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HIT OF THE SHOW 
Once again the Norelco exhibition was outstanding in attraction and performance 

. and the Norelco Plumbicon* is now firmly acclaimed the pickup tube for modern 
cameras. 
The new Norelco PC-70 Color Camera introduced at the NAB, features operational 
simplicity, short warm-up time, stabilized deflection circuits, built -in, test functions 
and newly designed solid state camera controls utilizing both transistor and inte- 
grated circuitry. 
The Norelco PC-70 Plumbicon Color Camera permits hours of "hands-off" operation 
and precise color matching between cameras .. . even for close-up flesh tones and over 
wide variations of light levels-including highlights and shadows. 
Performance at the show was obvious. The Norelco three-tube Plumbicon cameras 
functioned faultlessly throughout . . . clearly demonstrating the advantages of the 
three-tube system in producing unmatched resolution, sharp and snappy pictures in 
both color and black-and-white. The color was magnificent under an array of textures 
and hues and lighting conditions. It can be magnificent for you too ! That's why we 
say, "Color it Faithful"-with Norelco Plumbicon Color Cameras. 

*PLUMBICON is a registered trademark 

STUDIO 
EQUIPMENT 

DIVISION 
NORTH AMERICAN PHILIPS COMPANY, INC. 
900 South Columbus Avenue, Mount Vernon, New York 10550 
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Don't fool 
around with 

temporary 
lie 

Dr. Kildare 
has the 

permanent 
cure for 

programming 
headaches. 

www.americanradiohistory.com

www.americanradiohistory.com


 Take 132 hour-long episodes of 
exceptional dramatic entertainment 

add the continuing top appeal of 
Richard Chamberlain to millions of 
women stir in its unbeatable 
four-year network rating of 23.1 
average audience blend with the 82% 
of regular viewers this year who will 
miss the series if it goes off. POW! 

The perfect tonic to pick up women 
viewers at critical times ... and it's 
guaranteed to produce extensive 
spot business! 

Call these numbers now for fast, fast 
relief in your market: 

New York (212) JU 2-2000 
Chicago (312) 467-5756 
Atlanta (404) 873-4000 
Culver City (213) UP 0-3311 

NEW YORK /CHICANO /CULVER CITY /ATLANTA 
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May 190; Established 1944, Volume XXIII, Number 5 

TELEVISION 
VIETNAM: TELEVISION'S CRUELEST TEST Out in the combat zone U.S. television news crews risk their necks-and 
their reputations-giving the American audience its first closeup of a distant war, almost before the echo of the fire fight 
dies. Back home viewers, and U.S. government officials, don't always like what they see. And there's continuing debate about 
whether TV is giving the U.S. the big picture or the small one of a war that itself has kept the nation puzzled and disturbed. 
Still, TV's news coverage and TV's troubles continue, to escalate 23 

THE PIGGIES ON TELEVISION'S BACK A couple of years ago the broadcasters rose in protest when advertisers 
started carrying an extra message for a second product in minute commercials they had bought for a primary brand. But 
things have changed. Piggybacks are swarming over television these days as though every broadcaster was hollering "sooeee." 
But not everybody is pleased 28 

CO-PRODUCTION: READY WHEN YOU ARE, TV Fade out: the traditional movie made for theatrical release with no 
thought of television in mind; there aren't many left. Fade .in: the picture backed by TV money and produced for showing 
in both theaters and the home. Can the new system be counted on to turn out anything better than "Horror at the Beach 
Party A-Go-Go"? It's a good question 30 

GETTING THE KIDS ON THE COFFEE KICK The problem McCann-Erickson faced was to produce commercials 
that would make the 17-25 age group start drinking coffee (which they've been ignoring by the millions). The solution was 
a set of commercials that puts coffee where the action is, as the saying goes these days 32 

WHAT TV NEEDS: AN OUTSIDE CONSCIENCE A distinguished editor revives an old ghost dressed up in a new 
shroud-suitable for sending a cold n hill down the television business. His proposal: a permanent commission to needle 
TV into doing something more than serving the pop culture 34 

DEPARTMENTS 

7 Focus ON FINANCE 

8 

TELEVISION MAGAZINE 

WASHINGTON: 1135 DeSalus Street, N.W 

20016, telephone (202) 538.1022, 

Sol Taishoff, editor and publisher. 

Edwin H. lames, vice president -executive, editor, 

George W. Darlington, senior editor. 

Maury Long, vise precident-genoral manager, 

Ed Sellers, arlvertising, director; George L. 

Dant, production manager; Harry Stevens, 

traffic manager. 

John P. Cosgrove, director of publications, 

Richard B. Kinsey, !Ascription manager, 
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Ralph Tyler, senior editor, 
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DITORIAL 

Cover 1'1' nezesoleri cover- 
; lig the war bt ricinnin are 
being .shot at from all angles. 
Sometimes the aim hits home, 
as in this montlis cover: Lar- 
ry I olinson.1BC:IT camera- 
man (r) and I redly Oakes, 
ABC T l .s'onndman, arc hit 
try ex plod' ng gienoric frag- 
ments. lint Piekerell, Black 
Star photographer nit OSSi gri 
men! will, ABC, look photo. 
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VIETNAM.. 
TELEVISION'S 
CRUELEST 
TEST 
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It Has Been Our 
Privilege To Be 

A Member Of The 
NBC NETWORK FAMILY! 

We Can Hardly 
Wait To See What 
The Next 40 Years 

Bring! 

Edward Petry & Co., National Representatives 

TH 

iZEP R 
STATIONS 
IN HOUSTON, TEXAS 
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Curiosity Texas style 

Portrait by 
Gittings-Neiman Marcus 

Bobbie Wygant's first word is a question and she asks them all the way 
from Texas to Wyoming, from Hollywood to Rome. And gets answers from 
Bob Hope, Carol Burnett, John Wayne, Bette Davis, Jerry Lewis, James 
Stewart, Olivia de Havilland, Perry Como, Richard Chamberlain, The Beatles, 
Gary Player, Red Grange, diplomats, authors, elephants and ironing board 
covers . . . all with equal enthusiasm and a sense of humor. 

VVBAP TV 
Fort Worth Dallas 13 
Peters, Griffin, Woodward, Inc., National Representatives 
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11, 

THE 
MONTH 
IN 
FOCUS 

Henry heads home 
after plea for guts; 
affils contain 4th 
spot; 50-50 put down 

661 'AI going to spend a little more 
time on replenishment of my capi- 

tal- both inner and outer," E. (for 
Emil) William Henry said in one of his 
last public appearances as chairman of 
the FCC. He spoke at Yale University 
a few days after submitting his resigna- 
tion to President Johnson. Henry has 
served 34 months in the post that he 
assumed at age 34 as the youngest man 
ever to be FCC chairman. 

Henry said he was going back to his 
home state of Tennessee and, as his first 
job there, assist the campaign of liberal 
Democrat John Jay Hooker Jr. for gov- 

HENRY 

ernor. At the Yale banquet, Henry em- 
phasized that he left the post because 
he wanted to, not because he was 
pressured in any way. 

Before his speech there had been 
speculation in some quarters that the 
FCC inquiry Henry launched into the 
earnings and rate structure of AT&T 
had made enemies for him in high places, 
enemies strong enough to see that he 
didn't stick around. Some others con- 
jectured that Henry, who came to office 
in the days of John F. Kennedy's New 
Frontier, was like a guest who had out- 
stayed his welcome in Johnson's more 
permissive (to broadcasters) and less 
regulatory-minded Great Society. 

The banquet was held to celebrate the 
25th anniversary of the Yale Broadcast- 
ing Co. Henry, a member of Yale's class 
of 1951, worked on the student radio sta- 
tion when he was an undergraduate. He 

served as a Navy officer during the 
Korean War and then went on to Van- 
derbilt School of Law where he received 
his LLB in 1957. He joined the Mem- 
phis firm of Chandler, Manire & Chand- 
ler, leaving five years later as a Kennedy 
appointee to the FCC. (Both Henry and 
Hooker, the Nashville attorney running 
for governor, were classmates at Vander- 
bilt and active in Kennedy's 1960 cam- 
paign) . 

Eight months after Henry joined the 
FCC he was nominated to succeed New- 
ton N. Minow as chairman. His stance 
at the top generally has been based on 
the theory that the agency's first job 
is to. protect the public, a public often 
unaware of what is going on within 
the industry and usually in no position to 
present its views to the FCC. 

Henry met some defeats. Perhaps the 
most important was his inability to swing 
enough support behind his efforts to 
police over commercialization by rule. 
But his victories were impressive. He is 
credited with proposing the compromises 
that smoothed the path for commission 
approval of a new program-reporting 
form for TV and also steering contro- 
versial CATV rules through a divided 
and argumentative commission. He 
sparked the commission policy statement 
calling on broadcasters to tone clown "ex- 
cessively loud" commercials and spurred 
the aforementioned AT&T inquiry. 

He leaves some causes he supported 
unfinished, most notably the measure 
that would limit network ownership or 
control over TV programing to 50% 
of their nonnews, prime-time material 
and another that would limit multiple- 
station owners to three TV outlets, no 
more than two of them VHF's. Votes 
on these issues will be close, so the sort 
of successor President Johnson picks may 
well be decisive. 

The National Association of Broad- 
casters convention in Chicago was the 
third-and last-to be addressed by Chair- 
man Henry. He took the occasion to 
challenge broadcasters to greater daring 
in their use of the medium. He denied 
that the FCC wants to "lay the dead 
hand of government" on the broad- 
casters. This apparently was in reference 
to speeches delivered earlier by Sol Tais- 
hoff, editor and publisher of TELEVISION 
and Broadcasting magazines (see page 
11) , and NAB President Vincent 'Wasi- 
lewski. Both had urged opposition to 
undue government interference. 

Henry said broadcasters "too often 
surrender to popgun complaints as if 
they were the crack of doom." Noting 
that some TV stations blooped out the 
word "whore" in their presentation of 
"Room at the Top," a word vital to the 
sense of the story, he said: "This bloop- 
blip technique may be fine for selling 
razor blades, but is scarcely appropriate 
in an adult film on a controversial issue." 

Henry also tackled the cigarette prob- 

lem, calling for standards on cigarette 
advertising that would reflect the "great 
bulk of medical opinion" that a causal 
relationship exists between smoking and 
ill health. Henry said the steps thus far 
taken by the broadcasting industry are 
inadequate. TV viewers, he said, "are 
led to believe that cigarette smoking is 
the key to fun and games with the oppo- 
site sex, good times at home and abroad, 
social success and virility." 

ABC-TV had a showdown with its 
affiliates over expanding its fourth com- 
mercial spot beyond Batman I and II. 
The outcome was that the network 
deferred a decision on the controversial 
question, but warned that the economic 
pressures that triggered the plan still 
exist and will have to be met one way 
or another. One alternative ABC-TV 
suggested was reduction of station com- 
pensation. The affiliates were unmova- 
ble in their opposition to a proposal to 
put a fourth commercial minute in all 
7:30 to 8 p.m. periods. The fourth-min- 
ute concept was introduced in January 
in each of the two weekly Batman epi- 
sodes. As an outgrowth of their confron- 
tation with the network, the affiliates 
independently set up a broad, profes- 
sional study of "the contractual and 
economic relationship between the net- 
work and the affiliate." 

The FCC learned that advertisers, 
upon whom the commission would have 
to rely to make its proposed network 
program control limitation work, are 
mostly against the scheme, as are most 
agencies. The American Association of 
Advertising Agencies and the Associa- 
tion of National Advertisers filed com- 
ments with'the FCC making it clear that 
their members generally are against the 
proposal, although there are some things 
about their present relationships with 
the networks that disturb them. The 
4A's comments were based on a survey of 
30 member agencies that were unidenti- 
fied but described as leading in TV bill- 
ings. The ANA statement said its 
members support the stated objectives 
of the proposal (that is, to promote 
diversity of sources of network program- 
ing) , but oppose the means the FCC 
would use. 

Also in the month that was: ABC 
filed applications with the FCC asking 
approval of the company's multimillion 
dollar merger with International Tele- 
phone Sc Telegraph Co. The Move will 
assure more competition in network 
broadcasting, ABC said. 

Telpex, a company that combines tape 
production of rough commercials with 
consumer research, opened offices in New 
York. Parent company of Telpex is the 
London Press Exchange, a major adver- 
tising agency in Britain where the process 
was pioneered. END 
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In the first week in April, the National 
Educational Television Network's At 
Issue program took a critical look at 
television's past, present and future 
through the eyes of network executives 
and others associated with the medium. 
Some of their views follow. 

SCHNEIDER MINER 

John Schneider, broadcasting group 
vice president of CBS Inc.: 

I think we're in a commercial art 
form. And as such, operating this com- 
mercial art form in a cultural democ- 
racy . .. then I would like to have most 
people, I would like to be most popular. 
... I want to be best. .. . When the re- 
port cards are issued I want to get an A. 
And, as long as I'm striving for an A, 
then the public is served. If I only strive 
for a C, I don't know who's served by 
that. 

. . . Television programing should be 
looked on as a mix. There is the head of 
the household who acquired a television 
set for his home as an entertainment 
medium. He bought it to be entertained. 
Incidentally, maybe as a by-product, 
maybe subconsciously, maybe acciden- 
tally, he wants to be informed. And we 
inform him . . . in many, many ways. 
We inform him clearly in news and 
weather and sports and information pro- 
grams. But we also inform him and his 
family in programs like Captain Kan- 
garoo. We inform him in many ways in 
a program like Password. 

The golden age was perfectly dreadful. 
horn,! of the things that were done . . 

imply wouldn't stand up today. Pro- 
hams go off the air because they fail. 

::1,0/in One was not popular and that 
off the air. And Mullhouse 90 was 

popula and it went oif the :or. It 
didn't go off Ow air harall:a. it wale vnr 

0111 V.0;11 18 1;0 h;1 :I fill 
Program, to v popiih,i program.... 

The (.1.01,.:, I,((,, lorri1,1.Y short- 
mernoriod I would 10. delighted to 
read apple of the old (Tit iciFstri 1.1,1:11. these 
very critics who now any: -(;ive hack 
the woridorful Plaullowle o()," They 

rapped it and rapped it and drove it off 
the air, along with the lack of audience. 

Worthington Miner, former producer of 
"Studio One": 

How and why did ["Studio One "] end? 
Oh, it's a very simple thing. Up until the 
time when I left and went over to NBC, 
the control of that program was entirely 
in the hands of the network. The moment 
the advertising agency got control . . . it 
began to go downhill and never stopped 
until it just disappeared. And clear evi- 
dence of the fact that what they believed 
was going to increase the appeal and in- 
crease the rating . . .turned out to be a 

cumulative disaster. And I think this 
happened to a good many shows, not per- 
haps that a person left as I did, but the 
fact that advertising agencies put the 
screws on and got their hands in the con- 
trol. And at that point, programing began 
to decline in quality and in excitement. 

DANN MOORE 

Mike Dann, CBS-TV vice president for 
programing: 

I do not personally think that most pro- 

grams on the CBS Television Network are 

to my taste, but that goes for most books, 
for most newspapers and for most maga- 
zines. They're not to my taste . . . I have 

live or six favorites that I look at very 
regularly. And I look at the others for pro- 
fessional reasons. But I do not look on the 

basis of enjoyment or for the information 
or communications from the medium itself, 
to most programs . . . . 

I think ratings have a real function, just 
as the circulation reports for a newspaper 
or the books-sales numbers by bookstores. 
We're a financially supported medium that 
comes from private enterprise, who under- 
write most of our hills. They have every 
right to expect and to know how nutny 
people are being serviced, to move their 
goods and services, and the ratings arc a 

very good way. 
The thing we mustn't do is to determine 

everything we do by the ratings. But they 
certainly have a genuine function and I 

think are going to he here always. 

A MONTHLY MEASURE 

OF COMMENT 
AND CRITICISM 
ABOUT TV 

Thomas W. Moore, president of ABC-TV: 
But I think our fault comes in our aver- 

aging the ratings and saying that ABC is 
at this position this week, NBC is at this 
position this week, and CBS is at this posi- 
tion, because, I think, such figures are 
meaningless. I know they're meaningless. 
But to the public and to the people who in- 
vest in and back us up in stock buying, they 
seem to be out of proportion in interest. I 

think that we must find some way in our 
industry to be more cautious in our use of 
ratings. And I believe that there's a con- 
sciousness of this spreading through the 
top of our industry. I hope that ratings, 
in the future, will be less of a factor. 

We are in a development stage of tele- 
vision and have been since our very in- 
ception. We are adolescents. We have not 
reached a maturity, and it will take a long 
time for us to do so. But we have come 
a long way in our programing, and it has 
changed. 

PINKHAM SCHERICK 

Richard A. R. Pinkham, vice president, 
media and program department, Ted Bates 
& Co: 

The main problem for my money, right 
now, is that the direction or thrust of tele- 
vision programing is counter to the main- 
stream of the thrust of American society. 
We are, after all, increasingly an educated 
nation . . . And yet, television, the direction 
it's going now, to programs like Batman, 
which is a big hit, is exactly counter to 
this. . . . I think this is a sickness for tele- 
vision and it should he corrected. 

The objective of television is not to sell 
products. The objective of television, from 
the point of view of the television people, is 
to put on programs that will be attractive 
to advertisers so that they can sell products. 
From the point of view of the advertiser, 
of course, it is to buy programs which will 
sell products.. .. As far as the lowest com- 
mon denominator is concerned, that's one 
of those wonderful catch phrases with which 
the intellectual tends to demean the taste of 
the American public, ... 

Edgar Scherick, ABC vice president in 
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THE TV MEDIUM FOR '66 

Color Television has come into its own. The number of 
Color TV sets and viewers is soaring to new heights. 
Let the Television stations we represent present your 
products to full sales advantage-with Colorspot. 

COLORSPOT-FOR FOUR DIMENSIONAL SELLING 

THE ORIGINAL STATION REPRESENTATIVE 

NEW YORK CHICAGO ATLANTA BOSTON DALLAS DETROIT LOS ANGELES PHILADELPHIA SAN FRANCISCO ST. LOUIS 
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When to cover? 

This can be a tough decision for a deskman ...but 
not for Lederle's Emergency Coordinator. Her 
job is to "cover" each and every request, whether 
on the job or at home enjoying a leisure hour. 
Her assignment sheet involves the shipment of 
urgently needed life-saving drugs to all parts of 
the nation and the world. It could be antirabies 
serum, botulism antitoxin or gas gangrene anti- 
toxin, but whatever it is, it has to get there fast. 
Every such request received at Lederle Labora- 
tories at any hour of day or night sets emergency 

procedures into motion. Lederle's Emergency 
Coordinator, who keeps a set of airline schedule 
books by her kitchen telephone, checks routing 
possibilities and makes arrangements for the fast- 
est possible shipment to the trouble spot. In the 
meantime, Lederle physicians and other person- 
nel are carrying out their assigned tasks. 
This emergency shipment program operates 
around the clock, day and night seven days a 
week. Unlike the news media, the question "when 
to cover?", is never a problem. 

LEDER LE LABORATORIES A Division of American Cyanamid Company, Pearl River, New York 
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charge of programing (at the time the 
program was produced) 

Our needs are to provide the most 
variegated entertainment schedule our 
talents and the creative talents of the 
people we work with will allow. We have 
operated against a maxim in evaluating 
every program: does it contain a touch 
of singularity? 

As far as liking shows that go on the 
air, I think it would be suicide to put 
any show on the air you did not like. 

WERNER SMITH 

Mort Werner, NBC-TV vice president, 
programing: 

We discuss our over-all strategy. We look 
at our competition. We program against 
other networks. We select the programs we 
think have the best-organized staff and 
the best possibility of doing well. In some 
cases we go after high ratings, and in some 
cases we know we're not going to get high 
ratings. But the program department 
makes its recommendation. And it's either 
approved or disapproved. It is generally 
approved. 

Howard K. Smith, ABC News corres- 
pondent: 

Basically the standard TV documentary 
today misunderstands the meaning of the 
word objectivity. Objectivity does not mean 
. . . balancing each thought or statement 
with its opposite. If you find a man who 
says the world's round, you better find a 
man who says the world's flat. . . . 

CRONKITE FRANK 

Walter Cronkite, CBS News corre- 
spondent: 

With all due respect to my colleague, I 
happen to think he's absolutely wrong. . . . 

We have not pulled punches. . . . Objec- 
tivity, I think, is not a bad word. . . . I don't 
think that we self-cancel. 

Reuven Frank, NBC News vice president: 

Brinkley [editorializes] very rarely, 
Huntley does it a little oftener. But I 

think if they did it all the time they [would] 
wear out the tolerance of the audience. 
They're not always looking for an editorial 
page. Television at its best is a narrative 
medium. Television does one thing that no 

other medium can. It transmits experience. 
It tells people how a situation feels. 

Accepting the 1966 Distinguished Service 
Award of the National Association of Broad- 
casters, Sol Taishoff, editor and publisher 
Of TELEVISION and 
Broadcasting maga- 
zines, decried the 
erosion of freedoms 
and responsibilities 
in broadcasting. Ex- 
cerpts of his accept- 
ance address: 

I do not pretend 
to know whether the 
broadcast station of 
the future will be 
orbiting in space or 
carried in a man's vest pocket, whether it 
will transmit its signals in the frequencies 
we use today or by laser beams or wire. I 
do not pretend to visualize the shape and 
size of the home receiver that the station of 
the future will serve. We would all be un- 
imaginative indeed, however, if we assumed 
that the transmission and reception system 
of 1966 is going to stay just the way it is, 
however earnestly we will it. 

One year ago, during the annual conven- 
tion of this same NAB, television followed 
a live camera to an impact on the moon. At 
some point in the 1969-70 or 1970-71 sea- 
son regular programing will be interrupted 
for coverage of an astronaut debarking to 
set a human foot upon the moon. And with- 
in the life expectancy of most delegates to 
this convention television will journey with 
man to a planet. 

By the time our spacemen fly to Mars 
we earthlings will be equipped with home 
information and entertainment centers that 
will deprive us of any excuse to remain 
ignorant or bored. We will be able to record, 
store and retrieve for replay at our con- 
venience a much wider range of intelligence 
and diversion than is available in any home 
or any hall today. There is no doubt in my 
mind that the newspaper of the future will 
be delivered electronically. 

Now who is to feed these versatile ma- 
chines that will make the American home a 
library, theater, newsstand and crossroads 
of the universe? The assignment can be 
carried out only by a new breed of com- 
municators whose versatility of production 
can match the capabilities of the machines. 
This new breed must be incubated in the 
broadcasting system of today. It will not 
emerge from the egg, however, unless it is 
given the proper stimulus. 

It saddens me to say the current climate 
of the broadcasting business is not especially 

TAISHOFF 

conducive to imaginative ventures and risky 
progress. The dominant attitude in the power 
centers of television is conservative. All 
across the country broadcasters rally to the 
cry: "Don't rock the boat." 

But if it is comfort and complacency that 
you're after, you're in the wrong business. 
For journalism is your business. Yours is a 
type of journalism that has never before 
been seen on this earth. It presents more 
opportunities for public enlightenment than 
have ever been offered to any other medium. 

Forgive me if I suggest that not all of the 
opportunities have been fully exploited. 

You have let [the First Amendment] be 
ignored by government officials who decided 
long ago that [it] afforded less protection 
to broadcasting than to other information 
media. 

It's time that broadcasters mounted a 
meaningful resistance movement to turn 
back those neutralizing federal controls. It's 
time that broadcasters developed a sense of 
mission as large as the opportunities that 
new technology is certain to present. I'd like 
to think that the future generation of com- 
municators who supply that profusion of 
art, of culture, of divertissement, of knowl- 
edge to the electronic center of the American 
home will descend from this generation of 
broadcasters. 

But if those things are to come about, the 
deadening hand of government must be 
lifted from the nontechnical controls of our 
broadcasting structure. Eventually the Com- 
munications Act of 1934 and all its patch- 
work of amendments must be scrapped and 
replaced by a law that takes its thesis from 
that First Amendment. 

Idealistic? Certainly. 
Possible? Definitely. 
Worth it? The answer must come from 

you. 

On his comedy special on April 13, come- 
dian Bob Hope, in his opening monologue, 
had some comments to make about Rex 
Sparger's statement that he had rigged 
the Nielsen ratings of Hope's Vietnam 
Christmas special. Mr. Sparger has been 
charged in a suit filed in an Oklahoma 
federal court by the A. C. Nielsen Co., Chi- 
cago, with attempting to rig the ratings of 
a Carol Channing special on CBS-TV. 
Among Mr. Hope's comments: 

Yessir, here I am back again for Chrysler 
-Thanks to the Acme Rating Rigging 
Service. Did you read about that? 

