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rel share holders: an analysis of leading stations in ARB sweep 
If<at would happen if cigarette commercials WERE banned from tv? 
leton & Bowles' media department policy-'never hire above a buyer' 
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are the facts 
about the continuing 
and growing importance 
of local movies on 1V 

3,033 local movies are now being telecast each week in the ' 
TOP 100 MARKETS. . 

2 . 

These TOP 100 MARKETS encompass a total of 349 stations- 
including 292 network affiliates-(over 50% of all 
U.S. commercial TV stations). 

3 During our recent survey week these 349 stations programmed 
3,033 local movies,a"s"follows: 

473 in Prime Time 1,211 at other times 
534 in Early Shows (mornings; matinees; 
815 in Late Shows late, late shows; etc.) 

r 

These 3,033 local movie telecasts were in addition to 629 telecasts of network movies in the same markets. 

5 And,°the local movie programming trend is up 12% over last year! 

Today, as it was yesterday, and will be tomorrow, 
movies are television's most popular entertainment. 
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Which WMC-TV news personality 

is the mayor of Memphis? 

r 

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 

EVERY CORRECT ANSWER WINS AN OFFICIAL KEY TO THE CITY OF MEMPHIS. 

CONTEST CLOSES MARCH 1, 1969. 

NAME 
MY GUESS IS # 

FIRM 

ADDRESS 

CITY STATE ZIP 

CLIP AND MAIL 
COUPON 
TO: SCRIPPS -HOWARD BROADCASTING CO. 

1960 UNION AVENUE 
MEMPHIS, TENNESSEE 38104 

L - J 
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Who 
will pay the bill? 

W\4) -TV's News -4 Probe investigated the costs 
fo operating private and parochial schools in 
Mvaukee ... or for permitting them to fold. Gave 
ke school administrators, educators, church ot- 
ficils, and taxpayers their say. And Milwaukeeans 
tu?d in night -by -night for the results-within our 
brie ten o'clock news time. They consistently 
u-' in and write in. Because News -4 Probe deals 

W i relevant, controversial topics - civil unrest, 
dr;s and hippies, black men in business. Each 
.utect is covered in series, with one segment 
boding on the other to put widely varying view - 
Pelts in perspective. News -4 Probe studies Mil- 
Wikee in depth-another reason for WTMJ-TV's lid on Milwaukee viewers. Our hold is yours- 
though Ilarrington, Righter & Parsons. 

LOOK FORWARD TO WTMJ-TV 
The Milwaukee Journal Station NBC 

WTMJ -TV 
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ustiñ off an did it. 
° a. 

11ff Robertson. 
hirley ones.Vñkki Car 
elen Gurley Brown. 

ci..I..áuIAñka.Wi1iie ay 
4owit'syo 

"Sign ín" with the new "What's My Line?"- 
now in its second year of first -run production. And 
building audiences at an explosive rate. 

Homes reached: BOSTON up 87 percent over last 

year; DETROIT up 95 percent; GREEN BAY up 73 

percent; HARRISBURG up 54 percent; PHILADELPH 

up 58 percent; ROCKFORD up 50 percent; SPOKAI' 

up 38 percent. Women reached: BUFFALO up 40 

percent over last year; DENVER up 76 percent; 
FLINT up 78 percent; KALAMAZOO up 50 percent 

Los ANGELES up 59 percent; MIAMI up 60 percel 

TOLEDO up 94 percent. 
SOURCE: NSI, NOV.'68 AND NOV.'67. "WHAT'S MY LINE?"VS PREVIOUS PROGRAMMIN 

IN TIME PERIOD. ESTIMATES SUBJECT TO QUALIFICATIONS AVAILABLE ON REQUEST. 



 

'ckinson. oan Rivers. 
bee. Claire Bloom. 
k Jones. Robert Morse. 
es. Hugh Brian. 

or. Goodson -Todman, the new "What's My 
le' is beautiful for attracting young adults. 
Itk`now" panelists like Alan Alda, Soupy Sales, 
'Idith MacRae, Godfrey Cambridge, Joel 
1Phyllis Newman, Nipsey Russell. Big -name 
slry guests like those listed above. And many 
)rbesides. Not to mention permanent stars: 

Vally Bruner and panelist Arlene Francis. 

Sign in, please (and sign in quick), for five color 
half hours weekly. 

CI CBS Enterprises Inc. 
New't'ork,Chicago, San Francisco, Dallas, At Tanta 

f? 
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Then join the experts Io s tt 

the informed 1. if. 
professionals on t ' 

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. 

ELECTRONICS 
Controls 

rs Computers 

1 fs eve4- 
.44-14e 

Company 
profiles 
Market trends 
Charts and 
tables 
Special columns 

Washington, 
Taxes, Specula- 
tion, Inquiries. 

The Magazine 
of wail street 

120 Wall Street 
New York, N. Y. 10005 

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

Name 

Address 

City State Zip 

FEBRUARY 24, 1969 

Television Age 

27 THE SHARE HOLDERS 

Viewers are faithful and fickle, analysis of AIM station shares 

and leading outlets reveals 

32 CIGARETTE AD MONEY: UP IN SMOKE . . . 

or would it all go to print media in the event of a tv 

tobacco ban? 

34 B&B RAISES THEIR OWN 

Promotion from within guides Benton X- Bowles' Inedia pro- 
gramming department 

36 YOU'VE COME A LONG WAY, BABY! 

Women prove they can snake it in what once was considered a 

man's field-commercials production 

38 TV HAS A NICE RING TO IT FOR REYNOLDS 

Metals firm promoted its all -aluminum 
ntercials to its customers 

DEPARTMENTS 

11 Publisher's Letter 
Report to the readers 

14. Letters to the Editor 
The customers always write 

19 Tele -scope 
What's behind the scenes 

21 Business Barometer 
lleasuring the trends 

25 Newsfront 
The way it happened 

39 Viewpoints 
A no -holds -barred column 

can by tailoring 

40 Film/Tape Report 
Round -up of netos 

18 Wall St. Report 
'Die financial picture 

49 Spot Report 
Digest of national activity 

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

71 In the Picture 
A man in the news 

72 In Camera 
The lighter side 

coal - 

Television Age is published every other Monday by the Television Editorial Corp. 

Publication Office: 34 N. Crystal St., E. Stroudsburg, Pa. Address mail to editorial, adve. 

Using and circulation offices: 1270 Avenue of the Americas, Rockefeller Center, Nev: 

York, N. Y. 10020. PL 7.8400. Controlled circulation postage paid at New York, N.1. 
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COLORFUL 

KCST 39 TV 

T S 

San Diego's Sports Station 
* San Diego Chargers Professional Football 

* Notre Dame Football * AFL Highlights 

* San Diego State College Aztecs Football 

* Auto Racing * Golf * Boxing * Skiing 

* San Diego's Most Comprehensive Sports Coverage 

COMPLETE COLOR PRODUCTION FACILITIES 

San Diego California 
BASS BROADCASTING DIVISION 

Mel Wheeler - President 

Represented by 

lJThe 
Hollingbery 

-I I, Company 

FDA -TV, Amarillo, Texas KFDW-TV, Clovis, New Mexico KFDO-TV, Sayre, Oklahoma KAUZ-TV Wichita Falls, Texas 

Teiision Age, February 24, 1969 
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Audience and related data are based on estimates provided by the rating services indicated and are sub,ect 

to qualifications issued by these services. Copies of such Qualifications are available upon request. 
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NEW YORK/WNEW/7:30 PM 

first among independents in rating and share/more 
households than independents combined/reaches 
double the number of women of independent competition 

ir 

MINNEAPOLIS-ST. PAUL/KMSP/6 PM 
first in women 18-49 and viewers 

Source: NIELSEN NSI November, 1968 

LOS ANGELES/KTTV/7:30 PM first among 

independents in rating, share, men, households and 

viewers/more women than other independents combined 

CLEVELAND/WJW/7 PM 
first in women 18-49 and total viewers 

BUFFALO/WBEN/7 PM first in women and 
households/more adults than competition combined 

SEATTLE-TACOMA/KING/5:30 PM 
first in women 18-49 and households 

KANSAS CITY/KMBC/5:30 PM first in rating, 

share, households and viewers/more women 

and men 18-49 than both network competitors combined 

WASHINGTON,D.C./WTTG/7:30 PM first in 

women, women 18-49, households and viewers 

OMAHA/WOW/5 PM 

first in women and adults PEORIA/WIRL/6 PM first in women and viewers 

WASHINGTON,D.C./WTTG/9:30 AM SOUTH BEND-ELKHART/WNDU/12 N 
first in women 18.49, households and viewers first in women 18.49 and total women 

PROVIDENCE/WPRI/7 PM first in rating, 
share, women, men, households and viewers 

DETROIT/WJBK/7 PM first in rating, share, 
women, men, households and viewers 

GREENSBORO-HIGH POINT-WINSTON-SALEM/WFMY/1 PM 
first in rating, share, women and households/more women 
18-49 than the competition combined 

DAYTON/WHIMpM 
first in women and households 

LITTLE ROCK-PINE BLUFF/KATY/5:30 
PM first in young adult viewers/leads both network 

more women 18-49 than competition combined competitors in women 18-49 

DALLAS-FT. WORTH/WBAP/5 PM first in adult women and men 

LANCASTER-HARRISBURG-LEBANON-YORK/WGAI/1 PM 

first in rating, share, women and households 

MADISON/WISC/5 PM 

first in rating and share/more women, households 

and viewers than competition combined 

GREEN BAY/WFRV/5 PM first in women 

GREENVILLE-SPARTANBURG-ASHEVILLE/WLOS/6:30 
PM 

first in adults 18-49, households, and viewers/more women 

18.49 than both network competitors combined 

GRAND RAPIDS-KALAMAZOO/WZZM/7 PM 
first in women 18-49 and adults 18-49 

CHATTANOOGA/WRCB/7 PM 

first in rating, share, households and viewers/more 
women and men than competition combined 

GREENVILLE-NEW BERN-WASHINGTON/WNCT/7 PM 

first in rating and share/more women, men, households 

KNOXVILLE/WATE/1 PM first in rating and 
and viewers than -the competition combined 

share/more women and households than competition combined 

FLINT-SAGINAW-BAY 
CITY/WJRT/7 PM first in rating, share, households/more women, men and viewers than competition combined 

SACRAMENTO-STOCKTON/KOVR/(Sun) 3:30 PM first in 

total women, women 18-49, viewers and households 

PORTLAND-POLAND 
SPRING/WGAN/7 PM first in rating, share, women and households 

YOUNGSTOWN/WKBN/1 
PM 

first in women and men 

FT. WAYNE/WKJG/7 PM first in rating, 

share, women, households, and viewers 

DAVENPORT-ROCK ISLAND-MOLINE/WOC/5 PM first in adult women and men 

COLORADO SPRINGS-PUEBLO/KOAA/5 PM first in women 

BALTIMORE/WMAR/10 AM first in rating and share/more 
women and households than competition combined 

ORLANDO-DAYTONA BEACH/WDBO/5:30 PM 

first in rating and share/more women 18.49, men, 

households and viewers than competition combined 

PORTLAND/KOIN/7 PM 
first in women, men, households and viewers SPOKANE/KXLY/1 PM first in rating, 

share, women, men, households and viewers 

More than 100 television stations have moved from 
Column B to Column A with Truth or Consequences. 
Even more predictable than fortune cookies, success 
stories in almost every time period on rating, share, TV 
households, and young women 18-49 roll in every month. 
There's no inscrutable oriental secret involved. Our com- 
bination of Bob Barker, host, and Ralph Edwards, execu- 

tive producer, plus great guest celebrities-in colorful first 
run half hours for stripping - makes Truth or Conse- 
quences the most popular first run program in TV syndi- 
cation today. 
If Truth or Consequences is not in your market, call 
MPC. We'll help you make a fortune. Ask your rep, lie 
knows. 
Audience information indicated is based on Monday through Friday averages within the program's time period. For complete details in 50 more markets, please call your MPC salesman. 

METROMEDIA PRODUCERS CORPORATION Ne 
485 Lexington Avenue/New York, New York 100171(212)682-9100 

'Ilion Age, February 24, 1969 
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50,000 watts on 670 kc. 
(25,000 watts night) 

` BRITISH COLUMBIA 

WASHINGTON 

r-J 
ORt,EGON 

-9 

r --I 
Lr 

Daytime Primary 

Nighttime Primary 

* Boise 

J 

UTAH 

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

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

compasses eight states. 

Through its regional news and weather reports, its entertainment, its cultural, 
informational and public service broadcasts, KBOI will provide a continued and 

expanded service to the rich, expanding west. 

BOISE, IDAHO 
50 kw on 670 kc daytime 

25 kw nighttime 
CBS 

muREPRESENTED BY 

KATZ RADIO 
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Letter from the Publisher 
Tie year of the turn -around 

.S the annual reports of broadcasting companies are released, it is 

4 arent that 1968 was not only a good year for the broadcast busi- 

tw but it also represented a dramatic turn -around situation. 
:BS, for example, just reported a net income of almost $58 million 

fe 1968 on net sales of $988 million. This represents a 6 per cent 

irrease in earnings and a 7 per cent increase in revenues. The 

fdrth-quarter profit of 1968 was up some 25 per cent over 1967. 

ohn Blair & Co.'s net earnings increased to 53,290.000, a jump of 

3"per cent from the 1967 earnings. This amounted to $1.45 a share. 
'aft Broadcasting estimated that earnings ending March 31; 1969, 

n. be about $2.05 a share versus $1.89 for the previous year. Its 
la quarter earnings showed an increase of 20 per cent, and pre-tax 
ptfits rose by 17 per cent. 

itorer Broadcasting's per share earnings for the calendar year are 
umateil at $2.80 a share. 

1everal Nall Street analysts have peculated on what would happen 
t )roadcast revenues should there be some modification in cigarette 
a.ertising. The amount spent on tobacco advertising in 1967 
a'ounteul to 13 per cent- of the total network billing, but only 4 per 
cot of national spot billing. 

Lí o,,Id bounce 1(ck from cigarette ban 
The stock brokerage firm of Burnham & Co. has just issued its 

aural report on the broadcast industry. Peter Mack, the firm's 
ailvst, obserses that if the cigarette advertising were to be re- 
sl.cted, both the network and national spot billing would feel it, but 
lb the industry would be able to bounce back from this blow with 
b ings in other categories. 

Merrill Lynch, fierce, Fenner & Smith feels that the increased 
r enue from new products and from retail will more than make up 
ti loss of tobacco advertising. 

In its latest report on the broadcast business. the nation's Num- 
1 brokerage firm saws, "We believe that most major network 

al independent group boadcasters can achieve earnings gains in 
td years ahead. \Se estimate that total 1 roadcasting revenues may 
spass $5 billion by 1970 and max reach $7.4 billion, or about 27 
p: cent of total advertising revenues fur all media. by 1975." 

One of the indications of the strength of broadcast stocks is the 
i:rease in the holdings by institutions. For example; 23 percent of 
(pital Cities is held by institutions (mutual funds, pension trusts, 
fmdations, etc.) and 22 per cent of Metromedia. These holdings 
Ive been increased from year to year. 

Wall Street continues to be impressed by the comparison between 
tevision revenues and total advertising expenditures. In 1969, total 
Evert ising expenditures amounted to $18.9 billion. The estimated 
tevision revenues in 1969 will reach about 17 per cent of the total 
<vertising expenditures. What is significant here is that over the 
1st several years the percentage increase of television revenues is 
curbing more rapidly than the total advertising expenditures. 
The broadcast business faces many problems in 1969. The year 

fay well turn out to be one of the most important in its entire history 
-from a legislative and regulatory standpoint. However, it has 
;ong support from the viewing public and from the shareholders. 

Cordially, 

"sa«-¿ 

Dayton's 
Best 

Television 
BuyE 

WiqETTV 
D FEATURING 

abc 

DAYTON'S WINTER 
SPORTS STATION 

* NBA Basketball 

* American Sportsman 

* Wide World Of Sports 

* Pro Bowlers Tour 

* Car And Track 

* Break the Bowling Bank 

* ABC Golf 

n 
JL 

Call 

THE HOLLINGBERY CO. 

New York Chicago Atlanta 

Dallas Los Angeles San Francisco 

aeuision Age, February 24, 1969 
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ore than n eets the eye. 
most dramatic way to illustrate 
üze of our WCCO Radio audience 
,comparing it with television. So we 
an analysis of comparable data 
he latest ARB Reports for the 

eapolis-St. Paul market. It shows 
;'O Radio is bigger than TV! 
>re are the high points of the study, 
d on average quarter-hour estimates: 
LL DAY/ALL WEEK: WCCO Radio 

4íers a bigger audience than any 
!Sion station in the Minneapolis - 
',ail market! (Persons 12+, 

=12 Mid., Monday -Sunday) 
1)7TIME: WCCO Radio's audience 
per than all four Twin Cities TV 

corns combined! (Persons 12+, 
d-6 PM, Monday -Friday) 
IME TIME: The WCCO Radio 

morning audience tops the evening 
audiences of all TV stations in the Twin 
Cities. (Persons 18+, 6-10 AM, 
Monday -Friday, for WCCO Radio; 
6:30-10:30 PM, Monday -Friday, for TV) 

In all, WCCO Radio beats TV on 15 out 
of 16 points of comparison. Among 41 
persons 12 and older. Adults. Women. 
And men. 

Our bigger -than -TV story is available 
in more detail from 
your WCCO Radio or 
CBS Radio Spot Sales 
representative. Get it 
before planning your 
next campaign. You'll 
discover there's more 
to advertising than 
meets the eye. 

\ Q 

R8DIO 
"1JEAPOLIS/ST. PAUL REPRESENTED BY CBS "RADIO SPOT SALES 
4R9 est,mates. Radio: Oct. 19613; TV: Oct. 9. Nov, 19611. Total survey areas. 
ºubleet to qualifications which WCCO Radio will supply on request. 



Where's HEADQUARTERS? 

DENVER, SAN FRANCISCO, AUSTIN, JOPLIN, , " , UNCOLN, 

...~`°tá"1e:i 
-Y -_-=- 

_ ° 

' Pr :8111--- !. - A-- i' 
HOUSTON,- 

9 -= 
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° ;_P' OKLAHOMA CITY, 

,ri 

-- 
" b ° KANSAS CITY. " , u , 

TOPEKA, 

..;% 
-.E,f 

Air - 
PHILADELPHIA, ° ° 

E5-' - -._--.`is;i__. . 

terí &415' "1" 

: WICHRA, . 

Where else but... ° ..rope 

NeektTl .. 

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 prívate lives of the great bulk of Kansans in 

the populous eastern third of the state-where 2/3 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. 

ligt 

TV Radio FM 
Topeka, Kansas 

Affiliate: KGNC, TV Radio FM, Amarillo, Texas 

........""""': .-- 
.- ' . . 

Letters 
to the 
Editor 

r 

Regarding psychographics 
I enjoyed reading your recent arti 

cle on psychographics (A consume' 
in every pigeon -/role, TELEVISION 

AGE, January 27, 1969, page 26). 
In general, I was fairly quoted, ex 

celit for your choice of a sing; 

word. I refer to the quote, "We try 

to find out what people are like and 

ghat they want in a product. We art 

not interested in basic personalitl 

traits; these are not related to till 

advertising problem." 
I would have used the wort 

"demographic" instead of "person 

aIitv." 
PAUL \I. ROTH 

Vice President in Charge of Mail 
Kenyon S Eckhardt, Inc 

New Vol 

A pat from the 'bureaucrat' 
I certainly enjoyed your artic 

on the newest commissioner of th. 

FCC (Bureaucrat at the FCC, TELE' 

VISION AGE, Jan Han' 27, 1969, page' 

28), and I appreciate your writer'.d 

accurate reporting of the interview. 
II. HEX LE 

Conrrnissione 
Federal Communication 

Cornnrissio 
Washingtoill 

A favor for Cleveland 

I want to take this opportunity; 

to express my gratitude for the pub 

licity for the 1968 United Appeal o 

Greater Cleveland which appeare 

in TELEVISION AGE. 

Xs chairman of the Public Relal 

lions Committee of the campaign, i 

behalf of the thousands of volunteer 

and campaign leaders of the Unite 

Appeal of Greater Cleveland, I no 

only thank you for your past assist 

ance. but ask for your continuin 

cooperation in 1969. 
DAVID SKYLAI 

Executive Vice President 

The Griswold -Eshleman Co 

Cleveland 

TELEVISION AGE is again coop 

evading rvitlr, the campaign in 1961 

14 Television Age, February 24, 1961 
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WTTG5, 
METROMEDIA. 
IS VIEWED 

ANY OT 
INtl 

NSI Weekly Cumulative Audience, November, 1968. Subject to qualifications of report. Represented by Metro TV Sales.'p . . 
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The world's best color 
camera is the TK-42 
Is there anything comparable in 4 -tube design? Ask any of the TV stations that 
own one. The TK-42 is the 4 -tube camera with the unique 4V2 -inch image orthicon 
for resolution unequalled by any 4 -tube camera. It can spotlight the winner in a 

fast-moving race (that's partly in bright sunlight, partly in deep shadows)-as 
easily as it delivers the sponsor's goods. Flood it with light-the TK-42 won't let it 

bloom. Back -light dark-haired performers-they won't turn green (and you won't 
turn gray). The TK-42. The nearest thing to perfection current technology allows. 

For all the reasons why the TK-42 is the world's best 4 -tube camera, call your 
RCA Field Man, or write: RCA Broadcast Equipment, Building 15-5, Camden, 
New Jersey 08102. 
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The world's best color 
camera is the TK-44A 
The TK-44A is the lighter side of perfection. It's the world's best 3 -tube camera. 
Only 105 pounds (without lens), it's the camera you need for easy -to -handle 
remotes and studio work. Uses RCA's exclusive "contours with a comb" for 
color "snap" without raising the noise level. And you can color -match its output 
to any other camera you own-with RCA's "Chromacomp". 

The TK-44A. The 3 -tube camera that can equal it hasn't been made yet. 
And we can prove it. - 

For all the reasons why the TK-44A is the world's best 3 -tube camera, call your 
RCA Field Man, or write: RCA Broadcast Equipment, Building 15-5, Camden, 
New Jersey 08102. 

- . A 

*. 
o 

o 

.o 

1.4 

. . . 0 , ...- 
o d > 

i 

r 



ONLY the name 
has been changed... 

T V 

1 

l 
1 

1 
1 

WITH the same fine folks on 
Channel in St. Joseph, Mo. 

STILL the only station which can deliver 
Northwest Missouri and Northeast Kansas .... 

See your AVERY-KNODEL, INC. representative. 
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'AHEAD BEHIND THE SCENES 1 -SCO e WHAT'S 
1_e e p 

Tt.gh primetime decisions at ABC-TV 
orne indication of the tough decisions ABC-TV will 

he to make in primetime next season carne out in a 

Aeion of the annual meeting of the \atioual Association 
offelevision Program Executives, held in Los Angeles 
eaier this month. 

roundtable of program executives with ABC-TV 
aliates left the impression only a small number of pro- 

rms are set so far. These include Bewitched, Lawrence 
WI, the movies and the rest of the Sundav night sched- 
uI The station programmers, talking about daytime, 
aleed that ABC-TV should make a strong early morning 
ph on the grounds that Today and Captain Kangaroo 
a "old an 1 tired." The possibility that ABC-TV will 
dbp its early evening news was also aired at the round- 
t;le. And there was talk of a news strip at 10:30 p.m. 

lit the CBS -TV roundtable it was said that more than 
1) affiliates have vet to clear Mery Griffin in his upconr- 
it; late night stanza. 

:hneider CBS heir -apparent? 
Recent changes in the CBS executive lineup may mean 

Jhn A. Schneider, upped from CBS/Broadcast Group 
lad to CBS executive ice president, is being groomed 
I: bigger things. Schneider's appointment to a pot 
hrich hasn't been filled since 1952 could indicate he's 
ixt in line for president Frank Stanton's seat. The new 
recutive will have the company's four operating groups 
iporting to him. Previously these groups reported di- 
ctly to chairman William Paley and Stanton. 
The naming of Thomas II. Dawson, former CBS -TV 

fief, to be Schneider's assistant has started tongues 
Iggiug to the effect that he has been "kicked upstairs." 
re new position was described by one insider as "one 
hick doesn't seem to have the authority previously held.'' 
Other changes in the CBS line-up put Richard \V. 
licks, formerly executive vice president of the CBS 
levision Network Division, up to CBS/Broadcast Group 
'esident, Robert D. Wood, previously president of the 
BS Television Stations Di\ ision, up to head of the tele- 
sion network and Ralph Daniels, formerly vice president 
the CBS Television Stations Division and general man- 

Ier of \VCBS-TV New York to president of the Television 
tat ions Division. 

AB, Group W can't agree 
Though NAB president Vincent Wasilewski said he'd 

ke to get Group W back in the Tv Code and though 
tonald VlcGannou, Group \V chief, in his letter to the 
lAB didn't set a date for resigning from the Code, there 
ppears little likelihood of the two sides getting together. 
he letter of resignation, setting forth Group \V's reasons 
or pulling out, was de ivered to Wasilewski by 1VIcGan- 
on personally and the two had a long chat without a 
leeting of minds. 

Group \V made clear last week the lack of a specific 
late of resignation was not significant and that the live 
V stations are no longer members. The Westinghouse 

"e/evisioa Age, February 24, 1969 

group also made clear it would continue abiding by its 

own more stringent standards. including the ban on per- 

sonal products, which McGannon described as "the last 

straw." 'I hough the Radio Code is looser than its tv 

counterpart. Group \\ intends no action in that area. 

Ayer forecasts very close 
N. \V. Ayer's predictions of how the November -Decem- 

ber, 1968, nightinie network audiences would turn out 

(see lion' to find customers, TELEVISION AGE. August 26, 

196?) are running quite close to the actual ratings. 
Preliminary analyses show that nearly half of all pro- 
grams (t15 per cent I were predicted within one house- 

hold rating point of the actual figure. This compares with 
33 per cent in the 1967 forecast. Fully two-thirds of all 

programs were within two rating points, compared with 
58 per cent in '67. 

The analyses also showed that Aver picked seven of 
the top 10 programs, 11 of the top 15 and 15 of the top 

20. This compares with five, nine and 15 the wear before. 

The agency also picked the time -period winner in 46 out 

of 50 half hours. the loser in 40 out, of 50. 

These predictions, says the agency, represent the best 

public performance in the forecast game. Details of how 

close the demographics were (the name of the game) will 
be shown in a forthcoming issue of 1 ELEVISIO\ AGE. 

Neiman-Marcus launches heavy tv schedule 
One of retailing's biggest names, Neiman-\larcus, has 

launched a year-round television campaign for the first 
time in the history of the fabled Dallas store.A library of 
15 commercials (14 of them 30s and one 60) is currently 
being produced by the New York ad agency of Trahey- 
\\'olf. Seven have been completed to date. About 16 an- 

nouncements a week are running on KIZLD-Ty Dallas. 

Positioning includes news. ,1Iery Griffin Show, CBS -TV's 
/Friday Night at the Jlonies and local -personality pro- 
grams, sug"rsting a skew to up -scale audiences. 

I)esitned to reflect the store's sophisticated image, 

sere ices and merchandise mix, the commercials sell gen- 

erically. All 15 announcements will open and close in a 

movie newsreel format. Trafrey-Wolf will lift several II)s 
from the commercials. 

Agency goes into syndication 
An Indianapolis ad agency, which for five years has 

been producing a five-minute health program for a client, 
has decided to put the program into syndication. 

Doctors )louse Call which Pubes, Montgomery & Asso- 

ciates has been producing for the 88 -outlet chain of 
)look Ilrugs, will be released through Prestige Program 
Sales, a division of the agency. 

Available are 235 color programs for use by drug 
chains, hospitilization plans, insurance companies, food 
chains and others. Hook Drugs attributes their sub- 
stantially increasing prescription volume and profits to 
the program. (lost is Dr. James Fox, a specialist in in- 
ternal and occupational medicine. 

19 



a es u in «e:ras:a 
Last year 

This year 

KOLN-TV/KGIN-TV dominated the Lincoln -Hastings -Kearney market with one 

of the largest audience shares in the nation. 

It's better yet. KOLN-TV/KGIN-TV has increased its dominance of the 11/4 billion 

dollar market you've got to cover if you want to cover Nebraska. 

Per cent of total homes reached 
As reported in Television Age and ARB, November, 1968 

1967 1968 RANKING 

Total Day Share 58 % 59'o 
9 a.m.-midnight, Sunday -Saturday 

Prime -Time 55 To 55o 
6:30-10 p.m., Monday -Friday 

Early Evening 66 To 71 To 
4-6:30 p.m., Monday -Friday 

Late Evening 57 To 59 To 
10 p.m. -midnight, Monday -Friday 

And ... KOLN-TV/KGIN-TV 

has complete Lincoln 

Metro (Lancaster County) 

dominance 

SECOND in nation 
among all network affil- 
iates in 3 or more VHF 
station markets. 

SECOND in nation 
among all network affil- 
iates in 3 or more VHF 
station markets. 

FIRST in nation 
among all network affil- 
iates in 3 or more VHF 
station markets. 

SECOND in nation 
among all network affil- 
iates in 3 or more VHF 
station markets. 

You can't cover Lincoln from Omaha. When all Nebras- 
ka stations are programming locally, KOLN-T,V/KGIN-TV 
audience shares in Lincoln Metro are overwhelming. For 

example: 
6 to 6:30 news KOLN-TV/KGIN-TV audience share 59% 

10 to 10:30 news KOLN-TV/KGIN-TV audience share 65% 

In fact, during these time periods, more people are 
watching KOLN-TV/KGIN-TV than any other station in 

Nebraska! 

-,n-rv-rM 

% 

SP SeIyP4 ,lULflill4 
RADIO 
WKZO KALAMAZOO -BATTLE CREEK 

WMEF GRAND RAPIDS 

W1FM GRAND RAPIDS -KALAMAZOO 

WWAM/WWTV-FM CADILLAC 

TELEVISION 
WKZO-TV GRAND RAPIDS -KALAMAZOO 

WWTV/CADILLAC-TRAVERSE CITY 
WWUP-TV SAULT STE. MARIE 

KOLN-TV/ LINCOLN, NEBRASKA 
KGINTV GRAND ISLAND. NEB. 

KOLN-TV/ KGIN KGIN-TV 
LINCOLN, NEBRASKA 

1500 FT. TOWER 
GRAND ISLAND, NEBRASKA 

1069 FT. TOWER 

Avery-Knodel, Inc., Exclusive National Representative 



Business barometer 
would have been hard to top October's record level of local billings under almost 

any conditions, but November was still the second best '68 month in terms of growth. 

