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g QAII hail the half-hour comedy”

to quote Viewpoints in Television Age
January 13, 1969, which continued: “Ac-
cording to the latest (network) rating an-
alyses, the leading category of prime-time
programming is that little old moribund
half-hour situation comedy.

Now anybody can be wrong in show
business. About 50 percent is a sensational
batting average, no matter what they say.
It’s the smart programmer who looks at the

facts and takes advantage of them. 9 ’

We would like you to view these recent facts about

PLEASE DON'T EAT THE DAISIES:

:fartnily situation comedy not to be overiooked if you really want big audiences
ny time.

Leads Time-Period in Jacksonville, Mon. 7-7:30 PM WJXT. 35 rating and 69%
share with 57% adult viewers. Ranks third in homes reached among all half-hour
time-periods during the entire week on WJXT.

First in Reno Wednesday 7-7:30 PM on KCRL. 27 rating and 53% share, most total

women viewers and most 18-49. More than doubled rating of program in time-
period last year. ‘

Numbgr One Program 3:30-4:00 PM M-F Phoenix, KPHO. 8 rating and 45% share,
tops Mike Douglas, Steve Allen, Dick Cavett.

Best Afternoon Program on KTLA, Los Angeles 4:30-5 PM M-F. Rating
twice the station’s noon—5:00 PM M-F average, topping Dobie Gillis,

Ozzie and Harriet, Mr. Ed, Real McCo I
_ , Mr. Ed, ys, Leave It to Beaver, PDQ, =
Bewitched, Love That Bob and Highway Patrol. “W

Mos{ 18-34 Women Viewers WITI Milwaukee, Saturday 6-6:30 PM.
9 rating and 27% share with over 55% adults.

Largest Sharg of Any 8:30-9 PM Programming on WMC, Memphis.
Number One in time-period 8:30 Thursday with a 23
rating and 43% share. Over 55% are viewers over 21.

Call us today for full facts on all-color Please Don't Eat the Daisies.

(All ARB November 1968)
1%
( ™)

MGM

TELEVISION
New York. Chicago. Culver City. Atlanta, Dallas, Toronto
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. . . the informed 5“:“

: . 9
professionals on mou
Wall Street and in the
financial community who
read and rely on The Magazine Of
Wall Street.

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

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

profiles

o Market trends

e Charts and
tables

e Special columns

on Washington,

Taxes, Specula-

tion, Inquiries.

The Magazine
of Wall Street

120 Wall Street
New York, N.Y. 10005

| enclose $25 for one-year subscrip-
tion.

Name.

Address
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Big league baseball gets a new identity this year——new leams
new divisional playoffs. new tv money and a neu promotional
push

26 ARE TIMEBUYERS WINNING THE SALARY GAME?

Increasing job complexities, more outside compelition are
pushing timebuyers’ salaries up

28 TV'S MEASUREMENT MIGRAINE

Getting all CATl viewing—and getting it right—is one o
rating services’ toughest problems

30 PRODUCT PROTECTION: CAVEAT EMPTOR

‘Let the buyer beware because separation of competitive com
mercials may soon be as outdated as monochrome program:
ming

32 ALPO BARKS UP THE RIGHT TREE

Rise of premium dog food brand is story of a determined ma
and growing consumer affluence
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Which WMC-TV news personallty
Is the mayor of Memphis?

The Honorable Henry Loeb, mayor of Memphis,
appears on Evening Report every weeknight
to answer questions from viewers.

PICK THE MAYOR and WIN A KEY TO THE CITY

o I e e e e e s e et o e e . e (s S S, P s s S St S, S S S S . e . e

r M
I EVERY CORRECT ANSWER WINS AN OFFICIAL KEY TO THE CITY OF MEMPHIS. I
| CONTEST CLOSES MARCH 1, 1969. |
| I
| NAME___ MY GUESS IS #____ |
| I
| FIRM_____ N {
I ADDRESS _ |
I CITy___ ; STATE Z21P I
|  CLIP AND MAIL <74l 1, I
| COuPON : |
| TO: SCRIPPS-HOWARD BROADCASTING CO. |
| 1960 UNION AVENUE |
| MEMPHIS, TENNESSEE 38104 |
e _I
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CHICAGO'S FAVORITE SWINGERS

That’'s the Cubs. And WGN Television has

‘em for144 games this year.We've been tele-
vising baseball so long, so well, that stations
AL s ST

everywhere ask us for baseball-TV lessons.

TELEVISION -CHICAGO

There’s no TV station like our TV station.

tlevision Age, F bruary 10, 1969
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It could give you an
unfair advantage...
but nobody will object

except your competitor:

The New RCA
“Automatic” TR-70I

i e————— e —

The TR-70B is new and different— seconds without trial-and-error The widest range of accessories—
the first VTR to perform so many methods assures highest quality and a machine that’s pre-wired
operational functions automatically results regardless of tape variations at the factory to accept them, using
as it eliminates nearly every possible ...works on 72" and 15" tapes. modular solid-state construction.
human error! The TR-70B will )

do everything the Director No manual cueing needed— To wrap it all up—the TR-70B
wants it to do—in taping, tone bur'sts on audio cue track' automatically does just one
duping, editing—and to the automatically cue-up commercials. thing. It helps you produce the
highest standards of New high-gain servo provides finest color fidelity ever achieved.
performance known to the industry. long-term stability in the Ask your RCA Broadcast

Tapes can’t be played on the headwheel and optional 15 Hz Representative for the full story.
wrong FM standard. The edit pulse for color editing. Or write RCA Broadcast Equipment,
TR-70B automatical'ly selects Expanded instrumentation Bldg. 15-5, Camden, N.J. 08102.
proper standard—highband, improves operator-to-machine RCA Broadcast Equipment

lowband monochrome or

interface. No doubts about results;
lowband color.

a visual-audible warning system
Fast, accurate head optimization in spots troubles two ways.







Dayton's
Best
Television

F-TV

DAY TON

FEATURING

&

DAYTON'S WINTER
SPORTS STATION

 NBA Basketball
American Sportsman
Wide World Of Sports
Pro Bowiers Tour
Car And Track-

Break the Bowling Bank

* * % % % %

ABC Golf

Call
THE HOLLINGBERY CO.

New York Chicago Atlanta
Dallas Los Angeles San Francisco
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Letter from the Publisher

Golden anniversary coming up

Next vear the broadeast business will celebrate itz 50th
vear. Conunercial radio dates from Aungust 20, 1920 when
wwy Detroit went on the air with experimental call letters
of 8Mk. The oldest continuous call letters be long to Kbka,
Pittsburgh which went on the air November 2. 19 20,

One unfortunate aspeet of the half-century of broad-
casting is that there has been no repository that could
chironicle the major developments. events and progress of
this truly fantastie business. The history of the broadeast-
ing business is truly the history of America. The renewed
interest in the old-time progrants on radio pnt together
by such companies as Longines is indicated by the brisk
sales of nostalgie recordings of portions of Fibber MeGee
and Molly, Myrt and Marge. Jack Benny. Kate Smith,
Tony Wons and many. many others,

The business has moved at such a fast and furions pace
particularly since the advent of television that there ap-
parently has not been time to gather. vecord and catalogue
all of the artifacts that would be of such interest to gen-
erations to come,

Against this background the current effort of the Broad-
cast Pioneers” educational fund takes on added importance.
The amount of 730,000 has been set as a goal for design-
ing. furnishing and equipping a Reference Center which
will be located in the new NAB Building. This building
is progressing under the direction of Clair R MeC ollough,
president of Steinman Stations. who is chairman of the
NAB building committee, 1t will be ready for occupancey
next February. In the meantime. the Broadeast Pioneers
have announced and are proceeding with their fund raising
under the direction of Dick Shafto. president of Cosmos
Broadeasting along with Roger Clipp. currently a hroad-
cast consultant and Ward Quaal. president of WGN Con-
tinental.

It is significant. too. that Bill Hedges who is a retired
vice president of NBC has been in charge of an acquisi-
tions effort to secure original source material in all areas
of broadeasting. Bill Hedges is the last known survivor
of the embattled founding fathers of the NAB who got
together at the Drake Hotel in Chicago 16 years ago and
formed the association. If anyone could really lay claim
to being the Boswell of the business. it is certainly Bill
Hedges. The Reference Center in the new building will he
available to researchers as well as students from schools
and colleges throughout the nation. This project deserves
the active support of every broadeaster as well as individ-

uals in the allied fields. o
Cordially.

j,/@f
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Take Five

We just did.

Fach of the tive NBC Owned Television
Stations attracts the largest adult nighttime
audience in its market. And cach is tirst by
a wide margin,

ADVANTAGE OVER #2 STATION IN
TOTAL ADULT VIEWERS
ARB  NSI
WNBC-TV. New York 6% 3%
WRC-TV. Washington 3% 42%
WKYC-TV. Cleveland 2% 24%
WATAQ-TV. Chicago 20% 1 0%
KNBC. Loy Angeles 5% 3%

IRB & NS Nov. 1968 Poame Time Sun-Sar 7 30-11 P\
16 30-10 00 PN n Clucago), Audicnce esamates provided by
the vatme sarvices subgect 1o qualitfications avalddable on request.

Take all five together and the combined ad-
vantage over the second station s 31% . ac-
cording to ARB. NSI has it as 29%.

In cither case. itdemonstrates one thing about
the wayv we take tive,

IU's a break for our advertisers.

Audience Leadership: Another reason
i advertisers depend on'The NBC
owneo Owned Television Stations.

flision Age, February 10, 1969
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The Fleming Company—nation’s largest independent grocery
distributor—operates 11 major distribution centers from Topeka.

Topeka TV viewers staff the nerve center for 1850 supermarkets
in 13 states ... $1,100,000,000 annual sales.

They measure advertising effectiveness, consumer acceptance
and caselot movement of everything going through Fleming’s vast com-
puterized inventory—that requires 2,225,000 sq. ft. of warehouse.

What these Topekans see on WIBW-TV affects their working
lives, just as it affects the private lives of the great bulk of Kansans in
the populous eastern third of the state—where % of the people live.

WIBW-TV earns its ratings with the best of CBS plus community-
involved, people-endorsed programming ...as the only commercial
VHF station in the state capital, plus 50,000 additional home subscribers
on 48 cables.

Where else but Topeka can you sell headquarters of a very BIG
customer and pick up 150,000 homes at the same time? Avery-Knodel
can show you how...or call 913-272-3456.

TV Radio FM
Topeka, Kansas

Affiliate: KGNC, TV Radio FM, Amarillo, Texas

Letters
to the
Editor

Review & Forecast

1 found the Agencies article in
vour recent Review & lForecast Issue
(TELEVISION AGE, January 13, 1969,
page 22) very interesting as a com-
pilation of what many of my peers
feel about 1969.

In general, it would seem that they
are almosl unanimous in agreeing on
the problems and opportunities.

PAUL J. CARAVATT, JR.
Chairman of the Board
The Marschalk Co.
New York

I think vour Review & Forecast Is
e is packed with useful information,
and | was very intevesied in some of
the projections.

L. T. STEELE

Chairman of the Board
Benton & Bowle:

New York

I’ve just finished reading the Agen
cies article in vour Review & lForecas
Tssue, and think you did an excellen!

job.
WARREN A. BAHF

Senior Vice Presiden
Young & Rubicam, Inc

New Yorh

Formula 409

Regarding vour article on Formul:
409 (Coast to coast, a town at @ 1me
TELEVISION AGE, December 16, 1968
page 30), I think you did a very pro
fessional job in boiling down all 0
vour research into such a highly read

able story.
LEN EGO!

Director of Public Relation
Wilson Harrell and Co
Westport, Conn

Unraveling ETV
In vour article ETV, you've com
a long way, vou did very well i
reporting on a very dillicult an
mixed-up situation. [ learned a lot.
FREDERICK A. JACO!
Director of Information Service
National Fducational Televisio
New Yor

Television Age, February 10, 19
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Computer may schedule B&B commercials

As a partial solution to the growing problem of missed
spots due to late arrivals of commercials, Benton &
Bowles is thinking of using a computer. Its purpose would
be to keep track of what commercials will be needed
where, and would provide that sufficient prints would al-
ways be available to send to stations. It would eliminate
last minute runs on production houses when print short-
ages are discovered.

At the station level, several steps are being discussed to
curtail revenue losses. Theyv include:

(1) Establishing a cut-off point for receipt of materials,
after which the spot would be released for local sale.

t2) Automatic rescheduling of missed announcements,
though not necessarily with spots of comparable value nor
with the concurrence of the agency or advertiser.

(3) The right of stations to charge for missed spots if
they deem that their “sold-out™ status causes lost revenue
through missed spots.

Avery-Knodel’'s ‘auto-avails’

A third tv station will join Averv-Knodel’s “auto-
mated avails™ system shortlv. The as-vet-undisclosed out-
let will join wkzo-Tv Kalamazoo and WFBC-TvV Green-
ville. who have been using the system since its inception
last September.

The way the system operates: All spots on the station
are numbered. These numbers correspond to punch cards
in the A-K New York office. On these cards are coded
rating. rate and demographic data for that position.
Each evening, by teletype, the stations notify the rep
which spots have been sold. This enables A-K to main-
tain a daily record of what's available. In addition the
specs for a spot are available at a moment's notice.

Avery-Knodel savs it will apply the syvstem to a con-
tinually growing number of stations as its greater poten-
tial efliciency dictates.

‘in hope that the customers soon would be there. . .’

A 2}-minute animated color film, The Night Before
Christmas. was put to good use during the past holiday
season by 20 department stores. Produced by Elba Pro-
ductions and distributed by Storescope Tv of New York,
the film was sponsored by some stores on television,
shown by others in their auditoriums, tov departments
and even windows.

The stores leased the film from Storescope Tv, their
cost depending on the use they intended to make of it
(tv. in-store or both). on the size of the television market
involved and on whether the stores hought the mer-
chandise deal that was hooked into the film (books,
records and coloring books). A typical case: Kaufman’s,
a big store in a big market—Pittsburgh—used the film
both on television and in-store. took none of the mer-
chandise. and paid $3,500. Storescope Tv plans to make

new films this year. hooked to Mother’s Day and back-to-
school.
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Business barometer

1 was no surprise that November revenue figures for spot were up, but the amount of the |
increase was a stunner. No month in the past 10 years showed such a high

percentage jump over the year before. Inter-
estingly, the biggest percentage jump during that NATV(TVAL SPOT

period was in January, 1959, when spot rose $7111.2
26.0 per cent over the corresponding month in '58. , -

ga records show that 1959 was a fabulous year for spot,
anyway. There were eight straight months
(January through August) when the spot increase
was more than 20 per cent. Other than that,
there were only two months since then when spot
hikes topped the 20 per cent mark: July, 1962

! (20.1 per cent), and November, 1964 (21.8 per cent).

b

@kg 28.8 per cent increase in November meant a jump of
nearly $25 million over last year's $86.3 million.
The November level of $111.2 million is, of
course, a record in dollars. It was the second
month in a row that spot revenue passed the

$100 million mark. The "Business barometer"” November (up 28.8%)
sample of stations reported that their November it
i billings were 2.0 per cent above those of October. Year-to-year changes '
by annual station revenue.
ations in the $3 million-and-up annual revenue category Saian Sz Spot, Iv
scored the highest per cent improvement, with a g,’fge;g,lio’,’:”[io" i%gg«ﬁ 1!
hefty 31.9 per cent rise. Those taking in between $3 mullion-up +ﬂﬁ9%, T
$1 and $3 million rose 23.5 per cent and the - .
smaller stations didn't do so badly with a 21.6 J
per cent increase. .
: |
.31§ was only the second month last year that the larger 90
stations led in percentage increases. The medium i
stations led five times while the smaller 4 _T_¢_ ol [ '
stations led four times. The medium stations 80—+ + -+ |
were second six times, the larger stations four : f
times and the smaller outets once. But the ﬁ

medium stations, which appear to have done
particularly well in spot, didn't place third

at all, while the larger outlets did so five times,
the smaller stations six times.

e 1l-month total as adjusted (see "Business R RN :
bgrgmeter," January 27, 1969) comes to $920.5 UJ FMytMJJg 48 0ND
milion, as compared to $809.7 million during 196867 comparison

11 months of 1967, an increase of 13.7 per cent.

hxt i
HXt issue—~
Xt issue-a report on local and network revenue compensation in November.

.
“"I’"IR'I'NI feature of TEELVISION AGH

orma . Business baromes is 3 -t ; . .
ton is tabulated hy Dun & Rrwststrasy, | er is based on @ crosi-section of stations in all income and geographical calegories.
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15

)



-—

- -
-y e

- :
w"&:}-’/
i I L

- 4 Cm—
- - -

Where's HEADQUARTERS?

DENVER, SAN FRANCISCD, AUSTIN, JOPLIN. LINCOLN,

ko

OKLAHOMA CITY,

PHILADELPHIA,

.- - pn
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KANSAS CITY,

Where else but... TOPEKA

The Fleming Company—nation’s largest independent grocery
distributor—operates 11 major distribution centers from Topeka.

Topeka TV viewers staff the nerve center for 1850 supermarkets
in 13 states ... $1,100,000,000 annual sales.

They measure advertising effectiveness, consumer acceptance
and caselot movement of everything going through Fleming’s vast com-
puterized inventory—that requires 2,225,000 sq. ft. of warehouse.

What these Topekans see on WIBW-TV affects their working
lives, just as it affects the private lives of the great bulk of Kansans in
the populous eastern third of the state—where 25 of the people live.

WIBW-TV earns its ratings with the best of CBS plus community-
involved, people-endorsed ~programming ... as the only commercial
VHE station in the state capital, plus 50,000 additional home subscribers
on 48 cables.

Where else but Topeka can you sell headquarters of a very BIG
customer and pick up 150,000 homes at the same time? Avery-Knodel
can show you how...or call 913-272-3456.

TV Radio FM
Topeka, Kansas

Affiliate: KGNC, TV Radio FM, Amanillo. Texas
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Letters

to the
Editor

Review & Forecast

1 found the Agencies article in

vour recent Review & Forecast Issue
TELEVISION AGE, January 13, 1969,
page 22) very interesting as a com
pilation of what many of my peers
feel about 1969.

In general, it would seem that they
are almost unanimous in agreeing on
the problems and opportunities.

PAUL J. CARAVATT. JR.
Chairman of the Board
The Marschalk Co.
Vew York

I think vour Review & Forecast Is-
sue is packed with useful information,
and | was verv interested in some of
the projections.

L. T. STEELE
Chairman of the Board
Benton & Bowles

New York

J've just finished reading the 4gen-
cies article in vour Review & Forecast
Issue. and think vou did an excellent
job.

WARREN A. BAHR
Senior Vice President
Young & Rubicam, Inc.
New York

Formula 409

Regarding vour article on Formula
109 (Coast to coast, a town al a mé
TELEVISiON AGE. December 16, 1968,
page 30). [ think you did a very pro
fessional job in beiling down all of
vour research into such a highly read-

able story
LEN EGOL

Director of Public Relations
Wilson Harrell and Co-
Westport, Conn.

Unraveling ETV
In vour article ETV, you've comeé
a long way, vou did very well in
veporting on a very difficult and
mixed-up situation. ] learned a lot.
FREDERICK A. JACOBI
Director of Information Services
National Educational Television
Vew York

Television Age, February 10, 1969
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P|. investments factor in P_&G loss? X
ome P&G-watchers are saying the reason Paperl.

Kinig. Lois lost Dash and Salvo detergents was client"s
arappiness with agency’s involvement in outside busi-
uges. PKL holds North American distributorship for
lfiich-made mctorized bicyele (Century Cycle) and re-
cely invested in West Coast electronics firm. ACS In-
duries, B

he soap firm wouldn’t comment on this talk. However,
it known a number of advertisers don’t like idea of
agacy management spreading its energies to include non-
acertising functions and many agencies agree with this
pat of view. PKL, being publicly owned, feels outside
im:stments are necessary to provide financial stability.

ither publiclv-owned agencies with outside investments
iude Foote. Cone & Belding and Doyle Dane Bernbach.
Fi:B’s investments in CATV are. to a limited extent,
acertising-related, since the agency will use subscribers
{o:st commercials.

Nhttime network billings top $1 billion

or the first time a single segment of television has
ticed up over $1 billion in billings during a single year.
Ii 1968, nighttime network revenue climbed to
§32,436.500, a 4.6 per cent rise over the preceeding
yir, according to TvB/LNA figures.

n releasing final full-vear billings, TvB figures also
stwed an overall network gain of 3.2 per cent during the
pit year. Daytime did not do as well as evening however.
Ditime registered a small 0.5 per cent gain with week-
di showing a 1.5 per cent increase and weekend daytime
stwing a 1.8 per cent decline.

(BC-TV topped CBS-TV in billings during three
miths—Julv. September and October. CBS-TV, however
W1 the lead during the balance of the year.

ndividual network revenue figures show ABC-TV with
$9.0 million. NBC-TV with $548.3 million, and CBS
dlhe head of the list with $580.6 million.

T weight or not to weight

YBC-TV’s gains this past Fall, as shown by NTIL, are,
Oourse, reflected in local sweep reports by NSI and
AB. However. it appears that the NBC-TV gain s
Slrper in the ARB than NSI reports.

tesearchers are theorizing that this may be due to a
f‘lnge in ARB weighting procedures. The research serv-
ithad heen adjusting viewing levels according to family
St on the ground that diary returns are disproportionate.
Ven this reduced overall viewing levels, stations com-
Pned and ARB switched 1o weighting by age of house-
hd head.

Vhile conceding that weighting should, in theory, pro-
Y& a more accurate picture of video viewing, some re-
Sirchers are wary of the result since in adjusting one

tor, the rating services may unwittingly give dispro

Ptionate weight to another factor not taken into ac-
fint,

d‘evision Age, February 10, 1969
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Computer may schedule B&B commercials

As a partial solution to the growing problem of missed
spots due to late arrivals of commercials, Benton &
Bowles is thinking of using a computer. Its purpose would
be to keep track of what commercials will be needed
where, and would provide that sufficient prints would al-
ways be available to send to stations. It would eliminate
last minute runs on production houses when print short-
ages are discovered.

At the station level, several steps are being discussed to
curtail revenue losses. Theyv include:

(1) Establishing a cut-off point for receipt of materials,
after which the spot would be released for local sale.

(2) Automatic rescheduling of missed announcements.
though not necessarily with spots of comparable value nor
with the concurrence of the agency or advertiser.

(3) The right of stations to charge for missed spots if
they deem that their “sold-out” status causes lost revenue
through missed spots.

Avery-Knodel's ‘auto-avails’

A third tv station will join Averv-Knodel's *‘auto-
mated avails™ system shortly. The as-vet-undisclosed out-
let will join wkzo-tv Kalamazoo and wrBc-Tv Green-
ville, who have been using the system since its inception
last September.

The way the system operates: All spots on the station
are numbered. These numbers correspond to punch cards
in the A-K New York office. On these cards are coded
rating, rate and demographic data for that position.
Fach evening, by teletype, the stations notify the rep
which spots have been sold. This enables A-K to main-
tain a daily record of what’s available. In addition the
specs for a spot are available at a moment’s notice.

Avery-Knodel says it will apply the svstem to a con-
tinually growing number of stations as its greater poten-
tial efliciency dictates.

‘In hope that the customers soon would be there. . .’

A 24-minute animated color film, The Night Before
Christmas, was put to good use during the past holiday
season by 20 department stores. ’roduced by Elba Pro-
ductions and distributed by Storescope Tv of New York,
the film was sponsored by some stores on television,
shown by others in their auditoriums, toy departments
and even windows.

