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ICIAL REPORT: Exclusive analysis of the new tv season 

u military market-it's big, diverse and tough to chart 
1,1; strengthen role as programming advisors to stations 

A New Broadcast Center 
serves the Duluth -Superior Market 
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This summer KDAL' dedicated; one ofAmerica's 
finest radio and television_ facilities. . The new 
offices arid studios are equipped with the móst 
advanced tools o broadcasting 'to.: strengthen:, 
.KDAL's leadership in serving this important mar- 
ket...northerri Minnesota, Wisconsin and Michigan:,: 
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Broadc t 
Management 
RADIO+TELEVISION 

By Ward L. Quaal 
and Leo A. Martin 

T 

A contribution 
to broadcast literature 

WGN CONTINENTAL BROADCASTING COMPANY 
STUDIES IN MEDIA MANAGEMENT A. WILLIAM BLUEM, GENERAL EDITOR 

COMMUNICATION ARTS BOOKS HASTINGS HOUSE, PUBLISHER 
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- '-Specially-constructed stadium 

dan: new -'a. game. 
low at last a TV game show series 
vith a new kind of action ... a new 
,ind of excitement. It's The First 
Innual World Series of Tennis. 

' Tennis was never like this before. 
In all-star line-up of eight ('-.' ) 
If the best -looking, best -playing 
tennis stars in the game today. 
3allgirls (). A $35,000 purse. A 
anal match played for $5 a second, 

$320 a minute ... over $15,000 
going to the winner. An outdoor 
stadium (i t)) in Sydney, Australia 
specially -constructed for 
television staging. A simplified 
new scoring system (11) where 
players race the clock and every 
point means money-up to $50. 
And a new live action look created 
by Electronic -Cam (le ), a new 

35 -mm color photographic 
breakthrough. 

The First Annual World Series 
of Tennis has already been sold in 
15 countries around the world. It's 
now being offered market -by - 
market for telecasting in the first 
quarter of 1969. 
rlhe First Annual 
World Series of Tennis 
tl i LEEN ONE MCI ' i r 

ABC 
FILMS 

'JEW YORK/LOS ANGELES/CHICAGO/ATLANTA/DALLAS/LIMA/LONDON/MADRID/MEXICO CITY/PARIS/RIO DE JANEIRO/ROME/SYDNEY/TOKYO/TORONTO 
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Columbus,Georgia. 

a 
1111.11 . 

Columbus, Georgia Televisio[ 
covers the largest military 
complex in the Southeast. 
(and one of the largest in the nation) 

ANNUAL PX AND 
MILITARY PAYROLL COMMISSARY SALES 
$280,083,156 $62,312,793 

These are official figures and were compiled with the 
assistance of the information officers of each installation. 

What a Market! 
It's a bonus, actually. The $62,312,793 in PX and 
Commissary Sales are not reflected in previous retail 
sales figures you have for this market. c.;-:;I': ,r$y. ` o-G'y: ..r 

Military people and dollars -served by Columbus TV 
Annual 

Military 
Payroll 

Annual 

Civilian 
Payroll 

Military 
Strength 

Military 
Dependents 

Annual 
PX 

Sales 

Annual 

Commissary 
,Sales 

FORT BENNING $164,076,000 $ 35,572,944 48,960 31,790 $19,381,000 $14,008,000 
FORT RUCKER . 64,380,000 19,420,000 13,246 9,948 8,981,379 7,186,675 
ROBINS AIR FORCE BASE 40,051,400 138,697,600 6,536 4,387 4,720,379 6,218,985 
MARINE CORPS SUPPLY . 4,894,000 12,549,000 1,038 519 NA 1,418,000 
NAVAL AIR STATION 6,681,756` 1,442,280* 4,104 3,150 NA 998,378 

TOTALS $280,083,156 $207;681,824 73,884 49,794 $32,582,758 $29,830,038 
`Projected figures based on current monthly amounts during the development stages of this installation. 
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1, 
Build brand loyalty with this huge 

military community via Columbus, Ga. TV. 

-V** 
COMMISSARY SALES 
r 

FORT BENNING 

ROBINS AIR FORCE BASE 

NAVAL AIR STATION 

MARINE CORPS SUPPLY 

FORT RUCKER 

TOTAL 

01[PX SALES 
FORT BENNING 

ROBINS AIR FORCE BASE 

NAVAL AIR STATION 

MARINE CORPS SUPPLY 

FORT RUCKER 

TOTAL 

BIRMINGHAM 
O 

$14,008,000 

6,218,985 

998,378 

1,418,000 

7,186,675 

$29,830,038 

$19,381,000 

4,720,379 

NA 

NA 

8,981,379 

$32,582,758 

COLUMBUS O 
Oj 

MONTGOMERY 

Look what Columbus TV 

delivers - military and civilian 

TOTAL POPULATION 
Civilian 1,371,900 

Military 73,884 

(not including dependents) 

1.5 MILLION 

RETAIL SALES 
Civilian $1,637,572,000 

Military (PX & Commissary) 62,312,793 

$1.7 BILLION 

ATLANTA 
O 

43, 

MACON O 

FORT 

BENNING 
ROBINS 

AIR FORCE 

ALBANY 
BASE f 

` 
FORT NAVAL 

CORPSMARINE f 
RUCKER AIR 

STATION 
SUPPLY,/ 

ALABAMA 

IIIW T. 4 A 1:151:' - ' ' ' > iks 1 1 

N/%vM 

CQLIlMBus 

National Representative 

BLAIR TELEVISION 

Grad", 11 Cnrrragr 

GEORGIA 

National Representative 

THE HOLLINGBERY CO. 
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NEW BOOKS 
OF INTEREST 

Color Television 

The Business of 
Colorcasting 
Edited by 
H. W. Coleman. 

Twenty expert con- 
tributors authorita- 
tively examine the 
components-from ad- 
vertising to local sta- 
tion operation-that 
make colorcosting a 
vital communications force. 288 pages, 
diagrams, charts, index. $8.95 

Broadcast Management 
by Ward L. Quaal 
and Leo A. Martin 
A comprehensive ex- 
ploration of all the 
management functions 
of American television 
and radio. Analyzes 
problems of audience, 
programming, engi- 
neering, sales, profits, 
personnel, regulation. 
$5.60 (paper) 
58.95 (cloth) 

The Technique of 
Television Production 

(Revised Edition) 
by G. Millerson 
Revised and updated 
throughout, with a 
new section on color 
television, this ency- 
clopedic textbook con- 
solidates its position 
as the standard in 
the field. 
$7.20 (paper) 
$13.50 (cloth) 

) 

Audio Control Handbook 
for Radio and 
TV Broadcasting 
by R. S. Oringel aodioar'+i1Oi 
Written in clear, non- 

handhrt"a technical language, It _ 

this text contains corn- , 
plete step. by -step di 
rections and full ex- 
planations of every 
phase of audio con- 
trol. Diagrams and 
photographs supplement the text. $7.95 

°' 

TELEVISION AGE BOOKS 
1270 Avenue of Americas 
New York, N. Y. 10020 
Please send me the following books: 

COLOR TELEVISION $8.95 

BROADCAST MANAGEMENT 
Paper $5.60 Cloth $8.95 

TELEVISION PRODUCTION 
Paper $7.20 Cloth $13.50 

AUDIO CONTROL HANDBOOK $7.95 

Name 

Address 

City State Zip 
Check Enclosed (Please add 50c 

per book for mailing and handling) 

AUGUST 26, 1968 

Television Age 
21 PREDICITIONS '68-'69: HOW TO FIND CUSTOMERS 

N. W. Ayer does it in estimating detailed demographics for 
every upcoming nighttime network program on the schedule -:- 
an exclusive analysis for TELEVISION AGE. 

28 MILITARY MARKET - BIG, BROAD, OUT OF SIGHT 

Often ignored by advertisers, yet a solid multi -billion -dollar 
market covered by iv, the many military exchanges and com- 
missaries in the U. S. are well worth going after. 

30 ORACLE? GURU? REP! 

Stations are seeking out reps' advice on programming more 
than ever before, as competition sharpens. 

32 THE DAIRYMAN'S NEW ROUTE 

As regional dairies' products and distribution methods change, 
they have hustled up the path to tv advertising. 

34 THE BIG SWITCH 

A bold change in direction 
Guard deodorant on top. 

DEPARTMENTS 

10 Publisher's Letter 
Report to the readers 

12 Letters to the Editor 
The customers always write 

15 Tele -scope 
What's behind the scenes 

17 Business Barometer 
Measuring the trends 

19 Newsfront 
The way it happened 

35 Viewpoints 
A no -holds -barred column 

in midstream plus tv put Ri`lit 

36 Film/Tape Report 
Round -up of news 

43 Spot Report 
Digest of national activity 

45 One Buyer's Opinion 
The other side of the coin 

51 Wall St. Report 
The financial picture 

65 In the Picture 
A man in the news 

66 In Camera 
The lighter side 

Television Age is published every other Monday by 'the Television Editorial Corp. Publication Office: 34 N. Crystal St., E. Stroudsburg, Pa. Address mail to editorial, adver- tising and circulation offices: 1270 Avenue of the \mericas, Rockefeller Center,New York, 
N.Y. 10020. PL 7.8400. Controlled circulation postage paid at New'1 ork, N.Y.Y 
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These people need your help. 

Mrs. don 
nevgothered with 
safety belts just to go to 
the beauty shop. 

. 

7 
What4 your excuse? 

The lote Mike Cammuso, 
beloved father of three, 
thought safety belts were for kids. 

Wtwt4 sate excuse? 

You may have seen them before. You'll 
see these ads often this year in national 
media space contributed to the cause of 
traffic safety. 

They're trying to keep your employees 
alive and healthy. By encouraging them 

"to use safety belts, both in their private 
driving and on the job for you. 

But they can't succeed all by them- 
selves. And that's where you come in. 

You can encourage every one of your 
employees to use safety belts regularly. 

Bob Watson thought 
safety belts were too cotnining. 

í 

6 

W hatw excuse? 

o 

Warn about the lethal danger of making 
excuses. Remind them that 7000 people 
died last year because they weren't 
wearing safety belts when they ran into 
trouble. 

If you do your part, you'll be helping 
your employees stay alive and well. And 
on the job for you. 

If you don't ... what's your excuse? 

O450 © ou.0 
Advertising contributed for the public good. 

For free single copies of this ad write to the National Safety Council, Public Information Department, 425 North Michigan Ave., Chicago, Ill. 60611. 
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One television station is Topeka. 
And if you want the station that dominates Eastern Kansas, 
where two-thirds of the state's population lives, that television 
station is WIBW-TV. 

It's the only television station that offers CBS plus the best 
of ABC programming. 
And it's the station Kansans have turned to for 15 years for 
local news, farm news, network coverage, and sports. 
It's the station that continues to prove what advertisers have 
known for 15 years : when you put your message on WIBW-TV, 
you have no ground for complaint. 
Just pay dirt. 

0 B 
TV Radio FM 

Topeka, Kansas 

Broadcast services of Stauffer Publications 
Represented nationally by Avery-Knodel 

I'elenision Ate, August 26, 1968 



One gift 
works many 

wonders 

Photo contributed by Harold Halma 

GIVE 
THE 

UNITED 
WAY 

Help work wonders for the 
poor, the sick, the aged, the 
young. Give them the hope, 
the health and the happi- 
ness they might never have 
without you. 

Your fair share gift 
works many wonders 

THE UNITED 
O WAY ''`Q 

27.5 million families benefit from child care, family service, youth guidance, health pro- grams, disaster relief and services for the Armed Forces through 31,300 United Way agencies. 
Space contributed as a public serarce by th,s magatme 

Letter from the Publisher 

Above and beyond the call of business 
Our story on page 30 reveals how tite stations consult with their reps on programming. 
The film distributors are aware of the influence of station repre- sentatives in the individual purchase of film programming. The sta- tion reps are in a pivotal position in recommending these purchases, since they are working with the agencies on the one hand and are utilizing their own research facilities for various aspects of film acquisitions. They have the advantage, too, of having the track record of syndicated shows and film packages on the stations they represent. 
In a broader sense, our story is indicative of the many "below -the - line" services a representative performs in the competitive arena of national sales. Today there are approximately a total of 900 salesmen employed by the national representative firms, but for every sales- man on the street there are approximately three persons behind the lines. 
The unpublicized services that a rep renders cover a wide area of activity. For example, the media departments of the major agencies rely on the reps for working out combination rates. demographics, cost -per -1,000. These figures, of course, are checked, but more of the preliminary work is done for the agency buyers. With coded rate cards the agency media department must, of necessity, be in constant 

communication with the reps on rate computation. 
The reps recommend, and in most cases set, stations' national rates and rate policies. They provide research facilities. promotion advice, arrange and invite buyers for presentations for their stations. They also consult with rating services on methodology, and individual station problems. Practically every rep aids his station with personnel from time to time, acting in the capacity of an executive search company. As a matter of fact, there is \ery little that goes on in the station in which the rep is not either directly or indirectly involved. Another unpublicized time-consuming chore that the rep performs is speeding collections with agencies whose accounting departments, for one reason or another, may be lagging in the payments of station invoices. 
Many of the rep activities with the American Association of 

Advertising Agencies, and other associations, are funnelled through the Station Representative Association. The SRA is involved with its members on uniform traffic conditions within stations in order to save time and expense on clearances and confirmations. It is 
presently working with the A \AA on the revisions of the spot broadcasting contract to make it not only acceptable but under- standable. 

National spot gross revenues are running at $1.2 billion a year. This amounts, on an average. to over $4 million of spot activity a day. It gives you some idea of the dimensions of spot business. The rep business. in fact, the whole buying and selling complex. has undergone drastic changes in the last few years. However, what- ever changes in computerization, automation, anti communication, there will always be a buyer, there will always.l e a seller, and there will always be competition. The methods may change, but the one thing that will not-it will always he a person -to -person business. 

Cordially, 

/410 
10 
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YOUR AWARD Sgonsors and 
spend large sums of money 

to employ the finest creative 

WINNING COLOR talents to make television color 
commercials that sell products. 

COMMERCIALS Thersno compromise with the 
qualityof the production's artistry. 
And the 35mm originals look 

,00K BAD ON?. great in the screening rooms. 
Why then allow these creative efforts 

to be badly reproduced for television showings? 
According to the April and June issues of the industry's 

technical magazine, Broadcast Management/Engineers ..."the telecine 
quality (of color commercials) is deplorable." Experts acknowledge 
that a major cause for this condition is inferior prints. The best 
color commercial prints, they will tell you, are processed by the 
color reduction printing method which permits printing from the 
original 35mm optical negative. It is far superior to the contact 
printing method which requires two additional 
generations of film. 

Until now, relatively few in the trade knew there was a 
choice. The industry's capacity for color reduction printing could 
not keep pace with the onslaught of color commercials, and the method 
was comparatively expensive. Even at this time many laboratories 
are not prepared to service the industry with anything other than 
contact printing. Although we at Movielab have one of tl e largest contact 
printing capacities and can guarantee its quality, we also have the 
answer for those of you who demand the best that laboratory technology 
can provide -REDUCTION PRINTING. 

Movielab has gone to tremendous expense to perfect its own 
method for multi -optical reduction printing to improve the telecine 
quality of your color commercials. Our specially -designed reduction 
printing system permits us to make multiple 16mm prints at one time 
from the 35mm original negative, obtaining the utmost in reproductive 
quality. In addition, our exclusive liquid gate method enhances color 
definition, prolongs the life of the negative and even eliminates 
defects incurred in handling. 

The advertiser who ultimately pays all the bills deserves 
the best and should not be obliged to accept the results of technology 
that is "second best." The cost differential for superior 
reduction printing is nominal: for example, only 60 cents more for a 
30 -second color commercial and little more than $1.00 per print 
for a one -minute spot. 

While the ovei all cost of television commercial production 
sky -rocketed an estimated 72 percent during the last five years, 
according to the American Association of Advertising Agencies, our 
prices for color commercials have decreased more than 35 percent in this 
same period because of progress in engineering, automation and 
increased efficiency. Our prices are competitive and we never 
sacrifice Movielab quality. Not only can we do the job better 
and faster, but we can now do it at reduced cost to you and 
without cutting back on our stringent quality controls. 

Movielab knows what the television networks and stations 
need and the sponsors deserve, and that's the kind of color print 
quality, uniformity and consistency we provide to our customers. 

SAUL JEFFEE 
PRESIDENT, 
MOVIELAB, INC. 

MOVIELAB,INC. MOVIELAB BUILDING, 619 WEST 54TH STREET, NEW YORK,N.Y.10019. JUDSON 6.0360. 
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Jan Murray starring at the Riviera Hotel, Las Vegas, starting in September. 

Jan Murray 
doesn't mendpaying a less. 

, 
name 

o free 

Jan Murray may pay $250 for a sport jacket, but he rents from AIRWAYS RENT -A -CAR because he really doesn't mind paying a little less. When he rents a new Chevrolet, Buick, Pontiac, Oldsmobile or even a Cadillac from AIRWAYS, he gets more and pays less. With AIRWAYS better combination of rates and serv- ice, he can rent a car at most AIRWAYS offices for as 

froonooR9 
good 

This Certihtate entitles you to 25 Free Miles the ne.t time 9 you rent a car front AIRWAYS RENT -A -CAR AIRWAYS oilers IQ better service at lower rates...starting from 5500 per 24.hour day and 7c per mile Including gas. oil and insurance. for Remember - when you present this Coupon at any AIRWAYS IIIOltiCe. you receive 25 Free Miles on the AIRWAYS renta-tar of your Choice' All mator credit Cards nCCepted. 

address ' 
miles city btd°offa"o.Eli 

ALL MAJOR CREDIT CARDS ACCEPTED. Over 200 offices throughout the world. 

little as $5.00 a day and 7C a mile including gas and the finest insurance available. He saves time by phon- ing AIRWAYS when he deplanes. AIRWAYS will prob- ably be there before his luggage. 
When you get the same service and convenience 

as the other two leading car rental companies, but at lower rates - you won't mind paying a little less. 

Adjacent to airport, downtown and airport locations coast to coast and Canada. For tree International Directory, write: 
Dept. Ca TA 

AIRWAYS RENTACAR SYSTEM. INC. 
oa0S Pershing Drive 

Playa del Rey. Cal,Iornle 90291 

state zip 

AIRWAYS 
RENT -A -CAR 

FRANCHISES AVAILABLE 

14 
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WHAT'S AHEAD BEHIND THE SCENES 

,oh-poohs outside buying groups 

At least one major agency media director pooh-poohs 

,e significance of outside firms taking on buying chores 

r agencies. A veteran in media, he says, "These groups 

the been in existence as long as I've been in the busi- 

;ss. 
Ile gave U.S. Media, said to be the top firm in this 

'Id, a small buy some months ago, but pointed out that 

orman King, who heads the operation, "knew the client." 

he agency executive explained he could have turned 
)wn U.S. Media's participation but decided to give them 

test. 
The buying group "broke its back" to get a good buy, 

it the media director was not impressed. He said, how- 

,er, he would try the company again if the agency ever 

:ts in a jam and the buy "doesn't involve a person's 
ill time." The media director stressed the agency would 

taintain complete control over the specifications of such 
buy. 
Some agency executives feel the emergence of outside 

eying groups is a reflection on the competence of media 
lepartrnents. Said an associate media director for one 

f the top agencies, "The low pay of many timebuyers is 

'coming home to roost." 

aried network reactions to ratings proposal 

'I he call for a methodology study on ratings by the 
ledia Research Directors Council has stirred mixed re - 

idiot) at the networks. 
One network research man sees no apparent need for 

he study other than as a base on which to build new 

esearch. The fact that measurements of individual view- 

ng are based on calculations that were originally in- 

rnded for homes doesn't bother him a bit. He is, however, 
uterested in the study, feeling that it may "shed light 

iin problems that I'm not aware of." 
A research exec at another network takes a complete y 

apposite stance, saying it's about time the advertisers 
vegan to seek out the "real truth" behind the numbers. 
'111 of a sudden," he notes, "they're saying homes meas- 

ihrements are irrelevant. They were irrelevant when they 
irst thought them up." Homes figures alone, this ob- 

,erver insists, aren't and never have been sufficient to do 
he job by thernselses. 

Cox station uses computer to shape schedule 

KTVU San Francisco -Oakland has great hopes for its 

fall programming schedule of syndicated strips, which 
was formulate! via computer. 

\Vhat the independent station slid was to research a 

number of markets with audiences similar to its already 
successful I Love Lucy strip. The station checked out 
the demographics, income ranges and other data deemed 

¡applicable to the Bay City market and selected a number 
of programs from similar markets. 

The station's program director, Tom Breen, ran the 
findings through the Cox Broadcasting computer in At- 
lanta and was fed back a series of shows that could 
be stripped across-the-board with the probability of 

TeIe-scoi\ 

scoring as well as Lucy. 
Following Lucy, at 7:30 KTVU will air The Farmer's 

Daughter. At 8, l Spy, the Emmy-winning espionage se- 

ries will carry the ball till nine. With this show in such 

an early time slot Roger Rice, general manager of the 

station. explains, "We open up an entirely new audience- 
youngsters." 

At nine, the station will alternate series such as The 

Untouchables, The Rogues and Al/red Hitchcock Presents. 

The station's 10 o'clock news has also been expanded 

to a full hour in hopes of giving network affiliates, which 

start news broadcasting at 11, a run for their money. 

Jack Tinker head to LaRoche, McCaffrey 

One reason why Myron C. McDonald, board chairman 

and chief executive officer of Jack Tinker & Partners, is 

leaving the Interpublic component to join LaRoche, Mc- 

Caffrey and McCall as executive vice president, is because 

"the overall policy structure of Interpublic can be burden- 

some to a creatively oriented shop." 
McDonald, who will be sharing the active operation of 

LaRoche, McCaffrey and McCall with board chairman 

James McCaffrey and president David McCall, said he'd 

long since decided that "I would not be able to have as 

much influence on the future shape of Interpublic as I 

would have liked." 
McDonald submitted his resignation to Marion Harper, 

Jr., former interpublic chief, well over a year ago, but 

stayed because he didn't want to pull out while the com- 

pany was having difficulties. 

Military -base Iv' faces East 

Club television, the hybrid tv -movie medium-with 
commercials-that's proving successful ín U. S. military 

clubs throughout Germany, will probably move into simi- 

lar clubs in the Far East before long, according to a 

spokesman for American Telefilm, New York, which is 

behind club tv. 

Spliced into every 90 minutes of the made -for -Amer- 

ican -tv films, plus features, which make up club television 

are eight minutes of standard U.S. commercials (military 

regulations permit 12 minutes maximum) . Current ad- 

vertisers include big buys like Pepsí Cola, Fríto-Lay, R. J. 

Reynolds, American Tobacco, Philip Morris and Schenley 

(the latter's commercial came from a company p.r. film). 

\Vill club television, which is shown on a movie screen, 

come to this country? "N. remote possibility," said the 

man from American Telefilm. 

Where the money comes from 

BAR figures on network revenues by program type pro- 

vide interesting comparisons on where the three chains 

got most of their money (luring the first half of '68. 

Number one revenue producers for CBS -TV are situation 

comedies. NBC -TV's top money-makers are game shows, 

while ABC-TV leads with drama and/or adventure. 
()serail the drama/adventure category pulled in 14.7 

per cent of network revenues, while features accounted 
for 12.3 per cent. 
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MOVIES 

VARIETY 

STOCK MARKET 

CHILDREN'S 
PROGRAMS 

SPANISH 
PROGRAMMING 

For greater buying power ... KVVV-TV presents a variety of 
programs new to the Houston -Galveston television scene. 
These entertaining new shows range from prime -time eve- 
ning movies six days weekly on "Cinema 16" to daytime 
stock market news, and from bullfights Sunday afternoons 
to the new Steve Allen variety show, highlighting well- 
known guests and entertainers. Also on the KVVV-TV line- 
up ... the "Festival of the Performing Arts", featuring the 
world's top artists from the dramatic and concert stages. 

For greater buying potential ... buy KVVV-TV ... full color 
and Texas' highest maximum rated power. 

Í I m 

CHANNEL 16/KVVV-TV 
Executive Offices at 1217 Prairie St., Houston, Texas 77002 
Represented by The Hollingbery Company 
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1 Business barometer 
he hot pace of local business this past Spring slowed down a 

bit in June, though the 

revenue picture was by no means a poor one. The increase over last June was 

still a healthy 12 per cent. This compares with increases of 21.7 per cent 

in April and 22 per cent in May. Revenue hit $31.6 million, compared with 

$28.2 million last year. The "Business barometer" sample of stations reported 

that their local billings LOCAL BUSINESS NETWORK COMPENSATION 
declined 21.1 per cent from 
May, a sharp drop partly 
accounted for by the usual 
seasonal factors. 

t might be noted that the June in- 

crease compares favorably 
with months other than 
April and May of this year. 
Further, it is a larger per- 
centage increase for any 
month last year but one. 

btwork compensation rose 3.9 per 
cent over last year to $19.4 
million, compared with $18.7 
million in '67. The figure 
was down 8.5 per cent from 
May for the average station. 

he medium -size and larger stations 
performed noticeably bet- 
ter than the smaller outlets 
in the local business area. 
Those in the $3 million -and - 
over category rose 12.4 per so 

cent over last year; sta- 
tions billing $1-3 million 45 

showed a 12 per cent in- 
crease, while outlets bill- 40 

ing less than $1 milion went 
down 2.9 per cent. 

millions o/ dollars 

$31.6 
$28.2 

June (up 12.0%) 

millions of dollars 

$18.7' $19.4 

CO 

1`..4 

June (up 3.9%) 

Year-to-year changes by annual station reserve 

Station Size Local Business Network Compensation 

Under $1 million - 2.9% + 12.2% 

$1-3 million +12.0% } 0.8% 

$3 million -up + 12.4% + 5.0% 

is for compensation, it was theII IL 
smaller stations that did 

I I , best. They registered a 254- 

12.2 per cent rise; medium 11111 
stations went up less than 20 

1 per cent; the larger out- 
lets climbed 5.0 per cent. 15I 

MIfollows fairly close- 10 

ly what's been 

30 

35 

I U 

happeningduring 

the earlier months 

t 

of this year --roughly speak- 
I F ar .1Af 1 1 .t 

ing, the larger the station 
1968-'67 comparison 

the greater the rise in local buildings. 

SOND 

50 

45 

40 

35 

30 

25 

20 - .:::: . .. 

1k 
Jo g: 

511-"111 I F M ;I .1/ I I.1 S 

1968-'67 comparison 
0 N D 

For the first half of the year, local business totaled $199.5 million as against 
$175.5 million in '67. Comparable compensation data: $122.5 vs. $120 million. 

Next issue: a report on spot revenue in July. 

I (4 copyrighted feature of TELEVISION PtGE, Business barometer is based on a cross-section of stations in all income and geographical categories. 
information is tabulated by ban & Bradstreet.) 
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STORER STUDIOS FACILITIES: 80 x 90 ft. sound stage; sound -proofed and air-conditioned; 4800 amps electrical service; 18 x 30 ft. Stewart T -Matte Blue Screen; 1200 sq. ft. horizon -less cyclorama. 

Complete Sound Facilities 

1 .? i 

INK ^ ' 
o. 

: I 
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Oxberry Animation/Filmstrip 
Camera System 

n 

da.\At ,-,_ 
Total Post -Production Facilities & Servic 

For Production Schedules & Cost Quotations Call COLLECT, or write: 

STORER STUDIOS INC 
3700 OAKCLIFF RD. N.E. ATLANTA, GEORGIA 30040 
(404) 457-1341 
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THE WAY IT HAPPENED Newsfront 
;1R/NY + EDP = TS: - 
From the early days of computer - 

:d media planning, outside services 

tfre available to the media depart - 

oil (among them CEIR and Simul- 

lrtics) offering software to help 

taluate and analyze campaigns. 
'ley didn't get very far for a varie- 

t of reasons, the most important 
fling inadequate concepts and inade- 

' ate data. 
There is little doubt that a market 

Ir syndicated media planning soft- 

' Ire exists-and will grow as more 
liowledge is acquired and more facts 
Ircone available. Another factor that 
dl push things along is a service 
tat will enable the mediaman to 

I' lalk" to the computer directly and 
I it his answers back quickly. 

Such a service now exists. It is 

',hear Communications Corp. (See 
,pot Report, TELEVISION AGE, April 

1968) and recently Ross Roy of 
'ew York, Inc., was the first agency 

i announce that it has subscribed to 
le new system, which uses data bank 
'tcilities and advanced math tech - 
!clues for media evaluation, selection 
rnd scheduling. 

i 
(It is beliesed that two small agen- 

les have also subscribed to the sys- 
tm but Telmar isn't telling who. 

hared time. The system is set up 
in a shared -time basis with a corn- 
iuter program that can handle 30 
lueries at one time. The remote 
quipment needed at the agency end 
onsists of a portable teletype ma- 
hine. an ordinary telephone and an 
,coustic data coupler that allows the 
clety pe to send messages to the com- 
uter data bank. which, in the case 

RR/NY, consists of information 
,from Simmons. 

Each Telmar client must supply the 
Basic media information which is the 

raw material used in the Telmar pro - 
;rams. This information would be 
primarily audience data from the syn- 
licated services, which, of course, 
he user must pay for. There is a 
charge for putting the data in the 
park and a charge for use of the 
'computer in analyzing data. 

'.'Translation: Ross Roy of New York, 
Inc., plus electronic data processing equals 
time saved. 

Malcolm R. Ochs, vice president of 
media and research at RR/Nl, ex- 
plains there are two sections to the 
Telmar media analysis system. A 
client can buy either one or both, and 
RR/NY has bought both. One is a 
reach and frequency program and the 
other, called Mediae, is a more so- 
phisticated planning tool which uses 
linear programming and which will 
provide a recommended media list, 
suggest a scheduling pattern(it actual - 
Is lays out a flow chart), enable the 
user to compare one schedule with 
another and give sensitivity factors. 
The latter is a way for the media 
planner to determine how much ef- 
fect, say, a change in weighting an 
audience segment will have on the 
resulting schedule. 

User's contribution. In both pro- 
grams, there is considerable judg- 
ment called for on the part of the 
user, particularly in the weights ap- 
plied to media and audience targets. 
For example, in the reach and fre- 
quency system, Ochs says, "We can 
apply weights which indicate the 
probability of exposure for a pro- 
gram and the impact value of a com- 
mercial." 

In developing judgments on ex- 
posure probability, media planners 
at RR \Y would use Simmons' at- 
tentiveness measure for network pro- 
grams but this would be adjusted to 
reflect the planners' own views. im- 
pact value would be used to differ- 
entiate the 30- from the 60 -second 
commercial, or one program type 
from another. 

There is also an ad page exposure 
(APX) weight, but this, of course, 
is for magazines. At present, RR/NY 
is using the Telmar programs pri- 
marily for magazines but Ochs has 
ordered Nielsen data, which will be 
employed for spot analysis. 

"Let me make clear." says Ochs, 
"that this program will not evaluate 
a buy per se in Philadelphia. We 
will evaluate spot by groups of mar- 
kets, such as the first to the 20th, 
the 21st to the 50th, and so forth." 
As another indication of the broad 
planning characteristics of Telmar's 
systems, the Nielsen data will be by 
day parts. 

A toughie. The Telmar system is 

not easily explained, but Ochs notes, 
"The important thing about it is that 
it enables you to set specific reach or 
frequency objectives beforehand. Us- 
ually, a media plan is made and then 
it's checked out to see if these spe- 
cific objectives in hitting market 
segments are attained." 

One of the advertising factors tak- 
en into account is the "decay rate," 
or the rate at which consumers for- 
get advertising. In short, it will take 
into account the spacing of advertis- 
ing in laying out a schedule to 
achieve certain reach or frequency 
objectives among market segments. 

Of course, the speed with which the 
answers come back from the com- 
puter are a major reason for the 
RR/Nl interest in Telmar. "You 
could do many of the calculations 
manually," says Ochs, "but it takes 
too much time." 

However, the agency doesn't see 
any saving in personnel by using the 
system. At the press conference an- 
nouncing the agency's subscription 
to Telmar earlier this month. RR/NY 
president William A. Walker said, "I 
would rather a media buyer spend 
time on evaluations and weighting of 
the material for Telmar than doing 
tabulations." 

The time it takes computers to 
provide answers under the Telmar 
system varies with the complexity of 
the problem and the amount of ma- 
terial to be printed out. While e ec- 
ironic data processing can accom- 
plish hundreds of thousands of cal- 
culations a second, even with a mod- 
erately fast machine, printing is con- 
siderably slower and the Telmar ter- 
minal unit is not a high-speed print- 
er. 

Minutes to answer. However, the 
Telmar system answers in a matter 
of minutes. Ochs points out it is not 
an EDP machine alone which pro- 
vides this quick service. "Since this 
is a shared -time program, there are 
not long waiting periods for time on 
the machine. Also. the user can query 
the computer directly. In most agen- 
cies, when the media department 
wants to use the computer, it must 
fill out forms with the material in 
proper code and then the material 
must be punched on cards. 

II 
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ONE BUY DOMINANCE` 

X 
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TV 
MOBILE 

CHANNEL J A ALABABA 

*PICK A SURVEY - - - ANY SURVEY 

A CBS AItiIiate 

Represented by H -R Television, Inc. 
or call 

C. P. PERSONS, Jr.,. General Manager 
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Television 

Iredictions '68-'69\, 

!f nothing intervenes, the npconiing night- 
' time network season will go domn in the 
+Iistory books primarily as the one witii the 
niallest number of new programs to (late .. . 

.alf the number, as a matter of fact, than the 
ally of four years ago. On the face of it, that 
should have made the network buying chore a 

nap and should ease considerably the job of 
spot buyers seeking nighttime chainbreaks. 
After all, with the track records of 115 half 
sours covering 62 established programs, what's 
he problem? 

But the face of it is not the fact of it. And 
lie fact of it is that, as usual, practically every 

AUGUST 26, 1968 

N. W. Ayer does it 

in estimating detailed 

demographics for every 

upcoming nighttime 

network program on 

the schedule- 
an exclusive analysis 

for Television Age 

w to find customers 

half hour represents some kind of change- 
either a new program, or a program switch or 

a lead-in program switch, and don't think that 
the latter doesn't make a difference. 

This means, of course, that predicting the 
audience, and particularly the audience demo- 

graphics, of almost any nighttime show (not 
to mention specials) still requires a ladleful 
of know-how. 

N. W. Ayer has turned out predictions for 
every half hour of primetime (7:30-11 every 
night but Sunday when the schedule starts at 
7), excluding news strips and specials. This 
covers 148 half hours (two ABC-TV half 
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Customers (From page 21) 

hours are programmed locally) . 

For each half hour veteran Ayer 
program analyst James H. Cornell 
has estimated the average November - 
December, 1968, audience in 10 basic 
categories, a total of 1,480 estimates, 
covering 83 regular programs. 

The 10 categories include the 
standard age/sex breakdowns -three 
for children, three for adult males, 
three for adult females -plus homes. 
The homes figures, often the subject 
of trade and consumer press com- 
ment couched in the language of a 
horse race, are the least important. 
For, like most modern marketers, 
1yer and its clients are interested 

Predicted 

ratings for 
tv's key 

marketing 

target, 

women 18-49 

Schedule shows predicted 
rating (per average 
minute) and share (red) 
of women 18-49 watching 
nighttime network tv 
by half hours. To 
Convert into numbers o/ 
viewers, multiply rating 
by 31.89 million. Average 
of all these ratings by 
network: ABC, 13.1; CBS, 
13.6; NBC, 14.2. Note 
that shares do not add 
up to 100%. Remainder 
is viewing to non -network 
programs. Not shown is 
predicted ratings and 
shares for half hour 
beginning Sunday at 7: 
"Land of Giants." ABC, 
12.5, 33; "Lassie," CBS, 
11.5, 31; "Huck Finn," 
NBC, 9.5, 25. 

primarily in counting customers. 
These predictions, presented in 

TELEVISION AGE exclusively, are 
shown (1) for each program as a 
sshole and (2) for each half-hour in 
terms of tv's most important target - 
women 18-49. They are Ayer's 11th 
annual go -round at this task and 
during this time the agency has been 
constantly sharpening its aim. 

Last year, half of all its demo- 
graphic predictions were within one 
rating point of the actual figure, 70 
per cent were within two rating 
points. 83 per cent within three rating 
points and 96 per cent within four 
rating points (see "Where the pros- 
pects are," TELEX ISION AGE, August 
28, 1967, and "Program scoreboard," 

May 20, 1968) . This issue's predic- 
tions will be similarly checked outi 
next Spring. 

While the low level of new shows) 
coming up next season does ,not takeI 
away the need for expertness in pro -1 

gram predictions, Ayer has charted' 
trends on new programming to see 
if any meaningful patterns can be, 
detected. The figures disclose that 
there has been a steady decline in 
new product on the networks. 

Twenty-one new lrrimetime shows 
will be on next season, eight on ;BC - 
1'V, six on CBS -TV and seven on 
NBC-TV. The share of new shows by 
network is about par, the only major 
exception to this pattern during the 
past five seasons being 1965-66, when 

C °Oy 
'o'1 

o ' 
CO 

R` 
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00 
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o, 
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Monday 
ABC CBS NBC 

Tuesday 
ABC CBS NBC 

Wednesday 
ABC CBS NBC 

Avengers 
12.5 32 

Gunsmoke 
11.0 28 

Jeannie 
13.0 33 

Squad 
14.0 37 

Lancer 
9.0 23 

Lewis 
11.029 

itere 
Come 
Brides 

11.0 29 

Here 
Come 
Brides 

11.5 28 

/laktari 
11.5 31 

Daktari 
12.5 30 

Virginian 
10.0 21 

Í 

l 
Virginian I' 

11.0 27 

Avengers 
13 31 

Gunsmoke 
11.0 28 

Laugh- 
In 

16.5 39 

Mod 
Squad 

15.0 37 
Lancer 
9.023 

Jerry 
Lewis 

12.0 29 

Peyton 
Place I 
12.527 

Lucy 
12.5 27 

Laugh- 
In 

18.0 39 

Takes A 
Thiel 

15.5 34 

Red 
Skelton 
14.5 31 

Julia 
12.5 27 

Peyton 
Place ii 
13.5 31 

Two Good 
Guys 

14.5 33 
Virginian 
11.0 25 

Outcasts 
11.5 24 

Mayberry 
RFD 

15.0 31 

Monday 
Movies 
18.0 37 

Takes A 
Thief 

15.5 33 

Red 
Skelton 
14.0 29 

Tuesday 
Ilovies 

15.0 32 

Wednesday 
Movies 

16.0 33 

Beverly 
Hillbillies 
17.0 35 

Kraft 
Music 
Flail 

8.5 17 

Outcasts 
11.5 24 

Family 
Affair 

15.5 32 

Monday 
Movies 

18.0 37 
V.Y.P.D. 
13.0 29 

Doris 
Day 

12.5 27 

Tuesday 
Movies 

18.5 41 

IT ednesday 
Movies 

16.5 38 

Green 
Acres 

15.0 34 

/raft 
rllusic 
/fall 

8.5 19 

Big 
Valley 

10.5 25 

Carol 
Burnett 

13.0 31 

Monde} 
Movies 

17.0 41 

That's 
Life 

13.5 32 

CBS News 
Hour 

5.5 13 

Tuesday 
tllovies 

20.5 48 

Wednesday 
Movies 

15.5 40 

Jonathan 
Winters 

12.5 32 
Outsider 

9.0 23 

Big 
Valley 
9.5 24 

Carol 
Burnett 
12.5 31 

Monday 
Movies 

16.0 41 

. That's 
Li/e 

13.5 32 

CBS News 
Hour 
4.5 12 

Tuesday 
Movies 

19.5 50 

Wednesday 
Movies 

15.5 40 

Jonathan 
Winters 
12.0 31 

Outsider 
8:5 22 
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11 

BC -TV, with 16 new programs, 

rpped the other chains in the number 

f debuts by a major margin. 

An analysis of the past five seasons 

veals that new shows generally run 

vo to four home rating points less 

n the average than existing pro - 

rams. For the coming season, Ayer 

gures indicate they will average 

bout Imo points less. 

The 21 new shows coming uli eom- 

are with 26 last season, 31 the year 

efore, 34 in 1965-66, 40 in 1964- 

5 and 35 in 1963-64. A com- 

iarison of new half hours since 

963-64 reveals the same pattern of 
ecline. Five years ago the networks 

1'ere readying 63 new half hours; the 

allowing season it was 57, then 52, 

then 43 two seasons in a row and this 

summer the figure is 33. 

Ayer people, while pointing out 

that the high risks of television and 

the creative difficulties of filling the 

tv maw with fresh product season 

after season are the main factors in 

the decline, display no concern about 

the future of tv. Thomas J. McDer- 

mott, senior vice president and direc- 

tor of programming for Ayer and 

manager of media services in the 

New York region, points out that, 

whatever is happening on the net- 

works, the fact remains that tv view- 

ing shows a long-term rise. 

Cornell sees CBS -TV pulling off 

the best homes -reached record on new 

shows with an average of 19.7, which 

is the same as his estimate 

for the average of all shows. 

The NBC-TV new show average is 

figured at 17.4 and the ABC-TV av- 

erage is put at 16.5. 

As for existing programs, CBS -TV 

and NBC-TV are tied at 20.5, while 

ABC comes in 17.6. according to the 

predictions. Such comparisons give an 

adequate measure of network per- 

formance but tell nothing, of course, 

about such important yardsticks as 

cost and demographics. 
(It might be pointed out at this 

juncture that, while estimates to .1 

of a point may suggest greater ac- 

curacy to ratings than is justified by 

current research techniques, the 

hursday 
BC CBS NBC 
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ABC CBS NBC 
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Sunday 
ABC CBS NBC 
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33 
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11.0 33 

High 
Chaparral 
10.5 31 

Dating 
Game 
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Jackie 
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14.0 36 
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11.0 26 

Walt 
Disney 

15.0 35 
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Five -O 

13.5 31 

Daniel 
Boone 
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Operation 
Entertain- 

ment 
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Jackie 
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FBI 
Story 

16.5 33 

Ed 
Sullivan 
13.0 26 

Walt 
Disney 

17.5 36 

itched 
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13.5 30 

Ironside 
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Felony 
Squad 

12.5 32 

Corner 
Pile 
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Game 

13.5 34 

Lawrence 
Welk 
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My Three 
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Ghost & 
Mrs. Muir 
14.0 33 

FBI 
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18.0 35 

Ed 
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15.0 29 

Mothers - 
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15.5 30 

'hat 
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1 27 

Thursday 
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Ironside 
14.0 29 

Don 
Rickles 
12.0 28 

Friday 
Movies 
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Name 0/ 
Game 

14.0 33 

Lawrence 
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Hogan's 
Heroes 
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Saturday 
Movies 
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Smothers 
Bros. 
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Bonanza 
18.0 33 

inner 
'mown 

2,; 
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sown 

23 

---.1 

,cal 

Thursday 
Movies 

19.5 41 
Dragnet 
13.0 27 

Will 
Sonnett 
9.0 21 

Friday 
Movies 
15.5 37 

Name Of 
Game 

14.0 34 

Hollywood 
Palace 
9.0 20 

Petticoat 
Junction 
12.0 28 

Saturday 
Movies 

21.0 49 

Sunday 
Movies 

17.0 33 

Smothers 
Bros. 

16.5 31 

Bonanza 
18.5 35 

Thursday 
Movies 

18.5 39 

Dean 
Martin 

13.5 28 
Judd 

10.0 23 

Friday 
Movies 
18.5 43 

Star 
Trek 

13.5 32 

Hollywood 
Palace 
9.5 22 

Mannix 
9.5 22 

Saturday 
Movies 

22.0 52 

Sunday 
Movies 

17.5 40 

Mission: 
Impossible 
16.0 36 

Phyllis 
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11.0 24 

Thursday 
Movies 

19.5 4 I 

Dean 
,Martin 

I6.0 36 
Judd 

10.0 24 

Friday 
Movies 
17.5 42 

Star 
Trek 

13.0 32 

Local Mannix 
9.5 23 

Saturday 
Movies 

22.0 54 

Sunday 
Movies 
16.0 39 

Mission: 
Impossible 
15.5 37 

Phyllis 
Diller 

10.0 24 

1a 
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silver -thin differences between Ayer 
predictions and actual ratings in the 
past for broad network averages in- 
dicate there is a lot more than guess- 
work involved here. Last season, for 
example, the predicted and actual 
homes ratings for each network came 
out as follows: ABC-TV, 11.1 and 
10.8; CBS -TV, 13.6 and 13.7; NBC- 
TV, 12.5 and 12.6.) 

Ayer calculated, on the basis of 
its program estimates, demographic 
profiles for each network as a whole. 
This was done for all primetime pro- 
grams and separately for new pro- 
grams only. 

First, the total picture. The aver- 
age rating for total viewers expected 
to be reached by each network per 
primetime half hour comes out as 
follows: 'BC -TV, 10.8; CBS -TV, 
13.5; BC -TV, 13.1. 

In the all-important category of 
women 18-49, NBC-TV is in the 
lead with 14.2, followed by CBS -TV 
with 13.6 and ABC-TV with 13.1. As 
for the category of women 18-34, 
ABC-TV moves into second place 
with 13.4, as against CBS -TV's 13.1 
and NBC -TV's strong 14.3. 

CBS -TV's longtime skew toward 

Women ABC CBS ,NBC 

18-34 13.0 13.3 11.5 
35-49 12.0 13.3 11.2 
50+ 10.6 17.2 13.1 
18-49 12.5 13.3 11.4 
All 11.8 14.8 12.0 

When Ayer examined cost -per - 
1,000 figures based on predicted rat- 
ings, the picture changed consider- 
ably. Again, the agency zeroed in 
on a key demographic category -in 
this case, all adults 18-49. The gen- 
eral picture was one of higher 
cpm's for CBS -TV. Since this anaysis 
was based upon "list" prices, the 
actual cpm's paid are undoubtedly 
loser. However, it is likely the price 
relationships between the networks 
remain close to that represented by 
the list prices. 

The median predicted cpm's per 
network for adults 18-49 come out 
as follows: ABC-TV, $5.01; CBS -TV, 
$5.73, and NBC-TV, $4.93. The pro- 
gram range was considerable, going 
from $3.36 for Laugh -In to $10.10 
for Kraft Music Hall, hoth NBC-TV 
shows. 

To get another fix on network 
eiTciency- Ayer researchers ranked 

cpm's) are such high -rated offering{ 
as Jackie Gleason, Ed Sullivan, Gun 
smoke and Red Skelton. 

The movies fared well, not unex 
pettedly, considering their appeal tct 
younger adults. Not one of the sevens 
movies was in the least efficient third1 
and only one was the middle third - 
CBS -TV's Friday Night Movie. Con 
sidering, in addition, the movies 
strength in upper -income, urban au- 
diences, they remain very good buys 
indeed. With the exception of the Fri- 
day movie, every one was under 
$5.00 -per -1,000 adults 18.49. 

The 21 new shows, based on Cor- 
nell's predictions, vary in cost -per- I 
1,000 for adults 18-49, but tend to be 
on the less cost-efficient side. Three 
are in the top, or most efficient group. I 

These are Land of the Giants and Mod 
Squad on ABC-TV and The /Name of 
the Game on NBC-TV. The latter fig- 
ures out to $4.31 and the others are 
close to $4.00. 

Ten of the new shows fall in the 
middle third. On ABC-TV they are 
That's Lile ($5.02), Ugliest Girl in t 
Town ($5.13), Here Come the Brides 
($5.22) , The Don Rickles Show 
($5.68) and Outcasts ($5.72). The 

Top 10 
18-34 

programs for Men by age groups * 
3549 50+ Program Rating Program Rating Program Rating FBI Story 18 Saturday Movies 19 Gunsmoke 30 Thursday Movies 18 Bonanza 18 Red Skelton 29 Saturday Movies 17 Laugh -In 16 Bonanza 29 Sunday Movies 16 FRI Story 16 Lawrence Welk 28 Bonanza 16 Thursday Movies /6 Jackie Gleason 25 Tuesday :11ories 15 Jackie Gleason 15 Lucy 25 Mod Squad 15 Mothers -In -Law 15 Ed Sullivan 25 4)ission: Impossible 15 Smothers Bros. 15 Comer Pyle 24 Monday Movies 14 Mission: Impossible 15 Alayberry RFD 24 Name Of The Game 14 Walt Disney 15 Daniel Boone 23 * Ratings are based on totals in each age group. See page 22. 

older women shows up again. In the 
50 -plus group, the network averages 
18.9 vs. 16.0 for NBC-TV and 12.4 
for ABC-TV. 

Lends in women 
Since, as has already been shown, 

-the predictions put CBS -TV ahead 
in new program audiences (homes 
reached), it is not surprising that, 
-for new programs alone, the network 
is expected to lead in adult women 
viewers of all age groups. However, 
the gap between CBS -TV and the 
others widens as one goes up the age 
ladder. Here are rating figures: 

all programs by cost -per -1,000 for 
adults 18-49. They then divided 
them into thirds -top, middle and 
bottom, the. latter meaning least ef- 
ficient. 

