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The Man In A Don't Forget to Wipe .
Looking Glass The Blood Off
{5
Title Star  Color {Running

*Koroshi Patrick McGooh-an Color 93 1‘»
Affair With A Killer StepheﬁYoul;g l:ﬁlm # 90
Mystery Island | Steve Forrgét | : ﬁlm I_ElE_
To Chase A Million Richard Bradford Color | 97
The Man In A Looking Glass | Steve. Forrest ‘ Eulnq a1
Don-'rthl;o;glg:;l(:]\flfVipe Stephen Y?uny B/W | 98

* Available for telecasting Nov. 1, 1970
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The

Technique

Of the MOTION
PICTURE CAMERA

by
H. Mario Raimondo Souto

Mr. Souto, one of the world's
foremost authorities on the motion
picture camera, has put together the
perfect textbook for both the pro-
fessional and amateur cameraman.

This book is the first comprehensive
study of the modern film camera
in all its forms, from 70mm giants
to the new Super 8s. Comparative
material is included on virtually all
film cameras available from the
U.S.A,, Britain, France, Russia, Ja-
pan and other countries.

Techniques of filming, from hand
held cameras 1o cameras mounted
in airplanes and helicopters are
thoroughly covered.

Profusely illustrated with easy-to-
read line drawings.

Hard covered, 263 pages with index
and glossary as well as comparative
charts,

$14.50 each

TELEVISION AGE BOOKS

| 1270 Avenue of the Americas
| New York, N.Y. 10020

| Enclosed find $

Gentlemen:

for copies of “The

Technique of the Motion Picture Camera.” |

Name ............................. ..
1 R I
JOY :

State ................ .. Zip ........

4

Add 50¢ per copy for postage and handling. :

M

JANUARY 13, 1969

Television Age |

THE BUYERS:
21 Agencies
Timebuying developments hold center stage as agencles
wrestle with the 30, timebuying services and the problem
of sharpening media department capabilities.

24. Advertisers
Advertisers head into '69 bugged by time costs, partial
to independent 30s and scatter planning, wary of violence.

THE MEDIUM:
26 Spot
Short term and long term, the outlook is bright, the major
factors being national vs. local advertiser competition for
time, emphasis on market-by-market strategies, color.

28 Network
Violence is downgraded for 69 as comedy, variety, scalpel
and gavel series make up bulk of network programs.

30 Local
Growing faster than network or spot, with department
stores and chains coming in big, local is riding high.

THE SUPPLIERS:
32 Syndication
Program distribution looks like ir’s headed for a pros-

perous year though the outlook for features is, temporar-
ily at least, mixed.

34 Commercials
1968 was good and 69 will be great, commercial pro-
ducers predict. A return to animation and tighter cost
controls will become major trends.

08 Analysis of FCC Figures

The 1967 data on tv income and profits show that the little
guy got it in the neck.

DEPARTMENTS

8 Letters to the Editor

38
The customers always write

Film/Tape Report
Round-up of news

10 Publisher’s Letter 49 Spot Report
Report to the readers Digest of national activity
13 Tele-scope 51 One Seller's Opinion
What's behind the scenes The other side of the coin
15 Business Barometer 61 Wall St. Report
Measuring the trends The financial picture
17 Newsfront 91 In the Picture
The way it happened A man in the news
37 Viewpoints 92 In Camera

A no-holds-barred column The lighter side

Television Age is published every other Monday by the
Publication Office: 34 N. Crystal St., E. Stroudsburg,
tising and circulation offices: 1270 Avenue of the

York, N. Y. 10020. PL 7-8400. Controlled circulation

Television Editorial Corp.
Pa, Address mail to editorial, adver-
Americas, Rockefeller Center, New
postage paid at New York, N, Y.
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¥ Corinthian
announces the
appointment of

Harrington, Righter,
& Parsons, Inc.

as national |
representative
for

WANE-1V

FORT WAYNE. INDIANA @CHANNEL 15

KHOU-TV

HOUSTON, TEXAS @ CHANNEL 11

KOTV

TULSA, OKLAHOMA @ CHANNEL 6

CBS Affiliated Stations

Effective January 1, 1969
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secret weapon.

Channel 40’s NEWSbeat keeps such asharp eye on
the local scene that it has become southern
New England’s favorite news medium.

No less than 22 local reports each week keep over
1,000,000 New Englanders watching NEWSbeat.
That’s $2 billion worth of customers, hey.

Now isn’t that an advertising buy worth

keeping an eye on?

WHYN TELEVISION/SPRINGFIELD, MASS. 01101
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KBol
50,000 watts on 670 kc.

(25,000 watts night)

BRITISH COLUMBIA

e D. P
L ] aytime Primary

E Nighttime Primary

KBOI 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 Idaho
— the first communication medium todoso —
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, its cultural,
informational and public service broadcasts, KBOI will provide a continued and
expanded service to the rich, expanding west,

BOISE, IDAHO

50 kw on 670 kc daytime
25 kw nighttime
CBS

Pl Rerresenteo oy
IW] KATZ RADIO

e ‘

Letters

to the

Editor l
1
|

BPA internship program

We deeply appreciate your compre-
hensive treatment of the Broadcasters
Promotion Association’s internshiy
study  (Newsfront, TELEVISION AcEy
November 18, 1968, page 19).

It is our hope that this report will
make a meaningful contribution to
information on the subject, not only
for the broadcast industry but for
colleges and universities, as well as
students interested in this fascinating
freld.

In my opinion, your statement that
the broadcasting industry has lost its
glamour is a bit stronger than the
actual language of the report indi-
cates. Although | do believe that the
industry  still  has much glamour,
many broadcasters are not particular-
ly interested in the candidate who is
attracted solely by the open mike and
the bright lights. The fact of the mal-
ter is that we need bright, capable,
interested voung people for the many
behind-the-scenes jobs in broadcast-
ing that require a sound knowledge
and understanding of the business and
much hard work.

There are more good behind-the-
scenes jobs in the field than so-called
‘elamour” jobs, and most internship
programs are designed to seek out
good candidates for these positions.

Meanwhile, we are most grateful
for TELEVISION AGE’s interest in this
report, and on behalf of the BPA |
want to thank you for the excellent
in-depth treatment of it.

JAMES G. HANLON

Vice President

WGN Continental Broadeasting Co.
Chicago

‘Quite a readership . . .’

You have quite a readership. 1I’ve
heard from people across the country
regarding the article 1 wrote for your
issue of November 18 (1969: year of
harassment for (v news?, TELEVISION
\GE. page 20).

EDMUND A. BARKER
President

RTNDA

Dallas

Television Age, Jannary 13, 1969



including Sears

REQUEST PERMISSION TO REPRODUCE
RTICLE TITLED ‘COLOR SELLS IT LIKE
¢ 1S’ BEGINNING PAGE 25 DEC. 2, 1968
iSUE TELEVISION AGE. DISTRIBUTION
ILL BE MADE WITHIN SEARS SOUTH-
RN REGION.

w. H. BASKIN

DIRECTOR OF ELECTRONIC MEDIA
SEARS. ROEBUCK & CO.

ATLANTA

etween-program audiences

[ was interesled to see your com-
ients in Tele-scope (“Dispute about
.ommercials rating,”” TELEVISION
.GE, November 4, 1968, page 13) on
d Papazian’s talk at an IRTS semi-
ar where he discussed tv com-
1ercial exposure.

I'd, and many others in the indus-
'y. have questioned the use of un-
djusted ratings as indicators of com-
rercial audiences for years. Simmons
attentiveness” data are a resull of
hat demand for a more discriminat-
ng vardstick.

What complicates matters is the fact
hat “attentiveness” at clulter time,

between programs, is substantially
ifferent from “altentiveness” in pro-
rams (a hint of that appears in the
ate Dr. Steiner’s work in this area).
ome dav, someone is going to find
. more rational way to measure be-
ween-program audiences than by
wveraging the preceding and follow-
ng program ratings. Once we find
hat wav. we'll discover how mnon
ensical cosl-per-1000 buying, as we
lo it todav. really is.
PAUL KELLER
Vice President
Reach. McClinton & Co.
New York

Problems, potential of ETV

I have read with great interest
vour article on the growth of educa-
ional television, and 1 find it to be
most thoughtful and accurate.

It spells out very clearlv neot onl
the nature of the growth, but the
nature of hoth the problems and the
potential that ave a part of this enorm-
ouslv important and growing indus
Iy

] appreciate vour accurate presen-
lation

FRANK PACE. JR.
Chairman of the Board
Corporation for Public Broadcasting

New York

Television Age, January 13, 1969

KBOI-TV Boise

Leads from 9 am to Midnight (Sunday thru Satur-
day) with 56%, share of audience.*

KBOI-TV Boise

Leads in the Afternoon with 71%, share of audience
12 to 4 pm (Monday thru Friday)*

KBOI-TV Boise

Leads in Prime Time 6:30 to 10 pm (Sunday thru
Saturday) with a share of audience of 54%.

KBOI-TV Boise

Has one of the finest news staffs in the Mountain
States. For example, the news period at 5:30 pm
has 67%, share of audience (Monday thru Friday).

* Average quarter-hour share of audience.
Source ARB March 1968

» KBO

TELEVISION

KBOI-TV Boise, Idaho

REPRESENTED BY
KATZ TELEVISION

A C8S AFFILIATE




Dayton’s
Best
Television

WKEF-TV

DAYTON

FEATURING

B

DAYTON'S WINTER
SPORTS STATION

% NBA Basketball

% American Sportsman
* Wide World Of Sports
% Pro Bowlers Tour

% Car And Track

* Break the Bowling Bank

* ABC Golf '

Call
”ﬂ@ THE HOLLINGBERY Co.

New York
Dallas -,

Chicago
Los Angeles

Atlanta
San Francisco

10

Letter from the Publisher

Business forecast

The business forecasts for the ensuing vear are threat.
ened with some minor irregularities. Since the television
business—particularly spot and local—reacts sensitively to
the economic curve, the financial climate bhecomes the.
prime consideration in any projection. |

The opinion is being expressed by leading economists
that inflation is now feeding on itself and has become a
potent force in overstimulating the economy, The term
“buy-it-now-it-will-cost-vou-more-later” syndrome  has
been used again and again to explain the unexpectedly high
levels of consumer spending. Also, the latest government
report on business plant and equipment expenditures has
tumped from $67 billion to $71 billion—the estimated
expenditure for the first quarter of 1969,

AL of this activity represents a new role for inflation.
The custontary tendency in recent vears has been to defer
conunitments in the expectation that the end of the war in
Vietnam would result in lower prices and costs. With the
wage price spiral in the ascendancy and with no end of
inflation apparently in sight, even if the war in Vietnam
1s brought to an end, the tendency is to anticipate higher H
prices and costs l)y u('ling now,

Upward trend for tv

The Nixon economists expect that business activity will
continue strong and tend to accelerate throughout 1969. |
\ prediction has already been made that gross national |
product will move from $860 billion in 1968 to $920 bil- |
lion for 1969. With several wage increases in recent union
contracts close to 10 per cent, it would appear that there
will be a continned upward trend in consumer income.
Television will feel this upward trend. It is for this reason
that the Wall Street economists, as well as the business
economists, are predicting a bright future for the broadeast
industry and for the broadeast stocks.

Several of the leading brokerage houses and investment
banking firms such as Merrill Lynech, Pierce, Fenner &
Smith: Bache, Goodbody. Burnham & Co. have issued
bullish reports on the broadeast industry. The most recent
Burnham report predicts that network revenues will show
an increase of approximately 6 to 8 per cent and that na-
tional spot will show an increase of 8 to 10 per cent over
1968. Merrill, Lynch goes even further and prediets that
total product revenues (both radio and television) may
surpass 35 billion by 1970. And it may reach $7.1 billion,
or about 27 per cent of total advertising revenues of all
media, by 1975,

Cordially
Sk
Z
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...in the 12th U. S. Market

You’'ll soon find the largest and most modern airport in
the world. You'll also find a million television households,
and WBAP-TV serving this market with over 20 vyears
experience. Pioneers in News, Weather, Sports, Color and
Original Design, WBAP-TV looks forward to many more
jet age decades of community building.

Represented Nationally by Peters. Griffin, Woodward, Inc.

Television Age, lanuary 13, 1969

WBAP-TV [EC
DALLAS - FORT WORTH




Now watch!

WISH-TV Indianapolis

has appointed
Blair Television.

Who's ahead in Hoosierland? Indianapolis and WISH.TV.

Hub of a metropolitan area that leads the state in

industrial production, trade and distribution, Indianapolis

is growing in population, sales and income. And the
number one coverage station in big—and—getting—bigger

Indianapolis is WISH-TV. Now this out-front Corinthian

station has appointed the country’s foremost broadcast

sales organization as its national representative. There’ll

be no catching up with WISH.TV now.
al BLAIR TELEVISION

12
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WHAT'S AHEAD BEHIND THE SCENES

ele-scope

-

ronfirmation form still being discussed
The 4As and SRA are still mulling over the question
f what kind of changes should be made in the contract
onfirmation form developed by TvB as part of its “Sys-
‘ems of Spol™ proposal.
The two groups mel
jons. It turned out that the agency committee handling
under the leadership of Hope Martinez,
wants extensive modifications.

recently o “expose” their posi-

his question
3BDO  vice president,
5RA. while not against modifications per se, would pre-
er 1o let the contract/confirmation form get a good
tart and make modifications later. To what extent the
igency group will insist on early changes will be clearer
fter it meels on January 23 to finalize its thinking.

In the meantime. there will be a 4As committee meet-
ng on January 14 to discuss the question of standardiz-
ng agency lrafic instructions to stations. While the
SRA is not directly involved, its members have a deep
nterest in the subject because of the effect on their sta-
ions when billing discrepancies arise due to commercials
hat come in late or run at the wrong time.

Two other forms are involved in the long-term stand-
wdization of paperwork buyers and sellers of spot are
working to achieve: the avails form. alreadv accepted,

md an invoice form.

McGannon in new corporate post

Naming of Donald H. McGannon.
Broadcasting chairman and president, to presidency of
ane of four “company-like” units in restructuring of
Westinghouse Electric, puts him in a definite growth
area. Though announcement of the four units and their
presidents didn’t mention it. when and if Department
of Justice okavs the acquisition of MCA, Inc., the enter-
tainment complex would fall under McGannon’s wing.

The Westinghouse Broadcasting chief will be respon-
sible for Broadcasting, Learning and Leisure Time. The
three other units are Industry and Defense Products.
Consumer Products and Power Systems.

McGannon's unit will include the Group W stations.
Group W Productions, Group W Films, Television Adver-
tising Representatives, Radio Advertising Representa-
lives, Westinghouse Learning Corp. and CATV systems
in New York, Georgia and lorida.

Westinghouse

TV takes dollars from newspapers

\ substantial shift in department store advertising dol-
lars from newspapers to tv took place in 1968. according
1o Howard I>. Abrahams, vice president of the Television
Bureau of Advertising. lle addressed the Chicago Retail
Ad Conference on January 12,

\brahams pointed out that based on the Media Rec-
ords’ analysis of 52 cities. newspaper linage dropped 6.1
per cent during the first 11 months of 1968 while a sur-
vey of 75 tv markets showed tv commercial activity in-
creased 80 per cent. .

. He placed the shift in department store executive think-
ing on the need to reach out to a wider audience, in-

' cluding those customers who moved to the suburbs, and

|

who are not reached fully by the metropolitan dailies.

. Television Age, Jannary 13, 1969

The increase in tv activity was paced by Sears, Abra-
hams pointed out, but others have been quick to follow.
From 276 stores using television in the 75 BAR markets
in 1966, the number grew to 329 in 1968.

A further growth of television by department stores
will come in 1969, Abrahams predicted. From an average
of 20 commercials per store, per market, per week this
number will grow to about 25 in 1969, he said.

Toy makers step up first quarter advertising

Toy manufacturers, who have always been heavy
Christmas advertisers, now will be dropping heavy ex-
penditures into the first quarter. Among them are Mattel,
Ine.. Ideal Toy Corp., and Milton Bradley Co.

Bradley will spend 150 per cent more this year than it
did last. Their campaign in network and spot tv will also
be more intensive, concentrating on five items, compared
to 15 a vear ago.

Sticking to network tv, Mattel will boost their number
of first quarler commercials from 400 to 600. They plan
to promote 11 new products and six continuing hest sell-
ers. There will be increased Saturday morning and week-
day weight, and the company will continue their co-
sponsorship of the highly successful Julia.

Ideal is declaring February “Games Month.” They
are relving on a unique 10-city, all-day special to high-
light their campaign. F'rom 9 a.m. to 5 p.m.. all regular
programming will be preempted, and cartoon shows and
local live programming will be run. All commercials dur-
ing those hours will be for Ideal. Spot and Network ad-
vertising will support the “Games Day™ promotion.

Stations to swap video tapes

The National Association of Television Program Ex-
ecutives (NAPTE) plans to announce at their annual
convention in February a plan for the exchange of local
station production techniques within its membership via
video tape recording,

In addition to the regular exchange of outstanding
video tape production, local stations will also produce
examples of administrative. promotional and news tech-
niques developed to high but practical standards by in-
dividual stations.

Builder buys extensive tv package

Philadelphia’s WFIL-Tv has once again shown how to
lure big local dollars into tv. this time by signing a home-
builder to what may be the largest local tv campaign the
building industry has ever seen.

The station signed the Korman Corp., largest residen-
tial developer in the Delaware Valley, to a one-year
contract. Prime vehicles for the campaign are a series of
12 hour-long King Family specials, to be aired on a
once-a-month schedule.

The communications concept of the two-minute Kor-
man commercials is to create an awareness among fami-
lies to consider (1) their shelter needs in relation to the
stage of life the families are going through, (2) the ad-
vantages of living in a community that has been designed
for that style of living and (3) the value that is built
into the homes and communities that Korman builds.

13
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Now watch!

KXTV Sacramento
has appointed
BlairTelevision.

14

"y 9
..........

Paly g N 'h.. e R

What’s new in Sacramento? Corinthian station
KXTV’s new building, new faces, new
programming. And an exciting new sales effort
launched with the appointment of John Blair
& Company, the nation’s number one television
sales organization. All in a mightier-every-
minute California market dominated by space -
age industry. Now watch KXTV make news.

us BLAIR TELEVISION

Television Age, lanuary 13, 196



Business barometer

l:itober was a bang-up month for local billings. The increase over last year was a

record in percentage terms this year, but that's only part of the story. The
percentage increase was the biggest for any month during the 60s—with one
exception. And that was October, 1964. That year was a particularly good one
for local business, though the way things are going, 1968 may surpass it in

terms of percentage gains.
As for the revenue total, it
is not only a record but a

LOCAL BUSINESS

record by a wide margin.

1e October leap of 37.9 per cent
over '67 brought local bil-
lings to the astounding to-
tal of $52.0 million. No
month in the past has been
near that figure; in fact, no
month in the past has ever
passed the $40 million mark.

ven network compensation hit a rec-
ord level this year. The
percentage increase of 7.1
was the biggest since June
'66 and the revenue figure—
$22.5 million-—was an all-
time record.

he larger stations (those with over
$3 million in annual revenue)
soared 42.3 per cent in local *°
billings over last yvear. The
smaller and medium stations
—under $1l million and $1-3 40
million, respectively—
were close with a 26.6 per
cent rise for the smaller
outlets and a 28.3 per cent
hike for the medium stations. s

[n network compensation, the $1-3 2
million group averaged a 10.3
per cent rise over last year,
leading the other station 10
categories. Larger stations
came in at 6.2 per cent, while 5
smaller outlets could muster
only 3.3 per cent on the
average.

millions of dollars

Oecrober (up 374.97)

NETWORK COMPENSATION

L - ]

millions of dollars

October (up ¢.19)

Year-to-vear changes by annual station reserve

Network Compensation

T

Station Size Local Business

Under 51 million 26.6%

S1-3 million 28.3%

S3 million-up +42.3%
T

45 |

3.3%

J0.39
6.2

I F M4 N

1968-67 comparison

—t

|

T T T T T T 1T

s I - =

tyJ 5

1968-67 comparison

The 10-month local total is now $348.4 million, compared with $292.2 million in '67,

} an increase of 19.2 per cent.

iIn network compensation, the 10-month total is $204.1 million, as against $201.5 million

g in '67, a rise of 1.3 per cent.

INext issue: spot revenue figures for

(4 copyrighted feature of TELEVISION AGE, Husiness barometer is busad on a crvss-section of stations in all income and geogrophical catégorics

l'ln[urmulu'uu is tabulated by Dun & Bradstreet.)

lTelevision Age, January 13, 1969
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... FOR
EARTHMEN !
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My Favorite Martian congratulates The Apolio 8 Space Crew
Both reached record heights!

For astronomical details on Apollo 8 moon flight, call NASA
For astronomical details on My Favorite Martian's syndication flight call Wynn Nathan (212) 682-9100
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hot’s 3rd quarter

A dozen advertisers led by two
Jjor food accounts increased their
ot expenditures by $1 million or
sre during the third quarier of
158, compared with the correspond-
i quarter in 1967, according to the
lest fizures from the Television
I reau of Advertising.

I'he bureau’s figures, compiled by
JiA-Rorabaugh, showed overall spot
cpenditures up 18.2 per cent in the
trd quarter.

[otal spot spending in the July-
ptember period came to $291,653.-
0. and represents reporting from
7 stations. Invested in the third
carter of 1967 was $268,692,000
(vering 393 reporting stations.
However, an analysis of 344 sta-
.ns which reported in both third
(arters showed the 18.2 per cent
e,

Leading the spot adverlisers in
llar increases were General Foods
:d National Dairy Products. The
lriner increased its spot investment
shade over $3 million, to a third
arter total of $13.8 million. Na-
mal Dairy upped its spot expendi-
re $2.3 million to a total of $3.8
illion. In third place was American
sbacco. which increased its invest-
ent $2.2 million to a total of a little

wer $6 million.

‘ther big spenders. Others who in-
eased their spot spending $1 million
“ more were Norton Simon. Carter-
Tallace. Sears, Sterling Drug. Ford.
rmour. American Home Products,
iversharp and American Dairy Asso-
ation. .
| These seven latter advertisers in-
l‘eased their spending between $1
1d $2 million. Their total spending
hnged from $1.2 to $3.1 million.
Two advertisers appeared in the
bp 100 for any quarter for the first
fme — llartz Mountain  Products
torp.. which ranked 45th with an
xpenditure of $1,456,500 and Toyota
uto dealers. who ranked 68th with
025,700,
The top 10 spot advertisers in the
vird quarter and their investment in
hillions were: P&G ($21.4), General
]'oods ($13.8), Colgate (%9.6), Coca
?Iola ($6.3). American Tobacco
|
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THE WAY IT HAPPENED

(86.0), Lever Bros. ($5.8), Wrigley,

($5.7).

Kellogg

($4.4),

Bristol-

Myers ($4.3) and Ford and its deal-

ers

($3.9).

Six major product classifications
showed substantial increases over the
previous third quarter. Automotive
advertisers jumped 57.4 per cent to
a total of $16.2 million. A 50.9 per
cent jump was registered by the
household furnishings category, which
spent a little over $1 million. Pet
products accounted for nearly $7
million, which represented an increase
of 14.2 per cent. Drugs and remedies
climbed 39.9 per cent and reached a
total of $16.9 million. The entertain-
ment and amusement field spent $4.4
million. up 33.7 per cent. And tobacco
advertisers increased their investment
28.1 per cent to reach a total of nearly
S13 million.

Here are the top 100 spot clients
with their expenditures as well as
their rating:

Rank

78.
18.
80.
33.
76.
38.
32,

-

9.
97.
87.
27.
95.
96.
55
89.
100.
Ol
. Bristol-Myers
3.

51.
31.
1.
228
75.

32,

‘i,
21
09.
49,
. Falstaff Brewing
90.

10.

Aameo Transmiszions
Alberto-Culver
American Airlines
American Can
American Cyanamid

American Dairy Assn.
American Tel & Tel
American Tobacco
Anderson Clayton

Anheuser-Busch
Amour

Associated Brewing
Associated Products
Avon PProduets

Beatrice Foods
Block Drug

Borden

British-American
Tohacco

Campbell Soup
Canadian Breweries
Carnation
Carter-Wallace
Chesebrough-Ponds

Chrysler Corp.,
dealers

. Coca-Cola

Colgate-Palmolive
Consolidated Foods
Corn Produets
Del.uxe Topper
Eversharp

Firestone Tire &
Rubber

Ford Motor Co.,
dealers

$ 731,200

3,187,900
718,000
1,960,300
768,000

1,123,300
356,000
6,037,800
544,500

642,600
2.594,500
579,800
563,500
1,267,000

619,800
520,000
1.012,600

"4,315,900

1,581,700

1,36-1,600
2,356,700
1,688,100
2,900,700

780,500

2,353,900
6,268,600
9,602,200

733,000
2,878,800

913,700
1,416,200
1,441,400

615,500

3,919,600

Rank

2.
17.
62.
20.
94,
15.
93.
15.

37,
50.
74
81.
38.

82.
16.
6t

8.
67.
83.

6.
85.
60.
59.
7l.
26.

70.
88.
54.
12.
31.
19.
606.
40.
21.
29.
36.
. Procter & Gamble

. Quaker Oats

. Ralston Purina

. R. J. Reynolds Tobacco
. Rheingold

. Richardson-Merrell

. Royal Crewn Cola

. Jos. Schlitz Brewing

. Scott Paper

. Sears Roebuck

. Seven-Up

. Shell Oil

3. Sinclair Oil

65.
. William Wrigley Jr.

General Foods

General Mills

General Motors

General Motors, dealers

Getty 0Oil

Gillette

Greyhound

Hartz Mountain
Products

H. J. Heinz

Heublein

Household Finance

1deal Toy

International Telegraph &
Telegram

Jefirey Martin Labs

Johnson & Johnson

S. C. Johnson & Son

Kellogg

Kimberly-Clark

John Labatt

Lever Brothers

Liggett & Myers

Lorillard

Mars

MeDonalds

Miles Labs

Mobil Oil -

Morton International

National Biscuit

National Dairy Products

Nestle Co.

Norton Simon

Norwich Pharmacal

Pabst Brewing

Pepsico

Philip Morris

Pillsbury

Squibbh  Beech-Nut

. Standard Brands

. Standard Oil of California
. Standard Oil of Indiana

. Standard Oil of New

Jersey

. Sterling Drug
. 68. Toyota Motor Co., dealers
86.
72.
03.
56.
92.
79.
13.

Trans World Airlines
Union 0il of California
United Air Lines
U. S. Borax & Chemical
United Vintners
Wallace & Tiernan
Warner-Lambert
Pharmaceutical

F. W. Woolworth

Newsfront

13.758,900
3,277,600
986,600
3,102,800
580,800
3,422,100
588,000

1,456,500
1,888,500
1,377,900
789,800
717,100

1,856,800
693,000
3,348,800
955,900
4,437,100
934,300
690,500
5,814,800
658,900
1,072,200
1,105,200
833,800
2,788,000
907,500
628,100
1,289,100
3,820,900
1,901,200
3,126,100
946,800
1,785,900
2,937,400
2,392,200
1,891,500
21,359,000
1,895,000
2,378,500
1,816,300
522,600
541,100
1,445,500
1,679,100
1,481,600
2,900,500
2,845,700
3,525,700
1,339,100
807,400
1,169,900
664,300
1,444,500

612,100
2,580,700
925,700
654,600
820,400
979,000
1,219,200
611,500
721,700

3,558,200

953,000
5,726,000
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Zilich’s co-op bag

Sure, co-op advertising on tv can
be a headache, but it doesn’t have to
be. It depends on how vou control it
and how close to the scene you are.
It also depends on what you call co-
op advertising.

Let’s take the case of Dillard E.
Zilich, who, whatever you may say
about his name, is doing alright with
his tv co-op bag. Zilich is the real
live branch manager for the Hoover
Co. in Michigan and he appears to
have gotten himself a litile system
for creating sales that is worth exam-
ining, if only because it has such a
workadav air about it.

In the first place. he buys tv him-
self, so forget about the policing
angle. In the second place, he some-
how manages to get three stores con-
tributing to most, if not all, of his
announcements, which means the
dealers have no cause to complain
about tv being too expensive. In the
third place, the commercials—in col-
or, of course—come from the Hoover
Co., so Zilich doesn’t have to worry
about dealers dreaming up copy
themes which have nothing at all to
do with the marketing concept in the
first place.

Cut and dried. Zilich came to tv via
a classic road. He needed a medium
which could demonstrate a product’s
advantages. Previous to getting into
tv, the hranch manager had concen-
trated his advertising in newspapers.
It was pretty cut and dried. He ran
mostly  four-column-by-10-inch ads
and found that a typical ad would
sell about six washing machines.
Dullsville.

Well, anyhow, this new Ioover
washing machine came along back in
1965 and it just cried for demonstra-
tion. At least Zilich thought so and,
as it turned out, he was right.

To quote him: “Results were dra-
matic. Almost immediately our news-
paper advertising became more sig-
nificant. People remembered se€ing
our tv demonstrations. When they
read our newspaper ads, the combi-
nation of the two made lots more
people want to buy.”

Zilich began his 1v advertising in
February, 1966, and i’s obvious
from the foregoing statement that at
that time he had not shaken loose
his love for you-know-what-medium.

But a lot of soapy water has gone
over the dam, and now the Hoover

18

branch manager is putting about four
out of every five advertising dollars
into video. There’s obviously some
connection. As a matter of fact, his
approach proved so successful that
he is now one of the top branches in
the U.S. for Hoover in terms of rate
of sales for washers.

Continuity. What is this approach?
An important part of it is nothing
more or less than 52-week advertis-
ing. Then there’s the run-of-station
aspect. Zilich obviously watches the
dollar.

When the branch manager talks
about year-round advertising, he
sounds like a zillion other admen.
Yet, somehow, manv businessmen
don’t listen.

So. listen: “In our business, we’ve
found continuity is most important.
When you’re in and out, the mo-
mentum your advertising should gen-
erate just deesn’t happen. By staying
on tv, we’ve kept our business going
in June and July, when business usu-
ally drops.”

Zilich operates out of Detroit, so a
few words about his tv activity in
that market should be in order. His
vear-round operation in the Auto
City ties in between 35 and 40 deal-
ers. There’s nothing small potatoes
about many of them, either. They in-
clude People’s Outfitting (the first
group of slores to tie in with tv),
Federal Department Stores, Good
[Tousekeeping Stores, J. .. Hudson.
Crowley’s, Ned’s Firestone Stores.

The branch manager uses wxyz-
TV, runs anywhere from seven to 21
announcemnents a week, depending on
the season. The lower figure applies
to the Summer, when he wants o
keep that momentum going but is
usually able to generate more than
enough sales to justifv his tv expendi-
lures.

You don’t often hear about station
salesmen getling a pat on the back
for veoman work in the timebuving
end. Maybe there’s a reason. Mavbhe
too many salesmen sell time rather
than buy time.