The stores leased the film from Storescope Tv, their
cost depending on the use they intended to make of it
(tv, in-store or both). on the size of the television market
involved and on whether the stores bought the mer-
chandise deal that was hooked into the film (books,
records and coloring books). A typical case: Kaufman’s,
a big store in a big market—Pittsburgh—used the film
both on television and in-store, took none of the mer-
chandise, and paid $3,500. Storescope Tv plans to make

new films this year, hooked 1o Mother’s Day and back-to-
school.
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...you’d be sold on KRON-T)

NBC —Channel 4 —Represented by Peters, Griffin, Woodward



Business barometer

I was no surprise that November revenue figures for spot were up, but the amount of the
increase was a stunner. No month in the past 10 years showed such a high
percentage jump over the year before. Inter-
estingly, the biggest percentage jump during that NATIONAL SPOT

period was in January, 1959, when spot rose $7111.2
26.0 per cent over the corresponding month in 158% : Mt

lTe records show that 1959 was a fabulous year for spot,
anyway. There were eight straight months
(January through August) when the spot increase
was more than 20 per cent. Other than that,

there were only two months since then when spot
hikes topped the 20 per cent mark: July, 1962
(20.1 per cent), and November, 1964 (21.8 per cent).

ae 28.8 per cent increase in November meant a jump of
nearly $25 million over last year's $86.3 million.
The November level of $111.2 million is, of

. course, a record in dollars. It was the second

1 month in a row that spot revenue passed the

$100 million mark. The "Business barometer" Vovember (up 28.8%)

sample of stations reported that their November S s
billings were 2.0 per cent above those of October. )nuru»vmu changes

by annual station revenue.

at i . . . Station Size Spot Tv
ions in the $3 million-and-up annual revenue category e ————— ]

scored the highest per cent improvement, with a g’fg"’;lgllio’n"’““’" +%%Z

hefty 31.9 per cent rise. Those taking in between $3 miullion-up +31.9%

$1 and $3 million rose 23.5 per cent and the
smaller stations didn't do so badly with a 21.6
per cent increase. 100

95

/15 was only the second month last year that the larger 90
stations led in percentage increases. The medium
stations led five times while the smaller
stations led four times. The medium stations 80
were second six times, the larger stations four
times and the smaller outets once. But the
medium stations, which appear to have done 70
particularly well in spot, didn't place third

8

at all, while the larger outlets did so five times, 68
the smaller stations six times. Py ©

‘ 55

de 11-month total as adjusted (see "Business ) o
b§r9meter," January 27, 1969) comes to $920.5 PF M 4 M )1 4S5S0ND
milion, as compared to $809.7 million during 1968267 comparison

11 months of 1967, an increase of 13.7 per cent.

4Xt is oy
(%2 155ue-a report on local and network revenue compensation in November.

{
’:r""!:yng,lua:l feature of TELEVISION
ation is tahulated by Dun & Rradstreot.)

D am
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You remember Roger—

wonder
whatever
became of
Good O!d Roger?

That's right! The eager one.

the kid in the media department. Always had his nose buried in a
You know—the kid who always stack of figures or a trade

asked all those questions.

magazine—usually Television Age.




!
{.@
|

Yep! He's still asking questions.
Still watching the figures . . . still
reading Television Age.

Only, nowhe's runningthe show.
Come to think of it. He was asking

EVISION AGE MEETS THE NEEDS OF THE PEOPLE WHO SPEND AOVER |

Good Old Roger
became the boss.

about you the other day.

Why don’t you call on Roger

with your message in Television Age

so good old Roger doesn't have to
o] wonder whatever
=| became of you?

Y rEYE Aol bl iald et caadden b o B OE LA L Ui



The results are in: %

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

34 Share- 9 o med™
| 43 Share- JaVano
41 Share- g
37 Share- oVl
32 Share- ¥, ma s

X

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

CBS AFFILIATE / ROCKFORD — FREEPORT, ILLINOIS

i Competitively Priced — See Meeker Representative
|
f
|
{
|

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

18 Television Age, February 10, b
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THE WAY IT HAPPENED

LR, Hollingbery marriage

‘e of the biggest developments
i he rep field, the merger between
LMt Television and the Hollingbery
\{l, is a response to pressures arising
{fim the growing complexity and
| & histication involved in buying
#ttv

| 'he merger, announced February 1
i@ :r weeks of rumors, results in a

This is what Dwight S. Reed, who
continues as chairman of H-R Tele-
vision, had in mind when he said in
describing the new company:

“While it appreciably increases our
posture in terms of lotal siations
represented, it also increases the size
of the total organization in terms of
facilities, manpower, services and
working capital. The marriage is the

REED SHURICK WISE

impany which will handle an e ti-
i Bited 830 million plus in billings. It
idlows H-IU’s loss of the five Corin-
| Lan stations to Blair and Harring-
fil, Righter & Parsons but it is under-
L 8iod that discussions between the
ifto merged firins began well before
IUrinthian informed H-R of its in-
iityded defection.

' The new company. which will r
%.n the name H-R Television. com-
[ Nlises a neat meshing on non-com-

titive markets with only one of the
i stations—about  evenly divided

ong the two firms set lo be
I opped because of a conflict.

emands on reps. The pressures
1 vep firms in recent years have in
eased hecause of the growing num-
r of factors involved in the agency
irchase of time on a station—demo
aphics. in particular. In addition.

tv rates have risen, advertisers
tve pressed their agencies harder te
1prove the elliciency and ellective-
st of spot buvs.

rowing competitiveness in selling.
ore complex rate cards. efforts fo
omate and speed up the process

Presenting avails and confirmine
"ys—all have put heavy demands 0::1
€ competence and capital of reps.

tlevision Age, February 10, 1969
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result of the need todayv for repre-
sentation that is sophisticated, ser-
vice-oriented, and of proper size to
provide services and total coverage of
the overall mmarketing and advertising
speclrum at all levels.”

Reed.
top management will consist of Ed
ward P. Shurick, credited with engi-
neering the merger over the past
three months and who retains his
posts as president and treasuver, and
Harry H. Wise, who was president of
[tollingbery and is now executive vice

Top management. Besides

RITTER

president of H-R Television.
Other Hollingberv principals in-
volved are Phil Corper, who was di-

CORI'ER

rector of New York sales for that
firm and who is now vice president
and general sales manager of H-R,
New York, and Roy Edwards, who
had been manager of Hollingbery’s
Chicago office and is vice president
and sales manager of H-R, Chicago.

Corper will report to Alfred P.
Ritter. moved up to vice president
and national sales director.

Also moved up was Mel Grossman,
now vice president in charge of sta-
tion relations. He had been director
of sales promotion and development
for H-R.

The new 11-R Television sales force
is composed of three divisions, de-
scribed as grouped for halance as
well as “geographic marketing con-
tinuitv.” The “National” division
consists of the larger stations; the
ceographic divisions are “North/
East” and “South/West.” New York
managers of the three are, respec-
tivelv, Don Howe, vice president; Cal
Cass and Bob Spielmann. Chicago
managers are llank Balla, Don Peter-
son and Chuck Ferguson.

A new wrinkle is a three-man spe-
cialized sales team headed by John
McCorkle, who was western division
manager for H-R. This group will
sell across divisions to agency buyers
where extra weight is needed. Their
elforts will be Tom
Campbell’s three-man spot sales de-

meshed with

velopment department.
Research setup. As in the past
at 11-R, research will be handled on a

EDWARDS

divisionalized basis. Marty Goldberg
is vice president in charge of re-

search and EDD.
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Color it red,
green or blue
but above all—
color it true!

The rhyme may be pretty corny, but take our
word for it, the results you can expect with our
new Model 538 Chromax Masking Processor
aren’t. Whether it's Campbell Soup Red, Oasis
Blue, or even Lucky Strike Green, Chromax
delivers true color fidelity from your telecine
chain.

The new CBS Laboratories development
electronically corrects color distortion caused by
optical color filter overlap and the response
characteristics of camera pick-up tubes. You get
true color fidelity — automatically — without
adding noise to the picture.

Come to think of it, you really don't have to take
our word for anything. You can call us collect
anytime (203) 327-2000 for details on how you
can try one in your PE-240 chain. If you're

not in too much of a.hurry for a better color
picture, then write the Professional Products
Department at CBS Laboratories for more details
on this Masking Processor and others now

being designed.

PROFESSIONAL

PRODUCTS
% LABORATORIES

Stamford, Connecticut 06905
A Division of Columbia Broadcasting System, Inc.

Television Age, February 10, 19
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(entennial emblem
will he worn as
patch by players,

as lovgo Iy preminms,

dollars,

divisions and

Television Age

FEBRUARY 10, 1969

MAJOR LEAGUE BASEBALL

The diamond
sparkles with

Big league baseball gets
a new identity this vear—
new teams., new divisional
playoffs. new tv money and

a new promotional push

drum-beating

his vear. baseball is sliding toward home

(the U.S0 television home. that is) in a
cloud of dissention. dollars. divisions and
drum-heating nuparalleled in the history of
the gawme.

Faken as a whole. the major league elnbs
will generate more television money this vear
than ever before. How s0? \dd to last vear's
20 teams the four new expansion clnbs (Kan-
sas City Rovals and Seattle Pilots in the Aineri-
can Leagne: San Diego Padres and Montreal
Expos in the National Leagne) and the t
rights dough they're collecting.

And add 1o that the fruits of the three-vear.

B devision Age, February 10, 1969

250 milthion contract that the owners”™ broad-
cast committee set up with NBC in return for
vights to 28 Game of the Week games, Monday
night games, the All Star Game. the World
Series and the brand new divisional playoffs.
The latter will pit the first-place finishers in
cach leagne’s Fastern and Western divisions
against each other on a best-of-five games basis
to determine who playvs in the Series.

The NBC contract that ran through last
vear netted each of the 20 clubs about $300,-
000. The new deal, 1969-71. will pump up the
sume 20—plus the two National League ex-
pansion teams. the Montreal Expos and the

21




San Diego Padres—to the tune of
perhaps $400,000 a year.

(The National League is letting its
new clubs share the network tv
wealth, but it exacted $10 million
from each for the franchises. The two
new American League teams, the
Seattle Pilots and the Kansas City
Rovals, won’t begin to take NBC’s
money until 1972-—but it’s only cost-
ing them about $6 million each to
play

Some score, others hold

By individual teams, the rights bag
is mixed indeed. At presstime, some
had long since made out like great.
while others had firmed up little or
nothing and were uptight as the sea
son drifted closer.

The Chicago White Sox were rid
ing high into the second year of a
five-vear pact with WFLD-Tv which
finds the well-heeled UHF station
paving $1.1 million per annum in
Field Enterprises money for televi-
sion rights alone. For its investment,
WFLD-TV and its eight-station regional
network get 135 tv games, 81 of them
home and 54 awa

On the other hand, wrop-TV
which goes it alone, gets 35 Washing-
ton Senator games for just $250,000,
tv only (down from $350,000 last

ear when radio was part of the
deal ).

Although the Senators are obvi-
ously hurting, the pain may not last
much longer, since this is the final
year of a three-year contract. More-
over, the club’s new owner, Robert
Short, who is also proprietor of the
National Basketball Association’s Los
Angeles Lakers, is said to be aggres-
sive, promotion-minded and a cinch
to increase the team’s performance
and pull (and doubtless its value as
a tv property)

The Los Angeles Dodgers, Detroit
Tigers and Houston Astros, all of
which peddle their own tv time direct
to advertisers, were sold out by mid
January, while, in contrast, the
newly whelped Montreal Expos and
one or two other clubs were still hag-
gling with broadcasters as January
slipped past (see table pages 24-25




for the current lelevision picture in
detail) .

There was a chance that the not yel
fully loaded apple cart might be up-
set by a players’ strike against the
owners. To reach the conclusion that
the plavers are serious about the
idea of a strike, iU's onlyv necessary to
spend an hour or so with Marvin
Miller, executive director of the Ma-
jor League Baseball Players Associ:
ation in his office 38 floors above
Park Ave. and about one very good
outfield relay from the East River.

Beneath Miller’s warm. quiet, al
mos! courtly manner is a cold-rolled
determination forged through 16
vears as an economist and assistant to
the president with the United Steel.
workers of America. Behind him is
an associalion membership compris.
ing all hut two of the 600 major
league ballplayers.

Although other important issues
are involved, the dispute between the
owners and their plavers centers on
television and the monev derived
from it. both actual and potential.

Got World Series tv cul

Herelofore. agreements hetween
the players association and the own-
ers have found the latter funneling 60
per cent of their network tv/radio
take from the World Series and 95
per cent of the All Star Game’s broad-
cast monev and gate into the players
benefit (or “pension”) fund. In th
urrent agreement, a two-vear. 20
team pact which expires this April,
the owners  contributions total $4.1
million a vear. which breaks down to
$205,000 per club. The clubs’ offer
1o up the ante 1o $5.1 million was re
cently rejected by the plavers bv a
461-10-6 vole.

Their reasoning, and Marvin Mil-
ler's. is thai the starting point of ne-
gotiations should be $4.9 million
(the current average of $205,000
multiplied by 24 instead of 20), and
that in view of this, coupled with the
plavers’ conviction that the owners
are making out like bandits from tv
monev, $5.1 million is less than
princely.

NBC’s new three-vear contract for

BASEBALL’S NEW LOOK
American League

Eastern Division Western Division

Baltimore California
Boston Chicago
Cleveland Kansas City’
Detroit Minnesota
New York Oakland
Washington Seattle*

National League

Eastern Division  Western Division

Chicago Atlanta
Montreal Cincinnati
New York Houston
Philadelphia Los Angeles
Pittsburgh San Diego™
St. Louis San Francisco

The two divisional winners in each
league will play off (best of five
games ) starting Saturday, October
4, to determine the two league win-
ners which will meet in the World
Series (best of seven) starting Satur-
day, October 11. If divisional plavoffs
and World Series go the distance,
there will be a total of six Saturday
and Sunday post-season games.

Indicates expansion teams (Kansas City
Rovals, Seautle Pilots, Montreal Expos and
San Diego Padres).

Game of the Week et al is, the asso-
ciation knows, worth at least $16.5
million a vear to the clubs. But Mil-
ler is unhappv with NBC, says his
organization can get no information
out of the network.

“Soon,” he says in a tone of quiet
regrel, “we mav have to involve NB(
very directly. The uniform player’s
contract says, in elffect. that any pic-
tures made of plavers may be used
by owners for publicity purposes
only. We don’t see how this could
possibly encompass the use of play-
ers’ pictures on commercially spon-
sored television programs, such as
baseball games.

“Yet NBC has signed contracts
with the owners without bothering to
consult the players,” Miller contin-
ues with a sigh. “We may have to
say to NBC, ‘Who gave you the right

(Text continues on page 53)



AMERICAN LEAGUE Telecasts Originating Length of Rights Fee

Total Home Away Night Station Tv Sponsors Contract (Tv/Radio)
Baltimore Orioles 52 i 45 25 wiz-Tv' “National Brewing (1/6) Ist of $750,000
Allegheny-Pepsi- 3yrs '

Colu Bottling (1/9)
R.J.Reynolds (1/9)
Sun Oil (1/6)

Tasty Baking (1/9)

Boston Red Sox 57 33 24 14 *wipH-Tv'  Ailantic Refining (1/3) 3rd of $600,000
Narragansett Brewing (1/3) 3 yrs. I
$1,000,000
California Angels 24 0 24 14 *KTLA Busch Bavarian Beer (1/4)

1llstate Ins. (1/4)
Standard Od (1/4)

olkswagen (1/4, ’

Chicago White Sox 135 81 54 82 *WFLD-TV’ (To be announced) 2nd of $1,250,000 ||

S yrs. I

I

Cleveland Indians 48 20 28 WIW-TV' (To be announced) 3rd of $750,000 !
3 yrs.

Detroit Tigers 40 10 30 15 wisk-Tv' Allstate Ins. (1/18) $1,000,000

A4C Spark Plugs (1/18)
Faygo Beverages (1/18)
General Cigar (1/18)
Pabst Brewing (1/3)
R.J. Reynolds (1/6)
Sun 01l (2/9)
Oldsmobile (1/9)

Kansas City Royals 30 0 30 KMBC-TV' Pontiac (1/6) Ist of $600,009
R.J. Reynolds (1 6) 3 yrs. (estimate)
“Schlitz Brewing (1/3)
Shelly Oil (1/6)

(1/6 open)
Minnesota Twins 50 4 46 35  WTCN-TV Allstate Ins. (1/18) 3rd of $650,000
Dairy Queen (1/18) 3 yrs.

“Hamm Brewing (5/18)
Pure Oil (1/6)

Twin City Federal (1/3)
(1/9 open)

New York Yankees 95 55 45 41 wpix’ American Airlines (1/5 §1,500,050
First Nat'l City Bank (1/5)
Pabst Brewing (1/5)

Oakland Athletics .25 0 25 13 KBHK-TV Atlantic-Richfield (1/2) 2nd of $1,000,000
Syrs.
Seattle Pilots (To be announced) £700,000
(esamate)
Washington Senators 35 11 24 12 *WTOP-TV (To be announced) 3rd of $250,000
3yrs. (tvonly; radio
not set)

Notes: * Indicates purchaser of tv rights.

1. Orioles games also on wsoc-1v Salisbury, wLYH-Tv Lebanon, Pa., WsBA-Tv York, Pa., WTRA-TV Harrisburg, Pa. 2. Red Sox games dl
on WABI-TV Bangor, WACM-TV Presque Isle, Me., wmtw-Tv Portland, Me., WnHc-Tv New Haven, weri-Tv Providence, WRLP-TV Greenfiel
Mass.,”wwLp-Tv Springfield, Mass. 3. White Sox games will be on additional stations to be announced. 4. Indians games will be
additional stations to be announced. 5. Tigers games also on WIiM-TV Lansing, wkzo-1v Kalamazoo, wNeM-Tv Flint-Saginaw-Bay City, WS}
TV Toledo, wwiv Cadillac-Sault Ste. Marie, wxyc-1v Fort Wayne. 6. Royals games also on xMo0s-tv Sedalia, Mo., WiBw-Tv Topel

7. Yankee games also on wuns-1v Hartford, wNBF-Tv Binghamton, WNYs-Tv Syracuse. 8. Athletics games also on xmJj-Tv Fresno, X0
Stockton-Sacramento, kv~ Reno.
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NATIONAL LEAGUE

 Telecasts  Originating Length of  Rights Fee
Total Home Away Night Station Tv Sponsors Contract  (Tv/Radio)

-

" [itlanta Braves

20

18 10 WSB-TV Coca Cola —_ $1.000,000
Loriliard
Pure Oil

‘hicago Cubs

146

82

64 37 *WGN-TV' Allstate Ins. 2nd of $1.200,000
Commonwealth Edison 2 yrs.
Pure Oil
R. J. Reynolds
Schlitz Brewing
Zenith

tincinnati Reds

35

30 WLWT *Hudepohl Brewing $500,000
R. J. Reynolds
Sun Oil

louston Astros

13

13 0 KTRK-TV Coca Cola & Maryland Club 1 yr. $1.000,000
Cofiee (1/6)
Schlitz Brewing (1/2)
Texaco (1/3)

08 Angeles Dodgers

21

21 12 KTTV Schlitz Brewing (1/4) Iyr. $1.250,000
Union Oil (1/2)
United Airlines (1/4)

(flontreal Expos

(To be announced) $400 000
(estimate)

. lew York Mets

117

71

46 WOR-TV R. I. Revnolds (1/6) 3rd of $1,250.000
*Rheingold Brewing (1/4) S yrs.
Sun Oil (1/6)
Chrysler-Plymouth
Bank of Comwmerce
General Tire

| hiladelphia Phillies

61

22

39 20 WFIL-TV *Atlantic-Richfield (1/3) 3rd of £1.300.000
P’. Ballentine (1/3) 3 yrs.
R. J. Reynolds (1/10)

! 3ittsburgh Pirates

38

38 25 KDKA-TV Atlantic Refining (1/3) 2nd of $100.000
Pittsburgh Brewing (1/3) 2 yrs.
participation (1/3)

_ 5t. Louis Cardinals

25

25 12 KSD-TV “Anheuser-Busch $500.000
R. I. Reynolds

E San Diego Padres

8 0 *KOGO-TV (To be announced) Ist of $700.000
3 yrs.

q 5an Francisco Giants

|

19

19 6 *KTVU Allstate Ins.
Philip Morris
ltalian Swiss Colony
Standard Oil

§1,000,000

Volvo
] (1/5 open)
}]Vgs: ¥ Indicates purchaser of tv rights.

L-Tv P
'-hd, WIMI-1v Milwaukee,
s-Ft. Worth, krpx-tv
o0 KXIT Ardmore, Ok
B3%i Y
s ies games also o

rulns to be announced.
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w-,u 's games also on KcrG-Tv Ce({ar Rapids, wago-tv Rhinelander, Wisc., weia-tv Champaign, wrnv-tv Green Bay. wics Springfield. Iil

coria, Wknt LaCrosse, Wisc., wmpp-v Peoria, wmtv Madison, Wisc.. woan-v Moline, wsiu.tv W ausau., iy 3

wTvo Rockford. 2. Astros games also on xaLs-tv Alexandria, La.,

'W ichita Falls, Tex., xuri-tv Austin, xrLc-Tv Lake Charles, La.,
ia-Sherman-Denison, Tex., xztv Corpus Christi, wurz Baton Rouge, wori-tv San Antonio, wyue New O

n WGAL-TV Lancaster, wNer-tv Scranton-Wil .es Barre, wiyn-tv Lebanon. 4. P; ' & Vew Orlesy

' . Wisc., wssr-Tv South
KBMT Beauwmont, Kgrx-1v Bryan,

Tex., Kvtv
KTRE-Tv Lufkin, Tex., kTrK-TV Houston, KV:VTX-TV

trates games will be on additional

25

|
|




here are timebuyers’ salaries
going, if anywhere? The gen-
eral consensus is that they’re going up
faster than other agency salaries are,
or they will go up faster in the near
future. There are some, though, who
disagree. And there is an exception
to “other agency salaries,” that being
the middle and top level creative sal-
aries.

The industry is aware of this
change—the Media Directors Council
recently conducted a survey on sala-
ries but is keeping the results under
lock and key.

Significantly, media directors who
talk of salaries increasing are from
the bigger and smaller agencies,
while those who see no change are
from medium-size agencies. There is
no apparent reason for this, but
David Young, of Able Personnel,
said it might be that the medium-
size agencies are already paying
more because they have more trouble
getting personnel. The larger agen-
cies have more fringe benefits, he
said. while the smaller agencies offer
a better chance for advancement.

The reason for the salary rises are
said to be due to the impact of out-
side timebuving services, rapid ex-
pansion of the television industry.
and a general shortage of manpower.

kﬂilp,j)

Timebuying services are influenc-
ing media department salaries be-
cause they pay better than many
agencies do. Peg Henderson, of Jerry
Fields Associates, a personnel agency,
caid a senior buyer working at a me-
dium-size ad agency was offered
$18,000 from a timebuying service.
This was $3,000 more than the
agency was paying her, and as much
as $8,000 more than many other
agencies are offering.

Michael Ephron, media and pro-
eramming director at Scali, McCabe,
Sloves, quoted stories going about
that timebuying middlemen are offer-
ing from $10-$20,000, depending on
experience.

Sam Vitt, senior vice president and
executive director of the media-pro-
gram department at Ted Bates,
agreed that middlemen can influence
salaries. Vitt said, “the sharper the
bidding. the higher the price.” and
he considers the buying services
pretty sharp bidders.

Malcolm Gordon. media director at
Ross Roy of New York, feels that the
uptrend in salaries started hefore the
middlemen appeared, but agreed that
middlemen escalated the trend.

How do the buyers feel about their
salaries? For the most part, they
think they’re low, but they. too, see
buving services having a favorable
influence.

Jeff Kameros, a buyer at Doyle
Dane Bernbach, said that if agencies
want to keep their personnel. they’ll
have to start paying the competitive
price. Buyers at Dancer-Fitzgerald-
Sample and Needham, Harper &
Steers said the buving services will
have an eflect if they grow.

At Cunningham & Walsh. a senior

Increasing job complexities,

more outside competition
are pushing timebuyers’

salaries upward

buyer said the middlemen have ¢
ready made their impact, but|
doesn’t think it will last. “The g
who opens his mouth too loud gets
closed with a big foot in it,” he sai
For an account he was working on,
timebuying service was given sot
of the markets to buy. A later che
showed that the agency buyers boug
as well or up to 10% better thant
outside buyers, a direct repudiati
of the middlemen’s claim that th
can buy more efliciently.

The same buver felt that once
few people leave an agency becat
of salaries, the agency will have
pay more, and the pressure is sta
ing to be felt now. Ephron pointed ¢
that agencies are beginning to 1
lize they have to pay more to repl:
someone than they would have |
to pay to keep the original buyer.

No effect on salaries

There are some people, howey
who feel the timebuying servi
haven't had any influence on salari
Among them is Robert Engelke, 1
dia director at Wells, Rich, Gree
“] pay no attention to timebuy
cervices,” he said. “With the c
paratively few people they emplo)
don’t see how they could have an
fect.”

A media executive at one of
biggest agencies said the publicit
over—the buying services are s
ing down and they won't affect mé
salaries at his agency.

At Wyse Advertising, media di
tor Judy West said buving sery,
will have an effect on the indus
but not in the area of salaries.
feels it will be harder to find g
people for media departments,

Are timebuyers winning




Typical Media
Department Salaries
Agency

[le Size Salary
isistant Buyer  small $5M
$7.5M
medium  $7M
large up to $7.5M
$7-9M
$7.5-9M
up to $8.5M
lyer small $8)M
$9M
$10M
medium  $8)M
$12-15M
large up to $9.5M
$8-13M
$10-12M
up to $155M
mior Buyer large over $10M
up to $12M
$11-13M
wyer/Planner medium up to $18M

ta above are based on sampling of 20
wertising agencies in New York City.

vesn’t think agencies will raise sal-
iies 1o meet this competition be-
iuse, at the present time, they don’t
'nsider media as important as some
her areas,
Erwin Ephron, media director at
pert, Koenig, Lois, agreed that sal-
les will not go up, but said that
' nebuying services will make the
tency “re-focus on the importance
the buyer.” ,
" This latter point is a development
' at may affect buyers' salaries, Miss
est said. She feels there has to he

lilary game?
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a change of policy that makes the
media department as important as the
other departments.

