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Dick Lavsky takes
his first big step,

g: Actual 8"x10" glossy of Dick Lavsky's

Availabie, suitabie for framin
first step. Quantities limited.

and moves to 16 East 48th Street.

Into a setting of opulent splendor and conspicuous
success, thatis in reality a completely equipped
recording studio . . . staffed by top professional

engineers. With comprehensive facilities for: sync.

voice recordings for anything from spots to feature
films; single and group vocal and instrumental recordings;
both studio and remote sound effects; 14" and 35mm transfer
and editing; and cartridge recording and loading. At
your disposal are: a Moog electronic music synthesizer;
video-tape playback equipment:; and all the other
stuff with lights, knobs, and dials. Plus the hippest sound and
music libraries around. And last, but not least,
the ‘unheard’ new sounds of a Dick Lavsky original score.

. KY'S Mus
\,P?’s Ic Housg, INC.

9{-
()

16 EAST 48 STREET. NEW YORK, N.Y. ] PL 8-7773

Television fge, October 7, 1968
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Welcome
to a greater

Chicagoland

Welcome to Weston, lllinois. It's just 30 miles down the road
from the heart of Chicago. There, the National Accelerator
Laboratory, world’s largest nuclear reactor, will be under
construction.

Today a prairie town. Soon one of America’s key scientific
centers.

The Weston story is another example of Illinois—now in its
150th year—meeting the challenge of today. And preparing
for the promise of tomorrow. With Weston, the Chicago area
emerges as the nuclear research capital of the world. And it
assures an cver bigger and better Chicagoland.

WGN Radio and WGN Television salute the people

spirit—who are making it all happen.

and the

= —_——_—u =
RADIO - TELEVISION

WGN Continental Group Stations—dedicated to quality,
integrity, responsibility and performance.
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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 tatent.

For a copy of Bolex magazine's spe-
cial 1ssue on communications, write
Paillard Incorporated, 1900 Lower
Road, Linden, New Jersey 07036.

OCTOBER 7. 1968

Television Age

29

DO THE REAL WINNERS WIN AWARDS?

It may be aesthetics, rather than sales effectiveness, that de-
termines what conumercials finish first in awards competitions.

32 WHO SAID THAT?
While big name voice-overs are seldom wdentifiable, ad men
say they are often essential Jor a commercial's success.

34 THE SOUND OF SELLING

Comnercials music makers are tinkering with sounds that set
up the sale long before the words and pictures are planned.

36 CUTTING COMMERCIALS PRODUCTION COSTS
-. An ageney production exeeutive shows how to do battle with
rising costs at both ends of the stick—the agency and produc-
tion house.
: But Bolex is a system as well as a cam-
Q0 6 ’
era. It can be cuthited for your specihc 38 ‘HAVE 1 GOT A L UL AL G BRSO O
ofessio . Tl ; Y 3
pr 'onal needs. Beginwith the Scouting specialists, studios and agencies are all engaged in
H-16 Rex-5 body. which has refiex he G I ‘on I T Tahiti ’
> Gre . eSS Ee
viewing. a magazine saddle. filter siot, the Great Location Hunt [mm ennessee o Tahil,
and vanable shutter speed
Addthe lightweight 400 foot magazine,
constant speed motor. fake-up motor, 61 SPOT, LOCAL REVENUES UP IN TOP-50 MARKETS
D R Figures for 1967 just released by the FCC show spot up 1.3
rechargeable . o ' 57
ST o L R per cent, while local increased 5.7 per cent.
ready to shoot 12 minutes of uninter-
rupled synchronous sound lootage.
Choose from a wide range of optically
periect lenses, from fast 1 0mm wide DEPARTMENTS
angle 1o 150mm macro-tele. From
200ms with electnc exposure control 10 Publisher's Letter 12 Film,/Tape Report
i
built 10 to a prime lens as fast as Report io the readers Round-np of news
1/0.95
The Bolex H-16 Rex-5 has automatic 14+ Letters to the Editor 52 Wall St. Report
threading. vanable speeds from 12 1o The castomers always write The finanvial picture
to 64 frames persecond, single {frame
control, It can be hand-heid or mount 17 Tele-scope 33 Spot Report
ed on ainpod. Fully outhited, the cam- What's hehind the seenes Digest of national activity
era weighs less than 13 pounds
Bolex cameras, made with Swiss = ini
. g - 5 [ 's Opinion
waich making precision, have proven 21 Bus“‘e,ss = ” o-rle elle'r s P ° :
Veasuring the trends The other sile of the coin
theis accuracy over many years lime
under the most adverse conditions 25 Newsfront 81 In the Picture
and at tropic and arctic temperatures. The way it happened A man in the news
This is the Bolex H-16 Rex-5, The Pro- '
fessional A A c
1l Viewpoints 82 In Camera

4 no-holds-barred  eolumn 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 Americas, Rockefeller Center. New York,
N.Y. 10020. PL 7-8100. Controlled circulation postage paid at New York, N.Y.

BOL. EX
Bolex H-16 Rex 5,
The Professional.

Television Age. October 7. 1968
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BAN THE BOME'®

Produce Your Vext Film Here...

STORER STUDIOS FACIL]T[ES: 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.
i ———

Oxberry Animation/Filmstrip
Camera System

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

STORER STUDIOS INC.

i ; i 3700 OAKCLIFF RD. N.E. ATLANTA, GEORGIA 30040
Complete Sound Facilities o (404) 457-1341
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Buy KBOI-TV
Sel/ 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.

NSI & ARB February-March '6B.
Audience measurements are es-
timates only, based on data
supplied by indicated sources
and subject to the strengths and
lim tations thereof.

TELEVISION

Channel 2 CBS

BOISE

THE KATZ AGENCY. Inc

National Representatives

wwWw americanradiohistorvy com
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Paul Blakemore, Jr.
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This is a horse of another color processor.

If your horses don’t come out horse-colored, you're
not having your color films processed by Mowielab.

Because at Movielab you can bet on technical per-
fection, from start to finish.

Add to that the latest innovations in high-volume
optical reduction printing at reduced prices, plus com-
puterized production control, and you've got the winner;

Movielab, Inc., 619 West 54th Street, New York, N.Y.
10019. Tel.(212) JU -0380. Cable: Movielab. Telex: 12-5785.

wwWwW americanradiohistorvy com
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Dayton’s
Best
elevision

WKEF-TV

DAYTON

FEATURIMNG

MONDAY
7:30 The Avengers
8:30 Peyton Place
9:00 Monday Night Movie

TUESDAY
7:30 Jerry lewis
8:30 Takes a Thief

9:30 N.Y.P.D.
10:00 That's life
WEDNESDAY

7:30 Here Come Brides
8:30 Peyton Place
9:00 ABC Wednesday Movie

THURSDAY
* 7:30 Ugliest Girl
8:00 Rat Patrol

8:30 Suspense Theatre
9:30 Journey to Unknown
10:30 T.H.E. Cat

FRIDAY
7:30 Operation:
Entertainment
8:30 Felony Squad
9.00 Don Rickles
9:30  Will Sonnett
10:00 The Outcasts

Call
THE HOLLINGBERY CO.

Mew York Ghicago Alanta
Daltas Los Angeles San Francisco

10

Letter from the Publisher

Business outlook

The nervousness that appeared widespread during the
early part of the year among station management has dis-
appeared as the third quarter is racking up substantial
sains. Projections for the fourth quarter are optimistic.
October, the industry’s peak month. will again hreak rec-
ords this year.

The most dramatic development in the industry this
year has heen the growing use of the medium by retailers.
There is u uew look among the retailers who have heen
brought up in the television generation and are not as re-
luctant as the old guard to shift substantial appropriations
from newspapers to television. Spearheaded hy Sears. Roe-
bhuck. J. C. Penney and other national outlets, retailers
across the country are finding that television is productive
even with high priced items. In nrarket after market. station
after station, there are impressive suceess stories on re-
tailers’ use of the medium. This “discovery™ of television
by the department stores is reflected in the local revenues
which have inereased by 15.3% in the first 8 months of the
vear. according to the figures in the most recent TELEVISION
AcE Business Barometer,

Groap broadcasters expected to be up

Wall Street analysts expect most group hroadeasters to
register strong earnings gains for the year. In a semi-annual
survey of 32 industries. Merrill Lynch. Pierce, Fenner and
Smith in its report on the broadeasting business says that
“we helieve that the group broadeasters will benefit over
the long term from higher rates, from receiving an increas-
ing proportion of the total advertising dollar from their
operating leverage and from substantial cash flow that will
permit further diversification.”

For the private investor the broadeast stocks have been
a productive investment combining both profit and income.
While Wall Street has faith in the broadeast business, it
still regards the broadeast group with a detached eye. For
example. most brokerage houses regard this category of
stocks as “speculative.” the track record of these stocks
notwithstanding,

The upcoming meeting of the Finanecial \nalysts Fed-
eration in Atlanta this week has scheduled a seminar on
eroup broadeasting. This meeting will provide some nnts
and bolts information about the broadeasting business for
the 700 analysts who will attend the session.

Cordially,

s fZul

Television Age, October 7, 1968
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all roads lead to
Meecea for color

MECCA

FILM LABORATORIES CORP. FILM CENTER BUILDING, 630 NINTH AVE, NEW YORK, N.Y. 10036 + PHONE: 212-CO 5-7676

Television Age, October 7, 1968 11
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Seoatel

A new
dimension in
videotaping
made
possible by

“Scotch” Brand
ColorTape Plus

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
maotion and reverse action. You can
go out on location. Combine all
types of existing footage (stilis,
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- g
sion, 3M Center, St.

Paul, Minn. 55101.
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One television station is Topeka.

And if vou 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.

TV Radio FM
Topeka, Kansas

Just pay dirt.

Broadcast services of Stauffer Publications
Represented nationally by Avery-Knodel

www americanradiohistorv com

Letters

to the
Editor

Voice from the West Coast

Recarding the arlicle vou pub-
lished about me (’rofile. TELEVISION
Acr, Tuly 15, 1963), it certainly i
encouraging to hnow that a national
publication sueh as TELEVISION AGL
tikes an interest in West Coast
people.

Incidentally, in case your male
readers lake exception to the fact
that | feel that women “are inclined
to be more thorough, less impatient
with details,” | hasten to tell them
that this applies only to the average
men. I don’t hire the superior male
buver because | know that, within
a few months, he will be both quali-
fied and anxious 1o move out of
media into client contact.

Stnce you do not have average
readers. my comment obvicusly does
not applv to them.

AULIE HERKELL

Vice President
Siock;/Waddell, [ne.
Las Angeles

Request from Tokyo

As you suggested in vour article
enlitled Who said iU's cheaper over-
seas?  (TeLevision  Ace, July 15,
L9068, page 20), commercials pro-
duction in Japan is first-class.

But | think this article should be
read by Japanese advertising people.
So would you please grant me vour
permission to reprint this article in
the publication /¥ Comunercial?

PSUNE IO FUJIWARA
Kubota Advertising Laboratory
Tolyo

o You have our permission.

Word from Y&R

Your article about Young & Rubi
cam, The big hot one is Y&R, (TrLE-
vision Ack, August 12, 1908, puge

281 was very Mattering . . . very
nice . . . and very welcome.

STEVE FRANKFORT

President

Young & Rubicam

New York

Television Age, Octoher 1, 1964
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GRACIOUS!
(Can the nice people from Lewron survive in New York if they don’t act like New Yorkers?)

THE SHACK. Some people say we took up life in the shack because
It was the first place we bumped into when we got off the boat from
Baltimore. They may be right. The Shack is over on West 42nd Street.
Way over on West 42nd Street. If you lean a little you'll bump your
head on New Jersey.

THE MESS. We're in the Shack while we're waiting for the Mess to
be cleaned up. when it's done, it'll be a brand new $3,000,000 video
tape production house, with lots of surprises. And the newest tech-
nical marvels. (We'll be starting with everything brand new. So we'll
install only the tatest equipment.)

HEY, RUBE! Some people claim we're just some head-scratching
country boys from Baltimore. They rmay be right, again. But it's not

that we're not used to the big time. After all, we've been called in to
do shows like the Johnny Carson Cypress Gardens Special, Showcase
'68 and The College Queen Pageant for the N.B.C., and Operation
Entertainment, and the “Treasure Isle” series for A.B.C. with our
three mobile units. We don’t think it's a question of the rube vs the
city slicker. We think it’'s more the way you look at things. The way
you like to do things. It's the kind of attitude that makes the differ-
ence between a New York restaurant and a Baltimore restaurant.
The food may be as good in both places, but the people in Baltimore
g0 out of their way to make you feel at home in their restaurant.
Even if you're not a regular on the charge account. And that's the
way we think it should be. So while we've taken Lewron out of
Baltimore, that's one part of Baltimore we won't take out of Lewron.
It's easy enough to check out. Just talk to us.

LEWRON TELEVISION, INC.
625 West 42nd Street, New York, N.Y. 10036 Telephone 524-4225

Television Age, October 7, 1968
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We make life a little easier.

The mosi reliable post-production services in North America. Otiices in: New York, 630 Ninth Avenue,
N.Y.10036, Chicago, 18 East Erie St., lllinois 60611/ Los Angeles, 6043 Hollywood Blvd., Calif. 90028

16 Television Age, October 7, 1968
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WHAT'S AHEAD BEHIND THE SCENES

ele-scope

International tv ad awards highlight techhique

Argument about whether prizes for commercials reflect
sales eflectiveness or creativity (sce story on page 29 this
issue) can usually be resolved in the direction of the
latter when it comes to international awards, where
technique is important. And these are becoming more
important with the spread of commercial tv abroad.

Case in point is France, which wiil be strongly rep-
resented in the 9th annual International Broadcasting
Awards. Two French companies have already announced
entries and 1BA general chairman Douglas S. Cramer ex-
pects “many more.”

First French entries were announced by Jean Rene
Ruttinger. broadeast manager of [inpact, Paris. Then
ame those of Y&R France, also Paris. via Ui Wiesen-
danger. creative director. and J. E. D). Falbv, director
of the agency’s tv department.

Including the U.S. and France. there are now 17 na-
tions represented in the IBA’s, sponsored by the Holly-
wood Radio and Television Society. The other 15 are
Australia, Canada, Colombia, England, Germanv. Hol-
land, Japan, Lebanon, Mexico, New Zealand, ’ortugal.
Singapore, Spain, Switzerland and Venezuela.

Berkey's post-production acquisitions

Berkey Photo’s acquisition of three laboratories for-
merly owned by Perfect Film & Chemical Co, is a boon
to the other post-production divisions of Berkey Video
[ndustries, notably Berkey Technical Lab, Coastal Film
Services, and Creative Opticals. as well ax LAL Anima-
tion and Eastern Effects.

The acquisition makes Berkey the biggest factor in
the post-production husiness. The laboratories acquired
from Perfect (the company headed by Martin Acker-
man, who took over Curtis Publishing last year) arve the
former Pathe laboratories in New York and Hollvwood.
and the former Color Service Laboratories in New York.

Simmons moving to EDP

If the agreement providing for Datamation Services,
Inc., to acquire W. R. Simmons & Associates poes
through, there won’t be anv sudden increase in the avail-
ability of hardware or software to Simmons, which would
operale as an autonomous subsidiary  of Datamation
Services, The latter is hnown as a leading independent
softwear and service bureau in the automated data
processing field.

However, Simmons has already been moving toward
computerized services. 1t has an [BM 1130 on order and
scheduled for delivery in a few weeks and it is working
on a direct access service which would provide clients
with Simmons audience data via a remote terminal.

One factor limiting service links between Datamation
and Simmons is that the former doesn’t have any software
at present which Simmons could use in any major way.
The research company has been using an outside service
for its computer nceds but is now getting its own pro-
sram for use on the 1130.

Television Age. October T, 190

It is understood that Simmons., once the link with
Datamation is fastened, would still consider its parent
only one among other available sources for EDP service.
If Datamation offers the best service, okav. Otherwise
Simmons would be free to choose outside.

‘Structural analysis’' a yardstick for tv ads?

Can information theory provide a way to measure the
eflectiveness of tv commercials? Probably not. but its
approach to communication suggested other ways to in-
vestigate the results of ad exposure to Dr. Clark Leavitt,
director of Leo Burnett's Communication Laboratory.
le set up a study involving “structural analysis” and
found a high degree of correlation between it and the
standard day-after recall measure.

As explained in the latest issue of the Journal of Ad-
vertising Research, “structure” has to do with the extent
to which a viewer interrelates the parts of a message.
The more he does so, the more structured it is. Tlence,
a message highly structured by the viewer is coherent, or-
sanized. integrated.

What now? Savs Dr. Leavitt: If the measure proves
reliable with more research, “it mav have general appli-
cation in the study of communication.” You can’t rush
the scientific mind.

Gimbels finds tv the fashionable way to go

“Look at it this wav,” a spokesman for Gimbels Phila-
delphia told TELEVISION AGE, “we put on a fashion
show in the store and we pull 3.000, mavhe 6.000 people.
But this wav we reach about a million.”

“This way™ was a 30-minute tv fashion show last
month with an off-beat format. that pulled a rating of
18-plus. and has Gimbels executives looking ahead to
more of the same.  Developed by Gimbels agency.
Kalish. Spiro. Walpert & Ringold of Philadelphia, and
featuring Hermione Gingold as a tess than orthodox
paragon of fashion, the special was shot on wav-out
locations. ranging from a subwav train to a cow pasture.

Highlighting  Fall fashions. the taped show bowed
on WeAl-Tv at 9:30 pn. on a Tuesday. was shown again
on that station at 5 p.m. the following Sunday. and
subsequently on Philadelphia’s three UHE channels in
primetime.  Gimbelks will probably do it again in March
or April to showcase new Spring lines.

What's the score in football rates?

It's reliably reported that television foothall prices
are beginning to break on at least two of the three
networks. a- swealing sales exccutives view the holes
in their schedules, The sports director at a major
castern ageney theorizes that there are plenty of games
to o around—but not enough advertisers. And he
added that hes growing tired of answering penetrating
que-tions from clients who earlier on bought foothall at
extremely healthy “list™ prices and then got wind of
the cul rates that have revently became avaifable as the
networks hegin to “bust the card.”

17
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Vision
on the
move

The new Minicam VI

marks another innovation
in the realm of the “impossible”
from CBS Laboratories.

The Minicam V! is a television camera
that can go anywhere: land, sea or air.
And a single cameraman can carry it
easily on his shoulder.

It opens up a whole new world

in television broadcasting. Itis the only
portable camerato give an NTSC

signal from a backpack. It will cover
fast-action sports events and fast-breaking
news stories live from the scene of action
—with studio-quality color pictures.

Minicam is just one more significant
innovation in Professional Products from
CBS Laboratories —creators of the
Image Enhancer, Digital Display Unit,
Loudness Controller, Audimax,
Volumax, and others.

CBS Laboratories has researched,
developed, produced and marketed many
of the most remarkable advances in the
science of sight and sound.

#ﬁ.’%‘ LABORATORIES

Stamford, Connecticut. A Division of
Columbia Broadcasting System, Inc

18

www americanradiohistorv com

Digital Display Units. Modular compact units for
any size TV studio. Give optimum clarity up to 70
feet—{from any camera angle up to 145 degrees.
Ali operated by one controller which is able to
handle 192 units!

Audimax and Volumax. A level control and peak
limiter years ahead of any of their kind. Combina-
tion automatically guarantees maximum increase
in audience coverage without over modulation.

Image Enhancer “‘rides through'' weaknesses and
defects in home tetevision receivers. Delivers
amazing picture clarity in both black-and-white
and color. Remarkable process called ''crispen-
ing’' sharpens detail without noise or crosstalk.

Loudness Controller. The only instrument that
guarantees your audience's listening comfort.
Automatically reduces objectionable program
loudness. Ends listener complaints.

Mobile Television Van, Television coverage capa-
bility in a class by itseill. Goes everywhere. Sees
everything. Whether it's two cameras or twelve,
CBS Laboratories designs vans to suit any need,

Felevision Age. October T, 1908
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ANTED

ALIAS
TELE-TAPE PRODUCTIONS

Big Daddy in the production fraternity.

A professional. Hardened-creative.

An experienced innovator and executor of
\ n,

niques and concepts. Notorious for com-
mercial and program production, program
consultation and packaging. Came out

of Chicago 8 years ago. Currently involved
in television, government, industry and

€ \BE

with the latest equipment. Reportedly
headquartered with new post production
center and studio on West 44th Street

c VISIOr e

The Second Stage, at 81st and Broédway

ALIAS
JAM HANDY PRODUCTIONS

Mr. Business. Communications-breaker
for the business community. Very pre-
sentable. Organized. Wanted in 50 states
and throughout the world for industrial
motion pictures and sound-slide films.
Sincere approach. 55 years experience
with American industry. Dapper. Shows
up whenever there's a need for com

munications programs. A master at multi-

media programming, business training
films, business meetings and business
shows. Equally equipped to dispatch

atic

ALIAS
PARADIGM FILMS

The young one. The light-fingered creative
type. Youthful approach that's inventive
and personat. Unusual hardware. Unusual
talent. Shooting crews. Volatile. Fast.
Young. Wanted for commercials, indus-
trials and documentaries whenever a
contemporary approach is necessary.
Prefers to work alone. In big demand for
independent jobs. Producer and dis-
tributor of features, documentaries and
television film specials.

CAUTION: KNOWN TO WORK TOGETHER ON BIG CAPERS.

Wanted for:

Previous convictions: Creative

n

Reward: Complete Communications Capabilities
Contact: Your Local TTP Agent at 321 West 44th Street,

20

N.Y. 10036 or cali JU 2-3400
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Business barometer

Spot slid off somewhat in August, but only in a relative sense. That is, the trend
is still up but not as sharply slanted. The 6 per cent rise in spot bill-
ings this August over the corresponding month

last year was not nearly as high as the previous NATIONAL SPOT
four months. The April-through-July figures

were, in chronological order, up 13.7 per cent, millions of dollars
16.0 per cent, 18.4 per cent and 16.6 per cent.

It may be recalled that last August spot reve- $60.8

nue was down 9.7 per cent from '66. 8574

Stations in the "Business barometer" sample reported
that August spot revenues were 7 per cent
below July '68, a little more than the sea-
sonal decline shown during the past couple
of years, but not really indicative of any
trend. A major indication of how the re-
mainder of the year will pan out will, of
course, be shown by the upcoming September
figures—data eagerly awaited by the broadcast
industry.

1967

Medium-size stations—those in the $1-3 million category
—reported the best spot average for the month i
of August. It was 9.2 per cent above last August (up 6.0 )
year. Stations in the $3 million-and-over
group averaged arise of 5 per cent, while

those below $1 million were practically un- Year-to-year changes
changed—actually up by a slight 0.8 per cent. hy annual staien. reoenue:
Starion Size Spot Tu
The medium-size stations appear ito have the best record -
in spot this year among the three categories Under &1 million LA
of stations. During the eight months measured, i;ﬁﬁ”ﬁzzp :ggﬁ

they had the best percentage increases in
four of the months and the second best also

in four of the months. 100 ——1—7 [ ——
|
Both the larger and smaller stations ranked third four 95 !
times, but the latter ranked first three times
and second once, while the big stations ranked 0 -

first once and second three times. In May
and July the smaller stations registered hefty
increases. These increases played a major 80
role in bringing up their average for the
eight months so far.

75

70

Spot revenue through August for all stations comes to a
projected $592.4 million, compared to §538.9 651
million in '67, an increase of about 10 per
cent over last year. |

As for the remaining four months, prospects appear prom- o
ising, if consumer spending trends mean any- i B o
thing. The spread between '67 and '68 spend- I Fw vy 4 s0ND
ing has been uniformly greater than the spread 196867 comparison
between '66 and '67, including the summer.

Next issue: Local and network compensation revenues in August.
(4 capyrighted jeature of TELEVISION AGFE, Husinoss barometer is based on a cross-sectivon of stations in all income and geographical categories.

Information is tabulated by Dun & NHradstreet. )

Television Age. October 7, 1908 21
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do you see what we see?

Most of our readers get the message every issue: television time is money.