After a 37.9 per cent jump over the previous year and a record $52.8 million, 

a mere 29.3 per cent rise over '67 and a level of $52.4 million for November 

local revenue doesn't sound exciting. But it was the second month in the 

history of local tv that re- 

venue passed the $50 million 

mark. And too much shouldn't 

be made of the $400,000 dif- 

ference in revenue between 

the two months. Since "Bus- 

iness barometer" figures are 

estimates based on sampling 

-and despite the fact they 
come quite close to FCC fi- 

gures-there is a certain 
amount of statistical varia- 

tion to be expected in the 
monthly figures. In short, 

there's no significant dif- 
ference between the dollar 
levels in October and No- 
vember. What it comes to 

is that it's a great Fall 

for local business. 

ptwork compensation remained at 
about the same level in No- 
vember '68 as in '67. There 5/1 

were four other months last 

year when such compensation 45 

was less than 1 per cent 
over or under the previous 
year. And it may be surprising 

.,5 

to hear that the $22 million 
revenue level was the second.to 
highest in '68. Of course, 
there is not much month -to- 25 

month variation in network 
20 

compensation. 

tation performances by size came 
out as follows: In local 
revenue the larger stations 
did best. Those in the $3 
million -and -over category 
were up 32.6 per cent, those 
between $1-3 million rose 24.2 

40 

15 

I tt 

LOCAL IiUS1.VLSS 

millions of dollar 

oemller (up 29.35 ) 

NETWORK C0311'E.VSAT1O.N' 

millions of Sollars 

$22.1 $22.0 

CO 
10 

ti 

Nov( tuber (dawn 11.5 cJc ) 

Year-to-year changes by annual station revenue 

Station Size Local Business Network Compensation. 

Under SI million +/7.2% +.3.8% 
. l-3 million +21.2% -32% 
.S.? million -up +.32.6rfo +0.5% 

r 

J 1' 1/ I 1 J J. ti 11 .\' 11 

1968-6% comparison 

.ín 

4.5 

40 

.35 

:to 

25 

20 

1.5 

lo 

5 - 
1 I' MIWIJASOVD 

1968-67 a purism. 

per cent while those under $1 million increased 
17.2 pr cent. In network compensation the smaller stations led the pack with 
a 3.2 per cent rise. The larger stations stayed about the same and the medium 
stations declined 3.2 per cent. 

,fext issue: a report on spot revenue in December. 
hl 

Junuti hted fealure of TGLBVISION 1GE. .o.siness Larornerer is Lased on n rn,sssrrliun u/ slarinns in .elt inrenna rrnd rreograpbirol rare;¿uric.. 
,a rabululed by Dun & nrndsrreer.) 

'elevision Age; February 21, 1969 
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the other day, Dwight, Ed and Harry g 
When Dwight Reed, Ed Shurick 

and Harry Wise put their heads 
together a few weeks back, they 
put their manpower, facilities, 
services, and represented stations 
together, too. 

They did more than that. They 

created a new company designed 
to do better what Hollingbery and HR 
already did well. An organization of 
proper size and structure to provide 
full service and total coverage at all 
levels of the advertising -marketing 
spectrum. Matched to the needs 

1 

of an increasingly complex ands, 

competitive market place. 
Now, HR stations, agencies, or 

clients are getting divisionalized 
sales service intensity within thre 

station lists structured in a new, 

more effective way: Balanced 



yf s 

' ' 

eis of market and station size 
btential, while providing 

reisers with real geographic 
:rkting continuity. Plus the added 
o`ttion of a sales team created 
`o:entrate sales service at all 
?n;, and advertiser levels where 

.c 

of 

r l 

/ 

extra service is required. 
Result. Not the biggest Spot 

representative in the business. 
That wasn't their goal. A bigger, 
better representative. With more 
personnel. Better facilities. More 
services. More effective ways of 

14 

oq 

e 

n 
.. : 

e country: 
doing business. Better for HR 
represented stations. Better for 
timebuyers. Better for advertisers. 

So. When you think of HR, think 
big if you like. We think of us as 
better. In fact, we got bigger to stay 
small enough to be called best. 

NR Television, Inc. 



ol 

What a day to be remembered. 
TV sets were turned on to 
watch the very first television 
program. News, Weather 
and Sports. Followed by the 
test pattern so everyone could 
tune in their sets. There 
wasn't much available in the 
way of programing at the 
beginning of television, but 
the people loved it. 

This was 20 years ago. July 
15, 1949 and WBTV in 
Charlotte, North Carolina, 
was the very first station in 
the Carolinas to bring the 

miracle of the moving 
pictures into the living room. 
Of course, WBTV had all 
the homes in the market at 
that time. 

Today, ARB ranks WBTV first 
in the nation's Top 50 
markets in share of total 
homes, 9 A.M. - midnight, 
Sun. -Sat.=` And even with 
several other stations in the 
market, Nielsen gives us 
61 % share of homes, and 
ARB 60%. 
It was great to be first in the 
market. And we're giving it 
everything we've got to 
stay there. 

°Top 50 markets ranked by ADI 
households. The audience figures 
are based on November, 1968 
ARB/NSI. They are subject to the 
qualifications set forth in the survey 
report. 

WBTV 
CHARLOTTE 
Jefferson Standard 
Broadcasting Company 
WBT/WBT-FM/WBTV/W WBT 
Jefferson Productions 
Represented by Ley 
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THE WAY IT HAPPENED Newsfront 
firtwork riewcoincrs 

n light of the possibility that 
trette advertising may be banned 
n tv and that the networks would 

b r the brunt of the loss (see story 
phis issue), the list of network ad - 

,t=, isers in 1968 has particular rele- 

ce. 
'his list has just been released by 

th Television Bureau of Advertising. 
''eying the complete roster of net - 

&k advertisers, the list and tabula- 
li t of expenditures was compiled for 

lib bureau by Leading National Ad- 
risers. 
t shows that a total of 439 cotn- 

pl,ies bought time on the networks 
a year-a record number. Of these, 

were first-time network users, also 
i1:cord. 

'he list includes seven political ad- 
tt:isers, who were included in the 
c.l of 439 but not in the new-adver- 

ti+r total. 
,forman E. "Pete" Cash, TvB 

pnident, said last year "represents 
it important breakthrough in net - 

lc television's appeal to the small - 
medium -budget advertiser." 

'otal 1968 network billings, prey- 
ntly announced, came to $1,547,- 
3+,400, an increase of 3.2 per cent. 
T3 found that the top 15 clients ac- 
atnted for 1.3 per cent less of the 
'6 total than the '67 total. "Ilere is 
ft:}ter evidence," said Cash, "that 
nt.h of network televisions growth 
iln 1968 came from medium- anti 
srtll-budget clients." 

mother reflection of this develop - 
old is that the previous record num- 
bi of total advertisers was in 1967, 
w:n the figure was 379. 

Seen newcomers. Among the new- 
c(ters, seven spent more than $500,- 
x'. Especially significant. said Tv13, 
W. the wide variety of industries 
reresented. 

'he leader among newcomers was 
Kitucky Fried Chicken Corp., a 
frichise operation, which invested 
31335,900. The Keebler Co., maker 
L)icookies and crackers, allocated 
$]118,900. 

htrd and fourth largest new- 
ctters were industry associations. 
['t Foundation for Full Service 

Banks spent $1,482.600 in network 
specials and the Association of Amer- 
ican Railroads put $1.276,400 into a 
schedule scattered among various net- 
work programs. 

Next was National Lead Co., which 
promoted Dutch Boy paints with an 
investment of $744,000. In sixth place 
was Rich Products Corp.. more in the 
traditional vein, with Coffee Rich, a 
-ton-dairy creamer, which was backed 
with a budget of $580,000. Seventh 
was Commercial Carpet Corp., manu- 
facturer of Viking carpets, which 
spent $576,000. 

Political spending. Net work politi- 
cal expenditures came to nearly $8.7 
million, according to the TvB figures. 
Almost half of this was spent by the 
Nixon forces through two groups. 
United Citizens for Nixon -Agnew laid 
out $3,922,600, while the Nixon for 
President Committee spent $175,700 
for a total of $4,098.300. 

Citizens for Humphrey were listed 
at $2,826,800, followed bv, in de- 
scending order of expenditures, the 
Nelson Rockefeller for President 
Committee, $852.800; Citizens for 
Wallace, $701,600; Citizens for Mc- 
Carthy, $141.000 and Citizens for 
Reagan, $45,000. 

The top 10 network advertisers, 
ranked by billings, are: Procter & 

Gamble, $100,979.300; Bristol-Myers, 
$49.660,300; R. J. Reynolds. $46,- 
288,400; Colgate-Palmolive, $46,266,- 
400; General Foods, $43,884,30(1; 
American home Products, $43.810,- 
000; General Motors, $39.504.700; 
Sterling Drug, $34,226,200; Gillette, 
$32.056.900 and Warner-Lambert, 
$30.108,5011. 

Below are the network advertisers 
who spent $5 million or more in 
1968: 

Runk 

43 Alberto Culver $ 8,963,600 

49 American Cyanamid 8,040,00(1 

6 American Home Products 43,810,800 

62 American Motors 5,740,000 

34 AT&T 11,170,900 

I 1 American Tobacco 29,911,400 

38 Armour 9,426,500 
SI Beatrice Foods 7,077,200 
48 Beecham Group, Ltd. 8,150,300 

26 Block Drug 14,444,800 

Rank 

2 Bristol-Myers 49,660,300 

16 British -American Tobacco 25,723,900 

32 Campbell Soup 11,253,800 

23 Carnation 16,413,100 

53 Carter -Wallace 6,872,600 

18 Chrysler 23,436,000 

46 Coca-Cola 8,327,000 

4 Colgate-Palmolive 46,266,400 

68 Du Pont 5,053,100 

31 Eastman Kodak 11,483,300 

15 Ford 27,783,500 

58 General Electric 5,917,300 

5 General Foods 43,884,300 

13 General Mills 28,476,500 

7 General Motors 39,504,700 

9 Gillette 32,056,900 

55 Goodyear 6,665 600 

28 Gulf Oil 13,560,300 

17 S. C. Johnson 25,481,200 

22 Kellogg 17,912,800 

12 Lever Brothers 29,242,900 

24 Liggett & Myers 16,378,900 

20 Lowe's Theatres 21,848,900 

65 Mars 5,401,700 

35 Mattel 10,907,600 

19 Miles Labs. 23,347,200 

47 National Biscuit 8,205,600 

27 National Dairy Products 13,810,300 

66 Nestle 5,140,900 

61 Norton Simon 5,742,300 

36 Nor%%iclr Pharmacal 10,718,200 

50 Noxell Corp. 7,340,700 

29 Pep sico 12,162,200 

30 Chas. Pfizer 11,538,700 

14 Phillip Morris 27,959,100 

59 Phillips Petroleum 5,859,000 

45 Pillsbury 8,774,300 

33 Plough 11,189,100 

1 Procter & Gamble 100,979,300 

37 Quaker Oats 9,998,300 

39 Radio Corp. of America 9,321,200 

44 Ralston Purina 8,805,300 

25 Rapid- tmerican Corp. 15,872,500 

1)7 Reynolds Metals 5,084,400 

3 R. J. Reynolds Tobacco 46,288,400 

42 II ichardson-Merrell 8,993,100 

54 Shell Oil 6,848,000 

64 Singer 5,408,700 

52 Smith, Kline & French 6,995,000 

60 Standard Brands . 
5,856,400 

8 Sterling Drug 34,226,200 

69 Texaco 5,022,200 

57 United Air Lines 6,417,400 

57 Under Air Lines 6,417,400 

63 U.S. Time Corp. 5,490,200 

10 \Varner -Lampert Pharm. 30,108,500 

56 \Vest i nghouse 6,621,900 

21 J. B. Williams 20,638,500 
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Give everyone 
in your audience 
a new television set 
Amazing new Image Enhancer installed in 
your studio "rides through" weaknesses and 
defects in home receivers. Delivers 
unbelievable picture clarity. 

When anyone tunes in your newly -equipped 
channel for the first time, he'll think his old set 
is brand new. That's how remarkable our 
new Image Enhancer is. Color pictures 
(black and white, too) leap to life with 
incredible clarity. They have more snap. 
More sparkle. More impact. 
Our Image Enhancer gives complete contour 
enhancement. Even fast -action sporting 
events are sharp. Clear. Well defined. 

And a remarkable process called "crispening" 
works like an electronic retoucher. Puts light in the 
eye. Even darkens an eyebrow. And does it 

without noise or crosstalk. 
Order our Image Enhancer for your studio, and 
deliver the "new television set" to your audience. 
Don't wait. Write us for details. Or better yet, 
call us collect: (203) 327-2000. 

PROFESSIONAL 
PRODUCTS 

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

. +` 
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Television Age 

The 

share 
holders 

An analysis of the nation's 
leading stations, based on 

November ARK sweep, in light 
of Fall program changes 

Television viewers are faithful and fickle. 
Another way of saving it is that they are 

both creatures of habit and ever eager to find 
new sources of entertainment and informa- 
tion. 

On the one hand, they have their favorite 
stations, their favorite times of viewing and 
their favorite programs. On the other, they 
are, unlike in the case of radio, inveterate 
dial switchers-though it must be said that 
time -period view ing is pretty stable. 

This article is copyrighted in its entirety by TELEVISION \Gr. 1969. Iteproductiou in whole or part is esprcsly forbidden will t written permission from TEI.I'VISIO\ \GE. 

FEBRUARY 24, 1969 

"Ilse two faces of television are illustrated 
in this article, seventh in a series published 
by TELEVISION AGE analyzing stat ion shares 
nationwide from rating sweeps of the Amer- 
ican Research Bureau. The latest analysis, 
based on November, [968, data covers affiliates 
and independents in 106 three -or -more station 
markets. The results reflect two contradic- 
tory factors. First, they mirror the primetime 
audience advances made by NBC-TV this sea- 
son and, second, they show that, with some 
exceptions, the popular stations remain popu- 
lar no matter what happens with network 
nighttime program changes. 

elevision Age, February 24, 1969 
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TOTAL DAY 

Listings of top independents and 
top affiliates by network will be 
found starting on page 57. 

Two basic kinds of comparisons 
are made-(1) lists of 20 leading af- 
filiates and 15 leading independents 
in metro areas ranked by shares and 
taken from 104 of the 106 markets 
that show metro data, and (2) the 
same on a total home basis in the 
106 markets. The shares are based 
on average quarter hour households 
reached within each day part. 

Ranked by shares 

Affiliates are ranked by shares ir- 
respective of network and also ranked 
by each network. 

In all these rankings, whether of 
affiliates or independents, and wheth- 
er in metro areas or by total homes, 
there are separate lists for four day - 
parts-( 1) 9 a.m. to midnight, (2) 
primetIme. (3) early evening and 
(4) late night. There are 36 lists in 

all. 
In addition; for each of the eight 

categories (four day -part lists for 
both metro areas and total homes) 
the number of leading affiliates for 
each network in all markets analyzed 
is tallied. 

A review of stations with high 
shares makes it apparent they are 
generally in moderate -size markets. 
There are, of course, stations with 
large shares in small one- or two -sta- 
tion markets. but these have been 
excluded from the analysis because 
there is no three -network competition. 

However, the top markets are not 
represented among the leading shares 
because audiences are fractionalized 
more than normally by either a large 
number of stations or because of com- 
petition by long-established, strong 
affiliates with more or less equal ca- 
pabilities and resources. 

Many of the leading -share stations 
are VHF outlets in intermixed mar- 
kets having a built-in advantage 
against UHF stations with less than 
maximum power and less -than -satura- 
tion levels insofar as all -channel sets 
are concerned. 

Still, the VHF stations often remain 
strong in audience appeal in metro 
areas where signal strength is not as 

ABC . 6 

CBS 

NBC 

(Mon. -San., 9 a.m.-midnight) 

Top 20 affiliates in 106 3 -or -more -station markets f I{ 

Metro share 
Tv honres share ( 

Source: ARR Not ember 190.1 

.Number of affiliates leading ir1 their markets 

46 
44 

52 
5t 

Metro share 

Markets 

\VausauRhinelander 

Station Share 

WSAU-TV 58 

Itinghaurton* WNBF-TV 55 

Jacksonville 
Montgomery* 

NJXT 53 
WSFA-TV 53 

Columbia, 9.C.* 1VIS-TV 52 

Leading stations 

Market 

Binghamton* 

Tv homes share 1. 

Wausau -Rhinelander 

Montgomery* 

Station Share Ili 

I 

WNBF-TV 73 

WSAU-TV 71 

WSFA-TV 70 

Columpia, S.C. 

Charlotte' 

Charlotte' WBTV 5t 

Las Vegas 
Beaumont -Pt. Arthur 
Greenville -Washington - 

New Bern* 

KORK-TV 

KFD1t-TV 

49 

wNcr-Tv 49 

Erie* WICU-TV 18 

Birmingham'` 
Green Bay 
Knoxville` 

(Ode-sa-,\1 id land 
Madison 
Shreveport 

W IIRC-TV 

WRAY-TV 

W ATE -TV 

Charle,ton-I Iunlington 
Cedar Rapids -Waterloo 
Roanoke -I ynchburg* 

KOSA-'I V 

WISC-TV 46 

KSLA-TV 

WSAZ-TV 

W MT -TV 

WDBJ -TV 

KDKA-'rv 44 
WTVIt-TV 44 
WAI'I-Tv 41 

wts-Tv 69 

R'BTV Úfl 

Lincoln -I fast ings- 
Kearney 

19 Jacksonville* 
Madison* 

Hartford -New I'avert* 
Erie* 

47 
47 
47 

Pittsburgh 
Richmond 
Birmingham* 
Davenport -Rock Island - 

Moline 
Fresno -Visalia 

KOLN -TV 59 

WJXT 57 

wISC-TV 57 

WTIC-TV 55 

WICU-TV 55 

Harrisburg -York - 
I ancaster-Lebanon* WEAL -TV 54 

Birmingham* WBRC-TV 53 

46 Joplin -Pittsburgh* KOAM-TV 52 

46 Charleston -Huntington WSAZ-TV 51 

-- Greenville -Washington - 

New Bern WNCT-TV 45 
45 
45 

WOC-TV 44 
KMJ-TV 44 

Beaumont -Port Arthur 
Richmond 
South Bend -Elkhart 
Sioux City 
Knoxville* 

51 

Roanoke -Lynchburg* WDBJ-TV 50 

Flint -Saginaw -Bay City' WJRT-TV 49 

48 
48 
48 
48 
48 

K FD M -TV 

WTVR-TV 

W SBT-T V 

KT1V 

WATE-TV 

t Markets where all three network affiliates have recorded viewing. Metro share 

data in two of 106 ntarIets not available. 
* intermixed market 
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PRIMETIME 

InTnrlant to UItF outlets. 
'hat is the significance of these 

i figs of stations with leading 
es? 

o the Kuser. they are a conveni- 
tzihandle. In running his eye clown 
thliists. he can check those markets 

as interested in to get an idea of 
n1! strong the strongest affiliate is, 
n what day parts the station is 

tang and how the station compares 
tntrength as between the metro area 

1 t dal reach. l Ie can do the same 

11 I independents. 
1 the nitty-gritty details of an ac- 

re bus, however. these factors are 
rtlelines and seldom critical. They 
in, he important in cases where a 

liter wants to concentrate on one 
pion in a market. hut there is no 

inlic,llion in the analysis that a sta- 
ll with a leading share is neces- 
Ily better than another station in 

th market not on the list. 
he buy decisions are individual 

.) s, individually decided on. taking 
itifactors into account. 

Itl; bier in prime 
1 the latest TELEVISION AGE anal - 

1 , there is special interest in the 
I`1 rt of \ RC -'I V's strong showing in 
1)1 pritortime sweepstakes. Below is a 

of each network's share of all 
IIiales in three -or -more -station mar - 
4. leading their markets in metro 
11re,.. broken down hs das parts. 

n other words. for each day part. 
thtahulation shows what percentage 
Mall affiliates with top shares ill 

t markets are ABC-TV stations. 
it percentage are CBS -TV stations 

what 
'I Illllc: 

percentage are NBC-TV 

\B(. (.BS N BC 
.1v efe. 15.4% 15.2% 39.4% 

llinet finte 2.9 39.7 (r4.t4 
1..' night 
l'`a1 day 

3.8 
5.8 

33.7 
50.0 

60.6 
1-4.2 

(ere are comparable metro ;hare 
t based on November. 196 (see 

Spring buyers guide. I El.E\ I - 

' CF. February 26. 1968). 

ABC 

34 
CBS 

NBC 

(Mon. -Sun., 7:30-11 p.m./6:30-10 p.m.) 

Top 20 affiliates in 106 3 -or -more -station rnarketst 

Metro share 

Tv bornes share 

Source: ARB November 1968 

Number of affiliates leading in their arkets 

40 

67 
62 

Leading stations 

11e1r share Tv homes share 

Market Station Share Market Station Share 

Wausau -Rhinelander wSAr-TV 56 \Vausau-1111inetander wSAIT-TV 69 

Las Vegas KORK-TV 54 Binghamton" w-NBF-TV 68 

Alontgomery" WSFA-TV 64 Binghamton* WNRF-TV 51 

Columbia wts-TV 62 
Birmingham* wRRC-TV 48 
Reno KCR1. 48 Charlotte' wRTV 56 

lontgomery* 1VSFnTw 47 Lincoln -I I a -t ings- 
Kearney KOLN-TV 55 

Iaeksotivltle* 1w.1 \ i 46 
Birmingham* 1VBRC-TV 54 

Charlotte* wRTV 45 
Lr ie'` 1vICu-TV 53 Odessa -\l id land K \I ID -Tv 45 
Las Vegas KOIIK-TV 53 Columbia wIS-TV 45 

I;rie' w -ICU -TV 45 loplin-f ittshurg" KOAM-TV 52 Fresno KJIJ-TV 45 Ifarrishurg-l-ork- 
Nashville* w'SV-TV 45 

Lancaster -Lebanon" wC 1L -TV 52 poka110 K11Q-T\' 45 

.Jaek-onviIle* WJXT 50 
Wichita Falls -Lawton K FDX-TV 44 Hartford -New Ilaven* WT IC -TV 50 
Knox ville w ATE -TV 44 Ma Iison* w' ISC-T V 50 
Beaumont -Port Arthur KFD\t-1V 44 
Roanoke-Lvnclhu rg* %VDBJ-TV 44 flint -Saginaw - 

Bay City" 1VJRT-TV 49 
Roanoke -Lynchburg' wDBJ-TV 48 Grand Rapids- 
Sioux City* KTIV 48 lalamazoo wKZO-TV 43 

Greenville-\Washi ngton- Bangor wnit-Tv 46 
New Bern WCT-iv 43 Greenville -New Bern - 

Shreveport KSLA-Tr 43 Washington IVNCT-TV 46 
Birmingham* w u'1 -TV 43 South Bend -Elkhart WSBT-TV 46 
Bangor wl.Rz-1v 43 Charleston -I -I tint ington wsAz-Tv 46 
Charleston- 1-1untington WSAZ-TV 43 Knoxville* WATE-TV 46 
Portland -Poland Spring wcsll-Tv 43 San Diego* KOCO-TV 46 

t,llarkets inhere all three network affiliates have recorded viewing. Metro share 
data in two of 106 markets not available. 
Intermixed market 
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ABC CBS NBC 
Early eve. 9.6% 38.5% 55.8% 
Primetime 3.8 76.9 26.9 
Late night 5.8 49.0 49.0 
Total day 4.8 68.3 

As can be seen, there is a radical 
relersal in CBS -TV and NBC-TV 
standings in primetime shares. \1 here 
CBS -TV led with 76.9 per cent of the 
affiliates in the Fall of '67, NBC-TV 
led with 61.4 per cent in the Fall of 
'68, 

NIRC-TV stations also moved ahead 
in the late night sweepstakes. As de- 

fined in the analysis, late night is the 
half-hour following network time and 
so measures mostly local news audi- 
ences. It is reasonable to presume 
that NBC -TV's primetime lead-in 
strength is heavily responsible for its 
improved 11-11:30 p.m. showing. 

Interestingly, NBC-TV lost to CBS - 

TV the lead it had in '67 in early 
evening periods. CBS -TV didn't lead 
in '68 by as much as NBC -IN did in 

'67, and ABC -TV's early evening 
standings tell why. In short, ABC-TV 
and CBS -TV both advanced at NBC's 
expense. 

NBC-TV knocked a big chunk off 

CBS -TV's total day lead, but the lat- 

ter is still Number One in this depart- 
ment. 

When the same comparisons are 
made by tv home shares (rather than 
metro shares), the same patterns 
show up. However, CBS -TV does a 

little better in the homes shares than 
in the other and NBC-fV does a little 
worse. 

Here is the Nos ember '68 picture: 

ABC CBS NBC 
Early es e. 13.2% 49.1% 37.7% 
Primetime 3.8 37.7 58.5 
Late night 3.8 39.6 56.6 
Total day 5.7 52.8 41.5 

And here is the comparable data 
for November '67: 

ABC CBS NBC 

Early eve. 11.3% 43.4% 48.1% 
Primetime 3.8 75.5 25.5 
Late night 7.5 55.7 39.6 
Total day 5.7 70.8 28.3 

ABC 

CBS 

NBC 

EARLY EVENING 
(Mon. -Fri., 5-7:30 p.m./4-6:30 p.m.) I , 

Top 20 affiliates in 106 3 -or -more -station narketsj' 

!Metro share 
Tv honres share 

16 
t4 

Source: ARB November 19681 

Number of affiliates leading in their markets 

41 
40 

47 
52 

Leading stations 

Metro share 

Market 

Ti' homes share'' 

Station Share Market Station Share 

lontgomery' 

Columbia, S.C. 

1VSF 1 -TV 77 1\fotttgOtuery' 

Columbia, :_z.C.' 1VtS-TV 68 

Cedar Rapids -Waterloo WDIT-TV 64 

WNBF-Tv 61 Ringhasnton" 

Green Bay 1VBAY-TV 60 

Greenville -New Bern- 
\Vashington wNCT-TV 57 

Jacksonville' 

Charlotte* 

1VJXr 56 

1v1s1 V 55 

Knoxville* wATE-TV 54 

Wausau -Rhinelander 1VSA U -TV 53 

Salt Lake City KCI'X-TV 52 

Birmingham' 
Beaumont -Port Arthur 
Madison* 

WBISC-TV 51 
KFD>r-TV 51 
wISc-TV 51 

Chattanooga 
Oklahoma City 
Corpus Christi 

WRCB-TV 

WKY-TV 

KZTV 

50 
50 
50 

Charleston-Ifuntington WSAL-TV 49 
Davenport -Rock Island - 

Moline woC-Tv 49 
Wichita Falls -Lawton KFDX-TV 49 
Champaign-Spri ngfield- 

I)ecatur* wet s. 

n Ink in* 

1VSFA-TV 87 

wts-TV 83 

Li Itcol tt-1 last I Ilgs- 
Kearney 

Wausau- Rhinelander 

fadison' 

WNItF-TV 82 .1 

KOLN-TV 71 

1vsAU-TV 71 

wISC-TV 64 

Charlotte* WBTV 

Cedar Rapids -Waterloo WMT-TV 

Jacksonville` 

63 
63 

W3 XT 62 

Hartford -New Ilaven* 
Harrisburg -1 ork- 

Lancaster-Lebanon* 

WTIC-TV 60 

wGAL-TV 60 

Itirntinghant' WBBC-TV 58 

Charleston -I I tntt ington 
Green Bay 
Greenville -New Bern 

\Vaahingtolt 
Reno 

wSAZ-TV 57 

WBAY-TV 57 

WNCT-TV 57 

KOLO-TV 57 

Erie' 
Champaign-Springfield- 

)ccatur* WCIA 

WICU-TV 55 

55 

Roanoke -I ynchhurg* 
49 Corpus Christi 

WDBJ-TV 53 

KZTV 53 

t Markers where all three network affiliates have recorded viewing. Metro share 

data in two of 106 markets not available. 
Intermixed market 
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LATE NIGHT 

'he percentage of leading stations 
is if course, only a rough indication 
i(low the network affiliates compare 

Inrutlience levels overall. An NBC - 
station may lead by a small mar - 

4i in one market and a CBS -TV 
of late lead by a large margin in 
other market. Yet each network 

Ild gel equal credit for a leading 
If ¡ale. 

CRS -1'V tabulation of ARB 
nrnetinte audiences in three -or -m ore - 
lion markets during November, 
P8, gave these quarter-hour house - 
11(1 averages: 

7..)00,O00 
CRS -I'\ : 9.(10(1.111)(1 

\ BC -TV: 10.5111).1)1)1) 

:BS -TV researchers say that coin- 
prable NS1 data show a less pro - 
minced switch to NBC-TV from the 
Fl of '67 than ARII data. They also 
fitred out with NI'I information 
crering the September 23 -January 
2tperiod that \11C-1 V averaged only 
0, of a rating point (in households) 
biter than CBS -TV in pHnrietirue. 

the reason why NBC-TV shows up 
biter than CRS -TV in the ARR 
sires than it does in NS1 was not 
a tlyzed. But it's suspected the rea - 
g, may be related to the change in 
sghting methods instituted by A.RB 
llween the two Fall sweeps. 

Diary -keepers' foibles 
l'he November. 1.967. reports re- 

llt weighting basest on size of Tam- 
il Weighting is usually practiced by 
11 rating services becau.e coopera- 
te rates of diary -keepers vary by 
'lnOgraphic components. 
'or example, large families tend to 

b more cooperative in returning 
dries bran small families. Since 
lice families tend to view more titan 
Fall families, the unweightetl sample 
multi show a higher viewing level 
tits the "true" viewing level. By 
Ping a greater weight to small-fam- 
il diaries, the result is to reduce 
'wing levels. 
Phis is exactly what happened 

(Continued on page 57) 

(Mon. -Fri., 11-11:30 p.m./10-10:30 

Top 20 affiliates in 106 3 -or -,pore -station markets -I' 

Metro share 

Tv homes share 

Source: ARB November 1968 

Number of affiliates leading in their markets 

ABC 1 6 
4 

CBS 
35 

42 
NBC 

6:3 
60 

Leading stations 

Metro share 

Market 

Montgomery* 
llinghamton* 

Erie` 

Station Share 

tvseA-TV 73 
WNDF-TV 73 

tVICU-TV 70 

Vargo 
Columbia. S.C.' 

