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icrease in early-
yening information
yogramming in

he Twin Cities...

KSTP NEWS g

O’CLOCK REPORT

This flexible half-hour is a new communications concept, live and in color, Monday
through Friday on Channel 5.

Anchored by veteran newsman Bob Ryan, the KSTP NEWS 5 O'CLOCK REPORT
presents brief summaries of late news developments but concentrates on coverage in
depth of ‘‘special interest’” areas: agriculture, arts, law, medicine, religion, science,
education and more—the Twin Cities' first regular television coverage of these areas.

The entire, award-winning KSTP NEWS staff participates with the specialist in each
field reporting in his area.

The KSTP NEWS 6, 10 and Midnight REPORTS remain as scheduled.

Represented Nationally by Edward Petry & Co.
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make it big ...
make it now...

make it

_Relnlt
e

Pre=Sold in 57 Markets!

MAKE THE NOW TV SCENE
WITH THOSE SWITCHED ON
TUNED IN... IN PEOPLE! IT'S THE GROOVIEST—-

GET WITHIT... _~\

BEACH BLANKET BINGO ; BEACH PARTY

GHOST IN THE INVISIBLE BIKINI ‘ 2 BIKINI BEACH

HOW TO STUFF A WILD BIKINI - EF MUSCLE BEACH PARTY

PAJAMA PARTY SKI PARTY

American International Television - 165West 46th Street - New York, N.Y. 10036 - Clrcle #



If youdon’t
all him,Keith Lewis
will call you.

£l call almost every day. Hemay  our Chicago office. And he’s de- also know that they can avail

lbne of his stations to describe termined that his stations and his themselves of the huge source of

iw sales approach. Or maybe  staff are thoroughly informed. information gathered from Petry’s

'ltimcl)sel anothfer station on So when he does call, his stations nation-wide operation.

If'.maiig;provme programming  listen. They know that they’ll benefit But if Keith Lewis hasn’t called you
‘ from this very personal attention yet, maybe you should call him.

ch Lewis is General Manager of  and skill of the Chicago staff. They  Right now.

The representative is sometimes the only part of your station
5 that people ever get to see.
Edward Petry & Company




aiser Broadcasting:

OING THINGS IN A BI

Big Audiences. WKBS TV reaches more Average TV Households than the VHF
independents in St. Louis and Minneapolis (9 AM-Mid, F/M 68 ARB).

Big Reach. Larger net weekly circulation than the NBC affiliate in St. Louis,
the 11th TV market, or the CBS affiliate in Hartford-New Haven, the
13th TV market (Total Net Weekly Circulation, F/M 68 NSI).

WKBS TV is the most viewed independent in Philadelphia and the
most viewed UHF station in the nation
(Avg TV HH, 9 AM-Mid, F/M 68 ARB).

Big Programming.

gramming, prime time
weeknights. 100%
by January!

THE

DONALD
O’CONNOR
SHOW

Philadelphia’s
i~ only Mon-Fri
. Prime Time
LY Variety Show.

85% First Run Color pro-§
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JAY IN PHILADELPHIA

TRUTH OR CONSEQUENCES

, m in its third big season.
: : THE TEN O'CLOCK NEWS

Philadelphia’s only 10 PM news . ..23-man staff ...
largest in Philadelphia for a single news program.

Plus...

THE JOHN GARY ‘
SHOW, NHL FLYERS, v
HY LIT, DIALING g ol

FOR DOLLARS, Big Advertisers. 21 of the top 25 spot advertisers.

"ERRY MASON.

Coming this Big Facilities. 42 acre plant houses full color facilities,
January: hi-band Color VTR, latest special effects equipment.

PAY CARDS, Big Coverage. Optimum power from 1200’ tower at Phila-
first run color! delphia antenna farm puts Grade B signal into four states.
kid‘z'?o‘g"h the Big Staff. 114 people ... doing things in a big way.
LINTSTONES,

SUPERMAN

CAPTAIN I 4

1ADELPHIA

WKBS TV

KAISER FOR PHILADELPHIA

Represented by AVCO

TV: Los Angeles + Philadelphia - Boston « Detroit » San Francisco - Cleveland
Radio: Boston - San Francisco - Cambridge

(Audience data are estimates only, subject to qualifications of the source report)
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Then join the experts
. . . the informed &, W&
professionals on ﬂ?ﬂ’
Wall Street and inthe ** *
financial community who

read and rely on The Magazine Of
Wall Street.

Every two weeks, this 60-year-old
publication offers the latest news
and statistics influencing stock
prices and investment policy . . .
analyses of issues with special |
attraction for growth potential —
generous income yields,

Special studies include stock split |
candidates, mergers, newcomers to
the Big Board, earnings reports,
new scientific and technological dis-
coveries, GNP, consumer buying,
capital spending .. . probing behind
the figures to give you expert in-
terpretation.

t
— [ every
Magazine LS o
i sveet IS W can
e emmnss WSS commu"‘am’"s L] Compqny
profiles

® Markef trends

® Charts and
tables

® Special columns

on Woshington,

Taxes, Specula-

tion, Inquiries.

.

The Magazine
of Wall Street

120 Wall Street
New York, N.Y. 10005

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

OCTOBER 21, 1968
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THE ERA OF CONFUSION

There’s plenty of dissatisfaction with rating methods but no
clear-cut answers.

NOT BY CREATIVITY ALONE

Even a small shop like Scali, McCabe, Sloves must have a
balanced blend of marketing strengths, this 17-month-old
agency feels.

WILL ELECTRONIC MONITORING SCORE?

Commercials monitoring may graduate from its current
manual sampling status to an electronic system with 100%
coverage—and then again it may not.

THE SPECIAL WAY TO ADVERTISE

Specials give clients merchandising impact, and enable them
to be heard above the ‘clutter’ of short commercials, says a
media director.

SECOND-QUARTER SPOT NEWCOMERS

New-to-spot products and services remain at last year’s level,
but certain package goods categories decline.

DEPARTMENTS
10 Publisher’'s Letter 32 Film/Tape Report
Report to the readers Round-up of news
12 Letters to the Editor 40 Wall St. Report
The customers always write The financial picture
15 Tele-scope 41 Spot Report
What's behind the scenes Digest of national activity
17 Business Barometer 43 One Buyer's Opinion
Measuring the trends The other side of the coin
19 Newsfront 63 In the Picture

31

The way it happened A man in the news

In Camera
The lighter side

Viewpoints 64
A no-holds-barred column

-

Television Age iv published every other Monday by the Television Editorial Corf
Publication Office: 34 N. Crystal St., E. Stroudsburg, Pa. Address mail to editorial, adver
tising and circulation offices: 1270 Avenue of the Americas, Rockefeller Center, New York |
N. Y. 10020. PL 7-8400. Controlled circulation postage paid at New York, N. Y.
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How many hats do you wear as a promotion man?

If you're like most broadcast promoters, you are
a publicist, an advertising tycoon, a production

specialist, a researcher, a merchandising expert,

wants.

an innovator of sales tools, a public relations
man, an exploiter, as well as the guy who gets to
answer all the mail nobody else in the station

BPA’s 13th Annual Seminar in Miami Beach will
cover...THE MANY WORLDS OF PROMOTION

...with top people in all these fields... prominent
guest speakers...all to help you become more

pmmﬂtm“ proficient in your job.

Go south, young man, to the Big BPA Seminar!

It convenes at the DEAUVILLE HOTEL, MIAM

BEACH, FLORIDA, November 17th through 20th,

1968.
For the full story contact BPA.

NON-MEMBERS: Come join us. Registration

fee applies to your membership dues!

Broadcasters Promotion Association
1812 Hempstead Road
Lancaster, Penpsylvania 17601

Get your registration in now
registrations save you money!

CHECK ONE:

Voting Member OI Affiliate Member [J Associate Member 00 Non-Member O
Advance Registration: BPA Member $50.00, Non-Member $65.00

Registration at Seminar: BPA Member $55.00, Non-Member $70.00

Are you bringing your wife? Yes No

. while you are thinking about it! Early

Name
Station or Firm
Address

City State

Attached is my check for $ as my advance registration fee.
Mail this registration form with your check to BPA address above.

e — - s =S
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wonder
whatever
became of
Good OIld Roger?

You remember Roger— That's right! The eager one.
the kid in the media department. Always had his nose buried in a
You know—the kid who always stack of figures or a trade

asked all those questions. magazine—usually Television Age.
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Good Oid Roger
became the boss.

Yep! He's still asking questions. ~ about you the other day.
Still watching the figures . . . still Why don’t you call on Roger
reading Television Age. with your message in Television Age
Only, nowhe’s runningthe show.  so good old Roger doesn’t have to

Come to think of it. He was asking TievisionAge] WOnder whatever
[S=====| became of you?




‘Dayton’s
Best

WKEF-TV

DAY TON

FEATURING

p

MONDAY
7:30 The Avengers
8:30 Peyton Place
9:00 Monday Night Movie

TUESDAY
7:30 Jerry lLewis
8:30 Takes a Thief

9:30 N.Y.P.D.
10:00 That's Life
WEDNESDAY

7:30 Here Come Brides
8:30 Peyton Place
9:00 ABC Wednesday Movie

THURSDAY
7:30 Ugliest Girl
8:00 Rat Patrol
8:30 Suspense Theatre
9:30 Journey to Unknown
10:30 T.H.E. Cat

* FRIDAY
7:30 Operation:

Entertainment
8:30 Felony Squad
9:00 Don Rickles
9:30 Will Sonnett
10:00 The Outcasts

Call
THE HOLLINGBERY CO.

New York: Chicago Atlanta
Dallas Los Angeles San Francisco

10

Letter from the Publisher

Transamerica-Metromedia merger

One of the most important developments of the :an
in the television industry could very well come abouas
a result of the acquisition by Transamerica of Metromeia
From a fiscal standpoint 3 of one share of Transamega
will be exchanged for one share of Metromedia. T js
about to split two-for-one which would mean that i
shares of TA would be exchanged for one share of Mes.
media.

Metromedia has almost five million shares outstandigs
about 13 per cent owned by directors. The stock has L
selling at around 50. It had a spirited rise just beforehg
announcement of the acquisition, but then tapered i’l‘wﬁi
adjusting to the exchange of shares with Transamerica &

TA is a giant conglomerate with interest in life in:
ance, air travel and motion picture distribution. It ans
Occidental Life Insurance in California which is the nith
largest life insurance company in America. The compy
acquired United Artists last year. It also entered the fld
of computer services earlier this year. It recently organiid
a mutual fund called the Transamerica Capital Fud
which is sold through the agents of Occidental Life In:r
ance.

Fourth network is probable

But the most significant aspect of the acquisition is 1
probable start of a fourth network. Since Metromedia
tv outlets in five major markets—New York, Washingtal
Kansas City, Los Angeles and a UHF in San Franciscejb
has the nucleus for the beginnings of network operaticsl
The vHF and UHF independent stations across the couny
are badly in need of interconnected news programmig
The network would find willing takers for this service!
at least 50-60 markets. Metromedia has been most suce
ful with its 10 p.m. news and this could have great app}
on a network basis. Add to news services the product
ready controlled by United Artists, and the possibilityl
some sports pick ups, the new operation could feed f¢
to five hours a day in primetime.

While a great deal of this might be conjecture, the ti
ing for such a network operation would seem to be rig
It could only be undertaken by a company with vast capi
resources (TA is a $3 billion corporation), and with kn
how, drive, expertise and top-notch personnel, all of whi
have been a hallmark of the Metromedia operation. Jo
Kluge is a relatively young man (54). The netwd
operation provides him with the greatest challenge he I
had in a colorful and successful career.

Cordially,

/. /2
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1o the MGM 7 feature film list sets a brand new standard in local
N programming. This one remarkable group of films can in-
mcontinued dominance for a feature station—or can be the

a for establishing a station as the market’s best feature
erammer.

1: big view is the long view” because this list, with its

rit breadth and depth of titles, can do more for

enng the local image than any other single buy.

i just for 26 weeks or for one season, but for a

nictable period of years. And at a project- y

‘ y /
b cost with long-range stability in sales 4 : ,. _
. audience planning. Movies are / ,/ y | /
tfager than ever on television. : .
Y 1z} 1 AR

BMEM7 4

¥, Chicago, Culver City Atlanta, Dallas. Toronto

/




Letters

to the
Editor

On understanding P&G

We are flattered by the large
amount of space devoted to Procter
& Gamble in the July 29 issue of
your magazine (Procter & Gamble:
Marketing’s number one practitioner,
pages 37-50), and we sincerely ap-
preciate the many favorable things
which TELEVISION AGE says about
our company in this issue.

