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VCTV-LAND SALUTES FLOWERS INDUSTRIES!

Flowers Industries, Inc., of Thomasville, Georgia has just had a public

flering of its stock and now is a publicly held company with outside

irectors on its board. Within six months present plans are to move on to
e American Stock Exchange from the over-the-counter market, thereby
eating a broader marketing base to better fit into plans for growth
rough acquisition both in the snack food, bakery and non-related fields.
'¢ company depends heavily on television advertising for product iden-

y in the markets it serves in Florida, Alabama and Georgia.

Mr. William H. Flowers
Chairman of the Board
Flowers Industries, Inc.
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Norfolk, Virginia
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and Parsons, Inc.

as national
representative

Effective April 1, 1969
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, &
nreharts alr man
y 7 To keep up with Nancy. She's a time
'» S a e buyer at Grey Advertising. and one of

L the swittest women on ice. Besides be-

ing an award-winning speed skater,
Nancy holds the national women's bi-
cycling championship. No wonder the
pace of her workaday world doesn't
faze her. Nancy buys TV time for
active accounts, and often needs con-
firmations fast. That's where her Blair
man comes in. Fast. Because the most
extensive and sophisticated facility for
gathering and analyzing broadcast in-
formationisat hisfingertips. .at Nancy's

and at yours. So call your Blair man.
He saves one time buyer enough time
to skate. What's your bag?

sl BLAIR TELEVISION
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BOISE... MAKES NEWS.

In the past five years the Boise market has had . ..
20 per cent increase in Television homes.
37 per cent increase in net weekly circulation.
Retail sales up 33 per cent.

Food sales up 35 per cent.

KBOI-TV... MAKES
NEWS IN BOISE

The KBOI-TV news department is dedi-
cated to the service of the Boise area.
(KBOI-TV leads in late afternoon news
5:30 to 6 pm with a 57 per cent share.
Source: November ARB).

» KBOR

TELEVISION

REPRESENTED BY
KATZ TELEVISION @

A CBS AFFILIATE




*MNA Reports
* *NAC Reports
***ARB Reports
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MG Howard Duff
Dennis Cole
14 Ben Alexander

Also known as
. W THE FELONY SQUAD
Vi

(OP: Three successful seasons on ABC-TV

Ist Year — 34 share of audience*
78% of The Felony Squad'’s audience was adul
42% of the time period’s young-adults were
tuned in to The Felony Squad

2nd Year — 30 } Shares in major and
intermediate markets***

tii

Praise and acclaim from critics across the country

ICIPTION: 73 Half-hours in color
YING

——

Taut drama — Hard-hitting realism
Location production
Contemporary crimefighting

| “‘RTHER
" /MATION: Call 20th Century-Fox Television

3rd Year — Maintained its outstanding young-adult appeal** -

TELEVISION




Letter from the Publisher
JUST PUBLISHED!

It’s that season again

, . .
I’s hunting season in Congress.

The spate of investigations, inquiries, hearings and proposed leg-
islation involving the broadcast business has become a seasonal ven-
ture. This Spring activity seems to come out with the cherry blos-

3
X
:
g .
s amd soms, the dogwood and azaleas and it’s not nearly as pretty.
S (ecamot 4 It’s not a pleasant sight to see Congressme bind-dogaing at d
& 0F THE , E g ongre n -dogging aroun
§ TIU"PIG for some aspect of the broadcast business that they can draw a
N Mu bead on.
\ o6 e .
S CAMEHA Many a politician on the Hill knows that the way to attract atten-
§ tion in this hypersensitive industry is to put together a bill that will
‘s w0 “hit ’em in the bread basket.” as one Congressman put it.

(iuoND0 . 3
S ot Harley O. Staggers (D-W.Va.), chairman of the House Commerce
)

=48]

Commiittee, has introduced a bill (H.R. 9583) to regulate conglom-
erates in the broadcast field. This is a very popular subject on the
The Hill these days. His bill would bar companies that derive more than
. 10 per cent of their income from activities other than hroadcast. He
Te(hr"que has also introduced a bill incorporating the majority report of the

Of the MOT'ON full committee on the wesM-TvV “Pot Party.” This bill deals with so:

called “deceptive practices in broadcast news.” Hearings are likely on
tal

PlCTURE CAMERA both these bills.

Meanwhile, the committee is proceeding with hearings on cigarelte

by advertising and is scheduling hearings on cATV after the Easter

H. Mario Raimondo Souto recess before the Communications Subcommittee under the chair
Mr. Souto, one of the world's manship of Torbert H. Macdonald (D-Mass.)

foremost authorities on the motion J. J. “Jake” Pickle (D-Tex.) has a bill in the hopper to regulate -

picture cumera, has put together the the networks. His bill is so vague and badly worded that even he |

perfect textbook for both the pro-

fessionalt 5ol amaleur cimietan,an admits he will have to revise the language.
essional and amateur 1

Rep. Henry B. Gonzales (D-Texas) also has a bill that calls for

[his book s the first camprehepsive licensing of television networks, and regulating network newscasts.

study of the modern film camera

in all its forms, from 70mm giants A total of 22 bills on broadeast legislation have been introduced
1o the new Super 8s. Comparative in the House since the first of the year.
g?,:er;ln:zr;nsdl;?,i?]a%[;ew;:g?rlllylglel On the Senate side, John O. Pastore (D-R.1.) occ"upie_- the center
U.S.A., Britain, France, Russia, Ja- of the stage. His crusade on violence is almost becoming an obsession.
pan and other countries. Normally, he is a reasonable legislator knowledgeable on broadcast

matters. He struck hard at the license renewal policies of the FCC

i ilming, from hand . 0
frechni]ues of im e, when he said “a broadcaster should not he placed in jeopardy and

held cameras to cameras mounted

in airplanes and helicopters are have his license put up for grabs.” The broadcasters were listening
thoroughly covered. ‘ but the message was intended for the Commission.

Profusely illustrated with easy-lo- While there have been hearings, inqui_ri(.as a'ml p‘roposed IegislulionT
read line drawings. in other years, much of the recent activity is directed at network

. . 3 g o

3o ¢ news and documentaries. Should the legislators succeed in cowing

Hard covered, 263 pages with index . ¢ - o T i d shell devoid
and glossary as well as comparative the broadcast industry what will remain will he a vapid shell de

charts. , of vitality and the public would sufler. The FCC is also busy. tooling

up for the next action on renewals, and one-to-a-customer rules

$1450 ea(h making procedures.

Tt would seem that the bodv broadcast has two sets of doctors;
the FCC and the Congress. Both are operating furiously and if the

| TELEVISION AGE BOOKS | ‘ : 6
| 1270 Avenue of the Americas | patient survives it will be because of his amazing strength in the
| New York, N.Y. 10020 I face of amateur surgeons trying to carve him up.

| Gentlemen: I

| Enclosed find $  for  copies of “The | Cordially,

| Technique of the Motion Picture Camera.” |

| Botme ey r ) 5a os svas ¥Ry rr et |

:Address REE - BB 3e 3 m n B R R I

|

et Sl
S | /s /2
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Distributor ignition points, as small

; as they are, make the vital difference
Dbetween an automobile running smoothly or
not running at all. The small points
work like light switches—opening and
closing with precise timing. They
__control the amount and intensity of
 electric current delivered to the spark
. plugs. At 65 mph the average set of
o distributor points flicks on and
off 16,000 times per minute.

...where vitality works!

Beroit found out a long time ago that little things like distributor points
M«e a world of difference in the operation of a car.

Th Wwuy Stations found out a long time ago that vital/ity in broadcasting makes
th same kind of difference. With it, there's extra spark...there's imagination,
‘Mbvation, community involvement, pride in accomplishment.

Lisierﬁ.ers and viewers know it. So do advertisers. They know that vitality works...
01trigue audiences—and to sell products. And they know that making vitality

Wckiis the WWJ/Detroit way of doing things.

VWl a0 WWJ-TV

OWN anp

NAT OPERATED BY THE DETROIT NEWS. AFFILIATED WITH NBC.

VAL TELEVISION REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC. - NATIONAL RADIO REPRESENTATIVES: McGAVREN-GUILD-PGW RADIO, INC.




-

Represented by Edward Petry & Co., inc.
The Original Station Representative

secret weapon.

Channel 40’s nose for news has made it southern

New England’s favorite news medium.

No less than 22 local NEWSbeat reports each week
keep over 1,000,000 New Englanders

($2 billion worth!) turned on. And on. And on.
Which makes NEWSbeat great news for advertisers
with a nose for profits.
Because it means that at least 22 times each week,
Channel 40 isn’t Channel 40 at all.
it's Channel 1.

40

PTG e
f

Sr
e

WHYN TELEVISION/SPRINGFIELD, MASS. 01101
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Letters
to the
Editor

Intermixing Jacksonville

In vour analvsis of the Novem
ARB sweep (1 he share holders, T
vIsiON AGE, Februarv 24. 1969, p
27), you do not show Jacksonv:
as an intermixed market in the la
on page 28

FRED WEBI

Executive Vice Presud

Rust Craft Broadcasting
New Y

e OQur error.

Finger right on Pulse

Your recent article on diary-keej
research done bv The Pulse, |
(Spot  Report, TeLEVISION A
February 24, 1969, page 49) wa
fine job of making the experim
and ils implications clea

I ARRY M. LOND

Client Service Dire

Henry I. Kaufman & Associa
IV ashingt

Measuring CATV

| found vour article on CA

measurement (7'v’s measurement !

graine, TeLEvision AGE, Februs

19. 1969. page 28, extremely int
estine reading.

FREDERICK W. F?

Preside

National Cable Television Assocal

W ashingt

Women in production

’m so thrilled with vour artit

on women in commercials productt
(You've come a long way, bak
TeLevisioN AGE, February 24, 19
page 36) that |'ve worn out &
magazine showing it to friends. 1
writer did a fantastic job of repe!
ing, and skillfully wove in all t
comments.

Thank vou so much for doi
story. There are so many women ¥
are interested in production, and I
become disheartened. This will he
them,

ng th

) »
MRS. CATHERINE Z. 1A

Vice Preside

- Nt In
Grey Advem/:,t;f ol

.7 196
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winrs swenn semo e soees 1 €@ 1@=SCOPE

»ur tar’s syndicated daytime serial
No ne’s tried a svndicated davtime serial for vears.
t Fir Star International savs it’s close to offering
- tails are confidential but s understood that
g nes for the half-hour tape series will he self-
mai*d over an undetermined number of episedes.
mn:ent characters will tie the stories together. Alan
ikt y. Four Star executive vice president. savs the
triltor will seck 20-week commitments from  sta-
ns, our Star is now gathering scripts fer five pilots.
ch e to kick off a separate story,
Theompany i also elose 1o rolling with On Trial,
wour, taped. dramatic series. made for stripping
d fturing fictional courtroom plots. Buzz Blair. pro-
ser nd part owner of the show. savs he’ll knock out
sh bisode (130 in alll in two davs. one for re-
About 10 stations  have
ughthe series. including the Metromedia group, and
urty savs all that Four Star needs to start pro-
ctic is a “couple™ of stations.

ars. one  for  shooting.

Fhemove awav from talk shows. as evidenced in
] these Four Star developments. means higher-
Loogramming  and. consequently. indicates  svn-
ato are confident of filling the better time periods.
amic shows mayv cosl up to three times the nut for

adk how.

'st-:ep okay for invoice form?
It Lks Tike first-step approval is about wrapped up
thstation spot invoice form developed by TvB and
A/ The form is a variant of the “Svstems of Spot”
Q8 ity oice worked out by TvB and the accounting
li!c.'\rlhur Young & Co. two vears ago. )
Virr changes mav vet be worked into the form by
b subcommittee of accounting people headed by
la E. Hateh. senjor viee president. financial and
Wreof Ted Bates. However. it is understood that
srommittee feels that, although maore information
Whigevhacks would be desirable. there is a prac-
Hhit 10 what stations can e ashed to provide,
1ext hurdle is approval by the subcommittee’s
Uiscal Affairs Committee. Members of the latter
“Useen the form vet,

:
g
| o . . .

Vihe stations will reaet s amvbodv's cuess. In
I o - ’ .

ttgency |u'()|)|(' are not oplinistic about gettmg
“ar anng

zad station approval  of standard  procedures,
W

Uis hoped that experiences with spol paper-
A

wing the past few vears mayv push station man-
1o hend a little,

T:\Tp,Frwof'f untangles a little more
. clevision Representatives have developed  a
e they say will solve many of spot s paper
. AN Instead of sending a contract back and forth
" Chotime order, they have sent a copy of their

il

]

Ferms and Conditions to all agencies. and
Q g 0 o g N o
el all time orders on this basis. From this
' the only paper involved is the “confirmation

M dge, April 7. 1000

of order™ and the ageuey’s shipment of commercials with
instructions completes the agreement.

Dick Hauschild. director of research and sales pro-
motion. said RTVR will not use the standard contract
the 3A’x is working on when it becomes available be-
cause it will onlv complicate paperwork again. They
tested the new system with a major agencv for three
months. and Hauschild said the only problem was a
minor one—time bought on baseball games. The rep
firm is now using the policy with all agencies. and ex-
pects no further problems with it.

CATYV rushes in where tv fails to tread

ATV operators  are  filling the void in  weekday
children’s  programmming which networks and stations
have left in search of adult, and particularly. housewife
demographics. \lreadv 21 operators are originating The
Baby Sitting Channel distributed by Tele-Matien Pro-
aram Services,

This consists of two to four hours of children’s pro-
gramming a dav. Such programs as Felix the Cat,
Little: Rascals. Mack “n Myer for Hire and Hercules
are carried generally in two two-hour sections. The first
part generally is carried from 9-11 am.. the material
tailored to vounger children. From 3-5 or 16 p.m. the
second segment. aimed at an older group. is shown.

Since several of the programs are currently in syn-
dication. no €ATY operator can run the programs within
the Grade .\ contour of a station carrving the show.

Goodson-Todman’s CATV plans

Goodson-Todman Productions is entering the cartv
field. a novel activity for a syndicator. and is planning
to st up a counseling service on programming for
other €A1y operators. At the present time. they have a
franchize for Elizabeth. N. J.. and others pending in six
states. The firm will also produce carv shows.

Nielsen’s potential people

The Nielsen Co. may have to revise its “people po-
tential” category to include income, “People potential”
i one of seven market breaks added to the November-
December NTI/NAC National Audience Demographics
Report. It estimates the buying potential of the lady
of the house on the basis of how manv consumers she
buvs for. But. a large family with a low income
would rank higher than a small familv with a high
income. and the true potential would be distorted. A
Nielsen spokesman said thev will have to find a solution
to the problem.

The other six categories are refinements of three
existing  ones—houschold income. education of head
of household and  occupation of head of household.
These categories were developed from suggestions from
ad agencies. Jackie  DaCosta.  associate  director of
media information and analysis at Ted Bates. said they
will he more helpful in research and client ])l'esenlii-
tions than in planning and buving.

13




RKO RADIO REPRESENTATIVES

PROVIDE
DEDICATED, IMAGINATIVE, AGGRESSIVE
SALES SERVICE
TO THESE LEADING MAJOR MARKET STATIONS

WOR AM & FM, New York

KHJ AM & FM, Los Angeles
CKLW AM & FM, Detroit-Windsor
WRKO & WROR, Boston
KFRC & KFMS, San Francisco
WGMS AM & FM, Washington D.C.
WIXZ Pittsburgh

WWTC Minneapolis

WHBQ AM & FM, Memphis

RKO RADIO REPRESENTATIVES, INC

New York e Chicago ¢ San Francisco ¢ Los Angeles ¢ Atlanta e Toronto

o Television Age, April 71




Business barometer

jowhatever it means, the signs for 1969 are auspicious. They may not mean much,

T for tv is a volatile, sensitive business. On the other hand, there is every
reason to believe that the patterns of '68-which showed growth in all three
sectors of tv advertising—will repeat themselves.

joh local and network compensation

revenues were up in January,
the former a healthy 20.3 LOCAL BUSINESS NETWORK COMPENSATION

per cent, the latter by 3.9
per cent, which, considering
past history, isn't bad.

millions of dollars millions of dollars

Loal revenues reached $29.8 mil-
lion, compared with $24.8
million in January of '68.
This also compares to a peak
of $52.8 million last Octo-
ber. However, local mer-
chants are even more disposed
than spot advertisers to
play it cool during the first
month of the vear.

8208

A
e
Y
=

s19.0

1968
1968

January (up 20.3¢¢) January (up 3.9¢0)

Year-to-year changes by annual station revenue

_T_l_'é E ;_)ginted up by comparing Jan- Station  Size Local Business Network Compensation

uary, '69, figures with those Under 81 million 12.7¢¢ +7.3%

of December, '68, which came SI-3 '_';;'”"“" _’)f;-"l"rf +3.0%
N - - [4

to $46.9 million—-a recora o

for the moatn.

IL January "Eazizcss baromw-ter®
Sample reported local busi-
ness down by 25 pzr cent
from December, '69, which
differs a bit from the dol- |
lar figures—one reason be- )
ing the samples of stations '
for each month differ a bi:. ]

i . ‘
Y network compensation level for 1

i
January was $20.4 million, ' ] +—

T
as against $19.6 million tae ||

previous year. The "Business _ | ,5 | t {
barometer" sample renorted Lol | l

reven - [ S 0O N [V vr 5 ot 0 v
ue down 2.3 per cent 1909-68 comparison l‘)(;b-(;lf comparison
from December, '68.

 S— 1+

L station sizs figures: In lozal business, the larger stations did best, going up
22.1 per cent. Mediun stations rose 16.5 per cent, small outlets 12.7 per cent.
Comparable compensation figures were up4.0, 3.1 and 7.3 per cent.

Ne+ . . .
~=L report: data on 3po* revenue in February in the May 5 issue.
;:}vl’yﬁgh“"' feature of TULEVISION AGE, Business barometer is based on a cross-

A : section of stations in all income and geographical categories.
mation is tabulated by Dun & Bradstreet.) grosrar *

g “ -0” Ag". I)'l ;'" I')’l"




COLORFUL ]

San Diego’s Sports Station

* San Diego Chargers Professional Football

X Notre Dame Football X AFL Highlights
I X San Diego State College Aztecs Football
* Auto Racing * Golf % Boxing * Skiing

X San Diego’'s Most Comprehensive Sports Coverage

J COMPLETE COLOR PRODUCTION FACILITIES

. KCSTE) 1V

San Diego California
BASS BROADCASTING DIVISION

Mel Wheeler — President

Represented by lll{

KFDA-TV, Amarillo, Texas ¢ KFDW-TV, Clovis, New Mexico e KFDO-TV, Sayre, Oklahoma e KAUZ-TV Wichita Falls, Texas

20
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THE WAY IT HAPPENED

ewsfront

Ti TIO survey

8 “levision scored well in two
@ arcas in the latest Roper study
for he Television Information Of-
fice On the one hand, its standing
s belimable source of news re-
pacd high—indeed, first—among
lrang news media. On the other.

s acceplance  as an advertising
meum was also high,

Ised  on  personal interviews
wmg 1,995 adults during Novem-
Lerld-23. 1968, the national study
12 sixth in a series done by Roper
fal'10 since 1959.

ie study, which will be published

ooklet form about May 1 and

st believable news source
]
W

! /\/—“’ B 44 Toercan
S

0 — 21 Newspapers

| r— 11 Maganmes

g Rati0

2 wer 183 11764 /87 11/68
L L

whh was aired v TTO director Rov
Dash at the NAR comvention March
2. ound that the eredibility of v
8% news source was mm"v than
twi- that of newspapers,

. ] answer 1o a question regarding
e most believable source of news.
Foer cent of respondents named
WL per cent. newspapers: 11 per
magazines, and 8 per cent. radio.

Re' on tv, ||

was also apparent
_answers that Americans relv
I-f'ill)' on v for news. One of the
Wlard  questions of  the Roper
s is where respondents get most
‘f‘ it news about what’s going on
Wie world, TV's margin over the
%0y medium was the higgest since
unvevs hegan, In the 1963 study.,
‘-!.! oved into first place in this quvvs-
W and ha. remained there sinee.
fty-nine per cent of the sample
fed tv as the souree of most their
T per cent eited newspapers,
""(’I" cent, radio and 7 per cent.
"aazines. The total exceeds 100 per
“because of multiple answers.
weveran analyvsis of exclusive

We ; o
1ons—that is, how often a med-

Hision Age, April 7, 1900

ium was mentioned as the primary
showed 29 per cent of
respondents mentioned only tv. and
19 per cent mentioned only newspa-

news source

pers.

The figure for those mentioning
both tv and newspapers was 25 per
cent. Inaddition. newspapers  and
other media. but not tv. were men-
tioned by 5 per cent, while tv and
media. but not
were also cited by 5 per cent.

As to acceptance of commercials, in
four studies since 1963, the following
question was asked: “Do you agree
or disagree that having commercials
on tv is a fair price to pay for being
able to watch it?”

other newspapers,

Most agreed. |, cach of the four,
about eight out of 10 agreed. The
latest
cent: disagree. 10 per cent: don’t
know. 10 per cent. The lowest per-
centage of those agreeing was 77 in
1963.

The same four studies asked re-
spondents:  “Which  of these four
statements comes closest to deserib-

fizures were: agree. 60 per

ing how vou feel about commercials

Hettg commer cials on o nion
It fatay pricc to oy for being able o wath o
A

.63 164 167 168
% % % %

Agree 77 81 80 80

Disagree 14 10 9 10

Son € ‘e bW “

on television?” The four statements
were: (1l dislike practically all
commercials  on  television.”  (2)
“While some of the commercials on
television are all right. most of them
131 “There are
some very annoving commercials on
television. but most of them ave per-
fectly all right.”™ .y ~The commer-
cials on television seldom annoy me
in fact. 1 often enjov them.™
Considering  the first two

are very annoving.”

state-
ments negative and the last two posi-
v the latest
per  cent.
while positive mentions totaled 57
per cent. This compares with 39 and
a5 per cent, respectively, in 1963,

tive. negative mentions it
Roper survey totaled 38

when the question was first asked.

The percentage which  dislike
commercials was 10 in 1963 and 13
in 1968. The percentage which often
enjov commercials was 2} in 1963
and 22 in 1908,

One of the issues tackled by the
Roper surveys has been the conten-
tion that ““upscale” viewers (upper
income and college-educated) have
been deserting the medium.

The last four Roper surveys show
that, while upscale viewers spend less
time with tv than the average viewer,
the rvicher, Detter-educated person
has been increasing the amount of
time he spends with tv.

Median daily  hours of viewing
for college-educated people was 2:17
in 1968 and 1:13 in 1963. As for
the upper income group. the respec-
tive medians were 2:21 and 2:02.
The average for all viewers was 2:17
in 1968 and 2:31 in 1963.

The general rise in viewing is in
line with a similar pattern shown by
the Nieksen Audimeter sample.

The Roper studv unveiled little
evidence that Americans believe tv
to be a prime cause of violence. Re-
spondents were asked to rate 12 pos-
sible causes for violence. Two of the
causes  covered television—one for
tv news and one for tv entertainment.

The responses showed that tv news
vanked ninth and tv entertainment
11th among the 12 possible causes
of violence,

Causes ranked. [lere are the per-
centage of mentions for the dozen
causes: (1) a general breakdown in
respect for authority. law and order.
Tk per cent; (2) use of drugs. 63 per
cent: (3) laws that are too lenient
or not letting the poliee do their job.
O per cent: (1) bad examples set by
parents, 60 per cent: (5) confliet
between blacks and whites. 50 per
cent: (6) poverty and poor housing,
43 per cent: (7) vouthful rebellion,
42 per cent; (8) theatres showing
movies with violence and sex. 39 per
cent; (9) coverage of riots and erime
on tv news, 35 per cent: (1) cover-
age of riots and erime in newspapers,
30 per cent; (11} violence in tv
entertainment, 27 per cent and (12)
the war in Vietnam, 26 per cent, B
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It could give you an
unfair advantage...
but nobody will object |
except your com pet|t0|

The New RCA
“Automatic” TR-70

The TR-70B is new and different—
the first VTR to perform so many
operational functions automatically
as it eliminates nearly every possible
human error! The TR-70B will

do everything the Director

wants it to do—in taping,

duping, editing—and to the

highest standards of

performance known to the industry.

