LIDRAR Y
IN 47401

5980
STYU L AN UINEL YVENR DL I T

25 Years of
Advertising
Contributed
For The Public Good

SERIALS DEPT
BLOOMINGTDN

~

5.473,581.000
TV
NAPRESSIONS

On Behalf Of The U. S. O.

Tit's the extent to which the Petry repre-
déted TV stations impressed the public
wfh the need to help this Advertising Coun-
d:ampaign last year. These stations be-
ite In serving as well as selling.

THE ORIGINAL STATION REPRESENTATIVE

‘. il .

"HWPETRY REPRESENTED TELEVISION STATIONS -
-RESPONSIBLE AND RESPONSIVE

EW YORK - CHICAGO * ATLANTA  BOSTON
DALLAS + DETROIT » LOS ANGELES
NILADELPHIA - SAN FRANCISCO « ST. LOUIS

SEPTEMBER i1, 1967; FIFTY CENTS

Television Age

What'’s new in news

l-issue report on developments in a dynamic medium




Remember, though, when you write you
can expect an answer and that answer
isn't alweoys gaing to be a polite thonk
you. Your congressman may just write
back and ask you to help do something
about the problem you brought to his ct-
tention. But don't let that stop you. Go
ahead ond write your letter: Shouldn’t
there be a traffic light on that bad corner?
Don’t you think your children’s classrooms
should be less crowded? And what about
a new field for the litle league to play
on? Shouldn’t more of our tax money be
spent on domestic problems instead of
manned moon probes? Should our draft
laws be more equitable and shouldn’t
Congress have a uniform code of ethics?

You see, there are lots of things you can  Pick a subject and write. |
care about. D 1 think you're doing a lousy job
Give yourself half o chance and you of repregenting me.

can even get involved. Becoming in- O “:“"k 700'7‘0"‘909”0”05
of representing me.

volved means you have to be ready o ) bl e ot taws should be

risk certain things like disappointment

g more equitable.
and conflict. But the rewards are great. g yspnink smog control and water

When you help accomplish something pollution controls should be
worthwhile you really feel good. mandatory nationally.

Now how many times in your life O lhave ason who wouldlike to
have you really felt good? getinthe Naval Academy.

So go ahead and get out that clean
white sheet of paper and your trusty ball
point and fire away. If you don’t know

ite i i WABC-TV, New York
Wh,o to write in our area, write us onld owﬁgg oy WA
we'll send you a book called “Who's e WXYZ-TV, Detroit
: : " et s Television KABC-TV, Los Angeles
Who in Public Office,”” then you'll know. Stations KGO-TV, San Francisco

The ABC Owned Television Stations
want you to write.

We are involved in our communi-
ties, in our country, in our world. We take
sides on important issues. We report
them, we editorialize about them and
sometimes because there are people
who are involved and write letters and
talk to other people and make waves,
things happen. Not every time, but if
more people didn’t turn off their minds
after they turned off their sets, maybe
more things would happen.



WHEN YOU'RE IN THE MARKET
FOR SALES...

. Goodland
KLOE-TV
. Hays
SOURCE KAYS-TV
ARB TV COVERAGE /65

Dodge City ‘rlivtlfl:gt.:i?lson
Ensign
KTVC Y

THE KANSAS BROADCASTING SYSTEM
delivers a sales potential larger than many

major markets. Four leading Kansas television Larger
stations combine to offer coverage in 88 pros- population than
perous counties. Compare the KBS market to SAN DlEGU
the major markets on your ‘must buy' lists.
Metro Area
More
TV Homes than
MIAMI
Larger
TRS than Metro Area
CINCINNATI
Metro Area
Larger ONE ORDER — ONE INVOICE — ONE CHECK
CSI than

DENVER KANSAS BROADCASTING SYSTEM
Metro Area KTVH  KAYS-TV KLOE-TV  KTVC

Wichita Hays
Hutchinson Ensign

| Sold nationally by Avery-Knodel, Inc.

Goodland Dodge City
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Facts in focus...

the NSI
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Finger-tip information
issued 6 times a year:

e maps of NSI (and/or Metro)
areas

e roster of reportable TV
stations

o Day part average audience
estimates (% hr. & cumes)

e and more
all in one handy volume

For complete details
call, wire or write

Nielsen Station Index

NS! EXECUTIVE AND EASTERN
SALES/SERVICE OFFICE

NEW YORK (10019)
1290 Avenus of the Americas - 956-2500

NS! SALES/SERVICE OFFICES
CHICAGO (60601)

360 N. Michigan Ave. . 372-3810
HOLLYWOOD (90028)
1680 N.Vine St. - HOllywood 6-4391

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

a service of >
A.C.Nielsen Compan

CHICAGO (60645)
2101 Howard Street + 465-4400
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25 THE DYNAMIC MEDIUM

A full dish of news events, spiced with controversy, is spur-
ring tv coverage of world happenings.

28 NEWS UNDER FIRE

Eflorts to shackle tv coverage are increasing, says new

RTNDA president.

30 PROGRESS AND PROBLEMS

The three network news presidents review accomplishments
and tackle questions about proper news treatment.

32 TV'S RISING WASHINGTON STATUS

Congress resisted rise of broadcast press but today video re-
porters are the fair-haired boys.

31 OF NEWS AND LEAD-INS

An ARB study analyzes the effect of late-evening network
programming on the late news.

02 WHAT THE FCC FIGURES SHOW

An analysis of tv revenue data and what they reveal abo:ut
trends in spot and local advertising.

DEPARTMENTS
10 Publisher's Letter 37 Viewpoints
Report to the readers Programming pros and cons
12 Letters to the Editor 38 Film/Tape Report
The customers always write Round-up of news
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The way it happened 4 man in the news

Television Age is published every other Monday by the Television Editorial Corp.
Publication Office: 440 Boston Post Road, Orange, Conn. Address mail to editorial,
advertising and circulation offices: 1270 Avenue of the Americas, Rockefeller Center,
New York, N.Y. 10020. Circle 7-7660. Controlled circulation postage paid at New York,
N.Y. and at Orange, Conn.

Television Age, September 11, 1967




“Channel 2 did much the best TV job of covering the

tragic Newark race riots and generously shared the

film last night with non-commercial Channel 13
BOB WILLIAMS, NEW YORK POST, JULY 15

“WCBS-TV is on the job with Newark riot special
Channel 2 can take a bow for delivering a half-hour
report yesterday afternoon on Thursday night’s riot-
ing in Newark. ... In addition to excellent films of the
outburst, the 1 PM telecast, which preempted ‘2 at
One,’ showed Governor Hughes' press conference,
plus interviews with Negro leaders, Newark’s Mayor
Hugh J. Addonizio and eyewitnesses. Reporters Chet
Curtis and Martin Steadman provided firsthand ac-
counts and gave background....”

KAY GARDELLA, DAILY NEWS, JULY 15

“[WCBS-TV], which has given an outstanding cover-
age of the tragedy, devoted another special to the
gory outbreak during the evening.”

BEN GROSS, DAILY NEWS, JULY 17

“The Ch. 2 ‘Newsmakers' program abandoned a chat
about Mayor Lindsay's ‘Summer Task Force' and
switched to the tragic social battle-ground of Newark.

It is in time of public emergency that it becomes most Clearly
apparent why WCBS-TV maintains the largest and most professional
local television news staff in the country. Not content to rely on news
wire services or simply to broadcast highlights of a major story,
is able to throw the skills and experience of nearly 150
seasoned news professionals into providing on-the-spot live (and/or
film} coverage plus background, cause and effect as well From many

WCBS-TV News

locations at once.

The repeated notice taken by the press of the WCBS-TV News riot
Coverage confirms what has been apparent for some time to viewers:
that WCBS-TV News has set new standards for broadcast journalism,

and in doing so has surpassed all others, by far, in the dimensions of its WCBs_-rvz

service to the community.

!.
|
!
[
¥

b
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...Theresult was a ‘live’ interview with Mayor Addoni-
zio and Gov. Hughes. Ch. 4 at the time was replaying
anold repeat....Ch. 7 also was preoccupied with pro-
gramming echoe Ch. 2 again wisely dropped a
scheduled ‘Eye on New York’ replay and instead went
for an ‘Eye on Newark’ venture, in which its reporters
were given an opportunity toexpress their viewpoints
on the violence. ... It was a remarkable day for good
local TV journalism on the part of Ch. 2....By the
time Ch. 4 got around to ‘special’ attention to the
Newark story at 11:15 last night, there was another
big story brewing, the rail strike....”

BOB WILLIAMS, NEW YORK POST, JULY 17

‘The depth and drama of the [WCBS-TV] television
Coverage impressed New York viewers who regis-
tered shock at the graphic depiction of the ‘battle
zone' a few miles away

EDITOR & PUBLISHER, JULY 22

“Friday’s 6 p.m. news on WCBS-TV had an excellent
riot wrapup lasting through the first half hour of the
show...well ahead with the up-to-the-minute report.”

VARIETY, JULY 26
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Sel/ IDAHO!

KBOI-TV Boise serves ldaho's

capital . . . the state’s key

retail and distribution

center. Boise’s influence
extends to every part

of Idaho

KBOI-TV reaches more
homes, men and women
from 7:00AM to 1:00AM
than any other ldaho

television station.

NSI & ARB Feb -Mar. '67. Au-
dience measurements are esti-
mates only, based on data
supplied by indicated sources
and subject to the strengths
and limitations thereof.

R BB 1
B - \ s . I \j

TELEVISION
Channel 2 CBS
BOISE

Aftil.ated with Bonneville International sta
tions, KSL-TV Salt Lake City, KIRO.-TV Se
attle, KID-TV Idaho Falls.

Represented by |
P Q@ crers. @ riFry. P 0 oDWARD, we.

J [
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When hundreds of men were hunting the
Mad Mountain Man of Shade Gap, we sent a woman.

William Hollenbaugh was a killer on the loose.
With him was Pegev Ann Bradnick, the 17-

ar-old girl he had ki(lr{upe(l.

For six days he dru:ged her lhrough the Penn-

lvania mountains.

Thisseventh dav would be his last.

Marie Torre, of Group W station KDKA-TY
i Pittshurgh, was covering the storv. She had

>nl the previous night at a police stakeout near
l.)llenl)uugh’s cabin.

This morning she was tuned 1o a police radio
wien the bulletin came over the air. The Mountain
\in had been shot. Peggv Ann was being rushed
ta hospital.

Mariedrovetothe County Medical Center. But
yoadblock stopped her near the gates. Police were

ping oul the press.

Spotting a carload of volunteer riflemen.

Marie flagged it down and jumped in. Crouched
low, she rode through the barricade.

Atthe hospital, the news was good. Peggy Ann,
scratched and bruised, would be all right. In a
short time, KDKA-TV viewers saw the familiar,
but dirty face of Marie Torre. She was delivering
the story they had waited a week to hear.

The Shade Gap kidnaping was a tough assign-
ment. But that didn’t stop us [rom sending Marie
Torre up the mountain.

Because Group W stations don’t hire women
just to cover the stories that are of interest 10 other
women.

As [ar as we’re concerned, a good reporter is a
good reporter. Man or woman.

Anditdidn’t take GROUP

Marie Torre long to I(DI(A'T‘IZ W

[)I'OVC us l'iglll. WESTINGHOUSE BROADCASTING COMPANY



The Embassy of ireland

His Excellency William P. Fay,
Ambassador of Ireland, and Mrs. Fay
in the salon of the Embassy . . .
another in the WTOP-TV series on
the Washington diplomatic scene.

WTOP-TV

WASHINGTON, D.C.
Represented by TvAR
A POST-NEWSWEEK STATION

Photograph by Fred Maroon






NOON TIME

PRIME TIME

SHREVEPORT!

KSLA-TV's “NOON NEWS” (12-
12:30 pm., Mon.-Fri.) DELIVERS
MORE HOMES than EITHER OF
OTHER TWO STATIONS delivers
IN PRIME TIME! (6:30-10 pm,
Sun.-Sat.)*

Look at the figures! KSLA
TV's “Noon News'' delivers:

97,600 Aduits
63,300 Women!
66,900 Homes!

72 % Audience Share!

Only KSLA.-TV’s prime-night figures
(6:30-10 pm, Sun.-Sat.) manage to
top this noon-time delivery in Adults
and Homes!

A Rating Fluke . . . ?

No . .. Things were the
same way last Fall!

Interested in some Noon Time
Prime? See your H-R-P rep for
limited availabilities in this . . .
and other prime news blocks.

KSLA-TVEI2

SHREVEPORT, LOUISIANA

*A.R.B. Feh.-Mar. '67 (Subject to reasonable error)

100

Letter from the Publisher

Tv’s

The coverage of riots or “disturbances™ places an awesome re-
sponsibility on everv station manager in the country. The problems
of coverage are not confined to the major markets. Upheavals can

Awesome Responsibility in Riot Coverage

and have occurred in cilies ranging in size from Dogalusa. La. to
Cambridge, Md. to Svracuse. N.Y.

The accusation that television has intensified and. in fact. gene-
rated many incidents is not only unfounded hut is irrational.

There were riots, disturbances demonstrations going back in his-
tory—long hefoie television was ever on the scene. That the medium
mirrors soctelv’s woes is what gives it such great impacl.

On the other hand the medium cannot duck the respounsibility on
how these disturbances are handled. As a matter of fact. the major
news services and the networks have cautionel their newsmen and
cameramen 1o reporl a racial disturbance in a calm matter-of-fact
manner

underplaved rather than overplaved.

NBC News Director Rex Goad, in an interdepartmental memor-
andumn to the network’s newsmen, has sel up specific guidelines on
handling racial disturbances. These suidelines are designed not o
curtail coverage but to insure its responsibility. “Thev are,” he
points oul. “journalistic basics that newsmen know but must not
foreet in the heat of covering a big story

“Qur job is to report the storv. not to promole it. No more predict
violence than vou would a bank run. Pinpointing a specific location
in a riot,” he continues, “hefore police have cordoned it off. may
serve onlv lo allract participants and spectators. A riot should nol
be covered like a foothall game.”

There has been a great deal of discussion these past several weeks
as to whether television stations should enter into local inlormal
agreements. The media in some ci|ies have informally agreed not 1o
report a racial disturbance until it is under control. Others have
agreed not lo broadcast any news or pictures until at least one-half
hour after a major disturbance is underway.

The neiwork news chiefs take a broad perspective of these agree-
ments. They feel that these arrangements can be extremely danger
ous to free and unfetlered coveraze of a local calastrophe or a major
mishap.

On the other hand station management and individual station
news directors feel a grave responsibility to their own community. It
would seem that the execution of this responsibility should be firmly
in the hands of the individual station managers who will be faced
with inereasingly diflicult decisions.

Television. in fact, can and has exerled great inlluence in pre-
venting racial disturbances. For example. in Saginaw, Michigan.
Tom E\non news director of WNEM-TV, was able to convince
militant negro lealers 1o appear on the station and appeal 10 th
negro vouths to stay ofl the streets and to *keep it cool.

As a resull. a tense calin prevailed. The previous night eight per-
sons had been wounded. store windows had been brul\en fires had
been starled and the city was almost in a stale of seige. It is an ac-
complishment of which the station can be justly proud.

Cordiallv.

//%“z
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For television news directors:
a ticket to broader horizons.

The first international conference for TV news directors will be held
in Paris on October 26 and 27 under the auspices of the Radio Television
News Directors Association and Time-life Broodcast.
Virtually every TV news operation in Europe will be represented. We
will compare organization, techniques and standards with news professionals
who may broadcost in different languages, but who share common problems,
The cost of transportation and lodging is an investment in television
news leadership for your station.
For full details, write Richard Krolik, Time-life Broadcast, Time & Life |
Building, New York, New York 10020, or call 212-556-4221.

NERT- 1
AIANTIC

RN [
DRECTeRS |
CENTRINCE

RTNDA-TIME/LIFE BROADCAST i l
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. Finally, a professional-quality 16mm camera with utterly
siinple, totally reliable automation. The new Canon Scoopic-16
is the perfect tool for sophisticated or novice cameramen

who have to shoot instinctively and get it right the first time.

Scoopic-16 combines fully automatic CdS exposure control
and an integral 13-76mm zoom lens with reflex viewing,
electric drive and automatic loading. It frees you to follow the
action and make your shot—no fussing with meter,
diaphragm control or lens turret. Even loading, of standard
1emm spools, has been automated.

And Scoopic-16 is engineered for your comfort. Everything
about it—from its contoured hand grip with convenient
thumb action shutter release to its light weight and balanced
design—was planned to give you the ultimate convenience
in hand-held action shooting.

If you're the kind of guy who has to go where the action is,
you'll want to go there with the new Canon Scoopic-16.
it's your kind of camera. By design.

New Canon Scoopic-16: Uses 16mm film, single or double perforated

on standard 100’ spools. Canon-Zoom lens, 1.6, coated. Zoom range
13-76mm, ratio: 5.84:1, focusing to 5 ft. Fully automated, motorized CdS
exposure control system (with manual override) cross couples to

all running speeds, all ‘f’ stops (f1.6—122), all films ASA 10:320. Selected
aperture shows on scale in viewfinder. Running speeds: 16, 24, 32, 48 fps.
Self-threading. Thru-the-lens viewing. Built-in focusing glass.

Viewing prightness not affected by ‘t’ stop. Corrective, adjustable
eyepiece. Self-resetting film counter. Motor driven
by one 12.5V interchangeable, rechargeable

nickel cadmium battery (shoots approximately

8 rolls per charge).

See the Scoopic-16 at your dealer’s or
write for literature. Canon U.S.A,, Inc.,
550 Fifth Avenue, New York, N. Y. 10036

Canon

NEW CANON
SCOOPIC-16.
FIRST 16mm
“POINT-AND-SHOOT”
ELECTRIC

CINE CAMERA.
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Letters
to the
Editor

H-R Clarifies TARGET Stand

Your article on Media Comp, Inc.
(Newsfront, TELEVISION AGE, August
14) leaves the impression that H-R
Television has endorsed TARGETS
as an intermediale phase in our con-
version from the pioneer IBM 1401
availability system to our new on-line
360 data communications network.

This is not so. To date, we have
received a presentation by Mr. Wy-
man and Mr. Shepard and are evalu-
ating the possible value of their sys-
iem to station representatives and
stations. Nothing more.

[ would also like to correct the mis-
impression that we are just now in-
stalling a 360 system and that our
target for going “on air” is late
spring of 1969. H-R has been in busi-
ness with its 360 since March of this
vear, performing a multiplicity of re-
search and accounting functions. The
only area of delay is in respect to our
overall communications network. due
to the wnon-availability of certain
equipment.

MARTIN E. GOLDBERG, Vice President
Research and Data Processing

H-R Television, Inc.

New York, NY. 10017

(Ed. Note: The TELEVISION AGE
story said H-R is “considering using”
TARGETS. The “on air” reference
was to the overall communications
network.

‘Better Than The Booklet’

1 have just read the two-column
box which you devoted to our most
recent brochure in your current is-
sue (Spot Repori, TELEVISION AGE,
August 14).

It was handled in a masterful way
and did an excellent job of summing
up our company s recenl activities on
behalf of the Spot Television industry

an even better spell-out than the
hooklet itself.

We are delighted and grateful for
this coverage.

ROBERT L. HUTTON JR.
Vice President
Edward Peiry & Co.
New York, N.Y. 10022
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MMEDIATE...INCISIVE...INCLUSIVE! News: Designed for Milwaukee

ITMI-TV brings Milwaukeeans news as it happens ... from where it's happening! On-the-spot local reporting

helicopter and mobile units. World coverage by wire services, news bureaus, network facilities, sports and
eather wires, and video tape Complete news coverage...fast! Experienced, intelligent reporting and
#terpreting by the area’s largest news staff provides more in-depth broadcasts than any compet-
ig station. And 20 vears of experience, coupled with

Milwaukee's most modern broadcast facilities,
ve viewers the best rated news* Designed for Milwaukee.

WTMJI=-TV
C. Nlelsen Co.. Oct 20-Nowv. 2,10-23 1966 (5:30-6:30 "

M., Mon.-Frl.. and 10:00-10:30 P.M.. Sun -Fri.) COLOR IN MILWAUKEE

2 Milwaukee Journal Station © NI i Ml oL - 5



THE g1G NEWS

on WHIO-TV, Dayton, Ohio — 6 p.m. to 7:30 p.m., Mon. thru Fri.

First 90-minute news in Dayton — First full-color news, weather and sports ||

ED KRAHLING
Local News

TOM FRAWLEY
News Director

%

4

TOM HAMLIN
Sports Director

MORT BEACH
Downtown Dayton

ANDY CASSELLS
Downtown Dayton

DON WAYNE
Local-Business News

JOE WISSELL
General News

%
t,,?
Y

LYLE STIEG
Mititary Atfalrs

CHUCK UPTHEGROVE
News and Photography

BOB TAMASKA
Reglonal News

DICK BIESER
Weather

On the air for one year, this complete 90-minutes of news has increased view-
ing homes 28 percent* from 6 to 7:30 P.M. with full-color news in a variety and
volume never before provided in the Dayton area. Anchor program is Huntley
and Brinkley, and in half-hour segments on either side WHIO-TV’s favorite
news specialists will present complete coverage on sports; state, local and
regional news, women's features; a Wright Patterson Air Force Base report,
business news; daily filmed reporis from Ohio and the Miami Valley, weather
and miscellany. With steadily soaring interest in news, news, and more news,
THE BIG NEWS offers audiences that are big, alert, affluent, and influential.
See Petry for availabilities.

* ARB—MARCH 1966 - MARCH 1967'—Any figures quoted or derived from audience surveys afe estimates
subject to sampling and other errors. The original reports can be reviewed for detalls on methodology

-
@ Cox Broadcasting Corporation-stations: WSB AM-EM.TV, Atlanta; WHIO AM-FM-TV, Dayton; WSOC AM.FM-TV, Charlotte; WIOD AM-FM, Miami; KTVU, San Francisco-Oakland; WIC Tv, Pittsburgh

14

Py

MIKE BRIGNER
Photography

SR
g;m/a ﬂ’%

O

Represented by Petry

-
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WHAT’'S AHEAD BEHIND THE SCENES

European-U.S. News Conference

Fifteen to 20 news directors from U.S. stations are
expected to attend the joint confab between American
and European electronic newsmen set for Paris on
October 26 and 27. Co-sponsored by the Radio Television
News Directors Association and Time-Life Broadcast,
the Americans will exchange notes with their counter-
parts from 18 member countries of the European Broad-
casting Union. It will be the first such conference held.

Among those definitely attending will be Bruce
Dennis, woN Continental Broadcasting vice president
and retiring RTNDA president; Jay Crouse, news
director of the wHAS stations, Louisville, and Dennis’
successor as RTNDA chief; Theodore N. McDowell,
head of uews for the wWMAL stations, Washington;
Thomas Frawley, whio-Tv, Dayton, O.. news director;
Ralph Renick, news director of wrvJy, Miami, and Eddie
Barker, news head of the KRLD stations, Dallas. From
the networks, John Cooper will represent CBS. Others
are also expected.

Speakers will include Robert Gamble, news director
of wreM-tv, Indianapolis, who will discuss the news
operation of medium-size stations. There will also he
his counterpart from a European station. Similarly
talks will be given by newsmen from large stations
on both sides of the Atlantic. Talking on legal issues
of news coverage will be Theodore Pierson of Pierson.
Ball & Dowd. Moderator will be Time-Life Broadcast’s
Sig Mickelson.

Because the news study group of the EBU will meet
two days before the joint conference, European attend-
ance is expected to be high. Organizers of the joint
conference are wailing to hear from Intervision, East
European counterpart of the EBU, and are mulling
over the best way to approach the Russians. Total attend-
ance is expected to be around 100.

Sokolsky Out of Print

Of the several prestigious print photographers who
have branched out into commercials making, one would
like to get all the way out of print—Melvin Sokolsky.
The fashionable fashion photographer started doing tv
commercials three years ago, now finds himself intensely
occupied in the field. He now prefers film-making to
still work, and would like to concentrate all his energies
in cinematography. Far from specializing in fashion.
Sokolsky has shot commercials for everything from
oleomargarine to Volkswagen to Mobil to dog food.

Jewelry Box Maker New to Spot

Testing out the advantages of spot tv for the first
time, The Mele Manufacturing Co.. Inc.. New York,
goes into lelevision this year with a pre-Christmas
pitch for its jewelry boxes. The company had its
agency, Rumrill-Hoyt, Inc., obtain minute placements
in Boston and Rochester. Schedule lireaks November 26
and will run from three to four weeks. If sales increase
in these markets, the company will probably use more
spot next spring, a spokesman said,

Television Age, September 11, 1967

Tele-scope

Hispanic cooperation

Tv producers in Latin America and Spain are'wc‘)rk-
ing out possibilities for setting up an assoclation,
comparable to America’s NAB, that will group tv
interests throughout the Spanish speaking world. The
group so far has no connection with Olavision, the
network-like program supply organization being set
up in South America by Movierecord, the Spanish ad-
vertising complex. The new group, which includes such
prominent figures in western hemisphere tv as Emilio
Azcarraga, head of Telesistema Mexicana, and Goar
Mestre, head of Proarterl in Argentina, met this
summer in Santiago de Compostela, Spain, to discuss
common problems. The group will meet again next
suinmer in Buenos Aires.

DDB’s New Film and Tape Center

Doyle Dane Bernbach is famous for its “take-it-or-
leave-it” stance with clients: “This is our best idea.
and if you don’t like it, lump it.” While other azencies
drive their creative types batty with client rejections,
some claim, DDB keeps them happy. The catch is that
the client doesn’t see the work until Bill Bernbach or
Bob Gage have okayed it. Now DDB will be on even
surer fooling vis-a-vis the client when it comes to ts
commercials. Instead of putting all their chips on the
storyboard, and trusting the DDB producers and the
film studios they commission to make the board move.
the art directors and copywriters of the agency will
be able to work out kinks hefore the film is assigned.

DDB has carved out a film and tape center on
the 22nd floor of its 42nd St. headquarters, and put
in a Steenbeck editing machine, a closed-circuit linkup
to three screening rooms, a sound-mixing center logether
with recording studio, and a 16 mm Auricon camera.
Client Sony’s videorecorder and camera figure in the
complex, but so, too, do the products of Ampex and
other manufacturers. In the center DDB will be able to
test ideas for commercials, check color values against
monochrome, cast, and screen.

Six Channels in Pago Pago

There’s quite a market for tv in American Samoa,
the U.S. trust territory east of the New Zealand-admin-
istered Western Samoa, right in the middle of Oceania
between Fiji and Tahiti. Willilam Kreitner, NBC-Inter-
national’s director of operations in the Far East and
Australasia, reported that six channels are in fuli opera-
tion in Page Pago, heaming educational tv to school-
rooms daytimes and entertainmient and documentaries
at night. The top programs, the NBC man reported,
are Bonanza and Cheyenne. Next comes I Spy, esteemed
by Samoans because it’s got a non-white in a lead
part. Get Smart does well. Kreitner said, because the
relatively unsophisticated Samoans dig visual humor.
And Hennesey, he said, is popular because of the
islanders’ affection for the U.S. Navy. There are no
commercials on the air in Pago Pago since Tv of Samoa
is operated by the Department of Education.
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WHAT

HAPPENED
TO US...

Even the worst tornado can be conquered!

The picture (above left) was taken the night that the
nation's worst tornado funneled a path of destruction
a half mile wide and over twenty miles long through
Topeka, Kansas.

Topeka didn't take it sitting down. Its people got to
work on a rebuilding spree. The result (above right):
A new Topeka, rebuilt and booming!

WIBW-Radio kept on its toes, too! The result: The
above Distinguished Service Award presented to us by
Sigma Delta Chi for public service.

It is in recognition of warning Topekans 21 minutes
before havoc struck, and then continuing all-talk cov-
erage for 23 consecutive hours without a break. With-
out a commercial.

Miraculously, in a disaster that claimed over 100 mil-
lion dollars in property damage, only 17 persons died.

/i

As the dominant voice on radio and television in To-
peka, we are proud of our public service in helping to
save thousands of lives. ll
We are equally proud to have a hand in the rebuilding |
of a great city—from one of disastrous destruction to
an even more thriving market with growth and sales |
potential already beyond expectations.

We look forward to other awards for future public
service.

But no more tornadoes, please.

For complete story call Avery-Knodel or Topeka 913 272-3456.

FM

TV « Radio -
Topeka, Kansas
Broadcast Services of Stauffer Publications
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Business barometer

| The release of 1966 tv revenue figures by the Federal Communications Commission permits

| i "Business barometer" to adjust its monthly figures for last year and the first
half of '67. Hence, the report on July spot business, scheduled for this
issue, will appear in the September 25 issue.

The FCC reported that times sales to stations in 1966 for spot and local business
—-;lus network compensation came to $1,462.3 million., This compares with
"Business barometer" figures of $1,446.3 million, a difference of only §$16
million, or 1 per cent. In the network compensation area, FCC reported a '66 total
of $244.2 million, while the "barometer" tally was $241.2 million, a spread of
$3 million or 1.2 per cent.

The spot and local figures were
ffected by major revisions ) . |
iy the P(‘iCC ihisJ e ia Revised Data—Spot, Local, Compensation Revenue
spot and local totals for
the years '61 through '65 National Spot Local Sales Compensation
(for more details on this 1966 1967 1966 1967 1966 1967
unusual revision, see the

January $55.8  $57.5 23.¢ 200  $19.0  $19.4
analysis of FCC data else- man 555 o 8239 820 $ $ .
where in this issue). Febriary 66.2 703 26 257 186 190 ,
March 77.6 778 294 337 21.0 210
The FCC revisions showed that, April 750 711 298 308 207 211

for the five-year period,

May 6.7 7 208 . 20.5 20.8
spot was understated and ’ i ek 2B 3Ll 20:2
local was overstated. Since Juune 72.3 60.8 2063 28.2 20.3 18.7
"barometer" figures for '66 July 62.8 24.6 19.8
were projected on the basis
dugust 3 VAR 198
of '65 FCC data, they were L 63.6 =6
similarly affected. Sypremiber 4.1 201 20.5
October 90.7 35.7 21.7
Adjusted according to the FCC November $9.8 37.8 21.0
revisions, the "barometer" December 67.1 332 213

total for spot was $846.2 )
million in '62, compared with Total S871.7 milhon  $346.4 million  $214.2 million
the FCC figure of $871.7
million, a difference of 2.9
per cent. The adiusted s
"barometer" total for local business in "66 was $357.1 million, compared with the
FCC figure of $346.4 million, a difference of 3 per cent.

In comparing half-year totals for '67 vs. '66 in spot, local and network compensation
revenue, the adjusted figures reveal trends already pinpointed by previous
"barometer" data published this year. Spot revenue is just about even with last
year-$423.4 million in '67, compared with $423.6 in '66. Local billings through
June are $175.5 million vs. $163.8 million last year, while network compensation
is $120.0 million ('67) vs. $120.1 million ('66).

Ng;pigsue——areportonspotbusinessinJuly.

(t coprrighted feature of TELEVISION AGE. Business Barometer is based

T e i s s | Bar B e on a crosi-section of stations in all ineowme and geographical categories. l
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Business barometer

The release of 1966 tv revenue figures by the Federal Communications Commission permits
"Busiggés barometer" to adjust its monthly figures for last year and the first
half of '67. Hence, the report on July spot business, scheduled for this

issue, will appear in the September 25 issue.
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The FCC reported that times sales to stations in 1966 for spot and local business
-—;lus network compensation came to $1,462.3 million. This compares with
"Business barometer" figures of $1,446.3 million, a difference of only $16
million, or 1 per cent. In the networx compensation area, FCC reported a '66 total
of $244.2 million, while the "barometer" tally was $241.2 million, a spread of
$3 million or 1.2 per cent.

