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THE BOY SCOUTS
OF AMERICA

¢, atits studios in Burbank, Warner Bros.- Scouting is recognized as one of the world’s greatest
1 Arts is developing “'Li'l Abner,” a new forces for building our leaders of tomorrow. And, Warner
our prime time network television series, in Bros.-Seven Arts is proud to have been selected by the
Starring Al Capp's internationally celebrated Boy Scouts of America to produce a significant prime time
ns of Dogpatch U.S.A., cartoon favorites of network color series based on exclusive story material
80 million fans around the world. from the files of Scouting and involving our vital and

dynamically growing generation.
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Not *u.ii thei
. ..it's our proble
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As concerned citizens of the com-
munities we serve, crime is our
problem, too — not just something
to report as news, but a prime
target for involvement and action.
In Detroit, WJBK-TV solicits tele-
phone tips for Police Intelligence,
supports the citizens’ network of
6,000 radio-equipped vehicles avail-
able to law enforcement agencies,
helps the FBI track down most-
wanted criminals. New York’s WHN
has earned commendations from
the National Auto Theft Bureau and
TOLEDO

MILWAUKEE

FBI for a hot-car documentary.
WJW-TV airs interviews with
Cleveland juveniles to pinpoint
reasons for looting and arson.
Philadelphia’s WIBG speaks out
against coddling of criminals. Else-
where Storer stations endorse “‘stop
and frisk” laws, gun control and
lock-your-car campaigns, and also
study such crime related subjects as
chemical mace and public defenders.
Such widespread and intensive cam-
paigning in the war on crime takes
alot of doing, but in this, as in every

MIAMI

r proble

NEW YORK

phase of broadcast operations,
Storer stations do as a matter of
routine things that otherwise might
be considered rather “special”.
That’s why Storer stations stand out
... and another reason why it’s good
business to do business with Storer.

ATLANTA CLEVELAND

wiTl.TV

CLEVELAND
WCJW (FM)

WGBS

BOSTON
WSBK-TV

DETROIT

WJBK.TV WSPD-TV

DETROIT TOLEDO
WJBK WSPD

wiW.-TV

CLEVELAND
wiw

WHN WAGA-TV

PHILADELPHIA | LOS ANGELES
WILG KGBS




you lived in San Francisco. ..

...you’d be sold on KRON-TV

linel 4 - Represented by Peters, Griffin, Woodward
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Then join the experts

. . . the informed 5"
professionals on y 3!
Wall Street and inthe ™
financial community who

read and rely on The Magazine Of
Wall Street.

Every two weeks, this 60-year-old
publication offers the latest news
and statistics influencing stock
prices and investment policy . . .
analyses of issues with special
attraction for growth potential —
generous income yields,

Special studies include stock split
candidates, mergers, newcomers to
the Big Board, earnings reports,
new scientific and technological dis-
coveries, GNP, consumer buying,
capital spending . . . probing behind
the figures to give you expert in-
terpretation,

] ’44 ev%
LECTRONICS /
e Magee? Bt Ve
el
'ﬂ el GO nications ¢ Company
A — | profiles

‘® Market trends

¢ Charts and
tables

| o Special columns

on Washington,

Taxes, Specula-

tion, Inquiries.

&
The Magazine
of Wall Street

120 Wall Street
New York, N. Y. 10005

| enclose $25 for one-year subscrip-
tion.
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Timebuying services are the catalyst in the current restruc-
turing of the agency’s media department, but there’s more to

it than that.
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Wyse Advertsing of Cleveland shows how to make it (quick-

ly) in New York.

26 1969: YEAR OF HARASSMENT FOR TV NEWS?

The new president of the Radio-Television News Directors
Association is afraid the answer is yes.
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With outside help and inside determination, educational tv
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30 ASSIGNMENT: THE WORLD

Commercials producer TeleVideo supplements studio bases
here and abroad with liaison men from Nigeria to Hong !

Kong.
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Coming Soon!

1969 TEN CITY
MAJOR MARKET GUIDE

* New York e Atlanta

e Chicago * Dallas-Fort Worth

* Los Angeles * Philadelphia

® San Francisco e St. Louis

* Detroit * Minneapolis-St. Paul

indy, pocket size.

Complete listings of:

Agencies

Representatives

News Services

Trade Publications

Networks and Groups Film Distributors

Television & Radio Stations

Trade Associations

Research

Accurate, up-to-date, practical

Film/Tape Services
Transportation Facilities
Hotels

Restaurants

$1.00 rer cory
$5.00 for 10

Makes the ideal “give-away” for stations, syndicators, station representatives.

Order
Now!

elevision Age, November 18, 1968

Television Age
1270 Avenve of Americas
New York, N.Y. 10020

Gentlemen:

Please send me copies of the 1969
TEN CITY MAJOR MARKET GUIDE at $1.00 per copy
$5.00 per 10 copies.

Name
Address

City State Zip
D Payment Enclosed




KBol
50,000 watts on 670 kc.

BRITISH COLUMBIA -

WASHINGTofn]

m D Pri
L _ _l aytime Primary

:] Nighttime Primary

KBOLI is the new giant of the west. Its 50,000
watt signal emanating from the capital of the
state, Boise, spans a vast empire. . . .

By day, it reaches into every corner of ldaho
— the first communication medium to do so —
and sends its powerful signal into areas of
Utah, Nevada and Washington. By night, it en-

compasses eight states.

Through its regional news and weather reports, its entertainment,

informational and public service broadcasts, KBO! will provide a continued and
expanded service to the rich, expanding west.

BOISE, IDAHO

50 kwon 670 kc

CBS

T 1E KATZ AGENCY. inc
National Representatives
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MGM/7 Has the Titles

Annie Get Your Gun
Ask Any Girl

Bad Day at Black Rock
Battleground

Bridge to the Sun

The Great American Pastime
The Haunting

Home from the Hill
Honeymoon Machine

King Solomon’s Mines

The Loved One
Mutiny on the Bounty

North by Northwest
The Prize

The Scapegoat

The Time Machine
The V.I.P.’s

Viva Las Vegas

When you have great titles, the audience is always with
you. With the new MGM/7 the excitement is there in a
dramatic dimension. The big move is to make it big with
movies—the kind of opportunity that’s now possible
with MGM /7.

It’s the titles and the stars that make movies great. It’s
the titles and the stars that make the big MGM /7 look

even better.

New York, Chicago, Culver City, Atlanta, Dallas, Toronto
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All you need to inake
movies is a 16mm Bolex
a lens, and talent.

All you need to make
movies is a 16mm Bolex,
a lens, and talent.

H-1¢ X y. whict

icatio rite
Paillard Incorporated, 1900 Lower
Road, Linden, New Jersey 07036

BOL.EX -

Bolex H-16 Rex 5,
The Professional.

Letter from the Publisher

What’s ahead in Washington ?
I

After the triumphant flush of victory, hl'oallcastel‘
are analyzing the long range aspects of the Nixon a(
miumstration,

It was felt—with justification—that Lyndon Johngg
leaned over backwards in his relations with the broag
casters. e was hypersensitive about the mention of ),
Jolmson stations in Austin, and he studiously avoide
conventions where the appearance of the resident woul|
be expected, Fortunately, the President-elect, or his fam
ily, does not have any interest in broadcast properties,

More importantly, what will happen in the regulaton
area? The FCC will continue with a Democratic majoril
until June, 1970. The appointment of a new chairma
next June to succeed Rosel Hyde (who will reach thy
mandatory retirement age of 70) could be the swin
vote of the party in power. However, since Hyde is
Republican, his appointment will go to another Republi
can, still leaving a 4-3 Democratic majority.

The next appointment after that is Kenneth Cox, whost
term 1s up in June, 1970. He would be replaced by a Re!
publican, thus giving the new administration a majority
on the Commission 18 months after taking office, pro:
viding there is no Democratic rejuvenation before then.

However, there will be some important and immediate
changes in the Department of Justice. There have been
some bitter jurisdictional battles between the FCC and
Justice going back several vears. While memories are
short, it will be recalled that John Doerfer, when he was
chairman, had his problems with the Department. The
latest internecine hattle was the ABC-ITT fiasco. There
are many areas in which Justice must work with the FCC,

and hopefully under the new wdministration there will be |

more cooperation than conflict.

As far as Congress is concerned, the situation there
remains virtually the same as it has heen under the John-
son administration. Warren Magnuson (D-Wash.) was
re-elected and will continue as Chairman of the Senate
Commerce Committee. The sanie is true of Harley Staggers

(D-W. Va.) who is Chairman of the corresponding Com: |

mittee in the House.

What it all adds up to is that, while the regulatory at
mosphere in Washington may be more receptive to the
problems of the industry, the never ending battle (and it
i1s a battle) to maintain a free competitive svstem of radio
and television must go forward under every administra:
tion, whether Republican or Democratic.

Cordiallv

o

&
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COLORFUL

San Diego’s Sports Station

X San Diego Chargers Professional Football

% Notre Dame Football % AFL Highlights
X San Diego State College Aztecs Football

X Auto Racing * Goif X Boxing * Skiing

X San Diego’s Most Comprehensive Sports Coverage

COMPLETE COLOR PRODUCTION FACILITIES

KCST €) TV

San Diego California
BASS BROADCASTING DIVISION

Mel Wheeler — President

The
Represented by I}Z Hollingbery

Company

KFDA-TV, Amarillo, Texas ¢ KFDW-TV, Clovis, New Mexico e KFDO-TV, Sayre, Oklahoma e KAUZ-TV Wichita Falls, Texas

levision Age, November 18, 1968
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Topeka and Kansas City

Merger is Called Off!

Topeka can’t be covered from Kan-
sas City. Topeka is a separate
market located 70 miles to the west
—the nerve center of Kansas news,
finance, politics, industry and
agriculture.

ARB and NSI surveys show that
WIBW-TV delivers more sales im-
pressions in Eastern Kansas than
all three Kansas City stations com-
bined. WIBW-TV dominates this
competitive market area as the only
commercial VHF station.

Advertisers who buy three or four
commercials on WIBW-TV, for the
price of only one spot in Kansas

City, are reaching the populous area
where two-thirds of the state’s peo-
ple live and work.

WIBW-TV is CBS plus the best of
ABC programming. WIBW-TV is
community involved and people en-
dorsed. WIBW-TV is marketing
oriented to food and drug sundry
products through the giant Fleming
Company, the nation’s largest vol-
untary independent grocery group,
with headquarters in Topeka.

If you try to cover Eastern Kansas
without WIBW-TV, you get one
thing:

Fuzzy results.

TV-RADIO -FM
Topeka, Kansas
Broadcast Services of Stauffer Publications
Represented nationally by Avery-Knodel

10

| Columbia University financial brojf

Letters
to the
Editor

Eche from the boom in news

Congratulations on your issug
September 23 (The boom in ne
A rourdup of trends, issues and .
velopments). It is a most com
hensive report on the job radio §
tv news are doing across the coupf

We at First National City Bi
were particularly pleased with
prominent coverage you gave {o|

cast news survey. It was under {
lumbia’s aegis that the study 4
conducted. Citibank only provid
the financial impetus.
GIL FAGG §

Director of Broadcast Servit
First National City Ba

New Yo

Retailers on television

Your recent Newsfront article (
the use of television by retail ston
(“Retail tv breaks through,” Tel
VISION AGE, October 21, 1968, pa;
19) was handled terrifically. |

I think we are only seeing the by |
ginning of the movement by storcs‘li t
tv. The actual numbers of ston) |
should plateau in a year or two, bi| iji
commercials should grow in numbe | ’

HOWARD P. ABRAHAPJ‘é

Vice Presiden)

Television Bureau of Advertisin}
New Yonj"

Footnote to NH&S story

I
Thanks for your enthusiastic aiit g

flattering comments on Needh

Harper & Steers (From Michi

Ave. to Madison Ave., TELEVIS
AGE, September 9, 1968, page 24}
The idea for “put a tiger in youl
tank” should be credited to the mag
nificent Emery T. (“Buzz”) Smyth
then a writer in my creative group:
“Never borrow needlessly” camé
from a jingle originated by the glam:
orous Myrna McCauley, another!
creative genius.
FREDERICK D. SULCER “
Executive Vice Presideit)
Needham, Harper & Steers, Iné.
New York |

Television Age, November 18, |




Broadcast |
Management

RADIO+TELEVISION \ ]i
|

By Ward L.Quaal
and Leo A.Martin |
!

A contribution
to broadcast literature

WGN CONTINENTAL BROADCASTING COMPANY

STUDIES IN MEDIA MANAGEMENT « A, WILLIAM BLUEM, GENERAL EDITOR
COMMUNICATION ARTS BOOKS « HASTINGS HDUSE, PUBLISHER
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the big jetliner approaches the
fat London, the young woman in
'C grows nervous. It's her first
ind as she looks out the window,
:s nothing but fog.
e reaches out to touch hersleep-
ee-year-old daughter. How can
lot possibly see the airport?
/hen the jetliner's wheels touch
gently on the runway, the woman
and turns to her daughter. But
ughter sleeps on.
ne reason the landing was easy
.ntle is because the pilot used an
onic guidance system called ILS—
strument Landing System. It was
sped by International Telephone
“elegraph Corporation, or ITT.
30 seconds somewhere in the
¥ an aircraft lands safely using an
ation of ILS.
n fact , without ILS and other of
levelopments, air travel as we
it today would be impossible.
‘he woman in sedt 17C didn’t
| it, but the day she boarded her
IT had already played a part in
fe.

How many ITT’s?

Vhen she cabled her husband in
sn to confirm the date and time
r arrival, the message was sent
T.

The car she drove to New York’s
2dy International Airport from her
its’ home in New Jersey was rented
one of our companies.

(et the woman possibly had never
heard of ITT.

The “International” in our name
il deserved. We do business in
sountries around the world and
oy more than 241,000 people.
Telephone and Telegraph?

Aut what about the “'Telephone
“elegraph’”’? What's a communica-
| company doing in so many other
| of business?

Originally, we were a telephone
telegraph company. Even after we

became one of the largest diversified
manufacturing and service organiza-
tions in the world, the name stayed.

As ITT has grown since those early
days, it has made history.

During World War 11, for example,
an [TT-developed radio direction finder
was credited with bringing the Nazi
submarine wolfpacks to a standstill,
shortening the war by atleast two years.

In 1963, using earth terminals de-
signed by us for communicating via
satellite, we helped open up the first
experimental satellite link between
North and South America.

In 1965, one of our satellite-com-
munication earth terminals, aboard a
Navy aircraft carrier, helped make it
possible for millions in the U.S. and
Europe to see on TV the recovery of
Gemini astronauts at sea, live, as it
happened.

Five times more during 1966 a ter-
minal was installed aboard a carrier and
five times more millions saw actual
splashdown and recovery operations.

Last year during the Arab-[sraeli
war, the White House used the Wash-
ington-Moscow Hot Line—for the first
time in a crisis. One of our companies
keeps the Hot Line ready.

Another of our companies runs
the Kilmer Job Corps Center in New
Jersey for the Office of Economic Op-
portunity. This same company oper-
ates and maintains the strategic Distant
Early Warning (DEW) Line which
stretches from Alaska to Greenland.

ITT today

ITT today is composed of more
than 200 associated companies around
the world.

By bringing to bear our total ex-
pertise, these companies have gener-
ated increased competition within
industries and, consequently, have
generated more efficient use of man-
power and material resources.

The fields in which we operate
were selected for growth potential as

The friend of the woman in17C.

well as present needs. And last year,
more than 50 percent of our earnings
were derived from domestic sources.

Much of this U.S. growth can be
traced to our interest in the service
industries.

People’s desire for service keeps
growing. So we've put increasing em-
phasis on it. Our U.S. sales and re-
venues are now split about 50-50 be-
tween manufacturing and service
activities.

In addition to renting cars (Avis, to
be exact), educational training ser-
vices, and airport and hotel parking,
ITT offers consumer loan services,
mutual fund management, and data
processing—just to name a few.

Sheraton, a system of hotels and
franchised motor inns, in the U.S. and
abroad, is now part of ITT. So is Levitt
& Sons, world’s largest international
home and community builder.

We also operate a communica-
tions network made up of thousands of
cable, radio and satellite circuits, and
can transmit a message to almost any
point on the globe.

Recently, we entered the field of
natural-resource conversion with ITT
Rayonier Inc. and Pennsylvania Glass
Sand Corporation. These two opera-
tions take raw material from the earth
and its forests and make them useful
to manufacturers of cellophane, tex-
tile fibers, tire cord, photographic film,
paper, glass, chemicals, and other re-
lated products.

ITT and you

with all these services—plus thou-
sands of consumer, industrial and mili-
tary products and services—ITT is
helping you and people all over the
world to enjoy a better, safer, more
comfortable lite.

Just as it helped the woman in
seat 17C.

International Telephone and Tele-
graph Corporation, 320 Park Ave.,
New York, N.Y. 10022.




Comes the Evolution

Audimax and Volumax Television Mobile Vans

Image Enhancer

...and now the Minicam VI

The new Minicam Vi is just one more innovation from CBS Laboratories—the organizatiof’
which has researched, developed, produced and marketed such remarkable advances il
the science of sight and sound as the Audimax and Volumax, Mobile Television Vans, and!
the Image Enhancer. The organization with vision on the move. Now the new Minicam is free'?
to go anywhere: land, sea or air—riding easily on the shoul- !

)

der of a single cameraman. And brings you studio-quality |
% LABORATORIES

- 1
Stamford, Connecticut. A Division offf
Columbia Broadcasting System, IneAs

|
14 Television Age, November 18, 196858

color pictures live right from the scene of action! Look to
CBS Laboratories for tomorrow's electronics today.




Y&R timebuying changes

neral Foods’ conversion of its spot tv timebuying o
Pnsolidat»d” operation, whereby specific markets
'all GF brands) are assigned to specific agencies
at the same time Y&R is converting to a regional
ag operalion (see lead story in this issue). IU’s a
idence, says Y&R.

e conversion will be completed by January 1 and
include children’s program buying, which has been
garate GF spot buying setup.

Jirkets assigned to Y&R are New York, Philadelphia,
tburgh, Indianapolis, Charleston-Huntington, San
wh and Sacramento.

J.ch market will be the responsibility of the particular
gnal supervisor within whose region the market falls.
Jever, in cases where a YSR GF brand is bought by
iner agency, the regional supervisor (there are nine in
| will still examine carefully those buys which fall in
gegion, an area in which he must be well-informed.
j ultimate re=ponsibility {or brand purchases still re-
tis with the Y&R client service group.

givision steps up to the plate

jere’s a natural affinity between tv and sports which
1; immeasurable color and class to the medium—and
s it comes again. Baseball this time. In the develop-
(t stage at BBDO are two specials for the Major
{;ue Baseball Promotion Corp. One, to be shown next
tng, will be themed into organized baseball’s centen-
i year, 1969. BBDO has a producer lined up for ihis
lainute show, and is submitting formats at this junc-
I

he second special (60 minutes) will be built around
\historv of baseball’s annual All Star Game. Manage-
It supervisor Tom Villante told Television Age that
'ill be shown on a network—probably NBC—on either
| eve or night of the game, which will be played in
ishington on July 22. Said Villante, “We’re not going
iast these two in the traditional mold. We want to make
in modern and bright—treat them almost as entertain-
It rather than documentaries.” A new trend in the
{roach to sports documentaries? Could be.

ilvs impact studies offered

S hews programming continues to move center stage
ithe station level, station image-building with news
‘retting more attention. Most recent straw in the wind
iew service offered by Herman W. Land Associates,
ﬁiv York communications consultant. The Land organiza-
11 will provide “total station impact” studies. These
N_l consist of image studies of viewers, community
tders, organization and members of the local establish-
int, as well as operations analysis of news and public
liirs programming. Firm will make recommendations
:'_fimprove station’s standing in market, and will work,
{need be, on implementation. Service originated as
fect consequence of firm’s recent crash study for Na-
Ihal Association of Broadcasters.

r

evision. Age, November 18, 1968

WHAT'S AHEAD BEHIND THE SCENES Te ’e-scope
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Multi-market split cable ad testing coming?

One question raised about the “split markel’” testing
technique (split-cable caTv, Milwaukee Ad Lab, etc.) is
whether admen can get a good reading from just one
market. That’s one reason why Tv Testing Co. adopted
the multiple-market approach, though its technique is not,
strictly speaking, split cable.

Edward Wallerstein, who recently won a Canadian
patent to add to his U.S. patent for split-cable testing, is
looking to the time when he, too, can offer advertisers a
group of split cable markets. He hopes to do this via
licensing of others, however. John Adler’s AdTel has al-
ready signed a licensing agreement with Wallerstein, who
operates Communication & Media Research Services in
New York. The latter is now discussing licensing agree-
ments with Market Facts, Inc., and Foote, Cone & Beld-
ing, who have set up split cable operations in Salisbury,
Md. and Pueblo, Colo., respectively. Wallerstein’s testing
is done in Port Jervis, N. Y.

Multiple market testing means more money, of course,
and there’s the rub. Wallerstein says one of his problems
is the reluctance of clients to spend the money for mul-
tiple-exposure testing of ads, which, he says, is essential
for meaningful answers.

