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50|d in New York and Los

Angeles to premiere this fall—
now on WTOP-TV, Washington,
D.C., Monday through Friday
at 4:00 P.M. &

“The Naked Truth."*

Your entry into a world where
people solve their problems through
professional guidance:

A young girl heading for a
torrectional institution.

A wife helping her husband
accept psychiatric aid, '

A nurse distraught because she
arranged an abortion for a young,’
married girl.

Many stories are tragic.

Some are amusing.

All are "'The Naked Truth."
THE NAKED TRUTH
260 color, taped half-hours of the best
in strip. programming.

Distributed exclusively by Sereen Gems ()
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measure
for measure
the best
new show
of the year

featuring Sandy Baron and top guest stars...
60 minutes each day, 5 days a week
...produced by RKO General, Inc....
Executive Producer, Woody Fraser... Distributed by

10 EAST 49 STREET, NEW YORK 10017 (212) 421-8830



FOUR WEEKS IN MAY

a prelude to your life in the 70’s

During May, under the overall con-
cept of “The Quality of Urban
Life,” the NBC Owned Television Sta-
tions launched a continuing joint pro-
gram concerned with “Your Life in the
70's”. In Washington, WRC-TV de-
voted 22 programs to exploration of
problems plaguing our cities today as
the first step in our continuing ex-
ploration of specific areas affecting
city and suburban life. Among the dis-
tinguished authorities participating in
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May were The Honorable George
Romney, Secretary, Dept. of Housing
and Urban Development, Senator
Charles Percy, author of the 1968
Housing Act and The Honorable John
Volpe, Secretary, Dept. of Transporta-
tion. it is our hope that stimulating
exchanges of views by experts such
as these and proposals emerging
from programs to come will lead to
making “life in the 70’s” more palat-
able for all Americans.
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“The 1970's": Sculpture by William Bowie, commissioned by the NBC Owned Television Stations

WRCETVA4

OWNED
WASHINGTON’S COMMUNITY MINDED STATION
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27 THUMBS UP ON LOCAL SHOWS

Survey of 170 stations shows that locally-originated pro-|

gramming, though not always profitable, is vital to a station’s ‘4
image

32 PUBLIC AFFAIRS: THE TORCH COOLS

Community programming is getting away from the burning
issues of the day, nationwide survey reveals

34 DDB HAS A BETTER IDEA?

Agency’s action in setting up own commercials studio isn’t the
only approach to control of costs '

36 DOREMUS’' DREAM COME TRUE

Financial agency’s consumer arm Sapan Baer Plyer Lehman
lands 16 accounts in that many months

38 BORG-WARNER’'S NO-NONSENSE INDUSTRIAL SELL

Billion-dollar firm’s corporate ad approach stresses products,
not image, in tv debut

DEPARTMENTS
10 Publisher’s Letter 52 Wall Street Report
Report to the readers The financial picture

12 Letters to the Editor
* The customers always write 53 Spot Report .,
Digest of national activity

15 Tele-scope

What's behind the scenes 55 One Seller’s Opinion

The other side of the coin
19 Business Barometer
Measuring the trends
95 In the Picture

: 4 in th
41 Viewpoints man in the news

A no-holds-barred column
9 Inside the FCC

42 Film/Tape Report ' Exclusive report from
Round-up of news W ashington
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it WPLX ,we New Yorkers are
rying to make everybody care
hout a city that’s fouled

lyair pollution, full of rats,
lurdened by welfare

nd torn by student riots.

Are we asking too much?

want every New Yorker to think of our city not as a big, inhuman machine —
tjond anyone’s power to change or influence — but as a community.

%h problems, sure. But ones we New Yorkers can understand.” And do
<¢thing about. N
svery month we pick out 200 different community leaders We ask,,the '

azerns them about our city. - :

! they reply to us:
What makes Hippies?”

What can we do about crime in the streets"”
Dope addicts — what can we do?”

e become our subjects on “New York Clo'_se-up ” A half-hour prime
fzram produced by WPIX each week to create a dnalogue between the e
¢ their fellow New Yorkexs ' b

o

Vhope this dnloom will brmo a new unde 3 ?xg of ¢ our commumt) -.:_' nd a
1" community spmt Wu 1 ogether to make theigthonie a

i to be proud of
! don't think that

WPIX-TV NEW YORK

lobody does more for New York than we NewYorkers. ®



Letter from the Publisher

Local service: tv backbone

The most dramatic moment of this or any other generation i
was seen by 125 million Americans when Neil Armstrong i
implanted his left foot in the chalky dust of the moon. Around i
the world an estimated total of half a billion persons looked
on at the unbelievable accomplishment. It was truly a tele- |
vision event. The fact that pictures could be transmitted 240,- |

Usually an afterthought,
but with us P. S. means

PUBLIC SERVIGE

and comes

FIRST

WJBF-TV
AUGUSTA, GEORGIA

Named Television Station
of the Year 1968 by the
Georgia Association of

i Broadcasters

i <

‘. . . presented because we

i found them to be greatly

| tnvolved in so many fac-

tors of community life,
which, in our opinton, 1S
the wherewithal of being a
broadcaster.”

WJIBF
CHANNEL

AUGUSTA, GEORGIA

Represented by HR

000 miles with remarkable clarity demonstrated the tech-
nological achievements of the feat. The prelanding explana- i
tion, mockups and background by all three networks made s
every viewer an amateur astronaut. Above all, it showed what
American capability and free enterprise could accomplish. !

One could not witness this marvel without concluding that &
many of the engineering advancements predicted for tele- 4
vision are closer at hand than originally projected. Domestic
satellites can be launched within a year and satellite-to-home
transmission is a distinct possibility certainly within the next
decade. '

But regardless of the means of transmission, the local
outlet is the backbone of American radio and television. |
From an engineering perspective right now it would be pos-
sible to build three giant radio transmitters, one each in the
East, Midwest and West Coast. They could blanket the coun-
try. But no purpose could be served by a homogenized super-
powered service. It is the 6,928 aAM, FM and television stations I
that make up the structure of the finest communications serv-
ice in the world. These are the stations that serve their com-
munities with local news and public affairs, and are deeply
involved in community interests.

More must be done

Most of these stations do more than is required, but even
so they must do more local live programming and they must, -
through whatever means is most effective, publicize their -
efforts.

The moon landing is described as the most dramatic demon-
stration of what man can do if he applies his mind and re-
sources with single minded determination. It is reassurance
that the problems close to home can be solved. In their -
solution television can play a major role as it has in space §
exploration. By galvanizing action and giving direction to
positive moves, the local problems of education, race rela-
tions, air and water pollution and urban renewal can be solved
with the same determination that was applied to the space ¥
program. This is America’s finest hour. It can and will be !
the broadcaster’s as well.

Cordially,
Y e
Z

Television Age, July 28, 19



st WPLX we New Yorkers are
rying to get rid of our city’s
iecond class citizens.

% =an't have a first class city unless it’s full of first class citizens.

y!{)can pcak English

% /e produce Aprenda Ingles and present it every Saturday morning.

ft Miss Blanca Ortiz teaches cveryday English to Puerto Rican viewers.
4irward Mr. Jose Roman of the Human Resources Administration offers
¥ ting of current job opportunities.

Althen the phone starts ringing. Each one a Spanish-speaking New Yorker
»inow has the confidence to try and improve himself by getting a better job.
{ far, we've placed an average of 17 people in new jobs each week.)

{1's how we're working together to build a better New York.

|} New Yorker at-a time.

WPIX-TV NEW YORK

“lobody does more for New York than we New Yorkers. @



Letters

to the
Editor

A Noble oversight

I read with interest your recent
Newsfront piece, “RKO’s big drive”
(TELEVISION AGE, June 2, 1969, page
21), and noticed the comment that
the group’s Boston station “is said
to have the only black newscaster
with his own show.”

May I point out that waBc-TV
New York has had the first black
newscaster with his own program for
some time—Eyewitness News: Week-
end Report, with Gil Noble, every
Saturday and Sunday night from
11:15 to 11:30 p.m. Gil Noble has
hosted the telecast for us since Jan-
uary 21, 1968.

Gil, an outstanding reporter with
our news department since August,
1967, also hosts our weekly series,
Like It Is, which celebrated its first

anniversary earlier this month. This
program, now telecast each Saturday
from 2 to 3 p.m., was the first con-
tinuing, hour-long weekly series in
this area to focus on the non-white
community.

As an added filllip, we’re proud to
say that only two weeks ago Gil was
presented with the John B. Russ-
wurm Award given annually by the
New York League.

JOSEPH P. KEYES

Director of Public Relations
WABC-TV

New York

Anybody want Leary?

While browsing through the May
19 issue of TELEVISION AGE, I noted
that the article titled The year of the
no-no, page 23, refers to Timothy
Leary as an M.LT. professor . . .
horrors!

As an MLLT guy, let me hasten to
add he is all Harvard!

HENRY V. GREENE, JR.

Vice President

RKO General Television

New York

® [f reader Greene will read again,
he’ll see that the passage he refers to

SIGNIFICANT

The controversial strawberry red stabile in
Grand Rapids’ civic center is the creation of
world-renowned sculptor and artist Alexander
Calder. It's significant and representative
of dynamic Grand Rapids and West Michigan.
The WZZM-TV documentary on Calder

and his stabile was also significant and
representative of the type of relevant

public service programing WZZM-TV is
presenting to West Michigan audiences.

concerns an M..T. professor whes
was debating with Leary on tv, ana

does not link Leary with M.I.T.

Switching the switchers

s

“Ego-tistics” presentation is very

much appreciated (Making switcher: !

switch, TELEVISION AGE, June 2 |

1969, page 30). a

Your editorial people did an excel |

lent job of interpreting this study:

and the manner in which it was re |
ported truly did it justice.

MARVIN L. SHAPIRC

Presiden

TvAR:

New Yorl:

The extremely fine story on ouy*

Non-profit accounts .

Many thanks for the personal copy#
of TELEVISION AGE containing the
article on the U.S. Treasury cam |
paign (W anted—non-profit accounts &
June 30, 1969, page 30). Youw
handling of the story was expertly®
and thoroughly done and eminently
readable.

ROBERT WARNEFE

Senior Television Producei
Ogilvy & Mather

New York

CHANNEL 13 &

WEST MICHIGAN TELECASTERS, INC., SERVING GRAND RAPIDS, MUSKEGON « KALAMAZOO (TV12)

12

NATIONAL REPRESENTATIVE PETERS, GRIFFIN, WOODWARD, INC.

Television Age, July 28, 1969



somethmg stronger
an Black Power. Blac

Ise can we regain our pride in our city unless we can first take pride
dsclves? Hav¥hy
51 are trying to make it possible for New Yorkers, black and whlte, to xS
p greater appreciation of the black heritage. We’re helping to establish a " °
{upm for Black History and Culture, displaying African arts and literature.
V¢t sponsoring a conference to develop plans for the museum. And we have
jded time on our “New York Closeup” program on Sunday evening to get all
¢fYorkers to support it.

we work together to build our pride, we teel sure we'll all want to build:
hing clse. Qi

| ¢ we can be proud of.

WPIX-TV NEW YORK

Ybody does more for New York than we NewYorkers. ()




Letters

to the
Editor

A Noble oversight

I read with interest your recent
Newsfront piece, “RKO’s big drive”
(TELEVISION AGE, June 2, 1969, page
21), and noticed the comment that
the group’s Boston station “is said
to have the only black newscaster
with his own show.”

May 1 point out that wABC-TV
New York has had the first black
newscaster with his own program for
some time—Eyewitness News: W eek-
end Report, with Gil Noble, every
Saturday and Sunday night from
11:15 to 11:30 p.m. Gil Noble has
hosted the telecast for us since Jan-
uary 21, 1968.

Gil, an outstanding reporter with
our news department since August,
1967, also hosts our weekly series,

Like It Is, which celebrated its first

anniversary earlier this month. This
program, now telecast each Saturday
from 2 to 3 p.m., was the first con-
tinuing, hour-long weekly series in
this area to focus on the non-white
community.

As an added filllip, we’re proud to
say that only two weeks ago Gil was
presented with the John B. Russ-
wurm Award given annually by the
New York League.

JOSEPH P. KEYES

Director of Public Relations
WABC-TV

New York

Anybody want Leary?

While browsing through the May
19 issue of TELEvVISION AGE, I noted
that the article titled The year of the
no-no, page 23, refers to Timothy
Leary as an M.LT. professor
horrors!

As an ML.I.T guy, let me hasten to
add he is all Harvard!

HENRY V. GREENE, JR.

Vice President

RKO General Television

New York

® [f reader Greene will read again,
he’ll see that the passage he refers to

Calder.

SIGNIFICANT

The controversial strawberry red stabile in
Grand Rapids’ civic center is the creation of
world-renowned sculptor and artist Alexander
It's significant and representative
of dynamic Grand Rapids and West Michigan.
The WZZM-TV documentary on Calder

and his stabile was also significant and
representative of the type of relevant

public service programing WZZM-TV is
presenting to West Michigan audiences.

concerns an M..T. professor who
was debating with Leary on tv, and

does not link Leary with M.I.T.

Switching the switchers

The extremely fine story on our
“Ego-tistics” presentation is very
much appreciated (Making switchers
switch, TELEVISION AGE, June 2,
1969, page 30).

Your editorial people did an excel-
lent job of interpreting this study, |
and the manner in which it was re-
ported truly did it justice.

MARVIN L. SHAPIRO
President |
TvAR |

New York

Non-profit accounts

Many thanks for the personal copy !

[ ———

of TELEVISION AGE containing the‘ﬁ
s
1

article on the U.S. Treasury cam-
paign (W anted—non-profit accounts, §

June 30, 1969, page 30). Your
handling of the story was expertly |
and th01ou¢rhly done and eminently |
readable.
ROBERT WARNER |
Television Producer §
Ogilvy & Mather "
New York.

Senior

CHANNEL 13 &

WEST MICHIGAN TELECASTERS, INC., SERVING GRAND RAPIDS, MUSKEGON « KALAMAZOO (TV12)

12

NATIONAL REPRESENTATIVE PETERS, GRIFFIN, WOODWARD, INC.
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dan Black Pow'er. »

Hoklse can we regain our pride in our city unless we can first take pride L
by ¢selves? . " [
4k are trying to make it possible for New Yorkers, black and white, to . - j‘ ,-
ikyop greater appreciation of the black heritage. We're helping to establish a
Yyum for Black History and Culture, displaying African arts and literature.

W sponsormg a conference to develop plans for the museum. And we have
ibged time on our “New York Closeup” progmm on Sunday evening to get all
MefYorkers to support it. .

‘A we work together to build our pride, we teel sure we ILall want to bu1ld ; I
fothing clsc.

y we can be proud of.

Yhody does more for New York than we New Yorkers.

WPIX-TV NEW YORK



ocares

what

We do. But our reasons are
selfish.

We care what people think
about us. That’s why we give them
programming which gets them
where they live.

Like the“NewYork Report.”
The “New Jersey Report”’And
the “Connecticut Report” With
coverage of local issues.

Along with programs which
get them in the pocketbook. Our

“Stock Market Observer’gives
people a live blow by blow
account of how their money 1s
doing on Wall Street. And our
upcoming “Consumer Report”
will help people get their money’s
worth on Main Street.

Politics and religion can be
touchy subjects. We do more than
just touch on them.

14

eople¢
think?

FFor instance:

“Point of View”1s produced by
the New York Council of Churches
one month. The New York Board
of Rabbis the next. And the Arch-
diocese of New York the next.

“The Government Story” tells
how our Federal System works.
And “Right Now, “Twin Circle-
Headlineand“kiring Line”
present varying opinions on how
it ought to work.

And while much of television
seems geared to the 12 year old
mind our “Romper Room” 1s for
the 2 to 5 crowd. It’s entertaining
as well as educational.

We want
people to think
well of us. We
give them a lot
to think about.

Television Age, July 28, 19
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pars soars

The nation’s number one storekeeper further en-
| enched itself as the nation’s number one retail tv

jvertiser during the first quarter of 1969, according

, the Television Bureau of Advertising’s analysis of
| ommercials monitored by Broadcast Advertising Re-

.\ orts on the usual one-random-week-per-month, 75-
\arket basis.

For the first three months, BAR monitored a total of
| 577 Sears commercials, an increase of 1,774 over the
' 803 of the comparable period in 1968. The number of

‘AR markets in which the 818-store chain used tv hit

7 in January (versus 50 in January, ’68), 63 in Febru-

ry (58 in ’68) and 68 in March (60 in ’68). All-time

igh for Sears in this department came last October,

‘hen BAR picked up its commercials in 73 markets.

n average number of announcements per measured

andom week, Sears went from 23 in January, 69, to

6 in January, '69; from 28 to 38 for February; and

om 34 to 39 in March.

Incidentally, Sears is no longer included in TvB’s
uarterly analysis of spot expenditures (the most recent
i which appears on page 84 of this issue). Under a new
'YB/BAR reporting system, Sears’ television invest-
tents will be listed in a new series of local tv expendi-
are quarterly reports, to be inaugurated soon.

BS deals with Biggers and Stover

The growing activity on Saturday mornings on the
etworks has impelled CBS Enterprises to make an
xclusive deal with Watts Biggers and Chet Stover. The
tDancer-Fitzgerald-Sample pair, who made it big with
oreign-produced cartoons after they left the agency
n 1960, will create and produce for CBS Enterprises’
errytoons.

Biggers & Stover, Inc., was set up last vear to turn
Mt tv cartoons in the US. They have several projects
tlready in development for the 1970-71 season, accor-
ng to Ralph Baruch, vice president and general manager
f CBS Enterprises. He said the agreement calls for
Yiggers and Stover to turn out animated comedy ad-
enture product suitable for Saturday mornings and
mimetime series as well as specials.

The Saturday morning period has high new product
otential if new program casualties follow the normal
sattern. Thirteen new Saturday morning shows will be
wred in the Fall, five each on ABC-TV and NBC-TV
nd three on CBS-TV.
{ Biggers and Stover have produced such shows as
wnder(log, now on NBC; Go Go Gophers, now on CBS;
« ennesse Tuxedo and The Beagles. Terrytoons is known
or Mighty Mouse, Heckle and Jeckle, to be on NBC;
)ePU’y Dawg, Tom Terrific and Hector Heathcole.

“all season looks ‘clean’

: On first impression at least, it looks like the Fall
slevlslon season is going to be a ‘“clean” one as far as
riolenc .

olence and taste are concerned. According to a report
rom one private watchdog of public taste, the National

elevision Age, July 28, 1969

Audience Board, Stockton Helffrich, Cod= Authority
director of the National Association of Broadcasters,
noted after pre-screening the first dozen new Fall series
from NBC-TV and ABC-TV that the upcoming season
will “contain the least violence of any season to date.
Networks are now more responsive to the public concern
about violence in American life.”

Of the three networks, ABC and NBC agreed to the
new pre-screening formula suggested by Sen. John O.
Pastore (D-RI): CBS-TV demurred. Of the 12 wpilots
and five carry-overs which Helffrich inspected, he found
only three minor infractions of Code criteria—in one
episode he spotted a motorcyclist zooming along without
coggles and helmet (corrected by the network in the re-
leased version): he picked out a speech defect by a
patient in a medical series (checked out with medical
consultants) ; he questioned a teacher-pupil relationship
of a controversial nature.

Observed the audience board: “With a lineup of
‘offenses’ like that, it’s clear that a cleancut season indeed
lies ahead.”

Huddle on ‘Romper Room’ pre-school centers

Plans for launching a chain of pre-school child de-
velopment centers overated bv Romper Room Enter-
prises, Inc.. are being finalized by Romper Room’s parent
company, Hasbro Industries, toy manufacturer of Paw-
tucket, R.1.

The dav care centers will be strongly tied in with
the Romper Room television program viewed daily in 95
U.S. cities and 56 foreign markets. The extent of promo-
tion and advertising given to the centers on the show
is one of the questions being ironed out now by Hasbro
officials. lawvers and educators on an advisory board
who will set up the schools.

Current plans call for Hasbro to open six pilot centers
for toddlers 2-6 years old in the Boston area shortly
after next January 1. If these are successful, “several
hundred” centers are expected to follow by September,
1972. Whether they will be operated by Hasbro or on
franchises to local concerns is another question being
considered now, according to Merrill Hassenfeld, Has-
bro’s president.

“The potential national market for child development
centers has not been tapped,” he added, citing as evidence
the gross market potential of 4.1 million children in this
country who are of appropriate age, and whose parents
earn over $10,500 a year, compared to present enroll-
ment of not more than 500,000 children from all eco-
nomic levels now enrolled in private nursery schools.

Metromedia syndication arm established

The syndication sales function has been separated from
Metromedia Producers Corp. and set up as an autono-
mous operating division of Metromedia, Inc. The new
division, called Metromedia Program Sales, is headed
by Wynn Nathan, who was named vice president and
oeneral manager. He had been vice president and gen-
eral manager of syndicated program sales for MPC.

15



Since October, 1967, KTTV— the
Metromedia Television station in Los
Angeles — has helped find parents for
more than 100 orphans.

Mr. I. M. Sarmiento, Public
Information Officer of the County of
Los Angeles Department of Adop-
tions, said it better than we can:

“Normally it is quite difficult to

Nobod
wante
Jimmy...

find adoptive parents for children with
medical problems, or those of mixed
parentage, or just older children. Then
in October, 1967, KTTV invited us to
appear with several of our children
on their “Ben Hunter Show” every
Thursday. The results have been both
remarkable and heart warming. Of
206 children who appeared on KTTV

through the end of May, !
legally adopted and 60 mor A
process. Normally, 1% of

adopted children are returné.

have been returned of thos®!
through Ben Hunter’s prog
KTTV. In addition, we havfs
parents and homes for many ‘F
as an indirect result. This occi®

WNEW-TV NEW YORK / WTTG WASHINGTON, D.C. / KMBC-TV KANSAS




until KTTY,
Metromedia
~ Television
in Los Angeles,
told his story:

You see, Jimmy was a homeless child with a problem that lessened

his chances for adopfion. Although he was a bright, appealing child,
he suffered from congenital nystagmus, or “'roving eye.”

Then Jimmy appeared on Ben Hunter's program on KTTV, where

Mrs. Albert Johnson saw him. Three weeks later, Jimmy had a mother,
father, big brother, two dogs and the kind of bright future that

a loving family provides.

E:“S who come to meet a child they ' 'Melromcdi.a Television believes
alrgn KTTV find the youngster in being totally involved in commu-
d adopted and choose another nity and national affairs...in pro-
(‘.\lfnstead. We are most grateful to  viding help and responsible leadership

and Mr. Hunter.” in a sincere effort to solve the difficult
M Because of KTTV’s success, problems of our times.

. omedia Television stations across

lml:;u;rggr;rﬁ: plan to introduce METROMEDI '
TELEVISION

KTV LOS ANGELES / KNEW-TV SAN FRANCISCO THE VITAL NEW FORCE IN BROADCAST

Represented by Metro TV Sales




Advertisement

Hubert Humpbhrey . .. on Philadelphia’s 'Young Greats'

In 1955, Herman Wrice, a
14-year-old boy from the
black ghetto area of Phila-
delphia, was sentenced to
three years in a reformatory
for a series of petty street

crimes.

Today he stands as an example
of the black pride and purpose
that can be found in our cities.

Wrice and his wife, Jean, lead
an exciting effort called the
“Young Great Society.” It has
helped transform the 80-block
Mantua area of Philadelphia from
a gang-riddled ghetto into an area
where blacks are working hard
to help themselves.

It all started five years ago
while Wrice was finishing up his
college work at Temple Univer-
sity. His wife, caught in the cross-
fire of a gang war, narrowly
missed being shot down. At that
time, 29 different gangs were
terrorizing the area.

His wife’s narrow escape
shocked Wrice into action, and
with Andy Jenkins and ten other
young men, he set out to do some-
thing about the situation.

Their first recruit—their first
“Young Great”—was a boy with
a shotgun. As Wrice tells it: “He
taught us a whole lot about how
you don’t take a loaded shotgun
away from a 17-year-old. He had
to decide to lay it down himself.”
Now the young man runs a mov-
ing company in the Mantua
enterprises. -

Lines of Communication

From this first tough, angry
recruit, they were able in the next
two years to open up the lines of
communication to all the gang
leaders, establish an athletic
program, and find jobs in local
businesses.

By 1966, the ‘“Young Great

Society” was off the ground. Not
only were jobs found, but day
care and vocational education
centers were being established.

Even a medical center was con-
structed largely from the resources
of the area. A methadone pro-
gram for heroin addicts has been
established there, plus a half-way
house for addicts who are trying
to make it back into the “straight”
world.

Today the “Young Greats” are
involved in almost 100 different
public service activities with a
budget of a quarter miltlion dollars
a year. They also run nine profit-
making companies.

Wrice, still under 30, has been
named co-chairman of the Urban
Coalition in Philadelphia and has
been appointed to the Presi-
dent’s Commission on Black
Entrepreneurship.

Wrice gives great credit to his
wife, who started him on the road
to his own rehabilitation and who
has worked at his side ever since.
This remarkable couple have six
children of their own and have
adopted 11 more.

Each week more than 200
visitors from all over the country
come to see the “Young Greats”
in action. The 20,000 residents
of the Mantua area are united as
never before. They are determined
to stay and make something of
their neighborhood and them-
selves. As Wrice puts it: “If we
stay in the jungle long enough
and tame it, then we will own
this jungle.”

The *“‘Young Great Society”
has received some assistance from
foundations, but it has not sought
federal aid. The emphasis is on
self-help, on initiative from within
the black community, and on the
leadership’s staying in the streets.

For Wrice and his associates,
the job is almost a 24-hour-a-day

Black Pride Personified
By Herman Wrice

Reprinted through special permission of the Philadelphia Bulletin
and The Register and Tribune Syndicate
by WFIL-TV, Philadelphia, a Triangle Station.

proposition. They accept only a
minimum income—just enough so
their families can get by.

Other Cities

While Herman Wrice is a truly
unique leader, in every city I visit
I meet young black men and
women who are working hard
to help themselves and their own
people.

Their day-to-day work doesn’t
make much news. We have had
an avalanche of horror stories—
riots and violence and crime.

What we need to see and hear
is the good news as well—the
news that progress is being made.

I wish everyone could see the
brilliant documentary on Herman
Wrice and the Young Greats pro-
duced by WFIL-TV in Phila-
delphia. It is a moving and
powerful statement of what can
be done in and by the black
community.

One of Wrice's deputies, a
bright systems engineer named
Bill Eltison, saw the documentary
and was so impressed that he quit
his job with IBM and plunged
into the effort at Wrice’s side.

Herman Wrice’s story has
many lessons for white America,
chief among them that immense
talent and leadership lie hidden
in the sometimes seemingly hope-
less poverty of the black ghettos.

The spark of leadership of
today’s young blacks can build
communities instead of burning
them down. We can have one
Americai—united—if we are will-
ing to look beyond the conflict
and see the quality and spirit and
pride being shown by today’s
black Aniericans.

Each of us must insist that our
local institutions—the media, the
political leaders, the businessmen,
the financial institutions, the labor
leaders—do their share. —ADVT.
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Business barometer

;pot kept right on looking good, very good, as returns for May showed a strong 15.7 per
cent increase over the same month a year ago. This translated into $109.9 million

versus $95 million for May of 1968. And that added
up to a not-to-be-sneezed-at gain of $16 million.

sercentagewise, this was second best for the first five

months of the current year, and better than
anything the steady increases of the first quarter
produced. Only last month's jump of 21.6 per cent
in spot outlegged May. Recapping: January,
February and March found spot climbing 14.2 per
cent, 14.3 per cent and 15.2 per cent respectively.

. Only twice in 10 years has spot performed so well in May in

In terms

percentage points—'59 (an exceptionally strong
year for spot), when it recorded a gain of 23.1 per
cent in May, and in May of '68 (an average year),
when spot came in at 16 per cent over the same
month in '67. But, in this case at least, percentage
increases are less dramatic than firm dollar
figures. Spot's $109.9million in May was the second
time this year the medium topped the magic $100
million mark (April's $102 million was the first).
But more importantly, it was the first time returns
for any May had broken the $100 million barrier.
Moreover, the May '69 figure challenged the all-time
"Business barometer" spot dollar volume record
of $111.2 million, chalked up last November.

of revenue categories, May was, on the average, a

month of good increases for all sizes of stations,
though somewhat less spectacular than last
month's figures, all of which exceeded 21 per cent.
Stations with revenue of under $1 million,

which are in the general habit of finishing third,
upset the apple cart by averaging the greatest
increase, 26.1 per cent.