W0.\1 -TV 69 

Tv homes share 

filar! et Station Share 

Itingharnton' tvxr.F-Tv 83 

Montgomery* WSFA-TV 82 

Columbia. S.C.': 
\Vaulau-Iihinelander 

wis-Tv 69 Lincoln-1lastings- 
Kearney 

Wausau -Rhinelander \VSAU-TV 65 

tVIS-TV 80 
WSAti-TV 80 

KOLr-TV 76 

Frie* 
Lincoln -i last lugs - 

Kearney 

Charle.ton-I luntington 
Oklahoma City 

Grand Rapids - 
Kalamazoo 

Greenville -New Bern - 
Washington 

K OLN -TV 

WS 12. -TV 

WK Y -TV 

WOOD -TV 

WNCT-TV 

62 

wICU-TV 73 

Iiarrichurg-York- WGAL-TV 72 
Lancaster -Lebanon' 

59 I tart ford -New Ilaven* WTIC-TV 67 
59 

Joplin -Pittsburg* KO \M -TV 64 

Jacksonville* 
58 Charleston -1 I itntington 

58 

Al bany-Schenectady- 
Troy * tVItGB 

Portland. Ore. 
Fre-nri-\ isalia 
Ilarrisbnrg-York- 

Laneaster-Lebanon* 
Charlotte' 
tai k onyilte 
Cedar Rapids -Waterloo 

KGtV-TV 

KrIJ-TV 

WGA L -T V 

WBTV 

WJXT 

W ht T -T V 

57 

56 
56 

56 
56 
56 

56 

Pittsburgh hnKA-TV 55 

Atlanta' WSB-TV 54 

Baker field 
Chariot le* 

WJXT 63 

WSAZ-TV 63 

KERO-TV 62 
WBTV 62 

Roanoke -Lynchburg' WDBJ-Tv 60 

Albany -Schenectady- wRCu 59 
Troy' 

Cedar Rapids -Waterloo WMT-TV 58 

Oklahoma City WKY-TV 57 

Pi sburgin 
Fargo 

KDK A -TV 

WDAY-TV 

56 
56 

Greenville -New Bern- WNCT-TV 54 
\1 a-hington 

Fresno -Visalia KMJ-TV 54 
Peoria WEEK -TV 5 

1 Markets Cohere all thfee network affiliates have recorded viewing. Metro share 
data in two of 106 markets not available. 
Intermixed market 
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The question of what would hap- 

pen to the advertising money if it 

is cut loose by a ban on cigarette pro- 

motion via the airwaves and how it 

would affect the electronic media 
may become a national issue of burn- 
ing importance not to mention its 

significance to the national advertis- 
ing industry. 

Then there are such related ques- 
tions as: What would the impact be 
on the agencies? On the tobacco 
companies? 

There's a quarter of a billion dol- 

lars ins olved, most of it concent rated 
on the tv networks (and in certain 
time periods at that) . Cigarette 
money amounts to nearly 10 per cent 
of the networks' total take and about 
15 per cent of their primetime in- 

come. 
The impact can be carried a step 

further by pointing out that cigar- 
ette ads are confined to the latter 
part of the evening to avoid exposing 
them to the moppet set. There are no 
figures available on how network 
billings break down by primetime 
periods but one source estimates that 
cigarette expenditures might be as 
much as 25 per cent of network bill- 

ings in the later evening periods. 
The two basic sources of ad ex- 

penditures on the networks-Televi- 
sion Bureau of Advertising reports 
based on Leading National Adver- 
tiser estimates and estimates by 

Broadcast Advertisers Reports-are 
fairly close in their cigarette totals. 
TvB-LNA figures for 1968 covering 
all tobacco advertising (nearly all of 
it for cigarettes) come to $156,787,- 
300, down from $183,103,000 in 

1967. 
BAR puts the cigarette total for 

'68 at $145,517,000, compared with 

$168,959,800 in '67, a decline of 
about 14 per cent. In 1967, accord- 
ing to BAR, 11.3 per cent of the net- 
works revenue came from cigarette 
advertising. In 1968, this fell to 9.4 
per cent. 

The latest figures available for to- 

bacco spending in spot-the source 
here being TvB-LNA/Rorabaugh- 
cover the third quarter of 1968. In- 
terestingly, they show a 28.1 per cent 
rise over the corresponding quarter 
of 1967, from $10,138,700 to $12,- 

983,000 this year. 
TvB projections put total tobacco 

expenditures in spot at $54.7 million 
for last year, of which $48.4 was for 
cigarettes. This compares with $48.4 
million for all tobacco ads and $46.4 
million for cigarette ads in 1967. In 

the latter year, advertising of cigar- 
ettes amounted to 3.9 per cent of the 

spot total. 
Tobacco billings at the moment ap- 

pear to be fairly proportionately di- 

vided among the three networks. This 
does not mean, however, that they 
are equally badly off. Said one net- 
work bus er: "The weakest net work 

-that's ABC, of course-would 
be affected most, since the question is 

not who loses the most but who can 
best attract new businesses." 

A bright lining to the tobacco 
cloud is the fact that the late prime - 
time cigarette spots, if released, 
would be relatively easy to sell. This 
is because the younger adult, and par- 
ticularly the younger woman, is a 

favorite target of most television ad- 
vertisers. These consumers appear in 
greater numbers as the evening grows 
later and account for a greater share 
of the audience as children and older 
adults go to bed. 

Said John M. Otter, sales vice 
president of NBC-TV, "I could pick 
up the telephone right now and sell 
any cigarette spot we've got." 

Another factor that keeps the net- 
works hopeful is the feeling they 
could lure spot business to make up 
at least part of the loss. What makes 
this hope legitimate is the fact the 
reps are afraid of the same thing. 

More network business 

Jack Fritz, vice president and gen- 
eral manager of broadcasting for 
John Blair & Co., said, "An immedi- 
ate effect of a ban on cigarette adver- 
tising would be that some spot adver- 
tisers would take advantage of the 
opportunity and move some of their 
business to the networks." 

Fritz figures that most of this 
switching would take place among 
clients now in fringe time. "These 
would be the advertisers who want 
minutes-either straight or piggy- 
back. They're clients buying close to 
primetime, anyway. There wouldn't 

composition." 
What the effect on spot rates a 

the rate structure would be is ail ' 

body's guess. There obviously wou 

be downward pressure on rates, 

there's no telling whether it would i 

significant. I 

It's difficult to determine the it 

pact on such areas as discounts, tl' 

30s and the single rate. There's 

reason for believing, however, tli; 

anything radical would happen t - 

these areas. 

Flat ratewill stay 

The trend to the Ilat rate will pr ,l 

ably continue because that's the wt. 

the business is headed. Since adau 

tisers have been buying smaller paci 

ages in response to rising rates, d! 
counts hale comparably less attr 

t i veness. 

be much point for daytime spot al 

vertisers, who are mostly after i'±- 
housewife, to switch to primetrni 

which attracts a different audien" 

The flat rate also gives advertiser 

of all sizes equal access to spot, will! 

certainly doesn't make stations u' 

happy. And it removes the threat ill, 

government pressure on rates. TI+ 

FTC, for example, regards sizeab I 

discounts as favoring large adve 1 

tisers and thus restricting compel' 
1 

t ion. 
\\ hile reps would face a temporal 

contraction in business potential ' 
the event of a cigarette ad ban, stlI 

tions are not in the same boat. Th 

is, of course, because of the maj% 

breakthrough in retail adverisin 

spearheaded by department stores. 

If, to cite a purely hypothetical e 

ample, the amount of spot billing 

lost to the networks would be as mu 

as, say. half of the cigarette total, thl 

would still represent no more than' 

six per cent drop in spot revenue. 

Meanwhile, local revenue for 196 

ran about 20 per cent higher than b' 
year before, according to projection 

from 'TELEy1SIO AGE -s Busing 

barometer estimates. W` hile the loci 

increase is figured on a smaller has 

than the presumed spot loss there al 

more actual dollars represented b 

20 per cent of local revenue than sl, 

per cent of spot revenue. 
One broadcaster sees a possibili 

32 Television Age, February 24,196, 

1 



tat more retail chains may dace 
itional business, that is, via the 

:ps. "While Sears and Montgomery 
Tard are placed locally. \\ oolwortlr 

placed nationally and Penney is 

rrt of hazy" he said. 
The growth in retail will obviously 

greater in some markets than 
hers, if only because the percentage 
station income from retail business 
alreadv sizeable ire the smaller 

arkets, but has plenty of room to 
ow in the larger ones. 
In New York, for example, the re- 
d ratio is about 10 per cent. FCC 
;ores put the retail time sales total 

1967 at 814.2 million in the Ha- 

m's top market. Some people think 
is can go to 85I1 million in about 
ie years. 
One of the optimists is Richard 
ogue, who is now seeking for VNF:w- 

what he formerly sought for 
CBS-TV-to attract more retail busi- 
ss. Ile points out that in the New 
)rk trading area about $401) million 
spent annually in retail newspaper 

dvert¡sing in about 35 papers, a 
icy target for broadcasters. 
Says Ilogue, "What \'NEW -TV 

night lose in cigarette advertising, 
would make up iu retail business 

.tth no trouble." 
The boon) in retail business on tv 

'of no particular value to reps. They 
uf realize they're going to have to 
listle to Bring in new business if 
'e FCC proposal ever goes through. 
rt they have at least one thing going 

h them-the growing stress on local 

market strategies in modern consumer 
marketing. 

'there is also a possibility that tv 
might open its doors to hard liquor 
advertising, which would benefit net- 
work as well as spot. 

The impact of a cigarette broadcast 
ban on the ad agencies depends to a 

great extent on whether, assuming 
such a ban goes through, the bars 
would also come down on cigarette 
advertising in other media. 

There are many people in the ad 
business, in broadcasting and in poli- 
ties who feel that, once a tv -radio 
taboo is okayed, the pressure for an 
all -media ban on cigarette advertising 
might be loo strong to resist. 

The people litho!, 

Assuming for the moment an all - 

media ban would go through, hun- 
dreds of agency personnel would be 
affected. No one can say with cer- 
tainly how many, but it can be calcu- 
lated roughly in the following man- 
ner: 

A large agency generally carries 
from six to eight people (in all types 

ligarette ad money: 

of jobs) per $1 million of billing. 
Cigarette accounts run lower than the 
average for a number of reasons. 
Being heavy ad spenders. they can 
be more economically staffed. Once 
personnel are assigned to a large ac- 
count, the spending of an additional 
two to three. or even more, million 
will not usually require more people. 

In addition. cigarette market, prod- 
uct and copy research is generally 
less complicated titan for most other 
package goods areas. 

Thus, a knowledgeable guesstimate 
would be that cigarette accounts aver- 
age from five to six people per $1 
million of billing. 

Published expenditures and esti- 
mates put the 1968 total of cigarette 
spending at about 8275 million in 
1968, Inn this cannot be directly 
translated into agency billings. For 
example, the spot tv expenditure esti- 
mates are gross Ithe one-time rate) 
and the spot total runs about 8300 
million higher than the FCC figures. 

Hence, a rough figure of about 
82511 million would not be too far 
off. This means that about 1.250 to 
1.501) agency personnel work on ciga- 
rette accounts or are supported by 
cigarette billings. These are concen- 
trated in the 16 agencies which han- 
dle the major cigarette brands. This 
does ro/ mean that that many people 
would he laid off were all cigarette 
advertising forbidden. 

Some of the top creative people in 
the business work on cigarette ac - 

(Continued on page 65) 
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Below are associate program director Doug Slather and associate media director Tony 

Tiapp. At right is Merrill Giant, manager of radio -tv plogramrning. 
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Benton & Bowles' philosophy of 

promotion from within is more 

than an idea: it is an integral part of 

the media -program department's ow 

erations. From this practice of rarely 

going outside the agency for talent 

is derived a long-term association of 

media executives whose close-knit 

friendships and sinriliarity of think 
ing oil the gears of media buying an 

planning at the nation's eighth larg+ 

est spot tv agency. 
"The chance to express yourself," 

says program chief Merrill Grant 

"in loud and forceful terms, when 

you are trying to make a point, is 

one of the nice things about working 

here. 
"At B,\13, you're not overwhelmed 

by titles. You've worked with every 

one here so long that they just don' 

seem all that important. Es eryont 

B&B raises . ..t\! 

, their own 
, .: 'onotion-f ront-within 

Below: lledia manager George Simko, Sid Gehlmnn, media analysis director. 

'N 

n 

" t policy guides Benton & Bowles'. 
o.. 
' .' media -programming d ehurtnenti' l 

ti 

knows what his job is and does it. 
Since B&B believes in promotion 

from within, training is a cruel' 

part of the total organization. Tht' 

new people who join the agency haY' 

every opportunity for advancemen 

Bern Kanner, senior vice presiders 

and director of media management, 

explained the way the department 

hires and trains. 
"We try only to hire people ri hl 

out of school, or those in other bus'' 

nesses who want to go into advet 

tising, or people from other agencie" 

it -ho have been in the business a yell 

short time." 
During their first six months, d' 

trainees are given a project whet 

they divide into teams and are giver 



a ypothetical product. For the next 
si+months, on their own time, they 
mst find out all they can about the 
mket for the type of product, and 
delop marketing strategy, media 
Mils, and the buy. 

'his gives the media executives a 

el -ace to observe the trainee in ac - 
ti,. The climax to the six-month 
piject is the presentation, which is 
mle to the media executives just as 
it ould he made to a client. 

'he benefits of a program like this 
al that it gives media management 

hance to observe the trainees in 
a resentation, shows the depth of 
rhr thinking, and demonstrates how 
thr've learned to operate. 

;eorge Simko, vice president and 
imager of media, who is responsi- 
blfor stafling the department (above 
th secretarial level), reports, "This 
pigram can tell you a lot about a 
pt;on, especially his initatite. 

When prospective employees 
ccte in for an interview, their back - 
gland tells you what they know. 
Tl training program tells you how 
wt they've applied it." 

,nother part of the scrutiny given 
u nees, or staff assistants as they 
a sometimes called, is an evalua- 
tes every five months until they be- 
-c le buyers. 

added to this, the staff assistants 
al. go on trips to various media, so 
thr may learn the various aspects 
of he business. 

The trainee's hitch 

. trainee can expect to be in his 
pc.tion at least a \ ear depending 
uln agency and account needs, as 
w as the performance of the indi- 
vi aal. 

orne of the Benton & Bowles alum- 
ui ho have migrated to other agen- 

rih include: Peter Berta, senior vice 
Ptident and management super- 
%i'r at Carl \Ilv; Sam Vitt, senior 
vi president and executive director, 
ntia and program department, Ted 
13í;s; Art Heller, vice president and 
'f,ia director, Ted Bates; Herbert 
Mteloveg, vice president and di - 
rear of media at BRDO; Harold 

'er, vice president and media di- 

rector at Grey Advertising; Ken 
Keoughan, vice president and media 
director at Kelly, Nason; Richard 
Trea, vice president and media di- 
rector at Richard K. Manoff Inc.; 
Michael Donovan, until recently vice 

president and media director at Pa - 
pert, Koenig, Lois: Roger Clapp, vice 
-president and media director at Rum - 
rill -Hoyt Inc.; and Bertrand Wag- 
ner, vice president and media di- 
rector at SSC&B. 

Must keep current 

In preparing new staffers for the 
eventual roles they may fill in media 
management, B&B stresses the im- 
portance of current events. 

Each week (again on their own 
time) media staffers attend a meeting 
in which current problems affecting 
the industry are discussed. The 30 - 
second spot, media buying services, 
all current problems of media are 
discussed to keep the buyers and 
trainees up to (late on what's happen- 
ing. 

The agency boasts that they've 
never hired anyone from another 
agency above the position of a media 
buyer. 

Simko says, "If you find the peo- 
ple on your staff are not promotable, 
it tells you something about your de- 
partment." 

How the department is organized 
may be ant academic discussion right 
now. in light of the current activity 
of media buy ing services, and mar- 
ket buying specialists, B&B is cur- 
rently re-examining its buying struc- 
ture to determine if some market 
specialist system might not be more 
of an advantage. 

Kanner said that an announcement 
on a change might come within the 
next two Ikeeks. ile explained that 
the agency has several alternative 
proposals under consideration, one of 
which is remaining with the buying 
system now in effect. 

Currently, however, the organiza- 
tion is this: Four operating groups 
do the buying and planning on vari- 
ous accounts. They are all -media 
groups-there's no separation be- 

tween broadcast and print. Each 
group is headed by an associate me- 
dia director. 

One group has Procter & Gamble, 
another General Foods, the third 
works on S. C. Johnson and Norwich 
i'harmacal and the fourth group 
handles a diversified line of accounts. 

There is also a media analysis de- 
partment, organized along account 
lines, which reports to Simko. Sid 
Gehlman heads up the department, 
while Steve Margaritov and Marc 
Feidelson supervise two groups. 

P&G is handled primarily by one 
of the groups, GF. by the other. The 
several other agency clients are di- 
vided between them. While one group 
has the majority of P&G brands, for 
example, the other takes one or two 
of them. The same is true for GF. 
In this way, both groups have an 
understanding of what both clients 
require in case it is necessary for 
one of them to take over the ac- 
count on short notice. Other divi- 
sions in the media department are 
traffic and business affairs. 

While not a specific part of the 
media department, the program de- 
partment is an integral part of the 
organization. 

Merrill Grant, senior vice presi- 
dent in charge of radio/tv program- 
ming, has an office located just 
around the corner from Kanner. 

Grant, who was brought up 
through the media department, thinks 
more like a marketing man then 
someone in show biz. He sees tv as 
the most flexible marketing tool in 
existence. lie sees himself, not so 
much as a supplier of good pro- 
gramning. but as someone who can 
find a vehicle to solve an advertiser's 
problems. 

The job of a program exec, he 
says, is not only to deliver an audi- 
ence. but at the same time provide a 
platform with a good environment 
for the client's advertising. Also 
taken into consideration by Grant are 
merchandising plans that the client 
may be able to deve op from the pro- 
gram. 

ror instance, when P&G spon- 

(Continued on page 70) 
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Awoman's place is not necessarily 
in the home. It may be in a 

horse race, in a space capsule orbit- 
ing the earth, or, possibly, in an 
advertising agency producing tele- 

vision commercials. 
There aren't many women produc- 

ers but there are enough to indicate 
they've got what it takes, and there 
are a few who've fought off the male 
competition and made it to the top. 
One of these is Catherine Pitts Land, 
a vice president and commercials 
producer at Grey Advertising, and a 
multi -award winner. 

Another award winner is Jeannie 
Harrison. senior vice president and 
director 'producer at John F. Mur- 
ray. 

Mrs. Land and Nliss Ilarrison have 
different ideas on whether there is 
discrimination against women in 
their arena. 

Mrs. Land says. "Some people 
prefer not to have a woman as a pro- 
ducer. Some men feel they can't be 
as candid-that women are too sen- 
sitiNe." 

than men, either. 
She feels that in her type of job, 

being a woman can even be a plus. 
If a woman makes the most of her 
femininity, she said, it can be used 
to her advantage. 

Plenty of prise. 
Whatever the situation, there is 

apparently no problem when it conies 
to awards. Nil's. Land's most excit- 
ing moment came when she won four 
first places at the American Tv Com- 
mercials Festival in 1961. "It's the 
most first place prizes won by anyone 
in one year," she said, with pardon- 
able pride. 

\liss Ilarrison has won prizes al 

the American Tv Commercials Fes- 
tival, the Venice Film festival and 
the International Film Festival, 
among others. 

Dorothy LaClair. a producer at 
Ogilvy & Mather, and an award win- 

ner at the American fv Commercials 
Festival and Venice Film Festival, 
agreed with 11rs. Land's evaluation 
of the discrimination question. 

You've come a long way, baby 

She worked at William Esty for 
11 years before joining Grey 12 

years ago. "I left Estv because I was 
at a dead end. I felt the\ would nev- 

er acknowledge anything I did be- 

cause I was a woman. Then I had 
a terrible time getting a jolt." 

At Grey, things have been differ- 
ent. `They gave me an opportunity 
to grow," she said. "I've never felt 

any prejudice here.' 
There are salary differences be- 

tween men and women producers in 
the same position, according to Mrs. 
Land, although she hasn't experi- 
enced this type of discrimination. 
"I'm in a peculiar position because 
I'm luckv."she added. 

Miss Harrison hasn't noticed any 
discrimination against women. She 
doesn't think women are paid less 

"Some agencies wouldn't even hire 
a woman," she said. 

111iki Ulakenrore, tv producer at 
Compton Advertising, also agreed 
that some agencies won't hire women 
producers. Penny Hewitt said she's 
heard of discrimination in other 
cases but it hasn't happened to her. 
There is definitely a salary differ- 
ence though, she found. Miss Hewitt 
is a producer at Doyle Dane Bern- 
bach. 

At Leo Burnett, tv commercials 
producer Helen Nelson is among 
those who feel women have equal 
opportunities, and Dixie Thompson, 
senior tv producer at Cunningham 
& Walsh, said that women "bring 
something" to the industry. With so 

many female -oriented products 
around, she feels it's important to 
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Left: .1/il:i Rlakemore o/ 
Compton between takes. 

Below, center: J. tI alter 
Thomp.sons Catherine 
4imes. Below. right: 
Seated model has a 

pre -take word with 
Jeanne Harrison al 
John F. Murray. Bot- 
tom: Catherine Land 
of Grey casts Iron' 
Flnhes commercial. 
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have a woman on the production 
scene. 

Mrs. Land, it must be noted, 
thinks that the doors are opening 
for women producers now. "Women 
work harder at the job," she said, 
"and they excel at their work." 

Miss Nelson goes along with this. 
"You have to work harder," she 

said, "because you're in a man's 

field." 

Up the ladder 
Those who started in the early 

days of television did not, for the 
most part, begin anywhere near 
where they are now. 

Mrs. Land and Miss LaClair 
started as secretaries, and Mrs. Aimes 
started as a studio assistant. They all 
said they took on as much work as 

they could, did whatever they were 
asked to do. Sloss lv, they pushed 
themselves up. 

Mrs. Land pointed out that site 

was in the right place at the right 
tinte-a secretary at William Esty 
when the television department 
first started. Later, when tiles gave 

Women prove they can make it 

in what once was considered 

(I nl(/n'S field- 
commercials production 

her a choice of going into program- 
ming or commercials, site chose com- 
mercials. She doesn't regret it. 

"I find my work fascinating," she 
said. 'Tye always considered it an 
art form." 

Miss LaClair's first job was with 
Western Electric. About two Years 
later, she joined R13ÚO as a secre- 
tary, and from that point on she 
said site pushed hard. She's been 
with Ogilvy & Mather for more than 
five years. 

Starting as a home economist 
doesn't seem a likely way to become 
a commercials producer, but that's 
what happened to Helen Nelson. 

She was a photographer for Gen- 
eral Mills in Montana, and was sent 
to New York to do some food prep - 

(Continued on page 66) 

37 



Industrial marketers for obvious 

reasons seldom use television and, 

when they do, it's not with anything 
like the weight employed for a tooth- 

paste, a soap or a headache remedy. 

But the medium, and particularly 

spot, can he shaped to almost any re- 

quirement. This is illustrated by a 

campaign mounted last year by Rey- 

nolds Metals for its seamless, all - 

aluminum can, and just revealed in 

its iletaits. Aside from pushing its 

product to consumers-and for this 

objective tv needs no special justifi- 

cation-Rey nolds also used the me- 

dium to support its marketing to its 

direct customers-the makers and 

"bottlers" of soft drinks and beer. 

It developed a campaign which not 

only was tailored to different cus- 

tomers in different markets (and 
sometimes different customers in the 

same market) but was delivered with 

machine-gun regularity-from 100 to 

200 gross rating points per market 
per week. 

The all -aluminum can is about five 

years old. It started with a volume of 

a few million and reached a billion 
and a half in 1967. By the end of this 

year, Reynolds expects industry sales 

to reach an annual rate of four bil- 

lion units. 
While still a minority factor-the 

two billion -plus used last sear ac- 

counted for about 10 per cent of all 

beverage cans-it's the fastest grow- 

ing package in the beverage industry. 

And Res nolds has the lion's share of 

the market. 
When its sixth aluminum beverage 

can plant goes on stream on the West 

Coast before the end of the year, 

Reynolds own production capacity 
will approach the three -billion -can 

rate. The process for making the 

seamless all -aluminum can was de- 

veloped by the company. 

Six brands, 26 markets 

Last year's campaign was run in 26 

markets from May through Septem- 

ber. It involved half a dozen brand 

names-Coca-Cola and Pepsi -Cola in 

the soft drink field and four beers, 

Ballantine, Hamm's, Piel's and Gib- 

bons, the latter a brand centered in 

the Wilkes -Barre -Scranton area. 
This was no co-op affair. Reynolds 

supplied the commercials and the 

money and bought the time-the lat- 

ter chore handled by Chicago's Clin- 

ton E. Frank agency. 
One of the most important aspects 

of the campaign was the care lav- 

ished on copy research before the 

launching. Nine months was devoted 
to this preparation. 

Research was a two-phase affair. 
First the Frank agency and the Prod- 
uct Development Workshop at inter - 
public's Los Angeles office (the work- 

shop was headed at that time 

Wayne Jervis) developed 25 co 

mercials after extensive concept tr. 

lug. 
"We learned some interest; 

facts from this research," real 

Richard N. Confer, vice president d 

ad director of the Richmond -he I 

quartered firm. "We found that R 
nolds Wrap carried over its prof 

five attributes strongly to the c. 

We also found it wasn't a good iay 

to take a crack at the competition t 

other containers. This was especi.y;t 

true of the younger generation, whir, 

is very skeptical of advertisgi 

claims." 
Among the reasons for the mi- 

lieu) paid to research was the clie'sf 

feeling that it wouldn't be easyo' 

make commercials about a can ieri 

esting. Confer also wanted partrt 
larly strong impact since he intend', 

using short commercials to get mi. 

mum frequency out of the budget of 

the actual buys, about half of A' 

spots were IDs, the rest 20s and 31 

To make doubly sure the messje; 

would go over, the 25 conunerdsi 

underwent testing with the \iarlo 
es e camera, which measures dila u 

and contraction of the pupil whene 

eve is exposed to various stimuli;o; 

chiding commercials. The idea et 

hind the eye camera is that ple..I 

(Continued on pagEltl 
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A PROGRAM MAN'S . . . 

Laugh, &ll!l/d1/, hlllgh 

Imost a year ago. NBC began a courageous e\peri- 

m.t in programming called Rowan & Martin's Laugh - 

kit was re""iewed here with high marks for originality 
ar a sophisticated approach to comedy and a fast 

clped pace-but. The conclusion was that it might be 

to avant garde for a mass audience who couldn't pos- 

y get most of the jokes. 
he prognosis was dim, due primarily to a cynical 

alraisal of the capabilities of the great unwashed to 

cuprehend and not from the ability of the producers to 

pi on a good show. Some months later, Laug/r-In is one 
oldie top shows on the air. How come the oracle of 
Dphi was so wrong? 

few historians will grab their hooks and find that 
L:glr-In did not start out like a hall of fire. It grew over 
th first few months to a smash hit. The acceptance ob- 
virsy was by word of mouth and lack of something 
b'er opposite --a common characteristic of the televi- 
sir medium. There is nothing unusual about this either. 
L glr-ln is the most complicated of all shows-a show 
drendent on second and third dimension humor. flash - 
ir thoughts, crawls which cannot be seen on a normal 
tevision set, personalities with fixed characteristics, one - 
hi political gags, blue humor, contemporary jokes, local 
jc.3s, in-jokes, estabishrnent iokes, anti-estahlishnrent 
jrls, running gags, quips, situation jokes-in the ag- 
gt;ate almost every subtle kind of situation that defies 
tl average mind's grasp of the whole. Once again, 
Ctalt has triumpher)-the whole is greater than the sum 
o he parts. 

ire growth of the Laugh -In success is due in great 
Pt to the personalities. At least five, and maybe more 
o he cast have succeeded in becoming stars in their own 
lrrt, in addition to Rowan and Martin. People accept 
the characters, identify with them and look forward to 
sting them week after week in the same environment and 
wlr only slightly different lines. This is the crowning 
srcess of a long run show. 

,00d supporting characters bolster a show, even if 
'teas weaknesses from day to day. If the public accepts 
aharacter it likes, that character can do no wrong. 1 he 

brItiple sub -stars of Laugh -In virtually assure the Ion - 
Pity of that show. In television, one of the lasting ex- 
a;(ales is when the viewing public knows more about ti show than the writers. 'I his means the writer has to kthe show run itself and try not to interfere with the 
P e. 

'ake the perennial cocktail party in Laugh -In, as an 
e ample. The jokes are sometimes outrageous. There is 
a) some doubt that many of the people at home know 
ti`t the joke is all about; since the situations are big - and even Hollywood oriented, and often way-out. 
D' the guy at horse probable laughs because he wants 
h home audience to think that he is sophisticated Nigh to know what the hell it's all about. 

l'lre actual snob appeal of the show seems to work in rtfavor rather than against it. The lack of criticism on 

View poir, 
the part of a mass audience can only mean a capi _.anon 
of the understanding on the part of that audience. 

Another factor working for Laugh -In is its early time. 
The first blush would seem to indicate that the show is 

designed for a Dean \1 actin type late audience which is 

adult and relaxed. Not so. The early time period gives 
kids teen age and even vounger--a chance to grasp 
the satire and get it faster than the adults. 

This may be in a large part responsible for the show's 
success. 'I he kids have a hand in the big time hits because 
they are snore able to reflect contemporary thinking. The 
adults will go along because they are scared of the kids 
and every more scared of having the kids pegging them 
as wav-out square. If Laugh -In was in a later time period, 
it might indeed ha\e been a flop. 

If all of these factors have worked to make Laugh -In 
a hit, the next question is its ability to keep the tempo 
and stay on top of the heap. The prognostication ill this 
case has to be negative. langh-lrz is a fad. It is as much 
a fad as though it reflected a contemporary scene which 
will ,3ass, as they all do. ft could run only if it changed 
its colors as the paying parade changes. It cannot do 
that if it is to remain as it is. It is locked into its own 
black humor. If it loses that ingredient it has exhausted 
its potential. The more imitations arid the more varia- 
tions, the more Iikek it is to expire. 

Once again, the prophet must look into the crystal 
ball and guess the future. The best guess is that it will 
run out of gas, if not this season then surely next season. 

race the fact that writers are beincr burned out on this 
show as fast as they can be hired. The turnover is enor- 
mous. The gag writer may supply only one good gag a 

month to a show of this sort and the sessions it takes to 
generate gags are deathly. A certain kind of mind gen- 

, 
`Laugh -In:' Rang today-whimper tomorrow? 

erases dimensional gags. and there is no real training 
ground to develop that kind of mind today. \\ hen they 
are through, the whole comedy type is burned out. 

\ud so we salute the triumph of a show that moves so 
fast and uses so many \ isual gimmicks that it defies the 
ability of the hurnan eye to follow and the human mind 
to comprehend. The show defied all of the pat rules of 
show business and triunrp(rerl, despite the stars, who are 
not that dominant. The pace is a killer, and the pace is 
beginning to slow. When the oxygen is administered, the 
show will have entered the pages of television history as 
a great temporary triumph of show business over the 
real audience.-J. B. 
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ndustrial marketers for obvious 

reasons seldom use television and, 

when they do, it's not with anything 

like the weight employed for a tooth- 

paste, a soap or a headache remedy. 

