv sets (61
per cent); have a grade school edu-
cation or less (58 per cent), and
who do not have children (56 per
cent).

Commercials were the subject of
three kinds of attitude-probing ques-
tions: toward the concept of com-
mercially sponsored tv; the commer-
cials themselves, and specific func-
tions or aspects of commercials. A
whopping four out of five respond-
ents agreed that the commercials
were a fair price to pay for free tv.
Further, most viewers don’t object
too strongly to the content of most
commercials: 56 per cent reacted
positively to commercial content,
saying they were sometimes or sel-
dom annoying, sometimes enjoyable,
and mostly okay; 37 per cent re-
acted negatively, saying they dislike
all commercials. or think some okay
but most annoying.

(Continued on page 52)
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he rewards the U.S. toy industry

could derive from television ap-
peared to be endless 15 years ago.
The medium seemed to work indis-
criminalely for the relatively few
number of loys advertised on tv. The
more any toy was pushed on tv, the
greater ils sales.

Television made the toy business
big business. Indusiry sales boomed
from $300 million 20 years ago to an
estimated $1.5 billion-plus this year.
Television also has made toy market-
ing a complex, risky and expensive
operation. Now that the industry has
matured, it is discovering that its
success formula is no longer as simple
as it was. Because tv worked magic
for a few companies 15 years ago
does nol necessarily mean it will pay
off for everybody today.

The toy industry is now reexamin-
ing its considerable commilment to
tv. No one doubts that television will
remain the crucial ingredient in toy
marketing, but a major eflort is being
made by the industry to increase tv’s
efficiency and cut unnecessary waste.
Certainly one of the industry’s par-
ticular problems is an awkward dis-
tribution set-up in which the toy
wholesalers (usually called jobbers)
control a large portion of the indus-
ty’s spot television. Many toy execu-
tives feels the solution to greater spol
tv efliciency can only he reached by

Behind toy spot dollars downtrend:
increased rates, too many toys,
fewer shows——and, above all,

the toy jobbers

establishing new relationships with
the jobbers.

In addition, competition in the toy
industry is cut-throat, with numerous
companies flooding television chil-
dren’s shows with different toys and
games. At the same lime, the number
of children’s shows in many markets
is decreasing. Most toy companies
claim tv rates are soaring out of con-
trol while audiences and ratings re-
main sluggish. The stakes get greater
as the profit margins get thinner. In
1966 one major toy company (A. C.
Gilbert) went out of business and
another wavers on the edge of finan-
cial disaster and is paying off its cred-
itors 40 cents on the dollar.

W hy the Decline?

One of the most common discus-
sions by manufacturers and buyers at
the 64th annual Toy Fair in New York
City in March was the drop in spot
tv expenditures in the first quarter of
1967 over the same quarler of 1966.
Company eslimales range from a 15
per cent to as high as a 50 per cent
cuthback. Some of the lost spot money
is thought 1o be going into network,
but much of it is going to other me-
dia or not being spent at all. Total
1966 spot dollars spent by the toy in-
dustry were millions of dollars below
expectations. According to the Tele-

vision Bureau of Advertising, spot ex-

penditures by the top eight toy ¢
panies declined from $16.5 millioin
1965 to $11.6 million in 1966. M y
toy and tv industry observers d
predicted spot expenditures in exqs
of $20 million in 1966.

The fourth-quarter of last year s
especially disappointing for the y
industry. Many toys on televisn
were simply not selling. Seven of ¢
eight major toy companies, repcs
have it, attempted to cut back n
their schedules. With

many companies wanting to get |

network

of their contracts. there were !
enough wanting to get in and mostf
the toy companies were unable to -
duce their network expenditures.
“The cost of tv has definitely ov-
shadowed the efficiency of the me-
um,” said one adverlising directorf
a major toy company, who norma'
increases his tv budget by sevel
hundred thousand dollars annual.
“Last year I spent $20,000 in pr
and $1 million in tv; this year
intend to spend about $200,000
print and $1 million in tv.” '
cited one station as an example
his disenchantment with tv: “It
creased its typical price for a k
show spot to $1,200 this vear; th
was $500.” He sa

vears ago it

the kid-show ratings on another sl

tion went down 10 per cent while t
rates went up 20 per cent. “That ca




iy
by

1%

I

g

son forever,” he said. “The gap be-
{ren children time and adult time is
ridly closing.”

jut spot rates are not the only
hdaches for the toy industry. The
vy success tv racked up in selling
1; is beginning to backfire. There
sms to be too many companies and
ts on television these days for
eryone to be a winner. In order for
ay to stand out, it is necessary to
b' an increasing number of spots
fit. In the crowded toy tv showcase
e impressions are constantly need-
eco create the same impact. In New

' Yk City, for example, 327 different

ts and games competed with each

voier on tv for the toy dollar in the

1'6 fourth quarter.

Fierce Competition

n the past several years while the
niber of companies and toys on

i levision has expanded, there has

ba a gradual decrease in the
anunt of children’s programming
Oimost local stations in favor of
mes, syndicated and news shows.
I's has increased the competition

cchoice time slots and forced many
‘fipanies to devote less time to in-

didual toys when competitive pres-
SUs dictate they should be pushing
61 toy harder.

© 0 respect to the jobbers, however,
levision presents the toy industry

Jré
i

SN
)

=

(>
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with a special problem that does not
affect other tv advertisers—at least
not to the same degree. Traditionally,
the toy jobber or wholesaler buys
large amounts of toys directly from
the manufacturer and then resells
them to toy outlets in his individual
markets. His most basic asset is a
knowledge of his markets; his cus-
tomers are retail stores, department
and chain stores. The jobber is a
necessary middleman between the
manufacturer who produces on a
national scale and individual toy out-
lets not large enough to buy directly
from the manufacturer. Essentially,
the jobber takes ‘over many of the
manufacturer’s distribution responsi-
bilities.

About ten years ago, a number of

_jobbers, observing the growing im-

portance of television to toy sales, be-
gan to show interest in television pur-
chases in their markets. The jobbers
had good reason to be interested;
they obviously stood to gain by hav-
ing their toy lines heavily exposed
on local television.

However, the jobber’s interest in
the toy manufacturer’s tv advertising
did not remain passive. Soon, the
jobbers became directly involved in
purchasing time. In fact, many of
them became time wholesalers as well
as toy wholesalers. They developed
close relations with their local sta-

tions and began to buy time and re-
sell it to their toy suppliers. Original-
ly (and today, but to a lesser extent)
most toy manufacturers welcomed this
as a healthy service to the toy indus-

try.
Some Enthusiasm

Toy jobbers bought large amounts
of tv time, often over 52-week peri-
ods. With volume and time commit-
ments they could get discounts not
available to a single manufacturer.
The jobber could then pass the sav-
ings to their manufacturers. Theoreti-
cally, both the jobber and the manu-
facturer were better off—the jobber
was able to stimulate demand for his
lines and the manufacturer paid low-
er airtime prices. The jobber’s spe-
cial knowledge of his market enabled
him to determine what the best kid
shows were; often he could arrange
for special live tv promotion with
popular local personalities and could
use his close station contacts to get
the best buys. In effect, the manu-
facturers were pooling their local ad
budgets through the local jobber and
each shared in the jobber’s volume
discounts. ' '

Many stations were and still are
enthusiastic about accepting jobber
accounts. By selling to jobbers a sta-
tion can lock up its kid-show sched-
ules much earlier and it does not have




he expense of selling to individual
agencies and advertisers.

In theory, the station. manufactur-
er and the jobber all stood to gain by
jobber time-brokering. But, like the
theory of Communism, it didn’t
evolve exactly as planned. Many ob-
servers feel the root of the problem
is that the distinct lines between the
toy companies’ sales and advertising
departments have become blurred,
and the primary service of the jobber
—to wholesale toys—has been under-
mined. As a result, the concept of
toy marketing has become distorted
and more complicated.

No One Talks Publicly

The toy industry allowed. even en-
couraged, its jobbers—the industry’s
liaison with its retailers—to become
also its liaison with the tv stations.
It is a development most toy manu-
facturers now strongly regret. Most
of them would like to see it ended.
but it has become so common, and
commonly abused, that it is often
much harder to fight it than to adjust
to it. Practically every toy manufac-
turer feels that the toy jobber is now
a debilitating influence on the toy in-
dustry and a major obstacle to the in-
dustry’s efforts to use tv more effici-
eatly. The result of what seemed 1o be
a prudent coinciding of interests has
developed into a symbiotic relation-

ship in which the toy manufacturer
and the toy jobber buy and sell from
each other.

The situation has created some ex-
tremely awkward situations, to say
the least. Almost no one within the
toy or jobber industries will talk
about it publicly but it is a major
source of unspoken controversy and
unexpressed friction. The subject of
jobber tv is vital to all toy manufac-
turers and they spend a great amount
of energy learning to live with the
powertul jobber influence over their
advertising policies.

As the jobbers became increasingly
involved in tv brokering, the impli-
cations of their growing influence on
tv toy advertising began to show. It
became all too evident that the tv
interests of the jobber and the manu-
facturer, and even the stations, need
not coincide. Indeed, they could con-
flict. . . and the jobber held most of
the high trumps.

Most toy manufacturers, especial-
ly if they are not one of the big two
or three, need the jobbers’ business
more than the jobbers need theirs.
The jobbers can often go elsewhere
for substantially the same toys, but
the manufacturer is not as free to
shop around for distribution. The
giant toy companies, Marx or Mattel,
find it easier to set their own terms
because they place most of their ad-

vertising themselves. Consequery
they create a demand for their prl.
ucts that the jobbers have to respd
to by buving their tovs. But smar
companies who need the jobbs
sales efforts are more vulnerableo

jobber pressure to buy tv from thu.
How Much Lost?

It is impossible to calculate prec
lv to what extent the toy industs
spot tv budgets are placed throu
toy jobbers. But there is no dot
that a vast amount of money is
volved. One major ltoy company s:s
it places 80 per cent of its tv budt
in spot and 80 per cent of its st
budget through jobbers. According)
TvB that company spent slightly o
$1.5 million in spot tv in 1966. G
erally TvB’s spot figures are hased |
time placed by the toy compan!
agency and not its jobbers. The je
bers’ spot expenditures do not appt
in TvB’s statistics, because the jt
bers’ spot buys are made local
Therefore, if the company (accordi
to TvB) spent $1.5 million in spot
1966, it may have spent as much
$6 million via the jobber. Such ¢
penditure, it should be noted, wor
return no commission to the statio
represenlative or oy firm’s agem

Most companies spend a lesser pt
centage of their spot budgets throu

jobbers. One company, Marx, is sé




TOYDOM’S TOP TV SPENDERS

| Manufacturer 1966 network* 1966 spot* Est. 1967 TV Budget Est. 1967 network+ Est. 1967 spott
1. Mattel $6,449,000  $2,907,920 $10,000,000  $7,000,000 33,000,000
2. Ideal 1,959,000 953,010 3,750,000 2,500,000 1,250,000
3. Topper (Deluxe) 4,849,800 2,801,800 3,500,000 2,060,000 1,500,000
4. Hasbro 740,800 1,752,880 2,850,000 850,000 2,000,000
5. Marx 1,313,000 1,155,700 2,750,000 1,500,600 1,250,000
6. Kenner 826,200 768,960 2,200,000 1,200,000 1,000,000
7. Milton Bradley 1,111,800 567,620 2,150,000 1,400,000 750,000
8. Remco 1,313,000 695,520 2,100,000 1,350,000 750,000
9. A. C. Gilbert! 369,500 133,440 .
10. American Character*  ........ 153,550 ... L
| Totals $18,932,100 $11,890,400 $29,300,000 $17,800,000 $11,500,000
*Network and spot figures as reported by Television Bureau of Advertising, based on N.C. Rorabaugh/LNA-BAR.
TNetwork and spot estimates based on manufacturers’ statements, toy trade sources, schedules already placed, past records, and
projected plans.
“Gilbert sold its toy lines to Gabriel Industries.
* American Character, in financial trouble, is not certain whether it will be in tv at all in 1967.

ner to have purchased any televi-
sa time through a jobber.

‘he biggest complaint the manu-
fiurers have about jobber tv is
mney. There is nothing stopping a
Jiber from hiking his rates as high
ahe can and “forcing” toy com-
Pies to buy by playing his trump
da—to buy elsewhere. While the
0vinal attraction of buying time
fim jobbers was low cost, most toy
Nnufacturers

now complain that
tire are no apparent controls on the
Jtbers’ prices. Many are convinced
It they are being pressured to pay

more for their spot tv exposure than
they would if they placed the time
directly through their agencies.

“It’s getting worse and worse as
the jobbers multiply and begin to
compete among themselves,” said one
harried advertising director during
the Toy Fair. “One jobber threatened
not to buy our line unless we bought
all our tv time in his market through
him—and none of it through his com-
petitor. It’s blackmail. The toy indus-
try better go back to being toy adver-
tisers as well as manufacturers or we
are in for trouble. Even some retail-

ers are getting in on the act this year.
One of them came in yesterday and
had a look at our toy line. When it
came time for an order, he said, ‘No
thanks, my toy order will come
through my jobber, but how about
buying some of my tv time?’”
Another agency account executive
for a major toy and game manufac-
turer said, “The whole business is in
the twilight of ethics. The jobbers say
they can buy tv cheaper, but we know
exactly what’s going on and are de-
termined not to pay them off any-

(Continued on page 69)

The toy jobber, standing between

the manufacturer and the stations,

can often be an obstacle

to the most efficient advertising



f numbers of people are numbe

not people, is lelevision adverl
ing designed to work on people—
is it meant to reach the great
amount of people?

The question is one often ponder
at ad agencies and in marketing «
partments of advertisers. Televisi
has moved from its formative yea
where the commercials worked 1
cause they were novelties, through
period of adolescence, where the coi
mercials worked because they we
aimed at a greal many viewers, to
present period, where the comm:
cials are often carefully targeted.

A commercial designed to sell
product, not just to call attention
a product, agencies have discovere
doesn’t have to be displayed to :
overwhelming mass of people. (Cor
mercials that may or may not wor
on the other hand, should be seen |
the greatest amount of people—in t!
hope that they’ll work on somebody
More clients and agencies believe
aiming their messages to those mo
receptive. As detailed in a previo
article (Goodbye to the ‘Top 10l
May 9, 1966), few companies tod:
blindly order a campaign to be 1t
in “the top 100 markets.” Rathe
they want markets in which the cor
mercials will be witnessed by tl
largest number of women In certa
age classifications, or by teen-aget
or by larger families, etc.

There are problems inherent i
determining which markets have tl
most important segments of the tot
audience. There can be wide diffe

There’s a ‘top markets’
listing to suit every need—
but they change from

year to year

When people
are numbers

A



Women Total Men Total
tank 18-34 Rank Men Rank 1(8-3‘;- Rank (E}(;g()i
00 (00) 00
Me: This gatefold|c, (429) 49 1182 49 33¢ 37 873
7r out and save fo €3 378 55 1088 65 256 41 827
, 50 454 53 1106 55 294 59 642
Jese tables are 1420 05 52 1118 57 288 87 455
(neral 1967 Tv |sg 411 51 1137 51 324 60 241
64 376 56 1061 60 275 54 96
a data m{’,"lated 65 373 57 1023 66 255 47 758
" “sweep” of maisy Mg 60 985 53 319 57 647
. 49 464 63 923 61 2713 46 769
y  hearch Bureau. 48/ 369 58 992 67 254 66 573
) i 009 i, 59 988 64 261 67 568
o ) 59 385
fs1e 230 ’"‘”ke‘_S 68 316 66 903 75 223 45 773
psence of 15 dijsg 400 67 899 63 ggg gg ga‘g
Lo - 156 410 68 895 56
1 viewing audienze 312 6l 970 71 23¢ 69 559
ening and late {70 340 69 893 72 gio 5:; Zg;
o . D48l 289 62 929 78 6 9
ailable from: Di& 380 71 876 62 270 64 504
= RO General Brogg 302 64 921 79 212 63 599
 Badway, New Y{14 322 70 877 10 235 71 551
" Toage, 117 x 14171 339 74 834 73 229 85 459
: . 69 345 73 841 59 285 58 645
rort is $8. 60 382 65 906 54 317 77 521
61 38 72 848 52 321 79 499
75 318 75 805 8l 206 86 456
77 315 76 719 85 186 111 337
: 86 2711 78 711 91 173 62 602
1 76 316 77 714 74 226 89 445
Mket 84 284 79 709 83 193 80 494
82 287 80 705 87 183 92 430
" Ne York 87 270 81 700 80 211 . 83 484
i Nofroiks 72 337 82 690 77 217 18 506
T 97 225 9] 621 94 168 82 485
P)delphia 79 302 87 636 82 196 65 578
& Bon 83 285 89 628 86 185 70 552
L Dot 94 233 84 666 76 219 102 372
e Jand 87 270 88 634 84 188 100 381
14888 Francisco 99 222 83 672 88 177 74 539
Pilburgh 67 347 86 648 68 244 73 542
Budo 90 243 90 625 96 162 95 424
Woington, D.C. 03 210 95 585 104 143 84 468
Sl..ouis 92 234 98 556 114 128 103 369
Das-Ft. Worth 73 323 03 615 69 238 72 543
\li eapolis-St. Paul |00 220 85 657 93 169 106 359
In napolis 12 182 92 620 102 148 67 568
~ Bamore 89 257 94 602 89 174 90 443
" MBS nnat; 05 204 96 580 98 157 97 419
i Hoton 19 172 97 563 110 133 81 487
Se:le-Tacoma 91 236 103 52 95 166 94 126
Mi aukee 85 282 98 556 92 172 98 416
Ha'ord-New Haven 96 226 104 518 99 156 112 330
Mi i 92 234 108 491 108 136 120 281
\thta 25 151 106 496 106 139 88 452
Kaus City 180 101 538 101 150 108 338
Saumento-Stockton |10 195 101 538 100 155 108 338
(o nbus, Ohio 04 200 11 469 106 139 117 301
\nph,s 00 220 105 502 97 161 121 277
+ Tana-St, Petersburg (15 178 100 545 111 131 101 374
. Poand, Ore. 124 156 110 478 119 117 99 382
Ne Orleans 07 203 113 458 122 114 106 359
~ Deer 22 163 109 481 113 129 123 272
'~ Alhy.Schenectady- 1108 197 124 428 118 118 141 194
tdence 12 182 119 445 123 113 113 323
S¥i:use 21 169 107 492 119 117 115 313
Naville 09 196 114 455 104 143 116 310
 Chleston-11untington 100 220 112 459 115 124 93 429
brd Rapids- Kala.m% 223 121 444 103 146 122 274
onville 148 118 446 124 109 105 360
I iringham ,05 204 122 434 116 123 104 364
Ukhoma City 136 124 117 447 127 99 124 271
I om. 16 176 115 449 111 131 118 296
\{'I‘IVl]lc Spart-Ash. 123 158 125 417 127 99 128 254
Hrl P-N.News-1lmtn 119 172 123 433 108 136 127 263
Lhinix 36 124 116 448 125 105 108 338
\a'\ntomo 95 231 119 445 89 174 96 421
Ia ILake. Ogden-Provg!1 183 128 376 117 120 142 179
| N 16 176 126 383 121 116 132 220
] 2 15-W, Salm-H. Pri35 125 126 383 126 104 124 271
(liotte, N.C. 46 9% 133 325 149 64 135 212
Aiegy 38 119 135 315 139 76 114 316
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Total
Child
(00)

14657
7756
5232
4135
3593
3919
2618
2572
2584
2113

1358

683
1642
1529
1413
1316
1115

833
1082
1624

894
985
866
549
1091
832
753
827
716
910

833
1230
695
858
931
989
789
509
547
652

599
538
576
692
457
365
497
466
465
507

39

Market

Phoenix
Flint-Saginay
Roanoke
Knoxville
Richmond
Raleigh-Durk
Tulsa

San Antonio
Shreveport
Rochester, N

Little Rock
Fresno
Wichita-Hutc
Omaha
Wilkes Barre
Portland-Pol: +
Salt Lake-Og _
Har-Lan-Leb-
Green Bay
Chattanooga -

Quad City-D:
Mobile-Penss -
Johnstown-A, -
Des Moines —
Champ-Dec-¢ —_—
Cape Girarde
Cedar Rapid
Bristol-Johns
Wheeling-Ste
Ft. Wayne

GrnvIIe Wasl
Albuquerque
Lansing
Peoria, Ill. -
Beaumont-P¢ =
South Bend-
Evansville
Salinas-Mont

Youngstown
Duluth-Super

Madison
Augusta
Charleston, s~=——————
Columbus, G
Jackson, Mis
Binghamton
Columbia, S.
Baton Rouge
Hawaii

El Paso

Burlington-P
Amarillo
Colorado Sp
Linc-Hastns-}
Terre Haute —
Wichita Fall: —
Fargo
Monroe-El D
Tucson

Yakima

Rockford

Erie
Montgomery
Las Vegas
Sioux Falls -
Bangor
Savannah

Sioux City
Eugene
Springfield, T

Corpus Chrid
Cadillac-Trav
Waco-Temple
Wilmington,
Joplin-Pittsh
Lafayette, La
Springfield-H
Bakersfield
Lexington

Chico-Reddin

Change

I+

I

I+ 1+
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If numbers of people are numbe
not people, is television adver.
ing designed to work on people—
is it meant to reach the great
amount of people?

