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

ANOTHER
ANTHROPOMORPHIST
POPPING OFF. PON'T YOU
« KNOW I'M THE GREATEST J
HERO OF ALL TIME € 5

EVER SEE
MY BAG OF TRICKS
IN ACTION @

I CAN KILL
A 5 HEAPED HYPKRA

TVE KNOCKED OFF ™\ WITH ONE PUNCH!
A WHOLE TV MARKET
IN ONE AFTERNOON!

TRANS-LUX HAS
STARRED ME IN 130
5% MINUTE APVENTURES.

/SO WHAT...THEY

HAVE ME IN 260
4 MINUTE
EPISOPDES!

IN COLOR

Take your choice...or, better still, buy ‘em both from TRANS-LUX, of coursel

fehx RANS-|UX

THE CAT
TELEVISION CORPORATION
625 Madison Avenue, NEW YORK, N.Y. 10022 * PLaza 1- 3110 « CHICAGO * HOLLYWO '
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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
apes? Does it fit constantly changing
buying patterns and product preferences?
if not, you should be using spot {orlocal )
television, the medium that lets you shape
and change!) your advertising to match
the specific dimensions—the changing
distribution and sales patterns—of your
markets. And to dramatize our point, as an
ndustry service we have produced a 12-
minute color film about spot television, for
howing to interested advertisers. Called
“Control Yourself,” the film spotlights the
ontinual 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

Whatsthe
shape of your
advertising?

©CBS Television Stations
National Sales

Representing CBS Owned WCBS-TV New York,
KNXT Los Angeles, WBBM.Ty Chicago, WCAU.TV
Philadelphia and KMOX-TV §t. Louis
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What's Op?

Op,oroptical,artis 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. Forexample,“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
ouraudiences, they knowwhat's up!

i

@CBS Television Stations

CBS OWNED WCBSTV NEW YORK

KNXT LOS ANGELES, WBBM-TV CHICAGO.
I\ WCAU-TV PHILADELPHIA KMiii- i°| “i“i —
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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
exposure control system (with manual override) cross couples to

all running speeds, all ‘f’ stops (f1.6—£22), 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.
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'SCOOPIC-16.

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, 1.6, 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 ‘' stops (f1.6—122), 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 rolis 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

FIRST 16mm
“POINT-AND-SHOOT”
ELECTRIC

CINE CAMERA.




“We want to help improve the
fuality of media information upoi
which we hase our buying.”

AT LR

CEAXFrY

.J

That's how one of the 17 advertisj,:!
media executives on the SRDS G
Chevron Award Panel expressed hij!
self when asked why he spent hg !
and hours analyzing media Servig
Ads.

We think you might be interested |
some of the illuminating ‘“‘inside’ di
cussions held during the course (
judging sessions.

‘““Here’s a radio station
that knows how we buy...”

“_ .1 like this radio campaign. It show
that they subscribe to the rating sen
ices which we have at our fingertips an
shows the audience composition. Thi
campaign telis me the type of station
is; this is the one thing that we do ne
have at our fingertips — we have towal
until we get to a rep or we get a std
tion log.

“When | open Standard Rate | have thf
rates. From these ads | hope to hav
something about the station, and | haw
my rating sources which | can get froft
my file cabinet. These ads give mgé
thumbnail sketch of the type of statio:
and the type of programming.

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

Spot Broadcast Unit, Ted Bates.
‘I

1
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[it mations that it has the news and
hatind, and its quality. It says that
handults. It describes the program-

ingAnd it touches on the coverage

initvows that they do have farm pro-

Uraming. They're also highlighting
mettheir newscasters. In the January
1oLy March ad they show you a brief
onter map and the share of audience
nd w they compare with the other
tatics in their home county and in
ightounties in the surrounding area.
o mthis is the kind of information |
nd 'ry useful in SRDS. As far as be
genplete, it is.”

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

I mked them down a little on ‘cur
ent’zcause they illustrate their March
66 fures with a March, '65 Pulse. It
Tay'ave been the latest rating book,
utilion't know. Perhaps if it was, they
shau have said ‘latest figures avail-
ableiHowever, their source is factual
and leir figures are factual. It's pre
sentd for ease of use. It's quick, quick,
juieh It's explicit because there does
10ts:m to be any double talk; they say
¥halhey have to say and they're say-
Mg tvery clearly and precisely, and
xacc:;. The service information is very

‘Hauver, in addition to percentages of
on. I'd like to have total number of
oml in the area; this would really
naket very good.”

“ t+ld work right from this TV ad”

" 1

Fop hy money, this is the best TV
aMfign that we've come across in
hl?};lt)up. It breaks down its shows
Ntafliildren’s shows, women's shows
Wﬁi nily audience shows. It tells you
¥hiihey run, who's in them, what the
onl tis and the participation price.’

L ﬂﬂ?( it's good. | gave it high scores
N @lriteria. This is the type of infor
naWy we want, and although they
anitst the availabilities here, it does
V&lorogram target to go after.”

* * *

coilfl) dge, May 8, 1967
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“I'll tell you another thing, if | was work-
ing on a plan or a cost estimate | could
work right from this ad. | 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. | 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.”

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.

Eiworth Tiltan.

IN SRDS
YOU ARE THERE
selling by helping
people buy

SRDS

STANDARD RATE
& DATA SERVICE, INC.

5201 Old Orchard Road
Skokie, Illinois 60076
312 966-8500
Sales Offices: Skokie
New York « Los Angeles

hs!
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The Following

Information is
Classified

SUCCEYS
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-
land, KTVU placed Dr.
Kildare on the schedule
Friday evenings starting
in October. Since then,
the rating has grown
50%, men viewers by
57% 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 THE T0TAL
PROGRAMMING
COMPANY
MGM

TELEVISION

(NSI-—Feb./Mar. 1967:
7:30-11:00 PM S-S)
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Letter from the Publisher

Network-Station Contracts Need Revision

This is the time of year 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 iast 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 o its
afhiliates.

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 manner of network sales. At
present all three networks compensate on the hasis 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 minule
participations. Therefore, it would seem to make sense to
compensale slations 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 stalions and the reps are concerned that
should the station-break time be expanded. it would throw
onto the market additional spot inventorv 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 industrv as well
as from competitive media.

Cordially

/; St

1967
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Letters
to the
Editor

VAMAAAL

Wht People Are Numbers

W welcome your April 10 issue
withbur Television Market Planner
n ilAs usual, TELEVISION AGE has
reddae trends right, and posed some
ntexiting questions, such as, “Are

nk gs meaningful ?”

ould have to answer that they
e aly meaningful when taken in
he intext of the marketing target
hat ae advertiser wants to reach,
1is evertising dollar allocation, dis-
ribuon pattern, etc.

i\ blanket method of ranking

mckets on the basis of a single
ritebn has little value.

FRANK BOEHM

Director of Research
arketing & Sales Development
RKO General Broadcasting
New York, N.Y.

tio rande Valley in Color

In our March 13th issue you list
he Eor penetration by market, Niel-
en wsus A.R.B. However, the Niel-
' sures were missing for the
©wdRio Grande Valley listing. We
I corse prefer the higher numbers
[t A.R.B. For your information,
e lelsen figures are 7.899 color
ousfolds, or 10 per cent penetra-
ong Chis information may be of
ome alue for future listings.

------------------------------

¥ SUBSCRIPTION SERVICE

Tovision Age

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
with the jobber.

JOSEPH P. KEYES

Director

Publicity and Press Information
WABC-TV

New York, N.Y.

Cirlation Department L] glueg:cri #on L] Renewal .
127 Avenue of The Americas 7 :
NefYork, N.Y. 10020 .
P‘ﬂ'; e < e e . Subscription rates: U.S. and Can-E
, ada — | year $7; 2 years $10..
Adass. _ [Rates for other countries available :
) on request.) B
Cit . 9

Y, State__ . ......le. e Change of address: Please advise:

Tynif Business...._ .

four weeks in advance. Enclose -
. address label with change indicated
above old address. .

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

L
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What happened
in Boston
can happen
for you

The
Turn-Around
Show That Did

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 T07AL
PROGRAMMING
COMPANY

MGM [ ]

TELEVISION
(NSI—Feb./Mar. 1967)
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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 |

LAND OF O iness, recreation, scucation, and

YEAR-ROUND "o, dominate. ther markets

. GOOD LIVING, "o arobably have your
. GOOD BUSIVESS T . and were

total color
equipped, too!

6

TALLAHASSEE
THOMASVILLE

)
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iMions around the Ring, Billions around the Green

espile what appears to be decreasing public interest
in1e fortunes of Mahomet Ali—if one may gauge such
infest by the amount of space and time given to the
pulist in news media—stations carrying the recent
Cl-Folley fight telecast by Madison Square Garden-
R Sports Presentations was seen by a sizeable audi-
en. Nationaily, the tv ringsider hit a 29 average minute
,aceding to Nielson, beating every other recent sports
pvet except the Super Bowl and equaling last Fall’s
Cleland-Green Bay pro grid game. The Super Bowl
hit3 on CBS, 17.8 on NBC; the Browns-Packers NFL
il game hit 29.4 Also, anent boxing: In some cities
thesriffith-Benvenuti upset hit 32 in the ARB’s. Earlier
" horlosed-circuit Clay fights, Early-Birded from Europe,
Esc.ated in the low "20s of the Audimeter sample. Sports
arot only reach big audiences but affluent ones, too.
Forxample, according to a survey conducted for ABC-
IVoy R. H. Bruskin Associates and Nielson together
vitthe U. S. Golf Association; four golf telecasts reach-
'd . per cent of men grossing $15,000 and over in the
\et York market. Only a third of the affluent golf
‘aliers were habitual golfers.
Wh: boxing, golf and other sports are doing well in
¥ ltings, horse-racing fares relatively poorly. Perenni-
lyhe country’s higgest sport in gale attendance (68.-
9554 in 1966 according to The Morning Telegraph,
e Triangle’s six daily racing forms), last spring’s
‘{\encky Derby, the biggest event in the turf year, hit
\ Mlson of only 13.

Ltrt'ching It Out

" blustry consensus is that in future tv seasons, there’ll
W8 bre long shows—90 minutes and more in length—
8l as more network movie nights. There’ll still be

'1*‘11?’ of half-hour situation comedies, if not a plethora

--?fl:'u’sm as in the Aubrey era. In the wings, visionary

equ be‘ brogrammers and producers are mulling over

B o e o e i
af . st, i ously transferring
‘:H-:ﬂnfo film for theatrical playoff, as in the Electrono-
%

F )
#1I8IC process,
3

3 i
“ilovs, Movies, Movies

:--,,Anajox~ syndicator will shortly unveil a package of
l-llf;‘;j“'s‘::a;l Z\/Esgix:d “Amef‘ican” movies, Farities t}'lese
¢ \ on market swamped with marginal
‘_ 'UBCean product. Now that Hollywood output of the
!/ :‘s:s;\;o decades is.minuscule in relation to demand.
1ol a package with star values is welcome. The last
‘“ood news came a couple of months ago when Par-
"Bt announced it would syndicate its eagerly-await-

L b
' b,klog. For the rest, the dubbed imports will con-
Meo do e,

dev,, 4 8ge, May 8, 1967

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 tv. One exception is the “togetherness” recently
exhibited by Revnolds Aluminum and Pepsi United—
Reynolds advertising Pepsi’s use of Reynolds’ aluminum
can in its tv minutes (Red Skelton, etc.) and Pepsi re-
ciprocating with plugs for Reynolds in its continuation
of the carbonated “Cold War” on tv. The svinbiosis was
exhibited in other media from trade journals to car
cards. In print med‘a the initialive for such cooperation
has often come from imaginative salesmen, as in the
Life NFL “Training Table” omnibus ad section. run
last year and to be repeated this fall.

Group W Goes to Flat Rate

The f've 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 wsz-Tv Boston,
Kyw-Tv  Philadelphia, krix San Francisco, KpKA-TV
Pittsburgh and wiz-tv Baltimore. (For a discussion of
the FTC and Department of Justice implications of the
flat rate, see “Letter from ihe Publisher,” TELEVIsION
AGE, April 24, 1967.)
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SAN FRANCISCO

NOW represented by the
high intensity selling of

Broadcast Communications Group
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Business barometer

7 local sales picture for February was, to put it bluntly, not bright. The increase

7 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 LOCAL BUSINESS NETWORK COMPENSATION
was the lowest since '61, when millions of dollars millions of dollars
there was a drop from the
| preceding year. $27.8
Thsmaller stations did better
! locally than the bigger ones. O $19.4

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- February (up 4.5%) February (up 2.0%)
and-over group registered — -
only a 3.0 per cent rise. Year-to-year changes by annual station revenue
dnollar terms, the February local Station Size Local Business Network Compensation
rgvepue total came to‘$27.8 Under §1 million +13.8% +0.2%
million, For the previous $1-3 million + 57% +4.3%
February, revenues tallied a 83 million-up + 30% +0.7%
figure of $26.6 million.
As'or station compensation, the a0 "
total declined in February 55 55
compared with January, a i
Seasonal development in line 3o 50
with previous years. The
Tht current year's figure was down &
from the preceding month by 40
I% 3.5 per cent.
Copared to February '66, station &
compensation this year rose 30
2.0 per cent. This is also in
25

line with recent history,
though a year-to-year
increase of 10.86 per cent

was registered in '62 and a 5 15
14.8 per cent jump took place J FMAaM ] ] ASOND J FMAM] I ASOND
in '60. The total: $19.4 196766 comparison 1967-66 comparison

million.

uF'& medium-sized stations did best
in compensation revenue, beating the preceding year by 4.3 per cent. The other
groups each went up less than 1 per cent.

Jer 15SSue: a report on spot television business in March.

[
! hmfi’.&'_‘lghl.ed feature of TELEVISION AGE, Business Barometer is based on a cross-section of stations in all income and geographical categories.
! ‘ation is tabulated by Dun & Bradstreet. )
E‘] |
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In a three-station market, KFDM-TV CONSISTENTLY delivers the most (use the ratiri‘
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 buyin.?‘p,
efficiency if you begin with KFDM-TV, Channel 6. adcr PETERS, GRIFFIN, WOODWARD

CHANNEL 6 BEAUMONT, PORT ARTHUR, ORANGE, TEXAS @

.=
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B ou get
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Elctronics Galore

. W. Ayer’s Marketing and Ad-
sasing Research Center (MAARC)
whh opened last month in a subur-
haiPhiladelphia shopping mall, has
m rray of electronic equipment for
unercial testing and other uses
ths suggests the future is already
her The includes a

stiscope, “‘pupilometer” and a

equipment

¢ve which Ayer hasn’t named yet
miwhich researchers operating it
‘!“-;> ”c,

le consumer research

k]

facilities
e:xquipped to deal with a variety
her research techniques, includ-
igplain old interviewing, but the
gronic equipmen!l is certain lo
allet most of the attention from
adin. From Ayer’s point of view.
thi's not all had. The agency, while
nol sceking a reputalion for
ting  gimmicks. has embarked,
gir a new regime, on a road to
‘> il is a modern, aggressive,
z3-up operalion,
inthy operating the center with
' is Arbor. Inc. a behavorial re-
#h companv, which is supplyving
e .ersonnel to operate it and split-
tinjthe cost. MAARC will feed data
4 ideas to Aver’s crealive and
M eting people 1o develop ad plat-
(s, pre-test adverlising in vari-
d®nedia and aid in the increasing
dine of work beine done bv the
afecy on new products.