But the medium, and particularly 
spot, can be shaped to almost any re- 

quirement. This is illustrated by a 

campaign mounted last year by Rey- 

nolds Metals for its seamless, all - 

aluminum can. and just revealed in 

its details. Aside from pushing its 

product to consumers-and for this 

objective tv needs no special justifi- 

cation-leynolds also used the me- 

dium to support its marketing to its 

direct customers-the makers and 

"bottlers" of soft drinks and beer. 

It rlevelopell a campaign which not 

only was tailored to different cus- 

tomers in different markets (and 
sometimes different customers in the 

same market) but was delivered with 

machine-gun regularity-from 100 to 

200 gross rating points per market 
per week. 

The all -aluminum can is about five 

years old. It started with a volume of 

a few million and reached a billion 

and a half in 1967. By the end of this 

year, Reynolds expects industry sales 

to reach an annual rate of four bil- 

lion units. 
While still a minority factor-the 

two billion -plus used last year ac- 

counted for about l0 per cent of all 

beverage cans-it's the fastest grow- 

ing package in the beverage industry. 
And Reynolds has the lion's share of 

the market. 
When its sixth aluminum beverage 

can plant goes on stream on the West 

Coast before the end of the year, 

Reynolds own production capacity 
will approach the three -billion -can 

rate. The process for making the 

seamless all -aluminum can was de- 

veloped by the company. 

Six brands, 26 markets 

Last year's campaign was run in 26 

markets front May through Septem- 

ber. It involved half a dozen brand 

names-Coca-Cola and Pepsi -Cola in 

the soft drink field and four beers, 

Ballantine, Hanrn's, Piel's and Gib- 

bons, the latter a brand centered in 

the Wilkes -Barre -Scranton area. 
This was no co-op affair. Reynolds 

supplied the commercials and the 

money and bought the time-the lat- 

ter chore handled by Chicago's Clin- 

ton E. Frank agency. 
One of the most important aspects 

of the campaign was the care lav- 

ished on copy research before the 
launching. Nine months was devoted 
to this preparation. 

Research was a two-phase affair. 
First the Frank agency and the Prod- 
uct Development Workshop at Inter - 
public's Los Angeles office (the work- 

shop was headed at that time 1 

Wayne Jervis) developed 25 cot 

nercials after extensive concept to .. 

ing. 
"We learned some interesti 

facts front this research," reca 

Richard N. Confer, vice president a 

ad director of the Richmond -het 

quartered firm. "We found that RI 

Holds Wrap carried over its prot 

five attributes strongly to the et 

We also found it wasn't a good it 

to take a crack at the competition,' 
other containers. This was especia' 

true of the younger generation, wh.i 

is very skeptical of advertis: 

claims." 
Among the reasons for the aft 

tion paid to research was the cliett 

feeling that it wouldn't be easy tti 

make commercials about a can int. 

esting. Confer also wanted parti 
larly strong impact since he intent!' 

using short commercials to get mt 
mum frequency out of the budget.t, 

the actual buys, about half of e: 

spots were IDs, the rest 20s and 3( 

To make doubly sure the messeti 

would go over, the 25 commerest 

underwent testing with the Mars' 
eye camera, which measures (Matti, 

and contraction of the pupil when e 

eye is exposed to various stimuli,t 
chiding commercials. The idea 1. 

hind the eye camera is that 

(Continued on page) 

Tv has a nice ring to it for Reynolds 

(2) 

Metals firm promoted 
its all -aluminum can 
by tailoring commercials 
to its customers 



A PROGRAM MAN'S 

NEI 

Laugh, (hlnnit, laugh 
lmost a year ago, NBC began a courageous ex aeri- 

mrt in programming called (Rowan & Martin's Laugh - 

Ir It was re""iewed here with high marks for originality 
at a sophisticated approach to comedy and a fast 

clped pace --but. The conclusion was that it might be 

to avant garde for a mass audience who couldn't pos- 

siy get most of the jokes. 
he prognosis was dim, clue primarily to a cynical 

alraisal of the capabilities of the great unwashed to 

cuprehend and not from the ability of the producers tc 

pi on a good show. Sonre months later; Laugh -In is one 
oldie top shows on the air. (low come the oracle of 
Dphi was so wrong? 

few historians will grab their books and find that 
Lg/t-In did not start out like a ball of fire. It grew oNer 
tl first few months to a smash hit. The acceptance ob- 
virsly was by word of mouth and lack of something 
bier opposite -a common characteristic of the televi- 
sit medium. There is nothing unusual about this either. 
L gh-In is the most complicated of all shows-a show 
drenclent on second and third dimension humor, flash - 
ir thoughts, crawls which cannot be seen on a normal 
tevision set, personalities with fixed characteristics, one- 
lir political gags, blue humor, contemporary jokes. local 
jcls, in-jokes, estabishment jokes, anti-establishment 
jc's, running gags, quips, situation jokes-in the ag- 
gr;ate almost every subtle kind of situation that defies 
tl average mind's grasp of the whole. Once again, 
Gtalt has triumphed --the ivIrole is greater than the sum 
o ire parts. 

'he growth of the Laugh -In success is due in great 
P -t to the personalities. \ t least five, and maybe more 
o Ire cast have succeeded in becoming stars in their own 
Irt, in addition to Bowan and \Iartin. People accept 
tlfe characters. identify with them and look forward to 
Sf ng there week after week in the same environment and "r only slightly different lines. This is the crowning 
stress of a long run show. 

rood supporting characters bolster a show. even if 
it as weaknesses from day to day. If the public accepts 
a,raracter it likes, that character can do no wrong. The rrrtiple sub -stars of Laugh -In virtually assure the Ion - Pity of that show. In television, one of the lasting ex - wiles is when the viewing public knows more about ti show than the writers. This means the writer has to letlre show run itself -and Iry not to interfere with the 
P.e. 

'ake the perennial cocktail party in Laugh -In, as an e.nrPle. The jokes are sometimes outrageous. There is 
air some doubt that many of the people at home know the joke is all about, since the situations are big - el and even Hollywood oriented, and often way-out. 
B the grry al borne probably laughs because he wants 
h home audience to think that he is sophisticated e,rrgh to know what the hell it's all about. Ire actual snob appeal of the show seems to work in itfavor rather than against it. The lack of criticism on 

Viewpoints 
the hart of a rugs audience can only mean a capitulation 
of the understanding on the part of that audience. 

Another factrrr working for Laugh -In is its early time. 
The first blush would seem to indicate that the show is 

designed for a Dean \lartin is pe late audience which is 

adult and relaxed. Not so. The early time period gives 
kids-teen age and even younger-a chance to grasp 
the sat ire and get it faster than the adults. 

This may be in a large part responsible for the show's 
success. The kids have a hand in the big titte hits because 
they are more able to relle-t contemporary thinking. The 
adults will go along because they are scared of the kids 
and even more scared of ha\ ing the kids pegging them 
as was -out square. If Laugh -In was in a later time period, 
it uiglrt indeed have been a flop. 

If all of these factors have worked to make Laugh -In 
a hit, the next question is its ability to keep the tempo 
and stay on top of the heap. The prognostication in this 
rase has to be negative. Laugh -In is a fad. It is as much 
a fad as though it rellerted a contemporary scene which 
will pass. as they all do. It could run only if it changed 
its colors as the pa-:ing parade changes. It cannot do 
that if it is to remain as it is. It is locked into its own 
black humor. If it loses that ingredient it has exhausted 
its potential. Ile more irritations and the more varia- 
tions, the more likely it is to expire. 

Once again. the prophet trust look into the crystal 
ball and guess the future. '1 he best guess is that it will 
run out of gas, if not this season then surely next season. 

I ace the fact Ihat writers are being burned out on this 
show as fast as they can be hired. The turnover is enor- 
mous. The gag writer may supply only one good gag a 

month to a show of this sort and the sessions it takes to 
generate gags are deathly. A certain kind of mind gen - 

E . ' 

`Laugh -1n:' Rang toda y-u himper tomorrow? 

crates dimensional gags. and there is no real training 
ground to develop that kind of mind today. \\'Ien they 
-are through; the whole comedy t) pe is burned out. 

And so we salute thr: triumph of a show that proves so 
fast and uses so marry visual gimmicks that it defies the 
ability of the human eye to follow and the human mind 
to comprehend. file show defied all of the pat rules of 
show business and triumphed, despite the stars, who are 
not that dominant. 'I he pace is a killer, and the pace is 
beginning to slow. \\'hen the oxvgen is administered, the 
show will have entered the pages of television history as 
a great temporary triumph of show business over the 
real audience.-t. t:. 
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Film/Tape Report 

REINER APPOINTED 

Filnrways, Inc., has appointed 
Manny Reiner president of Filmways 
International, Ltd. 

Before joining Filmwats, Reiner 
resigned as president of Four Star 
Entertainment Corp. where he had 
set up the company's foreign opera- 
tion. 

rtEr .\Era 

Prior to Four Star, he served as 
vice president of Telex ision Programs 
of America, vice president of Lnited 
Artists Television, foreign manager 
for Samuel Goldwyn productions and 
foreign manager for the David O. 
Selznick organization. 

Reiner will set up an international 
organization which will distribute 
Filmway's television product and will 
acquire foreign product for distribu- 
tion in the U.S. and abroad. He will 
shortly set up sales offices in London, 
Tokyo, Buenos Aires, Sydney and 
other cities. 

MACARTHUR-LEWRON MERGE 

The merger of MacArthur Pro- 
ductions with Lewron Productions, 
Inc. is finally complete. The associa- 
tion ties Mac lrthur to a national tv 
production company which execu- 
tives hope will give Florida the op- 
portunity to become a third link in 
the national tv production picture. 

The new company will maintain 
offices in Palm Beach Count y, and the 
production of news shows and syn- 
dicated television will be handled 
there. 

Among the projects listed for the 
near future are continuation of 
Treasure Isle on a syndicated basis, 
a network daytime serial using a 

Palm Beach society theme, and a 

network Saturday morning children's 
show. 

REEVES' NEW MANAGER 

E. Grey Hodges has been named 
acting general manager of the video 

division of Reeves Broadcasting Corp. 
1're\ iously, he was marketing direc- 
tor of the division. 

Hodges joined Reeves in 1966 as 

publications manager of Previews, 
Inc. lle moved to the studios division 
in 1967, and assumed the marketing 
duties in 1968. Before joining Reeves, 
he was associated with Miller Free- 
man Publications. 

WOMAN'S TOUCH 

Cascade Pictures of Calif. has add- 
ed Carol Flood to its stall as home 
economist. She was previously a hone 
economist for .Sunset magazine. 

In her new position, Miss Flood 
will work with directors in planning 
and shooting food and home com- 
mercials. She will also visit clients' 
plants and confer with their home 
economists prior to commercial pro- 
duction. 

Where large productions are in- 

volved, additional economists will be 
brought in. 

Currently about 30 per cent of the 

firm's work is for food clients such 
as General Foods; Pillsbury, Star-Kist 
and Dole. 

MPC-DETROIT 

MPC has expanded once again, this 
time opening a Detroit sales office to 

service Michigan, Ohio, and western 
Pennsylvania. William J. Hendricks 
has been appointed an account ex- 

ecutive and will work out of the new 

office. 
Hendricks comes to MPC from Mu- 

tual Transit Sales in Detroit, a divi- 

sion of Metromedia. Earlier, he 
served as an account executive and 
was later general sales manager for 
WXYZ-TV Detroit. 

The new office is located in suite 
500 of the Fisher Building. The 
parent company, Metromedia, Inc., 
already has many divisions in the 
same building. 

LUCAS WILL MOVE 

David Lucas will stove his mi. 

media operation to a new otli.cer-ti 

dio complex at the end of this mot. 

Located in a totally refurbished w . 

house at 320 West 46th St., the ct 
plex \% ill be composed of offices ir,. 

associate writers, a conference rot. 

film workshop, six additional offs' 

rehearsal studios, and a recorq, 
studio. 

The studio is being fitted with w' 

pianos, tape decks, and electni 

equipment. 
The new quarters will house Dads 

Lucas Associates, Lucas' tv dot, 

radio commercial music producml 

house: his music publishing ri 

lions. D'Lisa (ASCAP) and Pasrc, 

chick (BM I) ; and his record prole., 

lion dig ision, Sata Fortas Attract i 
Ltd. 

NEW POST 

Ben Wickham has been appoirdi 

to the newly created position of o-,, 

dicated sales manager for All'I 

Te evision. 

wICKrrA \r 

Wickham joined MGM in 0 
as a sales representative. his to 

vious broadcast experience inclre° 

six years with Storer Broadcas g 

first as general manager and laua 

the vice president of Wiry -Tv 
C'e 

land. 
Ile had joined the station in .5' 

as executive assistant and proe' 
director. Prior to that, Wick1l 

was a reporter, columnist and fi;U. 

was promoted to city editor all 

Cleveland News. 1 
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vi THE WAY 

Trans -Lux Television has picked 

I. its option for the production of an 

iditional 130 half-hours of Thal 
;.ow staring Joan Rivers. The pro - 

;am is seen in 25 markets including 
r;ht of the lol, 10. 

Torzan enters domestic syndication 
lis month with 57 hour-long oil-net- 
urk programs. Banner Films. 
nick distributes the Tartan features. 
Ill also handle the program. 
MPC has produced Hollywood : 

se Selznick fears an hour-long spe- 

ni slated for showing on NBC in 

rch. 

Also from Ml'(: will be a syndica- 
t.n special on Queen for a Da}, the 
ulience participation show which 
red until 1964. The program will he 

loduced in association with West- 
in Video Productions. 
The (preen for a Day special fol- 
Ns the format of its predecessor, but 
Ill have much greater emphasis on 
Guth and current fashions. Winners 
ill be selected by a special rom- 
per which will talk audience punch 
ird reactions. 
The ss ridiculed version of What's 

rr Line? produced by Mark Good - 
.1 -1 and Bill Todnran and distributer) 
{ CBS Enterprises has been re- 
rwed for a second year. The pro - 
Inn is carried by 35 stations and is 
a seen in Australia. 
For the 1969-71) season. 211) new 

llf-hours will be produced. Only 190 
11 scheduled for this vear. 
Triangle Sialious' updated listed of 

^rdicated racing locations and sub - 
through September 1, 1969 in - 

(ides: Auto Racing Highlights of 
)68, Can -Am Cup Series, Daytona 
t¢ I/oars of Daytona), Daytona 
`0, Sebring, lnrliunalrlis, Elkhart 
ike and Rrielgehaarplon. 
From Universal Studios comics 

irrd of two made -fur -television rnov- 
i which ,sill also serve as the basis 
1' projected series. 
Arthur Rowe has been signed to 

site the screenplay for Knave of 
lgles. Crime Without Punishment, 
zbest selling hook by Senator John 
P:Clellan of Arkansas, will be the 
5:onrl feature. 
Frankie Avalon's Easter holiday, 
hour-long special written by Bob- 

( Fallon, will he produced by Four 
err as the fifth in its syndicated 
`ies of holiday specials. 
Western Video Productions in 

lrociation svitlr 'Timothy Produc- 

..evision Age, Frbruuu y 24, 190g 
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Arby's Roast Beef Meek & Thomas Chicken of the Sea D -F -S 

R' 

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

Butternut Coffee Tatham -Laird & Kudner 

ELEKTRA FILM PRODUCTIONS, INC., N.Y. 

Campbell's Soup "Campbell Up" BRDO 

PAUL KIM & LEW GIFFORD, New York 

Charlotte Observer Cargill-Wilson-Acree 
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JEFFERSON PRODUCTIONS, Charlotte 

_- 

y / r.= ' -.--_ 
"71," . `4 zit .` j . . 

i - 

4 
/¡,` 

7{- r 
yJ 

-1..94- ...7i .. 

t -/ ris ̂ } l 7 r./ 

GERALD SCHNITZER PRODS., Hollywood 

Columbia Gas Co. Vic Maitland & Assocs. 

PELICAN PRODUCTIONS, INC., New York 

Gulf Oil Corp. Young & Rubicam 

eU tti 

ui 

aN .,.... 

FILMFAIR, HOLLYWOOD 

Hush Puppies MacManus, John & Adams 
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SALES SERVICE O RENTALS 

the CAMERA MART inc. 
1846 BROADWAY (at 60th ST.) NEW YORK 23. N.V. PL 7-8977 

ARRIFLEX CAMERAS AND ACCESSORIES 

ARRIFLEX 16mm STANDARD 

Model S camera also available with built-in 

slate and sync generator. Use with 100' 

spools or 400' magazines. Simplified film 

path lets you change magazines in seconds. 

Rock -steady registration pin movement. Mir- 

ror -shutter reflex system. 

ARRIFLEX 35mmCAMERA 
Model II -C incorporates the latest improve- 

ments in 35mm reflex cameras. Quick 

change magazines, mirror reflex shutter. 
Also available with variable shutter, built-in 

electric slate and synch generator. 

ANGENIEUX ZOOM LENS 

provides the widest assortment of zoom 

lenses available in 16mm, 35mm Arriflex 
cameras. A varied selection of zoom ranges 

is available for every need from newsreel 
photography to the most elaborate studio 

f- 

, 
^` : .- 

ARRIFLEX 16 BL 

Rugged, reliable, versatile, self-blimped 
sound camera. The professionals camera 

for quality location sync sound filming. 
Compact, lightweight. Tachometer, frame/ 
footage counter. Simplified film path, gear - 

driven sprocketed magazine system. Camera 

built around famed mirror -shutter reflex 

system and registration pin movement. 

SIEMENS PROJECTOR 2000 
Preview type high quality optical -magnetic 

interlock sound projector. Records 200 mil 

magnetic track. Mix and playback. Single 

system optical, single or double system 

magnetic tracks in perfect sync. 

em"-"", 

ARRIFLEX SOUND BLIMPS 
For 16mm, 35mm cameras. Compact, noise- 

less. Accepts 400' magazines (up to 1,000' 
on 35mm). Sync motor, footage counter, 
follow focus for studio or location. Also 

available in new fiber glass materials. 

production. 

All Arriflex and Siemens equipment available for long term leasing. 

LIKE -NEW SHOWROOM DEMONSTRATORS AVAILABLE Write for descriptive literature. 

LOOK TO CAMERA MART FOR EVERYTHING 

YOU NEED FOR MOTION PICTURE PRODUCTION 
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tions will produce an hour-long pik 

for an entertainment/discussion serio 

designed as a platform for expressio 

by American youth. 
The program, Present Tense, wi 

combine live, relevant enter tainmet 

wit Ii no -holds -barred discussion b 

tween youth and qualified experts i 

the areas concerning youth. 
The program will be taped at ti 

llollvwood Video Center and will I 

emceed by L.A. radio and tv pe 

sonalily Eliot Mintz. Guests on tl 

initial show will include folk sing, 

Joan Baez and her husband Dav 

Harris, actor Cliff I obertson, atf 

psychiatrist Dr. Al Freeman. 

OFFICIAL'S NEW DIRECTORS 

Leslie T. Harris and George 

Shaps have been elected to the bull 
of directors of Official Films, Ir, 

Shaps has also been appointed vit 

president and general manager of t 

company. 
In addition to his post at Oficili 

Shaps is also vice president of t 
Victoria Investment Co. which, wi 

Louis Lerner chairman of the boat 

comprise the two largest stockholdf 

of the company. 
Harris is also vice president of t 

Interpublic Group of Companies, It J 

Prior to that, he was head of the 1 
division of Associated Television L 

of England, and vice president of C. 

Films. 

TECHNICAL TOPICS 

Tele -Cine has introduced a trl 

magnetic audio recorder capable I 

running ill full interlock with a vi Clo 

tape recorder. 
The Sondor OMA 2 includes f 

tures such as fast start (five mi - 

seconds to full speed) interloclli 

fast forward and rewind modes, sel- 

live frame advance and retard 

tightening sound sync, auto self c I 

ing. and instant change of film 

from 16mm to 17.5 or 35mm. 

_\ new generation of the AG 

audio recorder/reproducers made 

Ampex, which are quiet enoug 

be used in the same room as live 

crophones will become available 

month. 
The AG -410B series featuresat 

quieter transport and delayed th 

lifters to eliminate "shrieking" ó' 
the recorder is stopped, and can 

comodate 1-4 or 1/2 inch tape. 1 

A device which enables writ3' 

Television Age, February 24, 1 1 



WTMJ TV 
switched to color 
for local news and made mone 
in the process. 

guess, you could call us one of the 
or pioneers in the nation," says Torn 

mér, Chief Cameraman for Mil- 
ukee's WTMJ-TV. "In 195455 :we 

live studio color. In 1965 we began 
otng color film and .sent it to Chi -- 
o for processing. Then, in 1966 we 
ourcolor processor. The Kodak ME -4: 
cess made color a way of life fórus 

_ our audience. 
,"During the past year we've had the 

nce to show our management that., 
d could help lower the cost of what 
:1,'asically a,news service investment 

9 ' sing our color equipment for com- 
I rcial work. We are makirig it pay by i' 'using, shooting; arid processing ''r commercials for our advertisers, I'' doing processing for independent !al producers and institutions. We 

are afsó getting;;money back by using, 
Kodak silver -recovery equipment. 

"Our whole association with Kodak 
has been terrific: They helped us set. 
'up the: ME -4 'Process,- and they're al: 
ways handy when questions come up. 
And the packaged chemicals! It's like 
.having another nah when you are try-. 

'r. 
.10 

5, 

ing to load the machine, run a mixer; 
and change Chemicalsall'at the same 

- time." 
Local cblor is more than.the coming 

thing. ft's here' with the Kodak 'ME -4 
Process and Kodak Ektachrome films. 
Processors are ' available , in a wide 
range pf sizes and prices. Call a Kodak. 
Regional Chief Engineer for. more .de- . 

tailed information. In zChicago;, call 
Dick . Potter. New York --Ray. Wulf. 
°Hollywood -Jahn Waner. Get with .it. 

EASTMAN -KODAK COMPANY 
ATLANTA: 404/GL 7-5211 
CHICAGO: 312/654-0200 
DALLAS: 214/ FL 1.3221 

.c HOLLYWOOD: 213/464-6131 
NEW YORK:212/MU 7-7080 ' 

SAN FRANCISCO: 415/776 

M0Affil 
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drawing. and diagramming over a 

live Iv image has been introduced by 

Instructional I)vnainks lfnc. of 

Chicago. The Telestrator permits a 

commentator to highlight and drama- 

tize his material by superimposing 
mo\ ing dotted, dashed, and continu- 

ous lines on diagrams and drawings. 

AD MAKERS 

ROBERT D. STR\sR.UUGtr has been 

appointed art director at Campbell- 

Ewa hlCo. Detroit. Strasbaugh has 

worked as a free lance designer for 

the past year. Prior to that, he \vas 

art director and cops writer with 

George N. Sepetvs Assoc. Ile has also 

worked with I). P. Brother as an art 

di rector. 
1 he addition of \ol;L Tllrt\IAS and 

cli \IiLES GENNAI:CLLI to its creative 

staff has been announced b\ Carson/ 
lioberts. Thomas. who becomes an art 

group head. \\ as previously with Jack 

inker \ Partners in New York for 

two sears in the same capacity. Prior 
to that. he had been an art director 
with Moyle Dane Bernbach. also ín 

New loll., for fi\e Years. 

Gennarelli, who was named art di- 

rector. held the same position with 

DDB in New York for the bast four 
Years. Prior to that, he had been a 

designer with Erwin Pearl, Inc.. .New 

York. 
\eedhani; Ilarper & Steers has an- 

nounced the following promotions itt 

its Chicago division creative depart- 

ment: TIION1 S F. P.\t'ANEK, who 

joined NH &S in 1964 as a copywriter, 
and was promoted to cops supervisor 
in 1967. becomes creative supervisor; 
JANET norm'. who joined the agency 

in 1967 as a copywriter. becomes 

copy supers isor; II WRY" S11 l'.101 001) 

and ALVIN F. InERcE become art su- 

pervisors. 
Sherwood joined NI I.\S in 1966 as 

an art director, Pierce joined in a 

similar capacity last \ear. 
1'IIIrs. .II:.. and FR\\'K 

ERWI have been named vice presi- 

dents at Bozell & Jacobs. Inc.. with 

critic): settimPAcAssr appointed as- 

sociate creative director. 
Fries is national creative director 

and creative director. Omaha. Before 

joining R&I in 1961 as consultant art 

director. he was art, director for is \tTv 

Omaha for nine years. 

Ervin is associate creative director. 
Witlt the agency since 1953. he liad 

been art director :and production 
manager prior to this appointment. 

Schiappacasse had been creati 

group supervisor since joining t i 

agency last September. Before that 

was a writer and cop\ supervisor f 

Mac Manus. John & \darts. 
FABI\N \lEI.GAI: has been appoint 

vice president and co -creative din 

for at Friend -Reiss Advertising. P. 

violisly. he had been art director 

West -Weir -Bartel. and was a fr' 

lance art director and photographed 

MICIiARD IIITFRNt:R has join 

Sti(.&B as creative associate -art. P 

viouslY. he was with Foote, Cone 

Belding where he was senior art 

rector for Clairol cosmetics and Sea 

ItICtIARti I.I:\CIS has been nail 

manager of audio \ isual prorlucti 

for Bucher' Ads ertising, Chicago. 

Lewis. who has been with I 

agency for nearly six vears. has bt 

the agency's commercials produce 

I \\ BVi:Rs has joined the treat' 

stall of Kane, Light. Glachie\ atI 

cops supers isor. Previously. he va t 

with \lcCann-Erickson and príorr 

that worked iii London for Foo, 

Cone & Belding and \ornan. Cr.; 

Kummel. 
1'II I L ROD\YELL. in I;Rti s'I'R.\t'ss, 81 

PHIL \VORcEsTEi; have been aplloinll 

\ ice presidents of Doyle I lane Be' 

bath. The three are television gro 
supervisors. 

OUVI LI.E sinELDO\ has joined 

creative siaif of Clinton E. Frank r 
verti:ing as an art director. Shelci 

conies from Foote, Cone & Belch 

where he was for 17 Years. most - 

cently as vice president and art gro? 

head. 

ZOOMING IN ON PEOPLE 

\tARVI.\ GutE\'G has been Hard 

vice president, sales for Krantz Fíli' 

Inc. Ile was formerly general sts 

manager of the company; no\\a 

wholly -owned subsidiary of Vila. 

Inc. 
Prior to joining Krantz, Grie 

was head of special programming'. 

the ABC Radio Network. Previou'5 

lie had been sales manager for fin d 

Artists Television. 
ROB CASI'I;I: has joined El¡E/Senn 

Gents as a producer. 1 -le most rece 

served as sales representative -I)' 

ducer for Anghifilnis in New \o'' 

DONALD .1. TOVI; has been n:mec° 

account executi\e in the New \k 
office of CBS Enterprises. Toye, '0 

has been manager of sales deveP 

meet for CBS Enterprises dor'ic 

sales since 1965, will, in his '" 

assignment, be responsible for e 

49 
Television Age, FeGrrner} 21, 



cted markets in Maine, New Ilamp- 
tire, Vermont, Pennsylvania and 
irginia. 
DENNIS B. KANE has been named a 

-oducer-director of the MGM docu- 
entary department. 
Kane will he involved in the pro- 

tction of three specials, two of 
hich are currently in work, and will 
so be responsible for the creation of 
:w program ideas and concepts for 
e following seasons product for 
e G.E. Monogram Series produced 
r MG\I. 

HOSE MISCHIEVOUS TWINS 
While the trend in recent anim- 
ed commercials seems to he to get 
well known artist to design a spot 

his own style. United I eatures 
ndicated cartoonist John Dirks has 
me one step further. I or an upcom- 

Pepto-Bismol commercial, I)irks 
is not only used his style but the 
raracters he has long since made 
irld famous-The Captain and the 
ills. 

Pepto stops the spanking. 

The 30 and 60 -second spots will 
tture the regular cast of charac- 
I's: the Captain, the inspector, the 
rschievous twins Hans and Fritz. 
rcl \lannna. 
The commercials show, true to 

r'nic strip form; the kids getting 
11g -sized stomach upsets after 
Itching and devouring some of 
\mina's freshly -baked pies. Caught 
I the Captain and the Inspector, 
t' Kids, sick though they are, are 
rant to receive the usual spanking 
/en Mamrna comes to the rescue 
`''h Pepto-Bismol. 

JlDIO EAST 
\olio Productions has acquired a 

ry production facility at 128 East 
41t SI., New York. 
rhe 8,(100 -square -foot complex of 'ling, screening and production 

r,ms will be known as Audio East. 
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LOGOS TELEPRODUCTION CENTER, Arlington 
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SARRA, INC. 

Vitalis Young & Rubicam 

TELETRONICS, INTERNATIONAL INC., N.Y. 
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THE DOTTED LINE 
ITC has sold its Action 6 made - 

for -t\ features to the CBS o&o's and 

13 other stations. The package in- 
cludes four first -run films and two 

off -network features. 
Picking up the package are CBS - 

TV stations 11 'CBS -TV New 1 ork, 
WBBM-TV Chicago, LNXT Los Angeles. 

wc.u-Tv Philadelphia; and KMO\-TV 

St. Louis. 
Also sold were U.S. Communica- 

tions stations 1VI'Gii-TV Pittsburgh, 
11'X1\ -TV Cincinnati, and 11'B\1O-TV 

Atlanta. 
Western Telecasters' stations: 

KCST-TV San Diego, KFDA-TV Ama- 
rillo. and KAUz-Tv Wichita Falls. 

Also KRON-TV San Francisco, KTVT 

Dallas -Fi. \\ orth, WFIEx-Tv Syracuse, 
KGMB-TV Honolulu, KOI1K-TV Las Ve- 
gas. KOAT-TV Albuquerque, and WWL- 

TV New Orleans. 
Warner Bros. -Seven Arts' col- 

lection of 21 Charlie Clan features 
plus the hour-long special, The Great 
Charlie Chan, has been sold to Tv 
\Iala\sia, Kuala Lumpur, and Jalan 

Ampang. 
Seventeen new sales and renewals 

have been scored for F Troop, which 
is seen in 91 markets. 

Picking up the comedy half-hours 
are KV11-TV Amarillo, WQXI-TV 

Atlanta WN 1C -TV Boston, %LW -T 

Cincinnati, KI:ZI-TV Eugene, WBBit-TV 

Fort \Ivers, \KZO-TV Grand Rapids - 
Kalamazoo KGI\II-TV Honolulu, 
WLW-I Indianapolis, \VPIX-TV New 
York, WT R-TV Norfolk, WKBJ-TV 

Roanoke. KTVI St. Louis, 1VSPA-TV 

Spartanburg. WI-IYN-TV Springfield, 
1VN\S-T\ Syracuse. and the I)unna- 
gau J\dserlising \gency in Charlotte. 

A Group NV special about police- 

men, The blue Minority, is now avail- 
able for syndication. 

