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YOU SUPER -HEROES GIVE 
ME A PAIN IN THE TAIL. 

EVER SEE 
MY SAG OF TRICKS 

IN ACTION? 

I'VE KNOCKED OFF 
A WHOLE TV MARKET 
IN ONE AFTERNOON! 

ANOTHER 
ANTHROPOMORPHIST 

POPPING OFF. DON'T YOU 
KNOW I'M THE GREATEST 

HERO OF ALL TIME ? 

TRANS -LUX HAS 
STARREPME IN 130 

5% MINUTE ADVENTURES. 

.:4 - 
Take your choice...,:ór;bettér still, büy.'em both fróm TRANS-LUX,:of`cóurse!- 

eUx 
THE CAT 

0QIn P.. 1.e Cal bd ..l Yt 

THE 
MIGHTY 

HEIM- RAN - 1-57 
TELEVISION .CORPORATION 

625 Madison Avenue, NEW YORK, N.Y. 10022 "PLaza 1.3110 CHICAGO` HOLLYWOOD 

Trans -Lux Television International'Corpóration Zurich., Switzerland 
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Does your advertising conform to the in- 
dividual characteristics of the markets you 
want to penetrate-markets which are as 
completely different as their geographic 
shapes? Does it fit constontly changing 
buying patterns and product preferences? 

If not, you should be using spot (or local 1 

television, the medium that lets you shape 
( and change! I your advertising to match 
the specific dimensions-the changing 
distribution and sales patterns-of your 
markets. And to dramatize our point, as an 
industry service we have produced a 12 - 
minute color film about spot television, for 
showing to interested advertisers. Called 

"Control Yourself," the film spotlights the 
continual changes taking place in today's 
market places. Shows you how spot tele- 
vision's sight, sound, motion and color are 
made -to -measure for the advertiser who 
wants to keep pace with those changes. 

If your sales problems vary from market 
to market, spot television is your medium. 
Because spot is flexible, economical, quick. 
That's the shape of it. 

What's the 
shape of your 
advertising? 

o 

*CBS Television Stations 
National Sales 
Representing CBS Owned WCBS-TV New York, 
KNXT Los Angeles, WBBM-TV Chicago, WCAU-TV 
Phllodelphia and KMOX-TV St. Louis 
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Op, or optical, art is one of today's 
"in"forms of artistic expression.Along with pop, happenings and psychedelic 
painting. They're what's happening in a nation-wide cultural explosion that 
is causing once four-square foundations to rock...literally. 

As focal points for entertainment 
and information in five major cultural centers,the CBS Owned television 
stations are "with it;' of course. To wit, this Spring they are presenting 

"Eye on Art;'a series of five hour-long color specials reviewing progress 
and problems in art in their communities. Co -produced by the stations for 
consecutive -week showing on all five,"Eye on Art" is a significant survey 
of cultural trends in some of the nation's most important patron cities. 
(Consult local listings for program times and dates.) 

The CBS Owned stations have long 
maintained a solid record for being up on (or ahead of) the latest,and 
keeping their vast audiences -up there with them. For example,"Repertoire 
Workshop;'an on -air showcase for promising newcomers in the performing' 
arts, is a joint project in its fifth season. Another series,the Community 
Affairs Program Exchange, is now in its ninth season. And soon. 

This predominant interest in what 
interests people is one thing that makes our stations so interesting.One 
reason so many people find it so hard to turn us off. Which is precisely 
the reason we have always succeeded in turning hip advertisers on. Like 
our audiences,they know what's up! 

OCBSTelevision Stations 
CBS OWNED WCBS-TV NEW YORK, 
KNXT LOS ANGELES, WBBM-TV CHICAGO, - 

WCAU-TV PHILADELPHIA. KM .12,.- cT I 01 "C 



 Facts in focus... 

the NSI 
COLOR TV 
OWNERSHIP 

í ESTIMATES 
r 

i 

Issued twice a year. 

Shows color percentage 

estimates of total tv households 

in each of 224 market areas... 
and comparisons with 
previous estimates. 

For complete details 
call, wire or write 

M. 

Nielsen Station Index 
NSI EXECUTIVE AND EASTERN 

SALES/SERVICE OFFICE 
NEW YORK (10019) 

1290 Avenue of the Americas 956-2500 

NSI SALES/SERVICE OFFICES 
CHICAGO (60601)_ 

360 N. Michigan Ave. 372-3810 

HOLLYWOOD (90028) 
1680 N. Vine St. H011ywood 6-4391 

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

a service of 
A. C. Nielsen Company 

CHICAGO (60645) 
2101 Howard Street 465-4400 
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Finally, a professional -quality 16mm camera with utterly 
simple, totally reliable automation. The new Canon Scoopic-16 
is the perfect tool for sophisticated or novice cameramen 
who have to shoot instinctively and get it right the first time. 

Scoopic-16 combines fully automatic CdS exposure control 
and an integral 13-76mm zoom lens with reflex viewing, 
electric drive and automatic loading. It frees you to follow the 
action and make your shot-no fussing with meter, 
diaphragm control or lens turret. Even loading, of standard 
16mm spools, has been automated. 

And Scoopic-16 is engineered for your comfort. Everything 
about it-from its contoured hand grip with convenient 
thumb action shutter release to its light weight and balanced 
design-was planned to give you the ultimate convenience 
in hand-held action shooting. 

If you're the kind of guy who has to go where the action is, 
you'll want to go there with the new Canon Scoopic-16. 
It's your kind of camera. By design. 

New Canon Scoopic-16: Uses 16mm film, single or double perforated on standard 100' spools. Canon -Zoom lens, f1.6, coated. Zoom range 13-76mm, ratio: 5.84:1, focusing to 5 ft. Fully automated, motorized CdS exposuré control system (with manual override) cross couples to all running speeds, all 'f' stops (f1.6-f22), all films ASA 10-320. Selected aperture shows on scale in viewfinder. Running speeds: 16, 24, 32, 48 fps. Self -threading. Thru-the-lens viewing. Built-in focusing glass. 
Viewing brightness not affected by 'f' stop. Corrective, adjustable eyepiece. Self -resetting film counter. Motor driven 
by one 12.5V interchangeable, rechargeable 
nickel cadmium battery (shoots approximately 
8 rolls per charge). 

See the Scoopic-16 at your dealer's or 
write for literature. Canon U.S.A., Inc., 
550 Fifth Avenue, New York, N. Y. 10036 

Canon 

NEW CANON 
SCOOPIC-16. 
FIRST 16mm 
"POINT -AND -SHOOT" 
ELECTRIC 
CINE CAMERA. 

1, 
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"We want to help improve the 
uality of media information upoi 

which we base our buying." 

. t.. 

DbVID. D:. KEEGAN, Media :CoordinatorThomas 1r Lipton. 

I 
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That's how one of the 17 advertis1 
media executives on the SRDS G 

Chevron Award Panel expressed' 
self when asked why he spent hou1j 

and hours analyzing media Servi 
Ads. 

We think you might be interested i, 

some of the illuminating "inside" di;' 
cussions held during the course 
judging sessions. 

"Here's a radio station ` 
that knows how we buy..." 
". .. I like this radio campaign. It show- 

% that they subscribe to the rating senu 

ices which we have at our fingertips ani 

shows the audience composition. Thi° 

campaign tells me the type of station 
is; this is the one thing that we do no, 

have at our fingertips - we have to we!, 

until we get to a rep or we get a sta 

tion log. 

"When I open Standard Rate I have.tht; 

rates. From these ads I hope to haw' 

something about the station, and I havt, 

my rating sources which I can get from 

my file cabinet. These ads give me &; 

thumbnail sketch of the type of statioq' 

and the type of programming. 

.,,1 

Jim 

BRUCE SMALL, Asst. V. P. & Manager, 

Spot Broadcast Unit, Ted Bates. 

8 Television Age, May 8, 196 



nrtions that it has the news and 

thatind, and its quality. It says that 
haildults. It describes the program- 

tingAnd it touches on the coverage 
n l lows that they do have farm pro - 

ruing. They're also highlighting 
nectheir newscasters. In the January 
,r6Li March ad they show you a brief 
ontcr map and the share of audience 
nd Iw they compare with the other 
tatics in their home county and in 

ighf'ounties in the surrounding area. 
o nithis is the kind of information I 

nd ry useful in SRDS. As far as be- 
ig cnplete, it is." 

* * * 

P 

diRI.`= 

1 r 

5 

9 l 
11. 1 I IS 

JOAN STARK, Asst. Grp. Hd. of 
Media Dept., Grey Advertising. 

'I mked them down a little on 'cur- 
.ent':cause they illustrate their March 
661- ures with a March, '65 Pulse. It 

may ave been the latest rating book, 
out Iion't know. Perhaps if it was, they 
3hou have said 'latest figures avail- 
able:l-lowever, their source is factual 
and ,eir figures are factual. It's pre- 
sent c for ease of use. It's quick, quick, 
auicl It's explicit because there does 
riot 9m to be any double talk; they say 
vvha iey have to say and they're say- 
ing very clearly and precisely, and 
exac . The service information is very 
good 

'Hgv¡ier, in addition to percentages of 
°M y, I'd like to have total number of 
omli in the area; this would really 

nalgt very good." 

"I cI;Id work right from this TV ad" 
'Fo iy money, this is the best TV 
a lign that we've come across in 
hi .soup. It breaks down its shows 
nt liildren's shows, women's shows 
3n nily audience shows. It tells you 
Vhf hey run, who's in them, what the 
ontit is and the participation price." 

'I th 
xi 
na 

:an 

< it's good. I gave it high scores 
Í:riteria. This is the type of infor- 
i we want, and although they 

tst the availabilities here, it does 
;ivE/ Iorogram target to go after." 

* * * 

"I'll tell you another thing, if I was work- 
ing on a plan or a cost estimate I could 
work right from this ad. I would cer- 
tainly work on this station before I'd 
work on a station that only had a listing." 

"The only thing is that they have noth- 
ing on local special programs. For ex- 
ample, the XXX stations do local pro- 
grams on rehabilitating convicts, etc. 
This shows that they create local pro- 
grams and therefore much local inter- 
est. Such programs would be interest- 
ing for us to know about. As far as it 
goes, this is a very good campaign. It's 
on the right track." 

What kind of 'sound'? 

"This second radio campaign is not 
complete because it doesn't give us the 
number of homes and it doesn't give us 
a map and it doesn't define its sound. 
Although they tell us that it reaches the 
greatest number of adults and teen- 
agers in its market, it doesn't give us 
any idea of the type of programming. 
How do they get both?" 

Need programming information 
"I would have to agree that program- 
ming is one of the best things that 
could be presented in Service -Ads and 
it loses currency less rapidly than rat- 
ings do. I would be particularly inter- 
ested in syndicated properties which 
various stations run. They might 
uniquely fit into some marketing plan 
which we might be trying to imple- 
ment." 

1 
_ 

TERRY PELLEGRINO, Asst. to Sr. V. P. & Media Dir., 
Young & Rubicam and RICHARD TREA, Media Dir., 
Richard K. Manoff, Inc. 

This ad is one of a series reporting sig- 
nificant observations by Gold Chevron 
Award Panelists that suggest how 
media can use their Service -Ads in 
SRDS to best advantage. 

IN SRDS 

YOU ARE THERE 
selling by helping 

people buy 

somas 
STANDARD RATE 

& DATA SERVICE, INC. 

5201 Old Orchard Road 

Skokie, Illinois 60076 
312 966-8500 

Sales Offices: Skokie 

New York Los Angeles 

revisit Age, May 8, 1967 
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Letter from the Publisher 

The Following 

Information ís 

Classified 

SUCCESS 

STORY 

When a TV station buys 
a syndicated program the 
idea is to enhance the 
look on the tube, improve 
the average level of rat- 
ing performance and cre- 
ate a saleable product. 
In San Francisco-Oak- 
lánd, KTVU placed Dr. 
Kildare on the schedule 
Friday evenings starting 
in October. Since then, 
the rating has grown 
50%, men viewers by 
57%0 and women view- 
ers by 58%. In the latest 
NSI, Dr. Kildare is deliv- 
ering 10,000 more homes 
than KTVU's average 
evening program, and 
28,000 more women 
viewers than its night- 
time average. 

If you're missing the 
women in your audience 
you're missing a good bit. 
Dr. Kildare is the best 
bet to remedy the situa- 
tion. Ask the Man from 
MGM -TV for availabili- 
ties today. 

r 
MGM 
TELEVISION 

iNE 10111 

PRO6RAMMIN6 

COMPANY 

( NSI-Feb. ( Mar. 1967: 
7:30-11:00 PM S -S) 

Network -Station Contracts Need Revision 

This is the time of } ear when the station management is 
pondering network contracts both present and future. Prac- 
tically all of the CBS affiliates are now operating under the 
new contract introduced late last year. ABC has advised its 
affiliates of the new contract which will go into effect this 
July. NBC will very shortly send out its new contract to its 
affiliates. 

These contracts are more than mere affiliation agreements 
-they are the centerpiece of station and network relations. 
The stations' basic interest among others is, of course, com- 
pensation. There is probably no station in the country that 
doesn't feel it should be getting a higher hourly rate from its 
network. 

Conversely, the networks feel, with very few exceptions, 
that its affiliates could clear more time, although the total 
number of hours cleared increases each year on the basis of 
the increase in the total hours of network programming. 

But the method of compensation has become antiquated 
in view of the present day manlier of network sales. At 
present all three networks compensate on the basis of hours. 
This was established in the early days of television when 

practically all programming was sold to single or alternate 
sponsors. 

Today, with the exception of specials and a few single 
and joint sponsors, network sales are on a basis of minute 
participations. Therefore, it would seem to make sense to 

compensate stations on the basis of minutes or commercial 
units instead of on an hourly basis. This would equate the 

method of compensation with the pattern of selling. 
It is interesting to note that the pressure on the part of 

the affiliates for expanded primetime station breaks has 

subsided. This is due, of course, to the present climate of the 

spot business. The stations and the reps are concerned that 

should the station -break time be expanded. it would throw 
onto the market additional spot inventory that could very 
well depress spot rates at this point. 

What is needed above all on the part of stations right 
now is good old-fashioned selling and aggressive promotion. 
There is no question but that television is entering a new 

phase of intensified competition. within the industry as well 

as from competitive media. 

Cordially, 

44i 

J 

i 
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-" ;" Letters ----` 

I to the . 
il 

Editor 

,Whi People Are Numbers 

V' welcome your April 10 issue 
withbur Television Market Planner 
in 1 As usual, TELEVISION AGE has 
Yea le trends right, and posed some 
intuiting questions, such as, "Are 
rank gs meaningful?" 

D 

ire 
ould have to answer that they 
>ly meaningful when taken in 

he ntext of the marketing target 
hat lie advertiser wants to reach, 
its 1tevertising dollar allocation, dis- 
.ribuon pattern, etc. 

Al blanket method of ranking 
markets on the basis of a single 

ritenn has little value. 
FRANK BOEHM 

Director of Research 
Iarketing & Sales Development 

RKO General Broadcasting 
New York, N.Y. 

ñtio rande Valley in Color 
Iú our March 13th issue you list 

he or penetration by market, Niel- 
en!v.sus A.R.B. However, the Niel - 
en lures were missing for the 
,ow Rio Grande Valley listing. We 
f e rse prefer the higher numbers 
f A.R.B. For your information, 
le Nelsen figures are 7.899 color 
ousdolds, or 10 per cent penetra- 
oni rhis information may be of 
omel alue for future listings. 

In our opinion, TELEVISION AGE is 
one of the most informative periodi- 
cals that we receive. We know we can 
always depend on it for the latest and 
most complete information. 

DAVID LYKES 

Commercial Sales Manager 
KGBT Television 
Harlingen, Texas 

Best He's Ever Read 

Your piece on the FCC (March 27, 
1967), is the best of its kind I've 
ever read. Not only was I updated on 
the problems confronting the FCC 
now, the bio material on the various 
commissioners was very interesting. 
And the photographs of the commis- 
sioners at home was an offbeat, in- 
teresting insight into what a com- 
missioner does when he's not in his 
office. 

Congratulations! 
MICHAEL J. FOSTER 

Richards Associates 
New York, N.Y. 

Toy Jobbers and Tv Sales 

Regarding your story, "Trouble in 
Tv's Toy Land," (April 10, 1967) I 
have checked into the situation; it 
has been a problem in the past, 
mainly because of the jobbers. While 
Channel 7 does contract for toy busi- 
ness, we do so only on a direct 
basis, with the agency and the in- 
dividual client. We no longer deal 
1%ith the jobber. 

JOSEPH P. KEYES 

Director 
Publicity and Press Information 

WABC-TV 
New York, N.Y. 

SUBSCRIPTION SERVICE 
Tl ivision Age 
Cilll,lation Department 
121 Avenue of The Americas 
N York, N. Y. 10020 

New 
Subscription 

N 

Add ss 

City 
State 

Typ{>f Business 

Renewal 

Subscription rates: U. S. and Can- 
ada - I year $7; 2 years $10. 
(Rates for other countries available 
on request.) 

Change of address: Please advise 
four weeks in advance. Enclose 
address label with change in iicatéd 
above old address. 

Zip 

Please include a Television Age address label to insure prompt service when you write us about your subscription. 

What happened 

ín Boston 

can happen 

for you 

The 
Turn -Around 

Show That Díd 
What do you do when you 
have a good rating but the 
audience is solid kids 5-6 
PM Monday -Friday? 
What do you do about at- 
tracting the wider range of 
women -interested adver- 
tisers who will run consist- 
ent spot schedules? You 
probably make a program- 
ming change. 

Such was the Boston 
situation on WHDH until 
they picked Dr. Kildare for 
their schedule. In the first 
NSI report this show pro- 
duced a complete turn- 
around in audience 
composition, without the 
loss of a rating point. Dr. 
Kildare increased the sta- 
tion's total women viewers 
by 107% and young 
women by 220% over the 
previous programming. 
WHDH is now number 
two in the time period 
among women viewers. 

If you're missing the 
women in your audience, 
you're missing a good bit. 
Dr. Kildare is the best bet 
to remedy that situation. 
Ask the Man from MGM - 
TV today for availabilities. 

THE TOTAL 

Pi06RAMMIN6 

COMPANY 

MGM 
TELEVISION . 

(NSI-Feb./Mar. 1967) 
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LAND OF 

YEAR-ROUND 

GOOD LIVING, 

GOOD BUSINESS 

WC TV 
V 

TALLAHASSEE 
THOMASVILLE 

BLAIR TELEVISION 
A Division DI John Blois & Company 

GO T 115l'á 

- 

.- 

>; 

: 11.11, 

rt`t% -'`'_-, e r , -.i r 

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

ness elsewhere. This means year-round 
high-level spending, with a diversified 

economy, as a center for government, 
business, recreation, education, and 

industry. Few stations, we are 
told, dominate their markets 

as do we in WCTV-land, but 
you probably have your 

own figures to prove 
this...and we're 

total color 
equipped, too! 

ti O 
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WHAT'S AHEAD BEHIND THE SCENES 

Billions around the Ring, Billions around the Green 
espite what appears to be decreasing public interest 

rL in to fortunes of Mahomet Ali-if one may gauge such 
incest by the amount of space and time given to the 
pulist in news media-stations carrying the recent 
Ch-Folley fight telecast by Madison Square Garden - 

Sports Presentations was seen by a sizeable audi- 
ti Nationally, the tv ringsider hit a 29 average minute 
accrding to Nielson, beating every other recent sports 

eve, except the Super Bowl and equaling last Fall's 
.,;:Cleland -Green Bay pro grid game. The Super Bowl 
-..hit 3 on CBS, 17.8 on NBC; the Browns -Packers NFL 

till game hit 29.4 Also, anent boxing: In some cities 
' llie;riffith-Benvenuti upset hit 32 in the ARB's. Earlier 

borlosed-circuit Clay fights, Early-Birded from Europe, 
:t:01 

seated in the low '20s of the Audimeter sample. Sports 
Bart only reach big audiences but affluent ones, too. 

' " Foi,xample, according to a survey conducted for ABC- 
, é'i 
" EV)y R. H. Bruskin Associates and Nielson together 

wit the U. S. Golf Association; four golf telecasts reach- ,- 
. per cent of men grossing $15,000 and over in the 

Niel York market. Only a third of the affluent golf 
"atiers were habitual golfers. 

IV[]; boxing, golf and other sports are doing well in 
stings, horse -racing fares relatively poorly. Perenni- 

llyhe country's biggest sport in gate attendance (68,- 
19554 in 1966 according to The Morning Telegraph, 
neif Triangle's six daily racing forms), last spring's 

9et.,icky Derby, the biggest event in the turf year, hit 
".'It I lson of only 13. 

vJ 

;1troiching It Out 
(Gustry consensus is that in future tv seasons, there'll 

1' 1e ,)re .long shows -90 minutes and more in length-- 
. ,s `ll as more network movie nights. There'll still be 

1 of half-hour situation comedies, if not a plethora 
1m as in the Aubrey era. In the wings, visionary 

roe 4be programmers and producers are mulling over 
iffiqigbssibilities of taping movies and two-hour shows 

u 
a etwork telecast, and simultaneously transferring 

r').14nto film for theatrical playoff, as in the Electrono- 
$ (I process. 

N oz's, Movies, Movies 
1 )najor syndicator will shortly unveil a package of 

,rP191'tlhan a hundred "American" movies, rarities these ay sin a syndication market swamped with marginal 
iutcean product. Now that Hollywood output of the Est wo decades is minuscule in relation to demand, 
ew`tf a package with star values is welcome. The last 
c'h ood news came a couple of months ago when Par - oil announced it would syndicate its eagerly-await- b;klog. For the rest, the dubbed imports will con- Mtue:o do well. 

Tele -scope 
Small dealers benefit from Hotpoint color tv ads 

Main beneficiaries of the open-end color commercials 
Hotpoint made for its dealers are the smaller outlets. This 
is the first time the firm has offered specially -made com- 
mercials for dealers. Big problem in supplying dealers 
with video ads in the past has been the high cost of 
providing network commercials to them. Announcers 
and models get residuals and there are often cut-off dates 
after which the talent can't be aired in a specific com- 
mercial. The result is that ads made for network airing, 
such as on the Johnny Carson Show, have only been used 
in special situations and for the bigger retailers. Now, 
dealers have special ads made for them in 48- and 20 - 
second lengths for minute and half -minute spots. They 
pay a small, one-time fee for the print and buy as much 
time as they want. Of course, co-op also absorbs some 
of the cost. Seven models .are featured in the commer- 
cials, made by Motion Picture Advertising Corp. of New 
Orleans. Rather than going through Compton, their 
regular agency, in this case the company made a deal 
with MPAC, which handles a large part of the theatre 
screen advertising in the U.S. What the latter got out of 
it was the right to sell dealers on using the ads in 
theatres. 

Warm Relations with a Cold Warrior 
Joint ad campaigns, such as the Nabisco and Kraft 

pairings, are hardly rare in print media, but are seldom 
seen in iv. One exception is the "togetherness" recently 
exhibited by Reynolds Aluminum and Pepsi United- 
Reynolds advertising Pepsi's use of Reynolds' aluminum 
can in its tv minutes (Red Shelton, etc.) and Pepsi re- 
ciprocating with plugs for Reynolds in its continuation 
of the carbonated "Cold War" on t' . The symbiosis was 
exhibited in other media from trade journals to car 
cards. In print med:a the initiative for such cooperation 
has often come from imaginative salesmen, as in the 
Li/e NFL "Training Table" omnibus ad section, run 
last year and to be repeated this fall. 

Group W Goes to Flat Rate 

The five Group W stations are going to a no -discount 
card, a move with both competitive and Washington 
overtones. Several stations have already made the move 
to flat rates and the networks, of course, have also eli- 
minated frequency and dollar volume discounts. The 
Westinghouse stations involved are WBZ-TV Boston, 
KYW-TV Philadelphia, KPIX San Francisco, KDKA-TV 
Pittsburgh and WJz-TV Baltimore. (For a discussion of 
the FTC and Department of Justice implications of the 
flat rate, see "Letter from the Publisher," TELEVISION 
AGE, April 24, 1967.) 
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SAN FRANCISCO 

NOW represented by the 
high intensity selling of 

Broadcast Communications Group 

New York Chicago Cleveland Los Angeles San Francisco St. Louis Dal' 

AVCO BROADCASTING CORPORATION ; 
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Business barometer 
TI local sales picture for February was, to put it bluntly, not bright. The increase - over January was practically nil -less than 1.0 per cent. Of course, February is 

seldom a much bigger month than January. The biggest January -to -February increase 
in recent years was in '64 when the hike amounted to 6 per cent. A February -to - 
February comparison, a more meaningful indicator, however, showed a more evident 
slowdown. February '67 was 
only 4.5 per cent higher than 
February '66. This increase 
was the lowest since '61, when 
there was a drop from the 
preceding year. 

IThsmaller stations did better 
91 

. locally than the bigger ones. 
Those taking in less than $1 
million annually recorded a 
13.8 per cent jump from 
February '66. The group 
between $1 and $3 million rose 
5.7 per cent in the same 
period. And the $3 million - 
and -over group registered 
only a 3.0 per cent rise. 

Intollar terms, the February local 
05; revenue total came to $27.8 

million. For the previous 
February, revenues tallied a 
figure of $26.6 million. 

:is'or station compensation, the 
total declined in February 
compared with January, a 
seasonal development in line 
with previous years. The 
current year's figure was down 
from the preceding month by 
3.5 per cent. 

C0 ared to February '66, station 
compensation this year rose 
2.0 per cent. This is also in 
line with recent history, 
though a year-to-year 
increase of 10.6 per cent 
was registered in '62 and a 
14.8 per cent jump took place 
in '60. The total: $19.4 
million. 

Th medium-sized stations did best 
oP 

._ 

the 

LOCAL BUSINESS 

pillions of dollars 

$27.8 
$26.6 

February (up 4.5%) 

NETWORK COMPENSATION 

millions of dollars 

$19.4 
$19.0 

February (up 2.0%) 

Year-to-year changes by annual station revenue 

Station Size Local Business Network Compensation 

Under $1 million 
$1-3 million 
$3 million -up 

+13.8% 
+ 5.7% 
+ 3.0% 

+0.2% 
+4.3% 
+0.7% 
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1967-'66 comparison 

lit 

the preceding year by 4.3 per cent. The other 
groups each went up less than 1 per cent. 

ht issue: a report on spot television business in March. 
I ' pyrighted feature of TELEVISION AGE, Business Barometer is based on a cross-section of stations in all income and geographical categories. tnf<Iatio is tabulated by Dun & Bradstreet.) 
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In a three -station market, KFDM-TV -COÑSISTENTLY delivers the _most (use the rating 
Service of your choice) You get the highest possible television buying efficiency in this, 

prosperous, growing Texas Gulf Coast market. The reason is simple. KFDM-TV has 

undisputed leadership in experience, programming facilities and local production. When. 

planning your media buys, you'll receive the Media Buyer's Hero Award for buying 
efficiency if you begin with KFDM-TV, Channel 6. 41ár PETERS, GRIFFIN, WOODWARD 

CHANNEL 6 BEAUMONT, PORT ARTHUR, ORANGE, TEXAS ® 
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,Iclronics Galore 
W. Ayer's Marketing and Ad- 

ising Research Center (t\JAARC) 
wish opened last niontlr in a subur- 
baiPhiladelphia shopping mall, has 

anlrray of electronic equipment for 
airnercial testing and other uses 

tha suggests the future is already 
11 The equipment includes a 

hystiscope, "pupilometer" and a 

deye which Ayer hasn't named yet 
halwin ch researchers operating it 
rl,"Sy nc." 

re consumer research facilities 

} 
are quipped to (leal with a variety 
oft her research techniques, includ- 
inpplain old interviewing, but the 
eíeironic equipment is certain to 
at et most of the attention from 
ad at. " rom Ayer's point of view, 
thi is not all bad. The agency, while 
i not seeking a reputation for 
toting gimmicks. has embarked, 
lrlptr a new regime, on a road to 
pre, it is a modern, aggressive, 
hels-up operation. 