Here's how each network compares 
in the per cent of their schedule in 
half hours falling into each cpm 
category: 

ABC CBS NBC 
All prgms. (# ) 
Top 3d (%) 
Middle 3d (%) 
Bottom 3d (%) 

28 
50 
29 
21 

30 25 
20 54 
34 30 
46 16 

Among the CBS -TV shows falling 
into the bottom third (highest 

CBS -TV shows are Hawaii Five -0 
($5.12), Two Good Guys ($5.17) and 
Blondie ($5.88). And the NBC-TV 
group include the Phyllis Diller en- 
try ($5.42) and The Ghost and Mrs. 
Muir ($5.60). 

No ABC-TV ,new shows fall in the 
bottom third. The high-cpm CBS - 
TV programs are Mayberry R.F.D. 
($6.50), Lancer ($7.23) and The 
Doris Day Shaw ($7.28) . On NBC- 
TV it's Huck Finn ($5.94), Outsider 
($6.25). Julia ($6.67) and Adam 12 
($8.47). 

Aver's man responsible for buying 
daytime network tv plus nighttime 
participations, Chuck Wilds, finds 
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Top 10 programs for Women by age groups* 
18-34 3549 50+ 

Program 
Saturday Movies 

Rating 
22 

Program 
Saturday A/ovies 

Rating 
20 

Program 
Gunsmoke 

Rating 
32 

C' 

Thursday Movies 20 Bonanza 20 Lawrence Welk 31 

Sunday Movies 20 Thursday Movies 18 Lucy 31 
il 

Tuesday Movies 19 Smothers Bros. 18 Bonanza 30 

Monday Movies 19 Tuesday Movies 18 Jackie Gleason 28 

Bewitched 19 Bev. Hillbillies 17 Red Skelton 27 

Laugh -In 18 Bewitched 17 Mayberry RFD 27 

FBI Story 18 Family Affair 17 Gomer Pyle 26 

Wednesday Movies 17 Jackie Gleason 17 Ed Sullivan 26 

Bonanza 17 Red Skelton 17 Virginian 25 

Ratings are based on totals in each age group. See page 22. 

tghttime costs holding pretty steady 
id points out that, unlike last year, 
to fourth quarter is a seller's mar - 
it. Beyond this year he sees the 
rime determinant for '69 costs be- 

rg general economic conditions. 
In general, daytime network costs 

ave been showing a rise, Wilds 
ates, with NBC-TV taking full ad- 
9utage of their improved audience. 
he rise, he says, also reflects greater 
mand for daytime. 
Cornell feels the new CBS -TV day - 

'me lineup will strengthen its after- 
aon position. 13v removing House 

',arty from the middle of the after- 
oon and tacking- it to the end of the 
:hedtile, CBti-TV will he running 
capers straight through. House Party 
as strong appeal for older women 
nd interrupted the flow of young 
pusewives who flock to soap operas., 
As for the nighttime schedule, here 

t Cornell's evaluation by half hours: 

Monday 

The week starts off with The 
tvengers on ABC-TV, Gunsmoke on 
BS -TV and Jeannie on NBC-TV. .BS-TV 

veteran cowboy show will rule 
she 7:30-8 slot with the typical "u" 

demographic profile for westerns- 
strong in under -18s and over -50s. 

Avengers has had a checkered career. 
It had been a hanidy mid -season re- 
placement for flops and played that 
role last season. It plays the upcom- 
ing season, however, with what may 
be a dangerous switch, the substitu- 
tion of Linda Thorson for Diana 
Iiigg as Mrs. Peel. However, Patrick 
MacNee remains as John Steed. 
Jeannie, moved from Tuesday, will 

do a fairly good job 'inn attracting 
kids and their parents. - 

BuJJs versus bullets 

At 8, NBC-TV will throw in its 
strong Laugh -In in the middle of 
Gunsmoke and Avengers. The comedy 
hour won't pull audience away from 
the western but will attract a lot of the 
new people just tuning in. 

At 8:30, Peyton Place I on ABC- 
TV and Here's Lucy on CBS -TV will 

oppose the second half of Laugh -In. 
The latter will hold a large number 
of children and young adults who 
might otherwise watch Lucy but Miss 
Ball will inherit and hold older adults 
from Cunsmoke. 

Peyton Place's poor performance 

last season doesn't augur much for 
its competitive strength in the months 
ahead. In earlier years, the show's 
share level in 1967-68 would have 
definitely marked it for cancellation. 

Three new shows enter the lists at 
9, Outcasts on ABC-TV, Mayberry 
R.F.D. on CBS -TV and Monday Night 
at the Movies on NBC-TV, though 
Ayer does not consider the movies 
as, strictly speaking, new program- 
ming and its estimated audience is 
not figured in the Ayer averages for 
new shows. Mayberry is a predictable 
situation comedy in the Comer Pyle 
vein but will pull a good audience, 
despite the competition from the 
movies. 

As for Outcasts, it has the ear- 
marks of a good show. Featuring an 
interracial angle, it deals with the 
post -Civil War era and its dramatic 
basis is the taut relationship between 
a former slave and a former slave - 
owner who team up as bounty hunt- 
ers. While the pilot was a good one, 
the show faces rough competition. 

This includes Family Affair at 
9:30 on CBS -TV, which will ride 
along on the same level as Mayberry 

(Continued on page 59) 

2-5 

Top 10 programs for Children by age groups* 
6-11 12-17 

Prograit Rating Program Rating Program Rating 
Daktari 26 Walt Disney 30 Walt Disney 23 

Two Good Guys 23 Bewitched 26 Bewitched 19 

Walt Disney 23 Two Good Guys 25 Laugh -In 19 

Bewitched 20 Beverly Hillbillies 24 Mothers -In -Law 18 

Plying Nun. 20 Daktari 24 Saturday Movies 18 

I /)ream Of Jeannie 20 /lying Nun 22 Beverly Hillbillies 17 

Blondie 20 I Dream Of Jeannie 22 Flying Nun 17 

Beverly Hillbillies 19 Laugh -In 21 Smothers Bros. 17 

Laugh -In 19 My Three Sons 21 Thursday Movies 16 

Lassie 19 Ghost & Mrs. Muir 21 Two Good Guys 16 
II 

* Ratings are based on totals in each age group. See page 22. 
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Iis a big important market, but try 
getting an accurate statistical read- 

ing on it," a veteran agency timebuy- 
er remarked. 

He was talking about the domes- 
tic military market, which has three 
fundamental characteristics: 

Obscurity (because the rating ser- 
vices can only vouch for the exis- 
tence of married military people 
who live off -post and happen to be 
listed in local phone directories, 
and because standard marketing in- 
formation does not include the 
military) ; 

Size (servicemen stationed in this 
country earn a total of nearly $11 
billion a year) ; 

Diversity (chronologically from 
18 to 65; demographically encom- 
passing men, women and children; 
and geographically from coast to 
coast) . 

Hard to define though the military 
market may be, the astute media 
man doesn't let his inability to 
microscope it lull him into writing 
it off as unimportant. That would be 
a grave mistake; too many dollars 
are in the balance. 

Fiscal 1967 (ending January, 
1968) saw $1.35 billion spent in mil- 
itary exchanges (Army/Air Force, 
$818.7 million; Navy, $412.5 mil- 
lion; Marine Corps, $106.8 mil- 
lion; Coast Guard, $10 million). An 
exchange is roughly equivalent to a 
variety store, except that its mer- 
chandise lines are fewer and short- 
er and its quality tends to run high- 
er. 

In fiscal 1967 (ending June 30), 
military commissaries in the U.S. 
raked in about $1.1 billion (Army, 
$349 million; Navy, $206.2 million; 
Air Force, $471.1 million; Marine 
Corps, $39 million; Coast Guard, 
$900,000). A commissary is like a 
supermarket, only not so super as 
far as shelf space and number of 
items carried are concerned. 

Exchange and commissary officers 
in all branches of the service are 
traditionally frustrated by the com- 
bination of the diversity of the clien- 
tele they must serve and the limited 

space within which they must op- 
erate. 

The average serviceman is 22 
years and six months old, but aver- 
ages never really tell the story. Of 
the 1,979,760 in military service in 
the U.S., 27.6 per cent are under 
21, 76.9 per cent are between 17 and 
29, and 93.7 per cent are under 40. 

Clearly, the military is a young 
man's world-and this fact goes far 
toward explaining why major pack- 
age goods manufacturers pursue such 
a relatively small market as avidly 
as they do. 

"It's our feeling," the sales manag- 
er of a leading pharmaceutical house 
told TELEVISION AGE, "that these 
kids are forming a lot of pretty 
basic buying habits while they're in 
the service. If we can get them 
when they're in, we stand a good 
chance of keeping them after they 
get out." 

Regiments of dependents 
Companies that go after the mili- 

tary market know they're reach- 
ing more than service people. Total 
figures for all services reveal that 
76.9 per cent of officers are married, 
as are 38.5 per cent of all enlisted 
personnel. Dependents far outnum- 
ber the military. The 1,979,760 cited 
above as ser' ing in the U.S. have a 
total of 3,199,859 dependents. Here 
are breakdowns by services: Army, 
851,407 military, 1,411,140 depend- 
ents; Air Force, 632,082 military, 
1,289,305 dependents; Navy, 270,- 
460 military, 255,708 dependents; 
Marine Corps, 190,811 military, 
188,716 dependents; and Coast 
Guard, 35,000 military, 46,000' de- 
pendents. 

Auxiliary factors combine to raise 
the domestic military market's dollar 
value to some $20 billion (to the 

hard cash $11 billion cited above 
add the approximately $6 billion ser 
to dependents in this country b. 
servicemen overseas, and anothe 
$2.2 billion in pensions to retire: 
personnel, man} of whom live in mil 
itary markets where they exercise on. 
base purchasing privileges. 

But when it comes down to th 
financial nitty-gritty, the averag ,I 

enlisted man gets about $290 in 
hard, spendable cash per month, and. 
the average officer about $500. Here' 
are some representative base -pay i 

grades in the \rmy: private, $102.30; 
E-5 (or buck sergeant) , $291.90; ser- 
geant -major, $642.60; second lieu- 
tenant, $343.20; major, $790.80; 
colonel, $1,265.70. Allowances andl 
benefits combine to transform an ex-' 
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ptionally high per cent of military 
ty into discretionary dollars. 
'Though ex -GI's of early World 

jar II "$21 a day once a month" 
ntage will find it hard to believe, 

ere have been several recent mili- 
,ry pay increases-the latest be- 

tg 5 per cent in October, 1967, and 

per cent just last month. Yet 

lother raise is in the works for 
xt July. 
Military disposable income may 

imp dramatically, howeser, if the 

Markets and Military Bases 

A cross section of military bases which 
have significant economic impact on 
their neighboring areas compiled by 
TELEVISION ACE with the cooperation 
of the Department of Defense appears 

uon pages 53 and 54. 

r 'o Wt. 

Lo 

,t 

o 

r 

. 

i 

i 

recommendations contained in the 
report of a special military com- 
pensation commission, made public 
last May, are accepted by Congress. 

As a means of encouraging reenlist- 
ment to the point where profession- 
al service branches can be main- 
tained voluntarily, the commission 
suggested that all "pay privileges be 
(lone away with and servicemen be 

paid straight wages roughly com- 
parable to civil service pay scales. 

Service chiefs have endorsed the 
idea, and congressmen are said to 
favor it because it would get them 
off the hook as far as the draft is 
concerned. It could pass, and if it 
(loes, the cash potential of the mili- 
tary market will climb sharply. 

As things stand now, penetrating 

Y . 

that market can be comparatively 
easy, or impossible-depending on 
what you're selling. 

As indicated above, the space 
limitation/market diversity squeeze 
conditions just about every re- 
sponse of commissary and exchange 
officers. For instance, only 2,275 
items (excluding meat and produce) 
are authorized for sale in Navy 
commissary stores, while the aver- 
age supermarket carries roughly 
7,350 items. The average Army ex- 
change hadles some 20,000 items, 
but its big civilian brother, the var- 
iety store, stocks from 40,000 to 
50,000. 

To a military merchandiser, high 
quality, low price and fast turn are 
norms rather than ideals-and two 
out of three isn't good enough. 

Commissaries are especially tough 
sledding for suppliers, since military 
regulations forbid them to operate 
at a profit (in contrast to the average 
supermarket markon of 22 per cent, 
Army commissaries sell at an aver- 
age of 3 per cent above cost, Navy 
at 4 per cent; this money goes to- 
ward operating expenses, but com- 
missaries really run on money appro- 
priated by Congress) . 

"Instead of profit, then," says 
the military marketing manager of a 

key food supplier, "the commis - 
(Continued on page 52) 

Often ignored by advertisers, 
yet a solid multi -billion - 

dollar market covered by tv, 

the many military exchanges 
and commissaries in the U.S. 

are well worth going after 

big, broad 
and out of sight 
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The business of program purchas- 
ing and the art of program sched- 

uling have become increasingly 
critical with the rise in station compe- 
tition. A major result is that stations 
rely more than ever on their represen- 
tatives' judgment and know-how for 
aid in program decisions. 

At least one reason for this devel- 
opment is obvious. Handling a va- 
riety of stations and facing a variety 
of sales problems, the rep is in a 
position to pass along to one station 
the experiences of another. 

But there are other factors. In 
varying degrees, reps use their ac- 
cumulated knowledge as a lever to 
acquire stations (though it's doubtful 
that rep know -hors in this area is the 
critical factor in any station switch). 

In addition, current developments 
in selling and syndication have bol- 
stered the rep's role as programming 
advisor. Greater sophistication and 
complexity in audience information, 
particularly the increase in demo- 
graphics, have tended to make the sta- 
tion more dependent on the profes- 
sionalism of a rep, who may have 
considerable research data at hand. 

One development which is expected 
to have increasing impact on this 
rep -station relationship is the decreas- 
ing number of original segments pro- 
duced annually for those network 
shows that eventually end up in the 
syndication market. 

The reason is the high cost of pro- 
gram production, but the result- 
years later-is that such programs, 
usually bought for stripping, are 
quickly devoured on the local level. 
Stations are required to make more 
frequent programming decisions, and 
thus call upon the rep more often for 
counsel. 

Since a number of reps are well- 
equipped to analyze the track record 
of programming, stations frequently 
look to them for advice on first -run 
product. Reps often preview new ve- 
hicles, for example, and can alert 
their stations in advance on the 
pluses and minuses before the syndi- 
cation salesman comes to call. 

Sales and research executives at 
the reps often assume the repsonsi- 
bilities based on their experience, 
leanings and knack for judging a 
show's impact on the audience. Some 
reps have specific departments to 
handle counseling chores. 

Reps report that program advice is 
both solicited and unsolicited. The 
latter is not a matter of the rep barg- 
ing in with unwanted advice, but is 
usually the practice of sending along 
to stations information on program 
performance which the rep feels 
would he of wide interest. 

All types of stations 
Aside from the major groups, 

which have their own rep operation 
and program department, there is no 
particular pattern for the type of sta- 
tion requesting program counsel, reps 
say. 

The major factor is need. Both 
large and small outlets are among 
those cited by reps as seeking help. 
The reps stress, however, that they 
act in a purely advisory capacity. The 
stations make the actual decisions. 

"About 10 years ago, our only dis- 
cussions with stations on program- 
ming was to find out the program 
schedule so we'd know what adjacen- 
cies or participating programs we 
had to sell," recalls a spokesman for 
the programming arm of the Edward 
Petry Co. "The stations felt that pro- 
gramming was their responsibility 
and they knew best how to exercise 
it." 

But times have changed. "Today," 
Petry points out, "most of our sta- 
tions seek our opinion and analysis." 

To the reasons already stated for 
increased rep involvement, Petry 
adds another. "In most cases today, 
programming is not cost accounted 
show -by -show, but rather by the total 
saleable spot inventory. Therefore, 
the station and the rep must lay out 
an overall programming concept with 
total anticipated revenue, as well as 
alternate plans in the event certain 
areas slip in performance. 

"Today's station," the spokesman 

says, "requires the constant intro 
duction of fresh new product, whilst 
at the same time maintaining a cer. 
tain level of program costs. 

"In short, programming must be 
an overall master plan, not just imJ 
mediate, expedient program pur- 
chases. The station must be kept in- 
formed on what syndicated shows will 
be released in the future and what 
buying trends may develop at the 
agencies." 

At Peters, Griffin, Woodward, pro- 
gram consultation means keeping 
abreast of all trends and develop- 
ments, and discussing shoes with sta- 
tions on the basis of track records 
and the rep's own observation and 
knowledge. 

As distributors and producers pre- 
view their product for PGW people, 
the rep is in that much more of a 
iavorable position to evaluate and 
pass judgment on programs. PGA 
track record files include not only 
syndicated series but feature pack- 
ages as well. 

In addition, PGW salesmen are in 
constant communication with each 
other concerning the attitudes of Ii 

buyers toward new programming. 

Functions widen 

Over at Katz where a specific arm, 
the Audience Development Depart- 
ment, was set up nine years ago for 
the explicit and sole purpose of ad- 
vising stations, man -in -charge, Oliver 
Blackwell, explains that "over the past 
few years our department has devol- 
oped a wide variety of functions in 
terms of importance, techniques and 
services." 

To Blackwell's lot falls a basic 
amount of duties which in turn reflect 
the way his department operates and 
the scope of information a rep can 
provide a station with. 

"One of our most important func- 
tions," Blackwell stresses, "is to be 
aware of programming trends. Our 
business is to sell time for stations 
and the only way we can sell it suc- 
cessfully is if stations have audiences' -to get audiences they need good 
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A 
HELPFUL 
HINTS 

PERSONAL 

ADVICE 

Stations are seeking out 
reps' advice on programming 

more than ever before, 
as competition sharpens 

Oracle? Guru? Rep! 
programming. 

Blackwell keeps atuned to program 
innovations through a long-estab- 
lished grapevine he has personally 
cultivated among the networks, dis- 
tributors, producers and other con- 
tacts. Blackwell, it should be pointed 
out, also saw to the development of 
an exacting track record of programs. 

"If a program is o,n the air, any- 
where, at anytime, we want to know 
what it is producing," Blackwell 
points -up. 

Tailored to fit 

"Program recommendations are 
tailored closely to fit the operational 
and marketing needs of each sta- 
tion." says Richard Gideon, director 
oí research for the station division 
of Blair Television. "Suggestions vary 
from station to station. 

"And it is not simply a matter of 
analyzing track records, for they 
can sometimes be misleading. The 
programming of a show like Mc- 
Hale's Navy against one like Gilli- 
gan's Island, can be a mistake be- 
cause the audience profiles are so sim- 
ilar. Our most effective use of such 
information may well result in a stiff 
counterprogramming recommenda- 
tion. 

"Such services as NTI; PiQ and 
TvQ are used but are not the sole 

(Continued on Page 62) 
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The regional dairyman is increas- 
ing his investment in tv, and 

while in most cases his outlay may 
be modest, he shows no signs of 
slowing down. 

This growing use of tv is a 
phenomenon peculiar to the 60s. 
For it was only at the onset of this 
decade that most regional dairies 
found they had to put on a new 
face-diversification. 

The call to diversify not only 
meant an extension of familiar prod- 
uct lines to meet consumers' de- 
mands for more modern, "ready -to - 
use," low calorie products such as 
prepared party dips and dietary 
dairy substitutes, but new or im- 
proved advertising methods-specifi- 
cally tv plugs. 

Last year, dairies (including na- 
tional concerns like Borden's which 
owns regional ' companies) piled 
$24,924,800 into tv. In 1966 that 
figure was $22,662,000. 

And just this year, one of the 
really big spenders, Sealtest (which 
is in the $8 million class), returned 
to tv after a flirtation with hi-fi 
color 'newspaper ads. 

It is interesting to note that re- 
gional dairies are, in the main, 
privately -owned or family -controlled 
affairs. 

Regional dairies have to contend 
not only with one of the lowest 
profit margins, but with merchan- 
dise that suffers from a short shelf - 
life. 

There is also a very unflattering 
(at least for the dairyman) consumer 
bent toward the purchase of com- 
petitive food and non-food items, as 
well as an increasing tendency to 
purchase dairy items from grocery 
outlets rather than company route - 
men. 

The dairyman's vaulting pole for 
all of these hurdles is tv. And the 
clue to the dairyman's role in tele- 
vision is expansion, not change. 

"Our company has dit ersified," 
explains G. Richard Abels, merchan- 
dising manager at Broughton's Farm 
Dairy Inc., Marietta, Ohio. 

"Where we once had a single 
dairy operation, we began to ex- 

pand about six or seven years ago 
and now the organization has three 
major divisions." 

In addition to its dairy arm, 
Broughton's now boasts a foods divi- 
sion for vegetable fat products, and 
a college and university dining fa- 
cilities management service. 

Broughton's has also successfully 
introduced a number of new prod- 
ucts such as table -ready salad dress- 
ings, a host of party dips and a 
low -calorie sour cream substitute. 

Broughton's has been using tele- 
vision for 14 years, but until 1967 
vídeo pitches were concentrated in 
the Charleston -Huntington, W. Va. 
market. 

Today, with maximum scheduling, 
company products are seen over 
seven stations in 11 different mar- 
kets. Broughton's has also come to 
rely on CATV for coverage in many 
remote areas. 

"In 1967, we spent a little over 
$50,000 for television time," Abets 
explains. "Our production costs 
were about $12,000." About 50 per 
cent of the company's media budget 
goes to tv. 

Broughton's does not use an ad- 
vertising agency. Its commercials are 
produced by Charles Fuller Produc- 
tions in Tampa, Fla. 

Dairy's target 
"Since about 80 per cent of our 

business is through supermarkets 
and smaller stores, and since about 
75 per cent of food buying is done 
by housewives, we attempt to aim 
our television advertising at these 
women," Ahels continues. 

The dairy buys adjacencies to 
three principal . types of shows: 
variety talk programs such as Mery 
Griffin and Mike Douglas; women's 
feature opuses like Girl Talk; and 
soap operas, game shows and give- 
aways. 

The company takes a Summer 
hiatus from television from June 1 
to September 1, during which time 
their 52 -week radio schedule is 
beefed up accordingly. 

"We attempt to use television more 
or less as an institutional medium- 

The 
dairyman's 
new route 
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As regional dairies' 

products and distribution 
methods change, they 

have hustled up the path 
to tv advertising 

. - 
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Meadow Gold Doiry 
uses ballplayers like 
Pete Rose (above) 
for to commercials. 
Broughton's prefers 

to use the same 

actors again and 

again in their spots 

to build a company 
identity (below). 

that ís, to create and keep before the 
public an image of our company as 

being both nice and progressive peo- 

ple with emphasis on the former," 
Abels explains. 

"We don't use television to pro- 
mote price -off specials or feature ice 

cream flavors. We've done this in the 
past, but our experience has been 

that production costs for acceptable 
commercials are too high to justify 
limited use." 

Broughton's uses minute, color 
commercials exclusively and even 

utilizes the same actors for the il- 

lusion of a "family" commercial 
series. 

Daytime preferred 

"The minutes of course," Abels 
goes on, "have restricted us pretty 
much to daytime adjacencies, but we 

do not feel this is too important, since 
primetime spots are not really eco- 

nomical for a company attempting to 
use the medium as we do." 

Abels voices some dissatisfaction - 
with the quality of tape work. 

"We have also had the experience 
of producing tv commercials our- 
selves -on y ideo tape in the studios 
of some of our better television sta- 
tions and still do not find this satis- 
factory. 

"The reason," says Abels, "is very 
simple. Television stations are not 
set up nor is the.r work scheduled 
to let them do a real professional job 
of creating tv commercials." 

Meadow Gold, a division of 
Beatrice Foods Co., Chicago, is an- 
other old-timer in tv which has re- 
cently increased its gait. 

The dairy plants have been using 
tv for several years now, to the point 
where it has become Meadow Gold's 
dominant advertising facility. 

"In the current fiscal year, we're 
placing spot advertising in more than 
50 dairy and ice cream markets," 
explains Neil Gazel, director of pub- 
lic relations. "In most cases, these 
spots are scheduled throughout the 
year." 

Meadow Gold's markets are as 
varied as Hawaii, Oregon and 

(Continued on, page 57) 
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onsumer marketing is made par - 
11/ titularly tricky by the impact of 
a products image, which is often 
based on ephemeral as well as sub- 
stantial attributes. Trying to change 
an undesirable image is difficult, and 
tampering with a successful one is 
dangerous. 

To most marketers, the latter 
would be unthinkable. The bromide 
about not quarreling with success 
is often reason enough, but a more 
cogent reason is that in trying to do 
better than good, a marketer may 
lose whatever he's gained so far. 

For that reason, the story of Right 
Guard rates more than ordinary at- 
tention, for the success in switching 
the deodorant from a man's to a 
family product is one of the more 
remarkable stories in marketing 
annals. 

Television played a role in that 
story; too. It has consistently been 
the prime medium for the product. 
That, in itself, is not remarkable 
since tv is the deodorant medium but 
the fact this is so is of some account. 

Last year. BBDO put some $5.4 
million into tv for Right Guard, about 
$250.004] in magazines and nothing 
in newspapers or radio. The product 
leads its field. has about a quarter of 
the entire deodorant market, which 
is now running about $275 million 
a year (at retail) and is increasing 

. . . - . .. ' . i . ' . . 
. .... . .. . . . . . . . 

e _ . 
, . ' ... 

. 
. 

o . : ' . . . . f ' 

5 per cent annually. The rate of in- 
crease in deodorant sales is rough- 
ly twice that of the population. 

The bulk of Right Guard ad money 
goes to network tv, and this has 
been the case almost from the be- 
ginning. However, spot expenditures 
were stepped up last year and 
amounted to nearly $1 million. 

Wallace Butterworth, account 
group head of BBDO, explains Right 
Guard's use of tv as follows: 

Many advantages 
"Since tv is the deodorant medium, 

you want to go where your 
customers are, where the competition 
is. In addition, tv offers us the best 
efficiency, and here we must take 
into account corporate buys and the 
opportunities for piggybacking." 

Right Guard tackles its market on 
both daytime and nighttime network 
shows: most of the money is spent 
after dark, although numerically, 
there are more actual participations 
bought for airing during the day. 

Gillette nighttime properties in- 
clude many movie spots, which are 
"right" for Right Guard. The 
mos ies are excellent for reaching 
teenagers, Butterworth says, and 
heavy in "upscale" audiences. Up- 
per -income people are convenience - 
oriented, he points out. and, beyond 
this, the higher initial cost of 

Right Guard makes the upper-incon 
family a good audience to reach. i 

, 

for the teenager, his consciousneJ 
of grooming (hippies excepted) i 
almost too ob' ions to comment on.' 

Right Guard is a market leader nil 

matter how you spray it-numbe 
one overall, number one for men b 
a big margin, and number one fo 
women. Secret and Ban are more o 
less tied for second place, and krri 
ranks number four. 

Right Guard's history goes back) 
almost 10 years (it was test marketh 
ed in 1959). Gillette had been mull 
ing over a number of products 
shortly before that time and finally 
settled on a deodorant. 

It was positioned as a man's de- 
odorant because of research showing 
that about four out of 10 potential 
male users of deodorants were not us- 
ing them at the time. It was also 
found that of the men who were 
then using deodorants, only one- 
third or so were using what were 
considered male brands. Finally, it 
seemed clear that the deodorant 
market was growing and would 
continue to grow. 

Obviously, Gillette's knowledge of 
the men's market was a major fac- 
tor in the decision to put out a man's 
deodorant. As it turned out later, 
Gillette's male orientation was a rea - 

Continued on page 61 

A bold change of direction 
in midstream plus tv put 

Right Guard deodorant on top 

The big switch 
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A PROGRAM MAN'S , . 

Random notes at Summer's end 

The broadcast industry has an early closing-the year 

1968 is being tooted out and the 1969 season will 

'hortly begin. Summer is the sad twilight of the old 

'rear, and presages the problems of the new. The blue 

!link is everywhere. This column is an attempt to wrap 

ip the mood of the transition. 
The end of 1963 has seen the same old shennanigans 

n the Republican convention that have taken place for 

snore than six generations. The new generation must be 

ippalled at the lack of progress and the failure of the 

political poops to recognize a brand new world. There 

s a total failure to tell the truth. A club is formed to 

:urther the cliche. The sameness of the procedures makes 

t possible to blank the names of the speakers and can- 

Jidates, mix diem up over the years, and challenge any 
tiewer or listener to identify the speaker. 

ABC has proved something everyone already knew. 

it is wiser to program even tired repeats of tired shows 

han to show the whole tired convention. Think what 

ulresh Summer shows would do against the boredom of 

the old-fashioned conventions. The wrap-up idea is 

Peachy. Highlights for about a half-hour are all a 

;onvention deserves. A pity the telephone strike was 

iot more decisive. Some independent body had better 
'.ake a good look at the methods of selecting a presi- 
(dential candidate, and start all over again. 

More than ever, the Summer repeats seem to be as 

sold hat as the convention coverage. There seems to be 
r lack of reason to turn on television. The main cause 
of the limited sets in use must he attributable to the 
fact that the medium has so mesmerized the masses 
that they have lost the ability to read, talk, listen to music, 
make love; write, or otherwise communicate. 

Certain way-out pilots have been shown to agencies 
and networks. They reflect the new generation in their 
pace, power, frank nudity, color, frenetic motion and 
wild music-and they're guaranteed to wake anybody 
up and show him the way, man. These shows are highly 
unlikely to get on the air because the powers -that -buy 
are scared to death of them-afraid of their licenses, 
afraid of their affiliates, afraid of Congress, afraid of 
their advertisers, afraid of minority groups, afraid of 
their shadows. That ain't no way to freshen up tv. 

So much for the old season. What of the new? Sadly, 
it is much like the old. The biggest problem around is 
violence. The industry has sincerely tackled the prob- 
lem, with pressure from advertisers, agencies, govern- 
ment, educators. and innumerable organizations. The 
networks have had their little talks with the talent. So 
hale the buyers. The message is c ear: Lay off excess 

violence. The censors have been encouraged to be espe- 
cially vigilant. But, in the end, any decision on excessive 
,violence is totally subjective. No definition is possible, 
and one man's violence is another man's action. 

The result of the pressures on producers and directors 
of action shows is mixed. Many of the creative ones 
are shocked by the world events and are sincerely re- 

Vie wpoin ts 
sorting to the Greek dramatic technique of relegating 
the action to the off -screen area. This can lead to talky 

shows with Greek choruses instead of thrills and sus- 

pense. Others, cynically-and perhaps correctly-are 
taking the position that the heat will blow over in a 

few weeks, the demand for action and violence will still 

be there, and the ratings will favor the bold and penal- 

ize the conscientious. 
The brave -talking advertisers who stand up and shout 

their intent to cancel participation in shows which, in 

their sole opinion, are too violent will bend with the 

circulation when the chips are down. Alas, hypocrisy 
is the law of the land, and the producers have faced 
this before. Nevertheless, the new season will have a 

little less violence than the last, and the excesses which 

were creeping in will be temporarily curtailed. 
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New Summer shows would look great against convention tu. 

The clanger of the current crusade to cut violence is 

extending to feature motion pictures. There is a chance 
that excess censorship may be worse than excess vio- 

lence in some cases. For example, many critics believe 
that Bonnie and Clyde is a classic motion picture. Un- 
der current rules it could not be shown, yet everyone 
knows that it will be shown on tv and will command a 

premium price and a large audience. To cut the violence 
out of B&C would emasculate it. Dilemma, anyone? 

Then there is comedy. Maybe it is a sign of the 
troubled times, but things that were once hilarious don't 
seem so funny anymore. Reports are that audiences 
viewing tests of comedy shows for the new season are 
just not laughing. This could mean that the show is 
lousy, or it could mean that people are getting more 
serious. The loonies who laughed at every mention of 
Brooklyn are certainly museum pieces. The laugh signs 
are out. The challenge is greater than ever. 

The television industry is in an evolutionary stage. 
It is crying for something new and contemporary, but 
it is held back by restrictions and fears. The opportuni- 
ty for freshness is there, but the implementers are more 
like censors than innovators. Perhaps the fellows in 
charge have been there too long and are incapable of 
recognizing the symptoms or the cures. They can't kill 
the beast, but neither can they make it grow. While it 
seems unlikely, the hope may be in the new UHF stations 
which will be forced to be different just to survive. 
After all, survival is the first instinct of mankind. Go, 

baby, go.-J.B. 

ii 

, 
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Film/Tape Report 

FACES COME, FACES GO 

There'll always be a Group W show 
designed for evening viewing, even 
after Mery Griffin completes his de- 
fection to the CBS -TV network in 
'69. 

When the star goes, the vehicle 
remains or at least such was the gist 
of a recent announcement by Jerome 
R. Reeves, president of WBC Pro- 
ductions and Program Sales, the syn- 
dication arm of the Group W com- 
plex. 

Noting that when Group W 
launched the Griffin show three years 
ago only 19 stations were in the 
kick-off lineup, as compared with 142 
today, Reeves said, '`We're planning 
and will be prepared to continue with 
a new show, one worthy of the com- 
pany's reputation for high quality 
programs for syndication." 

The move of Griffin to the network 
and the entry of the network into 
the late -night talk and variety busi- 
ness, set off speculation on the future 
of the huge movie stockpiles amassed 
by the CBS -owned stations to feed 
their Late Show movie slots. Con- 
jecture was that the movies would go 
to high -bidder independents in the 
CBS anchor markets. 

Invariably second in those markets 
only to Johnny Carson in the ratings, 
and sometimes temporarily beating 
Carson as when a favorite movie 
title went against one of Johnny's 
replacements, the movies backing the 
Late Show format were considered 
the hottest new entry into the station 
programming game in those markets. 

All is contingent on whether or 
not CBS decides to sell its movies. 
It could be that the stations division 
may wish to hold them in reserve. 

EASTERN HATCHERY 

Twentieth Century -Fox Tv set up 
a New York division to hatch tv pro- 
grams for syndication and for net- 
work. First item on the drawing 
board is What's the Big Idea?, a 
proposed series of half-hours (on in- 
ventors and inventions) being worked 
out with Alan Foshko Productions. 

The idea is a panel show in which 
guest inventors will show their in- 
ventions in front of a celebrity panel 
(and a live studio audience) . 

William Self, executive vice presi- 
dent of Twentieth Century -Fox Tv, 
said it would "become a showcase 
for amateur as well as professional 
inventors, and although intended to 
be serious, many of the inventions 
will no doubt give rise to humorous 
situations." 

ROMPING IN IRELAND 

Romper Room has started up in 
Ireland and in Portugal. These are 
the 21st and 22nd countries to sign 
through Fremantle International for 
production of the daily children's 
shows using formats devised by 
Romper Room, Inc., headquartered 
in Baltimore. 

Romper Room so far has been 
seen in some of the counties of the 
Irish Republic abutting the border 
with the six counties of Northern Ire- 
land, where the program began 
three years ago on Ulster Tv in 
Belfast. 

The teacher for Romper Room in 
Eire is Brefni Doyle, currently in 
Baltimore learning the job from 
Nancy Claster, founder of the pro- 
gram. 

The teacher in Portugal has not 
been picked as yet; Fernanda Barbosa 
Teixiera, teacher in Rio de Janeiro, 
is now in Lisbon working with of- 
ficials of Televisao Portuguesa in 
picking a Portuguese teacher. 

PULLING OUT OF HOLLYWOOD 
It may be a sign of the continuing 

decline of the symbolic value of "Hol- 
lywood" that Young & Rubicam has 
closed down its Hollywood office. But 
the agency is hardly forsaking south- 
ern California. 

The people in the Hollywood of- 
fice moved only a mile or so away 
from the old epicenter of the movie - 
making industry, to Young & Rubi- 
cam's Los Angeles headquarters on 
South Flower St. 

The Hollywood office has housed 
Y&R's West Coast tv commercials 
production and radio commercials 
production staffs; now these are 
working in greater proximity to the 
other staffs in the L. A. office, head- 
quarters for the "full -range of client 
sere ices." 

LION'S BIG ROAR 

Leo the Lion came roaring to the 
rescue of stations running short of 
movies for their feature film slots. 
MGM -TV released into syndication 
145 titles, most of them made in this 
decade. Most have already been seen 
on net work television, although 53 of 
them are entirely new to tv. Two- 
thirds of the pictures are in color. 

Among the titles at the top end of 
the package are Mutiny on the Boun- 
ty (the Marlon Brando version), Bad 
Day at Black Rock (Spencer Tracy), 
The Prize (Paul Newman), and The 
Loved One. Other titles in the pack- 
age, which is called "The MGM/7" 
range from The Brothers Karamazov 
(Yul Brynner, Claire Bloom) to 
Brigadoon (Gene Kelly, Van John- 
son), Tunnel of Love (Doris Day, 
Richard Widmark), Kissin' Cousins 
(Elvis Presley) and The V.I.P.'s 
(Burton, Taylor) . 

THE ACCOUNT RETURNS 

It's not often in the annals of ad- 
vertising that an account returns to 
a shop after leaving it for another 
agency. But after a six -year absence, 
a Philadelphia candy account, Quaker 
City Chocolate & Confectionery Co., 
(Good and Plenty) has returned to 
Bauer, Tripp, Hening & Bresler, 
which had handled the account for 
14 years, from '48 to '62. 

In the time of the earlier liaison, 
BTH&B was known as Bauer -Tripp - 
Foley. In '58, the agency came up 
with a campaign called "Choo-Choo 
Charlie" for Good and Plenty, the 
classic Depression -born coated licor- 
ice. Now BTH&B and Good and Plen- 
ty are still running with Choo-Choo, 
a cartoon character. 

MIXING MINSKY'S 

A history of how the great pre - 
Hefner art of the striptease began 
was recently completed in New York, 
with mixing completed at Reeves 
Sound Studios. It's The Night They 
Raided Minsky's, a film set for re- 
lease early next year by United Art- 
ists. 

The movie, a Bud Yorkin-Norman 
Lear Production, has Britt Eklund 
playing Betty Buzby, a girl who was 
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orking at Minsky's Burlesque House 

1925 and flew into a tantrum one 

ght on stage, tearing off her clothes. 

nd that, kiddies, Is how striptease 

rgan. 

4IR DINKUM 

From Australia, ABC Films re- 

)rted that the highest rating ever 

stained Down Under by a tv clocu- 

lentary program was scored by the 

Our -hour ABC News documentary 
f rica. The long program pulled in a 

3 per cent share in Melbourne and a 

I, per cent share in Sydney. 

IT COMMERCIALS? 

Jimmy Webb says he goes about 
aking music for commercials the 
tme way he goes about writing and 
wording a record. In both cases, 
s's after a hit. When he does a com- 

iercial score, Webb holds on to the 
word rights to it. 
'Webb, the 21 -year -old composer of 

VIy Beautiful Balloon", "MacArthur 
ark," and "By the Time 1 Get to 

hoenix," recently started doubling 
4 the commercials field, already has 
iritten scores for Chevrolet, Hamm's 
leer, and Dorítos. What he does is 
acense the adhertiser to use his mu- 
lc only in the field of radio and tv; 
In the license Webb gets an annual 
creative fee. 

Webb's agent says the young corn- 
oser's recording sessions usually run 

nine or 10 hours since \\ ebb is out. 
') get unusual recording effects from 
ie eight -tracks. 

'ESTING TESTING 

Colodzin Productions is branching 
;ut into the making of test com- 
aercials, setting up units for test 
commercial production in New York 
ind in Montreal where Colodzin last 
sear linked up with a Canadian af- 
Iliate. 

Said studio president Bob Colod- 
án, "Commercials have increased so 
nuch in ingenuity, range and sophis- 
ication, that test commercials which 
Ire used increasingly to 'dry run' the 
deas must do the same. We feel that 
he proper care and feeding of an 
dea in its embryo state is more than 
ust a mechanical production prob- 
em, and that companies like CPI 

i vhich specialize in producing `ideas 
,n film' should get involved in test 
:ommercial production." 
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THE ART FORM 

At New York's New School for 
Social Research, Carroll Carroll will 
run a weekly seminar on tv com- 
mercials this Fall. In 36 years of 
writing ads, radio shows, and tv 
shows Carroll worked for J. \\ al- 
ter Thompson, CBS, NBC, and Twen- 
tieth Century Fox Tv. 

The school will also offer courses 
on Tv Commercial Writing and Pro- 
duction, taught by Stewart Bronfield 
of the NBC ad department, and on 
Writing Tv Commercials, taught by 
Sanford Alan Haver, president and 
creative director of Keller Haver Ad- 
vertising. 

LIGHTING HURRAHS 

If perchance you were wondering 
where all the light came from to 
illuminate the spectacle of the Re- 
publican convention in Miami Beach, 
be assured that the same source is 
being used for the Democratic con- 
vention in Chicago: F&B/CECO, Inc. 

For the Miami event, the company 
hauled some 1,600 floods, spots, arcs 
southward from New York, and used 
160 miles of cables to set the lights 

DON ELLIOTT 
PRODUCTIONS 

Specializing' in unique 
post -scoring. 

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

up in the Miami Beach Convention 
Hall. F&B/ CECO took in some $200,- 
000 for the rental of the lights. The 
whole effort went to light the hall for 
the tv cameras. 

After Chicago, F&B/CECO goes on 
to Atlantic City to light Convention 
Hall there for the annual Miss Amer- 
ica Pageant. With offices in New 
York, Hialeah and Hollywood, F&B/ 
CECO lays claim to being the world's 
largest supplier of lighting rental 
equipment, in addition to the camera 
rental which is the mainstay of its 
business. 

COMMERCIALS MAKERS 

BILL ARONSON joined Filmways of 
California as executive vice president 
and administrative head of Filmways' 
New York office. Aronson had been 

%RONSON 

at Pelican Films for the past six 
years, as vice president in charge of 
sales. Earlier, he was in network sales 
at CBS and ABC. 

Will Cowan, president of Film - 
ways of California, the commercials - 
making subsidiary of Filrnways, Inc., 
said the company plans to expand its 
East Coast activities. 

Filmways has a large sound station 
on New 1 ork's Eas. Side. 

SAM KIRSON, a designer and illus- 
trator, has linked up with Elektra 
Films for commercials -design assign- 
ments, to work in tandem with Elek- 
tra's creative director, George Can- 
nata. 

BERNEY JONES and ROBERT L. MOS- 
CONE lime joined Tele -Tape Produc- 
tions as producers. Jones had been 
with Videotape Productions of New 
York, the 3M subsidiary, as a pro- 
ducer for the past year. From '64 to 
'67, he was a commercials producer 
at J. Walter Thompson, and before 
that was with IVOR-TV New York. 
Moscone was with WBZ-TV Boston for 

the past four years, and for a decal 
before that was with iGBII-TV Boston, 

Meanwhile, Tele- ape Productions 
promoted C XYLORD M. CREEDON from 
producer to executive producer, and 
made a director of production assist- 
ant 1i ILLIAM AUCOIN, who joined the 
company's staff two years ago. 

DIRE NEED 

"There has been an increasingly 
dire need for an international or- 
ganization of film producers," pro. 
claimed a press release last week' 
from a new agglomeration called The 
International Film, Tv & AV \ssocia- 
lion I \V stands for Audio -Visual). 
Coordinator of the fledgling organ- 
ization is Herbert Rosen, who runs 
an annual event called The Lte-na- 
tional Tv and Film Festival of New 
1 ork. 

THE DOTTED LINE 

Out into syndication went a pack- 
age of nine musical and variety 
specials from Independent Tv Corp., 
called "Spotlight on Stars." Kickoff 
sales were to three Metromedia 
slat ions-\NEW-TV New 1 ork, KTTV 
Los Angeles and W'TTG Washington- 
and to four other stations. KIION-TV 
San Francisco. KBTV Denver, KIRO- 
TV Seattle and KSL-TV Salt: Lake City. 

Each of the nine hours in the pack- 
age is built around a different per- 
former: Robert Goulet, Tom Jones, 
Abbe Lane, Phil Silvers, Trini Lo- 
pez, Shelley Berman, Paul A nka, 
Bill Dana and Eddie Fisher. And 
each of the stars has a couple of 
other stars working in the show; for 
example, Shelley' Berman has Engel- 
herl Humperdinek and Shani \Vil - 
lis; Trini Lopez has Georgia Brown 
and Frank Gorshin. 

Sandy Frank Program Sales re- 
ported sales of Jack Douglas' Golden 
Voyage, CO IVFL1-TV Tampa, KGW- 
TV Portland, KM.I-TV Fresno, KOMo- 
TV Seattle, IVROC-TV Rochester and 
KRON-TV San Francisco. Plus sales of 
America! to KTNT-TV Tacoma, ivvr.c- 
Ts Norfolk, \VGAL-T\ Lancaster and 
WSEE Erie (for full sponsorship by 
Security People's Trust Co.). 

The company also chalked up sales 
of Mischief Makers, to K1KE-TV 
\\ ichita, WFBC-TV Greenville, and to 
Mexico, to Television Indpendent de 
Mexico. Meanwhile My bale Margie 
went to w u IS -Tv Bluefield. K rtt EG-TV 

Sioux City, and wTAI'-TV Parkers- 
burg. 
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,;ENCY MEN 

Benton & Bowles has awarded a 

presidency to ERNEST CECIL 

nTYL, executive tv producer at the 

envy. Motyl joined B&B in 1964 

om Lennen & Newell where he was 

.nior tv producer. 
Ile started in advertising in 1946 

rich J. Walter Thompson as a mes- 

tnger. Later, he headed the East 

,oast commercials shop of MGM. A 

temher of the Society of American 
inemalographers, Motyl produces 
nd directs documentaries. 
in Los Angeles, HARRY II ILTON, 

it. joined Carson/Roberts as execu- 

r,ve producer in the agency's broad - 

1st production department. Ilamil- 
m had been with Earle Lu lgin in 
hicago for the past two years as 

ice president and director of radio 
rid tv. Earlier he was a writer-pro- 
ucer with Erwin Wasey and a broad- 
ast executive in Melbourne. Austra- 
a. At. one time, he headed his own 
Immaking shop, Alexander Ilamil- 
m Productions, in Los Angeles. 

In New 1 ork, ROBERT V. HUNGER - 

OR tl and JOHN T. LUCCI were 
warded vice preNirlencies at J. \Val - 

,r Thompson. Both are associate cre- 
tive supervisors. Ilun,erford joined 
he agency as an art director in '65 
from McManus, John & Adams where 
to was a group crealie director: 
.ucci joined JWT as an art director 
n 'b -I., after a decade with McCann- 
;ric kson. 

CIt kRLES N. BL%kEMORE has joined 
)sneer -Fitzgerald -Sample as a vice 
resident and creative grow a head. 
Ilakemore was a vice president and 
reative director at McCann -Erick - 

I ion, earlier with Compton, Leo Bur - 
wit. Foote, Cone & Belding, and 
Needham, Louis & Broby. 

\t J. M. Mathes, STEVEN HUNTER 
?was promoted to the post of associate 

Advertising Directory of 

SELLING COMMERCIALS 

Excedrin "Silhouette" Young & Rubicam 

111 11(0-. 4 

PGL PRODUCTIONS, INC. New York 

Norwich Pharmacal Co. Benton & Bowles 

2` 

, . 

.t. J e 

-,ui _ " - -, a 

ELEKTRA FILM PRODUCTIONS, INC., N. Y. 

Gulf Oil Corp (Chemicals) Bruce B. Brewer 
... 

i 
FILMFAIR, HOLLYWOOD 

Rockwell Mfg. Co. Marsteller, Inc 

3 

t% 

SANDIER FILMS, INC., Hollywood 

Lear-Seigler Corporation 
o i 

IqrQ 
..i. I. 

1 s'/!' 

r§ F.41...,.-ur, X9-ZI 
f - 

JEFFERSON PRODUCTIONS, Charlotte 

Sa'ika-Freeze Dried Coffee Y & R 

t.. 

PAUL KIM & LEW GIFFORD, New York 

Mother's Cookies Doyle Dane Bernbach 
- , 

kl° 

N. LEE LACY & ASSOCIATES, LTD., Hollywood 

Sohio The Marschalk Company 

fi 
. 

.! ; ! 

14'11. 
. ; 

1. 
er 

.1e4 

-. 

:/, 

PELICAN TAPE PRODUCTIONS, New York 

ti 

Television Age, August 26, I968 39 



i 

creative director, heading a combined 
art and copy group in tv and print. 
Hitherto a creative supervisor at the 
agency, Hunter joined Mathes two 
years ago from Reach, McClinton. 

In Philadelphia, JACK BIDUS was 
made a vice president at N. W. Ayer. 
Bidus, creative director on the U. S. 
Army Recruiting and Tv Guide ac- 
counts, joined the agency in '59 after 
a decade in tv production making 
documentaries at Philadelphia sta- 
tions. 

JOSEPH J. SOLLISH joined Benton 
& Bowles as vice president and asso- 
ciate creative director. Sollish had 
been at Young & Rubicam for the 
past six years, as associate creative 
director, working on the Chrysler, 
General Foods, Borden and Union 
Carbide accounts. 

Before joining Y&R in 1962, Sol- 
lish was copy chief at Chirurg & 
Cairns. Earlier, he was vice president 
and creative director at Ellington & 

Co. and a creative group head at 
Donahue & Coe. 

In Greenville, S. C. PETER IIORST 
joined Henderson Advertising Agen- 
cy as vice president and creative di- 

ri 

HORST 

rector. I lorst had been with Leo 
Burnett in Chicago as associate cre- 
ative director; earlier was with N. 

W. Ayer. At Burnett, Horst worked 
on Green Giant, Franco -American, 
Allstate, Campbell's Soup, Maytag 
and other accounts. 

ZOOMING IN ON PEOPLE 

NBC International awarded a vice 
presidency to JAMES W. DODD, man- 
ager of sales promotion and planning 
at NBC International Enterprises. 
Dodd joined the network in 1960 as 

.. 