We recognized this vital fact of television life from the day we began publishing ten years ago.
The result ?

Ten thousand executives who regularly reach for Television Age to get the buy and sell informa- Television Age
tion they need to make the buy and sell decisions. =

You'll find it everywhere in television . . . from trend-measuring Business Barcmeter to trend- —=
setting Telescope. .. from our Wall Str eet Repoxt to our Spot Report. f
It’s the kind of editorial climate that makes your advertising all the more meaningful, because 5
Television Age always means business. e
Television Age meets the needs of the people who spend over $1,000,000,000 in television annually =ee |5

www americanradiohistorvy com
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MGM Spent $1 Million Building
St. Louis for*“Meet Me In St. Louis.”
I’ts Yours for $400.

Only VIDEOTAPE CENTER can offer you, for
your next color tape commercial, the entire
complex of MGM sets and locations created for
million-dollar movies and television...and at
terrific savmgs How about the actual boat from
//“Showboat,” or the
'{ saloon from “‘Unsink-
able Molly Brown’’?
| Maybe you could use a
deep African jungle, an
Eighteenth Century
drawing room, a
cobblestone street in
Brussels? You name it
..you've got it! We
can give you lakes, rivers, castles, indian camps
..right down to the loin cloth, because full
costumes and wardrobes are also available.
VIDEOTAPE CENTER can offer you the whole world
...with the least amount of hassle. You have
unusual flexibility and control over all set and
Iocatlon c0nd|t|ons (MGM wouldn’t have had it any

VIDEO

._1-'\_&_7.-"' g

24

‘i'JAPE CENTER

..why should you’?) And fOrget about
annoying Iocal ordinances, police permits and
bothersome crowds. If you can't use St. Louis for
four hundred bucks, would you believe Rome? Now
you can really impress your friends when you do
a commercual Best of all, you II |mpress your cluent

other way.

ting the best looking
set or location in the
world...here at home.

about MGM’s backiot
and VIDEOTAPE
CENTER's West Coast
facmtles contact VIDEOTAPE CENTER, 101 West
67th Street, N.Y.C., N.Y. 10023, (212) TR 3-5800.

“That’s Right, Sweetheart—
The MGM Backlot . . .”

e Now Available: The MGM Backlot # -

Television Age, October 7, 1968
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THE WAY IT HAPPENED

Jump into journalism

“Pat (¥Ykeefe and 1 put the idea to-
aether over a few beers. Then the
AP’ shipped him to Rome, and all of
a sudden it was mv thing, like it or
not.”

the speaker was Howard Wein-
berg, a writer-producer for waBc-Tv
News, New York. His thing: a train-
ing program in broadcast and print
journalism. designed expressly for
voung minority group members and
offered through Columbia University
as “Newsroom: A Jump Into Journal.
i=m for Black Youth.”

Articulate, intense and dedieated,
Weinberg landed at wABC-TV in 1960,
via Omaha, Dartmouth, Columbia,
wiz-Tv Boston and wisy-tv Milwau-
kee. Under his belt were three docu-
mentaries he had made in Milwaukee;
in his suitcase, the three citations
he'd won for one of them.

Soon after he hit New York. Wein-
berg zot in touch with O’Keefe. The
two had been journalism students to.
wether at Columbia.

The wavelength. “We were on the
same wavelength,” says Weinberg.
“We wanted to give disadvantaged
kids—especially Negroes—an inside
look at journalism, hoping at least
some of them would want to make
it into television, radio or
papers.

“"We wanted to find kids with a
flair for writing and show them how
to project themselves into other en-
vironments while retaining and de-
veloping their own individuality. We
fizured that was what journalism was
all about—at least for the kind of
kids we had in mind.”

Pat (FKeele staved around long
enough to help Weinberg plan the
course in detail and sell the idea to
Columbia. The university promoted
£2,500 for the course from the Ford
Foundation. and Weinberg (by then,
(FKeefe was offl to Rome) was in
business—except for the fact that he
had no students,

Fventually, he got 16 acceptances,
but it was an uphill struggle involving
letters, phone calls, endless interyiews
on street corners and in Urban
League offices. Of those 16. four
checked out before classes began and

news-

Television Age, October 7, 1968

two more faded away during the
course. That left 10, but four of those
failed to complete their assignments.
Final score: certificates awarded to
six of the original 106.
Disheartening? Not terribiv. “Sure,
I’d like to have taken all 16 through.”
savs Weinberg, “but it wasn’t bad for
upeners”—he hopes to do it again
next  Summer—"and the six who
made it really learned a lot.”
Learn they did. While holding
down his regular 2-10 p.m. job at the
station, Weinberg crammed plents
into the three hours a day, three
mornings a  week. eight weeks of
the course. lis litte cluss listened
to him lecture on basic hroadcast
and print journalism, saw a selection
of top-notch  documentaries. were
sent to specific locations to dig for
unspecified news stories (sample lo-
cations:  Grant’s Tomb, Sen. Me-
Carthy’s campaign headquarters).
Thev toured the waBC-TY news de-
partment, got the inside word on film
editing from Edward BDeitch, a four-
time Emmy winner, on sports film
production from Howard Cosell, and
on human interest writing from
Jimmy Breslin. Thev got a close look
at news production in the ABC net-
work news section, learning, among
other things, how a tv reporter works
with a camera crew on a story and
how a news film is edited.
A waicTy public aflairs producer
described the structure of a tvpical
public affairs program, showed them

1
3
|

i

Newsfront

what goes into it. Judith Crist talked
with them about the differences be-
tween writing reviews for tv and for
newspapets.

One dayv, Weinberg lectured on
how documentaries are conceived and
put together: another dav. he taught
his class how to organize a news
storv—Dhv culling a story up into
sentences and letting cach student put
it together.

The class heard a lecture on libel
law. another on cartooning. They
spent a dav learning to make still
pictures. another day proeessing them
in a darkroom.

Weinberg took his students to the
movies twice (Citizen Kane and
Nothing But a Man). He gave them a
list of required reading (Understand-
ing Media, Only You, Dick Daring,
Citizen Hurst, Due to Circumstances
Bevond Our Control, Black Like Me,
and others).

Then it was all over, and he was
presenting sraduation certificates to
his little band of students. and dis-
tributing $200 in prize money among
them.

“Thev learned a lot.” Weinberg
savs with satisfaction. “They met an
incredible  number  of  informed
people. and they got a good idea of
the complexities of journalism. Like
here’s how one of the younger girls
reviewed McLuhan’s book:

“In Understanding Media, Marsh-
all McLuhan tells of the future of
media from television o comedy.

tustrucror Howeard Weinberg “standing. second fejt) and his students listen ns A1 Ltelson
(seated), assignment editor of W ABCTV News, explains his jobh.

wwWw americanradiohistorvy com
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But it certainly wasn’t written for
fifteen-year-olds. I don’t know what
the hell he was writing about. 1 am
not degrading Mr. McLuhan’s writing
because he is a very intelligent writer.
But if he expects to reach a wider
audience, he should write on an easier
level.’

“Great,” smiles lloward Weinberg.
“She may not have understood, but
she was intrigued and puzzled, and
that’s really what 1 wanted.”

Hamilton rides again

After three vears away from tele-
vision, Hamilton Watch Co. is about
to return to the fold in grand style
twith  Encvelopedia
Britannica) of the prestigzious Na-
tional Geographic Specials on the
CBS network.

Long one of the most successful
print advertisers in the business,
Hamilton is on one end of a pub-
li-her-advertiser relationship  that’s
numbered among the longest in his-
tory (And who's on the other end?
Surprise—it’s Vational Geographic.)

as Co-sponsor

In and out of spot. Hamilton
had spent some money 1n spot. but
three vears ago the venerable watch-
maker cooled it with the pictare tube
and  withdrew  completely into  the
bastion of print. But, for ene reason
or another, 1aniilton
couldn’t hreak the tv habit.
Onee the decision was made to re-

obviously

turn, it’s reported that management
refused to consider any wvehicle ex-
cept “specials vellecting high prestige
value.” In fact. a company phrase-
turner turned this phrase on the sub-
ject: “Hamilton sought a ‘jewel” tvpe
showcase to frame its walches in a
tv environment compatible with their
quality.”

The National Geagraphic Specials
would appear to be just what the
little old watchmaker ordered. Ae-
claimed by more than a few eritics
for its artistic merit and outstanding
production work. the series won a
Peabodv Award in 1967, And an
avalanche of national awards-—more
than 40 during the past three vears

has gone to the series’ production
company, Wolper Productions,

Counting its viewers before the
first special is hatched (it's due on
the 23rd of this monthy. Hamilton
expects some 27 million to watch
each show,

This prediction iz based on the

20

program’s performance during the
196768 season, The track record is

indeed impressive. The “Amazon™
segment aired last  February 20

topped all evening network shows fo
the rating period with a resounding
28,3, Other segments in last vear’s
series weighed in at 20,7 and 21.2.

A demographic lovk at the viewers
attracted by the National Geographic
Specials identified them as somewhal
older. better educated and wealthier
than the average dial-twirter —clear-
[y Hamilton’s kind of people.

The commercials. To move thew
from the television set to the watch
counter. Hamilton’s agenev has come
up with a series of off-beat color
commercials that combine animated
cartoons with live photography of the
compiany’s watches.

Logically enough. Hamilton  has
selected National Geographie (the
magazine. that is) as the principal
medium through which to merchan-
dise the programs.

Fult-color inserts  promoting  the
first two specials will run in the
October and  Pecember issues. Be-
vond that, it’s reported, the magazine
will publish feature articles dealing
with program subjeets, and the \a-
tional Geographic Society will utilize
its School Bulletin™ to try 1o make
the specials required viewing for
school social studies classes.

All of this, of course, figures 1o
give Hamilton very much of a leg up
on the National Geographic’s coveted
readership as an audience.

CBS will impart godspeed to each
National Geographic Special via 25
o 30
primetime during the two weeks pre-
ceding each show.

Through a  scheduling  quirk.
there’s a six-week hiatus between the
first show (subject: America’s na-
tienal parkst and the second. which
is set for December 3. How will the
advertiser bridge it? With an inten.
sive spot campaign in 10 major mar-
kets.

Network and spot-—when Hamilton
Watch came back to 1y, it really came

l)d('l\.
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Hard-nosed and dedicated?

Sam Wiman. president of Time
Buving Services. Ine.. knows not
what other aperators in this newly
emerging service business mav
mav not have up their cavalry twill

wwWw americanradiohistorv com

sleeves, but as for TBS, it is, he says,
“thoughfully structured to serve the
time-buving needs of the industry.”

Prompted by wide recent discus-
sion about broadcast services, “much
of it unfavorable,” and by the Tact
that “all timebuying companies are
heing Jumped together—gzood, bad
and indifferent.” Wyman has issued
a poliey statement primarily directed
to agencies and reps.

In it. he characterizes TBS (a di-
vision of RDR Associates, which he
also heads )as “hard-nosed, delib-
erate, dedicated buvers of time.”

Wiyman identifies his firm’s major
objective as “to execute a media plan
in order to achieve the wvery best
eliciencies with optimum values for
our clients. (We believe that as tong
as there is more than one station or
availabilitv in a market, maximum
evaluations and judgments are ne-
vessary 1o scerutinize the several po.
tentially  best media mixes for the
sreatest efliciencies )™

Stating that TB> is “totally com-
mitted to spol.” Wyman savs that his
ftrm uses “the same techniques and
resources that any top agency buyer
must use to zet the job done prop-
erly.”

Charge! (Charging siraight into one
of the graver areas ol outside time-
buving. he states emphaticallv, ~“We
are the sole timebuving agencv of
record for our accounts on whose be-
half  we request avails”™—and  he
olfers to  authenticate that one in
writing.

In his policv statement. Wyman
zoes aul of his wav to state whal
TBS is not. The list includes barter-
ers, hrokers, wheelers. dealers. pro-
moters. middle men, diluters of spot.
lowerers of station  profits. cutter-
outers of reps, suppliers of time, or
circumventers of anvone,

Wyman admits he may have omit-
ted a few other choice phrases that
have been kicked around in recent
weeks,

Pointing out that he has no in-
tention of making TBS into a full
time ageney Wyman savs that the
company 1= “investing  dollars in
order 1o rescarch significant data on
a market-bv.amarket basis to further
the values and flexibility of the spot
advertising medium.”

tlor an indepth look at the new
timebuving services, see "Two-timing’
the tmebuyer?, TELEVISION  AGE,
September O, 1900 page 21.)

Television Age, Ocrolwr T 1968
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LIBRA PRODUCTIONS INC., 342 EAST 63RD STREET, NEWYCRK, N.Y. 10021. 838-4884

Television Age, October 7, 1968
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Dial (714) 262-2421
and ask about KOGO’s new Playroom.

We can play any game you waul,
inside or out, with our new
Production Center.

KOGO's Broadcast City is one of
the nation’s finest facilities and the
expansion ol our production capa-
bility provides national and regional
clients and agencies, flexibility and
services not heretofore available in
San Diego.

The Production Center has two
sound stages, each completely
enclosed with cveloramas, central
lighting tlexibility including Century
lighting hoards, Chroma-key, and
other special effects. outdoor stages
and a 20" turntahle. Other equipment
includes five color and three mono-

[\
=

chrome cameras. one 16 1o 1 and
five 10 to 1 varitol lenses.

For location assignmenis, KOGO
provides San Diego's first fully
equipped color TV remote unit. The
air-conditioned mobile unit is
equipped with full special efiects
capability. slide projector. audio
cartridge plavhack machines, Ampex
1200A Video Tape recorder, and a
portable generator. As many as three
RCA TK43 color cameras can he
utilized.

If you're intercsted in commercials,
programs, industrial presentations,
training films or sporting events,
KOGO's Production Center can solve
vour problem faster and more

www americanradiohistorv com

economically.

Call us and ask for the Manager of
the Production Center. Or write:
Manager,

KOGQO PRODUCTION CENTER
Box 628
San Dieco, Calif. 92112

You'll be glad vou did.

KOGO
PRODUCTION
CENTER

KOGO-TV/NBC for San Diego [2mms!

Television Age, Octoher 7, 1968


www.americanradiohistory.com

Television Age

OCTOBER 7, 1968

It may be aesthetics,
rather than sales
Pﬁ(’(‘li reness, that

determines what

commercials finish first

in awcards competitions

Do the real winners win awards?

Us casy to get the impression that the name

of the game in tv advertising is not sales
but awards. And awards are not given ot for
love alone (the 1968 versions of the four
major 1.5, commercials competitions drew a
total of some 10,000 entries. which, at an
average of S10 in fees, created an aggregate
pot of about $100.000 for the associations and
individuals promoting the competitions).

From Cannes, from Cork. from Venice.
from Tokve now this vear. from Chicago.
from Atlanta, from Hollywood. from New
York and from a host of intermediate points
all over the map, a steady flow of awards

Television Age. October 7, 1968

showers down upon advertisers. agencies. pro-
duction houses. editorial services—just about
any entity involved. however peripherally, in
the making of commercials,

The golden rain includes medals. statuettes,
trophies. cups, certificates. citations. In some
offices the walls are virtnally papered with
the diplomas marking the many degrees of
recognition attainable in commercial compe-
tition. from “finalist” to ~in recognition” to
“runner-up”; from bronze to silver to gold.

W hatever the metal. the shower is golden.
\geney producers, copywriters, art directors.
use awards as stepping stones to hetter jobs:

29
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production houses tout them to get
assignmenls; agencies trumpel them
to land new Dhusiness; advertisers
point pridefully to them as signs of
wisdom in the art of approving story-
hoards—or, sometimes, as indicators
of how efiective their advertising is.

From some of the ballvhoo sur-
rounding the presentations, it might
be concluded that awards have some
correlation to selling effectiveness.
After all. sales are the incontrover.
tible aim of advertising. I a com-
mercial gets an award, it would be
logical to suppose that the commercial
sold more eflectively than one for a
compeling product that id net get
an award.

It ain’t necessarily so.

Obscured sometimes in the razzle.
dazzle surrounding award winners
are market surveys which indicate
that a few of the highlv touted, much
acclaimed  commercials  mav  be
bombs. A verv few mav have been
disasters; and perhaps a sizable
number merely duds, neither helping
nor hindering the performance of the
product at retail.

One veteran observer voiced the
feeling of a fair number of admen
when he said that the trouble with
commercials awards is that they are

There’s a semantic {lv in the oint-
ment here, however, because lo many
people a “creative” commercial is
one which is highly effective in the
marketplace.

The avowed criterion for awards
in such commercials events as the
American Tv Commercials Festival
and the International Broadcasting
Awards of the Hollvwood Radio and
Television Societv is eflectiveness.

“How well did the entry communi-
cate what vou think it sel out to
communicate?”” asks the American Tv
Commercials Festivals of its judges.

Creativity. design, value

The stated criteria in the New
York Art Directors Show are “over-
all creativity, design of the complete
unil, and the value of the contribu-
tion toward the advancement and im-
provement of the tv and film medi-
un.”

The eriterion in the Andys, the an-
nual awards of the Advertising Club
of New York. is rather more concise:
“overall excellence.”

Whatever the respective merits of
competitions, the correlation between
awards and sales remains a matter
of controversy.

John F. Bergin, vice president, as-

man of tie creative plans hoard at
Batten, Barton. Dur:tine & Qsborn
(and one of the few willing 10 speak
for attribution), =aid there is with
out question a positive correlation be
tween awards and effectiveness,

“Some good commercials
silk purses out of sows’ ears—and
if the sow’s ear doesn’t sell. vou can’t
blame the commercial.”

Bergin cited the Young & Ruhi-
cam “Bert and Harrv” Piel’s Beer
campaign of a decade ago as the
classic case where the commercials
were effective hut the product was not
up te compeltitive snuff,

The Piel’s campaign is still a clas-
sic case and a poinl of reference for
virtuallv evervone in the ad business:
tts isolalion serves to bolster the ar-
gument that good commercials which
do not produce an increase in sales
are nol common.

“Hs hard to tell what sells in a
commercial.” Bergin remarked. Al-
uding to BBDO’s Diet Pepsi cam-
paigns, which he said pushed the
product ahead of Tab, Berein said
it would be dificul to sav whether
it is the music. the models. the cine-
matography or the story. “I'robably,”
he concluded. *“it's all the elements
together.”

make

too often given for “creativity.”  sociate creative director and chair- Bergin said the awards reflect “the
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best taste of the advertising busi-
ness.” and that if a commercial is
tasteful, it cannot fail to be zood for
the product. “A tasteful commercial
may fail, but it’s probably the product
that really failed in some way. Or it’s
a distribution problem, or the wrong
price. or, any of a host of other
factors.”

No matter how the product per-
forms, Bergin remarked, the award-
winning commercial itself “is almost
invariably successful in terms of sell-
ing.” That is. the commercial sells.

Some products. it would appear.
are tough to sell no matter how good
the commercial may be. Bergin cited
a recent Horn & Hardart automat
campaign as an example of award-
winning commercials “that did a
zood job” for a service business that
is **hard to sell in boom times.”

Qualities that win and sell

Good taste. the creation of an
aura, of a favorite image—factors
recognized in the giving of awards-
are helpful to the advertiser, Bergin
said.

“Perhaps the taste of judges in.
say. New York, mayv not reflect taste
around the country, perhaps some-
times awards are too ‘inside,” but
generally thev are indeed for the
best. The public is growing up, and
there's less difference now hetween
zeneral taste and the taste of ad-
men.”

But some observers claim that
there is little if anv causal relation-
ship between awards and sales or
persuasiveness. One commercials-
making studio executive said awards
often went to the relatively mediocre
spots produced at his studio. not to
the “best work.”

One observer pointed to the fact
that at least four of the winning
commercials in the 1968 American
Tv Commercials Festival were for
accounts that had changed agencies
in the wake of the award announce-
ments,

Attitudes toward the significance
of awards vary from agency to
agency almost as a function of whe-
ther or not the agency wins many

Television Age, October 7. 1968

awards. The variance from Ted Bates,
which makes hard-hitting commer-
cials that seldom win awards, to
Young & Rubicam. which this vear
won more awards than any other
agency, is wide but not so wide as
one might think.

People at Young & Rubicam are
pleased to win so many awards, but
do not for all that consider awards a
measure of the eflectiveness of the
advertising they produce.

“Awards are only important when
vou don’t get them.” said Y&R pres-
ident Steve Frankfurt.

A creative group executive al an-
other large agency, one that does
not get manv awards in relation to
the numbers of commercials it pro-
duces every vear, said that perhaps
20 per cent of award-winning com-
mercials do not do much selling.
“Awards festivals are pretty much
like the fireman’s ball: vou feel you
have to buy a ticket.”

He said they provide useful recog-
nition for young ad-making talent,
but that verv often the boss takes
the credit and the award. “The
award should go to the voung writer
or art director who conceived the
commercial.”

Lle added, “There should be prizes

(Conmtinued on page 78)

Taste, creativity and
degree of communication
are often among the
official criteria, but judges
also give points for wit,
outstanding design and
production effects
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lose Ferrer has an Oscar. So does
Martin Balsam. Maureen Staple-
ton recently won an Emmy. Joel
Grey owns a Tony. And they all do
voice-overs.

So do Llovd Bridges, Richard
Kiley, David Wayne, Lloyd Nolan,
Ruby Dee, Rod Serling, Van John-
son, lerschel Bernardi, Dana An-

drews, Burgess Meredith, Joseph
Cotten. Hal Holbrook, and Alfred
Drake.

And while the voice-overs are the
stars’ bag right now, Bette Davis,
Edward G. Robinson, Jane Russell,
Lauren Bacall and Jason Robards
Jr., Betty Grable, David Niven, Lena
Horne, Richard Boone, Peter Law-
ford and Jack Benny have been cap-
tured fur on-camera roles in com-
mercials,

Agency casting directors admit
getting requests for the likes of Sid-
ney Poitier, Liz Taylor, Marlon
Brando and others for voice-overs.
And Roddvy  McDowell has au-
ditioned.

It's enough to make leading com-
mercials personalities like Mary
Love and Doug Paul want to call it
a dav.

The simple reason for all this ac-
tivity is that it pays.

“I don’t want to sound crass.” one
agency casting director said, “but for
enough money vou can get just about
anyone.”

Enough money for just about any-
one ranges from a low of about $10,-
000 for a simple voice-over to about
$100,000 for an on-camera appear-
ance by a star. It is way above scale.
obviouslv. A rough average for scale
performers is  $2.000-85,000 for
voice-over and $3.000-810,000 for
on-camera appcarances, including all
the residuals

In addition. there are residunals. A
big name may agree to do a voice-
over, say, for a $10,000 guarantee.
Once this is reached, the star is then
paid residuals above and beyond the
original guarantee. What makes this
all the more popular is that the re-
siduals are very often paid at double
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and in some cases, triple scale.

Only about half of the commercials
with big name talent, however, usual-
ly live long enough to eat up the
guarantee. But even so. . .

As one actor put it, bursting into
the Madison Avenue office of an
agency casting director, “Hey, what
about cutting me in on the wealth.
How’s about a piece of the action?”

Seems an acting friend of his had
told him about the situation. Ever
since, the two of them have been
chuckling all the way to the bank.

The voice-over is currently riding
high for several reasons.

First, a voice-over is relatively
quick and simple to do. Performers
merely have to spend an hour to an
hour and a half at a studio. It’s as
easy as that.

Time is a factor

“You could probably get someone
like PPaul Newman or Elizabeth Tay-
lor to do a voice-over if they had the
time,” a casting director says. “For
these superstars it’s the time that
presents the problem. Can you
imagine Liz Taylor for spaghetti
sauce?”

In addition to the profit and ease
of doing voice-overs, they give the
stars a certain anonymity. For the
most part, the voice remains un-
identifiable, even if the personality
is familiar to most tv viewers. And
while casting directors insist that the
stigma of doing tv commercials, even
voice-overs, has heen erased, many
talent agents are reluctant to pub-
licize this characteristic of their
clients,

After all. who recognizes the
voices of Maureen Stapleton and
Rubv Dee for Minute Rice—or Lloyd
Bridges for Vitalis and the Urban
Coalition? 1low about Richard Kiley
as the man behind the mike on Man.
ufacturer’s llanover Trust? David
Wayne sells for Chrysler and Amer-
ican Airlines. Alfred Drake (com-
plete with on-camera guru) speaks
for Irving Trust. And Van Johnson
has told viewers all about Cranapple
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something or other now and then.

