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een thinking about speaking up at a P.T.A. meetin 

Once a month, when you go with your wife 
and sit in the school auditorium to listen to 
a bunch of other parents talking about 
things you think are for the birds, how 
come you don't soy anything? They're 
talking about your kids, you know. What 
are you afraid of? Do you think what you 
want to say will establish you as a sage? 
Do you think, maybe, they'll want you to 
head a committee and do some work and 
maybe even get involved? Don't worry. 
The P.TA. is democracy in action and what 
you're saying may be only bird seed too. 
But, who knows till you speak up? And 
what if you really are a sage? 

Remember, though, getting involved in 

the P.T.A. can lead to a lot of things. If 
you get to like the meetings and the talk- 
ing and the infighting and the politics 
and the results, you may discover a 

whole new world. Who knows what you 
might do next? You could even write a 
letter to the editor of your local paper or 
the general manager of your favorite 
television station or you might find some- 
thing important enough to drop a line to 
your Congressman. Then you could find 
a parade to march in, a banner to wave 
or, son of a gun, you might even run for 
office yourself. 

That's what involvement can do to a 
man. It can get him involved. 

That's what we want. We want you 
to get involved ...in your community, in 
your country, in your world. We are. 
Every one of us; the ABC Owned Tele- 
vision Stations. We take sides on im- 
portant issues. We report them, we 
editorialize about them and sometimes 
because there are people who are in- 
volved and write letters and talk to other 
people and make waves, things happen. 
Not every time, but if more people 
didn't turn off their minds after they 
turned off their sets, maybe more things 
would happen. 

Speak upat a P.T.A. meetin ...Sena. pe k g 

Maybe reading should be taught 
phonetically again. 
Why don't we let the brighter 
students skip grades? 
A good teacher should be able 
to make a decent living. 
Would you please explain the 
new math? 
Let's fire the coach. 

ABC 
Owned 

Television 
Stations 

WABC-TV, New York 
WBKB-TV, Chicago 
WXYZ-TV, Detroit 
K ABC-TV, los Angeles 
KGO-TV, San francisco 



Effective July 1,1967, 

TvAR became the representative for 
KATU 

(Channel 2 -ABC) Portland, Oregon. 

TvAR 

Representing: WBZ-TV Boston WJZ-TV Baltimore WTOP-TV Washington WBTV Charlotte 

WJXTJacksonville KDKA-TV Pittsburgh KYW-TV Philadelphia KPIX San Francisco KATU Portland 

TVAR Offices in New York, Chicago, Detroit, San Francisco, Los Angeles and Atlanta. 
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"He & She" 

Y 
° Where in the world 

will you find the best new 
television product? 

i 1'1I Throughout the world, 
' from Lagos to Tokyo, at the 

nil», nearest CBS television 
international office (see below). A broad selection- 
all in color-of new entertainment programs 

. -Cimarron Strip" for the 1967-68 season 
0" ° that further enhance 

)z the world's finest television 
program catalogue. 

Some good examples : 
j ' , "Dundee and the Culhane," ,1 " ;or `! an hour-long adventure .. .: gib' series featuring the 

internationally -popular British star, John Mills. 
"He & She," a sophisticated comedy starring 

Gentle -Ben's Paula ("What's New, 
1 Pussycat?") Prentiss and 

Dick ("The Odd Couple") 
4 tr. 41 Benjamin. "Gentle 

A; Ben," an exciting Ivan 
Tors series about a little 

- boy and a very large 
;' tj. bear. "Cimarron Strip," 

f ,' 

90 minutes of pulse -stirring adult action 
adventure with an American frontier setting. 

Barb 
Hanna 

era. 
And, for younger viewers, 

cartoons three brand-new cartoon 
r film series from the 

Hanna -Barbera studios. 
° Where in the world 

° will you find the best new 
'.5 product? On your own 

fir { station(s), if you'll call us... 

' r 

*At the sign of good television...worldwide! 

CBS Films Inc./New York, Los Angeles 
CBS Limited/London 
CBS (Europe) SA/Zug, Munich, Rome, Paris, Salisbury, Beirut, Lagos 
CBS Latino Americana Inc./Miami, Mexico City, Buenos Aires 
CBS Japan Inc./Tokyo 
CBS Filmes do Brasil Ltda. / Sao Paulo 
CBS Films Canada Ltd./Toronto, Montreal 
CBS Films Pty. Ltd. / Sydney 
In the United States, these programs will appear on 
the CBS Television Network. 

John M all In 0 orAse 
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The complete directory 
and basic -reference guide of 

international radio and 
televinioa 
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1967 WORLD RADIO 

TV HANDBOOK 

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

For information, write _ 

World Radio TV Handbook 

1270 Avenue of the Americas 

New York, N. Y. 10020 

JULY 3, 1967 

Television Age 
INTERNATIONAL ISSUE 

23 COLOR COMES TO EUROPE 

starts next month. Next, year brings live global tv 

Tv tint begins to spread; BBC colorcasts this week, Cei , 't 

rwt 

Ill 

26 MAPS OF WORLD TELEVISION 

"o1It 

maps of world's nations 

31 LORD THOMSON OF FLEET, 
is 

le 

Head of $300 million communications empire thinks Ultt,et 

of j 

World set total hits 226,319,050; tv penetration 

stations over -priced 

32 GLOBAL REPORT 

shot 

An exclusive round -up of what is happening in televiso 

lair 

,t' 
hn 

17 countries" 

37 COUNTRY -BY -COUNTRY SET COUNT 

I/ow many receivers are there its Uganda? 1n Okinawaltl 

Guatemala? Here are the statistics for all the world. 

DEPARTMENTS 

10 Publisher's Letter 
Report to the readers 

14 Letters to the Editor 
The customers always write 

17 Tele -scope 
What's ahead behind the scenes 

19 Business Barometer 
Measuring the trends 

21 Newsfront 
The way it happened 

39 Viewpoints 
Programming pros and cons 

40 Film/Tape Report 
Round -up of news 

47 Spot Report 
Digest of national activity 

49 One Buyer's Opinion 
No time for change 

59 Wall St. Report 
The financial picture 

77 In the Picture 
A man in the news 

78 In Camera 
The lighter side 

Television Age is published every other Monday by the Television Editorial 0,' I 

Publication Office: 440 Boston l'oet Road, Orange, Conn. Address mail to a ito 
advertising and circulation offices: 1270 Avenue of the Americas, Rockefeller Cell', It 

New York 20, N.Y. Circle 7-7660. Controlled circulation postage paid at New 
yl. 

1 

N.Y. and at Orange, Conn. 
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i2u KBOI-TV 

Sell IDAHO! 
KBOI-TV Boise serves Idaho's 

capital, key distribution 

center of some of the nation's 

richest farmland. Boise's 

influence extends to every 

part of the state. 

KBOI-TV reaches more 

homes, men and women, 

from 7:00AM to 1:00AM 

than any other Idaho 

television station. 

NSI 8 ARB Feb. -Mar. '67. Au- 
dience measurements are esti- 
mates only based on data sup- 
plied by indicated sources and 
subject to the strengths and 
limitations thereof. 

TELEVISION 
Channel 2 CBS 

BOISE 

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

, 

Represented by. 

©IF.TJERS,0Il$11]F1FlIl\Y,©0 ODO'S'ARD, INC. 

r 
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wonder 
whatever 

became of 
Good Old Roger? 

You remember Roger- 
the kid in the media department. 
You know-the kid who always 
asked all those questions. 

That's right! The eager one. 
Always had his nose buried in a 

stack of figures or a trade 
magazine-usually Television Age. 



 

V Good Old Roger N 
became the boss. 

Yep! He's still asking questions. 
Still watching the figures ... still 
reading Television Age. 

Only, now he's runningthe show. 
Come to think of it. He was asking 

about you the other day. 

Why don't you call on Roger 
with your message in Television Age 
so good old Roger doesn't have to 

wonder whatever 
became of you? 

Television Age 

TIESION AGE MEETS THE NEEDS OF THE PEOPLE WHO SPEND OVER $1,000,000,000 IN TELEVISION ANNUALLY 



With 
LOCAL, LIVE 

COLOR 
ti 

Everything took: 

Like the 4th of July 
On WSBT-TV 

South Bend! 

COLORFUL AS A 
ROMAN CANDLE 

Now! WSBT-TV, the station 
:hat was first in Indiana with 
compatible color .... first in 
Michiana with local color film, 
slides and tape ... and first in 
Northern Indiana with its own 
color news -film processing fa- 
cilities .... 
Now! WSBT-TV is first again 
in Michiana with live studio 
color cameras! All local program- 
ming in full color. Live color 
spots ... film or slides! 

POWERFUL AS A 
CANNON CRACKER 

And all this color is backed up 
with our new 2,175,000 watts! 
WSBT-TV is reaching over new 
horizons ... and, oh, so color- 
fully. Get full details from Katz. 

WSBTTV 
n 22 ?. SOUTH BEND 

Represented by Katz 

Letter from the Publisher 

A Milestone In International Broadcasting 

The International Broadcast Institute which was organized just 
two weeks ago after a conference at Ditchley, England, could very 
we I be a milestone in the development of international broadcasting. 
The 1131 has been in the organizational stage for several months. 

The "founding fathers", Joe Slater of the Ford Foundation, Louis 
G. Cowan, Columbia Graduate School of Journalism, and Sig 
Mickelson of Time -Life met last year at Bellagio, Italy. 

At the recent meeting at which 19 countries were represented, 
certain objectives were delineated. The extent of these objectives, 
as well as the ways and means of carrying them out are somewhat 
vague, on purpose. The next meeting is scheduled to be held in 

New York in mid -September. Arthur Morse, formerly of CBS, has 

been appointed executive secretary pro -tern. 
What is significant about the formation of the 1131 is that it will 

provide an important framework for an active international organi- 
zation that can be an important clearing house for information, dis- 

cussion and exchange of ideas similar to the International Press 
Institute. At present, there is no such worldwide organization set up 

to do these things. 
Of course, as time goes on, the functions of the IBI can be greatly 

expanded and provide many services for the benefit of all radio and 

television broadcasters. For example, new advances in engineering 
and programming ideas are just two areas where the newly formed 
1BI can be extremely valuable. It is to be hoped that the IBI will go 

forward with active support in establishing itself as a vital and 

important entity in international communications. 

International News Directors Meet October 26 

Last Fall Television Age recommended overseas meetings between 

members of the U. S. Radio and Television News Directors Associa- 

tion and station and network news directors of other countries. 
This person -to -person dialogue would establish a rapport between 

U. S. newsmen and their overseas counterparts. 
We are therefore pleased to report that a North Atlantic News 

Directors Conference has been set up with the cooperation of the 

RTNDA. The Conference, under the sponsorship of Time -Life 

Broadcast, will be held in Paris October 26 and 27. Richard Krolik 
of T -L -B is active in the preparation and planning of the meeting. 

The Conference will be moderated by Sig Mickelson who as vice 

president in charge of foreign operations of Time -Life Broadcast 
is going to he a busy man this Fall. 

Cordially, 

ái 
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,,(14,11)19 '¶ALVADOR DAL' narrated by Orson 

4 ,nttndu tn1; Donrate Luna is an ertraordt- 

I, ,rrealama produced by Seven Arts Television 

.1 T ' , ,r nCnrp on le, lion at D Ir s villa in 
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RATINGS ZOOM- 
SALES BOOM! 

ling so 
NOW - 
52 animated half-hour 
underwater adventures 
in color - 

4ui, 

mek 

' 
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AMERICA'S TRIP TO THE MOON Johnny. pher in AND ITS CONSEQUENCES 

ii Dimension Zero# on 
6 ONE -HOUR TV SPACE SPECIALS 

YEW! 
IN COLOR 

`N 

nN 

[1 COLOR 

is 

ri d,r d w th th. 
f 

+ r bog 
of Th., f tmt d St t A.r F r 

nut NACA 

130 six -minute science -fiction cartoons 
1 Now being produced by Oriolo Film Studios 

Johnny Cypher, a brilliant 
scientist, becomes man's 

greatest hope to save 

Earth by discovering 

the incalculable power 

of Dimension Zero, 

an indestructible 
force that defies 

science and nature. 

Seven Arts Television 
.71 NEW YORK. 200 Park Avenue YUkon 6-1717 

`-4 LOS ANGELES: 9720 Wilshire Blvd. CRestview 3-3600 

CINCINNATI: 5388 Winton Rd., Fairfield, Ohio 892-7211 

TORONTO: 11 Adelaide Street West EMpire 4-7193 

Seven Arts Productions International Ltd. 

Roberts Bldg., East St., Nassau, Bahamas, Cable SEVINT 
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AND EFFECTS LIVE CAMERAS 

matched e 
le":\rtched Line" is the end result of a multi -million -dollar engineering program to produce a new generation 
broacast equipment. RCA Matched Equipment reflects the newest in styling, performance and operation. 

Itchlgmeans equipments that are designed to provide the ultimate in performance when used together... 
°ih Tats that are designed and styled to fit together efficiently, and to provide the finest, most modern 
pea lice for the whole station. It means installations that are compact, yet easily expandable, that offer greater 
libi y, and that provide for easy operation and maintenance. It means simplicity in ordering, easier follow-up 
d gtl,anteed satisfaction ...from one factory, one ultimate source of responsibility, one set of designers 
d nineers. And it means equipment that is designed for tomorrow, assuring a better investment. 

°Wnlg equipment that performs and looks better together, and lasts longer, appeals to you, why not consider 
As latched Line? From "big tube" cameras, advanced quadruplex recorders, film and slide projectors... 
tTflnstorized switching, controls, transmitters and antennas, the RCA Matched Line is a good thing, 
theiay, for you. 

See your RCA Broadcast 
Representative. Or write RCA 

&OOVst and Television Equipment, 
Building 15-5, Camden, N. J. 

The Most Trusted Name in Electronics 
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Letters --1 
to the 
Editor 

Answer by 'J. B.' 

Editor's Note: In a letter pub- 
lished in TELEVISION GE June 5, 
1967, Steven H. Scheurer, pub- 
lisher of TV Key, New Yorl, 
took exception to statements 
about non-commercial iv writ- 
ten by I. B. in his featured 
column. "A Program Man's 
Viewpoints," in this magazine. 
Here is .l. B.'s answer: 

I have noted your eloquent re- 

sponse to my May 22 article in 
TELEVISION AGE. First, I am flattered 
that you took the time to read my 
editorial comments, and I honor your 
right to object to my opinions. 

To take your points one by one: 
1) "Rates to non-commercial 

stations are retail." If you have any 
doubt about that, interview all the 
educational stations in the United 
States. It is true they have had some 
second-hand gear given to them by 
networks whose altruistic point of 
view was to keep the government off 
their backs and reduce their non- 
commercial programming. Religious 
.organizations, it is true, are not pres- 
ently taxed for land. What's that got 
to do with it? 

2) After 25 years of working in 

this business, including on an edu- 

cational station, I can tell you that 
there is nothing worse than an actor 
with a full belly. If you get any talent 
for less than their market price, they 
dog it. The only actors or writers 
you get to work for scale are those 
that are temporarily unemployed- 
at liberty. Remember the pickets 
around NET? 

3) I have been a party for the 
past 15 or 20 years in trying to get 

a government channel. I have con- 
sulted with the Jesuits, the FCC, ad- 

vertising agencies, advertisers, and 
nobody trusts nobody. As far as fi- 

nancing is concerned, it has been 
patently clear all over the world 
that you tax a television set to get 

money. With 55 million homes using 
television in this country, a $10 -per - 
set annual tax would let an inde- 
pendent network operate comfortably 
in direct competition with commer- 
cial channels. 

4) Fred Friendly violated gocd 
business practices by reporting privi- 
leged conversations with manage- 
ment to the public press to defend 
his point of view. I was careful to 
point out that Friendly did have a 

record in documentaries that was 
commendable. My objection is to 

someone who is so hypersensitive in 

business, because he couldn't dupli- 
cate the coverage of a verbose hear- 
ing in Congress that was being car- 
ried by another network, that he 
would quit a good job. The main 
idea here is that it is not neccessary 
for more than one network to lose 
money carrying a public hearing. The 
hearing in question was on NBC, 

SUBSCRIPTION SERVICE 

Television Age 
Circulation Department 
1270 Avenue of The Americas 
New York, N. Y. 10020 

Name 

Address_._._._..._ 

City_ _..._. 

Type of Business 

State 

New 
Subscription 

Zip..... 

Renewal 

Subscription rates: U. S. and Can- 
ada - 1 year $7; 2 years $10. 
(Rates for other countries available 
on request.) 

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

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

which is received by every televisic 

set in the United States. Professiona 
have always argued that the publ 

is best served by rotation of publ 

events among all three networks wi 

a minimum loss of commercial rev 

nue. 
5) I doubt there is any sensib 

person in the United States who 

not scared of the CIA with its prove 

penetrations of labor, education at 
God knows what private institution 

that have not been reported yet. 

6) My point on the National Ed 

cational Television network is that 

would be duplicating a governme 

channel. It has proved itself by th 

time and requires less financing. I 

exists. Why crea e something thtf 

duplicates and repeats it when 
thi vehicle is there? The danger of th 

CIA penetrating the NET is, I 

course, relative. But let's not giv 

them two chances if we can keel 

them down to one. 
As far as your last paragraph 

concerned, my answer is Ho! floc 

Ho! Tell me how you can write leg 

islation for a non-commercial telel 

vision station financed by the govern 

merit that is not a government chan 

nel. Just remember the fellow tha 

holds the whip over all of your live 

is the fellow who has money. 
Sincerely'. 

J. B. 

.K. 

:i 

Commercial Time Standards 

Your article on commercial time stall 

lards (May 8 issue) was a ver1 . 

good review of some of the issue 

involved. We appreciate your care 

ful exposition of this complex subject 

HOWARD DELI 

Director 

The Code Authority' 

National Association of Broadcaster: 

Washington, D. C 

'Quoted Fairly' 

1 thought the article (humor it 

commercials) in the June 5 issue o., 

was a good on' 

quoted fairly. 
GERALD LUKEMAII 

Vice Presiders! 

Audience Studies, /nc.' 

New York, N.Y 

TELEVISION AGE 

and that I was 

a 
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In 27 countries on 5 continents, 
Worldvision television stations can 
be your most influential selling force. 
Worldvision is the world's largest 
commercial television organization, 
with 64 stations televising to an audi- 
ence of more than 20 million homes. 

Whether you require an efficient 

oleo 

selling campaign in one market or 
many, explore the new dimension in 
global advertising. 

Worldvision stations are. located in: 
Argentina, Australia, Bermuda, Brazil, 
Cánada, Chile, Colombia, Costa Rica, 
Dominican Republic, Ecuador, El Sal- 
vador, Guatemala, Haiti, Honduras, 

Iran, Japan, Korea, Lebanon, Mexico, 
Netherlands Antilles, Nicaragua, Pan- 
ama, Philippines, Ryukyus, Spain, 
Uruguay, Venezuela. 

Worldvision 
ABC International Television, Inc. 
1330 Avenue of the Americas M/, 
New York, New York 10019 ye 

Worldvision 
gets your 
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REEVES 
SOUND STUOIOS 

r-^ 

'1711%-_ 
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Our video studio flies. Anywhere. 
This is San Francisco. Next 

stop, Miami. 

The module being tied down on 

the right contains two Plumbicon 

cameras and all the effects and 

controls and monitors you need for 
a professional videotape produc- 

tion. The module on the left has 

the Ampex high -band machine to 
record it. We call it the Airmobile- 
Video* System. It goes to any jet 

airport in the world for almost 

spur-of-the-moment video opera- 

tions. And it carries generators, 
cables, mikes, tripods, even air 
conditioning for full.plug-together 

flexibility. 

Ask WCD, Inc. or Benton & 

Bowles how well it worked in 

Miami for Maxwell House coffee 

-even under bad weather condi- 

tions. Or come to Reeves and see 

re) 
SOUND STUDIOS 

A DIVISION OF REEVES BROADCASTING CORPORATION 
304 EAST 44TH STREET, NEW YORK, N.Y. 10017 (212) OR 9-3550 

- 

J 

cIP 

btr. 

I,It9 

° 

if 

.4 

ti 

for yourself the quality videotape[ 

produced from the back of a rental 

truck on a suburban street in 

Irtf: 

11L 

North Miami and in the studio[ al 

the preceding day. 

Best yet, see the equipment 

itself in our new Ai rmobile-Video* 

Center on Long Island. If it hasn't 

flown off somewhere. 

*'".Reeves Sound Studios, division of 

Reeves Broadcasting Corporation 
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WHAT'S BEHIND THE SCENES Tele -scope 
cademy to Announce Global Council 

AIInternational Council of the National Academy of 
'(d sion Arts and Sciences has been approved by the 

tru es and will he officially announced soon by NATAS. 

fhe.reamble to the council's constitution will describe 
tt as "major force of instant communication" of enter- 

lainent, education and news that can be "enriched" 
tin. ;h the expansion of international cooperation of 
a r , technicians and administrators. 

NTAS executive director Peter Cott describes it as a 

neon -to -person concept." The council will be governed 
I24 -man directorate comprising seven NATAS of- 

fice land former officers, seven representatives of U.S. 
tii ncast operations abroad, and 10 representatives of 
r ,een broadcasting. It will be funded originally from 
N-1'ilS' international expenses budget, and (hopefully) 
fnmleventual contributions by broadcast organizations 
and 2dividuals. 

,Along the proposed projects: the sending of Emmy 
srirtrs abroad to meet and talk with foreign broadcast - 
e n international graphics exhibition; publications on 
i eational broadcast matters; expansion of the Inter - 
ii Thal Emmy category and the International Tv Show- 
( 1 e, NATAS has held two annual International Show- 
e4-one on French programming, one on German. A 
t` r' on Canadian, is planned for this fall, and a fourth, 
I dhly Japanese or Australian, for next spring. 

PKIGingerly Organizes Its Creative Staff 
Brind the recently -announced appointments of Monte 

Ghe!er and Richard Loew as co -creative directors of 
pap't, Koenig, Lois is an effort to find the right blend 
of "Iructure" and flexibility in running the creative op- 
erate. The stress had been on flexibility, but as the 
agery grew the inadequacies of this approach became 
too trident. 

r, naming of Norman Grulich as president marked 
life ?ginning of the change. Another step was the recent 
sett# up of an executive committee consisting, at this 
poil of Grulich, Frederic Papert, Julian Koenig and 
Genre Lois. 

1'1 committee, while responsible for broad agency 
Miles, is putting major emphasis on solutions to cre- 
ativiproblems. it is not considered a creative review 
h'ai; however. PKL doesn't believe in "ads by corn - 

T1 twin creative directors 'have been inserted be- 
Iwee top management, which had been spreading itself 
thnrmd the creative staffs. Koenig no longer "runs" the 
(:r'ave department. Says one agency staffer: "Now the 
art 'rector has somebody to confer with." Further 
chaes are coming but PKL will step gingerly for fear 
)1 `yer-organizing" its people. 

A.V.C. Corp.'s Investment In uhf To Be Sizable 

If U.S. Communications Corp. gets its purchase of the 

five Overmyer uhf stations okayed and gets them on the 

air on schedule (within a span of six months), it will 
represent something of a record in broadcasting. At 
presstime, the new company was scheduled to file with 
the FCC for transfer of the Overmyer CP's as well as 

the license for WPIIL-TV Philadelphia. 
Since the five not yet on the air are all in the top 50 

markets and since management has indicated it won't 
cut any corners in facilities and equipment. the cash 

investment is sizable. Normally, putting five such sta- 

tions on the air and running them for a year would 
mean $1 million in cash per outlet. possibly more. 

However, the two -year -old Philadelphia station is in 

the black and would feed back its profits and each new 

station, as it goes on, would be generating income. In 
addition, there are financial arrangements with Over- 
myer, which retains minority ownership. U.S.C.C.'s par- 
ent, A.V.C. Corp., is considered well-heeled. 

Still, the determination to go "full" color with high 
power means roughly $1 to $1.2 million for equipment 
for each station, of which anywhere between 15 and 25 

per cent must he plunked down where manufacturer fi- 
nancing is used. Then there are towers, land, buildings, 
programming, etc., plus operating expenses. 

The current question is how long FCC approval will 
take and whether the unresolved issue of rulemaking on 
ownership in the top 50 markers will affect the com- 
mission's decision. 

Closing the Last Gap 

Videotapers are on the verge of closing what George 
Gould of Videotape Center. New York, calls their "last 
remaining gap"-the portability gap. A miniaturized, 
portable color camera, expected from Ampex next year, 
is the last major step toward making tape truly the 
medium to use. according to Gould. the center's executive 
vice president. 

Tv Now Equals Magazines for GE Housewares 

A few years ago, the bulk of General Electric's house- 
wares advertising was in magazines. but its tv billings 
have grown so muc r that they now equal magazines, 
according to Anthony F. Forni, manager of advertising 
and sales promotion. 

Each medium has its advantages, Forni says-maga- 
zines provide more selectile audiences; but tv is particu- 
larly valuable for demonstrations. 

GE has fully sponsored College Bonol, on NBC for 
nine years, plus participations in Tonight, Today and 
specials. These shows, Forni says. give GE what it wants - "affluent. mature. higher -age" ' iewers, mainly women, 
who account for 60 aer cent of sales. 

ele 
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Marconi Band 1V/y 
television transmitters 
A universal drive transmitter and a range of amplifiers 
up to 50 kW power rating 

drive 
Designed for colour with highly accurate 
independent adjustment of differential gain 
and phase. 
Unique linear diode modulator operating 
on the absorption principle. 
Sound and vision equipment integrated to 
ensure good sound to vision carrier stability. 
Designed for parallel operation. 

j QQGJíQU 

25 kW Band IV IV Transmitter 

amplifier 
Similar klystrons used for vision and sound 
amplifiers. 
Air cooling employed up to 10 kW. Water 
cooled klystrons used for higher powers. 
No back access required. 
Specially designed for parallel operation. _ 
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Marconi television systems 
The Marconi Company Limited, Broadcasting Division, Chelmsford, Essex, England LTDII 

18 Television Age, July 3, 
19 



Business brou®ter 
'heIrometer figures 

on April for local business and network compensation were better 

than for spot, but, still, nothing to brag about. Both categories were up 

over last year by small amounts. Local business rose 3.2 per cent for the 

average statíon (compared with the March -to -March increase 
of 14.5 per cent), 

while compensation eased up 1.8 per cent. In dollars, the year-to-year local 

figures are $31 million for 

'66 and $32 million for '67. 

As for compensation, the com- 

parable data are $20.6 million 

up to $21 million. 

Phe liril year-to-year increase 

recorded for local revenue was 

the lowest for any month 

since October, '65, when the 

rise over the previous October 

was identical -3.2 per cent. 
As for compensation, year- 

to-year figures have been 

n showing up rather poorly for 

the past six months. 

omp,'inE April with March '67 shows 

.,declines for both local and 

'compensation revenue -down 
5.4 per cent for the former 
and down 2.3 per cent for the 
,latter. 

In gieral, the larger stations did 

not do as well as the 
other groups in the local 
and compensation areas. The 

intermediate -size stations 
did particularly well in 
getting local business. 

Ire details on the local picture : 

The under -$1 million group 
went up slightly (1.1 per 
cent), the $1-3 million out- 
lets recorded a healthy 11.4 
per cent, while the $3 
million -and -over group dipped 
1.7 per cent. 

LOCAL BUSINESS 

millions of dollars 

$32.0 
$31.0 

April. (up 3.2%) 

NETWORK COMPENSATION 

millions of dollars 

$20.6 $21.0 
::.-T-72 ........ 

C1 

April (up 1.8%) 

Year-to-year changes by annual station reverme 

Station Size Local Business Network Compensation 

Under SI million + 1.1% +4.9% 
S1-3 million +11.4% +4.3% 

S3 million -up - /.7% -0.03% 

60 

55 

50 

45 

40 

35 

30 

25 

As lIr compensation, the averages in 
20 

ascending order of group 
size were plus 4.9, plus 4.3 
and minus 0.03 per cent. 
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1967-'66 coutpnrison 
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YIP -to -date analysis shows a moderate rise in local business and 
a slim increase for 

compensation. Four -month local revenue totals this year are $123.3 
million, 

up 8 per cent over '66's $114.3 million. As for compensation, the rise comes to 

1 per cent, the figures being $80.3 to $81.4 million. 

Nextlssue: 
a report on spot television business in May. 

(q rnrigh ted feansre of TELEVISION %GE, Itasiaess Barometer is based°. a Bross -section of .stations In all income and geographical categories. 
nlurnion Is tabu/cued by Dun & Bradstreet.) 
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Barbara Stanwyck Robert Mitchum Joan Crawford John Wayne . Fernando Lamas James l\ 

ra James Arness Myrna Loy Orson Welles Don C^-- John Ireland Macdonald ..,,;, 

Yvonne DeCarlo Mickey Rooney 3uster Crabbe . Brian Ahe 

n Stan Freberg . ' 've Arden Ethel Barrymo 
:laud(- 3b Crosby Broderick Cr. I 

3s t ne Lockhart Victor Mcl ; 
Mau O1° Iter Pidgeon Joseph Sa ) 
Brie tt Brady Barry Sulliva 

uill Broderiitrithel Bar John Wayne Barbara 
'X 

Maureen O'Hara Jam 
Victor 

1 

t ?ay Milland Yvonne Cj, 
i Jose 1 'alter Brennan Stan 

Barry Sul 1 1 ri! Harris Claude Ra 1.) i 

J. Cobb t Stanwyck Robert N < 
June Ha' s Arness Myrna LI.. 
Victor J 1 Carlo Mickey Roo 

Eddie Alber ° o 

\ \ 
eberg Dorothy h Id')ane 

Clark , t Lee J. Cobb J U V. II 

I Joan Font' ne Clark Jerry (1, 
Ray Middle r eefe Joan Fontaine . 0 6 

raut Alexis 5 ...,.,ve Susan Hayward Ray Middleton 
tephen McNally ..,, eory Eddie Foy, Jr. Joan Crawfórd Alexis Smith ,. ._ .. 
Barrymore, Jr. ' - ne Eddie Albert Don Ameche Dean Jagger . Stephen McNally S II J 

,. frjilFOREIGN . 
1 

. 

