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~ the President!

Henry Fonda stars

in the provocative and
controversial adaptation of
the best-selling novel by
Eugene Burdick

and Harvey Wheeler,

"Fail Safe.”

One of the great Post-60's,
Volume II,
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in a three-station market, KFDM-TV CONSISTENTLY delivers the most (use the rai
" service of your choice). You get the highest passible television buying efficiency in
prosperous, growing Texas Gulf Coast market. The reason is simple. KFDM-TV
undisputed leadership in experience, programming facilities and local production. W
planning your media buys, you'll receive the Media(:Buyer's Hero Award for bu.‘f
efficiency if you begin with KFDM-TV, Channel 6. &« PETERS, GRIFFIN, WOODW{

CHANNEL 6 BEAUMONT, PORT ARTHUR, ORANGE, TEXAS ¢
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the mos:
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Canqes are that color newsfilm was developed
frm negative in the last half-hour at one of
NC’s five Owned Television Stations.

ELch of these stations now has facilities to con-
Vit negative into color film,available for broad-
Citing, in only  thirty minutes.

Tviewers who expect even fast-breaking lg

€unts to be in color, these facilities rep-
Tent a significant viewing dividend.

T ..
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developed in" .
thelast
half-hour?

OWNED

Ours is the only station group thus equipped,
and it adds yet another dimension to the news
and color leadership established by the NBC
Owned Stations in their communities.

For viewers and for advertisers alike, a devel-
opment well worth looking into.

WNBC-TV New Yor-l-<7 ;RC;TV—WaShi;Ig—ton
WKYC-TV Cleveland / wmAQ-Tv Chicago
KNBC Los Angeles,
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1967 WORLD RADIO
TV HANDBOOK

The indispensable and complete
guide for identifying broadcast sta-
tions in every country of the world.
A complete listing of all short wave
stations, foreign broadcasts, long
and medium wave stations, tv sta-
tions and personnel. The World
Radio TV Handbook is the only
guide of its kind, used by broad-
casters, tv stations, technicians,
amateurs, shortwave hobbyists,
diplomatic corps and advertising
agencies throughout the world.

For information, write

World Radio TV Handbook

1270 Avenue of the Americas

New York, N. Y. 10020
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TELEVISION

Channel 2
BOISE

Affiliated with Bonneville

Represented by

_ ‘;’ QETERS,@RHFJFJIN,@O@DWVARD, INC.

International sta-
tions, KSL.TV Salt Lake City, KIRO-TV Se-
attle, WRUL, New York, KID-TV Idaho Falls.

Buy KBOI-TV
Se// IDAHO!

KBOI-TV Boise serves a

metropolitan center of more

than 350,000 people, some

of the nation’s richest
farmland, the state’s
capital and key
distribution center.
Boise’s influence
extends to

every part of

Idaho.

5 %

CBS







) you see what we see?

Qour readers get the message every issue: television time is money. o
_ée‘nized this vital fact of television life from the day we began publishing ten years ago.
reylt?

£’ need to make the buy and sell deeisions. =
3 ild 1t everywhere in television . . . from trend-measuring Business Barometer to trend-%: :
"&'elescope . . . from our Wall Street Report to our Spot Report.

kind of editorial climate that makes your advertising all the more meaningful, because l;t. =
lsm Age always means business,

0 Age meets the needs of the people who spend over $1,000,000,000 in television annually; Swd

hEmrsn B

e

#hisand executives who regularly reach for Television Age to get the buy and sell informa- Television Age




Facts in focus...

the NSI
BLUE BOOK

yorume Y o1 3
(resy

LUE BOOK EDITION
Avarage Weskly

Tetaviston Aurlence Cetlmates

Nielsen Statien \ndex

s ® Ill‘\‘!l comPNY

Published 6 times a year to
give you a single, consolidated
reference source containing

all NSI Market Reports.

For complete details
call, wire or write

Nielsen Station Index

NSI EXECUTIVE AND EASTERN
SALES/SERVICE OFFICE

NEW YORK (10019)
1290 Avenue of the Americas . 956-2500

NSI SALES/SERVICE OFFICES
CHICAGO (60601)

360 N. Michigan Ave. . 372-3810
HOLLYWOOD (90028)
1680 N.Vine St. - HOllywodd 6-4391

SAN FRANCISCO (94104)
68 Post St. - Ylikon 6-6437

a service of
A.C.Nielsen Company
CHICAGO (60645)

2101 Howard Street » 465-4400

!

Letter from the Publisher

Problem for the Industry

There are many problems involving the independent 30-seconi &
announcement (see page 17) that remain to be resolved.

The spot business is in a ferment at this point. What evolves wil §
certainly have a direct effect not only on total revenue, but on th
relationship between the individual stations and the networks.

The workhorse of spot business and the major revenue produce;
over the years has been the prime time 20-second announcement. A}
piggybacks were used more and more in network participations: |

-

and as many national advertisers expressed a preference for islani\§
positions rather than station breaks, the 20’s have become difficult i} }*
sell. The inevitable move therefore was to seek a pricing formulsf#
whereby 30-second announcements could be used in spot. In addition
their use would give the advertiser the flexibility of using position:}
with desired demographic audiences.

B

™

Although 30-second announcements have been discussed and pro
posed over the years, this time segment has been pushed aggressively: !
in the last few weeks by both reps and stations, in order to generate’ |
more activity in spot. Spot business has been relatively soft in tht
past few months, and it now appears as if the first quarter will bt
only about the same or perhaps slightly above last year. The big
question that faces station management is whether a revised pricing
system will give the station more, as much as, or even less total
revenue than it had with the old rates.

Avoid a Depression

There has been no uniformity with the pricing of 30-second an
nouncements and this has led to a temporary state of confusion:
Television over the past several years has had a relatively stabless
price structure. It is hoped that the revision of the 30-second rate]
will not trigger a broad scale rate revision that will depress the
entire industry.

Fringe minutes continue to move well. The problem remains the
station-break time. The inevitable suggestion, of course, is that the
networks expand the station break to a full 60-seconds. The alterna =
tive to this, presently under serious consideration, is the allocatios &
of additional minutes in network participating shows to the affiliates. =&
What is abundently clear is that the revision of the 30-second rate
is certainly not going to solve the problems of the prime time station: n..;w
breaks. Maybe some old-fashioned selling is needed. Above all, the
stations that hit the panic button will find that it will take a few
years to get back to the position they were at before they started to
revise all spot rates. What is needed is an intelligent, realistic ap* i
proach that will turn the barren areas into revenue producers.

Cordially,

j.%«h

6
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Letters

to the
Editor

jen's or Viewers

{ir Dec. 19, 1966 issue carried
. gicle, Tv’s Bird in the Hand,
hic led to some uncertainty as to
hetr the cost-per-thousand fig-
tes *ferred to homes or to viewers.
sens there are numerous varying
sinns. Would you please clarify
iis atter?
\lw me to suggest that it might
o vrth considering the merit of
recring to this effect in future
tbutions.
LESLIE J. SPISAK
Media Buyer
ang, Fisher & Stashower, Inc.
Cleveland, Ohio

be pm figures were for households,
s we the Nielsen Average Audience
otai provided for each program. Ed.

e’ in a Year

Y1 have renewed my faith in the
tind medium. The Face of a Film
thic (Jan. 20, 1967) captured the
twessence of our experience.

Whout doubt, it is the best review
{ L project that anyone has docu-
send, and that includes what we

Ursves have written during the
asl-ear,

-—
- — e —
———— e ——— v S —

PRMPT SER

| VICE WHEN YOU WRITE US ABOUT YOUR SUBSCRIPTION.

|
fMI to: TELEVISION AGE

(Incidentally, our film, Face of a
Genius, has just been nominated for
an Academy Award.)

ALFRED R. KELMAN
Public Affairs Director
WBZ-TV

Boston, Mass.

Color Brightens Schedule

Your article, ‘Color’s in Fashion,
But . . . in the January 30 issue
was perfectly timed as it arrived on
the day we were showing a Rockford
client his 30-minute color film pro-
gram which we produced for him at
his January “June Bride” Style Show.

The sponsor—Carson, Pirie, Scott
Department Store—is increasing his
purchase of television time and, in
particular, with our station. He is
using color in all the commercials—
film, live and slides

The manager of the store, John
Schurmeier, was delighted to receive
a copy of the article from us.

EARL W. HICKERSON
Vice President and General Manager
Rock River Television Corp.

Rockford, 1.
Ooops, Wrong Wife

In a recent issue (Jan. 30, 1966)
you published a picture of film di-
rector Bill Claxton and “his lovely
wife” Peggy Moffat. The article ap-
peared in your Film/Tape Report
section. I don’t know if . . . the
Claxtons have contacted you, but
that was not Mrs. Claxton but Ellen
Harth, another of Rudi Gernreich’s
mannequins.

(M1Ss) VANNA NIGRO
New York, N.Y.

 SUBSCRIPTION SERVICE

l
PLASE INCLUDE A TELEVISION AGE ADDRESS LABEL TO INSURE

|§2 hlation Department DA

B Qvenue of the Americas

| ork, New York 10020 ADDRESS

i fv(il‘:yglscmm«: mail this form

{!'Your payment and indicate  CTTY STATE ZIP CODE

New subscription or ( )
T¢Iy present subscription.

Sl

Ruliription Rates in the United

r $7 Ss 2and Canada; 1 year

Lt tesytfbg.rs i$10.00. Subscr@p-

| o r all other countries
€ On request.
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TYPE OF BUSINESS

CHANGE OF ADDRESS. If you'’re moving, |
please let us know four weeks before changing
your address. Place magazine address label here, |
print new address above. )

Florida Fanmail

. . . fine Florida story (Come on
Down—to Film, Feb. 14, 1966)

SAM C. GALE

Vice President, Sales

Capital Film Laboratories

W ashington, D. C.

. want to thank you sincerely
for the tremendous coverage you
have given the motion picture indus-
try in South Florida . . .

The future of the motion picture
industry in Florida will owe to gen-
tlemen like you an undying debt of
gratitude for your many editorial
services.

DAVID L. BRADY
President

Studio Cuty, Inc.
North Miami, Fla.

Research Flimflam?

Needless to say, both Rod Erick-
son and I were delighted with your
review of our current book, Market-
ing” Research: A Management Qver-
view.

As you clearly pointed out, this
book does seek to take some of the
mysteries out of marketing research
for the management executive who
must make ultimate decisions about
use of this decision-making tool.
However, the book cannot and does
not pretend to take some of the flim-
flam out of research.

Unfortunately,
management and researchers at times
become so enchanted with the tech-
niques used that they lose sight of a
very fundamental concept. We be-
lieve it is important to remember
that marketing research is neither a
pure nor a hard science and that the
success of its findings ultimately
rests on the marketing intuition
which must determine (1) what
questions to ask; and (2) of whom
should they be asked.

There continues to be a great deal
of room for fresh thinking and crea-
tive approaches to the development
of the basic concept that requires
research. Our book attempted to
point this fact out and to provide
some of the basic answers.

EVELYN KONRAD
New York, N. Y.

both  marketing

9




New series of TV specials

Real stories of real people around the world filmed on the spot by United Nations Television teas. n

U.S. BROADCASTERS' COMMITTEE FOR THE UNITED NATIONS Thomas B. Shull, Chiarman [
Raymond B. Welpott, Executive V.P.,, NBC, Vice-Chairman (J William Kaland, National Program Manager,
Westinghouse Broadcasting, Chairman, Program Committee.

EXECUTIVE COMMITTEE: Roger W. Clip, V.P., Radio & TV Division, Triangle Publications [J John T. Murphy’
President, Avco Broadcasting O F. S. Gilbert, Genl. Manager, Time-Life Broadcasters (] Harold Grams, Manager,
KSD-TV, St. Louis Post Dispatch [0 Jack Harris, V.P., KPRC-TV, Houston Post [J Stanton P. Kettler, President,
Storer Broadcasting O C. Howard Lane, V.P., KOIN-TV, Portland, Ore. (J Clair McCullough, President, Steinman
Stations (J Donald McGannon, President, Westinghouse Broadcasting (1 C. Wrede Petersmeyer, President,
Corinthian Broadcasting Corporation [(J A. Louis Read, V.P., WDSU-TV, New Orleans (J James Schiavone,
General Manager, WWJ-TV, Detroit News O J. S. Sinclaii, President, WJAR-TV, Providence, R.I. (J P. A. Sugg,
hon. member {J Ben West ,V.P., KOCO-TV, Oklahoma City, Okla. {J Frederick A. Kugel, Founder.

10

" L ong
TV stations can secure the Intqrnanon;lm !rr
series, retain prints for repeat showings an rea%_gﬂ
for official correspondent accreditation at Urees

quarters on inquiry to:

Mr. Tom Shull, Chairman

U.S. Broadcasters’ Committee

for the United Nations 1
230 Park Avenue, New York, N.Y. 10017

or 2| [
Mr. Michael Hayward, Chief UN Televis! e;‘l
Room 837, United Nations, New York 2!

96l
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WHAT’S AHEAD BEHIND THE SCENES

laon Revenue Hits Records, But—
W5 Business Barometer data now in for all of 1966,
¢ idustry’s stations are figured to have sold $823.1
{lln worth of national/regional spot time—an increase
 per cent from 1965’s FCC-reported total of $764.5
lin. Local sales volume reached $382.0 million, an
cnse of 14.8 per cent from ’65’s $324.0 million. Com-
sntion moved up slightly, from $230.3 million to
D42 million, for an increase of 4.7 per cent. The in-
feze in spot dollars, as noted in Business Barometer
a: 13), was less than the amount gained in 1965
t"e 1964, and the percentage increase similarly was
l¢ that of ’65. The 66 gains on the local front were
ssthe reverse—more dollars and a greater percentage
aiin 1965. At this time, the outlook is for a continua-
onrf this trend throughout 1967: a “soft” spot picture,
ar even more so by an imminent network acceptance
dependent 30-second spots, and a greater emphasis
ical sales by the stations to take up some of the
illgs slack.

folavings for Commercial Producers

ency production people have watched with interest
he florts of Mayor Lindsay to get the New York film

s to furnish concessions to feature filmmakers. But
hevord is that any concessions — which would come
ibet by having the New York crews work the same
tor; and al the same pay scales as their Hollywood
‘otlerparts—won’t be granted in commercials-making.
fater, they’ll be stipulated in special agreements between
fiearious unions and any Hollywood feature producers
wh agree to make their entire pictures in New York.
Belad the move, of course, is the city’s desire to attract
mo: feature-making; commercial business, on the other
ha, is at high levels.

Cdir Developments from Japan
ppon Columbia Co., Ltd., reportedly has developed
thesorld’s first single-tube color camera. It’s an advance-
me: of a previous development, the Columbia Monocolor
Syl:m, which used black-and-white film and a “striped
filt ’. emulsion to produce color. The word is that the
nelive camera is highly mobile and would be of great
US!En covering news. As yet, no camera is in practical
;IP.lca.lion, with engineers working on improvements. At
p;:h:;jlq.’ researchers h'fwe come up with two com-
- iniques of producing the effect of animation.
tinsi'zex}l:l‘.os;:;: :oxill‘etslpor;dent, cafn sztve manp?wer anfi
- A mOVinGD a. .1e rarr.les or intermediate posi-

g part in a cartoon.

Ne¢ Field for GF

prre Kool-Aid division of General Foods has a new
u : . :
Ct out which might help weight-watchers pretend

Tevision Age, February 27, 1967

Tele-scope

they’re not. Called Crystal Sweet, the product is billed as
a granulated sugar-replacement that looks and tastes
like sugar, with only one-sixth the calories. An intro-
ductory drive using minute commercials is now in Hous-
ton and Grand Rapids for a spring season trial run. GF
earlier tested Coffee Sweet, a liquid sweetener, but with-
drew it. The latest entry will likely be a potent challenge
to liquid and tablet sweeteners now on the market, the
company says. Steve Eisenberg is the media contact at
Grey Advertising Agency, Inc., New York.

Account Conflicts Defined

A workable definition of an “account conflict,” accept-
able to everybody, has heretofore eluded the advertising
industry. Now the American Association of Advertising
Agencies has attempted to capture the delicate subject in
a cage of words. The 4A’s will release to its members a
four-page “Reconsidered Guidelines on Agency Account
Conflicts” on February 27. The report is based on a
survey conducted over a year’s time.

New Ones for the Kiddies

West Coast consumers are getting a taste of two new
snack items just out this week. YoHo’s and Ding-Dongs,
chocolate-covered-cake products from Continental Bak-
ing’s Hostess Cake division, are being pushed via spot
tv and print advertising in Los Angeles and the San
Francisco Bay area for a 17-week introductory run.
Minute commercials in day and fringe spots tell kids and
women: “It’s a cake! It’s a candy! Two taste treats in
one!” The company plans expansion to other markets
soon. Ted Bates & Co., Inc., New York, is the agency.

Testing Troubles for Maxim

Insiders may have been wondering why General Foods
Corp. is taking so long to enter national markets with
its freeze-dried coffee product, Maxim. The answer: the
company had trouble in initial test markets. Testing
began in 1964 on spot tv in Albany, N.Y., and Burling-
ton, Vt, but Vermont vacationers were carrying the
product out of the test areas and interfering with a true
reading of ad success. To get a more accurate picture,
the company began testing on an expanded scale early
in 1966 in Indianapolis, Ft. Wayne, Buffalo, Rochester,
Erie, Syracuse, Binghamton, Utica, Watertown, Phoenix,
Tucson and Yuma. Daytime minutes, 30’s and 20’s have
been used with considerable success, the company says.
But recently Maxim entered the Cleveland area (includ-
ing Canton, Akron and Youngstown) three to four days
after a competitor, Taster’s Choice, a Nestlé product,
began testing there. Two similar products testing at one
time almost certainly is bound to mean more trouble.
Ogilvy & Mather is the agency for Maxim. Leo Burnett
has the Nestlé product.

11




Every word and every note in/

every minute of broadcasting

o

on every Storer station
. Quality control is
Storer Standards.

Taping the total daily output of every Storer station and checkin;
it for quality at Storer headquarters is just one of the many way
Storer carries out its communications responsibility. The exactinj
standards adhered to by all Storer stations mean more worthwhil
. . listening for the public and more successful selling for advertisers

| - | . » } !

o ) o ‘ ] |
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Business barometer

»nal/regional spot business in December of last year ran 4.6 per cent ahead of

1 stimated dollars, stations took in $62.3 million

the same month in 1965, according to the Business Barometer sampling of
stations around the country. And although that

inerease was considerably better than the NATIONAL SPOT
2.5-per-cent gain scored in December '65 over
'64, it was nothing to crow about—and, in l
fact, was the second lowest month-to-month

inerease of the year.

millions of dollars - |

862.3

$59.6

is

o

orthe year, Business Barometer indicates that the ) m

drttedly, the business community at the end of the

Ve
=

A i ;
Pyrighted !
r"/"mh’on is la{;‘:‘l:lr

1e table at right indicates, the smaller stations

from spot sales in December, as compared to
$59.6 million a year earlier. And in
comparison with November activity, December
spot business was down 24.9 per cent.

had a slight decrease in their spot activity—
the fourth time in 1966 that this occurred.
A smaller-than-average increase was recorded

fer the medium-sized outlets, while the December (up 4.6%)
large ones again registered an above-average
increase. Throughout 1966, the larger Yearwogua changes ||
stations scored an increase in spot every by aunual station revenue
month. The middle groug of ;tatlons was Station Size Spdi v
also on the decrease side in two months. —_————— >
Under 81 million —0.6%
$1-3 million 3.3%
$3 million-up 54%

issue:

nation's stations sold $823.1 million worth
of spot time. That works out to an increase
of 7.6 per cent over 1965. The increase, 1965
over 1964, was 10.8 per cent—and the dollar
gain for that period was $75 million, as
compared to the '66-'65 increase of $58.6
million. Thus, it seems obvious that spot

tv is in for a new round of gloom-sayers
talking of "plateaus" and the like.

year was cautious, awaiting a move one way
or another on a possible tax increase. This,
coupled with the usual post-holiday dip in
Spot activity, caused spot to fail to make
much headway. It remains to be seen what
hgppened in January, as the economy showed
Slgns of a new surge. 196665 comparison

M4 M J.J] 4-8 O N

ed by Dun & Bradstreet.)

T ..
elision Age, February 27, 1967

a report on local and network compensation income to stations in December.

e of TELEVISION AGE, Business Barometer is based on a cross-section of stations in all income and geographical categories.
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1966-67
NSI Reports

tell you more...

AVERAGE WEEK ESTIMATES

. HOUSEHOLDS USING TV - RATING - SHARE OF AUDIENCE (%)
——-NUMBER OF HOUSEHOLDS

—————TOTAL ADULT VIEWERS

— . WOMEN VIEWERS—total, 18-34, 18-49 yrs.

——— MEN VIEWERS—total, 18-34, 18-49 yrs.

11
DAY —TEEN VIEWERS—total (12-17 yrs.), girls only : ‘!
TIME PERIOD |
PO EW — - ), 2- 3
STATION CHILD VIEWERS—total (2-11 yrs.), 2-5 yrs Jf
PROGRAM ~ LADY OF HOUSE—total, under 35 yrs., under 5

— % TOTAL VIEWERS 21 YRS. OR 0

ADJACENT % HR. AVERAGE!
(%2 hours)

Showing Time Period, Rating,
Number of Households,
Women Viewers, Men Viewers,
Teen Girls, Children, and

Lady of House.

< ‘ Everytoti
b 4 - b
AVERAGE QUARTER-HOUR AUCRENCES d
THURSDAY S - ADJACENT ﬂg;;r;%t%u)n AVERAGES
8:00 P.M.-11 P.M. Metro - sTgpn ToTALS @ —
— Area | b2 -~ ~ il | o STATION TOTALS {000}
3 ousei] TowR WOUEN Ew TEENS CHILDREN LADY OF HOUSE ToTL dﬂ"
STATION MoLos | AOULT 50 By House. | WOMEN MER veen | rorau | LAPY L
RAM VIEWERS) TOTAL ToTAL TOTAL TASE 21 & % | HoLes GIRLS [CHLORN o
PROG HUT | RTG|SHR ToTaL |18-34 {18.49 | ToraL [18.34 | 18.49 | 1237 [Grmes | 203 | 2.5 unpR 35 Junor so| OVER RIG ToraL [16.49 froTaL [ 1849 | 12:17 | 211 | TTAL é-l

a nd Stil I more... For details, write, wire or phone¢

your NSI Sales/Service Representat
The demographic information shown above is also
shown for. ..

Da_y part audience summary—showing average week
estimates . .. and
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win Rebuttal

“dong the many reasons sug-
est! by station managers and rep-
wseatives for the present “soft-
\ss in spot tv business is a grow-
ag se of network cut-ins, in which
n (vertiser blacks out his network
omercial in selected markets and
as 1e local stations “cut-in” a dif-
pre: commercial. In a recent study,
he Issociation of National Adver-
iser reported that the stations’
haies for this varied widely across
he ountry, from station to station,
nd:wen among several stations in
he tme market.

C: reason for a relatively high
iric ($940) on wcBs-TVv New York
wsgiven by G. Gerald Danford,
ale director, who suggested the
wgl rate would deter advertisers
ror using cut-ins—and network tv
~al thus would benefit the outlet’s
poi business. Richard Nyborg of
‘00, Cone & Belding, Inc., taking
wedion to Mr. Danford’s position,
urrhed this magazine with the fol-

ow.g “open letter” to him and the
-'dltry.