Martin Balsam has done a Tom
voice-over and another for Carna-
tion Slender. Ross Martin sounds off
for Volkeswagen; Edmond O’Brien
for an encyclopedia. Joel Grey has
gone to bat for Yuban, and Buster
Crabbe for U.S. Keds. Alexander
Scourby, who does voice-overs for
the Peace Corps, Eastern Airlines
and Band-Aids, runs neck-and-neck
in popularity with Herschel Bern-
ardi who speaks up for Union Car-
bide, Bugles, Jello, Burlington and
ATS&T.

Dane Ciark has done one for Chef-
Boy-Ar-Dee, and Rex Allen has an-
other for Purina Puppy Chow.

The men outweigh the women in
this area by a sizeable margin, sim-
ply because more copy is written for
the male voice.

“This whole voice-over thing just
really started happening in a big
way about two vears ago.” explains
Diana Beeton, senior casting director

Television Age, October 7, 1968
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at Foote. Cone & Belding. New York,

“When vou buy name talent.”
Miss Beeton points out, “vou can
usually request more than the usual
exclusivity.”

Make more demands

The Screen Actors Guild code pro-
vides this product exclusivity: A per-
former cannot do an ad for a com-
peting  product while his original
commercial is still on the air.

“With  name talent. vou can
broaden vour exclusivity.” Miss Bee-
ton explains, “simply because you
pay above scale. Hf for example, I
arranged to have a Hollywood actress
do a Clairol make-up commercial, 1
would ask for protection for every
kind of product that Clairol makes.
like hair colorings and softeners.”

The voice-over is definitely the
thing. It seems that evervbody ex-
cept Richard Burton is doing it.”
jokes Chandler Warren. Young &
Rubicam’s casting arm. “It’s much
harder. in fact. to get actors to do
on-camera than a voice.over. even

Who said
that?

W hile big name voice-overs
are seldom identifiable,
admen say they are

often essential for a

commercial’s success

though the pav is considerably
more,” he added.

There are instances. Betsv Levitt,
Kenvon & Eckhardt’s casting direc-
tor, says, when name talent does
come in at scale. “This. however.
doesn’t mean that thev stav there.”
an observer adds. “I've seen manv
names who come in at scale or slight-
Iv above, Then. once thev're a suc-
cess, their demands zoom.™

The money. the anonymity are just
a few of the reasons whyv stars go
after voice-over and on-camera spots.

Fach of these television
or Hollyiwood personalitios
has done a rojce-over
recently, How many can
vou name? (They're
identified on page 74.)

0.
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Manv, like Jose Ferrer and Ann
Baneroft, do community services ads,
and others do on-camera simplv be-
cause thev enjov it.

Bette Davis who plugged Awake
breakfast drink about a year and a
half ago was obviously one of those.
“She really had a ball, and she talked
about ‘her commercial’ and how
much she enjoved doinz it on just
about every talk show in sight.”
Warren recalls,

And Edward G. Robinson once
half-kiddingly called up Benton &
Bowles” Hollywood office demanding
to know the whereabouts of his
monthiv carton of Maxwell House
coffee. part of the “understanding”
he had to do those Maxwell spots of
a few vears back, along with Clau-
dette  Colbert. Lauren Bacall and
Jason Robards. Jr.

ftarder to do

The agencies go to a lot of trouble
to get stars, Casting directors report
dealing exclusively with the agents
until a price is agreed upon. and
then and onlv then the star enters
the picture.

“Oh, it’s much more ditheult to get
a commercial with a star finished,”

fContinued on page TH)
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ot =0 long ago, music was an
N afterthought in the making of
commercials. It was used to supple-
ment the words and pictures, (o bol.
ster a weakh scene, to link visnall
clashing images together.

Now musie has been taken down
out of the medicine chest and inte
arated into the basic media mix. on
a par with words and pictures.

I recent years. a growing nimber
of commercials have been cul 1o
music: the musie writien
then the fitm edited to the rhythm
of the soundtrack —a technique
known as presscoring. Perhaps thre
quarters of all commereials continue
to he posi-scored. but the proportion
is dwindling.

tirst, and

Fhe most avant gurde development
in the world of commercials is the
small but growing trend to make
the music well hefore words ur pie-
lures are even conceived, let alone
created.

1. ). Johnson, the distinguished
compuoser and jazz trombonist who is
president of MBA, biggest of the
commercials  music  houses, men-
tioned a recent commercial in which
the sound was the point of departure.

“Dovle Dane Bernbacl came to us
with a product, Close-Up. awd askeil
us lo what the product
should sound like musicallv. We ex-
perimented and develuped a sound
that would give an audio image of
a good, tingly feeling. Then the
storvhoard was worked out, aml we
developed a score, and the film was

work on

cul to the music.

Johnsou saidd MBA is currently
working on a simitar project for a
power tool commercial.

An  impertant development in
music generally, Johnson noted, was
the multiplication of tracks in re-
cording. T'welve-track recording is
now commonplace. and the number
of tracks is growing. The Beatles.
pioneering in this as in other aspects
of music, are working with 36-1rack
and 72-track recorling.

“The more the iracks,” Johnson
said, “the more latitude; the more
possibilitv you have for angles, ruhs
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and twists, there in the sound.”
What's
music
One future development might he
the use of mupsic in a mulimedia
senge to tell another story than the
approach
used in osuch features as The Grad-
aate and 20010 A Space Odyssey.
Herman lFiel, head of Herman
Edel and Associates, said he thought
that in the fTuture the sound
become the first consideration in the
conception of a commercial. “More
and more, agencies plan the musie

ahead 1n commercials

words and  pictures—an

would

hefure the campaign is created.” he
saiel.

Feel said his company was work.
mg on a cigaretle commercial in
which the music would shape the
ntire campaign. “Musie,” he added,
i> now more important as a crea-
Livee loal.’

First the munsic

Mamorshy  of RPM O Asso-
clates, whose Sid Ramin wrote the
Diet P'epsi “Girl Walehers 7 thene,
which also won a major award this
vear as it did in 767, said “Girl
Watchers”” was an example of a
campaign in which the nusic came
first.  Blamorshy cited other com:
mercials done by other composers as
examples of music-belore-words-and-
pictures: The Alka-Seltzer “Stom-
ach.” Benson & Hedges “*Disadvan-

I"aul

tages.
There are no limits to what kind
of music can go in the marketplace.

Mamarsky noted. Certainly the hound-
aries extend far hevond the limits
of “the market sound.” the musie

world’s name for the whole agglom.
cration of rock, rhvthm and Dblues,
contemporary and soul, that one
fimds on the top-40 charts.

“There’s progression and regres-
sion al the same time in music.
Mamorshy remarked, eiting 1he funky
sound of Tiny Tim as an instance
of regression.

“The selling message is what
comex first,” said Ralph Kessler, head
of Tdeas in Music.

“Music should be worked out in
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terms ol what the connnereial mes-
sage will be.” Kessler said. “There
shonld be nu preconceived idea of
what the music should be. The music
nright be memorable, vet still not
sell the product. You don’t neces-
sarily need a contemporary sound
it shonld be music that best com-
municates the selling message.
“Melody is only one of many com-
ponents of music.” Kessler remarked.
“Lgually  important  are  harmonv,

rhythmic structure, ecoloration  and
heard as a

orchestration: all are
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whole. In commereials. music should

support  the
whelm it.”
Is rock the Tuture of commercials

message,  not over-

music? “There’s a lot of rock aronnd.
hut there's also a trend hack 1o
legitimate music. Al of fife will not
hecome rock and roll: alter all. pop
music is whatever people havpen to
be busing. And people tend 1o buy
whatever they hear the maost. Much

ol the advertising worlds current

“rock bag™ is faddism. Kessler buli.
caled.

The sound
of selling

Commereials musie
makers are tinkering with
sounds that set up the

sale long before the words

and pictures are planned

Fpervimenting with o
musteal concept tor
commercial at Benton
& Bowles are (1, to 1)
lonry  Hawmpton, tice
president and wcconat
Ed anni

hal, vice president and

smpervisor

assvctafe  creative i
rector : and Rov kgton
vice  president  and

muste ditector

radiohistorv com

Hocurrent trends in commercials
continue. in the future  there will
be fewer words and more music:
music will hecome more important
to the story,

Music can be used to change
tneanings, Kessler poimted out, “Take
ilm of a task foree at sea. Score it
with triumphant music—or score it
with suspenselul apprehensive music.
The meaning changes entively.”

Said his associate, Tom Anthony.
“You can make the pi("un's mean
amvthing with the music. as long as
vour can weeite anything in musie,”

Freedance composer Stan Apple-
haum, who won an award this vear
for best original jingle (Pan Am
Makes the Going Great.™ v said jingle-
making is a marriage of words and
copy. neither of which should come
before the other, In the case of the
jingle. 1. Waher
Thompson had developed  the line.
“Panr Am makes the going great”

prize-winning

and  Applebaum set the words e
mus=ic.

HHold those lyries

Appelbaum said that Iyries written
before the music is composed  mas
not be right. “Fhe meter in the vrie
mav nol fit the spot or suit good
musical  expression. Sometimes  the
copv - must be cut. or the  idea
dunped.”

Sonmie of the music divectors at adl-
vertising agencies are working with
the llt‘\t'|u|)lm'lll of sounds I)I'iu]' o
verbal and  pictorial  coneepts for
campaigns. At Young & Rubicam.
Lou Du Charme s conducting ex-
periments in which two or more
voung rock groups are called in. told
the product and the target market.
and encouraged to work out o sound,

At Benton & Bowles, music diree-
tor Rov Faton has had occasion te
l||'\|‘lnp the sounds first for severat
commercials, For example. in the
“New York Woman™ campaign for
Chemieal Bank. sound was worked
ol inmediately around the concept
of the New York Woman  theme
C'When her needs are financial, her

(Continned on poge 70
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Sometimes it takes u second
loel: to discover ways to
suve money. One example
agency men point 10 is

the construction of this prop
lighthouse that saved
expense of a helicopier and
one full day's shooting.

www americanradiohistorv com

This article was written by a com-
merctals production evecutive at u
mmajor ad agency. He prefers to re-
1 (IFLOH_‘I”.OHS.

he dAs Connmittee on Broadcast

Commercial Production recently
zave an excellent report on “An
Analysis of Television Conmercial
Costs.” The reason this report was
made was simply because commercial
costs are rising proportionately faster
than anv other advertising costs.

A number of reasons were given
by the committee for this develop-
ment. One was the spreading use of
color for tv commercials, a (rend
amounting to a revolution. \nother is
the intensified competition for view-
er attention. The rise of the “hy-
phenated” producer, e.g. the art
director-producer and the copy writer-
producer, was also cited as a factor.

Big name still  photographers,
whose prices are, of course. com-
parable 1o their reputations, have
heen used more. In addition, “cre-
ative” costs have risen with the in-
creased emplovment of overscale
“stur” directors and “star’” camera-
men. Certainly cosl increases due to
unions have heen a factor.

There have also been added pres-
sures on costs due 1o the Federal
Trade Commission, legal require-
menlts, the NAB Code and network
standards, And, hnally, there’s the
trend toward original, custom-scored
music tracks,

I would like 1o add anether im-
portant area to the list—the extent
to which the agency displavs busi-
ness as well as creative acumen.

There is no question that commer-
cials are better, more creative. and
more interesting, but | contend that,
through wood business procedure,
commercials can cost less money.

Before coming to this conclusion,
my agency ashed ceriain production
houses to cite their reason: why com-
mercial costs are rising dispropor-
tionalely.

We got plentv of answers——some
of them pretty good. The production
people pointed out that union rales

Television Age, October 7, 1968
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for actors as well as technical special-
jsts have increased, and that equip-
ment and equipment rental prices
have also risen.

Color has also done much to up
the production ante—by jacking lab
costs. by making heavier equipment
and more studio lights a necessity. by
cutting the number of daytime hours
in which crews can shoot (color, re-
member. demands more daylight),
and because production people skilled
in color come high.

Color is to blame

And color is a culprit in yet an-
other wav. according to the produc-
tion men we queried. They said that
the very fact that a commercial is
being shot in color tends to make
both client and agency seek “arty”
footage. As a result. more footage
is shot( il costs about 50¢ a foot 1o
buy and develop color film)—and
the artier the objectives, the more
time required in pre-production.

Tied in with the above is the fact
that the eflective solution of complex
optical and lab problems generates
costly  overtime and/or premium
charges 10 avoid delay,

The production executives laid the
responsibility for a fair chunk of
increased costs right on the agencies’
doorstep-—unnecessary overshooting,
the large number of people needed at
studios to service the ever-increasing
number of agency personnel, and last,
hut hardly least, revisions,

Relativelv simple revisions made
at the work print, second work print,
and answer print stages of commer-
cial production can easilv cost a
client $3,000 or more.

There’s the situation from the
standpoint of the production house—
costs heing pulled steadilv upward
by a variety of factors. Now, what
can the ageney do to stem the tide,
control production costs, and even
drive them back down?

To hegin with, when the commer-
cial is being bid, the production
house sales rep should be required
to get together with the commercial
producer on the account so that he
can he thoroughly briefed on all the

Television Age, October 7, 1968

Cutting
commercials
production
costs

An agency production
executive shows

how to do battle

with rising costs at
both ends of the
stick—the agency

and production house

aspects of the commercial (direction.
camera technique, lighting. stvling.
propping, make-up, wardrobe, num-
ber of prints, extras, production ex-
tras, set design, titles, opticals, foot-
age, finishing, production elements,
editorial time. elc.)

In evaluating bids. do not add
contingency to evervthing. If it's a
firm bid, it’s a firm bid. Contingencies
are to be avoided, because if they’re
added the chances are they’ll he spent

just hecause they're there.

Alwavs examine the possibility of
pre-set and light. enabling photogra-
phv to start first thing in the morn-
ing. It may cost more initially, but
the important thing to remember is
that if shooting can start early, over-
time can probably be avoided (it
costs a lot less to have a small crew
light and set than to carryv a full
erew info o.l.)

The agency prodncer can save sig-
niftcant money for his employer and
the client by seeing to it that the di-
rector knows exactly what is wanted
so that he can plot his shots—in short.
that the director does his homework.

The director must also he made
aware of who is in charge of the set,
so that he doesnt waste time listen-
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ing to every agency rep who happens
to he on the scene. If you'll grant
that a director cannot please every-
one, vou'll agree that there should be
just one person for him to listen to, A
commercial in which evervthing is
shot two wavs is hound to cost a
bundle.

It's important to make sure that
the assistant director has the ability
to keep everything moving. evervone
hustling, time being used to good
advantage.

The right editor can be a kev fac-
tor in cost control. Make sure he’s a
man who can follow through on the
job. Having to change editors in the
middle of a cut can add dollars to
the cost column.

A cameraman who’s playving it by
ear can slow things down and put
costs up. A sharp agency producer
can repair this damage before it oc-
curs, simply by taking time to brief
the cameraman on lighting eflects,
mood and so on, until he has an over-
all awareness of what is wanted on
the job.

There’s more monev to be saved
on the production house end of
things by trimming as much fat as
possible off the crew— keep it lean,
clean and efficient-—and bhv insisting
on a strict, professional shooting day.

Finallv. make sure the end result is
as technically perfect as it must be.

At the agency end

So much for controlling costs on
the firing line in the production
house. What can be done at the other
end—within the agency—to gel as
much or moere for less money?

First and foremost. insist that more
time be allocated for pre-production.
Smooth, efficient production depends
more than anvthing else on proper
planning. If you know exactly where
vou're poing vou get there rasier and
faster.

The effective agency producer will
sccure more time for the budgeting
of commercials and will extend de-
liverv dates o packages of commer-
cials {especially for color. He'll be

fContinued on page 63)
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just about all the people invalved
in the making of commercials.
from agency creative director down
to studio grip, have a hobby in com-
mon—Ilocalion scouting.

With perhaps hall of all commer-
ctals now being produced “on loca-
tion,” sconting often proves helpful
in alleviating the pressures of dead-
lines in commercials-making. The
conscientious adman, on location,
sav. in Florida. mav forego lolling
about a swimming pool on a week-
end dav-ofl and instead go tooling
all over the South Florida area,
checking  out  possible  locations
whether for commercials alreadv on
the drawing boards or for any thal
might be made in the remole future.

For hundreds of copvwrilers. an
directors. tv producers in New York.
location-sconting is an “afler-five”
and weekend game. Discover quaint
old bars that might come in hand)
for a men’s clothing ad or a beer
commercial. Explore the older parts
of the city, the ethnic neighbor-
howds. restaurants, all with one or
both eyes peeled 1o the filmic pos-
sibilities.

A few vears ago, location hlming

‘Have | got
a location
for you...’

Scouting specialists,
studios and agencies
are all engaged in the
Great Location Hunt
Jrom Tennessee to Tahiti

on the sireeis of New York and
other cities was still something of
a novelty, and a considerable hassle:
payells to cops (hver to a patrolman,
sawbuck to a sergeant, and if a
lieutenant shows up. $25). red tape.

The Lindsav administration in
New York made shooting in the
streets a snap. But before long most
of the more colorful locations were
preity  much used up. Agencies
wanted “fresh” locations, just as
they wanlL “fresh” faces in casting

the commercials thev're shooting.

The Great Location Hunt was on,
Often forsaking the hinterlands, pro-
ducers and other agency creative
personnel headed 1o the nearest jet
to Europe: lots of fresh locations
there. Some went as far afield as
Tahiti. For a Camel commercial last
vear the pr(»duclion crew went oul
on a full-fledged safari in Alrica, owt
from Nairobi and into the
country.

hush

Tahiti and Kenva were locations
dictated by the copv, the concept.
But  sometimes far-flung locations
were used for no hetler reason than,
as Leigh Mallorv said of the Everest
he was ultimatelyv to climb and never
return from. It is there.” The lo-
cations abroad were usuallv a good
deal less austere than Everest: Lon-
don, Paris, Rome, the Riviera, Bar-
celona.

One New York agency made a
commercial using two localions, one
a beach just south of Tangier in
Moroceo, the olher a Swiss glacier,
on the pretext that ne two such le-
cations could be found in the U.S.
within a short {light from one to

(Continued on puge 61

Producer Bill W urizel of the Lampert Agency scouted this lacation in Hollund for a Netherlunds tourism commercial.
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These commercials were directed by LARRY GOLDWASSER

P} -] ;

.’ ! s i % X B o
Diet Rite Cola — D'Arcy Pepto-Bismol — Benton & Bowles Campbell — BBDO
NIGERIA GERMANY COLORA_DO

These commercials were directed by _F_R_AN K H ERMAN

Buitoni — Doyle Dane Bernbach Volkswagen — Doyle Dane Bernbach Avco — McCann-Erickson
ROME LOS ANGELES HOLLYWO_OD

These commercials were directed by MART|N GO LDMAN

Ronson — Grey Maxwell House — Ogilvy-Mather Coca-Cola — McCann-Erickson
LONDON NEW YORK FRANCE
These commercials were directed by JACQ UES LETELLIER

oo

O

Olympic Airways — Lampert Agency Alka Seltzer — ). Tinker & Partners Carlings Breweries — F. H. Hayhurst
NEW YORK ROME HONG KONG
In the USA or ANYWHERE in the world . .
CHICAGO
TELE IDEO LOS ANGELES
TORONTO
Productions Incorporated — 316 W. 57th St. N.Y.C. — (212) 582-8095 PARIS
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You pride yourself on being a good on-time producer. But how
many times have vou been caught in unforeseeable delays during
writing, production and post-production phases of the show?

Too many to remember?

Then you said to the lab: “I know we’re late, but we've just got
to meet our deadline.”

At Capital we realize that this is the nature of the business:
“PLEASE RUSH!” So we've done something about satisfying
vour needs——like using an IBM Production Control Svstem;
building a scene tester that’s compatible with Bell and Howell's
modern color additive printers; printing from double rank
internegatives tor higher quantity —and quality.

We're used to rushing for you at

D 1
@Z@:@IE%@ U FILM LABORATORIES INC.

470 E ST. S.W. 3¢ WASHINGTON, D.C. 20024 ¢ PHONE (202) 347-1717 % TELEX 892393
1998 N.E. 150TH STREET 57 N. MIAMLFLA. 33161 %f PHONE (305)949.4252 r TELEX S1-9453

Television Age. October T, 1968
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o s .. VICWPOINES

A first-nighter views NBC

he new season is off—way ofi—and the time has come

to review the offerings, burnt though some of them
may be. The best way is to take the networks as thev come
—NBC first—and let the heads fall where they may.

The first new show that comes to mind is the Hanna
and Barbera version of Huckleberry Finn that precedes
Walt Disney on NBC Sunday nights 7-7:30 p.m. H&B
are top producers of this kind of fare, hut they sure
have had an off day with this turkey.

Last year, we had Off to See the Wizard, which had
great promise and ended up a dismal flop. The reason
seenis to be the same. Both shows have taken a format
which is a semi-show in itself and used it to bracket
a second show. In the case of Wizard, it was top kid
movies. In the case of H&B, it’s a standard cartoon
adventure episode.

The problem seems to he one of confusion. Why mix
up the poor little buggers watching? First they get
oriented to Injun Joe (watch that abuse of minority
groups. fellows) chasing Tom, Huck. and Becky lve—
then, whambo. they’re in another world of cartoons.
Which way did they all go? Ts Injun Joe reallv a lovahle
leprechaun? Who's on first?

Not onlv is rhat part bad. but the direction of the
live actors. and the crummy stvlized sets. have to o
down as second-rate amateur night in Hollywood. Mavbe
animators are lost when thev try to do live stuff. Cer-
tainly thev ought to decide what they are and stick to
it. Sic ’em. Lassie.

Does Diller need discipline?

A little later. after the audience has had a chance to
recover from this schizophrenic ambivalence, comes that
girl next door. Phyllis Diller, on this network. This dame
is one of the top performers in smoke-filled night clubs
for a half-hour. Her big tv problem is that overexposure
of insanity leads to viewer frustration.

Phyllis Diller is not a dumb idea for an hour variety
show. but she needs a lot of discipline. Once in a while.
the real Phyllis Diller has got to stand up. and she may
be a very nice girl. Faces are out. velling is out. physical
distortion is out. Fang is out—Phyllis is in.

What's wrong with an occasional lapse from frenzied
performance? Jackie Gleason is a case in point. He is
multi-faceted in sketches and in introductions. This is
the kind of change of pace Phyllis needs. but until she
zets it she's just too much.

A Rowan and Martin tyvpe format would contain
Phyllis Diller. A straight man like Georgze Burns would
also halance her. Make no mistake. There’s no wayv of
predicting the future of this series until the producers
shake it down.

As they sav in the show. it's fashionable to he black
this season. Julia is a triumph of network over tradition
and a step in the right direction. It is self-conscions
in its efforts and hardlv true to life. but vou can't
knack dreamers—especially in show biz.

One virtue of Julia is a good looking bird with whom

Television Age. Ocroher 7, 1968

any red blooded guy would be glad to set up house-
keeping. regardless of her color or his. The lovable
pickaninny has made the jump from Uncle Tom to NBC,
and no one can fail to love this kid. The message is
clear that kids ptay together and have fun without being
race conscious.

The difliculties are that in some cases evervthing is
too easy—the apartment, clothes, good guys—and con-
verselv. that some things are too difficult—skilled blacks
having trouble getting jobs, ohvious racial animosities
in enlightened communities, and excesses of character
in these instances. The show almost rings true, hut not
quite. It is self-consciously trying not to be self-con-
scious.

From the early efforts. it appears that the show will
be judged on its merits as a situation comedy. If this
is true it will only be a fair show, because the basic
comedy structure is not unique. If, on the other hand,
it is viewed as a tolerable situation comedy with social
overtones that make it required viewing for white families
with feelings of guilt ahout the Negro problem, another
dimension will have been added. Best bets are that a
little of hoth will prevail, and Julia will run a close
two in its time period. A gold star to NBC for trying.