E THEATRICAL TELEVISION 
and NON -THEATRICAL :_ : 

' 
2 I r1 

FEATURES and WESTERNS t ; : 

I 

i 

Hoodlum Empire The Quiet Man The Red Pony Johnny Guitar 
Make Haste To Live Sands of Iwo Jima The Eternal Sea 
Wake of The Red Witch I've Always Loved You Maverick Queen 
Rio Grande The Fighting Kentuckian Fair Wind To Java Lisbon 
Angel and The Badman Dark Command Flying Tigers 
Fighting Seabees Three Faces West John Wayne Westerns. 
Roy Rogers Westerns Gene Autry Westerns Red Ryder Westerns! 

SERIAL EPISODES 
King of The Texas Rangers Undersea Kingdom The Masked Marvel 
Zorro Rides Again Mysterious Doctor Satan Jungle Drums of Africa 
Canadian Mounties Vs. Atomic Invaders 

HALF-HOUR SERIES mteity 
Frontier Doctor Stories of The Century Commando Cody 
Stryker of Scotland Yard 

AVAILABLE IN ENGLISH, FRENCH, SPANISH. ITALIAN, 
PORTUGUESE, GERMAN, AND OTHER LANGUAGES. 
FOREIGN MARKET DISTRIBUTION EXCLUSIVELY FROM: 

REPUBLIC PICTURES 

20 - 

t.1 ' "'JrK> 

REPUBLIC INTERNATIONAL DIVISION OF EMERY PICTURES INC. ' e'o t iit 655 MADISON AVENUE, NEW YORK, N.Y., 10021 111 ' ' 
PICTL'gES TELEPHONE 838-8813 AREA 212 TELEX 126912 . 
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THE WAY IT HAPPENED News froím t 
Npu 

Tht 

o 

Global Group 
first truly global broadcast- 

anization has been set up. It 

the nternational Broadcasting In- 

tituu organized last month in Eng- 

n,. 
Andea originating with the Ford 

'oan,tion, with Joseph E. Slater 

inca prime mover, the institute 

rill ling together, as individuals, 

,otl iroadcasting and non-broad- 

astitii people to discuss and ex- 

hanl/ ideas relating to technology 

no iogramming and the impact of 

oth.iInterim director of IBI is 

lrtinl Morse, formerly executive 

whiter of CBS Reports and its first 

haitan is Olof Rydbeck, chairman 
ff th Swedish Broadcasting Corp. 

Tli organization meeting, he d in 
diirl y Park, near Oxford, was 

utentd by individuals from a hand- 
;ul f countries but broader repre- 
;entaIbn will be sought, including 
Jeep, from Communist nations. Ex - 
ºcutis from the Polish and Nigerian 
eleyIion operations, originally 
tcheded to attend, later sent re - 
=r ts; Ten countries are represen- 
ed 1, the council (or board of di- 
ec a ). Besides the British, U.S. 

an( .iedish members there are mem- 
bers'rom Australia, Chile, France, 
.ierriny, Italy, Japan and Nigeria. 
Ili Irganization will be London- 
lasei+ 

o Iscuss Priorities. An interim 
=xee ve committee will meet in New 

k Yor1,n September to tie up organi- 
atioldetails and decide on priorities 
r'omamong the areas discussed at 
)itd,;y. Chairman of this group is 
e' .ckelson, vice president for in- 
erntonal development of Time -Life 
3rnaI_ast. Other members are Ryd- 

tkLouis G. Cowan, former presi- 
denlf the CBS -TV network and now 
tis.olted with the Columbia Uni- 

ers.; Graduate School of Journal- 
.uigi Barzini, author, journal- 

ist 9 member of the Italian Parlia- 
'leaand Kenneth Younger of the 

Royal Institute of International 
Affairs. 

U.S. members of the council are 
Nickelson, Cowan, Newton Minow, 
former chairman of the Federal Com- 

munications Commission and now 

with the law firm of Leibman, 
Williams, Bennett, Baird S Minow; 
Waldemar Nielsen, president of the 

African-lmerican Institute, and 
Jerome Wiesner, provost of the 
Massachusetts Institute of Tech- 

nology . 

lmericans who attended the Ditch - 
ley meeting. in addition to Nickel- 
son and Morse, were Roy Danish, 

head of the Television Information 
Office: Joseph Goldsen of the R 1ND 

Corp., and Robert Bates of the 

Rockefeller Bros. Fund. 

Montreux on Map 

Montreux, Switzerland. some ob- 

servers are saying, is being put back 

on the map by two annual (and re- 

láted) television -flavored events. One 

is the "Golden Rose of Montreux" 
contest for light video fare and the 

other, the companion broadcast 
equipment fair. 

An NBC Enterprises spokesman 
said this year's contest-the seventh 

-helped make the occasion a first- 

class meeting place for international 
film buying and selling. The fair, the 

fifth International TV Symposium- 
comprising exhibits and the reading 
of technical papers-was "impressive 
and "very much larger" than last 

year's, according to Dr. George H. 

Brown, executive vice president for 

research and engineering at RCA. 

Sometimes called "the Miami 

Beach of Switzerland," Montreux is 

situated on the Swiss Riviera and 

I ake Geneva. The program contest, 

held April 21-29, attracted the best 

light entertainment from 25 networks 

in North America, Europe, 1sia and 

Australia. The contest is sanctioned 
by the European Broadcasting Union. 

Equipment Manufacturers. Two 
dozen manufacturers were repre- 

sented at the equipment display- 
including RC 1, Marconi, North 
American Philips, Ampex. CSF, 
Mole Richardson and English Elec- 
tric Valve. The co-sponsors were 
electronics organizations of Germany, 
Japan, France. Switzerland and the 
United States (the Institute of Elec- 
trical and Electronic Engineers). 

The jury for the program com- 
petition was composed of one repre- 
sentative from each participating net- 
work, except for America's 1BC. 

The chairman was Werner Hesse, 
president of Hessian Broadcasting 
Corporation, Frankfurt, West Ger- 

many. The deputy chairmen were 

Alexander N. Gladychev, a director 
of Soviet tv, and Thomas J. Mc- 

Manus, vice president of ABC Flms. 
NBC entered Gene Kelly's Jack and 
the Beanstalk; CBS. Red Skelton's 
Clown Alley. ABC, because it was un- 

able to provide someone for the jury 
and its required 10 or so days of 
screenings, could not submit an entry. 

McManus notes that the contest 
does much to "encourage the devel- 

opment of light -entertainment pro- 
grams" and give everyone "a view 

of other countries' best efforts." But 
other lands, especially European 
ones, he says, take the festival more 
seriously than the United States, pre- 
paring programs especially for the 
contest while the U.S. networks 
merely submit their usual fare. 

Other Prizes. The second -prize win- 
ner ("Silver Rose") was Neder- 
landse Televisie Stitching INTS), 
the Netherlands. for Uorus. Copping 
the third -place ("Bronze Rose") was 
Soviet Television, for Red, Blue, 
Green. Runner-up citations went to 
Polskie Radio i Telewizja, Poland for 
T andem: Radio Denmark for Copen- 
hagen Design, and the Office de 
Radliodiffusion-Television Francaise, 
France, for Bienvenue. The spec'aI 
award of the City of Montreux for 
the funniest entry was awarded to 
Ceskoslovenska Televize. Czechslo- 
vakia, for Auto Revue. 

1 
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EQUATION 
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TIMEBUYERS 

o6 

ONE BUY DOMINANCE' 

X 
MOBILE 

HAN EKRG J -ITVs ALABAMA 

*PICK A SURVEY - - - ANY SURVEY 

Represented by H -R Television, Inc. 
or call 

C. P. PERSONS, Jr., General Manager 
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Color comes to Europe 

w::. 
... 

The BBC starts colorcasting tisis week, Germany 

gets color next onth; this is the year tv tint begins 

to spread. And with next year's new satellites, 

global live tv will become a reality 

Goba tv at midyear '67 shone like a diamond 
with three facets: (1) the immediate excite - 

met of color's scheduled arrival in Europe this 
Fal (2) the modest gains and spectacular goals 
0 obal satellite relays by next fall, and (3) 
the ncredible future of worldwide video enter- 
tait ent and communication in the 70s. 

of last week, regularly scheduled color tv 

Waavailable only in North America and Japan. 
Lutttarting this week, England swings (with only 
0 )1or sets in the country, although the factories 

are:ranked up and plan to produce 50,000 next 
yea) 

Te/cion Age, July 3, 1967 
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German tv starts colorcasting August 25. And, 

after considerable experímentatíon, France starts 

regular color tv progamming October 1. Typically, 

France is going to use a system that is incompat- 

ible with that used by any other country in Europe 

except the Soviet Union. The USSR plans to start 

colorcasting this Fall, too, and the French have 

agreed to deliver 500 color sets to Moscow in 

time for the 50th anniversary celebration of the 

Russian Revolution. 
Color tv in Europe is in a situation like that 

in the US 14 years ago when CBS and RCA 

had proposed adoption of two different systems. 

23 



Today, Europe is also involved in 

a dispute between different color tv 
systems but with no FCC to act 
as final arbiter. England is on the 
air with the PAL System (for Phase 
Alternation Line) with a 625 -line 
picture. France will use the SECAM 
System (for Sequential Memory) 
with an 819 -line picture. 

The British -German PAL System, 
however, is similar to the American 
NTSC System (for National Televi- 
sion Standards Committee) pioneered 
by RCA and the transmitter equip= 
ment of each can be converted to 
handle the programming of the 
other. 

Thus, global tv is marching off 
toward color in two different direc- 
tions, with many of the decisions 
being made according to political 
rather than scientific logic. 

But while color has captured the 
excitement and anticipation of people 
in more developed countries, it is 
black -and -white tv that keeps pushing 
up the world set count. The total is 
now more than 210 million; it grows 
by more than a million a month, and 
it keeps gaining momentum. It has 
already proliferated to more than 
100 countries. And live, global tv is 
barely one year away. 

The rocket -speed growth of the 
industry was traced b} Donald Coyle, 
president ABC International Televi- 
sion. in his address before the an- 
nual meeting of the American Astro- 
nautical Society this May. 

"Television not only extended 
broadcasting but created a whole.new 
industry, a whole new pattern of 
response. And at about the time when 
we could sit back and take a breath, 
television threw off its domestic 
mantle and went international. On 
top of that the space age produced 
Echo, Telstar, Relay, Syncom and 
Early Bird. Suddenly the possibility 

emerged of a vast, live global net- 
work uniting the television systems 
of the world." 

The possibility began moving to- 
ward reality in 1965 when the Early 
Bird satellite was launched into a 

stationary orbit above the Atlantic. 
Operated by Comsat, the Communi- 
cations Satellite Corp., Early Bird 
can relay more than 200 voice cir- 
cuits or a one-way b&w tv circuit 
(the equivalent of 120 voice circuits.) 

To use the new space relay sta- 
tions, companies in other countries 
were formed and joined the Inter- 
national Telecommunications Satel- 
lite Consortium, for simplicity known 
as Intelsat. Comsat is the U.S. mem- 
ber and is the manager of Intelsat. 
This Spring NASA placed two more 
space relays into orbit, one over the 
Atlantic, the other over the Pacific. 
Operated by Intelsat, they have twice 
the capacity of Early Bird and are 
known as Intelsat II. 

One problem is, they are so pop- 
ular for voice communications, par- 
ticularly the one operating over the 
Pacific, that most of the capacity is 
used for voice and telegraph com- 
munications. Thus, to carry an inter- 
continental tv show, much of the 
other service has to be either sus- 
pended or shunted to already over- 
loaded overseas cables. Since many 
of the circuits are leased full-time to 
commercial clients. Comsat has to 
carry the expense of leasing alternate 
cable facilities to clear the satellite 
for tv transmissions. 

But in the Summer of 1968, NASA 
will launch three more communica- 
tions satellites, each capable of han- 
dling two-way color tv plus a couple 
of b&w tv channels (color tv re- 
quires twice the capability of b&w). 
These will be known as Intelsat III. 
Each will be in stationary orbit, one 
over the Atlantic, one over the Paci- 

fic, and one over the Indian Ore 

With the third satellite in positii 

live tv relays will be possible arou 

the world. 
This achievement will create n 

problems for the industry to sol 

and not a few will be in the area 

commercial television. Some wi 

touched on by Barton Cummin 

chairman and chief executive oh 
of Compton Advertising, in his t 

dress before the recent Worldivisi 

World color tv timetable 

Year Country System 

1953 
1960 
1966 
1967 
1967 
1967 
1967 
1967 
1967 
1968 
1968 
1968 
/969 
1969 
1969 
1969 
1969 
1970 
1970 
1970 
1970 
1970 
1970 
1970 

United States 
Japan 
Canada 
Great Britain 
West Germany 
Hong Kong 
France 
Soviet Union 
Monaco 
Netherlands 
Taiwan 
Brazil 
Italy 
Yugoslavia 
Sweden 
Mexico 
Poland 
Spain 
Lebanon 
Belgium 
Switzerland 
Czechoslovakia 
Hangar) 
Norway 

NTSC 
NTSC 
NTSC 
PAL 
PAL 
PAL 
SECAM 
SECAM 
SECAM 
PAL 
NTSC 
NTSC or PAL 
.PAL 
SECAM 
PA I. 
NTSC 
SECAM 
SECAM or PA 
I'AL 
PAL 
PAL 
SECAM 
SECAM 
PAL 

Symposium held in New York 1 

ABC International Television. 
Cummings said, "Are we going t 

have to continue to try to protect it 

film production facilities, country b 

country, as we do at the moment 

In Australia, I believe, we are' a 

lowed at the moment to import int 

Australia from the United States onl 

20 seconds of a 60 -second comnet 

cial. Obviously, something's going t 

have to he done in this connectio 

te 

¡4 

G 

t, 

d 
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Jus for example, aspirin may be 

111111 aspirin in the United States 

',only Bayer Aspirin may be called 

aspin in Canada. 

Ve know we've got these time 

dirences. and this is a problem. 

W' know we've got language dif- 

fences but I'm told that through 

m,fiple audio channels this is going 

in ,1 licked. We have the incompati- 

hfli of the different systems and the 

dilrent sets. Something is ohs iously 

,;,oi; to have to be standardized 

in :is connection... . 

levertheless, we have made great 

itres, we are learning, we are get - 

tin; ourslhes ready. . . . I daresav 

tin in the next 10 years we are go - 

hip have international commercial 
tel ision such as we dreamed about 

20/ears ago that now exists today 

inue United States." 
here is even a possibility that 

aumatic language translation may 
iencorporated in the system of live 

{tkal tv. A spokesman for the He- 

sech Division of International Bu.i- 
wf, Machines, at Yorktown Heights. 

N ., said scientists there are hard at 

l,k on facets of the problem. 
First. you've got to realize this is 

+4tally a three-part problem," the 

1lil man explained. "It consists of 
sktch recognition, language transla- 
til and spoken output. t ou see, it's 
alj just language translation alone. 

\\lve already done that. The ma - 

cite is already in operation, under 
I'SItract with the Air Force. 
¡The translations it makes have 

she value. although they wouldn't 
Vacceptable to the general public. 
I;fives a typed translation. 
.`As far as speech recognition, 
tit's the hardest part. 11e have made 
anachine that can recognize spoken 
cords, very carefully spoken, with a 

lilted vocabulary, a couple hundred 

(Continued on page 70) 
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, 
Canada 

United States of America 

Bermuda 

E 

NORTH AMERICA 80,789,310 sets 

World 
television 
set count 
See pages 37 and 38 
for county -by -country 
detailed information 

Total: 

226,319,050 sets 

Key: number of sets per thousand population 

tinder 5 

SOUTH AMERICA 7.630.0(10 sets 
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British Honduras 

Honduras 
Guatemala 

El Salvador Nicaragua 

Costa Rica 

Jam Haiti 

Dominican Republic 

Puerto Rico 
J 41i). 

Virgin Islands 

Netherlands Antilles 

Barbados 

Trinidad & Tobag. 

3,615,500 sets CENTRAL AMERICA & CARIBBEAN 

98,870,227 sets EUROPE 

at Britain & N. Ireland 

Net 

DoGibraltar , 
{m Malta 



ÍÍ 

AFRICA 856,829 sets 

Sierra Leon 

Liberia 

Crete 
Cyprus 

Lebo 

NEAR EAST 

Rio Muni 

Cabinda 

Angola 

South West Africa 

Botswana Mozambique 

677,000 sets 

Swaziland 

Somali Republic 

Malagasy Republic 

Reunion 

B 

South Africa Basutoland 
1. 



Ch 

Ceylon 

a 

H.Korea 

S.Korea 
lao n 

®Okinawa 

0 Taiwan 

Hong Kong 

Malaysia 

Singapore 

1)5 Philippines 

E 

Guam 
O 

Ker lumber of sets per tho'sand population 

nc 5 5-50 

E 

50 150 150-250 Over 250 

31,210,000 sets FAR EAST 

2,670,184 sets AUSTRALASIA 
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Scottish Tv income gave 
Lord Thomson leverage to 

become a power in British 
newspapers. Below, Scottish, 

tv programs and film unit. 
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Where Thomson 
broadcasting interests 
are located 
Lord Thomson has concentrated his 

,Vorth American broadcasting and 
newspaper operations in rnediumto. 
small markets. About the only Thom- 

son -served market that could be 

called a metropolis is Quebec City. 

Even here, though Quebec City has 

a population of about 300,000, only 

about 10 per cent are potential read- 

ers of the English -language Chron 
ic/e-Telegraph. 

Following are the locations of 

broadcasting facilities owned or man- 

aged by the Thomson organization, 
along with call letters of the Ca- 

nadian ondets: 

Ownership 
TELEVISION: 

Kingston, Ont. (CKws-TV) 

Peterborough, Ont. (cuex-Tv) 
North Bay, Ont. (CECIL -TV) 

Scottish Tv (Edinburgh) 
Bermuda 
Lebanon 

Ica 1110: 

Kingston, 011t. (CKwS) 

Peterborough, Ont. (cHEx) 
Vorth Bay, Ont. (cecn ) 

London, Ont. (cEsL) 
Timmins, Ont. (cKen) 
Kirkland Lake, Ont. (CJEL) 

Management 
TELEVISION: 

Australia 
Barbados 
Ethiopia 
Gibraltar 
.Jamaica 
Mauritius 
Pakistan 
Sierra Leone 
South Arabia 

SAalo: 
Trinidad 
Barbados 
Gibraltar 
Jamaica 
Ilauritius 
South Arabia 
Trinidad 
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i other famous remarks by 

mous men, the best known 

iron ncement from Lord Thomson 

'f Fet, international comnunica- 

ionsrogul, is quoted so far from its 

ime,4lace and circumstances that it 

ia' ¡come dangerously misleading. 

Tlt was one of the points made 

n' ti. Canadian -born British peer 

n atinterview during a recent visit 
o N'v York. 

TI remark in question was his 

rb:e ation-after the early, spec- 

:arulj success of his Scottish Tele- 
visló venture-that to evision "was 
juathe having a license to print 
rota iwn money." 

Eta when he said it in 1957. the 

stateent appalled Lord Thomson's 
advi,lrs in Scotland, who urged him 
not repeat it, on the ground that 
it solder] brash and arrogant. Lord 
Thohon, a man who may take ad- 
vice;nd may not, nevertheless did 
repe what he had said to a reporter 
fro 'Time, and it passed into hu- 
m lily. 

Not True Today 

"Itt," he cautioned. "il was only 
truef television in Scotland in 1956 
or 157. l ou could not do today 
b ha we did then." 

Vat he did then, however, turned 
outto well that, for a while, the 
Tlr On communications empire 
t a etting nearly all its profits from 
r' rroadcasting venture. While his 
ir'tiists were not 'nearly so wide - 
`Pr d as they are now, they still in- 
alu d a chain of more than 30 news- 

l'al s, mostly in smaller markets 
fro Ontario to Florida, Canadian 
r d stations, plus 77íe Scotsman of 

dburgh. 

le latter newspaper gave Lord 
Thrson a foothold in a country 
flu whici his grandfather had 
4-'111. and which he entered. at the 

already -ripe age of 59, partly for rea- 

sons of nostalgia but mainly seeking 

new business challenges. It was short- 
ly after acquiring the paper, which 

he bought with the backing of the 

Royal Bank of Canada, that he 

plunged into Scottish tv. 

While he emphasized that the 

"trick" could not be repeated, he 

conceded that his tv coup provided 

the capital for his later moves into 

British publishing. These included 

acquisition of the Sunday Times, his 

most prestigious acquisition up to 

that time, and, filially, in a deal that 

rocked Fleet Street, .the Bible of the 

Establishment. The Times of London 

(no connection with the other 

Times, wrapped up this year. Even 

before buying The Times, he was the 

second biggest publisher in Great 

Britain. 
Lord Thomson's expanding finan- 

cial power and his fantastic drive 

and energy at an age when most men 

are contemplating or enjoying retire- 

ment has resulted in an international 

complex of businesses that inc udes 

a half dozen sideo operations; 10 tv 

management deals in Africa, Asia, 

the Caribbean and Europe (Gibral- 
tar) : a half dozen Canadian radio 

stations and an equal number of 

management operations with audio 

outlets on three continents. about 140 

newspapers (about a quarter of them 

in the U.S.), about the same number 

of periodicals, seven book publishing 
firms, a "handful" of insurance com- 

panies, an electronics manufacturing 
company, some 20 printing outfits, 

six trade show operations, the same 

number of travel companies, a char- 

ter airline, probably a few other 

odds and ends-and he's still diversi- 

fying. 
These Is orldwide interests gener- 

ate about $300 million in revenues 

(Continued on page 71) 

Lord Thomson 
of Fleet 

Head of a $300 million 

world-wide communications 

empire, the Canadian -born 

British peer thinks U.S. tv 

stations are over -priced 

Lord Thomson made his most 
dramatic moves as a communications 
tycoon alter he was 60. 
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(The following country -by -country reports, supplied to 

TELEVISION t,GE by its own correspondents abroad, are 

designed to give the reader the latest developments in 
significant or at least typical television areas. The coun- 

tries are presented in alphabetical order) 

Argentina 
Buenos Aires-The increasing popularity of local live 

productions has sparked new activity in the tv industry 
here. On at least two of the leading Buenos Aires sta- 
tions, Channels 9 and 13. local live shows now account 
for 75 per cent of all programming. In response to the 
trend, Channel 13 increased its studio facilities and 
Channel 11 is in the process of building new ones. 

Shows broadcast live in Buenos Aires are then taped 
and circulated to upcountry stations. In addition to the 
22 stations currently operating in the interior, 20 or more 
new station licenses in secondary markets throughout 
the country have been granted within the last few months. 
There are currently five privately owned stations in 
Buenos Aires and one, Channel 7, government -owned, but 
operated commercially and connected by coaxial cable 
to outlets in Rosario and Santa Fe. 

Newest commercial station this ',ear is Channel 8 in 

Cordoba, which is expected to push the university station 
there out of commercial operation. With the university 
station switching to an educational tv format, the addi- 
tion of Channel 8 does not actually increase the number 
of commercial stations in the country. 

Latest figures show 1.3 million sets in operation with 
a total billing of 6.3 billion pesos, or $18 million. \Vith 
approximately two to three viewers per set, transmission 
covers an average of 10 mllion people a day. 

News and variety shows are most popular among fans 
of live programming. As stations approach the start of 
the mid -winter season, the two Porteno comics, Pepe 
Biondi (slapstick) and Tato Bores (political lampoon- 
ery), are expected to remain favorites. Soccer games also 
continue to be large audience builders, with the big news 
this year a winning bid in excess of $2 million by Chan- 
nel 7 (government -owned) for broadcast rights to NFL 
professional soccer games. 

Daily live soap operas also perform well, as we I as 
the uniquely Argentinian marathon shows, which, pat- 
terned on a news and variety format, sometimes run con- 
tinuously for as long as five hours. Circular Saturdays, 
on Channel 13, scores top prize among these shows. 

A recent program entry, Europe", videotape variety 
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On the set in a Swiss tv studio 

Julian Peti/er (right) 
covers American scene for 

BBC's 24 Hours public 
affairs show. F)le Robertson 

(below) is show's man 
in 'Aloscov. 
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T 

bm RAI, the Italian broadcasting system, has re- 

1iavorable reception here, and talk of satellite re- 

.,yin the near future is becoming widespread. Indus- 

e,ers are now debating formulas for constructing 
.nun receiving centers. Construction of these centers, 

well, is not expected to come for several years. 

-tlte increased live programming, U.S. imports con- 

!! maintain high popularity. Among the favorites 
1 apber one in the top income audience group. is Man 

N.C.L.E., followed by The F.B.I., Batman, and 

i niPlace. Beverly Hillbillies continues to get high 

ut The Fugitive, popular for the past three years, 
43ipped to a 13 rating. 
ary to recent reports, there is no general move 

svjmost imports locally. The outcry among Argen- 
n ri iewers against "foreign" Spanish accents out of 

1,..» Puerto Rico, was relatively silenced when 

cowboy series was dubbed here not too long 

IC. acting much as New Yorkers might to a cowboy 
ir.hg "New Yorkese," viewers unconsciously used to 

n k;ign accents, were disturbed by cowboys speaking 
le Val Spanish. The bulk of dubbing continues in 

lex4 while Argentinian laboratories, currently not 
deyl:e to handle a very large workload, show little sign 
f winding. 
Ctlmercials are generally produced locally, however, 

ith Ire amount of foreign production so small no quota 
rilions are necessary. Gasoline and automobile man- 

r'sters, such as Shell, Esso, General Motors, Ford, 
de Tella, are major isers. The 

11ro andardl Oil Esso E so Reporter news seriest maintains 
igscore as fifth ranking show in the market among 
ifome viewers. 

l'ols, Philips, Gillette, Nestle, and Colgate are also 
ra1'.advertisers, along with Odol, a local headache 

1, 
and Kaiser (Argentine) automobiles. A ith Ar- 

' 14 an wine -drinking rivalling France and Italy in 
d?ita consumption, local wine producers also boost 

latid: revenues. 

Proximate y 40 per cent of most ad budgets go to 
l'don which has replaced print as the sing e largest 

'Ilium. Sponsors buy on a month by month basis and 
1 

i 
I schedule many more commercials per hour than 

1,ewers are generally used to. Scheduling follows no 
' ele, however. Commercials may appear in groups of 
trd five or as often as every 10 minutes. 
11(!nt government appointment of a Secretariat of 

" 1a:asting and Tourism has aroused cries of undue 
'-ment control in the tv industry. With the suspen- 
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GLOBAL 
REPORT 

Argentines wait start of Ritmo Y juventud 

community antennas popping up all over now that the 

government has given the green light to catv, on con- 
dition no pickups be made from extraterritorial commer- 
cial stations like Tele -Luxembourg or the British 
commercial stations. If catvs pick up foreign govern- 
ment stations that occasionally carry commercials, they 
must black out the commercials. 

That tv is important to Belgians and o their govern- 
ment is witnessed by a recent edict forbidding any 
structures higher than 60 feet on a mile -wide swathe 
of territory running 30 miles from Brussels to Antwerp, 
through which.runs the line of the Eurovision tv relay. 

For some Belgians this will be a long romantic summer 
as Radio Television Belge runs a complete performance 
of Wagner's Tristan and Isolde-split up into 13 install- 
ments. 

Meanwhile, current and recent U. S. network film fare 
dominates Belgium's Top Ten, with The lessons, The 
Fugitive, Dr. Kildare, Love on a Rooftop and Voyage to 

the Bottom of the Sea all up there. Britain is there only 
with Velvet, momentarily dropped from the schedule not 
long ago but quickly replaced after an avalanche of 
letters scrawled in juvenile hands. 

Canada 

Toronto-The June 1 Federal budget was a blow to 

Canadian television. Finance Minister Mitchell Sharp 
had hinted that he might abolish or cut the 15 per cent 
tax on color tv sets, but this didn't happen. 

Consequently, forecast sales for 1967 are 40,000 sets, 
25,000 lower than earlier estimates. "Because of the high 
price (a minimum of $600) we are only selling to about 
2 per cent of the homes in Canada," an industry spokes- 
man said. "At that rate, we can't reduce prices because 
of the small volume of sales. Abolition of the excise tax 
could make all the difference." 

On the brighter side, Sharp_ did indicate his decision 
wasn't permanent; that he might review the situation 
later. Right now, color penetration is about 200,000. 
Even with the tax, it is expected to 'hit 1,350,000 by 
1970. 

Total television penetration is 95 per cent, a very 
impressive figure, considering the far-llung population. 
And it will go higher. The Canadian Broadcasting Corp., 
a state-owned, subsidized network, plans to put the 

(Continued on page 60) 
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television around the world 
sting of receivers and a set -penetration figure country -by -country, exclusive of U.S. Armed 
es installations. The penerration figure used is based upon sets per thousand people, as there 

, o universal agreement on what constitutes a household. Sources include U.S. Information 
N ncy, UNESCO. UPI, TELEVISION AGE correspondents, and others. For detailed information on 
i,allations and ownership, see World Radio Television Handbook. 

i ntry 

11RTH AMERICA 

Emudal 
(Lada 
(lied States of America 

(;NTRAL AMERICA 

I hados 
(,ta Rica 
()a 
Ininican Republic 
ESalvador 
(stemala 
liti 
reduces 
Jraica 

, 11cico 
i:herlands Antilles 

1.aragun 
Itama 
l!rto Rico 

nidad & Tobago 
Igin Islands 

I'ÍUTH AMERICA 

' lientina 

ltzil 

(de 
lwmbia 
llador 

1 u 

Ifrguay 

rinezuela 

1ESTERN EUROPE 

Istria 

Ilgium 

lE mark 
land 

ice 
'Irmany (West) 

tbraltar 
''eat Britain & No. Ireland 

I'land (Eire) 

II'lv 

Ixemb 
i owg 

1 

isha 
IDnaco 

ittherlands 
)rlva y 

nrtugal 
lain 
veden 
vitzerland 

& 

Tv Receivers 

17,000 
5,672,310 

75,100.000 

CARIBBEAN 

9.000 
65,000 

Population 

52,000 
20,334,000 

193,818,000 

250,000 
1,433.000 

Sets per 
1,000 population 

326.9 
279.0 
387.0 

36.0 
45.4 

Notes (Systems, Line Standards, 
Frame Speeds) 

Cml., 525 1., 30f. 
Cml., 525 1., 30f. 
Cml., 525 1., 30f. 

Cml., 525 1., 30f. 
Cml., 525 1., 301. 