Tapes can’t be played on the
wrong FM standard. The
TR-70B automatically selects
proper standard—highband,
lowband monochrome or
lowband color.

Fast, accurate head optimization in

seconds without trial-and-error

methods assures highest quality

results regardless of tape variations
.workson 7% " and 15" tapes.

No manual cueing needed—
tone bursts on audio cue track
automatically cue-up commercials.

New high-gain servo provides
long-term stability in the
headwheel and optional 15 Hz
edit pulse for color editing.

Expanded instrumentation
improves operator-to-machine
interface. No doubts about results;
a visual-audible warning system
spots troubles two ways.

e ——

i
}
|

|

¥
|
The widest range of accessories= hJ
and a machine that’s pre-wired |
at the factory to accept them, using fﬂ
modular solid-state construction. 48

To wrap it all up—the TR-70B
automatically does just one
thing. It helps you produce the |
finest color fidelity ever achieved- i ;
]
I

Ask your RCA Broadcast
Representative for the full story.
Or write RCA Broadcast Equipméft
Bldg. 15-5, Camden, N.J. 08102.
RCA Broadcast Equipment
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Everybody, including my mother, thinks
they’re a media specialist,” complained a
senior vice president and media director of a
* large ageney recently. “With the tremendous
¢ amount of money going into spot today,” he
% continued, “clients are scared and are looking
* for some panacea to solve the cost problems
l? that surround the handling of spot buying.”
" He was talking about market specialists, a cen-
1lral, if controversial issue in media departments
I and one of the developments that have made the
Past two years one of the most dynamic periods
in the history of Lroadeast buying, though speci-
*alization is not exactly a shiny new idea.

"ision Age, April 7, 1969
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Some elients and agenetes
feel market specialists
can do a better job than

the brand buyers

conquer

Partly explaining the turmoil has been the
rise of the media buying services. Their claims
of superiority in buying have hit media depart-
ments where it hurts and have heen one of the
reasons for the focus on market specialists as
well as the increasing emphasis on buvers who
are tough negotiators,

Some agency personnel directors sav that. as
often as not, an experienced huver is hired for
aggressiveness as much as for his knowledge of
the business.

A couple of important advertisers have ap-
parently settled on one tvpe of buying afier

some backing and filling. General Foods. atier
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a lot of thought, has finally installed
a market specialist system among its
stable of agencies and covering pri-
marily 28 top markets. Campbell,
which last year, divided the country
into four regions and gave one to
each of its agencies, has gone back
to a centralized spot buving system,
but giving each of its agencies dif-
ferent media to buy.

On the other hand, Standard
Brands is entering its fourth vear as
a client who relies on centralized
buying, while Bristol Mvers in con-
tinuing with market specialists, divid-
ing its buying between the five agen-
cies that handle its account.

But change continues, for better
or for worse. The rise of the 30-
second rate as the basic unit of time-
buying has dampened the belief of
some clients that market specialists
are needed to coordinate piggybacked
commercials. Others feel that it will
make no difference and say market
specialists are still needed in order
to get better buys.

Meanwhile, PAG, the biggest user
of spot but not the bellweather it
used to be, is sticking by its tried
and true brand buving methods.
“What we've gol works,” said a
P&G agency man.

But George Simko, Benton &
Bowles manager of media, predicts:
“Whatever we have today.is going
to be different five years from now.”

What they have today are four
all-media  buying-planning groups.
While two handle diversified groups
of accounts, the third has P&G, and
the fourth encompasses the General
Foods’ market specialist buying sys-
tem, in this case in seven markets.
In addition to the original six that
were assigned late last year—Denver,
Kansas City, Chicago, Seattle, Dallas,
and- Cincinnati—Minneapolis, which
was formerly with Doyle Dane Bern-
bach who has now retired the ac-
count, has been added.
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Six buyers make up the GF buy-
ing group. Of these, two are market
specialists. The balance are involved
in planning and checking the buys
made by other agencies for their
products.

Hard to pinpoint

Is General Foods getting better
buvs because of this system?

Simko savs that while he believes
GI" is getting better buys, he can’t
pinpoint the benefits.

“I can’t tell you they’re getting
better cpm’s yet, but we're convinced
this is a better system for GF. We
see it as a better way to get eflici-
encv and good spots.

“The svstem works well for GF
because they have highly localized
short flights built around 30-second
spots. It would be diflicult to piggy-
back if evervone placed their own
spots. In addition, the buvers have
a little more leverage because reps
know that anv GI" business coming
their way will have to come from
one buver.”

BBDO’s vice president and direc-
tor of media llerb Maneloveg ques-
tions the value of the specialist sys-
tem.

“We look askance at the basic
philesophy of market specialists,”
Mlaneloveg says. “lf you are con-
vinced you have 15 experts, fine. But
there aren’t 15 experts in media. Just
because a buyer is given the title
market specialist’ doesn’t mean that
he is any better as a huver.

“Under the GF arrangement you
really don’t know who is doing the
better job hecause costs are different.
If a market is a seller’s market this
will effect the type of buy you can
make.”

A General Foods media executive
explains, however, that every month
all buys are put through a computer
evaluation. The system, which has
been in effect for about a vyear,

checks each buv for cost effici
This gives the company a contil
picture of how cost-eflective i
buver, or brand or agency is. &

The company is apparently §
fied with the buving so far (ik
been in eflect for about #
months). One source said th!
markets which the market spech
buying is confined to now wil
expanded to include all GF mat
by the end of the vear. Problenk
putting together a stall at the §
pany to oversee the buving was §
as the cause of the delay.

Until the changeover, the mal
which are not included among}
28 under the market specialist |
tem are bought by the agency o
cord for the brand.

In addition to Benton & Bow
other GF agencies and the mat!
they buy include Young & Rubic
New York, Philadelphia, Sacrame
San Diego, Pittsburgh, Indianap
Charleston-Huntington; Grey Ad
tising, Baltimore, Boston. Bufly
Portland, Washington, and Mil¥
kee: Ogilvy & Mather, Clevew
Los Angeles, Miami, St. Louis, '
I'rancisco, and Detroit; McCa
Erickson, Hartford-New Haven !
Phoenix.

Y&R and GF

At Young & Rubicam the
market assicnments fit in D&t
Markets are assigned to the Y
regional buyer whose area inclu!
the GF market. At the agency
gional buyers buy for all braw
Planning is done by a separale gro
of brand planners. '

There were originally nine regi
in the Y&R system, last week this ¥
reduced to seven regions, the l}Ort
west and southwest and the mid”
lantic and southern regions each
ing combined.

Y&R believes the system will wo!
better with the addition of M°
_—
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iyo in place of regional super-
)
1 revealed that initiallv they
1k$180.000 to $200.000 in ad-
tical costs into setting up the new
t specialist system. The media
eor of another agency said he’s
rtold the hgure was closer 1o
0000; Young & QRubicam re-
o this figure calling it “exces-

It also rejected the charge of
=e sources who claim thev see
13 rease in the turnover of media
e al the acencv. A media di-
ctc reported he has two resumes
nY&R buvers on his desk now,
d at he knows of two others who

tmong current crop of
market specialist huyers
Dave Specland
Ted Baies (Colgate)
(below l.r.) Paul Fitz
gald, Y&KR, (mid-west
ludy Adler, Ogilvy &
lather (General Foods)
ster Murray, Benton &
Bowles (GF).

are (r.

L& N
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have recently left. In addition. Alan
Miller who headed up the markel
specialist buving set-up has since
left. and has been replaced by Jer
Baldwin.

Don Foote. a Y&R group super-
visor, said he hasn’t seen anv in-
crease in the turnover of bhuyers be:
cause of the changeover. lle addec
there’ll always be people leaving and
joining anv agency.

In spite of what may

be said

about it, Foote reports that the set-uj
is eenerally working well, though it
is still too early to gel client reac
tion.

The BBDO attitude toward market
specialists reflects some experience

with the system. Last vear the agency
jointly tried the market specialisis
setup with O&VI, Needham, Harpe:
& Steers and lLeo Burnett for Camp-
bell. The idea was dropped after it
was discovered that it took too long
for information to be transmitted
from one agency to another. With
four agencies trying lo coordinate,
there were a dozen channels of com-
munication.

\ GI' executive admitted com-
munications problems arose initially
in connection with market specializ-
ation. The biggest snafu was not in
sending specifications from the brand

(Continued on page 62)



he care and feeding of creative

types, the golden boys of the
modern agency, present a number of
dilemmas aside from such crass
problems as how do you keep Joe
satisfied at $30,000 per when Art
had to be offered $40,000 to lure him
from another shop.

One of the dilemmas is how to
keep creative people happy and pro-
ductive when they've moved up to
management and near-management
levels. They may like the status and
the money but they may not cotton
to administration. If thev’re worth
their salt, they’re aching to sit down
al a typewriter or drawing board
and, as a matter of fact, it’s to the
agency’s best interests that they do.

One answer to this problem is sup-
plied by Dancer-Fitzgerald-Sample,
which recently put its creative fool
forward, making a strong bid for at-
tention at a time when not to be
creatively-oriented is akin to heresy.
The agency revamped its creative de-
partment in New York, made pro-
motions wholesale, and considering
its dislike of publicity in the past,
appeared downright voluble about
ils operation.

Somehow D-F-S has managed to
give its top creative people more
authority, responsibility and status
while providing them more time for
creative chores.

At least that’s the way it looks
so far. The revamping is still being
digested and there’s bound to be
some waste motion in the beginning.
But, already, those moved up are be-
ginning to feel the elbow room.

For whatever it means, Dan-
cer is not generally considered a
“creative” agency by Madison Ave-
nue definition. D-F-S president Stuart
B. Upson concedes the agency might
have bheen overlooked insofar as
creative reputations go but is confid-
ent that the agency, especially in the
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Co-equal creative
directors are, .

to r., Richard
Goodman, Charles
Blakemore, Jack
Keil, Frances Ken-
nedy, Dana Black-
mar, Greene Fenley.

How D-F
keeps if

golden boys hapyy
(and productiv|




\ lgency revamping
by creative people

s .ore responsibility
and, hopefully,

more time to do

|
t chat they do best

past couple of years. has been turn-
ing out great work.

He remarked recently: “D-1"-S has
always been probably the strongest
agency in the country on the man-
agement and marketing side, so much
so that some people might forget
that our accomplishments would not
have been possible without matching
strength on the creative side.”

Lion’s share is in tv

When Upson talks crealive, he’s
talking television since about 80
per cent of its billings goes there.
The New York office places adver-
tising for such clients as General
Mills, Glenbrook Labs (Steriing
Drug), P&G, Peter I’aul, Best Foods,
Frigidaire, R. J. Reynolds, Schick
and Rival.

Its commercial of Joe Namath
shaving off his mandarin mustache
with a Schick electric razor got a
million bucks in publicity last year.
The agency also got a lot of attention
in the trade for its deft revival of
“I'd walk a mile for a Camel.” And
it’'s certainly been turning out better

than run-of-the-mill blurbs for Oxy-

dol and Frigidaire.

The agency is particularly proud
of its work for Oxydol (with Pat Car-
roll}, not only because of its humor-
with-a-point but because of the chal-
lenge presented by selling a laundry
product against an array of not-so-
different competitors. As a matter of
fact, Dancer feels it has more than
its share of not-so-different brands,
meaning they require an exlra meas-
ure of creativity. “Anybody can sell
Polaroid,” remarked a D-F-S crea-
tive chieftain.

It was because of such work as cited
above that D-F-S management felt
that moving up its best creative peo-
ple was clearly indicated. A descrip-
tion of the changes will help explain
what the agency is driving at.

(1) The half-dozen key creative
people, all formerly group heads,
were promoted to the new position
of senior vice president and creative
director. They are Dana Blackmar,
Charles N. Blakemore, Greene Fen-
ley, Richard E. Goodman, Jack M.
Keil and Frances Kennedy.

They are listed in alphabetical or-
der, which is another way of saying
they are all equal. There is no over-
all creative manager at D-F-S. Some
of the implications of this fact will
be discussed later.

(2) With the exception of Mrs.
Kennedy, each creative director is
now in charge of two groups instead
of one, or, depending on how you
look at it, in charge of a larger
group. llowever, each of five crea-
tive directors now has two group
heads reporting to him, and that, as
will be seen, makes a big difference.

(3) The Creative/Management Re-
view Board has been revamped and
trimmed 1o give creatlive people a
stronger voice. Mrs. Kennedy is now
permanent administrator  of the
hoard, which reviews all new cam-
paigns before they are submitted to
clients.

(4) Nine of the 10 new creative
group heads have bheen appointed
vice presidents. Anthony R. Jaffe has
been a vice president since 1967.
lle and Ann Haggerty report to
Blackmar, Edwin Corley and Gor-
don F. Dropps came under Blake-
more’s wings, Eugene L. Cleaves and
Edward J. Doyle are Fenley’s group
heads, Robert Kilzer and Nancie J.
Schutz are in Goodman’s bailiwick
and Stephen M. Vengrove and Rich-
ard W. Stevenson both answer to
Keil.

(5) A somewhat unique aspect is
the newly-created post of vice presi-
dent and executive art director. Sev-
en have been named, each responsi-

(Continued on page 67)
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he toymoil”—that’s how one

veteran adman refers to the toy
industrv— an explosive, on-again off-
again amalgam of hoom items, bust
items. hot lines and cold lines. “It’s a
crap-shoot,” continues the adman,
with a rueful smile, “and the dice
are loaded with tv.”

They’re loaded all right. Accord-
ing to the Television Bureau of Ad-
vertising, manufacturers and whole-
salers of toys went for some $23.4
million in network and $20.8 million
in spot during 1968, for a total of
about $44.2 million.

‘These figures represent percentage
increases over 1967 of 10.6 in spot,
33.1 in network and 21.5 overall.

An increase in toy manufacturers’
television budgets is in the cards for
’69. The industry is coming off an ex-
cellent year (manufacturers’ sales ex-
ceeded $1.8 billion in 1968, a gain of
16.9 per cent which marked the big-
gesl vear-lo-vear increase in the his-
torv of the husiness.)

Competition hasn’t lessened, and
the big boys in this business are rath-
er free spenders where tv is con-
cerned. The big bovs include Mattel,
ldeal, Topper, Remco, Kenner, Has-
bro, Louis Marx and mavbe a couple
of others. Their rule-of-thumb is to
budget about 10 per cent of each tele-
vision item’s projected sales into tv
advertising. It makes for a fat Kitty.

Just about all of the aforemention-
ed big guys will spend more tv money
this year, but that doesn’t neces-
sarily mean greater saturation—and
clutter—in the conventignal toy ad-
vertising  seasen of  September
through December 15. One of the
trends noted by TELEVISION AGE
during last month’s American Toy
Fair in New York was a move to
earlier-on as far as tv is concerned.

Kenner started 14 tv items off in
January. Ideal did the same with

three of its categories. Remco will
be on television some weeks earlier
than last year. The thing to bear in
mind here is that these are bona fide
television tovs, selling, for the most
part, at $5 and up, rather than the
conventional $1.50-%2.50 Spring tv
items.

That’s one indicator that toy man-
ufacturers’ use of television is ma-
turing—il’s no longer exclusively a
matter of jumping in 13 weeks before
Christmas, riding it down to the
wire, then jumping out.

Year-round advertisers

There’s an even stronger sign of
toy advertising maturity—the advent
of the 52-week television advertis-
er—but i’s doubtful that this can
ever become a sure-enough trend.
cince only a handful have that kind
of money to spend. This approach
was pioneered by Mattel, the indus-
try’s dollar volume leader (last vear,
Matte! did a record-breaking %211
million). For 1969, a second adver-
tiser, Kenner, a General Mills sub-
sidiary, joins Mattel in the exclusive
52-week club. And, starting next Sep-
tember, Hasbro will go the same vear-
round route.

Kenner savs it will spend $5.5 mil-
lion on tv this vear, Hasbro some
%5 million, Though Mattel won’t tell,
about $10 million would be in the
ballpark.

Ideal’s current schedule includes
every month but July and is budgeted
at about %6.5 mililon, with about
$8 for total promotion, while Rem-
co skipped only January and says
i’s in for $5.25 million on tv.

While Louis Marx & Co. talks to
no one, it’s known that the company
spent $1.2 million with the networks
and $538,000 in spot last vear.

Topper, which leans very heavily
on television, says it will put $8.75

They’re not toying with tv
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million into the medium, g
fit to add in its catalog. “To 1
livers what it promises.” ;
s : . |
There’s a definite swing aw s
item advertising toward the (§
or full-line concept among ni¢
turers of television toys. r
“Manufacturers are look |
ways to advertise items or ca
that will help sell other thingi"
line,” savs one toywise admah
it makes good economic sensl
lot tougher than it used to bels
late tv behind a single ite
make it pay ofl, because ¢
1,000 has been climbing fashl
numbers of viewers.” !
ldeal crashed through with#
ling example of line a-[lvertisi‘l‘li
February when it anteed upit
$250,000 for a full day’s wiid
time on stations in 10 marketsb!’
perhaps the leader in the ¥
mensional game business, us ¥




Ted Bates filmed toy
aito commercial

(at left) fjor Louis
Marx in Hollywood.
Helfgott & Partners
used pro athletes in
ldeal game commer-
cial shot in Chicago
(below).
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time exclusively to push its extensive
game line, calling the promotion
“Games Day.”

Abe Kent, ldeal’s vice president in
charge of merchandising labelled
Games Dav “a great success,” bul
onlv smiles enigmatically when
asked if he’ll do it again this year.
Best guess is that he will.

Remco, a publicly-held company
which did $35 million last year, has
come up with a new angle (for a toy
manufacturer) designed around the
line concept of advertising. It’s an
eminently loveable. Gepetto-like live
character called The Little Old Toy-
maker.

“We created him,” says board
chairman Saul Robbins of Remco, “as
a replacement for the m.c.s. who used
to front Kids’ shows and deliver testi-
monials for the items. The way it is
now, with one cartoon after another,
or cartoons and films alternating,
there’s no commercial-to-commercial
conlinuity and nothing to tie the items
together into a line.”

Heavy exposure

The Little Old Toymaker will do
just that, Robbins and his cohorts
hope. Thev’ll use him on television
(some 25 to 30 exposures a week on
Captain. Kangaroo alone), in com-
mercials, in stores as a demonstratot
and builder of goodwill, and im-
printed on packages, newspaper ads
and catalog sheets.

While the vast majority of toy
companies will remain zeroed in on
the moppets this year, ldeal will pull
a switch by aiming a good percentage
of its stufl at adults too. Ideal’s man-
agement took a long look at the
clutter, confusion and profusion of
messages with which children are
hombarded, and decided that parents
must be making most of the toy-buy-

(Continued on page 63)

Toymakers, who spent
$44 million last vear,
will be on tv earlier,

bigger, longer in 69
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Why is it so
complicated?

he Commission, the cable oper-

ators, and the broadcasters are
now going through a transition per-
iod. It may be difficult for a while
but we hope it will lead to a better
balance between the competing pri-
vate interests and provide the basis
for the development of a system mak-
ing the best possible utilization of
both elements. For a while we will be
applying the Second Report and
Order, as modified by the interim
procedures specified in our Notice
of December 13, 1968. If the propos-
als made at that time are adopled, we
will then move fully into the new ar-
rangements which we tentatively be-
lieve will represent the most desir-
able pattern for the future.

The dispute over cable television
and its future still involves the basic
issues with which the Second Report
and Order was concerned: unfair
competition, carriage, non-duplica-
tion, and distant signal importation.
To these, our new proposal has
added the following: compulsory
CATV program origination, possible
commercial support for such origin-
ation, making spare channels avail-
able on a common carrier basis, pay
television by cable, the applicability
of certain broadcast policies to cable
operations, possible limits on owner-
ship, technical standards for cable
operations, reporting requ}rements
for the cable industry, and division
of regulatory responsibility in the
cable field. I would like to briefly
touch on all of these aspects of the
problem,

The Commission is still gravely
concerned about what it regards as
the unfair competition which a cable
system importing distant signals im-
poses on the local stations in its com-
munity. If the cable operator had
elected to provide a new program
service—either over the air or on
one of the channels of his system—
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CATV:

Workman prepares lines
for cable reception

in New York City
apartment house,

well within 35-mile

zone set up by

recent FCC proposal,
but where signal
itmportalion is no issue.



Part 11

The thinking behind the
FCC rules on signal
importation and approval

of retransmission rights

By KENNETH A. COX,
member, Federal

Communications Commission

he would have had to hire perform-
ers, acquire rights to filmed or taped
programming, buy equipment with
which to display it, hire people to
run the machines, develop revenues
to finance this effort (whether from
subscribers or adertisers), and other-
wise conduct himself very much like
his broadcast counterparts.

Duopoly rule

If he chose the broadcast medium
for his service, our duopoly rule
would limit him to providing only
one competitive service. If he went
the cable route instead, he would
undoubtedly not try to add a second
channel until the first one was well
established—and even then would
not add another channel unless he
expected it to produce more than its
projected cost, whether from added
subscribers, increased subscription
rates, per program charges, or ad-
vertising revenue.

In other words, either regulation
or economic realities would limit him
to a single competitive service—and
it would be a service whose costs
would be comparable to those of a
broadcast station.

(We are proposing that cable op-
erators be limited to programming
only one channel—in addition to
automated channels providing time
and weather, stock ticker, news tick-
er, and similar services. We are also
considering applying the Fairness
Doctrine and other broadcast pol-
icies to such cartv originated pro-
gramming.)

But the usual cATv pattern—and
certainly the one that would prevail
if there were no regulatory restraints
—is much different. The cable oper-
ator typically seeks to provide a sub-
stantial number of additional tele-
vision services—apparently feeling
that the promise of improved recep-
tion of the local signals plus the

usual automated services and the kind
of local origination provided by a
few operators would not, in them-
selves, attract enough subscribers.

The only way to get such multiple
program services is by importing
broadcast signals from other mar-
kets. This not only produces a quan-
tum jump in channels, but requires
no payment for broadcast rights, no
expensive personnel, no efforts to
enlist advertiser support—only the
costs of head-end equipment and of
microwaving in the more distant
signals.

This is where we think the unfair
competition comes in. Not only does
the cable operator who pursues this
course avoid the costs and regula-
tions which face his broadcast com-
petitors, but he undercuts the latter
still further by doubling or trebling
the number of signals with which
they must compete for the attention
of the audience.

Lose benefit

This competition is particularly
damaging when the programs
brought in include some for which
the local stations have paid for ex-
clusive rights—only to lose the bene-
fit of their bargain because the cable
operator, without making any pay-
ment, presents the programs before
they do.

Cable spokesmen often say that
they do not compete with the local
stations, but merely enable distant
stations to do so. But the benefits
from this infusion of distant signals
accrue not to the originating stations
but to the cable operators. While the
individual broadcaster profits only
when people watch his station, the
CATV entrepreneur profits whenever
he can offer enough more than is
available off the air locally to attract
a substantial percentage of viewers

(Continued on page 59)
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fter many vears of releasing

broadcast billing figures from
data compiled by LNA-Rorabaugh,
Television Bureau of Advertising has
switched its source of information.
Recently TvB started releasing
figures compiled by Broadcast Ad-
vertisers Reports. For the first time,
TvB will be a source for local, spot
and network figures at the same time.

The system is completely new to
TvB. It will be based on fewer mar-
kets and figures will be based on
one week out of the month. BAR does
make a monthly projection, however,
and TvB will be releasing this.

TvB hasn’t ironed out its plans
completely but Harold Simpson, man-
ager of information services, said
they will at least release network
figures monthly and spot and local
figures quarterly. Eventually, they
hope to release spot and local on a
monthly basis also.

Network figures for January and
February have already been released.
The report provides net time and
program billings by day parts and by
network, including the percentage of
change from the same period of the
previous year. Figures include agen-
cy commission.

The spot and local rate figure used
is usually somewhere between the
one-time and end rates, but this de-
pends entirely on the individual sta-
tion. J. Walter Thompson advises
BAR on the rates the station is sell-
ing its spots for. Based on this and
the rate card BAR determines the

Figure
control:

A BAR listener logs tape from one of 75 field offices.

rate to be used for the spot, and
treats all advertisers alike.