The spot and local figures were
" affected by major revisions
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spot and local totals for _
the years '61 through '65 National Spot Local Sales Compensation 1
(for more details on this 1966 1967 1966 1967 1966 1967 J
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local was overstated. Since June 2.3 66.8 20.3 28.2 20.3 18.7
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were projected on the basis . ¢
August 3. 23.0 19.8
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October 90.7 35.7 21.7
Adjusted according to the FCC November 89.8 378 21.0
revisions, the "barometer" December 67.1 33.2 21.3

total for spot was $846.2 : !
million in '62, compared with Total $871.7 million $346.4 million $214.2 million il
the FCC figure of $871.7
million, a difference of 2.9
per cent. The adiusted
"barometer" total for local business in "66 was $357.1 million, compared with the
FCC figure of $346.4 million, a difference of 3 per cent.

In comparing half-vear totals for '67 vs. '66 in spot, local and network compensation
revenue, the adjusted figures reveal trends already pinpointed by previous
"barometer” data published this year. Spot revenue is just about even with last
vear-$423.4 million in '67, compared with $423.6 in '66. Local billings through
June are $175.5 million vs. $163.8 million last year, while network compensation '
is $120.0 million ('67) vs. $120.1 million ('66).

prt1§sue——areportonspotbusinessinJuly.

(1 copvrighted feature of TELEVISION AGE. Business

" Barometer is based on a cross-section of stations in all income and geographical categories.
Information is tabulated by Dun & firadstreer. )
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wonder

whatever
became of
Good Old Roger?

You remember Roger—
the kid in the media department.
You know—the kid who always
asked all those questions.

That's right! The eager one.
Always had his nose buried in a
stack of figures or a trade
magazine—usually Television Age.




Good Old Roger
became the boss.

._.__..____,__‘.,__.__._____

Yep! He's still asking questions.  about you the other day.

Still watching the figures . . . still Why don't you call on Roger
reading Television Age. with your message in Television Age
Only, nowhe’'srunningtheshow.  so good old Roger doesn't have to
Come to think of it. He was asking TelevisionAge| WONder whatever

E became of you?

e S
:.-l-'e-! e
JELEVISION AGE MEETS THE NEEDS OF THE PEOPLE WHO SPEND OVER .- Ast 000
£ 2 ,000,000.000 IN TELEV'SION ANNIIALLY






THE WAY IT HAPPENED

ewsfront

Color Over FEurope

After a six-vear war over line
standards that at times seemed to be
like The Thirty Years War in the
way il set European governments at
lance point with each other, color tv
is al last on the air in at least one
part of Europe.

Not surprisingly, the first Euro-
pean nation lo inaugurate a color
service 1s a lechnological innovator—
Wesl Germany. Yeslerday Germany;
tomorrow, Britain, and Holland. The
Netherlands will have a three-month
jump on the neighboring island
across lhe North Sea. when Dutch
tv kicks off September 21. Already.
however, therz has heen color tv in
Holland. It’s been coming in from
Germany since August 25, when

| Zweiles Deutsches Fernsehen went
polychrome as fillip to the annual
Radio and Tv Exhibition in Wesl
Berlin. The next night, Germany’s
! first network {ARD) went color too.

Belgians with color sets have heen
catching the German color shows too.
The caleh is thal there are not many
Beleians with color sets, nor Hol-
landers, nor Britons. But 30,000 color
set estimated to he in operation
'in Germany.

‘

Goodman’s Speech. Al the radio-
lelevision fest in Berlin, NBC presi-
dent Julian Goodman said that “it’s
a task of broadcasters and politicians
lo show that global color communica-
tions, intelligently administered, can
neutralize the perils of parochialism,
and perhaps some day nullify them.

“Germany,” he said, “mav be able
lo avoid the early vears of uncer-
tainty and groping thal attended
color developmant in the U.S.. be-
cause European systems will begin
with a backlog of technical assurance
% and expertise.

I .

‘What’s more,” Goodman told the
Germans, “you've starting off with a
greater volume of color program-

ming than NBC presented back in
1951,

“IU’s clear,” he added. “why pro-
Jecled set sales figures for vour first
vear of color tv exceed the Llotal

number of color sets in America after
four hrst three years.”
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GOODMAN IN BERLIN

Predicts Big Impact. I'rom that,
Goodman predicted color would have
a dynamie impact on the aconomies
of Europe starting in the 1970s.

Of course, Goodman’s expectations
ouly hold good for those economies
with commercial tv. In Europe. that’s
only ltalv. Spain, Germany, Austria,
Portugal, Finland, Switzerland. Brit-
ain and lreland. But not France.
Holland, Norway. Sweden, Denmark.
Greece or Belgium.

Currently, the French Chamber ol
Deputies is discussing opening up of
either of the two French ORIF nel-
works to commercials. Odds are no
go-ahead will be given. Of course,
a slight stimulus to anv European
economy may be given by the sales of
color sets.

Bul for those Europeans who are
not Germans, flush with the results of
an “economic miracle,” color sets
are hard to come by. In Holland, for
example, color sets are selling for
$800; in France, for $850.

Color In England. BBC will be
kicking off color on its second uhf
network in December. (llong Kong,
with the new consortium running
HKTVB, turns to it in October.) The
Soviet Union goes to color on No-
vember 7, as an electronic extension
of the pyrotechnics attending the
S0th anniversary of the Bolshevik
Revolution.

To promote polychrome, the BBC
is sending a roadshow out to the
provinces starting September 25 to
herald the advent of tint. lHowever,
the roadshow, tied in to sale of color
sets, won’t hil Scotland until after
the color premiere air date. The show
will play Manchester and Leeds in
November, Newcastle, Birmingham,
l.ondon and Bournemouth (where the
well-heeled retired old folks are), in
October, and Crovdon. London sub-
urb, this month.

Across the Channel, France is pre-
paring proud panoplies for the prem-
iere of color October 1. Photo-
graphed al Versailles. a biography of
Louis XIV by Roberto Rossellini will
proper air of Gaullist
grandeur. More frivolous will be
musical comedies produced by Jean-
Christophe Averty.

lend a

Spanish Tinted Tv. Before |ong
color will come to Spain, where
plans are afoot to go color next year:
to Sweden ('69). to Poland (69),
and, by decade’s end. ltaly, Ireland.
Denmark. Belgium, Czechoslovakia.
Yugoslavia, and Switzerland.

In 1971, a number of othar Euro-
pean countries are expected lo go
color: Finland, Norway, Ausiria.
Hungary, and East Germany. The
following vear., Monaco and Luxem-
bourg are to go color, a delay which
leads observers lo ruminate over the
effects of the black-and-white adver-
tising from the stations (Tele-Monte-
Carlo, Tele-Luxembourg) in the
principality and the duchy penetrat-
ing a France already blase over color.

Portugal plans to go color in 1973,
Greece, in 1990. The Greeks have vet
to go on properly with black-and-
white.

Color video. as has heen made
clear by many, is more than a
status symbol, more than the mono-
chrome transmilter or the national
airline new nalions set up soon as
they've chucked out the colonial
governors. Said Goodman, “It in.
creases the viewer’s desire to watch
programs: it strengthens his com-
prehension of the program he
watches; it deepens his emotional
involvement in what he sees.’

Goodman also predicted, in his
talk to the Berliners, an increased
market for German programs, color
this time, in the U. S. That would
be a short step up from zero, but for
an occasional sateilite relay. Good-
man foresaw, however, that amplified
satellization would bind new world
to old by myriad threads, all bright-
ly colored: “The day will come when
the terms ‘“color television” and
“global television will not describe
separale and special dimensions of
television; they will describe tele-
vision itself.”
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View from Tokyo

Wlere do children of all ages uni-
formly agree that Bewitched is their
favorite tv program? And where is
Popeye the least-liked show among
kids?

Tokvo.

These and other facts about what
Japanese voungsters think about U.S.
tv shows come out of a recent sur-
vey among about 1.100 Japanese
school children frem 10 through 17.
The study was conducted in Tokyo
by the National Audience Board and
the Japanese Teachers' Council for
Better Tv Programs.

Bewitched heads the list of 10
most-liked programs. The others, in
order of preference, are: Time Tun-
nel, Jericho, The Fugitive, The Lit-
tlest Hobo, Andy Williams Show,
Girl from UN.C.L.E., Flipper, |
Dream of Jeannie and Rat Patrol.

Best Show. For some unexplained
reason. the best-liked show kept its
No. One ranking even when the re-
sponses were tabulated by three age
groups—10-12, 13-15 and 16-17. Once
past the top spot, however, differenc-
es emerged. Second and third rank-
ing shows among the youngest group
were Flipper and The Littlest Hobo.
Among the middle group it was Time
Tunnel and Jericho. And among the
oldest it was Andy Williums and The
Fugitive.

Again, in the case of Popeye, it
was least-liked by all three age
groups. Further, it led as the least-
liked by a wide margin. And finally,
all age groups agreed that the next
two ranking shows in the least-liked
category were Batman and Mighty
Hercules.

As might be expected, the same
shows sometimes popped up in both
the best-liked and least-liked listings.
Included were I Dreamn of Jeanne
and The Fugitive.

The children were also asked to
name programs they wanted back on
the air. Heading the list: Man from
UN.C.LE., Burke’s Law, Laramie,
Lassie and Leave it to Beaver.

Chief complaints from the young
respondents about the two programs
they favored least were “not en-
tertaining” and “cheap production.”
Bad dubbing of programs in general
was a major overall complaint.

Purpose of the survey was to pro-
vide the teachers’ council with use-
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ful ammunition in their regular meet-
ings with the three Japanese net-
works. The aims of the teachers’
group are to make television fare in
Japan more suitable for children and
more in line with Japanese tradition.

About 340 programs of 10 minutes
or more are aired each week on the
five channels available in Tokvo from
6-11 p.m. About 50 of these are
foreign. Kazuo Monma, executive di-
rector of the council, said that despite
the “‘considerable number” of foreign
programs, there has heen no attempt
to evaluate public opinion about these
programs, Japan learned about the
activities of the National Audience
Board through articles by Hajime
Ishii, an official of the Asian Pro-
ductivity Organization. Ishii is one
of the founders of the Japanese
Audience Council, which was organ-
ized along the lines of the NAB. His
articles about the board appeared in
Chooshisha (The Audience), the
council’s publication.

Culture Corrupted? As in the case
of nearly all countries affected by
U.S. culture, Japan is concerned
about the preservation of its tradi-
tions. Writing in The Viewer, the
NAB’s publication, Monma posed two
positions that might be taken on this
subject. One, that Japanese culture
is being corrupted by Western culture
as represented by the U.S. (and par-
ticularly U.S. tv) and that steps must
be taken to preserve it. Two, that
as modernization progresses, the cul-
tural traditions of individual coun-
tries will disappear, so why not go
along with the trend of the times?

Neither position is completely ac-
ceptable, said Monma, but both have
merit. He stated, “International
broadcasting networks are being per-
fected so that the time is now ap-
proaching when one will be able to
view events on television the instant
they happen—anywhere. 1 feel that
through the medium of television the
enormous advances of science will
bring the world more and more to-
gether in progress toward unifica-
tion.”

But, he adds, it will not do for
Japan 1o “hastily accept so much of
American culture that it throws away
its own jewels.”

Through viewing of U.S. pro-
grams, he went on, the Japanese,
“whose television viewing is second
only to the Americans’, without be-

ing in the least aware of it, are in-
creasing our understanding of and

familiarity with America.” Monma
finds that U.S. programs act as a
stimulus 1o Japanese producers and
points out there is even criticism that
they are becoming blindly imitative.

He concludes there is no simple
answer to whether U.S. tv is destroy-
ing Japanese culture traditions. “How-
ever, at the present time | do not see
any destructive trends serious enough
to cause that much concern.”

Monma was pleased with the re-
sults of the survey. “After reviewing
the opinions,” he said in his report
on the study, “It becomes obvious
that the children possess more dis-
criminating taste and more superior
judgment in evaluating tv programs
than adults expected to find.” He
noted that the negative verdict on
Popeye came as a surprise to adults
and pointed out that the reasons
given for disliking it differ by age
group. The elementary and junior
high school students said it was “not
entertaining,” while “cheap produc-
tion” was the common reason among
senior high school students.

The widespread criticism of dub-
bing in the study was not aimed
solely at its quality. Some of the
older students felt that it was not
necessary, saying they preferred the
original language spoken in the show.

There was also considerable criti-
cism about programs considered un-
suitable to Japanese tastes. The chil-
dren commented on differences in
manners and other habits of every-
day life. It was pointed out, for ex-
ample, that ways in which affection
and love are expressed differ in
Japan. They also commented on the
differences in humor, particularly in
comedies.

Council Meetings. The teachers’
council holds meetings every three
months with the Japanese networks.
A dozen meetings have been held so
far. At a recent meeting, about 30
educators met with about 10 writers
and producers of children’s tv pro-
grams from the Tokyo Broadcasting
System and the Nippon Television
Network Corp.

Theme of the discussion was what
children think about home dramas.
The teachers brought out the point
that many children feel that the lives
of children on tv shows are often
not like those of real children. [ ]
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In Eastern Michigan
everything points to FIVE

as the News Source most
people watch most often.

A

TV-5... the ""first’”” hand with everyone
in Eastern Michigan.

Here’s the big news on a BIG market:

® 1,632,500 Buy-minded people
® $4,178,471,000.00 spendable income
® 470,800 TV Homes
® 32nd in the nation in total retail sales
® Michigan's 2nd Market

(2nd only to Detroit)

Represented by the Edward Petry Co.

Figures based on Sal ent’s 1966 Suri of TV Markels with upWaled Survey of Buying Power Figures

WNEM TV

““Your Good Luck Station’’

FLINT- SAGINAW - BAY CITY- MIDLAND

ALL EASTERN MICHIGAN
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In today’s fast-paced world .. .Where the gap
between continents and  th oir lde ologies is
shrunken by global communic ns . . . the
need for truth emerges g eat ‘-'; |  ever. Peo-|
ple want to know! And, igfHouStSRMKPRC News |
provides them the fac he first word in I
news all the time. Conj@istentlysionored by its
peers for excellence oac 3} j‘ nalis‘w,
KPRC and KPRC- ve won more major
news aw;trds than fo ston stations |
combined. Truthfully*. . \ Hou: ._pn's top n%/s
station! . .'

w
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* HOUSTON
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A full measure of news events,

spiced with controversy,

is spurring tv coverage

of world happenings

T he total impact of a news medium is not easy
to pin down but tv can marshall a host of argu-
ments that point 1o ils ever-increasing role in jour-
nalism. This dynamism can be seen on a number
of levels—in public opinion polls, in the growing
volume of news programming, in the ballooning
size of news stafls, in the use of color and, ironic-
ally, in the criticism leveled at the medium over
its coverage of the civil rights riots of 1967.
Fueling tv’s role have been, within the past few
months alone, a good quota of dramatic running
news stories. Besides the riots, there was the Mid-
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east war and the heating up of the domestic dispute
over the Vietnam conflict.

Some of the rise in tv news activity is the long-
term effect of the half-hour network news strips.
These have increasingly become the base around
which stations have bolstered local coverage. And,
as indicated elsewhere in this issue, the stations
themselves are making sizeable contributions to
nelwork journalism by supplying newsfilm about
local events of national importance.

The current pressures on tv to “cool it” when
covering racial disorders are an uncomfortable
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News
under fire

Efforts to shackle tv
coverage are increasing

says new RTNDA

president

By JAY CROUSE

his vear may well be known as

the vear of “open season” on
broadcast news. The continuing
struggle over free press-fair trial
figured prominently in the early part
of the year, and appears headed for
some sort of showdown when the
American Bar Association’s House of
Delegates convenes in Chicago next
February.

The importance of this controversy
—and make no mistake about that
importance—became lost for a time
in the welter of charges and outrighi
fabrications that grew out of broad-
casling’s coverage of this summer’s
riots. Unless the industry is success-
ful in fighting off the imposition of
res(ricling codes, covenants, pacts,
agreements or what-have-you from
outside sources, the (uestion of
“Where do we go from here in de-
veloping broadcast news?”. could
well be reduced to “Where will we
be allowed to go, where will we be
permiited to operate?”

Improbable? Television has been
singled out as the principal offender
among media in the alleged over-
playing of racial violence by sena-
tors, congressmen, newspapers and
all the rest to such an extent that the
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man-in-the-street is  viewing with
alarm and concern what we’re beam-
ing into his home.

Missouri Republican Rep. Durward
G. Hall has the dubious distinction
of leading this charge. In July,
Representative Hall espoused the con-
tention that media, especially the
“instant media,” could contribute to
riots by giving time to direct appeals
for violence. He was followed by
Louisiana Democratic Rep. Hale
Boggs who cited, “the tremendous
impact of national television.” adding
he was “amazed that our vehicles of
communication would use their time
and effort to put agitators on nalion-
wide television to spread this kind
of disorder and incite people to riot
in our country.”

The ranking minority member of
the Communications Subcomm’itee,
Pennsylvania Republican Sen. Hugh
Scolt, fired off letters to all the net-
works and two wire services urging
the development of a riot coverage
code. The senator acknowledged that,
“such a code must be consistent with
freedom of speech.” But, he added,
“Concentration on the sensational
aspects of the situation and the fre-
quent hroadcast of appeals to riot by
extremists raises a serious (uestion
as to the editorial responsibility and
the discretion of the media.” He
stated the belief that the news media,
in many instances, inadvertently con-
tributed to the turmeil.

West Virginia Democratic  Rep.
Harley Staggers is on record favor-
ing hearings on the charges that,
“tv coverage of statements by the
Stokely Carmichaels and the H. Rap
Browns contributes to riots,” and.
“early coverage of disturbances helps
them grow into full-scale riots.”

There were others. but they fol-
lowed the same vein. And the import
of their comments is plainly evident.
Any  congressional  investigation
would be aimed in the direction of
shackling broadcast news with new
fetters, new restrictions that would
only serve to deprive the American
viewing public of a prime source of
information.

Does anyone honestly believe that
the Carmichaels or the Browns are
going to disappear if they are ignored

Responsible coverage
of riots (top, scené
from Newark) and

access of tv (0
court trials (bols
tom, Dr. Carl

Coppolino) are issues
facing tv newsmn:




by broadcast news? On the other
side of this coin is the propousition
that a certain amount of public pro-
lection accrues from accurate report-
ing of condilions or situations as
they develop.

Suppose, for example, there had
been no reporting at all of the riots
in Newark or Detroit. No reporting
by any media. News of these events
most certainly would not have been
confined 1o these lwo cities alone.
We in lLouisville would have learned
of the events just as citizens in Dallas,
San Francisco. Portland, Ore. or
Portland, Me. But what we would
have heard would have been a far
ry from what actually transpired.
Let’s be honest about this. Breadcast
news can make the best contribution
by complete reporting of all phases
of a given siluation, whether that
siluation be a disturbing one. such
as a riot, or a re-assuring event.

The false charges that have been
hurled by the print media are the
hardest of all 10 counter because
most newsmen know letter. The
Washington Evening Star identified
television as the “principal offender”
among media in the overemphasis of
racial violence in an editorial last
month. The paper charged: “Wh
should representatives of a tv net-
work, as was the case receutly in
Cambridge, Md., ‘confer’ with dem
onstrators to have them advance
their demonstration by two hours so
the filns could be flown hack to New
York for the 11 p.m. ‘news’ show
a show which left the impression with
the viewer that he was seeing a film
of a spontaneous demonstration?”

Why indeed? As has been pointed
out, the incident never occurred.
The Star’s editorial writer apparentl
believed a story in a previovs edi-
tion of the paper. And this storv was
apparently about a report of an in.
cident that may have happened sev-
eral vears ago.

Unfortunately industry spokesmen
today must spend a disproportionate
amount of their time defending irre.
sponsible and uniformed attacks. A
corollary here is that unless broad-
cast news finally establishes itself on
a par with print media as far as

‘Continued on page 70)
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Progress
and
problems

The three networl
news presidents review
accomplishments and
tackle questions about

proper news treatment

ELMER W. LOWER
president, ABC News

In October of 1962, most Ameri-
cans had a pretty good picture of
Adlai  Stevenson. And why not?
Twice a presidential nominee, a
leading spokesman for his party,
now U.S. Ambassador to the United
Nations, Stevenson was a familiar |
figure. And his image? Well, he
was respected, respectable, and so-
phisticated-—a few cuts above the
rough-and-tumble of the political
arena. In fact, said manv observers,
that was the trouble. Adlai Steven-
son had no bite.

Could this 10-vear-old image be = |
altered in one dav? To a large ex- |
tent it was. For as the Cuban mis- = |t
sile crisis erupted. Stevenson con-
fronted the Soviet delegcate in a Se-

RICHARD S. SALANT

president, CBS News

ews is a special kind of tele-
N vision. It’s not bound bv box
office imperatives. such as audience
size. It must be divorced from oul.
side controls. It must perform a
function of value to the public,
whether the public likes what it sees
or not. You might say that some-
times the more the public dislikes © |
what it sees, the better the news. And
vet the public must be drawn to the
news by some effort to make it ap-
pealing.

You can’t be concerned with
counting the heads in your audience |
when planning your news program-
ming. Journalism has built up stand-
ards over the vears and these should
not be subject 1o the moods and

WILLIAM McANDRIEW
president, NBC News

he two most important running
T news stories during the past vear,
Vietnam and racial turmoil in our
countrv. are almost certain to keep
correspondents and cameramen busy
in the months ahead.

Not only can we expect them lo
command attention in their own =
right, but, in addition. thev will help
to shape the biggest news story of
all—politics. The domestic political
storv is the skeleton on which all
news is built.

I’s a continuous, repetitive story,
but it’s one that changes and develops
constantly. The war in Vietnam is
part of it, and so are taxes, and
prices in the supermarket, and riots
in our cities. It’s the onlv story we
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curity Council session and chal-
1 lenged him 10 say whether Soviet mis-
siles were-—or were not—in Cuba.The
scene will long be remembered—
Sievenson shouting at the Russian:
“Are there. or are there not? Don’t
wail for the translation—answer
right now.” The Russian, grinning,
nervously laughing, obviously cor-
nered. and there was the answer.

This scene took place—live—on
television. It was repeated on news-
casts, on special programs, and it
was invariably part of the television
tributes 1o Stevenson when he died.
That scene lo a very remarkable ex-
tent changed the whole image of
Adlai Stevenson. It could only have
happened on Ielevision.

On Sunday in March of 1965 Ne-
groes in Selma, Ala., prepared lo
march to the slate capitol. At thal
point in our history civil rights was
a growing issue, but an amorphous
one. and no one incident had as yet
crvstallized the problem. There were
newsmen present as the Negro march
oul of Selma began and there were
still camermen. bul mosl important
there were lelevision film camera-
men.

The march was broken up bv Sel-
ma police. and the aftermath. with
its picture of injured hodies sirewn
over the street, had a sharp impact
on the public that viewed it on net-
work television that night. Every
news medium reported on what hap-

pened in Selma that day—but only
television could have given it the
impact it did.

Television did not distort what
happened in Selma—nor what hap-
pened in the Security Council. Tt
merelv showed what happened-—but
it is the nalure of the medium that it
underlines the exceplional.

And it was no accident that tele-
vision was there when Stevenson
made his attack on the Russian posi-
tion and when the Selma march
turned violent. We had been covering
both stories. often live, on a fairly
conlinuous basis.

With television new wmoving rapid-
v into its third decade as a mass

(Continuned on page 82)

passions of the time nor what the
grealest number of people want at
any parlicular moment.

I you asked people what they
wanl to see on the news, they might
very well say. “Don’t depress us with
sad scenes of our boys dying in Viet
Nam.” Or. thev might say, “Show-
ing pictures of racial rioling will
only encourage others 1o riol. Don’t
lend your power to anli-social
forces.”

So audience size can’t be the test
for us. Mavbe heing able to look at
ourselves in the mirror each morning
is one test. 1 don’t mean that ratings
are absolutely disregarded. 1{ our
andience is so small that we're vell-
ing down a rainpipe, then we ought

to be concerned.

We certainly need an audience if
we're going 1o communicate. But it
never comes down 1o that in actual
practice. | can’t recall any decision
we've taken where the presumed size
of andience was a factor. If vou
practice good journalism, vou’ll get
an audience. If the audience happens
lo be real hig, that’s gravy.

Of course. we’d be verv happv if
advertisers were standing in line to
sponsor anything we offered. But we
shouldn’t have to worry about that.
And we don’t. We have a budget and
thus. no economic concern. | don’l
know whether we make monev on
our adverlisers or not. | don’t really
cave. That’s a matier of corporate

policy.

Our only contact with the sales
people is through one sales liason
man. Tlis purpose is to keep abreasl
of what sales is doing and 1o let the
sales side know what we're doing.

But there’'s another side 1o the
coin.  And that’s  responsibility.
Broadcast news has to bear the bur-
den on two levels: from the point of
view of good journalism and from
the fact that we are licensed by the
public. That means we must he ob-
jective. that we must reflect major
viewpoints.

What is objectivity? | suppose in
the final analvsis that the answer is
a philosophical one. The question is

(Continued on page 76)

musl cover all the time.

Because we are heading into an
election vear. the political storv will
be of even grealer concern to the
nelworks” news divisions. Bv 1he
time its climax—Election Night—is
reached. NBC News alone will have
spenl millions of dollars and wmillions
of man-hours in coverage of the pri-
maries. national political conventions
and campaigns.

The networks’ special coverage of
the election story is already under-
way. NBC News analvzed the Re-
publican Parly in a documentary,
The Loyal Opposition. last Julv 5.
' Scheduled for this fall is a one-hour
Huntlev-Brinkley special report that
will show that the 1968 Presidential
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campaign starled a vear earlv as a
result of the riots in Delroit.

All of us at NBC enjov election
vears in spite of the burden of work
thev bring. T have been deeply in-
volved in every one of them since
1936. and 1 look forward to this nex
one wilh the same enthusiasrn 1 fel)
when Franklin 1. Roosevelt was seek-
ing his second term.

I think one reason why television
journalists enjoy covering the elec-
tion vear developments is that it is
natural to like doing things one can
do well.

The election vear was made to
order for television. No other me-
dium can equal television in giving
millions a sense of participation in

the election story. There is no betler
wav lo make personal evaluation:
of the candidates than by seeing and
hearing them in action on the cam-
paign trail.

The television screen provides a
better understanding of a national
convention than could be gained
lrom a front row seal, because lele-
vision news nol only covers the
evenls in the nin arena—the speech-
es and demonsirations—but also goes
behind the scenes where more im-
portant things are likely to be hap-
pening. And. on Election Night
viewers get their infornation on all
the major races with the utmost speed
and accuracy.

(Continned on page 76)
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TV’s rising
Washington
status

Congress resisted rise

of broadcast press but
today video reporters are
the fair-haired boys

By WILLIAM SMALL

It was Joseph Pulitzer who said that
accuracy is 1o a newspaper what
virtue is to a lady.

It was Adlai Stevenson who added.
“but a newspaper can always print
a retraction.”

Newspaper men in Washington are
slowly retracting some of the pre.
cious myths of past years—myths
about the competition, television. Not
without traces of bitterness do they
now concede that a few television
reporters are “good enough” to work
on a paper. Even more damaging 1o
tradition and galling to ego, they
now grumble about the growing in-
fluence of electronic journalism in
the nation’s capital, about television
“taking over.”

Once newspapers complained of
television as a nuisance with those
eye-squinting lights, those never-
ending cables, and those untrained.
naive, golden-voiced correspondents.
Now the newspapers complain of
television as a diflerent kind of
nuisance with those specially-timed
appearances by news sources. those
accommodating favors, and those
pampered, much-courted (still golden-
voiced) correspondents.

There was a day, less than 30
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vears ago, when a network reporier
covering Capitol Hill had no more
privileges than a tourist. He could
walk the Congressional halls bul
could not enter the Press Gallery.
He could sit in the balcony (in the
unreserved section) but was hound
by the rule banning the taking of
notes except in the press section.

Today, the network reporter in
Washington finds things different.
There are studios just off both House
and Senate chambers with direct
audio lines, occasional live telcvision
cameras and daily film activity. A
gallary stafl serves him and special
seats are reserved for him in that
balcony where he now can take notes
without leaving the chamber

In fact, if that reporter is peri-
patetic enough, he’ll find that his
network has similar facilities avail-
able at the White House, the Siate
Department, the Pentagon and. on
occasion, in almost every federal
agency, airport facility, historical
site. and—when needed—every hotel
in Washington. In the more frequent-
ly used locations. lines are permanent.
In the others, installation is quickl
arranged.

How actively is the capital cov-
ered Dby television? The network
television “pool” averaged more
than one remote every two weeks
last vear. Individual networks had
fully as many “unilateral” television
feeds.

The network pool also assign:
“mults” 1o facilitate audio pickups
and minimize the number of micro-
phones placed before Presidents o
U.S. Senators in committee. Last
year, over 530 such “mult” assign.
ments were made.

These are minor manifestations of
a growing truth: in terins of news
coverage by television, there is more
activity in  Washington than any
where else in the world. The excep-
tions are during those temporary
periods of feverish activity in cities
temporarily housing a political con-
vention or where there is a race riol
or other natural and
disasters.

The heart of broadcasting remain.
in New York and most news produc-

man-inad

(Continued on page 73)




Top. first live pickup

from Senate gallery.

Lotor, . R Baukage
Robert McCormacl:, Richard
Harkness. Left. ( BS’

Roger Mudd discusses
Congress. Above, NBC’s
Nancy Diclierson with. LBJ.
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Of news
and
lead-ins

ARB study analyzes the
effect of late-evening
network programming

on the late news

Among all the time periods of net-
work programming that local af-
filiates scan carefully each vear, there
is one that receives special attention.
That’s the period which precedes
the segment most local stations set
aside for news.

The reasons are clear. First. sta-
tions are conscious that their local
newscasts go beyond the values of
public service programming with
good advertiser appeal. Those which
score audience successes have a ma-
jor impact on the station’s image in
the cominunity. News provides the
means by which the station can
achieve a vital link with its viewers.

Secondly, stations know that the
battle to attraet a good news audi-
ence is made easier when a high
share of viewers is alveady tuned to
the lead-in show.

It would be a mistake, however, for
station programmers to comfortably
assume that in building a newscast
audience the lead-in is everything.
In fact, much substantiation can be

oflered to show there is no single

pattern to news audience success, un-
less it is to combine the hest of all
the many elements which make any
program successful.

34

Nevertheless, lead-ins must e
taken into account. This is indicated
by observing the audience results
from a random selection of any
group of markets throughout the
country. The American Research
Bureau selected for TELEVISION AGE
12 three-station markets, three in
each time zone, from the March,
1967, nationwide sweep and analyzed
the audiences for the late-evening
news periods in connection with their
lead-in and following programs. The
data were analyzed separately for
time zones because late news times
differ—11 p.m. in Eastern and Pa-
cific Zones and 10 p.m. in Central
and Mountain Zones.

An average of Monday-through-
Friday late-news segments showed
that two of the three network-allili-
ated station groups tied for the lead
with identical ratings of 15 (see
chart). Significantly, the same two
station groups also tied in average
ratings for lead-in programs. which
was 21. In eight out of 12 markets,
the leading late news show was pre-
ceded by the leader in its time period.