DODD 

sales service manager. From '53 to 
'60 be was international operations 
manager at Screen Gems, and from 
'46 to '53 he was at Columbia Pic- 
tures International as assistant to the 
president. 

On the West Coast, NBC promoted 
JEROME II. STANLEY to the post of 
director of the network's film pro- 
grams, as well as of the network's 
subsidiary, NBC Productions. Re- 
porting to Stanley is JAMES J. SEA- 
BORNE, who has been promoted to 
director of film program administra- 
tion, from manager of film program 
operations. 

Stanley joined the network in '56. 
Earlier, he was a production execu- 
tive with the Roy Rogers Film Co., 
with Republic Studios, and with Cres- 
cent Pictures Corp. Seaborne was 

MEMO TO ALL AGENCY TV/RADIO COMMERCIAL PRODUCERS: 

To continue the evolution of rock music for 
commercials, DAVID LUCAS ASSOCIATES announces that 
JOEY LEVINE has joined the staff. 

JOEY LEVINE is composer -producer of the current 
rock hit, YUMMY YUMMY YUMMY performed by the Ohio 
Express, and other rock groups. 

Visit our pad at7 West 46th Street, N.Y.C., or 
call LT 1-3970. 

with Compton Advertising and wits 
Ted Bates as a producer before join' 
ing the network in '64 as manager of 
film program operations on the Wes 
Coast. 

the West Coast, DOUGLAS S. CRA 
MER, executive vice president it 
charge of production for Paramount, 
Tv, was named general chairman of, 
the ninth annual International Broad 
casting Awards. sponsored by th 
Hollywood Radio and Tv Society. 

Triangle Stations reassigned ROB 
ERT M. NEWHOOK, promotion man- 
ager of WFIL-T1 Philadelphia, to pub- 
licize a number of new syndicated 
slo% s "Triangle is developing and to 
promote Triangle's C kTVs in New 
York and Pennsylvania. 

George A. Koehler, chief executive 
of the station group, said that New - 
hook's experience as a show business 
advance man would come in handy in 
promoting the new shows, among 
them the Doodletown Pipers specials. 
Newhook, who joined Triangle three 

ARP 

NEVI NOOK 

Years ago as director of market rela- 
tions specializing in CATV and UHF, 
was an adl ance man for MGM for 
two years before going into broad- 
casting in '62 as p.r. manager for 
WBZ-TV Boston. 

GEORGE DIETRICH joined Independ- 
ent Tv Corp. as western division 
manager. For the past two years 
Dietrich was western division man- 
ager for Allied Artists Tv, earlier 
was with National Telefilm Associates 
and United Artists Tv. 

In New York, PAT LUCKE MORRIS 
joined the syndication publicity staff 
of Twentieth Century Fox Tv. She 
had been with TV Guide in New York 
for the past six years, working on 
syndicated program listings. 

Warner Bros. -Seven Arts shifted 
CHARLES S. CH \PLIN to the post of 
director of European Tv Sales. Chap- 
lin had been in Toronto as vice presi- 

40 
Television Age, August 26, 1968 



¿ it of the company's Canadian 

1ºnch. Ile joined Seven Arts Produc- 

tns Ltd. in Canada in 1962; before 

tit he was with United Artists for 17 

Cn.APLiN 

prs as general manager of UA's the- 

vical and tv operations in Canada. 
Succeeding Chaplin in Canada is 

}LLIAM K. MOYER, who had teen 
to company's western district man - 

Or for tv feature sales. In New 

iirk, AARON RAY joined Warner 
lios.-Seven Arts as manager of the 

('oking department, domestic and 
jreign. For the past 35 years, Ray 
its with Bonded Film Services, most 

licently as administrative assistant 
t the executive vice president, 
Manuel Kandel. 

4dLY IN AMERICA 

Roger Vadim came to America to 
It some music for Barbarella, fea- 
lre film based on the sadontaso- 
ilistic French comic strip. Vadim 
lid the kind of music the bizarre 
jtry required could only be found 
i the United States. 
The director commissioned Bob 

1'ewe to write and record an "elec- 
.c rock" track for the film. Mix - 
g was done at Reeves Sound Stu- 
fios. The picture will he released 
¡Ire in October. 

IERGER COMPLETED 

The acquisition of Trim Telefilm 
y Modern Teleservice, a process be- 
an last spring, was completed last 
lonth when Trim personnel moved 

into Modern's quarters in New York's 
Movielab building. (Modern, mean- 
while, was acquired by Sonderling 
Broadcasting Corp. as reported 
earlier here.) 

WAY OUT WEST 

On the West Coast, Tv Cinema 

Sales Corp. of Beverly Hills picked 

up distribution rights for the 13 

western states on four tv series from 

Spangler TV: Ed Allen Time (195 

half-hours), Car and Track (39 half- 

hours), The Arthur Smith Show (52 

half-hours) and the Little Joe color 
cartoons (39 five-minute segments) . 

THE MOVIES 

TVCSC also acquired a number of 

other packages: from Barrett Films, 
150 Spunky and Tadpole fil e -minute 

color cartoons, and 190 Telemats, 
open-end commercials made by Han- 
na -Barbera. From Burt Rosen Pro- 

rluct ions, Pocket l3illiards Tourna- 
ment o/ Champions, 13 60 -minute 
programs, produced by Peter De - 

Met with Chris Schenkel as host, and 

commentary by Willy Mosconi. 

ACME GOES WINDY 

A major Los Angeles laboratory, 
Acme Film & Videotape Laborator- 
ies, has set up a business office in 

Chicago. Heading up the outpost as 

Midwest account supervisor is Phyl- 
lis Abboud, yy ho had been with 

WTTW recording services in the 

breezy town. Mel Sawelson, presi- 
dent of Acme, said the office in Chi- 

cago "Itas become a necessity, due 
to the increase of production fa- 

cilities in the Midwest and the 
emerging educational field." 

ONTO THE ROAD 

Currently in syndication is Pay 
Cards, a game show developed by 

Nicholson -Muir Productions. It's due 
for kickoff on September 9 in New 

York on WNEW-TV. Nicholson -Muir 
say it's the first tv card game to 

get a prior okay from the NAB TV 

Code Authority . 

BVC Films is distributing a 90- 

:0 S f MUSIC BY o M> vALDI. Sic .1-1AM[3IRo oo... 
" jr FILMS TV RADIO ELECTRONICS I 119 WEST 57th ST., N.Y. C. (212.) 765-4635 

Advertising Directory of 

SELLING 
COMMERCIALS 

Southern California Edison Grey Advertising 

PANTOMIME PICTURES, Hollywood 

Trans World Airlines Foote, Cone & Belding 

-:ti: *."4,ó 

`Y 

WYLDE FILMS, INC., New York 

Trident Gum Ted Bates 

:--.`"'--.-._. 
{ 

. -;,-.. 

ROSE-MAGWOOD PRODUCTIONS, INC. 

WMCA Smith -Greenland 

t 

r 

FILMFAIR, NEW YORK 
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Snot (From page 43) 

American Petrofina Inc. 
(Geer, Dubois & Co. Inc., New York) 
Commercials for AMERICAN 
PETROFINA GASOLINE begin 
September 16. Early and late fringe 
minutes together with prime Ills will 
be used to.reach both men and women 
in 14 Texas and Southwest markets for 
a full month. Joy Silwa is the buyer. 

Anderson, Clayton & Co. 
(Benton & Bowles Inc., New York) 
As part of a sustaining effort, 
commercials for CHIFFON 

..: C;('S. 

J 

?,l RGARINE and SEVEN SEAS 
SALAD DRESSING will be on the home 
screen through the early part of 
September. Fringe and prime piggybacks 
will be used to pitch the products' 
message to women in 73 markets. Credit Herb Knepper with the buy. 

Avon Inc. 
(Dreher Advertising Inc., New York) 
k. 52 -week buy for \VON took to the tube earlier this month. Day minutes and 
fringe 20s will be used to plug the 
company message in 190 markets. 
Sandra Ogrean is the contact. 

Brown & Williamson Tobacco 
Corp. 

. t11NliAt 

h 

f' I,' r . 1,6¢ + Ny - .- _-- - - 

YOU MAY NEVER SEE A 14 -LB. PEARL`_ 

BUT... Sales Glitter in the 38th Market with W KZO-T V 
With a 49% prime -time share,t 
WKZO-TV is a real gem in 

WKZO-TV MARKET 
COVERAGE AREA ARB '65 

MICH. 
I 

On? 

M0.1«1e C.<IIpI 

1p.0 tu.1o. 
G<oed Roprd, 

*00(00 1e10, I.<.<. 

...wne ,NANu oleau 
Kolanlo.00 

1<I SAWN .11.11 

IYR 

OHIO 

ejiZe 1*/y of Jkrlio.w 
RA010 
WRI0 KALAMAZOO BATTLE CRIER 
WIFE GOONS RAPIDS 

WMM* GRANO RAPIDS KALAMAZOO 
WAAM)WWTY.IM CADILLAC 

TELEVISION 
*02000 GRANO RAPIDS.IIALAMAAOO 

WWTY/CADILIAC-TRAVERSE CITY 
WWUPTV SAULT STE MARIE 

ROLN TYI IINCDLN, 
GRAN 

00000D 
ISL /Eolo-ro 5MÁ 

AND. NEB. 

Grand Rapids -Kalamazoo and 
the Greater Western Michigan 
market . . . the 38th television 
viewing market. 

Your Avery-Knodel man is the 
one to help you cultivate a bigger 
share of sales. 

And, if you want the best of the 
rest of Upstate Michigan 
(Cadillac -Sault Ste. Marie) , add 
WWTV/WWUP-TV to your 
WKZO-TV schedule. 

t Source: ARB, 1967. 

* The Pearl of Allah is 91 inches long 
and 5% inches in diameter. 

KZO-TV 
100,000 WATTS CHANNEL 3 1000' TOWER 

Studio. In Both Kalamazoo and Grand Rapids 
for Greater Western MI<hlgan 

A rr,.Nnodel, Inc., óclu,ire National top Eoares 

(Ted Bates & Co., New York) 
A three to six -week outing for KOOLS and VICEROY cigarettes takes to the home screen on September 13. Prime IDs will he used exclusively to reach viewers in about 50 markets. Henry 
Bromberger did the buying. 

Chesehrough-Ponds Inc. 
Papers, Koenig, Lois Inc., New 

York) 
PRINCE MATCHABELLI takes a ride on the airwaves beginning September 8. Prime 20s will be used exclusively 
to reach women in 28 markets till 
October 5. Ned Parker buys. 

Chrysler Corp. 
(Young & Rubicam, Inc., Detroit) 
The PLYMOUTH division of Chrysler joins the Fall line-up of 1969 cars 
with commercials slated for the month 
of September. Fringe as well as prime 
minutes will be used to introduce the new 
automobiles to viewers in the top 30 
markets. Stuart Forrest buys. 

Coca-Cola Co. 
(The tllarschalk Co. Inc., New York) 
A four -week fling for MINIITE- 
M.1ID begins September 23. Early and 
late fringe minutes will be used exclusively 
to reach women in 40 markets. Vera 
Barra is the buyer. 

Colgate-Palmolive Co. 
(Ted Bates & Co. Inc., New York) 
A full month's stint for, various 
COLGATE products will be on the 
air beginning the first of September. 

(Continued on page 46) 

WDTV 
COVERING A 

VITAL 
area of 

Central W. Virginia 

WDTV 
FAIRMONT, 

CLARKSBURG, 
WESTON, 

WEST VIRGINIA 
John North Vice Pres. & Gen. Mgr. 

Represented by 
National Television Sales, Inc. 
A CBS Affiliate 
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"We cover. the #2 Market" 
1,1 

One Buyer's Opinion . . 

ESTIMATING RATINGS - PART II 

Not only during a new season, but also all year, buyers are con- 

fronted with "E's" on avails-estimated ratings for spot tv availabili- 

ties. The action taken on these estimates will vary with the buyer. I 

know of one group of buyers that will accept the rep's estimate prima 

facie (i.e., without questioning the procedure used in arriving at the 

estimate). This attitude would be unacceptable to the professional, since 

he realizes that most reps (and their research departments) are some- 

what optimistic about their properties (to say the least). 

This optimism is exemplified by the following: last season I received 

avails for three new programs, all of which were in the same time 

period. Because the programs were new, the reps reflected estimated 

ratings for their respective programs-unfortunately, the total for these 

ratings had exceeded the traditional sets -ín -use for the time period! 

Estimated Ratings 
by Reps 

Program A 12 
Program B u 

Program C 5 

Total 25 
Time Period SIU 19 

To accept all of these ratings prima facie, the buyer would have to 

assume that for some unforeseen reason, six per cent of the metro 
population will change their traditional viewing patterns during this 

particular time period-a phenomenon which would be more than un- 

likely. Therefore, the buyer who accepts a rep's estimate without some 
investigation is only kidding himself. 

There also exists a second category of buyer whó disregards com- 

pletely all spots whose ratings are estimated. He doesn't want to be 

troubled with brain -storming; he'd rather stick with spots that have 
"track records"-it's a lot easier, and besides, "a bird in the hand is 

worth two in the bush!" Such buyers are either too lazy or ignorant 
to estimate their own ratings. This is a mistake, since he might be 

passing up some potential cream puffs (which he is paid by the agency 
to find for the client). Like the prima facie buyer, this type forgets that 
he is being paid for his judgment, and it is his duty to make the most 
of it. 

A third type of buyer is the "copycat," the individual who would 
mere y apply his agency's official program share estimate (for network 
programs) to any local \ehicle offered to him. Thus, if his agency's 
share estimate for a network program is 40 per cent, the buyer merely 
applies a 40 per cent share to the local market program in that time 
period. This will do in a pinch-but what this type should keep in 
mind is that the network rating is comprised of the average of all the 
stations' ratings across the country. Therein lies the fallacy-although 
a network rating is a 20. New York might de iver a 24, but Toledo only 
a 15 for the same program, with each achieving different shares. 

In addition, some markets have strong independent stations, which 
diminish the agency share estimate even further! A modified version of 
the copycat techniques can be very effective-but more to come on that. 

But apart from these three types of buyers, the overriding fact remains 
that a conscientous buyer, who is doing his job, and mill not accept 
ratings prima facie and is willing to prod some figures to come up with 
his own rating projections, finds this ball game a hard one to win. For 
if this is the type of person? a particular buyer is, he must change the 
estimate by re-evaluating the program and he must do it correctly with 
no fallacious short-cuts. 

. 
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TOTAL COVERAGE 

1,325,000 
A CBS AFFILIATE 

NAT'L REP. EDWARD PETRY & CO.,'INC. 

ho's 
h o 
in 

Des Moines TV? 

...that's who! 

COLOR 13 

DES MOINES, IOWA 
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Spot (From page 44) 

Fringe, prime and day minutes will carry the ball into 14 Southern markets. Credit Brenda Nelson with this one. 

Corn Products Co., 
Best Foods Div. 
(Dancer -Fitzgerald -Sample Inc., 
New York) 
A 13 to 14 -week buy for 
SKIPPY PEANUT BUTTER hits the 
airwaves September 9. Early and late 
fringe minutes, 30s and 20s will be used 
to reach viewers in about 60 markets. 
Martin Rosenberg is the buyer. 

Take a good 
look at the 
QUAD-'. 
CITIES 

Coty 
(Delehanty, Kurnit & Geller Inc., 
York) 
Commercials for various COTY 
fragrances break November 26. The full 
range of minutes, 30s, 20s and IDs 
will support the product message in 30 
markets till December 23. Mary Burak 
and Ricki Sonnen are the buyer.. 

Du Pont de Nemours & Co. Inc. 
(BBDO Inc., New York) 
Commercials for ZEREX antifreeze 
take to the home screen September 16. 
Mostly fringe minutes and 20s will be 
used to carry the product message home to 
men in about 25 markets. Mary Ellen 
Clark is the buyer. 

served from 
Davenport, Iowa by 

The Largest 
Market Between 
Chicago/Omaha, 
Minneapolis -St. 
Paul/St. Louis 

c -Tv 

The Quad -City communities are as closely knit together as the boroughs of New York or the municipalities of Cook County, Illinois. It is a combination of four large and six smaller cities, nestled along both banks of the Mississippi River, in the rich heartland of the U. S. A. 
The Quad -Cities is the right buy for a test market or a total market campaign ... and it doesn't take a complicated media mix to effectively cover this market ... just WOC-TV. 

HOW LONG HAS IT BEEN SINCE YOU COMPARED THE 
QUAD -CITIES WITH OTHER MIDWESTERN MARKETS? 
AREA OF DOMINANT INFLUENCE (ADI) RANKINGS* January 1. 1968 

T.V. Households 
Consumer Spendable Income Total Retail Sales 
Food Sales 
Drug Sales 

Quad -Cities 

60 
56 
53 
66 
59 

Des Moines 

61 
57 
56 
71 
62 

METRO AREA RANKINGS* January 1, 1968 
Quad -Cities Des Moines 

Population 
Consumer Spendable Income C.S.I. (per Household) Total Retail Sales 
Food Sales 
Drug Sales 

SR&D 

87 
73 
24 
76 
86 
74 

109 
82 
30 
87 

105 
95 

Cedar Rapids - 
Waterloo 

73 
64 
64 
79 
68 

Cedar Rapids 
Waterloo 

108 
88 
44 
93 

122 
88 

THE RIGHT BUY IN THE MIDWEST IS THE QUAD -CITIES .. . AND THE RIGHT MEDIA IN THE QUAD -CITIES IS WOC-TV! 
WOCTV ... where the NEWS Is 

WOC-Te ... where the COLOR n 
WOC-Te ... where the PERSONALITIES are 

w 
oc 6 

SERVING 

QUAD -CITIES * U.S.A. 
FROM OAVENPORT,tOwx 

Exclusive National Representative - Peters, Griffin, Woodward, Inc. 

General Electric Co. I 
(Clyne Alaxon Inc., New York) 
1 two-week flight for various G -E appliances begins October 4. I)a5 

minutes and fringe piggybacks will be u to carry the word to women in the top .30 markets. Terry Gretnegna is the buyer. 

General Foods Corp. 
(Benton & Bowles Inc., New l'orl, U 

The buy for GRAPENUTS and 
TOASTIES which began earlier this month will be on for Carious lengths, Ili longest being six weeks. For the most part, piggybacks will be used to carry the word into about 35 markets. .\ shortrl buy for PIZZA STICKS signs 

(Continued on page 48 

Rep Report 
RICHARD W. EPP was named man- 

ager of Katz Television, St. Louis. 
Epp has been with Katz since 1960. 
At the same time, THOSIAS P. CAN. 
CILLA joined the New York sales staff 

í' 
EPP CINCILLA 

of Katz Television -Nest. Cancilla 
was formerly local sales manager for 
wKBc-Tv Boston. 

GAItRETT BEItGMAItg and Dor 
IOOBERTS teamed up with the account 
exec staff in Peters, Griffin, Wood - 
ward's Chicago stronghold. Berg - 
mark transferred front 1 GN New 
York and Roberts rejoined the rep 
after a two-year interval. Back in 
New York, STUART ECK ERT signed up 
as an account executive. Eckert was 
formerly media coordinator for 
Bristol-Myers. 

WINSTON E. KOCK JR. joined the 
expanded sales promotion staff of 
Blair Television as assistant creative 
director. Kock had been assistant to 
the director of advertising and pro- 
motion at Avco Broadcasting. 

CONRAD L. ENNIS was appointed 
account executive and special rep- 
resentative in the Special Projects 
Department of Television Advertising 
Representatives, New York. Ennis 
was formerly an account executive 
with CBS Spot Sales. At the sante 
time, R. DESMOND PHELAN was 
named special representative of 
TvAR. Phelan was director of 
marketing research at KYW-TV 
Philadelphia. 

BOB B\RTON and WALTER HART, 
sales development assistants, were 
promoted to account executives at 
Metro TV Sales, New York. 
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rnerit-a'. major chic-. They reach- 
ed Los Angeles in 1919. and 10 days 
after her arris al there she was hired 
by Foote, Cone & Belding- as a 

temporary ty pi -I. 
"I've never regretted it." Lydia 

admit-. "I v% a- moved into the 
Media I)epartment three months 
after joining the agency -a sort of 
jaekof-all trade. assignment-and 
N ithin two ;ears tackled my first solo 

1 imehuy beg act iv ity." 
She feels her -elf luck% to have 

started her media career when tele- 
ision was in its infancy and radio 

the more dominant of the broadcast 
media. "I fe el a better perspective 

4Rertcy Appointments 

rain c. w ;LA L.R. adnunitratis. 
sur president of Henderson \riser 
1i-inc. was named manager of the 

ti.LAr.R 

l.reensille. `. i ofñsr. 1Z.slker has 

lw-rn with the amvrni s since 1953. 

I 5.5i (min .illif JR. pined The 
limner -North (o , \.w lurk a - 

an as count eaeo utive. Smith had 
lkrn manager of local advertising 
for Herts. kt the s me time, sums 

toward broadcast media," she say«, 
"for haling been weaned on radio. 
a- it were." 

Lydia Reeve has just completed a 

ear' presidency of Los Angeles 
Advertising Women, an organization 
-he has been active in fur a decade. 

She lives in an ancient house (by 
California standards) with two an- 
cient dogs, a German short -haired 
pointer (l21 and a combination 
terrier -beagle 1111. The house. lo- 
cated in Silserlake just 10 minutes 
from her office; is an upsidedown 
hillside -tructure which started out 
as French Norman. then became 
Spanish, and finally traditional. 
Lydia is redoing it, room by room. 

Cooking is Lydia's passion. She 

owns (and uses) 50 cookbooks, and 
loves to surprise guests with experi- 
mental gourmet concoctions which 
are successful because of her own 
inspired touches. 

She enjoys the theater, and did 
-tone acting in school. Her claim 
to fame, she says, is that she was 

one of Paul Newman's first leading 
ladies-in school productions. "Paul 
was verb short then," she says, "or 
I was tall, so I generally played 
his mother!" 

POLONER, an account executive, was 

appointed vice president adminis- 
trative services. 

MIKE AD SIR and CnARLE3 A. HORN 

in. were elected to site presidencies 
at Kenson & Eckhardt, New York. 
Ndair. account supervisor on 
Beecham New Products. has been 
with the agency for one year. Prior 
to joining K&E, he was an associate 
product manager in the Birdscye 
Ili. i; ion of General Foods. Horn, 
who has been with the agency since 
1961. is an account supervisor ,n 
Beecham's \lacleans toothpaste and 
Brs lereem. 

L11 IONM. LEESE joined Bozell & 

Jacobs, Nev. lurk, as an account 
executise. Leese was formerly an 
account executive with Gumbinner- 
North. 

JOEL (Pty joined Clinton E. 
Frank. Chicago, as an account ex- 
rsulise. Cpin was formerly a .ice - 
president ' account supervisor at 
Edward 11. Weiss & Co. 
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Media Personals 
ARLENE J. sRouDE joined Stiefelj 

Raymund Advertising, New York, as 
media director. Miss Broude was 
formerly a media buyer and assist- 
ant to the executive vice president at \larch Advertising. 

JArE ENCKE MCCAItTttY became the 
media director of Project '68. Mrs. 
McCarthy had been associate media 

I/ICCARTnY 

director at Harvey & Carlson. 

ROBERT REUSCHLE left his post as 
media supervisor at Young & 
Rubicam, New Fork, to assume a 
similar position with Henderson Ad- 
vertising in Greenville, S .C. 

Spot (From page 46) 

off early next month. Early and late finge 
minutes are plugging the product in 
about 35 markets. Linton Bostic is the 
buyer. 

L>,ternational Playtex Corp. 
(Young & Rubicam Inc., New York) 
Commercials for PLAYTEX CROSS 
YOUR HE \RT BRAS and EIGHTEEN 
HOUR GIRDLES start September 15. 
Primetime piggybacks will be used 
exclusively to reach women in Portland 
and Buffalo till the end of December. 
Mary King is the buyer. 

Lehn & Fink Products Co. 
(Doyle Dane Bernbach Inc., I1 ew 
York) 
The commercials for BEACON WAX 
that started earlier this month will be 
on till October 20 in some markets 
and till December 8 in others. 
Primarily early and late fringe 30s will 
he used to reach women in 35 markets. Mike Gottesman and Joan Keegan are 
the buyers. 

Lines Bros. Ltd. 
(Benton & Bowles Inc., New York) 
Commercials for DINKY TOYS 
will be on the air through the early 
part of next month. Day minutes and early 
fringe piggybacks will be used to reach 
youngsters in 35 markets. Dennis 
Silverman did the buying. 

Put the middle 
of the mitten... 
in the palm of 
your hand 

wILx-Tv 
ILXTV 

1. More efficient distribution 
of circulation. 

2. Dominates southern half of 
circulation. (Lansing and south) 

3. Puts more advertising pressure 
where it's needed most. 

4. Gets you more complete coverage 
with less overlap. 

C 

ft - 

LANSING 

BATTLE CREEK ANN ARBOR 

JACKSON 

WILX-TV 
1048 Michigan National Tower 

Lansing, Michigan 48933 
u . rn..en 
RADIO TELEVISION SALES. INC. 
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Narragansett Brewing Co. 
(Needham, Harper & Steers Inc., 
Very York) 
Commercials for N 1R RAGA NSE'1'T BEEN will be on the air till December 
31. Early and late fringe minutes as as prime 20s will be used to reach met in' Springfield, Hartford, Boston and four other Ness England markets. Genet McGuire is the contact. 

National Dairy Products Corp. 
(N. W. Ayer Inc., New York) 
Commercials for SE.\LTEST 
PUDDING will be on the home screen through next month. Day minutes 
coupled with early and late fringe 30s w 
be used to urge women to buy in about nine markets. John Gudelanis is 1. the contact. 

(Continued on page 1i 

Buyer's Checklist 
New Representatives 

KNOE-T' Monroe, La., appointed 
1I -R Television its national spot 
representative, effective immediately. 

KFIZ-TV, Channel 34, Fond Du 
Lac, \\ is., appointed Walton Broad- 
casting Sales Corp. its national sales 
representative, effective immediately. 

New Stations 
KT) L, Channel 40, the first in- 

dependent television station in Sac- 
ramento -Stockton, begins commer- 
cial operations on October 1, 1968. 
Avery-Knodel was appointed the 
station's national sales rep. 

Rate Changes 
NBC: 

KPRC-TV Houston from $1,500 to 
$1,650, effective February 1, 1969. 

KIFI -Ts Idaho Falls from $225 to 
$275, effective February 1, 1969. 

IN SIOUX CITY IOWA 

,. 

a m(!g -awatt of 

.p, u,w1. 

One Million Watts of Sales Power 
Represented by Adam Young-TVM, Inc. 

Bob Donovan,General Manager 
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7111 (From page 48) 

jr414l Corp. 
nullivan, Stanger, Colwell & Bayles 

Vest York) 

. t. -t buy for the COVER GIRL 
rrnotion (hit broke earlier this month 
I be on the air through the end 
,September, Early and late fringe 
nut« together with prime 30s 
I be used to reach women and teenage 
I. John Krigley is the contact. 

u; (Oppenheimer- Fund 
ullivan, Stanger, Colwell & Bayles 

1'., Nev York) 

third weekly buy for 1 HE 
t!PFNl-IEI%IER FUND starts at issue 
I. Prime 20s and IDs will 

used exclusively to carry the word to 
n in three markets. \ fourth weekly 

II breaks September 2. Myrna 
Hiner is the buyer. 

The Procter & Gamble Co. 
(Papert, Koenig, Lois Inc., .\ew 
York) 
The special DASH automatic 
toothbrush promo will be on the air 
through the end of the month. Day and 
night minutes will be used to make 
viewers in six Kansas City -area markets 
aware of the special offer. Credit Linda 
Dworetz with the buy. 

Schick Electric Inc. 
(Dancer -Fitzgerald -Sample Inc., "Sew 
York) 
A 10 -day flight for various SCHICK 
products takes off September 3. Fringe 
and prime piggybacks will be used 
exclusively to carry the product message 
to both men and women in the top 15 
markets. Credit Carol Ann Behn with the 
huy. 

Stella D'oro Biscuit Co. 
(Firestone & Associates Inc., New 
York) 
A five -week buy for the complete line 
of STELLA D'ORO biscuits, cookies and 
breadsticks starts eating -up air time 
on September 9. Day minutes as well 
as early and late fringe Ills will be 
used to tempt viewers in the top 20 
markets. Credit Dorothy Callenda with 
the huy. 

Trans World Airlines 
(Foote, Cone & Belding Inc., New 
York) 
Commercials for T\V A took flight 
shortly before issue date. Early and 
late fringe minutes will be used to 
reach men in New York. San Francisco, 
Lo- Angeles, Chicago, Boston and 
Philadelphia till the fifteenth of next 
month. Joan Ashley engineered the buy. 

LAND OF YEAR-ROUND 

GOOD. LIVING, GOOD BUSINESS 

BIG OLIN MATHIESON OPERATION 
FOR WCTV - LAND 

The Olin Mathieson Chemical Corporation has announced 

the purchase of 1,740 acres near St. Marks, Wakulla County, 

for its new Boll Powder Plant, expected to be in operation by 

1970. 

The plant, manufacturing the smokeless propellant used in 

the company's world-famous Winchester and Western brands 

of sporting ammunition, is expected to give employment to 

some 300 people. 

At the recent ground -breaking ceremonies, the company 

presented a gold-plated shovel to the community of Wakulla 

County. WCTV welcomes this great company to the land of 

year-round good living and good business. 

i 

.1 

Edwin H. McWhorter will direct the new operation 
In Wakulla County. Including construction of the 
plant. He is a native of Savannah, Georgia, a 
graduate of Emory University and the Cornell 
Graduate School of Business Administration. 

TALLAHASSEE THOMASVILLE 

BLAIR.TELEVISION 

Ii 

I'tr'11- i,;. 'I111'111 21l l068 

' 

A CBS AF FTLIATE 
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The time 
is Now..:. 
to firm -up fall and winter schedules. 
Fact. minded time buyers will find the 
February/ March Baltimore ratings 
provide interesting reading for effective 
planning in this important -market. 

In Maryland 
Most People Watch COLOR -FULL 

WMAR - TV 
'CHANNEL 2, SUNPAPERS TELEVISION 
TELEVISION PARK,. BALTIMORE, MD. 21212 
Represented Nationally by KATZ TELEVISION 



 

Nail Street Report 

lood deal for MCA. There's no 

Iuestion that shareholders of MCA 

lc. are getting a good deal under the 

Grestis ghouse offer. 

They would still be 'way ahead 

17en if MCA were selling a few points 

igher than it is. All things con- 

dered, it is rather surprising that, 

'n the heels of the Westinghouse an- 

'ouncement explaining terms of the 

ffer, MCA did not show significant 

ilses in the market. 
MCA has sold at well over 50 but, 

bllowing news that the boards of 

oth companies had agreed to the 

rerger, it was around the mid -40s. 

The next step is to get shareholder 
pproval, and neither management 

nticipates much difficulty in this re- 

irrd. A vote probably will not be 

ken until mid-Septe nber, because 

f the time it takes to set up the me- 

ianícs of the vote -getting proxies, 

lc. 
It Meanwhile, the Justice Department 

as issued its usual statement that it 
. 

I studying the situation. A Westing- 
use official confided that he didn't 

Sl ink there was anything sinister in 

liso "It's par for the course whet. a 

ig company is involved in merger 
"iscussions," he said. 

I natural couple? The 
puse interest in MCA is natural, and 

method of courtship is typical of 

4e trend among big companies to 
feet takeovers by issuing convertible 
referred stock. This has no immedi- 
ce impact on the survivor company's 
,Irrnings situation and represents, in 
'fed, borrowing money at low in- 

, :rest rates. 
By the same token, such deals are 

sually generous, and holders of 
Lock in the company to be taken over 
enerally finish up in a better income 
nil equity position than they were 
efore. This appears to be true with 
egard to the Westinghouse -MCA 
eat. 
Westinghouse has offered 0.677 of 

,,share (about two-thirds) of new con- 
f"lertible preference $3 dividend stock 

each share of MCA common. The 
¡reference stock would not be called 
,y Westinghouse for five years, but 
bald be redeemed after that date for 
85 a share. This is considered an 
nlikely eventuality; Westinghouse 

common probably will be selling at 
more than that price by that time and 
the preferred, being a senior issue, 
has prior claim on dividends. Thus, 
there would be very little point in re- 

demption. 
However, price appreciation on 

common has been taken into ac- 

count, albeit conservatively: during 
the first five years the preferred would 
be convertible into one share of West- 
inghouse common but, in the sixth 
through 10th years, the conversion 
ratio will be reduced by 0.01 share 
on each successive year. 

The whos and whys. \part from 
the modus operandi, the Westing- 
house move is typical because it rep- 
resents an effort to cut programming 
costs-or at least, this seems to be 
an obvious reason. Other broadcast 
conglomerates have been following 
this route. 

MCA, of course, produces and 
distributes motion pictures, to evision 
programs and phonograph records. 
It also o's ns Universal City, a film 
production studio and real estate 
complex, apart *from Columbia Sav- 
ings and Loan -\ssociation of Colo- 
rado and Spencer Gifts Inc., a mail- 
order distribution house. Westing- 
house, of course, operates the Group 
W stations. The following material, 
pros ided by an independent and 
highly regarded securities analy st, 
explains the deal: 

The proposed acquisition of MCA 
inc. by Westinghouse Electric rep- 
resents an improvement in investment 
ehicle for MCA common share- 

holers for the following reasons. 
(1) Dividends - The indicated 

rate on MCA stock is 60 cents per 
share. For each share of this stock 
2/3 of a share of Westinghouse Elec- 
tric $3 convertible preferred is of- 

fered. Two-thirds of $3 is $2, which is 
an increase in income of 133 per 
cent. 

The Westinghouse preferred is con- 
vertible into Westinghouse common 
on a share -for -share basis. The in- 
dicated dividend of this common is 
$1.80 and two-thirds of this is $1.20 
which is 100 per cent over that paid 
by MCA common. 

(2) Earnings - MCA profits for 
the 12 months ending March 1968 

if 

L;í . 
f, % 

IP 

L_:i+, 

1 

were $2.19 per share. Profits for 
Westinghouse Electric common for 
the 12 months ending June 1963 
were $3.38 per share and two-thirds 
of this is about $2.25 per share, which 
is an increase in terms of comparably 
recent earning power of just under 3 
per cent. 

The earnings power available to 
two-thirds of a share of Westinghouse 
Electric preferred should be sig- 
nificantly greater than this due to its 
relatively senior position in the capi- 
talization of Westinghouse Electric. 

(3) Market price - The price of 
MCA common stock on august 8, 
1968 was 461/4, and on the same date 
the price of Westinghouse Electric 
common was 711/4 and two-thirds of 
this is about 471h. representing a 
gain of about 21/2 per cent. 

(4) Growth potential - The fol- 
lowing table of per share earnings 
for these two speaks for itself: 

MCA Westinghouse 
1967 $2.13 $3.21 
1966 1.84 3.16 
1965 2.21 2.88 
1964 2.01 2.05 

From the Westinghouse viewpoint, 
MCA is an asset because of its prov- 
en skills in movies (Thoroughly Mod- 
ern Millie and The War Wagon are 
two of its most important releases) 
and its position in television film 
production and syndication. its ac- 
quisition of Decca Records and its 
Los Angeles real estate also make it 
an attractive partner. 
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TVY 
Is Proud to Serve 

FORT RUCK 
and those who serve us there. 

As the training base for those who fly the choppers, Ft. 
Rucker is now the largest military installation in the State, 
and in for further expansion as air -mobility grows through- 
out the Army. 
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Military (Continued trim Page 29) 

sary's motives are volume and keep 
ing their customers happy. Which ex 
plains why the best-known brands. 
get the best reception. a 

"With a commissary," he adds, f 
"if your stuff is in-and popular-, 
you've got it made. But they sure try 
for the low -low price." 

The price rule of commissaries, 
and exchanges, is disarmingly simple: 
All the would-be supplier has to do 
is prove that his price is at least 
as low as his lowest non-military 
price-and this regardless of the' 
quantity ordered by the military. 

Not by price alone 

Price is, of course, not the only 
criterion for selling to commissar- 
ies. Before it can be authorized for 
sale, each item must be evaluated 
and passed by a merchandising board 
comprised of commissary officers. 

Each service specifies basic items 
which must be stocked. As far as 
other merchandise is concerned, 
however, it's the local commissary 
officer who decides what his store 
will carry. In taking on new products, 
he relies to a great extent on "want 
slips" which customers fill out when 
the store does not carry items they 
want to buy. Since the average Navy 
family moves every two years, this 
system keeps new product requests 
flowing in steadily. 

Generally, salesmen of packaged 
food and household needs call on 
individual commissary officers and 
make presentations, much as they do 
with civilian accounts, but omitting 
the profitability pitch. 

Nor do they bother to push in- 
store display materials, since mili- 
tary regulations prohibit "any at- 
tempt to encourage or discourage the 
sale of an item." The only signs 
permitted in a commissary or ex- 
change are straight price signs; not 
even sale merchandise may be iden- 
tified beyond its price. 

Do salesmen mention conventional 
media campaigns to commissary of- 
ficers? "Believe it," sass a market- 
ing executive. "If one of our brands 
is spending big money on tv, this is 
certainly communicated to the guy 
who runs the commissary." 

This marketing man reflects his 
company's approach to the military 
market when he says, "When you 
sell through commissaries, you're 
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teople and dollars -military installations '68 

u' figures shown below uere compiled with the assistance of the 

parrment of Defense and the information officers of the 

litidual installations. All of the bases listed have a decided 

onomir impart on the surrounding areas. For various reasons, 

me al the information for some installations is not available. 

4 of the figures shoun are official. See page .54 for 

planation of footnotes. 

Base 

LABAMA 
iA AFB 

. McClellan 

. Rucker 
axwell $ Gunther 
.dstnne A roenal 

Military 
Population' 

Civilian 
Employment 

5,606a 727 
NA 1,200 

18,403" 7,161 
\FBs 5,123` 2,522 

10,200 11,000 

«RKANSAS 

the Bock AFB 15,111 605 

ALIFORNIA 

'. MacArthur 4,935 700 
. Ord 41,000 3.000 

'Q Eleventh Naval Di'.trict 384,475 21,600 
triton \F 8 6,148' 3.958 

OLORADO 

. Caron 
SA F Academy 

' LORIDA 

glin AFB 
acDill AFB 

'IcCoy A FB 
Africk A FB 
yndall Af 11 

S Naval Air Station 
SNAS, Jacksonville, 
Mayport, Cecil Field 

IEORGIA 

t. Henning 
. Gordon 

t. 3fcPherson 
obins AFB 
S Army Flight Training 
Center, Ft. Stewart/ 

1 

1lunterAnnv lirfield 
S\IC Supply Depot 
S Naval it Station 

i,ANSAS 

orbes \ FB 
t. Riley 
IcConnell AFB 

(ENTUCKY 

t. Campbell 
I I. Knox 

..OUISIANA 

arksdale AFB 
t. Polk 

'ISSISSIPPI 

.eeslcr AFB 
ltleCaine Field 

IIISSOURI 

t. Leonard Wood 

49,368 3,040 
7,347 1,949 

41,055 3,769 
19,301 1,449 
10,197 444 
10.875' 20.700 
5,000' 1.300 

13,184 9,100 
32,084` 6,707 

78,910 9,997 
41,854 4.563 
6,956 2.003 

11,200" 18,600 
20,487 2.240 

2,867 2,083 
6,050 500 

9,900 600 
36,738 2.748 
19,000 600 

33,000" 3,000 
54,000" 7,000 

22,000 1.200 
13,955 3.553 

34,600 3,500 
5,615 470 

43,186 2.378 

Annual Payroll 
Military Civilian 
(000) (000) 

$13,802 
18,109 
32,100 
68,795 
26,600 

`19,895 

$11,250 
70,000 

521,591 
58,976 

8113,704 
28,760 

$36,000 
40,652 
16,452 
33,200 
36,000 

$162,135 
96,995 
22 164 
33,700 
40,000 

4,894 
6,682 

$22,500 
30,000" 
26,696 

$48,000 
125,000 

$3,808 
8,980 

19,034 
19,578 

111,600 

$3,685 

$6,950 
19,000 

201,792 
29,839 

$16,314 
13,018 

$25,000 
6,634 
2,731 

204,400 
8,000 

100,000' 
191,100' "" 

$35,236 
29,560 
20,109 

142.300 
13,184 

12,615k 
1,442 

$2,500 
14.677 

3,847 

$18,000 
34,100 

$53,000' 
43,588' 13,392' 

$80,034 
14,154 

$ 48,557 

$23,801 
2,017 

$17,213" 

Annual 
Sales' 
(000) 

$3,924 
NA 

20,167 
14,292 
13,500 

$849° 

$13,100 
NA 

53,428" 
15,233' 

$21,472 
6,950 

$1,000" 
20,682 

733° 
12,982" 

NA 
NA 

20,960" 

$39,083 
27,451 
15,234 
6,054° 

14,465 

3,020 N 

$7,150 
13,321 
8,464 

NA 
36,200 

NA 
NA 

$27,757 
NA 

$24,922 

Nearest 
Market 

Selma 
Anniston 

Dothan 
Montgomery 
Huntsville 

Little Rock 

San Pedro 
Monterey 
San Diego 
San Bernardino 

Colorado Springs 
Colorado Springs 

Valparaiso 
Tampa 
Orlando 
Orlando -Daytona 
Panama City 
Pensacola 
Jacksonville 

Columbus 
Augusta 
Atlanta 
Macon 
Savannah 

Albany 
- Albany 

Topeka 
Junction City 
Wichita 

Nashville, Tenn. 
Louisville 

Shreveport 
Leesville 

Biloxi 
Meridian 

Springfield 
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Base Mil. Pop.* Cir. Emp. Mil. Pay Cir. Pay Sales` Market 
NEBRASKA 

OHutt AFB 36,642 1.833 $83,500 817,300 $19,255 Omaha 
NEVADA 

Nellis AFB 22,687 1,120 $23,032 $8,706 9,768 Las Vegas 
NEW MEXICO 
Holloman AFB 12,134° 3,990 $32,401 9.32.304 $6,0111 A1amagordo 
NORTH CAROLINA 
Camp Lejeune 57,866 4,355 $130,600 921,200 $8,500' 

` Jacksonville Ft. Bragg 123,601 4,270 156,000 26.400 57,530' Fayetteville Pope .1 FB 12,968 313 26,820 2,148 N \° Fayetteville Second Marine Aircraft \Ving 
& MC Air Station 28,800 4,400 64,000 37,000 13,396 New Bern Seymour Johnson AFB 17,613 575 29,000 3,800 6.901 Goldsboro USMC Air Facility 5,400° 190 10,000' 2,300° ` Jacksonville 

OKLAHOMA 
Ft. Sill 53,355 5,565 $125,450 $26,117 NA Lawton 1 ante AFB 2,069 1,363 8,702 888 2,686 Enid 
PENNSYLVANIA 
Carlisle Barracks 2,009 503 $3,900 82,780 92,297 Carl$ -1e 
SOUTH CAROLINA 
Charleston AFB 20,997 1,647 $37,241 $9,100 N.\ Charleston Charleston Naval Base 46,112 12,968 145,000 104.085 NA Charleston Ft. Jackson 31,449 3,029 82,678 17,368 20,292 Columbia Myrtle Beach AFB 9,758 522 14,850 3.348 4,776 Myrtle Beach Shaw AFB 24,412 727 35,284 5,404 9,609 Sumter 
SOUTH DAKOTA 
Ellsworth AFB 17,013 714 $19,701 42,343 NA Rapid City 
TEXAS 
Bergstrom AFB 18,688° 537 $20,400 $3,657 $9,862 Au -tin Brooks AFB 1,902° 947 8,760 8.169 1,473" "an Antonio Carswell A FB 7,383 780 27.970 6,682 1,150 Ft. Worth Dyess AFB 7,700 600 12,948 NA N A A bilene Ft. Hood 63,600 3,000 116,000 19,000 N A Killeen Ft. Sam Houston 55.332 4,899 72,899 33,997 28,074 San Antonio Ft. \C otters 8,264 1,000 16,226 6,J13 N A Mineral Wells Goodfellow AFB 7,200 500 14,300 3.200 3,975 San Angelo Kelly AFB 27,677 25,749 47,178 198,791 8,007 San Antonio Lackland 25,420' 2,493 83,244 14,437 NA San Antonio Perrin AFB 3,067° 897 18,761 6,593 5,781 Sherman Randolph AFB 13,402 2,831 44,000 23,000 12,247 San Antonio Reese AFB 5,650 850 12,000 5,000 600° Lubbock Sheppard AFB 38,714 3,387 51,605 20,212 18,961 Wichita Falls US Naval .fir Station 12,556 5,479 NA NA N A Corpus Christi Webb AFB 2,100' 900 24,000 5,000 4,120 Big Spring 

VIRGINIA 
Armed Forces Staff College 612 76 52,141 $710 NA Norfolk Ft. Eustis & US Army 98,322 4,549 66,489 $22,414 $16,525 Newport Nees Transportation Center 
Ft. Monroe 3,9291 1,837' 14,098 13,000 5,850 Hampton 11Q Fifth Naval District 186,766 33,118 209,496 259,725 NA Norfolk Tidewater 
Langley AFB 34,810 6,020= 50,670 12,294 18,435 Hampton 

WASHINGTON 
Ft. Lewis 62,000 2,000 $60,000 $7,000 82,900 Tacoma 
NOTES: a. Includes dependents both on- and oft -base; 
b. Does not include dependents living off -base; c. Does not include 
dependents; d. Includes students in number of active military 
personnel; e. Includes Cape Kennedy Air Station; 
j. Includes Summer youth employment; -g. Includes NASA; 
h. TELEVISION Ace estimate; i. For a nine -month period only; 
j. Combined military and civilian payrolls; k. Includes 
appropriated funds only; 1. Includes annual post exchange, 
commissary, as well as mess and club sales; 

n. Does not include commissary sales; o. Mess and club sales 
only; p. Does not include mess and club sales; q. Commissary 
sales are for 11 months only; r. .Mess and club sales are for 
11 months only; s. Commissary sºles only; 
t. Commissary sales figures for Camp Lejeune include USMC 
Air Facility; u. Base exchange at Ft. Bragg also operates 
satellites at Pope AFB, sales totals are combined; 
v. USNAS Jacksonville only; w. 1966 total. 
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tiling to people who were civilians 
esterdav and most of whom will 

e civilians again tomorrow. They're 
mericans living in America-not 

a vacuum, and they're exposed to 

ssentially the same media civilians 
re exposed to. They watch tv and 
;ad magazines just like everybody 

e. 
13 

Commissaries are big business in 

roceries-doubters are advised to 
=k the supermarket companies. In 
967, sales -per -store figures put 
omestic military commissaries ahead 
f Food Fair, A&P, Jewel Tea, Krog- 
r, Grand Union, Safeway, Winn - 
pixie, Acme and National Tea. In- 
ividual commissaries averaged 
3out $3.7 million, while runner-up 
ood Fair came in with $2.15 
Billion. A&P finished last in the 
coup with $1.16 million per store. 

Commissary sales 

In fiscal 1968, the 58 naval corn- 
qissaries in this countr; moved 
156 million in groceries alone 

'meats and produce added another 
'53 million). The same period found 
luny commissaries in the U.S. sell- 
ag a total of $329 million in all 

t,ierchandise categories, according to 
merriment figures. 
Exchanges are even bigger busi- 

ess. In fiscal 1968, the 7,827 Army 
rid Air Force exchanges in the U.S. 
:tailed $2.5 billion worth of mer- 
handise, ranging from Sc candy 
ars to $200 stereo components. By 
ar the biggest buck went to tobacco 

)id par appear? Among the athletes 
t recent agency -client tournament 
osted by KT v I1 San Francisco -Oak - 
And and its general manager, Rog - 
ir Rice, were (1. to r.) Lloyd Cun- 
Íighant, Cunningham and Manning 
'ldvertising; Gil Freeman, president, 
In. .l. Lancaster Co.; Carroll Min - 
her; president, Gateway Chevrolet: 
rid Bol. Mart, national sales man- 
,ger of FTVU; 

products and smoking accessories- 
$85.2 million-followed by house- 
hold appliances, $67.3 million; and 
toiletries $41.2 million. 

In the same period, sales of the 
129 Nave exchanges in this country 
hit $228.8 million, led by tobacco 
($43.7 million), toiletries ($19.4 
million), and household appliances 
and accessories ($18.9 million). 

A detailed look 
In the table below, sales are brok- 

en down for both the Army/Air Force 
and Navy exchanges in fiscal '68. 