These rates are continually being
revised, according to Pro Sherman,
director of sales development at
BAR. They are constantly checking
for revised rate cards and when they
are found, BAR makes the necessary
changes in the rate it is using.

Getting netiwork average

Costs for network minutes and
programs come from the networks
directly. The rate is an average of
what all advertisers are paying for
a given minute or a given show.
These costs are then checked by sev-
eral agencies for accuracy. Sherman
said that in the three years he has
been doing this, he can think of only
one case where the network report
was inaccurate.

Quarterly reports for spot and lo-
cal will be somewhat similar to those
issued by TvB when it was releasing
figures from LNA-Rorabaugh. These
include estimated expenditures of the
top 100 national and regional spot
advertisers, and estimated expendi-
tures by product classification. The
new reports will also include inform-
ation on day part advertisers, but
will not go into brand details. How-
ever, the data coming from BAR
will not be comparable to previous
TvB reports based on LNA tabula-
tions, according to George Hunting-
ton, general manager of TvB. There-
fore, 1969 will be Year One so far
as comparability is concerned.

BAR’s information comes i
monitoring system. A field o
cated in each of the 75 top nik
is equipped with an audiots:
corder and an FM tuner fo‘u‘
station. The recorder is turned (i
one full week each month,
randomly, and is then shipl§
BAR’s processing plant in i
Pa. There are about 70 peopléi
who listen to tapes, and reco (&
commercials. The information /i
processed through a computer/hs
system is used to record spim
local information.

Monitoring the nets

Network broadcasts are rec#
off a network line rather than ¢l
air as is done for spot and W
This is done to eliminate erronii!
might be the result of local chp
in commercials, according to #
man. These changes may be dit
local testing of a product or &
particular commercial. Moniti#
of network broadcasts is done ¥
week, rather than one week ©
month. I

The 75 markets that BAR moi&
represent about 85 per cent of
spot billings in the country. &
week figures for the 75 markets &
bined are projected to a molk
total. One company, one of theff
10 tv advertisers, studied BAR’s®
jections against their actual fig®
for the period from July, 196%
June, 1968, and found that the®

(Continued on paé’Ja

In a new departur’
Television Bureat
of Advertising
becomes single
source for netwol
spot and local

billing figures
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W herefore art thou, violence?

enator John O. Pastore has currently discovered one
olhe oldest of all political tricks for getting headlines.
atck an institution, one which is completelv familiar to
svyone in the country, from the side of ambiguous
riteousness. In this case it’s violence on television.
T're is no doubt that he is gelting strong support from
nespapers, which are hardlv impartial when reporting
thr strongest competitor. They relish the attack. The
la similar tv headliner was Senator Thomas J. Dodd.

he main idea seems lo be that there is an excess of
vience on lelevision, and that this, in turn, mav lead
o1 reaction causing crime in the streets. The evidence

ague or nonexislent. Some sav there is a causal re-
mnship between television and ecrime. Others say
ticontraire, the vicarious experience on lelevision actu-
al prevents crime bv letling potentially unbalanced in-
iliduals commit violence in their dream world instead
oin real life.

7hatever the answer, the subject has been thoroughly
irted in past articles here, in many ANA and AAAA
“amiltees, by indusitry spokesmen, by network execu-
415, by public groups and by many individuals. Senator
Piore is old hat. As a matter of fact, the producers have
alost over-reacted to adveriiser pressure against ex-
ceive violence, to the point of diluting the drama.

he suggestion of having the NARB code administrators
ne fellow, in reality —review dramas that are suspect
sne of those ideas that look good on paper but are
e and unworkable in practice. All films which ave
Jhrect would be screened about a week before air date.
Ifhere were an ohjectionable incident it would be im-
piiible 1o reshoot, re-edit and reprint in time without
‘Pinibitively high costs. Further, there is going to be
91 man making that decision and his opinion, which
hi to be subjective since there are no agreed criteria to
‘'sure excessive violence. reallv cannot be any better
thy those of the present network censors and the ad-
‘tising executives who also review the programs.

resident Frank Stanton of CBS savs the plan would
“stitute one man for 204 affiliates. which is true only
t0he exient that 204 engineers could (lip a swilch in
thmiddle of an objectionable scene as they viewed it
Uithe air. Of course, they wouldn’t know when to flip
hack on again-—a pretty sloppy procedure at best.
Wat it boils down to is that all three networks are
diire of the pressure and have reacted by cutting down
ltypes of shows that lend themselves to violence. NBC:
* and CBS-TV have been fullv reported, with the con-
'?IHOSI that their 1970 schedules would be more bland.
Aeview of ABC-TV now completes the Fall plans.
lPta;inr(lév and Sundav stay as is. Tt is somewhat ironicz?l
-t Lawrence Welk and The FBI are the long-range hit
”[W§ on ABC. Mondav is experimental night, with two
‘M';nicl‘nsule sh:)ws that’s r.i,tthl,“LS I.ninutes. ‘Firsl‘7'h,e

ocene. 7:30 to 8:15, in which Billboard picks likelv

!t hits. The Committee (that’s a singing group, man
#oduces the new groups, and songs. At 8:15-9 comes
L) Neu People, wherein Rod Serline does a Lord of

2
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the Flies with a group of dissidents on a Pacific Island.
In the 9-10 slot is Harold Robbins’ The Survivors, with
Lana Turner, George Hamilton and Kevin McCarthy.
This is a tough story about rugged individualists, and
will have Robbins’ vigorous plotting. From 10-11 is
Love American Style a triology starring a brass bed with
sturdy springs.

Tuesday starts with Mod Squad, 7:30-8:30, and Movie
of the Week, a mini-movie from 8:30 to 10, made by
many ditferent film companies. At 10 to 11 is a doctor
storv Marcus Welby, M.D. with Robert Young as the old
G.P. trving to convince a voung doctor that this is the
wav.

Wednesday is T'he Flying Nun, followed by The Court-
ship of Eddie’s Father starring Bill Bixby, followed by
Room 222 which is a kind of “To Sir With Love” featur-
ing Llovd Haines with the usual black teacher problems.
The ABC Wednesday Night Movie closes the night.

Thursday starts at 7:30-9 with the transplant Ghost
and Mrs. Muir, That Girl, and Bewitched. At 9 to 10,
Tom Jones offers a variety show, and the evening closes
with It Takes a Thief with Fred Astaire as an added
slarter.

Fridav starts with Let’s Malke a Deal 7:30 to 8, {ollowed
by The Brady Bunch 8-8:30, in which a widow and a
widower merge with a resulting family of six girls and
six hovs. At 8:30-9 is a modern version of Mr. Deeds
Goes 1o Town with a do-gooder philosophv. At 9:10 is
llere Come the Brides and ABC’s Serutan answer to
Lawrence Welk. At 10 to 11, Jimmy Durante and the
Lennon Sisters—enough said.

Viewed as a whole, it appears that ABC is trving to
experiment in several directions, but with no logical

Lana Turner, Kevin McCarthy in “The Survivors,” new ABC hour.

pattern. Of course, they mav know more than thev're
telling, but half the new shows seem to he big, loosely
constructed crap shoots. The other half are situation
comedies, with which ABC has done well, a formula
doclor series and top plotiers with Serling and Robbins.

As lar as violence is concerned, Senator Pastove won’l
have much to watch. The FBI, Mod Squad and To Catch
a Thief have been fairly moderate in that direction, with
a few exceptions.

This much is certain: no matter how well ABC’s pro-
posed programs turn out, they still smack of Grade B
movies. On the other hand, this just might be the only
answer to the network’s problems.-—J.g.
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DEBT OF OPPORTUNITY

It’s no secret that there’s a lack of
minority group members in the film
production field. The encouraging
signs left in the wake of a recent
forum between Film Producers As-
sociation and the Group for Adver-
tising Progress indicates that prog-
ress and change may be in the offing.

Since the forum, and because of
it, Harold Klein, executive director
of the FPA has formed an employ-
ment committee to investigate sources
of manpower. Sam Magdoff, last
year’s FPA president, will head the
committee. In addition, Klein has set
up appointments with the AAAA and
the ANA to try and get their coop-
eration in this area.

The FPA is also negotiating with
the Directors Guild of America about
a program to train assistant directors.
The program, beginning this Sum-
mer, will be open to minorities.

Union reps who were invited to
the forum are beginning to react to
allegations that “you have to be born
into the union to be a member.”
IATSE local 644 (cameramen) has
approached Doug Alligood, president
of GAP and an account executive at
BBDO, and asked if any GAP mem-
bers were interested in the union.
Alligood hopes this may be some
kind of breakthrough. One of the
problems for anyone trying to get in-
to the field is the lack of opportunity
for exposure. To remedy this, Fred
Rogers, who headed the GAP panel
and is assistant to Bob Gage, execu-
tive vice president and creative direc-
tor at Doyle, Dane, Bernbach, has ar-
ranged to host tours of minority ad-
vertising personnel through Pelican
and Elektra Film Productions; to fa-
miliarize them with actual produc-
tion techniques and operations.

Also, as a direct result of the GAP
program, film producers have set up
individual meetings with Alligood
and Rogers. At least one minority-
grouper has been hired so far.

Alligood believes that many non-
whites would like to come into the
film production industry. He added,
however, that GAP would like to
overcome the reluctance minority
people have in looking for jobs by
telling them they do have a chance.
“But first we want to be sure we’re

36

absolutely right about this.

“We are not saying anybody owes
us a living,” says Alligood, but per-
haps there is a debt of opportunity.”

The Group for Advertising Prog-
ress is an organization of non-whites
all productively employed in the ad
industry, and who strive to encour-
age other minority group members
to seek careers in advertising.

PIGSKIN FORECASTS

Computerized football forecasts,
which Bing Crosby Productions had
been syndicating as information
only, are being converted into a
program format.

The new show, called, not sur-
prisingly, Computer Football Fore-
casts, will be available next Fall on
tape. It features Paul Christman,
former all-American college half-
back and pro star.

The program is actually split into
190-second  segments, some two
dozen in all. Stations must make a
basic buy with additional segments
of the college and pro game fore-
casts optional. Segments, of course,
are tailored to be worked into ex-
isting station sports shows.

Crosby Productions gets its foot-
ball predictions from Cox Broad-
casting, which has been making fore-
casts for two seasons. Last season
the distributor put the data together
and passed it along to stations for
their own sportcasters to play around
with. Now Christman will make com-
ments on the computers predictions.
However, the EDP forecasts will not
be changed.

There will be 19 weekly pro-
grams.” Crosby Productions will get
the forecasts on Sunday after all
games are in and put it together in
time for stations to receive the tapes
on Tuesday or Wednesday from Chi-
cago, according to Edward S. Bro-
man, vice president in charge of
syndication sales.

The format was unveiled at the
NAB convention in Washington.
Also introduced at that time was a
five-minute news commentary strip,
featuring Dr. Albert E. Burke. Bro-
man said 260 segments will be pro-
duced. Another new offering was
Beat the Odds, a half-hour strip
game show hosted by Johnny Gilbert.

ANY CHALLENGERS?

Dimension Productions and G&
Advertising teamed up to show ki
to eliminate red tape in commeri
production, but its doubtful the
want to try it on a regular basis. ]
two companies did a commercial
four days, from conception to |
proved answer print.

It began on a Friday evening
5:30 when Dimension director '
Ehrlich was called in by Grey crfi
tive director Manning Rubin to |
over the commercial while it was s :
being written by Stella Lester.

On Monday morning, a bedrog
set was designed and built and prof§
were purchased. At 10 a.m., the &
tors began to arrive. Shooting col
menced at noon and, with only lum
and dinner breaks, continued un
10 p.m. By 11 that same evening tl
film was at the lab. ‘

Tuesday morning at 11, a scree
ing was held for the agency and ¢
those involved. The takes were picke
and editors went to work. At th
same time, Dimension’s Bill Un '
was working with Grey’s Stella Lest
and Maurice Martin recording TI
music and sound effects. The musicé
score had been written Monday b
Miller-Martin.

Wednesday, rough-cut approv
was made and sent to The Opti
House.

Thursday morning, the finishé
optical negative was lined up wh
the track. By noon the negative wé
delivered to the lab for an answe
print. At 5 p.m., the print was 0
livered to Grey and immediately @
proved. "

Director Sol Ehrlich attributes
quick work to the agency’s cooperd
tion . . . and a little bit of luck.

N. LEE LACY MOVES

A townhouse at 160 E. 61st St.
the new New York home of N.
Lacy Associates. The film producti¢
company has been operating out @
the Delmonico Hotel on Park A
until now.

In addition to executive office
conference rooms, and compl
dining facilities, the townhouse !
cludes accommodations for personnés
brought to New York for specific 85
signments.
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All the world’s your stage,
with film.

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

~ It’s really the people who count when you
start adding up the advantages for film. Sure, at
Eastman Kodak we help film stay on top with

? new products. But, it’s people like you who really

keep film the vital, fresh medium it is. So why
build boundaries for your talent? Remember, the

~ people who go everywhere in this business are

film people.

EASTMAN KODAK COMPANY
Atlanta: 404/GL 7-5211; Chicago: 312/654-0200
Dallas: 214/FL 1-3221; Hollywood: 213/464-6131
New York: 212/MU 7-7080; San Francisco: 415/776-6055




NOW!
ALL NEW!
WCD STAGES!

Four Floors of Production Area ... 33 Foot

Ceilings. .. Overhead Crane... Insert Stage
... Kitchens ... Shops ... The Most Efficient

Studio Arrangement in the City ... Ramp to
the Big Studio for Cars and Large Products.

Round Trip Limousine Service from your office
to the studios at

421 EAST 6th STREET

Less than 15-minutes from most Agencies!

Our Producer/Directors
* Bob Carlisle * Rex Cox * Doug Fithian
* Mike Stehney * Joel Weisman
are enthusiastic about the New Freedoms

these stages give them in working out creative
problems with you.

We would like you to see these studios. ..
come to lunch!

And for your convenience . . .

EXECUTIVE OFFICES,
SALES AND EDITING, AT
820 SECOND AVENUE,
New York, N. Y. 10017

(At 44th Street)

telephone (Area Code 212)

986-1351

Los Angeles, California— 1028 North LaBrea Avenue

AD MAKERS

RON SEMLEK has joined the ¢!
of Warren, Muller. Dolobowsky g
copywriter. I'reviously, he was y
BBDO where he worked for s,
clients as Gillette, United Fruit, A
strong and American Tobacco.

LAWRENCE B. WILLIAMS has joi
Campbell-l.wald as director of bro
cast production on the Chevrolet .
count. Williams goes 10 C-E fr
Zimmer, Keller & Calvert where|
was vice president and manager
the radio and television departme

Louis S. M1aNO has been appoin
ice president and copy chief
ACXR Advertising. a member of
Ted Bates Grouyp.

Prior to joining AC&R. Miano
a writer for ABC-TV, and then W
Coasl editor of Show magazine.
has also been on the stafls of L
and Tv Guide magazines.

RICHARD W. ASHLEMAN and DA
J. ABODAHER have joined the creal
stafl of Kevnon & Eckhardt Adver!
ing, Detroit. as copvwriters. Both w
work on K\FE’s Lincoln-Mercury
count,

Ashleman. a former K&E staff
returns to the agency after worki
at  Campbell-Ewald Company
McManus. John N Adams.

Abodaher. who left J. Wall
Thompson’s Detroit office to join t
agency, is a published author
young people’s books and write
producer of Detroit radio and
shows. ]

At K&E’s San Francisco offi
CARL MILLER and MICHAEL KIERN
have been appointed creative directt
and executive art director produc
respectively. Both went to K&E fro
Post Keyes & Gardner, San Fra

KIEKNAN MILLER

cisco, where their primary respo!
ibilities were in new business ant
Burcermeister Beer tv advertising:
Miller has also been with Leo BY'
nett. BBDO and \[cCann-Erickso"

7, 1909
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krnan, originally from London,
« with Norman, Craig & Kummel
.| Cunningham & Walsh in New
ek before heading West.
‘racv-Locke Advertising has an-
auced the addition of four new
pple to the creative department in
Llas. They are HOWARD GOLD, art
dactor, JACK CIACCIO, copy super-
vOr, VAL COOPER, assistant art di-
rtor and NANCY SHERRILL, copy-
wler. Dox FIELDS, who joined the
ancy in 1966, has been promoted
tart director.

ETERING SYNDICATION

Varner Bros.-Seven Arts has just
reased Volume 11 of Films of the
5s and 50’s.

Among the titles included in the
p kage of 50 films (31 in color) are
Te Comancheros, From the Ter-
re, The Glass Menagerie, North to
Miska, Carousel and  AMove Over
Lrling.

«VIA-TV TAKES EMMY

‘or the first time in the six-vear
htory of the National \cademy of

evision Arts and Sciences’ Station
B ard, a non-commercial educational

“tion has walked awav with the
hors. wia-tv Madison. won an
by for Pretty Soon Runs Out.
Te award was presented on March
2 at the NAB convention.

Winner of the Special Citation was
WiL-Tv - Philadelphia  for Assign-
tint: The Young Greats.

Bud Wilkinson, consultant to the
Ussident in a range of subject areas
Wuding urban affairs, presented the
tion Eimy to Ronald C. Born-
“In, associate director of tv at WHA-
I Eugene McCurdy, station man-
2r of WFIL-TV, accepted the special
Cition,

{ THE way

Ludden’s Gallery, a new 90-minute
le-times-a-week personality-variety
Lshow will he produced by Albets
Foductions in assoclation  with
detromedia Television for na-
tnal syndication.

Ihe series is scheduled to enter
foduction this month. Tis exact for-
It is now heing resolved.

Production at Filmation has be-
‘N on Saturday morning tv series
" next scason. Series include The
lirdy Boys mystery adventure series
'_ ABCTV, Sabrina. The Teenage
litech, part of the Archie Comedy
bur for CBSTV and all new Ar-

levision Age, April 7, 1969
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SPI SNAZELLE PRODUCTIONS, San Francisco

PELICAN PRODUCTIONS, INC., New York

Bratwursthaus < E. G. White Adv.

Litsee )

LOGOS TELEPRODUCTION CENTER, Arlington

i .

KING SCREEN PRODUCTIONS, Seattle

MOVIERECORD, INC./ESTUDIOS MORO
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WCD STAGES!

Four Floors of Production Area ... 33 Foot

Ceilings. .. Overhead Crane... Insert Stage
... Kitchens ... Shops ... The Most Efficient
Studio Arrangement in the City . . . Ramp to
the Big Studio for Cars and Large Products.

Round Trip Limousine Service from your office
to the studios at

421 EAST 6th STREET

Less than 15-minutes from most Agencies!

Our Producer/Directors
* Bob Carlisle * Rex Cox * Doug Fithian
* Mike Stehney * Joel Weisman
are enthusiastic about the New Freedoms

these stages give them in working out creative
problems with you.

We would like you to see these studios. ..
come to lunch!

And for your convenience

EXECUTIVE OFFICES,
SALES AND EDITING, AT
820 SECOND AVENUE,
New York, N. Y. 10017

(At 44th Street)

telephone (Area Code 212)

986-1351

Los Angeles, California— 1028 North LaBrea Avenue

AD MAKERS

RON SEMLER has joined the f
of Warren. Muller. Dolobowsky 3
copvwriter. Previouslv, he was i
BBDO where he worked for sj
clients as Gillette, United Fruit, A .
strong and American Tobacco.

LAWRENCE B. WILLIAMS has joi
Campbell-Ewald as director of brg}
cast production on the Chevrolet
count. Williams goes to C.E fi
Zimmer, Keller & Calvert where
was vice president and manager
the radio and television departm

LOUIS 8. MI1ANO has been appoin|
vice presiddent and copy chief |
\CAR Advertising, a member of |
Fed Bates Group.

Prior to joining ACAR, Miano
a writer for ABC-TV, and then W
Coast editor of Show magazine.
has also heen on the stafls of L
and Tv Guide magazines.

RICHARD W. ASHLEMAN and DA
J. ABODAHER have joined the creal
stall of Keynon & Eckhardt Adver
ing. Detroit. as copvwriters. Both v
work on K&L’s Lincoln-Vercury
count.

Ashleman. a former K&E staff
returns to the agency after worki
at  Campbell-Ewald Company a
McManus, John & Adams.

\bodaher. who left J. Wal
Thompson’s Detroit office to join
agencv. is a published author
young people’s books and write
producer of [letroit radio and
shows.

At K&E's San Francisco offi
CARL MILLER and MICHAEL KIERN
have been appointed creative direct
and executive art director/produc
respectively. Both went to K&E fro
Post Keyes & Gardner, San Fra

RIERNAN MILLER

cisco. where their primar respor

sibilities were in new business

Burgermeister Beer tv ad\rerlising;
Miller has also been with Leo Bur

nett, BBDO and McCann-Erickson
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rernan, originally from London,
s with Norman, Craig & Kummel
d Cunningham & Walsh in New
ywrk before heading West.
Tracy-Locke Advertising has an-
junced the addition of four new
jople to the creative department in
dlas. They are HOWARD GOLD, art
wector, JACK CIACCIO, copy super-
sor, VAL COOPER, assistant art di-
stor and NANCY SHERRILL, copy-
“iter. DON FIELDS, who joined the
.ency in 1966, has been promoted
t art director.

i HTERING SYNDICATION

Warner Bros.-Seven Arts has just
leased Volume 1L of Films of the
’s and 00’s.

Among the titles included in the
ckage of 50 films (31 in color) are
e Comancheros, From the Ter-
ce, The Glass Menagerie, North to
aska, Carousel and Move Over
wrling,

HA-TV TAKES EMMY

For the first time in the six-vear
story of the National Academy of
slevision Arts and Sciences’ Station
~vard. a non-comniercial educational
ion has walked away with the
mors. wia-Tv  Madison. won an
nmy for Pretty Soon Runs Out.
1e award was presented on March
vat the NAB convention.

Winner of the Special Citation was
FIL-Tv - Philadelphia  for  Assign-
ent: The Young Greats.

Bud Wilkinson, consultant to the
resident in a range of subject areas
cluding urban affairs, presented the
ation Emmy to Ronald C. Born-
e, associate director of tv at wWHA-
7. Fugene McCurdy, station man-
ser of WFIL-Tv, accepted the special
tation,

N THE wAY

Lu‘ddcn’.s Gallery, a new 90-minute
ve-limes-a-week  personality-variety
show will he produced by Albets
roductions in  association with
letromedia Television for na-
on\al svndication,
The series is scheduled to enter
toduction this month. Iis exact for-
al is now heing resolved.
Production at Filmation has be-
un on Saturday morning tv series
¥ next season. Series include The
ardy Boys mystery adventure series
7r. ABCTV, Sabrina, The Teenage
teh, part of the Archie Comedy
four for CBS-TV and all new Ar-
i
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PELICAN PRODUCTIONS, INC., New York

Bratwursthaus - E. G. White Adv.

| 1506

LOGOS TELEPRODUCTION CENTER, Arlington

SARRA, INC.

Byer & Rolnick - Coliin & Andrew | Esso Imperial Qil « Cockfield, Brown Ltd.

- |
Q |
|
|
KING SCREEN PRODUCTIONS, Seattle MOVIERECORD, INC./ESTUDIOS MORO
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David Lucas stretching out...

chie segments for next season.

Scripting has begun on The Archie
Special, a primetime animation spe-
cial to air on CBS-TV in September.

The Government Story, a 40-part
series of half-hours on three branches
of the Federal government will make
its debut this month on the Group
W stations, and will also be available
for syndication.

The programs tell the story of the
government from its formation to
the present-day operation of the leg-
islative, executive and judicial
branches.

ZOOMING IN ON PEOPLE

RAY M. RUSSUM, JR., has been ap-
pointed account executive for AB(
Films’ western division. Prior to join-
ing ABC Films, he was with the Army
Times Publishing Co. as Los Angeles
manager.

Three appointments have been
made at Group W Productions. Jack
WARTLIEB has been named manager,
program and production services for
Group W Productions. Moving into
Wartlieb’s former position as pro-
duction manager will be WiLLIAM D.
WEYSE. JACK REILLY has been named
general manager of The Mike Doug-
las Show.