555.000 7,630.000 72.9 Non-cml., 525 1., 30f. 
52.500 4,000,000 14.5 Cml., 525 1., 30f. 
35,000 2.929.000 11.9 Cml., 525 1., 30f. 
60.000 4,438,000 13.5 Cml., 525 I., 30f. 
10.000 4.660.000 2.1 Cml., 525 1., 30f. 
15.000 2.284,000 6.5 Cml., 525 1., 30f. 
40.000 1,900.000 21.1 Cml., 625 1., 25f. 

2,100.000 43,000.000 48.8 Cml., 525 1., 30f. 
25.000 325.000 76.9 Cml. (owned by gov't., leased to private 

operators). 625 1., 25f. 

19,00(1 1,700,000 11.1 Cml., 525 I., 30f. 

110 000 1.246.000 8.8 Curl., 525 1., 30f. 

400.000 2,625,600 152.3 Cml., (also reaches Virgin Islands), 525 1., 

30f. 
35.000 990.500 35.3 Cml., 525 1., 30f. 

8.500 45.000 188.9 Curl., 525 I., 30f. 

2,000.000 22,691,000 88.1 Curl.; one gov't.. semi-eml. station in Bue- 
nos Aires, 625 1., 25f. 

1.000.000 82.000,000 48.8 Cml.; one gov't. non-cml. station in Bra. 
silia, 525 1.. 30f. 

75.000 8.657.000 8.7 Non-cml., 625 1., 25f. 

410.000 18.000.000 22.8 Cml., 525 1., 30f. 

45.000 5.084.000 8.8 Cml. in Guayaquil; non-cml. in Quito, 
525 1., 30f. 

250.000 11.650,000 21.5 Curl.: one govt. non-cml. station in Lima, 
525 1., 30f. 

200.000 2.914,000 68.6 Curl.; one gov't. non -curl. station in Monti. 
vedeo. 525 1.. 30f. 

650.000 8.260.000 78.7 Cml.; one govt. non-cml. station in Cara- 
cas. 625 1., 25f. 

770.000 7,255.000 106.] Limited cml. (curls. grouped in prográm 
breaks between 7-8 p.m.). 625 1., 2Sf. 

1,797,000 9.850.000 182.4 Non-cml. (French Flemish language serv. 
ices), 625 1., 25f. 

1.236.000 4.758.000 259.7 Non-cml.. 625 1., 25f. 

800.000 5.500.000 145.5 Limited cml. (cmls. run before and after 
prime time), 625 1., 25f. 

7.500.000 49.157.000 152.6 Non -curl., 819 1., 25f. 

13.000.000 59.611.300 217.9 Limited curl. (cmls. run between 6:25-8 
p.m.), 625 1., 25f. 

5.600 25.000 224.0 Curl., 625 1., 25f. 

15.500.000 54.500.000 284.4 Two non -mill. BBC channels. 405 and 625 
lines: one ITV curl. channel, 405 1.. 25f. 

371.000 2.563.000 144.7 Limited curl. (mills. run every 15 minutes' 
8-11 p.m.), 625 1., 25f. 

7.1-18.897 53,200.000 134.4 Limited cml. (cmls. grouped throughout 
evening), 625 d., 25f. 

35.000 331 000 105.7 Curl. (reaches audiences in France and 
Belgium). 819 1., 25f. 

32.000 330.000 97.0 Cml., 625 1., 25f. 

15.000 22.500 666.6 Cml. (reaches audiences in France). 819 
1.. 25f. 

2,215.000 12,292.000 182.6 Limited curl.. 625 1., 25f. 

490.000 3,738.000 131.1 Non-cml.. 625 1., 25f. 

202.276 9.234.000 21,9 Cml., 625 1., 25f. 

2.200.000 3-1.000.000 54.7 Curl. 625 1., 25f. 

2,200.000 7.801.800 282.0 Non-cml.. 625 1.. 25f. 
815,000 5950,000 137.0 Limited curl., 625 1., 25f. 

¡y: Cml., commercial; /., lines; f., frames. 
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Television around the world 

Country 

EASTERN EUROPE 

Albania 
Bulgaria 
Czechoslovakia 
Germany (East) 
Hungary 
Greece 
Poland 
Rumania 
USSR 
Yugoslavia 

NEAR EAST 

Aden 
Cyprus 

Iran 
Iraq 

Kuwait 
Lebanon 

Saudi Arabia 
Syria 
Turkey 

AFRICA 

Algeria 
Congo, 
Ethiopia 
Gabon 
Ghana 
Ivory Coast 
Kenya 
Liberia 
Mauritius 
Morocco 
Nigeria 
Reunion 
Rhodesia 
Senegal 
Sierra Leone 
Sudan 
Tunisia 
Uganda 
U.A.R. 
Upper Volta 
Zambia 

Sets per Notes (S)stems, Line Standards, 
Tv Receivers Population 1,000 population Frame Speeds) 

1,000 1,865,000 0.5 Non -curl., experimental, 625 1., 25f. 
187,900 8,226,500 22.8 Non-cml., 625 1., 25f. 

3,000,000 14,250,100 210.5 Limited cml., 625 1., 25f. 
3,400,000 17,048,000 199.4 Non-cml., 625 1., 25f. 

934,057 10.160,500 92.3 Non-cml., 625 I., 25f. 
5,000 8,500,000 .0 Non-cml., experimental. 

2,500,000 31.619,000 79.0 Non-cml., 625 I., 25f. 
552,000 19,150.000 28.8 Non-cml., 625 1., 25f. 

20.000,000 230,000,000 86.9 Gov't. cml., 625 1., 25f. 
680,697 19,758,000 34.5 Non-cml., 625 I., 25f. 

20,000 1,160.000 17.2 Cml. (Arabic, English services), 625 1. 

25.000 600,100 41.7 Non-cml., (English, Greek, Turkish Serv- 
ices), 625 1., 25f. 

130,000 23.428,000 5.5 Cml., 525 1., 30f. 
177.000 8,261,521 21.1 Limited cml. (curls., in breaks 6:30.11 

p.m.), 625.1., 25f. 
60.000 468,000 128.2 Non-cml., 625 1., 30f. 

165.000 2,600,000 63.5 Cml. (reaches audience in Israel), 625 1., 

25f. 
31.000 8,000.000 3.9 Non-cml., 525 1., 301. 
66,000 5,399,000 12.2 Non-cml., 625 1., 25f. 

3.000 31,391,000 .0 Non-cml., experimental, 625 1., 25f. 

150,000 10.788,000 13.9 Non -coil.. 819 1., 25f. 
1.600 900.000 1.8 Cml.. 625 1., 25f. 
5.000 22.590.000 0.2 Non -curl., 625 1., 25f. 
1.200 630,000 1.9 Non-cml., 625 1., 25f. 
4,000 7,740,000 0.5 Cml., 625 1., 25f. 
5,000 3.750.000 1.3 Cml.. 625 1., 25f. 

13.000 9,365.000 1.4 Cml., 625 I., 25f. 
3,500 1.066,000 3.3 Cml., 625 1. 

7.500 1,000,000 7.5 Cml., 625 1. 

36,479 13.323,000 2.7 Non-cml., 625 1., 25f. 
33.000 56,400,000 0.6 Cml., 625 1., 25f. 

5.000 420.000 11.9 Limited cml., 625 1., 25f. 
45.000 4.260,000 10.6 Cml., 625 I., 25f. 

500 3,490.000 0.1 Non-cml., 625 1.. 25f. 
1.150 2,500.000 0.5 Cml., 625 1., 25f. 

11.000 13.540,000 0.8 Cml.. 625 1., 25f. 
7.500 4.675,000 1.6 Limited cml., 625 I., 25f. 
5.400 7.551.000 0.7 Cml., 625 1., 25f. 

500.000 30.000,000 16.7 Cml., 625 I., 251. 
1.000 4.955.000 0.2 Cml., 625 1. 

20.000 3,780.000 5.3 Cml., 625 1. 

FAR EAST 

China 100.0110 
Guam 30.000 
Hong Kong 56.000 

India 6.000 
Indonesia 45.3011 
Japan 30,000.000 

Malaysia 75,000 
Okinawa 130.000 
Pakistan 2.700 
Philippines 210.000 
Singapore 80.000 

S. Korea 65.000 
S. Vietnam 10.000 
Thailand 250.000 
Taiwan 120,000 

AUSTRALIA 

Australia 2,200,184 

New Zealand 470,000 

Key: Curl., commercial; I., lines; l., frames. 

773,119,728 0.1 Non -curl.. 625 I., 25f. 
80.000 375.0 Cml. 

4,000,000 14.0 Cml.. closed-circuit (Chinese. English serv- 

ice.), 405 1. 

471.624.000 .0 Non-cml.. 625 I.. 25f. 
160,000.000 .3 Non-cml., 625 I.. 25f. 

99.000,000 303.0 Non-cml. network (NIIK), 449 cml. sta- 

tions. 525 1., 30f. 
9.834,000 7.9 Cml.. 625 1. 

932,000 139.5 Cml., 525 1., 30f. 
102.876.000 .0 Non-cml., 625 1., 25f. 

33,500.000 7.2 Cull., non-cml. university station in Manila. 

1,890,000 42.3 525 1., 30f. ' 

Gol., 625 I. 

28.647.200 2.3 Cml.. 525 1.. 30f. 
17,000,000 .0 Non -curl.. 625 1.. 25f. 
30.561.000 8.2 Cull., 525 1.. 30f. 
12.819,718 8.9 Caul. & gov't. non-cml. station, 525 1., 30f. 

11,750,000 187.2 

2.700,000 174.0 

Gov't. non -curl. network, 38 cml. stations, 
623 1., 25f. 
Cml., 625 I., 25f. 

o- 

It 
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A PROGRAM MAN'S . . . . Viewpoints 

heEmmy Awards - A Lousy Show 

are lain the annua Emmy Awards, Sunday, June 

1, '67, ABC from 9-11 p.m., rated high enough to 

or lit place in the current Nie sen ratings. More 

it) illion homes watched for more than five min- 

andaore than 13 million homes were tuned in on 

tier e minute. What they saw was mishmash and 

u+io It was a lousy show. 

ere'+ little doubt that shows that feature somebody 

ling rmething are big time. Girls of every category 

petiii for a prize are surefire. bliss Teen Age, Mrs. 

iricalMiss America, Miss Universe, Model of the 

r. althing to do with girl -watching on a grand, 

ilt'omoted scale is bound to do well. 

helsae thing is true of the Oscars and the Emmies. 

poi is why the Oscars are so much better a show 

th Emmies, when the people responsible for the 

nies resumably are the top professionals in the tele - 

n 1 iiness. 

he ph em begins in the beginning. The categories 

1 oy hauling by an objective professional manage- 

r nip or psychiatrists. There has been a frightful 
nyblok over this from the beginning of the awards. 

:onuttee after committee has argued over the word- 
thelategories, the nominating techniques, and the 

os. ocedure, but it still is bad. CBS News doesn't 

-, an'by pouting in a childish way and refusing to 

g I nominees to be judged. 
)esp the many faceted areas of disagreement the 
ustr:is not helped by one of the three leaders ab - 

nine This rule sounds more like a holdover from 
pet Friendly regime than the current one. 
his ar's selection of m.c.'s didn't help any. Joey 

roptas being promoted by ABC and was the anchor 
Jty Bishop is currently running about three -to - 

helm' the Johnny Carson show in the insomniac 
'u e betting was about that when ABC picked him. 

0c).1 a limited night club performer with a chip-on- 
rhoijer attitude toward his audience and a lack of 
pnrtivith the person he is interviewing. 
al''ewing is a real skill which only a handful of 
loins have. To start out with, the interviewer must 
4to`nely interested in the subject and the guest. 

h pts like he would like to belt his guest for getting 
hi, {{t. 

A borscht circuit comic, who is used to han - 
it }hiders and must develop arrogance to survive, is 
la therson to pick as a host. 

'he ,ho of Bishop was Hugh Downs, a talented an- 

" e No matter how much experience he gets and 
" "frllessly he handles the Today show, Ilugh Downs 
i neír look or sound important. lle is the nice, color- 
' felw who is the straight man to a strong personality. 

e- 

Downs handling of the New York end of the Emmies is 

best described with a resounding "blah." 
Compare these Rover Boys with Bob Hope. How? 

After all, Hope is a product of radio, first; television, 

second, and movies, third. As a matter of fact, most of 

his movies have been disappointing-particularly of late. 

Why isn't he doing his job for his alma mater? 

At least Hope can be counted on to liven up the place 

with current gags indigenous to the event. Bishop was 

rehearsing his act and Downs looked as though he could 

hardly wait to get to bed so that he would be fresh in 

the morning. 
Having started with a little less than nothing, the 

show rapidly ran downhill to Boredomland. There was 

an excess of cute pairs of unrehearsed presenters who 

all looked and sounded alike and a total lack of good 

material to reveal why the performer was chosen in the 

first place. Certainly there should have samples of per- 

formances, like trailers, to identify the reason for the 

award. 
The trivia was laying all over the stage. The Oscars 

give a little tempo and quick brush-off to awards which 

are inside awards-important to the industry but mys- 

terious and insignificant to the outsider. The important 

categories should not only be honed but built up with 

production to match their importance and the lesser 

awards can be a warmup with the winners and a sample 

of their work shown to the air audience in between the 

major acts. 

As in all awards voted by the crafts there were the 

usual number of sentimental winners who were can- 

celled, or about to be cancelled, or should have been 

cancelled. if the voies had been cast by the public, and 

401 
¡ 

r. .- 
1 

.... ...-- - w--- r..+--- . : 
,i 

41 

. 
7 

!,. . 
not by the unemployed actors or technicians who prob- 

ably constitute the majority of the voters, the appeal 

might have been broader. Pity and sympathy often moti- 

vate this kind of voting when a winner should be picked 

by those who don't know him personally and don't care 

about the problems. 
It also gets a little sickening when winners thank 

everybody from the director of the U.S. Mint to their 

ex-wives. It is reminiscent of the guy who won the fight 

(Continued on page 76) 
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Film/Tape Report 
lt 

NEW SHINGLE 

Fresh from the triumph of an 
Emmy award for his documentary 
spectacular Hall of Kings, Harry 
Rasky set up Harry Rasky Produc- 
tions to make specials and documen- 
taries for tv, as well as feature films. 

Rasky began to plan the setting up 
of his production company well be- 
fore he received news of his Emmy 
award. 

He is currently working on a multi - 
star special for the State of Illinois. 
Another project is The Wit and the 
World of George Bernard Shaw. 

The Illinois special will feature 
stars who are native sons, among 
them Jack Benny, as well as other 
stars who first tasted success in Chi- 
cago. 

For the Shaw special, Rasky, who 
has been given rights to do the show 
by the Shaw estate, will film on 
ideation in Dublin, London, Ayot St. 
Lawrence, and for a scene from 
Shaw's Saint Joan, in Rouen. 

EAGLES 

For network tv, Trans -Lux is 
readying The Golden Eagle, a cartoon 
series, produced by Cambria Studio 
in Hollywood, based on the exploits 
of flyers in France during World 
War I. 

The title character is a pilot who 
depends upon Corporal Tommy, his 
mechanic, who also services other 
planes in the same squadron. 

The heavy is The Black Knight. 
who bears some resemblance to 
Baron von Richtofen, piloting a Fok- 
ker biplane. The pilot film of the 
series about pilots is now being 
shown to networks, agencies and 
advertisers. 

IT'S OFFICIAL 

Electrographic made the. formal 
announcement that it had acquired 
Sarra in Chicago, as was reported 
in TELEVISION AGE February 13. 

The VPI division of Electrograph- 
ic and Sarra, Inc. have been inter- 
changing producers and cameramen 
since last winter. Sarra recently 

opened a color laboratory in Chi- 
cago. 

Also made official was the fact 
that VPI in New York has set up its 
own dry lab for color. 

AD EXPERIMENTS 

Dr. Ugo Torricelli, head of Torri- 
celli Productions in New York, set 
up a tv commercial experimental 
laboratory as part of his studio, to 
develop new techniques for com- 
mercials. 

Dr. Torricelli, who has won a 
number of awards for his films 
Danze Cromatiche (Chromatic 
Dances) and Le Far falle (The Butter- 
flies), said he specializes in "geo- 
metrical production," wherein all 
audio and visual elements are brought 
into balance, "so that at the end 
only a `precharted matching' is re- 
quired, and editing is not necessary." 

"This," said I)r. Torricelli. "does 
away with a `let's get started and see 
how it comes out' operation and gives 
each force. tool and technique its 
functional proportion; while keeping 
the client's requests and specifica- 
tions in the forefront." He said his 
company has never missed a deadline 
nor gone over a budget. 

Dr. Torricelli, whose Ph.D. is in 
mathematics, observed that viewers 
may resist literal presentation. "We 
believe the use of abstract forms, 
color and music in our films calls 
the viewer's emotions into play, 
eliminates the 'debate' on his part 
and allows the essential meaning of 
the message to come through with 
deeper presentation." 

i, 

TORRICELLi 

STUDIO LAB 

The VPI color control op' 
with Harvey Quintal as genertzjt Ni 

ager and Al Goldstein as chid 
n 

consultant and timer, has bee, 
tioning in the processing ol,, 
prints for the past couple of It1 

From the dry lab, prints gee tl 

big color laboratory of Colo 

ice, Inc., which was inaugura 
' 

61 

fall. VPI invested over $1 mile 

its color dry lab, and spent brie 

of pre -planning to set it up. 

Color Service, meanwhile. 
more than $2 million in build' 

new laboratory to handle t .a f creasing flow of color comnure 

Robert Crane, president dill 
Service. said the lab was laid 11 

fit function and film -flow. Tt. 

track of work on every comaL 

that comes in, Color Servitli. lr 

stalled a computerized status clr 1' 

system. Crane said it speeds uI 

munication with studios and 'r li 

cies. fIN 

Meanwhile, at VPI the nel1' 

liaste shipping service put into' 
last month by Video Prints halt ̀ :b 

working out well. according too, 

ert Winkler. president of 11 

V 
Prints. 

He said agencies and advet' 
can save thousands of dolls; kj 

shipping commercials to statioiq, 
using Post Haste. I 

fl 

In New York or Chicago ott a` 

tngeles. Poste Haste's drivers 

up a shipment from Video 1111'1 

or from agencies. lahoratorie ( 
studios. process it through a 

maica meter," and then dril 'R 

straight to the airport. u 

Poste Haste is offering its seitt 
at $2 per package, which inch 

lib 

the cost of postage and air a 

special delivery. Winkler said tl 

far below the cost of air freight 

u' 

WOODY'S ON 

Metromedia Broadcasting Tv. 
11 

s iortly syndicate a 90 -minute (1:11, 

strip, in color, with Woody 1 

bury, that is being produced "tit 

Metromedia by Ra ph Edwards °, 

ductions. 1ti 

il 
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Ai is already set for fall on 

Ietlmedla stations, WNEW-TV 

1 ti KTTV Los Angeles, WTTG 

instl and KDIIic-TV Kansas 

W GY'S HOMELAND 

snJ as he completed the third 
f,ggy specials for ABC-TV, 

tr.lkducer Bert Stern took 

"I N;gy's homeland to shoot a 

Abe of cigarette commercials 

ri k advertisers, to be shown 

Ipei Productions signed John 

nt. uthor and former News- 

cli'espondent in Africa, to 

an produce the opener in 

is real Explorations series of 

ºl ,' kick ofT on \BC -TV in 

r5.'1968. with sponsorship 

thiAnterican Iron and Steel 

ute. 

I.' Jan Glenn is the host of 

e,it The opener will be a 

relit of Stanley's route in 

h o Dr. Livingston. 

LYFILM 

rent,.h Century Fox TV is syn- 

ing,lring Pooh My People, a 

fill which traces the footsteps 
osesihen he led his people from 
t tq'he Land of Canaan on an 

a, freedom. 
e fit, produced by Dick Girvin 
dir ed by Charles Sharp, was 
on 'cation between Cairo and 

'yril border of Israel. 
stotal advisers for the film 
DI Keith C. Steele, professor 

itt0.1 the Oriental Institute of 
.Jni'rsity of Chicago, and I)r. 
e 'ughes, professor of Egyp- 
t ache same institute. 

CILLEGE 

terse Productions sold a sum- 
iiueeries, Malibu U., to ABC - 
It srts on the network July 21, 

ilhts in the 8:30 to 9:00 pin 
Tit 

all U. is the second senture 
nelork tv of the subsidiary of 
tserPuhlishing Co., which pull- 

tutor Trend, Hot Rod, Sports 
Gri;thic, Rod & Custom, Car 

n'I Wheels A field, and also 
Htazine. 

Advertising Directory of 

SELLING COMMERCIALS 

American Telephone & Telegraph N. W. Ayer 

P- - - . 

Jj 

r ' , 

WYLDE FILMS, INC., New York 

Carnation Instant Breakfast Erwin Wasey 

I" .,. 

erg 

WCD, INC., New York 

Barney's Mogul, Baker, Byrne & Weiss 

`ag 

I 
-1"..'7'1-""..-- 

PELICAN FILMS, INC., New York 

Chevrolet Campbell -Ewald 

++-r_-. - ' , 
THE TVA CROUP, INC., New York 

Burlington Industries "Tricot" DDB 

--1,7 , 
Ir' 

, 
1 

. t 

4 '' 1"1 

..^0. - - 

COLODZIN PRODUCTIONS, INC., New York 

Chicken Delight Tilds & Cantz 

. 
, :IL . 4,:. ,,,,{ T 

' r cJ. N'..'.- 
1 

o- 1 

=' r íi 2. 
`=-. IFS 

`Cd ' ` L' 
SANDLER FILM COMMERCIALS, INC., Hollywoot 

Burry's J. Walter Thompson 

1- lc$ 

PAUL KIM & LEW GIFFORD, New York 

Commonwealth 

1R E 4 
II i..D 

Theatre Owners, Ltd. 

_ 
- 

. 

- _ - _- 

PANTOMIME PICTURES, 

r 
Hollywood 
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"Being aware of news in our industry 
is essential, and a good trade magazine 
will provide the advertising and televi- 
sion professional with up-to-date facts 
and concise viewpoints that are not 
normally found in the general press. 
TELEVISION AGE is this kind of a 
news source." 

ROBERT MARGULIES 
Senior Vice President in Charge of 
Commercial Broadcast Production 
Ted Bates & Co. 

rn 

1. 

Bob Margulies' 15 year, in the television end of the 
business began at the University of Oklahoma where he 
studied drama and radio. Following four years in 
the United States Coast Guard during the second W orld 
War, he launched his career as a Broadway Stage Manager. 
Ile later handled \dvertising and Publicity for United 
Artists and was a Producer -Director with Screen Gems. 
A Commercial Producer post at Young & Ruhicam from 
1952 to 1955 was his first at an agency. 

Mr. Margulies also has been a free-lance Commercial 
Film Director and Broadway Producer. (He produced 
Brendan Behan's "The Hostage" and "Billy Liar" by 
Keith Waterhouse and Willis Hall.) 

Ile joined Tell Bates as a Commercial Producer 11 
years ago. In 1961. he became a VP and head of the 
Commercial Broadcast Production Department, and in 
1965, a Senior VP of the agency. 

Television Age 

The idea for Malibu 11., Iit 
cal fun college," came frot,R, 

f.l 

MacLeod, publisher of lie, 

'Teen magazine. Series is beet I' It 
at a Malibu beach. 

Producer on Malibu U. i 1 t 
ton, with Gene McCabe the It 

t h 
producer, Robert L. Dellúitr 'v 

associate producer, Jack a , 

director. and Milt Larsen 31 

Lauber doing the writing. In 
advice is being provided byte t 

P 

tors of 'Teen magazine. 

APOLOGETICS 
ul } 

The Board of Directors @3ro.,¡ 

cast Pioneers has decided to ntiit 

to serve as host of the anal I iE 

body Awards luncheon. 
This past spring, the ,alt 

Awards were the target t ', 

siderahle criticism in the tv din 1 

because of phraseology in II 

citations that seemed to mat to t, 
unnecessarily critical of the ,us. 

To this point, John T. tp i 

president of Broadcast btu' 

board members had questio3 
G 

taste and propriety of utó 

Pioneers as a platform for . e 

cism of broadcasting, on ante& 

established for recognizing e 

of its contributions." 
Murphy went on to rem 

1 

Dean Drewry of the Henry VG 

School of Journalism at the¡'ai 

sity of Georgia, the entity clot 

with the administration of I 

body Awards, had after comsat ' 

with him stated that Murph 
1 

ments were justified. , 

Moreover, Dean Drewry td 

sured Murphy and the .ln' 
} 

Board that "in the future the at 

and the occasion will hotao ' 

spirit and purpose of the lab 

Awards, and whatever criticit J. 

be merited will be reserved ' 

other time and place." 

SHOOTING FOR MARS a 

Sagittarius Productions sited 

Darren McGavin and Nick MOO 

roles in Mission Mars, first oln 
i 

features Sagittarius is produ,lF I`k 

ABC-TV. Production start I 

month (June 19) in Studio 
th 

North Miami and on locati 

where in Florida. t 
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USHS 

'tiaiattan Color Laboratory ac- 

'hrad its filmstrip and colorslide 

al n by offering a six -hour serv- 

e. N atives received by 8 a.m. will 

m iswer print form by 2 p.m. 

Telrl'ape Productions put a mil - 

on -di ar color tape unit on the 

lad. Me new truck houses six 

lard Plumbicon color cameras, 

lit: N and audio equipment. Last 

ear Ile -Tape put its first color tape 

nit ( the road, with two cameras 

ml ti vtrs. 

1&ICECO published a new edi- 

on c its motion picture equipment 

ontal''atalog, 48 pages listing some 

6(10 bins of film -making gear from 

Alice to 1500 AitlP generator 
uckvCopies are available free from 
re clipan)'s branches in Hialeah, 
;as 'gton, New Orleans, Cleve- 

3nd,'nd Atlanta. and also from 
,erl :ork headquarters. 

Acl Film and Videotape Labo- 
ator`, a subsidiary of Filmwa)s, 
as .ain awarded a $500.000 con- 
tad ,r the Department of Defense 
n In and process all tv footage 
or t1; Armed Forces Radio and Tv 
ierviis during the coming year. 
his the seventh year Acme has 

Teen icked by the Department of 
lefen for the work. 

. 54.-3 

, _ 

Al: Films promoted GIL CoIIEN to 
ice resident-foreign sa es. Ile had 

1iiirector of foreign sales admin- 
Ltialn and before that was assistant 
4i'eÁnr of international sales and di- 
re°toof Latin 1merican sales. Cohen 
loin ABC Films in 1960 as director 
°l fn operations. Earlier, he was 
iq t. film department of ABC-TV 
and ras a film editor at r\'ABC-TV 

ewj'ork. 

Advertising Directory of 

SELLING COMMERCIALS 

;ott Draft Style Root Beer Riedle & Freede 

1 
-t r. a . o 

' . 

IIDEOTAPE CUTER, New York 

1st Union National Bank Kincaid Adv. 

1 I p ' 

CI 

..-_ 
JEFFERSON PRODUCTIONS, Charlotte 

lelta Airlines Burke 

' - DELTA,,, 
3- 

- <1,- 

Ittll & HERNDON, INC., 

Dowling Adams/BBDO General Electric BBDO 

' j ` 

LIBRA PRODUCTIONS, INC., New York Dallas 

Dodge Trucks "Gorilla" 

b 

'ACIFIC COMMERCIALS, 

BBDO 

- 

General Foods Ogilvy & Mather 

, ̀ -.......1,-,K, ó o! 
- '' 

FRED A NILES-Chicago, Hollywood, New Yo; 

DODGE 
BUILDS 
TOUGH 

TRUCKS 

Hollywood 

)ristan J. Walter Thompson t- e 

4, If 
J' 

-.pá 

;. 

-} ,.I.4.t 
vils . 1 -) ° Li:,.. f 
TV GRAPHICS, INC., New York 

' 
' M, , -i 

t. 

'¡ 

' 
3., w,. 

Mexicana 

1 
s 
FORD 

Airlines Wesley Advertising 

; - 

,, ., 

sc' - C. te 

:- _ 

/ 
" 

FILM ASSOCIATES, New York 

', 
` 

4 
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Last month John J. Kowalak; vice 
president of I\lovietab, Inc. flew to 
Russia to take part in the conference 
of the International Organization for 
Standardization, a two-week session 
in Moscow at which some 50 experts 
in cinematographic processing sought 
to set up uniform standards for appli- 
cation everywhere in the world. 

MILLIONS FOR GEMS 

Screen Gems reported record 
grosses and earnings for the nine 

months ended April 1, 1967, with a 

gross revenue of $73,371,000, up 
from $70,573,000 for the same period 
last year. Net was $4,194,000 up 
from last year's $3,849,000. 

A. Schneider, president of the 
Columbia Pictures subsidiary, said 
that the third quarter earnings of 
$1,601,000 were the highest earnings 
in any one quarter of the company's 
history. 

THE MOVIES 

Seven Arts Associated chalked up 
15 more sales of its Volume 12 of 
Films of the '50s and '60s. There are 
52 titles in the Volume 12 package, 
28 of them in color. 

The recent buyers were WFIE-TV 

Evansville, WWLEX-TV Lexington, 
\VEEK-TV Peoria, WNEM-TV Saginaw - 
Bay City -Flint, WNDU-Tv South Bend, 
n AT Albany -Schenectady -Troy, WTAE 

Pittsburgh, KTUL-TV Tulsa, WTIC-Tv 

Hartford, KSL-TV Salt Lake City, 
KPIX San Francisco; KDTV Dallas; 
WCIX-TV Miami, KZAZ-TV Tucson - 
Nogales, and KPHO-TV Phoenix. 

Among the titles in Volume 12 are 
Les Miserables (Michael Rennie, 
Robert Newton, Debra Paget), Crack 
in the Mirror (Orson Welles, Juliette 
Greco), The 13th Letter (Charles 
Boyer, Linda Darnell), Esther and 
the King (Joan Collins, Richard 
Egan), and Mr. Belvedere Goes to 
College (Clifton Webb, Shirley Tem- 
ple) . 

COMMERCIALS MAKERS 

JOSEPH L. TINNEY joined Filmex 
as executive vice president/projects. 
He had been manager of commercial 
production at Colgate-Palmolive 
since 1962. Before that lie was with 
Ziv and with Revue in Hollywood as' 

14 - 

d 

TINNEY 

a program director, from 1957 to 
1962. 

Earlier, Tinney was a producer - 
director in the tv department at 
William Est y. He started his tv 

career as a lroducer-director at 
WCAU-TV Philadelphia. 