To bring about this change in pol-
icy, many people feel there is a need
for reorganization within media de-
partments and a change of attitude
in the agency as a whole.

At one of the large agencies, a
buyer with two vears experience said
that there’s no communication be-
tween buyers and other people work-
ing on the account. “We buy just by
rating points and homes.” he said,
“and you need more than that.” le
added that as the skill becomes more
professionalized salaries will cer-
tainly go up.

At one of the mediuni-size agencies.
a senior buver said buvers should
have to work more closely with the
client, and they will have to get more
recognition and acknowledgement for
what they’ve done. Once this hap-
pens, he said. agencies will push
buyers’ salaries up to “where they
belong.”

Need better buyers

On the executive end. the director
of markeling services at one agency
said that agencies must realize time-
buyers are important. “They’ll have
to put better qualified people into
timebuying jobs, and they’ll have to
pay for it,” he said.

A media and programming direc-
tor at another agency disagreed with
this. He said media department sal-
aries are going up the slowest, be-
cause media people work behind the
scenes, and, hence, don’t have the
visibility to attract attention like
those employees in creative positions
do.

No changes are planned in the near
future at Gardner Advertising, ac-
cording to media director Peter Dal-
ton, and he also said he doesn’t fore-
see a rise in salaries.

The rapid expansion of the tele-
vision industry is another factor that
has had an effect on the employment
situation in media departments, and
should have an effect on salaries in
the future.

The people gap

Said Sam Vitt, of Ted Bates,
“There probably isnt any industry
that grew as fast as television. As it
arew, it became more complicated,
and you couldn’t get and train people
fast enough.”

“The supply of people hasn’t kept
up with the growth of media bill-
ings,” said Mike Ephron. “Addition-
ally, there’s more sophistication to
the job. It requires more people, and
cenerally brighter people to do the
same work.”

Both agreed that the increasing
complexities of the job have to have
an effect on buvers’ salaries. Vilt
pointed out that there are more col-
lege people in media today. Several
buyers at Bates have M.As, and
some are working on Ph. D.'s.

The biggest problem in media de-
partments, in regard to employment,
is a general shortage of manpower.
This shortage has partially been
caused by the two factors that are
pushing salaries up — timebuying
services and expansion of the indus-
try, but mainly the latter.

One marketing executive put it this
way: “Generally agencies must ask
themselves if they’re supervising their

(Continued on page 60)
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Lasl month the first 20-channel
CATV system went into operation
in Newport Beach, Calif. Operated
hy FCB Cablevision, a newly-cre-
ated and wholly-owned subsidiary of
l'oote. Cone & Belding, Newport
Beach Cablevision will provide sub-
scribers with what the company calls
pictures of “startling clarity” from
all Los Angeles vilF and UHF sla-
tions, two San 1)iego stations, chan-
nels for 24-hour news, for time and
weather and three special channels
for local programming.

In addition, subseribers can con-
nect FM radio to the system and re-
ceive nine FM stations in the area.

In one respect, this landmark in-
stallation may net have too much
affect on viewing patlerns of sub-
scribers. The Los Angeles area al-
readv has the largest number of
channels of any market. The impact
of 20-channel systems in smaller
markets, where this capacity will per-
mit more outside stations and other
services than heretofore is another
matter.

Certainly not the least important
in the roster of eflects will be thal
on the methods of measuring carv
home viewing. Tv habits of carv
homes, while not yet a question ol
critical importance to adverlisers and
agencies, has already proven to be
tough to measure. In certain mar-
kets, particularly the smaller ones.
cATV home penetration is sizeable
enough to cause anguish to stations
which suspect they're getting the
short end of the rating stick.

Nielsen found 5.5 per cent of U.S.
tv _homes, or 3.130,000, wired into
more than 2,000 caTv systems last
Fall. The wsrowth rate will bear
waltching. It’s estimated by the
National Cable Television Associa-
tion, whose figures are on the con-
servative side, that wired homes in-
creased by 25.8 per cent during 1967.
Louis E. Scott, senior vice presi-
dent -of FC&B, who oversees the
agency’s diversification program,
foresees a cATV penetration level in
1975 that is four or five times that
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of the medium’s present status.

With the recent FCC rule-making
proposals on cATv, predictions are
chancey. NCTA president I'rederick
W. Ford said the proposals would
halt catv expansion. llowever, the
more oplimistic comments of a num-
her of cATV operators, including
Scott, suggests that Ford’s strong
statement is more policy than pre-
diction. Because of the complexity of
the FCC proposals, the future rate of
growth for caTv will remain clouded
until some of the issues are un-
raveled.

In the meantime, €A1V is generally
having a minor effect on large mar-
kets and a major eflect on some
small markets. According to Fall,
1968, estimates by Nielsen, which
does elaborate checking, CATV pene-
tration in the top 10 Designated Mar-
ket Areas averaged 3.1 per cent. In
the second 10 biggest DMAs. it’s 3
per cent even: in the third 10, it's
29 per cent; in the fourth 10. 5.8
per cent and in the fifth, 6.2 per cent.

Top CATV markets

Towever, among the top 50 DMAs,
five showed more than 10 per cent
penetration. These are Seattle-Ta-
coma-Bellinghain (No. 14), Charles-
ton-Huntington, Parkersbure (No.
35), San Diego (No. 39), Lancaster-
Harrisburg-Lebanon-York (No. #4)
and Svracuse (No. 50). (Nielsen
would not release specific caTv pene-
tration figures for individual DMAs).

None of the top 10 DMAs in carv
penetration are among the top 50
obviously, but two are in the top
100, These are Johnstown-Altoona
(No. 71) and Monterev-Salinas (No.
98). Both fall between 30 and 10
per cent.

Four other DMAs fall in that
bracket. They are: Santa Barbara
(No. 147), Tvler (No. 178), Casper
(No. 184) and Missoula (No. 192).

In addition, four DMAs show caTv
penetration between 40 and 50 per
cent—Clarksburg-Weston (No. 157),
Marquette (No. 165), Salisbury (No.
187) and Laredo (No. 194).

Bv and large, both agencies and
stations appear to feel the local tv
raling services are doing an ade
quate job of measuring CATV view
ing under the circumstances—the|
circumstances being, for the mosllq_
part, the difliculty in measuring the|
CATV universe within a market. the
fact that a station may be carried on
a diflerent channel on the home tv
set than its assigned channel, and
the problem of protecting of local
stations from duplicate programming
by stations outside the market.

W eighting needed

Measuring the €ATV universe is
necessary because cATvV homes usu-
ally have a higher cooperation rate
than non-caTv homes in returning
diaries. Since the cATV home tends 10
view more, the sample must be
weighted to take this into account.

The usual reason a station appears
on a diflerent channel on the home
set than its assigned channel is be
cause il comes from a distant market. |
It may, of course, be wired into a
vacant channel on the home set thal
is the same as its assigned channel.

I the outside station is an affiliate
of the same network as a local sta:’
tion, the latter, under FCC rules, ca”
require the CATV syslem to protecl
it from same-dav duplication of pro-

sramming.

This means that the outside sta
tion is either blacked out when it
airs network programming or else
the local station’s network airings
are also carried on the distant sta
tion’s channel. The diary-keeper not
aware of this situation may easily
become confused in listing call let:
ters or channel numbers for pro
grams he’s viewed.

Both ARB and Nielsen have heen
dealing with these and other prob:
lems for some time. Tlere are the pro-
cedutes they use: First, ARB:

Measuring the ca1v  universé
means knowing how many systems
are in operation and how many
homes are subscribing to each sy
tem in a market.
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\RB savs gelting this data is the
b gest problem of CATV viewing
wasurement. The service’s basic
scrce of information is the semi-
wwal Television Factbook. This is
siplemented by information from
stions and other sources. Most of
li information from stations is got-
I in a once-a-vear mailing to them
it which the ARB’s latest infora-
tir on svstem names and number of
bnes per system is listed for their
nrkets. The stations are asked to
crer add to or adjust the figures
{ m what thev know.

Mark Munn, ARB vice president
I marketing. said his firm used to
ertact CATV systems  directly hut
sn’t do so now.

While caTv systems would presum-
aly be the best judge of how many
©scribers they have, some obser-
Vs feel some systems may, depend-
i< on the situation, either inflate or
clate their subscriber totals.

Said one agency researcher:
‘/hen a system is franchised by a
I'al government, it is often taxed
¢« the basis of the number of sub-
sibers it has. So it may deflate its
tal. On the other hand, other sys-
Ins sometimes inflate their sub-
tiber totals for sales purposes.”
ARB also gets data on caTv from
ary entries.  Diary-keepers are
iked to show which channels they
veive directly and which by cable

o levision 4ge, February 10, 1969

and to name any system they receive.
The diary-keeper is also asked to
show all channels received by the
set. In this way, ARB sometimes
picks up new information on a CATV
system.

Rating “controls” or adjustments
for ¢ATV viewing are made by county
for each rating report, but not all
counties with ¢ATV homes are con-
trolled by ARB. In general, counties
are controlled where no less than 10
or more than 90 per cent of the v
homes are wired. However, a county
must have a minimum of 200 catv
homes to warrant controls. One of
the adjustments ARB must make in

Tv’s
measurement
migraine

Getting all CATV viewing
—and getting it right—
is one of rating services’

toughest problems

the cATv subscriber totals is to re-
move sets in public places, such as
hotels. Neither ARB nor Nielsen
measure viewing in public places.

When controlling data for carv
viewing, two samples are, in effect,
set up—the caTv homes and non-
cATv homes. It is generally found
that viewing levels are higher in
cATv homes than in the others. How-
ever, this would not require any ad-
justing if the diary returns from
cATV homes were proportionately the
same as from non-cATV homes. Dr.
Munn explains: “We can’t know if
relurns are proportional unless we
know the number of caTv homes in
a county. Since the returns are usu-
ally not proportional, we must take
that into account.”

The adjusting invloves giving a
higher weight to the non-catv homes
in the sample, according to the num-
ber of returns from each of the two
groups.

In  handling non-duplication of
programming (where a local station
is protected against same-day dupli-
cation of programming by an out-
side station), ARB will expand its
editing. Starting this month, it will
edit for non-duplication in any
county where data is available about
such programming. Initially, ARB
edited only in controlled counties
outside the top 30 markets. Later, it

(Continued on page 56)
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Al‘ one time an advertiser could
place a tv buy and sleep sound-
lv, knowing that when his spot ran
the nearest compelitive spot would be
at least 15 minutes awav. Todayv, sta-
tions by and large are no longer

guaranteeing the 15 minute separa-
tion of compelitive commercials, and
an advertiser making a buy, can’l
take protection for granted.

A survey of top agencies and sta-
tion reps indicates that product pro-
tection is a hard-to-dehine, harder-to-
handle problem. The dithculty in de-
fining what a competitive product is,
and how much separation there
should (or ean) be between such an
nouncements is becoming niore pro-
nounced.

According to the agency book of
rules. stations should provide 15 min-
utes ol separation between commer-
cials for compelitive products.

But the stations’ rules include the
provision that thev are responsible
for make-goods onlv if competitive
commercials are placed back-to-back.

There have been many changes re-
cently, most of which favor the sta-

‘ tion.
(lp % \ station victorv would mean uni-
\ ’ ‘ versal avreement that advertisers
N\ i A\ \ WV ' -
‘\\\\ ‘ K ‘\\ "’) would be given credit only when com-
.\ \ N\ pelitive commercials are run back-

-
O
ST\
I

to-back. Although the stations would
endeavor to provide as much separa-
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Product
protection:
caveat
emptor

‘Let the buyer beware,’
oty because separation of competitive commercials

may soon be as outdated as monochrome tv

| R .




tin as possible, they would not be
roonsible if only a minimum were
gin. Additionally the stations would
piss for a settlement that includes
nt holding them responsible for net-
w k-local conflicts,

Jso a factor in the issue is the
w.espread increase in the use of in-
didual 30’s, and the resulting de-
ciise in minutes, and how this will
cinge the picture.

‘he predominant issue in the dis-
aision of product protection. is what
1sompelitive.

Vhile there is almost industry-wide
rognition that detergents vs. soap
prders, cigars vs. cigaretles. instant
bakfast vs. breakfast cereals are
d:ctly competitive, other situations
@ not so clearly defined.

Overlapping products

n the case of partially overlap-
pg items such as beauty products.
slmpoos,  hair  sprays, cosmetics.
buty soaps, and face creams the
Capetitiveness is not so easily de-
fi-d, '

Jne major soft drink bottler told
duyer he does not want to be placed
whin 15 minutes of any other bev-
ege. He considers anything from
ik to beer competitive.

\ beer maker, on the other hand,
I the same buyer he only wants
fiquate separation from other beer
Cnmercials.

The demands of advertisers wel
fire stringent as market segments
@ chopped into smaller pieces.
While liquid detergents are pro-
nied {or washing dishes, the labels
o proclaim their qualities for wash.-
I delicate  garments. Naturally
tse detergents wouldn’t want to be
Peed near a laundry detergent (al-
||-,ugh you would never wash grand-
“f fine lace table cloth in that).

ince laundry detergents have ad-
dives, beware the station that dares
" a Borateem spot nearhy.

'\fid to all this the bleaches, the

‘eing, and the new enzyme deter-
Fits; and it’s a wonder more station

. . .
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traflic heads don’t slash their wrists.

It has been developments like this,
the wide number of product cate-
gories that advertisers claim are com-
petitive with their own products, that
have finally brought this reaction
from the broadcast industry.

No station which values its reputa-
iion will knowingly place obviously
compelitive products near each other.
but in a time when spots are getting
shorter and hence. more numerous,
they say they need some protection
themsely es.

“There are so manv shades of grey
in what is competitive. that it isn’t
funny,” said the sales manager of one
of the top tv reps. ~If an advertiser
is specific about who is competitive.
then the stations will try and go
along.”

Kevin McDermott, New York sales
manager for Blair Television said.
“Product protection is a thing of the
pasi. Our stations will not offer make-
goods or give credit for protection.
We oniy protect back-to-back.”

Benton & Bowles” vice president
and manager of media, George Simko
says that his agency is a stickler for
product  protection. “We often de-
mand protection in excess of what the
client has requested.” Adds Simko,
“We demand a make-good for under
15 minutes of protection, but very
often stations feel that they should
not guarantee but only endeavor to
provide protection.”

Here’s Storer’s policy

Storer Broadcasting brings the
problem back to center when. in their
product separation policy letter, they
define their approach to competitive
products.

“Usual and normal criteria of di-
rectly competitive products are rec-
ognized. Indirectly competitive prod-
ucts are subject to individual consid-
eration.”

Storer goes on to say, “There are
many divergent views as to recog-
nized competitiveness between par-
tially overlapping items such as

beauty products. shampoos, hair
sprays. eye shadow, toilet soaps. face
creams. elc. Any agreement on mini-
mum separation should be accom-
panied by an understanding as to
what products are mutually under-
stood to be competitive to the imme-
diate subject client.”

A group rep executive said that his
stations’ policy is to provide 15 min-
utes of separation wherever possible.
He, too, added that only in the case
of back-to-back schedules will the sta-
tion offer a make-good.

Dan Denenholz, vice president for
research and promotion at Katz, goes
along with most of the industry.
His stations too only endeavor to pro-
vide reasonable separation and will
not guarantee muke-goods except in
the case of back-to-back commercials.

Chainbreaks and piggies

Obviously omitted to this point, is
the discussion of two situations for
which the station has only limited
control—the chainbreak and the
piggyback commercial.

One way in which the piggyback
spot upsets product protection: the
station is told what spots will be
paired, but when they finally arrive,
one of them has been changed.

Reps admit. however, that this is
not a serious problem. and its impact
will be lessened as the use of 30’s in-
creases.

The increasing use of the 30-sec-
ond spot will pose some protection
problems for stations. eliminate
others.

When a piggyback is ordered, sta-
tions know the spots are not compe-
titive since they are being placed by
the same company. With two indi-
vidual 30s, however, this becomes a
different matter.

The station must check every buy
when it comes in to determine if the
products are competitive. Yet, at the
same lime, the situation is easier, for
if there is a conflict between prod-
ucts, then the station only has to

(Continued on page 44)
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he storv of Bob Hunsicker is so
Tin tune with American tradi-
tions. it's almost embarrassing.
Started in the depths of the depres-
sion. A one-man business. Packed
his own product in a garage. Sold
door-to-door. This was no cheapy
brand, but a premium product.

His first advertising? You guessed
it—road signs. Drove the iron posts
into the ground himself. The earl
ears a struggle. Not until 1948 did
he hire a sales manager; not until
1951 did he hire an agency.

Now he started to advertise in
earnest and sales took off. In 1959,
he went into television and during
the 60s the brand grew like nobody’s
husiness, shouldering aside the
giants to become the best seller in its
field.

The most recent chapter in the
story has a distinctly modern ring
acquisition by a giant corporation.
But the division is autonomous ex-
cept for capital investment policy and
Hunsicker remains in charge. And to
the outward eve, at least, he also re-
tains the same home-grown, Allen:
town, Pa., flavor you’d expect from
stories of self-made men.

Such are the Algerish details from
the career of Robert F. Hunsicker,
president. Allen Products Co., divi
sion of Liggett & Myvers, Inc., crea-
tor of all-meat ALPO, now the lead-
ing canned dog food in America. A
quiet reserved man, little has been
written about him. However, he
emerges briefly into the limelight on
February 11, when he receives the
“Owl” award for “creative manage-
ment” from Television Advertising
Representatives at a luncheon in New
York.

Hunsicker would be the first to
agree that there is more inlerest in
his product than in him. What is
most interesting about ALPO is the
unsensational way it has recorded a
sensational rise. The marketing has
been solid, not swinging. The prod-
uct’s success should give heart to the
traditionalist who believes you can
make it with straightforward reason-
why copy.

This is not a Madison Avenue
story. mall Philadelphia outfit,

Weightman, Inc., now billing more
than $12 million, is ALPQO’s first and
only agency. It has a prettv free rein,
as agencies go, and obviously has
steered the advertising with more
than ordinary deftness. Jt even
weathered the acquisition of Allen
Products by Liggett & Mvers four
vears ago. (Sidnev A. Tannenbaum,
president and co-founder of Weight-
man, is the older hrother of Stanley
lannenbaum, board chairman and
crealive director of Kenyon & Ick-
hardt Advertising).

Tv, ALPO’s best friend

Since ALPO went into lelevision
10 vears ago sales have increased
better than 16 times and advertising
expenditures (mostlv in tv)
gone up 15 times.

Much of this increase has been
from new distribution as the com-
pany expanded in the West during
the latter part of this decade. It is
now sold in 50 states and has a foot-
hold in Europe.

However, sales have heen increas-
ing well over the indush

have

average

(pet food sales have increased froj
5 to 10 per cent annually during th
60s) in established markets, too. Laj|
vear., 82 per cent of ALPO growt|
came from established markets, whil|
six vears hefore, 97 per cent of th|
product’s growth came from ne|
markets. Overall sales in 1968 wes|
35 per cent higher than ’67’s, whid|
were, in turn, 36 per cent abo
those in 1966.

Take a look at these figures in &
tablished markets. From 1965 1
1968 ALI’O sales in New York a
most doubled. In Chicago, thi
slightlv more than doubled. In Nel
England, the three-vear increase wa
75 per cent; in llouston. 473 pe
cent: in St. Louis, 316 per cent; i
Milwaukee, 179 per cent, elc.

Since ALPO went into tv, the med
ium has heen, with the exception ¢
one vear. the prime source of @
pressure. Since going network ¥
1964, the company has devoted fror
83 1o 90 per cent of the ad budge
annuallv to tv.

Why did ALPO o into tv? A
(Continued on page 5l

Rise of premium dog food brand

is story of a determined man

and growing consumer affluence

ALPO barks up right tree

ALPO President Bob Hunsicker packed product in garage in 30s.




oo mes .. VICWPOINtS

An eye on the world

‘hile a storm rages in the inner circles of television
o dtempl to open the commercial categories lo accom-
mtate new products—like pile remedies, menstrual
iic. contraceptives, feminine hygiene products and, no
lot, booze 1o replace the inevitable demise of cigar-
4t advertising—the virtues of the medium as a fear-
les and unblinking reporter of the contemporary scene
arctaken for granted. It is high time for a salute to
v 5 the cruelest and most accurate eye of that contem-
(O Ty scene.

ist for starters, did anvone ever dream that a tiny
hal-held camera and a low-powered transmitter could
se1 a signal several hundred thousand miles from the
mn to earth? And with enough clarity to put man in
thrposition of a visitor from outer space looking at the
pliet earth with a jaundiced eve? It looked like a deso-
lal place vou wouldn’t even want to visit, much less live
thee.

is also a commentary on our modern world that
muy sport psychotics complained when a foothall game
Wt interrupted by a space pickup. It is further remark-
ab that the older folks watched the moon shots with
aw and open-mouthed wonder, while the kids—raised
mn age of science—took them for granted.

was confounding to watch the astronauts circling the
mn on Christmas eve, reading from “Genesis” while
the were hard at work proving the scientific explanation
afhe origin of earth and hadn’t bumped into a single
ael. This was the triumph of the computer squares.
Wise superb mastery of robot-like precision in me-
thaical maneuvering has left them with a childlike faith
whh was refreshing if less than intellectual, You can’t,
lil they sav, win ’em all.

Oh the pomp, the circumstance!

hen we got ourselves a new president. The pomp and
“lumstance of the occasion were recorded step by step
Wi the same cold objectivity that pointed up the old
lioned absurdity of the conventions. At last, the
:'} aging of the political guard was recorded in minute de-
i

- was particularly interesting to watch the new tight
tirity—the multiple secret service men running alohg-
*i the presidential car, riding behind it and flanking
' n every side . . . the bullet proof glass . . . the mas-
*1emen carefully positioned to block the president from
4 utty admirer with a gun . . . the troops on the ready,
4 the local cops on the alert for the over bright kids

W . N
I 1 bad manners and confused ideas who were bum
Oirs,

§¢

! he§e kids were shown up by the camera to be agita-

“‘: .Wllh'{lo idea where to go or how to go about doing

l}.nn;_-.. lhe'pols who got within camera range all had

g r Si:ll]l"gs llglllt u[;. Humphrey was the portrait of sad-

: I’inn‘ : SOIyl tledo'd pol not ready for pasture but pre-

s ¢ wanted it, and Nixon calm and cool and al-
'S aware that the eye of the camera was on him.

NE
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The show was corny. The bands still play the same old
glory-wavers and the faithful sing the same old eve-wet-
ters. The entry of the president rivals that of royalty
at its peak, with the trumpets and marine bands and color
cuards. The parade is the same old parade in depth.
But. it’s our little old democracy, right or wrong, and
the country wouldn’t be the same without it. No question
about that.

The timing of Johnson leaving with his entourage
bidding him goodbyve, while Nixon and the in group
were wallowing in their new power was drama of the
hest order.

While the eyve of the world focused on the apogee
and the changing of the guard, the ever reliable Cous-
leau took us to the bottom of the sea and probed its
mysteries in a direct parallel to the sweep of the skies.
The National Geographic continued to do its thing in a
superb way, and a new explorer even showed us that
Greenland was in the wrong place—he seemed to shove
1t over.

NBC scores with Superbowl

As always, television was superh in sports coverage.
The NFL-AFL Superbowl, with a super game and a
super star in Joe Namath, seems to have broken all sports
records and perhaps will come out as one of the top spe-
cials of all time, with more than 20 million homes watch-
ing.

NBC was the lucky network that drew the game to
match its World Series in importance. The current spec-
ulation is whether this game will make the AI'L a league
roughly equal in popularity to the NFL, which has a
00-40 or greater lead in box oflice. Best guesses are that
it will not. Team for team, the NFL is still superior
despite the upser, but NBC with a favorable price deal

VIEH

OF ERRTH FROM
RPOLLO 8

Tv made it big in outer space

may do relatively better than the CBS:-NFL. with its
overpricing. )

A good deal of the best reporting on television is un-
sponsored or partially sponsored. The news departments
are big losers in all three networks. and yet they are
the best contributors to what television should be. Some-
how the stations should be assessed a percentage of their
large profits to further the cause of more uninterrupted

reporting. And if they are. they should be allowed to
advertise their pile remedies.—. n.

-
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STRICTLY HUSH-HUSH

Speeches have been banned at the
sixth National Association of Televi-
sion Program Executives convention
set for February 12 in Los Angeles.

President Lew Klein savs that
workshops will be run with participa-
tion as the basic premise for every
session.

Delegates will also tour Universal
City to study flim techniques, have
workshops on local problems, attend
video tape workshops, and hold an
open subject bull session.