AdTel feeis the big problem is not confining testing
to one market, but one unrepresentative market. AdTel
claims it has one of the few 2,000-odd cATV markets which
is projectable to the country as a whole. AdTel is an out-
arowth of ARF’s eflorts in split-market testing.

BPA recognizes excellence in promotion

Excellence in sales and audience promotion was re-
warded at the Broadcasters Promotion Association an-
nuai seminar, held this week at the Deauville Hotel,
Miami Beach. Sales awards were given by BPA and
either the Television Bureau of Advertising or the Radio
Bureau of Advertising. BPA presented the audience pro-
motion awards.

Out of 53 entries for tv sales promotion awards, four
were winners. WXyz-Tv Detroit and KNTV San Jose won
the general station presentation—visual. WXYZ-TV's entry
was submitted by Richard Hughes, advertising and com-
munity affairs director. Stewart B. Park, production
supervisor, submitted the KNTV entry.

For general station presentation—oprint, the winners
were KOTvV Tulsa, submitted by George Stevens, vice
president and general manager, and WTOL-TV Toledo.
The WTOL-TV entrv was sent in by promotion director
Donald Hess.

Fourteen gold medalists were chosen from 165 entries
in audience promotion. Among them, and those who sub-
mitted them, are: wBz-Tv Boston (Jack Agnew); WBTV
Charlotte (John Edgerton); wis-Tv Chicago (Christo-
pher Duffy); wMaQ-Tv Chicago (Dave Hart); wWisH-TV
Indianapolis (Don Plumridge) ; wrca-Tv Jacksonville
(Herb Marks); wwrL-Tv New Orleans (Phil Johnson);
wcau-Tv Philadelphia (Robert Pryor); KoGo-Tv San
Diego (Keith Nicholson) ; KTuL-Tv Tulsa (Barbara Rob-

erts).
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When you're shooting life, it's for keeps.

You just don’t get raw, gutsy footage on a
dolly. And you don’t get street-talking se-
mantics in a studio.

You get it with the new electric eye Beau-
lieu 16mm (R16B Auto) and Uher 1000
Pilotone tape recorder.

Together they give you the lightness and
the versatility to film the action while let-
ting the tape run. You don't miss a thing.

The new Beaulieu is the first 16mm multi-
lens camera with fully automatic exposure
control. A mere 6 Ibs. including a 200 ft.
magazine, it features the Beaulieu patented
servo-reglomatic concept and a choice of
three Angenieux ‘‘automatic diaphragm®

CII\‘IEMA
Beaulieu

Zoom lenses. You never worry about chang-
ing light conditions.

Its new transistorized electronic speed
control is calibrated by a tachometer for 24
fps sound and for all filming speeds from 2
to 64 fps. You can reverse drive at all speeds.

Remote control can be handled by radio
or photocell. The unique mirror shutter Sys-
tem provides 100% of light to the film and
the viewfinder,

The 60 cycle sync generator is custom-
calibrated to the Uher Pilotone.

This professional, solid state tape re.
corder has a built-in sound synchronization
for motion picture cameras.

It has an interruptable automatic photo

B /Uher

electric level control...interruptable o
load filter.. . test button for pilotone levé :
test button for battery condition ... monll
ing both straight and off tape...continut
stroboscopic speed control. .. built-in mt:
toring speaker...and adjustable playbiL!
and record equalization (CCIR or NART

Together, you have an ultimate weaf
against staid and still photography. It offt!
you matchless maneuverability and ver
tility in sight and sound.

For complete information on the Ciné!
Beaulieu R16B Auto Electric Eye Camt,
and Uher 1000 Pilotone recorder, writé |
Cinema Beaulieu, 921 Westwood Blivd., L
Angeles, California 90024,

B/ by Martel
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Business barometer |

:r a slowdown in the spot boom in August, business began humming again in Sep-
tember. The August figure would have been satisfactory under "ordinary" con-
ditions. It was 6 per cent above the pre-

vious year. But considering the blistering
pace of the late Spring and early Summer, it NATIONAL SPOT i

was a letdown.

h September 20.7 per cent above last year, the month
was a '68 record in terms of percentage in-
crease. The previous record month was June, when
spot leaped 18.4 per cent above '67. May,

June and July were all above 15 per cent.

o significant is the fact that September is a lead- T r
ing indicator of Fall business, which means i '
that it ought to be very good. Last year
September was the worst month for spot,
with a decline of 10.2 per cent from '66.

$ September spot increase brought the revenue total | | i

' to $80.3 million, as against $66.5 million R ]

last year. Compared with August, spol rose
25.7 per cent, according to the "Business
barometer" panel of reporting stations.

» medium and larger stations performed better than =
September (up 20.7%)

] the smaller stations and the medium stations
did best of all. The latter's performance

is in line with patterns shown in the pre-~

] vious months Year-to-year changes

| o by annual station revenue.
ations billing under $1 million reported an increase Station Size Spot Tv
: of 7.5 per cent for spot in September g

| compared with last year. Outlets in the glnf?le;:?lllio'r’:l”w" j‘_zgfz/?
1 . . . 150
. $1-3 million category rose 23.1 per cent. $3 million-up 42029,

| X 2
| Those in the over-$3 million group showed an
increase of 20.2 per cent.

|

ptember is the fifth month the medium stations have 100

| shown the largest percentage increase over 95

1 last year. The other four months they

/ were second. The larger stations were first 90 !

once (in March), second four times, third
four times. The smaller stations were first
three times, second once, third five times.

I

Ir the first three guarters, overall spot billings
total $627.7 million, compared with $605.4
million for nine months last year. This
represents an increase of 11.1 per cent.

jlere appears nothing in the wind that portends any

: serious problems with the economy. Third
quarter profits have been high and auto
sales are helping to bolster consumer spend-
ing levels. Worries about a serious reces-
sion were cooled recently by soothing words J F M AMIJIJ 4 SOND
from the National Association of Credit 196867 comparison

Management.

ext issue: local and network compensation figures for September.

I copyrighted feature of TELEVISION AGE, Business barometer is based on a erosis-section of stations in all income und geographical cutegorios.

\formation s tabulated by Dun & Bradstreet.)
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“MURL DEUSING SAFARI . . . wonder
how this program happened . . . 4
those who brought such splendor b’
into our home, we wish the best.” “MURL DEUSING SAFARI . _ . ‘
4-ceful photography . . .
4-eign environments . . . 4-ged
into documentary 4-m
“DATELINE WISCONSIN . . . 4-mat's perfect . . . ... 4 acquainting one with
in-4-mative, 4-ceful, un-4-gettable yet in-4-mal, too.” the world we live in.” ¥

“THE INVADERS . . . 4-thright, 4-ceful . . . if you
watch it once, you must watch it again.”

“...cheers 4 4-ward 4's DATELINE
WISCONSIN . . . 4-goes 4-mality
without 4-saking taste.”

Our new fall programming

has them watching...
and writing, too!

Quotes like those above are typical of the thousands of entries received .- f
in our Fun with 4 Fall Programming Contest. Entrants found a lot of g
excitement in our fall lineup. And they let us know it! 1

That excitement can work for you . . . because each program is ex-
citing in a different way. And each can effectively carry your message to
Milwaukeeans . . . who Look Forward to WTMJ-TV for interesting, stimu- LOOK FORWARD TO WTMU-TV
lating programming. For details contact our representatives: Harrington, The Milwaukee Journal Station « NBC

Righter & Parsons—New York - Chicago - San Francisco - Boston - Atlanta
+ St. Louis - Los Angeles. W I MJ — I V
=
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THE WAY IT HAPPENED

ewsfront

i"——-*.—-—.. e

ic among the interns

Jis the broadcasting industry Jost
lamour? James G. Hanlon. of
{i Continental Broadcasting, Chi-
{, thinks it has and that this is
i i's becoming harder to attract
4le into the field.

Jinlon chaired the Internship
Committee of the Broadcasters
't?notion Association, the purpose
| hich was to help BPA members
:lop more internship programs
lexpand the ones now in existence.
‘3roadcasters should exercise a
I degree of professionalism in
ic recruiling and training prac-
4,” said WGN Continental’s Han.
i “Internship programs are con-
red by many personnel authori-
{ to be one means of accomplish-
{ this goal.”

he committee, in a study pub-
{>d by the BP’A, found that college
jlents around the country are
ing over temporary and part-time
{itions at many of the more “pro-
fssive” radio and television sta-
iis. Most of these positions are
it of an internship program estab-
ied by the station and a nearby
jege or university.

"lepending upon the individual pro-
¢m, the student may either observe
lion operations or he may be in-
ived in a variety of jobs. Some
iiions give students a chance to
iite, to direct and to work in pro-
stion. Some students get paid for
lir work, while others get academic
Jdir. A few get both.

|

- national study. The BPA con-
jcted the study on a national basis.
\e entire station membership of the
linois Broadcasters Association was
icveyed, as were key executives of
l: Council for Television Develop-
nt, an organization of various
loadcasters fighting proposed limita-
ns on station ownership.
Other stations and groups were
llected on a limited basis.

BPA received replies from approxi-
nately half of the stations surveyed.
ost of the stations not responding
»re in small towns or were small
serations in big cities. BP’A assumed
ey have no intern programs.
. The stations that do have intern-

elevision Age, Novemnber 18, 1968

ships fall into two categories—those
that have a formal arrangement with
a school involving credit and those
that offer a salary without credit. A
third category was stations that have
no intern program but hire students
for part-time or temporary employ-
ment to give them experience.

Twelve respondents offer credit for
their programs. Two of the biggest
are the Westinghouse Broadcasting
Co. and WGN Continental.

At Westinghouse, interns who per-
form on a high level have a chance
for fulltime employment after gradu-
ation. Twelve to 14 students work in
several different departments of a
station during the Summer, and be-
come involved with station problems
and projects.

At weN-AM-Tv Chicago, aftiliated
with WGN Continental, 49 students
from four colleges have served in the
intern program. Each year, 16 stu-
dents fill actual working positions.
They each receive $65 for a 40-hour
week and. depending on the school, a
certain amount of academic credit.

WFLD's version. (One of the most
extensive intern programs is under-
taken bv wrLp Chicaco. Tt accom-
modated 14 to 28 students per year
as crealive assistants in production,
news and remotes, but the station is
modifying the program. Four of
WFLD’s interns moved into permanent
stalf positions.

One of the oldest intern programs
is sponsored by Wometco Enterprises.
For the past 15 vears. about 10 stu-
dents per vear from the University
of Miami have been working at wTvJ}
Miami. Thev spend half their time
learning, half in productive work, and
get two or three academic credits,
depending on the number of hours
worked.

Individual needs of the students are
important in making assienments at
woon-aM-FM-TV  Grand Rapids, a
Time-Life Broadcast Inc. station. Two
students per vear are involved at the
wooD stations.

After spending a short time work-
ing and observing in each depart-
ment, the intern is placed in the area
he is most interested in. The interns
University of Michigan students, are

=7 3

salaried and receive three credits for
their work.

Two other Time-Life stations have
intern programs, but they do not offer
college credit. They do, however, pro-
vide a good background in all the
areas of broadcasting. At KERO-TV
Bakersfield, interns start in a training
program but are promoted to better
jobs.

\t wrBM-aM-FM-TV, Time-Life’s
Indianapolis stations, interns spend a
semester in all departments, mostly in
ohservation. If a student chooses to
return for a second semester, he is
assigned to a specific area, one in
which he is interested.

Another of the older programs is
run by WHAS Inc. Louisville. They
reported that wiias Radio “pioneered
the intern program in this area way
back in 1948. when the entire radio
class at the University of Kentucky
spent a day of orientation with the
company’s department heads.”

The class has since grown too large
for this sort of thing, but a formal
intern program has been established
not only with Kentucky but also with
Indiana State University and Han-
over College.

Other stations which offer intern-
ships with college credit are WBBM-
AM-FM-TV Dallas, wKkzo-AM-TV Kala-
mazoo, and KSL-AM-FM-TV Salt Lake
City.

Formal intern programs without
college credits are also offered at some
stations. WAND Decatur has trained
some 30 interns in several different
areas.

Top journalism schools around the
country supply Avco Broadcasting
Co. with interns in the news and
publicity and promotion fields. Cor-
inthian Broadcasting Corp., New
York, trains three students each Sum-
mer in the non-technical areas of tele-
casting at their stations around the
country, and wiBw-aM-FM-TV Topeka
has a similar program, WAVE-AM-TV
Louisville provides a program in the
news department for three students
each year.

NBC, the only network that re-
sponded to the BPA questionnaire,
said it doesn’t have a formal intern
program but does provide a general

(Continned on page 68)
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Timebuying sérv

in the curren
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restructuring

of the agency’s media department,

but there’s more to it than that

Y &R’s regional negotiators-buyers

Change is the name of the game in the ad
business today. At the agency level, the
spotlight of change has been focused on the
creative operation. But there are probably
more fundamental pressures being exerted on
the media department than against any other
agency function.

The emergence of the timebuying service
is the most obvious and dramatic example.
However, other developments simmering be-
low the surface have greater long-term impli-
cations—the growing complexity of media,
the fractionalizing of media, the problems of
generating and managing audience and brand

elevision Age, November 18, 1968

data and the related area of computers, grow-
ing client proficiency and involvement in
media strategy as a consequence of the need
to coordinate multi-agencies and multi-brands,
and the need to know more about local mar-
kets. And that doesn’t exhaust the list.

Late last month, media personnel at Young
& Rubicam, New York, were informed of a
major realignment quietly underway in the
department. It is a revamping designed to
meet head-on some of the pressures detailed
above, and it is one of two important steps
being taken by the department to keep the
agency in tune with the fast-moving world of

21




marketing,

It is also the first major change in
the department since its realignment
four vears ago. And it tackled a
problem regarding timebuyers that
has been nagging agencies for years.

What Y&R has done is separate the
spot tv and radio buying function
from other divisions of the depart-
ment. A Broadcast Section has been
set up in the New York office, consist-
ing of nine regional supervisors and
five assistant regional supervisors
whose primary job is to negotiate and
execute purchases of tv and radio
station time for all Y&R accounts in
the headquarters office. Other offices
will be included later.

They are responsible for specific
geographic areas rather than specific
accounts, though, of course, they per-
form in line with brand objectives,
which are given them by the client
service (product) groups. For this
purpose, the U.S. is divided into nine
regions—Northeast, Mid Atlantic.
South, East Lakes, West Lakes, Mid
West, South West, North West and
Pacific.

Explore opportunities

The new regional specialists do
more than buy. They funnel infor-
mation on specific developments in
markets within each region, keep alert
to trends and explore opportunities.

Buying for each region is con-
ducted by a regional supervisor.
While the regions are divided so that
each is roughly equal in activity, five
assistant regional supervisors are as-
signed to regions where there’s more
action and buying is more complex.

Finally, there are five “purchase
service assistants,” who are not
strictly buvers but who know enough
about buying to handle the more
routine chores.

The experience specifications of the
latter are comparable to a rep sales-
man's secretary. But these girls are
often (and rep salesmen will be the
first to say so) highly knowledgeable
about buying and can stand in for
their bosses in most situations not
involving negotiations.

The idea of buying by regions is
not new, and there are certainly
plenty of buyers in the business who
have no planning responsibilities. But

22

buyers with no specific brand respon-
sibilities—or, to put it more precisely,
with responsibilities for buying all
brands-—are certainly a new breed.

But more important, each regional
and assistant regional supervisor is
not your run-of-the-mill buyer. They
were all either media supervisors or
senior buyers, which means they’ve
had planning experience and know
the whys and wherefors behind buy-
ing requirements.

Initially, Y&R is sinking $180,000
to $200,000 in additional costs into
selting up the new section. It’s esti-
maled that the total annual expense
of running it, including salaries, over-
head and other expenses, will be
about $900,000.

In time, it’s expected that these
extra costs will shrink considerably
through “settling in,” improvements
in elfliciency and normal turnover.
However, thev won’t ever be elim-
inated entirely, at least not until some
other departmental change comes
along.

Does this mean Y&R is upgrading
the buyer? Warren A. Bahr, senior
vice president and media director of
the agency, thinks the question is
meaningless.

“The regional specialist is a new
kind of job. Y&R’s all-media buyers
and planners remain doing what
they’ve always been doing. They con-
tinue to have brand responsibilities.
Only a fraction of these have been
taken away—the part that has to do
with the actual placing of buys for
spot tv and radio time.”

Y&R media people are well aware
that the new Broadcast Section will be
regarded in the business as an answer
to the timebuying service.

New buying unit will be
the eyes and ears of the
media department in
probing opportunities
and learning more facts

about the local markets

It can be argued that the spe
tions of the regional buying sp
ist are those touted by the midd)
as reasons why he can presup
do a “better” job of buying
They certainly appear to mee
middleman’s  claims to by
superiority—the experience, the
fessionalism, the pay, the statys
the concentrated knowledge of
local market situation.

But, says Bahr, the answer j
as simple as that. The agency
maintains, would have done wh
is doing even if the time-buying
ice had never emerged.

|
|

‘Conglomerate’ markets

For a variety of reasons, Bah
plains, the agency today must
more about individual geograp
markets. To the YSR media direclo]
the term ‘geographic areas” wa
be more apt. “They’re not really logs!
markets we’re talking about; the
big, conglomerate markets.”

Alan Miller, named to head up
Broadcast Section, was formerly
media group supervisor working
major accounts. He now carries
title of national supervisor.

Miller points to the growing use
television by retailers. “This i |
changing the local market picturel;
Sears and other retail businesses ar

sent competition for the same time'
bought by national brands.”

In sum, there’s not only more tol"
know about markets but more reasor ‘ '
to know it.

Bahr does not deny the middlemas
is a factor in the decision to upgrade
the buying function. “We made ou
decision quicker because of him™}
Miller says the timebuying servicel
was a “catalyst.”

Nor has Y&R tried to hide its ¢
cern about the discounts these se
ices have been able to negotiate. Ba
has warned on more than one ot
sion about the serious consequences !
that could result from stations manip:
ulating their rate cards for some and
not for others. |

Last Summer, he sent a letter to
tv stations asking for information
all “outlets” through which statiof
may be selling time and data
preferential rates, if any.
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The result was an expected across-
the-board denial by stations that any
discrimination in rates was taking
place. However, Bahr felt the letter
was worth the trouble, since he in-
formed stations he wanted discounts
anyone else was getting. :

Later. he sent two of his top ex- |
ecutives—Joseph Ostow, vice presi- '
dent of media planning, and Richard
Anderson, vice president of media |
relations (the latter will be replaced |
by Donald Foote on January 1)—to
scout the local station situation in
four markets and get some idea of
how the then proposed regional spe- 1
cialist concept might fare.

One result of the visits was the
conclusion that travel and on-the- ‘

]

scene contact should rank importantly
in the regional specialist’s roster of
responsibilities. However, there is no
intention to bypass the station rep.

One benefit of face-to-face contact
with station personnel will, of course, ,
be to smooth the process of nego-
tiating for time with reps.

Bahr leaves no doubt that negotia-
tion, in the broadest sense of that
term, will be a major function of his |
buying team. He doesn’t care who the
station deals with in its business of
selling time, but he makes clear Y&R
intends to get the same discounts for l
comparable purchases that are {
garnered by timebuying services or
anybody else.

As Y&R buyers become increas-
ingly familiar with competitive real-
ities and the ins-and-outs of rate
cards in each market, Bahr is con-
vinced they will be able to do just
that.

Bahr is not impressed with the ac-
complishments of the timebuying |
services. Their claims about getting
lower rates are only evidence to him

(Continued on page 57)

New Y &R Broadcast Section of regionall
assigned buyers is heuded by Alan
Miller, top. Senior vice president and
media director Warren Bahr says neu
wnit is response to many changes

taking place at local level.




Wyse Advertising is a Cleveland
ad agency which has found
happiness in New York.

The agency opened its New York
branch 18 months ago and has in-
creased its billings by $5 million in
that time.

Though Wyse is not the first out-
of-town agency that has felt New
York is the place to be, its relatively
small size puts it in a class by itself.

Other shops such as Needham,
Harper & Steers; Tatham, Laird &
Kudner; MacManus, John & Adams;
Bozell & Jacobs; and Ross Roy have
shifted their emphasis to advertis-
ing’s capital either through mergers
or by beefing up their New York
offices. In any case, the trend is per-
fectly clear.

The move to New York for an
agency of this size is not very com-
mon. According to Lawrence Was-
song, vice president and director of
client services, and co-director of the
New York office, the agency now bills
$10 million.

Why the move?

Wyse made the move, according to
Wassong, “because Marc Wyse, our
president, felt the agency had ex-
panded all it could in its 16 years
in Cleveland.”

The move east held several prom-
ising advantages for the company.

Locating in New York would put
them in the center of the greatest
talent pool in the world, and they
would be close to the finest produc-
tion facilities.

Since New York is the head-
quarters of so many companies it is
a natural place to be if you want an
office close to new sources of busi-
ness.