Also joining Filmex were SOL 

NEGRIN and STEPHEN VERON 1. Negrin 
has been a free-lance cameraman 
since 1949 and has shot commercials 

I 

VERONA 

for a long list of blue-chip adver- 
tisers. 

Verona, a director at Filmex, was 
an art director -producer at Ogilvy & 

Mather, and has also made a number 
of award -winning theatrical short 
subjects. 

One lie made last year, Rain on 
the Roof, with the Lovin' Spoonful, 
has run on tv in the U.S. and in 17 
countries abroad. Verona graduated 
in 1962 from New York's School of 
Visual Arts. 

In London, ROBERT J. KINGSLEY 

joined the English branch of Rose- 
Magwood Productions, as managing 
director of the London office, suc- 
ceeding JACK REYNOLDS, who has 
moved to a creative post at the 

Toronto office of Rose-Magv 
Productions. 

Kingsley was formerly treas,r 
and vice president of the Screen¡. 
rectors International Guild, antis 

currently co-chairman of the D`1 

tors Guild of America Trust Ftl. r 
Since 1960 he has been vice p4 

dent in charge of customer relati,1 

sales and studio management 
I 

Recording Studios, Inc. I r 
t 

PETER GRIFFITH and PAUL 1111# fit' 

changed the name of their comb't 

cials studio from Griffith -Minor l, 

sociates to Motion Associates E..tai 
The studio now has headquarii t It 

at 535 Madison Avenue and a \t tlu I 

Coast branch, headed by PAT CAST : X11 

at 9119 Sunset Boulevard in 1 

d 

Angeles. 
On staff in New York are direct 

JIM BROWN, BERNIE HIRSCHENS. 

JACK HORTON, PETER PASSAS 8 

MICKEY TRENNER. 

studio of Creative Photo Arts Stud 

-a 4,000 square -foot facility. He, 

ing up the new division of the fill k0 

making studio is A. J. B%RBARI( -'á 
The addition makes Keiti & Het tut 

don "the Southwest's largest full-li' pint 

photographic studio," according t 
L%WRENCE F. HERNDON, president. 

QUICK CUTS 
Winners of the second annul 

Addy Awards competition, sponsors 

by the American Advertising Feder 

Lion, were announced at the AAF 
M' 

Convention in Houston last mont 

Agencies and clients honored It IT 

outstanding tv commercials wet 

Cargill, Wilson & Acree and Hon 

Brewing Co., Fuller, Smith & Ro'' ICI 

and True Temper Corp., Trace" 

Locke and Pearl Brewing Co., all )fry 

Griswold Eshleman and Sherwin 1'1[ 

Williams Co. o 

Taking second place honors wen art 

KTVH Hutchinson and the Wichit 

Beacon, and Hume, Smith & Mickl ' 

1 berry and Burger King Corp. 

Third -place Addy awards went b I 

KELO-TV Sioux Falls and Schriver' L 

and S. L. Brown and Associates am 1 

Sweeny's Jewelers in Houston. 

The first prize.for a tv commercia 
P. 

1T 

1 

Prlu 

ná' 

In Dallas, Keitz & Herndon set 'ádt 

a still photo division and bought I "+ 

iT1 

101) 
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au I;n went to Griswold -Eshleman 

nd IF. Goodrich Industrial Prod- 

ct3. runner-up prize went to Vic 

laithd and Associated Columbus 

as. bird place was taken by 

lc(at-Erickson and Humble Oil. 

)N 71E DOTTED LINE 

'nr: s -Lux Tv International 
dd Nix the Cat to five countries. 

he Iyers %%ere Telefis Eireann in 

ublil Schweizer Fernsehen in 

w'riztanl, Granada Tv in London, 

ele -Ante Carlo in Monaco, and 

omignle Luxembourgeoise de 

elediusion in Luxembourg. Gigan- 

n- ma to Television Wales And 
he eet in the United Kingdom 
nd tiUnited Telecasters in Sydney, 

ustr a, as well as to Scottish Ty, 
td.. I Scotland. Hollywood Guest 

hot as sold to Eastern Nigeria 
elevion. 

RIO Pictures Company sold 
irintline with William F. Buckley, 

tot et v station, Wt Pittsburgh, 
nd, 

QE 

ured a renewal of the series 
om vFLI)-Ty Chicago. On other 
ont ElKO Pictures sold The In.ter- 
atio ! Aero Classic to wtst-t-Tv In- 
ianallis, and the Abbott and Cos - 

(or cartoon series to Nmec-Ty 
allaElind KVOS-TV Bellingham. 

Setiln Arts Tv chalked up 19 
ore rtes on The Professionals, for 

tdl' to date of 54 markets. 
he ): WNEM-T1 Flint -Saginaw - 
ay (y, WJBF-Tk Augusta, WEEK -TV 

eori LEX-TV Lexington, WIIIO-TV 
ayto WCOV-TV Montgomery, WAN E - 

V F Wayne, wiBw-Tv Topeka, 
NTH' ian Jose, WNYS-TV Syracuse, 
',STT Albany -Schenectady -Troy, 
ZZ 4V Grand Rapids, KOCO-TV 
klahna City, KTUL-TV Tulsa. 
TVWV Evansville, WREX-TV Rock - 
)rd, tTC-TV Lafayette, KOAT Albu- 
wrge and KoRK-Tv Las Vegas. 
arlie Seven Arts sold 7'he Proles- 
onal for a multi -market buy by 
asltrs Chemical Products, in 35 
]ark¿,- The deal was placed by 
eedlm, Harper & Steers. 

NB International Enterprises 
Id ick and the Beanstalk in 

gbt untries: Japan (Nippon Hoso 
-yok t, Germany (Zweites l)eut- 

Advertising Directory of 

SELLING COMMERCIALS 

Morton's Crook Advertising 

.r. ., , 
JAMIESON FILM COMPANY, Dallas 

1 -Up J. Walter Thompson 

1 

N 

1 

'iE.. i 
FILMEX, INC., New York 

Peoples Gas Light & Coke Co. FC&R 

SARRA-CHICAGO, INC. 

Standard Oil BBDO 

o= d^ 

,"b ;411'. ; IA, \ 
'l / 14 

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

Quaker Oats Co. Compton Advertising 

WGN CONTINENTAL PRODUCTIONS, Chicago 

U. S. Air Force MacManus. John & Adams 

`_I ` it 

h r 

FILMFAIR, NEW YORK 

Reynolds Aluminum Lennen & Newell 

.u& 

Xerox "Country Store" Papert, Koenig, Lo 

4.'L r ' o 

PGL PRODUCTIONS, INC., New York 
ELEKTRA FILM PRODUCTIONS, New York 
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sches Fernsehen), Britain (BBC), 
Guatemala (Channel 3), Mexico 
(Channel 2, Mexico, D.F. and also 
Telesistema Alexicana), Venezuela 
(Channel 2 Caracas), and argentina 
(Channel 11 Buenos Aires). 

Four Star International secured 
a renewal for P.U.Q. with the NBC 
Owned Television Stations i)ivision. 
The network anchors have been run- 
ning the show since '65. 

Piel's Beer, through Papert Koenig 
Lois, bought halfhours on 23 stations 
to run Celebrity Billiards. Harold 
J. Klein Film Associates is dis- 
tributing the show, which is taped at 
KTLA Los Angeles, East of the Mis- 
sissippi. 

On the West Coast, the halfhour 
color show is being distributed by 
Medallion Television. in the show, 
Minnesota Fats, made familiar to the 
non -habitues of billiard parlors by 
the film The Hustler, plays with the 
likes of Mickey Rooney; Milton Berle, 
and James Garner. 

The suckers are. of course, handi- 
capped. The big man from Minnesota 
and the ama-toors play straight, of 
course, and also Chicago -style, eight - 
ball, six -ball, and three -cushion. 

The brewery is putting the show 
on stations in New York, Boston, 
Philadelphia, Hartford, New Haven, 
Buffalo; Syracuse, Harrisburg, 
Springfield and Providence, and 14 
other Eastern markets. 

ABC Films sold Garrison's Goril- 
las in 16 markets abroad, and 
N.Y.P.1). in 16 markets abroad. The 
twin tallies were made more than 
three months before either show 
kicked off on the ABC-TV network. 
All it took was a look at the pilots; 
said Thomas J. McManus, executive 
vice president of ABC Film. 

Taking Garrison's Gorillas were 
the CTV Network in Canada. Nippon 
Educational Tv in Japan, Telerama 
in Argentina, Tv de Costa Rica in 
San Jose, Radio Tv de Guatemala in 
Guatemala City, Tv de Nicaragua in 
Managua, Channel 2 in El Salvador, 
Compania Tv Hondurena in Hon- 
duras, Protel in Chile, Primera Tele- 
vision Ecuatoriana in Ecuador, 
Sociedad Televisora Larranaga in 

Uruguay, Tv Nacional in Panama, 
HiN-TV Santo Domingo in the Dom- 
inican Republic, Corporation Vene- 
zolana in Venezuela, Tv Interameri- 
cana in Mexico, and WAPA-TV San 
Juan in Puerto Rico. 

Meanwhile, NYPD, the series 
being produced b) David Susskind's 
Talent Associates for ABC-TV this 
fall in a first tv tapping of the files 

of the New York Police Department, 
was sold by ABC Films abroad 
to the Canadian Broadcasting Corp., 
to stations also in Vancouver (British 
Columbia Tv) and Alberta (CFCN-Tv 

Ltd.), to Telerama in Argentina, to 
the systems in Costa Rica, Guatemala, 
Nicaragua, El Salvador, llonduras, 
and as in the Gorillas sales list, to 

Protel in Chile. PTE in Ecuador, 
Larranaga in Uruguay, and so on 
down the roster, to Panama, Santo 
Domingo, Caracas and Mexico. No 
sale of NYPD to San Juan, ho\\ ever. 

Wolper Tv Sales chalked up 11 

more sales for Truth or Conse- 
quences, for a total market tally of 
42. The color series, in syndication 
since last fall, went last month to 
WJ W -Tv Cleveland, WCtx-TV Miami, 
WTTV Indianapolis, WJRT Flint, KOVR 

Sacramento, WPRO-TV Providence, 
WSFA-TV Montgomery, WAST Albany - 
Schenectady -Troy, KUTV Salt Lake 
City, \VLOS-TV Asheville -Greenville - 
Spartanburg and \VOC-TV Davenport. 

WBC Program Sales signed up 
19 more stations for The Mike Doug- 

BOB MCHENRY joined the market- 
ing division of Walt Disney Produc- 
tions. He had been director of publi- 
city and promotion for the State of 
Florida. 

las Show, for a roster now of vl 

stations. Jack E. Rhodes, vice Hi. 
dent and general sales manager . 

WIIC Program Sales, estimated I t 

the Douglas Show. in either the 1 

minute or the 60 -minute colortie 
version, can now be seen in somet0 
per cent of U.S. tv homes, since to 

show is on in 97 of the top 
markets. 

It 

Richard Dinsmore, sales mana r 

of North American Televisiu, 
reported that The King Family Hi - 
day Specials had been sold to 0 

markets, with 15 stations signing p 

for them last month: WGN-TV Chit - 
go, KMOX-TV St. Louis, \VNAC1' 

Boston, KOTV Tulsa, KIIOD-TV Hot 
ton, KREM-TV Spokane, \VANE -TV . 

Wayne, WWL-TV New Orleans. wx.- 

TV Detroit. WKBW-TV Buffalo ai I 

WBAL-TV Baltimore. 

Field Coin numications Con. 

acquired two series, Territory Und, 
neater and Ski Breed, and now has 
titles for syndication since Fiel" 
takeover last fall of Cardinal Pi - 

grams. 
Some of the titles are color serf' 

-Hawaii Calls, Yesterday's trot' 
Today, Ghost Towns o/ the We 

Adventure Calls, Faces and Mac, 

George Pierrot's World Adventut 
Explore the World, Quest /or Adve 

lure and Your Pet's Best Frien 
Field also has a black-and-whi 

series, 52 half hours of Conversatio 
with Dr. Alvarez. Specials in sync 

cation include The Price o/ a Recor 

biography of the late Donald Cam 

bell; Championship Drag Races; Ti 

Mr. Blackwell Show with Agn' 

Moorehead and Eartha Kitt, and nn 

Ken Murray specials. 

King Features Tv sent a mail' 

to tv station executives asking thei 

to send in "brief expressions of bol 

sentiments" to be read by Hele, 

Gurley Brown on Outrageous 0pú 
ions. 

Al Brodax, executive producer C 

the syndicated show, said the opit 

ions from the industry are bein 

sought to get a word-from-the-viewe 
feature started. He expects that afte 

the show is on the air a while, ma' 

from the public 'will keep it goin I tt 
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TELEVISION AGE SPOT REPORT 

n upsurge in the number of re- 
quests for independent 30 -sec - 

e availabilities from many top 
'apcies has produced a raft of op- 

ti1stic assessments and "1 told you 
st° from reps who, six months ago, 

i p$cted 30s would replace minutes 
al`he basic spot unit. 

hese reps report "hundreds" of 
retests for 30s in all markets and 
btl by such major advertisers as 
G oral Foods, Bristol-Myers, Ameri- 
ca Home Products, and General 
ll 

'veral major New York rep firms 
an insisting; however, advertisers 
a9tuying nowhere near the volume 
of s industry pundits had earlier 
Meted. They claim reports from 
burs indicate advertisers. reluctant 
to the premium on 30s asked by 
molstations, may choose to continue 
Plybacking despite paperwork 
PI ems; the projected battle be- 
LWef the 30 and the piggyback may 
hati been stillborn from the start. 

le cloud of contradictory opinion 
tndates perhaps that no truly valid 

st+ment can yet be made. Many 
feela clearer picture is likely to 
en;e once the fall buys are in. 
Parof the current problem, one rep 
l'el is the wide variance in rates 
tams are asking, anywhere from 

50 100 per cent of the minute rate. 

a review of 
current activity 
ín national 
spot tv 

Many buyers and reps, on the 
other hand, report spots are going 
at an average of 55 to 65 per cent 
of the minute rate in more than half 
the cases; and no more than 75 per 
cent in most others. 

wxttc-T% Cincinnati, which set the 
price at 55 per cent of the minute 
rate and was one of the earliest 
stations to include the 30 -second unit 
in its rate card, reports buying is 
quite heavy among a number of ma- 
jor advertisers. 

The 30s are now available in all 
locations on most stations, and sup- 
porters say demand is threatening to 
surpass requests for minutes and 20s 

Y 

At Ogilvy & Mather, Inc., New 
York, Jim Surmanek buys on Lever 
Bros. Dove Beauty Bar and Lucky 
Whip. 

in many cases. One rep even goes so 
far as to predict that in a year's time 
opposition to the premium will dis- 
appear entirely. People will be dis- 
cussing what per cent of the 30 to 
price a minute or 20, and at network 
affiliate meetings, the hot issue will be 
extension of the network chainbreak 
from 42 to 62 seconds. 

With the industry in what most 
observers agree is a transition period 
with regard to units of commercial 
time, it may he a while before the air 
clears and the true verdict comes in. 
Xs one rep pointed out, however, 

considering that discussion of the fea- 
sibility of 30s began just a year ago, 
swift and significant progress has 
been made toward establishing a 
trend. Where it will go from here, 
however, is still anybody's guess. 

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

American Can Co. 
(Young & Rubicarn, Inc., N.Y.) 
Staggered six -week flights for various 
products break at issue elate, July 10, and 
July 24 in a total of 100 markets. Day and 
fringe minutes and piggybacks are 
planned. Buying are Martha Murray 
and Toni Rosing. 

(Continued on page 50) 
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SPEAKING OF COVERAGE... 
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LANCASTER CwII t 
14(,111, 

i 
LANCASTER- 

HARRISBURG- 
/ YORK -LEBANON 1. 
I IS ONE I 

Is TV MARKET WITH I 

WGAL-TV 
s% CHANNEL 8 ` ' 

- I 

CHANNEL 8 reaches a great, thriving 
area, including these four major mar 
kets, as well as many other communities. 
And, it delivers the giant share of the 

viewers in its market. 

Another priceless plus: 26%* color pen- 

etration for its all -color local telecasts 
and NBC programs. 

Based on Feb.Mar. 1967 Nielsen estimates; subject to 
Inherent limitations of sampling techniques and other 
qualifications issued by Nielsen, available upon request. 

WGAL-TV 
Lancaster, Pa. 

Representative: The MEEKER Company, Inc. 

New York Chicago Los Angeles San Francisco 

Steinman TBIBvi810r1 Stlatic rl8 Clair McCollough, Pres 
WGAL-TV Lancaster -Harrisburg -York, Pa. KOAT-TV Albuquerque, N.M. WTEV Providence. R.I./New Bedford -Fall River, Mass. K V OA -TV Tucson, Ari: 
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One Buyers Opinion .. . 

N 

TRAINING ANYONE? 
There was a time in media when the major complaint of people 

trying to get into the field 1% as one of an existing "vicious cycle." This 
cycle consisted of the following: In order to get into the business, 
applicants needed some experience. Obviously, persons originally seek- 
ing to enter the business had little or no experience. Thus, many good 
people were discouraged because agencies were unwilling to train 
neophytes. 

You could hardly blame the 
these people. Most of the time, 
year investment, after which the former trainee would often leave the 
agency for any number of reasons. It was therefore much easier (and 
cheaper) to leave the training up to other and then "pirate" 
qualified people. 

Today the situation has changed. It seems that our expanding econ- 
omy, compounded by (1) the numbers of men needed for the Vietnam 
war, (2) the poor image of advertising in the eyes of college students, 
and (3) the relatively low starting salaries available in the area of 
media, has created a buyer's market on media jobs. 

To bear this observation out, one need only pick up the Want Ads 
section of the Sunday papers (and who doesn't?) to find ads screaming 
for "Media Trainees," or pick up a local campus newspaper during 
May and June. With a dearth of veterans from which to choose, agencies 
are now forced to hire and train their own people in order to fill 
the vacuum. 

This situation has created a new challenge for many agencies; par- 
ticularly those who have had little or no experience training. Informal 
queries of my counterparts at several other agencies indicate that certain 
agencies are faring better than others in their training endeavors. 
Certain agencies are already receiving reputations among the trade 
as being excellent training grounds for media people, while others, 
with poor reputations, might be better off not "training" at all (than 
making a poor show of it, and wasting their time and the time of the 
trainee) . 

Many of the agencies within the "top 20" have earned good repu- 
tations for training. Many have found it cheaper, as a matter of fact, 
to train their own people and give them a modicum raise at each 
stage" in their training, than to pay outsiders an exorbitant amount 

to come into the shop. 
"Training," for the most part, consists of either a semi -formal on - 

:he -job training program as an "assistant buyer," or a "stepping -stone" 
rogram, in which the trainee is promoted from estimating to media 
esearch to assistant buyer to buyer. Most training programs are 
augmented by weekly or monthly seminars, which range from the 
resentation of assignments given to certain committees the week before, 

o talks on latest media developments by speakers from outside the 
iigency. 

On the whole, although existing media training programs leave much 
o be desired, the general consensus is that we are on the right track. 
k good training program at every agency could only serve to evaluate 
he professionalism of the media function, and to act as a "drawing 
,hard" for good people. I think this is rapidly becoming recognized 
mong media pundits. It's only a pity that this action had to be initiated 
o late, and out of necessity, rather than choice. 

agencies for their reluctance to train 
training represented a maximal three - 

agencies 

Facts in focus... 

NIELSEN 
TELEVISION 
'67 

The 12th annual presentation 

of summarized estimates of 

the size and characteristics 

of the television audience 

in this country. 

For a FREE copy 
call, wire or write 

s 
Nielsen Station Index 

NSI EXECUTIVE AND EASTERN 
SALES/SERVICE OFFICE 

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

NSI SALES/SERVICE OFFICES 
CHICAGO (60601) 

360 N. Michigan Ave. 372-3810 

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

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

a service of 
A. C. Nielsen Company 

CHICAGO (60645) 
2101 Howard Street 465-4400 
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Who 
gets results 

in 

Des Moines? 

Put the 
middle 
of the 
mitten. 

in the palm of your hand 

WILX-TV 
1. More efficient distribution of circula- 

tion. 
2. Dominates southern half of circula- 

tion. (Lansing and south) 
3. Puts more advertising pressure where 

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

less overlap. 

WILX-TV 
555 Stoddard Building 
Lansing, Michigan 48933" 

.a 
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.Spot (Continued from page 47) 

American Home Products Corp. 
(Ted Bates & Co., Inc.) 
Fringe minutes and piggybacks will 
carry the word on various of this 
company's products starting at issue date. 
Activity in upward of 100 market. will 
continue through September 30. Buying 
is out of the American Home spot 
buying group. 

Anheuser-Busch, Inc. 
(D'Arcy Advertising Co., St. Louis) 
Summer introduction of MICHELOB 
BEER in cans will use fringe minutes and 
prime 20's in selected test markets in 
New York, Illinois, Missouri. and Florida. 
Spot activity will be backed by print 
and radio buys. John C. \lacheca is 
the account supervisor. 

Avon Co. 
(Dreher Advertising, Inc., N.Y.) 
August 21 is start time on a full year 
buy for various Avon products. I)ay and 
fringe minutes and prime 20's to reach 
women will be used in more than 200 
markets. Buying are Sandra Ogrean 
and Molly Tappan. 

Bonus Gifts Co. 
(Mogul Baker Byrne Weiss, Inc., 
N.Y.) 
This coupon company begins a 13 -week 
drive September 5. Early fringe and (lay 
minutes and some prime 20's will be 
used in 25 southern markets in North 
and South Carolina, Georgia, Alabama, 
and Florida. Nancy Fields is the contact. 

The Borden Foods Co. 
(Needham, Harper & Steers, Inc., 
N.Y.) 
Commercials for WHITE LAMB 
DISPOSABLE DIAPERS break at issue 
date. The short flight, through August 6, 
will be followed, after a one week hiatus, 
by another four -week flight breaking 
August 14. Fringe and day minutes will 
be used in five east coast markets. 
Paul Nader is the contact. 

Chesebrough-Ponds, Inc. 
(J. Walter Thompson & Co., N.Y.) 
Commercials for PONDS COLD CREAM 
will be in 12 selected markets through 
mid -September. Fringe minutes and some 
prime 20's are being used. Buying is 
Carrie Senatore. 

Cities Service Oil Co. 
(Grey Advertising, Inc., N.Y.) 
Commercials for CITGO break at issue 
date. The nine -week push will use fringe 
minutes and prime 20 s in around 20 
major markets. Buying is Marc Nagel. 

Coca Cola Co. 
(Marschalk, Inc., N.Y.) 
A 100 -market push for HI -C breaks 
July 10. Early fringe and day minutes 
will be used in four and five -week flights. 
Buying are Rose Marzarella and 
Gene McGuire. 

General Foods Corp. 
(Benton & Bowles, Inc., N.Y., 
A four -week flight for INSTANT 
M \XWELL HOUSE breaks at issu.l to 
in around 55 major market.. Prime )'.t 
will lie used exclusively. Bob \Vats 
buys. Commercials for FORTIFIED 1T 
FLAKES will be in around 50 maj 
markets through July 26. Fringe aridity 
minutes and some piggybacks are 
being used. Buying are Ken Scher 
and Bill Irvin. 

General Foods Corp. 
(Doyle lane Bernbach, 
Summer activity on S.O.S. breaks i 

issue date. Women are the target othe 
piggybacks in about 20 major marks 
for nine weeks. Jeff Woll buys. 
Commercials for L.\FRANCE also 
break at issue date, in 25 selected 

'markets. Fringe and day minutes al 
some piggybackg will be used in ar' 
11 -week push. Elaine Tannenbaum 
is the contact. 

ti 

General Foods Corp. 
(Grey Advertising, Inc., N.Y.) 
A fiive-week flight for D-ZERTA ge n, 
begins at issue date. The 22-marke 
buy will use fringe piggybacks and one ; 
20's. Buying is Victor Acker. 

General Foods Corp. 
(Ogilvy & Mather, Inc., N.Y.) 
An extended introductory buy for SUIT 
will be in 85 markets through mid - 
August. Women are the target of II 

fringe piggybacks and minutes. Cord( 
Sulcer buys. 

General Mills, Inc. 
(Dancer -Fitzgerald -Sample, Inc 

N.Y.) 
July 31 is start time un a four -week tl t 

for various GM products. The piggyllks 
and independent 30's will be placed 
in day and fringe spots in around 
30 major markets. Buying are 
Bill Becker. Lillian Bullock, and 
Carol Ann Behn. 

The Gillette Co. 
(BBDO, Inc., N.Y.) 
Commercials for RIGHT GUARD F0}1Y 

shave cream will be in 15 selected ' 

markets, including New York City, 
through August 5. Independent 30's +1 

some piggybacks are being used. 
Buying is Mike Murray. 

Lever Bros. Co. 
(Doyle Dane Bernbach. Inc., A 1 

A 70 -market buy for BREEZE begins' 
issue date. Fringe minutes and some 

piggybacks will be used through 
August 12. Buying are Tom Franker 
and Bill Hoey. An 11 -week push for 
PHASE 3 will break July 16. Fringt 
minutes and piggybacks will he used 

around 40 major markets. Ed Karlik 
is the contact. 

Lever Bros. Co. 
(Ogilvy & Mather, Inc., N.Y.) 
A various -product push will break a 

issue date in 80 major markets. The 
13 -week buy will use fringe minutes 
primarily. Gastoti Vadasz is the aorta 
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Profile LIZ MALLON 

'net. media plans, and 

rating book are some tools with 
most media people ply the 

tf timrbuy ing. For Liz Mallon. 
moil trains are also part of the 
1 media buyer at Ilelitzer. 

um. LaRosa. Inc.. tshere she 

on such accounts as A. G. 

Ming. the Buddy L Corp., and 
,I,er City Chocolate Co., makers 
I. all 'n Plenty candy, Liz spends 

ai portion of her time t;siting 
markets in s hich she buys. 
I.' wtrnething not usually done." 
buyer explained. "but we do a 

1 off -beat. exciting things here." 
said the reason for the trips, 

h figure in every new advertising 
tpaign the agency handles, is to 

lots through on a media buy, by 
that commercials get the right 

-tire and that the product reaches 

.I 

tight people. Person -to -person 
Jast is a key factor here. 

11 go to the tv stations ttith 
m tie plan to stork and set up 

t handising programs to get the 
litimum mileage out of our con- 

nials, so dimxare not just put on 
e air and forgotten. Then we t isit 

retailers to make sure they are 
are our client is on h. Person - 

letting them knots we are there 
_ ood business -builder." 

Hut the buyer doesn't stop there. 
personally t isits stores which 

n her product, checks its shelf 
'tti n. product flow, and where 
''petng products are positioned. 

Mr ell, 

s 
,s 

"If it looks like we're not getting our 
due share, tse talk to the retail buyer 
and find out why." 

"Marketing is a key factor in 
this agency," she said, but the media 
buyer's involvement in campaign 
strategy goes further than that. "In 
meetings with the creative and mar- 
keting people, we have a chance to 
express our feelings and react to 
their ideas on a media basis. By 

getting to know the clients and their 
customers on a personal, market -by - 
market basis. we can project nation- 
ally the effect of a campaign idea." 

This is particularly valuable in 
dealing with products for a children's 
market. "Kids are a specialty," she 

noted. "They identify with local per- 
sonalities. who have something of a 

major influence on the effectiveness 
of commercials. Because we have lo- 

cal contact, it's up to us to pinpoint 
these personalities and tell the cre- 
ative staff in what markets a certain 
approach will work and where a 

different approach is needed." 
In actual buying. she finds the 

most frustrating problems are caused 
by the grid card system. "The buyer 
is completely at the mercy of some 

hidden coding system and totally re- 

liant on what someone tells him 
something costs." she complained. 
"There's no tt at of double-checking 
a rate quoted by the rep, and mis- 
takes are sometimes made." 

Involved in media planning, she 

finds that here the grid card pre- 

'ents a special problem. "You have 

no way of knowing whether a spot 

is rated at P-12 or P-15, and a dif- 
ference of $75 for a spot can throw 
your whole budget off. Maintaining 
continual personal contact with the 

rep to check these prices is difficult 
and restrictive." 

What's the solution? %dmitting 
that. in theory. the grid card is a 

fine idea. the buyer suggests some 

kind of decoder. "Et en if it's pub- 
lished only twice a year and subject 
to change. it could at least let us 

know what we're buying in more 
explicit terms." 

A graduate of Queens College, 
New ' ork. where she majored in 
English literature. Liz Mallon joined 
Ilelitzer. Waring. LaRosa four years 
ago. after a brief stint as sales assist- 

tant with John Blair & Co. An offer 
from Ilelitzer's media director prom- 
ised an opportunity to work with a 

brand new agency. "It looked like a 

great opportunity to get in on the 
ground ffoor," she said, "And it 
was!" 

d Johnson & Co. 
-dry & ,1lather, Inc., N.Y.) 

company Introduces a new diet 
t July 10. The summer buy, lasting 

a the end of August, will use 
minutes in AO major markets. 

, Paul's Kitchens 
lilkrn-Kynrii Co., Inc.. Phan.) 
npans is considering a fall buy 

r us product in the top 50 markets. 
tte plans call for an eight -seek 

to start September IR. Fringe tci and possibly some prime 20's 
uctvl. Ruyirir is Herb smith. 

'lanai 4irlincs 
rr, hornig, Lois, Inc.. 

/'accts break. September 17 in 15 
market.- Fringe minutes, prime 

and ID's sill earn the message 
t 1 seek drite. Roberta Corbel 

contact. 

Phillip Morris, Inc. 
(Leo Burnett & Co., Inc., Chicago) 
Plans for introduction of MARLBORO 
100's will include spot schedules in 
around 30 major markets. Fringe minutes 
and prime and fringe ID's will be 
used starting around the first or second 
seek in July and will probably run 
throughout the summer. Buying 
is Eloise Beath. 

Picts Bros. 
(Paper!, Koenig. Lois. Inc., NJ.) 
.\ 23 -market buy for PIEL'S BEER 
breaks early September .. ith sponsorship 
of the half-hour to series "Celebrity 
Billiards." Included among Piel's markets 
are Nei. l ork. Boston. Philadelphia. 
Hartford. New Haven. Buffalo. Syracuse, 
Harrisburg. Springfield. and Providence. 
Maria Carayas is the contact. 