Domestic military exchange sales 
by departments - 

Army/Air Force 
Department Sales 

Other clothing & linens $134,356,052 
& domestics (includes men's 
civilian clothing, women's 
clothing, infants' & child- 
ren's wear) 

Sundries (includes photo 114,274,437 
equipment, sporting goods, 
to)s, radios, phonographs, 
records) 

Food & beverages 110,469,109 
Tobacco & accessories 108,123,538 
Drugs & toiletries 86,173,871 
/l ousewares 81,220,405 
Stationery & periodicals 31,156,035 
Jewelry 24,903,003 
Uniforms & accessories 18,679,342 

Total $709,355,764 

Navy 
Department Sales 

Tobacco & accessories $43,690.029 
Candy & food products 8.729,115 
Related merchandise 10,712,283 

Household appliances & 
accessories 

Cameras & photographic 
Athletic goods 
Related merchandise 

18.929 072 
6,737,518 
4,592,514 
3,300,652 

Hardware & garden supplies 
Stationery & periodicals 
Toys & wheel goods 
Luggage & leather goods 
Related merchandise 

7,518,833 
6,520,463 
5,950,473 
3,889,641 
2,388,187 

Toiletries 
Jewelry 
Household supplies 
Related merchandise 

19,416,383 
6,459,928 
5,916,051 
3,989,119 

tl/en's accessories 
(civilian clothing) 

Uniforms & accessories 
Infants' & children's wear 
Domestics & dry goods 
Related merchandise 

15,981,919 
8,882,146 
6,967,451 
3,777,846 
4,095,880 

Family shoes 4,370,920 
tlliscellaneous departments 17,334,945 

Total $228,828,677 

There's a lot of 

NAVY 
in 

MERIDIAN 
Miles from the ocean, Meridi- 

an is home to the substantial 

Naval Auxiliary Air 

for training Navy and 

pilots. 

Station 

Marine 

and oil 

1212 plus producible wells 

are located in WTOK-TV's cov- 

erage area. 

and industry 

Meridian has almost a hun- 

dred manufacturers, with diver- 

sified products from soft goods 

to fabricated steel. 

and business 

Meridian is the business and 

agricultural hub for a booming 

29 -county area in Mississippi 

and Alabama. 

WTOK-TV 

ABC CBS NBC 

MERIDIAN, MISS. 

Represented by: 

THE MEEKER CO. New York, 
Chicago, Los Angeles, San 

Francisco 

EUGENE F. GRAY CO. 

S. Louis, Kansas .City 

BUSBY, FINCH & WOODS, INC. 
Southeast and Southwest 
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Buyers for the Army & Air Force 
Exchange Service, which is located 
in Dallas, are generally credited by 
vendor marketing men as knowing 
what they're doing. 

How the army buys 
"They're very knowledgeable, very 

professional," one national sales 
manager told TELEVISION AGE. "They 
go by the book, and the book is 
complete. They're not interested in 
marginal stuff. They want fast -turn 
goods; items that hale the demand 

potential and price to get hot and 
stay hot. They're interested in basic 
models, colors, sizes." 

Each time this sales manager's 
company markets a new product, 
or even a new model whose chang- 
es are purely aesthetic, he takes it to 
Dallas for approval at exchange head- 
quarters. Once approval is secured, 
his salesmen take the item to the 
regional Personnel Support Centers, 
where the actual buying is done for 
Army and Air Force exchanges. Here, 
the salesmen shoct for orders. 

ái81 mrecr... 
direct to the nation's 

wvece 
Officers, Men and 

most concentrated military market 

The Television 
Families of these 

Norfolk/Portsmouth/Newport News 
Hampton/Virginia Beach/York County 

ARMED FORCES STAFF COLLEGE - 
HAMPTON BLVD- 
Commandant 444-534 
Chief of Staff 444 -56 - 
Secretary 444561 
Public Affairs Ofcr 444-52: 
CO-NAVADCOMD .444-51: 
Duty Ofcr-NAVADCOMD- 

Duty Hours 444-51 
Non -Due-. Hours -444-SS 

NAVY DEPT- 
communications Oftr- 

CWO 444-6397 
Duty Ofcr 444-6459 

Atlantic Division BUDOCKS- 
Norfoik,- 
Director 444-7611 
Deputy Director 444-7711 
Counsel 444-7431 
Asst Dir for Engrg 444-2779 
Contract Div 444-7231 
Const Div 444-7621 
Design Div 444-7631 
Plans, Files A Records 444.3039 
OICC-ROICC Sewelis Pt 444-7531 

Atlantic Fleet Operations 
Control Center 423.1270 

Branch Hydrographic Oft 
Nasal Sta 444-4113 

BUWEPS Fit Readiness Rep 
Atlantic NOS Norfolk- 
Commander -4444725 
Deputy 444-8726 
Duty Ofcr 444-8858 
Adman Sery Div 444.8773 
Asst Rep for Fit Support ---444-8779 
Past Rep for Quality 

Assurance 444-8446 
Asst Rep for Contract 

Support 444-8855 
CAFSU Field Ole NNSY 393-1156 
CIRO 444-7541 
Carrier Airborne Early Warning 

S4dn 12 RAS Norfolk 444-4124 
Carrier Anti Submarine Mr 

Grp 56 HAS Norfolk 444-2641 
Chaplains- 

Benmoreell 423.71+^ 
Naval Air Force 
Naval Sty_" 

Cinclan- 
N' 

(4 4 . 

44. 
---.ale! Oicr 44, 

Supply Oler 44, 
1st Lt 44, 
Medical Ofcr 44, 
Dental Ofcr 44 

8 
lminlslrative- 

-r COs 44 
R fedi,-1 Or- 44. 

Vi 
f 

11a 
-so 1 Flt '. s. 

Intelligence - 
Asst COS -41, 

Station that Serves 
Vital "Hidden Markets" 

1 

Logistics- 
gg4.6183 Asst COS 

Adman Asst 444-6128 
Flt Maintenance Ofcr 444-6681 
weapons Logistics 0fu 444-6417 
Logistics Planning Ofcr 444-6815 
Joint Petroleum Ofcr 444-6010 

Plans- 
Asst COS 
Adman Asst 444-6723 

Communications- 
Asst COS 
Adman asst 444-6761 
Flt Comm ofcr 444-6761 
Stall Comm Ofcr 444-6286 
OINC Comm Center 444-6286 

Naval Security Gr Matters- 
Asst COS 444-6621 
Ofcr of the Day 444-6211 
Political advisor 444-6369 

:lubs- 
Aerodome EM Club NAS---423-4111 
Breakers EM Club 

Naval Station --588-2900 
Breezy Point Lifers Club ----423.8450 
Club 56 

Naval Amphibious Dase --464-3017 
:raiser Destroyer Atlantic 

Maintenance Rep 444390E 
Cruiser Destroyer Atlantic 

Supply Rep 444-2718 
Cruiser -Destroyer Flotilla 4 - 

Norfolk- 
Admiral 444-3001 
COPS 444-3001 
Duty Ofcr 444-7081 
Flag Lt 444-3001 
Flag levy 444-2200 
Communications 444-2904 
Public Info Dicr 444-3608 
Legal Chaplain 444-4808 
Cruiser -Destroyer Ship 

Info 444-7083 
/avid Taylor Ntodcl Basin 

Undrv.tr teplosns research div 
Ports 397-653I Defense Sumb.< ealec. - 

444-6721 

444-6761 

Day 444-3784 
Night 444-4026 

1st Lt-CMAA 444-4026 
Academic Dept 444-3782 
Evaluation Dept 4443784 
Tactical Trainer Dept 

444-0026 
7 

Library 
Supply ofcr 444-3192 

Anti Submarine Warfare -Force 
Atlantic-Norfolk- 
Commander 4444-6655442 
Flag Lt 
Flag S 4446443 
ACOFS- 

Open 
Readiness 
Plans 

Intelligence ofcr 
Area wage & classifictn ofc 

Norfolk --444-2341 
FREQUENTLY CALLED NUMBERS 

COAST GUARD RESERVE ---887-2811 
FORT EUSTIS 878-5251 
FORT MONROE 727-2111 
LANGLEY AIR FORCE 

BASE 764-9990 
NASA 722-7961 
NAVAL WEAPONS 

STATION 887-2411 
WAS Nor8k 444.2605 

Housing Manager 
New Cosprt 393-4931 

Hsng Mgr Stanly Ct 487.5450 
Hewitt Housing 

8300 Mradw Crk Rd 588.2876 
Man Space Craft Recovery-- 

CTF-140- 
OINC 444-4802 
Public Info ofcr 444-3608 
Flag Secy 444-6631 
Force Athletic Ofcr 444-6651 
Master -At -Arms 444-6633 

Supreme Allied Command Atlantic- 
Oft of COFS 444.6241 
Public Info ofcr 444-6216 
Personnel & Admin- 

Asst COFS 
rvecutive Asst 

/ 
WVEC TV 

NORFOLK/HAMPTON. VIRGINIA 

THE 
KATZ 
AGENCY, 
INC. 

444-6581 
444-6592 
444-6582 
444-6059 

NDAiv - 

444-6036 
444.6037 
444-6136 
4446046 

-444.4.. 
444-2670 

»mood Duty Oft 444-7097 
dorm 444.7771 

Personnel 444-2870 
-lance Oft 444-3456 
Ofc 444-3453 

a marine Sevin 24 
NOS Norfolk --444.4111 

marine S4dn 27 
NOS Norfolk- -444-4717 

The support centers-there are l;y 
of them-are the heart of a new corm 
cept in military procurement, design¡ 
ed to lift the buying burden from 
the local exchange officers and let 
them concentrate on running the 
store. Now, buying is handled b} 
each support center for all of the 
exchanges located in its region. t 

No longer the prime marketing; 
target, the exchange officer finds that 
his life has been greatly simplified. 
Every 30 days, he receives a tab -1 
run form from his support center, 
listing accredited items, with maxim- 
um stock levels for each. The ex- 
change officer takes inventory, fills 
in the amount of on -hand stock of 
each item. and returns the form to 
the support center. There the differ- 
ence between the on -hand and max- 
imum inventories automatically be- 
comes his order. 

Personnel Support Centers are lo- 
cated in San Francisco, San Antonio, 
El Paso, Fort Worth, Topeka, 
Shreveport, Montgomery, Ala., Fort 
Lewis, Wash., San Bernardino, 
Calif., \ urora, Colo. (Denver), 
Columbia, S.C., Alexandria, Va. 
Charlestown, Ind., Fort Dix, N.J., 
and Westover Air Force Base, Mass. 

PX versus discounter 

Exchanges are non -appropriated - 
fund aciis ities, which means that 
they have to pay their own way. 
In order to do that, they operate 
with mark-ons ranging from 5 to 25 
per cent over cost and averaging 
about 15 per cent. This tends to 
bring exchanges into head -to -head 
competition with discount houses 
and promotional department stores. 

Indeed, low -margin retail opera- 
tions are inclined to bloom like 
crocuses in areas with heavy mili- 
tary populations. Each type of store 
has plenty going for it. The ultimate 
retailing weapon-price-is in the 
hands of the exchange. No discounter 
could long survive on 15 per cent 
these days -25 per cent is more like 
it. In addition, the exchange has a 
clientele which, if not semi -captive 
by reason of convenience, is extreme- 
ly loyal. 

On the mass -merchandiser's side 
are size and therefore variety (a 
100,000-squáre-foot store of this 
type stocks between 90,000 and 110, 
000 items, while Navy exchanges 
average about 20,000, and Army and 
Air Force exchanges run from 20,000 
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D 40,000 for an average of 30,000). 
The freedom and the money to ad- 

ertise and promote would seem, at 

trst blush, to stack the deck in fa - 

or of the civilian retailers. But 

here is evidence that this is at least 

,artially neutralized by the combin- 

ation of rub -off of standard media 

l¿n the military (they watch the 
lame television programs and read 
he same newspapers) , and the 
'act that they're a tight family of 
xperienced shoppers who are intim- 
tely familiar with the advantages 

if buying on the. base. 
It's felt that "civilian" advertis- 

ng often merely succeeds in sending 
ailitary consumers into the ex - 

lunge or commissary to buy the 
advertised item at an even better 
trice. 

Problems with Congress 

On Capitol Hill, military exchan- 
'es are continually being viewed 
vith alarm, if not with outright 
tostility, by constituent -conscious 

' ongressmen-and right now is no 
xcept ion. 

Current controversies include the 
xchange services' policy of "off - 
lore procurement" (importing mer- 
'4handise for sale in domestic ex- 
'ihanges), and the recently adopted 
procedure of awarding national 
supply contracts. 

Although imports are limited by 
' law to 25 per cent of an exchange's 

otal sales, various industry lobbies 
ire prodding the lawmakers to cut it 
lown or out. 

The switch to national supply 
,Iontracts has the affected and elected 
cowling restraint of trade. \ here 
'ormerly procurement contracts were 
='iabitually let on a regional basis 
'(which meant more contracts; small- 
zr orders and a wider selection of 
)rands within categories), the servi- 
;es now attempt to huy from fewer 
sources in tremendous volume and at 
correspondingly lower prices. 

The supplier scene 

Major manufacturers are con- 
-inually jockeying for competitive 
¡position in the military market. Most 
have found it best to work this highly 
specialized market separately. And 
most of these (among them General 
Foods, Colgate-Palmolive, Gillette, 
Coca Cola, Parker Pen, and all the 
major cigarette companies) have 
complete military marketing divisions 

that field salesmen who call on mil- 
itary accounts exclusively. 

Others, like Bristol-Myers, reach 
the military market through separate 
companies established for that pur- 
pose. In Bristol-Myers' case, it's the 
newly formed Monarch Corp., which 
sells the military through author- 
ized agents. 

Remington Shaver chooses to go 
the servicing wholesaler route, and 
pay s those wholesalers who handle 
military accounts a special commis- 
sion to make the business profitable 
for them. 

Will increase spot tv 

Recognizing the importance of the 
military market, Bristol-Myers, it's 
reported, will consider heavying up 
its spot tv in combination military- 
ci' ilian markets where the company 
feels it's not fully covered. 

The military market currently 
shows no signs of shrinkage. On the 
contrary, its per capita spending has 
embarked on an upward trend, 
buoyed by recent pay increases. And 
this trend is odds-on to continue. 

Dairyman (From Page 33) 

Florida, complicating promotion. 
Like Broughton's, about 50 per 

cent of the company's media expen- 
ditures go to television. Spots are 
purchased by Don Kemper Co., Chi- 
cago, the company's dairy division 
ad arm, on a market -by -market basis. 

"These markets," Gazes explains, 
"are selected on predetermined rating 
point objectives. The desired audi- 
ences are predominantly women, 
since they're the largest purchasers 
of our dairy products. Children and 
men rank second in importance." 

Children's programming comes in- 
to play insofar as the youngsters are 
important to the ice cream novelty 
market as well as prospects for fruit 
drinks and milk. 

"This year," Gazek continues, 
"Meadow Gold milk has been se- 
lected as the official milk of the 
Major League Baseball Players As- 
sociation. Our commercials feature 
stars such as Lou Brock, Harmon 
Killebrew, Bill Mazeroski and Pete 
Rose." 

BUYING 
HOMES ? 

7:00 P.M. THURSDAYS 

"-PLEASE, DO.N'T EAT 

THE DAISIES" 
DELIVERS 

55,000 :1` 

*ARB NOV. 1961 

8:00 P.M. WEDNESDAYS 

BUYING "WEDNESDAY NIGHT MOVIE" 

ADULTS 

REPRESENTED BY 
BLAIR TELEVISION 

4) 
DELIVERS 

115,000.9 

KOCOITY5 
OKLAHOMA CITY 

1I 
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For the past four years, the com- 
pany's color commercials have been 
filmed by Fred Niles Communications 
Center in Chicago. 

And unlike Broughton's, Meadow 
Gold uses both 20s and 60 -second 
commercials. 

The Knudsen Creamery Co. of 
California has been in tv for some 
time, dating back to the early days 
when the dairy outfit sponsored news 
programs and a weather/news show 
on KNBC Los Angeles. 

The company's present tv plans 
call for heap y spot and news partici- 
pation schedules that make up 72 
per cent of its current media budget. 

Knudsen commercials are pro- 
duced in 60- 30- and 20 -second 
lengths by various L.A. production 
outfits like Sandler Film Co. and 
Peterson Film Co. Knudsen com- 
mercials are fed into all major south- 
ern California markets. 

"There are no general limitations 
as to the program type of audience," 
explains John M. Gosney, adver- 
tising manager. "Instead, we are 
primarily concerned with audience 
delivery as determined by the mar- 
keting, media and creative objectives 
and strategies developed for each in- 
dividual product. 

"Take Knudsen yogurt for exam- 
ple. The name yogurt conjured an 
image of an excellent health food, 
but one with little appetite appeal. 
This was not the case. Research in- 
dicated that the ratio of triers to 
users was extremely high. However, 
low trial because of the product's 
image clearly indicated that the first 
objective was to reposition the prod- 
uct in the consumer's. mind as a 
delicious, low -fat snack and meal- 
time food." 

Triers into users 
It therefore became imperative, 

Gosney stresses, to obtain a maxi- 
mum number of triers who would, 
as research indicated, become users. 

"Dairy law prohibits couponing, 
off -label offers, cash refunds and 
other trial -gaining promotional de- 
vices. Advertising and in-store mer- 
chandising would have to carry the 
full load in overcoming consumer 
resistance to buy the product." 

Knudsen's advertising, which 
started last February stressed, as 
might be expected, appetite appeal 
and associated the taste of Knudsen's 
yogurt with other good tasting foods 
that the customer had already iden- 

tified with ... "Never having tasted 
Knudsen's yogurt is like never 
having a bite of a fresh, crisp ap- 
ple. . . 

." 

Recipe books and folders were dis- 
tributed via advertising and point - 
of -sale material to further increase 
consumption. 

Ten weeks, six markets 
The tv strategy this year called 

for a 10 -week buy, February 5 
through April 14 in six markets- 
Los Angeles, San Diego, Fresno, 
Bakersfield, Santa Barbara, and San 
Luis Obispo, as well as participation 
schedules in various L.A. news 
shows. 

Full color, 60-, 20- and 30 -second 
commercials were used to reach 
housewives in the 18 -to -49 age group. 
The rating point goals (which were 
met) called for heavy weight in the 
first three weeks and were estab- 
lished as follows: for the major mar- 
kets -200 grp first three weeks and 
100 grp for the balance in L. A., 
125 for the first three weeks in San 
Diego and Fresno with 100 grp 
thereafter. In the secondary mar- 
kets: 100 grp for the entire buy, 
with minimum daytime spots and 
the weight in early and late fringe 
as well as primetime. 

Knudsen yogurt sales during April 
and February '68 increased 60 per 
cent versus the same three months 
of 1967. 

tr.:3 0-* 
^%.," 

411:1111 
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Petry names execs 
Mike Levinton and Len Tron- 

ick were named vice presidents 
at Edward Petry & Co., New 
York. 

Levinton, who joined the rep 
in 1967 after eight years with 
TvAR, will be director of tv re- 
search and program services as 
well as being responsible for 
station development. 

Tronick, with Petry for síx 
years, will continue as a tele- 
vision group sales manager. 

dairyman 
count ry. 

H.P. Hood & Sons, Boston, which 
has been a continual television ad- 
vertiser since 19-19, has seen its 
coverage expanded in recent years 
from Boston into other New England 
markets like Hartford, Providence 
and Portland. 

Television is used in terms of both 
program sponsorship and spot an- 
nouncements to keep the dairy's 
products before the public eye. 

Hand in hand with this have come 
both corporate and product diversi- 
ficat ion. 

`'At the corporate level, we now 
have a separate corporation which 
maintains ice cream trucks on the 
road." points out E.K. White, vice 
president, sales and marketing. 

"In order to meet the unprece- 
dented demand," Gosney points up,' 
"we recently had to go to three shifts; 
a day, seven days a week. In addi- 
tion. we successfully introduced new 
flavors throughout the campaign. 

"And most importantly, the new 
flavors resulted in added business, 
rather than merely, causing customers 
to switch from chi flavors to new." 

_And so it goes for the regional 't 
in other parts of the 

Ice cream and pizza 

Just a few years ago, the company 
purchased an ice cream outfit in 
New Jersey, and more recently a 
pizza company in the same state. 
Hood even has its own source of 
orange juice in Florida. 

As far as new products go, "in 
our milk divisions." White explains, 
"we have been working on new 
product development constantly and 
we have developed a number of new 
ice cream products." 

Perhaps, Ralph L. Latimer adver- 
tising manager of Steffen's Dairy 
Foods in Wichita, speaks as the pro-' 
totvpe of today's dairyman. 

Steffen's was founded as an old- 
time ice cream parlor back in 1882. 
By the 1930's it had spread out be- 
yond the soda fountain into a full- 
fledged dairy operation. 

"We've seen many changes here 
as time had passed," Latimer recalls, 
"but some of the most interesting 
moves towards diversification are 
the most recent." 

One of the company's most exten- 
sive changes has been in the field 
of packaging. Just recently, Steffen's 
began packaging milk in gallon con- 
tainers which they make at their 
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, i r t e ,ins plant in 11 ichita. 
'i)istribution is another thing," 
t r r toe, on. "11 e base sold all 

Lid route, to the drivers who 

lit them as a franchise operation. 
¡. working %cry well. Then 
rlo gone into some smaller 

hem +e do not have any 

Irrk.t i and hate set up small con- 

y ir owes s+hich carry our 
id uet'.. 

Ilot from the start 

,During the past three or four 
ur. Steffen's has also opened two 

luxe ice cream parlors ín shopping 
st' . 
Ind although much of this ac- 

its i quite recent, StefTen's has 
len on television "ever since ít carne 
r this market," the advertising ex- 
rutive points out. 
"1 ears ago, %%e had a UlIF station 

ire and we used that. Then, when it 

is no longer here, we used the 
IC station %then it %%as first based 
a quon+et hut. 

"We have neser stopped adver- 
ding on tees Ilion. It's probably the 
1st means of s i.ual education to 
quaint the public with any new 
uduct or any, new image. Right 
.w, es en thing we do is in color 
Id ssa are sell happy that we can 

this. We've used es ery type of 
ogramming from children's shows 
adult and women's programs, and 
think television is just fine for 

Ind so it goes. it appears that the 
'tls direction the dairs man 
ke on his new route is up. 

illinrn 1. Creed. 
r, cd Isssnciates. 
1re,nlalite firm. 

;vurol rrlanuger 
it -T1 Springfield. 

can 

president of Rill 
Roston tc-radio 
has been named 
n/ WHY V-: ,11- 

,I/ass. 

CUBIOIIrer!t iFrom Page 271 

as it inherits its audience. 
At 10, Carol Burnett and Big 

Valley now fight the movies. The 
9.11 period thus shapes up as a real 
competitise situation, but the movies, 
íf past history means anything at all, 
ssill lead the two-hour span. 

Tuesday 

The primetime schedule starts with 
two new hour shows and a switch, 
Jerry Lewis, moved up a half hour, 
which makes the 7:30-8:30 period an 
entirely new ballgame. The debuts 
are Lancer on CBS -TV and The Mod 
Squad on ABC-TV. The former is a 

western in the classic manner. A 

ranch owner sends for his two sons, 
half-brothers, to help him run his 
property. The fact the two do not 
like each other pros ides the dramatic 
basis of the series. Mod Squad is 
about three young people, one of 
them a Negro, who work for the po- 

lice but also speak the language and 
have the viewpoints of the young. 

Less is will takes the kids and Lan- 
cer the older adults. The Mod Squad 
pilot comes off well and the perform- 
ances are not bad but its impact is 

hard to assess. it is expected to base 
selective appeal to younger adults and 
teenagers. 

At 8:30, NBC-TV brings in the 
new Julia with Diahann Carroll. The 
Negro star plays a Vietnam war 
widow with a young child who gets a 

job working for a crusts' industrial 
health officer, played by Lloyd Nolan. 
The press releases call it "sometimes 
amusing, sometimes touching," but 
"overdone" might be a better term. 

Miss Carroll contends with that old 
pro, Red Skelton. and It Takes a 
Thiel. which has done well with 
the sounger adults. partly because of 
pressure from Skelton. big with older 
adults. Julia may appeal to children 
and, if so, has the advantage of a 

feed from Jerry Lewis. 
1 his won't do much for NBC -TV's 

movie at 9. in addition to which the 
rnos le must patiently wait out the 
second halves of Skelton and It Takes 
a Thiel. which will hold their audi- 
ence. 

.1t 9:30. CBS -TV comes in with its 
powerhouse star. Doris Das. There's 
a question mark here. primarily be- 
cause there is no pilot available to 
evaluate the program. 

1 he inability to see a pilot makes 

this program difficult to evaluar 
pite the undoubted appeal of the 
time star. The network obvio 
wants very much to score with this 
one, but there base been rumors cir- 
culating that it is having creative 
problems. 

The second widow on Tuesday 
night, Miss Day plays the mother of 
two young sons who returns to the 
small town of her birth with her 
fatherless family, where she sett es on 
her father's ranch. The story line re- 
solves around her family's adjust- 
ment to a rustic environment. 

This puts the longtime star into a 
Donna Reed -style situation comedy, 
and there is some question whether 
a mistake wasn't made in junking 
the arch, clean-cut sex associated with 
her for a conventional tv plotline. 
However, because of her name and 
the belief that CBS -TV will spend 
enough money to surround Miss Day 
with a show befitting her reputation, 
she is figured for a moderately good 
audience, particularly among older 
adults. It's predicted she'll get a 19 
rating among adults 50 and o'er, 
compared with a 10 for those 18-34 
and a 12 for those 35-49. 

Beside the NBC movie, Miss Day 
is opposite N.Y.P.D. on ABC-TV 
which is not expected to give much. 
competition. The police show wasn't 
even able to get much of a share 
against Good Morning, World last 
season, and, like Peyton Place, would 
probably have been cancelled in the 
years when the networks were putting 
out 35 to 40 new shows a season. 

At 10, the CBS News Hour will 
probably get the booby prize for 
audience size. This will help ABC - 
TV's new Robert Morse show, That's 
Li/e, a one -hour series which, in the 
words of a press release, "mirrors 
the life of a young couple in song, 
dance and comedy." In the absence 
of a pilot, all that can be said is that 
the show will suffer from a weak lead- 
in and has to do battle with the 
movies. 

Wednesday 

The Virginian is the only show re- 
turning to its time slot at 7:30 Dak- 
tari is mosed in from Tuesday on 
CBS -TV, and ABC-TV brings in Here 
Come the Brides, a new comedy -and - 
adventure series set in the Northwest 
around 1870. The plot revolves 
around the importation of 100 mar- 
riageable girls to prevent the exodus 
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of lumberjacks from the territory. 
The humor is broad, maybe too 

broad. It will not have an easy time 
against The Virginian and Daktari. 
Last season, the former faced Lost 
in Space on CBS -TV and thus could 
cop the bulk of the older adults. This 
season, Daktari presents competition 
in the same departments where the 
western has its major strength, 
children and older adults. 

'Good Guys' looks good 

At 8:30 CBS -TV brings in the most 
promising of the new shows, The 
Good Guys. It deals with a lunch- 
eonette proprietor who always falls 
for get -rich schemes dreamed up by 
hís cab -driver friend. With a good 
lead-in audience and a funny pilot, 
the show should land in the top 10. 
Besides the tail end of The Virginian, 
The Good Guys faces Peyton Place II, 
which will not hurt its chances. 

At 9, The Beverly Hillbillies will 
inherit the audience from The Good 
Guys. Based on what the show did 
last season, Kraft Music Hall won't 
do much to affect the hillbillies' top 
ratings. At 9:30 the flow of audience 
on CBS -TV continues into Green 
Acres. 

During this hour and the one fol- 
lowing, of course, the ABC-TV 
movies will provide the usual appeal 
to young adults. However, the 
Wednesday movies are figured for 
the weakest ones in the week. 

The third new show of the evening, 
The Outsider, comes in on NBC-TV 
at 10. It's a typical private eye series 
with Darren McGavin and plenty of 
violence, at least in the pilot. It 
would not be surprising if some of 
this violence is toned down. 

The show originally appeared as 
a two-hour "World Premiere" offer- 
ing last season and this program will 
be repeated, four days before the one - 
hour series opens, on Saturday Night 
at the Movies. 

Jonathan Winters at 10 faces the 
same kind of competition he had last 
season, with The Outsider substituted 
for Run for Your Life. 

All in all, Wednesday is a big im- 
provement for CBS -TV, with a good 
new show and a strong replacement 
for Lost in Space. 

Thursday 

Two new shows at 7:30 are Blondie 
on CBS -TV and The Ugliest Girl in 
Town on ABC-TV, both half hours. 

They sandwich the hour-long Daniel 
Boone. 

Blondie should be a strong entry 
with youngsters because of the type 
of show, and with older adults be- 
cause of the long history of the 
comic strip. 

Ugliest Girl seeks to mine the 
comedy from a man in woman's 
clothes. In this case, the reason is 
innocent, but the situation does not 
always go over with audiences, and 
some ABC-TV affiliates were not too 
happy with the idea. These aspects 
make the show difficult to evaluate. 

One factor in its favor is Canadian 
actor Peter Kastner, whose acting as 
a kookie Hollywood junior talent 
agent and whose disguise as an 
"earthy female hippie" in the London 
mod scene may make him a star. 
Young people will like the show. 

At 8, Boone continues against a 
third new show, Hawaii Five -0 on 
CBS -TV. ABC-TV retains The Flying 
Nun, which started off well last season 
but did not subsequently set the tv 
world on fire. 

CBS -TV's second new entry of the 
evening is about a "special police 
operation" on the islands with James 
Bond overtones. It looks promising 
and should he popular with younger 
adults, particularly males, who, of 
course, go for action -adventure. It 
will certainly give Flying Nun more 
trouble than Cimarron Strip. 

Two-hour intro 

Hawaii Five -O will also go the 
two-hour introduction route, which 
is getting to be a common device. 
Beside The Outsider, it was done with 
Ironside and High Chaparral last 
season. 

At 8:30, NBC-TV has scheduled 
Ironside (the network has kept its 
Thursday schedule intact), ABC-TV 
has Bewitched and CBS -TV winds up 
with Hawaii Five -O. This will be a 
competitive time period, with ABC- 
TV, however, taking the honors. 

At 9, the CBS -TV movies will be 
helped by Hawaii Five -O, which will 
attract a generally younger audience 
than Cimarron Strip. That Girl won't 
offer much competition to either the 
movies or Ironside. 

A new hour show on ABC-TV, 
Journey to the Unknown, comes in 
at 9:30 opposite- Dragnet. Dealing 
with classic ghost stories, many of 
which have been made into mov ies, 
the new show should do well with 

younger adults. It will, of course 
have to contend hard with the CB 
movie to get a substantial share o 
this audience segment. 

Dean Martin at 10 will bench 
from the flow of older adults tha 
carries straight through the NBC - 
schedule on Thursday. 

Friday 
CBS -TV stands pat with the Wild 

Wild West as the evening opens, 
while ABC-TV moves in Operation 
Entertainment and NBC-TV has High 
Chaparral, which has been on Sunday 
opposite Mission: Impossible and the 11 

movies. Chaparral won't be a winner 
opposite the CBS -TV western, which 
has been doing quite well. Operation 
Entertainment won't give much com- 
petition to either show opposite. 

A new one for NBC 

At 8:30, NBC-TV brings in its new 
90 -minute "movie," The Name of the 
Game, a series featuring Gene Barry, 
Robert Stack and Tony Franciosa. 
The tales of an international publish- 
ing empire should appeal to young 
adults. This will hurt ABC -TV's 
Felony Squad, which starts out as a 

weak show, anyway. CBS -TV has the 
popular Gomer Pyle. 

A new show appears at 9 on ABC- 
TV, The Don Rickles Show. The co- 
median carries on the tradition of 
Groucho Marx, talking to and in- 
sulting contestants on a game show. 
How well Rickles will wear is a ques- 
tion. Besides Name of the Game, the 
comedian faces the CBS -TV movie, 
opening at the same time. 

He is followed by two weak shows, 
Guns of Will Sonnett at 9:30 and 
Judd for the Defense at 10. On NBC- 
TV, Star Trek is moved from 8:30 
to 10, where it should do a little bet- 
ter. Science fiction goes over big with 
teenagers, and younger children, who 
also like this type of fare, can stay up 
later on Friday nights. Younger 
adults are science fiction fans, espe- 
cially men, but Star Trek will have to 
share this audience with the movies. 

Saturday 
Only two half-hours of new pro- 

gramming will appear on Saturday 
nights. the smallest figure in recent 
years. ABC-TV and CBS -TV retain 
the same lineup as last Spring and 
the only change from last Fall on 
these two networks is the late -season 
substitution of Hollywood Palace for 
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onhorse at 9:30. 

The first of NBC -TV's two new 

tows is Adam 12 at the start of the 
mning. It's a tough spot for this 
dice drama. In the first place, the 

lot did not look promising. In the 

:cond, this type of show has little 
peal to kids. Adults will tend to go 

ckie Gleason or Dating Game. 

NBC-TV has moved Get Smart up 

8:00. The Don Adams program is 

towing signs of aging. Get Smart 
fed to pick up some audience at the 
id of the Gleason show, but now it 
placed in the middle of the latter. 

The second new opus, The Ghost 
id Mrs. Muir at 8:30, looks prom- 
ing. However, it will probably ap- 
tal primarily to older adults, and 
iwrence Welk gets a lot of those. 
ith My Three Sons on CBS -TV, 

lis half-hour will be a close race. 

Sunday 

Starting at 7, there are two new 
ºtries, Land of the Giants on ABC - 
'V and Huck Finn on NBC-TV. The 
rmer falls somewhere between sci- 
ice fiction and fantasy. The giants 
the title are on another planet and 

+ey look suspiciously Russian. A 
tle too cornball for adults. but the 
ds will like it. 

On the other hand, the kids will 
.so like Huck Finn and CBS -TV's 
Burning Lassie. The NBC-TV entry 

s right out of the book, so far as the 
ory line goes, but the production 
ports the novel technique of super- 
iposing live performers on a car - 
on background. 
The rest of the evening is a carbon 
py of last season, except that 
yllis Diller replaces High Chapar - 

,1 at 10 on NBC-TV. Worth watch- 
rg whether the Smothers brothers 
nntinue to erode the sizeable Bo- 
znza audience. Miss Diller will have 

hard time against movies and 
fission: lm possible. 

As indicated in the Ayer analysis, 
flea! is little to distinguish the up- 
nming season from those in the re- 
ent past. Recent trends are continu- 
ig toward the longer show. \ BC -TV, 
'Jr example, will have only 25 shows 
a the 50 half hours studied. From 
ie point of view of the harried net- 
'ork programmer, it ís easier to put 
ut 25 titan 50 successful ventures 
ach season. it is not likely, however, 
at the half-hour show will disap- 

ear entirely. tH 

Big switch (From Page 34) 

son it overlooked initially certain 
market research signals which indi- 
cated Right Guard had a potential 
beyond the male market. 

This is hindsight, of course, and no 
one can say for sure that Right Guard 
would have had the same success had 
it begun as a family product. 

At any rate, there were other im- 
portant decisions made at the start 
of Right Guard's career. A key one 
was the decision to go aerosol. 

When Right Guard made its debut, 
aerosol deodorants comprised less 
than 1 per cent of the market. This 
could have been interpreted either as 
an opportunity or a warning. Gillette 
marketers saw it as the former, and 
one result is that aerosols now ac- 
count for six out of every 10 de- 
odorant dollars. 

Following good results in the test 
markets (Ts B records a spot expendi- 
ture of $6,840 in 1959), Right Guard 
went national in the early Fall of 
1960, using the World Series as a 

promotional background. In that 
year, the product put $302,306 into 
network tv and $92,480 into spot. 

Six months after it was introduced 
Right Guard had 11 share points in 
the men's deodorant market, and by 
1963 this level had increased to 26 
per cent. That meant retail sales of 
close to $9 million. 

The pieces fit 

It was at this point that various 
pieces of marketing intelligence be- 

gan to fall together. For one, there 
were reports of women using the prod- 
uct. For another, national surveys of 
male usage turned up the fact that 
hundreds of thousands of wives were 
appropriating their husbands' Right 
Guard. 

Finally, taking another look at its 
1958 product test results (but not 
because of these other developments, 
Right Guard marketers paid special 
attention to data indicating that tests 
on women showed the product com- 
ing out pretty high. 

With the evidence piling up, the 
problem still remained of how to ap- 
peal to women without upsetting the 
product's clutch on the male market. 
There were people in the company 
who felt that going after women was 
"sheer insanity." After agreeing on a 
selling theme-"nothing touches you 
but the spray itself"-and after 

much soul-searching, it was finally 

decided to promote Right Guard as 

a product for the entire family. 
Market tests were more than en- 

couraging. There were not only in- 

creases in awareness but greater 
usage among both men and women, 

particularly the latter. 
National advertising, using the 

test market commercials, began run- 
ning in September, 1963, but the key 

media strategy, using daytime tv, did 
not get under way until the follow- 

ing January. 
To say the new approach worked 

is putting it mildly. Fears of destroy- 
ing the appeal to males evaporated as 

marketing audits showed that from 
September, 1963, to September, 1964, 
share of the men's market rose from 
25 to 53 per cent. 

In 1963, Right Guard spent 
$1,447,000 in network tv and $79,000 
in spot. The following year, the net- 
work total jumped to $4,190,000 and 
spot to $281,281 

Neiv packaging 

Further marketing moves were 
made in packaging, in particular the 
introduction of decorator styles in 
1965. That year, Right Guard spent 
$4,478,200 in network and $16,570 
in spot, as sales advances were con- 
solidated. The sales increases were 
accomplished despite a rash of com- 
petitive aerosol deodorant debuts. 

In 1966, with a sharp advance in 
spot to $563,780 and a steady level 
of network advertising ($4,363,000), 
Right Guard became number one de- 
odorant among both men and women. 
Last year, with BBDO taking over 
from Clyne, Maxon, Right Guard 
launched its humorous never -leave - 
your -family -defenseless campaign. 

While the copy platform sounded 
like a pitch for travel use of Right 
Guard, it was basically a variation of 
the theme that any member of the 
family can use the product. You can 
hardly get more customers than 
that. 

It may' Islet' be asked, where can 
Right Guard go now? So far, it has 
made all the right moves. That can't 
be luck, yet it's unlikely that the 
Right Guard team will stumble from 
over -confidence. More likely is the 
need to protect its flanks. 

The Right Guard team has shown 
every indication that it has a firm 
grip on first place in the aerosol mar- 
ket. 

elevision Age, August 26, 1968 61 



Oracle (From Page 31) 

answer. You have to rely to a great 
extent on your own judgment and 
past experience." 

In making his recommendations, 
Gideon relies on a close working 
relationship with station manage- 
ment, Blair salesmen and syndicators. 

Ron Krueger, director of pro- 
gram services at Harrington, Righter 
& Parsons, credits much of the up- 
surge in rep consultation to increased 
sophistication on the part of the 
viewer. 

"As markets become more and 
more fractionalized it becomes im- 
perative to know the viewing tastes 
of each area. We make it our busi- 
ness to know the personalities of 
each region and then each market. 

"Western movies for example," 
Krueger points up, "are big in the 
Southwest and Midwest. A film like 
Picnic (the 1955 hit that made a star 
out of a pneumatic Kim Novak) 
would be great at 7 p.m. in the East 
but because of its sex implications 
would never make it in the same 
time slot in the South or Midwest." 

Stations ask for it 
Paul Reardon, special events and 

program manager at H -R, handles the 
rep's programming advisory services. 
"For the most part," Reardon ex- 
plains, "H -R programming involve- 
ment is by station request, although 
the advisory group is not bashful 
about initiating programming discus- 
sions with a station when an obvious 
weak program area needs bolstering." 

Station requests, according to 
Reardon, can generally be divided 
into two camps: those in which the 
station pros ides several program pos- 
sibilities of its own and asks the H -R 
program group to research them in 
terms of audience popularity in other 
markets. More often than not the sta- 
tion expects an opinion if not the 
group's recommendation based on the 
resulting audience research. 

The other area, Reardon points up, 
are requests to initiate research which 
will result in a list of suitable pro- 
grams from which the station can 
make a final selection based on de- 
livered audience and the availability 
of the program in the market. 

"Audience tracks on all news pro- 
gramming, special events, movies, 
specific syndicated shows and so on 
provide H -R and our stations with 
information on how various pro- 

grams and program types fare 
around the country. Resulting re- 
search," Reardon explains, "is re- 
fined to 'how specific station clients 
what various programs are doing in 
comparable markets and/or under 
comparable competitive conditions." 

Seldom revamp 
"The prime consideration to be 

given in program consultation," ac- 
cording to Ralph Crutchfield, re- 
search director at Avery-Knodel, "is 
what's available and what a station is 
up against. 

"We don't come up with a case of 
major revamping except in the case 
of an independent and that is still 
pretty rare." Like the other reps, 
Avery-Knodel reports no real involve- 
ment with price considerations. 

"You have to understand the rep's 
position," explains Phil Corper, vice 
president and general sales manager 
of The Hollingberry Co. 

"He is more like a general prac- 
titioner than a specialist. 

"What we can, and do, do is work 
within our own area of knowing 
what is saleable and make recommen- 
dations within this framwork." 

1ccording to Corper, the major 
factor in program consultation is 
regional variations. "You have to 
look at each market and see what 
will sell where." This knowledge 
Hollingberry gets through extensive 
research findings and relationships 
developed with syndicators, regional 
sales managers and salesmen. 

Explains Jack Hardingham, vice 
president of The Meeker Co., "The 
requests we get from stations vary in 
number. They are most frequent after the rating books come out and when the new shows debut in the Fall." 

Like the other reps, Meeker relies 
on their own experience, track rec- 
ords and syndicator's breakouts in 
evaluating programs and advising 
their stations. 

"We always check counterpro- 
gramming and based on this, together 
with our own observations and calcu- 
lations we can recommend a change," 
Hardingham explains. 

"As a rule stations make their own 
decisions on film packages according to cost and competition. Occasionally 
they check with us because of the ex- 
perience we may have with a certain 
film package. 

"The fringe area is exceptionally 
vital in the area of program consulta- tion nowadays," points out Steve Rin- 

toul, vice president/general s 
manager, Adam Young-VTM. 
old movie concept is tired and,, 
talk shows started to come in, ,' 
tions became more and more am' 
of counter programming in ea 
fringe." 

Most requests, Rintoul indicat 
center on the early fringe slot it 
for the most part this involves synl;l 
cated shows. 

Questions like "Is Douglas dying 1 
"What do you think of Griffin?" 
among the most frequent asked I' 

Adam Young-VTM. 
To aid in making programnur 

t evaluations, Young has a committtl 
that meets on a weekly basis to evali 
ate stations on a market-b',-mak' 
basis. Items covered at these con 
claves include: the basic sales conceptll 
of each station, the programming ittM 
self, competition and so forth. 

The key questions 
And so it goes. As the rep is dig 

ging his way deeper into. the area of, 

station consultation two questions 
pop up: (1) i; all this worth it?: 
(2) what is the future of rep consul- 

tat ion? 
"A e don't claim that all our pro- 

gramming moves are correct or that 
the stations themselves have not con- 
tributed heavily toward many im- 
provements," Petry's spokesman 
points up. "We do believe however. 
that a decision that reflects both the 
rep and station's thinking together is 
usually the strongest and best move." 

For the most part, the future of rep 
consultation involves a refinement of 
current techniques and an eye to- 
wards the development of improved 
research tools. 

"Changes and improvements in all 
of these areas," explains Al Ritter, 
1 -1 -R's vice president in charge of 
New York sales, "are always in order 
if they will help us meet the challenge 
of an increasingly competitive busi. 
ness environment." 

Big Spanish market 
A major evaluation by Ben- 

ton & Bowles of the Spanish- 
speaking population and related 
media in the U.S. found that 
the market now numbers 10 mil- 
lion. concentrated in the South- 
west, California, Florida, Chi - 
caso and the urban Northeast. 
Cuban exiles are entering Flor- 
ida at the rate of 4,000 a month. 

ii 
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Ideal yardstick 

Methods of measuring adver- 
tising effectiveness have been 
in dispute for years. An inevi- 
table question in these disputes 
about one method vs. another 
is, "Compared with what?" 
Now the Marketing Science In- 
stitute has come up with an 
Idealized Measurement Proced- 
ure (IMP) against which exist- 
ing methods can be compared. 

IMP is not touted as a prac- 
tical set of norms (there are 
seven in all), but rather a yard- 
stick in which there are no re- 
strictions in time, money, tech- 
niques or anything else. 

The norms: (1) IMP should 
be capable of assessing a com- 
plete ad campaign, covering 
multiple insertions in virtually 
all media. (2) Ad effectiveness 
should be measured by an in- 
dividual's purchase of the prod- 
uct or service advertised. (3) 
Respondents should be exposed 
naturally to advertising. (4) 
Ideally, the method should in- 
volve secret, .direct observation 
of the purchases, a process 
"usually impossible to execute." 
(5) There should be a very 
large unrestricted probability 
sample drawn from the entire 
population. (6) The technique 
should permit simultaneous 
direct comparisons of a large 
number of advertising alterna- 
tives. (7) The purchase data 
should be translated into the 
relative contributions to profit 
of each of the advertising alter- 
natives. 

The MSI report compared 
these norms with seven syndi- 
cated and four non -syndicated 
methods. The former are ASI, 
Gallup & Robinson's Magazine 
Impact Service and Total Prime 
Time methods, Marder's Ad 
Evaluation Program, the Mil- 
waukee Advertising Labora- 
tory, Schwerin's Standard TV 
Testing Service and the Starch 
Readership Service. 

The report does not take pos- 
itions on which method is pre- 
ferred but leaves it to the user 
to decide which will suit his 
purpose within his budget and 
accuracy needs. 

New book: Plain talk 
on station management 

Broadcast Management, by Ward L. 
Quaal and Leo A. Martin; Hastings 
House, New York, 251 pp., $8.95 

Written by two highly -qualified 
veterans of the broadcast field, 
Broadcast Management gives a broad 
view of the station manager's func- 
tions and importance plus some plain 
talk about his faults. 

Ward L. Quaal, president of WGN 
Continental Broadcasting Co., has 
been in broadcasting for 34 years. 
Besides his current one, his execu- 
tive positions included posts as vice 
president of Crosley Broadcasting 
Corp. and director of Clear Channel 
Broadcasting Service. 

Leo Martin, professor and chair- 
man of the television and radio de- 
partment of Michigan State Univer- 
sity, has been involved or concerned 
in one way or another with broad- 
casting education for 30 years (in- 
cluding four in commercial broad- 
casting) . 

As might be expected from the 
backgrounds of the authors, the book 
is aimed at managers of commer- 
cial stations and students taking 
courses in station management. 

The book does not attempt to pro- 
vide minute details and procedures 
on station management. The authors 
feel that such a book would be obso- 
lete before it came out and, besides, 
their primary interest is in stressing 
to managers the value of being "im- 
portantly different" and working to- 
ward a distinct image for their sta- 
tions. 

But they do get down to some of 
the nitty-gritty helpful to managers 
in the day-to-day operation of sta- 
tions. This includes a review of 
broadcast audience evaluation and 
research, a discussion of the various 
types of programs presented by sta- 
tions (they include sections on CATV 
and pay -tv), short sections on engi- 
neering and national sales, a more 
detailed portion on local sales, how 
to manage a station for profit, a sec- 
tion on personnel management and 
the problems of government regula- 
tion. 

While the book makes clear the 
manager's modus vivendi must be 
governed by economic considera- 
tions, the authors warn against an 
over -emphasis on the profit return. 

"When everything is subordinated 
dollar values," the say, "standar 
of good broadcasting are sacrifice 
. . . To be penny-wise is in mat 
instances to be socially foolish. N. 
ther men nor institutions grow 
stature through huckster interests 1 

a narrow field." 
Quaal and Martin are conscious t 

the fact that they may seem ove 
critical of present managerial prat 1 

tices but defend their approach ` of 

of a background of devotion to th 

broadcasting industry." 
They recognize the dilemmas fa 

ing the manager in fulfilling the ata 

tion's social responsibilities. "l'h 
FCC asserts that broadcasters tnw, 
serve the public interest, convenience 
and necessity . No one disagrees. 
is something like discussing the %sea 

ther. We'd like it improved but ho 
to improve it escapes us." 

The authors come to the conclusio 
there has to be a balance between 
complete responsibility to the public 
welfare and complete responsibility ti 

profits. One of the greatest task. 
they point out, is "to discover i. 

balance which neither narcotizes the 
public nor places individuals in dan- 
ger." They, of course, make clear the 

specific resolution of these conflidt« 
ing and difficult areas must be the 
decisions of the individual station,, 
manager himself. 

The authors wind up the book Lis 

making two dozen predictions. 
Among them: (1) Station images will 
be less dependent on ratings and 
clearly dependent on community serv- 
ice. (2) The practice of maintaining 
"different rate cards for different cli- 
ents" will be outlawed. (3) Network 
competition should increase. (4) The 
concern over FCC interference in 
programming and commercials will 
be unnecessary in about a decade be- 
cause the industry will mature by 
"true self -regulation." (5) More sta- 
tions will make more money because l 

of more effective budgetary planning 
and cost controls. (6) CATV systems 
will grow in number and scope of 
service, but the authors hope that 
they will be limited to their tradi- 
tional role as a supplementary or 
"fill-in" service. (7) There will be 
a longer license period, thus re- 
ducing the station manager's paper- 
work load and expenses. (8) Man- 
power will be better utilized and mo- 
tivated, with greater attention paid 
to the selection and supervision of 
employees. 
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In the picture 

s time buying has become more 

i sophisticated today's media man 

s o longer regarded as a mere slide- 

in- manipulator but as a well- 

r<nded advertising executive. 

Iohn J. Meskil, vice president 

Ill media director at Warwick & 

Lller, New York, is one of this 

bred and his recent appointment to 

tl agency's Management Committee 

prvides recognition of this. 

ieated in a spacious. glass -encased, 

rmer office with a 24th floor view 

dPark Avenue and mid -town Man - 

h tan. Meskil speaks quietly, but 

i ently about today's media man, 

c'tativity, computers, and his ap- 

fintment to the Management Com- 

rttee. As he speaks, he twists a 

Itch about and around his fingers. 

