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S THISIS
TOM JONES

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| |,

KRAFT
MUSIG HALL

one-hour music-variety series
starring
Sandier and Young
with
Judy Carne, Norman Wisdom
premiere: May 14, 1969
time: Wednesday, 9:00-10:00 PM, est
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THE
HN DAVIDSON
SHOW

one-hour music-variety series
starring
John Davidson
| with
Jitille Mathieu, Rich Little, Aimi Macdonaid
premiere: May 30, 1969
time: Friday, 8:00-9:00 PM, est

i | I“E
one-hour music-variety series
‘4 starring

Liberace

premiere: July 8, 1969
time: Tuesday 8:30-9:30 PM. est

KRAFT
- MUSIG HALL

two one-hour specials
starring
Peter Cook and Dudley Moore
[ dates: April 30 and May 7, 1969
. lime: Wednesday, 9:00-10:00 PM, est
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o Avco Broadcasting for efficient buyi

Full colol

WOAI Radio 50.000 watt.
wBC affilate

clear chanae!
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Represellted Nationally b Avco Radio |eleVISIOII Sales Inc
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oadcast Schedule? |

{ §an Francisco to Washington. D.C.

. / Cincinnati
WLWT Channel 5

Full color NBC affiliate

WLW Radio so.000 wat.

: clear channe! NBC affitiate
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HERE COME THE COST-CUTTERS
Rising commercial budgets have triggered questions about
the bidding system and moves to bypass the studio

N
-l

.

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 so-so
shows for next season’s primetime network premieres

FEATURING

@ 31 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 common
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,

m and is watching sales climb toward the $100 million mark
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AWARD W|NNING 12 Publisher's Letter 40 Film/Tape Report
Report to the readers Round-up of news

DAILY GGVERAGE 16 Letters to the Editor 51 Spot Report
OF THE The customers always write Digest of national activity

21 Tele-scope 53 One Seller’'s Opinion
IN DIANAPOLIS What's behind the scenes The other side of the coin
23 Business Barometer 59 Wall St. Report
‘ ‘ , , Measuring the trends The financial picture
25 Newsfront 97 In the Picture
The way it happened A man in the news
39 Viewpoints 98 In Camera
A no-holds-barred column The lighter side
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In St.Louis,
the Blair mani

So a couple of top media men keep him busyon
the world’s largest beer account. Budweiser’s the
beer. Dolan Walsh and Bob Kane of D’Arcy are
the mediamen. And Tag Simler’s the man theytalk
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.)

@BLAIR TELEVISION

Budweiser | -
ANHEUSER-BUSCH. INC:| ‘

[ &
105 NDGELES. CAUR, |, NEWARK. 1L SLLOUSS. naJ / )
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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).

TELEVISION

*

KBOI-TV Boise, Idaho

g€

REPRESENTED BY
KATZ TELEVISION

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

Y 4 ... where vitality works, the Detroit Way! l
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!

[talevision

l George Pierrot,
i Detroit's nation-
ally known world
traveler, guides
viewers on hour

Jong adventures
each weekday at
5PM ... ahalf-
hour each Satur-
day and Sunday.

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

“Oopsy the Clown’ provides
wholesome fun each weekend
morning. Kids love him

so do parents and educators.

DWAYNE
RILEY |

r goc ess snake—Sonny Eliot
fa 3l boa! Sonny, Detroit’s
y#e erman all week, has fun
it #hioo"" Saturdays at 1 PM.

AL
 ACKERMAN

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 11 PM; Saturdays
at 6 and 11 PM: Sundays at 6:30 and 11 PM.

Denny McLain levels with
Sportscaster Don Kremer
at the Detroit Tigers' spring
training camp in Florida.

Beahe Champ,” at 1 AM
Arrica’s only regularly
chiédad weeknight bowling
oW, housands of viewers
ageng for valuable prizes.

NEWS - 4 Labor Reporter George
Pruette gets a worker’s reaction
toaproposed unioncontract.

vitalevision 69
means action to
the more than
2% million
young adults
(18-49) n
the WWJ-TV
coverage
area

WWJ-TV

Detroit-area sportsmen check with
Mort Neff (nghty and '‘Michigan
Outdoors™ Saturdays at 7 PM before
planning fishing and camping trips.

DETROIT

N
BI\FFILIATE. OWNED AND OPERATED BY THE DETROIT NEWS. NATIONAL REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC.

- ..




WHBF

the call
letters of

public service
since 1925

G —
£y

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.”

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.”

'}

George
Koplow, TV program director

“We're judged by program quality.
When Cork, Ted and | plan sched-
ules, 90 years' experience in this
market is working to insure public
acceptance.”