Whatever it is, Zilich has nice
things to say ahout wxvz-rv account
executive Harvey Grace, who can he
said to handle all the television activ-
ity in the Detroit market for the
Hoover Co.

Hoover is after the woman 18-49
with a growing family (who isn’t?)
so Grace’s job is to place Hoover
sales messages in and around pro-

grams which have greal appeal
young mothers. Sounds simp
enough, though no doubt there’s a |
more to it than the demographi
suggest. .

Last year Zilich ran about 2,00(}
announcements in Michigan, mayb
600 in Detroit. In working wil
stores, he offers a straightforward
formula.

Hoover pays half the time cos
The other half is split among thr
dealers, each one paying one-sixth o
the time charges. That’s it, no hidde
extras. The commercials themselve
come from the Hoover Co. and Zilic
provides the necessary dealer tags.

Would you guess that most com
mercials appear during daytim
hours? Of course. When else is th
housewife thinking of househol
chores. if not doing them? It stand
to reason that if you show a washin
machine while the housewife is doin
her wash, if you don’t get her atten
rion, don’t blame tv.

Washers get the most promotiona
support from Zilich but houseware
and floor care products also get a
piece of the action.

The commercials. As you n]ighb
gather by now. the commercials are
not exactly psychedelic. Sample: A
24-b. stack of clothes is piled high
and somebody asks: Can you do this
amount of wash in 30 minutes? In
less than a minute the housewife is
shown how it can be done with the
Hoover spin-drying washer.

That old saw about the retailer |
heing able to evaluate a medium by |
cash register results may be an old
saw but nobody ever said it is an
untrue saw.

Again, we quote Dillard E. Zilich:
“We can trace results from a single
spot. Let us put a spot on for an
iron or a blender or anv of our appli-
ances and right away the phone be-
gins to ring. People say they missed
where they can buy it. When vou
get action that fast you know vour
advertising works. Television brings
that Kind of fast response.”

Last year, the Hoover Co. started
its own tv campaign. For example.
in the last quarter the firm bought
82 minutes on ABC-TV. That meant
of course, more tv exposure for
Zilich’s dealers. In Detroit, they thus
had support from a total of 28 to 42
announcements a  week, making
Hoover one of the higgest adver-
tisers in the market. .
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CLASS OF 69

A class with class.

These six KMTV newsmen won 15 of 16 newsfilm awards given by the Nebraska
Press Photographers Association. They tied for the 16th.

KMTV continues to do the kind of news job which won us the national Newsfilm
Station of the Year award in 1965.

KMTV has more local newscasts each week than any other television station in
Nebraska. We have a news analyst who has been assigned to stories in 41 countries
in the past four years.

We think news is the most important continuing local program service a station
can provide.

Petry offers KMTV news avails. Proudly.

The class: Arlo Grafton,

Jim Cowman, Dennis Waterman,
Dave Hamer, Roger Prai,

Dannie Livingston

KMTV Omaha

Television Age, lanuary 13, 1969




CHICAGO’S FAVORITE SWINGERS

That's the Cubs. And WGN Television has

‘emfor144 games this year.We've been tele-
vising baseball so long, so well, that stations

everywhere ask us for baseball-TV lessons.

TELEVISION -CHICAGO

There’s no TV station like our Tv station.

Television Age, January 13, 1969




lerev will be few complaints about 1969
if the tv advertising business is as good as
it was last year. Barring economic static from
a runaway inflation or other unforeseen
events, it may be better.

But the healthy pace of business doesn’t
lessen the pressure of challenges in a volatile
industry. To the advertiser and agency, the
challenges are increasing the efficiency and
effectiveness of advertising as costs rise and
market segmentation becomes more complex.
To the stations, the challenges are grow-
ing competition in  many markets and
keeping their rate cards honest. To the net-
works, the challenges are finding fresh pro-
gramming ideas without spending a fortune
to develop them while at the same time

Television Age, January 13, 1969
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Review & forecast

An in-depth analysis and appraisal

of advertising and programming trends

in the television industry during

1968 and 1969

answering the increasingly vocal critics of tv.

Media buying in particular is undergoing
stresses. The timebuying services shook up
the agencies in the aftermath of 1967’s soft
spot market and clouded the relationship be-
tween them and the stations. As a conse-
(quence, the agencies are paying more attention
to negotiating know-how.

One agency development, the emergence of
market specialists in the media department,
has been interpreted as a reaction to time-
buying services but actually goes beyond it.
It’s basically a reflection of the growing em-
phasis on knowing the complexities of indi-
vidual markets and thus bodes well for spot.

These developments and others are treated
in detail on the pages which follow.
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The buyers
AGENCIES:

Timebuying developments hold
cenler stage as agencies restle with
the 30, timebuying services and

the problem of sharpening

media department capabilities

d agencies are optimistic about 1969 byt guardedly so.

Part of this may be a natural reluctance to suggest
there will be an open money spigot ahead of the fact, but
there are other more solid reasons.

The uncertainties surrounding inflation, and the profit
squeeze are clearly bothering agency management, 1}e
former is a fogav area anyway and the latter. while not
likely to exert as much pressure as in ’67. appears to be
a continuing problem.

Agencies are not wrestling with the cost problems of
peripheral services as they used to. but the imperatives of
efficiency in operation are becoming more stringent.
Clients are increasingly insistent about jt and with an
increasing number of agencies going public (there are
about a dozen which have taken that route so far), Wall
Street thinking is giving the issue of efficiency more ex-
posure.

Fancy creative salarjes and fringe benefits. which
made agency controllers tear their hair during the past
couple of years, will not likely run their course this vear.
The expenses of copy research are rising—and becoming
more necessary. Investments in automatic data processing.
including both in-house and outside computer services,
have become. for the larger agencies. anyway, a necessary
fact of life.

Media department salaries have become a major factor
for the first time. Costs in that area have long been
bothersome, but it's heen because the complexities of
buying tv and radio spot have necessitated large de-
partments. Now the pay level js coming into the picture
as agencies mull over the tough question of whether to
up salaries and run a tight ship or stav put. The alleged
competence of the timebuying service has been 2 factor
here, but not the only one. Any notion thai compulers
would shave overall medja department budgets has gone
by the board.

The rising price of tv, while it has no direct impact on
agency costs of operation, will keep agencies on their toes
in their efforts to buy as efficiently as possible. Of leading
importance in this area is the growing use of the 30 and
the decline of the 60. Whether this money:saving ploy
is necessarily eflicient, however, is still an open question,
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Also an open question. but one which will be .
creasingly tested this vear, is (he effectiveness of the
media buver as a market specialist. General Foods has
allocated markets among its four agencies, a tack already
taken by Bristol-Myers, and Young & Rubicam has set
up a special Broadcast Unit with regional supervisors
responsible for buving all Y&R brands in their respective
areas.

L. T. Steele, chairman of Benton & Bowles, voices the

I see a change coming
in client attitudes
toward product conflict,
They will be liberalized
out of necessity,
not because clients
will really want i,
Fredericl: ). Sulcer. executive rece
/ president, Needham. Harper & Steers

A
attitudes of many top Managements when he says, “The
factors which produced the profit squeeze aren’t going
to go away.” However, he feels that agencies are be-
coming competent about cost management and notes
that clients are “encouraging™ agencies to examine wavs
to allocate resources.

In the past. savs Steele, the profit squeeze was due to
the additional costs of handling tv. “It was not only the
problem of buying and policing spot but paying pro-
ducers. directors. artists, the people who brought film
know-how into the agency and the time to teach others
this know-how.” Then, the costs of managing talent and
the proliferation of services in the 50s and into the 60s
added other pressures.

Now. he savs. the cost of copy research and the bid-
ding for creative talent has come into the picture. He
points out that clients are bidding for creative talent, too.
“These problems will be with us in ’69 but agencies have
been developing cost accounting abilities and there’s an

Making buyers market
specialists doesn’t make

sense for the medium and
small agency. What’s really
important is a good
negotiator and having
experienced people supervise
buyers iwho won’t have the
necessary experience.,

Frank B. Kemp senior vice president,
media and programming director
Compion

Television Age, January 13, 1969




I feel that timebuying
services will decline in
importance. They provided
one service. however.
They made agencies
tighten up their buying

in some instances,

Franl 1. Gromer, ]Jr.

vice president and director

of marketing services

Foote, Cone & Belding, New Yorl,

icreasing participation in cost control by middle man-
agement.”

Fhe pressures to turn out more eflective advertising

and the concentration of manyv agencies on that single
coal will continue, Steele makes elear, He notes that B&B
is adding to its creative payroll. =\ zood creative man is
worth a lot of money.”™) But he is hopeful that there may
be o leveling of in creative salaries this vear. “Some
ageney principals who panicked when faced with the
threat that a top creative man would leave and paid
through the nose 1o keep him will be thoughtful about
il now.”

Also concerned about the creative salary  spiral s
Paul ). Caravatt. Jr.. chairman and president of The
Marschalk Co. Caravattc and Steele as well. were upset
about trade magazine articles that publicize some of the

fabulous pav ~trikes hit by voung. roving talent. The

The media buying services
will first come into their
own in "69. Advertisers and
agencies will feel their

full weight and effect and
they will be acecepted.
Norman KNing

president, US, Media

VMarschalk exceutive saw no evidenee that brakes were
L being applied to ereative salaries,

He also said his ageney is “amazed™ at the rate at
which commercials production costz have risen. Like a
number of other agencies, Mavsehalk is patting elamps
on the cost spirval here. A ereative business manager,
Gerald Jillard. will review all bids. Production houses
are routinely informed the bid is to be considered a final

hiure and only a senior management man can okay a

Television Age, January 13, 1969

decision to spend more money.

In forecasting the year ahead. Caravatt said a review
of all their accounts showed that, “almost without excep-
tion, they are guardedly optimistic.” He found some
fears of inflation but, for the most part, it was based on
a how-long-can-a-boom-last psychology.

Noting that new product marketing is a specialty of
Marschalk, Caravalt said the outlook for "69 is for more
product introductions. “The number of new products
now in the works al our agency is about twice what it
was a yvear ago. though [ should mention that doesn’t
mean all will see the light of day this year.”

Among those with a wary eye on inflationary trends
is Frederick D). Sulcer, executive vice president at Need-
ham. Harper & Steers, New York. Talking about the
economic picture in general, he felt that business will

Ageney bigness per se

is no longer an effective
calling card; it doesn’t
impress the way it used
to. The test of prowess
now is how ereative work
sells and is perceived.

L. T. Steele, chairman of the board,
Benton & Bowles

face higher costs this vear than they are now figuring
on. “"We don’t really know vet what the impact will be
from the last round of union contracts.” Bolstering this
contention is a recent study by The Bureau of National
Affairs, which found that the median wage increase fall-
ing due in 1909 will hit a 12-year high.

As far as agencies are concerned, Sulcer said that
while the profit squeeze in ‘68 was not as tight as the
vear before, the outlook is for continuing pressure. “We
will look to media for provable values.” With salaries
going up, NIH&S is operating with fewer personnel per
S1 million in billing.

Holding center stage in the media buying arena is the
steadv shift from minutes to independent 30s, as clients
seek to keep their brand exposure levels up in the face
of rising rates in tv.

Agencies are enthusiastic about the action of most
Blair-represented stations in restructuring their rates to
make the 30-second commercial 50 per cent of the
minute in non-primetime. Sam Vitt, senior vice president
and executive director of the media and programming
department at Ted Bates, predicts this move ‘will set in

{Continued on page 62)
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ADVERTISERS:

Advertisers head into 69 bugged by
time costs, partial to independent
30s and scatter planning, wary of

violence, and generally optimistic

everal of the advertiser-related trends and issues
Sthal surfaced in television during 1968 will carry
over into the current year. Some, like the appearance
of outside media buying services, which operate with no
visible means of support, were whelped in controversy
and will remain controversial. Others, like the con-
demnation of violence that swept the country (then ad-
vertisers, then networks, then producers and packagers)
following the King and Kennedv assassinations. carry
no real dissent.

Advertisers are ver
of spot and network time. Some look with jaundiced eye
on the newly emerging independent 30-second announce-
ment (in itselfl, both a trend and an issue) as the poten-
tial vehicle through which costs will be jacked this vear
and in the future.

A few more students transferred last year from the
Sponsorship School to the Participation School, as ad-
vertisers continue their disinclination to tie up fat dol-
lops of budget in on-going shows. “It’s not the ratings.
it’s the demographics of the thing,” said one corporate
media director whose firm had latelv dropped sponsor-
ship of a hot-rated situation comedy.

The FCC’s decision on carv set off greal conlroversy
as to the future of commercial programming by wire

sensitive to the escalating costs

controversy that is sure to boil on into the current vea.

Costs probably concern advertisers more than an
other facet of television—costs and what they're get-
ting for their money.

In interviews with advertisers, TELEVISION AGE could
find no hard evidence that the networks’ alleged “selec-
tive” coverage of last August’s Democratic conven.
tion debacle in Chicago had impaired the believability
of tv news. Network news show ratings have held up.

Taken all in all, 1968 was a good vear for television.
It saw advertisers sink more money into the medium.
Networks experienced an estimated by the Television
Bureau of Advertising) 3 per cent increase in billings
over 1967’s $1.5 billion to about $1.545 billion. A good
November—at $164 million, up 4.6 per cent over No-
vember 1967 —helped. Firm network figures for the
fitst 11 months of 1968 put billings at about $1.391
billion, an increase of 3.1 per cent over the compar-
able period of the previous vear.
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A further look at TvB’s 11-month figures shows that
nighttime network carried the ball, rising 3.9 per cent

over 1967’s $893 million to $928 million. Daytime |

climbed 1.5 per cent (identical increases of 1.5 per cent
in both Monday through Friday and Saturday-Sunday).
That’s how advertisers bought network through eleven-
twelfths of last vear. And characteristically, they spent
more with CBS ($514.2 million) than with NBC ($495.3
million) or with ABC ($381.1 million).

Rising time costs are bugging many a corporate ad-
vertising man. Most say that spot is, generally speaking,
rising more rapidly than network. A spokesman for
General Mills told TELEVISION AGE that the factor which
concerns the company most these days is that “spot tele-
vision costs are climbing much faster than any other
medium we use.”

He went on to imply that the upward spiral has been
taking place under the protective covering, if you will,
of a welter of extremely complex statistical information
regarding stations and markets—information that mar-
keting people have found difticult to organize, analyze
and act upon. Spot advertisers have nol brought pric-
ing pressure to bear on broadcasters, he theorized, De-
cause they have not been well enough informed.

Computers are coming into play

“But now,” he continued. “computers are culting the
information down to size, and marketers are getling to
to the point where they can manage it. From there,
it's just a simple step to questioning the price/value re-
lationship of spot.

“Sure, spot has geographic advantages,” he said, “but
nly if it's priced right. The question is, how many
markets deep can vou go in spot before it becomes more
eflective, as far as grp’s are concerned, to go network
and get the rest of the country free?”

R. R. Riemenschneider, knowledgeable media director
of Quaker Oats, agrees that spot is showing a faster
rate of price increase than network except, he says, for
IDs and prime 20s). [le finds that children’s spol has
turned upward very sharply, paiticularly in the past two
years.

While nearly all of the advertising and media execu-
lives queried are looking for increases in spot and net-
work time costs again this year, the television coor-
dinator for a major automobile manufacturer senses pos-
sible softness ahead. His reasoning: the networks and
station may hold prices back to a reasonable level in
anticipation of the extinguishing of tobacco advertising
by the government.

“It looks as if it’s going to happen sooner or later,”

Television Age, lanuary 13, 1969
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he temarke. “Coneeivably. the announcement could come
a~ carhy as January, 1970.7

Ite alwo <ces \BC. “to the extent that it had rating
problems this season,” holding down network prices
U ARG he adids, “has alwayvs kept its compatriots hon-
est.’)

Mot of the advertisers with whom TELEVISION AGE
talked now  consider  the independent 30-second  spot
as an accepted part of the television scene. Some feel it
will eventually replace the 00 as the basic commercial
anit. Most find it convenient to have around. in that
it can olviate the necessity of hrain-wracking to match
products. timing. markets and share of budget in piggy-
backs. But at least one corporate ad executive wishes
the isolated 30 would go awayv. and for what could turn
out to he a very good reason.

“My fear.” he says, “is that if we move to the 30-
wcond unit in a major way we'll be. in effect, opening
the door to a brand new round of price increases. Most
advertisers will find they can say what they have to
sav amost as well in half a minute as a full minute.
And with a situation like that. how long do you think
it would be until 30s cost as much as 6027

He lauds Blair Television for its recent announce-
ment that most of the 70 stations it reps will price
non-prime 30s at 50 per cent of their minute rates. calls
it a giant ~tep in the right direction. but notes that no
other major rep or broadeaster has yet followed suit.

In peeging the price it will pay for independent 30s,
this spokesman’s company stepped into the broadeasters’
<hoes long enough to understand the added problems
of product protection and administration that come with
volume <ales of half-minutes,

“We're paving 60 per cent of the minute rate, tops,”
he ~av~. “but in the meantime we're doing everything
we can to heep the 60 on the scene.”

It should be pointed out that this advertiser is on
networh regularhy with some 30 products. and conse-
quenthy: pizevbacking i= not the problem it is with many
others,

A\ media man at an automobile manufacturer feels,
to the contrary. that any surge to 30z could actually re-
~sult in advertisers spending less to get less. “Buvers
mav go for three 30< instead of two minutes. for ex-
ample. and <ave the difference.

“The 300 became respectable in the automobile in-
dustry in the Fall of 1968.” he continued, recalling that
not so long ago the 60 was considered somewhat of a
concession by Detroit admen,

{Continued on page 66)
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The medium
SPOT:

Short term and long term, the outlook
is bright—major factors are

national vs. local advertiser

com petition for time, emphasis on

market-by-market ad strategies, color

here are many signs and most of them point one way,

Up. That’s not only the short- but the long-term out-
look for a spot. which has completed a good year and
has all the earmarks of chalking up another one.

The major independent reps are remarkably close
in their projections for spot in ’69. They range from
seven to 10 per cent with the consensus being about
eight. There's nothing precise. of course, about these
predictions.  They merely reflect the average degree of
optimism the reps have, based on their hopes. their mar-
kets, and equally hopeful guesstimates from the agencies.

But the confidence is unmistakable. “Ii certainly
looks like a damn good vear” to John F. Dickinson, exec-
utive vice president of Harrington, Righter & Parsons.
He feels husiness mav well accelerate as the vear pro-
gresses.

The general agreement on the proposition that ’69
will be a good vear stems basically from the assump-
tion that the economy will steam along at about the same
rate it has in ‘68 and maybe a little better.

But there are more specific signs at hand. The first
quarter stacks up strong, for one thing. “The networks
are in good shape.” said Robert Hemm, vice president in
charge of Blair’s Station Division, speaking of the Jan-
uary-March period. “That’s alwavs a good sign for
spot. Some of the benefit comes from overflow busi-
ness the networks can’t accommodate.”

Hemm also noted an increase in the number of “new
business” requests for time over last year.

Another reason for the optimism was the healthy
tone of business in the last quarter of ’68. Robert Kizer,
administrative vice president of Avery-Knodel, pointed
out: “I’s usually true that as the last quarter goes so
does the first quarter.”

One rep executive said a prediction about the level
of business during 69’s first half, made a half year ago,
was under the mark, judging by current indicators. He
said, “This year is turning out to be better than we
thought.”

Spot time sales should easily top the $1 billion mark
this year. The Business Barometer figures of TELEvI-
SION AGE show spot revenue through October running
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at about 12 per cent above ’67. If it turns out this level
of business held up, it would mean $975 million in spot
time in ’68. An increase of less than three per cent in
69 would push the total over $1 billion.

How individual markets will do is another question,
The concentration of spot in the major markets will con-
tinue, according to Edward C. Page, general manager of
Petry’s client and industry relations division. Smaller
markets will do better or worse depending on the num-
ber of new product tests and introductions, Page said.

New product introductions were on the low side in
1968.  This is believed due to a carry-over of uncertainty
following the economic plateau or dip (depending on

Negotiation is now built into rate cards

what business you were in) in 1967. The general ex-
pectation among both reps and agencies is that a pickup
in new products is due this year. One straw in the wind
was the comment by C. W. Cook, chairman of General
Foods, leader in spot’s biggest industry category, that
“The development of new products and new processing
techniques will continue to hold a top-priority place
throughout our industry during 1969.”

Occupying central attention is the growing use of the
independent 30 and the related question of rates for the
half-minute announcement.

The latest information available from TvB is that
non-network 30s (excluding piggybacks) accounted for
19.1 per cent of all commercials in September. This

Television Age, January 13, 1969




“gs The World Turns,” a popular soap
tor many years hoosts CBS’ daytime
ratings. Below: ABC goes for th
demographics with “Moed Squad.”

BC’s “Name of the Game,” a
elly “motion picture” Below
/v Friend Tony,” a second
ason mystery-comedy for NBC.

Above: “The Queen and I” is
a second-season show for

CBS. “Cat Ballou” (left) was
one of the few movies to do }
very well this year f




LOCAL:

Growing faster than network or spot,
with department stores and chains
from Dayton’s to Sears coming in big,

local is riding high

n terms of improving on its own performance, local
lbecame television’s express in 1966, and has been
highballing along ever since.

Now, with banks, automotive advertisers, restaurants
utilities and other key non-store calegories securely in
tv's camp. and with retailers coming on like Gang Busl-
ers, 1969 figures to be the stations’ most successful year
to date in local revenues.

A brief review of the TELEVISION AGE Business baro-
meler figures for local, spot and network percentage
increases pretty well tells the tale.

For the five years 1959.63, spot was in the spotlight
leading both local and network in increase percentages.

Local turned the tables in a big way in 1964, racking
up larger percentage increases than spot and network
In every month

The tollowing year. although local was up each month
over 1964, spot’s improvement percentages ran belter

f
tverage number

of commercials +79%
prer week—1967 vs. 1968

162%

+94% 19%

825 2163 190 369 207 247 3122 5579
67 '68 67 68 67 68 67 68
Sears Penney Ward 1l dept.
stores

Source: TvB-BAR, first nine months, each year. Rased on
survey of one random weel: per month in 75 major markets,
covering 82% of U.S. homes.
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Stores and banks are
big local clients.
Left: commercial for
Wanamakers is shot
= on Philadelphia  street.
-'.",éfoi’ 9078
5 Below: Filming a Diy
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S8 Dock Savings Bank
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Then local got back on the track, showing more im-
provement than both spot and network in every month
of 1960. in nine months of 1967, and in all but one
month of last vear. Here are Business barometer’s com-
parative percentage changes for 1968 as against 1967:

Local Spot Network
January + 1.8 — 1.8 — 04
February +12.6 + 6.3 + 6.2
March +10.0 + 2.9 + 0.1
April +21.7 +13.7 + 0.5
May P +16.0 + 1.9
June +12.0 +18.1 + 3.9
July +23.1 +16.0 — 0.1
August +19.0 + 0.0 — 9.4
September +25.0 +20.7 + 23
October +37.9 +17.6 + 7.1

Over the past five vears. local sales volume has in-
creased a shade less than 45 per cent. going from $377.2
million in 1904 to an estimated $315 million last year.
En route. local hit $412 million in 1965. $H2 million
in 1966. and $166 million in 1967, Percentagewise, the
estimated gain in local revenues for 1968 is 17 per cent.

Although none of them are about to go into statistical
detail. the networks and the major groups generally
struck local gold last vear and agree that there’s plen-
tv. more where that came from.

ABC. CBS and NBC told TerevisioNn AGE that their
stations had just come off a fine local year. Local also hit
an all-time high in 1968 for the Group W stations, and
doubtless for numerous other groups. And without ex-
ception. those queried are expecting even bigger and
better local things from the current year.

Chief basis for the optimistic outlook is the retail
client sector (stores, that is). which rose an estimated
79 per cent last vear over 1967, compared to local's 17
per cent overall increase.  The indicator came up last
September. when for a random week in the 75 markets
monitored by Broadeast Advertisers Reports, department
stores dethroned automobile dealers as king of local tv
in terms of number of commercials.

Figures for that milestone week showed department
stores on top with 8,307 commercials, followed by auto
dealers with 7.635, furniture stores with 3,716, restau-
rants with L0353, and food stores with 3.772.

The above situation, however, is not necessarily mir-
rored by the 0&o’s of the networks and major groups,
taken as entities—doubtless due to the higher time costs
in the markets in which thev tend to be located. Still,
retail is responsible for most of the excitement among
local broadeasters of this ilk.

(Continued on page 82)




The suppliers
SYNDICATION:

Program distribution looks like it’s
headed for a prosperous year
though the outlook for features

is, temporarily at least, mixed

istributors of tv programs are expected to have
D another prosperous year in 1969, but the outlook
for features is not quite so bullish. This is the consensus
among leading executives of distribution firms in both
fields.

“I expect business to increase in svndication by about
10 to 15 per cent in 1969.” says the national sales
manager of one of the major distribution firms. This
would continue the trend of sales since 1964 when a
consistent rise began. According to authoritative esti-
mates, business in 1965 rose 3 per cent over 1961, and
the increase was between 10 and 15 per cent in 1966
and 1967. The year just completed was also a very good
one, with rises matching those of the two previous years.

The demand for movies has not been as strong over
the last several years. The price peak was reached back
in 1966. Since then, film distributors have been making
less favorable deals as the networks’ purchases have filled
out inventory and the number of reruns has increased.

The network market for features today is sloppv, and
i's not likely to get better soon,” declares Manny Gerard
of Roth, Gerard & Co.. a stock market research firm
which specializes in entertainment securities. He noles,
“The station market for features js also rather weak and
is expected to continue that way in the coming vear.

Gerard’s analysis is supported by Bob Newgard, vice
president for world syndication sales at Paramount Tv.
“Features are soft now. and it will take some time be-
fore demand improves,” he predicts.

The current state of the market for features by no
means indicates a long-term softness. Distributors point
out feature distribution is a volatile business with ups
and downs in prices being the usual state of affairs. Wil
features having long been a staple of station pro-
gramming, there is nothing to indicate this hasic outlet
for such product will change in character.

What accounts for the expectation of good business
in program sales in 19692 Essentially the same group
of factors will continue to be operative: keen station
competition for audiences and program vehicles which
lend themselves to station and advertiser need.

The battle between affiliate and independent and be-
tween independent and unr challengers is obvious.
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Among features recently

“Bad Day at Black Rock”
(top right), “Of Human

released for sales to
stations are Warner
Bros.-Seven Arts’ “Days
of Wine and Roses”
(top left), “Spencer’s
Mountain” (middle

right) and MGM-TV’s

Bondage” (at right).



REVIEW &

FORECAST

Independent VilF outlets have been dipping int
shares of affiliates in key day parts including primetime.
UNF stations in such markets as San Francisco. Phila-
delphia, Cleveland and Boston are providing greate
rivalry for the VHFs.

UNIF stations in all these markets have sharply stepped
up their purchases of programming. One syndicator re-
ports that U’s in Philadelphia, Cleveland and Boston alone
are buving 30 per cent more product than three o four
vears ago. In the coming vear. the demand from these
stations is likely to continue to increase.

Moreover, afhliates have heen more prone to preempt
for local specials presented in primetime movie slots.
and have opened other time periods for sirips. As fea-
tures have been cut back in late afternoons, strips have
filled the gap. An illustration is the shift of The Mike
Douglas Show from an independent to WCBS-T\ New
York.

Whether strips will find more openings in the coming
vear depends on a number of factors—not the least of
which is their popularity. Syndicators are eyeing the
new business polential arising out of ABC-TV cutbacks.
The network is returning the 10:30-12 a.m. weekday strip.
and 10-10:30 p.m. Thursdav, which now opens the full
10-11 p.m. slot for local programming.

The more oplimistic among svndication executives also
believe more time on ABC-TV may be available next
season at night when Dick Cavett takes over in a thrice-
weekly talk show in primetime. Their hope is that some
aftiliates will refuse to clear one or more nights of the
show.

Other network developments will directly affect sales
prospects for local features in the coming year. There
is the question of whether all seven nights of network
features will continue, in light of some of the disap-
pointing ratings so far this season. Much also rests on
the competitive effect of three late-night talk-variety
shows with CBS-TV pitting Merv Grifhn against Johnny
Carson and Joey Bishop.

The CBS-TV program switch will remove a lot of
movie time from the market. So far, however, there
is no evidence that viewers are seeing fewer movies on
local stations.

For example, in the top 30 movie markets, where more
than half of all local movies are telecast, local feature
programming is up 12 per cent over 1967, according to
a study made by Warner Brothers-Seven Arts.

The same report showed that during a recent survey
week, October 5-11, 1968, there were 3,033 motion pic-

(Continued on page 87)
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The Suppliers

COMMERCIALS:

68 1cas good and 69 ill be great,
commercial producers sqy—
a return to animation and tighter

cost controls are predicted

Se\'eral important factors will be responsible for the
type of vear the commercials production industry
will have in 1909.

® Animation is on the increase. A little more sophisti-
cated and somewhat subtle, animation was the big trend
in 1968 and will continue strong in ’69.

® Live action commercials. especially video tape,
still showed consistent strength in 68, and new video
tape editing methods are reasons for an encouraging
vear in that area.

® Cost control will be a major factor in 1969. Procter
& Gamble is attempting to hold the line by instituting a
“cost plus” svstem of payment to commercials producers.

® Technical developments in the film and lape areas
will provide the industry with greater capabilities than
ever before.

The consensus among the commercials producers is
that 1969 is going to be a helluva vear. Typical of their
comments are these:

Jim Witte at Tele-Tape Productions Ine. sees '69
as “a healthy year.”

Sol Goodnoff, creative director of Sol Goodnoff Pro-
ductions. foresees the gamut of commercials production
increasing. “The commercials production industry will
definitely have a good vear. better than it has in three
or four years”

Jack Goldsmith. vice-president and director of special
projects at PGL Productions. sees 69 as “a very fine,
exciting vear.”

At Pelican Films, a leading animation house, president
Joe Dunford said. “We’re headed for the top.”

Sam Magdoff, president of Elektra Film Productions,
is “bullish” about the prospects for ’69.

Rose-Magwood Productions sales manager Kenneth
Drake said, “1968 has been an exceptionally good vyear
and T see no reason why ’69 should be any different.”

Bill Susman, executive vice president at MPO Video-
tronics, sees '69 as “the biggest year in our history.”

At Motion Associates, chairman of the board Paul
Minor looks forward to doubling his business this year.

Two factors stand out among those accounting for the

bullish outlook.

First is the return to animated commercials during the |
past year, which even many non-animators admit is @
growing trend. II }

Secondly, the majority of major producers report §
very strong fourth quarter and one is going into ’69 wifl
the biggest backlog of work he has ever had. |

Part of the reason for the return to animation, accor
ing to Joe Dunford, Pelican president, is that live actiofl|
commercials had begun to look repetitious. f
Animation was a strong factor a decade ago. Initiating
the move away from animation in the late 50s, maui
live action commercials began using animation techs
niques. last pace, timing, and adaptability, along with
the use of quick cuts, made the live action commercial
come alive. In addition, the enormous increase of anis

————

mation for programming made the public wearv of




simated spots. The animated commercial, which had
own popular in a short time, suddenly became un-
{teresting.

