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They are available soon. in your market. Call us. 
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INDEPENDENT TELEVISION CORPORATION 
555 Madison Ave NY NY 10022 PL 5 2100 
17 Gt Cumberland Place London W1 Ambassador 8040 
100 University Ave Toronto 1 Ontario EMpie 2 1166 
Mexico City Paris, Rome Buenos Aires Sydney and 
offices in principal cities in 91 countries around the world 
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c THIS IS 

TOM ri: : 

one -hour music -variety series 
starring 

Tom Jones 
premiere: February 7, 1969 

time: Friday, 7:30-8:30 PM, est 
Fall time: Thursday, 9:00-10:00 PM, est 

i 

KRAFT 

MUSIC HALL 

one -hour music -variety series 
starring 

Sandler and Young 
with 

Judy Carne, Norman Wisdom 
premiere: May 14, 1969 

time: Wednesday, 9:00-10:00 PM, est 

IL 



Q C L THE 

11.1111 DAVIDSON 

'SHOW - 

one -hour music -variety series 
starring 

John Davidson . 

with 
iille Mathieu, Rich Little,Aimi Macdonald 

premiere: May 30; 1969 

'time: Friday, 8:00-9:00 PM, est 

THE 

LIBERACE 

SNOW 
one -hour music -variety series 

starring 
Liberace 

premiere: July 8, 1969 
time: Tuesday 8:30-9:30 PM; ést 

KRAIT. 
MUSIC HALL -O' 

two one -hour specials 
starring 

Peter Cook and Dudley Moore 
dates: April 30 and May 7, 1969 

time: Wednesday, 9:00-1.0:00 PM, est 
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San Antonio 
Channel4 

full 
VYOAI « 

N 
affiliate 

WOM Radio s0,o00 watt 

char channel NBC affiliate 

"Represented Nationally b 

anon 
10 

or` -éfficiéint .buyi 

OVIVIVOtS 3 an, 
411.`NGs 

'0l*te 

Fu1 

.a 

01. 



ui:é^.k 
d 

ranciscó°.to- Wáshingtoní_-D. 

/Cincinnati 
WLWT Channel 5 

Full color NBC affiliate 

WL W Radio 50,000 watt 
clear channel NBC affiliate 
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INDIANAPOLIS 
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MAY 5, 1969 

Television Age 

97 HERE COME THE COST -CUTTERS 
Rising commercial budgets have triggered questions 
the bidding system and moves to bypass the studio 

about 

30 TAPE'S STATE-OF-THE-ART 
Portability of equipment and improved editing devices are the 

key developments 

32 BILLION DOLLAR GAMBLE 
Ten top agencies pick the winners, the losers and the soso 
shows for next season's primetime network premieres 

34 ANATOMY OF A COMMERCIAL 
IRTS workshop dissects and discusses Kodak commercial in 

what may be the most exhaustive study of its kind 

36 SWITCHED -ON MUSIC 
The electronic synthesizer is becoming increasingly comnwn 
at recording sessions, as composers and advertisers learn 

about its potential 

38 VIKING GOES WHERE CARPETS FEAR TO TREAD 
A small company put carpeting where it never went before, 
and is watching sales climb toward the $100 million mark 

DEPARTMENTS 

12 Publisher's Letter 
Report to the readers 

16 Letters to the Editor 
The customers always write 

21 Tele -scope 
What's behind the scenes 

23 Business Barometer 
Measuring the trends 

25 Newsfront 
The way it happened 

39 Viewpoints 
A no-holdsbarred column 

40 Film/Tape Report 
Round -up of news 

51 Spot Report 
Digest of national activity 

53 One Seller's Opinion 
The other side of the coin 

59 Wall St. Report 
The financial picture 

97 In the Picture 
A man in the news 

98 In Camera 
The lighter side 

Television Age is published every other Monday by the Television Editorial Cm 

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

rising and circulation offices: 1270 Avenue of the Americas, Rockefeller Center, Nt 

York, N. Y. 10020. PL 7.8400. Controlled circulation postage paid at New York, N. 
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. =-``- Bud veiser 
. --- 

caurus.oh ANHEUSER78USCH.'INC. 
_ . .........- . 

WS ~LES al; ., /EMyRIt. ILL: :. SL LOWS. MO. 
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So a couple of top media men keep him busy on 
the world's largest beer account. Budweiser's the 
beer. Dolan Walsh and Bob Kane of D'Arcy are 
the media men. AndTag Simler's the man they talk 
to when they want to brew up a really great spot 
TV campaign. Tag keeps on top of everything in 
his fast changing, highly specialized field. Rates. 
Trends. Creative buying techniques. In -market 
promotion support. And to back him up, he's got 
the full resources of the nation's number one 
broadcast representative firm. So call your Blair. 
man. He's on top of everything in your city. (If 
your city is St. Louis, call Tag.) 
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BOISE . . . MAKES NEWS: 
In the past five years the Boise market has had .. . 

20,per cent increase in Television homes. 

37 per cent increase in net weekly circulation. 

Retail sales up 33 per cent. 

Food sales up 35 ,per cent. 

KBOI-TV.:: MAKES 
NEWS IN BOISE 

The KBOI-TV news department is dedi- 
cated to the service of the Boise area. 
(KBOI-TV leads in late afternoon news 
5:30 to 6 pm with a 57- per cent share. 
Source: November'ARB).. 

TEL EX/ ISI.ON 

.K8OI-TV Boise, Idaho 

REPRESENTED BY 

KATZ TELEVISION 

10 
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taIe vision 

r goc.ess snake-Sonny Eliot 
th a'al boa! Sonny, Detroit's 
l wer erman all week, has fun 
it thloo" Saturdays at 1 PM. 

1. 

Denny McLain levels with 
Sportscaster Don Kremer r r 

at the Detroit Tigers' spring +f 

training camp in Florida. l" 

Beane Champ," at 1 AM, 
Africa's only regularly 

shed?d weeknight bowling 
how.'housands of viewers 
lay ng for valuable prizes. 

I 

kI 

"Vitalevision '69" is much more than just a name 
and a number. It symbolizes television at WWJ-TV 

69 
.. where vitality works, the Detroit Way! 

Imaginative local programs, NEWS 4 with 
Michigan's largest broadcast news team, 
standout local personalities, NBC's hit 

schedule-all are basic elements of "Vitalevision '69," 
which brilliantly reflects the very vitality of Detroit! 

George Pierrot, 
Detroit's nation- 
ally known world 
traveler, guides 
viewers on hour- 
long adventures 
each weekday at 

5 PM ... a half- 
hour each Satur- 
day and Sunday. 

L 

ACKERMAN 

' 

NEWS 4 Political Reporter Robert Lyle (left) 
questions Detroit Mayor Jerome P. Cavanagh. 

DWAYNE 
RILEY 

\ 
NEWS 4's vigorous, young news, weather and 

sports specialists present 15 hours of clear, 

concise information every week. Monday through 

Friday at 12:30, 6-7:30 and II PM; Saturdays 

at 6 and 11 PM; Sundays at 6:30 and 11 PM. 
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Vitalevision '69 
means action to 

the more than 
21/2 million 
young adults 
(18-49) in 
the WWJ-TV 
coverage 
a rea. 

TED 
RUSSELL 

:sae 1 

"Oopsy the Clown" provides 
wholesome fun each weekend 

morning. Kids love him- 
so do parents and educators. 

if. 

\ 
- ° . 

rim 

NEWS 4 Labor Reporter George 
Pruette gets a worker's reaction 
to a proposed union contract. 

r'' 

Detroit -area sportsmen check with 
Mort Neff (right) and "Michigan 
Outdoors" Saturdays at 7 PM before 
planning fishing and camping trips. 

WWJ-IV flEllifihl 
NB ,FFILIATE. OWNED AND OPERATED BY THE DETROIT NEWS. NATIONAL REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC. 



e Letter from the Publisher 
'r r 

the call 
letters of 
public service 
since 1925 

Maurice 
Corken, vice pres. & gen. manager 

"Serve is the key word in our motto. 
It challenges us to provide the best 
in entertainment, news and public 
service that our many years experi- 
ence can provide." 

Vor qv 

Ted 
Arnold, vice president, sales 

"First we must serve, then may we 
sell" has been our motto for years. 
We urge the staff to serve family, 
community and client to the best of 
his ability." 

MAW 

George 
Koplow, TV program director 
"We're judged by program quality. 
When Cork, Ted and I plan sched- 
ules, 90 years' experience in this 
market is working to insure public 
acceptance." 

_ . 
WHBF 
CBS for the No. 2 market in 
Illinois -Iowa (Rock Island, 
Davenport, Bettendorf, Moline) 

Newspaper ownership 
Twenty-nine years ago. in the fall of I9 -I0. President Franklin D. 

Roosevelt summoned FCC Chairman Janes Lawrence Fly to the 
White I louse. 'I here in the (h al !Zoom he told Fly he wanted news- 
papers out of the radio business. This directive has been corrobo- 
rated bs several persons; including llorris Ernst who was general 
counsel of the American Ci\ it I iberties union and an advisor to 
FI)R on communication mailers. and Paul Porter. who latter suc- 
ceeded FIN as FCC Chairman. t Roosevelt was hopping mad because 
the great majority of the nations newspapers had opposed his bid 
for a third term.) 

There were those who were close to the White House at the time 
who felt that Roosevelt had appointed the tough. acerbic Fly to the 
Chairmanship to accomplish this job (Fly had previously been head 
of the Tennessee Valley Authority.) 

Shortly thereafter. the FCC issued a proposed rule to divest news- 
papers of their radio properties and deny any further grants'or 
transfers to newspaper owners. 

The hearings were started in early 1941. A newspaper ownership 
committee was formed, spearheaded bs the late Harold !lough, who 
was then running \vt3.\1' and ably assisted b\ Abe Ilernran. who was 

and still is counsel to the ht. Worth Star Telegram, %%flick owned 
the station. 'I he battle was dawn. But Fly failed in his efforts. After 
protracted hearings. the proposed rule esaporated into limbo. 

llistor\ is repeating itself. This time there is no directive from the 
White House, but the onslaught against so-called concentration of 
media is being generated at the staff levels of both the FCC and the 

Department of Justice. 
Last month the FCC proposed a rule whereby in the future no 

owner of a broadcast facility-tv. ago or fin -would be permitted 
to purchase another broadcast facility in the same market. The 
Justice Department at the sane time has urged that this rule cover 
"newspaper -broadcasting cornbinations." There are several aspects 
to the posture taken b\ both the Commission and Justice. In the first 
place. there are several persons at the staff level in the Commission 
who have Keen waiting for nano sears to push through such a rule. 
The FCC bureaucracy is striking riots at a time when the\ feel they 
have active Department of Justice support. and they art using any 
flints\ excuse to set for hearing license renewal applications of news- 

paper -owned television stations. 
There are many broadcasters who do not like newspapers and 

many newspaper owners who hold no candle for the broadcasters. 
Rut, both the newspaper publishers and the broadcasters must fight 
this current threat to their existence and to their rights as citizens; 
as businessmen, and as owners of print and broadcast media. 

In this connection. we applaud the fighting speech made by Wil- 
liam P. Schmid,. Jr., president of the American \ersspaper Pub- 

lishers Association. before the ANPí\ convention held in New York 
last month. Schmick is publisher of the Haltimnre Sun, which coots 

\VJInR-T\. "h' erg licensee.- he said, "lives and dies economically 
wholly at the whim of the FCC and its stall. I -low long," he asks, 

'before Congress accepts its responsibilities and makes an amend- 
ment to the Communications \ct, expressly recognizing the justifiable 
expectation of renewal for a licensee who has served the public 
interest well. - 

Cordially, 

L 

I' 

f' 

( 
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hough it's a maze of urgent 
lems, the American city is -and 
remain -hoine for millions. . 

orne of its problems, like 
ition, transit or housing, can be 
d by money and planning. 
ut the'larger social and psychic 

crimes can't be blueprinted 
orludgeted away. 

tf his distinctly human area is 
pined in an unusual television . 

ram called Five Cities, -a 

F 

"The 1970's": Sculpture by William Bowie commissioned by the NBC Owned Television Stations.. 

joint venture by the NBC Owned . 

Television Stations in New York, 
Washington; Cleveland, Chicago 
and Los Angeles. . 

By focusing on a single street 
in each city, this special hour-long, 
colorcast reflects the entire range 

of human problems that affect the 

quality of urban living. And it 
indicates the potential for a new 

and better life style for the millions 
who call a city "home." 

But Five Cities is only 
one facet of television's most 
intensive -study of urban life. 
During the month of May; the 
NBC owned stations are pre- 
senting a total of more than 
120 programs' in - and about - 
their respective communities. 

.For us, too, there's* 
no place like home. 
And we do more than 
just live there. 

1AMUNITY SERVICE: ANOTHER REASON VIEWERS DEPEND ON THE'NBC OWNED TELEVISION STATIONS 

BC -TV, New York / WRC-TV, Washington, D.C./ WKYC-TV, Cleveland / WMAQ-TV, Chicago -I KNBC, Los Angeles 



unicat ions pt' 

months. 
pr. 1, '68 WXJX-T 
good year. 

U.S. Communications.. .Now Coast -to- I 4 St:, 

WPHL-TV 
Philadelphia 
Channel 17 is USC's Flagship 
Statioñ and the top local 
independent.' At three and a 
half years young, it has been 
lauded for its diversified 
entertainment fare which 
includes distinguished films and 
more live basketball coverage 
than any other television station 
in the country. 

KEMO-TV 
San Francisco 
In a single year, Channel 20 has 
captured the heart of 
San Francisco. Exciting 
programming and locally 
produced syndicated shows 
make KEMO-TV a prime 
example of what an imaginative 
independent can do. 

_ ,; a! _ I;_. 

.;.: Ái 

'-`' " 
. `' ° 241 
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WXIX-TV 
Cincinnati/Newport, k 

Channel 19 is Cincinnati's only 

independent. After just 5 months 
of operation WXIX-TV has 
become Cincinnati's Number 1 

station Monday throughFriday 
from 4 to 5 PM. By filling an 

important void, WXIX-TV has 
given Cincinnati viewers a new 

choice. In entertainment and 
community affairs. 

WPGH-TV 
Pittsburgh 
Channel 53 is the newest of 

USC's stations. Here, as in 

Cincinnati, a USC station is 

the market's only independent. 
ARB gave WPGH-TV a 13 rating 
and a 20% share on a live 
basketball game telecast just 
19 days after the station began 
operation. The future looks 
bright in Pittsburgh! 

'ARB January 1969 7:30-11 PM 
Sunday -Saturday; 5-7:30 PM Monday - 

.1 



CIMING 
GIST 1, 1969 

C)MING 
'1970 

WBMO-TV* 
Atlanta 
Coming soon! By July of this 
year a test pattern commences 
via Atlanta's most powerful TV 
signal. In August the real thing 
happens, and WBMO-TV will be 
the fourth new USC "put on" 
in just 17 months! 

KJDO -TV 
Houston/Rosenberg 
USC's Houston station will be 
our sixth independent. By 1970 
we'll be bringing people a 
wider variety of programming in 

6 major metropolitan markets 
coast to coast. An amazing feat! 

There's a lot to U.S. Communications that meets the eye. 
For one, three new television stations we put on during 
the last twelve months. With two more on the way. 

Plus the oldster of the group that's maintained its position 
of dominance in the nation's 4th market, Philadelphia. 
Fact is, USC is blazing new trails in the broadcast industry 
from coast -to -coast. U.S. Communications may be only 
a year young, but it seems some companies learn to run 

before they walk. 

U.S. COMMUNICATIONS Corporatiol 
Headquarters: 1500 Walnut Street, 
Philadelphia, Penna. 19102 

\AIATI T\/ nnnlind Inr 



.;r ..r 
Letters `f 
to the 
Édito'r 

J. B. and the television age 

J.B.'s recent column on The 
Smothers Brothers (Viewpoints, TEL- 
EVISION AGE, April 21, 1969, page 
33) makes it obvious that he sloes 
not like the show because the 
Smothers brothers do not flatter his 
politics. And to perceive the com- 
plex controversy surrounding the 
show in terms of 1949 Scarsdale 
cliches like "Comics really have lit- 
tle personal taste or background . . . 

little or no formal education ... and 
a history of working dreary night- 
clubs" -is sad indeed. 

J.B.'s own taste, background and 
formal education have not (lone him 
much good. He is not equipped to 
understand the television age. 

DONALD 1I. PM LA 

129 West 74th St. 
New York 

J.B. is depressed to learn that 
someone thinks he grew up in Scars- 
dale. Actually, his formative years 
were spent in Greenwich Village. 
Moreover, he tells us, he has directed 
better comics than the Smothers. 

Of toys and tv 
Your article, They're not toying 

with tv (TELEVISION AGE, April (, 
1969, page 30) was extreme!; well 
written and informative, and ob- 
viously well researched. I felt hon- 
ored to be mentioned in such a high- 
ly respected magazine as TELEVISION 
\GE. 

RIEL HELITZEII 
President 

Ilelitzer Advertising, Inc. 
New York 

Land of the golden boys 
Everyone at Dancer -Fitzgerald - 

Sample was delighted with your.arti- 
cle on the agency (!low 1) -F -S keeps 
its golden boys happy-and produc- 
tive, TELEVISION AGE, April 7, 1969. 
page 28) . It was well written, ac- 
curately reported, and we felt gave 
a very positive impression of D -F -S. 

In fact, 1 liked it so well personally 

that I didn't even mind my name br1, 

ing misspelled! 
FRED T. LEIGH' 

Executive Vice Presiden 

Dancer-Fitzgerald-Sampl 
l 

New Yorl 

The D -F -S article was very we' 

done and perfectly focused, I think 

It projects a clear and fair look a 

the creative picture here. 1 

JI 

DANA BLACKMA I 
Senior Vice Presiden 

Dan cer-Fitzgerald -Samp( 

New Yo r 1 

Nice dissecting, nice coverag : 

nice writing on a complicated subject I 

JOHN M. KEII 

Senior Vice Preside 
Dancer- Fi tzgerald-Samp 

New Yore. 

The synthesizers 
I think you did a fine job of syu 

thesizing our conversation on you 

In the Picture page (TELEVISION AGE 

April 7, 1969, page 73). 
RICHARD F. C.ASEI 

tI 

Senior Vice Presideni 
Renton R- Rowles, Inc 

New Yorl 

i 

SHHH! 
E'RE A MONOPOLY. 

WTTW 
RECORDING SERVICES 
5400 N. ST. LOUIS AVENUE 
CHICAGO, ILLINOIS 60625 
PHONE: 312/583-5029 

And "only" is a word we can use 
a lot at WTTW. 
Only. 

We're the only house in the Midwest that transfers color 
videotape to film, for example. 

Then, we're the only house in the entire country that offers 
direct positive transfers of color videotape to color film with= 
out a negative. It's fast, inexpensive and great for client 
meetings, reference copies, and staff screening. 

Only 3 working days and you've got your color transfer if 
you say "RUSH" 

Black -and -white? Only WTTW pays so much attention to 
tape -to -film transfer quality, and still delivers fast. 

By the way. Tape -to -film transfers is our only business at 
WTTW Recording Services. 

So, while we may be something of a monopoly, we work as 
if we could lose your business any minute. 

Call collect for our rate card. 

16 Television Age, May 5, 196°' 



..in the 12th U.S. Market 
ou'II soon find the largest and most modern airport in 
$e world. You'll also find a million television households, 
id WBAP-TV serving this market with over 20 years' 
(perience. Pioneers in News, Weather, Sports, Color and 
riginal Design, WBAP-TV looks forward to many more 
:t age decades of community building. 

WBAPTV 1111131 

DALLAS - FORT WORTH 

Represented Nationally by Peters, Griffin, Woodward, Inc. 

'm lion Age, May 5, 1969 17 
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ABC FILMS announces 
'he release of one of television's 

most successful series 

Now, available for the first time, 153 hours 

of dramatic programming. An all-time audience 

favorite...look at the show's own case history: 

Ben Casey 

5 -Year National Nielsen Averages 

Rating Share . Homes Men 

21.4 39.5% 10,800,000 7,300,000 
Women 

10,600,000 

Audience Composition - 84%. Adults -57% Women 

76% of Women (18-49) 

ARB Local Highlights -5 -Year Average Shares 

Los Angeles 40% Milwaukee 46% 

Detroit 51% 

Atlanta 43% 

Cincinnati 51% 

New York . 35% 
Philadelphia 51% 
Buffalo 46% 

Cleveland 56% 
Seattle 54% 
Boston 47% 
Miami 43% 

Starring Vínce Edwards as Ben Casey and featuring such stars as: 

Lee Marvin 
George C. Scott 
Shelly Winters 
Jack Klugman 
George Hamilton 

Cliff Robertson 

Patricia Neal 
Kim Stanley 

Burgess Meredith 
Rod Steiger 

Sammy Davis Jr. 

Richard Kiley 

Roddy McDowall 
Robert Culp 
and many more... 

Call for Dr. Ben Casey today. The appointment book is filling up fast. 

ABC 
Fi LiSIS 

1 2) l_T 1-7777 CHICAGO (312) 263-0800 LOS ANGELES (213) NO 3-3311 ATLANTA (404) 255-0777 DALLAS (214) 521-2292 



GET 
TOTAL 
RESPONSIBILITY 
WITH 
THE 
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Cineffects, Inc. 
for Optical Effects 

Cl iieYrects Color Laboratory, Inc. 
for Processing and Printing 

i- 

aI 

'!d , 1 
_ {.. 

' (r ; : IS> .ri 
!_ y. d . :' S 

From optical bench to answer print your OPTICAL NEGATIVE is always under the complete 
control of the skilled craftsmen of CINEFFECTS! 

CINEFFECTS, INC. for Optical Effects 

CINEFFECTS COLOR LABORATORY for Processing and Printing 

No delays between_ Optical House and Laboratory! 

No excuses for compromising Quality! 

Just one continuous outstanding performance from the processing of your dailies through 
your optical effects and answer print. The result is the finest optical negative and answer 
print your film can produce! 

Enjoy the confidence of knowing that your film is receiving the finest treatment 
available anywhere ... in the hands of the skilled craftsmen of the BIG "C"! 

THE Cif" e C' S inc. (212) 2.16-0950 

C/n e{fect5 (2121 581-4730 cc- 

ObOrc7tar y inc. 
115 West 45th Street, New York, N. Y. 10036 

20 Television Age, May 5, 19 



WHAT'S AHEAD BEHIND THE SCENES 

-.; 

.omcigarettes to cigars 

Co:olídated Cigar's tv campaign is another example 

cizr makers trying to get cigarette smokers to switch 

thi' product. A strong anti -cigarette spot for Muriel 

ipals will be seen on the Dick Cavett Show, the "Triple 

row of Racing" shows and baseball pre -game shows. 

he rpy theme is, "Make sour next cigarette a Tipalet." 

Ccnolidated is going after the young male market. 

'elir that younger people are more likely to be in - 

anal by cigarette warnings. Those over 35, they say, 

re ready locked into the cigarette habit. 
Mtiel has been sponsoring concerts on college 

amuses for several months, and has been offering the 

:udcts a five -pack of Tipalets in exchange for their 
rnpi cigarette packs. They also tried this in the greater 
osti. area, using spot television. The SWAP campaign 
ow Bing run by General Cigar is similar to the Muriel 
ffer 

enslre product tv advertising increases 

Aiertising for leisure products was up rnaikedly in 

96fover the previous year, according to TvB/LNA- 
tor:augh figures just released. Entertainment and 
mument advertising reached $23.1 million in 1968, 

per cent. The next biggest gainer among major 
mroe,:t categories was toys and sporting goods, whose 
xpclitures reached $47.2 million, up 24 per cent. 
)tolls in this category were fairly evenly, divided he- 

lve( spot and network. 
lee smaller product categories in the leisure area 

hat tlso showed gains were hotels. resorts and tra\ el 

serves, at $4.6 million, up 90.9 percent: publishing and 
rued., at $8.4 million, up 37.4 percent; and garden 
3upl.es and equipment, at $6.7 million, up 27.9 percent. 

Gist year's tv advertising picture is discussed in detail 
in Iles/runt page 25.) 

Touh assignment at NBC 

\lien NBC sets up its cameras in Mobile tomorrow 
(Mr 6) and in Atlantic City next September to televise 
the nals of America's Junior Miss and her big, beautiful 
sistr, Miss America, the network will know beyond a 
sham, of a doubt that both contests are on the up and 
1 -1P - Each year, a man from NBC's compliance and 
Pratices department is assigned to the beauty competi- 
tion to study the selection procedure from the first day 
rLgl through to the telecasts of the finals. Compliance 
ttncpractices, known around Rockefeller Plaza as the 
ian.hanky-panky department," is staffed largely with 
ex -31 agents. There's also a man from C&l' at each 
perirniance of every NBC game show. 

NetiNew York Ad Club job center 
poking for a job? The Advertising Club of New 

YO: may lie able to help you find one. A new Job 
Serices Center will bring together individuals looking, 
form job and corporate members of the club who have 
Potions open. There will he no charge to either the 

Tetysion Age, May 5, 1969 

Tela -scope 
individuals or companies participating in the service. 

Covered by this referral service will be most jobs, in- 

cluding media, at advertising agencies as well as jobs in 

related fields, such as sales promotion, market research, 
public relations, publishing and brand or product man- 
agement. 

The Center is an outgrowth of the Job Finding Forum, 
started ín 1940 to help individuals seeking jobs to pre- 
pare an effective resume and presentation. This guidance 
service will be continued. 

Leon Theil, chairman of the Job Services Committee, 
said this is not intended to compete with either executive 
recruiting services, which do more extensive screening, 
or with employment agencies. 

Public service blurbs under attack 
The American Society of Bariatrics is up in arms over 

some drug abuse announcements, prepared by Grey and 
supplied as a public service by the National Institute of 

Mental Health. The society, an association of physicians 
who specialize in treating the overweight, has warned tv 

and radio stations that one or more of the series "may 
be legally actionable." 

The announcements in question touched on unethical 

practices involving overweight patients. The society wants 

to review the drug abuse announcements and urged sta- 

tions riot to air them until this advance review has been 

given by the institute. 
Said a society spokesman: "We do not object to gov- 

ernment attempts to spotlight unethical physicians who 

treat the overweight. But we do object to shooting clown 

hundreds of responsible. ethical physicians to get at a 

handful of unethical doctors.' 

All -black hour becomes syndication weekly 

Television's first all -black national series debuts this 

month. The program, Rlackbook, a variety entertainment 

program syndicated by 'triangle Program Sales, will re- 

flect the influence of the black movement on the con- 

temporary' scene. 
Host and producer of the show is N att Robinson, a 

writer -performer at CBS -TV and now a producer for 

National Educational Television. At CBS -TV. he served 

as host for Opportunity Line. 

Rlackhook is being taped before a live bi-racial audi- 

ence, with a predonminatek black production staff. It 

will feature individuals whose work has had a current 

impact significant to Loth blacks and whites, including 

performers, writers, politicians, athletes and community 

leaders. 

Robinson-Patman slipup caught in time 
Sensitivity to FTC rules on promotional allowances. 

growing out of Robinson-Patmnan Act, caused Tom Cat 

Products, Inc., to hastily revise press release. Initial re- 

lease no ed that "Advertising allowances will be made to 

major accounts for use of local spot Iv." When slipup was 

noted, the following line was added to the release: "For 

smaller accounts, the same percentage allowance is avail- 

able for spot radio or newspapers." 
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"And Not _aDrop to Drink..." 
In their continuing efforts to combat 
water pollution, Storer stations have 
shown themselves articulate, ingeni- 
ous and effective. A documentary on 
the crisis in Lake Erie produced by 
WSI'I)-TV, Toledo, was not only 
widely retelecast in Ohio and Michi- 
gan, but prints were also requested 
for use by Congressional and Cabinet 
groups in Washington. In New York, 
Radio Station WIIN hired an inde- 
pendent research laboratory to ana- 
lyze samples of Hudson River water 

from its crystal-clear source to its 
dirty, refuse laden mouth. Miami's 
WGIRS Radio, Milwaukee's WITI-TV 
and Cleveland's WJW Radio and 
WJW-TV - all serving communities 
with major water problems-are 
deeply involved in intensive programs 
of documentaries, editorials and in- 
depth news features on the subject. 
This mounting concern with 
America's economic and esthetic stake 
in preserving the purity of its "water, 
water everywhere" takes a lot of 

l 

s 

[L7 

doing. But in this, as in esery Oa! 

of their broadcast operations, Stor 
stations do as a matter of row 
things that community leaders ofte 

consider rather special. That's wE 

Storer stations stand out - anotht 

reason why it's good business to d 

business with Storer. 

S" Ilb - R 
BROADCASTING COMPANY 

NEW YORK 
WIIN 

ATLANTA 
WAGA-TV 

CLEVELAND 
WJW-TV 

DETROIT 
WJBK-TV 

TOLEDO 
WSPD-TV 

MILWAUKEE 
WI TI -TV 

MIAMI 
WGBS 

PHILADELPHIA LOS ANGELES CLEVELAND DETROIT TOLEDO CLEVELAND BOSTO 
WIBG KGBS WJW It"II3K WSPD WCI W (FM) WSBK-T 

N 

V 



Business barometer 
;ppi s rate of growth this year remained at a consistent 

level 

just about the same percentage increase as in 

14.3 per cent compares with 14.2 per cent in 

January. This is not quite the jazzy hike 

registered as last year came to a close, with 

November jumping up 28.8 per cent over the year 

before and December going even higher, with 32.9 

per cent over 1967. But the 1969 increases are 

about the same level of '68 overall and they are 

well above the figures that were recorded in the 

first two months of '68. January of '68 showed 

an actual decline from the preceding year and 

February of '68 registered a 6.3 per cent jump. 

Ht 

Coniared with other previous years, rises in the neighbor- 

hood of 14 per cent in the early part of the year 

are pretty good. Increases of that level or 

higher have occured five times during January 

or February during the past 10 years of "Business 

barometer" spot measurement, the most recent 

being February, 1964, when a rise of 13.3 per 

cent was recorded. 

hfFebruary increase brings spot revenue to a hefty $90 

million, compared with $78.8 million during 

the previous February. In 1967, February spot 

revenue came to $70.3 million and in February, 

1966, the total was $66.2 million. 

Th:February "Business barometer" sample reported spot 

business in that month was 27.4 per cent above 

their January level, part of which, of course, 

ís a reflection of seasonal factors. 

112 spot increase in February was not spread evenly at 

all among the three revenue classes reported by 

the "Business barometer." The medium -size sta- 

tions -or those whose revenue falls be- 

tween $1 and $3 million -did the best with a leap 

of 21.8 per cent. The larger stations -with an- 

nual revenue of $3 million or more -averaged an 

increase of 12.4 per cent. But the smaller sta- 

tions -those under $1 million in annual revenue 

-actually showed a drop of 5.4 per cent, an unu- 

sual difference in performance among stations 

of different sizes when measured in groups. 

as February revenue hit 

January. The February rise of 

120 
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NATIONAL SPOT 

millions of dollars 

$90.1 
$78.8 

February (up 14.:3 %) 

Year-to-year changes 
by annual stag rerenue. 

Station Size Spot Tv 

Under $1 million 
81-3 million 
$3 million -up 

- 5.4% 
+21.8% 
+12.4% 

rt.; 

no 

55 

.50 ,l 
J F 11 I 11 

1969-68 
J J.1 ,V D 

POnt pArisOlt 

Ne,t issue_ a report on February local revenue and network compensation. 

1nlJºpyritzhfed Jenturo nf TELEVISION MA_ Husinexs boromeler is 1.61441 on n rross-seetion of .eJnlions in till inromd nnd goo;zruphiral ralwzories. 
Jmotion 

, tubrelotied by !lore .f /frodxtrw et. ) 
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Mr. Gerald Hirschfeld, A.S. 