Jintly operating the center with 
1% is Arbor. Inc. a behavorial re- 

seals company. which is supplying 
Ihntersonnel to operate it and split- 
l'nithe cost. I\IAARC will feed data 
a . ideas to Ayer's creative and 
rrirt.eting people to develop ad plat- 
frhrs, pre-test advertising in vari- 
1 rnecdia and aid in the increasing 

rine of work being done by the 
at,(cy on new products. 

Sryificant Equipment. "Sync" is 
pt ably the most significant piece 
(v 'Minuet!' on hand. Its purpose 

I measure the elfeet of repeated 
cvrnercial e\ posit res. 1)r. Wallace 
F iallace. one of A rheas personnel. 

n that conventional testing of tv 
'rrnercials is inadequate because 
"'II the initial exposure is measured. 

: differences between commer- 
( a in such situations is usually 
,toll," he explains. -We have found 
ill ire past that repeated exposures 
1 1 in dramatic changes both up 
ailndowu. 'Ibis has been confirmed 
it )rk done by Penton & Bowles. the 

THE WAY IT HAPPENED N ewsf runt 
University of Illinois and others." 

Insofar as the respondent is con- 
cerned, explains I)r. Wallace, the 
system is simple. One respondent at 

a time is tested. He watches as long 
as he wants and is asked no ques- 
tions. The equipment permits him to 
watch two different commercials, or 
watch neither. He can control both 
audio and video and can switch at 
will from one commercial to another. 
When he is watching commercial 
"A" (with audio and video up), 
commercial "B" has no sound, but 
video is just at the threshold level. 
This visual level, in short, is just 
high enough to spur him to switch 
back if he's interested enough in it 
and if the commercial he's watching 
doesn't hold his attention. When he 

switches, the situation reverses: 
audio and video for commercial "B" 
comes up, audio for "A" goes off 
and video for "A" is reduced to the 
threshold level. 

Third Option. If neither commer- 
cial interests him he can swing 
around in his chair and watch a Iv 
film that has no sound. This is ob- 
viously not an attractive lure and 
purposely so. The researchers don't 
want a film that is more attractive 
than the commercials. Nevertheless. 
the option is there if both ads 

boring enough. 
Recording instruments show the 

total time spent with each commer- 
cial and at which points the respond- 
ent switches from one ad to another. 
This is the raw data from which the 

evaluation is made. 

are 

Automatic Pupilometers. The pu- 
pilometer is an advance on other 
equipment which photographs the 
eye pupil Ill 
and closings. 
accepted that 

measure its openings 
It is now generally - 
emotions. as well as 

light. cause the pupil to e::pancl or 
contract. For example. it has been 

found that pleasurable feelings cause 

the pupil to open more. 

The Aver -Arbor device uses a 

scanning system to determine pupil 
diameter. The data is automatically 
recorded on a graph and, at the same 
time, on punch cards. There is also 
a tv monitor which enables research- 
ers to watch the respondent. 

The tachistiscope; which flashes 
pictures on a screen for pre -deter- 
mined time-usually a fraction of 
a second-is similar to other devices 
used to check recall for print ads 

or other visual promotion, such as 

packages and package display. 

Research in a Hurry. A major ad- 

vantage of the center is that con- 
sumers can he grabbed quickly for 
research needed in a hurry, but being 
on the shopping scene also presents 
other advantages. For example, in 
the "shopper's choice" technique, 
people on their way to shop are 

asked to look at a tv program. Corn- 
mercfals being tested are included in 
the showing. At the showing's end, 

shoppers are given special coupons, 
hici they can redeem for products 

at the shopping mall's retail outlets. 
Redemptions are then compared with 
those of a control group, which did 
not see the commercial tested. 

11Iost of the research at the center 
actually does not involve use of the 

electronic equipment. As another ex- 

ample. an important technique is 

Aver's "Learning -Involvement" (L-l'I 
test for t\ and print ads. developed 
by Miss Margaret Rogers. vice presi- 
dent in charge of consumer and cops 

research for Aver. Commercials are 
shown with a short tv program, 
usually about sports. following which 
there are personal interviews in 
which general questions are asked 
about the products application to the 

respondent's habit and life. The next 
day. respondents are called at home 
and asked specific questions about 
the commercial. Both learning and 
involvement scores are then com- 
puted. Miss Rogers says the scoring 
is stringent and provides "fine dis- 

crimination" among different com- 
mercials tested. 
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Represented by H -R Television, Inc. 
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C. P. PERSONS, Jr., General Manager 
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1st why the issue of commercial time standards, 
which has been rumbling underground for 

Yeas, erupted in 1967 is not easy to pin down. 
B1 the more hard-nosed observers are pointing 
lit fingers straight at the 30 -second commercial. 

1,1 first glance the half -minute ad is only tan- 
g Sally related to the broad rethinking about: 
1141program lime standards in the Tv Code which 
thgNational Association of Broadcasters has urged 
LItn the industry. It is true that the piggyback 

yh t1 raised hackles because of the triple -spotting 
lisSt but the beast is harnessed through Code re- 
vilms and the industry is learning to live with it. 

«hat's bothering many stations is how to re- 

T4i,sion. Age, May 8, 1967 

Television Age 
MAY 8, 1967 

New look 
at commercial 
time standards 
Rise of 30 -second ad is 

forcing industry to rethink 
its rules. One possible result: 
easing limits on clustering 

structure television to accommodate the individual 
or isolated 30--a bit of commercial time giving 
broadcasters sleepless nights in other respects -- 
and get a slew of unwanted 20s oft their hacks. 

The core of the problem is the primetime station 
break but there's also the facet of multiple -spot- 
ting, a practice advertisers would like to avoid 
but which they have, consciously or not, helped 
to make worse through piggybacking. 

Ironically, the unexpected success of the 30s as 
a selling tool has opened the gates to concepts of 
clustering, or commercial islands, in which four, 
or even more, video ads would be consecutively 
aired. 

19 
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There are, of course, other factors 
making '67 "The Year of The Code." 
Howard H. Bell, director of the 

NAB Code Authority, explained 
why the Review Board endorsed, in 
Scottsdale, Ariz., last February, a 

broad -scale study to streamline and 
simplify tv's non -program time 
standards. 

Should there be a change 
in total allowable non - 
program time? 
NAB proposals include raising the 

Code's prime time maximum from 10:20 
to 12:00 minutes per hour but including 
additional eleme us under the definition 
of "non -program, material." A p/an by 
Edward Petry & Co. would provide for 
12:00 minutes per hour across-the- 
board, reducing the non -prince time 
maximum from 16:20 nei.nutes and com- 

pensating stations and networks for the 
lost income by increasing station breaks 
to 90 seconds and prime time commer- 
cial total from 3 to 3th minutes per 
half hour. 

He says, "The Code has become a 

patchwork over the years as amend- 
ments and changes have been made." 
He acknowledged the existence of the 
half -minute issue. "The Code should 
be flexible enough to cover future 
changes-such as the possible rise of 
isolated 30s." 

Charges of tv over-commercializa- 
'tion have come increasingly from 
quarters within and without the ad- 
vertising industry - from govern- 
ment, the public, Congress, ad- 
vertisers, agencies and broadcasters 
themselves. The temper of the times 
is illustrated by the reaction to NBC's 

"reserving the right" to increase the 
number of commercial minutes in its 
movies from 14 to 16. 

Both the Association of National 
Advertisers and the American Asso- 
ciation of Advertising Agencies came 
out firmly against the move while 
Group W imposed an Olympian veto 
by warning it would refuse to carry 
any movies with 16 minutes of ads. 

The issue of "clutter" has become 
sharper with the pledge by Thomas 
W. Moore, president of the ABC-TV 
network, that the web would make 
every unilateral move it could to do 
away with non -essential non -program 
material-meaning limits on credit, 
billboards, program promotion and 
other interruptions. 

Other than billboards, ABC is not 
aiming its cleanup at advertising 
time, but Moore put the network on 
record as opposed to any increase 
in such time, both within programs, 
such as movies, and in station breaks. 

ABC stirred a hornet's nest by 
adding a minute commercial to the 
two Batman segments but is cutting 
the show back to one -a -week next 
season. 

The network president said ABC's 
target was to prune 70 seconds of 
non -program material from a one - 
hour show. 

The "dialogue" on commercial 
time standards set in motion by the 
Code Review Board runs the gamut 
and the most detailed reaction (pub- 
licly) to the board's proposals-that 
proferred by Edward Petry & Co.- 
touches many of the bases but the 
Petry approach comes closest to meet- 
ing the 30 -second issue head on. 

The rep firm does this in suggest- 
ing 92 -second station breaks between 
network programs, day and night. 
This proposal, one of the most con- 
troversial in the Petry plan, has trig- 
gered strong opposition on the 
ground that the rep has picked one 
of the worst times to urge an increase 
in the commercial span in prime 
time. 

Petry feels its intentions have been 
misunderstood. Aside from pointing 

out that the company is tossing of 

ideas for discussion, not final actioi 

Al Masini, group sales manager, e' 

plains: "Our prime intention in tlt 

station break proposal is not 90 set,. 

onds between shows. 
"We want to switch from two 201 

which few advertisers want, to tw 

30s, which are saleable. The onl 

purpose of the additional 30 is t, 

compensate stations for the loss 
they would suffer from cutting bac 

the allowance for commercial tim' 

during non -prime time." 
A key provision of the Petry pro' 

posal is to eliminate the distinctio]',; 

in the code between commercial time 

maximums in prime and non -prim 

time. At present these are, respect 

lively, 10 minutes 20 seconds an 
4 

16 minutes 20 seconds per hour. Thii 

Is limiting the number of 

product appeals per sped - 
lied time period practical? 
NAB proposals include this concept for 

discussion but Code people fear it 

would involve too much "bookkeeping." 

Petry plan would limit product appeals 

per half hour to 8, but does not men- 

tion other non -program material. Pro- 

posal .by NBC's Ernest Lee Jahncke 

would allow 24 appeals for "viewer ac- 

tion" (including promos, public service 

announcements) per hour. 

covers most non -program material- 

advertising, program promotion, pull' 

lic service announcements, shoo' 

credits, etc. 
Petry would impose a 12 -minute 

maximum across-the-board. The re- 

duction of 16 minute and 12 second 
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r. 7ould clustering commer- 
:als and fewer program 
tterru ption s be prefer - 

1e to present limitations 
't multiple spotting? 
me quarters feel program interrup- 
ns annoy viewers more than length 
commercial time, and that four, or 

3n more, commercials in a row would 
acceptable. But advertisers fear too 

wy consecutive commercials would 
`ate ad impact. Code now limits con- 
nutive commercials to two in prime 
to station breaks, three in other 
Mods. NAB suggests dropping limit 

consecutive commercials and limiting 
erruptions. Petry plan would limit 
erruptions to three per half hour 
eluding station breaks) but would 
It quadruple spotting. 

t'q. flat 12 minutes would require 
adtional station break time to off- 
sehe loss. Networks would he com- 

by an additional half-min- 
advertising per half hour in 

p'rtietime programs. 
.asini, who worked out many 

de,j.ls of the Petry plan, concedes 
t114 is some justification for criti- 
ciit of the 90 -second break. But, he 
sa', "There has to be some realistic 
re gnition that everybody has to be 
salfied or else you'll never get 

cement. This is one way to gel a 
,ensus but we don't claim it's the 
i way." 
'le Petry proposal, however, goes 

bend the 30 -second issue and 
takes new concepts given wide pub - 
ii ;r for the first time by the Code 
Bond's proposals. These concepts, 
ntliow embodied in the Code, are: 
l I-1 a limit on the number of non - 
P Wain interruptions, and (2) a 
litli on the number of messages and 
a als. 

ag 

cp 

on 

Both would be related to a specific 
time span, such as an hour or half 
hour. Petry would ban more than 
three interruptions or eight product 
messages per half hour. 

In their letter to station Code sub- 
scribers explaining the broad pro- 
posals for revision, Bell and Clair R. 
rIcCollough, review board chairman 
and president of the Steinman Sta- 
tions, listed three basic elements un- 
der consideration: a limit on the 
total allowable non -program time in 
a given period-standards now in the 
Code-and the interruption and nunr- 
ber-of-rues_ages concepts. The NAB 
would like a combination of the first 
two; the limit on messages, it is felt, 
would entail too much "bookkeep- 
ing." 

Significantly, the proposals would 
eliminate the limits on the maximum 
number of consecutive product an- 
nouncements (now three. except for 
prune -time station breaks, where it 

is two). Also proposed for elimina- 
tion would be multiple product an- 
nouncement standards (which define 
piggybacks) and separate station 
break standards. 

In cutting out the ban on triple- 
spotttng in primetinre station breaks 
and quadruple -spotting in other 
!lines; the Code Authority is accept- 
ing, whether reluctantly, or not, the 
cluster concept. Says Bell: "I can see 
the possibility of four commercials in 
a row if the industry goes for the 
interruption standard. 

Acceptance of clustering is grow- 
ing quietly, not only among stations, 
but agencies, too. It is still a contra« 
versial subject, however, and if the 
issue carne up tomorrow it would 
probably be reje,;tecl by a majority 
of advertisers and agencies; possibly, 
the more powerful broadcasting in- 
terests would join them, partly in 
fear of unfavorable react-ons in 
Washington. 

Still, the expected growth in use 
of individual 30s will, many observ- 
ers feel, eventually force the common 
practice of commercial islands of 
four or more product messages. 

A major barrier to agreement on 
clustering limits is the lack of re- 
search on the subject. The major 
question is: How much dilution of 
impact is there from airing commer- 
cials consecutively? Probably even 
more difficult would be getting agree- 
ment on what degree of dilution is 
undesirable. 

Gene Accas; vice president in 
charge of network relations at the 
Leo Burnett Co.'s New York office, 
says, "1 here is absolutely no research 
that indicates one way or the other 
whether the NAB's idea of permitting 
clustering would be good or bad." 

Accas sees more commercial time 
being allowed on the networks and is 
clearly not hap ->y about it. He feels 
the broadcasters will do what they 
want without consulting customers. 

Rodney Erikson. director of tele- 
vision and radio for Kenyon 
Eckhardt, represents the growing 
school of thought which feels that 
the viewer is best served by limiting 

(continued on page 60) 

lion' can "clutter" on net- 
work programs best be 
re(l need ? 

Basic position of Association of Nation- 
al Advertisers is to approach problem 
from pant of view of programming and 
set minimum limits on this (251/ min- 
utes per half hour). ANA plan allows 3 
minutes for in -program commercials 
per half hour in prime time, 32 -second 
station breaks, 90 seconds for other 
non -program. material. ABC plans to re- 
duce clutter in one hour show by 1:10 
nil ,, ales. 
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ION -AGENT PACKAGES: 

I Iron llorse, Screen Gems 
1 Nan from I'.,\'.(:.L.1., 1\1G:I-TV 

Judd, 20th -Fox TV 
Hondo, 1'.1Cí\I-1'V 
Bonanza, NBC Prodnct.ions 
Daktari, \IGi\I-TV 

tACKAGED BY AGENTS: 

The Invaders, GAC 
Will Sonnets., William Morris 
Everywhere a Chick Chicle, 

' William hlorris 
Rat Patrol, GAC 
The Newlywed Game, GAG 
/ Spy, William Morris 

'' It's about Time, 
Creative Management (CM \ 
Inside Oat, Ashley -Famous 

n 

4 

4 

8 

Discomfited by endlessly rising 
production costs, disgruntled 

network executives often find a 
ready scapegoat for the inflation- 
the talent agent who pushes pack- 
ages. 

For the talent agencies heavily in- 
volved in tv, the profit is in the pack- 
age, which when sold can gross the 
agent anywhere from 5 to 10 per 
cent of above -the -line costs, and 
sometimes more. However, the agent's 
traditional goal of "10 per cent off 
the top," a tithe on the total budget, 
above and below the line, of each 
show in a series, is not always at- 
tained these clays. 

Somel'mes the agent has to settle 
for 10 per cent of the above -the -line 
budget, or, perhaps more often, he 
can only nab a "5 per cent down, 5 
per cent deferred" commission, 
which means that if the show doesn't 
succeed, the agent pockets only 5 

per cent. 
But even 5 per cent might be con- 

sidered adequate compensation for 
putting together the people who can 
turn out a network series, and then 
convincing a network to buy it. If 5 
per cent were the commission on, for 
example, The Jackie Gleason Show, 
which has a $200,000 weekly budget, 
General Artists Corp. would get $10,- 
000 every w eek the show is on. If 
GAC got the full 10 per cent, its take 
would be $20,000. However, GAC's 
rakeoff is probably even less than 5 
per cent. 

Some defenders of the tv industry 
were scandalized recently when Allen 
Fun,, disgruntled at his sudden fir- 
ing by CBS, told the world that Bob 
Banner Associates drew some $7,000 
a week, every week, Candid Camera 

was on, merely for having come up 
with the idea for the series. Nothing 
wrong with that, said one network 
executive, "it's the same thing as 
owning a patent that pays for gen- 
erations." But what disturbed the tv 
champions wasn't the money, but the 
fact that the public had been told 
about it. "That sort of thing creates 
the wrong impression about our in- 
dustry," griped one network man. 

Whatever the effect of public dis- 
closure of a creator's take, within 
the industry blame for rising pro- 
duct'on costs continues to be put on 
that eager packager, the talent agent. 

To Mort Werner, programs vice 
president at NBC-TV, the agents 
"have pushed up programming costs 
industrywide." 

To Sal Iar.nucci, vice president - 
programs administration at CBS -TV, 
"the agent is a factor in rising costs. 

"The agent's override on network 
shows is a crippling factor," la- 
mented an ex -agent who understand- 
ably enough, wished to remain 
anonymous. 

Perhaps much of the griping 
about rising costs and the agent is a 
result of the great switch to specials. 
Specials, as everyone knows, have 
been coming on twice as strong, dou- 
ble in number this season what they 
were in the previous one, and they 
may well triple in the season ahead. 

A special, obviously enough, in- 

variably costs more than the series 
segment it pre-empts. Most specials 
are built around big -name stars from 
Barbra to Zero, stars that every net- 
work wants, and here is where the 
talent agent can push for top prices. 
For one thing, he knows to a far - 

(Continued on page 57) 

The talent agent/packager is a growing factor 
but his `take' is subject to dispute 

Are talent agents 
pushing up program costs? 
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A new study probes the emotional aspects, 

finds strong advantages over black -and -white 

Color tv gets `psychologized' 
Despite the color Iv boom of the 
past few years, there has been 

little in the way of detailed research 
published on the impact of a rain- 
bow -hued ad. This week, Television 
Advertising Representatives, Group 
W's house rep, filled the gap by un- 

veiling a comprehensive study of the 

subject. 
As previously heralded earlier 

this year, the study borrowed heavily 
from the techniques of the psycholo- 
gist and was executed by "Dr. Moti- 

vational Research" himself, Ernest 
Dichter. To no one's surprise, the 
study found color commercials pack 
more punch than black -and -white. 
But the depth and variety of the 
techniques used will provide grist for 
the ad research fraternity for some 
lime to come. 

Dubbed "Psy-color-gy," the survey 
does not easily lend itself to sum- 
marization. TvAR, which launched 
the research project a year ago. de- 

scriber) some of the high points as 
follows: 

Color ads currently are 17 to 34 
per cent "better" than identical 
black -and -white messages in the dif- 
ferent areas of viewer response mea- 
sured by the survey. 

® Color tv has a "potential" ad- 
vantage of more than 50 per cent 
over black -and -white. 

Some unexpected data also came 
to light. One eye-opener was that 
the longer a family owns a color tv 

set, the greater the impact of color 
tv. It had long been assumed that as 
the novelty of color wore off, its 
impact would dwindle to no more 
than that of black -and -white. 

It was also found that commercials 
in color are sometimes less effective 
than their b&w versions. Says 
TvAR: "This underscores the fact 
that the effectiveness of individual 
color commercials fluctuates for 
d'fferent product categories as well 

as for different brands." 
One result certain to cheer those 

who believe young families are gen- 
erally more important marketing tar- 
gets is the finding that women under 
40 are more influenced by color than 
those over that age. 

In explaining why psychological 
techniques were used, TL AR said in 

its report: "The 
operates through 
creates difficulties 
impact. Standard 

fact that coin 

the emotick 

in measuring ! 

research tei 

niques are generally unsatisfactc 
in a situation which involves meash 

ing emotional reactions." 
The study concerns itself w: 

three questions: (1) How does cob 

Responses to 
Statements 
(color vs. b&w-% of total) 

Rapport 

"I felt they were talking to peo- 
ple like me." 

"I felt as though I were taking 
part in what was happening." 

Coin prehension 

"Everything I saw and heard 
just seemed to flow together 
naturally in my mind." 

"I enjoyed watching it. I did not 
feel that my time was wasted." 

Context 

"It seemed distinctly different 
from most other tv commercials 
for this kind of product." 

"What I saw and heard in this 
commercial is quite in character 
with what I know or how I feel 
about this brand:' 

Activation. 

"If it came up in conversation, 1 

would talk about this brand." 

"If 1 were intere.;ted in buying 
this kind of product, I would 
consider this brand." 

w 
F z º z 

color 42 13 10 11 7 2 3 11 

h&w 35 11 10 12 8 5 5 13 18 

color 
14w 

28 

22 

13 

10 

11 

10 

11 

11 

12 

15 

6 

7 

4 

7 

14 

17 

color 35 15 12 14 8 4 3 8 

b&w 28 13 11 16 9 6 6 11 23 

color 
h&.w 

45 

32 

13 

11 

10 

9 

14 

16 

6 

11 

3 

4 

2 

5 

6 

12 34 

color 
b&w 

34 

27 

14 

9 

8 

9 

12 

13 

11 

15 

6 

7 

5 

7 

9 

12 

color 35 14 10 19 9 2 3 6 21 
b&w 28 12 10 20 12 4 4 8 

3 

color 
h&w 

30 
24 

14 

11 

10 

9 

20 

19 

9 

15 

3 

4 
4 
6 

9 
12 27 

color 52 13 7 13 4 2 2 6 
I 

h&w 43 12 8 17 7 2 3 8 

In study, housewives were exposed to identical commercials in color and black -and 

white, then asked whether they agreed with statements to left. Respondents checked of 

"yes" and "no" according to intensity of feeling (see top of table). In tabulation, twu 

extreme left haul columns were considered "yes," two extreme right hand columns were 

considered "no." Others were considered neutral. Difference between "yes" per cents fot 

color and b&w is color's advantage. The latter, shown at right, are calculated front bass( 

data and will differ slightly from answers calculated front rounded data in table above 
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t;ect the communication between 
hti advertiser's message and the 

r,wer? (2) What makes color tele- 
vion different from black -and - 
lac? (3) How do today's color 
c,imercials compare in impact with 
bck-and-white? 
I'rour different techniques were 
t d: 

! To pinpoint the "current status" 
o;wlor tv, respondents were shown 
it'itical commercials in color and 

t i ibv and then queried on their re- 
aion in four broad areas. 

Then there were depth inter- 
,vivs, a technique, says the report, 
"Mich encourages people to express 
di. basic feelings, sometimes with- 

l obeven being aware of it." 
Projective tests involved getting 

re:tions to graphic symbols, said to 
práde another means of measuring 
hilen feelings and attitudes toward 
cc r. 

Finalh there were bi-polar 
wid tests in which respondents were 

tl shwn word opposites such as "near" 
or "far away" on a seven -point 
see and asked to mark the point on 
hiscale which best represented how 
thr felt about color and then, about 

(he various samples were com- 
,P4:d almost -entirely of women. To 
mCsure reaction to color vs. b&w 

pe0mercials, 50 women were re- 
crted in each of six markets- 
$rlunore, Detroit, Los Angeles, At- 
lal, Dallas and New York. To 
cd4r the latter market, Dr. Dichter's 
Mivational Research Institute got 
when from Westchester County, its 
he e base. 

the other five areas, a profes- 
su al research company attracted 
vonteers from church groups, 
Pries, bowling leagues, 

etc., in addi- tic to obtaining from retailers the 
tna:es of recent purchasers of color 
tv ets. All 300 women were from 

homes with a color tv set, and were 
given the tests at central locations 
by staff members of the Institute. 

Depth interviews totaled 46, 
which, the Institute says, is well 
above the level considered reliable 
for many surveys. The research firm 
frequently uses 20 to 30 depth inter- 
views, supplemented by up to 150 
projective tests. Twenty-one different 
locations scattered across the coun- 
try were represented in the depth 

from the Atlanta, Dallas and New 
York groups plus the 79 in the sup- 
plementary group. 

Motivating Response Pattern 
In comparing color with b&w 

commercials, the Institute used what. 
it calls its Motivating Response Pat- 
tern (MRP) method. This focuses 
on four broad areas of response: 
(1) rapport-the emotional rapport 
between the viewer and commercial; 

Projective tests, litre that above, were among techniques used by Institute for 'Mo- 
tivational Research to measure attitudes. Respondents were asked which of four 
symbols best represents how they feel when. watching color and b&w. "A" repre- 
sents erratic involvement, "13" no involvement, "C" high involvement, "1)" nega- 
tive involvement. Color scored best with "C," b&w with "IL" 

interviews. Respondents were pri- 
marily from color tv homes but, "for 
purposes of background and guid- 
ance," some men and women who 
did not own a color set were ques- 
tioned. 

For the projective tests, the 300 
women from the six -market sample 
were supplemented by 79 others 
located in 25 different areas through- 
out the U.S. Tests were administered 
in the home in the case of the sup- 
plementary group. The bi-polar word 
test sample consisted of 150 women 

(2) comprehension-how well the 
viewer understood the commercial 
and had a favorable impression of 
it; (3) context-the extent to which 
the commercial differed from com- 
petitive commercials and either rein- 
forced or conflicted with the viewer's 
knowledge of the brand and (4) 
activation-the extent . to which the 
commercial stimulated the viewer in 
the direction of a purchase. 

To measure these response factors, 
eight statements (two for each of the 
four areas of response) were read to 
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the women after their exposure to the 

commercial in question (see chart) . 

The MRP technique was applied in 

the following way: In three markets, 
10 commercials were shown, each for 

a different product. 
Half saw a reel in which the first 

commercial was in color, the sec- 

ond b&w, the third in color, etc. 

The other half of the sample saw the 
same commercials in the same order 
but with the color/b&w alternation 
reversed. In the other three markets, 
an identical procedure was followed 
with 10 different commercials. 

In all, the MRP tests involved 15 

different product categories with a 

range of foods to fashions and in- 

cluding both hard and soft goods. 
After each commercial was screened, 
the projector was stopped and, one 

"I got (color television) because 
it's modern. It's the thing 

of the future" (A Peekskill, 
N.Y. railroad conductor) 

cording favorable or unfavorable re; 

sponses, respectively, while the 
smaller type sizes indicated neutral 
feelings. However, TvAR published 
the complete tabulation so that a 

reader could calculate the results in 
his own way. 