It takes nearly a hundred people, work- 
ing very hard, to get this show on the air. 
And several million of you viewers to make 
it successful. But good news, now we can 
all relax. Somewhere in America there's a 
guy standing in a phone booth rigging our 
rating . . . 

I'm sure my sponsor, Chrysler, doesn't 
believe my high rating was influenced . . . 

But I'm worried . . . Yesterday, I sent my 
Imperial in for a checkup and a PI'ymouth 
came back. 
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PERRY 
MASON 

The Greatest Audience Attraction 
in the History of Syndicated Television 

Offices in New York,Chicago,San Francisco,Dallas, Atlanta CBS HI MS - , 
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FOCUS ON 
FINANCE 

Merger for Seven 
Arts-Filmways; 
new look for STV 

Mr HE 1966 stock market has turned into 
I a regular trampoline. In March it 

dented way down; in April it again 
twanged into high flight. Traders pro- 
claimed themselves puzzled, and dis- 
turbed: too much speculative activity 
overshadowing significant evidence' that 
the great econoMic.boom is still rolling 
in high gear, with inflationary pressures 
mounting. 

Although trading volume on the major 
stock exchanges reached record levels, 
there was no general upward movement 
in securities prices and no -great progress, 
in market averages. In mid-April the 
"glamour" selections were soaring -b-:t 
the highly capitalized investment-grade 
issues. continued to drift clown. 

Stocks in the TvM index, a mixed 
bag of "glamour" selections, enjoyed the 
April bounce-back. Where only seven 
of the 70 listed issues showed a gain 
in points between Feb. 15 and March 15, 
and the list was off an aggregate of 220 
points, March 15-April 15 saw 55 of 
the 70 issues on the rise, an aggregate 
point gain (subtracting 13 losses) of 
258 points. 

The TvM-listed manufacturing stocks 
dominated the advance, stacking. up a 
whopping.217-point gain (versus a Feb. - 
March plunge of 92 points) . All 12 
companies in the manufacturing' cate- 
gory weighed in with gains: 46 points 
for Motorola, 37 for National Video, 
36 for Admiral, 33 for Zenith, 30 for 
Magnovox, 12 for RCA. 

For the Sarnoff empire it was partic- 
ularly sweet. RCA closed on April 15 at 
611/4 just off its high for the year of 62, 
five points over its 1965 high of 56. For 
the first three months of 1966, RCA's 
sales were 21% ahead of last year and 
its profits were up 24°,. The NBC divi- 
sion for the first quarter saw its profits 
climb 20%. 

Sales of color TV sets and color cam- 
eras were given a major share of credit 
for the advances by RCA and the com- 
pany says that it will manufacture and 
ship over 600 color-TV cameras worth 
$40 million during 1966. RCA also in- 
( reased ifs csinflan, 01 industry sales of 
«dor re( ci vcrs Inc the year upward from 
1,5 willion to 5.5 million units. 

(The Electronic industries Associa- 
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THE TELEVISION MAGAZINE INDEX 
to 70 television-associated stocks 

Ex- 
change 

Clos- 
ing 

April 
15 

Clos- 
ing 

March 
15 

Change 
From 

March 15 
Points % 

1965-66 
Highs- 
Lows 

Approx. 
Shares 

Out 
(000) 

Total 
Market 
Capital- 
ization 
(000) 

TELEVISION 
ABC N 82% 73% + 914 13 83-48 4,682 $386,900 

CBS N 53% 42% +10% 25 55-33 20,464 1,099,900 

Capital Cities N 30% 1% - 1 3 35-15 2,746 83,400 

Cox Broadcasting N 35% 35% % 1 45-21 2,655 94,300 

Gross Telecasting 0 20% 30 9% 31 33-27 400 8,300 

Metromedia N 54% 49% 5 10 56-30 2,094 114,100 

Reeves Broadcasting A 6 5% % 2 8- 4 1,480 8,900 

Scripps-Howard 0 28 29% I% 5, 35-21 2,589 72,500 

Subscription TV 0 4% 3% :% 13 7- 1 3,029 13,300 

Taft N 30X 27% 2 % 9 36-18 3,295 99,700 

Wometco N 27% 26 I% 6 33-27 2,224 61,400 

Total 45,658 $2,042,700 

CATV 
Arneco A 26% 24% + 2% 10 38-16 1,200 $32,300 
Entron Inc. 0 10A 10% 2 11- 4 617 6,500 
H&B American A 7% 6% + % 13 9- 3 2,583 19,400 
Jerrold Corp. 0 19% 22% -3% 14 24.- 4 2,131 40,800 
Teleprompter A 17% 14% + 31A 23 27- 7 820 14,400 
Viking Industries 0 19% 14 + 39 20- 3 840 16,400 
Total 8,191 $129,800 

TELEVISION WITH OTHER MAJOR INTERESTS 
Avco N 29% 24 + 24 31A-19 13,758 $409,300 
Bartell Media Corp. A 5% 6% - 1% 24 7- 4 1,837 9,600 
Boston Herald-Traveler 0 56 54 + 2 4 58-36 540 30,200 
Chris-Craft N 26 23 + 3 13 29-12 1,583 41,200 
Cowles Connmunications 0 19% 17 + 15 21-11 2,944 57,800 
General Tire N 34% 29% + 5 17 35-19 16,719 583,100 
Meredith Publishing N 33% 28% + 4% 17 38-18 2,662 88,200 
Natco Broadcasting N 13% 13% + 4 15- 8 706 9,800 
Outlet Co. N 18% 17 + 7 22-13 1,017 18,600 
Rollins Inc. A 35% 33% + 2% 8 52-25 3,087 110,400 
Rust Craft Greeting 0 28% 25% + 2% 10 30-11 727 20,500 
Storer , N 45 37% +7% 19 49-39 4,129 185,800 
Time Inc. N 106% 92% +13% 15 106-58 6,560 698,600 
Total 56,269 $2,263,100 

PROGRAMING 
Columbia Pictures N 25% 24 + 11A 5 30-20 1,914 $48,100 
Desilu A 9% 9% - 11- 7 1,124 11,100 
Disney N 58 32 +5% 10 62-43 1,936 112,300 
Filmways A 25 1814 + 6% 37 22-11 690 17,300 
Four Star TV 0 3% 4% - 12 8- 4 666 2,500 
MCA Inc. N 59% 55% + 4% 7 62-35 4,707 281,200 
Medallion Pictures, 0 6% 5% -F 14 12-- 5 632 4,000 
MGM Inc. N 57% 48% ays. 20 60-33 2,517 145,400 
Paramount N 73% 69% + 3% 6 80-49 1,601 117,700 
Screen Gems A 21% 23% -1% 6 29-14 3,974 85,900 
Seven Arts A 30% 21 + 9% 46 35- 9 2,472 75,700 
Trans-Lux A 10% 10% 1 13-10 718 7,800 
20th Century-Fox N 35% 32% + 27/3 9 39-23 2,886 101,400 
United Artists N 30% 26% + 4% 16 33-18 4,210 127,400 
Walter Reade-Sterling 0 2% 2% + 28 3- 1 1,583 4,600 
Warner Bros. Pictures N 14% 15% 2 21-13 4,878 72,000 
Wrather Corp. 0 - 434 - - 1$753* 
Total 38,261 $1,214,400 

SERVICE 
John Blair 0 23 25% - 214 9 26-20 1,067 $24,500 
C-E-I-R 0 11% 12% 6 15- 7 1,555 18,300 
Comsat N 45% 37% +8% 22 67-36 10,000 457,500 
Doyle Dane Bernbach 0 65 57 + B 14 65-27 997 64,800 
Foote, Cone, & Belding N 15% 16% 3 20-14 2,146 33,800 
General Artists 0 4% 4% +. 6 6- 3 600 2,900 
Grey Advertising 0 27% 25% + 2% 8 28-16 1,231 34,000 
MPO Videotronics A 13% 13% + 4 18- 7 469 6,400 
Movielab Inc. A 9 9% - 5 13- 5 908 8,200 
Nielsen 0 30 26% + 3% 13 30-20 5,130 153,900 
Papert, Koenig, Lois A 11% 11 + 6 14- 8 791 9,200 
Total 24,894 $813,500 

MANUFACTURING 
Admiral Corp. N 127% 91% +36% 39 135-16 2,501 $319,200 
Ampex Corp. N 21% 21% + 3 29-13 9,343 204,400 
Emerson Radio N 39 28% + 8% 30 40-10 2,247 87,600 
General Electric N 110% 107% + 2% 3 120-91 91,068 10,085,800 
Magnavox N 122% 92 +30% 33 125-31 7,684 939,400 
3M N 74 65% +8% 14 76-54 53,386 3,950,600 
Motorola Inc. N 224% 178% +46% 26 234-63 6,089 1,367,000 
National Video A. 112 74% +37% 51 120- 8 2,760 309,100 
RCA N 61% 49% +12% 25 62-31 58,372 3,575,300 
Reeves Industries 
Westinghouse 

A 
N 

4% 
60% 

3% 
59% 

+ 
+ 

21 
1 

5- 2 
67-41 

3,327 
36,996 

14,100 
2,238,300 

Zenith Radio N 171 138 +33, 24 178-63 9,354 1,599,500 
Total 283,127 $24,690,300 

Grand Total 456,400 $31,153,800 

N-New York Stock Exchange 
A-American Stock Exchange 
0-Over The Counter 

Data compiled by Roth, Gerard & Co. 
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Vic Skaggs, WIIC-TV Program Director, chats 
with Philip Baskin, Chairman of the Public 
Auditorium Authority, outside the office of 
Pittsburgh's Civic Arena and Exhibit Hall. 

world's largest 
hardtop 

convertible 
When the world's largest mov- 

able domed roof dramatically 
opens to let in the summer sky, 

audiences in Pittsburgh's Civic 

Arena gaze in awe. 

You can open the lid on the 
Pittsburgh market with top spot 
avails on WIIC-TV, Pittsburgh's 

1 Color Station. Get with 
General Sales Manager Roger 
Rice or your Petry-TV man. 

Get your 
Pittsburghers on 

-771eff 
Basic NBC Television Affiliate 

Cox Broadcasting Corporation stations: WIICTY, Pittsburgh; WSB AM- FM -TV, Atlanta; WHIcs AM -FM TV, Dayton: WSOC AM-FM-TV, Charlotte, WIOD AM-FM, Miami; KIVU, San Francisco -Oakland. 
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VVTRF-TV STORY BOARD 

7 
REP 

BLAIR* 

HAIR CONDITIONING! Mister, 
if she strokes your hair-it's 
your scalp she's after. 

wtrf-tv Wheeling 
TRIMMING! Even back in the 
Stone Age when women wrote 
down their ages, they chiseled. 

Wheeling wtrf-tv 
HOME REPAIRS! For fixing things around the 
house, nothing beats a man who's handy with 
a checkbook. 

Ninth USA Color Market 
HIS AND WHOSE? This bachelor apartment 
has two towels marked "His" and "To Whom 
it May Concern." 

159,100 Color Sets 
MOSCOW FACTION! Ivan to his factory boss 
lady, "Madam Director, I'd like the afternoon 
off to go to the opera." "Madam Director," 
roared the womon, "How dare you address me 
like that. You will call me Comrade Director. 
What opera do you want to see?" Ivan; "Com- 
rade Butterfly!" 

Color Film, Tape, Slides 
THE SQUELCH! There was something about you 
I liked-but it's been spent. 

NBC Network Color 
ACTION! Two-thirds of promotion is motion. 
(And if you want to see a pro in motion, have 
WTRF-TV's Promotion Manager, Mary Neal give 
your next schedule the activated zing.) 

ALL COLOR SOON 
PASSING FANCIES! Men never make passes at 
girls that wear glasses? It all depends on their 
frames. 

Wheeling-Steubenville TV 
*YOUR BLAIR TV MAN has all the good figures 
that add up to why WTRF-TV's Wheeling- 
Steubenville Market should be included in your 
next spot schedule. WTRF-TV's 159,100 color 
sets make us the nation's ninth color market 
(ARB Nov. '65). 

CHANNEL 
SEVEN 

WHEELING, 
W EST, VIRG !NIA 

prime time in a 
media transaction 
begins when you 
consult Blackburn first 

The decision of buyer or seller to 
call on our experience and vast 
knowledge of the market well ahead 
of actual negotiations is time well 

spent. Not to avail yourself of 
all the facts, both pro and con, 
could result in the loss of much 
more than time. Rely on Blackburn, 
the reliable broker. 

. I .... 
BLACKBURN 

& COMPANY, INC. 
Radio TV Nowspapor Brokers 

WASHINGTON, D C.: RCA Building, ir 3,9210 

CHICAGO: 333 ti Michigan Avenue, Fl 66460 
ATLANIA: Moray Building, 873-5626 

BEVERLY HILLS: Hank of Amain Bldg., CR 48151 

FINANCE continued 

tion recently reported that total sales of 
color-TV receivers by distributors hit 2.7 
million units last year, an increase of 
101% from sales of 1.4 million in 1964. 
EIA also noted that total TV-set sales 
last year, color and black and white, 
reached a record volume of 10.8 million 
units.) 

CBS came in with a fine April show- 
ing, pushed up its stock to 5334, a gain 
of 107/8 (25%) over the March-April 
period, and is now at a level surpassing 
its 1965 high of 48. 

ABC, with apparently nothing but 
FCC approval standing in the way of 
its merger with International Telephone 
& Telegraph, is trading around its 1966 
high of 83. It picked up better than 
9 points, 13%, during the March-April 
period. 

ABC, in its 1965 stockholder report, 
proclaimed its most successful year ever- 
revenues were up to $476.4 million with 
profits at $15.7 million. In a first-quarter 
1966 report issued last month ABC was 
continuing to climb. It listed earnings 
of $4,680,000 or $1 a share compared 
with $4,206,000 or 91 cents a share for 
the like period of 1965. 

Metromedia, a solid gainer in recent 
months (up five points, 10% on the 
current index period) , was feeling some 
of its oats on FCC approval of its $2.5 
million purchase Oakland-San 
Francisco from Crowell-Collier Broad- 
casting. This brings Metromedia up to 
its maximum seven radio holdings. The 
company still has room to grow on the 
TV station side. It owns four VHF out- 
lets, has an option to purchase for $1 
million the construction permit for now- 
dark xsAN-Tv, a San Francisco UHF and 
a likely companion for KEWB. 

Subscription Television Inc. perked 
up only slightly (1/2 point, 13% to 4. 8 

on April 15) on the news of a "tenta- 
tive" arrangement with Shasta Telecast- 
ing Corp. which would have STV acquire 
Shasta's KJEO, a Fresno, Calif., UHF sta- 
tion, and its Shipstads & Johnson Ice 
Follies, plus certain related assets and 
liabilities. In return for these prop- 
erties-valued at about $8.6 million- 
Shasta would receive $50),000 in cash 
toward the purchase of 500,000 shares 
of newly issued STV common at $1 a 
share. Shasta in addition would get 
about $5 million in STV subordinate 
debentures, and some $3 million in 

(1e1)Is w(niItI in' .issinc(1 by the 
pay TV (figalli/ai 

As 1,;111 of thc .1141.centent, it was re- 
)0,11111 that 1.cm SicgIi and Reuben 
II. 1)onnclIcy (:t division (t1 Dun 

Ul.nlsocci) , hi); I);n kcIs 
of I \ II It I h VI'S I I] ;I( I( ()HA 

in STV in ICI fur IDD,DDD 
DI its \vly issued ounnon. 

Alton! du. only Illi11); 111111 on Illy 11,11!s 

iclion is that Sylvs101 

president and director of STV, will re- 
sign both posts. (Weaver recently has 
been working as a program consultant 
for CBS-TV.) 

It was generally an up month for the 
TV programing and movie companies, 
with 12 of the 17 issues in the index 
posting gains. An the top gains were 
made by Seven Arts and Filmways, for 
good reason: merger. 

Under a consolidation plan announced 
March 31, for each outstanding share 
of Filmways, one share of a new Seven 
Arts voting preferred will be issued, con- 
vertible into 9/10 of a share of Seven 
Arts common. The new preferred shares 
will be entitled to receive cumulative 
dividends at an annual rate of 80 cents 
a share. 

The proposed merger, a $20-million 
deal, would form a strong TV-movie 
production - distribution organization 
along all-purpose lines. Currently, Seven 
Arts is strongest as a distributor of fea- 
ture films to TV. Filmways is chiefly a 
producer of network TV shows, includ- 
ing Beverly Hillbillies and Petticoat 
Junction. And both companies produce 
major motion pictures. The head men 
are Eliot Hyman at Seven Arts, Martin 
Ransohoff at Filmways. 

In their last fiscal years (Filmways' 
ended Aug. 31, Seven Arts' June 30) , 

the Ransohoff firm earned $327,434 on 
revenue of $25.5 million; Hyman's com- 
pany netted $2,485,651 on revenue of 
$25.9 million. Both companies are set- 
ting record earning paces on the current 
fiscal year. Seven Arts stock bounced 
ahead 46% on the March-April index. 
Filmways was up 37%. 

Paramount Pictures last month 
breathed a big sigh of relief. It had 
nothing to shout about on earnings- 
down from $4.22 a share in 1964 to $3.90 
last year-but two long-imbedded thorns 
in its corporate hide removed themselves: 
dissident directors Herbert J. Siegel and 
Ernest H. Martin. 

Messers. Siegel and Martin had threat- 
ened a proxy fight against Paramount 
management. But on April 15 they an- 
nounced that they had sold their Para- 
mount stock-some 143,000 shares, 9% 
of the total outstanding-and resigned 
from the board of directors. Sale of the 
stock (for almost $12 million), held by 
the B.ildwin-N Iontrose Chemical Co., of 
which Siegel is board chairman, was 
made to Cull Re Western Industries. 

Not rc/oided in the current index is 
Wra the, corp, whose stock was tills- 

peltdc(1 limn trading lot- a 10-day period 
(Apt I I 201 by the Securities and Fs:- 

(1);111g0 'rhe suspension 
.Ipplic(I 10 1110 A. C. Gilbert Co. (having 
"51111s1;11111.11 linam 1.11 problems," mcoul- 
ing is involved 
1,0(.111s0 if 110115 51)'`; of Cilbci I's 
slock. END 
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Starring such outstanding performers as: (top row, left to right) Frankie Avalon, Richard Burton. Leslie Caron, Jeff Chandler, Angie Dickinson; 

(second row) Troy Donahue. Greer Garson, Alec Guinness, Trevor Howard, Arthur Kennedy; (third row) Dean Martin, Diane Mc Bain, David 

Niven. Steve Reeves, Debbie Reynolds; (fourth row) Cesar Romero, Rosalind Russell, Frank Sinatra, Robert Stack, Connie Stevens and many others. 

WARNER BROS. 
another great selection of feature motion pictures for television 

WILL SOON BE AVAILABLE 

WARNER BROS. TELEVISION DIVISION 666 Fifth Avenue, New York 19, N. Y. Circle 6-1000 
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BERN KANNER One way to go from 
staff sergeant to VIP is to have shiny 
shoes, win a battle single-handed-and 
marry a general's daughter. Or you can 
get out of the army and go into advertis- 
ing. That's what Bern Kanner did, and now 
he is senior VP in charge of media and 
programing for Benton & Bowles. Like 
millions of other lads, Kanner learned a 
trade in the army by running a base 
theater in Japan. Eighteen years later 
he's still looking for good shows, but as a 
top decisionmaker in an agency that spends 
about 75% of its clients' ad budgets in 
television, and that has a tradition of suc- 
cess in developing or buying into winners. 
In his new post Kanner heads a staff of 
230 (140 media, 90 programing) whose job 
it is to maintain that tradition. Kanner 
doffed his khakis in 1948 and enrolled in 

HUBBELL ROBINSON If there was a Golden Age in 
television's history, in many ways the era must be exemplified by 
Hub Robinson, one of the men most closely associated with it. 
Taste has been an indispensable ingredient in many of the things 
he has done. He created Playhouse 90, Twentieth Century and 
Ford Star Time. It is this reputation for creative taste that made 
him the logical choice to take command of what may be one of 
the brightest chances for a return to adventuresome TV produc- 
tion-ABC Stage '67. He does not belie his creations, past 
and future. His almost diffident charm tends to make visitors 
forget that he is a successful producer keeping track of the thou- 
sands of problems inherent in an enterprising project like Stage 
'67. Robinson has benefitted from the experience of time without 
showing the ravages of it. He was part of broadcasting before TV 
was. He rose to VP in charge of radio in his 16 years with Young 
& Rubicam. Then he went to the Blue Network; Foote, Cone & 

Belding, and, in 1946, he joined CBS as programing VP. It was at 
CBS-TV that he made his significant contributions to the Golden 
Age. When he went to ABC-TV, it was to sell a series called 
Hawk, about an American Indian on the New York police force. 
He sold it, and got himself on the Stage '67 series. He's ex- 
cited about Stage '67's prospects. "We have the chance to see if 
we can move out of the run-of-the-mill type of weekly pro- 
graming. We want to be enough of a goad to make other people 
do likewise." What does he consider his goal? "Enough recogni- 
tion by audiences to make [it] a good dollar buy, and enough 
critical recognition to let us know that we accomplished what we 
set out for. We're trying to marry class and mass." From where 
he sits Robinson has a satisfying view: back on a long and dis- 
tinguished radio and TV career, and forward to a programing ad- 
venture with as much challenge and danger as anything he's ever 
done. 

journalism at New York University. On 
graduating in 1952 he entered advertising 
because a friend had. "There was really 
no plan involved," he admits. Since then, 
his sense of direction has been somewhat 
less casual. During 14 years with B&B he 
has learned media from the bottom up. 
Now, as media and programing top-kick, 
he faces such formidable problems as sky- 
rocketing production costs. Kanner thinks 
the lid will have to be put on costs soon. 
"I don't know who'll be the first to have 
the guts to do it, but the pressure has to 
come from the advertisers and agencies." 

Kanner lives in Chappaqua, N. Y., with 
his wife and four children. The tasteful 
colonial furniture in his home and office 
reflects a disposition for the past, but 
Bern Kanner's thoughts at B&B are all 
on the future. 

SY DEVORE Who are television's best-dressed men? One 
authority is Sy Devore (shown at a Jackie Gleason fitting), a 
natty, compact man who is to actors' clothes what Max Asnas of 
New York's Stage Delicatessen is to the corned-beef sandwich. 
Pick any well-known male star on a TV show with a contem- 
porary setting and the odds are that he got his duds from Devore. 

Here's how Devore handicaps some of TV's fashion plates: Dean 
Martin-"shows to great advantage"; Jerry Lewis-"very well- 
attired man"; Bob Hope-"always well dressed"; Danny Kaye- 
"always looks good in a very conservative way." Hollywood has 
been Devore's home for 22 years, but he grew up in back of his 
father's Brooklyn clothing store, majored in textiles at New York 
University, then studied banking and worked on Wall Street. 
The stock-market crash forced him into the clothing business. 
Ho opened a store, Leeds Clothing, on Broadway, next door to 
Lee w's State theater and a few steps from the Palace. Soon he 
was selling to everybody that was somebody in show business. In 
August 1944, he traded Broadway for Sunset and Vine. On his first 
day he sold 93 suits out of the 110 he had in stock. Today, besides 
the mother lode in Hollywood, the Devore shingle hangs above 
stores In Palm Springs, Las Vegas, the San Fernando Valley and 
Lake Tahoe, all a credit card away from any star's needs. 
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This theology student learned 
about ghetto housing, 

crime rates, 
racial prejudice, 
unemployment, 

school dropouts 
and riots. 

So did Grand Rapids. 

This is Alex Barton, theology student, producing a documentary. And behind it is a 

unique internship program designed to give selected churchmen a working experience 
in radio and TV. 

Selected by the National Council of Churches, McCormick Theological Seminary stu- 
dent Barton came to the WOOD stations, Grand Rapids. His twelve weeks were under- 
written by Time-Life Broadcast and the NAB. 

Out of his learning came two documentaries, one for radio and one for television: 
They demonstrated to audiences in western Michigan that the Negro's problems are by 
no means limited to the South or the big cities. And the communities are acting. 

Journalism like this is our specialty, and our responsibility as a group broadcaster. 

TIME 

BROADCAST 

KERO-TV Bakersfield 
KLZ-TV-AM/ FM Denver 
WOOD- TV -AM /FM Grand Rapids 
WFBM-TV-AM / FM Indianapolis 
KOGO-TV-AM/ FM San Diego 
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Color sells. We're selling 
color. We say you're 
missing a major competitive 
weapon if you're shooting 
your commercials in 
black-and-white. Virtually 
all prime-time programming 
is now in color, reaching 
an audience of millions, 
scoring millions of extra- 
impact impressions. 
Shouldn't those impressions 
be made for your product? 