The hand-held ARRIFLEX®35 gives a new freedoff: 

to filmed color TV commercials 
Among the many pioneers of the new visual in color TV commercials, 
Gerald Hirschfeld, A.S.C., finds the hand-held camera, a responsive 
and creative tool. 

Hirschfeld is Vice President and Director of Photography for MPO 
Videotronics, Inc.; his working day is occupied with shooting com- 
mercials for some of the nation's leading advertisers...soap, cig- 
arettes, foods, automobiles...the works! 

He experimented with videotape when this medium became prac- 
tical, but found it limiting. Why? "...bulky, inflexible and extremely 
costly equipment; fairly rigid editing and limited effects possibili- 
ties," he reports. "The film story made with a hand-held camera in 
remote locations, with background effects added in the studio, 
and finally honed down to size by the hand of the skilled editor, 
offers far more versatile and creative results than can tape." 
Hirschfeld looks on a TV commercial as a short film, whose purpose 
is to grip attention, persuade and sell. Adopting the techniques of 
the "new wave," he closes in, follows action, invests the scene 
with the conviction of life itself. With this kind of treatment, even a 
tripod" is a cumbersome limitation, and is discarded. Hirschfeld 
hand holds the camera, moving swiftly and fluidly from face to face, 
from action to action, demanding-and getting-lifelike situations 
that come across the TV screen with convincing appeal. 

Case in point: a shipboard commercial for Parliament cigarettes 
The script called for a nighttime party scene. Hirschfeld took he 3 

crew, 30 quartz -iodine ColorTran lamps, two small generators, anf 

one camera aboard an 85 -foot yacht. "We wanted the realism o' 

total mobility," Hirschfeld states. "Only one camera was used, but ; 

since it was hand-held, we could move to whatever position we! 

called for in the script. In fact, virtually no spot on the boat was 9 

inaccessible to us." 

One camera. Which one? The Arriflex 35 2C. 

Arriflex 35 2C-ideally suited to the growing need for a lightweight, 
compact, go -everywhere TV motion picture camera. Built around the 

famous Arri mirror -shutter reflex viewing system and the totally 

reliable, rock- steady film movement that has made Arriflex the 

cameraman's first choice for all kinds of filming assignments: - 
delivering footage of the highest quality ...giving the television 

cinematographer the same kind of fluid freedom, rapid set-up and 

low-cost operation his Arriflex-equipped colleagues in other fields 

have enjoyed for years. 

In the hands of men like Gerald Hirschfeld, A.S.C., the ArriwleÚ 

35 2C helps to pioneer new pathways. In your hands, it may 

do the same. Try Arriflex on your next assignment. 

24 
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THE WAY IT HAPPENED Newsfront 
i t final score for '68 

Tod dollars spent in network and 

t 1 were up 4.8 per cent in 1968 

airt.e previous year, according to 

d figures just released by 

; NA-Rorabaugh. 
l spot tv expenditures were $1,- 

75,11,600. Network revenue came 

t 1,547,860,400. 
I biggest gainer in 1968 among 

it product classes was entertain - 

rea Ind amusement. This showed 
'h.per cent gain over the previous 

e3n.o.,xpenditures in this category 
)thlt $16.9 million in spot and $6.2 
tilitt in network, for total expendi- 

,;s,f $23.1 million. 
)hr top gainers in '68 included 

tnd sporting goods at $47.2 
11'1'1, up 24 per cent; gasoline, 
britnts and fuels at $85.4 million, 
p 21 percent; building materials, 
quinent and fixtures at $20.4 
í)líí, up 20.1 per cent; office 

giinent, stationery and writing 
ul)pes at $19.0 million, up 19.9 per 
eat consumer services at $52.5 mil - 
o ,tp 19.8 per cent; apparel, foot- 
, mindaccessories at $51.0 million, 
ip .0; and automotive at $198.5, 
p, ,.8 per cent. 

.eatng dollar gainers. T he top 
loll gainers were headed by the 
tutflotive category which spent an 
tddional $30 million dollars in 
196( Drugs and remedies spent $25.6 
tnilln more than in the previous 
veal Laundry soaps, cleansers and 
)olites a )ped their ad expenditures 

! 11.3 million, while toys and 
spotng goods spent an additional 
$`nillion. 

Sanding in three of the top five 
Prober c asses was down in 1968. 
F0o and food products, which spent 
S577 million in 1968, showed a tle- 
clin of 2.1 per cent from the pre - 
viol year. 

7iletries and toilet goods had 
tuteexpenditures of $399.6 million, 
a dip of 1.8 per cent. Tobacco pro - 
due and supplies which spent 
$20.1 million reduced its expenili- 
butt by 10.1 per cent. Drugs and 
readies spent $258.8 million, an 
tncjase of lI per cent. Laundry 
soar, cleansers and polishes spent 
$24.2 million, up 6.7 per cent. 

The companies making it into the 

top 101) for the first time in 1968 
were Phillips Petroleum, Mcionalds 
Corp., General Telephone & Elec- 

tronics, Volkswagen of America, Pan 
American, Merck & Co., Singer. 

New additions to the top 10 were 

General Motors (# 9) and Warner- 
Lambert (4$ 10). They replaced 
Gillette and General Mills. 

The five companies which posted 

the largest dollar increases in tv in- 

vestments were Colgate-Palmolive up 
$8.5 million; Kraftco (National 
Dairy) up $8.1 million, General 
Motors up $7.9 million, Sears, Roe- 

buck up $6.9 million, and Gulf Oil 
up $6.8 million. 

The top 100. Listed below are the 
top 100 advertisers in total tv expend- 
itures (luring 1968: 

ADVERTISER TOT XL TV 51. Standard Brands 13,543,800 

1. Procter & Gamble $181,924,200 52. Johnson & Johnson 13,114,400 

2. General Foods 95,788,800 53. General Motors dealers 12,856,100 

3. Colgate-Palmolive 79,547,500 54. Nestle 12,585,800 

4. Bristol-Myers 72,745.700 55. Schlitz 12,314,800 

.5. American home 61,955.800 56. Eastman Kodak 12,109,600 

6. IL J. Reynolds 57,092.0(X) 57. RCA 11,842,300 

7. Lever 52,890 800 58. Mars 11,708,500 

8. American Tobacco 52,703.5(X) 59. United Air Lines 11,495,000 

9. General Motors 49,802,100 60. Mattel 11,393,700 

10. Warner-Lambert 44,796,500 61. Beatrice Foods 11,179.500 

11. Sterling Drug 43,826.100 62. Seven -Up 10,907,100 

12. Gillette 43,675.20) 63. Borden 10,783,600 

13. General Mills 42,429.300 64. Noxell 10,602,0(X) 

14. Coca-Cola 38,250,000 65. American Cyanamid 10,369,400 

15. Philip Morris 36, 471,600 66. iI. J. Heinz 10,346,500 

16. Miles Labs 33,240,900 67. Union Carbide 9,852,900 

17. Ford 31,620,400 68. Polaroid 9,301,000 

18. Kellogg 31,177,100 69. Chcsebrough-Ponds 9,140,700 

19. British -American Tobacc o 30 fiO3,000 70. Beecham Group 8,704,100 

20. S. C. Johnson 29.567,700 71. American Can 8,687,500 

21. Kra(tco 26,588.100 72. Chrysler dealers 8,668,300 

22. Loew's Theatres 25.532.500 73. Smith, Kline & French 8,477.600 

23. Chrysler 25.023.000 74. Standard Oil (Ind.) 8,125,400 

24. PepsiCo 25.002.700 75. Royal Crown 8,007,300 

25. Carnation 22.661.000 76. Scott Paper 7.981,200 

26. Alberto-Culver 22,2 47,800 77. General Electric 7,841,400 

27..1. 11. Williams 20,974,600 78. Goodyear 7,665,800 

28. William Wrigley 20,777.100 79. Pabst 7,575,900 

29. Camphe I Soup Co. 19.823.200 80. W. 1). Grace 7,401,000 

30. Liggett & Myers 19,599.600 81. American Motors 7.239.000 

31. AT&T 18,600,900 '82. Phillips 6.990,500 

32. Quaker Oats 18,133.100 83. Melonalds 6,888.000 

33. Shel 18.050,000 84. Westinghouse 6,795,400 

34. International Tel & Tel 17.608.7(X) 85. Reynolds 6.100,500 

35. lialston Purina 17.366.9(X) 86. :5 von 6,248,600 

36. Sears, Roebuck 17,139,000 87. Ileublein 6,145,300 

37. Block Drug 16,657,600 88. American Airlines 6,140,700 

38. Pillsbury 16,539,100 °`89. General Telephone 6,098,800 

39. Rapid -American 16.232,2(X) 9). l'exaco 5,978,300 

41). \rntour I6.17I.500 `91. \ olkswagen 5,955,500 

41. Norton Simon 15.9.35,800 92. Beech-Nut 5,890,800 

12. Norwich 15,113,100 93. Canadian Bret,eries 5,879,0(X) 

43. Plough 14.638,500 "94. I'an American 5,845.400 

44. Chas. Pfizer 11.535.6(X1 95. Aniteuser-Busch 5,843,500 

45. Gulf 14.497,900 96. DuPont 5,723,900 

46. Carter -Wallace 14,394,9(X) "97. Merck 5,688,700 

47. Ford dealers 14,357.600 98. TWA 5,674,100 

48. Corn Products 13,81 4,0(X) 99. Swift 5,606,500 

49. National Biscuit 13.607,500 
* 100. Singer 5,549,00G 

50. It ichardson-Merrell 13.586,400 ° New to lop 100 in 1968 
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Here come 
the cost -cutters 

Rising commercials budgets 

have triggered questions 
about the bidding system and 

moves to bypass the studio 

we're paying $1,000 a second for 30s," 
said the president of a large agency recently. 
"That's too much to pay for commercials. We're 
experimenting with ways to squeeze the water 
out of this." 

What the agency is shelling out for 
mercials may not be typical but the complaint 
about commercials costs is. Was it e\er dif- 
ferent? To a certain extent, yes. While coin - 

plaints about the cost of tv-whether it be time, 
programming or commercials-have been a per- 
manent feature of tv's history, there is little ques- 
tion but that clients and agencies are particular- 
ly disturbed by the cost trend in cominercials 

1evision Age, May 5, 1969 

Com- 

. 

production at the present time. 

To a certain extent, advertisers and agencies 

are caught in a situation of their own making. 

The demands for a higher level of creative 
work, the competition among agencies for first 

rate talent among art directors and copywriters 
and the salaries paid to studio directors and 

cameramen (in some cases over $100,000 a 

year) have created a cost spiral that's hard to 

control. 
Once the agencies and studios laid out the 

red carpet for creative talent, they found out 

what anyone might have predicted-that great 
ideas often cost money, and that it's hard to 
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l/ agency guarantees studio a minimum 
amount of work, it may have 

right to audit costs of commercials. 

make accountants out of people who's 
prime function is to create such 
ideas. 

Adding to this and related to it 
is the impact on studio bids. Know- 
ing (or even not knowing) the kind 
of people mho will work on a com- 
mercial and the kind of quality they 
will demand, studios protect them- 
selves by adding to the markup. 

On top of these factors, the costs 
of color and the effects of inflation 
have piled additional dollars on the 
price of commercials. 

Examples of how costs have bal- 
looned have been cited in the 4As 
report on commercials costs. One 
agency noted that while a director 
cost about $800 in 1963 for a -typical 
60 -second job, he was budgeted for 
$2,400 in 1968, or 200 per cent more. 
Even an assistant director's cost has 

.doubled. The cost of color film, in- 
terpositives and prints means that 
clients are paying three to four times 
more than they paid for black -and - 
white film over the five-year period. 

So what can be done about it? 
One group trying to find ways of 
containing the cost spiral is the 
Broadcast Adevrtising Producers So- 
ciety of America. The two -year -old, 
110 -member organization, so far con- 
centrated in New York, is kicking off 
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a series of open meetings May 5 in 
which representatives of advertisers, 
agencies and studios are being in- 
vited to offer solutions 

Stepping with care 
As a relatively new factor in the 

commercials production area, and 
now under the leadership of Al Ten- 
nyson, vice president of commercial 
production and business manager of 
J. Walter Thompson, BAPSA's infl- 
uence is yet to be felt. It is moving 
carefully so far and avoiding contro- 
versy, but it clearly represents a 
more cost-conscious entity than the 
art directors clubs. It may well be 
that, by operating as a counter -bal- 
ance to art directors, BAPSA may 
yet help agency producers regain 
some of the importance they lost to 
that group. 

hiring the director and cameramt' 
arranging for set construction, cat 

ing, etc. He would presumably bent 1 
only exceptionally cost conscious bi 

creative enough to deal competent 
with top directors and cameramen r 

Since established studios are o 

of bounds in this kind of productio 
the producer would rely on fre 

lancers, one-man businesses with ti 

overhead, and, possibly, moonligi 
ers. 

One known example of direct pn 

duction by clients is at Bristo . 
Myers, where Sid Greenhaus, foal) 

erly of TV Graphics and MPO, t. 

reviewing budgets of proposed con, 

nercials and, so it is understoot 
producing some of them at 30 pt '. 

cent less than a studio would. It' 

said that Greenhaus' first job fo 

B -M was bringing in at $25,500 

Iluny agency Producers feel the bidding system is not the best way to assure the 

best commercial at the lowest price. It's argued that a competent agency 
should know what a commercial should cost and, therefore, pick the studio it wants. 

Another sign of concern about 
costs is the growing talk about "di- 
rect production." This involves by- 
passing the production houses and 
thus saving on the markup (over- 
head and profit), which generally 
runs close to 50 per cent of actual 
production cost (excluding talent, 
music and agency commission). On 
a total -cost basis, tl e studio's mark- 
up is more like 20 to 25 per cent. 

In direct production, a producer 
on the client or agency payroll mould 
"package" the commercial himself, 

commercial bid at 1843,000. 
Another version of direct produc- 

tion is represented by Mark Druck, 

president of AVC-TV. Druck is an 1 

independent producer who travels 

light. His only regular employee is 

his daughter, who is his secretary. i 

Having worked with such shops as 

MPO, EUE/Screen Gems and MGM íi 

Tele -Studios, Druck is just getting. 
into direct production. 

"When an agency produces. 
through me, it pays only the actual ' 

costs of production," explains Druck 

Television Age, May 5, 1969. 
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TIT is increasing talk about "direct 

,roduction," by which studios are 

6yltssed and personnel hired directly. 

"Al invoices are submitted to the 
agcy. There is no mark-up." 

trC-TV receives a fixed fee for 
its iork as the production house. 

fee is determined by the num- 
berof commercials contracted for, 
thecomplexity of production, the 
nmber of days and optical nega- 
tes involved. Druck's fee would 
giairally be between $1,00) and 
á2I)0. 

riy sera ice isn't for everybody," 
sai, Druck. He feels his major op- 
poanities lie in the slice -of -life or 
tab -top commercial-"the $10,000 
jot for Colgate 100 and Listerine." 
Eilpt, maintains Druck, his clients 
weld have to pay $8,000, not $10,- 
OC Among those interested in 
Dick's proposition is J. Walter 

mpson. 
row can Druck work so close? 

TI key to the idea's success, he says, 
isa pre -production, bringing in the 
d actor as early as possible-in the 
crrtive stage if possible. 

Bidding is the wrong way to go 
alut saving money," Druck states. 
GO' 

e agency isn't really happy with 
a al low bid anyway. It makes more 
use for the agency to say to a pro - 
di tíon house, `I've got $17,000. 
'91.at can you give me for that 
rney? What director? How many 
ft; of film? Opticals? Titles?' 
)ruck isn't the only one who 

ttuid like to do away with the con- 
''ttional three -bid system. A few key 
aancy producers think likewise and 
'uld like to do something about it. 
Ilications are that more than a few 
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agency producers don't like bidding, 
but don't see any chalice of jettison- 

ing the system. 
At a recent BAPSA get-together, it 

was suggested that bidding be the 

subject of the first open meeting on 

commercials costs. But the great ma- 

jority of those attending felt the sub- 

ject was too controversial for an 

open BAPSA meeting. 
"It turned out," said one producer, 

"that a lot of people don't realize 

to what extent some of the agencies 

manage to do quite well without bid- 

ding." 

Feuer bids al K&E 

One of the agencies taking a new 

look at bidding ís Kenyon & Eck- 

hardt Advertising. "In certain 
cases," said hoard chairman and cre- 

ative chief Stanley Tannenbaum, "we 

have done away with it. 

"We're experimenting with small 

studios, new, lint talented, people 

willing to cut their overhead and 

markup." 
One reason for this approach, 

Tannenbaum explained, is that many 

package goods advertisers are anx- 

ious to open up test markets for new 

products but don't want to invest 

large sums. 
"We're asking these small opera- 

tions to go along with us, to accept 

a smaller markup, with the under- 

standing that if the test is a success 

they'll get back the money." 

K&E figures that its clients (ex- 

cluding the Lincoln-Mercury ac- 

count, where outdoor scenes push up 

commercials cost considerably) pay 

an average of about $21,000 for a 

60 -second blurb and about $18,000 

for a 30. 
Taking studio production figures 

alone (excluding talent, art work, 

recording studio, agenc} commission, 
music, etc., but including studio 

markup) the average comes to about 

$16.000 for a 60 and a little over 

$8,000 for a 30. 
The bidding system is a highly - 

charged subject, though the basic 

pro and con sound simple enough. 

On the one hand, it appears to as- 

sure the c ient he will get, if not the 

lowest posible price, at least a reason- 

able one. On the other hand, if the 

bidding system is strictly adhered to, 

there is always the possibility that 

the most creative studio for the job 
wil not be tapped. 

Says JWT's Tenn\son, "One of the 

flaws in the bidding system is that 
the bids are not always based on ab- 

solutely identical proposals. It is im- 

portant that when studios are asked 
to hid, they are not only given identi- 

cal specs but in the same tone of 

voice, so to speak, and avoiding 
subtle favoritism. An agency can 

suggest a fancy ollice set to one 

studio and a not -so -fancy office to an- 

other. And there's the problem of 

(Continued on page 78) 

Broadcast Advertising Producers Society of America has launched effort among 

menrhers to pass along to proper agency people information about union 

regulations that would help agencies and advertisers in union negotiations. 
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Portability of equipment 

Hardware and creativity are 
closely entwined in making com- 

mericals on tape, a concept that 
makes creative studio types who work 
in the medium inwardly wince even 
while pointing to the technological 
progress in tape. 

They know better than to really 
equate machines and the persuasive- 
ness of a selling concept, but they're 
confronted with the fact that the 
state-of-the-art is constantly chang- 
ing. So hardware can't be ignored. 
They yearn for the time when the 
technology will be developed enough 
to ignore and allow them to con- 
centrate on what really matters- 
turning out effective commercials. 

The developments that have tape 
people excited are mainly in the 
areas of miniaturization and the re- 
sulting portability of tape equipment 
plus the growing ease of editing. 
From the creative point of view, the 
big development has been the one - 
camera technique, providing tape 
commercials with the "film look" 
(another fact that makes tape studios 
wince.) 

While portability makes the one - 
camera method more practical, it 
was in use before the introduction 
of really portable tv cameras last 
year. This was partly clue to im- 
proved editing equipment, a fact that 
dramatizes the interrelationships of 
the various elements in tape com- 
mercials production. 

In the early days of tape, the 
use of multiple cameras was a logical 

.outgrowth of live studio production 
methods. Multiple cameras made 
even more sense because they capital- 
ized on the speed of tape-turning 
out commercials that were edited as 
the shooting went on, via switching 
from camera to camera. 

Granted that the result was often 
wanting in polish and imagaination, 
the idea of instant commercials had 
an obvious appeal. The electronic 

and improved editing devices are the key developmet101 

,1 t picture, in addition, provided a feel- 
ing of reality that, while not always 
desirable, was at least there for the 
taking. 

The flat lighting required for 
multiple cameras enhanced this sense 
of reality but, it became obvious soon 
enough-and particularly obvious 
during the creative resurgence of 
the 60s-that there limits to what 
could be clone with this type of 
camera work. 

How far the one -camera technique 
has come is indicated by the fact 
that at MPO, which shot about $1 
million in taped commercials last 
vear, not one utilized the multiple 
camera method. 

While the film -vs. -tape issue is still 
in its self-conscious phase, this is 
changing. MPO's Morton Dubin, vice 
president in charge of tape pro- 
duction, describes the developments 
in tape as using technology in a 
creative manner. "Tape is not a 
technique, it's a medium," he says. 

The line between tape and film 
is somewhat blurred by tape -to -film 
and film -to -tape transfers. While the 
former is usually dictated by distri- 
bution needs, the latter-which ap- 
pears to be increasing-is related, at 
least in part, to creative aspects. 

Color correcting 
One major development is color 

correcting film on tape. Teletronics 
International has a new method 
called Chromaloc and George Gould, 
president of the company, says that 
while an optical negative may face 
five to 10 days of color -correcting, 
doing it on tape takes less than a 
day. 

With Chromaloc each scene on 
film is adjusted electronically via 
settings for each basic color. These 
settings go into a computer memory 
bank and when the film is converted 
to a tape master, the colors are ad- 
justed automatically. While Gould 

explained the process as a kind11 
"electronic painting," he also poiri 
out that, in actual practice, the us 
problems handled by Chromaloc 
those involing flesh tones and 
color of the product. 

A lot of technological action 
taking place in the editing area. 
an electronic medium, tape can 
easily manipulated and contrail: 
and, if a computer is thrown it 
the picture, this can be done au' 

matically. 
One of the highlights of the NA. 

convention exhibits in March was f 
Ampex random access programm 
Dubbed the RA -4000, it allows ! 

unique address for every tv fra>ia I 

recorded and random access to allt, 
desired address. Search and cueit1 n 

is automatic and the programmer orb 
he linked to a computer. 

Reeves experiment 
Readout of the address is in hour t 

minutes, seconds and frame numbe 
The system can vary from a sing) 

machine controlled manually to mu 
tiple recorders controlled by thll' 
computer. A sequence of editin4 
decisions can be rehearsed by th { 

operator without making an elec 

tronic edit or switch. 
Reeves Video is experimenting i 

with a similar machine develope( 
by Central Dynamics, Ltd. With 
precise editing abilities, the system 
Reeves hopes, will be able to cut' 

editing time a third. Savings are' 

also expected in that revised masters! 
can be run off at night without hay 
ing high-priced people around to 1, 

supervise or make decisions. This is 

done by recording information via! 

1/4 -inch tape. The CDL machine is 

said to be superior than the Ampe` 
in programming events but not as 

good in vtr controls and searching. 
James Witte, vice president for 

sales and production at Tele-Tapel,' 
Productions, feels the Ampex Pro* 

fi 

'. 
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Video tape equipment 

trends include com- 

puterized editing: 
1., Reeves Video experi- 

ments with Central 
Dynamics equipment; 
bottom, l., new Ampex 

random. access program- 

mer. Use of portable 
equipment is increasing: 
below, Teletronics uses 

orelco camera. Revo- 

lutionary tape cartridge 
system was recen fly 
introduced by RCA 

(bottom, r,) 

granuner is a major step forward in 

editing system s. Tele -Tape had 

been developing a system involving 

four small helical -scan recorders 

connected with each other and with 

a computer. In this system each 

scene is identified and as the re- 

corders roll, the order of scenes as 

deckled by the editor is put on punch 

tape. A rough cut is put together by 

the computer based on the punch 
tape input. 

Cols editing costs 

Tele -Tape stopped development on 

this system, which Witte says could 

he used for film also, because of the 

complexity. But with the precision 

offered by the Ampex programmer, 
lie stills, the first step can be taken 

toward completing the four -recorder 
idea. 

Though tape editing takes less 

time than film editing, it can re- 

present a sizeable expense because 

expensive equipment is used. The 

cost runs about $200 an hour. 

Teletronics has developed a way of 

partly getting around this by doing 

the editing on a less expensive 

Ampex VR-7800, a color recorder 
that uses one -inch tape. 

Gould added a device to record a 

digital code frame by frame on the 

tape. Master tapes are recorded on a 

VR-3000, a small broadcast -quality 

Ampex recorder, and duped onto the 

VR-7800. The digital code is re- 

corded on the cue track of the two- 

inch tape master and shown visually 

on the one -inch tape. 
With the master stored, the editor 

works on the Vli-7800, which can 

still frames. A rough cut can be as- 

sembled for client or agency ap- 

proval in a few hours. Once that's 
gotten, information from a flow 

sheet is fed into a computer, which 

automatically conforms the master. 

The jolt is completed on an Ampex 

(Continued from page 62) 
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f yi're an agency executive who 

put your client's Fall network 

r(Ynr on Friends and Nabors, The 

iM osby Show, Bracken's World, 

Ins Welby, M.D. or The Cover - 

or ad Ll.- relax. A survey of 

roglrmming chiefs at d() of the toll 

etwk buying agencies-(they ac- 

ourd for $820 million in network 

uythis year and over half the 

ritr time dollars)-who predicted 
n ,te of new shows, reveals that 

uyst;o along with your decision. 
A'ertisers spent over $1 billion 

Gilts in primetime last year and 

crent estimates may add another 
90i illion to that for the coming 
cm:). With so much money on the 

ine;ency executives every where are 
rei ing the alternatives, risks and 
rnttrilities of new shows. Their 
lesions on how to spend millions 
rf ir clients money are based on 

)ilo (sometimes), the stars' track 
-ectl and a great deal of intuition 
tnd uck. 

T; hunches of the lO top execu- 
tive contacted by TELEVISION \GE 

sugrst, however, that if you put 
you client's money on Jimmy I)nr- 
anttPresents the Lennon. Sisters, 7 he 
Wry Bunch- or The New People 
daei your fingers crossed. 

1 tting money on any new CBS- 
TrVshow is a safer gamble then 
t0.ng it into the premieres at ABC - 

V and dollars on new NBC-TV 
shs could be a tossup. At least, 

is the consensus of the big 
((cork buyers, who-it must he 
ported out-are not always right. 

1S -TV is introducing four new 
sir 's next season (not including the 

11ggams variety show, the 
Snthers brothers replacement) and 
ag'tcy executives are generally opti- 
rngic about the success of all four. 

e se\en new NBC-TV shows in- 
cite two hits, two (lops and three 
tot.ups. 

s for ABC-TV. a majorit; of 
rgrcy executives predict only one 
Winer, one or two shows that could 
so.tither way, and a bushel of (lis- 
AP)intments. It should be noted, 
14 ever, that there are a number of 
(liIgreements among agency pro - 
g n people concerning ABC -TV's 
It shows. 

stt 

(Continued on page 68) 

Hits 

"Bracken's World," NBC-TV 

Misses 

"AD. Deeds Goes to Town," ABC-TV 

Ten top agencies pick 

winners, losers and 

so-so shows from next 

season's /)rirrletinie 

network premieres 

"'Warrens 

:,= 

- - '1 rt 
g elby, A1.1).," ABC-TV 

st 
"The Governor and .1. J.," CBS -TV 

"The Bold Ones," NBC-TV 

Billion 
dollar 
gamble 

-41 
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The story which follows was put 
together by Al Tennyson, vice presi- 
dent of commercial production and 
business manager, J. Walter Thomp- 
son, New York. It's a condensed ver- 
sion of the 1969 IRTS Commercial 
Production Workshop, which dealt 
entirely with one commercial, an idea 
of Lincoln Diamant, workshop chair- 
man. The complete story will be pub- 
lished in book form this Fall. In- 
timately involved with the commer- 
cial, Tennyson made most of the ar- 
rangements for the workshop speak- 
ers. Copy in italics is Tennyson's; 
the remainder is excerpted from the 
workshop talks. 

n the 30th anniversary of the 
International Radio and Tele- 

vision Society the J. Walter Thomp- 
son Co. and its client, the Eastman 
Kodak Co., participated in seven 
consecutive weekly sessions in which 
the two -minute Kodak commercial 
"Yesterdays" was dissected and dis- 
cussed by the people who partici- 
pated in its creation, execution, and 
broadcast use. As far as we know, it 
is the first time anyone has gone into 
such great detail about one particular 
commercial. 

"Yesterdays" was particularly 
well -suited for the review because it 
incorporated almost all possible pro- 
duction elements in filmmaking, in- 
cluding interior and exterior shoot- 
ing, still photography, original 
music, live sound, live sound effects, 
recorded sound effects, echo cham- 
ber, filtering, make-up and wardrobe 
to cover a period of years in the life 
of the performers, and finally a cre- 
ative track record that today includes 
sixteen major awards. 

The idea for the workshop this 
year was the brainchild of the IRTS 

.workshop chairman, Lincoln Dia- 
mant. It was supervised by IRTS 
executive director Bob Boulware. 

The production sessions were pre- 
sented in reverse order, starting with 
the actual telecasting of the com- 
mercial and all of the completion 
awl distribution steps leading up to 
it, and it ended with Ted Genock, 
director of broadcast advertising at 
Kodak, discussing the marketing 
background. 
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now let's review the seminar in 
the actual production sequence. 
Market -product information and 
knowledge of the market preceded 
the request for the particular com- 
mercial, as is always the case, and 
was discussed by Wyatte Hicks, 
JWT management supervisor. JWT 
senior vice president and creative 
director on the Kodak account, 
Granger Tripp, stressed the impor- 
tance of the initial liaison between 
advertising account representatives 
and the client: 

The creative people will want to 
know all they possibly can about the 
product that is to be sold. They will 
want to know where the market is. 
who the people are and to whom the 
commercial must appeal. 

They will want to know what kind 
of a production budget they are to 
work within. And they will want to 
know the mechanics of the commer- 
cial-will it be part of a campaign, 
stand somewhat by itself, will it ap- 
pear as a spot or on a program, and 
what kind of a program, where, what 
will the surrounding material be 
like? 

What time creative supervisor and 
his people hope is that the account 
representative will transmit the prob- 
lem to them, and that he will not try 
to give them a solution. It is difficult 
if someone comes back from the cli- 
ent and says, "Here is what we want, 
a commercial just like so." We would 
rather have the account man let us 
propose a solution. At that point it 
is the function of the group head or 
creative supervisor to turn the in- 
formation over to the people who 
will Elo the actual writing. 

Essentially "Yesterdays" is a com- 
mercial that is designed to promote 
the activity of picture -taking. It is 
designed to motivate people, to re - 
enforce their knowledge that picture 
taking is important, and to remind 
them of time many different kinds of 
occasions on which they ought to 
take pictures. We have a standing 
request for one or two of this kind 
of commercial each year at .I. Walter 
Thompson. 

Writer/producer Ken Thoren, who 

originated the commercial, covert 
the writer's angle of the assignnen 

People ask writers, "How do y '- 

get your ideas?" Well, my answ 

is always that for elery script the 

is a different answer. Peg and Hart' t 

Mann are two actual people. Theta, 

lived next door at the time the serif k 

was written. They had no childret Ie 

so I just borrowed two from m, i 

neighbors on the other side. 
The Manns were the picture.« lit 

taking people I have ever met inn] 
life. The house was loaded with pit 

tures. They just lose taking picture., 

say of our kids and all the kids it 

the neighborhood, and of everythin. 
and anyone else. I tried working th 

script so they didn't have childrer 
but it didn't work, so I gave then 

the two boys from next door. 

How he elid it 

Every script comes from a difieren r 

route. The song actually came in verb 

late after I had the idea. This corn 

mercial was not written under awl 

special assignment. I can't remember 

how long it took. At the time I wa } 

writing some of these I would ofte' 

play with an idea for as long a 

several months until everythini 
jelled. The actual writing--luckill 
I type fairly fast-only took 10 tt .1 

15 minutes, but everything was it 

my mind before I started on it. 