"The purpose of the Management 
1,mmittee is to formulate and ad- 

nister agency policy. It has nine 

i mbers drawn from all departments 
ti Warwick & Legler who advise on 

+,rious operating procedures, any 

¡lase of the creative operation, new 

,isiness, and other areas. 

of 

"Our thinking," Meskil goes on, "is 
le of principal -to -principal involve - 
lent among the top people in the 
,;ency and our clients. Everyone 
,ts involved with each of our ac - 
'tints in varying degrees. Because 
I our total involvement, we are more 
ware of the creative function which 

it turn he ps us in our media plan- 
ing." 

This representation of a media 
man on the committee (Meskil 

,plows his predecessor) attests to 
lie agency's recognition of the de- 
(artment's importance in overall 
Manning and inter -client negotiation. 

In addition to serving on the Man- 
gement Committee, Meskil is also 
:ailed on from time to time to lend 
ids talents to the agency's Creative 
;:ommittee comprised of the top cre- 
'dive people and other leading in- 
ividuals in the agency. 
The function of this committee is 

o plan advertising strategy which 
ill help a client meet his marketing 

goals. 
"We don't believe ít ís necessary 

o have an endless list of commit- 

tees," Meskil is careful to point out, 
"our principal -to -principal philoso- 
phy keeps us well informed on the 
progress of our accounts without 
having to spend a lot of time in 

meet ings." 
Meskil's representation of the new 

breed of media man is also seen in 

his concept of creativity once re- 

garded as the exclusive prerogative of 

the art and copy departments. 

For the media man, creativity is 

buying something that has never 
been bought befóre and," he smiles, 
"it is possible." Meskil points to the 

agents pioneer effort in the buying 
of print demographically by zip code 

``' & L was the first agency to buy 
Look's Top Spot) . His pleased man- 

ner in speaking of media creativity 
indicates that the agency has an un- 

usual buy up its sleeve this Fall, 
possibly for Timex, one of its lead- 

ing clients. 
"l'4ledia people generally like to 

rely upon the safety of numbers to 

help them prove a point. We like to 
engender a spirit of looking beyond 
the numbers. If. there is anything I 

dislike," he stresses, snapping his 

watch on his wrist, "it's getting a 

recommendation for a buy that is the 

same or similar to the one made be- 

fore." 
That today's media man might be 

stepping on the creative toes of art 
directors and copy writers is far- 
fetched, according to Meskil. "As a 

matter of fact, there is apt to be more 

rapport between the media man and 
a creative person today insofar as 

today's medía director is more likely 

to recognize a good, creative ad. Very 

often, a media director can recog- 
nize the creative impact of a good 

commercial and work out an ulti- 

mate balance between impact, reach 

and frequency. He will also, by the 

same token, recognize that it might 
be preferable to sacrifice reach and 
frequency for impact." 

As still further evidence of the 
media man's broadening scope, 

Meskil comments about the ponder- 
ing at recent Management Committee 
meetings on the advisability of the 

a 

John J. Meskil 
On creativity in the media department 

use of computers and how a medium- 

sized agency like Warwick & Leg er 

can obtain the most mileage without 
inducing "undue costs." "While we 

believe in using computers where 
they can make a contribution to the 

efficiency of our buys, and to the 

benefit of our clients, this does not 
mean a complete commitment to the 
computer." 

For such a dedicated media man, 
Meskil found his calling in an un- 

usual way. 
"They were still giving aptitude 

tests back in the late 1940's," he re- 

calls his career, "and the ones I took 
pointed out that I was qualified for 
advertising, and that I would do well 

in research." 

Meskil joined Grey Ads ertising 
when its media and research 

departments were still combined as 

a single unit. He found he liked 
media better than research and has 
been in the field to stay. 

His business career has included 
media positions with Fletcher, Rich- 
ards as well as Marschalk and West, 
Weir & Bartel. 

During that time. he married a 
"girl in the neighborhood" and has 
since put down tap roots in Massa- 
pequa, Long Island. "My greatest 
claim to fame," he laughs, "is that 
I hale five daughters. The next one 
will be a boy." Have to carry on the 
line of the new media men. 

L 
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THE LIGHTER SIDE In Gamer; 
Coming up on September 14 on the 

ABC -owned tv stations will be the 
k;ckof? of a regular weekly series. 
The initial show will be called You 
Can't Do That On Television, a 90 - 
minute special described as featuring 
innovations in contemporary humor 
and social satire. 

Says the press release from WABC- 
TV New York: "One of the show's 
innovations, created by artist and \is- 
ual consultant Tom Sewell, is a Hol- 
lywood Palace stage set consisting of 
the prone figure of a bikini -clad girl, 
decked out in bright Day-Glo colors, 
on which a 17 -piece orchestra will 
be positioned." 

Howzat again? 

Things have changed, said Pat Mc- 
Cormick on The Mery Griffin Show 
not long ago. He told about an Indian 
in the Florida Everglades who now 
wrestles a handbag. 

,. * 

An upcoming segment of Big Val- 
ley on ABC-TV will feature the acting 
talents of Rita Bell, who is hostess 
of the weekday Prize Movie on wxYz- 
TV Detroit. 

When she returned to the Auto 
City after a day's work on the set of 
Big Valley, Miss Bell said: 

"I loved every minute of it-the 
constant attention from Wardrobe 
and Make -Up, the big sound stages 
and all the nice people. But I'm glad 
to be back in the familiar world of 
Prize Movie, making telephone calls 
to viewers." 

My goodness, who wouldn't? 
* 

Describing a Zoorama show set for 
next month, KCOP Los Angeles tells 
of a "truly amazing experiment." 
Says a description of the show: "We 
put six coconuts in color packages 
and then put them in with the orang- 
utan and waited for the results." 

We'd like to see what would hap- 
pen if the packages were labeled, "Do 
not open until Xmas." 

While shooting his one -hour spe- 
cial, Johnny Carson Discovers Cy- 
press Gardens, set for guess what 
network on September 7, the comedi- 
an was stranded in a small boat_ for 
nearly an hour to get a perfect take. 

Somebody from shore yelled they'd 

send him a girl. Carson replied, 
"Good, but with my luck, she won't 
work, either." 

A guide to financing for creative 
firms was recently published by Jeff - 
Craig Associates, Inc., of New York 
City. It is described as the only de- 
tailed account of financing for crea- 
tive people ever published and the 
first to outline a banking system based 
on cashless deposits. 

Available only to creative firms, 
it enables them to deposit their ac- 
counts receivables at no cost, then 
draw out cash whenever they need 
it by a simple telephone call. 

Says a press release on the book: 
"Highlights of the book are simple 
pictorial diagrams which describe the 
processes by which creative firms or 
free-lancers can now obtain cash for 
their business needs in 24 hours or 
just one hour." 

See the art director. See the art 
director run to the telephone. The art 
director is happy. He will tell the man 
on the phone to send money. Isn't it 
nice to have money?.. . 

* * * 

In one of those ABC News "Back - 
grounders" sent to the press, corres- 
pondent Russell Jones describes his. 
trip from Vienna to Moscow by car. 
(Jones recently replaced Geórge Wat- 
son as Moscow bureau chief.) 

Going through Hungary, Jones re- 
calls: "The road to Budapest is good 
and we have an excellent gulyas soup 
at a simple roadside restaurant. But 
we are running behind schedule and, 
because we lose our way in Budapest, 
it is 4 p.m. before we are on the road 
north. There is heavy traffic and 
much road repair work going on, and 
it is dark by the time we reach Mis- 
kolc. The first hotel is full but a 
small tip gets us into the second." 

The more things change, the more 
they remain the. same. 

* * 

One of the specials produced this 
year by WMAQ-TV Chicago is titled, 
Was That a Grant / Saw in Lincoln 
Park? The title is inspired by the fact 
that one of the largest statues in Grant 
Park is of Lincoln and one of the 
biggest statues in Lincoln Park is of 
Grant. 

Last month Johnny Morris, nest 
man on the staff of KSTP-Tv St. Pat 
Minneapolis, received a call from 
woman who wanted the news depaj 
ment to remind viewers they shout 
make reservations for the "Rid 
Peoples March" to be held at Pali' 
Beach, Fla., in the Fall. 

The woman, who identified herself 
as Mrs. Smith, told Morris the objedr 
of the march is to dramatize hell 
claim that without rich people to pa} - 
taxes, provide employment and loat 
money the economy of the country 
would fall on its face. No details o, 
who would join the march were forth 
corning. 

Ralph Helfer is said to supply 
about 90 per cent of the wild animals; 
u.ed in the movies and his theory of 
affection training is demonstrate 
each week on CBS -TV's Daktari. 

A recent feature story about his; 
career tells how he took a pre-med 
course in college, planning to be a 

vet, how he had to leave school and 
go to work in a pet shop. 

The story relates, "When he was . 

18, he opened his own store, Nature's 
Haven, and began furnishing animals 
for movie rentals. 

" 'We had lean years,' he recalls. 
'A lot of the time we had to eat what 
the animals ate: But the business 
grew." 

Proving that animal food is good 
for the entrepreneur. 

We have received belated word that 
Janell Brooks, wife of Bill Brooks, 
newscaster on WNC-TV Boston, 
channel 7, gave birth to their first 
child, a daughter, Amy Rabourn. iu 
the Richardson House of the Boston 
Lying -In Hospital. The beautiful 
sprite weighed in at seven pounds, 
seven ounces. 

In some quarters, loyalty knows no 
bounds. 

* 

One of the guests on The Joe Pyne 
Show this month was a Dr. Dare 
Miller, a child psychologist turned 
dog psychologist. He is director of 
The Canine Behavior Center, whose 
purpose is turn anti -social dogs into 
well-behaved pets. 

Which is apparently impossible 
with children. 
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Copy Clinic" Bulletins help media 

identify areas of 

primary buyer interest 

sharpen sales approaches 
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Agency media executives, account executives, company 

advertising and media managers in Chicago and New York 

have a natural interest in all useful information that media 

see fit to provide for their convenient use in the Service -Ads 

they place in SRDS. 

The constructive suggestions they make, as they review 

media ads, can help you sharpen your sales approach in 

all segments of your total communications efforts designed 

to sell your medium. 

In SRDS YOU ARE THERE 
selling by helping people buy 

STANDARD RATE & DATA SERVICE, INC. 

5201 Old Orchard Road, Skokie, Illinois 60076 

STANDARD RATE & DATA SERVICE, Inc., 5201 Old Orchard Road, 

Skokie, Illinois 60076- Phone: 312 YO 6-8500 
Please send me current issues of "Buyers Eye Your Ads" containing panel- 

ists' comments on: 

Broadcast Consumer Magazines 

Business Papers 

Name 

Newspapers 

Title 

Company 

Address 



A dozen good reasons why 
TV is the amazingest success 

inTV history. 
(Why advertisers bought $946,260 before August 4 air date!; 

1 
You're not all the way into New York 
if you miss the Latin Quarter. 

It's an "A" market in an "A"' market. 
Population approaching 2,000,000 
Spanish-speaking people. A market that 
grew an incredible 42% from 1960 to 
1966, while New York City grew only 
2.4%! 

2 40% more household per household. 
That's a big bonus for TV advertisers. 
Families that are 40% larger. These fami- 
lies are the "heavy users" in almost all 
categories ... more food and beverages, 
more clothes, more soaps, more toiletries. 
They spend 33% of their income (more 
total dollars) for food versus the National 
Average of 11%. 

The Latin Quarter buys more than 25% 
of all the coffee, rice and beer sold in the 
New York market! That's what we mean 
by "heavy users". 

3 The Latin Quarter is a brand -name 
market. 

Private labels are a seldom thing in New 
York's 6,000 bodegas (grocery stores). 
Latins buy brand names. For several rea- 
sons. Often, they're in a strange land, and 
brands can be trusted. They're a proud 
people and brands are prestige. Most 
important, a Latin always wants and will 
pay for the best. And the brands they 
know best are the brands advertised in 
Spanish -language media. 

4 Your Anglo TV strikes .out in Latin 
Quarter homes. 

Research shows that, in markets with 
quality all -Spanish stations like WXTV, 
Spanish TV is #1 in Spanish-speaking 
homes. 

Why? Because Latins prefer good Span- 
ish TV shows. The kind programmed on 
WXTV. They feel more at home with stars 
they know in shows they like in surround- 
ings to which they can relate. 

5 Top -5 ad agency's research shows 
advertising to Latins must be in 

Spanish to be "in". 
Some Latins speak no English, some 
speak some English, most speak Spanish 
most of the time. 

A Latin who tunes in to your English - 
language TV show is not necessarily 
tuned in to your English -language com- 
mercials. Staying with English takes an 
effort on his part. During the commercial 
he can relax, tune you out. And -there's 

a good chance he didn't tune you in, in 
the first place. 

Says the ad agency's media report: 
"There seems to be universal agreement 
among specialists on the subject that 
advertising directed to the Latins must be 
in the Spanish language if it is to be 
effective." 

6 The market makes the message. 
You've got to get your market's message 
before you can get them to get yours. If 
you get the message, you've got the 
market. The market dictates sales strat- 
egy. The market dictates media. 

Now ask yourself whose message 
created the commercial you run in the 
New York market? To which New York 
market are you selling? The make believe 
New York of 20 years ago or today's New 
York with its Latin Quarter approaching 
2,000,000? 

7 The Latin Quarter is your short cut 
into New York. 

Big New York isn't so tough to crack, if 
you take it a piece at a time. The Latin 
Quarter gives you great geographic con- 
centration (so you can zero -in your sales 
force and your message), media concen- 
tration (Latins prefer Spanish -language 
TV), growing income (over $5,600). It's 
the ideal market -by -market way to break 
into New York, 

8 No buck-shotting all over the dial! 
Buck-shotting and buck shooting are 
common time -buying pitfalls. Not so on 
WXTV. 

Here you know exactly what part of 
your market is getting your message. You 
know who they are, what they are, what 
they like, how they live, what they buy. 
Consequently, you know it takes less 
spots to get the number of per listener 
impressions you want. No more guessing. 
On WXTV you know you've got them 
covered. 

9 Costos Por Millar are competitive! 
You pay no CPM premium on WXTV. To 
the contrary, you get more viewers per 
set. More women per set (double the 
national average). More family per viewer. 
Add to this the heavier product usage. 
And you can see why WXTV gives your 
media dollar premium value at no pre- 
mium in cost. 

10 We translate your TV into Spanish 
It's a complete service. We can re -write 
re -dub or even re -shoot your current 
commercials for you. We can help you 
pre -think them or re -think them, too. 

11 Come see! 
If you don't know yet that the Latin 
Quarter is a different world, come take a 

tour. Check the store shelves. See Red 
Cross Salt humbling Diamond, Sterling 
and Morton's. See Bustelo and Caribe 
Coffee drive the Anglo favorites off the, 
shelves. See giants like General Foods 
lagging in distribution. Visit the 3 

powerful Puerto Rican banks, now with 
9 New York branches, grabbing business] 
from the giants. Pick up the two Spanish 
dailies and two monthly magazines. Tune 
in the 3 Spanish radio stations and two 
TV stations. Or visit some of the 200 
booming Latin night spots. Sense the. 
tempo. Hear the Spanish. Read the Span- 
ish signs. Read the future. 

12 WXTV is big -station TV. 
All -new and Spanish, WXTV brings the 
big name stars in the big name shows to 

the New York market. A wealth of top 
talent, programming and management. 
WXTV is staffed by some of the most ex- 

perienced and knowledgeable people in 

Spanish -language broadcasting. They 
think Spanish, speak Spanish, know the 
Spanish market. Add color and over 2 

million watts. That's power! The most 
powerful TV in metro New York. 

Now you know why smart advertisers 
have signed close to $1,000,000 in 52 - 

week contracts, even before WXTV went 
on the air. 
Represented nationally by: 
SPANISH INTERNATIONAL NETWORK 

You're not in Metro New York 
if you're not on 

!P t 
WXTV 

population approaching 2,000,000 

WXTV, Trans -Tel Corp., Paterson, New Jersey Completing the picture in the Metro New York TV market. 
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Vivienne Della CChiésa_has'bécomé such 

a_smash_in her_ first year on WLWT in 

Cincinnáti that her show has been ex- 

panded. to; WLWC Columbus, WLWO 
baytón ánd ad át: 

,tion tó Cincinnatt:-Vivieñ-ne--Metro. -- . ° -` 

politan -opera-' star,- sparkling-- convér 

sationá(ist,-interviewee-par exce(Ience, - - 
is available,to you nowti, 

Buy -Vivienne in one, two, three:or all 
;four of these major_ midwestern ° 
markets! 
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AVCO - BROADCASTING CORPORATION 
TELEVISION: WLWT Cincinnati/WLWD Dayton/WLWC Columbus/WLWI Indianapolis/WOAI-TV San Antonio 

RADIO: WLW Cincinnati/WOAI San Antonio/WWDC Washington, D.C./KYA & KOIT San Francisco 

Above represented by Avco Radio Television Sales, Inc. WWDC-FM Washington, D.C./Represented by QMI. 
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ore than meets the eye. 
.0 Radio is the biggest thing in 

casting in the Minneapolis -St. Paul 
.et. Our most dramatic and convincing 

WCCO Radio is bigger than TV! 

eck these comparisons, based on average 
er-hour estimates from ARB: 

L DAY... ALL WEEK: WCCO Radio 
cts larger audiences than any, television 
pn in the Twin Cities: (6:00 AM -12:00 
fight, Monday -Sunday). 

YTIME: The WCCO Radio audience 
gger than all four Minneapolis -St. Paul 
tations COMBINED. 
AM -6:00 PM, Monday -Friday). 

PRIME TIME: WCCO Radio's morning ° 

audience is greater than the evening audience 

of any Twin Cities TV station. (6:00-10:00 AM, 

Monday -Friday, for WCCO Radio; 6:30-10:30 

PM, Monday -Friday, for TV). 

On each point, WCCO Radio is the dear -cut 

leader among all persons 12 and older. Also 

adults, women and men. 

Before setting your next 
budget, get full details of 
WCCO Radio's bigger - 
than -TV story. You'll find 
there's moré to adver- 
tising than meets the eye. 

NNEAPOLIS / *ST. PAUL Represented by CBS RADIO SPOT SALES 
Source: ARB estimates. Radio: Oct: Nov.1967 & April -May 1968. TV:, Oct.1967, Nov. 1967, Jan.1968 & Feb: March 1968. Total survey areas. 

All data súbject to qualifications which WCCO Radio will supply on request. 
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by Ward L. Quaal 
and Leo A. Martin 
A comprehensive ex- 
ploration of all the 
management functions 
of American television 
and radio. Analyzes 
problems of audience, 
programming, engi- 
neering, sales, profits, 
personnel, regulation. 
$5.60 (paper) 
$8.95 (cloth) 

NEW BOOKS 
Of INTEREST 

Color Television 
The Business of 
Colorcasting 
Edited by 
H. W. Coleman 
Twenty expert con- 
tributors authorita- 
tively examine the 
components - from ad- 
vertising to local sta- 
tion operation -that 
make colorcasting a 
vital communications force. 288 pages, 
diograms, charts, index. $8.95 

Broadcast Management 

SI 1091 +; nt 

f 

The Technique of 
Television Production 
(Revised Edition) 
by G. Millerson 
Revised and updated 
throughout, with a 
new section on color 
television, this ency- 
clopedic textbook con- 
solidates its position 
as the standard in 
the field. 
$7.20 (paper) 
$13.50 (cloth) 

Audio Control Handbook 
for Radio and 
TV Broadcasting 
by R. S. Oringel 
Written in clear, non- 
technical language, 
this text contains corn- 
plete stepby-step di- 
rections and full ex- 
planations of every 
phase of audio con - 
trot. Diagrams and 
photographs supplement the text. $7.95 

r TELEVISION AGE BOOKS 
1270 Avenue of Americas 
New York, N. Y. 10020 
Please send me the following books: 

COLOR TELEVISION $8.95 

BROADCAST MANAGEMENT 
Paper $5.60 Cloth $8.95 

TELEVISION PRODUCTION 
Paper $7.20 Cloth $13.50 

o AUDIO CONTROL HANDBOOK $7.95 

Name 

Address 

City State Zip .. - 
Check Enclosed (Please add 50c 

L per book for mailing and handling) 
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21 TWO-TIMING THE TIMEBUYER? 

Emergence of outside services to buy media raises questions 
about traditional agency role. 

24 FROM MICHIGAN AVE. TO MADISON AVE. 
Ma/,ing it big in New York is tough for Chicago agencies but 
Aeedhant, Harper & Steers is showing how it can be done. 

26 TV TAKE -OFF 

Winning the pleasure traveler means more creative and mar- 
keting brainwork as airlines pilot more money into tv. 

28 WHY RATE THE RATINGS? 

Proposal for ratings methodology study, on the grounds that 
present ratings are not valid, has caused confusion and mis- 
interpretation. 

30 TIMEBUYERS WHEEL AND DEAL-BUT NOT FOR REAL 
RK0 General antes up as hordes of buyers gamble and gambol 
at the Waldorf. 
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Measuring the trends 
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43 One Seller's Opinion 
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Bay KBOI-TV 

Sell IDAHO! 
KBOI-TV Boise serves Idaho'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 Idaho 

television station. 

NS! & ARB February -March '68. 
Audience measurements are es- 
timates only, based on data 
supplied by indicated sources 
and subject to the strengths and 
limitations thereof. 

TELEVISION 
Channel 2 CBS 

BOISE 

'I'll E KATz A(,ENCY, INC. 

National Representatives 
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TV Guide is big. 
But not bigger than the 
medium it promotes. 
Television. 
The television stations 
represented by 
Peters, Griffin, Woodward 
deliver more circulation 
in their combined 
effective coverage areas 
than TV Guide. 
And Life. 
And Look. 

It 

E TO 

And McCall's. 
Combined. 
And that's not all. 
Add television's unique 
ability to demonstrate 
your product through 
sight, sound, motion 
and color. 
Need a guide in the 
business of 
Spot Television? 

Ask us 
first. _ 

TiEIE$S,®:HllIF]E.IY, ODDWAífdD, iNc.' =, 
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All you need to make 
movies is a 16mm Bolex, 
a lens, and talent. 

All you need to make 
movies is a 16mm Bolex, 
a lens, and talent. 

_` .o 

111. 

But Boles is a system as well as a cam- 
era It can be outfitted for your specific 
professional needs Begin with the 
H-16 Rex -5 body, which has relies 
viewing, a magazine saddle, filter slot, 
and variable shutter speed 
Add the lightweight 400 loot magazine, 
constant speed motor, take-up motor, 

rechargeable power pack, and you are 
ready to shoot 12 minutes of uninter- 
rupted synchronous sound footage. 
Choose from a wide range of optically 
perlect lenses, from last 1 Omm wide 
angle to 150mm macro -tele. From 
zooms with electric exposure control 
built in to a prime lens as fast as 

Q1/0.95 

C) 

The Boles H-16 Rex -5 has automatic 
threading, variable speeds from 1 2 to 
to 64 frames per second, single frame 
control. It can be hand-held or mount- 
ed on a tripod Fully outfitted, the cam- 
era weighs less than 13 pounds. 
Boles cameras, made with Swiss 
watch making precision, have proven 

their accuracy over many years time, 
under the most adverse conditions, 
and at tropic and arctic temperatures. 
This is the Boles H-16 Rex -5, The Pro- 
fessional. 
For a copy of Boles magazine's spe- 
cial issue on communications, write 
Paillard Incorporated, 1900 Lower 
Road, Linden, New Jersey 07036. 

BOL_EX - 

Bolex H-16 Rex 5, 
The Professional. 

Letter from the Publisher 

The political conventions 
Mans articles. books, and feature stories will be ttrittei 

about the behind -the -scenes problems and activities of tin 
telet ision coverage of both conventions. The entire in, 
dustry can Ite proud of the magnificent job that was du_ 
byItotlt the radio and television reporter, at both eon, 
ventions. 

In a broader sense, television will hat e been respon,ihl 
for forcing democratic structural changes in contention 
methods and operations. 

In reality, both pat -ties ran ttso con%entious ithin tht 

trappings and framework of the one cent elation hall. h 
other words, there was a constant and apparent tug -of -N o 

between the cormentions' establishments and the new; 
media, particularly television. 

The cons ention string -pullers and directors wanted tin 
canteras trained on the podium. Every possible des ice w t 
used to keep the on -the -floor reporters from pursuing their 
reportorial activities. The Republicans were a great de I 

more subtle about it, and Mayor 1)alev's goon squads nab 1 

the floor of the Democratic convention were an out-and- 
out disgrace. The bullheaded mayor's moves were trans' 
parent to everyone except himself. The settlement of the 

(.phone strike, after it was too late to set up remotes, tta, 
just one indication of the flagrant flouting of the basic 

principles of news access. Many of the newsmen fought 
the battle of tear gas that was thrown directly at thew. 
of barbed wire, and of harassment; some were jailed, some 

sere injured. In the face of the actions, both in the amphi- 
theatre and in the streets of Chicago, the television and 

radio reporters were indeed remarkable. 
But the real story is in the lasting effects of both son 

vent ions. It will undoubtedly stimulate Americans to par- 

ticipate more directl, in the selection of cent ention dele- 

gates. ou can mark I%8 as the start of a new era in 

national politics. Open contentions are bound to he a 

reality, and for this the American public can thank the 

broadcast media. 
This promises to be a hard fought political campaign. 

This means that both radio and television will he tailed 
upon to exercise responsibility and judgment in tiillirult 
situations to a greater degree titan ever before. `fife next 

move that requires immediate action: Repeal of Section 
315. 

Cordially, 

/14¿ 
10 Trlecision Age, September 9, POI 



Letters 
to the 
Editor 

Igood job on J. Walter 

thought your people did a very 

Id job of putting together the ar- 

e on J. Walter Thompson U. 

titer: the nimble giant, TELEVISION 

1E, July 15, 1968, page 21). 
RICIIIRD P. JONES 

Vice President, Director of Media 

.1. Walter Thompson Co. 
11 ew York 

le international scene 

I thought your piece on the inter- 

jtional agency situation (Is the 

Pont oft the boor. in, agency expan- 

u abroad? TELEVISION _AGE, July 

1968. page 17) was a \ ery well 

iced summation of a lot of complex 

ul diverse viewpoints and policies. 

All of us in this tricky area of 

ency financial planning need all the 

rd information we can get. Your 

,ry added to the store. 
TED STEELE 

Chairman of the Board 
Benton & Bowles, Inc. 

New York 

apturing the essence 

\Ve at Videotape Center enjoyed 

tul Guthrie's article on Lois Hob 

nd Callaway (Look, iw media de- 

triment ....tell almost, TELEVISION 

GE, June 17, 1968, page 28) . The 

sence of the agency was captured 

sautifully. It's alssays a joy to come 

ion such a delightful feature. We 

.e your hook. 
EnG \R \. GROWER 

Commercial Sales Manager 
Videotape Center 

Aew York 

he Procter & Gamble story 

I am impressed with your recent 

Hides on Procter & Gamble (Proc- 
'r & Carnlle: ,Marketing's number 
ne practitioner, TELEVISION AGE, 

my 29, 1968, pages 37-50) . Con- 
ratulations on an outstanding issue. 

FR\NK FORBUSH 

V ice President 
Meredith Corp. 

Des Moines 

í- 

Channel 40 is the most successful news station in Southern 
New England with more award winning local NEWSbeat reports 
per day ... 7:00, 7:20, 7:40 A.M. and 6:00, 7:00, 11:00 P.M. 

and 1:00 A.M. 

Chañnel ,40 has such high rated programs as: Truth or 
Consequences, I Spy, Bozo The Clown, Gilligan's Island, 
Flintstones, Combat, Charlie Chan, Leave It To Beaver, 

One Step Beyond, Timmie and Lassie and many more plus 

movies that keep the viewers turned on. 

Chañnel 40 is first with ... Color Video -Tape machines, 
Color Film and Slide Chains, Color Studio Cameras, Color 
Clirom-A=Keyer and Special Effects Generator. 

Channel 40 serves the Number ,2 Metro Market in Massachusetts 
and well over One Million viewers with a buying power of 
dyer Two Billion dollars. 

THE WHYN STATIONS CORPORATION / SPRINGFIELD, MASSACHUSETTS 01101 

REPRESENTED BY 

EDWARD PETRY & CO.. INC. 

THE ORIGINAL STATION REPRESENTATIVE 

abc 
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A new 
dimension in 
videotaping 
made 
possible by 
"Scotch" Brand 
Color Tape Plus 
Electography is videotaping at íts 
finest. Colors are brighter, clearer, 
livelier. Black and whites are 
stronger with amazing presence. 
Copies are perfect... matching 
the original picture and sound.. 
Electography is immediate. Lets 
you complete complex program- 
ming in hours. You see your work 
as you go. You're free to experi- 
ment ... be more daring. You can 
use slow motion, fast motion, stop 
motion and reverse action. You can 
go out on location. Combine all 
types of existing footage (stills, 
film) with new footage. Edit in- 
stantly ... electronically with 30 
frame per second precision. 

"Scotch" Brand Video Tape No. 
399, Color Tape Plus, delivers the 
ultimate in electography. Gives you 
the response and full compatibil- 
ity you need to make it all possible. 
Lets you use the most subtle light- 
ing techniques. Gives you true col- 
ors... more dynamic black and 
whites ... multiple generation cop- 
ies undistinguishable from the 
master tape. 

Want more information on elec- 
tography and how you can take full 
advantage of this complete crea- 
tive medium? Write: 3M Company, 
Magnetic Products Divi- 
sion, 3M Center, St. 
Paul, Minn. 55101.COMPANY m 

"SCOTCH" IS A REGISTERED TRADEMARK OF 314 CO. 



'sr nhowmuch 't to Ted this all 
Who do we go to for 

estimates?» 

"Where do your four TV Sales Groups, Promotion, Research and Estimating 

Depart11ents go to for the last word? 

"Ted." 

Who'll advise us ""Ted. on this new Promotion 
project?" 

f Television 
Division?" 

General 
Malager ° y 

"Who's the 

"That's Ted. 

Pass the buck Ted 
"One of our client stations is looking for an e a qualified man for them?" executive. Would Ted find "Yes. Go to Ted. 

g° 

eds a 
sales strategy 

"This station 
n 
d 

"Of 
course,Te . 

How do we apP1Y 

"Ask Ted.,, 

i 

"T dere do your client stationsgo 
for solutions to their problems 

this research material?" 

"We've got a buck to pass. Who . ? "Ted. Ted Page." 

The representative is sometimes the only part of your station 
that people ever get to see. 

Edward Petry &. Co. 



WHAT'S AHEAD BEHIND THE SCENES Tele -scope 
Cannibals'-fact, fiction or what? 

kdvance-copy readers are said to be drawing all sorts 

;comparisons between real -life tv people and the char- 

ars in Keefe Brasselle's upcoming novel The Canni- 

;s. Bartholomew House, the publishers, insist the book 

"fiction, not fact." 
The 510 -pager is about the inner workings of net- 

«rk television at the top executive level. In fact, one 

;the leading characters is a network president. 

Told through the eyes of Joey Bertell, an independent 

i,ducer, the book, Bartholomew House explains, "is 

about the television industry. Rather," the publishers 

intain, "The Cannibals is a contemporary novel about 

;temporary people. The book just happens to have 

,elevision network for a background." 
lust how contemporary these people are, one observer 

i es, has "some television people holding their breath." 

lis group recalls when actor -singer Brasselle was head 

Richelieu Productions and worked close y with CBS 

its then president, James Aubrey. 
Worriers won't have to shun breathing much longer. 

le book will be out tomorrow (September 10) . 

fight tv future for college basketball 

College basketball has a bigger future on tv, says 

ed McClafferty, director of sports for N.W. Ayer. He 

,les that Sports Network, Inc., and TV Sports, Inc., 

ºiIong others, already program a considerable number 
:! games, and adds that there are enough colleges left 

er to set up another network. The only question here 

; whether the station clearances would be as ailable, he 

ys. 

A national package was offered advertisers for the 

,-st time last year by TV Sports, Inc. The company set 

i; a 185 -station network covering an estimated 95 per 
lint of tv homes and ran 10 Saturday afternoons. Three 

12 regional games were invoked. Stations are paid 
giving them four of the 16 minutes of commercial 

ne. 
The national spread is important to TV Sports since 

; conferences are not as strong as those of SNI. Among 
e TV Shorts conferences are Southern, Mid -American, 
estern Athletic and Southwest. Indie colleges are also 
iogrammed. The company started five years ago with 
) stations. 
Eddie Einhorn, head of TV Sports, says he'll run 

vo primetime games this season as against one last 
eason. 

¿hatever happened to Simone Sígnoret? 

Observers who have expressed concern over what will 

e left of the feature films that plan to surface on the 
'ebs this Fall will have to wait until the premieres to 
ave their fears allayed or confirmed. 
Movie addicts who ponder the tv fate of Zorba the 

Creek, Tom Jones and Suddenly, Last Summer will have 
;, content themselves with networks' promises to show 
nem as close to the original versions as possible. 

"As possible," one network programmer pointed out, 

means that all legal profanity must be clipped or beeped 

over to comply with broadcast standards. "This is a cut 

and dried matter," he explained, "There are no decisions 

to be made. You just do it. And," he added, "it is be- 

coming a serious problem within films that are only 

three or four years old and have much freer dialogue." 

Violence, of course, is the big; issue. "We solved that," 

another network spokesman said, "by steering away 

from violent films altogether." 
It is the classics and award winners that stir the 

most apprehension. Nobody wants to see them go the 

way of Hud and. Two Women. As one disgruntled ob- 

server complained, "I'm still wondering what happened 

to Simone Signoret in the tv version of Room at Ike 

Top." 

A BBC show-from the mouths of babes 

Children's programs may have their outcomes decided 

by moppet viewers, if American tv follows the lead of 

our British cousins. 
BBC -1 has an adventure serial, Ramshackle Road, in 

which the plots of continuing episodes are determined 

by suggestions sent in by youthful viewers. If; for ex- 

ample, a child wants to have a certain character do a 

specific thing for a particular reason, he merely states 

his case in writing to writer Peter Hammond or producer 

Brian Miller. 
"The outcome of the story depends on the youngsters' 

answers," Miller explained. "Naturally, only one idea 

or combination of ideas can be used per episode. In 

case of a duplication, the first one opened is accredited 

on the air at the end of the program." 
The writer and the director, however, reserve the right 

to decide which of the nippers' ideas to use. After all, 

a little power is a dangerous thing. 

Toward more plausible copy testing 

Two former Schwerin Research Corp. executives have 

devised a testing method that is in some ways similar 

to the sneak preview practices of the big Hollywood mo- 

tion picture studios. The latter run their previews in 

typical suburban movie houses, on the premise that the 

audience there may be more reflective of the nation's 

tastes than audiences in the downtown palaces and art 

houses. 
Don McCollum and Hal Spielman have set up a com- 

pany called AC -TV Advertising Control for Tv that 
will run commercials in clutter situations on normal tv 

screens via closed circuit in three high -traffic suburban 
test areas --one in the East, one in the Midwest, the 

third in the West. McCollum said the method will measure 

how a commercial stands out or is remembered in the 

prevailing clutter. 
McCollum and Spielman feel that the suburban re- 

spondents will prove to be more typical than are those 
who make the trip to downtown test sites for the big - 

screen showings. 

'elevision Age, September 9, 1968 15 
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Jan Murray starring at the Riviera Hotel, Las Vegas, starting in September. 

Jan Murray 
doesn't mind paying a little less. 

Jan Murray may pay $250 for a sport jacket, but he 
rents from AIRWAYS RENT -A -CAR because he really 
doesn't mind paying a little less. When he rents a new 
Chevrolet, Buick, Pontiac, Oldsmobile or even a 
Cadillac from AIRWAYS, he gets more and pays less. 
With AIRWAYS better combination of rates and serv- 
ice, he can rent a car at most AIRWAYS offices for as 

good 
for 2 

á 25 name 

C free address 

o miles city O 

stale0~0 

On pub, 00'0 '0(.3 

1-110EOOOOD00°011D001300I 

- ODE EEL: fl CPO cizm OOO-07o 
This Cerhhcate entitles you to 25 Free Miles the next lime you rent a car Irom AIRWAYS RENT -A -CAR. AIRWAYS otters better service at lower rates.. slatting from 5500 per 24 -hour day and 7e per mile including gas, oil and Insurance 

Remember - when you present this Coupon at any AIRWAYS 
Office. you receive 25 Free Miles on the AIRWAYS renla-car of your choice' All malo» credit cards accepted. 

rip 

little as $5.00 a day and 7C a mile including gas and 
the finest insurance available. He saves time by phon- 
ing AIRWAYS when he deplanes. AIRWAYS will prob- 
ably be there before his luggage. 

When you get the same service and convenience 
as the other two leading car rental companies, but 
at lower rates- you won't mind paying a little less. 

Adjacent to airport, downtown and airport locations coast to coast and Canada. 
For tree International Directory, write: 

Dept. 9 TA 

AIRWAYS RENT -A -CAR SYSTEM, INC. 
6405 Pershing Drive 

Playa del Rey. Cahlornla 90291 

/AIRWA 's 
RENT -A -CAR 

FRANCHISES AVAILABLE 

ALL MAJOR CREDIT CARDS ACCEPTED. Over 200 offices throughout the world. 

16 
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t had 

Business barometer 
a nice month in July, well in line with the previous increases through the 

Spring of this year. The average drop of 14.9 per cent from June was 

expected and merely the reflection of a normal 

seasonal decline. It would be a mistake to 
view 

it in any other light. Where national spot for 
NATIONAL SPOT 

the month of July really shines is in its solid 

16.6 per cent gain from a year ago. In dollars 

the increase totals $9.6 million, having 

gone from July '67's $58.1 million to $67.7 mil- 

lion. Year-to-year figures have been consist- 

ently favorable. A quick review of the past few 

months compared with 1967 gives the picture: 

April was up 13.7 per cent; May climbed 16 per 

cent, June jumped a strong 18.4 per cent. If the 

present pace continues-and there appears to 

be nothing on the horizon to slow it to any 

significant extent -1968 will prove to be a truly 
dramatic reversal of last year's slump. 

e smaller stations gained most ground in national 

spot during July-up 25.1 per cent from the same 
month a year ago. This category also led the field 

in percentage increase in April (15.4 per cent) 

and May (25.3 per cent), although June found 

it bringing up the rear with a gain of only 

9.8 per cent. 

radium -sized stations finished second in terms of per- 

centage gain, July '67 to July '68, with an 

1 
increase of 20 per cent (these are the ones whose 

take ranges between $1 million and $3 million on 

the year). Stations in this category were the 

top gainers in June, with 21.1 per cent 

on the plus side. 

:9e big guys came in last in July percentagewise 
(these are the stations doing in excess of 

$3 million annually). Their increase was 

healthy enough at that -14.3 per cent. And if 
you look at it in terms of dollars, they had 

to be the big winners, as they usually are. 
April also saw this group placed third in 

percentage performance (though by only a 
single percentage point), as did May. 
In June, their 17.5 per cent increase put 
them in second place. 

pot revenue for the first seven months is estimated 
at a booming $531.6 million, well ahead of the 

$481.5 million for this point in 1967-all of 
which adds up to one more indicator that 1968 
figures to set an all-time industry record in 
total national spot dollars. The economy as a 
whole appears to be in relatively solid shape, 
give or take a soft spot or two-and that's 
par for the course. 

text issue: Local and network compensation revenues in July. 

1 

jjh copyrighted feature of TELEVISION .41:E. 
L/ormntion is t..hutnted by Dun & liradatrrrt.f 

100 

.95 

90 

85 

80 

Iturinrss bnron.,'ter is based Oft o rrols-sertion Of t{tntions 

75 

70 

65 

millions of dollars 

$67.7 
$58.1 

July (up 16.6%) 

Year-to-year changes 
by annual sta. revenue. 

Station Size Spot Tv 

1/nder $1 million +25.1% 
$1-3 million +20.0% 
$3 million -up +14.3% 

50. 1 F .11 .4 .11 1 1 .4 SOND 
1968-'67 runt Imrison 

in nU r..ron.t nnd geugrnphirnl rntegorirs. 
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Prime time minutes 
for less than 

radio rates 
30's at 50% of 

minute rates 

For the complete details 
call Jack Bivans, General Sales Manager 
at (312) 527.4300 
or your nearest 
METRO TV Sales Office .. , today! 

WFLD'TV 

CHICAGO 

WFLD-TV DIVISION OF FIELD COMMUNICATIONS CORPORATION SERVING CHICAGOLAND VIEWERS WITH QUALITY PROGRAMMING INCLUDING WHITE SOX BASEBALL IN COLOR 

18, 

.j . , 

., .i .. , .. .. 
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THE WAY IT HAPPENED Newsfront 

7ith style and taste 

The tv spot schedule that marked 

e successful and tasteful opening 

a new mortuary building at the 

'hn A. Gentleman Mortuary in 

maha was actually the high point 

a tv schedule that began back in 

1)63. 

Five years ago, Tom Belford, presi- 

;nt of the mortuary, started in tv 

ith local spot announcements calling 

.tention to the need for highway 

tfety. The campaign, which earned 
e ford a special award from Gover- 

or Frank Morrison, convinced him 

tat television was the most success - 

al and perhaps, the most 'delicate 
tedium for his message. 
Up until that time, Belford had 

oncentrated his advertising energies 
a billboards and newspapers. 

This was just the beginning. Start- 
ag in 1963, Belford built up a re- 

ttionship with )(Ism -Omaha and 
tarted sponsoring John Hlavacek Re- 

+or1s, five-minute segments on the 
Itation's 11 o'clock news. Hlavacek 
s the station's own foreign corres- 
tondent. 

In 1965, Belford sponsored six 
Calf -hour specials again with Hlava- 
:ek, this time interviewing Omaha 
soldiers stationed in Viet Nam. 

It had to be tv. With such success 
oehind him. Belford could think óf 
ao medium other than television to 
announce the new mortuary building 
at the Omaha complex. 

This however was no easy task. 
The subject matter was delicate to say 
the least, and any sort of advertise- 
ments would have to be handled dis- 
creetly and with the utmost taste. 

Belford got together with Arden 
Swisher, vice president and general 
sales manager of the station, and the 
don'ts became apparent at once. 

They couldn't very well have a 

cocktail party or a champagne break- 
fast or any of the hoopla usually 
associated with the opening of a 
new adjunct or business. Tours were 
in, then out, then in and finally out 
again. 

The two men eventually came up 
with a series of IDs inviting people 

to the dedication ceremony of a 

chapel that was part of the new 

building. 
The mortuary's chapel was named 

the Chapel of the Four Faiths in 
honor of four clerics who gave their 
lives during World War II by offer- 
ing their life jackets to servicemen 
after their ship had been torpedoed. 

How it was handled. Belford even 

arranged to have the widow of one 

of the heroes at the ceremony. Rep- 

resentatives from various religious 
groups and choirs were likewise in- 

vited to attend. 
The result was a dedication that 

was marked as much by crowds as 
it was by respect. 

Hundreds of people attended the 
dedication ceremony in response to 
the tv invitation, and many toured the 
new building even though such an 
inspection had not been planned. 

After the ceremonies, Belford 
brought the press and other business 
associates to a downtown hotel for 
a luncheon where they could receive 
basic information about the new 

building. 
And although both men consider 

the dedication ceremony a success, 

and Belford has all intentions of 

remaining with tv, they confessed 
that they were both glad when it 
was finally all over. 

Glory for newsmen 

Tv newsmen, understandably miffed 

at the short shrift given to awards 
in the news and public affairs cate- 

gories in the last Emmy Awards 
broadcast, may take heart at the news 

that what is said to be the world's 
first international newsfilm awards 
competition has been organized 
abroad. 

Set up by an outfit ín London 
called Film and Tv Awards Ltd., 
the first World Newsfilm Festival will 

be held in Monaco on October 21, 

22, and 23. The awards will be 

called "Monte's," after Monte Carlo, 
the capital city of the principality of 

Monaco. 
Eligible is any newsfilm taken dur- 

ing the year ending July 31, 1968. 

Anyone can play. Any tv news serv- 

ice and cinema production unit in 
the world can shoot for a Monte, 
and there's no limit on how many 
films each may enter. Freelance 
cameramen can enter if their entries 
are endorsed by the tv services or 
cinema news agencies which used 
their films: 

The awards will be presented by 
His Serene Highness The Prince 
Sovereign of Monaco and Her Serene 
Highness The Princess Grace at a 

special banquet on October 23. 

The panel of judges will be head- 

ed by Terry Ashwood, president of 

the International Newsreel Associa- 
tion. 

The awards will be in two separate 
groups, one for tv, the other for 
cinema (newsreels) . In each of 'the 

groups, awards will be given in a 

number of categories: general' news, 

news interview, action reports, sports, 
war reports, scientific news, state 
functions. Each category other than 
interviews will be subdivided into 
color and monochrome. 

The spoils. Category winners will 
get plaque -mounted statuettes-a 
winged Mercury holding a mirror- 
"symbolic of the news cameraman 
holding a mirror to the world with 
his camera, and the speed with which 
his story must be despatched." 

Other prizes will include a special 
award for the best edited film, and 
citations of merit for the best film 
entered by each individual country. 

The film which gains the highest 
marks among the category winners, 
will win the festival's top prize, the 
Grand Prix de Monte Carlo. A "Spe- 
cial Series" award for "best tv news 
cameraman of the year" will go to a 
cameraman who worked on three dis- 
tinct films found to be of exceptional 
merit-the best three, in fact. 

Entries must reach Film and Tv 
Awards Ltd. in London not later than 
September 21. The address is 31, 
St. George Street, London, W. 1. An 
entry fee equivalent to $50 is charged 
for each film under two minutes, 
and $75 for longer films and for 
each "Special Series" entry. i 
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Television Age 

The emergence of outside timehuying serv- 

ices which buy time at discount prices has 

twanged a raw nerve at the ad agencies. These 
services not only raise the issue of whether 
they can do a "better" job of translating a 

media plan into an efficient schedule than the 
agencies, but have stirred up a host of funda- 
mental questions striking deep at the econom- 
ics of both agencies and station operation. 

The timehuying issue alone is enough to 
rock the boat. After accumulating, over two 
decades, a wealth of experience in dealing with 
stations, in targeting audiences, in developing 
react and frequency formulas, in analyzing 

SEPTEMBER 9, 1968 

`Two-timing' 
the timebuyer? 

Emergence of outside services 

to buy medía raises questions 

about traditional agency role. 

ratings, in pouring over rate cards, in trying 
to simplify paperwork, in reorganizing media 

departments for greater efficiency, in develop- 
ing computerized systems of a more or less 

sophisticated nature-the agencies now find 

themselves being tol [1 by operators, some of 

dubious background, that their best is not good 

enough. 
On the surface, the agencies are playing it 

cool. As one media director at an agency bill- 
ing more than $25 million in spot tv predict- 

ably put it, "We are always looking for ways 

to improve our buys. After all, our first loyalty 
is to our clients, not to our pride." 
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But behind the scenes, the agencies 
are searching for more profound 
answers. The Station Relations Com- 
mittee of the 4As has been working 
for six months on a "position paper" 
dealing with a broad look at the 
economics of the national spot busi- 
ness. It is expected to be completed 
by September, but, in all likelihood, 
will not be made public. 

Though the outside media buying 
services are only a part of this study, 
it was their increasingly obvious 
presence that kicked it off. 

These services are both obvious 
and shadow). Their operators often 
have a barter background and the 
suspicion remains, despite denials, 
that the "cash" timebuying op- 
erations retain some form of ex- 

changes other than money. They've 
hit the public eye-U.S. Media In- 
ternational, in particular-only with- 
in the past two months, but they've 
been pitching the agencies for about 
a year. 

The big agencies have been cau- 
tious in their dealings with them, in 
some cases holding off on giving 
them tv work until they prove them- 
selves in radio. But U.S. Media claims 
it will place about $30 million in 
spot tv and radio this year, and pre- 
dicts a $50 million figure for 1969. 

Other names which pop up most 
frequently at the agencies are Adonis 
Radio Corp. and the Time Buying 
Services division of RDR Associates. 

Adonis estimates it will place between 
$5 and $7 million in billings this 
year, exclusive of barter, which, it 
says, is a separate operation. 

RDR Time Buying Services, Inc. 
has been particularly publicity -shy, 
promising to reveal a new concept 
of timebuying services "in the near 
future." This it has now done for 
TELEVISION AGE. 

As described by Sam Wyman, the 
head of RDR Time Buying Services, 
the concept is that of a service or- 
ganization to agencies, as opposed to 
a "supplier of time." 

Wyman said that for the past nine 
months he has been buying time for 
agencies of all sizes, using a team 
now consisting of seven "profes- 
sionals," including himself. 

The RDR chief stressed the "ser- 
vice" as opposed to the "negotiation" 
aspect. "Our purpose is the same as 
that of the advertiser and its agency -to sell merchandise. There's no ad- 
vantage to buying time inexpensively 
if it isn't the right time." He added, 
however, that his group can buy time 
as well as any of the other outside 
services. 

Wyman goes to great pains to 
separate his operation from others 
in the field. As evidence, he said his 
firm is building up a storehouse of 
marketing information dealing with 
brand awareness, the demography of 
purchasers, brand loyalty and the 
like. He compares the money spent on 

this research, which he says is con 
siderable, to a research and develop 
ment investment. 