The question is one often ponder
at ad agencies and in marketing |
partments of advertisers. Televisi
has moved from its formative vea,
where the commercials worked |
cause thev were novelties, through
period of adolescence, where the co
mercials worked hecause they w
aimed at a great many viewers, to
present period, where the comm
cials are often carefully targeted.

A commercial designed to sell
product, not just to call attention
a product, agencies have discovere
doesn’t have to be displaved to
overwhelming mass of people. (Cos
mercials that mav or may not wor
on the other hand, should be seen
the greatest amouat of people—in't
hope that they’ll work on somebody
More clients and agencies believe
aiming their messages to those mc
receptive. As detailed in a previo
article (Goodbye to the ‘Top 101
May 9, 1966), few companies tod:
blindly order a campaign to be 1
in “the top 100 markets.” Rathe
they wanl markets in which the cor
mercials will be witnessed by t
largest number of women in certa
age classifications, or by teen-agel
or by larger families, elc.

There are problems inherent
determining which markets have t
most important segments of the ot
audience. There can be wide difl

2
There’s a ‘top markets
listing to suit every need—
but they change from

year to year

When people
are numbers

P |



Ne: This gatefold page is perforatea.
Te out and save for ready reference.

. T.se tables are taken from the RKO
Geral 1967 Tv Market Planner, with
qllata tabulated from the November
'6“sweep” of markets by the American
Rearch Bureau. The complete report,
rewcting the relative importance of
soe 230 markets based upon the
prence of 15 different groups in
thviewing audience in prime, early
eving and late evening lime, is
avlable from: Director of Marketing,

RP General Broadcasting, 1440 me time
Brdway, New York. Cost of U ek
7dage, 11”7 x 14" spiral-bound ’ elevision
reprt is $8. mar! rankings
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o G s & o a Rank Child
(00)
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;‘{af;f;on D.C. L sl ] 011 4700 168 11 302 ) 18 1543
Dall-Ft. Worth 13 a65 13 e 1o e o B H A
i\‘linapolis-St. Paul 14 4034 17 4928 17 2973 1';) {83’; i; 53;‘-‘ {sl ill i
. o 5 D S 214
Brﬁ:;igglh 15 4032 14 5477 14 3314 14 1094 16 2385 18 15 16](1)8
fOR b @k ook omew o on oy o=
)S 20 926 22 2104 : 59:
Hou n 18 3573 18 4880 18 2960 16 1055 1¢ 5 1 £
Seal:Tacoma 19 3558 16 5076 19 g ') i > ) > e
o i 5 L ;142(; 2887 18 950 15 2386 16 22 1147
e 20 3419 2 4429 24 2578 28 688 23 2052 28 16 1654
ar rq- - H v
Har rd-New Haven 21 3389 21 4699 21 2762 22 879 20 2125 20 28 1036
o 22 3333 20 4816 20 2817 30 632 18 21¢ 5
aa 23 3238 22 4594 99 2737 913 LI > i
) ciry 23 - 4594 2 _ 21 913 21 2115 17 24 1117
Saciaento-Stockton 25 2942 2.4 4372‘3 33 o v & = e 5 ! Lt
Colbus, Ohio 26 2776 271 3912 97 e e oo : 5 o
. e g ez B 2343 27 04 26 1821 26 1 3l 978
Tam,-Sy. Petersburg 28 2713 26 .4013 26 o 2‘4 05 Lo L o 2 - -
Rhoi 0 - a2 & L 2381 42 560 27 1781 13 5 61 625
A 2 Pras T & 2125 38 578 28 1741 31 13 40 831
B 624 2258 29 680 35 1516 34 2721 1200
31 2571 30 3
A.“)iv-Schenectady-TrOy 32 2458 32 ggg? gé 25g3 - e 2 ke o e oo
B ES 2 £ 2032 33 607 30 1678 40 386 29 983
2435 33 3329 34
. g Y . 3329 2004 31 622 32 1570 21 596 48 752
Nas,me % o 32 e gg 2031 26 728 34 1517 33 131 30 980
4 Ghalston-Huntington 36 2258 36 3212 36 Tz i 2T & i34l 20 o = o
L(r)?lli lﬁapids-Ka]amazoo 37 2233 40 2981 40 {?Igg g; g?;) : 57 H s 39 £
ounlle : 9 345 3¢ )15 3.
Bitnygham 3 omo s sl 1m0 3% sw B e B omom o
Okloma City 0 2140 37 317‘; gg %ggg 28 5717 39 1422 38 395 38 865
R ok 0 574 37 1450 39 393 34 959
o 4 2028 42 28 34 50
Nizjv;{lllle-l\?garl-}?sh. 42 2005 41 2923 i;. igég ﬁ 2% 1? e S g o
Pho, o omin ﬁ %ggg 44 2730 43 1650 43 552 47J ]151213 422 ?‘?31 n2 ?gg
$31 ntonio ol 1932 236 2818 44 1634 51 452 42 1330 58 286 36 929
%.m 2ke.Ogden-Provy 2 By % 2653 46 1536 47 489 45 1212 45 358 42 818
(;UIS s e 2 2565 48 1509 44 515 48 1201 37 109 32 973
I cﬁi‘,“w- Salm-H. Pnt 48 1829 47 gggg ﬁ LA 444 46 1223 50 329 49 747
i ll;e N.C. 49 1795 48 2573 45 igig 22 e 2R ™o o
3 50 1752 s3 - o 504 50 1181 47 341 55 689
y ] 48 468 54 1104 48 336 75 534
| Ulesion dge, April 10, 1967
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f numbers of people are numbe

not people, is television advert
ing designed to work on people—
is it meant lo reach the greate
amount of people?

The question is one often ponder
at ad agencies and in marketing d
partments of advertisers. Televisic
has moved from its formative yea
where the commercials worked b
cause they were novelties, through
period of adolescence, where the cor
mercials worked because they we
aimed at a greal many viewers, o i
present period, where the comme
cials are often carefully targeted.

A commercial designed to sell
product, not just to call attention |
a product, agencies have discovere
doesn’t have to be displayed to ¢
overwhelming mass of people. (Con
mercials that may or may not wor.
on the other hand, should be seen
the greatest amount of people—in tl
hope that they’ll work on somebody.
More clients and agencies believe i
aiming their messages lo those mo
receptive. As detailed in a previol
article (Goodbye to the ‘Top 10
May 9, 1966), feww companies tods
blindly order a campaign to be ru
in “the top 100 markets.” Rathe
they want markets in which the cor
mercials will be witnessed by t
largest number of women in certal
age classifications, or by teen-ager
or by larger families, ete.

There are problems inherent i
determining which markets have th
most important segments of the toti
audience. There can be wide diffe

There’s a ‘top markets’
listing to suit every need—
but they change from

year to year

When people
are numbers

=




Women Total Men Total
iank 18-34 Rank Men Rank 18-34 Rank (él(;l(}(;
00 (00) (00)
Nie: This gatefold o, Q% w0 D@ 334 37 873
T+ out and save fo| 63 378 55 1088 65 256 41 827
50 454 53 1106 55 294 59 642
Tise tables are b Goc 5 18 57 288 &7 455
Gieral 1967 Tv I55 411 51 1137 5l 324 60 641
64 376 56 1061 60 275 54 696
adata tebulated G400 % o3 66 25 41 738
it “sweep” of maisy 448 60 985 53 319 57 647
49 464 63 923 61 273 46 769
.Rear:ch Bureau. 3 B 453 = 954 66 573
jeecting the relat— et = > e e
i 59 3 9

ste 230 markets 346 66 903 75 223 45 773
pace ol S a8 o mog ok

56 40 6 :
thviewing audier3g 312 6l 970 71 23¢ 69 559
ening and late 2{70 340 69 893 72 gso 53 701
‘81 289 62 929 78 16 91 435
ailable Jrom: Di 380 71 876 62 270 64 594
R General Broi1o 302 64 921 79 212 63 599
Badway, New Y74 322 170 877 170 235 71 551
7oage, 11”7 x 14”71 339 74 834 73 229 85 459
s $8 69 345 73 841 59 285 58 645
rert 1s $0. 60 382 65 906 54 317 77 521
61 380 72 848 52 321 79 499
75 318 75 805 8l 206 86 456
77 315 76 719 85 186 111 337
86 271 78 711 91 173 62 602
76 316 77 714 74 22 89 445
Miket 84 284 79 709 83 193 80 494
82 287 80 705 87 183 92 430
Ne York 87 270 81 700 80 211 83 484
LoAngeles 72 337 82 690 77 217 78 506
Ghieo 97 225 91 621 94 168 82 485
Phidelphia 79 302 87 636 82 196 65 578
5 4 83 285 89 628 86 185 70 552
Desit 94 233 84 666 76 219 102 372
Clrland 87 270 88 634 84 188 100 381
Sa Francisco 99 222 83 672 88 177 74 539
Pitburgh 67 347 86 648 68 244 73 542
Builo 90 243 90 625 96 162 95 424
Wyington, D. c. 03 210 95 585 104 143 84 468
e 92 234 98 556 114 128 103 369
Das-Fi. Worth 73 323 93 615 69 2318 72 543
| Mieapolis-St. Paul 00 220 85 657 93 169 106 359
Incnapolis 12 182 92 620 102 148 67 568
R e 89 257 94 602 89 174 90 443
i 05 204 96 580 98 157 97 419
R ion 19 172 97 563 110 133 8l 487
i Selle-Tacoma 91 236 103 5% 95 166 94 126
Miaukee 85 282 98 556 92 172 98 416
Ho'ord-New Haven 96 226 104 518 99 156 112 330
Mini 92 234 108 491 108 136 120 281
\thta 25 151 106 496 106 139 88 452
Ka_s City 14 180 101 538 101 150 108 338
Saulmenlo._\tocklon {10 195 101 538 100 155 108 338
Lo nbus, Ohio 04 200 111 469 106 139 117 301
Wi 00 220 105 502 97 161 121 277
lasa St. Petersburg 15 178 100 545 111 131 101 374
Poand, Ore, 124 156 110 478 119 117 99 382
Ne Orleans 07 203 113 458 122 114 106 359
Deer 22 163 109 484 113 129 123 272
Allny-Schenectady- r1408 197 124 428 118 118 141 194
Pridence 182 119 445 123 113 113 323
Suse 21 169 107 492 119 117 115 313
Clamue 09 19 114 455 104 143 116 310
i Chleston-Huntington 00 220 112 459 115 124 93 429
6rd RapidsKalamaz98 223 121 444 103 146 122 274
Osville 2 148 118 446 124 109 105 360
i Bitinghan 05 204 122 43¢ 116 123 104 364
Mhoma City 36 124 117 447 127 99 124 271
%:m 16 176 115 449 111 131 118 296
nville Spart-Ash. 23 158 125 417 127 99 128 254
r.P.N-News-Hmtn 19 172 123 433 108 136 127 263
sa]"“ 36 124 116 448 125 105 108 338
aAmomo 95 231 119 445 89 174 96 421
Lal\e Og(len PI'OV(J ]1 183 128 376 117 120 142 179
| Gr 16 176 126 383 121 116 132 220
f e W. Salm-H. Pn35 125 12 383 126 104 124 271
$ Stte N.C. 46 96 133 325 149 64 135 212
iego 38 119 135 315 139 76 114 316

[ . .
[ Sfision Age, April
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Total
Child
(00)

14657
7756
5232
4135
3593
3919
2618
2572
2584
2113

1358

683
1642
1529
1413
1316
1115

833
1082
1624

894
985
866
549
1091
832
753
827
716
910

833
1230
695
858
931
989
789
509
547
652

599
538
576
692
457
365
497
466
465
507

39

Market

Phoenix
Flint-Saginax
Roanoke
Knoxville
Richmond
Raleigh-Durt
Tulsa

San Antonio
Shreveport
Rochester, N

Little Rock

Fresno Change
Wichita-Hut————~
Omaha

Wilkes Barr
Portland-Pol: L
Salt Lake-O¢ . _
Har-Lan-Leb
Green Bay
Chattanooga -3

Quad City-D:
Mobile-Pensa -
Johnstown-A -
Des Moines ==
Champ-Dec-&
Cape Girarde__________
Cedar Rapid
Bristol-Johns
Wheeling-Ste

Fi. Wayne

Grnvlle-Wasl
Albuquerque
Lansing
Peoria, Ill. g
Beaumont-P¢ ==
South Bend-
Evansville
Salinas-Mont
Youngstown
Duluth-Supe:

e —

| =

Madison
Augusta
Charleston, &
Columbus, G
Jackson, Mis
Binghamton
Columbia, S.
Baton Rouge
Hawaii

El Paso

Ikl +4

Burlington-P
Amarillo
Colorado Sp
Linc-Hastns-1
Terre Haute =
Wichita Fall: -
Fargo
Monroe-E1 D

Tucson e

Yakima

Rockford
Erie
Montgomery
Las Vegas
Sioux Falls
Bangor
Savannah
Sioux City
Eugene
Springfield, !

Corpus Chri¢?
Cadillac-Trav
Waco-Temple
Wilmington,
Joplin-Pittsb
Lafayette, La
Springfield-H
Bakersfield
Lexington
Chico-Reddin