* * *

Lir Gerry:

Yur statement in the January
Ot ssue of TELEVISION AGE deserves
N iswer because the whole concept
ehd your view and those of many
the station managers is that yoil
Te sing spot business from cut-ins.
Wcit in this is the unspoken sug-
©€stn that the whole cut-in business
S allightly nefarious way of doing
l,'\e tation out of something that
ighully belongs at the local level
diot at the network.

Yu are quite right when you say
ul-s are frequently used for both
PPltesting and new product devel-
Pat, but whether or not these
't are properly the function of
POly and whether or not you lose
P(‘)\!)usiness is another matter.
are\:e?est“ﬁ]eteﬁ commercials we
: m for use on the net-
o, exclusively, because most of

leleg;
“lesion Age, February 27, 1967

THE WAY IT HAPPENED News front

our media plans recommend a com-
bination of spot and network tv.
What we are attempting to do is to
learn more about how to use the
television medium effectively, and
that can’t help but be good for local
station managers as well as the net-
works. Cut-ins are a quick and easy
method of getting the high audience
levels that we need on the specific
dates we need them. I’'m not suggest-
ing for a moment that we can’t get
high audience levels from spot, but
in general, when timing and market-
ing selection are critical, the network
programs which
themselves use to build audience are
a far more dependable tool for plan-

station managers

ning purposes.

Cut-ins for copy testing, however,
represent only a minor part of the
overall problem because, after all, we
only conduct these tests a relatively
few times each year for each brand;
and the three or four spots that a
station “loses” are a minuscule part
of its overall business.

Far more important in the overall
scheme of things is the use of cut-ins
for new-product testing, but, rather
than cutting down on spot activity,
our experience indicates that most of
these tests virtually guarantee a sta-
tion manager more business.

Why More Business?

First of all, every cut-in also means
that some brand is being cut-out and
no brand manager in his right (mar-
keting) mind would allow this to
happen without compensating for the
loss in network weight. Invariably
compensation is made in the form of
spot, and usually it is at higher rating
point levels to make up for loss of
reach, program environment, etc.

Secondly, a station manager who
encourages the use of his market as
a laboratory automatically has a
chance at the spot portion of the
plan that is being tested—business
that is entirely new and would never
have come in were it not for the
test.

Last, and much harder to pin
down, is the long term increased
business potential that new product
testing represents for all station man-
agers. You don’t have to have too
much imagination to see how this
has worked in the past. During the
last few years spot volume has in-
creased by leaps and bounds and
surely a major portion of this new
business was built by brands that
were successful because they took a
look ahead through test marketing.
Here at our agency, at least, we are
sure that this trend will continue. Al-
most all of our clients are bullish and
their interest in new products and
new product lines is at an all-time
high. Anything you station managers
can do to encourage this optimism
can’t help but be of benefit to you,
both during the time tests are being
conducted and during later years
when the results of the tests are being
applied to the successful marketing of
a whole range of new products.

Puzzled by Costs

I'm sure that none of this really
comes as «any great news to you,
Gerry, but I hope you realize that
we on the agency side also feel you
should be compensated on a realistic
basis for your efforts. However, those
of us who have taken the time to see
what is physically involved in setting
up a cut-in are puzzled by the high
rates that we sometimes have to pay.
This is particuiarly true when we see
the wide range of costs that exist
from one station to another. The fact
that this situation sometimes exists
within the same market was particu-
larly well documented by the TELE-
VISION AGE article.

What we are looking for is realistic
rates for a service that is good for
both you and our clients.

RICHARD V. NYBORG

Vice President

Associate Media Director
Foote, Cone & Belding, Inc.
New York, N.Y.
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LAND OF
YEAR-ROUND
GOOD LIVING,
GOOD BUSIVESS

TALLAHASSEE
THOMASVILLE

% BLAIR TELEVISION
5 A Division of John Blefr & Company

A WGUW-pang

We have seasons, but they are relatively mild, with-
out the harsh extremes that often disrupt busi-

ness elsewhere. This means year-round
high-level spending, with a diversified
economy, as a center for government,
business, recreation, education, and
industry. Few stations, we are
told, dominate their markets
asdowe in WCTV-land, but
you probably have your {
own figures to prove !
this...and we're ‘

total color
equipped, too!

{
Television Age, February 210




Not too short,

not too

he age of the piggyback may not be here to
stay after all, if talk among media people,
wdvertisers and station representatives is any
measure. The talk is of something new in spot
v which may not only foreshadow the demise of
he one-advertiser piggyback but may also lead
0 a total revision of current pricing practices.
.Beginning what might be considered some-
hing of a minor revolution, wkrc-Tv Cincinnati,
inder the guidance of its sales representative,
The Katz Agency, Inc., last month became the
finst television station to make independent 30-
econd announcements available in all locations.
The 30’5 are priced at 55 per cent of the minute

eleijop, Age, February 27, 1967
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The consensus:

the independent 30-second
commercial will

become the new base

for all spot rates

rale in fringe and day spots. In prime time,
pricing depends upon audience level delivered.
This month, two other Katz-represented stations,
wpar-1v Kansas City, and WEEK-TV Peoria,
joined the Cincinnati station venture. “And at
least another dozen stations in the Katz group
are revising their cards along the same lines,”
says Walter Nilson, vice president for tv sales.

Other stations and their rep firms are also
giving serious thought to possible advertiser
demand for independent 30-second announce-
ments. Until now the 30’s have only been avail-
able at something like 150 per cent of the sta-
lion’s minute rate (a price arrived at by

17




combining the rates for a 20 and an
ID). John Blair & Co., is experiment-
ing with independent 30’s at 70 per
cent of the minute rate in certain
news programs on 12 of its 60 repre-
sented stations. “We want to see what
kind of market there is for the sale
of 30-second spots,” says New York
sales manager Robert Hemm. Reac-
tion among advertisers has not been
great, he adds.

At Eastman TV 30’s are
available on most of the ten repre-
sented stations on a preemptible basis
at 20-second rates. Although two to
five spots are available in any week

Inc.,

in most markets, many in prime time,
the rep firm says few agencies have
done much buying so far.

David Simmons, sales manager at
Avery-Knodel, Inc., is not surprised

A longer
station break
would involve
considerable
problems with
the unions.

A Network Executive

at this. “You would be amazed to
hear how few advertisers have re-
quested independent 30’s,” he ex-
claims, indicating that the talk about
30-second commercials is little more
than an undercurrent at this point,
“a harbinger of things to come.” But
Mr. Nilson has another answer. He
says that 30’s aren’t selling else-
where because “the rates they set are
not realistic.” But selling 30’s at 55
per cent of the minute rate, has pro-
duced good results: “Some of the
biggest advertisers have bought 30’s
on WKRC-TV,” the Katz man count-
ered. And “reaction from media di-

18

Advertiser
reaction to
30-second
‘test’

offers hasn’t

been great.

Robert Hemm
John Blair & Co.

rectors at a dozen top New York
agencies ranged from good to ex-
tremely good on our approach.”
Because of differing philosophies
among their various clients, most
agency media people were reluctant
to comment on the 30-second rate
search at this time, but a check of
media directors at major New York
agencies (including Ted Bates & Co.,
Inc., Young & Rubicam, Inc., Mec-
Cann-Erickson, Inc., Norman Craig
& Kummel Inc.) corroborated Mr.
Tho:e
were enthusiastic but cautious. “In-
dependent 30’s would be an attrac-

Nilson’s  view. queried

tive buy,” one spokesman said, “if
priced realistically, in relation to au-
dience delivery.” Said another, “It
would be the greatest contribution
stations could make, if they don’t use
it simply to make more money.
Otherwise the advertisers might just
as well continue to use piggybacks.”

With the 30-30 piggyback, adver-
tisers get half of a minute at one-
half the minute rate, but the station
has sold and been paid for a full
minute of time. In selling 30’s, the
station risks leaving half a minute
unsold, unless the 30’s are made pre-
emptible by 60-second buys. But then
advertisers might be more reluctant
to buy 30’s. In any case, the stations
are not planning to set a 30-second
rate at 50 per cent of the minute
rate, and advertisers are suspicious.
“If the stations want 55 per cent

today, they may want 65 pe
tomorrow,” says one media dij
And, from the advertiser’s po,p(i-
view, the much-discussed expeiy
pairing compatible products in §
backs is paid only once, whith
exira five per cent charge { ¥
independent 30-second spot is i
plied with every run. It adds uaul}
it may add up to more than tiad
vertisers feel it is worth.

B

*.

Independent 30°
would be a greis
contribution by |
stations if they -iJ
don't use them s
just to make =
more money.

]
|
A Media Director |
T

That’s why some reps have aclt
a “wait and see” attitude andfll
others have not gone all-out fo-@‘u
The stations, too, are susp®®
They must decide whether th‘TiB}_\..
of losing guaranteed minute ssli
worth the chance that more Ve
tisers will buy independent 30 dul)
as at least one media director 184
“stations have raised rates five 1 .,
per cent in the past with no trl® €

A few of the reps feel thatil f
advertisers are discovering that
piggybacks are expensive and ¢
consuming, and are beginni_lﬁﬂ
think that independent 30’s, if &
right, might be better in the lon™
Says Bill Walters, sales manal fi¢
Peters Griffin Woodward, Inc.: ¥
have to create the demand fosp;sfh
by making them available at réfle
able rates. That will éliminals%n
picion. We are pushing for 30°¢ T

to 60 per cent of the minute 1% I

fringe and day spots. And we s5%

(.
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st Vs could be sold on a preemp-
le asis at 20-second rates in prime
se.Now is the time for the rise
t. independent 30-second an-
un:ment, because advertisers are
JJu with piggybacks, even though
#y ‘e reluctant to admit it.”
Bedes the problem of whether
roducts in a piggyback have
aristion in the same markets,
test media director, other demo-
gple complications arise. One pro-
it ims at an audience of women
I t35 while for the other the tar-
I women with an average of
tdehildren. Other variables, such
IGP objectives, timing of flights,
8501l emphasis, also have to be
nsizred. In order to get any kind
pring, most media buyers will
mi compromise of individual cam-
igtobjectives is often necessary.
an managers of products using
ggiacks are often handicapped in
ntrling their own brands, and the
fulis a lessening of advertising
icicy. He agreed that the use of
dejndent 30’s would give the ad-

If the stations
want 55 per cent
today, they

want 65 per cent
tomorrow.

A Media Director

iatiie greater flexibility in con-
€ty individual product cam-
ll“l
Tl1ram1ﬁcat10ns of such a change,
YeT reps suggest, will be wide-
€3 They state that the current
::md hetwork station break will
ally be expanded to 60 or 72
€015 10 make room for the sale
‘Me 30, And, even more impor-

tlev, Age, February 27, 1967

tant, that if 30’s come in, piggybacks
will go out.

That prediction has ironic implica-
tions, because the piggyback influx
itself appears to have triggered the
search for a 30-second rate. Before
the dawn of the piggyback era, ad-
vertisers leaned heavily on the belief
that the minute announcement was
the most effective commercial vehicle.
But the age of the piggyback pro-
duced an overflow of 30-second com-
mercials, which meant that numerous
research surveys were required to

Advertisers are
fed up with
piggybacks, even if
they’re reluctant
to admit it.

Bill Walters
Peter Griffin Woodward, Inc.

prove their effectiveness. According
to one study by the Schwerin Re-
search Corp., which is used by Bri-
tish as well as American advertisers,
commercials in England scored as
well as commercials here, ‘“‘even
though a half-minute is the standard
British length.” The report suggests
that “if all U.S. television commer-
cials were given a maximum duration
of 30 seconds, everyone would adjust
to the new state of affairs very quick-
ly with no loss in effectiveness or
sales.” Other Schwerin studies reveal
that the 30-second commercial can
serve as well as a minute “if the 30
can be made to communicate all the
elements of the longer message effec-
tively.” This is not always possible
for some products, but, in general,
30-second announcements were
proved respectable by these studies.

It’s doubtful this would have hap-
pened without the piggyback. And
now, with dissatisfaction over the
piggyback presumably growing, the
30-second commercial seems des-
tined to destroy the very source from
which it emerged.

Most reps agree that independent
30’s will eventually be a fact of life
in the spot tv business. Unconfirmed
reports even have it that CBS-TV is
considering establishing a 30-second
rate, although network spokesmen re-
fused to comment. But the problems
of pricing the 30’s at a rate accept-
able to advertisers and in line with
other existing spot charges reveals
other complications, symptomatic of
what one media buyer calls “the
basic impracticality of current pric-
ing practices.”

Historically, spot rates were orig-
inally based on radio rate cards,
which made the minute the basic
time period. ID’s were priced at
something like 50 per cent of a
minute rate and 20’s at from 70 to 90
per cent, according to what portion
of the audience these segments de-
livered in relation to audience de-
livered by a minute commercial. As
a result, some of the representatives
say, 30’s were virtually pushed from
the scene and cannot logically be
worked back in. If they are priced at
55 per cent of the minute rate, they
will cost less than the shorter 20, and
about the same as an ID. But if they

are priced higher, the advantage of

(Continued on page 57)

The 30-second
commercial can be
as effective

as a minute.

Schwerin Research Corp.
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ou’re not Frank Robinson. You

don’t pick up $100,000 a year
because you've got a bat that powers
a ball stamped with Joseph K.
Cronin’s name over an outfield fence.
You’re not Stan Musial. You don’t
move from the green grass to the
swivel chair with the cheers still ring-
ing in vour ears. You're not Mickey
Mantle. You don’t get applause as
you grow older, and smile remember-
ing the jeers vou got when you were
younger.

All vou are is the head of a fair-
sized brewery somewhere. It doesn’t
matter where. And you like baseball,
always have. The game’s been good
to you—and your business. You've
been a sponsor for years in the local
team’s radio and tv shows. And now
you’re worried. You're squeezed. You
look around and you just don’t know
what to do.

The pressure comes from the big
city, the Big Apple, Big Town U.S.A,,
like a radio station brags every time
it gives its call letters. The pressure
comes from the bigshots in the
swanky offices. It comes from the net-
work heads, and the league heads,
and the agency heads responsible for
the big accounts. And it comes from
the local teams and the local stations
themselves. Baseball isn’t a game for
the fair-sized brewer any more like
you are. You're not even sure it’s a
game at all, no matter what the
Justice Department says. Or doesn’t
say. You know baseball is a business
—and a big business. And the guys
that back it are big guys, with fat
wallets. And vou’re being squeezed.
You don’t like it. But you don’t know
what to do. You're just a fair-sized
brewer who likes baseball . . .

The situation above, as a news-
paper sportswriter might phrase it,
is an integral part of the baseball
and broadcasting picture today. The
business has come a long way from

.
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The way the ball bounce|

Broadcasting il

to the great Amert

game near $21-million mik
and force new thini

on the part of spor
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what it was just a few years ago,
when three kinds of advertisers—
beer, cigarettes and gasoline—pro-
vided the bulk of support for local
telecasts. Today those three kinds of
products are represented in the tv
schedules of many teams, but they’ve
been joined by coffee, soda, banks,
insurance, utilities, cars and appli-
ances. The reasons behind the length-
ened lists? The cigarette companies
have had their problems with tv ad-
vertising (no use of sports figures,
avoid shows with large juvenile au-
diences) ; the local and regional beer-
makers have been battling the aggres-
sive national brands, and some have
changed their advertising strategy in
an effort to keep up the fight.

Network Deals Hurt

Overall, though, the roster of base-
ball advertisers has grown longer be-
cause the telecast charges have grown
more expensive. A glance at the spon-
sor line-ups of five years ago, in
1962, reveals that eight of the 20 ball-
clubs had only two advertisers back-
ing their telecasts; nine others had
three advertisers, and the remaining
teams had four. Today, no team has
as few as two sponsors; only the
Boston Red Sox and California An-
gels have three, while the others have
from four to six (or more).

“It’s the network deals that hurt
us,” said the advertising director at
a brewery that once backed the local
ballclub, but was conveniently el-
bowed out of the way by a large
regional brand. “Sure, NBC doesn’t
put our own team’s games on the air
when it’s playing here at home, but
they do bring in outside games on
Saturday afternoon. So the tv audi-
ence gets split. Then the network pays
the team better than $300,000 for the
right to put just a few of its games
on. You might not think that’s a lot
of money to a ballclub, but they act

For team schedules and rights
fees, see pages 22-23,

like it’s a fortune; and they figure
if they can get that much for a few
games, we should be able to pay them
at an equal rate. Consequently, we
had to drop out of the picture. So
what happens? The big national
brewery buys in and promotes its
brands. Our sales fall off, and even-
tually the company sells out to a
bigger one, and one more local brew-
er has disappeared. Just look at the
record, look at what’s happened in
the brewing industry over the years.
And the Government is supposed to
be worrying about monopolies!”
The executive noted that interest
in the local team was usually higher
than in the network teams’ activities,
as far as viewers were concerned, but
the combination of tv competition
and soaring prices would bring about
dire consequences in the future. He
pointed to the situation in New York
where P. Ballantine & Sons dropped
the Yankees last fall after having
carried the team’s contests on radio
and tv for many years. “They talked
of getting another local brewery to
pay the bills but ended up with Pabst
which has greater distribution.”

‘You Buy Flexibility’

And, to line up that advertiser, the
Yankees sold Pabst a one-quarter
share rather than the larger one-third
the Ballantine held last season. On
top of that, the team dropped the
value put on its “broadcast rights,”
reducing the figure from $1.3 million
to an estimated $1 million. “It wasn’t
an outright reduction,” protested an
executive closely connected with the
team. “In exchange for a slightly low-
er price, the advertisers that were al-
ready signed made some concessions
in regard to additional sponsors. For

(Continued on page 55)
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Telecasts Lengthof  RightsE
NATIONAL LEAGUE " Total Home A w_ay—_—TStalion Tv Sponsors Contract (Tv/Rady

Coca-Cola (1/4) :

P. Lorillard (1/4) 3rd o
Atlanta Braves 18 0 18 wWsB V! py o 0il (1/5) 3 y,_s'f $1.000000

Falstaff (1/5)

e

Hamm’s Brewing (1/3)

R.J. Reynolds (1/4) J 0
. : Pure Oil Ist of i
Chicago Cubs L 2 I3 WENTY Chicago Chevrolet 2yrs.  $550,0005% -

Allstate Ins.

Zenith .
i

Hudepohl Brewing (1/2) ['

Sun 0il (1/3 “multi-
Cincinnati Reds 46 15 31 WLW-TV? clizerél czzgraf year”  $500,000%

Admiral Corp. |
liw@

Jos. Schlitz Brewing (1/2)
s Coca-Cola (1/6) 3rd of
Houston Astros 14 0 14 KTRK-TV Maryland Club 3yrs. 81000008

Coffee (1/6)

L
T
Bl

Union Oil (1/2)

Los Angeles Dodgers 9 0 9 KTTV Sef\’,‘;:;fylgifl‘k (1/4) —  $1,00000%

Packard Bell |

New York Mets 123 80 43 WOR-TV  Rheingold Brewing (1/4)  1st of l
(3/4 open) 5 yrs. $1,200,0 .

Atlantic Oil (1/3) |
Philadelphia Phillies 64 20 4  wrLnvi p e FR |

(1/6 open) !

Atlantic Refining (1/3) ﬁ
Pittsburgh Brewing (1/3)

: " , Allstate Ins. 2nd of 1
Pittsburgh Pirates 38 0 38 KDKA-TV' o0 ool Mills 2 yrs.  $400,00

West Pa. Ntl. Bank |
(few minutes open) |

Busch Bavarian (1/3) |
Shell Oil (2/9) g;
22 ksp-Tvé  R.J. Reynolds (2/9) —  $500,00. 8
Allstate Ins. (1/9) ]il
Union Electric (1/9) |

o
o
S

st. Louis Cardinals

Standard Oil (1/3)
| - : Philip Morris (1/3) 2nd of ‘
‘ San Francisco Giants 19 0 19 KTVU Allstate Ins. (1/8) 2 yrs. $1,0000 |

Gallo Wines (1/8) l

] - R

Notes: 1. Braves games on 21-station regional network, including wsm-1v Nashville, wrcs-Tv Chattanoogd, weir-tv Knoaxville, wo Iy
Greenville, wsoc-Tv Charlotte, wis-Tv Columbia, wiks-Tv Jacksonvill e, woBo-1v Orlando, WEAR-TV Pensacola, wrvm Columbus, W'/ "
Charleston, WRDW-TV Augusta, WT0C-1v Savannah, wMaz-tv. Macon, WAPL-TV Birmingham, wsFA-Tv _Montgomery. 2. Reds games @ s
| wiw-p Dayton, wiw-c Columbus, WLw-1 Indianapolis, wsaz-tv Huntington, wLex-tv Lexington. 3. Astros games also on KALB-TvlfT"
andria, KHFI-TV Austin, WBRZ Baton Rouge, KBMT-Tv Beaumont, XBTx-1v Bryan, xziv_Corpus Christi, KTVT Fort Worth, KTRE-TV 478
woALTv San Antonio, KXit Ardmore, KTBS-TV Shreveport, xXW1x-1v Waco, KFpX-1v Wichita Falls. 4. Phillies games also on W o\l
Lancaster, wnep-1v Wilkes-Barre, WLYH-TV Lebanon. 5. Pirates games also on WSEE Erie, wiac-tv Johnstown, worv Fairmont, '
| and another outlet not selected at press time. 6. Cardinals games also on wMct Memphis, wpsD-TV Paducah, xomu-1v Columbid, "
1v Quincy, k118-Tv Springfield, Mo., wics Springfield, 1ll., wcnu Champaign, wicp Danville, WEEK-TV Peoria, weEQ-1v La Salle.
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AMRICAN LEAGUE

Telecasts

Total

Home

Away

Station

Tv Sponsors

Length of
Contract

Rights Fee
(Tv/Radio)

—

@ztimore Orioles

51

45

WJZ-TV

National Brewing (1/3)2nd of

1/9 partic. to Sun Oil,
Reynolds, Gen. Cigar,

3 yrs.

Coca-Cola, Tastee Baking

$700,000

Boton Red Sox

57

31

26

WHDH-TV!

Narragansett Brew:ng
Atlantic Refining
General Cigar

$600,000

Liifornia Angels

30

29

KTLA

Busch Bavartan (1/3)
Standard Oil (1/3)
Allstate Ins. (1/3)

2nd of
3 yrs.

$1,000,000

Clcago White Sox

63

41

23

WGN-TV

Hamm’s Brewing (1/3)
R.J. Reynolds (1/4)
Pure Oil Co.

Chicago Chevrolet
Allstate Ins.

Zenith

4th of
4 yrs.

$800,000

iC'veland Indians

46

19

27

WIW-TV?

Carling (1/3)
Sun 01l (1/3)
Allstate Ins. (1/9)

(Two minutes open)

Ist of
3 yrs.

$750.,000

Btroit Tigers

40

11

29

WJBK-TV?

Pabst Brewing (1/3)
Sun Oil Co. (1/5)
Allstate Ins. (1/6)
R.J. Reynolds (1/8)

3rd of
5 yrs.

$1,000,000

#nsas City Athletics

(indefinite)

KCMO-TV

Hamm Brewing (1/3)
Gen. Finance (1/6)

$300,000

Nnnesota Twins

46

WTCN-TV/

Hamm Brewing (1/3)

Twin City Federal (1/3)

Northern States

Power (1/9)
Liggett & Myers (1/9)
Mileage Direct

Service (1/9)
Lindahl Oldsmobile

(1/9)

Ist of
3 yrs.