INTERNATIONAL GOALS

A group whose goal is to act as a
vehicle for collecting new ideas on
preduction, equipment information
and facilities throughout the world.
and which will work to develop inter-
national standards for television and
film making as well as enstom reeula-
tions, recently held its first meeting.

The International Film, Tv & Au-
dio-Visual Producers Association
held their first meetine in New York
with participants including American.
European, and Asian members.

The first president of the organiza-
tion, William Van Praae of Van
Praag Productions, outlined the
group’s role. “Film making and tele-
vision have moved far bevond an
geographical boundaries. We now
produce for a world market and the
communications satellites will soon
make it possible to reach anvone anv-
where in the world. IFTAPA will play
an important part in keeping its mem-
bers informed on what is happening
worldwide.”

MUSIC CAPITAL e

“For vears Philadelphia was the
capital of teen-age dance music,” says
Ted Langendorf of Goodway Broad-
casting. “Our intention is lo restore
it to its rightful place at the top of
what makes America move.”

To back up his words, Langendorf
is working on an hour-long variety
program Scene /1 starring Hy Lit.

Being prepared for national syndi-
cation, the program will be produced
out of Philadelphia and will feature

top acts and up-and-coming per-
formers.
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CRANK THAT CAMERA

Quigg Lawrence Associates of
Richmond, a new firm. will offer cre-
ative and production services “of
New York quality at considerably less
than New York prices” for tv and
radio commercials. However, when
quality isn’t of major consequence,
said Lawrence, tongue tucked in
cheek, “we shall lean on our trusty
1920 Jenkins hand-crank camera.”
Otherwise, he promises to use mod-
ern equipment.

Quigg and his camera

According to Lawrence, the firin
will utilize talent. technicians, and
production facilities in New York,
Washington. 1M.C., Charlotte and
Richmond.

In addition to production services,
the firm will provide creative services
to agencies that desire these and will
serve as, or supplement, agency pro-
duction departments, Lawrence an-
nounced.

ALL THAT GLITTERS

Ouly a fool would believe that in
the never-never land of television all
that glitters is really gold. To a
British bloke, the awakening to the
reality of tv came in a magistrates’
court as he was being charged with
the theft and passing of phoney £1

notes. The robberv occurred a
London branch of Rose-Mag
Productions.

According to reports the chap
tanked one night in a London p
Somehow later on he found himself
Rose-Magwood’s ofiice. While u
sacking the place he hit pay-dirt-
drawer full of money!

With this sizable nest egg in |
pockets, George Robert Lynch ea
himsell out the entry window and!
the first snag in his escape plan.
got stuck,” he lamented later in cou

Upon freeing himself Lynch hail
a cab, congratulating himself all |
while on his good fortune. The driy
thought himself less fortunate up
receiving an obvious forgerv in pi
ment of the fare and velled for |
law.

Lvnch sobered up quickly enoy
in the cooler as the queen’s hobbi
told him they’d found a total of 6
notes in his possession.

As of the last writine in the
don press. Lvnch was still in cust
awaiting further proceedings.

SOON FROM AMERICAN INTY

American International has a nl
list of products for the coming ¥¢
which include a number of new pat
ages and syndication of a popular
venture series.

The new packages are: [ohn
Sokko and His Flying Robot, 26 ha
hour live action and animated v
sodes in color, and Young Ad
Theater = 2, a follow-up to the #
package which included Bea
Blanket Bingo, Beach Party, Biki
Beach, How to Stuff a Wild Biku
Paiama Party, Ski Party, War [1ali
Style and Whar's Up, Tiger Lily?

Slated for syndication is the 2
venture series The Avengers. Ava
able are 83 hour-long shows of whi
57 are in color.

QUICK CUTS

Mordi Gerslein, an animation ¢
signer-director, has just formed I
own company called Summerstar Pr
ductions, Inc. The organization ¥
work in close association with Pel
H. Cooper, Inc. and will be rep’
sented by them. Summerstar will

located at 59 East 51th St., N.Y.

Television Age, February 10, 19
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ielow-the-line production from
.eeves Video; it's the way to
hoot the best pictures vou ever
ad in your show.
Below-the-line from Reeves
in’t new. Qur credits include
hooting for such pros as Com-
188, Wolper, Yorkshire, Singer,
Janner, Jaffee, 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,
completely. They'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 you 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 9-355C TWX 710-581-4388



TECHNICAL TOPICS

JOHN s. auLh has been elected
president of Philips Broadeast
Equipment Corp., a subsidiary of
North American Philips Co. He will
succeed Matthew M. Dorenbosch who
becomes chairman of the board.

AULD

Prior to his election, Auld had
been vice president and general man-
ager of Philips Broadcast. Before
joining the company in 1966, he hadl
been associated with Tairchild Cam-
era and Instrument Corp., serving
first as director of marketing for the
Space and Defense Systems division

DIVORCE COURT

lands with

IMPACT

in market
after market

In Chicago

DIVORCE COURT

sent
homes up 47%
adults up 45%
women up 196%

over the program previously
in the time slot

on WFLD-TV,

Monday through Friday,
6:30-7 p.m.

ARB1 OCT. 1967 VS, OCT, 1966

“Divorce Court”
consistently delivers
more homes,

more women.

. 30 Rockefeller Plaza

EILMB  now York, N.Y.

Cherchez
Les Femmes

See page 58
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and then as general manager of the
DuMont Laboratories division.

Zolomatics Corp. has introduced
a new 280 MP zoom lens designed
specifically for 35mm motion picture
photography. The lens can be sup-
plied with a reflex viewfinder specifi-
cally for the Mitchell NC and BNC
cameras to provide reflex viewing.

The lens is provided with a noise-
less motorization and a precise focus
control to give the operator smooth-
ness and ease of operation. The price
of the basic unit is $2,300.

Bonded Services has expanded
into the 8mm field believing. “We are
on the threshold of an unprecedented
expansion in the nse of Smm in
agencies and television procedures,”
according to its president Jra Stevens.

The companv believes that agencies
are finding it ideal for instant pre-
sentation situalions, to inform a pro-
spect, a client, a colleague, at a frac-
tion of the cost, time, and inconven-
ience associated with 16mm.

Bonded suggests that account men
and producers will be able to carry
their reels, or even half hour shows
around in their pockets or briefl cases.
Equipment portability. thev point
out, is superior also.

Bonded Services will he loading
8mm film into Technicolor cartridges.

Tele-color Produetions Inec., a
new Washington D.C. area produc-
tion firm, will shortlv be equipped
with over a half-million dollars in
new Ampex equipment.

Included in the buy is a 115-200
disc recorder, four VR-2000 high
band color tape recorders, and AG-
440 and AG-500 audio recorders.

THE DOTTED LINE

Twentieth Centnry-Fox Televi-
sion’s The John Gary Show has
been sold in New York to wrix-tv.
The show has now been sold in 50
markets including all of the top ten.

Two additional stations have pur-
chased Aveo Embassy’s 28 for 68
eroup of films. ABC owned and op-
erated wiBC-TV New York and Kco-
Tv San Francisco bring the total
sales up to 41. Among the features
selected for delivery after network
telecasts: Nevada Smith, Where Love
Has Gone, The Oscar and Women
Times Seven.

KEMO-TV, U.S. Communica-
tions’ San Francisco outlet has sold
the Judy Lynn Show, which it pro-
duces, to KoLo-TvV Reno. Also carry-

i
ing the show are: WrHL-TV Philadel|s
phia, WXIX-Tv Cincinnati, and \VPGH-I
tv Pittshurgh.

Sandy Frank Program Sale
Inc. reports the following sales:

Across the Seven Seas to WSMS-Ty
Fi. Lauderdale; America! to wsMs§
tv Ft. Lauderdale, woBJ-Tv Roa
noke, WFLA-TV St. Petersburg; Th
American West to wsms-Tv Ft. Lau
derdale; Comedy Capers to WQXI-T)
Atlanta.  wiiz-tv  Zanesville; Th
Golden Voyage 1o wsms-Tv Ft. Lau
derdale, kooL-Tv Phoenix, KOLD-T!
Tucson; High and Wild to WSMS-T!
Ft. Lauderdale.

Also Mischief Makers to WOQXI-T!
Atlanta, WKAQ-TV San Juan, Telesis
tema, Mexico Citv; The Traveler ti
WSUN-TV St. Petersburg; Mr. Titm
to wsms-tv Ft. Lauderdale; My Lit
tle Margie to KLNI-TV Lafavette
kPLR-TV St. Louis, wsMms-Tv Ft. Laq
derdale, KiloL-Tv Kearney, WHIZ-T
Zanesville, wNEw-Tv New Yor
WSUN-TV St. Petersburg; You Aske
For 11 to kvos-Tv Bellingham; Safar
to WLBW-TV Niami. |

Triangle Stations has  sol}
Jleavyweight Inc. to E. 1. Du Pon}
for national syndication beginnin|
March 15. The hour-long color docu
mentary will be seen on various date
in at least 185 markets.

Joe Frazier, recognized as th
heavyweight boxing champion of th
world is the subject of this tv profil

INTERNATIONAL SALES

NBC International has opene
up a new overseas marke with th
first sale by any tv film distribut
to Indonesia. The sale extends th
company’s business activities to
high of 106 foreign markets.

Six NBC series comprised tF
package sold to Televisi Indonesii
Thev are Bonanza, | Spy Kimb
Abboit and Costetlo. Funny Mant
and Gumby.

Warner Bros.-7 Arts has al
nounced 38 sales of feature films |
Canadian stations.

Sales were signed with CKVR-1
Barrie, Kvos-Tv Vancouver, CJLH-1
Lethbridge. cxsa-Tv Lloydminste
cuat-tv Medicine 1lat, cHOV-I
Pembroke, ckBi-Tv ’rince Albert ar
croc-TvV Saskatoon.

Also. cner-rv Caleary, CBMT-]
Montreal, csor-1v Ottawa, €Jicl
Saulte Ste. Marie, cics-tv Sidne
c18F-Tv Swift Current, csrr-Tv T
ronto, and cKos-Tv Yorkton.

Television Age, February 10, 19
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3 THE WAY

7arner Bros.-7 Arts The Leg-
cof Albert Scleeitzer, a one-hour
|- special. will be placed into im-
wiate international syndication.

le program was filmed on loca-
o in Lambarene. Gabon. Through
I assistance of Rhena Fckert-
o veitzer, Dr. Walter Munz and the
i of the Schweitzer Hospital, the
yial etches the biography of the
4 who was a musician. theologian.
shtist and doctor,

enty  Fonda narrates the pro-
ra,

IPC will produce an hour-long
wr special which will focus on the
ny musical worlds of composer
bt Bacharach. The special 1o be
plast next fall will star Marlene
() rich. Herb Alpert and Jack Lem-
0.
he program will he directed by
la Halev. Jr., who last season di-
v>d MPPC's The Beat of the Brass.

Cfour Star International  will
pluce a half-hour television series
axd Can You Top This? The pro-

i is based on the radio show with
th same name.

forev Amsterdam will be execu-
i producer for the show and Gary
Dens.a Langh-In regular and Kypee
.0 personality. will be the host.

msterdam will be a regular pan-
et on the show with three guest
jiasters for every five shows. The
fcnat has each of the panelists try-
W to top one another in the joke-
®ng department.

Ivde Ware has been assigned by
Pramount Television 1o write a
Sninute anti-violent adull western
dma for presentation as an ABC-
T Vovie of the Week. The show
.“l also serve as a pilot for a pro-
ed series,

The feature is concerned with a
Hred '_:Illlrl‘uhlvl' who aceepls the
Pt oof sheriffl in a tough frontier
fmoon the condition that he never
Hd 1o use a gun.

Triangle Stations are producing
Biyndication special for the Penn-
' Co. The Sky Below Me. The
bed Abore is the strange title of
¥ program which deals with an in-
Jidual known as< the Flvine P’ro-
Isor. o

Set for presentation in at least 183
'S 18 . . o .
whets the program profiles Ay
ir Scholl. faculty member of San
Lenardino Valley State College. who

& much of his life upside down

levision Age, February 10, 1969
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Advertising Directory of

SELLING COMMERCIALS

"THE
SPECIAL
REASON
SAVING

 PLACE

BANDELIER FILMS, INC., Albuquerque

Best Foods—Spin Blend + D-F-S

JEFFERSON PRODUCTIONS, Charlotte

Armour Meats - Needham, Harper & Steers

- - . [ERN

PANTOMIME PICTURES, Hollywood

Associates Investment Co. « Campbell-Mithun

SARRA, INC.

Association of American RRs - Geyer-Oswald
1.‘ - ": . .

ROSE-MAGWOOD PRODUCTIONS, INC., N.Y.

Bounty Puddings < Leo Burnett

TOTEM PRODUCTIONS, INC., New York

Butternut Coffee  Tatham-Laird & Kudner

ELEKTRA FILM PRODUCTIONS, INC., N.Y.

Denalan « William Esty Co.

SPI TELEVISION CENTER, San Francisco




developing and projecting dangerous
aerial maneuvers.

Several projects are in the works
at Universal City Studios.

Ed Nelson has been sizned to sta
in Shadowman. a motion picture 1o
premiere on ABC-TV and cerve as the
basis for a projected new series.

HHauser’s Memory, a novel by Curt
Siodmak, has been purchased and as-
signed to producer Jack Laird for an
upcoming World Premiere. Adrian
Speis has been set 10 write the screen
play.

Hauser’s Memory will be the fifth
World Premiere that Laird has pro-
duced.

Citizen Garreit, a novel by Max
Ehrlich, has also been purchased to
be filmed as a World Premiere. Pro-
ducer for the movie will be Gene
Levitt.

Levitt recently wrote, produced
and directed Any Second Now which

airs February 11 on NBC-TV.

FACE LIFTING

The Hollvwood Video Center is un:
dergoing an expansion and renovat-
ing program on its audience studio

lo

that will cost about $110,000 when
completed.

Included in the project are the ad-
dition of 350 square feet of stage
area, expansion of the audience
capacity, plus new scenery and prop
areas.

The Steve Allen Show is currently
in ils second vear of production at
the studio.

AD MAKERS

ROBERT WRIGHT has been promoted
lo assistant art director at Needham,
Harper & Steers Inc., Chicago divi
sion.

Wright joined NH&S in March
1968 as arl service assistant. lle al-
tended the Arl Institute and the Chi-
caco Conservatory of Music.

NADEEN PETERSON and VERNON
coLnMsiTH have been named to the
new position of senior creative direc-
tor at Norman, Craig & Kummel Inc.
Al the same time Goldsmith was
named a vice president. Both Miss
Pelerson. also a vice president, and
Goldsmith have been associate crea-
tive directors of the agenc

Miss Peterson joined NCK last

ne

We make life a little easier.

The most reliable post-production services in North America.
Offices in: New York, 630 Ninth Avenue, N.Y. 10036/ Chicago, 18 East Erie St,, Illinois 60611
Los Angeles, 6043 Hollywood Bivd., Calif. 90028
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vear as a vice president and associat
creative director from Foole, Cone |
Beldine where she had been a vie
president and copy group head. Prio
to joining FCAB, she held copy super
visory positions with Tatham X Lain
and Ellington & Co.

Goldsmith also joined the agenc
last vear after having spent two vear
at Grey Advertising as a crealiv
supervisor.

ROBERT LEVENSON has been aj
pointed copy chiel and senior vic
president of Dovle Dane Bernbach.

LEVENSON

Levenson joined DDB in 1959, hi
first agency copywriling job. He ha
planned to be an English teacher. an
received a Master’s degree in educs
tion from New York University.

For a number of vears he wrote 0
the Volkswagen and El Al account
He wrote Mobil’'s We Want You Ti
Live campaign. More recently he ha
worked on Lever Brothers. Bristdl
Myers, and Sara Lee campaigns.

T'he title of copy chief. which Le”
enson fills, has been unassigned fo
more than a vear since David Reides
was promoled to associate creative di
recltor.

Also at DDB, witliaM TAUBIN
who is head art director, and HELMUY
KRONE, director of ‘special projectst
have been named senior vice presik
dents. .

Taubin has been with DDB for 18
vears. 1le art directed the You don’
have to be Jewish to love Levy’s 1Y%
bread campaign. He has won man]
industry awards for his campagin
for Olin Mathieson. In addition €
serving as head art director of the
avencyv, he works as art director Ol
the Gillette Safety Razor Co. account

Krone has been with DDB for I
years. lle was art director on th"
pioneering  Volkswagen and  Avy
rent-a-car campaigns.
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We can’t really take the credit. Of course, we take
© pride in providing you with the finest film stock we
¥ know how to make. But from then on, baby, it’s
Hl anybody’s commercial.

. Maybe that’s the key —because it seems that
# anybody who'’s anybody in television commercial-
dom is in film. The really creative new ideas that hit
the screen night after night in quest of sales come
from really creative film people. Of course, we keep
Coming up with new products that give you more

' The better you get, the

creative elbowroom. But that doesn’t exp
you keep flocking to film and raising its st
Could it be film’s flexibility ? Portability ? Un
sality? We think it’s these **. . . ities” and n :
other itty-bitty film advantages that add un‘ S
much of what keeps film the leading medium.

EASTMAN KODAK COMPANY

= ' - - 'I
Atlanta: 404/GL 7-5211 Chicago: 312/654-0200 e Ly o
Dallas: 214/FL 1-3221 Hollywood: 213/464-6131 . ok o o

New York: 212/MU 7-7080 San Francisco: 415/776-6055



Advertising Directory of

SELLING COMMERCIALS

Esso Imperia} Oil « Cockfie!d, Brown Ltd.

MOVIERECORD, INC./ESTUDIOS MORO

1st National Bank of Atlanta « McC-E

JAMIESON FILM COMPANY, Dallas

Franco-American Macaroni « Leo Burnett

o

Hush Puppies « MacManus, John & Adams

o

!

CASCADE PICTURES OF CALIFORNIA

Noxell Thera-Blem « SSC&B

PAUL KIM & LEW GIFFORD, New York

Peter Pan Peanut Butter « McC-E

N

SANDLER FILMS, INC., Hollywood

GERALD SCHNITZER PROD., Hollywood

Pittsburgh Provision & Packing « K, MacL & G

L

LOGOS TELEPRODUCTION CENTER, Arlington
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LAWRENCE ENGEL has been name(
assistant art director at Spade an
Avcher. He received his art training
at the Art Center College of Desigy
in Los Angeles. Before joining the
agencv he had been with Smitly
Greenland and with DDB.

LEO FassLER has joined Sullivan,
Stautler, Colwell & Bavles. Inc. as
vice president and crealive associate
Previously he was with Doyle Dane
Bernbach for ten vears as copy group|
supervisor and most recently was
with Kenvon & Eckhardt as a creativ
aroup head.

\t Warwick & legler, ROGER €
iarvey. head of radio/tv productior
has been named a vice president. Hy
joined the agency in June 1968 as ¢
sentor radio tv producer an: becamt
manager of the department in Octo
ber. Previously he had been a pro
ducer with N. W. Aver & Son, Inc,:
radio tv producer with Grev Adver
tising and a senior producer will
Tatham-Laird & Kudner Inc.

Papert. Koenig, Lois Inc. has ap
pointed VINCENT CORYELL head of it
television  production  department
Prior 1o coming to PKL in 1967
Coryell was a group supervisor a
Dovle Dane Bernbach.

NEW FOR TAPE

Reeves Video is offering a newl)
fesigned video tape reel and box fo
epot duplicate distribution. Boasting
an impressive list of features. tht
hox and reel are available in lots ©
13 or more. The box was developet
by Reeves in cooperation with tht
Vobil Chemical Co. which suppli
the special plastic coaling.

IBA AWARDS

lim Rose, president of Rose-Mag
wood Productions. will head a blw
ribbon. panel 1o judge non-knglisl
lancuave commercials entered in the
O9th annual International Broadeast

ine Award .

TIN LIZZIE SKED

The recular Tuesdav showing ©
agency sample reels at the Tin Lizan
Restaurant in New York has draw!
reels from top creative houses.

The schedule for upcoming Tues
davs is: Feb. 10 Judv Wald, Ieb. 1t
D'Arcy Advertising, Feb. 25 Wells
Rich & Greene. March 4 BBDO, am
March 11 Benten & Bowles.
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COMMERCIALS MAKERS

[UGLAS 1. KAUFFMAN has joined
Vlinterprises as a producer. He is a
crauate of Michigan State Univer-
it He is currently producing a mo-
iio picture at Cape Kennedy. and
wilbe producing for MJ in both the
cpmercial and business film divi-
S LLEN

\ROLD  E.
\wo Cinema Corp. as a producer-

wonbsEL has joined

salman for commercials and docu-
meary films. He was formerly asso-
ciad with Film Graphies Inc.

ICIARD BIRNBAUM. former mu-ie
edine: with 20th Century Fox. has
joixl the SPI Television Center as
awo engineer for all 35mm sound
opations,

M osneRnaN has joined FilmlFair
a3 director. He has won many film
febval awards which include three
Gls and the Grand Prix Award at
Coz.

NE 0. oULMANY has been ap-
joted vice president executive pro-
dur at Rose-Magwood Productions
TR

ETER MAYER has joined the stafl
of eter 1, Cooper Ine. as a divector/
priucer. Previously Maver had been
a cector for PGL and before that he
wawith Benton & Bowles.

QED MANNING has joined  lmero
fi entino as a Hehting divector. 1lis
br:ground includes: 10 vears  as
liging divector for CBS. one vear
dSl"lllIll" director for wxor. and
fiv vears at Video Tape Center in
NG’ \'m'k

ERBERT G. SCHWARTZ has heen ap-
ated  sales manager  of  Flekira

Fas. Schwartz. who has heen with
lh('ompnn) Just over one vear. will
fwrvise sales reps for all animated
an live action television commereial
0 industrial film production.

chwartz was previoush sales-pro-
dvion  exeentive at EUE L/ Sereen

Gns and prior Lo that was al Dovle
Die Bernbach.,

KiG RICHARD TO EDEL

lick Behrke. known for the past
‘l'e vears as King Richard of the
‘“Pl Knights. Iuh signed with Her-
i Edel Assoe. commercial music
lucers,

ehike has already composed for
VST Yellow I’aovs National Air-
Us and Buick spots. He has also
Hainged fop leading recording arlt-

Livision Age, February 10, 1969

Advertising Directory of

SELLING COMMERCIALS

Royal Crown Cola « D'Arcy Vermont Maid Syrup « Wm. Esty Co.

FIMFAIR, NEW YORK PELICAN PRODUCTIONS, INC...N.Y.

Salem Cigarettes « Wm. Esty Co Vita-Bee Biead « Cole & Weber

! X : I
SOL GOODNOFF PRODUCTIONS INc N.Y. KING SCREEN PRODUCTIONS Seattle

Schoenling Lager « Don Kemper Co. Vitalis « Young & Rubicam

R i [
WGN CONTINENTAL PRODUCTIONS, Chicago TELETRONICS INTERNATIONAL INC,, N. Y

Skil Corp. « Fuller & Smith & Ross Whirlpool “24" Doyle Dane Bernbach

WYLDE FILMS, INC., New York

FRED A. NILES-Chicago, Hollywood, N.Y.
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ZOOMING IN ON PEOPLE

ANTHONY AZZATO has been ap-
pointed general sales manager of
Storer Programs, Inc. Azzalo comes
to the company from Teledynamics
Corp. where he served as dirvector and
executive vice president. Prior to thal
he was director of station relations
for National Telefilm Assoc. and re-
sponsible for the formation of the
NTA film network, which served 134
stations.

Four new posts have been created
at MPC. jack roLty, north central
regional sales manager for the com-
panv has been named national sales
manager of syvndicated sales. He will
report to Wynn Nathan. vice presi-
dent in charge of the svndicated divi-
sion.

Folev joined MPC in 1967 after
serving as vice president of sales for
Olas Corp. and as an account execu-
tive for MCA-TV. Prior to that he
was local sales manager for WEws
Cleveland.

MKS. MARIAN BALDY, now director
of tv research at Metromedia Inc.,
will become director of research for
Metromedia Producers Corporation
(formerly Wolper Productions).

p

i

¢

“eRgp(IV

RALPH KESSLER
NEIL KOBIN

RALPH KESSLER PROD.

19 EAST 53RD STREET

NEW YORK, N.Y. 10022
PLAZA 3-8313

Mrs. Baldv joined Metromedia in
1960 as media research manager at
WNEW-TV, a post she held until 1966
when she was named to her most re-
cent post. Prior to her association
with Metromedia. she was supervisor
of media research at Foote, Cone &
Belding and held research positions
with the Radio Advertising Bureau
and A. C. Nielson & Co.

MISS PAT THRONE of the advertis-
ing and sales promotion department
has been appointed station promotion
director. She joined MPC in 1967
after serving as continuitv directo
of WHEN-TV Svracuse.

