CO'OI‘ ’70 Th e retailer takes stock

you've got your heart

set on the 969,400 women
in the Twin Cities market area
between 18 and 49.

Now, how are you going

to catch their eye?

= ~ relax and take five.

—
o
\

'\I - : Channel 5, KSTP-TV in St. Paul/Minne-

< a #\ 3 .,/’ s apolis. We've aimed our new afternoon
- =y f“ Sl ‘f,, ¥ programming right at the women who can
U A o {_ ¥ | Y IR make or break your brand.
. ‘ ke’ N "_ ' With popular shows, like the Dennis
! 2 B YW v Wholey Show, Strange
ng \,"\"'1( n T Paradise and Dial 5, an E
-4 e 4 ‘3 expanded version of our {
L S \ long-running, successful Kg’l‘p\
e RN Dialing for Dollars. '\ \

Out to court our big- 2l BECGRN ,

buying Twin Cities gals?
Relax and take five.
Channel 5. You'll see
‘em sit up and take
notice.

A division of Hubbard Broadcasting tn:
WT0G - TV, Tampa - St. Petersburg « KOB - TV, Aibuquerque
Represented nationally by Edward Petry &




Rating* Share* Program

81 33 STUMP THE STARS WFIL
] i : 7 29 Edge of Night B iR
s I n 3 13 Bright Promise <
° ° 3 13 Three Stooges D (
Phl Iadelphla 2 8 Captain Philadelphia E
] 4 Various F

F400% increase over August 1969

42 STUMP THE STARS WKBV iy
26 The Movie Game B ‘
26 Strikes, Spares & Misses C

6 Various D

Ist in
Buffalo

= N o

no wonder!

With regular guests like CAROL BURNETT

SID CAESAR, DICK VAN DYKE, DEANNA LUND
ROBERT MORSE, PETER BRECK, ROBERT
CUMMINGS, ANNA MARIA ALBERGHETT!
ROBERT CLARY, VINCENT PRICE, SEBASTIAN
CABOT, KAREN VALENTINE, BEVERLY
GARLAND, LORI SAUNDERS and many more

"Stump The Stars” — Mad, mod, miniskirted —17
year, three network winner —all new and in color
five days a week —MC'd by Mike Stokey. Ideal for
that January programming weak spot. Call Bill
Mulvey at Triangle Television, (215) TR-8-9700

*ARB Telephone Coincidentals. November 11-13. Details on request
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¥amath gets his knees taped here.

bolis mouth.

Vvl Monday afternoon

& t4e the Joe Namath Show.
voil Tuesday morning

€54d 52 dupes to 52 markets.
e | it for others.

/e o do it for you.

OBUTION SERVICES

| Wl St., N.Y. 10023 (212) 873-5800
k ‘h'fon Parlan
|
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Marion Jones

and her Blair man
are driving
America to drink.

Gatorade, that is.

Marion, a Lennen & Newell time buyer, has just
helped kick off an introductory Spot TV campaign for
Gatorade. She knew that putting a great new whistle-
wetter on the market wouldn't be child's play. So she
lined up America's No. 1 broadcast representative
team to help: Blair Television

With Blair man Jack Kelley assisting at quarterback,
Marion used the flexibility of Spot TV to introduce
Gatorade, market by market across the country. Since
this new thirst quencher is the drink for active people,
Marion’s Spot buys centered on news, sports and
other male-oriented shows.

Blair's total data “Vis-Avails” helped her call the
plays fast. They showed at a glance where she could
find her target audience on the Blair-represented
stations she selected.

Add the strong backup of Blair Research and you
can see why Marion wanted Blair Television on her
side. After all, when you tackle the American
consumer, you need the help of an all-pro team to
get results. It's the only kind of team you get when you
call your Blair man.

am BLAIR TELEVISION




Good News
Is Worth
Repeating

In case you missed the news, on Jan-
uary 12 your old friend TELEV!SION
AGE becomes TELEVISION/RAD!O
AGE. As the new name implies, we
shall be bringing to the radio adver-
tising medium the same kind of deep-
questing editorial attention we have
rendered for the television advertising
medium in the past 16 years. ® With
the change will come a new format to
accommodate this expanded function,
the addition of in-depth features and
analysis about radio, and an enlarged
circulation that will quickly reach a
guaranteed 20,000 copies. (As a mat-
ter of fact, the new TELEVISION/
RADIO AGE is going to every adver-
tiser or agency in the country invest-
ing $25,000 or more annually in
television or radio.) w Some things
aren't changing, though. This enlarged
publication will still provide the most
analytical, thoughtful and probing
coverage of trends, techniques, suc-
cesses and outlooks for broadcast ad-
vertising available anywhere. ® More
than ever, it will reach all levels of
those concerned with broadcast ad-
vertising, from corporate presidents
and advertising managers to agency
account men, media experts and
marketing specialists. This is a for-
midable array of those who make the
decisions. TELEVISION/RADIO AGE
will have more appeal for them than
ever. ® Which means that, more than
ever, TELEVISION/RADIO AGE is the
most effective medium for your own
advertising. Our linage, by the way,
increased 26% during the past year.
What do you suppose caused that?

Television/Radio Age
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Television Age

27 WILL COLOR TURN THE RETAIL TIDE?

It may take more than that to get the department, mail orq
and specialty stores into tv with both feet

30 COLOR KEEPS CO-OP POPPING

Despite stiffer FTC curbs, fiber firms continue to use tv as g

fashion image-builder :

W\
32 COMMERCIALS: BOUTIQUE OR BARGAIN BASEMENT gl

Should retailers seek low-cost spois, or commit themselyes o
expensive image? |

]
i
34 THE PORTABLE TAKES OVER

If present trends continue, small sets will account for over hal
1970 sales

36 COLOR GAPS CLOSING

NSI major market sweep shows smaller variations betwe
the haves and havenots

DEPARTMENTS !
14 Publisher’s Letter 38 Film/Tape Report . |
Report to the readers Round-up of news
16 Letters to the Editor 51 Spot Report B
The customers always write Digest of national activity
19 Tele-scope 53 One Seller’'s Opinion
What's bekind the scenes The other side of the coin

59 Wall Street Report
The financial picture

73 In the Picture
A man in the news

74 Inside the FCC

37 Viewpoints Exclusive report from
A no-holds-barred column Washington

23 Business Barometer
Measuring the trends

25 Newsfront
The way it happened

'si
i
o

| I
|3
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wen colonialism and independence, between white and black, between old ways
| net...that’s the story of modern Africa...the story told in 4 stunning hours of award-

nin color programming...AFRICA...narrated by Gregory Peck.

M b
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Academy Award winner Gregory Peck is narrator for AFRICA.

)

e
m

the whole continent is the subject of this
unprecedented color documentary from AB
Available as a four-hour program |
or as four individual one-hour programs.

m is a program of extraordinary dimensions,
It examines the struggle of animals to survive in the rapidi
diminishing wilderness; the head-on collision of ancient
and modern law; the thrust and dynamism of Africa’s m
and art; the rich and colorful variety of its sport. AFRICAR

creative journalism at its best— entertaining, provocativelie

human interest...a program to fascinate each and every§

M""}A is perhaps the single most praised program
in the history of television. The N.Y. Times called it
‘A landmark. .. without parallel.”
““Some of the best color footage ever to run on the small §
va
"One of television's finest achievements. A triumpht"
Boston Herald Ti
""Four of the finest hours ever seen on television."
Dallas News
“A massive achievement." Minneapolis Tribune
AH“[:A delivered the largest audience ever achleved
by a program of its kind—19,260,000. And an outstanding
total audience rating. That was against some of the toughi
competition network TV can offer—season premieres of ¥
Disney and Ed Sullivan, for instance. AFRICA also won
13 awards, including an Emmy, Peabody, and The Saturg
Review Distinguished Achievement Award.
I
A""[:A is available now from ABC Films as a four-hour
program or as four individual one-hour programs. It's put
service programming at its best.

ﬂAu your ABC Films representative now.

New York 1330 Avenue of the Americas 10019
212LT1-7777 :

Chicago 360 No. Michigan Avenue, Chicago, lIl. 60601
312 263-0800 '

Hollywood 1313 No. Vine, Hollywood, Calif. 90028
213 NO 3-3311

Atlanta 5400 Roswell Rd., N.E., Atlanta, Georgia 303
404 255-0777
Houston 3777 Norfolk, Houston, Texas 77027

713 665-3107

SABC
FILMS

London/Madrid /Mexico City/Paris/Rio de Janiero/Rome/Sydney/Tokyo/Toronto

o KT
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close election...

Roman Gribbs
defeated Richard
Austin by 6,194

Before 11:00,

bUt IOOk WhO Ied The WWJ Stations

had posted 96%

votes in the closest may- aII the waY! of the total vote for mayor.

oral race in Detroit history.

But WWJ and WWJ-TV led in reporting
mayoral election returns by as much as
2 hours and 250,000 votes.

In fact, the candidates themselves fol-
lowed the returns on The WWJ Stations
and made their statements on the basis of
these reports.

Some, though, doubted the accuracy of
WWJ'’s figures.

Out of more than 500,000 votes cast,
WWJ was 13 off. We'll try to do better next
time.

But it wasn’t until 8 hours after WWJ and
WWJ-TV had posted 100% of the mayoral
vote that the Election Bureau computer
officially pointed out this slight difference.

By 10:50 election night, WWJ and WW.J-
TV were reporting 90% returns in the
mayor’s race.

Other radio-TV stations had about 20%.

Others reached 40% by
Midnight.

At 1:15 AM, WWJ and WWJ-TV an-
nounced 100% . This amazed almost every-
one, since 2 precincts had locked their
machines for the night and couldn’t tab-
ulate their votes until morning. But WWJ
had them counted correctly all along.

Also, WWJ-TV was the first to colorcast
the complete victory statement by Roman
Gribbs and the entire Richard Austin con-
cession speech. The WWJ Stations pro-
jected the Gribbs victory within 0.2% of
dead-on early in the evening.

When most other stations began making
projections,-WWJ had enough votes tab-
ulated to make projections academic.

Accomplishing this kind of superiority
takes ingenuity, effort and, of course, vital-
ity. But making vitality work effectively is
the WWJ/Detroit way.

WW and W TV

DETROIT
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In the past five years the Boise market has had . .. Advertising

Advertising Manager: Tom Howard
Midwest Manager: Paul Blakemore

37 per cent increase in net weekly circulation. Southern Sales Manager: Herheiiy
Market Development Manager: M. Blaise

20 per cent increase in Television homes.

Retail sales up 33 per cent.
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Food sales up 35per cent. ®
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A marriage
made in

heaven

When you get right down to it,
there isn’t any TV program that
doesn’t look better in color.

But the spectrum really comes
into its own when it’s enhancing a
special—whether it’s a news
documentary, a major sports
event or a big, splashy song-and-
dance spectacle.

No network uses color quite so
wellas NBC (we were the pioneers,
| of course). And nowhere is there

B such anabundance and variety of

top-quality specials as may be
seen on this network.

The combination of color and
specials is, we’d say, a marriage
made in heaven.

A look at the next two pages will
give you an idea of some of the
heavenly TV specials NBC is
offering in December alone.

TELEVISION
RETIVORK

11



IFIT'S REALLY“SPECIAL’IT’S ON NBC

WEDNESDAY /DEC. 3

Jack Benny's New Look (9:00-10:00)
The night’s visitors are Gregory Peck, Nancy
Sinatra, George Burns, Gary Puckett and the
Union Gap, Eddie “Rochester” Anderson.

THURSDAY /DEC. 18 | MULTI-SPECIAL NIGHT

- A{

s

Chrysler Presents The Bob Hope Special
(9:00-10:00) Bob’s guests are Andy Williams,
Anthony Newley and the lovely Elke Sommer.

ALL IN

Note: All times are NYT, 3

12

FRIDAY/DEC. 5

Rudolph The Red-Nosed Reindeer (7:30-
8:30) An animated version of the Christmas
tale. Burl Ives narrates this encore showing.

FRIDAY / DEC. 19

GE Monogram Series: “Sahara® (7:30-
8:30) Join a caravan as it crosses 500 miles of
an African desert rich in history and legend.

COLOR ON NBC'T

SATURDAY /DEC. 6

,-'-'.'w I e s

i) " t 1)

The Littlest Angel (7:30-9:00) “Hall{™
Hall of Fame” presents an original m
based on the children’s story. Fred Guf
and nine-year-old Johnnie Whitaker sta |

i

SATURDAY /DEC. 20
SUNDAY/DEC. 21

AFL Playoffs (Times to be announced)

urday: the Western Division’s No, 1 team'
the East’s No. 2 club. Sunday: the Easteml%,
vision leader vs. the West's second-placete®

Television Age, December 1, 1969 }
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. UNAY/DEC. 14

[anBrinker (7:00-9:00) An original musi-
il ¥sion of the delightful classic. Eleanor
ark, Richard Basehart star; Robin Ask-
it Hans. Special guest: Cyril Ritchard.

ATEDAY /DEC. 27
]

BE@American Rainbow: “Christopher
isdters America” (10:30a.m.-11:30 a.m.)
“d8 -drama” about a Korean orphan’s ex-
Tiel:s in the United States. The first of a
1eSf one-a-month specials for children.

THURSDAY /DEC. 18 | MULTI-SPECIAL NIGHT

» r .
N
The Little Drummer Boy (7:30-8:00) Greer

Garson tells the story of the boy whose only
gift to the Christ Child was music (repeat).

THURSDAY /DEC. 18 | MULTI-SPECIAL NIGHT

¥ E A
Bing And Carol Together Again For The
First Time (8:00-9:00) Among those joining
Bing Crosby and Carol Burnett are dancer
Juliet Prowse and singer Roy Clark.

SUNDAY/DEC. 28

Tk
Projeotion "70 (4:30-6:00) A look at what
may happen in the new year in light of the
events of '69. The anchorman: Frank McGee.

Election '69: What We Learned (10:00-
11:00) How has the revolt of the white middle
class expressed itself in this year’s elections?
Producer Fred Freed explores the question.

WEDNESDAY /DEC. 31

Orange Bowl Parade (7:30-8:30) Lorne
Greene and Anita Bryant are the commenta-
tors for this holiday pageant. From Miami, Fla,

F'ULL COLOR NETWORK

Livision Age, December 1, 1969




14

We Do

That's what has made TELEVISION
AGE so different from the others. The
business of broadcast advertising—
and we shall soon be covering radio as
well as television—is a big domain.
You can't report it with meaning by
simply parroting press releases. ® This
is why our editors keep digging for the
facts behind the facts, always seeking
the reasons, rationale and results be-
hind profitable use of broadcast media.
Consequently, TELEVISION AGE
(shortly to be TELEVISION/RADIO
AGE) is in a class by itself. » It cuts
across all levels of advertiser-agency
readership from the assistant time-
buyer to the chairman of the board.
And it has something for each of them.
Something we evolve by digging,
probing, searching, interviewing, cor-
relating, and then presenting in the
Clearest of articulate reporting. ® You'll
find nothing quite like TELEVISION/
RADIO AGE in this broadcast adver-
tising business. Nothing, either, that
can do such a thorough job of telling
your story to the people who make
broadcast advertising tick. We do a
lot of digging. But we also do a lot of
selling for our own advertisers.

lelevision/Radio Age

Letter from the Publisher

Agnew’s views

Vice President Agnew’s speech excoriating the networks has be
discussed, reviewed, eschewed, and agnewed (the most recen!
tion to Webster, meaning to lambast).

As a matter of fact, no vice president in recent history has
ceived the exposure garnered by Spiro Agnew as a result of
speeches. The New York Times alone ran over 30,000 words over
period of four days on the Agnew speech and reactions to it. |

The affiliates, advisory boards of both NBC and CBS have pas
resolutions supporting the networks’ stand.

Behind the scenes, there are several aspects of network-affil
relations in the news area that surfaced as a result of the Ag
posture.

For the past several years, behind closed doors and in the affilia
advisory committees, there have been spirited discussions about |
direction of the network news commentaries and documentar
One of the hottest sessions was at a meeting in Hawaii prior to b
resignation of Fred Friendly. Another indication of how many i _
vidual station news editors feel about some aspects of network n V
was the refusal of the Radio-Television News Directors last yea
pass a resolution defending network coverage of the Democral
Convention at Chicago. The resolution was proposed in a RTND
Board meeting and was voted down. Actually, the news editors A
the individual stations, reflecting the position of their managemes
are more conservative than their network counterparts.

L

No subjective newsman

Admittedly, as Henry Luce said many years ago, there is"
reporter or newscaster alive who does not have subjective reactis
to what he is reporting. However, there are many excellent n
casters on the air who are impartial in their presentation, and
viewer would be hard put to identify their politics. Conver
there are several whose politics are transparent.

It is unfortunate that this entire problem of news handling
not been hammered out within the industry. As President Ni
director of communications, Herbert G. Klein, said recently
Face the Nation, “I think there is a legitimate question to be
bated within the industry (italics ours), and I would be oppose
Government participation in it, but within the industry, as
whether we are doing a good enough job, whether we are b
obiective enough, and whether we ought not to spend more ti
self-examination.”

The networks cannot dodge this responsibility and neither
the stations.

From a political standpoint, the Administration has decid.e
a strategy that is now unfolding. The White House is movin
two directions according to one of Nixon’s top aides. The first
open frontal attack on opposition media. The other is strengt
ing White House authority over broad policy maiters involving €
munications. (See Inside the FCC, page 74.)

Politics makes strange bedfellows indeed. It has placed
Johnson alongside Spiro Agnew and Gerald Ford (R-Mich.) alo
side Congressman John E. Moss (D-Calif.). .

In the last analysis, it can be said that television these days is
place for faint hearts. The crossfire is from both sides and the br
casters stand right smack in the middle.

s

§

I*
1

Cordially, b

s

£
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POV

fo you see The Directors Center depends upon your point of view. How you use it depends upon your needs.

f are a director, you see us as a complete If you are an agency producer, you see us as a
e facility, including stages, equipment and place where the industry's leading directors are
einnel. Our format offers you maximum lati- backed up by professional production manage-
d€or everything you do, from evaluation and ment including complete logistical budget control
*s8rch thru production and post production, from bidding to broadcasting, for film and tape.

A total service to directors and producers. Worldwide. That's our point of view.

THE DIRECTORS CENTER THE DIRECTORS CENTER
78 East 56th Street 1515 North Western Avenue
New York, New York 10022 Hollywood, California 90027
(212) 838-3900 (213) 466-8691




Letters

to the
Editor

Who buys for P&G?

Your article Will media buying
services kill the commission system?
(TeLEvVISION AGE, October 20, 1969)
had one paragraph that [ think
requires some comment. You quote
one of the best known agency execu-
tives in the business as saying “Proc-
ter & Gamble really does the media
buying.”

That statement is patently untrue.
Anybody who has worked with the
client knows that the agencies do all
of the buying for the products as-
signed to that particular agency.
Buying results from planning pro-
cedures that are recommended and
approved by the client. Quite natur-
ally there are certain procedures and
parameters that are jointly and mutu-
ally established as guidelines for the
purchase of media.

One other point overlooked in the
current vogue of discussing media
buying services and agency payment
is the fact that the agency receives
Its cominission not only for media
buying, but for media planning and
evaluation, research, marketing and
promotion counsel, and very im-
portantly, the creative process. Every-
body seems to be overlooking these
very important factors.

BERN KANNER

Senior vice president
Benton & Bouwles
New York

More on media services

Your article on the media buying
services (October 20) was certainly
one of the most informative to date.

There is a great deal of discussion
on whether the services will survive.
Their presence has certainly led to
an upheaval and reorganization of
the media departments in many agen-
cies. However, there is a need for
competent buying services to work
with small agencies that do not have
the staff or expertise in this area.

As a matter of fact, the future of
buying service may be with the

16

smaller agencies, rather than in the

volatile arena of multimillion dollar
accounts.

CARL WIRSHBA

Acwan Advertising

New York

-

Accurate picture

Your story (Commercials produc-
tion: a new ballgame, TELEvViSION
AGE, October 6, 1969) was percep-
tive and an accurate picture of the
commercials production scene at this
point of time.

GEORGE K. GOULD
President
Teletronics International

New York

Well woven

In your profile of me (In the
picture, October 20, 1969) you wove
a rambling group of statements on
my part into an interesting story.

JUSTIN T. GERSTLE
Senior vice president
Ted Bates

New York

Up, tele-scope
Tele-scope just has to be one of

All these shares having been sold, this announcement appears only as a matter of record:

NEW ISSUE

I

KURZ-LIEBOW & CO., INC.

100,000 Shares

TRANSMEDIA INTERNATIONAL
CORP.

Common Stock .
(Par Value $.01 Per Share)

LEONARD BROTHERS, INC.

KNICKERBOCKER SECURITIES, INC.

the best read features in the tra
press.

For myself, it’s the first thing
turn to when your publication a
rives.

WALTER E. STA}

Preside;

SFM Media Service Con,
New Yoi

First class no. 2

My heartiest congratulations |
you on the outstanding job you di
with the profile of Colgate-Palmoliy
(Now no. 2 and holding fast, TeLl
VISION AGE. November 3, 1969). I}
was comprehensive, perceptive, con}
plimentary and engrossing. We

done.
BUD SAWYE|
The Sawyer Grou|
New Yorl
l
Coke ok

I want to compliment the excel
lence of your television coverage. |
J. E. DUFFIELD, JR |

Director, advertisiny

and sales promotioi

Coca-Cola Export Corp

New Yarl

November 7, 1969 oy

L. FLOMENHAFT & CO.,

Incorporated

Television Age, December 1, 19
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Get Happy...
'GoAmarlllo'

dlevision Age, December 1, 1969

When you want to sell in Happy, Texas,
the best way is through a spot schedule

on Amarillo TV. Nope, Happy doesn't

make much more than a ripple in the road,
boasting only about 624 mighty pleasant,
smilin’ Texans — give or take a couple of
grouchy old codgers.

But, it’s a right clever part of the half-
million fun-lovin’, Happy-Go-Amarillo, big-
income and big-spendin’ folks in the No. 4
Texas™ market. They sport better than a
billion bucks to blow on someone’s prod-
ucts. Might just as well be your'n.

(" ARB ADI, 1969 - Houston, Dallas-Ft. Worth, San Antonio, Amarillo)

To SELL the Happy-Go-Amarilio folks in
Happy, contact the reps for these three
Amarillo TV stations:

KFDA-TV KGNC-TV KVI-TV

Blair Television Avery-Knode!, Inc. HR Television, Inc.

Amarillo, Texas

17



r = 1 Amwwwwy the Al New...
E . IELEVISION
ANETWORKIOFIDAF
I ‘ Television's 81st Largest Market |
] ‘ \ The most powerful stations in each of {f
l L ¥ mtetzr'cher:elom:tlf? populanm: c:nlL
oin rin & single bu
0 \‘ | .« 14.5% of Idaho TV Ho?nes :
‘ J .+« 14.7% of Idaho Retail Sales |
. ... plus big bonus coverage in fiv!
1 \‘ { adjacent states. :
- Lo e
% ¢ \» B |
gﬁﬁf%§3 1 I ¢
wlp ""’ _r"i
| i . |

KTVB @ IDAHO FALLS
Channel 7 -
'g @ '(Clhla:nln;rsv
B
@ POCATELLO | | '
! KMVT I |
TWIN FALLS @ |
q EO®
Channel 11

EFFECTIVE DECEMBER 1, 1969

| Sold nationally by - AVERY-KNODEL |Nq.