Since an existing published song 

was involved, the next step in the 

production was the clearance of the 

music by the J. Walter Thompson 

Co. labor relations department in 

the person of Marion Preston: 
k\ hen a producer decides to use 

music-for any commercial-he 
works very closely with our depart' 

ment, because no matter what kind 

of music is used, it almost always 

requires a contract of some kind. 

In this case we had to determine 

the copyright owner. For "Yester- 

days" it is T. B.. Harms. The com- 

posers are Jerome Kern and Otto 

Harbach. Performance rights are 

vested in ASCP. The publisher was,, 

contacted. 
We endeavored to negotiate a 
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ht-he right to use it. We did 

a icense fee on a commercial 

sit. t is not feasible when you 

e g ng to use a composition in 

1}t ce commercial, as in this case, 

rieltiate a blanket fee for unlim- 

d u because it could lie $15,000- 

5;01 or higher. We have gotten 

irnos up to $50,000 for one com- 

shüt. 
In lis particular case we nego- 

itedper use fee for a period of 

ne. 

Anatomy 
of a 

ommercial 

Ili'S workshop dissects 

and (IiscUsses 

(odak commercial 

it what may be the 

?Hst exhaustive study 

of its kind 

Te executive producer of J. Waf- 
er tiotnpson's creative group, Matt 
iiarb, described the function of a 
onottcer : 

Aproducer is like a contractor as 
elad to an architect-cif the writer 

is t, architect, the producer is the 
aonactor. Part of the production 
funiion as a contractor is to find 
PCoe in all of the various areas 
tl -tlgo into making a commercial 
" .1 whom you can talk and with 
Wbh you can establish communi- 
claia- You'd be surprised how in a 
bustess that sells communication, 
the ick of it is the rule rather than 
thexception. And it's very difficult 
to :)d those people with whom you 
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Scenes from `Yesterdays," two -minute 
Kodak commercial that received 

thorough anal jsis at I RTS workshop 

s9 

1 

r 4 it. 

can establish more than just a super- 

ficial rapport, who know that when 

you say black, you don't really mean 

black, but you're talking about a 

dark grey or an almost black. And 

it's pretty much the way you say 

black that determines the nuances 

you will actually get in the final 

product. 
In making a commercial, no one 

point of view holds all the way, ex- 

cept the point of view of consistent 
production, and which makes an en- 

tity out of it. 

1 he commercial "Yesterdays" was 

a particularly noteworthy commer- 

cial in that it was written by a 

writer/producer, produced by an 

art director/producer, and super- 
vised by a producer/producer. War- 

ren Aldoretta, the J. Walter Thomp- 

son producer on "Yesterdays," 
discussed his first involvement with 

the project, which came to him in the 

forth of a storyboard: 
The way our group works on Ko- 

dak, the storyboard is never an in- 

strument that locks us into our 

shooting. The board itself is a board 
of intent. It is used for discussion 
purposes and also to allow us a point 
of departure at meetings. It is a 

frame of reference. 
It is at this point, when a pro- 

ducer begins to consider the many 
production houses that are available 
to him that he has to perform his 
first major service to the client. How 
does lie do this? 

lie breaks all existing rules and 
mentally sprouts wings. This is ex- 

actly how the process should work. 
Out goes the producer's hook of do's 
and don't's and all of the professional 
rules and regulations of why we can 
do that or what we cannot do. He 
then fires up his creative imagination 
and takes off on a creative explora- 
tion into the exciting work of avail- 
able creative talent. 

After the producer floats around 
in this blue-sky world of creative 
cuml)ivations, he finally sends a mes- 
sage back to the ground control at 
J. Walter Thompson and there he 
contacts the cost estimator. At that 

(Continuer! on page 80) 
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Ajax: Triad -major 8, 8, 8 into 
#2 902 then up to mixer, this 

volume on 51/2-bass and treble on 
zero. 911 on 60, 85, off, 901A switch 
on 1. Wabble on second bank, switch 
on 1. Fixed control voltage on -1, 
oscillator on triangular 16, into $J:1 
902 to 904A filter range 3 regener. 
7, FCV -1/2; and out to mixer on 
10. Pulse from controller (on 10) 
into 904A filter, FCV on 2, F range 
on zero, aveform straight up, little 
knob on 3. Then triangular out to 
controller of 901A (all up) . 

What appear to he the computer 
control settings for the manufacture 
of Ajax are actually something quite 
different. The notation above is from 
the notebook of Keith Textor of Scott- 
Textor I roductions and rle'crilles the 
control settings of the Moog Synthe- 
sizer necessary to reproduce the tim- 
bre (or quality and color of the 
tone) in a recent Ajax commercial he 
produced. 

There's been a quiet revolution in 
commercials music going on during 
the last t o or three years. The last 
12 months, however, have seen the 
greatest growth in interest among 
composers and their clients in elec- 
tronic nut-ic. 

The electronic music of today is 
hardly the conglomeration of science - 
fiction -like sounds it used to be. A 
key development is the invention of 
the Moog synthesizer, a generator of 
sound controlled by a kelboard, 
which has made available an instru- 
ment capable of creating an infinite 
number of sounds, including both 
sound effects and music. 

While it can mimic conventional 
instruments, the purpose of elec- 
tronically synthesized music is not 
to replace instruments, but to create 
sounds which conventional instru- 
ments cannot reproduce. A majority 
of composers and arrangers then use 
these sounds in conjunction with con- 
ventional instruments. 

The result is a piece of music hick 
can sound quite conventional but has. 
color that makes it stand out. In 
addition, the Moog can generate 
sound effects which are at the same 
time music. Dick Laysky recently did 
a Silly Putty track using only the 

Moog in which the music seems to 
have a "rubbery" sound (which is 
the only way to describe the music). 

The biggest difficulty in describing 
the Moog to someone who's never 
heard one is conveying the idea that 
the Moog can generate virtually any 
sound, from a frog's croak to a harpsi- 
chord type note two octaves higher 
than any harpsichord can go. 

This flexibility is what all the in- 
terest is about. Dave Lucas, who re- 
cently completed a set of Allegheny 
Airline spots on the Moog (with other 
instruments), has been experimenting 
with electronic music for four Nears. 

"I play with it until I get the sound 
I'm looking for, and then I reflect on 
it. I can fiddle with it and get sounds 
I don't expect, and that sends me off 
ín a new direction." 

Agency producers sit in 

The composer -client relationship 
has changed because of this flexibiilty. 
In the past, the composer would take 
the finished product to the agency 
and advertisers and would see if they 
liked it. "Today, agency producers find 
they often have to sit in on experi- 
menting sessions so theN can pick 
which sounds they like best. 

The Moog was designed by Robert 
Moog, an electrical engineer who 
played piano in his college jazz band. 
Ile spent some 10 years developing 
his package of oscillators. filters. 
amplifiers, attenuators. sawtooth and 
voltage control modules. The result 
has been a relatively low-priced piece 
of equipment which he manufactures 
in a factory in Trurnansburg. N.Y.. 
about 12 miles from Ithaca, the horns 
of Cornell, his alma mater. 

The basic unit goes for about 
$3,000. With extras it comes to about 
$10.000. 

The Moog ias some rivals, most 
notably the Buchla. Only two are 
known to be in New York, one at 
New York University, the other at 
the Electric Circus, a very "in" New 
York night club. Many more are to 
be found on the West Coast, where 
they are manufactured. The number 
of Moogs likewise diminishes as you. 
travel West. 

There is, however, a major differ - 

Switched -ol{ 
music 

.i b L' 
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it'otlectronic synthesizer is 

!r,'aling increasingly colnIlon 

''lording sessions 

con posers and advertisers 

art its potential 

a' 

1 

j 

.1 

In ertreme wide-angle photograph 

shows a Moog synthesizer set-up, 

with patch cords which are used 

to interconnect the many modules 

that make up the unit. Various 

combinations of cord positions and 

control settings produce an infinite 
number oÍ different sounds. 

. 1, 

erice between the two instruments. 
The Buchla uses a "touch plate" in- 

stead of a keyboard. This ís a flat 

plate, and touching it in a given area 

produces a specific sound. 
Jack Holland, who has used both 

machines, finds the Buchla more 

effective when the music is 100 per 

cent electronic, and the Moog superior 
when electronic and conventional, 
sounds are mixed. 

The major predecessor of the Moog 

and Buchla was the RCA synthesizer 
which sat in the electronic music labo- 

ratory of Columbia and Princeton 
Universities. A massive contraption, 
it is not considered as versatile as 

the Moog, and very few knew how to 

operate it. 
The Moog, although a complex 

piece of equipment, has been designed 
so that the essentials can be learned 
in a few hours. Anyone purchasing a 

Moog from Walter Sear-who helped 
Moog develop it and handles all sales 
as an independent company-under- 
goes a five -session indoctrination 
into the operation, care and feeding 
of the device. Many composers who 
do not own a Moog have taken the 

course to acquaint themselves with 
t he machine. 

Practice makes perfect 
As with any skill, proficiency comes 

with practice. In addition, musicians 
have become so enthralled with their 
new instrument it's not surprising 
that, upon receiving his Moog and 
setting it up, one Chicago composer 
did not go home to his family for a 

week. Ile spent all his waking hours 
at the Moog. 

While other composers have not re- 

acted so radically to the Moog, many 
are impressed by its versatility. This 
is evident in the number of recent 
commercials that have included use 
of the Moog. 

Herman Edel, Inc. has just com- 
pleted Greyhound and Xerox ads. 
The firm uses the Moog either as a 

separate instrument or to amplify or 
qualify a sound, another capability of 
the machine. 

Pre-recorded sounds from either 
conventional instruments or the hu- 

(Continued on page 89) 
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Viking Carpets has stepped out of 

its place and into spots where 
people used to say carpeting didn't 
belong-kitchens and bathrooms, 
for example. 

Using the slogans, "Viking kitchen 
carpet is for women who don't be- 
lieve in kitchen carpet," and, "Vik- 
ing goes where tile used to go and 
carpet never could," the company has 
made its way into what executive 
vice president Wolfe Nichols calls 
"the true living rooms of the home." 

Viking is a small carpet company 
which introduced shat they call fam- 
ily carpet (better known as kitchen 
carpet) to the public about four 
years ago. They went after the hard - 
surface market, and thus compete 
with about 250 other manufacturers. 
Of these, only eight make a product 
similar to Viking's and Nichols said 
Viking probably sells more family 
carpet than the other eight combined. 

Nichols, television and massive 
merchandising are three of the fac- 
tors that have put Viking where it is 
today. Viking is currently selling 
carpet at the rate of about $30 
million worth a year, and is aiming 
at $100 million by 1972. In 1968, 
the carpet industry's growth rate was 
about 16 per cent. Viking's rate was 
approximately twice that. 

38 

Nichols, with 30 years' experience 
in the lloorcovering field, is called 
the "milkman of the carpet business" 
by many of his colleagues, since he's 
frequently at work by 6 a.m., and 
sometimes even earlier than that. 

Under his leadership, the staff has 
grown from four people to more than 
100. The carpet is sold by about 
5,001) dealers across the country, 
and about 10,0110 mechanics have 
been trained to install it. 

Highlight of Viking's advertising 
is Babar the Elephant, a half-hour 
color cartoon special which has been 
shown twice on NBC-TV. 

119 F 

Viking goes 
where carpets 11 

fear to tread 
A small company put 

carpeting where it never 1 
went before and is 

watching sales climb 

toward $100 million 

Josh Shelley (r.) directs his son Michael t 
and Phyllis Kirk in a Viking commercial 

as member of production crew looks on. 

r 

N' 

Viking decided to sponsor 
show because of its possibilities 
merchandising-and then, with 

help of NBC-TV, Random House;' 
their local dealers, made the dl t " 
of those possibilities. Nichols fi 

t.£ 

that a small company with a lrmi at. 

advertising budget cannot hope) 

get the most out of tv unless ti 

have a large merchandising-proil e" 

tional campaign running too. tr 

Ile noted that Viking sponso 

an Andy Williams Special. "WI 

the show was over," he said, "peo 

remembered Andy Williams mt 

(Continued on page 
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A PROGRAM MAN'S . . . Viewpoints 
Educational television 

1'he seems to be an attempt to bring order out of the 

tltip letters that constitute various bits of telecasting 

íah a their composite spell educational television. Be- 

een ET, CPB and PBL and others, national as well as 

;al, ere are seeming rivalries and petty jealousies 

cicherve only to confuse the public and reduce the 

ssillity of bringing meaningful didactic entertain- 
nt a broader audience with proper funding. The 

one everybody can get together the better for all 

nce ed. 
Thi1 is definitely a place for educational television 
oulworld today. The commercial stations have only 

.id ') service to this responsibility because they must 
idre, themselves to their primary responsibility which 

toOn a profitable business. Their main emphasis 
ust t on commercial programming that attracts a max- 

-tun -number of viewers and, ergo, ís attractive to an 

dvetser who must have efficiency in the form of low 

)stir -1,000 homes in order to justify the high out- 
f-po;et costs of television in relation to his sales re- 

aps. 
luiirness it must be said the networks have tried to 

?.t a least one primetime hour a week aside for news 
epa nent documentation of current events. The results, 
ow/!,r, have been poor from a rating and sales point 
f vjv. The shows are part of the high expense of doing 
ewsWithout the owned -and -operated stations helping 
o pt the bill the networks would have to curtail their 
ew;soverage and eliminate the documentary stuff corn- 
deté-. 

'Sine accepts the fact that the educational process 
nusl)e paid for by public funds and be programmed by 

qu.ified group of educators or intellectuals with a con- 
'ernwith teaching or instructing, how does an inde- 
Jentnt organization go about raising money? And 
lut.y important, who will be the final arbitrators of 
he :ogramming? 

Ache past, educational telex isiot has had to scratch 
or ,oney. Individuals donated funds, corporations spon- 

sors programs in exchange for an opening or closing 
cret:, charitable funds gave grants, and some public 
cooly was forthcoming. in general, the total amount 
raisl was not only inadequate but the tam hod of rais- 
ing t was totally lacking in dignity. Tile individuals 
raintg the money literally had to beg and crawl for the 
pittce. This is one helluva way to posture an executive 
whtis dedicating his career to doing good in the world. 

Iwould seem that there is a better way to fund this 
%Vo:1while effort. A favorite way of getting money for 
the'ssentials in government is to take it out of current 
tax, by redistributing the more\ already collected. A 

fac''ite user is the Defense Department with almost $80 
bt1l,n, and growing bigger all the time. A fraction of 
thitone% would insure a highly efficient and competitive 
e lational effort which should benefit mankind. 

uother way of raising money that has been suggested 
tb 'Xing network or station profits to pay a part of this 
rol This is not such a dumb idea since some voluntary 

contributions have already been donated without any 

visible suffering on the part of the stations. The stations 

cannot be relied on to do anything voluntarily and it 

might be wise to pressure them into paying for an in- 

dependent educational effort as opposed to having to do 

something about it themselves. 
The last possible method is to tax television sets $5 

a year. This method has worked in England and other 

countries with some grumbling but adequate funds. It 

is entirely probable that people here with guilt complexes 

about education and conditioning to all kinds of license 

fees would take it in their stride. 
Assuming that funding is feasible the last question is 

what kind of programmers will run the uptown network. 

In the past they have come from educational station 

operators or col ege trained programmers or experimental 

producers like off Broadway types. This has proved at 

least adequate to compete on a local level with profes- 

sional network product. It is one thing to have an am- 

bition to reach people and cause them to look at pro- 

grams that will enlighten them or help them to a better 

life, and another thing to get them to watch the stuff. 

The reason is that the educational programs aren't good 

enough. 
The irony is that there are plenty of good men who 

would give almost anything to produce programs for 

a good cause. Unfortunately they are not sought out by 

the educators because they are tainted with commercial 

success. Time educators on the other hand may only be 

4 ,fá 
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Public tv: the problem is money (above, a l'RL show). 

using this as an excuse to perpetuate their domination of 

this part of the medium or because of their insecurity in 

competing witic the successful commercial producers. 

Time plain facts are that most good commercial pro- 

grammers are intellectuals first and commercial second. 

arily. They would like to he associated with the better 

things in life and would be willing to spend a part of 

the year producing for posterity at a fraction of their 

normal salary. The head man in educational networking 

could well come from the most successful of this group 

who hail made his bundle but wanted to shuffle off on a 

high note of doing good. 
Now that the advisors to educational television include 

some successful businessmen, government officials. ex - 

agency men, and others perhaps they will stop the in- 

breeding and reach out for guidance from a man with a 

knowledge of the magic of getting people into the tent 

and making them better citizens when the show is over- 
despite their best efforts to resist the improvement.-J.B. 
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Film/Tape Report 
HELP IN LOCAL PRODUCTION 

It's no secret there's an increase 
in television expenditures by local 
advertisers. Local stations therefore 
are put in a position to make great 
gains by helping lure these potential 
customers. 

Local advertisers, especially de- 
partment stores, are aware that tele- 
vision's ability to build an image is 
unbeatable by any other medium. 
They've learned that tv can't he used 
successfully for pushing individual 
items the way newspapers can. How- 
ever, to produce commercials that are 
image -builders is often a budget - 
breaking job. 

To this end, Pepper & Tanner of 
Memphis has introduced a film li- 
brary of color tv commercials made 
to he customized by the local station 
with minimum effort. 

The spots, which are pre-cut to 
6030, and 20 -second versions, gen- 
erally begin with live action written 
around a specific theme. This could 
be, "Wake up your imagination," 
'Be a creative shopper," "Get out of 
the bargain hunters jungle," er "The 
businessman's integrity." In the mid- 
dle of the commercial, there's a place 
to put in slides of merchandise or the 
physical plant. At the end of the 
commercial the action returns to the 
opening scene, which tags the com- 
mercial. Over this a client's logo is 
placed. 

Thirteen commercials are sent to 
subscribers on a 13 -week cycle. Sta- 
tions must sign up for a minimum 
of 52 weeks, however. Every 13 weeks 
they receive a new set of commercials, 
including storyboards. The com- 
mercials are shot on both video tape 
and film for maximum flexibility. 
The video tape commercials are 
transferred to film before being sent 
to the stations. 

Stations signing up for the com- 
mercials also receive 23 LP records 
of production music, with a new 
record shipped ever) month. 

Also included in the package are 
a set of customized station identifica- 
tion slides, and sales and special 
events slides. 

Cost of the entire package to sta- 
tions ranges from $75 to $425 per 
week, depending on the size of the 
market. Payment can he arranged 

through barter or cash or a combin- 
ation of both. 

Some of the advantages to the 
station of the package are obvious. 
Not only are production time and 
money saved, but the station does 
not hate to pay talent residuals. The 
library is designed not to replace a 
local station's production staff but 
tries to do things that would not be 
possible at the local level or else 
would be too expensive. In addition, 
it frees the production staff to take 
on additional accounts. 

Stations in about 40 markets are 
currently using the Pepper S. Tanner 
library, which contains a total of 39 
commercials. Stations signing up for 
the library receive only the newest 
commercials, but can purchase the 
previous ones its paving little more 
then the cost of the film prints. 

TRAINING PROGRAM READY 

The first instance of an organized 
plan by management and a union or 
guild in the film production industry 
to take steps towards the impartial 
selection of apprentices has occured. 
As revealed in Film/Tape Report last 
month, the training program which 
will begin in the Fall, will eventually 
result in Director's Guild or union 
membership, and will open new doors 
which heretofore minority group 
members have not been able to open 
themselves. 

The program will be administered 
by .a board of trustees representing 
the Directors Guild and the Film 
Producers Association. Milton Fel- 
son; David Golden and Ernest Ricca 
represent the Guild, while Benson 
Begun, Sanford Greenberg and 
Harold Klein speak for the FP A. 

Princeton Associates for Human uman 
Resources has been retained to de- 
velop a two -phased selection program. 
One phase will be a series of psy- 
chology -based written tests. The 
second will be a series of participa- 
tive interreactional processes which 
will involve groups of applicants in 
situations designed to determine the 
extent to which they exhibit the kinds 
of behavioral attitudes and charac- 
teristics required. 

The entire selection process will be 
accomplished in a series of successive 
evaluation -elimination steps until a 

limited group of applicants is 
commended to the trustees for 
initial two -)ear training program 

The applicants will be placed r,, 
tv commercial production compar 

i 

industrial film producers, theattil 
producers. and possibly in live av 

tape t' productions. Each traineelÍ 
have worked in each of these areal; ' 

the end of his two-year stint. At l 

end of the program, he will be al 
matically accepted into the Guildl,, 

a second assistant director. IIr 

ADVERTISING EDUCATION 

Twenty-five agency staffers, nl 
of whom are not involved in tv p1 

duction at all, are taking a cout 
in television production at the NE I 

York Institute of Advertising. 
Robert Warner, senior televisit 

producer at McCann-Erickson, wi 

is teaching the course for the thit 

time, believes that many who are ta 

ing its course "want to get a smatta 

ing of the mystique of tv." 
More exactly, account executirs' 

and other agency staffers are findir 

it important to be able to explain; 't' 

clients the reasons for conmerci 
costs being so high, or why vidt 

tape or film should be used (or 

reason: shipping video tape is vegt ' 
expensive), how time can be save 

in production and post-productio 
(You can shoot on film and edit 0'1 

tape), and how to avoid the trap 

j of net and gross estimates. 
Warner points out that the peopl 

in his course could learn all this a 

work, but the mistakes made alont 

the way could cost the agency pleat) t 

Art directors, production assistant' 

account men, and even the presiden 
of a small agency are taking fir 

course. 

MIAMI FILM COUNCIL 

As a first step in unifying Florida'' 
film industry, the Greater Miam' 

Film and Television Council is being 

formed. 'Fite Council's stated objec 

live is to encourage a good financial 

climate, offering every inducement to' 

film producers in establishing per' 

manent operations in Florida. 
1 unified film industry package' 

of proposals to be presented to the' 

state legislature will include specific, 

goals such as tax reforrn. 
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Legends have to start omewhere 
tid, in television, a lot of legends 

has, started at Reeves. Now, new 
leg ids are being born at Reeves 
Tef'ision Studios at Lincoln Square. 
Rates built its reputation on doing 
thgnpossible. 

ke producing a 60 -second tire 
cofnercial in one afternoon, duping 
it tlt night and delivering it, ready for 
dfsbution, the next morning. Or, pro - 
du ig six segments for a daily half - 
ho quiz show in one day, every week. 
Or,ynvo dramatic shows, back to back. 

fhether you've got . a 60 -minute 
slily or a 10 -second commercial, 

Reeves has the facilities to handle -the 
job. The whole job. We can handle 
everything-from complete studio 
shooting facilities to the finest post - 
production work. All under one roof. 

Lincoln Square means three shoot- 
ing stages, the best equipment and 
engineers, and access to the most 
complete video post -production serv- 
ice in the world. 

Office facilities. Two viewing rooms 
and two electronic editing rooms. All 
models of comfort and efficiency. The 
equipment is the best-PC 70 color 
cameras, VR 2000 recorders, "Little 

REEVES 

It 

Shaver" backpack cameras and re- 
corders. All manned by expert Reeves 
technicians. 

The result? An unparalleled color - 
perfect product, ready for viewing. And 
if location work is part of your job, 
Reeves' Airmobile-Videon' System is 
ready to leave for any place in the 
world-overnight. 

Become a part of a legend in the 
making. Come to Reeves Television 
Studios at Lincoln Square. Have a look 
around. See our facilities. See our 
demo reels. See how Lincoln Square 
fits your job. 

VIDEO DIVISION 
A DIVISION OF REEVES BROADCASTING CORPORATION 

304 EAST 44TH STREET, NEW YORK, N.Y. 10017. (212) OR 9-3550 TWX 710.581.4388 
101 WEST 61TH STREET, NEW YORK, N.Y. 10023. (212) TR 3-5800 TWX 710-581.5248 
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WORLD..FAMOUSJ 

GUILLOTINE 
SPLICERS 

NOW 

AT 

`. 

/ 
. ;__,.*'" Fk I 

LOWER PRICES! 
FEATURES: 

Uses non -perforated tape 
which costs only $2.00 per roll, 
as compared to $8.33 per roll 
for perforated tape. 

Makes splices 35°/o faster than 
conventional pre -perforated 
tape splices. 

Automatic one-step operation 
cuts and perforates tapes, 
bonding tape to film for 
stronger splices. 

Makes butt, overlap or diago- 
nal splices. 

Rebuilds torn sprockets, 
breaks and tears without losing 
frames. 

MODEL NO. PRICES: 

FGU-12 16mm Straight Cut $145. 

FGU-11 16mm Straight & 

Diagonal Cut $155. 

FGU-14 35mm Straight Cut $155. 

FGU-13 35mm Straight & 
Diagonal Cut $180. 

FGU-10 8mm Straight - 
Professional $200. 

F8zBICECO: 
315 West 43 Street New York, N. Y. 10036 

(212) RI 6.1420 

DEALER INQUIRERS 

Intercinema corporation 

311 West 43 Street 

New York, N.Y. 1003o 

Parliament Equipment Co. 

351 West 52nd Street 

New York, N.Y. 10019 

ZOOMING IN ON PEOPLE 
RALPH RISKIN has been appointed 

general manager for MGM Tele- 
vision. He joins MGM from his own 
firm Stylists Unlimited, a commer- 
cials production packager. 

\IGM has a new sales representa- 
tive in the southern division. DAVID 
F. SIFFORD will work out of the com- 
pany's Atlanta offices. Prior to his 
new post, he was a sales representa- 
tive with International Paper. 

CHARLES A. PR ITT has been named 
president of Bing Crosby Produc- 
tions. Pratt was formerly vice presi- 
dent in charge of program develop- 
ment for BCP. Prior to that, he was 
director of corporate development for 
Cox Broadcasting. 

Pratt succeeds BXSIL F. GRILLO who 
will assume new duties in the organi- 
zation. Ile will remain active on the 
hoard of directors and in the acqui- 
sition field for Cox Broadcasting. 

BC P's new manager of station pro- 
motions is GARY YOUNG. A former 
sales manager of KCBY-TV Coos Bay, 
he will be based in Portland and 
will be working with tv stations in 
various facets of local promotions. 

CORNELIUS F. SULLIVAN has been 
named associate director of business 
affairs for CBS Enterprises. Sullivan 
joined CBS -TV as an associate di- 
rector of business affairs in 1966 
after six years with NBC-TV. 

R. GUY SPENCER has been named 
an account executive with the Walter 
Reade Organization's tv division. 
Spencer was previously with Grey 
Advertising as an assistant account 
executive. 

STANLEY J. SOLSON has been named 
director of research for Screen Gems. 
In his new capacity, Solson will be 
concerned with all the research ac- 
tivities related to Screen Gems' na- 
tional sales, syndication, broadcast 

and international divisions, as 
as the company's various reseal 
projects. 

BEN CASEY AVAILABLE 

l, 

,I 

The master of the scalpel 6 ' i Casey, has finally carved his way t '' 
of residual negotiations and is 

nil available for syndication throu 
II 

ABC Films. 
Immediately picking up the ski Iii 

were the Kaiser Broadcasting s 
tiOiis t1 KRG-TV Boston, WKBF 

Cleveland, tvKRD-Tv Detroit, KBH 

Tv San Francisco and WEBS -Tv Ph .I 

adelphia. 
Cox Broadcasting also picked té 

:, 

the program for its stations, ;Yip I- 

TV Dayton, WSOC-TV Charlotte, w t, 

Tv Atlanta and wits -Tv Pittsburgh. t 

.:e 

i :Ill -1..: ` tl 
111ils` " '- 
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, 

/ 1 - 

I ti 

Doug Smitl, (1.) manager of 1YFBt1 

N. Greenville and Dave Abbott (r 
ncanager of WLWC-T1 Columbus too, 

trips to Ha,vaii awarded by Bint 

Crosby Productions at the NAB con, 

vention. Nikki Fink makes presental i 

lion, as BCP sales manager Edon 
Broman looks on. 

NEW YORK 
PL7-7121 

' FiLM 
OPTICALS 

jilt. 

optical photography 
aerial image 

anamorphic photography. 
,iow, gale 

animation 

I 
DISHWASHER 

for TOTEM PRODUCTIONS, INC. 

Ii 

2 
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l'DICATION 

v'sirst regularly scheduled gos- 

, Boa Barrett, has joined Metro- 

dia 'elevision under a long term 

itta. Miss Barrett who resigned 

Mir position with the ABC-TV 

o's, will appear on the Metro- 

dia ;ations and will be syndicated 

ou Metromedia Producers 

He eports will feature inter\ iews 

ttionally -known personalities, 
we as the latest behind -the -scenes 

orn tion covering the motion 

'tar t; and recording industries. 
a travel -adventure series 

rnedn oser 100 different countries. 
beg released for foreign and 

mec syndication by ABC Films. 
P .cuced by WTMJ-TY Milwaukee, 
e sees features as host the award - 
nu'; photographer, \furl Deus- 

Tb series is available as either 
iO Ilf-hours or 130 one -hours. 

)PAIERCIALS MAKERS 

IILVIN FRIEDMAN has joined MPO 
ídei:onics as a director. Friedman 

rect at both New York and 
oll}ood studios as well as on loca- 

'reviously he had been a de- 

b edirector at UPA doing anima - 
or Most recently, he was a live 

director at Elektra and \V\ lde. 

CK MANNO has joined Dirnen- 
oñrrroductions Ltd. as vice presi- 
ent Ind general manager. 1 lanno 

MANNO 

'omi to the production house from 
V°lvhere he held a similar position. 
teously, he was general manager 

EROME J. COHEN, INC. 
(Jerry & Ron) 

1. I, West 34th St., New York I, N. Y. ?r 

54 244-8075 

40 40TION PICTURE & TV INSURANCE 
° SPECIALISTS 
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SELLING COMMERCIALS 

American S & L Lund -Heitman Smith 

BANDELIER FILMS, INC., Albuquerque 

Esso Imperial Oil Cockfield, Brown Ltd. 

Tiatne 
t 

O 
MOVIERECORD, INC./ESTUDIOS MORO 

Armstrong Cork Co. BBDO 

I - 

o'`q; tz1 

I/JD 
&noib.a 

GERALD SCHNITZER" PRODS., Hollywood 

Franco -American Macaroni Leo Burnett 
imPlw 

r 

irf 
. 

N. LEE LACY/ASSOCIATES, LID., Hollywood 

Campbell's Soup "Poster" BBDO 
w - 

,e}t1 -:. 
- r ' 

KIM & GIFFORD PRODUCTIONS, INC., N.Y. 

Hunt Foods Young & Rubicam 

r 

In 

, 

THE HABOUSH COMPANY, Hollywood 

Denalan William Esty Co. - 
I '" 

SPI SNAZELLE PRODUCTIONS, San Francisco 

Kraft Cheese-American Singles J. W. T. 

' y 1 

t ErhS, 
v., obra 'I 

I o 

A® M 161 Giz 

PELICAN PRODUCTIONS, INC., New York 

I. . 



of Film Fair in New York. 
DVI has signed advertising photo- 

grapher DAVID LANGLEY to an ex- 
clusive contract for television com- 
mercials. Langley is an illustration 
photographer. He was formerly as- 
sociated with the Stone -Langley 
St udio. 

RICHARD A. ROMAGNOLA has joined 
Tele -Tape Productions, Inc. as an ac- 
count executive in the agency sales 
department. Romagnola was previous- 
ly with NBC-TV as a unit manager on 
the Tonight Show and Match Carne. 

He was also associated with RCA. 
JERRY BEAM has joined the staff of 

Filmways of California as a director. 
Bean was formerly with the Haboush 
Co. He is noted for his avant garde 
approach to filming. 