40 41



1

Total Total Total Women Total Men To
Market Rank Homes Rank Adults Rank Women Rank 18-34 Rank Men Rank 18-34 Rank Ch
(00) (00) (00) (00) 00) (00) (0
Phoenix 51 1085 55 1251 52 754 61 179 59 577 67 127 40 ¢
“lint-Saginaw-Bay City 52 1071 56 1245 60 680 53 209 56 617 53 166 39 ¢
Roanoke 53 1055 53 1331 53 748 49 228 53 648 52 167 71 :
Cnoxville 54 1048 50 1439 50 834 51 215 52 663 61 142 78 :
ichmond 55 1038 57 1218 64 644 68 161 54 643 57 150 63 ¢
Raleigh-Durham 56 1032 52 1336 55 721 47 239 50 692 38 237 57 5
Tulsa 56 1032 58 1215 56 711 62 176 63 538 76 11 75 3
an Antonio 58 1029 62 1170 61 659 58 184 60 574 51 173 70
Shreveport 59 1011 64 1134 57 685 59 182 65 516 62 141 54 g
Rochester, N.Y. 60 1000 59 1207 58 681 55 196 61 572 56 154 52 £
Little Rock 61 991 60 1200 58 681 63 170 57 593 58 149 72
Fresno 62 984 54 1322 54 731 49 228 51 665 44 210 45 [
Wichita-Hutchinson 63 972 66 1031 68 601 65 167 67 499 62 141 58 £
Omaha 64 944 72 933 75 517 178 132 172 454 83 105 62 4
Wilkes Barre-Scranton 65 94] 65 1077 66 612 74 142 64 52 68 122 51 5
Portland-Poland Spring 66 932 63 1139 63 645 56 195 62 551 64 140 50
Salt Lake-Ogden-Provo 67 929 173 921 73 526 70 158 74 441 68 122 41 i
Har-Lan-Leb-York 68 918 69 1008 71 546 72 146 66 506 65 138 46 [
Green Bay 69 902 77 890 77 502 77 135 79 425 77 110 42 ¢
Chattanooga 70 896 61 1192 62 656 63 170 58 500 55 160 77
Quad City-Davpt-Rk-Mol 71 889 76 892 78 486 86 125 73 442 83 105 53 5
Mobile-Pensacola 72 868 67 1025 65 621 60 180 68 480 66 137 69 3
Johnstown-Altoona 73 854 70 986 69 564 67 163 70 459 60 148 58 §
Des Moines 74 804 74 910 74 524 73 145 76 435 72 117 84 3
Champ-Dec-Spfld(Dan) 75 798 75 908 72 532 78 132 80 418 95 8% 79 3
Cape Girardeau-Pad-Har 76 763 71 980 70 556 88 118 71 455 106 69 80 3
Cedar Rapids-Waterloo 77 757 87 695 87 395 84 126 86 357 70 120 6l 4
Bristol-Johnson City 78 703 68 1009 67 602 68 161 69 472 81 107 111 2
Wheeling-Steubenville 79 692 80 865 80 451 95 108 75 440 86 99 88 2‘
Ft. Wayne 80 681 78 880 79 477 89 117 77 431 77 110 81 3
Grnvlle-Wash-N. Bern 81 672 79 878 76 510 94 112 78 426 75 113 93 2
Albuquerque 82 647 83 722 84 405 66 165 84 364 73 115 68 3
Lansing 83 646 81 801 81 441 80 130 81 392 73 115 87 2
Peoria, 111, 84 633 92 673 92 380 105 87 89 338 93 88 74 3
Beaumont-Port Arthur 85 606 90 681 83 416 75 140 93 325 89 95 96 2
South Bend-Elkhart 86 605 84 719 88 392 84 126 86 357 77 10 75 3
Lvansville 87 601 95 639 95 354 100 98 94 324 98 76 82 3
Salinas-Monterey 87 601 82 739 86 398 81 128 83 367 90 93 88 2
Y oungstown 89 593 86 704 91 386 82 127 82 374 85 102 97 2
Duluth-Superior 90 578 93 661 93 374 99 99 92 326 92 90 90 2
Madison 91 566 119 480 122 260 98 100 114 242 97 80 64 4
Augusta 92 557 87 695 89 390 91 114 90 337 93 88 85 2
Charleston, S.C. 93 544 89 687 90 387 82 127 88 350 71 118 100 2
Columbus, Ga. 94 541 94 641 94 367 87 122 95 322 86 99 86 2
Jackson, Miss, 95 535 91 676 82 421 93 113 98 299 101 74 127 1
Binghamton 96 522 97 624 103 313 111 79 85 359 88 98 90 2
Columbia, S.C. 96 522 98 604 98 344 97 101 97 300 96 83 98 2
Baton Rouge 98 521 85 707 85 402 76 137 91 331 81 107 104 2
Hawaii 99 503 102 557 102 315 71 152 99 293 77 110 83 3
El Paso 100 486 110 518 105 307 90 115 105 257 103 73 92 2
Burlington-Plattsburgh 101 483 96 632 97 349 107 84 96 309 118 60 114 1
Amarillo 102 482 101 571 99 336 100 98 107 256 113 63 107 2
Colorado Spr-Pueblo 103 475 103 553 106 306 119 72 101 282 101 74 106 2
Linc-Hastns.K earney 104 460 115 499 120 270 113 76 110 250 110 64 101 2
Terre Haute 105 453 99 581 100 319 135 55 100 289 114 62 131 L
Wichita Falls-Lawton 106 442 116 487 114 282 124 64 118 230 126 52 104 2!
Fargo i 107 429 130 438 130 243 127 63 127 213 121 56 94 2
Monroe-El Dorado 108 428 100 572 96 352 105 87 113 245 124 53 122 I
Tueson 109 425 104 537 101 316 121 68 103 261 100 75 129 I
Yakima 110 424 106 533 108 299 124 64 108 254 131 4 117 1
Rockford 111 414 120 472 116 276 102 94 120 226 105 71 116 I
Erie 112 413 111 512 119 274 103 89 105 257 98 76 109 A
Montgomery 113 410 112 501 112 288 123 65 115 238 110 64 135 1¢
Las Vegas 114 _ 408 108 528 107 302 104 88 109 253 110 64 103 %
Sioux Falls 115 407 134 403 135 215 138 51 133 202 134 43 9% 2
Bangor 116 405 104 537 114 282 113 76 102 272 114 62 109 %
Savannah 116 405 106 533 109 297 96 107 111 248 104 72 133 I
Sioux Ciry 118 404 124 462 117 275 124 64 132 203 136 42 118 L
Eugene 119 389 109 521 113 284 116 75 104 259 118 60 131 1
Springfield, Mo. 120 386 121 469 127 251 132 57 119 227 131 4 112 1%
Corpus Chrigti 121 382 131 431 125 254 113 76 130 210 120 57 126 15
Cadillac-Trayerse City 121 382 126 449 128 246 144 46 126 214 141 38 102 %
Waco-Temple 123 379 113 500 104 312 128 61 129 212 141 38 165 !
Wilmington, N.C. 124 376 129 442 129 245 122 66 123 220 123 54 108 A
Joplin-Pittshyrg 125 371 127 443 126 253 132 57 127 213 134 43 129 15
Lafayette, 15, 126 368 117 484 110 295 91 114 121 224 91 91 128 12
Springﬁeld-Holyoke 127 366 132 419 132 242 116 75 131 205 114 62 120 16
Bakersfielq 128 362 117 484 117 275 110 80 115 238 128 50 124 1
Lexington 129 361 122 467 130 243 111 79 111 248 106 69 115 18
Chico-Redding 130 356 125 459 121 261 118 74 122 223 122 55 122 16

- Television Age, April 10, 196
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2 in a “top 107 or “top 50.” ete.
L yiking of markets by “total homes”
id by “otal women, 18-34. view-
1." or any other demographic clas-
pcations. Additionally, the ranking
ta single market can change from
yIf to \ear. from broadcast season
i broadcast season

Jo the pull-out section of this
slele appears a listing of roughly
13 major markets, ranked first by
imbers of total homes tuned 10 all
stions during the average quarter
bar (in both prime time and early
diming). In addition, the markets
i1 then ranked according to the
timbers of men, women and children

I varions age groups——in viewing
| nes

Ihe thousands of numbers fur-
thed here are but a small part of
dadreds of thousands supplied by
» detican Research Bureau to RKO
M neral RBroadcasting for use in that
winpany's annual Tv Market Plan-
W% In themselves. the figures can be
dhly useful. but their importance is
tphacized when comparisons are
tide with similar data from last
. A illustrated in three random
“ups of markets in the tables on
'8 page, the television audience is a
ling and changing thing.

Markets can increase their v audi-
s from vear to vear (in approxi-
Haely the <ame November rating
MHods) and vet drop lower in a
Wiking list: they can decrease their
Wiiences and vet climb higher in
Wpking, or they can work several
Wriations.

8 Televicion has proved itself 1o be
Widass medium and a class medium.

&re 1* no such thing a< one “top”

ket (even New York ranks second

Chicago in numbers of children

W vo 10 e viewing during

Blme time). Any market. large or
all, can be more important than

wis. depending on the specific

Al in marketing a product or serv-

% Last vear's market rankin: s are
Uscleas to the efficiency-minded

Mia buver as law season’s network
wdule ]

dendzin {ge, April 10, 1067

Some comparative rankings, '65 vs. '66
Total Women, Prime Time
1966 1965

Rank Total (00) Rank Total (00) Change
New York 1 28,134 1 27,862 +
Los Angeles 2 16,979 2 16,717 +
Chicago 3 11,465 3 13.054 =
Philadelphia 4 10,430 4 11,417 —
Boston 6 6915 5 7,993 —
Detroit 5 6.969 6 7.629 —
Cleveland 7 6,123 7 6,757 —
San Francisco 8 5.860 8 6,179 —
Pittshurgh 9 5.145 9 5.977 — 9
Buffalo 10 4,892 10 5,366 —
VWomen, 18-34, Late Evening
Sacramento-Stockton 26 260 38 219 +
Des Moines 48 161 41 212 —
Portland, Ore. 50 155 46 200 —
Dayton 58 139 32 246 —
Champ-Dec-Spfld. (Dan) 34 210 39 218
Tampa-St. Pete. 64 126 82 102 +
Grand Rap-Kal. 43 172 15 201 —
Nashville 45 167 48 194
Charles-Hunt. 39 185 52 183 +
Taledo 51 154 49 189
Wilkes B-Scran. 68 117 70 122
Total Men, Prime Time
Madison 89 628 82 733
S. Bend-Elkhart 79 : 709 87 678 +
Line.-Hast-Kearney 83 672 81 741 —
Peoria i8 711 88 667 +
Ft. Wayne 91 621 a8 667 —
Green.-Wash -N. Bern. 84 666 83 709 —
Sioux Falls 92 620 84 706 =
Lansing 88 634 93 637 —
Wheeling-Steub. 81 700 92 652 e
Hawaii 86 648 85 690 —
Source:. ARB

Ifin avear’s time, a market can gain viewers
and slide further down a ranking list—
or can lose viewers and climb higher up

a‘top 100 listing—are rankings meaningful ?

41




Total Total Total Women Total Men le‘
Rank Homes Rank Adults Rank Women Rank 18-3¢ Rank Men Rank 18-34 Rank Ch

(00) (00) (00) (00) (00) (00) (0
51 1085 55 1251 52 754 61 179 59 577 67 127 40 {
\-Bay City 52 1071 56 1245 60 680 53 209 56 617 53 166 39 {
p 53 1055 53 1331 53 748 49 298 53 648 52 167 71 i
54 1048 50 1439 50 834 51 215 52 663 61 142 78 t
; 55 1038 57 1218 64 644 68 161 54 643 57 150 63 ¢
N.m 56 1032 52 1336 55 721 47 239 50 692 38 237 57 :
56 1032 58 1215 56 711 62 176 63 538 76 111 75 3
58 1029 62 1170 61 659 58 184 60 574 51 173 170 :
59 1011 64 1134 57 685 59 182 65 516 62 141 54 ]
60 1000 59 1207 58 681 55 196 61 572 56 154 52 £
v 61 991 60 1200 58 681 63 170 57 593 58 149 72 !
4 62 984 54 1322 54 731 49 228 51 665 44 210 45 ¢
B .inson 63 972 66 1031 68 601 65 167 67 499 62 141 58 :
. 64 94 72 933 175 517 78 132 72 454 83 105 62 ¢
{.Scranton 65 941 65 1077 66 612 74 142 64 526 68 122 5l 3
BN .4 Spring 66 932 63 1139 63 645 56 195 62 551 64 140 50 8
% len-Provo 67 929 73 921 73 526 70 158 74 41 68 122 41 ¢
68 918 69 1008 71 546 72 146 66 506 65 138 46 :
69 902 77 890 77 502 77 135 79 425 77 110 42 t
70 896 61 1192 62 656 63 170 58 590 55 160 77 g
. vpt-Rk-Mol 71 889 76 892 78 486 86 125 73 442 83 105 53 5
» 72 868 67 1025 65 621 60 180 68 480 66 137 69 g
73 854 70 986 69 564 67 163 70 459 60 148 58 5

74 804 74 910 74 524 73 145 176 435 72 117 84
pfld(Dan) 75 798 75 908 72 532 178 132 80 418 95 86 79 3
au-Pad-Har 76 763 71 980 70 556 88 18 71 455 106 69 80 2
.- Mg 77 757 87 695 87 395 84 126 86 357 70 120 61 4
78 703 68 1009 67 602 68 161 69 472 81 107 111 2
79 692 80 865 80 451 95 108 75 440 86 99 88 )
80 681 78 880 79 477 89 17 77 431 77 110 81 3
81 672 79 878 176 510 94 112 78 426 75 113 93 9
82 647 83 722 84 405 66 165 84 364 73 115 68 3
83 646 81 801 81 441 80 130 81 392 73 115 87 2
g 84 633 92 673 92 380 105 87 89 338 93 88 74 3
rt Arthur 85 606 90 681 83 416 75 140 93 325 89 95 96 2
“lkhart 86 605 84 719 88 392 84 126 86 357 77 110 75 3
87 601 95 639 95 354 100 98 94 324 98 76 82 3
87 601 82 739 86 398 81 128 83 367 90 93 88 2;
89 593 86 704 91 38 82 127 82 374 85 102 97 é
90 578 93 661 93 374 99 99 92 326 92 90 90 \
91 566 119 480 122 260 98 100 114 242 97 80 64 4/
92 557 87 695 89 390 91 114 90 337 93 88 85 A
93 544 89 687 90 387 82 127 88 350 71 118 100 2
94 541 94 641 94 367 87 122 95 322 86 99 86 s
95 535 91 676 82 421 93 113 98 299 101 4 127 1
96 522 97 624 103 313 111 79 85 3590 88 98 90 2
96 522 98 604 98 344 97 101 97 300 96 83 98 2
98 521 85 707 85 402 76 137 91 331 81 107 104 2
99 503 102 557 102 315 171 152 99 293 77 110 83 3
100 486 110 518 105 307 90 115 105 257 103 73 92 2
101 483 96 632 97 349 107 84 9 309 118 60 114 1
102 482 101 571 99 336 100 98 107 256 113 63 107 2
-Pueblo 103 475 103 553 106 306 119 72 101 282 101 74 106 2
earney 104 460 115 499 120 270 113 76 110 250 110 64 101 2
y & 105 453 99 581 100 319 135 55 100 289 114 62 131 1
ol Lawton 106 442 116 487 114 282 124 64 118 230 126 52 104 )
. 107 429 130 438 130 243 127 63 127 213 121 56 94 Pl
orado 108 428 100 572 96 352 105 87 113 245 124 53 122 1
109 425 104 537 101 3l6 121 68 103 261 100 75 129 Iy
110 424 106 533 108 299 124 64 108 254 131 44 117 1
111 414 120 472 116 276 102 94 120 226 105 71 116 1t
112 413 111 512 119 274 103 89 105 257 98 76 109 2A
113 410 112 501 112 288 123 65 115 238 110 64 135 I
114 408 108 528 107 302 104 88 109 253 110 64 103 2
115 407 134 403 135 215 138 51 133 202 134 43 95 4
116 405 104 537 114 282 113 76 102 272 114 62 109 X
116 405 106 533 109 297 96 107 111 248 104 72 133 I
118 404 124 462 117 275 124 64 132 203 136 42 118 L
119 389 109 521 113 284 116 75 104 259 118 60 131 1
120 38 121 469 127 251 132 57 119 227 131 4“4 112 1§
' 121 382 131 431 125 254 113 76 130 210 120 57 126 L
erse City 121 382 126 449 128 246 144 46 126 214 141 38 102 %
123 379 113 500 104 312 128 61 129 212 141 38 165 i
124 376 129 442 129 245 122 66 123 220 123 54 108 XA
125 371 127 443 126 253 132 57 127 213 134 43 129 15
126 368 117 484 110 295 91 114 121 224 91 91 128 12
127 366 132 419 132 242 116 75 131 205 114 62 120 16
128 362 117 484 117 275 110 80 115 238 128 50 124 18
129 361 122 467 130 243 111 79 111 248 106 69 115 la
130 35 1925 459 121 261 118 74 122 223 122 55 122 ]

Television Age, April 10, Iqé_i !




fees in a “top 10”7 or “top 50.” etc.,
or king of markets by “total homes”
al by “total women, 18-34, view-
i1,” or any other demographic clas-
sizations. Additionally, the ranking
oa single market can change from
yr to vear, from broadcast season
toroadcast season.

)n the pull-out section of this
acle appears a listing of roughly
d) major markets, ranked first by
nnbers of total homes tuned to all
siions during the average quarter
hir (in both prime time and early
ening). In addition, the markets
a then ranked according to the
nnbers of men, women and children
~n various age groups—in viewing
hnes.

‘he thousands of numbers fur-
nied here are but a small part of
hidreds of thousands supplied by

gluerican Research Bureau to RKO

Goeral Broadcasting for use in that
¢apany’s annual Tv Market Plan-
n. In themselves, the figures can be
hhly useful, but their importance is
eichasized when comparisons are
nde with similar data from last
yr. As illustrated in three random
gups of markets in the tables on
tl: page, the television audience is a
ling and changing thing.

larkets can increase their tv audi-
€es from year to year (in approxi-
’Jﬁtely the same November rating
Piods) and yet drop lower in a
inking list; they can decrease their
aliences and yet climb higher in
rl.king, or they can work several
Viations.

Celevision has proved itself to be
4nass medium and a class medium.
lere is no such thing as one “top”
firket (even New York ranks second
i Chicago in numbers of children
ad two to five viewing during
Pme time). Any market, large or
Sall, can be more important than
Oers, depending on the specific
-gils in marketing a product or serv-
I Last year’s market rankings are
A useless to the efficiency-minded

Ydia buyer as last season’s network
Biedule. [ |

Wlevision Age, April 10, 1967
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Some comparative rankings, '65 vs. '66

Total Women, Prime Time

1966 1965

Rank Total (00) Rank Total (00) Change

New York 0l 28,134 1 27,862 +
Los Angeles 2 16,979 2 16,717 +
Chicago 3 11,465 3 13,054
Philadelphia 4 10,430 4 11,417

Boston 6 6,915 5 7,993

Detroit 5 6,969 6 7,629

Cleveland 7 6,123 7 6,757

San Francisco 8 5,860 8 6,479
Pitisburgh 9 5,145 9 5977

Buffalo 10 4,892 10 5,366
VWamen, 18-34, Late Evening

Sacramento-Stockton 26 260 38 219 -
Des Moines 48 161 41 212

Portland, Ore. 50 155 46 200 —
Dayton 58 139 32 246 —
Champ-Dec-Spfld. (Dan) 34 210 39 218
Tampa-St. Pete. 64 126 82 102

Grand Rap-Kal. 43 172 45 201

Nashville 45 167 48 194
Charles-Hunt. 39 185 52 183

Toledo 51 154 49 189

Wilkes B-Scran. 68 117 70 122

Total Men, Prime Time

Madison 89 628 82 733

S. Bend-Elkhart 79 709 87 678
Line.-Hast-Kearney 83 672 81 744

Peoria 78 711 83 667

Ft. Wayne 91 621 88 667
Green.-Wash.-N. Bern. 84 666 83 709

Sioux Falls 92 620 84 706

Lansing 88 634 93 637
Wheeling-Steul. 81 700 92 652

Hawaii 86 648 85 690

Source: ARB

If in a year’s time, a market can gain viewers
and slide further down a ranking list—
or can lose viewers and climb higher up

a‘top 100’ listing—are rankings meaningful ?
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Did you say Charlotte?

ome advertising agency produc-

g ers with storyboards to get on
tape, have been beating the traffic in
Gotham by beating a path to Jeffer-
son Productions in Charlotte, N.C.
Ninety minutes away by air, the new
colortape production layout, opened
by the Jeflerson Standard Broadcast-
ing subsidiary earlier this year is
well-equipped. Also the rates are said
to be significantly lower than the
going prices in New York and Holly-
wood, since the firm is far out of
the high rent and unionized districts.
Costs aside, John P. Dillon, man-
aging director of Jefferson Produc-
tions maintains that the “creative
climate” is the main attraction of Jef-
ferson Productions. “We give New
York quality at Charlotte prices,” he
said, “and we don’t stress cost. Any
station could underbid us,” he added,
“but none could deliver the quality.”
Jefterson Productions’ huge (65x
45) color studio stands along the
east side of the hilltop headquarters
of Jeflerson Standard Broadcasting
and WBTV Charlotte. Behind a sloping
glass wall high above the new studio.
on the south side, is a big, two-level
video-tape editing layout and behind

There’s a colortape upsurge
uas Madison Avenue learns

North Carolina is just

90 minutes away by air

this control room, stretches the tape
recording room. Under these elec-
tronic facilities is a two-story-high
prop loft and scene shop. West of the
big studio are two other studios, one
of them 60 x 40, the other 40 x 40,
each entirely in view of its own
glassed-in editing control room.

Jefferson Productions now has 13
color cameras, eight of them Norelco
Plumbicon PC-70s, five of them RCA
TK-42s. (The company also has 10
monochrome cameras). There are
also 10 video recorders, some of them
high-band, some low.