$600,000

hw York Yankees

~ ——

115

70

45

WPIX

Pabst Brewing (1/4)
Tidewater Oil (1/4)

General Cigar (1/4)
(1/4 open)

2nd of
3 yrs.

$1,000,000

\ashington Senators

e

35

11

24

WTOP-TV

Carling Brewing (1/3)
Liggett & Myers (1/6)
Sun Oil Co. (1/6)
General Cigar (1/6)
Allstate Ins. (1/9)

(5 mins. open)

Ist of
3 yrs.

$300,000

ol

1. Red . .
Sox games also on a regional network, probably consisting of wrro-1v Providence, wuns-tv Hartford, wwvp Springfield,

T:;'Sr;fllfllizgl’lewx::’s-?v ZO;tlar;d, WABI-TV Bangor, WAGM-TV Presque Isle. 2. Indians games a{so on wsig Erie, wytv Youngstown,
Kay Ka/amazo; o Ioum. us, WRLO-T»\.' Portsn.wuth, tho‘, and WTAP-TY Parkersburg. 3. Tigers games also on wspp-Tv Toledo,
*8tal network 0} e }(;nsmg., WNEM-TV Bay City-Saginaw, wwtv Cadillac, WwUp-Tv Sault Ste. Marie. 4. Twins games also on

-18 stations in North Dakota, South Dakota, Minnesota, lowa and Wisconsin.

elision Age, February 27, 1967

23




Meanwhile, |
behind the | |

S . enes . Itmight be a film clip ofA] »

upcoming photo-essay onfif
to be shown to several agen I
a CBS-TV easel presentation ,‘l
Networks go cials, worked up for one adid .
“onstage’’ with Or an NBC-TV musical pal : !
back, performed for 700 pull
buyers. Sometimes it is a gl .
prepared by a corps  a wrist-watch calendar from w; ¥
silver dollar hung between ma
goalposts from ABC. Ofter l
nothing more than straight ’
statistics: “CBS Soccer shoul(l
an average of 75 male viewiy
100 sets.”
Selling, as practiced by th 'J
networks, is a highly proiu'
business, a lightyear away fin
drummer who tours with a it
full of free samples and a foon
door manner. Today, a si#
heading out of ABC or NBC'I
is less apt to be polishing a jeif
he is to be practicing his stid
presentation. '

data and presentations

of professionals

Excitement or Convictity:

To help their salesmen, to @
them with a security blanket
and figures and impressive [##
tions, each network has a 't
workers ready to cater to thil
est selling need. At NBC it %8
the Sales Planning Departriig
CBS, Market Planning and '\
ment, at ABC, Sales Devehi¥




Ihsver the name, and in spite of
¢ :adly competition, all turn out
Leially the same kind of sales aids
\ar each of the department heads
spraches his task with a clear-cut
learf what he’s there to do.

‘A Richard Golden, CBS director
[ nrket planning and development,
flst: “We turn out material that
a5 slievability. If we took only our
st umbers, made our presentations
swronly the best side, it would be
i1 cost of believability. We try to
il jomething that is there.” He
pte his department must always re-
jener what a piece of sales promo-
ons supposed to do: “Supposing
i ob is to help a salesman sell
gely X on our new soccer schedule.
heemptation in selling the show is
i Ik about the tremendous CBS
poii department. But my responsi-
4lil is to talk soccer, and not di-
teito the Super Bowl. Beyond this,
ie1 is the templation to get terrific
m and no content. If our depart-
ie1 has 1o make a choice between
01 a presentation that is dull but
? le point as opposed to one thal
‘ol make people say, ‘That’s a hell
‘f presentation, but I don’t think
letory is so good’, we would take
eormer course. If someone says,
{1 oesn’t excite me,” well, it isn’t
Upssed to excite; i’s supposed to
orince. This is what we try to build

our reputation on.”

At ABC, director of sales develop-
ment Jerome Zucker finds the job of
helping the salesmen goes further
than just providing selling aids. “It
is difficult,” he observed, “to say
where sales support begins and cor-
porate support ends. We're helping
the sales department when we work
on getting better clearances—this
department also services station rela-
tions. For the same reason, we have
to work with the programming de-
partment, too. Network television is
an incredible business: there are huge
sums of moneyv involved, all day
every day, and you have to rely on
good salesmen. The people who buy
are very sophisticated, and the people
who sell have to be very sophisticated
loo.

Not Too Far Out

“When you sell something like an
encyclopedia, salesmen are taught a
certain set approach that has proven
the most effective. But we are selling
different kinds of products to differ-
ent kinds of people, so we need
people with different approaches. As
such, the nature of our support must
be flexible. We have to tailor our
assistance to the salesman.”

Over at NBC, Dean Shafiner, di-
rector of sales planning, follows a
similar plan: “We try to supply the

widest variety of sales tools for the
salesmen who have a wide variety of
advertisers. A presentation should be
a thoroughly documented piece on a
certain point, done so that the view-
er would consider it almost an under-
statement. We bend over backwards
not to go out on a limb.”

Mr. Shaffner’s department at NBC
includes: a program presentation sec-
tion where four writers turn oul
brochures on all the network shows
(“Star Trek takes tv viewers beyond
our time and solar system to the un-
explored interstellar deeps”) ; a sales
proposal group of statistician-writers
who work up specific presentations
for advertisers and run analyses to
demonstrate what a client can get
for his money; and a closely-related
client presentation group to make
more “formal” reports, do easel and
sales promotion pieces, and to work
in the area of news, specials and
sports; plus an art department. For
its statistics the sales planning force
also uses the NBC research depart-
ment. “Our own people are familiar
with research,” Mr. Shaffner said.
“They are able to develop figures and
tables required, but if there is time
we ask Research for ail the help they
can give us.”

At CBS, Mr. Golden has two top

assistants: a director of market plan-
(Continued on page 62)
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he advertiser in search of an

agency has two choices—the di-
rect or the indirect approach. In-
directly he can analyze an agency’s
financial structure, determine the
strength of its management, evaluate
its reputation, investigate what it’s
done for former and existing clients,
and probe its philosophies. Then, the
client projects how well the agency
should do on his account.

Or, the client can come right out
and say what’s on his mind: “What
can you do for me?” This direct
question has spawned the “specula-
tive presentation” in which the con-
tending agency, often at great ex-
penditure of manpower and resourc-
es, demonstrates what it would do
for the client by putting together
specific campaigns for the account.

Nobody Likes Them

Speculative presentations are in-
tended to answer a simple, logical
and important question. But, unfor-
tunately, the presentations are rarely
simple and, more important, they
rarely reveal how well an agency
would do if it had the account. While
such presentations are common on
Madison Avenue, they are usually ac-
companied by a certain amount of
guilt and frustration. Without ques-
tion speculative presentations are
among the most commonly loathed,
unsuccessfully avoided, and reluc-
tantly discussed practices in adver-
tising.

Practically everyone says the most
sophisticated clients and agencies es-
chew speculative presentations be-
cause they are uneconomic, unneces-
sary, undignified and unbecoming.
The enlightened view is that the most
accurate evaluation of what an agen-
cy can do for one client is to examine
what it has done for other clients,

26

how it approaches the problem, who
w:ll work on the account; not what
the agency speculates it would do
with a new account.

But sophistication in word and in
action are two different things. A
typical case: the client selects ten
potential agencies for his account.
After a few preliminary discussions
with each of the agencies on “the
problem,” he calls for a presentation
to include each agency’s ideas on
copy strategy, media approach, art-
work, merchandising, sales promo-
tion, and. . . the package must in-
clude complete marketing and adver-
tising recommendations.

Frequently, an agency requires a
full year’s experience before it feels
comfortable on, and fully under-
stands a new account. But now the
ten potential agencies are allowed
two months or less to analyze com-
plex, unfamiliar and frequently in-
complete marketing problems, and
then to prepare individual presenta-
tions. Chaos and confusion set in;
Madison Avenue starts buzzing with
detrimental stories about the obsti-
nate company; agency gossip on who
has the best presentations leaks into
print; the client gets impatient; the
ten agencies work round the clock;
one can’t take the gaff, drops out;
another wishes it never entered but
is in too deep; thousands of dollars
have been spent against nine-to-one
odds. Eventually, nine spectaculars
are whipped painfully into shape for
the fatal zero hour.

Any Substitutes?

Conclusion: one agency had a tre-
mendous copy plan, but shabby art;
another had great print and outdoor,
but the client favors tv and radio; an-
other had a poor campaign, but pre-
pared a briliant marketing report;

another made a sound overal
sentation, but there were persofy
clashes, and so on. The chaos
confusion followed the decision
ers into the final conference. A
out of the conference room e
the inevitable publicity relea
nouncing the “winner.”

Very few people deny that'§
procedure is an inauspicious an
tasteful way to enter a “ma
but, like marriage, few peoplé
found a good substitute. The 3
that can never be lured inlj
speculative presentation trap i
to find, but a few exist.

4A4’s Changed View

For years the American A
ation of Advertising Agenc
cially frowned on speculative l
tations. In its old Standards of
tice the 1A’s urged: “In vies
obligation to provide adequal
ice to clients, the advertising |
should refrain from practicest

to submit speculative copy, ai
detailed plans, market survey
other material in competitive SO
tion.” .

However, the Department o/
tice disagreed. In 1955 the ]-“‘f\
department filed suit against the™
and five other media associa's
charging that many of the 4A &
ards prohibited collective actic !
unreasonable restraint of inte#"

3 ¢, gl
commerce. In the resulting "¢¢

decree” in early 1956, the 4A’s 2%
to delete a large number of its
ards, including the one urging B
cies not to make speculative pl'eifla'
tions. In the revised Standar‘-g's#
Practice, the paragraph on sP' 9‘_
tive presentations was replace ¥

9l
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Speculations
on ‘spec’

Are those costly and

time-consuming agency efforts
to win new accounts a

necessary evil, or not?

one on Unfair Practices: “The adver-
tising agency should compete on
merit and not by depreciating a
competitor or his work directly or
inferentially, or by circulating harm-
ful rumors about him, or by making
unwarranted claims of scientific skill
in judging or prejudging advertising
copy. . -’

With or without a clear-cut posi-
tion by the 4A’s, the practice of ad-
vertising agencies on speculative pre-
sentations varies widely. While most
agencies share the same or similar
theories, they react differently, fre-
quently depending on how hungry
they are or how desirable is the ac-
count in question. A random sam-
pling among the agencies drew wide-
lv varying response: “Extremely un-
ethical”. . . “Ethically questionable”
. .. “Not a question of ethics”. . .
“We never make them”. .. “We don’t
l:ke to make them, but will”. . . “It
depends on the situation.” There
would appear to be a rough consens-
us that the smaller agency, without a
proved record, has more reason to
make a speculative presentation than
an established agency, or, an estab-
lished agency has more reasons not
to make speculative presentations than
the small agency just getting started.

Who Needs Them?
Maxwell Dane of Doyle Dane Bern-

bach is an outspoken believer in the
school of advertising that refuses to
make speculative presentations. “We
do not make them, ever,” he said. “If
a client is interested in Doyle Dane
Bernbach we are happy to show him
the facts and figures, if they are pub-
lic information, on what we have
done with our present clients and
let our past experience speak for it-
self. T don’t believe it’s possible for
an agency in a limited time, with

(Continued on puge 58)
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Step down, Batman

Pro football supplies endorsements

n the design departments of hun-
I dreds of major food, toy and
entertainment companies, a new fad
is being born. No one really knows
how a fad gets started; but, like
scientists searching for a new ele-
ment they know exists but cannot be
discovered, designers know enough to
spot the fad-starter when it material-
izes.

Such was the fate of ABC-TV’s
Batman, whose merchandise explod-
ed with such terrific impact last
spring that its star, actor Adam
West, and two licensing agents, Jay
Emmett and Allan Stone, became
instant millionaires.

So, too, did the principals who
latched onto the rapid rise of James
Bond, secret agent 007, in 1965, the
monster craze of 1964 and the
Jealles of 1963.

Things moved a lot slower a few
decades back. In the 30’s, Shirley
Temple and Babe Ruth were big

28

Tv’s sports heroes
and animals will be

next fall’s pace-setters

in the “fad” field
By MEL HELITZER*

merchandise movers for six or seven
years each. In the late 1940’s, Hopa-
long Cassidy and Roy Rogers led
the merchandising list for three years
in a row.

But now one year — sometimes
even one good season—is all the
manufacturers can expect, even from
an immortal super-hero. The cycle is
going so fast, one character merchan-
dise fad follows another while the
“old” one is just starting its descent.

It’s not that Batman did anything
wrong. As a matter of fact, in 1966
he was pretty good. Not only did he
rid the tv world of a score of vile
desperadoes, but in the marketing
world, he relieved consumers of some
$50 million in sales on behalf of
nearly 100 different food, drug and
toy manufacturers. But this gladia-
tor’s work is nearly done, and it’s
estimated that in six months, the
store shelves will be clean of his
cape, his mask and his tight under-
wear.

Of course, it is easier to predict
the end of one era than it is, at this
moment, to name our super-hero’s
successor. There are two just enter-
ing the arena—wild animals and pro
football players—and at the moment,
the odds are ‘“even up—take your
choice.”

The public has seen and heard a
lot about the pro football star for
the past six months. Television raised

“Mr. Helitzer is president of Helitzer,
Waring & La Rosa, Inc., a New York ad-
vertising agency, and served for many
years as advertising director for Ideal
Toy Co.

Daktari, Tarzan are new sources

him and the pro league merger:
timatized him. The publicity &
been overwhelming. Watching#t
Super Bowl on two networks Jart
15th were nearly one out of ilf
three people in the country. |
From August to late Janf
when the last of the all-star ghr
fade from the magic box, more ]r’m
of tv are probably devoted tol
football than any other single 2.
ject. Between the pre-game wartl
the after-game wrap-up, the
evening run-down on scores an®
replays of highlights a few days!®
(let alone the two and a half 14
each Sunday it takes to play!
actual game), pro football cons!
more than ten hours of viewing’* .
each week. Then there are alws !
handful of network specials Lol§
the championship games. _
There is no question that prO"’& |
ball has taken over from maj"l _'

o
(Continued on put=st
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A- PROGRAM MAN’S . . . Viewpo,.' h

Problem for Advertisers

. :very shorl time programs will be more or less
loced for next fall. Most pilots are in and the few
mes who have an interest in halfl or whole sponsor-
pi ¢ monitoring them. First reports are that as a
alehey are betier than the ’67 crop, which made

- of the most disappointing years in tv history.
Becise there are fewer pilots in the 68 season hope-
4 iis entirely possible that they are better than last
ayfedeluge. Since the networks will choose one from
b 70 or three pilots this year, everyone makes out
s-particularly the producers, whose out-of-pocket
#slient is sharply down and whose manpower concen-

o per vehicle is theoretically able to turn out selec-
gulity product (as opposed to last year’s “something
erybody” or “whatever you want, baby.”) But,
reless, last year the same gents also said their
rere “the best ever.”
iring for the enthusiasm of the peddler, chances
it new shows are at least average or better. Regard-
lere are certain facts which can now be reported
~mmented on so far as the coming season is
e ed :
{|Movies. There is a possibility of a seventh movie
tidepending on product. The regular movies, plus
imovies, will represent 20-25 per cent of all prime
i hedules. Movies will outrate all other types of
ws but, because of rising costs of participations
30-,000/min.), they will be less efficient. Most pro-
ter are afraid to go opposite movies. Even Danny
omi wants to avoid the clash. So far only Bonanza
i Cne well against movies, and The Bridge on the
ter{wai showed how vulnerable the top tv show is
iin a good movie.
.\}10- movies will be made for the medium since the
livisal-NBC experience has proved so strong. This
Wi on is essential because of product shortage. Also
e adull” themes must be accepted by television in
lero get product oul of an art form that has come a
'& ay since Shirley Temple.
(2 Quiz and Participation. Scratch this category
“Pas a filler or emergency in case of a disaster.
Yg: has set in for even such a hardy perennial as
Ual My Line? There is some talk of keeping a few
*Waround as a part of a scatter plan because the
;twell)'mH:;]m:t(:l participation is cbeaper than other
b i: lOE? no}: r;lake sense if a cost per thou‘s-
"ldufzrevé not reached. In general, this group will
r—to slory shows.
ILEZ’(/]ag:{]y Carol Burnett and Danny Thomas 'will be
Y e toltlan may lt’iVeQ go to 114 hc?urs. This cate-
bt 5, 1o “I(:das well against t'he movies as any, and
. keep- e someone to write it and enough fresh
going. The same number of hours of
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variety or more seems indicated next fall, probably
with the Smothers Brothers replacing Andy Williams.

(4) Adventure. Longer and more of them. A network,
faced with a diflicult decision on a replacement, may
elect to take a successful half-hour and make it an hour,
or a successful hour and make it 90 minutes. The cate-
gory will be a stable item and take up more of the sched-
ule—perhaps equal to the movies.

(5) Situation Comedy. More will be true to life than
gimmicky. This category is shrinking because of high
risk and the “little show” aura, as opposed to the slick
production of the longer shows and movies that are out-
doors and realistic. There are plenty of pilots but the
fatalities will be greater than in any other categories.

(6) Kid Shows. While 7:30-8:30 p.m. is still “all
family” until the second set homes are 75-100 per cent,
“kid shows” are getting more sophisticated. All-family
adventure with animals and action or fantasy seems to
reflect a more knowledgeable juvenile as well as an
adult appeal, with a minimum of dialogue and a maxi-
mum of movement. This category is growing.

Generally, the network prices will be up about 10 per
cent, reflecting increased program costs, and yet few
producers will make money on the first run and will take
a big loss if their shows are cancelled after the first
season. The buyer able to lay back and wait for bargains
will still be able to get a good value, and guaranteed
cost per thousands will continue to be negotiable.

Billboards in multiple-sponsor shows will be out as the
pressure to reduce clutter mounts. Increasing moves to
reduce interruptions of hour or longer shows will be
initiated cautiously by all networks; in time they will suc-

ceed. Most commercials will be piggyback and 20- and
30-second announcements will creep in with a minimum
of integration. How else can small brands be in television
these days?

In summation, television is becoming increasingly like
a magazine. More and more long, important features
and less total corporate sponsorship. Television is for
every advertiser, not only the giants. The big problem
is how to attract attention to the message when so many
are back to back. The environment ceases to be impor-
tant, since there are less opportunities to claim it. All
in all, the viewer will get better shows. The advertiser
will have the problem of being noticed.—]J.B.
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NEITHER RAIN NOR SNOW

Not even the menace of frostbite
could deter the Marschalk agency
from exploiling a coincidence that
had all the earmarks either of an
Act of God or of Divine Press Agen-
try. Back in January the agency on
behalf of client Coca-Cola had an-
nounced that February 7 would be
the day of “The Blizzard of ’67.”
The only blizzard they had in mind
was the onrush of promotion and
advertising ballyhooing the introduc-
tion of Fresca Soda in the New
York market. But the weather came
to Fresca’s aid and turned the pro-
motion into a triumph.

As hard-driven snow pelted the
skyscrapers, the people from Mars-
chalk, delirious with joy, rushed out
into the streets, after alerling pho-
tographers and a crew from Video-
tape Center. Earmuifed, enscarfed,
greatcoated and rubynosed, Mars-
chalk president William Free strug-
gled northward through the cold
blast to Columbus Circle where the
Videotape crew huddled around a
mobile tape van. Mr. Free to the
camera apologized for the havoc his
agency had wrought, and said he had
only invoked ‘“blizzard” as a meta-
phor for the taste of Fresca. The
audio of the take was on the air that
night, the video next day.

EAST MEETS WEST

“East is East and West is West and
never the twain shall meet”—except
at Wolper Productions, Inc. Author
Pearl S. Buck, noted for her stories
and novels on Asia, had arranged
with  Wolper Productions to make
her works available to the mass
media. After sorting through the
abundant writings, Wolper plans to
extract those pieces which best suit
the producer’s creative abilities; the
rest will be offered to outside organi-
zations.

Theodore Harris, speaking for
Miss Buck, insisted that their choice
hinged on the belief that “Wolper
deals with fact not fantasy.” He as-
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Film/Tape Report

certed that though Miss Buck has
wrilten fiction primarily, a thread
of truth through all  her
works; though her characters are

runs

fictional, the story line 1s basically
of a historical and factual nature.
Mr. Harris and Miss Buck stressed
the fact that they approached Wolper
with the proposal.

M. J. (Bud) Rifkin, executive vice
president of the Wolper organization,
said that some 10 to 15 pieces will
be selected for television productions
and a like number set aside for
feature films — a Wolper first.
In the area of tv, Mr. Rifkin ex-
pressed a pre-disposition towards
shows for CBS Playhouse or Stage
’67.

The motivation behind the venture
seems to have been engendered by
the Pearl S. Buck Foundation. The
organization, established and origi-
nally financed by Miss Buck, was
begun in 1964, “to promote the
general welfare and to educate the
misplaced children of Asia,” said Mr.
Harris.

Miss Buck believes that an amalga-
mation of East and West is bound to
take place—sometime in the future.
She said, however, “the present con-
dition exists because the mixture
came too soon, as a result of the
two world wars.”

Operating under present financial
limitations as well as governmental
oblivion, the Foundation is educat-
ing only 2,000 children in Japan (an
estimated 50,000 children are eli-
gible). In order to extend the range
of their aid, all funds obtained by
the Wolper arrangement will be
turned over to the Foundation. Mr.
Harris estimates that the maximum
profit would be $17 million, the mini-
mum $6 million. Working with some
200 literary properties, including full-
length novels, novellas and short
slories, the project has quite a bit
of leeway in which lo achieve its
goals.

SANDLER SPREADS OUT
Sandler Film Commercials, Holly-

il

wood-based tv commercials prod
tion company, opened up sales g
service offices in New York and £
cago. The New York oflice is hy W
dling  post-production  services f
work originating in New York.

Meanwhile, Allan Sandler, Iy

of the studio, said a new rig |}

been developed which permitted;
100-foot camera dolly with a ste
800mm lens. Mr. Sandler also &

the studio had modified a Nel
Tyler helicopter mount for use o

crab dolly, and tested it in spots
Erwin Wasey and United Califoil s
Bank. On another assignment, shi
ing an industrial film for the K
McGee Corp., Sandler had to st!

a scene at the bottom of a uran}
mine, 1,700 feet down. There wae)
way to light it with conventit} ;|
equipment, but the darkness 1
eventually dispelled with old-fash}
ed magnesium flares. \

ON THE DOTTED LINE
Independent Tv Corp. sold l
Baron to the Canadian Broadcasf
Corp. Canada became the 70th i
try in which the series was sold &
Wolper Productions tallief
91-market lineup on Truth or (8
sequences. !
Desilu Sales, through ABC i
national, sold Mission Impossibli
Latin American count¥
Costa Rica, Dominican Repufi
Ecuador, El Salvador, Guater .
Honduras and Panama. Ber{t
Weilzman, vice president and i
eral manager of Desilu Sales,
the series was sold throughout S"
America as well; it’s now playifﬂ;'u
33 countries from Britain to ]{b-‘
Desilu’s Star Trek has been SOII‘IE ;
98 countries; The Lucy Show i
and The Untouchables in 55. cs
Trans-Lux Tv sold Giganlu‘ﬁ
Associaled Broadcasting in M
Television Singapura in Singa't
Television Malaysia in Malaysié
Rediffusion China in Hong ]'_'_
Felix the Cat went to Sender H&},
in West Berlin, the tv operati¢
Radio Free Berlin, and Mack"S

seven
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45 Ltd. and in the West by Jerry
4dv’s Tv Cinema Sales Corp.
! ilabrese, president of Color-
io said he has set a slate of five
ws to be produced this year.
lorsion is headquartered in

der Hills.