New York - Chicago - Detroit - Atlanta - St. Louis - Dallas - Los Angeles - San Franmsc
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l ors joins commercials trend

‘. In jumping into commercials production, Ivan Tors

[
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tudios is joining the trend among large studios to of-
wing facilities and telling the agency it can pick i
wn director and cameramen. Mickey Dubin, who has
sen named vice president and director of v sales, will
I perate out of New York, where the action is. He will
W tch Tors extensive facilities in North Miami, Fla.,
* here the firm has four large stages, nine cameras and
1 & ne mobile units. However, he says, Tors will shoot any-
'S here.
yid The availability of “boutique” commercials outfits
1d others, Dubin maintains, means he can deliver al-
I8 ost any director or cameraman an art director wants.
20 selling Florida, Dubin is stressing the weather (“no
1 n0g”) and pointing to the immigration of tv techni-
“ans from the West Coast to the south Florida area.
{ " lorida is only a few hours from New York, he points
it, and airline flights are frequent. Dubin expects to get
' thout half his business from New York.
- g N.Y. retailer goes institutional
What’s believed to be the first institutional tv cam-
iign by a major New York City department store is
‘nning on two network flagships until mid-December.
ie ads were placed by Abraham & Straus, Brooklyn-
"sed chain.
' Since the store’s name is the message. A&S is push-
g itself with humor. “We’ve heen stressing humor for
lars in print and other media,” notes Robert L. Zimler,
“ecutive  vice president of Telesales, Inc., A&S’s
Jiency. The ads promote A&S as a “got everything” store
'in two of the spots, the only merchandise shown is a
se-of-a-kind stuffed owl and an asparagus cooker.
' While Zimler is certain that the four-week campaign
\ing three 30s and one 60 is the first institutional push
er for a New York department store, he concedes some
* ecialty shops have used institutionals before. A&S is
| nning late news spots on WCBS-TV and WNBC-TV.

. arner signs Monash

* As a key step in his announced campaign to recapture
* better position in tv production for his firm, Warner

‘0s. Television president Gerald J. Leider has signed
ul Monash to an exclusive, long-term agreement.
“lonash, the producer-writer who was responsible for
L 2yton Place and Judd for the Defense, will create and
' oduce scripts for tv film series. Monash’s company is
tilled Vanadas Productions.,
l In his announcement of the agreement, leider said

at Warner Bros. has COlIlmllled funds and studio re-

turces to allow full development to the Monash pro-
‘cts. In addition to scripts, Monash will supervx»-e the
“ivelopment and production of other tv film series pro-
' Cts emanating from the Warner studios at Burbank.

‘liperimentation isn’t where it used to be
¥ Sunday Productions, a commercials maker, says that
ll.Je experimerntalion tv advertising is supposedly noted

.
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for may be an illusion. Clients, they often find, don’t
want them to test new effects—not with their money.

The real creative experimentation, Sunday finds, has
to be done in the short subject form; then, tested and
successful, it may be shown to a client as something that
“works.” The Sunday people (Jack Coddington, Bill
Tanne and Hilary Lipsitz) are doing their experimenting
in shorts like Cycles, a political comment that Grove
Press is distributing. The interesting lighting effects from
this film were later used in a Renault commercial.

Self portrait: a new trend?

Commercials producer Len Steckler (Steckler Asso-
ciates) decided to do a 60-second commercial which sells
Len Steckler. So he bought time on WNEwW-TV New
York. Viewers can see him at 1:00 a.m. every Saturday
and Sunday from December 6 to 21.

The spot, called “Got a Minute?,” shows Steckler
directing and camera-aiming on many of the assign-
ments he has done—for Pepsodent, Pall Mall, Du Pont,
and the like. The reason for the self-porirait, he ex-
plains, is that he wants to “showcase” himself to the
advertising community.

Contending with the ‘new consumer’

Signs that the business and advertising community
is becoming more aware of the “new” consumer and
the new mix of consumers are multiplying. This is more
than just a matter of contending with “consumerism”.
It’s an awareness of the basic change in attitudes among
key sectors of the consuming community.

A top business figure, Fred W. Dickson. president of
Coca Cola USA, told a National Soft Drink Association
meeting recently that there’s no institution which “has the
flexibility, the commercial reason and the focus of pur-
pose to bridge the generation gap and the other gaps
that face us today as we do in American business.”

Business will have to sell to a variety of people in
the future—“students and rebels, leaders and led, doers
and dropouts,” he said. “The old labels and easy badges
of identity no longer apply.”

In another West Coast speech, Len Gross, board
chairman of Gross, Pera & Rockey, advertising and
public relations agency in San Francisco and Los An-
geles, said to the Peninsula Ad Club in San Mateo,
Calif., “We’re kidding ourselves in the advertising busi-
ness if we think we can continue to con the audience with
unbelievable advertising. The young people who are
now scorning the establishment and all of its doings
have lots of ammunition to throw at us.”

‘Teachers Guides’ get new station subscribers

About 20 stations are sending copies of the Television
Information Office’s Teachers Guides to Television to
5,000 teachers this fall. The twice-a-year publication
lists special programs and series of interest lo young
viewers along with classroom project suggestions. Among
new stations usmg the service this year are WNDU-TV
South Bend-Elkhart, Ind., and wnmagr-tv Baltimore.
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Announcing
a New Publication...

Well, not entirely new . . .

But, on January 12, TELEVISION AGE will make the most significant advance
in its 16 years of service to advertisers and agencies.

With that issue, we're adopting a new format to include information and
in-depth features about the dynamic, ever-changing medium of radio.
At the same time, our name changes to TELEVISION/RADIO AGE. '

Every advertiser in the country who spends $25,000 or more a year
intelevision or radio will now receive TELEVISION /RADIO AGE

Asyou should know, TELEVISION AGE today leads its field in agency-advertiser
readers. It reaches more than 9,000 influential persons concerned with the
planning of TV advertising and has a total circulation approaching 14,000
copies. In the past year alone, our own advertising linage has risen by 26%

The addition of radio will afford full coverage of the broadcast media, and
in 1970, TELEVISION /RADIO AGE will have a guaranteed circulation
of 20,000.

Our editorial approach to radio information will be the same as for television
with the same aim of giving agencies and advertisers the kind of basic,
meaningful, easily-absorbed background that makes more productive use
of both media possible.

Here is what's ahead:

* An up-front Radio News Letter, edited for fast reading, with exclusive,
late-breaking news about the radio business.

*Expansion of the well-read Spot Report, which regularly summarizes
spot TV activity, to include spot radio placements.
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* Unique feature stories that knowledgeably, and in depth, probe the
facts behind many important developments in today’s radio business —
written with the same clarity and understanding that have won
TELEVISION AGE such a following in the agency-advertiser world.

* An enlarged editorial staff to cover the multiple aspects of both
television and radio.

* Five important special issues each year (as in the past) — but now
with valuable attention to radio as well as television. The initial issue
on January 12 brings a big 7970 Economic Preview of what's coming
in broadcast advertising.

Since 1953, TELEVISION AGE has been recognized as the major

communications link arnong agencies, advertisers and TV stations. Our prime

concern is the economics of broadcast advertising. We have thus attracted ,.
an audience that cuts across all levels of agency and advertiser interest. '

And, to this wide spectrum of decision-makers, TELEVISION/RADIO AGE
will now be able to bring the many facets of radio as well
as television.

We think you will like what you see on January 12. More than that, we believe
you will find the new TELEVISION/RADIO AGE more essential
than ever before.

Never has broadcast advertising been so complex — nor so productive for
those who keep themselves informed. And information, interpretation,
anticipation . . . these are what the new TELEVISION /RADIO AGE

will now bring you, issue after issue. In a bigger, better, broader package
than ever before.
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In the Dallas/ Fort Worth Market...

Bell Helicopter Company, the Fort Worth Division of
General Dynamics and LTV Aerospace Corporation are
deeply and vitally involved in the nation’s soaring aircraft
industry. WBAP-TV informs, entertains and sells the men
and women working in this giant industry and the others
in the thriving Dallas/Fort Worth Market. If you have a
product or service to sell, put WBAP to work in the Dallas/
Fort Worth market, where the only way to go is up.

WBAP-TV NBC
DALLAS - FORT WORTH

Represented Nationally by Peters, Griftin, Woodward, Inc,

2 Television Age, December 1, 1969
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Jayer’s friend evaluated

When A.C. Nielsen instituted the
# me Buyer’s Friend” reports for
Jy and October, they hoped it

uld fill the buyer’s need for a
gck “short form” approach to
‘dnographic information.
- Juyers, curiously enough, are not
roonding to the “digest” appeal.
{F (also called the Buying/Selling

“Rort) has been well received—

vy well received at some advertis-
it agencie—but not for the reasons
pdicted. Time-buyers say they use it
tbause it’s the only up-to-date ma-
teal in the house.
. Jp-to-dateness was one of the at-
i dr:tions NSI had in mind, of course,
bi they underestimated the depth of
wit agency people call “The Great
QOober Void.”

ays a buyer at one of the major
agncies: “In this account I'm work-
m on today (end of November),
flie are at least 20 markets with no
vent information. The last big
Nisen was for February-March.
Wy should 1 have to refer to that
ol book? I’d like to see an October
Tie Buyer’s Friend for all markets.”

Vi supplement. For October, TBF
co:rs 47 markets and serves as a
silement to the “Viewers in Por-
fil* reports. The VIP’s deal with the
23argest markets. Together the two
tedrts offer research data in 70 mar-
ke

or May, Nielsen plans 70 VIP’s
an 30 TBF’s. In July, there will be
66TBF’s. In this manner they be-
lie: they have taken care of what
us! to be “the summer problem.”
Tt February sweeps and the “100
Wkets in May” program presum-
ah will carry their subscribers
“ofortably through the Summer.

ow there is the “early Fall prob-
4" The new sweeps (November)
Wi not be in the hands of timebuyers
Ul mid-December; some may not
( have them until after Christmas.
| is the reason the Time Buyer’s
'nd, especially October’s, has been
received.
he compactness of the TBF was
lsen’s partial answer to the glut,
theoverstock of data piling up on

B8vision Age, December 1, 1969
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buyers’ desks. It offers only eight
columns of viewing facts: (1) metro
household ratings, (2) metro house-
hold shares, (3) household ratings
for the Designated Market Area, (4)
total households, (5) total women,
(6) total women 18-to-49, (7) total
men and (8) iotal children.

The digest aspect of TBF may still
prove to be more and more attractive
to the deadline-facing buyer. There
are good reasons to expect that if an
excess of information continues to
pour in from all sides, media buyers
are going to seek a way out.

For the moment, though, that’s not
where TBF happens to be positioned.
I’s appeal is that it gives more in-
formation, where hefore there was
too little.

N.Y. Emmy nominees

Four commercial and two public
tv stations are represented in the
nominations for the New York Area
Television Academy Awards. The
Emmy nominees were announced re-
cently by the officers and board of
governors of the New York chapter
of The National Academy of Tele-
vision Arts and Sciences.

Eleven programs and six indi-
viduals were nominated for the
awards, “designed to acknowledge
excellence in the arts and sciences of
television” as produced and seen
locally on New York City tv. The
period covered by the local awards
is from September 1, 1968, through
August 31, 1969,

Each of the stations up for awards
was represented by more than one
nomination. WNBC-TV received four
nominations, while WABC-TV, WCBS-TV
and WNEW-TV received three each.
The two public stations, wNDT and
WNYE-TV, the former a key NET out-
let and the latter an instructional
station owned by the New York City
Board of Education, garnered two
awards each.

‘No category.’The New York Emmy
nominations were made on a “no-
category” basis, a practice which has
been adhered to for the past seven
years. Entries were compiled by New

York chapter members, of whom

B . N

there are 1,900 actively engaged in
creative tv broadcasting, and by sta-
tion management. A total of 93 en-
tries, representing 2,566 hours of
local programming were received.
Screening the entries was done by the
New York area awards committee,
under the chairmanship of Robert L.
Bendick.

The program winners, listed alpha-
betically by station, and their pro-
ducers, are:

wABC-TV—Eyewitness News, a se-
ries; Robert Hoyt, executive pro-
ducer: Arthur Brown, Alan Cohen,
Larry Goodman, Ed Harris and Jack
Walters, producers. Like It Is, a
series; Charles Hobson, producer.

wceBs-TV—Guess Who’s Coming to
Great Neck, a program aired Febru-
ary 11, 1969; Robert Markowitz,
producer. The Learning Experience,
a series; Ralph Curtis, producer.

wNBC-TV—New Voices in the Wil-
derness, a program aired March 2,
1969; Bernard Morris, producer.
Speaking Freely, a series; Joseph
Michaels, producer.

WNDT—Critique, a series; Stephen
Rabin, producer.

WNEW-TV—Helluva Town, a se-
ries; Shep Morgan, producer. Ten
O’Clock News, a series: Vernon
Hixon, producer.

WNYE-TV — African  Storytelling
(Jambo!), a program aired May 26,
1969, Robert Henson, producer.
Puerto Rico Il (Vamos A Latino-
america), a program aired May 29,
1969; Mina Korn, producer.

Individuals. The individual winners.
listed alphabetically by station, and
their programs, are:

wABC-TV-—Gil Noble, moderator of
Like It Is.

wcBs-TV—Robert Markowitz, writ-
er of Guess Who’s Coming to Great
Neck.

wNBC-TV—Bernard Morris, writer
of New Voices in the Wilderness.
Edwin Newman, host-interviewer of
Speaking Freely.

waDT—Mitchell Krauss, host-
commentator of Newsfront, a series.

WNEW-TV—Joseph A. Dennis, host
of Inside Bedford-Stuyvesant, a se-
ries. n
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broadcasters. It may also be that
some time sellers expected retail
money to follow color set penetration
automatically.

Penetration is clearly starting to
reach levels that will make the color-
vs.-b&w issue academic. About 40
per cent of tv homes will have color
sets by the end of this year and close
to 50 per cent by the end of next year.
Some markets are up to the 50 per
cent level already. If any retailer is
making commercials that are not in
color, no one has been able to locate
him.

Spot beats local

Local tv advertising is a sizeable
portion of the entire tv pie and its
share is growing. But it is not grow-
ing at a rate that will lift anyone’s
eyebrows. As a matter of fact, in the
past 10 years, spot has grown at a
much faster rate than local adver-
tising.

An examination of tv time sales
data from the Federal Communica-
tions Commision shows that during
the decade from 1958 10 1968, spot
revenue nearly tripled, while local
billings increased about 150 per cent.
Both sectors of tv advertising gained
at the expense of the networks, whose
take went up only about 50 per cent
during the decade.

In 1958, local time sales were
$181.3 million, and represented 19
per cent of all tv time sales. Last
year the local sales level reached
$452.5 million, which represented 22
per cent of all tv time sales. Thus,
the local share increased only slight-
ly in the 10-year period. Futhermore,
this ratio jiggled up and down some-
what during the period so that the in-
crease in three share points was not
a steady rise. For example, the local
share of tv time sales was 20 per
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. institutional advertising is the big
ns in retail use of tv, but motivating
hehind both approaches spells traf-
icago's Carson Pirie Scott (below)
th types.

dlcvision Age, December 1 , 1969

cent in 1967. However, it may turn
out that the two-share-point rise from
1967 to 1968 was the beginning of
the big move to tv by retailers; that
remains to be seen.

Local advertising is a broad field
and includes categories which can-
not be considered “retail.” Utilities
would be one non-retail category and
some would include banks as an-
other. There is even an argument for
excluding some local auto dealer ex-
penditures on the grounds that deal-
er association advertising is really a
method to get a local rate from the
station.

Auto advertising has been the big-
gest local category on tv for some
years and department stores have
been second. That latter statistic is
the significant one, for, when the tv
industry talks about the coming re-
tail ad “revolution” on tv, it usually
means department stores.

According to Broadcast Adver-
tisers Reports, which monitors tv ad-
vertising in the top 75 markets one
random week each month, depart-
ment stores have been the second big-
gest local advertiser category since
1966 (in 1965 thev were third, after
super-markets). This ranking is
based on a gross total of the number
of commercials on the air.

It may be significant that depart-
ment stores remained the second
ranking retail tv advertiser category
for three years during which time
such stores were presumably “break-
ing through” into tv and Sears was
known to be breaking through into
tv. On the other hand, it may be
more significant that during the last
three months of 1967 and the last
four months of 1968 department
stores were the number one local
category in tv advertising.

Does that mean the millenium is

close to arriving for tv broadcasters?
Obviously not. Department stores
have such tremendous advertising re-
sources, they could easily top all
other local categories in tv and still
spend only a small amount of their
ad money in the medium.

$2.5 billion kitty

Alfred Eisenpreis, vice president
of Allied Stores Corp., told the an-
nual meeting of the Television Bur-
eau of Advertising in October that
total sales of department, mail order
and specialty stores last year were
$100 billion, of which $2.5 billion
went to advertising. Only $100 mil-
lion—or about four per cent—went
into local tv, he said.

If broadcasters were able to lure
20 per cent of this $2.5 billion ad
kitty into local tv, it would represent
a more than doubling of all local
tv revenue taken in last year. The
total ad expenditures of department,
mail order and specialty stores alone
is equal to the total revenues taken
in last year from all sources by net-
works and stations. No wonder the
broadcasters’ mouths are watering.

There is little disagreement with
the expectation that eventually more
retail money, and particularly that
from department stores, will find its
way into tv. And there is still a con-
viction, despite the lack of current
signs. that increasing color penetra-
tion will attract the big apparel
manufacturers to the medium.

Says Mitch Laub, executive vice
president of Saxe Mitchell, a New
York agency that handles Allen Car-
pet shops, one of the biggest retail
advertisers in the New York area:

“As color homes increase, fashion
advertising will increase on tv, at
least in the major markets. By fash-

(Continued on page 60)
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here is no one way for retailers

to approach commercials pro-
duction for tv advertising. There are
no formulas and certainly no fixed
price ranges. The only responses that
were unanimous in a recent survey
of opinion are that color is practical-
ly a necessity and that an advertiser
must decide what he wants to ac-
complish before he can even guess
what he is going to spend.

Most retailers who are paying im-
posing sums for their commercials
know how to get it or do it for less;
but they don’t want to do it for less.
It would be a mistake, they say, to
turn about and sign up the cheapest
production facilities available, or to
iry to produce it themselves.

There are pitfalls all along the
road to economy. “Image” can be
Just as vital to retailers as it is to
other advertisers. Can one achieve a
“good” image and hold down the
cost?

Chet Harmon, the youthful broad-
cast director of Allied Stores, insists
that he has achieved a balance of
image and cost for his member
stores and is still able to produce
spots, most of them 30s, for less than
$300 apiece. Sometimes they cost as
little as $100. In contrast, Allen Car-
pet Shops recently paid out $36,000
for a single 30-second commercial.
One is clearly a “move-merchandise”
approach, and the other, institutional.

Saul Zeidman, vice president in
charge of promotion at Allied, who
oversees Harmon’s department, states
flatly that “the task of advertising is
to sell merchandise, move the goods,”
and only secondarily to create an
image. “If you can do both at once,
that’s the ideal, of course.”

For many reasons, including the
shrinking newspaper market, retailers
are investing more than ever in tele-:
vision advertising. Figures earlier in
the year indicate that Macy’s in New
York is using tv at an annual rate
of between $600,000 and $750,000.
Abraham & Straus, also New York
based, is spending in the range of
$400,000 to $600,000. Stores like
Burdine’s in Miami, The Boston Store
in Milwaukee and Winkelmans of
Detroit are stocking up on exotic
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scenes from around the world as
backgrounds for apparel advertising.
Dayton’s of Minneapolis has experi-
mented and developed a “psyche-
delic” color style for attention-
getting commercials.

Institutional spots rather than
the featuring of specific items is
the approach of many major retail-
ers. Doyle Dane Bernbach has been
directing the image-making for Or-
bach’s, which has eight stores and
intends to add more. Mark Klauser,
director of advertising for Orbach’s,
explains that his approach has always
been fashion and that quality in their
spots—30s—is the big factor. Their
ads have been imaginative:

A supergirl flies into a telephone
booth for a “quick change” into a
smart Orbach’s dress. A man and
woman on a life raft are rescued; on
their raft is a trunk full of fashions.
This year no co-op ads are being
used by Orbach’s.

Sears, representing 840 stores, is
into tv in a big way. Using the
Chicago facilities of WGN Continen-
tal Broadcasting, the retail giant is
producing commercials at the rate of
40 to 60 a month. All the spots
feature specific items.

Package wrapup

Retail Marketing Advertising, rep-
resenting the Mutual Buying Syndi-
cate, is a progressive agency worthy
of note. What RMA has done is pro-
duce packages which member stores
(130 of them) can purchase. One
package consists of eight ads—four
30s and four 10s. The package is
sold to any member store who wants
it for $675. (Of the group, 25 have
so far bought.) For any given store,
the agency customizes the commer-
cial by adding the store’s name, logo
and separate voice-over.

Traveling throughout the country
for Allied’s 125 stores, Chet Harmon
heads up a broadcasting division that
is only eight months old. As he leaps
from market area to market area,
arranging and directing spots at local
stations or studios, Harmon’s real job
is to teach store personnel how to
take over these tasks, so thal even-
tually each store will be able to pro-

Television Age, December 1, 19695 §




aice its own commercials without
ny help from the New York office.
Harmon’s problem and challenge
how to present items artistically
nd economically. “If you’re going
» put something on tv, that some-
ling has to be unusual in some way
sither exciting in itself or low-
riced, or so new it grabs the view-
i’s attention,” he says.

“They talk about competing with
ie national spots. Well, we can’t,
ot visually; they have locations and
ptical effects we can’t afford on a
udget. Our only chance is in a
oncept and copy’ approach. We
send our time on that problem and

elevision Age, December 1, 1969

the voice-over. The pace of the voice
is very important.”

For all of their work at this time,
Allied is using a single voice-over
man, a disc jockey moonlighter, who
works on a monthly fee. This is a
constant; other aspects of cost are
not. There are different markets
throughout the country to contend
with, different facilities, different
problems and different budgets. The
bulk of the commercials are 30s, but
there are also some 60s, 20s and
IDs. Harmon arrives in a town and
expects to do 25 commercials that
day, then perhaps move on to another
area where the staff of another mem-

At left: Personnel from Smith
Greenland, New York agency,
watch production of Kaufman
Carpet commercials. L to r:

art directors Stuart Pittman

and Max Reimerdes, and
copywriter Faith Popcorn.
Below, agency tv producer
Dorothy Lisee, seated, watches
action with Centrix Production
tv director Hal Stone and

agency colleagues Mike Chappell
and Miss Popcorn. Opposite
page: during shooting—ty star
Sue Lawless bemoans plight

of typical homemaker who makes
wrong carpet purchase.

ber store awaits his arrival.

The spots are never flat or stand-
up presentations, he points out. Even
the least expensive commercial will
be a serious attempt to produce ex-
citement and interest.

For a stereo set commercial,
speakers and component systems
were placed separately on four facing
chairs, each unit functioning as part
of what added up to a string quartet;
the camera, of course, moved around
in a manner to exploit this little
metaphor.

To display carpeting, a doll house
was furnished and carpeted and
shown to the viewer initially as a full-
sized house. Only when the camera
pulled back from its cross-section
view of the house did the viewer learn
that it was only a doll house with
a real-life girl sitting alongside.

Hot rod fridge

A final example of an inexpensive
but effective spot was the refrigera-
tor-on-a-dolly, which was “sold like
a car.” The refrigerator “drove up”
with car noises, and, as the unit’s
door was opened and closed, one
heard the sound of a car door. The
price of this refrigerator is mentioned
in the commercial. Price is men-
tioned on all spots,

Pre-planning, pre-production
that’s what makes economy work for
the Allied group. The New York of-
fice consists of Harmon, his assistant
director, a chief copywriter (who
writes all the spots) and an art di-
rector for storyboards (“though we
try to work without storyboards”).