Each of the eight statements re - 

"With color I feel part of 
whatever is going on, even in 

commercials. I never did that 
with black -and -white." 

(A Baltimore housewife) 

by one, the eight statements were 
read. The respondents recorded their 
reaction on a "yes -no" scale. The 
scale was laid out to suggest various 
intensities of both yes and no. There 
were four "yesses" and four "noes" 
in ascending typographical sizes. 

In tabulating the responses, the 
reactions were grouped as positive, 
neutral or negative. It was felt that 
a woman who checked the two 
largest "yesses" or "noes" was re- 

sulted in a plus for color, which, as 
previously indicated, ranged from 17 

to 34 per cent. The larger figure 
came from this statement: "I en- 
joyed watching' it. I did not feel my 
time was wasted." The smallest plus 
came from: "If I was interested in 

buying this kind of product, I would 
consider this brand." 

In analyzing results from the latter 
statement, which many ad men 
would consider the payoff since it 

Depth interviews in stud 

elicit comments ref lectii; 

psychological difference 

between color and 

black -and -white 

was the closest to an indication 1; 

selling power, TvAR noted that p 

number of positive responses to ,e 

b&w as well as the color comm- 

cials was "much higher" than to ¿If 

of the other seven statements. 
This created a "ceiling effet" 

TvAR noted, which made it diffick 

to match the other MRP car 

plusses. The rep also took comít 

in regarding this as proof of 1a 

ability to move people to buy b 

product, regardless of whether 
3 

commercial is in color or b&w. 

Within the MRP scores for elt 

statement were wide fluctuations t 

reaction to individual commercit? 

In the case of the statement of bb. 

ing intent ("If I was intereste 

etc.), nine of the 20 commercis 

registered a color plus of 30 jr 

cent or better. But on the other ha., 

four commercials were less effect3 

in color than b&w. In another star 

ment-"It seemed distinctly diffent 

from most other tv commercials t 
this kind of product"-se\ en co- 

mercials rang up a color advant:' 

of 50 per cent or more. 

The TvAR study also broke dos 

MRP responses by certain classifi- 

tion data. For example, responses i 

the eight statements were divid 

into homes owning a color set 11 

than six months and those ownil 

one six months or more. In el 
statement but one the latter gro1 

showed higher positive responses 

color compared to b&w. The m 

apparent difference appeared in a 
nection with this statement: "I 1. 

as though I were taking part in WI 

was happening." The newer co 

owners gave color a 15 per ce 

plus; the other group gave it a 

per cent advantage. 
Again, this statement provided 

sharp division when the sample H 

broken into women under 40 a 

those 40 and over. For the younl 
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: giap, the color plus was 63 per cent, 
wile for the older women it was 
ójr 19 per cent. In the case of the 
stnment-"If it came up in con- 

: vE ation, I would talk about this 
1)10."-the comparable figures are 
64and 16 per cent. Many of the 
ot1r statements elicited differences 

i alpst as wide. 

"I have difficulty hearing and 
need the use of a hearing 

aid. With our old television 
set I had to turn the volume 

up very loud in order to hear 
what was going on. But since 

we got our color television, 
I don't need to turn the 

volume up the way I used 
to. For some reason, 1 can 

hear better when I watch 
color shows." (A Phoenix, 

Ariz., housewife) 

le findings coming out of re- 
bSAotes to identical color and b&w 
to Is are characterized in the report 

'as !rflecting the current status of 
col' The remainder of the study, 
iovving the depth interviews, pro- jecte tests and hi -polar word tests 
coved the "potential impact" of col(' tv. 

u I comparing the potential of the 
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two "media," the Institute uses cri- 
teria which it calls "modalities." 
These are common denominators 
which, says the Institute, "make it 
possible to measure the factors that 
distinguish one medium of com- 
munication from another." Seven 
modalities are involved in the "Psy- 
color-gy" study. Although examined 
individually, they are interrelated, 
the Institute says, "working together 
to produce the viewer's total reaction 
to the medium." 

For example, modality No. 1, 
emotional involvement, was mea- 
sured through a projective test in- 
volving four abstract symbols (see 
drawing), As interpreted by the In- 
stitute, the results showed the fol- 
lowing: 

About the same per cent of women 
showed an erratic, inconsistent type 
of involvement to both color and 
b&w. About one out of six fall into 
this group. In the area of no involve- 
ment or indifference, there were sig- 
nificant differences; 25 per cent were 
indifferent to color but 48 per cent 
were indifferent to b&w. When the 
symbol representing high emotional 
involvement was shown, 36 per cent 
of the sample associated it with color 
and only 16 per cent with b&w. As 
for negative involvement, 17 per cent 
of the sample chose this symbol for 
color and 11 per cent chose it for 
h&w. 

"When 1 watch color I feel litre 
I can reach right out and grab 
whatever I'm watching, especially 
that Illya Kuryakin. He's so 
sexy." (A Bronx housewife) 

For modality No. 2, psychological 
distance, the hi -polar word test 
showed that color, compared to b&w, 
was considered near (in a psycho- 
logical sense) rather than far away, 
intimate rather than impersonal, 
active rather than passive and excit- 
ing rather than dull. In the remain- 
ing modalities - three dimen- 
sionality, psychological style, com- 
prehension, sociability and mod- 
ernity-hi-polar word and/or.projec- 
tive tests produced a variety of re- 
sults showing color's superior impact. 

What's it all mean? Well, for one 
thing, says TvAR, color tv's ability 
to increase the viewer's emotional 
involvement while reducing psycho- 
logical distance accelerates the com- 
munication process. "Since commer- 
cials are short to begin with, the 
speed with which the viewer is pulled 
into the heart of the message is vital. 
With color tv, less time is needed to 
get attention or establish a mood 
than with black -and -white. Result: 
more time for the actual sales mes- 
sage. 51 

Commenting on the tests which 
show a much higher percentage of 
women credit color than b&w with 
three dimensions, Dr. Dichter said, 
"Because all the senses are so in- 
tricately interwoven, when one sense 
is stimulated, others receive fringe 

(Continued on page 65) 



he banking industry has found 

a new target-the middle and 
lower -middle income groups-and is 

engulfed in a marketing revolution 
that has changed the old rules. Now 

banks are frantically churning out 
new services that range from credit 
cards, new credit programs, new 

loans, friendlier service, and gifts to 

free parking. 
Along with the rash of new serv- 

ices and the new look on old services 

has come a dramatic increase in 

bank advertising. And as bank ad- 
vertising has increased in importance, 
television has begun to take root. 
More and more banks are using tele- 

vision as a major marketing tool 
to capture new customer accounts. 

The big -city banking giants led 

their industry into the medium and 

many of them now are spending 
practically all of their ad budgets 
on video. Some smaller banks are 
learning that tv can do for them 

what it is doing for their big -city 

brothers. 
But there is plenty of room for 

growth in tv use. Most banks with 

less than $25 million in deposits 
have yet to be charmed by tv. Ac- 

cording to the American Banker 
Association's annual survey, only 18 

per cent of the nation's 14,000 com- 
mercial banks will use tv in 1967. 
Of the industry's total 1967 ad bud- 
get, estimated at $287 million, only 
$10 million will be spent on tele- 
vision. 

By most standards, the amount of 
bank money going into television is 

peanuts. There are many individual 
companies that spend more on tv 

than the entire banking industry. 
But by local tv standards, hank bus - 

1{ 

Bank tv reaches 
the little guy - 

and the big guy 
Video promotion by 

financial institutions 

has increased, but 

there's plenty of 

room for growth 

I 

jltlIl 
r+ _ 
III 

11e 

i 

a 

T 
--1-_ 

28 



inf is extremely important. Bank 

adrrtising is a major chunk of 

Ista)ns' local ad revenues-and lo- 

calbr is. the fastest growing segment 

.of ;.e industry. 
';e Television Bureau of Adver- 

lhisi,1 predicts that local tv dollar 
ivol ne this year will climb 12 per 
cen-and last year local tv was up 
13,er cent over the year before, 
cor,ared to sales gains of 7 per 
cenfor network and 9 per cent for 
spa 

Inks, including commercial 
'bars, and savings banks as well as 
`savgs and loan associations, are 
seed only to auto' dealers as users 
of ;;al tv. Commercial banks alone 
ran, fourth behind auto dealers, 
fur:ture stores and restaurants. 
Pie :in line are builders, real estate 
.advtisers, followed by savings 
barn and S&Ls. 

Eladcast Advertisers Reports, 
vhii monitors each of the 75 top 

mall is one week each month, has 
o up with some interesting data 

She ng how much television is 
th'o1ng in importance to bankers. 
'BAlsays 380 banking firms adver- 
tiseon television in a typical week 
r h 6, an increase of 5.8 per cent 

o11965. The bankers' total corn- 
rtteiuls in a typical week totaled 

b 

an increase of 12.3 per cent, 
itn indication that, for bankers, 
rnte" ty of tv use is increasing fast - 
ter In is the number of users. 
ur number of commercials used 
jn atypical week in 1966 by corn - 

e al banks rose from 10.9 to 11.9, 
lhill tv use by savings institutions 
rose:rom 9.4 to 9.7 commercials. 

'September 1965 a little old lady 
#valid into a branch of Chemical 

Bank New York Trust Co. and asked 
to speak to an officer. "I want to 

tell you," she said to the executive, 
"that any bank that has the deep 
concern for women such as I've seen 
in your television commercials is the 
one I want to do my hanking ith." 
She promptly handed over her de- 

posit of more than $100,000. 
The tv campaign of Chemical New 

York is a good example of how 
banks are increasingly aiming their 
tv advertising at a specific target. 
The campaign was intended to con- 
vince the nearly four million females 
in the New York area that for "The 
New York Woman; Her Reaction 
is Chemical." The bank has used tv 
since late 1959, regularly investing 
about 55 per cent of its annual ad- 
vertising budget in the medium. 

The reason for Chemical's court- 
ing female customers was explained 
by William S. Renchard, chairman 
of Chemical: "The nearly four mil- 
lion females in the New York area 
have. personal incomes of more than 
$5 billion, and that figure doesn't 
even include husbands' incomes. It 

is the responsibility of banks to make 
sure that all women have financial 
services that meet their particular 
needs, and they are told all the ways 
a bank can help them. In other words, 
banks must offer women the same 
kind of interest and concern that 
manufacturers of foods or any other 
kinds of products provide." 

"We believe the New York woman 
is a lot more sophisticated than most 
banks picture her," said John La - 
Ware. vice president and marketing 
director of Chemical. "We know that 
she has more complex financing re - 

(Continued on page 61) 

, 

Television's 
top local clients 

in 1966 
Number of advertisers 

ir l 

Chart shows that all financial institutions 
(commercial banks, other banks and S&Ls) 
together comprise second largest local tv 
category. Data are from Broadcast Adver- 
tisers Reports, cover one week each month 
in 75 markets. 
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The flexibility and versatility of 
spot tv attracted 169 new brands 

of advertisers in the fourth quarter of 

1966, according to data compiled by 
Leading National Advertiser-N.C. 
Rorabaugh Co. and released by the 
Television Bureau of Advertising. 

Of TvB's 31 standard advertising 
categories, Food and Grocery Prod- 
ucts, as usual, won the largest num- 

ber of newcomers to spot: 39 of them. 
General Mills used spot to promote 
its Frosted Corn Burst Cereal while 
Nabisco touted its Grambits Cereal. 

Other big guns with newcomer 
brands in spot during the period in- 

cluded the Borden Co. promoting 
its new Coffee Combo Instant Coffee 

as well as its Wake Up Coffee Whit- 
ener; the Carnation Co.'s Carnation 
Party Dips; Colgate-Palmolive's Mr. 
Puddin' Head Pudding; Pillsbury's 
Moo Juice and Pepsico's Devil 
Shake. 

Six of the 31 categories gained no 

new advertisers: Travel -Transporta- 
tion, Hotels -Restaurants, Gasoline, 
Garden Supplies, Dental Supplies 
and Amusements -Entertainment. The 
vacancy in the Amusement category 
is due to Rorabaugh's policy of list- 

ing new motion picture advertisers, 
but not new films. 

But the newcomers all contributed 
to spots continued growth. Alto- 
gether, they helped spot tv sales for 

0° -01"7"'"- 

Spot is for dog vitamins, 
and 168 other products, too. 

fourth quarter, 1966, climb 3.6 per 
cent in dollar volume over the same 
period of the previous year-which, 
incidentally, happened to be exactly 
3.6 per cent over fourth quarter dol- 

lar volume the year before that. 
Following is the complete new - 

client listing of TvB/LNA-Rora- 
baugh: 

Agriculture 
Avco Corp. 

New Idea Farm Equipment 
Bar N o Chinchillas 

Bar Vo Chinchillas 
Sunflower Chinchilla Company 

Sunflower Chinchillas 
United Pharmical Company 

United Animal Medicines 
Valley Manufacturing Company 

Valley Irrigation System 

Alcoholic Beverages 
Bardenheiers Wine Cellars 

Bardenheiers Wines 
Mr. Boston Distiller Inc. 

Old Mr. Boston Mixes 
Mr. Boston Distiller Inc. 

Old Mr. Boston Wines 
Canandaigua Industries Company 

Richards Wine 
Kirin Brewery Company, Ltd. 

Kirin Beer 
Maier Brewing Company 

Brew 102 Beer 
Rheingold Breweries, Inc. 

Gablingers Beer 
Sicks Rainier Brewing Company 

Sicks Rainier Malt Liquor 

Appliances 
Century Engineering Corp. 

Century Heaters 
Jet Age Sales Company 

Jet Age Appliances 

National Presto Industs. 
Presto Appliances 

Automotive 
Alfa Romeo, Inc. Dealers 

Alfa Romeo Cars 
Texaco, Inc. 

Texaco Tire Inflator -Seal 

Bldg. Materials, Equip., Paint 
Artic Enterprises Dealers 

Artic Cat Snomobil 
Fast Chemical Company 

Fast Scratch Coat 
General Electric Company 

G. E. Power Tools 
Metal Hose & Tubing Company 

Metal Hose & Tubing 
J. W. Mortell Company 

Mortell Weather Stripping 
Outboard Marine Corp. 

Johnson Skee-Horse Snowbl 

Cleansers and Waxes 

American Cyanamid Company 
Power On Cleaner 

H. A. Cole Products Company 
Fyne-Pyne Pine Oil Cleaner 

Maltby Company of Los Angeles 
Vision Windshield Cleaners 

Procter & Gamble Company 
Cinch Cleaner 

Swank, Inc. 
Mystaire Spot Remover 

Clothing and Furnishings 
Acme Boot Company, Inc. 

Acme Boots 
Dodson -Fisher Company Dist. 

Glov-ett Shoes 
Hat Corp. of America 

Hat Corp. of America Hats 

Jung Products, Inc. 
Jung Futuro Elastic. Brace 

(Continued on pap 

Richman Brothers 
Richman Clothing 

46 per cent of the new 

brands using spot were 

either grocery items, 

cosmetics or drugs 

Newcomers 
on the spot 
scene 

il 
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A PROGRAM MAN'S . 

The Repeated Use of Motion Pictures 
he local and network gluttony for motion pictures of 
feature length has managed to run almost all of the 

raries of readily asailable and appropriate films at 
tst once. either in prime time, late time, early time, 
ttinee time, or weekends anytime. 
The motion picture, on the average; is a huge success. 

averages better than any other category of program- 
ing; it is usually sold out with next year's minutes 
ling from between 550-55,000 a minute: it is a great 
of carrier which can accommodate one-time advertisers 
152 -week advertisers: and the networks. despite noisy 
Ignition. will expand the number of minutes to further 
peter' the network profit statement. 
Ilia hest of all possible worlds is about to be shattered 

1 shrinking product. Does the solution lie in the mul- 
tie repeats of the best of the movies? 
Die general practice has been to buy films, on the 

twork lexel. for two runs. Prices have varied from 
;i0.000 to 52 million with a SS million top bookkeeper] 
I Cleopatra. lien on a local level the value placed on 
i t run has been lib per cent of the total purchase al - 
i ugh repeat shares have been close to the original. 

111 networks have plans to program specials. two-hour 
.-on-tape versions of classic stage plays (most of which 
e already been made into motion pictures and shown 

q) telex ision twice) and tests of long pilots of future 
tt r ision fare. 

lie movies that are currently being made are adult- 
` adult that many cannot be shown on television as the 
Merit code is constructed. Certainly, the "adults only' 
')1 cannot he realistically enforced in an in -home nred- 
't. 1ttempts to rut desirable films like Ilitchcock-s 
- rho have failed because pivotal scenes are neither 

able nor playable. 
'(reign movies. which have an increasingly large 
áal to American audiences. are even worse offenders ''ley ision codes-many. or 

ere in b1'd as in !)car John 
most. key scenes are played 
or A ,plan And A Yeman. 

¿I. that are otherwise quite acceptable. 
b i)' sure. new movies are being made especially for 

''`ision. So far these shows. which are in reality long ;vision shows or B movies. have done letter in ratings 
LL the average movie which. as previously noted. is 

rem rated than the average television show. 
his makes the movies made especially for television 

flux\ ir, --at least for their first run. The catch here 'sat there i. only a limited production capacity for 
th effort at the present time. it is a help but not a solu- 

}v,en if all studios went at it wholeheartedly. it is 'kris that more than 50 or so could be made a year 
-t%t a minimum tv requirement of 200 new films. 

Viewpoints 
There seem to be two alternatives: Either discontinue 

plans to run movies, or reduce them sharply, or repeat 
the best of the present libraries more than twice. The 
latter seems to be the only solution. 

The picture industries from time to time re-release 
important movies. The best example is Gone With The 
Wind which is even now being revamped for a new run 
which will prohabl add $5-10 million of net profit to 
MGM, whoever rmav he running it. This picture cannot 
yet be economically released via television yr ith this 
kind of yield from theatrical release. 

Television has had its own good history of repeats in 
The Wizard Of Oz which was originally bought for $550,- 
000 for the three runs. Now, after many more runs than 
three, it is still worth $500,000 for a single run by apply- 
ing normal efficiency standards. Whv not others? 

The Ford Motor Company has had huge successes in 
The Bridge One The Riper kwai and to a lesser extent 
The Rohe. There are plans to repeat both of these films 
at prices about a third of the first run. The expectancy 
is that the ratings will be less than the original run but 
considerably above the average movie. Who is to say 
they cannot be repeated any number of times with inter- 
vals of at least a year between reruns? 

The philosophy of repeats is that some of the audi- 
ence has never seen the movie before because of the 
growth of the medium. unavailability at the time it was 
shown in the past-this might account for half of the 
U.S. television homes-or homes watching the show the 

second time because they liked it the first time and have 
forgotten the details. This combination of factors pres- 
ages a good reception for an indefinite rerun of the 
best movies. 

-`i^`.x,3 . '; 
° % J "mod'. 

To pick an arbitrary definition of a best movie would 
require a formula involving box office success, telex ision 
ratings. stars. durability of the theme. costumes, etc. The 
number of pictures reaching this rank could be 50 or 
more. \ot a great number but a substantial start toward 
the 200 or more desired. 

To sum up. motion pictures for television are a way of 
life. There can be no retreat from the commitment of the 
industry to program them as the foundation of good 

(Continued on page 66) 
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;'1 Film/Tape Report 
OLD CHINA HAND 

"We've finally kicked the `factory' 
label," said Arnold Kaiser, the new 

president of MPO Videotronícs, re- 

ferring to the invidious epithet often 
applied to the film -making complex 
by competitors jealous of MPO's 
front -running position. 

With billings last year well over 
$14 million, the company is at least 

a couple of millions ahead of any 

contenders for the No. 2 spot. The 
factory label, Kaiser remarked, was 

first stuck on the company four years 
ago when MPO opened up its studio 
building a block and a half from 
Grand Central. 

"It was a curious reaction," Kaiser 
said, "as if they were Indians look- 

ing at a stockade going up right in 

the middle of their camping ground." 
Other film companies at that time 
were working out of scattered lofts, 
walkups, and studio apartments. 

Today MPO emphasizes the cre- 
ative talent it has on stiff, and min- 
imizes the extent of its vast facilities. 

Creative staff, as it turns out, is 

what has permitted MPO to grow to 

the leadership position in the indus- 
try. 

When Arnold Kaiser started out 
with Madison, Pollock and O'Hare 
in 1950, the company wasn't even 
making commercials, only industrials 
and documentaries. Kaiser was then 
an Old China Hand from Brooklyn; 
from high school he had gone into 

KAISER 

the Army and out to Shanghai in 

the closing years of WWII. Back 

Stateside, he graduated from Pace 
with a degree in accounting and 
jumped into the film business, with 

MPO. 
In 1955 MPO plunged into com- 

mercials making, but looked before 
it leaped: "The situation then," 
Kaiser recalled, "was that the in- 

dustry was almost entirely on a free- 

lance basis. 
"If a studio could offer to have 

cameraman X and director Y avail- 
able on a certain date, the studio 
got the job. If X and Y were tied 
up elsewhere that day, no job. So 

MPO decided to venture some capi- 
tal to get name cameramen and di- 

rectors on staff." 
Whereupon MPO lured NIarvin 

Rothenberg from Transfihn-Cara- 
velle to head up the tv commercials 
unit, and staffed up with other stars. 
"We were confident that in the long 

4; 

run enough work would come ino 
justify the initial outlay for payro" 
said Kaiser. 

At the same time, MPO boo.d 

the 20th Fox West Side studio, tin 

the only big soundstage in 1\,v 

York, for six months. "This was a,r 

concept, and it's been the sourced 
our success: Don't wait for busirs 
to come in, even if you're oversoll- 

staff ahead, plan ahead, and he 
the capacity for more business." 

Money came to money. MPO f- 

fered the stars more in salary u 

contract than they could average 

as free lancers. 
One industry veteran said dt 

Kaiser was responsible for enable 

commercials makers to get a decd 

price for their work. "He had e 

good numbers," the source said, 't 

a time when many commerc's 

makers couldn't keep track of incoe 

and outgo, and so they kept on 11. 

ing money. 
If Kaiser kept money coming 1; 

he also, along with the princips 

of MPO (of whom only Judd I. 
lock, now board chairman, remas 

with the company), sought me 

money for expansion. "We were 

ing through a small Industrial Rey 

lution, from cottage industries to c, 

tralized production," Kaiser recall 

On the way, the company IQ] 

seeking more talent, and in 1T 

went public. The capital paid 

the opening of a Hollywood brat1 

TALE OF TWO TWIGGIES 

It seems there are two Twiggies. 
One of them is the spindly creature 
with Dresden doll mug who, in the 
U.S.A., can be photographed only by 
Bert Stern and whatever press pho- 
tographers happen to be around. 

Stern has exclusive rights to com- 
mercial use of the gamine's likeness 
in the States, whether in stills, motion 
pictures, tv commercials or tv shows. 
The other Twiggy is entirely a Brit- 
ish subject and the subject also of a 

documentary film, A Day in the Life 
of Twiggy, shot by Granada in Eng- 
land and telecast there earlier this 
year. 

TWIGGY 

51-_ \45 

. 

IIORNBY 

In February, WPIX New York 
bought the Granada documentary. 
When last month the Gotham station 
announced it was going to telecast 
the half-hour documentary, Bert Stern 
warned the station he would have 

an injunction slapped on it. He cla, 

ed Granada had no right to sell 

film in the U.S., where Stern al't 

claims empire over use of Twigl 

The station retorted that since 

film was a documentary, there t 

no question of "commercial" use 

Miss Leslie Hornby in it. (As for 

intended telecast, Yardley of Lon( 

had already spoken up foi two-thi 

sponsorship). 
Stern continued to threaten a co 

injunction, so WPIX put its Twil 

on the shelf until the hassle could 

straightened out. Significantly, St 

has three Twiggy shows in the svo 

for telecast on the ABC-TV nets« 
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'irst time a New York studio open - 

1 up Out There) and a Chicago 

rice office. In Hollywood, MPO 
l-st rented stages on the Republic 

ry. t, and later opened its own. 

Later, MPO issued more stock to 

lance the conversion of an old 
;w York City Railway Express 
tilding on East 11th Street to its 
event headquarters. 

tt. Today Kaiser, barely past 40 and 
9king much the way Keenan Wynn 
eked two decades ago, mustache 

r; t ,d all, has his eye on the feature 
xr m business as he puffs away at a 

,serschaum the bottom of which 
'fleets the splendor of his batik tie. 
"The time is right for good low- 
Idget features," he said, "and they 
ttuld he a change of pace for the 
rectors on our :-taff." What's more. 

I h said feature -making would also 
irk the other way around: "it 
duld attract eminent film-makers to 
rr company. 
'The other day I was talking with 

lman Polanski; he said he would 
le to work with MPO." Apparently 
i Polish cineaste would welcome 
ahange of pace when he's between 
f tures, and a chance to experiment 
uli techniques. 
lilt whatever the possibility of an 

e future, Kaiser is kept pretty 
by supervising multifarious MPO, 
kping the work coming in and 
gng out. It's usually late at night 
torn he gets home to the rambling 
anpdment on New York's Upper 
\1st Side which houses his wife and 
sichildren: Jeffrey, 18; Larry, 14; 
iVchell, 13; Cindy, 11; Jane, 10; 
rAxander, S. Summer weekends, he 
g1t a chance to stretch on water - 

r S skimming the Jersey shore, not 
fa from his summerhouse in Deal. 

L;SIE LET LOOSE 

ack Wrather, chairman and presi- 
d't of the Wrather Corporation, 
sdI his company's syndicated prop - 
eles to veteran syndicator Len Fire - 
5t e. The Wrather syndication oper- ate, Telesynd, now becomes the 
Praerty of Firestone, who had been hiring the Filmways syndication 

..,9tration. The Telesynd properties: 
The Lone Ranger, Sergeant 

Ptrton of the Yukon. 
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Advertising Directory of 

SELLING COMMERCIALS 

American Airlines 
sr., .,rapt 

Doyle Dane Bernbach 

41AAt.4e u 4 . 

AL, 

VIDEOTAPE CENTER, New York 

Chevrolet Campbell -Ewald Co. 

,_. 

THE TVA GROUP, INC., New York 

Arkansas Power & Light S. M. Brooks 

FRED A. NILES-Chicago, Hollywood, New York 

Commonwealth Theatre Owners, Ltd. 

PANTOMIME PICTURES, Hollywood, 

Armour & Co. (Princess Soap) North Adv. - 

FILMFAIR, Studio City 

Dr. Pepper Grant Advertising 

KEITZ & HERNDON, INC. Dallas 

Bankers Trust Doyle Dane Bernbach 

t- E 
áo á 

You'ld fiad a nlrr at 

(CPI) COLODZIN PRODUCTIONS, INC., New York 

Dristan Wesley Advertising 

ORISTAN 
NASAL MIS' 

.1,1-14 *or .,.,.w 
;o,.. , 

----- 
. Falk 

TV GRAPHICS, INC., New York 
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"Reliable TELEVISION AGE is manda- 

tory reading for me among our super- 

abundant trade publications because it 

always covers the TV business compre- 

hensively, with a nice editorial balance 

of hard-core news against feature and 

background material." 

ROLLO HUNTER 
Vice President & Director 
of Broadcasting 
MacManns, John & Adams, Inc. 

XY -_ -Yvi+. :!&4 wA 

-r 

Rollo Hinter has been a radio actor, announcer and 

writer -producer. He left ABC -Hollywood in 1952 to join 
Erwin Wasey, Rutbrauff & Ryan in Los Angeles as a TV 
and radio copywriter. In 1956 he was transferred to New 
York and subsequently became Vice -President and Director 
of the TV and _Radio Department. 

