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What happened whei
bumped into her Blai




[llen Kourtides

nan on East 55th Street?

She got
her confirmations
on the spot.

As a time buyer for Jack Tinker & Partners,
Ellen faces a dozen dilemmas daily. Getting
a taxi isn't one of them. She simply tools
around town on a two-wheeler. When you
havea Never-on-Sundayname like Kourtides,
imagination is apt to be your strong suit,and
Ellen’s no exception.

Recently, she encountered—oops—her Blair
man, Tom Hagner, on the street. Asked about
adding some spots to her schedules. Got con-
firmations then and there.

There’s a moral to this curbside happening.
Because your Blair man is in constant con-
tact with the stations John Blair represents,
he is always in the best position to know—
and tolet you know—what’savailable.So you
can choose while there’s still a choice, and
achieve the objectives of your media plan.
When you want facts, rates, ratings, service—
fast—call Blair.

al BLAIR TELEVISION
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2] TEST MARKETING: THEY'RE ENJOYING IT LESS. . .

* VARIO . .
saoni0 ... though there’s more of it than ever. The pros and cons

1 . . R .
» of a controversial subject and its significance to media.

EOPEINIT THAL IS NOLLOA w1 10 1nomnait 1w

The 24 THE SEX SELL
f The boundaries of advertising propriety are more carefully
TE(hn'que watched on the family medium than elsewhere.

Of the MOTION
PlCTURE CAMERA 26 ART DIRECTORS VS. PACKAGE DESIGNERS

The specialists worry about competition from tv agencies, but
the record shows few admen can wrap a winner without help.

by
H. Mario Raimondo Souto

Mr. Souto, one of the world’s

fqremost authorities on the motion 28 PUTTING IT ON THE LINE TO LOCAL TV

picture camera, has put together the . .

perfect textbook for both the pro- A local agency owner offers frank advice to stations on keep-
fessional and amateur cameraman. ing clients and agencies sold on television.

This book is the first comprehensive
study of the modern film camera
in all its forms, from 70mm giants 30 THE BUILDING BERT BOUGHT
to the new Super 8s. Comparative — . g
material is included on virtually all Bert Stern’s Libra Productions makes a modern commercials/
film cameras available from the program center out of an old (but interesting) shell.
U.S.A., Britain, France, Kussia, Ja-
pan and other countries.

Techniques of filming, from hand DEPARTMENTS
held Cameras to cameras mounted
:L‘origlrlp'}f]nesc snddhellcopters are 10 Publisher’s Letter 32 Fiim/Tape Report
ghly covered. . Report to the readers Round-up of news
Profusely illustrated with easy-to- .
read line drawings. 11 Letters to the Editor 140 Wall St. Report
T ! it . o
Hard covered, 263 pages with index ER e AAGE fieuls
and glossary as well as comparative 15 Tele-scope 4] Spot Report
charts, I hat's ahead behind the scenes Digest of national activity
$I4.50 ea(h 16 Busingss Barometer 13 One Buyer's Opinion
._ Measuring the trends The other side of the coin
P e ——— (]
| ITELEVISION AGE BOOKS 19 Newsfront 63 In the Picture
1270 Avenue of the Americas S d A in tl
I New York, N.Y. 10020 iy S iage pran tn the news
| Gentiemen: . 8
Enclosed find § for copies of “The & \(uewpomts . b4 c?mera_
Technique of the Motion Picture Camera.” I hat makes a hit show last? The lighter side
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Buy KBOI-TV
Se// IDAHO!

KBOI-TV Boise serves Idaho's

capital . . . the state’s ke
P Y

retail and distribution

center. Boise’s influence
extends to every part

of Idaho

KBOI-TV reaches more
homes, men and women
from 7.00AM to 1:00AM
than any other Idaho

television station.

NSl & ARB Feb -Mar. ‘67. Au-
dience measurements ore esti
mates only, bosed on data
supplied by indicoted sources
and subject to the strengths
ond limitations thereof.

TE
Channel 2
BOISE

CBS

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

THE KATZ AGENCY, inc

Natjonal Representatives




4 ALL EYES ARE ON AVCO BROADCASTING
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ALL-PRQO
AVCO BROADCASTING’S’'67-68 ALL-PRO ELEVEN

Not too long ago we were a five station team of WLW stations serving the
Ohio, Kentucky, Indiana area. Now we have grown and expanded to become
a station group serving 11 audiences in 7 markets from coast to coast We
have always been “All-Pro” in our operations, programming and service
to both the public and to advertisers. With our expansion each station has
retained its individuality and “local touch” both in programming and service
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WLW-D WOAI-TY
- WLWA = KYA

|

‘N,

{LEVEN

rom The Nation's Capitol to the Golden Gate. [] Call your BCG man for
letails on how we can serve you.