Wyse had contemplated the move
for some time when Herb Lubalin,
creative director for Sudler & Hen-
nessey, New York, told his friend,
Marc Wyse, that Sudler wanted to
fold its consumer advertising di-
vision.

Sudler had four consumer clients
at the time: the CBS Radio Network,
Swiss National Tourist Office, Swiss
Industries Group, and General Elec-
tric Textolite. Wyse picked these up,
along with four Sudler empleyees,
and set up their new base.

Shortly after the office was opened,
Wassong and Richard Voehl joined
the firm. Wassong came from Doyle
Dane Bernbach where he was an ac-
count executive on American Air-
lines. He had also been an account
executive with BBDO on Campbell
Soup. Wassong was put in charge of
client services.

Voehl took over the Wyse creative
department. He had previously been
at Daniel and Charles and Benton &
Bowles as an art director.

At this time, the New York office
began to take on new duties and re-
sponsibilities which paved the way
for the agency’s growth and expan-
sion. Most of the media buying is
done out of New York—not only be-
cause New York is the center for
media activity, but because finer
media buyers are available to round
out a staff.

More than half the staff of the New
York office, which has now grown to
21, are creative people. Each special-
izes in a particular medium—tele-
vision, radio, or print.

The majority of the creative work
for both offices comes out of New
York. Only one account, a small one
is handled entirely out of Cleveland.
Wassong explained that the Cleveland
stafl is composed of general creative
people, while New York has the
specialists,

The exception to this format is
Lois Wyse, wife of the agency’s
president and a copywriter to whose
credit goes the slogan, “With a name
like Smucker’s it has to be good.”

When a prospective account is be-
ing worked on, Mrs. Wyse will fly
to New York to assist in the prepara-
tion. If it is a Cleveland account, she
takes the program back for presenta-
tion.

This commuting is not as difficult
or troublesome as it sounds, Wyse
people say. The Cleveland office
maintains a three-bedroom suite in
a town house, while visitors to New
York stay at a suite at the Regency
Hotel. Flying time between cities is
a little more than an hour and a half.

Top executives make trips between
the offices two or three times a week.
In between, a direct telephone line
connects them.

Says Wassong, “We find this ar

rangement no more difficult
working with an office in an
part of the city. The expense o
ing is more than made up for b
benefits of a central creative de

g AR e S

He may be right, for in th
months since the agency opene
counts such as Angostura-Wy
man, R. J. Reynolds Foods, En
Consolidated Foods, Longchap
United Jewish Appeal, and Li’] A
and Mammy Yokum restaurants
joined the agency’s roster of
clients.

Wassong is proud of the ran
clients the agency has. “This dive
keeps the creative spark oing. If
had to sell 100 brands of cereal
could never be as good.”




Ly West, media director at Wyse.

Wassong added that no account is
so large it jeopardizes the agency.
“We can pace our growth and not
worry about losing an account that
might be responsible for half our
revenue.”

Because some of the accounts are
small, about 40% of the agency’s
billings are by fee.

A strong knowledge of marketing
and a fresh insight into buying by
Wyse has helped several companies
make substantial gains.

Perhaps the most familiar of these
is the campaign for Smucker’s jams
and jellies which began eight years
ago. Smucker’s original budget for
advertising was $77 a week. When
they came to Wyse their annual sales
were $10 million.

khard Voehl (1.) and Lawrence Wassong, co-directors of the New York office.

Smucker’s uses advertising mainly
to gain distribution. Their product
is well accepted by the public but
not available everywhere a consumer
might look.

After creating the Smucker’s slo-
gan, Wyse went into tv with it. Sales
grew slowly at first, but today
Smucker’s has sales of $40 million
annually and spends almost $2 mil-
lion yearly in advertising, most of it
in network tv.

Some of its work for recent clients
displays Wyse’s involvement in areas
that go beyond the creation of ad-
vertising.

Better break for bitters

Angostura-Wupperman, manufac-
turer of Angostura bitters, controlled
95% of their market when Wyse
picked up the account last year. The
market, however, was very small;
bitters are used in mixed drinks and
only a few drops at a time. Sold in
eight-ounce bottles, the product. lasts
an exceptionally long while.

Wyse developed the idea that the
bitters could be used as a seasoning
in cooking. A campaign was de-
veloped along those lines, including
a write-in offer for a free cook book.
Today, sales have increased consider-
ably, says the agency.

Another product is a face cream
that is one of the largest selling
brands in England and France, and
will soon be marketed in this country.

Wyse developed the packaging de-

(Continued on page 64)

A little guy
comes east

Wyse Advertising

of Cleveland shows how
to make it (quickly)
in New York




Chicago riots (middle
photo) set off atiacks
on tv. Coverage of
trials of James Earl
Ray (top), Sirhan
Sirhan will be affected

3 by ‘Reardon Report.’

1969: year of harassment

for tv news?

The new president of the Radio-Television News

Directors Association is afraid the answer is yes

By EDDIE BARKER

26

hat is ahead in 1969 for

broadcast newsman? Thj
not an easy question to answer,
least not in terms of what it is
awaits us. But in terms of |
being a “high water mark” in
form or another—that seems a

tainty for the television and r
broadcaster.

In checking with news direct
around the country, the aln
unanimous response to the ques
of “what’s ahead?” brought the
sponse that the sledding is going
get rougher before any real smoo
ing out.

One news director summed up
prospects for 1969 as, “The Yi
of Harassment.” He may have
point. Most news directors in thel
Radio-Television News Directors A
sociation are concerned over the qc{
tions of the new Congress. And, singg /'
the FCC normally reflects the moo
of the Congress, we can expect it
or no help from the federal governilfﬁ‘ '
body.

Aside from the push for stricter|
controls on the industry, the otherl
obstacle we face is the possible im
plementation of the Reardon Com:
mittee Report, which affects coverage
of court trials, as adopted by the
House of Delegates of the American||
Bar Association somewhat earlier this |
year. 1

The findings of the President$
Commission on the Causes and Pral-[
vention of Violence will surely have
an effect on the attitudes of legislas!
tors and laymen toward televisionst
In the recent hearings of the com.ik'
mission in Washington. there werél
few witnesses or commission mem]]-
bers who rushed to the aid of thc'vfh'
broadcast newsman. N

What has brought about this neW
series of dilemmas (or the continus |
ance of old ones)? Why is it th
as we move toward more sophistisi|
cated coverage of the news, we fin
ourselves facing an ever growing bat|
tery of critics whose broadsides seemif
to have a far more caustic effect thai
those of critics of just a few years |
back?

What ‘lies ahead for those of us®{
with the camera who seek to “tellS
it like it is,” and let the chips fallls
where they may? Who is it thabs

=2
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yise up as the Great Defender
¢ broadcast journalist and bring
ascals to taw who seek to en-
» us with the soft but strong
s of legislation and regulation?
answers to these questions arve
simple.
e vear now closing presented
country and the newsman with
ries of happenings that taxed
men at both the network and
station levels to the utmost.
ssinations, riots and demonstra-
; became commonplace. And
B'ision did its usual yeoman-like
1of veporting what happened.
‘nd then, in the closing days of
\Summer, came the Chicago story
i its aflermath. The tables were
jed and television, rather than
'z the reporter of the action in
istreets and the convention hall.
'me instead the focal point of
j!rage itself. The result was a
i2d of charges and counter-charges
{ to this dav remain largely un-

ylved.

A A =

Dealey didn’t help

' he confrontation between the net-
'ks and Mayor Daley has, rightls
ywrongly, tarnished the television
{'s image in the eyes of many
ivers. Time must pass before that
jﬁsh is erased. The Chicago story
{- probably be the overriding re-
imbrance of 1969 so far as tele-
‘on news is concerned.

The davs when television chalked
| some of its finest hours, in the
verage of the King and Kennedy
liths and subsequent events, are
veniently brushed aside in the
nds of television news critics. They
. in Chicago the perfect oppor-
iitv to move in on the medium,
‘cn resistance is much less than it
juld have been prior to August.

168.
'Television news, in the minds of
ime, is in a particularly vulnerable
sition today. Many news director
¢ the first real signs of trouble
iming soon after the new Congress
(pvenes. The general concensus is
1t we can expect a pretiy lhorough
ling over in the first session of
le 91st Congress. So, the primary
{Continued on puze 58
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A TRIBUTE TO BILL McANDREW
by Reuven Frank, President, NB( News

he late Bill McAndrew was in

his 30s when he came to New
York in 1951 to take over as
divector of television news for the
National Broadcasting Company.

He had been the man in charge
of the NBC-owned stations, radio
and television, in Washington. Be-
fore that he had heen variously
managing editor of a trade maga-
zine, a warlime government ser-
vant (which he hated), and one
of the earlier broadcasting news
executives, associated with some
of its first great names and major
achievements.

He had been known as some-
thing of a boy wonder in those
days. After he came to New York,
he united NBC’s radio and tele-
vision news
departments,
gained a vice
presidency and
then an exec-
utive vice pres:
idency. And
when NBC
News was
granted  divi-
sional status.
he became its
first president.

From the
outside it all
sounds like a
noteworthy
but not un-
usual success
story for the broadcasting indus-
try—a bright, knowledgeable,
hard-driving man who knew what
he wanted and got it. But that
not how it was at all.

This man was so shy that a
public speech was for him a
physical ordeal. He worried more
about right and wrong than about
anything else, including his own
career. His chief operating prin-
ciple was loyalty to subordinates.
And he could get some of the most
unlikely people to do things for
him they would do for no one
else. He was affable and gentle
and when with someone he liked
he would spend all night talking

about everything under the sun.
If he liked you, he teased you,
and his favorite weapon was your
middle name.

It is hard to explain to strangers
why he succeeded; it is very im-
portant that he did. At the forma-
tive time of television journalism
he was one of those, perhaps the
chief one, who decided that it was
to be journalism before anything
else. Those years are far behind
us, and what was once a conscious
decision seems now like a truism.
You have to go back that far to
realize that it isn’t.

We were beset then as now on
the one side by thesocial engineers,
politicians, lawyers, believers, who
wanted it to serve the noble prop-
agandas—and
on the other
by the experts
in the medium
who thought
in terms of its
criteria of ef-
fectiveness.

Bill McAn-
drew believed
instead in
news as it is
practiced  in
the United
States. He
made this be-
lief work not
by broadcast-
ing large state-
ments and high-sounding instruc-
tions. but by constant involvement
in the daily processes which
brought it about.

He recognized before most peo-
ple how important television news
was to be. I can remember him in
the early Fifties exhorting little
groups of friends and associates
about it, when to most journalists
it was either a novelty or a
nuisance, and long past the hour
most of us would rather have been
in bed.

It is an irreversible fact of
American history that he saw it
through. That was his real suc-
cess.

\
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Nobody yet has come up with a
definition of the purpose of
educational television that will satis.
fy all interested parties. But what-
ever ETV is, there’s more of it around
than ever.

More than 150 ETv stations are
on the air after a decade and a half
of growth that hasn't faliered. In ad-
dition, the amount of programming
per station has continued to climb.
And this despite limited funds for
programming and equipment.

The first problem with defining
ETV’s purpose is the name itself. Even
the ETV people aren’t exactly happy
with it because it seems to suggest
the schoolroom and thus doesn’t
represent a broad enough scope.
However, they’re not that unhappy;
after all, education is really more
than formal instruction. It’s learning
about the world in the broadest sense,
and what’s wrong with that?

Finally, since the name “educa-
tional television” seems to have
stuck, the ETV people are prepared
to accept what would be too much
trouble to change.

One aspect of the problem is
whether ETV should be solely an in-
structional medium or include gen-
eral programming, too, and if 50,
what kind?

A broad-brush answer was offered
recently by Frank Pace, head of the
Corporation for Public Broadeast-
ing, in an address in New York to
the TV Stations, Inc., seminar.

Pace said, in effect, that public
broadcasting (the term is coming
into use to mean general-appeal ETV
programming) is public service with
an entertainment flavor while com-
mercial broadcasting provides enter-
tainment with a public service flavor.

A more specific definition is found
in the report of the Carnegie Com-
mission on Educational Television,
which included under the heading of
public television “all that is of human
interest and importance which is not
at the moment appropriate or avail-
able for support by advertising and
which is not arranged for formal in-
struction.” J
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Both approaches seek to draw g
kind of line between the comme
and educational media. There’s
other way of saying it: How can
two live together?

Commercial broadcasters are
no means agreed on the role of
Many feel that, instructional
aside, commercial tv has the
sources to provide the cultural
documentary programming called
by the intellectual community
has been doing a good job in th
two departments.

There is undoubtedly, in additi
the fear in some markets that
competition of public television ¥
take some of the audience away fr
commercial tv.

But there is plenty of support
public tv among the profit-maki
sector of the broadcast industry.
it is more than vocal. It’s been es
mated that in the past 15 years abo
$20 million in cash and equipme
has been given ETV by commercial
broadcasters.

Most of it comes in cash

This estimate was made last Sum:
mer by Dr. Robert L. Hilliard, chief |
of the Educational Broadcasting |
Branch of the FCC, in a talk before
a tv workshop held at the Universit
of Maryland. '

Dr. Hilliard figures that 60 p
cent of the contributions were in cash
and the rest in equipment and serv:
ices. He said that about one-third _
all ETV stations on the air have r}' L
ceived financial help, while aboul
two-thirds of them received the other '
types of aid. -

The FCC ofhicer also pointed Oj‘l -
that early commercial tv demonstra:
tions of the value and need for in
structional tv were a major factor
in the FCC’s setting aside 242 noi
commercial channels in its 1952 VHE=
UHF allocation table. _

He noted in particular the experi:
ments in instructional tv by WE
Cleveland back in 1948, and the st
tion’s courses for college credit, first |
in the nation, in 1952, under the di* |
rection of Western Reserve Univers I
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je president John F. White, now
glent of NET.

l: question of instructional vs.
\ tv is pretty academic at this
{ire, what with the federally set
{PB. There is the further fact
{he bulk of programming on ETV
yneral or “public” in nature.
[z latest complete figures avail-
| based on 1966 information,
\:d that 57 per cent of all ETV
,amming was general. This data
l:ed on a census of ETV stations
\iich they were queried about de-
lof their programming aired dur-
the week of April 17-23.

le study was done under the
i of the National Association of
\dcaster’s National Instructional
lision Center (NIT at that time

lith outside help and
iside determination,
educational tv

tas carved out niches
inthe local and

national scene

ETV,
you’ve
come
a long
way
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was called the Nalional Center for
School and College Television) at
Bloomington, Ind.

Called “One Week of Educational
Television,” it was the fourth in a
series done for NIT by The Morse
Communication Research Center at
Brandeis University, Waltham, Mass.

The series was repeated this year,
sponsored by NIT and NET but done
by the Institute of Communications
Research at Stanford University un-
der the direction of assistant profes-
sor Don Coombs. Covering 148 sta-
tions’ programming during the week
of May 6-12, the complete census
data will be published sometime in
January.

A few facts were learned about the

(Continued on page 61)

Most common categories of
“general” programming on EWV
are illustrated by NET shows.
Arts rank first (bottom),
children’s programming second
(middle), public affairs third
(top photo is of show on the
boom in beauty products)
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Symptomalic of the galloping in-
ternationalization of tv adver-
tising these days is the globe-girdling
production gait maintained by Tele-
Video, the international commercials
studio headquariered in New York.

® [tem: Earlier this Fall, 40 miles
south of Paris, inside the Renais-
sance chateau of Fontainebleau, a
lean, distinguished-looking French-
man with balding head and weathered
face paces beside a camera trained
on a sunken bathing pool.

Jacques Letellier, one of Tele-
Video’s 10 director-producers. is
filming a bathing beauty for Calgon,
via Ketchum, McLeod & Grove.

® ltem: At about the same time,
streaking skyward from the airport
at Lagos in Nigeria, a transport plane
carries TeleVideo director-producer
Larry Goldwasser homeward. Gold-
wasser had caught the plane just in
the nick of time, after a rush in
from the boondocks where he and di-
rector of photography Gayne Rescher

latest feature: Rachel, rachel) have
Rite Cola and I’Arcy Advertising.

On location with
TeleVideo. Above,
Jacques Letellier in
France for Coca-
Cola; above right, v
Marty Goldman
with Karloff in
London for Ronson;
right, Larry Gold-
wasser in ltaly for sl
General Mills; far
right, Frank
Herman in Rome
for Buitoni.

Commercials producer
TeleVideo supplements
bases here and abroad
with liaison men from

Nigeria to Hong Kong

Assignment:
the world

(Goldwasser’s precipitous depar-
ture had been occasioned by the
trouble in Nigeria.

Nothing unusual is happening as
far as TeleVideo is concerned. Dart-
ing around the world on commer-
cials assignments is normal procedure
for TeleVideo’s director-producers,
among them the company’s president,
Andre Moullin.

They have plenty of bases to

touch. Beyond studio operations in
New York, Los Angeles, Chicago and
Toronto,

there’s a Paris

facility,

3
I
Rue Marbeuf just off the Chan
Elysees, headed by the young dj
tor-producer Christian Gandon,

But beyond these bases, Mou]
has set up in the past couple of ves
a network of liaison men aroung)
world, a score of them in ag
countries, from Greece to
Kong.

Having a man in most spots i
it is likely a commercial mightlﬂ
made facilitates film-making. “Wg\
never encountered any serious Eﬁ{
culties anywhere,” Moullin remarke

Thus aided, TeleVideo direcls
have ranged abroad last year, shog
ing Olympic Airlines commercials}
Greece, Winter Olympics Coca-Cg
commercials in Grenoble, Frang
and Hoover commercials alsg'{
France (for French tv)—not to met
tion Olympia beer commercials g
the West Coast.

This year in South America Tel
Video filmed Coca-Cola commereia
in Brazil and Colombian coffee cor
mercials in—where else? —Colombi

(Continued on pagedtl




The dilemma of ABC

| previously noted here. ABC has a peck of trouble—

not only with new shows but with some shows it was
figantly forced to renew. The first ratings call for
s c action and soon, before advertisers abandon weak
hiks and stations defect. The analysis is easy enough
mke solutions are evasive.

Jinically, the mainstays of ABC have been Lawrence
‘el and The FBI, which appear to be indestructable.
hABC movies do well. Bewitched continues to hold
land Of The Giants appears to be the best of the
Al rk’s new shows making at least Sunday night solid.
fel Come The Brides looks OK too.

{ctain strategic programs, The Newlywed Game and
Jalrg Game, have low budgets and their audiences are
itj enough to make them good advertising buys. Holly-
0! Palace is another program which has a proper
Ja, despite disappointing ratings.

¢metimes sound clues can tome from bad mistakes.
elte anyone with hindsight condemns the decision to
wprograms that later fail, it is forever necessary to
4l: the old adage in show business that the bes judge
£ ograms is only half right. Certain shows look good
maper but don’t work later. Others have an ingredient
g throws good features out of perspective. Somehow
setar doesn’t fit the vehicle—lots of things beyond any-
ol’s control can happen. When failure comes, the best
e is to forget wishful thinking and take action as
% as possible.

igh on the list for instant execution are those shows
gl'h after a month, have a share at 20% or less. If
! is the target, certainly 20 or less is a disaster. In
himagic list are The Don Rickles Show, Felony Squad,
s Of Will Sonnett, The Quicasts, Peyton Place, Jour-
w@to the Unknown and That’s Life.

rowding this group for honors—between 20% and
Y hare—are The Ugliest Girl in Town, It Takes A Thief,
¥.PD., Hollywood Palace, Judd for the Defense and
Oyration Entertainment. Allow some of these the early
‘a1g blues and hope for the best. Pray for ABC’s babies.

iven so much surgery, it may be diflicult for a pa-
titt to survive, It is equally difficult to generate so much
ne programming quickly enough to fill the gaps. More
# ies might do it. But, where is the supply? Can ABC
izat the best in its bae more frequently ? Possibly thev
& stretch them a third night, but it is not likely that
th network can get more product than that. However
#\ird night could take care of a host of problems. It i
tipmmended that this step he taken.

\iinother simple remedy is to expand what works. Law-
f'we Welk for two hours, for example. Or even folly-
E'?d Palace, despite its early low ratings. Or Operation
f'erlainment. The variety format is the easiest to ex-

id. This would offer more minutes to advertizers at
lsonable rates, and the viewer would adjust to the in-
ased time with little effort. As a matter of fact, the
Jk show could be expanded horizontally. His produc-
is relatively simple, and it obviously works.

A still more realistic approach is to borrow from the

-
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daytime, as The Newlywed Game and Dating Game were
chosen. Peyton Place at its peak proved that a serial
could work. The trouble with Peyton Place is that it
changed actors. The secret of this format is that the
actors become real in the eyes of the public and in their
own eyes. Peyton Place was created as a nighttime show,
when it needed a daytime producer. This type of show
really grabs a viewer and could easily hold up on a
five-nights-a-week basis.

If ABC should decide to go that route they have a
real beaut available—Dark Shadows. This is the damned-
est daytime show ever seen. Il is sexy, weird, ghoulish,
sadistic and real gone camp. There is no reason to doubt
that it has the potential of a nighttime hit. It is wasted
on kids and women. Wait till the old man gels a
glimpse of Caroline or the Mate. Zap!