About six weeks prior to shooting,
the in-store personnel hold their meet-
ings to decide what and how they
are going to shoot. This involves the
store’s sales promotion director and
the merchandising people.

When a “scene” is chosen, it can
be either indoors or perhaps along-
side a lake. This background will be
used for, say, 25 spots, to be viewed
on tv for a month or two. The fact
that all the spots have the same back-
drop is not a handicap, says Harmon;
it serves, in fact, to impart an identi-
ty tag, a continuity, an image.

(Continued on page 63)
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s retailers entered what is tra-
A ditionally the biggest selling
period of the year—pre-Christmas
time—they have turned cautious in
their buying of color television sets.

While over-all consumer demand
for color tv is “very soft,” there is
one bright spot: Sales of portable
color sets are climbing. And if pre-
sent trends continue into the new
year, 1970 will be the year the por-
tables and table models exceed 50
per cent of total sales for the first
time in color tv history.

The smaller sets have been stead-
ily increasing their share of the mar-
ket since 1967, when they accounted
for 30 per cent of color sales. In
1968, the figure was 40 per cent.

If late-October sales trends con-
tinue through the end of the year,
the smaller sets should account for
50 per cent of the market in 1969.

Earlier predictions that 1969
would see color tv set sales nearing
6.4 million have been scaled down
about 500,000 to 5.9-million sets for
the vear, with some more optimistic
manufacturers holding out for 6-
million set sales.

The reason given for the drop is
an economic slowdown caused by the
inflationary spiral. While color set
manufacturers have pretty much held
the line against major price in-
creases—most increased prices about
2 per cent with the introduction of
their 1970 lines at midyear—color
tv is a big-ticket item and purchases
of such items tend to be postponed
in a tight-money situation.

The slowdown is best illustrated
by comparing set-sales-to-retailers
figures from the Electronics Indus-
tries Assn. through the month of
August and through the week ending
October 24. At the end of August,
color sales were 9.1 per cent ahead
of the same period in 1968.

For sales through the week ending
October 24, the increase over 1968’s
similar period had dropped to 2.1
per cent. Black and white sales were
down 8.1 per cent through October
24.

The trend to portable sets, with
their smaller price tags, is also dis-
cernable from the EIA figures. As of
October 24, color portable and table-
model sales were 22 per cent ahead
of the year before.

Does the increased sales trend for
portable and table color sets indi-
cate a growing number of multi-set
color homes? Late in 1968, it was
estimated that 750,000 homes had
more than one color set (Mini-color
multi-set homes?, TELEVISION AGE
December 2, 1968). At yearend
1969, an estimated 1.5-million homes
will have more than one color set.
according to preliminary figures
from NBC researchers. The avail-
ability of smaller and less expensive
sets, and the upward sales curve for
these sets indicates that multi-set
color homes will play an increasingly
important part in tv advertising in
the years ahead as the color audience
becomes increasingly splintered, like
the black and white audience has
been for many years.

In the meantime, color penetrs’
tion continues to grow, too. NBC '
estimates for October 1, 1969, siall
ed that there were 22.2 million colg’
homes and that 37.5 per cent of al
tv households were then equippe)
with tint tv,

John M. Otter, vice president
sales, NBC-TV, in a speech to th
Television Bureau of Advertising}
annual meeting recently, predictet
that 40 per cent of all tv households
would have color by the end of 1969

Many industry spokesmen, how
ever, say that if present sales trend |
continue through the end of the year
they’ll have a hard time living up t¢
Otter’s optimistic prediction.

Another facet of the color audience
is out-of-home sets. There are an esti |
mated 1.5 million of them, again ac
cording to NBC research. They are|
located in such places as hospitals,
hotel and motel rooms and other|
public places, such as bars. |

Harking back to the early days ol
b&w tv, it must be remembered that
a sizable portion of the public had ils|
first exposure to tv through viewing
in public places. Public places today
may play a similar role in promoting|
future color-tv sales. Surely, up-to:|

Color sets undergo testing
at RCA’s Bloomington, Ind.
plant (below). Receivers
using the one-gun picture
tube move along production
line at Sony’s Tokyo plant
(right, top). Phosphor
screen of a color tube

gets quality inspection at
Philco-Ford (far right).
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Numbers in parentheses, bottom of chart, are % color homes
through Dec. 31 (°69 projected from 10-month total).

Sources: NBC for color homes and % color homes; EIA for
distributor set sales (69 projected). Color set sales

late, easy-to-tune sets in such public
dlaces will help dispel the beliefs of

loubting Thomases that color tv

‘hasn’t been perfected yet.” This,
hrough the years, has been one of
he main reasons given by the public
or not converting to color.

Today’s color tv receivers are

‘nuch improved over those offered in
\'ears past.

A survey conducted for RCA to
ind out what the consumer looks for
vhen buying a color tv reached these
onclusions: He’s interested pri-
narily in (1) picture quality, (2)
ase of tuning, (3) price, (4) styling
nd (5) reliability.

So it is that all major manufac-
urers have introduced, or are
lanning to introduce, brighter pic-
ure tubes.

RCA and Zenith, for instance, both
laim that their new tubes provide
ictures 100 per cent brighter than
ny either company has produced be-
pre.

Zenith’s Chromacolor tube uses a
black surround principle.” Pre-
iously, the red, green and blue dots
1at make up the color picture were
laced close together and on a gray
ackground. Now, the color dots are

over half of 70 color sales

not available before 1964.

smaller and surrounded by jet-black
color. This results in not only a
brighter color picture but in better
color definton and sharper detal,
since the black-surround principle
virtually eliminates spill-over of one
color onto another.

One-gun developmenit

Another element of the picture-
brightness sweepstakes comes from
Sony Corp. The Japanese manufac-
turer is now marketing in the U.S.
two tv models using a one-gun color
picture tube. (Conventional sets use
a three-gun tube, one gun for each
of the three basic colors.) In Sony’s
system, which it calls Trinitron, the
single gun simultaneously ejects three
beams, which are converged and
focused through an electron optical
system that has two large-diameter
electron lenses and a pair of electron
prisms, compared to the conventional
system’s small-diameter electron lens
for each of its three guns. Sony says
that in ils system it is possible to
converge the three beams into the
center of the larger-diameter lens,
and thus obtain a brighter and sharp-
er picture, much as a photographer
obtains a sharper picture using a
small aperture opening on a large
lens.

Spokesmen for other manufac-
turers, however, point out that the
one-gun system is not new. They say
it has been around for about 15 vears.
What the simpler picture tube saves

in lower costs, they say, is offset by
{Continued on page 71)

The portable
takes over

If present trends continue,

small sets will account for

20 millions
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Color gaps closing

NSI major market sweep shows smaller

variations between the haves and havenots

The wide gaps between heavy- and
light-saturation color television
markets may be narrowing, if analy-
sis of the most recent major market
color sweep is any indication of a
national trend.

According to the latest figures
(October) from the Nielsen Station
Index of 70 major markets, 65 now
are estimated to have color penetra-
tion of between 30 and 49 per cent,
and 33 of these are above 40 per cent.
Three of the markets surveyed report
penetrations of 50 per cent or more,
while only two are figured at below
30.

According to a TELEVISION AGE
report last year (Color’s craggy mar-
ket profile, December 2, 1968). the
spread of penetration in 22 markets
was, in some cases, as much as two
to one. In a comparable 70-market
survey in November 1968. the high-
est saturation figure was 42 per cent,
the lowest 21.

Another interesting indication from
the latest NSI figures is that many of
the markets where color had previ-
ously been deeply entrenched, like on

National market by market
color set penetration,

page 72

the west coast, color sets continue
to go in at faster than the national
average. Meanwhile, in a few low-
color markets, like in the south, set
growth is below the 70-market aver-
age. This may contradict the belief
that as saturation increases, growth
is inclined to tail off.

Samples of this phenomenon oc-
curred in Los Angeles, where, in the
November 1968 NSI sweep, penetra-
tion was an already-high 42 per cent,
now is 51 per cent; Columbus and
San Diego were up from 42 to 50;
Sacramento-Stockton, from 41 to 48;
and San Francisco-Oakland, from 38
to 48.

36

Conversely, a handful of areas with
slight 1968 penetration barely nudged
from their low positions. Norfolk-
Portsmouth-Newport, for instance,
inched up only 1 percentage point
from 28 10 29; Washington, D. C,,
went from 28 to 32 and Raleigh-
Durham, from 25 1o 29.

The 63 of 70 markets with over 30
per cent penetration and the 33 with
over 40 per cent contrast sharply
with the November 1968 NSI nation-
wide sweep, which detected only 24
of 220 markets and just eight of the
top 70 with a 40 per cent penetration.

Regionally, the increases as re-
perted from November 1968 to Oc-
tober 1969 are in line with the
national growth of color. Random
samplings of five markets in each of
five regions show healthy inclines.

The eastern sampling evidenced a
spurt of from 30 to 40 per cent pene-
tration; the southern, from 26 to 34;
the midwestern, from 34 to 40; the
southwestern. from 30 to 38, and the
far western. from 40 to 47.

Some of the major markets which
showed gains of 10 or more percent-
age points over the last year include:
Atlanta (10); Buffalo (11); Dallas-
Fort Worth (10); Flint-Saginaw-Bay
City (16) ; Grand Rapids-Kalamazoo
(11); Hartford-New Haven (10);
Minneapolis-St. Paul (11); Nash-
ville (10); Phoenix (13); Provi-
dence (12); Richmond-Petersburg
(10);  Roanoke-Lynchburg (10);
Svracuse (11); Tulsa (12) ; Wichita-
Hutchinson (12); and Wilkes-Barre-
Scranton (10).

Though the growth figures are im-
pressive, a word of caution is in
order. NSI color ownership estimates
are based on responses from house-
holds telephoned, with sampling er-
rors possible. Telephoned trends often
run higher than others, and varia-
tions between markets can be great.
The best way to judge these figures is
to compare fluctuations within a mar-
ket, or market by market differences,
rather than take them as absolute

measurement of total color owner-
ship. L]

70-market eolor penetration

October 69
NSi area perees !
Albany-Schenectady-Troy 3
Atlanta H#
Baltimore 3
Birmingham 3
Boston 3
Buffalo 3
Cedar Rapids-Waterloo 3
Charleston-Huntington 3
Charlotte KJ
Chicago 3
Cincinnati 43
Cleveland 43
Columbus, Ohio 50
Dallas-Ft. Worth X1
Davenport-Rock Island-Moline 41['
Dayton H
Denver LX]
Des Moines-Ames 31
Detroit 41
Flint-Saginaw-Bay City sl
Fresno 48
Grand Rapids-Kalamazoo 46
Green Bay 42
Greensboro-High Point-Winston Salem 33
Greenville-Spartanburg-Asheville 31
Hartford & New Haven 42
Houston 4
Indianapolis 47
Jacksonville 34
Kansas City 3
Knoxville 3l
Lancaster-Harrisburg-Lebanon-York 49
Little Rock-Pine Bluff 38
Los Angeles sl
Louisville 3
Memphis 32
Miami-Ft. Lauderdale 48
Milwaukee 42
Minneapolis-St. Paul
Nashville
New Orleans
New York

Norfolk-Portsmouth-Newport
Oklahoma City

Omaha

Orlando-Daytona Beach
Philadelphia

Phoenix

Pittsburgh

Portland, Ore
Providence
Raleigh-Durham
Richmond.Petersburg
Roanoke-Lynchburg
Rochester, N.Y.
Sacramento-Stockton

St. Louis

Salt Lake City

San Antonio

San Diego

San Francisco-Oakland
Seattle-Tacoma
Shreveport

Syracuse 38
Tampa-St. Petersburg
Toledo

Tulsa

Washington, D.C.
Wichita-Hutchinson
Wilkes Barre-Scranton
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A PROGRAM MAN’S .

Viewpoints

Inside look at indies

There is one figure in statistics that advertisers must
ep a close eye on. That figure is the difference in
are of audience between the sum of the three net-
ork shares and 100 per cent. Generally this figure is
ound 10 per cent, since the three network stations
rmally average near 30 per cent each. It means that
ie or more independent stations is taking some audi-
ce away from network viewing. The smart bets are
it this share will increase for many reasons. Some
those reasons will be discussed here. The question
how much will the figure grow in the next few years
d what does the advertiser do about it?
In the first generation of television development, the
dependent station was insignificant for an obvious
ison—in most markets there weren’t any. Only the
Irgest markets had significant local programming, and
ten there non-network programming was poor and,
th a few local sports attractions excepted, it repre-
iated no threat to a strong network station offering the
ime or better local coverage and infinitely better en-
tainment.
The local guys were the old movie and off-network
peat programmers, and their ratings showed it. As
imatter of fact, many independents operated in the
|l as only the well-heeled owners could afford to hold
t till the market got better.

UHF big bargains

We now have additional ultra high frequency sta-
ins coming on. While their entry pace is slower than
licipated, they continue to represent a variety of
pgramming for viewers and a bargain-priced value
I the advertiser—particularly local merchants. They
i, in effect, like a local weekly newspaper.

Joining the local commercial operation is an in-
c:asingly substantial educational network which is
ith local and national in scope. The segmentation
tused by this group is growing greater as the program-
thg, subsidized by foundations and the government,
dracts a higher economic and better educated layer
C viewers.

Materially aiding the growth of independents is the
fution of quality in network programs, which has been
Pich discussed here and in other critical circles. The
¢ results are that as network programming decreases
I interest, audiences which formerly watched only net-
¥rk shows will either turn off their television sets or
¥l switch them to other channels in a search for fresh
fertainment.

Another force which is certainly upsetting the 90
Pt cent share balance of the networks is cATv. In order
I exist, CATV must bring its subscribers different pro-
Bimming. Some of it will be initiated by the stations
timselves; other shows will be brought in from distant
Arkets not normally within the range of subscribing
83. In any event, a tunein by these homes is another

i
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dilution of network effort. As cATv homes increase,
again the networks must suffer declines.

One reason that the 10 per cent target audience has
not increased sharply is the extreme difhculty in pro-
gramming an independent station. Aside from the stale
off-network television programs—the best of which have
been repeated many times in any given market—and
picked over feature movies, there is only local person-
alities, sports, news, and services.

Slow sales effort

Suppliers of fresh programming for independents
are handicapped by a lack of central buying and a widely
diversified set of buying habits. Since salesmen have
to be sent on the road to sell these films, and because
end prices per station are proportionately less than a
network show, few producers want to take a chance on
making quality fare for local sale. The 30 per cent sales
cost and low, spotty revenue with some slow paying re-
ceivables makes the effort weak at best.

Local stations must also pay union wages to crews
originating programs in many markets. The studio
equipment, cameras, mikes, tape machines, lights, etc.
cost the same for a small station as for a large one.
I'his places an economic burden on the independent
that can bankrupt even a well-heeled angel. There will
be many stations on the auction block because owners
cannot afford to operate them.

What then can they do? The best guess is that they
will operate as a selective outlet appealing to diverse

[ RGA

Local football, one of indies’ best plays

groups-—sports fans, minorities, upper income groups,
other language listeners and segmented age groups.
This was the pattern of radio as a proliferation of sta-
tions forced segmentation for survival. Soon the viewer
is going to see complete hours of stock market quotations,
all-news stations, interviews with local personalities ga-
lore, rock all day and night, poetry readings, panel after
panel on local issues, local sports of every kind, shopping
news, society columns, classified ads. In short, all
things found in a local newspaper. The cost of com-
mercials will be in relation to the segmented audience
reached. When survival is the raison d’etre, bargains
become plentiful.—j. B.
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BLACK PRODUCTION GROUP

A new tv production firm called
Parrott & People claims to be the
only black group shooting major
commercials. In business only six
months, it has just finished four spots
for Shell Oil and is working on
other accounts.

Bill Parrott was a creative super-
visor at Benton & Bowles before he

PARROTT

decided to make the move. As a
producer at B&B (he did Scope, Van-
quish and others), he noted that
there were almost no other black
people behind the cameras. Parrott
& People won’t be all black but it
it now using Negroes in production
and will be training more.

The spots for Shell (two 30s and
two 20s) led the Parrott group to the
California desert sand dunes. Next
in line are some clients that have
asked that there be no prepublicity
. . . lest the competition be alerted.

But Parrott is busy. It creates its
campaigns and carries them through
production. Sometimes it borrows
facility space from Televideo Pro-
ductions, but the firm stands on its
own, Parrott insists.

For his tv directing and produc-
ing in the past, Parrott has won the
Art Directors Club and the AIGA
awards. He has completed two tv
specials, musicals about the influence
of spirituals on modern music
throughout the world.

AMERICAN WINNERS

American winners (11 of the 22
prizes) at the 9th ACC Commercials
Festival, sponsored by the All Japan
Radio and Television Commercial
Council were as follows:
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In live action from 16 to 45 sec-
onds, first prize went to Glamorene,
“Girl on Rug,” J. Walter Thompson,
M.P.Q.

In the live action 46 seconds and
over category, winners were: The
Procter & Gamble Co., “2nd Baby,”
Benton & Bowles, Dimensions; Vick
Chemical Co., “Park Bench,” B&B,
EUE/Screen Gems; First National
City Bank, “Sleeper,” JWT, Wylde
Films; Procter & Gamble, “Demon-
stration,” B&B, Dimensions; Ford
Motor Co., “Light Bulbs,” JWT,
Wilding; N.Y. State Division of Hu-
man Rights, “Rejected Child,” B&B,
Televideo Productions; Max Factor,
“Lie Detector,” Carson/Roberts;
Michigan Bank National Assoc., “Gas
Station,” W. B. Doner & Co., TDF
Productions.

In the animation group. there was
one US. award: Tootsie Roll Indus-
tries, “Fable Mr. Cow,” W. B. Doner,
Murakami Wolf.

Lastly, in the three-commercials
category, U.S. had Pan American.
“Milk  Man,” “Aviator,” “Com-
muter,” JWT, FilmFair.

SCREEN GEMS ACTIVITIES

Althoueh Columbia Pictures owns
both EUE/Screen Gems and the
Zeift Division. they have not, until
now, combined the facilities and tal-
ents of both divisions for commer-
cials oroduction. That changed with
a TWA commercial for Wells Rich
Greene based on the “million dollar
bonus plan.”

Howard Zieff directed the com-
mercial and needed a large studio;
EUE /Screen Gems has such a studio.
one that could house 70 actors and
decorated to resemble Carnegie Hall.
That was the reason for joining the
two companies in the commercial.

Also at Screen Gems, it has been
announced that Joe Byrne, now a
director for ABC-TV, is coming over
to S/G to produce The Johnny Cash
Siow and to develop several new tape
and film programs.

Tony Robinow, currently director
for Screen Gems (Canada) Ltd., has
been named to the newly created
position of director of program de-
velopment. Bud Marce, a production
exec, will move up to Robinow’s post.

KPRC-TV USING LIVE MODELS =

In Houston, live Texas models ar
being used for displaying intimat
ladies apparel on tv. The taboo o
live models for undies was clever]
side-stepped by KPRC-TV in a serie
of commercials for Foley’s Depart
ment Stores.

Following the theme that “al] wo
men are living dolls,” Foley’s a
agency (Goodwin, Dannenbaum, Litt
man and Wingfield) dressed the
models in pastel leotards; the lingerie
was worn and displayed over thesel
clothes. There’s an effect of nudity,
but it is all in good taste. To carry
out the “living doll” theme, the mod:
els wear face paint to make them
look like mimes and floppy Raggedy |
Ann wigs. The agency reports that
after 237 broadcasts there has been
no significant criticism from the pub-
lic.

IN SYNDICATION

tion, which takes place December 6-
10 in Las Vegas, will be televised
in January on 200 outlets and pro-
duced for first-run syndication by the
Triangle Stations.

Metromedia Program Sales is of-
fering Conversation with Golda Meir,
an hour interview by political analyst
Rowland Evans and Los Angeles
Times reporter William Tuohy, for
national syndication. The interview
with Israel’s prime minister is an ex:
clusive, says Wynn Nathan, MPS
president, and should be well re-
ceived by the public.

A series of seven 30-minute tv
programs are ready for distribution
by the Professional Putters Assn,
Fayetteville, N.C. The programs fea-
ture the finals of the $110,000 Putt-
Putt Golf Tournament sponsored by
the PPA. Six color cameras, six tape
recorders and a 30-man crew were
used to shoot and edit the seven pro-
grams. Each of the shows has four
commercial positions. An additional
20 color programs produced in 1967,
1968 and earlier this year are also
available.

Guy Lumbardo is here again. ABC
Films will, for the fifth successive
year, syndicate live and in color th,e
90-minute tv special, New Years
Eve With Guy Lumbardo. Starting

The Miss Rodeo America competi- \
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*roduced for DANCER-FITZGERALD-SAMPLE
Directed by MARTY GOLDMAN
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in 1965 with 40 stations, ABC more
than doubled that figure last year.
The program will be fed across the
country from New York from 11:30
pm. to 1 am., EST. In the Central
time zone the program will be de-
layed an hour and in the Pacific time
zone it will be delayed three hours.

Four Star International’s game
show for the syndication market, Can
You Top This?, has begun produc-
tion of the first 195 segments. Host is
Wink Martindale; others are Jack
Carter, Morey Amsterdam and Dick
Gautier.

MOST EXPENSIVE COMMERCIAL

The most expensive one-minute
commercial ever produced (cost:
$200,000) was recently created by
Norman, Craig & Kummel for Chanel
Inc. The assignment was to create an
“all-age appeal” commercial for the
Chanel Perfume, which ranges in
price from $8.50 to $350 per bottle.

Planning for the ad began almost
a vear in advance. The creative team
at NCK was headed by Kitty D’Ales-
sio, a senior v.p., and Marion Gor-
man, v.p. and account supervisor.
Their first decision was to bring in
Richard Avedon as exec producer and
director.

To compose and conduct the back-
ground music. John Barry (Born
Free, Lion in Winter) was selected.
Jack Horton (Miracle Worker) was
chosen as cameraman. Both are
Academy Award Winners.

Vickie Hilbert portrays “Tomor-
row’s Woman.” which is the name of
the commercial. Her co-star is Phillip
English, an Avedon “discovery.”

In the one-minute spot, Miss Hil-
bert wears three costumes and has
three different hair styles—all, of
course, al the greatest expense.

The filming took place at sunrise
at Montauk Point, in a daytime
pastoral setting in upper New York
State, and on three different sets built

We point with pride to Jerry Bean, Lee Rothberg, Steve Stern,
Dick Tschudin and George Vieira in New York and California,
our directors. They swing in any direction.

Make it a point to call Bill Aronson at (212) 759-0822
and pick a director from Coast to Coast.

FILMWAYS OF CALI

FORNIA EAST & WEST

Lee Koslowsky -

Bette Thompson *
45 West 45th St.,, N.Y.C. 10036 TELEPHONE: 581-3434

EDITORIAL
COMPLETEL
SERVICES
°
PRINT
DISTRIBUTION

Ken Cofod
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" distinguish where the dubbed vo

under the supervision of desig

Maurice Gordon, apartment sce
and an art gallery setting.

NEW AYER VP'S

John F. Walsh and Lee J. Ciril
creative directors of N. W. Ay
midwest region in Chicago, have
elected vice presidents of the agen
Walsh, who joined Avyer in 1

WALSH CIRILLO

as a designer for television advert
ing, was previously at Cunninghs
& Walsh. Cirillo came from Me
man’s in Cleveland and joined A
as a copywriter in 1961.