'Hie initial station lineup includes 
KZ tZ-TV Albuquerque. w,1Z-TV Balti- 
more. \VLBZ-TV Bangor, 1WBi-Tv Bos- 

ton, KI;N'1-TV Des Moines. WOW -TV 

Omaha, KY1V-TV Philadelphia, KnKA- 

Tv Pittsburgh, WCS!-I-TV Portland, 
WTOP-TV Washington, and KPIX San 

Francisco. 
Aaron S. Boson) Tv Produc- 

tions has licensed Maxwell -Portal - 

Maxwell of Lima. Peru, to handle Tv 

Crossword Quiz, for all of South 

A merica. 
Sales of MCA properties have been 

completed with 28 stations. 
A/c//ale's Navy bas been soul to 

t.\VGN Denver, K Yuma, 1VISN-TV 

Milwaukee, \vcru-'r\' Buffalo, \VtIBQ-TV 

Memphis, \VFBG-TV Altoona, KF\III-TV 

San I )iego, \V \NE -TV Fort \\ avne, 

WTVI. Knoxville. 
Suspense Theatre to yvnITV Madi- 

son, wbZ14I-T\' Grand Rapids, KOTV 

Tulsa, IKETV Omaha, 11'IICH-TV Chat- 

tanooga, KSAT-TV San Antonio, KGNS- 

TV Laredo. 
Run For Your File has picked up 

six new stations: 11'CTU-T\ Charlotte, 
KIVA Yuma, \VITN-TV Washington, 
\V.\L.\-T\ Mobile. KGGI\I-TV Albuquer- 
que. and WT\.1 Miami. 

AI r. Ed is also in six new markets 
including WTOG-TV St. Petersburg, 

I;,n 
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KXII Sherman. Kt FT -T\ Lafayet 
wNi1B-TV Hartford, KCAU-TV Sit) 

City, and WIEN-TV \ any. 
Triangle has sold its daily 71 l 

Ale, /)r. brothers to XETV San Die, 

and \Vnrz-T\ Baton Rouge. The pt; 

gram is celebrating its fifth aniv 
sary. 

Krantz Films has sold its nr 

syndicated quiz show The Mon' 
Makers to four Metromedia statio., 
The stations to carry the half -he 
strip are \VN'I;1V-TV New Yo, 
KTTV Los Angeles. WTTG \\'ashingtt, 
and KNEW -TV San Francisco. 

The game is a quiz show predicall 
on the game of bingo. An\ one of , 

file daily contestants can win as mill 

as 9.999.99 on a single program.. 
special telephone format provides I 
home viewing winner: throughout I. 

country. 

TNC NAMES CREASY 

Trans National Cormnunicatiu 
has appointed William N. Creasy, J, I 

formerly a producer for CBS spot, 

president of Traits National Net wo. 

The company will be involved i 

the production and packaging of li, 
taped anII filmed television shows is 

all types, including entertairimit 
series; specials and docunentaries,i r 

well as sports events. 
At the saute time, .lint Katcava. 

veteran defensive end of the N. 
foot -ball Giants, has joined the sa6 

force of TNC. Ile will be work: 
with former teammates Ilich.l 
Lynch, one of the founders of '1'r., 

and Pat Sumnterall. Ex-Yar.e 
pitcher Whitey Ford is also on e 

TNC sales staff. 
East -\Vest Films, a subsidiary 1 

TNC which produces and distribr'l 
commercial, educational and do- 

nteritary filets as well as features 'l' 

tv and theaters. has concluded a p - 
duction as-ociation with 'J'ini Gafe 

Product ions. I nc, 

l\feanss bile, \\'ard Byron has be 

named vice president and geneti 

manager of Broadway liecordg 
Studios, a new tv and sound recd" 

frig facility that TNC recently 1 ' 

chased and refurbished at a cosV1 

$200.001). 
By ron was previously with Gotl 1 

Recording studios, where lie seal 

as an account executive, writer, el 

producer. lIe has also been a proc'' 

er at ABC-TV and Lennen & INe14 

and has also headed Young & Rri 

cams Canadian branch. 
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Y. REPS FOR NATIONAL 

MCI Video/Film Productions has 

en appointed exclusive sales rep 

the greater New 1 ork area for Na- 

final Teleproductions of Indianapo- 
. The company offers full videotape 

'ailities for commercials and indus- 

als, as well as 16min and 8rnrn kine- 

insfers. 

')MMERCIALS MAKERS 

DICK DO\VN*ER has been signed as a 

erector for FilrnFair's commercial 
aision. Previously he was with !ta- 
llish and Co. I )o)% per will work pre- 
rminantly out of the Hollywood of - 
te. 

1306 CIT\LA\O joins Artemis Films 
N ice president director of sales. 

hst recently he was a producer/sales 
ip for \lotion Assoc. Prior to that he 
Is with El E Screen Gems. 
Returning to Pelican Films New 

'irk office after a three year stay 
the West coast where he set up 

llican's California organization, 
ODIAS ANDERSON becomes executive 

r:e president. Filling his shoes on 
t; coast will be AJICI-IAEL 11ICCOY 

)ro was formerly head of sales and 
'Auction manager. Before joining 
!lican, McCoy was a producer with 
:PO and VPI. 
IRA H. hLI-GERíM 1N becomes a pro - 

leer -director for Logos Teleproduc- 
n Center in Arlington, Va. Ile was 
leviously a free-lancer. 

FILED GENSERT formerly with Wild - 

Films as a director, joins Cas- 
rde Pictures/Calif. in a similiar 
rpacity. 
Meanwhile. Jerry \nsel has ap- 

linted JOAN Gomm UE as a pro - 
leer -representative. Ile was form- 
rly a production assistant with 
mpo Associates Lid. 
In addition. Ansel has set tip coin - 

pie editoral services in the studio 
'th the appointment of \Eft. WOLF 
r supervising editor. \\ off was pre- 
',usly with Focus and Aui-Live. 
As if that weren't enough. SUZAN 
:YWORTH has joined Ansel as a pro- 
r'clion assistant and studio coordina - 
I. and TOM FOLIO as an associate 
,oclucer/represerrtat ive. 

1JICK CUTS 
Artemis 

I ilnrs has proved into new 
Jilities in a four story townhouse 

169 Lexington Ave. The building 
r, contain offices, culling rooms, 

Teen facilities and an insert stage. 
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TELWEST FORMS PACT 

Claude Jarman, president of Tel - 
West has negotiated a deal with Dick 
Kerns, vice president of El E/Screen 
Gems for Tel\Vest to provide tape 
facilities for Kern's company. 

Tel\Vest, previously headquartered 
in San Francisco will prove to the 
Columbia ranch where a six camera 
remote unit will be housed. 

Tel\\ est will be handling all tape 
commercials for EUE/SG. 

PRESTIGE'S M.D. 
Prestige Program Sales of India- 

napolis, has been appointed sales 
agent for the tv version of Doctor's 
House Call. 

EUE/SG FIRST WITH ANALYZER 
EUE/Screen Gems has purchased 

and will be the first East coast com- 
pany to put into use the new Eastman 
Kodak 1635 video color analyzer. 

Purpose of the new equipment is to 
allow the editor and client to view 
film in its negative or interpositive 
stages and select color values and 
nuances before the film reaches the 
release stage. Formerly it was not 
possible to check for color subtleties 
in the production stages of film print- 
ing. 

UNIVERSAL AND TORS 
The Dee¡, Lab, a made -for -tv mo- 

tion picture which will also serve as 
the pilot for a projected series, will 
be co -produced by Ivan Tors and 
Universal Television. 

The feature will be a pioneering 
adventure about colonizing the sea 
floor with submersible men and ma- 
chines. 

WOODRUFF IS SYNDICATED 
As a result of highly impressive 

four -week ratings on four :Metrome- 
dia stations, Ml'C has announced 
plans to syndicate .Maurice Woodruff 
Predicts. Wood n -ni if is one of Eng- 
land's most prominent clairvoyant as- 
trologers. 

According to WNnn Nathan. vice 
president of M PC's syndicated divi- 
sion, the hour-long program was im- 
mediately bought by VCCO-TV 
napolis. 

Maurice Woodruff Predicts is pro- 
duced by Talent Associates Inc, in as- 
sociation with 1\1PC. The program is 
taped in New York at WHEW -Tv. 

RALPH KESSLER 
NEIL KOBIN 

RALPH KESSLER PROD. 
19 EAST 53RD STREET 

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

WHO'S 
NEW 
AT 
FILMFAIR 
NEW YORK? 

TIM 
SHEEHAN 
THAT'S WHO! 

filifiFair, Inc. 

339 (.48th St.'. 

New York, N.Y. (411-8480) 
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Wall Street Report 

The seven sisters. Right now, 

there are seven key publicly owned 
advertising agencies: Foote, Cone & 

Belding, Grey, Ogilvy & .\lather, Pa - 
pert, Koenig. Lois, Doremus & Co., 

Wells, Rich, Greene and Doyle Dane 

Bernbach. 
To some materialistic Martian who 

had just saucered down and gotten 
all five of his hands on the current 
financial statements of the seven, 
these stocks might appear a bit chan- 
cy, to say the very least. 

For, as things stand today, ad agen- 
cy offerings are no galaxy -beaters - 
particularly if you view them out of 

the context of their progress since 
the seven went public, starting with 

PKL's big move in 1962. 
Their earnings are, for the most 

part, not good -one even showed a 

recent interim deficit. Significant 
recent gains are nowhere to be seen 
-except for PKL. This stock took a 

rousing 20 -point leap hack in .lanu- 
ary ('from 105% to 3(W) with the 
agency's announcement of its im- 

pending purchase of an electronics 
firm. But then. in February, it sagged 
$6.37 just as suddenly when Procter 
& Gamble. the Cincinnati king -maker 
pulled its Dash and Salvo out of 
PKL, leaving behind only one minor 
P&G brand, Cinch, and a yawning 
void. 

Into the fishbowl. There is a theors, 
propounded by some in the agencies 
and some on the Street, that when an 

But do a publicly held agency's 
statements have to be more favor- 

able, on the whole, than say, a bak- 

ery's? 'I he answer appears to be yes. 

Why? The bakery has tangible assets 
-plants, equipment, trucks -some- 
thing solid to back it up. 

And what about the agency? 
Returning from abroad, Oscar 

Wilde. a peerless phrase -turner. faced 

the customs inspector empty-handed, 
and turned this peerless phrase: "I 

have nothing to declare but my gen- 

ius." 
So it is with agencies. Most have 

nothing with which to attract inves- 

tors but the creativity of their per- 

sonnel and the roster of their exist- 

ing accounts. And, as anybody 
knows, both can become pretty 
ephemeral pretty fast. 

The glamor thing. When the first 

agencies went public, it was a thing 

of glamor, and agencies had, as a 

group, a track record of solid growth. 
From about 1950 through 1966. ad- 

vertising revenues grew at about the 

same rate as the gross national prod- 

uct and personal consumption expen- 
ditures -a healthy situation. 

Then came 1967. GNP and con- 

sumption expenditures kept right on 

going up, but advertising revenues 
levelled off, as advertisers, battling 
the rising costs of doing business. 
instituted cutbacks which character- 
istically hit the agencies first. 

Now, the annual reports and in - 

Issue Initial Offering 
Date - Price 

Price 
end of 

Jan., 67 

Prices & 

Nl SE Index % Change 
Feb. 7, '69 

NYSE Composite 47.17 58.6.1 + 24.3% 

Doremus & Co. Dec.'68 12.0 - 13.0 + 8.3 

Doyle Dane Bernbach Aug. '61 13.50 11.50 31.0 +113.7 

Foote, Cone & Belding Sept. '63 12.40 11.20 15.0 + 33.9 

Gre; Advertising Sept. '65 19.50 18.0 15.0 - 16.7 

Ogilvy & Mather Int'l. April '66 22.0 11.0 26.0 +1.36.4 

Papers, Koenig, Lois Sept. '62 4.0 4.0 23.0 +475.0 
Wells, Rich, Greene Oct. '68 17.50 - 14.50 - 17.1 

advertising agency goes public it 

climbs right into a fishbowl. Every 
right move and every wrong move -- 
every touchdown and every fumble 
-are apt to become immediate pub- 
lic knowledge. 

terirn statements for 1968 show ad 
agencies for the most part bumping 
along on the plateau established the 
year before, or even down. 

Our visiting Martian might steer 
clear if he were to try a few of these 

e 

;, t . ', ' 
. 

4r 
5r 

- 

. 

.. 

H. 

earnings figures on for size: 
PM, 6Ic in 1966; 3Ic nl 

1967: nil for the 12 months end 
August. 1968: -9c for the 
months ended A ugust, 1968. 

I'oote, Cone .\ Belding -$1.3(n, 
'66: 80c in '67; -ll;c for the ne, 

months ended September. 1968. 

o Grev-$1.50 in '66; $1.01 n 

'67: 50c for the six months ends 

June, 1968. 
Wells, Rich, Greene -80c in 'r; 

an expected 57c in '68. 
Earnings patterns have been me 

solid for 1)1)B ($2.27 in '66; $20 

in '67; $1.53 in '68), and for OgiY 

& Mather ($1.32 in '66: $1.46 in 't; 

78c for the six months ended Jun 

ne 

The bright side. But there's anote 

and considerably brighter side O 

the publicly owned agency ideal. 

These stocks look verb, very grd 

when you contrast their perfornare 

over the past two vears with P. 

New York Stock Exchange comp 
he index over the sane period. 

Take a look. From the end of J' 
uarv, 1967, to February 7. 1969, e. 

Nl SE composite went from 47.17) 

58.64. an increase of 24.3 per ce 

'I he same two Years saw. for 

ample. PKL soar from an apprc' 

mate price of 1 to 23, a 475 per ct 

increase. and hard to beat; saw (' 

ilvy & Mather rise 136 per cent fr' 

11 to 26: saw I)DK go from 14 

to 31, up 113 per cent. 
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TELEVISION AGE SPOT REPORT 

The simmering issue of the ac- 
curacy of the diary method has 

een stoked up again; this time by 
'he Pulse. Enc. 'lire radio research 
rm. which specializes in personal in- 
srviews. did some research on its 
wn and reports that a high percent- 
ge of diary -keepers do not fill out 
'ieir diaries at the time of listening. 
While the study dealt with radio 

laries. a method used by the Ameri- 
ln Research Bureau. the Pulse find- 
rgs are also relevant to tv diaries; 
sed by both local tv rating services. 
.RR and the A. C. Nielsen Co.'s NSI. 

\ RB had no comment on the study, 
ut a Nielsen spokesman made lire 
Dint that its national audience corn- 
osition panel. va hich uses the diary 
cr network program audience infor- 
nation, is checked by a Recordirnrter. 
Inch show: how long a set is in use. 
he Nielsen roan maintained that 
)rnparisons of Recordiureter and 
iary information indicate the latter 
a reliable device. 
Pulse placed 174 diaries. and 130 

ere returned. Five were mailed in 
ter seven days. but the others were 
'eked up at the end of the five day 
:rind. Of these. only 48 were filled it properly for the four -day period, cording to Pulse. 
fifty-five diaries were completely 

ink. Eight were complete for the hole week though they were picked 
r ón the fifth day, and 14 were in- 
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a review of 
current activity 
in national 
spot tv 

complete fur either one, two or three 
days. 

Pulse feels that if the diary is not 
filled out at the time of listening, it is 
subject to error, and has no apparent 
justification. If the 55 diaries that 
the\ found blank had been filled out 
at the end of the week, the\ would be 
subject to errors of unaided recall. 
If these are the ones that nornrrlly 
would not be sent back then, Pulse 
says, those that are returned over- 
estimate the audience. 

There are other drawbacks to the 
use of the diary. according to Pulse. 
It is self-administered, and people 
who can't self-administer can't be re- 
lied on. Diaries are placed by a tele- 
phone sampling, which loses those 

, 

Georgette Robinson buys /or Carrel 
cigarettes and hest Foods al llarwer- 
Fitzgeralrl-Sample, \ ew York. 

people who either don't have phones 
or who have unlisted numbers. Also, 
there are unpatterned and limited re- 
turns. which ma; not follow the origi- 
nal sampling pattern. and may distort 
the results. 

Pulse compared this technique to 
their personal interview method. 
This, Pulse says, samples all 
homes (phones, non -phones, unlisted 
phones) and uses .aided recall-a 
roster of radio stations and program 
schedules for the previous week. 
There is no problem with self -admin- 
istration, Pulse maintains. 

In checking results of the study, 
they found what they consider an im- 
portant difference in audiences of FM 

stations, ethnic stations, phone inter- 
view, top --I0, and country -western sta- 
tions. 

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

American Ilome Products 
(John F. 'll array, New York) 
\ buy for various AMERICAN I[C\I': 
products break March I in 65 market 
'loth early and late fringe and prime 
piggybacks and minutes r. ill run for four 
weeks in an attempt to reach women. 
\iary Trieoli, Carol Posa, Bruce Jordan, 
Ita\id Rubin and Barbara Aceti placed 
the buy. 
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Rep Report 
DOI(OTIIY JOiltON has been named 

research assistant at RKO Televi- 

sion Representatives. Previously she 

was with \merican Express. 

DI .ARV MCKENNA has been ap- 

pointed vice president -market re- 

search, a newly created position, at 

Metromedia, New York. She had 

T 
MCKEN NA 

been a vice president and director of 
research and sales since 1959. She 

will be in charge of corporate mar- 
ket research. 

ii 1111% COUSIL has been appointed 
manager of Tele -Rep's new St. Louis 
office, and PAT MOONEY has been 
named sales assistant. Godsil had 
been sales manager at K. PTV Port- 
land, Ore. :Hiss Mooney had been 
with Katz Television. 

D 1'í1311t.1 KOLLIIOFF has joined 
\very-Knodel, San Francisco, as 

television sales assistant. She pre- 
viously was a media buyer at Honig - 
Cooper & Hat rington. 

E1/117\RD K,IRLIK has been pro- 
moted to account executive at Metro 
Tv Sales. New York. He has been 
with the company for six months. 
Previously, he was a buyer/planner 
at Doyle Dane Ilernbacli. 

DON \LD a \GER has joined Peters, 
Griffin, Woodward, Detroit, as an ac- 
count executive. Previously, -lie was 
with Campbell -Ewald. 

csoncic clacclo has joined the 
New York sales staff at Avery- 
Knodel. Ile will be working in the 

Ea -t sales division. \t the Cltiacgo 
office, oA\IEl. liiil'I-O has joined the 
sales staff. Previously, he was with 
Adam Young-VTM, Inc. 

crone PETTETT has been ap- 

pointed manager of the new Dallas 
office of Harrington, Righter & Par - 
Sons. ROGER \LEX\NDEIt has been 

named manager of the Detroit of- 
fice. Pettett had been with the 
Hollingliery Co. Alexander was 

managing i-IRP's Chicago office. 

Associated Products 
(Richard K. Nano!), New York) 
A nine 1ve.ek buy fur 5 l)AY deodorant 
is underway. Day 30s, aimed at women, 

are hieing used. Ed Finlay worked 
on the account. 

Avon Products 
(Dreher Advertising, A ew York) 
An eight uer-k low for various A VO\ 
products break- \larch 10 in 53 market-. 
\len and women 18--19 are the target of 

the buy. which is using 20s in prímetinte. 
Molly Tappan is tite buyer on the account. 

Kest Foods, division of Corn 
Products Co. 
(Dancer -Fitzgerald -Sample, 

New York) 
A buy for H ELI, NIA N'S mayonnaise 
breaks on issue date in 43 markets. Early 
and late fringe and prime 20s and 30s 

will run through \larch 23 in an attempt 
to reach women. 
Day and fringe 30s and minutes will lie 

used from \larch 17 to June I in a buy for 
SKII'PY nuts. The market- are Milwaukee 
Green flay, Portland. Ore.. New York. 
Eugene and Medford. with more to come 
in April. 
March 17 i- al -o the starting 
date for a buy fur SPIN BLEND. going 
into 12 market-. Day and fringe 30- will 
be used until April 20. Georgette 
Rubinson placed all the buys. 

Bien 'I railing Co. 
(!!Marren, .11ri//er, Dolohowsky, 

,Yew York) 
\ buy for E\IPRESS tuna gets underway 
March 17. \linutes will be used in 
daytime to reach young women. The buy 
is running for aluud six wt eks. Charle - 
O'Donnell worked on the account. 

( orate -Palmolive Co. 
(Ted Dates & Co., Yew York) 
A four week (light for various COLGATE 
product; (begin- March 1 in under 100 

Frederic A. Sawyer (L), award com- 

mittee chairman, presents the San 

Francisco Dar Association's annual 
Jane A. Harrah Memorial Award to 

Thomas F. Mullalrey, KItoN-TV's Di- 

rector o/ Public Al)airs for the sta- 

tion's "Anthony vs. U.S. Glass." 

Buyer's Checklist 
New Representatives 

1VRtL-TV Columbus, Ga. has named 

Katz Television its national said 

representative, etliective immediately. 

wtuu.-Tv is a basic CBS affiliate. 

\VTOGTV Tampa -St. Petersburg has 

appointed Edward Petry & Co. its 

national sales representative, effec- 

tive immediately-. 

Rate increases 
K(E3T-7V ilarlingen, from $400 to 

$425, effective July 26. 1969. 

KMID-Tv Midland -Odessa, from 

$373 to 8100; effective August 1, 

1969. 

Station. (,'Iutnt;es 
KFI;Q-TV St. Joseph has changed 

its tall letters to KQTV. effective im- 

mediately. 

Neu Stations 
w roc -iv Tampa -St. Petersburg be- 

gan operation on January 27. The 

station will be operating in early 

fringe time and prinretinte. 

market_. Prime 30s are being used. 

\larcia Benison it the buyer on 

the account. 

Comstock -Greenwood Foods, 
division of the Borden Co. 
(Richard K. Hanoi), New York) ' 

A buy for CO\(STOCK pie fillings bet 

shortly before issue date. Daytime ID 

are being used for 10 week-. .losepbi 

IeRoche worked on the account. 

I)ow Chemical Co. 
/11 orntan. Craig &- Kurninel, 

Yew York) 
buy for HANDf-WRAP will be runt' 

from March 2 through \larch 22. Eat 

and late fringe and prime 30s will E 

seen in 66 markets. The budget is 404 

grps weekly. depending on the market 

and the buy is aimed at women. Pam 

\\'edsworth is the buyer. 

Geigy Chemical Corp. 
(Cunningham & ¡Valsh, Aere Yorl 

Ieu ate the target of a buy for 1)L\GINI 

reaching 20 markets. The buy broke 

-hottiv before i--ite date and is runni 

for 12 weeks. Early and late fringe 21 

and 30s are being used. Doris 
Berman is the buyer. 

General Foods 
(Denton & Bowles, New York) 
\ buy for COOL \VIIIP is underwa 

Early and late fringe 30s and 60s 

being used until \larch 16. Lonnie Li- 

is the buyer on the account. 
Children are the target for a buy 

ALPHA -BITS twining until nlid-Mar 

I)ay 30s are being used. Bob Vinson 

placed the buy. 
Rays for I ION EYCO\I BS and <aIGA a 

(Continued on mite 
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One Buyer's Opinion . . 

THANK YOU, MR. KIND 

The past year has seen much controversy over the timehuying services. 
These organizations have been hailed by some, but overall they have been 
treated with a great deal of suspicion agencies. station representa- 
tives, and advertisers. If not actually condemned in certain quarters, the 
timebuving services have been damned with faint praise from the in- 
dustry. 

When you look at the entire picture, however, these services have 
actually done the timebuver a big favor. 

First of all, they have given media departments a significant amount 
of good publicity within the advertising community. One of the more 
sensible things agencies do is assign descriptive job titles. For instance, 
we all know that a copywriter writes copy, a television producer pro- 
duce- television commercials, and so on. While it seems obvious precisely 
what a tinrebuver does. mangy people are not fully aware of the impor- 
tance of a buyer's role in the overall servicing of an account. 

They begin to realize that anyone with the authority to commit hun- 
dreds of thousands of dollars; even millions, plays an important part in 
any campaign. When talk then centers on stretching the dollar 10 or 20 
per cent, the person involved in doing this becomes a pretty important in- 
dividual, if he can turn the trick. Suddenly the value of a good timebuner 
becomes very evident to agency management and the client. 

The timebuving services have also removed that certain amount of 
lethargy that periodically creeps into any system. Perhaps we, as a group, 
have been negligent in not performing a vital part of our jobs as well as 
we should. Certainly, any evidence that shows that media dollars can 
go a lot farther than is usually believed strengthens that hypothesis. it 
took the buying services to demonstrate that many more rates are ne- 
gotiable than was universally believed. Naturally, it should not have been 
this way. But we became lax, and an opportunity was given and then 
was taken. It comes as no surprise. Since the advertising business is ex- 
tremely competitive and well stocked with sharp -thinking individuals, it 
doesn't take long for opportunities to be exploited. Ii is now no longer 
any secret that more attractive rates are available in nr<ury areas, not only 
for buying services but for those at agencies with the initiative and good 
sense to pursue them. 

The operating procedures of the buying services have also empha- sized the fact that you can always work out the best deals by going di- rectly to station management with a lot of money in your hand. This is not to say that being a smaller advertiser or having a good ref] working for you will always put you at a disadvantage. But only station manage- ment can approve special packages; and obviously the more the manager has to work with (or for), the more latitude he has. 
Obviously, not every buy can be afforded the time necessary to arc- :.omplish this contact and negotiation with all the station personnel. So many buys are nrarle ¿it the eleventh hour as it is. That is one of the reasons for the existence of station reps. Also, the iii ing services know )uyers cannot spend all day on the phone talking to scores of stations, )ut they can. When it is possible, the success of the services should be 

r vivid reminder that hard cash on the line works wonders if put to use rroperly. 

A number of people got nervous when the timelmying services became stablished. As it turns out, there is no need for this uneasiness. Instead. 
r word of thanks aright be in order for underscoring important facets If the tinrebuving function. 

Who 
delivers the 
big spenders 
in 
Des Moines? 

LI ~4! 
COLOR 13 DES MOINES, IOWA 

(More adults 18.49 than any other 
Des Moines station-Nov. '68 ARB) 

Put the 
middle 
of the 
mitten . 

LANSING 

BATTLE CREEK ANN'ARBOR 

JACKSON I 
in the palm of your hand 

WI tX-TV 
1. More efficient distribution of circula- 

tion. 
2. Dominates southern half of circula- 

tion. (Lansing and south) 
3. Puts more advertising pressure where 

it's needed most. 
4. Gets you more complete coverage with 

less overlap. 
WILX-TV 
1048 Michigan National Tower 

Lansing, Michigan 48933 44 4on+mlea e, 

RAO10 TELEVISION BALES, INC. 
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Agency Appointments 

Josf:ru os'rnow has been named a 

senior vice president at Young & 

Rubicanl, New York. Ostrow, head of 

media planning, joined the agency as 

a tabulator in 1955 and transfet-red 
to media in 1958. 

EDMUND GROSS], AN and FRANK 

TOOLE, JR. have been elected vice 

presidents at Ted Bates & Co., New 
1 ork. Rot ii are account supervisors. 
Grossman; who joined Bates in 1966 

as an account executive, had been 

with Grey Advertising. Toole joined 
the agency in 1965, also as an ac- 

count executive. 

WILLI Al WEITH AS has joined Sul- 
livan, Stauffer, Colwell & Bayles as 

vice president and management su- 

pervisor. He will have full responsi- 

. 

NEITHAS 

bility for Lehn & }ink products. 
Previously, he was vice president of 
marketing services at P. Ilallantine 
& Sons. 

aotvt:N, CL ED\It \US, 

I'ETlat IttatRxtAN and JOItN WIDLlCK.\ 
have been promoted to account su- 
pervisors at LaRoche, McCaffrey and 
McCall. New York. All were account 
executives. 

HENRY GERFEN has been promoted 
to management supervisor at War- 
ren, Muller. Dolobowsky, New York. 
He had been an account supervisor. 
E. .I. Sil \FMAN and J. A. MILLER have 
joined the agency as account execu- 
tives. Shafntan was with Norman, 
Craig & Kununel. Miller had been a 

product manager at Lever Brothers. 

SHELDON SOSNA has joined J. M. 
Mathes as a senior vice president, di- 
rector and member of the executive 
committee. Ile had been a senior 
vice president at Norman, Craig & 
Kuntinel. 

ELLIOTT PLOWE has been named 
¡president and chief executive officer 
at Erwin \\'asey, Los Angeles. Plowe 
has been with The Interpublic Group 
since 1965. 

JotIN KIRSHEW IRIS been ap- 

pointed director of planning for 

multi -product accounts at Campbell - 

Ewald Co., Detroit. Forshew, a sen- 

ior vice president, has been with the 

agency since 1951. limn) units has 

joined the agency as senior vice 

president in charge of special proj- 
ects. Davis is the former editor and 

publisher of Car and Driver. 

WILLIAt1I IIORDAY has been elected 

a vice president at Batten, Barton, 

Durstine & Osborne, New \ ork. llob- 
day joined BBDO-Toronto in 1960. 

Ile was later appointed to the 

agency's New York office, and 

worked as an account supervisor in 
the London office for a while. 

CHARLES JONES has been elected a 

vice president and account super- 

visor at Kenyon & Eckhardt, Chi- 

cago. Ile had been all account su- 

pervisor and vice president at Leo 

Burnett. 

I :ii ARLES IiARREL'S ha: been elected 

a vice president at Ketchum, Mac- 

Leod & Grove, New York. He joined 
the agency in 1966 as an account 
supervisor. 

ELLIS GASKELL has joined Tatham - 

Laird & Kintner as an account ex- 

ecutive. He previously was a product 
manager at Colgate-Palmolive. 

AIIKG NtRENItEItG has been named 

an account supervisor at 1\ yse Ad- 

vertising, New York. He had been 

with the Saturday Evening Post Co. 

.IONAS BERGER has joined Robin- 
son, Donino & West as a vice presi- 

dent. He will serve as account super- 
visor on the Varig Brazilian Airlines 
account. Previously, he was with 
Stanley Kolker & Associates. 

Jolt e. ntc\tt\us has joined 
Smith/Greenland as senior vice pres- 

ident and management supenisor. 
Ile had been with Doyle Dane Bern - 

!tacit for 10 years. 

T. M. JOtt "SON has been appointed 
a vice president at AC&ll Adver- 
tising, a division of Ted Bates & Co. 

He had been with deGarnlo, Mc- 
CatTery. 

EUGENE OWENS has been promoted 
from account executive to director 
of field services on the Chevrolet ac- 

count at Campbell -Ewald, Detroit. 
It9LPH TUR1ttLL has been promoted to 

account executive for new car mer- 

chandising. LttVHCNCE WALKER has 

been named regional account execu- 

tive for Kansas City. GLYNN ARlttl- 

TAGE has been promoted to assistant 
to director of field services, a posi- 

tion previously held by Walker. 