BROADCASTING CORPORATION

TELEVISIDN: WLW-T Cincinnati / WLW-D Dayt WLW-C Columbus / WLW-1 Indianapolis / WOAI-TV San Antonio
ADID: WLW ti ~ WOAI San Anton WWODC Washington, D. C. ~ KYA & KOIT San Francisco Represented by BCG
WWODC-FM Washington, D. C. / Represented by QM!
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Then join the experts W ouh e
- . . the informed R B ¥
professionals on ™ %
[ L i

Wall Street and in the
financial community who

read and rely on The Magazine Of
Wall Street.

Every two weeks, this 60-year-old
publication offers the latest news
and statistics influencing stock
prices and investment policy . . .
analyses of issues with special
attraction for growth potential —
generous income yields.

Special studies include stock split
candidates, mergers, newcomers to
the Big Board, earnings reports,
new scientific and technological dis-
coveries, GNP, consumer buying,
capital spending . . . probing behind
the figures to give you expert in-
terpretation.
—} !4’\ W%
ELECTRONICS W .
yoArols .

omputers
comm“““ ations

s * Company
profiles

® Market trends

e Charts and
tables

e Speciol columns

on Washington,

Taxes, Speculo-

tion, Inquiries.

of Wall Street

120 Wall Street
New York, N. Y. 10005

I enclose $25 for one-year subscrip-
tion.

Name

Address .

Letter from the Publisher

Trouble ahead

There is plenty of trouble ahead for the industry if it does not
immediately recognize a real threai to the basic concept of a free.
compelitive commercial system of television. This encounter will
take place in the halls of Congress. in the forums of discussion. and
aimed at the public at large.

It is at the same time direct and oblique, subtle but discernible.
We refer generally to so-called Public Television. and specifically
to the National Citizens Committee for Public Television. The Com-
mitlee is headed by New York’s colorful dilettante, Thomas P. F.
Hoving. now head of the Melropolitan Museum of Art.

Make no mistake about it. this will be a permanent Committee.
and Hoving has been forthright in stating objectives. In suggesling
some possibilities of financing non-commercial tv. Hoving revealed
the belligerent anti-commercial aspect of the Committee. “Corpora-
tions,” he says. “who have placed $2 billion annuallv into com-
mercial lelevision, earn many more billions without a hint of tele-
vision public service or awareness. That’s got to change through
television advertisers’ support of an alternative system, which—the
way the airways have been given away in this country—can onlv be
Public Television.” (lialics ours).

The National Citizens Committee will have a long memory, says
Hoving, and does not intend to overlook any single suggestion that
can benefit Public Television. “That goes for taking a long, hard
look at a substantial levy or license fee on hroadcasters, who hay
profited mightily while ignoring their responsibilities.”

Anti-commercial groups

What is so apparent is that the Commitiee by its complexion has
already become a rallving point for groups, associations, and indi-
viduals prominently identified with anti-commercial television. Be-
hind the facade of crusading for non-commercial tv. the Commiltee
vepresents a coalescence of those who believe the structure of Ameri-
can broadcasting should be changed. The Committee, it should be
noted, is well financed with funds fremn six foundations including
Ford, Carnegie and Twentieth Century Fund.

Early this year, there was a parade of witnesses before both the
Senate and the House Commerce Subcommittees extolling the virtues
of non-commercial television. Even the National Association of
Broadcasters, and the networks all testified in favor of some kind
of enabling legislation. The bill setting up the Public Television
Corporation will soon become law after it is reported out of llouse-
Senate Conference. This sets up the mechanics of the corporation
and provides for additional facilities.

Next year, appropriation of some $270 million will be requested.
Now is the time to take a good hard long look at non-commercial
television and where il is headed. And perhaps commercial tele-
vision should be indebted to Thomas P. F. Hoving for articulaling
the battle lines and alerting the industry to the problems it will
have to face.

Covdially,

Ty foouik

Television Age, October 23, 1967
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Letters
to the
Editor

Bishop's stand on sex

I have received numerous com-
ments on my interview (/n the Pic-
ture, TELEVISION AGE. August 28)
and 1 want to thank vou for the
coverage vour publication gave to
the extensive television advertising
approach Bishop Industries is now
taking.