WHBF

CBS for the No. 2 market in
tlinois-lowa (Rock Island,
Davenport, Bettendorf, Moline)

12

Letter from the Publisher

Newspaper ownership

Twenty-nine years ago. in the fall of 1940, President I'ranklin D
Roosevelt summoned TCC Chairman James Lawrence Fly to the
White [Touse. There in the Oval Room he told Flv he wanted news.
papers out of the radio business. This directive has been corrobo.
rated by several persons, including Morris Ernst who was general
counsel of the American Civil ]ll)ellles Union and an advisor to
FDR on communication matiers, and Paul Porter. who latter sue.
ceeded Fly as FCC Chairman. (Roosevell was hopping mad because
the great majority of the nation’s 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 Flv 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 anv further grants or
l’l'allsfer‘s to lle\\’sl)al)el' owners.

The hearings were started in early 1941. A newspaper ownership
committee was formed, spearheaded by the late Harold lough, who
was then running wBaP and ably assisted by Abe Ilerman, who was
and still is counsel 10 the Ft. Worth Star Telesram. which owned
the station. The battle was drawn. But Fly failed in his efforts. After
protracled hearings, the proposed rule evaporated into limbo.

History 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 lhe stall levels of both the FCC and the
Department f,luslnce.

Last month the I'CC proposed a rule whereby in rthe future no
owner of a broadcast facilitv—tv, am or fin—would be permitted
to purchase another broadcast facility in the same market. The
Justice Department at the same time has urged that this rule cover
“newspaper-broadcasting combinations.” There are several aspects
to the posture taken by both the Commission and Justice. In the first
place. there are several persons at the stafl level in the Commission
who have heen waiting for manv vears to push through such a rule.
The FCC bureaucracy is striking now at a time when they feel they
have active Department of Justice support. and thev are using any
flimsy excuse to set for hearing license renewal applications of news-
paper-owned television stations.

There are manv broadcasters who do not like newspapers and
many newspaper owners who hold no candle for the broadcasters.
But. 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. Schmick, Jr., president of the American Newspaper Pub-
lishers Association, before the ANPA convention held in New York
last month. Schmick is publisher of the Baltimore Sun, which owns
WMAR-TV. “Every licensee,” he said, “lives and dies economically
whollv at the whim of the FCC and its stafi. Flow long,” he asks,
“before Congress accepts its responsibilities and makes an amend-
ment to the Communications Act, expressly recognizing the jllSli“al"Ie
expectation of renewal for a licensee who has served the public

interest well.”

Cordially
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ough it's a maze of urgent
Prslems, the American city is—and
‘Wiremain —home for millions.
nniome of its problems, like
‘Ptution, transit or housing, canbe
‘e2d by money and planning.

! 'lut the larger social and psychic
‘erymas can’t be blueprinted
‘oriudgeted away.

' “iIhis distinctly human area is
‘e¥mined in an unusual television
‘Pigram called Five Cities; a

.

joint veriture 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.”

“:rhe 1970's"": Scurpture by Wiiliam Bowie, commissioned by the NBC Owned Television Stations.

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. OWNED

‘3 MUNITY SERVICE: ANOTHER REASON VIEWERS DEPEND ON THE'NBC OWNED TELEVISION STATIONS
WBC-TV, New York /WRC-TV, Washington, D.C./ WKYC-TV, Cleveland /WMAQ-TV, Chicago / KNBC, Los Angeles




‘The great T

- US. Communications p
~ less than 12 months.
KEMO-TV Apr.1,%68 - WXIX-I

it was a very good year.
.S. Communications...Now Coast-to-Coast:

WPHL-TV
Philadelphia

Channel 17 is USC's Flagship
Station and the top local
independent.* At three and a
hatf years young, it has been
lauded for its diversified
entertainment fare which
includes distinguished tilms 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

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

e

—_—

WXIX-TV
Cincinnati/Newport, |

Channel 19 is Cincinnati's only
independent. Atter just 5 months
of operation WXIX-TV has
become Cincinnati's Number 1
station Monday through Friday
from 4 to 5 PM.* By filling an
important void, WXIX-TV has
given Cincinnati viewers a new
“hoice. In entertainment and
community affairs

WPGH-TV
Pittsburgh

Channel 53 is the newest of
USC's stations. Here, as in
Cincinnati, a USC station I8
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!



ut on. |

1 3TV stations In

vig. 1,68 - WPGH-TV Feb.1,69

‘

WBMO-TV*
Atlanta

Coming soon! By July of this There's a lot to U.S. Communications that meets the eye
BIMING year a lest paltern commences For one, three new television stations we put on during
GI5T 1. 1969 R ey PO the last twelve months. With two more on the way.
’ happens, and WBMO-TV will be Pius the oldster of the group that's maintained its position
the fourth new USC "put on of dominance in the nation’s 4th market, Philadelphia.
in just 17 months! 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

KJDO-TV

Houston /Rosenberg

USC's Houston station will be

ur sixth independent. By 1970 y
we'll [))(e [;nng‘.)ng people a U.S. COMMUNICATIONS COI‘pOI'atIOI
wider variety of programming in Headquarters: 1500 Walnut Street

6 major metropolitan markets ) ;
coast to coast. An amazing feat! Philadelphia, Penna. 19102




Letters
to the
Editor

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 does
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 done him
much good. He is not equipped to
understand the television age.

DONALD H. PATLA
129 West 74th St.
New York

® /.B. s 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 7,
1969, page 30) was extremely 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
AGE.