We also appreciate your tolerant
understanding—if not approval—of
our corporate reluctance to talk too
much about ourselves.

I am attaching a copy of a presen-
tation which our company made to
the Chicago Security Analysts Asso-
ciation last Winter.

R. G. EAGEN

Manager

Public Relations Department
The Procter & Gamble Co.

Cincinnaty

Our readers are reading

Your recent article on the use of
television advertising by regional
dairies (The dairyman’s new route,
TELEvISION AGE, August 26, 1968,
page 32) showed us one thing for
sure—your book is well-read by
agency people. Because of these seven
words regarding our company-—
“Broughton’s does not use an ad-
vertising agency”’—we have been
swamped by agency execs who want
to tell us what we are doing wrong.

Certainly, our part of the story
was well-written and accurate, and
we thank you for your interest.

DICK ABELS

Merchandising Manager
Broughton’s Farm Dairy, Inc.
Marietta, Ohio

Color in the labs

I enjoyed your recent article about
the expanding of color facilities in
the major laboratories (Film labs—
color them color, TELEVISION AGE,
August 12, 1968, page 32).

Every lab man will tell you. that
delays in delivering the final product
are always blamed on the lab, justi-
fiably or not. Articles such as yours

12

pointing out the tremendous expan-
sion in color facilities will certainly
educate lab users, and perhaps we
will no longer have to expect the
blame for all delays.

MEL SAWELSON

President

Acme Film & Videotape Laboratories
Hollywood, Calij.

In the picture for sure

I am pleased to say there have
been many comments about the re-
cent article about me published in
TELEVISION AGE (In the picture,
August 26, 1968, page 65). I re-
ceived approximately a half-dozen
letters, a dozen phone calls and many
“on the street” or “at presentation”
mentions. Even one from the presi-
dent of another advertising agency,
who said he enjoyed my philosophy.

JOHN J. MESKIL

Vice President, Director of Media
Warwick & Legler, Inc.

New York

Airlines and television

Your article on television adver-
tising by airlines (Tv take-off, TELE-
VISION AGE, September 9, 1968, page
26) was a very good one, in toto, and
certainly reflected my comments.

I came out of this pretty good
when you figure that [ not only got
visibility, but that you also made me
look smart.

ROBERT J. MCBRIDE
Director of Advertising
United Air Lines
Chicago

Your article, Tv take-off, pleased
us very much, particularly from the
standpoint of reporting and the in-
terpretation of Pan Am spokesmen’s
comments. The objectivity of your
viewpoint has proved to be very use-
ful and refreshing.

ROBERT MAITLAND
Manager, Advertising Administration
Pan Am

New York

The agency of record

In a recent issue of TELEVIsION
AGE, the column 4 Program Man’s
Viewpoints dealt with “The Decline
of the Agency of Record.” I would
like to point out that the comments
in this article are not entirely rep-
resentative of network television
sponsorship.

!‘

The article stated, “The vast 0
jority of accounts are using televisy
on some form of scatter plan, .»
This is undoubtedly true. Nevert. ¥
less, an enormous amount of {
vision is bought on a different ba;

One agency which handles 1
of all network television has ty.
thirds of its billing in half or fi, |
sponsored television series, half @ |
full-sponsored television specials -
important sports sponsorships. It I
no more than 10% in scatter pla
More than 20% is in fifty-two we
participations  involving  comm
ments on the part of each client
the extent of a million dollars
more a year. Clients spending th
amount of money deserve the sar
program and script supervision ai
overall service as that given an i
ternate half-hour sponsor.

While this agency is one of il
larger, its experience is parallels
by several other large agencies, an
one-third of all network is bougl
by the four largest agencies in ne
work television.

The article also refers to, “Th
wails of anguish, then, that ar
heard . . . from agencies that are a
sessed 15% of their 15% becaus Iﬁ
another agency is for some reason o
another appointed agency of record. |
The article also said, “Imagine listen
ing to an agency prove to the satis ¢

|
L

- —
e EEEe i o b

-

faction of a court that it had to incu
additional expense to supervise i
television show, or to buy it, or t
monitor it.”

Recently a large, multi-agency |
client, under pressure from one or
two of its agencies, questioned the
justification of the 15% of 15% as
compensation for Agency of Record. ¥
One of its major agencies, through
a week-long, carefully documented ¢
study of Agency of Record functions
in its Television, Media, Accounting,
Trafhe, Research and Legal Depart-
ments, preved to the client’s com-
plete satisfaction that the 15% of
15% was a minimum requirement to
meet the added costs incurred.

The fact is that an agency which
feels the compensation rate unjusti-
fied actually doesn’t give the service,
or perhaps even realize the service
which is required and given by a
quality agency.

DAVID Y. BRADSHAW

Vice President, General Manager
Young & Rubicam, Inc.

New York

Television Age, October 21, 1968,||



Vith NSI, plenty! We’re constantly improving
wr service and this season is no exception. In
ust the area of “who’s viewing,” the new NSI
ffers reliable data on a broader and more
liverse scale than ever before.

For example, NSI provides Spot Rankings for
Jrersons as well as households—in all markets
neasured at least four times a year. In one
juick glance, you can see where a TV spot or

Chicago 312-372-3810

New York 212-956-2500

a new availability ranks in the market.

To top it off, NSI gives you exclusive reach
and frequency data to gauge over-all viewing for
the prime purchasing agent—Lady of the House
—as well as total households.

Get the details on these and the other NSI
improvements for ’68-69 . . . all backed with
measurable quality of performance. Call:

Hollywood 213-466-4391
San Francisco 415-986-6437

S Nielsen Station Index

a service of A. C. Nielsen Company

| elevision Age, October 21, 1968
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COLORFUL |

San Diego’s Sports Station

%X San Diego Chargers Professional Football

X Notre Dame Football X AFL Highlights
X San Diego State College Aztecs Football

X Auto Racing X Golf % Boxing * Skiing

X San Diego’s Most Comprehensive Sports Coverage

COMPLETE COLOR PRODUCTION FACILITIES

KCST €) TV

San Diego California
BASS BROADCASTING DIVISION

] | The
Represented by ”f Hollingbery

Company

KFDA-TV, Amarilio, Texas ® KFDW-TV, Clovis, New Mexico ® KFDO-TV, Sayre, Oklahoma & KAUZ-TV Wichita Falls, Texasl

14
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1l political discounts affect buying?

Indications are that discounts to political candidates
1y not have much effect on their timebuying. At least
+t’s the word from the Nixon camp, which is providing
snty of tv action.

A spokesman for Fuller & Smith & Ross, Inc., the
ency handling the Nixon campaign, said that, “Lowered
sts will not in any way affect our timebuying. We will
ntinue to buy the stations that can do the best job for
9

The comment came following the announcement that
orer stations will offer a 25 per cent discount on all
slitical buys.

It may not be the national candidates that Storer
after, however. In announcing the new discount,
orer president Bill Michaels said, “The move is being
stituted to help local and regional candidates,” and he
ided, “We hope that this move will in some degree
cilitate their use of local television and radio.” It is
lkely that discounts at the local level may have some
fect on buying policies.

On the national picture NBC and CBS are both of-

ring discounts to candidates.

oslery manufacturer to double air expenditures
The nation’s leading budget-price hosiery manufac-
irer, Fruit of the Loom, will double television and radio
wpenditures for the coming year. The company has had
xceptional success in the past with spot tv. The manu-
scturer points to sales doubling in the past year as
roof of spot tv’s impact. The company finds that heavy
pot advertising has enabled them to get into major
lores.

Advertising expenditures for 1969 will reach almost
1 million. Through Delehanty, Kurnit & Geller, their
ew agency, the company plans spot campaigns coast to
oast. The first flight may come as early as February.
imphasis will be put in those markets where retailers
1ave not been quick to put the product on the shelves, or
vhere sales have not been as large as expected. The spot
ampaigns will be supported by print.

fv's Spanish subcultural slant

An indication of what tv may become in the near
uture—less of a “mass” medium, more of a “retribaliz-
ng” force linking people of shared interests—was ap-
arent in the recent satellite relay of a Spanish-language
program from a New York Spanish-language station to
Puerto Rico. The originating station, wNJU-TV Newark,
was inundated after the broadcast with long-distance tele-
phone calls from viewers all over Puerto Rico, calling to
lhan!( the station for the link with the Puerto Rican com-
munity in New York. The one hour color special was
carried throughout the island by the WAPA Network.

ancurrently, OLAVISION, sponsored by Spain’s
Movierecord, is setting up a program-interchange net-
work in Latin America and hopes to extend it to the
several Spanish markets in the United States. A Spanish
subcultural medium is thus taking shape.

| Television Age, October 21, 1968
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Wall Street money and middlemen

Buyers and sellers have often wondered where the big-
ger timebuying middlemen get the cash to finance their
presumably large spot buys. It is now reported that one
of the big services is being bankrolled by Wall Street
money.

Since the investors obviously expect a good return out
of the somewhat risky middleman operation, it is clear
a sharp rate discount is necessary to provide this return,
plus profit for the middleman himself plus the full
commission for the agency.

The middleman receiving this Wall Street money needs
cash infusions because, it was said, he will often not ask
the agency for payment until he can show the shop evi-
dence he has paid the stations.

Chun King steps up tv

Chun King, which has already cornered two-thirds of
the Chinese food market in the nation, is increasing its
advertising for the coming year. Upcoming plans call for
a campaign airing 186 million gross household tv impres-
sions monthly as compared with this year’s campaign
which resulted in about 131 million.

Commercial frequency per consumer last year was 1.8
per month; for the coming year the target is 4.1.

Television spot activity will be doubled in an attempt to
broaden the market for Chun King prepared food prod-
ucts. Twenty-five per cent of the population purchase 85
per cent of all Chinese food products sold. Chun King,
which is a division of R. J. Reynolds Foods, hopes that
the increase in advertising will attract a wider portion
of the population to their prepared foods.

Station image-building with news

Expect more of the newer and smaller stations to profit
from a tip given by Mike Shapiro, general manager of
wFAA-TV Dallas, at last week’s Tv Stations, Inc., meeting.
Shapiro’s premise: “Your station’s news image is your
station’s image. Most viewers have difficulty identifying
major shows by station or network—it’s your news image
by which they identify you.” To get this identity, Shapiro
said, stations need to spend plenty on news, but more im-
portant, they must give the viewers the news they want
the way they want it. WFAA-TV hires a research firm al-
most every year to find out why people watch certain
news programs (and not others). “It’s the best invest-
ment we ever made,” Shapiro said.

Cable tv under attack

“Save your free tv,” says the marquee on a rundown
moviehouse on New York’s upper Broadway. Night after
night a pitchman stands in front of the theatre, behind
a card table loaded with handbills, hawking the “news”
that people’s free tv is about to be taken away from
them. Akin to the battle waged in California by theatre
owners four years ago against pay-tv, the exhibitor wants
the public to believe that cable tv means the end of net-
work transmissions.

15




Cinema 300—The Total Package

foryour programming needs—a choice variety
of 26 outstanding motion pictures for the entire family.

Cinema 300—Total Viewing
afully balanced diet of comedies, westerns, dramas and science fiction;
carefully chosen for successful programming in any time period.
Allrecentreleases, nearly half in color and featuring such stars as Hayley Mills,
Susan Strasberg, Zachary Scott, Patrick McGoohan, Claudia Cardinale,

Dirk Bogarde, Tommy Steele, Millie Perkins, George Montgomery,

Rita Tushingham, Cameron Mitchell, Samantha Eggar and many more.

The Walter Reade T
Organization, Inc. \°°

FOR INFORMATION: ELLIOTT ABRAMS, Vice-President, Television
241 East 34th Street, New York, New York 10016 (212) MU 3-6300

16 Television Age, October 21, 196 |




"
Business barometer

Tough the rate of growth in spot slowed down in August, local business continued the

—=—:Tend of racking up sizeable month-by-month gains. The August rise amounted to
19.0 per cent, and was the seventh straight month in which the increase was at
jeast 10.0 per cent. The only month in which local gains were minor was Janu-
ary, when local business rose only 1.8 per cent. In three of the months this
year, local business rose
more than 20.0 per cent, in-

cluding July, when a record LOCAL BUSINESS NETWORK COMPENSATION
| for the year was reached with !
a hike of 23.4 per cent. Not millions of dollars millions of dollars

since 1964 has local tv busi-
ness steamed along at such

a rate. In that year, there $25.1
were seven months in which | i
increases topped 20.0 per

cent, and in two of these

months the increases were

more than 30.0 per cent.