In 1964 Mr. Hunter joined MacManus, John & Adams 
as Vice -President for TV & Radio and has since been 

appointed Vice -President & Director of Broadcasting. 

Television Age 

ZOOMING IN ON PEOPLE 

RKO Pictures Company put AAta 

BECKWITH on the quarterdeck as 1te 

president and general manager, o 
take the helm from ROBERT J. LED, 

who had been president of the co- 

pany. Leder is hanging out his cn 

shingle, The Leder Company, ;d 

plans to produce films for tv ;d 

cinemas and arena and stage shot. 

s 

BECK WITH 

l ...s , 

LEDER 

Beckwith was promoted from sts 

vice president; before joining R) 
last September he had been direct. 

of program testing at Schwet. 

Earlier, he was an account supervir 

(and a vice president) at BBDO, tl 

a program sales manager at Al. 

Leder, who before becoming pr. - 

dent of RKO Pictures had been ea; 

utive vice president of RKO Gem,' 

Broadcasting, s as for 10 years 18 

president and general manager f 

RKO General's flagship static; 

WOR-TV-AM-FM New York. Befe 

that he was general manager 
WINS New York. 

IRVING PALEY joined MCA-TV1 

director of advertising and protl 

tion, succeeding Sheldon Saltn 

who left to join Andy Williams' st 

Paley, recently vice president 
associate creative director of an . 

vertising agency, Herbert -Art} 

Morris Advg., Inc., was with AC ,1 

a decade, as ad -promo director 

ABC Films and earlier, of Paramol 

Gulf Theatres in New Orleans. 

WILL THOMAS joined ABC Fi: 

as account executive for the West 

division, headquartering in Ho 

wood. He had been with Ku-, 

Denver, and before that with KG&-' 

San Francisco. Earlier, Thomas 

Western divisional manager 

Allied Artists Tv, Western sa 

manager for Bill Burrud Productio 

and was with NBC Films, and M( 

TV. 
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IL RUSH joined Creative Manage- 
rnt Associates' New York office as 

eneral executive. He had been with 

EA -TV for over 11 years, most 
rently as a vice president in net- 

vrk sales. 

TEVE KATZ joined Telesynd, syn- 
dation company recently sold by 
tl Wrather Corp. to Len Firestone 
(e separate story). Katz was an 
aount executive with ABC-TV. 

'HOMAS J. MC MANUS, executive 
vs president of ABC Films, was 
othe jury of last month's Montreux 
harnational Tv Festival. 

tIERNIE A. WILENS joined CBS as 
v; president for Europe in the cor- 
pation's new theatrical films divi- 
sir. He will headquarter in London. 
Yens was with the William Morris 
A;ncy from 1950 to 1967, the last 
seal as head of the agency's New 
Yk motion picture department. 

TI; 
CIAMERCIALS MAKERS 

ARLO LEWIS joined Norman, 
erg & Kummel as general executive 
an member of the board of direc- 
to,, developing tv shows for the 
agicy's clients. 

r,t 

e has hail a hand in many shows; frq the Ed Sullivan show which he 
Pr(uced from its beginning in 1948 

(Continued) on page 38) 

Advertising Directory of 

SELLING COMMERCIALS 

Fedder's Air Conditioner NC&K 

th, A 
FORD FILM ASSOCIATES, INC., New York 

Florida Citrus Commission Lennen & Newell 

PELICAN FILMS, INC., New York 

French's Mustard J. Walter Thompson 

LIBRA PRODUCTIONS, INC., New York 

Get::ral Electric "Pellets" BBDO 

PAUL KIM & LEW GIFFORD, New York 

Knudsen Creamery Company Grey Advertising 

SANDLER FILM COMERCIALS, INC., Hollywood 

JAMIESON FILM COMPANY, Dallas 

Benjamin Moore Paints Dreher Advertising 

i 
, 

',,y',"s. 

F...; 

. 

'é1. "....' 
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s' 
.c YrÍs ,i t 
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ELEKTRA FILM PRODUCTIONS, New York 

National Brewing Co. W. B. Doner 

al 
'1 

JEFFERSON PRODUCTIONS, Charlotte 
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ue . me? 
Yes,you! 
(Color makes the commercial) 

If they own color" sets-and 
millions now do-black-and-white 
turns them off. With color 
commanding so much air time 
arid attention, does it make sense 
to film your commercial in 
anything less than a full spectrum? 
Shouldn't your product enjoy 
the impact and immediacy of the 
color programs that surround it? 

Your producer and laboratory 
rely on the quality and 
dependability of Eastman color film 
systems. And Eastman " 

engineering service is continually 
working behind the scenes to 
make sure commercials are 
delivered color -perfect. 

EASTMAN KODAK COMPANY 
Atlanta: 404/GL-7.5211 
Chicago: 312/654-0200 
Dallas: 214/FL-1-3221 
Hollywood: 213/464-6131 
NeIN York: 212/MU-7-7080 
San Francisco: 415/PR-6-6055 

Kodk 
TRADEMaARK 

1 



ti 

to 1961 to the Perry Como Kra/t 

Music Hall specials. For 12 years 

he was executive producer in charge 

of all comedy and variety shows at 

CBS -TV. 
...-- 

° F : 

ALLEN KOEHLER rejoined Norman, 
Craig & Kummel as a vice president 
and associate creative director. He 

had been . with the agency as vice 

president and copy chief from 1958 

to 1962, left to go to Ted Bates as a 

vice president and copy supervisor. 
He started out in the business with 
Bernice Fitz -Gibbon, Inc. Koehler 
wrote The Madison Avenue Cook- 
book and The Madison Avenue 
Speech Book. 

ti 

ii. 

LOUIS MUCCIOLO joined Audio Pro- 
ductions as administrative manager 
of industrial and government proj- 
ects. A member of COMPEC, the 

management Council on Motion Pic- 

ture Production, East Coast, Muc- 

ciolo was executive vice president 
and executive producer of Gerald 
Productions and is a past president 
of the Film Producers' Association. 

Writer -director ROBERT KLANE 

joined Filmex. He had been with 

McCann-Erickson as a copywriter, 
on International Coffee Council, 
Nabisco, and Coca-Cola, and has 
written for a number of tv shows, 
including a Soupy Sales special on 

ABC-TV. He has a novel in the 
works at Random House. 

MAURA DAUSEY and BOB MILFORD 

joined Papert, Koenig, Lois as com- 
mercials producers; Miss Dausey on 
Quaker Oats and First National Bank 
of Miami, Milford on Procter & 

Gamble. Miss Dausey was a producer 
at William Esty, Milford was with 
DDI> and Leo Burnett. 

Movielab elected NORMAN RINE- 

HART and PETER CARDASIS as vice 

presidents in charge of production, 
NORMAN LEWIS as treasurer, and 
THEODORE R. SCHREIER as corporate 
secretary. Rinehart joined the com- 
pany in 1961 after 15 years with 
Consolidated Film Laboratories as 
production manager for commercials. 
At Movielab he had been executive 
assistant to executive vice president 
FRANK S. BERMAN. Cardasis joined 
Movielab in 1953, as corporation 
accountant, and became controller 
and assistant secretary in 1960. 

JOHN and FAITH HUBLEY have 
been invited to show their work at 

the World Retrospective of Anima 

dAVió LUCAS ASSOCIAtES 7 WESt 46th.St. It 1-3970 

Yardley "Slicker" 
Groom & C/ean 
Macleans 
Colgate 
Think Drink 

"Ring" 
BOAC 
Clairol 
Halo 
Chanel #5 
Camel 

composlnG aRizanGtnG a&,rz z)taf,ctton 

tion Cinema in Montreal, Atasi 

13-18. 

CARL CARBONE joined the Thuas 

Craven Film Corporation as a ro- 

ducer director. Carbone had en 

with VPI, and earlier headed 

own studio. 

JOHN GONSER and HARRY 1. 

joined Cunningham & Walsh, 1n 

ser as a tv producer, Hess a:a1 

associate tv business manager. In 

ser was a producer -director at let 

Bates, and before that was II 

Young & Rubicam in Toronto Inc 

MacLaren Advertising; Hess ha: 

studio manager at Televideo ro 

ductions, and before that was itl 

Dancer -Fitzgerald -Sample and (IS 

BILL DOCHTERMAN joined hi 
Plus, Ltd. as producer and saledi 

rector. He had been with Specm 

Associates, and before that was Ill 

Lennen & Newell, where he he ei 

the commercial operations de rt 

ment, and Norman, Craig & I'm 

mel, where he produced cornmeal 

and coordinated network progris 

Composer AL HAM set up hisw 

shop, Al Ham Productions, to plc 

music for commercials. He has it 

ten, arranged, and conducted see 

for a number of commercials. 

QUICK CUTS 

ED KASPER, a founder of Filmv4 

has set up a new studio, Ka.a: 

Badenhausen á Doud. The BA IN 

HAUSEN is ROBER I' A., who had! 
a vice president and account sl, 

visor on the R. J. Reynolds accs 

group at William Esty. where '1 

ier he was a film producer. 
'h 

DOUD is ROBERT, no middle ina 

who was with VPI and before !F 

with Don Fedderson in Hollytn 

and Wilding-Fedderson in New -VI 

THE PERILS OF PITCHMEN: 

The past tv season has often sn 

ed like the Era of the Schle nitr 

commercials, with the high t) 

pitch of Born Losers cutting thr P 

the thick authoritarian baritonesk 

basses of those Demosthenes. o11 

Dollar, the pro pitchmen. 
There's been a lot of spoofi1 
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(he r.camera salesmen, with Milque- 

toast and bumblers taking over as 

9rielen on products ranging from 

in,ta orange -flavored drink to 

moo wash to razor blades to cigar- 

ettes 

'(t Big Daddies are disappearing, 
muting their dulcet and orotund 
tone:o the walls. Commercials spoof 
cnnrnrcials, and salesmen take a 

TI latest campaign to wear a 

"Dog: with Willy Loaran" button is 
he le, pitched to kiddies, cooked 

up black Tinker and Partners. 
T} campaign is built around the 

app: figure of The Daddy Who 
Wort for 'footsie Rolls; the poor 

r-r't get himself and his Tootsie- 
pack' attache case home from the 
facto at night without resorting to 
trat ins: disguising himself in 
drag,hiding up a tree until the 
,wan of candy -crazy kids goes 
borne )r being convened to his door- 
way / an armored truck. All the 
lids the neighborhood know he 
,,,mrk, for Tootsie Rolls, so they 
uon'tel him pass. 

larding to Tinker copywriter 
Dick arlow and art director Frank 
kirk. be idea for the commercials, 
¡Aid were executed in color by 
feleveo, came from George Philips, 
'\ecure vice president of Tootsie 
Roll, hen he moved from Chicago 

Ne Jersey. 
Orr ne way home from the oflice 

tr fi' day his kids started at their 
IN >tool. he was besieged by a 
tack (kids who had gotten the word 
hat I was The Connection. 

OU(I AND GO 

Or and touch. Play touch foot - 
all, tit is, or run a series of touch 
°°tba games on tv. That's what 
°nY )rd has in mind for the first 
lraerge to be put together by his 

ere lot agency, Tony Ford \ian- 
,eme 

Fondeciderl to go on his own and 
.!t up re agency last month after ] 7 'ars an agent with General Art- 
ts Cc). and earlier with MCA. 
Theiitial package on the slate is 

e Fir Annual Pro Celebrity Touch 
ootb¿ Garrre. Ford hopes to get a tarit)lo 

sponsor the contest, and 

Advertising Directory of 

SELLING COMMERCIALS 

Pontiac GTO "Lancing" MacM, J&A 

'7.911 .:",,r '`."* , 
.,~1,1515 51.: 

PACIFIC COMMERCIALS, Los Angeles 

Quaker Oats Co. Compton Advertising 

WGN CONTINENTAL PRODUCTIONS, Chicago 

Reynolds Metals Co. Clinton E. Frank 

t 

.51 

SARRA-CHICAGO, INC. 

Squibb (Sweeta) Benton & Bowles 

x rt .7. 

MOVIERECORD INC./ESTUDIOS MORO, New York 

Standard Oil BBDO 

N. LEE LACY/ASSOCIATES, LTD., Los Angeles 

Topper Toys Dancer-FitzgeraldSample 

WCD, INC., New York 

Westinghouse McCann-Erickson 

Yom 

TAPEX, New York 

Xerox "Country Store" Papert, Koenig, Lois 

PGL PRODUCTIONS, INC., New York 
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to line up the likes of Mayor John 
V. Lindsay, Theodore Sorenson, Mar- 
tha Raye, Senator Robert F. Kennedy 
and other adepts of the game popu- 
larized during the evanescent days 
of The New Frontier. 

Ford has a number of other pack- 
ages in the works: a musical Tom 
Sawyer written by Moose Charlap 
and George Belloc, a number of tv 

series, one of them about life in a 

frontier town on Mars in 1999, an- 

other the story of a man -and -wife 
lawyer team, and a feature film on 
The Nativity to be made by Bible 
producer Dino de Laurentis. 

Also in the works is a sequel to 
Lilies of the Field, in which Sidney 
Poitier might play handyman at a 
school for retarded children; a series 
for Desilu called Target: Tomorrow, 
built around an interplanetary 
troubleshooter from a superior tech- 
nology; The Roland Stones, about a 
young couple who knock around the 
world before deciding to settle down. 

WHY FLY? 

Just because it was designed for 
rapid jet transport, there apparently 
is no reason why the new Airmobile- 
Video taping system devised by 
Reeves Sound Studios can't be used 
at the home studio or on home 
ground. 

New York's WCD Productions, 
which makes both film and tape com- 
mercials, used the Airmobile-Video 
system in its Broadway headquarters 
recently to tape color spots for 
Whistle, a new Drackett liquid house- 
hold cleaner. 

The monitor module was hoisted 
up to the second story studio with a 
block and tackle while the vtr corn- 

ponents hummed in the van parked 
in the street. 

Producer -director Joel Weisman 
said WCD was using the Reeves 
equipment for a variety of reasons, 
one of them economic: `It's a lighter 
load, you're not saddled with extra 
equipment or extra overhead." An- 
other reason was quality; Weis- 
man said the system gives a better 
picture, a better tape. 

Early in April, WCD first used 
the Reeves Airmobile-Video system 
on location in Florida, taping spots 
for General Foods' instant freeze-dry 
coffee, Maxim (see photo) . 

On set in New York, 1VIr. Weisman 
said the modules give the director 
complete control and also privacy 
and security sometimes unobtainable 
in a tape control center where several 
commercials are usually being proc- 
essed at any given time. 

AIRE DE ESPANA 

That's "the air of Spain" to you 
Anglos, and it's something that can- 
not be sniffed in the commercials 
being made for the U.S. and other 
non-Iberic markets by Movierecord. 
Take a recent Squibb Sweeta spot, 
for example: you'd never guess it 
had been cast and filmed outside the 
U.S. 

At what looks like a Stateside 
resort hotel, a score or more of 
typical American teenagers, most 
of them blond, ogle a typical blonde 
teenage babe in a bathing suit as her 
slim trim figure undulates around the 
poolside, and gang up around her as 
she sits down to squeeze some 
Sweeta into an iced tea. With chop- 
pers flashing, she doles out the 
Sweeta to the gathered Nordic 
swains. 

Or take a Kodak commercial, with 
a girl who looks; like a cross between 
Bardot and Christie (Ole!) and a 
boy who looks nn poco like Anthony 
Perkins, transfixing each other on 
the autumnal roads. of Spain, decor- 
ating landscapes .. which might be 
found anywhere in the North Tern- 
perate Zone, or the South Temperate 
Zone for thatmatter. 

Sometimes of course, Movierecord 
wants to keep "el aire de Espana" in 
a commercial, as in spots for Iberia 

Airlines where non -cliche she 

tourist album cliches (El Escri< 

the walls of Avila, the Alcaz t 

Segovia, windmills of La Mancha t 
cathedral of Burgos, etc.) are lk 
together by a drum roll. 

Movierecord also makes in:n 
tional commercials, compose, 
takes made in a variety of loca)r 

as in campaigns for Lark an f 

Chesterfield filmed in Madrid, : r 

Lisbon, etc. Movierecord has pr u 

tion branches in Lisbon and 1 

and also in Barcelona. 1 

Estudios Moro, the film -mil 
nucleus of the Movierecord coil 
of 28 companies, recently opei . 

new headquarters in Madrid, a 12 

ling white building in the Inill 

tional style with some 5000. sia 

feet of soundstage space alone, l 
a number of recording studios; s 

stages, and editing rooms. 
Currently "Los Moros," the '.a 

brothers, Santiago and Jose Luifa 

turning out some thousand cone 

cials a year, for tv and for ci.0 

use in markets spread from Sw+1( 

to Tierra del Fuego. 

LUCKY NUMBER 

Thirteen is a magical and al 
cious number for independent '! 

makers; it's the number of fear 

often contracted for in deals ii 

networks and station groups. 
Currently shuffling the cards,i 

hoping a tv production deal 

turn up are Barry Lane and Do 

Softness and John Softness, bro'? 

active in broadcast publicity andir 

motion through their company,' 
Softness Group. 

Together with Lane, the Softn1 

have set up a feature -film produi1 

company, Rainbow Productions, 
and they're negotiating with Bj 

wood writer -producer Pat 
toward the possibility of maki' 

film out of Ruark's novel, Uhur 

Lane is also associated 1 

Louis Hayward and Edgar U1 

in Associated Film Artists Pro 

tions, which has a 13 -picture 

with the CBS Owned tv station.': 

do Henry White's Sagittarius Pr, 
tions and Harold Goldman's ', 

vision Enterprises Corp. 

(Continued on peg' 
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Vail Street Report 
. 

M1dman Muntz. One of the color- 
, 

ft names in the early days of tele - 
non has vanished from corporate 
li;ttgs with the change of the name 
olMuntz Tv to Television Manu- 
faurers of America. 

lie name change was made earlier 
th year and under its new name 
th company then sold $2 million 
soh of 61,: per cent convertible 
;utrdinated debentures to the pub- 
1itihrough an underwriting syndi- 
ca headed by Dempsey -Tegler & 

Cc 

VIadmau" Muntz was one of the 
grt promotional figures of teleii- 
sir in its pioneer days. He exploit- 
ediis own personality to sell sets 
an build a following from 1950 to 
19'. But in the final years of 
i\4itz's activities he was losing 
grind while his hoopla was reach- 
itir is peal.. 

to company went into reorgani- 
zat in 1954 under Chapter 10 of 
lócllankruptcy Act and remained 
mt.r judicial supervision until 
19t. In the interim period the com- 
pat paid off $31A million to credi- 
tor and issued stock worth $1.1 
ntitm to them. 

.tlay 1lluntz has no connection 
the company and it has been 

°petting profitably regularly since 
19F The after-tax earnings in those 

;nip years totaled $5.1 million and 
Ate let worth of the company has 

rise front zero to $3.2 million. And 
tt irks as if the company will he 
Sgttly prosperous in its tenth year. 

F: the six months ended last 
Febtary 28 TMA reported sales of 
'1'2.1million and earnings of $294,- 

showing for one of the smallest pro- 
ducers in the tv set industry. 

Two-thirds Color. Today Muntz 
sells 67 models of color and black 
and white sets and stereo units. The 
picture tube sizes range from 172 
to 295 square incites, to use the new 
GI parlance. Prices on its color sets 
range front $299 to $1,000, for black 
and white from $99 to $350, and 
for stereo from $49 to $299. 

The trend in the company's sales 
volume of the past three years has 
made it quite dependent on color tv. 
In 1966 for example, color Iv sales 
accounted for $12.9 million of the 
total volume (tv -stereo combinations 
accounted for more titan one-third 
of the sales) while black -and -white 
sales accounted for $2.7 million. 

In explaining its sales dip in the 
first part of the '67 fiscal year, man- 
agement stressed the fact that credit 
sales were hit by the tight money 
market while the increasing avail- 
ability of color sets hurt the lesser 
known brand names. The result was 
a jump in the company's accumulat- 
ed inventory which rose from $3.6 
million on February 28, 1966, to 
$5.3 million on February 28, 1967. 

TMA makes most of its own cabi- 
nets and assembles all of its tv; 
phonograph and radio sets. Also 85 
per cent of its cabinets used are made 
by its subsidiary, Master Cabinets 
Inc., with a plant in Dowagiac, Mich. 
The subsidiary also sells some quan- 
tities to outside customers. On the 
other items needed for its product- 
the parts used for the production of 
the tv set itself-the company is 
heavily dependent on such suppliers 

Five-year 

5,,s (millions) 
11' Earnings 

1 Share 

Summary of Tv Mfrs. of Amer. (Muntz-Tv) 
1962 1963 1964 1965 1966 

$11.3 $11.7 $11.7 $11.4 $17 
$1 million $632000 $251.090 $322,939 $728,995 
710 430 174` 220 - 500 

9(30lrtal to 20 cents per share. That 
I'm decline from the comparable 'ix-/'nllt 

period of the previous )ear)rtt it was still an impressive 
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as BC \, National Video, Standard 
Kollsman and others. 

The distribution organization 
which TMA has built up ís a rather 

' 

¡ 1 

{/t 

I 

.:: t"Tlee`'~ 

d 
ol _e 

. t 
1 

distinctive marketing system. It mar- 
kets through three types of retail 
outlets. An estimated 62 per cent of 
the company's sales last year were 
made through 15 independent deal- 
ers selling the "Muntz" line exclu- 
sively. Each of these independent 
key dealers is in a different city and 
each one handles his own advertis- 
ing, promotion and financing and no 
dealer represented more than 7 per 
cent of the company's total volume. 

Next are approximately 1250 gen- 
eral dealers who account for 27 per 
cent of the company's volume. These 
outlets do not handle Muntz prod- 
ucts exclusively. They are not lo- 
cated ín areas serviced by a key 
dealer and not one of the general 
dealers accounted for over 2 per cent 
of the company's volume. 

Private Label Sets. Recently TMA 
has gone into the production of pri- 
vate label sets for retailers. The most 
important customer the company has 
for private label merchandise is 
Montgomery Ward. In the first 
six months of 1967, for example, 
TMA sold $2.6 million worth of 
private label sets to the mail order 
company and that volume represent- 
ed more than 30 per cent of its total 
sales for the period. 

TMA received seven contracts 
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from Wards calling for the purchase 
of $7.7 million worth of color and 
black and white sets. And by March 
31, 1967, TMA had unfilled purchase 
contracts from Wards totaling about 
$3.8 million. 

The extent to which the pri- 
vate label business-particularly to 
Wards-will cut in or be competi- 
tive with either TR'IA's key dealers 
or general dealers is something 
which the management seems un- 

willing to talk about. But it clearly 
intends to promote both approaches 
as much as possible. The private 
brand business is obviously a strong 
one and of growing importance to 

the management. 

The tv business is bound to get 

more competitive and this is a strong 
plank in any small company's future. 
There were approximately 140 tv 

set makers in the field when the 
company started. Today there are 19 

and chances are there will be eN en 

fewer by 1970. 

In demonstrating that although it 
is small it does not neglect research, 
management pointed out in the pros- 

pectus covering its bond offering 
that it spent $17-1,000 on R&D last 
year. It has no patents but has the 
usual license agreements with RCA 

and Hazeltine. It pays a royalty of 

$1.73 on each color set which it pro- 
duces. 

TMA and its subsidiary employs 
au average of 545 employees, most 

eu, 
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The best informed profes- 
sionals on Wall Street and 
in the financial community 
read The Magazine of 
Wall Street. Why? Because 
The Magazine of Wall Street 
gives them facts and figures, 
important analyses and 
forecasts - information on 
which important decisions 
are made. For example, 
the current issue contains 
reports on: The CHEMI- 
CAL INDUSTRY including 
DuPont, Union Carbide, 
Allied Chemical, Monsanto; 

DRUGS covering Merck, 
American Home Products, 
Bristol Myers, Johnson & 
Johnson, Pfizer, Sterling 
Drug; REVOLUTIONARY 
MICROELECTRONICS 
covering Texas Instruments, 
Fairchild Camera, Motorola, 
IBM, RCA, PLUS special 
in-depth profiles of Norton 
Abrasives, Babcock & Wilcox. 

EVERY ISSUE analyzes com- 

panies, industries, market 
trends. 
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EVERY ISSUE contains our 
famous charts including 
"Measuring Market Support" 
which signalled the 1966 de- 

cline and the 1967 upsurge. 
EVERY ISSUE contains trend 
features such as The Busi- 

ness Trend Forecaster, Re- 

port on Speculative Stocks, 
Inquiring Investor. 

EVERY ISSUE is packed with 
useful information. 

The Magazine 01 Wall Street 
120 Wall Street, New York, N. Y. 10005 

I enclose $5.00 for 6 issue Trial Subscription 

Name 

Address 

City State Zip 
Special offer open only to new subscribers. T4 

of them in the main plant at VII!! 

ing, Ill. and, 130 in the Michil 

plant. Employees in both plants 
unionized but are now covered 

contracts which do not expire u 
1970. 

The TMA debentures contain 
right to convert into common a' 

price of $7 per share although I 

price is subject to adjustment 
offset dilution if the company iss 

any other stock for purposes o 

than conversion-such as a merl 

The debenture issue contains a se, 

of restrictions governing merg+ 

dividend declarations and otj 

moves which could in any possl 

way weaken the position of the 

bent ure holder. 

One notable one is that the ci 

pany is required at all times to nu 

tails consolidated net working G t 

tal of not less than $21/2 milli 

It's also interesting to note that 

company does not have large lia 

ities in the form of past sere 

charges for pension plans. its le 

obligation is moderate and th 

were no management or service e 

tract fees from 1964 to 1966. 

Tiger's Father To Retire-Rot 
Al. Gray, advertising and sales I 

motion manager of the Humble 

& Relining Co., will retire May . 

He directed development of Humó 

"Tiger in Your Tank" advertise 

campaign. Gray was an account 

ecutive with BBDO from 1930 

1934 when he joined the advertis 

department of Esso Standard Oill 

now part of Humble Oil. 
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Another World NBC M -F 3 part. Cool 

As The World Turns CBS M -F 1:30 
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from Wards calling for the purchase 
of $7.7 million worth of color and 
black and white sets. And by March 
31, 1967, TMA had unfilled purchase 
contracts from Wards totaling about 
$3.8 million. 

The extent to which the pri- 

vate label business-particularly to 
Wards-will cut in or be competi- 
tive with either TMA's key dealers 
or general dealers is something 
which the management seems un- 

willing to talk about. But it clearly 
intends to promote both approaches 
as much as possible. The private 
brand business is obviously a strong 
one and of growing importance to 

the management. 

The tv business is bound to get 

more competitive and this is a strong 
plank in any small company's future. 
There were approximately 140 tv 

set makers in the field when the 

company started. Today there are 19 

and chances are there will be even 

fewer by 1970. 

In demonstrating that although it 

is small it does not neglect research, 
management pointed out in the pros- 
pectus covering its bond offering 
that it spent $174,000 on R&D last 
year. It has no patents but has the 

usual license agreements with RCA 

and Hazeltine. It pays a royalty of 

$1.73 on each color set which it pro- 
duces. 