{0Ir TAKES

¢ CA-TV has more than 150
aty; lined up to carry its closed-
¢ui feed of the Indianapolis 500
Munorial Day weekend. William
rel producer of the telecast, said
grects a record gate, and a
‘or lineup, this year. As it was
| jar, the go-round will be re-
edo Britain, France, Italy, Ger-
wy Spain and Yugoslavia via

tly3ird.

o esilu Sales acquired world
ht« but not U.S. Rights, to
ouder Golf, series of 13 half-hours

Gor.

o arry Harmon Pictures Corp.
edip eight licensees for Laurel
d ‘ardy: Transogram, Lakeside
dusies, Ben Cooper, Button
orl Mfg., Knickerbocker Toy,
lislry, Western Printing and
tho-aphing, and Gold Key Comics.

® merica’s United Press Inter-
tiol and Britain’s Independent
levion News merged their news-
Il perations into a new entity,
UecUPITN. (ITN is the news pro-
amservice of Britain’s ITV, the
mnrcjal network.) UPITN is due
‘wly newsfilm to the Overmyer
k. James Coltart, formerly
diran of ITN, is now chairman
UITN, with Mims Thomason.
'l resident, as president also of
“I'). Burton Reinhardt, vice presi-
it nd general manager of UPI
Wslm, is general manager of
s U, division, and Richard
Clk, European editor of UPITN,
8eral manager of the UPITN

teritional division.

® he Associated Press is circu-
““! a 15-minute filmstrip called
U0y the News: The Associated
st Work, to schools and clubs.
bsibers 1o AP’s filmstrip service,
p“_l Report, can get the news-
ithing story free. Others pay $10.
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Advertising Directory of

SELLING COMMERCIALS

American Telephone & Telegraph « N. W. Ayer

Colgate-Paimolive Co. » Ted Bates ‘

rite I

\ |

A -

1 ( ¥ \‘
e
FILMEX, INC., New York

Ay

~
ip

(CPI) COLODZIN P

W

LR 3 " »
RODUCTIONS, INC., New York

Dr. Pepper « Grant Advertising

KEITZ & HERNDON, INC., Dallas

Burlington Industries « Doyle Dane Bernbach

7

LIBRA PRODUCTIONS, INC.,

e

New York

E.C.A.P.  N. W. Ayer

B

H. A. Cole Products Co. * Gordon Marks & Co.

FIDELITY FILM PRODUCTIONS, Dallas ‘

=

VIDEOTAPE CENTER, Ne York
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CONSULTANT AN INSULT?
Ever hear of a film consultant? A
man who is called in to work on
production with the agency and the
studio? It sounds like a tough course
to navigate, what with the boiling
Charybdis of creative type ego on
one hand and the encrusted Scylla
of studio amour propre on the other.
But one man who moves easily be-
tween the whirlpool and the rock is
Mal Wittman, who is often called in
to take a hand in special kinds of film
assignments, and who also turns out

film on his own hook. Recently, for
example, Mr. Wittman did the open-
ing titles for the three-part NBC
News documentary, The Battle for
Asia. He has written, produced,
directed and designed commercials
both on his own and in collaboration
with such studios as Pelican, Tv
Graphics, Elektra, Filmex, Televideo,
Gerald, MPO and Jerry Ansel.

How tough is it to come to a film
project as an outside man? “No
problems at all,” says Mr. Wittman.
“What you’re striving for is good

o made

Mabil. Doyle-Dane-Bernbach, Inc, Agency Producer-Director: Aaron Ehrlich
Produced by MPO Videotronics, inc., New York. Camera: Zoli Vidor '

Who else?

See the hottest sample reel in the business. MPO Videotroni
ics, Inc,, 222 E
Street, NYC 10017, {212) TN 7-8200/Also in Chicago, Detroit, Hollywood :dsltaz:lﬁ
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results on film.” Working in’
trials, Mr. Wittman has ma
for Kodak, RCA, American Gas|
ciation, LaRoche Laboratories,} '
Burdett, AT&T, Humble Qi
American Can, among others.
“My job is designing and ey

-

crafting film, not manufacturin|
Mr. Wittmann remarked. Curj
he is competing in the Man anl}
World competition for Expo !
Montreal, a competition to chooly
film which best illustrates the e !
Wittman’s ol i
called Duet, is a recounting ¢jji¥
entire history of homo sapiensi
in 50 seconds, the limit for eiﬁﬁ
in the Expo ’67 contest.

For his work in educationapi:
industrial films, Mr. Wittmar
won a Lion of St. Mark fraib
Venice festival of industrial fileh’
Golden Eagle of CINE, and a ik
of awards from art directors’ i

As a consultant, Mr. Wittmi "*
usually called in at the earliest &
for pre-production conferenced
any rate that’s the modus opelll
“When you start il
beginning, you can get a clear ¢
of what is to be said and whi
to be said to—what’s the missi
the film.

“The main thing in film,” he!

“is to make your viewers feel ¥
thing,” and not just bend their®
“Words can kill. To commu#:
emotion, you must find a wi¥ L
illustrate, make visible, what a‘!
is only subjective emotion. I.ﬁﬁ
can do this, you can take a il g
sales message and completely inle

tion’s theme. Mr.

=

he prefers:

J

your viewer in it.”

PEOPLE ON THE MOVE

Twentieth Century-Fox TVm
moted HERB LAZARUS from maf®
of sales coordination to the ne“O“
of sales manager for 20th-Fo
Internatlonal JOSEPH F. Glﬁ

joined 20th-Fox Tv as eastern
sion sales manager. He had #
with Peter M. Robeck & Co. asll
manager since 1959, and befor*™
was assistant sales manager at
Films.

ABC Films promoted Josel

TIRINATO from account executi *

. 0ff
Television Age, February 2’2??




w post of southern division |
' r. He has been headquartered
k(nta since last November. Be-
4 1at he was in the network syn-

utin offshoot’s Chicago office.
thic Mr. Tirinato was in the sta-
n learance department of the
.-V network, in charge of day-
ae earance.

pic ROMAINE joined Official Films
weern sales manager, headquar-
iigin Los Angeles. He had Dbeen
th KO General, with Joseph E.
wins Embassy Pictures Tv, and
th ledallion.

Scrn Gems promoled ROBERT
R01TZ from supervising film edi-
¢ tydirector of technical services,

'lc}rge of the EUE/SG print di-
Wolas well as final editing and
“Pation of network and syndi-
Uedseries and feature films. Mr.
foitz joined the company i
any in
%0 pany
PER MEAD joined MCA-TV as
#8ah director. He had been re-

WIC director for the Corinthian |
hast group at H-R Television
f16e1965, and previously was an
;’-‘“(le editor on TELEVISION AGE.
"-.iead, a Londoner, worked in
*01 research and contact work
th number of British agencies

eletiop Age, February 27, 1967
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General Foods « Ogilvy & Mather

FRED A. NILES-Chicago, New York, Hollywood

Kern's Bread » APC Advertising

) SANDWICH

MUPPETS, INC., New York

General Foods ¢ Young & Rubicam

3
F

AR

ILMFAIR, HOLLYWOOD

Kinney Shoes ¢ Frank B. Sawdon

e

WCD, INC., New York

Hart, Schaffner & Marx « P,S&H

L Y

SANDLER FILM COMMERCIALS. INC., Hollywood

Manufacturers Hanover Trust « Y&R

International Shoe Co. ¢ D’Arcy

SARRA-CHICAGO, INC.

WGN CONTINENTAL PRODUCTIUPiS, Chicago ‘
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SALES ¢ SERVICE * RENTALS

you
name
it...
we’ve
gol
it...
EVERYTHING
FOR MOTION

PICTURE
PRODUCTION

Arriflex 16/35 mm Cameras, Auricon
Cameras

Bell & Howell Cameras

Camart Products, Colortran Lights & Dol-
lies

Ecco Products, Elemack Dollies, Exposure
Meters )

Frezzo Power Packs, Frezzolites, Filters

Gear and Gyro -Tripod Heads, Gobos,
Grips, Gaffers )

Hi-Hats, Headsets, Harrison & Harrison
Filters

Itza Stands, Inkie Lights

Kenyon Gyro Stabilizers

Lowel-Light Kits, Reflectors, Lenses

Moviola Editing Equipment, Magnasync
Recorders, Miller Fluid Heads

Neumade, NCE Hydrofluid Tripods

Optical FX Units

Precision Readers, Power Supplies, Pic
Stands

Processing Machines

Quartz King Light

Rivas Slicers, RCA Projectors, Radiant
Screens

Siemens Projectors, Sylvania Sun Guns,
Spectra Meters

Traid Tripods, Triangles

Uhler Printers

Viewfinders, Voltage Regulators

Worrall Geared Heads, Wollensack Re-
corders

Xenon Lenses -

Yola Dissolves

Zeiss Viewers, Zoom Lenses, Pan Cinor
& Angenieux and many more.

For o complete listing write or phone:

THE CAMERA MART INC.

1848 BROADWAY [J NEW YORK, N.Y., 10023

PL 7-6977
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before coming to the U.S. in 1963

as a research executive with the Katz

Agency in New York.
' -

O T

MR. MEAD

Wolper  Productions  appointed
DAVID SELTZER as head of tv pro-
gram development. A writer, Mr.
Seltzer wrote It’s a Dog’s World for
Wolper and is now at work on the
script of Wolper’s The World of
Horses series. In his new post Mr.
Seltzer will write specials for both
the documentary division of Wolper,
and the entertainment division
headed by Jack Haley, Jr. Before
joining Wolper, Mr. Seltzer wrote
for Garry Moore and Steve Allen.

RICHARD PICKENS joined Spanish
International Network as a producer
of Spanish-language commercials. He
will also supervise dubbing into
Spanish of English-language com-
mercials. Mr. Pickens was with the
Clairol division of Bristol-Myers as
a product manager and before that.
with BBDO as a producer and mar-
keting man.

LEO A. GUTMAN resigned as director
of advertising, promotion and pub-
licity for Four Star International to
set up his own advertising agency,
Leo A. Gutman Inc., specializing in
tv promotion and exploitation. Mr.
Gutman, who since 1962 had doubled
as director of advertising for Four
Star Tv in Hollywood, was with Ziv
Tv (and Ziv-United Artists) for 14
years as director of advertising, sales
promotion and publicity. Mr. Gut-
man’s agency will provide service in
the fields of production, syndication,
group broadcasting and
representation.

slation

JACK LANE joined Visualscope Inc.
as account group supervisor. He was
with Depicto Films Corp. as account

executive and as assistant
president, and before that wajf f
ecutive vice president of Indy
Film Productions.

TOM MILLER joined Americaj
ternational Pictures as publicisih
trade contact. He had been
MGM as assistant to Haven Falg}
East Coast production manages,
fore that Mr. Miller was withy
New Yorker.

JACK E. SIADEK joined Tee
Fair, Inc. in the new post of piis

o~

=

tion director, working on the 4«

e -~

pany’s property, Miss Teen i
national Pageant, a “world-wides
promotion” telecast on ABC-TV|;
Siadek had been director of plil
relations and promotion for the§
Teenage America Pageant in D

JOHN W. DAVIDSON joined I

replacing 1§y,
..o
Spangler as eastern division bl

Program Sales,

ager, and opening an Atlanta i

for the syndication arm of Grol“
(Westinghouse Broadcasting)- lI(
Davidson had been with W#
Bros. Tv for the past five yea®
southeastern  division ~mantfy
Earlier, from 1955 to 1962, he®
with Ziv Tv as Southern div®
manager.

WARREN ROSENBERG joined i
bassy Pictures Tv as an account®:
ecutive. He had been with Tran#,
Tv as eastern and midwestern €
manager, and before thal was !

Screen Gems.

ONE-STOP SERVICE

Coastal Film Industries, whicl®
reported here earlier) had #
acquired by Berkey Photo, cha®
its name lo Berkey Video Sert®™
Within the Berkey Video Ser™®
subsidiary, the three divisic™ L

?
Television Age, February 21,




@ Film Services, Technical
4 aboratories and L&L Eastern
ut—will operate as an autono-
us ntity headed by Manuel A.
Yig» Jr., president of Berkey
fgrServices. “Our aim is to pro-
aione-stop-service for film com-
o” Mr. Casiano states. To this
[} said the company was study-
tl possibilities of setting up or
wing sound recording studios
4k with the animation, opticals,
wi: effects and laboratory facili-
yuw grouped under the Berkey
{u management, would provide
snlete, and eventually under-one-
il iost-production service. How-
u, [r. Casiano says, the company
fl 5t move into the areas of
itin and of release print procure-
nt.“We dont want to compete

th ar own customers.”
Th executive remarked that Ber-
¥ Meo was putting in $2 million
athof new equipment in its East
de 1yout. Mr. Casiano, (who is
, al a member of Young Presi-
mts remarked that the bulk of the
mpry’s volume, about 90 per cent,
$:1:n in tv commercial work, but
at i expected there would be more
atu film and even tv series work
ieac as well. Two developments
ppited this optimism: the number
Heure films due to be produced
N York in the year ahead, and
& tadual emergence of the uhf
ark, a market that would be avid
I 1w, first-run features and also
te:“Before long there may be 20,
) Atures a year produced in
& ork,” Mr. Casiano predicted.
6 20 foresaw that the volume of
€W (ork commercials production
oulgrow by sizable increments as
Mdlladvertisers, hitherto too poor
1, take to the u’s and the
AT s. For such advertisers, Mr.
a81.30 said, inexpensive but highly
i commercials would be pro-

Ice:
lHt'i:stimz.xted that the total volume
opticals and special effects
LT the New York film produc-
gnﬁ‘iﬁs“)’]was about $8 million.
e Ef;’o ume‘af l.he Coastal and
L, (lfcts divisions combined
14 ca)OUt $2,500,000.

ourse of the Berkey take-

elerioy Age, February 27, 1967

Advertising Directory of

SELLING COMMERCIALS

Nestle Company <Leo Burnett

TOTEM PRODBUCTIONS, INC., New York

Piggly Wiggly Stores

e,

e

gl
o MR b BT i

Mo Bz Wl

R

A —

BANDELIER FILMS, Albuguergue

s
Joath

0zon - Ted Bates & Co.

PELICAN FILMS, INC., New York

Respond Hair Spray « Norman, Craig & Kummel

% [/

#

.
FFA, INC., New York

Pepsi-Cola « ). Walter Thompson

HERB SKOBLE & ASSOCIATES, New York

7-Up < ). Walter Thompson

Pepsi Cola <Bloom Advertising

':"-E,‘ Fhose. =~ »ﬂw
JAMIESON FILM COMPANY, Dallas

w?imlm.n%_u_..lk =4 s
e 5 -

GF‘L RUDUCTIUNS, INC., New York
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over, Technical Film Laboratories,
which had been acquired by Coastal
in 1965, was moved to East 44th St.
in New York. The move, and the in-
stallation of some $2 million worth
of new equipment on the East Side,
were the prelude to Technical’s going
color. The new color lab will start
rolling May 1.

&

IBA’S NEW YORK CREW
“ Errol Linderman,
|
i

general sales

of EUE/Screen Gems,

headed a New York creative screen-

manager

ing panel winnowing entries in the
seventh annual International Broad-
‘ casting Awards of the Hollywood
) Radio & Television Society. On the
E panel were Si Merrill, executive pro-
] ducer, Benton & Bowles; Alfred
Tennyson, vice president, J. Walter
| Thompson; Linc Diamant, executive
l producer, Grey Advertising; Sam
, Zurich, vice president in charge of
tv commercial production, N. W,
Ayer; Jim Marshutz, vice president
in charge of tv commercial produc-
tion, Campbell-Ewald; John Ball, pro-
dueer, Cunningham & Walsh, and
Carl Sturges, assistant manager of tv
production, Young and Rubicam.

CUTS AND SPLICES

e MPO Videotronics reported
gross sales of $14.,670,383 for the
fiscal year ended October 31, 1966,
up about one-half per cent from the
previous fiscal year’s gross of
$14,641,611. Earnings, however, were
only about half what they had been
in the earlier year: $238,568, down
from $476,098 for fiscal ’65. This
fall-off in profit was stated to be “a
reflection of highly competitive con-
ditions in the industry, which the
company was compelled to meet.”

® CBS acquired Film Associates
of California, producer and dis-
tributor of educational films. The
new acquisition will be operated by
Columbia as part of its educational
services division under the super-

vision of Norman A. Adler, vice
‘ president and general manager of the
{ division. Irwin Braun, who had been

president of Film Associates, will
| stay in charge as vice president and
‘ general manager. The other com-
ponents of the CBS educational serv-
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ices division are Creative Playthings,
The Learning Center and Bailey
Films, another producer of educa-
tional films recently acquired.

e Birns & Sawyer, Inc. set up a
40,000-square-foot  facility outside
Romoland, Cal., to turn out optical
and underwater camera equipment in
greater volume than had been pos-
sible in the company’s main Santa
Monica plant. The chief products of
the new plant will be Omnitar tele-
photo lenses and SeAQUArtz under-
water lights.

¢ The American Tv Commercials
Festival published a glossy, 192-
page volume on The Best Tv Com-
mercials of the Year (1965), the
winners of 70 Clios last spring. The
book is distributed by Hastings
House.

Each of the winners is presented
in the form of a photographic story-
board of 15 frames, accompanied by
notes from copywriters, art directors
and producers, on why and how the
film was done.

For example, Doyle Dane Bern-
bach pointed out that in deference to
FCC rulings, a small circus troupe,
elephant included, actually was
crammed into a Volkswagen station
wagon for the Circus commercial—
in order to make sure the agency
was on sound legal ground when the
film showed them emerging. And
6,000 feet of film was shot to make
the 90 feet of the Hunt’s Tomato
Paste Relatives spot.

And so it goes. In effect, the book
is a privileged glimpse into the
arcana—and the ordinary—of com-
mercials film-making.

® Film producers attending the
World Advertising Conference in
London this June need not {fear
missing any spot, even if they eschew
the Royal Festival Hall screenings.
As long as they stay at the Hilton,
that is. The London Hilton will be
close-circuiting commercials into its
rooms all day long and on through
the evening. Film producers inter-
ested in having their work shown on
the Hilton’s closed-circuit, which may
also be fed to other hotels in London
during the conference, should write
the sales division of European Cir-
cuit Tv at the London Hilton.

THE COMMERCIALS MAK

SLAVKO VORKAPICH and hi
.« . !

EDWARD joined Filmex, the §
Mzr. Vorkapich as staff consultan

younger as director-cameraman
Hollywood director and me
master, conducted lectures on |
Princeton and aff
Museum of Modern Art while w'
a book on the art of montage‘y i
other aspects of film techniqugs
one time he headed the deparlfy

making at

of cinema at the University of S}

S. VORKAPICH

ern California. From 1934 onf
Mr. Vorkap'ch was at MGM &
he did the montage sequences ¥
number of films, emone them M
Good Earth, Tale of Two Lﬂ{
Marie Antoinette, David Coppel
and Romeo and Julict. His soni
with Libra Productions as caift |
man-director, and earlier with liﬂlil

DONALD STEWART joined VP
vision cf Electrographic Corp., &
executive producer and directof

had been with Fletcher Richam&
senior vice pres:dent and creati'\dﬁ
rector; earlier, he was with Ml
Erickson as writer, producer,‘l
group head. He also has work’

BBDO and J. Walter Thompso

6
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named BETTY VAUGHN as ad-
1g and public relations direc-
ss Vaughn had been with Time
o nd with Sandgren & Murtha.
CHRLES LIPOW was appointed vice
ggint of Color-Tran Industries.
yw responsibilities include gen-
4l ipervision of sales, advertising
d ablic relations.

Ro:RT J. RUBIN joined Rose-

If

grod Productions as vice presi-
ot nd general manager, in charge

t: studio’s operations in New
stk Hollywood, Toronto and Lon-
. or many years Mr. Rubin was
jfisnt to Barney Balaban, now
har chairman of Paramount Pic-
recand was' also vice president of
araount Film Distributing Co.
\or| recently he was assistant to
olubia Pictures president Abe
chir der.
. JERY BRUSKIN
tlenan as a director and producer.
i1. ruskin made the Heinz Pickle

joined Savage

ickl, Bic Pen & Pencil, and Van

lenn shirt spots. Before entering
& v commercials

business, Mr.
tuin was in the theatre as a stage
ianser and director, in Off-Broad-
ay3roadway, and stock.

— —

" UDIO-VISUAL/BROADCAST
- ADVERTISING DIRECTOR

-‘Ih_l‘us a key post in a rapidly growing
Micst agency (not Chicago) committed
0 bosting audio-visual, radio and TV
ib'")s substantially in 1967. The man
'S!W.n will be delegated major respon-
sibiy  for departmental functions. Ap-
-j’mpute age range desired 28 to 35.
: ?lllnclu‘des creative, production, dealing
I.Wll:lmuhons and film suppliers, etc. An
z’ﬂ(ﬁmun copy staff will back up his
| A ' as needed. Like we said, this is a
.-muyb:f“ and c.alls for a full-fledged key
foll YOUthhmk you’re our man, write
o ¢onfidence and state starting sal-

equired. Box 612, Television Age,
'N.‘lggggtle of the Americas, New York,

S
——

26 From Europe

Official Films released a package
of 26 European films, dubbed into
English, to the tv syndication market.
The bundle called Official Films Fea-
tures—Group I, will be promoted
with a two-pronged contest, one for
station promotion managers and the
other for viewers. Winners will be
flown to next year’s Cannes Film Fes-
tival. (Incidentally, one of the pic-
tures in the package was a Cannes
Festival Winner in ’65, The 317th
Section). E. Jonny Graff, vice presi-
dent—operations at Official, said the
contest will cost $85,000. Among
the more famous pictures in the
package are Four Bags Full with
Jean Gabin and Bourvil, which took
a Venice grand prix; Monsteur Vin-
cent, an Oscar winner, and The Post-
man Goes to War, with Charles Az-
navour. Mr. Graff said it cost Official
some $2.5 million to acquire the 26
pictures. Thirteen are in color, in-
cluding Cobra, with Dana Andrews
and Anita Ekbere, an Official co-pro-
duction.

Mr. Graff predicted the market for
imported features would broaden,
with the U.S. networks eventually
buying dubbed pictures. “What hap-
pens at Spoleto now penetrates to
Pocatello,” he remarked. He pointed
to the box-office grosses now being
rung up by a dubbed picture, 4 Fist-
ful of Dollars, as evidence of the
acceptability—and  profitability—of
dubbed fare. (Another Italian-made
Western, Adios, Gringo is in the
Official package.)

Mr. Graft also promised that Offi-
cial would be bringing more pack-
ages of European-made features into
the U.S. tv market. “European pro-
duction is surging forward. On recent
“Ten Best” lists the only non-Euro-
pean pictures were Who's Afraid of
Virginia Woolf? and The Sound of

Music.