Procter & Gamble Co. 
(Papert, Koenig, Lois, Inc., N.Y.) 
An introductory buy for CINCH is 
currently in seven Midsest markets, 
including Cincinnati, Evansville. Dayton, 
and Indianapolis. The day and fringe 
minutes and prime 20's are expected to 
run through the summer. Maria 
Caravas is the contact. 

Proctor-Silex Inc. 
(Weiss & Geller, Inc., N.Y.) 
Independent 30's. particularly in prime 
time and on news shows, will be the 
main vehicle in a fall buy for Carious 
Proctor Silex products. The nine -week 
buy, shich breaks September 18, ..ill be 
in approximately 40 major markets. 
Some minutes will also be used. 
Jack Geller is the contact. 
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The Quaker Oats Co. 
(LaRoche, McCaffrey & McCall, Inc., 
N.Y.) 
July 9 is break date on a six -week push 
for LIFE CEREAL. Fringe minutes will 
be used primarily in 65 major markets. 
John Ward buys. 

Quaker Oats Co. 
(I. Walter Thompson & Co., N.Y.) 
Summer activity for Burry's Biscuit 
products will be in around 30 east and 
west coast markets from issue date 
through September 23. Kids are the 
target of the day and fringe minutes. A 
first-time introduction of cookies and 
crackers into around 20 southeastern 
markets also begins at issue date and 
will use fringe piggybacks through the 
end of September. Beginning early 
September, the company will introduce a 
new cooky product, LICKITY SPLIT, 
in 21 eastern markets, using fringe 
minutes. Carol Bag is the contact. 

Ralston Purina Co. 
(Gardner Advertising, Inc., 
St. Louis) 
Commercials for R \LSTON PUPPY 
CHOW will be in 25 Southern markets 
through the end of July. Fringe minutes 
and prime 20's are being used. 
Terry Culver buys. 

Scott Paper Co. 
(Ted Bates & Co., Inc., N.Y.) 
Commercials for SCOTT TOWELS, 
SCOTT TISSUES, and SCOTTIES, break 
at issue date. The summer .'chedule. 
lasting through August, will use fringe. 
minutes and piggybacks in roughly 50 
major markets. Al Peterson is the contact. 

Standard Brands, Inc. 
(Ted Bates & Co., Inc., N.Y.) 
National introduction of SHAKE A 
PUDDIN begins at issue date with 
commercials in 160 major markets. The 
product has been in selected test markets 
since early spring. Kids are the target of 
the fringe minutes during a five -week 
flight. Buying is Jim Carpenter. 

The Toni Co. 
(North Advertising, Inc., Chicago) 
Summer activity for various products 
breaks at issue date in roughly 60 major 
markets. Minutes and piggybacks will 
be used in fringe spots primarily. 
Sally McDonough is the buyer. 

Warner Lambert Pharmaceutical 
Co. 
(BBDO, Inc., N.Y.) 
A 13 -week buy for EFFERDENT breaks 
at issue date. Fringe minutes will be 
used in 50 major markets. Buying 
is Marge LaShine. 

W. F. Young Inc. 
(I. Walter Thompson Co., N.Y.) 
July 17 is start time on a four -week 
flight for ABSORBINE JR. Independent 
30's will be used primarily, with some 
fringe and day minutes also planned, 
in 35 selected markets. Buying are 
Dorothy Thornton and Carrie Senatore. 

Rep Report 

FRED PETROSINO and KENT RE- 

PLOGLE joined the New York sales 
staff of Metro TV Sales. Petrosino 

. was formerly a senior buyer at Grey 
Advertising, and Replogle was with 
Venard, Torbet & McConnell. 

RICII.ARD BR NIGAN, formerly sales 
executive, became sales manager, 
eastern division of Stone Represen- 
tatives, New York. 

DONALD BARRABEE joined the Ness 

York tv sales staff of Avery-Knolel, 
Inc. He was formerly with Metro 
Tv Sales and WPIx-TV, New York. 

WALTER KONJOLKA joined the New 
York tv sales staff of Edward Petry 
& Co., Inc. He was formerly tv ac- 

count executive with Venard, Torbet 
& McConnell. 

ROBERT J. 'MAGGIORE was appointed 
manager of the Los Angeles office 

of Venard, Torbet & McConnell, Inc. 
He was formerly manager of the Los 
Angeles office of Advertising Time 
Sales. WALTER B. DAVISON, formerly 
with NBC Spot in San Francisco and 
Los Angeles. also joined the rep 
firm's L.A. sales staff. 

CARL D. WEINSTEIN joined Ilarrin 
ton, Righter & Parsons, Inc., Ne 
York, as account executive. He w 

formerly account executive with E 
hard Petry, Inc. 

JOSEPH C. DIMINO and JOHN 
NDARIESE joined the New YoI 

sales staff of Storer Television Sale 

ACM 

49r 1 
1_ 

Inc. Dimino was in the media d. 

partment at Young & Rubicanu an 

Andariese was formerly with H-1 

Television. 

HOWELL L. DAVIS became accout 
executive at Blair Television, D. 

troit. He was formerly with \VSPE 

TV Toledo, Ohio. 

Media Personals 

JAMES T. MONAHAN Nas named 

media director in the Charlotte, 

N.C., office of Cargill, Wilson and 

Acree. He was formely a media 

buyer at Ketchum, MacLeod & 

Grove, Inc., New York. 

ROBERT E. RYAN joined Earle Lud. 

gin & Co., Chicago, as associate me 
dia director. He was previously di. 

rector of media planning with Knox 

Reeves Advertising, Minneapolis. 

STUART GRAY was elected vice 

president in charge of media and 

broadcast programming at Mac - 

Manus, John & Adams, Inc., New 

York. He was formerly director of 

broadcast research. 

J 

Ralph Daniels, formerly ge 1 

sales manager of KNXT Los 

geles, was appointed vice preseI 
of the CBS Television Stations 1, 

sion and General Manager of WI 

TV New York. Daniels succeit' 

Clark B. George, recently Ili( 

president of CBS Radio. 

Buyer's 

Network Rate Increases 
ABC-TV: 

KBLU-TV Yuma, Ariz., from $75 to 
$100, effective November 21, 1967. 

WD.AM-TV Hattiesburg, Miss., from 
$250 to $300, effective December 4, 
1967. 

WJIIG-TV Panama City, Fla., from 
$225 to $250, effective December 4, 
1967. 

Checklist 

CBS -TV: 
WHEN -TV Syracuse, N.Y., from $: 

000 to $1,100, effective December 1 

1967. 
WCBI-TV Columbus, Miss., fro 

$300 to $350, effective December 1 

1967. 
Station Changes 

KAUS-TV are the new call lette 

for KMMT Austin, Minn. 
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FILM SPOTS 

60, 30, 20, 10 seconds 

in Color, featuring 

FRANK SINATRA 

., . _, 

*Pk. 

'1,/24 
; ir' 

JULIE ANbREWS 

a 

} 
.RICHARD WIDMARK 

MULTIPLE SCLEROSIS 

. the great crippler 
of young adults 

The National Multiple Sclerosis So- 

ciety and the patients it, serves 

acknowledge with gratitude the 

help of the many in the entertain- ' 

ment industry who gave their tal- 

ent, counsel, production facilities 

and co-operation, without profit to 

themselves, to make this material 

available. It is, in this spirit, that 

we ask for whatever portion of pub- 

lic service time you may be free to 

give.to alert the public of the need 

for their support in the search, pre- 

vention and cure, of Multiple 
Sclerosis. 

We are listed in the Advertising 

Council May -June Radio -TV Bulletin 

Thank You 

Plus slides, telops, copy. 

NATIONAL MULTIPLE SCLEROSIS SOCIETY 
1961 CAMPAIGN May 14th through June 18th 

, Transcribed Celebrity and 

D. J. Spots plus Musical Programs 

featuring 

. WAYNE NEWTON 

RICHARD KILEY 

41\ 
SAMMY DAVIS JR: 

(work contact: 

PIP Bershad, Pub. Rel. Dir. 
hlonal Multiple Sclerosis Society, 
2 Park Avenue South, 
N York, New York 10010 ORegon 4-4100 . 

1vision Age, July 3, 1967 

For local use: 

Contact your local MS Society Chapter 

this ad contributed by the publisher 
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Agency Appointments 
ROBERTA M. BERGF.R joined Hicks 

& Greist, Inc.. New York, as ac- 
count supervisor. She was formerly 
senior account executive at R. K. 
Manoff, Inc. 

WILLIAM F. DOIIRM',NN all(1 LASS 
RENCE C. RUSSELL, formerly account 
executites, were named account su- 
pervisors, and WILLIAM W. C'TLIN 
became account executive, all on the 
General Mills account at Needham, 
Harper & Steers, Inc., Chicago. WIL- 
LIAM QUIGLEY, JR. also joined the 
Chicago division of NI -IS as account 
executive for the Campbell Soup Co. 
He was formerly account executive 
with Campbell-11lithun, Inc. 

WILLIAM B. CRAY joined Kitchell 
& Damon, New York, as marketing 
account executive. He was formerly 
head of William B. Gray & Asso- 
ciates, marketing consultants for 
consumer goods and services. 

EDWARD F. CAULEY joined Mac- 
\lanus, John & Adams. Inc.. New 
York, as account executive. He was 
formerly product' group advertising 
manager with Lederle Labs. 

1 LEXA NDER BRODY, chairman and 
general manager of \ Dung & Rubi- 
cam GnibH, Frankfurt, was named 
area manager of 1&R International 
and a senior vice president of the 
parent company. WALTER H. SMITH, 
senior vice president and managing 
director of Y&R International, Lon- 
don, was appointed chairman of the 
London office. . 

WILLIAM RYDER, vice president in 
charge of the Miami office of J. M. 
Mathes, Inc., was elected to the 
agency's board of directors. 

LARRY WELTIN, formerly account 
executive at Henderson Advertising, 
Inc., Greenville, was named senior 
account executive and account super- 
visor. 

GEORGE II. LEMMOND, formerly 
planning director, was named vice 
president and account supervisor for 
Sealtest Foods. at N.W. Ayer & Son, 
Inc., New fork. DAVID II. MEANS, 

account supervisor for Dupont, and 
LIICIEN E. LIIIDY. planning director 
for new products marketing. became 
vice presidents in the Philadelphia 
office. 

ZACHARY It. J.AQIIETT joined O. S. 

Tyson & Co., Inc., New York, as 
an account executive. Ile was for- 
merly advertising manager of Elli- 
cott Machine Corp., Baltimore. 

ALAN J. STONE joined llelitze- 
Waring LaRosa, Inc.. New 1 ork, as 

an account executive. He was pre- 
viously with Doyle Dane Bernbach. 
Inc. 

JAMES D. Cll\NT, account supervi- 
sor in the Detroit office, was named 
vice president of BBDO, Inc. 

STEPHEN K. LEV, formerly in the 
executive training program at Ta- 
tham -Laird & Kudner, Inc., New 
York, joined the account service 
group at Chirurg & Cairns, Inc., of 
that city. 

DARRELL C. ROBERTS, a(IlililliStrative 
vice president of \IacManus, John 
& \dams, Inc., Bloomfield hills, 
Mich.. was elected to the board of 
directors. 

EDWIN II. HOLZEtt, account super- 
visor at Grey Advertising, Inc.. New 
York, was elected vice president. 

MICHAEL KARLAN, formerly account 
supervisor at Recht & Co., Inc., 
Beverly Hills, was appointed direc- 
tor of marketing at that agency. 

JOHN L. BALDRIN joined Lennen 
& Newell, Inc., New ' ork, as senior 
vice president and management su- 
pervisor. He was formerly market- 
ing -advertising consultant to Arthur 
D. Little, Inc. 

Richard G. McClosky was named 
sales manager of CKLW-TV. He was 

formerly an account executive there. 

Paul J. \Veber became manager of 
a newly created marketing services 
department at the Ampex Corpora- 
tion. 

I bought my 
first Savings Bond 
25 years ago 
I was 14 years old 

Mr. Jack Benny, distinguished 
star of the entertainment world, 
may not have a computer's mem- 
ory when it comes to his age, but 
his dates are accurate about Sav- 
ings Bonds. 

The first Series E U. S. Savings II 

Bond was issued 25 years ago on 
May I, 1941, by Secretary of the 
Treasury Henry Morgenthau to 
President Franklin D. Roosevelt. 

Mr. Benny was already famous 
as a radio comedian (the young- 
est in the business, by his own 
admission). And in the years 
which followed, he proved him- 
self to be a good friend of the 
Bond Program, not only buying 

Bonds, but help- 
ing to sell them. , 

Start building 
¡()pr your nest egg with 

Savings Bonds. 
Besides what it 
can do for your 
future, it's one 
way open to every 
American to sup- 
port our men in 
Vietnam. 

PAYING 

4.15% 
WHEN HELD TO 

MATURITY 

Buy 
U. S. Savings. 

Bonds 

11.117i 

The U. S. Government does not pa) 
for this advertisement. It Is presentee 
as a public service in cooperation %itk 

the Treasury Department and TM 
Advertising Council. 
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ADVERTISING D 

,EGEND: M men, W women, T teenagers, C children, F families, 
adults, m movies, d discussion, s sports, h homemaker, y variety, 
news, C cartoons, q quiz. 

',bony, Cu. 

d RFD Sowega. 12-12:30 PM M -F. Interviews & demos 
ith farm experts. Venard Torbet & McConnell. WALB-TV 

litany, N.Y. 

q Truth Or Consequences. 7-7:30 PM M -F. Audience 
frticipation. One of most popular. PGW. WAST-TV 

marillo, Tex. 

c Mr. Mimikin. 4-5 PM M -F. Mr. Mimikin available to do 
show. a live. 

W v The Mike Douglas Show. 3:30-4:30 PM. 
Host Mike Douglas talks with famous guests, 

C. presents entertainers, in color. Avery-Knodel. 
' KGNC-TV 

Irllanta, Ga. 

lc Mister Pix. 7:35-8 AM M -F; 8-9 AM Sat. Dave 
' ;chaels, cartoonist, draws requests. Storer. WAGA-TV 

dv Dateline -Atlanta. 10-10:30 AM M -F. Jack Walsh & 
Caine Belk interview civic figures. Blair. WAIT -TV 

frrtgor, Me. 

Littlest Hobo. 7-7:30 PM Tues. Starring wonder dog 
ondon." Highest ratings. Hollingbery. WABI-TV 

rnittgluinr, Ala. 

42 Weather, News, Sports. 6-6:30 PM M -F. Complete 
ws, weather, sports, nat'l & local. Eastman TV. WBMG-TV 

Cheyenne. 6 PM Thurs. Winner with viewers in top 20 
>ws. Feb -Mar., 1967 'NSI' 135,000 homes. Katz. WBRC-TV 

Istot, Illass. 

A d The Al Capp Show. 11:30 PM -12:30 AM 
Sat. Host Al Capp interviews nationally known 
guests. Color. RK0 Nat. Sls. WNAC-TV 

d Contact. 9-10 AM M -F. Bob Kennedy puts tv audience, 
phone, in contact with expert guests. TvAR. WBZ-TV 

C vc Willie Whistle Presents. 4:25-7 PM M -F; 
10 AM -12 N Sun. Clown -host Willie Whistle 
performs live and presents Yogi Bear, Alvin, 
Astronuts, etc. Storer. WSBK-TV 

ufo, N.Y. 

W h' Meet The Millers. 1-1:30 PM M -F. Buf- 
falo's only live homemakers. 17 yrs. unqualified 
success. Warm approach to your product. HRP. 

WBEN-TV 

Although listed times were available at press time, con - lied availability cannot be guaranteed. Atailabilities are repre. saves of those usually offered by listed stations. 
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!RECTORY OF Tv Availabilities 
Charleston -Huntington, W. Va. 

F m Friday Movie. 7-9 PM Fri. Hollywood's biggest stars 
and best stories. Eastman TV. WHTN-TV 

A n Local News Picture. 6-6:30 PM M -F. 209,000 adults 
NSI Mar. '67. Two city feed. Katz. WSAZ-TV 

Charlotte, N.C. 

CT c Clown Carnival. 4-5 PM M -F. Top car- 
toons, local features. 8 yrs. #1 children's 
show in market. H -R. WSOC-TV 

Chicago, ll. 
A y The Marty Faye Show. 10-11:30 PM Sat. Entertainers 
of local & nat'l stature, interviews. Eastman TV. WCIU-TV 

A d Tom Duggan Show. 8-10 PM Fri. Taped before audience. 
Guests face "opinionated" Duggan. Metro TV. WFLD-TV 

Colorado Springs, Colo. 

A n Noonday. 12 Noon M -F. News plus public interest 
topics. Interviews, tape and film. Avery-Knodel. KKTV 

Columbus, Ga. 

F v The Rozell Show. 8-9 AM M -F. Interviews, news, wea., 
"talent corner," cooking. Hollingbery. WRBL-TV. 

M s Early/Late Sports. 6:45-6:55 PM M -F; 11:20-11:30 PM 
M -F. Only regularly sched. report in mkt. Blair. WTVM-TV 

Columbus, Ohio 

W v Spook Beckman Show. 10-11 AM M -F. 
Live, color. Fun and music with ladies in 
studio audience. Guests drop in. BCG. 

WLWC-TV 

F v Mike Douglas. 3:30-5 PM M -F. Color. Entertainment, 
guests, discussions with host Mike Douglas. Katz. WTVN-TV 

Dadlas -Fort Wort, Texas 

A m The Early Show. 8:25-10 AM M -F. "Dialing for Dollars" 
included. Strong women 18-49 group. Petry. WFAA-TV 

A Adventure Theater. 5-5:30 PM, M -F. Travel -adventure 
series such as "Wonders of the World," color, PGW. WBAP-TV 

Davenport, lotea 

A n Focus '67. 7:30-8 PM Mon. In depth documentaries 
involving all phases Quad -Cities Life. PGW. WOC-TV. 

Dayton, Ohio 

F m Movies With B.W. 11:15 PM Tues.-Sun. Sophisticated 
cinema, colorful chatter. Hollingbery. WKEF-TV 

- - , _ 

W v The Johnny Gilbert Show. 10:30-11:50 AM 
M -F. Variety with band, vocalists, live audience, 
well known guests. Phone in segments. BCG. 

WLW-D 

F n The Big News. 6-7:30 PM M -F. Area's only 90 min. 
news, 30 min. Huntley -Brinkley seg. Petry. WHIO-TV 
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Denver, Colo. Kansas City, Mo. 

II 

Po 

II 

101 

country & western music, old favorites. Blair. WBTW-TV 

lje. Grand Rapids, Mich. 

A d New David Susskind Show. 9-11 PM Sun. Provocative 
Mr. Susskind extracts "most" from guests. Petry. KWGN-TV 

Des Moines, Iowa 

C c The Floppy Show. 3:30-4 P.M. Mon -Fri. Pop - 
eye and Hanna Barbera color cartoons. Live 
audience. PGW. WHO -TV 

Detroit/Windsor 

WI -, 

C v Woodrow The Woodsman. 7-8 AM M -F; 
8-9 AM Sat. Detroit's most popular morning 
kids' show. Great with commercials. Storer. 

WJ B K -TV 

C c Fun House. 4:30-5:30 PM M -F. Jerry Booth hosts car- 
toons. PA's at shopping centers. RKO Nat. Sis. CKLW-TV 

Durham, N.C. 

W dv The Peggy Mann Show. 1-1:30 PM M -F. Information 
and entertainment. Wide area of subjects. Blair. WTVD-TV 

Florence, S.C. 

F v The Slim Mims Jamboree. 7-7:30 PM Thurs. 30 mins. 

C c. Popeye Theater. M -F, 4-4:30 P.M. Hosted by cowboy 
star Buck Barry. Outstanding kids feature. Katz. WOOD -TV 

C c The Bozo Circus. 4-5 PM M -F, 9-10 AM Sat. Live. 
Games, contests. 3 clowns. Studio audience. PGW. 

WZZM-TV 

Greenville, S.C. 

W d Girl Talk. 9:25-9:30 AM M -F. Carol Yockey 
interviews interesting guests. Andy Scott co - 
hosts. Avery-Knodet. WFBC-TV 

Indianapolis, Ind. 

W n News 12 Noon, May 1 -Oct. 30. 43 share, 
4 stn. mkt ARB '67. Features Faith Levitt. 
Color. H -R. WISH -TV 

W Of Land And Seas. 5:30-6:30 PM M -F. Color. Vaun Wil- 
mott, world travelers. Exciting films. BCG. WLW-1 

W y Easy Money. 12:30 PM M -F. Lou Sherman & Joe 
Pickett. Audience participation show. Katz. WFBM-TV 

Jackson, Miss. 

F d Mississippi Morning. 6:45-7:45 AM M -F. Dick Miller 
hosts. Guests, special features, news. Katz. WJTV 

Jacksonville, Fla. 

F m Safari. Sun. 2-3:30 PM. Tarzan, Bomba & Jungle Jim 
movies. 6 yr. ARB track record of 25 rating. PGW. WFGA-TV 

Kalamazoo, Mich. 

C c Channel 3 Clubhouse. 3:30 PM M -F. Wom- 
en's editor is hostess. Audience participation. 
Cartoons. Guests from library, zoo, etc. Puppet 
show. Avery-Knodel. WKZO-TV 

W h Bette Hayes Show. 1-1:30 PM M -I 4r 

14 years Bette has presented cooking :rid 
household helps, fashions, beauty tips. Icily 

live women's show in market. Katz. WDr.TV 

Knoxville, Tenn. 

F m The Early Show. 4:30 PM M -F. "Live Host" persoiltty l 

in local color; contests. Avery-Knodel. WBITV 

Little Rock, Ark. 

F m Monday Night Movie. 8-10 PM Mon. Blair. KAL."V 

Los Angeles, Calif. 

A v Hurdy Curdy. 10:30-11 PM, Sat. Spted 
half hour. Studio audience. Mood & mu: of 

Gay 90's. ABC Spot Sales. KA ¡-TV 

F n The KNBC Survey. 7 PM Sat. Examines events3nd - 

people of Southern California. NBC Spot Sales. KNE-TV 

A d Joe Pyne. 11 PM -1 AM Tues; 9:30-10 PM & contii'ing - 

10:30 PM -12:30 AM Sats. Outstanding guests, sub,:ts. 

Metro TV. 1V 

A m Cinema IX. 8 PM Fri. Widely acclaimed motion picre r - 

for discriminating adults. RKO Nat. SIs. KITV 

Louisville, Ky. 

W y The Mery Griffin Show. 9-10:30 AM M -F. Well k wi l 

show. PGW. WLN TV 

Madison, Wis. 

F n Newsroom 3. 6-6:30 PM M -F. News, features, weaeT, 

sports by authoritative personalities. PGW. WISTV - 

C c Nutty Nuthouse. 12-12:30 PM M -F. .af 

ratings from Nielsen and ARB. Fresh ancm-¡ 
aginative. Live & color cartoons. Meeker. 

YAP! 

Milwaukee, Wis. 

F m Cinema Six. 8-10 PM Sun. Milwaukee's only Io0 ' 
originated prime time movies (VHF). Many in color. 

Storer WI1TV 

A s Bowling. 12-1 PM Sun. Two bowlers in match. Int I; 

during summer; local live or tape. HRP. WTMFV 

Minneapolis/St. Paul, Minn. 

W d Dialing for Dollars starring Jane Jo s- 

ton. 12:; 5-12:30 PM Sun. -Fri. Color. PM 

calls, interviews, recipes, special featus 

Petry. KSTFV ' 

W dv Mery Griffin Show..9:05-10 AM M -F. Syndicated Vio- l 
tape program designed to reach adult women. PGW. A 

WCCIry 

Mobile, Ala. 

A nws Newsbeat, News, Sports, Weather. 6 and 10 M 

M -F. Live and in color. Blair. WALT! 

Moline, Ill. 

F m Monday Night Movie. 6:30-8:30 PM Mon. 
,?f 

recent features, most in color. Katz. 
Wppl V 
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Rochester, N.Y. 

_' rf rfolk-Porlsnoath-Newport News, Hampton, Va. 

M1 

'onroe, La. 
4 

/y 
C v Happiness Exchange 10:30-11:30 AM Sat. 
Jack Hill interviews birthday children. Variety 
acts for mothers, kids. National TV Sales. 

KNOE-TV 

ontgomery, Ala. 

q Truth Or Consequences. 3:30-4 PM M -F. Bob Barkey 
sts new productions of quiz show. Color. PGW. WSFA-TV 

tshville, Tenn. 

F y Country Junction. 6-7:45 AM M -F. Eddie 
Hill hosts country music program with live 6 
piece band. Best TV salesman in south. Katz. 

WLAC-TV 

Ilr y The Noon Show. 12-1 PM. Live band, interviews, fa- 
ons, cooking, personalities, in color. Petry WSM-TV 

-- Ipv Haven, Conn. 

11 The Carlton Fredericks Program. 9:30-10 AM M -F. Color. 
mulating program about health, nutrition. Blair. WNHC-TV 

ao Orleans, La. 

In Midday. 12-12:55 PM M -F. Color. News, features, inter- 
ws. Some cooking, fashions, homemaking. Blair. WDSU-TV 

W y Compass with Dialing For Dollars. 9-10 AM, 
M -F. Van Cantfort hosts. Variety, music guests, 
homemaker tips, phone calls for cash awards. 
H -R. WAVY -TV 

in Public Affairs Documentaries. 10-10:30 PM monthly 
Gays Tues.). Examined in depth. Petry: WTAR-TV 

1 Early News. 6-6:30 M -F. Anchored by Harry Doggette. 
f1 spot reporting, weather, sports. Katz. WVEC-TV 

llnhomn City, Okla. 
-I 

it Wednesday Night Movie. 8-10 PM Wed. First run fea- 
-I t1 films. Blair. KOCO-TV 

Cllnhn, Neb. 

Ik 
Twiliight Zone. 6 PM Mon., Wed, Thurs, Fri. 

Rod Serling's weird, drama -packed series. HRP. 
KETV 

Something Special. 9 PM Fri. 1 hr. Color series. Show - 
q5 top stars in music/variety format. Petry. KMTV 

Nllndel phis, Pa. 
A, Eye On Philadelphia. 6:30-6:55 PM, Sun. Don Barn - 
Ile looks at Phila. CBS Nat'l Sales. WCAU-TV 

r'land, Me. 

9 Weekday. 9-9:30 AM M -F. Anna Wingren. Portland mar - 
we, only daily news -variety. 300 letters wkly. Katz WCSH-TV 

Reigh, 

I W h Femme Fare. 10-10:45 AM M -F. Info on 
cooking, sewing, money, children, driving, etc. 
Includes exercise seg. Katz. WRAL-TV 

W v Mike Douglas Show. 4:30-6 PM M -F. Reaches over 70% 
of adult audience in mkt. Prime time value. Blair. WOKR-TV 

Rockford, Ill. 

W d Tete -A -Tete. 12:05-12:15 PM M -F. Jane 
Neubauer hostess. Women's news, interviews, 
community news, etc. H -R. WREX-TV 

F Rifleman. 6-6:30 PM M -F. Chuck Connors plays the lead. 
Raises son in rough Western territory. Meeker. WCEE-TV 

Rock Island, Ill. 
A nws World of Information 6 PM M -F, local area and state. 
10 PM nightly, national and international. Petry. WHBF-TV 

Sacramento, Calif. 
A n Channel 3 Reports. 6-7:30 PM M -F. Color. More homes 
than weekly prime time avgs. of 3 nets. Petry. KCRA-TV 

A n KXTV Evening News. 5:30-6 PM M -F. Color. 
c ' a Local news, sports, weather. 4 man team. AP 

7, 4., award -winning program. H -R. KXTV 

St. Louis, Mo. 

A n 

nat'l 
10 O'Clock News. 10-10:30 PM M -Sat. 20 min. local, 
news; wea.; Eye -Line. CBS Nat'l Sales. KMOX-TV 

F Of Land And Seas. 7-8 PM M -F. Col. J. D. 
Craig, world famous adventurer and marine 
photographer. Color tape. Metro TV. KPLR-TV 

T The St. Louis Hop. 12-1 PM Sat. Teenage dance show, 
color. On KSD 10 yrs., highest ratings. Blair. KSD-TV 

St. Petersburg, Fla. 
F m Mercury Theater. 7:30-9 PM Mon. -Sat. Full length fea- 
ture films. Venard, Torbet, McConnell. WSUN-TV 

y C v Romper Room with Miss June. 9-10 AM 
M; F. Color. Fun, games and pre-school instruc- 
tion. Miss June makes personal appearances in 
area. H -R. WLCY-TV 

San Antonio, Texas 

F s News Extra. 6:15-6:20 PM. Hard sports in general. Katz. 
K O N O -TV 

San Francisco, Calif. 

T v POW 12:30-1:30 PM Sun. Off beat variety 
with music, interviews and the unexpected. 
Critic and wit, Rolfe Peterson hosts. TVAR. 

K P IX -TV 

AT q Pick -A -Show. 3:30 PM M -F. Art Finley hosts audience 
participation quiz show. Prizes. PGW. KRON-TV 

Seattle, Wash. 

A The Defenders. 7:30 M -F. Highly -acclaimed series of 
thought -provoking, controversial dramas. Petry KTNT-TV 

C v J. P. Patches Show. 7:30-8:30 AM M -F; 
4-5:25 PM M -F; 8-9 AM Sat. Study by F. N. 
Magid reveals this most popular & believable 
children's personality in market. PGW. KIRO-TV 
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Sioux City, Iowa 

CW Romper Room. 9-9:30 AM M -F. Miss Jean 

11 

has fun teaching 4 & 5 yr. olds basics using 
famed Romper Room format. Live. Meeker. 

KVTV 

South Bend/Elkhart, Ind. 

T m 3:30 Movie. 3:30 PM, M -F. Strong action films, some 
in color, from 7 Arts libraries. Adam Young. WNDU-TV 

W h Homemakers Time. 9:30-10 AM M -F. Lois Pence, host- 
ess to Michiana's women. Features family living. Katz. 

WSBT-TV 

A "M Squad." 10-10:30 Mon -Fri. Detective stories starring 
Lee Marvin. Blair. WSJV-TV 

Spartanburg, S.C. 

W h Nancy Welch Show. 9:30 AM M -F. Cooking, fashions, 
decorating. Hollingbery. WSPA-TV 

Springfield, Mass. 

W v Mery Griffin Show. 9-10 AM M -F. Top stars, new tálent 
and popular figures. Hollingbery. WWLP 

Syracuse, N.Y. 