AIRPORT TV COMMERCIALS

Air travelers can be reached wi
tv commercials through a new serv
called TravelCinema, developed
Association Films in New York.
T/C service provides rear screen p
jection setups (16mm) in airpol
waiting areas, so that bored passe
gers can enjoy free motion picl
entertainment.

TravelCinema “theaters” are on
three vears old and have been k
going by sponsored institutional-ty
films. Now they want to make a b
for the spot commercial market.

SPANISH DUBBING

International Television Corp.
leaped from the Spanish dubbing
filmed series to video-taped musi
variety shows. It was all a matter
overcoming technical problems.

Intended for world-wide distrib
tion, ITC has completed, or is col
pleting, work on The lohn Davids
Show, Liberace, and Kraft M
Hall.

“Impeccable dubbing of vidi
tape is a new f{rontier,” says A
Mandell. ITC president. “We have
mastered the art of integrating
dubbed dialogue with that of
singing artist that audiences ca

ends and the voice of the singing
tist begins.”

The development is expected
cause much injerest in Latin Amerl
ITC believes. The company has
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All the world’s your stage,
with film.

Color film is the portable, affordable commercial
medium that can go anywhere with you, bring
back the action for you, and bring home the ba-
con for advertisers. What’s film got that others
have not? Just versatility, flexibility, see-any-
where ability, utility, agility, practicality, famil-

~ larity, and people. )
~ It’s really the people who count when you
t g dding up the advantages for film. Sure, at,
- Eastman Kodak we help film stay on top with
by %%Mucts. But, it’s people like you who really

- keep film the vital, fresh medium it is. So why

~ build boundaries for your talent ? Remember, the
people who go everywhere in this business are
film people.
EASTMAN KODAK COMPANY
Atlanta: 404/GL 7-5211; Chicago: 312/654-0200

Dallas: 214/FL 1-3221; Hollywood: 213/464-6131
New York: 212/MU 7-7080; San Francisco: 415/776-6055
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The Camera Mart Inc.

1845 BROADWAY (AT 60TH ST.) NEW YORK, N.Y. 10023
LIGHTING AND GRIP DIVISION: 887 NINTH AVENUE
PHONE: 212 o 757-6977

Camera Mart offers the most complete line of Angenieux lenses anywhere:
® 16mm Zoom Lenses from 17-68mm /2.2 to 12-240mm /3.5

® 35mm Zoom Lenses 35-140mm £/3.5 and 25-250mm /3.2

e fixed focal length 16mm lenses from 5.9mm f/1.8 to 150mm /2.7

e Fixed focal length 35mm lenses from 14.5mm f/3.5 to 100mm /2.0

Camera Mart also carries a complete line of zoom lens accessories: the Camart lens
support bracket, motor drives, Camart sunshade and filter holders, close:up

adapters, lens multipliers, data rings, all filters and custom carrying
cases and lens extension tubes — for all lenses.

Camera Mart s
Angenieux lenses
by the dozen

SHOWCASE,
LIKE NEW AND "
NEW MODELS
AVAILABLE
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come the largest distributor of mug
cal-variety video-taped series ovel
seas.

This is Tom Jones, telecast in th
U.S. by ABC-TV, which ITC has sols
in virtually every market of th
world, now is in its second seaso
cycle. Even before production on g
26 episodes has been completed
the new 26 hour episodes of thy
show have been sold in Canads
(CTV Network), Mexico, the Phil
lippines, Venezuela, Puerto Rica
Colombia, Ecuador, El Savador and
Costa Rica

PROGRAM MAKERS

William Buckley Jr., has been tap:
ing half his shows from New York
(using Reeves Lincoln Square Stu:

dios) and the rest in Washington, |

Los Angeles or Europe. The program
is undergoing a change this year . .
more variety, with Buckley himself
on the firing line during several
shows.

Four Star International is devel~p
ing a tv series for CBS called The
Dusters and one for NBC titled Dr,
Livingston, | Presume, starring Stan:
ley Myron Handelman. Four Star is
expanding in theatrical motion pig-
tures and music publishing.

Fran Allison and her Kukla, Fran |

and Ollie are joining NET next Feb:
ruary. The new programs were pro-
duced by wtTw Chicago, a NET al:
filiate.

David Friedkin and Mort Fine !

have been signed by Aaron Spelling
Productions to write and co-produce
an hour mystery, Zig-Zag, as a pro:
jected series for ABC-TV. With Spell:
ing they will also co-produce a three:
hour film for tv entitled The Portrait,

also for ABC-TV.
ASIFA’'S FIRST AWARDS

This was the first year ASIFA:
EAST gave out awards for excel:
lence in the art of animation. A-E 18
part of an international group pro:
moting animation. Dick Rauh is
president of the local group an_d
chaired the awards. The winners in
the television commercials category
were:

Rest Film: “Desert” for Sparks
lettes, by Stars & Stripes Productions
Forever.

Animation: “Growth” for John
Hancock, by Emery Hawkins of Peli
can Films.

Design: Paul Harvey of Pelican for

-
=]
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s rowth,” along with John Todero,
1:Cann-Erickson.

Camera: Al Rezek of Pelican Films
{ “Growth.”

Director: Mordi Gerstein of Sum-
yr Star Productions for “Mighty
Je Person.”

Concept: Mordi Gerstein for same.
Script: Mac Churchill of Pelican
{ “Soap Opera.”

Sound Fflects: Norman Goldslein
Pelican for “Soap Opera.”
Voice-Actress: Hetty Galen for
(yphon Productions; Gaines Meal,
‘lommy Dog.”

‘ARNER BROS. PLANS

While organizational changes in
éidication distribution move ahead
fm the eastern offices of Warner
[ys.-Seven Arts, the West Coast is
sinning to rumble with news. In
Irbank, Gerald Leider, president of
/B-TV is reported to have big
ns for network tv programming.
fo streamline sales efforts at the
t'station level Charles ). McGregor,
cutive vice president, has created
asales staff capable of performing
t function of combining feature
| non-feature product sales.
he realigned sales team will have
i first meeting during early Decem-
b-in New York. Network program-
rng plans are still under wraps.
Also from Warner Bros. comes
news that Joseph Kotler has re-
sned as vice president of program-
g and network sales to form his
n production and distriliution
fn.

A MAKERS

STEVE BANKS, vice president and
I producer at William Esty, has re-
sned after three vears with the
azncy. Banks was responsible for
L+ production of tv commercials for
I J. Reynolds, Hunt-Wesson, Col-
ge-Palmolive and others.

(t has been announced by N. W.
ter 'Jorgensen/MacDonald that Eb
INSER has been appointed director
0 broadcast production and execu-
tle producer.

ANTHONY J. PARISI has joined La-
fche. McCaffrey & McCall as art
éd tv group head. He comes from
fnyon & Eckhardt.

Joining Leslie Advertising as a
tlio-tv producer, is RENE ROYAARDS.
le new producer came from Amster-
m via WSPA-TV Spartanburg, S.C.
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Advertising Directory of

SELLING COMMERCIALS

C & H Sugar - Honig, Cooper & Harrington

- et T . -
8 n
i ~ _H»ﬂ..

THE HABOUSH COMPANY, Los Angeles

Levei Bros.-Dishwasher All - SSC&B

TOTEM PRODUCTIONS, INC., New York

Foster Grant Sungiasses  Geer DuBois

WYLDE FILMS, INC., New York

Los Angeles Art Museum -+ Keye/Donna

E f*& r N

SANDLER FILMS, INC., Hollywood

Frontier Airlines - Tracy-Locke
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GERALD SCHNITZER PRODS., Hollywood

Maxwell House + Ogilvy & Mather

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

General Mills "Kaboom” -« D-F-S

FILMFAIR, HOLLYWOOD

Nelson Bros. Furniture Stores + E. H. Brown
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Key to Quality
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FILM

OPTICALS
INC.

optical photography
aerial image
anamorphic photography
liquid gate
animation

Dieterich & Brown in San Francisco
to handle its advertising.

JOHN E. FROST has joined Compton
as vice president in charge of crea-
tive work on the Continental Oil ac-
count. Frost has been with Pritch-

ard Wood and K&E.

RICHARD WOTRING is now a radio-
tv producer at Cunningham & Walsh.
He was with Doyle Dane Bernbach,
DDB, by the way, lost the Kindness
hair conditioner account recently to
Young & Rubicam.

BOB WARNER, a senior tv producer
at Ogilvy & Mather, is teaching a
course in television production at the
New York Institute of Advertising.

EQUIPMENT MAKERS

International Video Corporation
has added six new video-tape record-
er models to its catalogue. 1VC is
now understood to have the broad-
est line of one-inch helical-scan video-
tape recorders available.

The growth of the product line re-
flects the company’s plans to capture
larger shares of the ETV, cATV and
broadcast markets, company spokes-
men point out. For broadcast pur-
poses, one-inch videotape is being
used in UHF, not vHF. Color record-

/

MUSIC BY

VALDI & HAMDBED

FILMS* TV.RADIO *ELECTRONICS 119 WEST 57th ST., N.Y. C. {212) 765-4635

~

PROD.
INC.

ers range in price from $1,900 t&
$15,500. A three-vidicon color tele;l
vision camera with built-in viey'
finder is available at $7,500.

Industrial Electronic Hardware ha -OH
concluded negotiations for the pro
posed acquisition of A. K. Electri
of Brooklyn. Industrial manufac!
turers specialized electronic compon
ents for the tv and computer indus
tries; A. K. Electric makes and sells
electrical wire and cable.

The PC-70S color tv camera, lates}
version of the Norelco PC-70, was '
demonstrated at the National Assn
of Educational Broadcasters conven! &
tion by Philips Broadcast Equipmen} '
Corp. The camera incorporates re

o b | ’
Norelco Compact .

finements in color work and noise |k
resistance. Also viewed at the NAEB |
Convention was a Norelco 3-Plumbs | i
con color tv camera based on the |
same design concept as the PC-70
but conceived to meet the budget of |
the education, medicine and cATY |
fields. It is priced at $21,425. |
Daniel J. Murphy has been ap |
pointed assistant product manager of
the RF Components division at Seal:
ectro Corp., the Mamaroneck firm
dealing in connectors and microwave |

components. i

Victor Duncan, Inc., supplier of
professional motion picture cameras
and accessories, has opened a branel | ¥
in Dallas. In addition to rentals and |
equipment leasing, Duncan offers |
sales and complete maintenance-ré
pair service departments. The firm
will also provide portable quar
lighting equipment for location use:

=

GARGAN TO CHAIR IBA

The vice president of televisiol
programming at Doyle Dane Bert®
bach, William D. Gargan, again has
been chosen tv programming chaif®
man for the annual Internation
Broadcasting Awards.

1)

N
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Advertising Directory of

SELLING
»OMMERCIALS

Foote, Cone & Belding

Savarin Coffee -

PELICAN FILMS, INC., New York

Standard Oil of Ky. « Burke Dowling Adams

g g

JEFFERSON PRODUCTIONS, Charlotte

West. Pa. Nat'| Bank - Marsteller, Inc,

LOGOS, LTD., Washington, D. C.

Zales Jewelry - Bloom

JAMIESON FILM CGC., Dallas
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Gargan will select 25 tv Creative
Screening Panels around the world
to judge commercials entered. Last
year’s IBA sponsored by the Holly-
wood Radio and Television Society,
drew 2,105 tv entries and about
1,200 radio commercials. This year
is expected to top last year’s record.

Tv winners are to be chosen in
three live-action calegories: over
60 seconds, 60 seconds, and under
60 seconds. There also will be prizes
for animation and combinations of
various techniques. Winners will he
announced on March 10, 1970. En-
tries must be in by December 12.

COMMERCIAL MAKERS

SUSAN LITMAN, formerly production
co-ordinator and producer at Logos
Teleproductions, has joined Centrex
Productions and is pitching in on
the shooting being done for Good-
year.

Dimension Productions has ac-
quired BUD EISEMAN from East-West
Films. Eiseman’s film background in-
cludes sales experience with Ben
Somoroff and Filmex. In 1950 he
produced live commercials between
rounds of the tv boxing matches at
the old St. Nicholas Arena, New
York.

RANSOME DUNNELL has been named
producer-director at Rose-Magwood
Productions’ Chicago office. Dunnell
has headed his own tv commercials
producing company, Spur Produc-
tions,

TVC ELECTS TO BOARD

The board chairman of TVC Labs,
R.W. Altschuler, has announced the
election of Alvin E. Friedman, a gen-
eral partner of Kuhm, Loeb & Co,,
to the TVC board of directors. TVC,
specialists in custom processing and
printing of Eastman Kodak color film
for the professional, is now engaged
in a major expansion campaign.

TOOTSIE COMMERCIAL

The Tootsie Roll company asked
a question in a tv commercial and
atiracted more mail than ever hefore
in its 72-year history. It’s nol a new
way to measure audience response
and to promote a proiduct, but it’s
not always so effective.

Tootsie’s ad agency, W.B. Doner,
posed the question in the commercial:
“How many licks does it take to get
to the Tootsie Roll center of a Tootsie
Pop?” The written answers, from
voung and old alike, add up to attrac-

N B

View Productions, Inc., 20 East 35th St.,
New York, N.Y. 10016. (212) 683-4176

45



tive promotion material. The com-
mercial won awards at the 12th an-
nual International Film and TV Fes-
tival and the All Japan Film and
Television Council Festival.

ZOOMING IN ON PEOPLE

Western Video has brought in sue
CHADWICK as vice president in charge
of sales. Her first assignment will be
station relations for the Queen For
a Day syndicated series, which has
been sold in 15 markets. Miss Chad-
wick was formerly with Ralph Ed-
wards in station relations.

ED WEINTRAUB has joined Reeves
Production Services division of
Reeves Telecom as a sales exec.
Weintraub was a director at WOKR-
TV Rochester.

BUD EISEMAN, who has had sales
experience with Ben Somoroff Pro-
ductions, Filmax and East-West
F'ilms, has come to Dimension Pro-
ductions as an account exec.

In keeping with Metromedia Pro-
gram Sales’ plans to announce new
programs in syndication, DAVE GALE,
NYC sales manager, has been pro-
moted to account executive for spe-
cial projects.

HAMILTON’S ARRANGEMENT

The Trahey/Wolf Advertising
Agency has been assigned to handle
the campaigns for Hamilton Watch
and Vantage brand under contract
terms that may be unique in the ad-
vertising field.

The unique feature of Hamilton’s
contract provides for the ad agency
to participate in the profits of the
watch division. The agency fee will

SOLARIZATION

increase in proportion to increases
in watch division profits.
Trahey/Wolf has handled the
Vantage watch account for some
time. The Hamilton line will be
added now-—plus the incentive.

TRANSMEDIA GOES PUBLIC

A supplier of mobile facilities for
tv, Transmedia International Corp.,
announced its public offering of 100,-
000 shares and sold out within one
day. Price per share was $5. Trans-
media not only supplies cameras and
all mobile equipment for location
production but also does production
work. Net income from the public
offering, approximated at $400,000,
will be used to expand production
and to purchase more equipment.

TELE-TAPE HAS 15 HOURS

Tele-Tape Productions now boasts
L5 hours of programming each week.
Last vear they produced 8% hours
weekly. Sesame Street, Beat The
Clock and the David Frost Show ac-
count for most of this year’s time.
Last year the company was responsi-
ble for Beat The Clock and the Merv
Griffin Show.

KAISER FILM AWARD

A tv documentary by Saul Bass
for Kaiser Aluminum & Chemical
Corp. received the Golden Eagle
award at the Council on Internation-
al Nontheatrical Events Awards Pro-
gram this year. The film, Why Man
Creates, was credited with earning
“the most significant awards world-
wide in 1969.”

ANIMATION
GRAPHICS

DISSOLVES
STRAIGHT CUTS

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

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

582-2320

ED FRIEDMAN
DAVID BREEN

EDITORIAL SERVICE « PRINI DISTRIBUTION

TOLAN DIRECTS COMMERCIA i

Michael Tolan, the tv actor, I
joined Kap V Films as a direct
it was announced by Paul Kasand
the firm’s production head. Tolan §
a man with ideas:

“1 want to direct regularly so t}

TOLAN

I might develop some experiment:
ideas I have for both tv commercial
and independent films,” he say
Tolan was one of the original foung
ers of the American Place Theate
and is well known as a dialogu
coach. He and Kasander have workes
together often in the past. Kap )
has expanded its distribution/editin|
services to include full productio
services for commercials and liwn
multi-media presentations.

VNESHTORGREKLAMA

The newest entry in the Internai+
tional Broadcasting Awards competit
tion, to be held later this month#
is surprisingly, George A. Virobian
president of V/O Vneshtorgreklama
the official foreign trade advertising
organization for the Soviet Union. 1

Virobian says he plans to enter twa |
television commercials. Two Yugo#
slav firms have already announce(j~
their plans to compete. Total entries |
in the Hollywood-based IBA are exis
pected to exceed last year’s record i
of 39 nations. &

GARRETT-SPP MERGER

So that Station Promotion Produ¢
tions may channel its efforts mo
specifically into film and tape produgs |
tion, both in Hollywood and at loca
tv stations, the production firm wi
hand over its publicity and promo
tion work to Garrett Company.
merger agreement has recently bee

announced. ¢
In the past, an SPP on-air camf{
i

paign for a station usually includ
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§50 film or tape spots ranging {rom
Jecond 1D’ 60-second and
$ger block spots. Garrett now pro-

ts siation promotion campaigns

Bich are fully integrated with and
& T ivertis g, icity,
" ‘ il r-
bl a -
BITISH FILM'S EFFECT

24 1 }
A ‘re 1ail &
M
8 locume
#1al at the International Film and
‘ . centl 5 "

Joomed passengers by the hun.
#s had to jump into the sea. The
@ictor, John Bartlett, used an inter
&g sound effect to set this scene
Beet up his microphone outside the
Bt for young ladies in Plymouth
g n Catholic con-

BiL BURRUD SPECIALS

il Burrud Productions and
®icrn Video Industries have signed
& ements for a group of 18 one-
o s el Pini ! 70 and
£)f-hour true-life action-adventure
@n, Bill Burrud’'s Wild World
ire are 104 episodes in World.
8 specials deal with many subjects,
& ilation explosion, heart surgery,
A g, pornography, to name a few.

MIADIAN EXPORTS

uring the 1969-1970 season, Na
®i FEducational Television will
# dcast six television programs ac-
@l from the Canadian Broadcast
% Corporation. The package in
#es two fulllength color ballet
® uctions and four dramas. Cin-
Rlia and Swan Lake are the ballet
flerties. The dramas are: Red-
¥; Yesterday the Children Were
Bing, ller Wit Luggage,
adaption of the Jean Anouilh
@) play; and Sister Balonika, Paul
®’ierre’s story of life at an Indian
@ol in the Yukon.

‘CT UP A CERTS

ambitious lighting job was
81 on a recent Certs commercial.
8g 21 electricians and eight of
1'4 titan arcs which are available
phis intry  (or the world, for
L matter) and numerous brutes
@ smaller arcs, the producer and

§tor lit up a drag strip in Orange

o 4

County, Calif., turning a quarter of
a mile “from night into day.” Di-
rector was Jim Rose of RMP, pro-
ducer was Barry Lissee of Ted Bates.

VENICE AD FILM FESTIVAL

The 17th International Advertisin
Film Festival has been scheduled for
June 15-20, 1970, in Venice. The
festival is sponsored by the Screen
Advertising World Association, Lon:

SAWA reports that the success of
its 1969 program has induced it to
keep both judging and category cri-
teria intact. Judges will again be
drawn entirely from the creative side
of the ad business, and categories
will remain unchanged with one ex-
ception—an award will be given for

public affairs and social welfare
service” films

Again there will be two Grands
Prix and two Coppa di Venezia
cinema and tv). The latter will be
awarded to the production company
zaining the highest number of points
for its six best films in respective
groups.

Duplicate copies of trophies will be
awarded to both the agency and pro-

duction company f{cr each prize win-
ner.

MILLER-SPI MERGER

Steve Miller Productions, a newly
created tv program production com-
pany, has formed an ascociation with
SP1 Television Center, a San Fran-
cisco productien heuse. Miller, who
had produced the CBS Smothers
Brothers Comedy Hour and was for-
mer chairman of National Telepro-
duction Corp. in Indianapolis, says
that his firm will help market SPI’s
commercial production and will co-
venture and co-produce SPI and
SMP program properties.

Scheduled for immediate release is
SPI’s half-hour color special, Jackie,
a behind-the-scenes look at the life of
a high fashion model.

SUNFLOWER OPENING

Ray Seti, former production man-
ager and art director at Hal Seeger
Productions, has announced the
opening of his new film production
company, Sunflower Films, New
York. In addition to live production,
the company plans to offer produc-
tion in full and limited animation,
animatics, slide films and industrial
filins.

:
NCAATENNIS

CHAMPIONSHIP

Thanks, ABC, for selecting

|

TRANSMEDIA

538 Madison Avenue | New York, N.Y. 10022 /(212) TE 2-9200
3259 winton Road South | Rochester, N.Y. 14623 | (716) 442-0220

..TMI WAS THERE

outstanding sports event.

INTERNATIONAL CORP.

our mobile #1 for this

MOBILE COLOR PRODUCTION
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POP GOES COMMERCIALS

Garry Sherman-Stanley Kahan As.
sociates, New York, is a musical pro-
duction firm through which some big
name pop singers are entering the
commercials field. Top singers from
this company and others may become
the creative aspect of commercials as
well as the sound.

Clients, says Kahan, are becoming
convinced that to use known singers
merely to spout a product name is to
waste their talents. Performers should
be given a chance to grip the viewing
audience by doing their thing, to
come on first with interesting song
themes that may actually seem un-
related to the product, he said.

Advertisers seem more willing to
wait, to lose precious seconds, be-
fore mention of their brand. Kahan
points to a Carolina Rice commercial
he produced and others which are
using the “soft sell.” Some of the
Sherman-Kahan talent clients include
Aretha Franklin, Tommy James and
the Shondells, 5th Dimension and
The Beach Boys.

TV ‘WINDOW’

CBS-TV has acquired rights to
George Mendoza’s book, The World
from My Window, for adaptation as
a 30-minute tv special in 1970. To be
produced by Sobel Productions, New
York, Ernie Pintoff will be producer-
director, Mendoza will write the
script and Jack Sobel wili be execu-
tive producer.

Just published by Hawthorne
Books, Window expresses the
thoughts and feelings in prose and
poetry of children from disadvan-
taged homes in 10 U.S. cities.

NEW OFFERINGS

ABC Films is distributing domes-
tically a four-hour color documen-
tary, Africa, which stations can show
as a four-hour feature, or in four
one-hour installments.

Narrated by Gregory Peck, the
program is a multi-dimensional ex-
amination of customs, history and
future of the people and the conti-
nent. It has already won 13 awards,
including an Emmy, the Peabody, the
George Polk Memorial and the Sat-
urday Review Distinguished Achieve-
ment citations.

ABC Fiilms is also releasing The
Rosey Grier Show, a half-hour musi-
cal-variety showcase hosted by the
former pro football star, Roosevelt
Grier. In addition to Grier, who
sings, the show will feature celebri-
ties of the sports and entertainment
fields and will have, as a regular at-
traction, “Charles Brown at Large,”
reportorial studies of individuals and
groups in various self-betterment pro-
grams around the country. The show
originates at KABC-Tv Los Angeles, in
association with Circle Seven Produc-
tions.

Another public service show in
distribution now is Death Driver, a
half-hour color special aimed at com-

EXeerTionAL (DPTICALS INE.