After about seven vears. the live action commercial
il become a drag. Looking for something new, creative
rectors turned again to animation.

Someone in late '67 or early *68 had the idea of using
sH-known artists to interpret the copy line in their own
ly'le, and come up with the key drawings from which
Afl artists would draw the commercials.

Among these commercials was the Alka-Seltzer “stom-
-h”" commercial.

Drawn by Bob Blechtman, this squiggly line drawing
Il now looked on by many as the classic which started
e trend.

During 1968 creative directors increasingly adopted
e concept that an animated commercial was not just a
wrtoon, but, in the words of Paul Kim of Paul Kim and
sw Gifford Productions. “a whole new way to create
tention.”

Sam Magdoff of Elektra Films sees the new animation
s a device which uses fantasy to reach a higher level of
slieveability.

In anv case, one creative director after another in 1968
arted to follow suit. Each began hiring well-known
ctists to design their commercials.

Bv the end of "68 artists such as Chuck Jackson, Tommy
nger, Bob Blechtman, Bob Jones and Walter King, many
f who are regular New Yorker contributors, all had done
ork in the animation field.

Bv no means was there anv stmnpe(le to use animation,

eft, above: Alka-Seltzer’s “stomach™ commercial is the
Vassic which helped bring back animation. Left: RCA’s new
bideo tape editor enables cuts to be previewed before they
Iivr(» made. Above: The Excedrin “silhouette” commercial was
]»n(' of the top festival winners of the year. It walked away
vith six first prizes. .

|
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as there was during the *50s. There were, however, sub-
stantial increases reported by several animators. In a
way, the producers of animated commercials are happy
about the gradual increase.

In the first place the public will not tire of animated
commercials if they are slowly infused onto the television
screen. In addition, Paul Kim feels that “there are many
things in animation we have yet to explore.” A slow and
gradual growth will allow these new techniques to develop
more fully.

Perhaps above all this is the fact that the new animation
is far removed from the “breakfast cereal” creations of
earlier days.

Today’s animated commercials are more sophisticated,
and more contemporary in look, line, and ideas.

“This infusion of fresh blood and the reviving of an
industry,” said Magdoff, “will make animation more and
more important. These cartoonists,” he continued, “give
animation a distinctly different look which makes it
sing out.”

How animation will develop in ’69 is anyone’s guess,
but Dunford sees it this way: “The trend toward using
animation will increase for another two or possibly
three years before it reaches its full share.”

Many animators express the optimistic hope that when
the trend does recede at that time. it will only sink
slightly. The final level animation will reach, they feel,
will be far above that severe slump which followed the
’50s.

There are several other factors which make the ani-
mated commercials more attractive to agencies and ad-
vertisers. Cost control is easiest in animation. In addi-
tion, animated commercials are often 25 per cent cheaper
to produce than live action commercials, according to
some film producers who do both types of work. Ani-
mated -commercials have the added henefit of lower
residual costs since there are no on-camera performers
to be paid.

If you had to put a title on the type of live action

commercials production done during 1968, you might
call it the “vear of experimentation.”

There was more work done by the young directors in
63 than ever before. As a result there was more of a
mixture of creative techniques than ever before.

These new directors, according to one commercials
producer, are more graphic and more art oriented. While
this didn’t necessarily result in better advertising, one
commercials producer felt that at least the commercials
were more stimulating.

Last year was one of great diversity in film production.
There was the continuation of many trends from 1967,

(Continued on page 86)
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I} you lived in San Francisco...

...you’d be sold on KRON-TV

|
NBC —Channel 4 —Represented by Peters, Griffin, Woodward
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M hail the half-hour comedy

Not so many moons ago, the proclamations from as-
srled oracles—including this one-—predicted that the
I'le situation comedy show, or any half-hour program
i television for that matter, was doomed. Between the
ftture movies and the 90-minute and 60-minute shows
icing more and wmore of primetime hours, and the
«vious importance and superior production values of
I1ger shows, the ilsy-bitsy half-hours would be squashed
{ death.

Sound thinking? You bet. And 100 per cent wrong.
According to the latest raling analyses, the leading
dtegory of primelime programming is that litile old
1>ribund half-hour situation comedy. And there are more
tows numerically in that category than in any other
tegory—which makes the phenomenon statistically
yen more difficult to figure, because with all those 21
sows of varying quality the average should be closer

the average of all nighttime shows, instead of about
Is per cent higher as is the case.

' Now anybody can be wrong in show business. Aboul

) per cenl is a pretty sensational batting average, no
jatter what they say. It’s the smart programmer who
loks at the facts and takes advantage of them. Let’s do
st that.

Monday nights, a powerhouse

Consistently strong in the top group of half-hour
ltuation comedies is that Monday night back-to-back
t>werhouse parlay of Here’s Lucy (seemingly inde-
‘ructible from the beginning of television in any format),
ayberry RFD) and Family Affair. This time period has
sistently produced winners.

Just 1o prove that new shows on different networks can
hake the winner’s circle, The Doris Day Show and Julia
‘ave also pulled up the half-hour show and appear to be
lerennials. Julia, in particular, deserves special notice
i being the first real champ to feature a black lead.

Wednesday night’s half-hours are headed by the ever
opular Beverly Iillhillies—a show that defies all critics
ind seems lo have no ending—with The Good Guys and
reen Acres somewhat less successfully bracketing it.
| On Thursdays, even ABC with all of its problems rides
{igh when Bewitched comes on, with The Flying Nun and
hat Girl somewhat less successful. NBC throws thal
lever-say-die favorite, Dragnet, in between hour shows
ind it holds its own nicely. On Fridays, Gomer Pyle-
'/SMC demonstrates that it’s possible for an isolated half-
our comedy to hold up and highlight an entire evening
n lelevision.

Saturday finds a whole flock of them flying high. CBS
nanages to score heavily with old favorites back-to-back

My Three Sons, Hogan’s Heroes, and Petticoat Junc-
vion. Then NBC wedges in two new ones, Adam 12 and
he charming Ghost and Mrs. Muir, with old Get Smart
n between. All six of these do well.

On Sunday, few are alive who can remember when
‘Lassie started, and they may not live to see it end. De-
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spile stiffer competition, Gentle Ben goes on and on, and
even The Mothers-in-Law is dependable if something less
than super.

And so it goes. These are the facts. Most of the half-
hour shows do better than average even without strong
time periods, and often long after good judgment would
rule out on fatigue factors alone. Also recollect that 17
of the 21 shows listed above as successes are situalion
comedies. That is, 17 out of 21 in that category. A
truly phenomenal record in just about any league you
can name.

Despite this seemingly foolproof record, it is believed
by the producers of these shows that the situation comedy
pilot is the riskiest of all to make. More comedies are
turned down by the nervous nellies who buy programs
than any other type. Could it be they have no real
sense of humor? Does it not appear to the most casual
observer that some of these rejects might have been
long running hits if wiser buyers had given them a
chance?

The problem with trying to produce and sell a half-
hour situation comedy is that it takes an investment
of from $200,000 to $500,000. The network may supply
part of this, but somebody has to put up the rest as risk
capital.

The major film companies have been badly burned,
and some put out of business by this kind of investment.
They are, therefore, reluctant to try again, unless the
network guarantees to pick up the cost of development
or the greater part of it. Networks are now realizing
that this kind of show may be the backbone of their

*

‘Julia®—one of this season’s half-hour hits.

programming, as motion pictures get harder and harder
to get in a quality that assures good ratings. The chances
are brighler, then, for better deals to lure the production
companies into supplying quite a few more of the little
shows.

The costs, of course, have skyrocketed, and it will now
take about a two-year run for a new series to break even,
provided it’s successful and has adequate repeats and a
chance for foreign sales. The increasing values in tape
may be a partial answer.

But whatever the means and whatever the financial
problems, something must be worked out. The networks
have to program, and the half-hour situation comedy is
definitely in.—J. B.
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Film/Tape Report

PRODUCTION SERVICE

In a period when the trend seems
to be for advertising agencies to buy
outside services, a unique type of
service has appeared.

Adfilm Producers, Inc. which re-
cently opened its doors at 60 East
55th St., is a service company struc-
tured to function as a radio and tv
commercial “production department.”

Adfilm Producers was formed by
Matt Harlib, former vice president
and creative supervisor of tv pro-
duction at J. Walter Thompson. It
will provide whatever is required by
its agency clients . . . help in produc-
tion, music, bidding, casting, and
residual ralent payment.

“At a time when many agencies
are re-evaluating their tv commercial
production department costs,” said
Harlib, “my company can provide a
cost-saving service.”

Small agencies, which do not have
tv production departments, will be
able to take advantage of Adfilm by
using it whenever they get a client
that requires tv commercials.

Larger agencies can use Adfilm to
augment their stafls for rush jobs and
special projects that might upset
normal operations.

Adfilm Producers claims it can
also serve as a New York production
office for out of town advertising
agencies.

WINKY DINK RETURNS

The cartoon veteran of three sea-
sons in the early *50s, Winky Dink
1s returning to television, this time
as a syndicated feature.

The program which starred Jack
Barry during its 1953-56 run on CBS,
will retain its unique participation
element in which children applv a
tinted sheet of plastic to the face of
the screen. With washable non-toxic
crayons, they help the hero in his
adventures by drawing lines, figures
and color.

Standard Toycraft, Ine., which
manufactured the “Magic TV kits”
during the original program, is bring-
ing the program back. Ariel Produc-
tions is producing the five-minute
color programs which will be dis.
tributed by Standard Toverafts’
Screen Magic, Inc.

Initially, “Winkv” will be cut into
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existing children’s programs on the
six Triangle stations, and in New
York, Los Angeles, and Cleveland. In
one market the five daily episodes
are being put together to form a half-
hour Saturday show.

In each market during the three
month trial, the station holds ex-
clusive sales rights to the Magic TV
kit. The kit will be available through
the station only. When the program
eventually goes into full svndication,
the product will be available in retail
stores.

The first 65 episodes, already in the
can, are marked by a complete ab-
sence of violence.

BREWER'S AWARD

When the nation’s beer manufac-
turers got together at the Brewers
Association of America convention
in Fort Lauderdale they awarded the
Erie Brewing Company the nation’s
top award for tv beer advertising.

The winning commercials were part
of an advertising campaign which re-
sulted in a dramatic sales increase in
every market served by Erie Brew-
ing. The company also reported that
sales were also up over the national
average.

Shooting an award winner.

The company sells Koehler beer in
Pennsylvania, New York and Ohio.

The winning commercials were a
series of humorous spots based on
historical truth. Jackson Koehler, who
founded the brewery, relurns in spirit
to keep the familv in line. When
greal nephew Willie suggests speed-
ing up the brewing process to meet
the growing demand for the beer, the
spirit of Uncle Jackson displays its
outrage by upsetting furniture and
commilling general mayhem.

The “Uncle Jackson’s watching
theme threads throughout the series

Lando, Inc. of Pittshurgh, is th
agency. The commercials were pro
duced by Colodzin Productions.

ANNIVERSARY GAME

Production begins January 13 on
a new ltelevision game show 1o be
produced and telecast by the five ABC
owned ltelevision stations. The pro-
gram will also go into svndication
through ABC Films, Inc.

Anniversary Game will be hosted
by Al Hamel and will be shot as a
davtime strip with a nighttime ver-
sion going before the cameras Janu-
ary 27.

The game features three married
couples who compete in stunts and
in ability to foretell their spouses’
answers to questions posed by the

host. Trips and prizes will be awarded |

to the winners.

On the ABC-owned stations the
program will run in a late morning
time period. The evening version will
be seen Saturday nights.

The program will be produced by
Circle Seven Productions, headed by
Philip Mayer, vice president in charge
of program services for the ABC
stations. The program will be video
taped at K¢o-Tv San Francisco.

BABY POWER

H. J. Heinz Co.’s dominance “in
country after country where more
mothers feed their babies Heinz than
any other baby food” is stressed in
new six-language commercials cre-
ated by Grey Advertising, which took
nothing less than the United Nation’s
help to produce.

The spots stress the universality of
motherhood by showing scenes from
France, Germany. Ghana, Spain,
Japan and the United States with a
score of the lullaby “Frere Jacques’
sung in the appropriate languages.

During the recording sessions, the
U.N. missions from Japan and Ghana
came to the rescue of the recordine
artist who speaks seven languages.
The vocalist ran iuto trouble with the
Japanese and Ghanian translations.
and the T.N. missions were consulted.
They determined the corvect transla-
lions.

The multi-image audio production
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Below-the-line production from
Reeves Video: it’s the way to
shoot the best pictures yvou ever
had in vour show.
Below-the-line from Reeves
isn’t new. Our credits include
shooting for such pros as Com-
pass, Wolper, Yorkshire, Singer,
Banner, Jaflfee, TNT, and such

important shows as Hallmark Hall
of Fame, Kraft Music Hall, Ice
Capades of 1969, Singer Presents
Hawaii Ho.

Our people know their jobs,
completelv. Thev’'re professionals
right down to their fingertips.

Our equipment is uniquely de-
signed to let us tailor it for the

REEVES

N

A DIVISION OF REEVES BROADCASTING CORPORATION

job at hand. You don’t pay for
idle gear to sit around unused.

Our post-production backup is
without peer. It lets vou walk out
with a show ready to air.

The Reeves below-the-line ca-
pability is some package. You
might call it a below-the-line
broadside.

304 EAST 44TH STREET, NEW YORK, N.Y. 10017. (212) OR 9-3550 TWX 710-581-4388




technique superimposes the lullaby
sung in one of the six languages over
the preceding language. Briefly dur-
ing each transition, the two pictures
and sound appear together in a cross

fade.

EAST MEETS WEST

Sandler/Shinsha, a joint Ameri-
can-Japanese production company,
has been formed in Tokyo.

Equal partners in the firm are
Sandler Films, a Hollywood based
commercial and corporate film com-
pany, and Tohokushinsha. a major
Japanese conglomerate company. The
two  companies have previously
worked together on the production of
several commercials for Japanese tv
without a formal production company
being established.

GOING THING

A vocal group, The Going Thing,
which was put together by J. Walter
Thompson agency for the Ford ac-
count, has been signed to a recording
contract.

Composer Jim Webl, seeing the
group in Ford commercials, entered

into negoltiations to sign the singers
for his Canopy Productions, releasing
through Dunhill Records, and dis-
tributed by ABC Records.

The Going Thing will continue to
be featured in Ford commercials and
will begin recording immediately.

THE DOTTED LINE

Metromedia Producers Corp. re-
ports sales of Truth or Consequences
in an additional five markets bringing
the total for the half hour strip pro-
gram to 104, WATU Augusta, Kzaz
Tucson, Kmst  Monterey, wsn-Tv
Nashville, and Ks00-Tv Sioux Falis.

The one-hour James Brown Special,
Man to Man produced by Metrome-
dia is now sold in 41 cities. New to
the roster are Kzaz Tucson, WDEF-TV
Chattanooga, Koat-tv Albuquerque,
WBRZ Baton Rouge. wknF Cleveland,
WATU  Augusla, WLWT Cincinnati,
WREX-TV Rocklord, wwmrv Madison,
cKLwW Detroit, wiAs-Tv Louisville,
and wvue New Orleans.

The Donald O’Connor Show is now
in 33 markets with the addition of
WATU Augusta, Krho Phoenix, and
wrvo Rockford.

Sales for My Favorite Martian

}

We make life a little easier.

]I

The most reliable post-production services in North America.,
Offices in: New York, 630 Ninth Avenue, N.Y, 10036/ Chicago, 18 East Ene St,, linois 60611
Los Angeles, 6043 Hollywood Blvd,, Calif. 90028
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were chalked up by MPC in kvvv-1y
Houston, KoA-tv Denver, and Koige
TV Colorado Springs.

Playboy After Dark, the new hou
long variety-interview series hoste
by Playboy Magazine’s editor an
publisher Hugh Hefner, has alread
been sold in 14 markets.

The roundup of stations includ
KTLA Los Angeles, wrvo Rockford
WSBK-TV Boston, wyTv Youngstown
wnng-tv W, Hartford, wor-Tv Ne
York, wenL-tv Philadelphia, wxn
Cincinnati, wren Pittsburgh, kew
San  Francisco, wTAF-Tv  Marion
KRLD-TV Dallas. weN-Tv Chicago, an
KaTc Lafayette.

The Trans-Lux Corp. reports tha
the Joan Rivers tv series, That Show,
has been sold in three major markets,
The program will now be seen in
seven of the top ten markets. Added
to the list are: woeN-Tv Chicago,
wrnL-tv Philadelphia. and wirc-ty
Pittsburgh.

:—-:v‘:m—q'@:ﬂ

Official Films reported sales of
Your Daily Horoscope to waro-ty
Rhinelander, KkrLo Sioux Falls,
WDFM-TV  Beaumont, wBrz Baton
Rouge, WREX-Tv Rockford, wpay-Tv
Fargo, wrLcy-Tv Tampa, and wBLG
Lexington.

Twenty-eight new sales of Warneri
Bros.-Seven Arts’ tv specials and
cartoons including T'he Time of Their
Lives, The Six Day War, Dylan
T'homas, Marine Boy, Johnny Cypher,
Out of the Inkwell, and Warner Bros.
cartoons have been announced.

The roundup of station sales in-
cludes wjz-rv Baltimore, WAFE-TvV
Baton Rouge, Krac-tv Beaumont.
wcro-tv Cincinnati, WFIE-TV Evans-
ville, wsums-rv Ft. Lauderdale /Miami,
K3iDp-tv Midland, Tex., kKuep Salt
Lake City, KroN-Tv San Francisco,
KMTC Springfield, Mo., and wrvr
Tampa.

Also weyp-tv Bristol Tenn.. weR-
v Buffalo, wrcv Chattanooga, KTRK-
Tv Ilouston, wrca-Tv Jacksonville,
WKY-Tv  Oklahoma City, koor-tv/
KoLp-Tv  Phoenix/Tucson, WREX-TV
Rockford, wNEM-Tv Saginaw/Bay
City, Ksp-rv St. Louis, WNEP-TV
Scranton,'Wilkes-Barre, wpiio-tv To-
ledo, KwTX-Tv Waco Tex., and KARD-
TV Wichita.

Warner Bros.-Seven Arts reports
23 new foreign sales of feature films
and 84 sales of tv series and cartoons
including No Time For Sergeants,
Cheyenne, Room for One More, The
FBI, Maverick, and 77 Sunset Strip.
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\cquiring the feature films were,
Nckay Tv Litd, MVQ, Australia;
HV, Melbourne Australia; ATN,
Slney Australia; Victoria Tv Ltd,,
V:toria Australia; Caribbean Broad-
gting  Corp., Barbados; RTB,
Bgium, Bermuda Radio Tv Co. L.td.;
N.C Cinematographics, Czechoslo-
v:ia; Rediffusion Ltd., Hong Kong;
N.C Cinematographia, Hungary:
1 efis Eireann. Ireland; KBC, Fuku-
01, Japan; and Nippon Educational
Tevision, Japan.

Also Panamerican Tv. S.A., Lima.
fru; Granada Tv Ltd., London;
llevisora Independiente de Mexico,
“\.. Ch. 8: Corporacion Panamena
d Radiodifusion S.A.. DPanama;
ilevisora Nacional, S.A. Panama;
CTF, Paris; Republic Broadcasting
ielvm, Philippines; Tele San Juan.

erto Rico; Tv Fspanola, Spain and
Engkok Broadeasiing and Television
C. Lid, Thailand.

}Sall('s of foreign television series
vre  concluded  with  Caribbean
Loadeasting Corp., Barbados: DBris-
kne T'v Lid.. Brisbane Australia;
Joduceiones  Technicas, S.A. Co-
Inbia: Primera Television Feua-
tiana. Ecuador; Ov Mainos, IFin-
hd: Degato Film GMBH, German:

bd Rediffusion Lid., Mong Kong.

WERYWHERE BUT

i\Vnrl(]wi(]e svadication  rights to
te recent Ann-Margret CBS variety
ecial has gone to Sinatra Enter-
sises. The company will syndicate
¢ program evervwhere but in the
nited States.

The Sinatra syndication unit is
spping up ils aclivities  for the
Inil('(l acquisition of other specials.

currently has three shows in re-
ase: Frank Sinatra . .. .1 Man and
is Music, Nancy Sinatra’s Movin’

‘ith Nancy, and  Franecis  Albert
‘natra Does His Thing.

' Worldwide television vights 1o The

‘orld We Live In. a new series of
12 half-hour television films, has been
anted 1o Warner  Bros.-Seven
rts by Time-Life Broadecast.  The
sreement covers all sections of the
torld which have not previously con-
acted for the series,

Programs in the series were pro-
uced by Time-Life Broadcast of
few York, with Windrose-DuMont-
lime in Germany and National Edu-
htional Television.
| The programs, which were filmed
I America, Kurope, Africa, Asia and

’elevision Age, January 13, 1969
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SELLING COMMERCIALS

Arby’s Roast Beef - Meek & Thomas

FRED A. NILES-Chicago, Hollywood, N.Y.

Black & Decker - Van Sant, Dugdale

v

4

h T

!
PAUL KIM & LEW GIFFORD, New York

Armour Meats - Needham, Harper & Steers

PANTOMIME PICTURES, Hollywood

Brown Shoe Co. « Leo Burnett Co.

FILMFAIR, HOLLYWOOD

Armstrong Cork COmpany - BBDO

et

N &
¥
N

GERALD SCHNITZER PRODS., Hollywood

Associates Investment Co. o Campbell Mithun

SARRA, INC.

Cheetos  Young & Ruhicam

Cheelos
_‘ l/f\"((fé’

. e; r‘“’l

PELICAN PRODUCTIONS, INC., New York

Copperfone - Lake Spiro Shurman

JEFFERSON PRODUCTIONS, Charlotte
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me CAMERA MART i

1845 BROADWAY (60th ST.) NEW YORK, N.Y. 10023 © 212-757-6877
SALES 0 SERVICE O RENTALS

ColorTran Lighting Equipment & Accessories

COLORTRAN
QUARTZ KING LIGHTS
500, 650 and 1000 watt Dual quartz lights
or 650 and 1000 watt focusing quartz light
from spot to flood with fingertip control.
Lightweight, compact. Wide range of ap-
plications. Smooth even lighting, no hot

spots. fr. $33.90

\ — 7
I’ _“‘
i o i
y [
4 .

COLORTRAN
15” AND 18” SCOOPS

Tungsten-Halogen "'1000” and “2000" scoops
for television and motion picture studios.
Available in 1000 and 2000 watt fixed and
variable focus models. Provides high-inten-
sity, soft illumination with high efficiency.
Ideal for use as “base” or “fill" light,
Specially designed diffusion lens provides
smoother, softer and more even pattern
without use of frosted lamp. Smooth, easy
and accurate full-focusing control. fr.$75.00

COLORTRAN “6” AND “10”
4.LEAF BARNDOOR MINI-LITE

A high-intensity, continuous duty motion
picture and television "Quartz” Light. New,
well-ventilated housing design. One piece
reflector design increases light output by
more than 30%. Provides a smooth and
broad light pattern. Rugged lightweight,
portable. fr. $38.75.

[

COLORTRAN
SUPER-BEAM “1000'
A 1K lensless ““Quartz” light that approaches
the performance of a 2k fresnel-type unit.
Uses a single-ended, 1000 watt (3200° K)
Tungsten-Halogen “‘Quartz” frosted lamp,
120V, AC/DC. Beam is well-defined with mi-
nimum “spill.” Variable full focusing con-
trol-spot to flood. $125.00

LQBM — 20
Double Broad

LQBM — 1000-W
Single Broad
with Four Way
Barndoors

ot
COLORTRAN BROADS

Singles. Doubles. Variable Focus.

Fixed
Focus. High performance Tungsten-Halogen
Quartz lights for TV and motion picture
studio use. Designed for very wide powerful

fill light. fr. $60.00

COLORTRAN
MULTI-BEAM “30”
A 30-Volt battery-oper-
ated Tungsten-Halogen
“Quartz’’ light, ex-
tremely powerful,
lightweight and porta-
ble with fingertip full-
focusing control from spot to
flood. Focusing knob and on-off

switch on handle. $79.00
Colortran 30-Volt Battery
Pack (Portable) available \
for use with Multi-Beam
“30” $460.00

Complete line of Tungsten-Halogen Lamps in stock from 500 watt-1000 watt.
QE'NEW SHOWROOM DEMONSTRATORS AVAILABLE Write for descriptive lileralurej

LOOK TO CAMERA MART FOR EVERYTHING

YOU NEED FOR MOTION
42

PICTURE PRODUCTION

Antarctica, include titles such
“Animal War, Animal Peace,” A
arctica—>Because It's There,” “Ridy
of Heredity,” and others.

ON THE WAY

CBS has contracted Univers
Studios to produce a minimum
three motion pictures, each a
serving as the basis for a projec
new series,

Properties to fill the order are cuf§
tently being selected. Two previouslli
ordered projects are currently undg
the lights.

Production is also underway ¢
a similar project for ABC whidll
stars Anne Baxter and Robert Young

Indian America, an examination g
the murder of one-million people, wi
be produced by Triangle Station
for distribution this Winter. Heng
Fonda will narrate the
color film,

90-minut

The study of the first America
and a 35,000-vear-old culture no
almost destroyed, is being shot i
New Mexico, South Dakota, Arizong
Florida, New York and Colorado.

Love—American Style, a comed)
adventure, is being produced b .
Paramount Television as an AB(
Hovie of the Week and will serve g
the pilot for an hour long series fo
the network’s 1969.70 season.

TAPE/16 FORMED

Teletronics International, after onl
three months of operation, has ar
nounced its first expansion with thé
formation of TAPE/16. The compan
is a wholly owned subsidiary specia
izing in the production of 16mm filng
and video tape tv commercials, pro
arams, industrials and educationa
material,

TAPE/16 will bhe headed up b
‘Ted Okon who has had considerable
experience in the area of economy in
film production.

The company was formed to sup
phy a quality service in which highly
professional but less than extrema
production values can do the required

job.

STAR STUMPING RETURNS
Official Films and Mike Stokey

have just signed an agreement fo
Stokey to produce and host a newl
version of Stump The Stars. The pro-
gram which during its 18-year history
has appeared on all three networks,
will be done for the first time in color.
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| Ad biz is show biz,
| and film 1s

| where the show biz |
whizzesi1s. !

Let’s face it, all of you out it Advertising-
land—you’re in show business. Whether it’s
headache drama, air-flight romance, soft-
drink comedy, detergent musicals, of any-
thing else, you're trying to get the attention
of an audience and get your message across.
That’s why so many commercials are shot
on film. -

Film is synonymous with show business.
; Film hasthe people with the talent, the crea-
P - tivity, and the experience. Film is flexible.

Film goes anywhere, shows anywhere. In

fact, when it comes to expertise in show
business, film is the whole bag.

So if you’re going to pay show business
prices, you ought to get show business value.

Next time, every time, make the big time
with film— Eastman Film.

EASTMAN KODAK COMPANY

2T Atlanta: 404/GL 7-5211 Chicago: 312/654-0200
Dallas: 214/ FL 1-3221 Hollywood: 213/464 -6131

Bl Vasll ' Wme A f 081 1R AR TnaE o T e . o




Why Should Anyone Shoot At Cascade?

Here Are 12 Good Reasons:

SON, HAL MASON, DON PETERMAN, DAVID ALLEN, JACK YOPP. .. AND SIGBERT REINH

cascabe

VE BERMAN, BOB CARLSON, LARRY DE SOTO. TOM DUNPHY, NIKI HALL, JIM JORDAN, PHIL KELL|

CALIFORNIA

ANGELES 6601 ROMAINE STREET 900 TEL: (213)463-2121 - NEW YORK 249 EAST 49TH STREET 10022, TEL (212) 265-4217 - CHILAGO 8 SO. MICHIGAN AVENUE 60603, TEL (312) 6l
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A(GNCY MEN

OWARD EATON, JR. has joined
vy & Mather Inc. as vice presi-
and director of broadcasting.
n will be in charee of developing
Isision programs and coordinaling
[iZxt activities in nelwork tv.
aton was previously vice presi-
¢ for tv programs at Grey Ad-
isine. Before that he was media
iictor of Lever Brothers Co.
\WRENCE S. PARKER and RONALD
sLLca have been elected board
wbers of Kenvon & Eckhardi Ad
isine Inc. Both men are vice
| idents and associate creative di-
#0rS.

|

PARKER

DELUCA

Parker joined KAL 13 vears ago

a television art director. In 1901
li became tv department head and
ler associale creative director.

De Luca has been at K&E for 12
turs. He started as a print art di-
i tor, and has been associate crea-

e director for the past two years.
{At BBDO. EL! ROSENTHAL, execu-
e art director, has been elected a

e president.

Rosenthal has been with the agency
sice 1957, when he joined as an as-
¢lant art direclor.

N. W. Ayer has elected vice presi-
tnts in New York and Philadelphia.

BERT D. DUNNING and HOWARD C.

\NT, both creative directors, were
ven the appointments.

Dunning joined Aver in 1953 as a
signer. Grant moved over in 1960
om Campbell-Ewald.

HARRY B. STODDART has joined
iimpbell-Ewald as vice president and
joup creative director. le joins the
sency from Black, Stoddart Aflili-
es, Inc. a New York marketine con-
Itating firm.

BERTELLE SELIC has been made 1
il radio production supervisor at
elehanty. Kurnit & Geller. Miss

clevision Age, lanuary 13, 1969

Advertising Directory of

SELLING COMMERCIALS

Esso imperial Oil « Cockfield, Brown Ltd.

o O

MOVIERECORD, INC./ESTUDIOS MORO

Kraft Foods Company » J. Walter Thompson

ROSE MAGWOOD PRODUCTIONS OF CALIF.

McC-E

1st "Iatlonal Bank of Atlanta -

JAMIESON FILM COMPANY, Dallas

Laura Scudder « Doyle Dane Bernbach

4

CASCADE PICTURES OF CALIFORNIA

General Tire & Rubber Co. D Arcy Adv.

TOTEM PRODUCTIONS INC., New York

Peter Pan Peanut Butter « McC-E

SANDLER FILMS, INC., Hollywood

Hush Puppies + MacManus, John & Adams

3
I

CASCADE PICTURES OF CALIFORNIA

Salem Cigarettes « Wm. Esty Co.

SOL GOODNOFF PRODUCTIONS INC N.Y.

45
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Why Should Anyone Shoot At Cascade?