Same thing goes for the participating shows. They can
be produced in bulk order and have the same con-
tinuity of intevest. Theoretically, The Dating Game and
Newlywed Game are projectable five times a week. Plenty
of these shows are available.

One thing appears conclusive in this exercise. ABC
is not like NBC or CBS. They represent a change from
the ordinary. ABC can mean a chance for a limited
budget advertiser lo get into television on a low cost-
per-minute with enough circulation to make the buy
valuable. If they priced the way the two majors price
they could not make out. Hence the radical approach to
programming.

The other avenues open to ABC are foreign shows,

which are extremely limited in terms of suitability to
an American audience, and sports. It is increasingly evi-
dent that sports in primetime can compete with major
programs. If there is one thing that ABC has demon-
strated, it is strength in sports. The Olympics have been
well presented. It is only logical to assume that there
will be more sports available for primetime.

The last choice is specials that take a whole night,
like Africa. ABC can cover much of its schedule with
specials, and make a good dent in the competition. There
are plenty of companies that want specials. ABC can
supply them more easily than the others.

The sum total of all this is that ABC has such big
problems that normal answers won’t apply. The think-
ing has to be unique. In order to survive, they must
experiment boldly. If they don’t, look for big basement
bargains on the run of ABC’s normal schedule.—J. B.
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rilm/Tape Report

TASTE—AND TESTING

With the skyrocketing rise in the
cost of making tv commercials, the
market for the test commercial is
burgeoning.

At the center of the field of test
commercial production is Pegart
Productions, an outfit set up a vear
ago by the successful tv actor, rame
show host, and commercials spokes-
man, Art Fleming.

Host of NBC-TV’s Jeopardy, Flem-
ing is involved in the production of
a wide range of test commercials.
industrials, and sales presentations.
Since a week’s supply of /eopardy
is taped in the two six-hour sessions,
Fleming is clear to spend the rest of
his time putling together Pegart
product.

Casting the test commercials poses
no insuperable problem. Fleming
knows the town, knows jusl about
every talent in the business, and can
land them with a quick telephone
call.

Fleming, 'a strapping, six-foot-
three, runs Pegart with the help of
his wife, Peg, who as Peggy Ann
Ellis sang with the Dorsey bands and
was featured on Broadway in the
long-running Best Foot Forward.
(Later Mrs. Fleming played in tele-
vision’s first soap opera, The First
Hundred Years).

Working now with Pegart Produc-
tions as a director is the comedienne
who was the star of Best Foot For-
ward, Nancy Walker.

Also working with Pegart on test
films are tv writer Warren Summer-
ville, director Clarence Schimmel,
and the veteran producer and direc-
tor Casey Allen.

Pegart is geared to do finished
commercials, but prefers at this time
to work in the test comnmercial area
for agencies.

“In these days of the profit squeeze
we believe we can turn out quality
work at savings,” Fleming says. “We
just don’t have the overhead others
do. We don’t have to keep big studios
and production people on the payroll.
When we need them, we go out and
get them—and we get the best.

“When you’re building a com-
pany,” he adds, “you have to make
sacrifices. In 10 years, our prices
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may be as high and perhaps higher—
than anyone else’s.”

Pre-planning is the key to econ-
omy of operation for Pegart. The
studio maps out all moves before be-
ginning to make a test commercial.

Pegart has made a wide range of
public service films for Guideposts,
four-and-a-half minute dramatiza-
tions of stories taken from the wide-
ly-circulated magazine.

Currenlly, for an investment con-
cern, Pegart is doing a 10-minute

15

4

Pegart’s Peg and Art Fleming in a com-
mercials editing session with John Lewis
of Ross-Gaflney, where Pegart edits.

sales film that will be distributed in
five different language versions to 55
countries.

Also working with Pegart are
cameramen Jerry Kalageratos, who
has worked with Fellini; ken Talbot,
British cameraman of Born Free, and

Peler Winkler.

DEBBIE-FILMWAYS-NBC DEAL

In a deal comparable to that he-
tween Doris Day and CBS, Delbie
Reynolds, Filmways and NBC con-
cluded a joint muli-million dellar
production venture which links the
three of them.

Miss Reynolds, through her Har-
mon Productions and Filmways, will
star in a situation comedy about
the wife of a sportswriter to be
presented on NBC during the
1969-70 season. NBC will also make
funds available to the Reynolds-
Filmways group for other projected
tv series.

Filmways will finance the
tion of four feature films
two-year period, some to sta
Reynolds, which her compan
co-produce. Executive produ
the series is Jess Oppenheimer
credits go back to I Love Lug

PEARL AND JOAQUIN
Pilot for The Minnie Pearl

is now in production at 20th
tury-Fox Tv, with veteran ¢
ienne Minnie Pearl heading th
along with Stubby Kaye. The
hour pilot is being co-produ
Jack Elinson and Norman Paul,

Twentieth-Fox is also com
loaquin Murieta, a 120-minute
ie being made for NBC-TV’s
Premiere series. Filming of the
of the legendary Mexican-Am
hero is now going on in Du
Mexico, with Ricardo Mont
in the title role.

[s the 20th Fox-T'v co-produ
with  V-R  Montalban Entery
with Aaron Rosenberg as exee
producer.

THE SERENE DEAN

Henry Jafle, dean of the
pendent tv producers and packa
and longtime mastermind of the
Telephone Hour series, is curr
stretching oul to embrace a w
range of activities in the performir
arts.

Now wrapping up the filming of
play for the Hallmark Hall of Fam
Jafle also has two Pinter plays ru
ning ofl Broadway and is at work ¢
a Christmas special called /nirodu
tion to Fenwick.

T'he serene dean, who althoug
now in his 60s has recently becon
a father again, remarked that Fe
wick is only a beginning. Followin
the half-hour “Iutroduction to” th
Christmas, there will be the 60-mil
ute Story of Fenwick for Christm
’69.

The cartoon character Fenwie
it appears, is an elf employed in tl
well-known North Pole workshop. F
has a tendency to do things lops;
Lurvy.

The creation of Joe Schwenk, wh
wrole the television versions ¢

Television Age, November 18, 19
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B&W TV SET SALES ARE AT A
LOW POINT IN HIGH POINT, N.C.

THAT'S WHY WGHP-TV WENT FULL COLOR.

“We didn't want to get behind in

r market,” explains Chris Shaw,
GHP Business Manager. “We

ow that every time a consumer
akes a major TV purchase in our
eq, it's a color set. So why continue
th black-and-white news and
cumentary filming when your
ewers expect to see color?”

Shaw explained more about the
ation’s switch to Kodak Ektachrome
slor film and the Kodak ME-4
ocess. "It was time to go color.
ur ABC Network was full color, and
sming on with local events in
{ack-and-white would have left us

ATLANTA: 5315 Peachiree Indusirial Blvd., Chamblee, 30005, 404 — GL 7-5211,;
312—654-0200, DALLAS: 6300 Cedar Springs Rd., 75235, 214—FL 1-3221;

flat-footed. The Kodak experts came
down to help us set up the process.
We get all of our Ektachrome films
and processing chemicals from
Kodak. We've been processing right
to Kodak recommendations.”

Has color film paid off for
WGHP-TV2 “It sure has. We've had
increased advertising revenue since
we went full color. We shoot color
spots for local advertisers, too. As
far as the quality of the footage
we've been getting—it's all good.
It's a tough job to figure out what to
put on the air.”

Shaw tells more about the

EASTMAN KODAK COMPANY

CHICAGO

timing of the color switch. “I'd like to

say we were first in our market—but

we weren't. Actually, each of the three

stations here went full color almost

simultaneously, without knowing what

the other stations were doing. That's

an indication in itself that it was time

to go to color. Any station that

hadn’t would have been behind.”
Don't let your station get

behind. Everyone will

be full color sooner

or later. Don't be

later. Contact

Kodak

now.

1901 West 22nd St., Oak Brook, 60523,
HOLLYWOOD: 6706 Santa Monica Blvd.,, 90038,

213—464-6131; NEW YORK: 200 Park Ave, 10017,212—mU 7.7080; SAN FRANCISCO: 3250 Van Ness Ave,, 94119, 41 5—776-6055
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SALES U SERVICE [ RENTALS

the CAMERA MART ine.

1845 BROADWAY (at 80th 8T.) NEW YORK 23, N.Y. PL 7-8977

ARRIFLEX CAMERAS AND ACCESSORIES

ARRIFLEX 16mm STANDARD
Model S camera also available with built-in
slate and sync generator, Use with 100’
spools or 400’ magazines. Simplified film
path lets you change magazines in seconds.
Rock-steady registration pin movement. Mir-
ror-shutter reflex system.

ARRIFLEX 35mmCAMERA

Model II-C incorporates the latest improve-

ments in 35mm reflex cameras. Quick
change magazines, mirror reflex shutter.
Also available with variable shutter, built-in
electric slate and synch generator.

ANGENIEUX ZOOM LENS

provides the widest assortment of zoom
lenses available in 16mm, 35mm Arriflex
cameras. A varied selection of zoom ranges
is available for every need from newsreel
photography to the most elaborate studio
production.

ARRIFLEX 16 BL

Rugged, reliable, versatile, self-blimped
sound camera. The professionals camera
for quality location sync sound filming.
Compact, lightweight. Tachometer, frame/
footage counter. Simplified film path, gear-
driven sprocketed magazine system. Camera
built around famed mirror-shutter reflex
system and registration pin movement.

N/

SIEMENS PROJECTOR 2000
Preview type high quality optical-magnetic
interlock sound projector. Records 200 mil
magnetic track. Mix and playback. Single
system optical, single or double system
magnetic tracks in perfect sync.

ARRIFLEX SOUND BLIMPS
For 16mm, 35mm cameras. Compact, noise-
less. Accepts 400’ magazines (up to 1,000
on 35mm). Sync motor, footage counter,
follow focus for studio or location. Also
available in new fiber glass materials.

All Arriflex and Siemens equipment available for long term leasing.

L'KE’NEW SHOWROOM DEMONSTRATORS AVAllABLE Write for descriptive literature.

LOOK TO CAMERA MART FOR EVERYTHING
YOU NEED FOR MOTION PICTURE PRODUCTION
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Beauty and the Beast and Cinderel].
Fenwick, in Jaffe’s view, is sy
bolic of much that is going on in ¢
world nowadays, from the Colum}
University riots to new methods a
technologies from think tanks,

With the two Pinter plays, Jaffe |
acting as a catalyst in a media cygle
the plays, Tea Party, and The Bag
men!, now running at the East Sjg
Playhouse in New York, were fire
written for the BBC in Britain, whig
broadcast them on one of its two ¢
networks.

Jafle had the plays adapted slightl
to fit the requirements of theatrig
performance, and is now busy settiny
up new companies to perform they'
in London and in Los Angeles.

Also in the works for the Pinte
plays: a feature-film version, and
tv. adaptation that could pass un
challenged onto the L. S. networks

Jaffe’s production for Hallmark
is Teacher, Teacher, a play about
retarded child, written by Allen
Sloan. It will be hroadcast on NBC
TV on February 5.

Teacher, Teacher is being directed
by Fielder Cook, with David McCal:
lum as the teacher. Ossie Davis and
George Grizzard are featured in the
cast. The identity of the boy who
plays the retarded child is at this
wriling a closely-guarded secret.

Beyond Fenwick, Hallmark, and
Pinter, Jafle is also completing an-
other Christmas show, this one a
live-action production being made in
co-operation with UNICEF, the
United Nations Children’s Fund.

The program will encompass
Christmas celebrations and customs
around the world, with Victor Borge
playing a featured role.

For syndication by the Bonomo
Candy Co. Jaffe is making a series
of five-minute mixtures of cartoon
and live-action forms called The
Magic Clown.

For Colgate. he is producing a
game show called The Movie Game,
in which participants and celebrities
will vie in atitempting to identify
plavers in movie clips.

And in London, Jafle is producing
a feature film with the title, I Start
Counting. Director is David Greene.

Jafle (as fully detailed in The
supergl‘ou.p’ new program Source?
TELEVISION AGE, June 17, 1968, page
21) is .also continuing to produce
A Very Special Occasion, series of
specials for station groups and syn-
dication.

Television Age, November 18, 1968

—J



G E GOES BUSHBABY?
Pyluction of MGM’s The Bush-
bit, feature film now being shot
4 1zania, will mark the motion
sys debuts of two veterans of
4 \merican and (anadian tv
= Robert Maxwell and John
er
M well, producer of The Bush-
i, and Trent, director and co-
gtcer, are partners in Velvet
Im Productions. Each has made
jtlelevision, Maxwell as creator
issic and Father of the Bride
« rent as writer, director or
.secer of more than 500 Canadian
‘ms. among them Wojeck, a
rii that won at Cannes in 1966.
he Bushbabies is the first of a
ngine of movie projects planned
112 two.

QI(ING IT UP

Sson With Wry, a half-hour
rijkeyed lo cooking is being pro-
ag jointly by Kragen, Smothers
Fiz and Western Video Produc-
o which is the newly formed
toiction arm of Hollywood Video
enr.

lied on a couple of best-selling,
hisical cookbooks, the show will
alce celebrity guests. Dick Ward,
ietpresident in charge of produc-
orat Hollywood Video Center, is
@ tive producer.

ONSON PROTECTING

4 Universal City Studios in Los
njles, production is underway on
t feature film that will serve as
wler ship for a 90-minute series
piifl. The vehicle is The Protectors,
fit Van Johnson playing a city de-
eglie specializing in crime preven-
10 e.2., to track down and nab a
ig:ssional killer before the bad
fa: makes another hit.

'viter, and co-producer, of The
’rlectors is E. Jack Neuman.

INERNATIONALIZING

Canada, a New York company,
diern Talking Picture Service, is
€lng up distribution of its product
(fie shorts to theatres and to tele-
i$n). Acting as Canadian general
Miager of MTPS is Lynn Meek.

eek, together with Richard H.
eers, vice president of MTPS’
irh‘.,re division, made a deal with
Hitor Ross to distribute the prod-
Win Western Canada and with Max
Gidel in Eastern Canada.

Levision Age, November 18, 1968
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AMOS ON WATER

Again this year, a hard-hitting
campaign damning water pollution
has been devised by the Federal Wa-
ter Pollution Control Administration
for tv.

Last year’s campaign is fresh in
the minds of late-night movie ad-
dicts: the beauties of the Cuyahoga
River as it stinks its way through
Cleveland, the glories of Lake Erie
shores awash and luminescent with
multitudes of rotting fish.

One of the commercials in this
year’s campaign shows people de-
lighting in finding a place in the sun
at clean Jones Beach outside New
York—children playing happily, in-
tercut with quick cuts of the devas-
tation wrought by man at other
walering places.

Over the pictures runs a narration
of some lines from the prophet Amos.
With the clinch-line, “and thou shalt
die in a polluted land,” a cortege of
hearses plods across the now empty
beach.

The other commercial in this
vear’s campaign shows a Huck Finn
type whistling his way through the
woods, fishing pole at shoulder arms,

THE FIRST cOMPREHENSIVE
MARKETING/COMMUNICATIONS MEDIA

PRE-PUBLICATION
OFFER

SAVE 15%
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$10.95 (HARDBOUND)

OFFER EXPIRES JAN. 1, 1969

100% MONEY-BACK
GUARANTEE

An Invaluable Tool for Artists, Writers,
Advertising and Markeling Management,
Radio and TV Personnel, Photographers,
Company Presidents and Advertising Cine-
matographers.

Marketing Services

Research techniques, corporate ond finon
ciol onalysis, product introduction soles
orgonizations, inquiry hondling ond con
trol, overseos morketing

Advertising ond Soles Promotion

Agencies, public relotions, medio (rodio
TV, print, outdoor), direat mail pod od
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to the sound of Tom Paxton singing
a ballad about a beloved river. The
boy gets to the fishing spot; finds it
utterly ruined, with detritus, debris,
beer cans, and other effluvia of in-
dustry and leisure.

The films were made for the
branch of the Department of Interior
by William Jersey of Quest Produc-
tions, who made last year’s cam-
paign, as well.

The Water Pollution Ceontrol Ad-
ministration is making the two films
available to tv stations in 60-sec-
ond, 30-second, and 20-second
lengths. Prints are being sent to 811
tv stations.

Apparently last year’s campaign
has had a fair amount of play, if the
number of letters received by the
federal entity are any measurement.
Last year’s campaign was the office’s
first use of tv, and it resulted in mail
multiplying from 500 letters a month
to nearly 3,000 a month.

HONORS FOR SELF

William Self has been elected
vice president, television, of 20th
Century-Fox Film Corp. At the same
time, Self became president of 20th
Century-Fox Television, succeeding
Richard D. Zanuck, who is also
executive vice president in charge

SELF

of production at the parent corpora-
tion. Zanuck has now become board
chairman of 20th Century-Fox TV.

Self, hitherto executive vice presi-
dent in charge of production at 20th-
TV, is credited with building the
tv operation virtually from scratch
to the position of major supplier of
network tv programming in a few
years' lime.

This year on network 20th has 11
shows, seven are on ABCTV:
Land of the Giants, Fantastic Voy-
age, Judd for the Defense, Journey
to the Unknown, Peyton Place, The

Felony Squad, and Journey
Center of the Earth.

On NBC-TV, 20th has
series: Julia, The Ghost and
Huir, and Daniel Boone. A
CBS-TV, the film company -J'

Lancer.

CHRISTOPHER AND HOUDIN

Triangle is producing a 60.mj
special on the world’s most fag
magician, Harry Houdini. (§
Houdini: The Impossible Pogsik
the hour is being written and}|
rated by Milbourne Christopher i
ed magician, historian, and tv )
former. |

Christopher will recreate sew
of Houdini’s most classic escapes.l’
illusions, as the semi-document
traces his career by means of ni
reel footage, posters, stills and m
orabilia.

Christopher, who owns the wol
largest private collection of H
dini’s props and materials, recei
completed writing a biography
Houdini, to be published in Mai
by Thomas Y. Crowell Co.

Sequences for the documents
are currently being filmed in Niaga
Falls, where there’s a Houdini M
seum, and in New York.

For American tv, Christoph
hosted and produced a 90-miny
Festival of Magic, Garry Mool
World’s Greatest Magicians for CB
and magic specials for Jackie Gle
son, Westinghouse, and The Tode
Show. He also has done magic shoy
on tv in Britain and in Germany, a
in legit has performed in 64 m
tions.

AS) ACQUISITION
Audience Studies, Inc., acquifé

N. T. Fouriezos & Associates, a N&
York-based marketing research CGE
pany. The Fouriezos company \1'!;
continue to operate autonomouf
within the Audience Studies orgah
zation. !

In announcing the acquisition, &
S. 1. president Pierre Marquis sai
it is in line with the Screen Gemé
subsidiary’s plan “to develop
strong, fully-integrated research co
plex capable of meeting the need
of business and governments in
U. S. and overseas.”

Charles Rosen, president of N. ¥
Fouriezos & Associates and co~founfi
er of the firm, will continue to heat
up the Fouriezos organization, Mar
quis disclosed. ]
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CAN HATCHES AFFILIATE

* elican-Templeton  Productions,
has been established in Toronto
o elican Films, Inc.. New York.
fnew entity combines Pelican’s
?ﬂn.ﬁervices with the extensive Ca-
Len art and photography opera-
[5rof Templeton Studios.
jieph Dunford, president of Peli-
i Films, tabbed the movie “a
flig combination of Pelican’s di-
2 rial talent with a Canadian- staf-
#iroduction center.”
Nirrently in production at Pelican
pleton are commercials  for
1z, Kellogg’s Quaker Oats, Met-
w and Nyquil, among others.
{t eanwhile, back in New York,
fig:an  Films recently completed
stiuction of the first documentary
nie U. S. Navy’s zero defects pro-
‘trn. The 22-minute color film,
aa‘e for the Gander, was directed
by al McKean.

BICK POWER

dward H. Gaines, formerly a
sgrammer and producer with
Nlé omedia lelevision, has set up an
it pendent tv commercials and in-
'rlli‘.]‘ials studio with a predominant-
Iyilack staff.

aines joined Metromedia seven
Jitis ago as a consultant, two years
Wl: became assistant program man-
44 at wNEw-TV New York. He also
wked in the development of pro-
@nming concepts for the station
2iup, and doubled as a commercials
prducer.
| iaines supesvised the Metromedia
Diomat Magazine commercial,
wch took a 67 New York State
B adcasters Award for best pro-
ded commercial.

liefore joining Metromedia, he was
wh CBS as an assistant director,
al earlier was with The Philadel-
pa Inquirer and the Baltimore
d'o American.

Baines’ new firm is located at 155
Vst 68th Street, New York.

YINGED BAT

S [wentieth  Century-Fox Tv  re-
pited Batman was moving like the
Piverbial bat, hitting a syndication
dleup of 40 stations with the latest
Ses lo wBJA-TV Binghamton, WLKY-
1 Louisville, wroc-tv St. Peters-
1;rg, KENS-TV San Antonio and
11V Steubenville.