Remotes Travel Far

Outlay for the new studio and
equipment, Mr. Dillon said, has run
to more than $2.5 million, exclusive
of any of WBTV’s assets and facilities.
In addition, the company has a color
video-tape recorder truck equipped
with two vir’s, RCA-22s being con-
verled to hi-band. To work with it, a
remote truck carries five Plumbicon
cameras. There’s also a black-and-
white video remote truck with five
cameras.

I'or location shooting, Mr. Dillon
said the mobile units can take produc-

tion crews to the mountains in 9
minutes, to the outer banks of Hal
teras in three hours, to peach orch
ards, cottonfields, lakes and forest
within 20-minute drive.

The remote units are also used fo|
Jefferson  Productions’
feeds to network and regional link)

occasiona

ups for example, football games ani
space shots: NFL games in Atlani,
and as far afield as Milwaukee; spaci
shots at Cape Kennedy and Hunts
vilie.

Jefferson Productions is also in thi
program syndication business, pro
ducing several shows currently going
out to stations: The Arthur Smill «
Show, a weekly half-hour country-&
western series goes in color (o Pl
markets.

The Golden Touch, with Harry !
Golden, is a series of five-minult
talks; and The Betty Feezor Shot
is a five-minute series on home &
making and cooking. The firm pre
duces, but does not syndicate, several
other shows for tv syndication. I
cluded are gospel shows like Glor
Road, The Story, Gospel Roundup
and Lefevre’s Show.

(Continued on page Ul

Betty White tapes one for Fantastik
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More Good News

he high estate of culture in the form of good drama,

musical comedy, Mark Twain as seen by Hal Hol-
bres, and other fare has been gleefully reported here. The
ho: for a television medium that is commercially viable
an culturally progressive has been predicted based on
cuznt ratings and trends. Perhaps the best news of
all: the progress of educational television in prime time.

the happily dead old days of television several
speals could be counted on to get high ratings con-
sisntly: (1) Girl Watching in the form of Miss
Anrica, Miss Universe, Mrs. America, Miss Teen Age

Arnrica, etc.; (2) The Award Nights—Oscars and
limies; (3) Bob Hope specials: (4) Peter Pan, Cin-
defla, and The Wizard of Oz, and similar shows ori-
enll to children. Now this wasn’t all bad—just a little
dispointing.

‘e good news tonight is the emergence of the unlikeli-
esteries in television to top special ratings. More than
1400,000 homes watched, of all things, the National
Geraphic program featuring Alaska. Over 17,000,000
hors saw five minutes or more of it. If that isn’t a
micle, what is? That rating puts it in the top 12
sprals of this season and well up on the all-time hit
paide. This also means that most of the people sampling
the;how stayed with it, which is not at all usual for
ho! shows.

'le program is slickly put together by the Wolper
Olgnization in association with National Geographic
Mdizine, a non profit periodical with the show biz
S0 of a Fitzgerald travelogue up to now. Originally
the>eographic did the job by themselves from collec-
i in their files. Those shows were nicely educational
likithe kind of shows you were shown in the eighth
BFe auditorium as a bored, captive audience. All that
1§ ifferent since Wolper took over. The shows have
@Inuity, direction, and special material is shot to
OK¢r,

‘ i a matter of fact the effect of the Geographic series
18 1doubtedly a combination of cumulative excellence
ke past series, suggested viewing for credit by schools,
Pantal pushing of children with adult enjoyment, a
[Beag that this kind of television is the cerebral im-

Plfement that newspapers, government television au-
tl.!ﬂties, leaders of the community, educators, religious
lea':rs, and nagging wives have been yelling for, and
d“'lcompetition.

'e episodes in this series featuring the underwater
Bprations of Jacques Yves Cousteau have been good
®tgh to warrant his being programmed for an entire
S6rs of twelve hour programs over the next few years.

as an outgrowth of the National Geographic suc-
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cess, is a promising fulure leader in the high rating
educational special derby in the 1968-69 seasons.

Cousteau has given a trailer of his series to come on
the past programs. Now he will hunt for sharks of all
kinds and find ways to repel them or protect men against
their number one enemy in the water. He will also find
buried treasure, new sources of fresh water, follow
the currents for thousands of miles, go under ice floes,
and hopefully find sea monsters thousands of fathoms
under the sea with new unmanned equipment capable
of taking color pictures at depths never before filmed
or explored.

The secret of the success of these educational specials
is the actual scripting with a point of view, appropriate
action, a beginning and an end, fast movement and a
capilalization on man’s natural curiosity about his planet
and his fellow men. Sounds simple but it has never
been done in an exciting manner before. Prior to this
smash hit series the dullness of pace and lackadaisical
treatment of subject matter is the difference between the
show business pros and the public service drones. The
ultimate answer is palatable culture for the masses.

The next step has to be the taking over of current
events specials by qualified outsiders. The news depart-
ments of the networks have badly flubbed their product.
If a treatment of Alaska can command so large an audi-
ence what could a truly professional treatment of Viet
Nam command?

The original argument of the networks was that all
news must be under their control—ergo production. And
so it came to be that only network-produced news spe-
cials were programmed. The result was disastrously small
audiences. Not only was the subject matter worthy of

far greater exposure, but the poor productions actually

pulled down other network shows on the same night and
caused inflated ratings for competitive shows. This was
a high price to pay for an egotistical policy that is close
to nepotism, or self protection of the inadequate staffer
against the talented outsider. The argument that the
content must be so guarded as the responsibility of the
network news department is the thinnest of excuses for
mediocrity. Any outside production of a news special

(Continued on page 52)
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Film/Tape Report

M

COOKING WITH LE GAS

Julia Child may demonstrate la
cuisine on an electric stove, but most
French chefs cook with gas. To com-
municate this fact for client Texas
Gas Transmission Corp., Bozell &
Jacobs sent creative director Julian
Apley over to Paris to film famed
Chef Moustache at work over a hot
stove. Luckily, Moustache’s restaur-
ant on the Avenue Duquesne, in the
shadow of the Eiffel Tower on the
Rive Gauche, was due to close for a
few days for alterations, so Mr.
Apley, witl actors picked in Paris
and a film crew from Coty Tv, moved
n for the chdot. (The arrangements
with M. Moustache had been made
earlier through the New York office
of Coty Tv

As Le Moustache
praised th

flamboyantly
merits of gas behind the

glass wall separating his kitchen from
the salon, actor-waiters served up
actor-diners with Brioche de Charo-
lais Pompadour and Boeuf Bourguig-
non (extra close-up).

The filming was completed in a
day, the lab work, including release-
print footage, was done in Paris
(“fast work,” said Mr. Apley), and
the mixing was done back in New
York. The spots (a 60, a 20, a 10)
are running in the area served by the
Texas pipeline, the Mississippi and
Ohio valleys. The bilingual Mr. Apley
wrote, produced and co-directed
(with Maurice Regamey of Coty).
He could not reveal the cost, but said
he spots came in for no more than
they would have cost if produced in

the States.
EAGLE EYE
CBS Films picked up a local show,
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produced and telccast on a station
afhliated
turned around and sold it o yet an-
other network, ABC-TV. The show:
The Children’s Doctor, a five-minute
colortape weekday strip running for
the past couple of years on KGW-TV
Portland, an afhiliate of the NBC-TV
network. ABC-TV will be running it
at 10:55 starting April 3. CBS Films
had interested Bristol-Myers in the
show even before it was taken by
ABC-TV, and that advertiser, through
Young & Rubicam, is sponsoring it.

to another network, and

As the title indicates, the strip show
features a pediatrician, Dr. Lendon
Smith of Portland, who deals with
the physical and psychological prob-
lems of children, from infants to
adolescents, and the problems their
parents have in relating to them or in
nurturing them.

SPORTS AND PROS

Seven Arts Tv unveiled The Profes-
sionals, series of 13 half-hour color
shows, at the NAB convention. The
two football shows in the series fea-
ture the Fearsome Foursome of the
Los Angeles Rams—Roosevelt Grier,
David Jones, Lamar Lundy and Mer-
lin Olsen—and Lance Alworth of the
San Diego Chargers. The two base-
ball half-hours feature Lou Johnson
and Jim Lefebvre of the Los Angeles
Dodgers and Frank and Brooks Roh-
inson of the Baltimore Orioles. Other

sports represented are basketball
(Wilt Chamberlain, Jerry West),
hockey, surfing, auto and horse

racing, golf, rodeo, tennis and skiing.

CBS GOES FEATURE-WARD

It has long been conjectured that
it would be logical for tv networks to
produce their own motion pictures,
and now one network is doing it.

Joining the Columbia Broadcasting
System to supervise its feature-film
making aclivities is an executive from
Columbia Pictures Corp., Gordon
Stulberg, who had been vice presi-
dent and chief studio administrative
officer of the Hollywood major since

1960. Now CBS will make features’
here and abroad, for theatrical r¢'
lease, and it’s a virtual certainty th
the pictures eventually will turn u’
on the CBS-TV retwork after runm
avound the circuits.

Headquarters for the new networ !
division will be at the CBS Studi
Center in Norih Hollvwood.

QUICK CUTS

e Lew Schwartz/del Sol Inc. mad
a 150-second trailer for The Bird
the Bees and the ltalians, Seven Arts|
feature which premieres in New Yor
next week. Last month Schwartz/de)
Sol made a 150-second film for th
opening and closing of the Ton|
Awards telecast on ABC-TV networ

e Dimension Productions, Lt
made an 1l-minute film, in 35m8
color, called Effort at Speech betweel
Two People, to show what the i
cently-formed studio could do in th
way of cinematography. The film wa
produced by Len Steckler, Dimen
sion’s creative director hithert
known primarily for his still photog
raphy. Dimension is using Effort it
stead of the usual sample reel U
solicit tv commercials ass‘gnmeny
from agencies.

e Last week at the TFE/NAB
Trans-Lux Tv demonstrated two di
simultaneous prograll
the same screen: It

stinet  yet
services on

company’s stock quolation progran

service, in use in recent months ?“ i
several stations and CATV’s, and‘-.g
second tape service, a moving tapt
carrying news and announcementt -
and running below the conlinuOIﬂf
moving strip carrying price fluctus
tions on the New York Stock Ex

Television Age, April 10,
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,i},{;e. Together, the stock-quote
wve and its concomitant news
, tiek are designed to suit CATV
and thf operations as well as v’s.
jasinonth Trans-Lux sold the serv-
ied Manhattan Cable Tv Services
ando the Cleveland Area Tv com-
san a CATV operation based in
[iik/00d, Ohio, and owned by Cox
Brocasting and The Cleveland

Plai Dealer.

Pspects for the service, accord-
ing » Robert Weisherg, vice presi-
dentf Trans-Lux Distributing Corp.,
afe ATV’s and u’s in towns where
lovanews stories are normally dis-
regzled by news media in nearby
citie and in retirement communities,
whe stockholders abound. Accord-
ing » research conducted for the
“wwlork Stock Exchange, the great-
est je in stock ownership from ’60
o occurred in towns of 2500 to
256 population.

#lechnical Film Laboratories, di-
visht of Berkey Video Services, is
cometing construction of its new
colo lab on New York’s East 45th
St. The color lab has been de-
g'gnl by Lauritz Jessen, Technical’s
chivengineer.

® Animated Productions, New
Yor have completed shakedown
and :sting of its computerized ani-
mata equipment, the first produc-
lionmodel of the prototype auto-
Wali-control animation-camera and
skan developed by Automation Tech-
ueley, Inc. With the solid-state con-
tral vstem, it may be possible to
it animation footage five times

/ fasle than through earlier processes,
WJ-[ less cost. The system works
tiray: camera instructions are en-
{ on tape and the tape loaded
i tape reader. The animation
atographer sets the position of
leters according 1o specifica-
on his exposure sheet, then
8 a button. Thereafter, the
Blsystem takes over and all the
digsves, zooms, pans, trucks and

othe opticals are controlled by the
dateon (e tape.

®3ehell & Bebell Color Laborator-
‘®ave been running both 16mm
a!lf”Smm ME-4¢ FEktachrome ma-
Sl in (hei; facility on the West

#on Age, April 10, 1967
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“In the fields of programming
and production, TELEVISION AGE
achieves consistent accuracy and

comprehension.”

WILLIAM B. MOSELEY
Senior Vice President &

Associate Director

Norman, Craig & Kummel, Inec.

At 36 Bill Moseley may be considered a television pioneer.
On the West Coast he started his carcer as an NBC page.
With time out for service in the Korean War, Mr. Moseley

eventually wound up at NBC as executive assistant on the
“Matinee Theater” show.

Coming to New York and BBDO as account executive,
he produced live commercials in the “Armstrong Circle
Theatre.” From BBDO he went to Grey as a commercial
film producer and then to Benton & Bowles.

Joining Norman, Craig & Kummel in October of 1959,
Mr. Moseley was subsequently put in charge of all tele-
vision production. He has recently been appointed Senior
Vice President and Associate Director, heading up one of
NC&K’s three vertically-organized creative staffs.

Television Age
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Side of New York. Norman Ls
Bebell, president of the laboratoy
said he believes his is the only |
processing both 16 and 35 ME'
Ektachrome reversal on the Ej
Coast.

THE DOTTED LINE

American Express is sponsoring |
new NFL color football series, Nf
Action, in markets around the cou’
try. The 25 half-hours in the serie
hosted by Frank Gifford, are bein’
produced by NFL Films, using ¢
many as 15 camera angles on eac
play, and original music, special opt
cal effects, freeze frames and st
action. It is not a “highlights” serie
but an exposition on the game ¢
football. '

Among the titles in the series a1}
They Call it Pro Football, One Bi

]

P

Play (how the Packers beat the Cow' .

boys for the league championship)

The Spectacle of a Sport (AFL-NE!

championship game), The Chicag
Bears, The Name of the Game (Mir
nesota Vikings), The Gamebreaker:
Flat Out to a Title (Dallas Cowboys):
Sundays Are for Keeps, Portrait 0
a Coach; The Roar of the Lion, Th
Thunder of the Crowd (Detroi
Lions); A Matter of Inches (Forty
Niners), Sunday’s Cool Heroe

(quarterbacks), The Last of the Towi |

Teams (Packers), In the Beginnin
(Atlanta Falcons), The Versatile an
the Violent (moonlighting players)
Always with Style (Baltimore Colts)
The Road Back (Los Angeles Rams)
This Is Football (primer for i
St. Louis Cardinals), The Joy of i
All (Washington Redskins), Thre
Acts in Depth (Philadelphia Eagles)
Gone Are the Days (Pittsburgh Steel
ers), The Balance of Power (Cleve
land Browns), Ten Thousand to Ot
(odds against making the pro V&
sity), and The Proud Ones (the aver
age-size players).

The series is produced by Edwir s

Sabol, president of NFL Films.

RKO Pictures Co. assigned NBC;"‘"

International worldwide distributioh

outside the United States, of Abbotl

R

b
T

and Costello, series of 156 ﬁve-andiﬂff t

half minute color cartoons now in
production at Hanna-Barbera. The

series, a joint venture of RKO Pic

Television Age, April 10, 1967,




and Jomar Corp., is available
jall syndication. Meanwhile, RKO
ral Productions began the sec-
oo year of production on Firing
i with William F. Buckley, Jr.
Lping into the lineup for the weekly
6().inute debate, in color are wJBJ-
v itlanta, KsL-Tv Salt Lake City.
an(KIRO-TV Seattle, making a 25-
macet tally.

'BC Productions, the syndica-
tiojarm of Group W, chalked up
nevsales tallies on The Mike Douglas
Sko and The Merv Griffin Show.
Wi sales last month to nine sta-
tioy, the Douglas show now goes
auto 133 markets. The newcomers
td 2e lineup: WkKY-Tv Oklahoma
{it, wrpw-Tv Augusta, Ks00-TV
Sioc Falls, wcov-tv Montgomery,
M-tV Medford, KyTv Springfield,
KBITV Boise, wJHL-TV Johnson City
amKBON-TV Honolulu. With recent
sult to 15 stations, the Griffin show
naygoes out to 83 markets. The new
taks: KVAL-TV Eugene, KGcm-TV Al-
buierque, kPrc-Tv Houston, KBOI-
T 3oise, WBTV Charlotte, wics-Tv
Sptigfield, wusn-Tv  Charleston,
WT.-1v Norfolk, KULR-Tv Billings,
Wit-Tv Lansing, wkTr-Tv Ketter-
inglaylon, WNEM-TV Bay City,
WPl Ft. Wayne, KcRL-TV Reno and
W&l-tv Chattanooga.

]i]. Du Pont de Nemours & Co.
I8 onsoring Triangle’s Auto Rac-
unglighlights of 1966 in more than
l6markets. The 60-minute special
€0¥s the major sports car races of
the ear. Last year Du Pont spon-
S08t two earlier Triangle autoracing
‘senl in syndication: The Amertcan
Chdenge and Auto Racing High-
lligh of 1965. More station clear-
40 on this year’s special are ex-
P&, since earlier Du Pont buys
hibitween 150 and 200 markets.

Nanwhlle, WGN-TV  Chicago re-
"4Wl Triangle’s Exercise with Gloria
for' sixth and seventh run.

Arather Corp. sold the cartoon
e, The Lone Ranger, to ABC
Tﬁklsmn in England.

q‘olpel Television Sales is syn-

i%8ng Hanna-Barbera’ s Laurel and
Hany Show, The Alan Burke Show,
Pi@¢ced by Metromedia’s WNEW-TV
N&# York, and two specials: The

Telg
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Ray Conniff Christmas Show, The
Mean Mr. Firecracker. There are 26
two-hour shows on color videotape
in the Burke series.
Hardy, produced by Hanna-Barbera,
runs to 32 half-hour cartoons, all of

Laurel and

which can be broken up into five-
minute episodes (or 156 segments in
all).

The Mean Mr. Firecracker was
produced in the Aegean islands by
a French outfit, Tele-France; The
Christmas Show, by Jerry Simmonds
and Ray and Ann Conniff, features
Mr. Conniff’s chorus of 25 voices and
comedian Alan Young and the Pixie-
kin Puppets.

North American Television
Associates, headed by Richard Dins-
more, acquired syndication rights to
Sports International, series of nine
60-minute color shows hosted by
Bud Palmer, who is also executive
producer. Six of the nine shows
were filmed abroad, in Japan, Thai-
land, Jamaica, Russia and England.

OLAS Corp., producers and syn-
dicators of the color series, Of Lands
and Seas, is taping more color pro-
grams to add to the 207 hours al-
ready in existence in the series.

ABC Films kicked off syndication
of Combat! with sales to five sta-
tions, three of them in the Metro-
media group—wNEW-TV New York,
wTTG-TV Washington and KTTV Los
Angeles—and xcMB-TvV Honolulu and
Triangle’s wriL-Tv Philadelphia. Kev-
in O’Sullivan, vice president and gen-
eral sales manager of the network
syndication arm, said that in each of
the five markets, the price paid for
Combat! was the Lighest per episode

e

Producers Stanley Lacey, James Harbur and Henry Bate, dll of Ted By

& Co., Inc., were named vice presidents of the agency. (For details, see beloi 1+

in the history of syndication.