Here Are 12 Good Reasons:

STEVE BERMAN, BOB CARLSON, LARRY DE SOTO, TOM DUNPHY, NIKI HALL, JIM JORDAN PHIL KELLISON, HAL MASON, DON PETERMAN, DAVID ALLEN. JACK YOPP. .. AND SIGBERT REI

cascabe
CALIFORNIA

LOS ANGELES 6601 ROMAINE STREET 90038 TEL: (213) 463-2121 - NEW YORK 249 EAST 49TH STREET 10022, TEL: (212) 265.4217 - CHILAGO 8 SO. MICHIGAN AVENUE 60603, TEL (312)6
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SENCY MEN | Advertising Directory of

HOWARD FATON. JR. has joined

silvv & Mather Inc. as vice presi-

nt and director of broadcasting. SELL'NG COMMERCIALS
iton will be in charge of developing
levision programs and coordinating
ent aclivities in network tv.
Eaton was previously vice presi-
nt for tv programs at Grev Ad-
rtisine. Before that he was media

wrector of Lever Brothers Co.

LAWRENCE S. PARKER and RONALD  Esso Imperial Oil + Cockfield, Brown Ltd. Kraft Foods Com
I Lucy have been elected board N
>mbers of Kenvon & Eckhardi Ad-
rtisine Inc. Both men are vice
jesidents and associate creative di-

pany - ). Walter Thompson
——

1 ¢clors. gq."“"'
& —
MOVIERECORD, INC./ESTUDIOS MORO ROSE-MAGWOOD PRODUCTIONS OF CALIF.
1st Nationa! Bank of Atlanta « McC-E Laura Scudder + Doyle Dane Bernbach
SA
q-"l.. ‘:
PARKER DELUCA
Parker joined K&E 13 vears ago :
s a television art dirvector. In 1961 JAMIESON FILM COMPANY, Dallas CASCADE PICTURES OF CALIFORNIA
became tv department head and
iler associate creative director.
De Luca has bheen at K&E for 12
ears. He started as a print art di- General Tire & Rubber Co. - D'Arcy Adv. Peter Pan Peanut Butter - McC-E
‘2ctor, and has been associate crea- : % \ : | ‘# "‘
‘ve director for the past two years. : iy |
At BBDO, ELI ROSENTHAL, execu Y

) ve art divector, has been elected a
ice president.

Rosenthal has been with the agencv
ince 1957, when he joined as an as-
istant art director.

N. W. Ayer has elected vice presi- - o "
i ] : ANDLER FILMS, INC., Hollywood
lents in New York and Philadelphia. TOTEM PRODUCTIONS, INC., New York SAN y

OBERT D. DUNNING and 1owarp c.

RANT, both creative directors, were
iven the appointments.
Dunning joined Aver in 1953 as a

Hush Puppies + MacManus, John & Adams Salem Cigarettes = Wm. Esty Co.
lesigner. Grant moved over in 1960 r

rom Campbell-Ewald.

HARRY B. STODDART has joined
;ampbell-Ewald as vice president and
sroup creative director. fTe joins the
igency from Black, Stoddart Afhili-
tles, Inc. a New York marketing con l

ultating firm.
BERTELLE SELIG has been made Iv
ind radio production supervisor at

Delehanty, Kurnit & Geller. Miss |

CASCADE PICTURES OF CALIFORNIA SOL GOODNOFF PRODUCTIONS, INC., N.Y.
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elig joined the agency six months
ago as a tv producer.

At Dovle Dane  Bernbach Inc.
ROBERT LEVENSON has been appointed
copy chief and senior vice president,
WILLLA TausiN, who is head art dj-
rector. and HELMUT KRoONE, director
of special projects. have also heen
named senior vice presidents.

Wvse Advertising has added two
men to its stafl. RICHARD FERRANTE
will become art director and BARRY
KAPLAN a copvwriter.

MIKE SLOSBERG, creative supervisor
at Young & Rubican, Inc. has been
appointed a vice president, Slosberg
joined the agency in 1960 in the San

SLOSBERC

Francisco office, He was transferred
to New York in 1962, but returned
to San Francisco a vear later as a
copy supervisor. In 1965 he returned
to New York. and was named creative
supervisor in 1967,

ROBERT 0. WiLBoR has joined War-

wick & Legler Inc. as a radio/tv pro-
ducer. He had previously held a
similar position at N, W, Aver. and
before that was

NBC.

a tv o divector with

NEW TAPE HOUSE

Another  video tape house has
opened in New York. Logos
productions Ine. has sel
20 East Joth Sp.

The company will offer a wide
range of creative and production
video tape services o advertising
agencies and independent film pro-
duction houses: including the hiring
of directors and performers: props
and all studio or location shooting
equipment,

The company’s principals include
Ed Griswold as president and Glenn
Botkin and  Phil Mekneny as vice
presidents. In addition Frank Heffer-
en. former stafl producer at Videotape
Center, Anthea Masterson and Susan
Litman have joined the firm.

Logos. while independent. is aflili-
ated with Software Systems. a com-
puter service company hased in Wasl-
ington, D.C.

Tele-
up shop at

WHO'S LEFT?

Reeves Video division of Reeves
Broadcasting Corp. has published o
one-yvear survey of television stations,
It lists all stations and their capability
to broadcast tape and film
and b&w.

The report indicates that onl

in color

one

25 WEST 45 ST.NY
(212)757:7840

DICK SWANEK
WILLY TOMAS
SANDY DUKE
IRWIN SCHMEIZER
DICK RAUH

BILL ROWOHLT

e L L N
25 WEST 45 STREET. NEW YORK, N.Y. 10036 5822320

HOLLVININY -1H

582-2320

ED FRIEDMAN
DAVID BREEN

EDITORIAL SERVICE « PRINT DISTRIBUTION

VIF station in the top 50 marks
cannot play color., Only two v
stations in the top 250 markets ¢
not broadeast color,

A compilation of 392 (uestic
naires, and personal visits, the supm
1= basicallv intended for those w
need to know what stations have col
playback facilities for the distributi
ol spolt commercials oy syndicat
programming.

ZOOMING IN ON PEOPLE

TED - SWIFT  has  rejoined  Ind
pendent Television Corp. as caster
division manager. In 1903 Swify ha
been an account executive in th
eastern divizsion. Prior to that he wa
with. Walter Schwinmmer., where h
had been eastern division sales d]
rector. He has also Yeen associatdy)
with Screen Gems and 1 nited Artist
Television.

KEVIN OstLLivaN  has Deen al
pointed vice president and senerd
manager of ABC Filis. Ine. He had

O’SULLIVAN

previously been general sales Imanager
of the domestic division. and befored
that. director of program services fnrl
Harrington. Righter & Parsons. |;

OTIS L. sMITH has heen named vice
president and national sales manager
for ABC Films. Smith will be re-
sponsible for all domestic activity,

TOM JotnsoN has heen appointed
art director of Project 7. A member
of the father-son team that w rites and
draws the Moon Mullins comie strip,
Johnson will supervise all art direc-
tion on entertainment
specials,

CHARLES A, PRATT has heen named
to the board of directors of Bing
(:rusl)_\' Productions. {ne. |

———

|)l‘nj(‘('l s

Pratt joined the oreanization alter
. . N l
it was acquired by the Cox Broad-
casting Corp. in 1967, From 19063.
he was director of corporate develop-
ment for CBS.
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o Beeves Video, WILLIA R TIALE
.. been named manager of syndica-
1 Seryices,

wroup W Productions has named
FEPI AL DA assistant =y ndiea-
i manazer.

OYLE RANTEE has been promoted
ccount executive for WGN Con-
intal Produciions. He has been
g the company -inee 1905.

WNNING STREAK

iot all the victories of this college
fohall scason emerged from  the
Iila. oofs. and aughs of the play-
g1 field, Seveval broadeast stations
i used the syndicated Computer
Eothall Forecast were hoasting abowt
Hir winning averages,

ifteen markets subseribed o the
peram which was on an experi-
mital basis this vear. but which will
dinto full syodication next vear.,

he weekly feature matched com-
v logie azainst man’s knowledge
ainstinets in predicting scores. Pro-
Led by the Walter Schwimmer i
con of Bing Croshy Productions.
I computer had a season average
17 per cent acceuracy.,

JVORCE COURT

nswith

APACT

1arket
flr market

1 Joenix

JVORCE COURT

sent

mes up 22%
idits  up 59%
vinen up 70%

wehe program previously
n i time slot

nIHO-TV,
vaay through Friday,
134pm.

irce Court”
onstently delivers
nothomes,
"mWomen_ Chefchez

_ Les Femmes
I
(
30 Rockefeller Plaza

f.'.H! New York, N.Y, See page §7
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The final week of the season it
called correctiv 81 per cent of the
games:
among  program
bhookies alike.

which should arouse interest
managers  and

COMMERCIALS MAHKERS

Pelican Films, Ine. has added four
divectors to its staff.

MAX K AVEZ has divected commerceials
for Focus Presentations, Ine. and VP
Productions. Ine. He has also writien
industrial and feature films. Recently
he has shol commercials for Coca-
Cola. Shell Oil. Old Gold. Tide and
Westinghouse.

\LLAN  LIEBERMAN  specializes in
food and Tiquor and other products.
e has previously done work for
American Motors, and Coca-Cola.

GOSTA PEDERSON began his career
as a fashion illustrator. Morve recently
however. he has completed tv com-
mercials for Sears and Robert Hall,
and an eight-minute fashion film for
the 1908 Coty Awards.

AN WYNN handles all product cate-
gories, especially food. people and
autos. e has directed commercials
for Lincoln Continental. Prudential
Life losurance. and Starkist Tuna.

In Chicago. TEDD €. DETERMAN has
heen appointed ereative director of
IFred A. Niles Communication Cen-
ters, Toe. Determan has been a writer
with the Niles organization. working
out of the Chicago studio. Previonsly,
he was a television and legitinate
producer. a newspaper reporter. and
a public relations consultant.

ADRIAN AL RISO has signed an ex-
clusive contract with Tele-Tape P’ro-
ductions. ax film and video tape di-
rector for commercials. programs.
and  communicalions  presentations.,
Riso was formerlv with Videotape
Center.,

GOODBYE (P}

The Board of Directors of Income
Properties. Ine. will ask stoekholders
in March to approve a new name
and a change in capital structure.

The propesed name is National
Showmanship Services. Ine. which
the Board feels more accurately re-
flects 1's current business,

111 s active o the field of techni-
cal film completion =ervices and film
acquisition and distribution. Prior to
1967 the organization was chiefly in
the building  and  management  of
apartment  huildings in the greater
New York area.

Advertising Directory of

SELLING
COMMERCIALS

Schweppes + Ogilvy & Mather

ELEKTRA FILM PRODUCTIONS, INC., N. Y.

Schoenling Lager « The Don Kemper Co.

WGN CONTINENTAL PFiODUCTIONS, Chicago

Seaboard Finance Co. » FC&B

N. LEE LACY/ASSOCIATES, LTD., Hollywood

Whirlpool 24" Dpyle Dane Bernbach

!

WYLDE FILMS, INC., New York
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Selig joined the agency six
ago as a tv producer,

At Dovle: Dane Bernbach  Ine.
ROBERT LEVENsON has heen appointed
copy chief and senior vice president.
WILLIAM TAUBIN, who is head art dj-
rector, and neLUT KRONE, director
of special projects. have also been
named senior vice presidents,

Wyse Advertising has added 1wo
men to its stafl. RICHARD FERRANTE
will become art director and nakgy
KAPLAN a copywriter.

months

MIKE SLOSBERG, creative supervisor
at Young & Rubican, Inc. has been
appointed a vice president, Slosberg
joined the agency in 1960 in the San

SLOSBERG

Francisco oflice. He was transferred
to New York in 1962, but veturned
to San Francisco a year later as a
copy supervisor. In 1965 he returned
to New York. and was named creatjve
supervisor in 1967,

ROBERT 0. wiLBor has joined War-

wick & Legler Inc. as a radio/tv pro-
ducer. He had previously held a
similar position at N, W. Aver. and
before that was

NBC.

a tv director with

NEW TAPE HOUSE

Another video tape house has
opened in New Yaork, Logos Tele-
productions Ine,
20 East 16th S,

The company will offer o wide
range of creative and production
video tape services 1o advertising
agencies and independent film pro-
duction houses: including the hiring
of directors and performers: props
and all studio or location shooting
equipment.

The company’s principals include
Ed Griswold as president and Glenn
Botkin and Phil McEneny as vice
presidents. In addition Frank effer.
en, former stafl producer al Videotape
Center, Anthea Masterson and Susan
Litman have joined the firm.

Logos. while independent. is aflil;.
ated with Software Systems. a com-
puter service company based in Wasl,.
ington. 1.(.

has set up shop al

WHO'S LEFT?

Reeves Video division of Reeves
Broadcasting Corp. has published a
one-year survey of television statjons.
It ists all stations and their capability
to broadeast tape and film jn color
and b&w.

The report indicates tha only one

25 WEST45 ST NY
(212)757-7840

DICK SWANEK
WILLY TOMAS
SANDY DUKE
IRWIN SCHMEIZER
DICK RAUH

BILL ROWOHLT

EEEm EEEEEEm
25 WEST 45 STREET. NEW YORK. N.Y. 10036 582-2320

DLLVWINY - 1Y

ED FRIEDMAN
DAVID BREEN

—eee
EDITORIAL SERVICE « PRINT DISTRIBUTION

VIE station in the top 50 mark
cannot plav color., Only two
stations in the top 250 markets e
not broadeast color.

A compilation of 392 questi
naires, and personal visits. the sup
is basically intended for those wl
need to know what stations have col
playback facilities for the distributi
of spot commercials or
programming.

svadicale

ZOOMING IN ON PEOPLE

TED  sWirT  has  rejoined
pendent Television Corp. as easter
division manager. In 1963 Swift ha
been an account executive in th
eastern division. Prior to that he wa
with Walter Schwimmer., where |
had been eastern division sales di
rector. He has also heen associale
with Screen Gems and United Artishi!
Television,

KEVIN O'SULLIVAYN

Indi

has been  aps

pointed vice president and weneral

manager of ABC Films, Ince. He had

O’SULLIVAN

previously heen general sales managery
of the domestic division. and befores
that. director of program services for“‘

Harrington. Righter & Parsons.

OTIS L. sMITH has been named vice
president and national sales managery
for ABC Films. Smith will be re-‘
sponsible for all domestie activity.

TOM JoItnsoN has heen ap,minlu]t
art director of Project 7. A member
of the father-son team that writes and
draws the Moon Mullins comic strip,
Johnson will supervise all art direc-
tion on Project Ts enterfainment
specials,

CHARLES AL pPrATT has lb(‘(’ll llillll(‘(]
to the board of directors of Bing
Croshy Productions, Ine. .

Pratt joined the organization alter ]
it was acquired by the Cox Broad-
casting Corp. in 1967, From 1963,
he was director of corporate develop-
ment for CBS.
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REEVES EXPANDS

Reeves Broadcasting  Corp. and
Actron Corp. have agreed in principle
for the acquisition of Actron by
Reeves,

Actron’s capabilities in the non-
broadcast area parallel those offered
by Reeves Video division in the
broadcast area.

Actron operates production and
post-production services, and provides
systems design, sales, and installation
for industrial and educational ncn-
broadcast television users.

The company will operate as an
autonomous unit within the Reeves
Educational Services division.

TWO MORE OFFICES

Tele-Tape Productions, Inc., a film
and tape producer of commercials,
programs and closed circuit presen-
tations, is now operating sales offices
in Chicago and Detroit.

Thomas R. Smart heads up the
motor city office at 1030 Penobscot
Building; and Keith Gaylord can be
found at his Chicago desk at 135
South LaSalle St.

OVERSEAS ARRANGEMENT

Charles  Fuller Productions of
Tampa has recently completed ar-
rangements with London’s Studio G,
for the trans-Atlantic production of
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commercials, a spokesman reports

The association was arranged |
permit  “sub-major advertisers
film theiv commercials on locati
in either Florida or among scer
European locales.

World-wide filming of commercia
it is claimed, will now cost little mo
than domestic work.

JOINT VENTURE

What is billed as the largest joi
venture production deal in the histo
of television has been signed betwee
Public Arts, Inc. and Universal Cit
Studios. The pact replaces the currer
contract between the two companie/
which still had 18 months 1o run.

Under the new agreement, botl
companies will jointly produce motio)
pictures for first-time viewing on tele
vision as well as regular weekly series

SPACE PITCH

Starting in mid-January Eveready
batteries will begin an intensive ty
advertising campaign which will fea
ture the “Man on the Moon™ com:
mercial,

Shades of Flash Gordon! TFirst
Volkswagen ran their explorer com-|
mercial in which a sedan is used to
explore a new planet. Now Everea(lyi
follows close behind, |
|
LIGHT SHOW ||

Bardwell & MeAlister, Inc.. has
opened a new Hollvwood lighting
showroom at 6757 Santa Monica

Blvd. |

“Quotations From Charlie Chan”
is highlighted in a special book dis-
play in Fifth Avenue's Doubleday
stores. Authors Harvey Chertok and
Wartha Torge of Warner Bros.- Seven
Arts were invited by their publisher, 3
Golden Press. to take part in the
opening.

Television Age, January 13. 1969
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ow do vou go about increasing

r !B business for a hamburger chain

ithout turning it into a teenage
angout ?

The Roval Castle restaurant chain
iced this problem recently when the
cecutives realized they were doing a
reat breakfast business, but the rest
f the day was rather slow.

Royal Castle operates 180 fast-
od and  waitress-service units in
lorida. Louisiana and Georgia. Al-
wugh hamburgers and French fries
re their biggest selling items, they

d o have a complete and varied menu.

They were after all ages—the teen-

# lgze market just wasn’t big enough.
Llso, “Today’s teens are too fickle,”
i hid Peter Weinberg, account man-
| |ger for the chain at Warren, Muller,
b Dolobowsky, Inc., New York.
| | The solution to the problem seemed
| 1> be a heavy television advertising
| Jampaign, rather than the “top 40”
| ladio stations used by most hambur-
' ler chains.
. | The agency picked New Orleans
| Ind five cities in Florida for the
j (st commercials, starting  August
2 of last year. They bought 200-250
‘ating points a week, in early and
ate fringe time. according to Nat
bayster, WMD) media director.
. The commercials showed dozens of
aces biting into Royal Castle’s ham-
wurgers, along with the words, “The
Hamburger Place where people who

Welevision Age, January 13, 1969
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a review of
current activity
in national
spot tv

love to eat.” The faces
were of men, women and children.
emphasizing the fact that the restau-

“in”  with everyone who

love to eat

rants are “in
considers himself a swinger.

By the end of the first week, sales
had increased substantially at some
units, said agency president Doug
Warren.

On September 9. the tv spots and
some radio spots were used in a few
markets to announce a special offer
—free French fries to all customers
between 3 and 9 p.m. every day.

The special offer worked—Dbusiness
took a sharp upswing. But, more sig-
nificantly, when the offer was dis-
continued business kept rising. War-
ren altributes this to continuing tv
spots, and to clean restaurants and

Bonnie Sprecher buys for Standard
Brands at Ted Bates, New York.

REPORT

quality-controlled food.

Royal Castle isn’t stopping here.
They're expanding through a new
franchise system, and are planning to
expand their promotion and advertis-
ing too.

One of the big things planned is a
nickel hamburger. The idea came
from President-elect Nixon’s sugges-
tion that “what this country needs is
a good five-cent hamburger.” And
that is exactly what Royal Castle’s
customers will get on January 20, In-
auguration Day.

A new series of commercials being
made shows celebrities happily eat-
ting hamburgers among the crowd.
The stars won’t say anything but
easily identifiable people, such as
Joe Louis and Zsa Zsa Gabor, will
be used. And, the agency feels, it
eoes without saying that the viewers
will think, if it’s good enough for
7sa 7sa .

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

American Express Co.
(Ogilvy & Mather, Inc., New York)

A four-week flight breaks on issue
date in about 25 markets. Early
and late fringe 30s will be used
in an attempt to reach affluent
adult males. Al Offen and Mike
Newbrand did the buying.
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KMJ Iv Spot Billings Per Viewing Home
H As 1 3 aﬁ The data below are expenditure figures derived by dividing the average
’ number of homes in each market’s total survey area viewing per quar-
ter hour into spot expenditures in that market as athered by the FCC.
I} I} & 57
Viewing data is from ARB, covering March/November, 1967 and 1966.
Fﬂn FH[SN" Market 1967 1966 Market 1967 1966
Albany-Sch’tady-Tro $11.29 $39.15 Los Angeles, Cal. $79.71 $80.46
Albuquerque, N.M. 19.78 22.84 Louisville, Ky. 35.14 37.29
Amarillo, Tex. 18.15 20.68 Madison, \¥isc. 34.62 26.60
Atlanta, Ga. 50.85 53.46 Memphis, Tenn. 27.69 31.21
Ilidlx'ersﬁeld. Iv?al. 20.69 21.95 Miami, Fla 58.38 59.50
altimore, d. 52.90 50.60 Milwaukee, Wisc. 51.39 49.77
Bangor, Me. 1224 1441 Mim)eapOlis-St. Paul 4545 46.16
KIVIJ-TV presents the finest Beaumont- Mobile, Ala.-Pensacola,
Port  Arthur. Tex. 18.27 1832 [Fla. 20.24 24.32
motion pictures from its fabu- Binghamton, N.Y,. 23.51 25.25 Montgomery, Ala. 2490 28.43
. . Birmingham, Ala. 37.90 37.35 Nashville, Tenn. 2449 2588
lous library of 1,345 movies Boston, Mass. 6190 58.22 New (Y)rleans. La. 40.76 4073
. . . i Buffalo-Niagara Falls 3476 35.69 New York, N.Y. 56.15 54.37
from 28 film pdedgCS that Cedar Rapids. Norfolk-Portsmouth-
3 : Waterloo, la. 27.64 2821 Newport-News.
includes: Charleston-Oak  Hill. Hampton, Va. 2175 24.49
PARAMOUNT Huntington, W. Va. Odessa-Midland-
— \shland, Ky 17.29 2060 Monahans, Tex. 19.73 20.18
Portfolios I & II gharleston, S.C. 13.68 14.01 Oklahoma City 1
harlotte, N.¢ 4038 40.45 Enid. Okla. 49.97 5145
MGM4,5& 6 Chattanooga, Teun. 17.28 18.57 Omaha, Nebr. 33.14 3257
Chicago. 11 76.67 70.40 Orlando-Daytona Beach 28.03 27.01
MCA —UA —SCREEN GEMS Cincinnati, Ohio 39.3¢ 41.73 Paducah, Ky.-Cape
— and many others. Cleveland, Ohio 49.16 46.16  Girardeau, Mo,
Colorado Springs-Pueblo  23.43 23.08 Harrisburg, IlI. 19.84 19.04
. y Columbia, S.C. 35.36 35.68 Peoria, Ill. 24.57 23.08 _
Put Sl l_nessage wl)erc the Columbus, Ohio 47.80 48.23 Philadelphia, Penn. 51.58 50.01
Fresno. Movie audience is . . . at Corpus Christi. Tex. 17.44 1946 Phoenix-Mesa, Ariz. 46.16 41.99 ‘
these times: Pallas~Fon'l Worth, Tex. 5239 55.33 Pittshurgh, Pa. S 45.79 48.15 |
. Javenport, la. Rock Portland-Poland Spgs. Me. 2661 24.98
® 2:30 PM Nancy Allan’s Movie Island-Moline. 11, 23.15 24.97 Portland, Ore. 4562 4588
Matinee Dayton, Ohio 34.75 37.40 Providence, R.I.-New ‘
. Denver, Colo. 53.04 5043 Bedford, Mass. 44.03 45.00
® 7:00 PM Monday Night At The Des Moines-Ames, Towa 3491 36.19 Reno 1545 -
Movies “Detroit, Mich. 44.74 40.62 Richmeond-Petershurg, Va. 2457 26.34 l
) Duluth, Minn. 21.70 21.24 Rounoke-Lynchburg, Va. 1893 16.64
BIG DOUBLE FEATURES EI Paso, Tex. 19411 2112 Rochester, N.Y. 072 37129 i
. rie. Pa. 19.09 21.66 Rochester-Austin, Minn.-
® 4:30 PM Saturday Cinema E\'unsvi\lfle, lnd(.: 2244 2554 Mason City, lowa 16.31 18.56
. . : . argo Valley City, ND. 1856 2094 Rockford, 111. 19.41 19.89
® 5:30 PM Sunday Cinema glilll-S\;;gina\v-rliay City 36.12 3829 Sacramento-Stockton, Cal. 4524 4881
Plus NBC Monday Tuesday and ort Wayne, Tnd. 26.39 30.18 salt Lake-Ogden-Provo 3087 31.24
: 3 Fresno-Hanford-Visalia 3230 37.80 San Antonio. Tex. 32.13 33.08 |
Saturday nght Movies. grand ll(apills-l\'alumazoo 40.09 41.55 *San Diego 40.64 "
) sreen Bay, Wisc. 21.07 18.17 San Francisco-Oakland 89.18 86.13
SI?I(H'I advemsers know KM]J- Greenshoro-High Point- Seattle-Tacoma, Was). 51.28 51.55
TV ‘ocd : g <0 Winston-Salem, N.C. 26.38 27.81 Shreveport, La.-
produces sales results in Greenville-Washington. Texarkana, Tex. 2149 24.47
Ty . New Bern. N.C. 17.88 20.79 Sioux Cit 17.96
the 31.98 billion Fresno : H
Creenv:lle-Sparlanl)urg, South Bend-Elkhart, Ind. 21.27 20.66
Marker* S.C.-Asheville, N.C. 27.70  23.61 Spokane, Wash, 26.04  26.68
Harrishurg-Lancaster- Springfield-Decatur-
*SIs. Mgmt., '68 Copyrighted Survey (Effective York-Lebanon, Pa. 3885 37.78 Champaign Urbana-
Buying Income). . Hartford-New Haven-New Danville, 1. 3191 3259
Britain-Waterbury 64.38 66.60 St. Louis, Mo. 5285 54.44
McCLATCHY Hono]ulu(.; Iliawaii 2 33.19 32.33 ?‘) racuse, N.Y. 40.05 38.69
ouston-Galveston, Tex. 59.23 59.23 Tampa-St. Petershurg 37.45 38.67
BROADCASTING Huntsville, Decatur. Ala. 1751 19.95 Toledo 35.77
}n(lli\anapolllis-moominglon 47.46 4756 Tucson, Ariz. 23.00 24.35
acksonville 51.41 - Tulsa, Okla. 35.10 36.37
Johqstmyn-Alloona. Pa. 2193 23.81 Washington. D.C. 60.07 56.80
{gplm-Pl(t:tsbuR«,_rh 21.70 - Wichita Falls, Tex.
ansas City, Mo. 53.50 55.18 Lawton, Okla. 14.30 18.33
Knoxville. Tenn. 26.78 28.71 Wichita-Hutchinson,
v II:as \"eg}a{xs-HendeiEson 981 1477 Kans. 21.97 23.56
K 7 incoln-Hastings-Kearney ~ 24.99 95381 Wilkes-Barre-Seranton 21.51 23.02
O KMI TV \q) Li;t]el l(}ock, Arll]\-.s - 22.19 2041 Youngstown, Ohio 2024 22.34
* Includes non-U.S. audience
BASIC NBC AFFILIATE
REPRESENTED NATIONALLY BY
- KATZ TELEVISION
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One Seller’s Opinion . . .

IN THE COMPUTER’S EMBRACE

The continued existence of a healthy American economy is in danger.
Inflationary spirals may cease and depressed economic reactions could
affect daily life. Worldwide response to an American adjustment in the
price of gold will merely shadow the potentially catastrophic eflects in
Madison Avenue’s newest innovation—the computerized purchase of
spot television.

ARB and NSI are both initiating efforts to establish computerized
services by which agencies would transmit exacl requirements for a
spol television campaign. These services would have computers purchase
specific schedules related to agency demographics, ratings and cost-per-

| 1,000 requirements.

Exit the lowly media buyer—and the American economy crumbles.

If media buyers are no longer necessary, what of salesmen? Individual
stations will directly supply both ARB and NSI with all rate and avail-
ability information necessary for computer spot selection. Rep secre-
taries will seek positions with insurance companies, grudgingly surrend-
ering their two-hour lunches. Smaller-sized messenger services will close
operations as demand for availability delivery ceases. The entire tempo
of allied fields will slow markedly.

Airline revenues will sufler a severe drop, as the requirement for sta-
tion men visiting buyers will no longer be of value. Representatives
responsible for new station solicitation will be grounded. Airline travel
cards will be replaced by lottery tickets in the wallets of most sales
representatives,

Midtown restaurants will replace maitre d’s with waitresses, as lunch
hour business and menu prices fall off.

Media department receptionists will lose their glowing smiles, as
anxiety over future employment masks their outward look. The un-
paralleled enthusiasm of the advertising industrv will be shrouded in
doubt.

Attendance at sporting events, Broadway performances and Manhattan
night clubs will suffer severely. Taxi drivers will bemoan the loss of
many of their more frequent riders.

Shoe shine men will now apply just one coat of paste polish, as a
decrease in volume will dictate a negative economy of savings for the
few remaining customers.

l'he high volume of cash turnover. no longer present in Manhattan,

will have subsequent effects first on New York, then the country as a
whole.

Consumer demand for all products and services will drop. Advertising
budgets will be re-evaluated and sharply reduced. Advertising agency
income will move dangerously close to the subsistence level. All unneces-
sary services will be curtailed. The employment of ARB and NSI in-
formation will regrettably, but of financial necessity. be cancelled.

The research services, no longer receiving income from agencies, will
at first reduce and eventually discontinue computer operations. The place-
ment of spot advertising schedules will grind to a halt. Private label
brands will immediately gain a share of market points from national
brands. A continued downward spiraling of the American economy will
generate an unequaled depression and stock market collapse.

Unbelievable . . . sheer fantasy . . . delirium. Perhaps not.

As exciting and revolutionary as the newly proposed use of com-
puters may be, a closer and more detailed look at tangential effects must

be taken prior to any concerted advancement toward technological im-
provement.

KOUR-13

FABULOUS
EARLY EVENING
FALL LINEUP

4:30 Gilligan's Island

e 5:001 Love Lucy

KOVR EVENING NEWS

9:30-6:30

e 5:30 ABC News with
Frank Reynolds

e 6:00 KOVR Evening News

PERRY MASON

Television Age, January 13, 1969

e (:30 is when court con-
venes every week night with
the highly successtul Perry
Muason.

Get vour message on KOVR-
13, the station that is growing
in California’s 3rd TV Market*
—a $5.5 billion marker**,

*SRDS Nov. '€8 Areas of Dominant influence
**Sis. Mgmt., June, '68 Copyrighted Survey
(Effective Buying Income.)