-

Sﬁiﬁcant Equipment. “Sync” g
®ablv the most significant piece
L quipment on hand. lis purpose
! measure the effect of repeated
Wnercial exposures. Dr. Wallace
H7allace. one of Arhor's personnel.
‘@ that conventional testine of
Moercials is inadequale bhecause
Wl the initial exposure 1s measured.
£ differences helween commer-
B i such situations is usually
81" he explains. “We have found

e past thal repeated exposures
®t i dramatic changes hoth up
Wedown. This has been confirmed
Tk done bv Benton & Bowles. the

Sision {ge, May 8, 1967
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University of IHinois and others.”
[nsofar as the respondent is con-
cerned, explains Dr. Wallace, the
system is simple. One respondent at
a time is lested. He walches as long
as he wants and is asked no ques-
tions. The equipment permits him to
walch two different commercials, or
walch neither. He can control both
audio and video and can switch at
will from one commercial to another.
VWhen 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 il the commercial he’s walching
doesn’t hold his attention. When he
siluation reverses:
audio and video for commercial “B”

switches, the

comes up, audio for “A” goes off
and video for “A” is reduced lo the
threshold level.

Third Option. |{

cial interests him

neither commer-

he can swine
around in his chaiv and watch a v
film that has no sound. This is ob-
viouslv nol an atlractive lure and
purposely so. The researchers don’t
want a film that is move altraclive
than the commercials. Nevertheless.
the option is there if both ads are
boring enough.

Recordine instruments show the
total time spenl with each commer-
cial and at which points the responi-
enl swilches from one ad to another.
This is the raw data from which the

evaluation is made.

Automatic Pupilometers. The pu-
ptlometer is an advance on other
equipment which photographs the
eve pupil lo measure its openings
and closings. It is now generally
accepted that emotions. as well as
light. cause the pupil to ecpand or
contract. For example. it has been
found that pleasurable feelings cavse
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 v monitor which enables research-
ers lo watch the respondent.

The tachistiscope. which flashes
piclures on a screen for pre-deler-
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 be grabbed quickly for
research needed in a hurry, but being
on the shopping scene also presents
other advantages. For example, in
choice” tlechnique,
to shop are

the “shopper’s
people on their way
asked to look at a tv program. Com-
mercials being tested are included in
the showine. At the showing’s end,
shoppers are given special coupons,
which 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 sece the commercial tested.

Most 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-1)
test for tv and print ads, developed
by Miss Margaret Rogers, vice presi-
dent in charge of consumer and copy
research for Aver. Commercials are
tv  program,
usually about sports. following which

shown with a short

there are personal interviews in
which general questions are asked
aboult the product’s application to the
respondent’s habit and life. The next
dav, respondents are called at home
and asked specific questions about
the commercial. Both learning and
involvement scores are then com-
puted. Miss Rogers savs the scoring
is stringent and provides “fine dis-
crimination” among different com-

mercials tested.
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jlst why the issue of commercial time standards,
which has been rumbling underground for
“s, erupled in 1967 is not easy to pin down.
'-%‘ the more hard-nosed observers are pointing
ie- fingers straight at the 30-second commercial.
t first glance the half-minute ad is only tan-
otally related to the broad rethinking about
''@iprogram lime slandards in the Tv Code which
National Association of Broadeasters has urged
pn the industry. It is true that the piggyback
D raised hackles hecause of the triple-spotting
"s8: but the beast is harnessed through Code re-
/#ms and the industry is learning to live with it.
That’s bothering many slations is how to re-

Tdhision Age, May 8, 1967
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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

struclure television to accommodate the individual
or isolated 30—a bit of commercial time giving
broadcaslers sleepless nights in other respects-—
and get a slew of unwanted 20s off their backs.

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

Ironically, the unexpected success of the 30s as
a selling tool has opened the gates to concepts of
cluslering, or commercial islands, in which four,

or even more, video ads would he consecutively
aired.




There are, of course, other factors
making ’67 “The Year of The Code.”
Howard H. Bell, director of the
NAB Code Authority,
why the Review Board endorsed, in
Scotisdale, Ariz., last February, a
broad-scale study to streamline and

explained

simplifv.  tv’s  non-program  time

standards.

Should there be a change

in total dllowable

program time’

non-

NAB  proposals
Codeé’s prime time maximum from 10:20
to 12:00 minutes per hour but including
additional elements under the definition

include ruising the

of “non-program material.” A plan by
Edward Petry & Co. would provide for
12:00 minutes per hour across-the-
board, reducing the non-prime time
maximum from 16:20 minutes and com-
pensating stations and networks for the
lost income by increasing station breaks
to 90 seconds und prime time commer-
cial total from 3 to 3% minutes per
half hour.

He says, “The Code has become a
patchwork over the years as amend-
ments and changes have been maile.”
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 10 NBC’s

20

“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
malerial—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
tlwo Batman segments but is cutting
the show back to one-a-week next
season.

The network president said ABC’s
targel 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 hreaks between
network programs, day and night
This proposal, one of the most con-
troversial in the Petry plan, has trig-
gered opposition on the
ground that the rep has picked one
of the worst times to urge an increase

strong

in the commercial span in prime
time.

Petry feels its intentions have been
misunderstood. Aside from pointing

out that the company is tossing o1
ideas for discussion, not final actio
Al Masini, group sales manager, er
plains: “Our prime intention in th
station break proposal is not 90 se
onds between shows.

“We want to switch from two 20
which few advertisers want, to tw
30s, which are saleable. The onl
purpose of the additional 30 is t
compensate stations for the losse
they would suffer from cutting ba
the allowance for commercial tim_
during non-prime time.”

A key provision of the Petry pro
posal is to eliminate the distinctiol
in the code between commercial tim
maximums in prime and non-prim
time. At present these are, respec
tively, 10 minutes 20 seconds an(
16 minutes 20 seconds per hour. Thi

Is limiting the number of
product appeals per speci
fied time period practical?

NAB proposals include this concept f"."
discussion but Code people fear U
would involve too much “bookkeeping”
Petry plan would limit product appeals
per half hour to 8, but does not mew
tion other non-program material. Pro:
posal by NBC’s Ernest Lee Jahncke
would allow 24 appeals for “viewer 0
tion” (including promos, public servicé

announcements) per hour.
e —

covers most non-program materiah=
advertising, program promotion, pub
lic service announcements, shov
credits, etc.

Petry would impose a 12-midl
maximum across-the-board. The I

duction of 16 minute and 12 secol

te

Television Age, May 8, 1967



“ould clustering commer-
‘als and fewer program
iterruptions be prefer-
rle to present limitations
n multiple spotting?

me quarters feel program interrup-
|ns annoy viewers more than length
{ commercial time, and that four, or
l2n more, commercials in a row would
¢ acceptable. But advertisers fear too
mny consecutive commercials would
ute ad impact. Code now limits con-
wtive commercials to two in prime
Ize station brealks, three in other
{'iods. NAB suggests dropping limit
‘G consecutive commercials and limiting
erruptions. Petry plan would limit
erruptions to three per half hour
teluding station breaks) but would
{.1 quadruple spotiting.

-

. flat 12 minutes would require
agtional station break time to off-
selhe loss. Networks would be com-
peiated by an additional half-min-
utiof advertising per half hour in
mhetime programs.

asini, who worked out many
deli.]s of the Petry plan, concedes
Ui is some justification for criti-
¢4 of the 90-second break. But, he
s3], “There has to be some realistic
f®gnition that everybody has to be
salfied or else you'll never get
agement. This is one way to get a
“@lensus but we don’t claim it’s the
oD way.”

1e Petry proposal, however, goes
1"(*o;nd the 30-second issue and
ldGes new concepts given wide pub-
hf‘u‘f for the first time by the Code
B?'d’s proposals. "These concepts,
nrﬂlow embodied in the Code, are:
(|.’ a limit on the number of non-
Plfram interruptions, and (2) a
i on the number of messages and
apjals.

Td!,tsion Age, May 8, 1967

Both would be related 10 a specific
time span, such as an hour or hall
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.
McCollough, 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 num-
ber-of-messages concepts. The NAB
would like a combination of the first
two: the limit on messages, it is fell
would entail too much “hookkeep-
ing.”

Significantly. the proposals would
eliminate the limits on the maximum
number of consecutive product an-
nouncements (now three. except for
prime-time station breaks, where i
is two). Also proposed for elimina-
tion would be multiple product an-
nouncement standards (which define
piggybacks) and
hreak standards.

separate stalion

In cutting out the ban on triple-
spolt'ng in primelime stalion breaks
and  quadruple-spotting in  other
times, 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 cluslering is grow-
ing quietly, not only among slations,
but agencies, too. It is still a coniro.
versial subject, however, and if the
issue came up lomorrow it would
probably be rejected hy a majority
of advertisers and agencies; possibly
the more powerful broadeasting 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 dificult would be gelting agree-
ment on what degree of dilution is
undesirable.

Gene Accas. vice
charge of network relations at the
LLeo Burnett Co.’s New York oflice,
says, “There is absolutely no research

president in

that indicates one way or the other
whether the NAB's idea of permitting
clustering would be good or bad.”

Accas sees more commercial lime
being allowed on the networks and is
clearly not happy about it. He feels
the broadcasters will do what they
want without consulling customers.

Rodney Erikson. director of tele-

radio for Kenvon &
represents the

vision and
Eckhardt,

school of thought which feels that

growing

the viewer is best served by limiting

(Continued on puge 60)

How can “clutter’ on net-

work  programs best be

reduced?

Basic position of Association of Nation-
al Advertisers is to approach problem
from point of view of programming and
set minimum linmits on this (25Y% min-
utes per half howr). 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
minules.
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ON-AGENT PACKAGES:

Iron lorse, Sereen Gems

Man from UN.CLE., MGM-TV

Judd, 20th-Fox T\
Hondo, NMGMN-TV
Bonanza, NBC Productions
Dalitari, NIGM.TV

ACKAGED BY AGENTS:

The Invaders, GAC

il Sonnett, William Morris

Evervwhere a Chick Chick,

William Morris

Rat Patrol, GAC

The Newlvwed Game, GAC

I Spy, William Morris

1s abour Time,
+ Crealive Management (CMA)
* nside Out, Ashley-Famous

Discom[ited by endlessly rising
production  costs,  disgruntled
network execulives oflen find a
ready scapegoal for the inflation—
the talent agent who pushes pack-
ages.

For the talent agencies heavily in-
volved in v, the profil 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
somelimes 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 al-
tamned these days.

Somet'mes the agent has to setile
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 agenl pockets only 5
per cent.

But even 5 per cent might be con-
sidered adequate compensation for
pulling logether the people who can
turn out a network series, and then
convincing a network to buy it. If 5
per cenl 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 week 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 cenl.

Some defenders of the tv induslry
were scandalized recently when Allen
Funt, 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 Iarnucci, 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 zhead.

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 nel-
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,

Color tv gets ‘psychologized’

D espite the color tv boom of the
past few vears, 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 heralded
this vear, the study borrowed heavily
from the techniques of the psycholo-

previously earlier

gist and was executed by “Dr. Moti-
Research” himself, Ernest
Dichter. To no one’s surprise, the

vational

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
time 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-
scribed some of the high points as
follows:

e 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 thal
the longer a family owns a color tv
sel, 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

24

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, TvAR said in

its

operates

impact.

report:

Standard

“The

through

finds strong advantages over black-and-white

fact

the

creates difficulties in measuring

that

ki

co-
emoti¢

research te:
niques are generally unsatisfactc

in a situation which involves measi

ing emotional reactions.”

The study concerns itself w

three questions: (1) How does co"

consider this brand.”

Responses to »
o3

Statements % I o o83

(color vs. b&w— % of total) O 8 2 7 Zz & S ;i &

Rapport

“1 fe!t they were talking 1o peo- color 42 13 10 11 7 2 3 11

ple like me.” bew 35 11 10 12 8 5 5 13 18

“T felt as though I were taking color 28 13 11 11 12 6 4 14

part in what was happening.” h&w 22 10 10 11 15 7 7 17 28

Comprehension

“Everything I saw and heard color 35 15 12 14 8 4 3 8

just seemed 1o flow together Lg&w 28 13 11 16 9 6 6 11 23

naturally in my mind.”

“I enjoyed watching it. I did net color 45 13 10 14 6 3 2 6 34

feel that my time was wasted.” }gw 32 11 9 16 11 4 5 12

Context

“It seemed distinctly different color 34 14 8 12 11 6 5 9 30

from most other tv commercials &y 27 9 9 13 15 7 7 12

for this kind of preduct.”

“What I saw and heard in this color 35 14 10 19 9 2 3 6 21

commercial is quite in character h&w 28 12 10 20 12 4 4 8

with what I know or how I feel

about this brand.”

Activation

“If it came up in conversation, I color 30 14 10 20 9 3 4 9 7

would talk about this hrand.” b&w 24 11 9 19 15 4 6 12 2

“If I were interested in buying color 52 13 ‘7 13 4 2 2 6 17

this kind of product, I would pLgw 43 12 8 17 7 2 3 8

In study, housewives were exposed to identical commercials
white, then asked whether they agreed with statements to left. :
“yes” and “no” according to intensity of f[eeling (see top of table). In tabulation,
“yves,” two extreme right hand columns wer!
“yes” per cents [0

extremie left hand columns were considered

in color and black-and

considered “no.” Others were considered neutral. Difference between

color and b&w is color’s advantage. The latter, shown at right, are calculated from
data and will differ slightly jrom answers calculated from rounded data in table

Respondents checked of

Ty

basi
above
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gect the communication between
t advertiser’s message and the
ywer? (2) What makes color tele-
vion different from black-and-
ite? (3) How do today’s color
cimercials compare in impact with
bek-and-white?

‘our different techniques were
ud:

¢ To pinpoint the “current status”
ocolor tv, respondents were shown
untical commercials in color and
bv and then queried on their re-
aron in four broad areas.

) Then there were depth inter-

‘| vivs, a technique, says the report,
: “nich encourages people to express
thr basic feelings, sometimes with-
oleven being aware of it.”
' Projective tests involved getting
“1etions to graphic symbols, said to
. Pvide another means of measuring
‘hilen feelings and attitudes toward
Lecr.
(' Finally, there were bi-polar
~wd tests in which respondents were
¢ 8hwn word opposites such as “near”
a “far away” on a seven-point
“ce and asked to mark the point on
“thscale which best represented how
“th- felt about color and then, about
b,
~ Dhe various samples were com-
Pd almost entirely of women. To
flsure reaction to color vs. h&w
%Omercials, 50 women were re-
“ted in each of six markets—
JBilimore, Detroit, Los Angeles, At-
laa, Dallas and New York. To
for the latter market, Dr. Dichter’s
Mivational Research Institute got
" Waen from Westchester County, its
hce hage.

U the other five areas, a profes-
Sltal research company attracted
YOnteers  from  church groups,

tizl’ts, bowli.ng. leagues, etc., in addi-

0 obtaining from retailers the

’:’va::s OfA ;‘lecgnt purchasers of color
. 00 women were from

Levision Age, May 8, 1967

. j

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

interviews

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 ;

AVl B

Projective tests, like that above, were among techniques used by Institute for Mo-
tvational Research to measure aititudes. Respondents were asked which of four
symbols best represents how they feel when watching color and b&w. “A” repre-
sents erratic involvemen:, “B” no involvement, “C” high involvement, “I)” nega-
tive involvement. Color scored best with “C” b&w with “B.”’