$29.9

) for local billings in August ~
| compared with the previous ©
month, there was a slight ' &
drop of 1.3 per cent, fall-
ing within the framework August (up 19.0%) August (down 9.4%)
of the seasonal pattern.

1968

itwork compensation took a sharp Year-to-year changes by annual station reserve
dip, dropping 9.4 per cent ] ] -
from last August and 9.6 Station Size Local Business Network Compensation
per cent from July, a re- Under $1 million + 8.5% 3.6%
sult of the conventions. $1-3 million +23.4% —12.9%
$3 million-up +17.8% — 8.2%
Jdium-size stations performed
best in the local business-
getting effort, as they did I 50
in spot, rising 23.4 per
cent. The smaller stations 45 45
made the smallest jump,
with 8.5 per cent, while & 40
the larger stations rose
17.8 per cent. 35 33
s is generally in line with the 30— : o ; = 30
pattern this year, with the 5 :
smaller stations usually 25 e 25
below average and the 4 "
medium and larger stations 20 20 == ] ¢ g o e
splitting the honors. :
15 15
iwever, the medium stations ranked
last in August compensation 10 [l gl gipeucfiiocc g - e 10
figures, showing the larg-

est dip (minus 12.9 per 5 R - 5 AL R-RRE R L
cent) of all three groups. J FMAMIJ J ASONTD JFMAMJ ] 4SO0NTD
The larger stations dropped 1968-°67 comparison 1968-°67 comparison

off 8.2 per cent, and the

smaller stations declined

the least, with a figure of 3.6 per cent.

Or eight months, local revenue is $260.1 million as against §$225.5 million last year,
while compensation figures are $161.0 vs. $160.4 million.

éxt issue: An analysis of tv revenue.

‘ . .

’otoﬂyr_lghl‘ed Jeature of TELEVISION AGE, HBusiness harometer is based on a eross-section of stations in all income and geographical categories.
TMmation is tabulated by Dun & Bradstreet.)
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Mike Douglas
6:00-7:30

Ste\;e Allen
8:00-9:00

ariely \

®
. ! | Love Lucy

——

Our prime-time lineup reads like broadcasting’s Who's

Who. We pack 5:30-10:00 every week night with some of
the biggest names and most successful shows in tele-
vision history. From Mike Douglas to Perry Mason.

Programs for kids. Adults. And everybody in between. TELEVISION CHICAGO |
An exciting new prime-time concept!

\L There's no TV station like our TV station. Jj

18 Television Age, October 21, 196
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Retail tv breaks through

Retail tv advertising is really start-

to roll now, and the missionary
ork that’s been carried on by the
elevision Bureau of Adverlising de-
wves a pretty fair slice of the
redit.

It’s been several years since TvB
arted staging presentations for
roups of prospective advertisers
nd, in some cases, for individual
sailers and for agency people. Re-
ults have become more and more
ncouraging, and the cumulative ef-
wt of TvB’s put-it-on-tv campaign
as been building steadily—more
tores have been taking to the tube,
nd the number of commercials per
tore has been climbing.

jaylight ahead. Now, Howard
\brahams, vice president of TvB
nd spearhead of the bureau’s retail
flensive, sees daylight. “The first
even months of this year,” he says,
iith pardonable pride, “have seen
he breakthrough in department
tore television advertising.”

Abrahams has statistics from
Jroadcast Advertisers Reports to
vack up his statement. From January
hrough July, in the 75 major mar-
iets measured by BAR, the average
jumber of commercials run by all
lepartment stores per week vaulted
‘rom 2,784 in 1967 to 5,033. This
works out to an average of 67 com-
percials per week per market—up
from 37 the year before. Each is an
impressive 81 per cent increase.

The same first seven months of 68
saw department store ad space in
newspapers drop off to the tune of
0.7 per cent, according to Abrahams.

Not surprisingly, Sears, which
comes out on top in just about every
column in the retail box score, is
the leader in retail use of tv. Last
year, a typical week in BAR’s 75
markets, found the $8 billion mer-
chandising mammoth running 761
tommercials. A comparable tally in
1968 reveals Sears’ commercials al-
most tripling to 2,123 in a repre-
sentative week.

Sears, which operates some 825
retail stores, exclusive of catalog
units, prepares about 40 commercials
a month through its central head-
Quarters in Chicago. Individual

i Television Age, October 21, 1968
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stores order from the pool. Some of
the “A” stores produce their own
commercials, or combine wild foot-
age from Chicago with material of
their own.

As far as network is concerned,
Sears has already started to get into
the picture (full sponsorship of Ed
Sullivan earlier this month and of
a Perry Como special coming up in
December).

Abrahams ticks off these other
major retail tv users: department
stores of the American Merchan-
dising Corp. group (in the last three
measured months of BAR, AMC went
from 273 commercials to 367);
Montgomery Ward (from 176 com-
mercials a week last year to 190 this
year); and J.C. Penney (from 124
in a typical 1967 week to 238 this
year).

One of the Television Bureau of
Advertising’s prime tools in its drive
to get merchants into the tv scheme
of things is a recently published
primer on the medium—*“Why.
What, How of Retail Tv.”

This extremely comprehensive
printed presentation is an A-to-Z ex-
planation of exactly what commer-
cial television is all about and how
an advertiser can make best use of
it.

“We designed it,” says Abrahams,
“for the many retailers who know
<o little about television advertising
that they feel uncomfortable about it,
maybe even a bit afraid of it.”

The great lovers. On leafing
through Part 1 of the two-part
presentation it becomes immediately
apparent that TvB is treading very
lightly when it comes to the long
tanding and resoundingly requited
love affair between department stores
and newspapers.

TvB gives credit where credit is
due: “Newspapers built most of to-
day’s department stores.”

Then, rather gently, the primer
runs through the reasons why re-
tailers are beginning to put some of
their ad money into tv (rising space
rates in papers; the burgeoning of
suburban papers throughout areas
that can be covered by commercials
on a single tv station; the advent of
color in commercials; tv’s ability to
reach broader areas, thereby creating
more new customers for stores; tele-

vision’s stronger appeal to the youth
market).

The TvB primer quotes the most
recent Roper study which showed
that tv outranks newspapers in terms
of believability as a news source (41
per cent for television as against
newspapers’ 24 per cent). Then it
goes on to make the logical point
that “the more people believe in a
medium, the more likely they are to
accept the messages within it.”

Among other major points made
in Part 1 of “Why, What, How of
Retail Tv”:

e The eflectiveness of television
in creating total store traffic, in
contrast to newspaper advertising’s
concentration on departments;

o The “intrusiveness” of television
(“To skip something on tv, the view-
er has to do something—turn away,
turn off the set or leave the room—
in contrast to newspapers where to
get the message the reader has to
do something: read the ad”);

e The rise of new, and younger
management in department stores,
and their willingness to try tv.

Part I is also laced with figures
showing the seasonal factors in the
use of tv by department stores that
presently advertise in the medium;
their preferences in length of com-
mercials (in 1967, 60 per cent were
60-second spots, 28 per cent were
IDs); and their use of time periods
(in 1967, 53 per cent bought day, 18
per cent early evening, 12 per cent
prime and 17 per cent late evening).

The basics. Part 11 of the primer,
called “The Basics of Television,”
discusses viewing habits, the concept
of homes coverage, a familiarization
with audience demographics, the
pros and cons of the various ad posi-
tions, lengths and relative costs, plan
discounts, pre-emptability, costs by
market sizes, types of programs
available to the retail advertiser,
reach versus frequency, and other
factors.

Although TvB has sent copies of its
epic presentation to all of the major
retail chains, “Why, What, How of
Retail Tv” was designed primarily
as a selling tool for station salesmen.

“After all,” says Abrahams, “if
retail tv is to gain full acceptance,
these are the guys who are going to
have to do the job.”
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with rating methods

but no clear-cut answer

The era of confusion
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tis a frustrating fact that after two decades

of experience and testing, the television
business seems as much at odds abhout rating
methods as ever. Like phases of the moon,
the disputes grow and wane; 1968 shapes up
as another year of confrontation.

Two intriguing developments give the 1968
situation a particularly sharp edge. One is
that a nuniber of agency people have finally
screwed up their courage and concluded that
the Nielsen Audimeter should be junked once
and for all.

This represents a fundamental break with
the past, for the meter, almost from the be-
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ginning of tv, has been the standard for tv au-
dience measurement. Still an anchor to many,
it is the home to which they return when the
complexities and flaws of other methods sur-
round audience figures with the fog of un-
certainty.

Second is the rise in interest in the tele-
phone coincidental method, the result of con-
siderable research and promotion by C. E.
Hooper, Inc. Ironically, it was this method
that was displaced by the meter; 30 years ago
the Hooperating was the yardstick in radio.

One other major factor explains why the
issue of rating methods has been spotlighted
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this year. That is the emergence of
the Media Research Directors Coun-
cil as a moving force. An informal
group from 15 top agencies, located
in New York, the council aired two
major proposals this year which re-
flected the growing dissatisfaction
with rating methods.

One was a call for new, national
syndicated rating services, the other
a proposal for a basic methodology
study of audience measurement (see
Why rate the ratings?, TELEVISION
AGE, September 9, 1968).

The call early this year for na-
tional rating method proposals—in
effect, alternatives to Nielsen—was
answered by the American Research
Bureau, Brand Rating Index, Hooper
and W. R. Simmons Associates. Only
the Hooper proposal got any degree
of acceptance and a number of
agency people were left with the
feeling that the result was a lot of
waste motion. Despite the interest in
Hooper, there were no indications the

offered refinements in data and faster
service which, while they reflect the
“needs” of clients, were not intended
to represent any basic change in the
manner of gathering ratings.

And that is where the situation
stands.

The dissatisfaction with ratings
stems from two factors. First are
the multitude of questions raised
about the accuracy of the existing
methods. Second is growing demand
for information about individual
viewers, and, conversely, the lessen-
ing demand for household data.

The stress on “people data”—the
kind of data that enables the ad-
vertiser to zero in on customers or
potential customers—almost makes it
sound as if agencies feel there’s not
enough of it. But it’s not quite that
simple. There is actually a con-
siderable amount and more than one
media planner has complained about
the burdensome detail of analyzing
the mountainous data found in the

THE TELEPHONE

There’s new interest in the telephone coincidental method, primarily because of efforts
by Hooper. But the method is limited in the amount of information it can get. There are
also the problems of early morning and late night calls and homes without telephones.

method was accepted as a complete
substitute for NTI.

As if in confirmation of this, the
council followed up with its method-
ology study proposal in the summer.
This suggested that nothing of a
radical nature be done until some
basic answers about television audi-
ence measurement were gotten.

A methodology study had been
proposed by Simmons to the Adver-
tising Research Foundation a few
years ago, but little has been done
about it.

Meanwhile, ARB and Nielsen have
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thick booklets issued periodically by
ARB and Nielsen—not to mention
the avalanche of local rating books.
Some of this analysis, of course, is
being reduced to manageable levels
by computers.

What some agency people are now
saying is that both people and house-
hold data are no longer necessary
and that the latter could well be
dropped without any loss. Since the
Nielsen meter gathers only house-
hold (or set) information, it clearly
falls in the dispensable category, ac-
cording to this mew.

THE DIARY

1t is popular jor getting audience comy
sition data, but diary keepers are not
ways the most reliable people in the waon

There is by no means a consens
on the subject of dropping the mete
Indeed, it would not likely be ani%
sue right now if agencies did n)
feel themselves under pressure to rii
duce their expenditures on audien}
measurement. “l wouldn’t have an '
objection to receiving household dat ¥
if we didn’t have to pay for it,” sait
a media research execulive at a o
agency.

Should media pay?

Some of the pressure to redu il
the costs of buying tv audience dat
goes back to last year, when agene
profits took a dip. But a more im
portant reason is the feeling amon
agencies that, while they pay les®"
than broadcasters for Nielsen, the ®
still contend their share of the bil
is too high. Some advertisers ant
agencies contend that media shoult
pay the full cost of audience data
since it is the responsibility of medit
to provide information of that kind

“Nielsen’s rate structure goes back
to the early 50s,” said an agenc)
executive, “and at that time agenciés
were more involved in program pro
duction and program appeal. Today. &
agencies don’t buy programs, they
buy audiences.”