No planning for RDR 
But he makes clear that RDR i 

not involved in media planning, not 
does he intend to get into that area, 
"Timebuying itself is a profession 
and should receis a the status due a 

profession." His timebuyers, he said, 
are of "media director calibre" and 

I', 

are given the titles of vice president! ti 

Listed among the timebuying 
group, along with their backgroundsl 
are: 

I 

Stan Leipzig, ex -media directo 
of an agency that is no longer it 
existence, Smith & Dorian, Nes 
York (later Young, Smith & Dori 

an); once head of Stanley Frank 
Associates, a barter outfit; and for- 
merly advertising and publicity direr - 
tor of both Rayco and a division of 
United Merchants and Manufa'tur 
ers. 

Howard Secular, president and 
owner of Pomatex Hairdressing Co., 
who, Wyman said, has been buying 
time since 1952. 

John Reidy, once president of 
Schick and formerly a vice president 
of ' ardley. 

Albert Shepard, once president 
of Eastman Television Sales and 
Select Station Representatives; for- 
merly assistant to the president of 
Empire. Coil Co., broadcasting sta- 

la 

,p 

rl 
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titu owners; and division manager 

dfUnity Television Corp.; agency 

exerience with Norman, Craig & 

Knmel and Donahue & Coe. 

mother aspect of the RDR/TBS 

-eip stressed by Wyman is that it 

dl ultimately be controlled by the 

tncies." He explained they will 

h e much to say on policy, though 

on day-to-day operations. 
)f special significance is Wyman's 

rim to an "open -book" policy. This 

nuns, he says, agencies will be able 

uassure themselves that he will pay 

stions exactly what he collects from 

a:ncies. RDR is paid by the agen- 

cy on the basis of volume, but Wy- 

nn will not give any details. 
Chis "open -book" procedure will 

511 not enable agencies to determine 

+,actly what they paid for a par- 
'ular spot, or even what they paid 
particular station. But, according 
Wyman, "It will help the agency 
get full benefit for its clients." 

No details on cost 
The common practice among the 

utsirle timebuying services is to bill 
to agency a single, flat sum for a 
uy. This, Wyman does also. How- 

iver, 
the agency ís not given any 

. tails on the costs, either by HI)R 
anybody else. Presumably, the 

gency knows or can figure out what 
s own timebuyers would pay for 
he same buy if they made it within 
he shop. If the discount is satisfac- 

tort' and the buy conforms to speci- 
fications (information on placement 
of spots or programs is available 
with the affidavits), then, say some 
time -discounters, that's all the agency 
has to worry about. 

However, the problem doesn't end 
there. Spot buying is commonly a 
matter of negotiation, though agen- 
cies differ in their toughness tow and 

price deals and in the abilities of 
their timebuyers to pull them off. 
However, when an agency makes a 
deal off the rate caret with a rep, 
it makes the information availab e 

to other accounts at the agency. 
By the same token, a multi -agency 

client, when he receives information 
about price -cutting from one agency, 
will pass the (lope on to his others. 

WHEELER & 
DEALER Inc. 

FORMERLY 

BARTER&TRADE Inc. ` , ® \ 

A large agency, then, generally has 
a pretty good handle on whether 
prices are hard or soft and where. 

With the flat sum bill, and particu- 
larly where the buy is made on a 

large number of stations, it is im- 

possible for the agency to figure out 
which station is dealing and which 
is going by the book. With normal 
dealing by agencies, the cloud over 
rates is never entirely dispelled. 
With the flat sum bill, the fog really 
closes in. However, Wyman can claim 
that whatever the deal, the agencies 
rake in the full benefit of negotiated 
rates and are not left wondering 
whether the negotiating service pock- 
ets anything beyond the arrange- 
ments made with the agency. 

(Continued on page 50) 

Outside timebuying services have 

their gray areas. One of the 

grayest has to do with rates 

paid to stations --and the buying 

services aren't about to 

discuss the subject. They flat - 

bill agencies, which thus can't 

determine actual cost of spots. 
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Men on Michigan Avenue dream 
of testing their advertising 

skills in the Madison kvenue cruci- 
ble. But before the Midwesterner can 
make it in New York, he first has to 
find a way to make it to New York. 

And it's one thing for a rising 
adman to make the jump from Chi- 
cago to New York, but it's quite an- 
other for a big Chicago agency to 
establish a bridgehead in New York, 
and then proceed rapidly to the con- 
quest of Madison Avenue. Some Chi- 
cago and Detroit offices set up out- 
posts in New York and these may 
prosper; but few grow into big-time 
New York agencies on their own. 

Yet in little more than Iwo years' 
time, Needham, Harper & Steers, un- 
der the leadership of Paul C. Harper, 
Jr., board chairman and chief execu- 
tive officer, not only consolidated its 
bridgehead but became one of the 
fastest moving New York agencies- 
perhaps the fastest. The agency ac- 
quired some $18 million in new busi- 
ness in the first 'half of this year, and 
lost none of its old business. 

Accounts added already this year 

are Xerox, Somerset Importers 
(Johnny Walker Red, Crawford's 
Scotch, and Canada Dry Gin, Bour- 
bon, and Vodka), Krueger Beer, 
Craft Master (the toy and game divi- 
sion of General Mills), Delsey tis- 
sues (division of Kimberly -Clark), 
Betty Crocker Puddings, Manor 
House Coffee (Kraft), Get Up 'n' Go 
(Mead -Johnson), Air Micronesia 
(partly owned by another NH&S cli- 
ent, Continental Airlines), Swanson 
Frozen Entrees (Campbell's Soup), 
U. S. Divers (Aqua -Lung), GW Elec- 
tronics, and Rexall Drugs of Canada 
and Xerox of Canada. 

New York office scores 

Of the approximately $18 million 
in new billings acquired thus far 
this year, $12 million is to accounts 
handled by the New York office, $4 
million to Chicago, and the rest to 
Toronto and Los Angeles. 

Harper took over his present posts 
last year, moving his headquarters 
from Chicago to New York at that 
time. This year he's getting even 
closer, moving his family into the 

From Michigan Ave. 
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city from Greenwich. He's current() 
buying an East Side apartment, not'( 

that four of his six children ar,' 
away at school. 

Besides proximity to Needham\ 
5th Avenue office (the agency ii 

planning to move further east t(I 

3rd Avenue, new center of tht 
"Now!" generation's action), Harp 
er wants to live in town to be mar( 
in touch with the arts. 

"But whatever New York may be,'1 h m 

Harper remarked, "it's no place foil 
a branch office." 

After the merger of Needham,, 
Louis & Brorby, an agency founded 
in Chicago in 1925, with Dohertr J 

Clifford, Steers & Shenfield, an wren.' 
cy founded in New York in '41h, all 'li 

"branch -office stigma" had attached, t 

to the New York part of the Need, 
ham, Harper & Steers amalgam. 
mostly because the Chicago base was 

much bigger than the New York' t 

base. 
But now, Harper said, the stigma 

has been cast off. In the past 18 

months, Needham, harper & Steers 
has ceased to he a "Chicago" agen 
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 and has become a "national" 
,ncy with largely autonomous 

b es in Chicago, New York and Los 

A;e es. (Nationwide, the agency ís 

nW billing close to $120 million.) 

Autonomy is the word 

`There's no such thing as an ef- 

feiive branch office in our busi- 

rs," Harper said. "Clients want to 

di;l with principals." He added that 

my a number of agencies originat- 
ír in New York are stressing the 

aionomy of their offices in other 
cies. 

;ach of the three NH&S offices is 

livision, with the Toronto office 

cdstituting a fourth. harper called 

tl Toronto office "a late bloomer." 
Cly this year did it become .an ad- 

nking facility, with the establish- 
nt of a creative unit under David 

I Litwin. "They're turning out good 
Iff," Harper remarked. 
Internationally, NIi&S works in 

prtnership with the big British 
a;ncy, S. 11. Benson, Ltd., through 
a. exchange of directors on the 
lards of Needham and Benson's, 

I 

} 
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and through a stock swap. Harper 
is among those on the London board. 
NUS also has a half -interest in S. 
H. Benson International, Ltd., into 
which an earlier entity, Benson - 
Needham Europe, has been incorpor- 
ated. 

llarper said the restructuring gives 
NI1&S and Benson's a solid base of 
operations in the Common Market 
and in markets in Africa, India and 
the Far East. Managing director of 
S. IL Benson international, Ltd., is 
Norval Stephens of NH&S. 

With the Doherty, Clifford, Steers 
& Shenfield merger, the Needham 
agency acquired a reef in the sea 
of New York advertising open which 
to build. In remarkably short time, 
the agency became not only one of 
the New York "hot shops," but 
moved on the national scale into the 
accelerated slipstream of the top 20. 

Agencies have often been becalmed 
in the middle -range, while above and 
below them big agencies continue to 
grow and small creative shops mush- 
room. 

The giants in Harper's view, offer 
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advertisers "the illusion of security, 
the illusion that 'you can't make a 

mistake' by putting your account 
where so many others are. The small 
shops offer a free -swinging atmos- 
phere. 

"NH&S offers the best of both 
worlds," Harper said. "The divisions 
are still small enough to offer highly 
personal, free -swinging service. And 
the agency has enough experience 
and background to offer financial 
and professional stability, and a 

proven record of marketing suc- 
cesses in everything from insurance 
to batteries." 

NH&S does not rely on charisma, 
ballyhoo, public pronouncements, or 
19th -hole serendipity to get new busi- 
ness. 

Paul Harper said the first move 
was to gradually put together "a 
fine management group" in the New 
York office. "We don't have any 
`new -business man,'" Harper said. 
"Everybody in the management 
group gets involved when we're pur- 
suing new business." 

(Continued on page 51) 

to Madison Ave. 
Making it big in New York 
is tough for Chicago agencies 
but Needham, Harper & Steers 
'is showing how it can be done 

Needham, llarper & Steers held creative 
seminar at sylvan .spot near New Yorl City. 
From left: Sand) Sulcer, director, New 
York; Dave Litwin, creative director, Toronto; 
11 Klatt, senior account director, Chicago; 
llal Kaufman, creative director, Los Angeles; 
Don Dickens, creative director, Chicago; 
Blair l'edder, director, Chicago; Bruce 
McLean, president of NK&S, Toronto; Paul 
Harper, chairman and chief executive 
officer; Iry Sonn, creative director, New 
York; Brad Roberts, director, Los Angeles. 
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No matter what trouble the air- 
lines might have getting off the 

ground at airports these days, they 
certainly aren't hung up as far as 
television advertising is concerned. 

Tv's top 10 airline advertisers (all 
domestically owned) increased their 
1966 television budgets by 23.4 per 
cent last year, according to figures 
from the Television Bureau of Ad- 
vertising. Commercial carriers like 
United, Eastern, Pan American and 
TWA piloted $34,021,800 into tv in 
1967, as compared to the $27,565,- 
990 they invested the year before. 
And last year was hardly a great 
one for tv advertising. 

What is even more important is 
that while overall media investments 
for these airlines rose only 16.3 per 
cent. their average share of media 
budgets went up 37.7 per cent in tv 
last year and their average share in- 
vested in newspapers slumped from 
33 to 31.6 per cent. 

More than half of total tv expendi- 
tures or $22,805,400 went to spot. 
Network claimed $11,216,400. Five 
of the top l0 airlines chose to place 
all their money in spot. 

All this tv activity is against an 
industry backdrop in which 132,093,- 
000 passengers flew last year, up 20.8 
per cent from the 109,391,000 who 
flew in 1966, according to the Air 
Transport Association of America. 
(These figures, however, must be 
evaluated with the 1966, 43 -day 
strike of the International Associa- 
tion of Machinists against five major 
airlines in mind.) 

The growth in air travel is put in- 
to impressive perspective when -a pro- 
jection by the Air Transport Asso- 
ciation, based on present population 

and air traffic trends, shows that by 
1971 the number of passengers car- 
ried by U.S. scheduled flights will 
surpass the population of the coun- 
try. 

Yet despite an increase in revenue, 
the industry suffers from profit de- 
clines essentially because of high op- 
erating cost. 

Passenger profile 

At the same time there has been 
a drop in first class passenger traf- 
fic. In 1957 for example, first class 
accounted for more than half of the 
revenue passenger miles. In 1967, 
that proportion had shrunk to just 
over 20 per cent. 

Studies show that today's averagé 
passenger is younger, better educat- 
ed, has a higher income than previ- 
ous travelers. Today's traveler is also 
more likely to come from an urban 
home and have a decided intere3t 
in the N orld about him. 

More and more, the increasing 
portion of air travel is done by .the 
pleasure traveler. For some airlines, 
like United, advertising emphasis is 
split 50/50 between the profession- 
al and pleasure traveler. Other air- 
lines prefer more of a 60/40 split 
with the emphasis on the pleasure 
traveler. 

There is no doubt about it, the 
pleasure traveler is the growing as- 
pect of the airlines business. This, of 
course, has always been true for in- 
ternational airlines, but only recent- 
ly has it come to influence the ad- 
vertising of national flights. 

Airlines are taking off on tv and 
have been ever since the early 60s, 
when the use of commercial jet car- 
riers gave the trunks something to 
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Tv advertising reflects growth in 

personal fh ing, which is jamming 
terminals (I.), slowing schedules 

(bottom). In commercial shot in 

Bermuda, Eastern Airlines contrasts 

convenience of flying with older 

modes of transport (far l.). Carriers 

foresee no problems in filling huge 

new jets like Boeing 747 

(mockup shown below). 
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shout about-and shout they did. 

Since then, the airline ads have 

taken a shift in direction from play- 

ing up, in many cases, destination 
to the sheer joy (they claim) of 

getting there. The number of com- 

mercial airlines serving the same lo- 

cales has made competition some- 

thing akin to tribal warfare. 
Now the mood, the meals, the mo- 

ie and in many cases the steward- 

ess' outfits spell charisma for the 

airlines. 
"When you work on an airline 

account, you enter running," says 

Frazier Purdy, Young & Rubicam's 
art supervisor on Eastern. 

Indeed, the job of advertising for 

an airline's account is a big one. 

J. Walter Thompson has delegated 79 

people in their New York office to 

the Pan 1m account, and last year 
the agency reported cranking out 

16,000 ads and commercials. 

Prizes (Ind prestige 

"For the agencies, it has meant 

several commercials awards and 

prestige. The Museum of Modern 
Art coun s some of the early Eastern 
Airline commercials done by agency 
president Steve Frankfurt among its 

blessings. 
Pan American, which increased its 

tv spending by 41.3 per cent in 1967 

going from $1.395.030 in 1966 to 
$1,971.000 last year, was once out 
of the running because of a finan- 
cial squeeze. 

"For a while in the late 50s we 

had nothing on television because we 

just couldn't afford tv's high prices," 
admits Murray Barnes, director of 
adsertising for Pan Am, which had 

(Continued on page 5S) 
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Why rate 
the ratings? 

Proposal for ratings 
methodology study, on the 

grounds that present 
ratings are not valid, 

has caused confusion 
and misinterpretation 

The proposal by an informal coon- 
cil of research directors for a 

ratings methodology study has. 
against their wishes. become some- 
thing of a cause celebre. This has 
come about, according to the coun- 
cil, not only because of inaccurate re- 
ports in some cases, but also because 
of misinterpretation of their intents. 

Some observers feel, for example, 
that the move is an attack on rating 
services like Nielsen and ARB. 
though the council denies it. Others 
see it as stressing individual s iewer 
figures so the agencies can eventually 
work with lower numbers, and, hence 
end up with lower tv costs. 

There is much speculation about 
what the proposal will mean for the 
industry, about who will finance the 
program, whether it will be worth 
the outlay, and why something like 
this wasn't done years ago. And, it's 
asked, is the Agency Media Research 
Council even the right group to carry 
the ball? 

Out of the misinterpretation, con- 

fusion, opinion and speculation, a few 
facts do emerge. 

The Agency Media Research Coun- 
cil is an informal group of 15 agency 
people whose primary responsibility 
is media research. The group, set up 
about three years ago, has representa- 
tives from agencies like Young & 
Rubicam, J. Walter Thompson, Foote, 
Cone & Belding, Compton, Ogilvy & 
Mather, Carl Ally and Lennen & 

There is no relationship betwee 
the Agency Media Research Counci 
and the Media Directors Council 
other than that some of the agency 
supervisors of the former council's 
members serve on the Media Direc- 
tors Council. 

To elate, the Agency Media Re- 
search council has made a proposall' 
for a methodology study of current 
ratings on the grounds that they', 

The advertising agencies had 
better be prepared to face 
the fact that some of their 
'big' hits are only hits of 
a household measure. 

! 
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Paul Klein 
vice p,esident/audience ,neu.,irernerrt 
Nl1C 

Newell, among others. 
Membership is determined on a 

personal rather than agency -size 
basis. 

"The committee," Jack Hill, media 
research director at Ogilvy & Mather, 
explains, "enables us to get together 
from time to time and discuss what's 
going on and to exchange ideas." 

I'm sure that if the money 
had been available something 
like this would probably 
have been done 10 years ago. 

Michael Ephron 
media director 
Scull. McCabe, S/ones. 

evolved from unvalidated techniques 
which were designed primarily to 

provide household program popu- 
larity measures rather than a people 
measure. 

"We were prompted to propose 
this study," explains Ed Barz, vice 
president and national director of 
media at Foote, Cone & Belding, as 
well as chairman of the council, "he - 
cause we don't know what current 
tv measurements represent. There's 
no concern over the reliability of the 
present ratings data. What the serv- 
ices are measuring, they are meas- 
uring reliably. What exactly they are 
measuring is the problem." 

These are the objectives of the 
proposal as contained in a draft 
drawn up by the council: 

To determine by what techniques 
the council can obtain relevant 
and valid. measures of individuals' 
tv viewing, regardless of economic 
feasibility or speed requirements 
(i.e., set a "standard"); 

a- 

T 

tl 

28. 
Television Age, September 9, 1968 



There is no concern over the 
reliability of present ratings 
data. What the services are 
measuring, they are measuring 
reliably. What exactly they 
are measuring is the problem. 

Ed Harz 

vice president; national director of media 

;. Foote, Cone & lleldin«. 

r` 

To determine whether any existing 
tnthods provide accurate viewing be- 

livior, and to what extent, if any, 
9;tematic errors bias the data re- 

írted by one or more methods; 
+To recommend which new or exist- 
; techniques come closest; at feasi- 
s cost, to supplying the required 
to and meeting the agreed ill on 

indard of acceptance. 
"It is not a question of obtaining 

ore data," Hill points up. "The 
srvices can turn out reams of data 
irw. What we want to find is a 
tfinition of a tv viewer. Our pro- 
psal is not a call for inure people 
'formation." 

Directional shift 

The crux of the proposal, then, 
tinges on the fact that as adsert¡sing 
nphasis has shifted away from 
nselwld towards people measure- 
ents, the current ratings method- 
ogies have come under increasing 
runny. Not only are current ratings 
et hods based primarily on house - 
)1(l measures, but they have never 
'en validated in the first place. 
Multi -set homes, increased porta- 

ilit} of units, CATV facilities and 
o on, the council points up, are sig- 
aling this shift in direction. 
"The demands for finer break - 

owns," !fill continues, "are going to 
,Acrease. We're not certain that the 

current ratings methodologies are 

really up to the job." 
"We proposed this .turfy to develop 

first of all. Bari stresses, "a defini- 

tion of a tv viewer, and then to de - 

sky, v.p. and manager of information 
services at Compton. 

The council's committee has suc- 

ceeded, according to Bari, in arous- 

ing the interest of leading industry 

organizations. 
No definite financial arrangements 

have been set. But the council ex- 

pects finances to come from a variety 

of sources, including networks, sta- 

tions, agencies, advertisers and film 

packagers. 

The Advertising Research Founda- 

tion has already indicated it might 

be willing to work on the project if 
arrangements were agreed upon. 

The proposed course of action for 

the council after financial support for 

the program was secured would be, 

as contained in the council's draft: 
(I) to secure the services of an in- 

dependent unbiased consultant under 

whose guidance the research program 

will be designed and implemented. 

The consultant, the council explains. 

The demands for finer 
breakdowns are going to 
increase. We're not certain 
that the current ratings 
methodologies set up years 
ago and never validated, 
are really up to the job. 

lack llill 
media research director 
Ogilvy R Mother. 

[ermine a method or methods that 

can measure this phenomenon." 
In attempting to gain support for 

the proposal. the council has estab- 

lished a four -man committee com- 

prised of Bari, I I ill, .lean Rosenthal, 

v.p. and associate media director at 

Lennen & Newell, and Bernard L'p- 

will be given maximum freedom of 
operation within the requirement that 
his activities be reported to and ap- 

proved by the committee, (2) draw 
up a systematic and explicit plan for 
a methodological study of television 
audience research, (3) examine in 

(Continuer] on page 53) 
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Timebuyers wheel 
and deal 

-but not for real 
RKO General antes up as 

hordes of buyers gamble 
and gambol at the Waldorf 

Watching the deck are (I. to r.) Lee Beck and l ick 
.11atullo, both Y&R, and Howard Goldfinger, Rhein gold. 

<of 

í ¿kit 

.Losers Martin Nankin (I.), Y&R, and henry 
Sabatell, RKO General, obviously wish winner 
Marty Orlows/ ), Compton, all the best. 

1111 

1' 

Somebody blew one. From left: Fred Ohrn, R&h', RhO 
attorney Elisha Goldfarb. Shirley Stein, Lois Holland 
Callaway, Toby Townsend, B&B, and Sylvia Ales, Srnith/ 
Greenland. 

30 

44: 

w e , d 

For a few wild hours, the grand ballroomo 
New York's Waldorf- tstoria had all the eat 

marks of Harold's Club, as well over 1,000 tint( 
buyers representing agencies in New York anti 

Chicago shot the Yorks, courtesy of RKO Gel' 
era/. The money was funny, but the $25,000 
prizes for which the buyers cashed in their winj 
pings-not to mention the food, drinks anu 

hostesses-were genuine enough. 
The evening included a musical show wltielj 

underscored RKO's plans for the upcoming tele, 

vision season. 

I'al Jennings (l.) and George Rohrs 
(c.), both SSC&B, and :Nick Langone 
of Wells, Rich, Greene chuck their luck. 

r 
-4 

Jack Dr j eld. Rh O, applies charm to O. to r.) Maureen ,Hurray, 
LaRoche, .11cCaffrey and 1lcCall, Sal/y Reynolds, William Esty,ll 
Vera Brennan, LaRoche, McColl icy and McCall, and Helen Thomas 
of rllasius, Winne, Williams, Street & Finney. 

1 ca. ',Ii! 

Richard .11cLoughlin (I.), / O, and Bruce Smith - 
wick and Martin Nankin, both 1 &R, are kings, as 
far as /lead and Shoulders girl Louisa Moritz is 
concerned. 

} 
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A PROGRAM MAN'S . . 

Violence gets the works 

fit long ago networks, advertisers and their agencies. 

r\ stations, organizations, the FCC, and Congress took 

1> 

irms against excessive violence in television. The 

to tempering the trend seemed to rest in several 

I°,s: the network censor, the writer, the producer, and 

I, lirector. Those worthies were given instructions by 

network officials. it is now time to evaluate the 

rds of the lectures, since many of the new shows have 

finished and the degree of action is clearly visible. 

he first reaction was cynical. The boys in Hollywood 

j,heard it all after the Dodd Committee's investigation 

,r,f,v influence on juvenile delinquency. The brave 

+p ches were made by the same group. For awhile 

I toned it down. Then slowly and surely the low 

r; ig shows were ordered to pour it on with "broads, 

brims, booze, and mayhem." The same advertisers who 

h,i; going to cancel, whipped up the emotions of the 

u,ence with insistence on more fights, more bodies, 

'ire blood, more everything. With this history, it's little 

lder that everyone greeted the new Papal Bulls with 

ore in cheek. 
ut this time the boys weren't kidding. The assassina- 

ti; of President Kennedy shocked them. The assas-ina- 

tiq of Martin Luther King stunned them. The as - 

t ination of Bobby Kennedy made them fighting mad. 

iI attitude not only affected the buyers, Put it equally 

rued the creators. While no one believed that television 

IIpe or in company with other media was necessarily 

tt}'cause of these tragedies, there was a nagging doubt 

ut the role it played. The enormous responsibility of 

u ring a show that is viewed by so many people, with 

'it minority of gullible, mentally defective, insane, im- 

ssionable, mixed-up, criminal elements, was exploded 
line. The total result was a unanimous pledge -taking 

to do anything to contribute to this mass delinquency. 
Ube end result of this composite attitude is that there 

wI be considerably less violence in the 1969 season 
On the viewer has seen in a long, long time. Sure, the 
d guys will heat the bad guys. the cavalry will lick 

tl Indians, the CiA will liquidate SMERSH and the 
cís will kill the crooks-but in a gentlemanly fashion, 
flows. 

P is interesting to note how this revolution was ac- 

nplished. First, pressure applied to the networks forced 
t .m to order their continuity acceptance departments 
t crack down and enforce the codes. Unfortunately, this 
Ls only applicable to the scripts. Now, any child knows 
tit a script writer only indicates that one guy shoots 

socks another guy. The director takes over from 
tere. How long it takes the guy to die, where he gets 
-at or s ugged, how much he bleeds. how much hap - 
Ins in between life and death depends on the stunt 
en and the director. Either the censor is on the scene 

looks at daily rushes of the day's filming, or he moves 
on the final editing. There is no other way to cut the 

'cesses. 
The networks work in different ways. Some send a 

presentative to watch the shooting. This insures stop- 

Viewpoi 
ping the violence before it is filmed, and is therefóré 
the best way to guarantee moderation. Failing this, al- 

most all networks look at dailies. If the violence goes 

overboard, it just gets cut out there. 
The last stop is the rough cut. Networks now have 

budgets to re-edit shows at considerable expense if, in 

seeing a final version, they feel there's too much of 

anything. In any event, all networks have now exercised 

extreme control over 'creativity which may lead to ex- 

cesses of violence. 
After the networks get through, the agencies and ad- 

vertisers look at the shows. They add another dimension 

of caution, and have the dollar leverage to enter their 

judgment. This is the final censorship-the right to can- 

cel sponsorship of a vehicle which, in their sole judg- 

ment, is detrimental to their business interest. That, soul 

brother, is real power! 
The question that comes to the lips of any thinking 

person is, "What is excessive violence?" The fear is that 

good drama, the slice of life, the unlimited right of 

exceptional talent to create, will be subjected to a witch 

hunt of unwarranted censorship. This fear does not ap- 

pear to be well founded. 
It is all a question of degree. No one can define ex- 

cessive violence. That is a subjective judgment, like good 

taste. The only answer is the composite judgment of 

those delegated to exercise this judgment. Most are men 

of education, sound environment, sincere wish to curb 

but not curtail. 
The greatest concern seems to be over movies. In 

order to get the body out of the house, the cinematograph- 
ers have indeed been guilty of great excesses of sex and 

violence, even in a permissive society. When these movies 

go on to evision, they must be cut to the point of des- 
`MI 

..: 
Bonnie and Clyde: will they ever make it to television? 

truction of dramatic continuity, or allowed to run in 

defiance of rules that apply to fare made especially for 

television. This dilemma is the toughest one yet to face 

the censors. Is Bonnie and Clyde classic enough to go 

on tv as it was made? 
There will be a congresssional investigation of violence 

on television this season. The headlines are too tempting 

for the pols to resist. But this time, tv executives to 

a man will have tried to keep the questionable elements 

to a minimum. Whether the current tempest of modera- 

tion continues remains to he tested. When a show is losing 

ratings and audience, will network, advertiser, producer, 

et al, be able to refrain from jazzing it up? Who 

knows? Only time will gi; e the answer.-J.B. 
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EiIm/Tape Report 
AUDIO IN AMSTERDAM 

Audio Productions has set up a 
European operations center in Am- 
sterdam. Peter J. Mooney, president 
of Audio, said the European setup 
was in anticipation of a great in- 
crease in "the '. olume of commer- 
cials done in Europe by American 
agencies wanting to take advantage 
of exotic locations, excellent tech- 
nicians and advanced processes avail- 
able in Western Europe." 

Mooney added that .udio's "con- 
siderable experience in overseas 
shooting in the past several years 
naturall% culminated in setting up 
of an Audio Productions headquar- 
ters in Europe." 

Heading up the Amsterdam setup 
is David Frost, who continues as 
managing director of 1udio's sister 
company, Bonded Services Interna- 
tional, which has had an Amsterdam 
base for the past three sears. 

Before joining Bonded, Frost, now 
also managing director of Audio in 
Europe, was an agency commercials 
producer in London, and before that 
was with Rediffusion and with 
Screen Gems. 

COMMERCIALS MAKERS 

EUE/Screen Gems awarded a vice 
presidency to MICHAEL NEBBIA, 
cameraman and director who joined 
the company in 1956. Nebbia did the 
special photography in the recent 

rM 

NEBBIA 

film, The Swimmer. In recent sears, 
Nebbia has won three Clios for com- 
mercials cinematography. 

PHILLIPE IIAL511tAN linked up with 
Colodzin Productions for t% com- 
mercials assignments. The photog- 
rapher, renowned for his portraits 
of celebrities, has been working in 

cinematography lately, and is cur- 
rently completing a documentary. 

FINBAR (BARRY) HARIEY joined 
the industrials di%ision of MPO 
Videotronics, called MPO Produc- 
tions, as an account executive. 

Harley was a producer with John 
J. Sughrue & Co., and earlier was 
European marketing director for 
Audio Devices. A nati%e of Cork in 
Ireland, he worked as a producer 
and director of plays and films in 
London. New York and Hollywood. 

In Los Angeles, JIM BROWN joined 
Pacific Commercials of Hollywood. 
Brown, who was with Motion %s- 

1 

BROw'N 

sociates West, is heading up the 
Pacific Commercials staff along with 
DEAN O'BRIEN, who was executive 
production manager of VPI of Cali- 
fornia. 

WILLIAM J. MACY joined Manhat- 
tan Sound Studios as studio man- 
ager at Manhattan '45, the East 15th 
Street wing of the company. 

For the past two years. Macy was 
with ABC-TV as a cost -control and 
unit manager. Earlier, he was an 
audio and video engineer with CBS 
and with Fox Movietone News. Be- 
fore that, Mac% was an ad% isor to 
several government agencies. among 
them the Office of the Vice President 
of the U.S., and the Office of the 
Secretary of the kir Force. 

PHYLLIS BBOLD joined Acme Film 
& Videotape Laboratories as head 
of the company's new Chicago office 
and Midwest account supervisor. For 
the past two years, Mrs. kbboud was 
sales supervisor at \VTTW Record- 
ing Services in Chicago. Earlier. she 
was a production manager at Bozell & 
Jacobs in Omaha. and at Keiller & 

Associates in Des Moines. 

HOWARD E. SCHLBERT joined 
lux, Inc. as sales manager f r 
western region. Schubert is base 
Seattle, where he was a photon' 
systems specialist in the -terosr 
motion picture unit of the B 

Co. 
Before that, Schubert was 

North -nterican A'. iation as a it 
test photo instrumentation pro 
engineer on rocket and jet aircr, 
Earlier, he was a commercial ph 
rapher, manager of the film di'i% 
of Nationwide Insurance Cowan 
and chief photographer for Lusts, 

Corp. 
In Chicago, JERRY FIELD was 

moted to film,'tape manager 
WELD -11, succeeding Ronald Kr 

who resigned to work full time 
EBO, a film production comparn 
JOAN GEORGE joined Jack Hulls, 

Productions as sales repre-entatiu 
J %CK GOODFORD and ALESSIO I 

PAOLA set up a service to proril 
advertisers, agencies, and productii 
houses with their services. R 
than maintain internal production f 

cilities, the well-known directors 1ti 

work through several productii 
houses. They said that their serl-ir 
called Goldeneye, will be "expensh, 
and geared to clients looking fl 

creativity and quality rather thm 

price." 
In Chicago, GAILY MANN joint 

Fred A. Niles Communications C 
ters as an account executive. Main 
was with Take Ten in Chicago, and 

MANN 

has been a legitimate -theater pro- 

ducer with Mill Run in Chicago and 

with Melody Top in Milwaukee. 
ANTHONY LIPSKI set up February 

Films as a total "from script t'1 

screen" production house at 26 East 

22nd St., New York. 
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Our Sound Gang. 
Sund men and true, our other 
Ing, each a real pro, dedicated 
1 serving you better. Their col- 
htive experience in sound re-re- 
trding and post -production is the 
teatest you can find. They're 
¡eked by the finest technical fa - 
cities and equipment available 

anywhere. They are your guaran- 
tee of excellence in sound. 

Almost every important tech- 
nical improvement in sound for 
the past 35 years has been pio- 
neered by these men at Reeves. 
We aren't standing on our laurels, 
either. Every day we're working 

. .^ _ 

on better sound techniques to help 
you produce a better product. 
Bring us your sound problems. If 
you've an unusual need, we'll pro- 
vide the optimum solution. 

Sound men, through and 
through. Excited about their 
work. Excitement you can hear. 

SOUND STUDIOS 
A DIVISION OF REEVES BROADCASTING CORPORATION 

304 EAST 44TH STREET, NEW YORK, N.Y. 10017. (212) OR 9.3550 TWX 710.581.4388 



SIMULTANEITY 

Twentieth Century Fox Tv sold 
Journey to the Unknown in 13 mar- 
kets in Latin America prior to the 
new show's kickoff on ABC-TV in 
the U.S. The company also sold two 
other of the new season shows, Julia 
and The Ghost and Mrs. Muir, in 
Canada. 

Taking Journey to the Unknown 
were Argentina, Colombia, Costa 
Rica. the Dominican Republic, Ecua- 
dor, El Salvador, Guatemala, Hon- 
duras, Mexico, Panama, Peru, Uru- 
guay and Venezuela. 

Both Julia and The Ghost azul 
Mrs. Muir were bought by the 
Canadian Broadcasting Corp. for its 
owned and operated stations, and by 
United Program Purchase Ltd. on 
a multi -market basis, the market list 
varying somewhat from the Julia 
lineup to the Ghost lineup. 

MeanIhile, 20th Century Fox Tv 
re-released, for a second go round 
in syndication, the 60 -minute docu- 
mentary on World War I called The 
War to End All Wars. The chronicle. 
produced by Fox Movietcnews, is 
being sold now for programming by 
stations to coincide with the 50th 
anniversary of the Armistice this 
Nos ember. 

Currently Batman is going out to 
more than 30 markets, with eight 
stations coming into the 20th -Fox 
Tv lineup for the half-hour saga in 
the past fortnight: WJRJ-TV Atlanta, 
v, CSC -TV Charleston, WHIG -Tv Day- 
ton, KLNI-TV Lafayette. K tRK-TV 
Little Rock, WSIX-TV Nashville. WRGB- 
Tv Schenectady and KZ Z -TV Tucson. 

Around the country, 20th Fox Tv 
tallied a total to date of 36.markets 
for The John Gary Show, with the 
latest sales to KOB-TV Albuquerque, 
KELP -TS El Paso, WTIC-TV Hartford, 

NEW 'YORK 
PL 7 - 7120 

Key to Quality 

FILM 
OPTICALS 

Into 

optical photography 
aerial image 

anamorphic photography 
liquid gate 
animation 

In Paris, CHARLES I). WILKES 

joined Warner Bros. -Seven Arts' Tv 
as sales representative in France. 
Wilkes for the past three years had 

1VILK ES 

beet' with United Artists in Paris 
as Continental tv sales manager, and 
before that was chief of the overseas 
territories division in the Mutual Se- 
curity Agency's Mission to France. 

Meanwhile, back in the States. 
WB-7 Arts promoted BERRY GREEN - 

7 

° 

GREENBERG 

BERG to the post of vice president, 

I%^t^:`zfala. 

u 

11 
. --- i 

for John Savage Crest Productions 

KLAS-TV Las Vegas, WREX-TV Rock- administration and sales on the in. 
ford and KGUN-TV Tucson. ternational side. 

Greenberg was director of inter. tii 

ZOOMING IN ON PEOPLE . national tv operations and sales for }, 

the company. He joined Warner!' 
Bros. in '50 as division sales man- 
ager for Australia, New Zealand and 
the Far East. Earlier he was execu 
tive director of Far Eastern sales for 

Samuel Goldwyn and for Walt 
Disney. 

COLIN CAMPBELL moved from Lon 
don to New. York as director of 

foreign sales for ABC Films. Camp. 
bell was with ABC Films in London, 
and earlier was the head of Tv In. 
ternational Enterprises, Ltd., the sta- 

tion representative organization. At 

ABC, he replaces Gil Cohen, who t 

resigned. 
Paramount Tv lined up WARREN 

LYONS as New York casting con. 
sultant for pilots the company plans 
to make for the '69-'70 tv season. 

M. J. "BUD" RIFKIN, president and 
chief executive officer of Wolper 
Productions, is doubling currently as 

executive producer of a special des- 

tined for NBC -TV's Prudential on 

Stage series. The 90 -minute special, 
called Certain Honorable Men, is the 

first dramatic tv program to come 
out of the Wolper shop. 

CRAIG MARTIN joined Greg Gar- 

rison-Dor Van Atta Productions as 

an associate producer of tv specials, 
series and pilots. Martin had worked 
with Garrison for the past three 
years as production assistant on The 

Dean llartin Show. 
GERALD LIDDIARD resigned as na- 

tional sales manager of Trans -Lux 

Tv. 
CHARLES HOBSON, a producer of 

NET's Block Journal, joined WABc- 

Tv New York as producer of the flag- 

ship's Like It Is. Hobson was pro- 
duction director of WBAI New York. 

CLIENTS 

Three art directors joined La- 

Roche, McCaffrey and McCall and 
became hyphenates: art director -tv 

commercials producers. The three are 
ROYAL BRUCE MONTGOMERY, who was 

an art director at 'Waring & LaRosa; 
P %UL SINGER, who was an art director 
at Doyle Dane Bernbach, and JOHN 

C. BYRNES, who was an art director 
at N. W. Aver. 

At McCann-Erickson, BOB WARNER 

joined the agency's "B Collaborative' 
as senior 'tv producer. Warner had 
been with Grey Adsertising and with 

Doyle Dane Bernbach. 
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We tested your commercial. 
Before you wrote it. 

We're sure it will sell. 
Because we found this out: the color 

is superb, the video image unexcelled. 
Nobody in any business tests the 

basic material like Kodak tests film. So 

every commercial made with our film 

system starts out with an equal chance 
in the marketplace. The crucial factor 
from here on out is creativity-and the 
best creative people are film people. 
Today's top writers, directors, camera - 

y 

men, editors, grew up in the medium- 
know its flexibility. Whatever mood or 

effect they're after, they can rely on / 
Eastman film to come through / 
with flying colors. We know.' 
We already ran it up r,-- j pAEj 
the flagpole. 

EASTMAN KODAK COMPANY 
Atlanta: 404/GL 7-5211 Chicago: 312/654.0200 
Dallas: 214/FL 1-3221 Hollywood: 213/464-6131 
New York: 212/MU 7-7080 San Francisco: 415/776.6055 

t 
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THE DOTTED LINE 

Wolper Tv Sales chalked up 19 
markets for The Donald O'Connor 
S/tow, with four more stations coming 
into the lineup for the strip: WFL_1-T\ 
Tampa, KGW-TV Portland, 11/J131 -TV 

Binghamton and WOWE-Tv \Ibany. 
Last month. \\ olper Tv Sales held 

a sales meeting at its West _Coast 
headquarters. On hand to talk with 
the sales staff were M. J. "Bud" Rif- 
kin, president of the Metromedia 
subsidiary; \\ alter Kingsley, execu- 
tive vice president of Wolper Pro- 

ductions; Wynn Nathan, vice presi- 
dent of Wolper Tv Sales; ami Mor- 
ton Slakoll, director of ad\ertising 
and sales promotion for Wolper 
Productions. 

In Europe, Wolper Tv Sales ap- 
pointed two new distributors: Rich- 
ard Price Television Associates, Ltd. 
in London, for all of Europe except 
Italy, and Lionello Torossi for Italy. 
The appointments were made in the 
course of a European trip by Walter 
Kingsley, executive vice president of 
the company. 

On the trip Kingsley completed 

Film editors with charisma 

It 
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sales of the National Ceograph,ti.l 
specials to the BBC, to Hollara, 
and to R \I in Italy. 

Meanwhile, Wolper Tv Sales scoreI 
a number of other sales abroad: 1',. 
Capades to Argentina, Urugual 
Mexico, Virgin Islands, Philippine 
Central and South \merica; Wit 
Love, Sophia to the PI lippin 
South and Central _\merica, Mexic 
Trinidad and Puerto Rico; D 
Blondes Have More Fun? to th 
Philippines, Hong Kong, Centre.:' 
\merica, New Zealand, Trinidad, an. 

Mexico. Also. The Making o/ a Prest I't 
dent: 1960 (JFK-Nixon) to 20 mar 
kets abroad, and The Really Bi¡ `, 
Family to 33. 

, 

CBS Enterprises chalked up 1 ! 

stations for the new What's lily Line r' 
now in production at the Ed Sullivan 
Theater in New York. 

Among the takers of the across- 
the-board strip are four RKO Gen 
eral stations, in New York, Los An- 
geles, Detroit. and Hartford and also 

IIDH-TV Boston, tVEWs-TV Cleve- l; 

land, KSTI'-T1 Minneapolis, KOMO-DA 
Seattle, \VSPD-TV Toledo. WJRT-TV 
Flint, KREM-TV Spokane, WTAR-TV 

Norfolk, WFIL-TV Philadelphia and 
tVSYR-TV Syracuse. 

Meanwhile, CBS Enterprises 
through its international sales de- 

partment, undertook the distribution 
abroad of educational films produced 
by two companies, Bailey Films, and 
Film Associates, both of which were 
acquired last year by CBS. 

Last month, CBS Enterprises held 
a week-long conference of its inter- 

ftt national sales staff in Los Angeles to 

acquaint them with what the two 
educational film companies are 
making. 

Front abroad came Kenneth Page, 
managing director of CBS Europe; 
Frederick L. Gilson, vice president 
and general manager of CBS Enter- 
prises Canada Ltd.; William Wells, 
managing director of CBS Films in 
Australia: Benigno Nosti, vice presi- 
dent, CBS Latino \mericana, Inc.; 
Jiro Sugiyama, assistant general ' 

manager, CBS Japan, inc., and 
Jorge Adib, general manager, CBS 
Filmes do Brasil Ltda. 

NEW LINE-UP 

MORE FOR MERV 

WBC Program Sales placed The 
Mery Griffin Show with 11 more sta- 
tions, for a total current lineup of 

) ' 
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markets for the popular strip. 
he 11 newcomers to the across - 

d board show: WNDU-TV South 

UK], WBLG-TV Lexington, WNIIC-TV 

NN Haven, WNBF-TV Binghamton, 
1tB-TV Pensacola, WBRC-TV Bir- 

r igham, MHO -TV Day ton, KALB-TV 

txandria, VS INK -TV Ft. Myers, 

S RF-TV Wheeling and tVJHL-TV 

I rnson City. 

leanwhile, WBC Productions is 

piling together for syndication a 

I tkly offering called Best o/ Mery 

(ffin, culled from past tapes. The 

npendium is already scheduled for 
CI Group W tv stations this Fall. 

ISTANT GOLD 

'Independent Tv Corp. reported 
;,375,000 in foreign sales for the 

. r nth of July. To Japan went Joe 
.1, a new half-hour Suhermariona- 
t n series not yet released in the 
IS.; Captain Scarlet and the Mys- 

t'ons, The Champions, and Forest 
L'ngers. To Mexico went Spotlight 
w Stars, The Prisoner, and Star 
iiccer (60 -minute broadcasts of 
agular tournament and champion- 
iip matches in Britain). The Mexi- 

in sale of ITC's Spotlight on Stars 
is the first in the foreign market. 
Brazil bought Joe 90, The Chart- 

qons, more of The Saint, and Sea - 
.3y. To French Canada, I1'C sold 
iie Champions, Captain Scarlet and 
e Mysterons, and new Saint epi- 
des. 

Here are ITC's grosses by country 
,r July: Japan, $600,000; Mexico, 
100,000; Brazil, $165,000; French 
anada, $350,000. 

RAM AND BOSCH 

Triang e Stations signed up the 
',obeli Bosch Corp. (auto acces- 
)ries) for sponsorship of The Road 
`,merica Can -Am in 180 markets this 
'all. The deal came on the heels of 
''riangle's deal with Fram Corp. (oil 
'hers) for sponsorship of the NHRA 
)rag Nationals in approximately 180 
narkets. 

Triangle filmed the 14th running 
f the Road America Can -Am, his- 
orically the oldest of the six events 
In the Canadian -American Challenge 
:up series, on September 1 in E k- 
art Lake, Wisc. 'I he other Can -Am 

'aces, also filmed and sy ndicated by 
L'riangle, are Brirlgehampton, Ed- 
nonton, Monterey, Riverside and 
*.as Vegas. 
I This year's Drag Nationals were 
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filmed earlier this month (Septem- 
ber) by Triangle in Indianapolis. 
The event is the ninth Triangle auto - 
racing special to be sponsored na- 
tionally by Fram on behalf of its 
oil filters. 

By now Triangle, which syndicates 
coverage of 62 autoraces here and 
abroad, has racked up 25 direct 
sponsorship deals with such adver- 
tisers as Standard Oil, Xerox, John- 
son Motors, Sun Oil, Chevron and 
Du Pont, as well as Fram and Bosch. 

Triangle is also making a color 
film of the Drag Nationals for off -air 
use by the Hurst -Campbell Co., 
makers of auto parts. 

North American Tv Associates ac- 
quired worldwide distribution rights, 
outside the U.S., to Bill Burrud's The 
Animal World, color series now being 
broadcast over NBC-TV. The series, 
which started on the network last 
June, is produced on locations 
around the world by Bill Burrud 
Productions. 

Tv Cinema Sales Corp. acquired 
worldly ide tv distribution rights to 
Buck Owens Tv Ranch Show. 

The country-and-western series, 
which runs to 78 half-hours, has al- 
ready been sold to WEMT Bangor, 
WHEN -TV Syracúse, WKY-TV Okla- 
homa City, KHTV Houston, WTOP 
Washington, WSIX-TV Nashville, 
KPIIO-TV Phoenix and KTVT Ft. 
Worth. 

THE MOVIES 

At kickoff of its 145 -title MGM/7 
package, MGM -TV sold the bundle 
to two New York stations-RKO 
General flagship Wort -TV and NBC- 
TV flagship WNI3C-TV-and to WGN- 
TV Chicago. 

Commenting on the package, Ed- 
ward Montanus, director of syndi- 

cated sales at MGM -TV, said that 
"recent changes in the networks' 
late -night programming-plus the 
tremendous impact that independent 
stations are having on overall pro- 
gram patterns-are triggering new 
evaluations of feature film inven- 
tories." 

Montanus said the MGM package 
is the company's response to "the 
growing demands of stations anxious- 
ly seeking a long-range solution to 
the key problem of programming 
successfully for their local audi- 
ences." 

HUCK GOES OVER 

NBC International Enterprises sold 
The New Adventures of Huck Finn 
in 16 markets overseas prior to the 
new Hanna -Barbera show's kickoff on 
the NBC-TV network in the U.S. this 
fall. 

Taking the series are Great Britain 
(Weekend Tv Service), Japan, Bel- 
gium, Holland, Mexico, Colombia, 
Costa Rica, Ecuador, El Salvador, 
Guatemala, Honduras, Nicaragua, 
Panama, Uruguay, Venezuela and 
Canada. 

NBC Films acquired a third series 
of Divorce Court episodes, 130 of 
them, for syndication. The company 
is now selling the series for broad- 
casting in the Fall of '69. 

SPINNING WEBB 

Production will get underway this 
Fall on a 60 -minute special with Jim 
Webb at Universal Tv, working in 
association with Webb's Canopy Pro- 
ductions. The show, to be directed 
by Phil Kaufman, w ill be called Up, 
Up and Away with Jim Webb. 

Kaufman won a Critics' Award at 
the '64 Cannes Festival for Gold- 
stein, a film he directed. 

25 WEST 45 ST,N.Y. 

1212)7577840 
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PARAMOUNT PILOTS 

In a step deal with CBS -TV, Para. 
mount TV is working on a tv pil t 
based on Barefoot in the Park, 1967 
Paramount film. The pilot script is 
being written by Jerry Belson and , 

Garry Marshall, authors of Hey,' 
Landlord! 

Also at Paramount, Art Baer and 
Ben Jolson are developing a pilot 
for another situation comedy, The 
Mating Season, based on a 1951 
Paramount picture. It, too, is a step 
deal with CBS -TV. %lso in the 
works is My Six Loves, a pilot to 
be based on a '63 Paramount picture. 
Roswell Rogers, author of The 
Second Hundred Years, has been 
signed to develop the series, a step 
deal with CBS -TV. 

n1 

6 
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GARRISON & GRIFFITH J61 

Greg Garrison signed Andy Grif- 
fith to appear in the first project of 
the recently formed Greg Garrison. (sP 
Don Van Atta Productions, a special 
slated for NBC-TV in November, The 
Tennessee Ernie Ford Show. 

NAVAL HISTORY 

John J. Sughrue and Co. has been 
commissioned by the Eugene E. Wil- 
son Foundation of Palm Beach to 
produce a 60 -minute pilot for a 

projected tv series on an aspect of 
recent U.S. naval history. 