BUYS IN BRIEF 
A heavy television schedule will t 

used beginning in early March to intri 
duce GENERAL MILLS' French Fried I'otan 

Crisp. Advertising will appear on all-fami 
prinletitne shots. in the Eastern, Centr 

and Southern areas of the country. TI 

agency is wells, Rich, Greene, New 1'or 

The Ralston Purina Co. is test Market 

iilg a new product, e'itucKERtW:Uti EARN 

frozen fried chicken. Spot television 
being used in Denver, Phoenix and Tu 

son. Commercials emphasize the convel 

ience of the product. Gardner Adrertisut 
New York, is the agency. 

Hie male audience is the target of 

1969 ad campaign for VOLVO. The cat 

paign started in 36 markets on Februa 

3, and is divided into Spring, Somme 

and Fall ,lights. National magazines a 

also being used. Scali, McCabe, Slow 
New York, is the agency. 

The West coast will be the target 

an ad campaign for ,HEN tt I.T, emphasizit 

the solidity of the car. The agency 

Rozell & Jacobs, Los Angeles. 

A nntlti-mill¡Oil dollar television cat 

paign is being used for the coax! ND lit 

of men's toil, tries, from Alberto-Culver C 

Network and local spots are being use 

as well as the Command sports repot 

in major markets. J. It'olter Thompso 

Chicago, is the agency. 

Four new color tv commercials are b 

ing used to sell 'oltst.Co's electric shave 

A total of 28(10 spots are set for about 

markets. and prin cti tie network will 1 

used also. The commercials will try 

show that "dry shaving is better than is 

shaving." Print will sutiplentent the 

campaign. More than $7 million is belt 

spent for the effort. LaRoche. .11cCaJjre 

& ,11cCall is the agency. 

Procter & Gamble. through Menton 

Bottles, Nets York, is running buys I 

e licsT and score.. Both began in mi 

February and will be running through t 
end of the contract year. \lost of d 

commercials will be minutes running 

early and late fringe time. 

The Wilson llarrell Co. is advertisit 

1.0/11/ DI. 409 in day and fringe spo 

Roth 30s and minutes will lie used fro 

late February through mid -May. Worn 

are the target audience. 

Kraft is using day and early and Is 

fringe 30s to sell \I tit %Ct.t: margarine 

selected spot markets. The spots, plac 

by Needham, Ilarper & Steers, begin 

early larch and will run for about for 

months. 

AltCt1W AY RAKERS is running SP( 

throughout the day for cookies. Comm@ 

vials are )0s. 20s and fil)s, and are bei 

seen from late February through m. 

\larch. .91arinean Advertising, Bat 

Creek. is the agency. 

The Scott Paper Co. is test niarketi 

SCOTTIES ill a new package. The comp' 

box is called the Hankie Pack, and is 1 

ing seen on spot tv in Buffalo. Batten, Bi 

ton, Durstine & Osborne is the agency. 

Spot tv is being used in Grand Rapids 

test Seven kinds of ALPO CAT FEAST. T 

agency is Ii'eig/untan, Inc., Philadelphia., 
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'rofile MIKE RAOUNAS 

D 
II the val1 facing Mike Raounas' 

desk is a poster of a girl 
resserl in a few strokes of body 
alit'. The poster, he said, is one of 
to brighter things in his life. By his 
wn admission, he's somewhat of a 

.averick compared to other media 
;ogle, and lie's not afraid to voice 
is opinions. "If you have something 

say, say il," is part of his philoso- 
iy, so he says it. 
Raounas is a senior media buyer 

. Cunningham & Walsh, New York. 
e buys for all agency accounts in 
e top 15-20 markets, working with 
'oducts ranging from Sinclair gaso- 
le to Jergen's hand lotion. 
One of Raounas' biggest gripes is 
at too many people outside of the 
edia department don't recognize its 
Wortance. Ile would put it on a 

vel with account work, rather than 
:Heath it, which is where he thinks 

is now. IIe enilphasized, though, 
at the creative department is the 
ost important. and is what makes 
breaks an agency. Ile said a great 

mmercial in a bad spot will sell, 

but a bail commercial in a good spot 
won't. 

There are too many rules in media 
buying, according to Raounas. He 
said there's too much emphasis on 
cpni as well as other criteria. He 
thinks buying should be more cre- 
ative, but "if you do something dif- 
ferent today, and it flops, you could 
be in trouble." Ile said he's willing 
to take chances if he thinks it will 
result in a better buy, but he has 
made some mistakes. 

"I like media-it's fun," he said, 

but added that if lie finds another 
area that he's more suited for, he'll 
switch. He's looking towards a man 
agement position in the fixture. 

Raounas, who was graduated front 
C. W. Post College and is now going 
there for his M. \., said he was awed 
by advertising while in school. The 
money and the status sounded good. 

Now in media for three years, he 
said that although he's not disap- 
pointed, it's not what he expected it 
to he. Generally, salaries are too low 
to start, lie said, and the business is 
"too phony." All businesses are, he 
feels, but "advertising is more phony 
than the ethers." 

In his spare time, he lifts weights 
and collects stamps and coins. He 
hasn't taken up golf or bridge be- 
cause "if ou do it, you're conform- 
ing." He said he knows this may 
turn out to be a detriment later on 
because "more business deals are 
probably handled on the golf course 
than in the office," but, he said, no 
matter what the effects are, he only 
does what he wants to do. 

There's 
more to 
KVAL 
than meets 
the eye 

Audience and related data based on estimates provided 'by ARB/NSI and subjectlo qualificationsiissued by these services 

ó 

PORTLAND 

SALEM 

EUGENE 

SPRINGFIELD 

coos 
BAY 

- 

ROSEBURG 

KVAL DOMINATES 
180,300 TV homes with an 
effective buying income of 
$1,956,187,000, the Pacific 
Northwest's fourth largest 
market : with 27 of the 30 
most -viewed programs week 
in and week out. No other 
single media buy can deliver 
more because of mountains 
and duplication restrictions. 

KVAL DELIVERS 
a 5 to 1 viewership lead in local news, prepared by 
the market's largest full time local news team ... 
proven feature programming with Mike Douglas, 
Mery 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, 
or ART MOORE & ASSOC. in Seattle 
and Portland. 

r3 

KVAL I T\/ 
EUGENE, ORE. 
SATELLITES I KCBY-TV, COOS BAY 

KPIC-TV, ROSEBURG 
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Media Personals 
.i.r\IES COURTNEY has joined Sulli- 

van, Stauffer, Colwell & Bayles, New 

York, as a vice president and asso- 

ciate media director. He will be in 

charge of several accounts and %% ill 
he a member of the Media Plans 
Board. For the past three years, he 

had been media director at Prit- 
chard Wood. 

PEG BARTELS°)\ has been pro- 

moted to media supervisor at Clin- 
ton E. Frank, Chicago. She joined 

r 

ItA RTELSON 

the agency in 1963 in the account- 
ing department, and ntoed to the 

media area in 1961. ROGER EDWARDS 

has also been appointed a media su- 

pervisor. He had been with J. \Valter 
Thompson Co. as a media planner. 

FRANK MASS 110 ha- been named 

media director at Rockwell, Quinn 
Wall. New York. He has been 

with the agency since 1967, and be- 

fore that was with Ogilvy & Mather. 

JOSEPH IICCARI tt y has joined J. 

\lathes as %ice president and media 
director. Previously, lie was asso- 

ciate media director at Sullivan, 
Stauffer, Colwell & Bayles. 

AL 1N FOR 11í ER has joined Camp- 
bell -Ewald, Detroit, as a timebuyer. 
Previously he was a media buyer at 

Grey Advertising. 

KEN\E.T1I COOK has been ap- 

pointed media director at Cargill, 
Insult & :\tree. Charlotte. He has 

been with the agency as a media su- 

pervisor since 1967. Before joining 
C\\'&\ lie was a media buyer at 

Foote, Cone & Belding. 

di rNAS STC1tNSCIIEIN has joined 
Foote, Cone & fielding. New York, 
as assistant media director. He pre- 
viously was Inedia director at Leber 
Katz l'accione. 

111ARGAnET NYE has joined McColl - 
Advertising, Charlotte, as media 

director. She had been continuity 
director at radio station WSOC 
Charlotte. 

Spot (From page 50) 

CRISP are also running through mid - 
\larch. Children are the target here also, 

and clay 30s are being used. Roy 
I)eutchinan made both buys. 

Gillette Co. 
(Batten, Barton, Uurstine, 

& Osborne, New York) 
.\ buy is undenuay in major market: for 
RIGHT GUARD. Early and late fringe 
and prime 30s are being used for six 
weeks in an attempt to reach adults. 
Ilal Davis worked on the buy. 

Humble Oil Co. 
(McCann-Erickson, New York) 
A buy is underway in markets across the 
country for Hl \IBLE oil and gasoline. 
Early and late fringe minutes and prime - 

10$ and 211s will Tun until April 6. 

Annette Mendola is the buyer on the 

account. 

Hunt -Wesson Foods, Inv. 
(Wells, Rich, Greene, New York) 
A buy began shortly before issue date for 
\VESSO\ oil. Early and late fringe 30s 

are being used for six weeks in an 

attempt to reach women. William 
Reid worked on the huy. 

Kayser -loth Hosier}' Co. 
(Daniel and Charles, New York) 
A buy for women's and Wren's St1PP-HOST; 
begins on \larch 17. Early and late 
fringe minutes will run for four weeks 
in an attempt to reach Wren and won' ii 
over 35. Doris Gould is the buyer on this 
account. 

Lever Brothers 
(I. Walter Thompson, New York) 
A buy for various LEVER BROTHERS 
products is underway for four weeks 
across the country. Prime 3O. and 
minutes are being used. Maria 
Carayas placed the buy. 

Mennen Co. 
(Warren, Muller, Dolobowskv, 

New York) 
Buys have been placed for PROTEIN 29 

and various other \1ENNEN product-. 
Both buys are starting \larch 9. The 
Protein 29 buy will run for seven weeks 
in early and late fringe and primetime, 
using 30s to reach Wren. The buy for 
other products will run for six weeks. 
Early and late fringe and prime minutes 
will be used to reach young men. Myrna 
Titan placed the huy. 

Pet, Inc. 
(Gardner Advertising, New York) 
A buy for MUSSEL\IAN foods is under- 
way in an attempt to reach women. Early 
and late ;tinge and prime 30s and minute 
are running for seven weeks. (lick 
Macalitso placed the buy. 

Polaroid Corp. 
(Doyle Dane Bernbaclr, New York) 
A one week buy for POLAROID cameras 
breaks on March 24. More than 20 
markets will see lOs and 20s in primetime. 
John Patt is the buyer on the Polaroid 
account. 

(Continued on page 55) 

Market observer 
In its first week, "Stock Mar- i 

ket Observer" a live, color pre- 

sentation of WOR-TV, New York, 

met with enthusiastic audience 

response. Some 1500 letters t 

were received by WOR-Ty re- 

questing a booklet explaining 

the workings of the stock mar- 

ket. 

The program, which runs 

from 11 :30 a.nt. to 3 p.m. gives 

complete tickers of the New I 

York and American Stock Ex- 

changes' bid and asked prices 

for popular over-the-counter is- 

sues, current commodity prices, 

the Dow Jones thirty-, and popu- 

lar averages of Standard and 

Poors and I)ow .tones. 

'While this information is 

flashed on the screen in the I 

form of running tapes, viewers I 

are kept informed of general 

business news as well as local, 

national, international news and 

the latest weather. A complete .1 

wrap-up each day follows the t 

final bell at 2 p.nt. 

The program features inter- 

views with financial experts in 

an attempt to make complicated 

information comprehensible to 

the lay i m estor. The first week's 

guests included I)r. Dennis 

Phillips, Assistant Dean at 

N.Y.U., Larry Martz, financial 

editor of Newsweek, Ceorgr 

Delegious, agent for the In- 

ternal Revenue Service and 

Monte Gorton, vice president at 

Bache Sr Co. 

Material for the show is pro- t 

yíded by Scantling Electronics, 

which also supplies similar in- 

formation to stock market pro- 

grams at \1AJA-TV Miami; 
WCIU-TV Chicago; KOTV Dallas; 
KVVV Houston and K\1 HY-TVIr 

Los Angeles. The company 

makes use of computers to feed 

commodity and stock data to 

the stations. The format of the! 

actual show, however, is up to 

the individual station. 
wort -Tv is thus far the only 

VHF station in the country to 

feature this type of program. 

I- 
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'pot (From page 54) 

II,I 'rocter & Gamble 
I Compton Advertising, New York) 

buy is being planned for CRISCO solid 
iortening. Start date is as soon as 

ssible, and the buy runs through the 
N, 'id of the year. Early and late fringe 

is are being used to reach women. 
ilbur Raymund is the buyer on the Crisco 

t- :Count, 

tuaker Oats Co. 
Doyle /lane Bernhach, New York) 
buy is underway across the country for 

1FE cereal. Day, fringe and prime 30s 
id minutes are being used for eight 
.eks in an attempt to reach housewives. 
reg Grant placed the buy. 

entry Insurance Co. 
:rey Advertising, New York) 

buy for SENTR\ insurance breaks 
arch 9 across the country. The buy. 
rich runs until April 12. will use 30s 
d 60, in news and sports shows. 
Bill O'Hara worked on the buy. 

ick Chemical Co. 
?eneon & Bowles, New York) 
buy for FORt11U1.A 11 broke shortly 
fore issue date. Early and late 
nge 30s are being used for eight 
4eks. Rick Rock worked on the Vick's 
count. 

'artier -Lambert Pharmaceutical 

. Walter T hompson, Neu York) 
corporate I uy for \VARNER-L.A\IIIERT 
ke shortly before issue date. Early and 
e fringe minutes bill run until March 
in an attempt to reach women. Nancy 

ver worked on the buy. 

aterntan-Ilic Pen Corp. 
'ed Rates & Co., New York) 
rly and late fringe and prime minutes 

It being used to sell \VATER\IAN-IIIC 
'as. The buy began shot tly before issue 
Re and will run for Il weeks. Jim lily worked on the account. 

n 

/ward .1. UeCray has been elected 
Usident of Spanish -language WXTV. 'terso,, -New York. 1)eGray replaces 
files Jacobson, chairman of the 
'wuti.ve committee o/ TranS-Tel (rp. 

Color corrals 3 million more 
Over three million homes were added to the United States' total of color 

tv households in an eight -month period in 1968. '1 he penetration is up to 
32 per cent, according to the latest issue of Television, U.S.A., published 
by the American Research Bureau, based on the November sweep. The 
February/March figure was 28 per cent. The total is 18,645,900 home. 

Las Vegas, with a penetration of 51 per cent, is the first tv market to 
have more than half the tv households equipped with color sets. 

Other markets with) penetration of I.0 per cent or higher are Amarillo, 
43; Bakersfield, 46; Cincinnati, 41: Columbus. Ohio, 4!; Dayton, 40; 
Denver, 41; Ft. \\'avne, 42: Fresno -Visalia, -12: Los \ngeles, 44; Reno, 
43: Rockford, 42; Sacramento -Stockton; 45; San Diego, 42: Santa 
Barbara, 45; South Bend -Elkhart, 45. 

It 

- 

A COOL 

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

Audience measurement data are estimates 
only, subject to defects and limitations of 
source material and methods. 

:'%/e ilyit'Wu/iorrá 
RA010 
WRto KAIAMAIOO.eARIE CREEK 
wIV GRAND RARIDi 
wIEM GRAND RARIDS.KAUMAIDO 
WWAM,WWTN.fM CADIIUC 

TIlEY1SI0N 
WKIO,TN CRAM) RARIDS.KAIAMAtOD 

wwn/CAURIAC. VÁ15"11 C TV 
WWDTv SAUU ST(. MARI( 

OINTN IINEOI". N(RRASKA 
I kCIN TN GRAND (SLANT. NEB. 

WWTV/WWUP-TV 
CADILLAC.TRAVERSE CITY / SAULT STE. MARIE 

Avery-Knodel, Inc., Exclusive Notional Representatives 
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WMAR-TV 
Baltimore, Maryland 

is pleased to 
announce the 

appointment of 
GEORGE W. COLLINS 
as associate editor of 

NEWSWATCH 

-1-- ' 
ag° -1=gai A 

. . 

No Wonder.... In Maryland 

Most People Watch COLOR -FULL 

To expand the NEWSWATCH team 
headed by News Director George F. 

Rogers, Jr., WMARTV has added 
distinguished newsman George W. 

Collins to its staff. Formerly editor 
of the Baltimore Afro-American, 
largest publication of its kind in 

America, Mr. Collins has won many 
citations during his 18 Baltimore 
years for skillful, courageous 
reporting and perceptive writing. 
He now brings his experience and 

expertise to a new medium with a 

larger horizon. Both WMAR-TV 
and WMARyland stand to 
benefit therefrom. 

WMAR -TV .1. 
CHANNEL 2, SUNPAPERS TELEVISION 

TELEVISION PARK, BALTIMORE, MD. 21212 
Represented Nationally by KATZ TELEVISION 

1 
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IRB (From page 31) 

vhen AIM weighted its diaries by 
'amity size according to the rate of 
liary returns. In some cases, the re- 
luction in viewing to specific stations 
vas considerable. When stations corn- 
slained, _\1113 studied the situation 
Ind found that weighting l,y age of 
tousehold head tended to give a truer 
sict ure. 

The new weighting method went 
nto effect last July, and the Novetn- 
ter, 1968, figures represent the first 
weep to reflect the revised technique. 

It may be of some interest to re- 
iew the patterns relating to per- 
entage of leading stations by net - 
pork going hack to TELEVISION AGE'S 
.rst study in 1964 and also includ- 
tg the March, 1968, study. 

In the first four studies listed be- 
Ilv, markets with three stations only 
zero analyzed, as opposed to three - 
r -more stations in the later analyses. 
Nile the figures are not strictly corn - 
arable, they are probably represen- 
ttive of what was happening. 

First the total day figures and coy - 
'big the metro area: 

far. '64. 
ov. '64 
far. '65 
lar. '66 
ov. '67 
tar. '68 
ov. '68 

ABC CBS NBC 
8.0% 68.0% 2n.0% 
9.5 54.0 -16.0 

11.9 49.3 49.3 
14.9 51.7 33.3 
4.8 68.3 31.7 
9.8 65.7 33.3 
5.8 50.0 44.2 

CBS -TV, with exactly half of its 
liliates leading in three -or -more sta- 
an markets is still, however, at one 

the lowest levels since the studies 
.gan When the other day parts in 
e November. 1968, study are taken 
to account, it becomes clear that the tytime shares of CI3S-TV affiliates 
silly the early -evening fringe periods the daytime are compared in these talyses) are holding up their over - 
I standings. 
Ilere are the prinletirue figures for etro areas: 

;ar. '64 
:)v '64 
ar. '65 
;ar. '66 
Iv. '67 

:Pr. '68 
Iv '68 

ABC CBS 
20.0% 51.0% 
39.7 9.9 
37.3 10.4 
21.2 37.6 
3.8 76.9 

10.8 70.6 
2.9 32.7 

NBC 
32.0% 
57.3 
59.7 
41.2 
26.9 
21.6 
64.4 

Top 15 Independents -By Metro Sharej' 

Total Day Primetime 

Market Station Share Market Station Share 

Portland, Ore. KPTV 20 Portland, Ore. KPTV 16 
Washington* WTTG 18 New fork* WNEW-TV 12 
Phoenix KPHO-TV 16 Washington* WTTG 11 
Chicago* WCN-TV 15 Dallas -Fort Worth* KTVT 11 
Minneapolis -St. Paul WTCN-TV 15 Denver KwG\-TV 11 
Denver Kwct,-TV 15 Phoenix* KPtIO-TV 11 
Dallas -Fort Worth* KTVT 14 Indianapolis WTTV 10 
Indianapolis WTTV 14 Ainneapolis-St. Paul WTCN-TV 9 
New York* WNEW-TV 13 San Francisco" KTVU 8 
San Francisco" KTVU 12 Seattle -Tacoma KTNT-TV 8 
St. Louis KPI.It-TV 12 Los Angeles' KTTV 8 
Seat t le -Tacoma KTNT-TV 11 Chicago* WCN-TV 8 
New York" WPIx 11 Los \ngeles" KTLA-TV 7 
Detroit" CKLW-TV 10 St. Louis KPLIt-TV 7 
Tucson KZAZ-TV 9 Las Vegas KHBV-TV 7 

Tucson KZAZ-TV 7 

Early Evening Late Night 

Market Station Share Market Station Share 

Denver KWGN-TV 36 Las Vegas K HBV-TV 15 
Washington WTTG 33 Washington* WTTG 14 
Dallas -Fort Worth* KTVT 30 Dallas -Fort Worth* KTVT 12 
St. Louis KPLIFTV 30 Chicago'' WG N -T V 12 
Minneapolis -St. Paul WTCN-TV 30 Portland, Ore. KPTV 9 
Portland, Ore. KPTV 29 New 1 ork" W011 -TV 9 
Phoenix'' KPIIO-TV 29 Minneapolis -St. Paul WTCN-TV 9 
Chicago* WC N -TV 25 Seattle -Tacoma KTNT-TV 8 
Indianapolis WTTV 21 New York" WNEW-TV 7 
San Francisco` KTVU 20 Cleveland' WKBF-TV 7 
Seat t le -Tacoma KTNT-TV 20 St. Louis K Pt.R-TV 7 
New York" wrtx 19 Ifouston* KIITV 7 
New York* WNEW-TV 18 San Francisco* KTVU 6 

waukee* WVTV 17 Los A ngeles* KTLA-TV 6 
I Iouston* KHTv 17 New York* W PIx 6 

Phoenix* KPIIO-TV 6 

t Markets where all three network affiliates have recorded viewing. Metro share data in two o/ 106 markets not available. 
Intermixed market 

l'rimetitne figures are more vola- 
tile for obvious reasons. Not only 
has NI1C-TV hit its highest figure in 
the seven studies, but ABC-TV has 
reached its lowest. 

Even keeping in mind the differ- 
ence between the first four and the 
latter three analyses, it is apparent 
that ABC-TV affiliates had a rougher 
time in recent seasons. 

The early evening comparison, cov- 
ering what is mostly non -network 

time (late evening data were not 
studied i the 1964 and 1965 analy- 
ses) is shown below: 

ABC CBS NBC 
Mar. '64 20.0% 36.0% 44.0% 
Nov. '64 12.7 36.5 52.4 
Mar. '65 17.9 41.8 41.8 
Mar. '66 17.4 33.7 38.5 
Nov. '67 9.6 38.5 55.8 
Mar. '68 13.7 42.2 47.1 
Nov. '68 15.4 45.2 39.4 
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day parts, with ranges shown: 

Top 15 Independents-By Tv Homes Sharet 

Total Day 

Market Station Share 

Primetime 

Market Station Share 

Washington* WTTG 22 Portland, Ore. KPTV 15 

Portland, Ore. Kt'TV 19 Washington* WTTC 14 

Phoenix"' KPIfO-TV 16 New York* WNEW-TV 12 

Dallas -Fort \\ orth* KTVT 15 Dallas -Fort Worth* KTVT 12 

Chicago* wGN-TV 15 Phoenix* KPnO-7v 11 

\linneapolis-St. Paul WTCN-TV 15 Indianapolis WTTV 10 

Indianapolis WTTV 14 Denver KWGN-TV 111 

Denver K11'GN.TV 14 Minneapolis -St. Paul. WTCN-TV 9 

San Francisco* KTVU 13 San Francisco* KTVU 8 

New York' WNEW-TV 13 Seattle -Tacoma KTNT-TV 8 

Seattle -Tacoma KTNT-TV 12 Los Angeles* KTTV 8 

St. Louis K PLIt-T V 12 Chicago* WGN-TV 8 

New ork'` WPIx 10 Los Angeles* KTLA-TV 7 

Detroit' CKLW-TV 9 St. Louis K 7 

Tucson K ZA Z -T V 8 Las Vegas KIinV-TV 7 

Los Angeles`" KTI.A-TV 8 

Los Ángeles* KTTV 8 

New Tork* W Olt -TV 8 

Early Evening Late Night 

Market Station Share Market Station Share 

Washington* WTTG 39 Las Vegas KHBV-TV 16 

Minneapolis -St. Paul WTCN-TV 36 Washington* WTTG 16 

Denver K1VGN-TV 33 Dallas -Fort Worth* KTVT 13 

Dallas -Fort Worth* KTVT 30 Chicago* WGN-TV 12 

Phoenix* KPIIO-TV 30 Portland, Ore. KPTV 9 

Portland, Ore. K PTV 29 New York* WOR-TV 9 

St. Louis KI'I.It-TV 28 Minneapolis -St. Paul WTCN-TV 9 

Chicago'` WGN-TV 25 Seattle -Tacoma KTNT-TV 8 

San Francisco* KTVU 22 San Francisco* KTVU 7 

Seattle -Tacoma KTNT-TV 21 Los Angeles* KTL A -TV 7 

Indianapolis WTTV 19 New York* WNEW-TV 7 

New York* WNEW-TV 18 St. Louis K 1'1.11 -TV 7 

New York* WPIx 18 Ifouston* KIITV 7 

I fouston * KHTV 17 Phoenix* KPHO-TV 7 

Milwaukee* WVTV 15 Los Angeles* KIIJ-TV 5 

Los Angeles* KT1 V 5 

New York* WPIx 5 

t Markets where all three uet.ivork affiliates have recorded viewing. Metro share data 

in two of 106 markets not available. 

Intermixed market 

This shows one reason why CBS - 

TV standings are holding up for the 

total day. The recent improvement of 

both CBS -TV and ABC-TV is, of 

course, accompanied by parallel de- 

cline in NBC-TV standings. 
With new stations coming on the 

air and recently established UHF out- 

lets becoming more firmly ensconced, 
the general level of shares must obvi- 

ously come down. however, a corn - 

58 

parison of stations with leading 
shares in November, 1967, and No- 

vember, 1968, shows only a minor 
dip. 

For example, the range of top 20, 

total clay, metro shares in '67 was 

59 down to 46. Last year it was 58 

down to 41. The comparable figures 
in the tv homes comparison were: 74 
to 49 in '67 and 73 to 48 in '68. 

Here are the figures for the other 

'67 '68' 

Primetime metro 57-45 56-43 

Primetime homes 72-48 69-46 

Early eve. metro 74-49 77-49 

Earle eve. homes 86-54. 87-53 

Late night metro 75-55 73-54 

Late night homes 86-58 83-51 

Note that the early evening tor 

shares actually increased slightly 

The leader here in both years ant 

in both metro and homes measure 

meat is Cosmos' WSFA-TV Montgont 

ery, Ala. Further evidence that Cos 

mos' management is above the ordi 

nary is that tite second place statiot 

in the -68 early evening listings i 

also a Cosmos -owned outlet, WlS-T 

Columbia, S.C. 
It must be pointed out, however 

that in both markets Cosmos is pi 

ling a VItF station against two nil 

outlets. 
It should also be pointed out tin , 

since the share figures are based o 

sampling, the difference in a few pe 

centage points between 1967 an 

1968 may not he statistically signil 

cant. This point, of course, also a' 

plies to the other day parts, whe I 

small declines in shares were shot' 

during the 12 -month period. 

What can be said with confidenc r 

however, is that the range of sitar 

for the leading stations changed Litti 

if at all, from 1967 to 1968. 