Madison Square Garden-RKO
General Sports Presentations are
telecasting the world middleweight
title bout, between champion Emile
Grifith and contender Nino Ben-
venuto, the European middleweight
champ, from the Garden, April 18,
live and in color.

ZOOMING IN ON PEOPLE

M. KENNETH HYMAN rejoined Seven
Arts as executive vice president in
charge of production. In London the
past couple of years as an independ-

ent producer (The Dirty Dozen, for
MGM), M. Hyman earlier was in-

A

Tv Commercials ' Industrials

Russ Ford
Sy Shaffer

Marc Anderson
Rib Smith
Joel Appell
Joe Edwards*

FFA INC. 18 East 41st Street, New York, N.Y. 10017 (212) 889-7036
*221 N. La Salle Street, Chicago, I1l. 60601 (312) 372-2628
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volved in production for Seven A
and through the past six years v
the company’s production liais
with Britain’s Hammer Films.

GEORGE L. BACK joined ABC Fil
as account executive in the cent
division, headquartering in Chica
He had been in the special produ
division of Columbia Records, a
earlier was a dealer representati
for the Shell Oil Co.

Screen Gems promoted DICK CAX
BELL to Western division sales m¥
ager. He had been sales represen
tive in the western division sincel
November. Mr. Campbell join
Screen Gems in 1958 as southweste
sales representative.

ALFRED L. MENDELSOHN join
VPI, Electrograpt s
Corp., as vice president and genel
sales manager. He had been Wi
EUE /Screen Gems for nine years
general sales manager, and earli

division of

was assistant sales manager int

commercial division of Universal k4
ternational. Before that Mr. Mend li
sohn was radio and tv publicity @

for Univer

promotion
~r

Pictures. '

manager

STUART HAGMANN joined EUI a
Screen Gems in Hollywood as a8
director.

Three producers at Ted Batés g
Co. were elected vice presidel
HENRY BATE, JAMES HARBUR ‘a* .
STANLEY LACEY. Mr. Bate jcl.“:‘?[
Bates in ’64 after a stint as a St
tv producer at Ogilvy and Mat};l:’-
Mr. Harbur joined the agency in:f ‘
from Benton & Bowles, where hedt
a senior producer for nine yeal
and Mr. Lacey joined Bates two Y&&{

Television Age, April 1
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from J. Walter Thompson, where
vas a tv art director and pro-
b
\RLAN MYERS succeeded William
Vilgus as manager of the Holly-
\wel office of J. Walter Thompson.
o« M Wilgus, who has retired, joined
¥’ in 1943 as a radio producer
moved to the West Coast in
i, He became a vice president in
,, manager of the Hollywood
¢ bitch in ’59, and associate director
of roadcasting for JWT in 1963.
MiMyers joined the agency’s Holly-
ivol office in 1956, and was elected
4 ce president last year. Before
joing JWT he was with Young and
Hitcam on the Coast as tv program
sufrvisor.
'KE KRAFT joined Elektra Film
I"r1uctions, after a stretch as execu-
l'tv.‘vice president of Studio Associ-

ate{International. Earlier Mr. Kraft
waivith MGM Telestudios and Peli-
cani’ilms, as producer and director.
Helarted out as a copywriter with
Ybig & Rubicam, and later opened
hishwn agency in Boston before
efluing to the New York produc-
lighfield.

HEJITURING THE FEATURES

“isociated Film Artists Pro-
dudions, headed by Louis Hayward
allqadga1~ Ulmer, made a deal with
helve CBS Owned television sta-
thﬂ to make 13 features in color.
Theleal was made by Gentry Inter-
Naflaal Management and Harold
ﬁoﬂh, vice president, program serv-
1eéSof the CBS station group. The
&0h will get them pictures in 1970,
afle they’'ve made the moviehouse
Tollls. Last year the CBS station
g}'Ql} made similar deals with Tele-
Visly Enterprises Corp. and Sagit-
afl Productions.
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The first title in the Sagittarius
deal is now in production in Norway;
it’s Operation Deep Yellow, with
James Franciscus, produced and di-
rected by Irving Jacoby. Sagittarius
is also currently at work on two pic-
tures in a 13-title deal for the ABC
Owned tv stations, The Big Jolt and
Duel on the Moon, both science-fic-
tion features.

Seven Arts unveiled the 12th
bundle in its Films of the °50s and
’60s releases last week at the TFE *67
during the NAB Convention. Some
two thirds (28) of the 52 titles in
Volume 12 are in color. Also at the
NAB, Seven Arts released to a wider
market its package of 21 Charlie
Chan features.

Another Charlie — Chaplin — fig-
ured in a deal wherein Crystal Pic-
tures acquired world distribution
rights to Charlic’s Big Romance,
Chaplin’s 1914 silent film, 75 minutes
in length, and now carrying a sound
track, with music and narration.

It was Chaplin’s first “feature,”
marking
shorts to

switch from slapstick
storytelling. Crystal is
making the classic available directly
to tv stations as well as movie houses.
Official Films picked up world tv
rights to The Joe Louis Story, in a
deal closed by E. Jonny Graff, opera-
tions vice president, and Louis-Rowe
Enterprises. The film biography was
a 1953 United Artists release, incor-
porating newsreel footage of the
Brown Bomber’s bouts with Schmel-
ing, Max Baer, Jim Braddock, Primo
Carnera, Billy Conn, Jersey Joe Wal-
cott, Rocky Marciano and other con-
tenders.
Sereen Gems chalked up 13 sales
of its Post 60 package within 60
days of placing the bundle (60 titles,
half of them in color) on the syndi-
cation market. The first takers: wasc-
TV New York, KaBc-TV Los Angeles,
KPIX-TV  San Francisco, KDKA-TV
Pittsburgh, wsks Chicago, w1vJ
Miami, wWBAY-TV Green Bay, wWvuE
New Orleans, Kcpx-Tv Salt Lake City,
WLOS-TV Asheville, KEYc-Tv Mankato,
KGLO-TV Mason City and WNEM-TV
Bay City. Among the titles in the
package: Bye Bye Birdie, Five Finger
Exercise, Good Neighbor Sam, Damn
the Defiant, Fail Safe, The Victors,
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Baby the Rain Must Fall, and Love
Has Many Faces.

Feature Film Corp. of Amer-
ica, headed by Harold Goldman, ac-
quired world distribution rights to
Brighty of Grand Canyon, which goes
into U.S. release in June.

Four Star International sold its
12-picture Sherlock Holmes package
to KKTV Colorado Springs, WHEN-TV
Syracuse and KOLN-TV Lincoln.

CBS-TV made a deal with Lee
Mendelsohn Film Productions and
Bill Melendez Productions to make a
theatrical feature about Peanuts. The
color cartoon will revert to the net-
work after a run on the cinema cir-
cuits.

Insomniacs in Texas are being
treated, one night a week, to all-
night movies on WFrAA-TV Dallas-Ft.
Worth, with features running from
10:30 p.m. Friday and on through
the night to 6:30 am., the former
Saturday sign-on time. The all-night
grind came about after the station’s
manager, Mike Shapiro,
mentioned in his program, Let Me
Speak to the Manager, that the idea
would be feasible if enough people

general

clamored for it. Whereupon the sta-
tion was deluged with mail.

Allied Artists Tv unveiled Group
V of its Cavalcade of the *60s at the
NAB Convention in Chicago last
week. The package has 26 titles, 19
of them in color.

THE COMMERCIALS MAKERS

LARS SWANBERG joined Filmex as a
producer and consultant. Mr. Swan-
berg comes to the New York studio
from Stockholm, where he was direc-

tor of photography with Sandrews
Films (Dear John, et al.). Earlier, he

studied under Ingmar Bergman at |
Swedish Film Institute and mg
films for Swedish television, and |
fore that studied at the Chicago In;
tute of Design on a grant from |
American-Swedish Foundation.

Photographer and designer Ki
NETH HARRIS signed a contract w ;!
Van Praag Productions for work
commercials. Mr. Harris is w
known for his work in graphi
especially the acclaimed photograj
painting of Wanda Embry i
served as mailer for this year’s Ni
York Art Directors Club show.

STEPHEN ROSE, RICHARD BLOO
QUIST and MARGARET MIKUTIS join
the staff of The Film-Makers in Cl
cago. Mr. Rose, an art director aj
film designer, was with Morton Gol
shall Associates; Mr. Bloomquist,
cutter, was with wBkB Chicago, al |
Miss Mikutis, also a cutter, was Wi
VPI of Illinois and earlier with W
ter Schwimmer Productions.

MAURICE MAX joined Sandler Fil
Commercials as editorial supervist
He had been with Filmways.

SUSAN HAMILTON joined Hermi
Edel Associates as production coo
dinator. Miss Hamilton recently I
turned from a year in Rome as aFu;
bright scholar in piano. A form
pupil of Rosina Lhevinne, Miss Har.
ilton has appeared with the Los A
geles Philharmonic.

On the West Coast, Peter Baro,
was named director of Lori Produ
tion’s tv commercial department
Los Angeles. Before joining Lor
Mr. Baron was broadcast director ft)
Collyer Advertising in Toronto, &0}
earlier was with Foote, Hilton &,
Atherton in New York.

DICK SHOPPELRY joined the Pri,
gram development staff of WO]P"L.
Productions. He had been a creall!
group director at McCann-Erickso ™
in Los Angeles.

DAVID VICTOR ;
Television Productions as a Vit
president. He had Dbeen vice pres
dent of Norman Felton’s Ar€lK
Productions.

HOWARD GOTTFRIED joined SU
livan Productions to work on €
program development. He had beell_
vice president in charge of pl‘Ogram'iq,,
ming at United Artists Tv. !

joined Filmway:
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Cpor tv outlook. There are indi-
oens that the color tv set boom
hda run into trouble. It is believed
tole transitory in nature and able
tole corrected by basic marketing
an pricing action. Experts suggest
thl the industry is being buffeted by
goumer resistance to high prices.
Win demand for color sets was
he'y during 1966 the set makers
sopht to raise prices and ran into
obctions from the Government. To
ge‘around that hurdle the industry
dignot raise prices but adopted a
poly of producing more higher
pri2 sets. The results were fairly
gq}l profit margins so long as the
deand was sustained. But recent-
ly ;onsumer resistance has been
buling to the higher price set.
Méover, this consumer attitude has
be¢ complicated by the Govern-
me’s requirement that dealers
id¢ify sets to consumers by square
ma:s of viewing surface as against
th)ld method of labeling 21-inch,
234ch or 19-inch screens.

I bringing out lower price sets
wil fewer frills it is assumed the
sébaakers can re-ignite the consum-
et uying flame—although there is
alvys the likelihood that enthusiasm
o8 dampened cannot be re-aroused.
Bufor investors who believe that
thedemand for color tv sets will
Ciinue to expand there is a rela-
tivly new entrant in the market-
cpla: with qualities that seem to
assce that the investors will benefit
ft0 the long-term growth that is
ahld for the industry no matter
wh happens to prices, styles or in-

Vall Street Report

no matter who makes it or what size
or shape is involved. Whether the
masks are made in the U.S. or
abroad the chances are it is made
either by B-M or by one of its li-
censees.

The mask is a thin sheet of carbon
steel with thousands of tiny, carefully
designed and precisely-positioned
holes. For a 2l-inch tube, for ex-
ample, there would be 400,000 such
apertures. The electronic beams are
directed through the holes so that
only the desired spots of color on
the face of the picture tube are ac-
tivated. The product calls for ex-
tremely fine workmanship and care-
ful control of output. The whole
process involved is covered by pat-
ents and the experience the company
has gained in the field while it has
had a virtual monopoly in the mar-
ketplace suggests that even if the
patent hold were broken it would be
a long and expensive procedure for
a company to develop a profitably
competitive process.

Volume Up Ninefold. Output of this
mask has been the prime factor in
pushing B-M’s volume up nine fold
in the last six years and will push
1t up again by almost 100% in 1967.

It’s now estimated that for 1967
the company may have sales of be-
tween $65 and $70 million and prof-
its may jump to $3.30 per share.
The interesting part of this develop-
ment is that the company, 60 years
old, has a fairly well diversified op-
eration, anyway. It is basically di-
vided into three groups. The indus-

guide for etching, or electroforming

the end product.

The graphic arts group furnishes
a broad range of services and prod-
ucts to the graphic arts industry,
including commercial art, commer-
cial photography, photoengraving,
positives and negatives for platemak-
ing offset and letterpress plates, type-
setting and phototypositor composi-
tion.

The printing division does general
commercial and financial printing
including catalogs, advertising ma-
terial, annual reports and securities
prospectuses. It also produces con-
tinuous and snapshot forms for data
processing and sells a variety of ad-
vertising products such as calendars.
It markets these items and services

B under a number of trade names in-
Buckbee-Mears’ Last Five Years cluding McGill, Controlforms, South-
o 1962 1963 1964 1965 1966 west Controlforms and Louis F. Dow.
des (millions) $4.8 $10.5 $13.6 $22.2 $36
Lrni 10 h ]
1wngs cents 21 cents 40 cents 80 cents $2.27 Family-owned Firm. Last June an

diglual set makers. The Buckbee-
Me's Co. seems to have worked it-
selfinto a strategic position almost
loBy00d to believe. Buckbee makes
thewperture mask or shadow mask
Néted by every color tv picture tube

Telision Age, April 10, 1967
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trial group produces the masks. It
also makes fine mesh grids for radar
and other photomechanical reproduc-
tion techniques such as imposing an
image on sensitized metal, glass or
plastic. The image is then used as a

underwriting group headed by Paine,
Weber, Jackson & Curtis offered
530,730 shares of common to the
public at $23 per share. This offer-
ing was from a total capitalization
of 1.9 million shares. The company
itself sold only 100,000 shares to
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supply working capital for the ex-
pansion program of 1966, which in-
volved expenditures of over $5 mil-
lion. The remainder of the offering
was on behalf of the stockholders,
including the Mears family. Even
after the offering the family owned
64 per cent of the stock. But it
waived cash dividends on the 977,-
310 shares it owned until June 30,
1968. From 1968 to 1972 various
percentages of the shares held by
the Mears family become eligible
for dividend payment starting with
20 per cent in the first year. How-
ever should the family sell any por-
tion of the stock the agreement to
waive the dividend becomes void.
The directors have declared a divi-
dend, which seems to put the com-
pany on a 60 cent annual dividend
rate.

The company has five plants,
three in St. Paul, one in Elgin, IIl,
and one in Houston. It employed
over 1,215 employees last year but
the number has been increased since
then. It has had no strikes since 1922
although some 850 of its workers
are represented by 11 unions. The
largest union is the International
Photoengravers Union of North
America and that contract, covering
140 workers, does not expire until
1969 so there is evidence the com-
pany can expect labor peace during
the critical period ahead. The stock
reached a high of $48 per share
and then settled in around $37 to
$41 per share in the over-the-counter
market. That’s a price-earnings ratio
of 16 times the 1966 earnings but
about ten times the p-e ratio of the
projected 1967 earnings.

TIO (Continued from page 31)

While the public genuinely appears
to approve of the commercially spon-
sored tv system, it is clearly critical
of certain aspects of commercials.
For example, 80 per cent thinks that
there are far too many commercials
on tv; 69 per cent say many com-
mercials are in poor taste; 59 per
cent say they are too noisy and loud,
and 54 per cent say the commer-
cials often advertise products that
shouldn’t be advertised.

If more people agreed than dis-
agreed with statements unfavorable
to commercials, the same goes for
Some 78
per cent say commercials frequently
provide useful

the favorable statements.

about
new products; 74 per cent say com-
mercials are often amusing and fun
to watch; 52 per cent say they are

information

sometimes a welcome break in pro-
grams.

The largest single group of re-
spondents supports the status quo on
the subject of government control of
tv programming. But substantially
more people feel there should be less
rather than more government con-
trol. Sentiment for more control is
strongest at the lowest educational
levels; sentiment for less control is
strongest at the highest educational
levels.

The study posed a battery of ques-
tions on broadcast editorializing and
support of political candidates. Tt
concluded: “Fifty-four per cent of
the entire public favors candidate
endorsement.” But among those who
have experienced candidate endorse-
ment by television stations, 68 per

-

cent approve of it. It seems that thy!
who have experience in editorializy
and political endorsements are my
favorable to the practice than th,
who are not. It is also evident t
the public supports the Fairness D
trine, the FCC requirement t
equal time be offered to spokesm'
for opposing points of view.

Tv in Courtroom

This year the Roper interviewt
investigated for the first time pub
news medi
coverage of courtroom trials, It
clear that the public discriminal

attitudes on various

sharply on the type of coverage
feels is proper in the courtroor
Newsmen who only take notes
courtrooms are more acceptable thi
other more physical aspects of nej
reporting. Television broadcaster
news photographers, radio broa
casters, and even artists maki
sketches are decidedly frowned upo
The more disruptive the coverage
thought to be, or the more the co
erage may affect the way the pa
ticipants in the trial act, the mol
critical is the public.

However, the report suggests thi
the public attitudes toward broat
cast coverage of trial proceedings ma
alter, as it did in the case of edi
torializing. “It is entirely conceivabl
that their attitudes toward broadcas
ing courtroom proceedings woul |
become a good deal more favorabl
with experience—just as their att
tudes have, with experience, becom
more favorable toward editorializing |
But, at the present time, their attl y
tudes are clearly opposed to sucl

o ?? [
coverage.

Viewpoints (Continued from page 43)

is subject lo the editorial censorship of the network in
any event. The only difference is the imaginative pre-
sentation of the same editorial material with its result-
ant appeal to a substantially larger audience.

The brave new world of television is now over the
horizon. Shows are getting longer and subject matter
more mature. The idea that each state of the union can
be theoretically treated in an educational manner and
rate higher than average television fare is exciting. The
fact that earthquakes, tides, time, space, the senses, the
mind, the sea, the air, animal life, sea life, and all the
great subjects in the natural world can now be seen in
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prime time is enough to make the most rugged iconoclas
go out and buy a television set for his children. Evel

society.

variety of entertainment in balanced programming the,
includes variety, farce, light drama, adventure, ol
sports. It simply means that the mixture can help a¢

the upper income, upper educated viewer will come bacl
and the viewers with less advantages will be helped il
to a higher plateau of learning in a painless way Vi |
a medium that was designed for that purpose in a highe!

Yes, the future of the medium with the marriage of
commercial success and educational necessity is clearly
possible for the first time. This does not preclude @

and

__JB

velop a new Renaissance man. ‘
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Television Age Network Pro¢

ABC's Wide world of Sports ABC
ABC Sat 5 J. B. Williams, Bris-
tol-Myers, participating

Amateur Hour ¢BS Sun 5:30
), B. williams

American Bandstand '67 ABC Sat
1.30 Heinz, Carter, Vick, part.

Andy of Mayberry cBS M-F 11
participating

Anather World NBC M-F 3 part.