TNIA and its subsidiary employs 

an average of 545 employees, most 
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The best informed profes- 
sionals on Wall Street and 
in the financial community 
read The Magazine of 
Wall Street. Why? Because 
The Magazine of Wall Street 
gives them facts and figures, 
important analyses and 
forecasts - information on 
which important decisions 
are made. For example, 
the current issue contains 
reports on: The CHEMI- 
CAL INDUSTRY including 
DuPont, Union Carbide, 
Allied Chemical, Monsanto; 

DRUGS covering Merck, 
American Home Products, 
Bristol Myers, Johnson & 
Johnson, Pfizer, Sterling 
Drug; REVOLUTIONARY 
MICROELECTRONICS 
covering Texas Instruments, 
Fairchild Camera, Motorola, 
IBM, RCA, PLUS special 
in-depth profiles of Norton 
Abrasives, Babcock & Wilcox. 

EVERY ISSUE analyzes com- 

panies, industries, market 
trends. 
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EVERY ISSUE contains our 
famous charts including 
"Measuring Market Support" 
which signalled the 1966 de- 

cline and the 1961 upsurge. 
EVERY ISSUE contains trend 
features such as The Busi- 
ness Trend Forecaster, Re- 

port on Speculative Stocks, 
Inquiring Investor. 

EVERY ISSUE is packed with 
useful information. 

The Magazine of Wall Street 
120 Wall Street, New York, N. Y. 10005 

I enclose $5.00 for 6 issue Trial Subscription 

Name 

Address 

City State Zip 
Special offer open only to new subscribers. T4_1. 

of them in the main plant at Win- 
ing, Ill. and, 130 in the Michigr 

plant. Employees in both plants 

unionized but are now covered 

contracts which do not expire wl 
1970. 

The TMA debentures contain 
right to convert into common as 
price of $7 per share although tit,. 

price is subject to adjustment 
offset dilution if the company issls 

any other stock for purposes otr 
than conversion-such as a inert'. 

The debenture issue contains a sets 

of restrictions governing mergE, 

dividend declarations and otr 
moves which could in any possile: 

way weaken the position of the ' 
benture holder. 

One notable one is that the cc -t 

pang is required at all times to ma -1 

tain consolidated net working ca 

tal of not less than $21/2 milli. 

It's also interesting to note that ál 

company does not have large lial.3 

ities in the form of past serve 

charges for pension plans, its let 
obligation is moderate and the 

were no management or service c - 

tract fees from 1964 to 1966. 1 

Tiger's Father To Retire-Root 

M. Gray, advertising and sales p 

motion manager of the Humble] 

& Refining Co., will retire May 

He directed development of Humbs 

"Tiger in Your Tank" advertise 

campaign. Gray was an account ' 

ecutive with BBDO from 1930? 

1934 when he joined the advertis5 

department of Esso Standard 0i1(., 

now part of Humble Oil. 
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The 
Monkees 

Combat Daktarl 

Batman 

Lost 

The Ed 

World of Color 
Horse 

Mr. 
Terrific 

I Dream 
of Jeannie 

The 

in Space 

FBI Sullivan 

Hey, 
Landlord 

Rat 
Patrol 

The Lucy 
Show 

Capt. 
Nice 

The Red 

al 

Monroes 

The 
Beverly 

Hillbillies 

The 
Sunday Night 

Smothers 
Brothers Bonanza 

Felony 
Squad 

Andy 
Griffith 
Show 

The 
Road 

Invaders Skelton 

1 

Green 
Ape! 

Peyton 
Place 

Family 
Affair 

West 

Peyton 
Place 

Petticoat 
Junction 

' 

wednes 

day 

Gamer 
Pli 
USMC 

r 

Candid 
Camera 

Andy Big 

To Tell 
the Truth 

Run For 
Yourf The CBS 

Night ight 

Movie 

J 

What's My 
Line 

Williams Va:ley 

, 

Password 

Fugitive Public 
Affairs 

Danny 
Kaye 

Bob Young 
With The 

News 

CBS 
Sunday 
News 

Tonight Show Tonight Show 
Tonight Show 

ABC :pe ABC Sat 10:30 
ABC tige 87 ABC Th 10 

lnington, Singer, participating 
Andyiffith 

Show CBS M 9 (s Foods 
Andy Iiltams NBC Sun 10 

iticipating 
The Angers ABC F 10 part. 
BatMIABC 

W-Th 7:30 participating Bell lualities NBC Sun 6:30 B'¡er Hillbillies CBS W 8:30 
kogg, R. J. Reynolds Bewithd 

ABC Th 8:30 
Cheilet, Quaker Oats 

The 
B'Vailey ABC M 10 
p icipating 

Bob, He Chrysler Theatre NBC W 9 
lob be with the News ABC Sat- s1n:15 

Bonanza NBC Sun 9 Chevrolet 
T.H.E. Cat NBC F 9:30 

Lever Bros., R. J. Reynolds 
Candid Camera CBS Sun 10 part. 
Captain Nice NBC M 8:30 part. 
CBS Public Affairs CBS Tu 10 part. 
CBS Sunday News CBS Sun 11 

Whitehall Labs. 
Coliseum CBS Th 7:30 part. 
Combat ABC Tu 7:30 participating 
Daktari CBS Tu 7:30 participating 
Daniel Boone NBC Th 7:30 part. 
Danny Kaye CBS W 10 

American. Tobacco, Electric Cos. Adv. PGM, participating 
Dean Martin Show NBC Th 10 

participating 
Dragnet NBC Th 9:30 part. 
The Ed Sullivan Show CBS Sun 8 participating 

Evening News with Walter Cronkite 
CBS M -F 6:30 participating 

F Troop ABC Th 8 
Quaker Oats, Miles, Beecham, J&J Family Affair CBS M 9:30 P&G, Philip Morris 

The FBI ABC Sun 8 Ford 
The Felony Squad ABC M 9 

LAM, Warner-Lambert 
Flipper NBC Sat 7:30 participating 
Frank McGee Report NBC Sun 6 participating 
Fri Night at Movies CBS Fri 9 part. The Fugitive ABC Tu 10 participating 
Get Smart NBC Sat 8:30 

Lever, Amer. Home Products 
Gilligan's Island CBS M 7:30 participating 
Girl from U.N.C.L.E. NBC Tu 7:30 participating 

Jackie Gleason CBS Sat 7:30 part. 

Comer Pyle CBS W 9:30 Gen. Foods 

Green Acres CBS W 9 
P&G, Gen. Foods 

Green Hornet ABC F 7:30 participating 

Gunsmoke CBS Sat 10 Amer. Home 

Products, Am. Tobacco, Beecham 

The Hero NBC Th 9:30 Lever Bros., 
R. J. Reynolds Tobacco 

Hey, Landlord NBC Sun 8:30 
Procter & Gamble 

Hogan's Heroes CBS F 8:30 
Philip Morris, Gen. Foods, Part. 

The Hollywood Palace ABC Sat 9:30 

participating 
Huntley -Brinkley Report NBC MF 7 

I Dream of Jeannie NBC M 8 Colgate 

Palmolive, Am. Home Products 

The Invaders ABC T 8:30 part. 

Iron Horse ABC M 7:30 p'rticlpating 
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from Wards calling : 

of $7.7 million wore 

black and white sets, 
31, 1967, TMA had ork Program Chart-Daytime 

1 

contracts from Wardr- 
$3.8 million. 

6C 

The extent to 
vate label business- 
Wards-will cut in 
Live with either TM 

or general dealers 
which the manager 
willing to talk abou 
intends to promote 
as much as possik 
brand business is ok 

one and of growin 
the management. 

The tv business 

I 
The best i 

sionals on Love Ot 
in the fina Everybody's I Life 

read The Talking 

Wall Stree 
The Maga 
gives then 
important 
forecasts - 
which imp. 
are made 
the currel,e 
reports orss 
CAL IND!"` 
DuPont, 1. 

Allied CI 
DRUGS 

Americanrink ee ABC Sun 11 Deluxe, Gen. 

Bristol M 

MONDAY -FRIDAY 
ABC CBS 

Dateline: 
Hollywood 

Children's 
Doctor 10:55 

Captain 

Kangaroo 

NBC 

Snap 
Candid Judgment 
Camera 

News -10:2 

Beverly Concentra - 
'Whiffles Von 

Supermarke Andy of 
Sweep Mayberry 

A Million 

The Dick 
Van Dyke 

Show 

The 
Donna 

Reed Show 

The 
Fugitive 

g 

Johnson, 
+ra reeSun 11 part. 
id Camera CBS M -F 10 part. 

Drug; tin Kangaroo CBS M -F 9 part. 
MICROE Soccer CBS Sun part. 
covering ren's Doctor ABC M -F 10:55 part. 
Fairchild entration NBC M -F 10:30 part. 
IBM, RC. McCool NBC Sat 12 part. 
in-depth Shadows ABC M -F 3:30 part. 
Abrasive:ine: Hollywood ABC M -F 10:30 

part. 

EVERY Dating Game ABC M -F 4 part. 

News -12:25 

Search For 
Tomorrow 

The Guiding 
Light 

Sunrise 
Semester 

of Our Lives NBC M -F 2 
panieparticipating 
trends Van Dyke Show CBS M -F 11:3C' 

participating 

:lions '67 ABC Sun 1 part. 
very '67 ABC Sun 11:30 
Multiple Products, Gen. Foods, 
participating 

I encl000ctors NBC M -F 2:30 
participating 

Name. 

Addre 

City 

Pat 
Boone 

Hollywood 
Squares 

Jeopardy 

Eye 
Guess 

News -12:5 

SATURDAY 
ABC CBS NBC 

Porky 
Pig 

King 
Kong 

The 
Beatles 

The New 
Casper 

Cartoon 
Show 

Milton 
The 

Monster 

The 
Bugs Bunny 

Show 

Magilla 
Gorilla 

Hoppity 
Hooper 

Mighty 
Mouse 

Playhouse 

Underdog 

Frankenstel 
Jr. & The 

impossibles 

Space 
Ghost 

New 
Adventures 

Of Superm 

Tom & 
Jerry 

Super 
6 

PM SUNDAY 
ABC CB! 

1:30 

1:45 

2:00 

Atom Ant 2:15 

2:30 

Flintstones 2:45 

The Donna Reed Show ABC M -F 12:30 
Lever, Carter, J&J, Hartz, Breck, 

participating 
Dream Girl of '67 ABC M -F 2:30 part. 
The Edge of Night CBS M -F 3:30 

participating 

Everybody's Talking ABC M -F 12 part. 
Eye Guess NBC M -F 12:30 part. 
Face The Nation CBS Sun 12:30 
The Flintstones NBC Sat 10 part. 
Frankenstein, Jr. & The Impossible 

CBS Sat 10 participating 
GE College Bowl NBC Sun 5:30 part. 
General Hospital ABC M -F 3 part. 
The Fugitive ABC M -F 1 part. 
Golf Package ABC Sun & Sat various 

times, part. 
Golf with Sam Snead ABC Sat 4:30 

part. 
The Guiding Light CBS M -F 12:45 

P&G 

Hollywood Squares NBC M -F 11:30 

participating 
Hoppity Hooper ABC Sat 1 part. 

3:00 

3:15 

3:30 

3:45 

4:00 

4:15 

4:30 

4:45 

5:00 

5:15 

5:30 

5:45 

Golf 

Package CBS 

(various Soccer 

times) (Variou 

times( 

I Love 
Lucy 

Amateur 
Hour 

House Party CBS M -F 2:30 pa 

I Love Lucy CBS Sun 5 f? 

Issues and Answers ABC Su 

participating 
Jeopardy NBC M -F 12 part. 
The Jetsons NBC Sat 11:30 

King Kong ABC Sat 10 par 

Lamp Unto My Feet CBS Su 

Late Afternoon News CBS M 

lets Make a Deal NBC M -F l 
Linus the Lionhearted Show 

10 Gen. Foods, particii 
The Lone Ranger CBS Sat 11 

Look Up and Live CBS Sun 

Love of Life CBS M -F 12 p 

Magilla Gorilla ABC Sat 12 

Calif. Packing, participa 
Major League Baseball NBC 

part. 
The Match Game NBC M -F 4 

Meet The Press NBC Sun 1' 

Mighty Mouse Playhouse CE 

Gen. Foods, Deluxe, A 

Products, participating 
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NBC 
MONDAY -FRIDAY 

ABC CBS NBC 
SATURDAY 

ABC CBS NBC 

NBC 
leligious 

Series 
Fugitive ' 

As The 
World 
Turns 

Let's Make 
A Deal 

News -1:55 American 

Bandstand 

'67 

CBS 
Saturday 

News 

The 
Newlywed 

Game 
Password 

Days of 
Our 

Lives 
Sandy 

Koufax 

Dream 
Girl of '67 

News -2:55 

House 
Party The Doctors 

Golf 

Package 

(various 

times) 

Major 

League 

Baseball 

General 
Hospital 

To Tell 
The Truth 
News- 

3:25 

Another 
World 

Dark 
Shadows 

The Edge 
Of Night 

You Don't 
Say 

The Dating 
Game 

The Secret 
Storm 

:he Match 
Game 

News -4:25 

Golf with 
Sam Snead 

Vietnam 
Weekly 
Review 

Late 
Afternoon 

News 5.5:11 
ABC's Wide 

World Of 

Sports 
GE 

;allege 
B Bowl 

Peter 
Jennings 
With The 

News 

Milton The Monster ABC Sat 11:30 
Remco Multiple Products, part. 

NBC Religious Series NBC Sun 1:30 

New Casper Cartoon Show ABC Sat 11 
Multiple Products, participating 

The Newlywed Game ABC M -F 2 
participating 

News ABC M -F 2:55, 4:25 
News CBS M -F 12:25, 3:25 part. 
News NBC M -F 10:25, 12:55, 1:55, 

4:25 participating 

Pat Boone NBC M -F 11 part. 
Password CBS M -F 2 participating 
Peter Jennings with the News ABC 

M -F 5:30 part. 

Peter Potamus ABC Sun 10:30 
Gen. Foods, participating 

Porky Pig ABC Sat 9:30 Gen Mills, 
Multiple Products, participating 

The Road Runner CBS Sat 12 part. 
Sandy Koufax NBC Sat 2 part. 
Search For Tomorrow CBS M -F 12:30 

P&G, 

Secret Squirrel NBC Sat 11 part. 

The Secret Storm CBS M -F 4 part. 

Snap Judgment NBC M -F 10 part. 

Space Ghost CBS Sat 10:30 part. 

Space Kidettes NBC Sat 10:30 part. 

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

Super 6 NBC Sat 9 participating 

Superman CBS Sat 11 participating 

Supermarket Sweep ABC M -F 11 

To Tell The Truth CBS M -F 3 part. 
participating 

Tom and Jerry CBS Sat 1 

Mattel, Quaker Oats, part. 

Underdog CBS Sat 9:30 participating 

Vietnam Weekly Review 
NBC Sat 4:30 

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

{spot 
t re- 
"as 

¡ 'ages 
plect 
tele- 

+` rand 
. . ring 

i: -i ad- 

! I 

line 
Ocat- 

pre- 
rive 
tient 
ran - 

spot 
Ivey - 

Real s 

U.S. BR 
Raymonc 
Westingf 

EXECUTI 
President 
KSD-TV,'t11, 
Storer Brgttjs, 
Stations 
Corinthia. 
General (mg 
hon. meritact. 
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from Wa 

of $7.7 
black an 
31, 1967 
contracts 
$3.8 mil: 

The 
vate lab 
Wards- 
tive witl 
or gem 
which 1. 

willing 1 

intends 
as mucl 
brand bt 

one and 
the man 

The t 

.ti 

New series of TV specials 

itories of real people around the world filmed on the spot by United Nations Television teanL, 

OADCASTERS' COMMITTEE FOR THE UNITED NATIONS Thomas B. Shull, Chiarman 

f B. Welpott, Executive V.P., NBC, Vice -Chairman O William Kaland, National Program Manager, 

louse Broadcasting, Chairman, Program Committee. 

VE COMMITTEE: Roger W. Clip, V.P., Radio & TV Division, Triangle Publications John T. Murphy, 

Avco Broadcasting F. S. Gilbert, Genl. Manager, Time -Life Broadcasters Harold Grams, Manager, 

St. Louis Post Dispatch O Jack Harris, V.P., KPRC-TV, Houston Post Stanton P. Kettler, President, 

oadcasting C. Howard Lane, V.P., KOIN-TV, Portland, Ore. Clair McCullough, President, Steinman 

O Donald McGannon, President, Westinghouse Broadcasting C. Wrede Petersmeyer, President, 

n Broadcasting Corporation A. Louis Read, V.P., WDSU-TV, New Orleans James Schiavone. 

Jlanager, WWJ-TV, Detroit News O J. S. Sinclair, President, WJAR-TV, Providence, R.I. P. A. Sugg, 

nber Ben West ,V.P., KOCO-TV, Oklahoma City, Okla. Frederick A. Kugel, Founder. 

TV stations can secure the "International íe 

series, retain prints for repeat showings and erg 

for official correspondent accreditation at UN f° 

quarters on inquiry to: 

Mr. Tom Shull, Chairman 
U.S. Broadcasters' Committee 
for the United Nations 
230 Park Avenue, New York, N.Y. 10017 

or 
Mr. Michael Hayward, Chief UN Television 

Room 837, United Nations, New. York 

42 
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more affluent, better educated 
population, growing more se- 

mi' .in its choice of leisure time 
ctnies will present "serious chal - 
mg, to the tv medium's dominance 
f tI nation's leisure time." 

tt: 

TIC is according to Martin L. 
berm, president of Edward Petry 

Co Inc., New York, in an address 
efot the Annual Convention of the 
mean Women in Radio and 
'elet;ion in Atlanta Saturday. He 
null some interesting predictions 
bou the future of the tv industry 
Ord to role to be played by the 
¡alit sales rep. 

"Scions will be appealing to the 
forevaried interests of a more 
phiicated audience," Nierman 

ald. 'In an era of individualized 
jewi; in multi -set homes, each sta- 
Ion's programming will become 
't" j'e iersonalized." 

Hecalled for "style, showman- 
bnp, id bold innovation" in station 
"'griming and predicted that 
5tali;s will have to probe the di - 
1 se iotivations and needs of many 

iul1e?es within the mass, and uild owarrl 
olvet;nt." 

l'lrtinfluence of the rep, he said, s `'lays been vital in the area of 
latroiprogramming, and he added; 

,lo: for an even deeper and 

a greater viewer in - 

a review of 
current activity 
in national 
spot tv 

more comprehensive representative 
involvement in the years to come." 

More sets, more viewers, more 
stations, and more sources of pro- 
gramming (including UHF pene- 
tration at saturation level and CATV 
to reach a significant portion of the 
market), were among other devel- 
opments Nierman foresaw for the 
late 70s. 

"Physically," he noted, "the out- 
look is for non-stop expansion. Multi - 
set homes will be the rule, and there 
will be 10 million more of them. 
Color will 
turity and 
the wings. 

have achieved full ma - 
3 -D will be 'a aiting in 
Home videotape will he 

At Kenyon & Eckhardt, Inc., New 
York, Pat Burrell is a media super- 
visor on the Beecham Products, Inc. 
account. 

REPORT 

making swift strides." 
A search for new sources of spot 

revenue, he added, will bring a re- 
turn to program sponsorships "as 
more advertisers seek the advantages 
of intensive cultivation of a select 
viewership." And international tele- 
casting, to meet the growing demand 
for fresh programming, will bring 
new business from international ad- 
vertisers overseas. 

Particularly interesting, in line 
with the growth of more sophisticat- 
ed research techniques, was his pre- 
diction that "the day may yet arrive 
when a viable effectiveness quotient 
will end the long and often tyran- 
nical reign of the rating." 

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

Alamo Industries, Inc., div. 
Phillips Petroleum Co. 
(Leber Katz Paccione, N.Y.) 
Commercials introducing MARVESS 
OLEFIN FIBER as used in FOUR 
SEASONS carpeting, are currently in 
Miami, Houston, and Dallas/Ft. Worth, 
and will enter Washington, D.C., St. Louis, 
Pittsburgh, Cleveland, Chicago, 
Philadelphia, Detroit, and Boston during 
Ilay and June. Bob Storch is the contact. 

(Continued on page 52) 
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I'LL SAY IT. JUST, ONCE MORE .. . 

_s s 
I I I 

I 
s 

% LANCASTER- ` 
i HARRISBURG- 
E YORK -LEBANON 

IS ONE 
; TV MARKET WITH s 

WGAL.--TV ` CHANNEL 8 - r -----' 
\ CI.MtOH 

wv ..... 

. 

S 

Ei, . e .r . 

UL -TI -CITY TV MARKET 

f RILLIIONYL 

LSNTc( 

10 

GA 

HUNTINGDON 

riILUA,AiOtY 

IF WISIURG 
UNION 

MIPELI TOWN ,/ 

+a 

J 
IT T j/O A U O N I N 

UIEAKI 

ILOOMSRURG.- 
MUNIOUE\ / ` I 

HAZLETOM CA C., t. 

SUN/URY WADI/ 
SHAMOKIM-.. " 

HARRISBURG` 

CAELnLE ....rzu..a 4, 

"H T O E 

SHIPPCNSIURG 

ADUAT YORK 

POTTSVILLE 

LANCASTER. 

w.t / CHAMBERS RUNG 

R,IN GETTYSBURG IRArv 
11 /MOVER a....°<. 

WAYNES/ORO 

.InGIOrv .. ,_ 

N 
I MAGERSTOWN < . l O l l//- 

M IDIVIC 
ADE 4t 

.......a ... _ _ 

LEY 
.AD!-: - BRE 

lf I'FE.5ON 

iL OUOOVN 
APKP 

PRIDRICK 

ORO GO MIRY 

0.., O 1 

MOR IMA..ITO 

MONIGC 

cHti 
,cok, 

ictIJ i. 

3196;000 WATTS. 

. 

CHANNEL 8 reaches a great, thrivirl 

area, including these four major mat 

kets, as well as many other communitie. 
And, it delivers the giant share of th 

viewers in its market. 

Another priceless plus: 26%* color pel 

etration for its all -color local telecast 

and NBC programs. 

3 

'Based on Feb. -Mar. 1967 Nielsen estimates; subject to 

inherent limitations of sampling techniques and other 

qualifications issued by Nielsen, available upon request. 

GAL -T` 
Lancaster, Pa. - 

1 

Representative: The MEEKER Company, Inc. i 

New York Chicago Los Angeles San Francis( 

°S-t@ r'r-ian TBIBV.IsIon. . t8'tIon8 ' Clair McColIough, Pr 

WGAL-TV Lancaster -Harrisburg -York, Pa. KOAT-TV Albuquerque, N'.M., 
WTEV' Providence, R.I./New Bedford -'Fall River, N./Lass. KVOA-TV Tucson, 

Television Age, May 8; 



ne Buyer's Opinion " . . 

SOMEBODY IS OUT THERE 

Effective March 29, newscasters and announcers on local network 
vned stations in major cities staged a walkout in a wage dispute with 
e networks. Eventually, other "live" talent walked out in sympathy with 
e original strike, subsequently affecting not only news broadcasts, but 

,.ytime programming as well. 

(This AFTRA strike lasted only a relatively short period, but a cursory 
!)k at the preliminary audience data received at the time of this writing 

t: 

Idicates 
that the strike left its mark. 

I For the six daytime programs replaced by second -stringers during the 
(ike, the average fall -off in homes delivered (when compared with the 

1iter 
part of the week March 27) ranged from 11 per cent to 46 per 

flat. Sets -in -use in these time slots declined, overall, 20 per cent. All 
rings for evening news broadcasts (in which station/network staff 
Embers were substituted for most leading newscasters) dropped off 
fin two to 17 per cent in homes delivery. 

'The implication of this data should "shake up" both networks and 
a'ncies, which have come to place greater emphasis on "mass" and 

' Ps on "audience" in the "mass audience" concept-the networks always 
r alcentrating on "how much dough can we make if we sell `them' (the 

liwers), this way," and the agencies asking "what is the cost -per -thou- 
sad of those LOH's?" But especially "shaken" is the buyer, who 
l ieved, with great conviction, that "they" (viewers) would watch roll - 
i; test patterns, if they were broadcast all day. 

The aforementioned data implies that the tv audience (daytime and 
flhge, anyway) does not consist of a bunch of morons, who, en masse, 
vetch an "idiot box" out of force of habit. Instead, it reinforces the 
fl't that an audience consists of persons who individually possess loyalty 
tttheir particular entertainment preferences. 

lut when these preferences are grouped into audience data, the viewer's 
"dividuality" is lost in an impersonal number, giving the appearance 

' lit his behavior is one of conformity, or "bandwagonism." Looking at 
a reat deal of audience data (as this buyer has) tends to reinforce that 
aitude toward the viewing audience (a dangerous pre -conception at a 
ti,?. when we're trying to learn more about audience attitudes and 
bilavior). 

I the recent strike provided anything "worthwhile," it was this 
re.inder: The television audience is loyal, but not blindly so. Its con- 
st tents are individuals who possess individual judgment. Remove from 
ilia the standards of entertainment to which they have been accustomed, 
at risk up to a 46 per cent reduction in program audience. Tamper 
Tv3 desires often enough, and expect a 20 per cent reduction in tuninb 
thl'll shut you off completely. This sum of individual behavior is what 
telrision is really all about. 

icidentally, it was personally reassuring to see the networks-who ha' been, in my opinion, overly delicate in their "sacred cow" treat- 
tntt of organized labor in their news and editorial approaches-finally hilvith a strike. Perhaps now their editorial responsibility to the public 
In his area will be met "head on" with greater insight. But that's anher subject which might be discussed at another time. 

-It 

The action station in 
the action city! 

. 

I 

A:117*j 

.. . , ._.. 
111 

: r .+ 

ChárÍotiíe 

. 01;t,17,1$11' A InInitiV 
tl+lí;<t .-~1/191111101111111111 

.4,- . , - 

For any advertising campaign aimed 
South, Charlotte should be among the 
top three cities on your list. In many 
respects it warrants the top spot. 75 -mile 
radius population largest in the South- 
east. Center of the Southeast's heaviest 
industrial concentration; second largest 
distribution city in the Southeast. 
WSOC-TV's coverage area includes 3 
million people with 'an EBI* of $5.9 
billion. Among families with children, 
the college educated, young marrieds,' 
sports lovers, WSOC-TV does a big job 
for advertisers. Ask us or H -R for the 
facts. "Sales Management, June 10, 1966 

NBC/ABC. Represented by H -R 

COX BROADCASTING CORPORATION stations: WSB AM -FM -TV, Atlanta; 
WHIO AM -FM -TV, Dayton; WSOC AM -FM -TV, Charlotte; WIOD AM -FM, 

Miami; KTVU(TV), San Francisco -Oakland; WIIC-TV, Pittsburgh. 

filet41 
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American Home Products Corp. 
(Cunningham & Walsh, Inc., N.Y.) 
A 30 -market push for GULDEN'S 
MUSTARD breaks at issue date. Day and 
fringe piggyback commercials are 
planned for a five -week buy. Also being 
considered are independent 30's, when 
the price is right. Armond Grez is the 
contact. 

American Home Products Corp. 
(Wrn. Esty Co., Inc., N.Y.) 
An 8 -week drive for DRISTAN breaks 
July 1 in 15 or 16 major markets. Using 
IV:, only, the push will last eight to 12 

,veers. Charles Dropkin is the buyer. 

Anheuser-Busch, Inc. 
(D'Arcy Advertising Co., St. Louis) 
This company is introducing a new table 
syrup, GRANT'S FARM SYRUP, in 
selected markets in southern California 
the midwest, and southwestern states. 
Fringe minute spots will probably run 
through the summer. J. Donald Ratchford 
is the contact. 