McCLATCHY
BROADCASTING

BASIC ABC AFFILIATE
REPRESENTED NATIONALLY BY
KATZ TELEVISION
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John G. Conomikes has been named
Station manager at WTAE-TV Pius-
burgh. Conomikes joined the station
in 1959 as an account executive
and has been general sales manager
since 1966,

WGHE laind

American Home Products Corp.
(Cunninghamm & Walsh. Inc. New
York)

An 11 week buy for various American
Home Products broke Just before
issue date. Commercials will run

in 10 markets. Prime and early

and late fringe 30s and 60s will

be used to reach women. Larry
Goldberg did the buying.

American Home Products Corp.
(lohn F. Murray Advertising, New
York)

Commercials for various products will
be seen until the end of March. Early
and late fringe and prime 30s and 60s
will be used to reach adults in 65
markets. Barbara Aceti, Carol Posa
and Bruce Jordan worked on the buy.

American Home Products Corp.

(Spade & Archer, New York)
six week buy for DRISTAN

Sniffie & Fever Reliever broke
shortly before issue date.

Running in eight test markets
early and late fringe and prime 30s
are being used to reach young
mothers. Johanna Hough worked
on the huy.

Beechnut Inc.
(Young & Rubicam, Inc., New

York)

Buys have been made for BEECHNUT
GUM and CAREFREE GUM. Early and
late fringe and prime 30s and 60s

will run until March. Beechnut

will run in 25 markets, Carefree

in 12, Barry Summerfield worked

on the buys.

Best Foods, division of
Corn Produets Co.
(Foote, Cone & Belding, New York)

A buy for NUSOFT FABRIC SOFTENER

breaks January 19 in 48 markets.
(Continued on page 54)

LAND OF YEAR-ROUND
GOOD LIVING, GOOD BUSIVESS

WELCOME PUBLIX SUPER MARKET
TO WCTV-LAND!

Publix Super Market brings a new concept in food
merchandising to Tallahassee, Now, all on one premises
— every one of the big conventional departments plus
complete bakery, delicatessen, and ice cream manu-
facturing plant! And of course, new income and new

jobs for WCTV-land. Welcomel

George W. Jenkins of Publix Super Market

who is anticipating their grand opening in

the
Mal

soon-to-be-completed

beautiful Leon

WGI-E

TALLAHASSEE THOMASVILLE

BLAIR TELEVISION

ACBS AFFILIATE

Television Age, January 13, 1969




rofile . . . . . .

ven before Julie Nixon made it
| mmhit the national Susan
oung was trying her hand at crewel

s ork. She sayvs. though, that “most
f it looks pretty bad.”

Mrs. Young is a media planner/
ayer at LaRoche. McCaffrey and

[cCall. Inc.. New York. She went
iere in September after three vears
1 the media departiment at Compton
dvertising.

When she does her planning and
1ying, Mrs. Young focuses on the
py and  the  client’s

Snowing vour brand.” she said, “is
ie most important thing.”

I The brands she is getting to know
ght now are the J. P. Stevens Co.
id the Chemical Bank, two of the

fzency’s newest clients.

I She feels she is better informed

i a planner/buyer than just as a

fayer. and she finds # more interest-

Lig because there are more things to

Lat involved in.

L One of the things Mrs. Young is

scene,

objectives.

' oking forward to is extensive use

o SUSAN YOUNG

~

of computers in media buying.

“Media will be a much more
specialized field with computers,”
she noted. Media people will be
planners, and will be more important
than they are now.

She also feels that people who are
really interested will come into the
field. Now, she said. there are too
many people using media as a step-
ping stone to account work.

Another big advantage of the com-
puter should be the elimination of a

WILLIAM 3. cAasEY and Joun F
MecLtre have  been  elected  vice
presidents of Kenvon & Eckhardt
Vdvertising Ine. Casey joined K&E,
Chicago. in July  of last vear.
McClure had heen with the agency
several years ago and recently re-
wmed them as an account super-
Visop

warsox wesmy has heen named
1 vce president of Benton & Bowles,

MENDY

Inc.. New York., Mundy, an account
supervisor, joined the ageney  in
1964,

lot of paperwork. Mrs. Young does
less of it now than she did at Compton
but she still doesn’t like it.

Mrs. Young sees both good and bad
points to the idea of marketing
specialists in media. She feels that big
markets need a lot of attention, but
the client shouldn’t be forgotten in
the process. You have to know him,
she said, as well as you know the
market.

Mis. Young didn’t really start out
with the advertising field in mind.
She majored in American Studies at
Wells College and, after graduation,
wound up in Compton’s media re-
search department. She wasn’t happy
there, so she moved over to the buy-
ing section. Now at LaRoche, Mec-
Caffrey and McCall, she’d like to stay
in buving a while longer, but she
does have account work in mind.

A native New Yorker, Mrs. Young
and her husband live in Manhattan.
Besides crewel work, she likes to read
and cook, and both she and her hus-
band are sports fans.

Agency Appointments

DALLAS ¢. poORT has been named
radio-television  advertising  director
at 1. S, Jenkins & Associates, Flint,
Michigan. Dort had been with radio
station wrrx Flint.,

WILLIAM  TANNHAEL sER has Dbeen
appointed vice president and direc-
tor of marketing services at Grant.
Wright & Baker, Chicago,

DAVID SKYLAR and PERRY BRAND
have been elected  executive  viee
presidents at the  Griswold-Eshle-
man Co. Both have been with the
company for several vears and are
directors. Skvlar will he  working
out of the Cleveland office. Brand
is in Chicago. wiLLiav LEVY and
Javks aevanes, both Cleveland,
have been elected viee presidents of
the company.

ELLANOR  HOLTZMAN  has  joined
Delehanty, Kurnit & Geller, Ine,,
New York, as vice president, mar-
keting/research services, She  had
heen a viee president ac MeCanne-
Erickson.

LARRY  ALM  lias been appointed
account  supervisor  at  Papert,
Koenig, Losi. Inc.. New York., He
has  been  with the ageney since

1966.

“--."musion Age, January 13, 1969

management  supervisor. Previously,
he was director of eastern sales for
the CBS television network.

M. pavip KEIL has been clected
a senior viee president at Young &

KEIL

Rubicam, Inc. Keil, manager of the
Chicage office, has been with the
ageney sinee 1960,

ROBERT BICKEL has heen elected a
vice president at Compton Adver-
tising, Inc,, New York. Bickel, an
account  supervisor, joined the
agency in 1964,
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THINK

POWER...

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

THINK
POTENTIAL ...

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

THINK
PROGRAMMING...

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

Variety Shows . ..

Movies . ..

THINK

Covering Houston-
Galveston . .. Texas’ richest

Full Color and Texas’ highest
maximum rated power.

KVWV-TV

CHANNEL 16/ KVVV-TV
Executive Sales Offices at 1217 Prairie
Houston, Texas 77002

Represented by the Hollingbery Co.

4

Spot (From page 52)

Day and early and late fringe 30s
will run for nine weeks in an
attempt to reach women. Judy Mac-
Gregor and Betty Booth made the
buy.

The Borden Co.
(Needham, Harper & Steers, New
York)

Two separate buys for Borden’s
CREMORA broke shortly hefore issue
date. A seven market buy will run
until April, using 60s in daytime.

Day and fringe 30s will run for

20 weeks in 19 markets on the
second buy. Jan Meyer worked on both.

Brooke Bond Tea Co.
(Rockwell, Quinn and Wall, Inc.,
New York)

A buy aimed at women tea drinkers
breaks issue date for RED ROSE TEA.
Day and fringe 30s and 60s will he
seen in 35 markets. Bob Meehan placed
the buy.

The Coeca Cola Co.

(Marschalk, Inc.)

A buy for Coca Cola's Hl C
starts February 3 in 75-80
markets. The buy will run for
38 weeks using day and early
fringe minutes. Rose Mazzarella
made the buy.

General Foods Corp.

(Doyle Dane Bernbach, New York)

An 80 market buy for DREAM WHIP
breaks January 27. Early and late
fringe and prime minutes, and

fringe 30s will run until March

3C. Jeft Kameros did the buying.

Menley & James Laboratories

(Foote, Cone & Belding, New York)
A buy for CONTAC broke just before
(Continued on page 56)

Howard Marsh has joined Television
Advertising Representatives, Inc. as
vice president. He will be respon-
sible for marketing, special projects,
research, traffic and sales service.
Previously, he had been vice presi-
dent at Radio Advertising Represen-
lalives.

Media Personals

JOHN F. MOLANPHY has joined
Kelly, Nason, Inc. as media super-
visor. Molanphy was formerly with
Foote, Cone & Belding.

MALCOLM B. GORDON has joined
Ross Roy of New York as vice
president and media director. Pre-
viously he was with Fuller & Smith
& Ross, where he held the position
of media director.

ANNE B. OLIVER and suUsaN w.
YOUNG have been named media
planners/buyers at LaRoche, Mec-
Caffrey and McCall, Inc., New York.
Miss Oliver was formerly with F.
William Free & Co. Miss Young
had been a media buyer at Compton
Advertising.

DINA SAYLORS has joined Arthur
Meyerhofl Associates, Inc., Chicago,
as a media buyer. Previously she
had been with the Leo Burnett Co.
in a similar position.

W. BRIEN SCHWEIKART has been
promoted to media planner at
Campbell Ewald Co., Detroit.
Schweikart, who has been with the
agency for 12 years, had been super-
visor of print media.

LESLIE ANN KaTz has joined
Berger Stone & Partners, Inc., as
media buyer. She was formerly with
the American lInstitute of Men's and
Boys' Wear, Inc.

WDTV

COVERING A

VITAL

area of
Central W. Virginia

WDTV

FAIRMONT,
CLARKSBURG,
WESTON,
WEST VIRGINIA

John North e Vice Pres. & Gen. Mgr.

O

ACOS MrI AN

Represented by
Avery-Knode!
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Rep Report

MICHAEL LUTOMSKI has been ap-
pointed to the newly created position
of manager of Metro TV Sales,
Detroit, a Metromedia company.
Lutomski had been a sales rep at
wiBk-Tv Detroit for the past four
years. At Metro TV Sales, Los
Angeles, JAMES COPPERSMITH has
been appointed vice president and
West Coast manager. He had previ-
ously been head of the Los Angeles
othce.

HENRY FLYNN has been appointed
director of sales for the West Coast
at Storer Television Sales. JOSEPH
MERTENS has been named West
Coast sales manager. Flynn has been
with Sterer since 1961. Mertens
joined the company in 1957.

J. TAGGART SIMLER has been ap-
pointed a vice president at Blair
Television, St. Louis. Simler has
been with the company since 1962.
At Blair’s Atlanta ofhce, JOHN
GEIGER has been named an account
executive. He comes to Blair from
the National Baker’s Services in
Florida, where he was Associate
Director of advertising and market-
ing. NEIL KENNEDY has joined
Blair's New York sales staff. He had
been an account executive at Peters,
Grithn, Woodward.

At Edward Petry &
York, LEs EINHORN and
MORREALE have been appointed
account executives. Einhorn pre-
viously was an account executive at
the Meeker Co. Morreale held a
similar position with the NBC radio
network. DAVID  CASSIDY, RICHARD
DELANEY and MARTIN DANIELS have
been named to the Edward Petry
sales stafl.

Co., New
LEONARD

DAN KELLY has been appointed
director of research at Tele-Rep,
Inc., New York. He had been with
Metro TV Sales. Also in New York,

RICHARD BROWN, HROY FLANDERS,
RICHARD  GOLDMAN and STEPHEN
KLEIN have been named account

executives at Tele-Rep, and richarp
FRANK has been appeinted an ac-
count executive in Chicago.

WALTER ABEL has joined the sales
stafl ~ of Kaiz Television-South.
ARDIE BIALEK has taken a similar
position with Katz Television-West.
Abel had been on the sales stafl at
Adam Young. Bialek comes to Katz
from Connecticut General Life In-
surance.

MARTIN L. McADAMS has been
named an account executive at RKO
Television  Representatives, Inec.,
Chicago. He had been with wNEW-

™ New York.
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Flat rate trend

In commenting on the move by
Blair stations in setting up a 50-per-
cent-of-the-minute rate for 30s, Ben-
ton & Bowles, in their latest issue of
Impressions, noted some other rate
developments in which Blair stations
were involved.

One is the trend to flat rates. The
Westinghouse stations have already
gone down that road and B&B noted
that other reps are moving their sta-
tions in that direction, including

Petry, H-R and Harrington, Righter
& Parsons.

“Concurrently,” said B&B, “Blair
has further modified the rate card
structure by eliminating all dis-
counts and virtually all ‘special’ rates
for individual programs. All rates
will be ‘flat’.”

The agency gave three reasons for
the elimination of discounts: (1) in.
creased revenue, (2) reduction of
paperwork and (3) the fact that
existing discounts do not provide in-
centive to attract additional volume.

Who's

in Des Moines

Who

Television?

WHO

... that's who!

Community Involvement:

IN DES MOINES, A
WHO-TV EXCLUSIVE!

Who cares what people
think? WHO-TV, that's who!
That's why we're the only
Des Moines TV station to
editorialize. Editorials: another
reason we're Number
One in community
involvement.

b

EDITORIALS -

ey

Uy

((“,

T

5 COLOR 13 - DES MOINES, IOWA
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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. 2

Advertisers who buy three or four
corpmercials 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 natlonally by Avery-Knodel
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Buyer’s Checklist
New Affiliates

wutr-Tv Utica will become a pri-
mary afhliate of the ABC television
network, effective in the Fall, 1969.
KULR-TV Billings has become a

primary afhliate of the ABC tele- ,

vision network, effective January 1,
1969.

New Representatives

Kvoa-1v named Blair Television
as its national sales representative,
effective December 16.

KRXTV Sacramento and
Indiana, both Corinthian stations,
have appointed Blair Television
their sales representatives, effective
January 1.

kHov-tv  Houston, kKotrv Tulsa
and wane-rv Fi. Wayne have ap-
pointed Harrington, Righter and
Parsons their national sales repre-
sentatives, effective January 1. All
are Corinthian stations.

WISH-TV

Network Rate Increases

ABC:
WLUK-TV Green Bay from $700 to
$750 eflective June 1, 1969.

S[)l)t (From page 54)

issue date in 40 markets. Early
and late fringe and prime 30s are
being used for four weeks in an
attempt to reach adulis. Hillary
Hinchman and Judy MacGregor
worked on the buy.

Miles Laboratories
(1. Walter Thompson Co., New

York)

A 75 market buy has already begun
for CHOCKS. Day and early fringe
30s and 60s will run for 13 weeks
in children’s programs.

A buy for various Miles products
broke shortly before issue date
and will run 13 weeks. Early and
late fringe and prime 30s and 60s
will run in about 75 markets,

in an attempt to reach adults.
Bobbi Cohen worked on both buys.

C. F. Mueller
(Needham. Harper & Steers, New
York)

\ 13-week buy for Mueller’s macaroni
starts January 22 in about 40 markets.
Dav, early fringe and prime minutes
will be used to reach women. Bob
Widhelm made the bu

The National Biscuit Co.

(McCann-Erickson, Inc., New York)
Commercials for Nabisco's MILK BONE

dog biscuits break issue date in

38 markets. Farly and late fringe

and prime 30s will run for five weeks.
Lee Ansell is the buyer.

(Continued on page 59)
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The results are in:

forthe
Rockford, lllinois
market
WCEE-TV’S
THE ONE!

34 Share- %9 0 8"
43 Share- 32 one

41 Share- Yo ™v

37 Share- n:o:h.ﬂt_h?upxi.

32 Share- ¥, o

X

NOV. 1968 — ARB TELEVISION
AUDIENCE ESTIMATES — AVERAGE
QUARTER HOUR

CBS AFFILIATE / ROCKFORD - FREEPORT, ILLINOIS

Competitively Priced — See Meeker Representative

A LEADER - - - FULL COLOR FACILITIES - - - 439% COLOR PENETRATION IN METRO AREA

!.“clfvi.sion Age, January 13, 1969 g7



30s and 60s

The decline in minutes and the
rise in 30s in spot was reflected in
the 1968 third quarter spot expendi-
ture figures released today (January
6) by the Television Bureau of Ad-
vertising.

Gathered by LNA-Rorabaugh, the
latest data on use of commercials by
length is part of the general release
on spot expenditures for the third
quarter (see Newsfront, page 17 of
this issue).

The 1968 figures show that $141,-
298,000 (at one-ttime gross rates)
were spent on 60-second commercials
in the third quarter, or 48.4 per cent
of the total spot expenditure of $291.-
653,000. Another 11.9 per cent, or
$34,759,300, went for piggybacks.

Third quarter figures in 1967 for
full minutes and piggies were not
shown separately. However, all 60s
in that quarter amounted to 68.7 per
cent of all spot expenditures. Com-
bining the full minutes and piggies
for ’68 adds to 60.3 per cent, repre-

BUT...You Can Forecast Giant-Size Sales in the 38th Market with WKZ0-1V

With a 49% nighttime share in a
3-station market, WKZO-TV brings

WKZO-TV MARKET
COVERAGE AREA * ARB '65
| MICH. '

Mt l\- K T

® Grond Rapids L
e | a9 == -
[T Grve rvervey gy

Jhe a%‘/"(’l Sations
RADIO

WKIO  KALAMAZOO-BATTLE CREEK
WIEF  GRAND RAPIDS

WIFM  GRAND RAPIDS-KALAMAZOO
WWAM/WWTV-FM  CADILLAC

TELEVISION
WK20-TY  GRAND RAPIDS-KALAMAZOO
l'“/ CADILLAC-TRAVERSE CITY
WWUP-TY  SAULT STE MARIE
KOLN-TV/ LINCOLN. NERRASHA
KCIN-TY  GRAND ISUAND, NEB

38

a ray of sunshine to Grand Rapids-
Kalamazoo and the Greater Western
Michigan market . . . now the 38th
television viewing market.t

Your Avery-Knodel man can help
you improve your sales climate. And,
if you want to warm up the best of
the rest of Upstate Michigan
(Cadillac-Sault Ste. Marie), add
WWTV/WWUP-TV to your
WKZO-TV schedule.

T Source: ARB, 1967.

*A hailstone with a 5.4 inch diameter
was recorded in 1928 in Nebraska.

WKZ0-TV

100,000 WATTS ® CHANNEL3 © 1000’ YOWIR
Studlos In Both Kalomozoo and Grand Roplds
For Greater Western Michigan

Avery-Knodel, Inc., Exclusive Notionol R P

senting a decline of 8.4 percentagy
points. (A story on spot trends ip
this issue compares the number of
60s and 30s this year and last placed
by both spot and local clients, as tab:
ulated by Broadcast Advertisers Re-
ports.)
The TvB figures also showed a 50
per cent increase in 20s and 30s (the
two lengths are not separated in the
LNA-Rorabaugh compilation) over|
the ’67 third quarter. The ’68 per-
centage was 29.7, representing $86,-
615,900, compared to 20.3 in 67.
The use of IDs remained about
the same: 5.6 per cent in ’68 and
5.8 per cent in ’67. As for programs,
there was a decline from 5.2 per,
cent of expenditures to 4.4 percent.
The third quarter figures disclosed
a slight rise in primetime buys and
small declines in daytime and late
night purchases. Early evening was
about the same. Primetime expendi-
tures rose from 35.6 to 37.7 per
cent of the total. Late night dropped
from 19.2 to 17.7 per cent. |

Among those at Tele-Rep reception
recently in New York where, top, l. 1o
r.: John Upham, sales manager,
KTNT-TV Seattle; Brenda Nelson, buy-
er. Ted Bates: Rich Goldman, Tele-
Rep, New York: Mike Jarmolowsky, |
buyer, Y&R; Dave Speckland, man-
aging buyer, Bates. Below I. to r. |
are Bob Schneider, vice president,
Tele-Rep; Charles Hendrickson, gen-
eral sales manager, Kansas State

Network; Al Massini, president, Tele-
Rep.

Television Age, January 13, 1969




BUYS IN BRIEF

| Both network and spot tv will be used
promote CHUN KING canned and frozen
riental foods in 1969. In January and
.bruary, R. J. Reynolds Foods expects
reach more than 80% of U.S. homes
ore than 16 times. Network will be used
| day, and spot is planned for 34 major
arkets. The promotion will merchandise
¢ Chinese Year of the Rooster. The
ency is J. Walter Thompson, New York.

Another R. I. Reynolds product, my-r-
ng pudding, has two 30-second spots set
¢ major markets. One merchandises the
oked pudding, the other sells the instant.
nphasis on hoth is the “crcaminess” of

pudding. William Esty, New York is
e agency.

Sanna Inc.. division of Beatrice Foods
., 15 starting its first national consumer
vertising campaign. Piggvbacks and in-
{ .pendent 30s will be used in 35 major
arkets 1o sell swiss MISs instant cocoa
ix, N-Rict non-dairy coffce creamer and
NALAC instant non-fat dry milk. Jacobson
Hvertising. Shehoygan, is the agency.

FEEN-A-MINT soft mints, Pharmaco Inc.’s

laxative, is being introduced in 59
arkets. Warwick & Legler, Inc, New
ork, Pharmaco’s agency, is using 30s in
th network and spot to sell the product.

new Maxwell House product, a chunk
rim of instant YUBAN coffee, will be intro-
iced in New England. New York, New
rsev. and parts of Pennsylvania and
hio via spot tv. Grey Advertising, New
ork, is the agency.

More than 600 tv spots are scheduled
iring  1969's first  quarter for MATTEL,

Promotion will he given to six estab-
shed tovs as well as 11 new products.
wrson/Roberts/inc., Los Angeles, is the
ency

new line of prepared puddings is being
arketed bv SeaLTEST, a division of Na
nal Dairy Products Corp. Spot tv is
sing used to introduce the product in the
idwest. through N. . Ayer & Son.

crome Bess has joined Frank B.
tawdon Inc., New York, as evecutive
ice president and general manager.
Yess had been with RRKO General
‘roadcasting for the last seven vears.
110st recently as wvice president and

‘eneral manager at wWor-tv  New
\fork.

Eelevision Age, lanuary 13, 1969

Spot {From page 56)
Pharmaco, Ine.

(Norman. Craig & Kummel, New
York)

A buy for various Pharmaco products
breaks issue date in about 40
markets. Fringe 30s will run for

10 weeks in attempt to reach

young women. Phyllis Stollmack
worked on the buy.

Pillsbury Co.

(Batten, Barton, Durstine & Osborn,

New York)

Buys for SPACE FOODS STICKS will
run from early January through May

in 13 markets. Day, fringe and

prime 30s and 60s will be used

to reach housewives and children.

lerri Keeley made the buy.

THE “QUADS” PER HOUSEHOLD

R. J. Reynolds Foods
(]. Walter Thompson Co., New

York)

Commercials for VERMONT MAID begin
January 19 in 25 markets. Day and

fringe 30s will be used until March 8.
Iris Weiner made the buy.

Sterling Drug Co.
(Dancer-Fitzgerald-Sample, Inc.,

New York)

A buy for PHILLIPS MILK OF
MAGNESIA broke shortly before issue
date in about 20 markets. Early fringe
30s and 60s will run until May 15,

in an attempt to reach women.

Patrick Tighe is the buyer.

About 35 markets will see commercials
for BAYER regular aspirin. Early and
late fringe minutes will run until

April 1. Jay C. Rosenthal made the buy.

INCOME RANKS AMONG THE TOP 30

The Quad-Cities are.

our babies at WOC-TV
&Y WEDELIVER THEM!

The Quad-Cities* is a growing market,
needing lots of care and attention in the
form of food, clothing, health aids

you name it.

It takes a lot of money to keep the Quads
going and growing. The Quad-City earning
power ranks among the top 30 in the nation.

Just compare

Rank**
QUAD-CITIES .30
Milwaukee 231
Des Moines ........32
St. Louis ... 65
Kansas City .81
Peoria 7|

When you are selecting markets for your next campaign shouldn't the
Quad-Cities be on your market selection list? Let WOC-TV show you

how we deliver it!

WOC-TV . . . where the NEWS is
WOC-TV ... where the COLOR is
WOC-TV . . . where the PERSONALITIES are

° Davenport-Bettendorf, towa « Rock Island-Moline/East Moline, Illinois
“* SM Survey of Buying Power, June, 1968

oavtargs) RUCR uaND ML /L gL

N = = /’?
SERVING \f\

QUAD-CITIES A USA |

/
FROM DAVENPORT. 10WA
P

Exclusive National Representative — Peters, Griffin, Woodward, Inc.
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COLORFUL

San Diego’s Sports Station

* San Diego Chargers Professional Football

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

* Auto Racing X Golf * Boxing * Skiing

%X San Diego’s Most Comprehensive Sports Coverage

COMPLETE COLOR PRODUCTION FACILITIES |
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"Wall Street Report

vhat should have been. [{ should
ave been a crushing year for the
roadcast stocks in 1968. Tt was, like
ne man said, “just one damn thing
fier another.”

There was the surtax; but every-
ody had that burden to bear. There
as the presidential election, and
1e costly coverage thal zoes wilh
. There were also the Kennedy and
{ino assassinations, the Paris riols,
ietnam, the Paris “peace” lalks, the
‘zech invasion and, most recently,
\pO” T

Then. as the vear drew to a close,
ame one of the biggest news stories
f the century—the triumph of
wpollo 8. This was the vear tele-
ision really came inlo ils own as

news media, bul il was expensive,
erv expensive.

For all of these reasons, Wall
treel was a little nervous about the
roadcast group in general. There
vas a vague feeling of uneasiness
bout the abilitv of the broadcasters

keep on piling up the profits. For

while, it looked as if bioadcasting

vould 1ake over where conglomera-
ion left off as the investors’ sweet-
eart.

But the big monev was nervous. It
lirted with some of the stocks, and
everal of them made highs. Corin-
hian hit a peak of 40% ;. Cox wenl

a shade under 65. Metromedia
itarted pushing 60. Capital Cities hit
37 and Storer topped 62. But CBS
iever ot near ils 1967 high. And
\BC. while it showed fair recovery

vas never close to the 102 it made
n 1907.

A volatile group. The broadcast
croup did much better than Stand-
ird & Poor’s 425 Industrials on the
ear as a whole. but it was a lot
nore volatile, indicating a high de-
ree of indecision. The big money,
tpparently, couldn’t make up its mind
vhether to go for broke or not.

On the one hand. vou had Stan-
on’s and Palev’s bullish overviews
o[ 1908 they had predicted a strong
‘esurgence in advertising outlays for
he vear. and they turned out to be
cight. And. throughout the vear,
there were reporis of television’s
irains over all other media.

In 1968. tv took an even bigger
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slice of the even higger advertising
pie, al the expense of magazines and
newspapers. In the first nine months,
spol and local advertising gained 11
per cent and 15 per cent, respectively.
while network was up 3.1 per cenl
in the first nine months. In the final
quarter of the vear, these rates of
gain increased.

On the other hand, there were
extraordinarv costs, and for every
flush of enthusiasm created by good
interim income news, there was a
dash of bearishness as analvsts tried
to figure the effects of added cosls
and taxes.

But suddenly, in the final month
of 1968. Wall Street made up its
mind. You could almost feel when
the point of decision occurred. It
may have begun with Standard &
Poor’s survev of “amusement stocks”
early in December, when that highly
regarded news service published a
paper on broadcasting. In its cus-
tomarilv conservative fashion, S & P
explained whyv it felt “the outlook
favors improved earnings for many
of these companies.”

The Magazine of Wall Streel’s in-
dex of broadcast stocks also traced
a bullish line. Moodyv’s listed the
group among its 10 favorites for
1969, forecasting that it would

Index of prices,
Ley broadeast stocks, 1968
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Source: Magazine of Wall Street. Index
based on nrices (1927 10) at close of
trading, last Thursday of month. Key
stocks are CBS, Metromedia, Storer Broad-
casting, Taft Broadcasting.

achieve the best relative earnings and

market improvement. United Busi-
ness Service said, “Prospects remain
decidedly promising.”

There was a distinct build-up of
bullish sentiment in the flood of
literature that pours out of brokers’
oflices, with the usual sprinkling of
long shots “for speculative accounts.”
This phrase means the broker thinks
vou might pick up a handful of
shekels on this baby, but he’s ab-
solving himself from all responsibilit
if vou lose your shirt.

What they’re saying. To get to
specifics. here’s what some of the
opinion-formers think about which
stocks: Standard & Poor’s likes
American Broadcasting Cos. because
it thinks “better margins on network
operations. and expected improve-
ment in the troubled recording sector
should lift profits. Recent movie re-
leases also add to potentials.” S&P
concludes, “The shares are con-
sidered an attractive speculation on
earnings improvement and possible
merger  developments.”  S&P  likes
Columbia Broadcasting because “re-
cent strength in advertising demand
augurs well for 1969.”

The service has other good things
to sav about CBS: “Favorable re-
ception of the 1968-69 primetime
lineup, absence of election and as-
sassination pre-emptions, and likely
further advances in the record sec-

(Continued on page 76)
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Agencies (From puage 23)

motion the necessary machinery to
convert the entire industry to the 50
per cent level.” The independent 30,
he said, has all the values of the
piggyback and none of its disad-
vantages.

What  makes  Bates particularly
happy is the prospect of eliminating
the piggyback, a horrendous coordin-
ation problem for the agency, which
handles these chores for Colgate.
‘Other agencies and advertisers
handling this coordination job have
also found it a tremendous migraine.
Vitt  assumes other stations will
follow the policy of the Blair-rep-
resented outlets, beginning with the
station groups split between Blair
and other reps.

Another agency executive express-
ing pleasure with the 50 per cent
development is Frank J. Gromer, Jr.,
vice president and director of mar-
keting services, Foote, Cone & RBeld-
ing, New York. He said, “I'm de-
lighted with the Blair announcement.
A premium on 30s makes adverlising
difficult and injures spot. Adver-
tisers have had to compromise on
brand objectives and schedules in
using  piggybacks.  Coordinating
brands in piggybacks has been a ter-
rible problem.

“Therefore, the quality of sched-
ules and, hence, the effectiveness of
spot tv should improve with the avail-
ability of so-called non-premium in-
dependent 30s.”

The compromises inevitable in
piggybacking are what bother agen-
cies and advertisers nost, They
would suffer willingly, if not gladly,
through the coordination headaches
involved in marrying brands from
different agencies, if the marketing
capabilities of the piggvbacking
were no worse than other available

approaches.
But it seldom happens that two
brands want to reach identical

audience segments. Or that they want
to reach identical audience segments
at the same time. Market segmenta-
tion of products and refined defini-
tion of audience types make the mass
audience approach increasingly in-
adequate.

While it’s true that multi-brand
corporations frequently have brands
that are only a hair’s breadth apart
in function and thus aim at similar
types of audiences, advertisers ob-
viously don’t want to pair up similar
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brands. Procter & Gamble would not
piggyback Tide with Cheer, nor
would General Motors want to put
Buick cheek by jowl with Pontiac.
Product protection on the air is in-
adequate enough as it is.

The shift from minutes to 30s is
another factor making the Blair
stations’ move welcome, points out
Frank B. Kemp, senior vice presi-
dent and media and programming
director for Compton. “The national
advertiser,” he said, “is buying less
time for a brand because television
is too expensive. Rate increases are
what keep up the billing level, and
also new products.”