Wartlieb has been with the com-
pany since 1961, working as produc-
tion manager on a number of shows,
including The Mike Douglas Show
when it was originally launched in
Cleveland.

Weyse joined Group W in 1962.
He joined wjz-tv Baltimore as pub-
lic affairs director, and has served as
assistant program manager and exec-
utive producer since 1967.

Reilly had been serving as produc-
tion manager of Group W’s KDKA-TV
Pittsburgh before being named to his
new post.

RUSSELL P. WILLIAMS has been pro-
moted to national accounts manager,
group stations, for the Ampex Corp.’s
video products division. He had been
a video sales engineer in Houston.
In his new position, Williams will be
responsible for coordination of all
purchases made by non-network
group owners of stations.

JEROME M. WECHSLER has been ap-
pointed Midwest division manager,
and JAMES GATES eastern division
manager for Avco Embassy Televi-
sion Sales. Wechsler is a veleran
syndication executive. Gates comes to
the company with an extensive back-
ground in television sales for RKO
General.

MATT POULS has been promotedi}
the post of Eastern sales manag#
and DAVID FRIEDMAN moves up |
Pouls’ former position of East |
sales representative for Screen Gel

-3

POULS

Pouls joined Screen Gems tw
vears ago after serving as local sal
manager of WKBD-Tv Detroit. Pn
viously, he was a sales representatiy/
for Storer Broadcasting in that cit)

Friedman joined Screen Gems i
1967 as assistant to Dan Goodmay
vice president in charge of syndics'
tion for the company. Prior to tha
he was an execulive assistant in th
business affairs department of Cu
lumbia Pictures.

Also at Screen Gems, FRED STET!
NER has been named production exec
utive in charge of syndicated pro
gram production in New York. He'l
serve as liaison between Screen Gems
and the various independent produc
tion companies headquartered 1
New York that are producing taped
programs for the first-run syndiea:
tion market which Screen Gems di=
tributes.

BAER AND |

Jerry Baerwitz and David 1. Kel-
menson, both formerly of VPI Pro
ductions of California, have joined
forces in their own commercial pro:
duction company. Offices of Baer and
[ will be located at 3383 Barham
Blvd., Hollywood.

COMMERCIALS MAKERS

BERNARD ROEDERER has heen apr
pointed general manager of King
Screen Productions, Seattle-baset
film firm. Roederer was previou_SIY
business manager of the film-making
firm. '

NIKI HALL has joined Film Fails
New York, as a producer/sales rép:
resentative. Miss Hall was most 1€
cently a producer with Cascade Fil.mS
in Los Angeles. Along with producing
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spreials, she has also operated

. vn graphic design business in

illvood.

% CAMIEL and DINO KOTOPOULIS
coined Pelican Filins as direc-
s.

Caiel is a live action director
weviously worked for various

CAMIEL

tion houses on a freelance
i Recently he has worked on
mreials for Fresca, Proeresso
00, United Nations and McKes-
m Robbins Pharmaceuticals.

Yo Kotopoulis is directing both
nintion and live action commer-

KOTOPOULIS

ials From 1966 until joining Peli-
ilne was a director with Spung-
g Works in Los Angeles.

Ao a designer, he frequently ap-
H€animation techniques to a com-
"€ral. He recently used a quill pen
N ‘awing designs. Working onl
Ithis left hand, he was able Lo
'Totce an unusual and new look to
€0l He has applied similar tech-
"4's to the stationery, posters, fur-
"l and packages now in produc-
10y various « ompanies.

‘IXOF THE YEAR

9
¥re’s a rundown of who won what

N le 26th annual Pictures of the
‘:’aNe\vsl'ilm competition sponsored
e Nallonul Press Photographers
%iation and the University of
“%toma School of Journalism.
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Advertising Directory of

SELLING COMMERCIALS

Franco-American Macaroni « Leo Burnett

Laura Scudder + Doyle Dane Bernbach

N. LEE LACY/ASSOCIATES, LTD., Hollywood

CASCADE PICTURES OF CALIFORNIA

Great Western Financial Corp. <« E,J &L

GERALD SCHNITZER PRODS., Hollywood

The Marine Bank - K-VP-D

FRED A NILES—Chicago, Hollywood, N.Y.

Hubley Toys « Nadler & Larimer

TELETRONICS INTERNATIONAL, INC.

Netson Brothers Furniture < E. H. Brown

WGN CONTINENTAL PRODUCTIONS, Chicago

Kraft “Embassy” -+ J. W. T.

Nissen's Bread « W. E. Long

RMP CALIFORNIA

JAMIESON FILM COMPANY, Dallas
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Top prize in the general news
category went to Phil Coolidge of
ABC-Tv for Fish Industry. Peter
Bellendorf of NBC-TV took second
place for Marine Gordon at Meade
River, third place winner was
Mahlon  Brosseau of KoMoO-TV
Seattle for Veteran’s Day.

There was a first place tie in
the spot news category. Choi In Jip
of aBc-Tv and co-worker Steve
Stanford had to settle for shared
honors. Choi In Jip won for Brave
Company at the Y Bridge, Stanford
for Miami Riots. Second place
winner was again Steve Stanford for
Quelling of Miami Riots. Wolfgang
Dollman of wrFIL-Tv Philadelphia
was third place winner for Norm-
andie Fire. Honorable mention was
awarded to Bob Jennings of ABC-TV
for San Francisco State Demonstra-
tions.

Robin Still of weBs-Tv New York
took first place in the feature cate-
gory for Thanksgiving. Steve Stan-
ford of ABc-TV was awarded second
place for Jimi Hendrix. Third place
was a tie between Choi In Jip of
ABc-Tv for Vietnamese Peasant and
Bob Jennings for Bernie Casey.

In the news special category, only
an honorable mention was awarded.
Joseph Vadala of NBC-TV picked it
up for All Things New.

First and second place awards
were presented in the news docum-
entary category. John Gunselman of
WLWT-TV Cincinnati took first place
for Appalachian Heritage. Richard
Norling of NBc-Tv placed second
with American Profile.

In the team filming category, an
NBC-TV crew won for Vietnams The
New Year-The New War. Camer-
men were Vo Suu, Vo Huynh, Hoang
Trong Nghia, Gary Moore, Phil Ross,
James Nickless, Larry Travis, Earl
Wells and Peter Dehmel. Second
place was awarded to wiic-Tv Pitts-
burgh for Mine Disaster. Third place
went to WsB-TV Atlanta for The Re-
turn of Private Youngblood. Cam-
ermen were Pat O’Dell, Roger Con-
ner, John Pruitt, Ray Young and
Dennis  Suit. Honorable mention
went to ABC-TV for Hemingway’s
Spain. Cameramen included Patrick
Carey, Ron Headford, James God-
frey and Lewis McLeod.

Steve Stanford was named news-
film cameraman of the year.

“

e

n

We make life a little easier.

The most reliable post-production services in North America.,
Offices in: New York, 630 Ninth Avenue, N.Y.10036/Chicago, 18 East Erie St., lilinois 60611
Los Angeles, 6043 Hollywood Bivd,, Calif. 90028
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PHILIPS’ NEW CAMERA

Not only is Philips Broag
Equipments’ new PC-100
camera radically different, the it
pany took 90 committments f(j
at the NAB convention. Each i
mittment was accompanied b}
$1,700 good-will deposit.

Among the early customers |
the camera are RME, Ron Coluns
television production company |
has reserved eight, cBs-Tv, KTTV |
Angeles, Reeves Video, WEA§
Miami, Hollywood Video Cei,
WCKT-TV  Miami, aBc-Tv, Eas)
Video Productions, Mobile C,
Tele-Color, Video Tape Enterpn;
WHDH-TV Boston, wpca-Tv Wash,
ton. D. C. and Lew Ron.

The three-tube camera utili
digital control techniques and smi|
one-inch diameter pick-up tubes.!
signals to and from the camera
multiplexed on a small-diameter |
axial cable which is one-tenth
weight of conventional camera ¢4

The new camera is lighter t
its predecessor, weighing only
pounds compared with 110. Anot
feature of the camera is the intel
drive mechanism for the 14-140 20
lens, which eliminates the bulky
ternal cables normally used.

Transferral of information
tween the camera and its camera ¢
trol unit via the lightweight tna
cable is accomplished by multipl
ing three channels of informat
through the cable.

The three channels include a vit
channel for sending encoded ¥
from the camera to the control It
tion, and a tele-command channel!
transmitting all control, registrat
and set-up signals from the CCU
the camera. In addition to these
trols, 100 volt dc power is suppl
to the camera through the trax:

Up to a mile of triaxial cable @
be used without repeaters.

The PC-100 is priced at 584’8:"
and will be available in early 19

AUSSIES TRY HARDER

Australian Producers are
a bid to become the “third for
in the world tv-film market.

makil

Late last year, the first all-Av

tralian program series was S0
the U. S. Skippy, the Bush Kangdl®
a half-hour adventure shows

placed by Kellogg’s in 155 mare:

Skippy has been sold in 81 EO;:

tries, and production of the thif
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| isle cycle is underway.

Asubsidiary of Norfolk Interna- | AdveftISing Directory of

i Films, Australia’s largest pro-

L SELLING COMMERCIALS

iorof a full-length color feature.
wn of Sydney, based on the Skippy
eri. It will be released in the U. .

[sear.

Ao in the works is a one-hour
wri based on the novels of Aus-
raln mystery writer Arthur Up-
fioh The hero is a crime investigator
.nd  Napoleon Bonaparte, who
sp:ns to be a half-caste aborigine
ntla college education.

S0 in preparalion is a series ti-
tledBarrier Reef about the adven-
ture of an underwater explorer who
peted from a heavily equipped
tarntine ofl northern Australia.

Pepsi Cola International « J. W. T. South Carolina Gas & Electric Co. » C, W&A

[ 5

. g g FILMFAIR, NEW YORK JEFFERSON PRODUCTIONS, Charlotte
(e major selling point the Aus-
sie ave here: violence has long been
resicted on tv there, so they’ve had Rockwell « Marsteller Adv. Southern Bread - Sage Adv.

a lmore experience producing non- e N
ot programs then just about AR T ‘3
iy ody around.

TH DOTTED LINE

arner Bros.-Seven Arts has
munced 37 new sales of specials,

“trs and cartoons during the past
lonveeks.

aitions acquiring one or more of ' '
theWarner Bros.-Seven Arts series SANDLER FILMS, INC., Hollywood EEAIIERIGS AR, (WG GIERre
wieding Mister Roberts, Sugarfoot,
iico, Colt 45, F Troop and others
arevis-tv Bluefield, wor-Tv Buf- Salem Cigarettes - Wm. Esty Co. D LATG SEEs. o el )
Wl wrviery Charlotte, wLw-p Day-
0 WRpU-TV Durham, Kezi-tv Eu-
81 KVIQ-TV Eureka, wstw-TV Flor-
1 WNCT-TV Greenville, wWLVA-TV
Liythburg, WKRG-Tv Mobile, wpsu-
“WNew Orleans, Kzaz-Tv Tucson,
“B-tv  Rockford, xsBw-Tv Sa-
0, KREM-TV  Spokane, wwLp
agheld, ksp-tv St. Louis and

WDbo-tv Toledo. T . -'.. o W .A. AR . S
les of Johnny Cypher, Warner SOL GOODNOFF PRODUCTIONS, INC., N.Y. PANTOMIME PICTURES, Hollywood

"1 and Qut of the Inkwell carloons
"¢ completed with wHDH-TV Bos-

EWUSN-Tv Charleston,wHTN Hunt- 7UP Company - J. Walter Thompson Whirlpool “24” « Doyle Dane Bernbach
: "'c‘", Kemo-Tv Kansas City, wLva- . R 3 T
Wlynchburg, witr-Tv Milwaukee, B ANy Y

"'”l:i-TV Norfolk and WEAR-TV Pen-
af a.
rst”in for MCA TV’s Universal
‘.“ Time are the ABC-TV owned
ons wapc-Tv New York, KABC-TV I
‘-l-.'iAn;zeles and Kco San Francisco. & A ' 1/
‘Uie initial sales of the 30 color o h * ﬁ =~
s were followed shortly there- e : N ‘
.l“.. by an additional 18 sales. THE HABOUSH COMPANY, Los Angeles WYLDE FILMS, INC., New York
'ning the ABC-TV stations are
M-tV Beaumont, wrve  Chat-

Wision Age, April 7, 1969




i)

“enque?”

RALPH KESSLER
NEIL KOBIN

RALPH KESSLER PROD.

19 EAST 53RD STREET

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

Where
in the world
can you

geta good
commercial
today?

tanooga, WKYC-Tv Cleveland, wHio-
v Dayton, KBTV Denver, KJEO-TV
Fresno, Wrrv-Tv Green Bay, KORK-Tv
Las Vegas, Kosa-rv Midland, KETV
Omaha, KODE-TV Joplin, KaTU Port-
land, KPLR St. Louis, KOMO-TV Seal-
tle, kzaz-tv Tucson, wsau-tv Wau-
sau and wWYTv Youngstown.

Two additional stations have been
added to the line-up carrying Max,
The 2,000 Year Old Mouse, in syndi-
cation through Krantz Films.
CKLW-TV Detroit and waca-tv At-
lanta have signed to carry the five-
minute carloon series.

INTERNATIONAL SALES

Paramount Television’s Mission.:
Impossible sevies has been sold in 71
foreign markets in 16 different lan.
guages. The other two current Para-
mount Tv series have also heen sold
extensively on the international mar-
ket. Star Trek is broadcast in eight
languages over 56 foreign outlets
and Mannix is sold in 14 languages
in 49 foreign markets.

e
POWERHOUSE! 69

That’s the title of the 14th annual
communications conference of the
Art Directors Club, New York. The
two-day conference will be held May
1 and 2 at the Americana Hotel.

Among the headliners who will
discuss and illustrate art-in-com-
munications at the conference are
fashion phetographer Hiro, Edward
McCabe, vice president and copv di.
rector of Scali, McCabe, Sloves, Pe-
ter Max, illustrator and designer
William McCaflery, executive vice
president and creative director of de-
Garmo, McCallery, Ronald Rosen-
feld. senior vice president and crea-
tive supervisor, ]. Walter Thompson,
Ruth Ansel and Bea Feitler, editorial
art directors, Harper’s Bazaar.

Also Aaron Burns, designer typ-
ographer and senior vice president of
Type-Graphics Communications, Sam
Magdofl, president of Elektra Films,
Tony Schwartz, writer music pro-
ducer, Neil Calet, senior vice presi-
dent and creative director of Dele-
hanty, Kurnit & Geller, Jerry Della-

Femina, president of Jerry Della
— \ l). £ 5 l) G

mina artners, Petler Geer pre

dent of Geer, DuBois. and Hi

Lubalin, president of Lubalin, Smj

Carnase.

AUTOMATED VTR EDITING

Ampex has introduced a new
dom-access tape controller which, {
the first time, permits synchroniz
search. cue and playback of one
more broadcast videotape recorde
The unit is designed for use by s
tions. networks and commercial pi
duction houses in automatic playba
on air or in the production of cor
mercials and other programmin

where fully or partially-automat
editing is desired. The system mi
vary from a single, manually ope
ated machine to an automated mull
ple-machine system controlled by
compuler.

¥

Tape controller

The RA-4000 permits true random
access of a videotape recorder. It 1€
cords an address to identify each
frame, then automatically seall”Ch_es
for a desired address, stops, cues It
self ahead of the address and wailf
for a normal roll command.

Rehearsal of entrance and exit CIfCS
is also possible for the first time Wit
the RA-1000. A rehearsal button pet
mits editing of a program or COfR
mercial to be rehearsed in its entiré
without actually recording.

Any one of five control modes mé

582-2320

ED FRIEDMAN
DAVID BREEN

—————————————————————————————————————————

EDITORIAL SERVICE « PRINT DISTRIBUTION
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o) r random-access program-
. tching or editing of re-
. ith a digital time code re-
i, the cue track by a time
wrator. Consecutive hours,
s econds and frame number-
e ovided by the time genera-
L wade can be recorded on the
el of a tape in the field at
e f original recording, or in
diprior to playback and edit-
Iv address structure permits
ifiir data to be carried over
ive tape copies.
 A-4000 randomn access pro-
nir svstem includes the con-
ale. in conjunction with one
r VR-2000s equipped with
[l electronic tape editor. and
e ode generalor.
cof the RA-1000
) The time code  generator
550, Both will be available

start at

HN:AL TOPICS

aaMemory Ine. intro-
aine of video dise recorders
0ty broadeasting. FFour new
dei make up the line intro-
| b the Mountain View. Calif.,

has

¢ VR-222-]. the top of the line
priides 25 seconds of color re-
n2 with stop-action and slow
v motion in plavback. The
s ced at $69,500.
b line is model VDR-222-C.
ol record and play back
dials and is designed for top-
lxd cireuit, educational and
1 apphications, 1t costs $37

iy

i luse with an color

eve o
“n, Data Memorv has avail-
mlel VDR-222-11. a mono-
18 corder which meets all hor-
Cud freld-by-field stability re-

quirements of the FCC and broad-
cast industry. It can be converted to
color with the insertion of color elec-
tronics to the pre-wired plugs-ins.
This b&w. stop action. slow-motion
dise recorder costs 832,500,

The basic unit for industrial ap-
plications which do not require criti-
cal stability circuits is the VDR-222-5
monochrome model. Tt is priced at
$24,500.

International Video Corp. has
introduced a three-tube Plumbicon
color television camera, billed as the
lowest priced camera of its type.

The 1VC-300 sells for $29.500, in-
cluding tubes and lens. Called the
Maverich, it's designed for broadeast
use.
Its light weight (86 pounds) makes
the Maverick suited for mobile or re-
mote telecasting.

Communications Finanee
Corp. has announced plans to offer
long-term equipment leasing as well
as overall station financing.

The company is able to provide
loans of from £25,000 to $25.000.000.

An electronic news display system
which can be remotely controlled for
any distance over standard telephone
lines has bheen developed by Clarke
Chapman & Co. Lid. of England.
The electronic newscaster can be of
practically any size. Typical installa-
tions range from four feet high by
30 feet long 1o 10 feet high by 100
feet lung.

Ampex  Series 401 low-noise
mastering audio tape. for use with

professional  recorders. has  heen
placed on the market in two new reel

sizes. Both the 1-mil series FLE tape

and the 1V4-mil series 131 lape, pre-

viously sold only on 10V5-inch reels.
are now available on 8-inch reels and
1205 inch reels. The series -H) and
A3k tapes are available in -inch and
2-inch widths,

FILM
OPTICALS

! photography X .
tal image

fic photography

Juid gate

gimation
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CAMERA-MART

R

ARRIFLEX 16mm CAMERA

o}

Whether you choose the standard Model
S or the new gear driven Model M with
Built-in electric slate and sync generator
or the latest Model Q noiseless Arriflex—
you choose one of the finest 16mm re-
flex cameras available. Rock-steady reg-
istration pin movement.

ARRIFLEX 35mm CAMERA

Model 1I-C incorporates the latest im-
provements in 35mm Reflex cameras.
Quick change magazines, mirror reflex
shutter. Also available with variable
shutter, built-in electric slate and sync
generator.

ARRIFLEX SOUND BLIMPS

For 16mm and 35mm cameras. Compact,
noiseless. Accepts 400° magazines (up
to 10,000’ on 35mm). Sync motor, foot-
age counter, follow focus for studio or
location. Also available in new fiber glass
materials.

SIEMENS PROJECTOR

N A high quality optical-

".‘ 2000 magnetic interlock
.‘T. & .'zgj‘ sound projector, Rec-

v, _ e5e ords 200 mil Mag-
gffe a0 netic track. Mix and
playback. Single sys-
tem optical, single or
double system mag-
netic tracks in perfect
I S sync!

All Arriflex & Siemens Equipment
Available for Long Term Leasing
Send for descriptive literature

the CAMERA*MART inc.

1845 Broadway, New York 23, N. Y.

Plaza 7-6977
N N N N B E B RN ON O
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Wall Street Report

Not for widows. At least for the
moment, Sonderling Broadcasling
clearly has no desire to be a widow-
and-orphan stock.

In Wall Street, “a widow-and-or-
phan” means exactly what one would
expect—an equity that trades pretty
quietly for its size; rises only mod-
erately in share value over the years;
but, like a well-greased printing
press, cranks out those old dividend
checks every year for $2.40 per share,
or whatever. 1t is suitable for persons
who must live on the income from a
small hoard of capital, but it leaves
the more gung-ho investor completely
cold.

The opposite extreme to a widow-
and-orphan probably is an unproven,
wild-blue-yonder gold mine in Peru,
and somewhere in between lies the
growth stock. Sonderling Broadcast-
ing has most of the earmarks of a
growth issue, and will have in the
foreseeable future. It plows earnings
back into the business, rather than
paying dividends. This practice, when
well managed, results in higher in-
come, which results in a higher price
for the stock. Sonderling has just
reported that 1968 income was $1.28
a share, up from the previous year’s
$1.15 a share, as restated to reflect
the effect of recent acquisitions. The
stock, which traded as low as $23.50
a share on the American Stock Ex-
change last year, has been as high as
$40 a share this year and has been
hovering lately at around $34.

Logical expansion. I.ike most
growth companies, Sonderling is
acquisition-minded, but not in a way
that is likely to get it into the kind
of hot water with the Justice Depart-
ment that recently has engulfed sev-
eral conglomerate companies—the
kind that diversify rapidly and ag-
gressively into totally unrelated fields
like children’s wear and aircrafl
guidance systems.

Sonderling tends to stick to its own
or closely related fields. For instance,
the company, which owns or controls
lwo television stations, six AM sta-
{ions and four FM stations, made its
move last year into the procurement,
traffic and distribution of tv commer-
cials. It acquired Modern Teleservice
and Trim Telefihn, then merced

46

them into a wholly owned subsidiary
called Modern Teleservice, Inc., or—
to the trade—Modern/Trim. This
unit serves an increasing numher of
advertising clients and ad agencies
through exchanges in New York,
Chicago and Los Angeles. Sonder-
ling recently installed Denny DeSio,
who had been a partner in Trim Tele-
film, as general manager for sales,
responsible for the three offices.

Egmont Sonderling, president of
the parent company, in announcing
the 1968 earnings results, said he ex-
pected an increase in revenues and
income from this operation, as well
as from the recent acquisition of
waST-TV—an outlet serving Albany-
Troy-Schenectady—and of Bernard
Howard & Co., Inc., a national radio
representative firm.

Plowing it back. In an inlerview
with TELEvISION AGE, Sonderling in-
dicated that the company paid no
dividends as a matter of policy, not
a matter of necessity. “We’re putting
all we can back into the operation,”
he observed. “Our aim right now is
growth.”

Although more than a third of the
issued and outstanding shares of
Sonderling are held by the Sonder-
ling family or closely related inter-
ests, the president said there was a
fairly large float—the supply of stock
available for trading among public
investors.

Sonderling has 934,895 shares out-
standing, of which 350,000 are in the
hands of insiders. “We know where
a lot of the rest of the stock is, and
it's in what you'd call friendly
hands,” Sonderling said. “But there
certainly is a float for the public.”

Based on 1968 income and the
recent market value of about $34,
Sonderling is trading at 26.6 times
earnings, which is about par for the
industry. (It would be too high for
a maker of automotive drive shafls,
and rather low for some hot, new
electronics issue.)

Up $2.4 million. [ terms of dol-
lars, Sonderling had revenues last
year of $13.7 million, up from $11.3
million in 1967. After taxes it cleared
$1.26 million, a gain from $1.06
million the preceding year. These

figures are given on a poolingl
terest basis lo include Sonded:
recent acquisitions.

It hardly needs to be said thill:
all broadcasting stocks, Sondi
shares in the somewhat unc®!
outlook for tobacco advertisin¥
could be affected by a numl
FCC decisions (see Wall Stre-’?‘
port, March 24). But, a real ¢
in the tobacco ad area may not?®
before late 1970. Like an incre ®
interest rates, the tobacco prob'"
an issue that gets talked abof®
weeks or months before it 0
The market tends to discour
news in advance, and the prict!
stock that is involved gives cleak
nals of what investors think is *
to happen.