The agencies would save a lot of
money, of course, if the meter sample
was dropped while the audience
composition data were retained. Just
how much would be saved is not
clear, but it is sizeable enough to
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ke some agencies want to drop
> meter badly.
" This would give them the option
. pocketing the saving or putting
into the improvement of methods
collect “people data,” or increase
mple sizes to provide more (or
ore reliable) demographic breaks.
Even if money were nol an issue,
me admen and researchers feel the
ailability of household data, from
patever source, muddies up the
dience measurement picture. They
jint to such examples as the “top
P lists and network advertising
hich uses homes figures as com-
slitive weapons.

The rating hunters

“Advertisers who should know
ster.” said a research executive,
itill like to be associated with a
ycalled high-rated show, no matter
hat type of audience it has. I can
wcall an advertiser who gave up a
jow that, for one reason or an-
(her, seemed to be reaching his
leal prospects. At least, that’s what
je sales figures showed. But he
ropped it because he was ashamed
[ the rating—the homes rating, that
”

Defenders of the meter, and there
re plenty of them, cite in its defense
ie argument that it is the most ac-
urate audience measurement method
ow available. Mechanically, few
ault it and the fact that it does
ot depend on the less-than-perfect
agemory of humans is, of course,
onsidered the strongest factor in its
avor.

An agency executive who has been
nvolved with media measurement for
nore than two decades and who,
iimself, has been in the middle of
ndustry squabbles about measure-
vent methods, said:

“The meter is an exact measure
if something, whatever it is. Maybe
he method needs some study, but
there’s a lot to be said for its ob-
lectivity. Further, it can serve as a
base for calculations of other fig-
ures.”

A veteran researcher on the broad-
tast side put it this way: “If 1 had
lo choose between getting household
flgures via the meter and data on
individuals, I would choose the latter.
But there’s no need to choose. That’s
& phoney issue.

“Now, there are ways of getting
data on individuals which do not
give you data on households at the
same time—for example, placing a
personal diary with one member of
a household and choosing him ran-
domly. But most methods of getting
data on individuals do ohtain house-
hold data. And a lot of people don’t
have much faith in such figures. But
they trust the meter.”

As to expense, he noted: “I think
this is the main reason for wanting
to do away with the meter. But good
research costs money. Still, if you
measure the amount of data you can
get with the melter, the cost per unit
is damn low. Sure, il’s expensive to
gel the meter into the house. But
once it’s running, i’s cheap. And it’s
accurate.”

Other key advantages cited for the
meter include its ahility to get cumu-
lative audiences over long periods of
time (as compared to the usual week-
ly cumes from the diary) and its use
in “adjusting” data on individuals.

“The big error in ratings is in list-
ing the program, not in who’s watch-
ing,” said a researcher. “If a diary-
keeper forgets to list a program he
watched or someone in the family
doesn’t pass along the word about
watching a program, that information
is lost. But audience composition or
viewers per set doesn’t vary much
from home to home for any one pro-
cram. When you multiply the meter
information times the viewers per

set from the diary, you're going to
get a more accurate figure for total
viewers than if you just rely on the
diary information alone.”

The issue of adjusting diary fig-
ures by using the meter, however,
remains controversial. Some agency
men say they can’t see the logic of
it. Said one: “For one thing, meter
data is per-minute information, while
the diary data is—well, it’s not
exactly clear what it is, except that
it certainly isn’t per-minute informa-
tion. The diary viewer may have
watched five minutes of the show, or
10 minutes or the whole thing. But
no matter how long he watched, he
is still considered one viewer. Now,
you really can’t combine these.”

One of the major problems with
the diary is the relatively low ratio
of cooperators. Roughly half of all
households asked to keep a diary
do so, though the research services
have lifted the cooperation rate in
recent years. The obvious question is
whether those who don’t cooperate
are different in their viewing habits
from those who do. The answer is yes
but so far the buyers and sellers of
tv time are willing to live with this
flaw. In some cases, the more sophis-
ticated media buyers take certain
presumed biases into account or else
fall back on the assumption that the
differences aren’t significant enough
to warrant paying more money to
raise the cooperation rate.

(Continued on page 60)

THE METER

“Untouched by human hands,” the meter is considered the most reliable audience measure-
ment method. But it doesn’t show who’s watching, and an increasing number of agencies
Jeel that the household data it turns owt is dispensable, considering the cost involved.
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There’s more than meets the eye at
Scali, McCabe, Sloves, the small
“creative” shop that has been carving
a niche for itself on Madison Ave-
nue since May, 1967.

For one thing, the agency, which
projects current billings at the an-
nual rate of about $9,000,000, as
compared to last year’s $5,000,000, is
determined not to live by creativity
alone. In a day when creativity is
the byword at nearly all agencies,
this is a refreshing point of view.
Ten years ago, it hardly would have
been worth mentioning.

SMS prefers to think of creativity
as just one rung on the ladder of
advertising. And while creativity
may currently have the limelight at
the shop, there is an equal interest
in, and simultaneous development of
marketing, research and, of course,
media. The marketing involvement,
as a matter of fact, has gotten pretty
detailed.

“We all understand the creative
process,” explains Marvin Sloves, the
35-year-old president. “But it’s just
that creativity alone doesn’t make
for good advertising, and many of
the new agencies tend to forget that.
They build their reputations on cre-
ativity alone, to the exclusion of
everything else.”

Not SMS. From the very start,
when the agency was still in the
afternoon bull session stage back in
October 1966, there was always the
underlying notion of establishing a
well-rounded set of media, market-
ing, research, and creative service
departments when the agency opened
its doors.

The thinking behind this was that,
as the agency developed, these de-
partments would expand in proper
balance. From the very beginning,
according to the plan, a dialogue
would be going on among these
groups, a dialogue that would be
maintained even as the agency in-
creased in size.

The importance of each depart-
ment would be a flexible thing. The
emphasis could be on all four, one
of the four, or on any combination,
as the specific situation might de-
mand.
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“We have one product and only
one—advertising,” Sloves slresses.
“Advertising is what a creative shop
is all about, and the other services
media, marketing, research, go to
make better advertising. But we are
not a marketing shop.

“Of course, an ad can only be as
good as the information the creative
people are given to work with. And
a commercial is only good if it is
properly placed.”

They’re the bosses now

With this underlying philosphy,
Sloves, Sam Scali, Ed McCabe, Len
Hultgren and Alan Pesky set out to
build themselves an agency 17 months
ago.

Sloves, Scali, Pesky and Hultgren
were all with Papert, Koenig, Lois
and their departure, in May 1967,
came at a time when leaving PKL
was the thing to do. McCabe, vice
president and copy director, was vice

Top echelon of Scali, Mc-
Cabe, Sloves tackles a
media problem. From left,
standing: Alan Pesky and
Sam Scali. Seated:

Marvin Sloves, Leonard
Hultgren, Edward McCabe
and Michael Ephron.

president and associale copy direct
at Carl Ally.

“We didn’t leave PKL because :
were specifically unhappy with a
thing,” says Sloves. “We just {
that all of us together could ma
a contribution to contemporary 3
vertising that would be as good,
not better, than PKL’s.

“At PKL ours was not the ultima
decision. When you work for som
one else, your views and though®
on advertising might not necessari
be those of the agency. Now we’
our own bosses. It’s as simple |
that.”

Together with a secretary, the fis |
men got themselves a two-room suj
at the Gotham Hotel. Just about f
same time they checked in, the
agreed to take on a voluntary a/\
count—~Citizens For A Quieter Cili

“We had no accounts, no promis
of an account,” Sloves recalls, sippin |
coffee and sinking back into th




{ck cushions of a burlap sofa. “We
vre just five guys who had pooled
.r resources. To a certain extent
.u might say we were naive. But
. were also eager and determined.
ght from the start we never thought
. wouldn’t make it.”

Make it they did. The shop picked

Volvo from Carl Ally and moved
to a fiveroom suite. They hired
ichael Ephron, a former vice presi-
int and media director at Ted Bates,
head their media department. They
oved out of the hotel and into space
1 the 11th floor of a Madison Ave-
ie office building.

They picked up more accounts—
‘ellington Management, Litton In-
jstries, Wimpy International, the
lucation division of Xerox—and
iread out onto the entire 11th floor.
hey are currently planning a move
 a Park Avenue building to pro-
de more space for future growth.
On the surface, SMS is like a lot of

Even a small shop like
Scali, McCabe, Sloves
must have a balanced
blend of marketing
strengths, this 17-month-
old agency feels

Not by
creativity
alone

other small creative shops. The sec-
retaries are young and pretty. The
executives are all smart dressers, good
talkers, interesting types. Physically
speaking, the agency could be labelled
quiet modern. There is a lot of un-
obtrusive black vinyl, stainless steel
and laminated walnut. But under-
neath it all is that dominant format
that Ephron describes as “the total
marketing concept of advertising.”

“We never do an ad for a client
until we understand his marketing
concept—who buys his product, when
and where, who doesn’t buy, why
not,” Sloves explains. “We regard an
agency as a marketing arm. Too
many agencies today stress the
glamour rather than the solidity and
professionalism of the business.”

Explains Pesky, executive vice
president and director of account
services:

“We believe that everything we
do should have a reason. And we
don’t prepare anything unless it first
satisfies a marketing requirement.”

Just a good ad agency

Pesky appears to be the most re-
laxed, least formal of them all. He
talks edged back in his chair with
one leg up, his foot on the seat. He
and Scali, vice president and cre-
ative director, are the only two who
don’t smoke continuously.

“If we want to be known as any-
thing, it's as a good ad agency,” he
explains in a relaxed tone. “Before
we ever create anything we attempt
to learn as much about our client as
possible. We sit down, all of us, with
the client and discuss marketing ob-
jectives, and we direct our creative
talents with these objectives in view.”

In most cases, Pesky points out,
the agency doesn’t have to establish
marketing objectives—the client has
already done so. Instead, SMS has
to prepare a statement of these ob-
jectives and see that they are fol-
lowed through.

“We desire the opportunity of be-
coming involved with a client above
and beyond the preparation of adver-
tising,” Pesky explains. “We like to
meet and talk with the sales people

(Continued on page 56)
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onceptually, it’s motherhood,”
c said the high-echelon media/
research man at the big New York
agency, “but when you take a
second look, you begin to wonder
just how practical it really is.”

“It” is the recently announced
but as-yet-untried technique of elec-
tronic commercials monitoring. Sel-
dom has Madison Avenue been so
stirred to controversy by an idea
still technically in gestation.

For while the first commercial has
yet to be electronically monitored,
most research and media men have
taken positions for or against the
concept. The pros and cons have
been clearly drawn—many of the
latter based on second looks at sys-
tems that seemed, at. first blush, to
be panaceas for the ills that beset
monitoring.

First, the systems. There are two—
Teleproof 1, developed by Interna-
tional Digisonics Corp. of Chicago,
and, reportedly, soon to become op-
erational; and Videomatic, a Broad-
cast Advertisers Reports’ product,
which seems to be hovering in the
wings awaiting what its progenitors,
president Bob Morris, and pub-
lisher Phil Edwards of BAR, con-
sider the proper time to uncork it.

The systems would be just about
identical in operation. Each would
execute a 100 per cent audit of every
commercial run on every station
every day in the year. On paper, it all
looks disarmingly simple.

Take Teleproof. In the vicinity of
each of the country’s 650-odd com-
mercial tv stations, the company will
locate receiving equipment in the
form of a Teleproof unit. This is an
unmanned “black box” with both in-
put capacity (a digital tape recorder
that reads a code that has been mat-
ted or stripped to the commercial
film or tape) and output capacity
(transmission facilities to Dataphone
each day’s worth of coded informa-
tion to a master computer in Spring-
field, 111.).

This central computer will already
have been gorged on data related to
the commercials — clients, products,
agencies’ names and their codes for
the commercials, plus (and here,
many observers feel, is the kicker)
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complete schedules as ordered by the
agencies.

The latter are necessitated by Dig-
isonics’ promise to furnish its larger
customers with exception reports in
which most discrepancies are ite-
mized. A standard monthly proof-of-
performance report would show sta-
tion, client, agency, the date, day of
the week and time the commercial
ran, its number and length, its orig-
ination (local or network), and audio
or video “inadequacies.”