ARTHUR 1VILLIAMS joins Dimen- 
sion Productions. Prior to joining 
the company as an editorial super- 
visor, he was at Elliott -Unger -Elliott 
for five years as an editor, and at VPI 
for three years in a similar capacity. 

ALFRED MARKIM is the new vice 
president in charge of operations at 

1 

25 W 56.Street /New York City 10019 

SOLARIZATION 
MULTIPLE SCREEN STROBE EFFECTS 

e 
® WM 

ouse 
.inc. 

ANIMATION DISSOLVES 
GRAPHICS STRAIGHT CUTS 

Optical 
House 

inc. 

(212) 757-7840 25 WEST 45 ST. N.Y.10036 

DICK SWAÑEK - WILLY TOMAS - SANDY DUKE - IRWIN SCHMEIZER - DICK RAUH BILL ROWOHLT 

44 

Teletronics International. it4ar 
was previously president of Reer 
ing Studios, Inc. 

r 

MARKIM 

i 

l'. 

'll 

Ile will supervise all operatic 
activities at Teletronics. Prior to R$ 

he was a vice president of the Lal u 
dau-Unger Co. for four years. Fra 

1958 to 1963. he pioneered in vid 

tape production as vice president I 
MGM Studios. 

DISADVANTAGES 

There aren't only disadvantages 
smoking Benson & Hedges' 100s - 

shooting the commercials is no sna 

either. 
DVI director Ted Devlet used 15 

actors and actresses, 100 crew in 

hers, seven standing sets and Puert 

Rico locations in the three weeks 

shooting. 
The new series of commercials 

made up of a number of vignettes 

over 40 in all. These will be cut tá 

gether to provide a number of min 

utes, 40s and 30s. 
The new vignettes include shots 

a submarine, the north woods, si 

streets, a San Juan nightclub anúo, 

many Puerto Rican locations. Thi 

spots are scheduled for airing late, 

this month. 

Í 

DOTTED LINE 

The Sound and the Scene, 20th 

Century -Fox Tv's entertainmen! t 

suecial starring Bobbie Gentry hal, 

been sold to the Storer Television' g 

stations and Metromedia Television. It 

. Four /lands on the Wheel, an hour- 1 

long sports special produced by Tn- t'l 

angle Stations, will makes it debug, 

this month in at least 175 market 

under the sponsorship of E.I. dui 

Pont. 
Levi Strauss & Co. has purchased 

The'' 

.r 

another Triangle production, 
California Rodeo for airing in att 

least 175 markets beginning Septem'i 

Television Age, May 5, 1969 
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Willing to spend a little less to see 
a better looking commercial? 

are three Kodak improve - 
in color -film technology to 

little time, a little money, and 
of of quality to your color -film 

»m ercíals. 
the camera you've got new 
AN Color Negative Film 5254. 
top faster than 5251; but it 
in there with all the quality 
counted on for years. Result? 

A chance to do creative things in 
color that you could only do in black - 
and -white before. 

Then, in the lab you've got new 
EASTMAN Color Reversal Intermedi- 
ate Film 5249. Cuts out a master posi- 
tive generation when 16mm release 
prints are made for spot distribution. 
Result? Color release prints with 
better video quality. 

Also in the lab you've got a new 
machine called the EASTMAN 1635 
Video Color ' Analyzer. This come 
pact,, solid-state, sock -it -tó -any -wall - 
socket package shows a positive 
video color image directly' from nega- 

tive or positive film frames. Result? 
This image lets the operator deter- 
mine color printing data that makes 
the first release print commercially 
acceptable every time. How does 
that grab your tight deadlines? 

That's what Kodak's done for you 
lately to keep your spots on top. 

EASTMAN KODAK COMPANY 
Atlanta: 404/351-6510 Chicago: 312/654-0200 
Dallas: 214/FL 1-3221 Hollywood: 213/464-6131 
New York: 212/MU 7.7080 
San Francisco: 415/776.6055 



fore that, he served with Keynon & 

Eckhardt for 1 7 years. 
The creative team of OGUEN NIEL') 

and NORDI.N GREY have joined the 
stall. of Kennon & Eckhardt. They will 
work together on the Lincoln-Mer- 
cury account. 

Both join the agency from Alar- 
schalk. where they also worked as 
a team. Nield's past agency experi- 
ence was with BBI)O and William 
Estv. Grey joined Marschalk as a 

copywriter and then switched to art 
director. 

DONALD L. GOULD has joined Camp- 
bell -Ewald as an art director. Before 
joining the agency. Gould was an art 
director at Grey Advertising and Mc- 
Manus, John & Adams, both it) De- 
troit. 

N. W. Ayer has promoted ROBERT 
O. 131CII and THEODORE ri. BEGAN, 

.IR. to new creative positions as senior 
vice presidents. 

Bach, who has been senior vice 
president and director of creative 
services for the Philadelphia region, 
moves to the corporate post of senior 

FROM COMMERCIAL HITS 
TO HIT COMMERCIALS! 

ESSO 

FORD 

TOUCH TONE PHONE 
ARMY & WAC RECRUITING 
VAN HEUSEN 

IDEAL TOYS 

HUSH PUPPIES 

CONTAC 
(Symphony of Symptons) 

RHEINGOLD 

FORD 
(Pop Option) 

McCann-Erickson 
Grey Advertising 

BBDO 
N. W. Ayer & Son 

Grey Advertising 
Grey Advertising 

MacManus, John, & Adams 
Foote, Cone & Belding 

Grey Advertising 
J. W. Thompson 

,uuREI 
LAURIE PRODUCTIONS, Inc. 

165 West 46 St. New York, N. Y. 10036 
(212) 582-2975 

DAVE MULLANEY-Creative Director JOHN MACK-Sales Director ELLIOT GREENBERG-Composer, Arranger HARRIETE PAULL-Sales Rep. 
CHARLES FOX-Composer, Arranger JOHN ABBOTT-Composer, Arranger 

JEAN JACQUES PERREY-Electronic Music 

vic eo taoe 
c istri oution 

anc storage 
PRINT SERVICE STORAGE DISTRIBUTION 

Film 
Effects 
incorporated 

409 THIRD AVENUE. NEW YORK, N.Y. 10016(579-9088 

vice president for creative servi ( 
with specific responsibilities in 1 

IN 

BACli 

areas of recruiting creative talents 
in promoting the creative product 
the agency. 

Regan succeeds Bach as direc 
of creative services for the Philai 
phia region. Ile has been with 1 

agency 12 years, starting as a col 

writer directly upon graduation frt 
I laverford College. 

TED WHITE has joined Scali, II 

Cabe, Stoves as a copy supervis' 
White was previously with Daniel 
Charles; Paper, Koenig, Lois; a 

Leo Burnett. 
HELEN MARCODES has joined Ja 

Tinker & Partners as head of the 

department and also as an associ( 

part ner. 

I AIICOIIES 

Previously. bliss \'larcodes Ita 

been head of the Iv department 
Smith/Greenland. Earlier she ha' 

been a producer on the staff a 

Tinker. She started at I'apert, Koenig 

Lois. 
In addition. PUIEL\ REEVE ha 

joined the agency as an associate pro 

ducer. She, too, came from Smith/ 

Greenland. 
Four other creative appointment: 

are DICK LOPEZ, art director: JOANNI 

IuUESING, associate producer; SAS 

DADA, writer: and .11CK SILVERDIaN 

writer. 
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W 1YNDICATORS 

Oncndication that the syndication 

sin is in good shape may be that 

env<e is trying to get into it. The 

est Iventurous company is Telc- 
IoxProduetions, inc. of Wash - 

n, E. and Alexandria, Va. Head - 

g tF new syndication division will 

Ervin Baruch. 
TelColor is a production center 

,th ncilities for producing corn- 

ercis and programs, and provid- 
g nbile co\ erage of sport and 
;ws iTents. 

Natonal Teleproductions of 

dia'rpolis and Broadcaster Tele- 
sio' System of Cleveland have 
den into an agreement to pro - 

ice . group of nationally syndi- 
.ted)rograms during 1969-70. 

Ede. in the group will be Sun 
ouny. a half-hour country music 
.ogtm that will begin airing this 
all. 

ENYORK ACADEMY AWARDS 

TI New York chapter of the Na- 
ons Academy of Television arts 
ndt:iences has presented local area 
Lcactny '\wards for five program 
chirements and fire individual 
chiiements. The awards are for ex- 
elle:e in the arts and sciences of 
elevion as produced and seen in 
letvrork during the period covering 
ieptnber 1, 1967 through August 
1, 

Mining programs with their sta- 
iontand producers are: Air Traffic 
am)ver New )'orh, wOR-TV, Stan- 
ey riedman; Vial 111 for Music, 
ivchTV, Ethel Burns: I.SI): The 
rrij to Where, tt ABC -Ty, Tim 
tni.tt; Take It Off, \ABC-TV, Lew 

Inparalleled opportunity. 
iroung public company in the com- 
n,iications-entertainment field has 
'mediate need for sales personnel 
vh extensive experience to sell its 
cor video-tape production facilities 
(obile and studio) to advertising 
¿Picks, production companies, net- 
vrks, etc. 

<mpany also needs personnel with 
f)erience in TV syndication to de - 
Sop production and sales. 

¡limited chance for advancement, 
h sfantial draw, stock options, and 
¡Mltitude of other fringe benefits. 
¡nd resume with complete informa- 
n to Box 264 Television Age. All in- 

!,iries will be treated confidentially. 

Advertising Directory of 

SELLING COMMERCIALS 

Nervine lack Tinker & Partners 

ELEKTRA FILM PRODUCTIONS, INC., N.Y. 

Royal Crown Cola D'Arcy Adv. 

FILMFAIR, NEW YORK 

Salem Cigarettes 

- 

William Esty Co. 'r,f .Vn% 

. .. 
wN:; ,e?, .'.4 

- : 

` 
...."7-11117. 

SOLGOODNOFF PRODUCTIONS, INC., N.Y. 

Schenectady Savings Bank Hu Chain As. 

N. 
.9 

. 

no-. 

Á 

{ .` 
LOGOS TELEPRODUCTION CENTER, Arlington 

Schoenling Lager Don Kemper Co. 

WGN CONTINENTAL PRODUCTIONS, Chicago 

Texas International Airline AD, S 

s. 

JAMIESON FILM CO., Dallas 

Top Value Stamps Campbell-Mithun 

PANTOMIME PICTURES, Hollywood 

Whirlpool "24" Doyle Dane Bernbach 

P;.9 

t J . 
WYLDE FILMS, INC., New York 
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Schwartz and James Cronin; 1 he 
Man and the Dream, w YE -TV, Flor- 
ence 11. Monroe. 

Individual winners were: Stan 
_Alper, lighting director. A Contem- 
porary Memorial, wCi3S-TV; Chuck 
Austin, cameraman, The Great 
Swamp, WNRC-TV, Ralph Curtis, di- 
rector, A Contemporary Memorial, 
WCBS-TV: Phebe Ilaas, music super- 
vision, 1 /re Great Swamp, wNKC-TV; 
Larry Schneider, audio, A Contem- 
porary Memorial, WCBS-TV. 

In addition, Governors Citations 
were presentee) to: 

WCBS-T\ for the i resentation of 
Opportunity Line which resulted in 
employment of over 1,500 persons in 
the tri-state area; 

o y\BC-TV for its crime and com- 
munity project., a concerted effort to 
alert and inform the New 1 ork com- 
munity on the causes and conse- 
quence of crime; 

Wi\1T for continuing to present 
highly cultural programs: 

\VVE4y-TV for involving the public 
and serving their special needs by 
televising With Mayor Lindsay, Har- 
lem Cultural bestival, Focus spots and 
Saj'ety lips. 

o David B. Fein for encouraging 
original local programming- through 
the creation of a wide variety of for- 
mats during the past three years as 
executive producer at w.15C-Tv. 

Ray Abel director/producer, 
Alvin Nikolas choreographer and 
Herb Gardener, engineer in charge, 

for their contributions to "Limbo" 
on wC1IS-TV's Repertoire ll'or/rs/cop. 

FLASH LIGHTS TAPE 

Reeves Video is now using the 
principle of electronic flash to light 
tape commercials through the use 
of the Unilux system 500. The unit 
flashes at a rate of 30 times per sec- 
ond, syncing with the camera and 
eliminating "smear" on the tape. 
Since, in effect, the camera is taking 
a picture of a still f frozen in motion I 

object, every action is said to be 
needle-sharp, skin tones are subtle 
and the blur of motion is gone. 

Reeves has the exclusive rights to 
the LTnilux lighting system which 
means a producer must book the 
equipment through Reeves, although 
shooting can be done in any studio. 

The linilux sys.em eliminates the 
need for animation, says Reev es, 
since multiple effects can be created 
within the camera in conjunction with 
the lights and video electronics. For 
example, brand names and company 
logos, when twirled before the llnilux 
system, form designs which would 
require weeks of plotting with an 
animation bench. 

Under the lighting direction of 
1mero Fiorento, Reeves has prepared 
a demo reel showing what Uirilux can 
do. The lento includes examples of 
pouring, carbonation, animated logo. 
cosmetic application, three -dimen- 
sionality of products, illusion of 
slow motion. 

330 EAST 46 STREET, NEW YORK, N.Y. 10017 

- 11111111 litilt!IZV 
Z 

2 J 

-, 582-2320 

ED FRIEDMAN 
DAVID BREEN° 

u- EDITORIAL SERVICE ' PRINT OISTRIBUTtON 25 WEST 45 STREET. NEW YORK. N Y. 10036. 582.2320. 

TECHNICAL TOPICS 

General Electric and Fri 
Projection Corp. have jointly 
flounced a new color iv and I 

application for their equipment. 
GE manufactures tire PJ-1o0 cr t 

video projector which offers a gi 

size tv image. Front Project 
makes the Studio 90 -NI, which' 
lows GE's image to he realistic 
rephotographed with live models 
color broadcast or filming capal 
it v. 

The GL PJ-1.00 is fed from a Ui 

tine and projects into the Studios 
\l. The Studio 90->\'I projects on 

Retro-Rellex screen. The bright iml 
returns to the camera through 
Studio 90-1I. From there it is on 

air or on tape. This combination 
the two units fills a variety of sen 

sizes up to 12' x 16' with a broadct' 
quality image. 

Kerley-ColorTran, Ire. (a di 

sion of Rerkes Photo) has inroduti 
its Anti -G adjustable hanger whj 

supports luminaires weighing up 

30 pounds. A fingertip knob perms 

the dialing of the appropriate weal 

settings. 
Height adjustment is achieved 

an operator at floor lesel. or thou 
pole operation. The suspension tr 

sign presents the Anti -G hang 

from ts isting and holds the lurrr 

aire securely in any position. 
The hanger is available in six, 

and 15 -foot lengths, and is pric 

from $123 to $ICI. 
SOS Photo -C i nc-l)pties It 

available a new 33 -page catalog 
editing, film handling equipment at 

accessories. The free catalog featurt 

more than 1,000 items for the molio 

picture and Iv industry. Recipien 
will also get the complete 300 -pal 

catalog when it comes off the prey 

The 33 -page catalog is availab 
by Writing on concparr's letter 

to SOS Photo -Cine -Optics. Dept P1 

315 \Vest 43rd St.. New York, 10031 

New from Bean!icti is its 

%\I Super -8 camera. Priced al jU1 

over $300, the camera features 

macro system with precise pow( 

focusing up to one millimeter iron 

the surface of the lens, a motorize 

zoom with variable speed setting 

from two to 12 seconds. a choice c 

filet speeds from two f.p.s. to 10 fp.t 

and any speed in between. and "tb 

largest, brightest and most lurninon 

reflex viewing screen 127\ magnig: 

cation. -1 
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TELEVISION AGE 

recent Nielsen report on tv 

sewing habits and trends, an 

annrl project of the rating service, 
crones a broad look at the industry 
odE. 

A.ong the facts shown: U.S. 
hou holds averaged 43 hours and 
3& r.nutes of viewing time per week, 
as r November, 1968. 

Tere were variations, however, 
deputing on education and income 
of le head of household, by terni- 
tor'and by household size. 

I households whose head has 
comleted one or more years of col - 
leg; the set was on for shortly over 
38 purs. as compared to close to 48 
horf s in homes of high school grad- 
uat. and 43 hours in homes where 
theread finished eight or less years 
of ade school. 

Lurteen per cent of the viewing 
fire in households headed by a col- 
lageducated person was after 11 

P.11 as opposed to eight per cent in 
hoes in the least -educated class. 
Th highest -educated group viewed I in Monday to Friday daytime. 
buprimetime viewing for the entire 
we: was in the 33 to 35 per cent 
rare for all classifications. 

the income category, house- 
Iros in the upper income group 

ed more than the other two. The 
1'tdv total rlas 45 hours, 8 min- 
ut, as compared to 44 hours. 41 
uuctes for middle income and 40 
hors for lower income. The per- 

F4 Vision Age, II/ay 5, 1969 
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SPOT REPORT 

a review of 
current activity 
in national 
spot tv 

cent age of viewing clone in each time 

period was very close for all three 

groups. 
The territorial range was just oser 

four hours, with the East Central sec- 

tion of the country viewing the most, 

46 hours weekly, and the Pacific 

area, at the low end, viewing 4! 

hours, 53 minutes. The West Central 

area was second highest, followed 

by Northeast and South. 

household income and education 

of the head of the house appear to he 

big factors in ownership of color tv 

sets. As of February 1, 1969, 57 per 

cent of upper income homes owned at 

least one color set, as opposed to 

11 per cent of middle income hómes 

and 15 per cent in the lower income 

group. 
By education of head of household, 

i 

Marlin Orlurusl.y buys /ur Procter & 
Gamble at Campton Advertising, 
New York. 

41 per cent with some college owned 

color sets. In homes where the head 

was a high school graduate, 38 per 

cent had color tv; where the head 

had one to three 'ears of high school, 

34 per cent ; and, eight or less years 

of grade school, 21 per cent. 

A Nielson study also showed that 

homes os%fling a color tv set watched 

more than those with only black and 

white, with the largest difference in 

primetime. The study also showed 

that even after the "novelty" of color 

had worn off, viewing remained 

higher than in a b&w only home. 

The lady of the house averages 29 

hours, 44 minutes weekly at the tv 

set, while her male counterpart is 

there for just over 23 hours. The 

range for man of the house, how- 

ever, goes from 18 hours, 39 minutes 

for those with four or more years of 

college to almost 32 hours for men 

over 65. 

Among current and upcoming spot 

campaigns from advertisers and 

agencies across the country are the 

following: 

American Home Products 
(Cunningham & Walsh, New York) 
I;uys are underway for various AMERI- 
CAN HOME products in over 25 

markets. They will be running from 
seven to 11 weeks, depending on the mar- 

ket. Bob Hall worked on the buy. 
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Anderson, Clayton & Co. 
(Benton & Bowles, New York) 
Commercials are running in over 50 
markets for CHIFFON margarine and 
SEVEN SEAS salad dressings. Early and 
late fringe 30s will be running till 
further notice in an attempt to reach 
women. Inn Rosenberg is the buyer on 
the account. 

Associated Products 
(Dancer -Fitzgerald -Sample, N e to 

York) 
A buy for RIVAL dog food breaks issue 
date in about 10 markets. Day, fringe 
and prime 30s and minutes will be 
running until June 29. Lorraine Furay 
worked on the buy. 

Best Foods, division of Corn 
Products Co. 

(Dancer -Fil..gerald -Sample, N e w 
York) 

Commercials for HELLMAN'S mayonnaise 
are due to start in over 50 markets on 
May 19. Early and late fringe and prime 
30s, aimed at //omen, will run until June 
15. Georgette Robinson is one of the 
buyers on the account. 

Best Foods, division of Corn 
Products Co. 

(Foote, Cone & Belding, New York) 
A buy for CICKLEB1R1) broke shortly 
before issue date in a few markets. Day 
and early and late fringe 30s will be 
running for nine weeks. Betty Booth 
placed the buy. 

YOU MAY NEVER SEE A 14 -SEAT .BICYCLE* 

BUT ...in the 38th TV market 
you'll see the biggest audience share on WKZO-TV 

\X'KZO-TV gives you one of the 
lowest costs -per -thousand in the 

WKZO-TV MARKET 
COVERAGE AREA ARB 

- tt MUM. 

A.. ,,..,. 

..M W.lo. 
I G. and Rapid 

.....,... AI 

Kalamazoo 

MOM 
4411M 

,AI. 

3714,.5145.9 e<1.11/4.4f1114 

' WWI RALAYA100IATTlE CILIA 
VIEi GAUD RAPIDS 
lill GRAND IAPIDSAALAWIW 

VIVW/VVTY1II CADILLAC 

TTLiYISION 
V120-iY GIW.O WIDSIULIWV00 
VVLY/ CADILLC.,IAYL.SL CIIT / V.YP.TY YIDL, S,E. MAME 

--Wail,-. NETRASIA 
001110 ISLAND. NLI' 

top 50 markets. A 49% prime - 
time share in this giant 3 -station 
Grand Rapids -Kalamazoo 
market makes WKZO-TV a top 
50 best buy. 

Ask Avery-Knodel how to 
become a big wheel in this 21/4 

billion dollar retail sales market. 

Source: SRDS and ARB, 1968. 

*A 14 -seal tandem bicycle 31 feet long 
was made in England in 1967. 

KZO-TV 
100,000 WATTS CHANNEL 3 1000' TOWER 

Studios In Sorb Kalon,ocoo and Grand Rapid. 
For Gro?r W Michigan 

A..ry-Knod.l, Inc., f.du,Io. National Rep r.L.nteam 

Best Foods, division of Cori 
Products Co. - 

(Sullivan, Stauffer, Colwell & Btrl 
New York) 

Commercials for RIT liquid rug shall 
are already underway in under 20 
markets. Day, early fringe and prime 
minutes, aimed at women, will be run, 
until the end of June. Medlina Mc- 
Laughlin placed the buy. 

Cora Cola Co. 
(Marschalk, Ne York) 
A buy for MINUTE MAID orange ju 
is underway in about 25 markets for fa, 
weeks. Early and late fringe 30s ant 
minutes, with women the target audie 
are being used. Johnny John placed 
the buy. 

Colgate-Palmolive 
(Ted Rates & Co., New York) 

A buy for various COLGATE product i is underway in over 50 markets. Day 
and early and late fringe minutes will I 

run through the end of May. Brenda 11 

Nelson and Marcia Benison worked on! 
the buy. 

Dole Co., division of 
Castle & Cooke 

(Richard K. Manoff, New York) 
Issue date is start date for a buy for 
BUMBLE BEE seafoods going into and I; 

10 markets. Day. early and late fringe/ E 

and prime 20s, 30s and 60s will be ' 
running through July 13 in an attempt 
to reach women. Gafligan placed the bu, 

General Foods 
(Benton & Bowles, New York) 
Buys have been placed for various 
GENERAL FOODS products. Early and 
late fringe 30s and 60s will run througl 
June 2 for GRAVY TRAIN. Edward 
Del Vecchio placed the buy. 
Commercials for ORANGE PLUS broke) 
shortly before issue date and will run 
for six weeks. Richard Morris is the I 

buyer. 
Over 50 markets will see spots for 
HONEYCOMBS, ALPHABITS and 
SUG 1R CRISP until the end of May. 
Day 30s and 60s are being used. Ray 
Deutschman is the buyer. 

General Foods 
(Young & Rubicam, New York) 
Buys are underway for various GENERA; 
FOODS products. For JELLO pies, late 
fringe 60s are being seen. Early and late 
fringe 30s are being used for BIRDS - 
EYE combination vegetables, and for the 
Five -Minute line, minutes in daytime 
are being used. Day 60s are also being 
used for DREAM WHIP and freeze- 
dried SANKA, and early and late 
fringe 30s are running for GAINES- 
Bi-RGERS. The Y&R regional buyers 
worked on the GF accounts. 

(Continued on page 54) 

EXPERIENCED BUYER 
9 years with major Southern 
agency, all media, wants to 
relocate. 

Box #625, Television Age 
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01 Seller's Opinion . . . 

BAR IN TIME OF NEED 

:rery effective spot television salesman is aware of the unique values 

thaBroadcast Advertisers Reports (BAR) may contribute to the closing 

of potential piece of business. 

XR reports are based on the monitoring of magnetic tape recordings 

true off -the -air in the local market area. Continuous tape recordings of 

all)rograms broadcast by the major television stations in the market 

aptshipped each day to the BAR production center, where reports are 

copiled under rigid playback controls. 

he report contains non -network commercial activity only, and does 

ricindicate announcements which are public service; prize descriptions 

!ortrogram/talent promotion. 

AR prepares and issues its compiled information on a once -a -month 

Lbtls for major television markets. The information supplied reveals the 

tol schedule for a specific advertiser; on which stations the schedule 

tiseing aired; the exact times and days of the week the announcements 

YE; and within or adjacent to which programs the commercial had been 

tecast. 

'his exact information will, in many instances, prevent misrepresenta- 

ti of availabilities by a salesmen to a buyer. If a buyer wants a 5-6 

p,l. news spot and it's no longer available, some salesmen will say it is 

l st, available and run the spot at exactly 5 or 6 p.rn.: adjacencies un- 

rrliately preceding and following the news program. The contract from 

ti rep to the buyer will say 5-6 p.m. 1however, the advertiser will at no 

tie ever run within the news. 

In alert, competitive salesman may, by continuous checking of BAR 

n.orts, point out to a buyer that he is not getting 11 hat he ordered and 

ny successfully switch the advertisers business to his stations. 

VIany stations will "fix" advertisers during the first half-hour or hour 

plate night programs such as movies, Johnny Carson, Joey Bishop, etc. 

(nsequently, advertisers not promised favorable treatment will rotate 

Lfairly throughout the entire length of the late night features. more of- 

t; than not appearing toward the end. BAR will demonstrate exact 

avertiser rotation, and continued unfair rotations will be revealed to 

7ected advertisers. 

Network affiliated stations will often sell Monday through Sunday 
130.11 p.m. primetime orbits based on the average weekly rating de - 

¡try. However, since stations additionally sell specific spots adjacent 

I their highest -rated inventory, orbited spots will, more often than not. 

JI adjacent to the lowest -rated areas. BAR reports indicate exactly where 

lese orbited spots ran, so that buyers may use this information to de- 

:3nd better rotation. 

Rather than reject business during peak advertising periods, a num- 

.rr of stations will seek to create additional available inventory for sale 
,r relaxing commercial clutter policies. The resultant over-commercializ- 
ion necessarily weakens commercial impact and, in effect, the station 
not delivering what the Buser thought was purchased. Network affil- 

ted stations will even clip network shows so that two 20 -second positions 
ill fit into a previous smaller -length break. 

The simple existence of BAR reports, and station knowledge that BAR 

is as a silent policeman, actually prevents a great many liberties that 

Cations might take with an advertiser's spot money. 

BAR provides salesmen with countless sales ammunition, and the suc- 

rssful station representative will maximize utilization of this valuable 
Iles weapon. 

WHO'S WHO 
FOR NEWS 
IN DES MOINES? 

H 
COLOR 13 DES MOINES, IOWA 

Your BlairMan Knows .. . 

ANOTHER MULTI -MILLION DOLLAR 
Housing Development is scheduled for 
Spring! The Sanford Construction Com- 
pany of Cleveland reports their 364 

acre site project in the outskirts of 
Wheeling will get underway as soon 
as weather permits. The new project 
will offer 220 one -family homes, a 

high-rise apartment building, town- 
house -type apartments, another apart- 
ment complex and streets, lakes and 
recreational areas that will overlook 
a four million dollar enclosed shopping 
center. As the forward -moving pace of 
the Wheeling -Steubenville area quickens, 
the thrilling NEW Central Seven head- 
quarters of WTRF-TV and WTRF-STEREO 
reports all the excitement to an active, 
building -buying and avid TV audience. 
Are you reaching this crowd? 

BLAIR TELEVISION 

Representative for 

WTRF-TV 
Color Channel 7 NBC 

Wheeling, West Virginia 
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KELLY 

John D. Kelly has been named vice 
president -sales, and Joseph P. Dow- 
ling has been named vice president - 
research at Storer Television Sales, 
New York. Both have been with the 
rep firm since it went into operation 
in 1961. 

Spot (From page 52) 

Gillette Co. 
(Batten, Barton, Oarstine d': Osborn, 

Neu York) 
A buy for various GILLETTE products 
breaks issue slate in about 50 markets. 
Early and late fringe and prime 30s 
and minutes will run for 10 weeks. Men 
are the target audience. Bruce Mc- 
Quilton worked on the buy at the agency. 

S.C. Johnson & Son 
(Needham, Harper & Steers, New 

York) 
Commercials for El)GE break issue date 
in about 25 markets. Early and late 
fringe and prime 30s and minutes will 
be used for 13 weeks. Bob \Vidholm 
is the broadcast buyer on the Johnson 
account. 

Mennen Co. 
(Warren, Muller, Dolobowsky, I 

York) 
May 18 is start date for commercials 
for PROTEIN 29, running in 25 mark 
Early and late fringe and prime 30s s 
be used. Myrna Titan worked on tlua 

account. 

Pepsico 
(Foote, Cone & Belding, New Yo' I' 
\ buy for Frito-Lay FANDANGOS 

starts May 12 in selected markets fo 
about eight weeks. Day and early and 
late fringe 30s will be used. Betty 
Booth worked on the account. 

Pharinaeo 
(Norman, Craig R Kummel, nl 

York) 
A buy for CORRECTOL is scheduled¡ 115 

(Continued on page . 

'0 

GREETINGS TO 

di LAND OF YEAR -BOUND 

1L l;J GOOD LIVING, GOOD BUSINESS 

SUNNYLAND PACKING COMPANY! 

... And to all our good friends with the company in 

the Thomasville, Georgia area. Your public spirited em- 
ployees and executives help to make Thomasville and 
Thomas County one of the most attractive places to 
live and work in America! 

-R- 

l' 

L. B. Harvard, the popular and widely 
known president of Sunnytand Packing 
Company - and one of Thomasville's 
gree.test boosters. 

TALLAHASSEE THOMASVILLE 

BLAIR TELEVISION 
A CBS Al FII IAIf 
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role . 
SID GINSBERG 

S' Ginsberg thinks there's so 

tie )f a future in advertising that 

t a tlmost ready to point his 

n i the same direction he's taken. 

tn, incidentally, hasn't quite 

;acid his second birthday. 
Gitberg, who is a buyer/planner 
hrman, Craig Sr Kummel, first 

t :to the advertising field with a 

.tni,r job at Benton & Bowles in 

te, arketing research department. 
tlt time, he was a history major 
t H:stra, but a few months of Mad - 

,venue changed all that. 
H; been at NC&K for about two 

¿aft' anti is current]; working on 

he, harmaco, Clairol, Colgate and 
ihu'In accounts. 

I1 finds buying much more in- 

ttéling than planning because he's 
run' in touch with the outside 
r Ir. In planning, he does most of 

á prk with numbers and the prod- 
ittbIistory, and personal contact is 

iani'd to the client. 
yers have been known to com- 

13i about clients who insist on buy- 
ing' certain number of grps per 

week, rather than zeroing in on dem- 

ographics. Ginsberg said he's no- 

ticed this, and that buyers feel that 

clients who are doing this are going 
to have to either raise their budgets 
to hold on to their market shares or 

decreaseadvertising ín certain mar- 

kets and concentrate on others. 
Ginsberg attributes this buyer - 

client conflict to rising time costs 

and more competition. It appears to 

him that too many advertisers are 
Irs ing to get a maximum number of 

rating points for their money with- 

out considering whether they are 

reaching prospects. 
Ile also noted that the prices of 

spots are changing drastically now, 

going up and down frequently to 

meet the changing demands of the 

market. 
Ginsberg said he has no real prob- 

lems with his job, although some- 

times there is some difficulty in 

communicating with the reps. He 

added, however, that everyone is 

usually willing to work together to 

straighten things out. 
He noted that in the last year 

rep firms haven't been throwing as 

many parties as they used to, and 

it's harder to get to know the people 

You're working with. Business was 

on a friendlier basis then, he feels, 

because when you called ,a rep about 
a problem he knew who you were. 