MEL HELITZER

President

Helitzer Advertising, Inc.
New York

Land of the golden boys

Everyone at Dancer-Fitzgerald-
Sample was delighted with vour arti-
cle on the agency (How D-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, I liked it so well personally

SHHH!
WE'RE A VIONOPOLY.

|

that 1 didn’t even mind my name b
ing misspelled! |
FRED T. LEIGH! |

Executive Vice Presidey

Dancer-F 1zgerald-Sampl

New Yor

The D-F-S article was very we
done and perfectly focused, I thinl
It projects a clear and fair look 4
the creative picture here.

DANA BLACKMA

Senior Vice Presides
Dancer-Fitzgerald-Sampl
New Yor,

Nice dissecting, nice cover
nice writing on a complicated sub
JOHN M.

Senior Vice Presi
Dancer-Fitzgerald-S

New

The synthesizers

I think you did a fine job of s
thesizing our conversation on ¥
In the Picture page (TELEvVISION
April 7, 1969, page 73).

RICHARD F. C!
Senior Vice Presi
Benton & Bowles,

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.

RECORDING SERVICES
5400 N. ST. LOUIS AVENUE
CHICAGO, ILLINOIS 60625

PHONE: 312/583-5029 Call collect for our rate card.

16 Television Age, May 5, 1969,
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ou’ll soon find the largest and most modern airport in

2d WBAP-TV serving this market with over 20 years
‘(pe‘rience. Pioneers in News, Weather, Sports, Color and
'riginal Design, WBAP-TV looks forward to many more

..in the 12th U. S. Market

1e world. You’'ll also find a million television households,

't age decades of community building.

Represented Nationally by Peters, Griffin, Woodward. Inc.

ton Age, May 5, 1969

WBAP-TV NEG
DALLAS - FORT WORTH

17
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ABC FILMS announces

he release of one of television's
most successful series —

Ben Casey

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 \
5Year National Nielsen Averages

Rating Share Homes Men Women

214 39.5% 10,800,000 7,300,000 10,600,000

Audience Composition —84% Adults —57% Women
76% of Women (18-49)

ARB Local Highlights — 5-Year Average Shares
Los Angeles 40%  Miwaukee 46%  Cleveland 56%
New York  35%  Detroit 51% Seattle 54%
Philadelphia 51%  Atlanta 43%  Boston 47%
Buffalo 46% Cincinnati 51%  Miami 43%

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

Lee Marvin Cliff Robertson Sammy Davis Jr.
George C. Scott Patricia Neal Richard Kiley
Shelly Winters Kim Stanley Roddy McDowall
Jack Klugman Burgess Meredith Robert Culp
George Hamilton Rod Steiger and many more...

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

SABC
FILMS

3 i
ﬂh 2) LT 17777 - CHICAGO (312) 263-0800 - LOS ANGELES (213) NO 3-3311 « ATLANTA (404) 255-0777 - DALLAS (214) 521-2292



GET
TOTAL
RESPONSIBILITY

WITH

THE for Optical Effects

for Processing and Printing

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 P c/n effects inc.
| cineffects

co/or laboralory inc.

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

20 Television Age, May 5 19
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-omcigarettes to cigars

(o olidated Cigar’s tv campaign is another example
cigr makers trying to get cigarette smokers to switch
the product. A strong anti-cigarelte spol for Muriel
ipals will be seen on the Dick Cavett Show, the “Triple
row of Racing” shows and baseball pre-game shows.
he ipy theme is, “Make vour next cigaretle a Tipalet.”
Cowolidated is going after the young male market,
elir that younger people are more likely to be in-
send by cigarette warnings. Those over 35, they say

e ceady locked into the cigarette habit.

Miel has been sponsoring concerts on college
\myses for several months, and has been offering the
udets a five-pack of Tipalets in exchange for their
mpi cigarette packs. They also tried this in the greater
st area, using spot television. The SWAP campaign
ow sing run by General Cigar is similar to the Muriel

ftar

eisle product tv advertising increases

Acertising for leisure products was up markedly in
96¢over the previous year, according to TvB/LNA-
wor:augh figures just released. Entertainment and
mument advertising reached $23.1 million in 1968.
p :9 per cent. The next biggest gainer among major
Toc:t categories was toys and sporting gooils, whose
apelitures reached $47.2 million, up 24 per cent.
Joll's in this category were fairlv evenly divided be.
wee spot and network.

Tee smaller product categories in the leisure area
hatilso showed gains were hotels. resorts and travel
erves, at $4.6 million, up 90.9 percent; publishing and
ned, at $8.4 million, up 37.4 percent; and garden
upjes and equipment, at $6.7 million, up 27.9 percent.

(st year’s tv advertising picture is discussed in detail
n [wsfront page 25.)