For excellence in color, 
your producer and film 
laboratory rely on 
Eastman Kodak experience, 
always and immediately 
available through the 
Eastman representative. 
EASTMAN KODAK COMPANY 
New York: 200 Park Avenue 

212-MU 7-7080 

Chicago: 130 East Randolph Drive 
312-236.7234 

Hollywood: 6677 Santa Monica Boulevard 
213. 464-6131 
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Excerpt from a memorable speech - 
delivered at the National Association of Broadcasters convention by E. William Henry, Chairman 

of the Federal Communications Commission, Chicago, March 29, 1966: 

"Consider, first, the troublesome question of artistic integrity and good taste.... Too often, I suggest, 

routed by shadows, you break and run before a shot is fired in anger. Too often you surrender to pop-gun 

complaints as if they were the crack of doom. Too often the record here shows not only a lack of courage, 

but a lack of common sense.... 

"Let me give you but one illustrative example. I recently watched an evening television movie called 

'ROOM AT THE TOP,' a film that won many awards and received much praise.... Those of you who saw 

it may remember that at one point...the dialogue went something like this: 

Father: 

Young Man: 

Father: 

And by the way, young man, I know your relationship with that 
other woman, and I'm telling you straight: Get rid of that 
(Bloop-Blip)! 

Don't ever use the word (Bloop-Blip) when you speak of her! 

When I have a word that fits, I believe in using it. 

"And there sits the poor audience, wondering what in the name of all that's artistically honest the bloody 
word is! This bloop-blip technique may be fine for selling razor blades, but is scarcely appropriate in 

an adult film on a controversial theme. 

"Needless to say, I am not advocating a policy of 'anything goes.' But the alternatives to that extreme 
do not stop at treating the adult American public as if it were dominated by the Ladies Auxiliary of River 
City... who complained bitterly that the town library had books by Chaucer, Rabelais and Balzac.... 

"No one would suggest that your lives will be less complicated if you stop playing it quite as safe as you 
have in the past. Any new departure in this contentious area will raise eyebrows and embroil you in con- 
troversy. But more courage here will make your jobs more satisfying - and American broadcasting will 
be the better for it." 

ROOM AT THE TOP is one of several hundred quality films for quality television programming 
from the library of Walter Reade-Sterling, Inc. 

241 East 34th Street 

New York City 

II 
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Vietnam is a cruel war that television's 
newsmen endure on the scene, and it is an 
endlessly preplexing issue that bedevils 
television's editors back home. It is 
the first war to be covered day by day 
by television and may become the first 
to be broadcast live to the American home. 
Television coverage has been damned, 
feared and praised - but it is escalacting 
with the war and the U.S. commitment. 
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VIETNAM: 
TEL EVISION'S 
CRUELEST 
TEST 
BY ALBERT R. KROEGER 

M\RINE Colonel Michael R. Yunck lay on an operating 
table in a hot Vietnam hospital tent. As a surgical 

team hovered about him - and an NBC camera recorded 
the agony - Yunck talked, pain, despair, yet quiet courage 
in his voice: 

"I've got a lot of pain in that left ankle. I think it's a good 
sign. It's that sharp pain that you get when you've got 
nerves, you know. It's that sharp nerve pain . . . burning, 
burning." 

A doctor spoke: "We'll do all we can to save that leg." 
"I know, I know there's not much left because I was car- 

rying that damn thing in my hands all the way back. I was 
afraid the whole thing was going to come off. I said, 'Hell, 
they can't he right around in' here.' So I didn't call bombs 
and nap; 1111 on those people. But that's where they were. 
Urn 111.11 I 11;11 's where they were. Goddamnit, I hate 
1,, put nApe on these women and children. I just didn't 
do it. I just said, hey an't he there.' 

"Well, we held ihe plmes we held the six wings up ... 
we held ilium up there. We ligolcd we'd (all them if we 
needed then, . . I swooped doiia1 100 or 200 (eel over this 

ihk hamlet At e.t. I thont_,ht I saw some people in 
the hole, atid 1 jo,:i hung won. I !here loo :111(1 I was 
too low 

It wasn't pleasai,i (r,11rh, or hear, (:mied iii 
color last. I r e ( I ' ; I 1 l e I I siollry 

Colonel Yruul, , \hit ine, had heel] directing ail 
support from h, 11,,,piel lo, I,( IHO 61114 in on 

611,1, ' ir1 the LI ))1:ti1'4 valley, Hit of last 

December's Operation Harvest Moon. He had spared the 
village when it appeared the Vietcong were using women 
and children as a shield. Then he was hit by machine-gun 
fire from the village. His humanity cost him his left leg. 

Much of the war in Vietnam, as television covers it, was 
revealed in the three4iinute film clip on Colonel Yunck. 
The circumstance of the filming was unusual: It was shot 
with the permission of the Marine Corps and of Yunck, 
who personally wanted it shown to students of the Univer- 
sity of California at Berkeley who were protesting against 
U.S. brutality and involvement in the Vietnamese war. 

On NBC's part, there was the decision to run the film. 
It was strong stuff, especially in color, and in its original 
form it covered the entire 25-minute operation. "There was 
no question on running it," says Robert Northshield, execu- 
tive producer of Huntley-Brinkley. "The only decision was 
how much could we stand. What Yunck had to say was 
important." 

But still, many viewers of the Yunck footage missed the 
point. NBC had angry letters complaining of the colonel's 
use of the word "Goddamnit." Says a heated Northshield: 
"We edited carefully, took out a four-letter word, left in 
'Goddaninit.' It was said in a Christian way. Jesus Christ 
could have said it. Yet we get the Bible-belt mentality. They 
ignored the bigger fact --'a fine man had .his leg shot Off." 

hot hers Northshield as it bothers all the news pro- 
grnmers. "You keep getting cut up by the lack of sophis- 
tication of your audience," says the NBC News executive. 
But as a realist he adds: "There are 20-million people out 
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Marine Colonel Michael Yunck (above) 
lost his leg in Vietnam. An NBC camera 
and sound report gave the tragic 
account. It wasn't for the squeamish. 

No one piece of TV footage has caused as 
much controversy as CBS correspondent 
Morley Safer's coverage of Marines 
burning a "hostile" village. Safer re- 
ported that only civilians suffered. 
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The impact of Vietnam has been felt strongly in Washington. 
Senate Foreign Relations Committee hearings on Vietnam, 
covered by TV last February, brought out the hawks and the 
doves. Leading dove (above): Senator William Fullbright. 

there watching us, and they are not all thinking alike." 
That is part of the Vietnam coverage problem, too. 

Television's coverage of the war in Vietnam is a problem, 
as is almost everything concerning that twisted conflict. 
Vietnam has been called an unpopular war. In reporting 
it, TV has on occasion brought down the wrath of official 
Washington - the White House, the Pentagon, assorted 
bureaus. 

The Marine Corps was happy with the Colonel Yunck 
story. It had a deserved hero, a brave man for millions of 
Americans to see at a tragic, yet momentous, point in his 
life. Yet the same Marine Corps was furious last August 
when CBS-TV ran correspondent Morley Safer's report 
showing Marines using cigarette lighters to burn down 
Cam Ne, a village, according to Safer, filled with "old men 
and women," absent of Vietcong. Military spokesmen 
claimed it was a "fortified" village and the Marines came 
under fire from it. Safer denied this, and tempers, almost 

0 months later, have still not cooled. 

VARIANCE OF VIEWS 

What the carnet.1 sees or what the correspondent reports 
does not always jibe with the "olli( ia I" version of a battle or 
a denimistration. And then the heat is on, the pressure starts, 
and the charge is distort ion of "ihe Facts." 

Arthur Sylvester, the assistant secretary of defense for 
plibli( affairs who was very Intuit involved in criticism of 
die Lalei incident, recenily said: "TV is doing a first-rate 
jou, md I hive rcspc( 1 lot ('1 try TV man in Vietnam 
today, but it does pose problems." The big problem as 
stated by Sylvester: 

"Thin! Itar l to TV pi( 1111.CS in which you saw a camera- 
Iflan in Ilic he pi( hoc very snlall part 
of ihr ;1( ion. What you Hold you saw is not complete. 
What happened to the Iighi and 1(.11 and in troll( and back 
of the ( aineiancin: (.oneianian is die editor he 
tAn.., iii ..,etond, 11iis is one (4 TV's ioniundons assets and 
one of ids trout( ndons pothlems," 

(-)ylve.aei out " I Ise p1( Hoe has Lhc impel of the 
whole story, and it is 11,,I Ihc wri(dc After a 7 p.m. 

am, the Llepat 1)elense and congressmen 
ate flooded with calls 11()10 VICVVIS who got the 'wrong hn- 

pression from TV - that we are losing the war or winning. 
We are trying to keep up with the whole story. The viewer 
does not get the whole story." 

The question could be asked whether any medium cover- 
ing Vietnam gives the whole story. Most likely not, but the 
fact remains that television is so powerful, its pictures so 
memorable, that it gets singled out for special scrutiny in 
its handling of the sensitive, intricate commitment that 
Vietnam has turned into. 

It is not a question of direct censorship. The networks all 
agree that they have been given a free hand in Vietnam. 
They cover what they want to cover as long as it does not 
breach battlefield security or invade privacy - showing iden- 
tifiable American dead or wounded before their next of kin 
have been notified, for instance. 

"We are accused," says NBC's Northshield, "of sometimes 
editing our film for dramatic effect. Well, you don't get this 
job [in TV] by being a tasteless brute. We do not get direct 
pressure from Washington when someone is dissatisfied with 
our coverage. There are no threats, and it isn't even pres- 
sure exactly. You feel the contention between us. You see 
the needling columns in Washington newspapers, the maga- 
zine story, the way the government hands, many of them 
your friends, gang up on you at social gatherings." 

Northshield can understand it, but he won't buy it. "The 
cream of American youth is getting killed in Vietnam," 
he says. "And the adminstration, the Pentagon, are feeling 
it. They're afraid that the American public will change its 
mind about our Vietnam commitment. 

"When we are accused of lack of patriotism, it's not so. 
We are American citizens talking to the American people, 
and I personally am in support of our Vietnam efforts. But 
the government has a vested interest - we don't." 

MATTER OF LANGUAGE 

A story is a story as far as Northshield is concerned, and 
if there is dramatic footage available, he uses it. Care, per- 
haps at times in the extreme, is also present. According to 
NBC policy, it is not "our planes bombed North Vietnam 
today." It is "U.S. planes . . ." Explains Northshield: "They 
are not our planes - NBC planes, presumably fired at by 
CBS antiaircraft guns. If we used 'our' we would be a gov- 
ernment propaganda arm." 

It is touchy. And some things call for follow-up. The 
night after NBC ran the Colonel Yunck operation it had 
a filmed interview with Yunck, who had arrived at Travis 
Air Force Base hospital in California. The question left 
with viewers, "how did the marine come out of it?" was 
answered, as it needed to be. But on the bigger question 
of Vietnam, why are we there, what's happening, coverage 
is much more complex. 

Says NBC correspondent Garrick Utley, who opened 
NBC's bureau in Saigon in July 1964 and stayed on 17 
months covering the war: "People expect TV, and radio, 
to supply the answers on Vietnam. We cannot. We can only 
illustrate. We can show riots and isolated actions, burned 
schools, aid programs - only parts of the picture. And we'll 
always have this problem." 

Ake-minded on the subject is ABC newsman Peter Jen- 
nings, who with Arthur Sylvester, Utley and others, took 
part in a New York chapter of the National Academy of 
'Television Arts and Sciences forum on the "Television War 
Correspondent" last I\ larch. kennings noted that television 
war coverage is not "inlallible," and sometimes not even 
good. "It's tine," said Jennings, "the cattleman often misses 
what's on the 1(41 or the right and that in Our competitive 
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television situation we sometimes get a story out before it 
has solidified. We are not the be-all media. When I give 

a 15-minute program, I hope the viewer then will go and 
read his newspaper. We cover only a microscopic part of 

the story. We are at the mercy of transportation. We never 
know where the enemy is." 

Jennings, who has had two tours in Vietnam, also calls 

TV "a superficial medium," one that touches "the top of 
the story." It's difficult, he says, "to stand in front of a 

camera and say exactly what developments are. It's difficult 
for TV to cover the whole war, but we can try to convince 
[viewers] that there is much bad about war." 

There are some who think, contrary to Sylvester and 
Jennings, that TV can pile up small truths and let them 
stand as representative of the whole. Says Don Farmer, an 
ABC correspondent who has spent months covering the 
Santo Domingo trouble spot: "A film clip, a small instance, 
a microcosm, contains much truth. The story of a squad 
on patrol tells much truth." 

Perhaps it does, but Sylvester and others in the military 
and the government have asked that TV keep things "in 
balance," do more coverage of the so-called "civic action" 
programs underway in Vietnam - civilian resettlement and 
retraining programs, education and aid drives. And if TV 
must concentrate on coverino. the 

2 0 fighting, generals ask 
that it get out of the squad level and go back to division for 
a more complete, more meaningful picture. 

There is something to he said for each viewpoint, of 
course. And television, faulty or fastidious, is generally get- 
ting high grades for its Vietnam coverage. 

Vietnam is television's first war. World War II ended 
before TV was ushered in. Korea, in 1950-51, played to 
only about 10 -million TV homes. Vietnam today can be 
brought up on some 67 million screens. No distant war 
has been brought so close to so many and in such detail. 
To citizens of the U. S., the obliteration of entire German 
cities in the strategic bombing of the Second World War 
were only cold newspaper headlines and radio bulletins. 
Now the burning of a hamlet of 150 people is observable 
in almost any living room 36 hours after it takes place. 

DANGER ON THE SCENE 

It Vietnam has had its impact on the nation, it has also 
had its impact on television and on some of the people work- 
ing in the medium. Correspondents and camera crews cov- 
ering the war have known fear and frustration. Several 
have been wounded. A top network news executive, ABC's 
TV news director Jesse Zousmer (see story, page 42), toured 
Vietnam last February to see things for himself and to plan 
future coverage possibilities. He died in a plane crash on 
the way home. 

Fred Friendly, former CBS News president, quit his job 
three months ago in a bitter wrangle with his superiors over 
their refusal to give live coverage of a Senate Foreign Affairs 
Committee hearing on Vietnam. Correspondent Morley 
Safer reportedly had threats made against his well-being 
after his difference of opinion on the burning of Cam Ne. 

Vietnam will probably cause more trouble for TV. It's 
that kind of a war, for everybody. Sizing up Vietnam and 
its coverage problems, NBC correspondent Merrill Mueller 
said recently: "In times of war whole truths must be blacked 
out in the interest of national security either through for- 
mal censorship on military operations or through the co- 
operative conscience of the war correspondents. In this 
twilight zone of neither peace nor war, a political code is 
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replacing the military censor. Thus both the government 
and journalism are at odds over what is right and what is 
wrong. The public is the chief sufferer if for no other reason 
than confusion." 

There is no confusion on the point of TV's obligation 
to cover Vietnam and related news. As the war has escalated 
so has television coverage. The network news departments 
each maintain 20 to 30 men in Vietnam, about half of 
them Americans, correspondents, camera crews. There are 
Vietnamese assistants (many of them cameramen) plus a 
large colony of freelance camera hands of mixed nationality 
(almost a foreign legion) to draw on. 

Such outfits as Alaska Pictures, Alpha Films, California- 
New York Productions, Fox-Movietone, MGM and UPI TV 
Newsfilm sell their newsfilm, often to U.S. TV stations. 
Individual TV stations and group-broadcast organizations. 
have been running their own correspondents and camera 
teams in and out of Vietnam for over a year. Time-Life 
Broadcast, for instance, has scheduled Vietnam assignments 
for teams from all five of its stations. KGMB-TV Honolulu 
and Westinghouse Broadcasting have maintained men in 
Saigon. KMTV (TV) Omaha newsman John Hlavacek has 
been a frequent Viet visitor. 

In the past six months some 350 newsmen from all media 
have been accredited to Vietnam, about 120 of them from 
U.S. TV. The networks are getting in Viet footage on a 

To page 38 

Part of TV's Vietnam coverage is this - 
anti-war demonstrators being 
hauled of from such domestic hot spots 
as California's Berkeley campus. 
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Multiproduct Spots: 
Why They're Swarming Over 
Television Screens in 
Ever-Increasing Numbers 

THE 
PIGGIES 
ON TV'S 
BACK 
Itti RALPH TYLER 

THE piggyback commercial, a vehicle that gives the ad- 
vertiser two or more rides for the price of one, has won 

begrudged acceptance as a standard advertising form in 
television. The advertising gods must love the piggybacks; 
they make so many of them. Two by two, or sometimes 
three by three, the piggies march across the television screen 
in numbers increasing by the season. 

The broadcasters and advertisers who at first were Out- 
raged by the piggyback technique have all but given up 
their efforts to resist it. Only a few mutters still are heard, 
mostly from station sales representatives who think that 
national spot business would be bigger if the networks 
refused to let advertisers break their minute announcements 
into pieces to accommodate messages for different products. 
The same reps and the stations they serve are as eager, 
however, to take piggybacks in spot placements as to criticize 
the networks when they put piggies on their schedules. The 
piggies have rooted their way into the central structure of 
the business. 

The Television Bureau of Advertising, according to 
Harvey Spiegel, its research director, is keeping a close 
check now on the growth of piggybacks. The bureau reg- 
ularly gets the Broadcast Advertisers Reports figures on 
commercials monitored during one week in 75 markets. 
These are listed by type. (piggyback or clean) and by length. 
TVB is then attempting to discover whether the currently 
heavy users of piggybacks have cut back on their spot expen- 
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diture or changed their network or spot buying habits in 
any other significant way. 

In January of this year, the BAR figures reveal, piggy- 
back minutes were up 98.2% over the previous January, 
while clean minutes held almost even at an 0.8% increase. 
In February, the piggygbacks were 86% above the same 
month in 1965, while the number of single announcement 
minutes declined 5%. Something indeed is happening. 

TVB has no official stand for or against piggybacks. As 
Norman E. Cash, president, says: "We take the medium 
as the medium designs itself and sell it. Insofar as piggy- 
backs bring in new products, they're a help. But insofar as 

they proliferate the commercials to a point that weakens the 
advertising copy, they are dangerous." 

Piggyback is an American corruption of the word "picka- 
back," which means on the back or shoulders. It's perhaps 
unfortunate for the partisans of piggybacks that this cor- 
ruption occurred, since it brings to mind images of hogs 
rooting greedily in troughs. It was economic considerations 
that brought the piggyback to full flower at the beginning 
of this decade. 

DEFENSE AGAINST HIGH COSTS 

Pete Burns, management supervisor at Compton Adver- 
tising, who headed the Alberto-Culver account when that 
advertiser was riding piggyback to market glory, says: "The 
piggyback was triggered by the continually spiraling cost 
of television. Advertisers were searching for ways to use 
the medium, ways they could afford." Although the piggy- 
back had been around for awhile (the Schwerin Research 
Corp. tested its first multiproduct combination as early as 

1956) , Alberto-Culver was the first advertiser to stake so 
much on the ability of two 30-second commercials back-to- 
back to deliver more for the money than the same minute 
devoted to one product. The bargain results from the fact 
that the 30-second commercial can be two-thirds as effective 
as the whole minute while costing only half as much. 
Frequency is often what an advertiser is after, and with a 
piggyback frequency can be doubled while impact is re- 
duced only marginally. 

In the fall of 1961, Alberto-Culver went on the air with 
the first of its piggybacks, a commercial that combined VO- 
5 hairdressing and VO-5 hairspray. Soon every advertising 
penny was going into 60-second commercials, never 20's, and 
most of those minutes were split 30-30. The piggybacks 
appeared on both spot and network, and the occasional 
single-product minute commercial was used where network 
strictures made piggybacking impossible Or, when the prod- 
uct was just being introduced and needed more than 30 
seconds to tell its story. Burns says most new brands were 
launched with 60-second copy for a 13-week introductory 
period, and then went into 30's when they had been estab- 
lished and needed frequency or reminder copy. 

There were also occasions when execution of a copy 
strategy needed more elbow room than a piggyback allows. 
Burns says Alberto-Culver had great success with a "mirror" 
commercial for its hairspray (A-C's brand would leave the 
mirror crystal clear while the rival brand would fog it) . 

"It took us a long time to reduce that concept to a 30. 
Until we got it where we wanted it, we stayed with 60's." 

Burns says that he personally was against the piggybacks 
initially, fearing they would prove too diffuse to carry a 
strong sales message. Alberto-Culver's success with them 
made him a believer. Of course, the company conducted 
considerable tests before devoting most of its advertising 
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budget to piggybacks. It was found, for example, that the 
order of the two 30-second commercials could make a dif- 
ference in the impact of both of them. "The strength of the 
opening segment," Burns says, "materially affects the out- 
come, since the housewife tunes out if she's bored." Despite 
this finding, however, advertisers tend to rotate the number- 
one position rather mechanically to give each product a 
fair shake at the initial spot. Alberto-Culver also tested 
multiple-product commercials of up to five products in one 
minute. "This didn't work," Burns says. "It left you with 
nothing." In fact, he feels that even three commercials to a 
minute are one too many. 

Alberto-Culver ran into threatened revolts from stations 
and station groups over the piggyback issue. Some refused 
'them entirely. "They all came back," Burns says. "This is 

a competitive business and Alberto-Culver was a million- 
dollar-a-month spot advertiser. And now more and more 
advertisers realize the efficiency of piggybacks. There's noth- 
ing immoral about it, nothing unethical. It's just the adver- 
tiser trying to get more for his buck." 

He points out that there are advertisers today who refuse 
to be adjacent to a piggyback, but he feels that even this 
policy is shortsighted. "It can't hurt you to he adjacent," 
he says. "It only makes the need for creative ingenuity more 
critical." 

As piggybacks took off in the early sixties, the opposition 
to them also soared. By 1963 they had become something 
of a cause celebre. Opposition came both from those who 
viewed piggybacks as a cut-rate, bargain-basement approach 
that hurts business and from those who viewed piggybacks 
as part of the whole problem of clutter, which not only 
hurts business by weakening advertising impact but also 
annoys the anticlutter problem therefore can 
include, but goes beyond, strict business considerations into 
the more complex, statesmanlike realm of television in its 
relationship to the public. 

A MATTER OF DEFINITION 

The industry had statesmen at hand in the leaders of 
the Television Code Review Board of the National Asso- 
ciation of Broadcasters. The board had moved early into 
the sticky question of "good taste" in commercials and then 
into the problem of the substantiation of advertiser's claims. 
Stockton Helffrich, manager of the New York code office, 
says the code views its role as "protecting the viewer from 
being duped, which in the long run will protect the reason- 
able self-interest of the broadcaster." 

Along came the hue and cry over piggybacks. The board 
took an oblique approach to the problem by defining multi- 
ple-product announcements as either piggybacks or in- 
tegrated. If they were piggybacks, they would be considered 
as two separate announcements, but an integrated com- 
mercial would pass as one. The count was important in 
view of another code rule against running more than three 
commercials in a row. 

The new code wording on multiple-product announce- 
ments went into effect Sept. 1, 1964. It established the follow- 
ing criteria for an integrated multiple-product commercial: 

" (a) The products or services are related in character, 
purpose or use; and (b) the products or services are so 
treated in audio and video throughout the announcement 
as to appear to the viewer as a single announcement; and 
(c) the announcement is so constructed that it cannot be 
divided into two are more separate announcements." 

The only multiple-product announcements exempted 
To page 52 
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"If all the pictures and deals that get talked 
up are actually made, you'll find about 12,000 
films being turned out next year" 

BY BRUCE EDWARDS 

kJNCE upon a time, not too long ago, in the fat, happy 
land of Teevee, there was a deep and bountiful well. 

From this well the rulers would draw the clear, tasty movie- 
wasser that flowed throughout the land. Because the source 
of the moviewasser was a spring in the village of Holly- 
wood, far to the West, the elders of that village charged 
a tax for all the moviewasser used in Teevee. 

But the Teevee rulers didn't mind, since their people 
liked the moviewasser very, very much. And so everyone 
was happy. 

The years went by until the three richest rulers, who 
had their own wells, began to dip into the moviewasser well 
too. The three rich rulers (who lived next door to one 
another in stone and glass castles) were greedy, and they 
began to use more anu more wasser from the moviewasser 
weir. 

Then one day someone noticed that the bucket went 
lower and lower betore it brought' up moviewasser. The 
well was running dry! With dark thoughts of the future 
the three rich rulers and many of their lesser kind began 
to dig new wells, but no one knew whether these wells 
would yield the precious moviewasser. Meanwhile, the old 
well got drier and drier, and the taxes got higher and 
higher, and, with no end in sight, the dark spectre of 
drought hung over the land. 