F y Mike Douglas. 8-9:30 PM Fri. Color. Prime minute car- 
rier. Must for summer. N.Y.'s #1 test mkt. PGW. WNYS-TV 

Toledo, Ohio 
A n News/90. 6-7:30 PM, M -F. News, featuring sports, in- 
terviews, etc. PGW. WTOL-TV 

Topeka, Kans. 
A n Early News. 5-5:30 PM MF. Gene Ford. Interviews inter- 
esting people. Flat rate $40. Avery-Knodel. WIBW-TV 

Tulsa, Okla. 
F m Friday Night Movie. 8-10 PM Fri. H.R. KOTV 

Washington, D.C. 

W n Here's Barbara. 10:30-11 AM M -F. News 
and features for women with reporter -hostess 
Barbara Coleman, color. HRP. WMAL-TV 

F n Newsnight. 6-7 PM M.F. 6-6:30 PM Sat. 6:30-7 PM 
Sun. Area, national & ínt. news in color. TvAR. WTOP-TV 

T v Wing Ding. 4:30-5:30 PM, M -F. Sat. 4 PM. 
Bill Miller hosts live dance party, top stars, 

''1 F go-go girls. Unique in D.C. National TV Sales. 
W D CA -TV 

Waterloo, Iowa 
W dvn Camera Seven. 12-1 PM. News, music, variety, farm 
reports. Avery Knodel. KWWL-TV 

Wausau, Wis. 
A y Noon Show. 12-1 PM M -F. Live variety including music, 
interviews, market reports, news. Meeker. WSAU-TV 

Wichita, Kansas 
C c Major Astro Show. 3:30-5 PM M -F. Entertaining and 
educational for young school -goer. Petry. KARD-TV 

The 

Advertising 

Directory 

of 

Tv Availabilities 

will be a regular f eatuie 

of 

Television Age 

and will 

appear in each issue 

Use it regularly to hell 
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58 Television Age, July 3, 67 



,Nall Street Report 
t 

t 

r 

Is 

' 
$ 

tl 

I 

N 

te 

r 

1b 

1 

a 

i, 

a 

N 

P 
I 

/rally 

eresting Side Effect. Occasion - 
there are developments in the 

Mess world of significance to the 

lectronics industry and to its in - 

ors which escape the notice of 
general press. One good examp e 

he death earlier this year of the 
r1j Journal Tribune, the New 
rk afternoon newspaper. 

ne of the byproducts of that event 
the elimination of the TV maga - 
supplement which the paper of- 

d its readers in the Sunday edi- 
t 

a competitor to Tv Guide. The 
element represented $600,000 
/rally to the Safran Printing Co., 
raphic arts company whose shares 

6i traded over-the-counter. 
aíran gained some recognition 
year when it was announced that 
as merging with McCall Corp., 

1 of the largest printing and pub - 
mg firms. But when the merger 

osal was called off the company 
ated from the eyes of the invest- 

s company. Then came the dis- 
tinuance of the World Journal ! une. 

b -offset Operation. Safran 
s multi -color printing for pub - 

hers and standard commercial 
ass. It also produces business 
ns for machines and conventional 
tunting systems. The company's 

ill` irig is produced almost com- 
ly on web -offset presses. 
has a substantial interest in a 

The operation proved uneconomic 
and the partnership was dissolved 
with Einson-Freeman buying out 
Safran's equity in the joint venture. 

Three Major Setbacks. Thus Sa- 
fran has had three setbacks in the 
preceding twelve months in the col- 
lapse of i s merger proposal, the loss 
of a major source of revenue and the 
failure of an expansion move. In 
addition the company has committed 
$4 million for a capital expansion 
program to be completed this year. 

Several new presses are being in- 
stalled in the U.S. and an additional 
offset press will be installed in the 
Dutch operation, already one of the 
largest offset operators in Europe. 

The company's common stock with 
558.696 shares outstanding includes 
169.'155 management -owned shares 
of Class B common which is not cur- 
rently entitled to dividends but is 

convertible into common on a share 
for share basis. 

It is anticipated that for the year 
ended February 28, 1968, Safran's 
sales volume should match or per- 
haps slightly exceed the $16 million 
reported last year. 

Profits also may show no gain in 
view of the costs and setbacks in- 
curred so far. Last year's earnings 
were equal to $1.45 per share. The 
company's common stock has swung 
in a range of $16n to a high of $28 
per share. 

Fíve-year 

;les (millions) 
llirnings per share 
iridend 

Summary of Safran Printing Co. Inc. 
1963 1964 1965 1966 1967 
$10.8 $12.3 $13.8 $14.9 $16 
$1.11 $1.56 $1.71 $1.35 $1.45 
52%0 70¢ 70¢ 70¢ 70¢ 

t''I printing company established 
ná)60. In 1966 the company also 
rd'dated a printing operation in 
t, Jersey which had proved un- 
ritable. 

1965 Safran. which has its head- 
luters in Detroit. attempted to 

I trace the Eastern market by 
'ring a partnership with Ellison - 
titian. one of the leading offset 
rrers of the East. 

Electronics Supplier. \nother over- 
the-counter security that has been 

affected by developments in the tv - 
electronics field is Taylor Corp. of 
Valley Forge. Pa. 

Taylor produces laminated plastics 
for use in radio and TV parts as well 
as in components for trucks, locomo- 
tives, missiles and aircraft. 

It also makes vulcanized fibres for 
use as insulators and for baggage. 

.. 

I 

i 

In 1966 Taylor sales and earnings 
shot up abruptly, reflecting the boom- 
ing business in both the automotive 
and appliance industry, particularly 
tv set sales. 

A key factor in Taylor's success 
was its ability to offer a line of cop- 
per -clad laminates for printed cir- 
cuits (Riegel Paper appointed Tay- 
lor as the exclusive distributor for 
its Monothern film -copper laminates 
for use in flexible circuitry). 

The company has been steadily 
expanding its capacity in both its 
plants at Valley Forge, Pa. and at 
La Verne, Calif. This expansion is 
being completed at a time when 
there's been a decline in demand 
from its main customers. The auto 
industry along with railroad and 
aircraft represented 25 per cent while 
the tv. electronic and electrical in- 
dustries represented 55 per cent. 

Taylor has 691,313 shares of com- 
mon stock and 7,719 shares of 4 per 
cent cumulative convertible pre- 
ferred. The preferred, 91 per cent 
owned by the Taylor family, is con- 
vertible into common at the rate of 
one share of preferred for 8.4 shares 
of common. Last April Taylor ac- 

quired the Small Fibre Stampings. 
Ltd. of Toronto, producer of plastic 
and fibre insulating materials. 

t4 
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Canada (Continued from page 36) 

Frontier Five Per Cent in the picture with a taped 

weekly package. 
Already it has a station operating at Yellowknife in 

the North R est Territories, using programs taped from 

the regular CBC schedule. The lellowknife station serves 

800 households with 3,200 viewers. It's the first of several 

stations planned by the CBC to serve frontier areas bey- 

ond the reach of regular transmissions. 
The beauty of the CBC operation is that it needn't 

pay its way. The network, which owns 48 stations and 

about 100 relay units, gets a sizable grant from the Fed- 

eral Government to make up the difference between 

what it spends and what it earns. Last year, for instance, 
it spent $80,810,000 for programs, distribution and 

transmission. Its revenue was only $31 million. The 

Government has $63,415,000 invested in the CRC, but 

this also covers radio. 
This happy state of economics makes it easy for the 

government -owned network to stay within the broadcast 
law, which applied to all stations, government or private, 
requiring a minimum of 55 per cent Canadian content. 

But for the private network, CTV, it's a different mat- 

ter. CTV, which is owned by its 11 stations, must face 

the economic facts of life. And they can be pretty tough 

in a huge country with a market of only 20 million 

people. Even so, CTV isn't feeling any pain. It reaches 
76 per cent of households and accounts for 74 per cent 
of retail sales. 

The rest of the competition? CHCH-TV in Hamilton is 

the strongest independent, serving a rich market in the 

Golden Horseshoe of Southern Ontario. Then there are 
three French stations-one each in Montreal, Quebec 
City and Chicoutimi, Que. 

The U. S. stations are a big competitive factor. Fifty- 
four per cent of Canadian television homes receive U. S. 

transmission. British Columbia tops this list, in avail- 
ability and popularity, with 84 per cent. Ontario is 

next, with 77 per cent and then comes Manitobe (68) 
and Quebec (50). - 

Many U. S. stations near the border have Canadian - 
oriented programs. The local news, for instance, has a 

fair Canadian content, and so does the advertising. But 

it cuts both ways. 
Apart from the fact that many Canadians tune in to 

U. S. stations by choice, they get plenty of U. S. ex- 
posure on their local stations. Both networks make up 
most of their remaining 45 per cent content (after the 
55 per cent Canadian minimum) with U. S. shows. In 

fact, it's news when a Canadian program gets irNiel- 

sen's top 10. 

The favorites are the Beverley Hillbillies, Ed Sairan, 
Red Skelton, Bonanza, Hey Landlord, Get Smat rho 

llonkees and Bewitched. In season, of course, hoop' is 

a winner and the CBC national news has stror 
lowing. 

It's surprising, then, considering the exposure that 

so little of the budget goes for U. S. programs The 

CBC's program costs are about $35 million a yea hut 

an informed guess is that it spends only about $ mil- 

lion of that for U. S. programs. CTV's percente is 

higher, but it spends less. The hard figures forIu1V 

are $2 million for U. S. shows out of a program Meet 

of $6 million. 
It's likely that Canadian content will zoom thisurn- 

mer, when celebration of the 100th anniversary ohon- 

federation of the provinces gets into full swinglnis. 
unique event gives television an opportunity of tall 

showing Canadians and their varied ways of life time 
another. It could provide the link they haven't beet Wei 

to find Ottawa. 

Finland 

Helsinki-Advertisers invested close .to $7 milli( r' 
television commercials, accounting for 21.2 per ce uf. 

all tv revenue during 1966, on this country's bashlly 

non-commercial, state-owned system. That same -ac,T 

the government increased time allotted to commerIli. 
sponsored shows from 28.1 per cent to one third au 

programming time on the two Oy l leisradio Ab (Fi irh 

Broadcasting Corp., Ltd.) channels. 
In 1965, close to 10 years after the first tv tranli'' 

sion, and nearly as many years after Oy Maim 1 " 

began operation as production center for all commerIIlt 

sponsored shows, Oy Yleisradio Ab (Channel 1 watt,tll 

providing Ov Mainos, on a fee basis, with most e 

staff and technical equipment, and was the only chtel 
accepting any commercial programming. Recently, M:" 

built a new studio two miles outside of liesinki,'JI'i 
chased its own facilities, and, in 1965, Channel 2 b'au 

accepting some commercial production. 
Clearly, growth of commercial television has ea 

slow, but observers see it continuing at a steady te° 

as tv viewers begin to accept the idea of comeeal 
interruptions in tv shows. As it stands now, commeral'l 

are allowed 15 per cent of all time allotted commerclh 
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t'',' onsored programming, and are generally grouped at 
e beginning and end of shows. 

.fig Price for a minute of tv advertising runs about $800. 
garette companies were buying a large proportion of 

r -el commercials until two years ago, when a government 
re,n was temporarily imposed on all cigarette tv adver- 

ing. At present, the companies are back on the air, 
ip t not as heavily as in the past. 
re- I Ford, Coca-Cola, and General Motors are about as 

r live in tv advertising here as they are in the U.S. 
4 , armaceuticals are also heavily advertised. All com- 

rcials are produced in Finland. Advertis'nr agencies 
.,,I re work in close cooperation with large U.S. firms. 

t y Mainos telecasts approximately 16 and a half hours 
eek. Oy N leisradio Ah programs roughly 30 hours 
kly on Channel 1 and 20 hours on Channel 2. Two 
three hours a week on Channel 1 are devoted to recep- 

from Nordivision and Eurovision. with Finland the 
y Scandanavian country receiving transmissions from 

" h systems. 

lI Of the shows provided by Oy Mainos-Tv, 45 per cent 
tl 

t live and 55 per cent are filmed. Imported U.S. half - 
pr series account for 85 per cent of the filmed variety. 
Yleisradio Ab also buys U.S. series, most of which 

,1 run on Channel 2. Top shows in the U.S. usually 
et with parallel success here, with Run For Your Lie, 
'Ty Mason, and The Flintstones high on the list. High- 
l'scores go, however, to The Danny Kaye Show and 
lanza, which rank third and fourth in the nation after 
two top locally -produced shows, a half-hour one-man 
edy show called llanski, and a family situation 

c redy. 

I:rowing emphasis is being placed on news programs 
s a commentary produced locally and dealing with cur- 

t¡ controversial questions. Channel 2 has usually car- 
' rir a heavy diet of documentaries. \\ ith the appoint - 

lit two years ago of a former news man as director 
,feral in charge of the goxernment's tv and radio 
a'tinistrative board, emphasis on news and programs 
'social importance grew, and the network now has i i"1nanent news correspondents in Washington, Paris, I 

n Moscow. 
rogramming has been sprinkled heavily with domestic 

P shows, which have brought political figures who 
storm well before the cameras into national promin- 

. Shows include a weekly question -and -answer hour 
t` the prime minister and a two-hour Wednesday after - 
act series devoted to controversial questions. 

'cording to la est available figures, the government hasold approximately 800,000 tv licenses, distributed 
IV a population of 51/2 million. Sales are at a 

',ly increase, even in the outlying areas of Lapland. Vr 
er licenses cost $18.70 a year, but cannot be pur- 

' 
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GLOBAL 
REPORT 

chased until a radio license has been acquired. Income 
from tv licensing accounts for nearly 80 per cent of 
station revenue. 

Plans for the installation of color facilities are cur- 
rently at a political stalemate. A meeting in Oslo last 
summer intended to work out details for installation of 
the first transmission facilities, became bogged down in 
a dispute over whether to use the SECAM or PAL system. 
Assuming the problem can be resolved in the near future, 
estimates now call for the first color transmission no 
earlier than 1970. 

France 

Paris-There's less popular enthusiasm for the Franco- 
Russian SECAM (Memory Sequential System) pact than 
there was for the original Franco-Russian Alliance back 
in 1904. One reason is because color set prices are 
beyond the reach of all but the very well-heeled French- 
men: the prices range from $800 to $1000, and for that 
money a Frenchman can buy a Renault. 

But the Office de la Radiodiffusion Francaise is 
enthusiastic about the prospects for color. after conduct- 
ing nearly 2,000 hours of experimental color telecasting, 
and plans to run 12 color programs every week starting 
with the color premiere date, October 1. 

Also enthusiastic are the engineers of CFT, the Com- 
pagnie Francaise de Television, who worked on the 
development of the SECAM system. Early this year CFT 
made a deal with Grundig, the big German electronics 
firm, to manufacture receivers capable of receiving both 
SECAM and PAL signals (PAL -Phase Alternation Line 
-is the German color system). If the price were right, 
such a double set might do much for viewers within range 
of both the French Second Network and German tv. But 
it's expected that the set will sell for $1400. 

Meanwhile, the SECAM sets now going to market are 
capable of receiving both the black -and -white 819 -line 
transmission of ORTF's First Network and the color 625 - 
line telecasts due on the second chain in October, as 
well, of course, as the black -and -white 625 line trans- 
missions of the second chain. As part of the pact with 
the Soviets, some 500 of these French SECAM sets are 
to be delivered in iiloscow by this fall. 

CTF was set up earlier in the decade by CSF (Corn- 
pagnie Generale du Telegraphic Sans Fil) and Saint - 
Cohan]. the big glass -and -plastics -making company, to 
develop the SECAN system, which had been brought to 
CSF by its inventor, Henri de France. 
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ORTF said that the second chain now reaches 75 per 

cent of the population, via 50 transmitters. 
At La Maison de la Television, ORTF headquarters on 

the Avenue du President Kennedy, and at the new color 

studios at Buttes -Chaumont near Montmartre, producers 
have been busy making spectacular productions for the 

debut of the color service. Others have been working out 

on location, with the three color mobile units. Roberto 

Rossellini went to Versailles to shoot The Youth of Louis 

+IV: Frederic Rossif went to the castle of King Ludwig 
in the Bavarian Alps to make a documentary on the life 

of the mad monarch. 
Also to be filmed in color are a number of ORTF's 

black -and -white series. One reason they are being done 

in color, according to an ORTF source, is because of the 

French Canadian market. The series are popular in 

Quebec and elsewhere on the Canadian Broadcasting 
Corporation's French network, which along with the rest 

of iv in Canada went to color in 1966. The French series 

are also bought by stations in Francophone African 
countries, none of which have color yet. 

Enormous preparations are being made for tv coverage 
of the Tenth Winter Olympics in Grenoble in February. 
Events in the games will be fed live, on tape and on film 

to Eurovision. 
From the sites of the events, ABC-TV will pick up the 

games and will bounce most of them directly to the 
Stateside network by satellite. ABC will also tape and 
film certain events, some for later satellite relay, some for 

jet transport to network control in New York. 
The signals for Eurovision are converted to the differ- 

ent line systems at the Eurovision technical center in 

Brussels. For France and for Eurovision, ORTF plans 
to transmit 106 hours of live coverage of the games, plus 
film and tape coverage. Some 800 technicians will be 
involved. 

ORTF estimates that 600 million viewers will see the 
games, 200 million of them via Eurovision. ORTF ex- 

pects some 600.000 color sets to be in operation by the 

end of October. 
Although the hopes of French admen that commercials 

might be allowed on the Second Network have been 
dashed, it is still considered likely in marketing circles 
that eventually room will be made for commercials on 

one of the two chains. 
The ORTF reported that there are now roughly 71A 

million sets in the country, an increase of about 300.000 
over the set count of 7,204.246 last September. 

Some quarter -million sets are within range of Tele - 
Monte Carlo, commercial station transmitting from Mon- 
aco and covering a large territory in the southeast of 
France, and over a million others are within reach of 

Tele -Luxembourg, commercial station in Luxemu 
covering most of the northeast of France. 

On ORTF's second chain, among the popular rum 

are Wild, Wild West (Les Mysteres de L'Ouest), 
Sunday 10:30 pm slot, The Avengers (Chapeau Men 

Boites de Cuir), The Untouchables, Mr. Ed, Bonanzaud 

Lucy. There's a ceiling on imports; only 35 per of 

the programming can come from abroad. 
The French serials are also popular. Among the) ate 

a series dramatizing the French Resistance. Qua:, 

Liberte Venait du Ciel, on the first network, and tl 

Police on the second. Magazine formats, such as Te,ii 

Tele-I)imanche and Tilt- Magazine, are also doing , r 

and this past Near OR1 F launched a program c t i 

Meet the Press type called Face a Face. 

Germany 

Frankfurt -The magic new word in German telelit 

is color, with programming in full color due to ti 

August 25 over both of the German tv networks.4 

work One consists of nine stations in each of the na't - 

various districts and they carry both local as w, 

network shows in the manner of network affiliates i tli 

U.S. Network Tao has headquarters in Mainz alt .1 

number of transmitters throughout the nation, all t 

ing the same program simultaneously. 
Initial color programming will he only abouttt,m 

hours daily. But both nets are already heavily ind 
due to preparing color tv shows in advance and settit LL 

stalls and production areas for the forthcoming I 

showcasing. 
To keep the television stations going, several st.: 

tions are being considered. One, increase the advert DPI 

Under the rigid German regulations covering the tetr i 

ion stations. only 20 minutes daily of commercial3o 

allowed. tightly packed into four 5 -minute "spot: 

various advertisers who buy from 30 seconds to 2 mi'tr 

of the available time. 

Now. both the first and second nets have del' 

to offer limited time for color commercials, at the rr 

price as the current rate for black and white spots. t' 

mists hope that there will be 50,000 color tv sets hi' 

by the end of 1967, but of course the 13 million lc 

and -white set owners can receive the shows and not 

mercials (in black -and -white) on their sets as well. It 

color tv time -buyers include cosmetics. cigarette 

washing products, prepared foods and the Trans -E11 

Express trains. 
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Another suggestion to increase revenue for the two 

tworks would increase the $1.25 monthly license fee 

ích now must be paid by every viewer to the German 

deral Post Office. This suggestion, of course, has drawn 

asiderable public resistance. The Post Office uses part 
the license fees to build new tv transmitters; the rest 

the income from the fees is divided between the nine 
ions of Network One and the headquarters of 
work Two. 

3oth of the networks are controlled by strict federal 
:ulations and are operated by boards which consist of 

1. resentatives of the various political parties, churches, 
st r unions and cultural organizations of the nation. 

inancing in 1966 worked out as follows. The First 
' [work received about $176 million from the monthly 

¡, plus another $82 million from the sale of com- 
trcial time. The Second Network got $40 million in fees 

11S36 million from advertising. 
he most revolutionary suggestion to he p pay the cost 

(he switch to color was offered by Klaus von Bismarck, 
g,eral manager of the largest and richest station of the 
l t Network, West German Tv of Cologne. He said 
dead of the network's nine stations splitting the fees, 
If should merge into four or five stations. This plan, 
It aid, would still give adequate national coverage and 
itild reduce the multi -million -dollar production and 
a,inistrative cost of nine separate stations. His proposal 
oiaged management executives of the networks smaller 
sl,ons. 

lost of the nine stations also broadcast their own local 
°regional television shows which are called The Third 

.Pxram to differentiate them front the First and Second 
+orks. The nine also operate radio stations. 

s one immediate cost-cutting move, two of the radio 
ttlons, Berlin and Hamburg. have announced that they 
PI, to eliminate their "Third Programs" of radio shows 
°° February. The Third Radio Programs are generally 

. lot, culture and political themes, with some broadcasts 
1°r reign languages to the one million Italian, Greek, 

Y't 
slay and Spanish workers now employed in this 

'at try. 

pis plan has also met with protests on the grounds 
dii eliminating the Third Radio Programs will prove a 
I''lvantage, since these short-wave shows are often 
ed by listeners in East Germany and Iron Curtain 

'°itries. Stopping the shows will mean people in the 
Cmunist bloc v: ill no longer get West German news - 

a;1. 

long the most popular programs-and the least ex- 
Peive-are full-length feature films from the United 
Jt,,5 and other lands, which can be bought here for as 
itt as $25,000. Some of the films shown on the "Out- 

standing Films Series" on the Second Net have never 
played in the German cinemas, a continuing sore point 
t, ith the competing theater owners who object to the 
multitude of films that crop up on the tv screens, averag- 
ing one film every other night. 

American television programming continues high on 
the list here, as it, too, is cheaper to buy than it is to 
produce local shows. Disneyland, Calendar of the Stone 
Times, the Mystery o/ Stonehenge from CBS, and the 
British series The Avengers are current choices on the 
Second Net, while Private Detective Honey West, Ken- 
tucky Jones, The Little Vagabond. and My Three Sons 
are around the dial at the First. 

Least popular have been some of the American musical 
"spectaculars," attracting poor reviews and low audience 
ratings. Probably this is because American humor differs 
from the European brand, and too few Germans under- 
stand the songs which are, of course, not dubbed. 

Tv cooperation between the Common Market countries 
is growing, with television exchanges and partnerships 
in productions, particularly of the costly color shows. 

Sale of black -and -white sets has slipped down s ightiv 
below previous years. but feeling among the set makers is 

that the consumers are waiting for the new color sets, 

which will retail at $600 and up-very costly for the 
German public. 

Tv, however, continues to be a very powerful influence 
in German life, with news programs rating as the most 
popular here, followed by the "Krimis". And it appears 
as if there will be an even bigger market for American 
films and teleshows as the new color tv will gobble up 

even more products. 

Great Britain 

London -British, commercial television companies have 
been hit hard by the recent contract changes ordered by 
the Independent Television Authority which licenses 
them. The present ITV company contracts expire in mid 
'68 so the changes will not go into effect until that time. 
It is certain though, that great adjustments will have to 
be made in the coming year. A total of 15 licenses are 
involved, 14 for the geographical regions of Britain and 
one for weekend viewing in London. In deciding these 

changes in contracts, Lord Ilill, ITA chairman, held no 
formal hearings, but instead, privately interviewed the 
36 bidders. Hill indicated that a desire for regional flavor 
and better programming influenced his choices. 

Various holders have lost franchises, new groups have 
received stations, and some competitors were forced to 
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merge. For example, TWW, the company that now 

broadcasts in Wales and the west of England was dis- 

missed directly. A new group directed by Lord Harlech, 
former British Ambassador to the U.S., will take its place. 

Since ITA's Welsh member had praised TWA' last 

October, the decision occasioned some surprise. Two 

reasons for the change have been suggested. One, the 
ITA was much impressed by the galaxy of stage and 
screen talent backing the Harlech group. Geraint Evans, 
one of the Harlech backers, might introduce regular 
opera extravaganzas. Two, the Harlech group stated that 
it will give $28,000 annually to promote the arts in the 
broadcasting area. 

Associated Television lost its contract for London 
weekend broadcasting but got the more valuable license 
for seven-day broadcasting in the Midlands. Another new 

company headed by Sidon Crawley, a Conservative M.P., 
and Alichael Peacock, a former big wheel at BBC was 
handed the London week-end contract. Crawley cannot 
retain his Parliament position and head the new company 
at the same time. He must choose between the two. 

Rediffusion and ABC television must merge. Objec- 
tions to such a merger are expected from Rediffusion 
which is faced with the prospect of investing over $5.6 
million in a company controlled by ABC. Rediffusion 
must either accept a junior partnership or quit television 
altogether. 

Granada Television, headed by Sidney Bernstein, 
increased its broadcasting area with the addition of 
Lancashire and Cheshire. 

While these contract changes are being made at ITV, 
personnel changes are being made at BBC, ITV's non- 
commercial competitor, and the two have a casual rela- 
tionship. The new companies getting franchises from the 
ITA are getting them in part because they have attracted 
highly qualified BBC programmers. 

Three key programmers are joining the Crawley organ- 
ization. Frank Muir, assistant head of light entertain- 
ment at BBC. Miss Doreen Stephens, head of family pro- 
grams at BBC, and Humphrey Burton, head of music 
and arts, have already switched teams. 

BBC is likely to lose more qualified people to ITV 
as long as it has a financial handicap. The Association 
of Broadcasting Staffs, to which most of BBC's employees 
belong, stated, "There is a iealth of untapped talent 
in the BBC, but the exodus will continue unless the BBC 
changes its mind about advertising, which is unlikely, 
or the government brings forward an increase in license 
revenue, promised for next year." 

Color television has become a reality in Great Britain. 
Of the three networks, BBC -1, a non-commercial full -day 

channel, BBC -2, a non-commercial evening -only ch.nel. 

and ITV, a commercial full -day channel, only c is 

turning to color. As of July 1, BBC -2 begins an !tint 
six-month trial period so that its technicians cant:in 
experience. From July to December. between fivtand' 
eight hours of color shows will he transmitted each lrk. 

Next January the BBC plans to start full service 'rirlr, 
means a full 40 -hour color week, every week. A rlént 

purchase, The Donny hnye Show. will then be shot in 

co or. Sporting events, drama, comedy and even theNs 
will he part of the color schedule. 

Only 30 color sets are ready for market in July. pa. 

ever, industry spokes nen hope 50.000 gill be mar au, 
Lured in 1968 and 100.000 in 1969. Thorn Electr in 

which Sylvania has an interest, is building a new fa err, 

in England to handle the production. They will use bes' 

manufactured by Mullard, a division of Philips. 
The present cost of a color set in England is rout 

$900. The price is expected to drop considerably, slit 

did in the U.S., once mass production gets under 'a1n 

Unlike US color tv, which broadcasts a 525 -line sc,en, 

30 frames a second, the British will use the PAL sl,em' 

common to most of Europe (except France) whie in- 

volves a 625 -line, 25 frames a second. However, the BC 

has invented a machine, the Field Store Converter, vieln 

permits conversion of one system to the other. 
It will permit British broadcast of US covers " 

the Olympic games next year in Mexico. It willltir, 

permit the British to sell tapes of their programs tol 

broadcasters. The BBC has already sold NBC rer 

color golf set-ups with Gary Player sinking breath- Id 

ing putts. 

Hong Kong 

Hong Kong-Color tv comes to this Crown Corr%' 

this fall with the opening up of a new station, Htt'e. 

Unlike Rediffusion, a wired tv system which has seed 

the colony through the past decade, the new service Lit 

to go on the air October 1st will be over -the -air. 

Rediffusion has some 56,000 sets wired up; it fit' 

the sets to subscribers for $4.37 a month. To receivthe 

new signals in black-and-iihite from Ittervs's transme 

and studio complex atop Beacon Hill, or from its tht 

translator stations perched on other high points, R,rf 

fusion renters will have to convert their rented set 1' 

equipping them with antennae. 

Michael Goodrich, New York representative of 'f - 

Ltd.. which sells time on the new station, said that alut 

33,000 of the sets are expected to be converted, at a st 
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Itl r.0 h. his the time the =latiun gue, sin the air. 
i the she% in a olor. of a course. you nerd color o. 

rtl.Ing time rates on IIKT11I are ¡sego si loser 
on Itediffusion. Sixty serancls on it r is ill 

.41. %bile the going rate on Rediffusion is 

I I s. X112 for a minute on it. F owlish and Chine -e 

«nob led. or I ''N) for a minute sin either 
the t%o Hediffu-ion a hannels. 1 nkTte %ill also 
e e panne I.. erne in English "The ('earl Channel' 
the, in Chinese "The lade Channel.- I 
in per a eat of the programming on IIKTVB is ill 

elver. The station. managed ht Colin I1ednall. for- 
m Win utise %ill' a station in Melbourne. plan- to 
the follo%ing series in color: Felony Squad. Gil - 

blond. Green Acres. Green Hornet. The (menders, 
. ll'e nl,oul Time, Laredo. Loll in .Spare. Occasional 
l' t Inn l'Im e. Iislnls n' Pellieoats. Pruitis al 

onia sn. Het Patrol. Time Tunnel. The Hero. Super - 
111r Cal. If dd. lulls ir'e.c, and The Virginian. 

thee. \boost all of the stations shos.s %ill he 
t'n, I . `.. s.ith the esrept of .Seaways. Thunder - 
dud .r iris other 

Participating in the net% station are Titan -Life Broad- 
cast. \BC International, the British ABC-TV. and Ang- 
lia T%. a« bell as TIE. 

tlkT% B is ill be on the air dad% from I p.m. to mid- 
night. %ith both channels. Rediffusion has been running 
about six hours of English programming every evening, 
and about three hours of Cantonese. (Occasionally. Man- 
darin is heard on the Chinese channel %hen a Chinese 
classic drama is perfurmed.I 

Rediffusion is said to gross close to U.S. 52.800.000 
a year from rental fees and advertising. It's probable 
that the nee. station %ill not cut into the rental -fee rev- 
enue. There seems is, be enough ad money to go around 
in Hong Kong's bustling econom%. 