.

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 olhers
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-
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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 reflectiy
psychological difference
between color and

black-and-white

was the closest to an indication {
selling power, TvAR noted that s
number of positive responses to e
b&w as well as the color comm-
cials was “much higher” than to &
of the other seven statements.

This created a “ceiling effe’
TvAR noted, which made it diffict
to match the other MRP eor
plusses. The rep also took comit
in regarding this as proof of 1
ability to move people to buy :
product, regardless of whether :
commercial is in color or b&w.

Within the MRFP scores for en
statement were wide fluctuationst
reaction to individual commerci:.
In the case of the statement of b~
ing intent (“If 1 was intereste
etc.), nine of the 20 commercis
registered a color plus of 30 J
cent or better. But on the other ha,
four commercials were less effect:
in color than b&w. In another st
ment—“It seemed distinctly differ
from most other tv commercials -
this kind of product”—seven €0
mercials rang up a color advant:
of 50 per cent or more.

The TvAR study also broke dot
MRP responses by certain classifi
tion data. For example, responses,
the eight statements were diviC
into homes owning a color set &
than six months and those owniF
one six months or more. In €v
statement but one the latter gre
showed higher positive responses
color compared to b&w. The m
apparent difference appeared in ¢t
nection with this statement: “I i
as though I were taking part in wl
was happening.” The newer ¢
owners gave color a 15 per ©
plus; the other group gave it a
per cent advantage.

Again, this statement provided|
sharp division when the sample ¥
broken into women under 40 2
those 40 and over. For the yount

Television Age, May 8 If



glap, the color plus was 63 per cent,
wle for the older women it was
o 19 per cent. In the case of the
stzment—“If it came up in con-
veation, I would talk about this
bind.”—the comparable figures are
G.and 16 per cent. Many of the
ofir statements elicited differences
alyst as wide.

| “I have difficulty hearing and
need the use of a hearing
ald. 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, I can
hear better when I watch
color shows” (A Phoenix,
Ariz., housewife)

e findings coming out of re-
'ISPOies to identical color and b&w
Vis are characterized in the report
“Sl:ﬂecting the current status of
. The remainder of the study,
MWying the depth interviews, pro-
J¥Cle tests and bi-polar word tests
“Ved the “potential impact” of
Col( ¢y,

A . .
1" Comparing the potential of the

Teleg;o, Age, May 8, 1967

two “media,” the Institute uses cri-
teria which it calls “modalities.”
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,
emotional

These are

modality No. 1,
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 h&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 h&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.

For modality No. 2, psychological
distance, the bi-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—bi-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.”

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
1s stimulated, others receive fringe

(Continued on page 65)

“When I watch color I feel like
! can reach right out and grab
whatever I'm watching, especially
that llya Kuryakin. He's so
sexv.” (A Bronx housewife)




Bank tv reaches
e et i midile and the little guy-

lower-middle income groups—and is

engulfed in a marketing revolution d th b'

that has changed the old rules. Now an e Ig guy
banks are frantically churning out . .

new services that range from credit Video promeotion by

cards, new credit programs, new

e . . inancial institutions
loans, friendlier service, and gifts to ‘f

free parking. has increased, but
Along with the rash of new serv-

ices and the new look on old services there’s plenty of

has come a dramatic increase in

room for growth

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. Seme 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, bank bus-
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ine is extremety important. Bank
(gdrtising is a major chunk of
stams’ local ad revenues—and lo-
calv is the fastest growing segment
uf e industry.

‘e Television Bureau of Adver-
isi; predicts that local tv dollar
wvolne this year will climb 12 per
cen—and last year local tv was up
13 er cent over the year before,
corared to sales gains of 7 per
cenfor network and 9 per cent for
8po

Inks,
bars, and savings banks as well as
savgs and loan associations, are
secrd only to auto'dealers as users
of zal tv. Commercial banks alone
an fourth behind auto dealers,
ture stores and

including  commercial

_ restaurants.
AT . . o
e in line are builders, real estate

@dvtisers, followed by savings
An. and S&Ls.
Eradcast  Advertisers Reports,

whii monitors each of the 75 top
maicts one week each month, has
O up with some interesting data
| rh'mg how much television is
'0'ng in importance to bankers.
Wisays 380 banking firms adver-
Selon television in a typical week
8166, an increase of 5.8 per cent
¥611965. The bankers’ total com-
rals in a typical week totaled
* an increase of 12.3 per cent,
- ndication that, for bankers,
ity of tv use is increasing fast-

Vitypical week in 1966 by com-
Efﬂl banks rose from 10.9 to 11.9.
l]ltv use by savings institutions
Seirom 94 to 9.7 commercials.

Ieptember 1965 a little old lady

Halld into a branch of Chemical

le;

ion Age, May 8, 1967

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 banking with.”
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

Auto dealers
—850

All financial institutions — 380

Furniture stores— 252

Restaurants—230

Commercial banks—201

Builders, real estate — 197
Other banks, savings & loan associations— 179

Food stores—178

Clothing stores—133
W Public utdities— 123

Department stores— 119

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 weel: 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 W hit-
ener; the Carnation Co.’s Carnation
Party Dips; Colgate-Palmolive’s Mr.
Puddin’ Head Pudding; Pillsbury’s
Moo Juice 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 spot’s continued growth. Alto-
gether, they helped spot tv sales for

and Pepsico’s

ooo

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

baugh:

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 {ourth quarter dol-
lar volume the year before that.

Following is the complete new-

listing of TvB/LNA-Rora-

Agriculture
Avco Corp.

New ldea Farm Equipment

Bar Vo 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

Qutboard Marine Corp.
Johnson Skee-Horse Snowb!

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
Richman Brothers
Richman Clothing

(Continued on pag

46 per cent of the new

brands using spot were

either grocery items,

cosmetics or drugs

Newcomers

scene

on the spot
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+ oo s ... VICGWPOINTS

The Repewted 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 available and appropriate films at
ut once, either in prime time, late time, early time
stinee time, or weekends anytime.
The motion picture, on the averag=, is a huge success.
averages better than any other category of program-
ng; it is usually sold out with next vear’s minutes
ing from between 250-55.000 a minute: it is a greal
i earrier which can accommodate one-time advertisers
i 52-week advertisers: and the networks, despite noisy
(potition, will expand the number of minutes to further
elen the network profit statement.
Ihis best of all possible worlds is about to be shattered
shrinking product. Does the solution lie in the mul-
e fepeats of the best of the movies?
The general practice has been to buv films, on the
twork level, for two runs. Prices have varied from
0000 10 &2 million with a 85 million top bookkeeped
| Cleopatra. Even on a local level the value placed on
{4 run has been 66 per cent of the total purchase al-
ugh repeat shares have heen close to the original.
\ll networks have plans to program specials, two-hour
Lon-tape versions of classic stage plavs (most of which
¢ already been made into motion pictures and shown
¢ lelevision twice) and tests of long pilots of future
kvision fare.
he movies that are currently being made are adult
"adult that manv cannot be shown on television as the
bient code is constructed. Certainly, the “ailults only’
#eannot be realistically enforced in an in-home med-
M. Attempis 10 cut desirable films like Hitchcock’s
tho have failed because pivotal scenes are neither
@able nor plavable,
oreign movies. which have an inereasingly  large
American audiences. are even worse offenders
kelevision codes—many. or most. kev scenes are plaved
e in bed as in Dear John or A Man And 4 ¥ oman.
* that are otherwise quite acceptable.

0 be <ure. new movies are being made expecially for
Feision. So ’

a-

far these shows. which are in realitv long

‘Won shows or B movies. have done better in ratings
the average mon ic which, as previouslv noted. is

N“r tated than the average lelevision show.

his makes the movies made especially for television

ot 5 .
h Movies—al least for their first run. The catch here
“hat . . : .
:" there is onh a limited production capacity for
ort

at the present time. Iy is a help but not a solu-
'"kell?.“;?, fall studios _\\ent at it wholeheartedlv, it is
¢ hat more than 50 or so could be made a year

" a minimum requirement of 200 new films.

'll' :
= W8en dge. Vav 8 1967

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 probably add $5-10 million of net profit to
MGM, whoever may be running it. This picture cannot
yet be economicallv released via television with this
kind of yield from theatrical release.

Television has had its own good history of repeats in
T'he 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. Why not others?

The Ford Motor Company has had huge successes in
The Bridge On The River Kwai and to a lesser extent
The Robe. 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
thev cannotl be repeated any number of times with inter-
vals of at least a vear between reruns?

The philosophy of repeats is that some of the audi-
ence has never seen the movie before because of the
arowth of the medium. unavailability at the time it was
shown in the past—this might account for half of the
L'.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 faciors pres-
ages a good reception for an indefinite rerun of the

hest movies.

To pick an arbitrary definition of a4 best movie would
require a formula involving box office success, television
ratings. stars. durability of the theme. costumes, etc. The
number of pictures reaching this rank could be 50 or
more. Not a great number hut 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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Film/Tape Report

OLD CHINA HAND

“We’ve finally kicked the ‘factory’
label,” said Arnold Kaiser, the new
president of MPO Videotronics, 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 staff, 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-
lry.

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 oul 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: then,”
Kaiser recalled, “was that the in-

“The situation

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
eot 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 Marvin
Rothenberg from
velle to head up the tv commercials
unit, and staffed up with other stars.
“We were confident that in the long

Transfilm-Cara-

-
run enough work would come ing
justify the initial outlay for payro”
said Kaiser.

At the same time, MPO bood
the 20th Fox West Side studio, t'y
the only big soundstage in M
York, for six months. “This was ir
concept, and it’s been the sourcef
our success: Don’t wait for busirs
lo come in, even if you’re oversol-
staff ahead, plan ahead, and he
the capacity for more business.”

Money came to money. MPO [-
fered the stars more in salary n
contract than they could average It
as free lancers.

One industry veteran said !
Kaiser was responsible for enablg
commercials makers to get a deci
price for their work. “He had e
good numbers,” the source said, |
a time when many
makers couldn’t keep track of incoe
and outgo, and so they kept on I

commerc:s

ing money.”

If Kaiser kept money coming
he also, along with the princigs
of MPO (of whom only Judd F
lock, now board chairman, remas
with the company), sought me
money for expansion. “We were -
ing through a small Industrial Re
lution, from cottage industries to ¢
tralized production,” Kaiser recall

On the way, the company Kk
seeking more talent, and in 19
went public. The capital paid
the opening of a Hollywood brat

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 he 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, 4 Day in the Life
of Twiggy, shot by Granada in Eng-
land and telecast there earlier this
year.
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TWIGGY

HORNBY

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 alt
claims empire over use of Twig

The station retorted that since |
film was a documentary, there ¥
no question of “commercial” use
Miss Leslie Hornby in it. (As for
intended telecast, Yardley of Lonf
had already spoken up for two-thi
sponsorship) .

Stern continued to threaten a €0
injunction, so WPIX put its Twig
on the shelf until the hassle could
straightened out. Significantly, St
has three Twiggy shows in the WO
for telecast on the ABC-TV netwe
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irst time a New York studio open-
| up Out There) and a Chicago
rvice office. In Hollywood, MPO
rst rented stages on the Republic
t, and later opened its own.

Later, MPO issued more stock to
wance the conversion of an old
aw York City Railway Express
ilding on East 44th Street to its
esent headquarters.

Today Kaiser, barely past 40 and
oking much the way Keenan Wynn
sked two decades ago, mustache
d all, has his eye on the feature
m business as he puffs away at a
rerschaum the bottom of which
lects the splendor of his batik tie.
“The time is right for good low-
Idget features,” he said, “and they
fuld be a change of pace for the
vectors on our staff.” What’s more.
| said feature-making would also
itk the other way around: “it
tuld attract eminent film-makers to
(¢ company.

‘The other day I was talking with
Iman Polanski; he said he would
I to work with MPO.” Apparently
U Polish cineaste would welcome
ahange of pace when he’s between
ftures, and a chance to experiment
wh techniques.

Jut whatever the possibility of an
e future, Kaiser is kept pretty
by supervising multifarious MPO,
kping the work coming in and
gng out. I’s usually late at night
*n he gets home to (he rambling
drtment on New York’s Upper
Vst Side which houses his wife and
$i children Jeffrey. 18; Larry, 14;
Vichell, 13, Cindy, 11; Jane, 10;
Axander, 5. Summer weekends, he
8 a chance to stretch on water-
& skimming the Jersey shore, not
e from his summerhouse in Deal.

LiSIE LET LOOSE

ack Wrather, chairman and presi-
't of the Wrather Corporation,
8¢ his company’s syndicated prop-
€les to veteran syndicator Len Fire-
Se. The Wrather syndication oper-
atn, Telesynd, now becomes the
p’Df?l‘l)' of Firestone, who had been
“im-g up the Filmways syndication
°lra.ltlon. The Telesynd properties:
e, The Lone Ranger, Sergeant
hton of the Yukon.
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Advertising Directory of

SELLING COMMERCIALS

VIDEOTAPE CENTER, New York

Chevrolet « Camphell-Ewald Cp.

T =

Arkansas Power & Light « S. M. Brooks

et |

Cominonwealth Theatre Owners, Ltd.
e

4

'h ' :
3E |

FILMFAIR, Studio City

Baikers Trust « Doyle Dane Bernbach

i .
at Bankéfs Bhist:

M ] ot

(CPT) COLODZIN PRODUCTIONS, INC.; New York

DRISTAN

NASAL MIST

T
3 g W

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

MacManus, John & Adams, Inc.

Rollo Hunter has been a radio actor, announcer and
writer-producer. He left ABC-Hollywood in 1952 to join
Erwin Wasey, Ruthrauff & Ryan in Los Angeles as a TV
and radio copywriter. In 1956 Le 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
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ZOOMING IN ON PEOPLE

RKO Pictures Company put Ay
BECKWITH on the quarterdeck as ve
president and general manager,o
take the helm from ROBERT J. LEL:
who had been president of the cu.

pany. Leder is hanging out his ¢
shingle, The Leder Company, :d
plans to produce films for tv id
cinemas and arena and stage shos.

BECKWITH LEDER

Beckwith was promoted from sis
vice president; before joining R)
last September he had been direcr
of program testing at Schwe:
Earlier, he was an account supervir
(and a vice president) at BBDO,
a program sales manager at Al

Leder, who before becoming pr-
dent of RKO Pictures had been ey
utive vice president of RKO Gen!
Broadcasting, was for 10 years \¢
president and general manager |
RKO General’s flagship static
wOR-TV-AM-FM New York. Befe
that he was general manager |
wins New York.

IRVING PALEY joined MCA-TV:
director of advertising and pro:
tion, succeeding Sheldon Salm:
who left to join Andy Williams’ st
Paley, recently vice president ¢
associate creative director of an
vertising agency, Herbert-Arth
Morris Advg., Inc., was with AC
a decade, as ad-promo director
ABC Films and earlier, of Paramo
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 KLZ
Denver, and before that with KGO-
San Francisco. Earlier, Thomas ¥
Western divisional manager
Allied Artists Tv, Western ?3
manager for Bill Burrud Productif
and was with NBC Films, and M(
TV.
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iL rRUsH joined Creative Manage-
nt Associates’ New York office as
seneral executive. He had been with
LA-TV for over 11 years, most
rently as a vice president in net-
vk sales.