More dollars

This was expressed in a different
way by FC&B’s Gromer: “The way it
looks in ’69—while there may be
more dollars available for adver-
tising—the  increased expeditures
won’t be enough to cover the same
volume of advertising as in ’68. This
represents the continuation of a trend
which has been going on for some
time.”

While the move to the 30 (either
as an independent buy or in a piggy-
back) has been primarily a reaction
to rising tv costs, it has also been
justified by the agencies on a cost-
vs.-effectiveness trade-off basis. The
usual argument went as follows: If
vou pay half (or 60 per cent. etc.)
as much for an announcement. then
vou are gelling a bargain if it is more
than half (or 60 per cenl, ete.) as ef-
fective. Furthermore (the argument
goes on), when you have two 30s
in place of one 60, vou are getting
two separate exposures in time where
you had one before and that is a
bonus in itself.

In the past vear or two, there have
been increasing indications that re-
search has justified the switch to 30s,
that is, by finding that the loss of
eflectiveness has heen less than the
reduction in cost. Aside from state-
ments by agencies to that effect.
studies have been published by
Schwerin Research Corp. and Cor-
inthian Broadcasting indicating there
is a bargain.

Not all agencies buy that con-
clusion. Gromer explains why:

“There have been many maneuvers
to offset rate increases in television,
but some of the savings have been
imaginary. One example is the re-
duction of commercial length and
advertising space size. But two 30s

to replace a minute doesn’t reall
double your exposure. It depends o
the commercial. A 30 can be les
than half as effective as a minute.

“Other factors enter into the pic
ture, also. With more 30s there’s
more clutter.

“Unfortunately, many copv lest
ing techniques are based on forced
exposure. You cannot validly meas.
ure the difference in effectiveness|

between commercials of different
length  with  forced exposure me-
thods.”

The question of the validity of
forced exposure methods to evaluate
the 30 (such as showing both 30s
and 60s 1o respondents at home or
in a theatre-type test) was also dis-|
puted some months ago by Needham, |
Harper & Steers in its monthly news.|
letter. |

This is not 1o sav that 30s can’t|
be nearly as effective as even more |
effective than a minute. But the grow-
ing use of the shorter length is push-
ing agencies to gel more ad impact
on three fronts—in their creative
abilities, in their defining of pros-1
pects, and in their timebuying.

In the latter instance, say the agen-
cies, buyers must not onlv be more.
selective in their choice of avails but
able to buv at the lowest possible
price—in short. thev must be belter
negotiators.

The issue of negotiation was sharp-
ened last year with the dramatic
emergence of the discount timebuy-
ing services. Spawned in ’67 in a
soft spot tv market, these services
approached a number of advertisers
and agencies with promises of price
cuts ranging from 10 to 25 per cent
and even more.

A number of agencies were forced
by clients to test the services. Others
tested them out of curiosity. But, as
one media director at a top 10 agency
said. “We were shook up by the
timebuying services. It was a reflec-
tion on our media buying abilities.”

Bates” Vitt sums up carefully his
view of agencies’ experience with
these services: “The industry has
bent over backwards to be fair and
to give them an opportunity to per-
form. P'm guessing that they will
last as long as they can perform.
Based on that assumption. if the in-
formation I have is correct, the prob.
ability is that these middlemen will
have a harder time in ’69. Disen-
chantment has set in.”

Vitt said two of Bates’ clients
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WCCO-TV delivers more homes
than any other medium!

In the counties that count. Channel
4 counts most! The thirty-two
Minneapolis-St. Paul ADI counties
iIn Minnesota represent 70% of the
state’s Effective Buying Income
69% of its total retail sales.*

In these 32 key Minnesota coun-

J;IIGS Sales Management Survey of Buying Power
1168 ARB Television Market Analysis
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ties, 31 radio stations, four com-
mercial TV stations, and three daily
newspapers compete. But one
medium . . . one station dominates:
WCCO-TV Channel 4.

WCCO-TV delivers more than
706,800 homes** a week in the

WCCO-O

NOISIA3TIL

total 63 TSA counties (including
17 in Wisconsin). For more infor-
mation about WCCO-TV and its
market, contact your Peters, Griffin,
Woodward, Inc. representative or
the WCCO-TV sales department.
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asked the agency to test two of the
services. “Our experience,” he said,
“has not been encouraging.”

Gromer agrees with Vitt’s assess-
ment. I feel the timebuying services
will decline in importance. They pro-
vided one service, however; they
made agencies tighten up their buy-
ing in some instances.”

One well-known media director
predicted middlemen will do well this
year, though he said his agency

“would have nothing to do with them.

He qualified his prediction by agree-
ing with most agency mediamen that
the better spot does in ’69, the less
business will be available for them.
He also went along with the general
feeling that middlemen will remain
a permanent part of the timebuying
scene by working mostly for small
and medium-size agencies and ad-
vertisers and handling special chores
for larger customers,

The key figure among the discount
services, Norman King, president of
U.S. Media International, is, for the
record at least, optimistic about his
prospects in ’69. He said, “The med-
ia buying services will first come
into their own in ’69. Advertisers and
agencies will feel their full weight
and effect and they will be accepted.”

King repreated his previous esti-
mate (made in the summer of ’68)
of U.S. Media’s level of business this
year and last—$35 million in spot tv
and radio time in ’68 and $50 mil-

lion in ’69. These estimates are based
upon card rates but most observers
doubt King’s operation deals with
that much time.

The effect of middlemen upon
agency media departments and their
practices has varied. Many agencies
deny when speaking for publication
that the timebuying services have
had any effect. However, there is a
quiet effort going on to “upgrade”
media department personnel at some
of the agencies. And there is clearly
a lot of hard thinking about how to
make timebuying more effective.

A media director at one of the
P&G agencies, discussing the econ-
omies of media department opera-
tions, said his thinking was going
along the line of using fewer buyers,
raising the salary level and getting
more detail work done on the out-
side.

The most striking media develop-
ment last year was the institution at
Young & Rubicam’s New York office
of a Broadcast Unit with regional
supervisors assigned buying chores
for their respective regions—nine in
all. Each supervisor handles these
chores for all Y&R brands. (See
Y&R’s regional negotiators-buyers,
TeLevisioN  Ace, November 18,
1968.)

Media chief Warren Bahr de-

scribed the new unit as a means of
dealing with the growing emphasis
in marketing on individual market

At the opening of the Tele-Tape Productions sales office in Chicago, Lou
Lessard (center) of TTP makes a point with a smiling Jim O’Reilly of Need-
ham, Harper & Steers. Looking on are (clockwise from O’Reilly) Art Lunn
of I. Walter Thompson, Keith Gaylord and Fred Underhill of TTP, Bud
Blume of Reach McClinton, Bob Lewis of Leo Burnett and Dennis Cavan of

N. W. Ayer.
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strategies. But he agreed that th
middleman was a “catalyst”.

At about the same time (late Iag
vear}, General Foods assigned eac|
of its five (later four) agencies th
responsibilities of buying in specifi
markets for all GF brands.

The GF move was a revival of §
similar plan which almost went in
to operation two years before. Whils
the original plan was conceived be
fore the timebuying services emerg
ed, it is widely believed that the ser
vices are at least a factor, if not the
major one, in the revival.

Benton & Bowles is looking inta
the question of market specialization,
one of five options (including no
change) being considered by Bern
Kanner, B&B’s media director.

No advantage found

One of the top agencies told TELE-]
VISION  AGE off-the-record that it
had tested market specialization last
vear and found no advantage in it.

Compton’s Kemp said market spe-
cialization is not practical for his
agency because it is not big enough.
An agency needs a large media de-
partment, he felt, in order to assign
different markets to different buyers.

If market specialization is not
likely to go beyond the giant agen-
cies, it will nevertheless remain an
issue in "69. Meanwhile, agencies are
seeking to improve buyers by bet-
ter training and supervision, by seek-}
ing personnel with ability to nego-
tiate and by paying higher salaries.

Anent the latter, while buyer sal-
aries may not have risen in the past
faster than the general level of agen-
cy salaries, there have heen increas-
ing rumors of marked pay increases
being offered. One agencv which had
been offering $8-10.000 is said to
have raised the ante to $12-15.000. A
rumor now going around indicates
that crack timebuyers at salaries
to $21,000 are being sought.

Clearly, the media field is in fer-
ment. Together with the recent pro-
posals for computerized timebuying
put forward by ARB and Nielsen, the
outlook appears to augur well for
buyers with talent but not at all well
for those positions which require
only routine figure-pushers.

This is the way things are going
in other areas of the agency field,
an increasing number of media exec-
utives believe it makes sense for their
departments, too. u
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The anniversary
game.

A new idea in game shows that tests
how well husbands and wives really
know each other, and just how far they're
willing to go to prove it. We’ve developed
a series of laugh-packed stunts and
games that give couples a chance to
demonstrate [pow tuned-in they are to
their mates’ opinions, talents, strengths,
weaknesses and habits. To compound the
fun, host Al Hamel pits couples against
each other competing for big prizes.

“The Anniversary Game”,
pre-tested on WXYZ-TV Detroit for the

past vear and one half, is now available
for daily stripping in your market
starting January 27th. The show has
already been sold to WABC-TV, New
York; WLS-TV Chicago: KABC-TV
Los Angeles; KGO-TV San Francisco,
and will continue its successful run on
WXYZ-TV Detroit.

For complete details on how to
bring the fun and games to your market

tact your ABC Film:
gggr(;scen)tgltlilve todayl. ° @ ‘\lg(‘
FILMS

incolor
The Anniversary Game



Advertisers  (From page 25)

“When the 30 first came on stage
in our industry,” he said, “the fact
that it was new and different was
part of its audience appeal. Now, as
it becomes more and more widely
used by car makers, there’ll be a
greater challenge for us in what
we can do with 60s.”

In any case, it appears certain
that automobile brands will become
major users of independent 30s this
year, judging by the favorable reac-
tions of those that bought them in
1068.

The trend to scatter-planning at
the expense of sponsorship among
automobile  advertisers  continues
apace. The indicators, of course, were
Chevrolet’s 1968 decision to throt-
tle back to half-sponsorship of Bo-
nanza and, it’s said, to retain its 50
per cent of Bewitched only through
next April.

Into demographics

It’s a case, observers say, of get-
ting behind the numbers and into the
demographics—and Detroit has re-
portedly been growing very demo-
graphic conscious of late.

“Nobody faults either Bewitched
or Bonanza on numbers—their pull
is tremendous,” one source re-
marked. “But one scores best with
females, who are nobody’s prime cus-
tomers in this business: and the oth-
er is great with older age groups,
whose brand loyalty patterns take
them out of the hot prospect cate-
gory. Where does that leave car
makers, most of whom figure they
have to have males 18 to 34?

“I’s a case of giving up something
to get something,” he goes on. “When
you go parlicipation, vou lose im-
pact but you extend vour reach and
you get to pick and choose the kind
of demographics you want.”

There are those in the auto indus.
try, however, who prefer to run coun-
ter to trends because it gives them
the value of uniqueness, makes them
stand out against the crowd. In view
of this. it should surprise no one if
a major auto maker were to step
into a sponsor’s role next season.

Auto advertisers were among those
who weren’t spooked by this season’s
backslide in the size of network mov.
ie audiences. Their theory: sure,
fewer people watching, but an ex-
cellent skew to young males, and
they’re our boys.
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Ford, Pontiac and Dodge put a
lot of participation money into mov-
ies this past Fall, and there’s nothing
to indicate that they won’t be back
for another helping.

Elsewhere, particularly in the area
of specials, sponsorship will remain
in vogue, at least during 1969,

Monsanto, strictly newspaper-ori-
ented until last year, is picking up
the full tab for a dozen Monsanto
Night specials this year. The com-
pany will get down to the nitty-gritty
of the retail firing line by co-opping
time and production costs 50/50 with
45 big department stores in 30 mar-
kets which will surround each spe-
cial with supporting commercials.

Coca-Cola, an old familiar face in
the specials neighborhood, will be
back in the Charlie Brown business
with half a dozen of the animated 30.
minute products, plus others.

Outside media buying services,
which got their feet in the door in
1967 when business was less than
great and some stations were willing
to ad lib with their rate cards, con-
solidated their positions with adver-
tisers to a degree last year, despite
strengthening time sales.

Where will they go this year? Not
even hairdressers know for sure. The
consensus seems to be that, if 1969
shapes up as strong as it looks from
here, the buying services will lose

ground as stations decline to diddle,
and agencies, stung by the implica-
tion that sloppy media operations
helped let the services into the pic-
ture in the first place, tighten up and
buckle down.

There are, however, those who see
agencies on the brink of a great
change into purely creative opera-
tions, with marketing and media
functions evolving into the hands of
advertisers and whoever they choose
to relegate them to. Certainly, the
appearance of media specialists with.
in the advertising organizalions of
more and more major firms lends a
degree of credence to the theory.

A progressive year

Advertisers generally agreed that
1968 had seen valid progress made
against violence on television, though
none believe that it’s possible or even
desirable to eliminate it 100 per cent,

The media manager of a package
goods manufacturer in the $40 mil-
lion tv class considers the anti-
violence movement the most signifi-
cant development in television during

*;

the past 12 months.

“The networks were faced with
problem of re-spending money
some shows that were well into p1
duction, and they went ahead an
spent it,” he remarked.

His company, like more than a fe
others, declined 10 make their fed
ings public, but instead held digl
cussions with the networks in whid
they made their views known in nf
uncertain terms.

Cut back violence

Several major advertisers ol
down to specifics with the networ (8
naming shows they wanted no pat
of unless violence was de-emphag
sized or at least toned down.

“Do  something about them,
was the most common approach, “ang
we’ll consider buying into them
but there’s no guarantee that we will,

Consensus is that the reaction }
violence came a bit late last yeat
and that only this vear will th
broadcasters have a fair chance i
ciean up their product.

Here’s a more detailed look at thell
performance and potential of a se
lected list of television advertisers
(figures in parentheses are networ}
and spot expenditures for 1967, the
most recent full year, as released hy

TvB/LNA-Rorabaugh).

¢ Coca-Cola (network, $4,625.
900: spot, $36,661,300). Through it
975 bottlers in 50 states, Coca-Cold
was the country’s third largest spot
advertiser in 1967. The company cos
ops, 50/50, most Dbottler advers
tising in major media, allocating
funds on the strength of a highl
complex marketing plan related to the
size of each bottler’s franchised terri
tory. tv signals (pro-rating where
they overlap), population and gal-
lonage currently ordered.
The company doesn’t know pre
cisely how much is spent to adver
tise Coca-Cola, since bottlers habitu-
ally spend some non-co-op money
(for example, the football pros
grams they supply free to 50,000
high schools each vyear).
The lion’s share of the company's
ad budget goes to tv, which it cons
siders its dominant medium in most
markets.
In network. where Coca-Cola
ranked 66th in 1967, the compan
goes with specials. Of its eight o
nine specials for 1969, one, th
(Continued on page 74)
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covers!

The covers of his new best
selling book, ‘“Paul Baby”, that is.
Already in its third printing,
it’'s all about Paul Dixon’s
experiences on his ninety-minute
daily TV show, which is also a
‘“best seller” with the women of
Dayton, Cincinnati, Indianapolis,
" and Columbus. And when it comes
to effectively selling products
to these women, Paul Dixon
“wrote the book on that, too. |

Let Paul Dixon prove he can be your
“best seller” in the Midwest. Call
your Avco Radio Television

Sales representative.

BROADCASTING
CORPORATION

TELEVISION: WLWT Cincinnati / WLWD Dayton / WLWC Columbus
WLWI Indianapolis / WOAI-TV San Antonio / RADIO: WLW Cincir{nati

| WQAI San Antonio / WWDC Washington, D.C. / KYA & KOIT San Francisco
I} S ) Above represented by Avco Radio Television Sales, Inc.
, WWDC-FM Washington, D.C. / Represented by QMI.




‘ he full picture of what happened
to tv in 1967, as it emerged from
analyses of Federal Communications
Commission figures, showed what
many have guessed and what some of
the previously-released 1967 data
indicated—that the little guy got it
in the neck.

As one instance, the three-or-more
station markets went up .8 per cent
in spol revenue compared with 1966,
while the less-than-three-station mar-
kets declined more than 11 per cent.
In both cases, the changes represent
about $6 million in spot money.

As another instance, losses of UIIF
stations more than doubled. Only
41.9 per cent of UHF stations made
a profit in ’67, while 83.3 per cent
of VHF stations did so and only 7.7
per cent of independent UNF outlets
ended up in the black.

Of the 75 stations reporting losses,
only three were in the over $2 mil-
lion-a-year category in annual reve-
nue. Thirty-two of the losers had an-
nual revenues of between $200,000
and $600,000 a year. Two thirds of
those outlets taking in less than
$100,000 a vear ended up in the
red. which is not surprising.

The network-owned stations as a
group did much better than all other
stations as a group, insofar as profits
go, although both groups declined
in profits.

The o&os earned $104.3 million
(before taxes) in ’67, compared with
$108.1 million in ’66, a drop of 3.5
per cent. All other stations cleared
$254.5 million as against $306.1 mil-
lion the previous year, a decline of
16.9 per cent.

However, the three networks took
a real drubbing in the profit column,
dropping from $78.7 million in 1966
to $55.8 million in 1967, a decrease
in pre-tax profits of 29.1 per cent.

Summing up the tv financial data
for ’67 as released by the FCC well
behind schedule: the industry took in
revenues of $2,275.4 million while
the figure for 1966 was $2,203 mil-
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lion, an increase of 3.3 per cent.

Overall industry profits dropped
as a result of an 8.8 per cent rise in
expenses. Total pre-tax profits in '67
came to $41.1.6 million while the 66
figure was $492.9 million, represent-
ing a decline of 15.9 per cent.

A total of 619 commercial stations
reported financial data to the FCC.
of which 590 were in operation for
the full year. The total includes 37
satellite stations reporting separate
financial data. The FCC reported that
633 stations were in operation as .of
December 31. 1967.

By some coincidence, spot time
sales in '67 were identical to the vear
before—$871.7 million. This repre-
sents 47 per cent of all industry time
sales, a ratio which held in the two
preceding years also. The spot times
sales ratio in 1957 was 35 per cent.
and has been rising steadily since.

Local time sales reached $365.3
million in *67, compared with $316.4
million in "66. Local’s share of the
time sales pie was 20 per cent. up
one point from ’66 and identical to
the ratio in 1957. Since that time.
the local ratio has fluctuated by one
or Itwo points a vear but never
reached the 1957 level again until
1967. During the intervening vears.
the percentage ranged from 17 to 19.

Total network time sales fell to
$609.6 million in ’67 from $616.7
million in ’66. The network time sales
ratio fell a point to 33 per cent. This
compares with 45 per cent in 1957,
a decline which paralleled the rise in
spot.

The stations’ share of network
time sales, including the o&os, was
$243.2 million, a figure previously
reported. This left the networks with
$363.7 million, down 2.4 per cent
from 1966.

In addition to time sales, the net-
works took in $637 million from
talent and program charges, up 9.3
per cent from 66 and another $43.5
million in “sundry broadcast reve-
nues.”

e —————

The 1967 |
FCC figures:
an analysis

Well behind schedule,

tv industry revenue

data show that the little

guy got it in the neck

Television Age, January 13, 19@"




Television Age

No. of [ Lo(cdl(l)o()‘)
Stations
Television Markets Reporting 1 1967 1966 %
‘bany-Schenectady-Troy, N.Y. 3 $2,226 $2,144 3.8  Albany-Schenectady-Troy, N.Y.
buquerque, N.M. 3 I 1,70 1,809 —3.8 Albuquerque, N.M.
wnarillo, Tex. 3 | 1,484 1,350 99  Amarillo, Tex.
uchorage, Alaska# 3 593 . — Anchorage, Alaska
dlama, Ga.# 4 1j 4,419 4,185 56 Atlanta, Ga.
lkersfield, Calif. 3 749 884 —15.2 Bakersheld, Calif.
ltimore, Md.# 4 1 4,349 4,383 -—.8 Baltimore, Md.
Ingor, Me. 3 { 648 662 —23 Bangor, Me.
#aumont-Port Arthur, Tex. 3 i 1,046 1,111 —5.9 Beaumeont-Port Arthur, Tex.
hghamton. N.Y. 3 { 1.196 1,080 10.6 Binghamton, N.Y.
I'mingham, Ala. 3 { 2.105 2,192 —4.0 Birmingham, Ala.
ifiston, Mass. 3 3 06 8,756 39 Boston, Mass.
iffalo-Niagara Falls, N.Y. 3 14 2’339 3,661 10.3 Buffalo-Niagara Falls, N.Y.
{dar Rapids-Waterloo, lowa 3 1 1975 998 28.1 Cedar Rapids-Waterloo, lowa
(arleston-Oak Hill- ’ Charleston-Oak Hill-Huntington,
duntingten, W.Va.-Ashland, Ky. 4 I 2205 1,842 19.7 W. Va.-Ashland, Ky.
darleston, S.C. 3 ! 1,146 1,072 6.9 Charleston, S.C.
farlotte, N.C. # 3 2251 2,070 8.9 Charlotte, N.C.
(atlanooga, Tenn. 3 1,130 1,150 —1.8 Chattanooga, Tenn.
dicago, II. 6 71 13,031 11,803 98  Chicago, Il
{icinnati, Ohio 3 I 3’493 3,438 1.6 Cincinnati, Ohio
Cveland, Ohio 3 3 1516 6,141 224  Cleveland, Ohio
lorado Springs-Pueblo, Colo. 3 ‘847 860 —15 Colorado Springs-Pueblo, Colo.
{lumbia, S.C. 3 989 913 8.2 Columbia, S.C.
{lumbus, Ohio 3 4501 4,271 54  Columbus, Ohio
frpus Christi. Tex. 3 942 920 2.3 Corpus Christi, Tex.
illas-Fort Worth, Tex.# S 2 6611 6.204 55 Dallas-Fort Worth, Tex.
Ivenport, lowa-Rock Island- ’ ' Davenport, Iowa-Rock Island-
Moline, I1. 3 1,017 901 12.9 Moline, Ill.
( Ayton, Ohio# 4 3,753 3.240 158  Dayton, Ohio
Inver, Colo. 4 1l 37382 3,051 108  Denver, Colo.
is Moines, Ames. Towa 3 1.606 1,457 10.1 Des Moines., Ames, lowa
diroit, Mich. 4 3 7194 7.106 1.2 Detroit, Mich.
hiluth, Minn.-Superior, Wisc. ## 3 '828 849 —25 Duluth, Minn.-Superior, Wisc.
§ Paso, Tex. 3 1,455 1,291 125  El Paso, Tex.
die, Penn. 3 914 818 11.7  Erie, Penn,
‘!’ansville, Ind. 3 1.385 1,211 14.3 Evansville, Ind.
-.ILrg()-VuIIey City, N.D. 3 1,238 1,067 16.0 l"argo-\’ulley Ci[y, N.D.
lint-Saginaw-Bay City, Mich. 3 2.042 1,786 143  Flint-Saginaw-Bay City, Mich.
it Wayne, Ind. 3 1,353 1,085 24.6 Fort Wayne, Ind.
lesno-Hanford-Visalia, Calif. 5 1.550 1,636 —53 Fresno-Hanford-Visalia, Calif.
trand Rapids-Kalamazoe, Mich. 3 1,890 1,558 21.3 Grand Rapids-Kalamazoo, Mich.
een Bay, Wisc. 3 11249 1,166 70  Green Bay, Wisc.
f-eenshoro-High Point-Winston l Greensboro-High Point- Winston
{Salem. N.C.# 3 1,737 1,691 26 Salem, N.C.
i-eenville-Washington-New Greenville-Washington-New
!Bern, N.C. 959 890 7.6 Bern, N.C.
ireenville-Spartanburg, S.C.. Greenville-Spartanburg, S.C.
'JAsheville. N.C. d 1.445 1,610 —10.3 Asheville, N.C.
arrisburg-lancaster-York- [ Harrishurg-lancaster-York-
Lebanon, Pa. 5 | 1,882 1,760 6.9 Lebanon, Pa.
lartford-New Haven-New Britain- Hartford-New Haven-New Britain-
Waterbury, Conn. S 1| 3,194 2,377 34.3 Waterbury, Conn.
Jonoluln, Hawaii 4 3.117 3.056 20 Honolulu. Hawaii
nuston-Galveston, Tex. # 4 4,324 3,510 22.1 Houston-Galveston, Tex.
iuntsville-Decatur, Ala 3 628 679 —7.6 Huntsville-Decatur, Ala.
tdianapolis-Bloomington, Ind. 4 I 6,209 5,150 20.5 Indianapolis-Bloomington, Ind.
{icksonvilte. Fla. 3 1,590 ¢ — Jacksonville, Fla.
i hnstown-Aligona, Pa. 3 926 865 7.0 Johnstown-Altoona, Pa.
‘-.»plin-Pitlsl)urg. MO# 3 449 - _ _]op]in.pi[tsl)urg, Mo.
‘ansas City, Mo. 3 I 3336 3,340 —.1 Kansas City., Mo.
8

Network
(000)

1966

$1,016

242
1,028
895 S
8,1 34;)-

2,022

734
1,933
2,081
2,512

2,727
1,095

646
1,607
1,911

15,321

1,657
429
1,769

1,630
1,1175
1)

10145
914~

6,785
1,085
4,143
1,230
2,012

2,149
*

1,322
1,164
1,609

684
1,2203
1,7708
1,1803
1,414

4.444
1,888
2,355

1,113
791
1,085

1,263
3,217
1,875
1,730

510
1,307
3,068

615
1,430

1,215
765
204,707
39,532
244,239




National and Regional

Spot (3) Local (3) .-
(000) (000) ]
% 1967 1966 Yo 1967 1966 ) :
4.6 $2,110 $2,196 3.9 $1,168 $1,018 14.8 Knoxville, Tenn. 4
15.0 290 425 31.7 1,359 1,742 22.0 Las Vegas-Henderson, Nev.
—7.2 1,222 1,373 11.0 1,178 1,095 7.6 Lincoln-I"lasling&Kearney, Neb.
4.0 1,966 1,834 7.2 1,901 1,851 2.7 Little Rock, Ark. |
5 82,824 83,158 4 20,460 20,587 .6 Los Angeles, Calif. ;
—36 4,39 4810 86 2,675 2,44 9.4 Louisville, Ky. '
3.1 1,593 1,502 6.0 822 846 3.0 Madison, Wisc.
—1.7 4,376 4,741 7.7 2,585 2,137 20.9 Memphis, Tenn. 7
29 11,430 11,411 2 4,034 3,807 59 Miami, Fla. J
Th .4 9,502 9,575 8 4,744 4,016 18.1 Milwaukee. Wisc.

] ”
anal —6 10,467 10,727 24 7,277 6,652 9.4 Minneapolis-St. Paul, Minn. I
analy 40 1,650 2020 —184 1,277 1.190 7.3 Mobile, Ala.—Pensacola, Fla.
Com 12 916 1,003 T 880 981  —104  Montgomery, Ala.
many — 3,556 3,720 —4.4 2,926 2,800 45 Nashville, Tenn.
the ’ —6.0 5,971 6,005 1.6 4,336 4,129 2.1 New Orleans, La. i

—
indic 1.5 115,708 111,144 4.1 14,201 12,778 11.1 New York, N.Y. ‘
in th Norfolk-Portsmouth-Newport f

As ~1.5 2,473 2,776 —10.9 2,575 2,359 9.2 News-Hampton, Va. i

N 37.6 727 734 —1.0 753 837 —10.1 Odessa-Midland-Monahans, Tex:.. B
static a 8,572 6,019 424 1,820 1.876 3.0 Oklahoma City-Enid, Okla. .
in sp 1
whil}( 3.9 3,581 3,250 10.1 1,894 1,796 5.4 Omaha, Nebr. ¢

36 2,551 2,574 —.9 1,698 1,545 9.9 Orlando-Daytona Beach, Fla. r
kets Paducal, Ky.-Cape Girardeau,
In b 1.2 1,524 1,506 1.2 641 615 4.3 Mo.-Harrishurg, 11l. ¢
abou —.6 1,447 1,414 23 1,618 1.562 3.6 Peoria. |} !

\s —4.3 36,389 35,318 3.0 10,414 9.647 7.9 Philadelphia, Penn. P |
stalic 2.1 14.695 4,597 2.1 3,323 3,268 1.7 Phoenix-Mesa, Ariz.

41.9 —20 16,981 18,121 —6.3 5,805 5,890 —1.4 Pittsburgh. Penn, {
’ —6.9 1,932 1.853 1.2 1,145 1.231 —7.0 Portland-Poland Springs, Me. |
a pr .8 7,126 7.344 3.0 3,055 3,076 7 Portland, Ore.
of vi—
per « Providence, R.l.-New
—1.8 5,983 6,174 3.1 1,949 1,998 2.5 Bedtord. Mass.
ende i 292 829 Reno. Nev.
Of -5.3 2,116 2,244 —5.7 1,785 1,518 17.6 Richmond-Peters| urg, Va,
only 2 1.427 1,359 5.0 1,288 1,260 2.2 Roanoke-l.vnchbure, Va.
lio ? —36 2,783 3,065 —9.2 2,250 2,061 9.1 Rochester, N.Y. P
101-
nue. Rochester-Austin, Minn.
nual 1.7 618 04 123 897 848 5.7 Mason City, lowa

| —4 918 898 21 1,329 1.252 6.1 Rockford-Freeport. 111,
and 1.1 7,266 7873 7.9 3,037 3.000 12 Sacramento-Stockton, Calif.
those 3.8 3.031 3,158 4.0 2,550 2,287 11.5 Salt Lake City-Ogden-Provo, Utal
$100 8 3.377 3,539 —46 2,788 2.474 12.7 San Antonio, Tex.