17 East 45th Street. New York, N.Y. I0217 (212)972-1763

FRANK FACKOVEC

JEAN BERTL
BILL HOHMEISTER

ROD FRIEDSON
TONY GALLO
JOHN JARVIS

STEVE MAYER
EFFECTS IN FILM

GALAN HILME LT

PAUL GALAN & RON CICCOLINI
WE MAKE FILM MORE THAN JUST ANOTHER FOUR-LETTER WORD

® 35 West 45th St, N.Y.C.
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batting Christmas trafthc fatalities
This one comes from Aveo Enp.
bhassy.

The film, written and produced by
Gene McPherson and Avco’s news
and special projects department, was
made with the help of the Cincinnatj
police and fire departments. It has
been used by safety ofhicials in severg]
cities.

Jonny Graff, Avco’s vice president
for tv sales, believes the film offers
such advertisers as banks, insurance
companies, utilities and some retajl-
ers an opportunity to back a mean-
ingful attack on a serious problem—
holiday highway accidents.

TRIANGLE SELLS

Triangle Tv’s anti-smoking series
Why Not Quit? has been sold to
WMAR-TV Baltimore, KIRO-TV Seattle,
KLAS-TV Las Vegas and KSL-Tv Salt
Lake City. Triangle’s own six outlets
began colorcasting the E. G. Marshall
instructional programs last month.

Triangle has also had success with
Heavyweight, Inc., profile of boxer
Joe Frazier and Cardboard Caesar, a
biography of Benito Mussolini. Both
have been bought by CTV, the Cana-
dian commercial network.

STUDIO PERSONNEL
MARTY IRWIN has been named to a

—’ﬁ

newly created post at EUE Screen iy

Gems—director of videotape serv-
ices. The new post is in addition to
his present job as director of post:
production services. His new duties
involve supervision of all aspects of
the videotape department’s technical
operations, including editing, audio
corrections, dubbing and transfers.
He has been with the company for 10
years.

Tele-Tape Productions has named
two new vice presidents: DON REDELL
and J1M HARTZER. Redell has been
named vice president, program sales |
and development, and Hartzer has
been promoted to vice presidenl,
agency sales, a newly created posk

tion. Redell was director of program -

sales and development and Hartzer

was an account executive. Redell'.\
joined Tele-Tape in 1963 after sev |

eral years running his own compan, {

Radio Features Associates,
syndicated radio shows to indepem i
dent stations. Hartzer joined Telé
Tape in 1964 as a producer-directof
after his discharge from the Arm
where hie directed training films !
the Army Pictorial Center.
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ALONG CREATIVE ROW

GERALD J. WOOLIEVER has joined
Kenvon & Eckhardt Advertising, San
francisco, as executive art director.
He goes to K&E after a four-year
tint in the Tokyo office of Botsford,
Constantine & McCarty, where he
was creative director. He was head
art director in BC&M’s San Francisco
sflice before his Japanese sojourn.

After three years with William
Esty, New York, STEVE BANKS, vice
president and senior art‘direclor-tv
producer, has resigned. He will an-
1ounce future plans regarding a ma-
or film company or an agency short-
y.

JOHN A. MC KINVEN has been ap-
sointed vice president and creative
Jirector of the Chicago division of
Campbell-Ewald. He joins C-E from
Fuller & Smith & Ross, where he had
been vice president and creative di-
cector of the Chicago oflice since
1965. He went to F&S&R in 1945,

JIM RANIERE and DAVID CAPLAN
iave joined the creative department
{ Needham, Harper & Steers, New
York, as art directors. Raniere was
irt supervisor at Conahav & Lyon.
“aplan’s previous experience includes
vork at Papert, Koenig, Lois, where
1e was an art director.

IEW CBS EUROPE MANAGER

Howard Karshan has been appoint-
«d general manager of CBS Europe.
surrently director of international
narketing services for CBS Enter-
rises, Karshan will also serve as
ceneral manager of the CBS Tele-
ision Services Division of CBS
nited Kingdom Ltd., with London
eadquarters. Before being named to
is current post, Karshan was direc-
or of administration, international,
t CBS News for six years. He was
ssistant general counsel of the Ash-
by Famous Agency before his associ-
tion with CBS News.

CREENING FACILITIES

Mag Tranfers has opened new
fanhattan executive screening room
acilities. The firm, a division of the
lew York-based Cinetex Industries,
ays the facilities are available for
ental use and can accommodate
lients seven days a week, both days
nd evenings. It is sound-proof and
ontains equipment to handle all
omm and 16mm films.
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MOTION ASSOCIATES ACQUIRED

Motion Associates East, and its af-
hliate companies, whose primary
business is film production, largely
commercials, has been acquired by
Science Management Corp., an inter-
national management consulling
firm..

Terms of the aquisition provide for
both an immediate payout of Science
Management shares and an ad-
ditional payout to be earned by Mo-
tion Associates. MA will continue
operations under its present manage-
ment as a wholly-owned subsidiary
of SMC. Peter Grifhith, president of
the acquired company, has been
elected to the SM bhoard.

Motion Associates, founded in
1967, is an active producer of tv
commercials and other phases of film
production, editing, marketing and
distribution. Its headquarters are in
New York. Afhliated companies are
Motion Associates West (Holly-
wood Motion Associates Mid-
America (Chicago), and MG Associ-
ates, a film contract finance company

in New York.

THIS IS AL...
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RALPH KESSLER
NEIL KOBIN

RALPH KESSLER PROD.

19 EAST 53RD STREET

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

...and his marvelous Hazeltine Film Analyzer —
OF's answer to the color problem.

He determines the correct color balance and
density of client’s original negatives by

“previewing” the results obtainable from an
optical negative before any steps are made
toward printing. Its readings are converted to a
punch tape strip which is then fed to an

automated contact printer. Somehow, it all
comes out perfectly.

OPTICALS EAST INC. 35 WEST 45TH STREET, NEW YORK, N.Y 10036
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FILM/TAPE PRODUCGTION SOURGE BOOK

Here, in one, easy to read volume you will find complete listings of

$4.00 each

Limited
supply
available

FILM/TAPE

PRODUCTION SOURCE BOOK

If you

have anything
to do with
Film or Tape
Production . ..

You need the
revised, up-to-date
July-December
1969

—

(Published by Television Age)

Film/Tape Production Companies

e eyt S —

Advertising Agency Commercial Producers
Informational, Industrial Film Buyers

All Industry Service Companies

----------------- Use handy coupon to order.-= -~======-=--====§

FILM/TAPE PRODUCTION SOURCE BOOK
1270 Avenue of Americas, New York, N. Y. 10020

Gentlemen:

Enclosed find $ Please send me copies
of the July-December 1969 FILM/TAPE PRODUCTION

SOURCE BOOK at $4.00 each.
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Address
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TELEVISION AGE

.I-With the introduction of Ameri-
can Research Bureau’s new tv
ating reports delayed a month while
rification is completed, timebuyers
nd sellers can look forward to a
w format for the ARB reports that
I cover the November nationwide
weep. The new format was developed
ith the use, for the first time, of a
300 computer made by ARB’s
arent, Control Data Corp.

While the new computer is not ex-
ecled to result in earlier release of
ical reports, it will provide faster

veed, higher accuracy and thus.

ore data through use of ils visual
iry system.

A basic change in the format of the
ew reports will be the emphasis

aced on the Area of Dominant In
uence (ADI) ratings, which will

ppear on left hand pages. This
lacement will be followed in three
ections of the reports: Day Part
udience Summary, Program Audi-
nce and Spot Buving Guide. All

‘otal Survey Area (TSA) audience
stimates and Merro area informa-

on will be on right-hand pages in

1ese seclions.

Four new Monday-Friday day
‘urts are added to the Day Part
' udience Summary: noon-4:30 p.m.;

30-7 p.m.; 4:30-7:30 p.n., and
E:3O 11 p.m. Twice the number of

lumns of data will be reported in
Lte expanding A DI section, includine
fime audience ratings and a new

femographic category (women 25
0
I
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a review of
current activity
in national
spot tv

Week-to-week program trends will
be shown in a new section devoted
to Weeklv Programming and Four
Week Time Period Averages. ADI
tv households will he listed week by
week of the rating period along with
program titles for regular and special
programming in the period.

This new approach, ARB says, will
help in estimating ratings of shows
under abnormal programming condi-
tions and checking the eflect of one-
time specials.

Another new section, Program
Audiences, replaces the Long Dura-
tion Program section. In it programs
a half hour or longer, appearing at
least twice in the rating period, are
reported alphabetically by stations
instead of by time periods. In this
section what ARB calls “pure” pro-
gram averages will be reported since

Nell Seymour is timebuyer at Doyle
Dane Bernbach for the Sylvania Div.
of General Telephone & Electronics

REPORT

special consideration will be given
to shows that vary in length from
week to week (movies) or have dif-
ferent starting and ending times
(sports). The average will include
every quarter hour of the show and
the number of quarter hours will be
reported.

Expanded from its former 10 col-
umns to two pages wide is the Spot
Buying Guide. Titles of programs
broadcast in the quarter hour follow-
ing station breaks are given, along
with the average rating of the quarter
heurs before and after the break. Full
demographic information and prod-
ucl usage ratings are given for the
ADI on the left-hand page, and TSA
information, including target audi-
ence values are on the right-hand
page.

The back-of-the-book ADI rating
trends, listing information from all
reports from the previous 15 months
to provide comparative data, will be
continued.

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

Abbott Labs

(Tatham-Laird & Kudner, Chicago)
An 18-week campaign for NEW
PREAM starts on issue date in

fringe time periods. Target of
10s, 20s and 30s jn about 20 major

ol




markets is the total female audience:
A. Miller was the buyer.

Armour & Co.
(Young & Rubicam, Chicago)

PARTY STYLE HAM is being pushed
with 30s breaking on issue date

and running through December 27.

All women are the target of day

and fringe time spots in about

30 markets. Bob Coty was the buyer.

Block Drug

(Sullivan, Stauffer, Colwell & Bayles.
Vew York)

BC HEADACHE REMEDY is being

You’re only
HALF COVERED
in Nebraska...

without

Lincoln-Hastings-Kearney

[J Check retail sales.

[[] Check the top station dominance
with one of the largest audience

shares in the nation.
[] Check with Avery-Knodel.

.
\

LIITYICTY

o i
Fhe: f.-'{)ml Sabions
RADID

WK20 KALAMAZOO-BATTLE CREEX
WitF  GRAND RAPIOS

WIFM  GRAND, RAPIDS-KALAMAZOO
WWAM/WWTY.FM  CAOILLAC

TELEVISION
WKZO-TY  GRANO RAPIOS-KALAMAZOO
WWTV/ CADILLAC-TRAVERSE CITY
WWUP-TY * SAULT STE. MARIE
KOLN-TV/ LINCOLA, NEBRASKA
KCIN-TY 'GRAND ISLAND, NEB

52

promoted in about 15 southern markets
with 60s, 30s and 20s. Adults over

35 ave the target of fringe and
primetime spots purchased by

Bob Bird.

Borden
(Ross Roy, New York)
KAVA INSTANT COFFEE is getting

the tv treatment in about 15 markets
in a three-week buy that started
before issue date and concludes
December 14. Fringe and primetime
periods are being used for 30s to
reach all adults and adults over 35.
Bill Maher was a buyer.

(Continued on page 55)
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KOLN-TV/KGIN-TV

LINCOLN, NEDRASKA
1300 F1. TOWER

GNAND ISLAND, NEDRASKA
1089 FT. TOWER

Avery-Knodel, Inc., Exclusive Notiono! R pr i |

Rep Report

JOSEPH N. R. POULIN has joined
Avery-Knodel as director of tele-
vision research. He had been with
American Research Bureau, Bels.

POULIN

ville, Md., for 10 years, most re-
cently as staff assistant to the vice
president and general manager.

RONALD L. GLEASON, director of
sales promotion for ABC-TV since
February, has been appointed di-
rector of research and sales promo-
tion for ABC Television Spot Sales.

THOMAS J. 0’pEA has joined RKO
Television Representatives in New
York as an account executive.
CHARLES CONRAD and BOB MURPHY
have been named account executives
in RTVR’s Chicago office. O’Dea was
general sales manager of wpca-Tv
Washington; Conrad was with Storer
Broadcasting national sales, and
Murphy was director of research in
RTVR’s Chicago office.

ALEXANDER W. “BUD” PFAFF, tv sales

account executive with Edward
Petry, has joined the New York
sales stafl of Television Advertising
Representatives.

MARTIN ROSENBERG and GEORGE E.
SsTELLA have been named to the tv
sales stafl of Edward Petry. pauL
sacks has been promoted to sales
manager of Petry’s San Francisco
office. Rosenberg was an account
executive at Tele-Rep. Stella is
former account executive at WNBC-
tv New York.

HAROLD E. PROTTER has joined the
Chicago office of Metro Tv Sales as
account executive. He was sales man-
ager of St. Louis and Detroit offices
of Tele-Rep. sON1A ALBAN has joined
the New York staff as a research
analyst. She held a similar position
at A. C. Nielsen Co. for two-and-a-
half years.

ROBERT M. JACQUEMIN, former ac-
count executive with Peters, Griffin,
Woodward, has been appointed sales
manager of Tele-Rep’s St. Louis

ofhce. ’J
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' One Seller’s Opinion . . .
THE MERITS OF BUYING SERVICES

The advent of media buying services has generated a hue and cry
from advertisers and agencies. Many agency media executives publicly
speak of comparable—and even superior—buying performance, while
privately they admit to a concern about loss of dollar placement
control.

Numerous agency executives fear that the purchase of their client’s
time by outside buying services will lead to the loss of an entire account
by the agency, some reject the buying service contention that agency
expenses can be reduced, since overhead costs divectly related to buying
will no longer be necessary. The services go on to say that these saved
funds can then be reinvested in more creative areas, allowing the

| agency to compete more effectively for better talent and, subsequently,
more business.

Agency men disagree for several reasons. Many honestly believe that
buying services are detrimental to the industry. Unable to disprove
legitimate media values provided by services, agencies are attributing
unethical techniques and unorthodox leverage to them.

The recent movement of major-agency media executives to buying
services. seemingly rejects the view that services are practicing new
media-buying innovations. Nor are their buying practices completely
dissimilar to agency methodology. It doesn’t seem likely that these
formerly well-respected agency media executives have suddenly devel-
oped larcenous tendencies that they never had hefore.

The answer to the agency-buying service performance differential
lies in the effective use of more experienced and qualified personnel.
To counteract the inroads that services have made into the timebuying
function of major advertisers, agencies have restructured their buying
strategy. The recent introduction of market specialists and spot buying
pools is simply a way to combat the energy of the buying services.

Currently, a number of major agencies allow one experienced buyer
to purchase broadcast time for all agency advertisers in specific
markets. Rather than buying all markets for a particular brand, the
agencies believe, and rightly so, the daily experience on a more
concentrated market list will provide the buyer with better knowledge
and ability to negotiate better for all clients. The thought is practical,
but implementation is difficult.

These market specialists have intellicence and ability, yet few have
the qualification of buying services. Additionally, agency market
specialists are required to perform tangential services, such as assisting
with media plan preparations, instruction of trainees, and completion
of endless forms all while usually working under severely understaffed
conditions. Overtime hours stretch into weekly work marathons and
job morale diminishes while frustration increases. The financial in-
centive available at buying services is not present at agencies to expect

- optimum performance when continual efforts fail to result in effective
achievement.

Consequently, the establishment of market specialists is just a partial
measure for agencies to counteract the successes of buying services.
Until agencies realize that the function of media placement is equal in

| importance to the creative development of the selling message, media
departments suffering from financial deprivation will continue to lose
their effective and most professional personnel to buying services.

The question agency executives should be asking today is not
' whether services are good or evil, but whether within the framework of
‘their own particular needs, do buying services offer significant value
' to consider their use.

| -
|
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Adam Young Speaks . . .

WHAT'S WITH FMm?

FM has been moving along like a
giant glacier—just as slowly and just
as sure.

Because of the difficulty in survey-
mg this audience it has been most
difficult to appraise this medium fair-
ly. Some FM stations developed audi-
ences so large as to show up with a
“bang” on the regular studies. These
may not be the rule-—but the list is
growing.

Ultimately FM will stand on its
own two feet under the spotlight of
our regular published surveys. It has
been bought and sold in some cases
on a basis that is more emotional than
factual—except, of course, where the
audience figures are on a par with
major AM stations.

In the past ten years a great deal
has happened that should indicate
what the next ten years will bring.
The number of FM stations have in-
creased 22 times and those not af-
filiated with AM have increased by 5
times. The revenues during this per-
iod of time have increased elevenfold
f—and expenses have increased ten-
old.

Ten years ago FM income repre-
sented less than one percent of the
total radio revenues. In 1967 it rep-
resented $40,000,000 or 4%. By 1980,
and this is now only ten years away,
it will represent 25% of total radio
revenues. What will this mean in
dollars?—$425,000,000. We project
total radio revenues as $1,700,000,000
in 1980.

Do you want to share in the 425
million dollar pie? If so, now may be
the time for anyone on the fence to
act. Or, would you rather have a piece
?gst(;lf 1V4 billion dollar AM pie in

You choose—

3 EAST 54th STREET
NEW YORK, NEW YORK 10022

adam young inc.
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"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

lo wsB'Tv

3. waxitv 595,300

4. WTVM CIRCULATION

242,100

I= BLAIR TELEVISION

Put the
middle
of the o
mitten../ e

LANSINE:
®

671,300
2. WAGA-TV 670,400

BATTLE CREEK ANy ARBOR

in the palm of your hand

WILX-TV®

More efficient distribution of circula-

tion.

tion. (Lansing and south)

Puts more advertising pressure where

it’s needed most.

Gets you more complete coverage with

less overlap.
WILX-TV

1048 Michigan National Tower

Lansing, Michigan 48933
A’SK‘SE‘S TELEVISION BALES, INC,

54

1
2. Dominates southern half of circula-
3.
4,

THIELE MATTHEWS

EDWARD M. THIELE, president of
Leo Burnett since 1961, has bheen
named vice chairman of the board
of directors. LEONARD S. MATTHEWS,
an executive vice president since
1961, succeeds Thiele as president.

ANDREW KERSHAW, head of Ogilvy
& Mather in Canada, which he
started nine years ago, has been ap-
pointed president of Ogilvy &
Mather, New York, succeeding
JAMES k. HEEKIN, Jr. Kershaw has
been a director of O&M Internation
al for the past five years.

CHESTER L. POSEY has been ap-
pointed managing partner of Jack
Tinker & Partners. He had been vice
chairman of McCann-Erikson, which
he joined 15 years ago as creative
director of the Chicago office.

Six Foote, Cone & Belding execu-
tives have been elected to the board
of directors and named senior vice
presidents. They are: SHIRLEY POLY-
KOFF, chairman of the New York
creative board; DON R. CUNNINGHAM,
general manager of the Los Angeles
office; JAMES W. CAMERON, manage-
ment supervisor in Chicago; DANIEL
E. KELLY, creative director of the
Chicago office; FRED R. RHODE, man-
agement supervisor in Chicago, and
DANIEL E. WELCH, Chicago manage-
ment supervisor.

ALEXANDER BRODY, area manager
for Young & Rubicam on the con-
tinent of Europe, has been named
executive vice president. Three sup-
ervisors in the agency’s New York
account management department
have been named vice presidents.
They are: FRED A. BAXTER, ROBERT P.
GLECKLER and JOHN W. STOKES.

MARILYN S. WATTS has joined
Ketchum, MacLeod & Grove as vice
president and director of market
research. Mrs. Watts had been vice
president and associate research di
rector at Grey Advertising.

WILLIAM V. B. NIXON and JEROME
H. ALTMAN have been appointed
senior account directors at Needham,
Harper & Steers. Both are vice presi-
dents and were account supervisors.

KERSHAW POSEY

JOHN A. DUNNE, senior art director,
and NICHOLAS P. SPARKMAN, account
supervisor, have been elected vice
presidents,

GEORGE E. ROBINSON has been
named vice president and director of
creative services at Lewis & Gilman,
Philadelphia. He was formerly vice
president and associate creative di-
rector at Benton & Bowles, New
York.

WILLIAM P. DUNLEA and THOMAS
w. HANLON have been appointed vice
presidents of Campbell-Ewald. Dun-
lea is supervisor of the North Amer-
ican Rockwell account in the De-
troit office. Hanlon is supervisor of
the General Motors Acceptance
Corp. account in the New York of-
fice. DOUGLAS W. KNIGHT has joined
the agency as broadcast co-ordinator
He was producer and director at
wkBD-TV Detroit.

PATRICK K. STEWART has been
named vice president and manage
ment supervisor for the RCA ac
count at Al Paul Lefton Co., New
York. COLLINGWOOD J. HARRIS has
joined the agency as director of
planning for RCA. Stewart was with
N.W. Ayer for 10 years before join-
ing Lefton in February. Harris was
account supervisor at Tatham-Laird
& Kudner.

BRUCE SHERMAN and RAY PERKINS,
account supervisors at Doyle Dane
Bernbach, New York, have been ap-
pointed vice presidents.

WENDELL G. HEARNE has joined
Wyatt & Williams, Dallas, as ac
count executive. Before joining the
agency, which operates as the south-
western division of Lennen & New-
ell, New York, Hearne was advertis-
ing and sales prometion manager for
Darr Equipment Co., Dallas.

ROBERT S. RAYE and RICHARD M.
OoWENs have been appointed account
managers at Hoefer, Dieterich &
Brown, San Francisco. Raye was as-
sistant product manager-new prod-
ucts with Del Monte Corp. Owens
was account executive with Dancer-
Fitzgerald-Sample.

Television Age, Deccmber 1, 19
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Javid Specland is only one of a
wing number of key people leav-
. major agencies for the independ-
media buying field. In late Octo-
he joined Media Corp. of Amer-
as a media buyer after two years
Ted Bates, where his last position
\s assistant media supervisor and
ebuyer.
‘{e emphasizes that he can’t speak
his former co-workers and their

~nsons for departing the agency

sine. But for himself, he says his
win reason for joining MCA is that
ery area of activity “from advertis-
§1 to medicine seems to be going
i1y specialization.”

dedia services, such as MCA, he
nes, are just one example of this
giwing trend in the advertising field.
Lve cites the farming out to film
al tape houses of the production of
h:ommercials, a long-accepted prac-
t: since the advent of television, as
a example.

You have specialization in such
flds as law and medicine, so why
n in advertising too?” he asks.

such specialization, he believes,

Yot (from page 52)

{lanese
{vwell, Schoenbrod & Hall, Chi-
to)

#Aine-week campaign, timed for
‘artment store white sales, will push
LIENS, SHEETS and PILLOWCASES
giting December 29. Aimed at
a women, 30s will be used in day
a fringe time periods in 15 or

e southern markets.
Fa Baierle is the buyer.

! Lax
(rey Advertising, New York)

fout 20 southern markets are
ging the word on EX LAX thirough
fige and primetime 30s. The
eapaign, which hegan before issue
d: and runs through December 31,
iyimed at women over 35.

Crane was huyer.

Lheral Foods
{rey Advertising, New York)

Mour-week effort for POST TOASTIES
ban before issue date and ends
Lember 21 in about 70 markets.

A reach the lady of the house and

kb 6-11, 30s are being used

i1l time periods. Buyers for

il effort included Kay Goldstein.

Cneral Motors
tampbell-Ewald, Detroit)

EVROLET AUTOMOBILES will be
ised in two flights—January 5

evision Age, December 1, 1969

DAVID

SPECLAND

can be a benefit to both the advertiser
and the agency, if properly used.