WThere are 120 half-hours in color
i the series.
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COMMERCIALS MAKERS

BARNEY CARR, co-founder of Cas-
cade Pictures, has been named execu-
tive vice president in charge of VPI’s
West Coast operations.

Following 20 years with Cascade
where he had been president and
board chairman, Carr resigned last
June. He entered the motion picture

CARR

scene in 1934 as an assistant director
at MGM, joined Hal Roach Studios
a year later as an assistant director
and production manager, and went
to 20th Century-Fox in a similar ca-
pacity in 41,

Carr rejoined Roach as a director
in ’46, and co-founded Cascade two
years later.

JOHN KILLOUGH, a veteran of 20

years with Acme Film and Videotape

Laboratories, has been named a vice

president of the firm. A plant super-

KILLOUGH

visor at Acme for the past 15 vears.
Killough will be in charge of film
production and will supervise new
projects.

WILL VAN ENGER, who had been
supervisor of black and white film
production, will replace Killough as
plant supervisor. Van Enger has been
with Acme for 18 years.

At National Teleproductions Corp.,

ﬂ;t
Indianapolis, ARTHUR F. HasTy
has been appointed studio mangd
and ALBERT OSBORNE has been nay
producer-director.

Hastings, who has broad expy
ence in set design and constructi
lighting and camera, has also beey
producer and director. His credits
clude wouB-Tv (Ohio Universit
and the University of Michigan Te
vision Center.

Osborne, who will handle staff}
signments on commercial producti
and program promotion for Natier
Teleproductions, had been a pi
ducer-director at wrTy Indianapoli

AL CALIFANO has been appoint
general manager of the New Yo
office of Cascade Pictures of Ca
fornia. He'll set up editorial and fi
ishing services and print procug
ment.

Califano had been vice preside
in charge of production at Fog
Presentations and Wylde Film
Hollywood, and had also been wit
Young & Rubicam there.

The man who scored Antonioni
widely acclaimed film, Blow U
composer HERBIE HANCOCK, has beg
signed by Herman Edel Associale
for exclusive representation in com
mercials music production.

A noted jazz pianist, Hancoel
played in the Miles Davis group fo
five years, and authored “Water
melon Man,” a recent pop hit.

SCOUTS ON AIR

The Boy Scouts of America pick:
ed Warner Bros. Seven Arts to make
a half-hour series on Scouting for the
69-70 network season.

The deal was made by Alden G.
Barber, chief scout executive, Na:
tional Council of the Boy Scouts of
America, and Donald E. Klauber,
executive vice president in charge of
world-wide tv activities for Warner
Bros.-Seven Arts.

Joseph Kotler, vice president it
charge of programming and net:
work sales, is now developing a pre:
gram format “which would provide
an opportunity to show the relevance
of youth activities in all forms and
localities of today’s world.”

Said Kotler: “Its flexibility would
permit us to utilize the present em:
phasis on scouling’s long-range pro:
gram in urban and low-income rural
areas, while providing the traditional
background of the out-of-doors, the
West, and the sea.”

Television Age, November 18, 19688
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NG THE LIGHT

computerized lighting system
permits high quality stroboscopic
Wnatography in clarity and detail
ibly not hitherto attained, has
erfected after seven years of
wrch and development by Unilux

3 nd the corner from Luchow’s in
M York, the high-speed lighting
W:m was demonstrated to a num-
Iy of agency producers and film-
y ers.

he system now makes its possible
olo the equivalent of high-speed
wera photography but with the us-
W cameras, thus with far less con-
sy ption of raw stock.

1 commercials making, the new
gyem permits a more hizhly defined
~lition of cosmetics, soap and
dmpoo bathing scenes, pouring
d4ks and cereals, foaming beer,
Wcling coflee, and other Xinetic
ses. The system permits the in-
sit animation of logos and other
gphics and visual elements.

‘eyond the possibility of revolu-
lifizing the clarity and quality of
ketic scenes, from the pour to the
hibly dissolution of analgesics, the
listing facilitates the use of maxi-
1l graphic effect of fabrics, pat-
was, fashions and the like. Under
{! Unilux lights the patterns 1n a
j chedelic dress on a model writh-
| in the Bugaloo can be distin-
dshed in every detail.

[he technology underlying the
lilux system, which took close to
45 million to develop, evolved vir-
fily from scratch. Engineers Rich-
il Sequerra and Arnold Lowenthal,
irking on applications of strobe
Iiht, conceived the notion of at-
Yopting to discover a way of com-
Jterizing light flashes.

Lowenthal, vice president of Uni-
It, recalls that back at the begin-
}3g in ’61, “we had no competition
“and no technology to start from.
e had to make all the mistakes our-
i'ves.”

" After years of experimentation the
‘sic module was developed, linking

ijecently at the Unilux studio just

NOW AVAILABLE

FILMS

" PRODUCER - WRITER - DIRECTOR

" Award T.V, commercials, Documentaries,
‘:IrlAmmahon and Live Action. Top experi-
" ence. Box 615, Television Age.

-|
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a digital eomputer to three large
lights.

The units are now in produc-
tion at the Unilux plant in New
York’s Long Island City, where some
17 technicians are now custom-craft-
ing more modules for the tv and film-
making industries.

THE DOTTED LINE

CBS has acquired rights to 19 Co-
lumbia Pictures feature films via
Screen Gems for $17 million. The
package breaks down to the highest
average price per feature ever se-
cured by Screen Gems. The features
will be shown for varying periods
between September, 1969, and Sep-
tember, 1974.

Official Films is producing a
year's worth of fiveeminute Your
Daily Horoscope shows for Metro-
media—260 segments, that is. From
time to time, guest stars (among
them Red Buttons, Shari Lewis, Gor-
don MacRae, Forrest Tucker) will be
shoe-horned neatly into the five-
minute format.

On Metromedia’s Channel 5 in
New York Your Daily Horoscope
will be shown in the course of the
daily afternoon movie. Official Films
vice president Jerry Hammer expects
the short show to be carried on more
than 200 stations by the end of this
year.

Christmas at F.A.O. Schwarz, a tv
special starring the Senendipity Sing-
ers, has been sold to the following
stations so far:

wrDW-TV  Augusta, wprix New
York, wrLD Chicago, KHJ-TV Los
Angeles, wisH-TV Indianapolis, KOA-
tv Denver, KOAA-TV Pueblo-Colorado
Springs, WTAE-TV Pittsburgh and
KGMB-TV Honolulu.

With Fred Weintraub as executive
producer, the special was taped from
beginning to end at F.A.O. Schwarz
in New York, possibly the world’s
most famous toy store.

TAGGING DEL MONTE

A logo tag using 70 product lab-
els has been created by Pablo Ferro
Films for all Del Monte tv spots. All
70 labels will flash before viewers in
each eightsecond tag, challenging
them to identify more of the various
products each lime they see a Del
Monte commercial.

Object is to secure maximum wall-
to-wall coverage for the line in mini-
mum time.

Advertising Directory of
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ROSS TO KEY POST

Chester M. Ross, formerly head of
Bonded Services, has been named
president and chief executive officer
of Novo Industrial Corp., an ex-
pansion-minded firm that has estab-
lished a pattern of growth by acquisi-
tion in service-oriented areas.

Ross became chief executive ollicer
of the Bonded Services companies in
1946, and joined Novo when that
group of companies was acquired in

1959. At Novo, Ross had served as

ROSS

president of the Bonded Services di-
vision, which provides national and
international storage and distribu-
tion services for the tv and film in-
dustries.

Earlier this year, Novo acquired
Audio Productions, Inc., producer of
educatignal and industrial films, tv
commercials and audio/visual aids.
I'he combination of Audio Proeduc-
tions and Bonded Services will, No-
vo spokesmen say, enable the corpor-
ation “to pursue an expanded pro-
gram of growth in the broad educa-
tional /communications market.”

U.S. AT ERIN

At the recent International Tv Com-
mercials contest, run as part of the
annual Cork Film Festival, America
took almost as many of the prizes
for commercials as did the British
who enter a lot more films than
Ainericans do.

The Grand Prix went to Kodak
Yesterdays, made by J. Walter
Thompson and MPO Videotronics,

with Mike Cimino doing the direct-
ing. The Palme I)’Or, for the pro-
duction studio attaining the highest
average marking on a minimum of
six entries, went to N. Lee Lacy As-
sociates.

J. Walter Thompson also won a
prize for Here’s Pond’s, filmed by
Jerry Ansel Productions.

N. Lee Lacy Associates in Los An-
geles also won Cork’s International
Series Award (color) for the Qantas
(and Cunninghan & Walsh) series.
(Up a Tree, Cliffhanger, Sink or
Swim).

Benton & Bowles and the New
York office of James Garrett and
Partners won Cork’s International
Series award (black-and-white) for
the Fresh Air Fund series (Maze, Big
Man, Zip Gun).

Incidentally, the London office of
N. Lee Lacy Associates won a prize
also in the cinema commercials con-
test, for National Provincial Bank
(and Pritchard, Wood) Counting.

BACK TO CAMELOT

In the works at Filmation on the
West Coast is a pilot for a Saturday
morning network (NBC-TV) cartoon
series called King Arthur and the
Knights of the Round-Table.

Filmation is also working on a
projected series of six primetime spe-
cials with Marcel Marceau. Marceau
will play “live” in the character of
Bip, his classic persona, in animation
situations with a Western back-
ground.

On the Coast, Project 7 Produc-
tions is making a tv special based
on Teacher, an account by Hellen
Keller of her teacher. Anne Sullivan.

Teacher is being directed by Noah
Keen with Barbara Morris, John
Lasell, Pat Smith and Peri Wein-

stein in the cast.

KRANTZ EXPANDS

Stephen Krantz, president of
Krantz Films, is merging his com-
pany with Vikoa, Inc., a large man-
ufacturer of coaxial cables and op-
erator of catv systems.

MUSIC BY
- PROD
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FILMS* TV * RADIO * ELECTRONICS

119 WEST §70h ST, N.Y, C. (212) 765-4635

Vikoa is acquiring the Kranty
pany through a stock trade, with
Koa issuing 125,000 shares of
common toward the acquisition gf}
the Krantz stock. Vikoa may js¢
another 125,000 shares against |
projected earnings of the Kiay
company through the next five yea|

The initial deal represents soll.
$4,000,000, based on the current mg
ket value of Vikoa, Inc.

Krantz will operate as a sepay
division of Vikoa, with Krantz g
tinuing as president under a fiy
year contract.

Krantz” main business is produ:
ing and distributing taped progiam
and cartoons to tv and theatres. Cu
rent product includes Spiderma
Marvel Super Heroes, and Roeck
Robin Hood.

ZOOMING IN ON PEOPLE

The Norris Grain Company ha
named Sig Shore executive in charg
of its tv and motion picture invest
ments. Al the same time, Shore ha
been elected to the board of dires
tors of Ivan Tors Films and Ivai
Tors Studios, the former located it
Los Angeles, the latter in Nortt
Miami. The Norris Grain Company
has a major investment in the Tor
film operation whose TV activities
include Gentle Ben on CBS and Tigen
Tiger for NBC. Shore produced t¥
programs under his Video Artists
banner. Three International TV sales
execulives are on the move. Herberb
Lazarus, general sales manager for
20th-Century-Fox TV International
is on a world-wide tour that will take
him to the Far East first, then to the
Middle East, Mediterranean and Eu-
rope. W. ROBERT RICH, vice president
International TV sales of Warner
Bros.-Seven Arts and  CHARLES
cHAPLIN, director of European Sales
are attending the Filmforum at Brag
Czechoslovakia early in November at
which they will look both to sell and
to acquire tv properties.

ROCER C. HARVEY who joined War:
wick & Legler earlier this year has
been named manager of radiot¥
production. He has been a radio/t¥
producer at N. W. Ayer and Grey
\dvertising.

LEWIS J. FUIKS, JR. has been
elected a vice president of Sullivam
Staufler, Colwell & Bayles Inc. He
has been with the agency since 1938
and is a creative associate for copy:

John O’Toole
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Wall Street

Making it quickly. A few people
who jumped quickly into Wells,
Rich, Greene Inc. Oct. 31 piled up
some heavy paper profits in a few
hours.

The first public offering of the
company’s common stock on this day
put 409,900 shares on the market.
The initial price was $17.50 a share.
At the end of the first day’s trading
the stock was $23 bid $25 asked.

“The reception was excellent,’
said a spokesman for White, Weld &
Co., which managed the underwrit-
ing group that “retailed” the shares.
However, White, Weld said the
initial public sale was not broadly
distributed.

This indicates heavy buying by
institutional investors—a supposition
not borne out by inquiries—or specu-
lative buying by private investors
with enough dollars to acquire large
blocks.

The initial offering, as White,
Weld said, was snapped up fast. This
suggests a few people put fairly sub-
stantial orders in with their brokers
to buy at $17.50 as soon as the
stock became available.

>

The excitement, the glamor. They

would do this on the theory that
the excitement associated with any
initial offering plus the glamor and
publicity surrounding Wells, Rich’s
decision to “go public” would result
in an early run-up from the offering
price. This proved correct.

If they sold near the peak, these
“early birds” made five or six dol-
lars a share—not bad, even in to-
day’s market.

It looks as though they started
taking profits late Friday or early
Monday because the stock quickly
fell to around 19 in the first hour
or so on Monday and found little
support even at that level. There was
a minor rally later to 20. What firm
evaluation the market will put on
Wells, Rich remains to be seen.

It probably will take several weeks
for those who are not seriously in-
terested in the stock to be shaken
out. However, it is likely that the
$17.50 offering price will turn out
to be a support level. The top, of
course, depends on the earnings.

Profit margins of the two-year-old
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agency have been extremely good up
to now (TELEvISION AGE, September
9, 1968, Page 49), although higher
taxes drew blood this year.

But the run-up in the price of the
stock the day after the initial offering
had nothing to do with growth pros-
pects or profit margins. It had all
the earmarks of shrewd gambling.

Exactly who the early buyers were

isn’t known at this stage, but there
was undoubtedly a good deal of in-
terest among Wells, Rich’s competi-
tors and in the broadest industry
(more than 60 per cent of the com-
pany’s business is through radio and
television) .
The long-term views. However,
members of the advertising and
broadcast industries probably would
view Wells, Rich stock as a long-
term investment rather than a capi-
tal gains speculation. The competi-
tion, of course, would want the stock
because this would give them the
right to information about Wells,
Rich which they otherwise might not
get. And broadcasters might consider
it to be good politics. But this kind
of interest would be good for only a
few shares.

No information was available
from the inside. Since Wells, Rich
announced about two months ago
that it had decided to go public,
officials have become a little guard-
ed. Fred Jacobs, vice president in
charge of administration, who also
acts as corporate secretary and
treasurer, was downright suspicious.

Asked about the quick sale of the
initial  offering—which  normally
might be considered complimentary,
reflecting public esteem—the usually
cooperative Mr. Jacobs " replied:
“What do you mean, ‘quick’? You’d
better talk to the public relations
firm that’s handling this.”

The PR outlet, of course, while co-
operating as far as it could, was
not able to find out where the buying
came from.

One school of thought is that the
run-up and profit-taking didn’t have
anything to do with premeditated
speculation. One suggestion was that
the public snapped up the stock on
whispers that it would do well, and
then read the prospectus.

Wall Streeters, said The New
York Times, were surprised to read
in the prospectus that Mary Wells
Lawrence, the company’s guiding
light, could terminate her contraet
on 30 days’ notice.

This was hardly a surprise. It
was contained in the prospectus, but
it was also published in the “red her:
ring”—the preliminary prospectus—
that was published and widely dis-
seminated months before the offer-
ing. The “red herring” was also dis-
sected pretty thoroughly in the press,
incidentally.

There was one surprise, however.
The preliminary prospectus called
for sale of 402,400 shares. Of this,
50,000 shares were to be sold by the
company to help pay expenses of
moving the head office to new prems
ises and 352,400 were to be sold by
major stockholders, including the
founders.

The company did sell 50,000
shares, but the major stockholders
sold 359,900, for a total of 409,900.

What might have been. As it turned
out, Mrs. Lawrence and her partners
could have made even more hay,
judging by the demand. Even after
selling the additional shares, they
still hold 1,078,950, or 72 per cent,
of the outstanding common.
Assuming the price of $17.50 a
share, the partners made $6,298,250

(Continued on page 68)
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Pan American World Airways is
| using spot tv to reach a select
}pup of males. The advertiser is ex-
rimenting with a one-month spot
‘mpaign currently which it hopes
! unearth a large number of key
yecutives who are potential custo-
ers for its international cargo serv-
le.
To achieve this objective, the air-
h1e has bought time on several sta-
sns in major centers of industry-
as Angeles, San Francisco, and New
ork—as well as Washington, D. C.
s sales messages will be viewed at
ight and on week-ends. Its advertis-
q‘ng vehicles will be both early and
te news shows and football games,
fioth college and professional, pro-
rams obviously which attract many
iale viewers.

It is expected that tv will provide
he advertiser with a new vehicle to
each its segment of the business
rarket. Pan American World Air-
7ays has used the Wall Street Jour-

NOVEMBER 18, 1968

a review of
current activity
in national
spot tv

ways is not currently pitching its
cargo sales directly. Instead, it of-
fers a free worldwide marketing serv-
ice that can be useful to business-
men seeking to learn whether there
is a market for their products.

The worldwide marketing service
does everything from providing facts
on foreign marketing conditions to
lining up customers and giving as-
sistance in planning trips. It can
save considerably on initial sales ex-
pense, says Pan American, which
claims it has opened the doors to
international trade for some 30,000
firms since 1961.

There are few figures available
on the volume of goods shipped

REPORT

abroad via air freight, though it is
generally believed that about one
per cent of the entire freight total
is transported this way. Yet, air car-
go transport Is estimated to have
grown between 15 and 20 per cent
annually during the last few years.
Pan American World Airways seeks
to sell the concept of “total cost dis-
tribution” to American business. The
airline points out that while air
freight rates are higher than those
of other means of transportation, sav-
ings in time, insurance, warehousing
and other economies can make air
freight competitive.

The client used tv once before for
air freight when its automated cargo
terminal was put into use at Kennedy
International Airport, New York.
This new spot campaign, however, is
much more ambitious. The agency is

Tatham-Laird & Kudner.

al, Business Week, The Nation’s
lusiness to reach key executives. It
s also bought trade publications
ind newspapers, an example being a
me-page ad in The New York Times
ports section early in November.

! The lengthy copy used in its print
ampaign will be changed on tv to a

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

The Borden Co.

(Ross Roy of New York, Inc. N. Y.)
A five week push for INSTANT KAVA
began prior to issue date and will
continue for five weeks. Day and fringe
30s are being used in 14 markets.

Bill Maher i¢ the buyer.

Michael Morris buys for Johnson &
\ iimple humorous commercial which  Johnson baby shampoo and Micrin
" seeks to communicate the idea more at  Sullivan, Stauffer, Colwell &
Lrapidly. Pan American World Air-  Bayles, New York
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S POt (From page 50)

began shortly before issue date. Day 30«
will be seen in 150 markets. Roy Dennis
and Barry Silverman placed the buy.

General Foods Corp.

(Ogilvy & Mather, Inc. New York)
A 71 market push for PRIME VARIETY
dog food begins November 18. The four
week flight will use day and fringe 30s
and minutes. Jeff Gilbert is the buyer.

Gerber Products Co.

(D’Arcy Advertising Co. New York)
Commercials for GERBER READY-TO.
FEED will 1ake to the air November 18

in 10 markets. The <pots will run for
four weeks and will probably be picked
up again in January and February.

Day and fringe 30s and minutes will be
used. A six week push for GERBER
TODDLER MEALS began November 11
in 13 markets. Day and fringe minutes
are being used. The spots will probably
be picked up again in January and
February. Norman Selengut is the buyer.

Hickok Manufacturing
(Altman Stoller Chalk Advertising,
Inc, NY.)

A four week pre-Christinas push for

(Continued on page 53)

Dr. David D. Palmer, President, WHO Broad-
casting Company, presents check to W. Earl
Hall, Northern lowa Red Cross Disaster Chair-
man, Wednesday, June 12, 1968.

Who Cares When Disaster Strikes?
The WHO Stations, that's who!

S
7
““""

When a May, 1968 tornado took
17 lives and wreaked unbeliev-
able destruction in northeastern
lowa, the WHO Stations appealed

for aid.
Within two weeks, the WHO Sta-
tions received $68,600 from

more than 6,000 sympathetic
members of the WHO radio and
television family.

Yes, lowans care. And, the WHO
Stations care about lowans. It's
a pleasant way of life.

IwHE

DES MOINES, IOWA

92

STEPHEN NORCIA has joined Neg
ham, Harper & Steers, Inc., Chicag
as an account executive. Prior to |
appointment, he was a regional a
count supervisor at McCann-Erick
son, Inc.

JOHN J. sIsK, JR. and DAvip
HooD have been elected vice pres
dent¢ at J. Walter Thompson (g
New York. Sisk, manager of nets
work buying, has been with JW
since 1956. Prior to that he headed

SISK

broadcast buying departments at
two other agencies. Hood had been
with JWT personnel since 1962 and
is administrator of the New York
office. Previously he was with the
Allstate Insurance Co.