ROY PORTEOUS has been named di
rector of network sales. He joins
MPC following a 12-vear period with
CB>-TV. For the past seven vears he
was vice president of central sales fou
the network. Larlier he had been with
NBC in a number of sales and man
agement capacities. including sales
manager of the Today and Tonight
shows.

MORTON A. SMALL has been pro-
moted to vice president and general
manager of Radio Features Inc. The
organization is a subsidiary of Talco
Incorporated.

We would like to express
our thanks for making our
first month a fabulous one. .

To: Wells Rich Creene
William Esty

Doyle Dane Bernbach I

Grey Advertising

Richard K. Manoff '
J. Walter Thompson

Young & Rubicam
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Radio Features provides brani":
merchandise as prizes for tv ay
radio shows. contests. and prom
tions for Talco Inc. which deals | ¥
television programming and me
chandising.

Small has been with the firm §
three vears.

KEN JOSEPH has joined Indepen|
ent Television Corp. as vice presiden|
svndicated sales.

JOSEPH

Joseph joins ITC from Four St
Fntertainment Corp., where he ha
been executive vice president f¢
three vears. He has been in syndic
tion sales for 25 vears serving als
with United Artists Television an
Ziv.

NORTON T. GRETZLER has been aj]
pointed general manager and clier}
services director of the recently €
tablished New York office of Nationi
Television Iilm Distributors, a div
sion of Cascade Pictures of Califo
nid.

MINI SLATE

New from SOS Photo-Cine-Optic
inc. is a mini clapstick-slate combi
ation. small enough to be used ault
maticallv with one hand. The slate
made of heavy duty enameled metal.

Available in either white or blacl
the mini slate selis for $12.50 an
can be obtained from either the SO
New York or Hollywood office.

TV IN THE SUBWAYS

“Advertisers are adapting teleV
sion themes for use in subwav car
and posters,” according to Marvi
Schwarlz, executive vice president ¢
the New York Subwayvs Advertisin
Co.

Schwarlz points out that sequentit
action pictures, ads in storyhoar
form and illustrations framed in i
screens are the latest trend in subwa
adverlising.
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Wall Street Report

-#

i the black. VMeredith-Avco.
wlzh lost more than *1 mitlion in
wirst three years of operation. fi-
av came into the black last year for
hfirst ime—and died.

he caTV company
su1 an expensive hirth has just been
hight out by American Television,
. tle-known CATV operator. for $14
mion. The total sale price presum-
al’ was split 50-50 between Mere-
4. Corp. and Avco, since Meredith
i Avco each owned hall of the

v company.

.merican Television is a Denver-
bied syndicate with about 40 catv
fiichises. The Meredith deal gives
it n additional 10 caTv operations
tordd to its total.

t’s pretty much an unknown fac-
tc in Wall Street at the moment, but
AV may become a big deal it catv
caes along as fast as some antici-
pe. For this reason alone, it’s a
nne worth watchine, but its future
ny not be as rosy as some of the
av pushers would like to think it is.

which had

Viy ditch CATV? QOue thin g

tI’s puzzling the folks in the know
t:why such a smart operation as
A-o, which is interested in buildine
av and film business. would want
ttditch a promising cATv operation
Jt at a time when it was finall
8rling lo make monev.

t 1sn’t enough to sav that Ameri-
£t Television just offered the right
pce. Avco is a rich company—it
tild afford to wait for more f_'i'av
khaps it decided there wasn’t
©ugh in catv’s future to make the
Witing worth while. The same thing
Wlies to Meredith, which is a fast-

'Wwing communications conelomer-
a,

Meredith is expanding in conven-
tnal broadcasting. Currentlv, its
b)fl(lcasl division owns and operates
1lio and television slalions in Syra-
Cie, Omaha. Kansas Citv. Phoenix
f'lll. gz(:ll‘*esulll\/[f)l'l a recejnl: acquisi-
hn; a.\é‘c‘ﬂ:' lich. Most of the sta-

BN afhliates.

Meredith has all the earmarks of
':Ne“-l'l.lll companv, with good over-
:izé:]rl:;]rﬁs"ﬁ':)"\frtln 'dr‘ld every indi-

argins will continue 1o
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be maintained, thanks to various
tight and generally effective cost con-
trols.

Revenues for the most recent fiscal
vear. ended June 30. 1968, were up
3 per cent over the year previous for
the 10th consecutive record. Maga-
zine. printing, educational and
broadcast revenues all hit peaks. The
only division that did not do well was
the operation that manufactures
olobes.

Magazines bring in about half of
oross—hut broadcasting and con-
tract printing account for the higgest
percentage of profits. Magazine pub-
lishing, in fact, is the least profitable
of Meredith’s enterprises, hut the
company is taking steps to set this
part of its house in order.

Up went the rates. [ has recently
raised adverlising rates on one of its
biggest magazines—Better Ilomes
and Gardens—by 3.4 per cent. This
month (Februarv) it raised the sub-
scription price of Better Homes and
Gardens from $3 to $4. Tt pushed
BIA&G’s circulation rate base up by
250.000 to 7.5 million at the same
time.

Meredith has also been adjusting
Successful  Farming, which is the
third-lareest national farm magazine.
It has raised advertising rates 5 per
cent and reduced the guaranteed cir-
culation base to 1.2 million from 1.3
million. Also, it has raised the sub-
scription price per vear from Sl to
$2.

These measures may help the com-
pany get per share profit back to the
levels of 1966. Despite good revenue
eains, spiraling costs, a high rate of
depreciation and amortization
knocked per share net from #2.53 in
1966 to $2.45 in 1967 and $2.28 in
1968.

The company could have made a
better showing if it had wanted to
impress Wall Street. but it has pre-
ferred to stick to conservative ac-
counting practices.

In the last fiscal vear, it retained
$16.451,696 in earnings for dividend
pavments. It has paid dividends reg-
ularly  since 1930. Payments have
averaged 47 per cent of earnings in
the five vears through 1968. But the

dividend, which vields only 2.4 per
cent at a price of about 50, isn’t a
good enough reason in itsell to put
Meredith on anybodyv’s shopping list.

But the fact is, the company is in
a sirong position and, with the cost
control systems it already has in op-
eration, should show increased profit.

It seems to be working out that
way alreadv. In the first half of fiscal
1969, the company posted net operat-
ing earnings of $1+.837,417, an in-
crease of 52.5 per cent over the pe-
riod a vear earlier. Net profit per
share of cominon stock also rose, to
$1.76 from $1.16.

Total costs and expenses in the
period increased 13.1 per cent o
$60.254.164, including a $190,000
surtax on Federal income taxes which
was not in effect during the same pe-
riod a vear earlier.

These figures do not take into ac-
count capital gain from the sale of
the cATv properties held under the
Meredith-Aveo partnership.

This is the Meredith picture: A
large  communications  company
whose stock sells at around 20 times
earnings is in the midst of reorgan-
izing to strengthen profitabilitv; a
growth situation tinged with specu-
lation, the speculation being on man-
agement’s ability to wring more prof-
its out of the expensive magazine
publishing business, but with hright-
ness in broadcasting, learning svs-
tems, contract printing, consumer
books and textbooks. =
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Protection (From page 31)

move a single spot around to elimi-
nate the problem.

In case of piggyback commercials
the other spot in the break had to be
moved, a difficult situation when the
spot is a network commercial and
the piggyback is running in a chain
break.

It is considerably easier to relocate
one 30 second spot than a minute
spot, since with the minute piggyback
the new position may produce a con-
flict with the second piggyback part-
ner.

Denenholz agrees that the individ-
ual 30 will make life a little easier for
the stations and predicts, “Perhaps
this is one reason why the individual
30 is developing.”

Network-station hassle

Perhaps the biggest area of dis-
agreement is the station’s responsi-
bility for avoiding conflict with a
competitive network commercial. It is
a general consensus among agencies
that stations could do more to elimi-
nate these conflicts. The stations, on
the other hand. blame the networks
for lack of proper advance schedules,
and accuse them of being the culprits.

One rep said that most agencies
believe that the networks send their
schedules out 24 hours or more in ad-
vance. He added however that while
this may or may not be true, the sta-
tion would need someone in the traf-
fic department who is aware of the
more subtle tvpes of conflict between
products.

The problem with this of course is
that by 24 hours prior to air time
(especially on weekends). the station
logs are probably already printed.
and the master reel of commercials
is already put together. The station
must then shift commercials around
to fit the revised schedule. With anv
shift of this type there is naturally
room for considerable error. In ad-
dition to evervthing else, the station
must foot the bill for the time their
emplovees spend in figuring out new
schedules and revising the master
reels.

A group rep executive admitted
that “keeping up with the nets is a
terrible problem.” He said that net-
works_don’t send out complete sched-
ules, and there are often last minute
changes. “As a result,” he pointed
out, “our stations are not responsible

14

tor network-local conflicts.”

The Katz stations generally only
guarantee back-to-back where the:
have control. There. of course, is no
control in a net-local situation.

While the Storer stations have a
trict protection policy, they point out
that, “to be entitled to competitive
separation as outlined, products to he
advertised must be known to the sta-
tion a minimum of two weeks in ad-
vance.”

The Blair stations, too, prolect
back-to-back. but only when both
spolts are placed by the station. “Sta-
tions don’t go out of their way to
bump a spot away from the net-
work,” said McDermott.

Agencies feel that the stations are
responsible if a station commercial
ends up adjacent to a network spot.

BBDO’s Pearlstein said, “The sta-
tion is responsible if there is a nel-
work-station conflict. Thev should
know the network arrangements.”

Papert, Koenig, Lois media direc-
tor Erwin Ephron savs that stations
normallv get enough advance notice
to make changes, but that it does de-
pend upon the program.

While there is some disagreement
among agencv executives as to how
much use is being made of individual
30’s, TvB-BAR figures point to a sub-
stantial increase recently in spot tv.

In Januarv 1967 individual 30’s ac-
counted for less than one per cent of
all commercials. By July 1968 the
30’s had acquired a 17.3 percent
share of the total number of all com-
mercials. This is almost a 1,000 per
cent increase.

A special report released bv Ted
Bates & Co. says there is widespread
advertiser acceptance of non-piggy-
backed 30’s in both network and spot.

Two other considerations cloud the
protection picture. There is the ques-
tion of research which would either
prove or disprove the notion that
compelitive commercials can aflect
one or both negatively. Second is the
NAB code change which now allows
four commercials to run consecutive-
ly.

While at first view it appears there
could be a problem with the code
clearage, some people think there
isn’t.

First there is the question of where
the station could find enough time to
run four spots in a row, and second-
ly, whether the advertiser would sit
still for it.

Four in a row is highly unlikel
during daytime chainbreaks for the
would mean a 30. a 20, and two ID
or some similar arrangement. If it g
cured during fringe time, where fou
30's would be possible, advertiser|
would not be in favor of it. thoug
some agencv men think thev woul
have to learn to live with it.

BBDO’s Pearlstein said, “There
nothing vou can do about it. There
a possibility of it happening. I il
does then vou just have to accept it.”|

Pearlstein went on to add tha
when triple spolting become a faclol
the same problem existed. Som
clients refused to allow their spotst
be triple-spotted.

Another agencv executive feel
that the possibility of quadruple spol
ting basically presents a challenge t
the creative people. Thev must worl
even harder to draw the attention o
the viewer. The executive added how
ever that an increase in commercial
doesn’t necessarilv mean a decreas
in eflectiveness.

Bob Kizer at Averv-Kknodel sees a
the effect of the code the reduction 0
time between competitive spots. Hi
also added however. “If we run fow
30’s in a row, General Foods an
Procter & Gamble will hit the ceil
ing.”’

A group rep executive said that ht
thinks stations will handle the cod
change in different wavs, but fore]
sees the possibility of more clustering
in light of the increasing indepen

dent 30s.

Is separation needed?

One thing agencies and station!
agree upon is the fact that no onf
has heard of anv research done 1€/
determine the effect of increased ol
decreased protection. It is not knowr
for sure if there is any eflect, negd
tive or. positive, from running com
petitive commercials together o
further apart.

The product protection  story
won't get any easier. \Manufacturert
are continually adding new product
to their lines which are aimed al
more specific groups of people.

Advertisers are quick to spell oul
specificallv what they want in the
way of time-separation for proté®
tion, but slow to say exactly what I
competitive. They perhaps hope 1©
attract anvone who might use then
product. In that case they won't rusk:
into defining competitiveness.

Television Age, February 10, 1969/
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TELEVISION AGE

"ne of the services which helps
spot buyers evaluate new net-
wk shows is PiQ (Product Idea
(Mtient), which was begun on an
eserimental basis in 1961 by Home
Diting Institute/TvQ. The experi-
mt was continued until 1966, and
th service was offered on a syndi-
cixd basis for the first time covering
th1966-67 television season.

"1Q offers a prediction of how well
v shows will do, and what, if any,
cinges will take place in ratings of
ol shows moving to new time pe-
rils.

IT1/TvQ uses a nationally distrib-
Wl consumer mail panel for their
tearch. A questionnaire sent to
130 families presents some basic
ks about new shows proposed for
U Fall. Information about the plot
b, cast. type of show (Western,
thedy, ete.). title and length is in-
tHed for all shows. along with any
Ver available information.

onsumers are asked to evaluate
l% information and rate the prospec-
iz show in one of the following ca-
I.i dries: “one of my favorites.”
1y good.” “good,” “fair.” “poor,”
“"would never watch it
-I)f 1,250 questionnaires sent out,
face Irom Vi ual members of
| f.dlfnly. The PiQ score is figured
Y dividing the number of responses

the number of people who said the

M evision Age, February 10, 1969

FEBRUARY 10,

a review of
current activity
in national
spot tv

show would be one of their favorites.

PiQ appears to have a high degree
of accuracy. according to Mina
Block, assistant director of research
at HTI/TvQ. She pointed out that
over the past three seasons 73 per
cent of the new shows with high PiQ
scores have achieved a 30 or better
share of audience in the second Sep-
tember Nielsen report. Only a third
of new shows with low PiQs scored
that well in the Nielsens.

Also, over the past eight years,
shows with high PiQs were renewed
for a second year in about 70 per cent
of the cases, while programs with low
scores were renewed in only about
20 per cent of the cases.

The service has about 20 clients

Vincent Partridge buys for Bank of
Commerce and Selclow & Righter at
Warwick & Legler, New York.

1969

REPORT

now. One network, a few station
groups and a few production com-
panies are involved, but the rest are
advertising agencies.

A special survey was conducted
over 1965-66 in 17 markets to test the
accuracy of a PiQ score against pre-
dicting ratings on the basis of the
March Nielsen report. In 13 of the
17 markets, the PiQ score was a more
accurate prediction, giving it an over-
all average of 50 per cent better than
time-period ratings.

Miss Block pointed out that while
PiQ) is not a substitute for time-pe-
riod ratings, it can be a very useful
tool for deciding exactly where the
Fall buys should go. Since the ques-
tionnaire asks for individual re-
sponses to the programs, the demo-
graphics can be broken down for the
agency.

The 1969-70 survey is now under-
way with questionnaires listing in-
formation on 55 prospective new
shows already sent out to consumers.

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

American Airlines
(Doyle Dane Bernbach, New York)

A buy for air travel breaks on issue
date in 10 markets. Fringe and prime
20s and 60s will run for 6-8 weeks.
Irene Fulrath is the buyer.
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ARTHUR MOUNTREY has been ap-
pointed an executive vice president
at Compton Advertising, New York.
Mountrey, who has been with the
agency since 1951, is also a director.

HAROLD GRIFFIN has been elected
a vice president and account super-
visor at Kenyon & Eckhardt, Inc,
New York. Previously he was a cre-
ative director at Lelin & Fink Prod-
ucts Corp.

tONY Thare has been named a
vice president at Benton & Bowles,

TRAPP

New York, He joined B&DB in 1961
and is an associate media director.

KICHAKD OWENS has joined Dan-
cer-Fitzgerald-Sample, Inc., San
Francisco, as an account executive,
He had been with the Marschalk Co.
in Atlanta.

PATRICK MoOrIN has joined Post
Keyes-Gardner [ne., Chicago, as an
account executive. Previously, he
was with J. Walter Thompson.
HAKOLD 110GAN has joined the agen-
cy’s Detroit office as vice president

account supervisor. He had been
with Campbell-Ewald.
J. RICHARD DINDORF has been

elected a vice president at Batten,
Barton, Durstine & Osborn, Inc,
New York. He has heen with the
agency since 1964, and is currently
an account supervisor. Befdre join-
ing BBDO he was a product man-
ager at Colgate-Palmolive Co.

American Motors, Inc.

(Wells, Rich, Greene, New York)
A buy for AMERICAN MOTORS cars
begins in early March in a minimum

of 10 markets. Fringe and prime minutes
will be used for about four weeks to
reach men. Norman Hinton worked on
the buy.

Block Drug Co.

(Sullivan, Stauffer, Colwell & Bayles,

New York)

Commercials for RELIEVE sore throat mist
are underway in about 8 markets. Early
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A. E. MCKEOUGH has been named
vice president in charge of client
service at Leo Burnett Co., Chicago.
He has heen with the agency since
1960. PETER MUSTING and MICHAEL
MiLes have been promoted to ac-
count supervisors. Both have been
with the agency for several years. In
Burnett’s Hollywood othce, WALLACE

wuccLES has heen appointed a vice |
president. He has been with Burnett
since 1950. |

STEPHEN LOEWENRERG has been ap-
pointed an account execulive al
Grey Advertising, Inc., New York.
Previously, he was with PPG Tndus-
tries. BLAIR PLOWNMAN, PETER ROSOW
and HErp 2Z1TTMAN have been elected
vice presidents of the agency. All
three are account Supervisors.

kALPH WEMHOENER has been ap-
pointed a vice president at Ted
Bates & Co., New York. He has been
with the agency as an account su-
pervisor since 1966.

WILLIAM WEILBACHER has joined J.
Walter Thompson Co. as director of
research, He had previously been a
partner at Jack Tinker & Partners.

JOSEP! sLALOCK has been elected
a vice president at Benn & Mac-
Lounough, Inc., New York. He has
been with the agency since 1967,
and before that was an account ex-
ccutive at Doremus & Co.

1AROLD HAYES has joined Norman,
Craig & Kummel Inc., New York, as
an account executive. He will work
on the TWA cargo account. Previ-
ously, he was with IV’Arcy Advertis-

ing.

LELAND ROSEMOND has joined the
Aitkin-Kynett Co., Philadelphia, as
an account executive. Ile had been
with N. W. Ayer & Son.

JOSEPH HAYDEN and LYNNE STE-
warT have been appointed account
executives at Spade and Archer,
New York. llayden had bheen with
Young & Rubicam. Mrs. Stewart was
an account executive at Chirurg and
Cairns.

fringe 30s will run until March 2 in an
attempt to reach adults. Irwin Meadel
placed the buy.

Bonded 0Oil Co.

(Warren, Muller, Dolobowsky, New
York)

A buy for gas and oil began shortly before

issue date in six markets. Prime 30s are

being used through the end of March

primarily to reach men 18-49. Myrna Titan

placed the buy.

Carter Products

(Sullivan, Stauffer, Colwell & Ba
New York)

Forty markels are seeing commercials

ARRID extra dry deodorant. Early and

fringe 30s will run until March 30 to

reach women 18-49. Val Sauri did the

buying.

Coca-Cola Co,

(The Marschalk Co., New York)
A buy for MINUTE MATD breaks on iss
date in 46 markets. Fringe 30s and 60s
will be used for four weeks. Johnny Joh
made the buy.

Colgate-Palmolive Co.

(Ted Bates & Co., New York)

A buy for various COLGATE-PALMOLIN
products begins this month and runs
through December. Day and fringe minu
will be used to reach people in 95 markel
Muarcia Bernson is the buyer.

Continental Baking Co.
(Ted Bates & Co., New York)

Two huys have been placed for PROFIL
bread. The first breaks on issue date
and runs until March 9. The second buy
will start March 3 and run for four week
Day. fringe and prime 30s and 60s will
he seen in a total of 30 inarkets. Margan
Berlin and Bart Scofield placed the buys

Eastern Airlines

(Young & Rubicam, New York)
A six week buy for air travel is underws
in about 20 markets. Early and late frin
minutes are being used. Barry Summerfil
is the buyer.

Economic Laboratories

(Hicks & Griest, New York)
March 24 is the start date for commercia
for various products. Fifty markets will
see day and fringe 30s and 60s for five
weeks. Larry Linehan made the buy.

General Foods

(Ogilvy & Mather, New York)
Women 18-49 are the target of commerci
for regular MAXWELL HOUSE coffee.
Fringe 30s and 60s will run from issue
through March 17 in 20 markets. Pat
Twyon is the Luyer.

General Mills

(Dancer - Fitzgerald - Sample, N
York)

A corporate buy for GENERAL MILLS

starts February 24 and runs through Ma

30. About 35 markets will see 30s and 6
all day. Mike Perkis is the buyer.

General Motors _
(Dancer - Fiizgerald - Sample, N
York)
Commercials for various FRIGIDAIRE |
appliances are underway in 40 markets.
Fringe and prime 60s will run until MaruL
23. Ed Gallen and Mike Perkis worked
the buy. |

H. J. Heinz Co.

(Doyle Dane Bernbach, New Yol
A buy for various HEINZ products sta!
February 17 in 40 markets. Piggybacks
will be seen until the end of March.
Mike Gottisman placed the buy.

Lea & Perrins Co.
(Humbert & Jones, New York)

(Continued on page
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ine Seller’s Opinion . . .

DEMOGRAPHICS: WOMEN VS. KIDS

There are certain questions in spot buying and selling about which it is
ttheult to get agreement.

A classic example is the continual debate about the value of an early
inge program delivering many women 18-49, but also a considerable
aount of children and teen-agers. Some will argue that this area is ac-
iptable to the advertiser with a demographic target of women 18-49, as
ng as efficiency against the target group is acceptable. Others maintain

y show delivering more children and teens than women is of no value
» matter what the efhciency against target women.

One salesman argues that in order to deliver young women in early
inge you musl expect to find children and teen-agers in the same audi-
ce. lle says that programs such as / Love Lucy, Mclale’s Navy and
illigan’s Island are not basically children-appeal programs. They differ
om such children-appeal programming as cartoons in that they are
ol-type shows and require thought io follow the story line.

However, if the above comedy shows are programmed against early
'ws as they are in most markets, where do vou expect the kids to go?
hey are not going to watch the news, are they? Consequently, this sales-
an continues, the child and teen-ager passively sit and waltch while
oung mommy changes the channel to watch / Love Lucy. After all,
yung mommy does not walch early news either.

Now the counter argument appears. The only reason shows of the Lucy
ad Gilligan’s Island type do well at all is the fact that most of their au-
ience is children and teen-agers. Who do vou actually think is control-
ng that set? 1U’s not voung mommy. She’s in the kitchen preparing sup-
er. The only reason she appears in the ARB or NSI as part of the audi-
ice totals is that when she fills out the weekly diaries, she remembers the
iddies watched the show and that she just happened to see parts of it
hen walking to and from the kitchen. How could she possibly remember
ur commercial message? LEven if she was accidentally sitting and
atching the show for anv length of time, the noise from all those children
ill prevent any commercial impact whatsoever.

Well, if these shows are so strongly children-oriented, counter-argues
tlesman number 1, why do they deliver less children per household than
artoon shows? Why do they usually deliver less children than the car-
»on shows will usually lead-in to them. even though the cartoon shows
eliver a lower rating?

Salesman 2 then says stations would not schedule these shows following
artoons if they were not basically children’s programming.

The debate is endless. There is no simpie answer. The issue remains a
1alter of personal judgement, tempered by specific product nuances.

However, let’s look at the following analysis. The latest BAR in the
1arket reveals that 35 of 51 accounts in Mcllale’s Navy (a show that fits
Mo the category described ahove) were purely adult accounts. An addi-
ional comparison will point out that there are more teens and children
alching the first half-hour of Laugh-In than there are women. The same
s Irue to u greater degree of Get Smart. Julia enjoys only 6,000 less kids
han women, while Wild Wild West and Mothers-In-Law both deliver
nore teens and kids than women. [low manv spot television buyers would
‘esitate to buy a spot in any of the above listed network shows hecause of
he high teen and children « omposition ?

he interesting and rather paradoxical comparison is that buvers seem-
Elg|y use different vardsticks when considering primetime network par-
ICipations versus fringe time local station availabilities. The hesitation
‘e bl.l)el‘ may feel in buying programming such as / Love Lucy, My
avorite Martian, McHale’s Navy, Gilligan’s Island, ete., for a woman-
'r.lellle(l account does not exist in the consideration of network program-
aing with similar demographic profiles.
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ARTHUR MOUNTREY has been ap-
pointed an executive vice president
at Compton Advertising, New York,
Mountrey, who has been with the
agency since 1951, is also a director.