A second woe that is shart’’
Sonderling with the rest of the
ness community is the 10 pet’
income-tax surcharge. The I
Administration has just anﬂO‘
oﬂlcxally what it has been whisp!
ever since it moved into office’
surtax will not be su:pended
Summer, but will remain in for¢
at least another year. 3

Egmont Sonderling noted th’
company s earnings would have’ :
$1.41 in 1968 msledd of 8L n
share—if the surtax had nOt
imposed. But, again. this is af ”
of which the stock market is pert
and painfully aware. It is n0“
thing that will jump out of the®
as a surprise, aflecting the!
value of Sonderling smldelﬂ)’
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‘n advertiser planning a  cam-
paign in the top 50 markets
ddd have to pav ahout $30.000 to
iz one 30-second spot on one sta-
dein each of the markets in prime-
e, To place the spots in davtime
shvs, it would cost over $:1.000.

dding the next 50 markets would
o cost about %7000 more in
ihetime. bringing the total to just
W 837.000. Daytime in the first
Wmarkets would cost about $5,500.

lacing a minute on one station in
1 of the top 100 markets in early
Tize would cost a total of over
81000, and during a late news
thy, close 10 811,000,

_hese hgures are from Katz Tele-
Ih’s Spot Television Cost Sum-
Wy No. 13, based on rates pub-
5 as of August 15, 1968, Rates
Sgenerally hased on five announce-
s per week, but in a few cases
dre there was no five-per-week
4, a six-per-week rate was used.
Were fixed-position rates were avail-
ab they were used. but in a few
Hs pre-emptible
toled,

ates, taken from Standard Rate
W Data, are for the second most
“emsive station in each market. The
18 tabulated is for 200 markets
Sed in order of tv homes accord-
Bto ARB's 1968 Television Market
dilysis,

rates  were  re-

Luision Age, April 7, 1969
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a review of
current activity
in national
spot tv

There are some major changes
from Summary No. 12, published
last vear. At the time it was sent out,
a questionnaire was also distributed
to about 300 media planners and
buvers asking for suggestions. One
of the most significant changes is
that 30-second rates are now shown
for all day parts with cumulative
totals for the fivst 150 markets.

In last year’s summary. rates for
30s were only shown for primetime,
and the cumulative total was for the
first 100 markets.

In some cases, 30-second rates for
the second most expensive station
were not available, Where this oc-
curred, Katz estimated it at 60 per

Jan Meyer buys for DBorden’s Cre-
mora and Campbell soups at Need-
ham, Harper & Steers, New York.

REPORT

cent of the minute rate except in
primetime, where the 20-second rate
was used for 30s also.

Also, rates for primetime half-
hours and transition preceding an-
nouncements have been omitted from
the market-by-market tabulation.

Katz has instituted a new service
too—a spot tv cost per rating point
guide. Covering the top 180 markets,
the rates are also based on five-per-
week, usually fixed position, for the
second most expensive station.

The purpose of the guide, accord-
ing to Dan Denenholz, vice president
for research and promotion, is to
help planners estimate the cost of
schedules on the basis of gross rating
points. Cost per rating point is shown
for 20-second spots in primetime, and
for minutes in all other day parts.

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

campaigns

American Cyanamid Co.
(Sullivan, Stauffer, Colwell & Bayles,
New York)

An ecight-week buy for BRECK BASIC
broke shortly before issue date in over 20
markets. Minutes and 30s are running in
carly and late fringe time, in an attempt
to reach women. Claudette Roman worked
on the buy,
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American Home Products

(lohn F. Murray, New York)

A buy for various AMERICAN HOME
products got underwav shortly before
issue date in 100 markets, Minutes and
piggybacks are running for 13

weeks in an attempt to reach women
18-49. Mary Tricoli and David Rubin
worked on the buy.

Beaunit Corp.

(Smith-Greenland, New York)
A buy for BEAUNIT carpets hreaks

issue date in a minimum of 30 markets.

Day and carly and late fringe minuies
are being used for one week to reach
women. Ed Moir is the buyer on the
Beaunit account.

Beechnut Co., division of

E. R. Squibb
(1. Walier Thompson, New York)
A buy for BEECHNUT baby foed is in
about 20 markets until the end of
June. Day and early and late fringe
30s are being used to reach voung
mothers. Dorothy Thornton worked on
the account.

Best Foods, division of Corn
Produets, Litd,
Dancer-Fitzgerald-Sample,

New York)

\ buy for SKIPPY nuts gets underwa
April 21 in about 10 markets. Daytime
30s will run until June 15. Georgelte
ilobinson placed the buy.

(Continued on page 50)

THE “QUADS” PER HOUSEHOLD

INCOME RANKS AMONG THE TOP 30

The Quad-Cities are |
our babies at WOC-TV

WE DELIVER THEM!

The Quad-Cities* is a growing market,
needing lots of care and attention in the
form of food, clothing, health aids .

you name it.

It takes a lot of money to keep the Quads
going and growing. The Quad-City earning
power ranks among the top 30 in the nation.

N
\“B

Just compare
Rank**
QUAD-CITIES ... 30
Milwaukee e
Des Moines .......32
St. Louis R - 1+
Kansas City .81
Peoria ... ..

When you are selecting markets for your next campaign shouldn't the
Quad-Cities be on your market selection list? Let WOC-TV show you

how we deliver it!

WOC-TV . .. where the NEWS is
WOC-TV . .. where the COLOR is
WOC-TV ... where the PERSONALITIES are

* Davenport-Bettendorf, lowa ¢ Rock Island-Moline/East Mollne, lilihois
“* SM Survey of Buying Power, June, 1968

OdviwEa R0CE 1idaD M0UNL /L MOUINI

We Debiver the Quads

g

QUAD-CITIES #c USA.

FROM DAVENPORT, 10WaA

Ul

Exclusive National Representative — Peters, Griffin, Woodward, Inc.

Rep Report

JACK KINCaID has joined Katz
Television, Los Angeles, as a mem-
ber of the sales staff. e had pre.
viously heen with H-R Representa
tives and with Venard, Torbet & Me.
Connell.

MALCOLM KAHMN has been ap-
pointed an account executive for the
Chicago oftice of CBS Television

KAHN

Stations National Sales. He had
been an account executive at \WCBS:
v New York for the past year, and
before that was with Katz Televi:
sion.

LEwWIS ERuicut has lheen ap
pointed an account executive al
ABC Television Spot Sales, New
York. He had previously heen an
account executive at wis-tv Chica-
go. an ABC-owned station. He also
served as director of research for
ABC-TV Spot Sales from 1964 1o
1967.

DOUGLAS  CLAKK  has  joined
Television Advertising Representa:
tives, Chicago. as an account execu
tive. He previously was on the sales
stafl of weN-tv Chicago.

LEE syiti has joined Edward Pet
ry & Co., New York, as an account
executive. e had previously heen
with the Hollingberry Co. and with
CRS Radie Spot Sales.

2

KA SRR AR AR KA AR A AR IKK
WANTED

T.V. SPOT DEALS

National cosmetic mfg. co. direchn’g
campaign to women will buy spo’®
25's—50's sec. color. Tape orf ﬁT
supplied with cut in for local deE:
store logo. No barter—no commis
sions. Direct deal 13 wk. schedulef'
Interested also in special womens
programs. Best possible rates.

solute confidence. Advise interest of
avails. Box 262, Television Age.

¥
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L33 5.8.8.4.8. 88883 2o
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ine Seller’s Opinion . . .
WAY TO READ THE RATINGS

Recentlv. the A. C. Nielsen Co. introduced a supplemental weekly
ping report for use in markets where availability of over-night rat-
118 is non-existent. 1t is designed to provide NSI subscribers with esti-
four-week average™ audi-

NEW

ntes of individual week (onlnl)ulmns to the *
(ce eslimmates.
With this report.
sre aceuralely raling success or failure of specific shows. For ex-
iple, if a new program started in the middle of a monthly rating period.
iwas most diflicult to determine a plemhe rating because of the rating
'x with shows previously run in the time period.
Ltls assume the monthly NSI report revealed that a Saturday 10-11
. time period on K227 delivered a 10 rating. The program title would
ve an asterisk next to it indicating that “other programming™ ran in
e time period. The 10 rating indicates that over a four-week period
e lime period delivered 10 rating points. Station management does
@ know if the new show. which started the last week of the survey
riod. was typically low or high in its rating performance. However.
e supplemental report would indicate weekly delivery as follows:

DMA Rating /%
+-Wk. Wk. 1 Wk. 2 Wk. 3 Wk. 4
b p.om, 10 3 7 3 17
It is now apparent that the new show, starting fourth week in the
ne period. inflated normal rating performance. The individual rating
dicates a successful program change. With this knowledge. station
anagement now has the ability to initiate a
riod, without the delay of waiting for a monthly report.
However. what if this new show was just a one-time-only special pro-
am? The 17 rating inflated the average delivery of the preceding
The monthly NSI report indicates a 10 rat-
g for the show in the time period. while normal delivery is an 8 rating.
he advertiser thinks he's getting more than he veally is.
Competitive :

station management has the ability to determine

turday

rate increase in the time

ree-week performance.,

salesmen. adept in the use of the \‘ll])])lt‘lllt‘nlill weekly
‘porte. may pulnl oul the latm" (ll\(l(])dll(\ to the I)ll\(‘l as a switeh
itch l””]'(k\dl. Many additional sales approaches and techniques are
ssible with the information supplied by this report.

One-time-only specials may be sold on an estimate. and a competi-
ve salesmen will show the actual delivery to be a lesser value. The
fluence of network specials on ratings mav be noted and analyzed.
The inllationary affects of network primetime movie runovers on late
ews telecasts can be elearly observed by the example below on a hypo-
ettcal afliliate. v

DMA Ratings
4-Wk. Wk. | Wk. 2 Wk. 3 Wk. 1

Lp.m. 12 16 9 9 11
“(‘u‘ the Im\v

aturday

can evidently see that when the movie ran past 11
clock as in weeks one and four. a high rating was achieved in the time
eriod. However, when the movie cn(lv(l at 11 o'clock, as in weeks two
nd three. the actual rating was significantly lower. The four-
reck average again is misleading. since vou do not run in the time per-
Wl when lll(‘ movie runs late.

Hews

The supplemental weekly rating report can be an excellent program-
iing and sales tool when used effectively,
ary sinee there exist
uarter samples

Judgement is also neces-
“larger statistical tolerances due to the use of
for the weekly lmlh As each individual week sample

3 approximately one-fourth the size used to conmipule tolerances for the
flandard “Viewers-in-Profile™ report. the tolerances for individual week
late will be approximately double those indicated in the monthly report.

-_—

Put the
middie
of the

mitten..

in the palm of your hand

WILX-TV

1. More efficient distribution of circula-
2. ggnm'inates southern half of circula-
3.
4

LANSING
[ ]

BATTLE CREEK  ANN ARBOR
® ®

[ ]
JACKSON
&

tion. (Lansing and south)
Puts more advertising pressure where
it's needed most.

. Gets you more complete coverage with
less overlap.

WILX-TV
1048 Michigan National Tower

Lansing, Michigan 48933
A’R’:‘g:‘g TELEVISION B8ALES, INC,

viston Age, April 7. 1909

WHO’'S WHO
FOR MOVIES
IN DES MOINES?

1l

DIRECTOR

WHO

hati whe!

"5 o COLOR 13 e DES MOINES, I0WA

Color- 13's ''Big Show" (8-10 PM
Saturdays) is the week's top rated
movie—network or local (A. C.
Nielsen, Nov., '68) (ARB, Nov. '68)
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DONALD D. ASHLEY and HERBERT §,
EHRENTHAL have been appointed vice
presidents at Ted Bates & Co., New
York. Both were previously account
supervisors with the agency.

CHARLES E. OVERHOLSER, JR. has
been named a senior vice president
at Young & Rubicam, New York.
He has been with the agency since
1957 and prior to that worked in the
advertising department at Corn
Products Co. JaMEs M. scaLi has
been appointed vice president in
charge of operations for the Mont-
real office.

STEVER AUBREY and ROBERT L.
EDENS have been elected to the ex
ecutive committee at J. Walter
Thompson. Aubrey is executive vice
president and manager of the New
York office and Edens holds a simi-
lar position in the Chicago office.
JOuUN F. DEVINE has been elected to
the new position of executive vice
president for corporate administra-
tion. Devine is a member of the com-
pany’s hooard of directors and of it
executive commitiee,

ALICE S. COLDBERG and CECILIA M.
MULROONEY have Deen appointed
vice presidents at Benton & Bowles.
New York. Mrs. Goldbery joined the
agency in 1956 as a project director
for market research and Miss Mul-
rooney has heen business manager.

HR&P sets up

In a move to expand its ser-
vice, Harrington, Righter & Par-
sons has opened three new offices
and created a dual sales force.
The new offices are in Dallas, Det-
roit and Philadelphia.

Four new sales managers have
been appointed. In New York,
Frank Morello and Carl D). Wein-
stein will each head a seven-man
sales team. =

Morello has been with 1IR&P
for three years, and has been as-

MORELLO WEINSTEIN

' :”’ ;
\
S
N
-
. \ ‘

Agency Appointments

WARKEN A. DECHTER and ROBERT
SCHOENFEIN have heen elected vice
presidents at Grey Advertising. Both
were previously account supervisors.
Dechter joined the agency in 1964
and Schoeenfein in 1965.

SY COLLINS and BILL HOLMES have
been appointed vice presidents al
Dovle Dane Bernbach, New York.
Collins was previously assistant re-
search director and Holmes senior
marketing executive.

ARTHUR W, SCHUL1Z has been
elected executive vice president at
Foote, Cone & Belding, Chicago. He
joined the company in 1948 and has
been a director, senior vice presi-
dent and general manager of the
agency’s Chicago oflice,

RICHARD D. LAMLEY has been ap-
pointed senior account executive at
Norman, Craig & Kummel, Inc.
Lamley was previously with General
Foods as assistant product manager
on Gaineshurgers.

RICHARD L. CULLEN has been pro-
moted to vice president-client serv-
ice at Leo Burnett Co. Cullen has
heen with the company since 1963.
Formerly he was with the Curtis
Publishing Co.

Davip LADD has heen appointed
general manager of the oston of-

dual sales foree

sistant sales manager for the past
year. Weinstein has been an ac-
count executive for the past two
years. Both will report to John J.
Walters, vice president.

In the Chicaco office. Peter

Childs and Edward Theobald, Jr.,
have been appointed to similar
positions. Childs has been a sales
executive at HRAP for eight years,
and Theobald for seven. They will
report to vice president Peter F.
Ryan.

CHILDS

TIIEOBALD

fice at Kenyon & Eckhardi. Ladd ‘
had previously heen vice president
and management supervisor of
packaged goods accounts, LEONARD
CARLTON, who was previously gener-

al manager in Boston, will become

the agency’s vice president, markei-
ing, New York.

GLYNN L. ARMITAGE has been pro-
moled to regional account executive
at  Campbell-Ewald’s Dallas office,
Armitage has heen with the agency
since 1964 and was previously assist-
ant to the director of Chevrolet
field services. JOHN J. HICKEY has
been appointed account executive on
the agency’s Admiral Corporation
account. He was previously direc-
tor of sales at the Parkway Inn Con-
vention and Conference Center.

ROLLIN WEARY has been elected
vice president at Clinton E. Frank.
lle had previously heen an account
executive with the agency and prior
to that worked in the advertising
department of the Chicago Tribune,
PAUL HERMBERG has been appointed
account executive at the agency. He
was previously director of advertis-
ing and public relations at Twin
Disc, Inc., Racine, Wisc.

PETER WARREN has been appointed
account executive at Ogilvy & Math-
er. He was previously in a similar
position at David Singer Associates.

S[)Ot ( From page 48)

Borden Co.

(Ross Roy of New York)

A four-week flight for both instant

and ground KAVA is underway. Day,
prime and early and late fringe 30s

are being used to reach adults over 35
Bill Malier worked on the buy.

Chesebrough-Pond’s

(Papert, Koenig, Lois, New York)
Prime IDs are being used in a few
markets to sell WIND SONG cologne
and perfume for seven weeks. Bud
Fullois placed the buy.

Continental Baking

(Ted Bates & Co., New York)

A 12-week buy for WONDER SNACKS
begins in 80 markets on April 14.
Minutes will run all day in an attempt
to reach women. Margaret Berlin

placed the buy.

Geigy Chemical Co.
(Cunningham & Walsh, New York)
Buys have heen placed for MILOGARD
and ANTREX. Four separate flights
will be running with the start date

for the first just past. The final date for
the last flight is June 17. Both 20s

and 30s are being used but one
Milogard flight is all 20s. Doris Berman
worked on the buy.

(Continued on page 52)
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f¢ months ago Young & Rubi-
bea invenled something they
| tl regional supervisor. Rather
n aying for specific products,
reional supervisor oversees an

« the country and buvs radio

tevision time for all agency
idin that area.

ic Matullo, who has been with

v five vears, supervises the
gifi Northwest region which in-
des Sacramento, San Francisco
1 e rything north of them.
A psiduate of Rutgers University
Ne'Jersey, Matullo alwavs looked
qariMadison Avenue for a career,
L vk advertising and marketing
wse in school. llis first job,
ug was as a salesman, since he
1l a background in sales would
eIn a better perspective on his
Jrefield.
Maillo’s first experience with ad-
hisg outside of college was in
agacy’s media trainee program.
maere he moved up to a client
e group, and was later ap-
mte a media supervisor. Some of
aounts he has worked on are
le0 division of General Foods

There’s
more fo

KVAL

than meets
 the eye

Audience and related data based on estimates provided
by ARB and subject to qualifications issued by these services

Wiyn Age, April 7, 1969
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. DICK MATULLO

Lastern  Airlines and Pittsburgh
Plate Glass.

Making the transition from media
supervisor in a client service group
to regional supervisor wasn’t diflicult
for him, Matullo explained, because
while buving and supervising on
Fastern Airlines, which uses a lot of
local media. he gained valuable ex-
perience working with station per-
sonnel,

One of the goals of a regsional su-
pervisor, according to Matullo, is to
develop a rapport with station per-
sonnel. This, he feels, will help all
clients in the long run.

PORTLAND

[
SALEM

EUGENE

€o0s
® BAY @

SPRINGFIELD

ROSEBURG

“The main job,” he said, “is to
make the most efficient and most ef-
fective purchase for our client, and
tha’s where we come in.”

A regional supervisor must know
whal’s happening in the market, and
what the problems are. Working in
the same market evervday, he has a
better opportunitv to keep up with
the trends.

Supervisors, he pointed out, get
the brand objectives from buvers
in the client service groups and take
it from there. although there is com-
munication belween the two while
the buy is being placed. Matullo finds
the work interesting and challenging.
e plans to stav in media.

Matullo’s favorite sports are skiing
and golf, although he savs his golf
score isn’t as good as it should be.
In college, he played 150-pound
foothall, but said when he plavs foot-
ball these davs. it’s touch rather
than tackle.

He and his wife live in Newark,
with their three-and-a-half year old
son who, of course, is going to be a
football player if Dad has anvthing
to sav aboul it,

KVAL DOMINATES

180,300 TV homes with an
effective buying income of
$1,956.187,000. the Pacific
Northwest's fourth largest
market . . . with 27 of the 30
most-viewed programs week
tn and week out. No other
single media buy can deliver
mcre because of mountains
and duplication restrictions.

KVAL DELIVERS

a 5 to 1 adult viewership lead in early evening
and late evening loca! news, prepared by the

KVAL

market's largest full time local news team . ..
proven feature programming with Mike Douglas,
Merv Gniffin, live chiidren's shows and the area's
most respected public service department.

THE ONLY SMALL NUMBERS ARE THE CPM....

Ask your H-R TELEVISION, INC., man
or ART MOORE & ASSOC. in Seattle
and Portland.

TV

EUGENE, ORE.

SATELLITES I

KCBY-TV, COOS BAY
KPIC-TV, ROSEBURG
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Where’s HEADQUARTERS?

DENVER, SAN FRANCISCO, AUSTIN, JOPLIN,

OKLAKHOMA CITY,

; I g

KANSAS CITY,

WICHITA

Where else but... TOPEI(A

The Fleming Company—nation’s largest independent grocery
distributor—operates 11 major distribution centers from Topeka.

Topeka TV viewers staff the nerve center for 1850 supermarkets
in 13 states ... $1,100,000,000 annual sales.

They measure advertising effectiveness, consumer acceptance
and caselot movement of everything going through Fleming’s vast com-
puterized inventory—that requires 2,225,000 sq. ft. of warehouse.

What these Topekans see on WIBW-TV affects their working
lives, just as it affects the private lives of the great bulk of Kansans in
the populous eastern third of the state—where 25 of the people live.

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

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

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

TV Radio FM
Topeka, Kansas

Affiliate: KGNC, TV Radio FM, Amaritlo, Texas

52
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General Mills

(Dancer-Fitzgerald-Sample,
New York)

A corporate buy for GENERAL Ml

begins on April 28. Day and early

and late fringe 30s and minutes will

in about 50 markets until May 25, i

an attempt to reach adults. Carol A

Behn is one of the buyers on

the General Mills account

Gerber Products

(I’Arcy Advertising, New York
A six-week flight for TODDLER
MEALS breaks April 14 in about
markets. Early and late fringe 30s
aimed at young mothers will be use
Norman Selengut is the buyer on
the account

(Continued on pagel

Media Personals

DAVE FULTON has been promot
to broadecast supervisor on lvo
Soap and 1o spot buying superi
sor on all accounts at Compton As
verlisin New York. He joine
the agency in 1967 as a media &
search analyst. Also at Compto!
JOUN BIEBE® has heen  promotd
to media supervisor on the Come
account. He had bheen a bhuyer of
the account

DON FARQUUARsON has been pro-
moted to assistant media buyer a!

FARQUHARSON

Clinton E. Frank Advertising, Chica-
go. He has been with the ageney
since September, 1968

ROBERT BAUEK has joined Camb
bell-Ewald Co. as media director
the Chicago division. He had pre
viously been with Clinton E. Fra®
in a similar position

JOSEPH BENJAMIN has joined S,\:llr
van, Staufler, Colwell & Bayles, New
York, as associate media direclot
He will also serve as a membef @
the Media Plans Board.

g7 1%
Television Age, April 7,
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uyer’s Checklist |
Rate Increases ‘

a.v-1v New Bedford, a primary l
B athliate. from $1050 1o $1200,
ofle ve September 1. 1969.

ws-Tv  Pecatur, a  primary
\B' affiliate, from $100 10 $425,
ofle ve September 1, 1969.
wes-tv Jacksonville, a primary |
\B affiliate, from $200 10 $250.
fleive September 1, 1969.
vy Raleigh, a  priman
Biafiliate. from $1300 10 $1350,
fleive September 1, 1969.
kis-1v - Shreveport. a primary
B affiliate, from $725 10 8775,
{l.ive September 1. 1969.

VKY-T outisvil a primary
AB affiliate, fromn $500 10 %600,

cive September 1, 1969.

KIE-Tv  Monroe, a  secondar
AB afiliate, from $650 1o $750
fiive September 2. 1969.
v#B-Tv Baton Rouge. a secondary

athhate, from $675 10 8725,

feive September 2, 1969.

vrv Jackson, a secondary ABC
fhjte, from $750 10 $800, eflective
1 mber 2, 1969,

Petry guide

comprehensive markeling
ue has been released by

“ward Petry & Co.’s markel- HOCkey COpiTOI
indivision. Tt includes a pro- : : :
fl for everv Petry markel Of The GreOT STOTe Of

gring media, demography,

enloyment, and many other
13 T
he guide represents the exas

It time this type of informa.

tie has been collected under

a1 cover, according to William

A n, vice president. When the Central Hockey League
was lining up clubs to face off
against Houston, Oklahoma City,
Memphis, Kansas City, Omaha, et
al, Amarillo got the puck in the
Great State of NorthWest Texas.

And why not? Here's a 50-county
Retail Trading Area with ONE BIL-
LION DOLLARS—plussales...some
350 supermarkets...nearly 150.000
homes...Gross Farm Income
greater than 26 of the other states!

Amarillo’s where the Panhandle

\ ‘ goes for action...as well as for
L L\ about anything else affluent shop-
' pers buy. Let Avery-Knodel help

h- E. Muth has been appointed you get a piece of it.