Media services, he adds, are “con-
centrations of professionals that are
attracting the best people in the busi-
ness to their ranks. They can guaran-
tee both the advertiser and the
agency greater effectiveness for their
media buys.”

The term “buyer” is a misnomer
as far as the way Dave Specland looks
at his work. He thinks of his task
as being that of a salesman instead.

“I’'m trying to sell my client’s prod-
uct or services by selection of the
proper medium for his message.”

to January 11 and January 19 to
February 8—to run in fringe and
primetime periods and daytime
weekend sports programs. Over 30
markets will be used for 60s, 30s,
20s and 10s to reach the total male
audience. Several buyers are
working on the campaign.

The computer, he thinks, “is be-
coming increasingly important in ad-
vertising. [t gets the advertiser his
necessary facts and figures not only
quickly, but accurately.”

Dave, who is a graduate of City
College of New York, will be 30 in
January. His advertising career be-
gan in 1964 when he went to Dancer-
Fitzegerald-Sample as an assistant
buyer. After being promoted to a
buyer-planner, he moved to Ted
Bates in May 1967, first as a senior
media buyer, and then as assistant
media supervisor and buyer on the
Standard Brands account. In mid-
October he left Bates, as have about
six others who have made the move
to media services.

A life-long resident of New York
City, Dave lives with his wife and two
children—a five-year-old daughter
and a two-year-old son—in the Flat-
bush section of Brooklyn. Outside of
his family and work, his primary in-
terest is sports. He follows the activi-
ties of all New York teams, except-
ing the Yankees, “with fanatical de-
votion.”

Gillette

(Clinton R. Frank, Chicago)
Various TONI products will be
featured in 60s and 30s starting
on issue date and running for

three weeks. Day and fringe time
(Continued on page 57)

Three agencies name media directors

Harold Miller has joined Sul-
livan, Stauffer, Colwell & Bayles,
New York, as senior vice presi-
dent for media and broadcast

programming. He will also be a
member of the board of directors.
He joins SSC&B after nine years
at Grey where he was in charge
of media and programming.
Sanford Reisenbach, vice presi-

dent in the media department at
Grey, succeeds Miller as media
director. Brandon Stoddard, vice
president, has been named di-
rector of programming at Grey.

John Oliver, vice president at
The Marschalk Co. since 1966,
has been named media director.
He joined Marschalk in 1964

after three years at Grey.

MILLER

OLIVER

REISENBACH

55




56

—

WALTER MATTHAU

Tuberculosis Is Still A Clear
And Present Danger.

Emphysema, Chronic Bronchitis,
Air Pollution And Other
Respiratory Diseases Take A
Deadly Toll Of Lives Each Year.

Our Christmas Seal Campaign Is
Designed To Alert The Nation To
Causes, Symptoms, And Medical
Treatment.

The Recorded And Filmed Material
Is Produced With The Highest
Professional Standards. It Is
Fitted To The Holiday Season:

It Seeks To Alert The Viewer

And Listener Without Employing
Sensational Approaches, Morbid
Reflections Or Inducing Fear

Or Panic.

National Tuberculosis and
Respiratory Disease Association

The Nation Will Breathe Easier
Because You...The Broadcaster..
Are “Airing The Matter”

ZO0—=WW=—<Mmrm-—|

Oo—0U>»>

- . “Its A Matter Of Life And Breath?!

|
|
|

63rd ANNUAL CHRISTMAS SEAL CAMPAIGN NOVEMBER 12th through DECEMBER 1969 |‘

For network use: Contact Milton Robertson I'

For local use: Contact your local TB and RD Association

These stars have contributed their talent to
make this public service material available
to the broadcast media.

WALTER MATTHAU, CANDICE BERGEN, MIKE DOUGLAS
(all available in 1-minute spots and
30-second variations, in color)

HENRY FONDA (movie trailer, 1:28, color and B&W)
(also 20-second variant), ANIMATION SPOT (1 minute,
with 30-second and 10-second variations) (in color)

PLUS SLIDES, TELOPS, FLIP CARDS AND POSTERS
GREYED AND COLOR

Produced by NOWAK ASSOCIATES, New York, N.Y.
FRANKOVICH PRODUCTIONS at COLUMBIA
STUDIOS, Hollywood
RALPH LOPATIN PRODUCTIONS, Philadelphia
NATIONAL TUBERCULOSIS AND RESPIRATORY 4
DISEASE ASSOCIATION, New York, N.Y. .

15-minute transcribed programs starring: [
LENNON SISTERS, TRINI LOPEZ, KATE SMITH, f
GLENN CAMPBELL, MIKE DOUGLAS, DIONNE y
WARWICK, ARTHUR FIEDLER, LAINIE KAZAN !

5-minute transcribed programs starring:
SKILES AND HENDERSON, LESLIE UGGAMS,
JOANIE SOMMERS, ROWAN AND MARTIN

Transcription of All-Time Great Hits,
featuring outstanding artists.

Transcription of 30 Celebrity Spot Announcements.

Transcription of 22 Recording Artists’
Announcements for Disc Jockey Shows. :

Transcription of 26 Celebrity Reminder )
Announcements. |

Special Christmas Seal Theme Song
featuring JOHNNY MATHIS.

Director, Radio/TV/Films .
National Tuberculosis and Respiratory Disease Associat
1740 Broadway, New York, N. Y. 10019
Clrcle 5-8000

in your own community

Approved by Advertising Council of America

Television Age, December 1, 1
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ds will be used 1o reach women
1 and girl teen-agers,
g included Carol Bild

shey Chocolate
iley & Mather, New York)

DY is the subject of 60s

I0s running in seven test

els through December 27 in the
qiser’s first use of tv.

ta, teen-agers and kids are

argeis of spols running in

me periods. Rudy Taylor

the buyer.

tok Manufacturing
W ynan, Stoller & Chalk, New
f', i')

yjor campaign for HICKOK
fHER GOODS broke just before
date and runs through mid-
mber in about 150 markets. Using
e and day 60s, the push is

| at the adult audience. Shirley
Wiiraub was one of the buyers.

ks Angeles Distriet Lincoln-
~ lercury Dealers Assn.

ison/Roberts, Los Angeles)

B mpaign using 25 stations in
Wiliern California, Arizona and
lig.ax Vegas area started before

@8t date and runs through mid

e nber for MERCURY AUTO.
MEILES. To reach the male audienee
W ad 30« are being used

@ inge and primelime.

Nitine Food Products
€W Inc.. Chicago)

B 50 markets will be used 1o

¢ SCREAMING YELLOW
.'*)(ERS in two-week flights starting
i® sue date and running, with two.
s® breaks between flights, through
P Early fringe and prinetime

# 18 will be used for 20s and 30s to
@ all kids and women 18-49.

A8 Goldring placed the buy.

&)1 Merchandising
R'man Advertising, Chicago)

| ng on issue date and running
W iree weeks, 60s will be used
osimonstrate VEG-O-MATIC and
VIlI’E-O-MATIC. About 20 markets
villise used for day and fringe

1l periods in a promotion aimed
% women. Allen Redinan arranged
hig ay

—

Media personals

¥ RUDY BAUMOHL, former media su-
¥ visor at Jack Tinker & Partners,
§ - been appointed vice president at
'dia Corp. of America. ROBERT
FALKER, account executive at Rich-
81 K. Manofl, has been named ac-
unt supervisor. MARVIN GLASSER,
oup supervisor at J. Walter
1ompson, has joined MCA as me-
L supervisor.
FRED L. NETTERE, former president
ABC-TV Spot Sales has been
med executive vice president of
mebuying Services Inc.

‘Wision Age, December 1, 1969

Required Reading

for everyone
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 examiue the
realities of operating a television station. All
phases of operation are thorouglily treated—
management, programming, news, adverlising,
promotion, traffic, technical services, elc.
256 pages.

Text Ed. (Paper) $3.95

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 material. 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

———————————— ORDER FORM—————=————————

BOOK DIVISION, TELEVISION AGE

1270 Avenue of Americas, New York, N. Y. 10020
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This vear, yvou'lldo a
better job of evaluating
spot television.

ARB reports guarantee it

Through the combined resources of ARB and Control
Data Corporation, advanced computers and systems
design have been used to produce an unprecedented
Television Market Report,

It's clarified. It's simplified.

PURE PROGRAM RATINGS now make it possible to
evaluate participating spots based totally on the pro-
gram’s performance. If a program runs 2% hours one
week of the survey and 2 hours of the next week, the
audience estimates are based on actual program broad-
casts. Pre-emptions are eliminated.

WEEKLY RATINGS provide a week-by-week rating esti-
mate for every time period, information previously avail-
able only by special tabulation. |If more than one pro-
gram is telecast during the time period, each program
is listed and the rating is reported where sample size
permits. You'll see how a regular program is trending . . .
how one-time specials performed.
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COMPLETE DEMOGRAPHICS are provided for spot buy|
ing in a separate section of the report . . . so that statiol!
break offerings can be evaluated quickly. ‘

ADI DATA has been included for all television markets
SUMMER MEASUREMENT INDEX contains data on al
markets.

THREE NATIONWIDE SWEEP SURVEYS will be coil
ducted. Every market will be surveyed in the fall, at mid
season and in May for summer planning.

The 1969-70 ARB Television Market Reports mark a ney
era of audience measurement . . . the kind of serviel|
that's needed for the 70’s.

AMERICAN RESEARCH BUREAL|

A C-E-1-R SUBSIDIARY OF CONTROL DATA CORPORATION:

WASHINGTON NEW YORK CHICAGO ATLANTE |

LOS ANGELES

SAN FRANCISCO DALLAS

THE
SERVICE
FOR THE

70's
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‘Wall Street Report

‘\ttractive price. Capital Cities
jroadcasting Corp., one of the ma-
pr broadcast industry groups, is con-
idered an attractive buy on the
treet on the basis of its growth
ecord and prospects, since the stock
oes not pay dividends. While loan
rovisions restrict the funds available
or distribution to stockholders, there
as more than $1 per share available
t the close of last year.

This year profits advanced in nine
1onths ending September 30 to $1.19
er share, up about 25 per cent from
1e 95¢ for the 1963 period.

Last year profits came to $1.57 a
aare, also up about 25 per cent from
1e $1.25 per share earned in 1967.
a the latter year, earnings were up
bout 19 per cent over 1966 and, in
irn, 66 profits jumped 29 per cent.

rice/earnings ratio. At a recent
rice of 34, the stock has a price/
arnings ratio of 18.8. This is based
n per share earnings of $1.81 for
ie 12 months ending this past Sep-
mber. Considering the earnings
2ins registered during the past few
ears, this is a reasonable figure and
quite moderate in view of the fact

of course, except the traditional
method has been for newspaper own-
ers to acquire broadcast properties.
Another broadcaster who got into the
newspaper business in the past few
years is Sarkes Tarzian.

Has five tv stations. Cap Cities now
owns five tv stations (all VHF plus a
UHF satellite), seven aM outlets and
five FM stations. Under Federal Com-
munications Commission rules, it is
barred from adding any more AM
stations, can acquire two more tv sta-
tions (which must be UHF outlets)
and can add two more FM stations.
It can, of course, trade up by selling
its existing stations and buying others
in bigger markets.

The Cap Cities tv stations and
their tv household totals according
to American Research Bureau’s Areas
of Dominant Influence (ADI) market
definitions are KTRK-Tv Houston
(658,000), wkBw-Tv Buffalo (560,
000), wsaz-tv Charleston-Hunting-
ton, Va. (427,000), wten Albany-
Schenectady-Trov and satellite webpc
(896.000) and wrtvp Durham, N.C.
(241,000). ADI markets do not re-
flect total coverage, however. The Buf-

CAPITAL CITIES BROADCASTING CORP.
Income Data (adjusted)

Year Net Operating
ended revenues incomme as
Dec. 31 ($mil.) % of revenue

1968 §72.35 34.1%
1967 63.70 29.0
1966 32.10 453
1965 27.84 43.2
1964 20.24 40.3
1963 16.98 38.9
1962 15.68 38.3
1961 10.46 349
1960 7.49 36.3
1959 5.42 247

Net  Net income Earnings per share
income as % of net Annual
($mil.) revenues Amount change

$9.17 12.7% $1.57 -+ 25.6%

7.26 114 1.25 -+ 19.0
5.79 18.0 1.05 -+ 296
442 159 0.81 -+ 58.8
2.74 13.5 051 -+ 275
201 11.8 0.40 -+ 21.2
1.58 10.1 033 + 435
1.09 10.4 0.23 -+ 27.8
0.80 10.7 0.18 +125.0
0.38 70 0.08

at the p/e ratio range for last year
the basis of earnings for that year
as about 28.5 times for the high and
3.6 times for the low.
Until recently, Capital Cities was al-
ost solely in the broadcast business.
ast year, Fairchild Publications, a
' ‘ominent trade paper publisher, was
“erged into Cap Cities and this year
e broadcast firm acquired a Michi-
in newspaper and its subsidiaries.
The broadcast-press link is a com-
~on one in the U. S. corporate scene,
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falo station covers more than 2 mil-
lion homes, including those in Canada
and the tri-city outlet, more than a
million. The other stations’ coverage
is similarly larger.

Buying tv stations in higger mark-
els is no mean task, considering ask-
ing prices, the fact that few are avail-
able and that most stations in large
markets are already group-owned.
Most important is the FCC policy of
limiting acquisitions of stations in
the top 50 markets where acquired

Bl

owner already has two VHF outlets
there. Cap Cities owns four VHF sta-
tions in the top 50.

Radio is a more flexible situation
however, and Cap Cities recently
agreed to purchase WRCP-AM-FM
Philadelphia and to sell wsaz, the
group’s AM outlet in Huntington.

Fairchild publishes eight trade pub-
lications, directories, bhooks and
slides and operates Fairchild News
Service. Its most important publica-
tion is Women’s Wear Daily.

Newspaper acquired. Cap Cities ac-
quired the Pontiac Press Co. in May
of this year for $16.1 million. Total
revenues were $9.4 million in 1968
and profits after taxes were $740,000.

The firm publishes the Pontiac
Press a daily paper with a paid
circulation of about 80,000. In ad-
dition, Pontiac and its subsidiaries
publish two suburban weekly news-
papers. Other interests of Ponliac
are an offset printing and photo-
engraving business, the manufacture
of printed electronic circuit board
material and a small office supply
company.

Cap Cities also owns a 40 per
cent interest in New York Subways
Advertising Co., acquired in 1962.

The corporation was set up in 1946
and began operations as the owner of
radio station wrow Albany in 1947.
Its last tv acquisition was in 1967,
when it exchanged the assets of
WPRO-TV Providence plus some cash
for the Houston station. ®
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ion, 1 mean apparel manufacturers.
We're beginning to see some sign of
it in promotions like Monsanto’s
‘wear-dated’ fabrics.”

But Laub readily concedes that
large makers of women’s wear like
Jonathan Logan remain shy of the
video medium.

“The clothing manufacturers are
ignorant about tv, about how to use
it. They've been putting a fair amount
of money into the fashion-oriented
Sunday magazines, of which there
are about half a dozen, and that’s
keeping money from tv.

“Also, the retailer hasn’t directed
the apparel manufacturer and it’s up
to the retailer to help get the manu-
facturer into the medium. Logan
couldn’t go into, say, the top 30 mar-
kets by itself but it could do it in
partnership with stores.”

Laub’s agency shepherds a $500,-
000 budget for Allen in the New York
market (the chain has stores else-
where, too), a figure that includes
co-op money and production costs.
That money goes for 34 carpet stores
in 16 counties, but it’s still a big ad
pot. Laub says tv is primarily re-
sponsible for this year’s excellent
sales performance in a “down” mar-
ket and predicts that all additional
Allen ad money will go into tv.

Allen entered the New York tv
scene late last year. It’s worth not-
ing that another New York area car-
pet chain, Kaufman’s, had taken the
video plunge the year before after a
bad experience in tv starting four
years before that.

The two chains spend about the
same amount of money and are re-
markably similar in their philosophy
regarding tv usage.

One of the intriguing similarities
between the two is their conviction
that low-cost commercials are a mis-
take. The significance of this cannot
be stressed too strongly in light of
the fact that most retailers, including
the larger ones, regard as almost an
article of faith the idea that tv must
prove commercials preduction costs
can be cut to the bone before re-
tailers will whole-heartedly embrace
the medium.

Allied’s Eisenpreis spoke of the
need to produce commercials for as
low as $300, but Laub noted that
Allen spends “from $3,600 to 836,
000” per commercial and Martin
Smith, executive vice president of
Smith-Greenland, Kaufman’s agency,
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says his client regularly budgets com-
mercials at the same cost level as
that of national advertisers. That’s
around $20,000 per minute and Smith
doesn’t flinch when he says it.

Behind this difference of opinion
about what commercials should cost
is, of course, a difference of opinion
about what kind of advertising re-
tailers should use on tv. Smith sees
the issue as clear-cut. He’s for
“image” or “‘concept” selling on tv
and, by the same token, against
“item” or “merchandise” selling.

The argument over image-vs.-item
advertising by retailers has been
going on from the early days of tv.
It has never been resolved and it may
be that both sides are right. Success
stories illustrating both concepts can
be nailed down almost anywhere in
the country. However, there seems to
be a growing conviction that retailers
have to adjust to television rather
than the other way around.

Why image advertising?

One station retail development man
in a major market said recently:
“When I first went out selling tv to
department stores, I concentrated on
showing them how to make commer-
cials economically, but I’ve been bat-
ting my head against the wall. Cheap
is not the way. Trying to get one-day
results is not the way.”

Smith makes the case for image
advertising in a closely-argued paper
he recently wrote for publication in
an apparel trade periodical. He starts
off by complaining that retail adver-
tising hasn’t changed in 50 years and
pointing out that manufacturers are
taking over the role stores used to
have in promotion. He also feels
retailers haven’t become attuned to
the new generation.

Pitching tv, he asks: “When are
(retailers) going to take advantage
of the great outside marketing and
advertising talent available to them—
people who can produce the kind of
motivating copy that will build desire
rather than merely represent items of
merchandising—and who know some-
thing about a communications me-
dium virtually untapped by retail-
ers?”

The way to do it, continues Smith,
is via “concept” selling, which he
defines as “positioning the retail in-
stitution as distinctive from other
retail institutions.”

The way things are now, he argues,

most promotional, price and it
advertisers “have virtually c:
flaged themselves among the equ:
undistinguished retail operations
their marketing areas. These lo
alike, sound-alike advertisers all
semble a kind of dull wallpaper
their newspapers.” .
The reason the retailer is a mfly
chandiser, not a marketer, assertss
agency executive, is that traditie
retailing has grown up in a buyh
oriented universe. Buyers operf.
somewhat like little, autonom
businesses and ad dollars are g
cated accordingly. ,
But, says Smith, the emphasis
about to shift toward communicati’
the unique position of the retail st
in a market and this will be cam)
by “the growing number of ref
successes on television, for ite
selling virtually pre-empts the use |
television. Concept selling is idea
suited for it.” ,
While the sounds of philosophit
battle rage in the wings, the bre
and-butter aspects of color tv-cu
retailing hold center stage. The ly|
of tv is too strong to ignore. Retailf
and their associated organs @
tackling the medium from varigh
directions, one of them being to sl
the problems of the smaller stores! |
well as the larger ones. '
A new development is the entry |}
the buying office into the tv scil‘
Among those active are Arkwrig A
Inc., and Mutual Buying Syndi [
both of New York. The agency forll|
latter, Retail Marketers Advertisin:
New York, has recently completed |
syndicated package of eight commeé
cials for Mutual’s stores which &
be tailored to the individual retailé!,
This is the first time a job of this
has Leen done through the buyif}

ofhce.

The package consists of four b
and four 1Ds and costs $675
plete. This includes inserting
store’s logo and voice-over using
store’s name.

Morris Cohen, president of
agency, explained that each com
cial covers a different category.
30s are for men’s furnishings,
gerie. cosmelics and misses Sp
wear. The 1Ds are for blouses, a
sories, and charge accounts and
is one general store commercial.

Aimed at the Christmas trade,
eight commercials are linked b
related Yule theme. As of earl
November, 25 out of the 130 Mt

-fw*?ﬁ-q-w—‘ g s g

_—

Television Age, December I,



"

| sres had bought the package. Cohen
| timates that 75 million people will
| ¢ the commercials. Made on film in
. lor, the commercials are offered on
pe (film is $200 extra) for both
~ w-band and high-band playback.
. Cohen points out the commercials
. e made from the store’s point of
sw and thus maintains they are of
| eater value than stock commercials
\iade by a manufacturer.

The agency president doesn’t feel
jat color is the motive force in the
creasing interest in tv among retail-
5. The big problem, he says, is
;ercoming the fear of tv among both
pres and manufacturers. “To many
)res, tv is a complete novelty and a
fumatic experience.”

Vendor-paid ads?

Major department stores, of
jurse, don’t have to shoot at produc-
In costs like Mutual’s. But they gen-
ally agree with Cohen that manu-
ccturer-supplied commercials are us-

lly not the kind of advertising the
ore wanfs.

Richard G. Shapiro, chairman of
lene’s, Boston, told TELEvVIsION
sE: “The thing that drives us up
ie wall is when manufacturers come
jound with tv commercials that they
fer us for nothing providing we pay
'r the time and we see that the com-
:rcial is averaged for everybody
d, therefore, of absolutely no value

us even if the manufacturer paid
t the time.”

It would be “great,” said Shapiro,
| the manufacturer paid for the
ore’s production costs as well as the
ine, but he didn’t think any of them
11.

Manufacturer co-op policies are
(2 rubh, Filene’s chairman indicated.
frobably the equitable division of
isources would be that we produce
ir film just as we now produce all
ir advertising, and share the time
i we now share the newspaper costs
th manufacturers, where legal. If
lis were the case, we would imme-
titely increase our television budget
id probably view it as a much more
Jportant medium for us right
ray.”

Chicago’s Carson Pirie Scott ex-
Irimented several years ago with
‘ndor-paid commercials. Recalled
fairman C. V. Martin: “We spent
400,000 over a six-month period,
'th 90 per cent vendor-paid. We
lirned then that vendor-paid com-
rcials are not the answer to results
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on tv. We do accept vendor-paid
commercials, however, when they
meet our standards and when they
are from key vendors, but only when
such programs do not interfere with
our regular newspaper vendor partic-
ipation.”

Carson Pirie stores shy completely
away from black-and-white. “Even in
our downstate communities where
our stores run autonomously,” Mar-
tin notes, “the store management in-
sists on color.”

Carson Pirie’s large Chicago di-
vision puts about three per cent of
the ad budget in tv and another four
to five per cent into radio. However,
in some downstate stores, the tv
figure runs as high as 10 to 15 per
cent, with radio staying at about the
same four to five per cent level.

The Midwest retailer uses tv for
both institutional and item selling.
An anniversary sale ID early in Oc-
tober cost about $1,000 to make.
Another $10,000 was spent for time.

Tv was used with other media in
a maltress event this year which net-
ted almost #175,000 in sales in one
day. Tv time for the event cost
$6,000, radio time, $5,000 and news-
paper space, $3,200.

It is interesting to note that I.
Magnin, one of the top high fashion
chains in the country, started explor-
ing tv this Fall in San Francisco. The
store reports it is too early to gauge
results.

Plenty of holdouts

But there are still plenty of hold-
outs. Richard Meyer, vice president
of Gimbels, New York, savs, “We
find tv much too costly in relation to
other media.” He cited as examples
that a page in The New York Times
cost less than a minute of primetime
and said that the store can buy a
big-volume radio promotion for the
cost of two primetime minute tv
spots.