The second greatest increase in spot for May was averaged by

stations in the medium-sized $1-3 million class,
17.0 per cent. It's the experience of "Business
barometer" that these stations are the leaders more
often than not, and generally finish no worse

than second.

The big boys came in third during May. These are the outlets

in the over-$3 million category. All in all, May
reinforced the conviction of many observers that
spot is en route to an exceptionally strong year.

NATIONAL SPOT

millions of dollars

$109.9

$95.0

1968

May (up 15.7%)

Year-to-year changes
by annual station revenue.

Station Size Spot Tv
Under 31 million +-26.1%
$1-.3 million +17.0%
83 million-up +14.6%

Jor s 4MJJ 48 0OND

1969-68 comparison

* Next issue: a report on May local revenue and network compensation.

(4 copyright

feature of TELEVISION AGE, Business barometer is based on a cross-section of stations in all income and geographical categories.
nformation is tabulated by Dun & Bradstreet.)
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Some of the year’s
best television didn’t
happen In New York.

Tulsa KOTV. Houston KHOU-TV Indianapolis WISH-TV
M&M X\QLZ%;'*-_‘_ BER . T '

You didn't see it and you missed THE MAYOR AND THE GHETTO: In-depth analysis
something. of relationship between the black and

So take a look at a small sample of white community with comments from black
what’s been going on in five of America’s militants and responses from the mayor.
most vital markets. TEENAGE PROBLEMS: Series of 15 feature

Concerned television. Community oriented interviews with wide variety of experts on many
television. Discriminating television. aspects of teenage problems.

The kind of television that gets tuned in, MODERN MARRIAGES: Three-part series with
talked about and acted on. prominent area psychiatrist and author.
By over 12,000,000 people. HOOSIERS IN THE AIR WAR: Documentary

including on-location footage of area servicemen

That’s the kind of responsible program- : : g L el
serving aboard aircraft carrier in Vietnam.

ming that Corinthian comes up with

consistently. Plus the best news coverage SUMMER SYMPHONY: Series of three concerts

in the business. by municipal symphony orchestra

Don’t let 1970 happen without being (ETeEel el EUelTar [egelilene:

where the action is. TEEN TALENT SHOW: Series of ten features

In the Corinthian markets. in summer news broadcasts showing talented
youngsters.

UNIGOV: Prime-time special on radical
change in scope of municipal government.

THE NUTCRACKER: Program of puppets
produced in cooperation with students from
nearby college.

A ROUND TRIP TICKET TO WAR: Documentary
filmed by station news team in Bangkok,
Hong Kong, Tokyo, Honolulu.

A CONVERSATION WITH: Weekly series
occasionally appearing in prime time, involv-
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Or Hollywood.

Fort Wayne WANE-TV Sacramento KXTV

}

=3

ing in-depth interviews with area leaders
and prominent visitors.

GO DIRECTLY TO JAIL: Documentary investi-
gating condition of 100 year old jail
and reasons why it had not been replaced.

YOUTH ASKS: Weekly series in which high

school students talk with prominent

citizens about wide variety of commuinity
matters such as juvenile crime, the legislature,
teenage drinking, television, and the like.

PSYCHODRAMA: A prime-time special showing
current psychiatric techniques being used

to help disturbed teenagers better understand
themselves and their problems in communi-
cating with adults.

BATTLES OF TEXAS: Widely-acclaimed
historical documentary describing the eight
battles which figured most prominently

In Texas history.

COMMUNITY HOUSING: An in-depth analysis of
urbar_1 housing which pinpointed extreme slum
conditions and analyzed possible solutions.

NEMO THE FLYING WHALE: A family documentary

showing the true life story of a capture of
a killer whale and his care and training
In the local aquarium.

30 MINUTES: Prime-time, once-a-month series
providing in-depth feature material
of area interest.

Lelevision Age, July 28, 1969

HOUSTON’S COLLEGE LEFT: In-depth interview

with members of Students for a Democratic
Society.

THE GRAND JURY AND THE ROOMING HOUSE

FIRE: Detailed analysis of local fire tragedy.

BLACK MILITANTS AT THE UNIVERSITY OF HOUSTON:
Depth interview with member of Afro Americans
for Black Liberation.

SEX IN THE HOUSTON SCHOOL ROOM: Careful
treatment of sensitive but important local problem.
THE NIGHT BEFORE: Prime-time original

drama written and produced by station personnel.
APOLLO 8—SACRAMENTO TO THE MOON:

Story of the contribution that local area plants
made to the Apollo 8 project.

NARCOTICS IN OUR SCHOOLS: Investigative
documentary showing extent of drug problem
in junior high schools and high schools

in station’s coverage area.

Corinthian®
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New Orleans will elect a mayor this year. And the
mayor and his citizenry will inherit a crisis . . .
most of it involving money and the lack of it to
run the city government the way it should be. To
bring this story to the_electorate, WDSU-TV
produced a startling series of five-minute pro-
grams called “City in Crisis,”” each designed to
show the people of New Orleans what the finan-
cial quagmire meant in terms they could under-
stand. Fire and police protection. Streets. Health.
Housing.

The nature of the series was announced on-the-
air and mention made of a free book that cap-

...Most
widely-read book
in New Orleans.
Publisher -
WDSU-TV.

suled the shows: ““‘City in Crisis.” So great wa
the interest that 5,000 requests for this piec
were received before the first program ever rar
And, with orders continuing to pour in, at leas
another 10,000 books will find their way into th
hands of concerned Orleanians. This summel
not another book in New Orleans will be read a
widely as "‘City in Crisis.”

WDSU-TV's contributions to its communit
year after year have helped make it the mos
“helievable'" station in the market . . . a situatiol
that affects WDSU-TV’s advertising, too. See ou
man at Blair for the facts.

WDSU-TV - CHANNEL G- NEW ORLEANS - NBC - BLAIR
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Sweet smell of success

Fred Levinger, vice president of
marketing for Speidel, shoved his
hands in his pockets and faced the
sccount supervisor at Marschalk.

“Let’s run through it again,” he
said. “We’re coming in with a new
line at Speidel—men’s toiletries,
s00d stuff, priced right up there.
We're Speidel, so we’ve got two feet
in the door of just about every
ewelry store you can find—right?

“Why waste that? So we’re going
‘0 merchandise the line in jewelry
stores. But first we need a name—
1 name that tells it all.”

“How about British Sterling?”
«aid a creative director, batting nary
an eye.

And zap—one of the sweetesl
smelling success stories in the young
(this was 1965) but vigorous men’s
oiletries industry began right at
that moment.

If Levinger and Marschalk have
their way, the air of 1969 will be

spiced with similar success of yet

another Speidel men’s toiletries line,
Bravura, which will hit network tv
big come November. But let’s get
back to the matter at hand, British
Sterling.

“We were after a word or two that
would really express the product,”
says Levinger, “and suddenly it was
all there in the name he dropped—
Prestige enough to carry the premium
price points we’d picked, the for-
eign flavor we had to have if we
wanted to play in the same ballpark
as English Leather, Jade East and
the others, and an unmistakeable

hook-in with jewelry in the word

3 .
sterling”.”

The pieces fit. From there on in,
everything seemed to fall into place.
Levinger, an ex-product manager at
P&G, who had perceived the need
for diversification at Speidel and had
decided the direction it was to take,
also pegged British Sterling’s market

miche—gift items rather than self-
Purchase.

Next step was a tag line. No

Television Age, July 28, 1969

problem—“So fine a gift, it’s only
sold in jewelry stores.”

Next, television commercials. From
the word go, Levinger planned on
plunking the bulk of his budget into
tv. “Men’s toiletries is some kind of
volatile market,” he says. “Your
message and your medium have to
be right on target, or else forget
it. We wanted reach and impact,
and that added up to network tele-
vision.”

So much for the medium. What
about the message? Again, no prob-
lem. Speidel and the account group
at Marschalk brainstormed it and
found logical bases to touch at every
turn.

Since it was a line of men’s prod-
ucts market-oriented to gift purchas-
ing, the buy message had to be tailor-
ed to women. Logical.

That fact, and the dignified, al-
most regal name British Sterling
called for a dignified, almost regal
television personality-symbol to front
the commercials—an English “prin-
cess,” for instance. Logical.

Jevinger wanted the commercials
to incorporate a strong visual tie-
in with jewelry stores. Why not have
the princess “deliver” the product to
her man on a gleaming sterling sil-
ver tray? Very Logical.

The true ring. Few things in this
tinsel world ring as true as “British
sterling,” and it would never do to
allow the commercials to ring false.
Okay—shoot them in London. How
logical can you get?

Accordingly, the very personifica-
tion of a lovely, willowy English
princess was located—in England.
Marschalk dressed her in a green
velvet gown, mounted her demurely
side-saddle on a milk white palfrey,
and shot her against Big Ben, the
towers of parliament and the
Thames.

This commercial set the tone for
those that were to follow. Marschalk’s
creative people went after a roman-
tic, almost ethereal aura by filtering
the man in the commercial to face-
lessness, by having the princess lean
down from her seat on the horse to
kiss the anomymous gentleman, (who
by his very anonymity, represents

all men), but by showing the kiss
only as a reflection in the burnished
tray—and upside-down, at that.

The following year, the agency
shot a second British Sterling com-
mercial, this one on Park Avenue at
4 am. Again the princess and the
palfrey, again the simple walk-on
format, again the Shelley-like kiss.
But now a slightly but significantly
different tag line—“So fine a gift,
it’s even sold in jewelry stores.”

For by then, Levinger had put on
a British Sterling sales force (Spei-
del salesmen had been handling it),
and he had broadened the distribu-
tion base of the line to include de-
partment stores and quality drug
stores.

The second commercial also con-
tained what has become one of tv’s
best remembered copy lines: “Make
him a legend in his own time. Give
him British Sterling and vou’ll both
go down in history.”

“That’s our sexy line,” says Paul
Marrocco, who is the supervisor of
the account, “something for the men.
What a way to go down in history.
It clicked from the start.”

The third commercial (all are
20s, by the way, for convenient pig-
gybacking with Speidel watch band
40s) was shot on Long Island at a
military installation, whose classic
Arthurian battlements lend old Eng-
lish authenticity to the background
as the princess palfreys across a
meadow with her man in waiting.

Timebuying for British Sterling
is relatively free of complexities,
thanks to the nature of the industry.
Gift-oriented, premium-priced men’s
toiletries are about as seasonal as
merchandise can get. So Speidel
and Marschalk simply stacked their
tv deck for Christmas and Father’s
Day.

The statistics are right there on
the wall. In department stores,
where the great bulk of this mer-
chandise is moved, 50 per cent of
annual sales are made in December,
two-thirds are sandwiched into the
fourth quarter, and 75 per cent are
done during the months of June
(Father’s Day), October, November
and December.

So sure was Speidel that tv held
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SERVING WASHINGTON WITH CONVICTION

“Harambee’’—A thirty-minute week-
day morning program of cultural, political,
economic and educational interest to the
black community.

“Washington News Conference’'—
Problems? Indeed. The capital and its suburbs
have their share. But they are aired fully on this
WTOP-TV series, where authors, newsmen
and columnists interview community officials.

“Black Experience''—Produced ir
conjunction with Federal City College, this
new series will illustrate the black man's polit-
ical and economic progress through a lively
educational approach.

‘Congressional Editorials”’—Con-
gressmen and Senators from both parties ap-
pear on ‘‘Martin Agronsky’s Washington,” ex-
pressing their views on a variety of issues.

wraPr-1v

A POST-NEWSWEEK STATION, WASHINGTON, D.C.
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Survey of stations shows

that locally-originated programming,

though not always profitable

is vital to a station’s image

Thumbs up on local shows

L w}latever the reasons, stalion execulives agree
~  that more locally originated programming is n
the cards.

That was the consensus that surfaced in TELE-
vISioN AGE’s 12th annual public affairs pro-
gramming survey, which also showed that local
live programming is currently split just about
down the middle between news on one hand and
information-education-public affairs on the
other.

An analysis of the survey revealed that the
larger stations are for the most part the most
active in public affairs. Large outlets (those
with annual revenues of over $3 million) aver-

Television Age, July 28, 1969

age 20 hours and 10 minutes of local program-
ming a week; medium-sized stations ($1-3 mil-
lion) put on 15 hours, 25 minutes, and small
stations (under $1 million). 11 hours, 10 min-
utes.

The survey points up the importance of news
programming by disclosing that, on the average.
clations devote half of their locally-originated
programming Lo news. Looked at from the point
of view of non-news programs, here’s the aver-
age amount of weekly hours devoted to this
calegory: large stations, 10 hours, 20 minutes;
medium, seven hours, 40 minutes; small, five
hours, 40 minutes.
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LOCAL TV

20 hours

10

Average hours per week
of locally-originated

programming

~
3
-
<
&

2() Total (excluding newy)

Annual station revenue ($ millions)

28

over 3 1.3

under 1
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‘Local programming is what sets a station

Size does however, determine the
types of programs a station is likely
to carry in its local slots. News-
oriented discussion programs led on
large and small stations, but religion
was the most common type of show
among medium-sized broadcasters,
followed by children’s shows, then
news-discussion.

Of some 294 shows described by
the large stations, 53 were news-dis-
cussion (18 per cent), 50 were re-
ligious (17 per cent) and 36 educa-
tion-information (12 per cent).

Of 390 programs carried on me-
dium-sized channels, 68 were religious
(17 per cent), 55 were children’s
(14 per cent), and 47 were news-
discussion (12 per cent).

Smal] stations, logging 179 pro-
grams, divided the most popular
among news-discussion (35 for 19
per cent), children’s (31 for 17 per
cent), children’s (31 for 17 per cent),
religious’ (21 for 12 per cent) and
music (18 for 10 per cent).

Most station owners, managers and
program directors believe local live
programming will expand because
stations are feeling strongly an ur-
gency to involve themselves in the
happenings of their communities.

One program operations manager,
Fred Barber of watv Charlotte, sum-
med up the opinion of many broad-
casters: “The future of local tele-
vision is live programming. This most
important service can only be pro-
vided by local tv—it’s what sets the
local station apart, builds its image,
makes it irreplaceable to the viewer.”

“Pressures” from outside sources
were also named frequently as rea-

sons that local stations will impu
and increase their local involvenal
—pressures from Washington r
more local programming; competin
from cable tv operators, netwos.
syndicated shows and, potentiy.
from direct satellite-to-home tris
mission.

Observed Ken Owens, assisil
manager, WSBT-TV South Bel:
“More stations, plus catv, will fiz
ment the audience, making localiv
more ‘local.” ”

Daytime leads the way

Other trends which surfaced ci-
ing the survey indicated that the «y
slot was the most popular time
local programming, and that mil
station-produced shows ran half n
hour or less. But how often they i
is another variable of station size.

On a small channel, they’re s
likely as not to appear five day:a
week, but on a large station e
chances are they’ll be viewed <y
once a week.

As to the most numerous types |
local shows presented, and =
chances of inclusion on an avere
station’s log, this was the statistid
breakdown:

Religious (16.1 per cent); nev
discussion (15.6 per cent); ck-
dren’s (13.5 per cent) ; public affa’
(10.6 per cent); music (81
cent); education-information (%
per cent); agricultural - gardeni.
(6.8 per cent); women’s-home (&
per cent); sports (5.2 per cent
entertainment (3.5 per cent); te
(1.8 per cent) and business-emplo
ment (1.4 per cent).

Television Age, July 28, 19



ks it irreplaceable’

Shows which did not fit into any

the above categories—exercise

d travel, for example—accounted
r 3.1 per cent.

Some 170 stations responded to the
rvey; of these, 53 were classified
, small (with annual revenues of
ider $1 million) ; 71 were medium-
zed ($1-3 million) and 46 were
rge (over $3 million).

In all, 863 locally-originated shows
ere included in the survey, exclu-
ve of news programs.

The larger stations produced the
ighest average number of local
10ws, 204, or 6.4 per station. Me-
ium-sized stations entered the largest
tal number of shows, 390, which
roke down to 5.5 per station. Small
tations contributed the smallest to-
1], 179, and the lowest average, 3.4
.er station.

Public affairs and education-infor-
nation programs took a sharp drop
n popularily as stations decreased in
iize, the survey showed. Public
affairs, for example, fell from 12 to
Il to 8 per cent as stations got
imaller, while those in the education

igroup slid from 12 to 6 to 3.8 per
icent,

Small stations dig kids

Conversely, children’s shows im-
Proved in popularity as stations got
dmaller. From a low of 10.5 per
tent on large channels, the interest
In kids’ programs rose to 14 per cent
on medium-sized stations to 17 per
tent on small ones.

A§ to be expected, the most popu-
lar lime for local programming was
during the day, with 80 per cent of
the applicable shows slotted into the

Television Age, July 28, 1969

Local cameras
cover the commun-
ity: In New York
(top) WPIX-TV's
Marc Howard
interviews a young
Harlemite; in
Baltimore, WMAR-
1v’s June Thorne
(above, right) hosts
“Woman’s Journal”
show on volunteers
who taught in
city’s school sys-
tem; (right) still
on film shot by
crew from KSTP-TV
Minneapolis,
showing station’s
DC-3 delivering
blood to tornado-
stricken area in
lowa.




9 a.m.-5 p.m. bracket. Early evening
was the second most popular time
period (10 per cent), primetime was
next (5.7 per cent) and late night
was last (4 per cent). These figures
were fairly constant regardless of
station size.

As to length of individual shows,
77 per cent were 30 minutes, and
only 5 per cent were longer than an
hour.

Larger stations showed a tendency
to use slightly longer shows than did
smaller stations. In the 31-60 min-
ute category, the over-$3-million
channels programmed 24 per cent of
their shows, compared to 18 per cent

for small stations and 13 per cent
for medium-sized stations.

More than half (59 per cent) of
all local programming reported in
the poll was presented on a once-a-
week basis. This compares with 30
per cent on a schedule of five times
a week or more, and only 4 per cent
in between.

Of the 179 shows wmentioned by
the smaller stations, half were on
five times a week or more, while 47
per cent were on once a week. This
compares with 67 per cent for once-
a-weekers and 27 per cent five-times-
or-more on the large stations.

(Continued on page 70)

Types of locally-originated programs (by per cent)

Large Medium Small All
stations stations stations stations
Stations reporting 53 71 46 170
Type of show o
News-Discussion 19 9% 12 9 18 % 15.6%
Religious 12 17 ’ 17 16.0
Public Affairs 8 11 12 10.6
Education-Information 3.8 6 12 7.8
Children’s 17 14 10.5 135
Teens 1 23 23 1.8
Women-Home 8 4.6 44 53
Agricultural-Gardening 6.7 7.9 54 6.8
Sports 8 4.3 44 5.2
- Music 10 8.4 6.4 8.1
Business-Employment LS 1.7 13 1.4
Entertainment 2 43 29 3.5
Other 16 5.6 3.1 3.1
) Total programs 179 390 294 863
Per cent of all programs 21 % 45 % 34 Y

Note: Large stations are those with annual revenue of $3 million or more, medium
stations cover those in the $1-3 million bracket, small stations, under $1 million.

30 °
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wor-tv New York presented program
n “How to Stop Smoking” (above)

n which studio audience and viewers
went through cigarette withdrawal;
(right) Houston Police Department
demonstrated various duties of the
policeman in “61 Reisner Street,”
presenied on Krre, in which tragedies
of traffic accident were depicted; (far
right) CBS news correspondent Harry
Reasoner and his 21-year-old son
Stuart engaged in 15-minute
Spontaneous dialog on the generation
8ap, “Pull the House Down,”
Presented initially on wesu-1v
Philadelphia.




LOCAL TV

Public affairs: The torch cools

Community programming
is getting away from the
burning issues of the day,

nationwide survey reveals

f any implications can be drawn

from the public affairs program-
ming considered to be outstanding
by television stations across the
country, it’s that their shots were
more widely scattered last year than
in the past.

The 12th annual TELEVISION AGE
public affairs survey indicates that
programs on urban crises and racial
tensions appeared to have given way
to shows on less burning issues, such
as consumer education, the law, reli-
gion, the emotionally disturbed child.
Or so it would seem from the fact
that almost half the programs cited
by 170 stations in the most recent
survey turned up in the “various” or
“miscellaneous” category this year.
A year ago, 25 per cent of the shows
rated as exceptional by the stations
were scored in this column, trailing
race relations in many cases.

Figures, of course, can be decep-
tive. Stations which named as their
most effective community affairs pro-
grams continuing series of, say, panel
discussions or interviews with local
dignitaries might have covered all
the burning issues of the day and still
have labeled the show “various.”

Or, this tendency may indicate
that stations are putting more em-
phasis on continuing community ser-
vice (22 per cent of the shows singled
out in the survey were series of 24
or more installments), or again it
may indicate that the public has been
satiated with studies of urban affairs,
dope addiction and poverty, and
wants to learn more about other
things.

Programs on youth, campus unrest

and education, for example, showed
good increases over the year before.
About 11.2 per cent of the shows re-
ported were in these areas, compared
to 10.6 per cent on racial tensions, 9
per cent on drug abuse and 2.2 per
cent on poverty.

This contrasts with last year’s 33
per cent inclusion of racial matters
by large stations (those with annual
revenues of more than $3 million),
12.5 per cent by medium-size stations
($1-3 million) and 7 per cent by
smaller stations (under $3 million.)

In the small markets

Small markets make an especially
interesting comparison. Since they
serve relatively small rural areas, far
removed from urban problems like
drug addiction and racial conflict,
stations in these markets showed little
interest in the past to explore the
problems of the cities.

However, this myopic view seems
to have changed in the past year.
Racial matters tied with politics as
the most popular public affairs sub-
jects aired by small stations last year,
each subject accounting for 10.4 per
cent of the small station total. On the
racial subjects, this figure compared
to 6.6 per cent in the middle markets,
and 15 in the large markets. There
was an increased emphasis also put
on drug abuse programs, 5.9 per
cent, in the small market areas,
though it didn’t quite account for
the same amount of attention given
this subject by medium and large
size stations (10.6 and 8.5 per cent,
respectively).

A year ago, narcotics were ignored

On the scene in Phil-
adelphia, WFIL crew for
“Something for Nothing”
shoots on street corner;
(below) a KMTV foreign
correspondent interviews
one of 350 Omaha
servicemen, near battle-
field in Vietnam: (bottom)
“Jobs Now” co-hosts tell
viewers about opportuni-
ties in the Twin Cities
area over wcco; (right)
Ben Hunter, on Xt1v Los
Angeles, interrupts
Thursday movie to present
“special needs” children

for adoption. Live seg-
ment resulted in place-
ment of more than 150
orphans.
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completely by the small market sta-
tions in naming their top shows.
Those in medium-sized markets at-
tributed 7.4 per cent of their high
quality shows to this subject. Those
in large urban centers put the per-
centage at 5.1.

Politics was perhaps the subject
of greatest concentration by public
affairs  departments in stations
around the country during the past
year. Since it was an election year,
interest in candidates and issues was

high.
Big with small ones

Small stations programmed 10.4
per cent of their outstanding pro-
grams on politics, more than twice
the amount given to political issues
by medium markets (4 per cent) but
only a little less than the 12.7 per
cent set aside by large stations.

In the previous year’s survey
(which ended shortly before the na-
tional election), politics accounted
for 11.5 per cent of the shows cited
as outstanding in the smaller mar-
kets, 6.2 per cent of the first-rate
public affairs programming in the
middle-sized markets, and 2.6 per
cent of the leading public affairs
shows in the larger urban markets.

Shows on mental and physical
health, and related topics like smok-
ing and air pollution, accounted for
5 per cent of the public affairs pro-
gramming called best by the stations
responding to the survey. By station
category, this broke down to 5.9 per
cent of the shows presented in small
markets, 5.3 per cent of those in the

(Continued on page 72)

33



veryone had been talking about
E the climbing cost of commercials
production, but nobody had really
done anything radical about it—until
a few weeks ago when Dovle Dane
Bernbach hauled off and jumped
right into the middle of the produc-
tion business.

DDB shook up the advertising and
production {raternities with its an-
nouncement that it had bought Lux-
Brill Productions, a fully equipped
facility on New York’s West Side, re-
christened it The Directors Studio,
and plans to produce about one-third
of its commercials there.

DDB won’t say how many com-
mercials this adds up to, but their
competitors were willing enough to
offer estimates. Most agreed that the
agency will be producing more than
100 commercials a year.

Several questions surround the
DDB move. For example, can the
agency bring in commercials for less
than a regular production house?
Will the commercials be as good as
those they’re getting now, or better?
Can an agency make a profit on com-
mercials it produces while still tak-
ing its full 15 per cent commission?

DDB is not the first agency to
enter the commercial production field,
but its purchase of a fully equipped
studio for the production of finished
commercials appears to have been a
first.

Others have found it to their ad-
vantage to crawl where DDB has
leaped. With a two-month head start
on DDB, Lois Holland Callaway is
also a producer of commercials.
LHC, however, prefers to rent facili-
ties as they are needed. Where DDB
produces only a percentage of its
total commercials, LHC is doing all
of theirs. According to agency presi-
dent George Lois, there have been
no complaints from clients so far
(the agency has done commercials
for eight to date).

Other agencies are taking other
routes to reducing commercials pro-
duction costs, most of them related
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DDPB’s first commercial
by its own studio

was a location production
for Polaroid. Pointing is
director Lee Tredenart,
while to his left agency
creative director Robert
Gage, a model and Perry
Como take a break. At
right, Lois Holland
Callaway president
George Lois shows a
model how to gesture
during a commercial he
produced (without a studio)
for J.P. Stevens hosiery.
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ynaking long-term agreements with
pduction houses based on volume,

o costplus deals incorporating
oranteed markup for the produc-
11 house.

teportedly, both J. Walter Thomp-

. and Lennen & Newell have such
| vangements with the big MPO
i eotronics studio.

3ut DDB’s purchase of a studio
i production facility is by far the
fist ambitious cost-control step yet

lincy’s action in setting

jijown commercials studio

ken by an agency.

| DDB purchased a four-story fa-
lity at 527 W. 45th St., New York.
I's headed by Hugh Branigan, form-
I DDB vice president in charge of
B toadcast. The full-time staff of 11
llcludes an assistant cameraman,
ifice manager and editor, among
 thers.

While Branigan is in charge of
“umning the studio, creative control
i the responsibility of Bob Gage,
| xecutive vice president and creative
irector of the agency.

How does The Directors Studio
igure to save money for Doyle Dane?
}y its small staff, for one thing (ac-
ording to Branigan, 11 bodies are
he minimum required to keep the
tudio in business).

Additional staffers will be hired
vhen they are needed on a temporary
i free-lance basis. If the volume of
Jusiness warrants it, more full-timers
‘an always be added later.

Among people not on the stafl are
sallesmen, directors and cameramen,
the latter two classifications notorious
for their high salaries. No need for
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salesmen in a setup like this, but what
about directors and cameramen?
They will be hired on a free-lance
basis.

Directors, however, won’t always

be an added expense, since several
DDB producers have director’s cards
and they’ll direct many of the com-
mercials.
- The agency declines to elaborate
on a press release it issued stating
that art directors would be directly
responsible for the “execution” of
much of the commercial production.
Observers feel this may mean that
the agency producer-directors would
either work closely with the art di-
rectors or let the latter supervise the
outside directors who will be hired
from time to time.

When the agency producer is serv-
ing in his normal capacity, he is on
the agency payroll and his services
are covered in the agency commission.
When he works as a director, how-
ever, his services become billable to
the client.

This can work to DDB’s advantage
in either of two ways. The agency can
trim its bids by about $2,500 (that’s
the sum which the 4A’s report on
commercial costs quotes as the aver-
age director’s take). Or it can quite
legitimately bill the client for the
producer-director’s services as direc-
tor, which would, in effect, tuck the
$2,500 right back into the agency’s
pocket.

Cutting no throats

Branigan emphasized that The Di-
rectors Studio is out to cut no throats,
that it simply wants to give its clients
“an honest shake.” He added, how-
ever, that the studio would certainly
seek to make a profit (an understand-
able position for a publicly held
company). Branigan emphasized that
the studio- will bid on commercials
for DDB clients as would any other
production house, and that it will get
the work only if its bid is low.