When Teleproof I will become op-
erational is somewhat problematical.
Originally, the company announced
that it would be furnishing coverage
of 25 markets by July 1. Now, some
four months later, a spokesman says,
“We hope to be operating in Chicago
and Los Angeles by December 1.”

After that, “tentative plans” call
for coverage of 12 more of the top
25 markets by February 1.

Meanwhile, BAR’s Bob Morris,
who views Digisonics’ haste with the
jaundiced yet tolerant eye of one who
knows the monitoring business inside
and out, says that a demonstration
unit of his Videomatic system should
be in operation at BAR’s New York
offices by today (October 21) for all
to see.

Just one question . . .

“Our machine works beautifully,”
Morris says. “Lights light, the com-
puter computes, and it even emits
audible sounds to tell you it’s oper-
ating. It has tremendous sex appeal.

“There’s just one question — what
do we do with it? The way things
stand now, agencies couldn’t begin to
digest the tons of paperwork a
system like this would generate.”

And right there, Morris (who
firmly believes that the future, though
not the present, belongs to electranic
monitoring) puts his finger on one
of the system’s two major drawbacks,
as agencymen see them.

“Besides that,” Morris goes on
“who do you think would end up
paying for this thing?”

And there he hits on major draw-
back number two. Most admen feel
certain that the agencies would find
themselves gripping this particular
bag, although that’s not what Digi-

sonics’ game plan for Teleproof 1
says.

It says, in effect, that while adver- 3
tisers must ante up initially to get the
system ofl and running, the burden
of financial support should be shifted
over to the stations in what might be
described as a client-agency power
play.

“We believe,” says a Digisonics
man, “advertisers, both directly and
through their agencies, should de:
mand full-coverage, reliable and in-
dependent proof-of-performance af-
fidavits from media in support of
their billing. As this happens, Tele:
proof 1 will eliminate the charge to.
advertisers for this service.”

Though almost to a man, the ad-
vertising agency executives to whom
TeLevision AcEe talked feared that
clients would buck the cost of elec:
tronic monitoring along to the
agencies, they agreed unanimously
that it should be the responsibility of |
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e stations. As they see it, it’s il-
gical to expect the buyer to pay to
tove that he got what he ordered.

But shouldn’t the broadcasters
ave something to say about that?
hey do. Plenty.

Typical comments come from
oseph P. Dougherty, executive vice
tesident of Capital Cities Broad-
asting Corp., and Ken McDonald,
eneral manager of Kyw-Tv, the
Vestinghouse-owned station in Phila-
elphia.

ungherty says that his company’s
ecision on cooperating financially
Jould depend on the purposes the
vstem was intended to serve.

“If it was designed to encourage
idvertisers to use tv,” he says, “we’d
onsider sharing the cost. But if it’s
hat advertisers feel they need as-
urance that their schedules run as
indered, all 1 can say is that’s their
moblem. We already provide proof
if performance with affidavits.”

iTelevision Age, October 21, 1968

Commercials monitoring
may graduate from

its current manual
sampling status to an
electronic system with
1009, coverage —and

then again it may not

McDonald believes that all the re-
search data that’s necessary is- al-
ready available. “No one has proved
to me that we need more,” he re-
marks, “and until they do I’'m not
interested in paying for more. 1
have a lot of ways to spend my
money as it is.”

As for the actual cost, peanuts it
isn’t. Advertisers spending under
$250,000 a year on tv would pay a
flat $1,000 a year. Above $250,000
and on, in 15 base volume steps, to a
high of $90 million in tv billings, the
base rate goes to $60,000, accom-
panied by a percentage of the differ-
ence between the base volume step
and the actual dollars spent.

Thus, an advertiser who spends
327 million on tv would pay a base
rate for $20 million of $42,000, plus
a percentage of the remaining $7 mil-
lion (in this case, 0.07 per cent, or
$4.900). Total cost: $46,900. In
Teleproof’s rate structure, the per-
centages range from 04 for the
$250,000-$500,000 base volume step
($1,000 base rate), to 0.01 per cent
for the $80 million volume category
($59,000 base rate).

Digisonics has sweetened the Tele-
proof medicine, however, by promis-
ing to supply charter subscribers
with full coverage in its first 25
markets for free during the first six
months the system is in operation.

It is doubtful whether this lure
will have much effect. As stated
earlier, the thought of the blizzard of
paper that figures to be created by
any 100 per cent commercials mon-
itoring system chills the heart of
many a media and/or research di-
rector.

Says one (who, like most, is not
about to speak for attribution), “It
sounds great, but 1 keep asking my-
self, ‘Is it really necessary?’

“What will we do with all this
data when we get it? Look at the
amount of information floating
around today that’s not being used.
Before we get into something like
this, we’re going to make sure our
media department is making the best
possible use of affidavits and BAR
reports to get make-goods or re-
funds.”

I’s committee time

His agency has not been recom-
mending any electronic monitoring
system to its clients, pending the re-
port of a committee within the
agency set up to evaluate all of the
monitoring services. “I’s a com-
mittee of computer and research peo-
ple looking at things from the stand-
point of practicality,” he added.

A research/media man at another
leading agency winced at the thought
of the expense and paperwork of an
electronic monitoring system, and
said he felt that both were sure to
end up on the agency’s doorstep.

“If you believe in sampling as a

(Continued on page 57)
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ith the trend toward increased

fragmentation and more clutter
on the television networks these days,
advertisers are faced with the grow-
ing problem of standing out amid
the 1,600 daily advertising messages
boomed and belted at the consumer.

Network users have been forced
to buy scatter plans, to hedge their
bets against the failure of new and
exciting programs and, in order to
gain impact, are turning in ever
greater numbers to specials.

There is increased awareness of
the special’s ability to concentrate
the advertising message through an
optimum selling period. Of equal im-
portance is acceptance of the special
as a way of concentrating the mes-
sages from a thinned-out scatter plan
into a single tv entity with its greater
potential for merchandising and sales
promotion,

For example, in the 1967-68 sea-
son more than 300 entertainment and
news specials were presented on the
three major television mnetworks, a
greater share of network program-
ming hours than in any previous
year. By contrast, in 1965-66 there
were only 88 network specials; in
1966-67, only 103.

Innovations in the presentation of
specials included multiple segments,

aired over contiguous nights, and the
preemption of an entire evening’s
schedule, as in the case of ABC-TV’s
four-hour Africa show.

Before gazing into our crystal ball
to determine future trends in specials
and their value to advertisers, let’s
examine the types of specials we have
seen already, considering their cost
and efficiency.

The program type having the high-
est rating was animated cartoons,
with a rating of 27.6. However, op-
portunities to take advantage of these
specials were limited, with only 7
such programs available during the
seasom.

Of greater significance was the
popularity of comic personality
specials which averaged a 23.1
rating, based on 20 such programs.
Individual program ratings ranged
from 36.3 to 14.7, with 13 out of
the 20 rating a 24.5, or better. (See
table opposite for a rating analysis
of entertainment specials for the
1967-68 season.)

When looking at the performance
of specials, it is important to com-
pare special program ratings with
those for the time period being pre-
empted. Although no one will deny
the advantage of being in the time
period that normally attracts a good

See page 53 for cost-per-1,000 figures for advertisers presenting specials.

How
entertainment specials
rank by type

September, 1967—May, 1968

Avg. audience rating

Special

Pre-empted rating range

audience, examination of the (
indicates that program type, ray
than time-period rating, is 4
major factor in the rating of speciy

This is best illustrated by the s
that movies improved the time-peid
ratings by 32 per cent while seri
music did the reverse, decreasing g
rating from an average of 15.8 tg
low of 12.7, a 20 per cent decre:,

A similar situation showed upg
comparing animated cartoons wh
dramas. The former raised the tig .
period rating from 20.2 to 27.6 (s
highest average rating among si
cials types) while drama specials .
duced the time period rating fr)
16.1 to 14.9.

It must be remembered, howey,
that ratings can be sacrificed
impact, depending upon an adv
tiser’s marketing goals. In maki
the choice of a dramatic special,
advertiser may be after a particu
type of quality-audience at that tin 3
rather than sheer numbers.

Specials range widely in cost
say from $100,000 to $600,000 f |’
production, plus time charges. T
certainly tends to keep away all b
the bigger-budget advertisers.

But are specials really expensi
when all things are taken into co
sideration? Many advertisers thi
they are. However, when you co
sider the advantages of sponsor ide
tification, impact, and timeliness, tl
cost-per-1,000 is not out of line.

For example, the average spo
sored show comes in around $4.5
per-1,000 households. and scatte
plan buys are over $4.00. When tt
cost-per-1,000 for specials ($5.19
is measured against that for all spol
sored programs ($4.50), the 15 pe

o Number Special _time period High Eow cent premium paid for the specit
Animated cartoon 7 276 20.2 34.3 20.2 seems small compared with the ac
Comic personality 20 23.1 19.1 36.3 14.7 vantage of being able to schedul
Musical personality 21 22.7 174 325 124 the special in a peak selling perioc
.(Slgzzctsa;;uul}z;’rsmdeos, ) 5 997 s 0.0 oLl K?epll]g in mind that whe
Pageant/award 13 210 15.1 356 154 §peCIals are purchased co.st-per-l,O()1
Movies 6 206 156 947 117 is genfarall){ not the primary con
Children’s musical 6 204 196 26.0 heg o+ pueEminnulr may e, of J[egy f
Dramas 17 154 170 226 10.5 note that, \Vllh three exceptions, al
Adult musical 3 14.9 16.1 16.2 14.0 users of specials scored costs-per |
Serious music 3 12.7 15.8 205 8.1 1,000 of $7.11 or less: —mostly. less
Others 10 186 175 27.0 1.3 One was as low as $2.18 (see list or

' < page 53).

Average 111 20.7 18.0 36.3 8.1

Since it is a big investment, and
the chance of failure is high, it
might be well to list a few basic

Source: Nielsen tv index.
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[;ors to be considered when buy-
i1 specials. 7

y Don’t try to save money by
Ling mediocre programming. If
j are going 0 interrupt a person's
ywving pattern, you must give him
cnething special.

) Preempt the best time periods
csistent with the audience you're
ying to reach. II, for example, you
. scheduling a comedy special,
{'n it is wise to preempt a regularly
_eduled show already attracting
| same kind of viewer audience.

The

special way
to
advertise

Specials give clients
merchandising impact,
and enable them to be

heard above the ‘clutter’
of short commercials,

says a media director
By JOHN J. MESKIL

lso, the larger the audience lead-
. the greater your chance of re-
ining or improving your audience
ze.

® Make a complete study of the
impetition opposite your special.
nowledge of counter-programming
an be advantageous in preselecting
our audience.

® Promotion of the special is ex-
emely important. On-the-air pro-
10s by the network are best, but
ewspapers and TV Guide have also
roved helpful in gaining added

udience.
; For CBS, “Peanuts” specials
ngh? 19{)8-69 Season ‘,“” see as (1op) have hit big, while NBC
1y specials as the previous season, has scored heavily with “Miss
'”h_aps more. But what types of America” (center), and ABC
pecials are we likely to see in the with “Bridge on the River Kwai’
future? (right), one of the block- ¢

{Continued on page 53) buster movie specials.
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The number of products and serv-
ices new to spot tv during the second
quarter of 1968 totaled 162, accord-
ing to a tabulation by LNA-Rora-
baugh, as released by the Television
Bureau of Advertising. This com-
pares with 164 products and services
in the corresponding quarter of last
year.

Detailed comparisons of spot new-
comers by product categories be-
tween last year and this are made
difficult by a revamping in LNA-
Rorabaugh categories, to make them
comparable to reports on other media.

However, certain patterns were ap-
parent. There were declines in new-
comers in two major package goods
fields — foods and drugs/toiletries.