The Wilson Foundation is headed 
by the former president of United 
Aircraft Corp. and pioneer Navy 
flyer Comdr. Eugene E. Wilson. The 
projected series would chronicle the 
development of Navy air power. 

Footage in the pilot hour will in- 
clude film taken by Comdr. Wilson 
in 1928 in the Gulf of Panama of 
operations from an early Navy car- 
rier, and footage taken by Vice Ad- 
miral F. W. Pennoyer, Jr., USN, 
Ret., of carrier task force operations 
in 1930. 

A number of former admirals are 
on the advisory board of the Wilson 
Foundation and acting as consultants 
for the series. lmong them are Ad- 
mirals Arthur W. Radford, former 
chairman of the Joint Chiefs of Staff, 
J. J. "Jocko" Clark, and Austin K. 

Doyle; Vice Admiral Richard White- 
head; Rear Admirals Danie V. 
Gallery, H. B. Temple, and R. Y. 

McElroy. .The Foundation hopes to 
get the pilot, in color, on a network 
this Fall. Production starts this 
month in New York and Florida. 
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:IL SPECIALS 

It Rome, Geoffrey Selden, head 

IA Programmes Ltd. in London 

i 'ew York, made a co -production 

Ivith Lionello Santi and Telcor 

I for three of the six specials 

i,lr is making on Nobel prize 

sirs. 
.di and Telcor will work with 

Id1 on the specials about Pierre 

f Marie Curie, Guglielmo Mar- 

ini and Gerhard Domagk. 

EJiT PILOT 

f+mways Tv signed director Ar- 

tu, Lubin to develop a half-hour 

tulion comedy series called I 

a,ied a Beast. It's aimed at the 

9eason, and, Lubin said, at "the 
lug adult viewing audience." 

OOR REVERSAL 

11 Bailey Productions is work- 

rgm a series called The Senator Is 

"lie. Premise for the show is situa- 

ol encountered by a state senator, 
bgro, whose name is White. 

i the meantime, Bailey is turning 
uia half-hour pilot for a series 
bit magicians. It's called Now You 

'edt. Bailey is making the show in 

is.iation with the N agicians Guild 
"erica. It will run to 52 half- 

(ThS, each of which will feature two. 

;uild magicians. 

ItfERNITY 

fit Hollywood, Father Ed Wrob- 
e9, C.S.P. is producing and direct- 
nl a documentary, for Family 
liter Productions, on motherhood 

in family life. The documentary, 
io being completed, is slated for 
)rldcast on some 200 tv stations 
n he U.S. It will be dubbed into 
lo, languages for distribution over - 
e,. 

''ether Wrobleski had a hand in 
irdreds of programs on two sta- 
tihs in Chicago, \VBBM-TV and 
wcw. Before becoming a priest, he 
w, a professional magician and 
awr. 

SITCH IN TIME 

VNt W -Tv New York signed up 
Itch Henderson to host an after- 
ppreplacement program for The 

u Yorkers, the 90 -minute pro- + which had been running in the 
ti PM time slot. llenderson's live 
slip, combining guests, music and 
futures, aims at the predominantly 
fhale afternoon audience. 
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TWELVE-TONE CLOSE SCRAPE 
Niagara Falls has always attracted 

those who would attempt the impos- 
sible, not only young people entering 
into marriage but daredevils of all 
descriptions, from Blondin the tight- 
rope walker to people eager to go 
over the falls in barrels. 

Cameraman -director Jerry Kauf- 
man of Pelican Films found himself 
inadvertently in the class of the dare- 
devils recently when he was working 
on a commercial for McCann-Erick- 
son and its client the Savings and 
Loan Foundation. 

Shooting scenes of Niagara from 
a helicopter hovering high above the 
Horseshoe Falls, Kaufman told the 
pilot he wanted to go down close 
to the boiling water at the foot of 
the falls and then pull back skyward 
in a diagonal. 

The pilot told Kaufman the maneu- 
ver was aerodynamically impossible 
-but eventually was persuaded to 
give it a try. On the first attempt 
the helicopter stalled for a moment, 
and it looked as if the unfinished 
film would end along with Kaufman 
and pilot at the bottom of the 
Niagara River. But in the next in- 
stant the pilot got the copter moving 
again, and they landed safely. 

Gamely, they tried it again. On 
the fifth take, after four more rough 
moments above the abyss, the maneu- 
ver worked. 

The 'result of Kaufman's death - 
defying intrepidity is a fine piece 
of flowing, soaring film of oceanic 
movements of water from the brink 
of the falls down to the maelstrom at 
its foot and up up and away to an 
eagle's eye view. 

To complete the impression of un- 
ending abundance (the message is 
you'll never run dry if you put your 
money into a Savings and Loan As- 
sociation), McCann art -director and 
producer Jerry Pruett commissioned 
avant-garde composer Harold Selet- 
sky to develop a water movement in 
12 tones. 

Seletsky managed to suggest the 
many movements of the water in each 
of the tones through which the 12 - 

tone symphonic line moved, minor 
modes for the undercurrents and 
whirlpools, major modes for the rush 
and fall. The editing, completely 
rhythmic, was done by Kikuo Ka- 
wasaki. 

WRONG INITIALS 
Somewhere there's a gremlin who 

can't stomach the initial -crazed world 
we live in, from NASA to NATO. 

At any rate, in the list of commer- 
cials and campaigns that won first 
prizes at more than one of the world's 
tv commercials festivals this year, 
published in the latest edition of the 
Film/Tape Production Source Book, 
a service of TELEVISION AGE, it's not 
VPI but PGL which should share 
the credit with Audio for commer- 
cials in the Young & Rubicam Ex- 
cedrin campaign. (VPI already was 
covered with glory for its Union Car- 
bide commercials, which won as 
many prizes in as many festivals as 
did the Excedrin campaign.) 

ADVANCING ROCK 

Youth Concepts, the media -mixing 
outfit that specializes in bridging the 
generation gap by turning advertisers 
on to ways to reach the young, has 
branched out into a new area of film- 
making: short promotional films for 
rock 'n' roll groups. 

It began when The Rascals brought 
to Bob McCarty and Merle Steir, 
partners in Youth Concepts, a film 
that the rock group had shot by 
themselves and of themselves in 
Puerto Rico. 

The amateurs' footage (they may 
be pro's as musicians, but not as film- 
makers) was lively, but more than 
somewhat overexposed. The film 
needed structuring, interpolation, 
editing. 

Youth Concepts decided to shoot 
some more footage of the group, in- 
doors in chiaroscuro light, with the 
group working. Then they intercut 
the "work" shots with the pastel 
scenes of the group larking around 
San Juan. Then the cuts were matched 
with the group s song, "It's Wonder- 
ful." 
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vAL1D1 & I-1AMI3IPID INC.O 
FILMS TV RADIO ELECTRONICS 

. 119 WEST 57th ST., N.Y. C. (212) 765-4635 

In putting the film together, Me 
Steir said, "we wanted to show wit 
the music is about." The promo fil 

ran alongside appearances of Ti 
Rascals on network shows, on t; 
BBC in Britain, and was run by Loa 

stations in advance of personal a 

pearances by The Rascals. 
Later, Atlantic Records commi 

sioned Youth Concepts to make 
promo film about the acid -electrons 
rock group, The Vanilla Fudg+ 

Youth Concepts shot the film on Id 

cation outside New York in littl 
more than a day, used three overla), 
to create an impressionistic film 

li 
the group at work and play. 

Steir said one of the problematil 
things about group promotion filn 
is the difficulty record companit 
have in knowing whether a give 
number will still be popular whe, 
the eventual film is making th' 

rounds. 
Luck, and speed of execution ar 

thus in order, and even then, Stei 
said, the record companies are un 

derstandably reluctant to make a fila 
until they know thealbum will b 

a solid hit. j 

BUNDLES FOR AMERICAN 
American International Tv a 

quired distribution rights to Henri 
Saperstein's Screen Entertainmen 
package of 15 features, six Mr. Mal 
goo features, 130 Magoo cartoons; 
130 Dick Tracey cartoons, and Ti 
UPA cartoons. Among the liver 

action feature titles in the bundljl 
are hurrlle of Joy (Debbie Reyn. 

.I 

pf 

olds), Crash by Night (Barbara 
Stanw yck, Paul Douglas, Robert Ry 
an, Marilyn Monroe), Stromboli 
(Ingrid Bergman), and The Deep 
Six (Alan Ladd, William Bendix). 

Meanwhile, Stanley E. Dudelson,, 
first vice president of AI -TV, re 
turned from Europe with a deal for 
the U.S. distribution, in syndicatior 
of 83 episodes of The Avengers, pro. 
duced by Associated British Pathe. 

UNITED ARTISTS RESHUFFLE 
Several divisions of United Artists 

Tv were pooled into a single oper 
ating unit, consolidating staffs. 

Heading up UA-TV are Erwin;1 
Ezzes, chairman of the board and 
chief executioe officer; Pierre Weis, 
president; Martin J. Robinson, execu- ' 

tive vice president and general sales' 
manager, and Richard Lawrence, vice 

president and general manager of 
special projects. 
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TELEVISION AGE SPOT REPORT 

Maneuvers to stifle tv vio- 

lence are much in the news 
tlse days. Consider the recent Gen - 

el Foods blacklist and Whirlpool 
Crp.'s thumbs -down on shows 
d;med anathema to the clients' taste, 
t 1 current reshuffling of programs 
I movies with the more violent 
es being shoved off into the back - 

c am, and the Fall shows which 
pmise to be marked by an absence 
.;violence. 
the almost obvious question to all 

i s anti -vio ence activity is how 
ces it affect the timebuyer? 
The answer is in a rather broad 

t generalized, yet personal way. For 
vile buyers report to be receiving 
Ineral instructions to keep an eye 
1,t for violence, there is no step -by - 

up or even formal program to carry 
to anti -violence policy through. The 
,tisions are left entirely to them. 
,The reason for the absence of any 
,ch program is because such a 
ethod of operation would he highly 
iproliable to carry on, the buyers 
port. 
"It would be out of the question 

I supervise each and every spot a 

iyer selects," explains one media 
Irect or. 
"And while our buyers have re- 

vived instructions to be careful in 
That they buy there is no way we 
n keep a constant watch over them. 

Ht then, we don't have to. Their 
wn judgment and discretion 'en - 
¡files them to place sound buys." 

a review of 
current activity 
in national 
spot tv 

And while buyers point up that 
the current anti -violence trend is even 
more of a problem with one -shots like 
movies where the buyer has no con- 

tinuing measure, the very term 
"violence" itself presents a problem 
to mediamen down the line from di- 

rectors to buyers. 
"How do you define violence any- 

way?" one buyer. asked. "Is it purely 
blood and gore, the shoot 'em up 

type of thing? Can't some of the 
current news footage of Vietnam 
and home-grown riots be termed 
violent ?" 

"The whole notion of the term 
`violence' has become, at least to 

some of us, as difficult to define as 

creativity," explains one media direc- 
tor. "We have found that what might 

James Kearns is media supervisor 
on the Economics Laboratories ac- 

count at Warwick & Legler, New 

York. 

be considered violent by one media - 

man is not regarded as such by an- 

other." 
Of course, this man pointed up, 

there are cases where the action is 

so blatant that there is no question 
as to whether or not it's violent. "It 
obviously ís." 

The question seems to hinge on 

whether or not the violence is 

merely violence for its own sake. 

"That is what most advertisers and 
tv viewers are so much opposed to. 

Take a look for example, at those 

Saturday morning cartoon shows. 

They're as offensive, in their way, 

as a film like Bonnie and Clyde might 
be," one observer pointed out. 

From all this emerges the perti- 

nent fact that timebuyers are being 
given more and greater independence 
in exercising their own judgment on 

spot buys. 
As one media buyer explained, "I 

buy the way I see fit, and that's the 
way it should be." 

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

American Chicle to., div. 
Warner-Lambert Pharmaceu- 
tical Co. 

(Ted Bates & Co. Inc., New York) 
Commercials for various company products 
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GO FIRST 
CLASS WITH 

KMJ T V 
FRESNO CALIFORNIA 

Really get your sales drive roll- 
ing. Make sure you are on the 
Number One station in the na- 
tion's Number One agricultural 
market - KMJ-TV. You will he 
rewarded with the benefits of first 
class skills, first class equipment, 
the finest in-depth news coverage 
plus high -rated NBC network 
programing. 

So let your product or service 
move out front in this big $1.98 
billion market. 

Data Source: Sales Management 1968 
Effective Buying Income 
SRDS, July 1968 

KMJTV® 
McCLATCHY BROADCASTING 

BASIC NBC AFFILIATE REPRESENTED 
NATIONALLY BY KATZ TELEVISION 

Spot (From page 4/) 

will be in test through the end of the 
month. Fringe as well as prime minutes 
will be used to reach both men and 
women in Grand Rapids. Roy 
Polevoy buys. 

The Andrew Jergens Co. 
(Cunningham & Walsh Inc., New 

York) 
A 15 -week outing for this company begins 
October 20. Fringe and prime piggybacks 
will be used to plug various products in 
about 25 markets. Jay Holland buys. 

Best Foods div. of Corn Prod- 
ucts Co. 

(Sullivan, Stanger, Colwell & Bayles 
Inc., New York) 

Commercials for RIT Dl ES will be on 
the tube through the middle of Novetnl 
Early and late fringe as well as some 
prime 30s will be used to carry the 
product mesage to women in 14 markets 
Credit Medlina McLaughlin with this o 

Burroughs Welcome Inc. 
(N. W. Ayer Inc., New York) 
Commercials for EMPIREN COMPOLII 
broke shortly before issue date. Day 
minutes together with early and 
late fringe 30s will be used to carry I 
the product message to both men and 
women in eight markets. John Casey 
is the buyer. 

C.F. Mueller Co. 
(Needham, Harper & 

New York) 
(Continued on 

Steers In. 

page ll. 

it 

Agency Appointments 
JOHN A. 1NDEIISON JR., account 

supervisor on the Scott Paper ac- 
count., was elected a vice president 

, 

os 

A NDEItSON 

of J. Walter Thompson; New 1 ork. 
Anderson joined the agency as an 
account representative in 1966. 

RICH A1tm JOHNSON joined Need- 
ham, Harper & Steers, Chicago, as 
an account exec. Johnson was for- 
merly with Libby, McNeill & Libby. 

WALLACE L. SHEPARUSON was 
named chairman of the board and 
THOMAS R. VOHS was elected presi- 
dent of Chirurg & Cairns, New 
York. JAMES T. CHIRURG, who re- 
signed as chairman, will continue as 
an active member of the board with 
all his other responsibilities un- 
changed. 

MUNSON CA I% PHELL, vice president 
and account supervisor on SAAB 
and Clarino, and FREDERICK J. DIXON, 
v.p. in charge of corporate and in- 
dustrial accounts, were named to the 
board of directors at J. M. Mathes, 
New York. 

cr+ESLEY PLEnIMONS joined Bozell 
& Jacobs, New York, as an account 
executive. Plemmons had been an 

account executive at Gumbinner- 
North. 

DANIEL D. KINLEY joined Jack 
Tinker & Partners, New York. Kin - 
ley will serve as a partner and con- 
centrate on marketing and account 
management. 

PETER WARREN joined David Singer 
Associates, New York, as an account 
executive. Warren had been a media 
buyer at Ogilvy & Mather. 

MICHAEL M. WILSON, an account 
executive at Henderson Advertising, 
has been transferred from the Green- 
ville office to the agency's Atlanta 
branch. Wilson has been with the 
agency since 1966. At the same time, 
JERRY JEWLEII became a copywriter 
for the agency in their Charlotte 
office. Jewler was formerly with the 
Kal & . Merrick \gency, Washing- 
ton, D.C. 

J. R. LEE, account supervisor for 
the Illinois Bell and Rice Council 
accounts, was elected a vice presi- 
dent of N. W. Ayer & Son, Chicago. 
Lee has been with the agency 15 
years. 

RICHARD C. TREAT joined Clinton 
E. Frank, Chicago, as an account 
supervisor. Treat was formerly mer- 
chandise/marketing manager for 
CPS Industries. 

PAUL H. CHOOK, KENNETH A. 

LONGM.AN and LEON I. ItOSENBLUTH, 
division managers of the marketing/ 
research department, were given v.p. 
status at Young & Rubicam, New 
York. 

JOHN H. COLLINS was named a 

vice president and account super- 
visor at Warwick & Legler, New 
1 ork. Collins was formerly a vice 
president and account supervisor at 

SmitIt/Greenland. 

-t 
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)ne Seller's Opinion . . . 

`SUDDEN -DEATH' SWITCH -PITCHES 

"It's not that I don't appreciate the amount o/ effort and the initiative 

tat you displayed, but I runst out of fairness give the other station an 

opportunity to improve their schedule." 

i Out of fairness to whom? 

A rating hook has just been published. The rep with initiative and 

pe desire to maximize dollars for himself as we I as the station he 

epresents, is out to switch -pitch as maiy schedules as possible. 

He gathers competitive information, analyzes present schedules, and 

repares a counter -proposal using spot inventory on his station. Some - 

Imes he works alone; most often not. He uses a sales assistant, a research 

nalyst, a station traffic coordinator. He will discuss his proposal with 

he station sales manager and even the rep sales manager. 

Many efforts are put into motion in this desire to generate additional 

evenue for the station. Additionally, and certainly of prime importance 

o the agency, the advertiser will benefit if the new schedule is judged 

,uperior to that of the competition. 

The schedule is presented to the buyer, who, after proper analysis, 

ligrees that the proposal is substantially superior in media value to 

he schedule presently running on the competitive station. Then the 

ep asks for the order-but, in most agencies, it's not given. 

Although the proposed schedule is superior in every area of demo- 

graphic concern, the buyer hesitates in ordering. "It's not fair. I have 

,:o give the other station a chance." 

This reluctance to improve immediately an advertiser's scheduling 

,efficiency and effectiveness, separates the professional buyer from the 

novice. Don't be courteous when spending someone else's money. 

I, The true professional knows that the other station had a chance. 

He 'knows that if the other station legitimately concerned itself with 

'his client's ads ertising schedule, continual improvements would have 

been initiated by the station. The knowledgable buyer feels that by 

¡delaying a decision to switch the business a rep will never make an 

effort to improve his schedule until requested by the agency. Why 

improve unless you have to? Why voluntarily offer an advertiser better 

schedules if the buyer, when switch -pitched, will always call for an 

improvement? Most stations will only give the minimum amount of 

media value necessary to make the sale. Better spot areas are saved 

for those accounts which cannot be so d or kept satisfied with lesser 

value areas. 

When a rep and his station realize that one particular buyer operates 

on a "sudden -death" switch -pitch basis, they are most prone to watch 

the schedule closely and immediately improve when a new rating book 

reflects poorer delivery. This immediate improvement by the station - 

with the business reduces the number of weeks in which the advertiser 
would have to run his media -inferior schedule. Improvement by the 

station with the business usually is effective the week after the improve- 

ment is discussed. 

What has happened is that, without even being switch -pitched, the 

station with the business has improved simply because of the chance 
of a sudden -death switch -pitch. 

Sudden -death switch -pitches then not only generate immediate sched- 

ule improvements by stations with the business, but provide advertisers 
and media buyers with assurance that their schedules are being closely 
watched by stations to maintain rating delivery and efficiency. 

To maintain the most effective and efficient media schedules at all 

times, sudden -death switches are a must. 

COUNT ON 
KOV R 

FOR -ACTION 
SACRAMENTO 

STOCKTON 

CALIFORNIA 

Get your sales off the ground in 
the $5.5 billion Stockton/Sacra- 
mento market. Put your adver- 
tising message on television sta- 
tion KOVR. KOVR will give 
your product or service an added 
lift with unexcelled local cover- 
age, vibrant community service 
programs, McClatchy's expert 
know-how, and high -rated ABC 
network shows making for a 
superior programing schedule. 

So make this, California's 
Third TV market, your next place 
to grow. Get with KOVR. 

Data Source: Sales Management 1968 
Effective Buying Income 

I1;3 

o KOVR 0 

McCLATCHY BROADCASTING 
BASIC ABC AFFILIATE REPRESENTED 

NATIONALLY BY KATZ TELEVISION 
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Spot (From page 42) 

A 13 -week buy for MULLER'S 
MACARONI begins September 9. Early 
fringe and day minutes together with 
prime IDs will be used to tempt women 
to buy in 35 markets. Bob Widhom 
did the buying. 

Chanel Inc. 
(Norman, Craig & Kummel Inc., New 

York) 
A Christmas push for CHANEL NO. 5 
breaks December 10. Prime 20s together 
with early and late fringe minutes and 
30s wil be used to tell men to buy for two 
weeks. Credit Gary Ahrens with the buy. 

Chesebrough-Pond's Inc. 
(William Esty Co. Inc., New York) 
Commercials for GROOM AND CLEAN 
took -off September 8. Early and late 
fringe as well as prime 30s will be used 
to carry the product message to men 
in about 16 markets for 10 weeks. 
Jeff Jefferson buys. 

The Continental Baking Co. 
(Ted Bates & Co. Inc., New York) 
A four -week flight for PROFILE BRE 11) 
starts September 16. Day and fringe 
minutes together with prime 20s will 
carry the product'message to calorie - 
conscious women in 2,5 markets. Credit 
Dan Monahan with the buy. 
A 12 -week outing for MORTON'S 
FROZEN FOODS starts September 2. 
Early and late fringe minutes will be used 

ho's 
ho 
In 

Des Moines TV? 

...that's who! 

COLOR 13 

DES MOINES, IOWA - 

exclusively to carry the colonel's message 
to women in from 35 to 40 markets. 
Credit Anna Zgorska with the buy. 

General Foods Corp. 
(Ogilvy & Mather Inc., New York) 
Commercials for MAXIM COFFEE will 
be on the home screen through the 
end of the month. Prime 20s will be used 
exclusively to reach women in about 150 
markets. Al Branfman saw this one through. 

General Foods Corp. 
(Young & Rubicarn Inc., New York) 
Commercials for GAINESBURGERS dog 
food will be on the tube through the end 
of the month. Mostly fringe, but some 
prime 30s will be used to zero in on dog 
lovers in up to 56 markets. Al Chaiet buys. 

General Mills Inc. 
(Dancer -Fitzgerald -Sample Inc.) 
A 15 -week bid for RED BANI) FLOUR 
took -off shortly before issue date. 
Early and late fringe as well as day 30s 
and some day minutes will be used to 
reach women in 10 Southern markets. 
Carol Ann Behn buys. 

The Gillette Co. 
(BBDO Inc., New York) 
A 15 -week airing for the HOT -ONE 
began the first of the month. Early 
and late fringe as well as prime 30s are 
currently being used to reach men in 
the top 12 markets. Joe Granda is the buyer 

Hassenfeld Products 
(Bruns Advertising Inc., New York) 
Commercials for various toys break 
October 1. Day as well as early fringe 
minutes will be used to carry the word 
into 80 markets till December 13. 
Judy Greene is the buyer. 

Ideal Toy Co. 
(Hellgoti & Partners Inc., New 

York) 
Commercials for various IDEAL products. 
begin the 16th of this month. Day as 
well as early and late fringe minutes will 
be used to reach viewers in 24 markets. 
Lynn Rosenberg is now on the account. 

Kinney Shoe Corp. 
(Frank B. Sawdon Advertising, New 

York) 
A five -week buy for KINNEY SHOES 
breaks September 26. Day together 
with early and late fringe minutes will 
plug the product in 50 to 60 markets. 
Credit Gale Gilchrest with this one. 

Lea & Perrins Inc. 
(Humbert & Jones Inc., New York) 
1 10 -week outing for LEA & I'ERRINS 
WORCESTERSHIRE SAUCE takes to the 
airwaves September 15. Fringe minutes 
together with prime 20s will be used to 
plug the product in just under 10 markets. 
Credit Dolores LaFalce with the buy. 

Lever Brothers Co. 
(J. Walter Thompson Co., New 

York) 
Commercials for various LEVER products 
will be on the a'r till the 28th of this 
month. Day as well as early and late 
fringe minutes will be used to reach 
viewers in about 25 markets. Credit 
Gail Heuman with this one. 

Louis Marx & Co. Inc. 
(Ted Bates & Co. Inc., New Yo,. 
An eight -week buy for MARX TOYS I 
be in view beginning October 21. Day i 
as well as fringe minutes will be used tt' 
bring the product message home to 
viewers in about the top 50 markets. 
Peg Parslow handled the buy. 

(Continued on page 4 

Buyer's Checklist 
New Representatives 

Kt)TV Channel 39 Dallas -Fort 
Worth named Avco Television Sales 
its national sales representative, ef- 
fective immediately. 

wcmA Champaign, III., and KFnta-TV 
San Diego have named Peters, Grif- 
fin, Woodward their national sales 
representative, effective October 1, 
1968. 

Rate Increases 

ABC: 
wew-Tv Topeka, from $550 to 

$575 effective January 26, 1969 
wcTv Tallahassee, from $525 to 

$575, effective January 26, 1969. 

"We cover the #2 Market" 

50\1'11' 

DES MOINES 2 

.oc,oD I 
1 

l QUAD 
CITIES 

PEORIA 

JP'c,ri 
o, 

' h1 ,IIE ° 
eií 
t2 

(1~19 bit 
covered by 

W" 
tv channel 4 

TOTAL COVERAGE 

1,325,000 
A CBS AFFILIATE 

NAT'L REP. EDWARD PETRY & CO:, INC. 
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Profile . HARRY FALSER 

arry Falber, media buyer at 

Scali, McCabe, Sloves, New 

ork, is an enthusiastic young man 

ho has a lot to say about timebuy- 

g, station reps and advertising in 

zneral, although he's only been in 

.e agency business for one of his 

years. 

He talks about the professional 

aining he received from Mike 

phron, the shop's media director, 

Id Stan Kreiser, account exec on 

olvo, among others. And he talks 

ist, but then he has to as the 15- 

tonth-old creative shop has recently 

tilled onto the entire lltít floor of 

Madison Avenue office and there 

;em to be boxes, and storyboards 

nd hurrying people all over the 

lace. 

"I buy tv for Volvo both here in 

to U.S. and in Canada," Falber ex- 

lains. "And there really is a lot of 

ifference in buying time on Ameri- 
an television and in Canada." 

It appears that our northern neigh - 

.ors have more independents than 

etworks (there are only two net- 

torks-the CBC government sub- 

idizied facility and CTV a smal er 
rivately owned set-up) . 

The prodigious amount of indies, 

Falber explains, allows more room 
for negotiations in Canada. 

"It's not that I don't negotiate buys 

at home," he is quick to point up. 

"It's just that there is a little more 

leverage in Canada because of all the 

independent stations." 
Father is up on Ephron, Kreiser 

and the whole personal relationship of 
the shop almost as much as he is 

down on buy ers who buy by numbers 

alone. 

"I tend to have little respect for 
buyers who go only by what the 

rating books say. You need to exert 

your own judgment in face of what 

the station has to offer for its costs. 

I'm being paid to be both objective 

and subjective with the client's 
money." 

Falber also credits a lot of reps 
with helping him develop an under- 
standing and feeling for the business 
when he was fresh out of college. 
"In the very beginning it wasn't rare 
for experienced rep salesmen to sit 
down and tell me that such and such 
a market, their market mind you, 
mightn't be right for my product. 
I've even had a rep or two call me 
up on the phone and say I had made 
a good buy even if it wasn't theirs. 
Rep salesmen are as much human 
beings as buyers aren't computers." 

The whole advertising bit, accord- 
ing to Falber, is a sort of discipline 
that "one can never pick up in col- 
lege." You sort of learn the ropes, 
he points out, and if you have really 
professional direction "you develop 
enough confidence to stand on your 
own decisions. I can back every one 
of my buys, station by station, if I 
have to." 

Falber admits that his skin still 
"needs a little toughening," but 
everything about him-right down 
to the initial monogram on his cream - 
colored shirt-seems to suggest he 
can take it. 

ti pot (From page 44) 

Kepley & James Labs. 
'Foote, Cone & Belding Inc., New 

York) 

lommercials for VI -TIME, a new 
. itamin, make the scene September 15. 
)ay as well as fringe minutes will be 

ltsed to introduce the product to women 
'rid men in Des Moines. Albany- 
)chenectadv-Troy, San Diego and 
7,reenville-Spartanburg-Ashville through 
the end of December. Hillan 
Hirschman engineered the buy. 

Miles Laboratories Inc. - 

(I. Walter Thompson Co., Inc.) 
A bid for ONE -A -DAY VITAMINS 
PLUS IRON will be on the home screen 
through the latter part of October. 
Day minutes will be used to carry the 
word to women in about a half -dozen 
markets. Commercials for S.O.S. SOAP 
P_\l)S sign -off the end of the month. 
Day minutes as well as fringe 30s and 
Piggybacks are currently plugging 
the product in four markets. Bobbi 
Cohen is the contact. 

The National Biscuit Co. 
(William Esty & Co. Inc., New York) 
A six -week fling for various NABISCO 

products becomes airborne September 16. 

Day minutes and early fringe 30s will be 

used to reach youngsters in from 15 to 20 

markets. Jeff Jefferson is the buyer. 
A four -week flight for.IELLO PIE LINE 
breaks at issue date. Fringe 30s and 

piggybacks will be used this go -round to 

reach women in from 60 to 70 markets. 
Mary Seymour followed this one through. 

North American Philips Co. Inc. 

(LaRoche, JIIcCa/jrey & McCall Inc., 

New York) 
Commercials for NORELCO ELECTRIC 
SHAVERS for men take -off September 
16. Early and late fringe minutes together 
with prime 20s will be used to reach 
both men and women in 70 markets 
till September 29. Credit Maureen 
Murray with the buy. 

Peter Paul Inc. 
(Dancer -Fitzgerald -Sample Inc., New 

York) 
Commercials for various PETER PAUL 
treats take to the airwaves September 15. 

Piggybacks will be used exclusively to 
carry the message to youngsters in 
22 markets through December 7. Jay 
Rosenthal is the buyer. 

The Procter & Gamble Co. 
(Compton Advertising Inc., New 

York) 
Commercials for a new I)IINCAN HINES 
CAKE FROSTING and DIUNCAN 
HINES CAKE MIXES will begin 
September 16. Day as well as early and 
late fringe minutes will he used to 
ballyhoo the new and old products to 
viewers in eight markets for 13 weeks. 
Harvey Rabinowitz is the contact. 
A full -year bid for TIDE broke earlier 
this month. Early and late fringe and prime 
minutes will plug the laundry powder in 
over 35 markets. Ron Sparrow is the buyer. 

The Procter & Gamble Co. 
(Cunningham & Walsh Inc., New 
York) 

Full -year buys for FOLGER'S INSTANT 
and FOLGER'S V \CUIIM PACKED 
COFFEE begin September 9. Early and 
late fringe minutes together with prime 
30s will be used to reach women 
in over 35 markets. Dick Gold is 
the buyer. 

The Procter & Gamble Co. 
(Dancer -Fitzgerald -Sample Inc., New 

York) 
(Continued on page 46) 

Television Age, September 9, 1968 45 



Spot (From page 45) 

A full -year outing for WHITE CLOUD 
and STAR DUST breaks at issue 
date. Fringe and prime piggybacks will 
be used to carry the ball for these 
products to women in over 35 markets. 
Stephanie Goldberg buys. 

R.J. Reynolds Foods Inc. 
(I. Walter Thompson Co., New 

York) 
Commercials for REYNOLI)'S P TIO 
FOODS started the day before issue date. 
I)ay minutes together with early and late 
fringe 30s are currently carrying the 
ball in an effort to reach women in about 
50 markets through November 2. 
Iris Weiner is the buyer. 

Scott Paper Co. 

(BBDO Inc., New York) 

Commercials for BABA SCOTT 
DISPOSABLE DIAPERS bow on the 
tube at issue elate. Day, fringe and prime 
minutes will be used to carry the 

.product message to mothers in the Quad 
City, Binghamton, Davenport, Charlotte, 
Rockford, South Bend and Madison 
markets. Credit Bill Becker with this one. 

The Spatini Co. 

(Firestone & Associates Inc., New 
York) 
Commercials for SPATIN I'S 
SPAGHETTI SAUCE MIX get rolling the 
end of this month. Day minutes 
together with early and !ate fringe 
IDs will be used to reach easy -living 
women in seven East Coast markets. 
Dorothy Callenda is the contact. 

(Continued on page 48) 

WDTV 
COVERING A 

VITAL 
area of 

Central W. Virginia 

WDTV 
FAIRMONT, - 

CLARKSBURG, 
WESTON, 

WEST VIRGINIA 
John North Vice Pres. & Gen. Mgr. 

Represented by 
National Television Sales:Inc. 

Acn..i....n 

Rep Report 

THOMAS W, CAIUtOLL became part 
of the sales team at H -R Television, 
Los Ange es. Carroll had been with 
Television Advertising Representa- 
tives, New York. 

JAMES It. SEFF.ItT, vice president of 
Peters, Griffin, Woodward, became 
midwest manager in the rep's Chi- 
cago stronghold. Sefert, who has 

been with PGW for eight years, re- 
places William Tynan who resigned. 

WILLIAM TYNAN was named vice 
president, central region, for Metro 
TV Sales, Chicago. Tynan, who suc- 

TYNAN 

>n, 

J 

ceeds William Carpenter, recently 
named vice president and general 
sales manager of wNEW-TV New 
York, had been v.p. and midwest 
sales manager at Peters. Griffin, 
Woodward for 10 years. Meanwhile, 
hack in New York, TOM SHANNON 
became part of that sales team. 
Shannon was formerly sales man- 
ager for WKRs-TV Philadelphia and 
before that account exec at a Metro 
radio station. 

STUART STRINGFELLOW was ap- 
pointed an account executive in the 
Los Angeles office of CBS Television 
Stations National Sales. Stringfel- 
low had been an account exec with 
KARC-Tv Los Angeles. At the saute 
time, ALAN FRtSCHEtt was appointed 
an account executive in the New 
1 ork office of CBS Television Sta- 
tions National Sales. Frischer was 
formerly with Metro TV sales. JEF- 

FREY C. KINNEY was also named an 
account executive. While CAROL 
CHRISTIAN was named manager of 

#et§1 
.4 

""T- 

CHRISTIAN 

media research. Mr. Kinney has been 
with CBS since 1962; Mrs. Christian 
since 1958. Out in Chicago, FRANK 
GREGG became yet another account 
exec. Gregg was on the sales staff of 
WCAu-TV Philadelphia. 

WILLI tM BRANCH joined Harring- 
ton, Righter & Parsons New York 
as an account executive. Branch had 
held the same title with Katz Tele- 
vision. 

r 

Will Darch, former commercial man- 
ager of WSBT-TV South Bend, has 
been named station manager of 
KFIZ-TV Fond du Lac, Wisc. KFIZ- 
TV, channel 34, has appointed Wal- 
ton Broadcasting Sales Corp. its 
national representative. 

IN SIOUX CITY IOWA 

IIIICHANMILJ 

a meg -await of 

One Million Watts of Sales Power 
Represented by Adam Younq-TVM, Inc. 

Bob Donovan, General Manager 
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new 
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fare 
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- MOVIES 

VARIETY 

STOCK MARKET 
T 

CHILDREN'S 
PROGRAMS 

SPANISH 
o - 

PROGRAMMING 

For greater buying power ... KVVV-TV presents a variety of 

programs new to the Houston -Galveston television scene. 

These entertaining new shows range from prime -time eve- 

ning movies six days weekly on "Cinema 16" to daytime 

stock market news, and from bullfights Sunday afternoons 
to the new Steve Allen variety show, highlighting well- 
known guests and entertainers. Also on the KVVV-TV line- 

up ... the "Festival of the Performing Arts", featuring the 
world's top artists from the dramatic and concert stages. 

For greater buying potential .... buy KVVV-TV ... full color 
and Texas' highest maximum rated power. 

CHANNEL 16/KVVV-TV 
Executive Offices at 1217 Prairie St., Houston, Texas 77002 

Represented by The Hollingbery Company 
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Spot (From page 46) 

Sterling Drug Inc. 
(Dancer -Fitzgerald -Sample Inc., New 

York) 
Commercials for BAYER ASPIRIN FOR 
CHILDREN will be on the air through 
the middle of December. Early and late 
fringe 30s will be used exclusively to 
carry the product message to mothers in 
about 30 markets. Dolores Carbone 
and Elliot Bass are the buyers 
on this account. 

V. La Rosa & Sons Inc. 
(Pritchard Wood lac., New York) 

four -week buy for LA ROSA 
SP \GHEITI breaks September 16. Out of 
15 markets, 30s will be used exclusively 
in some while both 30s and minutes will 
be used in places like New York, Boston 
and Chicago. A second and similar 
four -week buy starts November 18. 
George O'Neill is the buyer. 

Volvo Inc. 
(Scali, McCabe, Sloves Inc., New 
York) 
An eight to nine -week ride for 
VOLVO automobiles rolled onto the tube 
September 8. Late news and sports 
minutes will be used to carry the 
message to men in about 30 major markets. 
Harold Father and Mary Alice Zurbach 
are the buyers. 

You're only 
HALF COVERED 

ín Nebraska... 

if you don't use 
KOLN-TV/KGIN-Y'V 

The diagnosis is obvious: you can't 
cover Nebraska without Lincoln - 
Hastings -Kearney, the state's other big 
market. 

And to cover Lincoln -Hastings - 

Kearney, you need KOLN-TV/ 
KGIN-TV, the official CBS outlet for 
most of Nebraska and Northern Kan- 
sas. Consult Avery-Knodel. 

NEBRASKA 

*015 -TV * 
KOLN-TV * 

KANSAS 

¿/t4 1'? YKla459/4 
RADIO 
IWO KALAMAZOO -BATTLE CREEK 
Will GRAND RAPIDS 

MEN GRAND RAPIDS KALAMAZOO 

WWAM/WWTV.EM CADILLAC 

TELEVISION 
WRZO TV GRAND RAPIOS-AALAMAZO^_ 

"."/.5111114`15111'1Z11.1 
ROLWTV/ LINCOLN. NEARASKA 

KAIN-TV GRAND ISLAND. NIB 

KOLN-TV 
LINCOLN, NEERASKA 

1500 IT. TOWER 

KGIN-TV 
GRANO ISLAND, NEBRASKA 

toeº ET. TOWER 

ArerrKnodel, Inc., Exclusive National Representative 

Media Personals 
A realignment of responsibilities 

in the media department at Camp- 
bell -Ewald, Chicago, has brought 
about several changes. HUGH L. 

LUCAS, vice president and associate 
media director, will now have full 
responsibility for tv network nego- 
tiations, talent procurement and pro- 
gram content for all agency ac- 
counts. ABBOTT DAVIS was made di- 
rector of Chevrolet planning. Davis 
will be assisted by J. I. MARTIN and 
W. R. SMITH. J. D. VANIER will super- 
vise the Multi -Products planning 
group. He will be assisted by c. N. 

CAMPBELL and E. L. ACKER. Buying, 
scheduling and estimating for all 
medía has been combined under the 
direction of W. H. KENNEDY. ROBERT 

GUTHRIE will lie responsible for broad- 
cast buying. 

WILLIAM E. OVERNEYER joined J. 
M. Mathes, New York, as %ice pres- 

1 

1 
. ' .. 

OVER MYEtE 

ident and director of media. Over- 
myer was formerly with Reach, Mc- 
Clin on, where he held tite same 
titles. 

THOMAS L. THOMPSON was pro- 
moted from timebuyer to media and 
broadcast supervisor at Tracy -Locke, 
Dallas. Thompson had been with the 
agency since 1962. 

Tv not to blame 
"Before television or radio 

or even motion pictures were 
a factor in American lives, 
three presidents-Lincoln, Gar- 
field and McKinley-were vic- 
tims of assassins...." 

Ward L. Quaal, president of 
WGN Continental Broadcasting 
at the annual Delta Tau Delta 
convention, rejecting the charge 
that the medium has been re- 
sponsible in some way for the 
recent political assassinations. 
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Nall Street Report 
IRG goes public. Already Wells, 

ich, Greene Inc. is finding that 

e road to public ownership is lined 

lith thorns as well as roses. 

The company is now an open 

ok. Under the securities laws of 

is country; any Torn, Dick and 

arry is entitled to scrutinize the 

nermost secrets of a public corn - 

my, and this is especially true 

ring that difficult period called 

gistration, when the firm's proposal 
it the issuance of stock is put under 
e microscope. 
Many of the interested people who 

ve been stampeding over to the 

fices of the underwriters-White, 
'eld & Co.-have Leen from rival 
,lvertising agencies. They want to 

nd out just what makes Wells, Rich, 

reene tick. 
Of the 402.400 shares to he of - 

!red, 50,000 are being sold by the 
)mpany and 352,400 by the major 
iockholders. The offering price had 
pt been fixed at time of writing, 
ut a White, Weld man said it would 
irobably be "in the low twenties." 
This means, if the issue is fully 

Lbscribed, there will be income of 
8,048,000. Of this, presumably, 
my $1 million will be used for the 
construction, decoration, furnishing 
nd other costs which (the company) 
rill incur in moving its New York 
Sty offices to two and one-half floors 
f leased space in the new General 
lotors Building." 
Apparently, the move will cost more 

nd the balance "of such costs is 
xpected to be met through use of 
forking capital and borrowings, 
ubsequently to be arranged." 

ler last 225,750. Mary Wells 
.awrence, the president and chief 
-:ecutive officer, will sell 75,250 
hares, leaving her with 225,750. 
Iichard Rich and Stewart Greene, 
he other founders and principals, 
vill be selling similar amounts and 
Iso will be left with a quarter of 
p million shares. 

A total of 36 other shareholders 
vill be selling other amounts. The 
argest sa e among these will he ac - 
;omit services director Fred Lemont's 
»undle of 25,0(10 shares. 

Other interesting tidbits: Mary 
Wells Lawrence received "aggregate 
lirect remuneration" last year of 

$118,423, Rich made $87,372 and 
Stewart Greene pulled down a similar 
amount. Also, in December, 1967, 
the company made a non -interest - 
bearing loan of $35,000 to Rich, 
"which loan was repaid in the same 
month." 

Where, the curious would-be share- 
holder might ask, does all the money 
come from? 

Well, that's all on the public rec- 
ord now, too. Last year, the company 
had gross income of $5,473,418-in- 
come, not billings-and net profit 
(after payment of salaries, expenses, 
taxes etc.) of $1,217,982-which 
gives it a profit margin of 22.2 per 
cent, which is very good. In fact, 
it's almost twice as good a margin as 
many of Wells, Rich, Greene's clients. 
Like most agencies, Wells, Rich 
charges 15 per cent on gross billings, 
which were $36,507,700 last year. 

Volume doubles. In the six months 
ended April, 1967, the company had 
revenue of $2,101,819 and net of 
$433,016. In the similar period this 
year, it had revenue of $4,217,391 
and net of $492,515. This discrepancy 
between the large increase in volume 
and the much smaller increase in 

net is attributable to higher taxes, 
depreciation differences and a fairly 
big increase in salaries, wages and 
employee benefits. 

The primar\ source of revenue, of 
course, is "commissions earned from 
advertising placed with the various 
media. After an advertising campaign 
has been approved by a client, the 
company purchases time and space 
from appropriate advertising media." 

What are "the appropriate adver- 
tising media" in Wells, Rich's view? 
Last year the company derived 63.9 
per cent from commercials placed in 
television and radio, compared with 
17 per cent in newspapers and maga- 
zines and 13 in outdoor advertising. 
The rest of the money came from 
"commissions and special charges." 

A slight bias toward newspapers 
and magazines is apparent in the 
seven months ended May 31, 1968, 
when Wells, Rich derived less from 
broadcasting (60.4 per cent) and 
more from print (22.3 per cent). 
This compares with 64.8 and 17.5, 
respectively, in the similar period a 

year earlier, so the change cannot be 

.,. ; 
: 

-` 4;' 

i 

attributed to seasonal factors. 
The company's bigger clients: 

American Motors, Bristol-Myers, 
General Mills, Hunt -Wesson, Philip 
Morris, American Safety Razor, 
Procter & Gamble, Jos. E. Seagram & 

Sons, Sicks' Rainier Brewing, Smith, 
Kline & French, Trans World Air- 
lines, West End Brewing Co. and 
Western Union Telegraph. 

TWA was added recently displac- 
ing Braniff. Wells, Rich has had 
Braniff Airways as a client for some 
time, and there had been some talk 
of conflict of interest. Mary Wells 
is married to Braniff's president, 
Harding L. Lawrence, and helped pull 
Braniff up by its bootstraps. But 
TWA's billings are much bigger, and 
business is business. 

Wells, Rich is the 38th largest ad- 
vertising agency in the United States 
in terms of gross billings in 1967. 
When it was formed by Wells, Rich 
and Greene on April 30, 1966, ít had 
seven employees serving one client 
(Braniff) . Now it has 261 employees 
and a dozen big clients. Braniff was 
Mary Wells' initial contribution. 

Actually, there is still a family 
connection. One of the clients is 
Hunt -Wesson, which is owned by 
Norton Simon Inc. Mr. Lawrence is 
a director of Norton Simon Inc. 

Bargain days. When the company 
was organized back in 1966, Mary 
Wells, Rich and Greene made cash 

(Continued on page 58) 
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Timebuyer (Front page 23) 

It is the rate -cutting factor, of 
course, more than any other that 
arouses the hostility and apprehen- 
sion of many people in all segments 
of the industry-agencies, clients, 
reps and stations. 

But there is another nagging ques- 
tion: Why can the outside services 
do a better negotiating job than the 
agencies, many of whom have time - 
buyers with long experience in deal- 
ing with stations? 

Some agency men who've used 
these services maintain they general- 
ly can't, but that they're handy to 
have around during a rush period 
when manpower is pressed and for 
special situations, such as an agency 
which hasn't had much experience 
in radio, or isn't close to stations in 
certain markets. Some of the time - 
discounters themselves play up this 
aspect (in public), preferring to 
avoid the sticky question of rate 
cards. 

Other admen point out, however, 
there are certain things the outside 
timebuying service can do which the 
agency can't. 

Robert Engelke, media director at 
Wells, Rich, Greene, which used U.S. 
Media for a small radio buy as a 
test, says: 

"You have to understand that 
these fellows operate by dollar aver- 
aging. Let's say they buy in 20 mar- 
kets. In 10, they'll really get a dis- 
count. In the others, maybe they 
won't do any better than anybody 
else. So they average it out to be- 
tween 10 and 20 per cent less than 
the earned rate overall, which is what 
they promised. 

"But they can deal in ways which 
are impractical for an advertising 
agency. They may pay rate card in 
one market, get some bonus spots 
and then give them to another ad- 
vertiser. No agency can favor one 
client over another like that. Or they 
can guarantee a station 52 -week busi- 
ness and make a price deal that 
way." 

Further, says Engelke, there are 
reasons vchy an agency wouldn't want 
to negotiate hard even where it has 
the people able to do so here in the 
shop. 

"We want to retain the station's 
good will. We sometimes call on 
them for help, perhaps marketing 
help. The agency that gets a reputa- 
tion as a chiseler suffers in its deal- 

ings with stations." 
One of the best-known agency 

media executives in the business con- 
cedes, "We can wheel and deal with 
the stations on occasion. If a buyer 
conies to me with a buy where I 

know I can do better, I'll sometimes 
call the rep and haggle. But we can't 
do it all the time. There are too 
many inexperienced buyers around, 
and it's impractical for media super- 
visors and others involved in planning 
to pitch in and negotiate on every 
buy." 

This executive feels that the agen- 
cies are partly to blame because they 
don't pay enough money to experi- 
enced buyers. "Many buyers, as soon 
as they get a little experience, realize 
they're not going to go up the salary 
ladder very fast. So they go after 
account work, or become rep sales- 
men." 

A number of agencies cited the 
extras offered by U.S. Media in the 
way of free transit advertising. It was 
also pointed out that the outside buy- 
ers tend to attract clients who are 
not as particular about the specifica- 
tions of a buy as the large spot ad- 
vert isers. 

Some Save pennies 

Said an associate media director 
who placed a buy with U.S. Media 
and is waiting for results, "Our 
client will not accept run -of -sched- 
ule spots. I want specific times, but 
there are some advertisers who don't 
check and don't care, as long as it's 
cheap." 

There is little doubt that the per- 
sonnel put on the firing line by the 
outside buying services are knowl- 
edgeable about the ins and outs of 
negotiating. The principals them- 
selves often do the buying, and, on 
occasion, the negotiating is done 
directly with stations. 

Just how much direct negotiating 
goes on is not clear. The reps them- 
selves acknowledge that the buying 
is frequently done through their 
salesmen. U.S. Media's president. 
Norman King, says his firm does 
90 to 95 per cent of its buying 
through reps. 

The barter backgrounds which sur- 
round many of those offering time - 
buying services to the agencies clear- 
ly account for much of their know- 
how. The nitty-gritty of this world 
is certainly alien to most, if not all, 
agency timebuyers. 

I. 
U.S. Media's King denies any 

I 
l 

tensive experience in this field. A , 

he swears up and down that his ¡it 
rent operation has nothing to do tt 
barter. It is fair to point out ti { 

King has never been among thj. 
named as major barter operators. i 

t 

[chat's in, a word? 