The 87 share of homes scored 1 , 

NVSFA-TV in early evening is the hig 

est level reached by any station 

the TELEVISION AGE analtsis of I\ 

vember. 1968, ARIA figures. 
There are only a half -dozen ot.. 

instances of shares in the 80s, tt 

of them being in the early eveni 

horses listing. The latter are WtS- 

witlt 83 and WNBF-TV llittgharntt 

a Triangle station, with an 82. '1 

Binghamton outlet is the leader 

the total day homes listing with a 

'the other four cases of shares 

the 80s are in the late evening iron' 

listing. They are, in order. \VNBF-'' 

83; WsF-t-TI, 82; wts-Tv, 80 al 

WSAt1-TV Wausau -Rhinelander. W - 

a Forward Cotrtmunicat ions stab' 

also with an 80. The latter is 
ó 

leader in metro shares for the tc1 

day listing. 
A CBS -TV affiliate in a three -v/ 

market, \VS.\U-Ty was alone oft S 

market until 1965. A second ct'- 

petitor carne on the air in 1966. Le 

the Cosmos stations, WVNBF-TV 

(Text continues on page/ 

Television Age, February 24, 19 

I 



Top 20 Affiliates by Network-Primetime-By Metro Share 

A BC CBS NBC 
Market Station Share Market Station Share Station Station Share 
Birmingham wBRC-TV 48 Wausau -Rhinelander WSAU-TV 56 Las Vegas KOOK -TV 54 
Shreveport KTBS-TV 36 Binghamton WNBF-TV 51 Reno KCRL 48 Rockford 
Sioux City 
Colorado Springs - 

WREX-TV 

KCAU-TV 

35 
34 

Jacksonville 
Charlotte 

WJXT 

WITTY 

46 

45 
Montgomery 

Odessa -Midland 

WSFA-TV 

KMID-TV 

47 

45 Pueblo 
Flint -Sag naw-Bay 

KRDO-TV 34 Beaumont -Pt. Arthur 
Roanoke -Lynchburg 

KFDM-TV 

WDBJ-TV 

44 

44 Columbia, S.C. WIS-TV 45 
City WJRT-TV 34 Grand Rapids- Erie WICU-TV 45 

Wichita-Ilutchinson 
Sacramento -Stockton 

K.AKE-TV 

KOVIt-TV 

33 
33 Kalaniazoo wKZO-TV 43 Fresno KM.T-TV 45 

Seattle -Tacoma KOMO-TV 32 Greenville -New Nashville WSM-TV 45 
Cedar Rapids - 

Waterloo KCI:G-TV 32 Bern -Washington WNCT-TV 43 Spokane KIIQ-TV 45 

Chattanooga WTVC 32 Shreveport KSLA-TV 43 Wichita Falls -Lawton KFIIX-TV 44 
Little Rock KATV 32 Green Bay R B vv -Tv 42 Knoxville WATE-TV 44 Fort Wayne 
Memphis 

WPTA 

si into -Tv 
31 
31 

Greensboro -I I igh Birmingham WA PI -TV 43 
Omaha KET\ 31 Point -Winston-Salem \vFMY-TV 42 Bangor WLBZ-TV 43 Wilkes -Barre -Scranton 
Philadelphia 

WNEP-TV 

WFIL-TV 
31 
30 

Mobile -Pensacola t1 KRG-TV 42 Charleston -Huntington WSAZ-TV 43 
Cleveland WEWS 30 South Bend -Elkhart WSOT-TV 42 Portland -Poland Corpus Christi Kul 30 Pittsburgh KUK -TV 41 Springs wcstl-TV 43 Evansville wTvw 30 
Greenvil e -Spartan- I hrl ut h -Superior KDAL-TV 41 Sioux City KTIV 42 

burg -Ashville WLOS-TV 30 Madison wtsc-Tv 41 El Paso KTSM-TV 42 Norfolk, Portsmouth, 
Newport News, 
Hampton WVEC-TV 30 

Odessa -I'd id land 

Louisville 

KOSA-TV 

WIT iS-TV 

40 

40 

Davenport -Rock 
Island -Moline woc-Tv 42 

Rochester 
San Antonio 

WOKIt 

KSAT-TV 
30 
30 

Miami WTVJ 40 Peoria WEEK -TV 42 
Wausau -Rhinelander wAow-Tv 30 Ricluitond WTVR-TV 40 Tampa -St. Petersburg WFLA-TV 42 

Top 20 Affiliates by Network-Primetime-By Tv Homes Share 

ABC 

Market 

Birmingham 
Flint -Saginaw -Bay City 
Sioux City 
Rockford 

Evansville 
Shreveport 
Seattle -Tacoma 
Tulsa 

Wilkes -Barre -Scranton 
Pittsburgh 
Colorado Springs -Pueblo 
Greenville -Spa rtanburg- 

Asheville 
Little Rock 
Portland -Poland Springs 
Sacramento -Stockton 
Wausau -Rhinelander 
Cleveland 

Hartford -New Haven 
Chattanooga 
Ft. Wayne 

Omaha 

Station Share 

wRRC-TV 54 
WJRT-TV 49 

KCA U -TV 41 

ivttsx-Tv 40 

Tvw 38 

KTBS-TV 35 

KOMO-TV 33 

KTUL-TV 33 
wNEI'-TV 33 
WTAE-TV 32 
KItDO-TV 32 
tVLOs-Tv 32 

KATV 32 
wMTw-Tv 31 

KOVR-Tv 31 

W iOW-TV 31 

WEBS 30 
iVNHC-TV 30 
WTVC-TV 30 
WPTA 30 
K ETV 30 

CBS 

Market 

\Vausau-Rhinelander 
Binghamton 
Charlotte 
Li ni' dil-Hartings- 

Kearney 
.IacLsouv:l'e 
I art ford -New Ilaven 
i\ladison 
linanuke-Lynchburg 
Bangor 
Greenville -New Bern - 

Washington 
South Bend -Elkhart 
BeaumontPt. Arthur 
Charleston 
Cape Girardeau- 

Paducalt-Ilarrisburg 
Chain paign-Springfield- 

Deca t u r 

Grand Rapids- 
Kalaruazoo 

Mobile 
Richmond 
Fargo 
Greensboro-IligIt Pt. - 

Winston Salem 
Knoxville 

Station Share Market 

wsie-TV 69 
iVNltt'-TV 68 
ivtsTv 56 

Kor.N-Tv 55 
\vJxT 50 
wTIC-TV 50 
WISC-TV 50 
iVDRJ-TV 48 
iVAnl -TV 46 

WNCT-TV 46 
WSRT-TV 46 
KFDDI-TV 44 
WCSC-TV 43 

KFVS-TV 43 

ivCi i 43 

WKZO-TV 43 
WKttG-TV 43 
WTVR-TV 43 
KX.I B -TV 42 

wFuY-TV 42 
WHIR -TV 42 

tlarkets where all three network affiliates have recorded viewing. Metro share data n two o/ 106 markets not available. 'iterrnixed market 

NBC 

Montgomery 
Columbia, S.C. 
Erie 
Las Vegas 
Joplin -Pittsburg 
H arrisburg-York- 

Lancaster-Lebanon 
Sioux City 
Charleston -Huntington 
Knoxville 
San Diego 
Fresno -Visalia 
Tampa -St. Petersburg 
Charleston 
El Paso 
Wichita-Ilutchinson 
\Ibany-Schenectady 

Troy 
Bakersfield 
Reno 
Louisville 
Peoria 
Sacramento -Stockton 
Spokane 
Youngstown 

Station Share 

WSF i -TV 64 
WIS-TV 62 
wtcr-TV 53 
KOOK -TV 53 
KO 111I -TV 52 

wGAL-TV 52 
KTIV 48 
WS iZ-TV 46 
WATE-TV 46 
KOGO-TV 46 
KMJ-TV 45 
WFLA-TV 45 
WCtV 43 

KTSM-TV 43 
KARD-TV 43 

WRGB 43 
KERO-TV 43 
KCIIL 43 
WAVE -TV 42 
WEEK -TV 42 
KCRA-TV 42 
KHQ-TV 42 
WFMJ-TV 42 
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Top 20 Affiliates by Network-Total Day-By Metro Share 

\BC 

Market Station Share 

CBS 

Market Station Share 

NBC 

Market Station Share 

Birmingham WBRC-TV 47 Wausau -Rhinelander ws 1U -Tv 58 Montgomery WSF.1-TV 53 

Colorado Springs - Binghamton wNRF-TV 55 Columbia, S.C. VIS -TV 52 

Pueblo KRDO-TV 37 Jacksonville WJXT 53 Las Vegas KORK-TV 49 

Salt Lake City KCPX-TV 36 Charlotte wBTV 51 Erie n'ICU-TV 48 

\Vichita-Hutchinson KAKE-TV 35 Beaumont -Pt. Arthur KFDM-TV 49 Knoxville W 1TE-TV 47 

Flint -Saginaw -Bay City WJRT-TV 35 Greenville -New Bern - Charleston-IIuntington WBAL-Tv 45 

Shreveport KTRS-TV 35 Wash ington WNCT-TV 49 Birmingham WAPI-TV 44 

Rockford WRF.X-TV 34 Green Bay WBAY-TV 47 Davenport -Hock WO( -TV 44 

Sacramento -Stockton 
Omaha 

KOVR-TV 

KETV 

34 
33 

Odessa -Midland KOSA-TV 46 
Island -Moline 

Fresno -Visalia K.11J-TV 41 

Wilkes -Barre -Scranton WNEP-TV 33 
Madison wi.c-Tv 46 Nashville WS NI-TV 43 

Sioux City KCAU-TV 33 Shreveport KSLA-TV 46 Reno KCRL 43 

Evansville WTVW 32 Cedar Rapids -Waterloo WAIT -TV 45 Fargo WDAY-TV 42 

Fort Wayne WPT \ 32 Roanoke -Lynchburg wDRJ-TV 45 Wichita Falls -Lawton K FOX -TV 42 

Little Rock 
Albuquerque 

KkTV 
KOAT-TV 

32 
31 

Pittsburgh KDKq-TV 44 
Oklahoma City 
Peoria 

WKY-TV 

WEEK -TV 

41 
41 

Seattle -Tacoma KO 11O-Tv 31 Richmond WTVR-TV 44 Portland -Poland WCSII-TV 41 

Buffalo (U.S. only) nKBW-TV 31 Grand Rapids -Waterloo n KLO-TV 43 Springs 

Norfolk WVEC-TV 31 Mobile -Pensacola WK RC -TV 43 Tampa -St. Petersburg WFLA-TV 41 

Rochester 
Kansas City 

WOKR 

KMMBC-TV 

30 
29 

South Bend -Elkhart wSRT-TV 43 
Odessa -Midland 
Sioux City 

KMID-TV 

KTIV 

40 
40 

Columbus, Ohio WTVN-TV 29 A marillo KFDA-TV 42 Bangor WLBZ-TV 40 

Duluth -Superior WDIO-TV 29 El Paso Kann -TV 42 Chattanooga WRCB-Tv -10 

Greens ille-Spartanburg. Bangor W\IlI-TV 42 I)es Moines Wt1O-TV 40 

Asheville 
San Antonio 

Spokane 

WLOS-TV 

KSAT-TV 

KREM-TV 

29 

29 

29 

Champaign -Springfield - 
Decatur 

Corpus -Christi 

wcl.t 

KLTV 

42 

42 

Greenville -Spartan- 
burg -Asheville 

I larrisburg-York- 
Lancaster-Lebanon 

WFBC-TV 

WC 1L -TV 

40 

10 

Wausau -Rhinelander wtow-Tv 29 Louisville lvlt.ls-Tv 42 Spokane KIIQ-TV 40 

Top 20 Affiliates by Network-Total Day-By Tv Homes Share 

ABC CBS NBC 

Market Station Share Alarket Station Share Market Station Share 

Birmingham 
Flint -Saginaw -Bay 

City 
Evansville 

WBRC-TV 

WJItT-TV 
WTVW 

53 

49 
40 

Binghamton 
\Vausau-It hinelander 
Chariot to 

WNRF-TV 

WS 1U -TV 

WBTV 

73 

71 

60 

Montgomery 
Columbia, S.C. 
Erie 

tvSF.1-TV 

WIS-TV 

WICU-TV 

70 

69 

55 

Sioux City KCAU-TV 39 Lincoln -I lastings- I Earrisburg-York- 

Rockford 
Colorado Springs - 

Pueblo 
Salt Lake City 
Wilkes -Barre -Scranton 

WREX-TV 

K RDO-TV 

KCPX-TV 

tVNEP-TV 

39 

36 
36 
35 

Keamey 
.1acksonville 
Madison 
1lartford-New Haven 

KOLN-TV 

WJXT 

WISC-TV 

WTIC-TV 

59 

57 

57 

55 

Lancaster-Lebanon 

Joplin -Pittsburg 

Charleston 

WGAL-TV 

KO NI -TV 

Ws 1Z -Tv 

54 

52 

51 

Shreveport KTBS-TV 33 Greenville -New Bern- Sioux City KTIV 48 

Pittsburgh WTkE-TV 32 \Vasbington 11-Nci-rv 51 Knoxville WATE-TV 48 

Greenville -Spartan- 
burg -Asheville WLOS-TV 32 

Roanoke -Lynchburg WDRJ-TV 50 Las Vegas KORK-TV 46 

Little Rock KATV 32 
Beaumont -Pt. Arthur KFD\I -TV 4-8 \Vichita-I Iutchinson KARD-TV 44 

Omaha 
Sacramento -Stockton 

KETV 

KOVR-TV 

32 
32 

Richmond 
South Bend -Elkhart 

WTVR-TV 

WSBT-TV 

48 

48 
Fresno -Visalia KAIJ-TV 44 

Tulsa KTITL-TV 32 Odessa -Midland KOSA-TV 47 San Diego KOCO-TV 44 

Albuquerque 
Seattle -Tacoma 
Fort Wayne 

KOAT-TV 

KO/110-TV 

WPT1 

31 
31 
30 

Bangor 
Cape Girardeau- 

WA RI-Tv 47 A Ibany-Schenectady- 
Tray WRCB 43 

Rochester WOKR 30 Paducah-Ilarrisburg KFVS-TV 47 Bakersfield KERO-TV 42 

Buffalo (U.S. Only) 
Cleveland 
Kansas City 

WKBW-TV 

wEwS 
KAIBC-TV 

29 
29 
29 

Champaign -Spring- 

field -Decatur WCIA 47 

Davenport -Rock 

Island -Moline Woc-Tv 42 

Providence WTEV 29 Cedar Rapids- 
Louisville WAVE -TV 42 

Columbus, O. WTVN-TV 29 \Vaterloo WAIT -TV 46 Oklahoma City WKY-TV 42 

Chattanooga WTVC-TV 29 Charleston, S.C. WCSC-TV 45 Tampa -St. Petersburg WFLA-TV 42 

Portland -Poland 
Springs WAITW-TV 29 Amarillo KFDA-TV 45 Wichita Falls -Lawton KFDX-TV 42 

Wausau -Rhinelander 1VA0W-TV 29 Mobile -Pensacola WKRG-TV 45 Youngstown WFAIJ-TV 42 

60 
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there are 106 
markets in the USA 
with 3 or more 
television stations. 
WNBF-TV is number one.* 
'a Triangle station, naturally.) 

n the hi hest average quarter hour Delivering g 
share of homes -73%- 9 AM to midnight, Sun- 
day Saturday,based on throughNovember 1968 ARB figures as compiled by Television Age. 

(hence Estimates subject to qualification, available on request. 
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Top 20 Affiliates by Network-Early Evening-By Metro Share 

A BC 
CBS 

NBC 

Market Station Share ,llarket Station Share Market Station Share 

Salt Lake City KCPX-TV 52 Cellar Rapids -Waterloo \VI.IT-TV 64 Montgomery WSFA-TV 77 

Birmingham Vt BBC -TV 51 
Binghamton WNBF-TV 61 Columbia, S.C. WISTV 68 

Colorado Springs -Pueblo KRDO-TV 47 
Green Bay 
Gret nville-New Bern - 

WDAY-TV 60 Knoxville 
Chattanooga 

WATE-TV 

WRCII-TV 

54 

50 

Kansas City Kí nI BC -TV 44 Washington \VNCT-9 V 57 Oklahoma City WKY-TV 50 

Joplin -Pittsburg KODE-TV 43 Jacksonville \VJXT 56 Charleston-Iluntington WSAZ-TV 49 

Wilkes -Barre -Scranton WNEP-TV 43 Charlotte WBTV 55 Davenport -Bock Island 

Columbus, O. WTVN 40 
Wausau-lihinelander \VS\U-TV 53 Moline woc-TV 49 

Ft. Wayne WPTA 40 
Beaumont -Pt. \rthur 
Madison 

KFDIti-TV 

WISC-TV 

51 

51 

Wichita Falls -Lawton 
Ode-a- \I id land 

KFDX-TV 

KMID-TV 

49 
48 

Flint -Saginaw -Bay City WJRT-TV 40 Corpus Christi KZTV 50 Harrisburg -York - 

Rockford Wit EX -TV 37 Ch am paign-I)ecatur- Lancaster -Lebanon WGAL-TV 48 

Little Rock K 1TV 36 
Springfield wcl 19 Boston Wuz-Tv 47 

Sioux City 
Evansville 

KC \U -TV 

wrvw 
35 

35 

Pittsburgh 
Shreveport 
San Antonio 

Klu.A-1V 
KSL \-TV 

I: ENS -TV 

48 
48 
47 

Fresno -Visalia 
Erie 
Greenville -Spartanburg - 

KMJ-TV 
WICU-TV 

47 

46 

Sacramento -Stockton KOVR-TV 35 El Paso K1tOD-T\' 46 Asheville \V FIIC-9 V 45 

Shreveport KTISS-TV 35 Mobile-Pensaeola WKIIG-TV 46 Omaha KMTY 45 

Wichita -Hutchinson KAKE-TV 34 
Roanoke -Lynchburg WOBJ-TV 46 Peoria WEEK -TV 45 

Cincinnati \\'K RO -TV 34 
Odessa -Midland KOs \-TV 

Portland -Poland Springs \VGAN-TV 

45 
45 

Tampa -St. Petersburg 

Syracuse 

WFLA-TV 

wSYlt-TV 

I -I 

14 

Rochester, N.Y. 

South Bend -Elkhart 

WOK It 

WSJ V -T V 

34 

34 

Reno 
A 'ban v-Schenectady- 

Tro_v 

KOLo-Tv 

WTI\ -TV 

45 

44 

Birmingham 
Des Moines 

WA PI -TV 

WHO -TV 

43 

43 

Albuquerque KO ST -TV 33 South Bend -Elkhart WSBT-Tv 44 1 ouisville WAVE -TV 13 

ABC 

Top 20 Affiliates by Network-Early Evening-Tv Homes Share 

CBS 
NBC 

Market Station Share Market Station Share .Market Station Share 

Birmingham W BRC-TV 58 Binghamton WNIBF-TV 82 lon t gmnery WSFA-TV 87 

Salt Lake City KCPX-TV 51 Lincoln -I lastings- Columbia, S.C. WIS-TV 83 

Flint -Saginaw -Bay City 
Evansville 

WJRT-TV 
WTVW 

51 
49 

Kearney Kearney KOI.N-TV 
WSAU-TV 

71 

71 

f larrisburg-York- 
Lancaster-Lebanon WGAL-TV 60 

\V i I k es -Barre -Scranton WNEP-TV 47 Madison WISC-TV 64 Charleston -11 untington WSAZ-TV 57 

Rockford WREX-TV 46 Charlotte WBTV 63 Erie WICU-TV 55 

Kansas City KMBC-TV 45 Cedar Rapids -Waterloo WMT-TV 63 Wichita Falls -Lawton KFDX-TV 52 

Colorado Springs -Pueblo KRDO-TV 42 Jacksonville wJXT 62 Oklahoma City WKY-TV 51 

Joplin -Pittsburg KODE-TV 40 I fart ford -New I laven v TIC -Tv 60 Louis% ilk WAVE -TV 51 

Sioux City 

Columbus, O. 

Little Rock 

Tulsa 

KC \ U -TV 

WTVN-TV 

KATY 

KTUL-TV 

40 

40 

36 

36 

Green Bay 

Greenville -Washington - 
New Bern 

Reno 

WBAY-TV 

WNCT-TV 

KOLO-TV 

57 

57 

57 

Knoxville 
Boston 
Fresno -Visalia 
Chattanooga 
Bakersfield 

WATE-TV 

WBz-TV 

KM.1-TV 
\VftCB-TV 

KERO-T\' 

51 

50 

50 
49 
48 

Rochester, N.Y. WOKtt 35 Champaign-Springfield- Davenport -Rock Island - 

Cincinnati WKRC-TV 35 Decatur WCIA 55 Moline WOC-TV 48 

Pittsburgh 
Providence 

WTAE-TV 

WTEV 

34 

34 

Corpus Christi 
Roanoke -Lynchburg 

KZTV 

\VDRJ-TV 

53 

53 

Joplin -Pittsburg 
"Pampa 
Syracuse 

KOAM-TV 
WFLA-TV 

WSYR-TV 

47 

46 
46 

Greenville -Spartanburg - Beaumont -Port Arthur KFDM-TV 50 Odessa -)Midland KMID-TV 44 

Asheville WLOS-TV 3.4 Cape Girardeau- A I ban y-Schenecta d y - 

\ibuquerque KOAT-TV 32 Paduca It -Harrisburg K FVS-TV 50 Troy wItGB 11 I 

Des Moines won -Tv 32 South Bend -Elkhart WSBT-TV 50 Atlanta wsB-rv 44 

Ft. Wayne WPTA 32 Bangor \V \BI -TV 49 
Cape Girardeau - 

Paducah -Harrisburg WPSD-TV 44 

Sacramento -Stockton KOVR-TV 32 Mobile \VKItG-TV 49 Greenville -Spartanburg - 

South Bend -Elkhart WSJ V -TV 32 Richmond WTVR-TV 48 Asheville WFBC-TV 44 
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Top 20 Affiliates by Network-Late Night By Metro Share 
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Station Share 

KCSC-TV 

K5T-T5 
WRIT TV 

1DIO-TV 
55 J11TTV 

KOATT 
.5KR.5-TS 

H ITIT5 
Is T -T 35 

Ir -T 31 
34 

Kt I. Ty 33 
Kotto-Tt 32 

KTR. T5 32 
Ktlli' Tt .10 

kill .10 

wrTS 30 

NF55-TV 29 
nRI\ TV 29 

K,tDIT5 21t 

KAKF-TV 28 

KRttO TV 

K \TV 

KITV 

CBS 

Market Station Share 

Binghamton WNBF-T' 73 
Wausau -Rhinelander ws5C-Tv 65 
LincolnIlating- 

Kearney 
Green. ille New Bern 

Washington W sCT-1V 
Charlotte ViBTV 

36 Jackv,n.ille WJXT 
Cedar IIapid.\Vatcrloo wsi r -T' 
Pittsburgh KDK S -TV 

Roanoke -Lynchburg scDRJ-Tv 

Hartford -New Haven WTICTV 
1:reenslx,rt-Winston 

Salem -High Point 551,1V -TV 50 
Minneapolis -St. Paul acr.O-Tv 49 

Colorado SpringPucblo KKry 49 
Shres eport KSLA-TV 49 
Tul -a icon' 49 
I.ouistilk Wil SSTV 48 

\marilio KFDI-TV 17 

l)e \loin, KR\T-TV 47 
\lohile-Pensarnla WKRC-TV 47 

228 (Me...i\lidland Kos tTv 46 
28 Green Bay 55 RAY -TV 46 

28 ' oungstoon wKRSV-TV 46 

4S 

13 

42 
11 

14 

37 

37 

KOLNT' 62 

NBC 
Market St nion Share 

(ontgomery 
Erie 
Fargo 
Columbia, :LC. 
Charleston -Huntington 
Oklahoma City 
Grand Rapids. 

Kalamazoo 
\ lhany-Schcncctady. 

Troy 
Portland, Ore. 
Fresno -Visalia 
I(arrishurg-York. 

laneaster-Lebanon 
\tlanta 
Siotix City 
El Paso 

Las Vegas 

Knoxville 
citatianonga 
Reno 

Tampa 
Wichita Pali. -Lawton 

Top 20 Affiliates by Network-Late Night-By Tv Homes Share 

star,nn Share 

K, 51 -TV 49 

55 RR( -TV 47 

55.TRTTV 43 

55TW 11 

ttR1c is 10 

K5T-TV 39 

KosT n 
55111 1% 36 

K mt is 33 

mow Tt 35 

k 7 I T5 35 

55KnR T5 

K, r5 T5 

Ir TS 

ve I 15 

K.IR, 1. 

K5T5 

kill 

i. I I% 

15I55 15 

It 1.7 

38 

31 

31 

33 

32 

31 

31 

1) 

28 

28 

CBS 

1lancet station Share 

Binghamton 
Wausau -Rhinelander 

incoin-Ilastings- 
Kearnes. 

Ilartford-Neu Ilaven 
Jackson. illy 
Charlotte 
RoanokeLanchburg 
Cedar Rapid -Waterloo 
Pittsburgh 
Green. ilk -New Bern - 

Washington 
lrnarilln 
taiampaign-Ile, atur- 

Springficld 
11de:aYIidland 
\tinneapnit-'t. Paul 
Gr.-toe-hoe 0-1\ inlon 

ilenl-Ill,h Point 
\lnhilrI'enaenia 
Nape l:lrardcau 

I'aducali.IIarri'burg 
Madison 
1 oungstawn 
Bangor 
Colorado' pnn_s-Pueblo 
I noes% ilk 
Knnxs ille 
`south Bend -Elkhart 

WNRFTV 83 
Ws.tl-Tv 80 

K,ILN-TV 76 
SVTIC1V 67 
WJ\r 63 
WRTt 52 
55DRJTt 60 
n 51T -TV 58 

KnK 5-15 56 

55 \( TT5 
KIDI-T' 52 

w( It 
KO:. 5 TV 
WfCn-T5 

51 

51 

5It 

50 

551,15 -TV 50 
55K RC-T5 5i) 

KFV.TV 

55 Kn.-T' 
55 SRI -TV 

KKTV 
55 If SSIV 
55T5K 

W.nT-TV 

1'+ 

19 

1u 

48 
48 

I8 

48 
.18 

NBC 

Market 

Montgomery 

Columbia, S.C. 

Erie 

I larrisbui g-York- 
LancaslerLebanon 

Joplin -Pittsburg 
Charleston -Huntington 
Bakersfield 

\lbany-Sehenectady- 

Troy 
Oklahoma City 
Fargo 

Fresno -Visalia 

Peoria 

Fl faso 

\t iehita Falls -La.. ton 

\tlant.t 

San Diego 

Boston 

Grand Rapids 
Ka lantaroo 

Tampa 

'- raro -e 

WSFA -TV 

WICC-TV 
RD A Y -T V 

WIS-TV 

WSAZ-TV 

WKY-TV 

73 
70 
69 
69 
59 
59 

SVOOD-tv 58 

MSCB 

KG W -TV 

KMJ-TV 

57 

56 

56 

SVG.tL-Tv 56 

WSB-Tv 54 

KTIV 53 

KTSMTV 53 

KORK-TV 52 
WATE-TV 52 

WRCB-T\ 51 

KCRL 51 

WFLA-TV 51 

KFDX-TV 51 

Station Share 

WSFA-TV 82 

WIS-TV 80 

WICtJ-TV 73 

WCAL-TV 72 

KOAM-TV 

WSAZ-T' 

KEROT' 
WRGB 

WK Y -TV 

WDA YTV 

KMJ-TV 

WEEKTV 

KTSM-TV 

K FD X -TV 

WSB-TV 

KOGO-TV 

WBZTV 

WOOD -TV 

WFLATV 

WSYR-TV 

61 

63 

62 

59 

57 

56 

54 

54 

53 

53 

52 

52 

51 

51 

51 

51 

lair, f ' J,, : J Itk,t) 
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(Continued /rom page 58) 

VHF station dominating two UHF out- 
lets. 

While independents have been en- 
joying a long-term, gradual increase 
in market shares, a comparison of 
the 15 leading independent stations 
in metro shares for November. 1967, 
vs. November, 1968, shows no marked 
change in the range of share levels. 
Here are the metro figures: 

Total day 
Primet i me 
Earl\ eve. 
Late night 

'67 '68 
19- 9 20- 9 
17- 7 16- 7 
34-13 36-17 
19-6 15-6 

1s can be .seen, in the total day 
and primetime periods, where the 
effects of network competition are 
mostly strongly felt, the situation is 
practically unchanged. The indies 
appear to have improved a little in 

the early evening and declined a little 
in the late evening. 

Good in early evening 
However, the early evening seg- 

ment, as defined in the TELEVISION 

AGE studies, is two and a half hours, 

while the late evening period is only 

a half-hour. So, while the indies 
don't seem to have made much prog- 
ress overall, the early evening im- 

provement appears significant. 

Leadership changes 

A couple of notable changes ín the 

top indies have taken place in the 

12 -month period, both in fringe time. 

The number one station in early 
evening metro shares is KWGN-TV 

I)emer, a WGN Continental Broad- 
casting outlet on channel 2. Boast- 

ing a 36 share for Fall, 1968, it had 
a 25 the previous Fall, when it was 

tied for seventh place. 
In the late evening sweepstakes, the 

metro leader is KIIIIV-TV Las Vegas on 

channel 5, recently sold to Levin - 

Townsend Enterprises. In the fall of 

'67 KIIBV-TV had a 5 share and was 

tied for 16th place. Last Fall, it 

bounded up to a 15 share. 
Clearly, the independent can show 

muscle with proper management and 
programming. Their performances 
in the future will undoubtedly be 

among the most significant develop- 

ments in television. 

Reynolds (From page 38) 

able stimuli cause the pupil to dílat 

and unpleasant stimuli cause it t 

contract. 
What Confer wanted to find or 

from the deg ice was which comme 

cials held the viewer's interest, on( 

the concepts were established. TI 

eve camera filtered out about half l 

the 25 commercials, leaving 13 bas: 

approaches for the various can 

paigns. 
After conferring with its cost. 

mers, the client then produced 
variations to enable each one to e 

joy an exclusive message in its r 

spective markets. For example, i! 

Pepsi -Cola commercial in New Yot 

City differed from a Piel's ad. 

Most of the markets in the car 

paign were big ones. Beside Ne 

York, they included Los Angeles, CI 

cago, Philadelphia, Detroit, Si 

Francisco, Houston, Dallas, Si 

Diego, Syracuse, Milwaukee, Pot 

land, Me.; Albany, N.Y.; Fresno, tl 

Twin Cities and, of course, Wilke 

Barre -Scranton. The messages, ge 

erall; aimed at a broad audienr 

Among markets with 3 or more VHF stations* 

KTB -Tv 
SHREVEPORT 

is No. 1 ABC Station in prime time metro share 

No. 1 ABC station in prime time share of total homes 

No. 3 (tied) ABC station, 9 AM -Midnight, metro share 

No. 3 ABC station, 9 AM -Midnight, share of total homes 

*November 1968 ARB, subject to survey limitations 
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rere placed primarily in prime and 
ringe times. The campaign ran 13 

reeks in the bigger markets, eight 
reeks in the others. 
Most of the customers in the cam- 

aign ran their own tv ads and mer- 
handising in cooperation with the 
'.eynolds buys and were reported to 
ave benefitted most where this kind 
f mix was used. Reynolds, naturally, 
ncouraged this kind of participation. 

The metals compann wrapped up 
s effort with post -campaign aware- 
ess studies. These measured the ex- 
mt to mhich the sales points concern- 
ig the freshness and flavor qualities 
f all -aluminum cans were remem- 
ered. It was found that awareness 
rmped from 19 to 60 per cent over 
re benchmark studies. 
Confer feels his faith in short tv 

lessages was justified. "You can do 
fantastic job with a 10 -second mes- 
rge." Ile points out. however, that 
to commercial must be made speci- 
tally for the II) length and not he a 
it -down version of a longer ad. 
Reynolds used outdoor in its all- 
uminum can promotion in '67, then 
:cided to try tv. The 1969 campaign 
is not been firmed but Confer says 
s is "looking favorably" on tv. 

Cigarettes (Prom gage 33) 

counts and they certainly would not 
be let go. The agencies able to do so 
would undoubtedly carry some of 
their more valuable people in the ac- 
count and media areas. (Cigarette 
accounts are more heavily -staffed on 
the creative side than the "typical" 
agency account.) 

No people crisis 

'Hie president of one agency 
handling a cigarette account said 
that "Madison \ venue will not be 
thronged with people looking for 
work" in case of a ban on cigarette 
advertising. 

In the event the han is confined 
to broadcast only, agencies would be 
faced with some radical restructuring 
in media strategy. One media director 
at a cigarette agency felt that ciga- 
rette promotion expenditures overall 
might rise initially. 

"To get the same number of im- 
pressions in print media as we get 
on tv we would have to spend more 
money. \Ve would naturally watch 
sales as we make a transition from 
one group of media to another and. 
of course, this would affect the total 

amount of money we spend. So it's 
difficult to say how much tv money 
would go to print. -`One reason I 

feel that cigarette promotion costs 
s%ould rise is Because an increasing 
amount would go to merchandising 
expenditures. There would he greater 
retail emphasis-more in-store pro- 
motion, more money spent to buy 
space in supermarkets. There will 
also he more couponing and, possibly, 
price promotions." 

Another media director at a ciga- 
rette agency said, "\iy guess would 
he that half of the tv and radio money 
would go to other media and half to 
sampling and sales promotion. 

"That's only a rough prediction, 
of course; it depends on how sales 
react to various media strategies. in- 
itially. some of the tv money inight 
go hack to profits." 

Papers up, mugs down 

While cigarettes now spend much 
more on magazines than newspapers, 
this media executive feels the strategy 
would reverse without broadcast ad- 
vertising. 

"Cigarettes are a frequently pur- 
chased product and we need fre- 
quency of advertising. Without tele - . 

I 

"... from the South's MASTER MARKET 
the professionals at WJBF 

win the highly coveted November '68 

ARR 

DOMINANCE" 

4 

Mr%a .. 
. , 

. 

y 
1171..!" 
:' ' v, . 

.41.11 , . 
THE PROFESSIONALS 

Augusta, Georgia 

Noon to 5:00 pm Mon. -Fri. 

WJBF 
Station B 

5 to 7:30 pm Mon. -Fri. 

WJBF 
Station B 

6 to 6:30 pm News Mon. -Fri. 

WJBF 
Station B 

7:30-11:00 pm Sat. -Sun. 