Ginsberg, who was raised in the 

Bronx, now lives in Queens. Besides 

his son, he and his wife have a 

daughter who ís almost five, but 

they haven't made any plans for her 

vet. 

Buyer's Checklist 
Rate Increases 

KREX-TV Grand Junction, from 
'50 to $300, effective October 10, 

69. The station is a secondary af- 
iate of the ABC-TV network. 
KTV4-TV Anchorage, from $150 to 
75, effective October 1, 1969. 
KT\F-TV Fairbanks, from $150 to 

.75, effective October 1, 1969. 
with. -Tv Raleigh, from $1.300 

1,350, effective September 1. 1969. 
WTEV-Tv Providence -New Bedford, 
om $1,050 to $1,200, effective 
5ptember 1, 1969. 
wcYR-TV Bristol -Johnson City- 

.ingsport, from $625 to $650, ef- 
íctive September 1, 1969. 

Station Changes 
KVKM-TV Monahans, Texas, has 

hanged its call b-tters to KMOM-TV, 
ffective immediately. The station is 

primary affiliate of the ABC-TV 
et work. 

to 

New Representatives 
w) T1' Youngstown has named 

very-Knodel its national sales 
' epresentative, effective immediately. 

KYTV Springfield has named Blair 
television, market division, its na- 
tonal sales representative, effective 
nunediately. 

Put the middle . 

of the mitten... 
in the palm of - 

your hand 

WILX-TV 

1. More efficient distribution 
of circulation. 

2. Dominates southern half of 
circulation. (Lansing and south) 

3. Puts more advertising pressure 
where it's needed most. 

4. Gets you more complete coverage 
with less overlap. 

I F 

WI" 

r 

LANSINI 

BATTLE,`IREEK ANN ARBOR 

JACKSON 

WILX-TV 

1048 Michigan National Tower 

Lansing, Michigan 48933 
4D.MUAq 
RADIO TELEVISION SALES, INC, 
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Where's HEADQUARTERS? 

DENVER, SAN FRANCISCO, AUSTIN, 

: -,I,:, .. ,-- 
-: 

dr+ <1)5~ 
JOPLIN, LINCOLN, 

r : '"` ' -- " M 
HOUSTON, 

w 

sry+ +FRI 
_ 

n ~.,C .""" 

-L`._.-"'" 

"- .. -- 
' 'rÉ-_-- ___ ..-- 

OKLAHOMA CITY, 

TOPEKA, 

:ege,+- ., _,. L__ 
PHILADELPHIA, 

.,r.,. 
aCa j 

ttQa. ``. _ \ ' -, +> . _ 
M 

, KANSAS CITY, i r: °=w` WICHITA 

Where else but... 

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

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

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

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

IRV Z s 
TV Radio FM 

Topeka, Kansas 
Affiliate: KGNC,TV Radio FM, Amarillo, Texas 

Agency Appointment "{ú 

'I ROBERT COHEN and WILLIAM QU 
1-_f 

LEY, JR., have been promoted do] r 

count supervisors at Needha 
Harper & Steers, Chicago. & 
joined the agency in 1967 as .L 

count exeCutises. CARY KRAUSS 
been promoted to account executi' 
and ROSE -LEE SIMONS has be 
named assistant account executil 
At the Los Angeles office, JAMES 
Roos has been named account sup.; 
visor on Continental Airlines, t 
fective July 1. Ile has been wí1 

N, H & S, Chicago, since 1954. I 

HERBERT UPSON has been appoint 
a vice president at Ted Bates & Cc 
New York. He has been with di 

, 
UPSON 

agency since January as an account 
supervisor. Previously, he was with 
Ogilvy & Mather in a similar posi- 
tion. 

RAND LL CHUCK and WILLIAM '(! 

YOUNGCL %US have been promoted to MI 

account supervisors at Leo Burnett 
Co., Chicago. Chuck joined the 
agency ten years ago in the research 
department. 1 oungclaus joined Bur- 
nett in 1961, and was named an ac I` 

count executive in 1966. 

TALBERT RIPPS has rejoined Ken - 

von & Eckhardt, New York, after 
a four-year absence, as vice presi- 
dent and associate research direc- 
tor. He had been with Dancer -Fitz- 
gerald -Sample. 

JACK L. PENINGER, HERBERT WAR- 

DEN and NEIL BLOOMFIELD have 
joined the account stall at Ross Roy 

of New York. Peninger had been 
with Albert Frank -Guenther Law. 
'Warden previous y was with Grey 
Advertising, and Bloomfield was 

with Batten, Barton, Durstine & Os- 
born. 

LEO SULLIVAN has joined Sullivan, 
Stauffer, Colwell & Bayles, New 
York, as an account executive. Pre- 

viously he was with Compton Ad- 

vertising. 
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Iedía Personals 
R,EItT NAGLER has joined Kalish, 

Walpert & Hingold, Philadel- 

Iillilas media director. Ile had been 

,titlthe Philadelphia Agency in a 

r posit ion. 

WARD PIPAZI1N has been ap- 

pnh;d manager of the media de- 

ponent at Bat en. Barton, Dur- 

stin & Osborn, New York. Ile 

PAPAZIAN 

ry'oid the agency in 1955 as a 

trace in the research department. 
ani963 lie was appointed associate 
Inca director and was elected a 

vi( president in 1966. 

DI cIIIUs7Y has joined Clinton 
E. Frank, Chicago, as assistant 
mria buyer. She had previously 
bei with \letro TV Sales and with 
Timm -Laird & Ku Iner. 

riftin-Leake split 
ohn T. Griffin anti James C. 

Lke have di1 ided the owner- 
s;) of Griffin-Leake TV. Sub - 
}t: to FCC approval, Griffin 
h formed Century Communi- 
ciions Co., which will be the 

r d 

GRIFFIN 

1Insee of t. \s't y Oklahoma 
(y. Leake Te evision will in- 
elde K'TV Little Bock. KTUL- 
1 Tulsa and col interests in 
Inca City, Okla. 
Griffin hail been chairman of 
' board of Grillin-Leake, and 
lake was president. 
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Texas 

They're not getting their kicks on 

Route 66 like they used to! Now, 

Interstate 40 is the action way west 
... and the action reaches a peak at 

the biggest crossroads in the 
famous Panhandle. Unlike old 66, 

Amarillo and the Great State of NW 

Texas pack a bigger kick than ever. 

Here's a 50 -county Retail Trading 
Area with ONE BILLION DOLLARS 
-plus sales ...some 350 super- 
markets... nearly 150,000 homes... 
Gross Farm Income greater than 
26 of the other states! 

Put an extra kick in your next 
marketing program. Avery-Knodel 
can show you the new route. 

°,`sI -- 

} , 

K. G N 
TV -Radio -FM 
AMARILLO 

Affiliate; WIBW, TV Radio FM, Topeka, Kansas 
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Spot (From page 54) 
to begin May 19 in under 50 markets. 
Day 30s will be running for four weeks 
in an attempt to reach women over 35. 
Phyllis Stollmack worked on the account. 

Pillsbury Co. 
( Ratten, Barton, IJrurstine & Osborn, 

New York) 
Commercials for BURGER KING will 
be seen in under 40 markets for two 
weeks, beginning May 12. Early and 
late fringe 30s and minutes will be used. 
Bruce \IcQuilton is the buyer. 

Polk Miller Products 
(A'. W. Ayer & Jon, New York) 
A 13 -week buy for SERGEANT'S Sentry 
dog collar is underway in about 15 

markets. Day and fringe 30s will be 
used. Neuman Lee worked on the account. 

Quaker Oats 
(Doyle Dane Bernbach, New York) 
A buy for LIFE cereal breaks May. 12 in 
about 50 markets. Day and early and 
late fringe 30s and minutes will be used 
until July 6. Chuck Richardson is the 
buyer on the account. 

K.J. Reynolds Foods 
(.l. Walter Thompson, l\ en' York) 
Buys have been placed for \ ER\IO\T 
\IAll) syrup and \11 -1' -FINE pudding. 
Early fringe II )s will run through June 
7 for Vermont Maid, and day and fringe 
30s are being used into the beginning 
of .tune for My -T -Fine. 

THE AFFLUENT QUADS SPEND 
5652 MILLION ANNUALLY 

It .! 

1 Y 
1 

he Quad -Cities are 

our babies at WOC-TV 

WE DELIVER THEM! 

The spending power of the Quad -Cities' is 
just as strong as their vigorous growth in 
other areas. Their super -healthy expendi- 
ture of S652,768,000 in Total Retail Sales 
ranks them above the other markets in 
the area. 

JUST COMPARE 
Rank** 

QUAD CITIES 78 
Peoria 80 
Des Moines 89 
Rockford 90 
Cedar Rapids 163 

When you're ready to select markets for your next campaign, specify 
the Quad -Cities. It figures. And let the senior station in the market 

WOC-TV ... show you how we deliver the Quads. They're our 
babies! 

WOC-TV ... where the NEWS is 

WOC-TV ... where the COLOR is 

WOC-TV ... where the PERSONALITIES are 

Davenport-Bettendorf, Iowa Rock Island-Moline/East Moline, Illinois 
SM Survey of Buying Power, June, 1968 

IOC. ólOo '101N/1 WW1_ 1114 DON 

SERVING 

QUAD-CITIES*U.S.A 
FROM DAVENPORT. IOWA 

We. pat.,. the Q114:14.0 

Exclusive National Representative - Peters, Griffin, Woodward, Inc, 

Scott Paper Co. 

II 
(. Walter Thompson, New J 

"Into separate buys have been placer, 
for various SCOTT paper products. j 
first begins issue date and runs until 
June 29. The second buy starts May 
and has the same end date as the first,) 
and early and late fringe 30s and mini 
will he used. Diane Rose is the buyer' 1'rol 
the account. 

Joseph Selditz Brewing 
(Cunningham ¿- Walsh, New lc 
A buy for OLD MILWAUKEE beer i 

underway in selected markets. Early a 
late fringe and prime minutes, and sons 
20., will be seen until June 14. Bill 
Mattes placed the buy. 

Stokelev Vats Camp 
(Lennenr & Newell, Aerr' York/ 
A buy for GATORADE breaks issue d4 
in selected markets. Early and late 
fringe and prime 20:. 30s and minutes 
will be running for four weeks. Marit 
Jones worked on the account. 

Rep Report 
LEN TItONICK and RILL ROVERS' 

have been appointed to the Nei 
Nod: sales staff of Television Ad 

vertising Representatives. Tronick 
had been with Tele -fief and Edward 
Petry, and Royersi previously was. 

with Group \V stationA. 

EVERETT 1110011E has been elected 
to the newly -created position of el 
ecutive vice president for broadcast 

, r{ 

151 OO It E 

divisions at the Katz Agency, Nes 

York. Ile joined the company in 

1963 and was elected a vice president 
and director in 1967. 

LOUIS KASMMAN has joined the New 

York staff of Radio -T\' Reports as 

a sales account executive. He had 

previously been with radio station 

wVNJ. 

JAMES SVEIILA, Jtt., has been ap' 

pointed manager of the Dallas office 

of Bomar Lov%ranee & Associates. 

I'nviously he was with NBGTV 

Spot Sales in Chicago, and with ! 

Edward l'etry Sr Co. 1 
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all Street Report 

aim look at RCA. A few weeks 

go, hen talking about the publicly 

nlrLroadcasting stocks in general, 

tip port passed I y NRC with the 

b+nation that it is owned by and 

rsolrable from the giant complex 

at RCA. In other words, an in- 

estc cannot buy shares of NRC, no 

nattl how well he thinks the net- 

;ovInay perform. 
Lever, an investor with an in- 

,nes in broadcasting certainly 
lino. not ignore RCA, which is 

islet on the New York Stock Ex - 

hart. The income from NRC con- 

ribvs about a quarter of RC \'s 
arags-which, incidentally, have 

een,mpressive lately-and RCA is 

nit] broadcasting business "at the 
rtheend" through its major ummr- 

.actring operations in television 
Intl tdio receivers, and a broad line 
f rrtion equipment. 

LI month. the company unveiled 
17 w models in its tv line alone. 

color and nine black -and -white 
sats,o say nothing of 211 new radios. 

A far as NRC is concerned. this 
is tat Robert \V. Sarnoü. presi- 
den and chief executive officer of 
Re said about the net work the 
othu day: "The National Broad - 
call Co. got a good leg up on a 

Protective 25th consecutive year of 
recoil revenues. Sales in the first 
queer of 1960 were 13 per cent 
airy; the initial quarter last year. 
The television network maintained 
its umber one position in night- 
tiar audience popularity. and NRC 
V'r continued to draw the largest 
tout:rrce when the three networks 
colleted in covering major news 
eves." 

Imlessive earnings. In the first 
puler of this year. the entire RCA 
curlex earned w,1f1.8 million, or 63 
cell a share, up 5 per cent from 
134 million. or 60 cents a share, in 
theomparalle 1968 period. Sales in 
tltertest quarter were $769.9 million, 
hrtcing a quarterly record of 
Sh8 million that was set a couple 
of ;ars ago. 

re company was thus continuing 
tin trend shown in 1968, when it 
deed $154 million, or $2.37 a 
shoe, against $147 million, or $2.27 

'ision Age, May 5, 1969 

a share, for the preceding \ear. In 
1969, the common stock has traded as 

high as $48.12 a share and as low as 

$41.25. Lately. it has been changing 
hands at about $43.50. At this price, 
it has been se ling at a little more 

than 18 times earnings. 
A price -earnings ratio of 18 would 

be pretty attractive for a broadcast- 
ing stock, out RCA, of course, also 

rents cars, publishes books and pro- 

duces weather radar for the airlines 
-among other things. 

The jaw -breakers. Wall Street late- 

lv has been using two jaw -breaking 
words to describe certain kinds of 
cornlranies-conglomerate and con- 

generic. Unfortunately, neither seems 

an accurate term to describe RCA. 
\ conglomerate is a concern that 

is diversified, usually through acqui- 
sitions of other companies. into a 

wide range of totally unrelated fie ds. 

For example, building trucks, run- 

ning funeral Ironies and writing fire 
insurance. 

A congeneric is widely diversified, 
but into fields that have some rela- 

tion to one another. Vol- example, 
lending stoney. giving investment 

advice and writing life insurance. 
RCA is in alarm fields covered by 

the broad test "communications"- 
broadcasting, making the receivers, 

book publishing and the like. So it is 

almost a congeneric. Rut what about 
its ownership of Hertz? Does" the 

added business of renting automo- 
biles stakes RCA diversified enough 

to be called a conglomerate? 
No matter what they call RCA, 

analysts in Wall Street are fairly op- 

timistic about the stock. it is too 

early in the year to ask an analyst 

to go out on a limb about the com- 

panv's 1969 earnings. but several of 

these seers were willing to say the 

other day that income would be 

"somewhere in the range of" $2.43 

to 52.53 a common share. In other 

words, they think it will go up. but 

they don't know how far. 

Making waves in the market. 
President Nixon's recent proposal for 
repeal of the 7 per cent tax credit on 

capital investment has made waves 

in the stock market, especially for 

a 

Q 

those companies known as "capital - 
intensive." These are concerns that 

must make major, continuing capital 
outlays for equipment if they want 

to keep growing. Loss of the credit 
-which enables them to write off 
part of this investment against in- 

come taxes-would be a blow. 
If the rrNdit is repealed, and íf a 

severe bear market ensues-although 
many more factors are involved in 

an\ bear market-IIC.\'s stock prob- 
abl\ would escape relatively un- 

scathed. RCA is at least halfway 
down on the scale of capital -intensive 
companies. It does creed heavy out- 

lays in its manufacturing and leasing 
operations, but not in areas like pub- 
lishing and broadcasting. 

Future looks good. Some softness 

has shown up recently in Defense 
Department business, but aerospace 

contracts in general have continued 
to boom, partly because of the Apol- 
lo program, in which RCA has a big 

stake. 
The broadcasting sector', which 

got us into the subject of RCA in the 

first place, seems to be looking for- 
ward to records in 1969. Even if 
various Government measures to 

slow inflation finally begin to take 

effect late this year, most advertisers 
will already lie committed for their 
1969 billings, and these probably 
will show substantial gains over 
those of 1968. 
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Source: NTI or MNA Avg. Aud. estimates for periods of common three network coverage. Audience estimates subject to qualifications available on fe4t 

60 
Television Age, May 5, 1961 



d 

If 
11 

Which network is likely to lead in 

size of audience when a major news event 

is covered by the three networks? 

The answer is abundantly clear. 

Any list of the most important events of the 

last eight months would have to include: 

The Republican National Convention 

The Democratic National Convention 

The Launching -and -Recovery of Apollo VII 

President Johnson's Announcement of 

a Bombing Halt in North Vietnam 

Election Night 
The Launching -and -Recovery of Apollo VIII 

President Johnson's State of the 

Union Address 
The Inauguration of Richard M. Nixon 

The Launching -and -Recovery of Apollo IX 

Each of these events was carried 
by the three networks; and in each case 

NBC News gained a larger audience 

than either competing network news service. 

We'd call that a leading answer. 
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T(lj)e ( From puge 31) 

V11-200(1 with opticals and titles 
added electronically. According to 
Gould, the random access l,rogan- 
mer "doesn't do the kind of editing 
.I'in talking about." 

One interesting aspect of the 
blurred line between film and tape 
is that tape is sometimes edited on 
film and film sometimes edited on 
tape. In the latter case, the commer- 
cial is completed on tape and the 
main reason for the technique is 
usually speed. 

Completing a film commercial on 
tape. says independent producer 
\lark i)ruck, president of \VC- FV, 
means '`you can shoot a commercial 
and have it finished in a week. while 
it may take 'four to live weeks after 
shooting to get a finished film com- 
mercial. -- 

Robert Warner, senior tv producer 
at McCann-Erickson, points out that 
a film commercial can be completed 
on tape in one day. 'Ibis is where 
tape is unique," he says. "In addi- 
tion; you can transfer von r film to 
tape with no loss in quality and even 
make minor color corrections.' 

The maintenance of film quality 
by transferring the image to tape 
appeals to a number of agency pro- 
ducers. It's pointed out that proces- 
sing of film through many steps has 
some effect on the quality of the 
picture (though it's conceded that 
this is not apparent on the tv set). 

There are, of course, many cases 
where editing and opticals make it 
impractical to complete on tape. In 
addition-and this is a critical point -in a large spot campaign, tape 
dupes and tape distribution are more 
expensive than film. 

Erlitiig tape on film 
The practice of editing a taped 

commercial on film is not widespread 
and opinions about it differ. It ap- 
pears to make sense to film houses 
which also shoot on tape and rs hose 
editors are used to working on filar. 

In this tech ritue. a tape -to -film 
transfer gives the editor either a 35 
or 16 mar black -and -white print. Ile 
can now edit, of course. frame by 
frame. 

W1/itte of Tele -Tape; which has 
done film editing of taped commer- 
cials, says it's been used for -spe- 

cific purposes," but doesn't rez 
it with much enthusiasm as a getit 

practice. 
I r, 

However. he adds, "it sometit ri 
keeps the agency producer happy'lf 
cause he finds it easier to work If 

the editor than when tape is us ;91; 
Witte also made the points t 

1 some editors find it harder to vtsci / 
ize on tape or may not find it cc jj 
fortable to work with the speed tar 
((aired on tape editing equipment. 

John Ilotfrnan of I larold M. 'I 
chin Productions; which has 

1 

' 

editing done on the outside, sir 

little general advantage in editi i 

tape on film. 
"We've done it when there'st 

11 

great volume of editing necessarl 
says Hoffman. "For example, I 

shot nine hours of tape intervie 
for a Revlon commercial. To fit 

one-liners using tape editing m 

chines would cost a fortune. A fil 

editor made a rough cut and then 

was matched on tape. Doing it t6 

way saved us about two-thirds r 

what it would have cost if we'd dot 

it entirely on tape editing equi 

menu." 

TELEPHONE 564-4480 
28 WEST 44 STREET NEW YORK N.Y. 10036 

CALL: CHARLES CODY 

1 

1 

NY 

1' 

1 
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This Summer NSI will expand the 

July measurement to provide quarter- 
hour station total data on audiences 
representing approximately 80% of 
U.S. television households. Special 
quarter-hour reports will be produced 
for 66 markets, in addition to the 
Summer Daypart reports and the reg- 

ular V.I.P. reports for Los Angeles, 
Chicago and New York. 

These special quarter-hour reports 

will provide station total audience esti- 

mates by television households, four 

primary demographic breaks, and 

Metro Area and DMA ratings. 
Quarter-hour station total Summer 

measurement. Another first. And 
another example of NSI's leadership in 

comprehensive measurement of sea- 

sonal television viewing levels. 

Nielsen Station Index 
a service of A. C. Nielsen Company 

22 NEW YORK CHICAGO HOLLYWOOD SAN FRANCISCO 
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modest miracle 
om RCA 

r' how to get more VTR for your money... for less money) 

IhiTR-60. The only thing modest about 
hisinique studio and mobile VTR is the 

3 1. It's lower. But it's capable of superior 
)enrmance! What's the secret? An RCA 
Dxcasive. 48 years of experience in the 
arcdcast business. The most. With that 
Kin of background, it's easier to make the 
bes for less. 

On' RCA could have produced a modestly 
pried VTR with correct color field edit- 
inp;arried down to a single frame (to 
avid color disturbance). Plus line -by-line 
coection of hue and saturation error 
wil (optional) "CAVEC" for life -like play- 
ba< reproduction. Plus an erase head that 
rn es tape scratch impossible. Plus total 
rei ote control over editing sessions. 
PII;_ in -phase dropout correction (optional) 
the puts the right color back in the pic- 
tu Plus reactance and resistance controls 
try give you more uniform color. Leave 
itt RCA to get all the imperfections out of 
thiVTR color picture...and, for less money. 

GP all the facts. Call your RCA Broadcast 
Roresentative or write: RCA Broadcast 
,Ediipment, Bldg. 15-5, Camden, N.J. 08102. 

IMPORTANT NEWS: 
The TR-60 can also be 

used as a master VTR 

with the world's first 
automated video cart- 
ridge tape recorder/ 
player-the show - 
stopper of the 1969 

NAB! Write for details. 

cii 



Though editing tape is generally 
less time-consuming than performing 
the job on film, it frequently comes 
out to be more expensive because of 
the cost of operating tape equipment. 
There is a counter -balance, however 
-the cost of processing filet. 

One piece of equipment that may 
become important to editors is the 
Ampex IIS-200. scheduled for deliv- 
ery shortly. This is an outgrowth of 
the HS -100. used for instant replay 
in sports. 

The HS -200 has such capabilities 
as freeze frame, instant frame access. 
double -speed playback. computer 
logic for sequential pre -program - 

Mg, variable frame animation as- 
sembh and automatic dissolves of 
variable length. Like its predecessor, 
it plats back material at normal slow 
and fast speeds in both forward and 
reverse. It can store 30 seconds of 
commercial in \TSC color and 36 
seconds in PAL and SEC -\\'I color. 

The pros and cons of tape vs. filet 
do not, in the final anal\ sis. depend 
on the buck. Or to put it more pre- 
cisely, there are cost advantages in 
each medium. depending on the re- 

quirements of the commercial. 
I however, one of film's advantages 

--camera portability-is disappear - 
in;. New, small tape cameras now 
permit the electronic eye to rove 
around, which means that studio 
sets can be more readily dispensed 
with in favor of existing interior and 
exterior backgrounds. 

Tole that lope gem - 
Of course, tape equipment could 

be (and isI lugged around and. in 
many cases, it ttas laud is) worth 
the effort. But the logistics problems 
uere often discouraging. 

Small cameras have been used 
since 1967, but last year saw there 
employed for commercials for the 
first time. Philips is fielding tiro 
models-its own PCP -70 or "Little 
Shaver' and the PCP -90 1 iinicaut, 
developed by CIS Laboratories. In 
addition, there's the Ampex I1C-110. 
The Ampex VU -30100 recorder adds 
another dimension to portability via 
its backpack feature. 

These cameras offer studios a 
choice of lightweight cable or mi- 
crowave transmission. With hatterv- 

There's 
more to 
KVAL 
than meets 
the eye 

Audience and related data based on estimates provided 
by ARB and subject to qualifications issued by these services 

o 

they can power, now 
where. 

Though not in the strictly p 
class, a nesv Philips light4 
camera, the PC -IOU, called at, 

as good as and possibly better 
1 

its PC -70 standard studio eá +I 

was offered, though not demonst 
at the NAB consention. 

A number of conintercialsli' 
ducers .and studios renting t 
melt put in reservat ions fo 
cantera. sthicI features three 
one -inch Plumb icons. I lowever, I'r 
purchases depend on seeing hor1.1 
camera performs. The PC -10011 
lightweight cable and its cameral 
trol unit, using digital controls, 
be separated from the camera fe 
much as a mile. \nipex reports 

Two other cletelopntents in 
worth mentioning are the new Ii 

tape cartridge systeitt and new b - 

ings on tape offered by 3M 
Memorex. 

The cartridge is the industry's11 
to record and play back tv i roads 

tapes. Each cartridge contains ul 

Ihree minutes of playing time 11 

the (lC \ machine can handle 

iI 

go almos' 1 

ii 

PORI LAND 

SALEM 

EUGENE 
S 
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 adult viewership lead in early evening 
and late evening 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. 

THE ONLY SMALL NUMBERS ARE THE CPM... 
Ask your H -R TELEVISION, INC., man 
or ART MOORE & ASSOC. in Seattle 
and Portland. 

KVALITV 
EUGENE, ORE. 
SATELLITES KCBY-TV. COOS BAY 

KPIC-TV, ROSEBURG 

66 
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r,"e 
Iportant is that the sequence 

g back the cartridges is 

and one can follow the 

rst instantaneously. 
:ans a station can pre -pro - 

r reries of contiguous conc- 

1114 nd promotional announce - 

I let the RCA machine do 

.t present if a station wish- 

rlr taped commercials back- 

, .ne machine must be used 

t. commercial. 

il/'cake the scene in `70 

e rtridge system, designed to 

n conjunction with RCA 
gh-hand tape recorders 

1-.60 or 'I R-70) , must under- 

eldtests before being offered. 
ell is currently scheduled for 

r :w tape backings were de - 

d I elerninate slipping of one 
Cace against another in a 

TI' results in "windowing" and 
í and deposits of small 
,ion the tape surface, causing 

'out These problems were cans- 

) e extra -smooth surfaces of 
h,:1 tape. 

AP awards 
fee tv and 20 radio sta- 

ion received awards from the 
k%sciated Press Radio-Tele- 
ilit Association, given for 

revv cooperation in 1968. 
l: tv stations, which re - 

certificates. were KGO- 

an Francisco, \WBRZ-TV 

till Rouge and n wiv Cadil- 
. Lich. 

ir radio stations received 
)14 es: wcis Miami, \ytiB 
Viris City. \yJR Detroit and 
"93 Miami. 

T; other radio stations, 
,ltih received certificates, 
yr r KBOL Boulder, KBOW 
Ill), KIM Santa Barbara. 
tits Oklahoma City, WALK 
E'rtrogue. N.1.; wn\L Balti- 
mu, \VBBQ Augusta. Ga.; 
WI Philadelphia. WCLG. 

antown, \fir. Va.; \VDBF I v Beach, Fla.; WFBR 
I# note, wG\t* Athens. Ga.; 
v t. llanche..ter. N.IL; wicc 
l rireport. Conn.; WION Ionia, 

tr; WTRc Elkhart, Ind. 

What's coming next in tape tech- 

nology? No breakthroughs are seen 

in the offing and the best predictions 
foresee further developments along 
paths already broken easier editing 
and smaller equipment. 

A six -pound tv camera was demon- 

strated at the NAB convention in 

1968 by Philips. It was obviously 
not ready for broadcast use and there 

have been no indications that it will 
be in the near future. 

Glenn Botkin. vice president of 

Logos Teleproductions, sees improv- 
ed one -inch tape coming. This would 

cut costs of raw stock and distribu- 
tion but no one can say for sure 

that equipment to play and record 

broadcast -quality one -inch t ape 
would necessarily cut any economic 

corners. 
Reeves Video's engineering head, 

Charles Powers, would like to see an 

increase in the "packing density" of 
tape v is slower tape speeds, which 

would also cut video tape stock costs. 

Copy -t1 robbers needed 

In a similar vein, \IPO's Dubin 

said one of the most effective ways 

to increase the use of tape would 

be to develop low-cost machines just 
for dubbing release copies. 

Looking 10 years ahead. Lucien A. 

Lessard. production director of Tele - 

Tape Productions. sees editing sys- 

tems initiated by pushbutton or voice 

command, special electronic equip- 

ment made possible by integrated 

circuits. The know-how is here now, 

Lessard says: it's simply a matter of 

assembling the building blocks in 

forms and within ranges acceptable. 

to the industry. 
Further, he says, through an elec- 

tronic wedding of tape and films, 

creative people will hardly give a 

thought to either except as it affects 

the realization of creative concepts. 

Meanwhile, while the use of tape 

is increasing. it cannot be truly said 

to be taking off. Agency producers 

estimate that tape runs al out 10 to 

15 per cent of all commercials (ex- 

cluding those made locally by sta- 

tions). Some agency people admit 
they avoid tape because of their 
habit of working with film. Others say 

they prefer film because there are 

more creative directors, cameramen 

and editors working in the tape field. 

But they all agree that tape use 

can only go one way-up. 

DAVID LUCAS 
STRETCHING OUT . . 

"LUCIFER" Atlantic Records* 
by Salt 

"PENDULUM" Kama Sutra Records* 

"THE FREEWAY" Rama Rama 

Records* 

"THINK DOG" * 

"The Equipment" 
Feature -film scored 

for 37 musicians, Moog 

synthesizer and voices 

"Run Sunward" 
Feature -film on ocean racing 

Foreign art film 

"Basic Black" 
Award -winning Women's Fashion 

short 

"Man and the Trevira Era" 

Men's fashion short 

Recent Commercials: 

TEXIZE e LIPTON CLAIROL 

LEE FASTBACK SLACKS AVON 

CHEVROLET CANOE 

TV Commercials/Radio Commercials 
Film Scores/Record Production 

Music Publishing 

*SATA FORTAS ATTRACTIONS 
LTD. 

DAVID LUCAS ASSOCIATES 
320 West 46th Street 

New York, N.Y. 10036 
(212) LT 1-3970 
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Networks (From page 33) 

The new season will be marked by 
three developments: First is the 
lack of violence in new shows. Not 
one new western and just one police 
show will hit the tube next Fall. 
Next is a moderate increase in situa- 
tion comedies. Eight of the 22 new 
shows fall into this category. Third- 
ly is the interjection of contempo- 
rary themes into programming. 
There's a trilogy which features a 
drama about lawyers, a police drama 
featuring a black D.A. and a white 
police chief and a medical series 
involving physicians working on 
such problems as transplants. 

Another new show features a 
Negro teacher in an integrated Los 
Angeles high school. There's a pro- 
gram about a young man who takes 
off on his motorcycle to find some 
meaning in life. And there's a varia- 
tion of Lord of the Flies with college - 
age participants. 

Here's what top agency program- 
ming executives told TELE\ tso\' AGE 
about the new shows' chances, start- 
ing with the more promising ones: 

Friends and Nabors: CBS -TV, 8 
p.m. Thursday-Although a couple 
of agency men say that Jim Nabors' 
new show will only be a moderate hit, 
most pick the CBS -TV entry as the 
hit of the new season. 