Armstrong Cork Co. 
(Pritchard, Wood, Inc., N.Y.) 
May 22 is start time on commercials for 
ARMSTRONG RUBBER TIRES. The 60 - 
market push will last approximately 10 
weeks. Late fringe minutes to reach 
men are planned. Fred Corkle buys. 

ARB Coverage/65 credits us with 
NET DAILY VIEWING in 104,000 
TV homes-net weekly viewing In 
141,000 homes - In 39 counties. 

Our daily viewers spend 

$7,787,520* for 
TOBACCO. 

But you can't reach this market from 
Detroit, Lansing or Grand Rapids. 

WWTV/WWUP-TV is the ONLY way. 
EVEN though most if not all your 

business in Michigan comes from 
downstate wholesalers, almost 8,000,000 
RETAIL dollars are spent on tobacco 
in Upstate Michigan - where your 
wholesalers aren't. 

The only practical way to cover your 
potential RETAIL consumers in Upstate 
Michigan is to use WWTV/WWUP-TV. 
We give you 104,000 DAILY VIEWER 
homes (which view us almost exclu- 
sively). Your only other way to reach 

them is to.use 20 radio stations and/or 
13 newspapers. 

To give your Michigan wholesalers 
full -state advertising support, put a 
fair share of your TV dollars where 
outstate Michigan consumers buy their 
products. Ask Avery-Knodel for poten- 
tial sales figures for your product in 
Upstate Michigan. 

*Statistics ón consumer expenditures used by 
permission of National Industrial Conference 
Board, whose study "Expenditure Patterns of 
the American Family," sponsored by Life Mag- 
azine, was based on U.S. Dept. of Labor Survey. 

P /P) 
RADIO 

WKZD KALAMAZOO -BATTLE CREEK WWTV/WWUp-TY WIFE GRAND RAPIDS 
W1tM GRAND RAPIDS -KALAMAZOO 

WWTV-FM CADILLAC CADILLAC-TRAVERSE CITY 

TEL 

WNZO.TS GRAND RAPIDS. KALAMAZOO 

WWTV/CADILLAC-TRAVERSE CITY 
WWUP-TV SAULT STE MARIE 

KOINTV/LINCOLN. NEBRASKA 
NGIN-TV GRAND ISLAND. NEIB. 

J/Pi I(UIJ 

EDIANNEL 

MTINNA 1440' A. A.1. 
us Alf 

SAULT STE. MARIE 

OIANNIL It 
ANTENNA 1114' A. A.1. 

CIS Ala 

AwryRn.dl, I-4.,1du.l.. Nouonol RPruntotl.. 

Bank of America, Nat'l 
and Savings Ass'n. 
(D'Arcy Advertising Co., Sa,. 

Francisco) 
May 14 is start time for this compa st 

summer buying. A 17 -week push in lu 

15 markets will use fringe minutes 
prime 20's. Buying are Howard Ree m 

Carrie Mansfield. 

Bristol-Myers, Inc. 
(Foote, Cone & Belding, Inc., ,X 

The Clairol division is introducing rI 

CLAIROL FIVE MINUTE COLORi, 
piggybacks with HAIRDEW. The scl u 

will last through the end of June in 

Rochester, Portland, and Columbus. 
Margaret Hoeskema buys. 

Canada Dry Corp. 
(Benton & Bowles, Inc., N.Y.) 
Commercials for GINGER ALE will. 
10 to 12 scattered markets through 
July 12, using fringe minutes. A seal 
buy, for QUININE WATER and BI'$ 
LEMON breaks June 6 for a six -wt¡ 

flight in about eight markets. This II 

will use prime 20's and ID's. Bruce 
Fauser is the buyer. 

Continental Baking Co. 
(Ted Bates & Co., Inc., N.Y.)'' 
A 14 -week push for WONDER BREt 
breaks May 27. The 80 -market buy tc 

reach women will use prime ID's 
exclusively. Buying are Dan Monahat 
and Margaret Meinrath. 

Who cares 

about you in 

Des Moines? 

Choose WHO -TV ... and Id 

Central Iowa will care, tt- 

113 COLORFUL 13 

DES MOINES, IOWA 
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tshe attraction of media buying 
was too strong to resist. After 

o and a half years as advertising 
t eager for the Lanvin-Charles of 

t Bill Co., 'Vary Burack was back 

it media, buying on the Chem way 

(). account for 1)elehanty, Kurnit 
(' ler, New York. 

There's much more excitement in 

nüa buying." the newly appointed 
rtior medía supervisor said. "Work- 

( it in a small agency, you have to 

borne involved in marketing re- 

serh and media planning as well 
auuying. We get in at the start of 
and campaign. ,Media personne are 
iruded in all client meetings, even 
,wn discussing the marketing con- 
cc." 

You find out the workings of the 
I w de industry vou're buying for," 

al added, "as well as the broad 
strum of activity in the business 
Cc muniiy in general." 

he media supervisor. who studied 
. hitless and advertising at Bunter 

Crege and New York University, 
pit eight years as a buyer with 

ih,Rockntore Advertising Agency, 
to runner of Clinton E. Frank, Inc. 
,1 has been with DK&G for the 

. MARY BURACK 

Uee141UlUIiINIs!<ti' 

past two Nears and now supervises 
'a staff handling all divisions of the 
Chetnwav Corp. 

Since much of her responsibility 
involves working with radio and tv, 
Miss Burack is interested in the ad- 
vantages of buying prime time 30 - 
second tv adjacencies for her client's 
commercials. 

"We've been thinking about it be- 
cause we cannot really use piggy- 
backs efficiently," she said. "In prime 
time, a 20 sometimes just isn't 
enough. if s ou're a small advertiser 
and don't have 90 dis isions to work 
with, piggybacks are not often feasi- 
ble. So the flexibility of being able to 

use independent 30's becomes very 
important." 

What price is she willing to pay 
fur these 30's? "fit hatever the rate 
at arty particular station happens to 
be, so long as the station and the 
time slot efficiently meet our adver- 
t ising objectives." 

On another subject, she noted that 
essentially media buying hasn't 
changed much over the years. "It 
still involves considering the product, 
its competitive position in the mar- 
ket, the target audience, distribution, 
and pricing. And I always try to see 
new commercials before planning the 
buys," she added. 

"But where changes have occurred, 
they lie mostly in the area of aids 
used in making buying decisions. I'm 
thinking mainly of such items as cost 
calculators, demographic and other 
computer data, and research. There's 
a lot more background research 
available todas, making the entire 
media function a more sophisticated 
operation." 

At home in the Bronx, Miss Burack 
relaxes at the sewing machine, where, 
she boasts, she makes all her own 
clothes. Traveling is also high on her 
list of interests, she said, making 
plans -to visit Spain and Portugal. 

Dtiux Topper Corp. 
'Lhcer-Fitzgerald-Sample, Inc., ) 
Ii13 is start time on a sixweek push 

OHNNY ASTRO, a relatively new toy 
Ict. Kids are the target of the day tiles in a new test drive in about four 

lets. Dennis Kelly buys. 

a:1,411x, Irte. 
Advertising, Inc., N.Y.) 

+tnercials break at issue date for 
'FAX. The seven -week push will use tao minutes in around 25 markets. "$ullen is the contact. 

IJTV.. Sells 
Metropolitan 
Mississippi 

Area Buying Power 
$1, 800,000,000 

Jackson 

General Foods Corp. 
(Benton & Bowles, Inc., N.Y.) 
Commercials for INSTANT MAXWELL 
HOUSE COFFEE arc currently in 
around 52 markets for a six -week flight. 
Additional flights, varying from two to 
seven weeks. begin May 29. Day minutes 
and prime 30's are being used. Jason 
Roth and Mike Holocomb buy. A heavy - 
up buy for Post cereals in about 10 
markets begins May 15. Minutes and 
piggybacks are planned through next 
March. Bill Irwin is the contact. 

Dills Bros. Cof fee, Inc. 
(Foote; Cone & Bedding, Inc.; 
San. Francisco) 
Third quarter activity for 1.LS 
BROTH ERS GROUND COFFEE breaks 
June 5. The nine -week push will use 
prince 20's in front 80 to 100 markets. 
Dianne `onimerf eld is the buyer. 

Lever Brothers Co. 
(11/31)0, Inc.. A.Y.) 
Minutes and piggybacks will carry the 
message on `WAN LIQUID starting May 
14. The ,even -week push, supplemented 
by a four -week flight June 4 and a three- 
week huy .tune 11, will take the product 
into a total of 90 markets. Sue Baron 
is the contact. 

General Foods Corp. 
(Doyle Dane Bernbach, Inc., N.Y.) 

A five -week push for DREAM WHIP 
will be in 112 markets through the end 
of May. Fringe minutes and piggybacks 
are being used. Larry Rubenstein is the 
con tact. 

Foremost Dairies, Inc. 
(Dancer--Fitzgerald-Sample, Inc., 
San Francisco) 
A various -product push breaks May 22 in 
around 25 major markets. Fringe minutes 
and prime 20's will run 13 weeks. Sue 
13rowu buys. 

WJTV. Sells 
Metropolitan. 
Mississippi 

-- Jackson 

Area Buying Power 
$ 1, 800,000,000 
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COUNT ON 
KOVR 

FOR ACTION 
SACRAMENTO 

STOCKTON 

CALIFORNIA 

You really stimulate sales in the 
Stockton -Sacramento market 
when you put your message on 
television station KOVR. People 
in this booming $2-1 /3 billion 
market* watch KOVR for in- 
depth, exclusive farm and local 
news programing, and for high - 
rated ABC shows. This is the 
combination that gets your com- 
mercials seen ... in one of Ameri- 
ca's fastest growing markets. 

Data Source: *Sales Management's 1966 
Copyrighted Survey - 
Effective Buying Income 

.0 : XOVR 

McCLATCHY BROADCASTING 
BASIC ABC AFFILIATE REPRESENTED 

NATIONALLY BY THE KATZ AGENCY, INC. 

Corn Products Co. 
(Dancer -Fitzgerald -Sample; Inc., 
N.Y.) 
This company's Best Foods division 
plans a buy for BOSCO to break May 
15. The summer push will use fringe 
minutes to reach kids in a four -week 
Illight. A six to seen week push is 
planned to reach adults. Piggybacks 
will be used where possible. Charles 
Richmond does the buying. 

The Cudahy Packing Co. 
(Dancer -Fitzgerald -Sample, Inc., 
N.Y.) 
An 11 -week push for IIOLIDA\ H \ \1 
is currently in 25 major markets. Fringe 
minutes and piggybacks with other 
Cudahy- products Mill be used. Activity 
will last through the first week in July. 
Buying is Les Davidson. 

General Foods Corp. 
(Grey Advertising, Inc., N.Y.) 
Third quarter activity for kOOL- \11) 
will be in upwards of 100 markets through 
September 3. Fringe minutes to reach kid: 
will be supplemented by some week-end 
spots. Sheldon Jones is the contact. k. 

renewal buy on YUBAN coffee in 110 
markets will run nine weeks, until July 
2. Late fringe minutes and prime 20's 
are being used. Buying is Mary Calale. 

General Foods Corp. 
(Young & Rubicam, Inc., N.Y.) 
A 40 -market push for AWAKE begins 
\lay 15. The two week flight will use fringe 
minutes and piggybacks to reach women. 
The buy follows a four -week flight in 
the same markets, which began May 1. 
Barbara Barnes is the contact. 

Hartz Mountain Products Corp. 
(Gumbinner-North, Co., Inc., N.Y.) 
Commercials for this company's pet 
care products break June 5 in 33 major 
markets. Day and fringe minutes to 
reach women are planned in a five -week 
push. Gail Gilcrest buys. 

H.J. Heinz Co. 
(Doyle Dane Bernbach, Inc., N.Y.) 
Commercials for 'arious Heinz products 
are in about 25 markets at issue date. 
Fringe piggybacks and prime ID's are 
being used to reach women in a 12 -week 
drive. Madeline Blound buys. 

lllanhattan Shirt Co. 
(Needham, Harper & Steers, Inc., 
N.Y.) 
Activity starts May 15 on a five -week 
flight for \IANIIATTAN SHIRTS. 
Fringe minutes and prime ID's will be 
used in 36 major markets. Buying is 
Nancy Clifford. 

i Iem Co. 
(Young Smith & Dorian, N.Y.) 
A pre -Father's Day push for this 
company's English Leather line breaks 
Alay 22 in the top 25 markets. Fringe 
minutes, prime 20's and ID's will be 
used for about four weeks. 1 second 
buy is scheduled for next September. 
Geri Flynn is the contact. 

Lever Bros. Co. 

(SSC&B, Inc., N.Y.) 
May 14 is start time on a seven -Meek 
buy for LIPTON TEA. Fringe minuta 
and piggybacks will be in the top 50 
markets. Hank Tom buys. 

Miles Laboratories, Inc. 
(Jack Tinker & Partners, N.Y.) 
Piggybacks and minutes for BACTINI 
ANTISEPTIC LIQUID and CIIOCK 
REGUL\R begin May 15, in more to 

20 markets. The fringe spots to reach 
kids will run 12 to 13 weeks. Buying 
are Bernice Gutman and Chuck Beibet 

National Airlines, Inc. 
(Paper!, Koenig, Lois, Inc., N.I1 

A.six-week summer push is tentatively a 

scheduled to start July 10. Fringe minth 
will probably be used in 14 markets. 
Buying is Roberta Goebel. 

. 

Leon Drew, program director f 

KNXT, CBS -owned tv station in ,s 

Angeles, has been promoted to g. 

eral manager of KMOX-TV, the 

work's station in St. Louis. He t;f 

also named vice president of C+ 

Television Stations Division. D 
was formerly program director tf 

the Si. Louis station before his K! 

assignment in 1960. At KrtoX-' 

he succeeds Gene Wilkey, a C 
executive for 23 years. Wilkey ul 

continue his association with CI 

under special assignments frtf 

Merle bones, president of CBS Tti 

vision .Stations Division. 

WJTV. sells 
Metropolitan 
Mississippi 1 

f Jackson 

Area Buying Power 
$1,800,000,000 { 
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ltional Biscuit Co. 
',m. em. Esty Co., Inc., N.Y.) 
ft 'Is company is introducing PUPPETS, 
'11' ,p plastic puppet -shaped cereal 

pkage,, for all Nabisco cereals. Fringe 
ute commercials will carry the 

tt usage through mid -June in 35 major 
, l rtkets. Buying are Frank King, 

Sron Lilac, and Ed Moir. 

flla, 

a lipsi-Cola Co. 
. 

(ote, Corte & Belding, Inc., N.Y.) 
,Antative five to six -week drive for 
PTO CORN CHIPS, to break at issue 

t, di, was being considered at presstime. 
I'ms at that point called for the use 

lb' ¡lay and fringe minutes in no less 
en ill, 10 markets. Peter Mann is the 

c act. 

Pieter & Gamble Co. 
(orlon & Bowles, Inc., N.Y.) 
Storer activity for CREST breaks at 
Ise date in around 70 major markets. 
TIE 12 -week drive will use fringe minutes 
aflprime 20s. Buying are George 
Cirio and John Frisoli. A heavy -up 
In for CHARM IN toilet tissue is - 

J en,ntly in 17 midwest. western, and 
sobern markers. Late fringe minutes 
wl nut through the end of June. Steve 

I Cut is the contact. 

t ' 

'!va (Ted) Bonda, president of 
Mort Parking Company of Ameri- 
rattas been elected board chairman 

(o/,TT-Avis Inc. Avis and APCOA 
at both operating units of the In- 
Serttional Telephone & Telegraph 
Co 

JTV , sees 
etropolitan 

Mississippi 

{- Jackson 

Area Buying Power 
$1, 800,000,000 
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Shell Chemical Co. 
(Ogilvy & Mather, Inc., N.Y.) 
Introduction of NO PEST STRIP 
insecticide. which began in three markets 
March 13 is now being followed by a 
full-fledged advertising push in 125 major 
markets. Eight to 10 -week drives in four 
and six -week flight sequences will break 
in staggered schedules May 15, May 29, 
and June 26. Activity ends around July 
23. Fringe minutes will he the prime 
vehicle. Mary Maloney buys. 

Sicks-Rainier, Inc. 
(Wells Rich Greene, Inc., N.Y.) 
Commercials for SPUR MALT LIQUOR 
break at issue date in two markets. 
The buy will last 13 weeks in San 
Francisco and 21 weeks in Los Angeles, 
using fringe minutes, and prime 20's 
and ID's. Expansion to additional 
markets is expected next fall. Nick 
Langone buys. 

Timberland Products Co. 
(Alden Advertising, Inc., N.Y.) 
Commercials for BRIX CHARCOAL 
will he in eight major markets starting 
May 25. The initial one -week flight 
will be followed by a second short flight 
from June 28 through July 4. Fringe 
minutes are planned: The contact is 
.lack Casper. 

United Fruit Corp. 
(BBDO, Inc., N.Y.) 
A six -week buy for CIIIQUITA 
BANANAS will use fringe minutes 
through June 5. This initial two -market 
test will be followed by a heavier tv 
schedule next fall. Dave Murphy buys. 

Weinbrenner Shoe Corp. 
(The Marschalk Co., Inc., N.Y.) 
A two-week flight for MULLIGAN GOLF 
SHOES breaks at issue date in 24 
markets. Fringe minutes will appear on 
golf/sports and news segments to reach 
men. Eugene McGuire is the buyer. 

Francine We.vler was appointed an 
executive director at the 
Erickson Inc. Center for Advanced 
Practice, New York. She was for- 
merly copy supervisor al Doyle Dane 
Bern teach., Inc. 

GO FIRST 
CLASS WITH 

KMJ T V 
FRESNO o CALIFORNIA 

Get the jump on your competition 
this year. Put your message on 
KMJ-TV. The first class pro- 
graming on KMJ-TV delivers the 
right kind of audience for your 
sales message. In the nation's 
Number One agricultural income 
county, the station to remember 
is KMJ-TV. 

Data Source: SRDS, January, 1967 

.. 

o oKM1 TV_Ú 

McCLATCHY BROADCASTING 
BASIC NBC AFFILIATE REPRESENTED 

NATIONALLY BY THE KATZ AGENCY, INC. 
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'V. . Sells 
tropolitan 
iss;issippi 

-E-- Jackson 

°m. 

1-eá, Buying Power 
,;1,1.8Q0;000,0.00 

Revlon, Inc. 
(Leber Katz Paccione, N.Y.) 
A pre -Father's Day pilot buy for PUB 
COLOGNE and TOP BRASS breaks May 
22. The four -market schedule brings the 
two products back to tv for the first time 
since last December. Bob Storch is the 
contact. 

Schweppes -USA -Ltd. 
(Ogilvy & Mather, Inc., N.Y.) 
Commercials for SCHWEPPES TONICS 
break at issue date in from 30 to 50 
major markets. The three-week flight will 
use ID's exclusively. Doug Spellman is 
the contact. 
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QUAD -CITIES 
THRU TRAFFIC.. 

'Ms 

`...a 

"WOC-TV bridges the entire 

Q -C mini -megalopolis" 
says Harold Heath, WOC-TV Sales Manager 
Several bridges cross the Mississippi at the Quad -Cities; knitting them 
as closely together as the boroughs of New York. More than 65% of 

the Q -C residents work in cities other than where they live, which 
means daily commuting back and forth across these bridges, much 
as in New York. Yet it doesn't take a complicated media mix to 

effectively cover this trading area of 11/2 million people. WOC-TV 

bridges the entire market, the largest between Chicago and Omaha, 

Minneapolis -St. Paul and St. Louis. 

Whether you plan a test market or a total market campaign, you'll 
get the highest possible coverage by letting WOC-TV deliver the Q -C 

market with your sales messages. 

WOC-TV ... where the NEWS is 

WOC-TV ... where the COLOR is 

WOC-TV ... where the PERSONALITIES are 

w oc 6 
Serving the Quad -Cities 
market from 
Davenport, Iowa 

- Daven OortBetlendorl, Iowa - Rock Island Moline.East Moline, Illinois 

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

44r 

Pet Milk Co. 
(Gardner Advertising, Inc., 
St. Louis) 
An 11 -market test drive for 
COMPLIMENT MEAT SAUCE break i 

May 18. The four -week flight will us' 
fringe minutes and prime 20's to real 
women. Rose Busalacki is the contact '4 

Procter & Gamble Co. 
(Compton Advertising, Inc., A'.) 

Fringe minutes and piggybacks carr+,he 
message on IVORY SOAP in 20 ma' 
markets. The schedule will probably un 

through the summer. Buying is Sue Yin 

Procter & Gamble Co. 
(Young & Rubicam, Inc., N.Y.,,1 

Summer activity for SAFEGUARD 
deodorant soap is now in 40 major 
markets. Fringe minutes and piggybac 
will be used primarily. Bill Boyle do 
the buying. 

Network Rate Increase+ 

CBS -TV: 
WTVY Dothan, Ala., from $350 ' 

$375, effective October 15, 1967. 

KAN'S-TV I-Iays, Kan., from $130 it 

$150, effective October 15, 1967. ' 

\\ J H L -TV Johnson City, Tenr 
from $475 to $525, effective Octobll 
15; 1967. 

Put the 
middle 

of the 
mitten . 

rt. 

LANSING . 
BATTLE CREEK ANN ARE,. - 

JACKSON . 

in the palm of your han 

WILX-TV' 
1. More efficient distribution of cir 

tion. 
2. Dominates southern half of cire 

tion. (Lansing and south) . 1 

3. Puts more advertising pressure wi 

it's needed most. 
4. Gets you more complete coverage, 

less overlap. 

WILX-TV I 

555 Stoddard Build1ng. 

Lansing, Michigan 489 
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Went (Continued from page 23) 

thg if not to a faretheewell just 
nit the going market prices are, 

fig' n ho ' much the traffic will bear. 
yi;tj't 'his push for top price on spe- 
f11 cis, top price for the stellar per - 

0 
frners in the specials, some say, 
Mr he more of a factor, as specials 
p;liferate, in ultimate production 

,1y, c1s to networks, than could be any 
11. 'wager's commission, whether 5 or 

leer cent, or 21/2 per cent. 
0, ut getting a good price for a spe- 

1 ci for a client, or a oneshot pack - 
,It: of may not automatically add to 

'' ; t:h agent's profits. David Begelman, 

Itk: coounder with Freddie Francis of 
Cntive Management Associates, a 

-..{fatgrowing talent agency, pointed 
outhat the risk to the packager of 

Ilfhla iecial is far higher than any risk 
tru by the packager of a series. He 

c sal they save the networks money. 
'.'' . these days of the step -deal (net- 
,11wu:-financed pilots, from which the 

i, netrk may pull out at any of sev- 
F,r err. steps from script to screening) , 

theietwork ins ariably finances the 
hers, now that the free -ball pilot - Ifi.nced by the producer with no 
hel from any network) is a thing 
of e past, and so from step -deal to 

¡Cie] lea], from step to step in a step - 

11 

ndea increases in budget are covered. 
It on a one-shot, the network 

bu) it at a pre-set price and if pro- 
iduean goes over the prescribed 
',bucºt, down the drain goes any 
.pro,: possibility for the packager. 
Jn sense then. a packager's de- 

' tfieil incurred on an over -budget 
1she4l, 

is a saving to the network. 
k Amber was packagers save the 

4iet%rks money, according to Wally 
,orM, head of the tv department at 

I.WjlIm Morris. is Its eliminating, in 
Moir cases. the need for a pilot. 
¡boll the talent agent saves pilot 
1iorr, he added. is hs presenting a {lcing treatment, and putting 

,ÁreS,Iious people together in a pack- 
ne-and then clinching the deal 
withnerely 

a handshake or a phone Lall. . 

Vs may be true, in some cases. 
lowret, one network, CBS -TV, cate- bri'lly refuses to bus any series 

'clot. And only seven of the uew all series were sold without 

6 

pilots. Piloted or flying blind some- 
times, the packages have holes. 

"We're happy when they bring in 
a complete package," . said NBC's 
Mort Werner. "But often we have to 
fill up gaping holes. Sometimes an 
agent brings us a `blue-sky' package -a property, or a performer-and 
then the network, if it takes it, has 
to staff it." 

Whether or not the agents are in- 
deed pushing prices upward, their 
influence on programming and on 
programmers is a thorny question to 
some network executives. Who, after 
all, runs the show? The network or 
the talent -agent packager? 
' At CBS, Sal Iannucci said agents 
are more heavily engaged in "the 
creative process" because indepen- 
dent producers represented by talent 
agencies now have more shows on 
network schedules and the major tv 
production companies have less. 

But although the.talent agents' role 
is more dominant today, network pro- 
gram supervision is as important as 
ever, the CBS executive declared. He 
noted that talent agents do not 
hear the same weight of responsi- 
bility to the public as do the net- 
works. 

'Who's On Third-At American 
Iron & Steel Institute, Dolores 
Mitchell draws names of soft drink 
manufacturers and AISI staff man 
John C. Clark records them on chart 
to determine impartially when and 
where participating soft drink brands 
will be seen in full -minute commer- 
cials used to promote canned soft 
drinks sponsored by AISI Committee 
of Tin Mill Products Producers. 
Primetirne campaign starts May 20, 
runs 13 weeks on 190 ABC stations 
with local cut -ins. 

As for pushing up prices, Iannucci 
qualified his earlier observation 
about agents and rising costs by not- 
ing that, on series if not on specials, 
although the "up -front" prices may 
seem higher, the ultimate cost of pro- 
gram production is not greater as a 
result; instead, he said, "it's the same 
pie, only cut up differently." 

There seems to be abundant evi- 
dence that on series, at least, shows 
bought from talent -agent packagers 
may cost not a whit more than shows 
turned out by the big production 
companies, Screen Gems, Twentieth 
Century Fox Tv, MGM -TV, et al. On 
this one point, both the big talent 
agencies and the big production 
studios agree. 

"Just as in any other business," a 
major studio salesman said, "there's 
al ays a cost -of -sale, and you get 
this in the top -sheet (the sales com- 
mission proviso) of a big studio bud- 
get just as much and as well as you 
get it in the form of a talent agent's 
commission, ss hatever it might be." 

Chances are that commission is 
"5 per cent down; 5 per cent 
deferred," and chances are equal that 
the major studio's sales commission 
is projected on the same basis. The 
big studio and talent agency are 
more than ever in the same boat, 
now that the 5 per cent, rule is 
in force. 

Whatever happened to the tradi- 
tional "10 per cent off the top?" 
One veteran agent said that the ' 10 
per cent figure, once universally used 
in talent agenting, was also widely 
accepted as the figure for the off - 
the -top back in the heyday of the 
Music Corp. of America. 

The end came after the court de- 
cision ordering MCA to divorce its 
talent agency from its production 
activity (now Universal Pictures and 
Universal Tv) . When MCA was in 
both ends of the business, it was in a 
strong position and usually insisted 
on 10 per cent off the top-not only 
insisted on it but obtained it. 

With MCA upholding the stand- 
ard of 10 per cent off the top, other 
agencies could also ask for the same 
commission and sometimes get it. 
But with the dissolution of MCA, no 
single agency could enforce continua- 

i"letjon 
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tion of the practice. With their in- 

creased leverage, the networks pres- 
sured for a switch to the "5 per 
cent down, 5 per cent deferred" deal. 

However, when a series succeeds 
now, the two 5 per cents still amount 
to as much as 10 off the top would 
have, with the deferred commission 
coming off the profits as they accrue. 