WJBF 
Station B 

'Subject to limitations of survey 

Homes* 

23,300 
10,800 

40,600 
20,600 

46,600 
20,100 

41,600 
34,100 

Represented by H -R TV 
derision Age, February 24, 1969 
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vision, we would need more news- 

paper rather than magazine adver- 

ring. 
He said cigarette sales appear to 

be doing well in England, where 

cigarette advertising on tv has been 

forbidden since 1965. "That means," 

he quipped "that other media may be 

more effective than tv, or else maybe 

advertising isn't that important." 
Because couponing has been very 

successful in England, agency media 

executives generally agreed that it 

certainly would be tried in a big way 

in the U.S. 
One agency cigarette marketing 

man speculated that the $225 -odd 

million now spent in tv and radio 
would "clutter up" print media if 

they were all placed there. "It's pos- 

sible media budgets would go down 

because the agencies couldn't find 

enough media opportunities to spend 

all that Iv and radio money." 
He added, "Speaking selfishly, I 

would welcome fewer commercials on 

the networks, which would have a 

problem filling the cigarette spots." 
There is also the question of how 

the FCC proposal might affect the 

tobacco companies as business en- 

tities. Wall Street has played it cool, 

according to most analysts. 'There's 
been no active buying, but no (lump- 

ing, either. Presumably. the threat 

of an advertising ban has been 

bruited about long enough so that 

its effect has been tentatively worked 
into the price of tobacco stocks. 

An analysis of tobacco stocks in 

December by Smith & Barney rang 
a positive note; and the FCC proposal 
did nothing to change the brokerage 
house's opinions. 

'i he analysis made three points. 
First, either in anticipation of an ad- 

vertising ban or at the time it hap- 

pened, investors would assume one 

.f. ` +c. 
Model of "Place de Radio -Canada," 
new headquarters o/ Canadian Broad- 
casting Corp. in Montreal, which will 
consolidate CBS facilities. 
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effect would be higher profits. Since 

these stocks already have a low 

price/earnings ratio (generally be- 

tween 11 and 13), this would make 

them even more desirable. 
Second, investors would also as- 

sume that the tobacco firms would 

accelerate their diversification efforts. 

The release of broadcast ad money 

would suggest to them that some of 

these "freed" expenditures could be 

used for acquisitions or growth in 

other areas. 
Finally. if the tobacco companies 

ploughed some of the ad money back 

into profits, this, together with the 

price level of tobacco stocks, would 

make these firms attractive take-oNer 

candidates. An indication this is al- 

ready true is Loew's purchase of 

Lorillard. in the acquisition area. 
there's R. J. Reynolds' negotiations 
to take over McLean Industries, 
whose annual revenues are in-- the 

neighborhood of $200 million. 

Little effect on Iv stocks 

As for broadcast stocks, they've 
been off a bit recently, but there's 
been no panic. One analyst said the 

threat of a ban on cigarette adver- 

tising has been "discounted" in the 

broad( ast stock price level. Another 
said that while broadcast stocks have 

been off. it is not clear that the ciga- 

rette ad issue is a factor. 
Manny Gerard of Roth, Gerard & 

Co., investment counsellors, re- 

marked. 'We told our clients six 

months ago that cigarette advertis- 
ing would be off television, and to 

take that possibility into account." 
All the foregoing is academic. of 

course, if the FCC proposal is side- 

tracked. The chances of its being 

adopted-or. to put it more precisely 
-of Congress allowing it to be 

adopted, are small. However, the FCC 

has opened a Pandora's box. and it 

can be assumed that the banning of 

cigarette advertising on tv and radio 
will come sooner rather than later 
because of it. 

Some admen and broadcasters feel 

the implications of the FCC proposal 
go well l evond cigarettes. despite the 

FCC's disclaimer that it is intended 
to set no precedent. 

In short, they are worried about 
further controls over product adver- 
tising. Since almost everyone expects 
cigarettes and tv to be divorced 
eventually, these implications may be 
the most significant aspect of the 

FCC's action. 

Women( (Front page 37) 

oration. From there she went t ,'i 

\BC to work on Kraft. commercialf ' 

Compton Advertising then hired he l 

to frost Duncan Hines cakes for pit - 

tures. and she was made an associat . a 

producer. Four years later she joineidc 

Leo Burnett, where she's been fc, ' 

eight years. 
Some of the others didn't have 

so hard. Miss Thompson starter 3 

writing and directing for radii i 

while in college, and Miss Harriso 
started as a director and product 1 

for a television show in the daTul 

when programs were put togeth(r,{1 

by agencies. When she tired of tha' 

she decided she wanted to go in1( 

advertising. t 

Television was easier to break i+, 

to in the early clays, according !II 

Catherine Aimes of J. Walter Thom I 

son. "There were no experts then -11 

she said. "We didn't have story 

boards or TelePrompTers. It wl 

more like the theater-you rehearse 

even thing. People had to memoril 

lines and positions. It was a wondt 

ful school to grow up in." 
She concedes that tape has its á 

vantages. "You don't live as da 

_erously today. If someone madel 

mistake then, everyone could see it , 

\lrs. Aimes admits she misses t, 
challenge of live tv. 

John F. Murray is the house agtt 

cv for Anacin. Jeanne Harris( 

who's beer there for a little overt; 

vear, is in charge of production i' i 

all radio-teevision advertising. S, 

spends a lot of her time on the y 
and does most of her shooting 
New York. They go to other pla4 

sometimes. but only for weather 

locale. not for financial reasons. 

Aliss Harrison is deeply invoW, 

in creative work. There are no 

directors at the agency, and ' t 

works directly with the copywritf 
She prefers this arrangement 1 

cause she feels there are a lot 

things that can happen while creat - 

in the studio that can't happen a 
storvioard. 

Eeery step of the way 

At J. Walter Thompson, h3 

Aimes is involved in every step'1 

putting a commercial together. ;e 

works with the writer and art 

rector, and has final say on casti55' 

She chooses the composer, set 

signer and studio. A really good Il' 

Television Age, February 21, 11 
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THE VIEW FROM THE HILL 
ne upcoming session of Congress will he one of 
ie most important in the history of the broadcast asiness. The TLLEVISION A(;E FCC ISS!iE to published March 24 analyzes the deli.'ate rela- anship between the FCC and the Congress in eh volatile areas as cigarette advertising, CATV, ultiple ownership and other important issues. bese articles will be read and reread throughout ficial Washington. Interviews are scheduled with 

, 

key Senators and Representatives involved in 
communication legislation. 
The issue will be distributed at the NAB Conven- 
tion in Washington. Individual copies will be de- 
livered to every member of both Ilouses of Con- 
gress, to the stab's of the Congressional Commit- 
tees, as well as to the FCC-in depth. 

Circulation f/uarwritee: 20,000 copies. 
Wevisio,, Age, February 24, /969 

67 



ducer, she said, has a great deal of 
influence on the overall look of the 
production. 

She spends about 61) per cent of 
her time on the set, and does most 
of her shooting in New York. Some- 
times she makes a commercial in 

California because she wants a spe- 

cific director who can't come East 
at the time, and sometimes weather 
problems make California or Flor- 
ida a better choice. 

From dolls to drugs 

Ideal dolls, Old Gold and Block 
Drugs are some of the accounts Mrs. 
Land supers ises. Dream Whip, a 

new account,' is one that she does 
personally. She coordinates all as- 

pects of the production and works 
e osely with the writer and art di- 

rector to make sure the message 
comes across. 

Mrs. Land spends little of her time 

shooting now. She'd like to do more, 
and probably will in the future. At 

present, she supervises four other 

Chaos predicted 

Chaos within the tv industry 
and forfeitures running into the 

billions will result if the FCC 

decision, which denied a license 

renewal to the Boston llerald- 
Traveler Corp., owner of 

WHDH-TV Boston, is not up- 

set. This is what stockholders of 
the corporation were told re- 

cently by Harold E. Clancy, 
president and publisher. 

He said in a letter: "The 
Commission decision marks the 

first time in history that a lic- 

ense has been declared forfeit 
with no finding in fault; the 
first time in history that a re- 

newal applicant has been denied 
by holding its operational re- 

cord to be irrelevant: the first 

time in history a renewal appli- 
cant has been judged solely on 

the artificial criteria heretofore 
applied to new applicants who 

had no operating record; the 
first time in history where the 
ownership of other communica- 
tions media has been treated 
virtually as grounds for dis- 

qualification." 

tv producers at the agency. 
Coordination, of course, is a key 

function of producers. Miki Blake - 
more said she works with the com- 
mercial from the concept through the 
first air date. She produces for all 
Duncan Hines cake mix commercials 
and spends about 20 per cent of 
her time on the set shooting and 
editing. 

Dorothy LaClair spends only about 
two days a month on the set for each 
commercial. Both stay in New York 
for most commercials, but sometimes 
go elsewhere, also for locales or 
weather. 

Miss Nelson said it's either very 
busy or very slow. For one account, 
she was in the studio every day from 
October 8 to November 1 last year. 
She isn't specifically assigned to any 
accounts, but has worked on Camay, 
Secret and Lavoris. She also worked 
on Spaghetti -O's. which she said is a 

sales success story and one of her 
accomplishments she is happiest to 
talk about. 

Penny Ilewitt works on the Ameri- 
can Airlines account at Doyle Dalle 
Bernbacl. She spends a lot of time 
"hanging around airports." and not 
as much time on the set as she'd like. 

Though color film commercials 
usually take from four to eight weeks 
to make, from pre -production 
through editing, \liss Hewitt once 
made one in three days. "I don't rec- 

ommend it," she said. 

Variety is the spire 

Dixie Thompson, who has worked 
on almost every account at Cunning- 
ham .\ Walsh, said she likes the var- 
iety. She spends more than a third 
of her time on the set, and would 
like to spend more. 

She said, though. that she like: 
every aspect of production-meet- 
ings, client presentations, pre -pro- 
duction, etc. Currently, she is work- 
ing on ZBT baby powder, Easy -011 

oven cleaner and window spray, 
and Sunshine Snacks, among others. 

At some agencies, the producer's 
role has been somewhat downgraded 
in the last few years. O&ill's Miss 
LaClair said art directors and copy- 
writers are taking a lot of the crea- 
tive duties away from the producer. 
but maintained thev don't have the 
technical knowledge necessary. 

"The art directors are doing more 
and more actual production, leasing 

the producers with paperwork," s: 

said. 
1)1)B is still a producer's agenc 

according to Miss Hewitt, and Mi 

Thompson said the same about Cu 

ningham & Walsh. She works clos 

ly with the writer and art directo 
which brings her into discussiot 
during the formative stages of ti 

commercial. She added, though, th 

she knows of producers in other age 

cies who haven't been so lucky. 
At Compton, Mrs. Blakemore sal 

the producer has increased in statue 

although she knows this is unusu 
"The problem in the past was th 

producers didn't really know wh 

they were doing," sire said. "No 

we work together as a creati' 
group." 

Depends on where 

Miss Nelson points out that th 

producer's importance depends 
the agency. '`At some agencies the 

don't consider production part 't 

the creative group. It should be, b 

at one agency, producers are ju 

messengers. A lot of people feel tl 

profession is being maligned by a s 

directors It really depends on wire I, 

you are and how good you are." 
Each producer adds somewhat 

a personal touch to a conunercir t 

To do this, they need a person 
philosophy, and their own ide 

about what is and isn't important. 
"The very first thing in a col 

nercial is judgement and taste," a 

cording to JWT's Mrs. Aimes. 

she doesn't underrate the importan 

of ideas. "It's hard to make a b. 

commercial if you've got a good ide 

and it's just as hard to make a gol 

commercial with a bad idea." 
Producers should concentrate 

doing best what they know best, a 

cording to Mrs. Land. 
"I don't want to be a director 

set designer." she said. "I i 

others contribute their fullest. I it 

give them the idea. The thing to r 

is to get tire best people possibi 

know what's good. and set a dire 

tion. You have to know how to wo 

with people." 
She stresses the importance of e 

perimentation in making commr 

cials. and finds too many agenci 

don't know the true meaning of r 

perimenting. "One of the great 
fears people have is to fail once in 

while." 
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The biggest bargain in media selling 
costs $45,000 per thousand contacts! 

It has been reliably estimated that the real cost per face-to-face media 
sales call averages $45. That's figuring all the costs of keeping a man in 
the field and is based on the fact that only 41% of his time is spent in 
actual selling (some media say only 25%). 

But it's still a bargain because without that sales expense you wouldn't 
sell much advertising! 

The second biggest bargain in media sales 
communication costs $40 per thousand! 

There's another effective media sales tool called "selling -in -print." 

It averages about $40 per 1,000 contacts. 

Used right it can help make the salesman's contacts far more productive. 
They will have more time to make more calls on worthwhile prospects, 
more time to make more proposals, close more contracts, upgrade and 
renew more running accounts. 

New booklet illustrates this sound principle 
of cost efficiency in media selling 

For years media have used this basic approach in helping manufacturers 
of nationally distributed products understand how advertising helps build 
sales and at the same time reduce sales cost as a percent of sales volume. 

Now we have translated these time -tested procedures into media selling 
terms; documented by actual media selling 
experience. 

. MOw f° rop 
Of 

0 4h 
y, 

`,0)I9 ay'ntai°9 

Copies are 
p free to media 

owners, their sales and pro- 
motion people, and their agencies. 

In SRDS YOU ARE THERE 
selling by helping people buy 
STANDARD RATE & DATA SERVICE, Inc. 5201 Old Orchard Road 
Skokie, Illinois 60076 

- ' 
. 

ti+M"'w 

STANDARD RATE & DATA SERVICE, Inc., 5201 Old Orchard Road 
Skokie, Illinois 60076-Phone: 312 YO 6-8500 

Please send me my free copy of "How to reduce the unit cost of 
selling advertising." 

NAME 

TITLE 

COMPANY 

ADDRESS 
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Mrs. Land says she's not afraid 

to take a chance with a commercial. 

She pointed out that in many other 

areas things are done over until 

they're right, but that if a commercial 

isn't right the first time. people think 

there's something wrong. 

Miss Harrison is another person 

willing to take a risk with her com- 

mercials. not' live dangerously," 

she said. -'1 ou have to in production 

because it's too expensive to turn 

back. 
"You have to have courage, but it 

can't be just a whim. There has to be 

something behind it. 

"Reality is the important thing in 

a commercial. It has to fit in the 

little world of the person you're try- 

ing to reach." 
Miss Harrison feels it's important 

for a person in a position like hers 

to hale a normal private life. "If 
you're too confined," she said, "it 
warps you." She tries to involve her- 

self on the outside with as many 

people as she can, to keep herself in 

contact with the people she is trying 

to reach. 

Cost Control 

To Miss Thompson, one of the 

most important aspects of a produc- 

er's job is to keep things under con- 

trol. She said it can he very costly to 

start creating on the set, since produc- 

tion prices are so high. 
As for Mrs. Blakemore: "I operate 

strictly on instinct. What I do really 

depends on the product and type of 

commercial." 
Said Helen Nelson, "I get very in- 

volved in a commercial. That's good 

and bad-you can lose your objec- 

tivity. You have to keep remember- 

ing that each commercial is impor- 

tant no matter what it is, and that the 

basic reason for a commercial is to 

sell a product." 
Whenever she's disagreed with her 

col eagues or the client about, some- 

thing she wanted to do, she's been 

given a chance to explain her side, 

and she's won enough times so that 

she doesn't hate her job. 
"As people become more confi- 

dent in you," she said, "they let you 

do more; they trust your judge- 

ment." She said she's made some 

mistakes, but she's reached a point 
now where she feels secure in her 

opinions. 
That, surely, is a sign that you've 

arrived. 

B&R (Frain page 35) 

sored the Wizard of Oz, an Oz hand 

puppet offer turned out to he very 

successful. 
Finally, a program must project 

an attractive corporate image. 

Grant points out that the flexibil- 

ity of the networks makes it possible 

to solve just about any client -pro- 

gramming problems. Ile adds, how- 

ever, that you pay a premium price 

when dealing with the nets. 

As for spot, it's far from a 

trouble -free medium, Kanner says. 

The independent 30, and the 50 

per cent rate for the 30, media buy- 

ing services and what rating num- 

bers to use all present problems to 

agency media departmen.s, the B&B 

media chief feels. 

As noted earlier, Kanner plans to 

announce shortly his plans for pos- 

sible changes in the structure of the 

media department. 
He believes that a buyer can oc- 

casionally get a better deal by work- 

ing with a station. Hence. a mar- 

ket specialist plan is one of about a 

half -dozen the agency has under con- 

sideration. 
"There has been no u ressu re from 

P&G or GF on us to use this type of 

buyer," Kanner remarked. This, de- 

spite the fact that GF was one of the 

first, if not the first, to test market 

specialist buying three or four years 

ago. 

Feet (t 11(J< miles 

NBC News came up with 

some interesting statistics on its 

1963 tv coverage. The network 

shot 4,80(1 miles of film which 
ran 11,41)0 hours-more than 

15 months of viewing. 
It sent total stall of 1,032 on 

trips covering nearly two mil- 
lion miles-1 is airplane, train, 
bus. boat, Land Rover and 

camel-to 74 countries at a 

cost of almost $500,000 for 
personnel alone. 

It shipped 140.000 pounds 

of equipment to Miami Beach 

for the Republican convention; 
then shipped it to Chicago for 
the Democratic convention, and 

finally back to New York. 
The network spent $1.6 mil- 

lion on raw film, paid a tele- 

phone bill of over $700.000, a 

telex and cable hill of $300,000. 

The B&B media execs are cool tit 

using outside media buying service r 

They believe that the services cant 

necessarily get a better deal for 

client than the agency could get it 

self. They do believe that for 

small agency with a weak media del 

partment the outside buying service 

may be of some value. 

Another concern of B&B is the irl 

creasing interest in the 30 as tb 

eventual basic unit of sale. 

Kanner doubts t he 30 will brin 

in any additional business and wart 

the short length may soon have ti 

same effect as a stock that splits. 

"\\ ben a stock splits, the price 

substantially reduced. It's not lot 

before the price starts creeping u 

Eventually, each share is werth 

much as the original one." 
While the 30 may make the static 

more efficient in terms of being ab 

to avoid the traffic problems whin 

normally result from running pigg 

backs. Kanner points out the a 

vert iser loses because he no long 

has control over who his partner 

What research to use and evalu. 

ing it is the task of Sid Gehlman, w. 

heads up the media analysis grot 

Speaking of ratings. he says, "Ct 

rep t l y we use A R B. We've been usi 

it for the past two years but the r i 

sons why we use them over Niels 

are outlined in a report which fills 

complete volume. A large part oft 

responsibility is evaluating reseal f 

and recommending to managenni 

which to buy." 
One area in which his departnv 

is concerned is that of "people dot' 

"A lot of people would use 0. 

type of information." he points c 

they had more faith in it. 1' 

many are not convinced that mfr 

homes are the best way to meal% 

¡eople. 

"Some clients ha; e been using J 

household data for years and dct 

want to change for change's say 

They want real proof that wt 

they're doing is wrong." 

The overall philosophy of the P1' 

ton & Bowles media departments 

quickly summarized by Simko. 

"111edia is a skilled profess:'' 

There is a lot more to it than listt'E 

numbers. We use what we like to ll 

`disciplined media judgement.' 
s 

based on the long-term knowledge 
tr 

buyers have of our philosophy, b 
their ability to combine that 

common sense." 
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came here full of hope and chal- 
lenge, and to have fun," says 

:rs. Eleanor Holtzman. "Here" 
Delehanty, Kurnit & Geller, a small 

;ency that's currently building a 
lid reputation as one of New 1 ork's 
ore creative shops. 
Mrs. Holtzman, who joined the 
;ency last November in the new post 
vice president, marketing services, 

is not been disappointed. The chal- 
nge is there-one of setting up and 
nning a full-fledged research de- 
triment in an agency that had 
ways had an affiliation with an out - 
le research company. 
Her hope of being able to weave 

.eativity into her department's prod- 
t-"to informalize it, give it a 
art and a pulse," in \lrs. Iloltz- 

:in's words is being realized 
'cry (lay. 
And fun? "It's the kind of fun von 
sl when you're functioning in a 
taxed atmosphere with idea people 
to want ideas from von." 
If Mrs. lloltzman found the atmos- 

',ere at Delehanty, Kurnit & Geller 
.bit heady at first, it was because 
re arrived there direct from Mc - 
inn -Erickson. 
She had reached Interpublic as a 

tnior project director in the motiva- 
trnal research department in 1956, 
.st as McCann-Erickson's central re- 
rarch department was being spun 

into Marplan, one of the Inter- 
Iblic services conceived by Marion 
rrper. 

ust as Mrs. lloltzman has brought 
I much of what she learned at Mar- 
lin to Delehanty, Kurnit & Geller, 

she brought to 1\iarplan much of 
'tat she liad learned in her first job 
i research-that of a research an - 
list at Compton Advertising. 
She went with Compton in 1953 

(d stayed three Years, during which 
me was lucky enough to be in on the 
(velopment of the now traditional 
-hour recall test for tv advertising 
')metimes referred to as Burke), 
td to have worked largely on Proc- 
t' & Gamble. 

\t Compton," she recalls, "I tirted at the bottom, interviewing 
`rt coding, and that was the best 
t ng that could have happened to 
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In the picture 
me. I got a good look at the bedrock 
of advertising research. 

She also learned that an unimagi- 
native but well thought out. almost 
ritualistic tray of approaching re- 
search problems could be effective. 
That was P&G's long suit, heat the 
message into the people, then test for 
recall-and it worked at that time. 

"\obodv has the American house- 
wife figured out like P&G," says Mrs. 
lloltzman. "Site yearns to be a 
heroine-all starched, beautiful, cool 
and in command-so I'&G makes her 
one. Every 1'&G commercial is a little 
morality play-triumph over dirt. 
Cornball, but it sells." 

Mrs. Holtzman left Compton when 
site became, as the say ing once 

went, bees v with child. In fact, she re- 
tired-with somewhat vague thounhts 
of becoming one of those self -same 
slat -chid and efficient heroine -house- 
wives. 

"It didn't work." she admits. "\iv 
buddies front Compton used to come 
out to interview me on laundry prod- 
ucts. but every time I did a load of 
clothes everything ran." 

it took her six months in the house- 
wife business to decide to return to 
research. "I chose McCann-Erickson," 
she says, "because it was a going 
agency where a lot was happening 
and where research was important." 

She planned to stay there a year, 
then switch to a small agency. She 
staled 12 Years, working with Dr. 
Ilerta Ilertzog in what Mrs. Iloltzman 
terms 'a technically excellent re- 
search department, probably the lest 
in New York." 

At Marplan. she worked with Dr. 
Ilertzog on many of the accounts 
handled by the Interpublic agencies 
-Miles Laboratories. Buick. Coca- 
Cola among them. She was there in 
Marion Ilarper's regime, and wit- 
nessed his departure. 

"Ile set a tone throughout the 
whole company," she remarks. "Ile 
valued ideas and people who could 
generate them. Ile believed in the 
research function and backed it to 
the hilt. 

" \fter Interpublic, i knew I could 
work anywhere." 

One of Mrs. l foltzman's first proj- 

r 

Mrs. Eleanor Holtzman 
Hope, challenge--ard fun 

ects at Delehanty, Kurnit & Geller has 
been to develop a video tape concept 
test, a new method of testing that 
avoids the obvious pitfalls of print - 
testing concepts that will eventually 
lie used in tv commercials. 

Two concepts are taped. each em- 
ploying one visual (a picture of the 
product.), supers and voice-over. 
Tapes in hand, the research team 
moves into the field, rents an empty 
store in the vicinity of a supermarket, 
recruits housewife/subjects in the 
market, screens them, shows each 
housewife one of the tapes, then tests 
her on it. 

Mrs. Holtzman harbors a definite 
creative streak and a high de- 

gree of respect for creatively oriented 
people. Knowing that, it does not 
seem incongruous to hear her say, 
"Research should not be rigidly fol- 
lowed. I'rn not a great believer in 
advertising testing per se, because 
I'm never exactly sure what it's pre- 
dictive of." 

She's aware that too many research 
and testing criteria can stifle cre- 
ativity. "That sort of atmosphere goes 
against the grain of creative people," 
she says. "It's apt to start them play- 
ing the numbers game, and no cre- 
ative person ever won at that game 
and staved creative." 

Does a small shop like I)K&G suit 
this veteran of the big agency scene? 

"Relieve it." Eleanor Holtzman 
says emphatically. "It's great to spend 
the day working instead of writing 

memos." 
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Spotlighted on a recent National 
Geographic special, Reptiles and Am- 

phibians, was a weirdo turtle called 

the matamata, described as resembl- 

ing "an advancing army tank and a 

vacuum cleaner." 
Where were you matarnatas when. 

we really needed you back in WW 1( 

policing lire area? 

Las Vegas, says comic John Bar- 

bour. is the only city in the U.S. 

where the hotels have no Bibles. The 

guests have sold them all. 

Sometimes the pens of the publicity 
slas es in the tv biz are as mighty as 

hatpins. Witness this dazzler plucked 

from a backgrounder on Andy 

Griffith. 
"1 like to go back to the Caro- 

linas." says the star of Looking rack, 
hour-long color sgecial to be broad- 

cast February 20 on the CBS Televi- 

sion Network. "I like to get in my 

boat and fish and sun and picnic and 
mow the lawn and go to town and 
things like that." 

That's good old down-to-earth 

Andy for you. Most men would feel 

self-conscious mowing the lawn in a 

boat. 

On a recent Mery Griffin Show, 

fashion designer Mr. Blackwell made 
Liz Taylor a lifetime member of his 

Worst Dressed Women list. Said 
Blackwell, "Miss Taylor once wore a 

dress that made her look like two 

small boys fighting under a mink 

blanket." 
That's bad? 

There«II always be a press agent- 
and he'll probably he the one who 

ground out a recent release on the 
return of Farley Granger to television 
(da da da dum to dum) as a heavy 
on Hawaii Five -O. 

Granger likes his part in the show. 
"I - hope it demonstrates," he says, 
"that there's a new, nasty me waiting 
to break out." 

Just what the world needs-a nasty 
Farley Granger. 

THE LIGHTER SIDE in 
caitieráá 

CBS -TV press information tells us, 

ready or not. that Robert Conrad, 
star of The Wild, Wild West, man- 

ages an up and coming fighter, one 
Irish Frankie Crawford. 

"I believe I have the next feather. 

weight champion of the world in 

Crawford," Conrad says. "Ile's faster 

and hits harder than most feather- 

weights." 
Who doesn't? 

Out of the PR department of NYGN 

conies a publicity, release all about 

the Chicago station's helicopter - 

mounted traffic spotter, Iry Hayden 
of the Chicago police-and out of the 

release comes: 
"There is a note of sincerity in 

Irv's voice when he says, 'When I'm 
in the air, it's my traffic.'" 

And there's a note of equal, sincer- 

ity in the average Chicago motorist's 

voice when he snarls. "I Trish to bell 
it were." 

.. * * 

The CBS special, Art Linkletter 
Operation Armed Forces, featured, 
among other delights, "an interview 
with a military wife whose pregnant 
condition had hindered but not pre- 
vented her from winning black -belt 

ranking in karate." 
No fair. It was two against one. 

This month. The Michigan Sports- 

man will report on the attempt by a 

group of men to hike 675 miles 

through sub -arctic Canada in the 

middle of Winter. A similar attempt 
was made last Winter. but the hikers 
turned back after covering 200 yards. 

Too bad. They only missed by 674 

miles, 4,680 feet. 
41 

The \utomatic Car Wash Associa- 

tion of Michigan pre,ented Sonny 

Eliot, weathercaster for wwJ-Tv De- 

troit, with a plaque describing Sonny 
as "more than a fair weather friend 

of automatic car wash operators of 

the State of Michigan." 
Wise guys. One more more like 

that and Sonny will get the voice- 

over on Sermonette to pray for sun- 

shine. 

it had to happen-or did it? Ti 

month's version of NBC's new tww 

hour First Tuesday turned out 

contain a documentary on "T 

American Bathroom Revolution 

1 he show was a veritable hymn 

porcelain, chrome, glass and runni 

water. and embraced singing, dal 

ing. footage shot during a gala p: 

miere of exotic new bathroom equ 

ment in Las Vegas, and plenty 

pretty girls. 
And to drink. it all started to 

Chick Sale. 

Sometimes slips pass in the type 

publicity releases, followed. usua a 

in the next mail. by a second reler 

frantically correcting the first. 

The last correction to grace 

desk dealt with an all but inward( 

able no -no that hail appeared in 

announcement regarding an int' 

view by ifarri Reasoner with 7'1 

.Very York Times' food editor on CV 

60 Minutes. 
"The meal." went the correcti, 

"included with the main dish a 1: 

tle of wine which our typographil 

gremlins described as Louis 

George. It was. of course. Nuits : 

George." 
Of course. 

* 

Most - Fascinating Filler - 

Reach -Us -In -Months Departm( 

"I'm not usually superstitious," s5 

Lucille Ball, star of Here's Lucy, "t 
I once had an accident soon al 

whistling in v dressing room-E1 

don't whistle in my dressing roa 

any more." 
45 

"Everything went wrong for e 

this month," says Ronnie Schellrf 

Comer Pyle-USiI(C. "Even my t° 

sister forgot my birthday." 
* * 

here comes another correction: 

"The Gaslight Gang, not The 1'' 

light Kids, is the correct identih" 

lion for the musical group appe8rf 

on Looking Rack, the Andy Grih 

special. 
There's a difference? 
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may le a iuc 

and well IH 

ew exico 

Or at least it might seem that way to 
some tv stations. 

In November, Ií013-'I'V News made 
a clean sweep in the Albuquerque 
Press Club's annual tv news competi- 
tion, al king otT with all three Al'E 
Awards. The Club literally went ape 
over us for the best newsfeature, best 
news documentary and the best spot 
news story. 

Our APF, sweep gives you an idea 
why NOB -TV draws t he largest news - 
viewing audience in New Mexico. The 
Feb. -March ARB Report credits us 
with a 50';¿ share of audience.* 

To get an even better idea, consider 
these facts. NOB -TV News is the only 

station in Albuquerque which consis- 
tently programs news in the same 
time slots-Mon. thru Fri. at 6 and 
10 p.m.-which makes it easier for 
people to make a habit of us. Also, 
NOB -TV has the largest news stair 
in the state. 

Rating figures over the past eight 
years show that our early and late 
evening news programs are the only 
ones in this market with current rat- 
ings higher than the eight -year 
average. * 

NOB -TV News delivers for ad er- 
tisers too. A gargantuan share of the 
audience in New Mexico. 

CHANNEL 4 TELEVISION 

Albuquerque, New Mexico 

Represented nationally by Edward Petry 8 Co. 

'"All audience measurement data are estimates only-subject to defects and limitations of source 
material and methods, and hence may not be 
accurate measures of the true audience." 



If you lived in San Francisco... 
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. . you'd be sold on KR ON -I1 

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