IIAROLD CRIFFIN has been elected
a vice president and account super-
visor at Kenvon & Eckhardt, Inc,
New York. Previou-ly he was a cre-
ative director at Lehn & Fink Prod-
ucts Corp.

TONY TRaPr has been named a
vice president at Benton & Bowles,

TRAPP

New York. He joined B&B in 1961
and is an associate media director.

RICHAKD OWENS has joined Dan-
cer-Fitzgerald-Sample, Ine, San
Francisco, as an account executive,
He had been with the Marschalk Co.
in Atlanta.

PATRICK MORIN has joined Post
Keyes-Gardner Inc., Chicago, as an
account executive. Previously, h
was with J. Wahier Thompson.
HAROLD HOCAN has joined the agen:
cy’s Detroit office as vice president/
account supervisor. He had been
with Campbell-Ewald.

J. RICHARD DINDOKF has heen
elected a vice president at Batten,
Barton, Durstine & Osborn, Inc,
New York. He has been with the
agency since 1961, and is currently
an account supervisor. Before join-
ing BBDO he was a product man-
ager at Colgate-Palmolive Co.

American Motors, Inc.

(Wells, Rich. Greene, New York)
A buy for AMERICAN MOTORS cars
begins in early March in a minimum

of 10 markets. Fringe and prime minutes
will be used for about four weeks to
reach men. Norman Hinton worked on
the huy.

Block Drug Co.

(Sullivan, Stauffer, Colwell & Bayles,

New York)

Commercials for RELIEVE sore throat mist

are underway in about 8 markets. Early
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s, E. MCKEOUGH has heen named
vice president in charge of client
service at Leo Burnett Co., Chicago.
He has been with the agency since
1960. PETER HUSTING and MICHAEI
MiLEs have been promoted to ac-
count supervisors. Both have heen
with the agency for several years. In
Burnett’s Hollywood ofhce, WALLACE
RUGGLES has heen appointed a vice
president. He has bren with Burnet! f
since 1950.

STEPHEN LOEWENBERG has heen ap- |
pointed an account execulive al
Grey Advertising, Inc., New York.
Previously. he was with PPG Indus-
tries. BLAIR PLOWMAN, PETER ROSOW
and nEks 2iTrMAN have heen elected
vice presidents of the agency. All
three are account supervisors.

KALPH WEMHOENER has been ap-
pointed a vice president at Ted
Bates & Co., New York. He has been
with the agencv as an account su-
pervisor since 1966.

WILLIAM WEILBACHER has joined J.
Walter Thompson Co. as director of
research. He had previously been a
partner at Jack Tinker & Partners.

JOSEPH BLALOCK has been elected
a vice president at Benn & Mac-
Donough, Inc., New York. le has
been with the agency since 1967,
and before that was an accoun! ex-
ccutive at Doremus & Co.

HAROLD HAYES has joined Norman,
Craig & Kummel Inc., New York, as
an account executive. He will work
on the TWA cargo account. Previ-
ously, he was with D’Arcy Advertis-

ing.

LELAND ®ROSEMOND has joined the
Aitkin-Kynett Co., Philadelphia, as
an account executive. ile had been

with N. W. Ayer & Son.

JOSEPHI HAYDEN and LYNNF STE-
wART have been appointed account
executives at Spade and Archer.
New York. Hayden had heen with
Young & Rubicam. Mrs. Stewart was
an account executive at Chirurg and
Cairns.

fringe 30s will run until March 2 in an
attempt to reach adults. Irwin Meadel
placed the buy.

Bonded Oil Co.

(Warren, Muller, Dolobowsky, New
York)

A buy for gas and oil began shortly hefore

issue date in six markets. Prime 30s are

being used through the end of March

primarily to reach men 18-49. Myrna Titan

placed the buy.

Carter Products

(Sullivan, Stauffer, Colwell & B '}

New York) |
Forty markets are seeing commercials fg |
ARR!D extra dry deodorant. Early and
fringe 30s will run until March 30 to
reach women 18-49. Val Sauri did the
buying.

Coca-Cola Co,

(The Marschalk Co., New York)
A buy for MINUTE MAID breaks on issi
date in 46 markets. Fringe 30s and 608
will be used for four weeks. Johnuny Johs
made the buy.

Colgate-Palmolive Co.

(Ted Bates & Co., New York)
A buy for various COLGATE-PALMOLIV
products begins this month and runs
through December. Day and fringe minui
will be used to reach people in 95 markets
Marcia Bernson is the buyer.

Continental Baking Co.

(Ted Bates & Co.. New York)
Two buys have been placed for PROFILI
read. The first breaks on issue date
and runs until March 9. The second buy
will start March 3 and run for four weekj
Day. fringe and prime 30s and 60s will '
be seen in a total of 30 markets. Margard
Berlin and Bart Scofield placed the buys.

Eastern Airlines

(Young & Rubicam, New York)

A six week buy for air travel is underwa
in about 20 markets. Early and late frin
minutes are being used. Barry Summerfié
is the buver.

Economic Laboratories

(Hicks & Griest, New York) |
Mareh 24 is the start date for commercial
for various products. Fifty markets will
see dav and fringe 30s and 60s for five
weeks. Larry Linehan made the buy.

General Foods

(Ogilvy & Mather, New York)
Women 18-49 are the target of commerei
for regular MAXWELL HOUSE coffee. ¥
Fringe 30s and 60s will run from issue di
through March 17 in 20 markets. Pat
Twyon is the buyer.

General Mills

(Dancer - Fitzgerald - Sample, Ne
York)

A corporate buy for GENERAL MILLS |

starts February 24 and runs through Mal

30. About 35 markets will see 30s and B

all day. Mike Perkis is the buyer.

General Motors

(Dancer - Fitzgerald - Sample, N
York)

Commercials for various FRIGIDAIRE

appliances are underway in 40 markets.

Fringe and prime 60s will run unt il Marc

23. Ed Gallen and Mike Perkis worked

the buy.

H. J. Heinz Co.

(Doyle Dane Bernbach, New Yor
A buy for various HEINZ products stafs
February 17 in 40 markets. Piggyhacks
will be seen until the end of March.
Mike Gottisman placed the buy. i

Lea & Perrins Co.
(Humbert & Jones, New York)

(Continued on pagé*
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Dne Seller’s Opinion . . .

DEMOGRAPHICS: WOMEN VS. KIDS

There are certain questions in spot buving and selling about which it is
lificult to get agreement.

A classic example is the continual debate about the value of an early
iringe program delivering many women 18-49, but also a considerable
amount of children and teen-agers. Some will argue that this area is ac-
eptable to the advertiser with a demographic target of women 18-49, as
ong as efficiency against the target group is acceptable. Others maintain
any show delivering more children and teens than women is of no value
no matler whalt the efliciency against targel women.

One salesman argues that in order to deliver young women in early
fringe you must expect to find children and teen-agers in the same audi-
ence. He says that programs such as / Love Lucy, McHale’s Navy and
Gilligan's Island are not bazically children-appeal programs. They difler
from such children-appeal programming as cartoons in that they are
plot-type shows and require thought to follow the story line.

However, if the above comedyv shows are programmed against early
news as they are in most markets, where do you expect the kids to go?
They are not going to watch the news, are thev? Consequently. this sales-
man continues. the child and teen-ager passivelv sit and walch while
young mommy changes the channel to watch / Love Lucy. Afier all,
young mommy does not watch early news either.

Now the counter argument appears. The only reason shows of the Lucy
and Guligan’s Island tvpe do well at all is the fact that most of their au-
dience is children and teen-agers. Who do vou actually think is contvol-
ling that set? It's not voung mommy. She’s in the kitchen preparing sup-
per. The only reason she appears in the ARB or NS1 as part of the audi-
ence totals is that when she fills out the weeklv diaries. she remembers the
kiddies watched the show and that she just happened to see parts of il
when walking to and from the kitchen. How could she possibly remember
your commercial message? Even if she was accidentally sitting and
watching the show for anv length of time. the noise from all those children
will prevent any commercial impact whatsoever.

Well, if these shows are so strongly children-oriented, counter-argues
salesman number 1. why do they deliver less children per household than
cartoon shows? Why do thev usually deliver less children than the car-
toon shows will usually lead-in to them, even thouch the cartoon shows
deliver a lower rating

Salesman 2 then savs stations would not schedule these shows following
cartoons if they were not basically children’s programming.

The debate is endless. There is no simpie answer. The issue remains a
matter of personal judgement, tempered by specific product nuances.

However. let’s look at the following analvsis. The latest BAR in the
market reveals that 35 of 51 accounts in MclHale's Navy (a show that fits
into the category described above) were purelv adult accounts. An addi-
tienal comparison will point out that there are more teens and children
fvalching the first half-hour of Laugh-In than there are women. The same
1S true to a greater degree of Get Smart. |ulia enjovs onlv 6.000 less kids
than women, while Wild Wild West and Mothers-In-Law both deliver
more teens and kids than women. How many spot television buvers would
hesitate to huy a spot in anv of the above listed network shows Decause of
the high teen and children composition?
~ The interesting and rather paradoxical comparison is that buvers seem-
lf]).‘l use different vardsticks when considering primetime network par-
ticipations versus fringe time local station availabilities. The hesitation
e I“f"el‘ may feel in buying programming such as / Love Lucy, My
Fa.vome Martian, McHale’s Navy. Gilligan's Island. elc., for a woman-
::il::t:-(:t}acc'm{m does not exist in the consideration of network program-

g with similar demographic profiles.

—
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FRANK E. REILLY has joined Dan-
cer-Fitzgerald-Sample, Inc., San
Francisco, as associate media direc-
tor. Previously, hie was with Mac-
Manus, John & Adams, New York,
in a similar position.

NATHAN PiNsOF lias heen mamed
senior vice president and media di-
rector at North Advertising, Inc.,
Chicago. Formerly he was with J.
Walter Thompson Co. and Edward
1. Weiss Co.

BUT...You Can Forecast Giant-Size Sales in the 38th Market with WKZO-TV

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

WKZO-TV MARKET
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WIEF  GRAND RAPIDS

WIFM  GRAND RAPIDS-KALAMAZOO
WWAN/WWTY-FM  CADILLAC

TELEVISION
WKZ0-TV GRAND RAPIDS-KALAMAZOO
WWTV/ CADILLAC-TRAVERSE CITY
WWUP-TV  SAULT STE. MARIE
ROLN-TY/ LINCOLN, NEBRASKA
KGIN-TY "GRAND ISLAND. NEB.

Media Personals

JACK ARNOLD has heen named cor-
porate director of programming and
media, and DANIEL PEARSON has been
appointed associate media director
at Post-Keves-Gardner, Inec., Chi:
cago. Both men have been with the
agency f{or several years.

CAROL BILD, SUSAN DEMSK! and TYY
MATTSON have been promoted to as-
sistant media buyers at Clinton E.
Frank, Inc, Chicage. All three
joined the agency as estimators.

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

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 bailstone with a 5.4 inch diameter
was recorded in 1928 in Nebraska.

WKZ0-TV

100,000 WATTS ©® CHANNEL] ® 1000’ TOWER
Studlas in Both Kolamozoo ond Grond Roplds
For Greater Western Michlgan

Avery-Knodel, Inc., Exclutive National Representatives

Rep Report

MARTY ROSENBERG and GENE HOBE
cokN have been appointed to the
sales staff of Tele-Rep, Inc.. New
York. Rosenberg had heen a senior
buver at Dancer-Fitzgerald-Sample,
and Hobicorn was with Ogilvy & |
Mather.

RICHARD KAPLAN has been named
director of research and sales pro-
motion for CBS Television Stations |

National Sales. Kaplan had heen
manager of market research since
1964.

DICK O’DONNELL has joined Blair
Television’s market division sales
stafl in New York. O’Donnell, who
has been with Blair since 1964, had
been in the company’s Boston office.
mick maves, with Blair since 1961,
has heen appointed manager of the
Boston office, where he will be as-
sisted by JOUN swokps. Swords had
been with Compton Advertising.

kOBERT Alssa has joined the New
York sales stafl of Katz Television-
Wes!. Previously, he was with The
Hollingbery Co., NBC and Avery-
Knodel.

PETER FArRcLLY has been ap-
pointed to the New York sales staff

FARRELLY |

of Storer Television Sales. Previ-
ously, he was with the Corinthian
division of H-R Television.

— B
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Bfile . . . « « .« .

edia buying can, and should,
“ be creative, according to Ed
(en, group head al Dancer-Fitz-
wld-Sample, New York. Gallen
. avises spot buying on Peter Paul
alies and Frigidaire appliances.

Sreativity is possible because of
fle bility in clients’ needs, program
'§|s, lime periods, markets, and per-
soulity of the buyer,” said Gallen.

Mo, if the salesmen whao call on
vo make pliable offers, you can go
fuher with the client’s money.”

allen feels it’s up to the buyer to
miipulate these factors properly
a1 get the best buy possible. A well-
pled ad is placed not only on the
Jus of cold. hard faets but also as a
e 1t of the buyer’s knowledge com-
hi:d with his instinctive and crea-
11y abilities.

The kind of show a spot is in is as
inortant as the demographics,” said
(Gien. “I'm partial to live, fresh,
iy -run programming.”

le sees the use of computers in
agncies as a great help to buyers,
e as their replacement. Computers

e« « ED GALLEN

should handle most of the detail work
and leave the buyer free to do more
creative buying.

Timebuving services haven’t had
much of an effect on the media de-
partment at D-F-S, according to Gal-
len. He said they've always negoti-
ated to get better buys, and empha-
sized that this, too, is part of crea-
tive buying. He feels the middlemen
mav have had an effect on those
agencies that didn’t negotiate in the
past.

Gallen was interested in advertis-

ing before he actually got into the
field professionally. Born in New
York, he was raised in Columbus,
Ohio and majored in business at Ohio
State. He minored in radio-television
and worked at the radio and tv sta-
tions at the university.

He came back to New York to
work in station clearance at the ABC
Television Network. From there he
went to BBDO as a buyer/planner,
and then to Carter Wallace as a media
supervisor. He’s been at D-F-S for
over lwo years as a group head, a
position in which he supervises spot
buying but not planning.

Gallen and his wife, a caseworker
for New York City, will soon be mov-
ing into a house in Brooklyn Heights
that they just bought. Both enjoy
auctions and they’re in the process of
furnishing their new home with an-
tiques.

Their favorite hobby is traveling,
and they recently returned from a
trip to Europe and North Africa,
where they went swimming in Mar-
rakech on Christmas Day.

twoamnute television commercial will
duthe Inghlight of an ad campaign for
M GLES porciies, a new General Foods
Mluct. This is one of the first times a
Wminute spot is heing used to introduce
4 roduct. Popehips are just going into
& markets now, starting with the St
!.-ls arca. Grey Adrertising, New York,
i he agency,

pots for Taster’s  cnoice, Nestle's
frze-dried coffee, are being seen in West-
# New York and Northern Pennsylvania.
8 part of an introductory campaign
¥ch began in New England and the New
metropolitan  area last year. Leo

nete Co., Chicago, is the ageney.

spot campaign for SELCHOW & RIGHTER
Bmderway in New York over wNEw.ry
ill waictv, The spots, for RSVP, a
| f-dnm-n_sinnal crossword game, will run
:‘ﬂg station breaks and news and talk
s The ageney is Wanwiek & Legler,

Nv York

: :::m-m:‘- spot v is one of the highlights
4 I‘R()(\I( nsive first-quarter campaign hy
: NDUSTRIES, a toy wmanufacturer.
.jh'l:(-].nnn.ugll_. which z.llsut i_m'lud«-s network

; print, s a mualti-million dollar eflort.
: -“lEm"Li:SI;nI)N'Ims“(lesigl:fm'ql February as
R | st Month,” they are giving
'CXtra push to Kooky Spookys, a new
A"‘f)’ of glow-in-the-dark * ghost  figures
Yigned to haunt the country,

;.l-mum-rcial_s for NOXEMA LIME shave
- Im are being scen throughont the coun-

3
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BUYS IN BRIEF

try. A heavy spot campaign will be used
in all major cities for the whole year to
sell Noxell Corp.’s new product. William
Esty, New York, is the agency.

Spot tv is being used in Augusta, Ga.
to introduce ENcork beer, a product of
Joseph Sehlitz Brewing Co. The agency is
Leo Burnett Co., Chicago,

Faberge is planning a 25 market ~pot
campaign for ruT, a men’s toiletres line.
Previously, the line was only advertised
prior to Father’s Day and Christmas. but
year-round  promotion  is  now  being
planned. Nadler & Larimer, New York, is
the ageney.

Miller-Morton Co.. a subsidiary of AL 1L
Robins, has schednled a spot campaign for
cinap s11ck and cnrap-ans, The spots, which
will be shown in more than 2C¢ major
markets, are part of the largest tv campaign
ever made for the two brands. Cargill, Wil-
sont & Aeree, Richmond, is the ageney.

Television is being used as part of a
campaign to introduce 11-0 OATMEAL'S new
line of instant oatmeals in individual flavor
pachs, Spot commereials will run in metro-
politan New York beginning February 17,
and will be supported by print and point-
of-purchase display. The flavors to be intro-
duced are Sweet & Mellow. Raisins &
Spice, and Dates & Caramels,

Another new product about to be intro-
duced via spot tv iz strawberry c¢ream
cheese cake, from the kitchens of sara

Leg. A mid-Winter promotion for all Sara
Lee cheese cakes will also be utilized un-
il April 5. Doyle Dane Bernbach has
prepared a special 30-second commercial
for the products. The spot campaign is
also being supported by print.

George R. Guyan has been appointed
vice president and station manager
at KTAR-TV Phoenix, a subsidiary of
Combined Communications Corp.
Guyan will also serve as assistant
manager of broadcast operations for
the corporation. He has been with
the station since 1958.
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Disaster fund

witc-Tv  Pittsburgh  raised
$70,200 for its Mine Disaster
Fund. The drive aided the fam-
ilies of 78 miners who lost their
lives in the November tragedy
in West Virginia.

The station conducted a four-
week campaign which included
| editorials by general manager
Leonard Swanson. All station
personalities made on-camera

appeals for contributions. There
were also hundreds of 20- and
30-second spot announcements
requesting funds from people
living in the area.

More than 12,000 contribu-
tions ranging from 25 cents to
%1,000 were received from
schools, church groups, labor
unions and several other or-
ganizations and individuals.

5652 MILLION ANNUALLY

% epe N
The Quad-Cities are \&\
our babiesat WOC-TV  *

=

WE DELIVER THEM!

the area.

... WOCTV ...
babies!

LaYTRFORE RDCKTSTAND WOLIRI/E MOLNL
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The spending power of the Quad-Cities” is
just as strong as their vigorous growth in
other areas. Their super-healthy expendi-
ture of $652,768,000 in Total Retail Sales
ranks them above the other markets in

* Davenport-Bettendorf, lowa * Rock Island-Moline/East Moline, Illinois
*+ GM Survey of Buying Power, June, 1968

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

JUST COMPARE

Rank**
QUAD CITIES .. 78
Peoria 80
Des Moines 89
Rockford . 90

Cedar Rapids . 163

When you're ready to select markets for your next campaign, specify
the Quad-Cities. It figures. And let the senior station in the market
show you how we deliver the Quads. They're our

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

: 7@}}

SERVING

QUAD-CITIES # USA.

FROM DAVENPORT, (OWA

THE AFFLUENT QUADS SPEND

Spot (From page 46)

A buy for LEA & PERRINS worcestershis
sauce begins in mid-February and runs
for 8-10 weeks in 15 markets. Fringe an{
prime 20s and 60s are being used to read
women 18-34. Dolores LaFalce is the
accounl executive,

Pet, Ine.

(Gardner Adverusing, New York)
A Valentine's Day promotion for WHITMA|
chocolate just began in 15 markets, and
will run through February 13. Early and
late fringe and prime minutes, and spots
on sports shows are being used in an
attempt to reach men. Dick Macaluso is
the buyer on the Whitman account.

Philco Co., division of the

Ford Motor Corp.

(Batten, Barton, Durstine & Osbon
New York)

A buy for various PHILCO products gell

underway February 17 in 66 markets.

Early and late fringe 30s and 6Us will i

for four weeks in an attempt to reach

men. Jim McCollom is the buyer.

C. Schmidt & Sons, Ine.

(Ted Bates & Co., New York)

A buy for SCHMIDT’s beer is underway
in 15 Northeastern markets. Fringe 60s
and prime 20s are being used til the
end of April. The Schmidt’s buy is
trving to reach men. Don Kimball worki
on the account.

E. R. Squibb & Sons

(1. Walter Thompson, New York)
An eight week buy for SWEETA has
started in 20 markets. Day and fringe 30
are being used to reach women. Dorothy
Thornten is the buyer.

Volvo, Inec.

(Scali, McCabe, Sloves, New Yorl
A buy for VOLVO cars just began in 30
markets. Minutes will be used in both
carly and late fringe time and in sports
shows in an attempt to reach men until
June 7. A similar buy in 17 Canadian
markets beging on February 24 Harry
IFalber placed the buys.

Mark Wodlinger has been eleck
president and chief operating offic
at Intermedia, Inc., Kansas City. &
termedia, a new, wholly-owned st
sidiary of 1SC Industries, will ser
as an operating company for acg
sitions in the communications ﬁeld‘
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Now Available

1969 TEN CITY

MAJOR MARKET GUIDE

“ndv, pocket size.

New York * Atlanta

Chicago * Dallas-Fort Worth
Los Angeles * Philadelphia

San Francisco * St. Louis

Detroit * Minneapolis-St. Paul

Complete listings of:

Agencies News Services
Representatives Trade Publications
Networks and Groups Film Distributors
Television & Radio Stations Film/Tape Services
Trade Associations Transportation Facilities
Research Hotels
Restaurants
- = $1.00 rer corpy
Accurate, up-to-date. practical —
— $5.00 for 10
Makes the ideal “give-away” for stations, syndicators, station representatives.

Order
Now!

['ru\ 1 dge. February 10, 1969

Television Age

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

Gentlemen:

Please send me copies of the 1969

TEN CITY MAJOR MARKET GUIDE at $1.00 per copy

Name
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v 2500 per 10 copies.
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Blair acquisition

John Blair & Co. has ac
quired the 49% minority in
terest in American Printers &
Lithographers, Inc., a subsid-
iary of which Blair had prev
iously owned 51

This acquisition will enhance
the consolidated earnings of
Blair and strengthen the com-
pany’s financial structure, ac
cording to Blair president Fran-

Gail Roman has joined wcBs-TV New cis Martin, Jr. Robert L. Glaser has been namé
York as the station’s first lady sales- Wallace Weinress will con- eneral sales manager at Wor-tv Ngi
man. She previously had been media tinue as president of American York, an RKO station. He had bee
director at Diener Hauser Greenthal Printers & Lithographers and Midwest television sales managy
Co., New York, where she started as as a director of Blair. for RKO Station Representatives i|
a buyer in 1965. Chicago for the past two years.

W@W wc d] LAND OF YEAR-ROUND
@[m 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. Welcome!

George W. Jenkins of Publix Super Markgf
who is anticipating their grand opening in
the soon-to-be-completed, ~ beautiful Leon
Mall.

TALLAHASSEE THOMASVILLE

ACBS AFFILATE
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l{ﬂehll” (From page 23)

+ ymmercially exhibit the players’
Mg res on television?””

Wh sides in the dispute are bet-
1 that television rights will in-
e in dollar value. This became
Je during recent meetings between
hassociation and the owners’ nego-
arg committee  al which the
wunt of money took a back seat to
Awsource of the money.

ill talking at the $5.1 million
av, the owners said, in effect, “We'll
4y you money on a flat-sum basis,
L we won't specify where it's to
s from.” (le.,, no more 60/10
wioney formula; no more mention
afl, in fact).

s, the
wied down immediately. They want,
i liller’s words, “a continuing con-
wion between the television reve-

jand financing of the benefit

players  association

» In other words, they want to

@w that tv is paving the freight.
U [ the owners Dbelieved the peak
af7 money had been reached.” says
Mer, “they’d be stufling the 60/10
forula down our throats.”

e could have added that if the
ssciation thought the peak had
ber reached, it would be trying to
4 a flat-sum agreement down the
avers’ throats,

t last report. the two
w1ed hopelessly deadlocked, and a
pl ers’ strike appeared to be a dis-
tirr possibility. Chances of a strike
we increased by the fact that play-
ardon’t get paid for Spring training.

sides

hond meal money and room.

o strike into or even through
Sjing training would cost them lit-
Uednancially, and might impress the
overs with their determination. To
sice at that time could cost the
plrers—and  the
W8, however.

clubs—in  other
4 itchers need six or seven Spring
ks to round into shape to the
it where they can throw hard
out the danger of hurting their
8. Infielders and outfielders who
pushing 30 or past it need five or
weeks to reach plaving form. On
other hand, what's to prevent
King players from working out on
r own?

ot one of those in the areas of
1 management, tv sales or adver-
g queried by TerLEvisiON Ack
¥ that any strike which might oc-
# would carry over into the start

Wevision Age, February 10, 1969

of the season on April 7. If Marvin
Miller thought so, he wasn’t saying.