. 4,064 A 1,874 %
red.
Tl 1.5 34,985 33,393 48 8,657 10.276 15.8 San Francisco-Oakland, Calif.
Frou 3.3 3.804 3.810 1.0 1,472 709 914 San Juan-Caguas. P.R.
el v 1.2 10,091 10,727 5.9 4,783 4,335 10.3 Seattle-Tacoma, Wash.
stati 760 s 722 = Sioux City, lowa
@0 1.904 2212 11.2 1,390 1,455 —4.5 Shreveport. La.-Texarkana, Tex.
257 5.2 1.314 1,256 4.6 1,139 886 285 South Bend-Elkhart, Ind.
m’Il‘)l 8 2,125 2,337 9.1 1,119 1.172 4.6 Spokane, Wash,
(bef Springtield-Decat ur-Champaign-
$108 .9 2,591 2,701 —4.1 2,329 2.159 7.8 Urbana-Danvilte, 111
g 3.4 15,289 15.438 1.0 3.773 3,591 5.1 St. Lonis, Mo,
per 1.1 5.431 5.583 2.7 1,781 1,643 8.4 Svracuse, N.Y. i
$254 A 6,066 * 6.218 2.4 2,886 2,774 4.0 Tampa-St. Petersburg, Fla.
T 3.849 * 2,361 a
16.9 5.6 952 1.010 5.8 1,381 1.331 3.7 Tueson, Ariz.
H: .6 3.327 3.763 —~11.6 1,885 1,902 —7 Tulsa, Okla.
. . -1 19,049 17,954 6.1 4,137 4,092 1.1 Washington, D.C.
A, e 5.7 651 888  —26.8 1,188 1.103 76 Wichita Falls, Tex.-Lawton, Okla.
drop —15.7 2,116 2,344 -98 1,855 2.025 —8.5 Wichita-Hutchinson. Kans.
to $: — 4
in p —37 1.908 2,058 7.3 1,449 1,295 11.9 Wilkes Barre-Seranton, Penn. I
—1.3 1.301 1,297 3 828 802 32 Youngstown, Ohio I
St 1.1 825.732 819,590 8 315,102 293.625 7.3 Total 3-station markets
for —16 46,009 52,076 —11.7 49,706 52,785 —5.8 Total less than 3 stations
behi 9 871,741 871,667 364,807 346,411 5.3 Total all markets
reve
the
68
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0 the spot lime sales total of
117 million, the o&os accounted
82288 million, down slightly
on’66, while the rest of the sta-
apwent up very slightly to $642.9
illn.

T o&os took in a much smaller
ecof the local pie, accounting for
3, million while the remainder of
e nations took in $327.9 million.

@ the grand time sales total of
1,8).6 million, agencies and reps
t >mmissions of $313.6 million,
ow 0.2 per cent from ’66. This
a5 down as follows—$90.9 mil-
on rom the networks, $50.3 mil-
on rom the o%os and $172.4 mil-
onrom the rest of the stations.

T 485 network afliliates laid out
63) million for expenses in ’07,
f wich $255.3 million was for pro-
ragning. The networks spent $758.8
iilkn of their $897.5 million in ex-
nis on programming. As for net-
onlowned stations, $85.3 million
enlfor programming, out of a to-
L% 8159 million in expenses. In
I, e industry laid out $1.2 hillion
)1 rogramming  oul of total reve-
uet $2.3 million.

Vst of the markets listed by the
CCshowed declines in spot reve-
ue Of the 104 markels measured
1 bh 1966 and 1967, fully 74 fell
11 this category.

Vlay of the 30 markets register-
1g. dvances in spot revenue were
irgiones: New York, Chicago, De-
oit Boston, San Irancisco, Wash-
12, Cleveland and Philadelphia
ey among them (Los Angeles
ipfid less than 1 per cent).

H there were a number of smaller
akes recording increases. Among
et Green Bay, Huntsville-Decatur,
odord-Freeport, Paducah-Cape Gi-
artau-larrisburg, Madison, Peoria
ndioanoke-Lynchburg.

A analysis by Avery-Knodel,
wh also calculated the ’60-vs. 67
1af2t-by-market figures on the ad-
oitg foldout page), of 110-odd
1ar2ts on the basis of “spot billings
cryiewing home” (see page 50)
ut 3l recording increases.

Aain, a goodly number were the
ug markets. They included Balii-
10t Boston, Chicago, Cleveland,
Jeliit, Milwaukee, New Orleans,
‘ewYork, Philadelphia, San Frau-
ist and Washington.

I: range in expenditures per
ietag home was wide. ranging
rof $9.81 in Las Vegas-Henderson

.18 in San Francisco-Oakland.

"el§s[0n Age, January 13, 1969

TV TIME SALES TRENDS (annual revenue per year)

suorut §

Spot

Network

Local

Source: IF'CC




Advertisers (From page 66)

Orange Bowl, is already history.
Over the past few years, Coca-Cola
has become synonomous with the 30-
minute Charlie Brown specials (*“We
bought Charlie Brown when nobody
else would touch it”). This year,
the company’s six Charlie Browns
will include at least one new one,
while the rest (“All Stars,” “Great
Pumpkin,” “Your Dog” and “In
Love,” which it co-sponsors with In-
terstate Baking, and, for the fourth
vear, “Christmas,” which it prefers
to own 100 per cent) will all be re-
peats

Also up Coca-Cola’s specials sleeve
for this year: The World of Rod Mc-
Kuen in March or April, and a 60-
minute special on Charlie Brown’s
creator, Charles Schultz, to be pro-
duced by Lee Mendelsohn, producer
of the Charlie Brown specials.

It’s in the slack tv season of June-
August that Coca-Cola comes on
strong in national spot, buying up
bundles of time from the networks.
These buys are made by product
managers, who control all the com-
pany’s television money among other
things.

There’s a product manager group
for Coke, and individual product
managers for Sprite, Fresca, Tab
and Fanta, as well as for Minute
Maid, Snow Crop and the regional
coffees and teas in the company’s
foods division. The brand managers
compete head-to-head a la Procter
& Gamble, each operaling within a
budget based on his product’s pro-
jected sales.

® Chrysler (network, $27,318,300:
spot, $1,092,900, plus $7,921,600
spent by dealer associations and lo-
cal dealers). Chrysler was in 1967
the 14th largest nelwork advertiser
and 30th in spot.

Chrysler’s forte is also specials,
and it will sponsor nine Bob Hope
shows this year, including a 90‘min-
ute Christmas special from Vietnam.
Big in sports, Chrysler participated
heavily in baseball last year (Game
of the Week, All-Star Game, World
Series), and in the Bob Hope Desert
Golf Classic. This year, it was in
the Super Bowl and the Senior Bowl,
and had half of the Rose Bowl. It
is reported considering renewal of
its piece of AFL football, and is look-
ing at a new baseball proposal.

Chrysler will continue to buy par-

74

ticipating spots on established net-
work shows, and will buy into some
movies.

® Ford (network, $23,127,500; spot.
$1,515,300, plus $11,41.4,200 in local
dealer and dealer association tv in
which Ford furnished some assist-
ance). Ford’s basic property is The
FBI, which it sponsors 100 per cent
(the last of the bigtime sponsors
from among the ranks of the car mak-
ers).

To get its new models rolling, Ford
heavies up in the Fall with sports
(last year, its one-sixth participation
in NFL foothall made Ford the heavi-
est foothall advertiser on CBS). Over
this is laid participation in ABC’s
Wide World of Sports and Profes-
sional Bowling Tour, and, for the
first time, participation in NFL foot-
ball’s pre- and post-game shows.

The FBI fits Ford’s requirements
in demographics (it’s strongest in
males 18-49, and Ford’s after 18-3.1
primarily).  The company was in
NFL football last year, will be there
again this year. It’s 1968 participa-
tion in Rowan & Martin’s Laugh-in
gave the company a desired youth-
skew. It will, of course, be back
with FBI this vear.

Local assistance

One local-level Ford policy is
to push dealer and dealer associa-
tion television increasingly, as well
as to supply finished commercials and
wild footage, as the other car mak-
ers do.

Ford used a high volume of inde-
pendent 30s last year (was probably
second only to Pontiac in this depart-
ment), liked the results and will do it
again in 1969. However, a media de-
partment spokesman predicted that
the 60 will remain the company’s
basic television unit for some years
to come. Ford ranked 19th in nel-
work expenditures in 1967 and 57th
in spol.

® General Mills (network, $28,-
309,400; spot, $1.1,185,00). Like
other major package goods adver-
tisers, General Mills allocates about
80 per cent of budget to television
(“Were very much a participating
advertiser.”)

The company is big in network,
all day parts from children’s to prime,
considers ABC’s Bullwinkle Show its
leading participation.  It’s also in
Wacky Races and The Archie Show,

both new 1o CBS in 1968, and NB@
Underdog. This year, General Mil
was a half sponsor of the Rose Boy
parade. |
General Mill’s use of lele\'isioni},f
new product test markets dovetaill!
pretty much with the standard pach|,
age goods approach—create a ng
tional plan, translate it in miniatugy
in each test market, then hit spay
heavily when and if the product if
tapped to go national. The Minney
apolis giant ranked 13th in networls

er and dealer association tv wo hy
$9,078,800). Big news out of Genij
eral Motors is that Cadillac wil
finally make its television debut thi
April with a participation in the
Masters Golf Tournament on CBS
Why hasn’t Caddy made the tv scent
before? “Couldn’t afford it,” said g
GM spokesman (it returns the lowe
dollar volume of all five GM car d
visions).

General Motors’ pattern is partich
pation across the board—situatiol
comedies, movies, network news, and
especially sports (the Pontiac and
A-C divisions are in NFL footbal
Pontiac was also in this year’s Orangg
Bowl, and Buick was in the Cotto
and Sugar bowls, also buys into NB
baskethall and pro golf).

When it comes down to the local
dealer level, GM co-ops nothing (and
hasn’t since 1956, according o ali'
advertising  spokesman). but it'§
quick to furnish dealers and their as®
sociations with free commercials and
wild footage. In 1967, GM was 7th

. y q y
in network and 22nd in spot. '

® Quaker Oats (network, $13,143.4
000; spot, $13,002,300). This year.—;'
80 per cent of Quaker Oats’ ad exs
penditures will go to tv. The cusd
tomary balance between spol and nets
work can change now and then, dci'
pending on the flow of new producls‘au_
(in heavy new product cveles, lh&g
weight is naturally tipped more inl
spot’s favor). '

Quaker cuts spounsorship

Quaker Oats’ sponsorship this year
will be limited to The Enchanted
Isles, a CBS special on the Galapas
gos Islands, scheduled for the 22nd
of this month. Beyond this, the com
pany will rely on participation en

Television Age, January 13, 196
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he-of-a-kind antenna system
«es unique skills

gouldn't ask for a more complex TV antenna system than
§ ne-of-a-kind installation—with five RCA antennas on-air
# win masts on John Hancock Center in Chicago next fall.
lyhe Empire State antenna system by RCA

#eled it in technological involvement.

4 ohn Hancock Center has: Two UHF Polygons. A VHF

# anel. A VHF Superturnstile. A VHF Butterfly. Each one
ftigned to handle maximum authorized ERP. All five can

flie maximum power with minimum inter-reaction. And that’s
il: There are provisions in the system for future

Jision to a total of 10 antennas!

»u know that almost all multiple antenna installations
i business were RCA-engineered—planned—tested—built—
+4istalled? And that the basic principles of multiple
Fantenna operation were first evolved at RCA’s Gibbsboro
¥ r—world’s best equipped and most advanced Antenna
greering facility. Or that Gibbsboro maintains the industry’s
Wt and most complete computerized store of reference data.
A\ experience and intelligence are readily adaptable

t.tions of every kind of antenna problem.

#antenna is your bridge to business. Call your RCA Broadcast
¥sentative when you begin to think about that installation.

¢ te RCA Broadcast and Television Equipment,

ling 15-5, Camden, N.J. 08102.

'c " Broadcast
Equipment
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tirely, an unusual role for Quaker
Oats, which through last vear had
split Bewitched with Chevrolet. and
is a veteran sponsor of Sgt. Preston
of the Yukon, F-Troop, My Three
Sons and The Flying Nun.

Why did Quaker Oats drop Be-
witched? “It wasn’t 1o our best ad-
vantage to have a fixed commitment
every week; our marketing pattern
required greater flexibilitv.”  The
company isn’t knocking the show.
says it was excellent for Quaker Oats’
target audience (women 18-49, for
most products), not to mention teens
and large families.

Broad ad base

Participation this vear will be
broadly based, covering some 15
shows. Movies are important to the
company, as are situation comediex
(Quaker Oats bought into Here Come
the Brides, That's Life and That Girl
last Fall). Ciolence is taboo. (“We
try to stay off the hard stuff.”)

This month. Quaker Oats com-
pleted its new buys, which include
CBS and ABC nightime, and NBC
and CBS daytime. n

Sl)()l (From page 27)

Some in the selling fraternity.
though by no means most. pooh-
poohed the effect of the 50 per cent
rate and predicted that minute rates
would go up rather than 30-second
rates down. llemm denied there
would be rate adjustments of that
kind. though he pointed out that
some rate hikes for the minute
would be made in any case. There
was also some criticism by those who
don’t see why the rates for the 30
and 60 should be linked.

Theodore Van FErk, vice president
and sales director of Peters, Griffin.
Woodward, noted: “Two vears ago
we proposed the 50 per cent rate to
our stations but they were concerned
about the effect on local advertisers
who used 60s. and who might have
been afraid the minute rate would
go up too fast.”

Van Erk, in common with a num-
ber of reps, would prefer the 30 to
be priced independently of the min-
ute.

This rate concept. which
stations would no doubt prefer if

most

W all Street Report (From page 61)

tor should all be instrumental (in
pushing up profits). The common
shares merit retention as a high-
quality vehicle for participation in
the broadcast field.”

Of Cox Broadcasting, S&P says.
“Further revenue gains and a re-
sumption of earnings growth seem
in prospect for 1969.” Tt suggests
Cox is a good bet for “long-term ap-
preciation potentials.” Let’s translate
that: S&P thinks Cox shares will 2o
higher, and that investors can make
capital gains out of them, but it isn't
sure how long this will take to come
to pass.

It mentions Metromedia, and this
in itself indicates bullishness. _But it
makes no specific recommendation.
which means it is nervous about com-
mitting itself because of Metromedia’s
currently rather high price.

S&P says that Storer looks good
because “further advances in botl
broadcasting and airline operations
(Storer owns most of the stock in
Northeast) seem attainable in 1969.”
but adds, “The stock is primarily a
speculation on  Northeast’s
tials.” _

United Business Service is bullish

poten-

76

on Capital Cities, Storer Broadcast-
ing and—surprise—Taft. Moody’s
isn’t much impressed by Taft, which
it expects to continue to be sluggish.
However. it is partial to ABC. CBS
and Storer.

Mavbe UBS's bullishness on Taft
isn’t as surprising, though. as the
way Standard & Poor’s has been
praising ABC. in view of the net-
work’s recent poor showing in the
ratings. Analysts have been looking
at. ABC’s successful reorganizing of
its radio operations. its theater net-
work and “interesting possibilities”
in movie production. There are fore-
casts on the Street that ABC will
make about $1 a share in 1969, com-
pared with $2.60 in 1968 and $2.50
the year hefore. Only time. of course.
will tell.

One of the brokers—Blair & Co.
—is recommending Lin Broadcasting.
but adds that Lin is a shade risky.
It is more decisive about Meredith
which, it says. could earn $2.75 in
the 1969 fiscal vear. compared with
$2.28 in 1968. Most of the optimism
about Meredith, which is in magazine
and book publishing as well as
broadcasting. is based on great ex-

_—

they had a choice. argues that rg
should mirror supply and dem;
factors as much as possible.
However, most observers. and t
includes those on both the buyving af
selling end, feel that. in the ﬁ:r
analysis, going prices for both i
and 60s will inevitably reflect pr
sures of the marketplace. anvway;
Said one rep executive: “There|
plenty of flexibility in the rate cai}
of stations. Section rates will pers||
stations to adjust their prices as th
see fit. If the demand for 30s |
high and stations with a 50-per-ce| |
of-the-minute rate are afraid to raj|
the minute price because of low ¢
mand. theyll raise the minute rg
anvhow but sell 30s at fixed rall
and 00z at lower. preemptible rat

Follow the leader? .

As to whether other stations
follow the lead of the Blair out
in setting their non-prime 30s at h
the minute price, Al Ritter. in cha
of H-R’s New York tv sales ope
tion, reflects the consensus of the '
fraternity when he says: “Proball]
the balance of the stations will foll

pectations for its television ope
tions.

of this
important—not because Wall Str
“experts” are as knowledgeable ab
broadcasting as their reports sugg
but because it represents a build-
of bullish sentiment. Whether or
that sentiment is based on sou
ground is irrelevant. If enough p
ple Dbelieve it. it happens. Faith ¢
move stocks a lot more easily th
mountains. so look for an uptrend
the broadcast group continuing pr:
ably well into the third quarter.

It vou're looking for short-te
gain, sell when the price is approa
ing a new high, because this is
fairly volatile group. This vear, li
1968, will see the broadcast stoc
making deeper vallevs and higl
peaks than any other group. But f
all its sharp ups and downs, t
group is likelyv to finish 1969
higher ground than at the beginni
of the vyear.

It just takes to ha
during one of those “ofl " periods
and there'll be several in 1009, {
all of Wall Street’s current bulli
ness. The market is no place fi
the chicken-hearted.

Bullish sentiment. \]]

courage
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Credit for Creativity

The American Research Bureau is proud
to announce a special awards program
to recognize outstanding applications of
audience research by television stations.

We cordially invite you to submit your
effective uses of audience research as
entries for an ARB Innovator Award. Any
project employing the use of syndicated
report data or special audience research
from any source may be entered—proj-
ects which you may have used as sales
presentations, programming improve-
ments, trade or newspaper advertising
campaigns, facility decisions, promotion
planning, audience building, image im-
provements, rate card construction or
any other purpose.

Your entries will be judged by a panel of
industry leaders, and gold, silver and
bronze plaques will be awarded based on
creativity, originality and effectiveness.

Entry Deadline: February 28, 1969.

For complete information and entry forms
on the ARB Innovator Awards program,
clip and mail this coupon now!

To: Chairman
ARB Innovator Awards Program
4320 Ammendale Road
Beltsville, Maryland 20705

Yes }Ne're interested in achieving
¢ industry-wide recognition for our
creative use of audience research. Please
'send me complete information and entry
orms.

Name

Title

TV Station Call Letters
Street
City

State, Zip

e e e e e e e e e e 4




Local (From page 31)

Said one network executive, “Our
o&o’s dig most of their local dollars
out of banks, car dealers, the elec-
tric company, the gas company, bot-
tlers and regional beer barons. For
us, they’re still the facts of life in
this business, but the frontier is re-
tail.”

The general sales manager of a
major group said, “We scented blood
in department stores last year; this
year for the first time, we’re con-
centrating on them.”

CBS attaches enough importance
to retail accounts to have established
self-managing retail sales units at
each of its owned stations. The net-
work is backing its vigorous retail
sales efforts with a research opera-
tion geared to identifying and filling
the advertising needs of retailers.

Last year marked the break-
through in retail tv advertising, and
the emergence of Sears as the coun-
try’s leading local advertiser—and
there was much more than a coinci-
dental connection between the two.

Sears exerts a push-pull affect on
local television volume, pushing it
upward with its own ever increas-
ing tonnage, and pulling it ahead by
all but forcing its competitors to
play the tv game too.

Announcements double

During 1967 in the 75 BAR mar-
kets, Sears ran an average of 1,104
announcements per week, up from
539 in 1966. Last year through Sep-
tember, that weekly average had
zoomed to 2,163—with three of the
traditionally heaviest months vet to
be reported.

Those 2,163 commercials, inciden-
tally, represent a startling 39 per
cent of the January-September aver-
age for all department stores of 5,
979 per week.

In 1967, Sears was monitored in
an average of 48 of BAR’s 75 may-
kets, compared with 37 in 1966.
Through September of 1968, the Chi-
cago-based behemoth was on the air
in an average of 60 markets.

Yet another indication of Sears’
tv muscle is the average number of
announcements per market during
the weeks monitored by BAR. In
In 1967, it was 22 commercials; in
1966, 15; and through September,
1968, 3s5.

Sears is really going to town in
local. A survey made about a year

82

‘—

ago, to which 179 stations in 136
markets replied, found 79 per cent
of those stations, in 77 per cent of
the markets, carrying Sears commer-
cials. It’s perfectly safe to assume
that by now more stations in more
markets are selling Sears.

Sears has built a comprehensive
library of parent-produced commer-
cials, to which more are added al-
most daily. The company travels spe-
cialists whose object is to induce
store or group management to take
the canned announcements. The loca-
tion of the store determines the level
at which this decision is made (in
metropolitan markets, advertising and
promotion function under a single
media head for all of the stores in
the market, while the managers of
isolated stores decide for them-
selves).

Management may opt to produce
its own commercials with local ad-
vertising agencies and production
houses (the 179 stations participat-
ing in the survey cited above re-
ported working with a total of 38
agencies on their Sears accounts).

While a year ago, a good percent-
age of Sears commercials were local-
ly produced, the figure has steadily
diminished as the company’s produc-
tion capability has increased.

At this point, most of the local
production still taking place does
not stem from individual store or
group management’s efforts to im-
prove on the parent library’s prod-
uct, but rather from geographical
differences influencing merchandise,
timing or empbhasis.

The great majority of Sears’ par-
ent-produced commercials are on
tape, and all of these are produced
at WGN Continental Productions in
Chicago. Two or three months ago,
Sears was producing commercials at
the rate of 40 a month. By last
month, that figure had risen to about
60 a month.

Sears has an office at WGN Con.
tinental Productions staffed with sjx
full-time people (producers, copy-
writers, clericals). And WGN has
nine men, not counting the crew,
who work only on Sears (producers
directors, production assistants).

WGN Continental turns out an av-
erage of two and one-half Sears com-
mercials per working day, has made
as many as four in a day. Sears has
four agencies in Chicago. Reach, Mc-
Clinton, which was the original, has
recently been joined by J. Walter

Thompson, Foot, Cone & Belding an

Ogilvy & Mather. Specific produe
categories are assigned to each agen:
cy, and commercial production is or-J
ganized to allow WGN to shoot one

agency’s schedule before starting on'
another’s. {

During shooting, supervision is in
the hands of an agency producer and"
a member of Sears’ broadcast staff.!
Final authority rests with the lat-
ter, part of whose job is to guard
against violations of Sears’ own ty
“code” (on camera, all women must
wear wedding rings, nobody smokes,
etc. )

Sears is hell on deadlines, and to"
make them WGN Continental must
do a lot of night shooting—but no-
body’s complaining, since Sears rep-
resents about 33 per cent of the pro-
duction firm’s volume.

The current vear is certain to see
more >ears slores in local tv, and
increased weight on the part of stores
already there. Indicative of the mam-
moth, $8 billion company’s involv!
ment with television is its recent es-
tablishment of electronic media de-
partments at the territorial level. i

Regional media office |

Tvpical, perhaps. is the office ofl
the electronic media department in
Sears’ big combination A-store and
territorial headquarters in Atlanta.

There, W. H. Baskin, director of elec-

tronic media, concentrates on devel-
oping area ground rules by which
Sears stores in the southern territory
can get the most out of their tele-
vision time.

On behalf of stores in Georsia,
North Carolina, South Carolina, Flo-
rida, Virginia. Tennessee, Alabama
and Mississippi, and parts of Loui-
siana, Arkansas, Missouri and Ken-
tucky, he wrestles with such piob-
lems as coordinating merchandising
and promotional efforts in adjacent
markets with overlapping tv signals.

Baskin’s office also serves as a
clearing house. collecting information
related to television advertising, eval-
uating it, distilling it, and shooting it
out to the stores in his territory.

“And until we've crystallized our
use of television.” Baskin says, “I'll
be putting in a lot of time advising
the stores on apportioning their total
advertising  expenditures, helping
them strike the strongest media bal-
ance.”

IU's apparent that Sears is in tele-
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jon to stay, and that it’s out to put
% many of its stores as possible into
hal tv. During 1969, look for this
{ogressive, money-spending  418-
yire operation to continue p roducing
smmercials for its library, to put
1)re stores in more markets into tv,
id to encourage those stores already
i television to become bigger users.
Is all in the cards at Sears.

All that glittered in retail tv dur-
iz 1968 was not Sears. In an aver-
e week, January through Septem-
Ir, J. C. Penney ran 369 announce-
2:nts compared with 190 on a similar
lge the year hefore—an increase of
{ per cent. And the same nine
wonths of last year found Mont-
ymery Ward running an average of

commercials a week, against 207

1967—a 19 per cent increase. By
le 1969, the company figures to be

hing toward 300 a week.

Penney, which produces its own
(mmercials in New York in a highly
ofessional manner at the rate of
sveral a week, has 1,070 stores. Each
yre manager captains his own fate

far as media allocations of his ad-
rtising hudget are concerned. He

n take the commercials New York
lers hiin or pass them up, as he sees

He’s his own local timebuyer.

Coming up to Christmas, 1968,
:nney was in some 200 v mar-
ts. December of this year should
e that number substantially in-
eased.

The dramatic increase in depart-
ent slores’ use ol television is easy

trace through a glance al the tv
ack records of major buying offices.
or example, the 29 BAR-monitored
‘ores fed by the powerlul Associated
lerchandising Corp. used 776 com-
iercials during a random week in
eptember, 1908, as against 405 the
‘revious September.

Individual one-week usage tolals
r AMC stores last September in-
luded 94 announcements for Foley’s,
louston; 77 for Sanger-Harris, Dal-
is: 760 for Rike’s, Davton: 74 for

t.azarus, Columbus.

Among the more consistent televi-
ion advertisers in the AMC stable
1as been Rich’s, the key retail account
n Atlanta. Rich’s, which goes the
nstitutional rather than hard-sell
‘oule, ran, in random weeks, 31 spots
rast April, 19 in May, 34 in June, 31
n July, 29 in August and 54 in Sep-
ember,

Other AMC stores in television on
|} regular basis are Davton’s, Minne-
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apolis, Woodward & Lothrop, Wash-
ington; Shillito’s, Cincinnati; Bran-
deis, Omaha, The Boston Store, Mil-
waukee; J. L. Hudson, Detroit; Car-
son Pirie Scott, Chicago; and Rike’s
Sanger-Harris and Foley’s.

“Television is definitely part of
our media mix now,” an AMC
spokesman told TELEVISION AGE,
“and we’re out to find better ways
to use it.”

To that end, AMC has staged tele-
vision seminars for its member-store
advertising and sales promotion ex-
ecutives, and has put together a reel
of outstanding store commercials for
their benefit. AMC is encouraging
its stores to produce their own com-
mercials, rather than take manufac-
turers’ canned stuff and tag it.

More retail in 69

\MC stores which have broadcast
specialists on their staffs include
The Boston Store, Lazarus, Wood-
ward & Lothrop, Shillito’s and Day-
ton’s (with a five-body bhroadcast staff
including executive and associate pro-
ducers and a timebuyer, Dayton’s has
produced some 65 commercials dur-
ing the past 18 months).

Eighteen members of the big Al-
lied Stores buying group have made
the tv scene in BAR’s 75 markets.
Among the biggest and most con-
sistent users have heen Jordan Marsh,
Boston (32 spots in a random week
in May, ’68, 17 in June, 21 in July,
10 in August and 28 in September) ;
Maas Brothers, Tampa; Joske’s,
Houston and San Antonio; and
Pomeroys in Harrishurg and Levit-
town. Projection for Allied is more
stores on tv in 69 with more an-
nouncements.

About 10 of Frederick Atkins’ 43
member stores are using television on
a regular basis, among them Wana-
maker’s, Philadelphia; D. H. Holmes,
New Orleans; Hochschild-Kohn, Bal-
timore; Weinstock-Hale, Sacramento;
Blass’s. Little Rock; Vandervoort’s,
St. Louis; and Ivey’s, Greenville.

I'or the past five years, television
has been discussed at each of the
group’s semi-annual sales promotion
meetings. At the meeting which took
place this month, a tv seminar was
slaged.

“With us,” said an Atkins adver-
tising spokesman, “it's no longer a
uestion of should we use tv, but of
how can we use it most effectively.”

Like most other buying groups,
Atkins includes the tv experiences of

its stores in its monthly “idea-ex-
change” hulletins to members.

A random week last September
found Mutual Buying Syndicate
stores in BAR markets running 329
commercials. Mutual is trying to
lead as many of its 100 stores as it
can into lelevision, “not only be-
cause il’s the modern way to go,”
according to an MBS advertising
man, “but hecause you can’t get the
coverage vou need in newspapers as
stores branch more and more into the
suburbs.”

New retail trend

One MBS member holds what may
well be a record: The Boston Store in
Utica, N.Y., has heen on tv every day
except Saturday for 16 years.

At least one huying organization,
Arkwright, has produced a syndi-
cated commercial for its stores, there-
by starting what could build into a
trend in 1969. It was a 60-second
Russ Togs color film (the last eight
seconds blank for tagging), shot
last October on location in Central
Park. Arkwright did the story board,
retained camerman and production
house, made the film, and then sold
it to Russ Togs.

About 25 Arkwright stores took
the commercial, paving only their
own time costs. In markets where
Arkwright members couldn’t swing

WDTV

COVERING A

VITAL

area of
Central W. Virginia

WDTV

FAIRMONT,
CLARKSBURG,
WESTON,
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the time (among them: New York,
Chicago, Los Angeles), Russ Togs
was free to make the film available
to non-Arkwright stores.

“We gambled with our own money,
and we won,” says Arkwright vice
president A. Ferris Spear, who con.
ceived the idea and carried it
through. A devout believer in tv,
Spear has eight or nine other re.
sources interested in going the syn.
dicated commercial route so far this
year, plans to show them the Russ
Togs filin as part of his presentation.

Two or three a month?

He'd like to produce two or three
commercials a month this year,
eventually build a library of both
specific merchandise announcements
and films keyed to basic institutional
merchandising events— anniversary
sales, white sales, Father’s Day,
Easter, etc.

Spear would like to see Arkwright
stores heavily in television, feels they
should set up on-going schedules with
local stations, taking a percentage
of their ad budgets away from news-
papers and allocating it to tv.

Iarlier this month, sales promo-
tion executives from Arkwright stores
gathered in New York for a seminar
focussed on television.

For some individual department
stores, 1968 was the year of the
great leap forward in tv—for ex.
ample, Famous-Barr in St. Louis.
This key account spent $10,000 on
the medium in 1967—alout $200,000
last year, a goodly chunk of which
was freed up when Famous-Barr
made the monumental merchandising
decision to drop its traditional Christ-
mas catalog (400,000 were mailed in
1967) and take to the tube in a big
way.

The store’s agency, Creative Con.

sultants, made more than 50 one-
minute tapes—all in color, all fea-
turing regular-priced merchandise.
Between Thanksgiving and Christ.
mas, Famous-Barr ran 1,000 60s,
using four stations. The store is cur-
rently researching the results of the
campaign, will predicate its future
television and catalog moves on what
the research shows.

Wanamaker’s, Philadelphia’s lead-
ing department store, which ran a
saturation, three-station campaign of
60s and IDs for Christmas, has De-
come a believer under the general-
ship of tv-oriented Benjamin Doroff,
executive vice president in charge of
sales promotion.

“We're very interested in televi-
sion,” says Doroff, “and we’d be
foolish indeed to think it’s not going
to become more and more important.
We're increasing our budget for tv
significantly this year.”

On Dorofl’s staff is Mrs. Alice Gil-
liam, whose title is television coor-
dinator. Mrs. Gilliam works with
Wanamaker’s agency, Powell, Scho-
enbrun, in creating commercials and
with manufacturers in setting up co-
op.

“Our goal,” says Mrs. Gilliam, “is
to create commercials that are un-
mistakably Wanamaker, and that
sell merchandise while selling the
store.”