Nabors has a proven track record 
on both Andy Griffin, and Gomer 
Pyle. Ile left Pvle (which was at- 
tracting close to 40 million viewers) 
to do this new series but brought 
along Frank Sutton and Ronnie 
Schell as regulars. 

CBS -TV has thoughtfully moped 
the well -rated Family A flair into the 
7:30 p.m. lead-in position. The only 
question in some minds: Al ill he be 
able to get more younger viewers 
now that he's stopped talking out 
of the sirle of his mouth? 

The Bill Cosby Show: VBC-TV, 
8:30 p.m. Sunday-This could very 
well he NBC -TV's biggest . success of 
the new season, though this Sunday 
slot has never been a winner for the 
net work. 

Cosby plays a married gym teach- 
er/assistant coach in an integrated 
high school. In order to make ends 

meet, he moonlights, mad 
private investigator. 

The overall view is that 
a proven audience catcher 

I 

he running in a good loe 
the writers can produce r 

equal to his talent," pre( 1.1 

agency man, "there'll be no 
him." 

The Governor and J.J. 
9:30 p.m., Tuesday-A lot 
are predicting big things + 

show. An island in the sched 
surrounded by the Tuesday t 

one side and the Movie of tdd, , 

which begins an hour earliet 
other. Its lead in is The Red 
Show. The consensus is tI 

Governor and 1.1. will be 
keep the Skelton audience a. 
turn it over to the CBS -T 

hour. 
The show stars Dan Dail' 

widowed governor with, Jul' 
mars as his daughter, who 
first lady. 

Although one agency execll 
the program "a typical hi. 
situation comedy," a more 

I 

( 

1M LARRY...\ 
lLL PICK YOU 11 

UP IN OUR 
LIMOUSINE!' 

, 11,11, 

EST SIDE.,, 
e Town-, 

The Sound o, Manhattan 
Offers 2 Great Locations 

holANHATTAN 

Sound' Studios 
"... where ne?jec 'oii is almost good enough" 

MANHATTAN "54" 
460 West 54th Street 

MANHATTAN "4 5" 
17 East 45th Street 
Finest Facilities 
and Top Talent ... for 
SOUND RECORDING ... 
MIXING... 
DUBBING 
(Including MANII %TTAN'S FAMOUS 
ELECTRONIC POST -SYNC SYSTEM!) 

MUSIC RECORDING ... 
RECOIID-M %STERING .. . 
TAPE EDITING and DUPLICATING 
TRANSFER ... from any medium to 
any medium ... and the 
FINEST "MIXERS" IN THE N OIILDt 

MANHATTAN AUDIO CO., INC./460 WEST 54th STREET/NEW YORK, N.Y. 10019/(212) 757-9800 

1 ? iutiidiaty 015 .Income Propettie9, Jne. 

68 
Television Age, 310 5' 



; 

I 

COLORFUL 

KCST 39 TV 

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 

OMPLETE COLOR PRODUCTION FACILITIES 

CST 39 TV 
San Diego California 

BASS BROADCASTING DIVISION 

Mel Wheeler - President 

Represented by que 

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

el 
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sentative comment is that "the show's 
writing is good and the pilot superb. 
I never would have believed Dan 
Dailey could do such a good job. 
This is a winner." 

Another programming man said, 
"It will either be an instant hit or an 
abysmal failure. Politics has never 
been a good topic for tv, yet this is 
a better than average show. If it 
works, it will be because of Dan 
Dailey." 

Marcus Welby, M.D.: ABC - TV, 
10 p.m., Tuesday-"Thank goodness 
for Marcus Welby," said an agency 
executive. "He could just be ABC - 
TV's only solid hit." 

The show stars Robert Young as 
an aging doctor who brings in a 
young physician to take over his 
practice. 

The competition is a major reason 
program men see a success for the 
Tuesday 10 p.m. show, which re- 
places Thais Life. 

Viewers will have a choice between 
the last hour of the NBC-TV movie 
and the CBS -TV news hour. "Welby 
will win by default," one agency man 
predicted. 

Other comments "Being an old 
fashioned show, it will have trouble 
holding the young audience." 

Despite some critical reviews of 
the movie, it was reasonably good in 
my opinion. Bob '1 oung is very com- 
mercial. 

Bracken's World: NBC - TV, 10 
p.m., Friday-This show has every- 
thing going for it to make it a hit, 
inclu ling the Lennon Sisters op- 
posite, say a number of program 
men. The NBC-TV program is de- 
scribed as a slick production and with 
The Name of the Game delivering 
a good lead-in, the show should have 
no trouble taking the time period, 
except when there is an exceptionally 
good movie. 

One agency man called the show 
a "glamourous Peyton Place." It de- 
picts the movie business and the 
private lives of IIollywood's show 
business inhabitants. 

The Debbie Reynolds Show:NBC- 
7 V, 8 p.m., Tuesda y-T lis should 
be better than average, the pros 
say. The NBC-TV situation comedy 
stars Debbie as the wife of a sports - 

We make life a little easier. 

The most reliable post -production services in North America., 
Offices in: New York, 630 Ninth Avenue, N.Y.10036/Chicago, 18 East Erie St, Illinois 60611 

Los Angeles, 6043 Hollywood Blvd., Calif. 90028 

writer. She hates house, 
stirs up excitement wit. 

1 of characters including a 
ing older sister, an t, 
brother-in-law and a 1,, 
myopic son. 

Since the show airs 
Jeannie and Julia, most ag , agree that if the show is eve, 
good, it will do very well b, 
the slot. 

U.M.C. (University Medl 
ter) : CBS -TV, 9 p.m.. IG 

-flere is a show that mar s,; 
spite of its time period. T 
long dramatic program, 1s 

plores the new areas of meta 
ence. follows at 9 p.m. The' 
Hillbillies on Wednesday 
which many pros consider a1r', 

pat ible combination. 

However, the experts alt 
program has the makings ii 

and that the public is read` 
medical series. One dissentii 
was that the characters arel1 
triguing enough. 

The consensus is that to 11 

the show will need a little lint 

view is that the show can't I 

work at 9 p.m. because "d 
shows just aren't popular 
time." But another cites the 1, 
of Kraft Music Nall and the !, 

ness" of the movies after tl 
half -dozen shows as an oppl 
tv for U.M.C. to take off. 

The Music Scene: ABC-TV1 
p.m., Monday-Leading off .I 

day night at ABC, this is one I 

shows that gives agency men 4 

for the experts are evenly divit 
to its fate. 

II 

Part of the problem is nt, li 

quality or appeal of the shoes i 

though there is some question 
couple of agency minds about` 
Ind the strength of the compet 
Gunsmoke and Laugh -In. 

The Music Scene will be E3' 

minute show geared to the yt 

Producers Tommy Smothers and 

Fritz will present current reco 
artists and name comedians. 1 

will also be a promotional tie-in 
Billboard magazine. 

If The Music Scene can take 
audience away from Gunsmoke t 
still remains the problem of whe 

it can hold the audience past 8 P' 

the start of Laugh -In. 

70 
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Our story in a nutshell. 

del the equipment you'll ever need is at Camera Mart. 

Making movies is tough enough. Don't add to the problems by dealing 

with more than one equipment supplier. Camera Mart has everything 

any professional movie -maker could ask for. 

We also have the technical know-how to help you on special projects. 

And faster, more efficient service. In short, getting the equipment you 

want - when and where you want it - will never again be a tough nut 

to crack. 

TIIE CAMERA MART ic 
1845 BROADWAY (60th ST.) NEW YORK, N.V. 10023 0 212.157.6971 

SALES o SERVICE o RENTALS 
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One agency program exec seems 
to feel it can. "Because The Music 
Scene will take only 15 minutes away 
from Laugh -/n, I think people will 
stay with it. After all, the last song 
in the show will be the number one 
hit and that's what the audience is 
tuning in for." 

Another points out: "The audience 
knows Laugh -In is not the type of 
show you necessarily have to tune in 
at the beginning. You can pick it up 
anywhere along the way." 

As for the quality of the show it- 
self, one expert considers the show, 
"1 hodge-podge of satiric comedy 
and modern music which is con- 
ceptually confused." Another sees the 
show as a program with "all the ele- 
ments of a hit." A third predicts 
"excellent demographics." 

Movie of the Week: ARC - TV, 
8:30 p.m.. Tuesday-While the con- 
sensus is that ABC -TV's 90 -minute; 
made for tv movies will get average 
ratings and at least last through the 
year, it isn't expected to find easy 
going. 

Both Julia and Red Skelton, which 

also begin Tuesday at 8:30 p.m., have 
been drawing audiences in excess of 
30 million each. While Mod Squad 
will provide a good lead-in for the 
new movie. agency men are certain 
that NBC -TV's Debbie Reynolds 
Show (for which a pilot hasn't been 
made) will provide an excellent 
lead-in for Julia, even if the new 
show is only fair. 

The con.ensus is that Debbie's 
show, in one of NBC -1 V's top half- 
hours slots, will be better than aver- 
age. If true, this would also help 
NBC -TV's 7 uesday Night at the 
Movies, which follows Julia. 

Thus, ARC -TV's Movie of the 
Week will find it tough drawing an 
audience away from the competition 
and will have to rely on its lead-in 
for strength. 

Standing by itself, the show is seen 
the same as any other movie and will 
hake to rely on its stars and. stories 
in order to attract an audience. 

Andy Williams: ,VBC-/ V,7:30 
Saturday-This NBC-TV show will 
do okay, but it won't knock the 
competition on its ear. Williams is 

considered the victim of a poo 
period. "It's sadistic to pu 

in there." said one symp 
agency man. 

Flow Williams will do will d li 
on his guests. If he runs true to 

and only attracts the older vie 

he'll find himself in a jam. CBS 

Jac/, ie Gleason has respectabl 
lowing among the older folks. 

\\ illianrs' hope for success li 
his ability to present young tale 

an attempt to pull viewers away " 

ABC -TV's Chuck Barris duo, D 

Game and .\rewlvu'ed Game. 

, 

liad 

When in Rome: CBS - TV, 
p.m., Sunday-has the pros gnat, - 

all over the lot: 
"The production is good bee 

show is a bodge-podge. It was 
ten for a later time period and 
slotted in an earlier one." 

"The time slot will make it wo 
"It's like tv 10 years ago." 
"It wont do anything to 

CRS -TV's share in that period." I'\4 
"Its a total disaster. A sha -' 

tasteless half-hour using the 
cardboard sets you'\e ever seen. 

.I. 

-,J 

¡2 

"... from the South's MASTER MARKET 
the professionals at WJBF 

win the highly coveted February/March '69 

ARB 

DOMINANCE" 

. . La:/i 

i+t,a'J 
. 1, 

. J 

THE PROFESSIONALS 
Augusta, Georgia 

J 

7:30-11:00 pm Sat. -Sun. 
WJBF 
Station B 

Station C 

`Subject to limitations of survey 

I,1. 

'triao 

Noon to 5:00 pm Mon. -Fri. Homey 
WJBF 24,2 
Station B 10,90 r 
Station C 1,901 

5 to 7:30 pm Mon. -Fri. 
WJBF 

39,201 
Station B 23,50t1í 
Station C 

6 to 6:30 pm News Mon. -Fri. I 

a 

WJBF 
Station B _ 19,t 
Station C 3,100' 

, c 

39,000 n. 

34,500 
3,200 

JBP) 
11 3 CXANNII 

Represented by H -R TV 
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Forsyth again. Another 

'nr 'other. It won't do well." 

nprovement over Gentle 

ttl.nisgivings. When in Rome 

'ti it by offering the viewer 

erttive to 3" alt Disney and 

-nf :e Giants. 

'Vol and Welcome To It: 
':+1:30 p.m., .l/onday-This 
leis off Monday nights on 

1'V text season. The program, 

o the life and writings of 

lurber. stars William Win - 

saw has a lot going for it, 

.rSffeel. but not at 7:30. Al - 

hi couple of program men 

tie ogratn for being too soph- 

t1':úthe majority feel the pro- 

Qlelightful and fresh. 

toter problem: the program ap- 

t rn older audience at a time 

t Vs rule the set. One agency 

we: so far as to call it "a disas- 

irt tat slot." Others feel that 

- s 7:30 entry, Music Scene, 

e My ii'orld a run for its 
ev. 

'Svivors: ABC-TV, 9 p.m., 
Ida-This show won't be a big 
foiABC-TV only because the 

t¡ lion is so strong. Harold 
obi creation, will find it tough 
di' against the Monday Night 
lie `ories. and Mayberry R.F.D. 
,he rogram stars George Ilamil- 
ashe pia\boy son of a wealthy 

Iktnd features a contemporary, 
'tus background. Co-star is 

13 'irner as Hamilton's sister. 
)neagency programmer believes 
ihn' will not stand a chance un- 

Janarv, after NRC-TV is through 
nu, its best movies. However 
er 'Ile Survivors is a continuing 
in, he feels \BC will have to re - 

1 Pat's happened or re -introduce 
Ciraclers if they want to draw 
°bstantial number of viewers. 

Thtgenerally favorable continents 
thrhow included: ''Slick produc- 

u I an impossible period." 
.,5'd good potential. but a fight 
'e'over a 30 share.' 

)on 222: 4 BC-T I', 8:30 p.m., 
ebsday--'phis is the kind of 
)1t gambling man wouldn't bet 

I. 1e survey showed a gamut of 

what's 
there to 
think 
about 
when 
you're 
already 
the #1 

news 
station 
in 
Western 
Mass.? ? ? 

F'^ ` 
J.91 I. 

° 

s , i. "Y` `,. 9~ . 

.+.s07. e-* 
w. 

r`tZ; 

"ISSUES 1969" ... new Channel 40 documentary series 

with such "mind -benders" as: "Model Cities, Hope or 

Hangup" (aired); "The Black Community Looks at It- 

self" (aired); "Marajuana" (aired); "Police'' (April); 

"Employment" (May); "Education"; "The Ghetto"; 

"Campus Unrest"; "Returning Veterans"; "Venereal 

Disease"; and "Courts and the Correction System" (to 

mention a few) will be viewed by some 100,000 viewers. 

With over one million viewers in our viewing area with a 

buying power of over TWO BILLION dollars, "ISSUES 

1969" will provoke the minds of Channel 40 viewers and 

clients alike. 

What can we do to top this project??? 

Well .... we're thinking about it!! 

r 

THE WHYN STATIONS CORPORATION / SPRINGFIELD, MASSACHUSETTS 01101 

obc 
REPRESENTED BY 

EDWARD PETRY 6'CO.. INC. 

TIE ORIGINE 5 ',ION REPRESENTATIVE 
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The show is slated to be aired fol- 
lowing ABC -TV's The Courtship of 
Eddie's Father. It is a half-hour sit- 
uation comedy about a Negro teacher 
in an integrated Los Angeles high 
school. 

One agency exec feels, "It's one of 
the best things I've seen, though it 
might take a while to catch on." 

Others praise the show as excel- 
lent but in a tough time period. 

Those who don't like the show feel 
there's too much protest, which, they 
say, is not popular with a mass audi- 
ence. The nay-saN ers also point to 
the competition, Beverly Ilillhillies 
and The Virginian. 

Mr. Deeds Goes to Town: ABC - 
7'V. 8:30 p.m., Friday-The con- 
sensus is that this show about a 
small-town man who finds himself 
heir to a large New York corpora- 
tion. will do less than average. 

"It's a situation comedy with a 
twist.- one agency man commented, 
"and it could just take off.' Others 
feel the program "doesn't have a 
chance." 

The show is set to air following 
the Brady Bunch, which won't help 

Luigi Giffordi 

,r- 

Carlo VanMaanini 

Paolo Kimini 

. . 
{ Michaelangelo Gottliebt'''' 

four new Italian film makers nów at 

KIM 61FFORDPRODUCTIONS INC 3',7..M1245oN.VE.NE,V 101b. 1oCi1YVE1rJ6 
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Ten Top Agencies Score New Shows 

Title 
Good Average Pour 

'fire Music Scene 2 3 3 The New People 
1 2 7 ,' The Survivors 
3 4 2 .', l'; 

Love -American Style 2 5 3 Movie of the Week 
1 8 1 \iarcus Welby, M.D. 
7 2 1 

Y1. 
The Courtship of Eddie's Father 2 1 6 Boom 222 

3 2 5 The Brady Bunch 
1 7 2 

\lr. Deeds Goes to Town 
1 2 6 Lennon Sisters 
1 2 6 When in Rome 
1 1 5 

The Governor and .1.1. 5 -t 1 t.\I.C. 5 9 3. 
1 riends and Nabors 8 2 

\!y World and Welcome to 11 3 3 4 
The Debbie Reynolds Show 5 3 

And Then Came Bronson 1 1 7 
I 

Bracken's World 8 
The Andy Williams Show 3 6 1 
The Bill Cosby Show 7 1 2 

The Bold Ones 
8 

very much. Deeds is also up against other competition is a veteran N, 

llogan's heroes on CBS -TV and 
The Nance of the Game on NBC-TV. 
Both competitors will have strong 
lead-ins, as opposed to Deeds, whose 
lead-in may be very weak. 

And Then Came Bronson: NIiC- 
TV, 10:00 p.m., Wednesday-This 
show won't last long, if those sur- 
veyed are correct. ft's about an ex - 
newspaper reporter motorcycling 
around the country. 

Agency men find the program 
weak because the story line lacks a 
solid premise. Whereas in Tire Fugi- 
tive Richard Kimble was running to 
clear himself and save his skin, Bron- 
son is running to find a meaning in 
life. Said one exec, "I think he found 
it at the end of the pilot. I don't 
know what more he expects to find." 

The show may also suffer from a 
weak lead-in (Music hall), if Medi- 
cal Center, one of the shows opposite 
the latter, turns out to be any good 
on CIS -TV. 

The New People: ABC-TV, 8:15 
p.m., Monday-When you're up 
against a show that consistently de - 
hikers 40-45 million persons, your 

ern and one of the most pop 
female performers on tv. you d 

have much going for you. ABC.'l 
45 -minute Monday entry, The II 
People, has an uphill battle o 

hands. 
however. the only criticism voi 

about the show itself conies fowl 
agency man who believes the 
grant strains credulity and lacks 
lievable heroes. The balance of ill 

surveyed believe it's a poenti1 
good show with a lot to offer it 'r 

tough period. 
The story line, developed by R 

Sterling_ lint remarkably similar 
William Golding's Lord of the F1Z' ll 
follows a group of college -age peon I 

sent abroad by the State I)epartmet 
In mid -trip, their plane crashes ayl 
they find themselves-without ho 

of rescue-on a remote island, wire ,, 

they proceed to establish their co ; 

society. 

The Brady Bunch: ABC-TV; 
p.m., Friday-One agency executi+l 

calls this show "the first disaster 
the season." Another considers 
"the worst thing I've ever seen." St 

another calls it "very slap -stick." 

Television Age, Nay 5, 196 



I 'show is a big -family situation 
about a widow with three 

brs who marries a widower 

ree sorts. Included in the cast 

Ilorence Henderson, Robert 

I nd Anne Davis. 
lid much lead-in help the show 

II t from Let's Make a Deal is 

t++tinable since Get Smart, to be 

:5 -TV at 7:30, and High Chap - 

',drill more likely then not out - 

I e game show. 

' ourtst'iip of Eddie's Father: 
111,V, 8 p.m., Wednesday-This 
OWI one of those people either like 

r't deal or dislike completely. 
it 'ELEVISION AGE survey indi- 

deemore of the latter. 
'try superficial," commented one 

e[°n man. "Soft, warm, good cast- 

rlt.;tsaid another. A third called it 

lac'eyed." St ill anot her com- 
a 'II: "I like its position." 
LIe a couple of program execu- 

ve-bought the show might do bet- 

' an average, the majority felt 

stined to fail. 
the program's brightest as - 

:re( its position, is not terrihiv en- 

couraging. The half-hour situation 
comedy about a widower raising a 

young son and starring Bill Bixby, 
follows The Flying Nun. Its competi- 
tion is The Virginian and Glen Camp - 

hell, both of which start a half-hour 
earlier than Eddie's Father. 

The success of this show, the few 

optimistic executives believe, rests on 

The Flying Nun's ability to get the 

audience at 7:30 and hold them. 

Love -American Style: ABC-TV, 

10. p.m., Monday-Anthologies don't 
work. program men maintain. If 

Love -American Style fails, this will 

be the overriding reason, they say. 

This ABC-TV show will feature 
love story vignettes each week, some- 

times several within each show. 

The majority of those questioned, 
said they liked the pilot, but were 

afraid the show would have no iden- 

tity. "People want something they're 

familiar with, and anthologies don't 

offer this." said one program execu- 

tive. The competition will be rough, 

since the show is opposite the second 

hour of the NBC-TV llonday Night 

Movie. Carol Burnett will he hack 

It's two for Paris. as (from left) 
lohn Tyler,general, manager of KVII- 

Tv Amarillo, and Ed Shurick, pres- 

ident of 11-R Television, salute Leni 

Satz of I. Walter Thompson and 
Boris /Ilan, of Cunningham & Walsh, 

whose guesses on coverage area of 

m II-Tv's new tower won trips. 

again. and this season she's been 

running a strong second to the 
movies. 

r 

Mike Elliot, Steve Elliot, Mike Nebbia, 

Tibor Hirsch, Russ Mayberry, Stu Hagman, Bob Siegler, Bill Fertik, 

Chuck Hyman, Remi Kramer, Bob Curtis, Reed Springer. 

Available for super spectaculars, regular 

spectaculars or budget spectaculars. 
On film or tape. 
How magnificent. 
EUE/SCREEN GEMSe, New York, Burbank, Londo tr{-EUE/ Signal) 

Rv 

it 
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The Bold Ones: NBC-TV, 10 
p.m., Sunday -1 lack of continuity 
heralds an early demise for NBC - 
TV's The Bold Ones. The agency 
programming executives feel that the 
dramatic series, which presents one 
part of a trilogy each week will not 
have any central theme to keep the 
audience coming back. 

The first story of the three-parter 
is a drama about lawyers. the second 
about a black district attorney and 
a white police chief, the third a medi- 
cal drama. 

"Anthologies just don't make it," 
said one agency exec, echoing a senti- 
ment which applied to Love Ameri- 
can Style. 

Jimmy Durante Presents the Len- 
non Sisters: ABC-TV, 10 p.m., 
Friday-One agency executive called 
the show a "stop gap," and he seems 
to have considerable support. 

The consensus is that the Lennon 
Sisters are no improvement over 
Judd for the Defense, the show they 
replaced. Several agency men feel 
it would appeal to a Lawrence Well, 
audience in a more competitive 
time period. 

"The girls were popular on the 
Welk show," one exec commented, 
"hut they're square. They'll get a 
better share than The llusic Scene, 
but the latter has tough competition. 
i don't really expect very much from 
this show." 

The show is up against what could 
be NBC -TV's biggest hit among its 
new shows, Bracken's World. The 
Lennon Sisters will also find it tough 
against the second hour of CRS -TV's 
successful Fridal' A ight at the 
Movies. 

Viking (Front page 38) 

titan Viking-The promotion with 
Bahar was planned to make people 
remember Viking. 

The theme of the $800.000 cam- 
paign is "Long Live Happiness," the 
title of one of the songs in the film. 

1. coloring book called "Babar in 
Viking Land" was made up and dis- 
tributed to dealers to give away to 
children who came in with their 
parents. 

A national phone number was 
given at the end of the show last 
year which could be called free of 
charge to get the name of the local 
Viking dealer. Nichols said they re- 
ceived 28,000 calls in the six hours 
following the show. 

Articles about the show appeared 
in about 1,000 newspapers around 
the country. and about half of them 
mentioned Viking. 

Another aspect of the promotional 
campaign was to show the cartoon 
to orphans and to children in hos- 
pitals. Nichols said he believes in the 
saving "bread cast upon the water 
will return manvfold." The cartoon 
was first shown to about 700 orphans. 
and then in about 100 hospitals 
around the country. 

Local dealers were involved in the 
hospital showings, and Nichols 
pointed out that in this way they 
reached parents, doctors. nurses and 
other hospital personnel. The Shin- 
ers asked to show it in many of their 
hospitals, and this generated a lot 
of local publicity. 

Said Nichols, "Entertaining hos- 
pitalized or institutionalized children 
is not only personally gratifying to 
us and. Fm sure. to the participating 
dealers. but its also good business- 

tckelodeon 
INC. 

430 Várk AVE. (7\,71;,-Yrk 
10022 

Clairol "Train" ATScT 

Master Chat ge 

Chevrolet Manes 

VINCE MAURO (212) 753-9883 
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the goodwill it achieves cant 
bought. Viking sales in Al 
though relatively low-keyed it 01 
Babar promotion, is not lost 
parent." 

In addition to showing the 
at hospitals, the local dealers 
the children Babar "happi 
parties, distributing coloring h, 
posters and Viking helmets. 

The entire promotional camlt 
was repeated last month on al. 
panned level for the recent sho' 
of the cartoon. 

The question of why a carpet 
pane would want to sponsor a 

dren's show is often raised. Ni, 
mentioned that one of his first i. 
Lions to the program was that ill' 

longed to a cereal company. But l' 

he changed his mind. For one toll 

he said, "sponsoring an imaginal 
wholesome children's show, in I rN i 
age of violence and sex-domin 
t\, wins not only the attention 
the approval of the parent, wh 

after all is said and done, the 

tent ial customer." 

N 

Bringing the people in 

The parent must bring the cl 

into the store to net the color 
book, and most children who ++ 

the book sill presumably h 

enough influence lo get the pa.i / 
in there. At that point, the dell 

takes over with a demonstration' 
Viking's qualities. 

The reason for repeating the she 

Viking had so much invested 
it seemed pointless to throw it aw 

Also, they knew that not every ¿t 
, 

had watched the show the first tit 

so there were a lot left to real, 

Marry, of course, would want to t 

it a second time, or want a seco 

coloring book, Nichols pointed of 

And, a study of the dentographi, 't 

after the first special showed ti 
.t 

parents did watch it, and they we M 

in the group that Viking is tryir 

to reach. 
\dried to the promotional car ij 

paign this year was an essay conte' + 

in schools throughout the county 

Handout (louse, which publishes ti !. 

Bahar books, is sponsoring this wit t 

Viking. Children in participatto 
schools were given an assignment I. 

watch the show and then write an e': 

say on "What is happiness." 
Four first prize awards consist o' 

a learning resource center for tl 

winner's school, each valued at o+,"1 

Television Age, Nay 5,191 
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ilenting the NEW and IMPROVED 
Bardwell 8z McAlister 

CONTROLLED STUDIO LIGHTING . EQUIPMENT 

SN?EATURING 

'1NGS 

IWAR 

2 KW & 5 KW 
SOFTLICf-IT 

LOGEN 
LAMPS 

2 KW, 5 KW & 

70 KW STANDARDS 

ese,ew tungsten -halogen "Quartz" lamps are designed for constant, even illumination from flood to spot, 

:hot loss of their original Kelvin temperature or intensity for their entire life span. They can be readily 

i'any Bardwell & McAlister Lighting fixture with medium or Mogul bi-post sockets, regardless of age 

siz', and without the need for any adaptors or modifications to the socket or lamp housing. 

e IDv Bardwell & McAlister lights have been completely redesigned with the user in mind! Whether you use the 

"uartz" or conventional incandescent lamps, only Bardwell & McAlister gives you these exclusive features: 

NeNoptimum ventilation system, regardless of tilt angle * New double vented reflector, for additional airflow in 

tica area between lamp and reflector * New bi-post socket, factory pre-set, toggle operated and spring loaded. 

eve,.s arcing and deformation, assures longer lamp life * New' optional features, your choice of front or rear open- 

', le or right door hinge, paint colors, cables, switches and plugs * Easier maintenance, lighterweight and,stronger 

nsttction * Plus a complete line of accessories. 

ad 1r free, brand new 52 page illustrated catalog, listing all housings, quartz and conventional lamps, stands, barndoors, 

d,g1) equipment, complete with prices and name and address of your local franchised dealer. 

lkBardwell McAlister, Inc. 
A DIVISION OF F&B/CECO INDUSTRIES, INC. 

DEPT. 895 6757 SANTA MONICA BLVD., HOLLYWOOD, CALIFORNIA 90038 PHONE: AREA CODE (213) 463-3253 



$2,000. Fifty second prizes. also for 
the school, are a complete "Sights 
and Sounds" multisensory reading 
listening program, each valued at 
over $325. And for 1,000 third 
prize winners, there will he Babar 
hooks. 

Judging the essay contest will be 
Bennett Cerf, tv personality and 
chairman of the hoard of Random 
House; Arthur Godfrey, who does 
commercials for Viking. and has 
gotten completely involved in the 
campaign: Dr. Anne Hughes, super- 
visor of language education at the 
Detroit public schools; and Peter 
Ustinov. who narrated the Babar 
film. This contest is also expected 
to do a great deal for Viking's sales 
figures. ' 

Viking's future plans for tv have 
not been definitely formulated yet, 
but they may include a third show- 
ing of Babar. Nichols said they're 
also looking toward soap operas, as 
a way to reach women directly. Ile 
said they're only looking now, 
though, and don't know whether 
they will go into network or spot. 

Nichols has some complaints about 
the tv industry. He said he's done a 
lot to encourage local Viking dealers 
to use tv, but feels the industry has to 
do more to bring more local adver- 
tisers to the medium. 

"They're so successful and so busy 
that they're forgetting about adver- 
tisers who aren't already there. 
T rere may come a day when they're 
sorry-there's not enough diversi- 
fication." 

He said that stations should go 
out and try to get more companies 
to advertise locally, and to teach 
them how to use local tv most ef- 
fectively. Nichols has already spoken 

to station managers of CBS affiliates 
over closed-circuit tv to encourage 
them to see Viking dealers. 

The people Viking is trying to 
reach are, for tite most part, over 
30 and in the $10,000 -plus income 
bracket. The biggest market is cur- 
rently in the area front Boston to 
Iowa. north of the Mason-Dixon line. 

Nichols thinks the reason for a 
geographical concentration is the 
climate. The kitchen carpet, he said, 
has an insulating value which is 
helpful when it's cold outside. 1lso, 
these areas have a greater main- 
tenance problem with snow and 
leaves often being tracked into the 
house. 

Carpet is better than hard -surface 
for this problem, but regular broad- 
loom just won't do. Ile added, how- 
eser. that he didn't think the kitchen 
carpet market had even been tapped 
yet, and they expect sales to expand 
throughout the country. 

This leads to the question of just 
what family, or kitchen, carpet is 
and is not. It is not, Nichols empha- 
sized, the same thing as indoor -out- 
door carpet. Indoor -outdoor is a 
matted, flat, felt -like fabric which, 
he said, is really only outdoor car- 
peting. The only way to clean this, 
he explained, is by flooding it, and 
this is impossible indoors. 

Viking kitchen carpet, however. is 
made from a filter which resists li- 
quids, and the carpet itself is a dense, 
low pile, so that resists liquids too. 
Spills can be wiped off with a cloth 
with no resultant stain. 

Also, because of its density, a 
track can't be worn in it.. These char- 
acteristics are what makes it usable 
where regular carpets would never 
go. 

Commercial 

Qua lu & 
I 

PRODUCTION OFFICE 

130 WEST 56th ST., 2nd FLOOR 
NEW YORK, N. Y. 10019 
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cluCtiO%Zi J1flC. 
BUSINESS OFFICE 
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NEW YORK, N. Y. 10019 
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Costs (From page 29) 

changing specifications as 
along, which may make it di, 
compare bids." 

One of the key arguments 
bids is that a competent 
should be able to figure out 
what a commercial should 
this is so, then not only are I 

necessary but an agency sir 
able to negotiate the best I 

price (taking both creative a 
factors into account) with thel 
of its choice. 