In 1966 the colony imported. from the U. S. alone. 
close to SIO million in consumer packaged goods. (Hong 
Kong's total imports hair been rising above a volume 
of SI 1 , billion.) If the political situation holds stable. 
chances for the growth of the two Hong Bong tv sers ices 

seem good. \ spokesman for TIE said it s.as projected 
that the colour would hale mare than 150.000 sets by 
the spring of 'be. 
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Ireland 

Dublin-Increasing prosperity and the extension of the 

tv service to former dark pockets in the territory of the 

26 counties has brought about a steep increase in the 
number of tv sets in Eire. Some 60 per cent of all house- 
holds now have tv. 

Yet, to the dismay of the administration of Te efis 
Eireann, government controlled advertising time charges 
remain frozen at the 1964 level of 280,000 sets. Telefis 
estimated that last year some $420,000 in ad revenue was 

lost by not adjusting the time charges to the current 
level of more than 370,000 sets. Telefis is pressing the 
government for a rate increase. 

The fact that tv time is available, in the estimate of 
Telefis, at 25 per cent below what it should cost, led 

to a near SRO situation in sales this past year. Advertis- 
ing revenue went up from $4.7 million in '65 to some 
$5.4 million last year. Ninety per cent of all availabilities 
were sold-six minutes an hour through six hour broad- 
cast day. Revenue from tv set license fees was roughly 
$3.072.000. 

Irish agencies handled 81 per cent of the bookings. 
Food products accounted for a third of the tv advertising. 

Of the programs on Telefis Eireann, 50 per cent are 
produced in Ireland, and 50 per cent are imports. 
Ninety per cent of the imports are from the U.S. 

The Virginian, for example, continues to rate second 
in the TAM measurements, after The Riordans and 
just ahead of Tolka Row, two series, one set in the 

country, the other in Dublin, for each of which some 
39 halfhours are produced in a year. The Riordan is 

taped on a farm in County Meath. 
Pressure for more programming in the Irish language, 

which last year led to the resignation of Eamonn 
Andrews from the Television Authority, has brought 
about the running of two weekly news programs in 
Gaelic, Ceamara na Cruinne and Leargas, as well as a 
quiz show along the lines of College Bowl, Ceist, and 
Aililiu, a regular program of traditional Irish music. 

Another innovation in Gaelic begun this past year is 
a farm program, Telefis Feirme, aimed at young farmers 
and designed to be viewed by groups and to he followed 
up by group discussion. Ireland's Department of Agri- 
culture is sponsoring the rental of tv sets by a number 
of local farm groups. 

Last year Telefis completed its linkup to Eurovision 
through Northern Ireland, giving it access to Euro - 
vision independently of participation in the exchanges 
by any of the British tv services. 

Tv in Ireland has acquired increasing importance as 

a public forum, in the wake of the General Electio in 

'65 in which tv was used for the first time by the . 

tical parties. Also, news and public affairs progini 
are on the increase, and accounted for a quartte,of 
all programming last year. 

Italy 

Rome -In Radio -TV Corriere. the Italian counterrt 
of Tv guide, the advertisers who have been lucky en:di 
to get their commercials on the air on either of It;,', 
two networks, both run by RAI, a government-contrc>d 
entity, usually run ails alongside the listings to diwi 

attention to when their commercials are running. he 

commercials are run in blocks, and there are six of tin. 
all but one on the first network. The six: Carosello,n 
term.zzo, Arcobaleno, Girotondo, Gong and Tic -Tact 

For example, one display ad says "Tonight in ihl 
mezzo: Eye on the Label, with Pinuccio Ardia, preset t 

by Molinari Extra," with a photo of Mr. Ardia, the ti 

of the commercial. Dozens of such ads run every wk 

Another reads, 'Tonight in Carosello the irresistlr 
singer Patty Pravo presents another of her successes,» 
Algida ice cream." The program listings also con'ir 

the names of the advertisers. 
Getting a commercial into one of the blocks is ind(' 

something to crow about. All told there are only fl 

minutes a day of commercial time on the two netwc:i 
together, six days a week (no ads on Sunday). 

With 7.1-18.897 sets in the country, up from last yeas 

6.800.000. the list of advertisers waiting for availabilia 
in the commercials grouping has lengthened. The tim,s 

Fold by a RAJ affiliate. SIPRA ISocieta Italiana Pubb' 
ita Per Azioni), which has the contract with RAI ;II 

is also responsible for making sure commercials are 

good taste." RAI grossed over $40 million in sales I 

advertising time last year. 
Most of the advertising is on Channel 1, RAI's V' 

network, which has four of the five commercials bloc, 

all but Intermezzo, which is on the UHF network. 
Carosello, the most popular of the commercials bloc 

follows the 8:55 pm weather forecast. Carosello is 

minutes in length; and is made up of four or five fil4 

that are more like entertainment features than comm- 

cials, for the reason that they are required to be enterta 
ing, with the pitch thrown in offhandedly, and usua 

toward the end. Big names in Italian show business oft 

appear in the Carosello sketches. 
The studios which make the films in Carosello r- 

credited in the published listings, as are the advertise 
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The four other commercials blocks are not so long as 
'arosello; some of them are three -minutes all told, others, 
wo, and group anywhere from three to six commercials. 

On a recent Monday on the first network, Gong came 
n around 6:48 PM with two commercials, Tic -Tac came 
a at the end of the sport news at 7:45, with commercials 
r Ajax and five other products. 
Tic -Tac was followed by more news and then by 

Ireobaleno with ads for Philips refrigerators, Doria 
okies, Dash, Giuliani medicinal bitters, and two other 
oducts. Then Carosello followed the 8:30 news. 

l- Bewitched (L'Adorabile Strega) came on at 10:35 pm. 
uesday night, Girotondo came on the first channel a 

'tile after 5:10 pm with four commercials, Gong came 
n again at 6:48, with Alka-Seltzer and Spic & Span 

', itmmercials. In Tic -Tac at around 8 p.m. were corn - 
nil tercials for Pepsi -Cola, Citterio Salami, Alemagna food 

Ioducts, and three other accounts. 
4,, , Arcobaleno had commercials for Shampoo VO-5 (Al - 
c, drto-Culver) and five other products. Carosello had 

ins for Polaroid and four other advertisers. After 
iÉ 

arosello that night came A Star Is Born, the Warner 
rothers film with Judy Garland. 
Although Bewitched and Perry Mason are popular, 

AI does not buy many American series, runs only 2 or 
ree in any one week. Feature films are another matter, 
/wever. 

RAI plans to launch a color service before 1970, and 
u been experimenting with the German PAL (Phase 
Iternation Line) color system. 

Japan 

"Wo-The extraordinary growth of color television in 
,pan is a highlight of that country's recent video ex- 
nsion. When color was inaugurated in 1960. it was in 

sect only 54 minutes a day. By 1961 it had increased 
:Only to an hour a day, and there were 6,000 color sets 
fuse. By 1965, when colorcasting comprised 23/4 hours 
flay, color sets increased to 100.000. Then, in one year 
I ne, the 100,000 grew to 300,000 in 1966, the latest 
I, ilable figure. 
I'he country's population is now about 99 million. In 

i!Y 1966, the latest month for which figures are avail - 
e, there were 25.3 million sets registered, represent - 

I: sets in 90 per cent of total households; in December 
155, by comparison, there were 17.8 million sets regis- 
ted, representing 74.1 per cent household coverage. 
1ere are, of course, many viewers who do not register 
fir sets, in order to save the $1 -a -month license fee. It 

would be safe to estimate that there are well over 30 mil- 
lion sets in use now. 

Regular black -and -white broadcasting began in Feb- 
ruary 1953. Nippon Hoso Kyokai (Japan Broadcasting 
Corporation), which began a radio service in 1926, 
operates the country's noncommercial tv networks-the 
general service web and the educational web, with a 
total of 1,067 stations as of May 10, mostly relays and 
satellites. This compares with just over 600 last fall. 
Another 240 are scheduled for construction by March 
1968. In addition, 46 private companies operated 449 
commercial stations as of last November, a gain of about 
75 in a few months. 

NHK's general service, which is on the air from 6 a.m 
to midnight and after, encompasses news and weather, 
quiz shows, feature films, concert music; and such 
American series as The Nurses and Let's Sing With Mr. 
Mitch Miller (sic), the latter, at last report, being run 
Sundays between 1 and 2 in the afternoon. The education- 
al service, on -air from 7 a.m. to midnight, offers courses 
ranging from old standbys like Science, Social Studies 
and languages to esoterica like Fairy Tales, Morality, 
Tv Auto School and Abacus. 

As part of NHK's 40th anniversary commemoration in 
1965, it sent questionnaires to 20 million tv households. 
The replies suggested NHK should orient newscasts to 
women as well as men, enlarge its entertainment formats 
and local programming, build stations quickly in poor - 
reception areas, and increase educational, cultural and 
agricultural programs. Those suggestions that were feas- 
ible, according to NIIK, were put into effect. 

The breakdown for the entire commercial service shows 
49.3 per cent entertainment, 23.3 per cent "culture," 12.3 
per cent education, 10.3 per cent news, 2.4 per cent 
sports, 1.3 per cent miscellaneous and 1.1 per cent ad- 
vertising. There are no bans on the hawking of any par- 
ticular products (liquor advertising, for instance, is 
permitted), with only obscenity off-limits. 

Among the most popular American entries are 77 Sun- 
set Strip, The Andy Williams Show, The Ed Sullivan 
Show, Perry Como and feature films. The favorites in 
Tokyo last month were Bewitched, Flipper, Tarzan, Jer- 
icho, Felix the Cat and The Girl From UNCLE. 

According to a spokesman for the Japanese govern- 
ment, television, despite its great growth, has less influ- 
ence in Japan than newspapers, because the citizenry 
considers tv primarily an entertainment medium. And, 
reports NHK, "television's influence upon the life of the 
Japanese public has increased to such a degree that their 
living habits were changed to a considerable degree in 
conformity with the tv broadcasting schedules." 
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Mexico 

Mexico City-Mexican programming, according to an 
kmerican syndicator, is a "carbon copy" of United States 
network fare. Tv there, he says, is "a very active medium 
for entertainment, as well as for advertising;" there is 

about the same quantity of "cultural" programming as 
here, and Mexicans are "ardent" viewers, especially of 
sports events. 

Popular programs bought from the U. S. include 
Bonanza, The Lucy Show, Bewitched and The Dick Van 
Dyke Show, and, indeed, U. S. shows dominate Mexican 
prime time, sometimes right through the evening. 

With a population of about 43 million, Mexico now 
has about 2.1 million tv sets in use, spread over practical- 
ly the entire country; late last year the figure was 2 
million. The country has close to 40 stations, plus several 
relays; more than half of these are operated by Telesis - 
tema Mexicano and 10 subsidiaries. 

Color -tv came here for the first time this past February 
5, when, via relay from NBC -tv affiliate WOAI-TV, San 
Antonio, Mexicans saw, as did viewers in the U. S., Paris, 
London and elsewhere, the unprecedented auction -by - 
satellite of a Picasso painting. Regularly scheduled color 
is not expected before year's end, but color coverage of 
the October Olympics is planned (ABC International 
has coverage rights for the U. S. and Canada). Negotia- 
tions are under way for satellite service, which would 
provide live coverage. 

Mexicans tv sponsors are similar to those in America, 
but advertising, despite government opposition, often 
takes up almost one-third of the air time of a show. 

Netherlands 

Amsterdam-Dutch newspaper publishers are squawk- 
ing that they've lost a tenth of their advertising volume 
to tv since January, when commercials were first let 
on the air in Holland. But less partisan observers com- 
ment that the 20 minutes of advertising a day on each 
of the two networks is, put_ all together, hardly enough 
to impoverish in any degree even the weakest of the 
newspapers. 

Yet, just in case there's anything to the poormouthing, 
the government has enacted a proviso to compensate 
the dailies if it can be proved they've suffered from the 
inroads of tv. In the meantime, the publishers are clamor- 
ing for a halt to any further extension of commercial 
time. 

Meanwhile, the religious structure of Dutch television 

is trembling under the onslaughts of Piet de Ruwe, ho 

has sounded the battlecry of "Down with denominatival 
television!" (Airtime on government tv's two netwks 
is shared among four companies controlled by religu5 
groups and a fifth company, AVRO). 

De Ruwe started publishing a tv program -listing wk- 

ly, in defiance of Dutch law, and set up a prop 
production company called RTN, for which he solied 
and obtained 300,000 would-be subscribers. Whereun 
AVRO, the only non -denominational broadcast supliau 

of the old quintet, merged with RTN, adding its 600.10 , 

subscribers to RTN's horde. The result was the lar , 

Dutch broadcast company. 
At the same time, the forlorn ex -viewers of the sht 

lived pirate tv Texas tower in the North Sea, shut d1 r 

in '65 by Royal Dutch Marines, had banded togetr 
to subscribe to another new company, called TRy 

The 50,000 TROS subscribers are petitioning for trtkr 

mission time, for the lighthearted fare they crave, 

are the million of the AVRO-RTN combine. Odds are tab 

government may have to chisel away at some of the tilt 

held by the denominations, to throw to the new clala- 

ants. And now yet another new broadcasting comply 

is being set up, this one by the recently -formed Farnrs 

Party. 
When color tv is introduced next January, in n 

eight -hour daily schedule, a third may be needed to?. 

commodate color and the multitude of claimants. Met 
while, the imminence of color is boosting color set P. 
duction-and sales in Holland, especially now vh 

German tv, within reach of most Nederlanders, gog 

color next month (August) . 

But increases in total tv time, whether by addinga, 
the current 57 hours a week on the two existing netwo 

or setting up a third net, would cost more than they ; 

treasury can now afford. Already the Dutch are 

affected by the fact that commercials have brought 0 

reduction in the license fee. 
Meanwhile, the old pirate tower is up for sale, in 1 t 

cold international waters of the grey North Sea. s 

yours for $560, but don't tell it to the (Royal Dutd 

Marines. 

Soviet Union 

Moscow -A landmark in Soviet television is expect( 

this November, when the country's first color chant' 

(and the fifth overall) starts operations in Moscow. Li' 

France, the USSR has chosen to adopt the Frenr 

designed 625 -line SECAM Ill system (Some form 
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Rot IECAM has been picked by all the Iron Curtain coun- 

ties, including Yugoslavia). The Soviet bloc and Yugo- 

.avia belong to Intervision, the communist equivalent 
11 if Eurovision, but some programs are exchanged between 

i e two systems. 

Tv here, operated by the government -controlled Soviet 
PI ¡elevision, reaches all areas of the Eastern part of the 

ountry (west of the Ural Mountains), according to a 

1ptokesman. Most of Siberia, in the Northwest, is covered, 
ix), except for the more remote regions. 

The country now has an estimated 20 million tv sets 

`r a population of about 230 million; there we -e 17 mil - 
.on a year ago. The government has set a goal of 800 tv 
lations by 1970. 

i. 

Spain 

P. 

iadrid-Generalissimo Francisco Franco runs a tight 
, )untry, and this policy also applies to the government- 

al tv and radio networks. There are two tv networks, 
vhf and a year -old uhf, both operated by Television 

yspanola (TVE). The country has a population of about 
1, million; the number of tv sets in use is estimated at 

. ,2 million, and is growing by about 200,000 a year. 
1, 

Sixty per cent of the programming is created domesti- 
illy. According to Charles Michelson, president of New 

irork-based 
Charles Michelson, Inc., who sells programs 

Spain and elsewhere, the Spanish programming spec- 
Ium is "highly limited," and the medium is essentially 

It 

means of expressing governmental policies." TVE 
ses, however, buy some of the popular American pro- 
ams such as El Show Lucy and El Super Agente 86 
the Big Valley becomes Valle de Pasiones). 
Just as American broadcasters are reluctant to buy 
iglish-speaking British product, because of pronuncia- 
n differences, so other Spanish-speaking countries re - 

se to buy Spanish -produced product, which uses only 
e official Castilian dialect. This is a serious problem of 
ng standing, and the government has not been able to 
solve it. 

For more than two years now, commercials have been 
stricted to every half hour, and total about six minutes 
r hour. Under the brokerage system initiated in 1963, 
dozen or two advertising brokers buy all the available 
I time from TVE at the beginning of the season and 
en sell it to individual advertisers. The range of prod - 
Is advertised is similar to that in the United States. 
Color tv is not expected in Spain for at least several 

;ars, if at all, mainly because the government can't 
+ord ir. 

Switzerland 

Zurich-Advertising on Swiss television has proved to 
be more profitable than expected. but its expansion has 
not kept pace with the expansion in programming time. 
Before 1965, when advertising was first allouued on tv 
by the government, which runs all the country's broad- 
casting operations, Swiss Tv was on the air from one 
main channel for a total of three hours a night, six nights 
a week, with four minutes of commercials an hour. 

In two years, programming has extended to 51A hours 
a night, six nights a week (off Thursdays), on three 
main channels, an 83.3 per cent increase, but commercial 
time has risen only 25 per cent, to five minutes an hour. 
Yet, while advertising revenue of 12.7 million Swiss 
francs ($3 million) was expected in the first commercial 
year. the actual intake was 21.2 million Swiss francs 
($4.9 million), and the three -channel rate for one minute 
was increased January 1 from 6,000 to 7,000 francs. 

The advertising of alcoholic, medicinal and tobacco 
products is prohibited; foodstuffs and household products 
comprise the bulk of the acceptable ads. Commercials, 
which are called "publicity" here, are restricted to the 
first five minutes of each hour, and are listed right along 
with the programs in the local papers. 

Switzerland, with a population of 5,950,000, today 
has approximately 815,000 tv sets, compared with 700,- 
000 a year ago. Almost one out of two homes has a set, 
and the coverage extends to virtually all corners of the 
country. Color is expected to be initiated in time for 
coverage of the Olympic Games in Mexico in October 
1968, and it will "very probably" be the French SECAM 
system, according to government spokesmen. 

The three main channels are the German, broadcast 
from Lugano; the French, from Geneva, and the Italian, 
from Zurich. The Swiss population is approximately 70 
per cent German-speaking, 23 per cent French-speaking 
and 7 per cent Italian-speaking, yet German program- 
ming exceeds French by only 11/2 hours a week, 42 to 
901/2, with Italian at 32 hours. Swiss tv uses the 625 -line 
transmission system. Viewers pay a license fee of $19.50 
a year. 

A Swiss government spokesman says that tv has been 
beneficial to Switzerland because there is "a very strict 
selection of programs," and "the programs are good." On 
a typical weekday (June 12), the schedule consisted of 
The Young Ones, a children's show; news; soccer; a 

discussion of social and economic problems; a travel- 
ogue; Telejournal (news); Bonanza; Life in the 20th 
Century; Rivers in Peril (a study of pollution), 
and news. 
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Color (Continued from page 25) 

words. And the style of voice is not 

very pleasing, it's rather sing -song. 

"The speech output, the third part 
of the problem, is the easiest part, of 
course. We can do all kinds of tricks 
with voice reproduction. We can 
make Rock I Judson sound like Sophia 
Loren. And vice versa." 

The IBM man also pointed out that 
that his company isn't the only firm 
working on language translation. Bell 
Laboratories has been working on 

the same problem for years. The 
problem is at least three to five years 
away from being solved. If anybody 
is close to the answer now, they're 
not telling. 

But with g obal live 1v a year away 
from reality, would it be desirable? 
Does Germany want to watch the 
Olympic Games in Mexico City at 

3 o'clock in the morning? Or would 
the German stations store the show 
on tape for broadcast at a more reas- 

onable hour? Or will the communi- 
cations satellites make local stations 

11.11111111f1111 
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FILM 
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THE "5 CONTINENTS The International Film, TVfilm and Documentary Market 
T9OPHY" FOR CINEMA FILMS (MIFED) will hold its sixteenth Cine -Meeting from 14 to 22 

October 1967. 
This Film Market is reserved solely for producers, renters 
and distributors of feature and documentary films for cinema 
and TV presentation. 
MIFED has twenty projection studios fully equipped for 
every requirement: ten for cinema films and ten for telefilms. 
Its Club premises, which provide all necessary facilities 
and services, are among the most elegant and attractive 
of their kind in Europe. 
For clients who are unable to attend the whole Autumn 
Cine -Meeting there is a special assistance bureau which 
undertakes to represent their interests. 

2 GRAND AWARDS 
FOR TELEFILMS 

11111'1111II1111 

MIFED 
IIIIIIIII/IIII Information from: MIFED Largo Domodossola 1 Milano (Italy) 

Telegrams: MIFED - Milano 

unnecessary ? 

Outside of Europe. some of the 

most important tv developments are 

in South America. In Argentina, the 

largest tv market on the continent, 
the outlook for small stations in the 

interior is promising. Over the past 

two or three years, a few of these 

stations have sprung up and there are 

currently applications for about two 

dozen more. Franchises are expected 

to be granted this year to these ap- 

plicants. The expectation is that this 

new coverage will develop in an or- 
derly manner, according to Merle S. 

Jones, president of CBS Television 
Stations. 

There are three networks now op- 

erating in Venezuela plus a few in- 

dependent stations. The existence of 

three networks in a country like 
Venezuela is considered a substant- 

ial development. Some observers had : 

doubted the country could support 
that many. 

A small network is operating in 

Peru and Lima has four stations. 

Peru's potential is considered limited 

because there is only one very large 

city (Lima has over a million popu- 

lation) with the other communities 
being small and poor. 

Other countries with some tv de- 

velopment are Brazil, Chile, Colum- 

bia, Ecuador and Uruguay. Columbia 
Iras had Is for about four years. 

Ecuador has stations in Quito and 

Guayaquil and Uruguay has had a 

few stations for some time. 

or a variety of reasons. the 

African tv picture is changing slowly, 

but unsettled po itical conditions are 

a major factor. Among the major 

markets for programming are Rho- 

desia, Central Africa (primarily Ni- 

geria, which is sometimes considered 

three separate markets) and Arab 

Africa (United Arab Republic. Su- 

dan, etc:). The middle eastern Arab 

states are sometimes considered part 

of the African market. It is notable 

that all three areas are or have been 

in the news recently because of war 

or revolution. 

Programming tastes are no differ- 

ent than elsewhere in the world. En- 

tertainment shows like the Beverly 

Hillbillies are popular and document- 

aries are not. 
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Thomson (Continued from page 31) 

lnnually, two-thirds of this coming 

rom Brítísh and Canadian opera - 

ions. (Lord Thomson's worth has 

seen estimated at $150 ;million.) 

)ne authority on Lord Thomson's 

l:areer figures that television is nos% 

ontributing less than 10 per cent 

1f his total profits. A factor here has 

seen his declining equity in Scottish 

felevisiori. Some years ago, Britain's 
'Independent Te evision Authority 
¡forced him to put 45 per cent of the 

stock on the block. This month ITA 

lirected the communications tycoon 

reduce the share to 25 per cent. 

With the declining importance of 
¡video in the British peer's overall 

business picture, there is no evidence 
he will seek to redress the balance 

din the rich U.S. market. He thinks 
U.S. tv stations are overpriced, con- 

isidering their growth potential. 

16 Times Earnings 

"An American told me the other 
day about an offer he'd had-some- 
one wanted to sell him a telex ision 
station," Lord Thomson recalled. 
"Tile amount involved was very 
¡large. Well, this property was selling 
at 16 times earnings, which was too 
much, in my opinion. Television isn't 
that solid, and the chances for 

¡growth aren't there. 
"if you're going to pay 16 times 

earnings for anything, you want to 
see great growth potential." 

The peer, who was born plain Roy 
Herbert Thomson, is 73 years old, 
but he seems ageless; partly because 
his appearance is dominated by ex- 

[itremely thick glasses. Ile is massively 
built, which may explain the astonish- 
ment of those who meet him for the 
fi st time to find him only about five 
feet; five inches tall. 

British citizen since 1963 and 
a peer a year later, Lord Thomson 
was the son of a barber. Though a 

Loran of unabashed confidence, suc- 
cess did not come quickly. ile was in 
a variety of businesses, both as pro- 
prietor and employee, before he got 
into broadcasting in the early 30s. 
Trying to se I radios to residents of 
northern Ontario during the depres- 
sion, lie quickly came to the conclu- 

sion that the set business would be 
better if there were more stations. 

He went on the air with CFCH 
North Bay in 1931 with a $600 loan. 
Three years later, he bought his first 
newspaper, the Timmins, Ont., Press 
for $6.000 I $200 down) . It was not 
until the 40s, however, that he began 
to spread across Canada as a news- 

paper entrepreneur to notice. 
His hallmark was an intense in- 

terest in the balance sheet and a dis- 

inclination to interfere with editorial 
prerogatives. He prided himself. and 
still does. on his detailed knowledge 

of minor expenses laid out by his 
various enterprises. More recently, 
with his acquisition of the prestigious 
London newspaper duo, associates 
have noted a mellowing in his finan- 
cial orientation and an appreciation 
of his status as a power in British 
public opinion and public policy. 

Talking recently about Lord Thom - 
son's pre -British years, one of his 
former employees said: "As young 
reporters on the Quebec Chronicle - 
Telegraph, we considered the owner 
a skinflint. Salaries were low, corners 
were cut on production and the drive 
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"I DON'T MIND PAYING A LITTLE LESS" 

AIRWAYS PROVIDES OVER 200 WAYS TO DO IT for this man who expects top 

service and convenience in .renting a car. He knows that over 200 AIRWAYS 

offices in the U.S. and Canada offer lower rates including gas, oil and insurance. 

He knows AIRWAYS saves him money by not maintaining airport facilities and 

saves him time because one call and AIRWAYS will probably arrive before his 

luggage. He knows AIRWAYS will provide a 1967 Chevrolet, Pontiac, Buick 

Riviera, Camaro or other new car. He knows it-AIRWAYS knows it-now YOU 

know it. 
All major credit cards accepted. Write 

for free International Directory to: /AIRWAYS/ Dept. TA -7 

__ .}1 AIRWAYS RENT -A -CAR SYSTEM 

8405 Pershing Drive 
Playas Del Rey, California 90291 Chevrolet Impala 

RENT -A -CAR. . 
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Color (Continued from page 25) 

words. And the style of voice is not 
very pleasing. it's rather sing -song. 

"The speech output, the third part 
of the problem, is the easies. part, of 
course. \Ve can do all kinds of tricks 
with voice reproduction. \Ve can 
make Rock Hudson sound like Sophia 
Loren. And vice versa." 

The IBM man also pointed out that 
that his company isn't the unit Iirnr 
working on language translation. Bell 
Laboratories has been working on 

the same problem for years. The 
problem is at least three to five years 
away from being solved. If anybody 
is close to the answer now, they're 
not telling. 

But with global live iv a year away 
from reality, would it be desirable? 
Does Germany want to watch the 
Olympic Games in Mexico City at 
3 o'clock in the morning? Or would 
the German stations store the show 
on tape for broadcast at a more reas- 

onable hour? Or will the communi- 
cations satellites make local stations 
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THE "5 CONTINENTS The International Film, TVfilm and Documentary Market TROPHY" FOR CINEMA FILMS (MIFED) will hold its sixteenth Cine -Meeting from 14 to 22 
October 1967. 
This Film Market is reserved solely for producers, renters 
and distributors of feature and documentary films for cinema 
and TV presentation. 
MIFED has twenty projection studios fully equipped for 
every requirement: ten for cinema films and ten for telefilms. 
Its Club premises, which provide all necessary facilities 
and services, are among the most elegant and attractive 
of their kind in Europe. 
For clients who are unable to attend the whole Autumn 
Cine -Meeting there is a special assistance bureau which 
undertakes to represent their interests. 

2 GRAND AWARDS 
FOR TELEFILMS 
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unnecessary? ecessary? 

Outside of Europe, some of to 

most important tv developments t, 
in South America. In Argentina, I 

largest tv market on the contine 
the outlook for small stations in t 
interior is promising. Over the pa 

two or three years, a few of tltt, 
stations have sprung up and there a 

currently applications for about ti 
dozen more. Franchises are expect) 
to be granted this year to these a 

plicants. The expectation is that tn 
new coverage will develop in an e 

derly manner, according to Merle 
.tones, president of CBS Televisit. 
Stations. 

There are three networks now o, 

eraling in Venezuela plus a few i 
dependent stations. The existence 
three networks in a country lilt 

Venezuela is considered a substan 
ial development. Sorne observers ha 

doubted the country could suppor 
that many. 

A small network is operating i 

Peru and Lima has four stations 
Peru's potential is considered limite 
because there is only one very larg 
city (Lima has over a million popt 
lation) with the other communitie 
being small and poor. 

Other countries with some tv dt 

velopment are Brazil, Chile, Colum 

bia, Ecuador and Uruguay. Columbi, 
has had tt for about four years 

Ecuador has stations in Quito ant 

Guayaquil and Uruguay has had 

few stations for some time. 

For a variety of reasons, thi 

African tv picture is changing slowly 

but unsettled political conditions art 

a major factor. Among the major 

markets for programming are Rho. 

desia, Central Africa (primarily Ni 
geria, which is sometimes considered 
three separate markets) and Arab 

Africa (United Arab Republic. Su- 

dan, efc.). The middle eastern Arab 

states are sometimes considered part 

of the African market. It is notable 
that all three areas are or have been 

in the news recently because of war 

or revolution. 

Programming tastes are no differ- 

ent than elsewhere in the world. En- 

tertainment shows like the Beverly 

//ra/bi/lies are popular and document- 

aries are not. U 
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Thomson (Continued from page 31) 

annually, two-thirds of this coming 

from British and Canadian opera- 

tions. (Lord Thomson's worth has 

been estimated at $150 million.) 

One authority on Lord Thomson's 

career figures that television is now 

contributing less than 10 per cent 

of his total profits. A factor here has 

been his declining equity in Scottish 

Television. Some years ago, Britain's 

independent Television Authority 

forced him to put 45 per cent of the 

stock on the block. This month ITA 

directed the communications tycoon 

to reduce the share to 25 per cent. 

With the declining importance of 

. video in the British peer's overall 

business picture, there is no evidence 
he will seek to redress the balance 
in the rich U.S. market. He thinks 
U.S. Iv stations are overpriced, con- 

sidering their growth potential. 