“We couldn’t in good faith try to
convince our clients to use our pro-

duction facility if we didn’t have the
lowest bid,” he remarked.

Branigan adds, “If I find 'm not
bidding low enough to keep the studio
busy, I'll just have to take a lower-
profit.”

Some observers say it’s difficult to
believe there won’t be some concerted
attempt at the agency to “keep the
studio busy.”

LHC does its own
Although Lois Holland Callaway

doesn’t have permanent facilities, it
has been doing all of its own produc-
tion for the past two months, with
results that George Lois describes as
“sensational.”

LHC went into the commercial
production business because “we
think we can make them for less.”
Management also felt they would gain
greater control over commercials, at
the same time freeing themselves to
hire almost any director they wanted
on a free-lance basis.

One of the advantages of self-pro-
duction that Lois cited is “the ability
to do things at your own convenience,
not at the convenience of the produc-
tion houses. Lois can set up shooting
schedules at times of his own choos-
ing. Since he rents production facili-
ties near his office, he spends little
time criss-crossing the city in cabs.
He uses an editing service located
right around the corner, so he can
visit it frequently and check on what’s
being done.

Since LHC started doing its own
production the agency doesn’t ask for
bids anymore. Lois points out that
he spends so little on production that
clients seldom question costs.

The agency does, of course, make
money on production, but in the
process it manages to save clients 15
to 20 per cent, according to Lois.

One of the main routes to cost-
cutting is the elimination of waste.
Formerly, when Lois used a produc-
tion facility he left many decisions
to them. One or two pre-production

{Continued on page 86)
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Ithough Doremus & Co. long

ago earned a solid reputation as
an outstanding agency specializing
in financial accounts, this same spe-
cialization proved a stumbling block
when Doremus decided to go after
consumer products advertising.

The agency’s strong position in
the financial community, where it
bills $30 million, made it extremely
difhcult to land new accounts outside
that area. The solution was to start
a new agency, a wholly owned sub-
sidiary of Doremus, which could
handle consumer products. The new
agency is Sapan Baer Plyer Lehman.

In the 16 months of SBPL’s exist-
ance it has landed 16 accounts. Five
of these are included in the Fortune
Magazine listing of 500 major U.S.
companies. These include products
or segments of the advertising of
American Broadcasting, American
Machine & Foundry, Frankfort Dis-
tillers, SCM and Johnson & Johnson.

In all, the agency bills just over
$5 million of which about 20 per
cent is in television.

The agency would like to corral
more tv-oriented accounts, however.

“All the principals of the agency
have extensive tv backrounds,” ex-
plained Lee W. Baer, account man-
agement director. “As a result, we'd
feel more comfortable working on
tv-oriented accounts. The clients we
have in the shop now, however, are
just not into tv.”

These include Johnson & Johnson,
Carefree Tampons, Carstairs and
Hunter whiskeys and Catto Scotch
and Strouse Adler Co. foundation
garments.

Max Sapan, the agency’s creative
director, has a background in adver-
tising (much of it in tv) which goes
back to the late 40s when he was a
copywriter for J. Walter Thompson.
He worked on Ballantine Beer, Chase
& Sanborn, Ford and White Owl
Cigars there.

In 1964, after periods with four
other agencies, Sapan opened his own
shop, Durand-Sapan. It was this
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Doremus’
dream
come
true

Financial agency’s
consumer arm,
Sapan Baer Plyer Lehman,
lands 16 accounts

in that many months

agency from which SBPL sprang.

When the Doremus management
began looking around for a consumer
agency, they decided buying an
established one would be the best
way of opening a shop. Emerson
Foote was being considered for a
while until it was snatched away by
Bozell & Jacobs. It was then that
Doremus began thinking about start-
ing its own agency.

They formed Project 68 which was
the first phase of the Doremus con-
sumer program. Heading the agency
was Baer, former president of Emer-
son Foote, who served as chairman
and chief executive officer. With him
was Robert Lehman, executive vice
president and marketing services
director. Robert Plyer was the presi-
dent of Project 68, but has recently
resigned from the agency.

Project shared offices for its first
six months with Durand-Sapan.
Doremus considered D-S as a merger
possibility, and it was six months
later that the merger, the second
phase of the expansion program, was
completed.

The agency operates on the prem-
ise that the only way to make a profit
is to cut through the layers and have
each function go through as few
hands as possible.

They believe that there are only

a certain number of layers thr)
which a creative idea can suiye
whether it’s a concept for a camjig
or a media buy.

As a result, while the agenc i
not a skin and bones operatia i
relies on using a small numbe of
top people.

Lee Baer, the account manage:f
director, while president of Emeon
Foote had direct supervisory e
sponsibility for WTS-Pharmacift.
Norcliff Labs and Jeffrey Mai.
Prior to that he was at BBDO w:«
as a group head, vice president nd
member of the new products comniir-
tee he had account responsibilies
for Warner-Lambert’s Bromo-Sels1:
Sterisol, Efferdent and new produs:
and Chock Full O’ Nuts coffee.

Robert Lehman, marketing sertes
director and agency executive te
president, came to SBPL from Fink
B. Sawdon where he was a senior c¢
president. His client responsibiles
included the ABC Radio Network 1!

Party Tyme cocktail mix.
Director at TK&L

Prior to that he was a vice pni-
dent and director of merchandiig
and sales promotion {or Tathi
Laird & Kudner with product s
perience on DuPont drugs, Md
products, Goodyear, General Te
phone and Sylvania.

Along with Sapan, these two 1¥
direct the operation of the ager,
which for the most part is auto):
mous from Doremus.

There are some exceplions to ts
however. Doremus handles the ¥
counting and billing chores for bd
and SBPL also shares a research ¥
partment with them.

One of the interesting featuresil
the agency is what they call thr
two and one-hall woman me#
department. Jane McCarthy, whe
cxperience includes working Il
Ifarvey & Carlson as assistant to ¢
media director at SSC&B as a bul
and at Ted Bates, is the me#
director. Her ‘assistant is Mai
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"ucker who came to SBPL from Me-
‘ann-Erickson, where she was a
Juyer.

The “half” of the media depart-
nent is a computer. The agency is
‘ed into the Telmar Communications
Sorp. computer. By dialing a specific
elephone number for a specific type
)f program, and then typing into a
pecial keyboard, Miss McCarthy can
»btain reach and frequency estimates,
an tap the computer for media in-
{ormation on any market and can
Jetermine budget breakouts, and
will then allocate advertising levels
based on national sales.

Obvious advantages

“The advantage of such a system
is obvious,” points out the media
director. “We are saved the trouble
of doing tedious time-consuming re-
search, which is generally nothing
more than clerical work. We let the
computer do the work, and then we
simply analyze the results.”

Another benefit of the computer is
that it can be fed information about
a client’s sales and levels of advertis-
ing in the past. This information is
permanently stored in the computer’s
memory banks until the agency has
no further need for it.

The media department can later
tap the computer for information
without the necessity of feeding it
the basic information already stored
in its banks.

The basic source of information

in the office is BRI, which Miss Mc-
Carthy relies on for reach and fre-
quency estimates. These are used for
basic information when the scope
of the compuler isn’t needed.
. The agency’s creative department
1s under Sapan’s control. As a man
who’s worked on all types of cam-
Paigns for many clients over the
Years since he began in the business
as a radio copywriter after the war
Sapan has some definite ideas about
Crealive advertising.

He enjoys wriling tv campaigns

(Continued on page 82)
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Robert M. Lehman (r.)
is the agency’s marketing
services director, while
Lee W. Baer (below)

is cccount management
director.

Jane McCarthy heads
Sapan Baer Plyer

Lehman’s “two and one-

half woman” media de-
partment. At left,
creative director Max-
well Sapan watches as
photographer Lee Kraft
shoots for Carstairs
whiskey.
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Billion-dollar firm’s
corporate ad
approach will stress
products, not image,

in television debut

Borg-Warner isn’t the first ad-
vertiser to pitch the industrial
buyer via television, but it’s not
likely that any industrial account
has gone about it in such a straight-
forward way as B-W plans to in the
next year and a quarter.

True, B-W wants to burnish its
image. However, the advertising
will contain a hefty proportion of
direct product sell.

B-W makes its corporate debut on
television this September. From
that time through calendar 1970 its
corporate ad chips will be placed
entirely on an NBC.TV campaign
plus print tune-in advertising. Shar-
ing the cost will be part of the bud-
gets from two divisions. Since all
B-W divisions are autonomous profit
centers, the two entities will be dis-
playing a no-nonsense approach in
their commercials.

The thinking behind B-W’s ad
philosophy is illustrated by recent
remarks of Douglas Mueller, director
of public relations and advertising.
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“One thing we’re not going to do
is show a rocket blasting off and
brag about our contribution to,
say, the gimbals. When people see
that kind of advertising, they have
only one reaction—who cares! I
hope people who watch the shows
won’t be able to tell the difference
between the corporate and the sell-
ing ads.”

The television campaign will cost
B-W around $2.7 million and the
corporate part of that is almost twice
what the company usually spends.

B-W’s program buys
B-W bought from NBC-TV a 90-

minute special on renowned pianist
Arthur Rubinstein September 5 and
the first hour of 12 First Tuesday
programs in 1970. The NBC news
package cost the client $2,125,000,
which comes out to not much more
than $25,000 a minute. This is not
bad, though, of course, all three
networks usually make generous
deals in the news/documentary/cul-

no-nonsense
industrial sell

“First Tuesday” stills
give idea of the variety W
. and immediacy of the
NBC show into which B
Warner has bought for |
1970. -

ture area for obvious reasons.

In addition to the cost of the pi
gramming, B-W is spending $100,00)
in tune-in advertising directed at i}
business and financial communilii
And the company will allocii
around $500,000 for commerciad
nearly 25 per cent of time and pif!
gram costs, certainly a higher-thail
usual ratio for the “typical” netwu
advertiser.

Industrial corporations commori#
spend less than 1 per cent of sal
for advertising and with B-W sal
currently running at the rate of §
little over $1 billion a year, the col®
pany’s proportion is close to 3 pi¥
cent. However, recent advertisii
had been running at a lower-thall
usual rate to build up a kitty for 1l
major television effort. '

All of which is prelude to
(uestion: What is B-W shooting a

Primarily, says Mueller, industrif$
decision makers—the men who spel
ify capital goods and componel

(Continued on page 7%
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ond . . . not in the old Southern
tion, but in a_new perspective.

come a capital of growth.

8

Mle. industry and government have
n}lally moved and expanded: ipto
| fichmond market, establishing
f mond as the gateway to the South.

§ | feel it's about time we defended

former Capital of the Confederacy:
. billion, and retail sales account for over

ce the days of Robert E. Lee,-

5

caplta mcome in the Southe st.
Effecflve buylng income is over $27

$900 million.

At WWBT we're domg thlngs to cap-
ture'a big share of this market for ad-
vertisers. We're making programming
changes addlng new. personnel and

Defensc
chmo

_ 'promotlng WWBT -as a leader in the
" great tradition’ of Jefferson Standard

Broadcasting Company:.

' We could goon and on in defense of
Richmond, Virginia. But it all’boils down
to one fact; it’s the perfect market for
your TV.dollars.

WWBT/RICHMOND

Jéfférsdn Standard Broadcasting Company/Represented by ()



special delivery

We received hundreds of letters and many awards for our investigation of
teen-age drug abuse in Houston. We also received this “Death Kit” from an
~ anonymous viewer. It's no joke. It's the real thing.

If just one kid “Kicked the Habit"” from learning the facts revealed in our
- “Experiment. in Disaster,’ we feel successful. We also feel encouraged to continue

Houston’s only full-scale research project into the frightening growth of youthful
~ drug abuse in our city.

~ Capital Cities Broadcasting Corporation
Represented by Blair
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Cut those costs!

fe number one concern with the television busi-
today is runaway prices. The problem embraces
jsrams, sporting events, tv time, but especially the
L. of commercials. Program prices are in the control
ihe network today, and, although the cost is a pass-on
, the adjustment comes in negotiations for costs per
(mercial minutes in a package deal with the networks
jimeans of the advertiser paying a premium price for
. rated shows and getting a bargain price for lesser
nd shows—thus averaging efficiently. Sports prices
2 set by supply and demand, and not much can be
de about them. Therefore commercial prices are the
o7 costs directly under the control of the advertiser
a his agencies. What then is being done about this, the
2| cost factor?
" he first reaction of the advertiser to his commer-
.|| expenditures is to raise his head and let out a howl
Wianguish. In his experience from recent broadcast
\lyrs, the prices have been rising disproportionately to
Wl cost of doing business in other areas. Analyses are
lng made by every major advertiser with varving
alts, and highly diversified plans for improving
iesiency without sacrificing quality are being drawn
it This is a highly desirable goal, but is it really at-
i hiable?
jeveral approaches to the problem have bheen some-
Jiat incestuous. Bristol-Myers is experimenting with a
"llise film production company headed by an experi-
/ted film producer on salary to them. lHe, in turn,
'Iles crews and personnel as needed. The trick here is
"Ifigure if the overhead incurred by Bristol-Myers in
lintaining a staff to produce film is equal to or
s than the markup by film houses, which bid on a
igle job only.
BM must calculate space, benefits and idle time of a
'ff when, because of seasonal slumps, they are non:
sductive. The rest of the balance sheet must be a
alitative judgment as to whether the end result is
-good with a single stafl producing as it is with using
lxltiple creative talents from various staffs.
Lorillard, before Leow’s took over, actually wrote
& commercials for Kent and produced them within the
(Vt?rtising department with some success. Other ad-
rhisers are doing the same kind of experimenting now,
Il others will start in the near future. The spectre
| house agencies begins to rise again after everyone
ought they were historical. Part of this philosophy 1s
le to increasing doubt about the efficiency of the agency

-;mddle man in the complex world of filming a commer-
al.

W

Th‘e agencies themselves are also doing some experi-
enting in this field. As analyzed in a feature article
*ginning on page 34 of this magazine, Doyle Dane
embach has bought a film studio and expects to do a
ird of its total volume there. The problem here is that
B must make money on its investment as a duty to
3 stockholders and therefore is, theoretically, merely

—
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substituting its own film house for an equivalent
service. A conflict of interest is also implied here in that
DDB, to be successful, must favor its own house. Ad-
vertisers have been known to comment that this sort of
thing hardly attacks the basic problem.

Other agencies have coveted the markup normally
given to film jobs by commercial houses. As the profits
get thinner, they look to this as a way to control costs
and simultaneously get a piece of the profit they gen-
erate. Large agencies and small ones have tried this
experiment. To date, there has been no definitive con-
clusion, but on the surface it looks as though most ad-
vertisers will take a dim view of eliminating the com-
petitive bid controls and having an agency take a
40 per cent or higher markup over film cost when the
advertiser feels the agency has already been paid a fee
or 15 per cent for services rendered.

All of these stop-gap experiments lose sight of the basic
reason for the increases. That is, normally the industry
has had a series of checks and balances between cre-
ative, production and management. The end result of
this system was to restrict writers from turning out
storyboards that had scenes that led to excessive pro-
duction costs—for example, crowd scenes and foreign
locales.

Now it’s a whole new ball game. These days, even the
heads of agencies are creative men. This is a revolutionary
step in the development of agencies, but it leads to prob-
lems of keeping costs down. Under the new system, the
wilder the idea and the more unique the film, the better.
Okay, fine. But the piper has to be paid, and the

Even a fish can see that costs have agencies on the hook.

client must either accept the fact that big ideas cost big
money and go ahead and amortize the showings over a
longer period of time, or else accept the principal that
lhe extra cost gives more value in sales impact and take it
from there.

The uneasy feeling about film costs has permeated all
levels of the economy, now that stocks are down, money
is tight, and the deflationary acts of the government are
beginning to tighten up profits. There will be many
more experiments and upheavals until a final decision is
made. Meanwhile, companies, agencies, film production
houses and treasurers are ever vigilant to the new
changes.-—J.B.
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Film/Tape Report

ONE-LINE COMMERCIAL

There isn’t a prison dining hall
that looks like the ones from the
prison movies of the 40s and 50s, so
when N. Lee Lacy was tapped to do
an Alka-Selizer commercial which
takes place in a prison they simulated
one.

Their prison dining hall had every-
thing familiar in the late-night
movies—lumpy gravy, soggy pota-
toes, prison uniforms on 260 extras,
and familiar faces like George Raft,
Mike Mazurki and Robert Strauss.

It was discovered it would be
cheaper to shoot the commercial in
Dallas, but pre-production was done
in New York and coordination in
Los Angeles.

Ty oy - . S

Director Lee Lacy (r.) tells George Raft
how to gripe about his food . . . as if Raft
hasn’t played prison parts enough to do it
by heart.

The commercial begins with the
prisoners filing into the dining hall.
They sit down and are served some
of the hundreds of pounds of meat,
735 pounds of potatoes and six gal-
lons of lumpy gravy. The camera
pans in on the food as the prisoners
become restive.

Grumbling, George Raft picks up
his tin coffee cup and begins banging
it on the table. All the prisoners fol-
low suit. After a few secands, the
mass-mumble becomes clear and the
cry “Alka-Seltzer, Alka-Seltzer, Alka-
Seltzer . . .” is heard. It’s the only
line spoken in the spot.

Burp!

NEWSFILM BY SATELLITE

The upcoming trip of President
Nixon to Romania and Asia could
well be the first newsfilm item to be
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transmitted via satellite by CBS En-
terprises’ new service.

More than 100 stations in Aus-
tralia and Japan already subscribing
to CBS newsfilm service have signed
up as the first overseas outlets to pick
up newsfilm stories off the satellite.

The stations have agreed to take
24 stories on a shared-cost basis. As
more stations sign up to take the
service from the same ground station
regions, the cost to each station will
drop, says CBS Enterprises.

CBS News editors will decide
which stories are important enough
to rate satellite transmission. The
rest will be put in a can and sent
via air, the way they’ve always been.

Willard Block, vice president for
international sales, believes this is a
step which will eventually lead to in-
stantaneous inter-continental trans-
mission of tv news by satellite on a
daily basis, worldwide.

WHOLEY ENTERS SYNDICATION

Cincinnati, located in the southern-
most part of Ohio, will soon have
something else besides the Reds to
export. The Dennis Wholey Show,
a 90-minute talk-variety show al-
ready sold in 22 markets will be pro-
duced there. The reason for Cincin-
nati as a base is two-fold. It is the
home of Taft Broadcasting which is
syndicating the show and whose pro-
duction facilities will be used. There-
fore, the cost for facilities will be
minimal.

Previous to this new
Wholey was leading a double life
hosting the ABC-TV game-show,
Generation Gap and doing a tele-
phone-talk show out of Cincinnati.
During the fifteen months the talk
show was on, Wholey proved that
such notables as Paul Newman,
Christine Jorgenson, Skitch Hender-
son and others would make the jour-
ney to Ohio

One reason is that Cincinnati isn’t
the rat race that exists in New York
or L.A. and appearing there is almost
a vacalion.

Wholey says his new show won’t
have call-ins but will probably have
call-outs to anyone interesting—*the
Pope if I can reach him.”

The show will include interviews
with anyone with something inter-

show,

esting to say. Wholey says thaj,
doing the show in Cincinnati, ey
can take their time to find out va
viewers really want to see, make s
takes and then move on with a cleey
idea of what is expected.

A safety factor for the shovijs
that the contract (already pickecip
in 22 markets) is for one yea R
Associates will produce the showard
Taft.

Roger Ailes, the former execuya
producer of the Mike Douglas Sk,
who recently served as executive o
ducer for Richard Nixon’s televi
campaign, will be producer of je
Dennis Wholey Show.

NO-GAL’'S LAND

By and large, the area of video 13
equipment has been reserved for nn
While CBS reportedly does have sue
girls in the program area who m
playbacks, editing and recorqg

have been a man’s domain.
Teletronics has decided to try id
change that with a training progim
for women. Two girls, Rita Sitrk
and Linda Kahans, are being taui
to operate Ampex 2000 B recorcs
and VR 7800 one-inch records:

Dave Byrnes (l.) looks on as Arnold Da
tape supervisor, explains a 2000 B to

Sitnik and Linda Kahans. |

Titled assistant editors, the girls
assist in electronic editing, dupif
mixing and transfering of audio
video images from film to tape |
both 35 and 16mm.

Dave Byrnes, vice president 1
charge of post-production at Té&
tronics, explained that women h#
been in film editing for years
that there’s no reason they ca
learn electronic editing—which, §
says, is faster, cleaner, neater a4
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\IBAP-TV decided to go full color, and

\lort Worth gave them the business.

uire, we added the KODAK ME-4
fcess primarily for the color news,
| g:umentary, and sports capability
y needed to round out our color pro-
gmming,” says Jett Jamison, Direc-
yof TV Operations for the Fort Worth
stion. “But, we also knew that we
cild count on commercial process-
i business. We were more than
rht.

“Besides processing an average of
7000 feet of our color film per month,
\ often do as much as 100,000 feet
.commercial color processing. The
{ra income from commercial pro-
issing helps offset the cost of operat-
Irthe lab for station use.

“We now process color footage for
iny local football teams, including

the bands’ halftime shows. We shoot
commercials for our local advertisers.
We also do work for several local ad-
vertising agencies and production
houses. We are even processing 16mm
KODAK EKTACHROME Film footage
for camera shops. It keeps us hopping.

“In two years we've had no trouble
at all. We're quality conscious—run-

ning quality control tests daily. The
Kodak packaged chemicals are a real
boon. We use the Kodak Silver Recov-
ery System, and it's paying off too.”
And you thought your station
couldn’t afford to go full color! Not
only can you do it, but you can make
money at it. Check into the sizes and
prices of the new processors on the
market. Find out how they can fit into
your operation by calling a Kodak Re-
gional Chief Engineer. In New York,
Ray Wulf; in Chicago, Dick Potter; in
Hollywood, John Waner. Don't wait.

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




more conducive to the esthetic inter-
pretations which often make the dif-
ference between a technically good
commercial and an emotionally ap-
pealing story.

THE ROUGH LIFE?

While some composers have to
survive the rat race working out of
a one or two-room office, Dave Lucas
Associates finds life somewhat easier.
Lucas’ staff has just moved into a
12-room studio-office complex at 320
W. 46th St., New York.

Occupying 4,400 square feet on
the fifth floor of a spice factory, the
Lucas offices were designed by Tom
Platt (check the cover of this month’s
House Beautiful).

The facilities include a studio
capable of handling up to 20 musi-
cians, six composing rooms, a sauna
bath and two offices for Lucas (the
larger one will actually serve as a
conference room).

Lucas is especially proud of the
studio. Its major advantage is that
he won’t have to stop a recording
session- simply because someone else
is waiting to use the studio. This, he
feels, will enable him to spend more

time to get the type of sound he’s
looking for.

STRANGE DISTRIBUTIGN RIGHTS

The rights for distribution to South
America, Spain, Portugal, Central
America and Puerto Rico of Strange
Paradise, a strip soap opera for syn-
dication, have been sold to America’s
Productions of Miami.

In addition, the paperback rights
to the program have been sold to the
Paperback Library. The publishing
firm, a subsidiary of Coronet Com-
munications, will print the first in
a series of paperback books in Nov-
ember.

Two more stations have signed to
carry the program, bringing the U.S.
and Canadian total to 65 markets.
The latest are wiLw-1 Indianapolis
and WAGA-TV Atlanta.

The program is a combined ven-
ture of Metromedia Television,
Kaiser Broadcasting, the CBC and
Krantz Films.

AGREEMENT REACHED
Completion of an extensive agree-

ment involving overseas representa-

tion, tv sales, acquisition of outside

PRESIDENT SID ...

e
OPTICALS EAST INC. 35 WEST 45TH STREET, NEW YORK, N.Y. 10036

When you see him at the
Oxberry bench or at the
Hazeltine or on the animation
stand, you might ask, “Why
does the President of a
successful business do it?”

Answer: That's the way Sid
Greene works. That's why he
won an American TV Film
Festival Award. And a Cannes
Festival first prize.

And that’'s why film-makers
from all over the business
have followed him to . . .

e
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'

product and eventual co-producti,
of feature films has been reached |
tween Fanfare Film Productions a
Gordon Films.

Gordon Films will search for ¢
pleted product made overseas whi
is suitable for tv and for theater d;
tribution in the U.S. by Fanfare. T}
companies will jointly produce fe
tures abroad for distribution by Fa
fare.

SATURN IN ORBIT

A new independent tv and motic .
picture production company has be
formed under the banner of Satu
Pictures Corp. It’s headed by Willia
Wilson, a former director and pr
ducer of specials and series for tl
three networks.

Wilson has also served as an exe
utive producer for Screen Gems I
ternational and as vice president i
charge of producticn for Artixo Pr
ductions Ltd. The company has a
ready lined up several feature fil

projects. It will be headquartered i
New York.

MPC’S FIRST FILM
Blue Water Gold will be Metr¢

media Producers Corp.’s first featur
length motion picture. It is to be prc
duced for ABC-TV’s Movie of th
Week.

The underwater adventure will b
shot entirely on location in Nassat
and will have a six-week shootin, «
schedule.

ONE MORE SERVICE ‘

A one-stop location capable o
providing all services for print, radi’
and tv ads, except for the actual pro
duction, has been formed under th
banner of Jane Beaton Ltd. !

According to Jane Beaton, produc
tion costs can be cut by the availabil
ity of one organization able to cas,
an ad or commercial, scout a loca
tion, make travel arrangements, pro
vide hairstylists and handle all of the
paperwork.

The company will also be able tc
provide the services of freelance
copywriters, art directors and other
allied personnel to agencies too small
to maintain staffs. The company i
located at 156 E. 52nd St., New
York.

COME TO MILWAUKEE

In an effort to bring commercial
production to its facilities, wTMJ-TV
Milwaukee has put together a com-

Television Age, July 28, 196¢



site file of acting talent which is
ailable for commercials in their
o2a.

Talent forms for 175 performers
.d one cat are on file at the station
d available free to any client using
» station’s production facilities.
The station also maintains listings
national talent scheduled for Mil-
wukee appearances who would be
ailable for commercials.

AY IS FOR CINCINNATI

Nashville may be where country
id western has been growing up,
it it’s Cincinnati where it comes of
¢, according to Johnny Graf, vice
esident for television of Avco-Em-

issy.
The Cincinnati sound is an up-
mpo, contemporary, story-telling

wnd that is youth oriented. Graf
sscribes it as the sound of today’s
usical activists.

It’s this sound which forms the
asis for a new show from Avco-
mbassy, Country Hayride—an all-
ew version of Mid-west Hayride.
Available as either a 60 or 30-
iinute show on tape, Hayride is
osted by Henson Cargill who Bill-
oard picked as the top selling coun-
'y singles artist last year.

The show features a cast of 30,
uest stars and elaborate production
umbers.

The program is already sold in 13
narkets, most of which have picked
mimetime slots for it.

JN THE DOTTED LINE

The Walter Reade Organization
1as made 29 recent sales of feature
ilms for television. The sales include
he first-run packages, Cinemas 300,
200, 100, 90 and 70 and the reissue
packages, Cinemas 98, 88, 78 and 68.

Among the stations acquiring Wal-
ler Reade feature films are: WNEW-
v New York, kzaz-tv Nogales,
WPHL-TvV Philadelphia, wrLD-TV Chi-
‘ago, KDTV-TV Dallas, wBFF-TV Balti-
more, wXIX-TV Cincinnati, KTTV Los
Angeles, waro-Tv Norfolk, wLAC-TV
Nashville, wuEc-Tv Rochester and
Kesc-tv San Jose.

Other stations include: WSUN-TV
St. Petershurg, wLw-1 Indianapolis,
KeLp-rv  El Paso. kcop-tv Los
Angeles, Wor-Tv Buffalo and WJBF
AuguSla.

The Galloping Gourmet starring
Graham Kerr, has been scheduled
1)).' 67 stations. The program started
With a line-up of only six stations in
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January and is now seen in 35 of the
top 50 markets:

ON THE WAY
& Beautiful, the first all-black

special to be sponsored by a manu-
facturer of products for blacks, will
air in 17 major markets this Fall.
The program is being sponsored by
Johnson Products Co. of Chicago
and will be produced at the Holly-
wood Video Center.