The moral in this little fable is simple: Don't wait. 'til 
the water runs out to start digging a new well. It is a 
message that increasing numbers of television programers 
are beginning to heed. 

HIGHER PRICES AHEAD 

It is no secret that existing movie product not yet sold 
to television networks or stations is running out. And prices 
for what's left are climbing to levels undreamed of only 
a few years ago. Witness the $2 million paid by ABC for 
two runs of one picture-"Bridge On The River Kwai." 
Although this is the highest price tag yet put on any film 
for television exposure, no one expects it to stand forever 
as a record. The average money paid for network theatrical 
films for the 1966-67 season was $380,000. Networks now 
are paying up to $500,000 each for pictures to be shown 
later on. 

The consumption of movie product by television is for- 
midable, and it hasn't reached its peak. Currently, network 
first-run movies account for eight hours of prime time, and 
the coming season will add two more hours to this number. 
At the rate of five movies each week, even figuring in re- 
peats, the networks will be using from 130 to 150 first run 
films during 1966-67 on a two-run-per-film basis. Compar- 
ing just this figure (only part of television's movie con- 
sumption) with the 18 or so films that Hollywood produces 
each ,year, TV film buyers are going to be running faster 
and faster just to stay in the same place. Add to these figures 
the films used by local stations, and the situation becomes 
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I. "Bridge on the River Kwai," which brought $2 million 
on the auction block, typifies the soaring prices 
for the diminishing number of features. 
2 and 3. Robert Culp and Brenda Scott in "The Hanged Man" 
(left) and George Kennedy in "See How They Run," two 
pioneering co-productions by NBC and Universal. 

4. "Scalplock," co-produced by ABC and Columbia, 
yielded The Iron Horse series for the coming season. 
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12 
TH IN A SERIES 
ABOUT THE 
CREATION OF 
TV COMMERCIALS 

1. One of McCann-Erickson's 
sight-gag series of coffee 

commercials opens up with a group 
of junior swingers at a beach party. 

.2. One of the in crowd is undeniably 
out, looking more than just 

a little bored by it all. 

3. A boisterous quartet of juvenile 
heavies decides to shake sand 

(and sleeping beauty) 
out of the blanket. 

4. It's enough to make a girl soar. 

5. Ah, how quickly men forget, 
especially when someone 

shouts "Coffee!" 

6. Lest the sensitive viewers be left to 
assume that the young lady has met 

her fate in the Van Allen Belt, the 
last frames show her sipping 

coffee, forgetful of the pain 
in her landing gear. 

R-111 
1.1()111 III(' start lin' scene is lenSC. 

On nit hand, :r s.ihni hat, 
1)(1,11 jacket., fig ga Itt I tilt 1)11',.`,(.11 t() his 
shoulder. ()II Iht (,111(1 I1,111(1, d huge 
hull elephant: e,o,. vi(le, trunk 
rakerl, massive ttilite tusks 11.1,,Iling in 
111(' '0111. .\I;1(1. 11'01 Id, 1,1,,l);111y, 
hot f or hr mfmilil Ille 11111100. lNil.11 
a 1,1(,1,(11111ing 'wipe! ihe 1,1111 (barges, 
dust hur,ting nil unde) his huge 

Id( Illy wake (,1 a 1,1'd "0 

1111111,1 his 1,i( 1!11111 The 
(1(,11,1111 (IWV11 CYl r 1(.,.1. (:1111 

(hi'll 104 111, 11(mi I /1,11 1014 Aluthels 
(i)111( Ili Ilt,rn 110 1,11(1011. I' hi.it 
it 10 Olt, I II 111 ,,1c1 11 \ I .1c1.( .1 

j;111)111,, ,k Iril 111,111 In II 

111111,/1 OVe't .1.1 ',lid( if .1 1,,it r I IllgS 
(J111: ''(:///iCt''" l Iii Iii 111101') hir;ik 
grin, lOwcr IIi, 1111( td1 
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TWO McCANN-ERICKSON COMMERCIALS THAT 

left. The elephant (one assumes) , his 
death wish ungratified, wanders off in a 

huff, uprooting trees and stepping on 
ant hills. 

Absurd? Yes. And first to admit it are 
members of the creative team at Mc- 
Cann-Erickson who put the commercial 
together to sell coffee. 'That's just the 
way they want it and the two other ex- 
amples illusnated above. Light, punchy, 
way 0111. 1 huh specific task is to sell 
ollee to ;I «11.1111 sgillent of the popu- 

lation 111;11. Hum)* it grows larger every 
year, drinks loss and less of the world's 
most inpuhr beverage-young people 
bow 17 to '25. 

1 he client, the International Coffee 
otp,ani/ation, nnrsenting Major coffee 
wnwuts 111 IIt world, handed McCann- 

kson 41 tough 11111 fewer and fewer 

2 

4 

teen-agers and young marrieds every year 
think of coffee when they think of some- 
thing to drink-and asked the agency to 
crack it. Before you could say "Coffee, 
tea or milk?" agency research teams de- 
scended upon teen-agers all over the 
country. What they brought back was 
significant enough to form the nucleus 
of a campaign. 

Young people, they discovered, were 
quick to recognize that coffee is extteitle- 
ly popular, but they thought of n :is An 
older, traditional drink tcpreSenling IhC 
C011 tenipla tiVC, somewhat sedentary life 
of more mature adults. According to 
Don Smith, senior inanagcnient °Huff 
for the agency: "(;ollee had a nontun- 
ternporary image." In other words, cof- 
fee was hardly what 111 young crowd 
considered part of ow action. In conver- 
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HELP PUT COFFEE WHERE ALL THE ACTION IS 

cations with teen-age groups, researchers 
made another salient observation. To- 
day's young consumers, smart and more 
than a little skeptical, don't like being 
put on. 

Armed with these facts, Bernie Lubar, 
vice president and associate creative di- 
rector; Fred Charrow, executive pro- 
ducer, and Bob plane, copywriter and 
producer, set about looking for a peg 
to hang their commercial on. Action was 
the key, but care had to be taken because 
nobody frugs and jerks much with a cup 
of coffee in his or her hot little hand. 
The problem was to associate coffee with 
action without putting it right in the 
action. The contemporary image had to 
be caught without contradicting what 
young people already knew about coffee's 
implicit association with the art of mod- 

2 

4 

ern-day relaxation. 
The answer, when it turned up, was a 

composite of two things that have been 
around for a long time-the sight gag 
and the coffee break. That way the ac- 
tion could be as frantic and kooky as 
all get out (witness the gags above) yet 
coffee could be made to fit in naturally 
as a gratifying breather with overtones 
of romance (a little dividend the kiddies 
don't frown upon) . 

One of the nicest aspects of the new 
campaign, from a copywriter's point of 
view, is that it lends itself to almost un- 
limited possibilities. There are pitfalls in 
this field of Elysium, however, and once 
again research went out and uncovered 
them. Not all the ideas McCann has 
come up with play. For example, a scene 
showing a football player going for cof- 

1. Another in the series begins with 
thoroughbreds lining up and 
breaking out of a starting gate, the 
soundtrack contributing to the 
excitement with crowd roars. 

2. Going into the first turn it is as it 
should be except that my horse is 
thinking of a career with the Bolshoi. 

3. Wouldn't you know that just 
when he's catching up some 
killjoy would yell "Coffee!" 

4. The next scene shows suddenly 
riderless horses on a half-hearted 
romp. (During the actual shooting 
jockeys had to start the horses 
running and then jump off.) 

5. Proving that jockeys are a little 
crazy, these guys would rather run 
for co f fee than ride for money. 

6. After the jockeys are shown on 
their coffee break, the commercial 
ends with the standard campaign 
tag, a coffee-cuppish Q, symbolizing 
"The Quality Cup." 

fee in the middle of a crucial play was 
thumbed down by teen-age test groups 
(letting the team down and all that) . 

Another, showing a bridegroom walking 
out on his wedding just before the "I do," 
drew frowns from sanctity-minded teens, 
while the same scene got enthusiastic ap- 
proval from young marrieds. 

All the commercials in the campaign 
are color, in 20- and 60-second versions. 
They are being spotted heavily in prime 
time throughout the top 14 U.S. markets 
and in an area reaching 35% of Canada's 
TV audience. The agency is going to 
make its first soundings of audience re- 
action sometime in June. If all goes well 
that's just when you'll start finding the 
beach in front of your summer house lit- 
tered with coffee cups left by all those 
caffein -crazed kids. r 1-D 
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Nearly 20 years ago-before television 
amounted to much-a distinguished com- 
mission financed mostly by Time Inc. 
and headed by Robert M. Hutchins, then 
chancellor of the University of Chicago, 
made a study of the mass media and de- 
cided they needed help. It proposed the 
creation of a permanent commission to 
evaluate the media and bring whatever 
influence it could summon to improve the 
quality of the mass instruments of infor- 
mation. 

The proposal is revived again by Harry 

BY HARRY S. ASHMORE 

S. Ashmore who says it is more urgent 
now than it was originally. 

Ashmore is a Pulitzer-Prize winning 
editor (Arkansas Gazette, Charlotte, 
N.C., News) who is now chairman of the 
executive committee of the Fund for the 
Republic which supports the Center for 
the Study of Democratic Institutions in 
Santa Barbara, Calif. Hutchins is presi- 
dent of the center-which has begun 
seriously looking for funds with which to 
set up the kind of commission Ashmore 
describes. 

T 

WHAT TV NEEDS: AN 

HE critic of the mass media suffers a peculiar occu- 
pational hazard that usually leaves him sounding as 

though he were speaking in an echo chamber. His audience 
knows in advance what he is going to say, and he knows 
how his audience is going to respond: Most of those on the 
business side of communications will dismiss him as un- 
informed, or a malcontent, or both; the creative workers 
will generally agree that he is probably right but doesn't 
provide any practical answers; and the bemused public at 
large will pay no attention at all. 

It is not easy to take a detached view of the communi- 
cations system, and to consider its several parts. We have 
become enveloped in something like a seamless web of sight, 
sound, and print, and the media have trouble locating their 
own places in the endless expanse of words and images. 

The physical manifestations of the technological revolu- 
tion have been accompanied by even more significant psy- 
chological tramilAs. So long as newspapers remained the 
dominant mass IIo dium, their proprietors held automatic 
place in the lop 11(1(4 the power structure, and their exclu- 
sive ability- to e.lic and 'withhold celebrity conferred an 
eminence that torched even ielaiiscly lowly editorial work- 
ers. In less than a generation, these proud men have found 

heinselS es shoved into se( ond place by an electronic up- 
sLart 01 ;n1 Itnholy union of I lollywood and Madison 
1\enne. 

Already the »ew dispensinion 'Lis made it possible and 
l,erh.lV even ne«-ssaiy lor newspapers to do 0 good many 
Win* Olen (mildn'i do. 

,,cli',;111(iwil!!sill, long a« (tied as 1 ne1 essm-y evil by 

111051 0,«01( Cd1101'S, has ii1'0 0H,111 !2p1i1 by III(' bom-ds. 
.SlyII IcIll:11111wA Ir10,.-01(,) ies of bmil! w bowie! 
he;Irllillr- Mid .,111,11 l ale( I (.11itoi I,II line Hu. ;A`ere 

1,01.h 

hod; (://////w, Tiibio/r, and In ,S(/// /I'm/Toro 
ow,pi, .111,11 hionisms in the (Avulse oI 

isiporaplly mid responsible, if incom 
phi( that 110111 coast to r oast. "I (mild 

ol And clip Ill the 1;,,ii,,(1,, 
mid (lit, wilco. they pl sAys kxecutis, 

\nil I,III 1.1,1( / oi/o/,///,. (k.y) (;Hmii *me. 
nal. I", Illi 10(1 ,1 filcl'01, do I, Rut I 

have to row ) II I II, (1;lyS 

when Ambrose Bierce could describe Hearst journalism, 
and most of the rest, as a form of verbal masturbation that 
matched sensation with lack of reality. 

The slowly dawning recognition that they have lost the 
first loyalty of the mass audience to the simple pleasures 
of television provides a new kind of freedom for publishers 
and editors who care to make use of it. If they have made 
their last king, they still have the rapier of informed crit- 
icism. It has always been true that lost 
than made in newspapering, and the gratified ego is still 
the ultimate reward. "If I wanted to make money I would 
go into the bond business," says Eugene C. Pulliam, ,who 
owns publishing monopolies in Indianapolis and Phoenix. 
"I've never been interested in the money we make but in 
the influence we have." Mr. Pulliam, as it happens, is an 
arch-conservative, but his premise also motivates Arthur 
Ochs Sulzberger of the moderate New York Times, Barry 
Bingham of the liberal Louisville newspapers, and other 
owners dotted along the political spectrum. 

It is difficult to fault the prescription of perhaps the most 
successful of contemporary publishers, the only one whO 
has had gumption enough to roll with the technological 
punch and use the new computerized gadgetry to pro - 
duce the country's first national newspaper, simultaneously 
printed in a dozen major cities: "The newspaper of the fu- 
ture must become the instrument of intellectual readership, 
an institution of intellectual development -a ,center of 
learning," Anyone who tends to discount such a statement 
because it comes front Bernard Kilgore, president of the 
Iran Sheet Imittitii, is tr,illicking in old stereotypes; the 
present-day ,/oirtii(// is one of the most literate an:l pene- 
11-ning published anywhere, and not long ago 
tattled the teeth of its special constituency by tinciwcting 
the commodily market's great, salad-oil scandal. 

It is perhaps inescapable to my computation that 1115 

hopeful sil4ns 1)01'11 of Ihc 1"1" been 
matched by the qualitative decline of the medium that now 
dominates the mass audience. 'Hie continuing loss of excel- 
len( c is agreed to by aliiii1st ;ill of those who ttte concerned 
with the quality of television programing, and is not seri- 
ously diSpnled cycll 1,y the industry spokesmen who measure 
progress in dollars. Lich television season ill recent years 
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OUTSIDE CONSCIENCE 
has ended with the critics denouncing the new low in the 
general level of programing while the trade journals an- 
nounced that the broadcasters' income and profits have 
reached a new high. I have no doubt that the proprietors 
of TV still prefer a good program to a bad one, all things 
being equal, and I know that some of them, at least, know 
the difference. But the things that count are anything but 
equal. The determining fact seems to be that an audience 
of multiple millions is necessary to market the commercials 
that pay the freight, and this requires-or at least can only 
be maintained by-a common denominator of bland me- 
diocrity. 

Not long ago a discouraged member of the Federal Com- 
munications Commission, Kenneth A. Cox, publicly de- 
scribed the current run of television programs as ranking 
"somewhere between undistinguished and calamitous." 
Lawrence Laurent in the Washington Post observed that 
Commissioner Cox probably wouldn't have been so kind 
had he spoken after the advent of Batman, the sensation 
of the 1965-66 mid-season. This ABC serialization based on 
an old comic-book character was launched with a publicity 
campaign which touted it as "camp' -a current vogue word 
borrowed from the homosexual, meaning in this case that 
the program is so bad by all normal standards it is somehow 
"good," or at least smart. Thus, Mr. Laurent wrote: "The 
poorest kind -of published trash becomes the basis for a 
worse television series. The excuse for propelling it into 
the public's airwaves is that it is a kind of grisly joke that 
a tiny in-group is playing on the people." 

"BATMAN" REPLACES VANISHED GLORY 

Batman provides a particularly revealing measure of tele- 
vision's low estate. The series' executive producer, Wil- 
liam Dozier, greets criticism by pointing to the ratings and 
noting: "It's entertaining a lot of people, and we're in the 
entertainment business." This is the same William Dozier 
who as a program executive at CBS had a guiding hand in 
such memorable series as Studio One, Playhouse 90, and 
You Are There. Of that vanished glory he says: "That kind 
of thing won't get on TV again, because the medium has 
become a merchandising business, and not enough people 
watched those dramas to move the volume of goods to be 
moved." 

As in the proverb that has it that every fat, man contains 
a thin man fighting to get out, there is still a great deal of 
high-grade creative talent floundering around in the de- 
natured corporate reaches of TV, and an occasional bril- 
liant program still reaches the air. But these break throughs 
grow fewer as the broadcasters improve their ability to 
extract profits from every moment of the broadcast day. 

The discovery of the financial possibilities of "cheap 
time" has now about closed out all the odd corners of 
the schedule where it cost little or nothing to drop in 
public-service or cultural programs to placate the minority 
audience. The old "Sunday afternoon ghetto," which once 
provided an often fascinating laboratory for experimental 

uses of the new medium, as in Omnibus, has become the 
ideal spot for highly profitable sportscasts, so much so that 
the baseball, football, and basketball seasons now overlap 
right around the calendar and the networks have taken to 
fabricating their own golf tournaments. The fiscal combi- 
nation required to unlock Hollywood vaults has been found, 
and vast stocks of fairly recent movies are now available 
to space out the commercials in the late evening and family- 
style weekend hours. 

BROADCASTERS DIVERSIFY 

All of this, added to the financial return from prime time, 
where the network rate for a commercial minute [can now 
run up to] more than $60,000, has begun to produce sur- 
plus income that can no longer be digested within the 
broadcasting industry. There is, indeed, no interest in inter- 
nal expansion, but a built-in resistance to it, since existing 
TV and radio frequencies cover the whole of the mass 
market, and the bountiful profits depend upon the broad- 
casters' ability to keep the present limited competition well 
under control. The result is that the big broadcasting corpo- 
rations have begun to take over other substantial segments 
of the entertainment industry. Professional football has be- 
come practically a creature of shaped to the 
special demands of the camera, and the resulting bull mar- 
ket for talent has pushed the going price for a star college 
linebacker up to $600,000; one network, CBS, has bought 
the New York Yankees baseball club outright; and NBC's 
parent, RCA, recently took over a major book publisher, 
Random House. 

The indispensable fountainhead of these riches is the 
limited number of broadcasting licenses granted by the 
FCC under an act of Congress requiring the licensees to 
operate in the "public interest, convenience, and necessity." 
This gives a public-utilities cast to broadcastinc, and regula- 
tion is never questioned so long as the FCC employs its 
powers to set engineering requirements, police technical 
performance, and make such determinations as that requir- 
ing the industry to standardize on one of several competing 
systems of color television. However, on the very rare occa- 
sions when the commission has moved into the area of pro- 
graming, it has run into cries of censorship, invocations of 
the First Amendment, and appeals to the democratic gods - 
to such an extent that the agency has had inordinate diffi- 
culty with relatively simple matters like obscenity and 
political fair practice. And, by some legerdemain of public 
relations, these free-speech arguments are carried over to 
thwart every effort to deal with such purely commercial 
matters as the frequency of advertising. 

Over the years, valiant individual commissioners from 
time to time have cited poor programing and demanded 
improvement, offered tangible reforms such as formtilas for 
the allocation of prime time to public service, and even 
suggested that maybe the government ought to share in the 
vast profits being derived from the "public air." In every 
significant test, however, the broadcasters' interest 'has pre- 
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On Sunday, April 17, NBC News introduced 
a new, weekly television series entitled "Viet- 
nam Weekly Review." 
Designed to reach beyond NBC News' effec- 
tive day-to-day coverage of the subject, this 
half-hour color program has been providing 
an overview and analysis of all major politi- 
cal, diplomatic and military developments in 
the Southeast Asia conflict. 
What are the attitudes of our nation's press 

toward the war? How is our Vietnam policy 
affecting our relations with other countries? 
Which way are the currents of opinion drift- 
ing in Washington? These are some of the 
questions which the series has been consider- 
ing on a regular basis-in addition to summar- 
izing changes in our military position at the 
end of each week. 

Heading up the program is NBC News' 
Garrick Utley, who also serves as anchorman 
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of "Vietnam Report," seen every weekday at 
8 : 09am on NBC's "Today" program. 

In presenting "Vietnam Weekly Review," 
NBC News has been able to expand signifi- 
cantly its Vietnam reporting, which, since the 
inception of the conflict, has been the most 
comprehensive coverage of its kind in all 
broadcasting. Like NBC's "Huntley-Brinkley 
Report" and Vietnam Specials, this new Sun- 
day television series furthers NBC News' 

commitment to interpreting the Vietnam 
news as well as reporting it. For whatever the 
subject in question, wherever it is in the world, 
that is what NBC News is all about. 

NBC NEWS 
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TV's CRUELEST TEST from page 27 

Networks' costs for covering Vietnam-at home and abroad-add up to $6 million for '66 

daily basis-NBC and CBS exclusively 
in color, a move ABC is now starting and 
will have completed next spring when it 
has studio color on its news shows. 

NBC News President William McAn- 
drew says NBC spent "about $750,00() 
on direct Vietnam coverage last year" 
and that "it could go to $1 million in 
1966." In addition, according to McAn- 
drew, NBC tucked another $1 million 
into coverage of the Senate hearing on 
Vietnam earlier this year-lost daytime 
sponsorships taking the big bite. 

CBS has become closemouthed on 

what Vietnam coverage is costing but 
the figures rival NBC, and CBS has said 
its Senate hearing coverage put it out 
also about $1 million. ABC coverage is 
running from $60,000-$75,000 a month, 
a bite that totals up another $750,000 a 
year. Mix in the networks' coverage re- 
lated to Vietnam-student protests over 
the war, discussion shows, special wrap- 
ups and documentaries-and covering 
Vietnam at home and abroad may well 
cost network TV news $6 million this 
year. 

The Vietnam coverage falls mainly 

Groping for better ways to cover a war on TV 

NBC correspondent Ron Nessen 
probably doesn't like lying around 
in wet paddy fields. But it's part of 
the job in Vietnam. Nessen 
(above) was doing "stand-up" nar- 
ration on a film report of 173d 
Airborne operations in the Mekong 
Delta when a VC sniper opened up. 
A bullet pinged close and Nessen 
flopped-still narrating but with a 
new edge on his voice. 

Like most of the network corre- 
spondents in Vietnam Nessen is not 
satisfied with the total coverage of 
the confusing, frustrating war. In 
a recent letter to NBC's Robert 
Northshield, executive producer of 
the Huntley-Brinkley Report, Nes- 
sen thanked his boss for some "well 
done" comments, then went on to 
say: 

"I only wish I were as happy 
with the Vietnam coverage as you 
are. Every week I look at the kines 
of Huntley-Brinkley, Cronkite, and 
Jennings, and every week I realize 
that one roll of film is just about 

the total picture of the Vietnam 
war for millions of people. 

"Yet the week portrayed on the 
film never matches the week as I 
lived it and felt it and reacted to it. 

"Sure, some of what's missing can 
be blamed on difficult trans- 
portation, mechanical problems, 
personnel shortages (and short- 
comings) , the here-today-gone-to- 
morrow pattern of fighting. 

"But there is something more 
fundamental than that preventing 
us from showing the viewers what 
Vietnam feels like and is like. 
When I first came here I thought 
my job was to make a mosaic . . . 

each story filling in a little of the 
picture, so after enough stories the 
picture would be complete. That 
theory doesn't seem to work. 

"Jack Fern [NBC Saigon bureau 
chiefl and a couple of other news- 
men (TV and newspaper) discuss 
this endlessly, groping for some 
way to report this war better. I 
hope you will join us gropers." 

into the network nighttime news shows- 
Walter Cronkite, Hun tley-BrinHey, 
Peter Jennings with the News, the last 
now 15 minutes but going to a half hour 
next January, expressly "to cover the 
war in Vietnam." NBC claims that on 
all of its regularly scheduled news shows 
it is averaging about two hours a week 
on Vietnam. 

Critics of TV's Vietnam coverage have 
been demanding longer network shows 
on Vietnam, perspective pieces intended 
to be part of the "balanced" treatment 
that television, they say, has lacked. The 
networks have been doing some of this, 
and they say they intend to do quite a 

bit more. 
ABC-TV switched its public-affairs 

series, Scope, to a war footing at the start 
of the year, went from covering a broad 
range of subjects to strictly Vietnam and 
related features. Still, since the Scope 
programs started in November 1964 un- 
til last January, it had Vietnam as a sub- 
ject at least 10 times. 

Through no fault of TV, documen- 
taries-on Vietnam or anything else-do 
not draw large audiences. If viewers sit 
still for the hard-news show, they do not 
for shows like Scope. And network affili- 
ates, minding their own stores, have not 
been generous in clearing time. Scope, 
telecast sustaining at 10:30 p.m. Saturday 
this season, clears only about 80 stations, 
and that's up a handful (as was the hope) 
since the program switched exclusively 
to the subject of Vietnam. There is talk 
at ABC of shifting Scope to Sunday after- 
noon in the fall. 

Says Elmer Lower, president of ABC 
News: "Scope in most cities is playing on 
Sunday afternoon now-at 5 or 6 p.m.- 
on a delayed basis. That it's being used 
is the important thing." ABC transmits 
the program currently to its affiliates 
twice every Saturday, at 7 p.m. and 10:30, 
and it asks stations that cannot clear 
either of those times to tape the pro- 
grams for rebroadcast. 