“It’s no use talking about the size
of the comparable audience,” Meyer
went on. “We are interested in re-
sponse—customers in our stores and
all tests of tv so far have not paid
ofl in relation to other media.”

The store executive concluded, *I
am sure there is a solution in the
offing, perhaps when local tv adver-
tising becomes an economic necessity
to the stations.”

Or, broadcasters might add, when
tv advertising becomes an economic
necessity to the store. u
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You can come in at any point
along ourline. No need to break
it up with separate stops all
around the town. Everything the
industry needs, anything you use
in post-production services, 'is
lined up for quality control and
step-by-step scheduling on the
way in . ..so that you get what
you want on the way out. From
editing right down the line to
distribution, you always know
where you stand.

Editors

Opticals

Color Consultants
Laboratory

Print Distribution
Shipping/Post Haste

SERVICES

New York: 410 E. 62 Street
Chicago: 450 E. Ohio Street
Hollywood: 1515 N. Western Avenue
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Co-op  (From page 31)

tive retailers on tv, uses color be-
cause it wants women to think of the
store as a “quality house.”

Suzan Couch, at CBS, has been
trying to sell color to women’s fash-
ion stores. “Color helps sell tv,” notes
Mrs. Couch, “but the big hurdle is
over-all cost of the medium.”

The forces of color, FTC involve-
ment and a suspicion that there
aren’t many sharp teeth in the guide-
lines, are making co-op money readi-
ly available, as raw materials manu-
facturers seek to get their names as-
sociated with quality mills and cut-
ters iry to get their goods sold in
better stores.

One way that fabricators induce
retailers to use color tv is to provide
commercial footage for store tagging.
Though many stores need and want
this footage, a few are disenchanted
with it and would rather create their
own commercials.

Observes Milichell Laub, executive
vice president of Saxe Mitchell, agen-
cy for Allen Carpet: “The problem
with this, of course, is that all stores
seem to be running the same com-
mercials.”

g ¢ lpression
W
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Adds Chet Harmon, broadcast di-
rector of Allied Stores, “Tagging
doesn’t make it. OQur stores are shying
away from co-op. If a manufacturer
hands the same commercials out to
all stores, with the same retail prices
and colors, what’s the motivation to
shop for it in that store? The kinds
of commercials we get from manu-
facturers don’t act as traffic builders
for the stores. We'’re trying to pick
items with a difference. Personally,
I’d rather spend 100 per cent on a
commercial that moves merchandise
than 25 per cent on an item that
doesn’t.”

This growing dissatisfaction with
mass-produced co-op commercials has
golten some relailers to thinking, and
a few to doing. One of the most
active doers at the moment is Ark-
wright, Inc., a buying syndicate for
some 150 stores, mostly medium-
sized and smaller department stores.

What Arkwright does to introduce
its stores to color tv at a modest cost
is to create, produce and distribute
commercials for them, sort of a
syndicating syndicate. Arkwright has
also eased a number of smaller manu-
facturers into tv by creating budget
commercials for them in the same

\//_For many years you've relied on LOGO AD

to bring increased awareness of your station
with its famous mike pens, lighters, key chains
and many other promotional items with your

call letters in 3-D.

LOCO AD can also secure for you high-quality
name brand merchandise—or services—

including air travel, credit cards, and hotels

on a reciprocal trade basis.

Call Hy Finkelstein. You'll be impressed.

HY FINKELSTEIN

“lgso" AD COMPANY

65 West 55th Street
New York, N. Y. 10019
212 CO 5-4114 =
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way. The manufacturer, in thes
cases, foots the bill for productior
then co-ops timebuying with Akl
wright stores.

Arkwright began its career as .
commercials syndicator when it mad
three institutional ads for membe
stores. The stores chipped in to §
nance the ads, promoting Christma
sales, white sales and back-to-schog
events,

Having succeeded with these, Ark
wright then extended its services t
a dozen manufacturers, most ap
parel and home furnishing firms,

What makes this syndicate’s pro
gram possible is the experience of
Leonard Rubin, director of sales
promotion and advertising, with i
production. Rubin, who had been i
the agency and motion picture bus
ness before joining Arkwright, creates
the ad and acts as producer. Working
with a small studio, Coleman Produe.
tions, Rubin is able to make suitable
low budget ads at one-third to one:
half of what an agency-produced
commercial would cost.

Same goes for tv

“Most retailers are interested in

color tv, so manufacturers and mills

are getting more involved.,” says Ru-

bin. “If they were involved in news- |

paper and radio co-op, they are look-
ing at tv the same way.”

Customarily, Rubin explains, a
mill or fiber manufacturer will pul
up about 4 per cent of its net sales
to a retailer for co-op. If, for exam:
ple, the store buys %100,000 worth
of merchandise from a mill, the mill
will put up $4,000 for co-op, pro-
vided, of course the store matches
that figure. Often, if the store is large
enough, it can get the fiber manufac
turer to kick in an equal amount, 0
the store gets air time for nothing.

When Arkwright produces its own
commercials, it is able to cut out
the agency, the producer and the
production house, slicing the cost of
an ad to one-half or less. Of the 13
ads Arkwright has produced to date,
the least expensive cost $3,000, the
most expensive, $12,000.

How good are these commercials?
Rubin thinks they’re pretty fair. The
syndicate invited one fiber firm and
a number of its mill customers t0
view one of its creations along with
several agency-produced examples. In
a blind screening, Arkwright's $12;
000 commercial was chosen second
best in the group. The winning ad
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sl $24000 to make. g
Of the 150 stores which Arkwright
uys for, about one-lhnlwl are already
s-opping on V. Rubin exp.ecl.s by
e end of 1970 that figure will jump
.y one-half.
Another trend which is surfacing
1 co-op may affect the agency busi-
ess. This concerns retailer-manufac-
rer collaboration on time buying at
cal rates for less than national
gencies can buy it. Manufacturers,
ware of this, are beginning to sus-
act that there are ways to buy time
ore economically. What's more, by
orking through local retailers, man-
facturers have a better pulse on
hat customer returns will be.
“National agencies are scared lo
aath,” comments one close observer
f this trend. “A lot of manufacturers
e shifting their advertising funds
to this market by market concept.”
Agencies are being affected by co-
in another way too. Howard
brahams, vice president, retail sales,
elevision Bureau of Advertising,
sints out that as more stores find
lemselves involved in color tv for
e first time, they are seeking help
om agencies for the first time. How-
rer, Abrahams believes, “In two or
ree years we'll see the pendulum
ving back the other way. The store’s
Ivertising department will become
ore conversant with tv, and will
pply the store’s tv commercials as
ey do print today.
Though many stations have gone
ter retailers and co-op money hot
id heavy, there ave still wide vari-
ces of opinion on how tv should
al with retailers. For example, Wil-
am Tobey, ad manager for Abra-
m & Straus, large department store
Brooklyn, New York, has been
ving to get stations lo elasticize
eir rales for seclional advertisers,
i newspapers do.
“In cases like ours— we appeal
rgely to Brooklyn residents—there
would be some rate adjustment,”
iys Tobey. “Without it, we’re wast-
g a lot of impact.”
Mitchell Laub, at Saxe Mitchell.
s been trying to get stations to set
side certain time periods for retail
Ivertisers, also like newspapers do.
e’d like to see a chunk of Sundav
ight, for instance, go at a discount
w retailers. “If the housewife pores
ver the Sunday papers and responds
b print, why can’t stations develop
similar spot on Sunday night for
ailers?” he asks. ]
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Commercials (From page 33)

As for models, Harmon tries to
avoid using local talent, because “lIt’s
liable to look like 8mm home movies,
always amateurish. If [ must have a
model for a fashion job, I’ll fly in a
really professional person. If | do use
local models, they’re mostly in the
background, or even facing away
from the camera. The merchandise
always, «always takes the center of
the stage.”

Local models cost $50 a day. A
professional model flown in will
nalurally expect several hundred
dollars for the day’s effort.

There are hidden costs, oo, from
the personnel at the store to the cart-
ing and trucking in of merchandise
to the studio. All of these costs are
figured in as far as the final $100-
10-$300 estimate is concerned.

Also for identity and continuity
(and economy) the same music is
used for each spot in a given store’s
campaign. Both stock and original
music is chosen. “There are plenty of
good freelance people available for
music who are not loo expensive if
vou know where to look,” informs
Harmon.

Tricks of trade

Some of Harmon’s “iricks-of-the-
trade” are:

* Pre-mix audio. Do all audio be-
fore shooting. This means voice-over,
loo.

* Do no lip svne. Visual follows
audio rather than vice-versa.

*+ Use a specialist (lighting, direc-
tor, videotape specialist for eflects
when required. Offset the cost by
having them do many spots in a
single day. For example, Harmon
says he always gives a special fee
to the director at the station, even if
he doesn’t direct, becau=e such a man
sits in on the pre-planning stage and
wets a fee for the entire month from
mception of the ad to shooting date.

Generally, a station will have two
color cameras working (tape).
“Some fihkm work is done for us, for
location stuff. but we prefer tape,”
says [larmon. “Everything’s in col-
or.”

There is less co-op advertising in-
volved in Allied’s ventures than an
outsider would suppose. Most com-
mercials which come out of the New
York effort are non-co-op; but mem-
ber stores do create their own com-
mercials and will make their own

decisions in such matters. The manu-
facturer and his raw goods supplier
work out a plan or campaign between
themselves, which they then present
to the retailer in a package.

As they learn to use co-op ads in
a more arlistic manner, Allied may
indeed increase its use of such tie-
ins. They are also thinking of the
economics of making commercials
that are “interchangeable,” used for
more than one store. This means
shooting the same key items, then
permitting the stores to do their own
voice-overs and insert their own
supers.

Production is only one facet of the
Allied broadcasting division’s job.
Harmon says it this way: “The re-
tailer has to learn how and when to
schedule spots as well. Those who
are l)uying run-of-station spols are
being lazy and are making a mistake.
You should always have a fixed posi-
tion and never allow yourself to be
pre-empted.”

Allied buys time six months in
advance. “We know our base sched-
ule; we know our calendar. And it’s
easier to buy December in June than
it is in November.”

If a promotion is to run longer
than a week or two, Harmon may
also prepare some ‘“also eligible”
commercials with which to replace
those that are pulled out, because a)
they aren’t working, aren’t selling the
product, or b) have worked so well
that they’ve sold out the item.

Despite Allied’s achievements, the
big story in local and retail spots is
not economy, not even image. The big
story is thal retailers are getting into
tv, becoming familiar with it, human-
izing it, mastering it, liking it.

A good example is Allen Carpet
Shops which has spent as “little” as
$3,500 for a spot, but has also paid
out as much as $36,000. This com-
mercial, a 30, shows a carpet unroll-
ing itself across miles of hills and
dales. It has tremendous visual im-
pact and is obviously designed as an
image-maker for the carpet chain.
Saxe Mitchell, the ad agency handling
the Allen account, is convinced that
it is a mistake for certain kinds of
retailers to approach commercials
production with a save-money at-
titude.

Still, there are money-saving ways
o use a good commercial. Allen has
constructed an eight-second pull-out
section in the middle of its unrolling
carpet spot for co-op inserlions. [t
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The finest color camera

ever made for sales managers

Is the finest ever made for
sponsors,engineers and cameramen.

The New 3-Tube RCATK-44A.

The TK-44A can improve your station’s color image and help increase sales.

It outperforms any other color camera in the world today. Once you
see and try the TK-44A, you'll agree. You'll discover features found in
no6 other camera. Features that mean better color and faster set-up.
Features that mean more time far your engineers and camera-men to
spend in program production instead of tinkering, to assure less
tension and greater efficiency—indoors and out!

The TK-44A. The maximum-performance studio camera that can
double as your most dependable remote camera. The camera with
the innovations you need today ... and tomorrow!




You get more for your money
in color control and fidelity.

A The TK-44A can deliver the kind of color
you like. No more old-fashioned painting which
always unbalances grey scale. Reason: the
"Chromacomp."”

B The TK-44A can bring your sponsors'
products to the home TV screen in truer-to-life
color than any other lead-oxide camera.
Reason: *“Chromacomp."’

C The TK-44A can give you the highest
degree of color-match with any color camera
you own. No other camera can offer you this
important operating advantage. Reason: the
unique "Chromacomp" Color Masker.

D The TK-44A can increase picture sharpness
without causing a corresponding increase in
noise. Reason: the unique comb filter Contour
Enhancer. :

E The TK-44A can produice life-like color at
all light levels. Even at 15 foot candles, it can
still deliver full video levels. Reason: optics
30% more efficient than the No. 2 camera.

In the months ahead, we will tell you why the
new TK-44A offers you more for your money in
operating flexibility. But if you want complete
details now, call your RCA Broadcast Repre-
sentative or write: RCA Broadcast Equipment,
Bldg. 15-5, Camden, N. J. 08102.

RCA...Totaily Responsive




costs only $175 each time they want
to alter the ad for a new co-op ven-
ture.

In the production of their spots
animation by Finesse Studios, or han-
dled all the way by EUE,/Screen
Gems—Allen chooses film, which it
then converts to tape. This film-to-
tape task is done by NBC engineers
at night at a cost savings. This is the
way they would rather cut corners,
not on the commercial itself. Mitch
Laub, the executive vice president of
the agency, explained:

“We have to spend enough mone
to look good, since we run back to
back with national advertisers, even
ihough we’re considered “local.’””

Around the country, stations are
working with retailers. They produce
films or tapes for retail clients in
their station studios or in separatle-
division production facilities.

WFAA Productions. Dallas, has
10 color cameras, eight color film
projectors and nine high-band video-
tape machines. The KTLA videotape
division in Los Angeles has nine color
stages. Most of these stations will

harge a local client anywhere from

$400 to about $2,000 for a 30-second
spot; the average has been put al
about $800. Spots that run to 00
seconds may cost anvwhere from
$600 to $3,000, the average at
$1,200.

Triangle Stations, a group of six,
will individually charge a local client
$250 per hour for taping. A typical
30-second spot requires about two
hours; so the cost is $500. For this
fee, the station supplies all facilities
and all talent—director, storyboard
and so on.

Throughout the country, other sta-
tions report that retailers are in-
deed coming on strong. Brandeis, the
large Nebraska department store.
aired 1,246 television spots in Omaha
and Lincoln during the first six
months of this vear. The second half
of the year. it is expected, will show
at least a doubling of that figure.
KMTV Omaha is airing the store’s
campaign.

lu the Minneapolis-St. Paul area,
KSTP-TV has been sending out the
signals for Dayton’s, the big store in
the Twin Cities. Dayton’s videotape
and film commercials are produced

Camera Mart
introduces the
portahle phone hooth.

Now, the man on the go can
have instant communication
with virtually any telephone in
the country with the Melabs
phone — a portable electronic
telephone built into a hand-
some leather case. It goes any-
where you go and at the

touch of a button you can place
or receive calls anywhere . ..
in a taxi, in an elevator, or even
on a park bench.

Features: Solid-State « 11
Channels « Rechargeable
Battery o Lightweight

Far Rent, Long-Term Lease or Sale.

The Camera Mart Inc.

1845 BROADWAY (AT 60TH ST.) NEW YORK, N.Y. 10023
LIGHTING AND GRIP D)VISION: 887 NINTH AVENUE
PHONE: 212 o 757-6977
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locally, all in color, 20s and 305
mostly. Production costs have avey.
aged about $2,500 per commercial.

Color is most important and effec.
tive in apparel and home furnishings
promotions, mosl relailers agree,
Robert Hall Clothes, where tv is ap
old and practiced art, could “hard
wait for color to come in,” and noy
uses it consciously for “appetite ap.
peal” in all sorts of exolic seltings
with a seasonal flavo

Robert Hall, incidentally, had 1o
hattle for years to overcome its origi-
nal “pipe-rack” image; and color wag
a prime ingredient of this campaign.
Many retail adverlisers are consciou:
of this same pitfall: “We can’ afford
to project a chintzy or, for that mat
ter, amaleurish quality,” says on
executive.

Some price factors

There is, nevertheless, a price fac
tor to be considered in the use of
color as opposed to b¥w. Stations
using videotape are almost always
exclusively equipped for color and
would offer no price differential for
b&w even if they had it. But in the
use of film, there is more choice.

Leading with essentials, at Easl:
man-Kodak the raw film prices out in
this order: b&w negative (35mm
costs $50 to $60 per 1,000 ft.; color
negative is priced at $138 for the
same foolage.

Then there is the carryover of cost
spread into wet processing, printing
and opticals.

Movielab’s Larry Lippman tends
to shrug off the almost 2 to I ratio.
For 1,000 feet of hiw the $31 cost
is not that much less than the $4
that applies to color. Lippman could
safelv have used a 3 to 5 ralio.

The same ratio applies lo printing
costs: for the 1,000 feet, it would
be $60 for b&w and $100 for color.

Color is also wasted, says color
engineer Howard Ketcham in the new
Hastings House book Color Tele:
vision; The Business of Colorcasting,
when a desired effect goes awry. Nol
only have red dresses turned out (0
be green dresses, but even at ils l)es'l,
even today, says Ketcham, color 15
too often not on larget. In commer
cials work especially, when an emo
tional response in the viewer mus!
be just right, the color had better
be just right, or it might produce
an opposite eflect. “If it’s not done
right,” intones this expert, U
black-and-white.” u
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Now...
the Innovators

give your

TVMmovies
2lumbicon color.




Norelco PCF-701:

The only 3-Plumbicon
film camera.

There's 8O%of a PCG/O inside it

PC70

Film chain color was never so good before. The
Norelco PCF-701 Color Film Camera gives all films,
of any color balance, the color fidelity that the PC-70
studio camera gives to prime-time shows!

Key reason: they're both basically the same ad-
vanced camera. The PCF-701 is the only 3-Plumbicon
color film camera. Like the PC-70, it's the color
standard other cameras strive to match.

To get the most out of film, the PCF-701 also has
exclusive features the PC-70 doesn’t. Examples: The
only built-in Automatic Light Control. And a Linear
Matrix unit that facilitates accurate reproduction.
With any other color camera these are separate
extras. Inconvenient. Expensive.

Also built in: a lazy-susan picture monitor on top,

The same Plumbicon tube
forTV's truest-to-life cololl

|
I

The same solid-state
electronics on inter-
changeable circuit boards:|

a side-mounted waveform monitor, plus drawer
mounted registration and operation panels. Signal
checking and set-up are easier. All controls and
monitors can be mounted separately in racks or con-
soles if desired. u

The PCF-701 has a multiplexer specifically d&
signed for it...our PCM-800. With this combination.
for the first time in color TV, slides can be supefed
over film on the same film island.

With its PC-70 inside, the PCF-701 is easily thé
most advanced color film camera available today: '“
you already have a PC-70 outside, in your studio, its
even better. Because you already have a complete
maintenance set-up for the PCF-701.




Nofio's PCM-800 Muitiplexer s de-
an| specifically tor the PCF-701 Film
if'a. Slides can be supered over film

o] same film island for the first time
Eor TV

*Trade Mark for television camera tubes.




- Norelco .
turnkey mobile units
on the move.

IS

Eastern Video

1' VIDEO INT/_-\R PRODUCTIONS, INC.

~ Production Services, Inc.

The swing to Norelco for ready-to-go mobile vans,
from 27 to 40 feet, is due in large part to the color
camera capability of Philips Broadcast.

This is the home of the all-time star performer, the
Norelco PC-70. It is the home of the PCP-70 “Little
Shaver” portable camera, and the PCF-701 film chain
—both close kin to the PC-70. Add to that the non-
viewfinder PCB-701, and the new, digitally controtled
PCP-90 “Minicam” portable, and you have an un-
matched capacity for meeting television’s demands
for the highest quality and the utmost versatility.

All are Norelco 3-Plumbicon color cameras, with
the technology that has swept the industry. The most
wanted, most used, and most imitated color cameras
in the world.

Since Philips Broadcast delivered its first turnkey
40-ft. color unit last year—ahead of schedule—other

forward-looking producers have turned to Norelcor
for full vans as well as studios. This does not includel
the scores of vans already using PC-70’s. Mg
For vans and studios—complete and ready 10|
operate—talk first with the innovators, the systems !
men from Norelco.

" (i

PHILIPS BROADCAST
EQUIPMENT CORP.

- - |
One Philips Parkway, Montvale,New Jersey 07645 ¢ 201/391-1000 |

A NORTH AMERICAN PHILIPS COMPANY©

=



hrtables (From page 35)

{+ higher cost of more complex
ccuitry needed.

So far, Sony has introduced two
‘initron color models in the U.S.
‘e 12-inch set carries a suggested
tail price of $359.95, while the
galler seven inch mini-set sells for
$29.95.

Lolor tv imports from Japan are
ce area still on an upward growth
rve. Through the end of October,
tor shipments were up 49.1 per
ot to 712,891, and b&w imports
g*w 35.9 per cent to 1.6 million.
The growth slackened, however, in
t! third period, according to the
Danese Finance Ministry, with
cor up 30.5 per cent and b&w up
2 per cent over 1968’s third quarter.
[n addition to its 100 per cent
tghter picture tube, RCA, in con-
s.tion with its picture quality fea-
Le, is promoting what has been
pknamed the “Little Monster.” This
ita picture power booster on its
lins Vista models, a chassis that is
vtually 100 per cent solid state for
s:ater reliability (it contains only
oe rectifier tube).

Second most important feature in
ti mind of the consumer, according
tithe RCA survey, is ease of tuning.

No tint control

lere, most manufacturers are
$sssing automatic fine-tuning con-
Lls that require the viewer only to
s'tch channels. As a new channel is
sgcted, the tuner automatically
#oes in on the signal, eliminating
t need for any further adjustment.

Ainother ease-of-tuning  feature
tidly gaining popularity is remote
Wing devices, such as RCA’s “Wire-
s Wizard”. This allows remote
citrol of all 82 channels, tunes tint
al color and adjusts volume. A
$ndard feature on higher-priced
ndels, the remote control feature is
a optional extra on others.

imerson has still another gimmick

color set designed especially for
U in the bedroom. A spokesman
i the company claimed it is the
Gy color tv set on the market with
% automalic sleep switch. The set
Wl automatically turn itself off at a
[ selected time.

Dn price, the third most important
dusideration by the tv set purchaser,
¥nufacturers have, in general,
%sed their prices slightly in the past
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year. Still most setmakers can point
to a bottom-of-the-list set that carries
a price tag of under $300 (usually
$299.95) for a l4-inch portable
model. In general, prices start at
8360 for 16-inch portables; $370 for
18-inch portables; $400 for 18-inch
table models; $410 for 20-inch table
models; $480 for 23-inch table
models; $430 for 20-inch consoles,
and $500 to $1,000 for 23-inch con-
sole models. Combination consoles,
containing color tv AM, FM stereo
and stereo phonograph, range in
price from $820 to $1550.

In addition to this range of prices,
RCA is featuring a special, its model
“2000.” This set is being promoted
as the tv set of the year 2000, carries
a $2,000 price tag and will be limited
to a production run of only 2,000
sets.

Safety first

The consumer has become extra
safely conscious in the past few
years. And the tv setmakers take the
safety issue seriously because ad-
verse safety publicity does affect
sales, though to what extent is un-
known.

Just as the flap over color set radi-
ation was being finally resolved be-
tween the government and industry,
a new issue was raised by, among
others, consumer protectionist Ralph
Nader. The issue is the frequency of
tv-set fires. Taking figures of the Na-
tional Fire Protection Association
for a half-dozen cities, the govern-
mental National Commission on
Product Safety projected the figures
to state thate there were 7,000 to 10,-
000 fires annually caused by tv sets.
A spokesman for the Electronics In-
dustries Assn. reacted by noting that
the “annual ratio of reported in-
stances of tv set fire and shock to the
number of sets in use (over 85 mil-
lion) would be measured in thou-
sandths of one percent, counting even
mistaken and unsubstantiated re-
ports.” At the end of October, the
product safety commission officially
ruled that there was ‘“a hazard as-
sociated with tv receivers, primarily
related to color sets.”