Headliners on the hour-long tape
special will be Della Reese, Wilson
Pickett, Redd Foxx, Wilt Chamber-
lain, The Blossoms, Jerry Butler,
L’etta M’bulu, The Watts 103rd
Rhythm Band and Little Dion.

The program’s producer-director,
writer, composer-conductor and chor-
eographer are also Negroes.

The Johnson Co. manufactures
Ultra-Sheen and Afro-Sheen lines of
hair products, and the program rep-
resents its first major entry into tv.

& Beautiful will be offered for
svndication by WVI both to other
regional advertisers and on a market-
by-market basis, as well as to stations
and advertisers abroad.

An international tv film series
entitled The Fabulous Sixties is avail-
able for world-wide syndication. The
program will be comprised of 10
hour-long films covering the most
significant and memorable events of
the decade in news, entertainment,
art, music, drama and the ‘“human
condition.”

They will be aired as primetime
specials by the CTV network be-

ginning in late September. Each year

SOLARIZATION
UG SR e a3 i STROBE EFFECTS

of the 60s provides the material for
the dramatic documentary on the hu-
man condition.

The program is produced and
syndicated by Hobel-Leiterman Pro-
ductions. The company is affliated

with Document Associates.
[ o

DIRECTORS CENTER

Electrographic Corp. is forming a
Directors Center to concentrate sole-
ly on production of tv commercials
as a service for advertising agencies
and independent directors.

Starting August 1, the center will
have operations in New York and
Hollywood, plus production contacts
in key cities around the world.

With the opening of the Directors
Center, VPI, an Electrographic divi-
sion previously involved in commer-
cial production, will concentrate
largely on post-production services
for advertising agencies and the film
and tape industry.

REEVES TO D.C.

Reeves Washington has opened its
doors at 1516 P St. N.W. The Wash-
ington office of Reeves Production
Services is under the management of
Art Singer, formerly director of de-
velopment for WETA in Washington.

The office will serve primarily as
liaison between government agencies
and local producers and Reeves Pro-
duction Services, which includes
Reeves Sound Studios, Reeves Ac-
tron and Reeves Video.

DOUGLAS-MC DERMOTT FORMED
Thomas McDermott has formed

ANIMATION
GRAPHICS -

DISSOLVES
STRAIGHT CUTS

582-2320

ED FRIEDMAN
DAVID BREEN

EDITORIAL SERVICE « PRINT DISTRIBUTION

McDermott Productions and signl|
with Mike Douglas Enterprises i-
the production of tv programs a|
motion pictures under the banner |
Douglas-McDermott Productions.

First project for the company
be a series of tv specials titled Apo.
Soul City. The all-Negro series v
be filmed and taped at the Apo,
Theater in Harlem. Production w
begin in mid-Summer.

Also in the planning stages is
musical-variety weekly series titl

Now Country.
SPOTS TO FEATURES

Tv commercial director Jer
Kaufmann, currently under exclusi
contract to Pelican Films, has form
Jerry Kaufmann Productions to p1 .
duce features. His partner is Dav
Betesh.

The company’s first project is :
original screenplay Harry’s Son
written by Webb Marris. Kaufma
has also optioned a second Man |
property entitled There Goes
Neighborhood, and has purchasc
the screen rights to Eunice Surdack

novel, The Ice Pick and Ollie Berk »

COMMERCIALS MAKERS

EUE/Screen Gems director Moy
ARD MORRIS has just retunred to Ne
York after completing a feature fil
assignment which took four month
He will begin work immediately «
new commercial assignments.

RPM Associates, a music hous
has signed pop composer/arrang
DON SEBESKY to its staff. Sebesky
known for his work in the reco
field with such artists as Dionne Wa
wick, Wes Montgomery, The Gener:
tion gap and other contemporar
artists.

NOEL THOMAS, formerly art dire
tor at Jack Tinker & Partners an
DDB, has joined Kaleidoscof
Productions, Hollywood, as a sta
director.

While at DDB, his major tv ac
count responsibilities were Un
Royal tires, Chemstrand and the ¢
election of President Johnson. Mor
recently with Tinker, he created an
produced tv campaigns for Carn:
tion Slender and the successfu
Rockefeller Transportation Bond I
sue.

VINCENT SCARZA has joined Di
mension Productions as a producer,
director and EVANNE KOSOVER ha
joined the company as a sales rep
resentative.
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He produced Schraft’s Andy War-
ol Sunday commercial and worked
jith such accounts as Savarin, Fiat
nd Plus White toothpaste.

Miss Kosover comes to Dimension
rom Zlowe Advertising where she
vas head of production for radio
nd tv. She was previously involved
n broadcast production with several
\gencies including Bliss-Grunewald,
).-F-S and Hicks & Greist.

BRUCE OYEN has been named man-
ager of commercial sales, eastern
livision, Western Video Industries.

Oyen will headquarter in New
York, and will concentrate on facility

OYEN

and program production sales for
Western Video’s wholly-owned sub-
sidiary, Hollywood Video Center.
Oyen was [ormerly an account execu-
tive for Teletronics International.

CADDY SWANSON has joined Lan-
dis/Wolf as sales manager. Swan-
son will be in charge of all sales and
promotion activity for the three-year-
old company. He has previously
served as a salesman/producer at
Pelican.

CLOCKS NEW HOME

Goodson-Todman’s Beat the Clock,
which is returning to tv this Fall
via Twentieth Century-Fox syndica-
tion (it’s already sold in 25 mark-
ets), has picked Reeves Tv Studios at
Lincoln Square as its production
home.

Each Friday, three different audi-
ences will file through the studio to
see five half-hour shows.

Program host will be Jack Narz.
The original creator of the games,
Frank Wayne, will produce the new

series.
LAW AND ORDER

W hatever Happened To Law?, a
study of the law and order question,
has been produced by Triangle Sta-
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FILM/TAPE PRODUCTION SOURCE BOOK

July - December 1969 Edition
(Published by Television Age)

FILM/TAPE

PRODUCTION SOURCE BOOK

Complete listings of

Film/Tape Production Companies
Advertising Agency Commercial Producers
Informational, Industrial Film Buyers

All industry Service Companies

Only $4.00 each.

Limited supply available.

FILM/TAPE PRODUCTION SOURCE BOOK
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Enclosed find $. ... ... ... Please send me . ... . ... ... copies
of the July-December 1969 FILM/TAPE PRODUCTION
SOURCE BOOK at $4.00 each.

Name ... . ... I,

Use handy coupon 10 order.m o e e o e e e e e e e

tions for Fall release by its syndic
tion arm, Triangle Program Sale
Among the participants in the hou
long film program are attorney
Louis Nizer and Melvin Belli, Se
Sam J. Erwin, author-producer Ry
Serling, Roy Wilkins and historia
Eric Goldman.

E. G. Marshall serves as narratc
for the series of complex and i
terrelated problems which, it’s fel
must be understood in order t
clarify the various American att
tudes toward personal and publi
defiance of law.

AD MAKERS

The Leo Burnett Co. has create
the new position of vice chairma
of the creative review conmmittee an
promoted HOWARD SHANK to fill th
post.

The creative review committee ex
ercises quality control over th
agency’s product.

Shank is a senior vice presiden
and a member of the board of di
rectors. He has been with the agenc
for 12 years.

RICHARD SIMON has been namec
associate director of broadcast fo
the New York office of MacManus:

John & Adams. Simon comes to the

SIMON

agency from Consolidated Edison
Co. where he was director of ad-
vertising. He was previously with
Ogilvy & Mather for 11 years.

During his tenure there, he served
as account executive on Schweppes
Ltd. and White Horse Scotch. As a
broadcast supervisor he developed
plans for Dove, Lucky Whip, Good
Luck Margarine, Maxwell House
Coflee and Ban.

The Chicago division of Needham,
Harper & Steers has announced a
restructuring of its creative depart-
ment.

The agency will now have four
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sative directors. Joining DONALD
-KENS as creative directors will be
GERALD FORTIS, DALE E. LANDSMAN
d XEITH REINHARD. Fortis, Lands-
in and Reinhard have been asso-
ite creative directors.
Dickens joined NH&S Chicago in
57. In 1964, he was made associate
sative director and in 1966, crea-
e director. He is a senior vice
esident and a member of the agen-
’s board of directors.
Fortis joined NH&S in 1963 as a
pywriter and was named a creative
pervisor later that year. In 1966,
was elected a vice president and
1967 was named an associate
eative director.
Landsman joined NH&S in 1964
an art director. Previously he was
ecutive art director in the Chicago
fice of Erwin Wasey, Ruthrauff &
yan. In 1965, he was promoted to
ecutive art director of NH&S, and
year later was elected a vice pres-
ent. Landsman became an associate
eative director in 1968.
Reinhard joined the agency in
64 as a copywriter and later that
ar was promoted to copy supervi-
r. He was elected a vice president
1966, and associate creative direc-
r in 1967. Prior to joining NH&S,
: was creative account executive at
e Biddle agency in Bloomington,

ALBERT A. FASK, JR. has joined
enyon & Eckhardt/Chicago as an
t director. He will be assigned to
e agency’s Lincoln-Mercury Dealers
ssoc. account. He joins K&E from
30 Burnett.

Two art group supervisors have
en elected vice presidents of Doyle
ane Bernbach. They are HAL NAN-
IN and Jack piccoro. Nankin has
‘en with the agency since 1963
d Piccolo since 1964.

Ketchum, MacLeod & Grove has
alized its creative department and
cluded a new high-level post—as-
\ciate creative director-corporate—
[ld appointment of two co-creative
rectors in its New York office.
MALCOLM R. GURBARG, a vice pres-
lent of the agency and formerly
eative director in New York, has
‘en named to the new position of
sociate creative director-corporate.
WALTER KAPRIELIAN and MORT
“HARFMAN have been appointed
Creative directors of the agency’s
“ew. York office. Kaprielian, a vice
resident, has been associate creative
'rector of the office. Scharfman has
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joined the agency as a vice president,
from creative posts at Carl Ally and
Wells, Rich, Green.

ZOOMING IN ON PEOPLE

DOUCLAS H. SHAFNER has been
named director of special projects
for ABC Films. Shafner joins the
company from Benton & Bowles
where he has been since’ 1963, most

SHAFNER

recently as associate program di-
rector, Prior to that, he was assistant
program director, manager of tv op-
erations and syndication and a film
supervisor.

ROBERT E. HOFFMAN, JR., and DON-
ALD H. BUCK have joined Reeves

RALPH KESSLER
NEIL KOBIN

RALPH KESSLER PROD.

19 EAST 53RD STREET

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

Production Services division of
Reeves Telecom Corp. in its sales
division.

Hoffman was previously associated
with ABC.-TV and CBS-TV, while
Buck’s industry experience was with
woR-TvV and Lewron. Mostly recently,
Hoffman was a producer of public
affair programs for television at
New York University.

SANFORD SHELDON has been named
head of program development for
Western Video Productions. He will
work in developing new program-
ming concepts for syndication.

Sheldon, a veteran writer-producer,
has served as programming consul-
tant to Western Video Productions
since its formation last fall. His
previous credits include producing
and/or writing the Today Show,
Mike Wallace Interview, Les Crane
Show, Playboy After Dark, and the
Pat Boone Show. In addition he was
associated with Westinghouse Broad-
casting in program development.

JOHN MURRAY has been named
vice president and director of sales
for Bardwell & McAlister, a manufac-

MURRAY

turer of lighting equipment for tv,
motion pictures and still photogra-
phy. He joined the company one
year ago as vice president in charge
of sales.

LOOPS OUT OF LOOPING

In the past when you had to dub
for film there were several problems
to contend with.

First of all, the film had to be cut
and made into loops. After the lines
were dubbed, an editor had to reas-
semble all of acceptable sound takes
and splice them to match the picture.
In addition to that time-consuming
process, the original film, having been
cut into so many loops, had be
thrown out.

An electronic post-sync system at

Manhattan Audio is said to so.
all those problems and to throw,
a few added benefits at the same tir.

Heart of the system is a cont]
unit which runs conventional int.
locked projectors and three-track|
magnetic recorders. The control ut
takes the place of man-made loo,
electronically controlling the proj-
tor-recorder to run continuously .-
tween two points picked out on I
film.

This is done by flipping sevel
switches on the control unit to -

dicate the feet and frame numiri
at the beginning of the loop and i:

feet and frame numbers of the el
of the loop. The machine will eith

shuttle between them without st

ping or can be controlled manual.(
During any shuttle, the actor a

do his lines, which are recorded 1

one track of the recorder. An adcl

feature of the Manhattan unit allos

it to pick up the information on as

one of the tracks and place it exa-

ly in the same position on track ¢
of the tape.

Some of the advantages of M:-
hattan’s system are almost st
evident. Except for the spotting fr
scenes, all editorial work is elimin«
ed. The print is uncut and, it’s sa,
in perfect condition. The recordi.
which is in sync with the pictu.
can be previewed immediately. Sir:
the console electronicaly fors
loops, going from one line or sce
to another takes only as long?
pressing a few buttons. Althoul
only one line at a time might 2
recorded, the whole scene can :
previewed when completed.

TECHNICOLOR TO DOUBLE

Daily film capacity of the tv di-
sion of Technicolor will be doutl
by the end of this month. The gre-
ly expanded capacity of the divisil
is being made possible by adapti:
existing printers and machinery
a new type of film transport whi
permits operation of the equipmi!
at accelerated speeds.

The tv division is located in No'!
Hollywood.

NEW MINI-MACS

A new line of Mini-Mac 650 al
1000-watt quartz lights has been °
troduced by Bardwell & McAlist:
The lightweight portable units &
designed for broad fill and flol
lighting applications for tv and -
tion picture production studios.
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Wall Street Report
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Corinthian plusses. Some Wall
Street analysts say that not many
stocks in the communications group
can boast the list of advantages en-
joyed by Corinthian Broadcasting.
Corinthian went public two years
ago, and late last year it obtained
a listing on the New York Stock
Exchange, where it has been chang-
ing hands lately for about $25 a
share. At this price, near the lower
end of its 1969 range—$37.25 down
to $23.50—it is considered by an-
alysts an attractive buy for growth
in the medium term as well as over
the long pull.

The favor of the analysts is found-
ed on a number of fundamentals.
Corinthian has an excellent track
record—a decade of smoothly ris-
ing revenues and earnings. It has the
room and the backing to grow,
either by acquisition or internal im-
provement. It has diversified into two
profitable, low-risk segments of the
publishing industry, encyclopedias
and books produced on a fee basis
for corporations.

The number of common shares
outstanding, 3,384,259, is not subject
to dilution; nearly. all contingent op-
tions were exercised before the
company first offered shares to the
public in July, 1967; and there are
no convertible preferred shares or
convertible debentures. Long-term
debt consists entirely of about $18
million in ordinary lines of bank
credit.

Polo, anyone? The indicated divi-
dend rate recently has been 7.5 cents
a share per quarter, or 30 cents per
year which is not supporting many
polo ponies—an investor would
need a round lot of the stock to be
earning $30 a year—but the issue
competes in a group where companies
can and often do plow all earnings
back into growth, pay no dividends,
and still are considered by analysts
to be acceptable equity investments.

Corinthian, originally owned by
John Hay Whitney through J.H.
Whitney & Co., his private invest-
ment firm, acquired its first tv out-
let, xotv Tulsa, 15 years ago. From

1960 to 1967, the broadcasting con-

cern was a wholly-owned subsidiary

ol

52

of Whitney Communications, under
the same corporate roof as the New
York Herald-Tribune and Parade
Magazine.

During that period, Corinthian
tended to run its tv stations and mind
its own business. Here’s how it was
put recently to the New York So-
ciety of Security Analysts by C.
Wrede Petersmeyer, chairman and
president of the broadcasting com-
pany.

“With the uncertainties concerning
the future of the Herald Tribune, Cor-
inthian made no acquisition between
1960 and 1967, while the company
was a subsidiary of Whitney Com-
munications Corp. After the demise
of the Herald Tribune in 1966, it was
decided to separate Corinthian from
Whitney Communications’ other in-
terests and move toward making
Corinthian a publicly-owned com-
pany.” ‘

After two public offerings, how-
ever, 48 per cent of the outstanding
Corinthian common still is owned
by J. C. Whitney & Co., while an-
other 5 per cent is in the hands of
other insiders, such as officers and
directors.

Acquisition time. Last year, the
broadcasting company hit the acqui-
sition trail by picking up Renaissance
Editions—now operated as Corin-
thian Editions—and Standard Refer-
ence Works Publishing, which oper-
ates as a second subsidiary, Standard
Reference Library.

Corinthian Editions produces what
are known as “sponsored books”—
that is, the producer knows the books
are going to be sold—such as The
Hertz Survival Manual for Traveling
Businessmen, The Chiquita Banana
Book and The Teflon Guide to Not
Getting Stuck in the Kitchen. Stand-
ard’s principal business is publish-
ing Funk & Wagnalls Standard
Reference Encyclopedia.

The encyclopedia is retailed
through supermarkets at about $40
for a 25-volume set and, in a slightly
more expensive binding, through
direct mail.

Operations of the publishing sub-
sidiaries contributed to sharply high-
er revenues in Corinthian Broadcast-

ing’s fiscal year ended April
1969 although the somewhat smal
profit margins of the publishic
industry also were reflected in 1
picture.

For the latest year, the p-
ent company cleared $4.22 millic,
of $1.25 a share, on revenues [
$25.47 million. For the fiscal y¢
ending April 30, 1968 after-tax eai
ings were $3.9 million, or $1.15
share, on a gross business of $19.
million.

Up, up and away? Petersmeyer -
lieves that advertising spending Wl
continue to grow at about the sai
pace as gross national product, Il
that tv will continue to increase :
share of total advertising dolla,
which stands today at about 18 v
cent. Thus, he believes and WI
Street analysts seem to agree, tl!
unless the economy caves in, Cor
thian Broadcasting has nowhere !
go but up.

In addition to the Tulsa outlet,!
operates KHoU-TvV Houston, wiIs:
Tv Indianapolis, KXTV Sacramen;
and WANE-Tv Fort Wayne.

A company spokesman.noted
other day that Corinthian has !
other communications properties
such as newspapers—in these ms
kets. This could be an importéd
factor, he added, in an environmé
where some license renewals are *
creasingly being challenged on I’
basis of concentration of media.

Television Age, July 28, 19
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a review of

current activity

in national
spot tv

COme this Fall, two rather import- « four associated stations, WwBT Rich-

ant changes are due to take place
n the computerized availability an-

lyzing service carried on by Tele-
ision Advertising Representatives
IvAR).

For one thing, the svstem will be-
fin to incorporate rating and dem-
igraphic information from A. C.
Nielsen Co., and for another, print-
uts will conform to the standard
wails requirements of the 4As and
he Station Representatives Associa-
jon

In the three years that TvAR has
een using a compuler for avails an-
tlysis, only American Research
Bureau information had been stored
in the machines “memory” bank, and
printouts had been on vertical 8 x
avails sheets, different from
those adopted not long ago by the
#As and station reps association. The
changes on the printout form will

£ mean that the avails sheet is lurned

. Ay W W

——

around horizontally and adjusted to
accommodate all the columms speci:
fied for the standard avails form.
The TvAR svstein will continue to
provide cost-per-thousand informa-
fion in categories such as by demo-
graphic groups. homes and total cost
for media buvers interested in TvAR
#lations and markets. These include
the five Westinghouse stations, WBZ
™ Roston; KYW-Tv Philadelphia:
KDKA-TV  Piusburgh: wyz-tv Balti-
more and Kpix San Francisco, and

Pelcivsion Age; July 28, 1969

mond; WJXT Jacksonville; WTOP-TV
Washington, and wBTv Charlotte.

A buyer seeking cpm data on these
markets asks a TvAR rep to consult
the computer, which has stored in it
the ARB (and soon, Nielsen) figures.
The user dials in variables like spots,
fixed rates and preemptable rate
costs. The computer digests these
figures, matching them with the rat-
ing book information in its memory
and spews out cpms and other demo-
graphics on an avails form. The in-
terchange takes place in seconds, al-
though the dial-in terminal is in New
York and the Westinghouse-designed
computer is in a location in Pitls-
burgh.

According to Howard Marsh, who

Phyllis McLoone buys for Plumrose
Hams, GAF. Block Drugs and Scripto
at Daniel & Charles, New York.

REPORT

directs the data processing operation
at TvAR, the system can provide not
only costing information on the nine
stations his firm represents, but on
other stations within the same mar-
kets as well.

“It’s capable of doing analyses of
competing schedules for all stations
in a market,” Marsh points out, “and
we can do various combinations of
spots to determine the most efficient.
It not only gives a picture of our
stations’ cpms, but of our competi-
tors’ for sales purposes.”

As to extensions of the system—
billing functions and possibly match-
ing of requests to avails—Marsh
hints that these are being tried out
in a pilot project now underway at
KDKA. But the rep won’t have any-
thing to report on the results, at least
until the end of September.

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

American Can Co.
(Young & Rubicam, New York)
Buys for various AMERICAN CAN CO.
products broke just before issue date to
run through August and September in
more than 40 markets. Spotted into
day, early fringe and late fringes
are 60s and 30s directed at women,
18-49. Paul Fitzgerald is one of
the buyers on the account.

(Coniinued on page 56)
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If you'’re trying to reach |
the Miami market,try it
h Amarillo TV

Sunny, funland Miami, Texas, is bust
ling with folks who’d like to get your sales
message. A spot buy —or a test market
plan — would not only reach the swinging
Miami crowd but also the rest of the 39
county, three-state complex blanketed by
Amarillo TV.

Miami is just one important part of the !
wealthy oil, cattle, agricultural and indus
trial region that comprises Texas’ fourth |
largest market* — an area that basks in
sunshine 335 days a year.

(*ARB ADI, 1969 - Houston, Dallas-Ft. Worth, San Antonio, Amarillo)
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To SELL the big-spenders in sun-loving
fun-loving Miami, contact the reps for
these Amarillo TV stations:

KFDA-TV KGNC-TV KVII-TV

Blair Television Avery-Knodel, Inc. HR Television, Inc. |

Amarillo, Texas

R ” Television Age, July 28, 196"



. One Seller’s Opinion . . .

|

ACCEPTING TELEPHONE CO-INCIDENTALS

The acceptability by media buyers of American Research Bureau’s
overnight telephone co-incidentals as a buying guideline is a factor of
concern to many stations and station representatives.

In major markets, the use of ARB overnight telephone co-incidentals
(except in New York where ARB and NSI both provide an overnight
service) plays an important part in the sales picture of many stations.
When a new series or a one-time-only special is inserted into the schedule,
overnight co-incidentals are often used to demonstrate rating success
and, hence, media value. Knowledgeable media buyers are aware of this
practice of taking co-incidentals by major market stations.

Consequently, when a major new series premieres on a slation and a
co-incidental is released, buyers immediately receive co-incidental rating
information. However, in some instances, reps find that buyers tend to
discount the validity of ARB telephone co-incidentals, yet do not have
any specific reason for doubting their acceptability.

This doubt possibly exists because of a lack of uniform industry
guidelines in presenting co-incidental information, but nevertheless, co-
incidental rating reliability parallels survey method accuracy. The fol-
lowing important facts should be recognized when questioning the rating
responsibility of an overnight co-incidental.

In an ARB telephone co-incidental, ARB guarantees 300 usable calls;
and in Los Angeles, for practically every telephone survey additional
or bonus calls are usually received. Many buyers feel that the telephone
co-incidental sample is too low. Yet, when compared with the sample size
of a diary survey period, it is approximately the same.

In the January Los Angeles ARB Survey, it was reported that in the
metro area there were 305 usable diaries for an average week. In the
Area of Dominant Influence the usable sample size was only 353 for an
average week. If a buyer accepts the validity of the sample size on the
ARB Diary Survey, there should be no reason for him not to accept the
sample size of telephone co-incidental surveys.

As with diaries, a sample of residential telephone numbers is system-
atically selected from the telephone directory for the phone co-incidentals.

The questions which are asked by the interviewer for a telephone sur-
vey are simple and direct; whereas in a diary survey this information
must be recorded in detail accuracy by the diary-keeper. The interviewer
on a telephone survey basically asks: A. Was anyone watching tele-
vision?; B. Do vou have a television set?; C. Which channel and vro-
gram do you have on? (If respondent cannot identify the channel or
program, he is asked to check the television set.)

Though it’s conceded that the phone check doesn’t give the same
thorough analysis of viewing trends that the diary does, it still tells us
what’s being watched and when. Naturally the great benefit of the phone
co-incidental is the advantage of the telephone itself, speed.

To quote ARB, “Carefully controlled field tests conducted by ARB have
shown that the results obtained by co-incidental telephoning and a prop-
erly conducted viewing diary survey, while not identical, may for ordin-
ary business purposes be used interchangeably.”

ARB further states “that the diary credits viewers who watch a mini-
mum of five minutes in a quarter-hour period. The co-incidental measures
the average audience or an average of viewers watching a program when
the interviewer calls.” ARB relates that the “diary measurement for some
programs mav tend to be slightly higher than a co-incidental.”

Consequently, buyers using survey book ratings as an estimate of
audience delivery should not doubt telephone co-incidental rating infor-
mation reliability.

WHO’S WHO
FOR SPORTS
IN DES MOINES?

5 e COLOR 13 © DES MOINES, IOWA

Télevision Age, July 28, 1969

metro

ROCKFORD

has over
Y4 million people
...they watch

WCEE-TV
<@

A CBS Affiliate

The “Big CEE”
Rockford-Freeport, lllinois
Represented by The Meeker Company

35



'Spot (From page 53)

Anderson Clayton

(Cunningham & Walsh, New York)
An 11 week buy for various ANDERSON
CLAYTON products broke just before
issue date to appear in some 60 markets.
Using day, early fringe, prime and

late fringe spots, the 60s and 30s are
intended for total women. John

Brown did the buying.

Associated Products

(Richard K. Manoff, New York)
A 10-week buy for 5 DAY DEODORANT
PADS was launched just before issue
date in more than five markets,

intended for women, 18-49. The 30s are
running in early and late .fringes and
primetime, Ed Finley is the buyer.

Borden Co.
(Ross Roy, New York)

A major buy is under way for BORDEN’S
KAVA, with 30s to be beamed into 56
markets for three to four weeks.
Primetime and late fringes are the
specified time slots, with the

primary audience being women over 35.
Bert Goodstadt did the buying.

Burlington Mills

(Doyle Dane Bernbach, New York)
A campaign for LEE’S CARPETS

breaks September 15 in more than

15 markets, continuing for eight

weeks in day, early and late fringes.

Total women are the primary target for
the 60s. Isabel Stannard did the

buying.

Chanel #5

(Norman, Craig & Kummel, New
York)

A pre-Christmas buy for CHANEL
#5 breaks about November 17 in more

2. Early and late fringes and primeti
are being bought for the 60s, 30s and
20s, with the target total woman.
Nancy O’Donnell is the buyer.

!
than seven markets, to run until DecenFr §
3
]

Compana Corp. Div. of Pur |
Corp.
(Street & Finney, New York)
A major buy for DOANES PILLS kic
off on September 8 for 13 weeks in
about 90 markets. Running in early
and late fringes, the 30s are
intended to persuade women and men
gver 50. Helen Thomas made the

uy.

General Foods
(Benton & Bowles, New York)
A promotion for ORANGE PLUS starts

just before issue date and will run
until August 10 in about 11 markets. |

(Continued on page )

WGU-pom

LAND OF YEAR-ROUND
600D LIVING, GOOD BUSIVESS

BIG OLIN MATHIESON OPERATION
FOR WCTV-LAND

The Olin Mathieson Chemical
the purchase of 1,740 acres near St. Marks, Wakulla County,

for its new Ball Powder Plant, expected to be in operation by

1970,

The plant, manufacturing the smokeless propellant used in
the company’s world-famous Winchester and Western brands

of sporting ammunition, is expected to give employment to

some 300 people.

At the recent ground-breaking ceremonies, the company
presented a gold-plated shovel to the community of Wakulla
County. WCTV welcomes this great company to the land of

year-round good living and good business.