"l manager of xTUL-Tv Tulsa. Tv—Radio-FM
W been with Peters, Griffin AMARILLO
W0ward. Attiliate: WIBW, TV Ragio FM, Topeka, Ka

“Wion Age, April 7, 1969
23



S])Ot (From puge 47)

S. C. Johnson & Son
(Benton & Bowles, New York)

A buy for various JOHNSON products
broke shortly hefore issue date in

about 50 markeis. Early and late fringe
and primetime 20s and minutes are
running through June 30 to reach women.
Larry Lametina is onc of the buyers

on the account.

Johnson & Johnson

(Young & Rubicam, New York)
Buys have been placed for PURIFY,
BANDAID plastic strips and JOHNSON
& JOHNSON baby powder. All

are using early and late fringe 30s in

in an attempt to reach women. Purify
commercials broke shortly before

issue date and will be running five
weeks. For baby powder, the spots are
running from issue date through the

end of September. The buy for

Bandaids begins April 13 for about six
wecks, then gzoes back in for

another six beginning August 8.

Lehn & Fink
Sullivan, Stauffer, Colwell &
Bayles, New York)

A buy for LYSOL disinfectant cleaner
broke shortly hefore issue date in about
10 markets. Early and late fringe 30s
will be running for six weeks in an

wouilhm
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WKIO KALAMAZDO-BATTLE CREEK
WIEF  GRAND RAPIDS

WIFM  GRAND RAPIDS.KALAMAZOD
WWAM/WWTV-FM  CADILLAC

TELEVISION
WKID-TV GRAND RAPIDS-KALAMAZOO
WWTV/ CADILLAC-TRAVERSE CITY
WWUP-TV  SAULT STE. MAR{E
KOLN-TY/ LINCOLN, NEBRASKA
KGIN-TY GRAND ISLAND. NEB.

BUT...in the 38th TV market
you'll see the biggest audience share on WKZO-TV

WKZO-TV gives you one of the

lowest costs-per-thousand in the

WHKZO-TV MARKET

COVERAGE AREA ¢ ARB
| MICH. |

top 50 markets. A 49% prime-
time share in this giant 3-station
Grand Rapids-Kalamazoo
market makes WKZO-TV a top
50 best buy.

Ask Avery-Knodel how to
become a big wheel in this 24

billion dollar retail sales market.

Source: SRDS and ARB, 1968.

*A 14-sear tandem bicycle 31 feet long
was made in England in 1967.

WKZ0-TV

100,000 WATTS © CHANNIL 3 e 1000" TOWIER
Studlos In Both Kolomazeo ond Grond Rapids
for Greater Western Michigon

Avery-Knodel, Inc., Exclusive Nationol Representatives

attempt to reach women.
Olga HofIman is the buver.

Mars, Inec.
(Ted Bates & Co., New York

A Dbuy for various MARS candies
breaks issue date in under 20 mark
Early fringe piggybacks will be
ruming until July 31. Jim Kelly
worked on the account.

Miles Laboratories
(1. Walter Thompson, New Yo

Women are the target of a buy for

various MILES products that broke

sliortly before issue date. Early an

fringe and prime 30s and minutes w

be running in under 100 markets |
the end of June. Bobbi Cohen work
the account.

Mohasco Industries

(Smith-Greenland, New York)
\pril 14 is the start date for a six-w
flight for ALEXANDER SMITH
carpets. Day. prime and early and Is
fringe minutes will be used to reach
women. Svlvia Alles worked on the
account.

Old London Produets

(Richard K. Manoff, New York
A 13-week buy for OL.D LONDON «
rings hreaks in under 20 markets on
\pril 21. Day and early and late frir
IDs will he used. Josephine DeRoche
placed the huy.

Philco., division of the Ford
Motor Co.
Batten, Barton, Durstine &

Osborne, New York)
Issue date is the start of a flight for
PHILCO color television sets. Over
markets will see 30s in primetime and
late fringe until May 4. Jim
McCollom worked on the account.

Pillsbury Co.

(Batten, Barton. Durstine &
Osborne, New York)

A buy for BURGER KING is in unde!

markets and will be running through

the middle of May. Early and late

20s. 30s and minutes are being

used to reach kids. Bruce McQuiltor

worked on the buy.

Charles Pfizer & Co.
(Delehanty, Kurnit & Geller,
New York)

Buys have been placed for three Charlet
Phizer products. April 19 is the start y
date for spots for EMERAUDE ‘E‘
ELAN. April 26 is the start for IMP
Primetime (Ds and 20s will run |
through May 9 in selected markets
an attempt o reach young women.
Carolyn Fraser is the buver.

I. W. Woolworth Co.

Franl: 3. Sawdon, New Yor/.f)

A buy for WOOLWORTH stores 1S
underway in a few selected markets:
and early and late fringe minutes
are being used until June 13
an attempt to reach women. Gale
Gilchirest placed the buy.

1 7, 190
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1Is accomplished
by comparing each line to those lines preced
ing and following it. When element changes
are detected, corrective signals are introduced
to enhance the sharpness of the element. This
1s tar more effective than single line correction

S accom
plished by comparing each element to its ad
Jacent elements and adding the difference to

the primary signal — sharpening horizontal
transitions

aremarkable process - works
like an electronic retoucher eliminates un
wanted noise which would otherwise be “‘en
hanced” to the detriment of picture quality
while at the same time preserving the picture
detail enhancement

MODEL NO CAMERA

500 3-tube color cameras
501 N’ program

Write. Or b 1 yet

PROFESSIONAL
PRODUCTS

CBS LABORATORIES

A Dy t y

Actual oscilloscope readouts showing ho
zontal element waveform with and witho
crispened’” comb filter. Notice the separatic
of color signals from luminance signal
fected by the comb filter, permitting luminant
2nhancing without ( distortion.

it
mage

AVAVAVA
\/

Same waveform as above expanded. showin
5 cm. segment
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AT (From page 33)

cul:ribe to his service. Once he
hievs that goal, he doesn’t care
hichhannel his subscribers watch
he st wants them to use the
Idedzervices he provides enough
cornue to want the cable connec-
m.

Al f this—the multiplication of
mpeng program services and the
struion of the broadeasters’” first-
n vhis. both without the cable
erar’s paving a nickel for the pro-
aming he uses—seems to us to
nstite unfair competition of a
1ara  sort.

(Th conclusion is not affected by
e ting of the Supreme Court in
rtnhtly  Corporation v, United
rtistTelevision, Inc.. 392 1].5. 390,
att cATvV operator there was not
ible yr copvright payments for the
e othe ofl-the-air signals carried
1 hisystem. In that case the Court
as 1t concerned about the impact
theable operation upon the local
oadisters in the Clarksburg area.
it oiy with the question of whether
dsti ; copyright law requires the
lickrg caTv svstem to pay the
lde of the copyrights to the im-
prieiprograms for such use of their
O]E y.

(Wzn the Court did consider the
s f cable impact upon our over-
eaibroadceast system. it held that
¢ fmmission has jurisdiction to
2l caTv operations in ways
e ably ancillary to the effective
tfohance of the Commission’s
1110 responsibilities for the reg-
!-lli' of television broadecasting.”
nie States v. Southwestern Cable
0,2 U.S. 157)

~ .
-arriage rule change

Lecers of the cable industry have

netly conceded that the carriage
rd JIn-(]upli('uli(m requirements of
“®ond Report and Order were
“Iiceasonable, though they would
VB referred a rule requiring only
nilneous non-duplication rather
48 e same-day protection actually
"0¥id. Despite this top-level at-
tudthowever, many individual sys-
"MShave sought waivers of the
118 and T am informed that quite
i@¥have continued to ignore the
"Jl'-‘ fen after their waiver requests
"r?lenied. We have not changed
9 In-duplication rule at all, hut
€ roposed one significant modi-
“Bin the carriage rule.

lVin Age, April 7, 1969

The Second Report and Order em-
badied the basic proposition that a
cable system could carry the signals
of all stations which provide Grade B
or better service to the cable com-
munity—subject to the exception set
forth in Footnote 69. which applies
where one major market lies within
the Grade B centour of the stations
of another major market. In such
situations we designated cable appli-
cations  for hearing to  determine
whether carriage of all the Grade B
sienals would have adverse impact
on the development of the local
market service. (See idwest Tele-
viston. Ine.. 13 FCC 178.)

In our current proposal we seek
to avoid further hearings of this kind
by codifving the Second Report's
Footnote 69—bul in terms of the new
35-mile standard that we are now
suggesting should he applied to the
importation of distant signals into the
top 100 markets (see bhelow).

We. therefore. propose to prohibit
a4 CATV syslem operating in a com-
munity whollv within 35 miles of the
main post oflice of a major market
from carrving the signal of a tele-
vision another  major
market—unless the community of the
svstem is also located wholly within
35 miles of the main post office of the
other major market (or unless re-
transmission consent is oblained—see
below). We feel that this will eli-
minate the unfair competition dis-
cussed above in the essential area
where the local stations’ off-the-air
signals are of higher grade than
those from the other market.

staion  1In

We are proposing more substan-
tial changes with respect to the im-
portation of distant signals—which
is the aspect of the present rules
which has caused us the most diffi-
culty and has led to the creation of
the most serious procedural backlogs,
in the top 100 markets. the Second
Report and Order provided that no
distant signal (i.e.. one not of Grade
B intensity over the cable commun-
ity) could be carried on a cary sys-
tem within the Grade A contours of
the market stations without estab-
lishing, in @ hearing, that such im-
portation would be consistent with
the public interest, and specifically
the establishment and healthy main-
tenance of tv broadeast service in the
area.

However, almost all systems pro-
posing operation within the Grade A
contours of a top 100 market sought

waivers of this hearing requirement.
We decided that all such requests in
a particular market would have to be
considered together in order to de-
termine more accurately the prob-
able cumulative impact of waiver in
the communities under consideration
and all others similarly situated.
This proved to be a very slow and
diflicult process. We directed cable
operators {o provide us with studies
of cumulative impact, but virtually
none of them did.

Area restricted

We. therefore. had to denv many
of the requested waivers and desig-
nate all or part of the cable propos-
als for hearine—which led to further
complication and delay. (However,
my colleagues did grant a good many
waivers which seemed to me to erode
the policy of the rules to an undesir-
able degree. See my dissenting opin-
ions in Susquehanna Broadcasting
Co. et al., 7 F.C.C. 2d 578. and Un-
icable Incorporated et al.. 6 F.C.C.
2d 771.) Along with some other as-
pects of the regulatory scheme of the
Second Report, this led to serious
hacklogs and really tremendous dif-
ficulties in administering the rules.
This was one of the major factors
which motivated us to seek relief
through modifving the rules.

We are now proposing to substi-
tute a fixed mileage standard in place
of the Grade A contour as the basis
for defining the area within which
importation of distant signals is to
he subject to restriction. We suggest,
as | indicated, that this essential zone
for the development of local market
stations is the area extending 35
miles from the main post office in
cach of the market cities designated
in the major market listing set forth
in our proposed rules. This represents
a substantial  reduction—on the
order of 66 per cent—in the area to
he protected against unfair compe-
tition, since the Grade A contour of
a viF station may extend for 60 or
more miles from its transmitter—
though it must be conceded that the
ereat bulk of the audience in most
markets lies within that 35 mile rad-
ius we are proposing,

(In the early days of carv develop-
ment, most systems were located out-
side the Grade B contours of the
major market stations—except for
some in the mountainous areas of
New lampshire, Vermont, Pennsyl-
vania, West Virginia, etc., where the
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terraiu prevented good reception. The
Second Report allowed entry into
the zone lying between stations
Grade A and Grade B contours, while
the present proposal would permit
penetration well into the Grade A
service area.

(However, the targets for the mod-
ern systems of today, and those pro-
jected for tomorrow, are the hearls
of the major markets where the great
majority of our people live. Th
Commission has never opposed
cable systems even there when they
carrv only local signals—as in New
York Citv. Furthermore, our Decem-
ber 13 proposal contemplates, and
seeks to encourage, “a new kind of
CATV operation in the largest mar-
kets. (Par. 46). This concept in-
cludes cATv origination, provision of
channels to other programmers on a
common carrier basis, and use of
distant signals for which
mission consent is oblained
which ave discussed below.

(But the Commission is still not
persuaced that unlimited importation
of distant signals into the hearts of
the major markets would be in the
public interest, because of the unfair
compelition aspects discussed above.
We. therefore, propose to continue to
exclide the importation of distant
signals for which no pavment has
been made.

(This may well serve to block the
early entrance of CATV svstems into
the major metropolitan areas, but it

retrans-
all of

is hoped that the “new kind of catv
operation” will become feasible in
the not too distant future. thus pro-
viding a more significant diversity of
programming than can be achieved
by the easier route of simply import-
ing distant signals. Certainly, earl:
Congressional adoption of a copy-
right bill taking due account of both
copyright and conununications con-
siderations would bhe a great step
toward achievement of this goal.)

No exceptions

In view of our difficulties with
waivers of the existine Grade A
rules, we propose lo adhere to this
new 35-mile standard in everv case.
The resultant elimination of the
need for processing hotly contested
watver requests or for complicated
hearings as to impact on local
broadcasting will have the advantage
of administrative ease and will pro-
vide certainly for the allected indus-
tries. Since we propose lo apply thi:
proposed standard immediatelv
through waivers of the existing rule

sce discussion of our interim pro-
cedures below-—the cable industry
can now plan with greater certainiy
for any desired operations hetween
the composite Grade A contours and
the new 35-mile zones. This should
allow for some CATV expansion
while we are considering the more
long range aspects of the problem.

(Since the 35-mile concept is as vet
only a proposed rule, the Grade A

Irving Haberman (second r.), CBS photographer, receives Press Photograph-
ers Association’s “Photographer of the Year” award from CBS president Dr.
Frank Stanton. Looking on (from 1.): lames Patterson, “Daily News”: Harold
Buel, AP; John Morris, “New York Times”; Larry DeSantis, UPl; and us-

*

soctation president Harold Mathewson. Haberinan, who was President Nixon’s
official campaign photographer, has also won U.S. Steel and Nikon camera

awards.
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standard still remains in the ruk
While we do not intend to waive g
35-mile standard if it is adopted, y
will continue Lo act on requests f,
waiver of the old rule /f the comp
fully with our new proposals.

While cable operators conce
there is room for expansion und
the proposal, they argue that th
shift in their favor is more than of
set by other aspects of our proposal
Thus the Jerrold Electronics Con
contends that the potential mark
which this contraction of the majc
market zone of protection opens u
for it and other manufacturers ¢
cable equipment—who are alleged!
the group hardest hit by our Decen
ber 13 Notice—is much smaller tha
the market that they have lol
through the proposed codification o
Footnote 69.

(However, this is based on an as
sumption that cable operators wouk
have been allowed. under the Secont
Report and Order, to carry th
Grade B signals from overlappin
major arkets—e.g., could cam
San Francisco signals in Sacramen
to-Stockton. T think this beliefl &
erroneous. because to the best o
my recollection everv action of tht
Comumission prior to December 13
L968, looked toward the use of Fool
note 69 rto bar such carriage.)

As is suggested above. we do nol
totally exclude the possibility of im:
porling dislant signals into the top
100 markets. We could have sought
to correct the unfair competition
which such importation now ocea:
sions by simplv continuing the pres
ent ban until Congress enacts cop)
right legislation. Indeed, that would
have been simpler, because we would
simply have maintained the present
balance belween broadcasting and
cable until Congress devised a meth
od of bringing cable operators inlo
the program market where they
could compete with the broadcasters
in their communities, but on a moré
nearlv equal basis. .

Instead, the Commission, in IS
current rulemaking proceeding,
considering an allernative retrans
mission approach which could be 1M
plemented if Congress does not act
on copyright and would allow 2t
least limited importation into the
major markets. Thus, we will not
take final action on this ]JFOPO‘S‘“ll
until enough time has elapsed to g1¥¢
Congress a chance to resolve this
issue.

Television Age, April T, 1969
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ifit does enact comprehensive
ywght - communications legisla-
jan.here will be no need for us to
nale our retransmission concepl.
{ itloes not, we will have received
anents on the proposal and will be
1 & osition to take final action with
cspil to it
Il retransmission consent pro-
s parallels the rebroadcast con-
ant qquirement of Section 325 (a)
i+ Communications Act. Both
onots require one wishing to use
preram broadeast by a television
tatit to get the latter’s consent. This
welion seems to have attracted
wropposition than any other ele-
winin our Notice of December 13,
U0t These complaints seem based
1 b prineipal grounds: (1) That
e i, in effect. trying to evade or
tdeut the decision of the Supreme
aw in the Fortnightly case. and
Ziht the concept won't work De-
aus so many people would be in-
olv 1n the retransmission consent
roes that it would break down.
\to the first. we are not seeking
vacl the law of copyright in any
. Copyright is concerned with
ure private rights as between the
wiis of artistic property and those
house it. We are concerned, in-
leae with the public issue of what
“drard as unfair compelition be-
wee cable operators and broad-
s, The Supreme Court held
hat ‘ortnightly is not required by
he esent copvright law to pay for
S6omits €ATV svstem in Clarks-
g Wo Vao of the programs of
Juill Artists broadcast by stations
1 Lishurgh. Wheeling, and Steu-
¢lile. Nothing in our retransmis-
'onconsent  proposal creales any
tzh n United Artists to sue for such
‘& ndeed. since we are according
tarfather rights to all existing
(e, Fortnightly’s Clarkshurg
Vel will not be affected. We have
“ilvely concluded. however, that
W Oer to eliminate the unfair com-
tlhn discussed above. we will not
“IE cable svstems within 35 miles
U main post oflices of the desig-
A8 cities in the major markets to
TPt distant signals unless they

IVt obtained
nt

relransmission con-

Lie Fortnightly case did not in-
Ol distant signals. It seems to me
'ilhe Supreme Cowrt’s rationale
Ndlsizing the cATv system 1o a
velllaced antenna would not apply
o & importation of distant signals

“®iion Age, April 7, 1969

which cannot be received anywhere
in the cable community and must be
brought in by microwave—in some
cases for hundreds of miles.)

As indicated above. this importa-
tion requires the cable operator to
go 1o the station whose signal he
wishes to carry. To the extent that
the station licensee is broadcasting
uncopvrighted material, or programs
which he himself has originated and
controls, or programs as to which
he has acquired the right to author-
ize retransmission in the area con-
cerned, presumably the cartv oper-
ator will be able to get consent upon
reaching agreement as to compensa-
tion. if any is requested. As to other
programs broadcast by the origi-
nating station. the cable operator—
if he wishes to carry them—will have
to negotiate with the other parties
who own or control the relevent
richts as to those programs. These
will presumably Dbe the owners of
copyrights to the programs, or their
licensees. or some performing rights
ageney to whom the interests of
many copyright holders may be as-
signed for ease of administration.

Negotiation required

Thus, if our retransmission con-
sent proposal is finally adopted. the
cable operator will have to negotiate
with copyright owners or their rep-
resentatives as lo part of the origi-
naling station’s programming. But
that is true of a broadcaster who
wishes to rebroadcast a program
presented by a nearby station but
finds. when he seeks the consent of
the latter required by Section 325
(a), that the station cannot legally
vive such consent and can only refer
him to the network or other entity
which controls such rights with re-
spect lo the program in quesion.
( Frontier Broadeasting Co. v. F.C.C.,
Ct. of App. for D.C. Circuit. Cases
No. 21.391 and 21.5398, decided leb-
ruary 26, 19069.)

No one has ever suggested that
the Fortnightly decision invalidated
the rebroadeast consent requirement
of Section 325(a). though 1 suppose
it could be argued that the case im-
plies that the copyright owner could
not sue if the rebroadeasting station
used his program without his con-
sent. I this situation were called to
our attention. we might institute
cease and desist proceedings or take
other steps against the station re-
broadcasting without consent, but we

would not render judgment for the
copyright owner. (Letter to station
KLTV, Tvler. Tex., and station KSLA,
Shreveport, lLa., FCC 64-942, Oc-
tober 14, 1964: KAKE-TV and
Radio. Inc.. 8 F.C.C. 2d 1119. 10
Pike and Fischer, R.R. 2d 799—
1967.)

Indeed. he might have no recourse
as lo past uses of his programs if
the Fortnightly case were held to
apply to this situation. Exactly the
same would be true under our re-
transmission consent proposal. We
would proceed against the offending
cable operator. but weuld not seek
to enforce collection of any claim the
copvright owners might have
against him.

Furthermore, if and when Con-
gress revises the copyright laws. it
seems clear that it will require the
cable operator to pay for the use of
most, if not all, of the programming
he uses. (The Commission has sup-
ported proposals that the cable op-
erator not be required to pay for the
use of local signals which our car-
riage rules require him to present.)
If he wishes 1o present a motion
picture on a local origination chan-
nel, he will obviously have to pay
for the right to do so and arrange
lo acquire a print.

And if an interconnected network
of catv systems develops, which
seems entirely likely, then clearly the
central programming entity serving
the many systems involved would
have to pay for all the material it
used—and at rates comparable to
those paid by the television networks.

It seems equally clear to me that
if the cable operator wishes to use
programming broadcast on a distant
station—and which the copyright
owner either has sold, or hopes to
sell. in the cable community as well
—Congress will require payment for
such use of the property of others
for his own profit. This is generally
conceded by responsible leaders of
the cable industry, though NCTA, in
our February hearing, presented the
testimony of an economist who
seemed 1o argue that a program
broadcast anywhere in the United
States is a free good which can be
appropriated and transported for use
anywhere else without payment to
anybody.

I think such a concept is so dis-
ruptive of established patterns of dis-
tribution of television programming
that Congress could never accept it.
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The networks would not pay prices
for programs based on controlled
distribution on a nationwide basis
if broadcast thereof over their New
York City flagship stations made the
programs available for unrestricted
use evervwhere else. And the motion
picture industry and other program
sources would not produce program-
ming if they could not control its
use, whether through a single na-
tional sale or a series of regional or
local sales.
The whole system would simpl

collapse, leaving only cable network
istribution as a feasible method of
upporting program development and
distribution, since signals confined
within cable or microwave circuits
could still presumably be controlle

or purposes of sale. But this would
mean, again, that the cable industr

would have to pay for all its pro-
orams-—and would have to bear the
whole cost, since there would be no
roadcast industry to carrv the great-
est part of the burden. And in the
process, of course, millions of people
would have been deprived of televi-
sion because thev could not aflord
cable service, or because the cable

Where
in the world
can you

geta good
commercial
today?

See page 37.
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industiv could not afford to string
lines to serve them. [ do not think
that Congress is looking for that kind
of “progress.”

The second objection to our re-
transmission consent proposal is that
it would be so complicated that it
would not work. 1t is pointed out that
a multichannel cable syvstem presents
hundreds of programs a week, which
are controlled by many different en-
tities. It is claimed that it would be
impossible for the svstem owner to
determine programs will be
broadcast bv the stations whose sio-
nals he carries and io arrange for con-
sent for their use—quite aside from
the possibility that he could not ne-
gotiate for consent at a reasonable
price. Of course, broadcast stations
now have to arrange for the richts to
the programs of others which the
use, either directly or through net-
works or other purchasing entities.

what

Central source

It is the cable operator’s own
choice which multiplies the responsi-
bility for clearance by eight, 10 or
12 times, depending on the number
of broadcast signals he carries
though he probably would not be
required to clear for the programs
broadcast by local stations.

It and when Congress enacts new
copvright legislation, | think—for
the reasons set forth above —that it
will require pavment for the pro-
gramming of distant stations. Thus
the cable operator will have the same
problem of arranging for clearance
of many, many prograins by virtue of
the nature of his operation.

Tt may be that performing rights
agencies similar to those which
handle rights to nearly all copy-
righted music would be developed
to act as clearing houses for large
blocks of television programming.
But that would also be likely to take
place if, in the absence of copvright
legislation, we finalize our retrans-
mission proposal. (In fact. we have
indicated that we could act to deal
with unreasonable withholding of
consent. See [Footnote 17 in our
Notice of December 13, 1968 in
Docket 18397.) So in either case |
think the cable industrv would be
able to identify and negotiate with
the representatives of those whose
consents it would need. "

(A third installiment of Commissioner
Cox’ analysis of catv will appear in
the April 21 issue.)