Toth assignment at NBC

] Vien NBC sets up its cameras in Mobile tomorrow
(M 6) and in Atlantic City next September to televise
tbe nals of America’s Junior Miss and her big. beautiful
sish, Miss America, the network will know beyond a
sha)w of a doubt that both contests are on the up and
uP‘.E:ach year, a man from NB(C’s compliance and
Praices department is assigned lo the beauty competi
tor to study the selection procedure from the first day
rig| through to the telecasts of the finals. Compliance
?ncpractices, known around Rockefeller Plaza as the
Anhanky-panky department,” is staffed largely with
931 agents. There’s also a man from C&P at each
Perrmance of every NBC game show.

NeiNew York Ad Club job center

loking for a job? The Advertising Club of New
L0 may be able to help vou find one. A new Job
'?e'lcgs Center will bring together individuals looking
0". Job and corporate members of the club who have
POtions open. There will be no charge to either the

(80 sion Age, May 5, 1969
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individuals o1 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 in 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 not 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 down
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, Blackbook, a variely entertainment
program syndicated by Triangle PProgram Sales, will re-
flect the influence of the black movement on the con-
temporary scene.

Host and producer of the show is Matl Robinson, a
writer-performer at CBS-TV and now a producer for
National Educational Television. At CBS-TV. he served
as host for Opporiunity Line.

Blackbook is being taped before a live bi-racial audi-
ence, with a predominately black production stafl. It
will feature individuals whose work has had a current
impact significant to both blacks and whites, including
performers, wrilers, politicians, athletes and community
leaders.

Robinson-Patman slipup caught in time

Sensitivity to FTC rules on promotional allowances.
growing out of Robinson-Patman Act, caused Tom Cal
Products, Inc., to hastily revise press release Initial re-
lease noted that “Advertising allowances will be made to
major accoun's for use of local spot tv.” 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 a Drop 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
WSPD-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 WHN 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
WGBS Radio, Milwaukee’s WITI-TV
and Cleveland’s WJW Radio and
WIW-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

doing. But in this, as in every pha
of their broadeast operations, Stor
stations do as a matter of rout!
things that community leaders ofte
consider rather special. That's W
Storer stations stand out — anotht
reason why it’s good business 10

business with Storer.

NEW YORK ATLANTA CLEVELAND DETROIT TOLEDO MILWAUKEE M"'AMSI
WHN WAGA-TV WjW.TV WJBK-TV WSPD.TV WITI-TV wGB
PHILADELPHIA | LOS ANGELES | CLEVELAND DETROIT TOLEDO CLEVELAND BOSTON
WIBG KGBS ww WJIBK WSPD WCJW (FM) wsBK-TV




Business barometer

pbls rate rate of growth this year remained at a consistent level as February revenue hit

just about the same percentage increase as in January.
14.3 per cent compares with 14.2 per cent in
January. This is not quite the jazzy hike

The February rise of

NATIONAL SPOT

registered as last year came to a close, with
November jumping up 28.8 per cent over the year
pbefore 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.

Cétared with other previous years, rises in the neighbor-
hood of 14 per cent in the early part of the vear
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.

| =

_ggFebruary increasz brings spot revenue to a hefty $90
|I 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 $§66.2million. '

| February YBusiness barometer" sample reported spot /5
business in that month was 27.4 per cent above !
their January level, part of which, of course, t
is a reflection of seasonal factors.

Ia 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.

J

millions of dollars

$90.1

$78.8

3

e

February (up 14.39,)

Year to-vear changm

by annual station revenue.
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L34 1ssue: a report on February local revenue and network compensation.
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I‘n pyrighted foature of TELEVISION AGE, Business barometer is bated on a eross-section of stations in all income and geographical catezories.
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ARRIFLEX at work

H

— ONE OF A SERIE

-

¢

Mr. Gerald Hirschfetd, AS.

The hand-held ARRIFLEX- 35 gives a new freedon
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 MPQ
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 imiting. 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
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—Iifelike situations
that come across the TV screen with convincing appeal.

24

Case in point: a shipboard commercial for Parliament mgarett;j‘
The script called for a nighttime party scene. Hirschfeld took |i
crew, 30 quartz-iodine ColorTran lamps, two small generators, a
one camera aboard an 85-foot yacht. “We wanted the realism?
total mobility,” Hirschfeld states. “Only one camera was used, b”"_
since it was hand-held, we could move to whatever position Wa;
called for in the script. In fact, virtually no spot on the boat W&
inaccessible to us

One camera. Which one? The Arriflex 35 2C

Arriflex 35 2C—ideally suited to the growing need for a Ilghtwelgt?]fé
compact, go-everywhere TV motion picture camera. Built aroundt i
famous Arri mirror-shutter reflex viewing system and the t0 ihz
reliable, rock-steady film movement that has made Arriflex
cameraman’s first choice for all kinds of filming assngnmentS_-()-[]-
delivering footage of the highest quality. .. giving the telews:n
cinematographer the same kind of fluid freedom, rapid set~u£;_ m
low-cost operation his Arriflex-equipped colleagues in other 1é
have enjoyed for years.

iflex
In the hands of men like Gerald Hirschfeld, A.S.C., the Am‘Llfl
35 2C helps to pioneer new pathways. In your hands, it may
do the same. Try Arriflex on your next assignment,

9
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% final score for *68

! dollars spent in network and
i were up 4.8 per cent in 1968
il e previous year, according to
d figures just released by
vBINA-Rorabaugh.