Here is the complete listing for
this year’s second quarter:

Second
quarter
spot
newcomers

New-to-spot products

and services remain

at last year’s level,

but certain package goods

categories decline

30

APPAREL

Apparel Fabrics &
Finishes

Burlington Industries Inc.
Galey & Lord Apparel
Men

El Paso Natural Gas Co.
Beaunit fabrics—Men

Koracorp Industries Inc.
Koratron fabric process

Footwear

Green Shoe Manufacturing
Co.
Stride Rite shoes—children

Ready-to-Wear
Fairfield-Noble Corp.
Fairfield sportswear—men
Palm Beach Co.
Austin  Hill sportswear
men & women
Siegel, Henry I. Co. Inc.
his. sportswear—men &
women

BUSINESS, FINANCIAL

Consumer Services
First Virginia Bankshares
Corp.
Ist Wisconsin charge card
Financial
Argus Research Financial
Services
Financial Services
Axe Houghton Mutual Funds
AWlutual Funds
California Computer Prod-

ucts Inc.
Investments

Du Pont, Francis & Co.
Investments
Eastman Dillion Union Se-
curities Co.
Brokers
Great  Western  Financial
Corp.
Bakersfield Savings
Industrial Fixtures
Abex Corp.
Abex Corp. general promo-
ton

Precision Valve Corp.
Precision aerosol valves

Insurance

Hartford Insurance Group
Insurance

Rural Insurance Co.’s
Rural Insurance Co.

Office Equipment

Litton Industries Inc.
Royal Typewriter

Public Utilities
American  Electric  Power
Co.

W heeling Electric Co.
Nebraska  Public  Power
System

DRUGS, TOILETRIES

Cosmetics & Beauty Aids
Arrivals Lid.

2nd Debut Cosmetics
Noxell Corp.

Country Fresh cream &

lotion
Plough Inc.

Coppertone Products
Plough Inc.

Q-T tanning lotion
Rexall Drugs

Vanta Cosmetics

Depilatories & Dcodorants
Proctor & Gamble
Pace spray deodorant

Hair Products
American Cyanamid Co.
Breck Sunbrella hair losion

Roux Labs
Roux hair coloring

Medicines & Proprietary
Remedies
American Home Products
Dristan vaporizer
Burroughs Wellcome & Co.,
US.A. Inc.
Empirin Compound tablets
Ciba
Antivy Spray-on medicine
Ciba
Nupercainal sunburn spray
Pfizer, Chas. & Co. Inc,
Tyvon Anti-Fatigue Tablets

Toilet Soaps
American Cyanamid Co.
Breck beauty soap

Purex
Sing deodorant soap
FOOD
Beer, Wine
Canadian Breweries Ltd.
Cincie beer
Cervceria Corona De Rey
nosa

Corona Beer of Matamoros
Schlitz, Jos. Brewing Co.

Primo beer
Wagner, August Breweries,
Inc. 4

Mark V diet beer
Heublein, Inc.

Heublein cocktail mix
Heublin, Inc.

Lancers wine
Distillers Corp Seagrams
Lud.

Browne-Vintners wine

Confectionary, Snacks, &
Soft Drinks
Borden Inc.
Wise onion flavored rings
Canada Dry Corp.
Canada Dry Sport Cola
Philip Morris, Inc.
Suchard imported cheese y
Squibb Beech-nut, Inc.
Cuarefree sugarless gum
(Continued on page 60)
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Opening nights on ABC on .their usual second rate news special, and an oc-
casional break from NBC when they go documentary
s they must to all networks, opening nights came to every fourth week. Add these two together., and pray
A ABC in September. In reviewing ABC product, it for top guest stars who can do lhell‘. thing without inter-
;ist be remembered that since this network runs a poor fer(?nce from the “plot,” and the vehicle could last a little

rd in the rating race, it must experiment more. while.

[he wild swings pay off for ABC, and more innovation Here Come the Brides, Wednesday, 7:30-8:30 p.m., has
s be attributed to them than to the others. Sure, they scope and action and fairly attractive people. The first

en strike out, but when they hit, they hit big. Here’s show was abominable in leaden dialogue and bad direc-
\w this season looks for the third network. tion and editing, but the promise was there. If the pro-
On Sunday, Irwin Allen has come up with Land of the ducer sticks to the great lTOl‘lhweS[ and man against
ants. 6:30-7:30 p.m. The idea is out of Jonathan Swift, nature, and builds personalities, the shows could be fine.
th modern dress. A space ship with a skimpy pay load But there’s no indication to date that this will actually
drawn to an unknown planet where the residents are happen. ' . | ul

ants who look just like humans. The struggle of the Another way, way out experiment 1s T'he Ugliest Girl in
ith people against the environment, animals, mad scien- the World, Thursday, 7:30-8 p.m. Thl§ is a farce about i
ts. enormous children, etc. will be the series. fellow who goes to England as a Twiggy model and is
In general, the idea is good, but the execution is some- accepled. as a g'fl- Whlle "f"hmg in this show is in the
nes wildly exaggerated and decidedly in conflict with least believable, it is the kind of far out, Wh?CkY show
e non-violent mood of the moment. There is gross over- thal sometimes surprises every body. The movie that in-

ting and sadism on the part of the giants. The first re- spired it was one of .lhe funniest 9f all t‘ime‘.

tion of the audience was favorable, because of the The odds.are against lee’Ugltesf erl in the World.
eakness of The Adventures of Huckleberry Finn, but Being made in England doesn’t help it either, but the time
< hard to see this show beating Lassie, Gentle Ben, and period is ripe for a runaway and this kind of show has

isney. A strong try by ABC though. often been popular with the masses. .
Tales of the Unknown, Thursday, 9:30-10:30 p.m., 1s

one more of the many ABC shows that violate the new

L et

dction may put ‘The Outcasts’ over

Another wild swing with The Ouicasts, Monday
10 p.m., brings still another experiment in integration
o television programming. This one maiches a southern
wConfederate officer with a former slave, with each
siced 1o support the other in ovder to survive.

The basic idea is implausible, and the acting and writ-
ig go way overboard. Also, the mayhem in this one
sts all the pledges. However, there is lots of action and,
hile it will never beat its competition, this show may
et through the season.

A more legitimate entry in the “cops are OK people” ‘Mod Squad” ABC could have a winner here.
chool is Mod Squad, Tuesday, 7:30-8:30 p.m. This one
eatures three attractive young people, a white boy and code. In fact, it fosters mayhem, sadism and horror.
sirl and—here we go again—a black boy, who are under- There is no other way to do this kind of show and, as
over detectives in L.A. The group is likable and almost such. it is well done in the traditional B double-feature
selievable. The direction is natural, and the violence is movie tradition. It could hold its own, but there really is
wbdued. This show has a chance, especially against Jerry no place for this trash in modern day television.

£WIS. The last major ABC entry in the new show race is

You say you haven’t had enough? The toughest one another grabber for brass rings, The Don Rickles Show,
o call and one of the freshest ideas in television is Tha’’s Friday, 9-9:30 p.m. Rickles has been the darling of the
Life. This is an attempt to bring a new musical comedy star set because of his impertinences and debunking of
show to the medium each week. The stars are Robert the great. He goes for the throat with his insults, but
Morse, who has only a fair record in show business, and makes the stars laugh with him. The problem is how to
in unknown ingenue. The music is sometimes new, some- make a tv show out of a night club act.
ll.mes familiar. The first show was moving and lively. The first show was overproduced, and Rickles over-did
I'he §econd show was more labored and heavy handed. evervthing—including the fact that he is Jewish, his
I”ml s Life depends a lot on the guest stars. Robert Morse apology and explanation, his writer and stooge, Danny
has a tendency to be too cute with the same old dopey Thomas, and the band. He may find his way, but it’s
poses that get boring after awhile. The girl is also a little more likely, after this kind of start, that he will go the
too much. Fortunately, the show has a default from CBS way of F. Lee Bailey, and about as soon.—J. B.
Telgvision Age, October 21, 1968 31

e




L o

CHEERS FOR CHAN

Up in Canada, Warner Bros.-
Seven Arts sold its Charlie Chan
Film Festival, a bundle of 21 Chan
pictures, to seven stations.

The 21 pictures, some with Warner
Oland playing Chan, others with
Sidney Toler as the inscrutable de-
tective, were selected for a Chan
festival last Spring by New York’s
Museum of Modern Art.

The Canadian markets planning to
run the Chan Festival: ¢BLT Toronto,
CBMT Montreal, cBoT Ottawa, CBXT
Edmonton, ckpr Port Arthur, cJic
Sault Ste. Marie and cjay Winnipeg.

Meanwhile, back in the United
States, Golden Press published a pa-
per-back called Quotations from
Charlie Chan, a compendium of gems
culled from the soundtracks of the
Chan movies by Harvey Chertok, vice
president for tv advertising and
publicity at Warner Bros.-Seven
Arts, and Martha Torge, Chertok’s
assistant.

Among the treasures: “Sometimes
quickest way to brain of young
sprout is by impression on other
end”; “Foolish rooster who stick
head in lawn mower end up in
stew”; “Time only wasted when
sprinkling perfume on goat farm.”

Back up in Canada, a film pro-
duced by Chertok in association with
The National Film Board of Canada
was shown in a premier broadcast
on the Canadian Broadcasting Cor-
poration’s tv network last month.
The film—called Seven Surprizes
(sic)—has won more than a score
of awards at film festivals around
the world.

In the U.S., it has been sold to
more than 100 tv stations by Warner
Bros.-Seven Arts. It’s an assemblage
of seven films made by Canada’s Na-
tional Film Board.

OLE OLA!

Earlier this month, broadcasting
executives from several Latin Amer-
ican countries met in Miami with
executives of Movierecord, the big
Spanish advertising and film-making
complex, to talk about plans for
Olavision. That’s the Spanish-lan-
guage network due to start operat-
ing toward year’s end in Latin
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nected also to the Spanish-language
markets in the United States.

On hand were Mario Sotella from
Costa Rica, Juan Ramon Plan from
Venezuela, Manuel Rabanal from
Mexico, Carlos Calvo from the Do-
minican Republic, Jesus Mondria
from Panama and Gonzalo Castille
from Honduras.

Representing Movierecord from
Madrid were Jo Linten, chairman
and president, along with Guillermo
Salamanca and Jesus Minquez, and
Jaime Ibran, executive vice president
of Movierecord in New York.

PROGRAM NOTES

In the works under the direction
of black actor and producer Ken-
neth Spalding as a co-production be-
tween Wolper Productions and Hol-
loway Productions is Take Time for
Talent, a series of variety perform-
ances by amateurs belonging to mi-
nority groups. Amateur auditions
for the show are now being held in
Los Angeles at Markham Jr. High
School and at Grant’s Music Center.

HOW TO...

Hollywood Video Center, in asso-
ciation with Fourways Productions.
is producing a series of half-hour
comedies on such subjects as How
to Behave in a Nudist Colony, How
to Play Golf, and How to Surf.

The opener, How to Play Golf, is
being taped by HVC’s mobile tape
unit at the Chevy Chase Country
Club in Glendale. Host of the series
is Eddie Carol, with Bob Warren

as narrator.

SUPERGIRLS

On the boards at Chuck Barris
Productions is Supergirls, a half-
hour series about two girls who go
into business advertising they’ll do
anything legal for money. Barris is
pitching the show at the 69 tv net-
work season.

Barris now produces The Dating
Game, The Newlywed Game and
Operations: Entertainment, all for
ABC-TV. Recently he acquired two
literary properties he plans to make
into movies: Or I'll Dress You in
Mourning, and Don’t the Moon Look
Lonesome.

America and due by April to be con-.

NON-VERBAL HEYDAY

“The way to make it in the ad
tising community is to learn the
guage,” said Sam Magdoff, pr
dent of Elektra Film Produetic
talking to a class of design stud
at New York’s Pratt Institute.

Magdoff was talking about
language of graphics. He cited
servations of semiologists Er
Fischer and Albert Mehrabian
underscore the ubiquity of “m
verbal communication,” magic, f¢
ing, and prestidigitation in f]
making techniques, including the |
sign of titles, graphics, and anin
tion.

Magdofl told the design studei
that what they were learning was
tually “magic and non-verbal co
munications.” He added that witht g
growing influence of art direeto}
and art-oriented executives in 40
agencies, the market for men traim®
in graphics is wide open. ’

OFF-MADISON MOVIES

Underground mixed with Estal}
lishment earlier this month at Ne !
York’s Tin Lizzie when the FARH
Picture Corp., a commercials-makin!
outfit, showed its display reel as pa'
of the watering place’s continuin®
series of Tuesday luncheon comme
cials unreelings. i

The “underground” note was & i#
anti-war film spliced into the reel®
a film made by Stephen Verona o}
the FAT Picture Corp. Since th
theme of the protest film could b h}

|

1
summed up as “Make love not war,
it will, in Verona’s estimate, nevel
get on the air.

CASTS OF CHARACTERS

Historical personages are all over
the tube this Fall, in commercials for
Armstrong  ceilings, Chun King!
frozen foods, Century cigarettes.