16 Times Earnings 

"An American told me the other 
day about an offer he'd had-some- 
one wanted to sell him a television 
station," Lord Thomson recalled. 
"The amount involved was very 
large. Well, this property was selling 
at 16 times earnings, which was too 
much, in my opinion. Television isn't 
that solid, and the chances for 
growth aren't there. 

"If you're going to pay 16 times 
earnings for anything, you want to 
see great growth potential." 

The peer, who was born plain Roy 
Herbert Thomson, is 73 years old, 
but he seems ageless. partly because 
his appearance is dominated h) ex- 
tremely thick glasses. Ile is massively 
built, which may explain the astonish- 
ment of those who meet him for the 
first time to find him only about five 
feet, five inches tall. 

A British citizen since 1963 and 
a peer a year later, Lord Thomson 
was the son of a barber. Though a 
man of unabashed confidence, suc- 
cess did not come quickly. ile was in 
a variety of businesses, both as pro- 
prietor and employee, before he got 
into broadcasting in the early 30s. 
Trying to sell radios to residents of 
northern Ontario during the depres- 
sion, he quickly came to the conclu- 

sion that the set business would be 
better if there were more stations. 

He went on the air with CFCH 
North Bay in 1931 with a $600 loan. 
Three years later, he bought his first 
newspaper. the Timmins, Ont., Press 
for $6.000 ($200 down). It was not 
until the 40s. however, that he began 
to spread across Canada as a news- 

paper entrepreneur to notice. 
Il is hallmark was an intense in- 

terest in the balance sheet and a dis- 
inclination to interfere with editorial 
prerogatives. He prided himself, and 
still does. on his detailed knowledge 

of minor expenses laid out by his 
various enterprises. More recently, 
with his acquisition of the prestigious 
London newspaper duo, associates 
have noted a mellowing in his finan- 
cial orientation and an appreciation 
of his status as a power in British 
public opinion and public policy. 

Talking recently about Lord Thom - 
son's pre -British years, one of his 
former employees said: "As young 
reporters on the Quebec Chronicle - 
Telegraph, we considered the owner 
a skinflint. Salaries were low, corners 
were cut on production and the drive 
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"I DON'T MIND PAYING A LITTLE LESS" 

AIRWAYS PROVIDES OVER 200 WAYS TO DO IT for this man who expects top 

service and convenience in .renting a car. He knows that over 200 AIRWAYS 

offices in the U.S. and Canada offer lower rates including gas, oil and insurance. 

He knows AIRWAYS saves him money by not maintaining airport facilities and 

saves him time because one call and AIRWAYS will probably arrive before his 

luggage. He knows AIRWAYS will provide a 1967 Chevrolet, Pontiac, Buick 

Riviera, Camaro or other new car. He knows it-AIRWAYS knows it-now YOU 

know it. 
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for free International Directory to: 
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to sell advertising dominated all 
other activity. That was ín 1953 and 
it ssas not until years later that we 
came to realize that all small -city 
newspapers were run the same way 
if they hoped to survive. We found 
that many, independent small -city 
papers had been paying even less to 
reporters. We found, in short, that 
we had been norking for one of the 
shrewdest men in the communica- 
tions business any s here in the world, 
and that, for the time and place, he 
had been at least as generous as the 
next publisher." 

Fnitlt, in Commercial Tv 

A sign of this shrewdness was that 
he was about the only man in the 
United kingdom who believed in 
commercial television in Scotland. 
Financiers and fellow communica- 
tions barons would not touch it with 
a barge pole. If Lord Thomson had 
been able to persuade any of the 
colleagues he approached to share 
the risk, he would have had to share 
the enormous rewards. 1s it u as, 
about the only individual investors 

there's no question when buying 

ROCHESTER 

MORE 
love 

WROC TV 8 
Represented by 

Edward Petry & Co., Inc. 

A RUST CRAFT STATION 

he could find nere a couple of Scot- 
tish comedians, Jack Radcliffe and 
Jimmy Logan, each of whom put up 
1,000 pounds, about 12,800. 

"t any rate," he recollected, "we 
launched Scottish Television for 
about $-150,000 and me lost millions 
the first year.' The operation was 
capitalized at $1,120.000, of which 
about 60 per cent was advanced by 
the National Commercial Bank of 
Scotland. It was not long before 
Scottish tv was earning about $5 mil- 
lion a year and Lord Thomson had 
80 per cent of it. 

The purchase of the Sunday Times 
,gas an involved deal because of the 
high asking price and, though one 
of his bankers came up with the 
method, Lord Thomson recognized 
the cleverness of it right off. Essen- 
tially, what happened was that he 
sold Scottish Television to the 
Times's Lord Kemsley, who, in turn, 
paid for the video operation in 
Kemsley shares. This, of course, gave 
Lord Thomson control of the tv oper- 
ation. 

Tv and Newspapers 

It is often said that joint owner- 
ship of broadcasting and publishing 
ventures provides major advantages 
from the advertising point of view. 
But Lord Thomson, plunked firmly 
in both, said these are exaggerated. 

"A television station and a publi- 
cation do practically nothing to in- 
crease each other's revenues by being 
in the same market," he remarked. 

"This is not to say that I wouldn't 
like to own more television stations 
and more newspapers, even in the 
same markets. And there are a few 
advantages. If you have trained 
news people on your publication, ob- 
viously they can produce news for 
broadcasting purposes 

"But nothing takes the place of the 
written word. You can hear about an 
event on television-maybe you even 
can see it-but you don't get the 
background, the complete story, any- 
where but in the paper. It's true that 
electronics have pretty well ended the 
day of the newspaper scoop, the ex- 
clusive story. We can get a story on 
the radio long before a paper can 

begin to set type and start up , 
presses." 

"Still," he added u ith a corrl 
sn eep of his hand across the surf) 
of the table, "people don't buy net 
papers these days for scoops. \1 

cares mho got the story first? GI 

eral excellence is what sells 1 

Times of London or The New F 
Times or any good paper." 

Similar considerations apply 
advertising revenue, he add 
"Newspapers lose revenue to to 

vision, but this tends to be the re 
nue from national advertising. 

"Certain classes of advertising cii 

never be in television. mostly the lal 
type. Local ads are not practical 
television because they're fleeting., 
merchant, a supermarket, for 
stance, wants to get a lot across. 
wants to list prices where the pr.. 
pect can study them at his leisu 
The merchant might want to deFeri, 
several products at consideral 
length. lie can only do this in print 

Another factor that makes to 

vision. while highly profitable, 
proposition to be approached n i 

caution is the possibility of satell'l 
relays. he observed. If this practil 
took a certain turn. it could "ta 
the profit right out" of an individu, 
tele% ision station. he -aid. 

Lord Thomson noted that there 
currently a proposal in Canada to p 

up a satellite that would make loc 

stations unnecessary. Through a r 

lay system, one transmitter cou 

broadcast to any set anywhere in tl 

country. There has also been tal, 

about such a system in the U.S. 

Not Tempted by U.S. Tv 

ks an alien, Lord Thomson coul 

not legally own more than 25 pe 

cent of an American broadcastin 
operation in any event, but he sai 

that he would not be tempted to bu 

in this country even if the lay% wee 

changed. 
In addition to the high price -to 

earnings ratios of United State 

broadcasting properties, which he al 

ready had cited, he said that thi 

American economy was too far ad 

vanced and too fully defined to per 

mit opportunities to a newcomer. 
(Continued on page 75 
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Invitations to supply information for the Sta- 
tion Programming Description statements are 
now being mailed to every commercially 
licensed radio station (AM and FM) in the 
U.S. When returned, the information will be 
processed to conform to rigid SRDS standards, 
to be published in the earliest possible edition. 

The SRDS plan for incorporating 100 -word 
(or less) descriptive, nonpromotional state- 
ments of program segments (at no charge to 
the stations) into station listings was 
announced in March 1967. It has been dis- 
cussed with and (at the April NAB Chicago 
Convention) by advertisers, agencies, stations 
and representatives. The plan has been sub- 
mitted to stations, representatives and major 
radio advertisers and agencies requesting their 
opinions. In response to an invitation in May, 
several thousand buyers of radio time, many 
leading radio stations and representatives 
have expressed themselves unmistakably and 
overwhelmingly in favor of this addition. 

With overwhelming SRDS user approval... 

RADIO STATION 
PROGRAVIVIING 
STATE ME NTS 
will be added to station listings in 

SPOT RADIO 

RATES AND DATA 

commencing -; j I 

with a ;. 9, 

fall issue 
spói radio 

n u 

ratesiid 

soon rod.o 

Itere is a summary of this response: 

ADVERTISERS AND AGENCIES STATIONS AND REPRESENTATIVES 

EXTREMELY VALUABLE 

OF SOME VALUE 

78.8% 

17.8% 
96.6% 

BENEFIT, EXTREMELY VALUABLE 67.1% 

LITTLE DIFFERENCE, SOME VALUE 17.1% 
84.2% 

LITTLE OR NO VALUE 3.4% NEGATIVE 
15.8% 

Station Programming Statements will be added because users of SRDS tell 

us they are wanted-which is the reason all additions and modifications of 

SRDS have come about over the past 48 years-to provide a better and 

more useful service to people who buy advertising media of every type. 

This is an example of the flexibility and progressive attitude that has made 

Standard Rate & Data Service the accepted national authority serving the 

media buying function. 

STANDARD RATE & DATA SERVICE, INC. 

the national authority serving the media -buying function 

5201 OLD ORCHARD ROAD, SKOKIE, ILLINOIS 60076 
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New series of TV specials 
Real stories of real people around the world filmed on the spot by United Nations Television teams 

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

EXECUTIVE COMMITTEE: Roger W. Clip, V.P., Radio & TV Division, Triangle Publications John T. Murphy. 
President, Avco Broadcasting F. S. Gilbert, Genl. Manager, Time -Life Broadcasters O Harold Grams, Manager, 
KSD-TV, St. Louis Post Dispatch Jack Harris, V.P., KPRCTV, Houston Post Stanton P. Kettler, President, 
Storer Broadcasting O C. Howard Lane, V.P., KOIN-TV, Portland, Ore. Clair McCullough, President, Steinman 
Stations Donald McGannon, President, Westinghouse Broadcasting C. Wrede Petersmeyer, President, 
Corinthian Broadcasting Corporation O A. Louis Read, V.P., WDSU-TV, New Orleans O James Schiavone. 
General Manager, WWJ-TV, Detroit News O J. S. Sinclair, President, WJAR-TV, Providence, R.I. P. A. Sugg, 
hon. member Ben West ,V.P., KOCO-TV, Oklahoma City, Okla. Frederick A. Kugel, Founder. 

TV stations can secure the "International Zone 
series, retain prints for repeat showings and arranc 
for official correspondent accreditation at UN Hear 

quarters on inquiry to: 

Mr. Tom Shull, Chairman 
U.S. Broadcasters' Committee 
for the United Nations 
230 Park Avenue, New York, N.Y. 10017 
or 
Mr. Michael Hayward, Chief UN Television 
Room 837, United Nations, New York 
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Thomson (Continued from page 72) 

Thomson International is looking 
instead toward the developing coun- 
tries, where it has management con- 

tracts with several -government agen- 
cies responsible for radio and tele- 

vision. "We're always looking for 
more of those," he remarked. 

The Thomson organization not 
only provides management and tech- 
nical know-how to the new stations, 
but also gives them a ready-made, 
worldwide sales force. 

This and the other activities of the 
Thomson group are directed these 
days from London, where Lord 
Thomson lives, still devouring bal- 
ance sheets and operating statements 
the way some people consume spy 
novels or westerns. 

Tv Tests are 
Limited Abroad 

Admen on the continent envy 
their U.S. counterparts for the 
ease with which the latter can 
use tv for test marketing. Even 
in countries where commercals 
can he run, advertisers with 
new products are often stuck 
with national feeds only. 

"We use cinema," says an ex- 
ecutive of Lintas, the Unilevet- 
house agency, which has set up 
Joint international arrange- 
ments with Sullivan, Stauffer, 
Colwell & Bayles. 

"It's not even a poor second 
to tv, but it's all we've got for 
test marketing if we want sight, 
sound and motion. Also, it's all 
color." 

The man from Lintas also 
notes that one advantage of 
using movie theatres is the 
availability of consumers for 
sampling. Key tip on sampling 
moviegoers: Give out the sam- 
ples as they go in the theatre, 
not out. For some reason, it 
was found, the movie patron 
is more likely to pocket the 
sample, rasher than throw it 
away, if he is handed the prod- 
uct on his way into the theatre. 

NADIE 

CITY 

Required Reading 
for everyone Published by Hastings House 

who makes his 
living in the 
television industry. 

THE TELEVISION COPYWRITER 
How to Create Successful TV Commercials 
by Charles Anthony Wainwright, Vice 
President and Associate Creative Director, 
Tatham.'Laird & Kudner, Inc., Chicago 
Written by a veteran television commercial - 

maker, this book is a thorough and practical 
examination of the creative process from 
idea to finished film. 320 pages with many 
storyboard illustrations, fully indexed. Cloth- 
bound. $8.95 

DOCUMENTARY IN AMERICAN 
TELEVISION 
by A. William Bluem, Syracuse University 
"Easily the definitive book on the television 
documentary, this work's value will not be 
diminished by the passing years." Lawrence 
Laurent in The Washington Post. 
312 pages, 100 photos, notes, 3 appendices. 
bibliography, index. $8.95 

TELEVISION STATION MANAGEMENT 
The Business of Broadcasting 
edited by Yale Roe, ABC-TV Network 
Seventeen industry professionals examine the 
realities of operating a television station. All 
phases of operation are thoroughly treated- 
management, programming, news, advertising, 
promotion, traffic, technical services, etc. 
256 pages. 

Text Ed. (Paper) $3.95, Cloth $6.95 

WRITING FOR TELEVISION AND RADIO 

by Robert L. Hilliard, University of North 
Carolina 
A realistic, practical book on the craft of 
writing for television and radio. Contains 
ample, up-to-date illustrative material. 320 
pages, sample scripts, review questions, in- 
dexed. $6.95 

-ORDER FORM 

BOOK DIVISION, TELEVISION AGE 

1270 Avenue of Americas, New York, N. Y. 10020 

Please send me the following books: 

THE TELEVISION COPYWRITER $8.95 

DOCUMENTARY IN AMERICAN TELEVISION $8.95 

TELEVISION STATION MANAGEMENT 

Paper $3.95 Cloth $6.95 

WRITING FOR TELEVISION AND RADIO $6.95 

ADDRESS 

STATE ZIP 

(Please add 50¢ per hook for mailing and handling.) 

Check enclosed. 

Television Age, July 3, 1967 
75 



Mid -May TvQ-Top 10 Evening Network Programs by Market Size 

Rank Program 

Total 
Audience 

Market Sizes Groups 
2 mil. 
& Over 

t/- 
2 mil. 

50,000 
1/2 mil. 

Under 
50,000 Rural 

Earn TvQ Earn TvQ Fain TvQ Font TvQ Earn TvQ Farn TvQ 

1 Walt Disney 89 12 90 41 88 10 87 43 89 42 89 47 
2 Bonanza 89 41 84 39 91 40 86 40 91 40 93 48 
3 Family Affair 60 40 54 37 61 44 58 39 64 42 63 36 
4 Dean Martin 71 39 70 43 72 43 67 40 74 36 73 30 
5 Mission: Impossible 54 38 51 36 58 41 56 38 53 37 55 38 
6 Red Skelton 86 37 81 32 87 37 82 33 90 40 89 45 
6 Saturday Movies 74 37 75 36 78 37 69 40 75 38 73 33 
8 I Spy 60 36 62 34 59 37 59 43 63 37 5828 
9 Gomer Pyle, U.S.M.C. 82 34 78 27 82 31 80 30 87 35 85 43 

10 Gunsmoke 79 33 70 25 79 29 77 32 86 37 87 41 
10 Newlywed Game 57 33 57 31 60 31 56 37 59 32 55 35 
10 CBS -News Hour 65 33 61 37 68 30 58 39 702 7 68 32 
10 Smothers Brothers 73 33 72 28 78 35 70 35 74 33 72 32 
10 Star Trek 48 33 17 33 45 39 50 29 50 32 49 33 

Copyright Home Testing institute/TvQ, Inc., 1967 

Top 10 Evening Network Programs by Income 

Total 
Audience 

Income Groups 
Total 

Adults 
Under 
$5,000 

$5,000- 
$6,999 

$7,000- 
$9,999 

$10,000 
& Over 

Rank Program Fant * TvQ** Fain TvQ Fain TvQ Fam TvQ Fart TvQ Fam TvQ 

1 Walt Disney 89 12 87 39 86 46 86 34 89 40 87 34 
2 Bonanza 89 41 91 42 93 53 94 41 92 38 86 30 
3 Family Affair 60 40 58 38 58 44 61 39 58 31 51 39 

1 Dean Martin 71 39 80 11 73 43 82 39 85 42 83 40 
5 Mission: Impossible 54 38 53 33 49 30 60 35 55 32 50 35 
6 Red Skelton 86 37 87 34 87 42 86 35 90 30 84 27 
6 Saturday Movies 74 37 78 36 72 38 84 43 82 35 78 29 
8 I Sp) 60 36 64 32 55 29 66 31 72 32 66 36 
9 Gomer Pyle, U.S.M.C. 82 34 82 29 84 37 83 30 8223 81 23 

10 Gunsmoke 79 33 84 32 82 45 89 32 8627 78 22 
10 Newlywed Game 57 33 56 29 63 36 58 30 5826 46 19 
10 CBS News Hour 65 33 73 37 71 4L., 75 33 73 40 72 30 
10 Smothers Brothers 73 33 75 25 71 22 75 26 78 27 75 25 
10 Star Trek 48 33 45 27 41 32 52 23 50 27 38 25 

*Familiar-those who have seen program. 
**TvQ score-those familiar with program who say "it is one of my favorites." 

. 

Viewpoints Won't. from 39) 

asking his wife to put the spaghetti 
on because he'll be right home. Sure- 
ly the nominees can modestly pre- 
pare a fascinating acceptance speech 
even if it may never be used. 

Now, being a critic has the advan- 
tage of hindsight. But, in the case 
of the Emmies the critic has seen 
years of unsatisfactory shows and 
quibbling over categories and little 
improvement, if any. The time has 
come to stop being polite. Throw the 
scoundrels out who are responsible 

for the mess and start fresh. 
"What's wrong 

homes?" say the 
is uu hat's wrong 
homes, say the 

with 13 million 
incumbents. This 
with 13 million 
critics-like all 

things in life, it is, "instead of 
what?" Instead of, say, the 22.5 mil- 
lion that watched the Oscars? That's 
the target, babies-not the fact that 
you tie with Dean Martin for first 
place in the current Nielsen. 

if their own averages had been 
maintained. par for the course would 
have been 16.5 million homes. In 
other words. the show is not only off 
its expectancy, but is still well below 

the target. And how about the home 

that stayed with the whole Woo) 
show and said, "Never again!" 

The industry had better shape 
and put on a show that reflects t 

best 'it has to oiler or the ratim 
will decline even further next yet. 

The suggestion still stands. Hire 
expert to tell the show biz expel, 

how to exploit their own medium. 
There is no evidence that the pt 

fessionals are anything but bumble 

when it comes to award shows. C 

better still. why not ask the brai 

behind the Oscars to take over? 
you can't lick 'em, join'em. 
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he moving up of Dun Seymour 
1 from "chief operating officer" 

to "chief executive officer" (and still 
president) of J. Walter Thompson 
spotlights the man who put the 
world's largest advertising agency 
on the television map. U.S. tv billings 
at JWT are now running well beyond 
the $200 million mark and that's well 

over half of the domestic billings 
total. 

He was brought over to J\VT from 
young & Rubicam 12 years ago for 
the purpose of revving up the agen- 
cy's operations in a medium rising 
into prominence like a rocket. He 
'obviously did what he was supposed 
to do but he also blossomed into an 
all-around agency man with manage- 
ment skills. 

I f Seymour has contributed any - 
I thing to JWT's public image, it is 

the idea that, despite its bulk, the 
agency is flexibly attuned to the 
tights, the sounds, the flavor, the 
attitudes of the very current present, 
These are among the components 
that go into today's creative advertis- 
ing and, considering the stress laid 
on that subject these days, Seymour 
may be said, from JWT's point of 
view, to have come along at the right 
'lime. 

j As an image -builder, Seymour is 
11not one of those ever-present public 
`personalities, so whatever has been 
,,accomplished has been accomplished 

t-ubtly. 
One doesn't normally associ- 

to the word "colorful" with a JWT 
man and they are certainly among 
1,1e shyer admen from the press point 

laf view. Yet, Seymour says lie has no 
I1bjection to publicity for himself, 
Providing it helps the agency. 

I 

iteymour naturally shares today's 
faith in imagination as a prob- 

lem -solver. This is well illustrated by 
lis attitude toward commercial time 
+tandards on tv. Ile doesn't particu- 
arly cotton to the cluster concept, 
hough he concedes advertisers might 
>e able to live with it. But he feels 
lure that inventive ideas will solve 
he problems of cheek -by -jowl corn - 

In the pictu w 

mercials increasing y faced by ad- 
vertisers. 

Tv is making creative progress. 
Seymour feels. "Many commercials 
are better than the entertainment." 
He also be ieves that tv is being 
forced into a different look-and 
that specials are one example. "There 
is no reason," he says, "for tv to be 
bound by programming habits of the 
past.' IIe cites the long commercial, 
aired with The Robe and Bridge on 
the River Kuai as evidence of the cre- 
ative ferment going on. 

He is among those concerned 
with the rising demand for tv 

and the difficulties in finding good 
time periods, but he warns, as so 

many other admen have, that con- 
tinually rising tv prices will drive the 
advertiser into the arms of other 
media. 

What about a fourth network? 
Noting the United Network disaster. 
Seymour says that, while the time has 

not yet come, it will. But it will take 
considerable growth in the economy 
and uhf. 

As for changes at JWT itself, he 

sees international billings growing at 

a faster percentage rate than do- 

mestic expenditures and it may not 

be long before dollar increases inter- 

nationally will equal the U.S. rise. 

Domestically, Seymour sees no sig- 

nificant change in the ratio of tv 

billings to those of other media. 
which indicates, among other things, 

no major expectation for changes in 

the types of accounts JWT handles. 

Besides, the agency is so big that if 

it moved either away from or toward 

package goods, for instance, it would 

take a while for the effect to be felt 

in the various media billings pro- 

portions. 

Seymour is guarded about the 

effect of his promotion. But lie 

says, "Now if there s a fight, I de- 

cide." Ile is the fourth chief executive 

officer in the 101 -year history of the 

agency. The others were J. Walter 

Thompson himself, Stanley Resor 

(who had that title for 41 years) and 

d rt 

DAN SEYMOUR 
Be put 147T on the tv map 

Norman Strouse (who remains board 
chairman). The new C.E.O. won't 
beat Resor's record but, at 53, he 
has many productive years ahead. 

He was born in New York City and 
was graduated from Amherst College 
in 1935, right in the middle of the 
depression. He went into radio right 
off, serving as an announcer on 
WNAC, Boston, for about a year, 
then spent four years as a staff an- 
nouncer for CBS Radio. 

His long association with the popu- 
lar We the People show began in 

1940 and continued through its con- 
version to a tv show in the early 
video days. He was, progressively, 
free lance editor, supervisor, m.c., 
and producer with the show. How- 

ever, this part of his career was in- 

terrupted by a four-year stint as 

producer of the wartime Now It Can 

Be Told. In 1950 he joined Y&R 

to head up radio -tv programming 
and production, becoming a vice 

president three years later. Two years 
later he had the same job at JWT. 

Ile moved up the ladder steadily. 

Three years after joining the agency 

he was elected to the board of di- 

rectors, in 1960 he was named to the 

executive committee, in 1961, senior 
vice president, in 1963, chairman of 

the executive committee and in 1964, 

president. 
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THE LIGHTER SIDE In camera 
Despite stock option plans, deferred 

compensation, profit-sharing and re- 
tirement benefits, company executives 
are increasingly leaving their employ- 
ers to set up as specialty consultants 
to make more money and en joy the 
thrills of entrepeneural lije. They fre- 
quently start with their most recent 
employers as their first client. 

As an example, the three men who 
ran the new products division of the 
Cudahy Co. recently set up New Prod- 
uct Services, Inc., with Cudahy as a 
client. They are even remaining in the 
same offices they occupied as com- 
pany employees. 

This trend could present serious 
problems for corporations in the 
future. 

Selene: the office of H. J. Standpat, 
Jr., during his first day as executive 
vice president of United Conglomer- 
ates, Inc., manufacturers of a wide 
variety of consumer products. 

Time: 1977 
STANDPAT: Miss Timmins, I want 

to call a meeting.of staff department 
heads in the conference room. 

MISS T.: If 1 may make a sugges- 
tion, Mr. Standpat: since there are 
only two department heads left, why 

don't you hold the meeting in your 
office? Besides, the conference room 
is all tied up today. 

STANDPAT: Only two? Why when I 

spoke to Mr. Swift last month, he 
said he expected there would be at 
least half a dozen when I started 
work. 

Miss T.: Well, during the past two 
weeks, Mr. Stevens set up Creative 
Office Management \ssociates, Mr. 
Billings is now president of Cost 
Accounting Unlimited, Mr. Lark an- 
nounced over the weekend that he 
was setting up the international Prod- 
uction Efficiency Group, Alr... . 

STANDPIT: Okay, okay. \Ve'll hold 
the meeting in my office. flow come 
the conference room is all tied up if 
so many people have left? 

MISS T.: Oh, that's because the UCI 
Consultants' Committee meets there 
every Monday. Also, I should tell you 
that the executive committee of the 
consultants' committee will meet there 
on the first Tuesday of each month. 

STANDPIT: The executive com- 
mittee? 

MISS T.: You didn't know? Well, 
it is rather recent. Because the con- 
sultants' conunittee is so big, Mr. 
Swift felt a small working committee 

"We can't go on meeting this way. 
My wife watches all the commercials." 

should he set up to handle the trill 

important problems. 

STANDPIT: Miss Timmins, willot 
get Mr. Swift on the line andal 
that department head meeting foi1ü, 

MISS T.: Mr. Standpat, I thi!' I 

should tell you I'm going into 1sf 

ness. . . 

STANDPIT: Not you, too! 
Y 

MISS T.: Well, Mr. Standpat, I,i 
an experienced executive secreni 
and $200 a week doesn't go far tsú 
days. Secretarial Management 'd 

visors, Inc., not only supplies see li 
tarial personnel for executives, ai 

advises on compensation, psycho1s 

baby-sitting, marriage and oil 
problems affecting the experier4d 
executive secretary. 

STANDPAT: (wearily) Well, Ass 

Timmins, I guess I can't fight le 

trend. But I'll be sorry to lose you. 

Miss T.: Oh, you won't be loeg 

me, Mr. Standpat. I've already tald 
to Mr. Swift and UCI is my fib 

client. 

STANDPAT: But. . 

MISS T.: You see, my office I1 

still be right next to yours. You wct 

be losing a secretary. You'll be gal 
ing an advisor. 

STANDPAT: I'm sure you're an 

ficient secretary, Miss Timmins, I: 

won't you be too busy operating ye' 

new business to give me your f. 

time? 

MISS T.: Well, Mr. Standpat, me 

UCI consultants have other slier 

and there's no problem. If I'm ti' 

up, Miss Thompkins, who used 
work for Mr. Billings, will fill i. 

She's a vice president of SMAI. At 

if she's busy, there's.. 

STANDPAT: Miss Timmins, forg 

about that department head meetini 
And cancel that call to Mr. Swil 

If he wants to reach me, I'll be 

my lawyer's ollice. Tell him I'm se 

ling up a new eousulting cowpatt 
to advise corporations on how I 

handle consultants. 
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for quick, easy reference 
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a high -light summary of NSI Reports 

Blue Chip Summary, issued 6 times a year, 
the following information at your fingertips: 

laps of NSI (and/or Metro) Areas 
1r 200+ TV markets 

roster of reportable stations in each 
iarket-with channels and affiliations 

ay -part average audience estimates- 
oth per 1/4 hr. and cumulative (weekly 
each)-with complete demographic 
reakdown found in regular NSI Reports 

lus details on sample sizes, characteristics, 
tatistical tolerances and standards. 

deal reference source where information on 
vidual 1/4 hr. details or specific programs 
not needed. 

For details, write, wire or phone 

your NSI Sales/Service Representative. 

s' 
Nielsen Station Index 

NSI EXECUTIVE AND EASTERN 
SALES/SERVICE OFFICE 

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

NSI SALES/SERVICE OFFICES 

CHICAGO (60601) 360 N. Michigan Ave. 372-381C 

HOLLYWOOD (90028) 1680 N. Vine St. 11011ywood 6.439i 

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

ervice of A. C. N I E LS E N COMPANY 2101 Howard Street Chicago 60645 465-4400 
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THE BIG THREE 
ARE AT AB[ FILmS. 

GARRISON'S GORILLAS 
Explosive hour-long action behind 
enemy -lines during World War II. 
Purchased by: 
Argentina 
Canada 
Chile 
Costa Rica 
Dominican Republic 
_Ecuador 
El Salvador. 
Guatemala 
Honduras 
Japan 
Mexico 
Nicaragua 
Panama 
Puerto Rico 
Uruguay 
Venezuela 

r fr'S 

N.Y:P.D. 
Pulsating half-hour dramas with 
the largest police force in the world. 
Purchased by: 
Argentina 
Calgary 
Chile 
Costa Rica 
Dominican Republic 
Ecuador 
El Salvador 
Guatemala 
Honduras 
Mexico 
Nicaragua 
Panama 
Sudbury 
Toronto 
Uruguay 
Vancouver 
Venezuela 
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THE INVADERS 
Power -packed hours 
on chilling science fi 
Purchased by: 
Argentina 
Canada 
Chile 
Colombia. 
Costa Rica 
Curacao & Aruba 
Dominican Republic 
Ecuador 
Egypt 
El Salvador 
Finland 
Guatemala 
Honduras 
Hong Kong 
Iran 
Ireland 
Jamaica 
Japan & Okinawa 
Malta 
Mexico 
Nicaragua 
Panama 
Peru 
Philippines 
Puerto Rico 
Singapore 
Thailand 
United Kingdom 
Uruguay 
Venezuela 

ABC FILMS IS HAPPENING 
AROUND THE WORLD 
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