NBC, in the hazards of program sched- 
uling, may he playing opposite Scope on 
Sunday afternoon in many cities. Last 
month NBC News's Vietnam Weekly 
Review was launched at 5 p.m. Sunday 
as a half-hour "overview and analysis of 
all major political, diplomatic and mili- 
tary developments" concerning Vietnam. 
Heading the program is NBC's well- 
rounded former Vietnam correspondent, 
Garrick Utley. 

CBS has been rumored to be planning 
its own Vietnam wrap-up program, also 
for showing on Saturday or Sunday after- 
noon. Richard Salant, president of CBS 
News, denies this. "We want to get 
Vietnam into our regular news shows, as 
we've been doing," he says. "Sunday isn't 
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New Studio 
Console and 
Rack Equipment 

Revolution in the control room 
affords savings and opens 
new operating possibilities 

... to improve television program quality 
SPACE SAVINGS 

Use of RCA "New Look" equipments, such as transistorized sync 
generators, power supplies, and distribution amplifiers greatly 
reduces the amount of rack space required by a television 
station. It is possible to install the few racks required in the con- 
trol area, eliminating need for a separate equipment room. 
Moreover, use of transistorized monitors and simplified camera 
controls can greatly reduce space required for control consoles. 

OPERATION LESS COMPLEX 

In many cases only one control position is required using the 
"New Look" system. Since cameras are stabilized and self- 
adjusting, the second position normally used for the "shading" 
operation can be eliminated. Using this new method, there are 
fewer demands for human hands to "ride controls" and, more 
importantly there is better control of program quality. 

NEW OPERATING POSSIBILITIES 
"New Look" tape recorders and film projectors are as stable and 
self-sufficient in operation as the "New Look" self-adjusting 
cameras. No longer is it necessary to isolate these machines in 
separate tape and film areas. They may be installed in one large 
master control area. And, since they are designed for remote 
operation, they may be started and stopped from the control 
console. Other new possibilities include preset station-break 
switching, preset program switching, and full time automation. 

DOLLAR ADVANTAGES 

"New Look" equipments cost less to install and less to operate. 
Long life of transistors and speed of module change lead to a 

new high in reliability, and a cut in maintenance costs. Reduc- 
tion of controls reduces possibility for errors; hence fewer 
rebates. Overall the revolutionary "New Look" approach to 
equipment operation makes picture quality more uniform (more 
pleasing) through use of stabilized self-adjusting circuitry, 
focusing human attention on control of creative facilities for 
improving production of programs and commercials. 

The sync and distribution equipment mounted in this one 
rack formerly took as many as four. 

Standard transistorized modules improve performance, 
cut maintenance costs. 

Revolutionary "New Look" compact design console 
showing machine control from one position. 

For further information about using RCA "New Look" equipments in a system, write RCA Broadcast 
and Television Equipment, Building 15-5, Camden, N.J. Or call your RCA Broadcast Representative. 

The Most Trusted Name in Television 
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TV's CRUELEST TEST continued 

Qualified men in short supply as correspondents for Vietnam television news operations 
the place for it. Everybody is out." 

If the networks do face the possibility 
of two or three similar shows on Viet- 
nam facing off against each other every 
weekend, NBC's Bill McAndrew, for 
one, would call it "unfortunate." Gar- 
rick Utley shrugs. "The Sunday time 
slot is OK with me," he says. "I want to 
reach the people who want to come to 
Vietnam Weekly Review, who want to 
know more, who are willing to sit down 
and think. If we are up against rival 
Vietnam shows, that's too bad. The most 
important thing is that there are pro- 
grams like this." 

Utley, and the other Vietnam TV 
correspondents, have been called "the 
new breed." It's a misnomer, says Mer- 
rill Mueller. "The breed is not new. 
Every war in history has had its reporters. 
Each American war correspondent in his 
time faced innovations. The sketch pad 
gave way to the camera, the carrier 
pigeon to the telegraph, the radio mike 
to the tape recorder and the sound cam- 
era of today." 

VOLUNTARY DUTY 

The networks' Vietnam correspond- 
ents and camera crews are not assigned; 
they are all try to take 
only the single men from among the 
volunteers," says NBC director of news 
operations Bill Corrigan, "and young as 
possible to stand the pace over there." 
All three networks have the same policy. 
A tour of duty is normally one year for 
the reporters, with frequent periods of 
"rest and relaxation" outside the war 
zone. Then there is a steady flow of 
commentator types like Cronkite, Chet 
Huntley, Jennings, Eric Sevareid, Charles 
Collingwood who may spend a week to 
a month on special coverage and famil- 
iarization. Co lling-wood alone has been 
to Vietnam eight or nine times, three 
times in the last year. 

According to ABC's Elmer Lower, 
one of the biggest problems on Vietnam 
coverage is "finding enough good guys 
to go out and do the work. We're look- 
ing for new men all the time, especially 
cameramen, and we're often finding 
them in our affiliated stations." NBC's 
Bill McAndrew also calls "finding 
enough people" a big problem. 

A lot of the unsung people covering 
Vietnam are like Jim Wilson, a 33-year- 
old CBS News cameraman whose normal 
base is Washington. He is married and 
expecting his first child. Sometimes he 
gets to Vietnam-three months last year, 
February and March this year. Last 
month he was back in the U.S. wearing 
a cast on his right hand ("I fell down a 
mountain ") . 

Wilson is a young-looking 33, average 
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age, he says, for the American camera- 
men covering the war. He is big, stocky, 
easy-going, and he finds it hard "keep- 
ing up with the 20-year-olds." Wilson 
hasn't an easy job when he goes to Viet- 
nam. He has to lug a 27-pound Auricon 
camera, a power pack, four or five rolls 
of film weighing about two and a-half 
pounds each as well as two canteens, ra- 
tions, poncho and frequently a carbine- 
which he's glad never to have fired. He's 
worked with CBS correspondents Col- 
lingwood, Peter Kalisher, Safer and 
Fromson. When he's in the field he 
doesn't come back until "a story is in, 
the camera." That can be any time from 
a few days to a few weeks. 

"There's nothing routine about the 
job," says Wilson. "In combat it's differ- 
ent every time." There are standard 
procedures, however. Cameramen use 
"friends in the military" to get on opera- 
tions. They "weigh where to go because 

GRIN AND BEAR IT BY LICHTY 

"We made it back to our tines, meal . . . That looks like 
the perimeter of the networks' TV units!" 

Reprinted with the permission of 
Publishers Newspaper Syndicate 

you never know what you're going to 
get into." The military never tells corre- 
spondents where to go. Wilson has wit- 
nessed no censorship, no restrictions on 
what to shoot or what not to shoot, ex- 
cept once for certain armament on a 
Skyraider. But, says the cameraman, the 
experienced hand gets to know the "hot" 
companies and the "hot" battalions, the 
outfits where the "best stories are likely 
to turn up." 

It involves luck, and there is, accord- 
ing to Wilson, "strong competition with 
other network crews in the field." News 
teams usually do not run into the com- 
petition, however, because "you don't 
put all your eggs in one basket"-one op- 

eration. But if there are three camera 
crews representing the three networks 
waiting to jump off on an operation, 
the crew on the scene first gets pick on 
what outfit to go with. 

Fatigue is the problem with the cam- 
eramen. They go through a lot for their 
pictures. Says Wilson: "The Army trains 
you not to do some of the things we do. 
You hop out of a chopper first to film 
the troops getting off. You run back be- 
hind them to film where they are going. 
Often you're exposed to fire. You physi- 
cally put yourself through more than the 
troops go through-lugging your equip- 
ment in 100-degree heat. After a while 
you're in no shape to do a decent job." 

Help, at least on the equipment side, 
is coming for Wilson and many of the 
cameramen. This year they will be trad- 
ing in their heavy gear for the new Beck- 
man 8c Whitley portable sound camera, 
the CM-I6, developed in cooperation 
with ABC. The camera weighs only 15 
pounds, goes up to 24 pounds with 
power pack and amplifier. Its ease of 
operation, says Wilson, "will make a 
world of difference, cut down fatigue." 
ABC has 25 of the cameras on order, ac- 
cording to Jack Bush, ABC director of 
newsfilm operations, and CBS, according 
to Wilson, will also be getting some of 
the cameras this summer. 

THE FRIENDLY AFFAIR 

It will take more than a new camera 
to get things running smoothly where 
Vietnam is concerned. Too many fingers 
have already been burned and too many 
bitter words have been spilled about 
television's coverage of the war to make 
anyone think there's clear sailing ahead. 

In mid-April the networks resumed 
their coverage of the Senate Foreign Re- 
lations Committee hearing-a continuing 
debate on Vietnam and general U.S. 
foreign policy. ABC and NBC started 
off carrying the hearing live. CBS didn't 
-and people remembered that two 
months earlier Fred Friendly had quit 
as president of CBS News because he was 
refused air time to carry live the same 
Senate committee's Vietnam hearing 
featuring ex-diplomat and Sovietologist 
George F. Kennan. 

Friendly, a bombastic personality, 
blew up. In a broadside letter of resigna- 
tion to CBS chiefs William Paley and 
Frank Stanton, he called CBS group VP 
John A. Schneider's decision to condense 
the hearing for evening replay (1) a 
"mockery of the Paley-Stanton crusade 
for broadcast access to congressional de- 
bate," and (2) a "business, not a news 
judgment." He went on to ' berate 
Schneider's "news credentials" and the 
then newly revised chain of command 

To page 
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Last Letter 
From a Lost 
Newsman 
Jesse Zousmer was 53 years old, and Vietnam 
Wasn't his kind of war. But that war, indi- 
rectly, caused his death. As ABC VP and 
director of TV news he toured Vietnam and 
bordering countries earlier this year, fact 
finding, planning future-coverage possibili- 
ties. On March 4, returning home, Zousmer 
and his wife were among 64 killed when 
their Canadian jet crashed near Tokyo. 

In a Feb. 18 letter to ABC News Presi- 
dent Elmer Lower, written from Saigon, 
Zousmer told what Vietnam is like for cor- 
respondents covering the war. This is a 
condensation of that letter. 

This one will be a story of adventure 
as it is lived and experienced most of the 
time by correspondents in Vietnam. It 
doesn't even mention an enemy soldier, 
or hearing an enemy gun fired or seeing 
the enemy. It contains nothing of war 
strategy or tactics. 

The purpose is to try to relay . . . the 
problem of covering the war. If I can 
float words for a paragraph, it's like try- 
ing to cover our South in revolt on a 
bicycle with one correspondent; it's like 
trying to keep on top [of the news] if 
each of our states were producing what 
could be the top news story of the day. 
It's like (as actually happened to us) 
being 13 miles from the biggest battle 
in Viet of the day not to hear a word of 
it, even though I talked to such as West- 
moreland, Kinnard, the Air Cav com- 
mander and more damn PTO's [public 
information officers] than you could 
smile at. They didn't know either. The 
press corps in Saigon didn't know until 
the next day's briefing. The narrative: 

Clothing: Everything is black market or 
PX. I say I'm a size 9.5 shoe. Mr, Lumm 
leaves by car and is back in 10 minutes 
with a size 10. On me they were two 
sizes too large. I wore them. They were 
lovely. The pants and jacket, popularly 
called a jungle suit, needed me for a 
fitting. So Mr. Lumm takes me to a 
typical Asiatic stinking buggy, and he 
walks me up to an old hag. They talk 
Viet for two minutes. Lumm says: "She 
will have it for you in the morning . . ." 
I say: "Fine, now can she measure me?" 
Lumm says: "She has looked at your 
stomach (hidden under my out-the- 
trousers shirt) and she will have your 
size." Next day, dammit, she did, a little 

Vietnam-touring Jesse Zousmer (r) leaves helicopter with ABC's Lou Cioffi. 

large but excellent fit for eye's view.. . 

we don't need Abercrombie tailoring 
here. The PX supplies almost everything 
normally needed: there is no need to 
carry from NY the deodorants and soaps, 
shaving stuff, you mention it. 

Transportation: This is the bane of 
our existence. It is just frequently not 
possible to get from one base to another. 
If we score a big victory, the Army will 
lay on planes for all who want to go. 
But generally you are on your own. The 
accreditation card serves as a ticket to 
get a ticket. You just show up at the air- 
port and check in. Now, for us to do that 
-Cioffi [Lou Cioffi, ABC Tokyo bureau 
chief and an old hand on Vietnam cov- 
erage] traveled with me through two 
days, a delightful guide and companion. 

HUMIDITY OVER ALL 

You take the shaving mirror and the 
anti-insect stuff, the extra everythings, 
the toilet paper and the candy, the extra 
towel for around the neck to absorb 
sweat and keep the sand from settling on 
your collar and giving you a rash. You're 
up at 4:30, served horrible coffee in this 
very good, for here, hotel. Then you 
drive to the airport in an already im- 
possibly humid day for the likes of me, 
fresh from-the states. At the airport you 
run into a couple thousand GI's and 
brass all leaving for some place. After 
check-in you wait the usual one hour. 
Then brass fights to bump you and the 
lowest rank gets left sitting on his pack, 
sweating and thinking terrible things. 
It's about an hour, and 100 or so men, 
some with guns, some with record-play- 
ers returning from Saigon leave, some in 
civvies, some looking as if they are on 

their way from one gun fight to another 
with no time to shave. 

Our plane was basically a northern 
local, here to Danong. It stops every half 
hour or so. Big gear goes on and off, 
little soldiers, ROKS [South Koreans] 
and Arvins [South Vietnamese] come on 
and get off. 

You finally get to your terminal point 
. . . carry your own baggage, of course. I 
found my Leica so damned heavy after 
awhile I thought of disposing of it quiet- 
ly-the same frustration as being stuck 
in traffic on the Long Island Expressway 
with nothing to do but scream. 

So we wait on a make-shift airfield. 
Hundreds of Army planes and choppers 
come and go. You sit under a tent but 
the canvas merely holds the heat. Then 
comes a helicopter. They are the pretti- 
est things here. They let you see 'terrain 
as it cannot be seen otherwise. And each 
time you ride, a gunner sits half out the 
left and right sides peering for action. 
We saw no bullets and heard none. But 
these kids don't kid around. This, to me, 
is exciting. Cioffi and I counted six dif- 
ferent types of choppers we rode in. It's 
the new jeep. It gets you there fast, when 
it's available. 

Again, it ain't my kind of war. The 
PIO who meets us says let's walk fellows, 
it's just over there. I know it was a mile. 
Cioffi with a tremendous pack, as you 
may have seen in films, takes it in stride. 
I struggled manfully. By the time we 
get there-a place called DOG, 1st Cav, 
near Bong Son-I alone am perspiring. 
To all others it seemingly is routine. But 
we, the correspondents, are playing sol- 
dier. You must stay in constant shape or 
keep up the front. 

Eating: We walk over, the sun always 
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watching, to the so-called officers' mess, 
get globs full of calories and, having 
been last in line, I am now invited to 
an eating place. It's a bombed out hole 
the better to let your feet dangle in while 
you ,eat off your lap. No one mentions 
the heat, the stones under your fanny, 
the ketchup that dribbles on your fingers 
and your clothes. Then you walk an- 
other hundred years to dispose of your 
plate. At this point Colonel Moore 
[Third Brigade commander] accidentally 
shows up with General Westmoreland. 
Having neither washed my face or hands 
or combed my hair or brushed the dust 
off me since early a.m. I try to establish 
stature with Westmoreland and apolo- 
gize for my appearance. He replies: 
"Why you just look fine; very normal." 

READY FOR ACTION 

NVe do the amenities. Mihn our 
photographer shoots-incidentally we 
took him along not to record Zousmer's 
epic on film but because we felt we'd 
feel like idiots if we did run into action 
without any film. Cioffi, of course, had 
his tape. He carries a Sony. The point 
of all this, as a guide to what our guys 
are up against, is that it's the military 
life, all right, but it is not conducive to 
being constantly on the alert, spruced up 
and ready to react. 

The scene: We are Americans. 'Where 
there are jungles we tear them down. 
Where there are forests we level them. 
Where there are mountains we cut roads 
through them. Where there are bomb- 
blasted tree stumps we use them as foun- 
dations for our construction. We bring 
in more damned sophisticated earth and 
building machines than I can recognize 
or identify. Now we are living in heli- 
copter land-24 hours a day and night 
they are hovering, taking off, landing, 
noising about. They create poetic swirls 
of dust. It always settles on people. The 
regulars know how to look away, turn 
their back, bend over, take a step behind 
a super structure. Sometimes I remem- 
bered. 

We get a taxi ride to a forward area, 
placed called BIRD. Here again in midst 
of a bombed-out jungle is an American- 
cleared flat with all the latest gear. 
There are choppers hidden in every 
nook and cranny. The horrible thing is 

that one sniper in the nearby hills can 
annoy the whole complex. If he fires one 
bullet at us we respond with an arsenal 
of howitzers and mortars and all those 
ugly things that have big numbers fol- 
lowed by mm-like 105-mm and 155-mm 
etc. 

We meet Colonel Moore, who makes 
a career out of giving every news media 
guy the personal treatment. He not only 
recognizes me but pronounces the name 
correctly, something my son has trouble 
doing after 23 years. He is the "hero" of 

TELEVISION MAGAZINE / MAY 1966 

this war so far because ne is rough and 
tough and has read the Patton legend 
and he has one motto "Kill the VC's" 
and he pushes his men endlessly, rest- 
lessly. He orders a PIO guy to show me 
a nearby village. It wasn't far away. But 
it was horrible. Cioffi said it was normal. 
Thatch huts that needed our bombs to 
do the job a Boy-Scout knife could do 
on one major leg of the roof support. A 
few tunnels in the area. 

Hotel accommodations: We slept about 
15 guys under one tent. I was given the 
honors of the elderly. I slept on a cot. 
Of course, I could mention no pillows, 
no blankets. The sleeping bag that Lou 
carted for me all through the hot night 
now became my saviour. We drink hot 
bottled beer designed to bloat the stom- 
ach, not tingle the throat. Finally we 
are told the colonel wants to come to 
the tent to speak to the news guys. Now 
the immaculate West Pointer, the hand- 
some fighting man, shows up with a beer 
in his canteen. He readily agreed to 
ditch it for Lou's Scotch (mistake, we 
only carried one bottle) . He lays on one 
hour of briefing about how his brigade 
is being taken out of line, how he values 
the radio and TV and press. He even is 
kind enough to read a note I had one of 
his aides pass on to him, paying tribute 
to our Viet cameramen. By now there 
are five ABC guys under the canvas. Our 
three Vietnam camera guys carry more 
gear in a thing the size of a lady's purse 
than I have in my big borrowed bag. 
They sleep together and seemingly warm 
each other's bodies. Our guys are superb. 
Smiling, helpful, hep, quick, brave. I 
say to Soong lone of the cameramen] 
after a night of being awake because of 
heavy-gun pounding (ours, probing) 
that it was a rough night. He says: "Bet- 
ter here than sleep in field with mortars 
all night and raining." 

CITIFIED PERSPECTIVE 

The colonel leaves, having had my 
share of the Cioffi bottle and we discuss 
him for awhile. Then out of the dark, 
CBS's Kalischer and a crew show up, 
with three Life guys, and they want a 
place to sleep. They get it on the floor, 
just a little wet from the discarded wash 
water. Of course, there is no laundry 
out here. You save the sweaty stuff to 
bring home or you discard it or you 
make a bundle and next time you're 
near a village where you may stay for a 
day or so you give it to the natives, and 
hope. 

I'm trying to describe conditions as 
seen through my citified eyes, pointing 
out what our guys are up against-it's a 
night of racking coughing, and some 
guys dreaming out loud, frequently 
sounds of urination too close to one's 
head, guys getting up and coming in in 
the dark, big guns probing and all the 
time the choppers are overhead. Let the 

VC's fire a gun, one of our birds some 
place up there sees it, and for fun or fear 
he calls in artillery, etc. God, how the 
hell the VC's must feel, how hopeless 
against our power. What they must con- 
sider our waste if they had any compre- 
hension of our costs. 

So you stand in a little mud and you 
shave in cold water out of a dirty bowl, 
no novelty for war veterans, of course, 
looking into a cracked mirror carefully 
adjusted against the morning sun. You 
put on slightly dewey clothes (I just 
slept in mine because it was easier) and 
you comb your hair and you straighten 
up, even me, and you get the feel that 
keeps these guys going, our guys, all 
correspondents, even after one night 
you are vetted. It's better out here in 
the open in the not yet dusty air, in the 
incredibly beautiful and fertile country 
-later comes the dust-then all the 
whiskey-swilling slobs back at the Cara- 
velle who cover the war from press con- 
ferences. 

UNEVENTFUL DAY 

Mind you, so far Lou and I have clone 
nothing, seen nothing new to Lou or 
any of the other correspondents. But 
we've spent more than 24 hours surviv- 
ing without any hint of gunfire (except 
during the night) . The point is: the 
endless time one must take to keep a 
little clean, to keep body in fair shape, 
to survive the natural elements, the time 
it takes to go to bed and get up, the dis- 
comfiture (and even the pros feel it) , 

the heat hangovers, the sweat and stink, 
the major efforts to do such little things 
like trying to conform in the men's 
room rather than near the tent. 

So you waste time talking until our 
next taxi is ready. You can get all sorts 
of conveyances here, but not on schedule. 
You can hitch a ride, as we did, in mil- 
lion-dollar cargo planes, four-seater gen- 
eral's private Beechcraft, in Chinooks 
and all those other names the pros throw 
around like we say Ford and Chevie and 
Buick-but you wait and wait and wait 
and the sun beats and the dust comes up 
with the dawn, and you've done a day's 
work and there is nothing for the Jen- 
nings show, nothing for DEF [Daily 
Electronic Feed] and not a Scope idea 
in the day. 

So we walk and we pass the modern, 
long thin file, veteran soldiers, all kids, 
all in different kinds of the same clothes, 
each carrying a different weapon or a 
different piece of gear, each looking at 
me as if I were a freak, at Lou as if he 
were a movie star, we say "Hi"-they 
don't even answer. 

I say to Cioffi: "Christ, 'those kids are 
exhausted. What a tough night they 
must have had. They can hardly walk. 
Their eyes are bulging." 

Cioffi says: "Hell no, they are alert 
soldiers . . . going OUT on patrol." 

More later. . . END 
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TV's CRUELEST TEST from page 41 

ABC's Goldenson: "We alone have the responsibility of determining what is presented" 
that had put Schneider in over him as a Friendly admitted that "I did have an other networks have also furnished 
superior officer. uneasy moment" but that "my colleagues numerous specials and Meet the Press 

Just before his resignation, Friendly . . . make the news judgments. I'm there type shows giving Washington unmo- 
had tried to get Stanton to reverse to defend them and make sure that they lested opportunities to air its views. In 
Schneider's decision, but Stanton had to have the opportunity to be the kind of the opinion of TV newsmen, any Wash- 
stick with Schneider or see an organiza- journalists I once thought I was. ington argument on "lack of balance" 
tional breakdown. Two stands were "I did think about the responsibility," in Vietnam TV coverage rings hollow. 
taken on principle, and Friendly lost his. Friendly told the news directors. "I did The famous Fred Friendly kind of 
It was an admitted mess that the news- know that because of the enormous im- outraged bellow appears to be gone. 
papers made the most of in several days pact of television that this would go on Dick Salant, Friendly's CBS successor, 
of waspish headlines. And the issue of the air and that there would be an after- will not comment on things like the 
selective rather than gavel-to-gavel cov- math that would go all around the coun- Safer episode or on the existence of 
erage on less than earth-shaking events try and all around the world." Washington pressures relating to dis- 
will probably always trouble TV. The telecast went on, and there was pleasing TV coverage. He said last 

Fred Friendly finally wound up with an aftermath. The network was inun- month: "I've had no pressure in the six 
an appointment as a professor of jour- dated with mail and, Friendly said: "I weeks I've been in this [CBS News] job." 
nalism at Columbia University and an- found myself days later under the fingers Salant's policy on the type of coverage 
other as "adviser on television" to Mc- of two of the highest men in govern- given things like congressional hearings 
George Bundy, president of the Ford ment being lectured about 'Did I not (Friendly's downfall) will "depend on 
Foundation. Richard S. Salant, president think what was right for the United the news value assigned." He empha- 
of CBS News from 1961 to 1964 (and States?' My answer . . . was that I didn't sizes that last February only one day of 
succeeded by Friendly) , got his old job always know what was right for the the Senate hearing on Vietnam was not 
back. United States but that if truth was not covered live by CBS. 