However. the first paragvaph of
your story qunte(l me as saving
Bishop Industries is placing more
emphasis on sex. It would be more
accurate to sav that we are trving
to promote a creative image with
hard sell.

MICHHAFEL A. GRFEN
Advertising Director
Bishop Industries Ine.
Union. New Jersey 07083

Media Comp to the rescue

Your article (The Discrepancy
Problem. TELEVISION AGE.  August
261 effectively demonstrates the tre-
tech-
nology and system development in
dealing with the many complexities
involved in spot tv advertising and

mendous need for computer

the intricate maze of detail and paper-
work inherent in this form of media
implementation.

We at Media Comp have been
directing our eflorts toward resolving
some of these complexities through a

Television Age

Circulation Department

1270 Avenue of The Americas
New York, N.Y. 10020

Name.. ..

{73 New [] Renewal

Address _
Y S o

Type of Business._._.

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

svstem of automation that still en-
ables the station and the national rep-
resentative lo maintain human judg-
ment. so that the values of spot can
be executed more effectively and
more completely.

This is just the beginning. The
phasing in of our system is most
compatible with the basic objectives
of the advertiser and his agency. and
our system technology people are now
examining  a  method  which we
believe will enable the computeriza-
tion that is taking place at the station
level to not only be compatible with
their
also to be verv much in line with

their objectives.

computer  programming.  but
tad tal

ALBERT B, SIIEPARD
Secretary-Treasurer
Media Comp Ine.
New York, N.Y. 10022

Rediffusion redefined

In the Global Report (TrLEvISION
AGE, July 3), there was a reference
to television in Hong Kong. There
are a number of points we should
like to clarify in connection with
Rediffusion’s wired television service.

1. The number of Rediffusion sub-
scribers was incorrectly  given as
306.000. On the 30th of June the
figure was 77.893. At the end of
August. the number had reached the
83.000 mark.

2. Rediffusion is quoted as rent-
ing the sets to subscribers at $4.37
per month. This figure corresponds
to the subscribers” monthly inpu
service fee. inclusive of full set main-
tenance  {including  replacement  of
cathode ray tubes) and sovernment
license fees.

Subseribers whose sets are not

B SUBSCRIPTION SERVICE

Subscription

*ese0ccesvencencssone

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

4] SO Change of address: Please advisos

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

®Csss0svene

B

maintained by Rediffusion pay a
lower input service fee of $3.18.7also
inclusive of government license fee.
Rediffusion operates a tv receiver
rental service at fees of $7.83 and
$6.71 for 197 and 23" sets, respec-.
tivelv. Both these figures are fully
inclusive  of monthly input.  free
maintenance and government license
f(‘('s.

3. Rediffusion is currently on the
air for five 1o six hours daily on the
Chinese channel. not three hours as
stated in vour article.

4. The current rate for a 060.
second commercial spot on either of
Rediffusion’s two channels is $98.78.
and a special combined rate is of-
fered for both channels at $148.00
per 60 seconds. Frequently discounts
of up to 25 per cent are allowed.
and special arrangements can be
made for seasonal and short-term
advertising.

STEPHEN CHUNG

International Public Relations Co.

of Rediffusion (Hong Kong) Ltd.

Watch your computer’'s language

Regarding vour article on discrep-
ancies (The Discrepancy Problem,
TELEVISION AGE, August 28). T think
vou have gotten to the nub of the
problem and have expressed the vary-
ing viewpoints very well.

One point of amplication that I'd
like to make is in reference to stand-
ardization and computer-to-computer
communication. It's quite true. as Joe
St. Georges savs. that anvone can
program his computer to talk to any
other computer and not necessarily
standardize the terminology.

However, when vou have many
reps talking to manv agencies and
each has different terminology. differ-
ent computer hardware and opera-
tional criteria you compound the
problem above the simple case of one
machine talking 1o another — the
extra equipment or storage necessary
to make all the necessary translations
could be quite expensive for a rep or
an agency.

I am not advocating that everyone
use the same piece of hardware from
the same manufacturer—but that we
talk the same language regardless of
what type of machinery we use.

MARTIN E. GOLDBERG
Viee President

HR Television, Ine.
New York, N.Y. 10017
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"We

call our
computers
‘Tom,
Dick
and
Harry

o




No one is miore aware than we

of the fabulous advances in automation.
In fact, we use computers extensively
through outside bureaus. To us,
computers are an asset in the fast-
paced business of spot sales.