The EIA reacted quickly, by en-
larging its Safety Committee, urging
manufacturers both inside and out-
side the association (including Japa-
nese companies) to lend top tech-
nical talent to work on the problem.
In a two-week crash effort to head off

e

a commission investigation, technical
people converged on Chicago to work
out new fire safety standards for
tv sets.

On the radiation issue, Congress
in 1968 passed the Radiation Control
for Health and Safety Act of 1968.
In mid-October, the Department of
Health, Education and Welfare re-
leased its proposed rules for elec-
tronics product regulation. The rules
would limit sets manufactured after
January 1, 1970, to radiation rates
not to exceed 0.5 milliroentgens per
hour at a distance of five centimeters
from any point on the exterior sur-
face of the set.

An industry observer noted that
radiation from color sets had never
been a “scientific issue.” It has been
only an issue as far as politicians
were concerned. There is, he noted,
no evidence that it was ever a
hazard or that anyone ever suffered
any physical harm from color-set
radiation. Instances of higher-than-
normal radiation were usually trace-
able to the error of a serviceman
who had adjusted a set’s voltage too
high.

What does the future for color set
sales look like? The fourth-quarter
slowdown is viewed by most observ-
ers as a temporary decline result-
ing from a generally softening
economy.

Its primary effect would seem to
be that it will push the demand for
color even heavier into the early 70’s.
And while the trend to higher sales
for portables and table models is ex-
pected to continue, there is talk that
a 25-inch color tv set will be put on
the market sometime in 1970. [ ]

\EifE
Harry Sweet of KCRA-TV Sacramento
has been named California Press
Cameraman of the Year by the state’s
Press Photographers Association. He
won a 16mm Beaulieu reflex camera
as part of his prize.
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Color ownership by market AT Y Tondl gl
S ’ ola r n olor ola -—er‘"ﬂ!'
NSI areas, Nov. "67 vs. Nov. a8 Market tv homes 11/67 11/68 Market tv homes 11/67  11/6y
Total Per cent color B
Marlet tv homes 11/67  11/68 Fort Smith 99960 16 22 Omaha 318280 19 29
Fort Wayne 240,360 28 43 Orlando-Dayta Bch 422.000 26 38 L
Aberdeen 53.490 17 19 Fresno 237,850 34 41 Ottumwa 99 890 15 30
Abilene-Swiwater 151,120 26 40 Glendive 13,040 11 18 Paducah-Cape G.-
Ada-Ardmore 135,620 17 23 Grand Ject-Montrose 52,000 18 23 Hasbg 325,120 18 23
Akron 305.230 33 40 Grand Rpis-Kalzoo 615.520 28 35 Panama City 140,890 20 34
Albany, Ga. 164,700 19 31 Great Falls 58,150 25 34 Parkershurg, W.Va. 44,910 21 2%
Albany-Sctady-Troy 541.010 23 30 Green Bay 384010 23 37 Pembina 23980 10 14
Albuquerque 201350 22 30 Greensho-H. Point- Peoria 250520 26 39
Alexandria, La. 162,610 19 29 W. Salem 513.390 17 26 Philadelphia 2,183,830 25 35
Alexandria, Minn. 136,170 18 22 Gr-N. Bern-Wash  235.120 18 25 Phoenix 349,690 25 32
Amarillo 167,320 28 42 Grn-Sptbg-Ashvl 672,030 20 28 Pittsburgh 1,2063410 24 3]
Anderson, S.C. 27.760 26 33 Greenwood, Miss. 98,990 16 29 Portland, Ore. 575,200 30 37
Atlanta 618.280 22 30 Harlingen-Weslaco 80,020 15 27 Portl-Poland Spg  419.630 19 22
Augusta, Ga. 212,590 22 29 Harrisonburg, Va. 107,800 15 22 Presque lsle 21.220 13 17
Austin 168,820 16 30 Hart & N. Haven 1,068.330 23 32 Providence 1,541,230 2 o
Bakersfield 170,680 33 43 Hattieshurg 91,280 21 27 Oncy-Hanbl-Kek 139830 23 35
Baltimore 980,370 23 31 Hays-Goodland 64,700 16 24 Raleigh-Durham 386,490 18 25
Bangor 131,690 16 25 Honolulu 173.380 20 35 Rapid City 65,310 13 2
Baton Rouge 337.790 23 35 Houston 648,190 25 34 Reno 86,600 28 4]
Beaumt-Pt Artr 181,360 25 34 Huntsville-Decatur  147.370 21 28 Richd-Petrshg 332,550 16 2
Beckley-Bluefield 290900 19 24 Idaho Falls 64600 29 32 Riverton 15310 15 2
Bellingham 121,800 21 35 Indianapolis 790,610 28 39 Roanke-Lynchbg 315510 18 XA
Billings 68,920 16 27 Tackson, Miss. 265200 20 30 Rochester 372900 21 2
Biloxi 132.660 23 35 Jackson, Tenn. 91,930 13 23 Rockford 233.530 27 4]
Binghamton 266430 22 25 Jacksonville 275350 23 29 Roswell 66630 27 36 |
Birmingham 515.820 21 30 Johnstown- Sacrato-Stockin 677.700 32 4]
Boise 113.650 22 35 Altoona 1.077.370 22 29 St. Joseph 216.180 16 28
Boston 1,889.860 22 26 Joneshoro 102.050 15 26 St. Louis 861.210 19 %
Bowling Green 167,400 19 23 Joplin-Pittshurgh 180,880 19 26 Salishury 57,220 19 99
Buffalo 585,410 19 27 Kansas City 653,150 19 29 Salt Lake City 300470 24 36
Brlgtn-Phitsbg 213.3¢0 14 19 Klamath Falls 26.300 25 32 San Angelo 33.220 20 3
Butte 70,320 19 32 Knoxville 291.610 19 27 San Antonio 424,700 18 28
Cadlc-Tvs City 207,810 21 33 La Crosse 158.000 17 26 San Diego 369.810 33 42
Casper 62,040 18 30 Lafayette, Ind. 59400 29 36 San Fran-Oakland 1,579.110 30 38
Cedar Rpds-Wirloo 314,160 20 33 Lafayerte, La. 219,620 23 33 Santa Barbara 203,110 35 42
Cgn-Sprgfld-Decatr  323.230 28 38 Lake Charles, La. 88.600 22 30 Savannah 122,680 19 31
Charleston 185,430 22 28 Lanr-Hsbg-Leb-Yk 588.670 28 35 Seattle-Tacomna 650,860 26 33
Chaston-Huntgton  449.120 21 27 Lansing 564.970 30 36 Selma 15.390 20 29
Charlotte 622,000 19 27 Laredo 16,110 13 17 Shrevepor[ 3]5,550 21 29
Chattanooga 233,510 23 30 Las Vegas 89220 37 48 Sioux City 193,750 23 3
Cheyn-Scotsblf-Strlg 128,970 21 32 Lexington 150,610 18 23 Sioux Falls 242 450 18 2
Chicago 2,509,010 22 35 Lima 96.790 23 39 South Bd-Elkht 271.090 36 48
Chico-Redding 138,870 27 39 Lincn-Hastgs-Kerny 289.070 18 28 Spokane 294,860 26 37
Cincinnati 844,040 30 37 L Rock-Pine Bluff 319.560 23 30 Springfield, Mo. 183.510 17 2
Clarksburg-Weston 124,100 19 27 Los Angeles 3,616,450 37 42 Sprnfgld-Holvoke  454.760 22 2 |
Cleveland 1.386.350 29 41 Louisville 435.380 17 25 Svracuse 574,000 24 29 |
Col-Spgs-Pblo 128.240 29 38 Lubbock 128.510 35 49 Tallahassee 176,200 20 29mm|
Columbia. S.C. 226.670 21 28 Lufkin 51.710 14 21 Tampa-St. Pete 512.190 23 34
Columbia-Jeffn City 145,640 14 26 Macon 123,820 19 28 Terre iaute 242,650 22 3
Columbus, Ga. 292.450 19 30 Madison 285,460 24 37 Toledo 433.930 25 35 |
Celumbus, Miss. 97390 13 21 Manchester 1,148.730 21 25 Topeka 144980 19 27
Columbus, Ohio 544,830 29 42 Mankato 121.510 17 30 Tri-Cities, Tenn-Va. 220,060 16 21 |
Corpus Christi 126,610 26 36 Marquette 65.310 15 31 Tucson 156,210 26 3301
Dallas-Fort Worth  900.880 24 33 Msn Cy-Austin-Roch 243.310 19 29 Tulsa 404,980 23 29
Dvnp-Rock Is-Moline345,850 24 38 Medford 65.090 29 32 Tupelo 71,700 14 22 l
Dayton 542630 32 40 Memphis 529,100 17 26 Twin Falls 33,180 23 3l |
Denver 455.970 27 39 Meridian 119,220 16 26 Tyler 132,560 18 24
Des Moines-Ames 302,610 22 33 M:iami-Ft Laudrdl 650.820 27 40 Utica-Rome 208,730 21 29
Detroit 1,617.550 26 32 Milwaukee 589.710 26 37 Waco-Templ 180.130 18 2
Dothan 125,930 19 30 Minnes-St. Paul 739.320 17 25 Washington, D.C. 1,621.810 19 28
Duluth-Superior 148270 21 30 Missoula 60.810 22 30 Watertown 75.850 18 28
Eau Claire 169.710 19 24 Mitchell 36.510 12 19 Wausau-Rhineldr 170,080 21 28
El Paso 129,210 26 30 Mobile-Pensacola  283.180 23 34 W Palin Beach 295,170 28 39
Ensign-Garden City 49,120 27 40 Monroe-El Dorado 218.590 21 29 Western N. Dakota 120,790 11 21
Erie 207,290 26 34 Monterey-Salinas 1,051,440 31 42 Whelng-Steubenvl  981.560 24 30
Eugene 144,670 24 35 Montgomery 181.010 19 32 Wichta Fls-Lawton 172.380 23 32
Eureka 53,070 22 28 Muncie-Marion 132.290 32 40 Wichta-Hutchnsn 348,400 22 29
Evansville 218,530 24 31 Nashville 508.780 19 26 W Barre-Scranton 412,470 27 34 |
Fargo-Valley City 160,820 17 25 New Orleans 470.700 24 34 Wilmington 156,100 2 2
Flint-Sagw-Bay Cty 477,670 29 35 New York 5,748,130 19 27 Worcester 183,280 28 30 ]
Florence, \la. 36.180 17 22 NfIk-Ptmt-Nwpt 345.790 19 28 Yakima 136,850 25 36
Florence, S.C. 222,160 21 30 N. Plie-Hvs-Mce Ck 58,290 22 29 Youngstown 278,600 35 41 {
Fort Dodge 57.400 16 -30 Odsa-Midl-Monhns 113,160 32 42 Yuma 32,890 23 2
Fort Myers 47,400 28 34 Oklahoma City 392,490 21 33 Zanesville 51,960 30 3 ‘
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ike scores of other busy adver-
s tising execs, Nadeen Peterson
as gotten into the habit of spending
he or two hours a week at the gym.
The difference between most of the
her agency exercisers and the new
ce president and creative director
" MacManus, John & Adams, New
ork, is that they’re men and, na-
rally, Nadeen Peterson isn’t.
The fact that MJ&A New York is
rhaps the only major agency to
re a woman as its creative director
esn’t surprise Nadeen Peterson
lite as much as the fact that she’s
e woman.
“This past summer,” relates the
vacious executive, “while T was do-
o some freelance work, Bill Cham-
wrs (general manager of MJ&A New
ork) said to me, ‘Maybe you’ll
|l it here so much you’ll want to
y.” I had a feeling he’d offer me a
b, but 1 was having such a ball
eelancing that T wasn’t quite ready
say yes. Then, one day, he said
I me, ‘It’s the creative director’s
b’ Well, that’s different! All 1
ild think of was, ‘He wants me
i be creative director. Gee, what do
“u think of that?’”

'er positive reaction to Chambers’
offer wasn’t quite the same as the
e she had in 1965 when she re-
ived her first big promotion—the
st woman vice president of Ta-
tam-Laird, New York.

“I went home and cried,” says
"deen. “The next day 1 called in
¢k and spent the next two days in
H. T felt awful. I was unmarried,
cling on in years, | could see my
Iz ruined—a dedicated old maid
Isinesswoman. And that wasn my
iral at all. In fact, I left Tatham-
Lird a short time afterward. and
mved to Foote, Cone & Belding—
topping the title and $5,000.”
That’s all changed now. Nadeen
I married, to Robert Kilzer, a cre-
tve group head at Dancer-Fitz-
grald-Sample. They tied the knot on
dChristmas Eve elopement in Aspen,
(lorado, in 1966, so that washes
it her old maid theory. Just for the
itord, she didn’t stay down long,
ft got her vice president’s bars back
i FCB, then moved to Norman
faig & Kummel, where she was a
¥ and senior associate creative di-
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In the picture

rector, developing campaigns for
Colgate, Maidenform and Shulton.
(She has served under Chambers at
both FC&B and NCK.)

Some of her other notable creative
achievements were on the “Up, up
and away” campaign for TWA, the
“It has what it takes to take what it
has to” promotion for Sears Roebuck
luggage, and the cling-along hoisery
push also for Sears.

A brown-eyed, raven-haired young
woman who was born in Pennsyl-
vania and raised in Miami, Nadeen
Peterson is sure that if her advertis-
ing copy can be labeled as having
this or that quality, it’s that it re-
flects her.

“l have my own philosophy—
people put into advertising what
they’re like. What's mine like?
Well, 1 feel with what we’re going
through now—Vietnam, germ war-
fare, bombings, all that, you have to
be pretty nice to people in your ad-
vertising. You have to be polite,
charming, to get people to listen.
People have too much after them now
trying to grab them by the collar
and hit them in the face with it. I
believe a good selling point is some-
where between Jung’s universal soul
and Freud’s super-sexual thing. 1
want to apply to copy a universal
emotion, a truth that makes people
say, ‘Yeah, that’s the way it is.””

Nadeen’s approach to attacking
copy is just as incisive. “I believe in
enlightened creativity,” she remarks.
“I feel it’s imposible to whip up a
campaign, a commercial, a slogan,
unless you get your hands on every-
thing that’s available on your sub-
ject. 1 soak in it, read everything
in print, talk to people on the street,
ring doorbells.”

Being married to another crea-
tive person doesn’t often cause
conflict at the dinner table, says
Nadeen. In fact. it can be a blessing.
“When I'm stuck, he helps me out.
When he doesn’t want to talk about
something he’s working on, we don’t
discuss it. We have too much mutual
regard for each other to let it become
a problem.”

Once, however, there was a con-
flict of interest. It happened when
Nadeen was working for FC&B,
which was about to lose the TWA
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Nadeen Peterson

No tears this time

account. Eight other agencies were
invited to submit bids, one of which
was McCann-Erickson, Kilzer’s shop
at the time. FC&B was manfully try-
ing to keep the account and Nadeen
had discussed it with her husband.
When McCann entered the picture,
Kilzer was asked to help out on a
presentation. The conflict of interest
was quickly resolved. “Bob went to
his boss and laid it on the table that
he had discussed a plan with me, and
asked to withdraw. That was that.”

JA New York’s $24 million in

billing is now divided about
60-40 in favor of print. Nadeen ex-
pects that to change, as many of the
agency’s clients, like Westclox,
Saranwrap, Holland American Lines
and Binaca may be about to test tv
for the first time. The cd is happily
excited about the prospect. “Tv is
an absolute killer,” she says. “It can
put a product right in your lap.
Properly used, it can reach out and
say, ‘Here it is. Now don’t you want
some of that?’”

In her new job, Nadeen will super-
vise about 30 people. They are di-
vided into three creative groups,
each with a creative group head.

Her initial impression of MJA’s
creative work is that it’s quite good.
“We don’t need a creative overhaul,”
she says, “We’re just putting along,
making some excellent commercials.
I think this job’s going to be easy.”®
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Inside the FCC
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The FCC and the White House

(Recently TELEVISION AGE Publisher, Sol J. Paul, had an
exclusive interview at the White House with Presidential
aide Peter Flanigan. In that interview, Flanigan de-
scribed the emerging White House liaison with the reg-
ulatory agencies and with particular reference to the
FCC. The following piece, written by TELEVISION AGE
Washington editor, Jay Lewis, is the first of a three-part
series on how the Administration is formulating its blue-
print [or expanding and strengthening executive decisions
in the area of communications.)

Imost from the start of the Nixon

Administration, White House
staffers have been hard at work de-
termining just how the Executive De-
partment could move into a stron
policy-making position vis-a-vis the
various regulatory agencies, including
the FCC. This task has been coordi-
nated by Peter Flanigan, the urbane
Assistant to the President.

Clay T. (Tom) Whitehead, a young,
brilliant, 31-year-old MIT graduate,
was selected to look into the FCC and
a half dozen other agencies as well.
A native Kansan, he is indicative of
the young technicians that the President has gathered
about him to formulate and implement policies. He came
to the White House staff from the California think tank,
the RAND Corporation. He is also a former MIT instruc-
tor in electronics and political science. Should some of his
advanced ideas be adopted, it will drastically change the
pattern and policy of broadcast regulations.

Whitehead makes no bones about the fact the White
House is going to get into the FCC regulatory act.

“This notion of the ‘independence’ of the regulator
agencies,” he says, “has gone too far.” “There are areas
in which the Executive Department can and should act.”

He stressed that the Commission’s exclusive domain in
the adjudicatory process will be strictly respected. As a
precautionary measure, Flanigan dispatched a memo to
all White House staffers last May 21 which said “any
executive interference” in the quasi-judicial function of
the independent agencies “would be highly improper.”
The memo went on to say that “it is important to avoid
even the mere appearance of interest or influence.”

Whitehead explained that part of his task was to try
to delineate more precisely the line between the policy-
making and the quasi-judicial functions of the FCC and
other agencies.

He said that the White House frequently gets calls from
Congressmen who want to find out how a particular case
involving a hometown station is coming along at the FCC.
“Naturally,” he said, “we tell them there is no way we can
inquire about such matters.”

But on the broad policy matiers such as the question
of domestic satellites, cATv and multiple ownership of
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W hitehead at his desk

stations, Whitehead feels that the Executive Depart
should have a say.

“These are very important questions which relste
the public interest, and there is a clear-cut need for
ordination between the Executive and the FCC,” he sai

Referring to scandals of yesteryear, Whitehead sai
“The Johnson and the Eisenhower Administrations ov
reacted to the improper interference in the business of {
regulatory agencies and shied away from all dialogue.

“It had almost reached the point where there was
contact at all between the White House and the agenci

even when an important policy question involvi
both the Executive Department and the agency came u

Whitehead said this strictly han
off policy of the past has been d
carded, and that the White Ho
would move into areas deemed prop
for the exercise of its influence.

‘The President,” he noted, “has & .
obligation to shape policies for the
whole nation. The FCC and the other
agencies are primarily concerned with
policies related to the industries they *
regulate.”

Following this new attitude, Whi
head is working on two projects af
fecting the FCC. One is the intra® }
governmental study group, of whm‘hl.I '
he is chairman, charged with the task of coming up wi |'
a White House position on the domestic satellite prot !
gram. The other is a broad-ranging survey on reorgs
ization of the communications management system,
key part of which is the question of where the power over |
spectrum allocations should reside.

Close liaison with FCC

W
In addition, close liaison is being maintained betweet® 0|
the FCC and Whitehead. “I was in close touch with
Chairman Hyde,” said Whitehead, “and will also be talks

ing with Dean Burch frequently in the future.” In thi§
connection, the Commission sends Whitehead a monthly
report on its significant actions.

The domestic satellites study is approaching conk
pletion, and Whitehead hopes to have it ready for s.u.b-
mission to the FCC in the near future. The Communica: {
tions Act gives the Commission full authority in this ared
by virtue of an amendment enacted in 1962, so the W hite l
head study will be in the form of recommendations to the

FCC.

Whitehead said that as a practical matter the spectrum
function should reside in the Executive. Not only would
the task receive more funding and effective attention, but
as a matter of governmental policy it belonged undef
the wings of the White House.

In addition to the FCC, Whitehead also has chargt_: of 'H'
coordinating White House policies with the Marit.un( td
Commission, the TVA, Federal Power Commissioy !
Water Resources Council, Intelsat and NASA.
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Ho? By including Channel 34 in your next
fiionsin buy!

Lo, what happens when Channel 34 fills
thelocal programming void in the populous
Milaukee-Green Bay-Madison triangle. We can ‘

sdi it to them and how!. . . . ’ "

&ly 50 spectacular live remotes In

1o hs of operation—everything from footbaH
o oncerts, Golden Gloves boxing to state
=ty contests, college variety shows to bas-
atall—have established KFIZ-TV as one of
hemost dynamic and accepted independent
H stations in the country. (Ask any of the
15(local advertisers who have used Ch.34.)

siannel 34 has BEACH

Channel 34 Coverage Area
‘lowing Milwaukee-Green Bay-Madison Triangle

HERES MORE THAN ONE WAYL&;
SCURE IN PA

QKERLAND'

?\ . ai ".;I
o A T (Y)

Channel 34 has RATINGS

ARB Coincidental—Fond du Lac

Oct. 24, 1969
7:30-9:30 p.m.
STATION PROGRAM SHARE RATING
Net. Sta. “A"" Hogan’s Heroes/Movie 21 13
Net. Sta. “’B"”” Name of Game/ 11 7
Bracken's World
KFIZ-TV High School Football 48 30

(Fond du Lac vs. Oshkosh)
Net. Sta. “/C’"’ Mr. Deeds/Brides/Durante 18 11
Other 2 2

Audience measurements are estimates

only subject to the limitations of sam- RATINGS
pling techniques and other qualifica-
tions issued by ARB TOTAL 63

These specials, coupled with KFIZ-TV's quality
movies and topflight color syndicated strips
like Hazel, Avengers and Magoo Cartoon The-
atre make us a real factor in the Wisconsin
TV picture.

You may never have heard of places like Ap-
pleton, Oshkosh or Sheboygan—much less
Fond du Lac, for that matter. But Channel 34
covers them all and the rest of prosperous
east central Wisconsin with its population of
nearly 1,000,000 and annual retail sales of
more than $1 Billion.

So when you place your next Packerland sched-
ule, fill in the void—buy KFIZ-TV and

SCORE with 34!

KFIZ-TV

(Ch. 34)

For full particulars, contact
Station Manager Will Darch

Fond du Lac,
Wisconsin
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Without WRDW-TV CBS 12’s involvement off the air, '
Augusta, Ga. would never see this ballerina off the ground! :

We're involved with ballet from direction to production . . . so much so, we've received an Honorable !
Mention in the ESQUIRE-BCA “Business in the Aris” awards. Our production man, Jim
Thomas, serves on the bourd of directors and is production manager of the Augusta Civic \
Ballet, and our staff designs and produces the scenery and lighting for the dance
company. Whar does all this have to do with a 1television station? It's a matter I
of community involvement . . . a Rust Craft tradition in Augusta, Buffalo, Chatta- |
nooga, Jacksonville, Philadelphia, Pitisburgh, Rochester, Tampa and W heeling-Steubenville.
Rust Craft Broadcasting . . . the company that takes time (on and off the air) to serve.

|

|

I

RUST CRAFT iﬂ-
NG

BROADCASTI