As The World Turns cBS M-F 1:30
p&G, participating

atom Ant NBC Sat 9:30 participating

The Beagles CBS Sat 12:30 part.

Beany & Cecil ABC Sun 9:30
Multiple Products, Gen Foods,
participating

The Beatles ABC Sat 10:30 Deluxe,
Nabisco, Alberto-Culver part.

Beverly Hillbillies cBS M-F 10:30
participating

The Bugs Bunny Show ABC Sat 12
Deluxe, participating

SUNDAY MONDAY-F
ABC CBS NBC ABC
9:00
9:15
9:30 ‘
d B & Sunrl
9:45 %aencyll Sel:l?er s?tgr
10.00
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10:15 Th tamp Unto
Lintaartad |\ Fest
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s
The 1
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1:00
Meet The
Dlre’%t_’lons PTr‘e‘gs Fugitive

Bullwinkle ABC Sun 11 Del

Foods, participating

Camera Three CBS Sun 11 ¢
Candid Camera CBS M-F 10
Captain Kangaroo cBS M-F

CBS

Sports Spectaculars
1:45, Sat 1:30 part.

Chiidren’s Doctor ABC M-F 1
Concentration NBC M-F 10
Cool McCool NBC Sat 12 p
park Shadows ABC M-F 3:
pateline: Hollywood ABC M

The

part.
Dating Game ABC M-F

pays of Our Lives NBC M-F

participating

Dick Van Dyke Show CBS M

participating

Directions '67 ABC Sun 1 ¢
piscovery '67 ABC Sun 11:3

The

Multiple Products, Ge
participating
Doctors NBC M-F 2:30
participating
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Age Netwo; '

Program Chart—Daytime

#DAY-FRIDAY SATURDAY
CBS NBC C CBS NBC ABC CBS NBC
=
Mighty
Mouse S“E"
L Playhouse
aptain
Kangaroo
J S%ltll:‘gigr PS{:’ Underdog Atom Ant
y Snap
Lamp Unto Candid Judgment King Frankensteln The
My Feet Camera | e— Kong Jr. & The Flintstones
News—10:25 Impossibles
ne:
Look Up 1o0d Beverly Concentra- The Space Space
& Live 'n__’s Hilbillles tlon Beatles Ghost Kidettes
10:55
The New
cramgga marke MAandby of BPat Casper Adv'::mres Secret
oe er i
p yberry oone c§'r;tuuven 0f Superman Squirrel
in The Dlck Hollywood Milton The The
llion Van Dyke Squares The Lone
Show Monstar Ranger Jetsons
ody’s L"ﬂ'ﬁe‘" The Road Cool
ing Jeopardy Bugs Bunny Runner McCool
News—12:25 Show
n Search For Eye
Fl'f:“::e ia Tomorrow Guess héagilllla The
s orilla Beag!
Show | 1he Gulding News—12:55{ gles
Light
e The sunrise
el B ey | Tt
s ke . |
ts ABC Bullwinkle ABC Sun 11
s, Bris. Sun 11 Delyxe, Gen. The Donna Reed Show ABC M-F 12:
Foods, participating | Lever, Carter, J&J, Hartz, Brecak?
Camera Three CBS Syup 11 part. participating
Candid Camera CBS M.F 19| part. Dream Girl of '67 ABC M-F 2:30 part.
3¢ Sat Captain Kangaroo CBS M- rt. The Edgg of Night CBS M-F 3:30
2 CBS § a5 participating
part, .pnrts Spectaculars ¢S Sun
1:45, Sat 1:30 part, Everybody’s Talking ABC M-F 12 part.
Children’s Poctor ABC M-F 10:55 part. Eye Guess NB.C M-F 12:30 part.
t. Concentration NBC M-F 10.30 part. Face The Nation CBS Sun 12:30
Cool McCo f The Flintstones NBC Sat 10 part.
1:30 Dark Shad:»IusNBAc Sat 12 part, Frankenstein, Jr. & The Im‘[)lorstsible
HaEe o BC M-f 3,30 part. CBS Sat 10 participating
Y R W0 g
.rltpatmg part. el ABC ifLC30 gsngroz:lleﬁ%sgiotgll I'\Vgg Iaan 35:30 P
' L’;:s";"girﬁa';‘: "\“BC M-F 4 part. The Fugitive ABC M.F 1 par‘ﬁm'
s
Foods, participating . | " 2 Golftli’;gzagsaéBC Sun & Sat various
Dick Van Dyke Show . = :
Detluxe, participating OB ggtLi" Golf pv;::h Sam Snead ABC Sat 4:30
art. Directions '67 ABC .
g Discovery '67 ABC S 1 RS The Guiding Light CBS M-F 12:45
ultiple Products, o, ds,
participating ' Gen. Foo Hollywood Squares NBC M-F 11:30
Sat 12 The Doctors NBC M. 2:30 participating

participating

Hoppity Hooper ABC Sat 1 part.

PM
1:30

1:45

2:00

3:45

4:00

4:15

4:30

SUNDAY
ABC CBS Ni
L o4 ’
Issues And Rel?glﬂ‘
Answers Ser.
Golf
Package
CBS
(various
Sports
times)
Spectac-
cular
| Love
Lucy
Amateur GE
Hour I:onl'::

House Party CBS M-F 2:30 part.

| Love Lucy CBS Sun 5 part.

Issues and Answers ABC Sun 1:30
participating

Jeopardy NBC M-F 12 part.

The Jetsons NBC Sat 11:30 part.

King Kong ABC Sat 10 participating

Lamp Unto My Feet CBS Sun 10

Late Afternoon News CBS M-F 5

Lets Make a Deal NBC M-F 1:30 part.

Linus the Lionhearted Show CBS Sun
10 Gen. Foods, participating

The Lone Ranger CBS Sat 11:30 part.

Look Up and Live CBS Sun 10:30

Love of Life CBS M-F 12 part.

Magilla Gorilla ABC Sat 12:30
Calif. Packing, participating

Major League Baseball NBC Sat 2:15,
part,

The Match Game NBC M-F 4

Meet The Press NBC Sun 1

Mighty Mouse Playhouse CBS Sat 9
Gen. Foods, Deluxe, Am. Home
Products, participating



'1 VMONDAY-FRIDAY SATURDAY BE
N ABC CBS NBC ABC CBS N
-
CBS
Let’s Make
tie saturday
.xi Fugitive ﬁoﬁ: A Deal News
i Turns News—1:55 American
-~ Bandstand
p '67
The Days o
Newlywed Password Our Sandy
Game Lives Koufax
Dream se
Girl of '67 bt The Doctors
News—2:55
To Tell CBS
General The Truth A&oﬂ;gr Major
Hospltal News— or
3:25 Sperts T
SHRCtEr- Baseball
ulars
Dark The Edge You Don’t
Shadows 0f Night Say
Golf
The Match Package
The Dating The Secret Game .
Game Storm (various
News—4:25
times)
i Vietnam
Golf with
Weekly
Sam Snead Review
Late
Afternoon
FENISIERT) ABC’s Wide
= | World of
GE. ) Peter
ennings
golle With The Sports
Bow News
=

Miiton The Monster ABC Sat 11:30
Remco Multiple Products, part.

NBC Religious Series NBC Sun 1:30

New Casper Cartoon Show ABC Sat 11
Multiple Products, participating

The Newlywed Game ABC M-F 2
participating

News ABC M-F 2:55, 4:25

News CBS M-F 12:25, 3:25 part.

News NBC M-F 10:25, 12:55, 1:55,
4:25 participating

Pat Boone NBC M-.F 11 part.

Password CBS M-F 2 participating

Peter Jennings with the News ABC
M-F 5:30 part.

Peter Potamus ABC Sun 10:30
Gen. Foods, participating
Porky Pig ABC Sat 9:30 Gen Mills,
Multiple Products, participating
The Road Runner CBS Sat 12 part.
Sandy Koufax NBC Sat 2 part.
Searcprkéor Tomorrow CBS M-F 12:30

Secret Squirrel NBC Sat 11 part.
The Secret Storm CBS M-F 4 part.
Snap Judgment NBC M-F 10 part.
Space Ghest CBS Sat 10:30 part.
Space Kidettes NBC Sat 10:30 part.

Sunrise Semester CBS M-F 1, Sun
9:30 part.

Super 6 NBC Sat 9 participating
Superman CBS Sat 11 participating

Supermarket Sweep ABC M-F 11

To Tell The Truth CBS M-F 3 part.
participating

Tom and Jerry CBS Sat 1
Mattel, Quaker Oats, part.

Underdog CBS Sat 9:30 participating

Vietnam Weekly Review
NBC Sat 4:30

You Den’t Say NBC M.F 3:30 part.
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New series of TV specials

Viewpo

is subject:ories of real people around the world filmed on the spot by United Nations Television teams

any event -
sentation
ant appeal

The br:

i ¢ ) z ional Zo%
horizon. !AbcasTers' commiTTEE FoR THE UNITED NATIONS Thomas B. Shull, Chiarman (1 | TV stations can secure the Intgmauo::'amm
more matB' Welpott, Executive V.P.,, NBC, Vice-Chairman O William Kaland, National Program Manager, series, retain prints for repeat shqw[ngsaUN Hed

use Broadcasting, Chairman, Program Committee. for official correspondent accreditation at
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recenl probe of media direc-
A tors by a top New York rep
fitk reveals that attitudes vary to-
wal the sale of independent 30-
satid adjacencies at more than half
therinute rale, an encouraging note
fortations anxious to sell the 30
at . premium.

Ixdia directors in New York,
Chiago, Si. Louis, and Philadelphia
rept they are interested in inde-
perent 30’s but say the onus is on
the tation 1o provide an acceptable
186 What would they consider an
acbitable rate? Some insist on half
the ninute rate, but others say 55
PEE"ent ov anything less than 60
Pélent of that rale would be ac-
cepble.

bom the station point of view
g 30%, particularly in prime
tm wil| represent a considerable
Hf revenue, since they are like-
Yo replace 20’s and ID’s (207
Onflal‘ily sell at the same as the
f:“lle rale). Does a slation in a
§0 economy” want to risk revenue
logsin an attempl 1o generale more
®inal business? The rep who sur-
YWl the situation suggests it will
d_ePld on the particular economic
'-'""':illlls]l:lilﬂc]es o,f each a’lalion..

gh 20°s are soft national-
Yincally they are still salable in
A markets,” he said. “Ip markets

T :
"Wesion Age, April 10, 1967

APRIL 10, 1967

a review of
current activity
in national
spot tv

like San Francisco, where national
is heavy, stations might
make less room for 30’s, while in
other markets, where 20’s are sofl,
the 30 might have a better chance

business

and at a cheaper rate.

“This thing will develop on a mai-
ket by market basis,” he added, “and
you may end up with different 30-
second rates in each market, depend-
ing on revenue needs.” Movement
toward the establishment of such
rates has been recently sparked by
aclivity at the networks.

With NBC-TV talking

about the expansion of regular sta-

officials

tion breaks in evening programs
from 42 to 52 seconds, and the other
two networks indicating they would
have to follow suit, more 30 second

Carol Posa is a senior buyer on the
Colgate account at Ted Bates & Co.,
Inc., New York.

REPORT

spots will become available. And
ABC-TV president Thomas Moore is
saying that stations are being pres-
sured by advertisers to lengthen the
evening break to as much as 63 sec-
onds to accommodate two 30’.
Predictions that this will lead to
the establishment of a 30-second
price as a basic unit in a station’s
rate card indicate that stations will
have to work out some kind of pric-
ing policy in the near future.
Meanwhile, although
and agencies are interested in using
their piggybacked 30°s in inde-
pendent spots, there is no move to
produce more 30’s in anticipation
of an established rate structure, the

advertisers

rep reports.

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

campaigns

Archway Cookies, Inc.
(Marineaw Advertising, Inc., Detroit)

A 1hree-week flight for ARCHWAY
COOKIES begins at issue date in about
35 major markets. Another two-week
flight begins May 15. Women are the
target of the fringe minutes and prime
20’s. Judy Anderson buys,

American Home Products
(Ted Bates & Co., Inc., N.Y.)

Fringe minutes and prime 20’s will carry
(Continued on page 62)
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CHANNEL 8 reaches a great, thriving
area, including these four major mar-
kets, as well as many other communities.
And, it delivers the giant share of the
viewers in its market.
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Another priceless plus: 23%* color pen-
etration for its all-color local telecasts
and NBC programs.
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""""" : *Based on Oct.-Nov. 1966 Nielsen estimates; subject to
inherent limitations of sampting techniques and other
qualifications issued by Nielsen, available upon request.
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e Lancaster, Pa.
?k:‘..\ SR e Representative: The MEEKER Company, Inc.

New York . Chicago - Los Angeles . San Francisco

Steinman Television Stations - Chair McCollough, Pres:
WGAL-TV Lancaster-Harrisburg-York, Pa. «+ KOAT-TV Albuguergque, N.M. |

WTEV Providence, R,l./New Bedford-Fall River, Mass. «+ KVOA-TV Tucson, Ariz. |
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\One Buyer’s Opinion . ..

THE AV AIL SHEET IS THE MESSAGE

Il The buyer’s purchase of a spot schedule is usually a four-step process:
(1) Tequesting; (2) receiving; (3) analyzing; and (4) selecting. The
irst two steps are relatively simple. In requesting availabilities, the
suyer phones the station reps and relates the market, type of spot/
wdience desired, and/or rating point level needed, and/or the budget
‘or the market.

The station rep then usually hand-carries the avails to the buyer,
ilong with a small verbal “presentation” or “pitch” for the business.

call these two first steps ‘“relatively simple” because the communi-
:ative process up to this point has been “two-way.” The buyer and
he rep have ‘been directly involved in making comments, answering
juestions of one another, and the like. However, there ends the

\implicity of the communication.

Now, in the third step, where the buyer’s analysis begins, also
)egins a more complex communicative process—a ‘“one-way” process
)etween the buyer and the avail sheet left behind by the rep. This is
1 most crucial point for the rep, I believe, because the greater the
issistance rendered the buyer by the avail sheet during the analysis

| step, the more favorable will be the buyer’s attitude toward the

| 'epresented station during spot selection, regardless of how objective

he buyer attempts to be.

It will probably surprise you to find how greatly this all-important
hrea of avail sheets is seriously neglected by many reps. I have found
ny attitude to vary as follows during the analysis slep:

Negative reactions—To avails which are handwritten and therefore

| equire greater effort to read. Good spots are sometimes passed over
recause the buyer has given up trying to decipher the information.

Negative reactions—To avail sheeets accompanied by aimless puffery
n the form of envelope stuffers; particularly material which displays
to semblance of association with the requirements of the buy. Also,
o that puffery which may be of value, but which is too cumbersome
o be kept neatly in the buyer’s avail folder (like a 36” x 36”

{ broadside I once received). All supplementary material, therefore,
- hould be 814 x 11 inches in size and should relate to my particular
huy.

Positive reactions—To the inclusion of rate cards and of station

program lineups, particularly when the latter includes that program-
{ning of the competition. Reps would really score points if the programs’
|'latest rating data were included.
" Negative reactions—To incomplete audience comp on the avail sheels.
All data requested should be included. If audience data requested con-
ists of homes, men, women, teens and kids, in the case of afternoon
*!laytime women’s programs some reps will only include data-women
' anticipating all other data to be superfluous). What those reps fail
' 0 anticipate is a piggyback situation in which an adult product is
soupled with a children’s product.

It is the buyer’s duty, certainly, to make each buy as rationally as

sossible. However, as in the aforementioned examples, within the
‘‘one-way” transmittal of avails are subtleties which tend to toy with
he buyer’s attempt to be completely objective during analysis. There
e many more than mentioned here, I'm sure. A simple query of
',<he buyer by the rep might relate some; and at the same time, might
‘pxplain why the rep lost that last order.

<

Why
KWWL-TV
took

a stand
against
“MARRIAGE”
...and won
an award
for doing
so!!!

In February KWWL received
a special Radio and Television
award from the Northwest
Broadcast News Association
for “Thorough Research and
Documentation” in recognition
of the station’s disclosure of
the “Marriage Mill”, a radio
and television news documen-
tary exposing wholesale mar-
riages in Preston, Minn., just
over the Iowa state line. As a
result of the program, two
public officials were indicted
for perjury and charges are
pending against two others.
This award winning program
was just another of the out-
standing documentary pro-
grams produced by the
KWWL-TV “Coverage Plus”
news department.

e
Spe

BLACKHAWK

BROADCASTING
COMPANY

Waterloo, lowa

KWWL-TV ° KMMT - TV
KWWL Radio e KLWW Radio
KAUS Radio

i,

|
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(Continued from page 59)

Spot

the word on various of this company’s
products starting at issue date. Activity
in upwards of 100 markets will continue
through June 30. Piggybacks among
various products are also planned.
Buying 1s out of the American Home spot
buying group.

Avis Rent-A-Car System, Inc.
(Doyle Dane Bernbach, Inc., N.Y.)

This company plans an eight-week push
in between 20 and 30 markets to begin
April 16. Men are the target of the prime
20’s. Buving is Werner Ziegler.

Bristol-Myers Co.
(Doyle Dane Bernbach, Inc., N.Y.)

April 17 is start time on commercials for
CLAIROL KINDNESS. The three-week
flight will be in 15 top markets. Women
are the target of the fringe minutes

with some piggybacks also planned,

Jim Mellet buys.

Brisiot-Myers Co.

(Foote, Cone & Belding, N.Y.)
Commercials for CLAIROL HAIR DEW
will be in 26 top markets until May 29.
Fringe minutes and some piggybacks

will be used to reach women and
teenaged girls. Margaret Hoeksma buys.

Carter-Wallace, Inc.
(Ted Bates & Co.. Inc., N.R.)
Piggvback adjacencies for CARTER’s

- Who

- was first
; " In

. Vietnam?

e T TR

- WHO

In lowa: first and only! WHO-TV News

Director Bob Wilbanks went to Vietnam

to report the “lowa story.” Who cares?
. The WHO-TV audience, that's whol

. ’@COLORFUL 13 @ DES MOINES, 10WA
b X ,

L S A

02

PILLS and ARRID deodorant will be in
90 markets for the next 26 weeks.
The day, weekend and fringe spots will
reach women 18 to 34. Trudy Dineen
buys.

Chesebrough-Ponds, Ine.
(]. Walter Thompson & Co., N.Y.)

Commercials for PRINCE
MATCHABELLI and WINDSONG
perfumes break April 30 in 50 major
markets. The pre-Mother’s Day push
will last from two to three weeks using
prime 20’s and ID’s. Carrie Senatore buys.

Eastern Air Lines, Inc.
(Young & Rubicam, Inc., N.Y.)

A Summer Travel push for this company
begins April 15 in about 18 markets,
Fringe minutes, prime 20’s and some ID’s
will be used. Charlotte Mrazik buys.

General Foods Corp.
(Benton & Bowles, Inc., N.Y.)

Spring activity for POST ALPHABITS
hreaks at issue date. Fringe minutes to
reach kids will run from three to four
weeks in about 130 markets. John
McGuire is the buver.