There are also facts that don’t come
out of computers.

That's why at Peters, Griffin, Woodward,
Inc. every Tom, Dick.and Harry is a
broadcasting expert who can guide you
in the ways of spot buying. They
understand the subtleties and ins-
and-outs of a rather complex business.

We talk your language—so no matter
what you want
to know

bout spot
taelzsis?gr?— ASk us
first.

Q@:zrers @rirriy. Qoopwar, i

Pioneer station representatives since 1932




Flat statements about Iowa corn
have only a kernel of truth: We
raise it and it’s important—but not
preeminently. Iowa isn’t corn. Ever
since 1950 the market value of
Iowa’s industrial output has ex-
ceeded its roral agricultural output.
In 1966 the ratio was 3 to 1 ($10.2
to $3.3 billion).

What’s it to us? We're tired of the
hayseed image. And, although the
traffic created by a couple of hun-
dred thousand industry-employed
Iowans creates a little smog, the
Iowa air absorbs it with ease and

still leaves room for our kinetic
kilocycles.

Man and boy, we’ve watched lowa

The
wmT
Stations

Mail Address: Cedar Rapids, Iowa
WMT, WMT-FM, WMT-TV
KWMT, KWMT-FM, Fort Dodge
Represented by The Katz Agency

industry grow, and small farms
become big business. Eastern Iowa
now contains 609 of Iowa’s pop-
ulation and buying power. It in-
cludes Cedar Rapids, Iowa City,
Waterloo and Dubuque—four of
lowa’s eight largest population
centers.

We have reason to believe that
we've followed Eastern lowa’s
changing complexion and taste,
perhaps even helped shape the
latter. Our sales stafl, or Katz
Agency representatives, will be
happy toshare our reasons with you.

Television Age, October 23, 1967
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The Madrid shuttle

The flow of U. S. commercials assignments to Movie-
record in Spain increased markedly in the past couple of
months, and shows signs of accelerating in the near fu-
ture. Shooting at the Estudios Moros complex in Madrid
were commercials for Lysol (Manoff), B. F. Goodrich
(Griswold-Eshleman), Kodak International (J. Waller
Thompson), The Detroit News (W. B. Doner), Seven
Up’s Howdy (Fred Thomson Agency in Westporl,
Conn.), Esso lmperial (Cockfield. Brown), and three
Standard Brands accounts—Planter’s peanuts, Royal
Flan dessert. and Roval gelatin—(all J. Walter Thomp-
son). Looks like Madrid is a short jump from Cleveland
and Detroit these days, let alone New York.

Lots of media facts needed to sell retailers

The growing importance of the product presentation
to retail buyers and buying commillees means more in-
formation must be offered about media. The huyers don’i
want generalities about the advertising. For tv. for ex-
ample, they want to know the number of spots, the sta-
tions used, the duration and frequency of advertising.
Food broker W. C. Ethridge. president of Carolina
Brokers, addressing the eastern annual conference of the
4As. recently urged a visual presentation of the com-
mercial. While he admitted it is costly, he said it is
worth “many times” the cost.

However, Ethridge warned against supplementary
pitches by reps and (v personalities. It was effective
when first used, he said, but excessive repetition has
degraded its impact.

Comeback in spot tv

A new proprietary drug product. which comes out of
Revion’s Thaver Laboratories division. will be launched
nationally this fall with a $3 million television radio, and
print ad campaign. Called Comeback, an analgesic/stimu-
lant to fight fatigue, the product is billed as the source
of “a huge new business that replaces nothing presently
sold over the counter.” Product has been in nine test mar-
kets for the past year, and is expecled 10 use primelime
spot v in over half the country this fall. Contact at the
company’s agency, Gumbinner-North, Inc.. is Anita
Wasserman.,

How good is the product manager?

The importance of the product manager and his in-
fluence on media decisions, a subject of some dispute,
often revolves about the quality of the men in the job.
With wide responsibilities but little line authority, the
product manager’s influence is often sharply dependent
on his particular abilities and personality. Some say the
trouble with the product manager system is that, as'soon
as a man shows promise, he’s moved up. A recent move
at Coca Cola illustrates the type of man who sometimes
fills the product manager’s shoes. Charles K. Holmes.
product manager for Fresca and Fanta, was named presi-
dent and general manager of The Coca-Cola Bouling Co.
of California.