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

'HOMAS J. MC MANUS, executive
v2 president of ABC Films, was

i othe jury of last month’s Montreux
Iernational Tv Festival.

ERNIE A. WILENS joined CBS as
v: president for Europe in the cor-
pation’s new theatrical films divi-
si. He will headquarter in London.
Vens was with the William Morris
Amey from 1950 to 1967, the last
scn as head of the agency’s New
Yk molion picture department.

T
c‘}IMERCIALS MAKERS

ARLO  LEWIS joined Norman,
Crg & Kummel as general executive
& member of the hoard of direc-
lo, developing tv shows for the
aiey’s clients.

¢ has had a hand in many shows,
fQ the Ed Sullivan show which he
Pluced from ils l)eginning in 1948
(Continued on page 38)
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Advertising Directory of

SELLING COMMERCIALS

Fedder’s Air Conditioner « NC&K

. IJ £

LM ASSOCIATES, INC., New York

=0

FhRD FI

Knudsen Creamery Company Grey Advertising

s > - o s
SANDLER FILM COMERCIALS, INC., Hollywood

Florida Citrus Commission « Lennen & Newell

R e
PELICAN FILMS, INC., New York

Lone Star Beer o Glenn Advertising
R

French’s Mustard « J. Walter Thompson

LIBRA PRODUCTIONS, INC., New York

ELEKTRA FILM PRODUCTIONS, New York

Ger.oral Electric “Pellets” « BBDO

PAUL KIM & LEW GIFFORD, New York

National Brewing Co. « W. B. Doner

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
and 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
New York: 212/MU-7-7080
San Francisco: 415/PR-6-6055

Kodak

TRADEMARK



to 1961 to the Perry Como Kraft
Music Hall specials. For 12 years
he was executive producer in charge
of all comedy and variety shows at

CBS-TV.

ALLEN KOEHLER rjoined 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.

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,
Coffee Council,

Nabisco, and Coca-Cola, and has

on International

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
DDB 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 inviled to show their work at
the World Retrospective of Anima-

Yardley “Slicker” .

Groom & Clean

Macleans

Colgate

Think Drink
“Ring”

BOAC

Clairol

Halo

Chanel #5

Camel

daVIO LUCAS ASSOCIATES 7 WEST 46Tth.sT. LT 1-3970

COMPOSING ARRANGING A&R DIRECTION

tion Cinema in Montreal, Ay

13-18.

CARL CARBONE joined the Thqa:
Craven Film Corporation as a ro.
ducer director. Carbone had ¢
with VPI, and earlier headedis

own sludio.

JOHN GONSER and HARRY s
joined Cunningham & Walsh, in
ser as a tv producer, Hess awur
associate tv business manager.
ser was a producer-director at ec
Bates, and before that was gl
Young & Rubicam in Toronto h
MacLaren Advertising; Hess a
studio manager at Televideo ro
ductions, and before that was il
Dancer-Fitzgerald-Sample and 5

BILL DOCHTERMAN joined In
Plus, Ltd. as producer and saledi
rector. He had been with Specio
Associates, and before that was il
Lennen & Newell, where he hee
the commercial operations det
ment, and Norman, Craig & km
mel, where he produced commer:l
and coordinated network progri

Composer AL HAM set up his#
shop, Al Ham Productions, to 1k
music for commercials. He has 1
ten, arranged, and conducted sce
for a number of commercials.

QUICK CUTS

ED KASPER, a founder of Filmw:
has set up a new studio, Ka’
Jadenhausen & Doud. The Ba?
HAUSEN is ROBER® A., who had
a vice president and account sV
visor on the R. J. Reynolds acc!
oroup at William Esty, where £
ier he was a film producer.
bOUD is ROBERT, no middle in
who was with VPl and before ©
with Don Fedderson in Holl)"‘ol
and Wilding-Fedderson in New Y

THE PERILS OF PITCHMEN

The past tv season has often S,“
ed like the Era of the Schleml}"
commercials, with the high t'n
pitch of Born Losers cutting thr’:
the thick authoritarian baritonesl
basses of those Demosthenes of
Dollar, the pro pitchmen.

There’s been a lot of SPOOﬁ“

{
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.camera salesmen, with Milque- Lo i |
c;and bumblers taking over as ‘ Advert'S'ng ﬂgrect@?y Of

elen on products ranging from

sta  orange-flavored (lrink. ’tf) | SELLING C@ |

ouwash to razor blades to cigar-

| Big Daddies are disappearing, o
ng their dulcet and orotund |
ie:0 the walls. Commercials spoof Pontiac GTO “Lancing” « MacM, I&A Standard 0il » BBDO
omereials, and salesmen take a ; -

17,
"'}’lalesl campaign o wear a
Dow with Willy Loman” button is
e, pitched to kiddies, cooked
bJack Tinker and Partners.
t campaign is built around the
app figure of The Daddy Who

i for Tootsie Rolls: the poor | pyoieic pommenciaLs, Los Angeles N. LEE LACY/ASSOCIATES, LTD., Los Angeles
a’t get himself and his Tootsie-

acke attache case home from the

at night without resorting to
tems:  disguising  himself in Quaker Qats Co. - Cnmptnn Advertising Topper Toys » Dancer-Fitzgerald-Sample
g hiding up a tree until the y 5 ¢ —
noof candyv-crazy kids goes
ome)r heing conveyed to his door-
¢ an armored truck. All the
is  the neighborhood know he
k for Tootsie Rolls, so they
ontet him pass.

dcrding to Tinker copywriter
arlow and art director Frank |
kbe idea for the commercials,
icl were executed in color by
tlev eo, came from George Philips,
fcure vice president of Tootsie
hen he moved from Chicago
Ne Jerse” |
O e way home from the office
day his kids started at their
100l, he was besieged hv a
tkids who had gotten the word |
[ was The Connection.

B2 A R R, SR ’:-'-"’m"

WEGN CONTINENTAL PRODUCTIONS, Chicage WCD, INC., New York

Reynolds Metals Co. - Clinton E. Frank Westmghﬂuse . McCann EfleSﬂn

UG AND Go 8 : i
y SARRA-CHICAGO, INC. TAPEX, New York
' v and touch. Play touch fool-
Wlis, or run a series of touch
fiba games on tv. That’s what
rd has in mind for the first | Squibb (Sweeta) » Benton & Bowles Xerox “Country Store” « Papert, Koenig, Lois
Pcige to he put together by his BN

tunt agency, Tony Ford Man-
ne .

Tdecided 1o go on his own and
e agency last month after 17
an agent with General Art-
Cor. and earlier with MCA.
*itial package on the slate is
It Annual Pro ( elebrity Touch
B¢ Game. Ford hopes 1o get a
“Oto sponsor the contest, and

. & 3 ot -’p .
MUVIERECURD INC/ESTUDIOS MORD, New York 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 I'. 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
voung 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 com-

40

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, Mr. 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-lberic 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 un poco like Anthony
Perkins, transfixing each other on
the autumnal roads. of Spain, decor-
ating - landscapes which might be
found anywhere in the North Tem-
pé’rate Zone, or the South Temperate
Zone for that matter.

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 Esi;
the walls of Avila, the Alcaz
Segovia, windmills of La Manch {
cathedral of Burgos, etc.) are lk
together by a drum roll.

Movierecord also makes in-
tional commercials, compose
takes made in a variety of locay
as in campaigns for Lark anf{
Chesterfield filmed in Madrid, '
Lisbon, etc. Movierecord has pru
tion branches in Lisbon and i
and also in Barcelona.

Estudios Moro, the film-mi:
nucleus of the Movierecord cosl
of 28 companies, recently oper
new headquarters in Madrid, a iz
ling white building in the Ini
tional style with some 5000 s
feet of soundstage space alone,ll
a number of recording studios,s
stages, and editing rooms.

Currently “Los Moros,” the .
brothers, Santiago and Jose Luia
turning out some thousand com
cials a year, for tv and for cin
use in markets spread from Swi
to Tierra del Fuego.

LUCKY NUMBER

Thirteen is a magical and af
cious number for independent 1
makers; it’s the number of fear
often contracted for in deals i
networks and station groups.

Currently shuffling the cards!
hoping a tv production deal
turn up are Barry Lane and Da
Softness and John Softness, bro?
active in broadcast publicity andf
motion through their company,
Softness Group.

Together with Lane, the Softniji
have set up a feature-film produl'i
company, Rainbow Productions, |
and they’re negotiating with Hl
wood writer-producer Pat Du:
toward the possibility of makil
film out of Ruark’s novel, Uhur

Lane is also associated x
Louis Hayward and Edgar U
in Associated Film Artists Pro
tions, which has a 13-picture
with the CBS Owned tv station:
do Henry White’s Sagittarius PI'C:E
tions and Harold Goldman’s
vision Enterprises Corp.

(Continued on Pag:
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Vall Street Report

pdman Muntz. One of the color-
funames in the earlv days of tele-
vion has vanished from corporate
lings with the change of the name
ofMuntz Tv to Television Manu-
faurers of America.

he name change was made earlier
th vear and under its new name
th company then sold $2 million
wth of 6l per cent convertible
swrdinated debentures to the pub-
lithrough an underwriting syndi-
ca headed by Dempsey-Tegler &
Ce

Madman” Muntz was one of the
grt promotional figures of televi-
it in its pioneer davs. He exploit-
«his own personality to sell sets
an build a following from 1950 to
% But in the final years of
Miz’s was
rnd while his hoopla was reach-
nets peak.

activities  he losing

'€ Company wenl into reorgani-
zaln in 1954 under Chapter 10 of
th Bankruptey Aect and remained
M judicial - supervision  until

~In the interim period the com-
b paid off $315 million to cred;-
lor and stock worth $1.1

i to them.

1ssued

day Muntz has no connection
MUthe company and it has been
eting profitably regularly since
195 The afier-1ax earnings in those
I vears totaled $5.1 million and
e et worth of the company has
"¢ from zero to $3.2 million. And
bks as jf the company will he
“uly prosperous in its tenth year.
‘F' the six months ended last
P'ﬂ)‘.m'_v 28 TMA reported sales of
Hmillion and earnings of $204. .

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 while sets and stereo units. The
picture tube sizes range from 172
to 295 square inches, to use the new
GI parlance. Prices on its color sels
range from §299 10 $1,000, for black
and white {rom %99 (o $350, and
for slereo 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 tv sales
accounted for $12.9 million of the
total volume (tv-stereo combinations
accounted for more than 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 vear, 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 ils own cabi-
nets and assembles all of its v,
phonograph and radio sets. Also 85
per cent of its cabinels 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

e o
Five-year Summary of Tv Mfrs. of Amer. (Muntz-Tv)
1962 1963 1964 1965 1966
i = (millions) §113 $11.7 $11.7 $11.4 $17
?' Earnings Sl million  §632,000  $251.000  $322930  §728995
[ Share 71¢ 43¢ 17¢ 22¢ 50¢

wWo ... ‘
jual 10 20 cents per share. That

Was a
decline from the comparable

nng), period of the

. previous
Aty

" was still an impressive

Bl
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as RCA, National Video, Standard
Kollsman and others.

The  distribution
which TMA has buill up is a rather

organization

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 45 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-
caled in 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-
vale 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 $2.6

private label sets to the mail order

sold million worth of

company and that volume represent-
ed more than 30 per cent of its total
sales for the period.

TMA  received

seven contracts

41



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-
ive 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. 1t pays a royalty of
$1.73 on each color set which it pro-
duces.

TMA and its subsidiary employs
an average of 535 employees, most

It dethe
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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: B The CHEMI-
CAL INDUSTRY including
DuPont, Union Carbide,
Allied Chemical, Monsanto;
B DRUGS covering Merck,
American Home Products,
Bristol Myers, Johnson &
Johnson, Pfizer, Sterling
Drug; B 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.

The Magazine of Wall Street

c0
oBrC
(CAN ‘“ aWne!

wollip fiet

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.

120 Wall Street, New York, N.Y. 10005

| enclose $5.00 for 6 issue Trial Subscription

]

[

‘l Name 2=

I Address |
|

i City State Zip {
IL Special offer open only to new subscribers. T4 JJ
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of them in the main plant at Wh
ing, 1ll. and, 130 in the Michig}
plant. Emplovees 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 |
price is subject to adjustment
offset dilution if the company iss|
any other stock for purposes ol
than conversion—such as a merj
The debenture issue contains a se
of restrictions governing merg
dividend declarations and of
moves which could in any poss
way weaken the position of the
benture holder.

One notable one is that the el
pany is required at all times to mi
tain consolidated net working i)
tal of not less than $21% milll
IU’s also interesting to note that |
company does not have large lia
ities in the form of past sen|
charges for pension plans. its le
obligation is moderate and tb
were no management or service
tract fees from 1964 to 1960.

Tiger’s Father To Retire—Rol}
M. Gray, advertising and sales li‘
motion manager of the Humble |
& Refining Co., will retire Mﬂ)’:
He directed development of Hum.bit
“Tiger in Your Tank” adverlis
campaign. Gray was an account
ecutive with BBDO from 193Q
1934 when he joined the adverts
department of Esso Standard Oilt
now part of Humble Oul.

Television Age, May &1



May 1967
Television Age Netv

BT
AM SUNDAY
PM ABC CBS NE
| NBC 9:00
ey ] |
6:00 9:15
i
6:15 |
g 9:30 4
T D—————— - 1‘ 1
8130 Beany & I Sunrise
he Scherer- # ¢ 9:45 Cecll Semester
MacNeil 6:45 !
Report !
; 10.00 —
~ 7:00 { '
i | Linus
i . Lamp Unto
10:15 The My Feet
7:15 ) Lionhearted
' 10:30
e ————— 7:30 i
4 Peter Look Up
s ‘ 10:45
Flipper 7:45 ! Potamus & Llve
| 11:00
— 8:00 : 1
| i .
: ull- Camera
Please 11:15 Inkl h
Don't Eat 8:15 ‘ winkle Three
he Dalsies | | 11:30
- 8:30 l ’
s 4
: 11.45 Dls?uvery
iet Smart! 8:45 | S 67
!
_ 0:00 - | 12:00
| 12:15
9:15 ! |
12:30 —
' 9:30 i
| o Face The
| 9:4% 12:45 Natlon
sy f40:00 i 1:00
i e g
b Movles ! i T
I rections
10:15 f '67
10:30 1
RORELS ; i ABC's Wide World of Sports ABC Bullv. o
| i ABC Sat 5 J. B. Williams, Bris- tient
11:00 ’ tol-Myers, participating = g |
B i Amateur Hour CBS Sun 5:30 Cand
; i J. B, Williams Capt:
I { American Bandstand '67 ABC Sat
e Sh"l """ i ; 1:30 Heinz, Carter, Vick, part. ces
b e —— ¥ J And ] Child
I y of Mayberry CBS M-F 11
§ participating conc spot
} Another World NBC M-F 3 part. Cool ver-
i As The World Turns CBS M-F 1:30 Ll the
| i P&G, participating Datel Real s
,"%IBC F 8 participating Atom Ant NBC Sat 9:30 participating
”ﬁ;’;::ihn‘;w NBC M-F 11:20 I The Beagles CBS Sat 12:30 part. L';es
ha uth CBS M 10 G-F i Beany & Cecil ABC Sun 930 y
~ NIt at the Movies NBC i ultiple Products, Gen Foods, Dick
o ticipating k participating
Vrstentury CBS § i The Beatles ABC Sat 10:30 Deluxe, .
n tbide ! s i Nabisco, Alberto-Culver part. g:;it
RN W 7:30 part. ! Beverly Hillbillies CBS M-F 10:30 ek
0 . Hilloi?
Wesing
‘e 4 : The Bugs Bunny Show ABC Sat 12 The
. Wonderful World of i Deluxe, participating EXECUTI
T "1 Sun 7:30 RCA, Kodak, i President
! KSD-TV,th
“ypa'zht at the Movies ABC Storer B’ou,is,
. 3 Stations
Corinthia,

“y Le? €BS Sun 10:30

.\Cipmg
'av s West i
ncigm CBS F 7:30

General I'Ng
hon. mentact,
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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 genera! 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.