General Foods Corp.
(Doyle Dane Bernbach, Inc., N.Y.)

Commercials for GAINES MEAL break
April 17 in approximately 35 selccted
markets. Fringe minutes and some
piggybacks will be used to reach women
during a seven-week push. Elaine
Tannenbaum is the contact.

General Foods Corp.
(Ogilvy & Mather, Inc., N.Y.)

This company begins three major product
drives at issue date. A six-week push

for MAXWELL HOUSE COFFEE will
use fringe minutes to reach women in
over 100 major markets. Charles
ITutchins buys. Commercials for SHAKE
'N BAKE will be in about 35 markets
using fringe and day minutes in
another six-week flicht. Gordon Sulcer

is the contact. In addition, piggybacks
and fringe minutes to push PRIME DOG
FOOD and GAINES VARIETY PACK,
will run from four to six weeks in

from 60 to 70 major markets. Gene
DeWitt is the buver.

General Foods Corp.
(Young & Rubicam, Inc., N.Y.)

Commercials for JELL-O CHEESECAKE
MIX will be in 25 major markets
starting April 17. The drive will last
through next December and will nse
fringe and day minutes as well as
piggybacks with other GF products.
Plans are currently underway on an
April or May buy for MINUTE RICE
MIX and INSTANT PUDDING. Estelle
Nisson is the contact.

Lever Bros., Co.
(Ogilvy & Mather, Inc., N.Y.)

This company will seek expanded coverage
for its new SOF-SPREAD IMPERIAL
MARGARINE in about 1wo weeks.
Commercials are now in the New
England and Mid-Atlantic states and
will now enter midwestern markets.
Future plans are still highly confidential.
Gaston Vadasz is the contacl.

Rep Report

DAVID W. JOHUNSON joined the
ales stafl of Katz Television, New
York. He will be assigned to Katz

TV Midwest. Mr. Johnson was for-
merly an account exccutive with
WNBC-TV New York.

DICK  WALLACE joined the New
York sales stafl of Blair Television
as an account execulive.

JonN 1. warters Jr. (1), former-
Iy vice president, midwestern sales,
in the Chicago offices of Harrington,

Righter and Parsons, Inc, moved &
to New York as vice president in
charge of sales. He was succeeded

in the Chicago post by PETER F.
ryan (r), previously account cx-
ecutive in the New York ofhice.

B

Lever Bros. Co.

(SSC&:B, Inc., N.Y.)

An 1l-week schedule for LIPTON
INSTANT TEA will be in up to 45 s
markets starting May 22, The pu§11 will
use fringe minutes and prime.20 s.
Activity also breaks at that time for
regular LIPTON TEA in about 20

o

J TV..sells

Metropolitan
Mississippl -§

£8,641 Per Household i
Buying Income
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ia"l‘ofile A= el e

th I'irsl hand information is the by-

! word for Eugene McGuire, who
y 1115 that media buyers ought to be
i 1re directly involved during the
i itial stages of mapping out a prod-
L u’s spot v plan.

‘Buyers should attend more meet-
| iis with the client and the account
o nn than they now do,” Mr. McGuire
L fi. .“You can always take a half
J hur out to atlend those meetings.”
| tressing the importance to the
I brer of fully understanding a client’s
| aertising goals in order to arrange

a efficient buy, ke feels the media
ma works at a disadvantage if he
e’t get the information first hand.
When you hear plans second
hd,” he noted, “things sometimes
gfldistorted. And it’s time-consuming

it the media supervisor, who attends
lile meetings, to sit down and ex-
‘Pln to the Buyer just whal is going

+ 0 I the buyer is present at the
mting, he gains a clearer view of

| #hiotal picture. On paper, things are

-

EUGENE McGUIRE

always less clear.”

Educated at Spring Hill College, in
Mobile, Ala., Mr. McGuire entered
the media field three years ago armed
with a bachelor of science and com-
merce degree and a major in business
administration. After three years with
D’Arcy Advertising Co., New York,
he joined The Muarschalk Co., where
he now buys on the Minute Maid
account.

He did a good deal of media plan-
ning at D’Arcy and emphasizes that

aspect of the media function. ““I like
to get the media plan and talk with
the account and media supervisors
before making a buy,” he said. “And
I try to see the commercial whenever
possible. These preliminaries give me
a better idea of the target audience.
The information should be in the
media plan,” he admitted, “but it’s
still a good idea to get it first hand.”

What made him enter the media
field in the first place? “I enjoy work-
ing with figures, and I like meeting
people,” the buye: replied. Even the
mass of paperwork involved in his
job doesn’t bother him much.

But it is painstaking work and
leaves him less time than he would
like for other media functions. “Buy-
ing is important,” he observed, “but
it depends on planning, and I would
like to have more time for that.”

A bachelor, Mr. McGuire lives in
the Bronx, where he spends his week-
ends on the softball field or the bas-
kethall court. A lover of action sports,
he somelimes sils it oul to walch a
good football or hockey game.

mkets. An 18-week drive will use fringe
muates and some prime 20’s and ID’s.
Bk Tom is the buyer.

ligett & Myers Tobacco Co.
0 Walter Thompson Co., N.Y.)

A l-week push for LARK cigarettes
brks April 16 in 22 top markets.
are the main target of the prime

i!” and fringe minutes. Ethel Melcher
i,

Mn Co., Inc.

(1 ung Smith & Dorian, N.Y.)

A vo-week pre-Father’s Day push for

thi company’s ENGLISH LEATHER
ljf begins June 4 in 25 top markets.
‘e 20’s and ID’s will be used.
Ung is Judy Marston.

'»!‘l» Mennen Co.
W alter Thompson Co., N.Y.)

| Alh-market push for SKIN BRACER
imrPUSHBUTTON DEODORANT

| biks April 16. The six-week flight

E W use fringe minutes and some prime

1ane Rose does the buying.
|

“ute Maid Co.
rschalk, Inc., New York)

rmarket push for HI-C breaks

__ | 17. Kids are the target of fringe
day minutes during the first

~weel_\' flight. An additional three-week

begins May 29, and a third,

Sng for from four to five weeks

_b‘reak July 10. Buying are Gene

“Miire and Vera Barta.

. ision Age, April 10, 1967

Mobil Oil Co., Inc.
(Doyle Dane Bernbach, Inc., N.Y.)

Commercials for MOBIL OIL will be in
about 70 markets for the next ten weeks.
Men are the target of the fringe minutes
and prime 20’s. Buying is Jerry Levy.

North American Philips Co., Inc.
(LaRoche, McCaffrey & McCall, Inc.,
N.Y.)
Commercials for NORELCO BEAUTY
SACHET will be in 47 selected markets
starting April 22. Fringe minutes are
planned for a three-week flight. A
tentative schedule in about 50 markets
for the NORELCO 40C SHAVER is
being considered at this time for possible
kick off around the end of April, but no
definite buy has yet been made.
Maureen Murray is the contact.

Chas. Pfizer & Co., Inec.
(LaRoche, McCaffrey & McCall, Inc.,
NY.)

This company is testing LASPRIN, a
new pain reliever, in three to four
markets. I'ringe and day minutes to
reach women will be used through

the end of April. Future plans for the
prodact are still highly confidential, a
company spokesman said. Jim MeCollom
is the agency contael.

Procter & Gamble Co.
(Benton & Bowles, Inc., N.Y.)

Commercials for ZEST soap will be in
about 30 markets until August 31, Late

fringe minutes are the main vehicle.
Marty Schmidt buys.

Pro-phy-lac-tic Brush Co.

(J. Walter Thompson Co., N.Y.)
Two-week flights starting April 16,
May 14, and June 11 will carry the
word on PRO-PHY-LAC-TIC
TOOTHBRUSHES in about 20 markets.
Fringe minutes will be used. Dorothy
Thornton is the contact.

The Pure Oil Co.
(Leo Burnett & Co., Inc., Chicago)
\ 20-market push for PURE OIL products

will use fringe minutes and prime
20's to reach men through next
December. A heavy-up buy is expected
to come sometime next fall. Russ
Swenson is the contact.

(Continued on next page)
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Ronson Corp.
(McCann-Erickson, Inc., N.Y.)

A one-week pre-Mother’s Day push for
COMET POCKET LIGHTERS will be
in 25 top markets starting May 8.
Late fringe and day minutes are the
main vehicle. Buying is Annette Mendola.

Schick-Safety Razor Co.,
div. Eversharp, Inc.
(Compton Advertising, Inc., L.A.)

Commereials for SCHICK RAZORS and
BLADES will be in about 40 major
markets through June 30. Men are the
target of f{ringe minutes with some
prime 20’s also planned. Ro Brammel
is the contact.

Schick-Safety Razor Co.,
div. Eversharp, Inc.
(Dancer-Fitzgerald-Sample, Inc.,
NY.)
April 30 is slart time on a drive for
SCHICK HAIR DRYERS and MEN’s
SHAVERS. Fringe minutes and 40/20
piggybacks will be in 33 markets for a

two-week flight. Buying are Bill Becker
and Bobbie Cohen.

Sterling Drug, Inc.

(R. K. Manof], Inc., New York)
Minute adjacencies for STRIDEX break
at issue date in 18 top markets.

The two-month push will use fringe
minutes. A renewal buy after the first
push i~ currently under consideration.
The contact is Jerry Strauss.

The Welch Grape Juice Co., Inc.
(R. K. Manoff, Inc., N.Y.)

A seven-week schedule for “WELCH'S”
FRUIT DRINK begins April 17.
Fringe and day minutes and some prime
20's will be used in about 25 markets.
Buying are Yolan Toro and Joy Felstein.

Toro Manufacturing Corp.
(Campbell-Mithun, Inc., Minneapolis)

A six-week push for RIDERS and
TRACTORS breaks at issue date.
Activity will be in over 175 markets,
using fringe, day, and weekend minutes
to reach men primarily. All buys are
on a co-op basis with local dealers,
using dealer tags, but Toro Manufacturing
will assume the bulk of the expense.
Harry Deines is the contact.

WJTYV..sells

Metropolitan
Mississippi

$8,641 Per Household
Buying Income
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Media Personals

WILLIAM SEGAL was named vice
president and director of media at
Henderson & Roll, Inc., New York.

GLENN €. MESSER, formerly direc-
tor of research, was named director
of media and research in the Cleve-
land office of The Marschalk Co.,
Inc. MARION REEVES and WILLIAM
THOMAS were appointed assistant
media directors.

MORT KESHIN, media dircctor at
Lennen & Newell, Inc.,, New York,
was named senior vice president.

SANDY WASSERMAN became a
media buyer on the Revlon account
at Grey Advertising, Inc., New York.

MARY BURACK was named senior
media supervisor at Delehanty, Kur-
nit & Geller, Inc., New York. She
was formerly in charge of tv/radio
and print buying for the agency.

DANIEL BOR¢, media director at
Ketchum, MaclLeod & Grove, Inec.

New York, was appointed vice
president.

CEORCE ROSENKRANC joined the
media department at J. Walter
Thompson & Co., New York, where
he is in charge of planning for
Scott Paper and Mennen products.
He was formerly with Wesley Ad-
vertising, also in New York.

JOuN T, nuctrs joined Hocka.
day Associates, New York as media
director. He was formerly associate
media director at l.a Roche, Mec-
Caffrey & McCall, Inc., New York.

ROBERT 1. ZSCHUNKE joined Earle
Ludgin & Co., Chicago, as vice

president and director of media. He
formerly held a similar position at
BBDO, Chicago. Mr. Zschunke suc
ceeded DAVID MORSE, who trans-
ferred to the agency’s account man:
agement staff.

JAMES E. VENABLE joined Arndt
Preston, Chapin, Lamb & Keen,
Inc., Philadelphia, as media group
supervisor.

Buyer’s

Network Rate Increases

ABC-TV:

KaBC-Tv Los Angeles, Calif,, from
$4,400 to $4,650, effective Oct. 1,
1967.

Kovr Stockton, Calif., from $1,000
to $1,050, eflective Oet. 1, 1967.

Kezi-tv Eugene, Ore., from $300
to $325, eflective Oct. 1, 1967.

ksTy Denver, Colo.,, from $1,050
10 $1,100, effective Oct. 1, 1967.

wnac-Tv - Boston, Mass, from
$3,000 1o $3.250, effective Oct. 1,
1967.

wvec-Tv Norfolk, Va., from $950
to $975, effective Oct. 1, 1967.

wLcY-Tv St. Petersburg, Fla., from
$600 to $625, effective Oct. 1, 1967.

weJa-1v Binghamton, N.Y., from

Checklist

$200 to $225, effective Oct. 1, 1967.

wwtyv Cadillac, Mich., from $475
to $500, effective Sept. 21, 1967.

wrpw-Tv Augusta, Ga., from $450
to $475, effective Sept. 3, 1967.
CBS-TV:

wAFB-TY Baton Rouge, La., from
$525 1o $575, effective Sept. 17,
1967.

kenms-1v Honolulu, Hawaii, front
$375 to $400, eflective Sepl. 17,
1967.

weke-rv Rockford, I, from $2505
to $300, effective Sept. 17, 1()67._
NBC-TV:

wisw-1v Topeka, Kan., from $525;
o $550, effective Sept. 3, 1967.

xtvo Ottumwa, la., from $325 10
€350, effective Sept. 17, 1967.

/ 1
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% Spot newcomers
Spot revenue gains in 1966
we much to “newcomers” to
| pot tv, according to Television
Jureau of Advertising’s annual
ipot TV Report. The top 20
ewcomers, defined as advertis-
rs who did not use any spot
uring 1965 or who spent less
2an $20,000 in that year, ac-
ounted for $11.8 million of the
1,189,346,000 gross time bill-
1gs in 1966.

According to TvB president
forman E. Cash, there were

76 national and regional new-
omers in all in 1966, each
pending anywhere from $20,-
00 to $3 million. Twelve first
mers, including advertisers
ho hadn’t spent over $20,000
i the last five years, invested
total of $7.9 million in 1966.
TvB attributed the total 10.6
er cent boost in spot billings
st year over 1965 in part also
1 spot’s flexibility for the effi-
'\ ent introduction of new pro-
ucts and pointed to the healthy
istribution of investment in-
‘eases among advertisers in
v’s “regular” product groups.
A shift in ranking among
yme of the top ten users of spot
icluded a drop from ninth to
| 2th place for PepsiCo /bottlers.
olgate-Palmolive and Coca
ola/bottlers switched third
11 fourth, Lever Bros. and
tistol-Myers switched fifth and
xth and Warner-Lambert re-
aced Kellogg in 10th position.
rocter & Gamble remained on
p with billings of $77,905,-
00.

——

JTYV..Sells

| L/Ietropohtan

I
|
|
F8 641 Per Household
i | Buying Income
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GARRETT J. SHEAHAN and IRA
ROTHBAUM, both account super-
visors, were appointed vice presi-
dents at N. W. Ayer & Son, Inc.
Mr. Sheahan will be in the Chicago
office, and Mr. Rothbaum will work
out of the New York office.

LEONARD V. KOCH was named vice
president in charge of radio/tv
commercial production and business
affairs at Norman, Craig & Kummel
Inc.,, New York. He was formerly
assistant vice president and pro-
gramming manager at that agency.
PETER GERMAN joined the agency's
London office as an account super-
visor. He previously supervised the
American Home Products account
at Ted Bates & Co., Inc., New York.

JAMES LEVEY, manager of radio-
television program development at
Compton Advertising, Inc,, New
York, was elected a vice president
al that agency.

JOHN V. WEAVER was named direc-
tor, television programming, at
Ketchum, MacLeod & Grove, Inc.,
New York. He was previously net-
work media supervisor with Foote,
Cone & Belding, Inc.

WALTER R. SILBERSACK, ARCHIE C.
DALTON, and C. KENTON, JR. were

Agency Appointments

named vice presidents at Young &
Rubicam, Inc., New York. Messrs.
Silbersack and Thomas are account
executives. Mr. Dalton is an account
supervisor.

THOMAS HOOSON and PATRICK J.
MCGRATH became management super-
visors at Benton & Bowles, Inc.,
New York.

R. BOWEN MUNDAY joined Dancer-
Iitzgerald-Sample, Tnc., New York,

as vice president and account super-
visor on Riviana Foods, Inc. He was
formerly senior vice president and
management supervisor at West,
Weir & Bartel, lnc.

Whitehall Lal);rataes, div.

American Home Prods. Corp.

(Carl Ally Inc., N.Y.)

Commercials for SLEEP-EZE break
May 1 in up to 50 major markets. The

two-month push will use fringe and day

minutes and some piggybacks in a buy
to supplement heavy network activity.
Account executive Jerry Patrick is the
contact.

Wilkinson Sword, Inc.
(Ted Bates & Co., Inc., N.Y.)

A 30-market push for WILKINSON
SWORD BLADES breaks at issue date.
The six-week push will use late fringe
minutes, primarily on sports shows.
Buying are Joe Morrison and Linda

McElfresh.

Williamson-Dickie Mfg. Co.
(Slesar & Kanzer, Inc., N.Y.)

Adjacencies for WILLIAMSON/DICKIE
WORK CLOTHES begin April 16 in
about 16 major markets. The one-week
flight will use fringe minutes primarily,
with some prime 20’s also planned.
Buying is Cathy Jackson.

WTS Pharmacraft, div. of
Wallace & Tiernan, Inec.
(Doyle Dane Bernbach, Inc., N.Y.)

Minutes and piggybacks will sell
ALLEREST and FRESH deodorant in
40 top markets this spring. Activity
begins this issue on the eight-week push,
using fringe and prime spots. John
Ormiston buys.

=

Put the |
middle iSRS
of the 3
mitten..

BATTLE CREEK  anN ARBOR
L} L]

“in the palm of your hand

WILX-TV&

. More efficient distribution of circula-
tion.

. Dominates southern half of circula-
tion. (Lansing and south)

. Puts more advertising pressure where
it’s needed most.

4. Gets you more complete coverage with

less overlap.

WILX-TV
355 Stoddard Building
Lansing, Michigan 48933
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This fire
broke out
Sunday at

The

KTLA
Telecopter
was over

it by

2:15 pm
Fire
Department
was
notified

Immediate coverage of local stories is another

reason why the GEORGE PUTNAM NEWS on KTLA 5
1s Southern California’s most popular mdependent newscast.

CS\VES A Golden West Broadcasters station K? [A -

Represented by Peters, Griflin and Woodward, Ine

KTLA and KMPC, Los Angeles
KSFO San Francisco « KEX Portland » KV Seattle-Tacoma
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Promotion Service

A new service is available
lo stalions interested in what
other radio and tv-outlets are
doing in newspaper promotion,
The company offering it, World
Clippings,  Detroit, provides
subscribers with weekly micro-

g
fiche cards (microfilm contain-
ing 72 small frames) covering
broadcaster ads in the top 40
markets.