Wyman makes a distinction 
tween barter and what he calls " 
ciprocal trading," which, he says, 
now being discontinued. The ess 
tial aspect of barter, Wyman hot 
is the inventory of time, which Ir 
barter operator collects and then s 

1 

to all corners, though subject, pt 
surnahly, to station veto to avoid 
charge of brokerage. Wyman d 
scribes reciprocal trading as a "bacl 
to -back" exchange for a farticult 
client-that is to say you -give -to ' 

t ime- for - my -client-and-I'll-give-yo) 
some -benefit -in -exchange. 

While this difference may be set 
evident, few observers find it 
significant difference. And that 
mainly because the value of thu Ii 

benefit -in -exchange is not readil 
translated into dollars. Hence, it car 
not be proved with any certainty tha 
a station is selling on or off the rat 
card. Also, reciprocal trading, it ha 
been pointed out, falls under the dill 
tionary definition of barter, which i 

an exchange not involving money. 
With refreshing candor, Sy Rosen' 

president of Adonis Radio Corp 
(which deals with tv as well a 

radio), says he and his partner, Jerry 
Shapiro, vice president, acquired 
their timebuying know-how througl 
barter. Rosen admits Adonis still 
deals in barter, but maintains that 
his "cash" service is completely 
separate and t hat buys do not cross 
I i nes. 

Rosen says that he sometimes bills 
agencies by individual spots and 
sometimes not, defending on the 
agency's demands. Ile noted that 
some agencies have called stations! 
to check on prices Adonis has gotten 
but found this hasn't hurt his ac- 

tivities any. 
"Agencies can do what we do. 

he remarked, "but they don't have 
time for negotiations, and they have 
a lot of young kids who don't know 
how to negotiate. Their experienced 
people are busy planning, anyway.'' 

Roseti. is convinced that if the 

agencies wanted to set up timebuying 
teams with heavy negotiating experi- 
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ce they would be frightened off 

the cost. 
There still remain the questions of 

tether these timebuying services 

,present a significant need in the 

siness, and whether they can prove 

emselves in the wide variety of sit - 

dons that agency timebuyers face. 

Some agency scorn 

There are a considerable number 

agency men who pooh-pooh the 

iportance of time -discounting and 

el it can only work in selective 

tses. They also question claims of 

le buying services that, negotiating 
ility aside, their knowledge of sta- 

ans and markets enables them to 

ake better buys for a client than 

to combined experience of agency 

anner and buyer. 
Said one media director, "If Nor - 

tan King really grows big, he'll have 
to same problems as the agences, 
ad then let's see how he'll perform." 
On the other hand, there is no 

oubt that the rise of timebuying 
srvices raises a number of questions 
mcerning the structure and experi- 

' nce of agency timebuying depart - 
'tents, the complexities and costs of 
uying spot and the pricing practices 
f telex ision stations. 
Engelke feels that many of the 

stablished agencies have not re- 
Jonded to economic problems and 
lave allowed their media departments 

ri Fy be frozen into a mold. 
One result, he says, is media de- 

artment overstaffing. "We're a new 

gency, and I was able to form a 
.1edia department in response to eco- 
omic conditions and along the lines 
f Wells, Rich, Greene's philosophy." 
What WRG has, says Engelke, is a 

ell -paid but lean and efficient media 
epartment. "Our buyers are paid 
lore and everybody works." 

Another media director sees as 
"viable possibility" a move by 

orne agencies to set up highly-experi- 
nced teams whose prime responsi- 
ility is buying. Ile adds that, in gen- 
ral, agencies "may have to increase 
salaries and reorganize their media 
epartments." 
He also sees more need for cen- 

ralized control over timebuying and 
ewer account groups in the media 
lepartment. Among those he named 
ho have made changes in response 

o the current problems in buying 
pot are BBDO, Needham, Harper & 
iteers, Ted Bates and Y&R. 
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Michael Donovan, vice president 
and media director of Papert, Koe- 
nig, Lois and chairman of the 4As 
Station Relations Committee, pin- 
pointed some of the changing eco- 
nomic factors that have impelled the 
agency association to prepare a po- 
sition paper on the subject. 

"Schedules in spot have become 
shorter and shorter, and the result 
is a greater turnover in station in- 
ventory. There are more one -time - 

only or OTO buys, in addition to 
more specials on the air. This lends 
itself to pricing flexibility." 

Among the areas likely to be in- 

vestigated in the 4As study, besides 
station pricing, are barter and 
brokerage, the issue of clients doing 
their own buying, centralized buying 
outside of the agency, and factors 
affecting the agency profit structure. 

The increasing talk about the 
agencies relinquishing part or all of 
the media buying and planning func- 
tions to others has focused attention 
on independent Media Services, 
started this year by Richard Gershon, 
formerly of Benton & Bowles. 

IMS, which is currently working 
for Lois Holland Callaway, clearly 
falls into a separate category from 
the timebuying services discussed 
above. 

iMS performs planning as well as 

buying functions and none of the 
buying services tout themselves as 

planners. It is the media department 
for LI IC and, again, the buying serv- 
ices do not plan in any way to get 
into that kind of operation. 

Gerhson's firm has no clients other 
than LI IC at present, but it is cer- 
tainly hoping to get some. So far, 
Gershon has stressed the value of his 
service for the smaller agency, par- 
ticularly the type whose principals 
are creative people. 

However, there is no indication 
so far that any of the large agencies 
are seriously thinking of shedding 
their media departments. Clearly, this 
would haze to be preceded by a radi- 
cal change in agency compensation, 
since agency income is still primarily 
based on media commissions. And a 

revolution of that type is not apt to 
come rapidly. 

It could well be that the agency 
response to the problems of buying 
spot will result primarily in internal 
changes. If so, the effect on the time - 
buyer is likely to be all to the good 
-at least those who remain. 

Michigan Ave. (From page 25) 

One reason NH&S saw no point in 
coy ly awaiting prospective clients 
was that the agency had something 
of a visibility problem. Not only was 

the agency (although big in Chica- 
go) relatively little known in New 
York, but its output was largely in- 

visible to the business world. 
As Harper put it, "Most of our 

accounts are package goods adver- 
tised on daytime television and in 
women's magazines,"-media not 
often noted by businessmen. 

Among the package goods ac- 

counts: Armour, Borden, Kraft, 
Campbell's, Betty Crocker, Johnson's 
Glo-Coat, Morton Salt, Mueller's 
noodles. (Business world awareness 
of NH&S may already have changed 
since the acquisition this Spring of 
Xerox and of Somerset importers.) 

There are apparently no "secrets 
of success" underlying the agency's 
results in getting new business, un- 

less it is the candor with which, it 
is said, the agency makes its pre- 

sentations. 

Wed method to account 

"There is no one method, no 
standard procedure, to our pursuit 
of new business," said Frederick D_ 

(Sandy) Sulcer, executive vice presi- 
dent. Sulcer, who also has admin- 
istrative responsibility for the New 

York division, often works on get- 
ting new business along with Harper 
and Herbert Zettner, senior vice 
president and director of marketing 
services, and Irving Sonn, senior vice 
president and New York creative di- 
rector. 

"We develop a method suited to 
the account. We don't go in for spec- 
tacular presentations." But the pre- 
sentations are thorough: everyone in 
the agency gets involved in the 
preparation of them at one time 
or another. "Forty people worked 
on the Xerox presentation," Sulcer 
recalled. 

In addition to new business, much 
of the NH&S growth has been in- 
ternal: new business from current 
clients, more billings resulting from 
client successes. 

Sulcer said that half of the agen- 
cy's billings now come from prod- 
ucts it helped to launch-new prod- 
ucts put out by companies that were 
already clients of the agency. "As 
companies continue to diversify," 
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Sulcer remarked, "there's more and 
more such growth." 

.Sulcer, who looks as if he is still 
in ,his 20s, has been with Needham 
for 21 years, most of them as a 
copywriter-or rather as a creative 
manager. (Among his creations are 
"Put a Tiger in Your Tank" for 
Esso, and "Never Borrow Money 
Needlessly" for Household Finance 
Corp.) . 

Pioneer in the industry 
At the beginning of his career at 

Needham, before he was drafted in- 
to the army, Sulcer worked on some 
of tv's first commercials, including 
one for Peter Pan peanut butter that 
may have been the first animated tv 
commercial. 

Later, working as head of Need - 
ham's tv creative department, Sulcer 
realized he was also interested in the 
management side of the agency busi- 
ness, and so proceeded to study for 
a master's degree in economics by 
night while creating commercials by 
day. 

Sulcer received his master's de- 
gree from the University of Chica- 
go, and gradually shifted from the 
creative side to management, first by 
moving onto plans boards and then, 
in '62, becoming an account man. 
He moved to New York last year. 

As one goes doss the line from 
Paul Harper's office, the next office 
after Sulcer's is that of Zeltner. A 
young veteran of Procter & Gamble 
and of Lennen & Newell, where he 
was media director for a decade, 
Zeltner joined Needham in New 
York two years ago in his present 
post. 

Does he run NH&S' media de- 
partment? "Not at all," Zeltner re- 
plies. His is more in the nature of 
a corporate echelon function, with no 
line -responsibility, but he is avail- 
able-"by invitation"-to the divi- 
sions and the departments, and to 
account men for working on prob- 
lems in marketing. 

Zeltner has considerable responsi- 
bility beyond the corporate -divisions 
relationship, overseeing the profit 
plan for NH&S' extensive foreign op- 
erations. Domestically, on behalf of 
"the chairman's office," an organi- 
zational concept, he co-ordinates the 
purchase of services, especially re- 
search services. 

Over the past year, Zeltner and 
the research people in the - three 
U.S. divisions of NH&S conducted a 

thorough analysis and evaluation of 
all the copy -testing services. 

Zeltner remarked that with the 
proliferation and the ever increasing 
sophistication of research techniques, 
the heyday of agency research is 
past. 

"For a time," he said, "agencies 
were often duplicating, at great ex- 
pense, services available outside. 
Now agencies tend to serve not as 
research services but as research con- 
selors to clients." This is part of 
Paul Harper's definition of the agen- 
cy's role as that of business partner 
of each client. 

Zeltner works with Harper and 
James lsham, president of the agen- 
cy and head of the Chicago division, 
on long-range communications plan- 
ning for clients. 

The corporate division also has 
responsibility for network relations, 
finance, and general administration. 

"The agency business requires 
brilliant intuition," Sulcer said, "but 
it also requires much more-mastery 
of disciplines and sciences, from so- 
ciology to cybernetics." 

Speaking of cybernetics, the com- 
puter plays an important part in 
NH&S media operation but not the 
central role. The HCA Spectra 70, a 
third -generation computer, at the 
Needham office in Chicago is used 
for "housekeeping chores," said 
Bruce Hirsch, New York media di- 
rector and a vice president. 

Sparing the computer 
Hirsch, who joined the agency 

two years ago from Lennen & New- 
ell %% here he had been associate me- 
dia director, said the 30 people in 
the New York media department sel- 
dom have recourse to the computer 
in Chicago for media planning: it's 
too complicated a matter for com- 
puterization. 

In the Chicago division, however, 
the directcr of media research, Tom 
McMurtrey, has begun to use , the 
computer for such analytical tasks as 
determining daytime tv demograph- 
ics. 

The buyers at Needham are spe- 
cialized. "Media is too complex to 
have all -media buyers," Hirsch re- 
marked. A buyer may begin in print, 
be promoted to tv and radio, and 
eventually, to media planning. 

To handle the new billings, NfI&S 
promotes from within, and fills the 
gaps thus created by hiring at two 
levels-the assistant buyer level and 

the media research trainee level. 
second is considered the agent 
training ground for media melt 

At present, the bulk of the all. 
cy's billings go into tv, closet, p 

60 per cent. NH&S, largely duet 11 

State Farm and Household Finar, t',l 

is one of the largest buyers of rat, 1 

(15.7 per cent of its billings). I , 

Media buying at NH&S is divit i 

into groups by medium with each' 
i 

the groups headed by a media sul t 

visor. 
Ad -making at the agency is a, ` 

split up into groups. Each group , 

headed by an associate creative ' 

rector, with an executive art dir, 1 

for and a producer working uné, , 

him. Heading up the creative di 
sion is Irving Sonn, senior vice pr j 

ident and creative director, w 

joined the agency three years 
from Ogilvy & Mather (earlier 
was at Compton and at Ted Bate 

Blending of talents 

In the creative groups at NHi 
there are no partitions, no hard -ad. 
fast lines, between writers and áI 

directors and producers. As Sonn p. 

it, "Everybody's an adman." 
Not surprisingly, the making I' 

ads is considered by all hands 
be the central. activity at NH& 
Paul Harper remarked that the cr 

alive function is the one area thl 
is exclusive to agencies. "Advertise] 
can and do write their own marké 
ing plans, do their own research, d, 

their own merchandising. But fe 

if any could produce great adve 
rising." 

Although Nll&S offers far -read 
ing marketing services in consider 
able depth, the agency, Harper salt 
"is primarily geared to the prc 

duction of effective creative work.: 
(The primacy of ad -making a' 

NH&S is hardly to the displeasure 
of Harper, who started out as 
copy writer 21 years ago with Need 
ham, Louis & Brorby, although h 
soon moved into the management 
side.) 

Thus, this past Spring NH&S held) 

a creative seminar at the Sterling{ 
Forest Conference Center in a wood- 
land setting near New York. 

The days of the seminar were' 
spent in exposure to new inputs, such 
as the revolutionary communications' 
developments being worked out at 

the Fordham Center for Communica- 
tions and Arts (presided over by 

Herbert Marshall McLuhan, Schweit- 
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z Professor of Humanities), and 

hided by Father John Culkin, S. j. 

rather Culkin took part in the 

rl&S seminar, as did Harper, Sonn, 

1.Icer, and a number of senior peo - 

p from other NH&S divisions: 

lair Vedder, director of NII&S 

(icago, and Don Dickens, creative 

rector there; Brad Roberts, direc- 

t of NII&S Los Angeles, and Hal 

hufman, creative director there; 

Klatt, senior account director, 

(ticago; and Bruce McLean, presi- 

tnt of NI-I&S Toronto, and Dave 

]twin, Toronto creative director. 
"During the seminar," Sonn re- 

nrked, "we took a long hard look 

q what's going on in connunrca- 
Iins. 

Scrutiny and simplicity 

In the New York office, the agen- 

r holds frequent screenings of cur- 

nt commercials. Said Sonn, "We 
ramine NI-I&S ads in terms of the 
impetition, and see how ours stack 

in the marketplace." 
'He added that NII&S believes in 

reping to simple graphics and mini - 

al copy in tv commercials. "Too 
any ad people see the tv medium as 

Chicago's ugly scene 
"Public confidence in our 

basic political processes is 

wholly dependent upon full dis- 
closure of all events surround- 
ing them. Newsmen of all 
media must be free of threat, 
harassment and assault in 

carrying out their duty to in- 
form the American people. This 
has not been the case during 
the Democratic national con- 
vention. 

"The treatment of news per- 
sonnel is disgraceful. Strong- 
arm tactics totally alien to 
American tradition and law 
have been used repeatedly to 
prevent reporters from doing 

) 

their jolts. All manner of oh- 
stacles have been put in the 
way of getting newsworthy in- 
formation on the air and in 
print . . . 

. . . Our country is being 
victimized by an ugly picture 
of our democracy at work." 

Frank Stanton, president o/ 
CBS, in a telegran to John, M. 
Bailey, chairman, Democratic 
A ational Committee, while the 
convention was in progress. 

an extension of the big -screen. It's 
not. It's a small optical device. 
There's no room in it for complicat- 
ed imagery, or for casts of thou- 
sands. in tv commercials there should 
he the equivalent of what white space 
is in print ads." 

Sours said that when the agency 
has an opening in the creative di- 

vision, "we hire tv copy writers, not 
print copywriters. If you can write 
a good commercial, you can do a 

print ad." 
With art directors, the situation 

is somewhat different. "Some of the 
best tv art directors are coming out 
of print," Sonn remarked. 

One example of the NII&S ap- 
proach to the tv medium, and a good 
example at that, is the State Farm 
"Egg" commercial, a film in which 
the "less is more" principle is tri- 
umphantly verified. 

The broken egg 

In the film, the s ulnerabilit) of 
an automobile to accident and the 
incidence of slight accidents is 

strongly symbolized by mounting an 
egg on wheels. The egg is stamped 
with the State Farm logo. As the 
egg -mobile moves around, it has a 

brush with another one, and the shell 
is dented. The egg -mobile heads to 

the left of screen where, off -camera, 
the nearest State Farm aid awaits. 
Instantly the egg -mobile moves to 

the right, all trace of the dent van- 

ished. The comme cial won a Clio 
this Spring as best in the insurance 
field. 

The simplicity and effectiveness of 
Nll&S' commercials seem to reflect 

the straightforwardness and absence 
of pose one encounters in the men 
who have turned this into the fastest - 
growing New York agency. 

None seemed willing to take credit 
for any particular innovation or con- 
tribution and, when several execu- 
tives were interviewed at one time, 
none seemed conscious of any hierar- 
chy or pecking -order. 

The lack of pretention extends to 
the agency's New York offices-no 
flashy "interior decoration" here- 
none of the Instant Environments set 
up in the offices of many agencies to 
flash the message: "Look, folks, 
we're creative." 

The result, apparently, is very ef- 
fective teamwork, and, as recent 
growth attests, very effective adver- 
tising. 

Ratings (From page 29) 

detail the current body of research in 

ratings and ratings methodology in 
order to determine to what extent the 

questions have been satisfactorily 
answered, (4) establish an order of 

priority for all unanswered questions, 
(5) design and conduct small scale 
metho lological studies required for 
satisfactory resolution of the un- 

answered questions, (6) establish a 

"standard" for television audience 
measurement acceptable to the indus- 
try and based upon the technique 
or techniques proven to provide the 
most accurate measurements, (7) 
conduct a full-scale methodological 
study of currently used measurement 
techniques plus any desirable alterna- 
tive techniques which may offer ad- 

vantages over the established stand- 
ard and (8) provide a complete and 
fully documentated actionable report 
to the industry. 

\nd while the council has not yet 
even secured funds, criticisms and 
misinterpretations have already en- 

tered into the picture. 

"Prior reports," Barz points up, 
"have tended to give the impression 
that this is something for network 
television alone. It is not. The pro- 
posal is not network oriented. It is 
an industry proposal." 

Some broadcasters fear that this 
proposal is just a maneuver to bring 
about lower costs. What the coun- 
cil is hoping to effectuate, they main- 
tain. are numbers that are more 
oriented towards attentiveness. These 
numbers will naturally be lower than 
present ratings and from here, they 
argue, the agencies will probably go 
on to insist upon lower rates simply 
because the numbers are smaller. 

Barz denies this strongly. "It's 
just another misinterpretation. The 
proposal wasn't designed to bring 
about lower costs. Our objective is 
to give us more information on what 
we're currently receiving in the way 
of ratings. 

"If we should advance a new 
methodology out of the study," Barz 
explains, "we don't know whether 
or not it will be more or less costly 
than the ones we are presently using. 

The financial support is the criti- 
cal hinge at present and some ob- 
servers wonder if the council can 
swing it. 

One station man estimates the cost 
of the proposal to be in the three - 

I 
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quarters of a million bracket, and 
he honestly wonders if the outcome 
would he worth it. 

A network researcher poses the 
question "Shouldn't we be sure that 
all advertisers are actually after peo- 
ple numbers first?" This man points 
out that for some companies like 
soap manufacturers, households 
rather than persons are the objective. 

Both people and homes 
"There would have to be," he ex- 

plains, "an interplay of both people 
and household numbers in order to 
satisfy all advertisers and we have 
this now." 

In trying to justify the anticipated 
expense another researcher at an- 
other network admits to "not being 
aware of any critical problem. I am 
not certain," he explains, "that the 
measurement of people derived from 
a homes figure creates any real prob- 
lem." 

This researcher is careful to ex- 
plain. however, that the whole issue 
should be not whether there are any 
problems but just how critical those 
are. 

"We have books full of measure- 
ments-homes measurements, people 
measurements.. There must be some 
rationalization between the cost of 
the work, the time that will be put 
into this and the eventual outcome. 
Suppose a study shows that our cur- 
rent méthodologies are the best after 
all? I'm all for research, but I'm 
also in favor of balancing expendi- 
tures with the weight of the prob- 
lem." 

"This whole area of just how valid 
the ratings are is not something 
new," points out Michael Ephron, 
media director at ' Scali, McCabe, 
Sloves. "It's not that no one in the 
industry never questioned the ratings 
before. The ratings are something 
that you live with. As long as they're 
not misused they're alright. 

"I'm sure that if the money had 
been available something like this 
would probably have been done 10 
years ago." 

Paul Klein, vice president in 
charge of audience measurement at 
NBC, in fact wonders why something 
wasn't done 10 years ago. 

"I definitely feel that we should 
find out where the truth lies. I'm 
just shocked that the agencies_ have 
been buying homes for all these 
years. 

"The reason we have a homes 
measure," according to Klein, "is be- 
cause it is the easiest thing to meas- 
ure. This was decided on by the 
advertising agencies and it was a 
convenient measure hack in the 50s. 
It was never, however, a relevant one. 

"Ideally," Klein explains, "a peo- 
ple meter would be the best thing, 
but we don't have any such animal 
and the hest you can do is marry 
meter and diary information." 

And while Klein notes that the 
Audimeter is not the most perfect 
measure, he points out that it is ac- 
curate for many time periods such 
as late evening when a set tuning 
figure would he acceptable as one 
knows that only adults are watching. 
The potential of the councils' pro- 
posal, however, may mean that "the 
advertising agencies had better he 
prepared to face the fact that some 
of their 'big' hits are only hits of 
a household measure," Klein points 
out. 

Vrtf.: 
=.'.. 

` 

Ed Rarz phones another council ruember 
while Jack /till checks draft of group's 
proposal. 

Several critics have even com- 
plained that the methodology study 
should not he done by the Agency 
Media Research Council, but rather 
by the Broadcast Rating Council. 

"In theory," Morris Kellner, man- 
agement director of the Station Rep- 
resentatives Association, explains, "no 

one can he against the proposal, but 
mightn't it he better if the thrust 
were made through the Broadcast 
Rating Council?" And while Kellner 
welcomes the proposal he seriously 
wonders if it's wise to have the 
duties of two media councils over- 
lapping each other. 

A network researcher is more ada- 
mant. "The only problem is that the 
Agency Media Research Council is 

one of many splinter groups. All ,' 

these groups should be combi ' 
and brought together into one undo' 
the Broadcast Rating Council. '11` 
need is especially evident when y1; 

see a small group attempting to tad 
, 

a problem as large as ratings metho 
ologies all by itself." 

In answer to this challenge, Bo 

points out that the Broadcast Rati 
Council "doesn't appear to the cou 
cil to be the proper body to car' 
through the proposal because oft ,, 

structure (limited only to broadca'1i 
ers) and the scope of its present all 
tivities." 

The BRC was, Barz stresses, set 

a copy of the proposal and has e 
pressed interest in it. 

In fact, the council only wants I 

generate interest, Barz explains. ". 

a committee is set up, the Agenc t, 

Media Research Council might tut 
even be represented on it." 

Awaiting after-effects 
The immediate outcome of th 

proposal, provided it is accepter I 

would be a purely methodologid 
one, according to the council. 

It is the after-effects, however, that 

have nudged the industry into an ups 

right position. 
If the outcome of the study is, fo, 

example, that current ratings method; 
ologies are inadequate then two alter) 
native: emerge: either a refinement 
or sophistication of current rating, 
data or a new service altogether. 

"At this stage we can't predicli 

anything," Barz cautions. Time an 

respon-e to proposal will tell. 

TVSI seminar 
"The Challenges of Change" 

will be the theme of Television 
Stations, Inc.'s third annual 
management seminar, slated 
for October 14 and 15 at the 
New 1 ork Hilton. 

Among the speakers and 
panel members will be Leonard 
Goldenson, president of ABC, 
Frank Pace, Jr., chairman of 
the Corporation for Public 
Broadcasting, FCC chairman 
Rose) Hyde, and ABC political 
analyst Bill Lawrence. 

New this year will be a panel 
devoted to "The Challenge of 
a Changing Society," moderated 
by Fr. John Culkin of Ford - 
ham. 

ti 
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nines (From page 27) 

l,n in tv I ack in 1954 when it 

tnsored Meet the Press. 

After Meet the Press and a year 

. it with See It Now that ended in 

137, Pan Am abandoned television 

ti come back with a 90 -minute spe- 

I, Hedda Gabler, in 1963. 

Despite the roster of stars-Ingrid 
Irgman, Sir Ralph Richardson and 

evor Howard-the show was hard - 

I what one could describe as a 

gash success. But then, Ibsen sel- 

m is nowadays. 
Yet despite the disappointment of 

Gabler special. Barnes admits 
it the airline would be ready to 

another special provided it was 

fight." 

"We did look at Africa and the 

Aitional Geographic shows," Barnes 

(plains, "but the price was too 

Igh." What Pan Am does have up 

it sieve are the 1969 Fall NCAA 
'1mes (it sponsored the 1968 games 

it well as the Olympic coverage). 
hiere is also spot advertising in 

larkets like New York, Miami, Los 
.ngeles, Hawaii and "minor things" 

{ Bermuda and Alaska. 
"We are selective about purchasing 
licks that will reflect up -scale 
ewers in terms of income and edu- 
'lion, Barnes continues. "That's 
thy we did Meet the Press and even 
edda Gabler. 
"I don't he ieve we would do any- 

Jiing like the Tony awards (which 
astern carried), essentially because 

is so far removed from our in- 
rnational interests." (i'an Am 
aims the distinction of being the 
my domestic -based round -the -world 
brier.) 

Accent on youth 

What apparently does make sense 
tr Pan Am is their current "We 
cake the going great" theme they 
icked off with .I. Walter at the end 
f last year. 
"With this campaign, we're after 

íte young at heart no matter how 
:Id they are," explains Warren Pfaff, 
reative supervisor on copy for Pan 

him at JWT. "You can talk up 
'Through the generations," Pfaff ex- 
tlains. "By addressing yourself to 
omeone in his 20s you can talk 

,o those in their 311s, 40s, even 50s. 
lut you can never reverse the 
trocess. You can't talk `down' to 
wyhody." 

"Our main emphasis is on getting 
there," says Chip Meads, the ac- 

count management supervisor. 
"That's what our commercials are all 

about. They reflect the joy of flying 
Pan Am." 

"We have one over-all product- 
Pan Am," explains John Little, sen- 

ior account supervisor, "hut in an- 

other sense we have many products. 
"You see," Meads puts in, "we 

have a diverse cross section of peo- 

ple to reach. To the housewife, Pan 

Am may mean to hell with house- 

work, and represent pure escapism. 
To a professional trave el-, the air- 

line might mean professional service. 

We have many sociological appeals 

to make, and they're all tied together 
by our single 'We make the going 
great' idea." 

Story needs time 

For the most part, Barnes points 

up, Pan American prefers minute 

commercials because of the story the 

airline has to tell. "This doesn't mean 

that 20s are out of bounds but," 
Barnes stresses, "we haven't been 

particularly happy with them." 
"Let's face it, we are in a peo- 

ple business," says Robert McBride, 
director of advertising for United 

Airlines. "We se l to people in a 

highly personal way, and the medium 

of television, with the added ad- 

vantages of sight as well as sound, 
makes this possible." 

In attune to this personal touch, 

the airline has developed its "Flv the 

friendly skies of United" tag. 

And while the "friendly skies" bit 

may be re atively new, United was 

using tv in Chicago way back in the 

early 50s with a 15 -minute local 

show following a baseball game. Tel- 

evision, McBride explains, was used 

in various capacities thereafter-for 
the introduction of the DC -8 in 1959, 

for example. 
"We really went extensively into 

tv around 1965," McBride contin- 
ues. At that time, the airline also 

switched agencies, going from N. AA . 

Ayer to Leo Burnett. 
"It wasn't that Ayer was against 

television," McBride is careful to 

point out, "but tv just became more 

of a factor in our advertising after 
we changed agencies. We also had a 

growth in our ad expenditures, as 

well as projections that, together with 

the overall economic picture, ac- 

counted for our accelerated use of 
tv." 

Currently, United has all sorts of 

things going for it to make sure 

people do indeed fly their "friendly 

skies." 
For one thing, Royal Hawaiian 

Service promises passengers bound 

for the 50th state an exotic aura 

complete with attraotive gals dressed 

in authentic kimuus, semi -sexy floor 

length dresses with generous slits up 

the sides and down the three-quarter 
length slee'es. 

United, which was top spender in 

tv last year ($8,474,700), figures 

more than 50 per cent of íts ad 

budget will be eaten. up by tv this 

go -round. 
National, a Florida -based airline, 

and one of three in the top 10 to 

register a dip in tv spending (from 
$2,762,240 in 1966 to $2,635,900), 
has embarked on a new look in just 
one of their quests for traffic. 

The new outfits sported by Na- 

tional stewardesses (personified by 

actress -model Andrea Dromm and 
her "is this anyway to run an air- 
line?") were done by William Tra- 
villa, an Oscar -winning designer. In 
addition, National has new colorful 
tickets, a "Tan -U" menu that doubles 

Your Blair Man Knows... 

14th COLOR TV MARKET! The 1968 

February -March Nielsen Station Index 
estimates rank WTRF-TV's Wheeling - 
Steubenville Market up there with the 
biggies. Nielsen estimates allocate 
257,452 color TV homes to Wheeling - 
Steubenville, a color percentage of 
26°/, or the Nations 14th COLOR TELE- 
VISION MARKET. That's a mighty big 
splash of the colorful, impressive pic- 
tures reaching the big spenders where 
they live. Wheeling-Steubenville's Upper 
Ohio River audiences are the enthusi- 
astic kind, and they react effectively 
to WTRF-TV's promotions for adver- 
tisers. They work hard, earn and spend 
big and enjoy watching WTRF-Televi- 
sion from Wheeling. Are your ads 
scheduled here? 

BLAIR TELEVISION 

Representative for 

WTRF-TV 
Color Channel 7 NBC 

Wheeling, West Virginia 
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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. 

(t 

Yep! He's still asking questions. 
Still watching the figures ... still 
reading Television Age. 

Only, now he's runningthe show. 
Come to think of it. He was asking 

about you the other day. 

Why don't you call on Roger 
with your message in Television Age 
so good old Roger doesn't have to 

wonder whatever 
became of you? 

tWitsolonor 

rELEVJSION AGE MEETS THE NEEDS OF THE PEOPLE WHO SPEND OVER $1,000,000,000 IN TELEVISION ANNUALLY 



as a reflector and an inflight mag- 
azine, Florida, published by the air- 
line. 

National has been on the air with 
10- and 20 -second spots since 1962. 
By the middle of 1963 tv usage was 
stepped up, according to Al Gil- 
more, director of tv advertising. 

Areas of sponsorship 

Since then in its effort to reach 
a cross section of the vacation and 
professional traffic, National has had 
partial sponsorship on news, docu- 
mentaries and full sponsorship of the 
Orange Bowl Parade. 

According to Gilmore, 46 per cent 
of the airline's current ad budget is 
earmarked for tv. 

With all of Andrea Dromms, ki- 
muus and what have you, pressure re- 
mains a fact of life in airline mar- 
ket ing. 

Churning out some of the most 
creative ads in the business all of 
the agencies checked respond that 
after an understanding of the ac- 
count, speed is their most important 
requisite. 

"Why we had to ready the com- 
mercials for Hedda Gabler in some- 
thing like 10 days," Pfaff recalls. 
Yet, despite the pressure, all the agen- 
cy men working for airline accounts 
consider it stimulating because of the 
creative demands. 

Pfaff says, "In an airline's com- 
mercialeverything is important. No 
single aspect, music, photography or 
copy is more important than any 
other. They all have to be good for 
a good commercial, and if just one 
is lacking, the whole commercial is 
bad." 

The creative bit is all the more in- 
teresting at J. Walter when it is real- 
ized that all the Pan Am commer- 
cials are done without storyboards. 
The agency and Pan Am work in a 
highly informal way in which a brief 
outline of a proposed commercial is 
sent to Pan Am for the okay. 
Changes, made either by the air- 
line or the agency, are in the form 
of marginalia-scratchy pencil notes 
in and around the basic copy. 

"It is impossible to put the totali- 
ty of an airline's commercial on a 
storyboard," Meads explains. 

"When you see a storyboard, that's 
all you see," Pfaff continues. "You 
can be storyboard to death," he puns. 

For JWT and Pan Am theirs is a 
sort of free wheeling, instant cre- 
ativity type of thing that is especially 

evident, Pfaff points up, in the edit- 
ing. 

The rapport or feeling that the 
agency has worked up with the cli- 
ent, the Pan km team explains, 
makes this all possible. 

And while critics often claim ad- 
vertisers have over -glorified the myth 
of air travel to the extent that one ex- 
ecutive shutterbug pointed out "you 
expect them to do just about every- 
thing but carry you to the plane," 
the ad makers readily acknowledge 
the plus factor of airline commercials 
-the exploitable notion of flying. 

"Of course, you utilize the ro- 
mance factor," Purely explains. "If 
there's one thing airline commer- 
cials have, it's style. For Eastern, 
we try to show their posture and be 
warm at the same time. The warmth 
may be achieved in many ways- 
through the .appropriate use of col- 
ors particularly blue, for example." 

In addition to the creative aspects 
that have to be considered, Al Nitric - 
lick, Y&R's copy supervisor on East- 
ern, is quick to point a finger at all 
the technical problems that beset an 
airline commercial. 

The efforts-and the rewards 
"1 ou know that it takes some- 

thing like $25,000 a day just to 
free a plane so you can take it up 
and shoot it, provided that's the type 
of a spot you're after," Hime ick ex- 
plains. "Then there are all the air- 
line people you have to free, not 
to mention the complicated planning 
and timing involved. And when you 
go location shooting, well that's an- 
other ball game." 

The agencies' creative efforts ap- 
parently pay off. Since Y&R has had 
the Eastern account, for example, it 

has picked off something like 60 
major commercials awards, the most 
recent being a pair of Clios. 

While critics may argue that com- 
mercials are stacked-filled with pro- 
fessional models rather than actual 
stewardesses, and abounding with 
the glorification of flying which they 
argue is not that much of an ex- 
perience in today's super -fast, high- 
flying jets-they are working. It ap- 
pears highly unlikely that the air- 
lines will change their tune, or their 
tv investments, for the time being 
anyway. 

"Television," one observer punned, 
"has made it easier for airlines to 
ny. 

Wall St. Report (h rom page 49) 

contributions to capital of $30,001 
$1,000 and $15,000 respectively, f 

which they received 301,000, 10,00 
l 

and 150,000 shares of commol 
stock. Since then, Rich bouoht 290' 
000 shares for $51,500 (17.6 cen 
a hare) and Greene bought 150 
000 for $37,500 (25 cents a share)! 

. All in all, it wasn't a bad tw 

years' work, assuming that the share I 

are now worth about $20. Incident 
ally, Mary We Is, as president, got 
raise to $125,000 a year starting Aug¡ 

1, 1968 and Rich (as treasurer anq 

creative director for copy) was given 

a raise to $100,000 a year. Greene' 
as secretary of the company and cre 
alive director for art, got a similar 
raise, to $100,000. 

In addition to the August raise 
Mary Wells will be given added en 

couragement this Fall. Beginnin 
November 1, her annual basic salary, 
will be increased again, this time t(1 

$175,000. However, $50,000 of this 

will be deferred, so her paycheck will 

still be $125,000. 
What the deferral involves is not 

spelled out in the prospectus. knd. 

the world's most successful lady ad. 

vertising chief, after being badgered! 
by everybody and his uncle as a re -1 

suit of the publicity generated by7t 

the prospectus, had developed-un-1 
clerstandably-a severe case of un- 

availability for comment. In effect,l 

however, the deferral means Mary. 
Wells will be accumulating creditsi'.I 
at the rate of $50,000 a year. 

Apart from salary, she will re- 

ceive 25 per cent of the total amount 
available for awards under the Ex-' 

ecutive Incentive Plan, to $150,000 
maximum. This gives her total pos- 

sible income of $325,000 a year. 
However, the agency head does 

lose something as a result of these 
latest developments. Shortly after the 

company was formed, it was agreed 
by all the shareholders "that the 1, 

business of the company would be' 

conducted by Mrs. Lawrence (Mary 
Wells) as president in her sole dis- II, 

cretion and that she could vote their 
shares to implement such power. 

Then there is the commercial: 
"This voting agreement terminates 
upon the offering of the shares." 

Mary Wells may have lost some 
of her power as far as the legal 

paperwork is concerned but, at the 

agency, there is no question about 
who is the boss. I 
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Iyron McDonald owns a house 

which he's never seen. It's in 

ain on the Bay of Cadiz, and he's 

ping to move in when he retires 

am the ad game in a few years. 

it first things first. Right now, he's 

the process of leaving Interpublic's 
.ck Tinker & Partners for LaRoche, 

cCaffrey and McCall. 

Relaxed yet incisive, supremely 
ticulate, and very much a pro in 

ie pro -am world of advertising, Mc- 

onald will be cashing a big pile 

chips when he leaves the Inter- 

blic affiliate. He departs as king 

the hill-chairman of the board 
id chief executive officer-at Jack 
inker & Partners, perhaps the hot - 

1st of the hot shops. And he leaves 

one of the four founders of the 

leteoric young agency. 
l With just a trace of rue, he says, 
I'm delighted with the way the 

"eople at Tinker reacted to my de - 

I ction. They got angry and closed 
links-and that's exactly how it 

mould have been." 
McDonald heads for LaRoche, Mc- 

iaffrey and McCall with a sort of 
:mpered exuberance. He'll be execu- 
ive vice president there, sharing the 
irection of the agency with board 
hairman James McCaffrey and presi- 
ent David McCall. 

t Tinker, he never really had 
what he wanted-an active 

hare in guiding the agency, setting 
:s policy, leading the way. The top 
ob was his, all right, but the policy 
ras Interpublic's. 

"Now," McDonald says happily, 
'I'm on my way to a new career. 
m going to be able to take what 

've learned and what I've become, 
and apply it in a new direction." 

What McDonald has learned is 
:onsiderable: what he has become is, 
is he likes to put it, "a marketing 
:ommunications strategist." And in 
:hat phrase, he sees the summation 
31. all he and Tinker's other leaders 
ave been trying to do. 
"We've tried to combine great 

reative talent with great research 
talent-to make research compatible 
with creativity. And we've come up 
with a new point of departure for 
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In the picture 
effective advertising that we call 
`guided creativity.'" 

Creative people have traditionally 
put up their dukes at the mention 
of the word "research," but Mc- 

Donald and friends found a way to 

sugar -up the medicine. 
"What we've done is say to them, 

in effect, 'Do you want to know 
something?' The answer has to be 

affirmative, and when it comes we 

simply present research-which we 

define as organized fact-finding-as 
the way to learn what has to be 

known." 

Did it work at Tinker? "You bet; 

says McDonald. "We got those 
pyrotechnical young creative people 
using research. But we were careful 
to apply the research while the crea- 
tive idea was still in the formative 
stage. This improves the aim of the 
creative thrust." 

That degree of understanding of 
research is the kind of thing Mc- 

Donald will be taking along to La- 

Roche, McCaffrey and McCall. What 
lie won't be taking is the mass pro- 
duction theory of advertising that he 
helped install at McCann-Erickson in 

pre-Interpublic days. 
Along with Jack Tinker and I)r. 

Herta Herzog, McDonald was part 
of the team that dreamed up the 

plans board system at McCann in 

1956. 
"A bad move, as it turned out," 

McDonald recalls. "It boiled down 
to an attempt to manufacture adver- 
tising to specifications. Creative peo- 

ple found themselves faced with the 

necessity of producing on demand." 
Working closely with Dr. Herzog 

during his early years at McCann, 
McDonald des eloped an intense in- 

terest in the problem of applying 
motivational research to creativity. 

"We felt that it was absolutely 
necessary to find out what the prod- 
uct says to people, so that what we 

said about it would in no way con- 

flict." 
In his days with Dr. Herzog, 

McDonald learned to take nothing 
for granted, and to make sure he 

knew what was in the consumer's 
mind before he set out to put some- 

Myron McDonald 
He's on his way to a new career. 

thing else in it through advertising. 
"Advertising. has to listen before 

it can talk." he says. "We were 
learning to listen." 

When he joined McCann-Erickson, 
Marion Harper was its leader. And 
McDonald was very much en the 
scene when Harper started and 
finished the giant checker game out 
of which Interpublic emerged; and 
when Harper, as McDonald puts it, 
"decided to isolate Jack Tinker, Dr. 
Herzog, Donald Calhoun and my- 

self from day-to-day problems at 
i\lcCann and see what happened." 

What happened, of course, was 
Jack Tinker & Partners. 

Was McDonald a Harper man? 
"No," he answers. "I'm not up for 
domination-at least not to that de- 
gree. But he was one of the very 
few legitimate geniuses I've known." 

Why is McDonald leaving 
Tinker? "I'm not leaving 

Tinker," he says, "I'm leaving In- 
terpublic. Say that I have questions 
about when Interpublic will do what 
I know it can do. There was a great 
receptivity to new ideas there under 
Harper --a great willingness to in- 
vest in the future. I've been trying 
for a sear now to influence the shape 
of Interpublic, and I haven't been 
able to do it." 

What about LaRoche, McCaffrey 
and McCall? "A very warm agency 
about to become very hot," smiles 
McDonald. "I'll be happy there." 
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THE LIGHTER SIDE n camera 
A press release tips us off to the 

fact that in the "Sharptails A -Go -Go," 
segment of a program called Michigan 
Sportsman, the cameraman went to 
great pains to capture the mating 
dance of the sharp -tailed grouse-a 
bird which, the release went on to 
point out, is dwindling in numbers. 

Better brush up on your dancing, 
you grouse. 

* 

Ralph Story's Los Angeles is, it 
develops, poised to explore "the 
dangerous and exciting phase of 
Hollywood's early years, when the 
movie capital was invaded by a 
species of mysterious, night -bloom- 
ing, omnis erous females known for 
devouring their victims-body, bank 
account, soul, and community prop- 
erty." 

Somehow we feel that Brioschi 
ought to sponsor that one. 

Any day now, The New Adventures 
of Huckleberry Finn will come home - 
spinning out of NBC-featuring 
Kevin Schwartz as Tom Sawyer, and 
Ted Cassidy as Injun Joe. 

Anybody got an opening /or a 
nearsighted casting director? 

* * 

George Plimpton, that perennial 
professional amateur, has, we under- 
stand, "been given freedom to satis- 
fy his curiosity about the Oldsmobile 
Division and the development of its 
new models," and will appear on tv 
on behalf of Oldsmobile in the 
months ahead. 

And assemble one on camera? 
* *' .. 

Rome Adventure, coming up on 
somebody's late show this month, 
goes like this: "A young American 
girl goes to Italy to learn about love, 
and finds a handsome Italian at- 
tracted to her-but she is attracted 
to an architectural student who is 
having an affair with an heiress." 

Hey, Luigi, call the plumber. That 
damn fountain's plugged up again! 

* * * 

In noting the return of Underdog, 
NBC kids' show, to the network this 
coming season, "Captain Peacock," 
who pounds out advance publicity 
for NBC, pounds out, "Underdog 
does a good turn defying Overeat 
when the feline bully tries to steal 

the Earth's cows to replenish the 
planet Felina's milk supply. Is there 
no udder course?" 

This page isn't big enough for 
both of us, Peacock. 

* i' * 

The towering wedge shot that 
Milwaukee golfer Bill Kaap recently 
sent booming toward the green never 
got there. It landed, instead, in 
wTMJ-TV's low -hovering traffic heli- 
copter. 

That'll cost you two strokes, Kaap. 
is 

"Science," says a program poop - 
sheet for KCOP Hollywood, "gives a 
space-age look to the African animal 
world, as a wild baboon is released 
among his family group with a high - 
frequency telemetering radio trans- 
mitter attached to his hack . . ." 

. . . and does a Baboon -on -the - 
Trail interview show. 

* * * 

The Burbank Chamber of Com- 
merce honored Dan Rowan and Dick 
Martin at a luncheon "for their ef- 
forts in bringing `beautiful Down- 
town Burbank' to the attention of 
millions of viewers throughout the 
nation." 

Arsenic a la king? 
* 

Art Buchwald, who "covered" the 
Republican and Democratic Conven- 
tions as a "very special correspond- 
ent" for CBS News, vetoed the net- 
work's suggestion that he attend 
scheduled pre -convention briefings. 
"I want to go with a closed mind," 
he explained. "I'll make the story 
up as I go along." 

* 

In an apparent commitment to tell 
it like it really is, the l'eatherman 
at vTVJ Miami did his show from 
the deck of a motor boat a half -mile 
off -shore, and the sportscaster (lid 
his on the beach, ringed by bikinis. 

There's hell to pay. Now Jim 
Dooley wants to do his commercials 
inside an orange juice carton. 

* 

A backgrounder on eight -year -old 
Johnnie Whitaker, who plays Jody, 
one of the twins on Family Affair, 
tells how he was discovered: 

"It was through his solo rendi- 
tion of a hymn in church, when he 
was barely three years old, that 

Johnnie launched his acting career 
"A woman in the congregation, et( 

tracced by his cherubic face añ 
strawberry blond curls, describetii 
him to an agent who got in toud 
with the Whitakers about using tI 
boy in a television commercial." 

Alter all, 10 per cent is whet 
you find it. 

According to a press release, tb 
considerable physical attributes 
Arlene Golonka, who plays Millie i 

the new CBS entry, Mayberry R.F.D 
include blonde hair, big blue ey 
and a little -girl voice. On the subjei 
of her name, Miss Golonka is quote 
as saying, "It's the kind of sob, 
Polish name you hear a lot in th' 
tough part of Chicago where I wa 

born and grew up. It's my named 
and I'm proud of it." 

In our imagination, we see tly 
blonde hair tossed, watch the IAA' 
eyes widen, hear the little -girl voiq I' 
lisp, "So you wanna get your mouth 
knocked off? Make a crack!" 

* * 

A recent episode of Wanderlust 
we're told, takes us viewers on 
Alpine balloon race. "The lighte 
than -air globes lift from the Lucerne& 

Valley of Switzerland and float tt 
Italy in a race that has taken 28 

lives. Added excitement unfolds al'II 

the craft in which the cameraman 
is flying crashes." 

Make that 29. 

Dennis Weaver's wife and two o 

his sons have roles in an upcomin 
segment of Gentle Ben. 

You think that's nepotism? Weaver, 

also owns the bear. 
* * 

Jamie Auchincloss, who is Jacque-' 
line Kennedy's half-brother, got his 

tv start at the conventions while') 

working as an assistant on the NBC's 

staff. A network news story quotes 

Jamie on the compleat politician: "I 

feel the best politician is one who 

has a background in television; a,{ 

complete understanding of the pow- 
II 

er of the medium, exposure to the 

public, and the opportunity to be 

in touch with the vital issues of our 

times." - 
We 'nominate Professor Irwin' 

Corey. 

60 Television Age, September 9, 1968 
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"Copy Clinic" Bulletins help media 

identify areas of 

primary buyer interest 

sharpen sales approaches 

improve sales promotion 
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Separate Bulletins cover comments of agency andadvertiser' 
media executives on Broadcast, Newspapers, Consumer Mag- 

inn 

azines, Business Publications: They are free to all media 
owners- their s, les4. d promotion' staffs, and their agencies. 
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Bruce Small 
MacManus, John & Adams, Inc. 

Dave Keegan 
Thomas J. Lipton Co. 

Agency media executives, account executives, company 

advertising and media managers in Chicago and New York 

have a natural interest in all useful information that media 

see fit to provide for their convenient use in the Service -Ads 

they place in SRDS. 

The constructive suggestions they make, as they review 

media ads, can help you sharpen your sales approach in 

all segments of your total communications efforts designed 

to sell your medium. 

In SRDS YOU ARE THERE 
selling by helping people buy 

STANDARD RATE & DATA SERVICE, INC. 
5201 Old Orchard Road, Skokie, Illinois 60076 

I STANDARD RATE & DATA SERVICE, Inc., 5201 Old Orchard Road, 
I Skokie, Illinois 60076-Phone: 312 YO 6-8500 
I Please send me current issues of "Buyers Eye Your Ads" containing panel - 
I ists' comments on: 

I Broadcast Consumer Magazines 

I Business Papers Newspapers 

Í Name 

I Title 

Company 

I Address 
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They just don't make é 
lile they used to 

1 

But, the new improvements don't end here. New 
data, such as spot rankings and persons cunnes, 
continue NSI's course record of regular improve - 

New York 212-956-2500 
Chicago 312-372-3810 

Darned right they don't. EspecialI',i 

In fact, NS1's new package thiy, 

includes four distinct improvemts 

reporting-to further simplify 
choice of best buys. 

1. For all markets, a newly-foril 1'1,i 

and combined V.I.P.-Taget Al,. 

Guide, to quickly obtain datt,t 

most often. 

2 Exclusive new Pre and Post Guitil 

vides historical data and HUT It 

necessary for share and audienc 

jections. 

3. Potential Consumer data show 11. 

the total number of I peo ple re rest, I rep reel 

4. Expanded ratings for men and ul+ 

now let you compile gross rating [ 

for persons as well as houseliolds,l; 

when the Lady of llouse is vies' 

men t in concept-backed always wi 

quality of performance. You can 
story now by just dialing .. . 

San Francisco 415-986-6437 
Hollywood 213-466-4391 
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Nielsen Station Ini 
a service of A. C. Nielsen Company 
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