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

JUME o(o‘d%e

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;
B DRUGS covering Merck,
American Home Products,
Bristol Myers, Johnson &
Johnson, Pfizer, Sterling
Drug; M 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.

Name.. ...
Address

State
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= i
The Magazine of Wall Street
120 Wall Street, New York, N.Y. 10005
| enclose $5.00 for 6 issue Trial Subscription

Special offer open . on/y to new subscribers. T4

EVERY ISSUE contains our
famous charts including
“Measuring Market Support”
which signalied 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.
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of them in the main plant at Whe.
ing, Ill. and, 130 in the Michig
plant. Employees in both plants ;
unionized but are now covered ;

contracts which do not expire w]
1970.

The TMA debentures contain
right to convert into common an
price of $7 per share although tit
price is subject to adjustment )
offset dilution if the company isss
any other stock for purposes otir
than conversion—such as a merg.
The debenture issue contains a ses
of restrictions governing merge,
dividend declarations and otlr
moves which could in any possie
way weaken the position of the -
benture holder.

One notable one is that the cc
pany is required at all times to ma-
tain consolidated net working ca-
tal of not less than $2V5 milli.
It’s also interesting to note that &
company does not have large lial-
ities in the form of past serv®
charges for pension plans, its lez
obligation is moderate and the
were no management or service ¢

tract fees from 1964 to 1966.

Tiger’s Father To Retire—Rob!
M. Gray, advertising and sales P’
motion manager of the Humble
& Refining Co., will retire May -
He directed development of Humb?
“Tiger in Your Tank” advertis?

nt -
campaign. Gray was an accou.

ecutive with BBDO from 19307
1934 when he joined the advertiss
department of Esso Standard 0il &
now part of Humble Oil.

L
Television Age, May 8
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e e T SRR
L DAY
SUNDAY MONDAY nee | A Y ces Maae s cBs
PM ABC CBS NBC ABC CBS —
: Frank
a:00 l'wentyt First Thhsccree
Centur
5:15 L] Reped
5:30
$:45
Bell e e
":00 Actualities e
s| Huntley- Evening New: Evening Ney
E\xl?{‘hlngWar:teewr Brlr:lkleyy With waiter With walte
115 Lasste Cronkite Report Cronkite N
Voy;z:tl'o
The Bottom = =
| :30 of The
Sea e .
i Gilllgan's he Batman
| 45 %t':'%t;t ls|§nu Monkees
’ Lost
:00 wﬁ};ne,':ﬂ,f,{ s Hlor?sne Combat Daktarl | InSpace
. World of Color
‘ I Dream
f| :15 Terrific of Jeannle
y The Ed | The
4 :30 FBI Sullivan Maonroes
' The
‘F :45 Hey, Rat The Lucy Capt. Beverly
| tandiord Patrol Show Nice Hllibllijes
A
. The Red -
100 - Invaders Skelton
Andy Green
L 15 Saony | oot L
Smuth l'hed
1 mothers Roa = =
‘30 Brothers Bonanza West
Gomer
45 Peyton Family Peyton Petticoat , Pyle,
Piace Atfair Place Junction Vednes- USMC
day
1 The
0o Sunday lnght — o e Night = Sr———
Movle
11s To Tell Movle
Camors the Trath
130 Run For Th cBS
Andy Blg Your ne P Danny
b — ublic
willlams vailey Lite Fugitive Affalrs Kaye
i(15
WIaks o5 Password
ino ,
—_—_\‘\__
15
Bob Youn CBS - ¥
With rneg Sunday Tonlght Show Tonight Show Tonight Show f————~_ L =
News News —]
4BC \pe ABC sat 10:30 Bonanza NBC Sun 9 Chevrolet Evening News with Walter Cronklte  jackle gleason CBS Sat 7:30 part, |
kG go gy AB T.H.E. Cat NBC F 9:30 CBS M-F 6:30 participating mer Pyle CBS W 9:30 Gen. Foods
g CThio Go y
|lingt0n Singer, participating Lever Bros., R. J. Reynolds F Troop ABC Th 8

“"@Y{ifﬁth Show CBS M 9
1}

, Foods

WA iams NBC sun 10
Hicipating

The ‘{ngers ABC F 10 part.

g"miABc W-Th
U luatities NBG Sun 6:30

U Hinbitties cBs w 8:30

: Kogg, 'R, . Reynolds
°gmm ABC Th 8:30
hl?)Iet, Quaker Qats

The 8valley ABC M 10
8 ‘icipating
"% He Chryster Theatre NBC

7:30 participating

W9

. Ng with the News ABC Sat-
Siﬁ:],s °

|

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.
Comhat ABC Ty 7:30 participating
Daktari CBS Tu 7:30 participating
Daniel Boone NBC Th 7.30 part.
Panny Kaye cas w 10
American
Adv. PGM, participating
Dean Martin Show NBC Th 10
participating
Dragnet NBC Th 9:.30 part.

The Ed Sullivan Show CBS Sun 8
participating

robacco, Electric Cos.

Quaker Qats, Miles, Beecham, Jg&J

Family atfair cBS M 9:30 p&gG, Philip
Morris

The FB!I ABC Sun 8 Ford
The Felony Squad ABC M 9
L&M, Warner-Lambert
Flipper NBC Sat 7:30 participating
Frank McGee Report NBC Sun ¢
participating
Fri Night at Movies CBS Fri 9 part.
The Fugitive ABC Tu 10 participating
Get Smart NBC Sat 8:30
Lever, Amar, Home Products

Gilligan's tstang CBS M 7:30
participating

Girl from U.N.C.L.E.

1 U.N. NBC Tu 7:30
participating

I_?

Green Acres CBS W 9
P&G, Gen. Foods |
Green Hornet ABC F 7:30 Dﬂft'C'D:tlng
BS Sat 10 Amer. Home
Gunsg‘r%z%ctcs.sAm. 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 9:3p
participating

Huntley-Brinkley Report NBC ?OIF 7

I Dream of Jeannie NBC M 8oduC§aze
Palmolive, Am. Home Pft s

The Invaders ABC T 8:30 ‘Dafci

Iron Horse ABC M 7:30 p-rticiPating
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of $7.7 million wor

black and white setsyork Program Charf_DGYfime
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The extent to
- Mighty Super Issues And
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) 3:30
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QM/QG A Miltion Show Squares e e 8 Jetsons 4:15
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sionals on Love Of McCoal
g g The Road
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read The News—12:25 Show
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ves th Search For Eye
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Importani Reed Show Gorilla Beagles : Lucy
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are made = sunl Amateur
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pity Tom & . Hour
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DuPont, L
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American'i"kle ABC Sun 11 Deluxe, Gen.

Bristol M
Johnson,

Foods, participating
:ra Three CBS Sun 11 part.
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id Camera CBS M-F 10 part.

Drug; B ., «,
: ngaroo CBS M-F 9 part.
MICROE Soccer CBS Sun part.

COvering rep's poctor 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.
Abrasiveiine: Hollywood ABC M-F 10:30
part.
EVERynating Game ABC M-F 4 part.

— of Our Lives NBC M-F 2

panieparticipating

Van Dyke Show CBS M-F 11:3n
trendsparticipating

tions '67 ABC Sun 1 part.

very '67 ABC Sun 11:30

Multiple Products, Gen.

participating

| enclobactors NBC M-F 2:30
participating

Name.

Addre

City....

Foods,

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.

House Party CBS M-F 2:30 pe
| Love Lucy CBS Sun 5 p
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 ]

Linus the Lionhearted Show
0 Gen. Foods, particif

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, participé
Major League Baseball NBC
part.
The Match Game NBC M-F 4
Meet The Press NBC Sun 1
Mighty Mouse Playhouse Ct
Gen. Foods, Deluxe, A
Products, participating
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sl | e
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,gp Pat Boone NBC M-F 11 part. Superman CBS Sat 11 participating
o PassHiurg (?BS M-F 2 participating Supermarket Sweep ABC M-F 11
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M-F 5:30 part. AT
participating

Peter Potamus ABC Sun 10:30
2: Gen. Foods, participating Tom and Jerry CBS Sat 1

Porky Pig ABC Sat 9:30 Gen Mills, Mattel, Quaker Oats, part.

Multiple Products, participating Underdog CBS Sat 9:30 participating

] The Road Runner CBS Sat 12 part. Viet Weekly Revi
at Sandy Kouf; ietnam Weekly Review
Hﬂz) ¥ Koufax NBC Sat 2 part. NBC Sat 4:30
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tient

ran-

spot
lver-

the
Real s

U.S. BR
Raymonc
Westingt

EXECUTI
President
KSD-Tv, th,
Storer Brigyjs,
Stations
Corinthia.
General I'NE
hon. mertact,

52)

48
49



from Wa
of $7.7

black an
31, 1967
conlracts

$3.8 mil

The
vale lab
Wards—
tive witl
gene
which
willing 1
intends
as muc)
brand b

one and

or

the man

The t

42

L

t

New series of TV specials

itories of real people around the world filmed on the spot by United Nations Television tean”

OADCASTERS' COMMITTEE FOR THE UNITED NATIONS Thomas B. Shuli, Chiarman
| B. Welpott, Executive V.P., NBC, Vice-Chairman 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 CJ F. S. Gilbert, Genl. Manager, Time-Life Broadcasters [ Harold Grams, Manager,
St. Louis Post Dispatch [0 Jack Harris, V.P., KPRC-TV, Houston Post Stanton P. Kettler, President,
sadcasting [0 C. Howard Lane, V.P., KOIN-TV, Portland, Ore. [ Clair McCullough, President, Steinman
(J Donald McGannon, President, Westinghouse Broadcasting C. Wrede Petersmeyer, President,
n Broadcasting Corporation A. Louis Read, V.P., WDSU-TV, New Orleans James Schiavone,
VNanager, WWJ-TV, Detroit News [ J. S. Sinclatr, President, WJAR-TV, Providence, R.l. (1 P. A. Sugg,
nber (] Ben West ,V.P., KOCO-TV, Oklahoma City, Okla. Frederick A. Kugel, Founder

| J;
“|nternational ¢

TV stations can secure the
nd an,‘

series, retain prints for repeat shc‘>wi‘n§lS a UN b
for official correspondent accreditation at
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 Televisiott
Room 837, United Nations, New York

Television Age, May 8



TELEVISION AGE

Amore affluent, better educated
population, growing more se-
b in ils choice of leisure time
elivies will present “serious chal-
ing to the tv medium’s dominance
[ tl nation’s leisure time.”
Tl is according to Martin L.
leran, president of Edward Petry
Colnc., New York, in an address
forthe Annual Convention of the
fme:an Women in Radio and
elevion in Atlanta Saturday. He
tadt some interesting predictions
outhe future of the tv industry
n(l. e role to be played by the
AlIC sales rep.
“Stions will be appealing to the
‘Ofevaried interests of a more
Plliicated audience,” Nierman
f}!d-.‘lxl an era of individualized
Ie“jl; in multi-set homes, each sla-
“0S programming  will become
07 )rersonalized ”
ecalled for “style, showman.
P 1d bold innovation” in station
"Og!'hming and  predicted that
F‘"Z::‘Zti\:iltl' have tlo probe the di-
e, c“li(l)}xllisn anth :eeds of many
mass, and

uild g .
oward g4 greater viewer 1in-
Ol\le],_nt s

T

' ]‘f].nfluence of the rep, he said,
dl'd ays been vital in the area of
lat) o

{ °'Pr0gl'ammmg, and he added;

Q .
for an even deeper and

&
tleviy, Age, May 8, 1967
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a review of

REPORT

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 oul-
look is for non-stop expansion. Multi-
set homes will be the rule, and there
will be 10 million more of them.
Color will have achieved full ma-
turity and 3-D will be waiting in
the wings. Home videotape will be

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

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-
verlisers 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, Inec., 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
May and June. Bob Storch is the contact.

{Continued on page 52)
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MULTI-CITY TV MARKET

2 : S : CHANNEL 8 reaches a great, thrivir
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S S, kets, as well as many other communitie
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OO K AUPHIN § ........l.‘.l ::: READ'NG DRI ¢
- 3 l!t!ANoN/\~ 1

“ HARRISBURG fI e

_cartiste
~

Another priceless plus: 26%* color pél
etration for its all-color local telecas
and NBC programs.
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ADAMS

chamsers\ounc’ ) e R Y *Based on Feb.-Mar. 1967 Nielsen estimates; subject to
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WGAL-TY

Lancaster, Pa.
Representative: The MEEKER Company, Inc.

i »w»- 316 ,0 00 WATTS New York - Chicago - Los Angeles « San Francist

Steinman Television Stations - Clair McCollough. Pr
WGAL-TV Lancaster-Harrisburg-York, Pa. «- KOAT-TV Albuqguerque, N‘M/l\
WTEV Providence, R.I./New Bedford-Fall River, Mass. «+ KVOA-TV Tucson
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Ine 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
iytime programming as well.

This AFTRA strike lasted only a relatively short period, but a cursory
ok at the preliminary audience data received at the time of this writing
dicates that the strike left its mark.

For the six daytime programs replaced by second-stringers during the
iike, the average fall-off in homes delivered (when compared with the
lter part of the week March 27) ranged from 11 per cent to 46 per
at. Sets-in-use in these time slots declined, overall, 20 per cent. All
ings for evening news broadcasts (in which station/network staff
umbers were substituted for most leading newscasters) dropped off
fim two to 17 per cent in homes delivery.

The implication of this data should “shake up” both networks and
s:ncies, which have come to place greater emphasis on “mass” and
Is on “audience” in the “mass audience” concept—the networks always
icentrating on “how much dough can we make if we sell ‘them’ (the
vwers) this way,” and the agencies asking “what is the cost-per-thou-
‘sid of those LOH’s?” But especially “shaken” is the buyer, who
lieved, with great conviction, that “they” (viewers) would watch roll-

“ I test patterns, if they were broadcast all day.

4 The aforementioned data implies that the tv audience (daytime and

s

fhge, anyway) does not consist of a bunch of morons, who, en masse,

4 Wich an “idiot box” out of force of habit. Instead, it reinforces the

fit that an audience consists of persons who individually possess loyalty
ttheir particular entertainment preferences.

Sut when these preferences are grouped into audience data, the viewer’s
“dividuality” is lost in an impersonal number, giving the appearance
tht his behavior is one of conformity, or “bandwagonism.” Looking at
- areat deal of audience data (as this buyer has) tends to reinforce that

a.ltude toward the viewing audience (a dangerous pre-conception at a

iz when we’re trying to learn more about audience attitudes and

bavior).