Market specialists (From 2i

agency to the buying agency, bu
the buying agency trying 1o no
each brand agency what had b
bought. Often commercials were
the air before the brand agency
ceived confirmation that they
bought. General Foods points
that this problem has heen sols
however.

Admitting there were some ¢
munications problems, Campbell’s
ertising manager W. P>. MacFarlg
savs the reason for change was

positive” one and not due to
failuve of the specialist svstem.
thought it would le easier to
minister buving if we dealt w
oue agencv rather than try to
ordinate the operation here in Ca
den.”

Under the new svstem. BBI
buvs evening network and pri
NHS buvs davtime network and L
Burnett buvs spot. OAM buys ever
thing but spot tv for the Pepperid
Farm division.

American  (formerl Ameri¢
Tobacco) Brands is another cli
who has turned to the master contr
arrangement. BBDO buvs all sp
and network. As in the case of oth
accounts, BBDO buvs for all marke
and don’t limit themselves 1o sma
groups:

Bristol-Mvers and American Hom
Products are two more clients wh
are using market specialization as
wav of media buying.

Bristol-Mvers assigns markets |
five agencies based on the size of l}'l
brand accounts at the agency. T
markel specialist svstem started 1
1967 as a pilot project. In early 19
the full system was underwa

According to a B-M execuli‘./e
while the svstem helps lessen the pié
egvback partner problem and give
the buver better dollar leverage,
tually proving the buys are “better
is dilficult.

The executive added that Bristo'I
Myers is continuing o examine lhﬂﬂl
buying practices in the hope they
be able lo improve agency buying

American Home Products divid
up the markets for their agencies
a wav that one agency executive de
scribed as “political.”

The division of accounts is hard!
straightforward. John F. M“rrz
buvs all spot for all divisions incli®
ing Bovle-Midway in 30 markelﬁ
Cunningham & Walsh buys Boy®

(3]

n
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Wirar 0 New York and Los An.
but not Whitehall Labs. In 10
‘;ﬂ- CAW huve hath BU)I"-,\“(I-
an and \ hitehall Labs. Other mar-
* are boucht by the
ey
Jilliam White, senjor vice presi-
I of media ot Cunningham &
Woh, belhieses it's the bhuver and not
genethod that can make the differ-
&
o we <aw amy difference in mar-
kel specnaliste. we
lgel. \ had brand buver can’t
me: any better bhunvs just because

division

would  have

b atle has changed.”

The first 1o try

andard Brands «laimns to he the
hr company o ase a master control
bung ~ctup. The program will cel-
ihte e fonnth
.

riginally: the bving was consol-
wd at 1 Walter Thompson. Today
doas mosed over 1o Ted Bates,
e IN T continnes to <hare the ae-

ot Il‘\||lill\i|li“|il'\.

anniversary - this

andard Brand< switehed over to
@ralized buving to minimize the
polems of pizevback buving, To
i iare
sictes
me are <1t I periods within each
ter. These dequests are pat into
A" computer which spews out the

comnnmications  hetween

Tequests for Ians to be

Pher combinations,

he buvs aie then made like anv
ol r buv. A~ <oon as they are final-
® thoy we pat into o computer
Buation <y tem which acces<es the
M by boand and marker.
S this helps to evaluate the per-
Bnance of the buver, and gives an
Mhedvate pictue of the advertising
wizht for an product in anv mar-
w

he most obvions benefit of this
Wem - that it enables the ageney
Wee af all coats ave been met and
Worteat amy deficiencies that may
i

mce the buvine i~ centralized
Miey can bhe moved fiom one mar-
o another if neceesary, which
B asenoy believes would he veny

cult of <eparate agencies handled
a!'n-nl markels,
S ive buvers make up the Standard
Bod. ~pol buving group. Vthough
By titles indlude one <enior buyer.
® buvers and two assistant buvers,
_.1 i~ 1esponsible for <ome major
'ﬁ minor market~. Ml are on a first
i

vision Aac, fpadd T 10on

name ha<i< with most of the station
personnel in their markets.

One buver with the help of the
planner~ huys <pot radio for the
company. Planners at both Bates and
JWT buv print. and network tv s
rotated v quarter-,

One of the changes that tends to
complicate an already  diflicult pic-
ture i~ the rise of the 30 <econd spot
a~ the basje unit.

Some media peaple believe  that
ma-ter control and market special-
isl systems came into existence pri-
marily because of the complexities of
pigeybacks. These methods of buying
seemed 1o lessen the complexities
that surround trying to put a mult-
tude of tinv pieces into a large jig-
<aw puzzle of availabilitie-.

It would seem therefore. that a
plan to make the 30-econd spot the
Lasic rate would he welcomed, Tt
wourld eliminate the need to pigey-
hack to get a lower rate. and. pos-
<iblv. ease the pressures for the var-
ious types of centralized buving.

v General Foods executive feels
that the 30 <ecand rate wan't elim-
inate piggvback<. "We want to know
who our partner i<.” he pointed out.
“We are not l‘n'zlll) concerned about
the nittle hit of ('"i('it'll(‘) Wwe  man
lose  ~ince o prodoets are =0
amilar.”

\ereement with this was expressed
by others in industeyv, Manmy adver-
tisers feel it is important to have con-
ol over who vour spot i~ yunning
neat to. Thiso perhaps. i~ the over.
tiding reason for maintaining pigey-
ha 'k commercials,

There is. however. a danger that
mam  forsee with the coming of the
30.ccond rate. which the small ad-
have to face even if
the big clients wha will continue to

vertiser will

pigevback don’t.

The media director at a major
avency ~ees the new 30-second rate
like a ~tock which has just split.
“It's onlv a matter of time.” he be-
lieves, “before we see an escalation
in the ‘H'i(‘t‘ of a0’

l.lhluul)h‘(“.\ the 30 will
<ome changes in media buving. For

cause

some agencies it mav climinate the
need for pigevbacking and. in some
case-. market specialists. which many
agencies have developed to meet the
problems of centralized buyving. How-
ever. there are other factors that may
well Keep the specialist in the run-
ning. L

T()ys (From page 31)

ing decisions.

Result: Buvers at Grey Advertis-
ing. ldeal’s toy agency. and Helfgott
& Partners. ldeal’s game agency, will
be looking for programs that children
and parents watch together. The com-
pany will buy some primetime this
vear. but the programming has yet to
he selected.

Targeting the adult led Ideal to try
a new type of commercial in the three
half-hours of The New Adventures of
Huckleberry Finn that it boug't last
season. The company combined three
of its games in one 90-second com-
mercial produced in a family format.
“Dad’ delivered the pitch, which was
keved to qualitv. family fun and
price.

The 90-second commercial moved
the goods at a pace which the three
individual  kid-oriented  announce-
ments originallv produced for them
had not heen able to duplicate.

One of Ideal’s new commercials is
somewhat of a radical departure in
that it has children telling adults
why they should buy the tov. Grey’s
producer brought a group of children

YourBlairMan Kknows...

ANOTHER MULTI-MILLION DOLLAR
Housing Development is scheduled for
Sp-ing! The Sanford Construction Com-
pany of Cleveland reoports their 344
ac e site project in the outskirts of
Wheeling will get underway as soon
as weather permits. The new project
will offer 220 one-family homes, a
high--ise apartment building, town-
house-type apartments, another apart-
ment complex and streets, lakes and
recreational areas that will overlook
a four million collar enclosed shopping
cente-. As the forward-moving pace of
the Wheeling-Steubenville area quickens,
the thrilling NEW Central Seven head-
quarters of WTIRF.TV and WTRF.STEREO
reports all the excitement to an active,
building-buying and avid TV audience.
Are you reaching this crowd?

BLAIR TELEVISION

Representative for

WTRF-TV

Color Channel 7 @ NBC
Wheeling, West Virginia
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Where SRDS fits in the READER'S DIG

> g

Top DIGEST promotion execs; on-cameia, on tape;
talk about purpose, approach and results.

Kent Haydock: “We feel that what
we're doing in Standard Rate is worth-
while in our promotion mix. We get ex-
tra emphasis there with the people who
are actively buying. In Standard Rate
we can get information to them at the
time they want to back up an advertis-
ing program they have developed. They can use it to
support their recommendation of READER'S DIGEST.
“The Standard Rate ad gives cues to help buyers re-
member a variely of factors. We want them to review
the whole picture, not just one aspect, such as total
audience.”
Bud Stock: I think the key to the success of our adver-
tising in Standard Rate is that we set out to tell the
buyer what we know he wants to know. We talk to
buyers of advertising. We have learned
the questions buyers ask when they
compare us with other magazines and
for that matter, with other types of
media.
Sy “When we prepare our advertising for
‘ Standard Rate & Data we raise these
questions ourselves and then try to answer them the
way we would want to see them answered if we were

—+

EST promotion mix.

buyers. As a result we put in a lot more copy point
than we would put in an ad in the advertising press 0
the newspapers or anywhere else. We do this becaus
we know that when people go to Standard Rate this if
the information they are looking for.

“Since they come to Standard Rate & Data looking fol
information I think we'd be remiss if we failed to givé
them as much factual information as we can.

Don Horton: “There's a tendency in our business 1§
think mainly of the top 25 agencies where such a hig!
percentage of the advertising comes from. These aré
mainly huge agencies and they have large research de-
partments and large staffs of professional media peoplé
and our men spend a lot of time with them. But theré
are still somewhat over 2,500 other
agencies that, in the aggregale, are plac-
ing a sizable amount of advertising.
Many of these do not have the sophis-
ticated facilities for conducting their
own research or investigating to quite
as full an extent the many comparative
factors in evalualing magazines. These agencies get
much of their basic information from Standard Rate &
Data and we think it is very important to have completé
information in Standard Rate for their conveniencé
“Actually, 1 know for a fact that our ads in Standar

Rate are read and used in agencies of all sizes, becausé

{
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From left to right: Don Horton, Promotion Director; Bud Stock, Director
of Sales Communication; Kent Haydock, Associate Director of Promotion
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is a serious limitation of selling.
Bud Stock: “They like it because it
hightlights the very points they use
when they make calls. As a matter of
fact, we lifted the type right out of this
\d and put it in a pocket-sized booklet

Id Stock \yhnch t‘he sa]_t_esmen carry and use on
Kent Haydock: “We all know there has
1 1 11 (1 I a
proliferation of research data not even
1 O Al '

adas attempt to L\Jll a iarge ‘_uld complex ..

story down to the most important ele:
t ments to help buyers sift out values A8

when they are making comparisons.” L[ -

S&ZDS  STANDARD RATE & DATA SERVICE, INC.

] y serving the media-buy f-:: n
‘in Horton 2ir d
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into the studio, gave them the item
(Klikit, a construction toy) to play
with, and asked them to tell what
they liked about it as they plaved.

Three days of filming and tape re-
cording were painstakingly edited
down into a novel 60 whose only
script is a few words in and a few
words out, with lifts of the talents’
ad lib comments comprising the bulk
of the audio.

“Strictly an adult commercial,”
savs ldeal’s Kent. “l wouldn’t even
show it in kids’ time.”

Ideal, like most of the other major
toy manufacturers, is putting a big-
ger hunk of its television budget into
network than it did last vear. More
and more, the big league tovmakers
are pigeon-holing spot as a supple-
ment to network.

The deciding factor in spot vs. net-
work is distribution. While spol is
clearly the better route for a manu-
facturer whose distribution is reg-
ional, or national but, spotty, toy-
makers feel it becomes prohibitively
expensive for the line that’s solid
from coast to coast.

Hasbro provides a good example.
This company had been a network
advertiser, but went exclusively to
spot lwo years ago because, in the
words of a spokesman. “our distri-
bution couldn’t keep up with the net-
work reach.” Now Hasbro has its own
sales organization (it had heen op-
erating with reps), “and we can move
our goods everywhere.”

Last year, Hasbro was in 75 spot
markets, no network. This vear, it
will be in 25 spot markets and. start-
ing in September, on NBC-TV for 52
straight weeks.

Mattel is the prime example of a
network toy adveriiser. This vear

Mattel will be on CBS-TV and ABC-

E. V. “Gene” McPherson has been

named vice president of tv program-
ming for Avco Broadcastine.

60

TV for 52 weeks, both Saturday
morning and Mondav-Friday, and
expects to buy NBC-TV during “cer-
tain parts of the year.”

One of Mattel’s network buys will
be a renewal of its participation in
Julia. Another will be somewhat of
a breakthrough-— sponsorship of a
Bill Cosby special in animation,
which will recount the childhood ex-
periences of Cosby and his black
friends.

Mattel was in just 10 spot markets
last year, will only say that it will be
“heavier” in spot this vear.

“Network’s our hest medium,” Jack
Jones. vice president in charge of
advertising, rold TEeLEVISION AGE.
“We've got 100 per cent distribution,
so what we need is a long lineup of
stations.”

Enter the jobber

Toy manufacturers don’t buv all
their television time from networks
and stations. Nearly all of them buy
some of it from toy jobbers. or whole-
salers, who are wont to pick off large
blocks of the choicest local kids’ show
time in their markets, then sell it off
to exposure-hungry or sales-hungry
manufacturers.

Jobber tv has few proponents
among manufacturers, many oppon-
ents-—and most of the latter will tell
you i’s diminishing. The fact of the
malter seems to he. however, that
jobber tv is increasing. The great
majority of the countrv’s 50 to 60
big-time jobbers are in the time sales
business. including several this vear
who weren’t in it last vear.

“I’s no secret,” remarks one major
tov wholesaler, “that some jobbers
have made a hundle out of television.
Manufacturers know it. but they want
that order and the only way they’ll
get it is to buy a piece of the tv the
jobber has for sale.”

How big a factor is jobber tv in
the tov business? One wholesaler
(and he’s not the biggest) buys an
average of $125,000 worth of local
television a year—although he has
gone for as much as $200.000 worth.

He buys it through his house
agency (which takes its 15 per cent
commission). ani earns the end rate.
He sells it off to manufacturers at his
cost, preferring to make his money
from the sales which the extra pro-
motion will generate in his market
but he’s in the minority.

Most jobbers who buy tv split their
volume discounts with the manufac-

turers to whom they sell the g
Some bump the price to the onef,
rate and pocketl the entire disco

Manufacturers have an innate .
trust of jobhers bearing tv. They
it’s often impossible to find out y
the jobber actuallv paid for the ti
Some have policies. Mattel say
won’t buy a dime’s worth of tv fi
a jobber. Kenner says it won’t pa
jobber move than the compar
agency would have paid for the sa
time. ldeal says nothing.

The initial contact between
shopping jobbers and stations is
vally made durine Tov Fair in ea
March, with the jobber’s ho
agency often handling matters
avails and rates. It’s not uncomm
for jobher and house agency exe
tive to tour Toy Fair together, v
the exec pilching tv and the jobb
basing his tov order on the manuf:
turer’s television order.

There are those in the advertisi
fraternity who consider jobber tvi
excellent thing. Mel lelitzer, pre
dent of Helitzer \dvertising, Nt
York-based specialist in the you
market, is one.

“It’s the best wav for a smallt
medium-sized tov manufacturer to!
in television,” [lelitzer says. “?'
sets good advertising at a good prit

the best local shows at 10 or ma!
be 15 per cent ofl the one-time rab
And every time he hooks up with
jobber in tv, the manufacturer I\;’HO"’
he's got an ally in that market.

The most vocal critics of jobbe
tv are, it seems, the major toy man
ufacturers—and there are those W
suspect that their criticism is baset
on the knowledee that, without the
time cost advantage and sales pust
supplied by jobbers, dozens of sma
manufacturers could never aﬁOf'd' t
make the tv scene. The competiliot
would then be cooler.

llelitzer, in anv case, sees jobbet

e

Toys on television

Year Commercials Manufacturers
1968 253 32
1967 214 26
1966 278 39
1965 293 47
1964 221 32
1963 169 29
1962 211 32

Tv toys appear to be moving back
toward their 1965 peak. Figur®
show toy commercials approved by
NAB’s Code Authority, and include
nearly all toy ads.

3 69
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w : largely responsible for the cur-
renagency trend toward f[lat-leeing.
s to side-step the two 15 per
., commissions on the time,” he
ois out. “Flat fees also seem to fit
the oy business. Toy budgets are
volile—thev go up, they go down.
Yomake a deal with a manufacturer
n anuary, but he doesn’t start
speling until September or even
Ocer—and that’s eight or nine
nohs of no income for the agency.”

I spite of the continued prepond-
rae of losers among (v toys (il’s
relily estimated that three-quarters
of 1zm don’t make the grade at re-
1ail television is conceded to be far
ndiway the best medium for toys.

“elieve it,” savs Mattel’s Jack
Jon, “but you’ve got to use tv cor-
reci. Use television when vou’ve got
distbution, but never use it to force
distbution—if vou can’t deliver
wh: you advertise, vou're cooked.

on’t oversell the product in com-
meials, stick to good taste levels
ancemember that hard sell comes to
o ll. Kids are verv cynical these
day and they’re waltching vou on tv
ilde ittle hawks.” ®

D-F-S (From page 29)

ble to one of the five creative direc-
lors overseeing groups (lwo creative
directors each have two executive art
directors reporting to them).

In the words of president Upson,
the seven, “will each be responsible
to a creative director for visual ef-
fectiveness of all the creative work
under his responsibility.” What’s the
point of this additional layer of re-
view? The major reason is that every
one of the creative directors came
up via the copy route.

Filling the executive art director’s
posts are John L. Davidson, George
J. Procak, Frank V. Arundell (a vice
president since 1968), Joseph lHarris,
Donald liggins. Gordon . Price
and James J. Boden.

(6) A new crealive commiltee con-
sisting of the six creative directors
has been set up. They appraise crea-
tive work, set standards and jointly
tackle creative problems—in short
they sometimes act somewhat like an
executive committee making high
policv decisions, except that, in this
case, Lhey deal exclusively with crea-
tive maltters. However, final deci-
sions on major operational changes

are for lop managemenl to make.

(7) Finally, there’s the positioning
of Mrs. Kennedy as “creative advis-
or” on certain brands, one of them
beine Gold Medal Flour, with which
she’s been associated for vears. She’s
also available to the other creative
directors and the new business com-
mittee for developing creative ideas.

She’s the dean

\ former mode! and still a hand-
some woman, Mrs. Kennedy is the
dean of the creative managers, hav-
ing come to D-F-S in 1947. As 1s
obvious from the description of her
duties, her creative talents are highly
respected. While her responsibilities
go bevond trouble-shooting, she can
often be found where the trouble is.

Another change involving a wo-
man executive in the creative area is
that aflecting Gertrude Brooks, who
was a group head and is now a con-
sultant to the agency. ler work will
now he confined to special assign-
ments, an area she has handled in
the past, for both clients and the
agency. The internal work might in-
volve hooklets, speeches, publicity,

“...from the South’'s MASTER MARKET

the professionals at WJBF
win the highly coveted November '68

ARB

DOMINANCE
) = Noon to 5:00 pm Mon.-Fri. Homes*
WJBF 23,300
3 el Station B 10,800
: R | 5 to 7:30 pm Mon.-Fri.
| WJBF 40,600
| Station B 20,600
| 6 to 6:30 pm News Mon.-Fri.
WJBF 46,600
Station B 20,100
7:30-11:00 pm Sat.-Sun.
._ ) St el WUJBF 41,600
s Station B 34,100
v *Subject to limitations of survey
- WJ/BE

bc 3
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Represented by H-R TY
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Augusta, Georgia
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and so forth.

So much for the revamping, the
second major creative restructuring
in about two and a half years. The
earlier change involved what is by
now SOP at big agencies—a switch
from the departmental to the product
group system.

In explaining how new responsi-
bilities for creative directors can go
hand in hand with more time for
creative work, Fred T. Leitv, execu-
tive vice president of D-F.S and the
man to whom the directors report
administratively, says:

“The creative directors are more
involved in administration, hiring
and in morale but they are freed
from day-to-day development work.”

Jack Keil, one of the six, pointed
out that since most D-F-S clients are
not in New York, he used to spend
considerable time in travel when he
was a group head. “] had to be there
when presentations were made. |
still have to be present when a major
push is involved but now mv group
heads will be taking some of the
load.

Keil estimates that he used to
average (wo out of every 10 working
davs out of town.

Mrs. Kennedv noted similarly that
as a group head she had to attend
all product group meetings in the
New York oflice, a responsibility she
no longer bears. In addition, she, as
well as the other creative directors,
will not have to spend as much time
breaking in trainees.

Does this mean the creative direc-
tors are actually spending more time
clacking away at the typewriter? Not
necessarily. “We all sit down and
write ads on occasion,” says Mrs.
Kennedy, but Keil notes, “We can’t
spend too much time writing; we
have to direct.” The latter also has
a theory that the best writing is lone
by someone who’s at it eight hours
a day. Thus, what the creative execu-
tive must offer is judgement, ideas
and the ability to extract the best
work from those under him.

With 13 new positions created in
the New York olfice (the changes
have been confined to headquarters),
i’s clear D-F-S is investing heavily
in creative salaries. When the cur-
rent wave of stafling is completed
shortly, the creative personnel total
will be about 15 to 20 per cent high-
er. The agency is altempting to run
a lean operation in some of its other

68

areas, however. It’s employee total
for fiscal 1968 (ending August 31)
was 803, compared with 893 the vear
before. Total billings in both years
were about the same ($160 million),
the lack of growth being accounted
for mainly by the loss of the Falstaft
account.

From an agency profit point of
view, this is not the ideal time to
hire creative people. Leity sees no
evidence the creative salary escala-
tion is leveling off, and he ought to
know.

Closer supervision

Bv all that’s right, the agency
should be getting better advertising
for its money and, of course, it ex-
pects to get it. It is certainly getting
more supervision of its advertising
and that Kind of result raises some
questions, particularly the one about
too many cooks.

An agencv the calibre of D-F-5
is not likely to ignore this peren-
nial question. The first point to be
made is that internal review is now
more a creative function and less a
top management prerogative.

For instance, the review board ses-
sions are attended byv-—in addition
to those representing account man-
agement and the creative people re-
sponsible for producing the cam-
paign—NMrs. Kennedv, who is in on
all sessions. and two creative direc-
tors not on the account. \s agency
president Upson puts it: “This puts
creative in the majority. | and/or
Leity attend only ex-officio.” Appar-
ently, the operative word here is
“only.”

After five sessions of the review
hoard, some patterns are emerging
though it is too early to tell how
they will finally develop. Mrs. Ken-
nedy lays great stress on the belief
that, as a peer group, members of the
board can be frank with one another.
In one of the sessions. she said, ser-
lous questions were raised about a
proposed campaign.

Yet. added Mrs. Kennedy, all of
the creative directors are conscious
of the need to nourish the individ-
uality of each and not impose any
one point of view on all.

Leily appears not in the least con-
cerned with the question of too much
creative review. “It’s refreshing to
me that the attitude of the top crea-
live people is to encourage the voung
ones-—and we have manv—1to use all
their abilities, to avoid imitation,

cliche. The emphasis is on fresh
not masterminding. When it ¢
to execution, it’s interesting to
how much agreement there is v,
the execution is imaginative.”

The creative committee, said [
is not an approval committee,
reviews advertising. hut in a ge
sense. It asks itself whether
agency’s advertising is up to st
ard, whether certain campa;
couldn’t be improved. It plans fo
future. The committee seems to |
oreat success. |t was supposed
meet every two weeks, but has |
meeting every week.”

If the six co-equal creative di
lors respect each other’s perst
stamp and trv to draw out what’s!
in those under them, thev still |
pose” their individual points ofJ
within their respective bailiwick

Savs Dana Blackmar. one of th
“Each of us attacks a problem
ferentlv. With me it’s personal
volvement. Right now ’m insist
that pre-production meetings vt
me. To me, the production houst
very important. llopefully T w
have to go to pre-production m
ings six months from now after
executive art director learns ¥
' wanlt.

“] also get personally involved
selling the client. Nothing is m
important to a creative man than
have his idea bought. | coax 8
nurture. When I’m satisfied I've g
ten the hest creative work, then |
in there, educating the client.”