One of the Armstrong ceiling plugs
shows a ceiling decorator looking
much like Michelangelo. The Cen-
tury IDs feature notables from
Galileo to Catherine the Great, in-
cluding Charlemagne, Henry VII, &
and Genghis Khan. '

The J. Walter Thompson commer:
cials for Chun King feature Marco
Polo, Marie Antoinette, and a quasi:
historical character, Sergeant Pres:
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ot of the Yukon. At Versailles,
jje Antoinette meets a cCrisis:
jy've run out of caviar. What to
u: the hundreds of nobles attend-
o the soiree? “Let ‘m eat egg
o, roars the queen.

arco Polo brings back to Venice
i the Chinese secret of making
wa, as historians have supposed,
.an ice chest full of “the finest
yntal foods in the world,” Chun
ﬁ_g frozen entrees.

srgeant  Preston  the intrepid
\lintie rescues some snowbound
pripectors from starvation in the
si: of time with Chun King frozen
Jken chow mein. The 30-second
simercials are running in two
wie rights on ABC.-TV and in
Buanza on NBC-TV.

GING MAD

fad Magazine has long fattened
otv as fodder for broad burlesque,
a' now tv is repaying the compli-
nit. For commercials for Costa Ice
(.am, agency Spade and Archer
samissioned Jack Davis, Mad il-
lirator, to make drawings. Davis
g drawings for four 10-second
sits, drawings of King Kong, of
aice cream “slicer,” of Emil Dis-
j1za the agency’s art director, and
oa brown cow.

}'RE COME DA PRINCE

“rince  Macaroni Co. and its
iincy, Venet Advertising, took a
(2 from the Rowan & Martin
lugh-In in elaborating its Fall spot
tnpaign in New England and New
‘rk and Detroit. The agency made
series of 10 vignettes. An example:
desperado with a noose around
li neck wolfs down a plate of
‘aghetti on the scaffold. Voice-over:
{ it’s the last thing you do . . .
Prince spaghetti.” After the
nging, the sheriff comments,
here goes a prince of a guy!”

OVIES IN MOVIES

A million dollars worth of 60-sec-
i slots in primetime movies on
BC-TV have been bought by Uni-
tsal Pictures to plug movies in
eatrical release.

David A. Lipton, vice president of
niversal, said his company is con-
nced “that the highest number of
iential moviegoers can be reached
rough audiences watching older
ovies on tv, and specifically on
BCTS highly-rated Night at the
ovies, which are seen by an esti-
ated 30,000,000 viewers.”
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Benjamin Moore Paints ¢ Dreher Adv.

ELEKTRA FILM PRODUCTIONS, INC., N.Y.

A S e N

Falstaff Brewing Corp. » FC&B

N. LEE LACY/ASSOCIATES, LTD., Hollywood

Chevrolet » Campbell-Ewald

GERAI:D SCHNITZER PRODS., Hollywood

Fanta “Ski” + Marschalk Co.

WYLDE FILMS, INC., New York

Esso Imperial Oil + Cockfield, Brown Ltd.

MOVIERECORD, INC./ESTUDIOS MORO

Fidelity Capital Fund « Harold Cabot
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)

PAUL KIM & LEW GIFFORD, New York
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Excedrin “Silhcuette” « Young & Rubicam

PGL PRODUCTIONS, INC., New York

Gillette Foamy  BBDO

e - 2N
PELICAN PRODUCTIONS, INC., New York
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COMMERCIALS MAKERS

HENRY C. BATE, a vice president
and tv production supervisor at Ted
Bates & Co., joined Artemis Films,
Inc. as producer and director in
charge of commercial production.

Artemis, set up in 67 to make
industrial films, is going into the
tv. commercials field with Bate’s
Joining the company as a partner.
Before joining Bates five years ago,
Bate was with Ogilvy & Mather and
with McCann-Erickson, as a pro-
ducer.

In California, WILLIAM STERLING
joined Cascade Pictures of California
as vice president and director of
sales and marketing. Sterling, who

STERLING

started out at Young & Rubicam
directing commercials, has been a
staff director at CBS-TV and more
recently involved in commercials
production at Pacific Title, Samuel
Goldwyn Studios, and Jerry Fair-
banks Productions.

JOHN HOPSON joined Cascade Pic-
tures of California as national sales
manager for National Television
Film Distributors, a division of Cas-
cade.

In Los Angeles, WiLLIAM N. BURCH
was named vice president of Uni-
versal Commercial-Industrial Films
(division of Universal City Studios).
Burch will continue to produce and
direct MCA-TV’s closed-circuit tele-
cast of the Indianapolis 500.

In Dallas, LARY KUEHN joined
Visual Presentations as national sales
manager. For the past four years,
Kuehn was with Jamieson Film in
Dallas. Before that he was with

VALDI & HAMBIRO %2

Keitz & Herndon, and Tracey-Locke
Advertising; both in Dallas.

At Reeves Sound Studios, JOHN F.
VORISEK took over as president, suc-
ceeding Chester L. Stewart, who has

VORISEK

retired. Vorisek, who joined Reeves
25 years ago, was vice president and
general manager. He has also been
a consultant on radio and tv to New
York Governor Nelson Rockefeller.

Vorisek has also continued to op-
erate his own company, Sound Enter-
prises, editing sound for the foreign
department of Universal Pictures
and a host of network specials.

AD MAKERS

At Ted Bates & Co., JEREMY GURY
became deputy chairman of the
board in charge of creative services,
supervising creative work in Bates’
28 offices around the world as well
as in the New York headquarters.

Gury, who hitherto was senior vice
president of the agency and creative
director in New York, has delegated
a large measure of responsibility for
New York creative operations to
creative directors BARRY J. BALLISTER
and ERWIN A. LEVINE, who are also
senior vice presidents of the agency.

Gury called the change “a step
away from bigness; a step toward
closer, more productive relationships.
It recognizes that the individual
spirit and productivity of the creative
person is the most important element
in the organization.”

Gury joined Bates as copy direc-
tor in 1948, went to Benton & Bowles
as vice president and copy chief in
1953 and in ’56, returned to Bates

MUSIC BY
PROD.

FILMS * TV « RADIO * ELECTRONICS

119 WEST 57th ST., N.Y. C. (212) 765-4635
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as vice president and crealive g
visor. He has been creative dj
since °59, and a member of the k
of directors and of the ex
committee since ’62.

Ballister joined Bates as a
writer in 1959. In ’63, he beca
vice president and creative s
visor. Last year, Ballister beca)
senior  creative  supervisor,
this year a senior vice presi

Levine joined Bates as a ¢
writer in ’55, became a copy g
supervisor and a vice presiden
’56. In °57 he was promote
creative supervisor; in ‘64, to s
vice president and associate crei
director.

At J. Walter Thompson, GRrAx
TRIPP, a creative supervisor,

TRIPP

elected a senior vice president. Tr]
had been a vice president. He joi
the agency in 1953 as a tv comm
cial writer. As creative supervisor:
directs a group working on Eastm
Kodak, Pan Am, Standard Bran
\luminum Ltd., Eli Lilly, and T}
Salvation Army (a public serv
account ).

At Batten, Barton, Durstine & ( ©
born, GEORGE M. ROGERS, JR., din |
tor of business affairs and tv accou ¥
supervisor in the (v programmi |
department, was awarded a vi
presidency.

Rogers joined the agency two yea ¢
ago. Before that, he was director &
radio-tv public relations at Goodye: &
Tire & Rubber. Earlier, Rogers w.
with Erwin Wasey and with a nur 8
ber of commercials studios. Befo®
that, he was manager of partic¥
pating programs at NBC.TV.

In Chicago, ALVIN F. PIERCE joine §
Needham, Harper & Steers as an a |
director. Pierce had been an a
director and tv producer at Erwir®
Wasey in Los Angeles, and wit}
Gardner Advertising and Tatham ¥
Laird & Kudner in Chicago.
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' HOW DOES A HOT STATION
| GET HOTTER?

KOOL-TV DID IT BY ADDING COLOR FILM.

“The idea is to be way out in
ront in every way possible,” says
ack Murphy, the Phoenix station’s
/ice President and Director of News
ind Special Events. *'So we added
(odak Ektachrome color film and the
{odak ME-4 Process for local news,
locumentaries, and commercials. Our
‘atings went up. Our advertiser
nterest went up. Our advertising
evenue went up.”
| The station’s Director of Promotion
and Publicity, Marge Injasoulian,
enlarges on that. "Color film has
3iven us a new realistic dimension for
‘ews and investigative documentaries.
When a man took LSD and allowed

us to film his trip for our documentary
‘LSD—Madness or Miracle?’, only
color could dramatically record the
images he drew. We got a 47%
share of audience with that one
against popular network evening
shows.”

Murphy tells about other color
advantages. “We had been doing
color spots for local advertisers in the
studio with color cameras. Color film
meant we could shoot ‘on location’
at the advertiser’s place of business
for more impact and immediacy. It
definitely increased advertising
income. The use of color film in news
moved us to a strong, dominant

EASTMAN KODAK COMPANY

position in news audience. We are

regular color contributors to the

CBS Network News with coverage of

the Southwest. We shoot color film

exclusively —no black-and-white at

all. Kodak experts spent two days

helping us set up the Kodak ME-4

Process, and it's gone smoothly

since. In fact, we're even reducing the

costs of processing by using Kodak |

silver recovery equipment.”
Everyone in TV will

go full color sooner or

later. Better contact

Kodak soon—the

sooner the

better.

ATLANTA: 5315 Peachiree Industrial ‘Bivd., Chamblee, 30005, 404—GL 7-5211; CHICAGO: 1901 West 22nd St., Oak Brook, 60523,
312—654-0200; DALLAS: 6300 Cedar Springs Rd., 75235, 214—FL 1-3221; HOLLYWOOD: 6706 Santa Monica Blvd,, 90038,
213—464-6131; NEW YORK: 200 Park Ave., 10017,212—MU 7-7080; SAN FRANCISCO: 3250 Van Ness Ave.,, 94119, 415—-776-6055




In New York, Gumbinner-North
awarded a vice presidency to ROBERT
STOLLER. Stoller joined the agency
as an art director two years ago,
earlier was with Warwick & Legler
and with Grey Advertising.

ESTELLE JACOBS joined Doremus &
Co. as a tv and radio producer. She
had been with Wells, Rich, Greene
and before that worked in program
supervision and production at Leo
Burnett. Earlier, Miss Jacobs was a
tv production assistant at an ad
agency in London, Allardyce Palmer,
Lud.

In Los Angeles, KEITH HARRIER
and JOEL SQUIER joined Carson
Roberts, Harrier as production ad-
ministrator in the broadcast produc-
tion department, and Squier as a tv
producer.

Harrier was with Murakami Wolf
as production manager and executive
producer, and before that was an
executive producer at MPO Video-
tronics. Earlier, Harrier was a pro-
ducer at Young & Rubicam.

Squier was a producer at Foote,
Cone & Belding, and before that .was
with  Dancer-Fitzgerald-Sample.

Also joining Carson/Roberts were
art directors MICHAEL DUVALL and
PAUL B. BRUHWILER.

Duvall was with Marsteller, and
earlier with Advertising Associates
and Dunlap & Associates in Santa
Barbara. Bruhwiler was with Charles
Eames, and earlier with Saul Bass
as head designer. Before that, he
worked in France for Conde Nast
Publications, and Dorland, and Grey.

In the New York office of Gardner
Advertising, vice presidencies were
awarded to executive art director
MICHAEL BLATT and copy chief
STUART HYATT.

MARCEAU SOLO

Signed up to be the only “live”
performer amid a flock of cartoon
characters is pantomimist Marcel
Marceau, contracted by 20th Cen-
tury Fox Tv to appear, in his char-
acter of “Bip,” in a series of half-
hour specials.

Filmation Associates, which also
works on 20th Fox-TV’s Fantastic
Voyage and Journey to the Center
of the Earth series, is doing the ani-
mation for the Marceau series.
which is destined for first-run syndi-
cation. For 20th Fox Tv and NBC-
TV, Filmation is preparing “King
Arthur and the Knights of the Round
Table.

36

LEND-LEASE

NBC International has appointed
Jerry Madden as its color tv special-
ist for Europe, with the title of
director, color planning and opera-
tions. Madden will be available to
European broadcasting systems as

MADDEN

color consultant. Currently he is
working in Vienna helping Oster-
reiches Rundfunk plan its new
Kuniglberg color tv center.