Television Age, October 23, 1967

Playing outdoor games in Florida

What may be the first outdoor game show will start
on NBC-TV next month (November 18). It is 71easure
Island, a co-production between Colgate-Palmolive and
John D. MacArthur, the multimillionaire Florida real-
estate developer. Colgate. as one might surmise, is under-
writing the telecasts entirely. To make the show, Mac-
\rthur has invested close to $1 million in the set alone:
perhaps the world’s largest man-made lagoon, on one-
and-a-half-acres in Palm Beach. Contestants will run an
aquatic obstacle course. hunt for sunken treasure with
Geiger counters. Show is one of the first developed under
a new agency-origination plan by Norman. Craig & Kum-
mel, one of Colgate’s agencies, and NCK’s veteran show-
man, Marlo Lewis. The tv equipment being used to make
the show is being leased from Overmver’'s United Net-
work. Show is considered a bellwether for increased
Florida production.

They love those ltalian tv commercials

The limited availability of ads in European commer-
cial rv hasn’t dulled the appetite for video advertising.
One U.S. adman, who visited ltaly recently. relates that
a bartender turned on the lounge’s tv set for 15 minutes
of commercials, then turned it off. A sizable audience
watched. When queried ahout the keen interest in this
area of tv, the bartender said that “people lik: to see
what’s new.’

The adman also noted that in West Germanyv, despite
the fact tv advertisers have lo put in their requests for
time months in advance, there is a long line for the 20
minules of commercials per day on the commercial
channel. “I1’s ohviously rough to plan marketing on that
basis.” he said. “hut that doesn’t slop anvbody.”

Tv brews more coffee drinking

The power of v is again manifested in an ad campaign,
this time McCann-Erickson’s “Think Drink” offensive for
the Coffee Promotion Committee. The drive, launched
lo counteract a decline in coffee drinking among vounger
adulls is apparently paying off. A recent survey by Mar-.
ket Facts for McCann showed that 70 per cent of those
under 30 had upped their coffee consumption by 20 per
cent. The coffee indusiry still has a long way to go
though a five-year decline has hegun 1o level off. The
commitlee sees in the research, however. signs of an
upturn,

Next year in Jerusalem for tv men?

Through the Committee on Manpower Opportunities
in Israel, the Tel Aviv government is looking in the U. S.
for producers, directors. announcers, cameramen and tv
technicians to do lelecasts to Arabs in lIsrael and in
territories overrun in the “Six Dav War" The Arab-
language telecasts will start on the tv extension of Kol
Yisrael, the radio broadcasting operation, nexl spring.
(The only other tv in Israel is children’s programming.
Kol Yisrael has been broadcasting to the Arabs for over
a decade.
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Business barometer

If percentages are taken as a guide, then August figures on station revenue reveal that

spot turned in the worst performance yet this year. Overall, spot revenue

was down a record 9.7 per cent compared with

last year., No month in recent vears has shown
such a drop. As shown in previous "Business barom-
eter" reports, July and June were pretty bad, too,

with declines of 7.5 and 7.6 per cent respectively

The large stations got it in the neck during August, again

showing that they're not any more immune to the
medium's declining fortunes than the smaller
stations. For the total U.S., spot revenues
in August came to §57.4 million, compared to
$63.6 million in '66.

Total revenue in August compared to the month before was

about the same-to be precise, down 0.8 per cent.

In past vears, August was atime for hefty increases over

the preceding year. In '66, spot was up 11.8

per cent over '65; in the latter year, the increase
was 14.3 per cent ; the year before that it was 16
per cent, then 13.8 per cent, etc.

For the most part, the smaller stations have suffered

In August,

the smallest decline or gotten the largest in-
creases in spot, the monthly data show—
probably because they have less to lose in that
area. For whatever significance it may have, the
figures reveal that only in May of '67 did the
smaller stations do worse in spot than the other
two classes of stations in the "Business baro-
meter" tally.

the smaller stations were in between, averag-

ing a 6.0 per cent dip. The medium-size outlets
dropped 4.9 per cent but the larger stations plum-
meted all of 11.7 per cent down. This was not the
first time the over-$3-million-in-annual-revenue
group did markedly worse than smaller stations. In
March and April they also performed notably poor
in comparison with the other groups of outlets.

For eight months, spot revenue now totals $538.9 million,

(A copyrighted feature of TELEVISION AGE. Business
Information is tabulated by Dun & Bradstreet. )

compared to $550 million in '66.