Staying with NBC, it is pleasant to end on a nice
note. The Ghost and Mrs. Muir has all the ingredients
of a first-rate show, except a proper time period. The
theme is novel: An attractive widow, the dashing ghost
of a roguish sea captain who inhabits the Maine house
she rents, and their contest of wills. The casting is first-
rate—hoth Hope Lange and Edward Mulhare are con-
vincing, attractive. and good actors.

The theme of the occult is difficult to handle, but the
tongue-in-cheek aspects of the comedy and the implied
unrequited potential love between the leads cannot be

“The Ghost and Mrs. Muir:” All the ingredients of « hit?

faulted. even by the most puritanical. Deep down in
the heart of every viewer have got 1o be reasonahble doubts
about how a ghost reacts when he watches his beautiful
house gcuest take a bath or strip to the bufl or carry
an a4 romance,

It is profoundly to he hoped that the spirits can have
fun since they alreadv have access. Meanwhile. the
show goes on—fresh and delightful—despite the ahove
dilemmna.

Next time around (the upcoming October 21 issue),
we'll have at the new CBS entries, and in the Novem-
ber b issue ABC will come under the gun.—J.B.
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Film/Tape Report

Q.E.D.

Trianale Stations i< pareticipating
in an ethnoeraphical-—and seograph-
ical—experiment that in seme ways
bring= to mind  Thor Heverdahl's
crand  KonTiki

dabl, it will he veralled, sought 1o

adventure, Tever-
demonstrate thal Oceania was origi-
nallv peopled by folk drifting west-
ward from the South American con-
tinent,

Now. Albert |
who has been studving the art of the
Kwakiutl
Northwest
vears, i= sailing southward from Van-

seidl, a =calptor
Indians  in the Pacihc
through the past nine

couver 1o the South DPacific in an
altempt 1o learn whether the Muaori
south Pacihe all
from the Pacifie

peoples  of the
oviginally  cane
Northwest.

Seid] haz derived his theory {rom
noting strong similarvities hetween the
arte of the Kwakiutl and the arts of
the Maori and Palviesian zroups.
and also similarities in custom, hlood
type, ad physiognomy. Seidl set sail
heteh

cquipment for lilming his expedition.

in u loaded  with Trianele
His comrse is charted down the Vexi-
can Coast and out to the Galapagos,
from there down to Chile, then west-
ward to Faster Island, the Marquesas,
and Tahin.

HAGAN'S SLATE

The Colin Group, Tue, a new out-
fit headed up by veteran NBC News
producer Chet lagan. has centered
into a co-production deal with Show
Biz. Inc. production company head-
quartered in Nashville and  headed
In Mps. Jane Dowden. to make a
munmber of tv gpecials, programs, and
doenmentaries.

Hawan lefl NBC News after 16
vears there to sel up The Colin
Group, Ine. Show Biz. loe, pack-
number of
rhivthim &
blues shows: The Porter Wagoner
Show, The Wilbnrn Brothers Shon
The Flary & Seruggs Show, and Billy
Wall:er's Country Carnceal. Other
properties are The !0 Beas and

aces and  svadiecates a

country & western and

Gospel Smging Tubilee,

Together Show Biz and The Colin
Group are developing a game <how
pilot, a big-budgel coumtry musical,
a series of documentaries. an afler-

12

noon talk steip. and a “docimmentary
record album. Show Biz, Tne, will
act as exchisive sales agent on svadi-
cated properties owned by The Colin
Group.

LEARNING, GEMS

Into the “leavning business™ went
Sereen Gems last month, setting up a
subsidiary called the Learning Corp.
of Amervica, Heading up the new ont-
fit is William . Deneen. formerly
viee president of Encyclopacdia i
tannica Ldncation Corp.

Said Jeromne SO Hvams, president
of Sereen Gems: “We have studied
the needs of education for advanced
ad innovative teaching materials for
a vonsiderable length of time. With
the formation of Learning Corp. of
America, we are now inoa position
o turn many of the resources and
skills  of Pictures  and
Sereen Gems Lo the serious needs of

Columbia
edueation.”

To merge with Columbia

Sereen Gems, set up in the early
davs of television by Columbia Pie-
tures to distribote features to tv and
later to mahke ovicinal series for tv,
i= being merged with the parent
company.

Both operations will remain au-
tonomons and continue under their
presenl Under  the
merger the holders of Screen Gems

mahagements,

<toch will be entitled to exchange
each share held for one share of
Columbia commaon stoek.

AMERICAN LIVING

Among those cited by The Center
of American Living, Ineo for “al-
firmative or inspirational leadership
in their feld” during a recent forom
an The Influence of Commumica-
tions Media on the caliber of \meri-
Wolper Pro-

ductions together with the National

can Civilization™  was

Ceographic Saciety for “leadership
in outstanding tv documentaries.”

REEVES REVAMP

Reeves  Broadeasting  Corp. re-
ovranized its studios  division into
two separate unils, the Reeves Sound
division. and the Recves
video division, each independent of
the other.

~hudios
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Robert W Bylolll formerly a vice
president of the studios division, s
president of the new video division,
Vorisek, hitherto szen-
eral manager of the studios division,

and  Jehn
is president ol the new  sound
studios division.

The reshuflling was spurred hy the
impending rvetirement of Chester L.
Stewarl, who has heen president of
the studios division. Stewart will stay
an as a econsultant.

GALLOPING GOURMET

Fremantle  International.
Fremantle of Canada. Lid.. seld a

through

new <lhow, a five dav a week afler-
noon halfhour called The Galloping
Gourmet, 10 1he Canadian Broadeast-
ine Carp.

he CBC has ovdered 1300 half-
hours from Fremantle, which is tap-
ine the shows in Canada. To do the
show, Graham Kerr, the Galloping
Gourmet of the title, commutes from
Vustralia. where his weekly prime-
time  hallliour,  Fuotertaining  with
Kerr, has been a staple on the air for
the past four vears,

Kerr has already taped the first 65
halfhours  for his strip  series in
Canada: it was after viewinge the hrst
four of these that the CBC, whieh
had signed Tor the series afler seeing
a pilot of the \ustralian show, pave
the creen light for 130 episodes, In
hetween Anstralia  and
Toronte, kerr will rescarch restau-

commuting

rants i hetween.

LACY AT DELMONICO’'S

N. Lee Lacv Associates. Lid., com-
mercials studio headguartered in Los
\ngeles. opened a New York ollice
in the Hotel Delimonmco.

Heading up the oflice on Park Ave,
is Benzon Green, exceutive vice presi-
dent of the studio. Laey also has ol-
fices in London and i Dallas.

The New York office has alveads
landed a lew assignments: a Chef
(Young &
Rubicamy, a Weleh's Frozen Grape

Juiee spot (Richard K. Manofl).

Bov-ar-dee  commercial

TULCHIN'S LAINIE
Harold M. Tulchin, head of Tul-

chin Productions, produeed and  di-
vecled a hall-honr special featuring
Lainie Kazan.
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And evervone a video pro vight
down to his fingertips.

We know because a client said
s0. In just those words.

But kudos come easily when
vou know your job as well as this
gung. There's a lot of experience
represented here. All the wa

Our Gang.

back to the birth of video. And
alot of the innovating made since
then.

Thev put this experience and
innovation to use on the finest
collection of equipment ever put
together just for post-production
video work.

REEVES

SOUND STWwDI1OS

A DIVISION OF REEVES BROADCASTING CORPORATION
304 EAST 44TH STREET, NEW YORK, N.Y. 1001
ANWW AMmMe A A

They get exciled about their
work; it shows in the finished
videotape. Their list of credits
proves that. And the list gets
longer every dav

It’s a list of professional ered
its. Given by professionals.

To professionals.

7. (21)_0R - 550 TWX 710-581-5279
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VIVA RAIl!

Representatives of American tv
turned up in force in Rome last
month to salute RAI—Radiotelevisi-
one Italiana—on the 20th
versary of the Prix ltalia.

John F. White, president of NET

anni-

National  Educational  Tv—pre-
sented a Steuben glass  American

eagle to Gianfranco Zaffrani, secre-
tary of the RAl Corp. and secretary
general of the Prix Nalia,
Representing ABC at the ceremony
was  Michael Kiwe, VMediterranean
and Middle Eastern sales representa-

tive for ABC Iilms: representing
CBS was Howard L. Kanv. director
of international business releasing.
and representing NBC were Thomas
J. McManus, director, international
sales: Peter A, Marriott, director,
Furopean operations, and lLane
Blackwell, sales manager. European
operations.

STEP-DEAL

NBC-TV gave Arena Productions
(Norman Felton) a go-ahead to work
up a 60-minute series about campus
life  called B orld.

Brave. Young

Film Editing with

oul.®

www americanradiohistorv com

Arena vice president Irving Elman is
producing the pilot.

SPECIAL TEST

If The Sound Is Now special with
Murray the K being svndicated by
Trans-Lux Tv hits good ratings,
Trans-Lux may base a series on it.

Richard Carlton. executive vice
president of Trans-Lux Tv. said that
if the show goes over in ils run
around the country as a special,
Trans-Lux will make either a series
of 20 60-niinute programs or. al least,
a number of other Murray the K
specials.

The Sound Is Now has Kaufman
as host. Sonny and Cher. Phil Ochs,
Henry Morgan. Tex MeCrary., Sonny
and Cher and Ochs svmbolize the
“now” generation, Morgan and Mec-
Crary represent “the Establishment.”

As the “now™ people perform, the
wards thev're singing are superim-
posed onto the tv image so the “ls-
tablishment” folk and the viewer can
firure out their meaning.

THE DOTTED LINE

KNickoll sale of Plavboy Ajter Dark
was made to KTLA-TV Los Angeles as
Sereen Gems put the show on the
road for broadeast dates to begin
carly next vear. The color series will
run to 26 00-minute shows. all on
tape.

Distributed by Screen Gems. the
show is heing produced by Playboy
Enterprizses on a Hollywood sound
stage. with a set duplicating host
Hugh  Hefner's  Chicago
deme,

pleasure

Independent Tv Corp. chalked up a
tallv of 37 markets for Spotlight on
the Stars in the first month the series
of nine specials was out in syndica-
tion. Included in the tally are seven
of the top ten markets. specifically
with sales to wxew-Tv New York,
K11V Los Angeles. won-Tv Chicago.
KRON-TV San Francisco. wwJj-Tv De-
troit. wne-ty Pittshurgh and wrg-
v Milwaukee.

Other recent sales were to KCST-TY
San Diego, wito-Tv Davton, KORK-
Tv Las Vegas and KsL-Tv Salt Lake
City.

The nine shows in the bundles
were produced by ['TC in association
with Van Bernard Productions in
ilolly wood.

Triangle Stations sold its color
coverage of this fall's Canadian-
American Challenge Cup auwtoracing
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series to 5. C. Johnson & Son for
sponsorship in some 180 markets.
The coverage of the six races is be-
ing packaged as a special. Stirling
Moss, now racing consultant to the
Johnson’s Wax division of 8. C.
Johnson. will appear in the Can-Am
special.

FAST BREAK

Medallion Tv racked up 100 mar-
kets and more for Celebrity Billiards
with Minnesota Fats, as Skellv Oil
hought the series for sponsorship in
15 states: Arkansas, Colorado, Illi-
nois, lowa, Louisiana, Missouri. Ne-
braska, North Dakota. South Dakota,
Oklahoma. Texas, Kansas. Wiscon-
sin. lowa and Minnesota.

The big il companv buy was
made through Skelly’s agency, Bruce
B. Brewer Advertising. The Minne-
sota Fats series is now in 102 mar-
kets. The series, in which some 30
color half hours are alreadv in the
can, is produced by Allan David and

Harold J. Klein.

MORE SPECIALS

To add to the half-dozen produced
earlier this vear, Screen Gems is
making a second batch of six enter-
tainment specials,

The second six have alreadv heen
sold to three of the CBS Owned sta-
tions: weBs-Tv New York, WBBM-TV
Chicago, Kaox-Tv St. Louis—and to
KTLA Los Angeles. Earlier these sta-
tions. and 32 others. all bought the
first six.

POWERS GOLIGHTLY

Paramount Television is making a
pilot in a step-deal with ABC.TV
for a series spun out from the movie
Breakfast at Tiffany’s. It will be
called Holly Golightly. The pilot,
with Stephanie Powers in the title
role, is being filmed this month in

New York.

BREAKING OUT

Hollywood Video Center launchel
a quarter-million-dollar crash pro-
gram to add more working space to
its facility. adding 3,000 more square
feet to soundstage “B” and 22.000

JEROME J. COHEN, INC,

{Jerry & Ron)

225 West 34th St, New York 1, N. Y.
244.8075

MOTION PICTURE & TV INSURANCE
SPECIALISTS
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Advertising Directory of

SELLING COMMERCIALS

Alberto-Culver - ). Walter Thompson

SARRA, INC.

N. LEE LACY/ASSOCIATES, LTD., Hollywood

Bznjamin Moore Paints - Dreher Adv.

i

ELEKTRA FILM PRODUCTIONS, INC. New York

Goodyear Tires = Young & Rubicam

FILMFAIR, HOLLYWOOD

Busch * Gardner Adv.

i
PACIFIC COMMERCIALS, Hollywood

Jantzen - Carson/Roberts

SANDLER FILMS, INC., Hollywood

Excedrin “Silhouette” - Young & Rubicam

PGL PRODUCTIONS, INC., New York

Lanvin/Charles of the Ritz - Clyne Maxon

&

w

Sl

FRED A. NILES—Chicago, Hollywood, N. Y,
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more square feet elsewhere.

Stage B is hooked through Janu-
arv 1 with work for The Steve Allen
Show, Your All-American College
Show. and commercials.)

IVC took a long-term lease on a
F3.000 square-foot warehouse nearby
to accommodate the studio’s prop
and scenery storage departments and
scenery shop. and a long-term lease
on some 9.000 square feet of office
space earlier occupied by ABCV s
West Coast program stall,

MORE HELICAL SCAN

Aeme Film & Videotape Labora-
tories has expanded its elical-scan
department to meet rising demand,
much of it from schools. hospitals.
and medical colleges.

Now humming in the department
are four Ampex VRT3 s two TVC
recorders, and one Ampex 06060

Ivving Kahn, Acme’s sales man-
ager, said the department now can
make one-inch duplicates from two-
inch one-inch duplicates
from one-inch tapes. in either black-
and-white or make as
many as b oone-ineh copies at one

tapes.  or
volor. and

time.

AD MAKERS

RONALD ROSENFELD is joining the
J. Walter Thompson Co. as a creative
supervisor. Rosenfeld has been a vice
president and creative management
supervisor at Dovle Dane Bernbach,
He joined the ageney in 7’57 after
with  Applestein.  Levin-
Baltimore.

wo years
stein - and

Golnick  in

KOSENTELD
Rosenfeld started out in advertising
in Baltimore as a layout man.
Young & Rubicam awarded a viee
presidency (o ALEN KROLL. a crealive
supervisor. Kroll joined Y&R in "62
as a trainee in market research.
moved into copy the following vear.
In '63. he was promoted to copy

MUSIC BY

VALDI & HAMEL

FILMS* TV*RADIQ *ELECTRONICS 119 WEST 57th ST., NY. C. (212) 765-4635

\

PROD.
INC.

/

1o
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supervisor, and to his present post
fast vear.

At Ogzilvy & Mather. Jou~ ranp,
a copy zroup head, was elected a vice
president, Rand joined the agency
last vear after 20 vears at Foote,
Cone & Belding in Chicago. where
he had been a vice president and
associate creative director.

For eivie activities in Chicago.
Rand was voted “Outstanding voung
man of the vear:” he had helped
launch the city’s tv station, and its
Lyrie Opera. and had written a book
on medical discoveries for the Uni-
versity of Chicago Medical Center.

PAUL WOLLMAN joined Rockwell.
Quinn & Wall as vice president and
creative director. He had been a cre-
ative group supervisor at Dovle Dane
Bernbach.

At ROSW, Wollman is sharing re-
sponsibilities with Ren Mogel. form.
er vice president and associate cre-
ative director at BBDO. who joined
QW earlier this vear as a vice
president. Before joining DDB, Woll-
man was with Younz & Rubicam for
sIX vears as an arl director,

At Ted Bates & Co., two commer-
cial production group supertisors.
RAYMOND  DIETRICH and  Jony
THOMAS KEOWN, were elected viee
presidents.

Before joining Bates earlier this
vear, lletrich was vice president and
general manager of Filmex West in
California for a vear. For three
vears before that he was a production
sroup head at Ogilvy & Mather. and
carlier was an vxecutive producer
with Foote. Cone & Belding.

Keown joined Bates last vear. aflter

sevenr years as an executive producer
at ). Walter Thomp-on. Earlier
Keown was a group head at Bentun
& Bowles, and a producer at Cun-
ningham & Walsh.
ROBERT NATKIN, a
charter member of North Advertis-
ing. became executive vice president
for creative Natkin  had
been senior vice president and copy
chief.

MARION
Comlah.

In  Chicago,

services,

FORSTER  PRINS  joined
Ine., commumications and
market research subsidiary of Audi-
ence Studies. Inec. Mrs, Prins is also
serving as vice president in charge
of all midwest operations for A, S, L
Comlab, a new subsidiary. will test
concepl, package. product. copy and
display: it will also make “‘consumer
behavior™ studies.

Mrs. Prins was vice president and
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We make you look good.
You make us look good.

Madison Avenue is a two-wav street. Y ou depend on us
for the latest and truest in color film. We depend on you
for a few million home demonstrations of what our product
can do for your product.

The better you are with the best we have (and we
haven’t any other), the more people realize the advantages
of the film medium. Such as being able to shoot anywhere
in the world, to create any kind of visual effect, to edit with

exacting precision, to draw upon the finest
creative talent available and to have superb
quality prints for easy shipping to local
stations. And on and on down the list to v

include the expertise of our film engineers -~
who work with your laboratory to help o

make sure your commercials are _—
delivered color perfect.

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
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account superyisor at Footeo Cone &
Belding in Chicago: earlier was a
vice president and account supervisor
al ). Walter Thomp=on. Chicago and
at Compton, Chicagzo. Before that.
she was a vice president and market
rescarch numager at Compton in New
York.

In Chicago. GEORGE L. PARKER was
elected senior vice president and (-
rector of creative services in the Chi-

"

PSRRLR
cago ollice of NO W, Aver, with man-
agement  responsibilities for the
ageney s “Chivago Region™  opera-
tion.

Parker joined Aver’s Chivago op-
eration as a ereative director in '67,
He started with Aver in the San
Francisco office as a copyvwriter in
560 in 59 became a copy supervisor
and moved 1o Aver’s Philadelphia
oflice. where he became a copy group
dircctor in 7603,

Farlier.
Philadelphia in promotion. and with
muszic publizher Theodore Presser.

Parker was with waon

PEOPLE

JOHN T MURPHY,  president of
AVCO Broadeasting. and FRANK 1.
FocarTy. president of the Meredith
Broadeasting Co.. were appointed to
the executive committee of NCOR'T.
the  National  Catholie Oflice for
Radio and Tv.

BONALD  H. MCGANMOMN, president
and chairman of Group W 1 Westing-
house  Broadeasting Co.) was  ap-
pointed to the conmmiltee on com-
munications  of the  United  States
Catholie Conference. formerly known
National  Catholic  Welfare
Conference.

ROBERT KLIVE joined 20th Century
Fox Ty as director of special proj-

as  the

cets, running the compamy’s recenthy

establizhed  Fast Coast production
setup. and working on the packaging
of series and specials for network
and svndication.

For the past three vears. Kline was

KLINE

president and executive producer of
Canaan Productions. producing Fir-

25 WEST 45 5T.NY
(212)757-1840

DICK SWANEK
WILLY TOMAS
SANDY DUKE
IRWIN SCHMEIZER
DICK RAUH

BILL ROWOHLT

=y

PHOTO-PROJECTIONS-OPTICAL

NOLLYWINY LY

F5 WEST a5 STRELT HEW MY E

ED FRIEDMAN
DAVID BREEN

SERVIC PRI OISTRIBUTION
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ing Line with William F. Bucklev,
Jr. and OQutrageous Opinians with
Helen Gurley Brown for RKO Gen-
eral and svndication. Farlier. Kline
worked on Hootenanny for ABC-TV,
and was with MCASTV.

In San Francisco. GLAUDE M. JAR-
vay, Jr. joined Pel-West Produe-
ticns as president and board chair-
man. 1l¢ had been western public

JARNAN

relations director for John Haneock
Mutual Life Insurance Co.

Jarman is continuing as  special
assistant Lo Mavor Joseph 1. Alioto
of San Franvisco. a job which in-
cludes running the citn’s Film Pro-
duction Oflice. promoting film-mak-
ing in San Francisco, and serving as
executive director of the San Fran-
cisco haternational Film Festival,

As a bov. Jarman acted in 11
movies, woen an Oscar for his work
in The Yeariing,

Group W appointed pIcK HUBERT
as senior  producer of its Urban
America Unit. recently set up to nrake
documentaries on problems of cities.
Hubert was senior producer of Group
W°s Oue Nation. lndivisible, broad.
cast last spring. Farlier. he was pro-
ducer of AR Scape programs at
ABC News,

In Miami. k1cot BROWNING became
president of tvan Tors Productions.
An Oscar winner (for his underwater
photography in Thunderbally.
Browning was a creator of the fea-
ture film Flipper and the series that
came out of it: and has directed a
host ol Flipper and ol Gentle Ben
episodes.

In Los Angeles. sib SHEINBERG was
appointed vice president in charge
of v production for Universal Tv.
Universal  (then
Revue Studios) in 1959 in the legal
department. and before long moved
into program development.

In 05. Sheinberg began work on

Sheintberg  joined
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the World Premiere project. and has
since had a hand in the development
of The Name of the Game series.

EDWARD A. WARREN joined RKO
General as general manager of WoR-
v New York, succeeding Jerome
Bess, who was moved up to the RKO
Television corporate staff.

Warren had been director of pro-
gramming for waBc-Tv New York.
In five vears with ABC, he was also
director of program services for the
network’s owned tv stations, and ex-
ecutive producer at the network. Be-
fore joining ABC, he was director of
programming at WNBC-TV New York
and hefore that, program director at
weN-TV Chicago.

FRANK Brcet joined Movielab as
a salesman. A film laboratory sales-
man through the past 20 vears, Bucci
was East Coast sales manager for
Pathe Laboratories and hefore that
was with Consolidated Film TIndus-
tries.

REELA DEVELOPMENTS

From Miami, Reela Film Labora-
tories reports a flood of release-print
work coming in to the Florida facil-
ity from commercials producers in
New York. The Wometco division
speeds release prints back to New
York within 24 hours of arrival of
the preprint.

The service is accelerated by
Reela’s Manhattan pick-up service,
which picks up preprints and gets
them on the next jet to Miami.

In the new laboratory in downtown
Miami. Reela provides complete 16
mm, 35 mm, and 8 mm print services,
color and monochrome. For New
York producers working on location
or in studios in the Florida area,
Reela also offers black and white or
color dailies.

COMMERCIALS MAKERS

WILLIAM G, THOMPSON  joined
Tele-Tape Productions as director of
agency sales. For the past 15 years,
Thompson had been with NBC, most
recently as an account executive with
NBC Spot Sales. e started with the
network as sales promotion manager
in its co-op sales department.

saM BRODY joined MPO Video-
tronics as a producer-salesman. An
artist’s and photographer’s repre-
sentative for the past 13 years. Brody
had headed his own rep firm. Sam
Brody Representatives, since 1939,

Television Age. October 7, 1968
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SELLING COMMERCIALS

Lowes Companies. inc. - Sterling Advertising

55!

JEFFERSON PRODUCTIONS, Charlotte

Quaker Oats Company « Compton Adv.
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L
¢l {8
o -
- IE © o p———

WGN CONTINENTAL PRODUCTIONS, Chicago

Minute Rice - Young Rubicam

WCD, INC., New York

Ralston-Purina Cat Chows - Gardner Adv.