]

EDWARD F. BALTZ and HOWARD G.
KUHN have been elected to the'
board of directors at Compton Ad-
vertising, Inc. Both are senior vice
presidents. Baltz rejoined Compton
in April as manager of the Los An-
geles office, after two and a half
years as vice president at the Schick
Safety Razor Co. He originally join-
ed Compton in 1958. Kuhn, who has
been with Compton since 1946, is
director of international operations,
working out of the New York of
fice.

HENRY R. BLYNN, J. GERARD BOEH:
LING and RUSSELL W. CASE, JR. have
been elected vice presidents at Ait-
kin-Kynett Co., Inc.,, Philadelphia.
Blynn, an account executive, has
been with the agency since 1964
Prior to that, he was assistant ad-
vertising-sales director of Sports
lllustrated. Boehling, who joined the
agency earlier this year as director
of market planning, is an account
group director for package goods.
He had been a vice president at
Cargill, Wilson and Acree, Rich-
mond. Case joined the agency in
1967 and is an account group direcs
tor. Prior to that, he was vice
president of the Chilton Co.

Television Age, November 18, 190
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ty Sue Garner could probably
e voted “The Most Travelled
of the Year.” The attractive
s is a buyer/planner at Papert,
g, Lois, Inc,, New York.
recently returned from a
Jit-the-world trip in which she
il such exotic places as Tabhiti,
%, India, and Australia, as well
.y ny European cities.

§: impetus for her seven-month
ipras a single travelogue. It made
aglinally decide that she had to

At and see these places for
T f.

Er boss was not happy about
{id Garner taking a seven-month
4y of absence, but he gave in
ddiway she went. In her place the
&y hired another buyer who was
-aflerred to a new opening when
{# Garner returned from her
rdils.

Nss Garner couldn’t find anyone
:h had enough money saved or
dhi could take enough time off to
aither, and so she went alone.

Y didn’t always stay in Hiltons,”
lgreadily admits, “but in some

S"’)t (Continued from page 52)

Hick leather goods and BRUT men’s
dilries breaks shortly after issue date.
T will use 60s all day and one or the
ot will be seen in 140 markets. Shirley
Wetraub and Howard Gerber worked
o5 e buy.

\':?La Rosa & Sons, Inec.
(liT*Itchard. Wood, Inc. New York)
Avash for various LA ROSA producte
s November 18 and will continue
n December 15. The 16 markets that
ficarry the spots will be basically in

Te England, Florida, Mid-west, and Los
Atsles areas. Fringe 30s will he used
isthe most part although come markets
Wi carry minutes. George O’Neill
W3d the buy.

T: Mennen Co.

Harren, Muller & Dolobowsky Inc.
8.Y.)

@iimercials for PROTEIN 29 will be
$8 in 25 markets heginning December 2.
[l eight week showing will feature
Phe and fringe 30s and minutes.

Moa Titan is the buyer.

Te Mentholatum Co.

\ Walter Thompson Co., N. Y.)
ush for DEEP HEAT rub began

*]rtl) before issue date and will be seen

{ {Continued on page 54)
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BETTY SUE GARNER

cities you had no choice. It was the
only hotel!”

As if beating a path around the
world weren’t enough, Miss Garner
also finds time to do some skin
diving, skiing and bicycling. In fact,
she usually pedals her bike to her
Third Avenue office. “The only prob-
lem with that,” she explains, “is that
they charge me 50¢ a day for park-
ing.”

When she decides to slow down,
Miss Garner takes to less strenuous
activities such as reading and attend-

ing classes in interior decorating.
She also enjoys movies but finds
them so expensive that “I have to
wait for a really good one and then
I sit through it twice.”

Miss Garner came to PKL five
years ago after a brief job with a
publishing firm and a year of teach-
ing English in Indianapolis. She
enjoys her work, especially the
planning. “In planning,” she ex-
plains, “you really get involved with
the product.”

But products are not all Miss Gar-
ner has been recently involved in.

During the recent presidential
campaigns, the active young buyer,
who works on the Prince Matchabelli
account, took part in motorcades on
behalf of the Nixon cause. “Five
weekends in a row we went riding
around, chanting “We like Nixon”
to drown out the hecklers. We also
gave out buttons at subway stations
and answered questions about
Nixon.”

Amidst all this activity, what does
Betty Sue Garner look forward to?
Her next vacation!

A realignment of executive re-
sponsibilities has been announced
by Frank Martin, president of
John Blair & Co.

Jack Fritz, previously vice pres-
ident and general manager of the
Blair Television Stations Division,
has moved into the newly-created
position of vice president and gen-
eral manager of broadcasting.

Robert Hemm assumes Fritz’s
responsibilities as head of the sta-
tion division. He previously was
sales manager of the Station Di-
vision.

Executive realignment at John Blair & Co.

HEMM

John White, vice president,
sales, has been named to replace
Hemm as vice president and New
York sales manager.

Fritz joined Blair in 1953 as a
member of the sales staff. In 1965
he was named vice president and
New York sales manager. One
year later Fritz was appointed gen-
eral manager of the division.

Hemm joined the Blair televi-
sion sales staff in 1955. He was
appointed sales vice president in
1965. In 1966 he became sales
manager of the Station Division.

WHITE
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S POt (From page 53)
Buyer’s Checklist

New Representatives
kX1t Ardmore, KLFy-1v Lafayette
and KwTx-Tv Waco-Temple have ap-
pointed The Hollingbery Co. as
their national sales representative,
effectively immediately.

New Affiliates

KMTc Springfield and kpLM-Tv Palm
Springs have joined the asc Televi-
sion Network as primary affiliates,
effective immediately.

for a total of 17 weeks ending in late
March. The schedule includes a two
week hiatus for the Christmas and New
Year holidays. Fringe minutes are being
used in 43 markets. Dorothy Thornton
is the buyer.

National Airlines

(Papert, Koenig, Lois, Inc., N. Y.)
A four week flight for air travel began
shortly before issue date. Prime and
fringe 20s and 60« are being used to

(Continued on page 55)

*$1,214,015,000 in Consumer Spendable
Income in the 35 counties where
WWTV/WWUP-TV is the dominant CBS
station. Source: SRDS.

Audience measurement data are estimates

only, sublect to defects and limitations of
source material and methods.

Fhe W Slablions

ksl WWTV [ WWUP-TV

WWAM/WWTV-FM  CADILLAC

L SRS  CADILLAC-TRAVERSE CITY / SAULT STE. MARIE
bl e AU
T ery Rt 1SLAND. NEB

Avery-Knodel, Inc., Exclusive National Representatives
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Media Personals 1

IVAN DAVIS has been promoted i |
senior vice president, directop
media services at Weightman, Inpe
Philadelphia. Davis, who joined the ¥
agency in 1965, had been vice p
ident and media director.

DICK LANE has joined Arthur Mey |
erhoff Associates, Inc., Chicago 3
media research director, and g
DOSCHER has been named aseistan

LANE

marketing director. Lane was p
viously in charge of the Chicago
fice of Mediastat. Doscher has be
in media research at Meyerhoff.

MAKY LOU BENJAMIN has been ap:
pointed media director at Waring &
LaRosa, Inc., New York. Mrs. Ben
jamin was with Ted Bates & Co.
prior to her appointment.

WDTV

COVERING A

VITAL

area of
Central W. Virginia

WDTV

FAIRMONT,
CLARKSBURG,
WESTON,
WEST VIRGINIA

John North » Vice Pres. & Gen. Mgr.

Represented by
National Television Sales, If

A CBS Affiliate
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#liiewers in 14 markets. Roberta
bl placed the buy.

saies Pfizer

Yel.anty, Kurnit & Geller, N.Y.)
Jyu for BACCHUS men’s cologne began
I before issue date. The 20s and
Ijﬂ be seen in two test markets until
sher 22, running in day, fringe
Blimetime. Commercials for COTY
wai)ls also began shortly before issue
i@ 'rimetime 20s will run in 15

ks for three weeks. Jerry Gelinas
diboth buys.

lamaco, Inc.

\Vgnan, Craig & Kummel, Inc.
N".)

fo1 week flight for various PHARMACO
odts begain shortly before issue

W

WCTV WELCOMES VOGUE HOMES
TO WCTV-LAND

“Vogue Homes”, manufacturers of quality mobile homes,
is coming in to WCTV Land with a million dollar payroll.
It is expected that 200 new jobs will be created during

the first year, almost all of it drawn from the local labor

market. An investment of $300,000 is involved. Welcome

“Vogue Homes” to WCTV-land!

‘W®ision Age, November 18, 1968

date in about 70 markets. Fringe 30s
and minutes are being used by the
Pharmaceutical Adverticer. Judy
Hershowitz did the buying.

Procter & Gamble

(Compton Advertising, Inc., N. Y.)
A buy for CRISCO SOLID broke just
before issue date and will run until the
end of the vear. Early and late fringe
60s are being used to reach women in
21 markets. Mel Grier made the buy

for the account.

A. H. Robins Co., Inc.

(Chirurg & Cairns, Inc. New York)

Commercials for CARON perfume begin
November 18 in about 15 markets. The
five week play will feature primetime 20s
with some fringe minutes also as the
«chedule. Bill Dollison placed the buy for
this product.

and

W. A. Sheaffer Pen Co.
(Marschalk Inc. New York)

A four week flight for SOFT STROKE
began shortly before iscue date in four
markets. Primetime 20s are being used.
Vera Barta is the buver.

West End Brewing Co.

(Wells Rich Greene, Inc. New York)
A push for UTICA CLUB BEER began in
about 15 markets shortly before issue
date. The seven week push will feature
20s and 30« in prime and fringe time.
Dick Langone placed the buy.

Wilkinson Sword Inc.

(Ted Bates & Co. New York)

\ push for various WILKINSON product:
bezan shortly before issue date anc
will continue through December 3.
Fringe minutes are being used in 36
markets. Nancy Clott is the huyer.

LAND OF YEAR-ROUND
GOOD LIVING, GOOD BUSIVESS

E. C. Allen, Chairman of the Board of Yogue
Homes who announced the selection of Quincy
as the site of the company's new mobile home
manufacturing facility.

WEIN-6

TALLAHASSEE THOMASVILLE

BLAIR TELEVISION

ACBS AFFILIATE
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Most viewers inTulsa,
Houston, Indianapolis,
Fort Wayneand
Sacramento practice
discrimination.

They turn to Corinthian for distinctive programming.

For authoritative, unpretentious newscasts. For sportcasters who
always know what the score is. For daily women's news shows. For
provocative, responsible editorials.

Yes, Corinthian viewers discriminate.

2#7 Corinthian

Z

E e

I ® KOTV Tulsa, KHOU-TV Houston, WISH-TV Indianapolis, WANE-TV Fort Wayne, KXTV Sacramento
CBS Affiliated Stations

Television Age, November 18, Ii
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| “bargain basement” operation

)"‘»me stations. While he may want
;E,: informed about it, that doesn’t
iggisarily mean he wants to dip
irthe pool.

| is particularly annoyed by their
taments about “upgrading” the
1“!1'.

“hey are not raising the salary
¢ of buyers,” he answers. “They
e Jestructive in their effect on the
Wir. They are not doing a service
4 edia people by creating a buying
yp and claiming they are doing a
siessional job of buying.”

hr cannot see how an outside
Jung organization can provide a
JJirt with the same quality of serv-
iawith the same emphasis on brand
ibctives and with the same care for
theclient’s needs as a large agency
o offer—or, at least, as Y&R can
"

'&R’s buying section, while sepa-
@l in an organizational sense, is
inlnately meshed with the rest of the
miia department. Buying, says Bahr,
ot an independent function that
¢a be contracted to outsiders but an
imspensable link in the marketing
din that must be carefully coordin-
at with other activities.

1 explanation of this point, the
¥R media chief reviewed the struc-
ti of his department and the im-
peance to Y&R of the all-media
brer and planner.

Client service groups

he heart of the New York media
dtartment  is the client service
giaps, the entity in which brand
tejonsibility rests. There are seven
olthese groups in the New York
Ef«)e, each responsible for planning
% placing about $40 million in
a(ertising.

‘ach group is headed by a group
jlervisor with two supervisors as-
siing him. Under them are senior
4 junior buyers.

Ilntil the Broadcast Section was
8 up, the buyers bought all media,
iline with Y&R’s philosophy of in-
rating planning and buying. (The
ancy was one of the first, if not the
fit, to institute the all-media buying
Sitem; this took place in the middle
ai.)

i [he brand responsibilities of per-
Sinel in each group—and this in-
€des buyers as well as supervisors—
@ comprehensive. At Y&R, the

levision Age, November 18, 1968

media plan embraces six primary
steps. It is described as an ‘“‘action
document” that puts all the key ele-
ments into proper sequence and per-
spective.

The six steps are (1) assessment
of the marketing environment, (2)
media strategy, (3) consideration of
creative interpretation, (4) media
evaluation and selection, (5) execu-
tion of the plan, and (6) stewardship.

First, an analysis

Each step in itself involves con-
siderable detail, though this varies
according to whether the department
is starting from scratch with a brand,
revising the media plan or carrying
on last year’s plan with little or no
change.

Assuming some basic thinking
about a brand is required, the first
step, for example, involves analysis
of the product, the prospect and the
competition.

Regarding the former, the an-
alysis would get into sales trends, dis-
tribution patterns, the frequency and
nature (impulse vs. considered) of
the purchase, pricing, packaging, etc.

In analyzing the prospect, the
product group must have a fix on
demographic and geographic facts, on
whether the purchaser and consumer
of the product are the same or differ-
ent, on who makes the purchase de-
cision and on purchase motives.

As for the competition, knowledge
of trends in the industry, plus facts
about marketing strategy, ad spend-
ing and media usage of competitive
products are essential.

In short, the buyer is concerned
with more than a budget, schedule
and some reach and frequency data.

While the client service buyers
don’t buy time, they are responsible
for the brand specifications of the
time that is bought and, of course,
they remain all-media buyers.

Since they are involved in plan-
ning (though obviously the juniors
don’t get too deeply into this), they
can communicate knowledgeably with
the regional supervisors and assistant
supervisors. As for the latter, since
they have all had planning experi-
ence, it’s easy to get the message
across to them.

However, if the buy is not con-
sidered satisfactory, the buyer is ex-
pected to request either an improve-
ment of the buy or an explanation of
why it can’t be improved.

The other divisions in the depart-
ment, including the Broadcast Sec-
tion, are ‘“feeder” or “consulting”
functions. This includes media plan-
ning, which gets into research, com-
puters and training of personnel ; spe-
cial services and media relations.

The latter consists of specialists in
various media—newspapers, maga-
zines, outdoor and broadcast.

The new Broadcast Section is, in a
narrow structural sense, a greatly ex-
panded outgrowth of the broadcast
specialist (James Fuller filled this
spot until his death earlier this year).

However, the buying functions of
the new section make it a vastly dif-
ferent operation. It remains under
the umbrella of the vice president for
media relations.

Three-year plan

Another development now under-
way at Y&R is a three-year plan to
develop a more scientific media plan-
ning and evaluation approach. Details
are confidential, but it is understood
to involve several “modules,” each of
which can be developed independ-
ently, but all of which are inter-
related. Some can be described as
models and most will be programmed
on Y&R’s computers.

The three-year span is the time
Y&R planners feel will be required to
gather or develop the necessary data.
In some cases, considerable data is
already available; in others, little in-
formation is at hand.

Particularly important is the em-
phasis put on local market data. The
research involved in the three-year
plan, says Bahr, is in the direction of
“localized and refined measurements
of demographics and  psycho-
graphics.”

What this portends for spot no one
can say for certain, but it can’t hurt.
What can be said for certain is that
the new research plan and Broadcast
Section represent important efforts by
Y&R’s media department to meet the
problems of planning and buying in
tomorrow’s marketing environment.

Media buying is becoming a com-
plex world, and no one person can
know about all facets. What Y&R is
doing—and the media department is
not the only sector affected—is de-
veloping systems which will help in-
dividuals make decisions in areas
where judgment is not enough. And
those areas are expanding rapidly as
data and data manipulation increase
in volume and importance. »
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TV news (From page 27) :
goal of the broadcast newsman
to be to fight to rid himself of §
ernmental interference.

Next year promises to be qf
which the lines will be drawn @i
clearer between the FCC and1
newsman. Stronger regulationsy
interpretations of existing ru!.qr
almost a certainty, particularlg
the area of programming.

. |
The newsmen win one gl

But in the midst of all the
that seems to be on the horil
there is at least one bright spot
most promising note on which
in television news enter the new §f
is the decision of the Seventh I§
Circuit Court in Chicago this
September. This was the ruling
the RTNDA case that challengedd
constitutionality of the personallj
tack rule of the FCC.

The court held that the persol
attack rule violates the First Ame}
ment to the Constitution becauseli
rules are vague and inhibit the jo§
nalistic freedom of broadcasters,

The Seventh Circuit Court’s @l

cision said in part, “In view of
Renresnicd by vagueness of the Commission’s rulg
Edward Petry & Co., Inc. 0 5
The Original Station ] the burden they impose on licensed
Representative 4 and the possibility they raise of b
) ' - Commission censorship and licensé
self-censorship, we conclude thatih
personal attack and political editofié
rules would contravene the Fi§
Amendment.

secl‘et Wea on “Consequently, the rules couldil
- sustained only if the Commissiél

demonstrated a significant publiciil

) terest in the attainment of fairnés
Channel 40’s ear-to-the-ground NEWSbeat team has in Broadassting toweisdy (il
made it southern New England’s favorite news medium. lem, and that it is unable to aGu
such fairness by less restrictive aid
No less than 22 local NEWSbeat reports each week oppressive means. We do not belié#
the Commission has made such'®

keep over 1,000,000 New Englanders ($2 billion worth!) demonstration.”

Ihe Court did not rule on e

SURSAL Audar. Andgr, constitutionality of the fairness doe

Which means that at least 22 times each week trine. The Supreme Court postpo
oral arguments on the Red Lion faif

Channel 40 isn’t Channel 40 at all. It’s Channel 1. ness doctrine case until the persona'.l
attack case was decided in the Chi

Do you hear that, all you advertisers out there? cago court. Some observers feel thif

the decision on the fairness doctrifié

: could come at the same time as the
4 final decision on the personal attatk
i appeal by the FCC. '

Certainly the Seventh Circtll

Court ruling was a resounding Vi€t

WHYN TELEVISION/SPRINGFIELD, MASS. 01101 v for browicast nevamen cvl

58 Television Age, November 18, II




. —and an obvious setback for
& lommission.
mmissioner Cox has said on
rous occasions that if the
shith Circuit Court is right, then
\ihole fairness doctrine, as well
miection 315, will fall. Next year
atll well be the year when the key
agion is made that will have far
@ iing effects on broadcast news.

Hiother area of utmost importance
& -oncern to news directors is the
don Report. The fight against
lgadoption of the Report by the
\mrican Bar Association fell on
8 ears. And the House of Dele-
4l of the ABA approved the re-
10! that could, if it is put into ef-
j&¢ draw the noose even tighter
.und the reporter’s access to news.

Implementing Reardon

here are reports almost weekly
of he implementation of Reardon
byaw enforcement agencies around
tfcountry. This is occurring often
ti\]s in areas where the state bar
sl ciations have yet to vote on the
a& ptance or rejection of the Rear-
& recommendations.

he new head of the ABA’s Legal
r\Jisory Committee on Fair Trial-
s Press (official name of the
R cdon Committee) is the Hon.
fiiard J. Devitt, Judge of the
Uted States District Court in St.
Pll, Minnesota. Judge Devitt has
il cated that his committee has an
4in mind toward working with the
ass. In a seminar conducted by
RNDA earlier this year, Judge
lritt strongly urged a closer liaison
Biveen newsmen and their state bar
#ups.

Jespite the apparent impasse be-
len bench and media, there are
#1e locales where it appears that the
Bosing  forces are successfully
#king out ground rules that are
li:able for both sides.

Ve can expect that the harsh
£icisms leveled at us will be on the
itpease. This is understandable,
Wen we stop to consider the ever
lireasing impact that the medium
€ oys as the prime news source for
Bst Americans. The impact of the
Ctics was not as potent in the early
fys. But as the influence of the
fidium rises, the inherent prob-
los (including critics) will multiply,
L.

Next year will present for news
Wectors and their staffs many of

the same problems that have been
around for years. Aside from his
concern for what is happening to
the industry country-wide, the news
director faces the “bread and butter”
problems of the local operation: the
racial story, and how to handle it;
the ghetto, and how to accurately
describe life there; the war, and the
impact it has on the community.

The news director will always face
the perplexing problem of trying to
spoon-feed the community something
that the community may not be
ready for.

Most news directors realize that
the operation of the newsroom in
1969 will be quite different than it
was a few short years ago. The “year
of the specialist” is at hand. More
and more news operations are turn-
ing to the specialist—the urban af-

About the author

Eddie Barker, new president
of the Radio-Television News
Directors Association, is news
director of the KRLD stations
in Dallas and a member of the
executive committee of the
parent Times-Herald Printing
Co.