NATIONAL SPOT

millions of dollars

L

August (down 9.79,)

Year-to-year changes

hy annual station revenue
[ Station Size Spot Ty
Under 8! million —6.0%
$1-3 million 1.9
$3 million-up 11.7%

RRRRIOS SISGIOG SOUODGU SEOUMNIS JHH000E »

YT i
1967266 comparison

Next issue: a report on local and network compensation income in August.

Barometer is based on a cross-section of stations in all income and geographical categories.
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THE PELICAN WITH THE
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- SPLIT PERSONALITY.

THAAESAASAB DTS NN HED DS NLEEEEODD

Good films we’ve been making for a good long
time. But maybe you didn’t know we’re in
videotape, too, with the same talent,
professionalism and experience. You've
probably worked with our “*board of directors’:
Mark Statler: Jerry Kaufman; Chris Eaton;
Ben Somoroff; Tom Anderson; Jack Zander;
Mordi Gerstein; Lar Calonius. What they've done
for you in film they can do for you in tape
using the same techniques in tape as they use
in film. We don’t have to sell you on tape—
or when to use it. But maybe you haven't
realized the wide variety of tape and film
combinations possible today. Herb Horton,
our tape-film coordinator, can tell you.
Taping. Filming.

Pelican is the name.




IMMEDIATE...INCISIVE...INCLUSIVE! News: Designed for Milwaukee

WTMI-TV brings Milwaukeeans news as il happens . .. from where it's happening! On-the-spot local reporting
by helicopter and mobite units. World coverage by wire services. news bureaus. network facilities. sports and
weather wires, and video tape. Complete news coverage. .. tast! Experienced. intelligent reporting and
interpreting by the area’s largest news staff provides more in-depth broadcasts than any compet-
ing station. And 20 years of experience. coupled with Milwaukee's most modern broadcast tacilities.

give viewers the best rated news*.. Designed for Milwaukee
WTMJI-TV

*A.C.Nielsen Co..Oct. 20-Nov. 2.10-23.1966(5:30-6:30 P. M., Mon.-Fri.. and 10:00-10:30 P.M .. Sun.-Fri COLOR IN MILWAUKEE

The Milwaukee lournal Station « NBC In Milwaukee Represented by: Harnington Righter & Parsons — New York » Chic g0 * San Francisco » Atlanta » Boston » St | * Los A los
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Code problems

While the changes in time stand-
ards for the Tv Code, adopted re-
cently by the Tv Board of the Na-
tional Association of Broadcasters,
won’t result in any radical revisions
so far as the viewer is concerned,
there will be changes of concern to
advertisers, agencies and broad-
caslers,

Though little attention was paid
to it on the outside at the time the
Code Board was wrestling with the
problem, a decision affecting pro-
gram prologues and epilogues will
require some changes in formatting
of both programs and commercial
placement.

Behind this is the problem create
by limiting program interruptions,
particularly the requirement that
only two interruptions per half hour
will be permitted in primetime in the
main body of the program.

It became apparent that some de-
finition of what constitutes “the main
body of the program” would be need-
ed. Prologues and epilogues were
created primarily 1o ease the problem
of commercial placement and keep
viewers tied to the set.

If they were considered part of the
program proper, the two-inlerruption
limitation  would mean crowding
more ads near the station break, thus
adding to “clutter.” I{ they were not
considered part of the program pro-
per, the effect of the two-interruption
rule would be, for all practical pur-
poses, nullified, since ads following
the prologue and preceding the
fapilogue would not be counted as
interruptions.

As so often happens in situations
of this kind, the problem was re-
solved by a compromise. It was de-
cided that the prologue would he
considered part of the main body of
W the show, but the epilogue would not.
~  The decision will be spelled out in
! formal terms by Howard Bell, head
| of the NAB’s Codle Authority and its
* implications will he explained during
$ !he Fall series of NAB regional eet-
. ings,

© Problem continues. Merely stating
S that a prologue is part of the pro-
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gram and an epilogue is not does not
end the problem. Those familiar with
formatting agree that interpretations
will be inevitable.

Says one network authority:
“Some formatting will require elim-
inating the prologue. One way to do
this and still keep some interest in
the opening of the show will be to
run titles and above-the-line credits
against a scene. say, of a cowboy
crossing the plain. As long as this
scene is not part of the story, that's
okay. Some guys might try to work
in a story line to keep interest high.
and then there’ll be trouble.”

One example given of a segment
that is not part of the story line is
that in NBC-TV’s Get Smart, where
star Don Adams drives u