GERALD SCHNITZER PRODS., Hollywood

Owens Sausage Farm - Bloom Adv.

JAMIESON FILM COMPANY, Dailas

Uniroyal “Keds" « Doyle Dane Bernbach

PAUL KIM & LEW GIFFORD, New York

Playtex Bra « Young & Rubicam

PELICAN PRODUCTIONS, INC., New York

Volkswagen of America, Inc. - DDB

VIDEOTAPE CENTER, New York
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In Seattle, JEFF DeLON joined King
Screen Productions as  production
manager. A\ 15-vear veteran of film-
making on hoth Coasts, Del.on had
heen executive producer and diree-
tor of West Coast operations for De
Sort Fisher. Earlier, he was with
VPl in New York. FilmFair in Los
Angeles. and hefore that was assistant
production manager of Shelle Pro-
ductions. working on Naked City.

DJM Films, Inc., New York edi-
torial service and release print firm,
has set up a West Coast operation.
Heading up DJM West, at 11 North

Las PPalmas Ave., in lollvwood, is
Boi NYE, who had heen vice presi-
dent in charge of sales and release
prints at Cascade Pictures.

BIRDS AND BOYS TOGETHER

Over in Britain, Chuck Barris is
working with the BBC on a British
version of his U.S. show, The Dating
Game. Jonathon Debin, who works
with Barris is producing hoth a day-
time and a nighttime Dating Game
for ABC-Tv in the States, is now in
London setling up ways to pick con-
testants,

Live-action — Animation

Graphics — Special Effects
Traditional — Avant-quarde
Film —Tape

SOL GOODNOEFEFE
PRODUCTIONS

215 East 37th St., New York, N.Y. (212) YU 6-5385-6

INC
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MR. COLOSSAL

In the works for the 69 season
on NBC-TV Saturday mornings is
The Colossal Show, a half hour car-
toon show set in ancient Rome. A
step-deal with the network has been
made by Total Television Produc-
tions. which is now working on the
pilot. The show will feature a fast-
talking character called Mr. Colossal,
who. in the premise of the show,
runs the Colosseum in Imperial
Rome.

JAVITS AND JOSH

Senator Jacob Javits of New York,
running for re-election against Paul
O Dwver, is using videotape to make
a pitch for the youth market—or
rather. the vouth vote.

One of the ’30s goes like this:
“My son Josh is 18 vears old. I think
he's old enough to vote. This is Sen-
ator Javits, and I'm doing all I can
to wet Congress to lower the voling
age.” Videotape Center of New York
produced a spate of 30s for the sen-
ator in studio and on location around

New York.

THE BARTER KINGDOM

Pepper & Tanner. the big barter-
and-jingles house headquartered in
Memphis, has nabbed the tv distribu-
tion rights te feature films to be pro-
duced by Major Artists Pictures, a
production entity set up last month.

MAP plans to make 20 “A” pic-
tures in its first year of operation.
Each of the pictures will be budgeted
above %500.000). They will go into
tv  distribution immediately after
theatrical runs.

QUICKER DUBBING

A way to play hack instantly a
dubbing take in complete synchroni-
zation with the picture has been de-
veloped by Manhattan Sound Studios
in New York. The new method en-
ablex the next take to be made right
upon playhack.

Melvin L. Gold, president of Man-
hattan Sound. said the new system,
called Magna-Tech Electronic Post-
Svne Svstem, makes “looping” a
thing of the past. (“Looping” is the
conventional method of dubbing for
eign films by cutting a film up into
loops and running each loop around
until dubbing is completed.) The new
svstem enables playback of each
voice on a separate track.

Television Age, October 7, 1968
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EAST SIDE, WEST SIDE

It was almost like the good old
East Side. West Side davs again.
There on the set were George C.
Scotl. hero of the socially-conscious
tv series of some five seasons ago
on CBS-TV. 11t will be remembered
Scott played a tough-talking but ten-
der-hearted social worker).

There too was New York's Mavor
Lindsayv. who before winning the °64
election as reform candidate for
mavor had served as the real-life
model for the "New York congress-
man.” played in the tv series Dby
Linden Chiles.

Scott and Mayor Lindsay were on
hand at Videotape Productions of
New York to tape a pool of spots for
the New York Urban Coalition Cam-
paign. Also taping were Father John
Culkin, 5.J.. head of the Center for
Communications and Arts at Ford-
ham University (and therehy boss of
Marshall McLuhan, Schweitzer pro-
fessor of humanities in Father Cul-
kin's department) ; and Bennett Cerf.

Mavor Lindsav, Father Culkin,
Cerf and Scott each appeared separ-
atelv in a spot. wearing an “I Give
a Damn™ button. The voice-over for
all of the spots was done by Lloyd
Bridges. as follows: “lf vou give
a damn about the people in our
shettos. wear this button . . . George
C. Scott does.”

The spots were created by a num-
ber of admakers at Young & Rubi-
cam, all working as volunteers for
the Urban Coalition: assistant cre-
ative director Tony Isidore. art di-
rector and production supervisor Art
Harris. and art director Bob Engel.

Adrian Riso of Videotape 'roduc-
tions directed the spots. The spots in
the new pool will be used across the
country.

NUTS AND BOLTS

Kicking off a series of workshops
on tv and film production and screen-
writing on Monday night, October 7.
the New York chapter of the Na-
tional Academy of Tv Arts and Sci-
ences launched three separate cours-
es. each of them to run to some dozen
sessions,

The courses will he using the pro-
duction facilities of Berkev Coastal
Opticals Divicion of Berkey Video
Services ), NBC.TV. National Record-
ing Studios, Reeves Sound Studios,
TVC laboratories, and weBs-Tv New
York.

ON THE WAY

Now in production around Sausa-
lito and elsewhere in the San Fran-
eisco region is Houseboat, pilot being
produced by P’aramount in a step-
deal with CBS-TV.

Executive producer on the pilot is
Bill Asher, producer and director of
the Bewitched series: with James
Parker and Arnold Margolin as pro-
ducers. Parker and Margolin wrote
the script.

Chuck Barris Productions is pro-
ducing a new game show called
Three's a Crowd for ABC-TV. For-
mat of the show: a man’s secretary
is pitted against his wife in a con-
test to see which of the two knows
him best. {Well. if it doesn’t succeed
as a game show, it could always bhe
turned into a sitchcom).

Shooting  already  started last
month on a series not due on the air
until next Fall: The Survivors, the
saga Harold Robbins has worked up
for Universal Tv and ABC-TV.

Regular production began on the
series as the first episode was en-
acted hefore the cameras in the south
of France. The 60-minute series,
called Harold Robbins” The Survic-
ors, looks to he mid-century Ameri-
ca’s answer to The Forsvte Saga,
the great Galsw orthy opus that traced
the rise of a mercantile family
through several generations.

Each of the hours in The Survivors
will be a completed story. however
nothing. no one, to he left hanging.

The regular cast of the Robhins
series are Lana Turner. George llam-
ilton. Kevin MecCarthy and Joanna
Cameron.

The Forsyte Saga, meanwhile, has
heen going strong in television-—in
England, where Sundav after Sunday
the 26-part BBC-TV dramatization of
the novel has been plaving to huge
audiences.

+MERIDIAN

Lee Koslowsky =

< EDITORIAL SERVICE

COMPLETE
' l_ EDITORIAL
SERVICES
T
Bette Thompson =+ Ken Cofod DISTRIBUTION

45 West 45th St., N.Y.C. 10036 TELEPHONE: 581-3434

Television Age, Octaber 7, 1968

www americanradiohistorv com

RALPH KESSLER
TOM ANTHONY

Recently . .

Breakstone Yogurt
Johnson & Johnson Lotion
Monsanto

Welchberry Cockiail
Bulovo

Eastman Kodel
General Motors
Gillette “Heads Up"
Magnavox

Ajax Cleanser

Kool Aid

Yuban Coffee

N.B.C. 1969 Promos
Breck

Silva Thins

Behold Furniture Polish
Pertussin
Gainesburgers

Stridex

IDEAS IN MUSIC LTD.

19 E. 53 ST,
NEW YORK 10022
PL 3-8313
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Wall Street Report

Real togetherness. \[ovie making
and television are now about as close
as Siamese twins, and thev’re getting
even closer, if that’s poessible.

The reason is obvious: more and
more of the movie makers’ work is
aimed either directlv at the television
market or eventually finds its way
to the small screen as an “old
movie.”

That explains some of the mergers
in the past, hut here’s an item that
has Wall Street asking questions:
Why does Columbia Pictures want
1o merge Screen Gems. since it al-
readv owns 80 per cent of SG?

On the face of it. neither side is
going to gain from the deal. It's an
even malch: the holders of Screen
Gems will be euntitled to one share
of Columbhia for each SG share.

On the hasis of recent market
price, Screen Gems holders will he
slightly ahead on paper: SG (traded
on the American Siock Exchange)
has heen selling at around 37, while
Colunibia Pictures (New York Stock
Exchange, symbol CPS) has heen
around 39.

But this is academie, particutarlv
since the gup seems to be closing.

Similar figures. (olumbia Pictures
at about 39, has a price/earnings
multiple of about 18 on 1967-68 per
share net of %$2.11, and the 6()-cent
dividend provides a negligible vield
of 1.6 per cent. Screen Gems has a
price/earnings multiple of about 22
(on iis recent price of 37) times
1907-68 per share net of $1.58.
Screen Gems’ dividend of 60 cents
provides a vield of 1.7 per cent.

The figures all the way down the
line are so close they might as well
he the same and, on that basis,
the one-for-one share-exchange deal
couldn’t be more fair.

The coincidences don’t end there.
Columbia Pictures and Screen Gems
have an almost-equal rate of gain
in earnings. CPS, for instance, has
had steady gains since 1903, when
it made 51 cents, ofl sharply from
the 87 cents per share earned the
previous vear. Since then, hewever,
the numbers have heen rising nicely:
1966. 53 cents; 1967, $1.35: and
this vear, $2.11.

Screen Gems has shown similar,

52

but less erratic, profil improvement:
1964, $1.03; 1965, $1.18; 19606,
$1.31; 1967. $1.41; and this year,
81.54.

Both  companies, it should be
note, had significant gains in the
1968 fiscal vear (which, in bhoth
cases, ended in June). As a resuh
there has been improvement in the
market price of both companies.

Historically, Columbia’s price has
fluctuated between ahout 17 and the
mid--10s, while Sereen Gems has a
range hetween 20 and the mid-30s,

Columbia looks good. Right now,
the market is favoring Columbia for
three reasons—all of them movies,
The main reason, of course, is
Funny Girl.

Columbia wouldn’t give an esti-
mate on what the musical would
do for earnings nexi vear, but added
that “it should do plenty. We think
we have a big hit on our hands.”

Before Funny Girl got the big
hoost in New York, Columbia can-
nily “tested” it in Dallas and Mil-
waukee to see il the storv of the
Jewish Cinderella would go over well
in such places. It did.

The other two movies that the
Street thinks should help Columbia’s
earnings are Oliver!—the Dickens

storv—and a blockbuster Western
titled MceKenna's Gold.
SG more stable? \larket prices

aside, the merits of hoth stocks are
about even. If anvthing, Screen Gems
has the slight fundamentai advanage
of being nrore stable than Columbia,
whose fortunes have fluctuated with
the success of its movies.

Columbia’s main business is in
financing and distributing independ-
ently made movies and in producing
and distributing films for television.

The meost recent income hreak-
down available (1967 results) shows
these percentages: film rentals. 54
per cent of gross income, licensing
of old movies to tv, 8 per cent, tele-
fthin series, 23 per cent and “other”
15 per cent.

Screen Gems operales VHF sta-
tions in Salt Lake Citv, New Orleans
and San Juan. It alse distributes
programs it either produced itself
or acquired from independent pro-
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ducers. It also has a library of pre-

1948 Universal Pictures
which it markets 10 tv.

Screen Gems-Columbia VMusic, Inc.
is a joint operation of the 1wo
companies, in sheet music and rec-
ords.

mavie:

Why bother? Since Screen Gems
and Columbia have such close ties
anvway (they even share their ad-
dress at 711 Fifth Avenue, New
York) why bether to merge?

“We think it would
numhber of benefits,”
spokesman olfered.

“For one thing, theve will he sub-
stantial tax benefits.”

How, since the earnings and tax
positions appear so similar? “Well,
hoth companies operate world-wide,
in several countries, and there will
be tax benehts . . . it’s complicated.

“Then, tv is now part and parcel
of the movie business.” (Or vice
versa.)

In any event, this is one merger
that really won’t make much differ-
ence to either company. or result in
anvthing approximating a major
shift of power.

[t mav add a greater degree of
stabilitv to Columbia Pictures’ earn-
ings, but the mest significant change
will be that Screen Gems will disap-
pear from the Amex ticker. 1f vou
want to buy Screen Gems, vou’ll have
to buy Columbhia. »

result in a
a Columbia
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TELEVISION AGE

Beginnin" shortly after the first
of the vear, huvers can antici-
pate  heavy spol action from  the
Chemwav Corp.. o New Jersey based
international manufacturer of cos
metics, as well as pharmaceutical and
householil products.

Chemway has recently purchased
Atwood-Richards, “the media sales
and markeling services organization,”
whose president, Richard 1. Rosen
blatt. reports  intensive spot  cam-
campaigns for several of Chemwav's
products beginning in 1969.

High on the list of anticipated
heavv spot users is Lady Esther cos-
metics.  Rosenblatt also mentioned
spot campaigns for such products as
Prettv Feet, Dr. West and Zonite.

These campaigns, he explained. are
still in the planning <tages and will
get underwav once the final hudgets
for next vear have heen determined.

Rosenblatt explained that about
hall of Chemway's " first campaign
will be made up of hartered time that
Atwood-Richards had on hand. As
time goes on,” he explained, the
Chemway buys will be using more
and more new lime,

An end-of-the-summer radio stint
for Preny Feel got underway shortl:
after  Atwood-Richards became a
wholly-ovwned subsidiary of Chem-
wav in late July.

‘We onlv plan to use spot rathes
than network television,” Rozenblan

Television Age, Ocrober 7, 1968
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a review of
current activity
in national
spot tv

explained. “hecanse we have to pro-
ceed on a market bv markel bhasis.
‘The budgels have lo be varied in dif-
ferent instances and in some cases we
will be test marketing a produet.

Rosenblatt feels that network ad-
sevtising is fine for corporate giants,
but that for the smaller fellow “spot
is the onlv wav to go.”

A modestly-scaled  manufacturer
really has a better chance of success,
Rosenblatt pointed up, il he hegins
in the smaller markets and eventually
worhs his way up into the higher
ones.

The essential reason for the put-
chase ol Atwood-Richards by Chem-
wav was to provide a means for
rrowth and espansion. according to
Rosenblatt.

Barbara Ames buys for Procter &
Gamble’s Safeguard soap in Young
& Rubicam’s New York office.
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REPORT

‘As a privatelv-owned organiza-
tion we just didn’t have the resources
for the necessary expansion,” Rosen-
blatt points up. (Chemwav is a pub-
liclv owned corporation.)

In additien te the trademarks al-
readv  mentioned, Chemway also
manufactures Oral B electric and
regular toothbrushes.

\mong current and upcoming spol
campaigns from advertisers and
ugencies across the country are the
following:

American Can Co,
(Hicks & Greist Inc., New York)

An 11-week buy for various AMERICAN
CAN producis broke chorily hefore issue
date. Day as well as early and late fringe
mrinules and 30s will be used to reach
women in 37 markets. Credit Bill Murphy
with the buv.

Amervican Home Foods

(Young & Rubicam Ine., New York)
\ 10.week Lid for CHEF-BOY-AR.DEE
SPAGHETTI SAUCE in gldss jars broke
shortly before issue date. Early and late
fringe a¢ well as prime 30s will be used
to reach women in 17 markets. At the
same time, two fonr-week Hights for the
CHEF's FROZEN PPIZZA and his
PIZZA MIX took to the tube. Again,
early and late fringe as well as prime 30s
will sock the nw-ssage home to women in
10 markets for the lrozen piza; in 25 for
the mix. Credit Jean Maraz with all three
bu

The American Tobaceo Co.

(BBDO Inc., New York)
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FRESNO
TELEVISION
BUYING
MADE EASY

The Fresno ARB Feb/March
'68 shows KMJ-TV continues
to be the best spot buy in Cali-
fornia’s inland central valley . . .

® 13 of the 15 top nighttime shows*.

® Local and nctwork news ratings
double any other Fresno station.

® More periods with metro ratings
of 20 or better . . . more than
all other Fresno TV stations com-
bined.

® 216 quarter and hal{-hour firsts
per week . . . more than all other
Fresno TV stations combined.

® 44% average Metro Share of
audience in prime time.

The Fresno NSI Feb/March
'68 also confirms KMIJ-TV’s
viewer leadership.

Smart advertisers know KMJ-
TV prodices sales residts in the
$1.86 billion Fresno Market™ * .

*Total number of homes.

**Sis. Mgmt., '67 Copyrighted Survey (Eifective
Buying Income.)

Estimates subject to errors, variations, and interpre-
tative restrictions inherent in sampling surveys.

McCLATCHY
BROADCASTING

O KMI-TV (O

BASIC NBC AFFILIATE
REPRESENTED NATIONALLY BY
KATZ TELEVISION

Agency Appointments

nAvID GUEST was mamed director
of data and systems at Young &
Rubicam. New York. Guest. who

GUEST

has been with the agenev sinee
1939, was named a wvice president
last April. He succeeds Joseph St
Georgis,

JONN Ko COYNE  joined  Arthur
Meyerhofl  Associates. Chicago, as
an aceonnt supervizsor, Covne who
will work on the EJ. Braeh &
Sons and the James Beano Distilling
Co. accounts, had heen a vice pres.
ident and aceount manager at Fuller
& Smith & Ross

K.L. RICE joined  Hoefer. Diete
rich & Brown, San Francisco, as a
vice president and account super-
visor. Rice was formerly director of
advertising for Hills Bros. Coffee,

S POt  (From puge 53}

A push for various AMERICAN
TOBACCO products gets started at issue
date. Early and late fringe minutes and
30s as well as prime 20s and IDs will
be used 1o reach both men and women in
the top 50 markets till Decemnber 31.
Credit Marge Lashene with the bury.

The Andrew Jergens Co.
(Cunningham & Walsh, Inc., New
Yorl)

A final fourth quarter hid for ANDREW
JERGENS HAND LOTION takes to th
air November 20. Early and Lue fringe
us well as prime minutes will he used

to reach women in approximately 70
markets. Credit Jay FHolland with this one.

Armstrong Cork Co.
(BRDO Inc., New Yorl)
A play for ARMSTRONG CARPETS

zets underway at issue date. Prime 30s
as well as late fringe minutes will he
nzed to tell women in from 20 te 235
markets all about the wlvantages of the
carpeting for five weeks. Hal [avis is
the huver.

Bristol-Myers Co.
{Foote, Cone & l)’f'/(lin_g Inc., New
York)

'Continued on puge 36)
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JOSEPH F. HYLAND was promoled |

1o assistant account exceulive in
the Chicagn division of Needham,
Harper & Steers, Hvland joined the
agency in 1966 a: o member of the
trafhic department. and entered the
account  nanagement  training  pro-
ram carlier this vear.

BRUCE M, OnZA was clecled a viee
president at Ogilvy & Mather, New
York. Odzr. whoe juined the agency
in 1964. i~ an aceount supervisor on
several General Foods products.

Jay s, wibole was named a senior
vice president and management
supervisor at N.W. Aver & Son

RIDDLE

Chicago. Niddle joinedl the agenc
in 1962, was elected a vice president
in 1965, and hecame account sup-
ervi~or on Alberto-Culver in 1967.

DTV

COVERING A

VITAL

area of
Central W. Virginia

WDTV

FAIRMONT,
CLARKSBURG,
WESTON,
WEST VIRGINIA

John North + Vice Pres. & Gen. Megr,

O,

ACTRI wenan

Represented by
Avery-Knodel

Televigion Age, Dctober 7, 1968


www.americanradiohistory.com

One Seller’s Opinion . . .

DO BUYERS WEAR STRAIT-JACKETS?

There is genuine concern among reps that demographic buving guide-
lines established by media planners are being too stringently followeid
in the purchase of spot television schedules.

When a television availabilitv request includes information for women
L5.34, a buyer will usuallv direct his attention to this column alone—
establishing a cpm women 18-31 and selecting those areas which are
most eflicient against this target group. Concern for total women effi-
ciency is of a lesser degree, and sometimes not even considered.

The American Research Bureau is also concerned that buyers ma;
limit their criteria to specific demoegraphic hreahdewns, and has issued
a “Target Audience Profile Guide™ suggesting thal the need grew just
from this practice of huvers te consider only one primary demographic
group in the evaluation of spot television availabilities.

ARB further states that “this technique, although time-saving, often
overlooked the marketing value of audiences in other, even though lesser
important, age groups. Additionallv, decisions made on one target
audience segment (and consequently one sample segment) were less
reliably based than the larger sample afforded by the combined age
group estimate.”

Every monthly ARB contains nine columns of information relating
to the varying degrees of product consunption by different demographic
age-group breakdowns. Each column is based on a diflerent combina-
fion of product consumption values for different age groups.

ARB has established these values in consultation with “advertizers
and agencies, and an analvsis of available marketing dalta covering
more than 80 uadvertised brands among some 80 different product
calegories.”

These available values then have heen developed so thal spot tele-
vision purchasing will account for total potential customer reach, and
not just he directed against the most heavilv indexed category.

However, the availahility of information does net always stimulate
usage. At present, most buyers, while orally relating to the value of
total-potential custemer audience, in praciice purchase television spot
availabilities hased on one specific demographic efficiency. ARB Target
\udience Profiles are rarely used.

Reps are concerned, for if their slations do net specificallv appeal
lo the exact larget demosraphic requested by buvers. revenue will most
probabiy be lost.

Advertisers should De concerned, for their advertising messages may
he directed against a caltegorv which, albeit their heaviest users, may
also be a minority of total potential customers.

Agencies should be concerned, for their huvers mav not understand
marketing goals but restrictivelv follow media planning suggestions.

The question is not whether to advertise to your heavily indexed
potential cusiomer groups, hut whether these groups are being too
heavily favored with lack of concern exercised against marginally lesser
value indexes.

Whether schedule improvements, switch-piteh proposals or one time
only “special” availabilities, all are criticallv measured against target
audience elliciencies.

More preciselv, the available market outside of the target audience
becomes of secondary importance value although this lower index. non-
targeted group may account for a majority of both sales potential and
actual value.

A re-evaluation of buying procedures should be initiated to generate
grealer advertiser awareness for non-target bhuying groups.

Television Age, Octoher 7, 1968
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KOVR-13

HRST

IN PRIME
TIME

METRO SHARES

Look at these prime time
figures:

® The Sacramento/Stockton
ARB Feb-March ’68 shows
KOVRdelivering35%
share of audience in the
Metro Area.

® CH 13 now delivers more
than 100,000 homes — a
16% increase since Novem-
ber, 1967.

® Also KOVR delivers more
people in the important 18-
49 age group than any
other Stockton/Sacra-
mento station.

Get vour message on KOVR -

13, the station that is growing

in California’s 3rd TV market*

— a $5.3 billion market™*.

*SRDS Mar. ‘68 Areas of Dominant Influence

**Sls. Mgmt., '67 Copyrighted Survey (Effective
Buying income.)

Estimates subject to errors, variations, and inter-
pretative restrictions inherent in sampling surveys.
McCLATCHY
BROADCASTING

BASIC ABC AFFILIATE
REPRESENTED NATIONALLY BY
KATZ TELEVISION

S5
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THINK

POWER ...

Texas' highest maximum
rated power ... full color. ..

THINK
POTENTIAL ...

Greater buying opportunity
reaches total market . . . not
available on any other
station in area . ..

THINK
PROGRAMMING...

Stock Market . .. Business
and World News . ..
Children's Programs . . .
Spanish Programming . . .
Bullfights . . .

Variety Shows . ..

Movies . . .

THINK

Covering Houston-
Galveston ... Texas' richest
market.

Full Color and Texas' highest
maximum rated power.