-56

Corporation has announced

plant.
graduate

Edwin H. McWhorter will direct the new operation
in Wakulla County, including construction of the

He is a native of Savannah, Georgia, a

of Emory University and the Cornell

Graduate School of Business Administration,

TALLAHASSEE THOMASVILLE

BLAIR TELEVISION

WETY-6 |

i
ACBSANHILIATE I
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rofile . . . . . .

| Agency media departments are in
 p midst of some major changes,
% d one young man who’s particular-
{ glad he’s right in the middle is
" iny Trapp, associate media director
' Benton & Bowles, New York.
| Tony started out with B&B as a
| aff assistant eight years ago when
_en more than today, most beginners
! ought of media as little more than
o stepping stone to account work.
; 1ugh he had majored in sociology
| college and hadn’t had any ec-
! lomics experience, he found the
| edia end of agency work reward-
| g and was determined to stick to it.
| Now, says the soft-spoken B&B
\ mior executive, “] don’t {feel there’s
iy better job on the business side
|\ advertising.”
|\ Maybe it’s because he’s perform-
I g many account functions, or be-
Muse the General Foods accounts for
L hich he’s responsible give him
§ titude or simply because, as he says,
things are moving faster in the
‘ledia end—people are better paid,
'}' lvancement is quicker and media
|
!

|

e —

B b VIt o y
Audience and refated data based on estimates provided

by 'A'Ba,ﬁ;pd_su_biec{ to qualifications issued by these services

' ]FM'If't 3%

ST | iy
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TONY TRAPP

people are earning more respect for
what they can do.”

The General Foods approach to
ad placement is particularly reward-
ing, Tony feels. Each of GI’s agen-
cies buys media for all GF products
in specific markets (Tony has seven
widely scattered markets in his do-
main) so there’s a chance to combine
buying with decision-making. Tony
periodically makes a station trip to
his market areas armed with big
budgets and negotiates the best deal
for his client.

PORTLAND

®
SALEM

c
il
&
S | EUGENE
g
$
=N

CO0s
®BAY @

SPRINGFIELD

ROSEBURG

This “corporate” buying: theory
is going to be more widespread in
the future, Tony expects.

In making his decision on what
stations’ and what shows to invest
in, Tony has found that spots and
demographics are as, or more im-
portant, than costs-per:thousand.
“Having one person deal” with a
particular market has tremendous
advantages,” he believes.

With six buyers and two assistant
media directors under him, Tony has
had plenty of opportunities to ob-
serve and pass on advice to young
people. He finds the most important
attribute to success is “attitude.”

He advises younger buyers to
schedule work loads so they’re able
to take time out to get involved in
their supervisor’s work. “It’s easy
to come in and do a job for eight
hours a day get all your assign-
ments done,” he explains. “But the
best way to learn is to be able to
put aside what you’re doing, come
into the boss’s office and stick your
nose in what he’s doing.”

KVAL DOMINATES
- 180,300 TV homes with an

effective buying income of e,
$1,956,187,000, the Pacific i
Northwest's fourth fargest el
market . . . with 27 of the 30 &
most-viewed programs week

in and week out. No other H

single media buy can deliver
more because of mountains iy
and duplication restrictions. B

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,
Merv 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.

KVAL|TV

EUGENE, ORE.

SATELLITES I

KCBY-TV, COOS BAY
KPIC-TV, ROSEBURG




J. EUGENE HART, Jr. has been
named a senior vice president, and
ANTHONY ISIDORE has been appoint-
ed copy chief of Young & Rubicam,

%

ISIDORE

New York. Hart is head of the
agency’s promotion and marketing
services department. Isidore had
been a.vice president and associate
creative - director .since: °1967. He
joined the agency as a writer in
1959.

Other -appointments at Y&R in-
clude JOHN J.RYAN to vite president
of - publicity and publie relations,
and GEORGE- R. ARNOLD, Jr., to assist-
ant treasurer. Ryan joins the agency

Agency Appointments |

from J. M. Mathes, Arnold had been ,
supervisor of accounting for Y&R.

JACQUELINE BRANDWYNNE has
been named president and RICHARD
SUTTER executive vice president of
Jacqueline Brandwynne Associates, |
a new agency established by Benton
& Bowles, to handle all accounts of
Yardley of London. Miss Brand- |
wynne had been creative director of
Yardley, Sutter is a senior vice |
president and management super- |
visor on the Yardley account at
B&B. ‘

HAL LOUCHHEIM, an account
supervisor at the agency, has been |
named a vice president. l

l

JEROME CILBERT and MARVIN
SCHACHTER have been named vice
presidents of Cybics Computer
Corp., data processing subsidiary of
Ted Bates. Both had been project
managers in the data processing
division of Bates.

JAMES E. FASULES has been named
deputy director of Needham, Harper
& Steers, Chicago, and ALBERT A.
KLATT has been appointed chair-
man of NH&S’s Chicago Division
Operating Committee. MARSHALL
CLARK and SIMON BRYAN have been
elected to NH&S’s board of directors.

Put the middle
of the mitten...
in the palm of
your hand

WILX-TV

WILX-TV
Y

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.

58

e |
BATTLE CREEK NN
. -

® -
JACKSON <

WILX-TV
1048 Michigan National Tower

Lansing, Michigan 48933
A’;‘:grg TELEVISION BALES, INC,

Spot (From page 56)

Using early and late fringes for
the 60s and 30s, the campaign is
geared for women, 18-49. Steve
Herson made the buy.

General Foods

(Ogilvy & Mather, New York)

A major buy for REGULAR MAXWELIL
HOUSE breaks on issue date and is
expected to run until August 24

in more than 25 markets. Being

used are early and late fringes,

with total women the target.

Karen Silverstein coordinated the

buy.

General Foods

(Ogilvy & Mather, New York)
Buys for INSTANT MAXWELL HOUSE
broke just before issue date in

more than 30 markets, continuing until
various times in August. The 60s and
30s are being seen in day and early
and late fringes, with the prime

target women, 18-49. Estelle

Smith is one of the buyers on

the account,

General Foods
(McCann-Erickson, New York)
About 20 markets are being tried for

a four-week buy for LA FRANCE, whic
broke just before issue date. The
piggybacks are being seen in

primetime and early and late fringes,

with women, 18-49, the prime target.
Linda Barkan did the buying.

Gillette
(Batten, Barton, Durstine & Osbor

New York)

A seven-week campaign for RIGHT
GUARD breaks on issue date in about
24 markets, using early and late
fringes and primetime to influence
adults, 18-49. Sports programs were

{

Buyer’s Checklist

Rate Increases

wtvy Dothan, Ala., from $375 to
$425, effective January 4, 1970.

KFBC-TV Cheyenne, from $325 to
$375, effective January 4, 1970.

KATv Little Rock, from $650 to
8750, effective January 1, 1970.

New Representatives

KTEN Ada-Ardmore, Okla., has
named Savalli/Gates as its national
sales representative, effective im-
mediately.

Facilities Changes

wHIz-Tv Zanesville is now Teceiv-
ing network service via master con-
trol feed from wtrr-Tv Wheeling.
Previously, the station received net-
work service by off-air interconnec-
tion from wrLwc Columbus. Capabil-
ity for receiving the off-air service &
from wrLwc will be retained for
NBC AFL 1969.

Television Age, July 28, 196



strong campaign which broke just before
issue date and will run for eight

weeks in some 90 markets. Men, 18-34,
are expected to be persuaded by the

|

|

|

i campaign is aimed at total adults.

| Paul Fitzgerald is one of the buyers.
|

' requested for the 30s. Bill Frank did broke just before issue date in more than
Media Personals the buying on the accounnt. 15 markets. The 60s and 30s are
being viewed in day and fringe
i Gulf Oil spots, with total women the target.
Ricuarp BorzuMmaTO has been | (Young & Rubicam, New York) Bob Flaishans is one of the buyers
named media director for Tatham- A special promotion for GULF on the account.
' | Laird & Kud{ler, New‘ York. He | OIL breaks on August 4 in more than Humble Oil
I [had been media supervisor on con- a dozen markets, using early and y i h v York)
| |sumer accounts after joining thc | late fringes and primetime for ( McCann-Erickson, New Ior
| lagency a year ago from Papert, | 30s and ID’s. The two week HUMBLE GASOLINE is the object of a
|

| | Koenig & Lois.

] Frank D. Donino, media director

|of Grey, Detroit, has been named | Heinz Foods 60s and 20s running in primetime,
ba vice president. He joined Grey in | (Doyle Dane Bernbach, New York) early and late fringes. Frank
| 11961, left to become a media super- Various HEINZ FOODS products are Finn engineered the buy.
. | yisor at another agency, and rejoined | being promoted in a five-week buy which (Continued on page 62)
\ Grey, Detroit, in 1966 as media di-
. rector.

WiLLiam Caro, Rop Damrow and
Jurta VoN WEISE have been named
media supervisors at Carson Roberts,
Los Angeles. Caro joins the agency
from D’Arcy, San Francisco, Dam-
row and Miss Weise have been pro-
moted from media buyers.

e i S e el

Lewis H. Hecker has joined
Dodge & Delano, New York as a

Chicaaa JANUARY 3/

b

i media supervisor. He was previously B % Ll SEARS . ROEBiCK r

{  with Ted Bates in a similar ca- it ¢ i ANDCO. ugs

| pacity.

1 " %/

J Rosert N. BAUER has been named ' % : - : ,W s - Darags

. media manager for Kenyon & S ot : : —5.._% = é’m
. “ » . ‘ .

| Eckhardt, Chicago. He comes to ; . ‘ g e
K&E from Campbell-Ewald, where | el " - 2 s,
he was media director, and Clinton Sy

E. Frank, where he was a vice presi-
dent-media.

Jupite H. LoBerc and Rose |
MarsH have been promoted to
media buyers at Albert Jay Rosen-
thal, Chicago. Both have been with l

the compz{my for a year, Miss Loberg |
comi Leo B tt, Mi °

Marsh from Arthur Meyorhoft As | BUT ... in the 38th TV market you'll see
sociates and Edward H. Weiss. | re'lqil sules 2.|/2 ﬁmes as big

MARY SINGLER has been promoted
to media buyer at Lilienfeld, Chi-

|
r__
|

With 21/ billion dollars in retail sales and

e WKZO-TV MARKET 4 PR
.. - COVERAGE AREA * ARB  half a billion in food alone, the Grand
e RS/ o~ Rapids-Kalamazoo market is 33rd in
| =\ total retail sales.

sl - WKZO-TV is first, with a 49% prime-
' time share in this 3-station market, giving
. you one of the lowest costs-per-thousand
=T =ve_ in the top 50 markets.

Ask Avery-Knodel how you can cash in.
Source: SRDS and ARB, Feb./March 1968.

%A Chicago bank _burrbzz;ed the accounts receivable
from a giant retailer in 1961 for this amount.

: Fhe ,%/gm SHalions

RADIO
i \ A WKZO KALAMAZOG-BATTLE CREEK ?’ - ’ ,/
174 ™ WIEF  GRAND RAPIDS , WK 0

WIFM  GRANO RAPIOS-KALAMAZOO
. alter Campbell, Jr., has been named ; WA CADILLAC roioa s g e i

y 0 & A OWER

Vice preSlderl t'SaleS fOr WJIBF-TV Au- S RNAT I\rEl!bZEliv-'rflw'(!MND RAPIDS-KALAMAZ00 Studlos in Both Kolomazoo ond Grand Raplds

lgu,sta’ Ga. HC h(ld been the stalion’s wwrv/wcvm&wc.m\ﬁngfé:mm For Groater Wostern Michigon
sales manager. ,

Avery-Knodel, Inc., Exclusive Notional Representalives

KOLN-W/ LINCOLN, NEBRASKA
KGINTY 'GRAND ISLAND, NEB.
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BUYS IN BRIEF

THE LOS ANGELES DISTRICT LINCOLN-
MERCURY DEALERS ASSOCIATION is using
television exclusively for its annual Sum-
mer clearance campaign. Some 20 stations
in the nine top markets of southern
California, Arizona and Clark County,
Nev., are carrying a total of more than
700 30-second spots during the campaign,
which runs to the week of September 7.
Carson/Roberts is the agency.

A new label and a new advertising
campaign have been launched for NAR-
RAGANSETT BREWING COMPANY, Cranston,
R.I. Coverage includes an extensive spot
schedule and participation in Boston Red
Sox baseball on 8 tv stations, Narragan-
sett’s attempt to keep up with the times
is the theme of the campaign. Needham,
Harper & Steers, New York, is the agency.

A new 60-second commerical, described
as 90 per cent non-advertising, will pro-
mote RAGU SPAGHETTI SAUCE from Septem-
ber to June in 54 major markets. The
commercial features Italian-born singer
Enzo Stuarti singing a lullabuy to his
daughter for about 52 of the 60 seconds.
The spots will run in flights of 8 to 13
weeks aimed at housewives. Finnegan
Advertising, Rochester, is the agency.

Several hundred local tv spots will be
bought in a promotion for ENKASHEER
NYLONS in a campaign to run from Septem-
ber 22 to December 22. Included in these
spots will be hosiery label identification,
store name and where-to-buy phone serv-
ice. Delehanty, Kurnit & Geller, New
York is the agency.

"AFTER ATLANTA
WTVM COLUMBUS
IS A MUST....
IT DELIVERS MORE
HOMES THAN ANY
OTHER GEORGIA
TELEVISION STATION”

(ARB MAR. '69 CIRCULATION DATA)

NET WEEKLY
CIRCULATION

1. WSBTV 671,300
2. WAGA-TV 670,400
3. waxitv - 595,300

4. WTVM CIRCULATION

242,100

CoLumMBuUS, GA.

I= BLAIR TELEVISION

SRA elects Knodel 1

J. W. Knodel, president of
Avery-Knodel, Inc., was elected
president of the Station Repre-
sentatives Association at the or-
ganization’s 22nd annual mem-
bership meeting, held earlier

KNODEL

this month in New York.
Serving under Knodel will be
Martin L. Nierman of Edward

Petry & Co., vice president; (&
Adam Young of Young-VTM,
secretary; and John Dickenson |4,
of Harrington, Righter & Par- |
sons, Inc., treasurer. |

Elected to SRA’s board of
directors were Frank Martin, |
Blair Radio & Television;
Peggy Stone, Stone Representa- l
tives, Inc.; Lloyd Griffin, Peters | H
Grifin  Woodward; Edward il
Shurick, H R Reps; Walter Nil- ||
son, Katz Jacobs & Co.; Alan |
Torbet, Alan Torbet Associates; | |
and Ralph Guild, McGraven- ||
Guild-PGW Radio, Inc.

Also announced at the meet-
ing were the officers elected to |
head SRA’s Detroit chapter: |
Peter R. Allen of Blair, presi-
dent; Douglas C. Barker of
Petry, vice president; and Don-
ald W. Hager of PGW, secre-

tary-treasurer.

Rep Report

PETER R. COULAZIAN and BARRY M.
LEwIS have been named associate
directors of the sales development
department at Katz Television. They
will be responsible for assisting the
tv sales staff in evaluating and an-
alyzing ratings, developing audience
projections and preparing special

GOULAZIAN LEWIS

presentation material, Goulazian, be-
fore joining Katz in 1967, was a
media planner at Dancer-Fitzgerald-
Sample. Lewis was on the media
buying staff at Batten, Barton, Dur-
stine & Osborn.

Tele-Rep has enlarged its staff
and quarters in several locations. AL
WESTERMANN and JACK STENG have
joined the New York sales staff as
account executives, JOE CARACCIOLO
as an assistant account executive.
Westermann had been with Metro
TV Sales, Steng was with H-R and
Dancer-Fitzgerald-Sample previously.

DENNIS KELLY, formerly account
executive in the Chicago office of
Metro TV Sales, has joined Tele-
Rep’s Chicago office in the same ca-

pacity. BOB MIGGINS, who had been a
rep for x11v Los Angeles and KPIX
San Francisco has joined Tele-Rep
as West Coast sales manager. TERRY
KOLLMAN, formerly with xarc and
kcor Los Angeles, is Tele-Rep’s new
Los Angeles sales manager. They
will work out of a new office, 6435
Wilshire Boulevard.

GEORGE FELDMAN has been named
research manager and MELINDA
MOFFETT, research assistant, at Tele-
Rep. Feldman had been research
director for wapc-tv New York and
KGO-Tv San Francisco. He also
worked for ABC national tv sales
and CBS as a research analyst. Miss
Moffett had been with A. C. Nielsen
for four years.

FRANKLIN C. WHEELER has been
named manager of the San Fran-
cisco office of CBS national tv
sales. A 15-year veteran of broadcast
sales, Wheeler joined CBS in Febru-
ary after working at kHON-TV Hono-
lulu, xHvH-Tv Honolulu, and the
Katz Agency. He began his career
in 1954 as an account executive with
Cunningham & Walsh.

A. JAMES FOLEY and DURANT
HEATHER have joined TvAR as ac-
count executives, Foley in the Chi-
cago office and Heather in the New
York office. Foley replaces BILL
KUNKLE, who is being transferred
to New York August 4. Foley was
associate media director at Kenyon
& Eckhardt, Chicago, and Edward
Petry. Heather had been with Petry,
H-R, and Lennen & Newell.

'l
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tANNETT moves to strengthen
broadcasting division . . .

GNS GANNETT NEWS SERVICE © ROCHESTER, NEW YORK

FOR IMMEDIATE RELEASE

ROCHESTER, N.Y. (GNS) -- Grover C. Cobb, who began a career in
broadcasting as a college undergraduate in Kansas and rose to chairman of the
board of the Nationa! Association of Broadcasters, has been named to a new
post of Vice President/Broadcasting for Gannett Co. Inc., Rochester-based

national communications group.

Paul Miller, president of Gannett, announced Cobb's appointment, effec-

tive in August.

"We searched the country for a man of national stature and proved leader-

ship ability to direct further improvement and expansion.

"Under Grover Cobb, broadcasting will be an increasingly important part

of our total operations. ™

The Gannett Group has radio and television facilities in Rochester and
Binghamton, N.Y.; radio stations in Danville, . and Cocoa, Fla., and re-

cently announced agreement to sell its television station in Rockford, III.

The group embraces 34 newspapers in six states == New
York, New Jersey, Connecticut, Illinois, Florida and
California.

In addition to this role as board chairman of NAB in its
Washington headquarters, Cobb, 47, is vice president and
general manager of radio station KVGB in Great Bend, Kansas,

and an officer and director of two banks.

He is secretary-treasurer and director of radio station
KLS! in Salina, Kansas, and president of Cobb and Associates

Inc., which operates cable television systems in three Kansas

communities,

GANNETT CO. INC.

Newspapers/Radio/Television ® Rochester, New York

TGrover C. Cobb

Television Age, July 28, 1969 et
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i THE ORIGINAL STATION REPRESENTATIVE

February-March 69 ARB!
Channel 40 Balanced Programming delivers:

m more 18—-34 women from sign on—
sign off (Sun.— Sat.)

m a greater Metro share than our com-
petition  (Mon.-Fri,, 5:00 p.m.-
7:30 p.m.)

THE WHYN STATIONS CORPORATION / SPRINGFIELD, MASSACHUSETTS 01101

REPRESENYED BY

EDWARD PETRY & CO..INC.

| OIL in more than a dozen markets.

' Johnson & Johnson

Breaking on issue date is a nine-

| 18-34. Amy Cohen arranged the buy.

| Alvyn A. Cohen has been name

Spot (From page 59)

Hunt Wesson
(William Esty, New York)

Breaking just before issue date
was a five-week campaign for WESSON

Running in early and late fringes, the
30s are intended to attract women,
18-49. Jackie Vedane did the buying.

(Sullivan, Stauffer, Colwell & Bayle
New York) i

week flight of 30s for VESPRE in mort
than 34 markets, running in prime
and late fringe, aimed at women,

Jolly Jumper Products of
America Ltd.
(Redmond, Marcus & Shure, Ne

York)

JOLLY JUMPER, a child’s exerciser,
is being advertised in eight markets
with a campaign of 60s which broke |
just before issue date and will run
through August 24, Prime, early and
late fringes are being employed : 1
to sell women, 18-34. Chris Stiglich

did the buying. 1
Kinney Shoes 1
(Frank Sawdon, New York) |
Breaking on August 11 will be a three-
week buy for KINNEY SHOES, to run in |
some 40 markets. The 60s will appear

in day and early and late fringes, aimed
primarily at women, 18-49. Gale
Gilchrest placed the buy.

Nabiseo
(McCann-Erickson, New York)

Various NABISCO products are being
boomed in a campaign starting in

late July and mid-August until
October 12 in 28 markets. Early and
late {ringes and primetime are being
used to influence women, 18-49. Lee
Ansell organized the buy.

Pillsbury “
( Batten, Barton, Durstine & Osbory

New York)

(Continued on page 04|

general manager of KHBV-TV He
derson. Cohen has served as the loc
sales manager of KLAs-Tv Las Vega

Television Age, July 28, 19
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e '_AMERICA'S TEENAGERS

~ WHATIT'S LIKE i

ko Broadcasting has used the Being involved in our big country and

dgvision screen to portray the nightmare ]  its big problems is a major responS|b|I|ty
teenage traffic fatality. By showing ] o . for us as broadcasters. We are

h |

producing more programs like “The

story of one tragic couple, we
Last Prom.” On the hopelessness of

e to scare many youngsters into a

blhlization of how easily a moment organizations. The Peace Corps used it Appalachlan natives who trade poverty
arelessness ¢ould bring them death in Malaysla to‘explcun the frafflc A in the mountains for misery in big:
we've apparently succeeded. problems in America. : city. ghettos. The unpleasant revival
- §O0 organizations have written for The program has garnered major of V.D. The human suffering of dope.
' h prints of our TV documentary, awards. An Emmy, a Sloan Medal and addicts. The frightening rise of crime.
he Last Prom.” The film has been: the only 1968 Educational Award These are not pretty pictures on our
feened in high schools, colleges— from the Association of Television ~ screen, but they make our viewers aware
‘I law enforcement groups and civic Program Executives. of problems we can no longer ignore.

ES

BROADCASTING CORPORATION

TELEVISION: WLWT Cincinnati / WLWD Dayton / WLWC Columbus / wiLwili Ind-anapohs / WOAI-TV San Antonio
PDIO WLW Cincinnati / WRTH Wood River, lIImo:S / WOAI San Antonio / WWDC & WWDc FM Washington, D.C. / KYA & KOIT San Franclsco

1 : Represented by Avco Radlo Telev;suon Sales Inc.

.

0



Where's HEADQUARTERS ?

" HETA

PHILADELPHIA,

3 AT e ST

KANSAS CITY,

WICHITA

Ndouehs

Where else but... TOPEKA

The Fleming Company—nation’s largest independen 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 sailes.

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 24 of the people live.

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

Where else but Topeka can you sell headquarters of a very BIG
customer and pick up 150,000 homes at the same time? Avery-Knodel

can show you how...or call 913-272-3456.

TV Radio FM
Topeka, Kansas

Affiliate: KGNC, TV Radid FM, Amarillo, Texas

|

Spot (From page 62)

|
Breaking on August 18 is a three-week |
buy for BURGER KING to appear in
more than 25 markets. The 30s will be
seen in early fringe, intended

mainly for children. Bruce McQuilton
placed the buy.

Sinclair Oil
(Cunningham & Walsh, New York §

Just before issue date an eight- 1 1|
week buy for various SINCLAIR
products broke in 25 markets, Using
60s and 30s to influence total men,
the ads are appearing

in primetime, early and late fringes.
Joel Cohen arranged the buy.

Trans-O-Gram

(Smith-Greenland, New York)
A buy for TRANS-O-GRAM toys and

games breaks in about 35 markets on
August 8, to run through the end of
November. The commercials are slotted !
mainly into children’s programs.

Jeannie Massaro engineered the buy.

Utica Mutual Insurance I
(Leber Katz Paccione, New York) '

Five Upper New York State markets
are being penetrated in a

10-week buy for UTICA MUTUAL
INSURANCE, beginning September 8.  ©
The 60s and 30s are to run in primetime,
early and late fringes, for the
edification of men, 18-49. David Hauer
is the buyer,

Waterman-Bic Corp.
(Ted Bates, New York)

Starting on August 14 and running
through the end of October is a major
buy for BIC PENS. About 100 markets
will be explored. Jim Kelly engineered
the buy.

F. W. Woolworth Co.

(Frank Sawdon, New York)

A three-week buy for various I, W.
WOOLWORTH merchandise is expected
to start August 11 in 50 10 60 markets.
Running in day, early and late fringes,
the 60s are intended for

women, 18-49. Gale Gilchrest is
responsible for the buy.

HR&P splits research

Harrington, Righter & Par- §
sons, television station repre- |
sentative, has split its research
staff into two separate units to
provide its stations with addi-
tional research help.

The 22 stations are divided |8
into “blue” and “gold” lists of =
11 stations each. One group will ¥
receive research support from
Paul Wachsmith who joined %
| HRP six months ago from CBS  ©

films, and the other from Hil-

ary Hendler, who worked as a | ¥

rep and media buyer before I

coming to HRP two months [=

ago. I

e

E
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will pay the bill?

TMJ-TV’s News-4 Probe investigated the costs
r operating private and parochial schools in
ilwaukee . .. or for permitting them to fold. Gave
5}' school administrators, educators, church of-
ials, and taxpayers their say. And Milwaukeeans
ned in night-by-night for the results—within our

- ime ten o’clock news time. They consistently
ne in and write in. Because News-4 Probe deals
ith relevant, controversial topics — civil unrest,
ugs and hippies, black men in business. Each
lbject is covered in series, with one segment
J!lding on the other to put widely varying view-
ints in perspective. News-4 Probe studies Mil-
dukee in depth—another reason for WTMJ-TV’s
ld on Milwaukee viewers. Our hold is yours—
rough Harrington, Righter & Parsons.

\

LOOK FORWARD TD WTMJ-TV
The Milwaukee Journal Station » NBC




MUST READING
FOR EVERYONE IN THE
BROADCAST INDUSTRY

BROADCAST MANAGEMENT

by Ward L. Quaal
and Leo A. Martin

A comprehensive exploration of all the management
functions of American television and radio.
Analyzes problems of audience, programming,

P
S
E‘
.
:
3

engineering, sales, profits, personnel, regulation.

$5.60 (paper)

$8.95 (cloth)

OTHER BOOKS OF INTEREST:

T-1 Color Television
Edited by H. W, Coleman

A thorough examination of the com-
ponents that make colorcasting a vital
communications force.

$8.95

T-2 The Technique of Television
Production
(Revised Edition)
by G. Millerson
Revised and updated, this encyclo-
pedic textbook consolidates its position
as the standard in the field.

$7.20 (paper) $13.50 (cloth)

T-3 Audio Control Handbook for
Radio and TV Broadcasting

Contains complete step-by-step direc-
tions and full explanations of every

phase of audio control.
$7.95

T-4 The Television Copywriter
by Charles Anthony Wainwright

A thorough and practical examination

of the creative process from idea to
finished film.

$8.95

T-5 Writing For Television and
Radio

by Robert L. Hilliard

A realistic, practical book on the craft
of writing for radio and television.

$6.95

-

66

T-6 Television Station
Management

edited by Yale Roe

Seventeen industry professionals ex-
amine the realities of operating a
television station. Covers all phases
of operation.

$3.95 (paper) $6.95 (cloth)

T-7 Documentary In American
Television
by A. William Bleum
“Easily the definitive book on the
television documentary, this work’s
value will not be diminished by the
passing years.” Lawrence Laurent in
the Washjngton Post.

$8.95

TELEVISION AGE BOOKS
1270 Avenue of the Americas
New York, N.Y. 10020

[] Paper $5.60

Please send me .......... copies of BROADCAST MANAGEMENT

And/or the following checked below:

T-8 The Technique Of The
Motion Picture Camera |
by H. Mario Raimondo Souto i
The perfect textbook for both th
professional and amateur cameram:.ﬂ:
by one of the world’s foremost 48
thorities on the motion picture came g
Profusely illustrated with easy-to-rel
line drawings. l

$16.0

T-9 Television News

by Irving E. Fang (ABC News)

A comprehensive view of the mt
influential form of journalism. T4
is the first practical text in this fid:
for students and will serve as a usel

refresher for the professional.