Thus, there is strong evidence of a
relationship between lead-ins and late
news. There are obviously other fac-
tors and the figures shown could be
nothing more than a coincidence. It
might well be that the stations with
the highest-rated network shows hap-
pen also to have the most appealing
news shows. However, since 60 time
periods were involved (12 stations
times five days), a certain amount
of what researchers call “washing
out” may take place, that is, faclors
which would upset the relationship
between lead-in and news period
audiences are likely 1o be offset to
a certain extent by factors which
support il

Following Programs

The figures also pointed up a re-
lationship between the late news and
the following programs. In nine out
of 12 markets, the five-day averages
revealed that the leading news period
rating was followed bv a top-rated
show in its time period.

When the data are looked at more
closely, the picture is a little differ-
ent. An analysis of the GO time pe-

riods shows that the leading news
show was preceded by the top pro-
gram for the lead-in period in 34
cases, or a little over half. In addi.
tion, 16 of the 60 leading news pro-
grams scored ratings in excess of the
lead-in program, indicating that a
good news show ean attract addi-
tional audience to a station at a
difheult time (that is, a time when
many people are going to bed).

I the chances are about 50-50
that a top-rated lead-in is followed
by a top-rated news period, then it
can be argued that there is no neces-
sary relationship between the two.
However, it should he pointed out
that in many cases rankings were
determined by only 1 or 2 rating
points and that when there are wide
differences in ratings the impact of
the lead-ins is more mnoticeable.

For exampie, on Thursday night
in three of the time zones, the one-
two-three ranking in lead-ins was
followed by the same ranking for
the news period. These were the only
instances where this occurred and
the rating gaps for the lead-ins were
much higher than average. The net-
work lead-ins at this time, in order
of ranking, were The Dean Martin
Show (NBC), The Thursday Night
Movie (CBS) and Stage 67 (ABC).

Influence of Movies

There is a popular belief, says
ARB, that certain program types,
such as movies, will insure a strong
news audience. Since movies preceded
the news in 47 of the 60 periods
analvzed, the research firm studied
their eflect as lead-ins.

tt was found that (1) in 36 per
cent of the cases, a leading movie
was followed by the leading news
program, (2) in 21 per cent, the
movie led but the news program did
not, (3) in 13 per cent, the movie
did not lead but the news program
did and (4) in the remaining 30
per cent neither movies nor news led
in their respective time periods. Con-
clusion: no relationship between
movies’ and news’ audience levels.

The ARB analysis also pointed up
the eflect of clock time on late news
levels. In the Eastern and Pacific
Zones the lead-in show averaged a
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17.7 rating. the news segment a 10.1
and the following program a 5.0.
Thus, news audiences were roughly
70 per cent off from the network
levels. In the Central and Mountain
Zones, the comparable figures were
205, 173 and 10.0. The loss for
news is here about 15 per cent.

The clock time difference hetween
the coast regions and the central
sections has another effect of interest
to buyers of news. And that is the
degree to which viewers of the early-
evening news also walch the late
news.

ARB analyzed two stations in dif-
ferent time zones and found that on
a West Coast siation the per cent
of early news viewers who also
watched the late sezments clusiered
around 10. For a Midwest station,
however. the figure ranged hetween
40 and 50 per ceni.

Audience Loyalty

Another facet of this situation re-
vealed by ARB research is thal
among the 12 markets analyzed for
lead-in impact, the leading late-news
station was also the leader in early
evening news. This may be related
to the widely held view that once
a stalion is a leader in news ratings.
it is diflicult to shake it loose. [f
true. it is probhably connecied with
the notion that habitual tv viewing
to a stalion is due more to news
programming than any other pro-
gramming area.

Some notion of this loyalty can
be gathered from data on frequency
of viewing to news strips. ARB finds
that this generally runs between 2.5
and 3 segments per week, with 2.8 a
ood rule of thumb.

ARB also analyzed the day-hy-day
popularity of late news and found
a variance by time zones. In the
East and Pacific Zones, Friday ranks
highest of all weekdays, with Thurs-
day and Wednesday following in that
order and Monday and Tuesday tie-
ing for last place. In the Ceniral and
Mountain Zones. the top day was
Thursday. with Wednesdav. Monday.
I'riday and Tuesday following in that
order. There is no direct relationship
between the hest-day ranking for
lead-in periods and those for news. W
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News audiences: two aspects

Lead-ins and Late News

Monday-Friday average ratings, 3 markets each zone
(News periods: 11-11:30 Eastern and Pacific Zones,
10-10:30 Central and Mountain Zones)

ABC CBS NBC
Lead-in  News Lead-in News Lead-in  News
21 19
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“

EASTERN
N
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- —
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19 18
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24

17
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i:—
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Early and Late News viewing

Per cent of homes viewing early news who also views late news

Mon. Tues. Wed. Thurs. Fri.
A West Coast Station 9 10 10 H 13
A Midwest Station 42 50 42 49 42

Source: ARRB, March, 1967
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We derive nourishment from
the air. And supply it—to a market
which also derives tangible suste-
nance from industry and agriculture
(mostly the former—the ratio was
something like 3 to 1 in 1966).

If your impression of Iowa is
based on the touching but incom-
plete sentiment of a well-known
song (“That’s where the tall corn
grows”), consider:

Less than 30% of lowa’s labor
force is directly employed in agricul-
tural production. The other 70%
contributed to lowa’s $10.2 billion of
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industrial output in 1966. Factory
employment averaged better than
200,000 a month in 1966. Of For-

The
wmT
Stations

Mail Address: Cedar Rapids, Iowa
WMT, WMT-FM, WMT-TV
KWMT, KWMT-FM, Fort Dodge
Represented by The Katz Agency

tune's top 500 firms, 115 have lowa
locations.

The Eastern Iowa market
(WMTland) contains 60% of lowa’s
population and buying power. It in-
cludes Cedar Rapids, Iowa City,
Waterloo and Dubuque—four of
lowa’s largest population centers.

Practically the only unemployed
folks in our market are job place-
ment specialists.

Check the Katz Agency, our na-
tional representatives, for further
information.
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A PROGRAM MAN'S

The Fine Art of Predicting Ratings

‘[ » this publication. and in almost everv other trade
I hook on television and advertising, there have ap-
veared various sage predictions about the coming tele-
ision season.

Some of the prognostications are made by computers.
rogrammed by mortals, and some have heen presented
v methodical researchers using past records and some-
ne’s opinion of the new pilots. They all are for the
irds.

In the first place anv schoolbov can make certain
ccurate predictions, armed with the facts of past per-
ormance, time period expectancies, and probabilities
f audience splits between networks.

The real killers are the new shows. No one can
iccurately predict the success of a series from a pilot
articularly withoul reference to its environment and
1e next few episodes.

The predictors ahbways cite their averages. Since the
alio of the networks is pretty constant thev only
ave to balance their predictions with that ratio and
ey average out all right.

But who ever bought a schedule on averages? The
oor bugger who buys has to guess on specific shows
1 specific competitive positions and that’s the chafe.

For example, the anti-predictions of this column ar

follows:
unday

Will the stories of the girl-eating bears in Yellow-
one Park cause people to keep their tasty children
rom watching Gentle (man-eating) Bern? Damned if
know.

Will Ed Sullivan, back to back with the Smothers
rothers, have enough hot acts to mop up the night?

Will the movies he good titles?
londay

Will Cowhoy in Africa be affected by the black power
ots? Or will they just look lost?

Will Carol Burnett find a format? Supporting plavers?
ary Moore? A new hushand-director-producer? Happi-
ess?
uesday

Will Garrison’s Gorillas reflect the thirst for blood
1at apparently exists among viewers?

Will Jerry Lewis still be looking for Dean Martin?
/ill he be able to transpose his movie success to tele-
ision with a hook show?

Will Dundee and Culhane go the way of (’Brien?
Vednesday

Will Custer’s long locks get him the in group?

Will CBS News Specials give Run for Your Life a
smger run?

Will the Beverly Hillbillies go on forever?
"hursday
' Will the joke run out on Batman?

' Will the Bible belt boycolt the Flying Nun?
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Viewpoints

Will Raymond Burr, secretly cured by the Flying
Nun, ever get out of that wheel chair?

Will anvone care about a lawyer who specializes in
getting obvious murderers out of the pokey?

Will Dean Martin wake up?
Friday

Will the great old movies chopped up into hig bits
lick the specially made kid shows?

How come all western names sound like grunts and
belches?

Wiil old Mother Bell ever stop amusing itself and
give the public something they want and can understand?

Saturday

Will Jackie Gleason lose weight?

Will Lawrence Welk contemporize his show?

Will Saturday night still be the lonesomest tv night
of the week?

I'rivolous though this may seem, the facts are that
the real pros of show biz and television know that
thev can never predict the vagaries of the public.

There is some mystique which occurs that makes a
regular viewer react to a performer or to a vehicle
and never give him or it another chance.

This occurs early in the season and is generally a
nass reaction.

The buver of television is paying a premium price
for movies this year. Why? For safety, that’'s why.
Without knowing the titles, the buver knows that on
the whole the movies will average better than regular
programs.

Therefore, since he is bheing judged on the cost
of reaching a thousand homes, he is going to play the
game conservatively and accomplish his goal without
risk.

GENTLE BEN: DO HEARS EAT BOYS?

The buyer who picks a new show, or a performer
trving again, has the odds against him. Chances are
only about I in 3 that he will be successful on the
day of reckoning. All new shows are a hazard unless
they have a time period which is foolproof and there
aren’t many of those around.

Fatigue is another factor that is difficult to predict.
Candidates for the meat wagon this year are Bonanza
and  Hillbillies in the box carfigure class. But the

(Continued on page 60)
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Film/Tape Report

CBS FILMS PROMOTES BARUCH

CBS Films promoted RALPH BA-
RUCH vice president and general
manager. He had been vice president
in charge of international sales for
CBS Films since 1959. Baruch
joined the network syndication di-
vision in ‘54 as an account execu-
tive, became an account supervisor
five years later. Earlier, Baruch was
with SESAC, the Du Mont tv nel-
work, and Consolidated Tv Filn
Sales, a subsidiary of the Los An-
zeles Times.

BARUCH

As vice president of international
sales for CBS Films, Baruch directed
the syndication division’s sales ac-
tivities abroad, supervising 25 oflices
and sales representatives around the
world.

Baruch is a rovernor of the Na-
tional Academy of Tv Arts and
Sciences. lle is also active in the In-
ternational Radio and Tv Society
Broadcast Pioneers. and the Poor
Richard Club of Philadelphia.

Educated at the Sorbonne and the
Lycee lanson, Baruch speaks fluent
French and German. He lives with
his wife and children in Manhattan,

Succeeding Baruch as vice presi-

BLOCK

[0
=

demt for international sales is Wil-
lard Block, who had been director of
international sales at CBS Filus for
the past two years. Block joined the
company in 1957 as an account ex-
ecutive, became international sales
manager in 1960. Earlier, Block was
at NBC in network sales.

Succeeding Block as director of in-
ternational sales is LAWRENCE B. HIL-
FORD, international sales manager
since March 1966.

Nilford joined CBS Films in ’6: as
assistant internalional sales manager.
Before thal he was with Screen Gems,
as sales manager of Screen Gems
(Canada) Lid.

tHe started witl: Screen Gems as as-
sistant to the vice president in charge
of sales, and later moved into inter-
national operations.

MICHELE LA BELLE

Probably the prettiest lady in the
tv distribution field is a young Parisi-
enne named Michele Dwitri. Born in-
to the film business—her father was
a represenlative for a Belgian theater
chain, Cobelcine—DMlle. Dmitri has
been chosen by Stanley E. Dudelson
hrst vice president of American In-
ternational Tv, as Al-'TV’s European
representative.

She will also continue to act as
U.S. representative for the film pur-
chasing ollice of the Office e la Ra-
diodiffusion  Television Francaise
(ORTF), a post she has held for the
past couple of years. Larlier. tlx
Parisienne represented Tv Cinema in
Eastern Furope and Africa. concen-
trating on L’Afrique Latine, the
former French terrilories.

Mile. Dmitri, who speaks (luent
English with a charming slight ac-
cent, is also Huent in Russian, ltalian
and of course Flemish—she was born
in Brussels—and French.

linerviewed recently on a trip to
ALTV’s New York headquarters,
Mile. Dimitri spoke of the procedures
involved in selling hlm to the Freuch
tv syslem, and to other quusi-govern-
ment enlities elsewhere in Europe.
“There’s always a commitiee,” she
said. “So the first thing you do. al-
most invariably, is to set up a screen-
ing, nol in the bureaucrats’ oflices,
but in a private screening room, and

i

invite all those who concern them-
selves with film acquisition.

MICHELE

“For example. if it's a children’s
film, you must include the officials
responsible for children’s program-
ming. In France, at the ORTF, there’s
always a committee and beyond the
commillee, there’s one oflicial whe
jpasses on the technical and aesthetic
quality of the film. another who han-
dles the financial dealings, yet an-
other who’s in charge of purchas-
ing.”

However cowmplicated the proced-
ure, Mlle. Dmitri reportedly has
managed to succeed with it. Even be-
fore her appointment by AI-TV, she
had sold a number of American In.
ternational properties to the ORTF
and to the Swiss network.

QUICK CUTS

The marriage of Huntington tart-
ford’s Gallery of Modern Art and the
tv nedium is getting thicker and
thicker; before long the two should
he nodding serenelv and cenilely like
Darby and Joan.

Last wonth the mini-museum
showed the NBC News triumph of
Kitsch over kulch. The Louvre, an
opus distinguished by camerawork
(Tom Priestlev). but ruined by
music (della Joio in joyless vein), by
script, (Sidney Carroll} and by or-
ranization (Luev Jarvis?). (But as
the closing line savs, the museum it-
self is indestructible, impervious to
the ravages of tv producers.)

Next month, the gallery plans to
run the winners in Herb Rosen’s In-
ternational Film Tv Festival of New
York, and this month, an Ed Sullivan

retrospective. Hartford is trying to
sell his museum.
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This time, we decided to list the
professional motion picture equipment
you can’t buy or rent from Camera Mart.

You say there's nothing on the list? You're right
Because if it's worth renting or buying, we stock it

But if you should ask for something that we don’t hav

in stock, relax. We'll get that for you, too. Eithe

way, you get what you want at Camera Mart. And that
includes lightweight, portable equipment. Things like

Arriflex, Eclair, Colortran, Mitchell, Nagra Sound

Recorders and Wireless Mike Systems. We also carry

Elemack and Colortran Dollies . . . and battery-operated
portable Sun Guns and long range Angenieux Zoom lenses and
many more

Now that you know we have everything, you only have

part of the story. The rest is the extra service and dependability
that can mean the difference between getting the job done right
or not . .. service other dealers only talk about. Call us and see

THE CAMERA MART INC.

1845 BROADWAY (60th ST.) NEW YORK, N.Y. 10023 © 212-757-6977
SALES 0 SERVICE 0 RENTALS
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This is George Nakano, Film Director
Behind him are
Stan Bermann
Herb Skoble
Tone Karnash

Herb Skoble_SLAssociates 300 East 46 Street Tel. 867-4660

THE DIGGERS

Group W (Westinghouse Broad-
casting) is syndicating a series of 10
half hours on archaeology. The series
How 1t Happened, (The Story of
Archaeology), is currently running
on Group W’s KpIX San Francisco,
at 6:30 in the morning, five days a
week.

The programs were produced hy
Group W in cooperation with the
University of Pennsylvania, and were
taped by Group W’s kyw-tv Phila-
delphia at the University Museum.

SHAGGY STORY

Karastan Rug Mills, through AC&R.
is putting a shaggv tale into some
50 markets this month. a half-hour
color film shot in South America by
Milton Greene and Joe Eula for The
Wool Bureau and the American Wool
Council. In the half hour, Candice
Bergen sports woolen fashions around
South America. The half hour is
called The Girl Game. Karastan is
sponsoring it in the markets.

EL CASO DE CASTRO

National Educational Tv is circu-
lating to etvs a NET Journal on
Cuba filmed this past summer during
the celebration of the anniversary of
the start of the Cuban revolution.

Part of the footage is coverage of
the summer’s meeting of the Organ.
ization of Latin American States.
Castroite counterpart to the Wash-
inglon-dominated  Organization of
American Stales.

On camera in the NET hour are
James Reston. Wilfred Burchett. poet
Pablo Armando Fernandez, novelist
Edmundo Desnoes, and Stokely Car-
michael.

MERV—EILLEUSE!

Yeah. The Merv Griffin Show
skedaddled up from 98 to 115 mar-
kets once it went color, toward the
end of last month. Coming into the
lineup to swell the strip show sales
tally to the 115 market point were
17 stations in the U, S. and Canada:
weax-Tv  Burlington, crFen-tv Cal.
gary, wis-Tv  Columbia, wNvyp-TV
Jamestown, wBIR-TV Knoxville, kpTV
Portland, Kesc-Tv San Jose, WIBW-TV
‘Topeka, cven-Tv Kimberly, croen-Tv
Lake Louise, CFWL-TV Parson, KMEG-
Tv Sioux City, WJBF-TV Augusla,
ckBB-Tv Barrie, ktsm-Tv El Paso,
KTHI-TV Grand Forks and WEAT-TV
West Palim Beach.
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£ Singer, as usual with its specials,
£ Tony Bennett, et al.). will promote
‘he Ho out of Non !lo, around whom
Jinger is building a network special
or telecast this coming season.

" But so too. it seems. will Ho work
| inger along every available thread.
| ome 2300 Singer stores and shiow-
cooins around the U. S. will he dis-
i laying a line of Don Ho Originals,
‘ censed by the Hawaiian singer’s
‘ompany. Ho-Brown Productions,
nc.

Of course. the display of Ho-li-
vensed Ho originals will plug the up-
roming telecast. In the to line are
lloha shirts. sunglasses, most anv
ving a tourist might want to bring

ack from Waikiki.

'HE MOVIES

Warner Bros.—Seven Arts chalked
p seven more sales of its Volume
0 of Films of The 50s An:d ’00s.
he takers: wTRF-Tv  Wheeling,
1TN-Tv. Washington, wicu-Tv Lrie,
cex-tv Temple-Waco, kii-tv Cor-
us  Christi. wunr-tv Joplin - and
mrec-Tv - Sioux City. So far th
undle has been sold in 107 markets.

‘UGIT THE FUGITIVE

When last month Doc Kimble
opped running. on the ABC-TV net-
ork in primetime, the ol’ doc also
aggered to a halt in Canada. Fin-
nd. Ireland, Britain, Spain, Mexico.
ipan. Germany, Curacao, Colombia,
enezuela.  Peru, Panama, Costa
ica. Honduras. and Brazil—all
untries in which The Fugitive had
een running ever since the man
ith one arm did the doc wrong.
But elsewhere. in countries which
ought the Kimble saga later in
e game. not running it from the
art virtually simultanteously with
e US. network, the doc will he
imning for as short as another vear
r as long as two—ABC Films con-
acls stipulate there’s no shertcuts
or the doc. Fugit, Fugit. Fugit.
You lose one, you win one. As
he Fugitive goes out, in comes a
ew one from Canada. ABC Films
putting a Canadian same show
n the road: I’s Your Move. In a
S. version prodnced by the net-
ork syndication division in coop-
ation with flagship wanc-tv New
ork and Baer Joelson Productions.
1e show kicks off as a daytime strip
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on the flagship next week (Sept. 18).
The format is proven; it has been
used for three years time in Canada,
in two weekly half-hours on CTV;
daytime and primetime versions.
Now in the states it goes on video-
tape, in color, five times a week.

Filmways, through Firestone
Films Syndication, Ltd.. scored
six more sales of Pat Boone in Holly-
wood, for a 22-market 1ally to date.
The six: KHJK-TV San Francisco,
wsBK-TV Boston, Kerc-rv Houston,
wswo-Tv Springfield, wcro-rv Cin-
innati, and a network atliliate in
Cleveland that wishes not to be
named as yel, perhaps to surprise
the competition.

GILLIGAN’'S ARCHIPELAGO

United Artists Tv has lined up
57 markets for Gilligan’s Island in
svndication this fall. as the show
comes off the CBS.TV network alter
a three year run.

Pierre Weis, execulive vice presi-
dent of UA-TV, said the 57 market
tally, attained in the few months
since the NAB Counvention last April,
is a record high in svndication sales
in that time.

INDEPENDENT’'S WORLD

The way things are going for
Independent Tv Corp., sales this
year may top four million. IT(
president Abe Mandell, looking san-
guinely forward from a midyear
sales point of some $2 million, said
that at the present clip, sales would
top last vear’s by a third.

One reason for the success, he
said, is that the company can guar-
antee a foreign telecaster a full run
of a series, even when he signs up
for it prior to world premiere in
Britain. No cancellations after 13
weeks, or 26, as often befalls U.S.
series, sold abroad before home net.
work kickoff; curtailments which
leave the foreign telecasters up in
the air.

Independent Tv Corp. launched
international syndication of a new
Supermarionation-process series,
Captain Scarlet and the Mysterians.
with kickofl sales in Argentina and
Uruguay.

ONTO THE ROAD

Warner Bros.-Seven Arts Ty,
in cooperation with lsrael Motion

Pictures Lid., is marketing The Six
Day War, a half-hour film, produced

by Zavala-Riss Productions from
footage shot by the lsraeli Army
and from captured Arab newsreel ||y
footage. Technical consultant on the
film was Gunther L. Less, who has |
been privy to the workings of lsrael’s
government.

THE DOTTED LINE |

NBC Films sold Divorce Court 1o
eight more stations, for a lineup
to date of 10 markets running the
first-run series this fall. The eight: 3
KGUN-TV  Tuecson, kHsL-Tv Chico-

Redding, wunB-Tv Hartford, weEnr
Evansville, wpar-tv Kansas City,
wTvN  Columbus, wcys-Tv Bristol,

and KTNT-TV Seattle-Tacoma.

In other action, the network syn-
dication division sold Laredo 10
wrve  Chattancoga  and  KTAL-TV
Shreveport-Texarkana, Laramie to
werv  Tallahassee, Richard Boone
Show to wrtis-Tv Miami and wict
Jacksonville, Forest Rangers to wtvy
Miami and wosl-Tv Roanoke, / ic-
tory at Sea to wurT-Tv Roanoke.
Danger Is My Business to WilNB-T\
Hartford, Profiles in Courage to

EXCLUSIVE PRODUCTS

NEW! PROFESSIONAL

MAKE-UP KIT

Specially Prepared For COLOR TV e MOT'ON
PICTURE & STILL
PHOTOGRAPHY

By The
RESEARCH
COUNCIL OF
MAKE-UP
ARTISTS,
INC.

| 7500

Complete with
Case & Instructions.

Complete New Color Process kit contains over 65 items of
foundation bases, eye color, lip color, mascara, lotions,
brushes, puffs, etc., plus attractive carrylng case and step
by step instructions. Includes all make-up required for Ekta-
chrome ECO 7255, EMF 7256, EF 7257 and EF 7258, color
negative 5251 and Ansco 242 film stocks. Also ideally sulted
for color TV and theatrical make-up applications.

Free brochure listing over 250 individually priced items and
SMPTE technical paper reprint available.

42

FREE
FOR THE ASKING
NEW
POCKET
SIZE
RENTAL 5
CATALOG =55

Invaluable 48-page ref-
erence guide, crammed
with the latest 35mm
& 16mm cameras, ac-
cessories, lighting,
sound, editing and re-
lated equipment from
the World's Largest In-
ventory of Motion Pic-
ture Rental Equipment.

g b P gy,

(Tl ger=

=Y ~y
Detailed
specification sheets

describing our products
In full with prices,

REQUEST A SET TODAY!

PRO JR. TRIPOD

WORLD’S
SMOOTHEST
FRICTION HEAD
NEW! IMPROVED
WITH TEFLON?®
BEARINGS

The New Mark Il Pro
Jr. Head with Teflon
bearings combines
fluid head smoothness
with the fast, free
movement of a friction
head. Features include
“T" level; knob for
mounting camera; adjustable angie telescoping pan and tilt
handle; 3 positions for attaching pan handle; tension control
knobs.

The Pro Jr. adjustable V-grooved tripod legs give almost
twice the gripping surface as before and greater rigidity at
any extension is assured.

MODEL NO. PRICES
FTH - 8 Head only . - $125.00
FTR - 8 Head with Legs 195.00
FTL - 8 Legs only 85.00
FCEF-14 Fibre Case 22,00

Dept. 302 315 West 43rd Street, New York, N. Y. 10036

Cable : CINEQUIP

(212) JU 6-1420 Telex: 1-25457

Branches in R
Hialeah, Fla./Washington, D.C./Atlanta/New Orleans/Cleveland
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- k6MB-TV Honolulu and Silent Service
. to wicT Jacksonville.

S.ILN.—Spanish International
i Network—sold its Bullfights from
| Mexico series to nine stations pre-
" paring to go on the air. The licensees
| taking the colortaped shows (avail-
" able also in  black-and-white
wwor-Tv New Orleans, kprv Dallas,
waJa-TV Miami. Kpaz-tv Phoenix,
| KEMO-TV San Francisco, WEco-Tv
- Pittshburgh. KJpo-Tv Rosenberg (near
. Houston). waMo-Tv Atlanta and
wsco-Tv Newport (near Cincinnati).
The fiestas bravas from Plaza Mexico
and the Plaza de Toros in Tijuana
are currently running on WrHL-TV
Philadelphia, wciu-Tv - Chicago.
wpca-tv Washinglon, keet-rv Har-
lingen, KEMX-Tv Los Angeles, KWEX-
TV San Antonio and wTs)-Tv San
Juan.

Wolper Television Sales chalk-
ed up a tally of 55 stations in the
lineup for the new run of Truth or
Consequences this fall.

Wolper's general sales manager
Wynn Nathan said 26 of the stations
were going to run the game show
in fringe time, between 6:00 and
7:30 p.m.

The 55-market tally was reached
with a bash of midsummer sales, 1o
14 stations: wekB Chicago. KFMB-TV
San Diego, KoIN-TV Portland, wiac-
TV Johnstown, waakr-Tv Baltimore.
wIXT Jacksonville, whTN-Tv Hunt-
ington, KTRK-TV Houston, WTVT
Tampa., KMEG-TV Sioux City, KTVK
Phoenix, wpoc-tv Salishury, wHas-
v Louisville and wrtz-Tv Platts-
burg.

Meanwhile. Wolper chalked up 29
stations signed for a Christmas spe-
cial. The Mean Mr. Firecracker. with
recent sales to waBl-Tv RBangor,
wsoc-Tv Charlotte, wrmy-TV Greens-
boro, wixT Jacksonville. wirva-Tv
Lynchburg and wesn-tv Portland.

RKRO Pictures Co. lined up
hiree more stations in the line of
five for Firing Line with William F.
Buckley. Jr. The takers: wjcrt-Tv
lacksonville, wswo-Tv  Springfield,
hind WVIE-TV Sacramento, an etv. The
lalk series was renewed by wcpo-Tv
Cincinnati, Krma-rv  Denver and
IKXTV Sacramento.

The reason two Sacramento sta-
Lions figure in the lineup is because
ISATV gave an okay lo the syndica-
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tion company to let the etv have a
run of the first 39 shows in the
series.

Elsewhere, RKO Pictures sold
the Abbott and Costello cartoon se-
ries to wiw-Tv Cleveland and KHsv-
TV Henderson-Las Vegas.

Sandy Frank Program Sales
sold America! to wrLs-Tv Tampa,
The American West to WROC-TV
Rochester, High and Wild 10 kNsc-
TV Los Angeles, and KcuN-1v Tucson
The Traveler.

GYPSY'S NINETEEN

American International Ty
tallied up sales after a month in its
initial series syndicalion venture.
And lo, Gypsy was set for stripping
this fall in 19 markets.

Taking The Gypsy Rose Lee Show,
half hour weekdays across the hoard,
are KABC-TV Los Angeles. wanc-tv
New York, weks-tv Chicago, wwi-
TV Detroit, WHEN-TV Syracuse. WJAR-
TV Providence, KcoM-Tv Albuquer-
que, KBIM-TV Roswell, KHBvV-TV las
Vegas. ksTv Denver, KMsp-Tv Min-
neapolis. KPLR-TV St. Louis. KZAZ-T\
Tucson. wicr-Tv Ashtabula. wswo-
TV Springheld, kesc-tv San Jose.
KvIQ-Tv Eureka. wisw-Tv Miami and
KGO-TV San Francisco.

ZOOMING IN

BILL viDAs joined Triangle Pro-
gram Sales as midwest representa-
tive. headquartering in Chicago.
where for the past decade he headed
his own company, Television Pro-
cram Service.

MILLER

Ofhicial Films awarded a vice pre:i-
dencv 10 JAMES P. MILLEE, who has
been ireasurer and secretary of the
company since 1963. Miller joined
Official in "6l as assistant controller.
became (reasurer the next vear.

il

LEE JACKOWAY joined Oflicial as
Northeastern sales manager, head-
quartering in Richmond, Va. Jacko-
way had been with wLw-p Dayton,
and earlier was Southern division
manager for Wolper Ty Sales.

LENARD ALBERT MAUGER joined
the international sales department of
ABC Films as managing director of
Far Eastern sales, headquartering in
Svdney. Hitherto ABC Films cov-
ered the East Asiatic territorv from
the New York ofice.

Mauger for the past three years
was general manager of Austarama
Television Ptv. Lid. Before that he
was in New York as director of in-
ternational operations for three Aus-
tralian tv outfits: Amalgamated Tv
Services, Macquarie Broadcasting
Service, and Artransa Films and
Radio. Earlier, Mauger was station
manager for ATN-Channel 7 in
Sydney.

CLOSE-UP

King Features Tv made a co-
production deal with Tonv Curtis for
a series of tv specials about lolly-
wood. with Hearst columnist Dorothy
Manners as host.

Brodax first suggeested an inside-
Hollvwood sliow to Mliss Manners
five vears ago. when she was Louella
Parsons’ assistant. Later, when Tony
Curtis talked to her about an idea
along the same lines, she brought
Curtis and Brodax together.

COMMERCIALS MAKERS

Producer-director BOB SAGE. for-
mer vice president of FilmFair. set
up Sage and Associates in Hollv-
wood to make commercials and in-
dustrials. Sage was with FilmFai
for tive vears. earlier was with The
Peterson Co. and Animation, Inc. At
FilmFair he had a hand in the Go
Go Goodyear campaign.

In Chicago. still photographer ric
WAITE linked up with The Film Mak-
ers to work as director-cameraman
on a number of assignments. Waite
shoots for ads and women’s maea-
zines. and has alreadv freelanced a
number of commercials. for Rich’s
in Atlanta, for Serta Maltress. and
for Outboard Marine.

HERBERT J. BRAUN moved up to the
post of Lastern sales manager at
Behell & RBebell Color Laboratories.
heading up sales on the Fast Coast

for both the metion picture and the
still divisions of B&B. Braun joined i
B&B in '64. He is a founder of Films |
for Educators, an educational flm |
production house.

On the Coasl, BURKE KAPLAN join- |
ed K&P Enterprises Co. as vice pres-
ident in charge of sales and pro-
duction. Before joining the commer-
cials studio, Kaplan was with a UHF
operation, and earlier worked in pro-
gram production at NMGM Tele-
studios. Before that he was assistant
national sales manager for Kij-tv ||
Los Angeles, and made commercials |
and programs at KTTV Los Angeles. |

ERNIE ANDREWS joined Delatie- |
I'releng as vice president, heading up
a team DePatie-Freleng put together
to make live-action tv commercials, |
somewhat a new departure for the
cartoon studio. Depatie-Freleng has
made live-action commercials before.
but never in a big way.