Should there be a protracted strike,
it would pour rain on Tom Villante’s
parade, Villante, a vice president and
director of BBDO. is management
supervisor  of the agency’s Major
League Baseball Promotion Corp. ac-
count, which could turn out to be
just what the doctor ordered for pro-
fessional ball in 1969, its centennial
vear,

Lots in the bag

The Major lLeague Baseball Pro-
motion Corp.’s equipment bag is
stuffed with plans for contests, pre-
miums, television specials, fan-par-
ticipation ideas. a traveling display. a
licensing operation, and youth tie-ins
—all calculated to revitalize baseball
and give it a new and contemporary
identity.

The Major League Baseball Pro-
motion Corp. came into being in late
’67 when the then-20 owners agreed
(an oddity in itself) that baseball
badly needed a series of creative
shots in the arm on the national level,
administered by a promotional pro.
Thev formed the promotion corpora-
tion and offered its full-time execu-
tive directorship to Villante, whose
sports credentials include six vears
as executive producer of the Brook-
Ivn Dodgers games on tv and radio.
cvedit for helping establish Sports
Network, Inc.. and creation of tv's
Schaefer Circle of Sports.

Villante, a one-time Yankee Dbal
boy who enjovs life at BBDO. de-
clined, but pitched for the promo
corporation as an account. The
agency landed it in June of last year.

First project of the Major League
Baseball Promotion Corp. was the de-
sign of a centennial vear emblem
tsee page 21) which all big league
plavers and umpires will wear as a
patch through 1969. The striking red.
white and blue emblem will also be
widely used as a logo (all game tele-
casts will begin and end with it).

Next. Villante put into work a 2.10-
page digest of baseball, Professional
Baseball: The First 100 Years. The
book will be on sale at every major
league ball park and in hookstores,

Now enter Campbell Soup. also a
BBDO account, with a massive pro-
motion hooked to hig league baseball
(1969 is Campbell’'s 100th vear, too).
Campbell will make more than 500,-
000 of the books available as premi-

ums for $1.25 plus four soup labels.
Not only that, but this premium be-
zels premiums.

Into each of these half-million
copies of the book will go an insert
in the form of a premium catalog
showing a dozen baseball-oriented
items that can be secured in ex-
change for a combination of soup
labels, major league ticket stubs and
nominal amounts of cash.

Premiums include batting glove,
fielders’ sunglasses, autograph book,
imprinted T-shirt, belt, charm brace-
let, equipment bag, bank, ring, wrist
walch. a device to test the power of
a batter’s swing and, for fans old
chugalug, a tankard.
Where practicable, premiums bear
the new bhaseball logo.

One more detail involving Camp-
bell: 500 million soup labels will be
imprinted with the logo. This, Vi-
lante figures, will gain exposure for
baseball’s new look in a brand new
millieu—mothers in supermarkets.
Campbell, of course, will come into
the stores with display materials by
the ton.

So much for the commercial phase
of the Major lLeague Baseball Pro-
motion Corp.’s program. The institu-
tional side of things will be headed
by the “Greatest Players Ever” ac-
tivity, which will be, in the words of
Villante, “the biggest single baseball
promotion this year.”

Starting with Spring training and
ending in May, fans of each club will
vote for the 10 greatest players in
their team’s history (eight fielders
and two pitchers, a right-hander and
a southpaw). Fans of the four ex-
pansion clubs will vote without re-
gard to teams.

enough  to

The 21 greatest lineups will be sent
to the Baseball Writers of America,
who will then select the “Greatest
Players Ever” from among them.

The dream team and the single
greatest  player ever will be an-
nounced to the nation via television,
on Monday evening, July 21, the eve
of this year's All Star Game. The
vehicle will be a dinner staged by
the Major League Baseball Promo-
tion Corp. at the Sheraton Park Ho-
tel in Washington (the All Star
Game will be played in Washington
on Tuesday night, July 22).

The dinner and the 60-minute tele-
cast of it will be produced by Al
Cantwell, veteran producer of the
Miss America Pageant and telecast.
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Villante is hoping that President
Nixon will be at the Sheraton Park
that night. He knows that a raft of
Hall of Famers will be there. plus
Curt Gowdy and Joe Garagiola who
will have a hand in the proceedings.
An original score for baseball by
George Romanis will premiere at
the dinner (Romanis has done out-
standing commercial scores).

VBC wasn’t buying

Unaccountably, as far as Villante
is concerned, NBC turned down the
program. “If ABC doesn’t buy it,” he
says, “we’ll go to Sporlts Network.
One way or another, iUl be sold, and
wait till vou see what it does againsl
the Summer rerun junk.”

There will be six commercial min-
utes in the show, which. says Vil
lante, will be sold in thirds or larger.
The Greatest Plavers Ever promotion
will, he’s convinced, give baseball’s
surviving greats a new, latter day
identity, and will move the Major
League Baseball Promotion Corp. a
long way toward its goal of crealing
a contemporary image for the game.

The corporation has also planned a
promotion aimed at college kids. In
this one, each major league club will
contact the colleges within its tv sig-
nal area, inviting the schools’ sports
editors and radio sports directors to
a luncheon or dinner at the park, ar-
ranging interviews for them with
plavers in the bargain.

The college papers and radio sta-
tions will then submit to the clubs
the best sports story and radio tape
based on the interviews. Winners in
each category as selected by the
teams will be sent along to the base-
ball commissioner’s oflice.

Nex!, a panel of celebrities con-
nected with sport will pick two grand
winners. The newspaper winner will
get a Summer job writing sports for
a leading newspaper chain; the radio
winner will call a couple of innings
on radio and tv for all the major
league teams.

This, Villante believes, will en-
courage voung men to choose sports
reporting as a profession, and will
help revive interest in baseball among
college-age people.

Also up the Major League Base-
ball Promotion Corp.’s sleeve are
these plans and accomplishments:

® An entertainment-oriented cen-
tennial baseball tv special, slated for
April, with Joe Cates of C&F Produc-
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tions as producer. This is being han-
dled by the William Morris Agency.

¢ Production of at least one insli-
tutional commercial that all big
league clubs will be able to use (“The
teams can’t afford to sink $30,000
into a commercial,” savs Villante.
“s0 we're doing it for them.”

® Creation of a theme line for
baseball that conveys the game’s
spirit and emotionalism: *“Baseball-
it’s more than just a game.”

¢ Centennial posters, to be de-
signed by Bob Peak, whose credits
include posters and album jackets for
My Fair Lady and Camelot, and pos-
ters for the New York World’s Fair
(“No  handlebar moustaches this
time, “Villante remarks. “The Gay
90s thing is just what we want to es-
cape.”)

¢ Production of an LP record tell-
ing the storv of baseball, laced with
audio pickups and re-creations of the
sport’s greatest moments (the disc
will be in the stores, and Villante is
searching for an advertiser to take it
on as a self-liquidator).

® A “baseball caravan” consisting
of two 40-foot trailers which will
back-to-back into an 80-foot mobile
exhibit of both old-time memorabilia
(Babe Ruth’s locker, for instance)
and modern mementos (Mantle’s
500th home run ball). The first vear
out, the caravan will tour the 24 big
league cities, parking at the ball
parks. Second year it will play ma-
jor vecrealion areas like Central
Park. Third vear, it will hit the key
minor league towns. Right now, Vil-
lante is on the prowl for a sponsor
to grab the tab.

® Production of a television car-
toon series hooked to baseball, a Sat-
urdav morning type of entry, tenta-
tively titled The Big Leaguer. Dis-
cussions are underway with Hannah-
Barbera, and the word is that a com-
bination of live and anination mav
be used. In any case, The Big Leaguer
will not make it to the tube before
1970.

The Major league Baseball Pro-
motion Corp. is clearly an ambitious
undertaking. Who pays the freight
since nothing here is commissionable
and the corporation got only initial
financing from the clubs?

Operating income comes from li-
censing. Licensing Corporation of
America, which is handling this
phase, pavs the corporation a guar-
antee and Kicks in a percentage of

all income from licensing. So
agreements number an even doz |
Toys predominate. '
The work of the Major Leagt
Baseball Promotion Corp. shot
certainly help the cause of baseba |
should help cure “what’s wrong wi
the game”—-although no one seei |
to agree on exactly what, if an
thing, is wrong. .
One network sports execuli
who’s convinced that the game nee
to be speeded up, is all for cuttii|
strikes and balls down to two aj
three respectively and trying it g
in the Winter leagues. Other inside
say the tans would never swallow
fundamental a change.

Tom Villante feels that the whe
“what’s wrong syndrome” has ba
created and publicized by disgrunt}
sportswriters who resent the inif
minable travel that the Californ
and Texas franchises have broughi

“Double headers still draw a h
of a lot better than single game
he points out. “Does that sound li
baseball’s become a drag?”

Needed or not, more action
bound to materialize this vear int
wake of the Rules Committee’s d
sion to lower the mound and shri
the strike zone. Hitters, of cour
will benefit at the expense of t
pitchers. The minors will use “w
card” pinch hitters and runners.

The vanishing sponsors

Those charged with the job of st
ing commercial minutes in
cames welcome anvthing that hgui
to make the sport more appeal.
“Once upon a time,” says a v §
tion sales manager, “vou could ge
beer, an oil company and maybe
cigarette in for a third each, and ¥’
had it knocked. Today, you’re luc
to unload one third at a crack, a
that leaves vou six innings to peds
the hard way—participation.”

The kicker, of course, is €@
There are few major league cit
that can produce three non-comp
tive sponsors capable of underwl
ing a modern baseball package.
cases where a single company bt
the rights, it usually sells two-thil
to somebodv else—most often
broadcaster—who then hustles out}
make a buck by selling it off. '

Meanwhile, the original purchas
has succeeded first in shutting ¢
his competition, and second in
capturing most of his investment.

i
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ne kev cost factor is line costs
& now and, if AT&T’s current ap-
lition for an increase goes
whiugh, due to go higher. Line costs
ar@ prime reason why West Coasl
lis televise so [lew games (this
ve, all six West Coasl leams will
ain total of onlv about 100 zames:
nontrast, the White Sox alone will
hv 135 games).

adio is a strong part of the
bridcast packages of Coast clubs,
ately because, as a San Diego Pa-
dr spokesman put it. “In our geo-

mhical location, we couldn’t come
don tv alone. St Louis is as far
a as we're going to go with tele-
ibn, and at that i’ll cost 10,000
aines, engineering and production
ga sinegle Sunday game, and $17.-
4& for two games, Saturday and
-n(la'z.”

he Padres can send a game home
it n Los Angeles, which is 135 miles
ira San Diego, for $4.600.

ccording to an executive of the
Setle Pilots, line cost alone [rom
Biton home comes to some $9.000.

And on top of that, the timing is
per. An afternoon game from Bos-
fo would start on tv here at 5 p.m..
v1 what kind of audience?”

s of early February, the Pilots
iz not been able to find a rights huv
etvho would pav their price. “This
ul to be a minor league citv.” savs
a lightly exasperated club official.
“hw il’s big league. hul some of the
thll\lll“ is apparently still minor
lesue.”

Sees nets taking over

Us the feeling of Joel Nixon
sirts direclor of Doyle Dane Bern-
bh and a kno“led"edble veleran of
th television sports scene (he pro-
died the Gillette Cavalcade of
Sirts, and the New York Mets) that
uler the steady increase of rights
Pies and transmission cosls, re-
gnal telecasting will dwindle to al-
st nothing and national Game of
th Week 1 pe network coverave will
five into the dominanl posmon

‘After all,” savs Nivon, “there’s
9y so much baseball advertising
Dney out there, and it comes dowu
Mrow much an advertiser is willing
spend 1o keep reaching essenlmllv
th same audience and to black out

competilion.

The logical direction looks like
0 of national spot participation in
Bwork  games, with resional tv
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ecret weapon.

Channel 40’s NEWSbeat keeps such a sharp 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?

40

R

WHYN TELEVISION/SPRINGFIELD, MASS. 01101
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dropping back to a few games per
team per season. Eventually, the net-
work deal will probably consist of
regional packages.”

As regional television declines,
Nixon points out, the individual
clubs’ radio packages will increase
sharply in value, for this will be the
broadcast audience’s only source of
day-to-day information.

According to Nixon, the Wesl
Coast teams are already setting the
pattern by limiting tv, largely to pro-
tect the gate, and creating very valu-
able radio packages. Among them,
these six clubs will televise not one
home game in *69—and the Dodgers’
radio alone is reportedly worth $1
million now. =

(From page 29)

CATV

included controlled counties in the
top 30.

“If a station wants us to edit for
non-duplication,” says Dr. Munn,
“we need documentary evidence. But
we must get it from the system, not
the station.” He pointed out that sta-
tions and CATV systems are conflict-
ing parties in this situation. A station
which requests protection in an FCC
filing may be countered by the sys-
tem’s filing for a waiver of the rules.

What ARB wants is an afhdavit
from the system to the effect that it
is protecting the local station. There
is no objection, of course, if the af-
fidavit comes by way of the station.

INTERNATIONAL
FILM
TV-FILM

AND
DOCUMENTARY

MARKET

MILAN 16-25 April 1969
19th CINE-MEETING

The International Film, TViiim and Docume
centre where feature, TV and documentary

2 GRAND AWARDS
FOR TV-FILMS

ntary Market (MIFED) is an international

films are traded on a worldwide scale.

Contacts are made there for megotiating agreements in any branch of film produc-
tion, co-production, financing and the issue of import and export licences.

Its comfortable quarters are provided with afl modern facilities and include numer-
ous studios for the projection of cinema and TV films. International telephone,

cable, telex and telefoto services are ava

sistance on the premises.

ilable. Bar, dining rooms and medical as-

The cost of a three-day visit to MIFED, including booking-in fee, first-class hotel
accommodation, three meals daily and transport to and from hotel, is approximate-

ly US § 70.

Special reductions on MIFED’s service and hotel charges are offered to business-
men who make one or more purchases. The last date for booking in is 25 March 1969.

M l FE D For information and bookings write to:
MIFED - Largo Domodossola 1 - 20145 Milano (italy)

seranssentnneit Telegrams: MIFED - Milano
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|
Indeed, the station must provide di .
tails of the programming protecis |
since the system will often only ind
cate blocks of protected time withog |
spelling out each program aflected.
The documentary evidence mug
he solid, says Dr. Munn, becaus
“when we edit, we may take audien
away from one station and give it
another.” Under ARB editing pol|
cies, if a system does not actuallf
provide the protection it says it daf)
that is, if it feeds the outside st
tion’s duplicate program when ti
local station is protected—the log
and not the outside station gets cred|
for the viewing. |
One exception to these affidavits
in the case of metro or home cou:r
ties, where none is required. AR
feels there’s enough monitoring g
ing on to make sure that any slipu)}
are caught. '
Unlike ARB, Nielsen relies on ¢
rect contact with CATV systems as tl
basic source of information. Whi
Nielsen checks the Television Fai
Book (in addition to a number
other sources), it feels the directol
information is not current or col
plete enough for its purposes.

First mail, then phone

All known systems are maill
questionnaires twice a year al
those who don’t answer are follow!
up by phone calls (Nielsen has 8
WATS lines, anyway). In additia
there are further contacts with sy
tems when new ones are unearth
or when major changes in subscrib
totals appear to warrant such calle

The questionnaire asks the syste §
to list stations carried, plus detal
on program protection. The statid
information requested includes ¢
letters, over-the-air channel numbt
cable channel number, network affi
ation and which signal strength co
tour the system falls in.

Nielsen also seeks informatié
from stations. “They are not bas
ful about supplying it,” says Geor
Blechta, NSI product manager.

The company says it is particulal
careful about confining caTv co
nections to residences in listing su
scriber totals. It was pointed out, f
example, that Atlantic City, N.J,, b
about as many hotel rooms wired
homes.

Other sources of information §
clude diary placement calls (the
include a question on cATv hookup
and the diary itself, which asks i
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yation on systems, channel num-
4 etc. The research firm also
heis FCC listings, though it does
segard the government agency as

['me source. Finally, other pub-
#1 information, including the
3 press, is scanned.

Jelsen has two specialists work-
gull-time on caTv. They are John
ansen of the slatistical research
grtment. who develops subscriber
dhates and the number and loca-
aof everv known CATV syslem at
@ twice annually and sometimes
whlv in fast growth areas, and
or G. Boos of the field depart-
w, who supervises the semi-an-
w census and direct contacts with
¢ and station operators.

hding and editing of catv diar-
% s handled separately from the
Jis. Svstem data are on hand on
i decks. which show the towns
ad, stations carried. including
Henel shifts. and protection ar-
wements.

ccounty iz “eell projected” if all
I e following three conditions ob-
i (1) catv penetration is be-
Wi 10 and 90 per cent, (2) there
rat least 10 in-tab households and
dthere’s at least one caTv and one
peary diary.

Ml projection  refers  to  the
od of adjusting viewing by tak-
% into account disproportionate
Mty returns from ¢Atv and non-
A homes. In essence, it involves
itame 1y pe of adjustments as ARB
12s,

1e adjustment concept is a sim-
lone. The rating service starts off
Bving the ratio of catv and non-
A" homes. When returns come in,
Beatv and non-catv diaries are
Mlated separately. Viewing levels
Weach group are then calculated
fratelv,

It overall viewing estimates are
#d on the known ratio of cATv
B non-catv homes. rather than the
8 of returns. If there is a higher
®entage of returns from catv
Wes, which s usually the case,
W catv home has less weight in
loverall viewing calculation than
% non-catv home. This reduces
g levels since cATV homes view
be than others.

espite the methods set up to
8h errors, stations often fear that
n\ get by. Leonard Stevens, vice
flt]ent‘ for operations of U.S.
;‘lsmunu‘atmns Corp., uvnr group,

an example of his fears:

_[n»llu'.»n Age, February 10, 1969

“On one system in New Jersey,
our station (WPHL-TV Philadelphia),
which is on channel 17, comes in on
channel 7; wNEw-Tv New York,
which is on channel 5, comes in on
its assigned channel. Now, we both
carry McHale’s Navy. If a viewer
sees the show on channel 7, he isn’t
likely to say channel 17, but he might
say channel 5.”

Editing is uneven

This mistake presumably would be
caught by editing, since information
is likely to be available on channel
shifts for that system. However, one
rep famiilar with rating service pro-
cedures says:

“There’s poor editing and good
editing. 1t depends on the people.
During rating service sweeps, tem-
poraries are often used.”

In addition, the rep went on, sta-
tions sometimes fail to send complete
data on their programming.

“If you look at the diaries, you
can see evidence of fatigue. You can
see cases where a station sometimes
gels  proper protection, sometimes
not.”

Another rep gave an example of
how ATV can confuse people. “This
happened with a system on the fringe
of two UIF stations. A game show
sponsored by a supermarket chain
was carried on both. Tt involved
prizes for winning numbers in a
bingo format and there were differ-
ent winning numbers on the two Uy
stations. People were calling local
stores with winning numbers from
the vnF station that was not in their
market. They weren’t aware the two
stations were in different markets.
The stores. of course. pointed out
they were not winners and the view-
ers were wondering what was going
on. In the end. the chain cancelled
the programs.”

What can be done about such prob-
lems? The worriers admit thev have
no basic quarrel with the methods
the rating services use to pin-point
catv viewing. Thev can only urge
that whatever is done be done better.

This could involve more money, and

there's the question whether stations
would want to pay it.

As for the rating services. they are
aware that the problems can only be-
come tougher as caTv spreads and
new developments, such as in-city
CATV, get a foothold.

As if ratings aren’t enough of
headache already. L

ALPQO (From page 32)

Hunsicker recalls it, it seemed like
common sense. The product—100 per
cent meat. no cereal—was well suited
for demonstration, Pets, like babies,
are a natural for viewer involvment.
And tv had—and still has—tremen-
dous appeal to chain store buyers and
buying committees.

A regional brand at the time,
ALPO went into the spot newscasts,
personality shows and other types of
programming  with  four-to-eight-
weeks flights.

In 1959, the first year in tv, the
buying was careful. Flights were
few and far between. Not all mar-
kets were covered. The agency kept
away from primetime. But the budget
called for 60 per cent of all ad ex-
penditures to be pumped into video.

In 1960, the ratio for tv dropped
to about 50 per cent but sales that
vear were 30 per cent above the year
hefore. So, in 1961, the share to tv
went up to better than 80 per cent.
And sales rose 36 per cent. The next
vear, with the tv share also better
than 80 per cent, sales rocketed 47
per cent. In 1963, when the tv ratio

Violence and tv

Television has been unjustly
criticized for emphasizing vio-
lence in the news, according to
John T. Murphy, president of
Avco Broadcasting Corp. In
the P’resident’s Newsletter, a
new publication of the com-
pany, Murphy states that be-
cause television brought the
news of violent and tragic
events to the public in 1968,
some people concluded that
tv caused these events.

While television has done
some soul-searching as a result
of the increased violence, Mur-
phy does not feel that all the
charges that have been leveled
against it are justified.

He cites the dangers of over-
regulation of the “electronic
press” to a free society and
urges broadcasters to continue
to report the news as they see
it. “To act,” he says, “is to in-
vite disagreement and to invite
disagreement is to risk more
regulations. But not to act is
death itself.”

R}
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dropped to 62 per cent, the sales in-
crease was only 20 per cent, lowest
figure during the 60s.

All this time, distribution was in-
creasing, so ALPO tried to win the
West with network television. Weight-
man started with Today and Tonight
on NBC-TV, later added the two
other networks.

The product later went after the
more aflluent families via Huntley-
Brinkley and Cronkite and the 35-to-
49-year-old housewife via daytime
tv. Last year, Allen Products spon-
sored three CBS-TV specials—The
Trial Lawyers, The Football Scho-
lars and 60 Minutes. These repre-
sented the first fully-sponsored hour
shows by a dog food company on net-
work tv.

As might be gathered, Allen Prod-
ucts has been increasing its network
tv investment steadily. Last year, it
amounted to 72.4 per cent of the en-
tire ‘ad budget, the company re-
vealed. This is the highest it’s ever
been. By the same token, the share
to spot in 1968—10.6 per cent—was
the lowest share of the total ad budget
since ALP’O went into tv.

DIVORCE COURT

lands with

IMPACT

in market
after market

In San Francisco

DIVORCE COURT

sent

adults up 220%
women up 117%

over the program previously
in the time slot

on KRON-TV,

Monday through Friday,
3:30-4 p.m.

ARBt JULY 1968 ¥S. JULY 1967

“Divorce Court"
consistently delivers
more homes, =
more women.
N=]

(

30 Rockefeller Plaza
M New York, N.Y.

n

See page 36
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TvB figures for the first nine
months of 1968 allocate $273,000 to
spot and $2.6 million to network.
The year before, spot accounted for
$705,500 while the network total was
$2.3 million during the correspond-
ing nine-month period.

This shows a 4.2 per cent drop.
The figures must be analyzed with
caution, since they are based on rate
card prices. The data on spot, in
particular, could be off because not
all stations report their business and
the figures are calculated on a one-
time (rather than discount) basis.
However, considering the rise in
ALPO business last year and the fact
that ad expenditures are closely re-
lated to sales, it is apparent that Al-
len Produets contributed a little ex-
tra to L&M profits in 1968.

Future looks good

By the looks of things, L&M should
do fine with all-meat ALPO in the
future, too. A premium-priced prod-
uct (it sells at an average 30 cents a
can as compared with eight to 20
cenls for most competitors), it ap-
pears to be riding high on U.S. af-
fluence and the growing tendency to
treat pooches as members of the
family—it’s called “humanization.”

The pet foods business is not pea-
nuts. According to consumer expen-
diture estimates by Food Topics, to-
tal sales in 1967, which amounted
to $848.5 million, were greater than
(1) instant coflee or (2) cold cer-
eals and aspirin combined or (3)
baby food, tea and soft canned drinks
combined or (4) canned soups or (5)
irozen vegetables.

Most of this is dog and cat busi.
ness (Allen Products is getting into
the latter area now.) The Pet Food
Institute figures dog food sales were
$661 million last vear, compared with
$590 million in ’67, $505 million in
’66 and $455 million in ’65.

Most dog-owning households use
commercial dog food. According to
1967 raw Simmons data analyzed by
Life, only 14.2 per cent of dog-
owning households—19.2 million in
all-—use only non-commercial dog
food. These tend to be in non-metro-
politan areas. Of all U.S. households,
the Life analysis found, 36.1 per cent
own a dog and nearly a quarter of
these own two or more.