The service covers about 125
newspapers und provides about
200 ads a week. Included is a
microfiche reader which en-
larges the tiny frames 2k times
to 8%x11”. The company says
a year’s collection of the “Best:
Ads-Of-The-Week by Radio-TV
Stations” takes up less than one
inch in an irdex file. The read-
er occupies less than a square
fool.

The company says that, aside
from gelting material on pro-
gram and slation promotion,
copy and layout, the user will

find new program ideas.

|

WJTYV..sells

MetrOpolitap
Mississippl

88,641 Per Household

Buying Income
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Gid (Continued from page 27)

g or same cost-per-thousand.
Hece, the longer protection period
i# )l necessary.

| related argument which ties in
thessue of frequent rate changes is
thastations would be willing to pro-
tecin advertiser for a longer period
(m1 a year) if he committed him-
all firmly. “But advertisers dump
ud| soon as the raling goes down,”
<l a rep executive, “so why
dildn’t we take advantage of high-
eblaudiences when they come
algl;?”

ough slations and reps are in-
crelingly embracing the grid as
e find more evidence that it
wils, a number of aspects still
wdly them. They agree with agen-
cis for example, on the dangers of
fréent rale changes. The reps fear,
ol lurse, any situation where com-
pdtive moves are hidden but they
alsgsay that, from a broad industry
p® of view, the ease of hiding
ralt throws a fog over spot tv
prkts which hurts the buyer-seller
reldonship, creating distrust.

Compelling Reasons

4 salesmen, reps are only too
comious that the flexibility of the
erifoffers strong temptations to sell
pric rather than station quality or
the narketing needs of the client.
T key to using the grid properly

les  management,” says Mr.
Grili. “When a salesman has
‘talle, his first reaction is to cut
4 rice and sometimes sales man-
‘gdent will go along. Bad rales
Il out the good. Both top and
saly management must impose a
"rmhand when the grid is insti-
ute”

Qiously, there are compelling
dfitages 10 the grid if its use is
P®ling. These can best be under-
n lerms of tv's relatively short
Y- The tv pioneers were also
slation operators and it seemed
il to take over the latter medi-
practice of pricing by day
As v grew, however, the wide
in audience patterns and the
1g cost of the medium made
""$ayers zero in on specific an-

T
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Color Boosts Public Service

The demand for color product for showing on stations which want to
boast an “all color” format is paying off on the public-service front.
That’s the opinion of the Highland Church of Christ, of Abilene, Texas,
which claims color has enabled it to nearly double its share of free air-
time. The church has produced a weekly half-hour series, Herald of
Truth, since 1954, which it offers to stations for airing as a public-
service contribution.

The series now is on approximately 150 stations, says Robert Holton,
director-narrator-host. Of the total, 60 are recent additions to the line-

S

up, which came in because the show went completely to color in 1965.
(Local congregations in 38 markets buy airtime for the series, Mr. Hol-
ton also noted.)

“While color has cost us about 25 per cent more for overall produc-
tion,” the director said, “we’re now getting at least $1 million worth
of free television time—and a more effective format—for our efforts.”
Production costs on the series last year were about $429,000.

As with commercial and program producers everywhere, the Herald
of Truth producers found that colorfilming meant certain changes had
to be made. Fidelity Film Productions shoots the programs (consisting
chiefly of “fireside chats”) with a single camera on a sound stage in
Nashville or Abilene. Last year, 39 half-hours were lensed, with more
than 180,000 feet of 16mm Kodak Ektachrome Commercial and ER film
exposed. Light on the sets had to be doubled, additional air conditioning
had to be installed, and the sets had to be repainted.

While these problems were licked fairly easily, the switch to color
meant that most of a library of scenmery shots and other background
footage—in black-and-white—had to be scrapped. Some 5,000 addi-
tional feet of color film were shot to provide the nucleus of a new
library. A Fidelity crew plans to spend about 30 days this year, as it
has in the past, lensing new “visual art”—waterfalls, paintings, the
hands of an aged person, children at play, etc—to dramatize what the
speaker is saying.

The problem of the delicate nature of color prints has also been
considered, and solved. Now, 15 color prints are made from each pro-
duction. Prints are not bicycled from station to station, but must be
returned to Fidelity in Abilene after each showing. The company in-
spects, cleans and waxes the prints before sending them to other stations.
Mr. Holton claims the extra care permits Herald of Truth films to aver-
age more than 70 showings per print.

|
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his market really needs. “He might
buy 300 dozen instead of 100 dozen
because he knows he’s going to sell
tv time,” he said. “He can really get
into bad trouble because you can’t
move all the toys bought artificially
to boost time sales.” Mr. Steiner said
he did not think the incidence of job-
bers using their toy-buying power to
force manufacturers to buy tv time
was increasing,.

At least one other advertising di-
rector of one of the biggest toy com-
panies strongly disagrees. “Unfor-
tunately, jobbers frequently use their
toy-buying power to clobber the toy-
makers to buy tv time,” he said.
“Many companies pay more, and it
becomes, in effect, an advertising al-
lowance. When it first started about
ten vears ago we thought it was a
good way to save money. Some sla-
tions gave the jobbers 52-week and
end-plan rates, and many of the job-
bers would then offer us good rates.
If it were always handled on a busi-
nesslike basis it would be a good
thing, but there are too few built-in
controls. Nevertheless, it is almost
impossible to stop buying from job-
bers once you have started.”

Pay More, But—

Some toy companies that place spot
tv through jobbers readily concede
they often pay more than they would
otherwise. But they say the jobbers’
extra services are worth the extra
money. The jobbers frequently ar-
range for special local promotions,
set up point-of-sale display, run di-
rect-mail campaigns to retailers giv-
ing last-minute information on tv
schedules, organize sales
and conduct toy seminars.

conlests,

But even the local promotional zeal
of many jobbers can sometimes work
against the toy manufacturers’ inter-
ests. This is especially true in the
area of commercial tag-lines. Jobbers
frequently throw in tags promoting
those outlets that have purchased
their lines, chopping the commercial
without the permission of the toy
company.

Tag-lines explain why more retail-
ers are now buying time and re-selling
it to manufacturers. “Some retailers

70

are now selling time, the chief pur-
pose being to add their own tags to
the commercials. We feel that tags
are illegal unless equally distributed
and therefore we never permit them,”
said one toy ad director. “If the re-
tailer or the jobber insists on the
tags, as they often do, we don’t buy.”
For the first time many companies
wrote into their agreements with job-
bers that no tag lines, audio or video,
will be permitted, and threatened not
to pay for tagged spots.

No Commissions

Another problem area: since the
jobber places the schedules, the sta-
tion answers to him and not the toy
manufacturer. Increasingly toy com-
panies are insisting that the spots be
delivered exactly as ordered for pre-
emptions and make-goods can be a
problem. Some companies now insist
both the time periods and program-
ming must agree with the description
of availabilities and orders placed.
Make-goods are not accepted unless
they have been approved by the com-
pany; run-of-station spots and jug-
gling of a company’s various com-
mercials within time periods are less
common this year.

The stations are pulled in opposite
directions on the subject of jobbers.
On the one hand they want jobber
accounts because jobbers enable them
to cut back on their sales effort and
expense. But to the extent the jobber
profits off his tv brokering, the sta-
tions are displeased. The
should be theirs.

Practically every station in the
country, however, now sells time to
toy jobbers. There are fewer and
fewer hold-outs. In January, for ex-
ample, WoN-Tv Chicago began selling
to jobbers for the first time in its
history. Most toy manufacturers feel
the station has the most outstanding
children’s programming in Chicago
and regret its decision.

The area of commissions often
spells the difference whether a com-
pany pays more or less through
Jobbers or directly to the stations.
Many jobbers are associated with
agencies (usually house agencies)
that actually do the tv buying and

profit

selling. This agency frequently ge
the commission. From the toy cop
panies’ point of view, this strains 1
lations with its agency that is threg |

ened with a loss of its spot billing! !/

I

Some companies split their billin

with the jobbers’ agencies, and othe ' ¢

have been forced to set up a speci)
fee arragement with their agenci
to keep the account worthwhile.
The main reason most agencit
and station representative firms ai
actively against jobber tv is becaus
of commissions. “Jobber tv involve
millions of dollars of advertisin'
time,” said one station rep executiv
“From our standpoint it’s difficult t
handle, but we feel quite honesth
this business should be dealt with il
such a way that we would be com
missioned. If jobbers can do it fo
toys, why not every industry? Ther
we would be out of business. In the
past three or four years the toy job:
bers have ballooned into a major
problem for us. Initially it looked
like a smart idea, but in the long
run it’s hurt spot tv—and that means

it hurts the station and us. It’s a .

better policy to let the stations’ na:
tional reps sell the national spot and
let the stations’ local sales department
sell to local customers. Practically
all toy business is national spot. The
manufacturers thought they were get-
ting a good deal, but now are being
put under the gun by their jobbers.”

It it Legal?

One reason many toy companies
are reluctant to discuss their com-
mitments to jobber tv simply i
that many feel it is a legally ques
tionable practice. They are similarly
reluctant to discuss the situation
with each other because it might be
construed as limiting competition.
Jobber tv is thought to be legally
suspect because a toy company, by
giving business to one jobber and
not all, might be discriminating
against its customers and tending to
limit free competition.

In view of the jobber effects on
spot television, it would appear the
problem is no longer one of concerd
only to the toy industry, but to the
television industrv itself. e
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flerson Productions also tapes
7} Villagers, a weekly half-hour
gor show running from rock to
ya: and syndicated in 16 markets by
" i Attractions, a company based in
*\Citlotte. Executive producer on the
shv is Jim Owens.
»mmercials-taping, however, is the
dopany’s principal activity, and in
Sl four years Jefferson Productions
habeen in existence, Mr. Dillon esti-
m2s it has handled well over 1,000
asznments. Currently Jefferson Pro-
"dvions is doing all the work in
Dicer - Fitzgerald - Sample’s  “mys-
te” campaign for Rival dog food.
Tl six-week campaign has just run
viaks;ourse in Chicago and may soon

i ki: off in New York.

'

b
b
I
|

he mystery campaign, involving
fiy 60-second spots, six ID’s and a
diecond sales promotion spot, was
sh last November and was com-
pl:d a day ahead of schedule, saving
eiit hours from the production
buget.

ne reason for this efficient per-
lonance, Mr. Dillon remarked, was
th thoroughness of the pre-produc-

fit preparation, which began weeks

bere the first shooting-day.

Long Client List

! ’.nother series, for Bunker Hill, a
biad of “real, Southern beef stew,”
W( awards in several national com-
micials festivals last year: in it, two
M. in Confederate uniform meet
9% a campfire for an exchange of
S€let war information, but the fat
o1 soon discovers the skinny one is
d/'ankee spy when the disguised
¥ik asks the Reb to share his sup-
P& The onion flavor in the Yankee
he’ stew is a dead giveaway.

1 the past couple of years, and
@ecially since the opening of the
¢ color studio, more and more
%onal accounts have come to Char-
9> to tape, Mr. Dillon said. He
f¢d that the new studio has been
beked to capacity since it was
Oned. On two recent days, Carl
R-"rod, senior vice president in
thrge of broadcast production at
Wst, Weir & Bartel, was in the studio

Tl-m‘sion Age, April 10, 1967
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Asa Stallworth, (1.), formerly general
manager of WJBF-TV, Augusta, Ga.,
is now executive vice president of
Fuqua Communications, Inc., with
responsibilities for broadcasting oper-
ations in four states. He is succeeded

by John Radeck.

with director Lee Trenner, working
on a series of color spots for Dr.
Scholl’s foot treatment line. On the
floor, three production crewmen in
freshly pressed chinos and white
short-sleeved shirts moved cameras
and setups in response to the direc-
tions reaching them through the ear-
phones, while a “foot” model stood
poised nearby to stick her toes into

. the picture. The crewmen, according

to Mr. Rigrod, are eager to work
with producers and directors from
out of town, and so have contributed
to “the creative climate.”

A number of other major agencies
have taped at Jefferson Productions:
Ted Bates, Clynz-Maxon, Young &
Rubicam, Benton & Bowles, J. M.
Mathes, Cunningham & Walsh, J.
Walter Thompson, N. W. Ayer and
Doremus.

From Atlanta have come producers
from Burton-Campbell, Burke Dowl-
ing Adams, Tucker-Wayne and Mars-
chalk; and others
numbers from all over the Piedmont,

have come in

from the cities of the coast, and from
far beyond the Appalachians.

Recently, for example, the studio
taped a series with Louis Nye for the
Hoosier Oil Co. FFor the Liberty Life
Insurance Company, it took a remote
unit out toward the Smokies to tape
a series of hunting and fishing spots
with  Bobby Richardson, former
Yankee star.

Lately Jefferson Productions has
been pioneering a new field; furni-
ture advertising in color tv. The
studio has made a number of color

commercials for big furniture manu-
facturers in North Carolina, among
them Henredon, Cabin Crafts and
Drexel. The commercials are to go
out to the markets on a cooperative
basis with department stores.

On staff at Jefferson Productions
are a number of experienced tape
producers: production manager Jim
R. Rogers; senior producer-director
Donald E. McDaniel; production
assistant Reg Dunlap, and technical
operations director Frank F. Bate-
man. Mr. McDaniel has worked in
commercials production in Charlotte
for 14 years, and was a producer-
director for wBTV for the past seven.

With an experienced staff, and now
with the latest equipment, Mr. Dillon
said that Jefferson Productions has
become one of the top five tape pro-
duction houses in the U.S.

His estimate does not seem inflated
in view of what has been said about
the company by knowing producers.
David Davidow, producer at D-F-S,
said, “It’s gratifying to know that
after our fourth trip down there the

‘there's no question when buying

JACKSONVILLE

MORE

love

WIKS STV 1]

Represented by
Edward Petry & Co., Inc.

@ A RUST CRAFT STATION
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When RCA announced a cut-back
in production of color sets recently,
rumo-s went buzzing from Wall St.
to Madison Avenue. What did it
mean? What was the reasoning be-
hind it? What would be the effect
on the industry . . . the economy?

Now the reason for the move can
be revealed. In fact, it was revealed
in a New York Times article. Color
sets, it seems, are being shunned by
women with a particular problem:
obesity. The Times, in reporting on
the activities of the Weight Watch-
ers (the fat lady’s counterpart of
Alcoholics Anonymous), covered a
meeting of the group, and an alert
reporter heard a woman tell “how
she had cancelled an order for color
television because the food commer-
cials looked too appetizing.’

It’s “understood that RCA engi-
neers are working on a new lo-cal
color sel that automatically will go
to black-and-white when food com-
mercials come on.

>

Those who have long been taught
that “cleanliness is next to godli-
ness” may want to change the motto,
substituting ““television” jor “clean-

THE LIGHTER SIDE

liness.” Aga'n, the source of inspira-
tion is the Times: which noted re-
cently in an article on a new school-
building :

“Teen-agers on the Fordham Uni-
versity campus in the Bronx will be
going to school by 1969 in a low,
circular building with « chapel at
the top and a television studio be-
low.”

(Now waich
pounding the “God is dead” theory,
argue the tv studio should be on

top.)

some student, ex-

Hey, they’re giving away free tele-
vision sets. All you have to do to
get one is lease a Lincoln Continental
for $1,500 a year—and it helps if
you’re a member of President John-
son’s cabinet.

The Associated Press reported
from Washington that Defense Sec-
retary Robert McNamara, Secretary
of the Treasury Henry Fowler, and
Health, Education and Welfare Sec-
retary John Gardner have had Sony
receivers installed in the back of
their McNamara,
said AP, got his set first, two years
ago, and Mr. Fowler had his put in

limousines. Mr.

13 .
I don’t care whether it already ran as part of a tv series . .
was made as a pilot for a v series . .

feature-film showcase . .

. whether it
. whether it’s a movie made for a tv

. or whether it’s just a movie that eventually will

be on tv—I still don’t like it.”
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In camer:

il

last year. The Gardner set has be
in just a few weeks.

Messrs, McNamara and Fowl
get their sets free in their Lincol
as part of standard equipment. ¥ [)
Gardner, though, is cruising arou
in a leased Cadillac that only co
$1,000 a year—so his set was $2
extra.

No one is confirming or denyi
it, but there are reports that at lea
two different research firms are tr
ing to monitor the cabinet membe:
viewing to prove the upper-incom
upper-educated levels are watchir

tv.

Timebuyer turnover is always
problem, but Avery-Knodel ran u
against a real case of it recently
A few months ago KOLN-TV Lincol
had a contest for buyers, who ul'
to estimate the station’s coveragll
with its new tower. After all thil
guesses were in, and the rating
the winner was declared: St
Miguel, assistant buyer in the St
Francisco office of Dancer-Fit
gerald-Sample. But when Averyss
Knodel went to give him his $50
prize, Stan had disappeared.

Instead of throwing a big b #‘J
or buying a new piece of furniiis
for the office with the $500, the a!ji

charge and was already out of U
army.

More tracing. He wasn’t at a Ti
agency. He hadn’t become a
salesman. He wasn’t even: open¥
his own media consultant office- &
was enrolled at San Francisco St
College, working toward a masé
degree in biology.

He cut a class to run into &
Avery-Knodel office and pick up
$500.
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How would you like
{0 have this guy’s success
with women?

the st year, The Merv Griffin Show has small throughout the country. It you’d like to increase your success with
tripl its number of stations. Merv is now With his witty companion Arthur Treacher, women, or you'd just like to have a track record
id [od in more than 80 major markets. Merv packs 60 to 90 minutes with fun and games like Merv’s werking for you, call the man from
w dis he rate with females? In Chicago and exciting guests. And because he’s such a good WBC. He'll arrange everything.

anc with four VHF stations) Merv gets sport and a great host, everybody wants to get

shi: of total women. And nearly that into the act. (Somebody once said that the only WBC PROGRAM SAI_ES' INC_
1 otheir jealous husbands. He has an people not watching The Merv Griffin Show are 240 west 44 Street. N.Y.. N.Y. (212) 736-6300.
isivirack record in markets large and the celebrities on the Merv Griffin Show.)
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MBEr 66 share o women viewers 4.5 pm The audience figur J . : " T o FrT——— L
s ol vice noted or deseribed in thai. relpon. udience tigures shown are a reflection of the original survey estimates. Their significance is a function of the techniques and procedures used. The figures are subject to the




In First Week Sold To...

& ALBANY,GA. . WALB CLEVELAND WIW  KANSAS CITY . KCMO  NEW ORLEANS  WVUE
. ATLANTA WAGA  COLUMBUS, OHIO WBNS  KNOXVILLE WBIR  NEW YORK
BATON ROUGE .. 'WBRZ  DALLAS ghi’a‘egn’gg‘gs'au‘;°s:’;.:‘: LAS VEGAS KLAS  PHOENIX
BOSTON WSBK  DETROIT WIBK LOSANGELES . KHJ SEATTLE
¥ CHICAGO _ WGN  GREENVILLE, S.C. WFBC  MILWAUKEE WITI  TOLEDO

e - . - %

As always. . ’;HE DIFFERENCE IS&
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