Andrews was a vice president in
Hanna-Barbera’s commercial divi-
sion, and bhefore that was in the agen-
cv game for over a decade.

SESAC shifted w. F. MYERs from
the post of director of station rela-
tions to that of director of interna-
tional relations. SIDNEY H. GUBER was
moved from general sales manager
1o director of marketing services and
CIARLES SCULLY was named director
of information services.

rUTH DEEN joined Elektra Film
Productions as assistant production
manager. Miss Deen has worked as a
script supervisor on a flock of feature
films and tv series, among them The
Defenders, Naked City. The Nurses,
and Hawh.

INTERPOL

Group W has teamed up with Lon-
don’s ABC Television Ltd. to make
a series of 13 half hours on The
World of Crime. |

The series will take a look at inter-
national narcotics trafhe, smuggling,
and gambling; “the apparent in-
crease of anti-social trends among
voung people in different countries;”

and recent changes in criminal law

around the world.

Programs in the series will be
filmed on location in Britain, West
Germanv. Denmark. Sweden and the
U. S. Howard Thomas. managing
director of ABC Television in Lon:
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¢ don., and Robert Noris, managing
. director of Associated British Patle,
'Lid., distributing organization for
{ ABC-TV Ltd,, said they view the co-
- production as “an ideal example of
i the kind of international cooperation
. that enhances tv.”

Last fall, ABC-TV Ltd. co-pro-
duced with NET in the U. S. a docu-
mentary series, The Struggle for
Peace.

Executive producer for The World
of Crime will be Michael Redding-
ton. an Englishman; associale pro-
ducer will be Walter McGraw, an
American. A team of British and
American criminologists will parti-
cipale in the series.

Reddington is supervisor of fea-
tures for ABC-TV London. McGraw
produced Crime and Punishment, a
Group W radio series: Profile of a
Riot, on the Watts disturbances, and
The V.D. Epidemic.

R T

SHAY

ROBERT E. sHAY joined Videotape
Center in New York as tape services
Jccount executive, in charge of sales
for the company’s post-production
lacilities—filin-to-tape transfers, dup-
ng, electronic editing, phvsical edit.
ng, Tv-ola editing, Kinescopes and
diggybacking. Shav was program
nanager of wuw-tv Columbus for
five vears. and before that was a
sroducer-director at wsz-Tv Boston.

TURISMO

For Ogilvy and Mather and the
Economic Development Administra-
ion of the Commonwealth of Puerto
tico, EUE/Screen Gems and wapa-
[V San Juan, station owned by Screen
Sems. are shooting a series of three
Wsecond  commereials 1o promote
ourism in Puerto Rico.
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The campaign is the first use of

tv advertising by the Puerto Rican
gzovernment. EUE/Screen Gems di-
rector-cameraman Mike Nebbia is on
location around the island, filming
the rain forest of El Yunque, the
radiotelescope at Arecibo, the old
church at San German. the phos-
phorescent bay at La Parquera. and
other attractions.

SALES TICKER

Firestone Film Syndication Co.
up distribution rights to
Greatest Fights of the Century.
Knockout, and Cartoon Classics,
from Caxton, Inc., owners of the

| series.
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Len Firestone, president of Fire-
stone Film Svndication, said his
company had developed a number of
llexible packages for the properties,
with the hight film package to include
106 episodes not vet seen on tv, of
Greatest Fights of the Centurv.

Firestone also plans to throw in
feature-lenath cartoons to slations
taking the Cartoon Classics series;
he has 23 such features in lengths of

| from 60 to 90 minutes.

Firestone also remarked that the
Cartoon Classics could easilv be used
as segments of a kid show, or could
even be run as adult programming
in prime time.

Wolper Tv Sales. division of
Metromedia. chalked up sales of The
Woody Woodbury Show to wen-Tv
Chicago, wwJ.Tv Delrvoit. WKBS-TV
Philadelphia. wrtv  Indianapolis,
KWeN  Denver. wkuc-tv  Boston,
KPLR-TV St. Louis, kpTv Dallas and
wciX-Tv Mhami and a number of
other stations, in addition to Metro-
media outlets which were lined up
earlier.

WBC Productions shifted casting
operations and talent hooking for the
Mike Douglas Show from New York
to Philadelphia, where the show is
taped at Group W’s Kyw-rv.

Joining the operation as talent co-
ordinator is Shellev Andrews, who
was with T'he Alan Burke Show and
the Barry Gray show in New York.

Her assistant will be
Shotel, who was in the public aflairs
programming department at KYW-TV.

Barbra

The ABC Owned tv stations went
into co-production with John Guedel
on a new show, The Lid’s Off—With
Linkletter. The program will run on
the ABC anchors, and will be syndi-
cated to others by Paramount Tv
Enterprises.

The network anchor group has five
other projects in the works for syndi.
cation, in addition to The Gypsy
Rose Lee Show, distributed by Amer-
ican International Tv. and Hurdy
Gurdy, distributed by ABC Films.

PEOPLE

GEORGE MOYNIHAN was named
general manager of WBC Produc-
tions, production and svndication
arm of Group W. Movnihan, who
had been program manager at Group
W’s Kprix San Francisco, succeeded
Chet Collier, who in June moved up
to the presidency of WBC Produc-
tions. Movnihan, before moving to
San Francisco two vears ago, was
program manager of wiz-Tv Boston
and executive producer for Group W

in New York.

In Hollvwood. M. KENNETH HYMAN
took over from Jack L. Warner as
executive vice president in charge
of worldwide produetion for Warner
Bros.—Seven Arts Lud.

Hvman, son of the companv’s
board chairman Eliot Hvman, had
been headquartering in London as
an independent producer. where for
MGM-TV he recently produced the
current The Dirty Dozen.

Farlier. Hyvman worked as a pro-
ducer on The Hill (Sean Connerv).
Gigot (Jackie Gleason). Whatever
Happened to Baby Jane? The Small
World of Sammy Lee, She (Ursula
Andress), One Million Years B. C.
(Raque! Welch), and The Nanuy.

NAT GREENE joined Coastal IMilm
Service as a sales representative. e
has been a film editor in New York
for the past 11 years.

LEX  FABIAN  joined Manhattan
Color Laboratory as an accounl ex-
ecutive.

F. M. “PETE” CLEMENTS, president
of Cine Art in Detroit and Holly-
wood, was elected a and
corporate officer of Producers Studio

director

in Detroit.
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he stir created in the trade press

recently by statements out  of
Hockaday Associates. Inc.. (subse-
quentlv re-named Hockadav DeWollfe
Giordano, [nc.) regarding station
handling of 30-second rates. has been
met with mixed reaction from sta-
lion representatives. Comments range
from strong defense of current pric-
ing practices to a fast pul-down of
the position taken by Hockadav vice
presideni and media director John
Hughes.

“He isnt saving anyihing new.’
reloried one rep spokesman, relei ring
to Hughes™ statements that (1) local
stations are overpricing 30s, (2) they
aren’t listing 30s on (heir rale cards.
(3) 30-second rates should be fixed.
and not preemptible.

“He’s just one moie person at the
agzency level trving to sel stalions lo
give away 30s.” lHughes held that a
premium on the 30 is justified. bu
should not exceed 60 per cent of the
minute rate. The 30s are sold at from

160 10 75 per ceni of the minul
price, and as high as 100 per cent in
some inarkets.

‘Many stations do list the 30 on
their rate card.” said one spokesman
countering another of Hughes’ points.
“Those who don't. don’t because the:
haven’t had much demand for them.”

Reps say no stabilization of the 30

i Television Age, September 11. 1967
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situation will oeccur until advertiser
interest in the 30 shows it is warrant-
ed. “I'd like to see this big market
for 30s Hughes talks ahout.”” one rep
demanded. “We have seen no greal
swing to 30s. Except among adver-
tizers who have 30s available from
pigayback pairs and who use them
separatelyv. occasionallv. when the
30s are attractivelv priced. no one is
knocking down our doors.”

Reps are not pessimistic about the
long range future of the 30, however.
Thev still see it as a good selling
iool lor stalions and an eflective com-
mercial vehicle for large and small

At SSC&B. Inc., New York, mediu
buyer Roger Staji works on 1h
Novell and American Cyanamid ac-
counts.

REPORT

advertisers. They feel it will gain
greater advertiser support when the
economy and spol business picks up.

So lonz as interest is scattered
and sporadic. they say. negotiation
for rates on 30s will continue on a
market-bv-market basis. “An adver-
tiser might get a 30 at 55 or 60 per
cent of the minute rate in a market
like Chicago, where demand for 30s
is fairly high and stations can afford
1o make them available—to meet ad-
vertizer demand,” one rep said. “Or
he may have 1o pav 85 to 100 per
cent in a smaller market or in one
where 20’5 are selling well.”

When advertisers in a large enough
body show significant interest, reps
feel. stations will meet the demand
by coming together on a more or less
“set” rale for 30s and will make
them available in fixed positions.

Among current and upcoming spot
campaigns [rom agencies and adver-
tisers across the country are the
following:

Borden Co.
(Ross Roy, Inc., N.Y.)

\ seven-week flight for KAVA INSTANT
COFFFEE breaks October 15. in 15 to 17
selected markers. The new, 90 per cent
acid free coffee product was first
introduced last Mareh in a seven-week

(Continued on page 48)
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COUNT ON
KOVR
FOR ACTION

L] SACRAMENTO

[ ] STOCHKTON
CALIFORNIA

You really stimulate sales in the
Stockton-Sacramento market
when you put your message on
television station KOVR. People
in this booming $5.30 billion
market* watch KOVR for in-
depth, exclusive farm and local
news programing, and for high-
rated ABC shows. This is the
combination that gets your com-
mercials seen . . . in one of Ameri-
ca’s fastest growing markets.

Daia Source: Sales Management’s 1967

Copyrighied Survey
Effeciive Buying lncome

O KOVR O

McCLATCHY BROADCASTING

BASIC ABC AFFILIATE REPRESENTED
NATIONALLY BY KATZ TELEVISION

SI)(” (Continuned from page 47)

test flight in Katamazoo and Phoenix.

In addition to renewal buys in those
markets, commereials will run in Ba
City, Saginaw, Tolede, Ft. Wavne,
Detroit, Lansing, Hartford-New Haven,
Portland, New York, Boston, 'rovidence,
springheld, Tucson, and Grand Rapids.
Day and [ringe minutes will be nsed.
tngrid Thalheimer is the contact.

Bristol-Myers Co.

(Foote, Cone & Belding, Inc., N.Y.)
A nine-week buy for INNOCENT
BLONDE and HATR SO NEW, from
Claivol, hreaks at issne date, Teens are
the target of the fringe piggybacks in 26
top arkets. Buving is Margaret Hoeksma.

Bristol-Myers Co.

(Young & Rubicam, Inc., N.Y.
September 25 is start time on a four-week
flight for EXCEDRIN. Fringe minutes,
30's and 45/15 pigzybacks will be nsed

in 32 major markets. Boying i

Dong Werner,

Brooke Bond Tea Co., Ine.
(Simonds, Payson Co., luc., DBoston)
A seven-week push for RED ROSE TEA
hreak= October 1. Fringe and day

nrinutes will be used to reach women

in 27 markets. Buving is Hartlev Baxter.

Carvter-Wallace. Ine.

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

tndependent 30°s and fringe piggvhacks
will carry the message for ARRID SPRAY
DEODORANT, starting at issne date.
Conmercials will be in the top 50

markets through December 31, Bob
Ubaldo is the contact.

Continental Baking Co., Ine.
(Ted Bates & Co., Inc., N.Y.)
Commercials for MORTON'S FROZEN
FOODS break at issne date, September 18,
and September 25, The 10 10 13-week
buy will use dav and some fringe

niinutes to reach women in 50 major and
top markets. Buying are Helen Grady

and Travis Moeller,

Corn Produets Co.

(Lennen & Newell, Inc., V.Y.)
Connmercials for DT MAZOLA
MARGARINE break September 16 and
September 18, Fringe and day minutes.
30°s, and 1D’s will he vsed in 12
midwest and east coast markets through
November 12, Sandy Flovd is the contact

Corn Produets Co.

(SSC&DB, Inc., N.Y.)

I'he Best Foods division has an eight-week
linv firr NEW SOFT FABRIC
SOFTENER. 1o break September 25.

Day and fringe minutes and piggvback
will be vsed in 26 major markets.

Juving is Peter Wolfe.

Curtiss Candy Co.
(Clinton E. Frank, Inc., Chicago)
Commercials for CURTISS CANDY

break October 9. Fringe and day minntes
will be nsed in 135 markets for six
weeks, Buying are Joan Scholl,
Charlotte Tucker. Peg Bartelson,

Dick Glimer, and Tom Stumpf.

Faultless Staveh Co.

(Bruce B. Brewer & Co., St. Lows)
September 18 is start time on a buy for
FAUL'TLESS STARCH. Fringe and prime
1D's will be used throngh November 26
in 50 major markets, Buving is

Ana Lotko,

Ford Motor Co.

(BBDO, Inc., N.Y.)

This company’s Philco division plans a
varions-product push 10 break October 9.
The eight 1o 10-week push will nse
fringe 30°’s and prime 20’s in 15 major
markets, Buying is Hal Davis.

General Foods Corp.

(Benton & Bowles, Inc., N.Y.)
Commercials for FORTIFIED OAT
FLAKES will be in 35 major markets
through late September. I'ringe minntes
and pigeybacks are being nsed. Buying
i= lason Roth

General Foods Corp.
(Ogilvy & Mather, Inc.. N.Y.)
Commercials for GREAT SHAKES break

at issue date. Independent 30°s, early
linge minutes and piggeyhacks will be
used in 50 major markets through March
310 A buy for SHAKE 'N BAKE start-
Septenmber 25 in from 40 to 50 major
marhets. The five-week tlight will nee
early and late fringe piggybachs,

Buving is Tony Lavely.

Golden Press

(Geyer, Morey, Ballard, Inc.., N.Y.
short one to two-week (lights for
UNIVERSAL HISTORY OF THE
WORILD are currently in Mobile, Little
Rock, Philadelphia. Luskin. Youngstown.
Columbia, S.C.. and Nashville, Fringe
minutes and prime 20's ave beng

n=ed, Bl Millar buvs.

ldeal Toy Corp.

(Grey Advertising, Inc, N.Y.)

A 10-week buy lireaks October 2 for
these toy products: GIGGLES, TURSY
RACERIFIC, ACTION TIGIHWAY, aud
CAPTAIN ACTION. About 50 per cent of
the 15-market schedule is in pigzybacks,
with fringe minutes and prime 20's
completing the plan. Marge Swallow buys.

Ideal Toy Corp.

(Helfgotr & Pariners, N.Y.)

Fall activity for this compauy’'s game
products starts Octoher 2. Commercial
for SLAP TRAP, CAREFUL, COLD
FEET. SUPER CITY. IHTANDS DOWN.
TIPKT, and KABOOAM. will be in 15

markets for (0 weeks, Fringe piggybachs. x
minutes, and prime 20's wil! be
used. Buving is Isabelle Standarid.

Andrew Jergens Co.
(Cufu.ningll(un & Walsh, Inc., N.Y.)

Plans are still tentative on a fall buv for
JERGENS LOTION. Being considered is a
~chednle to run from October 22 throngh
December 16 and then from Jannary 2
through February 19. Minutes and
possibly 20°s or 30"s will be nsed
probably in from 30 to 40 markets.
Marv Carton is the contact.

(Continued on page 53
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One Seller’s Opinion . . .

PERCENTAGES VERSUS REAL VALUE

All the recent conversation aboul the 30-second commercial and rates
for 30s seem to have become bogged down in a discussion of percentages.
Should the 30 be priced at 50 per cent ol the minute rate? Should a per-
centage ceiling be placed on the 307

Particularly vociferous on this subject have been several well l\nuw'n
media directors who have taken the stand, publicly anyway, that their
agencies will not pav more than 50 per cent of the minute rate for a 50-
second cowmmercial.

Whether or not thev have done this in order lo establish some Kind of
base for bargaining is not the point. The point is that what they should
be concerned with is not percentages but the value they will be getting
for their money.

The buyer never has evaluated elliciency in terms ol percentages.
He wants to know what those percentages mean in tlerms of real dollar
value. He judges the efficacy of any rate upon what value the spot has in
cosl elliciency for his produect.

He does not ask 10 pay 33 1/3 per cent of the minute rate for a 20
simply because the 20 is that part of a minute in time. So why should he
expect to pay 50 per cent for a 30 just because it is half of a minute?

If he is told to buy 30’s strictly according to whether or not they are
priced at 50 per cent of the minute rate, furthermore, he is going to run
into some real trouble. Suppose that 1wo stations are each ollering a 30-
second spot al $150. The two stations deliver tarzet audiences as follows:

Station A: 100,000

Station B: 120,000
The cpm for a 30 on station A is $1.50, and the rate for the 30 is 50
per cent of the minute rate. Station B has a cpm of $1.30, but is selling
the 30 at 60 per cent. Which would you huv? Obviously, station B is
the choice buv.

But suppose the media supervisor sends out a memo stating that
no 30-second spols are to be purchased where the rale is more than
50 per cent of the applicable 60-second rate. Let us further suppose
that the stations have 60-second rates as follows:

Swation A: $300 CPM: $3.00
Station 13: $250 CPM: $2.08
Now which 30 would vou buy?

Obviously, using a percentage without evaluating other relative
information can be more costly in the long vun. Carrving things a
bit further, to say that a 30-second spot is half the duration of a
minute is not to sav that it is hall the value of the minute.

Advertisers are buying 30’s and they have been right from the
minute 30s began to be offered. because they have found it to be a
good selling unit. It gives them back the spot flexibility they found
they did not have in many cases where piggvhacking necessitaled
compromise of target audience for one or another of the brands paired.

Research on the eflectiveness of the 30 has proven that it is more
than half as effective as the minute. Therefore, although it is half
of a minute in time, it is not half a minute in terms of selling value.

In evaluating 30s at their real value, agencies and advertisers must
also consider selling, production, and accounting costs which accrue
to the station handling 30s. The rates slations are asking are nol
profiteering rates by any stretch of the imagination.

The 30’s are being offered at their real value, and the buver should
be willing to pay whatever that value is. e should continue to evaluate
the true worth of a 30-second rate just as he has alwavs evaluated
rales in the past, in lerms of cost elliciency and audience delivered.
And let’s have done with debate about percentages.

; Television Age, September 11, 1967

GO FIRST
CLASS WITH
KMJ-TV

FRESNO e CALIFORNIA

Put more snap in your western
sales. Put vour message on KMJ-
TV. The San Joaquin Valley's
first television station puts first
class skills and equipment to
work and delivers the audience
vou want in the nation’s Number
Onc agricultural income county.

Data Source: SRDS, June 1967

O KMJTV ©

McCLATCHY BROADCASTING

BASIC NBC AFFILIATE REPKESENTED
NATIONALLY BY KATZ TELEVISION
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FRANK KIRKPATRICK, account su-
pervisor at Young & Rubicam, Inc.,
was appointed vice president.

EARL C. LYON, group account man-
agement supervisor, and MALCOLM
oclis, director of media and research
at Campbell-Ewald Co., Delroit, were
named vice presidents.

srADY BrOowN joined Wm. Esty,
Inc., New York, as senior vice presi

BROWN

dent and account supervisor on the
Whitehall division of American
Home Products Corp. Brown was
formerly executive director of the
Inter-Public Group subsidiary. Prod-
uct Development Workshop.

DONALD SALTZMAN was named
manager of tv programming and pro-
gram development at Compton Ad
vertising, Inc.. New York. Salizman
was formerly tv program director at
Papert, Koenig, Lois, Inc.

F.J. VAN BORTEL and WINSTOXN
WHITE were named executive vice
presidents of Marplan, White heads
research services. Van HBortel is
chairman of marketing and product
policy commitiee and manager of
Marplan’s Chicago office.

CHESTER R, COOPER was named
liead of the tv and radio department
at Gray & Rogers, Inc.. Philadelphia,
He was formerly director of pro-
duction.

WJTV.. Sells

Metropolitan
Mississippi

< Jackson

Metro effective buying-
imcome up 112.49,

Agency Appointments

WILLIAM H. MALLISON, vice presi-
dent at Gardner Advertising Co.
was named general manager of the
agency’s New York division. He was
formerly supervisor on the P’et. Inc.
account, in St. Louis.

FORREST F. OWEN, Jk., was named
regional manager of the Minneapolis
office of BBDO, Inc. He was recent-
ly president of Clyne Maxon, Jne.
BBDO subsidiary, during temporar
absence of C. Terrence Clyne. Before
thar, he was regional manager in
BBDO’s Chicago office.

WILLIAM G, OsBORN joined Mac-
Manus, John & Adams, Inc., Bloom
field Hills, Mich., as account ex
ecutive on the Pontiac account. He
was fonnerly account executive at
Benton & Bowles, Inc.

Senior vice president puiLie
BOONE was named chairman of the
executive committee. Dancer-Fiiz-
gerald-Sample, Inc./West, San Fran-
cisco, and senior vice president
STANLEY T. PETERSON became di-
rector of DFS/West operalions.
LARRY SMifli was named account
supervisor for Ralston Purina Poul
try products.

ROBERT B. I1YDE, account supervisor
and RICIIARD A, KEBRON, JR,, account

KEBBON HYDE

group supervisor, were clected vice
presidents at Ted Bates & Co., Inc.,
New York.

PAUL A. LAWLESS joined Lennen &
Newell, Inc, New York, as vice
president and associate merchan-
dising director. He was formerly
merchandising manager and direcio
of trade relations with the Colgate
Palmolive Co.

DOLORES LA FALCE joined J. M
Mathes Inc., New York. as account
executive on packaged goods ac
counts, She was formerly account
executive with Rumrill-Hoyt, Inc.

J. BRIAN BAKRRY, aceount uper
visor at Pritchard, Wood, Inc., New
York, was elected a vice presilent.

RORERT D. BENTLEY and JotL
vreiN joined Needham, Harper &
Steers, Inc., Chicago, account s-
pervisors. SAMUEL N. SCIIFELL, account

ipervisor, was elected a vice presi

SCHELL

dent. Bentlev was formerly an ac-
count executive with Leo Burnen
Co.,, Inc. Upin was with Edward
H. Weiss & Co.

JAMES 1. O'NEAL, management <u
pervisor for Lufthansa German \ir
lines, knox Gelatin, United States
Travel Service, Bermuda Trade De-
velopment Beard. and Grace Line
at D'Arey  Advertising Co.,, Inc.
New York. was elecied an exeeutive
vice president.

GRORGE L. CHIISTIE, JR., joined
Lennen & Newell, Inc., New York,
as vice president and account su
pervisor on the National Distillers
I'roducts Co. account. lle was for-
merly vice president and supervisol
of the same account at the Zlowe
Co., Inc

NORVAN FREEDMAN joined Street
& Finney, Ine., New York. as ac
count executive on the Baggies
brand. He was formerly with Gre
\dvertising. Inc

navin N. NELSON joined Clinton E.
Frank, Ine., Chicago, as vice presi

'ELSON

dem and account supervisor. He was
formerly with Jack Tinker & Part
ners, New York.
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Profile . . . . .

8 rom his New York office at Streel
Finney, Inc., new media plan
ner Joel Spiegel spoke about some
! of the things thal prompted his move
110 planning after three vears as a
project director in media analysis at
Grev Advertising
Mhe most challenging aspect of
this parl of media is that i’s a con.
tinua changing area” he ex
plained. “New tools of the trade, so
to speak. are discovered almost on a
weckly basis. Whether these are gen-
eral wmedia concepts which can be ap-
plied to any brand, or new informa-
tion to be applied to my particular
brand, they make my job a dvnamic
and continual learning process.

The desire to become involved with
the workings of one brand or a
single group of brands contributed to
Spiegel’s decision to leave his post
at Gr ‘At Grey | was working on
nanv brands,” he noled. “examin
ng media research techniques that
ould he applied to all brands. |

with one product
rroup long enough to gel 10 know it.”

Fhat's the job of a media planner

vanted 1o stay

JOEL SPIEGEL

\nother aspect. equally attractive lo
Spiegel, was the business knowledge
he could gain. “If vou gel involved

in enough dillerent product cate-
vories for one client. vou learn

about the marketing plans and con-
cepts inherent to that particular Kind
of business. It becomes more than
just a strict media operation.”

The media planner’s interest in
markeling concepls comes, no doubt
from his earlier training in markel-
ing and business adminisltration.
working for a bachelor of science
degree in business administration at

New York Universitv. He never had
anv doubl aboul wanting to go into
advertising. “It was no accident,” he
said. “I made my decision in college
and this is where [ want to stay.”

Unlike several media buvers. who
have recently expressed the view that
the buver should do his own media
planning. Spiegel feels the functions
should be kept separate. “The plan-
ner should not get involved in buy-
ing.” he insisted. “1f he’s on a brand
with a high commitment in spot
lie’s going to spend a lot of time buy-
ing and not enough of it planning. A
planner should use that time to be
come very closely involved with the
markeling people, the account people,
and the client.”

lle agrees. however, that the plan-
ner should become enough involved
in buving to understand some of the
difhiculties, to know what is happen-
ing, and to see that his plans are
properly execuled.

Married, Spiegel lives with his
wife in Far Rockaway, New York.

where le likes to spend his weekends
on the golf course.

How theWest is ONE..

wCreat West Group | .

SERVING 208,000 TELEVISION HOMES

IN 60 COUNTIES

KFBB-TV, GREAT FALLS, MONTANA l‘
KULR-TV, BILLINGS, MONTANA
KTWO-TV, CASPER, WYOMING

This broad coverage made possible by

N ,’

114 translators and 37 CATV systems.

FALLS .

°
Salt Lake City

. KULR-TV
v ® BILLINGS

l%
|
l
|

WYOMING

KTWO-TVY o
CASPER

L__,

l
l
|

Denver
™

l CHUNINHITT R ASK YOUR MEEKER MAN!
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Fringe Benefits

Fringe benefits—media buy-
ers get them by the basketsful.
They are the winners of color
televisions, transistor radios,
expensive cameras, They even
come in for station-sponsored
vacations.

Generally, these “vacations”
are in the form of semi-busi-
ness/social weekends at which
station officials wine and dine
a group of buyers, before lead-
ing them on tour of station
facilities.

One station, however. wLcy-
v Tampa-St. Petershurg, and
its rep, H-R. decided to change
all that. Last menth H-R se-
lécted, out of a batch of regis-
tration cards filled out by
media buyers, one winner, to
receive an all-expense
Florida weekend.

The winner, Louise Gainey,
of Kenyon & Eckhardt, Inc.,
New York, accompanied by her
buying assistant, Martha Gar-
bold, spent a weekend at the
Sheraton Inn, St. Petershurg,
where she was entertained by
the Hawaiian Qutrigger Riders

paid

and treated 10 an indoor
“luau.”  Signilicantly  absent

from the weekend plan was the
usual tour of station facilities
and the sales pitch.

Puvpose of the station’s
Florida Sweepstakes Promo-
tion, an H-R spokesman ex-
plained, was merely to say
“Thanks for doing husiness
with us.” The station plans
lo play host to a diflerent
media buyer each menth. Next
candidate for the Florida treat-
ment will be Hal Katz, of Grey
Advertising, Inc., New York.

99

WJTV..Sells

Metropolitan
Mississippi

<« Jackson

Metro effective buying
income up 112.4%
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Spot Billings Per Tv Home

Here 1s a list of the three-or-more-station markets broken out by the
FCC in its annual reports for 1966 and 1965, together with the amount
of spot investiment per home in each of those markets. The homes figure
is based on average viewing in each market according to American
Research Bureaw reports for March and November, 1966 and 1965,

9 a.m. so mudnight.

Market

Albany-Sch’tady-Troy
Albuguerque, NI,
Amarillo, Tex.
Atlanta, Ga.
Bakersfield, Cal
Baltimore. M.
Bangor, \Me.
Beanmont.

Port Arthur, Tex.
Binghamton, N.Y.
Birmingham, Ala.
Boston, Mass.
Buffalo-Niagara Falls
Cedar Rapids-

Waterloo. la.
‘harleston-Oak 11ill.

Huntington, W. Va,

Ashland, Ky
Charleston. S.C.
Charlotte, N.C.
Chattanooga, Tenn.
Chicago, 11l
Cincinnati, Ohio
Cleveland. Ohio
Colorado Springs-Pueblo
Columbia, S.C.
Columbus. Ohio
Corpus Christi, Tex.
Dallas-Fort Worth, Tex.
Davenport, Ta. Rock

Istand-Moline, 111
Dayton, Olio
Denver. Colo.

Des Moines-Ames, towa
Detroit, Mich.

Dututh, Minn.

Fl Paso. Tex.

Erie, Pa.

Evan-ville, Ind.

Fargo Valley City, N.D,
Flint-Saginaw-Bay City
Fort Wayne, Ind.
Fresno-Hanford-Visalia
Grand Rapids-Kalamazvo
Green Bay, Wisc.
Grernsboro-1ligh Point-

Winston Salem, N.C.
Greenville-Washington,

New Bern, N.C.
Greemville-Spartanburg,

S.C.-Ashville, N.C.
Harrisburg-Lancaster-

York-Lebanon, Pa.
Hariford-New Haven-New

Britain-Waterbury
Honolulu, Fawaii
Houston-Galveston, Tex.
Huntsville, Decatur, Ala.
Indianapolis-Bloomington
Johnstown-Altoona, Pa.
Kansas City. Mo,
Knoxville, Tenn.
l.as Vegas-llendersen
Lincoln-lastings-Kearney

1966

39.15
22.84
20.68
53.16
21.95
30.60
14.41

18.32
25.25
3735
58.22
35.69

28.21

20.60
14.01
40.45
18.57
70.40
11.73
46.16
23.08
35.68
48.23
19.46
55.33

2497
37.40
50.43
36.19
10.62
21.24
21.12
21.66
25.54
20.94
38.29
30.18
37.80
41.55
18.17

27.81
20.79
2361
37.78

66.60
32.33
59.23
19.95
47.56
23.81
55.18
28.71
14.77
25.81

1965

$36.63
20.93
18.76
3891
2144
45.93

n.a,

21.53
27.714

n.a.
49.35
34.48

24.93

19.32
12.25
39.18
18.44
68.78
37.21
38.70
21.81
34.96
44.27
2267
48.77

23.12
36.28
45.72
34.27
3739

n.a.
21.69

n.a.
2293
19.18
36.27
28.52
39.58
42.21
18.83

23.21
19.58
22.75
35.98

63.76
27.42
54.70
25.39
41.18
2717
51.35
27.09
14,41
26.62

Marke:

Little Rock. Ark.
los Angeles, Cal.
Louisville. Ky,
Madison, Wisc.
Memplhis. Tenn.
Aliami, Fla.
Milwaukee, Wisc.
Minneapolis-St. Paul
Mabile, Ala.-Pensacola.
Fla.
Montgomery, Ala.
Nas=hville, Tenn.
New Orleans, La.
New York, N.Y,
Norfolk-Portsmouth
Newpori-New
Hampton, Va,
Odes=a-Midland-
Monahans, Tex
OKlahoma City-
Lnid, Okla.
Omaha. Nebr,
Orlande-Daytona Beach
Paducah, Ky.-Cape
Girardeau, Mo.-
Harrisburg, 111,
Peoria, 1L
Philadelphia, Penn.
Phoenix-Mesa, Ariz.
Pittshurgh. Pa.
Portland-Poland Spgs. Me.
Portland, Ore.
Providence. R.1.-New
Bedford, Mass.
Riclhimond-Petersburg, Va.
Roanoke-Lynchburg, Va.
Rochester, N.Y.
Ruchester-Austin, Minn.
Mason City, lowa
Rockford, 111
Sacramento-Stockton, Cal.
Salt Lake-Ogden-Prove
San Antonio, Tex.
San Francisco-Oakland
Seattle-Tacoma, Wash.
Shreveport, La.-
Texarkana, Tex.
South Bend-Elkhart, Ind.
Spokane, Wash.
Springhield-Decatur-
Champaign Urbana-
Danville, 111
St. Louis, Mo.
Syracuse, N.Y.
Tampa-St. Petershurg
I'neson, Ariz.
Tulsa. Okla.
Washington, D.C.
Wichita Falls, Tex-
Lawton, Okla.
Wichita-Hut¢hinson,
Kan-.
Wilkes Barre-Scrauton
Youngstown, Ohio
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1966

20,41
80.16
37.29
26.60
31.21
59.50
19.77
16.16

24.32
2843
25.88
10.73
54.37

21.49
20.18

S1iS
32,57
27.01

19.04
23.08
50.01
11.99
18.15
24.98
45.88

15.00
26.34
16.64
37.29

18.56
19.89
48.81
31.24
33.08
86.13
51.55

24 .47
20.66
26.68

3259
54.44
3869
38.67
24.35
36.37
56.80

18.33
23.50

23.02
22.34

1965

20.39
69.61
38.79
28.36
28.43
5167
14.36
40.01

2251
27.05
22,51
38.13
1907

23.89
19.77

49.52
33.70
25.98

19.31
26.78
15.99
40.18
13.69
2549
14.98

40.68
21.18
18.30
34.93

15.09

n.a.
45.00
30.70
33.15
4.73
50.28

23.45
18.78
29.31

30.46
50.46
39.18
36.09
2241
3431
51.49

18.27
27.49

19.86
22.77

1!I
| !
|
|
|
|




tI*S[)(” (Continued from page 48)

¢ Jolhmson & Johnson

L (SSC&B, Inc., N.Y.)
A various-product push for this company
will be in 36 top and major markets
thronght October |. Women are the target
ot the fringe minutes, piggybacks
and 30°s. Buying is Paul Saltin.