Friendly's stand was popularly ap- right, wherever we found it with our TV news is a competitive business, 
plauded. Inside broadcast journalism, cameras and our microphones, then and when someone does less than a com- 
however, where Friendly was less than there must be something wrong with petitor-rightly or wrongly, for good 
loved, many news executives call him our country or our story." reason or no reason-he sometimes feels 
foolish, and things stronger. Says one: compelled to explain. NBC ran 29 hours 
"Friendly gave one too many ultima- GOSSIP CAMPAIGN of live coverage on the February Viet- 
tums. He lived by them and he finally Friendly went on to say that he was nam hearing, more than anyone else, 
died by them. This is a business and you proud of what Safer had done in Viet- the usual NBC policy. ("CBS plus 30 
have bosses. You don't always agree with nam "and much of what he has reported minutes" goes the serious NBC joke.) 
them but it's their ballpark. It's unreal- has been on our side of the war, as it's 
istic to think otherwise." called. But since that day the villification WHAT AND WHEN 

of Morley Safer by people high in gov- ABC, which mixed live hearing cov- 
THE SAFER INCIDENT ernment and in the Pentagon has been erage with edited highlights, called on 

Perhaps part of the criticism is sour a case of assassination by words. I have its biggest gun, American Broadcasting 
grapes. But there is some truth. Friendly had it said to me in writing: 'He's a Companies President Leonard Golden- 
spoke out on many things-of late Viet- Canadian.' I have had in writing: 'He's son, to set any criticism straight. Said 
nam-and his voice on this touchy sub- married to an Asian.' He isn't even mar- Goldenson in a Washington speech on 
ject may be missed. His strongest speech ried. I have had it said to me: `Do you Feb. 28: "ABC will not be swayed by 
came last fall before the Radio and know that his cameraman was a Viet- criticism of our methods by other news 
Television News Directors Association's namese?' And my answer to somebody media. Nor will we be frightened by 
annual meeting in Florida. Friendly laid quite high in government was: 'I thought controversy or subjected to, pressure 
open the Morley Safer story of Marines that's whose war we were helping to from any source-be it government, spe- 
burning the Vietnam village of Cam Ne fight.' " cial interest or anything else. And we 
and went into its troubled aftermath. Friendly concluded that he believed have no intention of using Vietnam as a 

The Cam Ne report (with Safer de- in the Vietnamese war, "but I also hap- television rating game. We, and we 
livcring such lines as The day's opera- pen to think that we have no choice but alone, have the responsibility of deter- 
tion burned down' 150 houses, wounded to report that war as we see it, as our mining what is presented. . . . " 
three women, killed one baby, wounded cameras and our reporters with their If Goldenson sounded defensive, his 
one marine . . ." and "If there were microphones see it." And he added: "As news chief, Elmer Lower, was on the at- 
Vietcong in the hamlets, they were long the power and strength of broadcast tack a month later. Speaking before the 
gone . . . The women and old men who journalism increases, the desire of peo- Cleveland Press Club on April 12, Lower 
remained will never forget that August ple to use and manage and ever so deli- got off some blasts at rival media on 
afternoon") ran last Aug. 3 on CBS cately control you increases and in- coverage of the Vietnam war. He charged 
Radio news. Friendly said he was told creases and increases." that too many newsmen were being 
beforehand that it was "pretty rough Washington's anger over the Safer "spoon fed" information in Saigon and 
stuff" and that the Pentagon was called episode got a chance to cool later last not getting out into the field to cover 
for a statement. The radio report, how- August when CBS telecast a four-hour, the war. He cited ABC News' Ray 
ever, drew little reaction. four-part Vietnam Perspective series on Moloney, who said that of 350 accredited 

When the film came in two days later which the administration's Vietnam pol- correspondents in Saigon only 50 make 
and CBS decided to run it, Friendly said icy was talked up by such pros as Dean regular trips on military operations, 
the l'( ',Ligon was ap,,,,r) ( Al, (1 for any- Rusk and Robert McNamara. CBS has and those 50 represent mainly the two 
tflin,,2, it might want to add. This drew a also weighed in with a few Town Meet- wire services, the three networks and a 
reaction similar to the radiocast-to the ing of the World debates using ranking handful of major news magazines and 
(.1feet that unfortunately this was the Americans for U.S. foreign policy faced newspapers. 
face of war and these things happen. off against critical foreign debaters. The Lower also noted that many Vietnam 
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TV's CRUELEST TEST continued 

reporters not only have gripes about 
their colleagues, but about their editors 
back home who place "too much e'm- 
phasis on the sensational battle and not 
enough on the so-called dull but impor- 
tant stories like the rice harvest"-in- 
complete coverage that gives Americans 
a "one-sided impression of the war, the 
American side." 

And then, in "Friendly fashion," 
Lower said he felt most of the blame 
rests with the American government, 
and he quoted ABC Far East correspond- 
ent Lou Cioffi: "The main fault of the 
inadequate reporting of the Vietnam 
situation lies with Washington and its 
failure to explain to the American peo- 
ple and to the world what is happening 
in Vietnam and what we propose to do. 
We cannot talk about pacification and 
negotiation at the same time. . . If our 
government is not sure what it intends 
doing, how can the press be blamed for 
faulty reporting?" 

No one questions the fact that Viet- 

nam is as hard to cover as it is to under- 
stand. Television has its limitations, its 
story segments of three minutes or four. 
"It's a problem," says CBS correspondent 
Charles Collingwood, "to get interpre- 
tation, objectivity, completeness, balance 
in the short time of a night's news pro- 
gram." But Collingwood" also believes 
that "in the long run it comes out" that 
TV, with its debates and specials, is put- 
ting Vietnam in balance. 

Even the burning village described 
and filmed by Morley Safer, after the 
squawking died down, was a lesson 
learned. According to Colling-wood: "It 
had a salutary effect. It coincided with 
the beginnings of the U.S. buildup in 
Vietnam and the initial mistakes. The 
point of Cam Ne," Collingwood ex- 
plains, "instilled in the U.S. military the 
realization that there are a lot of inno- 
cent people in Vietnam who have to be 
considered. The Safer affair did a lot to 
educate the military on their responsi- 
bilities." (Public reaction to Safer's film 
led the. Pentagon to ban further such 
military operations.) 

"People understand the principle of 
war . . . of death," says Collingwood. 
"Television can show them that. But 
what we find now is that the correspond- 
ent has to deal with politically complex 
issues as well . . . what goes on in peo- 
ple's heads. We've never found a way to 
put a camera inside people's heads. 

"I'm caught up in this damn thing," 
says Collingwood feelingly. "I've been 
watching Vietnam since 1960, and I keep 
going back there. I have a certain in- 
vestment made in it, as has CBS an in- 
vestment in educating me." 

Television hopes that it is educating 
its viewers on what Vietnam is like. If a 
Pacific communications satellite is or- 
bited as planned next year, TV will 
bring the events of Vietnam even closer 
with immediate picture relays. War re- 
porting has indeed come a long way 
from carrier pigeons-but the reports 
themselves will still anger, still start con- 
troversy. There is no solution for this, 
as man has never found a solution for 
wars except to fight them to a victorious 
conclusion. END 

A CONSCIENCE FOR TV from page 35 

vailed. On the few occasions when the 
FCC as a whole has stiffened its neck, 
the station owners, network proprietors, 
and their fuglernen in the advertising 
industry have had no difficulty in per- 
suading Congress to override. 

There can be no doubt that great 
financial resources, plus the celebrity- 
making power of the medium, contrib- 
ute to the broadcasters' ability to check- 
mate every Washington effort to correct 
their most evident abuses. But, unlike 
the other special interests that seek sup- 
port and/or immunity from Washing- 
ton, broadcasting enjoys another over- 
whelming advantage that so far has 
made it impossible to muster any effec- 
tive force for governmental reform-the 
stubborn, democratic fact that the great 
majority of viewers like their television 
the way it is. 

It follows that complaints about tele- 
vision come only from the minority 
whose tastes are not accommodated by 
the level maintained for commercial 
programing. Now, that the novelty of 
ilia home screen has worn off, most of 
1110.e appear 1,, have turned back to 
n wspa periodicals, films, record- 
inp,s arid 1,(i lotuling arts designed tO 
ineel runts sophistiiialed demands. The 
Ilan is poll has recorded the result: "TV 
appears to In losing its audience among 
adults who have been to college, whose 
ijj( OHICS are $10,000 or over, and among 

suburban residents." This seems to mean 
in practice that the influential Ameri- 
cans who have been intellectually dis- 
franchised by the new electronic service 
have accepted their fate, and no longer 
provide an effective constituency for 
those who insist that there is a critical 
issue here that goes beyond satisfying a 
given level of public taste. Ideally 
we have thought of the mass media as 
bridging the gap between educated elite 
and general public and have seen this 
as a unifying process defining and pro- 
moting areas of common good. The 
ideal hardly can be served under a dis- 
pensation that presumes a permanent 
cleavage of the television audience. 

This is an issue, unfortunately, that 
has not been faced by those responsible 
for an otherwise hopeful entry in the 
badly neglected area of noncommercial 
broadcasting-the Carnegie Corp.'s new 
look at the cultural, informational, and 
educational void left by privately owned 
television. This is the domain presumed 
to be covered by channels reserved for 
educational or community broadcasting. 
Some 90 of these ETV stations are now 
on the air, but almost all operate as 
undernourished charities, dependent on 
free-will offerings and a trickle of tax 
money earned as transmitter for pre- 
fabricated classroom instruction. Re- 
luctant to go the whole way, as Great 
Britain and other European countries 
have done, and provide a tax subsidy for 
noncommercial TV, we have created a 

set of fiscal orphans loosely linked by a 
feeble foundation-financed cooperative 
program service. These stations are fully 
protected by law against the corrupting 
influence of advertising revenue, but 
they are also effectively denied any other 
fixed source of income. The result has 
been programing of such erratic quality 
that it has nowhere acquired a substan- 
tial, sustained following. 

Late in 1965 the Carnegie Corp. un- 
derwrote an 18-months study by a new 
National Commission on Educational 
Television. This private agency was for- 
mally charged by President Johnson 
with bringing forth "a recommendation 
on not only the facilities and finances 
of educational television, but also the 
manpower and organization." As a pre- 
sumed guarantee of continued presiden- 
tial interest, a conspicuous member is 
J. C. Kellam, president of the Johnson 
family's Texas Broadcasting Corp. 

Jack Gould of The New York Times 
*Other members of the commission: Chairman: 
James R. Killian Jr., chairman of the corpora: 
tion, Massachusetts Institute of Technology; 
James B. Conant, former president of Harvard; 
Lee A. DuBridge, president, California Institute 
of Technology; Ralph Ellison, author; John 
Hayes, president, Washington Post-Newsweek 
broadcasting stations; David Henry, president, 
University of Illinois; Mrs. Oveta Culp Hobby, 
president, Houston Post; Edwin Land, president, 
Polaroid Corp.; Joseph H. McConnell, president, 
Reynolds Metals, and former president of the 
National Broadcasting Co.; Terry Sanford, for- 
mer governor of North Carolina; Rudolf Serkin, 
pianist, and Leonard Woodcock, vice-president, 
United Automobile Workers, 
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A CONSCIENCE FOR TV continued 

has pointed to the hazard in thus isolat- 
ing the noncommercial stations as a spe- 
cial service and treating them as some- 
how separate from the mainstream of 
broadcasting: "The worst fate that could 
befall American television would be to 
have educational television turn into a 
lightning rod to draw away minority 
complaints against the practices and pro- 
ductions of commercial broadcasters." 
The fear is not an abstract one; there 
is good reason to believe that this is pre- 
cisely the role many commercial broad- 
casters visualize for ETV. Mr. Gould 
has revealed how at least one network 
passed the word to channel 13, New 
York'S struggling ETV station, that it 
would withdraw its handsome annual 
contribution unless the station stuck to 
"educational" as opposed to "popular" 
subjeJts-that is, put nothing on the 
air that would effectively compete with 
commercial TV for audience attention. 
And the Georgia Association of Broad- 
casters publicly brought pressure against 
the University of Georgia when an affil- 
iated educational station scheduled an 
old Gina Lollobrigida movie as part of 
an art film series. 

For diametrically opposed reasons, 

every effort to bring government author- 
ity effectively to bear on broadcasting 
has failed in the United States-even 
when the effort has been as wide of First 
Amendment proscriptions against cen- 
sorship as the effort to prevent stations 
from turning up the volume during 
commercials. Hal Humphrey of the Los 
Angeles Times has recounted the dismal 
history of organized public efforts to 
save quality programs when their audi- 
ence ratings fell below an arbitrary 
number on the Nielsen scale. After fail- 
ing to impress the networks with a bar- 
rage of thousands of letters, these mail 
campaigns have been directed at the 
FCC with similar lack of result. Hum- 
phrey cites a particularly flagrant case: 

"Baskets of mail from irate Los An- 
geles viewers landed before FCC com- 
missioners after a local hothead with a 
late-talk' show on channel 11 displayed 
a gun on camera during the Watts riot. 
It was an inflammatory act and the most 
crass kind of irresponsibility. But last 
week the august FCC, which said it was 
`particularly concerned' with that show, 
still managed to give channel 11 an 
unqualified three-year renewal of its li- 
cense, and with no recommendation for 
changing its programing. . . 

"If the FCC commissioners are pro- 

tecting the public interest here, they 
prove it in strange ways. The FCC is 
supposedly not functioning on the basis 
of a Nielsen rating, as the networks do, 
but apparently it has little regard for 
the voice of the people when a large 
commercial TV channel (part of the 
Metromedia chain in this case) is in- 
volved.. .. What can the parent-teacher 
groups and other concerned organiza- 
tions do to impress networks and the 
FCC, if the latter won't read their mail?" 

Yet the coin does have another side, 
and the thought of what might happen 
if government did undertake affirmative 
intervention in television programing 
still tends to bring down the blood pres- 
sure of libertarians outraged by the sins 
committed under the presumed shelter 
of the First Amendment. Ever since 
Franklin Roosevelt discovered that a 
radio fireside chat enabled him to go 
directly to the people and short-circuit 
the dissident voices of the press, broad- 
casting has become an increasingly im- 
portant tool in the hands of politicians. 
Lyndon Johnson's relentless exploitation 
of the media has led Ben H. Bagdikian 
to complain in Columbia Journalism 
Review that the President practices 
"common, ordinary press agentry." 
When such an effort is combined with 

There is space .. . Then, there is space . . . 

Like our Studio A which is as big and colorful as all out- 

doors (almost)... with extensive production area and full 

color facilities for programs, commercials ...room enough 

for a car lot, chorus or camp site. Call Jim Pratt, our space 

agent, for particulars. 
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the weight of high public office there is 
a real threat to Thomas Jefferson's free 
marketplace of ideas. Here is the testi- 
mony of Fred Friendly of CBS, on the 
aftermath of his network's critical cov- 
erage of some aspects of the war in 
Vietnam: 

"I found myself days later under the 
fingers of two of the highest men in 
government, being lectured about, 'Did 
I not think about what was right for the 
United States?' . . . As the power and 
strength of broadcast journalism in- 
creases, the desire of people to use and 
manage and ever so delicately control 
you increases and increases and in- 
creases." 

Mr. Friendly's complaint can be re- 
garded as another measure of the shift- 
ing locus of power in the communica- 
tions industry. Many an editor has felt 
the manipulating finger of officialdom, 
but if he chose to resist he had not only 
the First Amendment but an honored 
tradition of independence to sustain 
him. A broadcaster in similar straits is 
not likely to forget that he is dependent 
upon a renewable government license, 
and the dominant tradition in his de- 
personalized industry is that the cus- 
tomer is always right. Moreover, the 
news-and-public-affairs side of broad- 

casting is under special internal pres- 
sure because, despite the lucrative re- 
turn from regular newscasts, this is the 
only form of broadcasting that operates 
at a net loss. All of this adds up to a 
high degree of vulnerability when a 
television newsman goes up against a 
President who, as Joseph Alsop has said 
of Mr. Johnson, has undertaken "at- 
tempts at news control . . . so much 
more aggressive, comprehensive, and, 
one must add, repugnant to American 
tradition, than any such attempts by 
other Presidents." 

Aside from the unresolved constitu- 
tional questions inherent in the rela- 
tionship between government and the 
communications media, the problems 
raised here cut straight through to the 
fundamental issues of our time. Free 
speech, with its inescapable corollary of 
free communications, provides a far 
more significant distinction between 
West and East than the economic dif- 
ferences that have survived extensive 
renovation of capitalist and communist 
theory and practice. An independent 
source of criticism and untrammeled 
creative endeavor is essential to a plu- 
ralist society, as it is anathema to a col- 
lective, unitary society. 

This is the ultimate reason, I suggest, 

that those who set themselves up as 
critics of the media tend to go around 
in worn circles. The dilemma was de- 
fined in the most ambitious and com- 
petent analysis of these issues I know, 
an analysis undertaken 20 years ago by 
the Commission on Freedom of the 
Press, chaired by Robert M. Hutchins, 
then chancellor of the University of 
Chicago. The commission concluded 
that while the government could not, 
and should not, act in the critical area 
that borders on censorship, the public 
could not continue to rely on the media 
to set their own standards and police 
their own performance. The proposed 
answer was the establishment of an in- 
dependent agency, without powers of 
legal enforcement but armed with great 
prestige, to appraise and report annu- 
ally on the performance of mass com- 
munication-in those pre-TV days de- 
fined to include newspapers, radio, 
motion pictures, magazines and books. 
[For a description of the Hutchins com- 
mission's origins and recommendations 
see page 50 Ed.] 

The commission's report, published 
under the title "A Free and Responsible 
Press," was greeted by a storm of protest 
from the media, and as a result its sup- 
porters failed to arouse enough financial 

WFAA-TV 
The Quality Station serving the Dallas-Fort Worth Market 

ABC, Channel 8, Communications Center 
Broadcast Services of The Dallas Morning News 

Represented by Edward Petry & Co., Inc. 
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A CONSCIENCE FOR TV continued 

aid to carry through its recommenda- 
tions. Yet, almost everyone who thinks 
seriously about the state of our commu- 
nications system in terms of the public 
interest sooner or later comes back to 
some version of the basic idea. Jack 
Gould, in his report on the new study 
of educational TV, concluded that "it 
is regrettable that the Carnegie Corp. 
did not go all-out and set up a National 
Commission on Television. Such a body 
could make periodic assessments of all 
forms of the medium, a variation of a 
British royal commission. . . ." And Hal 
Humphrey, putting a pox on both the 
broadcasters and the FCC, wrote in the 
Los Angeles Times: 

"The late President Kennedy was talk- 
ing about an arts and cultural com- 
mittee of private citizens who could talk 
directly to people like TV presidents 
on their own level. This idea seems to 
have died with Kennedy, but something 
like it soon must be revived and ful- 
minated before the public voice in the 
communications and arts fields is stifled 
forever. It takes an organized lobby in 

Washington to get your case heard. . . ." 
The commission report did produce 

one not insignificant by-product. Its 
publication aroused an immediate re- 
sponse among the group of outstanding 
young journalists assembled at Harvard 
under the fellowship program of the 
Nieman Foundation. Louis Lyons, then 
curator of the foundation, has recounted 
the initial reaction in the introduction 
to the anthology, "Reporting the News". 

"Responsible was the key word, and 
freedom and responsibility were linked: 
Only a responsible press could remain 
free. Responsibility of the press is a con- 
cept introduced by the Hutchins Com- 
mission, or at least given currency by 
its report. The publishers who scoffed 
at it as an academic notion in 1947 
have long since adopted it into their 
vocabulary. I am sure many of them 
think they invented it. It became at 
once the basic theme of Nieman Re- 
ports, and has threaded through the re- 
views, critiques and articles occupying 
72 issues." 

For more than 15 years the Nieman 
quarterly was the only genuinely critical 
voice consistently raised in appraisal of 

the performance of the press. Two years 
ago the Pulitzer School at Columbia 
University, acknowledging its debt to 
Nieman Reports, entered the field with 
its somewhat slicker Journalism Review, 
which pays a good deal more attention 
to broadcasting than does the heavily 
newspaper-oriented Harvard publica- 
tion. 

William Benton, who provided funds 
from his Encyclopaedia Britannica Inc. 
to insure publication of "A Free and 
Responsible Press," has maintained an 
unshakable faith in the utility of a 
commission to assess the media. His 
conviction grows out of his experience 
as a leading advertising executive, and 
has been reinforced by public service as 
assistant secretary of state for informa- 
tion, United States senator, and ambas- 
sador to UNESCO. On behalf of the 
Benton Foundation I have spent a good 
deal of time exploring the possibility 
of establishing the proposed critical 
agency in association with a university. 
In a circuit of the Ivy League, and ex- 
cursions elsewhere, I have found a good 
deal of sympathy, but no tangible sup- 
port. There are, of course, good conven- 

The Resurrection of a 20-year-old Idea 
The first proposal for a "conscience 

commission" of the kind Harry S. Ash- 
more now suggests came from a high- 
level study group nearly 20 years ago. 
At the time of the original proposal, 
television was in its infancy, though 
radio figured prominently as an element 
of the "press" to which the recommenda- 
tions referred. Here is how Ashmore de- 
scribes the original proposal which he 
says is as good today as it was then: 

IN December 1942, Henry R. Luce of 
Time Inc. suggested to Robert M. Hut- 
chins, then chancellor of the University 
of Chicago, "an inquiry into the present 
state and future prospects of the freedom 
of the press." A year later, the Commis- 
sion on Freedom of the Press, whose 
members were named by Mr. Hutchins, 
began its deliberations, supported by 
grants of $200,000 from Time Inc. and 
$15,000 from Encyclopaedia Britannica 
Inc. The summary report, A Free and 
Responsible Press, was published by the 
University of (Mir:ago Press in 1947. 

The mem fwi-, ihe commission were: 
chairman, RnI,cr1. M. Hutchins; vice- 
chairman, J.ec.hariah Chafee jr., profes- 
sor of law, Harvard University; John M. 
( ;lark, professsor of economics, Columbia 
University; John Dickinson, professor of 
law, University of Pennsylvania, and 

general counsel, Pennsylvania Railroad; 
William E. Hocking, professor of philos- 
ophy, emeritus, Harvard University; 
Harold D. Lasswell, professor of law, 
Yale University; Archibald MacLeish, 
formerly assistant secretary of state; 
Charles E. Merriam, professor of political 
science, emeritus, University of Chicago; 
Reinhold Niebuhr, professor of ethics 
and philosophy of religion, Union Theo- 
logical Seminary; Robert Redfield, pro- 
fessor of anthropology, University of 
Chicago; Beardsley Ruinl, chairman, Fed- 
eral Reserve Bank of New York; Arthur 
M. Schlesinger, professor of history, Har- 
vard University, and George N. Shuster, 
president, Hunter College. Foreign ad- 
visers were: John Grierson, former gen- 
eral manager, Wartime Information 
Board, Canada; Hu Shih, former Chi- 
nese ambassador to the United States; 
Jacques Maritain, president, Free French 
School for Advanced Studies, and Kurt 
Riezler, professor of philosophy, New 
School for Social Research. 

The recommendation for a continuing 
commission was summarized in 10 points 
set forth in A Free and Responsible 
Press: We recommend the establishment 
of a new and independent agency to ap- 
praise and report annually upon the per- 
formance of the press. 

The public makes itself felt by the 

press at the present time chiefly through 
pressure groups. These groups are quite 
as likely to have bad influence as good. 
In this field we cannot turn to govern- 
ment as the representative of the people 
as a whole, and we would not do so if 
we could. Yet it seems clear to us that 
some agency which reflects the ambitions 
of the American people for its press 
should exist for the purpose of compar- 
ing the accomplishments of the press 
with the aspirations which the people 
have for it. Such an agency would also 
educate the people as to the aspirations 
which they ought to have for the press. 

The commission suggests that such a 
body be independent of government and 
of the press; that it be created by gifts; 
and that it be given a 10-year trial, at 
the end of which an audit of its achieve- 
ment could determine anew the institu- 
tional form best adapted to its purposes. 

The activities of such an agency would 
include: 

1. Continuing efforts, through confer- 
ence with practitioners and analysis by 
its staff, to help the press define work- 
able standards of performance, a task on 
which our commission has attempted a 
beginning. 

2. Pointing out the inadequacy of press 
service in certain areas and the trend 
toward concentration in others, to the 
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tional reasons why a university should 
be reluctant to join in such an uncon- 
ventional enterprise. But perhaps more 
compelling is the understandable pru- 
dence of administrators who know that 
the undertaking is inherently contro- 
versial, and certain to involve powerful 
men who have the means to talk back 
in loud and penetrating voices. One 
weary university president told me sad- 
ly: "Of course it ought to be done, and 
I'll be glad to sit as an individual on 
such a commission. But I've just got too 
damned much trouble on my hands 
already to.. think of giving you house- 
room on-this -campus." 