181 spot tv expenditures were $1.-
7881,600. Network revenue came
. it 1,547,860,400.

Ik biggest gainer in 1968 among
aib product classes was entertain-
oiftand amusement. This showed
jik per cent gain over the previous
o4t Sxpenditures in this category
tal $16.9 million in spot and $6.2
illin in network, for total expendi-
e £ $23.1 million.

i'r top gainers in *68 included
weind sporting goods at $47.2
i, up 24 per cent; gasoline,
ibghints and fuels at $85.4 million,
p# 1 percent; building materials,
qiioent and fixtures at $20.4
iy, up 20.1 per cent; office
(Wi aent, stationery and writing
uppes at $19.0 million, up 19.9 per
el consumer services at $52.5 mil-
108,ip 19.8 per cent; apparel, foot-
vedind accessories at $51.0 million,
i .0; and automotive at $198.5,
ipl8 per cent.

eaing dollar gainers. The top
loll gainers were headed by the
witootive category which spent an
ddional $30 million dollars in
96 Drugs and remedies spent $25.6
oilln more than in the previous
‘@i Laundry soaps, cleansers and
salies upped their ad expenditures
¥ 14.3 million, while toys and
Poing goods spent an additional
S nillion.

S:nding in three of the top five
Pioict classes was down in 1968.
'.I_)E and food products, which spent
22¢7 million in 1968, showed a de-
inof 2.1 per cent from the pre-
Vo year.

liletries and toilet goods had
‘0ke expenditures of $399.6 miillion,
ttip of 1.8 per cent. Tobacco pro-
'-‘_ll" and supplies which spent
L1 million reduced its expendi-
W by 10.1 per cent. Drugs and
oidies spent $258.8 million, an
WGase of 11 per cent. Laundry
"M, cleansers and polishes spent
842 million, up 6.7 per cent.

Ieh'sion Age, May 5, 1969
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The companies making it into the
top 100 for the first time in 1968
were Phillips Petroleum, McDonalds
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 (3 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 during 1968:

ADVERTISER TOTAL TV
1. Procter & Gamble $181,924,200
2. General Foods 95,788,800
3. Colgate-Palmolive 79,547,500
4. Bristol-Myers 72,748,700
5. American Home 61,955,800
6. R. J. Reynolds 57,092,000
7. Lever 52,890,800
8. American Tobacco 52,703,500
9. General Motors 49,802,100
10. Warner-Lambert 14,796,500
11. Sterling Drug 13,826,100
12. Gillette 43,675,200
13. General Mills 42,429,300
14. Coca-Cola 38,250,000
15. Philip Morris 36,474,600
16. Miles Labs 33,210,900
17. Ford 31,620,400
18. Kellogg 31,177,100

19. British-American Tobacco 30,603,000

20. S. C. Johnson 29,567,700
21. Krafteo 26,588,100
22. Loew’s Theatres 25,532,500
23. Chrysler 25,023.000
24. PepsiCo 25,002,700
25. Carnation 22,661,000
26. Alberto-Culver 22,247,800
27. J. B. Williams 20,974,600
28. Williain Wrigley 20,777,100
29. Campbell Soup Co. 19,823,200
30. Liggett & Myers 19,599.600
31. AT&T 18,600,900
32. Quaker Oats 18,433,400
33. Shell 18,050,000
34. International Tel & Tel 17,608,700
35. Ralston Purina 17,366,900
36. Sears, Roebuck 17,139,000
37. Block Drug 16,657,600
38. Pillshury 16,539,400
39. Rapid-American 16.232,200
10. Armour 16,171.500
4]. Norton Simon 15.955,800
42. Norwich 15,113,100
43. Plough 14,638,500
41, Chas. Pfizer 14,535,600
145. Gulf 14,497,900
16. Carter-Wallace 14,394,900
47. Ford dealers 14,357,600
48. Corn Products 13,814,000
19. National Biscuit 13,607,500
50. Richardson-Merrell 13,586,400