[ the recent strike provided anything “worthwhile,” it was this
t¢inder: The television audience is loyal, but not blindly so. Its con-
slients are individuals who possess individual judgment. Remove from
thn the standards of entertainment to which they have been accustomed,
sk up to a 46 per cent reduction in program audience. Tamper
- Wi desires often enough, and expect a 20 per cent reduction in tuning—
o th .’_ll shut you off completely. This sum of individual behavior is what
telision is really all about.

b Icidenlally, it was personally reassuring to see the networks—who
12 been, in my opinion, overly delicate in their “sacred cow” treat-
- M _Of organized labor in their news and editorial approaches—finally
Ulvith a sirike, Perhaps now their editorial responsibility to the public
110his area will be met “head on” with greater insight. But that’s
1 anher subject which might be discussed at another time.

.

3;‘5“"“ Age, May 8, 1967
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| The action station in
. the action city!

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 $59
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; WS0C AM-FM-TV, Charlotte; WI0D AM-FM,
Miaml; KTVU(TV), San Francisco-Oakland; WIIC-TV, Pittsburgh,
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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.
Wm. Esty Co., Inc., N.Y.)

n 8-week drive for DRISTAN breaks
1 in 15 or 16 major markets. Using
only, the push will last eight to 12
<. Charles Dropkin is the buyer.

Anheuser-Busch, Ine.
(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 tredits us with
NET DAILY VIEWING in 104,000
TV homes — net weekly viewing In
141,000 homes — in 39 counties.

$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.

VEN 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

The .%(;m Slalions

RADIO -
WKZO KALAMAZOO-BATTLE CREEK
WIEF  GRAND RAPIDS v

CADILLAC-TRAVERSE CITY / SAULT STE. MARIE

WIFM GRAND RAPIDS-KALAMAZOQ
WWTV-FM  CADILLAC

TELEVISION
WKZO-TV  GRAND RAPIDS-KALAMA200
WWTV/ CADILLAC-TRAVERSE CITY
WWUP-TV SAULT STE. MARIE
KOLN-TV / LINCOLN. NEBRASKA
KGIN-TY GRAND ISLAND, NLH.

92

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 on 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.

CHANNEL ¢
ANTINNA 1340 A.A Y.
s » ABC

Avary-Rnodel, Inc., i Rep

CHANNEL 10
ANTENNA 1214° AL AR
LI

Bank of America, Nat’l 'j
and Savings Ass’n.

(D’Arcy Advertising Co., Sa
Francisco)

May 14 is start time for this compais
summer buying. A 17-week push in 4y
15 markets will use fringe minutes i]

prime 20’s. Buying are Howard Reeu
Carrie Mansfield.

Bristol-Myers, Inc.

(Foote, Cone & Belding, Inc., .Y
The Clairol division is introducing
CLAIROL FIVE MINUTE COLOR|
piggybacks with HAIRDEW. The sctu
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 sect
buy, for QUININE WATER and BLE
LEMON breaks June 6 for a six-wt
flight in about eight markets. This }
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 BRE:
breaks May 27. The 80-market buy
reach women will use prime ID’s
exclusively. Buying are Dan Monahar
and Margaret Meinrath.

Who cares’

Choose WHO-TV . . . and |
Central lowa will care, !

RB COLORFUL 13
DES MOINES, 10WA|

;
Television Age, May 8,
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sbhe attraction of media buying
was too strong to resist. After
¢ and a half years as advertising
gnager for the Lanvin-Charles of
i Ritz Co.. Mary Burack was back
media, buying on the Chemwa;
(p. account for Delehanty, Kurnit
ler, New York.

There’s much more excitement in
lia buying.”
sior media supervisor said. “Work-

the newly appointed

1 in a small agency, vou have to
bome involved in marketing re-
ch and media planning as well
wying. We gel in at the start of
aitd campaign. Media personnel are
ituded in all client meetings, even

wn discussing the marketing con-

3
{

You find out the workings of the
wle industry you're buying for,”
added, “as well as the broad
trum of activity in the business
munity in general.”
he media supervisor, who studied
biness and advertising at Hunter
Ciege and New York University
fpit eight years as a buyer with
gl Rockmore Advertising  Agency,
Uurunner of Clinton E. Frank, Inc.
9l has been with DK&G for the

Wiux Topper Corp.

¥lncer-F itzgerald-Sample, Inc.,

&\ )
r"lllS is start time on a six-week push
MDHM\Y ASTRO, a relatively new toy
Wi ict. Kids are the target of the day

VI tes in a new test drive in about four
‘ets. Dennis Kelly buys.

;nercials break at issuc date for

¢ AX. The seven-week push will use
g minutes in around 25 markets,

B Bullen is the contact,

Mississippi

< Jackson

Area Buying Power

31,800,000,000

H4 gion Age, May 8, 1967

MARY BURACK

P81 50 dhid IMLLLLISSL MO

past lwo vears and now supervises
a stafl handling all divisions of the
Chemway Corp.

Since much of her responsibility
involves working with radio and tv
Miss Burack is interested in the ad-
vantages of buving 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 somelimes just isn’t
enough. If you’re a small advertiser
and don’t have 90 divisions to work
with, piggybacks are not often feasi-
ble. So the flexibility of being able to
General Foods Corp.
(Benton & Bowles, Inc., N.Y.)

Commercials for INSTANT MAXWELL
HOUSE COFFEE are 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
piggvbacks are planned through next
March. Bill Trwin is the contact,

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

Third quarter activity for HILLS
BROTHERS GROUND COFFEE break
Jume 5. The nine-week push will use

prime 20°s in from 80 to 100 markets.
Dianne Sommerfield is the buyer,

lever Brothers Co.
(BBDO. Inc., N.Y.)

Minutes and piggybacks will carry tle
message on SWAN LIQUID starting May
Il The seven-week push. supplemented

by a four-week flight June 4 and a three-
week buy June 11, will take the product
into a total of 90 markets. Sue Baron

1s the contact.

use independent 30’s becomes very
important.”

What price is she willing to pay
for these 30’s? “Whatever the rate
at any particular station happens to
be, so long as the station and the
time slot efficientlv meet our adver-
lising objectives.”

On another subject, she noted that
essentially  media
changed much over the years. “It
still involves considering the product,

buying hasn’t

its competitive position in the mar-
Ket, the target audience, distribution.
and pricing. And 1 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 today, 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.

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 Ruhenstein is the
contact,

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
Brown buys,

——— e

wWJ T . Sells

Metropolitan
- Mississippi

<~ Jackson

Area Buying Power
31, 800,000,000
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SofFT
ORINKS

AS ADVERT|SED *

COUNT ON
KOVR

FOR ACTION

[} SACRAMENTO

L3 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

i

O KOVR &

McCLATCHY BROADCASTING

BASIC ABC AFFILIATE REPRESENTED
NATIONALLY BY THE KATZ AGENCY, INC.

o4

Corn Products Co.
( Dancer-Fitzgerald-Sample, Inc.,
NY.)

This company’s Best Foods division
plans a buy for BOSCO to break May
15. The summer push will use {ringe
minutes to reach kids in a four-week
fllight. A six to seven 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.,
NY.)

An 1l-week push for HOLIDAY HAM
is currently in 25 major markets. Fringe
minutes and piggybacks with other
Cudahy products will be nsed. Activity
will last through the first week in July.
Buying is Les Davidson.

General Foods Corp.
(Grey Adverusing, Inc., NY.)

Third quarter activity for KOOL-AID
will be in upwards of 100 markets through
September 3. Fringe minutes 1o reach Kids
will be supplemented by some week-end
spots. Sheldon Jones is the contact. A
renewal buy on YUBAN coflee 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
May 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.)

Comniercials for various Heinz products
are in about 25 markets at issue date.
Fringe piggybacks and prime 1D’s are
being used to reach women in a 12-week
drive. Madeline Blound buys.

Manhattan Shirt Co.
(Needham, Harper & Steers, lnc.
N.Y.)

Activity starts May 15 on a five-week
flight for MANHATTAN SHIRTS.
Fringe minutes and prime 1I)’s will b
used in 36 major markets. Buying is
Naney Clifford.

Mem Co.
(Young Smith & Dorian, N.Y.)

A pre-Father's Day push for this
company’s English Leather line breaks
May 22 in the top 25 markets. Fringe
minutes, prime 20's and ID’s will be
used for about four weeks. A 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-week
buy for LIPTON TEA. Fringe minute

and piggvbacks will be in the top 50
markets. Hank Tom buys.

Miles Laboratories, lnec.
(lack Tinker & Partners, N.Y.)

Piggvbacks and minutes for BACTINE
ANTISEPTIC LIQUID and CHOCK
REGULAR begin May 15, in more
20 markets. The fringe spots to reach
kids will run 12 to 13 weeks. Buying
are Bernice Gutman and Chuck Beibe)

National Airlines, Inec.
(Papert, Koenig, Lows, Inc., N.}

A six-week summer push is tentatively
scheduled 1o start July 10. Fringe mim
will probably be used in 14 markets.
Buving is Roberta Goebel.

Leon Drew, program director |
KNXT, CBS-owned tv station in i
Angeles, has been promoted to g
eral manager of KMOX-Tv, the 1°
work’s station in St. Louis. He v
also named vice president of C
Television Stations Division. Dr
was formerly program director |
the St. Louis station before his KN
assignment in 1960. At KMOX-
he succeeds Gene Wilkey, a C!
executive for 23 years. Wilkey il
continue his association with €
under  special  assignments [t
Merle lones, president of CBS T€
vision Stations Division.

WJTYV..sells
Metropolitan|
Mississippl |

<« Jackso

Area Buying Power
$1,800,000,000
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' ftional Biscuit Co.
(m. Esty Co., Inc., N.Y.)

1s company is introducing PUPPETS,
n' plastic puppet-shaped cereal &
pkages for all Nabisco cereals. Fringe
s ute commercials will carry the .
nsage through mid-June in 35 major
nkets. Buying are Frank King,

ron Lilac, and Ed Moir.

Ppsi-Cola Co.
(vote, Cone & Belding, Inc., N.Y.)

Antative five to six-week drive for
FTO CORN CHIPS, to break at issue
di, was being considered at presstime,
P1s at that point called for the use
ofay and fringe minutes in no less

th 10 markets. Peter Mann is the
ciact,

Picter & Gamble Co.
(inton & Bowles, Inc., N.Y.)

Sumer activity for CREST breaks at

i+ date in around 70 major markets.
T/ 12-week drive will use fringe minutes
ar prime 20's. Buying are George

Cicio and John Frisoli. A heavy-up
bifor CHARMIN toilet tissue is

wently in 17 midwest. western, and
ohern markets. Late fringe minutes
wirun throngh the end of June. Steve
Gut is the contact.

.'va (Ted) Bonda, president of
dior Parking Company of Ameri-
Cauas been elected board chairman
of TT-Avis Ine. Avis and APCOA
r:both, operaiing units of the In-

2"Mion(1[ Telephone & Telegraph
0y,

JTV. . sells

¥ Vletropolitan
i [Mississippi

b Jackson
|

W | Area Buying Power
| | 81, 800,000,000

Shell Chemical Co.
(Ogilvy & Mather, Inc., N.Y.)
Introduction of NO PEST STRIP

insecticide. whiech began in three markeis
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 be the prime
vehicle. Mary Maloney huys.

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 1D’s. Expansion to additional
markets is expected next fall. Nick
Langone buys.

Timberland Producis Co.
(Alden Advertising, Inc., N.Y.)
Commercials for BRIX CIHHARCOAL

will be in eight major markets starting
Muay 25. The initial one-week flighi
will be followed by a second short flight
from June 28 through July 4. Fringe
minutes are planned. The contact is
Jack Casper.

United Fruit Corp.

(BBDO, Inc., N.Y.)

A six-week buy for CHIQUITA
BANANAS will use fringe minutes
through June 5. This initial two-market
test will be followed by a heavier tv
schediile 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
executive director at the Mc-Cann-
Erickson Inc. Center for Advanced
Practice, New York. She was jor-
merly copy supervisor at Doyle Dane

Wexler was appointed an

Bernbacl, Inc.

CLASS WITH

| FRESNO o CALIFORNIA

GO FIRST

KMJ-TV

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
1s KMJ-TV.

Data Source: SRDS, January, 1967

McCLATCHY BROADCASTING

BASIC NBC AFFILIATE REPRESENTED
NATIONALLY BY THE KATZ AGENCY, INC.




Revlon, Inc. Pet Milk Co.

(Leber Katz Paccione, N.Y.) (Gardner Advertising, Inc.,
A pre-Father’s Day pilot buy for PUB St. Louis)

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.

WJTYV..sSells

 Metropolitan
‘ ississippi

An 1l-market test drive for

COMPLIMENT MEAT SAUCE break
May 18. The four-week flight will us
fringe minutes and prime 20’s to rea
women, Rose Busalacki 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.

= _ _ Procter & Gamble Co.

(Young & Rubicam, Inc.,, N.Y.
- QUAD-CITIES
THRU TRAFFIC J}

Summer activity for SAFEGUARD
"~ t’ \ &

deodorant soap is now in 40 major
|
| ‘ ||‘ &;‘ .
I
E4

Procter & Gamble Co.
(Compton Advertising, Inc., N |

Fringe minutes and piggybacks carnhe
message on IVORY SOAP in 20 ma:
markets. The schedule will probablyy;
through the summer. Buying is Sue Yog

< Jackson

markets. Fringe minutes and piggybac
will be used primarily. Bill Boyle d
the buying.

s

| QUAD-CIES A USAS

.
PO L
s

Network Rate Increas:

CBS-TV:
wtvy Dothan, Ala., from $350
$375, effective October 15, 1967.
Kavs-Tv Hays, Kan., from $130
§150, effective October 15, 1967.
wJHL-Tv Johnson City, Tent
from $475 to $525, effective Octobt
15, 1967.

o -
A Y

.6

Put the
middle
of the
mitten..

“WOC-TV bridges the entire
Q-C mini-megalopolis”
says Harold Heath, WOC-TV Sales Manager

LANSING
®

BATTLE CREEK  ANN ARiv
® (]

JACKSON

s |

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 1% million people. WOC-TV
bridges the entire market, the largest between Chicago and Omaha,
Minneapolis-St. Paul and St. Louis.

in the palm of your han

WILX-TVL

1. More efficient distribution of cirt

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.

WA B
OCi 6

Serving the Quad-Cities
markel from
Davenporl!, lowa

« Rock Island-Moline-East Moline, lllinois

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

WOC-TV .. where the NEWS 15
WOC-TV . .. where the COLOR is
WOC-TV .. . where the PERSONALITIES are
*Davenport-Bettendorf, lowa
56

tion.