In "Reporting the News", Louis Lyons 
comments on the negotiations with 
Harvard: 

"Although our effort had been stim- 
ulated by the Hutchins Commission, 
we shied away from their proposal for 
a Commission on the Press. This pro- 
posal was kept alive and actively pro- 
moted down the years by William Ben- 
ton and Harry Ashmore, both closely 
associated with Robert Hutchins. The 
practicality of this was under recurring 
discussion. I was never convinced. But 

end that local communities and the press 
itself may organize to supply service 
where it is lacking or to provide alterna- 
tive service where the drift toward mo- 
nopoly seems dangerous. 

3. Inquiries in areas where minority 
groups are excluded from reasonable ac- 
cess to the channels of communication. 

4. Inquiries abroad regarding the pic- 
ture of American life presented by the 
American press; and co-operation with 
agencies in other countries and with in- 
ternational agencies engaged in analysis 
of communication across national 
borders. 

5. Investigation of instances of press 
lying, with particular reference to per- 
sistent misrepresentation of the data re- 
quired for judging public issues. 

6. Periodic appraisal of the tendencies 
and characteristics of the various 
branches of communications. 

7. Continuous appraisal of governmen- 
tal action affecting communications. 

8. Encouragement of the establishment 
of centers of , advanced study, research, 
and criticism in the field of communica- 
tions at universities. 

9. Encouragement of projects which 
give hope of meeting the needs of special 
audiences. 

10. The widest possible publicity and 
public discussion on all the foregoing. 

TELEVISION MAGAZINE / MAY 1966 

beyond that, we resisted involvement in 
the implication of a board of review 
that would pass continuing judgment. 
We wanted a forum of open criticism 
and appraisal, but drew back from the 
establishment of a commission to render 
judgments. We were accused, of course, 
of doing just that; but so long as we had 
not presumed to do it, we could stand 
the accusation. 

"But we kept the Reports open for 
descriptions of such commissions in 
Britain and Australia, which to be sure 
were quite different, and, it seemed to 
me, of little effect. We published with 
'interest a proposal of Arthur Sulzberg- 
er's for a 'newspaper court' to deal with 
abuses of pretrial publicity and the like. 
Barry Bingham was to suggest a local 
committee in Louisville for appraisal 
of the press. . . . But these were very 
limited applications of the Hutchins 
idea, as of course was Nieman Reports 
itself." 

COMPLAIN OR PRAISE 
I have never understood why the idea 

of collective judgment regularly ren- 
dered has aroused so much apprehen- 
sion among those who agree that strin- 
gent criticism of the media is very much 
in order and, as in the case of Louis 
Lyons, have long since demonstrated 
their own courage and integrity. The 
proposed commission would have no 
power to censor, only to expose, com- 
plain, praise, and exhort-to perform, 
that is, on behalf of the mass media 
the functions the media presume to per- 
form on behalf of all other institutions 
colored in any way with the public in- 
terest. The formal trappings of the com- 
mission, including an annual report, 
would be intended only to give it suffi- 
cient prestige to meet powerful adver- 
saries on fairly equal terms, and guar- 
antee that its findings cannot simply 
be ignored-as, for example, most of the 
well-intentioned critiques of Nieman 
Reports have been. 

It has always seemed to me that the 
unseemly reaction of the media to the 
original Hutchins Commission in itself 
provided a compelling argument on be- 
half of the proposal. Many publishers 
and broadcasters uttered outraged pro- 
tests against "official" intervention in the 
free press, when, of course, the proposal 
is the precise reverse of this. There was 
the equally preposterous argument that 
the members of the commission were 
disqualified because they were not pro- 
fessional journalists-a complaint that 
not only implied that such distinguished 
and broadly experienced men were in- 
capable of judging the quality of what 
they read, see, and hear, but ignored 
the fact that the commission was sup- 
ported by a professional staff and in the 
course of its deliberations had spent 
many hours discussing the special prob- 
lems of the media with leading propri- 

etors and practitioners. 
Indeed, the professional associations 

themselves have long provided the best 
evidence to support the commission's 
premise that effective criticism can only 
come from those who are outside the 
media's immediate orbit and wholly in- 
dependent of it. I was a member of the 
American Society of Newspaper Editors 
when "A Free and Responsible Press" was 
published, and saw the august member- 
ship huddle rumps together, horns out, 
in the immemorial manner of, say, the 
National Association of Manufacturers 
faced by a threat of regulated prices. 
When, in the ASNE Bulletin, I sug- 
gested that there might be some merit 
in the commission report I was roundly 
denounced for fouling my own nest. We 
had reached a point where you couldn't 
tell the ASNE from the American News- 
paper Publishers Association without a 
program. 

This blind reaction to the Hutchins 
Commission served to reduce the com- 
mission's proposal to a sort of shibboleth; 
the test of loyalty was to denounce it 
out of hand, and in a curious way it 
became the special target of sensitive 
and frustrated men who privately rec- 
ognize the media's grave deficiencies but 
feel constrained publicly to deny their 
existence. The experience of the past 
20 years provides ample evidence to 
refute the specious arguments of the 
early days. Even those who still contend 
that the media are doing the best they 
can rarely argue that the best is good 
enough. With the entry of the great, 
bland behemoth of television the stulti- 
fying tendencies cited by the commis- 
sion have been accentuated; with three 
giant broadcasting corporations dom- 
inating the bulk of the programing 
available to Americans, the existence of 
centralized control, conformity, and vul- 
garization of public taste has become 
inescapably self-evident. We are con- 
fronted by a communications system 
that already comes very close to pro- 
viding a circus to accompany the bread 
promised to all by the Great Society. 

The pursuit of excellence has become 
a fashionable undertaking, or at least a 
fashionable phrase. But in a modern 
society no man can pursue excellence 
undeterred and uninfluenced by the 
image-building, taste-setting, attention- 
diverting system of communications 
that reaches out to him wherever he 
may be. In making the case for the com- 
mission to the universities I have argued 
that academic self-interest does not deny 
but rather demands concern and sup- 
port; teachers have access to their stu- 
dents' minds for only a few hours out 
of a lifetime, but the media reach them 
always and forever; and the values and 
standards of academe cannot long stand 
inviolate if they are at odds with those 
that prevail in the marketplace. 

No one has ever argued that there is 
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A CONSCIENCE FOR TV continued 

a perfect solution to an issue that is not 
only critical in its own right but sym- 
bolizes, and in a sense summarizes, those 
that now divide the world. The flyleaf 
of "A Free and Responsible Press" bears 
this quotation from John Adams, dated 
1815: 

"If there is ever to be an ameliora- 
tion of the condition of mankind, phi- 
losophers, theologians, legislators, poli- 

ticians and moralists will find that the 
regulation of the press is the most dif- 
ficult, dangerous and important problem 
they have to resolve. Mankind cannot 
now be governed without it, nor at pres- 
ent with it." 

The problem has not been resolved, 
and I do not believe the most sanguine 
philosophers, theologians, legislators, 
politicians and moralists can argue that 
it has become less urgent. It is in this 
light that the proposal for a commission 

on the mass media deserves the serious 
consideration it has never had, At the 
very least it stands as an inescapable 
challenge to all those who profess con- 
cern with the low state of the media 
along with devotion to the tradition of 
the free and independent press. I have 
heard much argument that this is a 
good idea whose time has not yet come, 
but I have seen no evidence that this 
is so and heard of no alternatives being 
presented. END 

PIGGIES ON TV's BACK from page 29 

from the criteria are those of retail or 
service establishments. Otherwise, if a 
commercial for two or more products 
can't meet all three requirements, it is 
counted as two or more announcements. 

The NAB Code Authority said at the 
time the purpose of the amendment was 
"to encourage the production and pres- 
entation of integrated multiple-product 
comercials which the viewer would re- 
gard as single announcements." 

The virtue of an integrated commer- 
cial is that it gives a less cluttered im- 
pression to a viewer than a piggyback 
that frankly sells one product, drops it, 
and takes up a fresh commercial for 
another product, all within a minute's 
span. The question is whether the amend- 
ment to the code actually did increase 
the number of integrated commercials. 
It seemed to at first, but then the eco- 
nomic advantages of the nonintegrated 
commercial began to give it the upper 
hand. 

The only teeth the amendment has are 
the ways it relates to the rule against 
more than three commercials in a row. 
But this scarcely affects the networks, 
which almost always slot their commer- 
cials in island positions. At NBC, for ex- 
ample, where the sole rule against piggy- 
backing is that it must not violate the 
NAB code, the only occasions when two 
commercials are run together are in the 
two-hour feature-film programs and the 
90-minute Virginian. In those programs, 
therefore, only one of the two adjoining 
minutes can he piggyback. If both were, 
the rule against four ads in a row would 
be abrogated. 

According to an NBC spokesman, 
about one-third of the commercials 
shown on the network now are piggy- 
backs. This high ratio is explained in 
part by the tact that NBC takes the 
most liberal view of any of the networks 
on piggybacks. The others have set up 
their own curbs. 

The CBS regulation on piggybacks 
states that in a daytime quarter-hour 
an ad vet ker has three commercial min- 
utes and may use commercial messages 

for four different products, while in a 
half-hour nighttime program an adver- 
tiser is allowed three commercial min- 
utes, one of which may be a piggyback. 

ABC allows no more than one piggy- 
back per half-hour, and limits the adver- 
tiser to one piggyback out of every three 
minutes he buys. 

As for local station time, a piggyback 
can be more serious. Until the first of 
this year, a code station could not sched- 
ule a piggback in a prime-time station 
break with another commercial an- 
nouncement, because the code limits 
prime-time station breaks to two com- 
mercial announcements, plus noncom- 
mercial copy such as station ID or 
public-service announcements. Neither 
could a code-abiding station place a 
piggyback in non-prime time with any 
other commercial announcement longer 
than 10 seconds. The code stated that 
station breaks outside of prime time 
shall not contain more than two com- 
mercial announcements, plus a spon- 
sored 10-second ID, with total time not 
exceeding two minutes, 10 seconds. As 
of Jan. 1, the code was made more flexi- 
ble. Now, if the ID is dropped, a sta- 
tion can place a piggyback next to a 
single-product commercial in both prime 
and non-prime time. 

PIGGIES, TWO TO ONE 

Howard Bell, Code Authority direc- 
tor, spoke of the "great proliferation" of 
piggyback commercials at the March 
NAB convention in Chicago. At the 
time of his talk the authority had re- 
viewed 989 multiple-product announce- 
ments and classified 640 as piggybacks 
and 349 as integrated. By the next issue 
of the TV Code News, the number of 
multiple-product commercials reviewed 
had increased to 1,098, of which 375 
were integrated and 723 were piggy- 
backs. This makes a ratio of almost two 
piggybacks to one integrated and the 
actual on-air ratio probably is higher 
since the code board tends to get for 
review those commercials that at least 
have a chance of being classified as inte- 
grated. 

The nonintegrated commercial seems 

to fit in more with the facts of life of 
present-day advertising. Maxwell Dane 
of Doyle Dane Bernbach, when asked 
if that agency, noted for its fresh crea- 
tive approach, had come up with any 
new ideas on welding two 30-seconds 
into a minute, pointed out that in many 
instances one agency will make one of 
the 30's while a second agency will make 
the other, precluding a unifying touch. 
Not only that, but the 30's, out of which 
a piggyback is constructed, often are for 
several different products matched in 
rotation. In other words, product A for 
a time will be paired with product B 
and then with product C, and so on. 
In fact, it is this continual shifting of 
30's to get the most flexibility out of a 
minute that is causing many stations 
headaches. They may be given a series 
of 30-second films and be told to wait 
for instructions on how to splice them 
together. The word often comes at the 
last minute and errors may occur. A few 
stations make a surcharge for this splic- 
ing, usually around 8% of the minute 
rate. 

Don Trevor, VP and radio-TV direc- 
tor at Doyle Dane, says even that old 
bridge "and now another product 
from . . ." is disappearing. "It takes 
away valuable time and is unimportant," 
Trevor says. "Now one commercial just 
fades out and a new one fades in. Unity 
is impossible. You might be selling a 
Latex bra in one and a throat lozenge 
in another. There's absolutely no unity. 
It would be a mistake to try, as a matter 
of fact." 

Trevor says the main thing to remem- 
ber when creating a 30-second commer- 
cial for a piggyback is to make it convey 
one simple thought. "Don't try to cram 
a lot of ideas into it as you would with 
a 60. Keep it simple and direct, and you 
make a point." Trevor says he, person- 
ally, prefers, for esthetic reasons, "the 
nice, beautiful one-minute commercial. 
But I don't think you can argue with 
success. I think the advertiser gets more 
for his money with a piggyback." 

It would appear, then, that the NAB 
Code Authority's attempt to reduce clut- 
ter by defining a nonintegrated piggy- 
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back as two separate announcements 
achieved very little. Bell says he be- 
lieves that the piggyback, though it is 
a matter of great concern, can't be 
looked at in isolation. "We are taking 
another look at the whole question of 
commercial time standards in which the 
piggyback is only one element," he says. 
"All nonprogram elements in a schedule 
and how they are placed have an effect 
on viewer reaction. We are taking a look 
at present time standards - how many 
commercials in an hour, how many in a 
row - to see if other types of standards 
might be more realistic. We also are 
going into the question of commercial 
interruptions, with which the present 
code does not deal but which can be 
a definite viewer irritant. Another ele- 
ment we're examining is ABC's added 
spot on Batman. You can't take any of 
these problems and isolate them and 
solve them. They're all part of the over- 
all view of the television schedule." He 
added: "Out of our discussions may come 
recommendations for some new stand- 
ards." 

COMMERCIAL ESCALATOR 

Donald H. McGannon, president of 
Westinghouse Broadcasting Co. and a 
general in the anticlutter army, notes 
a similarity between the problem of the 
Batman extra spot and the proliferation 
of piggybacks. In a letter dated March 
15 to Thomas W. Moore, ABC-TV pres- 
ident, McGannon wrote: 

"As I think back upon our conversa- 
tion, I am forcefully impressed by the 
concern you expressed for the increasing 
problem of piggybacks. This is a past 
situation that in my opinion will be 
closely paralleled by the escalation of 
commercial content in prime time. I be- 
lieve the genesis of piggybacks found 
itself in the ABC daytime network sched- 
ule and then proliferated across the face 
of the industry. There were several in- 
stances where individual broadcasters 
were individually unable to resist the 
industry's economic pressures that were 
created. This is manifest in the current 
situation and would be aggravated con- 
siderably if the two nights (in which 
Batman is slotted) were extended to five 
and in turn escalated by the other two 
networks." 

On the specific issue of piggybacks, 
McGannon believes they would be ex- 
tremely difficult at present to outlaw, 
but a successful effort could be made 
to prevent their increase and perhaps 
even roll them back. He says the net- 
works have the best opportunity to do 
this by limiting piggybacks to so many 
per unit of time sold. 

One of the problems the anticlutter 
forces say they face is the difficulty of 
researching the effect overcommercializa- 
tion has on viewers. The separate en 
vironments of the people tested make a 
difference and yet are impossible to 
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isolate. For example, a person inter- 
ested in buying a new car has a much 
more favorable impression of a car com- 
mercial than someone who isn't in the 
market for an auto. And sensitivity to 
commercials for such products as foun- 
dation garments or stomach remedies 
varies from person to person. Also, there 
is the question of how many other mes- 
sages are coming at the viewer from 
rival media. Is he also reading comic 
books, going to the movies, seeing his 
analyst? 

There seems to be no scientific re- 
search available that says the public loses 
interest at a certain level of commer- 
cialization. In fact, a pro-piggybacker, 
George Polk, advertising director at 
Alberto-Culver, says people are attracted 
much more to the crowded restaurant 
than the empty one, and this is why sta- 
tions with lots of commercials are more 
popular too. 

Despite the lack of decisive research 
on the piggyback as it relates to the view- 
er's apprehension of clutter, there are 
plenty of studies available on the piggy- 
back as a sales tool. The Schwerin Re- 
search Corp., which has taken a number 
of looks at the double-harness form over 
the years, has this to say on the why of 
multiproduct commercials: 

"As the costs of television advertising 
have spiraled upward, it has become 
increasingly difficult to maintain circu- 
lation and frequency of exposure for 
most products with the same amount of 
dollars. Many advertisers have turned 
to the multiproduct commerical as a 
means of compensating for this loss of 
reach and frequency. Use of the multi- 
product commercial not only augments 

gross exposure, but can increase the effi- 
ciency of the advertising budget in other 
ways: 

"It offers a logical opportunity to 
present additional varieties or forms of 
a basic product. 

"Television exposure may be secured 
for low-budget products which could 
not otherwise afford it. 

"Rapid awareness of new products 
may be gained with minimum expendi- 
ture, (though to achieve real motiva- 
tional impact, an unfamiliar brand may 
require more time in which to present 
its credentials convincingly) . 

"When a basic campaign is weak, the 
multiproduct commercial may be an 
interim resort to maintain brand expo- 
sure economically while searching for 
more effective vehicles," Schwerin says. 

The research company, in its SRC 
Fact Sheet summarizing its experience 
with multiproduct commercials, goes 
into the question of length. "The stand- 
ard 60-second television commercial mes- 
sage is a hand-me-down from an entirely 
different medium - radio - and origi- 
nated there as a happenstance of broad- 
cast operations. It is not necessarily the 
optimum length for every sales story. 
The fact is that the standard length can 
often be abbreviated without corre- 
sponding loss of motivational strength, 
and that is the key to the effectiveness 
of multiproduct combinations." 

The Schwerin Fact Sheet says that 
generally "a weak commercial will not 
be improved by shortening. The first 
step, therefore, for an advertiser who is 
accustomed to using 60-second commer- 
cials, is to determine the strength of the 
full-length effort, then find out whether 
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PIGGIES ON TV's BACK continued 

it can be successfully abridged, and fi- 
nally discover how well two or more 
such abridgements survive the mating 
process." 

In another bulletin, Schwerin listed 
these rules-of-thumb for getting the most 
out of multiproduct commercials that 
share the same brand name: 

"(1) Let the major product run inter- 
ference for the minor: Lead off with 
your better-known product. (2) Give 
more time to the major: Optimum re- 
sults have been obtained from commer- 
cials that split their time 40-20 and 35-25. 
(3) When both products are 'major' 
(usually when they are in nonrelated 
fields) consider giving them equal time: 
30-30 splits have done well in this cir- 
cumstance. (4) Try for dissimilarity be- 
tween the two segments, in tone, pacing, 
approach, or technique: it helps each 
product project an individual image. 
(5) If mood and straight sell are being 
coupled, start with mood." 

INTEGRATION EFFECTIVE 

The fourth point helps to show why 
integrated commercials have a hard time 
competing with their piggyback broth- 
ers. However, in a special report on the 
integrated form that appeared shortly 
after the NAB opted in its favor, 
Schwerin says: 

"We're surprised that so few inte- 
grated commercials have been turned 
out over the years, considering the num- 
ber of advertisers who are selling from 
a corporate (rather than brand) plat- 
form. One reason, possibly, is that the 
30-30 piggyback format has been so pro- 
ductive and versatile that it has seemed 
much the more attractive route for ad- 
vertisers with a stableful of brands. But 
at its best the integrated multiple-prod- 
uct announcement has been highly effec- 
tive." 

Schwerin gives two general guidelines 

for an advertiser to bear in mind when 
considering the integrated approach: 
"(1) Stress product difference if you're 
presenting different forms of the same 
product. Avoid like the plague the im- 
plication of replacement or interchanga- 
bility. (2) Display is not enough. The 
static 'parade' approach tends to be the 
least effective form of integrated sell. 
Offer reasons why, demonstrate; explain 
your products - don't just introduce 
them." 

The Schwerin rule-of-thumb recom- 
mendations on piggybacks that share the 
same brand name came out in the corpo- 
ration's January 1960 bulletin. Some 
three years later, however, after Schwe- 
rin examined its total experience in 
split-commercial evaluation, it took this 
view: "After looking at the data from 
every conceivable angle, we are forced 
to conclude that there are no iron-clad 
laws governing the piggyback commer- 
cial. Each piggyback seems to be a law 
unto itself, to generate its own unique 
Gestalt, and to possess its own private - 
and often unanalyzable - interrelation- 
ship of parts." 

Schwerin said it was able, however, to 
find the answer to one question: How 
does the 30-second commercial as part of 
a 30-30 piggyback perform compared to 
its performance as an independent com- 
mercial? Results of a study showed that 
the piggybacked 30 had the same effec- 
tiveness as the independent in 62% of 
the cases, it was less effective 30% of the 
time and more effective in 8% of the 
cases. 

NO SWEAT 

Sellers of spot TV have found that the 
reduction of effectiveness of a piggy- 
backed 30-second commercial in 30% of 
the cases does not seem to worry adver- 
tisers enough to entice them to buy inde- 
pendent 30's. Last year efforts were made 
but eventually abandoned to popularize 
the prime-time 30-second commercial 
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among national accounts. Some stations 
priced them at the bargain rate of 110% 
of the 20-second rate-but there were 
few takers. The piggyback habit, once 
formed, is hard to break. 

The defeat of the campaign for inde- 
pendent 30's is just one of the many 
casualties that bestrew the highway on 
which the piggyback is making its tri- 
umphal march. Some pretty big corpses 
line the road. Even Procter & Gamble, 
television's biggest customer, was forced 
to retreat from its original hard-and-fast 
rule against placing any of its commer- 
cials adjacent to a piggyback. The liber- 
alized instruction that went out to Proc- 
ter & Gamble's agencies was to avoid 
when possible being back-to-back with 
a piggyback, since P&G's prefers it that 
way, but not to make a point of reject- 
ing anything just because it's next to a 
split-product commercial. 

TESTING THE WATER 

Procter & Gamble has taken at least 
a toe hold on the bandwagon. The most 
recent TV Code News lists three P&G 
piggybacks reviewed within the month: 
two for Hidden Magic and Gleem, and 
one for Hidden Magic and Zest. 

The Corinthian station group, which 
imposed an outright ban on piggybacks 
for a while, tossed in the towel early last 
year and announced it would accept 
them on a pre-emptible basis, subject 
to the limitations of the NAB code. 
There was a trace of bitterness in the 
tone of C. Wrede Petersmeyer, president 
of Corinthian, when he made the an- 
nouncement: "Our policy of nonaccep- 
tance was based on the belief and on the 
hope that most of the industry would 
maintain a similar position. However, 
piggybacks are being produced by adver- 
tisers in ever-increasing volume and ap- 
parently they now are being accepted 
by virtually all broadcasters. Under 
such circumstances, continuation of our 
original policy will serve no useful pur- 
pose." 

Even lesser measures than outright 
banning of piggybacks have proved un- 
enforceable by individual stations and 
station groups. Several of them in the 
past introduced various degrees of pre- 
mium rates for the double-deckers, but 
resistance from such advertisers as Col- 
gate, American Home Products and 
Alberto-Culver swept them away. The 
policy of Colgate, for example, is to 
cancel all of its business on any station 
that either rejects Colgate piggybacks 
or charges extra to carry them. Such a 
harsh policy usually brings swift results. 

Even the station representatives, who 
might be prestimed to have a stake in 
eliminating piggybacks if they do indeed 
harm local business, have not taken a 
united stand calling for abolition of the 
multiproduct announcements. Many, of 
course, oppose piggybacks individually, 
but other station representatives say that 
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the way an advertiser divides up the 
time he buys is pretty much his own 
business. 

A marketing publication put out by 
Broadcast Communications Group, sta- 
tion representatives, says that most me- 
dia people emphatically deny that piggy- 
backs are causing advertisers to spend 
less in the spot medium. It sums up this 
attitude by quoting James H. Fuller, 
broadcast supervisor at Young & 
Rubicam: 

"I believe that piggybacks are adding 
money to the medium rather than tak- 
ing any out. Actually they arise out of 
advertisers' needs to get more mileage 
from their budget but not out of any 
wish to curtail allocated moneys. After 
all, if an advertiser can get greater reach 
and frequency for his brands - i.e., get 
more out of his buys - he is more likely 
to put more money rather than less into 
the medium." 

And, concluded the Y&R man: "Piggy- 
backs are basically the result of a differ- 
ent buying strategy rather than a symp- 
tom of advertisers trying to decrease 
their TV spending as conditions both 
in the medium and in the marketplace 
change from year to year. Advertisers 
and their agencies will always have to 

find new media strategies to answer the 
changing needs." 