VWY-TV

CHANNEL 18/ KVVV-TV
Executive Sales Offices at 1217 Prairie
Houston, Texas 77002

Represented by the Hollingbery Co.

56

Rep Report

ROBERT  LEWI an aceounl ex
ecutive for RRO Television Rey

LEWIE

resenlalives in New York. was ap-
pointed manager of the new KKO
Television Sales office in Atlanta
Lewis has heen with the rep sine
1966.

WALTER 1. KONJOLKA joined Metro
TV Sales as an account execunve
in the reps New York office. Kon
jolka had heen a v aceount execu
tive al Edward Petry & Con.

SI’"‘ (From page 54)

A< parl of a curporate hid, spots for
various BRISTOL-MYERS products break
October 14. Piggvbacks will be nsed in
day positions to reach voungzrers in a
half-dozen markets through December 22,
Karen Silversiein s the contart.

Carter Wallace Ine.
(Sullivan, Stauffer, Colwell & Bayles

lne., New Yorlk)
A 13-week onting for ARRID EXTRA
DRY DEODORANT and RISE SHAVING
CREAM broke shorily helore issue date.
Early and late fringe minutes and 30s
will be used to plug hoth products in
about 50 markets. Eric Hirvonen is the
huver.

Continental Baking Co.

(Ted Bates & Co. Ine., New York)
Commereials for CORN CAPERS and
WONDER CHIP’S will be eating up
airtime 1ill November 245 Split minu

10 seconds for the chips and 20 for the
capers, in fringe and day pozitions will

be used to reach women in nine Southern
marhets. Dan Monahan i« the buyer. A
drive for PROFILE BREAD end.
November 16, Day minutes as well as
early and late fringe 30s will be used to
acquaint women in ahout 20 markels
with the diet hread. Anna Zgoraka

the huyer

General Foods Corp.

(Beuton & Bowles Inc., New Yorlk)

Commercials for PIZZA STIX will be on
{Continued on puge 57
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CHURCIIL) HELLER and DANIE
). serkenry joined H-R Television's
Corinthiun Division, New York,
calesmen. Miller had been an ag-
count exee at TVAR: Berkery was
in the cales department at \ver
Knodel. At the same time, oy
cieswiek joined the Corinthian i
vision as research manager. Ches-
wick had been in the rescarch and
promation  department al Kats

BlLL REMSKY joined the New York
Hes staff of Katz Television-Mid
west. Remskv, wha had been with
Edward Petry & Co., replaces Rill
Branch who resigned.

LYLE DBENASION VAN VALKENBURGH
Jk. was named an account executive
on the West Sales Team of Peters,
Criftin, Wondward, New York. Vun
Valkenburgh, who joined the cre-
ative Sevices Depariment of the rep
carlier this year, had been a buver
at Ted Bates & Co.

ARTHUL L. GOLDSTEIN and ALBERT
s. aazzonNl joined the New York
sales team of Averv-Knodel. Gold-
stein had been a salesman at Edward
Petry & Co.: Mazzoni was a media
buver at Ted Bates.

Who's

Who

In
Des Moines TV?

ho

...that's who!

N3 COLOR 13
DES MOINES, IOWA

Television Age, October 7, 1968
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Profile . . . . . .

Dan Monahan, media buyer at
Ted Bates & Co., New York, is a
friendlv Irishman who collects while
pennies, married a true colleen and
has been huying time for the past
10 years.

This last attribute makes his com-
ments about timebhuying past, pre-
sent and future more than mere opin-
ion.

Since he began buving time in
the late SUs. Monahan has seen a
lot happen in what he terms a “truly
exciting field.”

Bul of all the ups, downs and
turnnabouts that have come his way,
Monahan regards the emergence of
UHF as the most significant develop-
ment.

“For one thing,” he explains lean-
ing back in a swivel chair. “the
emergence of UHF has helped keep
the cost of time down. A UHF in a
vtk market has lower rates, and this
often means that the vHFs will tem-
per their rates simply to keep their
share of the business.”

Monahan is quick to add, “the UHF
stations are also a great boon to the
local advertisers and small businesses
looking for exposure at modest
costs.”

Times have changed. “Years ago,”

S[)O' {From puge 56.

the air through the end of November.
Late fringe minutes and prime 308 will
be used to reach hoth men and women
in about 30 markets. Credit Linton
Bostic with the huv.

General Foods Corp.

{Doyle Dane Bernhach Inc.. New
Yark)

A ride for DREAM WHII DESSERT

TOPPING takes to the tube Octoher 14,

Early and late fringe minutes, 30s and

piggybacks will be used to reach women

in wel! over 20 markets for 10 weehe

Jeff Kameros is the buyer.

General Mils Ine.
(Dancer-Fitzgerald-Sample Inc., New
York)

A push for various GENERAL MILLS
products is airborne eome October 28,
Day minutes 1ogether with early and late
fringe 30s will trumpet the messages
home to women in 48 markets. Carol Ann
Behn and Mike Perkis worked together
on this huv.

Gillette Safety Razor Co.,
division of The Gillette Co.

(BBDO, Inc., New York)

Television Age, October 7, 1968

. . DAN MONAHAN

he recalls, “the U.S. was like Canada
is now. There was generally one,
mavbe two stalions in a market, and
vou ofien took what vou could get.
Now. veu have nmich more bargain-
ing leverage hecause of all the in-
creased facilities.”

The immediate future looks like
a tough one for timebuyers. accord-
ing to Menahan, because this is an
election year and good spols are
hard and expensive 1o come hy.

“The politicians have heen buy-
ing up all the available time,” he
said. “They’ve already poured some-
thing like $24 million into network
time, and vou can pretty much fnrgei
about availabilities on the local
level hecause of elections.

A three.week flight for RIGHT GUARD
DEODORANT breaks November 6.
Early and late fringe as well as prinm
1Dz will be used to reach hoth men and
women in the top 1 markels. Joe
Granda is the buyer.

Interstate Bakeries Corp.
{McCann-Erickson Inc., New York)
A bid for ROMAN MEAL BREAD
hreaks Octaber 28. Day as well as earls
and late fringe minutes will be used 1o
reaeh women in Syracuse, Utica and
Watertown for six weeks. Credit Anil
Grant with the buv.

Joseph Schlitz Brewing Co.

(Cunningham & Walsh Inc.. New
York)

Cominereiale for OLD MILWAUKEE

BEER will be on the air through th

nd of next month. Mostly fringe minutes

and some prime 205 will be used to zero

in or nen in over 35 markets. Dick

Kennv is the huver,

Lever Brothers (‘.n..
(Sullivan, Staufler, Colwell & Bayles
Inc.. New York)

Commercials for REGULAR LIPTON
TEA will be on the heme sereen till
December 28. Day, early fringe as well as
prime 30s will be uzed to hring the

www americanradiohistorv com

“True, the squeeze will last only
through Oclober, but then come
Noventber and December, which are
pretty busy.

“Let’s face it,” Monahan grins. “a
rep is never going to come back with
lowered costs.”

Relief, he adds, should be coming
with the new year.

As for the future, Monahan fore-
sees a dav when nearly the entire
media department will be computer-
ized.

“This is the machine age, and I
feel that the term ‘buver’ may some-
day become obsolete. That's not to
say that the computers will run
everything. It’s just that tomorrow’s
buver will be performing different
functions and will probably be
known as something else. A ma-
chine will always need someone to
feed it information.”

AMonahan has four children, is an
avid sports fan and has collected
something like 825 white pennies.

“They only minted those pennies
during the war, for one year—1943,”
he heams. “Pm going to keep them
all.” He stops to think for a min-
ute. “Maybe I should have been a
bank teller. I would have been very
happy, at least hobbywise.”

preduet mescage to women in a trio of
markets. George Rohrs engineered the
buy.

The Mennen Co.

(1. Walter 1 ’mmpsml Co.,
York)

A Christimas promotion for varioirs

MENNEN produets atarts appearing on

the home screen Novenber 3. Rarly amd

late fringe 30s will he usged exclusively

to reach imen and women in just about

the tap 50 markets 1ill December 21,

Dorothy Thornton is the buver.

New

The National Biscuit Co.
(McCann-Erickson Ine.. New York)
A four-week thghtfor NABISEO
FLAVOR =NACKS for dogs begins
nibbling away at airtime November 25.
Early and late fringe as well .as prime
30s will be used to tempt women in
about 50 markets to buy the treats.
Another buy, this time for NABISCO
MILK BONE BISCUITS legine
October 28. On this go-round, fringe and
prime 30s will again be used to.reach
women in 30 markets. Andy Grant is

the buver for both.

The National Biseuit Co.

(Ted Buates & Co. Inc., New York)
(Coniinned on page 58)
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S[)Of {From page 57)

A Aour-week fling for NARISCO
SHREDDED WHEAT broke three davs
hefore issue date. Early and late fringe
minuies and 308 will he used to carry

the breakfasi messidge 1o women in aboul
H markete. Art Catlanello is the buyer.

The National Biscuit Co.
(William Esty Co. lnc., New York)
A four-week outing for NABISCO TEAM
FLLAKES becomnes airhorne at iseue date,
Day as well as early fringe 30s will he
used to tempt youngsters to try in 31
markete. Jerry Bonsaing is the buver.

Miles Laboratories Ine.
(1. Walter Thonpson
York)

A 13.week Ind for various MILES products
began just hefore issuc date. The full
range of day, early and late fringe as

well as prime minutes, 302 and piggybacks
will be used to reach hnth men and
women in over 20 markets. Credit

Bobbi Colien with the buy.

The Parker Pen Co.

(Doyle Dane Bernbach Inc., New
York )

A four-week tlight for PARKER I'ENS

broke the day hefore issue date. Early

and late fringe minutes will he used 1o

ballvhoo the pens in from 20 to 25
markets. Gregg Sullivan is the contael.

Co., Nen

Pharmacal Ine.
(Compton.  Advertising
Yorl)

Nemn

Ine.,

Commercials for TRI-ACTION wili he
on the home screen until Deceinber 1.
Early and late fringe with the
passibility of some prime 308 will Le
uscd to reach hoth men and wemen in
about 36 markets. Larry Grall is th
buver,

Phillips Petrolenm Co.
(Dancer-Fitzgerald-Sample Inc., New
Yorik)

\ bid for PHILLIPS 66 GASOLINE and
MOTOR OIL starts calling for airtime
on October 13. Earlv and late fringe as
well as prime niinutes will be used to
reach men in San Dicgo, Selanis,
Sacramento, Fresno and Puortland-
Seattle till December 28. Credit Doris
Corrigan with the buy.

The Procter & Gamble Co.
(Benton & Bowles [nc.. New Yorl)

A full-vear stint for ZEST DEODORANT
BAR breaks at issue dute. Early and
late fringe minutes will be uzed to
reach viewers in about 35 markets, David
Rousa is the eontact. Another full-vear
outing, this time for BONUS, broke
shortly hefore issue date. On this
so-round ecarly and late fringe minule~ as
well as primetime piggybacks will he
used 1o zero in on women n
approximately 40 markeie. David
Reinstock is the huyer,

The Procter & Gamble Co.

(Grey Advertising Ine., New York)
A\ full-year huy for PUFFS Lroke shortly
hefore issue date. Early and late fringe
minutes as well as some prime

YOﬂ MAY .EVER SEE A 14-LB. PEARL™_

BUT...Sales Glitter in the 38th Market with WKZO-TV

WWTV/WWUP-TV to your
WKZO-TV schedule.

With a 49% prime-time share,}
WKZO-TV is a real gem in
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-Sauit Ste. Marie), add

t Source: ARB, 1967.

* The Pearl of Allah is 9V inches long
and 515 incher in diameter,

WKZ0-TV

100,000 WATTS ® CMANNEL] ® 1000" TOWIR
Srudlos In Both Kolomaroo and Grand Raplds
Far Greater Western Michigon

Avery-Knodel, Inc.

Exclusive Nationol Representotives

www americanradiohistorv com

piggybacks will he used to carry the
product message home 1o women in
ahout 25 markets. Joe Breen and Janet
Grossman are the huvers.

S, C. Johnson & Son Ine.

{Benton & Bowles Inc.. New York)
Commercials for GLORY RUG
CLEANER will be on the air throngh

the end of this month, Day as well as
fringe minutes will be uzed to carry the
word 1o women in from 20 to 25
markets, Larry Lametina followed thi
buy through.

Schick Electric Ine.
(Dancer-Firzgerald-Sample Inc., New
York)
\ pre-Christmas push for various
SCHICK ELECTRIC items starte on
the air Ociober 28. Early and laie fringe
as well as primetime piggyvhacks will he
used 1o cariy the word to both men

and women (n the top 16 markets.
Carol Ann Beln is the bnyer.

Buyer’s Checklist

New Representatives

winL-Tv Peoria has appointed Ed-
ward Petry & Co. i1s national sales
representative, etfective immediately.

wapnTv Peoria has named Pet
ers. Grithn, Woodward its national
vales  representative. effective im
mediatelv,

Network Rate lncreases
NBC:

winio-tv  Toledo
€175, effective March |

from $100 to
1969.

Station Changes

KTvar Medford. Ore. ehanged its
call letters to KoBt as of August 19,
1968. The station is a secondar:
affiliate of the ABC Television Net

work.

Media Personals

KUSSELL SwENsON joined Need-
liam, Harper & Steers. Chicago, a
a media snpervisor, Swenson was
formerly 2 mediaman in the serv-
ices of Rink, Welle & Associates,

RENE BRONDER was named assist
ant media direcior at Sander Rodkin
Advertising. Chicago.

NEVILLE wag named
media  director at - Solow/Wexton,
New  York., Neville was  formerls
president of hig own sports hroad-
casling fir. Sports Equity. He re-
places Johin Eckstein,

JAMES ).

TONM GARRABRANT  wias  appointed
a media group head at Nerman,
Craig & Kummel, New York., Gar-
rabrant had Dbeen with Jolm F.
Murray Advertising. where he ro-
rdinated alt of the American Home
Produets” spot activity.

Television Age, Ociober 7, 1968
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Tulsa
of the
Tulsa -

buying
power!

delivers 48%
S5 hillion
Oklahoma City

Television Age, October 7, 1968
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Only a portion
ﬂ of the goods

received in
Oklahoma City stays
there. A surprising
percentage is immediately
sent up the turnpike to
TULSA. For Tulsa.
Oklahoma's second majer
TV market. is the
merchandising hub of
the "Magic Empire;
embracing parts of four
states. The 52-county
Tulsa TV market hoasts
an effective buving
income of more than
two billion dollars: a
whopping 48°% of the
combined Tulsa-Oklahoma
City potential .*

Tulsa's three full-color
television stations,
representing sll three
major networks. can
unlock this rich market
for vou. Try correcting
that 80-20 vision to 52-48

then see how bright
vour sales pigture can
look in Oklahoma!

*Salus Management Survey
of Huying Power 1487

AWTUL-8
Sy

RVOO-2
hOTV-6
<2

39
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NewsLink!

Tue People Behino Te News In Milwaukee

For comprehensive coverage by reach over 12% more households LOOK FORWARD TO WTMJ-TV « NBC
Wisconsin's largest news staff. per day than our competitors '™ The Milwaukee Journal Station
Milwaukeeans turn to WTM[-TV To make vour message reach more WTMJ _Tv
..winner of the 1967 Milwaukee in Milwaukee . .. contact our
Press Club Award for spot representatives: Harrington, Righter
news reporting. & Parsons — New York o Chicago e
But whether it's news time San Francisco ¢ Atlanta e Boston
Sports time — or any time ¢ St. Louis ¢ Los Angeles,

Milwaukeeans consistently Look
f‘()l'\\'ﬂr(l to WFI\H.TV for ”"“ bes! *ARB 1967 Telovislon Market Ansalysis

in viewing pleasure, That's why we  Subject 10 qualilications listed in said report 6-68

60 Television Age, October 7, 1965
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Production costs (From puze 37

prudent in his use of talent on and
off screen.

He'll recormmend the creation of
commercials that fiigure to merit long
runs. le’ll urge the client 1o pro-
duce commercials in a group rather
than one hy one, knowing that this
gambit can save the client 20 10 30
per eent in a package,

There are other effective wavs Lo
hold ecommercial production costs in
line at the agencv. Preserving ma.
terials for future use is one, giving
the editor enough working time so
that he’s satisfied with the cut before
he sends it out is another.

It’s vitallv important to hang tough
when it comes to schedule dates.
There are about 30 people on the
average involved in setting up shoot-
ing schedules. and it cests monev to
shift them around.

Wateh the weather

Another tip: plan carefully as far
as weather is concerned, so you're
able to move into a studio if the
rains (or snows or fogs) come.

The relationship which the agzenc
producer has with the production
house is one of the kev elements in
eflective commercial proiduction.

Any canny production house execu-
tive will be verv careful to evaluate
the agency producer in terms of his
experience, his initiative, the degree
to which he is in control, his abilil
to make a decision. and whether or
not he’s running scared.

An astute evaluation early in the
game can save hoth monev and arief
as the job wears on. If the producer
comes up wanling in the evaluation.
the production house may feel justi
fied in adding a little padding to its
bid as a safeguard.

Viva the cool producer

On the other hand, if the produe-
tion house has confidence in the pro-
ducer, the bid will be tight—in ellect,
a bet that the producer will not lose
his cool when the chips are down.

Commercials production is ver
much a two-wav streel, then. That
i’s a complex and expensive propo-
sition no one can denv. But it can
be less expensive and more eflicient
if foresight. planning and common
sense are applied by the agenev per-
sonnel involved in the work at the
production house and in the shop. ®

Television Age, Ocrober 7, 1968
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Represented by Edward Petry & Co., Inc. @ l.i
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The Original Station Represantative

Secret weapon.

Channel 40’s nose for news has made it southern

New England’s favorite news medium.

No less than 22 local NEWShbeat reports each week
keep over 1,000,000 New Englanders

(52 billion worth!) turned on. And on. And on.
Which makes NEWSheat great news for advertisers
with a nose for profits.
Because it means that at least 22 times each week,
Channel 40 isn’t Channel 40 at all.
It's Channel 1.

40

WHYN TELEVISION/SPRINGFIELD, MASS. 01101
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Locations {From page 38)
the other. Discounted, it seems. were
such possibilities as a combination
of the Oregon coast and Mount
Rainier. or of Mount Whitney and
the California coast.

Last vear the great jet exodus to
delightful locations abroad  dimin-
ished to a trickle. Agency manage-
ment was getling wise lo lhe game,
and. of equal importance. the ac-
tors unions in the states were be-
einning to lake a stand aboul such

“runaway”  production. or rather
that part of the Great Search which
was indeed “runawav” . flown
off to heat residuals, not just to
whoop it up in beauty spols.

Back in the States, the hunt for
fresh locations intensified.

Perhaps the hungriest of all ac-
counts for fresh locations is Salem
cigarettes. the R. J. Revnolds brand
handled by the William Esty agency.
William Muyskens, senior vice presi-
dent and commercial tv and radio
director at Estv. said the agency

A truly creative team.

Audio

PRODUCTIONS INC.

. Civision of Novo
i B30 Ninth Avenue, New Yark, N.Y. 10036, (212) PLaza 7-0760
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ranged all over the northeastern
United States to find idvllic verdant
spots for the Salem commercials,

“We go where the green is, and
we may move from Tennessee north-
ward following the early advance of
the spring, seeking a certain kind
of springtime green.” What makes
the scouling job tough. Muyskens
said, is finding spots that have a
combinalion of the intense, bright
areen: rapidly running waler, and
vistas.

W hen nature needs help

Once.  he  recalled, shooting a
Salem spot in California, it was
necessary to truck in greens to make
a “set”. a scene, a location. that
would look like a New England
stream. It's often been necessary to
“dress” locations, Muyskens said, and
sometimes lo build a stream or re-
roule one,

Location scouting can take a lot
of time, and cost plenty. To find a
“Frankenstein™ castle for a Volks-
wagen spot, commercials director
Howard Zieff sent one of his as-
sistants to Europe. The scout hopped
all over the piace. checking out hun-
dreds of castles in France, Austria.
Germany. Ile had been at it for two
weeks without finding the “right”
one when he came across a castle
on the Rhine that looked like it might
have heen inhabited by Frankenstein,

The time, trouble and cost of lo-
cation scouting has led a number
of specialists to set up location-
scouling services. The most recent of
these is in Florida, where veteran
film maker Sam Segal last month
sel up Producers Location Services.

(Continued on page 68)

Louis Dorfsman has been appointed
vice president, edvertising and de-
sign, CBS Broadcast Group. Dorfs.
man, who has been with CRS since
1946, will head a newly-formed de-
partment.

Television Age, October 7, 1968
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Later, he’ll make a second-rate tape.

But it's not his fault. Things have just got to go
wrong when the controls for any given function are
spread all over the recorder. Delays and retaping.
Or make-goods. Or worse.

But a tape recorder doesn’t have to be designed for
the convenience of the manufacturer—from the in-
side out. At RCA it’s got to be designed strictly for
the convenience of the user—from the outside in—
for absolute simplicity of operation and mainte-

nance. A simple truth . . . but we seem to be the only
ones doing it that way.

Consider our TR-70 hi-band, hi-fi color tape re-
corder. It's intelligently laid out, throughout. Human
engineered. Controls are grouped by function.
Monitors are eye-level and ear-level. Everything is
instantly accessible, convenient, efficient.

Operation is so straightforward we defy anyone to
make a bad tape on it. Even its fourth-generation
tapes are excellent by any standards.

In fact, with accessories, the TR-70 is really a com-
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Right now,

he’s cutting

the clincher

off a commercial.

plete color teleproduction system. It automatically
corrects those substandard outside tapes line-by-
line, including drop-outs. It has push-button editing,
automatic splicing, too.

If you're interested in numbers, it has the world’s
best specs in K factor, moire, differential phase, dif-
ferential gain. And its performance is superb under
the critical 20T puise test.

But what we're really talking about here is the
clearly visible, unquestionable superiority of tapes
made con the TR-70.

If you don’t believe the difference can be that obvi-
ous, you and your chief engineer owe yourselves a
look at the TR-70.

To arrar.je it, call your RCA Field Man. Or write
RCA Broadcast and Television Equipment, Bldg.
15-5, Camden, N, J. 08102.

'l Broadcast
' Equipment
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v Anderson » Dale Case + Ken (}hampin
Dick Van Bentlietn » Bob kurtz

Humorous

Commercials
and Musical
Conceplts (or
Radio, TV,
and Film

-

SHIELD PRODUCTIONS, INC.

919 Ernst Court, Chicago, Illinois
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Beyond scouting, Segal’s company
handles hiring of local grips and
caffers and other technicians, hous-
ing. transportation. lighting rentals.
honevwagons, ete.

Two vears ago in New York.
Bernard Turek set up Let Me Find
It for You, a service that ranges
from location scouting to finding
desiderata like “eight identical old
Roils-Royees.” wanted for a com-
mercial set in the Jazz Age.

“An immense amount of time is
often consumed by agencies looking
for something that is hard to find.”
said Turek. who earlier worked in
production and in traflic at Papert.
Koenig. Lois.

By maintaining a compendious
file of locations, and hard to find
things. Turek feels he can save an
agency thousands,

Cliffs te clipper ships

Recent  examples of  locations
“found:” An 850-foot mountain,
with one face of it a ¢lifil and no
vegelation. only rocks, at the foot
of the ¢liff. to meet the specifications
of one commercial: a square-rigged
clipper ship. seaworthy and in <ail-
ing  condition: a  gambrel-roofed
barn. front door facing west, made
all of natural wood. gray or rouge
fand within an hour of New York
City )z an isolated racetrack. with
no buildings in the hackground.

All were found in short order. even
though the clipper ship was down
in St. Thomas. Turek found it by
tracing the ship he recalled from the
movie Hawail,

Although when it comes to loca-
tion-scouting. evervhody is in on the
act. most of the actual workadav
scouting is done hyv the commercials
houses, the film  studios. These
usually delegate a location-scouting
chore to an assistant director.

The cost of location-scouting goes
into the below.the-line budget. De-
pending on how intricate the recon-
naissance is. the cost can range any-
where from about 3100 to thousands.
as when it becomes necessary to hire
a helicopter.