Needed immediately: creative TV copy
chief for local sales. Targets are automo-
tive, department stores, furniture, drug
outlets, shopping centers. We’'ll pay for a
good guy who can do spec commercials
and has background in retail TV advertis-
ing. Salary open. Carolina station in 70-
75th market. Beginners or floaters need not
apply. All inquiries confidential. No objec-
tion to a smart Yankee. Contact Fred
Fletcher, WRAL-TV, Raleigh, N.C., Box
9538.

R
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Advertising Directory of
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U & I Sugar » David W. Evans & Assocs.

TV GRAPHICS, INC., New York

Wilkinson Sword « Ted Bates & Co.

ELEKTRA FILM PRODUCTIONS, INC., New York
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Wall Street Report

Electronic Cost Cutting. There are
increasingly ~ sophisticated uses of
electronic instruments to make indus-
try more efficient, to improve quality
of output and also to sustain and
improve the health of the workers.
These instruments are used to form
an integrated system of process con-
trols. Thus in plants and factories it
is possible for management to keep a
close eye on every aspect of opera-
tions and to know and correct im-
mediately any malfunction. Taylor
Instruments produces pneumatic and
electronic devices to measure, indi-
cate, record or control a wide variety
of processes such as temperature,
vacuum, pressure, flow, liquid level,
density, specific gravity, humidity,
speed or conductivity.

Taylor has been enjoying a stead-
ily rising sales trend and an accom-
panying increase in profits. In the
year ending July 31, 1967, it is an-
ticipated that the company’s sales
will pass the $70-million mark and
earnings will approximate $2.80 per
share. The stock has reflected the
continued optimism for the company
by climbing to over $46 per share.
At the end of February the stock was
admitted to trading on the New York
Stock Exchange.

The devices made by Taylor are
used in the production of tires, film,
gasoline and drugs, and without them
the products would be unacceptable in
terms of quality standards. The major
markets for Taylor process control
products are the petrochemical,
food and paper industries, account-
ing for approximately 70 per cent of
its sales. The commercial and medi-
cal markets account for the remain-
der of the company’s volume. In the
consumer market for example, Tay-
lor produces thermometers, altime-
ters, compasses, rain gauges, hygrom-

eters for measuring moisture in the
atmosphere and anemometers for
measuring the velocity of wind.
Man’s increased interest in under-
standing the weather has strength-
ened the demand for Taylor’s prod-
ucts.

Quick Scan is Big. In the medical
field the company makes fever ther-
mometers, blood pressure instru-
ments, stethoscopes and other basic
tools of diagnosis for doctors. The
nation’s concern about health and
particularly the impetus provided by
the Medicare program suggesls the
market for these medical instruments
will grow dramatically over the next
few years. Among the product lines
which is providing Taylor with
strong acceptance in its field is the
Taylor Quick Scan instruments intro-
duced in 1964.

The Quick-Scan line represents the
pulling together of all the various
control devices into one assembly to
provide a supervisory staff with easy
monitoring. Thus in a chemical plant
a superintendent could have in front
of him devices keeping tabs on some
200 different functions. The elec-
tronic Quick-Scan is the fastest-grow-
ing product and was the first to be
introduced. But since over 75 per
cent of Taylor’s devices are pneu-
matic—involving air-powered and
mechanical action—a pneumatic
Quick-Scan instrument line had to be
introduced subsequently.

Taylor is one of four or five simi-
lar companies involved in the whole
surge toward automation of indus-
trial plants. It’s estimated that about
$1 billion is being spent annually in
this field but that the figure is likely
to double or treble in the next decade.
Taylor is expanding rapidly in for-

Taylor Instruments, A Five-Year Record
Sales Profits Div. Price-Range
1966 $61.8 $2.36 51 cents 2034-33
. 1965 54.3 $1.62 48 2114-3034
1 1964 458 $1.77 41 2154-31%
1963 43.2 $1.52 40 173%-25%
1962 39.1 $1.35 39 14%-27%

eign markets, and has wholly o™
subsidiaries in England, Frs
West Germany, Australia, Cal
and Mexico. It has an affiliate W
began operations last year in I&
and has licensees in Japan, Al
and Argentina. Approximately 3!
cent of profits and 35 per ceil
sales are derived from these foi!
operalions.

Cuts its Own Costs. The (I
pany, in business in Rochester, /fs
since 1851 (when it was making ffi
mometers), has recently embe
on a program of modernizalionﬂd
cost control of its own.

Taylor spent about $3 millio ®
S5 per cent of sales, on research
development and will spend &
$31% million in the current ye: s
is introducing a special analog
puter, a fetal heart monitor and}"
controls for use in digital comp'®
and is making improvements in |
designs for its Quick-Scan line. b2
paradoxical feature of Taylor’s!
look—or for the whole field of®
cess controls—is that since the J%
ucts are aimed at reducing coStffl)"
economic slowdown would onl
crease interest in its lines, Whilie‘
mand for the same products ¥
tinues to expand during periot
new capital expansion.

K
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A Sun 7 Participating
ney's Wonderful w
Py orld of
Fcr NBC Sun 7:30 RCA, Kodak,

'dnE!)y Ni
ght i
Wohary. at the Movies ABC

Sy Lines
“cipating

o e q
Daclpating & &S 7 7:30

CBS Sun 10:30
2
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AM SUNDAY
ABC CBS NBC
9:00
9:15
9:30
. Beany & Sunrl
9:45 %ﬂ‘l’l Se:?er sigr
10.00
Linus
10:15 Th Lamp Unto
Lionhearteq | MY Feet
10:30
Look U
10:45 Ptfteat:lfxs 8":0Lklvt’:p
11:00
11:25 | S| canes S et
howing in-
11:30
R’s audio
11:45 ms?f?;’ew s the com-
Videomatic
12:00 men with
E competing
12:15 5 agree to
12:30 oducts for
12:45 "Nation' :
i .
1:00 1‘ ‘lf ming spot
- VUK and adver-
ee A N )
1:15 |} Dirgctions The “ire the fol-
Press .,

ABC’s Wide World of Sports ABC
ABC Sat 5 J. B. Williams, Bris-
tol-Myers, participating

Amateur Hour CBS Sun 5:30
J. B. Williams

American Bandstand '67 ABC Sat
1:30 Heinz, Carter, Vick, part.

The American Sportsman ABC Sun 4
R. J. Reynolds, part. .

Andy of Mayberry CBS M-F 11
participating

Animal Secrets NBC Sat 1 part.

Another World NBC M-F 3 part.

As The World Turns CBS M-F 1.30
P&G, participating

Atom Ant NBC Sat 9:30 participating

The Beagles CBS Sat 12:30 part.

Beany & Cecil ABC Sun 9:30
Multiple Products, Gen Foods,
participating

The Beatles ABC Sat 10:30 Deluxe,
Nablisco. Alberto-Culver part.

Ben Casey ABC M-F 1 Bristol-Myers,
Heinz, Kaiser, Gen. Foods. Mat.
tel, Pharmacraft, Welch, Calgon,
Union Carbide

ica, div.
Beverly Hillbill
participati
The Bugs Bun
Deluxe, pa
Bullwinkle AB
Foods, par|
Camera Three {]
Candid Camera

-w home
this week

CBS Sports Spe Rochester
. piggyback

ishington,
Dark Shadows After a
The Dating Ga
participati
Days of Our Li
participatin
Dick Van Dyke
participati ‘
Directions '67

b.Y.)

_ . post-season
op. 19 out JEest
on page 50)
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‘sion Age Nework Program Chart—Daytime

: L2
\ SUNDAY
SUNDAY MONDAY-FRIDAY S:‘;léRDAYcBS ABC ,
ABC CBS ] ABC CBS NBC 1:30 . s "
N
tssues And |
Wﬂ‘g 1:45 Answers Resll‘.'s
Playhouse
Captaln 2:00 SIS —
Kangaroo
Boanyk | Sunrlse g Underdog | Atom Ant 2:15
cecli emester
! = 2:30
_ : FRea;:'P‘ Frankenstel
. or e rankenstein The
Linus Candid Stars King Jr. & The tstones 2:45
. The | l?\mp.'-get Camera S Kong R isililes Flintston -
L) ews: 10:
. | 3:00 Basket- c8s
) - Ll Sports
Fef - The Space Space .
ai ‘ﬂﬁ,‘ﬁh'e’s co"tcl%:m Beatles Ghost Kidettes 3:15 Spectac-
30 cular
3:
The New
New Secret
Car Supermarket Andy of pat Casper Adventures % :45
Swaep Mayberry Boone c;;t:xn 0f Superuman squirrel 3
4:00
Childrens
e e mtl:(k iy M';:\t: " Johnee J Ihe 4:15 AmL??can ;:simm
. n::,',','.‘ "as"hg& ¢ Sqldies Monster Ranger etsons
4:30
Love Of The Sports-
) Road Cool H
E‘{% k?:"" Rl Jeopardy Bugs Bunny Runner MeCaol 4:45 man
News—12:25 Show
- i 5:00
Search For Eye y "
The Tomorrow Guess Magilla The The . To Te "
an::ﬂme . ngs‘aow m = Gorilla Beagles | Smithsonian 5:15 The Truth
ee e News—12:
Light i3
i 1 5:30 —
t i
Animal Amateur ®
frirectlons Ben sunrise Hopplty Tom & 5:45 Hour i
&7 | Casey Semester Hooper Jerry Secrets g
TR e

\Bi's Wide Werld of Sports ABC

House Party CBS M-F 2:30 part.
ABC Sat 5 J. B. Williams, Bris-

Issues and Answers ABC Sun 1:30

Discovery '67 ABC Sun 11:30

Beverly Hillillies CBS M-F 10:30 Multiple Products, Gen.

participating Foods,

tol-Myers, participating

Amateur ¥our CBS Sun 5:30
. B. Willlams

american Bandstand '67 ABC - Sat
1:30 Helnz, Carter, Vick, part.

The American Sportsman ABC Sun 4
R. J. Reynolds, part.

Andy of Mayberry CBS M-F 11
participating

Animal Secrets NBC Sat 1 part.

The Bugs Bupny Show ABC Sat 12
Deluxe, participating

Bullwinkle ABC Sun 11 Deluxe, Gen.
Foods, participating

Camera Three ¢BS Sun 11 part.

Candid Camera CBS M-F 10 part.

Captain Kangarpo CBS M-F 9 part.

CBS Sports Spectacular CBS Sun 2:30

participating

The Doctors NBC M-F 2:30
participating

The Donna Reed Show ABC M-F 12:30

Lever, Carter, &), Hartz, Breck,

participating

Dream Girl of 67 ABC M-F 2:30 part.

The Edge of Night CBS M-F 3:30
participating

Everybody's Taiking ABC M-F 12 part.

participating
Jeopardy NBC M-F 12 part.
The Jetsons NBC Sat 11:30 pa'rt-‘
King Kong ABC sat 10 participd
Lamp Unto My Feet cBs Sun 10
Late Afternoon News CBS M-F 5
Lets Make a Deal NBC M-F 1:30 P

Linus the Lionhearted Show cBS
10 Gen. Foods, participating

:30 P
fiact: Eye Guess NBC M-F 12:30 part The Lone Ranger CBS Sat 11
Another World NBC M-F 3 part. Children’s Fi wval CBS Sun 4 y 4 :30 part. e cas, Sif 10:30
As The World Turns CBS M-F 1:30 Xe',‘°§ Film Festi Face The Nation CBS Sun 12:30 Look Up an

P&G, participating
Atom Ant NBC Sat 9:30 particlpating
The Beagies CBS Sat 12:30 part.
Beany & Cecil ABC Sun 9:30
Multiple Products, Gen Foods,
participating
The Beatles ABC Sat 10:30 Deluxe,
Nabisco, Alberto-Culver part.
Ben Casey ABC M-F 1 Bristol-Myers,
Heinz, Kaiser, Gen. Foods, Mat-
tel, Pharmacraft, Welch, Calgon,
Union Carbide

Concentration NBC M-F 10:30 part.
Cool McCool NBC Sat 12 part.
Dark Shadows ABC M-F 4 part.

The Dating Game ABC M-F 11:30
participating

Days th()ur Lives NBC M-F 2
participatin

Dick Van Dyke ghow ¢BS M-F 11:30
participating

Directions 's7 ABC Sun 1 part.

The Flintstones NBC Sat 10 part.

Frankenstein, Jr. & The Impossible
CBS Sat 10 participating

GE College Bow! NBC Sun 5:30 part.
General Hospital ABC M-F 3 part.
Golf Classics CBS Sat 4 part.

The ggi(;iing Light CBS M-F 12:45

Hollywood Souares NBC M-F 11:30
participating

Hoppity Hooper ABC Sat 1 part.

Love of Life CBS M-F 12 part.

Magil'a Gorilla ABC Sat }2:3_0
< Calif. Packing, participating

The Match Game NBC M-F 4
Meet The Press NBC Sun 1 [

Se

Mighty Mouse Playhouse CBS
= Gyen. Foods, Deluxe, AM: H
Products. particmatmg L 1
jiton The Monster ABC Sat 13-
. Remco Multiple Products, Pt

NBA Basketball ABC Sun 2 part.




"MINDAY-FRIDAY

SATURDAY

ne CcBS NBC ABC CcBS NBC
= o
1] CBS
Let's Make
As The A Deai Saturday
(gy World [ a News
Turns | News—1:55 American
|
e Bandstand
'67
e Days of
Ne rwed Password Our
Ine Lives
[am
Girf '67 ’,',';‘,‘t‘f The Doctors
New-2:55
To Telt
Goral The Truth Another
Hiltal News— World
3:25
e The Edge You Don't
fses 0f Night Say
B Profes-
The Match .
Slbruk ThSetSecret Game sional
WS orm
News—4:25 Howlehs cBS
— Touf Golf
lere R
e El2ssjos Vietnam
Jon Weekiy
[ Review
Late
NAfternuon
ews 5-5:10 ABC's Wide
il World 0f
ter
Jeings Sports
W The
WS

NBCeeligious Series NBC Sun 1:30
Nem-asper Cartoon Show ABC Sat 11
ultiple Products, participating
The ewlywed Game ABC M-F 2
rticipating
NewABC M.F 2:55, 4:25
NewCBS M.F 12:25, 3:25 part.
NewNBC M-F 10.25, 1255, 1.55
25 participating
Theurses ABC M.F 3.30
Pat one NBC M.F 11 part.
:as'ard (;BS M-F 2 participating
ett JFergn?ogs wtith the News ABC
. 8 part.
PetiPotamus ABG Sun 10:30
PMan: Foods, participating
N»'PIE ABC Sat 9:3% Gen Mills,
plm.mle Products, participating
sionai Bowlers Tour ABC Sat
L 30 part.
:3 For The Stars NBC M.F 10 part.
20ad Runner CBS Sat 12 part.

seagéor Tomorrow CBS M-F 12:30

Sec Squirre) NBC Sat 11 part.

The Secret Storm CBS M-F 4 part.

The Smithsonian NBC Sat 12:30
participating

Space Ghost CBS Sat 10:30 part.

Space Kidettes NBC Sat 10:30 part.

Sunrise Semester CBS M-F 1, Sun
9:30 part.

Super 6 NBC Sat 9 participating

Superman CBS Sat 11 participating

Supermarket Sweep ABC M-F 11
participating

To Teli The Truth CBS M-F, Sun 5:00
participating

Tom and Jerry CBS Sat 1
Matte!, Quaker Oats, part.

Underdog CBS Sat 9:30 participating

Vietnam Weekly Review
NBC Sat 4:30

Where The Action Is ABC M-F 4:30
participating

Wild Kingdom NBC Sun 5 Mutual of
Omaha

You Don't Say NBC M-F 3:30 part.

R’s audio
' s the com-
2/ideomatic
imen  with
competing

agree to
oducts for

T LN s,

l( >ming spot
\“\ and adver-
re the fol-

‘i
N
i

e L NVE R e

rica, div.

ew home
this week
1y spots.
lence,
Rochester
A piggyback
ER and
vill be in
Springfield,
shington,

| post-season
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on page 50)

contained
47




Walljs

Electronic
increasingly

electronic in
try more efl
of output
improve the
These instry
an integrate
trols. Thus i
is possible f|
close eye oif
tions and {
mediately 4}
Instruments|
electronic dj
cate, record |
of processer
vacuum, prd
density, spqS
speed or co|§
Taylor hg
ily rising sa
panying in
year ending]|
ticipated th’
will pass th SRS
earnings wil m
share. The :
continued o] S
by climbing|
At the end d}
admitted to
Stock Exch:
The devic
used in the
asoline and
the products
terms of qua
markets for}
products aif
food and p
ing for appi
its sales. T
cal markets |
der of the d
consumer nj R, : : ]
lor produc
lers, compas

ows that he gets to people when they buy his spectacular talent for pleasing people. To qualify for an RIRAY
writers and publishers affiliated with BMI must Gold Record Award a single must have amassed a sale of at
pretty nearly everybody—according to 1966 Gold least one million copies. A Gold Record Album must ate
rds, certified by the Record Industry Association earned 3 minimum of $1 million in sales at the manufacturery
This year, out of an all time ‘high total of Award level..Z" That's why we say BMI com- e
; ording§ of music by BMI writers came out on posers must be writing something right." B MI
of 23 Singles Gold Record Awards went to music ALL THE WORLDS OF MUSIC J

BM‘I. 5} of the 58 certified long playing albums FOR.ALL OF TODAY’S AUDIENCE. | ———
husic by BMI composers. What this signifies is a BROADCAST MUSIC




TELEVISION AGE

\ither step in the computeriza-
k' on of the media function was
én1is month when Broadcast Ad-
s Reports Inc. introduced a
| lectronic monitoring system,
thnakes it possible for agencies
321, within two days instead of
e it now takes, whether tv spots
&l in any specific market actu-
¥ 11 according to schedule.
fcrding to BAR, the new tech-
lecalled Videomatic, “is a coor-
@i system of recording EDP
#chnic data processing) signals
£l off video transmissions and
iz them to BAR’s existing com-
BT installation in Philadelphia.
n:s which have their own com-
Wican even pick up the informa-
! ect from BAR computers, en-
) liminating the need to prepare
ﬁhn report, suggests BAR pub-
e°hil Edwards.

M vief advantage to agencies, Mr.
als continues, Videomatic will
them to verify station bills
tcally and pay when contracts
eleen fulfilled. When a station
._ IPt un a commercial in the
id time slot, the media buyer
# ¥tain a credit or a “make-good”
; "ately, before payment has
eut and thus eliminate a good
paperwmk

Lomatic was used for the first
€1 BAR’s monthly audit of the

=

lion Age, February 27, 1967

FEBRUARY 27,

a review of
current activity
in national
spot tv

three tv stations in Baltimore. And
Mr. Edwards says the new system
will be installed and operating by
1968 in the 75 markets BAR now
monitors via audio tape. The system
will then be extended to audit every
tv station in the country.

To make the best use of Video-
matic, agencies are being asked to
provide certain coded information
within their commercials for more
efficient monitoring and identifica-
tion. “This involves enormous work
for the agency,” Mr. Edwards noted,
“but there is a good deal of interest

- because of the eificiency of the sys-

tem.” He added that agencies which
have computers of their own, such as

Media buyer Gene McGuire buys on
British Sterling, Pillsbury, Speidel
and other accounts at Marschalk, Inc.

1967

REPORT

Ted Bates, Y&R, Leo Burnett and
Benton and Bowles, are showing in-
terest.

Mr. Edwards said BAR’s audio
tape system will continue as the com-
pany mainstay because Videomatic
cannot provide media men with
enough information on competing
brands (until all agencies agree to
code commercials on all products for

the new system).

Among current and upcoming spot
campaigns from agencies and adver-
tisers across the country are the fol-
lowing:

Aerosol Corp. of America, div.
Shulton, Inc.

(Wellesley Advertising Assoc.,
Wellesley Hills, Mass.)

This company introduces a new home
product for women in Boston this week
using minutes in fringe and day spots.
Commercials will enter Providence,
Hartford, Springfield, Buffalo, Rochester
and New York on March 26. A piggyback
buy for JATO SPRAY CLEANER and
GLISADE FABRIC FINISH will be in
Boston, Providence, Hartford, Springfield,
New York, Baltimore and Washington,
D.C,, for the next four weeks. After a
two-week hiatus, a second four-week
flight is planned, Barbara Morrison is
the contact.

American Express Co.
(Ogilvy & Mather, Inc., N.Y.)

A 25-week sponsorship of NFL post-season
foothall shows is scheduled to begin

(Continued on page 50)
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It's not magic, just simple logic when you ¢!
bine Amarillo (120th market), El Paso (13
market) and Monahans/Odessa/Midlil
(140th market). These three markets have at
weekly television circulation of over 340,
homes — equivalent to the 50th ranking mai
in size.

AND, only the John Walton stations deliver ¢
entire Southwest Texas area with ABC and cif
programming in each of these three markets

MONAHANS
e ODESSA

One Ownership — 0One Network — One Buy
KVII-TV KELP-TV KVKM-TV..

Amarillo El Paso Monahans/Odessa/Midland
129,500 net 112,100 net 98,800 net
weekly circulation weekly circulation weekly circulation

<* ¥ THE JOHN WALTON STATION

N~ o KVII-TV KELP-TV KVKM-TV Sef:/i"g
o Amarillo, E! Paso, Monahans/Odessa/Midlar
Texas Texas Texas

Radio: KVII, Amarillo; KBUY, Ft. Worth; KELP, EI Paso; KVKM, Monahans
Represented Nationally by: Venard, Torbet & McConnell, Inc.

48 Television Age, February P




e Seller’s Opinion . . .
PUT ‘THAT’ IN A KIDS’ SHOW?

appears that CBS will be scheduling children’s programming next
falin the heretofore local station domain of Sunday morning. ABC is
slrdy there and NBC will probably follow suit. More spot tv adverti-

L) interested in reaching children will contemplate moving their doi-

ial into Sunday morning network offerings. If this occurs those tv

btzons with substantial investments in children’s programming and
peonalities will suffer acutely. The majority of sufferers are network
fiates, and some of them will try to get that revenue back by pre-
enting the networks in prime time with their own films or off-network

4 licated fare. Other solutions will be found in programming women-

4nfamily vehicles in early fringe areas that previously were devoted

{ohe kids. But these solutions will not come close to replacing the

re nue that has been produced from late afternoon children’s shows.

Flse solutions would mean just one more slice out of the already too

s0 tv spot dollar pie.

ome of the hardest hit stations will be those independent operations
wch pioneered children’s programming, cornered the kid dollars in
thr markets, and count heavily on this revenue.

. solution for them that needs a great deal of promotion but should
nt be overlooked is the one suggested by the Bruskin Study. This was
a 1rvey of children’s television preference, brand awareness and pur-
csing influence conducted for wNEw-TV New York by R. H. Bruskin
Aociates in November 1964. This survey provided striking evidence
th: children have great influence on purchases of food products.
1's came as no surprise, I'm sure, to mothers with children between
th ages of four to twelve.

flore specifically the Bruskin Study revealed:

- . Children like most foods which are good for them.

.. Children appear to have a fairly good platform knowledge about
foods which are “good for them.”

.. Children react favorably to food and beverage tv advertising,
with 76 per cent reporting that they asked their mothers to buy
something to eat or drink seen on television.

. In naming the products requested (free response), the products
t.ldvertised on children’s television programs are the heavy scorers
In requested purchases.

- On being asked for their favorite brand of a selected group of
products, those advertised on children’s television programs re-
ceived the lion’s share of mentions.