2. Dominates southern half of cir’
tion. (Lansing and south)

3. Puts more advertising pressuré W
it's needed most.

4. Gets you more complete coverage
less overlap.

WILX-TV
555 Stoddard Bu:ldmg
Lansing, Michigan 4

Television Age, May 8 }‘:
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ent (Continued jrom page 23)

thg if not to a faretheewell just
wit the going market prices are,
a how much the traffic will bear.
‘his push for top price on spe-
rs, top price for the stellar per-
fcners in the specials, some say,
m’ be more of a factor, as specials
pliferate, in ultimate production
cés to networks, than could be any
picager’s commission, whether 5 or
1er cent, or 215 per cent.
ut getiing a good price for a spe-
i. for a client, or a oneshot pack-
ag may not automatically add to
thagent’s profits. David Begelman,
counder with Freddie Francis of
Cntive Management Associates, a
—fagrowing talent agency, pointed
outhat the risk to the packager of
ecial is far higher than any risk
iuby the packager of a series. He
st they save the networks money.
these days of the step-deal (net-
wo-financed pilots. from which the
nesrk may pull out at any of sev-
eristeps from script to screening),
theretwork invariably finances the
~fers, now that the free-ball pilot
(linced by the producer with no
hel from any network) is a thing
of e past, and so from step-deal to
slejleal, from step to step in a step-
dea increases in budget are covered.
It on a oneshot, the network
buyit at a pre-set price and if pro-
duon goes over the prescribed
bucst, down the drain goes any
#I0° possibility for the packager.
]" sense then. a packager’s de-
el incurred on an o er-budget
speal, is g saving to the network.
Aother way packagers save the
At rks money, according to Wally
Jp_‘"n, head of the tv department at
il Morris, is by eliminating, in
Ml cases, the need for a pilot.
oy the talent agent saves pilot

A . .
M0t he added. is by presenting a
l*‘fC]ng

.

lreatment, and  putting
resyi ;
Presgions people together in a pack-

;‘{:and then clinching the deal
Hiperely 5 handshak
. shake or a pl
call, e
TP

- may be true, in some cases.
Oy, "R
'€r, one network, CBS-TV, cate-

Wil .
3 J-)’ refuses to huy any series

B
4 Silot. And only seven of the
W : X

all serjes were sold without
Leir

‘on Age May 8, 1967

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 do not
bear the same weight of responsi-
bility to the public as do the net-

agents

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 1o promote canned soft
drinks sponsored by AISI Comnmittee
of Tin Mill Products Producers.
Primetime 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
always 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, whatever 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-



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
oming off the profits as they accrue.

The way it appears today, as long
as chows are produced for television,
here’ll always be a talent agent—

nd 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, in effect, the sales representa-

usin

the £l

spectrum

of TVs
selling

‘power?

See Pages 36-37.
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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
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

of pitching

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 {
“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-

e

marking that William Morrishg
fewer clients per agent (there i
couple of hundred agents in the i
pany) than some of the smaller .
cies.

Jordan added that the big omx
tion has highly devele
knowledge of what’s going on, lip
written, and being discussed for
duction, through its “internal t
ligence” network piping thef
dope back and forth from the x
(“literary”) department to the xv;
department to the tv departmentmn
not forgetting nightclubs, etc.
The Smothers Brothers, Jda
noted, came to tv out of WM

more

lege-booking department.

“Talent agents are catalysts,”a
Irv Wilson, who recently joined
tv department of General As
Corp. in New York. A veteranr
gram producer, Wilson says }
now “more of a packager tha:
agent.” “We’re now more mecl
oriented,” he said. “Agents 1l
know the advertising business!
the economics of television. Thel
longer walk in and say, ‘Gee, b
got a show for you!” ” The ro:
the agent is no longer just “su
a piece of talent, but marketing.”

The Old Masters

Gone forever, it seems, is tho
stereotype of the agent. “That ¢t
ture has changed, it went out}
the brown derby,” said Wally Jo

The pot-bellied old-timer pe:
at his rolliop desk and clenchi
two-cent cigar butt in his yel
teeth while he lurches around i’
swivel chair and glims the new
asking, ‘What’s yer gimmick?”
all but vanished.

The new-stvle agent is  big
businessman, smooth-talking, ar
late, nattily and  unobtrus
dressed, and he closes his dea]'
fancy decorator suites or OVED
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 sur¥
and prospered in the Mac

Television Age, May 8,



Anue era—flung a goblet at pro-
fisr Otto Preminger.
1 Cold Blood, Truman Capote’s
.eeller, was the bone of contention
ireen the two. Eventually, weeks
alr Lazar’s momentary loss-of-cool,
pold it, wrapped up with writer-
ictor Richard Brooks, to Colum-
bi Pictures. He reportedly got the
10 per cent. Roughhewn or Har-
-Law polished, the full 10 per
or reasonable {raction thereof is
what the agents are after.

n the continued-nexi-week stuff,

htalent agencies won’t be taking a
, either. Ashley-Famous will still
a slice off the top of Tarzan as

cesenlative of the weekly series’
vager, Bob Banner—although
ors are flying that Banner may
swilch agents.

nd Ashley-Famous will also get
missions from a number of other
lies, including three produced
alent Associales, the David Suss-
shop. At this writing the Suss-
entries for fall—in pencil only
e He and She (CBS-TV), Inside
N.Y.P.D and (ABC-TV).

shlev-Famous  was doing even
'r a couple of vears ago during

‘Aubrey era at CBS with Herbert
lkin  packages running  along

1 Danny Kaye. Susskind’s East
West Side, and so on.

—

‘neral Artists Corp. has a passel
ackages on this coming season,
The lackie Gleason Show (not
20,000 a week, as noted earlier)
# e Perry Como Kraft Music Hall
10 he Newlywed Game (AB( ~TV)
uinn Martin’s The Invaders and
rwood Palace and Rat Patrol.

=

Perpetual P ppetries

lliam Morris, in addition to the
meniioned Smothers Brothers
ave the Danny Thomas specials,
egend of Will Sonnett (ABC-
Danny Thomas— Aaron Spell-

dady Griffith and a number of

# packages.

ative Munagemenr Associates
"B noy according to East Coast
er  David Begelman, crosses
than §3 million a year, has
*Val packages represented in the

H" u:hedu]es: \RC-TVS q“nd(”

Mon Age, May 8, 1067

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, CMA has put together nearly
a dozen network primetime series
packages.

Yet only about a third of CMA’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, Anthonv Perkins
and Tony Curtis as well as Jason
Robards
Streisand.

Lauren Bacall and Barbra

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 agent doing the packag-
ing.

CF2 uurrasonic

~CLEANER for
MOTION PICTURE FILM

Sciences Award of Merit for Outstanding Technical
Achievement.

Ultrasonic energy is the most effective an

d economical way to thoroughly and

rapidly clean motion picture film without mechanical scrubbing and wiping. The
cold boiling effect (cavitation) of ultrason

tion, Only the solvent touches the film and
solvent and residue. ]

® Restores clarity and sound to maximum
quality,

® Enhances the: entertainment value of
motion picture film and improves com-
mercials.
Assures static free film with color bal-
ance undisturbed,
Cuts projector maintenance costs , . ,
no dirt or dust carried into gates and
orifices . . . less hreakdowns.
Completely automatic . . . requires only
loading and unloading.
Costs only 1/20 of a penny_ per run-
hing foot to operate. ?
Used by every major motion picture lab
in the world.

!

DESCRIPTIVE BROCHURE WILL BE SENT ON
REQUEST, y

Patents

USA—2,967,119 Luxembourg—37,634
Belgium—582,469 Great Britain—909,421
France—1,238,523 Other World Pats.Pend.

LIPSNER-SMITH CORPORATION

7334 No. Clark St., Chicago, . 60626
Telephone: 312—338-3040

7427

ic energy performs the entire opera-
a forced air, flash dry-off removes all

l %0944
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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 buys 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 many 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 advocates of clustering. Says
Erickson: “Something’s got to give.
Too many interruptions could hurt
television more than
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 heen submitted unless NBC
favored it.

CBS is also sympathetie 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-

-

commercial

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’l 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 Doard and Howard H. Bell,
Code Authority director.

cago’s Graduate School of Bl
(for background on this, see “Jig!
the right length?” TELEVISIO 4p
April 24, 1967).

While Tankersley and other j
reservations about the solidity f {
Steiner studies, the latter hs:
ceived much attention recenil h
cause a part of the research jyu
the impact of back-to-back ccm
cials.

Steiner found that peopl
about as much attention to aind
minute commercial as to two 3 anl
concluded that the rate of dey i
attention is largely a matter il
absolute length of a comryl
series rather than the numl ui
products presented.

A basis for this conclusio wa
also the finding that the secoii il:
second half of a piggyback outsmd
in attention value, the secor fill
minute of a two-minute pair.

However, he also found a hig [
quency of positive comments fol2lk
second commercials, showin; b4
said, “that long and bad arml
synonymous.” His explanatio fu
the good comments was thath
were related to commercial ccenls
rather than length—*“120s are sl
to be high-interest exposition:fifi
example, recipes or new cars.” il

Whatever the value of Steersd
research, it remains of limited g
in the cluster controversy becau et
question of really long commoidhy
strings was not tackled.

The “official” advertiser viewills
toward commercial time standas %
still represented by the threv:illi
old proposal of the ANA thatlé]
most immediate problem is th ol
“clutter.” .

The ANA feels the broadc:f“n
have not given adequate attel!
to its viewpoint, which is tha’’s
question should also be approty
from the programming end. 4

The association wants a minil’s
of 25V% minutes of “éntertain“’FE
time” per half-hour and 51 mi'“%
per hour in primetime. This i
fined as “teasers and acts of the“r:fc
rent week’s episodes plus s0%g
from next week’s show.”

The remaining 414 minutes ii'}w!l
half hour should contain, the A&

’6'.'
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'f".,,s, no more than 40 seconds for

N ilboards, titling and all credits, a
| tximum of 18 seconds for promos
[ other shows, public service an-
uncements, network identification,
knper, etc., and 32-seconds for the
fak (the association
pved the 42-second break, institu-
t in 1961), and three minutes for

never ap-

iprogram commercials.
jignificantly, some agencies expect
il three-minute dam to be broken
thugh entirely during the next few
yrs and two agencies have said so
irpublic recently.

"ietor G. Bloede, one of a three-
‘1 Benton & Bowles team address-

an ANA workshop in New York
othe “management of commercials”
V'ch 23, foresaw four commercial
miutes per half hour in primetime
b1972. He also predicted that day-
ti2 network will go up to seven or
et eight minutes per half hour and
[rge time up to as much as 18 mi-
“is per hour.

Even the station break will have

n to 60 seconds,” Bloede said.
'l means an increase of about 20

v ‘Pecent in commercial time with the
o going from around 1,000 to
kimte than 1,200 minutes a day.

s for clustering, Bloede’s picture
fthhe future contains primetime
shds of four 30s with fringe and
laime islands of up to six 30s. This
Is ssuming
ha hour, a limiy the agencyman
?Olders hecessary to preserve the
Intrity of program formats.

ey Ad\'erlising

two Interruptions per

also  predicted
r .comllnerc.lal minutes per half
W f n prlimelm]e i its March issue
I(}p(:(;ey 1.laller. The publication
Edout 1ts reasons in terms that
Miested some agencies feel their

Ule growth depends on more com-

lesal 1 .
p “1al time available on tv. Adver-
‘fSt demand for i
fin

foi

time will con-
o increase, the agency said,
'f”lrmg such solutions as more
“Mercial time and a fully-pro-
Tamed fourh network. '

lhe ANA faces a Datile on the
Mercial time

issue, it has some
: flpy on

clutter. It suggested in
I‘%lhal billboards be limited to one
P0or ap ) opening and closing
Boeh half hour. The Jahncke pro-

b
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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 adverlisers,
agencies and broadcasters, but par-
ticularly the first-named group. The
opposition exlends, 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 stalions 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. n

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 bank 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 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

the minutes.

(Continued on next page)

WTRE-TV oA
' i BOARD
=1 CHEERFUL PEOPLE, the doctors
say, resist disease better than
the glum ones. Guess it's the
surly bird that catches the
germ.
We've WHEELING WTRF-TV
got it NEW GASOLINE puts a rabbit in
e 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, ‘1
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, *|
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

lg WHEELING,
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
hecause 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. This is, 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 zalso
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-
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Business is brisk at Harris Auto in Providénce, R. L
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 b
sales in four months using a single advertising medium: spot tv.

Alfred “Smokey” Cerrone Jr., owner of Harris Auto Co. in Proy
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 histo)
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 h:
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, WPR(
TV and WJAR-TV. Each spot stressed four main points:
“Smokey” on camera to say he has cars for sale at a certain pru

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 |}

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.

B R

FoN

) “«q

tising. 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 by
large or small, is a local institu™=
and so there is more total advelss |
ing of these services than any oths 4

The large banks also advei
these retail services but, because &
are likely to offer such additia
inducements as investment cOU™
ing and international services, fyn
advertise accordingly. Some "8
banks may include these latter <Vith
ijces as correspondents of 1224
banks: but correspondent bankd

a8 0.t
does not get much advertising 8"
1

il
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n. According to the ABA, only
| per cent of the banks intend to
vertise their correspondent bank-
r services in 1967.
Until several years ago, savings
. icounts were the most frequently
wvertised bank service. This may
lve been an outgrowth of a sudden,
emergence of

ther spectacular,
vings and loan associations, which
abbed off a lot of business from
(nmercial banks. But around 1962
l: dust began to settle, and now
1ular checking accounts head the
I'; savings accounts have dropped
 tthird place following auto loans.
What banks have to offer is simi-
{ ; the problem is complicated by
t fact that big-city banks are
sicted by their customers more on
t} basis of convenience than any-
thg else. Some, like Chase Manhat-
witi Bank, choose the “personality”
¥ awoach as a solution. “You have
v ariend at Chase Manhattan™ has
t1 bn a successful slogan. In smaller
l-se1munities, convenience is not such
ang factor; customers often have
¢ Wtravel considerable distances to
-1 to any bank.
i he heaviest tv advertiser of all
1t Nv York City’s financial institu-
tis, Chase invests approximalely
@ Mper cent of its retail advertising
i biget on Manhattan’s six tv sla-
W tis It uses an average of forty 00-
send announcements weekly. “Pen-
: eftion,” states Eugene B. Mapel,
#*¥! president in charge of markel-
#wadvertising for Chase, “is the
i bec’s major objective.”

L]

p Service with a Smile

o 1 e .
\dvertising,” he said, “is an in-

il part of our marketing pro-

- : .

: gv As a vehicle for making sales,
| ythmg we do in advertlsmg must
e =

geared to our marketing phi-

il . . .
Shy. And television is the main-

¢
flaof our
:

teg

: retail advertising. Every
“Iee we feature on (v has come
‘Prith a marked increase.”

levision has been the leading
'l'('-)';lél};l with ‘the New York public
B ase since 1960 when Ted

Hh, Was named Chase’s agency.

tbank sought to build business

,n",.l -
Hsion Age, May 8, 1967

-_-__;

TR

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 variely of service messages, each
based on an actual case history that
depicts one way the bank can help:
aulto loans, savings accounts, person-
al loans, vacations savings, home
nortgages, home improvements, hob-
by and boat loans.

To demonstrate the hank’s civic
interest as well as to promote traffic
at its branch offices, Chase’s com-
the 1964-05 World’s

Fair were 60-second documentaries

mercials for

showing progress and construction
of the fair. They also offered an in-
vilation to visit the fair and to come
to any office of Chase {or {ree maps,
and tickets at reduced prices.

Competition—Thriving

“Banking in New York City is
intensely competitive.” Mapel said.
“We need to advertise; and we feel
we need tv to achieve proper pene-
tration. In our opinion it is essential
to dominate in advertising, and we
are able to dominate by placing our
basic retail weight in a single me-
dium. Chase uses more announce-
ments and more stations than many
national advertisers in this market.
Our weekly schedule covers carly
morning lo late night, seven days
of the week. This vertical-horizontal,
maximum-coverage placement  has
reduced our cost-per-1,000 to $1.07.