[] Cloth $8.95 b

i
"
] T-1 $8.95 [] T-4 $8.95 [] T-7 $8.95 )
E] T-2 Paper $7.20 D T-5 $6.95 .8 $14.50 1
Cloth $13.50 [ T-6 Paper $3.95 T :
] T-3 $7.95 O Cloth $6.95 ] T-9 $8.95 !
1
Namele senwmve i Frmmnnd w6 o= ratmaasy 116 smom s = oK P e DU tr
!
AAAEESS Wrsa s svdse s a0 s B0 S ATy (@0 & Lsraidil i 2% BTLIA a0 18 106 v < e E‘r
City ......... ..o STath sa%s 5a e 0e-s Zip ..... .. ’
(Please add 50c per book for mailing and handling) t
( ) Check enclosed J
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GOLD PLAQUE WINNER:

Mr. James A. Landon
Director of Research
Cox Broadcasting Co.
Atlanta, Georgia

Entry:
Development and
application of special
computer analyses for
station and market sales
support.

SILVER PLAQUE WINNER:

Mr. Bob Hosfeldt
General Manager
Station KNTV
San Jose, California
Entry:
Relating audience
strength to a specific
area to show how
San Jose supplements
buys in San Francisco
with unduplicated
audience.

BRONZE PLAQUE WINNER:

Mr. Harold Baker
Vice President for News
Station WFGA-TV
Jacksonville, Florida
Entry:
Development of an
organized and prestige
program of public
sentiment sampling to
gain community
involvement and public
interest

The Innovators

Py The American Research Bureau extends
congratulations to the top three winners
in the 1969 ARB Innovator Awards Pro-

ram — an honor program designed to recognize
Utstanding uses of audience research by tele-
ISion stations — and to the following individuals
those material was selected by our panel of
Jdges for special recognition: Reese Barkley,
YNAC, Boston; A. James Ebel, KOLN/KGIN,
incoln; Ron Gleason, KABC, Los Angeles; Bob
losfeldt, KNTV, San Jose: Ben Hovel, WKOW,
\Aadison; Michael T. Malone, KTTV, Los Angeles;
ftan Rudick, WTTG, Washington; and Reg Stag-
Naier, WRCB, Chattanooga.

1 Television Age, July 28, 1969

And, our special thanks to the many other pro-
fessionals in the industry who submitted entries
for the 1969 awards.

To further stimulate the creative uses of audience
and market research data, ARB will soon publish
a collection of this year’s entries. Reserve your
copy by writing to: Chairman, ARB Innovator
Awards Program, 4320 Ammendale Road, Belts-
ville, Maryland 20705.

AMERICAN RESEARCH BUREAU

Al I A C-E-|-R SUBSIDIARY OF CONTROL DATA CORPORATION
S e ot
JRX
. ‘ - WASHINGTON NEW YORK CHICAGO ATLANTA
X
- LOS ANGELES SAN FRANCISCO DALLAR

67
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“Product of Conflict”

The road to the Vice Presidency has been an odyssey of conflict and
triumph for this son of a Greek immigrant who rode the crosscurrents
of politics as a minority party candidate to become Baltimore County
Executive, Governor of Maryland and Vice President of the United States.
WMAR-TV documented his story on Channel 2, Tuesday evening, July 1st,
7:30 to 8:30 PM. A copy of this program has been presented to The
National Archives, Washington, D.C.

WMAR-TV®

CHANNEL 2, SUNPAPERS TELEVISION
TELEVISION PARK, BALTIMORE, MD. 21212

Television' dge; July 28, 1%
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J7other chemicals. Sewage. Each year, millions
punds of poliutants wash down from farms,
jeand factories. Threatening marine life, a vital
hoource. Already fishermen report that fluke,
jig, weakfish and sea bass have all but
saoeared from New York waters.

" NCBS-TV broadcast the story: “DDT/SOS,”
grcial televised report on the growing concern
eihe rising level of DDT, among other

jllants, In ocean fisheries. Experts were
telewed. Facts documented. A wamning Clearly
wwied. “The first time... a television station had

the courage and wisdom to put on this kind of
program,” saluted Michigan Congressman

John Dingell, who heads a Merchant Marine and
Fisheries subcommittee. Conservation-minded
Supreme Court Justice William O. Douglas,
appearing on a follow-up broadcast, declared:
“"this should be on every television station in the
United States.”

“DDT/SOS” was aimed at the heart of a matter
of urgent concern to the community. By the station
that has always taken community matters urgently
to heart...CBS Owned WCBS-TV.

“There’s a dead sea
twenty miles from New York.
Nothing lives there!’

........

THE FIVE CBS OWNED
TELEVISION STATIONS
WCBS-TV NEW YORK

KNXT LOS ANGELES

WBBM-TV CHICAGO

WCAU-TV PHILADELPHIA
KMOX-TV ST.LOUIS



Local (From page 30)

Though the station execulives re-
sponding to the survey agreed in
their comments, on the future of
local programming, station managers
poinled out many reservations and
contingencies.

Costs of talent and equipment
necessary for producing studio shows
and on-location reports are climbing;
audiences around the country are
getting more sophisticated and prob-
ably won’t sit still to much longer for
amateurish local shows; and adver-
tisers in many markets prefer to buy
into more glamorous programs, either
syndicated or network.

There seemed to be no distinct
pattern as to who advertises on local
shows. Sustaining, participating, lo-
cal, national and public service spon-
sors seemed to mix easily. Many
stations reporied no advertising on
their local shows.

Despite the obvious handicaps en-
countered in selling local program-
ming, many station managers were
quick to point out that, in their mar-
kets at least, local shows had a strong
commercial appeal.

“Our experience shows that be-
cause viewers feel local people are
able to add interest to all types of
programming, they will make spe-
cial efforts to watch shows which
feature local participants,” noted A.
H. Barcheski, program director,
wHO-TV Des Moines.

W atching the neighbors

“They like to watch their neigh-
bors in action,” Barcheski added,
“whether it’s on a game show or in
a deep discussion of social problems.
One of our most popular local offer-
ings is a one-hour bowling show fea-
turing teams made up of area peo-
ple who have qualified for the show
through a series of roll-offs. Although
all but buried at noon on Sunday,
it’'s higher rated than any night-
time show.”

There were. of course, many who
questioned the value of local pro-
eramming againslt 1ls cost.

“Local production costs are ris-
ing,” noted Jack Fentress, program
manager of KTvi St. Louis. “Talent
costs are following suit. Unless
there’s a chance of syndication, most
large-scale local productions will
have to be subsidized by stations.
Otherwise, low-budget local shows,

70

Characteristics of locally-owned shows

, Large Medium Small All
stations stations stations stations
a. Time of day
Sign-on to 3 p.m. 72 % 82 % 81 % 79.7%
5:30 to 7 p.m. 14.6 78 11 10
‘ 7:30 to 11 p.m. 8 5.7 4.3 5.7
11 p.m. to Sign-off 4.8 3.7 3.6 4
b. Length of show b i
30 min. or less 79 % 83 % 68 % 7 %
31-60 Minutes 18 13 24 18
Over 60 Minutes 2.7 4 8 5
c. Times per week
Once 47 % 39 % 67 % 59 %
24 3 3 6 4
5 and Over 50 38 27 36

Note: Large stations are those with annual revenue of $3 million or more medium
stations cover those in $1-3 million bracket, small stations, under $1 million.

which usually look the part, will
force stations to program other
types of material.”

There is competition from other
sources too, the stalion managers
pointed out. “Better shows are
available from syndication far
cheaper than they could be produced
locally in the average market,” was
the opinion of one program director.

“Live programming on small
market stations will decrease due to
the cost of production and the
amount of live programming being
made available to the small markets
by the larger markets,” noted Jack
P. Kussart, president and general
manager, -WAND-TV Decatur-Spring-
field.

Rising union scales for performers
and technicians, plus higher costs on
remote transmission, were also found
to be damaging to the chances of a
successful local schedule.

There were a few optimists, though
who thought local programming
would increase because costs were
going down. “Reduced cost for local
color film processing and low-cost re-
mote availability” were cited by John
A. Crowley, program manager, WSAU-
TV Wausau as reasons for his opti-
mism. Double exposure on networks
was given as a promising omen by
Hal Greene, wsix-Tv Nashville.

Observed Adeline Salter, program
manager, KJAC-TV Beaumont-Port

Arthur: “I think we’re going to b
torced into more local tv. Network
should return to the old 39 episode:
13 repeats. Viewers are getting ver
tired of having repeats in Januar
and February, almost before the se:
son has gotten a good start.”
Practical  considerations
many program men felt
obligation to offer more local prc
grams. “It's part of our reason fo
being,” observed N. C. Duncar
assistant manager, WFBC-Tv Greer
ville-Spartanburg. “A station canno
really service its community withou
adequate local-live programming.”

aside
a mors

“Local programming is the nul
and bolts of operating in the publi
interest,” commented Wes Lynch
public affairs director of KREM-T'
Spokane.

Improving quality

Turning to the quality of product
Fred D. Shavor, program director
wasT-Tv  Albany, N.Y., made thi
point: “The future for local program
ming is becoming increasingly bettes
—perhaps not in terms of the quanti
tv of the early days of tv, but the
quality is improving, because stations
are finding it important to be integra
factors in the communities the)
serve.”

Some stalion managers referrec

to this increasing quality of loca

Television Age. July 28, 1969
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czered, troubled people with an urgent
¢ to belong. Some are immigrants. Others are
ouh and fifth generation American citizens.
i resent the lack of understanding in the
ormunity. A resentment giving ominous rise to

nn militancy.

KNXT seized the opportunity. Result: “The

ieals Over,” a three-part, prime-time exploration
i 4 important minority group. The series defined
‘clems. Exploded misconceptions. Conveyed the
ncasing agony of those who live in the barrios.

I WA AR p F P L e s L e e
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entire program was devoted to education, including
an examination of racism charges which have led
to student unrest.

“The Siesta Is Over,” hailed by La Opinion,
the number one Spanish-language newspaper
in Western America, as “an excellent reporting job,”
probed deep into the heart of one segment of the
community for the well-being of all segments.
Produced by the station that has always taken
community well-being deeply to heart...CBS
Owned KNXT.

‘“We’re Americans. |
Yet we're made to feel like strangers!’

JE FIVE CBS OWNED
(LEVISION STATIONS
'BS-TV NEW YORK

:/‘(T LOS ANGELES
\}BM-TV CHICAGO
IAU~Tv PHILADELPHIA
IOX-TV ST.LOUIS
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shows as a reason for public accept-
ance. .

“Good local programming will
always find a place,” explained
Robert D. Willis, wirc-tv Pittsburgh.
“It is up to the individual station to
develop and produce local program-
ming pertinent to its own market
tastes. This is proven by the fact that
many good local programs are being
syndicated nationally.”

Added Scott R. Clawson, director
of programming and operations,
KsL-Tv Salt Lake City, “It is the
one way in which the station can be
closed to the local public and be-
come part of its pulse.”

Most important of all, perhaps,
was the impression of station men
that local programming gives the
channel an image of its own, setting
it apart from the others. “Local
programming will be the only way a
station can 'be different from the
others in a market,” wrote Lee Waller

program manager of wrvJy Miami,
Florida.

This point was carried a step fur-

ther by Wally Sherwin, general man-
ager, KHJ-TV Los Angeles: “The fu-
ture is good as long as the local, es-
pecially the independent station, does
not try to emulate its big sister, the
network, but instead programs spe-
cifically for its community.”

Summing up

Summing up the opinion of many
program people was Carl Ames,
WMTV Madison, who observed “A
year ago I thought local program.
ming would disappear completely be-
cause viewers were becoming so so-
phisticated they wouldn’t accept live
productions that were acceptable
five to 10 years before.

“Recently, though, 1 have felt that
live programming will increase due
to stations’ desire for community in-
volvement. However, these programs
will have to be well produced, and
will probably be either in the area
of public affairs or will be give-away
events such as Dialing for Dollars.
Local, live entertainment shows are
impossible for a small station to pro-
duce well.”

For the last word, Jack Reynolds,
d.irector of programming and opera-
tions, KLAS-TV Las Vegas, had this
terse observation: “A complete gen-

eration has never seen a cooking show.

or a Wide Wide World.” »
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Public Affairs (From page 33)
middle-sized markets, and 2.1 per
cent in the large urban areas.

Topics which didn’t have excep-
tionally wide exposure in the year
just past, or just didn’t rank as the
best presented by the stations sur-
veyed, were Vietnam and alcohol.
The war received attention on only
one cited show in each size market,
while problems of alcoholism were
explored in one show of the total.

Primetime 30-minute shows con-
tinued to be the most popular com-
binations cited by stations as their
outstanding public aflairs series and
documentaries. Time breakdowns by
station size were fairly consistant,
although medium-size stations tended
to slot more public affairs program-
ming into prime evening hours than
did other station categories.

The figures divided this way: for
small stations, programming of p.a.
shows by day, 32 per cent; early

Big Mystery

William L. “Bill” Putnam,
president of the Springfield
Broadcasting Co., owners of
wwLP, Springfield, Mass., and
other outlets, returned from his
vacation recently to find his
home ransacked and all his
color sets stolen. Police said
that it had been a professional
job and that the recovery of the
property was unlikely.

However, as Putnam was
leaving for work the next morn-
ing, he found his tv sets
stacked neatly together on his
front Jawn, still tuned to his
channel 22.

Putnam as well as the police
were completely mystified until
a Negro employee in the wwLp
news department suggested this
explanation: A gang had made
a good haul and taken the loot
to their boss. When the boss
learned who the owner was, he
ordered the sets returned. The
employee said it was because
Putnam has been a staunch
supporter of civil rights pro-
grams and a friend to minority
groups for years.

Putnam just shook his head
and said, “I guess you never
know who your friends are.”

evening, 20 per cent: primetime, ) |
per cent; late night, 2 per cent.

Middle-size stations: dav, 26
cent; early evening, 13 per ce:
primetime, 57 per cent: late nig,
1.3 per cent.

Large stations: day, 33 per ce:
early evening, 14 per cent; prir.
time, 4 per cent: late night, 8.7
cent.

For a total: day, 30 per cent; ea,
evening, 17 per cent; primetime, 3
per cent; late night, 5 per cent.

Of the shows singled out as o-
standing, the 30-minute length p.
dominated in 70.6 per cent of 3
cases, with 18.4 per cent running ..
60 minutes, and 11 per cent over
hour.

Only the larger stations, wa
greater resources and better abily
to do in-depth reporting than smalrs
stations, were able to produce lonr
shows in any great proportion.

Whereas smaller and medium-si:1t
stations cited 30-minute productics
in 80 and 76 per cent of the cas,
larger stations named these shows i
only 55 per cent of the cases. In)
per cent of the large station featuil
community shows, however, the p-
gram ran to between 31-60 minut,
compared to 13.7 per cent on smalr
stations and 15 per cent on mediu-
sized stations.

The same was true for shows |
over an hour length, with 6 and’
per cent reported by the small al
middle-sized stations, 18 per cent
the larger stations.

Shows of one or two episodes wr’
the leaders among all stations ¥
their best community programs, w!
46.7 per cent running as one- or tv-
shots. :

Longer series

Medium-sized stations did demc
strate a tendency to single out
merit more shows in the over-24-pi
series, more than other stations.
these, medium-sized stations nam!
25 per cent of their totals in U
longer series, compared to 20 |
cent for larger stations and 16 |
cent on smaller stations.

In all, some 17 continuing pub’
affair series were cited for natior
regional and local awards in the p:
year and about 40 one-shot docume
taries were so honored, as report
by the stations responding to U
TELEVISION AGE survey.

As to specific subjects, urban i
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“There must be people out there willing to
help these children.”

THE FIVE CBS OWNED
TELEVISION STATIONS



fairs, racial strife and documentaries
on poverty received awards in six
cases; drug abuse was the subject of
five award-winning shows; medical
themes were responsible for three
awards, education for two, religion
for two.

Figures deceptive

The mere figures and percentages
are, in a way, deceptive. Several sta-
tion managers and heads of group
operations have pointed out that the
prime importance in public service
programming is, of course, to get a
large audience.

Bill Michaels, president of Storer
Broadcasting Co. says that the sta-
tion must be receptive to the needs
of the community, and psychological
problems vary greatly from market
to market.

For example, he points out, “Hous-
ing could be the most pressing need
in one market, new schools in an-
other. What we do is to keep con-
tinually in contact with the com-
munity leaders in seeking out these
needs.

“Many stations would like to do
more ambitious programs, but have
to contend with what is physically
practical. We are always grcping for
interesting methods of presentation.

“Our public affairs activity not
only has to fulfill an objective but at-
tract the audience. The programming
must be competitive and we must
recognize that there is a small per-
centage of peonle who are in a mood
to be thoughtful. Therefore, in view
of programming competition, public
affairs programs must hold the at-

Edgar H. Lotspeich will succeed Al-
bert Halverstadt as general advertis-
ing manager of The Procter & Gam-
ble Co. Lotspeich had previously
served as managing director of P&G
Limited, Great Britain.

-
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tention as well as make their points.

“As I see it, there are two major
types of programming. One is in-
vestigative. It points up a glaring
local situation or explains a major
community problem in an interest-
ing way. The other is through ap-
peal, such as programs for public
assistance of a school bond issue
coming before the voters. But in any
event, if not interestingly presented,
your message will not be the medi-
um, it will be blank air.”

A similar observation is voiced by
Don Elliot Heald general manager,
WsB-TV Atlanta, who says, “If you
don’t turn the audience on, they will
tune you out.”

Much of the wsB-Tv public affairs
programming is the result of investi-
gative reporting. The programs have
ranged in length from half-hours to
as long as three hours in primetime.
An example of the latter was a pro-
gram on the religions of Georgia
called The Search.

At election time, the station had
a program with all the candidates
presented against the backdrop of a
barbecue on the front lawn.

News is best

However, as in the case of other
station managers, Heald feels that
the most effective public service pro-
gramming can be done within the
framework of the news programs.
Since the station has an hour-long
news format, it is able to handle its
public service crusades within its
high-rated news shows.

One of its documentaries that re-
ceived a great deal of attention was
called The Return of Private Young-
blood. This was a moving account of
the funeral of a Vietnam veteran
whose body was returned to the hills
of North Georgia.

WFBM-TV Indianapolis has success-
fully adopted a policy of what it calls
“selective preemption.” These are
programs of local compelling inter-
est, whether in the area of sports or
hard-core documentaries. Most of
them are half-hours, and approxi-
mately 104 a year have been pro-
duced in the past 11 years since the
policy was instituted.

Says Eldon Campbell, vice presi-
dent and general ‘manager, “We feel
that our programs can give the pub-
lic reassurance. We find that society
these days has many doubts about
itself. We feel that we could do even

better job if it were not for the h.
tility of government, which frustra, -
our own drive, inventiveness a]
imagination in doing many of 1,
things we would like to do.

“The larger thrust of our puly
affairs programming in the moni
to come will be built around the
problems in this order: 1) housir
2) employment, 3) education a
4) police relations.”

Broad audience |

The need for a broad audien:
was emphasized by C. Wrede Pete:
meyer, chairman of the board
Corinthian Broadcasting Corp.

“While we do specials in prin. 1
time,” he says “we find that we mt
utilize the programs with high ratin'
to effectively get a message across,

“We have found that by takil
an issue such as air pollution, f |
example, and discussing it over
series of several broadcasts at t
end of our news we can reach
larger audience than we can throug
any other vehicle. Also, we editc
ialize at the end of the news peric)
on the subject that has been p1
sented.”

A similar view was expressed |
George Comte general manag
wTMJ-TVv Milwaukee, who has d
veloped a miniature documenta
dubbed by the station “mini-doc
This is a two- to three-minute pr
duction placed at the end of a nev
program in addition to editorial cor
ment (and just before the weather

As in the case of other large citie
this station’s public affairs activiti
center around urban affairs. It he
also broadcast programs on campt
unrest centered around Marquetl
and the University of Wisconsin.

To illustrate the problems of pul
lic service scheduling, the statio
purchased a half-hour program pr
duced by Virginia State Colleg
called Americans From Africa, trat
ing the cultural history of the Ame
ican negro. When the station schec
uled the program at 6:30 a.m., som
resentment was expressed because 0
the early hour. However, the statio)
pointed out that if an individual wa
truly interested he would watch th
program.

Over 600 public school teacher
took the program for credit, and i
has had residual effects. Althougl
the program was paid for by wrMJ

Tv, which ran it ‘twice, it was als(}
|
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instituti ' The call was heard. Public
tate institution for the mentally - corrective steps. .
Pe(izjgtgs\t/,\/fw:re antiquated facilities were strained  response was one of outrage. And resulted in
r ¥

' | ' ion from the governor who subsequently acted
their normal capacity. Where attention ove
t;?a>r?1?sst/vt\e/vr|§iometimes brutalized by staff on rngn;f/f grf ttpwz SLti?tﬁlg% ?\ iﬁ?gm'maegéiggrgélta o
. borderline case was uffer, ftle Cf , gelie o

MIers. Vm%eear%%i?éssqi retarded. award-winner for “public service on telewﬂé)tn tlr:]e
lthlwvr\]/énAvtjl-TV took action: “Suffer, the Little the Greater Philadellphla abr|ea, Wsmdstt;rcaelz% byothe
- " - television investigation, heart of a community problem. Froduc
Cr?éegérté\ gfatrﬁekgcuacrﬁcljzlous conditions a% station that has always taken community problems
in )

penhurst, along with a call for specific, immediate  to heart...CBS Owned WCAU-TV.

“They’re human beings. .
Why are they treated like animals?

lIE FIVE CBS OWNED
ILEVISION STATIONS
YBS-TV NEW YORK

KT LOS ANGELES

YBM-TV CHICAGO

VAUV PHILADELPHIA
HOXTV ST.LOUIS




given to the educational channels for
reruns. It was also carried on video
closed circuits by the public and
parochial schools in the city.

“Above all,” says Comte, “the
number one problem revolves around
the human rights situation, and to
that end we are constantly working
to aid, assist and inform the com-
munity.”

In confirming the scheduling ap-
proach of several other station man-
agers, Donald P. Campbell, general
manager of WMAR-Tv Baltimore says,
that “The major consideration in
public affairs programming is to
come up with a method of presenta-
tion that will attract the audience.
It is not the length of the show but
its effectiveness that counts. Two
minutes on the news program will
get a lot more audience than a half-
hour discussion program.

“There is 'no question,” he con-
tinued “but that the major urban
program is one of race relations, and
every broadcaster in an urban mar-
ket is keenly aware of this. A pro-
gram can be identified as something
else — urban redevelopment, slum
clearance, dope adiction, educational

Just a symbol?

The announcement that Ted
Bates will be moving its New
York headquarters from 5th
Ave. to Times Square, where
it will occupy 320,000 square
feet in a 5l-story structure on
the site of the famous Astor
Hotel, is a reminder that the
connection between Madison
Avenue and advertising is
mostly symbolic.

Of the top 50 agencies in
broadcast billings only 12 are
located on Madison Ave. How-
i ever, that’s still more than are
located on any other New York
street. Eight of the top 50 are
I on Park Ave., six are on 3rd
L Ave. (including Benton &
Bowles, which recently moved
there from 5th Ave.) and five
on Lexington Ave. Leo Bur-
nett’s New York office recently
moved from Madison to 5th.

It may be of interest to note
that of the 150 New York
agencies listed in TELEvVIsiON
AGE’s Ten-City Major Market
Guide, 60 are located on Madi-

son Ave.

—but they all come back to the basic
approach of dealing with gut issues
between black and white. The major
market”, Donald Campbell adds,
“has an advantage that the in-
termediate markets do not have, That
is the creative talent. The issues are
broader-based. They can also utilize
many of the local cultural activities
such as museums, symphony orches-
tras, local theatre groups.

“One of our most successful pro-
grams was devoted to a sports pho-
tography exhibit.”

“Public affairs programming re-
quires a specialized approach,” ac-
cording to Norman P. Bagwell, vice
president & general manager of WKy-
TV Oklahoma City.

“For many years, we have had a
documentary unit that does nothing
but create and produce public af-
fairs programming. We feel this is
part of our obligation, and our pro-
grams are current and controversial.
By putting a promotional push be-
hind a documentary show, we find
we can get a large audience.

“We also enlist the support of
local service groups, depending on
the nature of the program. For ex-
emple, we did a show built around
the preservation of some of the earlv
homes of Oklahoma City that were
concentrated in one section. These
were fine examples of architecture
of the period. The Junior League
supported the program and showed
the film to civic groups to general
support.”

Promoter exposed

“A few years ago, we exposed a
promoter who was trying to raise
money for a flying saucer. He had
already collected a sizeable amount
from innocent victims. Our exposure
of this scheme placed the charlatan
behind bars.

“There was criticism about the
school lunch program in southern
Oklahoma. We sent a plane down
with our news team. Over a period
of several newscasts, the lunch pro-
gram was straightened out. We don’t
duck the important but unpopular
issues. By tackling them, we intensi-
fy our service to the community.
However, like a lot of stations we
are somewhat lax in not publicizing
our own achievements.”

“A station manager’s involvement
in community activities gives him an
insight into local needs,” says Thad

(Continued on page 94)

Borg (Continued from page 38)

purchases, such as engineers, en. -
neering consultants, top manageme, -
production executives. “I want ,
reach the men at Ford or Ameriy
Motors who decide whose univer| |
joint, or plastic, or clutch to use),
assembling millions of new cars.”

There are other selective publ;
B-W is interested in reaching— g
ernment figures and other import:
opinion-makers, plus leaders in 11;
financial community, some of who,
in Mueller’s words, “don’t rate o
stock as highly as we think th
should.”

Then there are B-W employe
and stockholders, who total abc
100,000 people, about two-thirds '
them stockholders. To this could
added the engineering pool B-W di '
inte for recruitment purposes. I
nally, of more than periphéral i
terest are all Americans who ov
stock, and who could influence t'i
price of B-W’s shares.

Unlike industrial advertising n
dia, where data on title and functic
of trade book readers are oft
available, Nielsen network audien
figures provide for the most pa
only an indirect yardstick of tl
type of viewers watching a show.

The most important of these yar
sticks are income, education and o
cupation of the head of the hous)
hold. Here are some of the figur
from three NTI 1969 Market Sectic
Audience reports—January, Marc
April and May—and based on Aud

meter figures.

High white collars

l

Data on occupation of viewers *
First Tuesday shows the rating ¢
professional and white collar hom¢
(households whose heads are profe
sional or white collar workers
to be consistently higher than th
overall homes rating for the pr
gram.

An analysis indicates, howeve:
that program content may have a
important bearing on the appeal ¢
the program to professional an
white collar homes. In January, th
white collar rating was 33 per cer
higher than the overall rating; i
the March-April report, it was 2
per cent higher and in May it wa
only.3 per cent higher.

A similar pattern shows up in th
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halphabet. Twenty-six simple steps to literacy.
o2 Greater St. Louis area, there are 100,000
dis who never learned it. Those without even a
Jgnentary education required to meet today's
ocl and economic needs.

KMOX-TV does something about it. On air —
yilsuch instructional series as “PS 4,” begun in
g4 which teaches basic English, reading,

(g and figuring to the disadvantaged. Off air —
yitsuch continuing projects as the Reading

Jeice, a monthly bulletin of suggested books and
Jz;room activities related to television, distributed

to some 735 local schools, colleges and lioraries
(nearly a million copies since 1961). With special
seminars on the educational uses of television
conducted for interested local groups. (Forthcoming
seminars will zero in on schools in underprivileged
areas.) The list goes on...and on.

Commercial television as an active, practical
aid to learning is a heartening development in
community betterment. Pioneered by the television
station that has always taken community
betterment to heart...CBS Owned KMOX-TV,

“First in Service to St. Louis.”

THE FIVE CBS OWNED
TELEVISION STATIONS
WCBS-TV NEW YORK

KNXT LOS ANGELES

wBBM-TV CHICAGO

WCAU-TV PHILADELPHIA
KMOX-TV ST.LOUIS



figures dealing with the education of
the head of the house. The January
rating was 33 per cent higher, the
March-April, 19 per cent, and the
May, 10 per cent.

The income picture

In the case of household income
ratings, upper income homes showed
up best in the March-April figures
(55 per cent higher) rather than in
January. However, January upper
income home ratings were still 26
per cent above the overall rating at
that time. The May figure was only
8 per cent higher than the overall.

Of course, it doesn’t take Nielsen
demographics to make clear that
First Tuesday can attract upscale
audiences. The nature of the monthly
news magazine material makes it ob-
vious that the well-educated will be
more likely to watch than those not
well-educated. And, of course, this
type of viewer is more likely to be a
professional man and among the
more affluent Americans.