The way it appears today, as long 
as shows are produced for television, 
there'll always be a talent agent- 
and the way things are going, he'll 
always have a package to sell. 

If the smaller, independent pro- 
ducers are going to continue to play 
an important role in providing net- 

works with shows, the talent agent 
will remain a critical intermediary in 
the process. 

As one agent put it, "It costs the 
big production companies hundreds 
of thousands of dollars a year for 
sales staff and the other costs that 
go along with selling. Smaller pro- 
ducers can't afford such overhead." 

As a result, the talent agent be- 

comes, ín effect, the sales representa- 

rn 

.§ 

See Pages 36-37. 

tive of the smaller producer no 

matter who puts the package to- 

gether, the producer or the agent. In 
actual operation, however, the agent - 
producer relationship is far more 
complex. 

On the surface, the nuts and bolts, 
the credits and debits, of packaging 
payoff may seem fairly simple. But 

in the day-to-day dickering, the fig- 

ures get bounced off the walls, from 
coast to coast, as names are juggled, 
vehicles trotted out, box-office and 
Nielsen track records trumpeted or 
muted, performers' egos crushed, 
pumped up. 

The Package Peddlers 

Some claim that in .the hurly-burly 
of pitching packages, the talent 
agents' clients get lost in the shuffle. 
"The agents are so eager to peddle a 

package that they'll stick their client 
in it even if it's no good for him as 

a vehicle," charged a defector from 
one giant talent agency. "With the 
sale of the package their number -one 

goal, the agents don't pay proper 
attention to the career management 
of their clients." Eventually, he pre- 
dicted, the agents will lose clients 
because of this emphasis on packag- 
ing. 

Vehemently, the talent agents deny 
this. "We spend plenty of time and 
effort in developing talent," said 
Wally Jordan, "by taking someone 
who's promising but unprofitable 
and feeding him until he makes it." 
Jordan compared such efforts to the 
research and development operation 
of any sizable corporation. 

The William Morris Agency, with 
a client list of over 2,000, grossed 
more than $10 million in 1966, mak- 
ing it the biggest of the talent agen- 
cies, followed closely by Ashley - 
Famous, reported to be grossing 
some $8 million annually. General 
Artists Corp., which reported 1966 
grosses of $6,132,000 on which it 
earned $423,000, makes the third .f 

"The Big Three" talent agencies. 
The bigger the agency, Wally Jor- 

dan said, "the more brains you have 
working for the client." Some of the 
smaller agencies say they can lo 

more for each of their clients. But 
Jordon counters this claim by re- 

marking that William Morrishl 
fewer clients per agent (there ill 

couple of hundred agents in the Im 

pany) than some of the smaller ,et 

cies. 

Jordan added that the big orb 

tion has more highly develle 

knowledge of what's going on, ]jri 

written, and being discussed fork 
duction, through its "internal ,te 

ligence" network piping the 1 
dope back and forth from the yr 

("literary") department to the rv:l 

department to the tv departmentln 
not forgetting nightclubs, etc. it 

The Smothers Brothers, Jcia 

noted, carne to tv out of WM'Ito 

lege-booking department. 

"Talent agents are catalysts,"a; 

Iry Wilson, who recently joined' 

tv department of General Ais 

Corp. in New York. A veteran r 

gram producer, Wilson says 11 

now "more of a packager tha ! 

agent." "We're now more mein 

oriented," he said. "Agents tla 

know the advertising business n 

the economics of television. The 

longer walk in and say, .`Gee, hte 

got a show for you!' " The ro 

the agent is no longer just "stn 

a piece of talent, but marketing."{ 

The Old Masters 

Gone forever, it seems, is tho 

stereotype of the agent. "That cat 

ture has changed, it went out 

the brown derby," said Wally Jo15' 

The pot-bellied old-timer pew 

at his rolltop desk and clenchi.: 

two -cent cigar butt in his yelitf 

teeth while he lurches around ill 

swivel chair and glims the new 

asking, `What's ver gimmick?" 

all but vanished. 

The new -style agent is bi@r 

businessman, smooth -talking, a 

late, nattily and unobtrus 

dressed, and he closes his dealt 

fancy decorator suites or over 

tables of "21" or poolside, if! 

upstairs, at the Beverly Hilton.; 

It was at "21" last year 

Irving "Swifty" Lazar-who, 
"Bullets" Durgom is one of the, 

of the legendary rough -cut a 
and one of the few to have sure, 

and prospered in the Mad 
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%nue era-flung a goblet at pro. 
djer Otto Preminger. 

t Cold Blood, Truman Capote's 

h -eller, was the bone of contention 
breen the two. Eventually, weeks 

r,rlr Lazar's momentary loss -of -cool, 

lrr+old it, wrapped up with writer- 
dictor Richard Brooks, to Colum- 
hi Pictures. Ile reportedly got the 

fu 10 per cent. Roughhewn or Har- 
vd-Law polished, the full 10 per 

_ re or reasonable fraction thereof is 

xti what the agents are after. 

n the continued -next -week stuff, 
thtalent agencies won't he taking a 

, ha, either. Ashley -Famous will still 
Itta a slice off the top of Tarzan as 

reesentative of the weekly series' 
pa:ager, Bob Ban ner-al though 
truors are living that Banner may 
sor switch agents. 

nd Ashley -Famous will also get 
emissions from a number of other 
',dies, including three produced 
lr.;alent Associates. the David Suss - 

shop. At this writing the Suss - 
kit entries for fall-in pencil only 
-e He and She (CI3S-TV I, Inside 
Or N.Y.P.D and (ABC-TV). 

=.hley-famous was doing even 
bear a couple of years ago during 
ihriubrey era at CBS with Herbert 
iirlkin packages running along 
wi Danny Kaye. Susskind's ,East 
Sir, Best Side, and so on. 

meral Artists Corp. has a passel 
"f ackages on this coming season, 
(n; The Jackie Gleason Show (not 
of 10,000 a week. as noted earlier) 
lo e Perry Congo Kraft Music Nall, 
to he Newlywed Game (ABC-TV) 
iu uinn Martin's The invaders and 
llarwood Palace and Rat Patrol. 

Perpetrn! 'ppetries 

'illiam Morris, in addition to the 
dementioned Smothers Brothers. 

rave the Danny Thomas specials, 
le%egend o/ IVill Sonnets (ABC- ' 

Dann) Thomas-Aaron Spell- 
fi Andy Griffith and a number of 

th packages. 

f^ative Management Associates, 
now. according to East Coast 

rev David Begelman, grosses 
o than $3 million a year, has 

'Nrsl packages represented in the 
II schedules: ABC -TV's Sunday 

Night at the Theater, the Debbie 
Reynolds specials and the Barbra 
Streisand specials coming up on 
CBS -TV. 

In the time since the company was 
set up in '62 by Begelman and 
Freddie Fields, both former MCA 
agents, CIA has put together nearly 
a dozen network primetime series 
packages. 

Yet only about a third of CMIA's 
business is in tv; movies account for 
the greater part-as one might ex- 
pect of an agency with a client roster 

that includes Paul Newman, Kirk 
Douglas, Rock Hudson, Peter Sellers, 
Samantha Eggar, Anthony Perkins 
and Tons Curtis as well as Jason 
Robards, Lauren Bacall and Barbra 
Streisand. 

So the talent agent remains, in the 
wings and pulling strings, on more 
than a score of network series. Other 
series come to the networks through 
step -deals with the big producers. 
But when there's a special, there's 
always an 

ing. 
agent doing the packag- 
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ULTRASONI 
CLEANER.fo 

MOTION PICTURE': FILM 

Presented The Academy of Motion.Picture Arts and 
Sciences Award of Merit for. Outstanding Technical 

- Achievement. 

Ultrasonic energy' is the most 'effective and economical way to thoroughly ánd - 

rapidly clean motion picture film without mechanical scrubbing and, wiping, The 
cold boiling effect (cavitation) of ultrasonic energy performs' the entire opera- 
tion. Only the solvent touches the film and a forced -air, flash -dry -off removes all 
solvent and. residue: -- 

í Restores clarity and, sound to maximum 
° quality. 
Enhances the entertainment 'value of 

-mótion picture film ánd improves com- 
mercials. `. 'Assures static free film with color bal.- 
Mice undisturbed. 
Cuts, projector' maintenance costs . . 

no dirt or dust. carried into gates- and. 
orifices .., less breakdowns: 

:.Completely automatic... requires only . 

loading 'and unloading. 
. , Co"sts. only 1/20 of .a peñny,Qper run 

ping foot to:operate.. . °. 
°- ''Used. by every 'major motion picture lab 

in the wórld.' - , . 

DESCRIPTIVE BROCHURE WILL -BE SENT ON 
REQUEST. 

Patents 

USA -2,967;1.19 ' ' Luxembourg -37,634 ' - 

Selgium-582,469 ' Great' Britain -909,421. 
France -1,238,523, Other World Pats.Pend: 

LIPSNER-SMITH CORPORATION 
7334 No. Clark St., Chicago, Ill. 60626 

Telephone: 312-338.3040 
7427 
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Code (Continued from. page 21) 

interruptions. "The fewer the inter- 
ruptions, the better the flow of pro- 
gram material." 

Advertisers "could live" with four 
ads in a row. he feels, and adds that 
television might even get away with 
six without driving away its adver- 
tisers. Erickson bus s the NAB ap- 
proach. "If interruptions and the 
gross amount of advertising time are 
limited, clustering could work." 

Erickson concedes limiting inter- 
ruptions would affect different kinds 
of ads differently. "There's no doubt 
it would work best with the longer 
commercials dealing with big ticket 
items or institutional advertising. But 
the important thing is how good the 
commercial is. People will pay atten- 
tion to a good commercial no matter 
how man,, others surround it. After 
all. look at how ads are clustered in 
the consumer magazines." 

He also concedes that clustering 
might encourage viewers to leave the 
room. This question haunts many of 
the ad\ ocates of clustering. Says 
Erickson: "Something's got to give. 
Too many interruptions` could hurt 
television more than commercial 
islands would." 

The networks are also coming 
around to acceptance of clustering. 
Proposals on commercial time stand- 
ards made to the Review Board's 
Scottsdale meeting by Ernest Lee 
Jahncke, NBC vice president for 
standards and practices, included 
clustering and an end to multiple - 
spotting limitations. 

Jahncke's proposals were leaked to 
the press and he subsequently main- 
tained that they represent his per- 
sonal view and not the company's. 
However, few authorities believe the 
plan for commerical islands would 
not have been submitted unless NBC 
favored it. 

CBS is also sympathetic to ending 
the bans on triple- and quadruple - 
spotting. It does not, nor do other 
pro -cluster quarters, foresee long 
strings of commercials with no max- 
imums at all. William H. Tankersley, 
CBS vice president for program prac- 
tices, puts it this way: 

"In the long run, clustering is the 
best route. At least, we shouldn't 'in- 
hibit it. Some sort of modified clus- 

60 

tering is desirable. There have *to be 
some limits but we don't know 
enough now to say how many com- 

mercials we can string together with- 
out seriously diluting impact. We 
can't force clustering, but we should 
nudge it along." 

While feeling its way, CBS is con- 
sidering research on the effect of 
stringing commercials. The network 
has already done some internal 
studies but Tankersley said the data 
is not sufficient for making policy 
decisions. 

He also pointed to studies made 
for CBS by the late Gary A. Steiner, 
who had been professor of psy- 

chology at the University of Chi- 

Key figures in NAB proposal to re- 

vise commercial time standards in 
Tv Code are, top, Clair R. Mc- 

Collough, chairman of Tv Code Re- 
view Board and Howard H. Bell, 

Code Authority director. 

cago's Graduate School of Bjineú: 

(for background on this, see''hatx 
the right length?" TELEVISIO9iCB - 

April 24, 1967) . 

While Tankersley and otherlave. 
reservations about the solidity f thit 

Steiner studies, the latter hal re.' 

ceived much attention recent; ;ber 

cause a part of the research viers% 

the impact of back-to-back eonerl. 
cials. k ' I 

Steiner found that peopl'ypavJ 

about as much attention to a Ingle' 

minute commercial as to two 3t ands 

concluded that the rate of del in 

attention is largely a matter that. 

absolute length of a come etai. 

series rather than the numl ofj 

products presented. 
A basis for this conclusionwas! 

also the finding that the secom 30: 

second half of a piggyback outsoed. 

in attention value, the seconifulli. 

minute of a two -minute pair. 

However, he also found a hillfre:} 

quency of positive comments fo120- 

second commercials, showini hey. 

said, "that long and bad ar,not, 

synonymous." His explanatiollarri 
the good comments was that,liey 

were related to commercial cant,: 
rather than length-"120s are keil 

to be high -interest expositions' for' 

example, recipes or new cars.".ti 
Whatever the value of Steer's 1 

research, it remains of limited ilu9 

in the cluster controversy becau th 

question of really long commpillin 

strings was not tackled. 

The "official" advertiser vievrii1t t 

toward commercial time standahrif 
still represented by the threcÉari' 

old proposal of the ANA thaithq' 

most immediate problem is thl 
01 

"clutter." 
The ANA feels the broadczor'i 

have not given adequate atteioa 

to its viewpoint, which is that'll 
question should also be approm1elit 

from the programming end. 

The association wants a minilla}. 

of 251/, minutes of "entertain "15. 

time" per half-hour and 51 miles 

per hour in primetime. This iide',1 

fined as "teasers and acts of theur"c 

rent week's episodes plus slie 

from next week's show." 

. The remaining 41/2 minutes 

half hour should contain, the 
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ol of 

.15,1P 

-UN1 

s, no more than 40 seconds for 
(boards, titling and all credits, a 

ximum of 18 seconds for promos 
other shows, public service an- 

odolh,t 
ncengents, network identification, 

:1111nper, etc., and 32 -seconds for the 
oats 

bak (the association never ap- 
t 

I9 -I 0ived the 4.2 -second break, institu- 
p;P 

3110't in 1961), and three minutes for 
Id`lDi grogram commercials. 

significantly, some agencies expect 
three -minute clam to be broken 

'° t`'irlaugh entirely during the next few 
°f'.yrs and two agencies have said so ' 
`'llitpuhlic recently. 

Iaatlrl tictor C. Bloede, one of a three- 
' "'-ila Benton & Bowles team address- 
' I'''ii an ANA workshop in New York 

o the "management of commercials" 
""li'bl.ch 23, foresaw four commercial 
11.0 manes per half hour in primetime 
"1' b,1972. He also predicted that day - 

network will go up to seven or 
i'leN1 eight minutes per half hour and 

mJrtfrge time up to as much as 18 rni- 
vos'nes per hour. 
h,. Even the station break will have 
hbi gl'vn to 60 seconds," Bloede said. 
Ja"'Th means an increase of about. 20 
alpecent in commercial time with the 
'nilol. going from around 1,000 to 
t,Ime than 1,200 minutes a day. 
xi s for clustering, Bloede's picture 
mof the future contains primetime 
,,risl.lds of four 30s with fringe and 
li)'rlaime islands of up to six 30s. This 

ssuming two interruptions per 
l,ha hour, a limit the agencyman 
co,iders necessary to preserve the 

ffilint;rity 
of program formats. 

..ey Advertising also predicted 
1í01 commercial minutes per half 
he in prinielime in its March issue of ;Tey Mauer. The publication 'll 

spted out its reasons in terms that 
Mulested some agencies feel their 

1'!Ifute growth depends on more cotn- 
3'Iprelial time available on tv. Ad\er- lS6 demand for tv time will con- 
`;Gll to increase, the agency said, 

` e4 ring such solutions as more llornlercial time and a fully-pro- ' valued fourth network. 
r' 

I the AN \ faces a battle on the 
ÍI011rercial time issue, it has some 
'-uPrrt on clutter. It suggested in 
-19that billboards be limited to one 
1°or at the opening and closing 

'ell half hour. The Jahncke pro - 

Banks (Continued from page 29) 
quirements than ever before. This 
campaign is intended to let her know 
that we want to help her solve these 
problems." 

Chemical's New York Woman 
campaign uses tv to create vicarious 
experience and to prove sound bank- 
ing benefits. One -minute, 20 -second, 
and 10 -second color commercials 

posal is to permit them only for 
singly -sponsored programs or for 
longer programs in which the mini- 
mum sponsorship is a half hour. 

At ABC, billboards will be elimin- 
ated day and night except for full 
or half sponsors. In primetime, where 
the policy will go into effect with the 
beginning of the 1968-69 season, the 
billboard ban applies to all adver- 
tisers except full or alternate half- 
hour sponsors. 

However, the maximum of 40 sec- 
onds per half-hour and 65 seconds per 
hour the ANA would like to see im- 
posed on billboards, titling, and all 
credits is another matter. Tankersley 
feels the minimum for credits alone 

-is 45 seconds per half-hour and 60 
seconds for an hour show. 

The ferment about commercial 
time standards and growing accept- 
ance of. the idea that more commer- 
cial time is in the cards by no means 
assures any changes in the near fu- 
ture. There is strong opposition to 
any change that would permit an 
increase in the time allowed for com- 
mercials and other non -program ma- 
terial. This exists among advertisers, 
agencies and broadcasters, but par- 
ticularly the first -named group. The 
opposition extends, in many cases, to 
clustering. 

Basic changes in the Code involve 
the solution to many complex prob- 
lems, all of which require substantial 
agreement by the advertiser -agency - 
broadcaster troika. The differing in- 
terests of stations and networks bring 
in another complicating factor and, 
of course, the public interest must 
also be served, if not be put first. 

Nevertheless, long-term pressures 
have a way of forcing change. And 
the likeliest cause of change in com- 
mercial time standards is the 30 - 
second television ad. tid 

show high -style fashion models set 
against a variety of New York back- 
grounds. With television, the bank 
seeks to tell the New York woman 
something she secretly longs to hear: 
that she is a unique product of her 
area, deserving of special attention. 

To get a large female audience, 
Chemical hank schedules its an- 
nouncements on all six New York 
tv stations. In addition, it runs print 
ads on the society pages of major 
New York newspapers. According 
to John Masson, Chemical's account 
executive at Benton and Bowles, 
"Chemical's 60 -second tv announce- 
ments give the advantage of long - 
message copy at reasonable cost. 
The bank's 20- and 10 -second an- 
nouncements reinforce the effect of 
the minutes. The 10 -second an- 
nouncements constitute an important 
part of the campaign because they 
make placement next to highly -rated 
nighttime programs possible." . He 
said the announcements are usually 

(Continued on next page) 

ORY TRF-TV BOARST D ..' 

7 
We've 
got it* 

CHEERFUL PEOPLE, the doctors 
say, resist disease better than 
the glum ones. Guess it's the 
surly bird that catches the 
germ. 

WHEELING WTRF-TV 
NEW GASOLINE puts a rabbit in 
your tank . . . it's for short 
hops. 

WTRF-TV WHEELING 
THE CUSTOMS man found a flask of whiskey 
in the old gentleman's luggage and said,. "I 
thought you said you had nothing but clothes 
in here," "It's true," the old gent replied, 
"That, sir, is my nightcap." 

WHEELING/STEUBENVILLE 
UNCLE SAM wears a tall hat, sure . . . that's 
why ya gotta be ready when he passes it 
around. 

UPPER OHIO VALLEY TV 
OLD POSTMEN never die, they just lose their 
zip. 

WTRF-TV ALL-COLORCASTING 
APPALACHIAN POWER investing $232,500,000 
in a generating plant in WTRF-TV's Marshall 
Country. More power in this Power Valley. 

NATIONAL REP: BLAIR TV 
MINI TIMES! "So you're lost, little man? 
Why don't you hang onto your mother's skirt?" 
Youngster: "Couldn't reach it!" 

WTRF-TV WHEELING 
LITTLE THREE YEAR OLD Claudia cryingly re- 
porting her first encounter with a kitten, "I 
picked him up by his handle, and he bit me with his foot." 

WHEELING WTRF-TV 
*COLOR AUDIENCE . . Nielsen estimates 
149,343 Color TV Homes in the WTRF-TV 
Wheeling -Steubenville Market and our Blair 
Television Rep will share more goodies about color and TV audiences in this impressive 
market. Line him up for the next important 
schedule you have to place. 

CHANNEL 
SEVEN 

WHEELÍNG; 
WEST VIRGINIA 
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placed adjacent to or within women's 
shows. 

The bank has spent an unusually 
large amount of money to reach 
women within a single marketing 
area. "Historically, banks have been 

man -oriented," Renchard said. "Such 
an attitude is no longer sensible 
because the approximately 100 

million women in this country need 

a bank's 'service and special atten- 

tion. Other industries have profited 
because they serve women well." 

Chemical Bank New York Trust 
is a very large bank-the seventh 
largest in the world. But smaller 

banks have also reported good re- 

sults from tv expenditures. State 
Planters Bank of Commerce & Trusts 
in Richmond, Va., is a regular tv 

advertiser; it invests about 35 per 

cent of its 'ad budget in tv. William 
Craig, the bank's ad manager, said: 
"We recently completed a study in 
the Richmond market which showed 
that tv has a recall of 72 per cent 
compared with newspapers' 50 per 
cent." He also reported good results 
on tv's audiences. "Our tv coverage 
also reaches a large number of cor- 
respondent banks in Virginia and 
West Virginia," he said. "We have 
also had a number of banker friends 
that have said they have seen our 
ads on tv. Thís ís, of course, a fringe 
benefit." 

When Donald Clark, vice 'presi- 
dent for corporate advertising at 
Xerox Corp., said his company found 
tv "was selective because of the types 
of programs we choose," he is con- 
-firming what many bankers have 
discovered about the medium's abil- 
ity to reach influential people. 

The American Fletcher National 
Bank in Indianapolis has steadily 
increased its use of television over 
the years. 'Today it places anywhere 
from 12 to 90 tv announcements 
weekly in its market. Its aim is to 
boost retail accounts, but it also 
seeks to impress big industry that 
the bank is big enough to serve it. 

"We were number two in the state 
and now we are number one, and 
we attribute an awful lot of that to 
television," said Homer P. Huesing, 
vice president. "We recognize that 
big industry watches our tv adver- 

,..°.-_ 

1V,a tt 
h 1 

, 
] 

Business is brisk at Harris Auto in Providence, R. I. 

Spot Sells Cars When Nobody's Buying 
Amid a nationwide slump in new car sales last Winter, one of tl 

seven Chrysler -Plymouth dealers in Providence, R.I., quadrupled h I 

sales in four months using a single advertising medium: spot tv. 

Alfred "Smoke)," Cerrone Jr., owner of Harris Auto Co. in Pro\' 

dence, would have been satisfied to sell 35 cars in December. But h 

sales totaled 128 cars. The January total was 159. 

Meanwhile Providence saw two of its biggest snowstorms in histot 

and on three days the temperature hit record lows. But by the end 

March, "Smokey" Cerrone had sold a million dollars worth of ne 

cars, the biggest Chrysler shipment ever sent to Rhode Island (he hl 

another million -dollar order scheduled to arrive May 11) . 

Here is his successful formula: Strategically placed 10 -second ID 

no more than six times a day and only before the best car-shoppir 

days of the week. The ID's were run on two Providence stations, WPRC 

TV and WJAR-TV. Each spot stressed four main points: 

"Smokey" on camera to say he has cars for sale at a certain pri( 

at Harris Auto in Providence. That's all. Nothing else. Customers can, 

from as far as 100 miles away. By the time Chrysler got Smokey 

second million -dollar order they had summoned him to Detroit t 

address sales meetings and tell other dealers how to do it. 

"Smokey" now sells more cars than Providence's other six Chrysle 

Plymouth dealers put together. 
. 

rising. The heads of industry may 
not be interested in a particular 
service we are trying to sell, yet they 
know we are a progressive bank. 
An image is created. It is a benefit 
hard to measure, but I am sure it 
affects the. thinking of corporate 
treasurers." 

There is a significant distinction 
between large and small banks. 
Small banks (up to $10 million in 
deposits) tend to concern themselves 
mainly with local needs: auto loans, 
checking accounts and savings ac- 

counts. In a sense nearly every b k 

large or small, is a local institun 

and so there is more total adveis ' 

ing of these services than any otlls 

The large banks also advesei 

these retail services but, because 'B 

are likely to offer such additialy1 

inducements as investment cowl' 

ing and international services, p y 
i 

advertise accordingly. Some 
s tU 

banks may include these latter E ¡' ; 

ices as correspondents of 1 e . 

banks; but correspondent banlñ 

does not get much advertising all. { 
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in. According to the ABA, only 
.1 

1 per cent of the banks intend to 

. ¡vertise their correspondent bank- 
; services in 1967. 

Until several years ago, savings 
i ;,ounts were the most frequently 

J.. - t,vertised bank service. This may 
,;. , bye been an outgrowth of a sudden, 

rher spectacular, emergence of 
wings and loan associations, which 
ribbed off a lot of business from 

<<, (nmercial banks. But around 1962 
:r t, dust began to settle, and now 

r;ular checking accounts head the 
il l.; savings accounts have dropped 

1 

t third place following auto loans. 
Vhat banks have to offer is sinli- 

L; the problem is complicated by 
.11': fact that big -city banks are 

s;eted by their customers more on 

n 
tl basis of convenience than any- 
thg else. Some, like Chase Manhat- 

a.rr, t; Bank, choose the "personality" 
UV airoach as a solution. "You have 
11 a'riend at Chase Manhattan" has 
r.i. bn a successful slogan. In smaller 

r.i. cirnunities, convenience is not such 
a)ig factor; customers often have 

i;t: t( travel considerable distances to 
0,:, :.1 to any bank. 
a ? 'he heaviest tv advertiser of all 
1'1 Nv- York City's financial institu- 

tirs, Chase invests approximately 
: 91per cent of its retail advertising 

iii. biget on Manhattan's six tv sta- 
:,fu tii.s. It uses an average of forts 60- 

sernd announcements weekly. "Pen- 
ettion," states Eugene B. I\lapel, 

i(1 
vi president in charge of market- 
inadvertising for Chase, "is the 

. bas major objective." 

Service with a Smile 

1dvertising," he said, "is an in- 
', tell' part of our marketing pro- 
f, gr'a. As a vehicle for making sales, 

evrrthing we (lo in advertising must begeared to our marketing phi- Ios;hy. And television is the main- 
'' staof our retail advertising. Every 
'Scree we feature on tv has come 
uhvith a marked increase." 

`levision has been the leading 
collet with the New York public 
forChase since 1960 when Ted Bat; was named Chase's agency. lhlbank 

sought to build business 

from the millions of potential inves- 
tors within range of the institution's 
122 branches in the city's five bor- 
oughs and two contiguous counties. 

Woven into its daily schedule are 
a variety of service messages, each 
based on an actual case history that 
depicts one way the hank can help: 
auto loans, savings accounts, person- 
al loans, vacations savings, home 
mortgages, home improvements, hob- 
by and boat loans. 

To demonstrate the bank's civic 
interest as well as to promote traffic 
at its branch offices, Chase's com- 
mercials for the 1964-65 World's 
Fair were 60 -second documentaries 
showing progress and construction 
of the fair. They also offered an in- 
vitation to visit the fair and to come 
to any office of Chase for free maps, 
and tickets at reduced prices. 

Competition-Thriving 
"Banking in New York City is 

intensely competitive." í\Iapel said. 
"We need to advertise; and we feel 
we need tv to achieve proper pene- 
tration. Irr our opinion it is essential 
to dominate in advertising, and ire 
are able to dominate by placing 0111. 

basic retail weight in a single nre- 

diuin. Chase uses inure announce- 
ments and more stations than many 
national advertisers in this market. 
Our weekly schedule covers early 
morning to late night, seven days 
of the week. This vertical -horizontal, 
maximum -coverage placement has 
reduced our cost -per -1,000 to $1.67. 