Simmons data show the demo-
graphics of dog ownership run only
roughly parallel to total U.S. demo-

|

|
graphics. Dog ‘ownership is IessJ
average in the central cities of n
ropolitan areas, a little above a
age in metropolitan suburban arf!
and in non-metro areas. r

Dog owners tend to be more ¢
mon among households with ann
household incomes of above &58,0#
The above-$10,000 household i}
particularly good market, there |
ing more families above that lef
than between $8-10,000. Dog-oif
ing households are particularly
merous among households with ¢f
dren between six and 17, whi
makes the housewife in the 35
bracket is the key target. And,
course, the larger familv is the f
ferred market.

Other earlier data, broken do
differently. are more pointed. U
Bureau of Labor Statistics sl'udies:
1966, put together for marketers §
the National Industrial Conferel]
Board under the sponsorship of L
showed that income is the single m
important determinant of pet f¢f
purchase. Families with incomes
$10.000 and over, who account
29 per cent of all families in the U
account for 45 per cent of pet f¢
sales. The lower the income, the |
spent on pet foods; this is consist
down the line.

Secorid most important factor
geography. Metropolitan area fan
ies outside the “urban fringe” r
higher in per-family pet food p
chases than those living elsewhe
However, their total purchases a
group are not particularly high.

Occupation factor

Next in importance is the occu
tion of the head of the househ
I'he “managers/officials” categ
spends generously on pet foods
the “professional/technical” ho
holds only a little .less so.

Other important indicators of hi
family pet food purchases: coll
education of household head, mt
than one earner in the family, ¥
tern U.S. family, “foreman/cra
man’ household head and home o
er.

To sum up, it’s a big market a
one with a familiar demograp
skew—upscale, large families, in !
middle of the life cycle—the peo:
that many, if not most, television ]
vertisers want to reach.

It might be pointed out that atg
trade level ALPO has a good thi

!
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a1, aside from the television argu-
¢l As a premium-priced brand, it
{¢: a higher unit margin and being
2 d seller, this means supermarket
o per unit of shelf space is par-
yrly attractive.

le industry divides dog food into
1t categories—canned, dry and
mmoist. About hall of all dog-
ynig families buy canned dog
o and about 40 per cent of these
iyanned dog food only. Of course,
g :anned dog food category in-
ats many non-premium brands.
Arecent report by SAMI, which
tiures warehouse withdrawals in
aets accounting for about 60 per
1>{ U.S. food sales, showed ALPO
| number one in “wet” dog food
a's, that is canned.

le Hunsicker brand had 21.5 per
mof the total, followed by Ken-L-
in with 16 per cent, Kal-Kan
i 11.2 per cent, Rival with 7.1
rent and a host of others with
s:han 5 per cent. Private labels.
igentally, onlv accounted for 4.8
#ent of the “wet” total.

I all this indicates a good out-
o for ALPO, there is at least one
¢ir, however, that shapes up as a

- There’s
more fo

KVAL

:udlence and re[ated data based on estimates provided by
RB/NS! and subject to qualifications issued by these services
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~ than meets
the eye

possible problem. This was suggested
in the Life analvsis of the dog food
market. It comes out of the fact that
the U.S. population, during the next
five vears at least, will be getting
vounger.

New angles ahead?

This means, specifically. a major
increase (18.3 per cent) in people
18 to 34 vears of age and a signifi-
cant decline (3.4 per cent) in those
35 to 49, the key market for dog
food. While this may not be a serious
problem for the dog food business.
it- suggests that new marketing ap-
proaches mav be in order.

Whether or not dog food growth
does slow down, Allen Products, is
alveadyv searching for new matckets.
Last vear the company and its agen-
cy completed sales and marketing
plans for a line of canned cat foods
called ALPO Cat Feasts. It consists
of seven items—river herring. tuna,
sardines, beef & fish. chicken & fish
liver & fish and [House Special, a com-
hination of meats and fish. Tt is now
in test markets.

T'he cat food market is not as large
as that for dog foods. The Life/Sim-
mons data shows 19.5 per cent of U.S.

PORTLAND

households own cats. Sales last vear
were $220 million. compared with
$145 million in 1965. Of the 1968
total, #185 million was spent on can-
ned, as opposed to dry, cat food.

The Cat Feasts introduction is sup-
ported by a mix of four-color news-
paper ads featuring a “buy four—get
four free” coupon offer (used suc-
cessfully for ALPO dog food) plus
60s and 1Ds on tv, bus posters, trade
ads and product publicity.

The tv commercials, incidentall
have already been chosen by the Film
Producers Association of New York
for its exhibition reel of the “50
best.”

An eve on the FTC

While Hunsicker has cause for sat-
isfaction, his current mood is one of
worry. This stems from disputes with
the Federal Trade Commission over
proposed new guidelines for pet food
advertising and labeling expected to
be promulgated shortly. These, says
Hunsicker, would force ALI’O off tv
and would aflect other brands. too.

In contention is the requirement
that advertising would have to spell
out in detail the meat and chicken by-
products used in eight out of 12
ALPO dog food varieties. By-prod-

P KVAL DOMINATES
180,300 TV homes with an
EUGENE effective buying income of
3 $1,956,187,000, the Pacific
4 SRRRSTIELD Northwest’'s fourth largest
market . . . with 27 of the 30
CS maost-viewed programs week
®oAY @ in and week out. No other
ROSEBURG

single media buy can deliver
more because of mountains
and duplication restrictions.

KVAL DELIVERS

a 5to 1 viewership lead in local news, prepared by
the market's largest full time local news team . . .

proven feature programming with Mike Douglas,
Merv Griffin, live children’s shows and the area’s
most respected public service department.
Check your current ARB or NSI Eugene.

THE ONLY SMALL NUMBERS ARE THE CPM...

Ask your HOLLINGBERY man,
dassd o ART MOORE & ASSOC. in Seattle
and Portiand.

KVAL|TV

EUGENE, ORE.

SATELLITES I KCBY-TV, COOS BAY

KPIC-TV, ROSEBURG

e
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ucts like kidney and tongue are
“meat,” Hunsicker maintains, and
are commonly understood to be so.
But the FTC thinks otherwise.

Would the fact of a new adminis-
tration in Washington, presumably
friendlier to business, have any eflect
on the proposed guidelines? Hun-
sicker doubts it.

Confrontations with the FTC along
with his other responsibilities have
been keeping Hunsicker busy but he’s
been getting more help these days. In
October, Raymond J. Mulligan, who
was director of sales and marketing
for Allen Products, was named execu-
tive vice president, a new title. “But
I haven’t slacked off very much,” he
says.

Currently occupving his attention
is his decision to establish a chair at
Haverford College, Pa., his alma
mater. He will announce this at the
TvAR luncheon.

The chair will be devoted to “the
study and teaching of entrepreneur-
ship,” for obvious reasons a subject
close to Hunsicker’s heart. His battle
with the FTC may have been a factor
in his decision, since he’s convinced
over-zealous government regulation
is discouraging voung men from risk-
ing their time and money on their
own ventures. What this country
needs, he says, is to encourage efforts
where tweaking the nose of Goliath
can be more rewarding than wiping
it for him. o

Richard B. Rawls (r.), general man-
ager of wpGH-Tv Piusburgh, U.S.
Communications Corp. outlet on air
this month, shakes hands with Mar-
tin S. Pollins, general sales manager.
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Salaries (From page 27)
buyers adequately, training them
properly, holding the right people
and paying them enough. One of the
problems is that people use timebuy-
ing jobs as a stepping-stone. If there
was only some way to aliract and
hold buyers. But 1 don’t know what
the way is. Money alone won’t do it.”
Able Personnel’s Young said there
just aren’t enough competent people
looking for buyers’ jobs. Bill White,
media director at Cunningham &
Walsh, said that while there is a
shortage of good media people, the
shortage has existed for about 17
years. Another media director said
he can get as many buyers as he
wants, but he can’t get enough people
who are qualified for the job.

A rung on the ladder

Several buvers echoed the idea that
timebuying jobs are often used as a
stepping-stone. Capable people, they
agreed, usually go into media plan-
ning or account work.

Louis Fischer, senior vice presi-
dent and media director at Dancer-
Fitzgerald-Sample, said there certain-
ly isn’t an oversupply of personnel.
There just aren’t that many people
looking for media jobs, he said.

The solution here again seems to
be a reorganization from within, ac-
cording to many media people. Im-
proving the buyer’s job, and improv-
ing his salary, should bring more
qualified people into the field, and
keep more of the qualified ones al-
ready there.

Timebuyers’ salaries today are, on
an average, about $1.000 higher than
they were two vears ago, according to
David Young. While he didn’t com-
ment on the future of the salaries,
other people at employment agencies
saw a bigger rise in the next few
vears. From their viewpoint, they
said, there are too many jobs and not
enough people, and the laws of sup-
ply and demand are going to push
the salaries up. Other agency jobs
are being filled more easily, they said,
so those salaries will probably only
increase to fit the increasing national
economy.

I’s difhcult to fit buyers’ salaries
into categories, since the same titles
at different agencies don’t necessarily
mean the same thing. It depends how
much buying, planning and analysis
goes into the job.

The range of salaries listed here

5
(see table page 27) is $13,000,0
there are no dividing lines in regg |
to position. A buyer at a particul |
medium-sized agency may ma|
$15,000, while a senior buyer af |
large agency makes $13,000. Th
may, however, have similar respon |
bilities. At a medium-sized agent
the buyer is likely to do more pla
ning than a buyer at a large agen
which has a planning stafl. This 4
counts for some salary diflerences

Even within the agency there a
salary differences for the same poi
tion. Most media directors said il
a completely individual thing—bu
ers get paid on the basis of wh
they’ve done and what they’re doix
The media director of the agency thi|
pays buyers up to $15,500 stresst|
the fact that not all his buyers mal
that much now, nor will they later.

Help wanted ads in a recent issul
of the New York Times showed si|
aries to be higher than media dire
tors said they are. One ad offeré
$10-12,000 for an assistant tim
buver, and other salaries ranged :
high as $20,000. However, one ol
server, who said that if these ads at
accurate, salaries certainly are goin
up, also suggested that they migh
just be bait to get people into en
ployment agencies.

Timebuyer salaries are, howeve
rising faster than the agency averagl

Individual opinions of media d
rectors indicate a change for the be
ter in the buyer’s paycheck. Mot
than twice as manv people surveye
said they do see the change takin
place now or very soon as those W

did not. |

Hank Malfa (center), Cunninghat
& Walsh, receives $1,000 prize fo
winning wBTV Charlotte’s comés
to pick top programs in markél
Presenting check: Joe Segall (1), 8
count executive, TvAR, New Yort
Peter Yaman, eastern sales managet

TvAR.
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Vietnam tv

For vyears several United States
and Vietnamese agencies have been
working to bring Government of
Vietnam television to the Mekong
Delta. On November 11, 1968, THVN-
tv Can Tho made its first official
broadcast. The full impact of the
station hasn’t been felt vet, both U.S.
and Vietnamese officials are optimis-
tic about the vital role it can play.

Half of the air time is devoted to
educational and documentary films,
and to news of local, national and
international affairs. Many of the
documentaries come from the Joint
United States Public Affairs Ofhce
in Vietnam.

The other half of the programming
is devoted to entertainment, but even
this part is mostly educational. Such
things as Chinese operas, amateur
and professional musical productions
and full length Vietnamese feature
films have heen scheduled.

About one-fifth of the total broad-
cast time is originated locally, giving
the people of the area even more
chance to become involved. Local
programming is done live or on
videotape.

Most of the other programming
orizinates in Saigon.

The staff of THVN-TV is made up
of six men who operate station
equipment, three clerical assistants.
and one girl who does all local news
broadcasting. The station transmits
for three hours a night, and the sta-
tion manager says he has received
many favorable letters from viewers.

Some of the most modern elec-
tronic equipment in the world is be-
ing used at the station, according to
the Information oflice of the Depart-
ment of the Army. A microwave re-
mote control system, which permits
broadcast operation without anyone
at the transmitter, has been set up.
Michael Rausch, field engineer for
American Forces Vietnam Network,
says this is the first such accomplish-
ment in the world.

Other equipment at the studio in-
cludes a complete film chain, five
monitors, two vidicon cameras and
a video tape recorder. And, the stu-
dio is air-conditioned.

Shows are sent out over a 25,000
watt transmitter with a 400-foot an-
tenna. The studio, transmitter and
antenna were built by an American
firm under the guidance of American
Forces Vietnam Network.
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Tv news restrictions threaten viewer: Goodman

The threats of controls on television news coverage affect the public
more than they do the broadecaster. This was the warning issued recently
by NBC’s president Julian Goodman. The warning came in a speech
Goodman delivered late last month at the 11th annual KMTV television
public service awards dinner in Omaha.

Restrictions on television journalism strike at the public’s right to a
free flow of information, the NBC president stated. “It is a matter of
history that censorship is never directed at the transmitter of informna-
tion but at the receiver,” said Goodman.

The awards, which recognize outstanding service to the public
through the use of KMTV, were presented by Nebraska Gov. Norbert T.
Tiemann. Two executives of the Omaha Urban League were joint re-

Winners of KMTV public service awards are lack V. Clayter (second l.),
executive director, Omaha Urban League, and K. Patrick Okura (sec-
ond r.), league’s president. Others are (L. to 1.), Owen Sadler. evecu-
tive vice president and general manager, May Broadcasting Co.; Gov.
Norbert T. Tiemann of Nebraska: lulian Goodman, president, NBC;
Edward May, president, May Broadcasting Co.

cipients of the 1968 award. They were Jack V. Clayter, executive di-
rector of the league and K. Patrick Okura, president of the league's
board of directors.

The league was cited for coordinating the production of the station's
Hiring Line program. Governor Tiemann noted that since its premiere
more than a vear ago, the program has helped secure employment for
more than 841 people. Clayter and Okura were also cited for their
year-round use of KMTV in explaining the league’s work.

The NBC president declared that because tv is a regulated industry it
has “made us more sensitive lo our responsibilities, becaise our facili-
ties are licensed on the condition they will be used to serve the public
interest. It has also caused us to guard our freedom carefully against
any additional encroachments or restrictions, particularly as broad-
casting has developed as an important medium of journalism.”

Goodman found it ironic that the area in which tv has won its great-
est acclaim is the one being threatened with restrictions and controls.
“But because,” he said, “many of the facts we report are disturbing and
threatening, and because television brings the public into close contact
with them, the medium is loo often associated with the disagreeable
news il transmits, and too often held accountable, in some strange way,
for the events it reports.”

Goodman said he is convinced that television news coverage and news
analysis during the recent months “of national discontent have been
fair and responsible.”

Television Age, February 10, 19
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wugh Douglas  MacMullan
1;ave up a career in the foreign
senice for the advertising game,
trazling abroad still remains his ma-
joiinteresl.

he Georgetown School of For-
ei¢ Service graduate who recently
0 his vice president stripes at
Vrey Advertising, where he is as-
<ulate media director, says, “I plan
to ee a major part of the world
wke I’m still young enough to en-
joyit.”

i recent years MacMullan has
oled France, Greece, Haiti, and
Ealand. His last trip was to India,
a9 he compares the density of the
paalation there to New York by
sang, “Take the number of people
coing out of an office building dur-
in rush hour, quadruple it, and
th’s how thick the congestion is all
thtime in Bombay.”

ack on Park Avenue where it
ist: as crowded, MacMullan recalls
i summer job in the advertising
déartment of an ethical drug firm.
Tl gave him his first real back-
@iind in advertising. Later, when
reased from the service, he took a
je for six months at MacManus.
Jon & Adams.

sining Compton Advertising in
'$7, MacMullan worked on the
blidcast buying side of the office
(lich was divided inlo separate
pnt and radio-tv units). During his
8 year stay, he was a buyer, plan-
ni and media supervisor, working
or:everal Procter & Gamble brands.

It was a good training ground,”
treports, “but I was interested in
th opportunity of working at an
#ncy with a wider variety of ac-
Cnts.”

1963 he moved to I)’Arcy and be-
Jan working on several different
#ounts. Today, working for such
clnts as Aetna Life, Royal Crown
G, and S M, he finds his challenge
Wking with products and services
' are not always packaged, and
i have smaller hudgets than the

» accounts did.

Vorking on a variely of products
1 at an executive level, MacMullan
*xposed to developing trends and
fes effecting media.

le applauds the development of
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In the picture

the individual 30 as a fine stimulus
for the tv business.

“Advertisers  who up to now
couldn’t use television for any one
of several reasons, can now realis-
tically investizate using the medium.”

He points out that advertisers with
restricted budgels may now find the
30-second commercial within their
reach. In addition, single product ad-
vertisers who could not use tv for
lack of a piggyback partner, will
now have no trouble in landing
avails.

he benefits of the acceptance of

the 30 as the basic unil of time
in spot is not without ill effects, how-
ever; product protection, MacMullan
warns, will be the victim of the new
trend.

“If we approve of the 30,” he re-
marked, “then we have to appraise
what time separation means.

“Stations have an obligation lo
protect us,” the associate media di-
rector points out. “There should be
separation belween commercials for
competitive products. Stations say
that they will provide reasonable
separation, but the question is, what
is reasonahle? Our policy is that if
the separation is under 15 minutes
we have a talk with the station. If we
continually are not given separation
by a station we will either stop using
it, or substantially reduce the amount
of business we give them.

“Of course, with the 30 we mav
find that we can no longer hold to 15
minutes separation, and that we re-
guire a new policv. There will be a
grealer need lo evaluate the merits
of the loss in time separation againsl
the desire to keep the spot.

“The chainbreak protection story
is not going to gel anv better,” he
pointed oul. “Scatter buving on the
networks complicates the protection
picture.

“Scaller buys come in about 1O
days before air date. As such, it is
the monkev on the back of the nets.
As scalter sales continue to get bet-
ter, the situation will get worse.

“Although stations probablv have
access 1o network schedules, most
probably can’t go over them and ad-
just their own schedules accord-
ingly.”

Douglas T. MacMullan

Getting around is in lus blood

One possible reason is that it is
probably easier to run a spot
knowing that there will be a con-
flict, and then try to get the agenc
to pay anvway; then telling the
agency there is no other possible
place to put the spot, and most likely
«et a cancellation.

Another problem area is the NAB
code change which now allows four
spots to be aired during one break.

“I don’t like it,” replied the 1)’Arcv
Vice president, “but we really have
no way of knowing how serious the
problem is. Nobody reallv knows
how much effectiveness vour spot di-
minishes by the number of sur-
rounding spots.

MacMullan also points out that it
would be very hard to measure this
tvpe of information, since there are
so many variables. Facts that must
be taken into consideration include:
the time of day the spots are running
and the alertness of the audience
the creativity and strength of your
spol as compared with the others
and the nature of the other spots.

MacMullan who makes his home
in New York is a bachelor and has a
variely of interests. He is quick to
point out however that his one ma-
jor diversion is travel, and he spends
much of his time planning for his
next trip. Next Fall he plans a short
trip to Europe, 10 he followed the
next vear bv a trip to and through
Russia. n
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THE LIGHTER SIDE ’n camer :

“Our star just broke her leg. Do
you think that frumpy wardrobe
mistress can go on in five minutes?”

Dialogue like this will grace (?)
the Atlanta tube this year as part
of The World’s Worst Movie, a pro-
gram which made its debut on wQxi-
TV February 2.

Says the station: “Sure to hold
viewers to their seats by their sheer
incredibility, the Saturday late night
features will offer completely un-
known stars, credits which even the
most astute movie goer wouldn’t rec-
ognize, early vintage production
that would make Darryl Zanuck re-
nounce the entire movie industry. . . .
The selections were carefully chosen
by the number of loud moans each
elicited in channel 11’s screening
room.”

The first feature was Reported
Missing, a 1937 epic starring mati-
nee idols Jean Rogers and Dick Pur-
cell. It was spine-tingling, brain-
deadening mystery about corpses
stolen from an airplane. Others on
the schedule are T/he Man Who Cried
Wolf. Little Miss Broadway and One
Body Too Many.

We hope the debut feature doesn't
refer to the station’s audience.

% %

Marty Barris remarked on a seg-
ment of The Merv Griffin Show that
“l was so dumb in school that 1
thought Humpty Dumpty had a great
Fall because he had a bad Summer.”

i % *

Speaking of lousy movies, we rec-
ommend one of Rowan & Martin’s
earliest efforts, which qualifies on
the basis of plot alone. It was called
Once Upon a Horse and was made
in 1958. And don’t ask us how we
know, but Ed MacKenzie, once a
host on a late-night show on wxvz-
TV Detroit, had a bit part in it.

As you might figure, it’s a west-
ern. Rowan & Martin rustle some
poor girl’s cattle and then find out
the herd is worth less than the cost
of feed. They try to ditch the herd,
but they’re foiled by the sheriff. They
rob a bank but can’t spend the money
because the sheriff knows they ar-
rived in town dead broke. They can’t
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gel a loan to feed the cattle because
their bank robbery left the loan com-
pany short of cash. When they steal
a train it runs off the track. And to
top it all off, they get trapped in a
mass wedding.

A press release that came to us
started off as follows:

‘I think what children are seeing
now is abominable, but it’s the par-
ents’ fault. I’m talking about any of
the cartoon shows on Saturday and
Sunday mornings. They’re nothing
but violence and mayhem and may-
hem and violence.’

“Soupy Sales, who has been in the
medium since 1949, took time out
after taping his latest video venture,
ABC-TV’s color special, The Pied
Piper of Astroworld, to speak can-
didly about what today’s youngest
generation are watching on tv.

“Sales went on to say that the
fault lies equally divided between the
networks’ abysmal lack of creativity
in this area and the parents who per-
mit their children to watch that kind
of show, thereby insuring high rat-
ings.

“Obviously, Sales believes that
The Pied Piper of Astroworld, which
was taped entirely at Judge Roy Hof-
heinz’ vast family amusement park
next to the famous Houston Astro-
dome, is the kind of children’s pro-
gram needed to fill the creativity
gap.”

Oh.

At Ogilvy & Mather’s annual end-
of-the-year staff meeting, chairman
Jock Elliott said to assembled em-
ployees at one point:

“Surprised by the number of new-
comers? We're growing fast, but
that’s only one reason. The other is
that we have to keep replacing girls
who run off to get married instead
of sticking to business.

“In 1969, no O&M girl will be al-
lowed to get married. That’s the way
we make executive decisions around
here. That’ll be as effective as most
of them, too.”

Since advertising does so muc
stimulate romance, all we gotta §
is: He who sows the wind shall re
the whirlwind.

* * *

We hear from about a do
sources that Mickey Mouse is wei
ing an Agnew watch.

* * *

Shari Lewis and her husband
emy Tarcher wrote a script for
Trek and created the female lead
her own image. When it came ti
to cast, she was told, “You’re not
type.”

In case you missed Alan King
his NBC-TV special last month,
pass along a few King comments
suburbia:

“You buy a house. My wife cg
vinced me we were getting it fro
an ex-GI. 1 think it was Benedil
Arnold. We paid $33,000. It
listed at $12,500, but we wanted
few extras—like windows, floors a
ceilings.” ‘

“A housing development is a co
munity of 450 houses that all lo
exactly alike. It’s called God’s Li
Acre, and only He can afford it.”

“Babysitters are so expensive, ¥
don’t hire one. You put in a seals
bid.” _

“At parties, you can always @
the hostess. She’s the one wearll
toreador pants.” ‘

» » »*

One of the scripts for Green Acré
called for a machine gun typical 0
the kind a Hungarian guerilla woul’
use—and you can imagine how the
got into the plot. It was pointed ot
that gun permits would cost $250. :

Well, you know how they wal€
the dollar on tv so the advertise
doesn’t have to pay too much mone€)
So everyone agreed to have a mo@
weapon constructed — approxima
cost, $10. Eva Gabor balked.

“But dollink,” she exclaimed, “¥¢
vould a gorilla be doing viz a Mk

. 9 1
chine gun?’
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‘Properly conceived
sales messages,

| strategically placed
in SRDS, motivate
buyers of advertising
to initiate placement
of schedules”

T,
.

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

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

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

STANDARD RATE & DATA SERVICE, INC.
v The national authority serving the media-buying function

5201 OLD ORCHARD ROAD SKOKIE, ILLINOIS 60076
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Think "
Spring

(And you'll get a lot more to think about from NSI

Nothing like planning ahead when
) . rnn

you're buyving spot TV. In no other
advertising medium is there more useful
information available for making
factually-based decisions. And, NSI
offers the most complete measurement
of seasonal viewing levels in syndicated
television audience research.

Take the Spring quarter, for example.
In May, NSI has quarter-hour reports

Y, I

New York
(212) 956-2500

Chicago

(312) 372-3810

for 69 markets. Davlight saving time
viewing activity for about 80% of U.S.

TV households allows you to analyze

and re-analyze to your heart’s content.

So when vou think Spring, and
Spring timebuying, think about this
broader-depth NSI quarterly concept.
Your Spring will come sooner, and be
warmer.

San Franecisco

(415) 986-6437

Hollywood
(213) 466-4391

= Nielsen Station Index

a service of A. C. Nielsen Company