The show, which premieres in Jan.
uary, is not likely to become a hii
in the everyday sense of the term,
but its 1969 ratings indicate that it
could do well. In the six shows for
which ratings are available this year,
homes ratings ranged from 10.8 to

16.8, the latter being the premiere.

Following the debut, ratings fell
off to a low in April. This could be
ascribed to seasonal factors were it
not for the fact that the May rating
picked up a little and the June figure
jumped to 16. The latter show aired
an interview with Sirhan Sirhan,
which probably explains the increase
in audience.

Whatever the ratings, Borg-
Warner and its corporate agency,
LaRoche, McCaffrey & McCall, feel
confident that in First Tuesday, the
company has the proper environment
for its commercials.

The company also has, agency
president David McCall points out,
a format in which it can make the
kind of impression never made be-
fore.

McCall is talking about the fact
that, having six commercial positions
per hour, B-W can get a cumulative
effect. This is particularly important
in showing the diversity of B-W’s
operations.

While the client and agency are
not about to criticize their past print
campaigns, it’s apparent they feel the
usual one-page per issue in a maga-
zine is not enough to make the kind
of impact they want.

Of course, there’s more to it than

Shown at a party held in New York recently to celebrate TvAR’s 10th anni-
versary were: (l. to r.) Marvin Shapiro, TvAR; Wallace Jorgenson, Jefferson
Broadcasting; Fred Ohrn, Benton & Bowles; Ernest Forgy, TvAR; Ben Mar-
golis, TvAR; Donald H. McGannon, Westinghouse Broadcasting.
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that since nothing stands in the 1y
of an advertiser buying six consi.
tive magazine pages. The fact is iy
the client has come to recognize i
tv’s impact, its “‘with it” nature ||
add something new and powerfu g
B-W promotion.

The extent to which LaRoche, -
Caffrey & McCall can capitalize o1y
remains to be seen, though thisjs
not to imply they’re not fully qui-
fied. Interestingly, the agency hass.
signed the same team which del-
oped Pfizer’s Hai Karate campan
to the creatives chores for B-W.

Hai Karate, a line of men’s toi-
ries, is currently being promoted n
tv in a humorous vein, the copy ia
being that even the mild, ordiny
man must learn to fight off wonn
(with karate chops) when he us
the product. The team assigneds
George Newall, copy group head, ¢l
Tom Yohe, art and tv group hea

They will be celebrating the -
gineering capabilities and produs
of a company which markets a brd
line of industrial goods, includy
automotive products, plastics &l
chemicals, industrial equipment, stl
materials and building and air e-
ditioning products.

Borg-Warner was originally 1
automotive parts company, and au-
motive sales still comprise about )
per cent of the total take. But iz
fastest growing segment of its bu!
ness is chemicals and plastics. Fra
1963 to 1965, this end of B-W
vanced 118 per cent in sales as co-
pared to a 17 per cent gain in i3
automotive sector.

ABS leads the way

Major contributor to the grow
in chemicals is Cycolac, B-W’s bral
of the acrylonitrile-butadiene-styre
(ABS), a plastic used in a growi;
variety of structural and other prc
ucts. Football helmets are made
Cycolac, for example, but so @
pickup truck campers.

Until recently, B-W made mc
ABS than the rest of the manufe
turers combined, but, with the mark
expanding, new sources have cor
into the field and B-W’s share is nc
about 40 per cent.

Cycolac is made by the Marb:
division, one of the two picking ¢
the tab for the television drive. !
agency is Fahlgren & Associates
Parkersburg, W. Va. The other u

is the York division, which makes &
Television Age, July 28, 19
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FOR THOSE
WHO CARE

“For courage and conviction

in editorializing to calm the
city during a time of difficult
racial tensions. The 1968
Sigma Delta Chi Award for
television editorializing goes
to station WOOD-TV, Grand
Rapids, Michigan as well as
to its News and Editorial
Director, Dick Cheverton.”

(WE CARE...THANK YOU FOR CARING.)

R T
WOOD-TV [

GRAND RAPIDS, MICHIGAN BRUADCAST
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When a Boston television
then 10 out of 14 BPP

NPPA ‘News Filn



station wins 3 UPI awards,
awards, and is now named

Station of the Year’,

that’s news!

And that's WHDH-TV, for you.

First the Massachusetts U.P.l. honors.
Then the Boston Press Photographers’. Now
the National Press Photographers Association
calls us the “Television News Film Station of
the Year”. You just can’t do much better than
that.

WHDH-TV competed with almost 700
television stations in the United States and
Canada for this latest award, and is the first
New England television station to win it.

It wasn’t easy as you well know. The
4,000 member National Press Photographers
Association represents newspapers, maga-
zines and television stations in every part of
the country, and the distinguished members
of the panel of judges were described as “the
toughest and most demanding of profes-

WHDH-TV

Television Age, July 28, 1969

sionals”. Moreover, the award was based not
upon a sensational story now and then, but
upon the “concept and scope of the WHDH-
TV news film coverage during 1968; plus the
imagination, ingenuity and creative skills of
the Channel 5 news cameramen and editors”.

The winning of the coveted NPPA
award caps an unprecedented award-winning
record on the part of WHDH-TV so farin 1969.
A total of 18 sought-after honors have been
won by the station in local and national com-
petition. And we wouldn’t be surprised if we
added a few more before the year ends.

Of course, to Bostonians this new title,
“News Film Station of the Year’”, was no sur-
prise. They’ve come to expect prize-winning
performances by WHDH-TV — Boston's most-
honored TV news. So can you.

81



conditioning and refrigeration equip-
ment, and is handled by Al Paul Lef-
ton Co. in Philadelphia.

Though there’s no telling what
might happen as a result of the tv
campaign, right now York is prob
ably the only B-W brand name at all
familiar to the general public. B-W
marketed the Norge line of appliances
until last year, when it sold the busi-
ness to Fedders for $45 million.

Pride in engineering

The Norge line was a limited one
and B-W felt it would be better off
spending the money which would be
necessary to broaden the line in areas
more intimately involved with indus-
trial engineering, its strong suit.

B-W is proud of its engineering
capabilities. The theme, “Borg-War-
ner, the great engineers,” a line which
came out of Dave McCall’s fertile
mind after his agency took over the
account five years ago, will be con-
tinued in the tv drive. It’s not the
sort of slogan you usually hear on tv,
but then Borg-Warner isn’t the type
of advertiser vou usually see on tv. ¥

SBPL (From page 37)

more than advertising for any other
media, yet he quickly acknowledges
that it’s easier to produce a good tv
ad then one for radio or print.

“In tv writing,” he explained,
“it’s easy to do a vivid and compel-
ling ad because of the number of
elements involved. There are the
sight and sound and the motion of
the camera to stimulate the viewer.”

This lack of challenge he finds in
producing good tv ads is compound-
ed by the fact there is too much
emphasis on production values, such
as the trickiness of the camera or the
unnecessary elaborateness of a com-
mercial.

Sapan believes the next hardest
type of ad to do is print, since the
elements must be confined within the
limits of the page. Of course, the
creative director is free to use any
elements he chooses, such as photos
and artwork in addition to copy.

Radio is the next most difficult
type of ad to do, since the only. ele-
ments available are voice, music and

HENSON
CARGILL,
host B

...and another thing about

Country ayide

rary HENSON CARGILL has a young man's point of view and .an old pro's
rate sense of timing, developed before live audiences as host of his own
SON local show, plus personal appearances with Joey Bishop, Steve Allen,
year John Gary, Woody Woodbury and Dick Clark ... as well as hundreds of
ring club dates on a trail that led to Las Vegas and now Cincinnati. His con-
I his troversial “Skip A Rope"” was last year's all time #1 Country single*—
ity soaring to the top 20 on all the national POP charts and lodging in the
Ket. #1 C&W slot across the board!
*Billboard
ams. A NEW TV | Available as both 30 & 60 minute programs.
ape. SERIES! | 52 shows: 39 + 13 repeats. In Color, on Video Tape.

‘mbassy To see it, call or write: E. Jonny Graff, Vice President for Television, Avco Embassy
6-5528. Pictures Corp., 1301 Avenue of the Americas, New York, N.Y. 10019. 212.956-5528.
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sound effects, and these must be ¢c,
fined within a given length,

Direct mail pieces are the harde |
he feels because of the confineme
of getting the message accross wil
in a page in letter form. '

While Sapan would like to do mo
tv commercials, the roster of clier |
at SBPL gives him an opportunity ©
work in all areas of media.

The agency handles the advertisit |\
for the American Broadcasting Co
American Contemporary, Entertai
ment, Information and FM rad
networks. They do the advertisir |
for AMF’s bowling products divisic i
and special sales department.

For Curtis Publishing’s Holide
magazine, SPBL does special projec
such as inserts. The Charles
Nathan office furniture company h
the agency handle its comple
campaign.

The Frankfort Distillers divisie
of The House of Seagram has give
the agency its Carstairs and Hunt(
whiskey accounts, as well as Cati
Scotch.

SBPL does the advertising fc
Hawker Siddeley Aviation, Inte !
national’s DH 125 executive jet, ¢
well as the ethical drug advertisin |
for Key Pharmaceuticals.

In addition, SBPL has attracte |
a cosmetic line which is just bein
introduced in this country fror
Germany. Candahar Ski and Su'
Cosmetics are in limited distributio |
now, with much greater coverag
planned by next summer. ‘

Other clients

|
The Hawker Siddeley Group, Ltc! |
of diesel engines and electric motor
is represented by the agency, as wel
as the Music Makers Group which i
cludes Music Makers, Mark Century
Andrew Scott Publishing and Soun¢i
Makers.

Johnson & Johnson’s personal
products division has placed Care |
free Tampons with the agency, anc.
SCM corporate advertising is als¢
handled by them. .

Programmed Personal Services!
Zodiactronics and Meditronics, a&
well as Strouse Adler Co.’s founda:
tion garments, are among SBPLY"
clients. Included also are the Stand{:
ard Packaging Corp.’s Fonda Coni’
tainer division, Royal Lace division &
Missisquoi Speciality Board divisior
and finally Golden Fleece Tissue div:. i

sion.
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‘You support
eight million people
on welfare. -

And the way things

are going, your ¢

ldren

will be supporting theirs.

Originally, welfare was a
solution to a problem. Today it's a
problemi in itself.

It has reached the point where,
if a person is born on welfare, he will
probably die on welfare.

And ten years from now, things
could be worse. ‘

That is why Group W’s Urban.
America Unit prepared the 90 minute
documentary!‘The Shame of Welfare.”

First, it clears up some popular
misconceptions. For instance, the
majority of Americans on welfare are
not black. They're white.

Then, the documentary shows
how the present system has become
obsolete over the years. How billions
of dollars are spent every year merely
to keep millions of people living in
abject poverty.

But we do more than show the
ugly side of welfare. Much of the
program is spent discussing solutions

elevision Age, July 28, 1969

to the problem. The kind of solutions
that would replace our disintegrating
welfare system before it disintegrates
totally. 1

“The Shame of Welfare” is just
one of 52 prime time specials Group W
is presenting-on its five television
stations this year.

' Each week, we're trying some-
thing different. A special oncul- _
ture and the arts. A special on the
news. A special to make you laugh.A
special to make you think. And,
perhaps, act.

We've undertaken this kind of ~
programming because there are a lot
of problems facing this country.

And we believe a broadcaster’s
responsibility is to be part GROUP
of the solution.

WESTINGHOUSE BROAOCASTING COMPANY
WBZ - WBZ-TV BOSTON - WINS NEW YORK - KYW - KYW-TV PHILAOELPHIA
WJZ-TV BALTIMORE - KDKA - KOKA-TV PITTSBURGH - WOWO FT, WAYNE
WIND CHICAGO « KPIX SAN FRANCISCO - KFWB LOS ANGELES




TvB launches new quarterly spot expenditure reports

The Television Bureau of Adver-
tising has published the first of its
new quarterly reports of spot tv
expenditures, with figures showing
estimated investments made in na-
tional and regional spot during the
first quarter of the current year by
the top 100 spot advertisers.

The new report is based on in-
formation supplied by Broadcast
Advertisers Reports, which monitors
spot activity in 75 markets for one

random week each month. Weekly
activity is then projected to the
month, and the three months are
totalled to produce quarterly figures.
In the past, the TvB quarterly spot
reports were based on data furnished
by LNA/Rorabaugh.

Under the new system, BAR uses
station rate cards and information
supplied by ad agencies to estimate
the dollar value of each commercial
monitored.

Rank Expenditure  Rank Expenditure
1 Procter & Gamble $14,743,800 52 Avon Products 1,239,500
2 General Foods 7,418,500 53 Kellogg 1,209,800
3 Colgate-Palmolive 7,114,200 54 Eversharp 1,195,400
4 Lever 6,836,900 55 Noxell 1,129,400
5 American Home Products 5,515,200 56 Corn Products 1,122,900
6 General Motors 4,672,800 57 U.S. Borax 1,116,100
7 American Brands 4,638,300 58 British-American Tobacco 1,103,600
8 Coca-Cola 4,061,800 59 Kentucky Fried Chicken 1,085,400
9 William Wrigley Jr. 3,932,700 60 United Air Lines 1,084,400
10 Bristol-Myers 3,797,800 61 Consolidated Foods 1,077,800
11 Alberto-Culver 3,641,300 62 Sun Oil 1,074,500
12 R..]. Reynolds 3,611,600 63 Standard Oil of California 1,063,400
13 General Mills 3,428,500 64 Johnson & Johnson 1,051,700
14 Gillette 3,082,300 65 Plough 1,027,900
15 Kraftco 3,056,1C0 66 Seven-Up 1,015,300
16 Ford 3,024,000 67 Jeffrey Martin 1,008,400
17 Warner-Lambert 2,871,700 68 Kimberly Clark 997,400
18 RCA 2,519,400 69 Pabst 992,900
19 PepsiCo 2,458,800 70 Armour & Co. 966,900
20 H&R Block 2,370,200 71 National Biscuit 961,900
21 Pet, Inc. . 2,365,600 72 Eastern Air Lines 961,000
22 International Tel & Tel 2,356,100 73 Royal Crown Cola 941,700
23 Sterling Drug 2,243,800 74 Helene Curtis 899,000
24 Standard Brands 2,221,500 75 Loews Theaters 863,600
25 Nestle 2,163,500 76 American Motors 834,700
26 Miles Laboratories 2,129,500 77 Magnavox 809,000
27 Chirysler 2,116,000 78 Revlon 808,200
28 Shell 0Oil 2,090,900 79 Jiffee Chemical 779,900
29 Scott Paper 2,030,200 80 Swift & Co. 773,400
30 Campbell Soup 1,996,500 81 Norwich 772,600
31 Motorola 1,942,000 82 National Airlines 759,000
32 McDonalds 1,923,300 83 Hassenfeld Brothers 758,700
33 Quaker Oats 1,918,200 84 Pan American 746,000
34 Richardson-Merrell 1,859,500 85 Nissan Motor Corp. 739,700
35 Triangle Publications 1,816,600 86 Associated Products 738,500
36 Philip Morris 1,794,300 87 American Tel & Tel 721,600
37 Jos. Schlitz 1,682,400 88 Household Finance 713,700
38 Borden 1,666,400 89 Peter Paul 712,000
39 Norton Simon 1,659,900 90 Dow Chemical 684,900
40 American Can 4,635,900 91 Green Giant 667,400
41 Carter Wallace 1,632,100 92 William Bishop 667,100
42 Carnation 1,613,400 93 Rayette Faberge 661,400
43 Ralston Purina 1,576,800 94 Beatrice Foods 655,300
44 Mars 1,560,300 95 F & M Schaefer 652,200

" 45 Pillsbury 1,482,900 96 Standard Oil of Ohio 644,400

46 Toyota $1,472,100 97 Standard Oil of Indiana 642,400
47 H. J. Heinz 1,465,200 98 Lin Broadcasting 642,000
48 Squibb Beech-Nut 1,451,700 99 Storer Broadcasting 597,100
49 General Telephone 1,413,400 100 S. C. Johnson & Son 588.700
50 Chesebrough-Pond’s 1,384,400 .

51 E & J Gallo 1,361,600 Sources BAR, 75 Markets

81

TvB’s analysis reveals that ad
tisers sank $260,217,900 into §
in January-March of this year. B
gest spenders were P&G (31
million), General Foods ($7.4 m
lion), Colgate-Palmolive ($7.1 m
lion), Lever ($6.8 million) a
American Home Products (8§88
million).

The eight newcomers to the t
100 include Triangle Publicatior
TV Guide (in 35th place with $]
million), Kentucky Fried Chick
(59th with $1.1 million), Magnaw
{77th with $809,000), Hassenfe
Brothers (83rd with $758,70(
William Bishop (92nd with $66
100), Rayette Faberge (93rd wi
$661,400) and Lin Broadcasti
(98th with $642,000).

Local television expenditures w
be covered in a new TvB/BA
quarterly report to be inaugurat
soon.

Religious programs

A new and meaningful evo-
lution of religious broadcasting
is taking place in America,
according to Dr. A. William
Bluem, professor at the New-
house Communications Center,
Syracuse University. Dr.
Bluem, a past editor of the
Television Quarterly and au-
thor of several studies in the
broadcasting area, made this
point in a new book surveying
religious programming, and
titled Religious Television Pro-
grams: A Study of Relevance,
published by Hastings House.
The survey aims to serve as a
bibliography for program ideas
for broadcasters and clergy.

Four areas were discussed
at length in this survey: (1)
religion and broadcasting—its
relevance today; (2) the struc-
ture of religious programming;
(3) description of individual
shows carried by local stations
and networks; (4) guidelines
for religious program planners.
There are also appendices with
listings of participating sta-
tions, reference books, and
programs used by Dr. Bluem
in his study.
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 television station is more than just

he station is WSB-TV..And these
re some of the things we're
ommitted to:

Public Service Seminar

himost 100 organizations attend our
ublic service seminar, aimed at
peling out community: needs, and
faching them how we might serve
iem even better.

feacher Hall of Fame

{'SB-TV inaugurated an annual
eacher Hall of Fame to acknowledge
utstanding contributions to public
ducation by teachers from
hroughout the state.

pound of Youth
\ forum program for the expression
f opinion by Atlanta youth.

Jobs for the Hard Core

Vith affiliated radio station, WSB,
red a number of hard core
nemployed for both intern and
‘rmanent employment,

ancer Education
t\/ B-TV coordineted statewide
elevision broadcasts of a
focumentary for the Georgia

i-hapter of the American Cancer
Society .

television station. It’s a commitment
D the community it serves. In Atlanta,

M{:r i

COMMUNITY SER\IICE.

Atlanta Negro TV Worship
First sustained coverage of an
Atlanta Negro church’s Sunday
morning worship services.

Defensive Driving Course

In cooperation: with-the National
Safety Council, WSB-TV programmed
the nation'’s first certified TV defensive
driving course with full credit for
those passing. ’

Fun for the Underprivileged

In cooperation with Parks
Department, WSB-TV sends talent
to entertain youngsters in
underprivileged areas.

Salute to America Parade

Atlanta had no real 4th of July -
celebration until WSB-TV maugurated
its annual “Salute To America”

Parade, which is now perhaps the
biggest such Independence Day
observance in the entire nation.

Continuing FBI Series

Tips for the housewife and
homeowner that can save lives and
property given weekly by .local

FBI agents on WSB-TV's Today

in Georgia program.

Political Debates

WSB-TV pre-empted 3% hours of
prime evening viewing time to allow
debates among almost 90 candidates
running for some 40 public offices.

Documentary Library

' Historical and public affairs

documentaries loaned to all-:
organizations requesting them.

Monday News Conference :
Thee public may phone the station and
question leading figures in
government, education and law
enforcement.

Symphony Telecasts

Geargians have the opportunlty to <
watch the Atlanta Symphony
Orchestra perform music by the
masters. For the second straight
year WSB:-TV is.carrying a series

of symphony telecasts.

Japan: Sister Station

In the interest of people-to-people
diplomacy WSB-TV has engaged in a
Sister Station agreement with MBC,
Kagoshima, Japan, another quality -
broadcaster.

C'C COX BROADCASTING CORPORATION
STATIONS: WSB AM:-FM-TV, Atlanta;

WHIO AM-FM-TV, Dayton;

WSOC AM-FM-TV, Charlotte;

WIOD AM-FM, Miami;

'KTVU (TV), San Francisco-Oakland;

WHC-TV, Pittsburgh :| P etl'y.




Required Reading

for everyone Published by Hastings House
who makes his

living in the

television industry.

DOCUMENTARY IN AMERICAN
TELEVISION

by A. William Bluem, Syracuse University

“Easily the definitive book on the television
documentary, this work’s value will not be
diminished by the passing years.” Lawrence
Laurent in The Washington Post.

312 pages, 100 photos, notes, 3 appendices,
bibliography, index. $8.95

TELEVISION STATION MANAGEMENT
The Business of Broadcasting
edited by Yale Roe, ABC-TV Network
Seventeen industry professionals examine the
realities of operating a television station. All
phases of operation are thoroughly treated—
management, programming, news, adverlising,
promotion, traffic, technical services, elc.
256 pages.

Text Ed. (Paper) $3.95, Cloth $6.95
WRITING FOR TELEVISION AND RADIO
by Robert L. Hilliard, FCC
A realistic, practical book on the craft of
writing for television and radio. Contains
ample, up-to-date illustrative malerial. 320
pages, sample scripts, review questions, in-
dexed. $6.95
THE TELEVISION COPYWRITER
How to Create Successful TV Commercials
by Charles Anthony Wainwright, Vice
President and Associate Creative Director,
Tatham-Laird & Kudner, Inc., Chicago
Written by a veteran television commercial-
maker, this book is a thorough and practical
examination of the creative process from -
idea to finished film. 320 pages with many

storyboard illustrations, fully indexed. Cloth-
bound. $8.95

T ———— ORDER FORM—————————————— ]
BOOK DIVISION, TELEVISION AGE
1270 Avenue of Americas, New York, N. Y. 10020

Please send me the following books:

(O THE TELEVISION COPYWRITER $8.95
(] DOCUMENTARY IN AMERICAN TELEVISION $8.95
TELEVISION STATION MANAGEMENT

documentay

reLEvision

i
3
.
1
|
L]

(O Paper $3.95 (O Cloth $6.95
(] WRITING FOR TELEVISION AND RADIO $6.95
NAME .\oniiiieiiiieiniiiieeennnes ADDRESS ...'eivrvnennineaneeceaeees I
(0 4 b QN STATE .uvvervvnnrrennens ZIP ..ovneen :

(Please add 50¢ per book for mailing and handling.)
O Check enclosed.

Production (rrom page 35)

meetings were all that were necessar
If something didn’t work out, tt
production house was the scapegoat.

But now that the agency is unde
the gun, seven or eight pre-produ
tion meetings are the rule. Everyon
knows what is going to be done dow
to the letter, which means no tim
wasted experimenting at the session:
As a result of this planning, LHC h:
made as many as 12 Braniff con
mercials in a single day of shooting

Would Lois consider using DDB
Director Studio?

“I don’t care who I use as long &
I get a good job. I wouldn’t min
using them because, as a large agenc:
they know what they’re doing. In fac
some of their people have more e
perience in commercial productio
than certain independent producers.

Sees no conflict

While some people see a conflic
of interest in DDB’s production ¢
commercials for accounts competitiv
to its own clients, Lois isn’t one o
them.

“They’re not going to louse up m
Braniff spot just because they happe
to be shooting a commercial fo
American Airlines on another stage
If they want to be able to rent thei
facilities out to the industry, the
know they’ve got to do a responsibl
job.,,

Do other agencies figure to folloy
DDB and LHC into commercials pro
duction?

About three years ago, Grey toye:
with the idea of establishing a tes
studio, and went as far as a cost ac

Robert K. King (1.) has been namet
senior vice president-television Db
Capital Cities Broadcasting Corp
King will be succeeded in his forme,
position as vice president and man
ager of WKBW-TV Buffalo by Law
rence J. Pollock (r.), formerly vic
president in charge of television sale.
for the station.
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Stock up onWholey
before the supply
runs out!

A viewer says Dennis Wholey is

“a haircut with words, a space-age Shakespeare
who makes every subject come alive.”

A TV Critic says he is

“an excellent interviewer-conversationalist,

an art that is either lost or overlooked

in many of the talk shows.”

Dennis Wholey is the new generation spokesman,
a product of today.

He’s “groovy”. Born of the television medium,

he is enjoyed as a charming respite from

the hum-drum of ordinary entertainment. -
He is honest, meaningful, and unpredictable. J
He is the successor to yesterday’s heroes. ="
All he has is talent. | _;_

Taft Broadcasting, with skillful, imaginative direction,
and crisp, demanding production techniques,

has turned Dennis Wholey into an

uninhibited 90-minute (and 60-minute)
five-day-a-week syndicated talk-variety program

that is a hit even before it premieres.

b7 Already sold in 22 markets ﬂ:‘m
/ from Portland, Maine to £ gy
Portland, Oregon, iﬁ

the Dennis Wholey Show was created

to bridge the gap between the modern retailer

and the active 18-49 buying market of today’s generation. =
Put your money where the action is.

The Dennis Wholey Show. ~y

¢"°Q\ ~
Taft Taft Broadcasting Company -!

S ot 1906 Highland Avenue, Cincinnati, Ohio (513) 421- 1750 / //(
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Corinthian’s board

James C. Richdale, Jr., vice
president of the Corinthian
Broadcasting Corp., and presi-
dent of its television stations di-
vision, has been elected to Cor-
inthian’s board of directors.
Richdale has been associated
with the corporation since
1954, and has served as general
manager of Korv Tulsa, and of
kHoU-TV Houston.

Also elected to the board
| were Edwin Singer, president

of Sequoia Refining Corp., and

chairman of the executive
1 board of the Corpus Christi
Bank and Trust Co., and
Thomas W. Smith, managing
partner of Whitcom Invest-
ment Co., New York.

counling to see if it was economically
feasible. Grey decided against it, pri-
marily because too many independent
test studios were springing up around
the city.

Grey has no immediate plans to
jump into commercials production.
Manning Rubin, vice president and

creative director at the agency, feels
that production may turn out to be
another of the agency business’s fads
which, he says, are often somewhat

blindly followed by others.
Grey may change

Yet Rubin, who was a key figure
in Grey’s test-studio cost study, and
was also active in the 4A’s study of
commercial costs, doesn’t dismiss the
possibility that Grey will re-examine
its thinking. With a track record of
great interest in controlling costs, it’s
almost a sure thing that Grey will be
an agency to watch for possible
major moves in the near future.

Wells, Rich, Greene doesn’t dismiss
the possibility of entering com-
mercials production, although man-
agement admits that the agency is not
ready for the move yet.

Creative director, Gerald Kreeger,
told TELEVIsION AGE that Wells, Rich,
Greene’s recently created feature film
production subsidiary, WRG-Dragoti,
might begin producing commercials
at some point in the future, but that
for the moment the agency will stick
to taking “one step at a time.”

Kreeger admitted that some clients

!.and another thing about

¢ || Countrydayride

aro's Combining the best of both traditional and contemporary “country”—
own HAYRIDE features 30 cast regulars, big-name guest stars and elaborate
llen, production numbers. The same commitment which brought host HENSON
Is of CARGILL fame as the top selling country singles record artist last year*
nces is the point of view he brings onstage for this show. It's called “caring”
ingle and it comes with Cargill—whether he's singing or just rapping with his
1 the guests. It's the kind of “now” relevance that creates audience identity
sard! and makes the show important to the tuned-in viewers in your market.
*Billboard
ams. A NEW TV | Available as both 30 & 60 minute programs.
ape._ SERIES! | 52 shows: 39 + 13 repeats. In Color, on Video Tape.
‘mbassy To see it, call or write: E. Jonny Graff, Vice President for Television, Avco Embassy
6-5528. Pictures Corp., 1301 Avenue of the Americas, New York, N.Y. 10019. 212-956-5528.
38

Donald S. Moeller, new vice pres

dent and general manager of KY1
Springfield, Mo., comes to the static
from WGAN AM-FM Portland, Me
where he served in the samne capacit =

— ———

have been asking the agency to ket
a weather eye on costs, and that ¢ |
far they’ve been satisfied with WRG
moves to hold shooting costs dow
through more intensive pre-produ
tion. But Kreeger adds that mar
WRG commercials are big produ |
tions and thus, cost a lot to begi |
with, and there are many variabli ¢
which are hard to control.