51. Standard Brands 13,543,800
52. Johnson & Johnson 13,114,400
53. Gencral Motors dealers 12,856,100
54, Nestle 12,585,800
55. Schlitz 12,314,800
56. Eastinan Kodak 12,109,600
57. RCA 11,842,300
58. Mars 11,708,500
59. United Air Lines 11,495,000
60. Mattel 11,393,700
61. Beatrice Foods 11,179,500
62. Seven-Up 10,907,100
03. Borden 10,783,600
64. Noxell 10,602,000
65. American Cyanamid 10,369,400
06. 1. J. Heinz 10,346,500
67. Union Carbide 9,852,900
68. Polaroid 9,301,000
69. Chesebrough-Ponds 9,140,700
70. Beecham Group 8,704,100
71. American Can 8,687,500
72. Chrysler dealers 8,668,300
73. Smith, Kline & French 8,477,600
74. Standard Oil (Ind.) 8,125,400
75. Royal Crown 8,007,300
76. Scott Paper 7,981,200
77. General Electric 7,841,400
78. Goodyear 7,665,800
79. Pabst 7,575,900
80. W. D. Grace 7,401,000
81. American Motors 7,239,000
*82. Phillips 6,990,500
*83. McDonalds 6,888,000
84. Westinghouse 6,795,400
85. Reynolds 6,400,500
86. Avon 6,248,600
87. Heublein 6,145,300
88. American Airlines 6,140,700
*89. General Telephone 6,098,800
90. Texaco 5,978,300
*9]. Volkswagen 5,955,500
92. Beech-Nut 5,890,800
93. Canadian Breweries 5,879,000
*94. Pan American 5,845,400
95. Anheuser-Busch 5,843,500
96. Dul’ont 5,723,900
*97. Merck 5,688,700
98. TWA 5,674,100
99, Swift 5,606,500
*100. Singer 5,549,000

* New to top 100 in 1968
25
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Rising commercials budgets
have triggered questions
tbout 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 com-

mercials may not be typical but the complaint
© about commercials costs is. Was it ever dil-
ferent? To a certain extent, yes. While com-
plaints about the cost of tv—whether it be time,
programming or commercials—have heen 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 commercials

jevision Age, May 5, 1969
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Here come
the cost-cutters

production at the present time.

To a certain exlent, 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 cos! money, and that it’s hard to

27
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If 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 who 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 avoeiding 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 cameram
arranging for set construction, ¢a
ing, etc. He would presumably beg
only exceptionally cost conscious b
creative enough to deal competen|
with top directors and cameramen

Since established studios are ¢ |
of bounds in this kind of produetio
the producer would rely on fr¢
lancers, one-man businesses with |
overhead, and, possibly, moonligt
ers.

One known example of direct pn
duction by clients is at Brist
Myers, where Sid Greenhaus, fom
erly of TV Graphics and MPO,
reviewing budgets of proposed coi
mercials and, so it is understooi
producing some of them at 30 p
cent less than a studio would. It
said that Greenhaus’ first job fo
B-M was bringing in at $25,500

Many agency producers feel the bidding system is not the best way to assure the
best commercial at the lowest price. I’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, the studio’s mark-
up is more like 20 to 25 per cent.

In direct production, a producer
on the client or agency payroll would
“package” the commercial himself,

commercial bid at $43,000.

Another version of direct produ€y
tion is represented by Mark Druck,
president of AVC-TV. Druck is a8
independent producer who trave
light. His only regular employee ¥
his daughter, who is his secretary:
Having worked with such shops &
MPO, EUE/Screen Gems and MGM
Tele-Studios, Druck is just gettiig
into direct production.

“When an agency produces
through me, it pays only the actu&
costs of production,” explains Druck.

Television Age, May 5, 196
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flte is increasing talk about “direct
roduction,” by which studios are
byussed and personnel hired directly.

“Al invoices are submitted to the
dzety. There is no mark-up.”

IC-TV receives a fixed fee for
its vork as the production house.
I fee is determined by the num-
beiof commercials contracted for,
thecomplexity of production, the
nwoer of days and optical nega-
tiv involved. Druck’s fee would
chirally be between $1,000 and
$2)0.

dy service isn’t for everybody,”
sa Druck. He feels his major op-
poanities lie in the slice-of-life or
@lz-lo]) commercial—*‘the $10,000
1ol for Colgate 100 and Listerine.”
E3:pt, maintains Druck, his clients
wild have to pay $8,000, not $10.-
0 Among those interested in
Dick’s proposition is J. Walter
Tmpson.

ow can Druck work so close?
-'” key to the idea’s success, he says,
80 pre-production, bringing in the
dhc!or as early as possible—in the
fitive stage if possible.
© Bidding is the wrong way to go
"a‘!ul saving money,” Druck slates.

le agency isn’t really happy with
@:al low bid anyway. It makes more
$tse for the agency to say to a pro-
dition house, ‘I've got $17,000.
Wat can you give me for that
Tney? What director? How many
It of film? Opticals? Titles?’
Jruck isn’t the only one who
‘Vu!(l like to do away with the con-
Vitional three-bid system. A few key
Ancy producers think likewise and
D‘u.ld like to do something about it.
Hications are that more than a few

Hevision Age, May 5, 1969

agency producers don’t like bidding,
but don’t see anv chance of jettison-
ing the system.

At a recent BAPSA get-logether, 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.”

Fewer bids at K&E

One of the agencies taking a new
look at bidding is Kenyon & Eck-
hardt  Advertising.  “In  certain
cases,” said board chairman and cre-
ative chief Stanley Tannenbaum, “we
have done away with it.