"We warit every one of the millions 
of metropolitan residents-man, wo- 

man and child-to get our message. 
And our penetration studies show 
that they do. Sometimes the service 
we present may not appeal to the 

customer at the exact moment he is 

looking for it, but sooner or later he 

remembers that he actually does have 
a friend al Chase Manhattan. 

In New York City, banks are the 
number one users of local television. 
During one typical week in January, 
six New York hanks were on the 
city's six commercial channels with 
95 announcements. The city's banks 
compete hard with S&L's and savings 
hanks, for the public's savings dollars. 

"Television advertising is a natu- 

i 
t' -0 

1;3 

f9r 

9i 

ral for multi -unit, commercial bank - 
¡rig," said Edwin W. Goat, vice pres- 
ident of the Bowery Savings Bank, 
the world's biggest. "In all l'robalil- 
ity, tv is a better buy for the large 
connnercial banks than for a large 
savings bank." Nevertheless, Bowery 
depends on returns from tv. 

Ito wery Budget 
"The percentage of the Bowery's 

advertising budget invested in tv is 
not colossal, but it's sturdy and it's 
permanent," the bank executive said. 
"It is also flexible. But regardless of 
how much we spend, we reach for 
constancy. At the present time we 
give nine per cent of our budget to 
television, but it can climb before 
the year is out. We estimate the 
cost -per -1.000 on our 15 -minute news 
show at about S2." 

Bowery started in tv in 1949 with 
a schedule of one -minute spots. 
"Some of our new is commercials are 

easily 
"1 he 

however, will be 

30 seconds. designed to be 
convertible to 20s," he said. 
majority of them, 
full 60s." 

See Pages 36-37.+ I 
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SPOT . (Continued from page 30) 

Sagner, Inc. 
Sagner Clothing 

Wembley, Inc. 
Wembley Ties 

Brown and Haley 
Brown and Haley Candy 

Coca-Cola Company/Bottlers 
Quicky Soft Drink 

Fanny Farmer Candy Shops 
Fanny Farmers Candy 

Leaf Brands, Inc. 
Playboy Bunny Candy 

Drug Products 
American Home Products Corp. 

Conquest 
American Home Products Corp. 

Powerin Analgesic 
American Home Products Corp. 

Trillium Analgesic 
Bristol-Myers Company 

Duramax Aspirin 
Carnation Company 

Slender Liq. Diet Food 
Chesebrough-Ponds, Inc. 

Pertussin Chest Rub 
Johnson & Johnson 

Tylenol Tablets 
William W. Lee & Company, Inc. 

Save the Baby Products 
Norwich Pharmacal Company 

Nelis Pain Reliever 
McNeil Laboratories, Inc. 

Tylenol Tablets 
Purex Corp., Ltd. 

Ards Reducing Candy 
Richardson -Merrell, Inc. 

\'yquil Cold Remedy 
Shulton, Inc. 

Feat Athletes Foot Powder 
Upjohn Company Distr. 

Cheracol D. Cough Syrup 
Warner-Lambert Pharma. Company 

Anahist Honey Lemon Plus 

Food and Grocery Products 
Adams Packing \ssoc. 

Batman Punch 
\darns Packing Assoc. 

Zowie Orange Drink 
Banta Meats Company 

Bama Meats 
Borden Company 

Coffee. Combo Inst. Co flee 
Borden Company 

Wake Up Coffee Whitener 
Carnation Company 

Carnation Party Dips 
Colgate-Palmolive Company 

Mr. Puddin' Head Pudding 
Consolidated Foods Corp. 

Booth Fish Products 
Consolidated Dairy Products 

Darigold Dairy Products 
Crescent Mfg. Company 

Party Pantry Dip Mixes 
DC.A Food Industries, Inc. 

Golden Dipt Breading 
Eastern Milk Products 

Eastern Milk Production 
Albert Elders, Inc. 

Ehlers Coffee 
Farmers Daughter, Inc. 

Farmers Daughter Products 
The R. T. French Company 

Frenchs Instant Rice 

Gilbraltor Foods 
Gibraltor Foods 

General Foods Corp. 
D-Zerta Whipped Topping 

General Mills, Inc. 
Frosted Corn Burst Cereal 

Gorton Corporation 
Gortons Sea Foods 

Habitant Soup Company 
Habitant Soup 

James Sausage Company 
James Sausages 

Krey Packing Company 
Kret Noodles 

Lever Brothers Company 
Wishbone Casserole Base 

Lumberjack Meats 
Lumberjacks Meats 

Mayfair Markets 
Mayfair Markets 

Mead Johnson & Company 
Pablunn Baby Cereal 

National Biscuit Company 
Gram bits Cereal 

National Biscuit Company 
Nabisco Poppets Cereal 

Nestle Company, Inc. 
Tasters Choice Coffee 

Norbest Turkey Growers Assoc. 
Norbest Turkeys 

Pillsbury Company 
Moo Juice 

Pillsbury Company 
Sgt. Toppit Ice Cream Top. 

Pepsico, Inc,/Bottlers 
Devil Shakes 

Quaker Oats Company 
Volí Brand Dips 

Reams Food Company 
Reams Aoodles 

Kitchens of Sara Lee 
Sara Lee Dinners 

Smooth -Tex Company 
Smooth -Tex Ice Cream 

United Fruit & Food Corp. 
Rightaway Sandwich /Mixes 

Zenith -Godley Company, Inc. 
Creannoland Butter 

General Household 

Blazer Logs, lnc. 
Blazer Fireplace Logs 

Household Furnishings 

Chatham Mfg. Company 
Chatham Blankets 

B. F. Goodrich Company 
Goodrich Carpet Cushion 

Brearley Company 
Brearley Hampers 

Fieldcrest Mills, Inc. 
Karastan Rugs 

Lane Furniture Company 
Lane Furniture 

Mohasco Industries 
Stratolounger Chairs 

Notions 

American Luggage Works 
American Luggage 

ll ag-Ni f. Inc. 
Pixie Bowmaker 

Laundry Products 

Colgate-Palmolive Company 
Prul Spray Starch 

Corn Products Company 
Niagara Starching Lotion 

Lever Brothers Company 
Cherish Detergent 

Procter & Gamble Company 
Gain Detergent 

Publications 
Dow Jones and Company, Inc. 

Aational Observer Public. 

Pet Products 
American Home Products Corp. 

Pet Up & Go Dog Vitamins 
Western Grain Company 

Chunx Dog Food 

Paper Products 
Brown Paper Company 

Brown Freezer Wrap 

Stationery 

Burgess Vibrocrafters Inc. 
Burgess Electric Pencil 

Joseph Dixon Crucible Company 
Dixon Erasers 

Radio, Tv Phonographs 
Finney Company 

Finco Antennas 

Jasper Corp. 
Kimball Pianos 

LTV -LING Electronics 
LTV -LING Electronics Products 

Services 

Cumberland Finance Cona 
Cumberland Finance 

Funeral Securities Plans 
Funeral Securities 

Manhattan Fund 
Manhattan Fund 

National Mutual Benefit Insurance 
National Mutual Insurance 

Lutheran Brotherhood Life 
Lutheran insurance 

Sonotone Corporation 
Sonotone Hearing Aids 

Sparkman and MClean Company 
Sparkman & MClean Invest. 

Steadman Security Corp. 
Steadman Funds 

Sporting Goods and Toys 

Buddy L Corporation 
Buddy L Toys 

ESR Inc. 
ESR Toys 

Lines Brothers 
Dinky Toys 

Tarrson Toy Company 
Tarrson Toys 

Topper Toy Company 
Topper Toys 

Vita=Pakt, Inc. Distr. 
Super Surfer Skateboards 

Tobacco Products 
American Snuff Company 

Rainbow Sweet Snuff 

Bentley Lighter Corp. 
Bentley Lighters 

Continental Tobacco Company 
Venture Cigarettes 

General Nutrition Company 
Bravo Cigarettes 

Imco Mfg. Corp. 
Imco Lighters 

1,21 
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Lorillard Company 
Beech Out Chewing Tobacco 

lined 'rarr' Tobacco Company 
Copenhagen Snuff 

\lanufacturing Company. 
Zippo Lighters 

.iletriei. 

lerican (tome Products Corp. 
4rmed Deodorant 

ktol-Myers Company 
cirst Hand (,are 

indygram. Inc. 
°erfume.s By IPire 

Irter-\\'a I lace. Inc. 
Irrid Bath Oil 

(mate -Palmolive Company 
;lament o! Truth Deodorant 

( i?flan-Di n' Perfunirs 
;hrislictn-Dior Perfumes 

f lino Dorsay I nc. 
iorsal' Perfumes 

sharp. Inc. 
ime !Wood After Shale 

tie -ca. Inc. 

louse of Fragrance Perfume 
Celle Company 

rnocent Color 
Cette Company 

Me Flags liens Toilet's. 
IIr 113i;rh,,p. Inc. 

mooing Sharing Lotion 
Ile! Ili.hop. Inc. 

rbalarr.s Fakes /Nails 
ii4t n . John<on 

Sower to Shower Pawner 
k aer-Rosh Corporal ion 

s Crickets Alter Shave 
LtrinCharle. of Ritz 

garo Cologne 
N0il Corp. 

menu' (:old Cream 
CI'lea Pfizer Company. Inc. 

irate Alter Share 
titer & (:amble Company 

leek to Cheek Face Crean' 
lti flit, Inc. 

b Cologne 

rdson-\lerrelI, Inc. 
lire Age lied. Skin Cleaner ' o Inch. Ltd. 

,'sien Alter Share 
Si' on, Inc. 

hzy Bubbles 
\\liceLambert Pharma. Company (n Huskers lotion 
Whiles, Jewelry, Canieras 
Rel; Hnitc11 Company it Nowell Equipment 
(i i Inc. 

Co Jewelry 
I)afl, jet, ,'Iry 

I l'els Jewelry 
't ')rook )en Company L.rbrook Pens 

11o1, of Conimans. Inc. 
('mic Diamond Rings 

Peal Pen Company 
Pie! Pens 

Misllaneous 

kar1PS 

11diries Dept. Store 
(."oat Dynamics Corp. 

('era! Dummies ln,stit. 
111 

Which one of the following pictures 
best represents color television 
and black & white television? 

A..-_.-. 

8" 
CE 

TvAR study of color vs. black -and -white Iv impact went into "three -dimen- 
sionality" via projective test shown being held Sy Jacqueline DaCosta, vice 
president and associate media director of inedia information and analysis, 
Ted Bates, and Bob Holtman, rep's vice president for marketing and re- 
search. Results showed high color rating for "B" and "C," high b&w rating 
for "A." 

Color (Continued lionl page 27) 

benefits. Thus color not only stimu- 
lates a viewer's sense of right, pro- 
ducing a feeling of three dimensions, 
hut this, in turn, can trigger other 
senses, such as taste, smell, hearing, 
touch. Consequently, the entire ad- 
vertising message becomes more 
real." 

The rep's investment in the "I'sy- 
color-gv" project reflects its feeling 
that color tv is not adequately appre- 
ciated by the advertiser. TvAR presi- 

Bi-polar tests 
color b&sv 

Psychological distance 

Near 
Intimate 
lctive 

Exciting 

6.2 3.7 Far Away 
5.6 3.1 Impersonal 
6.1 3.9 Passive 
6.6 3.1 Hull 

Psychological style 

Unique 6.1 2.4 Ordinary 
A Isentnresonie 6.4 3.0 Routine 
Sophisticated 5.2 3.0 Down-to-earth 

Comprehension 

Real 6.3 1.3 False 
Clarifies 6.2 4.2 Confuses 

Sociability 
Friendly 6.2 3.9 Reserved 

Modernity 

Modern 6.7 2.8 Old Fashioned 

dent Robert M. McGredy said that 
"it would appear many advertisers 
have not as yet fully capitalized on 
the potential offered by color tele- 
ision. Our study indicates that new 

concepts and more sensitive skills 
must be developed to take full ad- 
vantage of this new medium." 

-°theré`s:noquéstión .when buying 

MORE .. 

love 

DW *TV 12 
Represented by 

The Katz Agency, Inc. 

A RUST CRAFT STATION 

lrle'Ion, 
Age. !lay 8. 1467 
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Film/Tape Report 
(Continued from page 1-0) 

WHAT, NO HARD SELL? 

A flock of Finnish admen were 

surprised to discover, on a tour of 

U.S. agencies, that most U.S. tv ads 

are what they would call "soft -sell." 

The notion had prevailed in Helsinki 
that America was still the homeland 

of the hard sell, according to Giiran 

ingstrom, creative director of Inter - 
plan in Helsinki. 

"Instead, we found your commer- 
cials were surprisingly soft -sell," 

ingstrom remarked, adding that in 

comparison the commercials in Fin- 

land are pretty much hard -sell. "Ad- 
vertisers in Finland still want to tell 

the entire product story in one com- 
mercial, and a 15- or 30 -second com- 

mercial at that!" 
For budgetary reasons, most Fin- 

nish tv advertisers stick to the 15s 

and 30s, and even then, Ingstrom 
said,' since tv audiences are smaller, 
production cost represents a big part 
of the tv budget. Finns have been 
making tv commercials since 1957, 

I See Pages 36-37. 

¿4 

when Finnish tv was opened to com- 

mercials, but they're still in the 
black -and -white era, although color 
commercials have long been made 
there for cinemas. 

In New York, Ingstrom and scores 
of other members of the delegation 
of the Finnish Association of Adver- 
tising Agencies visited a number of 

agencies, Doyle Dane Bernbach and 
BBDO among them, and toured the 
West Side facilities of EUE/Screen 
Gems. 

What did he think of the commer- 
cials studios? "More there than in 
all of Finland, and more technical 
facilities, editing room, and all that," 
Ingstrom said. 

Before leaving the States Ingstrom 
visited the headquarters of two of his 
agency's clients, Remington and Gen- 

eral Foods. What was his chief im- 

pression of New York? Amazement 
at the way great varieties and great 
numbers of people manage to live 
together. 

LOOKING FORWARD 

This year's Berlin International 
Tv Contest to be held in West Berlin 
August 29 to September 3, will have 
as its theme, Ways into the Future. 
Entries are solicited from U.S. net- 
works, stations, and producers; 16 - 

mm or 35mm, film or tape, whether 
dramas or documentaries that can 
illustrate how the present may change 
into the future. Upbeat Now? Of 
course. P.R. films are excluded. If 
you wislr to enter, send a note to 
Television Contest, 1-12 Bundesallee, 
Berlin 15. . 

HOISTING HEIDT 

Jack Lynn, who recently set up 
his own syndication outfit, The Lynn 
Company, is not limiting his list to 
avant-garde films (TELEVISION AGE, 

April 24) . He has also acquired Fam- 

ily Night wit/t Horizce Heidt for 
dication. The veteran bandleac si,u. 

color variety hour has existed in lot 

form since 1965, when it was o - 

posed to the now -defunct Devep. 

ment Program Associates for syli. tl 

cation. 
DPA, a grouping of some 50 Id 

major -market -station program d,a,zt. 
tors, never got off the ground. 'le u 

members could never bring tin 

selves to the point of agreeintto - (- 

underwrite one program or anotlr. 

The Heidt pilot, perhaps the '1st ; 

solid property ever offered to Di 

was later run as a one shot on Mtn- 

media stations in New York and l 
Angeles when Mr. Lynn was at 

group's program topper. U 

Viewpoints 
(Continued from page 31) 

television fare. The only probleüsa 
to increase the supply beyond tie 

normal output of product asr. 3 

theatrical release. 
One way has been for televi,m 

to contract for new product mle 

especially for television by mor 

studios and individuals all over,te 

world. The other way is to select ie 

best for indefinite repeats at yeanr 

two-year intervals. 
The economies of the latter cone 

should prove sound due to decreid 

cost of product and only slightly 1161,..:', 

circulation than prior runs. ie 

Robe and Kwai repeats will teacüsl i 
a lot. 

Walter H. McCroba, sales rn0' 

ger of WRD'\ -TV, Augusta, Ga., s 
been promoted to the station's 

to c 

president and general manager. íe 

tv station is one of five owned Y 

Rust Craft Greeting Cards, Inc. 

66 Television Age, 11ay 8, 1¡ 



eidp 

Istbi 

is 

1I he 18th Century elegance of the 
office of Alfred J. Seaman 

inarts an atmosphere of leisure but 
th decisions and problems he copes 
wi are very much of the hurly- 

r: htly present. As president of Sulli- 
iis: Stauffer, Colwell & Bayles, Inc., 
2,.lusuperintends about $100 million 

in advertising billings, of which 
tp;t, alit two-thirds represent television 
k.ex:nditures. 
,a. s new chairman of the American 
,,1, Auciation of Advertising Agencies, 

wise members accounted for $5.3 
bii)n of the nation's $16.5 billion 
in I expenditures last year, his con - 
eels are considerably broader. 

)t the least of these is Washing - 
tot where legislation and anti-trust 
miers bring home to admen the 

I: soul role advertising plays-a role 
whie benefits are sometimes dis- 
pu 1 by Congressmen, government 
offials, economists and other mold- 
ersd public opinion. 

'tese negative atitudes are natur- 
allworrisome to Seaman and his 
coligues but the SSC&B president 

;t pushing the panic button. For 
exftple, he does not see the need 
for. strong lobbying effort by the 
4A: 

`Te have to respect the intelli- 
gen: of men in government and 
kho, who pass and influence legis- 
lath," he say s. However, he does 
feel hat many government influen- 
tial do not appreciate the impor- 
tant of marketing because of their 

,lack)f knowledge of the field. 

man's 4As policies for the 
Suring year include providing noi information on marketing, par- 

iculrly the advertising part of it, to 
peon in Washington. "We'll just 
givehem the facts," he says. 

Aither aspect is to encourage 
mor calls by agency executives on 
egl`.tors-at home as well as in 
Was ngton. Seaman would also like 
1011-e a prestigious and knowledge- lblerlvertising figure in the nation's lapil to he a spokesman for the agei, trade group. 

Wle he feels facts about adver- 

relet¡on Age, May 8, 1967 

In the picture 
rising can be persuasive, he is far 
from cool about recent Washington 
developments affecting the business. 
He sees serious threats in two notions 
taking hold: 

One is the notion that some source 
outside of advertising should provide 
product facts to the U.S. consumer. 
The other is the idea that bigness 
requires some control over advertis- 
ing. Regarding the former, he fears 
that if the idea spreads, the govern- 
ment may well end up sponsoring 
a product rating sers ice. 

As to telex ision specifically, he has 
no specific contributions to make to 
the "dialogue" on commercial time 
standards which the National Asso- 
ciation of Broadcasters has started. 

But he is wary about any move 
that would increase commercial time. 
"Television assumes that it has first 
call on the advertising dollar but if 
advertisers feel that the impact of 
their messages is being diluted by 
over -commercialization, they will 
move out of the medium," he says. 

Seaman has been mulling over the 
question of how an increasing 

demand for is time will affect the 
medium. "At SSC&B we have this in 
the hopper for long-range thinking." 
On the one hand, he says, if increas- 
ing amounts of advertising have to 
be shoe -horned into tv on the same 
number of channels, the ensuing 
over -commercialization could hurt 
the medium. 

On the other hand, if there are 
increasing opportunities for adver- 
tising-such as more stations and/or 
a fourth fully -programmed net- 
work-the audience will he split, 
costs for the advertiser will rise and 
other media will he considered. 

Whether tv is elastic or inelastic, 
Seaman doesn't think agency growth 
in general will Le affected one way 
or the other. As a matter of fact, he 
feels the situation will he "self- 
adjusting." 

Seaman defended the 4As against 
criticism voiced at the group's 50th 
anniversary meeting by Samuel 
Thurm, advertising vice president at 

.a 

ALFRED J. SEAMAN 
Concerned about anti -ad legislation 

Lever Bros. Thurm charged that the 
recent 4As document on account 
conflict policies ii as issued without 
consulting clients. 

Seaman conceded that the policy 
was not a joint advertiser -agency 
position but maintained it takes into 
account the advertiser point of view. 
"Don't forget, our people work with 
clients all the time and discuss these 
things." 

He came to SSC&B from Compton 
Advertising in 1959 as chairman of 
the SSC&B executive committee and 
was elected president the same year. 
At Compton he had been executive 
vice president and creative director. 

He started at Compton as copy- 
writer, became a copy supervisor and 
then manager of the print advertising 
department. As creative director, he 
was in charge of all creative services 
and programming. At the same time, 
he was senior management represent- 
ative on several major accounts. 

He's not a long -hours man in the 
sense of working until 10 every 
night. Seaman likes to be home with 
his family by seven and, most of the 
time, he succeeds. One reason is that 
lie doesn't spend much time enter- 
taining clients. He'll work weekends 
on occasion but more often he'll he 
out golfing (12 handicap) . 
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A recent issue of Atlas reprinted 
an article from the Soviet Union's 
Literaturna} a Gazeta about U.S. 

advertising. The author, V. Tere- 

sh henko, while raising an eyebrow 
at times, u'as clearly impressed by 

the Americans' success in promoting 
carious products. 

For example, he said: 'Our agri- 

culture has no stimuli to raise 
spinach, Brussels sprouts or cauli- 
flower, a dozen kinds o/ beans or 

sweet peppers. There is no demand 
for this produce; it is a demand 
n hick only advertising can create." 

While we salute this recognition 
of advertising's prowess, we have 
some reservations about the writer's 
choic:t of products. I f he's taken 
seriously, we can foresee something 
like this happening: 

I X. Produssky. chief of the All - 
Union Ministry of Promotion has 

summoned Z. 'I'omatos itch, section 

head in charge of vegetables.I 
Produssky: Comrade. our market- 

ing analysis shows that sales of 

vegetable, are rising no faster than 

the population. And yet our adver- 

tising budget has tripled in the past 

year. If you aren't careful, you may 
find Yourself transferred to our 

THE LIGHTER SIDE In camer 
Siberian branch office, which has 

a very small inedia department. since 

it is responsible only for advertising 
on the sides of tractors. 

Tomatovitch: Comrade \.P.. there 

are problems we could not foresee. 

I don't know how the Americans ad- 

vertise vegetables successfully; they 

must force people somehow. 

Produssky: Comrade, as You know, 

a little force never hurt anybody. 

Our Glorious Revolution proved that. 

But as the Central Committee's Ad- 

vertising and Propaganda Police of 

1968 has stated-and I quote: "The 

promotion of products which are 

rood for the masses can be success- 

fully implemented with the creative 

talents of the Soviet Man." 
Tontatonitch: But we must have 

adequate budgets in all product 

categories if we are going to meet 

our five -Year goals. For example, 

you hate cut the Brussels sprouts 

budget to the bone. 

Produssky: Ugh! Please. don't 

mention that vegetable. The thought 

of it makes me ill. 1'd rather go 

through a Purge Trial than eat one. 

\o budget complaints. please! 

Haven't 1 raised ) our budget for 
spinach five tinges in the past too 

"Sorry, television is looking for new faces." 

ears? 
Tomatocitch : Of course. Cuna,' 

X.P., but, as y ou knots . telex iv!, 

promotion is expensive. esp.-t ial 

the 5-7 p.m. priunetime period. 
Produssky: Naturally prim a, 

is the time for molding t oumg trU 

our country's most importanrn 
source. 

Tomatovitch: But I'm afraidtu 
children are resisting our ads ertin 

of spinach. 

Produssky: Well, o hat du (o 

expect with a mere 90 -second pi I 

nvercial? You should use Ick< 

commercials and hanimer i.i 
endlessly about what a heal It 11 

food spinach is and holy ph?. ' 

the children's parents and teal mi I 

o ill be when they eat up alt di 

spinach. The Americans teach t..t 

ou must repeat and repeat nit 

repeat. 

Tomatovitch: Rut. Comrade .P 1 

our tests on commercial le, i 

showed the shorter ones !nade! , 

children much Tess nauseous that't 

longer ones. 

Produssky: \.Iy dear Contra( 

can't sit here all day and dian 

spinach strategy. it scents to! 
there have been failures all au 

the line. For example. oe have 

urging the Navy to double III 

orders of beans and they t 

their iutentury of beans has y 
tinued to climb. 

Tomatovitch: Perhaps. we I' 

been approaching our tasks i 

doctrinaire oay. 1 hale been r 

ing some translations of Amcor. '1 

articles on marketing and they a' 

tau must first Iind out o hat 

desire, of the consumer are and I 

try to satisfy them. 

Produssky: Comrade. 1 don't 

to use the %Nord rey isioni m. oh' 

as you know, is not popular d 

days. But o her you talk like t 
I fear I see a Siberian branch o 

iu your future. \li%e, go back 

Your creative team and run N 

new ideas up the revolutionary I 

pole. 
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Is It Any Of Our Business? 

y How many cooks should get involved in 
a TV station's program mix? Should a sta- 
tion representative be one of them? 

Some think not. Programming, they say, 
is the station's business and representa- 
tives should stick to selling time. 

Katz Television takes a different view. 
Since programs attract the viewers that 
advertisers are seeking, station repre- 
sentatives must be involved in program- 
ming if they are to sell a station's time 
effectively. Moreover, station representa- 
tives have an obligation to gather pro- 
gram data that agencies and stations need. 
Do -It -Yourself Test 

What kind of data? Try this do-it-your- 
self program test, and you'll see. 

1. Is "Superman" strong enough to win 
the biggest audience opposite... 

Krazy Kartoons and a movie in Balti- 
more, Maryland 

A movie and a local live show in Colum- 
bus, Ohio 

Casper the Ghost and Secret Storm in 
Albany/Schenectady/Troy, New York? 

2. Ranh these movies in the ordero f their 
rating on Dallas television. 

Dark at The Top of The Stairs -1st run 
Death Of A Salesman -2nd run 

O From Here To Eternity -3rd run 
O Mr. Roberts -4th run 

3. In the Midwest, when would you 
schedule loca! evening news? 
O Before network news After 

4. In Cincinnati, ivhich afternoon show 
reaches more women, age 18-34? 

Mike Douglas O Mery Griffin 
Broadcasters and agency spot buyers 

must answer such questions every day. 
They need show business savvy and in- 
sight into public taste. But most of all, 
they need facts on program performance 
-facts that are difficult for individual sta- 
tions or spot buyers to compile. 

That's just what the station representa- 
tive can supply. The Katz Audience Devel- 
opment Department is available to coun- 
sel stations on every aspect of program- 
ming-from viewing trends to audience 
promotion. And it gives our salesmen pro- 
gram information that helps ad agencies 
deckle what to buy. 

Rules for Feature Films 

One result of our unique file of facts on 
all feature films and syndicated shows is 
this Katz guideline for televising movies. 

1. Never rely on a picture's theatrical 
rating to predict its TV performance. 

2. Never repeat a feature film in less 
than nine months, or in the same time pe- 
riod, or on the same clay of the week. 

3. A second -run movie can attract a big- 
ger audience than a first -run movie. 

4. Action -adventure pictures almost al- 
ways do bei ter than musicals or comedies. 

Incidentally, if you're curious about 
our program quiz, mail us your answers 
and we'll tell you how you did. Katz Tele- 
vision thinks everyone should benefit 
from our involvement in programming. 

s. Katz Television 
Station Represenlalives`245 Park Ave./New York, N.Y. 



If you lived in San Francisco... 
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... you'd be sold on KRON-TJ 