The reason studios send at least an
assistant director, and sometimes the
director and/or a cameraman. to
seout locations, is because it takes
a cinematography-conscious expert to
determine when a location is feasible.

\ city facade. for example. may he
just what the art director has dream
of. but there may be no room for

Television Age, Octolber 7, 1968
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a dollv shot across the street.

“Sometimes it’s neressarv (o send
an electrician along on the scouting
mission.” said Sam Mlagdofl, presi-
dent of the Film Producers Associa-
tion of New York, “in order to de-
termine what electrical power will
he available for shooting’

When the studio already knows
of a location for an assignment, Mag-
dofl said. no charge is entered into
the budger, no finder’s fee.

Location scouling can also involve
amateur meteorologv: the ability 10
guess what the weather will be on
the determined shooting dav. Some-
timies weather. or climatic condition,
is the thing being scouted. Magdofl
recalled times when il took hours of
telephening around the counirv to
find someplace with heavy snow on
the ground and sunshine illumining
it.

An agency production executive
said he saw no objection to using
“outside” location services if 1he
scouting looked to be particular]
perplexing. “Bul.” he said. “most of
the time, the studios have no trouble
finding a location in short order.”

Other factors equal, it costs a mite
less to have the location scouted b
the studio—in effect, the studios
throw in much of that cost almost
as if lagniappe 10 the assignment. Or
as one producer noled, “What’s a
couple of hundred dollars when
vou've got a budeet for the produc-
tion of $22.000?7 u

Rosel livde, 'CC chairman, 1was pre-
sented with the distinguished ldahe
Citizen’'s Award by lack Murphy.
lduho’s Li. Governor. The presenta-
tion was made recenily at a dinner in
Boise, coincident with KNBOI Radio
increasing its power to 50 kw on 670
ke. Westerman . Whillock, presi-
dent and general manager of KBOI-
AM-FAM-TV, looks on.

Television Age, October 7, 1968

New Yorkers
get
release prints
fastest

from Reela
in Miami.

Three things make it possible for Reela to beat anybody's
time on release prints: 1. Sophisticated new equipment.
2. Competent, dedicated people. 3. The jet age.

Do like other New York producers are doing now to get
the release prints you need in two working days. Call
Reela’s Manhattan number. We zoom over. pick up your
preprint, and dispatch it by jet to Miami. At that end, we
pounce on it, begin turning out your prints. Perfect release
prints. Sharp. Color-correct. How many do you want?
20? 1007 They're back to you day after tomorrow. So
why settle for less than the best? Call Reela now.

REELA OFFERS: Complete Editorial Services * Com
plete Producer’s Services —Animation—Titling—Sound
Services » Complete 8 mm, 16 mm and 35 mm Laboratory
Services, including black and white or color dailies for
Florida filming.

FILM LABORATORIES INC.
A Division of Wometco Enterprises, Inc,
65 N.W. Third Street, Miami, Florida 33128

Reela in Manhattan: (212) 586-7650 381 Park Ave. South
For service in other cities, call Reela in Miami collect, (305) 377-2611

wwWw americanradiohistorv com
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The
performers

LEADING AFFILIATES BY TV HOME SHARES

Total Day WIS.TV was FIRST Nationwide
Late Night WIS-TV was FIRST Nationwide
Primetime WIS-Tv was THIRD Nationwide

Early Evening

WIS.-TV was THIRD Nationwide

LEADING AFFILIATES BY METRO AREA SHARES

Late Night WIS-TV was FIRST Nationwide
Early Evening WIS TV was SECOND Nationwide
Total Day WIS.TV was THIRD Nationwide
Primetime WIS- TV was NINTH Nationwide

TOP AFFILIATES BY NETWORK
| TOTAL DAY — BY TV HOME SHARE

NBC WIS-TV was FIRST Nationwide
TOP AFFILIATES BY NETWORK
TOTAL DAY — BY METRO SHARE
NBC WIS-TV was SECOND Nationwide
Source: Television Age, July 15, 1968
rerterounte WIS TELEVISION
counts

CHANNEL 10 NBC/COLUMBIA. S. C

A
A STATION Of Jws BROADCASTING CORPORATION, G. RICHARD SHAFTO, PRESIDENT
4

REPRESENTED BY P-G-W

/" WORLD'S LARGEST STOCK
OF RENTAL EQUIPMENT

FEATURING

THE NEW F & B/CECO BNC REFLEX

now with Video Tape Monitor
PLUS
CAMERAS 35mm & 16mm.
Arriflex, Auricon, B & H,
Eclair, Maurer,

EDITING EQUIPMENT.
Moviolas, Synchro-
nizers, Sound

Mitchell (Standard- Readers, Splicers,
NC-BNC) Cine Spe- Rewinds, Film
cial, Doiflex 16. Viewers.
CAMERA ACCES- PROJECTORS
SORIES. Lenses, . 35mm & 16mm.
Power Supplies, De Vry, Bell & Howell,

Motors, Magazines,

C 3 Century, Bauer,
Blimps, Tripods, Dollies.

R.C.A., Kodak, Jan.

SOUND EQUIPMENT. GENERATORS,
Optical and Magnetic Film GRIP EQUIPMENT, ETC.
Recorders, %" Tape Recorders,
Microphones, Mike Booms, Mixers, Accessories. RE:T":IT‘%;*EW
LIGHTING EQUIPMENT. Brutes, 5KW, 2Kw, Spotlights, Se :’VER 2600 II:::}%G

n

Cones, Inkies, Colortrans, Quartz Lights. For Your Copy Today

1 HEADQUARTERS
N Dept.85315W. 43rd St N. Y., N.Y. 10036
(212) JU 6-1420
& C. Cable Address: CINEQUIP Telex: 1.25497

7051 Santa Monica Bivd., Hollywood, Calif. 30038 | 51 East 10th Ave., Hialeah, Florida 33010
{213)469-3601 .. .. ...... . .Telex: 67-4536 1 (305) 8884604 ... . .. . Telex: 31532
Branches in: Washington, D.C./Atlanta/New Orleans/Cleveland
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Musie (Continued jrom page 337

reaction is chemieal ™).

“It started with a print poster.”
Faton recalled. “We sought music
that would be abrasively modern.”

Faton zot composer Rod Levitt to
develop the theme. “The music mo-
tivated the pictures and the words.”
Faton said. Soon the theme became
the musical logo for the bank, as it
reached the TV audience.

Eaton said that Benton & Bowles
secks o work with composers “who
have o thorough grounding in the
language of music. We have no pa-
tience with anyvone too lazy to develop
his talent.”

Faton said there was an increasing
interest in classically grounded com-
posers. for commercials scores. He
also gave a nod to The Beatles for
“their areat contribution in refresh-
ing pop music—they had the wisdom
to zrow and to expand their skills.
Too often among the young groups
there's a tendency to maintain a par-
ticular sound onee it has been worked
out.”

Stvles unlimited

The range of music being utilized
in commercials seores is broadening.
Faton indicated. =In 1959 when |1
joined B&B. commercials music was
pretty. much limited to the styles of
the previous two decades. Now we
draw on 2,000 vears of Western mu-
sical history. and on Eastern musical
history.”

IUs important to be open to evers
kind of music, Eaton went on. ~All
too often. people rush to enmulate a
commercials hit. like Diet Pepsi's
“Girl Watchers.” and the next thing
vou know there are 23 imitation
“Girl Watchers™ themes on the air.
They all do a great job of selling ...
Yiet Pepsi. Imitation may he the
sincerest form of flattery, but it's a
bad selling tool.”

At Dancer-Fitzgerald-Sample. Ar-
nold Brown. viee president and re-
cording director. cited a Bayer As.
pirin campaign and a Peter Paul
candy campaign as instances of the
development of “an aural concept”
before words and pictures. For the
Baver commercials it was the musical
elaboration of a “happy feeling:” for
the candy, “psvchedelic” sounds.

“With the sound. you can develop
an audio image.” noted Brown. who
earlier at McCann-Erickson’s Center
for Advanced Practice was instru-

Television Age, October 7. 1968
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A,

mental in bringing Coca-Cola into
the top 10 field.

“In music now, people are going
for honest. direct expression. No more
the heavy hand of the old movie
school.”

Brown is experimenting with sound
bevond merely music.

“One kind of sound is ‘white
noises.”  or  sound  pollution—the
noises of cities,” said Brown.

Tulk with the enimals

Another kind of sound, Brown ex-
plained. are the languages heing dis-
covered in other orders of life: grass-
hoppers, for example, which can
talk to each other at a frequency of
100.000 cveles as well as on lower
frequencies that are within range of
human hearing: dolphins, with a
vocabulary—or perhaps an alphabet

of some 30 clicks and whistles.

Sascha Burland. of C/Hear, worked
with Wells, Rich. Greene recently an
a campaign for Utica Club beer. The
sound came first, a discotheque
sound, and the campaign touted a
mythical discotheque called, not sur-
prisinglv, Utica Club.

Will Lorin. of Will Lorin Asso-
ciates, pointed to the current General
Motors corporate logo as example of
an ad in which music came first. In
this case, Jose Ferro, of Pablo Ferro,
Filins, designed graphics to the mu-
sic, phrased everv movement to the
music {(“GM-—Mark of Excellence™).

For All detergent commercials cus-
tom made for the recent Mike Todd
special. music was composed by Lorin

Among 103 of Boston’s top ad people returning from a “Mystery Flight” to
Montreal are Bill Ganley, Bobh McCuin, wNac-Tv, Boston: Tom Mahoney,
Eileen Conradi, K&E: Ilave Geiger, BBob Conners, McCann-Erickson: and
Steve Kaplan, Kraft. wxsac-tv sponsored the flight and a preview of Anc-
TV's new Fall programs.

and then animation made to the music
by Arnold Stone at Drew Lawrence.
Productions.

“Music provided the structure.”
Lorin remarked. Even for short live-
action parts of the All commnercials,
music was performed on the set to
give actors and directors cues and
feel for the spots.

Lorin cited a commercial for Lever
Brothers” Silver Dust, that was sung
from start to finish. “It was ‘Flower
Power’, in the contemporary hag,”
Lorin remarked.

In making the Flower "ower can-
tata commercial. music-maker lorin
started with the script, wrote the
music. recorded it. and then the filin

was shot and edited to the music.

Sascha Burland’s Utica Club spot
has had an interesting history.

Burland said the agency wanted a
bright, identifiable campaign for the
vouth market. Five minutes of music
were composed and recorded. Some
sections of it went into tv and radio
commercials. The music was picked
up by disc jockeys in the Utica Club
marketing area; before long, it turn-
ed up in juke boxes. There’s no men-
tion of heer in the commercials, only
that “Utica Club” is a really “wild
place.”

Across the street from Carnegie
Hall, Vardi & Hambro—the com-
posing team of Emanuel Vardi and

CONCEPTS

Bl
B

10 East 49, New York, N.Y. PL 2-8644

MUSIC L LYRICS o

S

PRODUCTION

Television Age, October 7, 1968
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Lenny Hambro said a key develop-
ment in commercials music is that
“the real composer is getting into
it more and more.”

“Arrangers,” said Vardi, “are out
of it now. Anybody can work in a
fixed style or idiom, but when the
style is not obvious, then you're
separating the men from the hoys.”

Vardi, a well known symphonic
composer and an outstanding viol-
inist as well, works in nearly all
styles and idioms, as does his part-
ner, Lenny Hambro, noted jazz
saxophonist, who earlier managed
the Glenn Miller orchestra.

Vardi and Illambro prefer to start
work on an assignment at the story-
hoard stage. “Music,” said llambro,
“is better when you grow with the
commercial, and the interaction with
the agency creative people is invalu-
ahle.”

Commercials music is far more
challenging than the recording busi-
ness, Vardi noted. “There are no
formats and no restrictions in com-
mercials. The instrumentalists who
work in commercials are the hest in
town.

“There’s no fat in this husiness

The pressure is great, and everything
must be precise. Overtime is meas-
ured in 20-minute segments.”

The result of pressure, precision
and professionalism, said Vardi and
Hambro, is that many of the finest
sounds around nowadays are those
in commercials.

“Jingles are a thing of the past,”
said Chico Hamilton, the distin-
vuished American jazz and contem-
porary composer. “It doesn’t pay to
underestimate the intelligence of the
listening—and buying—public.”

Hamilton remarked that music in
commercials was continually getting
hetter. thanks to painstaking crafts-
manship and musicianship, compos-
ing and scoring for every frame of
the eventual picture.

Hamilton. an intense, yel relaxed,
man of enormous presence, works
aut scores in a penthouse overlooking
the United Nations in New York. He
has written scores for dozens of prod-
ucts, for Pepsi-Cola, Wink, Camels,
Winston, Contac, Alka-Seltzer, TW A,
Swissair. among others.

For TWA, Hamilton recently took
the basic melodic line of the “Up Up
and Away” theme and built an intri-

T

B

Iz RIE

LAURIE PRODUCTIONS. INC.

165 W. 46th STREET
NEW YORK, N, Y,
10036
JU 2-2975

THE MAKERS OF
HIT RECORDS

NOW!
THE MAKERS OF HIT COMMERCIALS

JOHN MACK

DAVE MULLANEY

- I
Representing: JEAN JACQUES PERREY

Electronic Commercial Music

-1
I~
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cate rhythmic structure with a wide
range of coloration. The impression
was that of a “trip,” of heing simul-
taneously in Hong Kong. the West
Indies, India, New York. Rome.

“Rhythm,” said Hamilton. *is the
closest thing we have to a universal
language. Melodic structures of other
countries, Japan, for example. may
seem strange to us at first hearing,
but with basic rhythm there’s never
any doubt. There’s no incomprehen-
sion of any rhythm.”

Hamilton said he’s often had the
opportunity to develop a score well
before the concepts for the words
and pictures were sketched out. One
advantage of this, he said. is that the
music may serve to inspire the copy-
wrilers and art directors.

Electronic instruments

He pointed out that electronic in-
struments had a place in the making
of new sounds, but not much rele-
vance to the making of new music.
“An electronic instrument tries to
imitate a ‘breath-blowing’ instrument,
but nothing can equal the beauty
and subtlety of a human being blow-
ing breath into a horn.”

Recause of its ahility to reach emo-
tions—""people hear hefore they see”
Hamilton predicted that music would
hecome more important in commer-
cials generally, and in feature films.
{He did the score for Roman Po-
lanski’s Repulsion, llecht-Lancaster’s
Sweet Smell of Success.)

“The jingle is as dead as the
Dodo,” said James Dolan. president
of Shield Productions in Chicago.
“What agencies want are musical
concepts.”

For example, Dolan cited a re-
cent campaign for Seven Up. “J.
Walter Thompson gave us the phrase.
‘Wet and Wild,” and we went ahead
and developed a musical production,
in complex and finished form, hased
on that phrase. Later. after the
agency had worked out the design
of the film, we went to a final pre-
score.

“Music is now of equal importance
with the words and the pictures.”
Dolan said. adding that in a cam-
paign for Miesterhrau Shield P'roduc-
tions took the slogan, “The Big One,”
and built an entire composition upon
it.

In an assignment for a snowmo-
bile, Dolan recounted. “The track
hecame the story line.”

Television Age, October 7, 1968
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“Music must evolve from the con-
cepl,” said Sid Woloshin of Gavin
& Woloshin, “otherwise you're shoot-
ing with a shotgun.” Once the concept
has surfaced, music can then trigger
ideas, Woloshin added.
can he a double-bind situation when

A problem in developing a sco
an agency “thinks” it wants some-
thing new but reallv wants something
“like” some existing piece of music.

“They tie vour hands and feet and
then ask you to dance,” Woloshin
quipped. What is challenging, he
said, is to work within the discipline.
the obhstacles and limitations of the
job. “If you payv heed 1o them vou
can come up with something.”

The sound they want

Sometimes the first sound an agen-
cv or a composer wants to hear is
electronic music. Jack Holland, of
Jack Holland Productions. has leen
working with composer Mort Subot-
nik, “treating musical sounds elec-
tronically,” for such clients as Pru-
dential, and Brother Electronic Ap-
pliances.

Holland does things like putting
a Kohn Multi-vider (a device that
increases an instrument’s range by
one octave toward the top and toward
the hottom) onto trunipets. flutes.
trombones, and mixing the results
with electronic sound.

“The dav of the demo is dead,”
said Don Elliott of Don Elliott Pro-
ductions, It used to be that an
agency would ask. “give us a demo (a
demonstration of the rudiments of
the score), with a boy, a #irl, and a
piane.” Now, everything is left 10 the
musicman.”

One of the problematic develop-
ments in music, Elliott remarked. is
the multiplication of tracks in re-
cording.

“If you use 16 tracks, vou'd het-
ter have good taste. There’s a temp-
tation for some of the vounger peo-
ple to &l up all those tracks just be-
cause the tracks are there.”

Elliott said he finds that not only
is it no longer expected of him that
he will make a demo, hut that often
clients have commissioned work
from him based on something he al-
ready had in the shop: an earlier
score, or an experimental piece. In
effect, they hought off-the-rack.

Elliott added that so much of the
creating is done in the act of record-
ing that demos are all the more ar-
chaic. All a demo can sketch is the

Television Age, October 7, 1968

Camera Mart savs.
“Hold this ad up to
your ear.”

\ow you have an idea how quietly
the Eclair N\PR 16mm camera runs.

Eclair threw tradition out the window and started from scratch. And
that's how the NPR was born. Completely new; completely quiet.
For example: the shutter claw and registration pin operate directly
off the motor's drive shaft. That means fewer moving parts and so,
less noise. The claw is wedge-shaped so it can slide into perfcra-
tions without clatter or clicking. In fact, the only noise you'll hear
around the NPR will come from you, That's because the NPR's per-
formance is really something to shout about.

FOR SALE, RENT OR LONG-TERM LEASING AT

§% | m CAMERA MART

1845 DROADWAY (60th ST) NEW YORK, N.Y. 10023 = 212-757-6977
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melody. perhaps the least important
of the elements in today’s sounds.

Jim Mack, of Jim & Warren. Inc.,
mentioned the “1I’"d Walk a Mile for
a Camel” campaign as an instance
in which the music was made first: a
whistling tune, which led to “the
creation of the basic structure.”

Mack cited a number of other
campaigns in which the music came
first:  Newport cigarettes. Fnglish
Leather {men’s cologne), Oriole his-
cuits. Myv-T-Fine puddings, Noxzema.
Veteran commercials  composer
Bill Fredericks said that increasingly
music was being hrought into the
conception of campaigns well hefore
the storvboard stage. Fredericks re-
counted that eight vears ago, he had
worked on a concept for Texaco.

“What we had to go with was the
hasic strategy, the copy platform: to
promote the reliability and expertise
of the Texaco dealers. We developed
the music and lyrics: You can trust
vour car to the man who wears the
star. . ."”

In ’67, he followed a similar pat-
tern, or rather absence of pattern. in
developing music and words for
“Evervthing starts with Sinclair.”

“We established the hasic rhvthm

"We cover the +2 Market”
\OWh

L
DI MOINES

ROCKPORD

QUAD
CITIES

#
PEORIA

W

covered by

WHBF

tv « channel 4
TOTAL COVERAGE

1,325,000
A CBS AFFILIATE
MAT'L REP. EDWARD PETRY & CO. INC,

pattern and then wrote the copy.”

“Music is psychologically so im-
portant in the total marketing pic-
ture,” Fredericks noted, “that it is
vital to bring the music maker into
the picture at the earliest opportunity.
“The idea should never be frozen be-
fore music is called in.”

The most progressive elements of
the music world are currently being
tapped for commercials assignments.
One of them is composer Harold
Seletskv, who works in everything
from innovations in classical idioms
to 12-tone combinations to electronic
music, sometimes combining  all
three.

In a U. S. Steel commercial, Selet-
sky created a tone poem with elec-
tronic music depicting activities in
the corporation’s laboratory, and the
use of steel in the space program. To
portray steel in construction work
and daily life, he segued into 12-tone
structures.

Seletsky wrote a 12-tone score for
the Fastern Airlines “Pilot” commer-
cial before the film was edited, and
modified it after the film was com-
pleted, recording the score to the
film. llis latest work is moving into
the area of ““12-tone rock.”

David Lucas, a voung composer
heavily engaged in rock construe-
tions these days, said the advertising
field was falling prev to a sort of
zalloping faddism in regard to the
reigning rock groups of the moment.

“The groups usually don’t have the
discipline to fit music to the require-
ments of a 6( or 30 second commer-
cial” Lucas told TELEvisioN AGE,
“and they have no knowledge of the
weneral advertising and marketing
objectives.”

And so it goes: music rising in im-
portance in the elaboration and
execution of the sales message. No
branch of music is being ignored in
the incessant search for a “sound”
that will put the message across, W
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Voice-Over (From page 33)

moans Miss Beeton. “There are all
sorts of headaches. Where to shoot?
Should we fly the star here to New
York or do we go out to the Coast?”
Once, Miss Beeton recalls, she had
to get Lowell Thomas, Jr., to do some
work for National Airlines. Thomas
was in Alaska at the time and they
had to flv up and get him. and then
flv him back—all on another airline
since National doesn't flv there.

Must approve copy

Miss Beeton also adds that dealing
with big name talent means getting
copy approval, and this is something
casting directors never have to cope
with when working with scale per-
formers.

It is easv to understand why the
stars are anxious to do voice-overs,
but after all is said and done is it
actually worth the cost, the problems,
the Excedrin—does a big name ac-
tually make for a better commercial ?

“First of all, it’s not really the
name vou're after,” insists Miss
Levitt. “The right voice is the thing.

They said it

The stars whose pictures ap-
pear on pages 32 and 33 as
voice-overs on tv commercials
are: 1. Herschel Bernardi
(Jello, AT&T, Bugles, Union
Carbide, Burlington). 2. Jose
Ferrer {(Campbell's Soup,
Chrysler, Gillette Techmatic,
safety helts, Fresh Air Fund).
3, Joel Grev (Yuban coffee).
4. Hal Holbrook (Ajax, Hamil-
ton watches, Continental In-
surance). 5. Van Johnson
(Cranapple juice). 6. Maureen
Stapleton (Minute Rice). 7.
David Wavne (Chrvsler. Amer-
ican Airlines).

E NOW
y
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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 Jess.
With AIRWAYS better combination of rates and serv-
ice, he can rent a car at most AIRWAYS offices for as

This Certificale enlities you 1o 25 Free Miles the nesl Lme
you rent & car from AIRWAYS RENT-A-CAR. AIRAWAYS offers
betier service at lower rates, . starling from $5CO per 24-hout
aay and 7¢ per mlie including gas. oil and insurance

RAemember —when you present this Coupon at any AIAWAYS
Oftice, you receive 25 Free Miles on the AIRWAYS rent-a-car of
your choice’ All major creait cards accepled.

name
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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.

little as $5.00 a day and 7¢ 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 lo aitport. downtown and airport locations coast to coast and Canada.
For free International Directory, write:
Dept. 10 TA

AIRWAYS RENT-A-CAR SYSTEM, INC.
8405 Pershing Drive
Playa del Rey. Californ:a 90291

RENT-A-CAR

FRANCHISES AVAILABLE

ALL MAJOR CREDIT CARDS ACCEPTED. Over 200 offices throughout the world.
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After all
unknown.”
It is the voice, manv creative peo-
ple point out, since actors and ac-
fresses can often inject a certain
special something into a line or two.
As for on-camera ads Ron Holland,
the copywriter chiefl at Lois Holland
Callaway, explains, “There’s no par-
ticular value in just saving Tuesday
Weld, for example, uses a certain
kind of soap, or that Cary Grant
smokes such-and-such a cigarette.
The main thing as far as on-camera
goes is o make sure that the person-
ality and the product jibe—that
they relale—make sense together.”

most voice-overs remain

Joe Louis clicked

Holland cites the agency’s use of
Joe Louis, and his now classic
‘Where were you when [ needed
vou” spot for stockbrokers Edwards
& Hanlev.

Holland whips the tempting idea
of Marlene Dietrich doing a hosier
bit out of the air as another ap-
propos use of hig name 1alent.