The Interpublic Group of Cor
panies hired the ex-president of Fou
Star, Tom McDermott, about a mon!
ago to look over its commercials o'
eration and make recommendation
McDermott’s job as consultant wi
be to analyze how Interpublic
agencies are set up from a produ
tion standpoint, and make suggestio!
as to how the organization might 1
improved.

Foote, Cone & Belding is one ¢
those agencies that see no benefit i
direct production. Senior vice pres
dent John O’Toole believes such
system limits the creative sourt
available to an agency, cutting it 0
from the plusses which can be d
rived from working with people suc
as directors and cameramen who al
in the field everv day.

W hat he wants

Rather O’Toole would like to st
the agency develop a volume guara!
tee or a cost-plus arrangement wil
a number of production houses.

“Of course a cost-plus system woul
require the okay of our clients. Pr
duction houses often pad their €0l
tingencies to cover any risks e
countered in shooting. The clies

would have to assume the risk in I'
; :
(Continued on page 9
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'WEHT-TV ASKS

- ”

A : '
g - . ot XN
=

= m—g— g

GENERAL OFFICES: 202 MICHIGAN BUILDING

The horrible moment of impact and
death is past. It happens everywhere,
every day. But in Evansville, Indiana, at
least, WEHT-TV has the nerve to ask
WHY. What was the cause? Why did it
happen?

No mere cliche campaign, this twice-
daily WHY series is committed to the
premise that dangerous traffic condi-
tions and dangerous drivers, on the open
highway or on Main Street, must never
be considered inevitable. Life is too pre-
cious. Whatever contributes to its de-
struction on the road must be dealt with

firmly, now, before it can cause tragedy.

This is why the WHY series was cre-
ated by WEHT-TV more than two years
ago. This is why News Director Tim
Spencer has the nerve to rub some peo-
ple the wrong way. This is why the Auto-
motive Safety Foundation has presented
Tim with the coveted Alfred P. Sloan
Award for Distinguished Public Service
in Highway Safety, for the second con-
secutive year.

WEHT-TV has the nerve to ask WHY,
over and over. To drive home a message
that can't be ignored.

GILMORE BROADCASTING CORPORATION

KALAMAZOO, MICHIGAN 49006

WEHT-TY

Evansville

RS Cimore Jr

president

Blevision dge, Iuly 28, 1969
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WSVA-TY

Harrisonburg

KODE-TV
Joplin

KODE-AM

Joplin

WSVA-AM

Harnsonburg

WSVA-EM

Harrisonbury
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The two men at WOOD-TV most concerned with suc-
cessful sales communications tell what they do in
SRDS and why.

s Markward: “Like everyone else sell-

~ ing advertising, we at WOOD-TV are

W always mindful of the magnitude of

" the task of communicating with ad-

vertisers and agency people. Number

one on our sales team is our firm of

representatives, Katz Television. But

beyond the Katz contacts and my own

we must use whatever communications vehicles that

can help us get to the right people as often as we can
and in the most effective way. _

“A good place to start, we believe, is in Standard
Rate because it is the bible of the advertising business.
It is the industry reference source for information on
programming and rates.

“Here we think it makes sense to cover the things we
believe are unique to us in terms of the market and, of
course, our strength in programming. After all, what we
do in programming, sign-on to sign-off, reflects our per-
sonality and the audience we attract.

“In any buyer-seller relationship you have to be sure
that your strengths are constantly in front of the buyer
which is the chief reason we present a comprehensive
description of our strengths in Standard Rate on a con-
tinuing basis.” '

2

d numbers”

: Amyx: “When anyone opens Stanad
Rate to look at Michigan markets 1
the stations covering those mar!
we know he wants information.
know he wants to see how the mar:
covered by the strong stations clis
cide with the markets where he's@
ing to advertise to get business. S¢/&
give him data on the Grand Rarls!
Kalamazoo rankings and the WG
TV coverage area.”

Markward: “You can never be sure l
what anyone is looking for specifically A \\‘ ‘

when he is using Standard Rate. You h
don't know whether he's planning or Q}r\ iA
buying or looking for test markets or f{'\ i

what.” }‘ N L

Amyx: “Exactly. We have a good St
' market. We believe we're one offi
top ten test markets in the country i

if anyone is planning a test ma
| program we want him to know @
b there's an ideal test area here in
Grand Rapids/Kalamazoo market. |

Television Age, July 28, 19C
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Left to right: Andy Amyx, Promotion Manager, WOOD-TV and
John S. Markward, Station Manager and Director of Sales.

Markward: “Our great strength in pro-
gramming is in news. We have spent a
lol of money and time developing a
very success{ul format of news pro-
gramming—the news, the weather, the
sports, documentaries, the whole bit
that makes up the full category of
news programming.”’

» nyx: “Another thing that has helped * |
' thas been our editorials. We did one

lit summer that we were warned |
{iainst because il had racial over- i§
. les. Some people feared that for us _&
I take a strong stand on such a sub-
& it might just cause more trouble. But
* tbelieved it had to be done and we -
-L ed some real strong editorials on the subject.”

"

Markward: “Well, vou can’t walk away
from possible trouble il you want to
be a teader in public service program-
ming. We think buyers with imagina-
tion see values in outstanding public
service programming.

“This, plus all the other things
we've talked about, adds up to the
" ickage of values you see represented in this ad in
¢ andard Rate. These are the things that give a Katz

L =
N —

salesman something to hang his hat on. And with all
the stations they represent you'd better see to it that
they have something to talk about.”

Amyx: “The Katz people are very
much in favor of what we're doing in
Standard Rate. I think the spot tv rep
today has to be able to talk about more
than just the numbers game. He has to
know about the stalion’s personality.
When he's talking to a media director
: or an associate media director he has
to know more about the station than just the ralings
and prices.

“When someone is planning a spot tv schedule
they're looking for ideas, they're looking for the right
markets and they're looking for stations that have not
only the coverage and the audience but the right feel for
the campaign which Jack calls ‘personality.’ So 1 should
think any good station would want to have information
about programming and personality in Standard Rate
whether it's for the planning stage or the buying stage.”

¢

5201 Old Orchard Road, Skokie, Il1. 60076

IN SRDS YOU ARE THERE
selling by helping people buy

8 Television Age, luly 28, 1969
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Inside the FCC (From page 96)

a trustee in the Public interest.

A second round of hearings on television network
program procurement began in June, 1960, with public
hearing in New York during which directors, writers and
performers testified about “live” tv. Following these,
FCC Chief Hearing Examiner James Cunningham con-
ducted similar hearings in Los Angeles where actors, di-
rectors and others were heard about the filmed tv pro-
gramming process. About 40 national advertisers in-
volved heavily in television were questioned about their
role in tv programing.

Then came the klieg-lighted hearings in January and
February 1962 conducted by Bryant with the Commission
sitting en banc with Newton Minow at the helm. The
brass of the three tv networks testified on how programs
were selected. As expected the hearings made headlines,
and there was the added publicity fillip from the hue and
cry then prevailing over the number of violence-oriented
programs.

Words by the millions. Over the years an enormous
record of millions of words was amassed through the net-
work programming hearings. This was turned over to the
Justice Department for possible action against the webs.
The FCC bided its time, awaiting a decision by Justice,
but when the Department had not acted by 1965, the
Commission, on Bryant’s recommendation, launched the
50-50 rulemaking.

Meanwhile, the option time abolition recommended in
the Barrow Report was acted upon by the FCC. First, in
1961, the Commission reduced the amount of option time
within each segment of the broadcast day from 3 to 2L

hours. Then, two years later, abolished it altogether, T}
stands out as one of Bryant’s signal victories. '

Bryant now is mustering all his resources for the 50
proposal and is not looking too far into the future. But
said he has in mind the possibility of delving into £}
burgeoning of radio networking.

Asked about the perennial Congressional proposals
license the networks, Bryant said he did not think su
a step was necessary. “The Commission, in my view, ¢4
ready has such power, but it might be a good thing |
Congress put it into statutory form,” he said.

The Network Study Office is a paradox. The first rour /s
of hearings ’59-60 were designed to show that the adve/}
tiser had too much power in determining network pr'
grams. By the second round of hearings, the economics (
network sponsorship began to change and participatir i
announcements became the major vehicle used by ne
work advertisers. ' l

|

The Network Study Group shifted with the shift. |
then directed its fire against the networks, claiming thi |
it now was the networks who had too much power. Then l
fore, it would seem that office is dedicated to harassmei |
—regardless of who controls network programming. B 8
ant denies this. But there are those who feel that Bryai
will propose and propose, hold hearings and more hea §
ings, stretch out the network study operation until it i3
time for his retirement. !

He is also fully cognizant of the fact that the Office ha
a constituency of its own on Capitol Hill and elsewher(d
There is a band of lawmakers shrill in their enmiti
toward the networks. These Congressmen have said the
they would not countenance the elimination of the watck i

dog unit.
“I think the Office will be around as long as the nell
works,” Bryant says sanguinely—and confidently. I

turn for generally getting a lower
bid.”

O’Toole would like to see an ex-
perimental plan of this type put into
effect within the next few months,
involving one FC&B office (they all

operate autonomously) or one FC&B
client.

In any case, O’Toole is not about
to lead the agency into direct pro-
duction. He believes that there is
always something the cameraman or
director can add to a commercial.
Another point: “When you get into
the business your suppliers are in,
you’re working against someone who
just may know the business better
than you.” '

The idea of a financial tie-in with
a production house is not new. J.
Walter Thompson and Lennen &
Newell have had them for years with
MPO. At the end of the year, a cost
accounting of commercials determines
who has made or lost money. If the
production house’s profit exceeds

-
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pre-arranged limits, the client gets a
refund. On the other hand, if the
production profit is too low, the house
is entitled to a bonus.

B-M showed the way

Bristol-Myers, however, beat every-
one to the financial tie-in punch. Four
or five years ago, this cost conscious
client decided it was paying more than
it should for commercials production.
According to one source, B-M con-
ducted a one-year production study,
and then selected three houses to do
all its work. The three picked were
VPI, EUE and Audio.

Cost accounting records were kept
for the next four years on a special
form the client designed with the help
of its agency producers.

Six pages long, the form breaks
down the cost of a commercial into
almost 200 items. The estimated and
actual cost for any element must be
listed, as must those responsible for
supplying certain items, such as art-

work, props and wardrobe.

Once B-M knew what every elemer
in every commercial over the pasi
four years had cost, it was well prej
pared to go ahead with its own prcj
duction. Sid Greenhaus, formerly o
MPO, was hired to produce Bristol¥

Myers’ commercials.

¥
Next: Lever and P&G
|

Now, two other major tv user
have taken it upon themselves to ex
amine the rising costs of commercials|
Lever Brothers and Procter & Gambli:
are both studying the situation, 3.1 |
though neither will yet say what theii:
research has shown in characteristi
secretiveness for companies of thi§
size and third degree of compeli
tiveness.

This much is sure. Commercia
production costs and clearly unde
attack at both agency and client level
today—and tomorrow can only brin
even more intensive efforts in thi
extremely vital area.

Television Age, July 28, 1969
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RKO offers the smoking.series

to. other stations dedicated to .
meaningful Public Service programming.
Contact RKO Television,

1440 Broadway, New York 10018

the smoky darkness
-~ of my: smok{er sworld.”

RKO Television believes “Public Service"

programming should use the full scope of
television's unique power to involve, in-
trigue and educate. To do so, RKO selects
subjects of vital concern'to the communlty
and presents them in forceful productions

“during prime time evening hours.

An example of this philosophy is RKO's
current series on smoking. The “beam of
light”’ comment from one of many letters,
reflects general viewer response. News
media also have been unstinting in their
praise. :

~

-

"« ..A TREMENDOUS PUBLIC SERVICE"

: LA Boston Herald Traveler
““ .. FASCINATING...EXCELLENT 'TELEVISION‘”
: : Cue Magazine

« ..CONSTRUCTIVE CONTRIBUTION TO
EDUCATIONAL TV” - ‘New York Times

“ ..POWERFUL...GUTSY” Variety

'RKO TELEVISION

A Division of RKO General, Inc:

WNAC-TV Boston
WHCT Hartford -
WOR-TV New York
WHBQ-TV Memphis
CKLW-TV Windsor-Detroit GENERAL
KHJ-TV Los Angeles '




new hooks

for the
broadcast industry

RADIO PROMOTION HANDBOOK
By William A. Peck
$9.95

comb-bound

A complete guide to help sta-
tions increase sales, develop
better ratings and improve re-
sults.

On-air and off-air campaigns
including contest, promotional
announcements, public service,
news programming, etfc. are
discussed and studied for ef-
fectiveness.

ANATOMY OF LOCAL
RADIO-TV COPY

By William A. Peck

$5.95

comb-bound

Contains hundreds of ways to
increase station billing with
sales-proven copy. Many "im-
possible'’ prospects have been
sold using the copy methods
provided in this idea-packed
book.

INTERPRETING FCC BROADCAST
RULES AND REGULATIONS

Edited by Verne M. Ray
$5.95

comb-bound

Indispensable for station per-
sonnel. Covers such important
facets as Program Log Require-
ments, the Fairness Doctrine,
Fraudulent Billing, Advertising,
Libel and Slander, etc.

TELEVISION AGE BOOKS
1270 Avenue of The Americas
New York, N. Y. 10020

Gentlemen:

Please send me the
checked below. A check for
$. ... enclosed. (Please add
50¢ per book for mailing and
handling.)
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Public affairs (From 76)

M. Sandstrom, vice president and
general manager of wiBw-Tv Topeka.

“Local concern about local boys
who were in Vietnam stimulated us
to send two newsmen, one from
Topeka and one from KGNc Amaril-
lo. Footage incorporated into a 30-
minute primetime special generated
a great deal of local attention, and
was recognized by a Sigma Delta
Chi award.

“It’s a whole new ballgame as far
as public affairs programming is
concerned,” according to George
Koehler, vice president and general
manager of WFIL-TV Philadelphia
and the Triangle Stations. “A defin-
itive objective has to be set in ad-
vance, and then the public service
effort sets out to achieve that objec-
tive.

“We are long past the explanatory
type of documentary. You can do a
documentary on how some of the
municipal services operate, but in the
end you’d accomplish very little. The
name of the game is action.

“For example, we did a documen-
tary called 1747 Randolph Street. It
showed the deteriorated and sordid
condition of a section that had de-
veloped into a blight on the city.
The result was a massive cleanup
operation.

“We also did two programs on
consumer frauds, called Something
for Nothing. Here again, immediate
action followed. The public now
looks to television to do this kind of
thing. Newspapers used to do it a
generation ago, but they have become
lethargic.

“All our documentaries are broad-
cast in primetime and are widely pro-
moted through on-the-air, newspaper
and radio promotion. Each time we
do a documentary, we are in com-
petition with ourselves to do an even
better and more provocative one the
next time around.” -

Leonard J. Patricelli, president of
wtic-Tv Hartford, says, “We look on
our public affairs in the light of bal-
anced programming. In other words,
we are doing a great deal in the area
of exposing ghetto problems, and
will continue to do so.

“But on the other hand, we want
to reach out to people and show them
some of the positive aspects of our
city. In our opinion, public affairs
should tell it like it is.” u

‘The Advocates’

‘ Described as a new approac
to the discussion of nation,
issues and  decision-makin, |
The Advocates will premie

| October 5. Supported by th

Ford Foundation and the Co

poration for Public Broadcas

ing, the show will be produce
by ETV stations WGBH Bosto |
and KCET Los Angeles, and wi
be available to noncommerci:
stations.

The series features tw
skilled lawyers arguing oppos
ing aspects of a nationally sig!
nificant issue, each seeking t
persuade a third party—a de
cision-maker. A moderator wil
introduce the topic for debatfl

William E. Osterhaus has been nant
general manager of Kpix San Fr
cisco, succeeding Richard Hari
who has been appointed president|
Radio Advertising Representatit.
Osterhaus had been program m-
ager of KYW-TvV Philadelphia.

Harry C. Barfield will succeed
late H. Guthrie Bell as president
the Gay-Bell stations. The former v
president and general manager U

head two corporations: WLEX-)
Inc., and Florida Heartland Tele

siton, Inc.
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ul
aking the reins of the American
jvertising Federation at a time
.»n the organization is undergoing
cmnges both in structure and objec-
15, is the advertising vice president
.Lever Brothers, Samuel Thurm,
s0 became the new AAF chairman
¢lier this month.
[hurm sees the future of the or-
qization, which during recent
wrs has been trying to define its
/e within the industry, as “making
. attempt to change the image of
.sertising within our society.”
[his is one of the major goals for
| organization which has a more
lanced viewpoint then other ad-
vtising groups (it represents ad-
vlisers, agencies, ad clubs and as-
iations), but historically has not
l:n as important as other groups.
Following a re-organization which
tk the past two or three years, and
luded moving the organization’s
| adquarters to Washington, D.C.,
» AAF is beginning to develop re-
ions with government, the public
d education. In addition, the num-
r one internal project is to de-
lop industry support and member-
ip.
The goals of the organization are
w oriented to taking an active role
matters which could have an ef-
¢t on all advertising, and not just
ecific problems. Its officers see the
AF as a place where everyone can
me together and solve industry
oblems. These include relations
ith the government, disenchanted
uth and the public’s view of ad-
rtising.

rhe government relations question
based on the anticipation that if
le advertising business can’t make
If-regulation work, more and more
overnment regulation will be in-
vitable,

The difficulty with self-regulation is
it it’s easier to agree to in princi-
al than in practice. While Thurm
oints out that nobody likes to be
nced into change, without it the
idustry would be in trouble, since
hange is part of our lives.

The government is already in-
olved in regulating the business, as

ccasional 'TC and FCC decisions
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have made clear. “It’s an everyday
affair in everything we do,” he
points out. “They set limits and
standards.”

The problem is that a lack or
breakdown of self-regulation could
result in a loss of public confidence
in the industry. This could result
in the government expanding its rules
and guidelines.

The AAF hopes to make the Ad-
vertising Code of American Business
a meaningful part of self-regulation,
and wishes to increase ties between
-itself and local groups.

This hooks in directly with the
AAF’s second goal of changing the
public’s view of advertising.

Thurm points out that many peo-
ple view advertising as uneconomic,
or the grounds that it raises prices
and forces peopie to buy things they
don’t want.

To change this thinking, the AAF
has produced material for a cam-
paign on the theme, “Without ad-
vertising you wouldn’t know.”

It is hoped local ad clubs and
agencies will promote the campaign
to generate better public understand-
ing. In addition, member groups of
the AAF are being urged to under-
take worthwhile projects to advance
the public good.

Part of the public, of course, is
youth, and it is this group which,
some AAF members point out is
disenchanted with the industry and
as such is looking for careers in
other areas. They see advertising as
a rat race, and advertising men as
hidden persuaders. In order .to lure
these people back, advertising will
have to change its image.

Thurm has been in advertising
long enough to know that many of
the ideas people have about it are
untrue.

He began his career as a research
director of Eversharp. In 1946, he
joined Young & Rubicam as as-
sistant research director. Later he
became an-associate media director.
In 1956, he joined Lever Brothers
as media director, and two years
later was appointed general mana-
ger of the advertising services divi-
sion.

Samuel Thurm

Changes in objectives

In 1959, he was elected to his
current position of advertising vice
president. Two years ago, he be-
came a member of the management
committee. He is responsible for su-
pervision of the company’s advertis-
ing, marketing research and market-
ing analysis activities.

In addition to his current posi-
tion, Thurm is past chairman and
director of the Association of Na-
tional Advertisers, a director of the
advertising council, a member of the
advertising committee of the Grocery
Maufacturers of America, and form-
er chairman of the national televi-
sion-radio-films committee of the
United Community Campaigns of
America.

As chairman of the AAF, Thurm
will have a more manageable board
to deal with than his predecessor,
Walter Terry, senior vice president
of D’Arcy Advertising, San Fran-
cisco. The AAF has streamlined the
board from more than 100 members

to about 40.
The creation of an inter-associa-
tion council within the AAF is

basically responsible for the reduc-
tion. The council will be made up
of 28 AAF member advertising and
media associations, including such
organizations as the Television Bu-
reau of Advertising, the American
Association of Advertising Agencies,
the Association of National Adverti-
sers and the National Association of
Broadcasters. u
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Inside the FCC

Architect of the 50-50 rule

It may be many months before the FCC takes any ac-
tion on the proposed 50-50 rule, which would limit net-
work ownership of primetime programming and put
them out of the domestic syndication business.

Last week, the FCC heard oral arguments. If the Com-
mission should adopt these proposals in whole or in part
(and there are many who believe the chances are that
it may), it will be the handiwork chiefly of one indi-
vidual, Ashbrook Parker Bryant, chief of the Office of
Network Study. Since 1957 when he assumed his present
position, the 59-year-old “Ash” Bryant has been engaged
in a battle with the networks, primarily over what he
regards as their excessive domination of programming.

He has outlasted nine network presidents (exclusive of
the current incumbents). All nine have appeared before
him at one time or another to explain network pro-
gramming policies. A courtly man who intones his words
in a ponderous manner, he has managed to retain his al-
most quixotic ardor in his perennial jousts with the net-
works. As one of the commission staff observed, his con-
duct of hearings remind him of the critic Henry Field’s
description of a production of King Lear when he wrote
that the actor “played the king like someone else just
played the ace.” (Bryant was an amateur actor in his
youth.)

The commission’s failure in the past to adopt, or even
consider, some of his far-reaching proposals to restruc-
ture network regulation has not dampened Bryant’s cru-
sading spirit.

“The network study group is the greatest boondoggle
in the history of bureaucracy,” cracked a former FCC
commissioner. “The guy must stay up nights figuring out
where to hit us next,” commented a network executive.
“Ash” Bryant is impervious to these comments in and out
of the Commission. Network brass may come and go, but
he grinds on and on. Speaking of the slow pace of “re-
form” he says simply, “These things take time.”

Look on the third floor. He can be found in a three-
room warren on the third floor of the FCC building.
Amidst volumes upon volumes of FCC hearings, legal
works and congressional records, Bryant amasses his
ammunition and devises his strategy.

On the wall hangs a picture of Lyndon Johnson, for
whom Bryant once worked on Capitol Hill, and another
of him with a popular singer of a generation ago. Be-
side his desk is a well-worn adding machine.

He speaks with surprising equanimity about the task
of keeping tabs on the networks. His able deputy, James
Tierney, left last Spring to become a hearing examiner,
leaving him with a staff of four—two lawyers, a secre-
tary, and a research assistant. The office budget is in the
neighborhood of $70,000 a year.

Bryant considers himself a kind of David against
Goliath—an attitude which can be traced throughout his
career. As he put it, “I have engaged mainly in battling
the interests during my life, and I have enjoyed it im-
mensely.”
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After graduating from Columbia in 1932, he received h
law degree three years later from Brooklyn Law Schoc
During both college and law school years, Bryant helpe
prepare the defense of indigents, mostly Negroes, accuse
of crimes before New York City courts. Following hi
graduation from law school, he worked full-time as
public defender.

Bryant came on the federal regulatory scene in th
early 40s as an attorney with the Securities and Exchang
Commission from which he was drafted following the ou
break of war. He was given leave from the army to be
come a special assistant to the Attorney General i
charge of investigating frauds by major defense cor
tractors. After the war, he went back to the SEC, wher
he was appointed special counsel in charge of fraud in
vestigations.

In 1951, he switched to Capitol Hill, where he serve:
as counsel for the Senate Preparedness Subcommitte
headed by Lyndon B. Johnson.

After a stint in private practice, Bryant first got hi
feet wet in communications law in 1954 when he joine«
the FCC as a trial attorney in the hearing division. Hi
handled the critical proceedings determining which ap
plicants received television licenses in such major market:
as Boston, Miami and Indianapolis.

In 1955, Bryant made the fateful move which cast hin
in his present role. He joined the Barrow Commissio
charged with studying the efficacy of FCC’s regulation o
the networks. The commission, headed by Roscoe Bar
row, dean of the University of Cincinnati Law School
hatched a series of recommendations, among which wert
the abolition of network option time and the creation o
a special FCC unit to serve as watchdog over networl
activities.

The FCC unit was created and dubbed the Office of
Network Study. Bryant took over as chief about six
months after its inception and has been a thorn in the
sides of the networks ever since.

In July 1959, hearings were held in New York City
during which advertising agency executives, who repre:
sented the sponsors of network programming, were heard.
These proceedings were followed by a marathon en banc
Commission hearing lasting for four months—from De
cember 1959, until March, 1960. Over 100 witnesses
representing religious groups, garden clubs, educational
organizations as well as broadcasters testified on the ro}e
and responsibilities of radio and television. Coming in
the midst of the quiz-payola-plugola scandals, a lot of
heat was directed at the networks. In June, Bryant came
out with a report entitled “The Responsibility For Broad-
cast Matter,” a compilation of data and recommendations
for I'CC action.

The Commission followed up the report with a policy
statement which, for the first time, delineated the obli-
gation of licensees to program in the public interest, and
to seek out the programming needs of the communities
they serve. The broadcaster, under the statement, became

(Continued on page 92)
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We’re more interested 1n
nforming a curious audience

han in winning awards.
Maybe that’s why we keep
yinning awards.

‘ews T"—Reporter-Photographer  Larry
sbs: First Prize, TV Newsreels from White
use News Photographers  Association;
sn M. Nevitt Journalism Award from D.C.
e Fighters Association; EMMY Award
m Academy of Television Arts and
iences, D. C. Chapter. (12 Noon, 5:30
11:00 PM, Mon.-Fri.; 6:30 & [1:00 PM,
t. & Sun.}

lose-Up"—Two EMMY  Awards  from
:ademy of Television Arts and Sciences,
C. Chapter. [1:00 PM Sunday)

tlaire and Co Co"—Ohio State Award
sm Institute for Education by Radio-
levision:. MAMM Aword from American

ssociation of University Women; Citation

The Evening Star Broadcasting Co.
Washington, D.C.

National Representatives:

Harrington, Righter & Parsons, Inc.

from Organization of American States.
(8:00 AM, Mon.-Fri.)

Public Affairs Specials
"Project Summer"—Oufsfanding  Public
Affairs Program Award from Chesapeake

Associated Press Broadcasters' Assoc.

of Freedom"—Ohio
State Aword from the Institute for Educa-
tion by Radio-Television; Superior Award
for News Broadcasting from Virginia Asso-
Broadcasters; EMMY Award

“The Sweet Smell

ciated Press

from Academy of Television Arts and

Sciences, D.C. Chapter.

“We Have Not Forgotten"—George
Washington Honor Medal Award  from
Freedoms Foundation at Valley Forge,

EMMY Award from Academy of Television
Arts and Sciences, D.C. Chapter.

“Lincoln's Last Day"—Three EMMY
Awards from Academy of Television Arts
and Sciences, D.C. Chapter for Program
Achievement,  Production-Direction,  Cine-
matography, Golden Eagle  Certificate

from the Council on International Non-
theatrical Events. (CINE)



Be it ever so humble . . . ..

Across the United States, Storer
stations are involving themselves with
the ill-housed “third of a nation.”
In Toledo, WSPD Radio vwon top
honors from the Ohio AP Broad-
casters Association for an editorial
series urging housing improvements.
Atlanta’s WAGA-TV foughteditorially
for restructured zoning to allow
more eflective land use for low-cost
housing. In Detroit, WJBK-TV
promoted the idea of “‘sweat equity”

—allowing low-income groups to use
their own labor as part payment for
homes. Cleveland’s WIW-TV, in a
positive approach to urban renewal,
told how a German Village group
used ethnic appeals to motivate
revitalization, urged others to follow
their example. In Miami, New York,
Los Angeles, the Storer stations
continue their campaign to make
“Home, Sweet Home” more meaning-
ful for humble people. Their genuine

concern is a major factor in Storer’s
longtime policy of doing as a matter
of routine,things which community
leaders often consider rather special
—and is another reason why it’s good
business to do business with Storer.

) ‘ }

T

BROADCASTING COMPANY

NEW YORK ATLANTA CLEVELAND DETROIT TOLEDO MILWAUKEE MIAMI

WHN WAGA-TV WW-TV WJBK. TV WSPD-TV WITI-TV WGBS
PHILADELPHIA | LOS ANGELES | CLEVELAND DETROIT TOLEDO CLEVELAND BOSTON
WIBG KGBS wjw WJBK WSPD WCJW (FM) WSBK-TV