Madden joined NBC 18 years ago
as a unit manager, later worked as
an associate producer on West Coast
shows, then in 63 became director
of special news projects.

In ’65, Madden bhecame general
manager of NBC Sports, handling
operations and finance for the com-
pany’s tv and radio network sports
departments.

ZOOMING IN ON PEOPLE

At Four Star Entertainment Corp.,
RICHARD COLBERT was promoled to

vice president and general sales
COLBERT

manager, headquartering in San

Francisco.

Colbert joined Four Star six years
ago as western division manager
then became vice president, western
sales. Earlier, Colbert was with

Screen Gems as midwest sales chic
and for 18 years before that was
branch manager with Universal Pj
tures in Seattle and Portland.
DONALD H. MCGANNON, preside
and chairman of Group W, was a
pointed industry chairman of N |
tional Bible Week (Oct. 20-27). M
Gannon, a prominent Catholic la
man, is a member of the Commity
on Communications of the Unit
States Catholic Conference, and
consultor to the Pontifical Commi *
sion for Communications Media.

g B s

RICHARD ROTH joined Paramow i

Television as assistant to Douglas ¢ it
Cramer, executive vice president i
charge of production. Roth was a @
assistant producer at Columbia Pi
tures.

JAMIE G. JAMESON joined M
Bailev Productions as casting direx
tor for the Sandv Baron serie
Jameson has worked with Talent As
sociates (Supermarket Sweep), Th
Alan Burke Show, The Les Cran
Show, and others.

Onto the national awards com
mittee of the National Academy o
Tv Arts and Sciences went ROYAL E
BLAKEMAN, tv attorney; FRED FREED |
NBC News producer; ALVIN PERL
MUTTER, NET Journal producer ant
head of Spectrum Associates, and a4
an alternate member from the New
York chapter, ROY DANISH, directo
of the Television Information Office

From the Hollywood chapter, com
mittee members are director SERGE
KRIZMAN, scenarist STIRLING SILLE
PHANT, and as alternate CHARLES |
FRIES, vice president of Screen Gems,
Inc.

Other members of the committee
are JACK FEAREY, program man-
ager of KING-TV Seattle; WILLIAM J.
MCCARTER, vice president and general
manager of WETA-Tv Washington;
RICHARD REINAUER, associate pro-
ducer of Wild Kingdom, and as al
ternale EDWARD L. MORRIS, pro-
gramming director of wrTw Chi-
cago.

In Sao Paulo, Brazil, ELIE WAHBA
joined 20th Century-Fox Tv Inter-
national as sales manager for Brazil.
Wahba had been with United Artists
Tv for four years as manager for
Brazil and Peru. Earlier, he was
sales manager for Productos Cine-
matographicos Herbert Richers,
Ltda., representing MCA-TV.

Born in Cairo and educated in
France and Brazil, Wahba speaks
six languages fluently. He is 20th-

-
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p: Tv's first representative  in
B zil.

he new office has been set up, ac-
.ding to Alan Silverbach, vice
sident in charge of syndicated
518, “in response o the need to
.vice the special marketing require-
pats of the territory.”

n London, Leslie Linder joined
Artin Ransohoff’s Filmways com-
¢ as managing director of Film-
wys, Ltd. Linder had been with
(aeral Artists Corp. in London.

1E DOTTED LINE

iven before the new season
srited on the U.S. networks last
pnth, 20th Century-Fox Tv
cilked up heavy sales abroad for
t> of the new series: Land of the
Gnts, and Julia. Land of the Giants
wat to 22 countries, Julia to 16.
Taking Land of the Giants are
/gentina, Colombia, Great Britain,
(braltar, Mexico, The Philippines,
lailand, Singapore, Japan, Canada,
Ynezuela, Peru, Ecuador and eight
aer Latin American countries.
Taking Julia are Holland, Mexico,
‘pan, The Philippines, Thailand,
(nada, Argentina, Colombia, Uru-
;ay, Venezuela, Ecuador and five
ner Latin American countries.
MCA-TV reported a flurry of
des. Alfred Hitchcock Presents went
| WAVE-TV Louisville, KENs-TV San
itonio, (both taking the series in
¢ 60-minute format), and, in the
lf-hour length, to KTTS-TV Spring-
1d, wrsc-Tv Altoona, wrvc Chat-
nooga and woc-Tv Davenport.
Tales of Wells Fargo went to
3LL-TV Helena, KGsc-Tv San Jose,
XEX-Tv  Richmond /Petersburg,
g0L-TvV Kearney, wcTv Tallahassee,
aannel 20 in San Francisco; WDBJ-
I Roanoke and woc-tv Davenport.
In other action, The Munsters went
KSBW-Tv Salinas, KSL-Tv Salt Lake
ity, KHTV Houston, KsHO-TV Las
egas, WSBK-TV Boston, WBAY-TV
reen Bay, wHNB-TV Hartford, KOAT-
b Albuquerque, wALB-Tv Albany
1d wrLD-Tv Chicago.

Mr. Ed went to wsB-Tv Atlanta,
SPA-TV Spartanburg, WIMA-TV Lima,
ad wyvNY-TV Burlington.

MCA-TV chalked up 12 more sales
o Suspense Theatre and 11 for
agon Train. Taking Suspense
heatre were wyTv Youngstown,
'WTv Cadillac, KNOE-TVv Monroe,
‘FBM-TV Indianapolis, KVAL-TV Eu-
ene, WHBQ-TV Memphis, WTEV New

iedford/Providence, WKEF-Tv Day- :
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Reynolds Aluminum Co. « Clinton E. Frank
IR ',"" =3

Pl

JEFFERSON PRODUCTIONS, Charlotte

ROSE-MAGWOOD PRODS. OF CALIFORNIA

Southern California Edison « Grey Advertising

Bar.
PANTOMIME PICTURES, Holiywood

Homelite Chainsaws * Soderberg & Cleveland

2 ¥ ”“
KING SCREEN PRODUCTIONS, Seattle

Southern Union Gas » Tracy-Locke

- ™ e et -

JAMIESON FILM COMPANY, Dallas

Quaker Oats Company « Compton Adv.

1Y @ wacaawcand sam

WGN CONTINENTAL PRODUCTIONS, Chicago

Standard 0il Company ¢ D'Arcy

FRED A. NILES—Chicago, Hollywood, N.Y.
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Sunbeam Corp. « Perrin & Associates

SARRA, INC.

Uniroyal “Keds” « Doyle Dane Bernbach

PAUL KIM & LEW GIFFORD, New York

United Crusade « Grey Adv.

| -.-—" Tk
SANDLER FILMS, INC., Hollywood

Volkswagen of America, Inc. « DDB

L -

VIDEOTAPE CENTER, New York
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ton, WALB-TV Albany, kKFYR-Tv Bis-
marck, WSUN-Tv St. Petersburg and
the new UHF in Ft. Myers.

Taking Wagon Train were KRpo-
TV  Colorado  Springs, wcsc-Tv
Charleston, wMAz-Tv Macon, KzAz-
TV Nogales-Tucson, WITN-TV Wash-
ington, WHBQ-TV Memphis, wis-Tv
Columbia, KMED-Tv Medford, KEYT
Santa Barbara, wcrtu-tv Charlotte
and XETV San Diego.

At the crest of a wave of off-net-
work sales, NBC Films scored 10
more sales of I Spy, to KJEO Fresno,
KOA-TV Denver, Ko0AA-Tv Pueblo,
WcCIX-Tv Miami, WEAT-TV West Palm
Beach, koLo-Tv Reno, KTvM Med-
ford, KkELP-rv El Paso, KTRK-TV
Houston and wBAY-Tv Green Bay.

Divorce Court went to seven sta-
tions: WHNB-TV New Britain, WEAT-
TV West Palm Beach, wLBz-TV
Bangor, wcys-tv Bristol, wsLs-Tv
Roanoke, kvos-Tv Bellingham and
KTNT-Tv Tacoma.

Laredo went to wsFA-Tv Mont-
gomery, KOA-Tv Denver, WEAT-TV
West Palm Beach, kYTv Springfield,
KORK-TV Las Vegas and kswo-Tv
Lawton.

Continuing the wave, T.H.E. Cat
went to WwsJs-Tv  Winston-Salem.
WKEF Dayton, and wLva-Tv Lynch-
burg; The Real McCoys went to
KRON-TV San Francisco, wpTvy West
Palm Beach, wway Wilmington and
WNOK-TV Columbia.

In the trough of the wave, Laramie
went to WMAZ-Tv Macon and wsJs-
TV Winston-Salem; Forest Rangers
to wrvy Miami, Kimba to WEAT-TV
West Palm Beach, a pile of NBC
documentaries to wrvc Chattanooga,
The Richard Boone Show to wosu-
TV Columbus, Victory at Sea to
WTHS-TV. Miami, KXLY-Tv Spokane
and WHRO-TV Norfolk, and Profiles
in Courage to wosu-Tv Columbus
WHRO-TV  Norfolk and Kyve-Tv
Yakima.

Arena Productions The Strange
Report, now in production in Britain,
has been sold in five markets
abroad: Japan, Hong Kong, The
Philippines, Australia and New Zea-
land. The series is slated to go on
Britain’s ITV stations next Fall.

Arena is making the series in as-
sociation with NBC-TV and Associ-
ated Television, Ltd. Norman F elton,
president of Arena, said the series
is being considered by NBC-TV ex-
ecutives as a possible mid-season
replacement.

From Cleveland, Broadecas
Television System, Ine. repo
clearing a lineup of 30 markets
BTS’ new country & western serj
Rebtown USA.

The markets: Charlotte, New (
leans, Lafayette, Erie, Philadelph
Palm Beach, Tucson, Dallas, Daytc
Bangor, Fresno, Chicago, Charl
ton, Montgomery, Sioux City, L
Vegas, Jacksonville, Washingto
Minneapolis, Boston, Durham, Se:]
tle, Youngstown, Cincinnati, $
Francisco, Houston, Baltimer
Phoenix, and Wauson. |

BTS also reported four new ma
kets for its Upbeat series.

North American Television A/
sociates chalked up 10 more sales (
its package of seven King Famil
holiday specials, for a total tally |}l
date of some 70 markets.

TOUGH HAUL

The Toyota Corolla may be n'
Detroit dinosaur, but it was quite |
strain to get it to fly. For a con |

4
:
’

mercial for Toyota and its agency,&
Clinton E. Frank in Los Angeles,
the production crew of Wakeford-
Orloff sweated in the Mojave Desert
in 115-degree heat to get the car
to glide through the air down to &
landing on the desert floor where &
a super-sophisticated couple would =
nonchalantly hop into it and tool
away.

It took two helicopters to do the
job, one of them a big chopper
from which the Toyota dangled 4,500 =
feet above the desert, the other a
smaller one for cameraman Kent |
Wakeford. ‘

-
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IUST READING
OR EVERYONE IN THE

JROADCAST

INDUSTRY

BROADCAST MANAGEMENT

by Ward L. Quaal
and Leo A. Martin

A comprehensive exploration of all the management
functions of American television and radio.

Analyzes problems of audience, programming,
engineering, sales, profits, personnel, regulation.

$5.60 (paper)

EST :

THER BOOKS OF INTE

'l Color Television

jlited by H. W. Coleman

\thorough examination of the com-
inents that make colorcasting a vital

immunications force.
$8.95

"2 The Technique of Television
“'oduction
evised Edition)
| G. Millerson
wised and updated, this encyclo-
‘dic textbook consolidates its position
the standard in the field.

$7.20 (paper) $13.50 (cloth)

3 Audio Control Handbook for
adio and TV Broadcasting
ntains complete step-by-step direc-
ms and full explanations of every
ase of audio control.

$7.95

4 The Television Copywriter
¢ Charles Anthony Wainwright

thorough and practical examination
the creative process from idea to

vished film.
$8.95

5 Writing For Television and
adio

f Robert L. Hilliard

realistic, practical book on the craft

¥ writing for radio and television.
$6.95

$8.95 (cloth)

T-6 Television Station
Management
edited by Yale Roe

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

$3.95 (paper) $6.95 (cloth)

T-7 Documentary In American
Television
by A. William Bleum

“Easily the definitive book on the
television documentary, this work’s
value will not be diminished by the
passing years.” Lawrence Laurent in
the Washington Post.

$8.95
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