- Mothers confirm that children request purchase of items other
i‘han toys advertised on television, with 86 per cent reporting

Yes.” Of the products children asked their mothers to buy, most
were identified by brand; further, most of the brands requested
were those advertised on children’s television programs.

7. According 1o the mothers, their actual purchase rate for such

requests by children was nine out of ten.

It seems clear that the local children’s television programs can pro-

de a wholly new area of sales increase for a large number of pro-

icers of food and beverage products who have never used this form
television advertising. It also suggests that there are products other
an foods (soap, toothpaste, shampoo, etc.) which might benefit
indsomely in increased sales by advertising to children on their own

evision programs. 1Us something for advertisers and media buyers
think about.
-

Bletion Age, February 27, 1967

WSBT-TV -
will claim
allof...

MeXiCo

(0lé!)

The occupation force of 2,175,000 tragps
— make that watts —is being readied,
When it's unleashed early in May,
Mexico, Indiana, will be just one of the
new territories that will fall under
WSBT-TV’s new Grade “B” domain.

New areas, new viewers in every direction
from South Bend will become part of the
expanded WSBT-TV land. -

The people of Mexico don’t yet know
they're about to be occupied. But they
will, and so will others in our new mar-
kets. Stay in touch—WSBT-TV’s big
power switch is the big story of mid-
west TV!

WSBT-TV
SOUTHBEND
Represented by Katz
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at mid-March in about 20 wmarkets.
Minute commercials are planned in the
weekend fringe slots. Art Topol is
the contact.

American Tobacco Co.
(BBDO, Inc., N.Y.)

A supplementary buy on AMERICAN
TOBACCO (corporate) for additional
exposure in 75 markets begins this week.
The contact-year buy will use minutes
and prime 20’s. Paul Saltin is the contact.

American Tobaecco Co.
(SSC&B, Inc., N.Y.)

Spring activity on PALL MALL
MENTHOL begins in mid-April with
12-week push in 50 major markets.

Prime 20°s and iringe minutes wii carry
the commercial theme: “Come to the
forest-fresh taste of Pall Mall Menthol.”
Phyllis Ross is the contact.

Anheuser-Busch, Ine.
(D'Arcy Advertising Co., St. Louis)

Activity breaks March 6 on commercials
for MICHELOB BEER in 25 major
markets. The three-week flight will use
prime 20’s and fringe minutes, A few
fringe 1D’s are also scheduled.

Beth Seib is the contact.

Armour & Co.
(Foote, Cone & Belding,

Ine., Chicago)
A 20-week push for ARMOUR MEATS

“WOC-TV delivers the Q-C market,
a busy distribution center”
says Bill Gress, WOC-TV personality

Good distribution facilities are essential to any market .
market. And the Quad-Cities* (largest market between Chicago and
Omaha, Minneapolis-St. Paul and St. Louis) has the best in the Mid-
west!

. or test

The Quad-Cities is a key distribution center for grocery and drug
products, major appliances, radio, television and other consumer needs
for more than 1% million people in this area.

What turns on this giant Midwestern distributing center? WOC-TV.
the area's favorite, the media that can give you all the coverage you
need for your next.test or total market campaign.

wOoC. Ty where the NEWS s
wOoC-Tv where the COLOR s
wOC.Tv where the PERSONALITIES are

*Devenport-Beitengor, 10ws

[@‘ Serving the Quad-Cities
}

market from
& 6 i Davenport, lowa

- Roch isiang-Moiine East Moling nois

Exclusive National Representative — Peters, Gritin, Woodward, Inc.
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begins March 13 in about 65 ma
markets. Piggybacks and minutes
day, fringe and prime spots are
Also, activity begins March 6 on g
10-week drive for DIAL SOAP. \13'
and piggybacks will also be used fy
this product. Jerry Epstein and Kel
Vlautin buy.

Best Foods, div. Corn Preg}
(Dancer-Fitzgerald-Sample, Ine
NY).
HELLMANS MAYONNAISE will b
11 major markets for the next three
weeks. Another two-month campaig
begins June 19, with a third plange
for next November. Women are the

target of prime and fringe minutes
Tony Fasolino is the contact.

Braniff International
(Wells Rich Greene, Inc., N.Y,

A 13-week push for BRANIFF
INTERNATIONAL ATRLINES beg
this week in 15 southwest markets, ' |
Cominercials will be in early and | |
fringe minutes. Nick Langone is ¢
conlact.

Burlington Industries Ine.
(Doyle Dane Bernbach, Inc., N3

\pril 3 is lreakdate on a threewe
push for GALEY & LORD fabries it
Albany, New Orleans and Phoenix
Minutes in fringe and prime time &
the vehicle for this special drive, t
first in spot tv for this network-orier
company. Buying is Madellene Blou

Celanese Fibers Marketing C
(Grey Adveriising Agency, Ine,
N.Y.)

An 1}-show series, Celanese Center
Stage, is set for airing in syndicatlo
to 50 major markets starting March
Each show will be in all markets du}
the same week 1o take advantage of
press tie-in. The company will tie
commercials for apparel and home |
furnishings with local retailers to lo®
all commercials. This has never be
done before, a company spokesman
said. Each hour show will carry sevis
minute commercials. Vicki Gilbert b

The Chattanooga Medicine '/

(Street & Finney, lnc., N.Y.)

March 19 is <tart time on a si{(-wefk
fhight for PAMPRIN in 35 major mi
A second six-week flight in 35

| additional markets begins in April.

Plans for expansion into more marsé
next fall are currently in the discust
stage. Prime and fringe minutes are

| scheduled for the initial two flights

Dotty Barnett buys.

Coffee Rich Ine,
Rich Advertising Co.., Inc., Buff?

\ 26-marke! drive for COFFEE RIC
begins March 19. Varied schedules
include a 13-week push in four
markets, a 15-week buy in two mar
and a five-week flight in 20 marhet
A second five-week flight in the s8!
20 markets begins mid-April. Prime
20’s and day and fringe minutes W
be used to reach women. Robert

¢ Knechtel is the buyer.

[
Television Age, February z,



ﬁ‘:.getic, conscientious, Peter
w lolfe believes it is the media
ver responsibility to find out
-.»ry ing he can about the products
d e nmercials he handles. He likes
vie the commercials himself—he
vs 1 Best Foods and S&H Green
umj—whenever possible. In his
4w ‘ork office at SSC&B, Inc.,
wercthe buyer has worked for the
b tlee years, he spoke about what
fes is one of the most important
sec of buying.

“N matter how good the copy
W . it is up to the media buyer
fir the right markets and deter-
ne 1e most efficient setting for the
mnrcials. That is why he must
orothly understand what type of
pesand target audience his prod-
t Is. One product might have
mylifferent types of appeal, and
abier must use this knowledge to
terine what markets and which

PETER WOLFE

time slots would be most efficient.”
Determining it properly, he feels, is
one of the most rewarding aspects of
the buyer’s job.

On another topic, the use of inde-
pendent 30’s in spot tv, Mr. Wolfe
was cautious. He feels that if stations
charge more than 50 per cent of the
minute rate for a 30, advertisers
might prefer to continue using piggy-

backs. Asked if he didnt feel that
the target audience of each product
in a piggyback was compromised by
the brand requirements of its partner,
he noted that “while one partner
may suffer in a particular market, it
is likely to gain in another, and some
equilibrium is eventually attained if
you buy in enough markets.”

As to whether he thinks the inde-
pendent 30-second spot is an inevita-
bility in the spot business, the buyer
said, “It all depends on the adver-
tiser’s needs and the station’s willing-
ness to cooperate. The 30’s are still
in the discussion stage in most mar-
kets, and we will have to wait and
see what happens.”

Peter Wolfe was graduated from the
N.Y.U. School of Commerce with a
Bachelor of Science degree in adver-
tising and management. Married, he
lives in Hackensack, N.J. He is an
avid sports car enthusiast, drives and
navigates in sports car rallies, and
makes the annual pilgrimage to the

U.S. Grand Prix.

mitiental Baking Co.
ed ates & Co., Inc., N.Y.)

gix ek drive in 10 major markets
ginchis week for HOSTESS FRUIT
ES.lids and women are targets of
¢ di and fringe minutes. Buying is
org Bock,

Iwid Dalton Co., div. Mead
Jonson & Co.
gil & Mather, Inc., N.Y.)

min cials for METRECAL LIQUID
D ‘'AFERS are in 60 markets this
ck. 'he buy varies from five- and
twe: flights in some markets to
by schedules in others. Women
* th main target of the fringe

nut, Buying are Doug Spellmann
i Fer Warren.

-

Falstaff Brewing Corp.
(Dancer-Fitzgerald-Sample, Inc.,
N.Y.)

Activity breaks this week on commercials
for FALSTAFF BEER. Prime 20’s and
minutes and late fringe minutes are
planned for about 85 major markets.
The schedule will run 12 weeks in some
markets and the full year in others.

Men 18 to 49 are the target. Buying

is Ed Gallen.

Famous Artists & Writers
Schools, Inec.

(Victor & Richards, Inc., N.Y.)

A heavy spot push for THE FAMOUS
WRITERS SCHOOL and THE FAMOUS

Buyer’s Checklist

Network Rate Increases
(S-TV,

YHIO-TV Dayton, Ohio, from $1,400
£ 81,500, effective July 30, 1967.
NC-TV:

CHFLTY Austin, Tex., from $125
18175, eflective August 1, 1967.
¥BMG-Tv Birmingham, Ala., from
‘(; to $175, eflective August 1,
V7.

¥soc.tv Charlotte, N.C., from

;3700 to $1,400, effective August 1,

Station Changes

WDAZTY Devils Lake-Grand Forks,

———
——

N.D., was added as an associated
station 10 NBC-TV network affiliate -
wpaY-Tv Fargo, N.D. wpaz-rtv will
operate on channel 8 with 316-kw
visual power from a 1,480-foot an-
tenna, Combined coverage of WDAY-
Tv and wpAz-Tv will reach about
96,200 tv homes.

Doubleday Broadcasting Co., Inc,,
a subsidiary of Doubleday & Co.,
Inc., has acquired the following tv
stations formerly owned by Trigg
Vaughn Stations, Inc.: KOsA-TvV
Odessa, krop-tv El Paso and xptv
Dallas (construction permit), all in
Texas.

tlewiy), Age, F ebruary 27, 1967

ARTISTS SCHOOL will be in 200
markets using 15-minute late night
segments until the end of March.
Plans to use five and two-minute
commercials after that are currently
being discussed. Lucille Widener

is the contact.

General Cigar Co.
(Young & Rubicam, Inc., N.Y.)
Commercials for TIPARILLO M break

in 20 markets this week, Fringe
minutes and prime 20’s will be used
through next December. Buying is
Pete Cattelli.

Hills Bros. Coffee, Inc.
(Foote, Cone & Belding, Inc., San

Francisco)

Activity breaks March 6 on a ten-week
campaign for this company’s coffee
product in 27 midwest and western
markets. Fringe minutes and some prime
spots are planned. Dianne Sommerfield
buys.

Kellogg Co.
(Leo Burnett Co., Inc., Chicago)

Commercials in the top 30 markets for
CORN FLAKES and APPLE JACKS
will advertise a “Barracuda giveaway”
during March and April. The
promotional contest will be a boxtop
drawing for 25 Plymouth Barracudas.
Minutes are planned in f{ringe, day
and prime spots. Tracy Brown buys.

Kinney Shoe Corp.
(Frank B. Sawdon, Inc., N.Y.)
A 40-market push for KINNEY SHOES

starts this week using day and fringe
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COUNT ON
HKOVR |
FOR ACTION

@ SACRAMENTO

[ STOCKTON |
CALIFORNIA

You are in one of America’s fast-
est growing markets when you are |
in Stockton-Sacramento. This is
a big market, too . . . $4.64 |
billion in Effective Buying In-
come. KOVR is the television
station in this rich Inland Cal-
fornia market that really delivers
results. Reason? KOVR combines
new vitality in local programing
with high-rated ABC shows. Get
more from your advertising . . .
on KOVR.

Duta Source: Sales Management's 1966

Copyrighted Survey
Effective Buyving lncome

© KOVR O

McCLATCHY BROADCASTING

BASIC ABC AFFILIATE REPRESENTED

NATIONALLY BY THE KATZ AGENCY, INC.
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minutes to reach women. The drive will
last until Easter. Buying is Ardien
B. Rodner.

Lever Bros Co.
(Doyle Dane Bernbach, Inc.)

A 10-week buy for BREEZE begins
March 15 in 80 markets. Early and late
fringe minutes to reach women are
planned. John Ormiston is the contact.

1

Liggett & Myers Tobacco Co. |

Ty

(Compton Advertising, Inc., NY, §

This company is introducing L&N
MENTHOL TALL, another contributis §i
to the 100mm filter cigarette market
in 11 western states. Fringe minutes
and prime 20’s are being used for g
minimum of 13 weeks. Bob Pate is
the contact.

Forty-one stations on the CBS Television network will receive ral !
increases to take effect within the first six months of the year. Increase:
were incorporated in the most recent ‘Station And Rate Guide,’ issues
quarterly by CBS. .

The rate increases listed are as follows: I’

Network Increased Effective
Station Rate To Date i
KGGM-TV Albuquerque $ 400. $ 425. April 9
WAGA-TV Atlanta 1,300. 1,400. Jan. 29 |
WRDW-TV Augusla 425. 450. Feb. 26
wABF-TV Baton Rouge 450. 525. Feb. 12 |
KFDM-TV Beaumont 500. 550. March 2!
Kook-Tv Billings 275. 300. May 7
WHDH-TV Boston 3,250. 3,350. May 7
wJw-tv Cleveland 2,400 2,500. Jan. 29
wrBL-TV Columbus, O. 600. 650. April 9
wcBl-Tv Columbus. Miss. 275. 300. May 7 }
wTvb Durham 1,000. 1,100. Feb. 12 |
krop-tv El Paso 100. 425. March 12
wINK-TV Fort Myers 120. 150. March 1
KFsA-TV Fort Smith 325. 350. Feb. 26
K6BT-TV Harlingen 375. 400. Feb. 26
wric-Tv Hartford 2,300. 2,500. April 23
kip-Tv Idaho Falls 275. 300. May 7
wJXT Jacksonville 1.025. 1,075. Jan. 29
KODE-TV Joplin 425. 450. April 23 §
wiIR-TV Knoxville 650. 750. Jan. 8
wkBT LaCrosse 500. 550. April 9
KLFY-TV Lafayette, La. 400. 450. Feb. 12
kTHV Little Rock-Pine Bluff 650. 700. March 2
KNXT Los Angeles 5,000. 5,200. Feb. 12
wMAz-TV Macon 500. 550. Jan. 8
wLuc-Tv Marquette 325. 350. Jan. 22 |
wToK-TV Meridian 450. 475. Feb. 12
KoOL-TV Phoenix 700. 750. March 28
KoTA-Tv Rapid City 300. 375. June 18
KXTV Sacramenlo 1,000. 1,050. March 1
wBocC Salisbury 200. 295, Jan. 22
ksL-Tv Salt Lake City 700. 750. Jan. 22
KFMB-TV San Diego 1,050. 1,150. June 18
WTOC-TV Savannah 350. 400. Jan.8
KSLA-TV Shreveport 675. 725. April9
KELO-TV Sioux Falls 1050. 1,150. May 21
wspPA- Spartanburg-Greenville 575. 675. Jan. 22
KXLY-1V Spokane 625. 675. April 9
wtul-1v Terre Haute 700. 725. March
KopL-Tv Tucson 275. 300. March 2
kMvT Twin Falls 200. 225. Jan. 22

-

6
Television Age, February 2,



Media Personals
]
L1 N DAviIS was named vice presi-

li4r and media director, and JAVES
te+ became all-media supervisor
4t feightman, Inc.. Philadelphia.
M:rDavis was formerly with N, W.
Ay Inc., and Mr. Egan was as-
mcte media director at W. B.
Pbr, Detroit.

IVALD E. LEONARD became vice
predent and media director
in harge of the Colgate spol
hridcast buying unit at Ted
Ba) & Co., Inc. Mr. Leonard was
forerly with Metro Radio Sales,
a dision of Metromedia, Inc., where
lie 'as director of business devel-
upint,

LRID THALHEIMER, formerly a
inuyer at Ted Bates & Co., Inc.,
i d Ross Roy, Inc., New York, as
a rdia analyst and buyer.

1IBERT A. WOLF joined Carl Ally
incas media supervisor. He was
preously in the media department
.t oyle Dane Bernbach Inc.

HN GARFIELD was named associ-
atenedia director-broadcast at the
Crvold-Eshleman Co., Cleveland.
Heras previously account executive
wii Lang, Fisher and Stashower,
Iny Cleveland.

'Who's Who
Il Des Moines
[elevision?

Rey .t}semed Nationally by
ters, Gritfin, Woodward, Inc,

e .
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P. Lorillard Co.

(Grey Advertising Agency, Inc.,
N.Y.)

A supplementary six-week buy for KENT

cigarettes begins next week in 45

selected markets. Prime 20's are planned

to heavy up a drive which began last
January. Jefl Kelson buys.

Maidenform, Inc.

(Norman, Craig & Kummel, Inc.,
NY.)

Commercials for various MAIDENFORM

products will be in 40 major markets

starting April 3. The six-week flight will

use fringe and prime minutes. Gary
Ahrens buys.

Minute Maid Co.
(Marschalk, Inc., N.Y.)

This company, which began spring
activity for HI.C fruit drink and
MINUTE MAID orange juice in 80
markets three weeks ago, is adding
another 40 markets to the schedule this
week. Women and kids are the target

of early and late fringe minutes.
Buying is Vera Barta.

Melville Shoe Corp.
(Doyle Dane Bernbach, Inc., N.Y.)

A four-week drive begins this week for
THOM McAN men’s shoes and
children’s shoes in 50 major markets.
Men are the prime target of the fringe
minutes, with day and fringe minutes
also planned to reach women and
children. Buying is Dave Ackerman.

National Distributing Co., Inc.
(Honig-Cooper & Harrington, San
Francisco)

A 19-week push for ITALIAN SWISS

COLONY WINE begins this week in

75 markets. Prime and fringe minutes

will carry the message, Clarice McCreary
is the buyer.

North American Philips Co., Inc.
(LaRoche, McCaffery & McCall, Inc.,
NY.)

Two flights totaling ten weeks begin
late in March and at mid-May for
NORELCO ELECTRIC SHAVERS,
The 44-market push will use fringe
and prime minutes. Maureen Murray
is the contact.

Pro-phy-lac-tic Brush Co.

(J. Walter Thompson Co., N.Y.)
Spring activity for PRO-PHY-LAC-TIC
TOOTHBRUSHES will begin around

the end of March. The 20-market push
will use fringe minutes for approximately
13 weeks. ID’s for the company’s
hairbrush line are also being considered.
Dorothy Thornton buys.

Ralston Purina Co.

(Gardner Advertising Co., Inc.,
NY.)

Two-t0-five-week flights for PURINA
PUPPY CHOW begin this week in 129
major markets. Women are the target
of the prime 20’s and fringe minutes
in relatively light exposure. Planning
and buying is out of a spot

buying group,

GO FIRST
CLASS WITH
KMJ-TV

FRESNO o CALIFORNIA

Outfox your competition. Put
your message on KMJ-TV and
get the benefit of first class skills,
first class equipment, local news
coverage in depth, and high-rated
NBC network shows. KMJ-TV
delivers the audience you want
including the nation’s Number
One agricultural income county.

Data Source: SRDS, January, 1966

KMJ-TV @

© KM}V &

McCLATCHY BROADCASTING

BASIC NBC AFFILIATE REPRESENTED
NATIONALLY BY THE KATZ AGENCY, INC.
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““PROFESSOR KOOL"
Sat. 9-9:30 A.M.

“SUPERMAN"'
Mon.-Fri. 4:30-5 P.M.

TO US

““GIGANTOR"
Mon.-Fri. 7:30-8 AN
Sat. 9:30-10 A.M.

“ROMPER ROOM"
Mon.-Fri. 9-9:30 AM.

B No wonder children are ““bustin’ their buttons!” They look at WMAR-TV because WMAR-
TV looks out for them! WMAR-TV is currently airing ‘*‘ROMPER ROOM," “SUPERMAN,"
“GIGANTOR'' and “PROFESSOR KOOL." These top children's programs, plus adjacencies
to “CAPTAIN KANGAROO" and the Saturday morning CBS lineup, offer an unparalleled
opportunity to reach this ever-growing market. If you are advertising toys — or any other
product for the ‘‘small fry"" — remember — in the Baltimore / Maryland market the kids

are where the shows are — on WMAR-TV.

No Wonder. ... In Maryland
Kids Watch COLOR-FULL

WMAR-TV

CHANNEL 2, SUNPAPERS TELEVISION

TELEVISION PARK, BALTIMORE, MD. 21212
Represented Nationally by THE KATZ AGENCY, INC.

o4 Television Age, February a7’
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(Continued from page 21)

iy, the beer company agreed
¢ aoda would be acceptable; the
ar »mpany said a cigarette could
s 1, and so on. So what actually
gpe>d was that the team bought
gh ty—a common thing in this
i3, no?”

“mon or not, the moves and
mt-moves in New York base-
I/ were watched this year with
zre by every team in the coun-
. Fc years, the other clubowners
4 vwwed with alarm the tv prac-
& . the Yanks and Mets (and the
dgs and Giants before they
ade west). The teams usually
¢d Il their home games, and as
inyoad games as possible. “Too
ith said various owners. “It’s bad
. Iseball. The public will get
rodvith so much tv. They’ll stay
iy rom the parks. And, besides,
ar handling would bring in as
uh-if not more—revenue for
ROV games.”

Lyvitually, when the Dodgers and
ant fled to California, the mal-
wes saw some of their ideas put
 actice. The teams put only a
¥ gnes on the air, and only road
meat that, and managed to com-
ndights fees far above what they
d tained in New York. But the
wk and later the Mets, went on
eris tv schedules of 100 or more
me How much the tv exposure is
blue for the teams’ current pre-
amats is inestimable; other fac-
¥-te last-place finish of the
ik the rise of professional foot-
L e opening of New York and
®rnajor markets to a network
ligoe on Saturday afternoon, etc.
ull ndoubtedly play a part. But
' ft remains that at press time,
':‘i\‘ts had sold only one-fourth of
40 package (to Rheingold beer)
d 1, legendary Yankees had one-

Arl open in a participation
L‘iﬂe.

Isht New York Picture

I, a spokesman at Doyle Dane
inlch reported that the Mets had
Folle of “very close” prospects
"% of the team’s remaining three
“arter shares, and wpix New

eion Age, Fcbnmr) 27, 1967

York reported several nibbles on its
various package plans of Yankee par-
ticipations. But there was no doubt
that the advertiser picture in the na-
tion’s largest market had tightened
considerably.

There were holes at press time in
the line-ups of a few other teams
around the country. Washington,
Cleveland, Pittsburgh, Philadelphia
all had several minutes still to be
sold. However, station sales managers
were confident that things would be
locked up tight before the season
opened in April. And in some areas,
particularly those in which the team
has held on to its own broadcasting
rights and sold them as part of a
time-and-talent package, the situation
is such that it doesn’t matter if the
team sells all its available minutes or
not.

Who Likes a Loser?