A question that bothers some of the 
anticlutter crowd is whether the piggy- 
backs might not be like an amoeba, 
subject to a sexual reproduction by divi- 
sion. For example, Bristol-Myers, which 
has been running some 15-second com- 
mercials for Ban tacked on to a 45-second 
commercial for a number of other B-M 
products in a piggyback, is now seeking 
to buy 15-second availabilities for the 
Ban ads alone. Some station representa- 
tives fear that as the 15-second spot 
grows more popular, it will start to 
appear as part of a 15-30-15 package, 
and thus the triggyback will be off and 
running. The next step then could be 
quadruple 15's, doubtless to be called 
quarterbacks. 

Undoubtedly, the last word is yet to 
be said in the controversy over piggy- 
backs. The study may clear up a lot of 
questions, particularly the effect piggy- 
backing has on time sales. But beyond 
that is the fresh look the NAB Code 
Authority now is taking at the whole 
question of commercial time standards. 
Out of that body's work may come rec- 
ommendations that place piggybacks in 
proper perspective. END 

Heavyweight 
The "brute" of the Westel television recorder line. It takes all of 75 
pounds to meet full broadcast specs. But another Westel recorder does 
it in 30. For full details on the Westel* Studio Television Recorder write 
Westel Company, 298 Fuller Street, Redwood City, California 94063. WES EL 
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CO-PRODUCTION fron»oge 

Wheeling, dealing, blues singing emphasize one fact: movies draw big TV audienci, 
even more critical. 

In the six-station New York market, 
150 to 180 films are wound into the sta- 
tions' projectors during an average week. 
CBS-owned WCBS-TV, the single biggest 
film user in the market, schedules 1,800 
movie programs a year. At this rate, in 
New York alone, there are almost 10,000 
feature-film programs run a year. Even 
though many of the movies on these 
programs are in their third, fourth even 
tenth time around, at least 700 indi- 
vidual films strut the stage of small 
screens each year. Projecting these fig- 
ures, conservatively, on a nationwide 
basis, gives a vivid indication of just 
how drastically the faithful moviewasser 
is drying up. As a matter of fact, on a 
clear day you can see the bottom. It is 
almost impossible to be certain exactly 
how many movies are at this moment 
left unsold to television. (Distributors 
tend to get nervous when asked about 
numbers.) Even well-informed estimates 
vary so wildly that their sum total is 
meaningless. But even at the top end 
(750-1,000 films), network and local pro- 
gramers don't have enough available to 
sit back and take it easy. 

A SELLER'S MARKET 

Opinions on just how bad the short- 
age is at the networks also vary widely. 
Sal Ianucci, CBS-TV business affairs VP, 
sees the coming season's five feature-film 
programs as the peak in network usage, 
with five nights continuing for two or 
at most three years. Other voices predict 
that Monday and Wednesday will give 
birth to their own "nights at the movies," 
though it is difficult to see where the 
networks could find, or co-produce up- 
wards of 200 films per season. Reason- 
able estimates of network stockpiles give 
CBS enough films on hand to sustain 
two more seasons of two films weekly, 
NBC probably another year at the cur- 
rent rate, and ABC possibly two more 
years at its one-per-week pace. After this, 
according to Ianucci, feature films will 
roll back to three nights a week and stay 
there as long as the people are willing 
to watch them. 

One predictable result of the increas- 
ing shortage of films is a seller's market. 
The moans from the buyers in this 
crowded marketplace are deafening. 
Says one such sufferer, a buyer for a 
station organization: "Anything with 
sprocket holes in it will sell today. Peo- 
ple are taking anything, and the trick is 
just to find and buy product. Some sta- 
tions are buying feature packages that 
still have three or four years to run on 
other stations in their markets. They 
are in line waiting." 

Although it is true that the greatly 
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increased demand for "anything with 
sprocket holes" has made things easier 
for distributors, especially in compari- 
son with days not too long ago when 
competition for the group and local- 
station market kept price tags on the 
low side and salesmen out of breath, 
the seller's market has brought syndi- 
cators some new problems. According to 
Lou Friedland, syndication VP for MCA 
Television Ltd., one of these woes is 
greater selectivity. "As you approach 
the final count on features-the great 
product gone, the large middle range 
now in-face it, B pictures-the film buy- 
ers have become much sharper. They 
understand the use of features better 
than they ever did before," says Fried- 
land, "and they want information, film 
by film, number by number." 

All the wheeling, dealing, and blues 
singing are generated by one overwhelm- 
ing fact: Movies work. In terms of con- 
sistent audience draw and relatively 
economical program fare, movies work 
better than anything else. It is surrealis- 
tic, therefore, to imagine that television 
program executives are going to roll 
their eyes upward, shrug their natural 
shoulders and say: "So when they're 
gone, they're gone." 

Television is an aggressive animal 
with a superior sense of self-preservation. 
What Hollywood can no longer provide 
for television, television will provide 
for itself. Decisions in this direction 
have been increasing geometrically. The 
dark spectre of an empty film library is 
causing even traditionally conservative 
film buyers to become involved in deals 
that are, at best, speculative. 

OGRE BECOMES ANGEL 

All three networks, and many station 
groups, have entered into alliances with 
major film producers or smaller inde- 
pendent outfits to develop movies for 
television (see box, page 59) , usually 
with short-run theatrical distribution as 
part of the bargain. The irony of the 
situation is that television, once the 
hated ogre in Hollywood film producers' 
nightmares, may become one of the 
primary financial angels for theatrical 
features. 

Co-production arrangements are nu- 
merous, and they come in many shapes 
and sizes, depending on the needs of the 
television outfit that enters into them. 
Generally speaking, the network deals 
involve a small number of pictures (six 
to ten) with relatively high budgets ($1 
million and up). Costs of making the 
features are usually split down the mid- 
dle, with the film company getting 
theater benefits and the network getting 
exclusive television rights. An important 

by-produt of these At tatigtinersis i, the 
of I ht femme giing birth to 

teleision ("1 his phenomenon. 
although nothing; I irW As far as inoNies 
arc «meernetl-II`mkiest .ship in the 
Army, 12 O'Clock High. en. -is of pm 
titular interest to network progr;nuct s, 

and has already borne fruit lot .11: 
with the development of The. Iron H1,r.se 
series from "Si alplot k," a feature tno 
made for the network b). Columbia Pic- 
tures.) 

Besides incubating new series, features 
made for TV can serve as a measurement 
of audience reaction to new or renewed 
series ideas. One example of this is a 

two-hour film (to be called "Dragnet 66" 
or "Friday") produced by Jack Webb 
and Universal. Webb, who folded his 
original Dragnet television series when 
the ratings were still healthy to look for 
even greener grass, now feels that the 
time may be right for a comeback of the 
realistic detective story. Ratings on the 
movie will give him a better barometer 
on his audience than most series pro- 
ducers get. 

SON OF A TV SERIES 

Another facet of this feature-serie 
business brings the process full circle- 
movie to series to movie, the elongation 
of an episode of a popular series into a 
feature film for theater distribution 
alone. Currently a theater double bill 
of feature-length Man from U.N.C.L.E. 
films is playing the country, and some 
time ago a McHale's Navy feature did 
creditably at the box office. So far no 
one has brought out a feature made 
from a series spawned by a feature-for 
instance, a new theatrical release titled 
"12 O'Clock High"-but such a possibil- 
ity is not to be discounted in the im- 
aginative inbreeding that is going on. 

When thinking first started in network 
corner offices about filling the impend- 
ing film gap through co-financing fea- 
ture product, the idea was that films 
should be shown exclusively on televi- 
sion, without theater distribution. Two 
feature films co-produced early in the 
game by NBC and Universal, "See How 
They Run" and "The Hanged Man," 
were shown on this television-only basis, 
and neither broke any ratings records. 
(The third film to come out of this 
pioneering deal, "The Killers," was con- 
sidered too rough-and-tumble for the 
home screen and was distributed to thea- 
ters only.) "Scalplock," another televi- 
sion-backed film with no prerelease in 
theaters, showed a similar tepid effect on 
ratings. Apparently, audiences are just 
not turned on by films they have never 
heard of. On the television-only basis, a 
movie is competing as just another TV 
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DISTINCTIVE'. DETROIT 

THE LARGEST FLAG IN THE WORLD, 235 feet by 104 feet, 
is displayed every Flag Day on the facade of The J. L. Hudson 
Company's downtown Detroit store. 

Photograph by George Kawamoto 

Just as Detroiters regard this majestic flag as distinctive of Detroit, so they have regarded The WWJ 

Stations as distinctively Detroit for over 45 years. Why? Because of programming that reflects the 

city's own interest in local news, sports, entertainment, public affairs, and community service. And, 

because of WWJ's home-ownership by The Detroit News. When you ask a Detroiter which radio 

and TV stations are distinctively Detroit, he'll instinctively tell you "WWJ." 

WWJ and WWJ -TV 
OWNED AND OPERATED BY THE DETROIT NEWS. AFFILIATED WITH NBC. NATIONAL REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC. 

lion each. At least three will be released to theaters for 
15 to 18 months before TV premiere. First of the six, 
now in production, is entitled "Dangerous Days of Kiowa 
Jones," a western with Robert Horton. ABC also has a 

deal with Ivan Tors for two pictures aimed at series 
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American stars) at $250,000 to $600,000 each. For RKO 
General and other station release after 18-month theater 
run. Four of the 12 are completed, including "Code Name 
Jaguar" and "FX18 Superspy." Production on all others 
is scheduled to be finished within seven months. 
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Reprint 

Checklist 
These Reprints Still Available! 

OUTLOOK FOR UHF 0 
12pp from October 1965 350 each 

Blessed by the FCC and bolstered with infusions 
of new money, UHF broadcasting is taking off 
again. Some say it will land on its feet, others 
doubt it. This penetrating special report puts 
the UHF pieces together, gets the thinking of 
the men involved and weighs the future. 

THE BIG BEAT IS BIG BUSINESS 

spp from Jane 1965 250 each 

Numerically, American teen-agers make up the 
smallest segment of the TY audience. Monetarily, 
these same teen-agers spring for $12 billion a 

year. Television has always programed for the tots 
but has generally ignored 12- to 17-year-olds - 
until recently. Now you can hardly keep track of 
the proliferation of rock 'n' roll programs. TV has 
bowed to the accent on youth, and advertisers of 
all kinds have begun to dance along. 

0 

COMMUNITY ANTENNA TELEVISION 

12pp from September 1964 250 each 

In June 1962, it was clear that broadcasters could 
no longer ignore this interloper on the fringe of 
their own empire. They haven't. Today broadcasters 
are a big and growing force in CATV, and CATV 

itself, up 44% in total systems and 39% in gross 
(revenue in the last two years, is a problem and a 

puzzlement grown to the point of explosion. An 

analysis of the CATV fires now burning - and con- 

suming every sector of the industry from UHF to 
pay TV, from the investment community to the 
federal government - is detailed in this report. 

THE NEW MEDIA COMPETITION 

spp from May 1964 250 each 

For almost two years TELEVISION MAGAZINE ex- 

amined the shifting status of media competition. 
Beginning with magazines, and continuing through 
studies of newspapers, radio, outdoor advertising, 
direct mail, spot and network television, this re- 

search examined what's happened to the major 
national media since the post-World War II emer- 

gence of television. This article presents the con- 

clusions, along with the latest billing data on all 

these major media. 

EDUCATIONAL TV: 10 YEARS LATER Cj 

12141 from Pebraary 1964 25¢ each 

it's been over a decade since the first educational 
TY station went on the air in Houston. Now there 
are 83. But ETV, which has problems aplenty left 
over from its first 10 years, has still more growing 
pains ahead. The problems, the protagonists and 

much of the prognosis are detailed in this report. 

TELEVISION MAGAZINE 
Reprint Dept. 

1735 DeSales St., N.W. 
Washington, D. C. 20036 

Send quantities checked above to: 

Name 

Company 

Address 

City State Zip 

Payment Enclosed (Note: New York City 
addressees please acrd 5% sales tax for orders of 
$1 or more.) 

Bill me t) 
Minimum Order :One Dollar-Postage Additional 

For Bulk Orders 

4;0 

CO-PRODUCTION continued 
vision programing for Westinghouse, 
indicates that the deal may be the first 
of many for his company. "As a station 
operation," he explains, "we have more 
need for bulk than for the kind of 
blockbuster quality that the networks 
look for." 

Stations need product for bookings 
at all hours of the viewing day. With 
the sheer volume necessary and the lim- 
ited money available to spend on it, 
group deals are likely to be a source of 
what Friedland calls the "middle range" 
-the B picture. Pack and others like 
him, far from being displeased about 
this, welcome it. "One of the recent 
major problems in the film business has 
been the rising cost of making American 
movies," says the Westinghouse execu- 
tive. "A package of 30 $500,000 films re- 
vives the whole concept of the B-budget 
film. And when you think about it, 
some of the older films that evoke crit- 
ical praise and get high ratings today 
were made as B movies." 

MOTION-PICTURE TEST TUBE 

Pack optimistically predicts that the 
high volume needed and the short time 
in which to produce it will force pro- 
ducers into at least some experimenta- 
tion with people and ideas. The sug- 
gestion that television demands could 
actually spur Hollywood into making 
more low-budget, artistic films on the 
style of "Marty" and "David and Lisa" 
may sound like cinematic pie in the sky, 
but it is just possible that after ample 
numbers of "safe" films are made there 
could be some imaginative generation 
in future product if only because of the 
high numbers of films needed. 

At least for a while, however, the pro- 
ducers who get the nod from station 
groups to produce packages for indi- 
vidual-station syndication are probably 
going to be hard-minded businessmen 
who have proved their abilities to grind 
out features at a steady, rapid pace. 
These producers couldn't care less about 

inema techniques and all that jazz. 
They want numbers, and so do the tele- 
vision companies who foot half of the 
bills. They may (as in the case of Sidney 
Pink, producer of the Westinghouse 30) 
do most of the low-budget films out of 
the country, with one or two stars who 
are no longer demanding big money and 
a throw-together cast of European actors 
and extras. 

If there is a trend in the kind of 
stories the group-produced pictures will 
tell, it is toward science fiction and ac- 

tion-adventure. West Coast producer 
Harold Goldman is in the process of 
putting together a package of 13 low- 

budget ($400,000 -$500,000) films of this 
genre, and the package has been pur- 
chased by more than 50 stations, includ- 
ing the past masters of film buying, the 

CBS-owned stations. Although these mov- 
ies are not being made with specific tele- 
vision backing, the fact is that almost no 
films now and in the future, especially 
the low-budget kind with a relatively 
limited box-office draw, are made with- 
out some idea of television sale. 

Current group-backed productions are 
all slated for theater release befdre their 
television careers begin. In most cases 
18 months is the magic number, and it is 
during these 18 months that the film 
makers hope to realize their profits. After 
this period of theatrical distribution, 
with the gratituitous promotional bene- 
fits that it entails, TV gets the films for 
group use or station syndication. 

The possibility that 18 months or 
even two years in theaters are too short 
to generate sufficient interest in new 
movies is dismissed by most television 
executives on the grounds that the thea- 
ter audience and the TV audience are 
largely separate entities. At any rate, 
television stations need fresh product 
without much delay-some to the extent 
that even a year and a-half may seem 
like a long time. Some partners in co- 
production agreements look for a salu- 
tary effect on the product itself from 
theater exposure. 

Although the Westinghouse arrange- 
ment is the likely archetype for group 
co-production, there are variations on 
the theme. One of the most subtle of 
these to date is the agreement between 
the CBS-owned stations and Harold 
Goldman's Television Enterprises Corp. 
CBS stations' executives are quick to 
deny that this amounts to co-production 
in any form, but there are certain aspects 
to the deal that offer an incentive to 
would-be producers of movies for TV. 

Although the CBS stations have not 
prepaid TEC for the package, and the 
stations retain the option to reject any 
of the films that don't meet their stand- 
ards, the signature of a major station 
organization on a contract is hound to 
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Prevent heartbrealc and hunger 
across the world - each dollar 
sends a Food Crusade package 
through CARE, New York 10016. 
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make financing more readily available 
to the producer, or, as in the case of 
TEc, can give the sales staff something 
to crow about to other potential buyers. 
This, though not co-production in the 
technical sense, is another of the ways 
that television is aiding in the genera- 
tion of new film product. It is also a 
significant sign of the times that the 
CBS stations have for the first time 
contracted for a film package in an em- 
bryonic, preproduction state. As in other 
deals, the pictures will run for 18 

months in theaters around the country, 
for the most part as drive-in double 
features. 

TEC has also completed negotiations 
for sale of the same package to the.Time- 
Life stations and the Storer group, as 
well as individual stations. The com- 
pany looks for television consumption to 
generate increased production. TEC 
president Jerry Kurtz says: "'This initial 
batch of 13 is only a beginning. By 
January 1967 we hope to be turning out 
26 pictures a year for station use. We 
have started negotiations with the net- 
works for parallel-type arrangements 
now that we have a track record with 
the stations." Kurtz doesn't think that 
there will be any problem putting out 
26 pictures each year, but he does admit: 
"If all the pictures and deals that get 
talked up are actually made, you'll find 
about 12,000 films being turned out 
next year." 

50-50 PROFIT SPLIT 

Another outfit moving somewhat 
tentatively into co-production (on a 
basis similar to Westinghouse) is ABC 
Films, with a straight 50-50 deal with 
MPO Videotronics for about 12 films 
over the next year and a-half. MPO 
Videotronics will handle the 18-month 
theatrical distribution with ABC Films 
taking over after that on TV syndica- 
tion rights. One notable difference be- 
tween the ABC Films deal and others is 
that the two co-producing companies 
will split the profits down the middle on 
both theatrical distribution and televi- 
sion. The first film in this venture is 
now in production in Nassau. Budgeted 
at around $400,000, the film is titled 
"Agent 36-24-36" and stars Troy Dona- 
hue. The other films will probably be 
similarly priced and will also be action- 
adventure and science fiction. 

An additional project touching in the 
area of co-production, according to ABC 
Films VP Jack Arbib, is a possible $1.5 
million Cinemascope theater remake of 
the Buck Rogers sci-fi epic. There is, of 
course, another possibility that this 
could end up as a series instead of a 
theater feature, and Arbib can't resist 
noting that the merchandising potential 
(a la Batman) is "fantastic." 

One of the most immediately apparent 
changes wrought on the film industry 
by the growing demands of television 

for feature product is the almost ex- 
clusive use of color in future American- 
made movies. There are still many fine 
black-and-white films on the market 
(many of the meritorious movies made 
in the last decade have been black-and- 
white), but color is becoming, an in- 
creasing concern of the station and net- 
work buyers. The same station organiza- 
tion buyer who decried the fact that 
anything with sprocket holes will sell 
makes the point that "color film is in 
particularly big demand. Color is being 
used on many stations as a sales tool." 

Well, golly, it all looks pretty rosy, 
doesn't it? Looks like those village elders 
are going to come through again, the 
new wells they're digging are going to 
gush forth moviewasser just as sweet 
and tasty as the old stuff. Well, just to 
keep optimism in its place, it seems 
imperative to point out that there are a 
lot of questions beginning with "if" 
that only time can answer. And until 
these questions are answered, no one, 
pro or con, can say for sure whether co- 
production is the most valid solution to 
the impending feature-film shortage. 

The pessimists, and there are many, 
are strong in their forebodings. One of 
these men, a high-ranking executive in- 
volved closely with both theatrical and 
television-film distribution, sums up the 
single most dangerous threat to most 

co-production programs as they now 
stand. With few exceptions, one of the 
major tenets of co-production is that the 
film maker will pay his overhead and 
reap his profit from the 18 months or so 
of theatrical distribution. However, the 
costs entailed in full distribution and 
promotion of a movie are steep (for in- 
stance, normally about 200 prints are 
needed, and for a color film this means 
a lot of cash), and these costs have to be 
borne by the theatrical distributor 
alone. Moreover, there is by no means 
as severe a shortage of features for thea- 
ters as there is in television-the only 
shortage is for blockbusters, and no one 
pretends that films co-produced for tele- 
vision consumption are going to win 
many awards. 

A final question about potential profit- 
ability is whether young moviegoers, 
an important segment of the theatrical 
market, will be willing to spend their 
allowances for the kind of adventure 
and science-fiction . fare that they get 
free every night of the week on TV. Of 
course, no matter what woes beset the 
theatrical distributor, TV stands to gain 
from the co-production deals now in the 
works. But if the movie-house end of the 
business can't get out of the red, there 
may not be many co-producing hands 
for television programers to shake next 
time around. END 

Some people are never satisfied 

Like us, for instance 
Wouldn't you think we'd be satisfied 
since we deliver 40% more TV homes 
in the Tri - Cities (Bristol, Johnson 
City, Kingsport) than that other sta- 
tion? 50% net week cut-off figures* 
add up to 149,700 for us - 108,100 for 
them. So now, we add impact to this 
coverage with a 7-step Sales Develop- 
ment Program that's absolutely the 
limit. It includes personal calls, mail- 
ings, store displays, surveys, distribu- 

Who knows what we'll do next? Oh, 
well, some people are never satisfied. 
(Except WCYB-TV advertisers, and 
they're ecstatic.) Get the full story in 
our new Factbook. 

NBC 

WCYB-TV 'mar' ABC 
affiliate 

tion checks and improved shelf facings. Reps: The Meeker Co. 0 In Atlanta: James S. Ayers Co. 
*1964 ARB Coverage from 1965 TV Factbook 
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The really 
big question 

for TV's future 

THE article by Harry S. Ashmore ap- 
pearing elsewhere in this issue was se- 
lected for publication in the knowledge 
that many readers would condemn this 
magazine for giving house room to sedi- 
tious thoughts. The television establish- 
ment has conditioned itself to react more 
by reflex than analysis when an outsider 
asserts that things might be better than 
they are. 

Ashmore will win no popularity con- 
tests in the broadcasting business when 
he suggests that television is incapable 
of elevating its own standards and is in 
need of regular guidance from a com- 
mission of independent critics. Still, his 
comments ought at least to be read before 
he is run out of town-if only because 
he is taking a position that, in general 
outline, is shared by a growing number 
of thoughtful citizens and institutions. 

Ashmore speaks for the Fund for the 
Republic and its Center for the Study of 
Democratic Institutions which make no 
secret of their intention to create ex- 
actly the sort of watchdog commission 
that Ashmore has in mind. But Ashmore 
and his institutional associations are not 
alone in their determination to do some- 
thing about television. 

THE heavily endowed Carnegie Corp., as 
Ashmore himself points out, has under- 
written a detailed study by a National 
Commission on Educational Television. 
But, as Ashmore did not report and may 
not know, the Carnegie commission has 
;dready begun looking beyond the con- 
fines of its original assignment. It is at- 
! eniot 11V. to ;1:-;!4:1\" I he natures of both t he 
,.,minrcia and noneemmercild mysterns, 
and at la::t some of its members are 

1,,viog with the notion that. 
Ihr ef,1,11,1erei;i1 1,1.,,adeasters ought to 

I r 111:111,1;11 success by tithing 
1,, :m1,1),,r1 t hp (.(111(;tt iwial system. 

Alio! her endowment, and I he largest 
of then] all, the I'r,rd Von ii(1;11 tun, has 

hired Fred Friendly. former 
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taking hard, new looks at television. 
Though their activities-so far-are 
wholly uncoordinated, they are all mo- 
tivated by the same phenomenon: the 
alienation of the intellectual community 
and the commercial television system. 

Is there any way for television to effect 
a reconciliation with the discriminating 
members of the public who feel aban- 
doned by the medium's pursuit of mass 
tastes? That question may be at least as 
important to television's future as those 
of more immediate commercial concern. 

It is not a question that is susceptible 
to easy answers. Certainly the answers 
are unlikely to come from a parttime 
commission with the wooly mission Ash- 
more assigns. They must come from 
broadcasting itself. They must come in 
a program mix of wide enough variety to 
engage the attention of all significant 
segments of the publicincluding the 
occasional, if not regular, attention of 
those who believe themselves ignored 
now. El 
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Our survey has measured the size of your audience. 

It averages 43-39-46." 
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and has been for FIVE years 
LIVE FILM TAPE SLIDES 
ASK PETRY HUBBARD BROADCASTING, INC. 

MINNEAPOLIS ST. PAUL 

KSTP AM-TV I KOB AM-TV I W-GTO AM 
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The famous "rude bridge that arched the flood" stands in Concord, 
Massachusetts, as a monument to the minutemen who defeated 
British troops there on April 19, 1775, the first day of the Revolu- 
tionary War. "Here the embattled farmers stood and fired the shot 
heard round the world." For an 18" x 24" copy of this original 
watercolor by Robert Keenan, in full color without advertising, 
suitable for framing, write to WHDH. 

Buy Boston like a Bostonian...Buy WHDH 
TELEVISIONJ CHANNEL S RADIO. AM 950 KC 50.000 WAT'TS FM 94.5 MC 

REPTIESENTED NATIONALLY OY BLAIR TELEVISIONRADIO 
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