“We used Betty Grable, Jack
Dempsev, Casev Stengel and Jane

Russell for Tabby Cat Food,” Hol-

land goes on, “simply hecause the:
represent a look that is exclusively
American. And also, they are unex-
pected cat lovers. It was kind of a
reverse approach of the Louis thing,
but it works too.”

As far as voice-overs go, Holland
finds that. for the most part most
announcers sound alike. “They all
speak in bell-perfect tones and—
nouns, verhs all come out alike. After
a while vou begin to think of mayhe
Tallulah Bankhead for a voice-over.”

Relevance, believability

Gordon Webher, vice president
and director of tv and radio broad-
cast commercials at Benton & Bowles,
explains that you need two things
for name talent 1o bhe successful in a
commercial.

'First, the personality should be
relevant 1o the product,” Webber
points up. “Zsa Zsa Gabor doing a
spot for a household cleaning prod-
uct would be ridiculous. But Amy
Vanderbilt using Glade room fresh-
cnier makes sense. That’s why we did
it. The same halds true for our cur-
rent Texaco spots with Jack Bennv.
Texaco is the gasoline that saves you

Pall Mall 7-minute
cigarette
TWA “The Chase,”
*Foreign Accent”
Fresca £
Cherry Kijafa
Lark Cigarettes
Volkswagen
Clairol
Ballantine
(rock)

Canoe

OavIO LUuCas asSOCIATES 7 WEST 46Th.ST. 1T 1-3970

' }
\ COMpPOSING ARRANGING A&R OIRECTION

Dick Lynch rides herd
on the most hustling film outfit
in town- And his right-hand men:

Precise George Leuck, VP & General Manager
Ed Raftery, implacable Sales Manager
and Armond Lebowitz, half-man, half-moviola.

EAST WEST Div. of Trans-National Communications, inc.

PRODUCTION-EDITING-DISTRIBUTION

322 East 45th St., New York City 10017
889-7272
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money and when you think of saving
money who is the first person vou
think of ?”

Besides relevance, Webber also
adds that there should be a certain
amount of believability to the spot.
The talent should he someone who
could conceivably use and enjoy the
product.

“That’s why we chose Rocky
Graziano for NP-27, a foot powder,
and Edward G. Robinson for Max-
well House Instant Coffee. Robinson
really loved that Instant.

There is no doubt in Webber’s
mind, that name talent is superior
lo average comunercials actors for
voice-overs.

“Now, vou look for the voice that
is diflerent,” Webber stresses, “and
that almost automatically leads you
to leading actors. These are the peo-
ple who can interpret the lines and
give you that certain little edge.”

Stars® voices best

‘Frankly, 1 feel there are times
when a scale actor could do the same
thing,” Miss Beeton adds. “But then
there are also those voice-overs when
the name talents are definitely su-
perior.

“I1’s almost impossible to general-
ize and say when a name talent
makes for a better voice-over,” ex-
plains Stephen Frankfurt, president
and director of crealive services for
Young & Rubicam U.S. “The name
doesn’t make a damn bit of differ-
ence. What you’re looking for is a
person who can understand the copy
and project himself into it.”

For most commercials, it is not a
clear cul case of using biz name
talent, but rather the product, the
spot and the person, all these fac-
tors enter into the picture to make
each instance diflerent.

Getting away from opinions and
subjective preferences, the question
arises, do these name-talent com-
mercials actually work better—do
they bring more sales?

“Generally speaking,” one research
man pointed out, “our facts and
figures show that a commercial with
on-camera big name talent seems to
work better than a similar one with
an unknown, provided the talent is
compatible with the product and the
spot is good to begin with. A poor
commercial will never sell anything,
even if Sophia Loren is in it.” W
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Coming Soon!

1969 TEN CITY
MAJOR MARKET GUIDE
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Television Age
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Pleasc send me copies of the 1969
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D Payment Enclosed
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Awards  (Continued Jrom page 31)

lor the commercials that reallv do a
ainul selling job.,” This feeling was
shared by the top creative man at
big agency. who proposed
setling up a system of awards for
commercials that result in the biggest
increases in sales.

il

Another suggestion was an award
for clients who encourage their agen-
cies to make the most creative, most
effective commercials.

Some admen claim that the success
with which the Excedrin campaign

scored in this year’s tv commercials
competition season is not reflected
in sales, but the agency (Young &
Rubicam) denies this claim. {The
campaign has won more awards at
more competitions than any other
campaign this vear.)

The same claim was made of Jack
Tinker & Partners’ recent campaigns
for Alka-Seltzer, but again the
agency denies it.

Even those who find fault with
come aspect of awards say that in
the long run the existence of awards
is beneficial to the industry.

Who made

Pepsi Cola—"Jack Tops.” BBD&O. Agency Producer: Arthur Gager. Produced by
MPO Videotranics. Inc. New York. Director: Peter Tytla. Cameraman: Larry Pall.

Who else?

See the hottest sample reel in the business. MPO Videotronics, Inc., 222 East 44
Street, New York, N, Y. 10017, (212) 867-8200/Also in Chicago and Hollywood

www americanradiohistorv com

Said one agency  executive.
“Awards spotlight much of the best
work that is being done, and so
serve lo encourage more good work
throughout the industry.”

But a top creative man at one
of the largest agencies said that all
too often awards go “lo the tech-
nology and the technigue, and not
to the selling impact, because there’s
no way to connect a sales success
to commercials.”

A veteran observer remarked that
he thought a fault in awards is thal
they are given with no consideration
of the marketing situation. Thus, he
said, awards often go to commercials
that do the best “generic” job, not
the best job for the product.

Bans across the sea

Distinctions hetween national and
international award structures have
led to some lively contrelemps.

The Screen Adverlising World As-
sociation bars any entries that have
won in any other international fes-
tival. In 66, an American studio,
P’GL Productions, held the Coupe de
Venise in ils hands for some 24
hours until the contest administrators
learned that one of the commercials
with which PGl had earned the
sweepstakes prize earlier had won an
IBA award. In "68. PGL won the
sweepslakes cup and held on to it.

The growing number of interna-
tional  commercials competitions-
there’s one starting up this season in
Tokvo—presents a phenomenon uni-
versally approved by admen. It opens
up communications among advertis-
ing professionals on a world scale.

Among the other international
contests is Cork. held every Septem-
ber, a commercials contest run as
part of the Cork Film Festival. In
the five years the event has been
run, the British have predominated,
but U. 8. participation is on the
upswing.

SAWA is important more for the
international exposure than for the
prestige of the victory—although a
SAWA prize carries considerable
weight when a U. 5. commercial
wins, since the climate of the con-
test is predominantly European. It
is not parochial, though. U. 8. com-
mercials have dominated the events
at Cannes and Venice in recent
years. Much as when an English-
language commerciai from abroad
wins in the ]BA, prestige to the
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- identify areas of
primary buyer interest

- sharpen sales approaches

o e ,.-] aceriiing 197
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- improve sales promotion e

Separate Bulletins cover comments of agency and advertiser
media executives on Broadcast, Newspapers, Consumer Mag-
@azines, Business Publications. They are free to all media
owners, their sales.and tatfs, and their a

vy
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£ pr 5 ‘
Bob Widholm Gene Wedereit
Needham, Harper & Steers Chemetron Corp.

Bruce Small Dave Keegan
MacManus, John & Adams, Inc Thomas ). 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.

J;,

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 mediun.
vCris’ Crisafulli Gordon Gredell
Clinton E. Frank Int D'Arcy Advertising Co.

In SRDS YOU ARE THERE

selling by helping people buy

STANDARD RATE & DATA SERVICE, INC.
5201 OId Orchard Road, Skokie, Illinois 60076

| STANDARD RATE & DATA SERVICE, Inc., 5201 Old Orchard Road,
| Skokie, lllinois 60076 — Phone: 312 YO 6-8500

| Please send me current issues of *‘Buyers Eye Your Ads" containing panel-
f ists' comments on

[ [J Broadcast O Consumer Magazines
| O Business Papers [J Newspapers
: Name B —_
| Tile - ——
. ) | Company
Jack Cornwell Bill Schink Bud Trude |
Celanese Chemical Co.  Basford, Inc. Young & Rubicam | Address
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Avery-Knodel increases New York tv sales staff

Avery-Knodel has split its New
York sales stafl into a West div-
ision, to be headed by John Del
Greco, and an East division, with
David N. Simmons at the helm
Both repor! to Robert J. Kizer, ad-
minisiralive vice presidenl-tvsales.

The Mississippi River will mark
the operational boundary hetween
the two divisions.

J. W. Knodel, jresident of the
rep firm, also announced the ap-
poiniment of four new salesmen:
Arthur Goldstein, Al Mazzoni, Al-
an Branfman and Stanlev Weil.

Avery-Knodel has also con-
tracted for a OU per cent expan-
sion al its 353 Madison Ave. loca-
tion, due 1o these and other stall
addilions.
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JACK HOLLAND PRODUCTIONS, 165 WEST 46 ST., N.Y,, N.Y. TEL.586-2770

MUSIC AND ELECTRONIC SYNTHESIZER MUSIC FOR = AT&T "*TRIMLINE'® + BRAND NAMES * CREST
HELENE CURTIS * ELECTRIC CIRCUS « 215T CENTURY LOGO + VOTE "EXPLOSION'* « WESTERN ELECTRIC
SEARS "DOESN'T SUP™ « IVORY SNOW + PRUDENTIAL « CELANESE * REVLON
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makers of the winner is heightened.

Among other conlesls possessing
considerable prestige: awards of the
New York Art Directors Club, and
those of the Advertising Club of New
York, the latter called Amlys.

‘I'he Andys are given in a dozen
formal calegories, the Gold Medals
of the N. Y. Art Directors Club are
given in a handful of format cale-
gories. Bolh awards structures reflect
the sophistication and tempo of New
York advertising life.

The quality of design, of art di-
reclion, is the prevailing criterion
in the judging of the Art Direclors
entries, understandahly enough since
the structure is that of art direclors
lwnoring the work of their col:
leagues. Sophisticalion of word and
design is uppermost in the Andys.
Thev are chiefly of interest to crea-
live adverlising people.

Both are echoed in awards struc-
tures of art directors’ clubs and ad-
vertising clubs around the country:
Philadelphia, Memphis, Si. Louis.

Somewhat more weighty are the
tv commercials awards thal have re-
centlv begun as part of film compe-
titions in Chicago. San Francisco,
and Atlanta. The most recent of these
is Atlanta, where this year a film
festival of international scope was
held for the first time, with a com-
mercials contest built into it.

The Silver Phoenix?

The flm lestival’s organizer, At-
lanta film producer J. Hunter Todd,
calls the competition’s top commer-
cials award, The Silver Phoenix, “the
mosl important award in the world.
I'his past Spring in the first running
of the event the Phoenix went o a
Kodak commercial (via J. Walter
Fhompson), ~Yesterdays.”

I's doubtful whether anv client
ever assigned his account to an
agency on the basis of the number
or quality of awards the agency had
received. But it's quite likely that
clients have “discovered” agencies.
jusl as agencies have “discovered”
production houses, directors. camera-
men, composers at awards screeen-
ings.

The real awards in advertising are
nol the statuettes and plaques and
medals, but the accounts. 1f the com-
mercial is good, the agency gets the
prize: retention of the aecount. If
the commercial is not good. the ad-
vertiser often enough gives the prize
to another agency. =
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Dona]d L. Saltzmnan, the recently
elected vice president of tele-
vision program development at Comp-
ton Advertising, New York, is some-
what tenacious—{for once he gets
hold of something that he likes he
never lets go. And tv programming
development is something that he
likes.

Over the course of his 11-years as
a programming man, Saltzman has
worked for a network, General Artists
Corp., Papert, Koenig, Lois and he
has even heen in business for himself
when he helped develop The Addams
Family series. Once in the very early
stages of his career while enlisted in
the management training program of
NBC, he turned his three-week brief-
ing in the programming department
into a permanent four vear career.

Saltzman has come a long way
since his Monty Woolley stunt and
over the years he has shaped some
strong opinions about television pro-
gramming and the role of an agency
program man in foday’s scheme of
things.

Seated in a down-to-earth, cream
colored office whose only embellish-
ments are a Chinese posler, a few
wall plaques from the TWA Ambas-
sador’s Club and the like, the 6’4"
execultive talks quietly yet seriousl;
about tv programming.

“We have a very professional and
well staffed media and programming
department here at Compton,” he ex-
plains, fingering one of his verv-in,
chunky cufl links. “Essentially, my
job is to find, select and develop tele-
vision vehicles that are suitable to
hoth the media and marketing needs
of our clients.”

Sallzman is quick to point up how-
ever, that he is by no means
“the whole television department.”
He is number four man on the totem
pole. “Our experiences are individu-
al, hut our responsibilities dovetail
and in some cases overlap,” is the
wav he tells it.

In order to select appropriate ve-
hicles for clients, Salizman “main-
tains a close liason with networks,
program packagers, talent agents and,
perhaps the greates! source of all in-
formation—the industrv grapevine.”
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In the picture

In the case of a special, Saltzman
points up, a client will do it for sev-
eral reasons: (1) to meet media re
quirements as part of their general
advertising weight, (2) to introduce
a new product or product line and
(3) for promotional and merchan-
dising possibilities such as the after-
tv-use in the educational areas for
the Xerox specials he worked on
while he was with Papert, Koenig,
Lois.

“The needs of our client are our
primary concern and if we find that
we have a special that may fulfill cer-
tain media objectives, but that there
are no promotional or inerchandising
opporiunities, we often forzet the
show.”

\s far as the crop of new shows
goes, Saltzman cxplains that agency
clients such as P’rocter & Gamble are
represenied on the likes of The Doris
Day Show and Hawaii  Five-O.
Others like Liggett & Myers are in
The Quisider and The Name of the
Game, while the children’s cereals
from Quaker Qats are in Archie, Fan-
tastic Voyage, Wacky Racers and
The Adventures of Gulliver.

\s far as the new season as a whole
goes, Saltzman appears lo have reser-
vations.

“The new season has suffered in
part by the networks’ and clients’ in-
sistance that all violence must he done
away with. While it is unfortunale
that violence was a hasic ingredient
of so many shows, it is doubly un-
fortunate that so manv of these so-
called ‘good’ shows depended on vio-
lence alone.”

Saltzman is of the opinien that the
removal of violence or intense ac-
tion has bared all the weaknesses of
a great many shows. “By removing
the violence vou often find a very
bland. mediocre program,” he ex-
plains.

“I have screened a good many
roughs of new vehicles in Hollywood
and the action is quite obviouslv nol
what was originally called for in the
script.” And this in his opinion
weakens the show.

An opponent of excessive vio-
lence, Salizman looks forward to the
1969-"70 season which promises more
comedy and variety formats,
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Donald L. Saltzman
On developing tv prograns

'l is interesting to note that Saliz-
man regards the most significant
programming innovation of the past
decade first-run late edition movies
also as one of the most damagine.
“The whole movie cvcle seems to
have run away with itself.” he ex-
plains leaning forward in his chair
for emphasis. “We now have 14 hours
of Hollywood films in primetime per
week. Not only will such sched-
uling deplete the Hollvwood supply
by the early 1970s, but even more
impertant it has taken away that

much more time that could have
been given to original program-
ming.

Salizman foresees an end to what
he calls “Tv's Movie Era,” bv the
slart of the next decaile when the
movies will be one, mavbe lwo,
nights a week. In their place he hopes
for more comedy and variety.

As far as tedav’s programming
man goes, Saltzman positions
him as a necessity in the agency
schenre of things.

“The hevday ol the programming
man was back in the 50s when com-
panies hought full sponserships. But
as costs skvrocketed and timebuving
became more and more involved the
programming man started to fade
into the hackground.

“Today’s programming man func-
tions as a supplier of instinctive judg-
ment and taste, qualities that a com-
puter simply can’t have. After all, you
can’t live by numbers alone.”

8l
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THE LIGHTER SIDE

In camera

The Dagwood sandwich plays an
important role in Blondie, the famous
comic strip converted 1o tv, which
had its premiere September 26.

The towering gastronomic night-
mares are crealed and execuled by
Oscar Kipust, the show’s property
master, and Frank Nifong, his as-
sislant.

At the request of Will Hutchins,
who plays Dagwood, the meats and
cheeses that go into the monster con-
coctions are of the best quality and
the vegetables are organically grown,
tremendous in size and pleasing to
took at. Hutchins. health-food addict,
doesn’t really like the idea of eating
the King-size snacks. hut

Before the show premiered, Kipust
and Nifong constructed a Dagwood
sandwicli on a wire armature that
was alinost six feet tall. When it was
completed. thev siepped hack to ad-
mire their epic masterpiece hul
Daisy, the dog in the cast, padded
over to the structure, sniffed at its
base. then turned her shaggy back
on it and disdainfully walked awav.

In Hollywood, even ithe dogs are
critics.

* *

Wolverine World Wide, Inc., mak-
er of Hush Puppies casual shoes, has
introlluced a new, speciallv-designed
protective hat for broadcasters. news
crews, cameramen and lighting spe-
cialists in the held.

The new hat, marketed under the
name Headstrong Protective Head-
zear, has undergone extensive testing
by University of Michigan engineers
for two vears.

The protective module or “shell”
is concealed inside the cap so that
only the wearer knows he’s protected.

You never know when trouble will
come (o a lead.

* * *

Tncidental intelligence: “MToto,
the famed Ringling Bros. and Bar-
num & Bailev Circus gorilla, who
just died at the age of 38. spent the
last few vears of her life at the cir-
cus’ winter quarlers in Venice. Fla.,
watching tv on a sel placed just out-
side her cage.”

W hat a wonderful way to go.

* * *

James Arness is described in a
vecent flack handout as a giant in
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real-life as well as on tv in the role
of Marshal Matt Dillon in Gun-
smoke.

“Like Marshal Dillon,”” the piece
says, “Arness is the strong, silent
tvpe, a man whose very presence gen-
erales respecl. His co-stars, Milburn
Stone, Amanda Blake and Ken Cur-
lis, are among his biggest fans.”

Sure. If he goes, they go.

+* * *

Among the oddities appearing on
one of the talk shows during the
Summer was Bishop Homer A. Tom-
linson, who claims to be King of the
World.

Let him have the job. Nobody
else would be crazv enough to want
¥, anyway.

®  »

Another character who appeared
was Virginia “Charles” Prince, who
is a successful businessman during
the dav, known as Charles Prince.
In his leisure hours, his friends know
Lim as Virginia, an attractive mid-
dle-aged lady.

Why not? [s mentally healthy
to do something different when
vou're wway from the office.

* * L

Last month, Linda Kaye lenning
and Mike Minor of Petticoat lunc-
tion were married in a real-life cere-
mony almost a vear to the day when
thev were married in an episode of
the situation comedy.

The event was held at St. David
Episcopal Church in North Holly-
wood. The bride wore the saime gown
she bought for the filmed ceremeny,
and Minor donned the identical cut-
awayv and striped trousers he wore
last vear.

Dr. Alex Camphell, an old family
friend of the bride, performed the
aclual ceremony in place of the actor
who served as minister on the epi-
sode made last vear.

We presume the real-life wedding
is a rerun for those who missed the
original ceremony.

-* * *

Don Murray, who made his debut
last month in his first tv series, star-
ring with Negro actor Otis Young
in ABC-TV's Quitcasts, was honored
recently Dy the Los Angeles City
Council for “his contributions as an
actor and a human being.” says a
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press release from the network.

Does that imply they’re not neces-

surily the same thing?
L ] * <

Mad. Ave. Underground, a new
publication, reports the following:
“CBS. owner of the New York Yan-
kees, reportedly is diversifving still
further . . . this time into the phar-
maceutical field. The initial produet
of the new CBS drug subsidiary will
be a sleep-inducer developed in the
network’s own labs.

“The active ingredient in the prod-
uct formulation is said to he a
chemical derivative of the magnetic
particles stripped from carefully-
selected taped segmenls of the Re-
publican National Convention. The
product will be oflered in tablet form
and in live dosage levels, each 1o be
under a different brand name.”

ERE

Qualifications for those appearing
in Model of the Year Pageant, which
was aired on CBS-TV last month in-
cluded. in addition to the uzual flaw-
less skin, perfect teeth and beautiful
hair, the characteristics of the per-
fect model—the gangly look, all arms
and legs and a long torso.

Well take the rounded, imperfect
woman., 10ith clothes or without.

* * L 3

Vince Lombardi, whose relentless
drive and strong will turned the
Green Bav Packers into pro foothall
champions, was profiled on Lombar-
di, which also appeared on CBS-TV
last manth.

Lx-Packer and now New York
Giant Tommy Crutcher said of him:
“|le never carries a grudge. If he
cusses vou oul, the next minute he’ll
e talking real nice.”

Yeah, an iron fist in a velves glove.

#* +* *

“Composing is to me a slow and
deliberate process.” says David Hose,
Red Skelton’s musical director. “I've
never heen so luckv as to have a
melody occur to me full-blown.”

big deal. It happens to Mickey
Rooney all the time on the late, late,
late show.

* * *

Says Virginia Graham. hostess of
Girl Talk, “My husband’s at an age
where, when a woman says ‘no,” he
savs ‘thank God.””

Television Age, October 7, 1968
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ONLY KSTP-TV DELIVERS

90 minutes
of early evening
mmformation

programming
in the &

BROOKS HENDERSON

Anchored by veteran newsman Bob Ryan, the
KSTP NEWS 5 O'CLOCK REPORT appears live
and in color, Monday through Friday. Concentrat-
ing on in-depth coverage of special interest areas
such as medicine, science, arts, law and more,
each subject is covered by a specialistin that field
such as Brooks Henderson on business news and
Jane Johnston on women's activities.

The Huntley-Brinkley Report follows immediately
with national and international events leading
into the KSTP NEWS 6 O'CLOCK REPORT of
latest developments in News, Weather and Sports
with the experienced crew of Ryan, Johnny Morris
and Al Tighe.

The result of this extended, flexible format is a
new concept in significant television communi-
cation—another example of KSTP-TV's leader-
ship in the news field over the last 20 years.

BORB RYAN

JANE JOHNSTON

CHET HUNTLEY DAVID BRINKLEY

s

ANNANNANNSNMEHS

THE NORTHWEST'S
TOTAL COLOR TELEVISION STATION

AL TIGHE
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We hurry everything but quality.
We've got everything going for us
so we can hurry without hurrying.
We deliver faster than any labora-
tory in the country. Quicker than
laboratories "‘just around the
corner’’ from you wherever you
are. How come? We start every
job the very minute it comes in.
In by 9—out by 5 service is routine
on most processing. Our delivery
trucks rush to waiting jets. And with
jets and air expediters what they

are, that almost always means one = We're the laboratory that delivers | Chicago, Illinois
day service. We have an even-faster = quality in a hurry—one day service | 60601, phone: (312)
service where "'you set the dead- to anywhere. The best quality, too. | 641-0088.

We know
every way fo hurry

without hurrymg.

¥

,/.2/‘

ine—we meet'it.”" It's called Acme
Accelerated Service. Your order
receives uninterrupted attention
from the moment it enters our doors
until it’s back in your hands.
Besides, we know what we're dging.
Our technicians average 14 years
of experience (with us!). Uniquely,
we're both a film—and a videotape
laboratory. No time is lost in between
laboratories. Quality? They call us
Acme. Deservedly. Sure our com-
petitors produce quality. But slowly.

Why not make us prove it7 At least
send for our new 28-page illustrated
catalog & price list. We'll be glad to
hear from you. Write ACME Film &
Videotape Laboratories, a Subsidiary
of Filmways, Inc. Hollywoed: 1161
N. Highland Avenue, Hollywood,
California 90038, phone: (213)
464-7471. New York: 477 Madison
Avenue (Filmways, Inc.), New
York, N.Y. 10022, phone: (212) 758-
5100. Chicago: 333 North Michigan
Avenue, Room 312,

Acme Film & Videotape Laboratories

16mm printing & processing (color & black-and-white), Acme-Chroma Color Filin Transfers, Black & White Film Transfers, Videotape Duplicating, Videotape Mixing.
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