“We're experimenting with small
studios, new, but 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, agency commission,
music, elc., 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 client 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 Tennyson, “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 bid, 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)

D>T7/ e/ ‘\\\

Broadcast Advertising Producers Society of America has launched effort among
members 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 and improved editing devic

ardware and creativity are
Hclosely 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 due 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
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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 done 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 $i
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

‘es are the key developmen}’

explained the process as a king
“electronic painting,” he also po
out that, in actual practice, the us !
problems handled by Chromalog!
those involing flesh tones and
color of the product. '
A lot of technological actio
taking place in the editing area
an electronic medium, tape car
easily manipulated and contre
and, if a computer is thrown
the picture, this can be done 2
matically.
One of the highlights of the
convention exhibits in March was#
Ampex random access programm
Dubbed the RA-4000, it allows i
unique address for every tv fr
recorded and random access to
desired address. Search and cue
is automatic and the programmer ¢
be linked to a computer.

Reeves experiment

Readout of the address is in ho '
minutes, seconds and frame numb

machine controlled manually to
tiple recorders controlled by
computer. A sequence of edi
decisions can be rehearsed by
operator without making an e
tronic edit or switch. .

Reeves Video is experimentil
with a similar machine develo
by Central Dynamics, Ltd. With it§
precise editing abilities, the system
Reeves hopes, will be able to cul
editing time a third. Savings aré
also expected in that revised maste
can be run off at night without hat
ing high-priced people around.
supervise or make decisions. This
done by recording information
Va-inch tape. The CDL machine
said to be superior than the Am
in programming events but not
good in vir controls and searchifg

James Witte, vice president fof
sales and production at Tele-Tape
Productions, feels the Ampex pre
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te’s state-of-the-art

Video tape equipment
trends include com-
puterized editing:

1., Reeves Video expert-
ments with Central
Dynamics equipment;
bottom, ., new Ampex

mer. Use of portable

below, Teletronics uses
Norelco camera. Revo-
lutionary tape cartridge
system was recently
introduced by RCA

(bottom, r.)

random access program-

equipment is increasing:

grammer is a major step forward in
editing systems. 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
decided by the edilor is put on punch
tape. A rough cut is put together by
the computer based on the punch
tape inpul.

Cuts editing costs

Tele-Tape stopped development on
this system, which Witte says could
be used for film also, because of the
complexity. But with the precision
offered by the Ampex programmer,
he adds, 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 VR-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 job is completed on an Ampex

(Continued from page 62)
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Television Age Fall aighttime survey, 1969-T0.
How program buyers see the hits and misses
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Hits

{%1’re an agency execulive who
pu] your client’s Fall network

s on Friends and Nabors, The

I oshy Show, Bracken’s World,
s Welby, M.D. or The Gover-

nd ].J. —relax. A survev of
pg:mming chiefs at 10 of the top
etwk buying agencies—(they ac-
wnd for $820 million in network
wethis year and over half the

e time dollars) —who predicted

te of new shows, reveals that

10870 along with your decision.

\-ertisers spent over $1 billion
s in primetime last year and
e rent estimates may add another
30 aillion to that for the coming
dien. With so much money on the
ine zency executives everywhere are
veising the alternatives, risks and
ospilities of new shows. Their
leeions on how to spend millions
b Lir clients money are based on
silo (sometimes), the stars’ track
el and a great deal of intuition
aduck.

12 hunches of the 10 top execu-
ive contacted by TELEVISION AGE Misses
igst, however, that if you put
you client’s money on Jimmy Dur-
anéPresents the Lennon Sisters, The
By Bunch, or The New People
kee your fingers crossed.

!tting money on any new CBS-
Wshow is a safer gamble then
%shg it into the premieres at ABC-
IV and dollars on new NBC-TV
shgs could be a tossup. At least
st is the consensus of the big
netork buyers, who—it must be
wited out—are not always right.
BS-TV is introducing four new :
“i's nex! season (not including the %
l"'e Uggams variety show, the “Mr. Deeds Goes to Town’ ABC-TV
Anthers brothers replacement) and
dgicy execulives are generally opti-
miic about the success of all four.

he seven new NBC-TV shows in

“Bracken’s World,” NBC-TV

olie two hits, two flops and three
agicy executives predict only one 5 : :
p ) Ten top agencies pick B-II-
_ sinners, losers and [ Ion
iPiniments. 1t should be noted, " ’

‘0tups.
s for ABC-TV. a majoiity of “The Bold Ones,” NBC-TV
W 1er, one or two shows that could
HCither way, and a bushel of dis-
The : =T
“ever, that there are a number of s0-so shows from next dOIIar
Wl greements among agency pro-

B people concerning ABC-TV’s season’s primetime
¥ shows. ga ble
(Continued on page 68) IL(’“(’Ork premieres
fvision Age, May 5, 1969 ¢
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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
tncorporated almost all possible pro-
duction elements in filmmaking, in-
cluding interior and exterior shoot-
ing, stll  photography, original
mausic, live sound, live sound effects,
recorded sound effects, echo cham-
ber, filtering, make-up and wardrobe
to cover a pertod 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
and distribution steps leading up to
i, and it ended with Ted Genock,
director of broadcast advertising at

Kodak, discussing the marketing
background.
34

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,
IWT 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 the 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-
enl 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 do 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 the 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 vear at |]. Walter
Thompson.