An official at wJBK-TV Detroit
elaborated by pointing out that the
Tigers had reduced the number of
minutes per game from 18 two sea-
sons ago, to 16 last year, to 14 or 15
this year. “Still, at $75,000 per min-
ute, the team gets more for its ‘rights’
than if it offered them alone to an
advertiser.” The truth in that philoso-
phy is best illustrated by the fact
that other teams—Houston’s Astros,
Atlanta’s Braves, the Yankees—have
accepted the “package” plan. A basic

Michael Burke (l.), president of the New York Yankees, and Fred Thrower,

reason for the idea, too, is that few
advertisers today want to invest sev-
eral hundred thousand dollars, or as
much as $1 million, for broadcasting
rights when the team itself might
have a disastrous season. The situa-
tion is similar to that in network tv,
where fewer and fewer sponsors want
to tie up millions in a single program
that might tailspin in the ratings.
Studies have shown that baseball’s
local tv ratings hold up fairly wel
throughout the season for almost any
team, climbing in the latter part if
the team is involved in a tight pen-
nant race, or trailing off if the team
is way out of competition. So, the
advertiser feels protected
complete disaster as far as total
commercial

against

impressions are con-
cerned. )

But, more and more, where major
sponsors—companies that pick up
one-third or one-half of the games—
are involved, there is a desire to
avoid being identified too closely
with a loser. It’s great to be tied in
with a winner, but in each league,
the odds are nine-to-one against.
Add this factor to the continually
climbing cost of controlling the
broadcast activities of a ballclub,
and iU’s easy to see why longer par-
ticipation line-ups are the trend of
today, the practice of tomorrow.

Some teams are

vociferously
against the trend, of course. A

president of wpix New York, are among the team and station executives
watching the reaction of Y&R account executive Paul Dougherty at a recent
bash given to interest advertisers in the Yankees’ tv schedule.
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Alan Conner and Cathy O’Sullivan, both of the D’Arcy Advertising Co., San

Francisco. were 1966 and 1965 winners in the Peters Griffin Woodward, Inc.
SUPR-TV Buyer’s Contest. The prizes, all-expense paid trips for two to Las
Vegas, were presented by PGW’s San Francisco manager Bill McGee. Contest-

ants from San Francisco agencies and adveriisers had to pick the winning
shows for each half-hour of prime time on all three networks for the 1965

and 1966 seasons.

spokesman at KTLA Los Angeles said
the station and the California Angels
are all for keeping the number of
sponsors to a minimum “to avoid
fractionalizing the game and irrita-
ting the viewers. And the commercial
recall vaiue is bound to be higher
when there are fewer advertisers.” He
noted, however, that the Angels offer
a limited number of road games only,
and that they are aired in “a grow-
ing market” where there is consider-
able sponsor interest.

Other markets have that interest
on tap, but the sponsors still don’t
want to put all their eggs in one
basket. In Chicago, for example,
when three clients—Phillips 66, Chi-
cago Dodge Dealers and a local bank
—dropped out of the weN-tv Cubs/
White Sox combination, Pure Oil,
Chicago Chevrolet and Zenith were
ready to come in and pick up the
small pieces. If Hamm Brewing had
dropped its one-third, however, the
story might have been different—
as it was in New York when Ballan-
tine dropped its third of the Yanks.

A major asset to the sponsor line-
ups this coming season is Allstate In-
surance which is backing part of the
tv showings of nine teams (and
might add one or two more before
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the umps cry “Play ball”). Last sea-
son Allstate was in four teams’ tele-
casts. Now, although the insurance
company is buying only a minute or
two per game in each market, it’s
helping to fill holes from San Fran-
cisco to Washington.

On the technical side of televised
baseball, the coming season will offer
a few innovations. For one thing,
color is the word nearly everywhere.
Where color facilities are not avail-
able, in a handful of parks, there is
talk of rushing them in before the
action starts. Equipment shortages,
particularly of mobile color units,
might hold up plans, but the fore-
cast is that when the 1968 season
begins, all 20 teams will be offering
all their games in color.

The experiments with instant re-
play, stop-action and other gimmicks
have ceased to be experiments and
are now part of the tv routine where
a number of stations are concerned.
But the basic approach now is that
the “tricks” are effective only in
small doses, and that most games
have enough excitement of their own
without artificial stimuli. To capture
some of that excitement, WPIX in
New York announced a new policy:
letting its cameras pick up anything

and everything that happens
Yankee Stadium. Presumably tl
nouncement means the camera
stay with the umpire/player
barbs, the fights between fans,i
An interesting technical sitiy
has popped up in Atlanta, whe}
Braves are carried on WSB-T\ud
are also seen on 20 other st
throughout several states. Bej
of a savings on line costs, the 1
are fed to the various stationsy
wsM-Tv in Nashville, and the b
are considering originating thej

mercials from Nashville as we |

In New York and one or two i
markets that provided regional &
in the past, the habit has
broken. The NBC Game of the |
fills Saturday afternoon on a|
ber of affiliates that once tool
local games, and CATV syste’
various markets pick up the co
thus effectively locking out the
lar stations. (In some areas, st}
Baltimore, uhf outlets have ¥
permission to carry the games

But the details of color, i
ment, regional networks and thi:
are secondary in the minds (!
majority of advertisers in tel¥
baseball. They are concerned(
rising costs, and with gettir th
most for their money. Their ¢/
has affected the thinking of a nil
of ballclubs that realize their tv
ages must be made available atl
ble and more realistic prices
have sometimes been asked il
past. The baseball industry®
weathered several  Congres!
storms in recent years, andd
and again has found its often®
tionable business practices uph!
acceptable in a “sport” or “of
But the pressure for Federal 1¢
tion has grown, and basebal®
particularly anxious to hav
gruntled advertisers complaini
Washington that costs are too%
or that they’re locked out g
competitive marketplace.

After the upcoming seasol,
the owners get together for th
ter meetings, they’ll be payll
tention to the remarks of thit
and the others like him who®l
a fair-sized brewer . . . and ©
know what to do . . .7

Television Age, February 2!
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Wl (Continued from page 19)

¢ the advertiser might be so
! financially as to make their
1y hibitive. The consequent pre-
to that the 30-second rate will
uuilly become the base rate by
ich all others are determined
s ogical.

3uia total revision of the rate
jetce, objects Mr. Simmons at
irnodel, “would destroy the
s undation upon which all tv
¢ re made.” The minute rate
wrs on the hour rate, he con-
ds ‘And many things depend on
h.r rate: union contracts, prices
crins, costs of syndicated shows,
: rmy things for stations to be
in to change the basis of their
Wiv system.” But PGW’s Bill Wal-
Wentends that, “no one bases the
nu on the hourly rate anymore.”
\ ‘mmons agrees that there have
e yme changes in the basic ratio
the pricing spots to meet rating
wvicey,” but he reflects the skep-
istmany feel about such a dras-
Lreision.

No One Solution

Arlternative possibility, however,
th' 30’s might eventually replace
' itirely within the current pric-
% <-up, and there are those who
il 1t this might be good for spot
®ins, Quite obviously, the avail-
ilit of network piggybacks in
im time has cut sharply into the
kes)f spot 20’s and ID’s. Walt
Usc believes that ““prime 20’s are
fakn spot and the availability of
fiejndent 30’s might increase spot
j8itss in prime time considerably.”
| Rier, sales manager at H-R Rep-
*eritives, Inc., agrees that “30’s
il ventually replace 20’s as the
Siccommodity.” But although he
'Iflltllal the sale of 20’s has been
llir off, he qualifies this by saying
balis not necessarily true in all
iths. And what’s good for one
Atk might not necessarily be good
" fother. That’s why stations must
®Viautiously, each finding its own

il
""‘,‘, to the 30-second rate
are,

M Nilson

who acknowledged
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there is still a demand for 20’s in
some markets, said: “It might not be
possible, therefore, for all stations to

Lloyd Venard, president of Ve-
nard, Torbet & McConnell, Inc.,
says many stations he represents
have had 30-second availabilities for
some time. “But there just hasn’t
been much demand for them until
now.” Rates for the 3(0°s at these
stations range up to 80 per cent of
the minute rate, he noted. Regard-
ing developments for the future, he
said, “We are confident that the 30-
second rate is going to be one of
the big developments in spot tele-

vision during the 1967-68 season.”

offer 30’s in all locations. There can
be no overall formula. Stations will
adjust themselves according to the de-
mand for 30’s in their markets.”
Nevertheless, he feels the 30 will be
the “key time unit within a year or

so0.”

To back his prediction, he esti-
mates that “possibly half the sta-
tions we represent will have the 30
on their rate cards by June 1.” Al
Ritter, at H-R, suggests that most
stations will carry the new rate by
next fall. Bill Walters, at Peters Grif-
fin Woodward, goes even further; he
predicts that by June 1 all station
rate cards will carry a 30-second list-
ing. “Stations are phasing into it
right now,” he contends. He and most
reps agree that if the 30 becomes the
base rate it will happen slowly, “by
osmosis, as each station individually
adjusts its schedule to accommodate
the 30-second spot and as more and
more advertisers buy 30’s. But we
will be a long way toward that,” he
says, “‘by June 1.”

On the subject of whether the net-
work station break will eventually be
lengthened, most reps agree that will
not happen for some time. Such a
change involves a major network
acquiescence and depends on how
much pressure the networks get from
station affiliates. A poll of the chair-

IN .
WHEELING-

BUYING TIME

y

STEUBENVILLE?

., f;’zy&”

Represented by Peters, Griffin & Woodward, Inc.

A RUST CRAFT STATION

i
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men of network station affiliate
boards at CBS-TV, ABC-TV and
NBC-TV revealed no station agita-
tion for such a change at this time.
“There is always talk of how nice a
62-second station break would be,”
said Stuart Martin, head of the CBS-
TV affiliate board, and president and
general manager of wcax-Tv Burling-
ton, Vt., “but stations are not pres-
suring for such a change at this
point.” The seconds for a longer
break must come from somewhere,
probably from a cut-down on credit
listings at the beginning or end of
shows. But that would involve union
problems, one network spokesman
noted.

Just the First Step

That, however, is a problem for
another time. The first step, the
search for a workable 30-second rate,
is now being taken. It’s unlikely that
stations will phase out piggybacks
all at once. They are popular and
bring sales revenue. But eventually,
the piggybacks and possibly even the
20’s may be superseded by the inde-
pendent 30. And as stations make
room for the new time slot and adjust
their rates accordingly, an eventual
restructuring of the entire rate sys-
tem, with the 30 as the base commer-
cial time, seems likely to emerge. W

Joy Harper, media director for Doyle
Dane Bernbach Inc., Los Angeles,
receives a $500 check from Douglas
MacLatchie, vice presiderit of Avery-
Knodel, Inc. Miss Harper was one of
the top winners in KOLN-TV's Tall-
Tower Sweepstakes, which rewarded
media people who most accurately
predicted homes delivered by KOLN-
TV Lincoln, Neb., in the fall ratings.

S8

‘Spec’ (Continued from page 27)

limited funds, to come up. with any-
thing that’s really good in a specula-
tive presentation. The sophisticated
advertiser never asks for them.”

While Mr. Dane insisted DDB un-
der no circumstances will make spec-
ulative presentations, he agreed that
many agencies say they don’t, but
will, if pressed. “Unfortunately, in
this industry you get lip service that
no one makes speculative presenta-
tions, but then a good prospect comes
along, and some agencies feel they
have to do it.” He pointed out that
even a good speculative presentation
is basically a meaningless exercise in
that it does not “guarantee a con-
sistently excellent performance.” Mr.
Dane observed that the agency and
the client each have different primary
objectives in speculative presenta-
tions which must diminish their
value. The agency’s primary goal is
to nab the account; the client’s is to
find the most capable agency to
handle its advertising.

Some Experts’ Views

Clarence E. Eldridge,
chairman of Young & Rubicam’s
plans board, and marketing executive
of General Foods and Campbell Soup,
has had experience with speculative
presentations from both sides of the
fence. He labels them a “rather dubi-
ous expedient.” Says Mr. Eldridge:
“In the first place, the amount of
money involved in some of the more
elaborate of these presentations is
much greater than what would norm-

formerly

ally be spent for new-business solici-
tation. While reasonable expenditures
for developing new business are to be
expected, when tens, perhaps hun-
dreds, of thousands of dollars are
spent on the preparation of a single
presentation, and when a substantial
part of the time of an agency’s prin-
cipals is diverted to this effort, it may
be argued fairly that the clients of
the agency are being compelled, in
effect, to subsidize—to a greater ex-
tent than would normally be the case
—the agency’s new-business opera-
tion.”

Mr. Eldridge, however, maintains
there is a more fundamental objec-

tion to speculative presena
“Ordinarily, even after an agene
been assigned an account, it
months of intensive work on the
of the agency to acquire suff
familiarity in depth with the ¢
problems to enable it to gathe|
assimilate all relevant informy
analyze the facts, identify the
lems and develop sound recon
dations as to advertising strateg
tactics.” Unless an agency soli
a new account spends a compafh
amount of time and money led}§
the prospective client’s busines ¥
seems inconceivable that any s
lative presentation the agency§
make can be based on anything §
than the most obvious and supe
facts.”

But not everyone agrees witl
Eldridge. David G. Lyon, whi#
Madison Avenue when the Mari
account didn’t follow him to (@
ton Advertising and now headl
own agency in Westport, Cond
one of them. “I have alwayh
that soliciting an account thif
submission of a speculative pié
tation had a couple of importald
vantages,” Mr. Lyon says in h#

cent book, Off Madison Avenue:

Even Losers Benefit

“First, instead of asking a ¥
pect to accept your word aboul®
good you are, you give him ai
portunity to judge for himself !
said. “After all, sampling is a1
nized technique of selling spaf
sauce, and if it’s sauce for the ¢
why not for the agency.” An ag!!
initial ideas help the prospective !
appraise the agency and “whi
buys is you, not your ideas,
Lyon says. “Your ideas will chj
erow, and improve as you work!
him.”

The agency that doesn’t get th
count via a speculative presen
can benefit, too, the advertising!
notes: “When you submit an i€
a prospect, it gives you, the age!
marvelous opportunity to size hi!
and if he doesn’t recognize ¢
spond to a magnificent idea;
shouldn’t feel despondent. OF
contrary, congratulate yourselt
you didn’t get the account. F
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one hasic law of life in the

business, it’s this: you can’t

upid people.”
U of the most common protests
ttaabout speculative presentations
4t clients insist on them in
|10 steal the ideas. Mr. Lyon dis-
\s¢ the idea as foolish. “How else
{ u characterize somebody who
nk.a golden egg when he could
4 1e goose who laid it? Ideas
rlewre simply not worth stealing.
@ 1portant quality is to be able
diinguish the right idea and to
liit in a concrete set of circum-
fei. A man who’s stupid enough
st] an idea is probably too stu-
! tknow how to use it. . .”
Ttee are definitely two schools of
myt on the ethics of speculative
ssetations. Madison
wre hold that they simply are
rtimely unethical; this means that
bey will do it unless a great deal
ey is at stake.” Others believe
tres no question of ethics. If ad-

Many on

iting 1s a profession, say some,
¢n! should observe the same ethic-
st:dlards as other professions, such
I and medicine. If a doctor
Jul never compete openly with an-
fie doctor for a patient, then an
en’ should not compete openly
th nother agency for an account.
bwrer, if advertising is a business,
¢nhe competition is a basic rule
I game.

The Client Pays

‘Aimall trend appears to be de-
long for the prospective client to
*8inore and more of the financial
I in requesting speculative pre-
lions. “Speculative presentations
% sually too expensive and the
i€1y often doesn’t have the knowl-
lgor background to make test ads
Atnake any sense,” said Anthony
* lievins, executive vice president
“nningham & Walsh. “However,
od' very exceptional circumstances
UNngham & Walsh will make them,
kehe Schlitz case. That one was
ined by Schlitz very intelligently.”
‘E' Mmpetition with Compton and
{ﬂ-l?:S‘,Ol(Jlohlr\lq.l & Adams, for

: ilwaukee account,
Wingham & Walsh was given a

*€0c problem to solve in its pre-
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Leo Cherne (l.), executive director
of the Research Institute of Ameri-
ca, accepts the TvAR “Owl” from
Robert M. McGredy, president of the
rep firm. The award is given annual-
ly to an individual who has demon-
strated “creative management accom-

plishment.”

sentation and the losers were reim-
bursed $10,000 for their efforts.
Thus, the main objections to specu-
lative presentations were disposed of.

In picking an agency for its $5-
million account, Cities Service Oil
Co. followed Schlitz’ lead. The client
screened 20 of the leading agencies
and requested final
from three, including Lennen & New-

presentations

ell, its existing agency. Grey Adver-
tising won, but the other two finalists
were reimbursed for their special
efforts.

The practice of requesting presen-
tations from existing agencies in
competition with new agencies is ex-
tremely controversial. Many feel it
is the ultimate in rudeness and non-
sense. It places the existing agency in
the almost-impossible position of be-
ing forced to discard its present
course and present some new and
different ideas merely for the sake
of novelty.

Most often, speculative presenta-
tions for new business are made in
extreme secrecy, behind closed doors.
However, when the client is a public
or semi-public body, frequently the
entire affair, by law, must be done in
the open.

Such was the case when the $3.5-
million Florida Citrus Commission
account went from Campbell-Ewald
to Lennen & Newell last spring. Hun-

dreds viewed the extravaganza at the
commission auditorium in
Lakeland, Fla. It was complete with

citrus

music, jingles, photographers and re-
poreers from all over Florida. At one
point the hall was sprayed with an
orange-scented mist. Lennen & New-
ell claimed: “The true story about
your product has not been told.”
Campbell-Ewald insisted, “Don’t con-
cern yourself with personalities or
politics; what counts is perform-
ance.”

Newspaper Protests

Clearly, if the winner were named
on the basis of how its presentation
was received, C-E would have kept
the account. A story in the Orlando
Sentinel noted that C-E’s presenta-
tion was “power-packed” and drew
“repeated rounds of applause.” The
Tampa Tribune pointed out that the
two proposals by the winning agency
were either untrue or illegal. One
proposal was for ads that said frozen
orange concentrate cans now con-
tain “an extra orange;” another was

STORY
BOARD

\™——" LAUNCHING BEEF! Our latest
N.A.S.A. report indicates that
500 head of cattle will soon be
sent into space. It'll be the

herd shot round the world!

wtrf-tv Wheeling
AN ASTRONAUT is a whirled
traveler.

Wheeling wtrf-tv

THE REASON most people don’t live within
}hgir incomes is that they don't consider that
iving.

WTRF-TV

TV REP?*

Wheeling-Steubenville Market
NEW DRINK on the best cellar list at the Three
Gaynors . . . it's called ‘‘Factory Whistle,” one
blast and you're through for the day.

ALL COLORCASTING

CASH IN THESE HILLS! New container plant now
open and employing 800 workers. Tape plant
to reach full employment soon. Wheeling area
now below national unemployment figures and
going lower to drop below 3%.

Upper Ohio River Valley
REMEMBER when you felt like a juvenile de-
linquent 'cause you owed money on a library
book?

Nation’s Ninth Color Market
PATIENT TO DOCTOR, “You say I'm in good
shape for a trip, Doctor, but | can’t be well
enough to travel, | just look too much like the
picture on my passport.”
Voltage Valley

WTRF-TV AREA boasts two of the largest new
power plants in the country, one operating and
ground broken for a new one.

WTRF-TV ALL COLOR
A PSYCHOLOGIST finally figured out why Robin
Hood robbed only the rich, the poor had no
money.

WHEELING WTRF-TV
*The national rep to see for WIRF-TV Wheeling
is your Blair Television man. Keep him busy!

CHANNEL [@ WHEELING,
SEVEN WEST VIRGINIA

59




What would induce 17 busy media and adverti

executives to meet again and again to evalu

media promotion campaigns?
|

Here’'s what one said

RUDY WAHLIG “| consented to serve on the Gold Chevron Award &
y:rdeifm?sirgc(t)grmpany more for my own sake and the improvement of the &

sion than for Standard Rate . . . We all want to helpin@
the quality of the information upon which we batl
buying. The people who take the trouble and time t(
ion worthwhile campaigns in SRDS should receive di§
ognition.”

MAL OCHS
Dir., Media & Research
Campvel!-Ewald

DANIEL MCcGRATH
Assoc. Media Director
Tatham-Laird & Kudner

What is the Gold Chevron Award?

DOROTHY SHAHINIAN

Media Department e |t is not a prize for winning a contest.
ITSM Div, of
i S EA T ST e It is a mark of recognition, by agency media &

tives, advertising managers and advertisers' .
analysts, of a medium’s effort to provide the ki§
information they need to help them buy.

e It can be earned by any medium whose Senk

program in SRDS, in the estimation of the paﬁﬁsj
does a better-than-average job of meeting thell

0 STaRk A , mational requirements of people who use SRDS
Asst. Grp. Head, J. {Jack) T. D. CORNWELL

Media Dept. Mgr., Adv. &

Grey Advertising, Inc. Sales Promotion

Celanese Chemical Co. What’s unique about it?

The Award criteria are not based on art techniques c#
tillating prose. They are not based on a campaign ¥
ability to sales objectives. They are based on how Wi
service advertising campaigns are oriented to the If
needs — how complete the media information is . A
useful in helping them plan media campaigns arl
wisely.

BRUCE SMALL

Asst. V. P& Mgr.,
Spt. Bdcest. Unit
Ted Bates

TERRY PELLEGRINO
Asst, to Sr. V. P. &
Media Dir.

Young & Rubicam

WILLIAM SCHINK
V. P, & Sr. Media Cons,
G. M. Basford

THURMAN PIERCE
Assoc. Media Director
J. Walter Thompson

Television Age, February 2!
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HIDHOLM
dip sup Supervisor
|, Harper &

WARREN REBELL
V. P. & Acct. Exec.
Campbell-Ewald

D CZALES DAVID D. KEEGAN
“Crlive Serv. Media Coordinator
%i " Thomas J. Lipton

i Ciige
|
i i

o nefits (besides Award winners)?

s« .L media have access to the panelists’ anaiyses of
izdia campaigns (anonymously, of course). It can
lip them orient their own sales approaches more
1nsely to buyers' prime interests, hence make their
/m Service-Ads more effective.

» Jyers will find much more useful information in
DS where they want it and use it.

areire no “entries’”’

tia 0 not “enter” campaigns for “judging.” Gold Chev-
Aurds are made on the basis of continuing scrutiny

Chiron Award Panelists of continuing campaigns in
DS

INNG

for coming ads significant observations and sugges-
15 7 the panel will be reported, verbatim. How can
dia se their Service-Ads to best advantage? What points
‘Me significant than others? How can even the Award-

il campaigns be improved? Watch for future SRDS
0rtin this publication.

| SRDS

OU ARE THERE
tlling by helping people buy

e

j

'yt
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GRACE PORTERFIELD
Buying Group Manager
Ted Bates

JOSEPH H. NEWMAN
Media Director
Marsteller, Inc.

r'y

RICHARD TREA

Media Director

Richard K. Manoff, Inc.

Gold Ghevron:

Flworth Tiltun

or fultilling the comprehensive
media/mazket mtoemation needs
0f agency and advertiser people
through eacetienc s otcopy, design:
a@ placament of B¥mice-Ade in
SRDS 7ate ang data publications

o

SRDS

STANDARD RATE & DATA SERVICE, INC. 3

5201 Old Orchard Road, Skokie, lllinois 60076
312-YOrktown 6-8500
Sales Offices: Skokie * New York « Los Angeles

B

Award
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for a seal to appear on cans reading,
“100 per cent pure Florida orange
juice.” The Tampa story observed:
“Concentrators use three-fifths of an
orange more in the new product than
in the old, while the labeling as sug-
gested is prohibited by law.” Under
Florida law, the citrus commission
agency presentations are required to
be held in public to avoid charges
of misconduct. The rival agencies are
not present at each other’s sessions,
but anyone else can walk in.