Blackmar is hung up on ho¥
commercial is “mounted.” The W'
“flair,” “‘style,”” “modernity,” 0&
again and again when he talks. Ca
ing is a big thing with him. “¥
the right casting,” he says, “you ¢
improve an idea 20 per cent.”

It is no criticism of his peers
say that to them these facets may,
less important than others. W}".
is as it should be. In indivi(.iuﬂl'
there is strength. The good point®
each person add together synere!
tically and, hopefully, the bad o
cancel each other out.

Decentralization of creative 2
thority makes it less likely the
will be a “D-F-S look,” and ¥
top management in any agency "
ences the type of advertising turnt
out, at D-F-S those who run |
agency have let it be known !
they have enough confidence
their creative people to let the!
carry the ball.

"
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y against their actual figures
§l period from July, 1967, 1o
§ 968, and found that the pro-
b always came within at least
% :r cent of the actual figures.

k margin of error has left BAR
4> some criticism, and Sher-
§ mits that working with a unit
$ill as a week may cause a
¥ percentage of error. But the
fions are made. he said. be
W dvertisers want to know what
@any spent for the whole vear

Future expanse

Miman said he doesn’t see any
it of expanding into more than
tickets in the near future. lle
i out that with the coverage
vow has it would probably
add aboul nine or 10 mar

1| add one percentage point in
llines and it wouldn’t  be
tt he expense. There is a possi
however. of increasing the
rie pattern- for example, ex-
diz the monitoring to two ran
lhis, he said, would

nore sense than adding mar-

wington, on the other hand
okl there is a need lo go into
rerarkets. I'vB has been talking
wlloing something to expand the
tit, but =aid if BAR didn’t do it,
pd have to be done by someone
data would he comparable
AR’s. Huntington said they
want to release two reporls
th sets of markets.
Yor the possibility of meonitor
more than one week. Hunt

® K. Propes. Miss Tevas o
¥ s first factory ship

RCA TK.-144 color
S to war-Ttv Ft. Worth.

Unf e
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ington said he would have to see if
there is a need to expand in this di-
rection. IHe said if advertisers and
agencies were interested in this and
were willing to pay for it, he would
consider it.

The cost for BAR’s service to an
advertising agency depends on the
agency’s billings. Minimum subscrip-
tion for one vear is a basic rate of
$1.320, but there are also surcharges.
The cost can, and often does, go as
hizch as $30.000 to £10,000 for an
agency billing hundreds of millions.

Because BAR’s system leaves oul
par{ of the country, L\A-Rorabaugh
is offering a service to stations in
non-monitored markets. Tom Miller
president of LNA-Rorabaugh, claims
that about 70 per cent of tv homes
in the countrv are outside of BAR’s
range. Also, even though onlv about
15 per cent of total spot billings is
omitted by BAR, a study by LN
showed that up to 31 per cent of an
individual brand’s budget may be in
non-monitored markets. Information
for LNA’s report will come directl
from the station, as previously, and
will show spot billing figures.

In monitored markets. LNA is
planning a service that Miller said
will provide a concrete sales and
managzement tool for station person-
nel.

LNA’s svstem will cover billings
for a full month, rather than for one
week. Miller savs LNA will return
a complete market veport within
three weeks after receiving the in
formation. which will include bill:
ings by dav part with brand details
and length of commercial. The cost
1o a station will range from $1,000
to $L.5(M) per vear.

In this svsiem, too. information
will come from the stations. Three
different methods are available for
submitting data. Either thev can fill
out the Rorabaugh reporting forms,
submit copies of invoices withoul
dollars. or submit machine print.
outs if the equipment is available.

I'he disadvantage to Miller’s sys-
tem, sav ohservers, is that the in
formation has to come from the sta-
tions and manv of them woa’t co-
operale because of the time and ex-
pense involved in compiling the data.
I'his is the reason LNA withdrew
from supplving TvB with data.

TvB admnts that they don’t know
the exact form spot and local reports
will take, and may not work out any-
thing permanant for several months.

Jackie Da Costa (r.), vice president
and associate director of media in-
Jormation and analysis. Ted Bates,
receives commission in Nebraska
Navy from A. lames Ebel. vice pres-
ident and general manager KOLN-TV
KGIN-TV Lincoln, Grand Island.

There are also other questions in-
volving expansion of the system that
have to be considered. Huntington
said, however. that from TvB’s point,
the important thing is that “tele.
vision has been put back together
and this is a big step forward.” B

Where
in the world
can you

geta good
commercial
today?

Seepage 37.
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1968 spot expenditures

Television Bureau of Advertising
has released spot tv expenditures
for 1968, and for the last quarter of
of 1968. This is the last time TvB
will be releasing data compiled by
LNA-Rorabaugh (see Figure Con-
trol, TvB style, page 34).

An estimated $1,275,991,600 was
invested in national and regional
spot television last year, represen-
ting an increase of 6.9 per cent over
1967. There were 1,263 advertisers
whose expenditures exceeded $20.-
000, as compared to 1,197 in 1967.

There were no major changes in
the percentage of spot expenditures
going into each time period. Prime-
time again had the highest figure—
36.6 per cent—which was 1.8 per
cent higher than 1967.

Dollar figures for different com-
mercial lengths showed 20s and 30s
with the largest increase—up $130.9
million over 1967. Expenditures for
minutes, piggvbacks and 1Ds were
up also, but dollar figures for pro-
grams dropped almost $10 million.

In product eclassifications, food
and food products represented the
largest class with an estimated ex-
penditure of $313.5 million, up two
per cent over 1967. Drugs and rem-
edies replaced beer and wine in the
top five in 1968 with a 20 per cent
increase over 1967.

Hotels resorts and travel services
recorded the largest gain—up 92 per
cent over 1967. Other categories
with sizeable increases are automo-
tive, entertainment and amusement,
household equipment, and television
radio, musical instruments, etc.

Eight advertisers recorded
creases of $3 million or more in spot
for 1968. The biggest increase, al-
most $10 million, was for General
Foods. The other companies are
American Tobacco Co., American
Home Products, National Dairy
Products, Sears Roebuck, General
Motors Dealers, Norton Simon and
American Dairy Association.

For the fourth quarter of 1968,
advertisers invested $335,074,800 in
spot tv, compared to $314,811,700
in 1967. Fifteen advertisers increased
their fourth quarter investment by
$1,000,000 or more.

in-
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Top 100, 4th quarter
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P&G $19,811,300
. General Foods 12,027.600

Lever 7.851.000
. Colgate 7,760,800
. Coca-Cola 7,668,500
. Am. Home 6,017,400
. Bristol-Myers 4,701,000
. Am. Tobacco 4,392,300
. General Mills 4,121,100
. Sears 4,114,100
. Wrigley 3,753.500
. Pepsico, Inc. 3,600,500
. Warner-

Lambert 3,500.200
. Kellogg 3,452,100
. R. J. Reynolds 3,202,400
. Gillette 3,101.200
. Int’l. Tel & Tel 3,070,600
. Ford Dealers 2,978,500
. GM Dealers 2,827,600
. Alberto-Culver 2,751,300
. Norton Simon 2,188,900
. Shell 2.188.700
. Am. Tel & Tel 2,412,300
4. Motorola 2,399,900
. Miles Labs. 2.376,000
. National Dairy 2,374,300
. Standard

Brands 2.366.100
. DeLuxe Topper 2,307,700
. Camphell Soup 2,270.500
. Ralston 2,217,600
. ldeal Toy 2.161,100
. Nestle 2,131,800
. British- American

Tobacco 2.108,100
. Borden 2,098,600
. Sunbeam 2,023,200
. Armour 2,009,800

Sterling Drug 1,996,500
. Quaker Oats 1,980,300
. Philip Morris 1,951,800
. Remco 1,914,200
. Chrysler Dlrs. 1.873,300

. General Motors 1.867.500
. Pillshury

1.808,400
Carter-Wallace 1,770.600

. Corn Products 1,763,200

. Richardson-

Merrell 1,736.600
. SCM Corp. 1,721.900
. Seven-Up 1,720,400
. American Can 1,708,000
. H. J. Heinz 1,699,600
. Mars 1,686.800
. Chas. Pfizer 1,582,300
. General Tel. 1,552,700
. Jos. Schlitz 1,542,300
. Chesebrough-

Ponds 1.513,600
. E &J Gallo 1,481.000
. \von 1,445.700
. Royal Crown 1,442.200
. Carnation 1,393,700
. Pet 1,363,200
. Woolworth 1,262,800
. Pabst 1,262,600
. GE 1,257,100
. S. C. Johnson 1,245800
. Johnson &

Johnson 1,235,800
. Scott Paper 1,211,600
. Norwich 1,153,000
. Canadian 1,093,400
. RCA 1,081,900
. Nixon-Agnew 1,059,400

100.

. United Vint.
. Noxell

. Am. Dairy A’n. 1,007,600
. Green Giant
. Am. Cyanamid 1,000,500

1,044,200
1,027,700

1,006,900

. U. S. Borax 970,600
. Standard

Oil (Ind.) 948,200
. Lanvin 943,900
. U. S. Tobacco 940,500
. Plough 925.900
. Beatrice Foods 897,700

. National Biscuit 885,100

. Eversharp 880,300
. Textron 874,900
. Toyota Dealers 864,300

. No. Am. Philips 860,400
. Eastern Airlines 858,300

. Kim. Clark 858,100
. United Air Lines 852,800
. American

Airlines 851,500
. McDonalds 819.200

. Castle & Cooke 817,500

. Peter Paul 838,600
. Swift 836,800
. Schering 795,900
. Revlon 783,800
. Int’l. Wool 736,100
. Clark 0Oil 731.300
. Falstaff 714,700

Teledyne 714,600

Top 100, 1968

. P&G $80,94.1.900
. General Foods 51,904,500
. Colzate 33.281.100
. Coca-Cola Co. 29,923,000

Lever 23.617.900
. Bristol-Myers 23.088.400
. Am. Tobacco 22,792,100
. Wrigley 20,777,100
. Am. llome 18,145,000
. Int’l Tel & Tel 17,158,800
. Ford Dealers 14,357,600
. General \lills 13,952,800
. Alberto-

Culver 13,284,200
. Kellogg 13,264,300
. GM Dealers 12.856.100
. Pepsico 12,840,500
. Nat’l Dairy 12,777,800
. Sears 12,190,300
. Gillette 11,618,300
. Shell 11,202,000

. R. J. Revnolds 10,803,600
. Corn Prodccts 10,340,800
. GM
. Norton Simon 10,213,500

10,297,400

. Miles Labs. 9,893,700
. Sterling Drug 9,599,900
. Johnson &

Johnson 8,820,400
. Seven-Up 8,756,700
. American Can 8,675,600

. Chrysler Dlrs. 8,668,300
. Campbell Soup 8,569,400

. Ralston
. Philip Morris 8,515,500

8,561,600

. Quaker Oats 8,435,100
. Jos. Schlitz 8,129,200
. Pillsbury 7,765,100
. Standard

Brands 7,687,400

. Carter-Wallace 7,522,300

. Nestle
. Am. Tel & Tel 7,430,000

7,441,900
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Borden Tk
Scott Paper 6y
Armour 6,70
H.J. Heinz 644
Mars 6,3
Avon 6 .2:'".
Carnation 6,24
Royal Crown 5, Jp‘
Canadian %ﬂ
Breweries 581
Pabst 5610
Nat’l. Biscuit 54§
Chesebrough-

Ponds 530

United Airlines 5,050

British- American

Tobacco 4,810
Standard

Oil (Ind.) 4,820
Squibh

Beech-Nut 4,710
Falstaff 4,610
Standard

Oil (Calif.) 4,600
Richardson-

Merrell 4,591
Norwich 4,30%:0

Am. Dairy A’n. 4,38}
Beatrice Foods 4,10{
S. C. Johnson 4,080

Eversharp 3,85¢%
Ford 3,83t)
et 3,811
ldeal Toy 3,762:
J. S. Borax 3,700

Loews Theatres 3,683)
DeLuxe Topper 3,582!
Eastern

Airlines 3492
Plough 3,49
Consolidated

Foods 3,312
Woolworth 3,308,
Union Oil Co.

of Calif. 3,271,
Noxell 3,261,
Liggett &

Myers 3,220,

Kimberly-Clark 3,196:"

TWA 3,171,
Uniroyal 3,154
Motorola 3,106,
Toyota Dealers 3,100/
Heublein 3,08015
McDonalds 3,065,:
Sinclair Oil 3,028
American
Airlines 3,003¢
Chas. Pfizer 2999
SCM Corp. 29766
E. & J. Gallo 289
Mobil Oil 2,8504
United Vint. 28321
Wallace & '
Tiernan 2,817
General Tel. 26718
Aamco
Transmissions 2,68818'
Greyhound 2,621’7(
Olympia
Brewing 2,604,2(‘
Anheuser-
Busch 2,568180
RCA 252,10
Associated
Brewing 2,492130
17, 196
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Wi year’s chairman of the Ad-
yeising Research Foundation,
Ll F. Casey, senior vice presi-
it 1d director of administration
nament at Benton & Bowles,
i rnumber of basic convictions
islfigure to help shape his con-
wtns to ARF.
Huelieves that the glamour and
¢ ¢ syndicated retired services
e alled some people and sub-
lined their judgement.
Heoelieves that the real job of
¢naputer is nol to automate ad-
lieg, but to make it possible
ancy men to do better many
ihehings theyre already doing.
Heelieves that one of the adver-
g industry’s  next major con-
mevill be the development of a
munications theory for advertis-
L
Cay feels that his job as chair-
D ARLE s to provide program
il licy guidance. He must also
ris a sounding board for the
@it f the president as well as staff.
[Fsiard to conceive. however, that
101 such as Casev with firm in-
il and convictions on the ap-
ac and future to advertising ve-
wewill be only a sounding hoard.
orsikelv than not. he’ll have a few
fngto say about what's happenmﬂr
n of (.ast‘_ s strongest beliefs is
L too many cases the volume of
dtenl which pours forth from the
tfited research services has af-
e (negatively) the judgement of
e f the people who use it.

hway the material is presented,”

h points out, “too oflen sug-
I8 ses for it which mav or may
L valid. Breakouts for certain
“ll‘taplnr categories may not be
lidut thev are used anvway. A
thelg may not belong in the samne
Bling as a woman uf 31, vet they

|t there by the services, and
By people aceept this. Yet, we
thdon't know if both individnals
act the same way.

“Dthe same vein. a critical eve is
ot focused on the data. The
9 who use figures often take
“Mis gospel and don’t examine
tMer accuracy or validity.”

'-ﬁy believes that the ARF must

letion Age, April 7, 1969

In the picture

discover its members’ concerns and
find ways of meeting them. One pos-
sible wav is by telling the members
the validity of information.

Also it must address itself to rat-
ings data. He believes the ARF should
learn the actual effect of ratings on
the industry. It must also answer the
question of the validity of ratings.

As B&B’s director of administra-
tion management, Casey is respon-
sible for a myriad of duties, includ-
ing overseeing the research, finance,
and office operations of the agency.
His interest in computerization is
two-fold. First is its use as an ac-
counting tool. Next is its place as an
evaluation instrument.

The first part of a three-phase
computer development program is
already completed at B&B. Casey
points out that the agency has gotten
all of the bugs out of its console spot
buving system. This system writes
estimates of buys, pavs the stations,
bills the clients and provides informa-
tion for analvzing cost efliciencies of
what has been purchased.

he next two phases of compuler

development at B&B will empha-
size media evaluation and the con-
struction of plans.

Out of this Casey hopes will come
a clear view of what is the abstract
theory of communication. Working
with small problems one at a time,
and getting the bugs out of eachas
they go along. B&B is pointing to the
day when each of the problems will
resolve itself and all of the pieces of
the puzzle will fall into place.

The result, Casey hopes, will be
the ability to simulate market re-
sponse, maximum penetration of
brands, media weight, and alternative
message units.

Since there are so many variables
in the communication of an adver-
lising message, this will be ro easy
task. Casey points out that there are
possibly variables affecting the ad-
verlising message of which we are
not yet aware. lhe biggest of these
is the message itsell.

Casey feels that there is much to
be done in the analysis of a message
and the response to it. In fact, he

Richard F. Casey

Uses computers two ways

feels the message is probably more
important in advertising than any-
thing else.

This all ties in with the develop-
ment of a theory of communication
for advertising, which may come out
of his werk with computers.

“By identifying those parts over
which we have control, and observing
alternative responses,” Casey ex-
plained, “we can get a better picture
of what’s happening and why it
happens.”

Case) s experience in research
zoes back to post-WWII vears
when he was employed by the Air
Conditioning  and  Refrigeration
Machine Association as a researcher.
Later he worked for National Anal-
ysls as a senior research executive.

Casey joined B&B in 1957 and was
director of information wmanagement
before being named to his present
position in 1965.

Despite his already heavy work
load, Casey is glad he has manage-
ment supervisory duties on the Nor-
wich Pharmacal and Chemical New
York Bank accounts. “It gives me a
conslant feeling of what’s happening
and what needs to be done,” he says.

“The problem of semantics be-
tween the researchers and the people
who use research has slowed down
progress.”

Fortunately Casey not only gets to
watch the game, he can play it,
too.
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For want of a kola nut . . .

Joseph J. Tonna really didn’t want
to film a commercial in the jungle
between Nigeria and Biafra because,
as he said, “l love my family, and I
love living and breathing.”

But as hard as he looked, there just
didnt seem 10 be another place in
the world that the commercial could
be made.

Tonna, a producer for D’Arcy Ad-
vertising in New York, was given an
assignment to film a commercial for
Diet Rite Cola. Since Diet Rite is al-
ready the largest selling diet cola, the
company decided to change the ad
approach and emphasize the taste,
rather than the drink’s advantages
when you step on the scale. This, they
hoped, would attract a large segment
of regular cola drinkers. And that’s
where Joe Tonna, Nigeria and the
Kola nut came in.

The storyboard for the commercial
said Diet Rite uses the West African
kola nut. Not wanting to make a
trip to West Africa, Tonna took off
for Jamaica, probably the only other
place the nut grows. There, accom-
panied by an agronomist, he found
what he was looking for and calmed
his quaking nerves with the thought
that he wouldn’t have to go to Africa
after all.

But back in New York, while he
was making arrangements to bring a
crew to Jamaica, D’Arcy’s lawyers
said they were sorry, but truth in
television demands that if you say
“West African kola nut” you’d better
show a West African kola nut.

And so. quaking once again, our
hero took off for the jungle accom-
panied by a small crew which in-
cluded Larry Goldwasser and Gayne
Rescher of TeleVideo Productions
(Rescher, who served as director,
cameraman, was director of photo-
graphy for Rachel, Rachel).

Tonna tried his best to avoid Ni-
geria. e went to Senegal, Liberia
and Ghana, but each time was told
the kola nut just didn’t grow there.
With no other choice left, he took
his crew to Nigeria, and went to the
American Embassy in Lagos.

Robert Wallace, the U. S. commer-
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e venren sioe [ 1y camer
e

cial attache at the embassy, told Ton-
na in no uncertain terms that he was
out of his mind. Five French cam-
eramen had been Killed the week be-
fore because they were mistaken for
mercenaries Irying to help the Bia-
frans.

But Tonna insisted, so Wallace
sent him to the Ministry of Agricul-
ture, which provided him with a let-
ter giving him permission to travel
anywhere in the area, and with de-
tailed maps of the jungle and the
region he was going to be in.

The crew then headed for the jun-
gle, traveling along the main high-
way with a native driver. At a rou-
tine roadblock, for some unavailable
reason, the driver went through in-
stead of stopping. Well, he stopped
pretty fast when the guards started
after them.

One of the guards released the
safety catch on his rifle, and placed
the barrel in Tonna’s ear. As calmly
as he could, Tonna thought about the
five French cameramen. Then he
heard two shots fired.

“I thought 1 was dead,” he said.
When he looked up, however, he
realized the guard had pointed the
rifle skyward before he fired the
shols.

It took a lot of explaining to get
themselves out of that situation. The
guards couldn’t read the letter of per-
mission because it was written in
English.

Tonna tried to explain what they
were doing, but the guards thought
the camera tripods were machine-gun
tripods. le showed them the maps
he had, hoping that would help, but
the Nigerians decided they were maps
of some detailed military strategy.
No matter what they did, they ap-
peared to he mercenaries on their
way to aid Biafra.

Finally, an English-speaking guard
came along, and vead their letter of
permission. They explained they were
going to the Cocoa Research Institute
and the guard let them through.
Fortunately, future roadblocks proved
to be less exciting.

Amid various other hazards—
poisonous f{lies and snakes, for ex-
ample—they went on. “l was watch-

ing out for (lies,” said Tonna.}
this time I couldn’t care less ay
kola nuts.”

Thev finally reached the C§ |
Research Institute where they fi§ |
a plant with kola nuts—ves, one 4

-one, little, waist-high plant. &7
agronomist explained that kola k |
were out of season.

That’s not quite the end of¢ |
story, however. This was the Nith
kola nut, but Tonna remembert: |
second variety—A\cumenala.

“Yes,” the agronomist sl
“Thal’s in season now.” Unfortur
lv. the second varietv was rouy
400 miles further into the jungl:
rather unpleasant thought.

But Tonna had come to maki
commercial and he wasn’t aboul
give up. They rented a seaplane |
flew toward the Niger River, wl
most of the fighting is going
They landed in the river to tak
break and heard drums in the
lance.

“I expected to see Tarzan sw
ming oul to the plane,” said Ton

What he saw wasn’t exactly Tarz
It was canoes filled with villag
led by the chief’s son, who spt
English. And when he was ¢l
enough for them to see him, Ul
really took a good look. There
was in a native grass shirt, whi
they expected, but he also had I
hornrimmed glasses and a POlf.'
Athletic League t-shirt.

After an eventful visit to the ¥
lage, the crew returned to the pla
for an even more eventful take®
The first six attempts didn’t wol
On the seventh try, they barely &
up, tearing into jungle foliage a
taking a few vines, and possibly
few other things, with them.

Tonna eventually munage(] to mal
the commercial and return to D’Art
safely. lle said he wouldn’t want!
go back—it’s too greasy and the
are too many flies. “l prefer cor
fortable white sheets.”

But he also said he wouldn’t lra('i
this experience for anything else !
the world unless it was guarante
be better.

“After all, I wouldn’t have gof‘e'
Nigeria for a vacation,” he sa¢
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In statewide competition,
United Press International
presented two out of five

First Place News Awards

to WFAA-TV, the only
television station in the
market to win an award.
And in separate competition,
the journalists who judged
the Annual Dallas Press Club
Awards, gave WFAA-TV two
First Place Awards and three
Honorable Mentions in the
three TV News categories.

Viewers in the Dallas-Fort
Worth area have known for
some time what the judges
just found out; WFAA-TV News
is the best in the market.
Join the award-winning award-
winners at WFAA-TV

WI{ERS
TPOT NEWS
o il Reynolds WFAA-TV
da story of a narcotics raid in
T;gapnal
“EATURE STORY: Bert Shipp WFAA.TV

,':,‘us" film story of freeway construction
Nad music

WFAA-TV DALLAS-FT. WORTH

ABC, Channel 8, Communications Center. Broadcast Service of the Dallas Morning News, Represented by Edward Petry & Co., Inc.



The Scene Tonight, at 10. The Scene at 6.

Either way you can’t lose with WCCO Television
and not one — but the two most-watched
newscasts every night of the week.

The innovative Scene Tonight (10-10:45 p.m.)
delivers more homes than any other news show

in this 13th largest TV ADI market. Twenty percent
more homes than the nearest competitor.*

o 'y
“‘Q »
R W 9 .
) e G B

Tails
in.

The Scene at 6, just months old, already delivef
more of the key 18-49 year-olds than any other
station. 76% more than station “B”.**

The odds are in your favor, any time of day,
with WCCO Television. So take your choice.
Flip a coin, if you like. Better yet, use that coif
to call Peters, Griffin, Woodward, Inc.

or the WCCO-TV Sales Department. Soon.

WCCO:

Minneapolis / St. Paul

ALISH3AA

NOISIAII]

he
*ARB Sun.-Sat., Nov.’68. **ARB Mon,-Sat. 6-6:30 P.M., Nov. '68. Audience ratings are estimates only, based on data supplied by indicated sources and are subject to the Jimitations