Although television still runs a
distant second to newspaper advertis-
ing among department stores, the fu-
ture seems to be on television’s side.
Here are five-year comparative fig-
ures for department stores’ expendi-
tures on tv-radio and newspapers—
shown as percentages to net sales—
as published in the National Retail
Merchants Association’s annual Mer-
chandising and Operating Results:

TEL RA PRODUCTIONS HAS THE KNOW HOw
AND CREATIVENESS TO MAKE YOUR NEXT
PRODUCTION A

PIONEER MOTION PICTURE PRODUCERS OF
ALL SPORT FILMS.

TEL RA P RODUCTIONS, INC,

344 North Street, Philadelphia, Penna. 19102

WINNER.

215-L0 9-3920

84

Medium 1963 1964 1965 1966 19
Papers  2.35 2.20 2.05 2.07 2,
Tv-radio A3 10 13 16 |

That department stores’ use
newspapers has been dropping
borne out by the monthly “New
paper Advertising Trends” publish
by Media Records, Inc. For the fir
10 months of last year, there was a
almost unbroken pattern of declir
in department store newspaper lir}
age compared with 1967 (the onl
uptrending month was September|
To-date change through October wa

5.7 per cent. .

In contrast, department stores arn|
increasing not only their use of tele.
vision but their drive toward expel
tise in the medium. The Television
Bureau of Advertising is a good!
barometer of the trend. Howard|
Abrahams, TvB’s knowledgeable viel
president in charge of retail, has been
invited to address sales promotion
meetings of the 125-store Arkwright
group, the 148-store Felix Lilienth
buying group, the 400-store Bel
chain of junior department stores
and the 13 May Co. stores, and AM:
housewares buyers.

“It’s all by invitation,” smile
Abrahams. “That’s the big switch
now they’re asking us!”

TvB was instrumental in pioneer
ing local tv through inducing advers.
tisers to answer dealers’ resistence on'
the grounds of expense and complex-
ity with wild footage and finished
commercials ready for local tagging:

The cost of production—one of
local television’s major hangups—
is slowly being overcome in other
ways—co-op, for one, as more and
more manufacturers realize the value
of sustained schedules and the im-
practicality of expecting immediately
measurable results. The development
of production capability by an in-
creasing number of stations (WNEW-
TV New York is about to take this
plunge) is.also helping to bring costs
into line for retailers.

Although retail rates are available
in many markets, time costs remain
a stumbling block to medium-sized
and smaller department stores, and
to most specialty stores. The iso-
to most specialty stores.

The current year should see local
television move solidly ahead, im-
proving on its excellent performance
of last year, with retail odds-on to
lead all local categories in percentage
gain. .

i
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50 Much
{appened
n1968,
VMAQ-TV

leplayed It.

It's difficult to recall a year quite as tumul-
tuous, quite as difficult to follow as 1968.

To help bring order from the confusion of
events, WMAQ-TV, the NBC owned tele-
vision station in Chicago, presented “1968:
Year Unpredictable,” an unprecedented,
8" hour telecast on December 28th re-
viewing the year’s major happenings.
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Global, national and community affairs
all were covered, clarified and put into
perspective by this day-long summary
prepared by WMAQ-TV and NBC News.
Chicagoans en masse tumed RIS
to WMAQ-TV on December @
28th to be informed.
Just like every other day.

IIIIEIII'

-en-son . P ovee .~;,:; g ”.--.—k" -
ag ] ] e =
ssssspBEs '

= " ~ - c =D

3 ’ ¥ % ?
r L 3 ] H .
. - s » . J B A

<

lews leadership: another reason viewers depend on the NBC Owned Television Stations.
/NBC-TV, NEW YORK |WRC-TV, WASHINGTON, D.C | WKYC-TV, CLEVELAND |WMAQ-TV, CHICAGO|KNBC, LOS ANGELES
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Commercials (From page 35)

such as in lighting and technique.
At the same time, however, the new
directors brought in many new ideas.

The use of multiple images was
often seen during 1968 and several
producers suggest that this might
have been influenced by films such as
The Thomas Crown Affair.

In order to keep production costs
down many direciors turned to
tighter shooting (eliminating heavy
set costs) and to quick cuts and other
effects.

If ’68 was a year for experiment-
ing, several commercials producers
have mixed views about what the
trends will be in ’69.

Goodnoff expects to see experi-
mentation continue for a while. “In
fact,” he said, “diversity in itself may
become a trend. There is always the
possibility, however, that hy the sec-
ond half of the vear one trend will
become predominant.”

MPO’s Susman feels that while
liberty was given o the directors to
do their own thing in ’68, the coming
year will see the emphasis placed on
producing commercials that sell
though they may not necessarily win
awards.

“There is greater client attention
to the fact that their advertising mes-
sages must be properly transmitted.”

Motion Associates’ Paul Minor sayvs,
“There’s going to be a lot of shot.
gunning in ’69. A lot of zany and
different things are going to be going
on.”

Minor also feels that the voung
directors will be a major force in the
coming year. “Because they are paid
less, they can spend more time on
any one commercial. The result is a
more personal, carefully worked on
advertisement.”

Tele-Tape’s Witte agrees. “There
will be an increase in the use of
young directors who can do a good
job for less. Agencies often rely on
top people as an excuse for failure.
If a commercial is a flop they can
always rationalize this by saying they
had used the best people.”

Witte feels, however, that with
the current developing trend toward
cost culling, more and more agencies
will rely on these younger directors.

€ new year is also going to see

the greater use of sound tracks if
Witte is any kind of prophet.

“This year some brilliant things

86

will be done with voice, music and
eflects. Agencies are beginning to
realize that you can reach more peo-
ple with sound than vou can with
picture. Very often people don’t
watch the commercial, but walking
out of the room they can certainly
hear it.”

PGL’s Jack Goldsmith is enthu-
siastic: “In ’69 we’ll be adding good
ingredients to an alrveady existing
business.

“There’s a very exciting vear ahead.
We’ve had a very good year with the
young directors and I see in the fu-
ture a continuance of extremely crea-
tive commercials.”

As creative as the commercials
were in ’68, and for whatever reasons,
the creativity in 69 will have to come
from pre-planning and not from
lucky free-shooting.

Cost controls

Clients and agencies are cracking
down on the high costs of commer-
cials production. It appears that dur-
ing the coming year there will he con-
siderably less location shooting, fewer
heavy sets, and a great deal more
planning.

Commercials production costs have
soared during the past few vears.
With the introduction of color into
commercials production both the
client and the agency tend to seek
“arty” footage. As a result, more
footage is shot, which means close to
$1 a second of shooting time for raw
footage and processing.

Color has compounded the prob-
lem in a second way. Because color
requires more light than b&w film,
additional studio lights (which re.
quire more sel-up time) are needed.
On outdoor shots the number of
hours available for shooting are re-
duced because color film demands
more daylight. (For a discussion on
driving down commercials costs see
Cutting commercial production costs.
TELEVISION AGE, October 7. 1968.)

The overtime or additional days of
shooting that result account for the
major increase in production costs.
Add to this increases in union rates
for technical specialists and actors
and higher equipment rental prices,
and it’s easy to see why commercials
costs have skyrocketed.

Commercials producers agree that
pre-production planning will account
for major savings during ’69.

PGL’s Goldsmith feels that there

will be better use made of shooting
time this year. “Lots of times in pre
production meetings things are talke|
about that would never be used in
the actual production, but they ar
shot anyway. This type of planning
will not continue.”

Pelican’s Dunford said that while
there will be less free-shooting and
more pre-planning, big advertisers
are now arranging quantity deals
with studios.

Procter & Gamble is well under way
with its cost control program. Several |
production companies report that
P&G ofhcials have held meetings with
them to work out details on a “cost
plus” method of payment.

Under the system the production
company would be guaranteed a cer-
tain profit over an agreed-on price.l
If the commercial is produced for
less, the difference is returned to P&G.

One complaint of producers, how-
ever, is that there is sometimes a
disagreement over what is an addi-
tional cost, and who must pay it. -

One production company head said!|
that he could “live” with the P&G
svstem. Another said merely that he
“understood” P&G’s position.

Other agencies and clients are also
altempting to arrange quantity deals
with producers.

More equipment J )

While producers have been looking
to cut costs at the client end, their
costs have been going up, and one
factor is the new equipment, intro-
duced in "68, they have invested in.

At the film level the changes have
been small. but video tape producers
have been offered a considerable
variety of new equipment.

Video tape recording and editing
devices are the really big equip-
ment news of ’68.

Last March, Ampex introduced its
HS-200, a computer controlled disk
recording svstem that records frame-
by-frame color animation and per-
mits the operator almost immediate
access to any recorded frame {rom a
push button editing console.

The system, which is designed spe-
cifically for producing television
commercials, has several features.

The system plays back recorded
material al normal, fast and slow
speeds, down to stop action, both
forward and reverse. The system's
programmer enables the operator to
assemble recorded material in any
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| der, insert program material from
" | er sources and add special effects.
" RCA introduced in 63 their TR-
B video recorder that switches
' yrough a sensing device either to
Izh-band or low-band color or low-
Ind monochrome operation to match
‘42 standard used in recording the
jogram. The TR-70B also features
idevice that permits the electronic
¥ jirking of tapes at stop and start
(e points.
RCA introduced this vear a tape
» {iting programmer. The unit is said
L { make the editor more efficient
+ nce it presents editing points. This
tows the editor to preview his cuts
[fore they are actually made.

Portable cameras

New color cameras. the majority of
nich are low cost and portable, were

+ 130 news in 1908.

1 One of Ampex’s new models which
ns available last Spring is its two-
ihe BC-100. This new 35-lb. camera
in be used remotely in places where

is inconvenient or impossible for
inventional cameras to operate.

In the late Summer, Ampex made
railable the BC-200. which is the
‘g brother to the BC-100.

The BC-200 is important in that
is lower in cost and weight than
mventional studio cameras. While
is the studio version of the BC-100.
is still highly portable and could
- used remotely. In any case the
‘o-tube color camera could add
«xibility to commercial production
cilities.

Noreleo’s “Little Shaver™ is another
'w portable camera which is suitable
v remote work. Together with a
ick pack recorder the camera pro-
des an extremely flexible and porta-
e arrangement.

In early "69 the International Video
rp. will have ready for delivery
eir IVC-200 color camera. The 65-
.. three-tube camera priced at about
20,000, is light enough to serve as
remote camera.

Weighing in at just under 100
»unds (without lens) is RCA's entry
or 68, the TR-1IA. The three-tube
imera is priced at almost $75.000.
he new camera will serve as a studio
* field camera. and foldaway han-
es in the head will facilitate remote
‘t-up.

Paving the way for future color
umeras is the RCA one-tube color

‘levision camera introduced in No-
*mber.
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Because this new camera is de-
signed for closed-circuit operations,
it is highly probable that this may
find a use in testing video tape ideas.

CBS Laboratories have developed
the Minicam cameras. The broadcast
color version, Minicam VI is mar-
keted by Phillips. The unit can be
operated with a backpack recorder
and small monitor or used with cable.

New in film

Several developments in the film
area also marked 1908.

From Kodak comes the Eastman
1635 Video Color Analyzer. Intro-
duced in November and available in
early ’69, this device enables the op-
erator to determine in seconds the
necessary color and density correc-
tions for all Kodak and Eastman
motion picture films.

Four new professional films were
also introduced by Eastman Kodak
during 1968.

The Eastman color reversal inter-
mediate film types 5219/7249 allows
duplicate negatives to he made in one
operation. This can be utilized in
tv for tv commercials to be used in
large - scale campaigns. A 16mm
reversal duplicate negative would be
struck as the printing master. and
release prints made on color print
stock from it.

Eastman color negative film tyvpe
5254 will enable photographers to
shoot under low-light conditions with
the advantage of an additional cam-
era stop. The new film has an expo-
sure index of ASA 100.

Eastman color internegative film
types 5271/7271 oflers processing
compatability with Eastman color
print films. What this means is that
the film can be processed with print
film without changing the processing
machine set-up.

Eastman direct print film types
5360/7360 will permit the making of
b&w duplicate negatives in one lab
operalion using conventional single
development process. While not of
release quality, the film is acceptable
for making work prints.

Thus, with improved technology,
backlogged production for animation
and a generally good outlook, com-
mercials producers have little to com-
plain about. The increasing eflorts by
agencies to keep a tight rein on costs
may cul their income a little initially
but in the long run will provide a
healthier climate for commercials

production. | |

Syndication (From page 33)

tures telecast locally; 815 of these
were on late night periods, 534 in
early shows, and 473 in primetime.
By far the greatest number—I1.211
—were in morning or late, late shows.

Yet, to have a good vear, distribu-
tors of features must sell the custo-
mers who can pay the most—the
networks, their top affiliates and the
leading independents. Currently, de-
mand from these sources is off.

As indicated previously, the up
and down nature of film distribution
provides hope that a rise in sales will
be forthcoming.

Success is, of course, the fuel that
keeps the fires of demand burning
brightly. Unfortunately. there are in-
dications that movies have lost the
edge of their popularity on the net-
works, though the figures are far
from conclusive.

Network ratings and shares for
motion pictures early in the 1963-69
season are off somewhat. Nielsen
ratings through November 21. were
down 16 per cent, and shares down
14 per cent from a comparable period

DIVORCE COURT

lands with

IMPACT

in market
after market

In Indianapolis

DIVORCE COURT

sent

share up 67%
homes up 94%
adults up 78%
women up 115%

over the program previously
in the time slot

on WTTV,

Monday through Friday,
8-8:30 p.m.

ARB: OCT, 1967 vS. OCV, 1966

“Divorce Court”

consistently delivers
more homes, M
more women. . Cherchez
Les Femmes
30 Rockefeller Plaza
FILMS pNew York, N.Y. See page 47




in 1967, according to figures com-
piled by the CBS research department.

This decline has been attributed
to many causes. George Mitchell,
vice president and general sales man-
ager of Warner Brothers-Seven Arts,
feels that the presidential elections
may have interfered with habitual
viewing patterns early in the season.
Other informed observers believe
that viewers may simply be saturated
with features.

Regardless, doubts, niggling though
they may be, have been created as to
the pulling power of features on the
networks. The big question today is
whether NBC-TV will cut back its
third night of features next season.
The jury, of course, is still sitting,
and no decision will be made until
much more evidence is gathered. At
the same time, talk at CBS-TV and
ABC-TV of a third night of features
has all but ceased.

Meanwhile, average movie ratings
on the networks are still running
well ahead of the overall program
average. Moreover, researchers be-
lieve they will pick up even more, and
that reruns of movies may rate much
better in the Spring of 1969 than
they did last year. There is also a
theory that the networks are spread-
ing their better feature product over
a longer span, rather than bunching
the hot ones early in the season.

Yet one feature film expert now
laments, “The golden days of tv fea-
tures have come to an end. You can’t
make the same kind of deals. You
can’t sell the big movie specials any-
more. You can’t get the same favor-
able terms.”

He noted that MGM-TV last Sum-
mer had tried to sell a large package
of features to the networks and
pointed out that no deal was made
because MGM-TV could not get any-
where near its asking price.

On the other hand, Screen Gems
sold a package of features to CBS.
TV late last year.

The market for top grade featires
obviously exists among networks, but
the market for second- and third-
grade product has been trimmed
considerably. Such films can be sold
to stations, but at much lower prices.

In addition, more than 500 features
were released into this market in
1968, of which MGM.TV alone put
together a package of 145.

In syndication however, the out-
look is for a much greater amount
of new programming. There will be

83

talk and talk-variety shows, game and
audience participation shows, a few
first-run off-network film packages,
and a host of specials, some new and
many old.

Trans Lux Tv, for example, is
considering an Arlene Francis talk-
variely stanza with a service feature,
and Paramount Tv is playing around
with two talk stanzas, one with over-
tones of soap opera. Twentieth-Cen-
tury-Fox has Whatever The Twain
Shall Meet, starring Burgess Mere-
dith. Screen Gems is considering a
concept close to Laugh-/n. Filmways
Tv will produce a series of specials
featuring Negro stars. From England
will come more of The Avengers to
be distributed by American Interna-
tional.

The most important first-run off-
network property will probably be
ABC-TV’s Peyton Place, which, in all
likelihood, is in its last season. In-
dependent Television Corp. will be
offering Man In A Suitcase, already
televised on ABC-TV but with 14
new hours of the 28 in the package.
Another vear of What's My Line is
being produced as is another group
of Divorce Court.

Production catching up

Production is catching up with de-
mand for specials. as is usual in pro-
gram cvcles. Four Star and Screen
Gems pioneered in this syndicated
program concept. Now a large num-
ber of first-run, off-network specials
have heen made available.

The market, some sav, should
start becoming sated by 1969, though
a heartening development is that
many regional and national clients
continue to find specials valuable.
ITC, for example, sold Spotlight for
eight western markets to Pacific
Power & Light, and to Wetterau
Foods for the same number of cities
in the Midwest. Four Star sold Some-
thing Special to Celanese for 50 top
markets. All the leading syndicators
have salesmen working on prospects,
and the likelihood is that the volume
of such business in 1969 will be
greater.

The station market for animated
programming  remains  depressed.
“There is no indication that the mar-
ket for children’s programming will
improve in 1969. For cartoons, the
bloom is off the rose,” observes
Richard Carlton, executive vice pres-
ident of Trans Lux Tv.

Attractive network buys have gen-

erally cut into the limited sponsorsh
prospects for local children’s pr
gramming. The syndicators, therefor
find themselves with one station in
city which features such shows j
stead of the two or three that fo
merly used it—a dramatic reductig
in sales potential. Yet, Trans Lux 1T
is producing another cartoon serie
The Adventures of Snip, a series ¢
130 five-minute shows which conces|
trates less on a strong action than th
old type of product.

Many syndicators feel that, by anj
large, prices have not kept pace witl |
the rising cost of program production
or of station time. Unfortunately fo
them, the syndicators continue t
operate in a buyer’s market. Only ¢
very exceptional program command
a premium. Not only must such show
deliver ratings, but they must al
deliver satisfactory demographics—
an  overwhelming  proportion
adults as compared to children.

Another factor affecting prices i
the competitiveness of the marke
Normally, the more the competitio
the better the seller’s position, bu
UHF stations, many of which ar
only beginning to compete wit |
VHFs cannot pay too much for synd
dicated programs. Though they con
stitute a large market, they are no
vet a very profitable one.

Syndication today is a business i
which the major contenders operat
from a power hase. For example
molion picture companies distribut
first-run, off-network product. ITC ha
its program base in England an
frequently also places its programs o
American networks before they g
into syndication.

Now starting is the era of the
“supergroups,” groups of station
groups which combine to provide pro-
gramming and profit for themselves.
The most recent combination is that
of Taft Broadcasting and Metro-
media, the first as producer and the
second as distributor of Pay Cards,
a game strip on tape.

The next big step may be a com-
bination of the supergroup with a
large motion picture company. The
latter might act as distributor and
also as co-producer. The risk would
be limited for both. 20th-Century-
Fox is interested in this sort of ar-
rangement. Syndication may yet pro-
vide more novelty in its solutions to
production and distribution problems
(as per the supergroups) than in the
programming itself. u

Television Age, January 13, 1969

‘——




"Copy Clinic” Bulletins help media

- identify areas of VEES
primary buyer interest S

- sharpen sales approaches
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Bruce Small Dave Keegan
MacManus, John & Adams, Inc. Thomas J. Lipton Co.

Agency media executives, account executives, company
advertising and media managers in Chicago and New York
have a natural interest in all useful information that media
see fit to provide for their convenient use in the Service-Ads
they place in SRDS.

The constructive suggestions they make, as they review
media ads, can help you sharpen your sales approach in
all segments of your total communications efforts designed
to seill your medium.

}:rits” (én:a'ulklil ordon Gredelt ¢
inton rank Inc D'Arcy Advertising Co.
e & In SRDS YOU ARE THERE

selling by helping people buy

STANDARD RATE & DATA SERVICE, INC.

5201 Old Orchard Road, Skokie, lllinois 60076

| STANDARD RATE & DATA SERVICE, Inc., 5201 Oid Orchard Road,
| Skokie, lllinois 60076 — Phone: 312 YO 6-8500

| Please send me current issues of ‘‘Buyers Eye Your Ads'’ containing panel-
| ists’ comments on:

¢

| O Broadcast [0 Consumer Magazines
| [ Business Papers [0 Newspapers
: Name
| Title e
S I Company
ick Cornwell Bill Schink Bud Trude l ) -
i:1anese Chemical Co. Basford, Inc. Young & Rubicam | Address
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Coming Soon!

1969 TEN CITY
MAJOR MARKET GUIDE
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ike many media directors todav,
= Malcolm Gordon of Ross Roy
New York, Inc., is tussling with
e problems of how to make buyers
ore eflective. But he has one ad-
mtage. Recently installed as media
rector of the agency, he can take
fresh look at his operation without
sing encumbered by established
ays of doing things and the habit
reacting to the same problems in
e same way.
One decision already made is to
rn broadcast and print buyers at
RNY into all-media buvers.
Gordon is well aware of the mar-
t specialization moves that have
een made by Young & Rubicam and
e fact that clients like General
oods and Bristol-Myers are divid-
1ig  market-buying chores among
leir various agencies.
While Gordon says he’s keeping
n open mind on the question, he
not favorably disposed toward
secialization. In addition, he points
nt, in an agency the size of RRNY
billings are in the neighborhood of
10 million), there are not enough
iedia personnel to emplov special-
its efhciently.

N evertheless, he does not rule out
the possibility that as the agen-
v grows (and Gordon has no doubts
at it will) he may move toward
pecialization.

A factor here is the growing in-
olvement of RRNY with tv. Gor-
on estimates that ahout 60 to 05
rer cent of the agency’s billings are
n video. This is mostly accounted
or by Borden brands, including in-
tant and ground Kava (an “acid-
ree” coffee) and White Lamb paper
liapers. There are also some Borden
wands in test markets.

The three brands mentioned were
aunched by RRNY not too long ago
nd, needless to sav, if sales go well
vith them. RRNY can expect some
‘angible benefit in the way of other
business from Borden. It is also ob-
ious that the agency is up against
wo strong marketing competilors—
seneral Foods with its coffee line
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In the picture

and Procter & Gamble with its Pam-
per diapers.

ne of the decisions Gordon must
0 make is what to do about
RRNY’s subscription to the Telmar
Communication Corp.’s computerized
media evaluation, selection and
scheduling service. This is a shared-
time system with remote equipment
at the agency end. It provides media
buyers with reach and frequency da-
ta in addition to a more sophisticat-
ed program called Mediac, which will
provide, among other things, a rec-
ommended media list and scheduling
pattern.

Gordon says that so far the serv-
ice appears valuable. “I’s been a
great time-saver.” But he still wants
to examine the service more care-
fully.

Not one to make hasty decisions,
Gordon is also mulling over the
question of the timebuying services.
He hasn’t used them either at RRNY
nor did he do so at Fuller & Smith
& Ross, where he was previously
media director, but he is “consid-
ering” their capabilities. He feels,
however, that their importance will
decline and that in the future they
will tend to be used by smaller ad-
vertisers and agencies and by larger
agencies for special jobs and to
handle the occasional overflow dur-
ing times of heavy buying.

Hc- is not convinced the time-
buving services should be able
to do a better job than agencies, but
he also feels that, perhaps, they
would not have become as important
as they did if agencies had been
tougher in their bargaining with sta-
tions. He believes that now agencies
will be sharper in their negotiating.

Gordon also believes there is a
certain amount of wvalidity to the
claim of the services that their de-
tailed knowledge of markets, sta-
tions and rate cards enables them
to perform professionally. “Buyers
must know their markets well and
definitely know how to negotiate.”
It’s clear in his mind that the moves

Malcolm Gordon
Shifts to all-media buyers

to market specialization were af-
fected strongly bv the discount mid-
dlemen.

The RRNY executive sees agency
timebuying improved by what he
sees as a definite rise in salaries for
buyers. This started before the time-
buying services were in the picture,
he said, and was escalated by a short-
age of good people and an increase
in media personnel to handle a ris.
ing volume of broadcast buying. He
estimates that a buyer with two vears
experience can earn from $9,000 to
$12.000 a year today at a medium-
size agency.

Gor(lon started in the business
with Benton & Bowles, which
he chose himself after writing to a
number of agencies when he was
fresh out of the army in 1938. As
an executive trainee he worked as
a media analyst and then became an
assistant buyer.

He remained at B&B for four
vears, handling such accounts as
American Safety Razor, Mutual of
New York. IBM and Philip Morris.
Then he went to Doyle Dane Bern-
bach as a senior buver, the same job
he had had at B&B. There his ac-
counts included Rival, General Mills
and Clairol. After a vear, he shifted
to FAS&R as a media supervisor.

At the latter agency, he supervised
the buying of business advertising
in addition to consumer media.
F&S&R places more business adver-
tising than any other agency, but
also uses a considerable amount of
tv. n
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As a post-mortem to the furor
over the interruption of the Jets-
Raiders foothall game by Heidi last
November 17, we offer some com-
ments culled from among 133 letters
sent by the fourth grade class at St.
Fabian School in Farmington. Mich.,
to wwJ-Tv Detroit, some of them re-
markably perceptive, if a little weak
in the grammar department.

Said Patricia Gasser, “Everybody
enjoyed the movie even our dog.”

Reported Tim Donovan, “Every-
body in our eclass almost watched
vour good show.”

Cost-conscious Lois Chorkey esti-
mated, “The movie must of costed
100’s of dollars.”

Skeptical Alynn Priebe asked, “I
would like to know if it was all true,
half true, half false and true or all
false.”

In a letter addressed to Timex.
the show’s sponsor, Alan Belanger,
speaking of a commercial, said, “I
liked the one about the lady putting
on lipstick and when they were drink-
ing wine.”

Another youngster who found ex-
citement in the commercials was
Ralph Downey: “The scenery is good
and the diver is excellent. I’ll bet
your selling a lot of watches.”

Appreciative Janine Cutcher wrote,
“All the people in the story acted
very good.”

Patrick Bigos concurred: “I think
Clara’s acting was tremdous.”

Why all these letters about Heidi?
Billy Pichurski shed some light: “It
was our inglish assignment to write
this letter.”

* L *

One of the anti-smoking messages
on television came from Jackie
“Moms” Mabley, who said, “Neyer
smoke in bed. The ashes that fall on
the floor could be yours.”

* * *

Jim Nabors of CBS.TV’s Gomer
Pyle—USMC says that, as a star,
he’s a split personality.

“One of me just can’t believe the
whole thing. It’s like waking up in
the middle of a happy dream and try.-
ing to go back to sleep quick so you
won’t lose it.

“The other me is more objective.
Making a success in show business

92
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is like getting a big promotion on a
job. You get more prestige, more
authority, more money-—and you
also get longer hours, more work
and more responsibility. It evens
out.”

Maybe if the him that wakes up in
the middle of a happy dream also got
more prestige, more authority and
more money, it wouldn’t try to go
back to sleep.

* * *

Of topical interest is the follow-
ing editorial from Taft’s wrvn Co-
lumbus:

“Our 1968 ‘Good Judgment Award’
goes to the Commissioner of Health
in the city of Philadelphia. This ob-
viously intelligent individual said re-
cently that the lady of the house
should take on the job of shoveling
snow.

“We applaud his insight on this
matter. But the Philadelphia Health
Commissioner also explained why he
offered such advice. He explained
that if men do decide to shovel snow
this winter, they should not do so
one hour before or after eating. And
he said men should never shovel
snow before or after smoking or
drinking.

“In other words. . . . There’s just
no time of the day or night when a
man can meet even the basic require-
ments of a serious snow shoveler.”

* * *

An item from CBS-TV says:

“Jack Lord, star of Hawaii Five-
O, reads cookbooks the way most
people read novels. He and his wife
are cooking enthusiasts.”

We never would have guessed.

+* * *

Among the 25 new members in-
ducted into NBC’s Twenty-Five Year
Club last month was Marie Freda of
press and publicity.

She remembered a day in the ear-
ly 50s when she was working in the
stenographic department.

“A new girl was being broken in
and it happened that she was left
on her own during the lunch hour.

“When we got back, she was asked
if anything happened while we were
gone.

““Not really,” she said. ‘Just a call
from some general’s office requesting

a typing job. I told them we didn
do work for the army.’

“As you might have guessed, tl
general in question was General D
vid Sarnof, then NBC board chai
man.”

* * *

While taking a sabbatical from t
last year to make two movies on th
West Coast, Jackie Gleason recalle
recently in the comfort of his Soutl
Florida habitat a “funny thing” tha
happened  during the
breather between movies.

“Some friends and 1 decided t
take a cruise to Ensenada, Catalina
Mission Bay and some other pla
off the coast. Since we’d be away
for a week or so, we needed a che
and some food.

“Well, after the first day ou
I realized our ‘chef’ was not a che
but a fork lift operator who some
how found his way aboard. And t
top that, the poor soul spent $1,8
for food supplies. A boatload o
Gleasons couldn’t put that much food
away.”

Wodest.

% * *

Paul Hartman, featured on May-
berry R.F.D., recalls, “I broke int
vaudeville with the family at the ag
of two. At age five my father paid
me a $5 gold piece every week and
I always gave it back to him to keep
for me. It was years before I found
out I was getting the same gold piece
each week.”

That’s why they got unions.

* * *

In working on Down to the Sea in _
Ships, a “Project 20” special which
was aired on NBC-TV December 11,
Richard Hanser, principal writer, be-
came fascinated with the number of
sea-going expressions that are now
part of the language, though few
realize their derivation.

The expression, “son of a gun,” for
example. goes way back. In the
early days sailors were allowed to
keep their “wives” on hoard. The
term was actually used to refer to
children born alongside the guns of
the broadsides. In fact, the expres-
sion questioned anyone’s legitimacy.

Watch out, Joey.
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We Hunt you should,
for the best... too.

We look at hundreds of plump television programs, then pick the ones
that are firm and vine-ripened. We simmer down as many as a hundred
pounds of these beauties to select a single half-hour of thick, rich-tasting
television. It may take us a little longer to hunt {or the best, but that’s
what makes KPRC Television KPRC-TV.
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A new “look"—and a new “sound”/

A television news leader for two decades, WMAR-TV is
still ahead of the field with Maryland's only full color news
report and Maryland's only television colorfilm laboratory.
An augmented staff this S€ason expands and intensifies
Channel 2 news co.verage of the Maryland scene

No Wonder. .. In Maryland
Most People Watchc F

WMAR-TV G
CHANNEL 2, SUNPAPERS TELEVISION

TELEVISION PARK, BALTIMORE, MD. 21212
Represented Nationally by KATZ TELEVISION
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In the above photograph
(left to right):
Richard Strader, Weather
Man; Chuck Richards
News Reporter; Ron
Meroney, Weather Man:
George Rogers, News
Director; Jack Bowden
News Reporter: Jack
Dawson, Sports Director:
Susan White, Special
Feature Reporter, Perry
Andrews, News Reporter

b

et B o W e —

¥

. SR