Lennen & Newell went down to
Lakeland three times in five years
before winning the account. During
its trips south, the agency learned a
lot about the citrus account and the
commission. This experience made it
the favorite in the competition.

Similar public speculative pre-
sentations have been held for ac-
count switches of the Wisconsin Con-
servation Commission, the North
Carolina Tourism and Industrial De-
velopment Commission, and various
U.S. government advertising ac-
counts.

Is it a Profession?

Many agency men believe clients
who repeatedly demand, or expect,
extravagant speculative presentations
lose much more than they gain be-
cause they develop unsavory reputa-
tions. When the time comes for the
client to switch again, fewer and
fewer agencies are willing to risk
the time and money to solicit the
new account. Some clients, when look-
ing for new agencies, insist that the
competitors not submit speculative
presentations. In one recent case a
California client threw out an agency
team when it brought out its bag of
goodies for a new campaign. It had
been warned that no speculative pre-
sentations would be accepted. In an-
other case a midwestern agency flew
a team of 15 agency people to Cali-
fornia to make a speculative presenta-
tion, when the client knew beforehand
that the account already was going
to another agency.

It is clear that advertising a~encies
—and their clients—are in a “busi-
ness.” &

Sales (Continued from page 25)

ning who, with his staff, works up
the presentations and brochures, and
a director of sales development who
works with three analysts to present
statistical studies and turn out speci-
fic sales proposals for the salesmen
to take to the agencies. The network
research department again is often
called on.

At ABC, Mr. Zucker employs a
ctaff of 13, including eight writers,
a manager, a production manager, a
supervisor, and a mail list coordina-
tor. ABC's research department does
all the statistical figuring for sales
development.

“The range of promotions is as ex-
tensive as human nature,” Mr. Zucker
said. “It might be public relations
for the network, it might be support
for a specific show we are trying to
sell. We break our help down into
generic and specific material. A bro-
chure on ABC’s golf schedule for
this year is not aimed at any specific
advertiser. The same goes for a bro-
chure reprinting the rave reviews of
Brigadoon, or a fast outline of our
mid-season new series, The Invaders
(‘Their ultimate purpose is to con-
quer and enslave us’). Another gen-
eric tool we use is a telegram. We
might send a wire the day before a

ABC’S MR. ZUCKER

football game to advise advertisers
to watch our new color camera
work.”

One of Mr. Zucker’s generic tools,
the silver dollar hung on a goalpost,
sent to remind buyers that ABC was
sponsoring the Gator Bowl game,
proved to be a less-than-successful
ploy. Some recipients who left them
overnight on their desk found the

dollar ripped off next mornin
For specific sales help, Mr. ‘
went on to explain what his d
ment could do for the sales
“Say we want to sell golf to a
vertiser. First, we would put tojj
a specific on why it would pay
to advertise on the shows. I
prospective client is an oil com

we might single out things likf
fact that gas stations like toj
giveaway material, and the con
could print up golf schedule
distribution. Or, if a tournamd
scheduled in the company’s
town, they might want to st
parade ahead of time to prj
corporate good will. After thq:u'
would get into specific costs &
partial offering. And once agai
presentation is as diverse as poif
It could be a letter from the salik
outlining the salient points, altl§
sales very rarely result from ki
Most presentations are persok
man-to-man. The salesman migl}
and describe his offering and &
behind a brochure, maybe o
typed booklet of facts. ‘

“Big presentations get more#
plicated, like easel cards or al
show or a film clip. Recently wej
rough cut of some footage frorf
three-and-a-half-hour Africa #
We decided to use it to shoi
advertisers the unusual photogl}
techniques. The things not said
film—that we are putting oul
books on the show and planni}
extensive promotion campaign-|
said in an accompanying easel
sentation. _

“Another type of sales suppt
have found to be successful,’f
tinued Mr. Zucker, “is large*
presentations. A year ago in DI
ber we got an eight-minute clip!
the Batman series that was t0
in the second season. We thou!
was so good that we wanted to'
it to a large group as quick
possible. So we rented a hotel
called in several hundred agenc!
tacts, and served a continental }
fast. In one action, the Batman!
was out to the whole trade.”

At NBC, Mr. Shaffner is suf
ing as many projects as a Bro
producer. Right now he is at

|
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upcoming affiliate show, which
so be shown to advertisers.
sar’s show was premiered in
W at NBC’s 40th anniversary
Wt was a musical incorporating
ta screen on which pertinent facts

BC’s accomplishments were
4. The presentation was later
unto 700 people at the Hotel
l61n Manhattan.

A pical NBC easel presentation,

grited by Mr. Shaffner’s depart-

NBC’S MR. SHAFFNER

utthas 20 to 30 cards. The sales-
w.or, in many cases the sales
iing force, handles the in-person
awg. Since the presentation is
wiby the most qualified person,
& »melimes means the president
msf flips the cards and makes the
[Uh

Mieasel presentation for The Vir-
aic starts off with pictures of the
irsthen gets right into the specific
ilircs: share of audience, AA rat-
88,'V-Q, rank among color homes,
B mpelition’s audience, estimate
ujoming audience, share of adult
#ws, the trend of the competition
il im. Last year when ABC made
seus bid to the Rose Bowl Com-
ith to win away the New Year’s
4 ame, NBC rushed in with a
tesful easel presentation to show
by he game should stay on NBC.

M Golden’s assistant, director of
arlt planning David Fuchs, works
) e CBS easel presentations as
lis all the brochures and mimeo-
@i2d fact sheets. He spends half
b time outside New York making
“ltations and will travel across
© untry 1o give one. Once he
un himsel{ giving a presentation
N top executives of a large na-
"0 magazine whose advertising
“07 wanted them to see how an
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effective presentation should be done.

Mr. Fuchs, just returned from a
presentation to ad agencies in De-
troit, was finishing up some presenta-
tions on specials before the big pilot
push. “Making a sports presentation
is all nuts and bolts,” he said. “The
advertiser knows what hockey is;
you don’t have to tell him, although
you might run a film clip from a
game to remind him of the excite-
ment it generates. When you try to
sell something like our next-season
Suskind special on Chekhov, then
the advertisers don’t have the usual
images in front of them. We don’t
even know yet what the program 1s
like, but it is my job to give the
subject matter sales definition.”

Mr. Fuchs begins such a task by
talking it over with one of his three
writers. Then he sends to the Bett-
mann Archive for pictures of turn-
of-the-century Russian life to blow-up
for the easel cards. He calls the net-
work library for the works of Chek-
hov, and orders two recent biogra-
phies to brush up on the author’s
life and writings. “Now, I can stand
up at a presentation and say some-
thing like: ‘This was a man who died
of tuberculosis at the age of 44. He
lived and wrote under appalling con-
ditions, packed into a tiny apartment
with a large family. To put himself
through medical school he wrote for
the cheap pulp magazines of the day.
The amazing thing is that he wrote
humor—he was at that time a gag
writer, and a very jolly man’.”

Sclline in the Dark
At ABC, Mr. Zucker often finds

he has to bone up on specialized
knowledge. For an upcoming under-
water series starring Captain Jacques
Cousteau, Mr. Zucker interviewed the
oceanographer extensively and read
his books and magazine articles so
he could make an intelligent presen-
tation. “No salesman can be an auth-
ority on all the subjects covered by
television these days,” he explained.
“This is where we come in. I had to
find out about the new underwater
cameras that would be used, under-
stand the special diving equipment,
and be able to talk on the govern-
ment financing that Cousteau’s pro-

jects were receiving. Cousteau had
been on television before so it was
necessary to explain just what this
series had that was new and differ-
ent.”

For specific sales presentations, the
easel card show is ranked by all the
networks over all other kinds of spe-
cialized presentations. As ABC’s Mr.
Zucker puts it: “The card presenta-
tion, in many respects, is the most
effective sales tool in network tele-
vision. It looks great—Ilarge photo-
graphs and eye-catching artwork—
and you can stand up in front of the
audience and gauge personalities and
see what interests people.” Don Eddy,
sales proposals manager at NBC,
agrees: “Easels are more effective
than slides. With a slide presentation
you are standing there in the dark,
without any personal contact, just a
disembodied voice droning on.”

There are some disadvantages to
the easel, however. For one thing, the

case is heavy to carry around; for
another, fast copies cannot be made.
The networks have been experiment-
ing with all sorts of solutions: Cards
made of styrofoam proved to be too
thick and too easily chipped, al-
though the weight was good. Slide
projectors designed to be used with
the lights on flashed a dim picture.

Since a presentation is usually
made to the top people in an agency,
or to a potential sponsor, “it is abso-
lutely essential,” says CBS’s Mr.
Fuchs, “that an agency knows that
you ask for time only when there
is something to say. Sometimes CBS
might have a sales problem and man-
agement wants to do a presentation.
We will study the situation, and if
there isn't a strong case, we’ll advise
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against taking the time.” The mamn
point in presentations is the power
of positive thinking. Says Mr. Fuchs,
“You’ve got to be convinced that
what you have to say is worth listen-
ing to. There are often people there
who don’t want to be there, so you
have to know that you are good, even
if they don’t. Sometimes it can be
tough: how to sound convincing
without sounding argumentative on
one hand or collapsing on the other.
The most important thing to keep in
mind is that you are asking these
people to spend millions of dollars;
the very least they deserve is a well-
prepared, well-done treatment. Most
of them will appreciate the effort.”

For generalized sales help, the net-
works are turning more and more to
large-scale production. “Increasingly,
all the networks are making use of
the industrial show concept,” said
Mr. Zucker. “There has been increas-
ing sophistication shown in staging
these presentations, and some get ex-
ceptionally elaborate, using both film
and live actors. The whole field of
audio-visual has come a long way.
Nobody anymore has to stand up
and click slides in a dark room.
Today there is much more showman-
ship involved.”

Better than Willy

Showmanship' is not only limited
to live presentations. The network
art departments do their share 10
make a piece of sales copy lively and
eye-catching. An elaborate brochure,
like the one CBS made up for Sir
John Gielgud’s The Ages of Man,
can take three months of work and
cost $3,000. NBC’s sales planning
artists turned a marketing message
into a boldly colored bull’s-eye target
(sent out complete with dart) tout-
ing “NBC, marked in leadership in
the minds of Marketers”. Action
sketches sparked up ABC’s brochure
on the Notre Dame-Michigan State
football game. -

Large, small, costly, inexpensive—
one thing is sure: a network sales-
man has a lot more to work with
than Arthur Miller’s Willy Loman,
who was out there selling with only
“a smile and a shoeshine.” |

Fads (Continued jrom page 28)

gue baseball as America’s favorite
spectator sport. A box seat, a season
ticket, is a status symbol. (In Cleve-
land recently, one was listed as an
important asset in the will of a de-
ceased Browns fan.)

The booming interest in pro foot-

ball has already been paying off at
the retail counter. Pro football
books, films, numbered jerseys, sweat
shirts, soft drinks, trading cards,
banners and official sporting goods
had a whopping year in 1966. It
can’t help but get bigger in 1967.

Last September Life Magazine ran
a 13-page insert, sponsored by nine
food manufacturers who claimed their
bottled and packaged tastees were
officially endorsed by the National
Football League and served on the
training tables of each team. The
color spread cost more than $700,-
000. It was nearly blown sky-high
when one of the coaches was asked
if his team really served the hot
chili listed in the ad. “Are you out
of your mind?” he was quoted as
saying, “It would burn their stomachs
out.” The food promotion was suc-
cessful enough for Life to plan an-
other National League food insert
for this coming September, and for
Look Magazine to plan one of ap-
proximately 24 pages on the training
table foods endorsed by the AFL.

This soaring interest in football
is bound to rub off to a greater de-
gree in the year ahead. Makers of
television commercials, many of
whom have sat on the sidelines while
the public screamed every Saturday
and Sunday at the gridiron heroics,
finally have got the message. If there
is any single “trend” in commercials
next fall, you can bet it will be the
football influence. Watch for helmet-
ed actors driving cars, drinking bev-
erages, using toiletries; watch for
football players’ wives showing how
a new detergent gets their husbands’
dirty jerseys sparkling, or how a
mouthwash keeps her breath sweet,
and so on. Some of these situations
have already been used, but watch
for a great increase in them. That
is, unless. . .

Uniess the animals manage
knock the football players fo
heavy loss. Again, television app.
ready to unleash a major fad on|
viewing public—and that inel
just about everybody—just the |
it did with Davey Crockett, Batn,
et al. Tv in the past season or
has not only gone to the dogs,
did with Lassie and Rin-Tin-Tin,}
it has moved into the wilder are
Daktari scored well. Flipper was |
cessful. Now Tarzan is doingl]
right. And Walt Disney’s Wond$
World of Color, which devots

quarter of its shows to wild aninj

consistently ranks as a top-ten fa
ite with kids under 11.

Now the other media are gt
into it, too—which is what is net
to put a fad across. Life Magap
devoted a cover and three issues
series on jungle cats. Following$
movies’ success with Born Free,
lumbia Pictures next fall will relf
Dr. Doolitile, a multi-million-d¢f
epic with Rex Harrison playin}
doctor who talks to animals. F3
the Disney studios will come i
ling’s Jungle Book.

Zoos throughout the countryt
ported record crowds. More and nf
textile ads in fashion magazines p
ged safari styles and wild an|
motifs to satisfy every frust i
lass’ wish to be dragged off byl
hunter into the African bush.

Sociologists believe it’s got s¢
thing to do with the modern be¢|
music, which is half-African, ]
animal. A whole string of disc¢
ques is called “Cheetah.”

Maybe it has to do with wild *
dom in a close-knit and regimel
society. Maybe it has to do with!
personification of lust, terror |
savage adventure that fills the *
and our books, magazines and |
matic films.

There might even be a connec
between the dual popularity of !
ball players and wild animals. |
a 200-pound ball-carrier fighting
clawing his way through a lin¢
defenders much like an enraged I
Maybe television might come up
a new twist that would satisfy €
one: Tarzan the Quarterback.
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eran commercials producer
(rl Rigrod, who was recently
(e a senior vice president at
st Veir & Bartel, is something of
+4iry in the advertising business:
hibeen with the same New York
m for 23 years. Mr. Rigrod
e the agency, then known as
nale & Coe, in 1944, as vice pres-
nt1 charge of broadcast produc-
n.
A le, hearty man with remnants
w! was once a thatch of red
r, Ir. Rigrod pioneered in ad-
ilsg motion in the
st media before he went into
- apcy business. One of his first
lio)ds was for The Cat People;
alione was for Hitler’s Children.
ad turned this low-budget pic-
v lto big hox-office,” he recalled.
- o/lits his background in college

pictures

i ic productions (at the Univer-
4+ Missouri School of Journal-
i) ith giving him some facility
wiing radio advertisng. He used
‘tants as radio director for RKO
dicPictures, and then went over
Dashue & Co., heavy at that time
Muon-picture accounts.
de egan 1o teach himself the rudi-
btsf tv, from the ground up. “In
el 1943, 1 went over to the Du
ntexperimental station in the
ithise of 515 Madison Avenue,
114 the people there I was inter-
o\ learning about tv. After Id
1t ore a few times, they -asked
1l would produce a show for
0. Mr. Rigrod built a variety
W round Margo, the actress, a
181t that combined music, vari-
al news. He wrote, produced
I ected. For the news part of
~“W, a friend from UP put a
*S tker on the set, “and that may
‘© een the first broadcast news.
3 ed.” Later he experimented
:]:lr;i;:tdli::(;vlv:ave been the ﬁrst
, and had working
;:n: (:lr;r;];:lt .innovat‘ion the first
or. (Until that mo-

n I3
lithe dlI‘E(:lOr” ran two cam-
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In the picture

eras, cutting from one to the other
with a little button).

Mr. Rigrod continued to experi-
ment at the Du Mont studio, working
under incandescent lights that threw
off heat to the degree of 150 in the
shade. (The lights were rigged on a
two-by-four that could be swung to
illumine either of two back-flats
joined in an L-shape—two “sets.”)

“The movie people at that time
thought—or hoped—that tv

would prove to be only a passing
fad,” Mr. Rigrod recalled. At Dona-
hue & Coe in the middle and late
"40s, some four-fifths of the agency’s
billings were motion-picture industry
accounts: MGM, Samuel Goldwyn,
Loew’s Grant Theatres, Trans-Lux,
Radio City Music Hall, etc. (Today
at West, Weir & Bartel, motion pic-
ture business only accounts for some
10 per cent of billings.)

For D&C client Bonomo’s Turkish
Taffy, Mr. Rigrod produced a live
show on then-wrca-Tv in New York
for Sunday mornings, where there
had been nothing but the test pattern.
It was called The Magic Clown, and
it ran for 77 weeks, averaging a 22
rating.

The executive also put a retail ac-
count, Sunset Stores (radio and tv
sets), into tv via boxing and wrestl-
ing shows, with live commercials.
“We’d do 10 or 12 live commercials
in a two-hour show.” Sometimes,
when they weren’t quite ready to do
the commercial, the wrestlers would
cooperate by stalling for time. “The
live days were very educational,”
Mr. Rigrod remarked, “you were
continually up against the unfore-
seen.” Once he unforeseeingly got hit
with a 250-pound wrestler as he was
standing on the apron of the ring,
reading a script on the air. “An early
indication of tv’s selling power,” Mr.
Rigrod said, “was that Sunset Stores
would log some 80 calls the night of
the match, and most of the calls
would be converted to sales.”

MR. RIGROD
He taught himself tv 23 years ago

oday, Mr. Rigrod said, agencies
T continue to have a vital respon-
sibility in programming: “They must
insist that programs be continually
improved; they’ve got to be in order
to hold on to audiences.”

In commercials production these
days, Mr. Rigrod discerns a clear
trend toward location shooting.
“Often enough, to get authentic at-
mosphere, and the right mood, you’ve
got to go outdoors or on location.
Especially when in midwinter you’re
making a spot that will run in the
summer, and you need summer sun.”

In the few hours that the produc-
tion head is not off on location or
on a set or poring over storyboards

and estimates in his corner office

high in the Time-Life building, he
may be riding a horse across the
tracts of still-rural Long Island near
his Smithtown home.

Mr. Rigrod’s wife, Enid, took an
M.A. at Columbia after raising their
three sons, and now is a State Tax
Examiner. The eldest son, Andy, is
now a lawyer in California, and a
counsel for Columbia Pictures. John,
23, is taking a degree in broadcast-
ing at Emerson College; the young-
est, Scott, 13, attends Saint Paul’s
School and doesn’t know yet whether
he’ll follow his dad and brothers into
advertising, broadcasting or produc-
tion.
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The jollowing advertisement ap-
peared in The New York Times:

Now see your favorite tv programs
in 3-deminson. A new
3.DPIX glasses enables you to see tv
or movies in thrilling 3-Deminson.
Only $9.95 a pair. Postpaid. Order
from: Rauchbauer, P.O. Box 56, Col-
lege Point, N.Y.

Before we spend the $10, Mr. R.,
could we discuss that deminson just
a little?

invention

%

wiic-Tv Pittsburgh recently got a
scribbled letter from a f[an. On one
side, the letter said: “I have viewed
Joe Pyne for the first and last time.
The show won’t last long enough for
him to qualify for unemployment
compensation.” On the other side was
a postscript: “I saw his first show
and wrote the letter, but failed to
mail it. Saw his next two shows. He

T EUAS K

THE LIGHTER SIDE

was much better. At first he was ob-
noxious. Since then he has become
bearable.”

The New York Daily News quoted
Charles R. Standen, president of Tat-
ham-Laird & Kudner, as follows:

“The solution to etv’s economic
crisis lies firmly planted at the grass
roots level, not in the vast reaches of
outer space, as suggested by the Ford
Foundation’s recommendation that
support be gained through revenue
collected from a communications
satellite system; nor from a sex tax
imposed on manufacturers o

* 4

There-will-always-be-a-p.r.-man  de-
partment.

Recently tv comic Soupy Sales
opened on Broadway in Come Live

ADVERTISEMENT

IDONT
LIKE THAT
PICTURE !

New Orleans people, consistently,
“like that picture”—the one John
Chase draws and animates every night
on WDSU-TV. He may point the
finger at a local politician’s “faux pas”
or an international statesman’s success

—at the enterprise to be praised or the
machination to be denounced. Always
he does it with understanding, warmth,
and wit. Another 1st for WDSU-TV
in the minds of the viewers—the city’s
only editorial TV cartoonist.

WDSU-TV New Orleans

NBC ¢ BLAIR TV
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In camet

f

With Me, a theatrical disastei
closed after four performy
Among those suddenly gainfuliy
employed was actor Sorrell i}
From MGM-TV came a press re;

“Following his successful Iy
way engagement in Come Livel
Me. Sorrell Booke arrived in |
wood this week to guest star o

Girl from UN.CL.E.”

Stanley Reynolds is the nevs
vision critic for England’s Mal
ter Guardian. He felt called uj
explain his presence in his firg
umn, and did so thus:

“No theatre critic would feel &
upon to explain that he had bi
a theatre once or twice before ¢
his job, and no book reviewer §
feel it incumbent upon him to ¢
gize for spending his time il
books. The television critic, hol
is called upon like the streetvy
property speculator or homosex;
give some kind of excuse for hi

“But the truth is, in spite |
snobbery and intellectual pref
against television, “yiewing” it
the average person does perhap’
of. outside work and sleep . .|
years people who worry about (i
have been talking about some ¢!
people’s theatre. Miss Joan t
wood has an idea that comes !
as some sort of place where
one sits around in rather Eliza
squalor swigging beer or s
oranges, where the stage and!
happens on it is taken as an or’
part of life. Doesn’t telev ision €
this, with the audience sp’
around like the Globe pit sW
ale, sucking oranges and shouti
ribald comments, even occas’
l jumping up and mocking th'
| formers with cruel imitations
| like that in my house, anyway

(It seems that television |

“friendly critic,” and you can’!

ly get them kind anymore. We
| Mr. Reynolds. Welcome.)

Television Age, February %
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ALL EYES ARE ON
AVCO BROADCASTING

kt WOAI Radio. .. and Not Just the Eyes of Texas, Either!

tcful time buyers and advertisers know that
)Ais now FIRST in San Antonio 6 A.M. to
or third Noon to 6 P.M. Monday through
da‘. And moving, man, moving! Reformated
! juvenated. Easy listening music. Brought
tore minute to better serve the thriving South

Texas market. Ask your BCG man for the story on
The Forward Look in Broadcasting ... WOAI,
Radio Texas. .. biggest star in the Lone Star State.

*Nov.-Dec. 1966 Metro Pulse. Audience and related data are based
on estimate provided by the source indicated and are subject to
the qualifications issued by this service. Copy of qualifications
available on request.

The Forward Look in Broadcasting

BROADCASTING CORPORATION

EVloN. = !
MO'ION. WLW-T Cincinnati / WLW-D Dayton / WLW-C Columbus / WLW-I Indianapolis / WOAI-TV San Antonio

WLW Cincinnati / WOA} S

an Antonio / WWDC Washington, D.C. / Represented by BCG / WWDC-FM Washington, D. C.

Represented by QM! / KYA & KOIT San Francisco / Represented by Edward Petry & Co.




If vou lived in San Francisco...

...you’d be sold on KRON-1