Writer/producer Ken Thoren, who

originated the commercial, coye .
the writer’s angle of the assignmen

People ask writers, “How do g
get your ideas?” Well, my answ
is always that for every script the
is a different answer. Peg and Harf
Mann are two actual people. The
lived next door at the time the seri|
was written. They had no childre
so I just borrowed two from m
neighbors on the other side.

The Manns were the picture
taking people 1 have ever met inm
life. The house was loaded with pil
tures. They just love taking picture
say of our kids and all the kids i
the neighborhood, and of everythin
and anyone else. I tried working th
script so they didn’t have childres
but it didn’t work, so 1 gave thet
the two bovs from next door.

-

How he did it

-—

Every script comes from a differen
route. The song actually eame in ver
late after 1 had the idea. This com
mercial was not writlen under ap
special assignment. I can’t remembe
how long it took. At the time | wa
writing some of these 1 would ofté
play with an idea for as long &
several months until everythinf
jelled. The actual writing—luckil
I type fairly fast—only took 101¢:
15 minutes, but everything was I
mv mind before I started on it.

Since an existing published song
was involved, the next step in the
production was the clearance of ihé
music by the J. Walter Thompson
Co. labor relations department ¥
the person of Marion Preston:

When a producer decides to %
music—for any commercial—h¢
works very closely with our depaft
ment, because no matter what kip
of music is used, it almost always
requires a contract of some kind:

In this case we had to determin€:
the copyright owner. For “Yester
days” it is T. B. Harms. The com™
posers are Jerome Kern and OHf
Harbach. Performance rights &
vested in ASCP. The publisher W88
contacted.

We endeavored to negotiate &2

Television Age, May 5 199,




Li=he right to use it. We did
E 4 icense fee on a commercial
;e t is not feasible when you
» gng to use a composition in
lv ce commercial, as in this case,
negtiate a blanket fee for unlim-
1w because it could be $15,000-
Ol or higher. We have gotten
imis up to $50,000 for one com-
I'.i le

(nais particular case we nego-
tedver use fee for a period of

Anatomy
of a
cymmercial

IR'S workshop dissects
and discusses
odak commercial
it what may be the
mst exhaustive study

of its kind

I executive producer of I. Wal-
¢f hompson’s creative group, Matt
'lath, described the function of a
prOvcer :

Aoroducer is like a contractor as
relid to an architect—if the writer
1582 architect, the producer is the
Coflactor. Part of the production
fublion as a contractor is to find
Pe0e in all of the various areas
th.a1go into making a commercial
Wil whom you can talk and with
“’hfl you can establish communi-
¢4, You’d be surprised how in a
'W8ess that sells communication,
ek of it is the rule rather than
he xception. And it’s very difficult
'0°1d those people with whom you

""'ﬂ"sfon Age, May 5, 1969
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Scenes from “Yesterdays, two-minute

Kodak commercial that received
thorough analysis at IRTS workshop

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
vou 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-
titv out of it

The 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 ]. Walter Thomp-
son producer on “Yesterdays,”
discussed his first involvement with
the project, which came to him in the
form 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 he do this?

He breaks all existing rules and
mentally sprouts wings. This is ex-
actly how the process should work.
Out goes the producer’s book 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
combinations, he finally sends a mes-
sage back to the ground control at
J. Walter Thompson and there he
contacts the cost estimator. At that

(Continued on page 80)
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jax: Triad-major 8, 8, 8 into

#2 902 then up to mixer, this
volume on 5Y%5—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 #1
902 to 90MA filter range 3 regener.
7, FCV —1%; and out to mixer on
10. Pulse from controller (on 10)
into 904A filter, FCV on 2, F range
on zero, waveform straight up, little
knob on 3. Then triangular out to
controller of 901A (all up).

What appear to be 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 Productions and describes the
control settings of the Moog Svynthe-
sizer necessary to reproduce the tim-
bre (or quality and color of the
tone) in a recent Ajax commercial he
produced.

There’s heen a quiet revolution in
commercials music going on durin
the last two or three years. The last
12 months, however, have seen the
greatest growth in interest among
composers and their clients in elec
tronic music.

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 keyboard,
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 (o 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 which
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 Lavsky recently did
a Silly Putty track using only the

36

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

The biggest difficulty in deseribing
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 years.

“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
[ don’t expect, and that sends me off
in a new direction.”

{gency 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 agencs
and advertisers and would see if they
liked it. Today, agency producers find
they often have to sit in on experi
menting sessions so they 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
He spent some 10 vears 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 Trumansburg. N.Y.
about 12 miles from Ithaca, the home
of Cornell, his alma mater.

The basic unit goes for aboul
$3,000. With extras it comes Lo about
$10,000.

The Moog has some rivals, mosi
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-o
music




w lectronic synthesizer is
uing increasingly common
riording sessions

emposers and advertisers

arl its potential

dn extreme wide-ungle photograph
shows a Moog synthesizer sat-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 of diflerent sounds.

ence between the two instruments.
The Buchla uses a “touch plate” in-
stead of a keyboard. This is 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 massi