“We want 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 at 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
banks, for the public’s savings dollars.

“Television advertising is a natu-

P

ral for multi-unit, commercial bank-
ing,” said Edwin W. Goat, vice pres-
ident of the Bowery Savings Bank,
the world’s biggest. “In all probabil-
ily, tv is a better buy for the large
commercial banks than for a large
savings bank.” Nevertheless, Bowery
depends on returns from tv.

Bowery Budget

“The percentage of the Bowery’s
advertising bLudget 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 $2.”

Bowery started in tv in 1919 with
a schedule of one-minute spots.
“Some of our new tv commercials are
30 seconds. designed to he easily
he said. “The
majority of them, however, will he
full 60s.” ||

convertible 1o 20s,”

ling

‘power?

See Pages 36-37.
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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 Sojt Drink
Fanny Farmer Candy Shops
Fanny Farmers Candy
J.eaf Brands, Inc.
Playboy Bunny Candy

Drug Products

merican Home Products Corp.
Congquest
American Home Products Corp.
Powerin Analgesic
American Home Products Corp.
Trillium Analgesic
Bristol-Myers Company
Duramax Aspirin
Carnation Company
Slender Lig. Diet Food
Chesebrough-Ponds, Inc.
Pertussin Chest Rub
Johnson & Johnson
Tylenol Tablets
William W. Lee & Company, Inc.
Save the Baby Products
Norwich Pharmacal Company
Nebs Pain Reliever
MeNeil Laboratories, Ine.
Tylenol Tablets
Purex Corp., Lid.
Avds Reducing Candy
Richardson-Merrell, Inc.
Nyquil Cold Remedy
Shulton, Ine.
Feat Athletes Foot Powder
Upjohn Company Distr.
Cheracol D. Cough Syrup
Warner-Lambert Pharma. Company
Anahist Honey Lemon Plus

Food and Grocery Produets
Adams Packing Assoc.
Batman Punch
\dams Packing Assoc.
Zowie Orange Drink
Bama Meats Company
Bama Meats
Borden Company
Cofiee Combo Inst. Coffee
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
DCA Food Industries, Inc.
Golden Dipt Breading
Eastern Milk Products
Eustern Milk Production
Albert Ehlers, Inc.
Ehlers Coffee
Farmers Daughter, Inc.
Farmers Daughter Products

The R. T. French Company
Frenchs Instant Rice
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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
Krey Noodles

Lever Brothers Company
Wishbone Casserole Base

LumberJack Meats
LumberJacks Meats

Mayfair Markets
Mayfair Markets

Mead Johnson & Company
Pablum Baby Cereal

National Biscuit Company
Grambits Cereal

National Biscuit Company
Nabisco Puppets 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 Shukes

Quaker Oats Company
Wolf Brand Dips

Reams Food Company
Reams Noodles

Kitchens of Sara Lee
Sara Lee Dinners

Smooth-Tex Company
Smooth-Tex [ce Cream

United Fruit & Food Corp.
Rightaway Sandwich Mixes

Zenith-Godley Company, Ine.
Creamoland Butter

General Household

Blazer Logs, Inc.
Blazer Fireplace Logs

Household Furnishings

Chatham Mfg. Company
Chatham Blankets

B. F. Goodrich Company
Goodrich Carpet Cushion

Brearley Company
Brearley Hampers

Fieldcrest Mills, Ine.
Karastan Rugs

Lane Furniture Company
Lane Furniture

Mohasco Industries
Stratolounger Chairs

Notions

American Luggage Works
American Luggage

Mag-Nif, Inc.
Pixie Bowmaker
Laundry Produets

Colgate-Palmolive Company
Pruf Spray Starch

Corn Products Company
Niagara Starching Lotion

Lever Brothers Company
Cherish Detergent

Procter & Gamble Company
Gain Detergent

Publications

Dow Jones and Company, lnc.
National 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 W rap

Stationery

Burgess Vibrocrafters Inc.
Burgess Electric Pencil

Joseph Dixon Crucible Company
Dixon Erasers

Radio, Tv Phonographs
Finney Company

Finco Antennas
Jasper Corp.

Kimbuall 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 1
National Mutual Insurance

Lutheran Brotherhood Life
Lutheran Insurance

Sonotone Corporation
Sonotone Hearing Aids

Sparkman and MClean Company )
Sparkman & MClean Invest. i

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 Snufl Company
Rainbow Sweet Snuf]

Bentley Lighter Corp.
Bentley Lighters

Continental Tobacco Company
Venture Cigarettes

General Nutrition Company
Bravo Cigarettes

Imco Mig. Corp.
Imco Lighters
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Lorillard Company
Brech-Nut Chewin,
Copenhagen Snuf]
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Which one of the tollowing pictores
best represents color television
and black & white television?

TvAR study of color vs. black-and-white v unpact went into “three-dimen-
sionality” wvie projective test shown being held by Jacqueline DaCosta, vice
president and ossociate media director of media information and analysis,
Ted Bates, and Bob Hoffman, 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 from page 27)

benefits. Thus color not only stimu-
lates a viewer’s sense of sight, pro-
ducing a feeling of three dimensions,
but this. in turn, can trigger other
senses, such as taste, smell, hearing,
touch. Consequently, the entire ad-
verlising message becomes more
real.”

The rep’s investment in the “Psy-
color-gv” project reflects its feeling
that color tv is nol adequately appre-
ciated by the advertiser. TvAR presi-

Bi-polar tests

color h&w

Psychological distance

Near 6.2 37 Far Away
Intimate 5.6 31 Impersonal
\ctive 6.1 39 Passive
Exciting 6.6 3.1 Dult

Psychological style

Unique 6.1 24  Ordinan
Adventuresome 6.4 3.0 Rontine
Sophisticated 5.2 30  Down-to-earth

Comprehension

Real 6.3 43 False
Clarifies 6.2 42 Confuses
Sociability

I'riendly 0.2 39 Reservel
Modernity

Modern 6.7 28 Old Fashioned

dent Robert M. McGredy said that
“it would appear many adveriisers
have not as yet fully capitalized on
the potential offered by color tele-
vision. Our study indicates that new
concepts and more csensitive skills
must be developed to take full ad-
vantage of this new medium.” 8

there's no question when buying

AUGUSTA

MORE

love

WRDW = TV 12

Represented by
The Katz Agency, Inc.

A RUST CRAFT STATION
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Film/Tape Report
(Continued from page #)

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 Gdran
{ngstrom, 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 budgetarv 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,

ﬁsin
the f%ll

spectrum

of TVs
selling

power ?

See Pages 36-37.
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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 wish 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 with Horace Heidt for pi
dication. The veteran bandleacs
color variety hour has existed in ot

form since 1965, when it was o
posed to the now-defunct Devep:

ment Program Associates for syl
cation.

DPA, a grouping of some 50 {d
major-market-station program dic.
tors, never got off the ground. s
members could never bring tip.

selves to the point of agreeingto
underwrite one program or anotr.
The Heidt pilot, perhaps the st
solid property ever offered to Dj,
was later run as a one shot on Meo. ¢
media stations in New York and s
Angeles when Mr. Lynn was at
group’s program topper. ]

Viewpoints

(Continued from page 31)

television fare. The only probleris
to increase the supply beyond
output of product ar
theatrical release.

One way has been for televin ¢

=

normal

=

to contract for new product mle &
especially for television by mar
studios and individuals all overe:y
world. The other way is to select®
best for indefinite repeats at yeait |
two-year intervals.

The economies of the latter coié
should prove sound due to decrezd
cost of product and only slightly &
circulation than prior runs. €34
Robe and Kwai repeats will teack|

a lot. L

Walter H. McCroba, sales m®
ger of wrpw-Tv, Augusta, G 19
been promoted to the station’s z: !
president and general manager: i
tv station is one of five owned

Rust Craft Greeting Cards, Inc.

|

T

{
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it | 1‘ he 18th Century elegance of the

«if loffice of Alfred J. Seaman
sinarts an atmosphere of leisure but

w; th decisions and problems he copes

u- wi are very much of the hurly-

5. buy present. As president of Sulli-

nivé, Stauffer, Colwell & Bayles, Inc.,

i hesuperintends  about $100 million

i inadvertising billings, of which

pakit two-thirds represent television

»-ex:nditures.

« s new chairman of the American

+ Asciation of Advertising Agencies,

,»wlse members accounted for $5.3
bibn of the nation’s $16.5 billion
in 1 expenditures last year, his con-
ces are considerably broader.
+ ot the least of these is Washing-
tot where legislation and anti-trust
mzers bring home to admen the
i goal role advertising plays—a role
“whe benefits are sometimes dis-
“pul by Congressmen, government
offjals, economists and other mold-
"#rsif public opinion.

*B 'ese negative atitudes are natur-

hworrisome to Seaman and his

- coligues but the SSC&B president
fis 1t pushing the panic button. For
-fxzple, he does not see the need
for. strong lobbying effort by the
A

f 7e have to respect the intelli-
“en: of men in government and
tho who Pass and influence legis-
|_illi‘l,” he says. However, he does
Ji’elhat many government influen-
tial do not appreciate the impor-
“Cof marketing because of their

lackyf knowledge of the field.

;Saman’s 4As policies for the

ming year include providing
HoXinformation on marketing, par-
leuly the advertising part of it, to
Jisor: in Washington. “We’l] just
‘#1vehem the facts,” he says.

Asther aspect is to encourage
T calls by agency executives on
~|"."1°.t0rs—at home as well as in
,\"istngton. Seaman would also like
€ a prestigious and knowledge-
‘dvertising figure in the nation’s
My to he a spokesman for the
":'w'l"_llf trade group.

Wle he feels facts about adver-

0 }1
ithle
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In the picture

tising 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 service.

As to television 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 tv 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 be split,
costs for the advertiser will rise and
other media will be considered.

Whether tv is elastic or inelastic,
Seaman doesn’t think agency growth
in general will be affected one way
or the other. As a matter of fact, he
feels the situation will be “self-
adjusting.”

Seaman defended the 4As against
criticism voiced at the group’s 50th
anniversary meeting by Samuel
Thurm, advertising vice president at

ALFRED J. SEAMAN

Concerned about anti-ad legislation

Lever Bros. Thurm charged that the
recent 4As document on account
conflict policies was 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
he doesn’t spend much time enter-
taining clients. He’ll work weekends
on occasion but more often he’ll be
out golfing (12 handicap).
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THE LIGHTER SIDE

B |

In camen:

A recent issue of Atlas reprinted
an article from the Soviet Union’s
Literaturnaya Gazeta about U.S.
advertising. The author, V. Tere-
hehenko, while raising an eyebrow

(umes, was clearly impressed b;
he Americans’ success in promoting
arious products.

For example, he said: ‘Our agri-
ulture  has no stimuli to raise
sptnach, Brussels sprouts or cauli-
flower, a dozen kinds of beans or
sweet peppers. There is no demand
for this produce; it is a demand
which only advertising can create.”

W hile we salute this recognition
| advertising’s prowess, we have
some reservations about the writer’s
choice of products. If he’s taken
seriously, we can foresee something
like -this happening:

{X. Produssky, chief of the All-
Union Ministry of Promotion has
summoned Z. Tomatovitch, section
head in charge of vegetables.)

Produssky: Comrade, our market-
ing analysis shows that sales of
vezetables are rising no faster than
the population. And yet our adver-
tising budget has tripled in the past
year. Il you aren't careful, you may

find vourself transferred to our

Siberian branch oflice, which has
a very small media department, since
it is responsible only for advertising
on the sides of tractors.
Tomatovitch: Comrade X.P., there
are problems we could not foresee.
| don’t know how the Americans ad-
vertise vegetables successfully; the)
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 Policy of
1968 has stated—and 1 quote: “The
promotion of products which are
good for the masses can be success-
fully implemented with the creative
talents of the Soviet Man.”
Tomatovitch: But we must have
adequate budgets in ¢/l produci
categories if we are going to meel
our five-year goals. For example,
you have cut the Brussels sprouts
budget to the bone.
Produssky: Ugh!
mention that vegetable. The thought
of it makes me ill. I'd rather go
through a Purge Trial than eat one.

Please, don’t

No  budget please!

Havent 1 raised your budget for

complaints,

spinach five times in the past two

i
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“Sorry, television is looking [or new faces.”

years’
Tomatovitch: Of course, Congd
X.P, but, as vou know, televim
promotion is expensive. espciial
the 5-7 p.m. primetime period.
Produssky :

is the time for molding voune

Naturalh  prineg

our counltry’s most umportanige
source.

Tomatovitch: But I'm alraidpu
children are resisting our adveriin
of spinach.

Produssky: Well, what do jes
expect with a mere 90-second &
mercial? You should use ek
hammer

heal il

food spinach is and how ples

commercials  and
endlesslv  about what
the children’s parents and teaws:
will be when they eal up all ¢
spinach. The Americans teach wiy
you must repeal and repeat sld
repeal.

Tomatovitch: But, Comrade Pl
our lests on commercial ledd
showed the shorter ones madeled
children much less nausevus thaked
longer ones.

Produssky: My dear Comrac i
can’t sit here all day and diss
spinach strategy. 1t seems lo®
there have been failures all a%
the line. For example. we have ™
urging the Navy to double 14
orders of beans and they tel®
their inventory of beans has @
tinued to climb.

Perhaps. we I
tasks )
doctrinaire way. 1 have been rik

Tomatovitch:
heen  approaching ow

ing some translations of Amer
articles on marketing and they sl
you must first hnd out what ¥
desires of the consumer are and 1
try to satisfy them.

Produssky: Comrade, | don't %
to use the word revisionism. Wh§
as you Know. is not popular 1
days. But when you talk like th
| fear | see a Siberian branch 088
o back®8
your creative team and run &
new ideas up the revolutionary i
pole.

in your future. Now,
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. IsIt Any Of Our Business?

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.

o Katz Television takes a different view.

Since programs attract the viewers that

| advertisers are seeking, station repre-

* sentatives must be involved in program-

-t ming if they are to sell a station’s time

effectively. Moreover, station representa-

'+, tives have an obligation to gather pro-

» gramdatathatagencies and stations need.

t Do-It-Yourself Test

| What kind of data? Try this do-it-your-
I self program test, and you'll see.
1.Is“Superman” strong enough 1o win
t the biggest audicence opposile...
I U Krazy Kartoons and a movie in Balli-
t - more, Maryland
- Amovie and a local live show in Colum-
bus, Ohio
y O Casper the Ghost and Secret Storm in
g!] Albany/Schenectady/Tro , New York?
2.Rank these movies in the orderoftheir
rating on Dallas television.
U Dark at The Top of The Stairs—1st run
Death Of A Salesman—2nd run

(3 From Iere To Eternity —3rd run
(J Mr. Roberts—4th run

3. In the Midwest, when would you
schedule local evening news?

() Before network news (1 After

4. In Cincinnati, which afternoon show
reaches more women, age 18-347
O Mike Douglas O Merv Griffin

Broadcasters and agency spot buyers
must answer such questions every day.
They need show business savvy and in-
sight into public laste. 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—{rom viewing trends to audience
promotion. And it gives our salesmen pro-
gram information that helps ad agencies
decide 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 day 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 better 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.

g] Katz Television

Station chrl:scnlalivcs/ns Park /\vc./Ncw York, N.Y.




If you lived in San Francisco...
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...you'd be sold on KRON-TV