He has been a broadcast
journalist all of his professional
career, including 16 years as
a broadcaster of Southwest
Conference football. Barker
broadcast over CBS-TV what
he says was the first positive
word that the President was
dead. He also gained the first
interview with the widow of
Lee Harvey Oswald.

The KRLD news operation is
responsible for four half-hour
news broadcasts on tv and 13
hours on radio daily.
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OFF!

83 exciting shows

54 in color

Fresh from a 3 year
orbit on the CBS Network.

Starring Guy Williams,
June Lockhart_and
Jonathan Harris.

1990 style family
entertainment.

Great for weekly series.
Great for stripping.

New York: Tel. (212) 957-5010;
Los Angeles: Tel. (213) 277-2211;
Chicago: Tel. (312) 372-1584;
Dallas: Tel. (214) 748-7221.
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Sirvanse notar: La Categoria de Televisién No. 7 ha sido agregada a los Premios de este afio de Comunica.

ciones Internacionales. Estos estan limitados a los avisos comerciales producidos en idiomas extranjeros, ex-

cluyendo el inglés. IBA espera con esto despertar el interés para que haya mas participaciones en esta ca

goria, particularmente de aquellas areas donde el aviso comercial es nuevo,

- o a "
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Bitte notieren Sie: Category Nr. 7 wuede dieses Jahr in die International Broadcasting zugelassen. Es koennen
aber nur Werbungen gemacht wer eine Ausnahme ist die Englische Sprache. Wir hoffen durch diesen

Schritt mehr Geschaeftsverbindungenfau

bungen am Fernsehen neu sind.
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Priére de noter: Cette année nous a Ins ajouté au

vision No. 7. Ceci est limité aux reclf [hes faites da
courager de nouvelles entrées par ¢ catégorie,

télévision est encore une nouveauté
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Nota: A televisio categoria No. 7
Esta limitada em antncios feitos e

entradas nesta categoria principal e
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Please Note: Television Category
It is limited to commercials made

entries by means of this category,
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eruletekrol, ahol a kereske delm; reklam kozvetités mé

f diesem Gebiete zu erhalten, besonders in den Gebieten wo Wer.

World Honors
From Hollywood

The world's finest radio and television
commercials are honored each year by
the International Broadcasting Awards,
established to promote broadcast adver-
tising and international business coop-
eration. In the 1967-68 competition, 31
nations took part with more than 3000
commercials entered in 11 television and
eight radio categories. Trophy winners
in each category and grand sweepstakes
winners for television and radio are pre-
sented. For full information on the IBA
“Spike” Awards, write to:

Hollywood Radio and Television Society
1717 N. Highland Avenue
Hollywood, California 90028

(213) 465-1183

= ".‘UUUUVVVVVVBVVN“"_ NN N NSNS NS
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ni: Ebben az évben a 7 es szamu televizios ategoria hozé lett adva a Nemzetkozi Kozvetitési

Dij 1. Korlatozva van kereskedelm; reklamiroz§sra minden nyelvben angolon kivul. Az N.K.D. (Nemzetkozi
beiratkozasokat ebbe a kategoriaba kulonosen olyan

g uj.
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estimaied that about one-third
» average ETV station’s program-
came from NET. This report
that three out of four Amer-
live within reach of an ETV
min  affiliated with NET. At
he me the report was written (early
4 8), there were 140 NET afhili-
geon the air with another 20 ex-
4 d by the end of 68.

JT president White feels that his
#¢p’s programming will rarely dup-
i: that of commercial tv.

\roperly arranged,” he said,
“th program schedules of the two
. ms will be complementary. Since
{turpose of a television service is
4 ach the individual, there will, in
i sense, be competition. 1 believe
aut competition will be healthy and
in1e public interest.”

1e two services, he feels, offer a
griter choice of programming than
weld otherwise be possible—a “to-
1@l television service.

The programming

hat is the nature of the general
agience programming offered by
ptlic tv?

e 1966 NIT census data showed
th major categories to be (1) the
al, with 25 per cent of the total;
{. public affairs, with 17.8 per
#1; (3) children’s programming,
1 17.2 per cent. These three ac-
eint for 60 per cent of all general
& programming. News is in fourth
pce with 6.0 per cent, and enter-
iment in seventh place with 5.1
p cent.

Preliminary indications from the
% study show a pronounced drop
iithe ratio of programming dealing
yh the arts, but since some of
{: program definitions have been
canged, it is not yet clear what the
fal figures will reveal.

While the data on public tv pro-
damming indicates a different em-
jasis than that of commercial tv,
s question of difference doesn’t
iip there. There are elements of en-
{Itainment in cultural and children’s
jogramming, of course, but the
Haount of it depends on how broad
[ appeal is desired. Should ETV seek
lich a broad appeal?

Much ETV programming casts
“ubt on the desire of its producers

seek mass audiences, but CPB’s
Lace makes clear his intention is not
Y| aim public tv at a small fraction
¢ the viewing public.
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He stated that it would be the in-
tention of CPB to bring cultural pro-
gramming to a wide public, not the
two to three per cent who under-
stand the fine points of art and liter-
ature. “If people dial you off, genius
is of no value.”

Yet it is not likely that ETV will
seek to cast its net as widely as the
commercial broadcasters. John W.
Kiermaier, president and general
manager of WNDT New York, one of
the key outlets of public tv and one
of the few ETV stations with a com-
mercial channel assignment, says:

“It’s difficult to draw a hard line
between commercial and educational
broadcasting, but ETV should do what
commercial broadcasters don’t do.
We're not in the business of enter-
tainment and escape. I'm not saying
that in a critical sense. I'm just de-
scribing our approach.

“We’'re competitors with commer-
cial tv in the best sense of the word—
not competition for numbers, but
competition in substance. The end
result will be more audiences for
everybody. The commercial broad-
caster certainly has nothing to fear
from educational tv.”

The contributions in cash and kind
given ETV by commercial broadcast-
ers are, if not conclusive, at least,
partial evidence that the latter
wish ETV well. The ETV people wel-
come such contributions and hope
that they will continue, even taking
into account that CPB will likely be
an important source of support in the
years ahead.

The generosity issue

The issue of how generous com-
mercial broadcasters have been was
raised recently by the National Citi-
zens Committee for Broadcasting
(formerly the National Citizens Com-
mittee for Public Television) through
its gadfly chairman Thomas P. F.
Hoving.

He raised the issue following a
speech to the TV Stations seminar
by Leonard Goldenson, president of
American Broadcasting Cos., who
cited the generosity of commercial
broadcasters to ETV.

Hoving uncorked a survey of com-
mercial tv stations, groups and net-
works to pin down details on their
contributions. Ben Kubasik, execu-
tive director of the committee, said,
“We want to see over the years, con-
sidering the profits stations have
made, what their generosity consists

LOST IN SPACE
demonstrates its
audience-building
power!

MIAMI

Sat., October 5, 1968
5:00-6:00 PM

WTVJ LOST IN SPACE 12 34
WCIX-TV  Movie 1 3
WCKT-TV  John Gary Show 9 26
WLBW-TV Football 13 37
Last report—May 1968

| WTVJ

LOST IN SPACE 37

SOURCE: ARB/ARB COINCIDENTALS.

83 exciting hours

54 in color

3 yearson the

CBS television network
Great for weekly series.

Chicago: Tel. (312) 372-1584;
Dallas: Tel. (214) 748.7221.

Rating Share

New York: Tel. (212) 957-5010;
Los Angeles: Tel.-(213) 277-2211;
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of. We will not make any judgments.
We’re just collecting the facts.”

While contributions by commer-
cial broadcasters to ETv are far from
the latter’s major source of income
(state and local governments are the
biggest source of funding and the
Ford Foundation has given about
$170 million), wnpT’s Kiermaier
points out that the timing of past
contributions has been critical.
“Broadcasters gave at a crucial time
in the development of ETV.”

WNDT scores heavily

A relative latecomer to the ETV
field, wNDT has been the beneficiary
of considerable largesse from com-
mercial broadcasters. The three net-
works, and RKO General and Metro-
media each gave from $250,000 to
$1.25 million, and others have helped
the station too, including wpix New
York.

Aid to ETV by commercial broad-
casters dates back to the early days
of ETv. Dr. Hilliard noted that KuoN-
TV, Lincoln, Neb., educational outlet,
calls KOLN-Tv the “godfather” of Ne-
braska’s first ETV station (it went on
the air in 1954). Two Houston com-
mercial broadcasters, KPRc-TV and
KTRK-TV, began giving KUHT money
back in 1956.

Money and equipment are not the
only way to help. When weBH-TV,
key Boston ETv station, was destroyed
by fire in 1961, wipH-Tv helped put
the station back on its feet with 1,500
hours of engineering time.

Also pertinent, though not in the
area of direct station gifts, is the $1
million given the CPB by CBS to
help in organization and planning
before the government voted seed
money.

There is no complete source of in-
formation on industry gifts to ETV,
but among the additional instances
known are gifts from CBS, NBC and
WGN  Continental Broadcasting to
WTITW and wXxw, both Chicago; aid
from CBS, NBC and Triangle to
WHYY-TV  Wilmington-Philadelphia;
equipment from CBS to the Long
Island (N.Y.) Educational Tv Coun-
cil; money from CBS to KETc St.
Louis; equipment from WREX-TV
Rockford, Ill., to wrsu-tv Tallahas-
see, Fla.; programming from kTTV
Los Angeles to KCET; money from
NBC to Community Tv of Southern
California; financial help from kcop

Los Angeles to KCET; equipment
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from CBS for the Eastern Education-
al Network; aid to wpse-Tv Duluth
from WGN Continental Broadcasting,
Corp., equipment from wiBw-Tv
Topeka to KTWU, operated by Wash-
burn University; wrc-Tv Washing:
ton to Shenandoah Valley Educa-
tional TV Corp., the Pennsylvania
state-wide system; Wkyc-Tv Cleve-
land to wviz-Tv.

Both  Storer Broadcasting and
Avco have contributed substantial
amounts of equipment to ETV stations
in their markets. As Bill Michaels,
president of Storer, has said, “We
wish ETv the best and have cooper-
ated at every opportunity.”

Corinthian has donated equipment
to ETV stations in Houston, Tulsa
and Sacramento. Its station in In-
dianapolis along with the other two
commercial outlets in the market have
given financial aid in a joint effort
to get an ETV operation on the air.

With the CPB now firmly in the
picture, the question of aid may take
a new turn. But it is not likely to
happen quickly.

Pace sees a rough row ahead for
CPB as long as its money is doled
out annually, which is the way it
looks right now.

The $5 million from Congress was
far from what ETv had hoped for.
So ETV stations will continue to look
for help to commercial broadcasters
and such groups as the Ford Foun-
dation for some time. How long this
will be necessary will be clearer once
the new President and the new Con-

gress tackle the unext appropriation
for CPB. n

More scholars

Broadcasting degrees are on
the rise, according to a survey
by the National Association of
Broadcasters. The number of
colleges and universities offer-
ing such degrees has increased
by 14 in the last year to 146.

At schools offering a B.A. or
B.S., there are 5,538 upperclass
broadcasting majors, an in-
crease of 1,502 since 1967.
Seventy-five schools offer a
master’s degree and, at 18
schools, a total of 235 students
are working for doctoral de-
grees in the field, an increase
of 31 over last year.

Wyse (Continued from page 25)

sign for the product. The cre;
now being tested to determing
sales potential as a consume
specialty item. Wassong pre
that, regardless of the test resy
television spot campaign in the
of $1 million will be run. It ¢
start in six months.

A strong media department js
a factor in Wyse’s success.

The media department is he:
up by Judy West who came to §
from Sudler & Hennessey. Prig
her four-year term there she wo
in marketing research.

Miss West feels unless a buyer
a strong background in marketin
can be dazzled by the numbers,
most important thing for a buyer,
says, is what the numbers mean
terms of how he can make some
more receptive to a medium.

Changing audiences

She explains that television is
entirely different medium at diffe
times of the day. “Just as The
York Times is one paper during
week and another on Sunday, so te
vision changes.

“The audience you have in ¢
morning for The Today Show is ¢
tainly not the same audience th
watches an afternoon soap opera
a primetime show. The Today She
has a very adult audience. At
same time, the program is usual
not watched as much as listened t
but the ratings don’t reflect this.

“The afternoon soap operas attrat
a dedicated female audience,” con
tinues Miss West. “Their benefit lie
in the fact that you can demonstrate
products to women without their be
coming embarrassed, as they might
if a man were present. Because the
women know the programs are for
them, they tend to have more faith
in them, and in the advertising.” #

In primetime, Miss West doesn’t
believe in numbers alone. “You must
run the spots according to program
content,” she says. “You don’t run a
soft spot in a violent show.

“One time I saw a show on poverty
in America. Following a particularly
upsetting segment which showed
children dying of malnutrition, &
commercial came on for a car com:
pany. The pitch was that the car i
so inexpensive you could afford two.

“Of course, the program had to.
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Properly conceived
sales messages,
strategically placed
in SRDS, motivate
buyers of advertising
to initiate placement
of schedules”

That is why 31.5% of all advertising pages placed by U.S. television stations are placed
in SRDS — why 43.2% of all pages placed by U. S. radio stations are placed in SRDS.*

In SRDS
YOU ARE THERE — selling by helping people buy.

*Advertising of broadcasters to promote time sales in 24 business and
advertising oriented publications in the first nine months of 1968.

The national authority serving the media-buying function

@ STANDARD RATE & DATA SERVICE, INC.
5201 OLD ORCHARD ROAD  SKOKIE, ILLINOLS 60076
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be sponsored, but a corporate ad
such as DuPont or the Bell System
uses would have been much better.”

She said The Tonight Show is a
different type of program from any-
thing else—a good advertising screen
for merchandising; good for gaining
distribution, but not necessarily good
for sales.

Getting back to numbers Miss West
adds, “l guess if you're buying for
a soap product or a cigarette line you
can get away with buying numbers
because everybody uses the product.
Numbers are an effective way out
when you are dealing with mass and
you know your problems and ob-
jectives.”

Complete market plan

Another aspect of Wyse Adver-
tising is that media and the creative
staff work hand in hand.

Judy West and her staff complete
a market plan before the creative
work is finished. “The creative de-
partment is exceptionally receptive to
it,” she reports. “They can tailor the
spots to the exact audience we have
planned, and conversely we choose
our plan knowing who they are de-
signing the spots for.

“Its simply a matter of the left
hand knowing what the right hand is
doing. We can all do a better job
because we all know what we’re try-
ing to-accomplish.”

For a company whose three-year
goal is to raise billings from $10 to
$25 million, they seem to be on the
right track. u

Robert J. Crohan has been appointed
vice president, WJAR-AM-TV Provi.
dence. Crohan has been with the
WJAR stations since 1960 as an ac-
count executive, sales manager and
Station manager.
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TeleVideo (From page 30)

The new French operation has
been bustling, what with the open-
ing up this Fall of tv to brand com.-
mercials. Beyond the Hoover series,
which Frank Herman directed, Tele-
Video is making a spate of tv com-
mercials in France. For Gringoire,
a Pillsbury operation in France, and
its agency, BBDO, Paris, Gandon
produced a commercial in the U. S.
So far Televideo Paris has had seven
commercials on French tv.

Gandon, still in his early 30s, is
currently working at TeleVideo head-
quarters in New York for a month.
to apprise himself of the latest devel-
opments in U. S. tv and cinema tech-
niques.

Something of the spirit of Tele-
Video’s way of working was observa-
ble one day last month, across 57th
Street from TeleVideo’s Manhattan
headquarters, where still stands one
of the few remaining authentic
French bistros in the U. S., Le Biar-
ritz. There that fine October day,
over Poularde aux Chanterelles,
some of the TeleVideo people had
come together for a hurried lunch:
Andre Moullin, Jacques Letellier,
Martin Goldman, Christian Gandon
and his wife Christiane.

Talk was of camera angles, plans,
zoom lenses, apertures, and Letel-
lier’s recent series, “Project Em-
pathy,” the public service series of
spots devised by Benton & Bowles
and sponsored on tv by the New York
Commission on Human Rights. (See
TeLEvVIsiION AcE, November 4, 1968,
page 30).

Made reputation

In its early vyears, TeleVideo
quickly made a reputation for bril-
liant and masterly film-making with
commercials for Pepsi Cola, Max-
well House, Betty Crocker (Rice
Valenciana, Noodles Stroganof, etc.),
Schweppes Tonic, Erik Cigars, Volks-
wagen, and Polaroid.

Major agency clients were—and
continue to be—Dovle Dane Bern-
bach, Young & Rubicam, Ogilvy &
Mather and others.

TeleVideo never limited itself to
any one style of film-making or to
any particular product categories.

By 1966 Moullin had put together
a group of distinguished directors:
Larry Goldwasser, Jacques Letellier,
Frank Herman, Martin Goldman,

Gayne Rescher and Stan Laza
And then last year, TeleVid

up studio operations in Los Ar

in Toronto, and in Chicago.

Studio managers

Heading up the West Coast ¢
tion is Frank Kratovil. The To
studio is managed by Bill Kowal
the Chicago facility by Don M

For all the activity, TeleVide
mains a custom craft operation
a director’s company, workin
what is now fully appreciated bs
men as a director’s medium.

Careful planning and pre-pre
tion preparation are the keys to'
Video’s way of working, whetht
assignments in the United State
abroad.

Implemental to TeleVideo’s ¢
speed and thoroughness is the ¢
seas “network” of contacts
agents. A telegram, and all is re
A day or so later, it’s no trouble
Jacques Letellier to be standing
a boat deck in Hong Kong har
filming the passage of Chinese ju
for a Carling’s beer commercial,
for Gayne Rescher to be dolly
along Rio’s Copacabana making
Coca Cola spot.

The whirl of work widens: Ge
man in London shooting Boris K
loff in a Ronson commercial; Fra
Herman in Rome shooting a Buit
spot; Letellier in Rome shooting
Alka-Seltzer commercial for Ja
Tinker and Partners; Goldwasser
Germany making a Pepto-Bismol fi
for Benton & Bowles.

Perhaps the farthest voyage }
made by TeleVideo on an assig
ment was in ‘67 when Andre Moull
and Jacques Letellier led a safari i
to the bush country of Kenya to g
the right atmosphere for an R.
Reynolds and Dancer Fitzgeral
Sample Camel spot. In this one,
white hunter walks rather more tha
a mile for a Camel.

TeleVideo shooting crews ha
turned up all over the non-commt
nist map: in Monte Carlo for Goot
year, in Morocco for Volkswagen,@
Denmark for Colgate, in Israel fo
RCA Whirlpool.

Moullin, who closely resembles th
late French film star Gerard Philippe

takes globe-trotting assignments i
stride, as do the other TeleVid
producer-directors.

“There’s no place in the wor
we can’t make a commercial,” Mo
lin beams.
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CENTRAL SEVEN! Elegant design and
20,000 bricks are ‘‘out front'' inviting
passersby into the brand new WTRF-TY
and WTRRFM communication center.
This ultra-modern glass and brick struc-
ture now houses 24,000 square feet of
studios, production facilities and the
newest color TV and FM stereo equip-
ment atop the underground parking
garage. Sixty-one full time and talented
employees are '‘about your business'
at new CENTRAL SEVEN (and enthusi-
astically welcome the opportunity to
handle more). Drop in to see CENTRAL
SEVEN and help WTRF-TV celebrate
its fifteenth anniversary of serving the
Wheeling-Steubenville Market from the
heart of downtown Wheeling, hub of
the rich and busy industrial upper
Ohio River Yalley.

BLAIR TELEVISION

Representative for

WTRF-TV

Color Channel 7 @ NBC
Wheeling, West Virginia

Your Blair Man Knows...

\OWA

[ ]
DES MOINES

QUAD
CITIES

.
PEORIA

covered by

WHBF

tv « channel 4
TOTAL COVERAGE

1,325,000
A CBS AFFILIATE

NAT'L REP. EDWARD PETRY & CO., INC.
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Wall St. Report (From page 42)

out of sale of stock. It could actu-
ally be somewhat less—but not ap-
preciably so—taking underwriting
costs into account.)

It sounds like too much, until one
considers the fact that they built up
the agency from one client on April
30, 1966, to 12 clients on Sept. 30,
1968. In the beginning, Wells, Rich
had seven employees. It now has 273.

And, as for the swingers—whoever
they are—who had the good judg-
ment to buy Wells, Rich stock at
$17.50 and sell it for $23 or S0,
who’s critcizing ?

It’s between them and the IRS.

Expansion at Wometco. The big
guns of Womeltco were turned on the
New York Society of Security An-
alysts the other week, and some im-
pressive salvoes were fired off.
‘ The result, strangely, was that the
stock slipped an eighth the day after
the presentation, and hasn’t done
much since. However, Wometco has
been very steady around 30 for some
time.

Meanwhile, it”s moving ahead fast
with its acquisition program—seven
additions up to the end of October.

The presentation before the an-
| alysts was made by Mitchell Wolfson,

president, Richard Wolfson senior

v-p and Arthur Hertz, controller.

Apart from talking about acquisi-
tion success, the Wometco team per-
dicted an increase in net this year,
continuing a long uptrend.