Some agencies have crack cc 

tumors, men who can figure .t i 

mercials budget to within 
hundred dollars. And a few , 

shops reported they have bee 
Pig more "one -bid" jobs in, 
months. 

However, even producers wl 

strongly about this argument car 
of any widespread change in WI 
ding system. 

Said one producer: "The pr), I 
lies with the client and, some, 
the account executive. Since' 
don't know production. they w 
play it safe; it's a blanket the'I; 
chew on." 

Don't clients usually trust ' 

cies? "Let me tell you a secret,'ti u 

the producer. "they don't. Sure, r. 

are agencies which aren't e 

enough in production and sot' 
warrant a client's suspicion.' I 

even where the agency know 
business. the client is leery of le 
it pick the studio. There are e' 
lions, but they only prove the 
This new Bristol-Myers setup is: 
off that clients are more suspi& 
than ever that agencies aren't ' 

trolling their budgets cic 

enough." 
Another proponent of cost at' 

sis, the term often given to d` 

negotiations with studios, put it 
way: -The biggest argument for 
analysis is that it enables the cl 

to get on the screen his full mon 
worth. 

"When you combine it with! 
audit of the studio's costs for 
commercial. you put production' 
a truly professional plane. The wr 

thing for the agency is for the cli 
to feel that he's spending too mr 

money when, in point of fact, he rt 

ly isn't." 
An audit would not usually 

permitted in a normal bidding sit 

!ion, of course. if a studio comes 

78 
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w hid, it's assumed, in the- 

list, it's the best price under 

temstances and if the studio 

' E a little extra and still do 

d oh, why not? 

et an agencv or advertiser 

contractual production ar- 

mrl with a studio involving a 

L' of a minimum amount of 

the audit ís a logical tie-in. 

r example, has had a guar- 

rangement with J. Walter 

lm for about five years. The 

ne is said to he about 51 

in 

'Ill m Susman. NI PO executive 

- I;sident. talked about con- 

-to arrangements in general 

uarantee is usually a state- 

' 4 intent. not an advance com- 

e. Let's suppose the figure is 

',1t.1 million. When that level is 

=re the agreement might pro- 

- if an audit of studio costs by 

arncv along with a refund to 

;el it for money he paid out but 

shwas not spent. In addition, 
?:e might he an arrangement 
rei a discount is given if the 

spending reaches, say, $1.5 

io or more." 
u ting, says Susman. is made 

MPO by its computer. The 
has a Univac. It not only en- 

..ts')meone to get a fast rundown 
en: elements for a specific com- 

tefl but allows the user to zero 
I uk in on any one e ement. 
-n.her arrangement where audit - 

;ay enter into the picture is 
er the studio has a guaranteed 

.rk), sometimes called cost -plus - 
Z 

.id example, a commercial may 
t wt at $20,000 to is bleb an 

Ot' markup is added. if the job 
mt in for $14.000 instead of $20,- 
lllre client gets $6,000 hack but 

adlo still keeps its $8,000. 
Tl extent to which auditing is 
rids not clear, but while it offers 

of getting around the bidding 
sti it requires an agency to know 
hitless well. One producer coin - 

end that "it's simpler all around 
Iry on bids and avoid getting into 
lgss about what a particular ele- 
'e in a commercial should cost." 
Sdio guarantees are disliked by 
I1 producers because it limits the 

f'ely's choice of studios. This 
'utl be particularly true of smaller 
ge.ies, where a guarantee arrange - 
rte would tie a high proportion of 

sion Age, May 5, 1969 

its commercials to one production 
house. 

There is also the fear that, while 

an agency tricks a production house 

in a guarantee arrangement because 

of the talent asailable (in addition to 

the economic reasonsi. a particular 
director or cameraman may be tied 

up with another job when he's 

wanted. Agencies also steer away 

from guarantees because they don't 

want to alienate other studios. 

The cost of union personnel is one 

area where producers generally agree 

that something should be done. Ilow- 

ever. it is not believed that. any dras- 

tic savings could he gained here. I'or 

one thing, below -the -line studio per- 

sonnel costs have not gone up as 

much during the past five years as 

other components. 
One agency's cost breakdown in 

the 4As' studs of last year disclosed 

that while comparable overall com- 

mercials costs have gone up 83 per 

cent. grip crews and equipment rose 

54 per cent, prop crews and equip- 

ment went up 51 per cent and 'ound 

crews and equipment increased only 

13 per cent. Only electric crews and 

equipment: went up more than the 

average-in this case. 86 per cent. 

However, I i\PSA feels something 

should be done to assure that union 

costs don't get out of line and that 

unwarranted restrictions are re- 

pealed, including those which affect 

creative matters. 
The organization has launched an 

effort to keep its members alert to 

cost-cutting opportunities. They have 

been asked to pass along to the 

proper party at their agencies exam- 

ples of unwarranted costs. 

Some 11,\l'S \ people feel that. in 

the past. when the dates of union 

negotiations loomed, agency and cli- 

ent negotiators either waited pas- 

sively for the unions to make pro- 

posals or hastily put together inform- 

ation to offset demands. 

\With the current effort to collect 

ammunition, it's felt that the "man- 

agement" negotiators will be in a 

better position. 
Ilow effective this will be remains 

to be seen. It may eventually slow 

down the spiraling of costs, but won't 

make the kind of (lent clients would 

like to make. Nor is there anything 

else on the horizon that promises 

quick and easy dollar savings. With 
the creative pressures operating to- 

day, advertisers have a tiger by the 

tail. 

LO WELL GNARl! D 
"UNIVERSATILITY" 

tr 

3 lights in one 
1,000 Watt focusing light .. 

t.`. also a 500 Watt 
focusing light when 
you change bulbs. . . 

& also a long 'throw', 
high -intensity light 
when you change to 
an accessory reflector. . 

L` any bulb or 
reflector can be 
used with any 
of 9 accessories .. . 

L`all interchange with the 
Lowell Quartz 'Remote' model .. . 

tSio., unprecedented 
spot flood range .. . 

(`. a plug with swing away 

ground pin I%, wall mounting 
with Lowel-Light Gaffer Tape .. . 

& accurate daylight filter .. . 

L`, location Kits .. . 

Lowell Quartz "D" only 
$5750 

LOWEL- LIGHT 
421 W.54th ST., NEW YORK 10019 

79 



Kodak (From page 35) 

time we discuss with him the basic 
feeling and approach we have in 
mind, and then he in turn goes to 
work to provide us with a realistic 
evaluation in dollars and cents. And 
now the producer performs another 
important duty to the client, that of 
being able to come hack down to the 
ground. 

A cost estimator wipes the steam 
off our heat shield and gives us a 
radar fix. What that amounts to is a 

\er- professional frame of reference, 
in dollars and cents, that allows a 

producer at this time to invite pro- 
duction companies of our choice to 
bid on the commercial. 

As we set up these bidding ses- 
sions, the cost estimator attends 
each meeting and works very closely 
with the producer on the entire de- 
velopment of the concept. 'I here is 
a very important thing that has to 
happen here. Each production com- 
pany that is asked to hid on a job 
must be given the exact same in- 
formation. so they are bidding on 
the same ground rules. When it 
works this way, it becomes an ex- 
cellent way to control the whole ap- 
proach. 

The agency's commercial produc- 
tion cost estimator, Sel Shillinglaw, 
reviewed his records on the project: 

One of the companies, a very noted 
and successful company here in New 
l ork City, declined to bid because 
they did not think the script offered 
that much potential. They did not 
feel they waned to be involved in 
something that didn't offer that much 
of an idea. 

One company was very expensive 
-they are no longer in business. One 
company was a low bidder, pro- 
jecting a verb different attitude on 
the production. 1 hey had hoped to 
go to Vermont to shoot the whole 
thing in notion picture form. The 
rest of the suppliers were all within 
4 per cent of my original estimate, 
which is a pretty good score, I think. 

The supplier we finally settled on, 
1M11'O Videotronics, was not the low 
bidder. They were in the middle of 
that 4 per cent range. Trey were 
roughly within 3 per cent of my 
original estimate. 

All'() Videotronics appeared at the 
seminar at the time of production in 
tv/ric/r they first became involved. 
Their executive vice president, Bill 
Saurian, reviewed the job of being a 
film producer: 

In a television commercial com- 
pany the producer is not just the film 
company producer. Ile is also the 
salesman. The problems that face 
him when he is dealing with some- 
one from an advertising agency are 
many. One is the anal\ sis of the per- 
son he's dealing with. In this particu- 
lar case i was dealing with a man 
who had just come over as a com- 
mercial producer, a man who had 
been an art director, who was very 
sensitive, who was artistically tal- 
ented, and who would therefore ana- 
lyze proposals front an artistic 
viewpoint. Therefore. as a salesman; 
I had to leap forward with the best 
artistic talent we had available. 

Secondly, y ou look at tite man 
with whom you are dealing and esti- 
mate the cost of the job, not just in 
terms of Your knowledge or your 
experience or your hope about how 
long it would take to produce, but 
also your knowledge of the man, 
your experience with him-if you 
have experience with him. 

You must not only estimate the 
agency producer that you're working 
with as a salesman and as a cost 
estimator, you must also take into 
account the way your own director 
takes off on a project: it's his baby. 
so let's face it. If be really is a good 
director, if he is a superb talent as 
\like Cimino is, no one is going to 
tell him at that point, "Mike. don't 
do this or do that." Hike will say, 
"Okay," but he will go ahead and do 
what he wants because he has his 
way and only his way of achieving 
the objectives be is after. As with 
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Al Tennyson, vice 
of commercial production an 

busines. manager of .I..Walte 
Thompson. \ew York, is a sec 

owl generation adman. Hir 
father. .tin, worked at the oh 

Iliow agency. ;SC.\B ant 

ll-F-S and 'Vas a co1y chief anti 

creative director. Ilis uncle' 
-Es Grad's, as executive vial 
president of Iluthraull S Ryan 

for 31.1 years. 
The younger "Tennyson, whc 

has been a song writer. orches. 

tra leader, actor and director. 
started his broadcast career at 

wrry \cw York in 1917. He 

went to Nets ell Emmett in 

19411, then KM.: in 1051. where 

he remained for 11 years. He 

joined .1\Vi' in 1965. 

any talented artist. he cannot be ti 

how to paint or how to write or fib 

to picture or how to visualiize. Thr, 

fore, the smart film company pr 

doter not only analyzes the man lb 

dealing with as a buyer, but ar 

lyzes his own company's talent at 

comes to a conclusion about how ht 

going to price it. 

Once the project hurl been a, 

proved and the film company s 

lector/, the casting department in ti 

person of Evelyn Peirce came onr 

the scene: 
This department began about 1 

years ago and 11011 has 12.500 pen 

pie in a master file. They have, rrra 

of there. been intervietued. All c 

them have been categorized an 

cross -filed. This master file neve 

leaves the casting department. W 

have other material that can, ho,, 

ever. 
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In talking to Warren, you don't 
need storyboar is-you don't if 
you're talking to a good producer. 
When there is truly an exchange, 
he starts you drinking and their you 
use all the resources you have. First 
we use our own-we thought we 
might want to cast a real family, 
though it seldom ever works that 
ay. And like all the mystique in 
the theatre and what not; if von make 
it, it's better than if it's real, I think, 
unless you're talking in documentary 
terms. This way one has a kind of 
control. if sou will, over the end 

product. That is what we ended up 
doing. 

It took us a week of casting, be- 
cause we had been given time to be 
prepared. \Ve had six casting ses- 
sions for the commercial and we saw 
113 people. Trcelre whom we were 
very anxious to bring to Warren's 
attention were not available, ab so 
often happens. We had to find the 
mother, father, two sons, and one 
son's wife and young son. 

Yesterdays" represented a tour 
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de force for our fashion coordina, 
Joyce 1 -Hsu, who acquainted the m, 

hers of the seminar with her 
volvement in the production of ii 

coanrnercial: 
Sarah Meade_, the mother in 

cast, had a total of five hours' fittif 
on two different clays. Kipp Cu 
the father. had three and a i 
hours' fittings on Iwo different dal 
All the fittings were with \War 

being present. All of the other mer 

bens of the cast had fittings for thi 
wardrobe-every the extras. Tlu 
fittings were an aserage of half 
hour in length each. 

Miss Peirce said there was awe 
for casting and we had a week f 
production. It took a week for fas 

ion also. \Ve had fashion in undo t li 

garments, too. For Kipp I had 
make hint look younger. I had 
have Sarah wear a flattening bra 

sieve because of the flat 3O look a 
also a waist cinch to make her 
younger. 

Looking for accessories led me Ir 

places to which I had not venture 
before. Silk stockings were the fast 
ion of the 30s, anti at the suggestio 
of one of our people. Eleano 

Knowles. 1 went down to the Bower 
and found them in a little plac 

there. And for open -toe shoes an 

the wing -tipped men shoes, I wen 

to the Salvation Army store over of 

the West Side. 
Even though Costumes Associate 

supplied most of the costumes, wr 

used a total of 16 outside source 
and some items from the Thompso 
war robe. 
wardrobe. 

and 
complete 

actor's 
all the coc 

turves needed for this commercial. 
The chess and sweater Sarah wore 
in her attic scene belong to her. As 

you can see, most of a stylist's leg' r 

work is done before the production 
date. 

On the day of the shooting we see 

to it that the wardrobe is pressed 
and reads, and we dress the actors 
as each scene is going to be shot. 

After the shooting is over. we clean 

up the wardrobe and return it to the 

costume house. We send Thompson 
wardrobes to the cleaners and write 
up a report on the wardrobe used 

and the expenditures incurred on the 

job. 

r4 

M1'O set designer Karl Hueglin- 
discussed the construction of the 

al 

82 
Television Age, May 5, 1969 



, ft "Yesterdays." 
f)nrof the problems of doing this 

cation is the amount of control 

u hie. We had shots from outside 

id( which is the beginning shot 

th commercial. We had shots 

wrtwe wanted to be able to move 

enera into position, which we 

uldnot possibly do on location. 

td you have gone through some 

(can attics; and I guess every - 

1,1 ras seen one at one time or 

t: oer. you realiie that it is almost 

>poible to get up there with a 

me. and the number of people 

rfu;d and do a decent: job and 

tvehe right lighting. We wound 

r° darling to construct the attic. 

They built a Roust' 

n most stage construction that 

, 'dhe by film producers and for 

'rosllelevision sets that are done, 

nil) not build a house. You build 
halyou see of it-the face-so the 

rllyou see behind are unfinished. 
)ur g this commercial we had to 

eat) literally build the whole house 

rozi the floor up-rafters, all the 

xteor sheathing on it and also the 

loo 

T: entire set was built up on a 

datrm. We had to take the entire 
ºtap and build it three feet higher. 
Che: are no stages in New York 
hathave been designed with trap 
Inc, similar to theatre stages, and 
this; something that is never done in 
a nvie theatre/studio. It is done in 
theires, but because the floor re- 

qui ments are not as demanding as 

fot ameras to move on. 

(re of the highlights of the ses- 
8101 was the appearance of RI PO's 
dir1tor, Alike Cimino, who gave a 

bret interesting insight into iris 
Phrsophy and the /inning of "Yes- 
! vr; " yS in particulars 

¡think on a film, particularly one 
lil,ithis, there has to be ,a great deal 
ul we among the people who are 
timing the thing in order to get re- 
*ul. These results don't come from 
(talrlations. They come from every - 
on having a genuine enthusiasm, 
r%l:h is a most difficult thing to get. 

.ie way we approached the stills 
lit the photograph album used in 
Iht commercial) was the way we 
>+(Id approach any film job. There 
v>t no difference. We went out and 

'rted locations. We researched the 

t, 

Sucléssfül 
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different periods we wanted to cap- 
ture with each individual picture. I 
have a list here which someone has 
prepared. It goes through 1934, 1935, 
1938. 1939, 1942, 1945, 1953, and 
1961. 

I think in film you always go 
through various stages-from the ab- 
stract idea of the thing to the writ- 
ten word-there's a change. Having 
to put down a written idea on a piece 
of paper from what's in your mind 
requires you to make certain adjust- 
ments to that idea, to the reality of 
putting it on paper. From putting it 
on paper to realizing it in terms of 
a physical set. or physical places, 
requires another adjustment in your 
thinking. 

Because it suggests things that 
limit other things. that make other 
things possible which you had not 
counted on. there's another adjust- 
ment to make. The three-dinensional 
and emotional reality of the people 
within the set represents another ad- 
llstment that has to he made. in 

leans of who they are. what they 
are; and what they bring to it. What 
kind of a climate do they bring to 
the set? 

Ad justrneuts never end 
The next adjustment comes during 

the editing. where other possibilities 
will suggest themselves. At every 
step of the waN. every time you 
translate from one step to another, 
von are making new adjustments. 

I will begin working out camera 
angles and blocking movements al- 
ready. which I will plan as carefully 
as possible and then try to allow 
myself the Ilexiliility at the end, dur- 
ing the shooting itself if necessary, 
changing it completely during the 
shooting, if I have to. I think some- 

times the free things require the most 
planning and are the most difficult 
things to achieve. 

I feel that really in film, you 
cannot leave that much to chance. 
You have to come in with a clear 
idea of what it is on want, allow- 
ing yourself enough room to throw 
it out the window and start from 
scratch, but you must approach it 
with a very definite idea, I feel, of 
what it is x ou want to do or to see. 
In my case I carry to an extreme 
what some people rlo only to a degree 
of lesser quantity. I block out the 
shots very specifically. 

Warren Aldoretta joined the sem- 
inar again to discuss the thoughts of 
a producer before he goes off to film 
a commercial: 

What does a producer like me do 
when he goes on location? How does 
he get involved with the creative area 
without being a drag? This isn't 
easy. and, in fact, was really my 
greatest challenge. The first thing 
Matt taught me when I went out on 
location was the fact that I had to 
control my environment. 

I was dealing with people who 
had enormous egos, who had tre- 
mendous talent, and who wanted to 
do their own thing. i had actors and 
actresses to cope with, a cameraman 
who loved cinematography, a di- 
rector who was really interested in 
making a Hollywood film in the long 
run-all of these people highly cre- 
ative and each pretty much interested 
in his own world. 

We had to bring all these ingredi- 
ents together for one specific purpose 
-to serve my client-so I had two 
jobs. 

When I go out to shoot, I also have 

EAST WEST 
Div. of Trans -National Communications, Inc. 
PRODUCTION -EDITING-DISTRIBUTION 
322 East 45th St., 'New York City 10017 
889-7272 

to remember that the beautiful sht 
in Bermuda of the beautiful Ian 

I 

at Point Lobos will soon disapp 
and I'll find myself in a scree 
room with several people who 
very interested with what hap 
on that screen. What I have to do 
time I'm on location. and thi. 
true for all producers, is continu 
remember that the name of the ga 

is the screening room. We must h 

the control of the environment we 

in, so that when we get back the, 

what goes up on the screen make) 
lot of sense and does the best j, 

possible. 

,rt 

Members of the seminar were! 
traduced to actress Sarah, Meal 
who reminisced about her days tvi 

the crew 
The thing that stands out mo'', 

than ,anything else is the detail th' r' 

Mike told you about. The dett 
they (lid even before we went on I , tr 

cation was enormous. i've nevi 

seen a commercial so meliculous, 
and beautifully worked out ahem 

of time. It was fun, believe me, an 

the still shots were probably the mo:I 

fun. 
I spent a great deal of the time I 

the make-up chair or under a hai I; 

dryer. so I think Mike Itas overestfl1 

mated my contribution. T really jut 

did what I was told-put the clothed 
on and sat in a chair. 

Maybe the ladies would like tit 

know that 1 didn't use a hairpiec,t 
at all. We had a remarkable womat 

who did my hair, Betty 1leStanfano 
She could make it long, short, curl' 
straight. or parted in the middle. Slit 

really did extraordinary work with 

out a hairpiece, and she did it very 

quickly. 
Andy Ciannella. the make-up man 

did excellent work also. I enjoyed 
hieing fussed over and having some 

one change my face back to 18 or 19. 

Producer Warren Aldoretta set the 

stage for a very interesting discus 

sion of the editing /unction, which 

was handled by George Fineman o! 

Ili PO : 
An editor, to me, is the greatest 

friend a producer can ha\ e. What 

he brings to film is a marriage be* 

tween a creative intuition and techn" 

cal mastery, which means the emo" 

tions and the intellect being brought, 
together into one area. 

Ip 

'l 
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'I editor must know a great deal 

4Vt directing, be very familiar 

'tth music anti sound, so he can go 

a fixing session and make sense. 

e tst understand voice tracks and 

h ust understand the subtleties 

'tat re brought to v oice. He should 

u on fashion and very much up 

Iimation and all its techniques.as 

but not least, he should be a 

-do' editor. 
Eting film is not like editing 

rincopy. Editing film is taking the 

engage of film-all the little iso- 

r,te scenes that constitute the words 

-al putting them together with 

risr,i punctuation marks so that 

he3make paragraphs, thoughts and 

de - 

II 

e preparation of the music for 
'Yserdays" reas discussed by 

finny Fagas of Jimmy Fagas, 

rainhandled the assignment.: 
talked about the time chang- 

ingthat is from wrhate\er year the 

pet e lived into today. We wanted 
to r a very nice arrangement of the 
sot "Yesterdays." There was one 

place, for instance, where the needle 

was supposed to get stuck, and we 

harl to repeat and make a broken rec- 

ord. That created a bit of a problem 

with the time. We ,arrived at this so- 

lution: \\ e were in 4/1 tempo and I 

switched to 3/ time and just went 

"vester-rester-;ester" with the girl, 

which made the effect of the broken 

record. Another problem: Should we 

play it through a filter to make it 

sound old-fashioned, or should we 

play it straight through the way it 

was? We decided at the time to let 

it go half and half, and then later, 

when the family arrived. to really 

go into a stroll. full blast of music. 

Pal Kirby sings lyrics 

e wanted to do a quiet, I eace- 

ful, not too busy arrangement. We 

had to have a good singer, and we 

got her in Pat Kirby. I think she 

did a marvelous job. And then when 

we talked about-nose the family is 

in the picture-how to make a tran- 

sition from the record to a dramatic 
underscore that changed the feeling 

of the song "Yesterdays." 
Well, we talked about having the 

original thought being a symphonic 
version of "Yesterdays" with a huge 

orchestra and strings and everything 
-a very contemporary sound. I 

liked the original idea but our pro- 

ducer; Matt Harlib, was very ada- 

mant about going into a contempo- 
rary \ein. Remember, this film was 

made a couple of years ago. At first, 

I felt, "Oh, m} God, how can you 

destroy Jerome Kern's beautiful 
melody and go into ruck 'n roll or 
whatever?" 

The difficulty was to orchestrate 
and play "Yesterdays" in a contem- 
porary st\le, still not destroy the 

song, and vet create the feeling that 

somebod% had arrived and that it's 
a great, happy, hallelujah time. I 

must say that the orchestration of 

"Yesterdays," the background 
(vocal) probably took me about an 
hour and a half to write. hut it took 

about three days to figure out the 

correct harmonic changes to use to 

go into the contemporary medium. 

Peter lean, personal manager for 
Jimmy Fagas, identified the musi- 

Allen Spikol, Lear Levin, 
Al Viola, and Henry Trettin 
do not live by awards alone. 

Joe Viola, on the other hand, 
could use one. 
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cians who are involved in the ses- 
sion: 

On this particular commercial, 
Jimmy used 14 strings, three brass 

I and six rhythm instruments. Some 
of the celebrities on this session you 
might have heard of-for one, Urbie 
Green, who's now leading the orches- 
tra at the Riverboat. Ile is probably 
one of the world's leading trom- 
bonists. And we have I)as id Nadian 
as our first yiolínist. He is also first 
violinist with the ,New York Phil- 

; harmonic. \nd Joe Wilder. who's 
a trumpeter with the Count basic. 
Rand. Most of the studio musicians 
are men of this calibre. 

There are about 200 top-notch 
singers anal musicians. mainly mu- 
sicians. And the incidence of profes- 
sionalism here is as high or higher 
than any other profession that I 

know of. These fellows can come in 
and unpack their instruments. sit 
down and take a look at their music, 
and on the first take they're making 
all the right sounds. 

The miring of the tracks for "Yes- 
terdays" was handled by Sol Tabach- 
nick of Fine Sound Studios. Ile 
discussed the contribution of a sound 
miring engineer: 

At the mix, the whole problem is 
whose judgment we go by. \Vhat we 
do is on the first shot, and the mix- 
er's judgment is used as the basis. 
We will mix on a screen similar to 
this with large theatre speakers be- 
hind it to give us the full clarity of 
the various tracks. Then we will take 
this film and the master that was 
just recorded. We will !,lay it back 
on a closed-circuit tv system, an un- 
modified ssstem, so that the client 
and producer can actually see and 
hear the finished product. This is 
also quite representative of the 
tracks, because what we hear on the 
big speakers at times is very de- 
ceiving. When you get down to that 
2 x 3 mini -box they call a speaker 
on a tv set, the sound is completely. 
different. 

Nov we have to readjust every- 
thing. Again tite mixer is given first 
shot at it. And then everyone jumps 
on him and says, "No. this goes up 
and this goes down." And he has to 
be sort of a pacifist in the whole ar- 
gument. The tv is the truth -box, tell- 
ing what is actually going to be seen 
and heard at home. From there the 

ine-cut master is sent to our tran 
room. The client can request 
media from there, and we will sill 
it. 

Robert Pittluck of Cinel1ects 
the optical man who worked on 
film. Ile went into detail about 
steps inr'olrved in arriving at the fs 

print : 
In "Yesterdays," there are y 

few optical effects as such. llowet 
as in almost all film commerc 
that are seen on the air. the ent 
spot was reproduced front an opts 
negative. There are many reas 
for this. Due to the number of c' 
that are made, the amount of h 

(fling. it would be unwise to exp t , 

the original negative to the steps!' 
would go through in getting to fin 

air prints. \fter the hurk prints a 

struck and the scenes selected tI 

are going to he used in the fin 

spot, these scenes are pulled out all 

interpositives are made of all 
them. 

Getting a good negative 11 

Part of the function of goinlI 
through an optical negative is I 

even out the exposure and provid I 

a negative which will print well i' t, 

the lab. After the negative is time,., 
the interpositive goes through ; ,, 

procedure which is. in a way, verP: 
similar to editing. It's a matter a' 

picking out the portions of the seen 1 :r 

that match the work prints and put 

Ling them in proper continuity, ant 

II 

i 

1 

Joseph E. Schmidt, Jr., has been t 

named general manager of w.kTL-Tv 
Atlanta, Ga ., a UHF station scheduled 
to go on the air August 1, 1969 

The station is owned by U.S. Com- 

munications Corp. Schmidt had been 

business manager of KDK t,-As1-Tv., 

Pittsburgh. 
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`efring a form of log sheet which 

IH ptical counterman then inter- 

ret to rephotograph from an in- 

,rp;itive to a new negative. It's 

nrs.egative which finally goes into 

la 

A i said, most spots use more 

ptirl effects than "Yesterdays." 
he are no criteria for the amount 
f r.'ects. Some very good commer- 

iai;even features -1'm thinking of 

ig Noon-have been male with - 

riot' single optical effect. it's all 

tra;ht cuts and timing, which is 

er much the case with "Yester- 
ias 

whole process is a series of 

in>r If i i any stage it breaks down. 
,hr went on before it, and what - 

re could go on after it are de - 

;tried. if the optical dupe isn't up 
to .e quality that's on the original, 
it light just as well not have been 
,h well in the first place. 

to printing and distribution o/ 
`lYterdays" was handled by Tape 

Inc. Its vice president, Charles 
Qh, joined the session to make the 

(wsing point that it would be ideal 
ij could do his work the way we 
iiai lend the workshop ---make the 
prt first and go back to the cre- 
at ; end. But it never works that 
tea, and the greatest single /actor 
*ling the quality of the prints, 
ir its opinion; is time. Alto de- 
sclied the technique which Tape 
Fit uses to insure the quality of 
tdr films, using film negative to 
rli (rate his remarks: 

his young lads is called a "China 

9." This piece of film negative, 
steel under ideal conditions. is 

1181 as a color quality standard 
aginst which we print all our filar. 
Al cut a piece of it into all of our 
olcal negatives sent to a labora- 
o', and we give them the settings 
(ch one has 52 points on a print - 
in machine). This "China Girl" 
reroduces ideally at 16-24-20. 11 a 
a)rators cannot reproduce art ideal 
Piure for us at these settings. they 
hie an internal problem. This is 
of quality control check and it's 
efct i ve. 

he /odlow-up on the Tape Filar 
q+dity story was made by I. Walter 
Z%meson-s color quality control 
mn, Lou Leighton, who presented a 
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review of the quality coil!rol o/ 
"Yesterdays" or any o/ today's in- 
tricate color commercials: 

The answer print is normally the 
first print to integrate the sound- 
track and the picture. It is not a 

fully -corrected print. At the agency, 
I will sit with the producer of the 
commercial and screen the answer 
print for color quality and and tech- 
nical defects that were not apparent 
in the `'one -light" print that pre- 
ceded it from the optical house to the 
agency. 

Looking at this print, the producer 
will indicate any changes or cor- 

rections he wants. As Charles Ateto 

indicated, we have 52 degrees of 

correction in each of three primary 
colors: magenta, ye low and cyan. 

This gi\es us approximately 1,500 

shades of correction that can be 

made on any gi\en scene. It is the 

responsibility of the producer who 

supervised the original photography 
to determine what ideally should be 

on the film. 
This inforntatiorn is passed to a 

PTI CALS EAST 

New York's newest, finest and 

most talked -about optical plant -- 

complete with the latest in Oxberry 

and Hazeltine equipment -- is 

open and ready for business at 

35 West 45th Street, PL 7-9225 

SID GREENE JOHN CASOLARO 

President Vice President 

87 



tinier, who puts the proper color cor- 
rections onto the film as it is sent 
back into the laboratory for another 
print. It usually takes two prints to 
produce a properly corrected one. 
This is the print, in 16mm and 35mm, 
which must receive the final approval 
of the producer and the client. 

Throughout this checking process, 
it is very important that both labora- 
tory and agency screening room have 
identically correct projection facili- 
ties. Laboratory projection on 35nun 
uses a Xenon light source, and in- 
candescent projection on 16mm, 14 
± foot candles measured one foot 
from the screen. To reject a print. 
the agenc' itself must have correct 
facilities. 

Guiding print procurement 

It is most important that the ap- 
proved answer prints always stay in 
the can with the printing elements. 
as a guide to the print procurement 
people when they deal with the lab- 
oratories. On a large print order. of 
course, the labs will usually strike a 
sample print, to judge whether the 
printing light numbers are holding 
true on any given scene. 

One of the last controls at an 
agency is the traffic department. The 
.I WT traffic assistant on Eastman 
Kodak, Justine Somers, had this to 
say about her ¡cork: 

When You get down to Traffic, 
you may be in what is the non -glam- 
our end of television production. It's 
really the tail -end, but we like to be- 
lieve that everything that goes before 
doesn't make much difference if you 
don't get it on the air; certtinly. it's 
the most important part of every- 
thing that has to happen. 

Our department originated the 
schedule for both the program and 
commercial; we advise the networks 
on all program dates, what spots are 
to run, what products will Ise in them. 
They, in turn, naturally assume 
we're going to supply the air ma- 
terials on time. So we have to order 
from MPO's Traflic Department with 
sufficient time for them to do their 
processing to get out good quality 
prints. if the prints have to be re- 
jected for any reason. there must 
he enough leeway to reprint and still 
meet the network deadline for receipt 
of material. 