Lea & Perring, Ine.

(/. M. Mathes, Inc., N.Y.)
Commercials for LEA & PERRINS
STEAK SAUCE break at issue date.
Fringe minutes and prime 20's will he
used for from eight 10 10 weeks in
New York, Houston, Minneapolis,

St. Louis, and New Orleans. A possible
expansion to three additional markets ma
come in late {all. Ruth Clinten

is the contact.

Lever Bros.

(Daniel & Charles, Inc., N.Y.

This company is testing a new commercial
approach for GLAMORENE. with
minntes and piggvbacks in St. Louis
The four-week flight breaks at is<ne date
Expancion to more markets is scheduled
for Luer this fall. Pat O Rourke

is the buver

Lever Bros.
(). Walter Thompson Co.. N.Y.)

Minutes and pigaybacks will carry the
message on LUN LIQUID starting at
issue date, The seven-week huv wil
e in 85 major markets. Buving

Betty Rertig,

Louis Marx & Co., Inc.
(Ted Bates & Co., Inc.. N.Y.)

\ 12.week buy for MARX TOYN hreaks
October |. Kids are the 1arget of the
day and early fringe minutes in 40
major markets. Buving is Mary Oh<er

Miles Laboratories, Ine.

(lack Tinker & Partners. NY.)
FFall aetivity for CHOCKS breaks at
issue date, Fringe minutes and 30°« will
tun for about 12 weeks in 50 major

narkets. Buying are Bernice Guimann
ud left Charnik,

Menley & James Labs.
(Foote, Cone & Belding, Inc.. N.Y.)

A 29week push for CONTAC starts

at 1seue date. Fall activity begins in 12
op markets, using prime and fringe 11)'s,
dte fall expansion to southern markets
will bring the total 1o 36. Nadine

Martin is the contact

WJTV..sells

Metropolitan
Mississippi

- Jackson

Metro effective buying
income up 112.49,
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Mobil Oil Corp.
(Dovle Dane Bernbach, Inc.. N.Y.)

The name of this companv’s new consumer
contest is still a secret. Commereianls

tor the contest break September 22 and
October 6. The 1wo four-week Hights

will u<e fringe minutes and prime 20's

in {rom 70 to 80 marketz, Buving

s Jerry Le

C. F. Mueller Co.

(Needham, lHarper &
NY.

Octoher 2 0s start thne on a 15-week buy

for this company’s SPAGHETTT and

MACARONI produets. Farly and late

fringe minutes will be used in 10

top markets, Bab Widholin

is the contact,

Steers, lnc.

Who cares

Flossie

Mohasco Industries, Inc.
(Daniel & Charles, Inc., N.Y.)
Commercials hreak at issue date for
ALEXANDER SMITH CARPETS.

The test-market program calls for fonr
to six-week tlights in IS scatiered
markets to run through November 7
Fringe and day minutes are being used.
Buving is Doris Gould.

National Biseuit Co./James O.

Weleh Co.
(Wm. Esty, Co.. Inc., N.Y.)
Ihese companies plan piggyback buys for
WELCH'S CANDIES and NABISCO
WIHEAT AND RICE HONEYS. The
five-week tlight breaks at issue date
in about 35 markets. Buying are
Fdb Mair and Jerrv larrison

(Continued on page 54)

about

Schoonover?
WHO-TV...that's who!

WHO-TV is the only central lowa television station with a
regular schedule of editorials. Why do we editorialize?
Because our viewers, like Flossie Schoonover of Davis
City, lowa, want such opinion to help them make decisions
on important issues. We care about Flossie, so we give
her our opinions in editorials telecast regularly. As a
result, Flossie Schoonover—and the rest of our viewers

—care about us, too!

© COLORFUL 13 « DES MOINES, IOWA

Represented Nationally by Peters, Griffin, Woodward, Inc.

53




Spl)' (Continned from page 53)

North American Philips Co., Ine.

(LaRoche, McCaffrey & McCall, Inc.,
N.Y.)

A one-week flight for NOREL.CO TAPE

RECORDERS breaks September 16. Men

are the target of the late fringe minutes
in 29 top markets. Buying is lrwin Joseph.

Numetrie Corp.
(Prichard, Wood, Inc., N.Y.)
A 10-week schednle for MR. DIPPY

flavor straws hreaks at issue date. Fringe
and day minutes to reach Kids will be

in =ix castern and 1wo midwestern
markets. Fred Corkle is the contact,

Procter & Gamble Co.
(Dancer-Fiizgerald-Sample, Inc.,
NY.)
A hree-week flight for DREFT breaks
September 18. Fringe minutes to reach
women will he in 10 selecied markets.
Mike Weiner is the contact. Another
10-market boy, for PUFFS, will nse fringe
and day minutes through Decenber.
Buving is lohn MeCurdy.

Quaker Oats Co.
(LaRoche, McCaffrey & McCali, Inc..
NY.)

A 60 10 70-market buy for LIFE cereal
will run in two four-weeks flights.

KNids are the target of the first flight,
breaking at issue date. The second
{light, starting October 1, will reach
adults. Fringe and day minutes are
planned. John Ward is the buyer.

Quaker Oats Co,

(1. Walter Thompson Co.. N.Y.)
\ 12-week buy for various Burry biscuit
prodnets breaks September 25, Kids

are the target of the late fringe and
weekend piggvbacks in 26 top east

(Continued on page 57)

David C. Adams. r..
vice president, NBC, accepts gold
gavel from Orison S. Marden, presi-

senior executive

dent, American Bar Association at
ABA’s Honolulu meeting. Two other
v gavels were won by NBC News and
wnBC-TV New York.

54

Fred E. Walker was named general
manager of wuw-r Cincinnati. e
was formerly general manager of
kPIX San Francisco.

Media Personals

JouN nockk joined Weighunan,
Inc., Philadelphia, as a media buy-
er. He was formerly with J. L.

| Snyder Associates.

STAN COLBERSON joined Melizer,
Aron & Lemen, Inc., San Francisco,
as divector of media and marketing

|  He was forimerly director of media
and marketing at Lennen & Newell

fne., LA,
! JOFL  SPIRGEL  joined  Sirect &
Finney. Ine., New York, az media

planner  on  the Baggies account.
He was formerly with Grev Adver

tising, Inc.. New York.

CBS Lists New Rates

Latest rate information on CBS
network altiliates. released recently,
simniarizes  station rate increases
cince July 1, 1967, as follows:

ktpa-tv Amarillo, Tex., from $425
1o $175. effective January 21, 1968,

wiarFn-1v Baton Rouge. La.. from
€525 to 8575. effective Seprember 17,
1967.

kook-Tv Billings. Mont., from $300
to §350. effective January 21, 1968.

KaLr-ay Butte, Mont., from $300
to §350. cflective January 21, 1968,

kevs-1v Cape  Girardeau, Mo,
from $775 to $800. effective October
1, 1967,

wisL-Tv Columbus, Ga., from $650
10 8700, effective Febroarv 18, 1968.

wenl-tv Columbus.  Miss,,  from
8300 to §350. effective December
10. 1967.

wins-Tv - Columbus, Ohio, from

§1.200 1o $1,275, eflective Junuary
7, 1968.

wrvy Deothan, Ala., from $350 to
$375, eflective Ociober 15. 1967.

KLOE-TV Goodland, Kan., from 850
1o 875. eflective December 21. 1967.

rrex-tv  Grand Junction, Colo.,
from $200 to $250, effective January
21. 1968.

Kays-Tv Havs. Kan,, from $130 to
§150, effective October 15, 1967.

reMB-TV {lonolulu, tHawai, from
$375 to $400, effective September
17, 1967.

wriov-rv - Houston, Tex., from
§1.425 10 $1475, cflective October
1. 1967.

winNt-Tv  Huntsville, Ala., from
§225 to §300, eflective February 18,
1968.

win-tv Idaho Falls, Tda., from $300
1o $325. effective January 21, 1968.

wiatv Jackson, Miss., from $700
to 8750, effective Januvary 7, 1968.

wIHL-TV Johnson City, Tenn., from
%475 to §525, effective October 15,
1967.

wiik-tv - Knoxville, Tenn,, from
$750 to 8800, ellective January 7,
1068.

Kias-Tv  Las Vegas. Nev., from
S22 10 §250. eflective January 21,
1968.

keve-tv Mankate, Minn,, from
S150 1o $175. effective Februnary 4,
1968.

KNOE-rv Monrvoe. La.. from $600
to §625. effective December 21, 1967,

kTvo Ottumwa, Towa, from §325
10 350, cffective September 17, 1967,

Koot-tv Phoenix, Ariz., from $750
to $775. effective February 18, 1968.

kovv-Tv Rapid City, S.D., from
$375 10 $425, elfective December 24,
1967.

wtvit Richmond, Va, from $750
1o $825. eflective October 1, 1967.

wees-Tv Rockford. 11, from $250
to §300, effective September 17, 1967.

ksew-Tv Salinas-Monterey, Calif,,
from $650 10 $700, effective Feb-
rnary 18, 1968,

ksLa-Tv Shreveport, La., from $725
to $775. effective February 18, 1968.

KELO-Tv Sionx Falls, S.D, from
$1.150 1o $1.250, effective February
18. 1968.

wsnr-1v South Bend, Ind., from
$350 to 8575. eflective January 7,
1968.

wsea-Tv  Spartanburg-Greenville,
S.C.. from $675 10 §725, elfective
Jannary 7, 1968,

wilEx-TV  Svracuse, N.Y. from
31000 1o §$1,100. effective December
10, 1967.

kmvr Fwin Falls, 1da.. from $225
10 §250, effective January 21, 1968.

KBLU-TV Yuma, Ariz., from §75 10
§100. eflective November 12, 1967.

wapl-tv Birmingham, Ala.. from
$1.400 1o $1,500, effective February
18. 1968.

wsva.Tv llarrisonburg, Va, from
%300 to $350, ellective October 1,
1967

Television Age, September 11, 1967




New Representatives

waAv-Tv Huntsville, Ala. named
Adam Young—VTM, Inc. its na-
tional sales repre=entative. effective
immediately.

VYetwork Rate Increases

BC-TV:

wIET-TV Erie, Pa.. fiom $175 1o
%225, effective February 13, 1968.

wrAL-TV Raleigh. N.C., from $l,.
200 to $1.300, eflective Fehruary 13.
1968.

1 western style welcome for the new
‘elevision season, with a carnival sub-
theme, was used by ABC affiliate
wraa-Tv Dallas-Fi. Worth, 1o pro-
note its fall season program line-up.
Station hosted more than 900 clients
wdverising agencies, amnd press at a
‘Hlats Off To A Very Special Sea-
son” party at the Sheraton-Dallas Ho-
el. Highlight of the cvening was a

30-minute ABC film, “A Very Special
scason,” previewing ABC’s |1 new
hows. 80 specials, and sports cover-
tge. Eleven carnival game boo'hs,
epresenting the 1] new shows, were
et up along an Old West-type street.
Yictured at the Bumper Game booth
re Paul berry (l.), Paul Berry Ad-
vertising, and [lim Prau, operations
WHanager, WrAA-Tv.

WJTV..Sells

Metropolitan
Mississippi

<~ Jackson

Metro effective buying
income up 112.49,
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WOC-TV . . where the NEWS is
WOC-TV ... where the COLOR is
woC-Tv

Buyer’s Checklist

wrra-tv - Harrishurg, Pa. from
$500 1o $550, effective l'ebruary 13,
1968.

WEAR-TV  Mobile-Pensuacola, Fla.

from 2675 10 8725, eflective Febru-
ary 13. 1968,

kaTv Little Rock. Ark.. from $600
to §650, effective February 13, 1968.
CBS-TV:

wvos-Tv Bellinghiam, Wash., from
$125 10 8300, eflective September
1967.

wart1v Birmingham. Ala., from
$1,400 1o $1.500, eflective Febritn
18, 1968.

r.

QUAD-CITIES S USA.

Chicago
Des Moines
St. Louis
Omaha

wiriL-TV Columbus, Ga.. from $650
1o $700, effective February 18, 1968

whnT-Tv  Huntsville, Ala., from
$225 to $300, ellective Februar
18, 1968.

Koor-Tv Phoenix. Ariz. from $750
to $800, eflective February 18. 1968.

rsLA-TV Shreveport. La.. from $725
1o $775, eflective 18, 1968.

Station. Changes

whov-tv Clarksburg, W, Va_, is a
new secondary afhliate of the anc
television
mediatel

network, effective im-

\

FROM DAVENPORT TO:

147
165
199
282

Minneapolis

“WUC- delvers the 0

-St. Paul

291

iy

<

market,

free from outside media influence”
Says Jack Thomsen, WOC-TV News Director

The Quad-Cities*, one of the Printers’ Ink 76 Proved Test Markets,
passes all the tests you care to give it. The largest market between
Chicago and Omaha, Minneapolis-St. Paul and St. Louis, the Quad-
Cities is self-contained, without any outside media influence or inter-
ference. Yet, the Quad-Cities is easily accessible via busy Interstate

80 plus two well-known airlines.

Whether you care to test market or do a total market campaign,
WOC-TV, as a single dominant media, can give you all the coverage
you need without the additional media you would normally associate
with a market serving over 1%z million people.

You'll make the right buy when you buy WOC-TV!

w '@ Serving the Quad-Cities
.. where the PERSONALITIES are “ 6
TV

market from
Davenport, lowa

*Davenport-Bettendor!, lowa-Rock Island-Moline-East Moline, tttinois

Exclusive National Representative — Peters, Griffin, Woodward, Inc.
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Required Reading

for everyone
who makes his
living in the
television industry.

THE TELEVISION COPYWRITER

How to Create Successful TV Commercials

by Charles Anthony Wainwright, Vice
President and Associate Creative Director,
Tatham-Laird & Kudner, Inc., Chicago
Written by a veteran television commercial-
maker, this book is a thorough and practical
examination of the creative process from
idea to finished film. 320 pages with many

storyboard illustrations, fully indexed. Cloth-
bound. $8.95

DOCUMENTARY IN AMERICAN
TELEVISION

Published by Hastings House

Rep Report

ARTHUR RICHARD TRAPP joined
Harrington, Righter & Parsons, Inc.,
New York. as account executive.
He was formerly account executive
with Edward Petry & Co., Inc.

JERE E. CARMODY joined the Chi.
cago television sales staff of Avery-
Knodel, Inc. He was formerly with
Allen Torbet Associates and its pred-
ecessor, Venard, Torbet & McConnell,
Inc.

THOMAS A. BAKRETT joined the
midwest sales staff of Katz Tele-
vision in New York. He was form-
erly national sales manager at wLOS-
Tv  Asheville, N.C.

DAVID W. GRACE joined the Chicago
sales staff of Blair Television as an
account executive. He was formerly
with  RKO General Broadcasting,
Chicago.

by A. William Bluem, Syracuse University
“Easily the definitive book on the television
documentary, this work’s value will not be
diminished by the passing years” Lawrence
Laurent in The Washington Post.

312 pages, 100 photos, notes, 3 appendices,
bibliography, index. $8.95

TELEVISION STATION MANAGEMENT
The Business of Broadcasting
edited by Yale Roe, ABC-TV Network

Seventeen industry professionals examine the
realities of operating a television station. All
phases of operation are thoroughly treated—
management, programming, news, advertising,
promotion, traffic, technical services, etc.

256 pages.
Text Ed. (Paper) $3.95, Cloth $6.95

WRITING FOR TELEVISION AND RADIO

by Robert L. Hilliard, University of North
Carolina

A realistic, practical book on the craft of
writing for television and radio. Contains
ample, up-to-date illustrative material. 320
pages, sample scripts, review questions, in-

dexed. $6.95

BOOK DIVISION, TELEVISION AGE
1270 Avenue of Americas, New York, N. Y. 10020

Samuel Thurm, advertising vice pres-
ident at Lever Brothers Co., was
named consumer relations vice presi-
dent responsible for advertising, mar-
keting research, and public relations,
and became a member of the manage-

ment committee, Thurm joined Lever J||

Bros. in 1956, as media director,
and was appointed general manager
of the advertising services division
two years later. He had previously
held positions in media and research
with Young & Rubicam, Inc.

Please send me the following books:

(1 THE TELEVISION COPYWRITER $8.95

(1 DOCUMENTARY IN AMERICAN TELEVISION $8.95
TELEVISION STATION MANAGEMENT
[ TPaper $3.95 [] Cloth 86.95

[ WRITING FOR TELEVISION AND RADIO $6.95

INANIY T T b S . ADDRESS ... ..o |

D1 o (T DY N Pes—— S i T —— /) SR :

(Please add 50¢ per book for mailing and bandling.) |
] 3 Check enclosed. !
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S[)()t (Continued from page 54)

P.md west coas! markets. Buying
s Doris Corrigan.

t tayette-Faberge, Ine.

\'Nadler & Larimer, Inc.. N.Y.)

I\ 1wo-week flight for RAYETTE
STRAIGHT SET breaks September 25.

| supplementing a network buy, day and

* ringe minutes will run in New York,

¢ Jouston, Boston., San Diego, Miami,

“ind Hartford-New Haven. Sue

i Zradle is the contact,

L. J. Reynolds Tobacco Co.
Dancer-Fitzgerald-Sample, Inc..
NY.)

‘ommercials for CAMELS cigarettes

vitl be in 115 markets throngh December
il. Carly and late fringe minutes will
e used to reach men primarily.

Juying is Steve Lemberg.

shulton, Ine.
Benton & Bowles, Inc., N.Y.)

. "his company’s Technique division is
atroducing SHAMPOO-IN TECHNIQUE
air conditioner. Early and late fringe

eorge Ketchum (1), chairman of
he evecutive committee, Keichum,
lacLeod & Grove, Inc., presents
old watch to lack M. Reeves. vice
resident and account supervisor in
he agency's Piusburgh office, in
ecognition of 20 years of service
ith the ad shop.

'FOR SALE ... ALL OR PART

300 USED—1» MOUR
VIDEQ TAPES ON
ONE HOUR REELS IN
INDIVIDUAL FIBER
SHIPPING CASES.

OUR NEW SHOWS ARE ON FILM
COLOR'B & W .. AND TAPE3 ARE IN
STORAGE AT PRODUCER’S FILM CENTER
HOLLYWOOD, CALIFORNIA.
Submit bid or further

information write.

. LA LANNE INCORPORATED

5224 Santa Monica Boulevard
Hollywaod, California 90029
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minute commercials break at issue date
in Tampa-St. Petersburg, and San
Diego. Elliot Cohen buys.

Stella-D*Oro Biscuit Co., Inc.
(Firestone Associates, Inc., N.Y.)
\n eight-week push for BISCUITS,
BREADSTICKS. aund COOKIES, breaks
at issue date. Women are the target

of the fringe and day minutes and

ID’s in the 25 top markets. Dorothy
Callenda is the buyer.

Sterling Drug, Inec.

(Benton & Bowles, Inc., N.Y.)

A test of new commercial copy for
VANQUISH i< currently being conducted
in Terre Haute, Indianapolis, Boston. and
Houston. Fringe minutes and piggybacks

YOU MAY NEVER SEE A ROSE TREE 40" THICK*—

90 gy O T® o
gl o
P & P Ny

are being used through February 18.
Boh Westover is the contact.

Textron, Inc.
(Sutherland-Abbott, Boston)
Commercials for HOMELITE CHAIN

SAWS break September 17 and October 1.

The six to 10-week buy will use fringe
minutes and prime 20's to reach men
in 25 major markets. Buying

is John Spoflard.

3-M Co.
(BBDO, Inc., Minneapolis)

An eight-week buy for 3-M RESCUE
SOAP PADS breaks at issue date.
Fringe and prime 30’s and 1D's will be
used in 21 major markets. Buying

is Dennis Nustad.

e —
“bpa*dgﬂ%§§'¢2ﬁa°°

&
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BUT...Sales Can Be Rosy in the 39th Market with WKZO-TV!

A rose without a thorn—that’s the
Grand Rapids-Kalamazoo and
Greater Western Michigan market
served by WKZO-TV.,

Already the nation's 39tht tele-
vision market, this area is still grow-
ing, still unfolding. In Kalamazoo

WKZO-TV MARKET
COVERAGE AREA <« ARB '65

Mans owia | e
® Grond Ropuds

(XU T rTersan gy

s =
Jhe Felyor Halions
RADID

WK20 KALAMAZOO-BATTLE CAEEX
WILF GRAND RAPIDS

WIFM  GRAND RAPIDS-KALAMAZOO
WWTV-FM CADILLAC

TELEVISION
WKZO-TY GAAND NAPIDS KALAMAZOO
mvrv/ CADILLAC-TAAVERSE CITY
WWUP-TV  SAULT STE. MARIE
lou»n/uncom. NEBRASKA
MGIN-T¥ GRAND ISLAND, NEB

alone, for instance, four new plants
have recently created 7,200 new in-
dustrial and service jobs. They
brought over 18,000 izew people to
town and added anorher $25,000,000
to retail sales. That's just Kalama-
z00; the same sort of growth is
taking place all over the market!

If you like the heady fragrance of
climbing sales—now and later on—
sow your selling seed via WKZO-
TV. Your green-thumbed Avery-
Knodel man can give you complete
particulars on our rich soil and year-
‘round “growing” season.

And if you want all the rest of
upsiate Michigan worth having, add
WWTV/WWUP-TV, Cadillac-
Sault Ste. Marie, to your WKZO-
TV schedule.

*There’s one at Tombstone, Arvizona.
+ARB’s 1965 Television Marker Analysis.

WKZ0-TV

700,000 WATTS @ CHANNEL3 © 1000’ TO'NIR
Studios in Both Kalamasoo ond Grand Rapids
For Greater Western Michigan

Avery-Knodsl, Inc., Exclutive Notionol Rep

>
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DO YOU BELIEVE THE ORIOLES
CAN WIN THE AMERICAN LEAGUE
PENNANT THIS YEAR ?

=

5 . ]

WAS CASSIUS CLAY

TREATED FAIRLY ? .
| Tonight's ]
: j v ITBQ I
T Qeshon |
s ’ DO YOU BELIEVE LEE HARVEY

OSWALD ACTED ALONE TO
ASSASSINATE PRES. KENNEDY?

What do
Marylanders
think?
WMAR-TV has
the answers on

onight s
TBQ E:f

Question

SHOULD BALTIMORE HAVE
A TEEN-AGE CURFEW ?

Tonight’s

TBQ (K=

Qustion

SUCCESS STORY—BALTIMORE STYLE!

® TONIGHT'S BIG QUESTION: produced by the WMAR-TV News Department. One of its
most important aspects is the daily involvement of thousands of Channel 2 Maryland viewers.
Every Monday through Friday, in the 7 to 7:30 PM news period — and repeatedly during the
evening — a question of current local, national or international concern is asked on the air.
Viewers can vote YES or NO by dialing one of two numbers. A battery of telephones takes
incoming calls, answers them by recorded voice and automatically records the votes. Results
are aired the same night in the 11 PM news period. Viewers of Channel 2 have dialed
TONIGHT'S BIG QUESTION 181,397 times in the first eight weeks! Proof again, that Mary-
landers look to WMAR-TV for the best over-all news programming!

In Maryland
Most People Watch COLOR-FULL

WMAR-TV

CHANNEL 2, SUNPAPERS TELEVISION

TELEVISION PARK, BALTIMORE, MD. 21212
Represented Nationally by THE KATZ AGENCY, INC.

Television Age, September 11, 1967
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Wall Street Report

! Movies’ Last Stand. The motion
picture industry is now enjoving its
last stand as an independent entity
in the business world. Graduallv this
colorful. gossipy, controversial and
‘creative industry is heing absorbed
by the other seements of US, indus-
try.

Just look at the 1rend. The first
major company to be taken over was
RKO Radio Pictures which was tak-
en over by General Teleradio, a di-
vision of General Tire back in the
50s. And some of the RKNO studio
properties wound up in the Desilu
company.

Universal Pictures went under the
control of Music Corporation of
America which is expanding to a di-
versified entertainment company.

G & W Gobbles Paramount. Pay;-
mount Pictures was gobbled up by
the fast growing Gulf & Western In-
dustries, a company that started out
in the automotive parts business.

Control of Warner Brothers has
shifted to the Seven Arts Co. United
Artists has heen absorbed by the
TransAmerica Corporation, a giant
West Coast financial company.

Now in rapid succession. Time.
Inc. has acquired a stock interest in
M-G-M: a new group of investors

executive of 20th Century recently
registered an offering of 110.000
shares in a secondarv offerine.

It was vreported, however. that
there were negotiations
with some party to acquire the whole
block. That would still leave Darrvi
Zanuck the major shareholder and

underway

top ollicer of the company but it
might also indicate the arvival of new
forces. The management indicated in
late August that it mayv split its com.
mon stock and refinance its converl
ible debentures.

Another Interpretation. T, some
observers it looked as if 20th Century
was clearing the decks for making
some acquisitions of its own instead
of awaiting an offer to be merged.

What is the significance of all these
moves? And why has it taken so
long for other businesses to recog-
nize the hasic role and value of the
film industry?

To answer the last question first,
there existed a general uneasiness
about the film industry because il
was such a target of publicity.

The business has fed on the shen-
nanigans of both its stars and its
execulives and. by all accepted norms
of the 20s 10 40s, it was rot a busi-
ness.

1967 Market Data On The Major Film Producers

Price Range

Allied Artists 1"%- 6%
Columbia 33%.52%
ANCA 34%-58"x
M-G-M 323461
20th Century Fox 32405770
¥ arner Bros. 2174-28%,

‘Earnings of Allied Artists have not been enough to cover payments to the preferred
stockholders, which gives them the right to elect « majority of the hoard.

Dividend Earnings

none” 18¢-9 mos.

$2.11 Ginel, $1.40-9 mos.

$2.11 tincl. a 2'4% stock) 1.78-6 mos.
&1 tincel. stoek) 1.83.9 mos.
$1.60 1.28-3 mos.

§1.20 86¢-6 mos=.

headed by Serge Semenenko, the Bos-
on commercial hanker now retired.
is seeking to acquire control of Co-
umbia Pictures, and D. Kaliman &
Co. has made a tender offer for con-
rol of Allied Artists Pictures Corp.

Only One Left. That leaves 20ih
Century-Fox as about the only major
10t involved with some major new
nvestment group. And that condition
nay not last long.

Spyros Skouras, the former chief

elevision Age, September 11, 1967

Deprecated By Many. || \us |ooked
down on as an ephemeral aclivity
in which a hard-headed, practical
man would not be involved. The ad-
vent of tv changed all that.

Initially. of course. it was assumed
that tv meant the death of the motion
picture business or the “movies”.
And to a limited extent it did.

The star system, for example, was
killed. 'The distribution svstem was
also radically altered. Technology
was also changed. And above all.

new managements came in.

But tv itself increased the demand
for the product of an industrv which
has enormous hknow-how in optics,
music, sound, and a number of other
fields not fully appreciated tweni
vears ago.

Now the advantages of the industry
have come to light wilh the enormous
prices being paid for films for tv. It
is clear that motion pictures have an
enormous role to plav in education
in promotion and advertising.

And late last month it was dis-
closed that CBS had perfected an
electronic-hlm device which allows
the plavback of meotion pictures or
other visual material throuzh a con-
ventional tv set.

This device was first mentioned
earlv in 1900 and its existence was
promiptly denied bv CBS. although
in such carefully worded fashion
that TeLevision Act discounted the
denial.

Whether the CBS device. called
Electronic Video Recording. will be
the eflective device for creatine a
market for movies in the home re-
mains 1o be seen. Undoubted!y other
comparable devices will be brought
forth and some mav he even more
ideally suited to this purpose.