Broadcasting still tops. A break.
down of divisional earnings for the
first 36 weeks of 1968 shows broad-
casting is slipping in terms of
percentage contribution to overall
net and volume, although this is still
the biggest factor in sales and by far
the biggest in profit.

The decline, of course, is because
of expansion on other areas. Last
vear, broadcasting accounted for 26
per cent of volume and 67 per cent of
net earnings. The latest figures show

| 23 per cent revenue, 56 per cent net.
|  Wometco said it isn’t blind to the
' fact that broadecasting is by far its
best business, but told the analysts
| it wasn’t economical to buy other
broadcast groups at 30 to 40 times
| earnings.
| But it's in the market for more
| broadcast outlets at the right price. ®

Newsfront (From page 19)

training program which now a
modates 66 people, and a small
training program.

Look to the future. The indy
also beginning to look ahead
distant future. A few stations,
TV Champaign among them,
hiring high school students for
time work. Working for wcia,
even get academic credit. KERO
trying to develop a program
would give an Explorer Sco
chance to learn broadcasting.
Other stations have already s
working on intern programs,
more are thinking about it. B
encouraging stations to go ahes
this area, “hoping to find y
people who are adequately tr
and professionally qualified.”

PBL's new season. The contr
sial Public Broadcast Labor
will tackle the controversial iss
network television’s handling of
and public issues in its upco
season, which starts December 1.

The program will ask, and pos
answer, such questions as: Is th
liberal bias? Do the networks
the public only what they think
public should know?

Included in the program will
interviews with leading tv com
tators. The program will also
amine the influences and polici
television in other countries.

The group’s first two progra
will be Birth and Death and Hi
Us, O Lord! The former is described
as an essay by Arthur Barron, “who
has captured on film the joy of a life
beginning and the anxiety of a dyiig
man.” The latter is a study that deals
with an anguish of a lower middié
class white family in a suburb em
raged by a school-bussing order.

Other programs during the 22 com
secutive weeks of programming staits
ing at 8 pm. and averaging N
minutes are Defense Decisions and
Decision Makers, The Polish Lab:
oratory Theatre, The American Scené
and Television Power and the P&
litical Scene.

PBL’s second season will also i
clude the first American film b¥
famed French director Jean-Li€
Godard and a report on The Livik
Theatre of Judith and Julian Beck.

Television Age, November 18, I
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\ second series of ARB Station Seminars & Research
Cnics will begin soon, and the emphasis is on selling better
Jh ARB.

Ne've streamlined the agenda to include more “how to
4" information you've asked us to provide. In addition,
yril get the story behind ARB data and learn of more
fsrovements in methodology that have been added.

The Clinic portion of the meetings will offer time for
gicussion of your special research problems. You’'ll also
fve an opportunity to tell ARB about additional information
il would like added to future reports.

The ARB executives who will be conducting the seminars
3. men who understand station sales and research prob-
Ins. The ideas they will offer are sure to be of special
slue to managers, sales managers, research and promotion
Bnagers of every television station.

Here’s this season’s schedule — expanded to ten cen-
Illy located cities and slated in two cycles. The first series
ilows October report delivery and offers the added ad-
intage of those in markets scheduled for November surveys
I1 attend prior to their first. report of the season. The
ticond series follows delivery of November sweep reports.

Lelevision Age, November 18, 1968

T ———— |

"I consider the ARB Station Seminars
most valuable and would like to see them
continued."

il

"I did find your seminar of significant
value and I would look forward to attend-
ing future sessions."

"The coverage of material was excellent
—and this pace should be kept up."

"I think the seminars are worthwhile
and look forward to attending the second
annual meeting."

— S — —— 1ad —

Philadelphia..........c.ococceon Thursday, November 21, 1968
St. Louis. sl __ N B Tuesday, December 3, 1968
San Francisco.... ‘Monday, December 9, 1968

Washington........ Thursday, January 9, 1969 |
Boston............ _...Tuesday, January 14, 1969
Detroit__...__.. - _Thursday, January 16, 1969
Atlanta e ice—uas __Tuesday, January 21, 1969
Dallas........... _Thursday, January 23, 1969
Denver..... __.Tuesday, January 28, 1969 |
Los Angeles. _...Thursday, January 30, 1969

Ask your ARB representative for registration material now
(open to the staff of all commercial television stations at no
charge). You're sure to profit by our efforts to put real
meaning into “‘selling better with ARB.”

A ) AMERICAN RESEARCH BUREAU
— i /| A C-E-I-R SUBSIDIARY OF CONTROL DATA CORPORATION
{

IR
«)»«li WASHINGTON NEW YORK CHICAGO ATLANTA
ey el LOS ANGELES SAN FRANCISCO
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WKYT-TV
THE DOMINANT

SPor

On The Lexington
TV Dial

“TOWN TALK” LEADS BY 7 TO 1

In total number of viewing homes
reached, WKYT-TV's popular “Town
Talk” (9-10 AM, Mon.-Fri.) — with Ted
Grizzard and June Rollings — leads by
a whopping seven to one margin.* 1
min., $2.86 per thousand homes, with
an extra “plus” treatment for your
commercial.

TOPS IN WEEKDAY 6 PM NEWS

WKYT-TV reaches 35% more homes
every weeknight with the 6:00-6:30
PM News, Weather, and Sports than
the next station — 25,400 homes for
WKYT-TV to 18,800 homes for the next
station, based on daily averages.® 1
min., as little as $1.46 per thousand
homes.

NO. 1 IN PRIME-TIME SHOWS

WKYT-TV decidedly beats the next sta-

tion in audience popularity during the

hours of greatest TV viewing — win-

ning 27 of the 49 prime-time half-hour

;;eri’c’ads Monday through Sunday, 7:30-
1 PM.**

WINNER IN DAYTIME SHOWS

WKYT-TV reaches more homes than the
next station in 12 of the 21 daytime
half-hours of TV viewing Monday
through Friday, 6:30 AM-5 PM.**

POPULAR LIMITED-BUDGET BUYS

The advertiser with a limited budget
can cash in on WKYT-TV's growing
popularity through these popular pro-
grams:

® “Have Gun, Will Travel” (5:30-6 PM,
M-F), especially popular with adults
18-49. 1 min., as little as $1.43 per
thousand homes.*

® “Mike Douglas’’ (4-5:30 PM, M-F), de-
livering a strong women’s audience. 1
min., as little as $1.82 per thousand
homes.

*NSI, Lexington, Ky., Feb.-Mor. 1968
**ARB, Lexington, Ky., Fob.-Mar. 1968

Lexington, Kentucky

Represented by v
Adam Young VTM, Inc.

ACES Af et
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P&G SURGES AHEAD

Procter & Gamble has started out
its new fiscal vear with a surge in
volume and in net earnings.

For the first quarter in the 1968-
69 fiscal year P&G racked up earn-
ings of $57,038,000, an increase of
five per cent over the similar period
last year. The increase in per share
net—from $1.27 to $1.34—was also
about five per cent. Worldwide sales
also rose five per cent, to $695,297,-
000 in the same three-month period.

Most of the data below was pro-
vided by P&G and represents an up-
dating of information in TELEVISION
AGE’s P&G issue on July 29.

Principal officers

Neil H. McElroy, chairman of the
board,;

Howard ]J. Morgens, president;

W. Rowell Chase, executive vice
president;

Walter L. Lingle, Jr., executive
vice president;

John W. Hanley, vice president-
group executive;

Edward G. Harness, vice president-
group execulive;

Edwin A. Snow, vice president.
group executive;

Thomas C. Bower, vice president-
International Division for the Euro-
pean Common Market;

Owen C. Butler, vice president-
sales;

James M. Ewell, vice president-
manufacturing and employee rela-
tions;

Dean P. Fite, vice president.corpo-
rate affairs;

Charles M. Fullgraf, vice president-
Paper Products Division;

Eugene W. Gilson, vice president-
International Division for Export and
Special Operations;

William R. Gurganus, vice presi-
dent-Packaged Soap and Detergent
Division;

Albert N. Halverstadt, vice presi-
dent-advertising;

William M. Ittmann, vice presi-
dent-International Division for Brit-
ain, Canada and Scandinavia;

C. Kenneth McCracken, vice presi-
dent;

J. Gibson Pleasants, vice presi-
dent-research and development;

Richard S. Runnels, vice presi-
dent-Toilet Goods Division;

John G. Smale, vice president-Bar
Soap and Household Cleaning Prod-
ucts Division:

Richard W. Barrett, secretary; |
Alan C. Fite, treasurer; '
James W. Nethercott, controlle;.

Broadcast and media divisio;\
Paul Huth, vice president;
Russell Condit, manager of hrgy

cast media; .
Gorden Young, associate managg
Eldridge Plowden, media sup

visor;

John Drake, media supervisor
Richard Jones, media supervisg
James Maxwell, media supervis

Major U.S. brands
Packaged Soap and Detergents
Heavy-duty products

Bold Duz

Bonus Oxydol
Cheer Tide

Dash Salvo
Light-duty products

Dreft Ivory Flakes

Ivory Snow
Liquid detergents
Ivory Liquid

Joy

Automatic Dishwasher detergent
Cascade

Bar Soaps and Household Cleanin
Products

Thrill

Bar soaps

Camay Safeguard
Ivory Zest

Lava

Household cleaning products

Mr. Clean Comet

Top Job Cinch

Spic and Span

Fabric softener

Downy

Food products

Crisco Big Top
Crisco 0Oil Jif

Fluffo Duncan Hines
Coffee

Folger’s instant
Folger’s vacuum packed
Totlet goods

Crest Lilt
Gleem Secret
Prell Hidden Magic

Head & Shoulders Scope
Paper products
Charmin paper
products

White Cloud
Household bleach
Clorox
Disposable diapers
Pampers

Employment

United States: 27,000
Other countries: 14,000

Television Age, November 18, 1962
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Bounty



" cision made in America within
soit memory—but the pay is good,
¢& n important job, and the chal-
et is certainly there.”

lat’s J. Walter Thompson’s Paul
¢ . Gerhold explaining why he is
it to step down as vice presi-
te; and director of research devel-
apient and planning at JWT and
i the presidency of the prestigious
Adrtising Research Foundation.

sery inch a professional in a
toth league (no one makes it to the
tojin advertising research without
{eability to intellectualize one mo-
mit, be a pragmatist the next, and
exl at both), Gerhold talks with
d vinkle that somehow belies his
e initials.

s almost 30 years since Ger-
le and research came across each
otr (it happened in Chicago in
1¢), when he took a job as a re-
« ch supervisor at Lord & Thomas).
il now,” he says, “it appears to be
A srmanent arrangement.”

or a year (1950-51) he headed
ui Dancer-Fitzgerald-Sample’s mar-
king and research programs, then
wit to Foote, Cone & Belding to
mnage the New York research de-
ptment. It was onward and up-
wd at Foote, Cone—finally to na-
thal director of media and research
al vice chairman of the New York
pns board.

It’ probably not the most rational

" ow he sits in his office in JWT’s
striking Moorish and modern
1h floor officers’ country and talks
wh very nearly boyish enthusiasm
a>ut his new job, and about the late
ferwood Dodge who held it last.
“I'm going with ARF because I
kicve in the organization, and 1
ink it deserves to be treated as a
gious venture—the wav Sherwood
tated it, and Al Lehman before
In.

(Ex-president  Alcuin  Lehman
treed to return as interim head of
AF following Dodge’s death, until a
|rmanent successor could be found).
1“] was a friend of Sherwood’s for
lore than 25 years, and I’d hate to
e something that he and Al had
orked so hard for go down the
ain. That’s one reason I took the

b.

nl'leuision Age, November 18, 1968

In the picture

“Dodge was great. Very innova-
tive. He got ARF to take research
suppliers as members, started its edu-
cational seminars, started a program
of experimental research studies in
methodology, got the foundation to
look into a dual-cable tv type of facil-
ity—now it’s AdTel—and put a tre-
mendous sense of vitality into ARF.

“How will 1 fill this man’s shoes?
I’'ve been asking myself the same
question, and all I know for sure is
that it’s not going to be easy.”

Gerhold intends to use the re-
searcher’s classic approach. He'll
review the present situation, exam-
ine current ARF programs, develop
a list of potential new activities, eval-
uate them with the membership, “and
get started on the ones that made
the most sense.”

As of now, he plans to continue
the foundation’s professional and
educational functions and to study its
programs for the review and guid-
ance of media research which, he
feels, will require ‘substantial re-
orientation.”

“P|| have to tread very intelligent-
Iv here,” he savs, “because ARF’s
support comes jointly from its adver-
tisers, agency and media members,
and we’ll have to come up with stud-
jes that will serve them all.”

Gerhold has still other plans for
ARF, involving new ways of asking
questions and making measurements.

He’s intrigued by computers, and
is anxious to help the foundation’s
members become operational in their
use. He's fascinated by devices that
measure autonomic responses such
as pupil dilation (the fabled eye cam-
era), skin responses, pulse and heart
rale.

“We've only scratched the surface
here,” he says, “and I want to dig
deeper, but that will take a lot of
discussion and a lot of financing.”

As Gerhold sees it, money is the
Advertising Research Foundation’s
most pressing problem. “Nobody
who wants to improve basic research
ever has enough money,” he says
ruefully.

Traditionally, ARF is financed by
membership dues, by fees charged
for consulting services, and by money
raised to support special projects

Paul E. J. Gerhold
Into the presidency of ARF

(“Like passing the hat,” Gerhold
says).

“We can’t afford to conduct pure
research the way real foundations do
because we’re not endowed. We have
to turn out a worthwhile commercial
product.”

Gerhold is currently considering
a couple of new avenues to new mon-
ey—going the endowment route, for
one, and going after increased in-
come from special projects, for an-
other. There are no plans to raise ihe
dues.

erhaps,” he says with Gerhold-

like enthusiasm, “we can find
angels in each of our membership
areas who would be willing to under-
write projects and agree to the pub-
lication of the results after a pro-
tection period.

“This much is sure: you can't ex-
pect to go on collecting money with-
out providing a product, and a
darned good one.”

In his 15-year association with
ARF, Gerhold has served the founda-
tion in just about every conceivable
voluntary capacity. It’s been fun, he
admits, almost like playing a favor-
ite game. But now that he’s about
to play for pay, he says this:

“The one thing I'm determined to
do is produce tangible benefits for
the membership.”

And there’s not a doubt in the
world that he means it. W
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In his new book, War and Peace
in the Global Village, which Marshall
McLuhan has written with the col-
laboration of graphics designer Quen-
tin Fiore and the aid of coordinator
Jerome Agel, the instant philosopher
says,

“The depression of 1930 is nothing
compared to the present slump that
is just beginning with the aid of
television.

“The depression, or radio slump,
was the result of switching the vision
of a whole population from visually
conceived objectives to the total field
of polarized energies that automatic-
ally goes with radio and auditory
space.”

Anyone who believes that must be
affected by curvilinear and myopic
psychographic strategies which al-
ways swim into our ken when tactile
evanescent costs-per-1,000 distort the
intestinal version of our frantic,
flappy, fried society.

* * *

Speaking at a workshop held by
the Television Bureau of Advertising
and Association of National Adver-
tisers, Jules Fine, media director of
Ogilvy & Mather, listed his “favorite
clients.” They include:

® Mr. C. P. Thousand of the Rock
Bottom Co. “He considers efficiency
as the sole criteria for evaluating
each and every spot on the schedule.”

® Mr. Ned Workonly of the Top
Dog Co. “Ned insists that good spots
can (only) be identified by the let-
ters CBS-NBC-ABC.”

® Mr. Non U (from India), also
from Top Dog Co. He believes in
“restricting us to television stations
13 and under on your dial.”

® Mr. Ken Notbemoved of the Im-
moveable Calendar Co. “Ken requires
that every spot be purchased at a
precise time so that he or his sales
force can time their viewing to see
the commercial.”

® Mr. Justin Prime of the Eight
To Ten Watch Co. He “is convinced
that the primetime hours are the only
times that people are watching tele-
vision.”

® Mr. Chaim Wright of tlre One
Track Railroad. “He knows the one
way to buy, the one way to schedule,

72

the one way to evaluate and the one
way to work.”
* * *

An American woman, says Red
Skelton, is not old at 40. In fact, he
says, she’s not even 40.

* * *

An editorial on XPIXx San Fran-
cisco urges that instead of tearing
down the dingy Embarcadero Free-
way, a makeup job be done on it to
save money.

“After a basic design is approved,”
says the editorial, “let the hundreds
of creative persons who inhabit the
city loose their talent in an outburst
of paintings and sculptures and
frescoes the length of the freeway.”

But when they’re finished, make
sure they go back where they came
from—Haight-Ashbury.

* * *®

Mrs. Shirley Knicely, a Personna
quality control blade tester, stumped
all the experts on a recent showing
of What's My Line? except one, the
flacks for the American Safety Razor
Co. pointed out recently. Arlene
Francis, veteran member of the panel
and, you should pardon the expres-
sion, a gal with a razor-sharp mind,
correctly identified Mrs. Knicely as
a razor blade tester on the panel’s
last question.

Says the press release about the
event: “Mrs. Knicely described to
the panelists, the studio audience and
the national television audience how
Personna Electro-Coated Blades are
tested for quality, sharpness and
uniformly-coated shaving edge.”

We think Mrs. Knicely nicely
stumped the panel. She’s really an
advertiser.

* »* *

When a boy on one of Art Link-
letter’s daytime broadcasts on CBS-
TV was asked if he’d like to be
President of the United States, he
replied, “Yes, but my mother
wouldn’t let me.”

IU's refreshing to find a mother
today who isn‘t pushy about her
children.

* * .

Barbara Bain, who plays Cinnamon
Carter in Mission: Impossible, wears
a chignon-type coiffure. And what do

we vawren soe | 1] CRIN@

you think they call it? The cin
bun, of course.
* » *

Carol Burnett says she fi
difhicult to be herself when a ty
era is pointed at her.

“l can’t, though I wish 1
be as casual and natural on cam
as I am off camera with people.
that situation, I can’t be the real)
unless somebody is asking me
tions.

“That’s why we came up wi
on-camera, question and a
warmup session for the show.
that’s the one time during
week’s broadcast that the viewe
get a look at television’s
Burnett being Carol Burnett’s
Burnett.”

Will the just plain Carol B
please stand up?

* * *

Actor Howard Caine, who p l
the ill-natured Major Hochstetter |
Hogan’s Heroes, has a facility f¢
language that enables him to spes
English in 32 different foreign an
American regional dialects. The
range from French, Spanish an
Italian to British, German an
Slavic. He can even do a northe
German dialect that is distinctivel
different from his south German dia
lect.

He savs New York is the greates
place to learn dialects. “You jus
have to get on the subway. Practic
ally all the dialects of the world arl
right there for the listening.” .

Now that he mentions it, there i
a kind of steady roar in his voice.

o * *

Jack Paar isn’t around much any
more. but you can always make copy
about him by talking about his name,
which is very punny. Like about all
his teachers who told him his marks
were not up to par or like when he
got into show business and a show
was cancelled and everyone would
say it was par for the course.

Paar says the unkindest one of
all happened in the army. When he
was demoted from corporal 10
private, his sergeant broke the news
to him by saying, cheerfully, “Well,
we just broke Paar.”

Television Age, November 18, 1968
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VARD WINNER

35T WHAT DID YOU DO FOR ME TODAY?

Dur walls are lined—almost literally—with awards, citations, plaques, com-
mendations and other evidences of appreciation of our civic virtue.

And we treasure them— every one.
But these only testify to what we did yesterday. What are we doing today
ot to win more awards ... but to continue to earn the right to serve our

community and its citizens?
For one thing, we tell our fellow citizens what’s going on, and why, with-

out compromise and without sugar coating. And, when we think there’s
something we and our neighbors can do about it, we say so. And some-
times we prod a little—as we're still doing about the Riot Commission
report and the continuing traffic in firearms, among other things.

W hat are we doing today?
WE'RE TRYING TO CONTINUE TO EARN OUR RIGHT TO BE CALLED CITIZEN---

CITIZEN KP Rﬂ 'W

NBC ON HOUSTON’S CHANNEL @
Edward Petry & Co., National Representatives




Rochester’'s only television saleslady—
our own Anne Keefe, hostess for
Big Money Movie, seen each weekday

from 4 till 6 on the Great 8.

Outstanding films are presented daily

and Anne combines them in an
entertaining fashion with Rochester’s
biggest television game show

Dialing for Dollars. Ask your

Petryman for details on the one
and only local television saleslady

in Rochester, N.Y

Anne Keefe.

RUST CRAFT BROADCASTING

WSTV.TV-AM-FM  STEUBENVILLE
WRCB.TV CHATTANOOGA
WROW.TY AUGUSTA
WIKS-TV JACKSONVILLE
WPIT-AM-FM PITTSBURGH
WRCP-AM.FM PHILADELPHIA
WSOL-AM TAMPA
WHWOL-AM.FM BUFFALOD
WROC-TV.AMFM ROCHESTER

the talented

Represented by

NOLONTWOoONg

10%L% N7Y

THE GREAT 8 WROG-TV