We give Ml'O full delivery infor- 
mation and instructions. That's 
pretty much the end of my responsi- 
bilities, although after the commer- 
cial is finally on the air, I'm still 
"interferring" with the creative types, 
because I have to authorize the talent 
payments. 

\Ve have a group at Thompson 
that handles the talent areas, but all 
residual payments must be made 
promptly. It is up to the Traffic De- 
partment to keep the commercial ap- 
pearance schedule completely up-to- 
date, by spot number, so we may 
always know what commercial ran 
on what date, so all talent connected 
with it is properly paid. 

The director of broadcast adver- 
tising at the Eastman Kodak Co., 
Ted Genock, summarized the work- 
shop: 

First of all I don't think that you 
now, after the seven sessions, would 
want to get up and say "Eureka, 
I've got the answer, the way to make 
the perfect television commercial." 
Rut 1 think if you think hack. you 
will find two essential but intangible 
elements that were present in each 

THE NEW, ELECTRONIC* 

cc=3-r--rTex-rc-:3 r 
*Our own Moog Synthesizer 
heard on spots for: 
Chevrolet, Admiral TV, 
Parliament Cigarettes, 
Owens-Corning, et al. 

Scott-Textor Productions 
220 East 54th Street 

New York, N. Y. 10022 
Telephone: MU 8-4330 

MUSIC, LYRICS AND PRODUCTION FOR RADIO AND TELEVISION COMMERCIALS 
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person who was involved. Nun I 

one, enthusiasm. Number two, 

ll fessionalism. 
Emerson said, "Nothing great, / 

ever achieved without enthusiat 
That's very true, and it's got to 't 

sincere enthusiasm. 

On pro fessionnlisrn 

Secondly l believe very strot r 

in what 1 call professionalism. 1 

isn't a question of having deg I 

or 10 years' experience. To me. 
1 

fessionalism is meticulous anent 
to the fittest detail. I think if 
look hack on this, Mike Cimin 
the acme of professionalism in ii 
area. There was not a detail o - 

looked. 1'link of the work thalI+ 
went to on the pictures, each of till 

old pictures reenacted, and yet i; I , 

have the feeling that these were 1 .t. 

tures that were made all through ' 
years. 

Finally, I think \last Ilarlib nil 
tioned that the agents producer r 

a contractor to the architect. I thi I 

there can be another analogy tl 

allows the client to be involved. 1 

agency producer is really the ell 

ductor of a symphony. Ile is wan' I - 

ing and organizing everything! 
t 

get the fittest performance and ' 

sults from everybody concerned. 
i,' 

think the client, in a way. sen 

the function of a critic looking 
r 

the pr'oducer's work, lauding, I 

preciating, and also always raisi 

that search for excellence just a lit , 
further. This is the thing he can 

when he knows everybody feels th ' 
are appreciated for t'le work th ' 

are doing. t' 

The seven weekly sessions of to 

International Radio and Televise 

Society workshop-January tlrouf 
March, 1969-resulted in a 10 -ho. 

transcript of the entire proceedinÉ 

now being edited into book form 1, 
r 

Lincoln Diamant, the rvorksht 

chairman, formerly of Grey Advert' 
ing and now president of Spots Mil 
lyre. For everyone who participate 
it was difficult to be at the ,lohtrn 

Victor Theatre (in, the RCA Built 

lug, Rockefeller Center) every Tile 

day for seven weeks, but sonehory tr 

other they made it. Leafing throng 

the fall transcript-and this edite 

version, too-one cannot help leelin,; ' 
it was well worth all the time an'o 

ty 
effort involved. 
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rnQr (From page 37) 

n oice can be put through the 

obs filters and other gear to 

ran: the octave, fragment the 

tun or produce any number of in- 

ditc,hanges. 
Ed is also working currently on 

dergent commercial track whose 

orlrelies heavily on the use of the 

loo 
D'e Lucas Associates has also 

eenbus recently with the Moog. 

,mcg the current commercials this 

nimias done are a Schaefer beer ad 

chid used the Moog with a jazz 

tan (in this one, horn -blowing, 
vinahield-wiping effects make the 

nines come to life ín a garage), 
rn 'terstate Bank of Maryland corn- 

nelfal using the Moog and conven- 

ion; instruments, Pro Jet Water- 
'tk.nd Lipton pudding Kanga-moo 
:oniercials which also used music- 
iThe.vith the Moog; the Colgate spin- 
nin tube logo using the \loog with 
aivce, and the sound track for The 

Etqreut, a feature soon to be re - 

has did his first iloog conner- 
aia four years ago for Colgate IDs. 
líelso worked on music for the mov- 
ie izsic Blacl, with Walter Carlos, 
creor of Switched -on Bach (a Col- 
utn.a LP which New York Times 
me critic Harold C. Schonherg 
cad a remarkable piece of work and 
a ''reathtaking indication" of what 
carbe clone with the Moog). 

ick Lalsky's Music House has 
ha its own Moog for the last year. 
LP ky usually uses it alone or with 
on or two other instruments, pre- 

A executive vice president o/ Roy 
P.k Broadcasting, John E. Craw- 
icl will supervise the construction, 
&Sling and programming of wUTR, 

Parli outlet in Utica. Company 
MIS four other iv stations, is pur- 
crising a sixth. 

fering to do it this way because of 

the "clean lines you get that N'ou can't 
get with other instruments." 

An Elizabeth Arden spot consists 
of only the \loop and a drum. \ new 

detergent commercial Laysky is do- 

ing also relies heavily on the Moog. 
Norm Richards has clone three re- 

cent shots with the Moog. One was 

for Higbee's, a Cleveland department 
store. The agency, Wise Advertising, 
wanted a time -capsule effect. They 

got it in the video by very quick cut- 

ting. The Moog supplied the unique 
music needed to go along with the 

fast pace. 
For Sugardale, a West Coast meat 

packer, Richards used only the Moog 
to obtain a switched -on rock effect. 

A New England utility company spot 

which stressed the idea of "warm up 

to the electric generation" uses the 

Moog with a half -dozen conventional 
inst ruments. 

Vince Mauro of Nickelodeon, inc., 

has used the Moog in two recent com- 

mercials. One for Manes Knitwear 

uses the Moog as a singing sound. A 

commercial for \taster Charge uses 

the Moog to carry the melody, 

backed by strings and French horns. 
Ralph Kessler Productions had 

planned to do a 51/2 -second NBC-TV 

program tag on the Moog, but at the 

time couldn't find a machine avail- 

able for the taping. The firm got 

around it by using conventional in- 

struments and changing the speed oí 

the recorder. Kessler has several 

clients, however, who are planning to 

start using the Moog. 

Manny Vardi, of Vardi .l' I lambro 
Productions who expects delivery of 

their own \ioog in a few weeks,. has 

done one electronic commercial us- 

ing the dey ice. Ile used it ín a No- 

relco shaver commercial. Other com- 

mercials he has done with impro- 

vised e ect conic music (changing 
tape speeds, sweep generators) in- 

clude the Lux liquid "Unbelievers" 
campaign and logo, an IR\I spot and 

a Germ -Boy pool antiseptic commer- 

cial. 
Vardi is also finishing the track 

for The Devil's Axe, a feature film 

whose music will rely on heal y use 

of the Vloog. 

Jimmy Dolan and Marty Ruben- 

stein of Chicago's Shield Productions 
report the Moog has even found its 

way into the "windy city." Recent 

commercials they have chute include 

an Envy lawn food commercial, a 

I v 

enwiuC 

RALPH KESSLER 
NEIL KOBIN 

ORIGINAL MUSIC FOR: 

Yuban "Dessert" 

Silva Thins Campaign 

Breakstone Yogurt 

"Shape of things to 

come" 
Head Skis 

Gillette "Heads Up" 
Noxema 
General Motors 

Johnson & Johnson 

Monsanto 
NBC 1969 Promos 

Welchberry Cocktail 
Bulova 
Eastman Kodel 

Magnavox 
Ajax "Wipe Out" 
Kool Aid 
Breck 

Behold 
Pertussin 

Gainesburgers 
Awake 
Stri-dex 
Clairol 

RALPH. KESSLER PROD. 
19 EAST 53RD STREET - 

NEW YORK, N.Y. 10022 ° 

PLAZA. 3-8313 / 
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"We leave the romancing out of our SRDS ads." 4Ó 

WABC's top sales and promotion men, and their 
agency man, discuss the strategy of their SRDS 
ads; identify tanglible results. 
Erish: "SRDS is an entirely different 
kind of book. A buyer's book. When we 
advertise here our approach is different 
from what we do with an ad to run in a 
magazine or copy to be used in a photo - 
display piece. 
"When we decided WA13C should be in SRDS ive real- 
ized that it was important to put in the right kind of copy. 
Since people use it to get information it lends itself beau- 
tifully to advertising that presents detailed facts and fig- 
ures. It lends itself to detailed analysis of rating struc- 
ture or descriptions of unusual and interesting events 
and happenings that surround our station's activity. 
"You can count on the SRDS user doing more detailed 

reading than would be true in, say, a 
weekly magazine. What we would do 
there would be to register an impression 
using exciting graphics. But in Standard 
Rate the facts ou present are more 
important than graphics." 
Williams: "Our ads present the same 
facts our rep's salesmen present. We re - 

,4t 

1 r'+ 

print our Standard Rate & Data ads and 
send supplies to all offices of the Blair 
people who are my strong right arm." 
Erish: "Since we view our ads in Stand- 
ard Rate as being supplemental to the 

listing, we use the ad 
space to update information such 
Pulse and other research reports." 
Eidel: "Since I am both buyer and sel 

' 1 as far as this discussion is concernec, 
want to point out that, from persoi 
use, I view Standard Rate as a referen a 

source. So when I prepare ads f i 

WAI3C I cut through all the romance 
and lead off with facts that are germane 
to the buyer's interest." 

Williams: "I get calls from our reps and 
they say 'so-and-so called me because 
he saw your ad in SRDS and we're go- 
ing to get a shot at the business.' This is 
what's gratifying to me. 
"The facts that interest them are there. There are mat 
facts and figures but they're presented in simple fas 
ion. They're easy to get and they are always doe' 
mented. 

r 

0. 
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d they help us get a shot at the business." 

.c 

, n 

d; . 

r 

1 

Left to Right: George H. Williams, General Sales Manager, WABC, 
N.Y.; Andrew Erish, Director of Advertising; Zeneth Eidel, Sr. V.P. 
& Creative Director of Streisand, Zuch & Freedman, Inc. 

ten they turn to our listing and they see that ad, 
11 've got to read it. They'll look at the information in 

n listing they opene(i the hook to get 
,nn they'll read the additional facts and 
exianations in our ad and we've simply 
ge,o get a shot at the business." 
Erb: "Look at all the points eve cover 
in"is ad. Look at all this information. 
Lck at the figures in here." 
W!iams: "And this is the same kind 

of information the reps are presenting." 
Eidel: "The Standard Rate users are a 

captive audience. If they're trying to 
make a good buy they've got to listen to 
you. They come for facts 
and if we give them facts 
what else can they do 
but read our a(l? 

'l; not just media people. it's account 
'fple. And ad managers. Whoever it 
1.hey're looking for information. So 

19 give them information. 
ice everyone else in our business I'm 

`slays working under pressure. I never have all the 

our 

-4'41 

time I'd like to have and often I have to make decisions 
on the basis of what i have right in my office. 

"From my point of view Standard Rate & Data is a 
blessing. If it weren't for Standard Rate I would have to 
spend a minimum of 48 hours on every preliminary 
media plan. I would have to get all my information from 
other people in the agency or from the representatives 
of all the media I have under consideration. And if I 

had to do all of this before I could boil my list down to 
the ones most likely to he viable candidates for the 
schedule, I'd be slowed down no end. But I can spend 
two solid hours with Standard Rate & Data and glean 
what information I need; maybe not all the information 
I'm going to wind up wanting, but enough to make an 
intelligent, initial proposal." 

Erish: "We, of course, want to present 
our strengths. But we are also mindful 
of the buyer's need to have facts always 
available to suit his convenience." 

S'DS STANDARD RATE & DATA SERVICE, INC. 
the national authority serving the media -buying function 

Welter E. Botthof, Chairman of the Board 
5201 Old Orchard Road, Skokie, Illinois 60076 312 -YO 6-8500 

Sales Offices: Skokie New York Los Angeles 
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First Federal Savings and Loan As- 
sociation spot, the music for the new 
Michelob campaign, and the music 
for a series of Marsh super market 
commercials. 

Shield always uses the Moog with 
conventional instruments. "It pro- 
vides," says Dolan. "a kind of exotic 
dressing to top off the music." 

When doing commercials they 
score the \loog as they would any 
conventional instrument, but pre- 
recor I the track before going into 
the recording session. 

Jack Holland Productions recorded 
the logo for the CBS -TV program 
21st Century on the Moog. Holland 
has also incorporated the machine 
into spots for AT&T, Celanese, Vote 
toothpaste and the Revlon "Happen- 
ing' commercials. 

In addition, one network is plan- 
ning to make extensive use of the 
Moog in program promotions for 
next Falls schedule. 

Union doesn't diL it 
While everyone is proclaiming the 

virtues of the Moog. the introduction 
of the machine into commercial pro- 
duction is not without difficulty. In- 
creased production limes over com- 
mercials using conventional instru- 
ments plus other headaches are com- 
pounded Iiy the Ameican Federation 
of Musicians who tear that the \loog 
uu ill be«in to lake the place of their 
members. 

One of the reasons for the music- 
ians' fears is that some composers 
prefer to score the conventional in- 
struments. record them and take the 
tape back to the studio where the 
\loog is later added. Musicians feel 
that the tape was stealing monev out 
of their pockets. If the \loog were 
brought to the studio, and added to 
the tape there and then, the music- 
ians would have to be paid fur the 

Glossary of electronic 
Electronic music consists of 

electronically generated sounds. l order to work with it a 
basic understanding of the 
terms that apply to it is needed. 
Ilene is a list of those terms: 

VOLTAGE - electrical force. 
The higher the voltage the 
(Treater the force. 

OSCILLATOR-Iilerally some- 
thing that goes back and forth. 
In this case, a voltage that goes 
back and forth in a regular 
recurring way within the speed 
range that the ear can hear 
(40 to 14.000 cycles per sec- 
ond). An audio oscillator is a 
device that generates this volt- 
age. 

FREQUENCY - cycles per sec- 
ond. 

PITCH-the faster the fre- 
quency the higher the pitch: 

ANH>LITL1pl? - loudness, The 
greater the amplitude, the 
louder the signal. 

OCT1VE - expressed as a 
ratio of frequencies, specifical- 
ly. two to one. For example, 'A' 
is 160 cycles per second. The 
'A' one octave higher is 880 
cycles. 

SI VE WAVE -a pure basic 
sound with no harmonics (over- 
tones) present. 

TRI.\GLILAIt \V.+.« -a wave 
shape has ing about 12 per cent 
of its energy in harmonic 

intlstc 
or overtone sounds. 
SAWTOOTH \NAVE -a wave 

having all the harmonics of the 
fundamental pitch present. 

PULSE WAVE-a wave shape 
i which the harmonic content 
can be varied. 

VOLTAGE CONTROL - On the 
synthesizer, the module (com- 
ponents) can be roughly di- 
vided into two classes: (1) 
those that produce voltage (2) 
and those that are controlled 
by voltage. Some modules can 
do both. Oscillators increase 
the frequency they generate as 
the voltage is increased. 

FIXED CONTROL VOLT AGE - 
applie l 
manual 
certain 

voltage which can be 
to a module through a 
voltage ad j list merit on 
modules. 

FILTER - a modifier that 
emphasizes certain frequencies 
and attenuates others. \ low 
pass filter lets through all fre- 
quencies below its cutoff fre- 
quency. A high pass filter lets 
through all frequencies above 
its cutoff frequency. A band 
pass filter passes one particular 
band of frequencies and no 
olhr rs. 

\1t'SIQLrE CO\L:1tETI: - Elec- 
tronic music in which natural 
sounds. rather than electronic- 
ally generated sounds. are used 
as the source of material. 

extra time they had to spend. When 
the Moog is recorded later, the musi- 
cians feel their services are being 
used but that they are not being com- 
pensated. 

Seseral attempts have been made 
to resolve the problem, although none 
has vet been accepted by the industry 

JACK HQLLAND P,RÓDUCTIONS, 165 WEST'46 ST.; N.Y., N.Y. TEL.586-2770 

MUSIC AND ELECTRONIC SYNTHESIZER MUSIC FOR - AT&T "TRIMLINE" BRAND NAMES CREST 
HELENE CURTIS ELECTRIC CIRCUS .21ST CENTURY LOGO VOTE "EXPLOSION" WESTERN ELECTRIC 

SEARS "DOESN'T SLIP" r IVORY SNOW PRUDENTIAL CELANESE REVLON 

at large. 
Otte composer experiments with t1 

Moog until he finds the sound he pre- 

fers. Then he writes a score for the 

Moog which fits in with the other] 

instruments. A union musician is 

called in to play the 1\loog. whose 

track is put on tape. The musician is 

also present at the recording session 
with a conventional instrument. If the 

composer is unhappy with the Moog 

sound the musician can play his nor 
mal instrument. If not. the union pre- 

sumably can't complain. since the 

man is getting Itvice the money for 

one job. 
Composers who believe the Moog 

cannot be written for say that they 

have to take the tape the musicians 
recorded and try and fit the Moog 

to it by themselves. There is no prob ° 

lem in the cases of composers and 

arrangers who are union menibersJ 
themselves, but non-union composers 
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sd thei just (lo it without 

inla lot of noise about it and 

11' none not ices. 

livusl_y , if additional work must 

or to the track before or after 

m icians record, there is addi- 

al ists for the use of the Moog. 

tai+much more time and money 

it 1 expended for an electronic 

uncial over a conventional one 

nefreable in two ways-cost of 

(iti.al manpower, and additional 

lipnnt costs. 

11he;quipment is the largest sin- 

fitor, especially among those 

o rn their own \loogs. As noted 

lie a Moog can cost up to $10.- 

0, lditional accessories which are 

v.:+ing tested, such as a device 

tichvill allow the musician to play 

ire Ian one note at a time, could 

sl'l tie cost even higher. What's 
Ire,Nhen putting together a track 

r t; Moog ít ís built slowly by 

rail each timbre of sound on a 

pár:e track of a recorder. 
euentlti the most common record- 
s a eight -track machines, but sev- 

-al Imposers have found I his ín - 

leg de and have already ordered 
51tr:k recorders. 

Wm this is added to the mixers 
rid I the other equipment required 

F. up a small studio necessary 
)Irord the Moog, there's an invest- 
nenllf upwards of $25.000. 

C.ts of renting a Vfoog vary, de- 

'enclg on experience in operating 
hé:chine and how big the Iroduc- 
ion s. One Moog owner rents out 
its lluipment from $100 to $150 an 
lop depending upon whether an en- 
;intr ís needed or not. Other costs 
liking the rental include naturally 
accIsories the machine has. 

C the plus side of the ledger, 
llos'ver, is the fact that one can 
read with fewer musicians (since 
the bog generally is used in place 
of her instruments). 

lies a client pay more when a 
Mu; is used? It varies. Since the 
cos of operating a Moog depends 
dir:tly on the amount of experi- 
rie:ing that is done and the amount 
an(complexity of recording that is 
nerssary, there's no simple answer. 

Ile company charges a flat rate 
whiever the Moog is used, and an 
holy rate above that for every hour 
of xperimentation necessary. Other 
Copanies weigh the expenses and 
sa'rgs to themselves and come up 
r ¡t a straight flat figure. 
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Their ot!li7 (I0ct01' 

Thanks to the eiforts of a 

television newsman, a tiny \\ is- 

consin community will soon 
have a doctor-its first in four 
years. 

In 1967. Jim Marshall of 

wTxi.I-Tv Milwaukee saw a 

billboard asking a physician to 

set up practice in \dell (pop., 
450, rural area, 6.000). The 

doctor had died in 1965. 

Marshall did a feature for 

the station's newscast, and the 

story N% -as picked up for the 

I I nut lev-llrinkley report. 
1)r. Jose Tolentino, a Fili- 

pino, agreed to establish a prac- 

tice in \dell. however, ít took 

several months and Congres- 

sional action to get permission 
for him to stay in the U.S., an 1 

then another Year and state ac- 

tion to clear the problem of his 

not being a citizen. 
That's all been taken care of 

now, however, and the town will 

soon have a doctor of its own. 

We Put 

Humorous 

Commercials 

and Musical 

Concepts for 

Radio, T.V. 

and *Filri-t 

DOiV ELLIOTT 
PRODUCTI.ONS 

Specializing -in unique - 

- . 
póst-scoring. 

Complete . Recording Facilities 

80 west 40th street . LA 4-9677 
'New York, N. Y. 10018 , 

P 

More Into Our Work 
_ - -- -=--, 

t 

SHIELD PRODUCTIONS, INC. 
919 Ernst Court, Chicago, Illinois 
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Finding the cause, prevention and cure of multiple sclerosis, "the 
great crippler of young adults," deserves the support of every Amer- 
ican. Special material has been prepared for your public service use 
during our National MS Hope Chest Campaign. For television, Julie 
Andrews and Rock Hudson have filmed color tv appeals. For radio, 
Glen Campbell, Patti Page, Roger Williams and many others have 
transcribed both programs and spots. Slides and live copy are also 
available. The MS Campaign runs from Mother's Day, May 11 through 
Father's Day, June 15. May we ask your help. 

Network contact: 
Philip Bershad, Pub. Rel. Dir. 
National Multiple Sclerosis Society, 
257 Park Avenue South, 
New York, New York 10010 212 674-4100 

Sincerely, 
G 

rra i 
Ip4¡/h 

I 

Victor Borge 

National Campaign Chairman 

For local use: Contact yo 

local MS Society Chapte. 
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Gehohl discusses a1 nensurenent tit 

Pa E. J. Gerhold, president of 

e 'Ivertising Research Founda- 

m. Idressed the 21st annual meet - 

the 4As late last month at 

Greenbrier, White Sulphur 
W.Va. 

II : are key excerpts from Ger- 

rld talk. which was titled "I Ieas- 

rinl Results-fhe Almost Impos- 

hle )ream." 
am not going to tell you that 

misting advertising results looms 

weal possibility in the not too 

ina: future. I am going to say, 

r I that sincere carefully plan- 

e:I. heavily financed studies to 

to"ure the dollar results of adver- 

'inare being conducted right now, 

.itljhe encouragement and the initi- 

tiv, of the top management of a 

,unn of major advertisers. 
`here is a great promise in this 

IPA ipment, all of the promise his - 

a idly held out for a legitimate 
re atre of advertising performance, 
hn :omise of reduced waste, of in - 

rod productis itv. of better media 
md'elter copy. of more testing and 
not generalization. of new adver- 
i=it theory. and better advertising 
aia ing, and less criticism of ad- 
ve.N ing, and great rewards for 
ho; whose advertising is most re- 

ulttl. 

It there is great danger, too, in 
the emerging tests of advertising 
p'eictivit land this is perhaps the 
renburden of what f want to say). 
Uriis the people who know and un- 
derand advertising hest help in the 
deVopntent and interpretation of 
the: measures of advertising results, 
Metre going to face the awesome 
reaty of expensive research that 
oc'tistently and inevitably under- 
stas the results of advertising. \nd 

we may he presented with a lot of 

very impressive research that is pre- 

destine:I to prove, apparently quite 
conclusi\ely, that advertising does 
not pay. The promise and threat 
should most certainly both be con- 

sidered. 
o No less than six general develop- 

ments in companies and advertising 
and marketing patterns are directly 
related to the growth of the new 

breed of market tests from which 

dollar measurements of advertising 
results are derived: 

1. Media availability and media 
buying have become progressively 
more localized. 

2. Local sales data are easier to 

secure, particularly with the avail- 

ability of warehouse withdrawal ser- 

vices. 
3. Corporate computers are becom- 

ing more available and more widely 

used. 
d.. Important new facilities have 

been developed for experiments with- 

in markets, including Ad Tel and 

the Milwaukee Ad Lail, both of 

which hermit withholding important 
advertising from segments of the 

market. 
5. The role of corporate research 

directors has changed in the direc- 

tion of greater strength and import- 

ance. 
6. Financial people seem to lie 

gaining stature and control within 

the corporate management structure. 
WVith this extraordinary new 

capabilib for testing advertising, it 

may look like the golden days of ad- 

vertising evaluation are here for 

sure. But before there is too much 

dancing in the streets, we need to 

take a bard look at some of the prob- 

lems. 

4As meeting 
Imagine. if you will, a test in- 

volving matched panels, say in a 

dual -cable test market. One panel 

gets the television advertising for the 

brand, the other ís a test panel that 
gets none of the brand's commerc- 
ials. llere are some of the problems 
you may have: 

1. Results are limit at a primary 
response, to the behaiior of the peo- 

ple actually reached-those reached 
in the test. and not the total market. 
Any effects, like word-of-mouth or 
personal recommendations, while 
they originate from the test panel, 
will build up purchases ín both 
panels. Result-understating the ef- 

fect of the advertising. 
2. The results overlook the effects 

of advertising on distribution and 
trade sales efforts. 

3. The results are commonly ex- 

pressed in terms of share rather- than 
in terms of volume. Few tests are on 

a large enough scale to indicate what 
may have happened to total volume 
in the product category. 

4. The results do not measure the 
whole period of time over which ad- 
vertising works. 

5. The test comparisons count 
changes in terms of sales and not in 

terms of profit. Hence, all of the 
real but supplemental benefits that 
come from successful advertising 
cannot he estimated and are simply 
disregarded in this kind of evalua- 
tion. Result-also understating the 
effect of the advertising. 

i am not, believe me, saving 
that testing like this should not be 

done. The good that can come from 
this kind of research is too great to 
throw tests out because, like all re- 

search, they have some magnificent 
weaknesses. 

For YUBAN, we combined 
the urgency of a Rossini overture 

with the dissonance of a Prokofiev march Sounds uncommon? 
SOUNDS GOOD! 

rnurii uí.chaubs ír2c.rnrasíc 4S west 4S st. new yorlk, /Lilt 10036 (212)3'81-9336 
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THE LIGHTER SIDE Iii camera 
_. m _: _ o _- 4-P -_ 

This comes to us from the min- 
utes of the meeting of the Young 
Men's Advertising & Sales Club of 
Toronto: "The main attraction of 
the evening was undoubtedly a body - 
painting auction, featuring Miss 
Gerry Ann. Gary Reinblatt took the 
bids to paint the various parts of her 
body. Prices varied but Fred Web- 
ster purchased the most expensive 
'lot' for $15.00." 

Was that Boardwalk or Park 
Place? 

Tennessee Ernie Ford was quoted 
recently as follows: 

"Everyone asks if my accent isn't 
at least a little hit phony. Heck, no! 
In my home town of Bristol, Tenn., 
everyone talks the way I do. It 
wasn't, until I arrived in Hollywood 
that people told me I talked funny." 

Bet they don't say "heck" in Bris- 
tol. 

"Fred Astaire has been signed for 
a recurring co-starring role with 
Robert Wagner in Universal Tele- 
vision's It Takes A Thief," says a 
release about the ABC-TV, which 
begins its third season next Fall. 

Sounds like a disease. 

In David Frost Presents . . . 

Tommy Cooper, relates a communi- 
cation from Group W, "the humor- 
ous party of the second part has a 
rollicking time playing both schle- 
miel and schlimazel." 

In defining these Yiddish words, 
the communication says: "A Schle- 
miel, an old Sam Levenson saying 
goes, is the waiter who is not content 
to put his thumb into the borscht 
he's serving. He also drops the plate. 
A schlimazel is the customer in 
whose defenseless lap the borscht 
lands." 

Okay? Now, go on. 
"As the former, the beefy, 6' 4" 

British television star is an invited 
guest at a proper afternoon music 
recital, where he promptly drops his 
cigarette ash in his neighbor's tiny 
china tea cup. 

"As the latter, he is splashed with 

tea from that same cup by his ex- 
pressionless neighbor, a retired 
officer. 

"As a schlemiel, Mr. Cooper por- 
trays a pharmacist of questionable 
skill, unsure of the ingredients in a 
patient's prescription. As a schlima- 
zel, he blows up his shop." 

How does this grab ya? A schle- 
miel is someone who writes stuff like 
that and a schlimazel is someone who 
reads it. 

Press Release Leads We Don't Be- 
lieve Department. 

Little League Bureau: 
"In a few years from now, a lot 

of Little Leaguers will give a lot of 
Big Leaguers an awful lot of com- 
petition for their jobs. Why? 

"St. Louis Cardinal Lou Brock 
and Detroit Tiger Al Kaline are giv- 
ing away their trade secrets-in a 
new series of tv spots, produced for 
Holloway Milk Duds by Fred A. 
Niles Communications Centers, Inc." 

Said Artie Shaw recently on a tv 
show: "I'm not an expert on mar- 
riage, but when it comes to divorce, 
come see me." 

Thanks, but no thanks. 
* 

Mery Griffin told an audience last 
month: "Somebody sent Arthur 
Treacher a basket of fruit at the 
hospital and an hour later they found 
him in the shower-jumping on the 
grapes." 

Wilhelmina, who helped select the 
winner of "Miss New York State 
Beauty Pageant," telecast on WABC- 
TV New York May 3, had this to say 
about modeling: 

"The road to success ís rough and 
rocky. Keep plugging, keep striving. 
Success will eventually come if 
merited. When it does, you will ex- 
perience some of the most wonder- 
ful things a girl can have-beauty, 
success, money, popularity and 
fame." 

Gosh, and most girls- would be 
satisfied with only one o` them. 

National Teleproductions of Id 
anapolis will produce and Broi 
caster Television System of Cle11 

land will distribute a projected sync I 

cated series of tv programs shot 
major college campuses around it 

country. 
Sounds like they're going to 

date Combat. 

Laxative advertising in spot tv w 

down in 1968 from the precede 
year almost 25 per cent, according 

l latest TvB/LNA-Rorabaugh figun 
Perhaps this is an indication th , 

the country is not in as bad shape 
everyone thought. 

* .. 

Contrary to popular opinion, Bih 
Joe is alive and well. When last see: l 

he was waiting, none too patientll 
in Bobbie Gentry's dressing roob 
while she taped The Sound and tl 
Scene for 20th Century -Fox Tv. 

It's a good thing Bobbie didn 
keep this Billy hanging around to 

long. A two -pound yorkshire terri( 
sometimes just can't wait. 

* * * 

We're told that Peter B. Goo( 
cinematographer and producer of th 

episode which launches Bill Burrud 
new Animal World series on CBS -T1 

May 8 had an eerie experience whip 

filming the program in Antarctica. 
He looked a penguin squarely is 

the eye. 
This may not seem particularly 

awesome unless you are aware tha 
penguins are the only breed of na 
ture's fauna with square pupils. 

* * * 

From a PR biography written fo', 

the press: "In an industry where merl 

who do anything well are a rarity 
Chuck Barris, who does almost ev-, 

erything well, is a wonder. Th( 

whirlm ind songwriter, singer, musiii 

cian, master gamester, writer and 

producer is so prolific that even his, 

interoffice memos can be the basis' 
for a million dollar film or television` 
series." 

And his press releases are worth` 
at least 500,000 brownie points. 
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When we say VIDEOBILITY, we mean field portability, fifty 
pound cameras, lightweight cable, and a "VTR in a suitcase" for fast reaction where the action is. 

When planning your next commercial, sales meeting, indus- 
trial presentation, closed circuit production, or program 

series, try our "mobile ability." 

THE PRODUCT OF 

WGN CONTINENTAL PRODUCTIONS COMPANY 
A subsidiary of WGN Continental Broadcasting Company 

2501 Bradley Place, Chicago, Illinois 60618, Telephone: 528-2311, TWX 910-221 -1324 