But it demoustrates anew the greal
market for films, a market that 100k
a long time for the business com-
munily to appreciate. L]
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Affiliates Supply News Material To Networks 726 xTvk Phoenix
' o . ] : 727 Kovmo-Tv Seattle
The following list. compiled from network records, 7 op o0 1v Gan Francisco
shows stations which supplied news material for netl- 7 28 wikrerv Cincinnati
work airing during Julv. 1907 (except the listing for 7 29 wri-rv Philadelphia
. e . H O ,
CBS-TV, which covers the period June 8-—Julv 20). 2/31 wear.ve W. Balin Beadh
7 31 kane-vvy Wichita
ABC: 730 warery New Orlean
Date Station Subject 731 wxvzrv Detroit
g 7 31 wxvz-tv Detroit
71 wsix-rv Nashville Dam threatens colapse.
71 kTee-rv Houston Lurleen Wallace enters hospital.
7/3 wkrc-av Cincinnati Riots break out again. CBS:
/4 wayzry Detroit Rommey and legislators at work.  1),,e Station
75 w~xac-1v Boston Eliot crossing Atlantic alone in
ketch. 6,26 wwi-tv New Orleans
7/5 wxvyz-tv Detroit Food poisoning alfects 53 girls in ~ 6/27 wwi.1v New Orleans
marching band. 7'4 wisn-Tv Milwaukee
7/6  KGo-Tv San Francisco  Anun Pelligrine completes round 7 11 waw.rv Cleveland
the world flight. 711 kemix-tv San Francisco
7/6 wrn-rv Philadelphia  Helicopters nsed for rescue work, 7,19 wnrv Charlotte
7/6 wnNac-tv Boston Man sets off on -olo Atlantic 721 weco-tv Minneapolis
sail.
7/6  wmur-tv Manchester  T'wo boys going to Expo via  NBC:
pony cart. Dute Station
7/7 KONO-Tv San Antonic Ladybird tours Central Texas ‘
iatonicallsiless 7/3 wsyYr-1v Syraense
7/8 Kkmseorv Minneapolis  Hubert Humphrey addresses 7/6 wsntv Atlanta
NEA. 76 wsp-1v Atlanta
779 KTrK-TV Houston Hospital news conference on Lur
lven Walluce tesis. 78 wiar-tv Providence
7/9 kvkK-Tv Houston Pro-American rally by DAR and 711 Kera-tv Sucramento
\imerican Legion members. 7/l keo¥-1v San Franeiseo
710 kate-Tv Kansas City Negro '.i"'in,_,: 7,11 wrca-Tv Jacksonville
710 kxrk-Tv Houston Surgery for Lurleen Wallace. 713 wneav Pirtsburgh
711 wurv Bowling Green  Tarnado. 714 wiyctv Cleveland
711 Kirh-tv Houston Wallace surgery <uccessful. 716 wosu-1v New Orleans
712 wraa-tv Dallas Cowhovs quarterback Don Mere- ¢ 17 wosu-tv New Orleans
dith. 719 wsoc-tv Greenshoro
7/12 Keo-rv San Francisco  Fonteyn, Nureyev appear in conrt. [ 19 WrBCAv Greenville
7/12 wvec-tv Nurfolk Flareup at Newport News ship- {20 KOA-TV Denver
vards. 7/20 wiarL-tv Baltimore
7715 wxac-tv Boston NA ACP convention. 7/21 wsoc-Tv Charlotie
717 winw-tv Miami Dean Rusk speech. 7/24 Kkor-Tv Denver
7717 kco-tv San Francisco  Railroad strike, 724 wsoc-tv Charlotie
718 kKtik-Tv Houston Ernie Terrell in training. 7/26 wsoc-Tv Charlotte
719 kutv Denver Bus careens off Pike- Peak. 7 26 wosu-te New Orleans
719 wavz-tv Detroit NAW news conference. 7726 weyn-tv Bristol. Va,
719 keTv Omaha Coverage KC-135 plane crash. 727 wsoc-tv Charlette
7/20 wrai-tTv Pittshurgh Interview ousted P’irates manager 727 wnecav Pinsburgh
Wallker. 7 27 wosu-v New Orleans
7720 kwsr-tv Minneapolis  Rioting in Negro distriet. 7728 wost-Ty New Orleans
7/25 wan-tv Atlanta Martin Luther King news cou- 7729 wkve-tv Cleveland
ference. 729 wkyc-tv Cleveland
7725 wzzw-tv Grand Rapids Rioting in Negio area. 7/31 wuar-tv Baltimore
7/25 kGUN-TV Tueson Rioting. 731 wsu-rv Atlanta

Rioting in Negro district.
Boeing tests new version 727.
Rioting.

Rioting.

Mayor Tate announces
state of emergency.
Riviera Beach rioting.
Raecial disturbanees.
Civil rights demonstrations,
Romney speceh.

Federal troops pull out of De-
troit.

partial

Subject

Gurviteh vs. Garrison.
Gurvitch vs. Garrison.
Rioting at Lake Geneva.
Bede interview.

Fonteyn and Nureyev.
Hendersonville plane crash.
Minneapolis situation,

Subject

Elmira plane erash.

Cubs vs. Braves.

Interview Floyd Little and Sieve
Spurrier.

Newport yacht race.

Debbie Mever swimming star.
San Franciseo subwav.

Horse feature,

National campers convention.
Education of Spanish children.
Miss. starvation.

Cubans.

Police arrest 12, Greensboro, N.C.
Plane crash Hendersonville, N.C.
Denver P.G.A.

Frank Robinson interview.
Snnuny Point ammo supply
P.G.A. goli, Denver.

Shellfire and aerials.

Seminar on urban prablems,
New Orleans Saints,

Atlanta Faleous training,
Maritime tndustry

Willie Stargell.

Hearings.

Garrison footage.

Operation Homemaker.
Firestone goll course.

lohnny Unitas. Baltimore Colts.
Tobacco auctions, Ga. and Fla.

Viewpoints (coninued irom 37)

soundest buyer will take that chance
on the record. A sharp drop-oll in
either would be a success hy averaze
standards.

Specials will cost twice as much
per minute this vear compared to
average minules on regularly sched-
uled shows, but the kind of adver-
tiser who uses them is not likelv to
buy them for their cost efliciency.
Their promotional value and im-
portance is the basic raison d‘élre.

A handv way of hiding failure.
The prediction game is just that.
A tidy game with little practical
application. A show-bv-show com-
petitive prediction is of great interest
to the board of directors of the net-
works because their stock. to a de.
vree, will reflect the early
success or failure of the averages.
But a buver who has to pick a
schedule for the quarter or for the
vear can do little about his choice
excepl in the case of total disaster.
One prediction is surefire. Despite
much justihable aboul

rating

grumbling

the sellers’” market, and the code. and
the cavalier treatment advertisers get
from the networks, more advertising
dollars than ever will go into the
medium. There just isn’t any other
way to sell as well.

Buvers will look for bargains. De-
spite even the correct predictions
the best way lo buy is to get a price
lower than the asking price. No one
is a failure on television. Even dis-
appointing shows are a smashing
bargain at the right price per minute.
The trick is to know how to gel
that price. J.B.

Television Age, September 11, 1967




For the second successive year
WBEN-TV has been awarded first
prize by the New York State
Broadcasters Association for
Outstanding Public Service
Programming.

To have our fellow professionals so
highly regard our efforts to keep our
audience enlightened as well as informed
is a source of great pride and satisfaction.

Onr television cameras, our staff of
news writers and reporters will continue
lo scan the wide range of events,

issues and controversies which involve
. e I J
our community and will document

& > N N - - - t
'md. report t.h(.=m in the pm’]ellalmg forma The Buffalo Evening News Station
which television so effectivelv allows

To this we are dedicated

CH. in Buffalo
CBS Basic

elevision Age, September 11, 1967
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hile the 1960 revenue figures

released by the Federal Com-
munications  Commission  were no
surprise, the revisions in the spot
and local time sales data covering
the first half of the 60s gave broad-
casters quite a turn. They did not
show any reversal of the general
trend of spot and local business. If
anything, they showed an intensifica-
tion of the direction these two as-
pects of station business took.

But the fact they were concen-
trated in major markets made quite
a difference to stations and reps com-
paring their business in each market
with the market as a whole.

The revisions cover 1961 through
1965. The markets involved are all
in the top 10—New York, Los An-
Chicago. Detroit and San
Francisco—all, it has been noted.
markets with ABC-owned stations.

The revisions resulted in a boost
for spot totals and a drop in local
husiness levels of equal size. Total
dollar figures for television were not
affected. The effect on total spot and
local time sales figures ranged from
about $12 million in 1961 to about
$22 million in 1965. Since spot in-
volves a larger dollar figure than
local, the impact of the change on
spot is not great. Spot’s growth line
is merely a little steeper. But the
effect on local figures is quite pro-
nounced. In 1965 it amounted to a
drop of nearly 7 per cent. The de-
cline in local business in 1961 turned
out to be much sharper than previ-
ous figures showed. However, the
climb has been steady since then.

To provide some further idea of
what the revisions mean, if the 1965
figures were to remain unchanged,
the five markets would have shown
a rise in spot in 1966 of about 25
per cent and a drop in local .of
about 22 per cent, In New York
alone, it would have meant a spot
increase of 28 per cent and a local
decline of 44 per cent. This com-

geles.
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pares with the actual changes in
the other top 10 markets—Boston,
Cleveland. Philadelphia.  Pittshurgh
and  Washington — showing an in-
crease of 13} per cent for spol from
1965 to 1966 and a local rise of
17.1 per cent. As a result of the
changes, New York, for example,
now shows (see pullout chart) a rise
in local business over 1965 of 12.5
per cent and a reduced jump in
spot of 11.2 per cent.

The overall FCC figures revealed
a hefty jump in revenue for tv. Total
broadcast revenues came to $2.203
million. compared with $1.965 mil-
lion in 1905, an increase of 12.1 per
cent. Profits rose 10 per cent. going
from $LL7.9 million in 1965 to
$192.9 million in 19060.

The networks and their owned-
and-operated stations turned in a
15.6 per cent jump in profits. going
from $8101.6 million in 1965 to
$186.8 million in 1906. The 479
other vhi stations recorded a profit
jump of 9.4 per cent, rising from
$280.5 million in 1965 to $313.5 mil-
fion in 190606,

The uhf stations (figures were
available for 111) had their best
rise in revenue since the early 50s.
The 1966 total came to $59.8 million,
fully 20.3 per cent and about $10
million above 1965. During the pre-
vious four vears. uhf revenues had
been rising at about $5 million per
vear.

However, the overall profit picture
was grim, due mainly to the sizable
expenses of carrying the new uhf
outlets in major markets. Overall,
uhf stations lost $7.4 million in 1960.
compared with $200,000 in 1965.

A review of the past 11 years (see
chart) makes clear that spot’s rise
has been consistently more rapid
than the other segments of tv. The
1966 figure (time sales) is nearly
triple what it was in 1955 (compar-
able to an index figure of 392, linked
to a base of 100 in 1955). Local

What the
FCC figures
show

An

revenue data; what trends

analysis of television

are revealed in spot and

local advertising

Television Age, September 11, 1967
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‘Television A

Television Mark

\Ibany-Schenectady-Tr
\buquerque, N.M.
vmarillo, Tex.

wtlanta, Ga.
takersheld, Calif.

ialtimore, Md,
i Jangor, Me.
leaumont-Port Arthur,
singhamton, N.Y.
lirmingtham, Ala,
oston, Mass. ’
tuffalo-Niagara Falls, I!
‘edar Rapids-Waterloo,
.harleston.Qak Hill-
Huntington, W, Va.-A

‘harleston, S.C,
‘harlotte, N.C.
‘hattanooga, Tenn.
‘hicago, 111.
incinnati, Qhio

leveland, Ohio
‘olorado Springs-Pucbl
olumbia, S.C.
olumbus, Ohio

‘orpus Christi, Tex.

1allas-Fort Worth, Tex.

ravenport, lowa-Rock I
Moline, 111.

layton, Qhio

lenver, Colo.

‘es Moines, Ames, lowa

letroit, Mich.

uluth, Minn.-Superior,
| Paso, Tex.

rie, Penn,

vansville, Ind.
argo-Valley City, N.D.

lint-Saginaw.Bay City,
ort Wavne, Ind,
resno-1{anford-Visalia
-rand Rapids-Kalamazc
reen Bay, Wisc.

reensboro-High Point
Salem, N.C.
sreenville-Washington-
Bern, N.C.
:reenville-Spartanburg
Asheville, N.C.
larrisburg-Lancaster-Y

Lebanon, Pa.

I S

—r—

—

" 1966

$2,144,053
1,809,060
1,350,050
4185017
841,265

4,383,071

662,892
1,111,080
1,080,745
2,192,589

8.756.162
3.661.211
998,321

1,842,786

1,072,297
2070,160
1,150,777
11,863,198
3.438,061
6,141,209
860,282
913,601
4,271,791
920,958

6,264,593

901,186
3,240,144
3,051,792
1,457,999

7,106.295
849,330
1,294,016
818,410
1,211,638
1,067,663

1,786,190
1,085.795
1.636.812
1,558.221
1,166,664

1,691,965

890,992
1,610,711
1.760.926

llartford-New Haven.N
Waterbury, Conn.
donolulu. Hawaii
fouston-Galveston, Tex
Tunmisville-Decartur, Ala

2,377,684
3,056,912
3.510.232

679,974

ndianapolis-Bloomingt!
olinstown-Altoona, Pa,
i<ansas City, Mo,

5,150,175
865.198
3,310,996

Local
1965 %
$1,836,155 16.8 Albany-Schenectady-Troy, N.Y.
1,666,580 8.5 Albugquerque, N.M.
1,190,188 13.4 Amarillo, Tex,
4,058,734 3.1 Atlanta, Ga.
915,285 —06.5 Bakersfield, Calif.
3,749,712 16.9 Baltimore, Md.
. ¥ Bangor, Me.
1,044,660 6.4 Beaumont-Port Arthur, Tex,
896,309 20.6 Binghamton, N.Y.
* -~ Birmingham, Ala.
7,415,535 17.6 Boston, Mass,
3,269,260 120 Buffalo-Niagara Falls, N.Y.
841,527 18.6 Cedar Rapids-Waterloo, lowa
Charleston-Qak Hill-Huntington,
1,715,728 74 W. Va.-Ashland, Ky.
931,393 15.1 Charleston, S.C.
1,709.579 21.1 Charlotte, N.C.
869,157 324 Chatianooga, Tenn.
10,876,000 9.1 Chicago, I11.
2,902,275 185 Cincinnati, Ohio
5,636,960 8.9 Cleveland, Ohio
908,493 —5.4 Colorado Springs-Pueblo, Colo.
740,066 23.4 Columbia, S.C.
3,355,155 27.3 Columbus, Ohio
715,383 28.7 Corpus Christi, Tex.
5,792,417 82 Dallas-Fort Worth, Tex.
Davenport, lowa-Rock Island-
775,855 19.2 Moline, I11.
2,663,247 21.7 Dayton, Ohio
3,019,683 1.1 Denver, Colo.
1,309,755 11.3 Des Moines, Ames, lowa
7,206,000 —14 Detroit, Mich.
* * Duluth, Minn.-Superior, Wisc.
1,131,651 143 El Paso, Tex.
e ® Erie, Penn.
1,154,798 4.9 Evansville, Ind.
820,191 30.2 Fargo-Valley City, N.D.
1,479,365 20.7 Flint-Saginaw-Bay City, Mich.
890,670 219 Fort Wayne, Ind.
1,375,128 19.0 Fresno-llanford-Visalia, Calif.
1,159.676 344 Grand Rapids-Kalamazoo, Mich.
866,778 34.6 Green Bav, Wisc.
Greensboro-High Point-Winston
1,649,568 26 Salem, N.C.
Greenville-Washington-New
866,082 29 Bern, N.C.
Greenville-Spartanburg, S.C.-
1,017,133 58.4 Asheville, N.C.
Harrisburg-l.ancaster-York-
1,478.367 19.1 Lebanon, Pa.
Hartford-New Haven-New Britain-
1,985.138 19.8 Waterbury, Conn.
2,460,001 24.3 Honolulu, Hawaii
2,820.990 255 Houston-Galveston, Tex.
533,913 274 Huntsville-Decatur, Ala,
3,853,637 336 Indianapolis-Bloomington, Ind.
791,190 94 Johnstown-Altoona, Pa.
2,615,298 21.7 Kansas City, Mo.
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1966

$2,196,525
425451
1,373,198
1.834918
83,158,394

4.810,449
1,502,896
4,741,837
11.411,966
9,575,697

10,727.067
21020,755
1,003,747
3,720,953
6,065,064

111,144,061

2,776,808
134,475
6.019.635

3.250.916
2,574,283

1,506,104
1,414,881

35,318,293
4,597,687
18,121.798
1.853.468
1,344,713

70,985
898,979
1.873.785
3,158.023
3.539,193

33,393.469
10,727,628
2,212.236
1,256,205
2,337,597

2,701,734
15,438,269
5.583,145
6,218,802

1010651

3.763.866
17.951.765
888,796
2,344,414

2058,104
1.297,787
3,810,859

819,590,815
52,076,316

National Spot Loeal
1965 % 1966 1965 %
§1,971,515 114 $1,018,070 $967,388 5:2 Knoxville, Tenn.
392,766 8.3 1.742.893 1.439.868 213 Las Vezas-Henderson, Nev.
1,448,299 —5.2 1,095,220 1,022,930 7.1 Lincoln-Hastings-Kearney, Neb.
1,783.828 29 1.851.559 1,152,150 60.7 Little Roek, Ark.
67,824,000 22,6 20,587,074 22,041,000 —6.6 Los Angeles, Calif,
4672569 30 2441483 1916823 2715  Louisville, Ky. )
1,471,720 21 816,714 756,453 119 Madison, Wisc.
4,338,005 93 2.137.593 1,671,354 279 Memphis, Tenn.
990859  15.2 3807996 3454147 102 Miami, Fla.
8,495,310 12.7 4,016,790 4,330906 —7.3 Milwaukee, Wisc.
9413929 139 6652292 6426517 35  Minneapolis-St. Paul, Minn,
1.831,310 10.3 1,190,255 1,047,530 13.6 Mobile, Ala.—D’ensacola, Fla.
929,163 8.0 981.600 807.132 21.6 Montgomery, Ala. |
3.290.342 13.1 2,800.355 2.510,588 11.5 Nashville, Tenn.
5,366,982 13.0 4,429,425 3,167,380 2717 New Orleans, La. |
99,303,000 119 12778957 10,206,000 252  New York.N.Y. 1
Norfolk-Portsmouth-Newport |
2,650,102 48 2,359.206 2,151,333 9.7 News-Ilampton, Va.
712.592 3.1 837.187 755,345 10.8 Odessa-Midland-Monahans, Tex,
5,823,204 34 1,876,429 1,528,394 22.8 Oklahoma City-Enid, Okla.
3523200 —7.7 1,796,852 1718543 46  Omaha,Nebr.
2,258,532 14.0 1,515,012 1,435,918 7.6 Orlando-Daytona Beach, Fla.
Padueah, Ky.-Cape Girardeau,
1,480,740 1.7 615,087 425,556 4.5 Mo.—Harrisburg, [11.
1,557,106 —9.1 1.562,850 1,100,217 420 Peoria, 111, 1
31881559 108 9617692  7.193613 341  Philadelphia, Penn. 1
4,169,246 10.3 3,268,679 2,781,562 174 Phoenix-Mesa, Ariz. |
16,873,662 74 5,890.099 5,751,122 24 Pitisburgh, Penn. i
1,994,875 —7.1 1,231,083 1,029 539 196 Portland-Poland Springs, Me. 1
6,798,314 8.0 3,076,223 2,636,362 16.7 Portland, Ore. l
e e 8 |
Providence, R.I.-New |
5,735,270 77 1.998.524 1,691,251 180 Bedford, Mass.
2,276,405 —1.4 1.518.2(0 1,523.227 —3 Richmond-Petersburg, Va. IT
1,398,891 —28 1,260,655 1,168.382 79 Roanoke-Lynchburg, Va.
2,982,927 28 2,061,183 1,954,672 54 Rochester, N.Y. |
a B - - Rochester-Austin, Minn.- |
609,604 15.6 818.168 782,135 85 Mason City, lowa
& ~ 1.252916 * = Rockford-Freeport, 111, F
6.880.602 144 3.000.872 2,813.601 5.5 Sacramento-Stockton, Calif, |
29811155 59 2287588 2045366 118  Salt Lake City-Ogden-Provo. Utah [
3,515,252 vl 2,474,163 2,146,473 15.3 San Antonio, Tex. I
28,683,000 16.4 10,276, lSé 8,217.000 250 San Francisco-Oakland, Calif.
9.897.986 8.4 4.335.742 3.188.593 360 Seattle-Tacoma. Wash. |
2,151,330 28 1,455,936 1,159.323 25.6 Shreveport, La.-Texarkana, Tex.
1,181,273 6.3 886.592 706373 25.5 South Bend-Elkhart, Ind.
2.479,767 —5.7 1,172,932 1,041,130 127 Spokane, Wash.
. ) o Springfield-Decatur-Champaign-
2,610.482 35 2,159,973 1.689.321 27.9 Urbana-Danville, 111,
14,398,535 7.2 3,591,581 2,971,239 209 St. Louis, Mo.
5.333,822 47 1.643.043 1.373.937 19.6 Syracuse. N.Y.
5,615,238 10.7 2,774,088 2,302,108 20.5 Tampa-St. Petersburg, Fla.
917515 101 1331598 1207509 103  Tueson, Ariz.
3,578.907 52 1.902.520 1,391,242 36.7 Tulsa, Okla.
15,058,603 19.2 4,092515 3452.151 185 Washington. D.C.
870.546 2.1 1,103.911 1.017.267 5.4 Wichita Falls, Tex.-1.awton. Okla.
2719,130 —13.8 2,025,778 1,741,099 16.4 Wichita-Hutchinson, Kans,
18711276 100 1295680 1161207 116  Wilkes Barre-Scranton. Penn.
1.286.480 9 802.251 660,397 —8.2 Youngstown. Ohio
3,322,863 15.6 769.310 837.869 —82 San Juan-Caguas, Puerto Rico
22,600,000 113 293,625,997 249,692,000 118 Total 3-station markets
64,113,052 —188 52,785,966 52,154,031 1.2 Total less than 3 stations
786,698,000 11.1 316,411,963 301,816,000 115 Tatal all markets

871,667,191
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has gone up one and third times

133 per cent, or an Index of 233)
its 1935 level while network time
sales have doubled.

As in 1965, spot time sales were
17 per cent of the total in 1966. This
compares with 31 per cent 10 vears
ago. The network share of time sales
slipped a little. dropping from 35
per cent in 1965 to 34 per cent in
1966. The lost 1 per cent went to
local, which rose from 18 per cent
share in 1965 to 19 per cent in 1966.
Ten years ago, the network share
was 45 per cent, while the local sharve
was 21 per cent.

The profit-and-loss picture for sta-
tions operating a full vear was as
follows: 87 per cent of vhi stations
ended up in the black, the same as
1965. However, onlv 58.5 of uhf
stations showed a profit in 1966.
This compares with 66 per cent in
1965. Of the 401 vhf stations report-
ing a prohit, 116 made more than
81 million last vear. Not one uhf
outlet cleared that much. The higgest
uhf profit-maker fell in the $100.000-
$600,000 bracket. More than half of
the 55 uhfers recording a profit made
$100.000 or less. Sixteen made be-
tween $200.000 and $100.000.

Vore than half of the ubf stations
showing a loss (39 in all) dropped
$100.000 or more. Eight of them lost
$400.000 or more. Five vhi stations
also fell in that loss bracket. Twenty-
five vhi outlets lost $100.000 or
more.

It would seem that once a slation
passes the $3 million mark in reve-
nues, it can figure on a sure profit,
No tv station making that much or
more lost monev in 1966. However.
one station grossing hetween $2 and
$3 million lost money and 11 stations
grossing more than $1 million ended
up in the red.

The higgest monev-making bracket
listed by the FCC is $3 million or
more. Thirtv-three stations fell in
that bracket, 28 of whiclh had reve-
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nues of $8 million or more. There
are 31 stations all told which gross
58 million or more a vyear.

Television went over the 31 bil-
lion-mark for programming expenses
in 1966 for the first time. The figure
was $1,073 million, compared with
$953 million in 1965. The FCC data
also showed a sizable increase in
general and administrative expenses
—from $§51.1 million in 1965 to
$63.6 million last year.

Average expenditures by stations
for hlm went up somewhat in 1966.
when the figure was $237,000 as
against $222.000 in 1965. The uhf
average increase was sizable: $70,-
761 in 1966 compared with $13.103
in 1965, The largest stations (broad-
cast revenues of $7.5 million and
over) actually showed a small de-
cline in the average expenditure for
film. Talent costs went up only
slightly last year.

Tally Shows Spot Is Up

TeLevisioN AGE's tally of spot ex-
penditures per tv family for the
three-or-more station markets showed
about two-thirds of the markets with
per-family spot expénditure increases,
about a quarter remaining the same
and about one out of seven showing
declines. This is calculated on the
basis of average viewing through the
day. so the per-family figure is re-
lated to viewing volume rather than
only the number of potential homes.

The biggest dollar increases in
this indicator were in the larger mar-
kets. The biggest jump was registered
by Atlanta. which went from $38.91
in 1965 to $53.16 in 1966. (The
market showed a 36.1 per cent jump
in spot time sales last year.) Among
other markets showing increases were
Baltimore, $15.93 to $50.60: Boston,
$19.35 to $58.22: Cleveland, $38.70
to $16.16: Dallas-Ft. Worth, $18.77
to $55.33: Houston-Galveston, $531.70
to $59.23; Indianapolis-Bloomington,
§11.18 to §17.56: Lous Angeles,
$069.0] to $80.16: Milwaukee, $11.36
to $49.77: Minneapolis-St.  Paul,
$40.01 to $46.16; New York, $49.07
to $54.37; San Francisco-Oakland,
$74.73 to $86.13 and Washington,
$51.49 to $56.80.

San Francisco ranks first in per-
family expenditures with Los Ax-
geles second and Chicago third
1$70.40). Interestingly, the Hartford-
New Haven-New Britain-Waterbury,
Conn. complex is fourth (366.00). &
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Murrow Anthology—

Proof That Viewers Do So Recognize Integrity

In Search of Light: the broadcasts
of Edward R. Murrow Knopf, $6.95

This book shows how good “*broad-
cast journalism” can be: it has never
been better than it was when Mur-
row was reporting, whether from
London or from the Gravbar build-
ing. The sad part is that with Mur-
row, broadcast news reached heights
it has not been able to maintain.

This book should become a land-
mark in the history of journalism.
Every kid in journalism school
should be made to read it. and every
working newsman should read it if
only to get a notion of how good
journalism can be. whether it reaches
the public in print or over the air.

For. in print form. many of Mur-
row’s reports. written to be spoken.
compare with the best reports ever
written for print. compare with the
classic reports of Jack London.
Richard Harding Davis. W. H. Stan-
lev. and the other great correspond.
ents.

Reading Murrow’s reporls, one is
often amazed to think they were
written under unusual pressures of
time and circumstance. even for
broadcasting — before the all clear
had sounded. or the Channel cleared
on the return flight from Berlin. or
later while the telephones were still
vinging with calls from Washington
trying to controversial
broadcast.

Without
tentousness or pontification (the sort
of thing one gets these days from tv

prevent a

pretentiousness or por-

newcasters almost from the dayv
their names become well known).
Murrow erote—and this must he

stressed: the man who took pride in
the craft of reporter was. above all
else and before all else. a writer—
Murrow wrote the history of the day
with a claritv. a simplicitv. a modes-
ty. an accuracy. and a pervasive
awareness of the context of that his.
tory that one rarelv finds in the long
belabored work of professional his-
torians wriling in leisure and tran-
quillity long after the fires have heen
put out.

When he wrote. he wrote as one
who talked directly. “I-Thou.” to his
listener—the singular, not the plural.
Reading these broadeasts, vou feel

Murrow is talking to you, to one
American citizen, and not o any
grandstand, not to anyv abstraction
like The Big Audience: you feel
Murrow is trying to tell you and to
warn you of what really is at stake
in the world, and that he is con.
cerned that vou get it right.

A phrase that Murrow reserved
as his highest accolade. using it only
for men who remained steadfast in
hopeless situations. who were brave
even when they were aware of all the
odds. was “four-o’clock-in-the-morn-
ing courage,”

He saw it in
raid wardens trying to defuse an un-

middle-aged an

exploded bomb: he saw it in his
friend Jan Mazaryk, staying on as
foreign minister of a government
usurped by Soviet puppets until flung
bodily out the window of his min-
istrv.

The phrase might well be used of
Edward R. Murrow. le. had
the “four-o’clock-in-the-morning cour-
age” to question denial of a pass-

too.

port to U.S. Congressman Leo ITxaac-
son al a time when even the New
York Times had Dblessed the with-
holding: to withstand enormous
pressures from the CBS executive
suite and from Washington: and to
act according 1o his conscience in
a hundred cases where it would have
heen easier. to most men. to do noth-
ing. or to acquiesce.

Bul more importantly. he showed
such courage in the most central
sense of the phrase—he never averted
his eves from the dark clouds gather-
ing and sweeping the world. never
turned his head from the storm.

Most of the broadeasts in the book
under review are radio broadcasts:
the editor that that's
where Murrow had a chance to use
language.

So. through his language. you can
relive the davs of the Blitz. FDR's
death. Potzdam. Korea. the Armn-
McCarthy hearings. all those vester-
days in all their immediacy. fell.
perceived. and recorded by an un-
commonly gifted participant—yes, a
participant. no mere observer.

Through Murrow’s language. vou
see it now. vou hear it now. and.
what is perhiaps the greatest meas-
ure of his eraft. you feel it now,—r.n.

points  out
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portable silenced
camera that offers
double-system or
single-system or both
at the same time with all
the proven Arriflex features
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T : IHustrated with Arri Single-System Sound Module Installed. Module
- combines optimum head contact and excellent stability, by means of
the Arri high-Inertia sound drum. Film threading is quick and easy.
: 3 Write for 10-page brochure

ARRIFLEX CORPORATION OF AMERICA 25-20 Brooklyn-Queens Expressway West, Woodside, N.Y, 11377
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CrOuS(’ ((.ontinued from page 29)

journalistic freedoms are concerned.
our future course could be drastically
curtailed.

It is heartening to note the celerity
and firmness with which the major
networks rejected Senator Scott’s call
for a code of emergency procedure.
All responsible broadcast news organ-
izations have quietly, but eflectivel,
drawn up their own set of guidelines
to aid them in diflicult situations.
But the fact of the matter is that no
code with other stations. networks or
media would be workable. And what
most of the critics overlook is that
this type of arrangement would only
lead to news management of the
worst sort.

This is really the crux of why the
Radio-Television News Directors As-
sociation disagrees with the ABA
over the free press-fair trial issue.
This struggle is heading for a con-
clusion early next year. Media repre-
sentatives and bar association spokes-
men have been working singly and

jointly in attempts to reach an under-
standing. Agreement. however, is not
pussible when you have oppousing
view points, and such is the case here.

The ABA is pushing adoption of
the Reardon Report. This was issued
almost a vear ago and calls for the
sharpest restrictions in reporting of
crime news. Justice Paul C. Reardon
of the Massachusetts Supreme Court
is chairman of the special Free Press-
Fair Trial Committee. It is his con-
tention that all his committee is doing
is, “cleaning the bar’s own house.™”
Justice Reardon professes to be per.
plexed at the opposition posed by
broadcast news to his committee’s
proposals.

*‘Management of The News’

If the bar association were indeed
just “cleaning its own house.” there
could be no grounds for objection
from the media. But the Reardon
Committee report, if adopted, would
bar prosecutors, lawyers, judges and
police from giving out any but the
barest information in a criminal case

The Radio Television News Directors
Aszociation believes that the broad-
casting of factual, objective and
timely news i« the finest pablic serv-
ice radio or televi<ion stations can
perform. An inportant uhjective for
which every radio and television
station should strive is a newsroom
competently staffed and honestly op-
erated, with every effort made to
give 1ts listeners and viewers com-
plete,  prompt  and intelligently-
screcned newscasts.
In the furtherance of this belief
and this objective. RTNDA sub-
scribes its allegiance to these Stan-
dards  of  Practice.  Furthermore,
RTNDA ansists en the compliance
of it members with these Standards
of Practice,

Standards of Practice
L The news director, as a key fig-
ute in the broadeasting industry,
ha= the public interests as his fore-
most respansibility. i< principal
purpose is to heep the public well-
informed.
2. Complete coverage of the news
is the news director's prime object-
we, and the empha<ic <hould e un
scape and undertanding, particu-
larly as it concerns the news within
hi~ own hstening area. ’
3. Material  welected  for newscasts
must be judged on its news merit
alune.

CREDO

of the Radio Television News Directors Association

4. News presentation must be ac-
curate, factual, in good taste, and
without bias, Writer and newscaster
should co-operate to avoid sensation-
alism in reporting, writing, editing
and broadcasting.

5. The use of the word “Bulletin”
should be limited to label only those
reports of such transcendant interest
that they warrant interruption of
the regular broadeast schedule. The
word “Flash” must not be u-ed
centrary to its historic meaning in
news usage.

6. Commentary and analysis must he
clearly identified in all wews broad-
casls.

7. Editorial material mu<t not be
mixed with factual news reporting
and, when it i oewed, it must he
clearly labeled,

8. The race, creed, color or presions
~tatns of an individual in the news
<hould not be mentioned unless it
is necessary 1o the understanding
of the story.

9. No story, either wire copy or lo-
cally written, should bhe used until
the newscaster has read it under-
~tandingly. The only acceptable ex.
ception would be a late-breaking
story of such importance that the
news director v newsman on duty
considers it a “must” for a news
program aleeady on the air.
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at the arrest, the pre-trial hearing
and the trial of a suspect. It’s
RTXNDA’s position that the Reardon
Committee report amounts to an in.
vitation to “judicial managemem of
the news.” Adoption of the recom.
mendations contained in the Reardon
Report would cause all news media
great trouble in getting facts ahout
criminal cases from law  enforce-
ment officers.  court ofticials  and
lawyers for the defense and prose-
cution.

Brieth. the recommendations. if
adopted by the ABA, would forbid all
such ofticials under threat of con.
tempt penalties. to release or author.
ize the release of “any extra-judicial”
statement, which the Reardon Com.
mittee defines as anything that goes
bevond the public record. or when it
is not necessary to inform the public
that an investigation is underway,
The  committee  recommendations
would even forbid the defendant’s
guilt or innocence or other matters
relating to the merits of the case
from being discussed.

The recommendations also would
allow any defendant the privilege
of barring the public (including
newsmen) from any part or all of
any pre-trial hearing, or allow a
judge to take such action on his own.
And the committee’s recommenda-
tions conclude with a provision to
allow judges to hold in contempt any
newsmen who, in the opinion of a
court, circulate statements during a
criminal trial “‘reasonably calculated”
to affect the outcome of the trial or
“seriously threatening to have such
an effect.”

Too Little Crime News?

Many members of the bar have
been  complaining  that  broadeast
news doesn’t pav enough attention
to crime news. It is RENDA’s con.
viction that adoption of the Reardon
Report will result in effectively cut-
ting off broadeast news coverage of
criminal news,

There  are  responsible  industry
leaders now who arve advocating we
drop the ages-old batile against the
ABA’s Canon 35, which prohibits
cameras in the courtroom. The feel-
ing is that the bench and bar need
the camera and microphone more
than the electronic media need ac-
cess to the courtroom. There is merit
to that line of reasoning. It is not too

(Continued on page 72)
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Wsome time now Bolex has been making
mselling (at 4 to %3 less than any one
& the best professional 16mm cine sys-
@ you can buy.

YVE MAN OPERATION.—Bolex H-16
ii:ras have become famous for their rug-
#iess, dependability, quality optics and
ig weight, making them perfect for one
# (Fig. 1) tilming operations and elimi-
g the need for any kind of back-up

e .

E_M CAPACITY.—The only thing that

o< H-16 cameras could be faulted on
athat they only had a 100 ft. film ca-
V.

! FT MAGAZINE.—That's why we in
mced the Bolex 400 ft. ilm magazine to
toth the H-16 REX-5 and the H-16
[ in the Bolex H-16 cine system.
ENCHRONIZATION.—~Used with the
evconstant speed motor (24 FPS) with
routput for lip-sync on !4 inch tape and
inatic built in clap-stick for easy syn
ruzation, the 400 ft. magazine with
tlr the H-16 REX-5 or the H-16 M-S,
s the professional user in any branch of

e production, science, industry or edu
atn unlimited versatility and scope.

TE TWO BASIC CAMERAS.—The
RIEX-5 is a three lens turret camera
\Woffers reflex viewing and focusing on
iad glass, allowing the photographer
lete control of composition, framing
orrect evaluation of depth of field. The
(52 M-S, built with economy in mind, is a
2 lens camera with viewing through a
chvable optical finder mounted on the
d>f the camera. The H-16 M-S takes all
atard “C” mount lenses or Pan Cinor
MAngenicux zoom lenses, both equipped
¥ retlex viewing and focusing.

EENSLES AND ACCESSORIES.— There
0 ixed focal length lenses from 10mm
04i0mm in the H-16 system, and 7 zoom
s giving a wide range of zooming ra
dirom 5 to 1 up to 10 to |, including the
1) Switar 86EE, the world's first and
Al fully automatic 16mm variable focal
‘wh lens, with zoom from 18 to 86mm.
iy accessories are available in the H-16
y$m including motors, close-up attach
s, grips, matte box, titler, light meter,
Aring cases and both optical sound and
p’;}.al/magnctic sound projectors,

{

MANY APPLICATIONS.—Because of its
ruggedness, compactness and light weight a
single operator can use the Bolex H-16 sys-
tem for any of the following applications:

Sports filming, including coaching and train

ing films, for club and school use.

Medical photography, surgical and rescarch

filming, Cinephotomicrography.

Adwvertising, promotion and TI aork for bath

studio and location shooting.

Travel and educational filming.

I ild life and nature photography.
Amateur film making.

Industrial filming, including training, record-
ing, research and acork study films.
Memomotion and traffic floae studies.
Periodic industrial data recording.
Underacater filming, (awith housing).
Time lapse studies.

Remote control filming.
Iustrumentation recording.

All types of sound aork.

FIG. 2

The H-16 REX-5 camera (Fig. 2), with
400 ft. magazine, 24 FPS constant speed
motor, detachable take-up motor on maga-
zine eliminating the use of old fashioned
take-up belts. The H-16 REX-5 offers reflex
viewing and focusing on ground glass. Vari-
able shutter. Filter slot. Accurate automatic
dual trame counters and registrator claw

for picture steadiness.

Shown on the camera is a Vario Switar
86EL zoom lens with automatic exposure
control and a zoom range of 18 to 86mm.

Maximum aperture £/2.5.

FIG. 3

H-16 cine system

The H-16 REX-5 (Fig. 3) shown with-
out 400 ft. magazine. The camera takes 100
1t. fil loads and has all of the traditional
Bolex features such as filter slot, variable
shutter for fades, dissolves and greater ex-
posure control, automatic loading and pro-
vision to accept the 400 ft. magazine if
desired. Lenses shown are Switar 10mm

£/1.6, 25mm /1.4, 75mm /1.9,

FIG. 4

The Bolex H-16 V-5 (I“ig. 4), with sin-
gle lens mount, an extremely economical,
professional quality 16mm camera equipped
with such features as vanable speeds, single
frame shooting, footage and frame counter,
unlimited film rewind and automatic
threading.

FIG. 5

The H-16 M-5 (Fig. 5) can also be used
in conjunction with the 400 ft. magazine, 24
FPS constant speed motor and recharge-
able battery pack. This is an ideal set-up
for sports filming where a large film capac
ity isdesirable to avoid loss of action footage.

BOLE>X.

SEND FOR BOOKLET.—If you would
like a free 32 page technical booklet on film-
ing for television and a Bolex 16mm cata-
logue write: Paillard Inc., 1900 Lower Rd.,
Linden, N. J. 07036

*A division of 'aillard Incorporated, manufacturers of Hermes olfice machines.




Crouse (Continued from page 70)

far-fetched to conceive of the time
when members of the bar will be
seeking broadcast coverage of court-
room activities.

I'hese then are some of the press-
ing problems that could inhibit the
orderly development of broadcast
news. Notice I said could. 1 don’t
believe the future growth of this one-
eyed giant we fondly call electronic
journalism will be retarded by any-
one. The American public has
grown to know and trust what they
see and hear via broadcast news.
They have come to expect excellence,
and I believe the industry has grown
right along with that trust and is
providing the viewing public with a
high-quality product. Certainly we
have our critics. We always will. We
always should. All we ask is that the
criticism be responsible.

‘No Different Than Print’

The role of broadcast news is no
different than the print media. A
couple of years ago 1 wrote the chap-
ter “The News Department” for the
book, Television Station Manage-
ment. The role of broadcast news as
stated then has not changed. Nor
will it change.

I said then: “The role of broadcast
news is the same as printed news—
to inform the public. This is jour-
nalism and trained journalists must
do the job. Basically the only differ-
ence between the newspaper reporter
and the electronic journalist is
equipment. Both deal in facts. Both
weave these facts into a report, or
story. Both communicate this fin-
ished product, the story, to the gen-
eral public. We in electronic journal-
ism have a distinet advantage over
our newspaper colleagues. Our facts
are fleshed out with the sight and
sound of the story, which breathes
life into our reports. The television
viewer not only hears what we are
talking about, he sees the story de-
veloping as we sketch it for hin.

“This type of reporting really is
not so excitingly new that it can’t be
easily defined. 1t is basic communica.
tion. And it demands that the prac-
titioners be good reporters first.
Electronic journalism today, and
even more so in the future, needs
qualified, competent newsmen. The
plain fact is that our business is con-

72

stantly changing due to improved
equipment and techniques. It takes a
knowledgeable man just to keep pace
with the constantly changing meth-
ods, but a trained and capable re-
porter or news writer can always find
a good slot in a television newsroom.”

What then does the future hold?
Improved techniques certainly. Im.
proved technical know-how and
equipment are also on the way. Im-
proved facilities are in the future
for all of us. But these are the trap-
pings. These are the tools with which
we do our jobs and any improve-
ments will only enable us to perform
with a greater degree of elliciency,
and thereby produce an improved
producl‘.

The real improvement in broad-
cast news, however, will still bz made
by people—by the practitioners of
the art. These improvements are
being made every day in every sec-
tion of the country. They are coming
through better editorializing. They
are showing up on home screens all
over the nation as thorough, investi-
gative reporting. The public is being
served a varied fare of well-done
documentaries.

There are more hours per week

About the Author

Jay Crouse, new president of
the Radio-Television News Di-
rectors Assoctation, is news di-
rector of the WHAS stations.
He has been

Louisville. with

them as a newsman since 1952,
and as news director since
1962. His news operation won
the RTNDA national award for
Reporting of a Community
Problem in 1964 for a three-
part documentary on the soil
erosion, floods, etc., caused by
poor control of strip and auger
mining in Eastern Kentucky.

devoted to general new programming
in 1967 than there were in 1966 and
the trend continues upward. At
WHAS-TV we just launched an hour.
long local news format in the evening,
This continuing expansion of news
programming by the networks and
local stations alike means a continu.
ing demand for qualified people.
The half-hour news format in.
augurated by CBS-TV in September
of 1963 was viewed with skepticism
by many at the outset. Now there is
serious discussion within the indus.
try about 30 minutes not being long
enough. Length alone is not the an-
swer. Substance is the key. And
broadcast news is producing substan-
tive news programming to such a de.
gree that additional time is being

sought.

All Is Not Rosy

Perhaps this paints too optimistic
a picture of broadcast news today.
Obviously, all is not rosy. There are
still too many radio and television
stations that give less than lip service
to their commitment to public service
programming. Even the most dedi.
cated broadcast newsman will be the
first to agree that his ability to do
his job to the best of his talents will
be sharply curtailed by a lack of
adequate financial backing.

Certainly, money makes the difler-
ence. I’'m not talking here solely
about financial reward for the in.
dividual. T am emphasizing the fact
that station managements are becom-
ing increasingly aware that it takes
sizable amounts of money to mount
a good newsroom. I am also under-
scoring the Delief that news opera-
tions ought not be predicated on the
premise that they have to show a
net profit consistent with the rising
graphs of other station departments.

There are, quite obviously. still
too many stations—radio and tele-
vision—that insist that their news
deparlments carry an equal share of
the corporate fiscal load. The plain
fact of the matter is that the station’s
image in the market it serves is close-
ly connected with the news job it
does. The news department is the one
department of the station that has
the opportunity to portray the sla-
tion 1o the public every day.

And this is precisely what RTNDA
is all about. RTNDA is now of age.
Since an inauspicious beginning in
Cleveland back in 1946, we have
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grown in number lo more than 1,100
istrong. We have altered our consti-
I tution and strengthened the organiza-
tion. We have hecome international
in scope. But we have never lost sight
of our goal, the improvement of
broadcast journalism. We shall never
ease the crusade for more freedom
»f information and beller access to
he news.
RTNDA has gone to court protest-
ng the FCC’s order adopting pro-
isions of the fairness doctrine as a

and the most prestige in this capital.

Washington network news cover-
age is directed by John Lynch at
ABC (across from the Mavflower on
Connecticut Ave.), by mysell at CBS
(a few blocks away along M St. and
“restaurant row”) and Bill Monroe
at NBC (on Nebraska Ave., a few
miles to the northwest). FEach
hureau has over one hundred peo-
ple on staff. ranging from the Brink-
levs and Sevareids to copyboys and
studio technicians.

members of a formal pool with a
rotating chairmanship. It is this pool
which coordinates and assigns con-
stant coverage of major events, in-
cluding Presidential appearances (a
conference telephone line connects
poo! members and the White House).
These men also represent the net-
works in coverage of
events at the “Hill.”

In addition to the networks, many
news operations are active in Wash-

arranging

N e —EEEEEEE————.

ington to serve station groups. There
are also a few one-man bhureaus cov-
ering for individual stations and, on

In addition to directing their own
coverage. the bureau chiels are

CF2urrasonc B

CLEANER for
MOTION PICTURE FILM

Presented The Academy of Motion Picture Arts and
Sciences Award of Merit for Outstanding Technical
Achievement.

Zommission rule. RTNDA is asking
hat the order be sel aside as a viola-
ion of the constitutional First
\mendment guarantee of free speech
ind free press. A viclory would place
woadcasters more in line with print
nedia in so far as journalistic free-
loms are concerned.

We now have the Carnegie and
“ord Foundations looking over our
houlders. Congress is in the midst
f legislating a  Corporation for
2ublic Broadcasting. And the Public
Broadcast lLaboratory is a reality.
Jut of all these developments will
ome new ideas. new approaches,
tiew techniques and improvements
hat will help shape tomorrow’s ap-
roach to broadcast news. [ ]

small (Continued from page 32)

on is there but the busiest place
or news coverage is Washington.
Though percentages varv as news
rom Vietnam or the Middle East
r the central city (be it Watts or
Jetroit) pops into prominence. mosl @ Restores clarity and sound to maximum
quality.
@ Enhances the entertainment value of

motion picture film and improves com.
mercials. »

Assures static free film with color bal-
ance undisturbed.

Cuts projector maintenance costs ., . .
no dirt or dust carried into gates and
orifices . . . less breakdowns.
Completely automatic . . . requires only
loading and unloading.

Costs only '1/20 of a penny per run-
ning foot to operate.

Used by every major motion picture lab
in the world.

Ultrosonic energy is the most effective and economical way to thoro

rapidly clean motion picture film without mechanical scrubbing and ing. The
cold boiling effect (cavitation) of ultrasonic energy performs the entire opera-
tion. Only the solvent touches the film and a forced air, flash dry-off removes all
solvent and residue.

najor newscasts return 1o Washing-
on news for perhaps 30 per cent of
heir overall fare. In terms of news
pecials, ranging from inaugurations

Presidential) to joint meetings
Congressional) and from weddings
Luci) to  hearings (Fulbright)
Vashington provides, happily or un-
appily. the majority of interrup-
ions in network schedules.

The record is studded with spec-
acular performances, none more
istoric than the role played by the
Vashington news bureaus during the
amous “four davs” following the
tennedy assassination. Those dark
ays in November of ’63 came as
lose as television ever will to mak-
ng newspapers superfluous.

Wiih the exception of the AP,

Pl, local Washington newspapers LIPSNER-SMITH CORPORATION I

including that local favorite, The . : ‘
Jew York Times). the networks have 7334 No. Clark St., Chicago, M. 60626 !

Telephone: 312—338-3040
he largest staffs, the greatest output, 7427

DESCRIPTIVE BROCHURE WILL BE SENT ON
REQUEST.

Patents

Luxembourg—37,634
Great Britain—909,421

USA—2,967,119
Belgium—582,469
France—1,238,523 Other World Pats.Pend.
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individual stations
set up small bureaus. Most local
Washington stations staff Capitol
Hill. Also active in news coverage
are a number of foreign broadcast
bureaus.

When a Washington story attracts
special local interest. quite a few
stations from one area mav set up a
temporary Washington stafl. Several
from Connecticut covered the Dodd
censure case. In addition, individual
stations frequently fly in correspond-
enls to do interviews or discussion
programs with local congressmen.

occasion, other

Banquet Held Each Spring

All of these (and a number of
others who keep membership in the
Congressional Radio and Television
Galleries for prestige purposes)
gather at the dinner each spring. The
first annual banquet dinner of the
House and Senate Radio and Tele-
vision Gallerv was held in 1910 at
the Mayflower. Bob Menaugh, super-
visor of the House Gallery since its
inception, remembers that part of
the entertainment was feeding in a
broadcast of The Shadow. One
hundred persons were present and
Gen. George C. Marshall was the
speaker.

Today 900 to a 1.000 broadcasters
and special invited guests attend the
annual dinner. Every President since
FDR has attended one or more of
these banquets and the room glitters
with  cabinet members. military
chiefs, members of the Supreme
Court and enough legislators to form
a working majority of both houses
of Congress. Entertainment ranges
from Bob Hope to local tvpes like Liz
Carpenter or Everett Dirksen.

One of the unique aspects of the
broadcast dinner is a network “gag”
film. It is a compilation of earthy
Washington humor with stings for
the most prominent of the guests in
the audience. In addition, the gag
reel pokes fun at the news broad-
casters themselves. Manv a goof
committed in innocence is in the film
to the dismay of correspondents who
thought the matter swepl awav on
the cutting room floor. Networks
themselves are kidded. In 1966, the
running gag throughout the film
was Senator Dirksen plaintively ask-
ing, “And where is CBS? Has any-.
one seen CBS?”

It was 101 vyears after printed
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media that electronic newsmen won
entrance to the congressional gal-
leries. The first Press Gallery goes
back to 1838 and the 25th Cengress
when local newspapers were given
floor privileges. A year later, six out-
of-town reporters were similarly ac-
commodated. Exactly 100 years
later, radio reporters gained access.

A committee of four organized the
effort. Led by the late Fulton Lewis,
Jr. (who became first president of
the Radio Correspondents Gallery),
it included Fred Morrison of the
now defunct Transradio Press Serv-
ice (he is presently in charge of pub.
lic relations for the Republican Na-
tional Committee), Albert Warner of
CBS (later to go to U.S. News and
World Report) and Carlaton Smith
of NBC (later an NBC vice presi-
dent). After the gallery committee
was formed. Smith was replaced by
William  McAndrew  (erroneously
listed in one of the early member-
ship lists as “Tom™ McAndrew).

This small group prevailed upon
Rep. John J. (“Jack”) Dempsey of
New Mexico to put through an en-
abling resolution in April 1939. Five
days later., lowa Sen. Guy Gillette
offered a similar Senate measure and
the Radio Gallerv was in business.

About the Author

William [. Small has been a
radio-tv news director for most
of his working life. lle is now
nens director and bureau chief
of CBS News, Washington, hav-
ing come to CBS in the capital

in 1962. Previously he was
news director of the wWHas sta-
twons, Louisville, and bejore
that was director of news for
wis Chicago. He began his
career in Texas, working for
both radio stations and neuws-
papers.

Radio was not new to the Congress.
The opening of Congress in 1923
was broadcast, as was President
Coolidge’s State of the Union mes-
sage to that Congress two davs later,
on December 6. Actuallv. one month
earlier, radio had carried ex-Presi.
dent Woodrow Wilson's Armistice
Day message. In February 1924,
Wilson’s funeral services were hroad-
cast and in March of the following
vear, Coolidge’s inauguration,

In 1939, however. the broadcaster
became a congressionally recognized
force. On June 26 of that vear H. R.
Baukage of NBC gave the maiden
broadecast from a gallery “studio.”

The original gallery had 26 mem-
bers. Today there are almost 450
active members of the Radio and
Television Gallery, and broadcasts
are conducted dailv by all networks
and many others.

Message from FDR

When the gallerv had its formal
opening in July 1939. FDR sent a
message hailing itls members as
“pioneers in a great adventure.”
With a suspicion shared by political
tigures ever since. the President
added that he urged them 1o be
“fair” in their coverage.

Television came later, Harry
Truman delivering the first State of
the Union telecast in January of
1947. That same vear saw the first
televised hearing—that of a House
Labor Committee. The main witness
was colorful Jimmy Petrillo. grand
master of all union musicians.

The real impact of televised hear-
ings, including the great political
impact, became evident in 1951 when
the late Istes Kefauver held his crime
investigation hearings. Early the fol-
lowing vear, Speaker Sam Rayburn
forbade television from covering Un.
American Activities Committee hear-
ings in Detroit.

Republicans were upset by the
Ravburn ruling, in part because a
member of the committee. Rep.
Charles E. Potter. was a potential
candidate for a Michizan Senate
seat. Potter’s supporters called it an
underhanded means of keeping their
man ofl television in his home state.

In Washington, Minority Leader
Joe Martin Jr., asked for a formal
ruling. Speaker Ravburu said the
rules of the House are the rules of
its commitiees “and as far as the
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Chair knows. there is no rule grant-
{ing the privilege of television.”

Since Senate committees establish
| their own parliamentary procedures,
" the Senate continued to permit tele-
vision but the now famous Rayburn
Rule became the law of the llouse.
i There was an exception to come a
year later when the GOP won control
of the 83rd Congress. Joe Martin
became Speaker and. without formal
ruling, allowed House committees to
permit lelevision but in 1951 the
Democrats regained control. Thes
reveried lo the earlier ban under
Rayburn himself and since his death,
under Speaker John McCormack.

A few Senale committees also
have such a ban. Committee Chair-
men Eastland  (Judiciary)  and
Russell (Armed Services) forhid
cameras while in session. A third.
equally powerful figure relented last
vear when Senator John Stennis per-
mitted tv coverage of his Prepared-
Subcommitiee. He later ex-
pressed pleasure with the perform-
ance hy the network pool. In August
of 1967. Senator Lastland invited
television for the first time as he
conducled hearings on urban race
riots.

On the House side. however, it is
still “stake-out” in the hall outside
and no television inside. One can
make a case for this contributing to
diminishing House influence on the
national scene. Not manv House
members are true national figures.
Ironically. Adam Clavton Powell is
almost the only exception. though
some Representatives are known for
their specialties (i.e., Wilbur Mills
in tax legislation, John Moss for
freedom of information activity,

ness

Misplaced Decimal

A misplaced decimal point
gave a ten-fold pav raise (on
paper only) to the 1+.267 serv-
icemen and dependents at Pope
Air Force Base near Fayelte-
ville. N.C., two weeks ago. In
the Special Report on the Mili-
tary Market (TELEvisioN Acr.
August 28), the tabular data in-
cluded with the story listed the
military payroll at Pope AFB
as $180 miliion a vear. The
figure should have Dheen $18
million.
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Gerald Ford for party activity, etc.).

In contrast, many Senate figures
are household names (Dirksen, Ful-
bright, Kennedy Ted and Kennedy
Bob, Mansheld, Morse, etc.) and
even freshmen can achieve quick na.
tional prominence (Percy, Brooke,
elc.).

Without comparahle exposure to
television, the House is destined to
growing obscurity. This is unfor-
tunate. Its work is of equal impor-
tance, and coverage of the committee,
since the floor of the louse has
limited debate. is all the move vital.
One can see the same wilnesses say
the same things before two commit-
tees. On the House side. it is worth
a mention: on the Senate side, it can
create a national stir.

Some day television news will help
bring the House into the contempo-
rary scene. That day can’t come too
soon.

There are other barrievs (visual
as well as sound) for television news
to crack. The Pentagon is still largely
newspaper-oriented  (despite large
investments in broadcast services).
The Pentagon has decision makers in
Public Information largelv from
newspaper backgrounds and most
sufler the disease of newsmen-made-
bureaucrats: they outdo traditional
bureaucrats as protectionisls defend-
ing the alleged “national good.”
Many federal agencies remain ner-
vous about cameras, and a few grey-
beards (of all ages) fail to see the
importance of the television news
audience.

Though the nature of the medium
and its working materials leave con-
quests vet to he made. television in
Washington has travelled far in a

Dynamic (Continued from page 27)

resirict news coverage are mainly re-
action to the omnipresent tv news-
man, the viewer’s attitude toward
video is one of increasing trust and
reliance. This is shown in the con-
tinuing studies of public attitudes by
Roper Research Associales for the
Television Information Office.

A key question about news asked
in five separate studies from 1959 to
1967 showed a growing number of
people getting most of their news
from tv. In the former years. news-
papers ranked first, with tv second;
this vear the ranking was reversed.

The latest tally showed that 61 per
cent of the respondents listed tv
among the media from which they
“usually get most of (the) news
about what’s going on in the world
today.” The figure for newspapers
was 55 per cenl. Radio was third
with 28 per cent, while other sources
received small percentages.

Another indication of tv’s standing
as a news medium was in the answers
to a question about which of four
media—lv. newspapers. magazines
and radio—would be believed in case
of conflicting reporls among them.

Again, newspapers ranked first—
as most believable—in 1959 with tv
second. In 1967, tv topped the other
media by a wide margin, with news-
papers second and the other two
media ranking a poor third and
fourth.

This increasing trust and reliance
in tv by its viewers is the answer,
broadcasters feel, to any ecriticism
about the way the medium practices
journalism and is proof that tv news-
men and execulives are carrying out

very short time. Time and tech- their public service responsibilities
nology will carry it further. W  as they should be. .
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NICA ndrew Continued from page 31)

NBC News began planning its 19-
68 political coverage immediately
after the 1966 off-yvear elections. The
coverage will follow the pattern that
repeatedly has proved successful.
There will be some modifications
and, we hope, some improvements,
but we are not contemplating any
startling innovations, simply because
we see no need for any.

Both Areas Important

The increased emphasis on politics
should not lessen the need or obliga-
tion to continue extensive coverage
of Vietnam or racial sirife. Both of
these news areas are likely to remain
active. Both pose problems for news-
men.

Vietnam is not an easy storv to
cover. Iti’s not even one storv, but
many, with ramifications throughout
the world. I think television news has
succeeded fairly well in explaining
and interpreting a complex and often
confusing situation.

However, neither the reporters at
the scene nor the men behind desks
in network news are fully satisfied
with the effort, and a great deal of
thought is given constantly to finding
ways to do the job better.

In my opinion. network news cov-
erage on the racial picture has been
an outstanding example of responsi-
ble journalism. I am fully aware of
occasional charges that the presence
of tv cameras tends 1o incite vio-
lence, but I have seen no evidence
of their validity.

No one has ever been able to show
any connection between the fact that
we covered a riot in one city with
the outbreak of another riot some-
where else.

This does not mean that we are
unmindful of the potential danger of
a medium with the impact that tele-
vision has. We are continually on
guard against publicity seekers who
would like to use television for their
own advantage.

We know, for example, that some
demonstrations in the South were
staged early enough in the day so
that film could make northhound
planes and arrive in time to be shown
on nationwide evening news pro-
grams.

But, it is not alwavs easy to dis-
tinguish between a staged incident
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and a real one. If now and then we
inadvertently aid the cause of some-
one looking for personal aggrandize-
ment, we feel this is a lesser evil than
failing to give the public the facts
about a newsworthy event.

The NBC News policy for covering
an explosive situation is simply to
use common sense and good judg-
ment. Our film crews go out in un-
marked cars. Our reporters and
cameramen work as unobtrusively as
possible without missing the action.
We do not depend on film alone; we
use words behind the pictures, and
these keep the story in balance.

The third mest important news
story in the past year was that which
unfolded in the Middle East. This
presented the threat of a world crisis
for a time. but, fortunately, the war
between Israel and the Arab states
did not become a larger conflict, as
many feared it might. Nevertheless,
the tensions in the Middle East will
require close watching.

The nation’s space program, which
suffered a sethack because of the
tragic accident in which three astro-
nauts lost their lives, will resume
prominence in the news. NASA plans
call for the Apollo 4 mission, using
the huge Saturn 5 rocket, within a
few weeks.

We can expect increased use of
satellites as a part of regular news
coverage as well as for special events
as soon as they become more avail-
able and the rates 2o down.

One of the most gratifying things
to those of us who are in broadcast

Huntley-Brinkley
Sandwich

Among the examples of sta-
tions increasing news pro-
gramming is WHI0-TV Davton,
which has put the Huntley-
Brinkley Report in between two
half hours of locallv-originated
news programming. The station
had previously programmed
local and regional news, sports,
business news and interviews
from 6 to 6:30. This was re-
tained and and a half hour be-
ginning at 7 was added with
local and regional news, sports,
weather and features. The sta-
tion reports increased audi-
ences for each of the three half
hours.

journalism is the growing interest of
viewers in this kind of programming,
The size of the audience for many
of the network news specials during
the past year exceeded all expecta-
tions. It is a trend that I believe will
continue. L

Salant (coniinued from page 31)

not easy to resolve. There is no
doubt that any journalist has to select
facts, has to decide what is impor-
tant and what is not, has to empha-
size some facts and play down others.

A newsman must ask himself,
however, whether he’s journalist
enough to include all the relevant
facts, even if they work against him.

If you accept that and can put
aside personal feelings, then I’d sav
you’re objective. That’s not a 100
per cent definition, but, after all,
we're dealing with human beings.

I can hear somebody say we took
a point of view in the four-part series
on the Warren Report. True, we
came to certain conclusions. It is
also true that for the first time in our
history we stated our conclusions in
our own name.

In this case. we felt it was war-
ranted. We weren’t dealing with gen-
eral ideas or with political philoso-
phyv. We weren’t for or against any
public poliev. It was a controversy
over facts, not ideas. We researched
the facts and told the public our con-
clusions. I’ll grant it was unusual for
us to go bevond the common practice
of talking to experts and participants
by setting up our own research
studies. But that doesn’t make it any
the less journalism.

I think the Warren Report series
is the most signiticant thing we've
done—certainly during the past sea-
son. It was independent, investiga-
tive reporting on a scale never done
before. 1 don’t know if we changed
anyhody’s mind.

In the first place, we weren’t aim-
ing to reach the Warren Report
buffs. who've long made up their
minds about the assassination. We
wanted to reach average people—
people who had heard all kinds of
opinions about what reallv happened
but had no wayv of evaluating the
complexities.

Of course. it's hard to measure
the extent to which a program can

(Continued on page 78)
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WFIL-TV does not have
a copyright on
Television Instant Poll

Last February, for the first time
in the history of television, WFIL-TV
involved its viewers by the thousands as
participants in its nightly news.

Through Television Instant Poll
(TIP), the 7 O’Clock News audience is
asked to vote “yes” or “no” on a topic
of current interest.

They respond by calling batteries
of “yes” and “no” phones which are
answered automatically and registered
on an electronic counter.

The results of the voting are broad-
cast on the 11 O’Clock News the same
night.

After the very first program, WFIL
knew it had really started something.
(Other stations had asked viewers to
respond, but never on a regular, sched-
uled nightly basis.) A Philadelphia judge
cited a TIP vote in pronouncing sentence.
Stations in various parts of the country
asked us about TIP and several started
their own version. Tonight’s Big Question
in Baltimore. Television Audience Poll
in Pittsburgh. And by the time this ad
appears, a station in Washington will

A

also have started a nightly audience
television poll.

On August 24th, TIP was expanded
to a two-station hook-up for one night.
Both WFIL-TV and WIIC-TV, Pittsburgh,
asked their respective eastern and
western Pennsylvania audiences whether
Robert Kennedy should be drafted as a
candidate for President in 1968.

The result: just about the same
for both cities. More than six out of ten
voted “no”

WFIL-TV is proud to have orig-
inated TIP. We believe in it as a tool
of democracy in action, that its instant
playback will involve the voter in local,
state and national issues to an extent
no one has yet imagined. And that the
power of television’s numbers, profiling
the voice of the people every night, will
engender respect and attention on the
part of public officials.

As responsible broadcasters, we are
glad to share TIP with any interested
station. To find out how it works, call
or write Pat Polillo, News Director, Area
Code 215, TRinity 8-9700.

iz A TRIANGLE GROUP STATION ,l 2 IL_] ! 6

As we go to press, WLBW Miami, WJW Cleveland and WGAN Portland, Me. have started TIP.

_J
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Slll(l"t (Continued from page 76)

change a person’s mind. Anyway, our
purpose isn’t to change people’s
minds.

We get letters, but 1 don’t pay
much attention to them. Letters are
not representative. They’re just from
people who like to write letters. It’s
very hard to keep a complete record.
Some letters come to the afhliates,
some come here. The reporters get
letters addressed 10 them. Walier
Cronkite got about three-quarters of
the mail that came in on the Warren
Report series. 1've been asking one
of my men to keep track of the mail
and its general tone. But he hasn’t
had time. We don’t have too many
people around here. 1 like to keep
management and supporting func.
tions thin.

The Warren Report series brings
up another point about tv news—its
length. Some people may have
thought the series was the first of a
new type of news special—one that
goes on and on, night after night.

I’s not that way at all. This series
happened to need four nights, so we
gave it four nights. 1 hope it hasn’t
started a trend. | would resist, for
example, news programs that go on
for four, three, even two hours. That
requires a lot of attention. I don’t
think people will pay attention to a
news show that long. It would make
me restless.

Writing with Impaet

I don’t pretend 1o understand
Marshall McLuhan but 1 feel that
a wriler has to adjust in working in
tv. He has to write for the eye and
the ear. And it must be memorable.
The viewer can’t go back to read
something he didn’t recall or didn’
understand. So the medium controls
content to that extent.

1 feel we've neglected writing in
tv. Eric Severeid spends a lot of time
writing his two or three minutes that
will be on the air. We've been focus-
ing on word content, but I'm talking
about the marriage of content and
style.

Do our words lack impact because
of the way we write tv news or be-
cause the picture is distracting? I’'m
inclined to think it’s the former:
Words and pictures can complement
each other very well. This area of
“multi-channel communication” is
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very interesting. It seems to be true
that if the picture is not related to
the words the viewer doesn’t hear
them.

I can recall an example of this in
a documentary on DeGanlle some
vears ago. There was a section about
the secret army organization that was
opposing French withdrawal from
Algeria. One of the leaders of this
group was describing their objectives.
It was done voice-over while pictures
of riots in Algeria were on the screen.
Since there was no direct connection
between the words and the pictures,
the results were distracting. Because
this is true, the writing must follow
the pictures in most cases.

There was an interesting study
done some time ago on army train-
ing films. Two versions were made.
In one, Hollywood people were hired
to make some dramatic footage—pic-
tures of combat, and so forth. The
information was given voice-over.
The other version was the straight
lecture type. Later, a test was made
to see which version put across the
most information. The winner was

the straight lecture. This doesn't
mean that you can’t be interesting
when you’re trying to inform an
audience. There must be some kind
of compromise between stimulating
the viewer and giving him the facts.

I would like to see more personal
journalism around. On television,
most of your material is by-lined,
anyway, in a sense, since the an-
nouncer is only anonymous when you
can’t see his face. 1 don’t gzo for
group-think journalism. That's not
good for anybody. If there’s more
room for news on tv, there will be
“columnists” in time. | hope we get
more Ed Murrows around.

Some people feel that the personal
side of visual journalism has to be
visual—in other words, the personal
camera. But the camera can’t say
enough. There has to be content and
thoughts, expressed in words. A tv
journalist cannot be just a cinema-
tographer. If he’s not a journalist,
loo. he’ll get into re-enactments and
staging. You won’t know where the
facts begin and fiction ends. ]

CBS  Television Stations: wcss-Tv
New York, kNxT (1v) Los Angeles,
wBBM-TV, Chicago, wcau-tv, Philadel-
phia, KmMoX-1v, St. Louis, (Lincoln M.
Furber, John H. Mulera, Joseph Neil,
George M. B. Reading, Mary Worth
Warren, Philip Ford Young 111).

The Evening Siar Broadeasting Co.
Washington News Bureau: wcrv-1v
Charleston, wrva-tv, Lynchburg, wwt-
TV, New Orleans; also covers for WMAL-
Tv, Washington, which has own news
bureau (William H. Bahruth, Charles
H. Brager, John R. Harter, Paul D.
Young).

Metromedia, Inc.: wnNEw-Tv New
York, wrrc(rv) Washington, KTTv (TV)
Los Angeles, kmrcTv Kansas City
(Daniel M. Blackburn, Pye Chamber-
layne, Kathleen Mary Day, Florence S.
Lowe, F. M. “Jim” Randolph, Walter C.
Rodgers).

RKO General Broadcasting: wor-Tv
New York, wNac-1v Boston kuJ-1v Los
Angeles, wiuBQ-Tv Memphis, wuct(Tv)
Hartford, ckrLw-tv Windsor (Clifford
Evans).

Storer Broadeasting Co.: wWJIBK-TV
Detroit, wjw-tv Cleveland, wspp-Tv
Toledo, wrr-Tv  Milwaukee, WAGA-TV

Tv Members of Congressional Galleries

Below is a listing of tv broadcasters with newsmen entitled to admission
to the Radio and Television Correspondents’ Galleries in Congress.
Not listed are the networks and vhf stations located in Washington, all
of which also have newsmen entitled to admission to the galleries.

Atlanta, wsBk.Tv Boston
Wells, Linton Wells).

Time-Life Broadcast, Inc.: K1z Den-
ver, wWoon-1v Grand Rapids, kKoco-1v
San Diego. KEro-Tv Bakersfield, wrsm-
TV Indianapolis (R. Norris Brock, Carl
C. Coleman Jr., Lucille Enid Larkin,
J. W. ‘Bill'’ Roberts).

Triangle Stations, Inc.: wriL-Tv Phila-
delphia, wrBc-Tv Altoona, wryn-tv Lan
caster-Lebanon, wnpr-tv  Binghamton,
wNic-tv New Haven, Xrke-Tv Fresno
(Anne Denton Blair).

WAVE-TV Louisville (David E. Hender-
son).

WOSU-TV
Hamilion).

Westinghouse Broadcasting Co. Ine.:
wnz-1v  Boston, kyw-tv Philadelphia,
KPiX-Tv San Francisco, Kpka-1v Pitts-
burgh, wiz.rv  Baltimore (Stanley
Brooks, Peter R. Clapper, Sid Davis,

(Fay Gillis

New Orleans (Roulhae

Rod MacLeish, Richard Rosenkranz,
Arthur Schreiber).
WGN  Continental  Broadcasting:

weN-TV Chicago, KWEN-TV Denver, KDAL-
Tv Duluth (Robert F. Foster, Henry
0. Wilson).

wtvD-TV Durham (Jack Williams).
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you're a promotion man, you should be
tploring the changing role of promotion in

e exploding field of communications.

>u should meet with other promotion experts
1ger to share their know-how and

‘ofessional savvy.

>u should head on to Toronto this fall for the
167 BPA Seminar. . .

IAN: The Communicator.

110 Toronto . .. where the promotion is!

'th ANNUAL SEMINAR, ROYAL YORK HOTEL
JRONTO, CANADA,

{CTOBER 16-18, 1967,

br the full story contact BPA.

IDN-MEMBERS: Come join us. Registration

ie applies to your membership dues!

levision Age, September 11, 1967

'----------------------,

Broadcasters Promotion Association
1812 Hempstead Road
Lancaster, Pennsylvania 17601

Get your registration in now . . .
registrations save you money!

CHECK ONE:

Voting Member [J Affiliate Member [J Associate Member [J Non-Member [J
Advance Registration: BPA Member $50.00, Non-Member $65.00

Registration at Seminar: BPA Member $55.00, Non-Member $70.00

No

while you are thinking about it! Early

Are you bringing your wife? Yes
Name

Station or Firm

Address

City State

Attached is my check for § as my advance registration fee.
Mail this registration tform with your check to BPA address above.

ceSccscccc s ccsccrcc e rncccc e r e .- -—-d

[
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DANIEL MCGRATH
Media Director
Tatham-Laird & Kudner

Assoc

BRUCE SMALL

Asst. V. P.'& Mgr.,
Spt. Bdcest. Unit
Ted Bates

80

JOAN STARK

Asst. Grp. Head, J. (Jack) T. D. CORNWELL '
Media Dept. Mgr., Adv. &
Grey Advertising, Inc. Sales Promotion

Gviansse Chisfiwcal Go. What’s unique about it?

What would induce 17 busy media and advertising
executives to meet again and again to evaluate
media promotion campaigns?

|

» L
b >
é, .{ Here's what one said b
— )
- RUDY WAHLIG “| consented to serve on the Gold Chevron Award Panel 1.
g:ﬂ:':wﬂ'icé%%pany more for my own sake and the improvement of the profes

MAL OCHS
Dir., Media & Research
Campoell-Ewald

sion than for Standard Rate . . . We all want to help improve" |
the quality of the information upon which we base our
buying. The people who take the trouble and time to fash-
ion worthwhile campaigns in SRDS should receive due rec- |
ognition.”

4

L What is the Gold Chevron Award?
DOROTHY SHAHINIAN

Media Department e |t is not a prize for winning a contest. :
ITSM Div, of f
McCann-Erickson e It is a mark of recognition, by agency media execu- |

tives, advertising managers and advertisers’ media
analysts, of a medium’s effort to provide the kinds of
information they need to help them buy.

e It can be earned by any medium whose Service-Ad
program in SRDS, in the estimation of the panelists,
does a better-than-average job of meeting the infor-
mationa! requirements of people who use SRDS.

The Award criteria are not based on art techniques or scin-
titlating prose. They are not based on a campaign’s suit:
ability to sales objectives. They are based on how well the M
service advertising campaigns are oriented to the buyers"

needs — how complete the media information is . . . how
useful in helping them plan media campaigns and buy
TERRY PELLEGRINO wisely.

Asst. to Sr. V. P. &
Medla DIr.
Young & Rubicam

WILLIAM SCHINK
V. P. & Sr. Media Cons,
G. M. Basford

THURMAN PIERCE
Assoc. Media Director
J. Walter Thompson
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| ROBERT WIDHOLM

' Media Group Supervisor
Needham, Harper &
Steers

WARREN REBELL
V. P. & Acct. Exec.
Campbell-Ewald

i a

Emom KICZALES DAVID D. KEEGAN
gr., Creative Serv, Media Coordinator
“gen %I:ﬁ)ide Thomas J. Lipton

ftho benefits (besides Award winners)?

o ALL media have access to the panelists’ analyses of
media campaigns (anonymously, of course). It can
help them orient their own sales approaches more
closely to buyers' prime interests, hence make their
own Service-Ads more effective.

Buyers will find much more useful information in
SRDS where they want it and use it.

here are no “entries”

edia do not “enter” campaigns for “judging.” Gold Chev-
n Awards are made on the basis of continuing scrutiny
/ Chevron Award Panelists of continuing campaigns in
RDS.

'OMING

forthcoming ads significant observations and sugges-
s of the panel will be reported, verbatim. How can
edia use their Service-Ads to best advantage? What points
‘e more significant than others? How can even the Award-
inning campaigns be improved? Watch for future SRDS
ports in this pubtlication.

IN SRDS

YOU ARE THERE
selling by helping people buy

@
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GRACE PDRTERFIELD
Buying Group Manager
Ted Bates

JOSEPH H. NEWMAN
Media Director
Marsteller. Inc.

<

RICHARD TREA
Media Director
Richard K. Manoff, tnc.

Elwerth Tilton

\/

SRDS

STANDARD RATE & DATA SERVICE, INC.

5201 OId Orchard Road, Skokie, Illinois 60076
312-YOrktown 6-8500
Sales Offices: Skokie * New York + Los Angeles
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Lower Continued frem page 31)
medium. there’s much debate about
the proper role of tv news. I men-
tion the two incidents above not be-
cause they are unusual, but because
they are common. They are the com-
mon illustrations of the special con-
tribution that television makes to the
business of news.

But it takes onlv a little reflection
to see that being in the right place
at the right time is not the most im-
portant contribution. dramatic and
eye-catching as it mayv be. More im-
portant is that television signals the
significance of a news event simply
by covering it. Nothing extraordi-
nary may happen. but the event as
a whole is brought to the attention
of viewers who ordinarily would
never get around to reading about it,
and who would not stay peeled to
their radio for long periods.

The Mid-east Debates

Take this vear's United Nations’
debates on the Middle East crisis.
The Security Council sessions were
covered in detail and over live tele-
vision for the most part. No single
speech or incident stands out from
those debates—the way the Steven-
son challenge stood out vears before.
Many of the speeches were overlong,
over-detailed and boring. Most were
one-sided, one way or the other, and
some were distastefully bitter. Yet on
television the Security Council ses-
sions remained fascinating through-
out and as they unfolded revealed a
realistic, if grim view of internation-
al politics today.

The point is that only television
could have done that. No reading
of the proceedings of the Council
could have brought across the drama,
the emotion of those meetings. And
realistically. how many read the
transcripts of those speeches—in the
few newspapers where excerpts of
any length are available?

It’s clear then that television gave
significance to the Security Council
sessions simply by being there, and
at the General Assembly debate that
followed. Television is a volatile
medium, however, and what I’ve just
said cannot be applied unthinkingly.
The most recent eample, of course. is
the series of riots that hit the cities
this past summer. Blanket coverage
of the riot situations would have
been unwise and, perhaps, unfair.

82

There was thorough coverage, of
course, but controlled by the judg-
ment and perspective of news pro-
ducers and executives.

In a Security Council meeting the
television camera is an unseen wit-
ness—but not on a riot street. This
danger was noted by ABC’s vice
president in charge of corporate
relations, James Hagerly, when in a
letter to Senator Hugh Scolt con-
cerning riot coverage he noted: “. ..
our news crews have heen instructed

New $500.000 studio for wren-Tv Chattanooga is expected to be ready

by our news executives to do all in
their command to avoid being part
of a news event rather than the
chroniclers of it.” With very few
exceptions, we succeeded in this.
The other principal emergency
news evenl that arose this year was
the death of the three astronauts in
their capsule during a dry run. The
tragedy was covered in a variety of
special programs, special reports, on
news programs, etc. The funerals of

””

(Continued on page 84) 'ul

January 1968, according to Jack N. Berkman, president of Rust Craft Broad-
casting. To be built on two-ucre tract immediately across Tennessece River l
from downtown section of city, studio will contain latest in color equipment,
including color processing, said Harry D. Burke, vice president and general

manager of the NBC affiliate.

View of $3 mill.on building complex to be built by K1.z-Tv-AM-FM, Denver.
Hugh Terry, president and general manager of stutions and head of Western
Division of Time-Life Broadcast, said new center will triple present facilities.
Demolition of buildings on present site, adjacent to stations’ current quarters,

began after Labor Day. Target for completion is late 1968. The tv stations
will have three studios, largest of which is bigger than combined present
studios, Terry satd. New communications center of nearly 90,000 square feet
will include film and tape production facilities.
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D Why didn'1 9,643,862 media Impressions work? ;

 olmple!... Inateguale distrlbution!
A

le end result of all advertising is measured by a
'y simple common denominator . . . SALES.

le media investment can only pay off where the
tymg decisions are made . . . in the store.

rly 7 out of every 10 purchases result from
ne decision made in the store.

ALL PRODUCTS AVERAGE

PER CENT OF PURCHASES

pecifically | Generally Store
Planned | Planned + Substitute + Unplanned = Decisions
311  17.2 1.8 49.9 KI:R:

Du Pont Consumer Buying Habits Study
A1 timely, actionable, in-market distributional
uclligence is available to qualified advertisers:
Distribution (in-stock or out-of-stock ) WITH
NAMES AND ADDRESSES OF OUT-OF-
STOCK STORES.
Number of items on the shelf.
Number of shelf facings.
Shelf position (lop, ecye-level, waist-level,
bottom).
Special displays (aisle-end. bins, eic.).
Point-of-purchase devices (special attention-
geters, such as shelf talkers, window streamer,
tore banner)
Date each store was checked.
Price of item, store-hy-store.

MSI serves the following quality media
with actionable in-market distributional data:

Alanta »; o - wb enien
Atlanta "
Baltimore

Buffalo

Charleston, S.C.
Charlotte

Charlotte

Chicago

Chicago

Cincinnati

Cleveland

Columbus, 0

Denver

Denver

Detroit

Detroit

Duluth

Florence, S.C
Hartford
Huntington/Charleston
Kansas City
Knoxville

Los Angeles

Los Angeles

Miami

Milwaukee
Minneapolis/St. Paul
New York City

New York City
Norfolk

Oklahoma City
Portland, Ore.
Raleigh/Durham
Richmond

Richmond

St. Louis

San Francisco

San Francisco
Springfield, Mo.
Washington, D.C

WAGA-TV
WQXI-Radio

.. .WITH-Radio
. . WGR-Radio

WUSN-TV

. . WBT-Radio
. WBTV-TV
. WBKB-TV
. . MacFadden Pub
. . WSAI-Radio
. . WIXY-Radio

WBNS-Radio

. .KBTV-TV

KBTR-Radio
WXYZ-Radio
MacFadden Pub
WDIO-TV
WBTW-Tv

. WPOP-Radio

WHTN-TV
KMBC-TV
WKGN-Radio

. . KGIL-Radio
.MacFadden Pub

WGBS-Radio
WITI-TV
KRSI-Radio
WPAT-Radio
MacFadden Pub
WNOR-Radio

. . KTOK-Radio
. KPOJ-Radio

100 Cities (Discount Stores)

WTVD-TV
WLEE-Radio
WXEX-TV
WIL-Radio
KKHI-Radio
KGO-TV

The Discount
Merchandiser

Storer TV Sales
Robert E. Eastman Co.
Robert E. Eastman Co.
Katz Agency

Eastman TV

Blair Radio

TvAR

Vi
ABC TV Spot Sales
MB Sales Corp
Robert E. Eastman Co.
Robert E. Eastman Co.
Blair Radio
Peters, Griffin, Woodward
Avery-Knodel, Inc.
Blair Radio

MB Sales Corp.
Eastman Tv
Blair Television
Blair Radio
Eastman TV

Metro TV Sales
Robert E. Eastman Co.
Robert E. Eastman Co
MB Sales Corp
Major Market Radio
Storer Tv Sales
Areawide Communications
Katz Agency
MB Sales Corp.
Robert E. Eastman Co.
Robert E. Eastman Co.
Edward Petry & Co
Blair Television
Robert E. Eastman Co.
Eastman Tv
Edward Petry & Co.
Robert €. Eastman Co.
ABC TV Spot Sales
Eastman TV
Metro TV Sales

. MB Sales Corp

MEDIA SURVEY INC
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444 MADISON AVENUE
NEW YORK, N. Y. 10022
(212) PLaza 11660 Teletype No. 710-581-6776
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Lower {Continued from page 82)

the three astronauts were carried
live. Coverage was full. In fact,
more than one NASA official thought
the tragedv was over-covered, in the
sense that it cast such a pall of fail-
ure over the program.

Of course. at that point the pro-
gram had failed and the tragedy
that struck seemed to many to be
pointless. But what would the space
program—and the astronauts—have
meant to the public if television had
not devoted so much time to it for
the past two vears? Don’t mistake
my point. The other media would
have done a good job in invelving
the public interest. But for sheer
vicarious excitement, can anything
match the moment of blast-off on
television, or the moment of splash-
down and recovery?

Third Case of Judgment

Of course, there were periods in
between blast-off and recovery when
very little happened, but to have
covered only the beginning and the
end would have been to distort the
purpose of the mission. This is in a
sense a third case in which judg-
ment determines what kind of cover-
age is appropriate.

Every executive in tv news spends
long hours pondering just what the
function of video journalism is. But
one thing, at long last, is clear: it is
no longer a step-child to print.

I don’t say this just because tele-
vision can now offer news coverage
comprehensive enough to keep any
citizen informed of the major issues.
I say it because we have learned how
to use television as a news medium.
A great deal has been written about
television news’ role in the coverage
of the riots this summer. Most writ-
ers have explored the possibility that
tv somehow prolonged the disturb-
ances, but practically no one has
come to that conclusion after looking
into the aatter. The New York
Times’ Jack Gould, in a long col-
umn analyzing the problem, con-
cluded that tv journalists and their
film crews plaved it just about right
this summer.

On the other hanl, television news
did bring across the dimension of
what happened, did convey the
mindless passion that gripped many
of the looters and hoodlums, and did
show (in pictures that no other med-
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ium could translate) that the most
pitiful victims of the disorders were
Negroes themselves.

I think it’s safe to say that the
picture most Americans have of the
riots and their aftermath is one they
got from television—for the most
part—and not from the print media.
On the other hand, the public’s pic-
ture of the outbreak of fighting in
the Middle East was formed for the
most part by newspapers and radio.
This, of course, is television’s con-
genital problem. and will be until
transocean satellites are as common

as AT&T land lines in the US.  come of age. [ ]
Urges Care In Using Ad Spending Estimates |

Competitive expenditures in ad-
verlising must be used with care,
says Needham. Harper & Steers in
its latest marketing services news-
letter.

Network television data come from
two published reports—Leading Na-
tional Advertisers (LNA) and Broad-
cast Advertising Reports (BAR),
which are similar in their content,
data-gathering processes and cost
estimates, NH&S points out. The
reports come out monthly, detail the
number of network minutes bv brand
and program and are obtained by
monitoring the direct eastern feeds
of the three networks. These moni-
tored tapes are then checked against
monthly network schedules to adjust
for regional activily, the agency ex-
plains in the newsletter.

s
e 3

slovakia and East Germany.

John Hlavacek, foreign correspondent for xMTv Omaha films a wagon-load
of Bulgarian farm workers during tour of eastern Europe. He shot footage
for six half-hour specials for airing in early Fall. Together with wife, Pegge
Parker, also an accredited foreign correspondent, and four of their children,
he toured, in addition to Bulgaria, Yugoslavia, Poland, Rumania, Czecho-

Nevertheless, when film started ar
riving from the Middle East, the war
certainly took on a new dimension
for many viewers.

Next year, men will again be or-
biting the earth on their way to the
moon. It will be largely a television
story. The presidential elections and
campaigns will excite the country,
and it will be essentially a television
story. A President will be elected,
and it will be a television story.

The fact that these will be televi-
sion stories is perhaps the best in-

dication that television news has |

Program costs are an average of I L
estimales from the networks and
five advertising agencies. Therefore,
savs NH&S, reported expenditures
“are liable 10 differ from actual
dollars spent since the program costs & d

I
]

are rough estimates and do not take
into account the manv ‘package buys’
characteristic of network sales.”

As for spot expendituves, which
come from LNA/Rorabaugh, the
agency savs they must be used with
“extreme care.” It gives these
reasons: (1) Not all stations report
to the service, (2) costs are based |‘
on one-time rates and do not take
into account discounts and deals, and
(3) brand identification is often in-
complete and sometimes grouped in
miscellaneous categories that are
diflicult to break out.

Ve .
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! lifford Botway had been a vice
Cpreﬂident and associate media
lirector for 11 years—tive at Dancer-
itzgerald-Sample. nine at Ogilvy &
viather—when he was asked, by the
wincipals in Jack Tinker & Partners.
join their operation as media
lirector and associate partner.

According to Botway. they offered
iim not only a chance to move up
nd a chance to work with a bright
iew agency, but “the opportunity to
iave the mredia investment given a
oice at the very top level of man-
gement.” That was something new
n media. he suggested.

“The character of agencies is
hanging t degree.” Botway ex-
lained, “and the responsihlity of
nedia departments (o clients is
hanging drastically. | was most
mnxious to bhe in an envirenment
vhere | could influence that change
ind participate in it more actively.”

he change. he feels. has to do
with increasing client awareness
hat eflective advertising has as much
0 do with how and where the monev
spent as it has to do with how
ne product storv is told. As a re-
ull, he says, media departments are
ecoming more important in the total
dvertising picture and experienced
iedia men are gaming long de-
erved prestige.
“I's verv luckv for an individual
be in the media husiness today.
e observed. “hecause in some re-
pects. we are the comers. We've
een in a depresssed industry for
ears. and the world is waking up
» us all at once.”
The Tinker shop is in the fore-
ont of that awakening, the media
irector feels. The fact that Rotwas
ecame a full partner in the firm
little over a month ago may well
e proof of that. Botwav seces his
ppointment as a “‘recognition within
1e management of this company of
1e importance of where the money
s spent and how much ought to be
pent.
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In the picture

“l have advised some of our
clients to spend less money on cer-
tain campaigns,” he said, “and there
is no argument on that kind of
advice between the media depart-
ment and top management, because
the media department is in top man.
agement.”

he increased importance of the

media function at Tinker has re-
sulted in a new attitude toward
media personnel. “We are attracting
brighter, hetter, more intelligent ad-
vertising and financial consultants,
as opposed to media clerks,” Botway
emphasized. “And for those people
smart enough to realize that the
consultant is in and the clerk is out,
there is obviously a very exciting
future.

“It always amuses me when media
directors lament the fact that thev
can’t get good people, or that buyers
jump from agency to agency.” he
mused. “We're flooded with good
people. Our people don’t leave us
hecause when we do get them. we
don’t inake clerks out of them. They
find a position of importance in an
agency where they’ll he listened t0.”

At Tinker, media buyers do their
own planning. They carry those
plans to the client, present them,
and explain them. “This is an ad-
vantage to the client, because he is
exposed to the thinking of the people
who did the thinking without the
risk of mulli-stage misinterpretation.
and it benefits our people in that
thev are working in a real situation.
If their work is not satisfactorv, thev

know it from the man who pavs the
hills.”

Bol\\'a\ sees this technique of
operation as a direct outgrowth
of what he calls Tinker’s creative
invention. which is to have the
people who iwrite the copy communi-
cate directlv with the client. “It also
reduces the personnel load at the
agencv.” he added.

If advertisers are placing more

CLIFFORD BOTWAY

New Tinker partner

emphasis on media and demanding
mnore experienced media personnel,
as Botway sayvs they are, does this
mean that other agencies will re-
model their operation along the lines
pursued by Tinker? They’ll have to,
Botway feels.

“Clients, who are primarily busi-
nessmen, have an absolute awareness
of the ability of the people they
are doing business with, and agencies
won’t be able to live with bad media
departments anymore. If thev’re
going to attract more able people,
thev’'ll have to change their method
of operation. This is a body blow
to manv agencies modelled along
more classic lines of organization,
where the media function is split
up among buvers, planners, assistant
media directors, associate media
directors. and what have-you. Let’s
face it. Reorganization is expensive.”

t the helm of an agency media

department which feels it is al-
ready in step with the changing
attitude toward media operations,
Botway is an enthusiastic spokesman
for change and a campaigner for
equality between media and creative
departments. “Agencies must recog-
nize that using their dollars ad-
vanlageously in reaching consumers
is as important as what they sav
to the consumers,” he insists. n
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THE LIGHTER SIDE

“-;

Who says tv skirts the burning is-
sues of our time? Why, a glance at
the fall schedules show that, far
from being an “escapist” medium, tv
is facing controversial subjects with
no holds barred.

Some of the controversial subjects
and the shows that apparently deal
with them:

Birth control—Accidental Family.

Ronald Reagan and racism—Couw-
boy in Ajrica.

LSD and religion—The Flying
Nun.
Hippies—Gentle Ben.

Repeal of the 24th Amendment in
favor of unlimited terms for Lyndon
B. Johnson—The Second Hundred
Years.

DeGaulle in Quebec—~Mission limn-
possible.

Dean Rusk and the intellectuals—
Get Smart!

Psvchosis in American |ife—
rix {Manics, get it?)

Urban renewal—Rat Patrol.

Lady Bird’s beautification program

Green Acres.

Wan-

.

The nudity movement—Cimarron
Strip.

The brain drain—Star Trek.

Synthesis of the sexes—He and
She.

The Chinese H-bomb—Run for
Your Life.

The miniskirt  issue—Petricoat
Junction.
The new super narcotics—Iron
Horse.

Summit conferences—Off to See
the Wizard.
Extortion in
rison’s Gorillus.
Amphetamine addict—Flipper.
What to do with our senior citi-
zens—~Mothers-inLaw.

Mys. John F. Kennedy—That Girl.

New Orleans—Gar-

At New York’s School of Visual
Arts, a training ground for agency
art directors and commercials mak-
ers, there were signs of an approach-
ing hegemonv of the art director in
the course catalogue. For example,
course E-205 was entitled “Don’t
Call Me An Art Director”. . .“*Call Me

Hogolumg

“Can | see what’s on the other channels while he's running bases?”
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a  Complete Advertising  Man.*
Course E-317, called “Who Are You?
What Can You Do? A Class in Un
learning,” aims to teach participants
to “try to start thinking of ourselves
as diflerent from everyone else.” Lots
of luck, fellows. a
* » »*

Schizophrenia in prime time: The

90-minute series based on Anratomy

In camera

of a Murder which MGM-TV is pre-

paving for future network presenta-

tion may reflect the fact that, as a
nation, we are often schizophrenic,
so much so that we take it for grant
ed. Producer Ingo Preminger said
the main character in the series will

be a small town eriminal lawver who |

travels “wherever a case appeals to

him, although by nature he would
L)

prefer to stav home, fishing.”

The actor who gets the role will
have o tough time figuring out the
character’'s “motivation.”

* * »*

Montreal-born, erstwhile ~“French”
bombshell Fifi D’Orsay, who has
never seen Paris and who admits to
being 63, said the other day on The
Merv Griffin Show, “1 was once a
sexpol, but now I'm a sexagenarian.”

We're happy 1o see that in getting
older, Fifi is not changing her out-
look.

* ”»

The hour-long space adventure
series. Thunderbird, filmed in Britain
with ‘supermarionettes, revolves
around the intrepid astronaut Jeff
Tracy and his five sons, all members
of International Rescue, a hush-hush
organization of the 21st Century with
hideaway cliff-faced headquarters
somewhere in the Pacific, always on

the alert to spot trouble and protect

humanitv.

Featured ave five super scientific
machines. which are the real stars.
Thunderbird 1 is a fast scout vehicle.
Thunderbird 11 is a huge transport
craft which carries an underwater
rocket. Thunderbird V. Thunder-
bird IH flies deep into space and
Thunderbird V is a monitor satellite.

We think the only answer to scien-
tific escalation on tv is uuilateral
withdrawal.
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HOW THE
“BIG TUBE” IMPROVES
COLOR TV PICTURES |

. -
It's like using a Iarg’&r negative in photd"g'raphy to increase resolving
power and produce pictures with more punch. The TK-42s b
4% -inch tube operates over a broad contrast rarige, adding snap
and sparkle. Result: You get pictures that please both advertisers |f
and audience.

l

|

RCA

K 47]

o Amme

THe Most Trusted Name-ih Electronits Y.






